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TRANSNATIONAL SATELLITESIN ASIA:
& THE GLOBALISATION OF TEL EVISION

Abstract

The advent of transnational satellite television m the earty 1990s canght Asian govemments,
broadcasters, advertisers and consumers unawares. Its popularity spuared a vigorous debate
among the mtelligentsia of Asia which centred on issues of the globalisation of culture in
general and of television m particular, and to a lesser extent on the globalisation of business
and of advertismg, Usmng a multi-method approach including key-mformant mterviews,
secondary data on audiences, and content analysis of advertismg, this comprehensive
research describes and analyses the salient aspects of the impact of transnational satellite
television on the television and advertising industries in Asia, focussmg on Indonesia, India
and Chna. The research found that regulatory environments were not sufficient
explanations of significant impact, and that the latter depended on the political ideologies,
mtegration with the world-economy, cultural and language affinities, domestic television
and film mdustries, consumer affluence, entertamment affluence and more. Instead of
remamning truly global in their programming strategy transnational satellite broadcasters
have gone multi-national or multi-domestic, formmg symbiotic relationships, such as
strategic alliances and jomi-ventures with domestic broadcasters, cable operators,
programme producers or multiservice operators. Thus the dissertation argues from the
development of transnational satellite television in Asia that globalisation of television
mvolves not a homogenising Westemisation, but a hybndisation which occurs within the
macro-context of politico-economic, socio-cultural processes as well as the micro-context
of the broadcasting, advertismg and other cultural mdustries within each country.

Amos Owen Thomas
Melbourme, Australia
March 1998
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PREFACE

This research on satellite television grew out of two career-experiences of the author in the Asia-Pacific
region. The first was that of adapting global advertising campaigns or creating campaigns for multinational
marketers which could be utilised n one or more countries in the Asia region, as copywriter in ntemnational
advertising agencies based in Singapore.

The other was encountering transnational satellite television from Australia, the US (CNN and
Guam), and Indonesia available quasi-illegally via satellite and cable in Papua New Guinez, a developing
country in the South Pacific, while resident there as an expatriate academic. Both of these experiences raised
for me the issues of the globalisation of media, advertising, econonty and culture. Yet when first seeking
doctoral enmolment m earty 1991 m Australia, transnational satellite television was not yet a reality across
much of Asia and my mterest m 1t seemed somewhat esoteric.

Only m subsequent years when StarTV blazed a fiery trail across the region did this research became
mcreasingly feasible, even topical. Over the past five years n which [ have researched the mmpact of
transnational sateflite television in Asia, travelling to over six countries in the region, some of them more than
once, my views on the issue and approach to the research have metamorphised somewhat. On the theoretical
side I became much more aware of the varied of schools of thought on media across multiple academic
disciplnes, from sociology, political science, literary studies, commmumications to marketing, far more than [
had thought existed or were relevant. On the empirical side I was soon finding that some of my earlier
hunches about the impact of transnational satellite television were not quite bome out m many of the Asian
countries visited.

Ore of the challenges of completing this thesis which spanned over five years was keeping abreast
of the rapid pace of change n the television industry in Asia. As such this dissertation is both a chronicle and
creative end-product of a long joumey of discovery, and I trust that its insights are helpful to others who, like
me, are fascinated by the globalisation of television and eager to understand what 1t is shaping up to be
worldwide,
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Chapter One
INTRODUCTION

The advent of transnational satellite television n the early 1990s caught Asia unawares. It captured the
imagination of audiences in many countries under the satellite broadcast footprints who had been long
accustomed to unimaginative public broadcasting and controlled commercial broadcastng  The
transnational medmum fostered a dramatic growth m the sales of satellite dish-antermae and the establishment
of cable networks, 1llegal and quasi-legal. Overtaken by events, govemmernts in the region naturally reacted
with a range of regulations and policies to what was perceived as culral imperialism which would
undermine their national political-economic and socio-cultural agenda. Confident in their dommant market
shares, domestic broadcasters were often slow to face up to amv threat to their audience shares, while
advertisers remained sceptical of the benefits of transnational satellite television for their products, at least in its
early form as a pan-Asian elite medium.

Nornetheless, transnational satellite television spurred a vigorous debate among the intelligentsia of
Asia which centred on 1ssues of the globalisation of cultiure n general and of television m particular, and to a
Jesser extent on the globalisation of business and of advertising. In recent decades globalisation has been a
key concept across a number of fields of human endeavour but contimued debate over its meaning still
engenders more media hype than mtellectual insight. Certainly from the 1960s through the 1980s the concept
gamed momentum with the nisk of nuclear annihilation, awareness of emvonmental crises of planetary
proportions and the onset of a global economic recession. Then m the 1990s the growth of new
commiunications technologies such as broadcast satellites, mobile telephony and the mformation
superhighway spurred the debate further. These developments comeided forturtousty with the demise of the
Cold War and ascendancy of capitalism in the world economy to a position of unchallenged primacy. Thus
this dissertation on transnational satellite television in Asia will seek to analvse its development within the
wider context of politico-economic and socio-cultural globalisation at the end of the 20th century.

1.1 (GLOBALISATION VIA THE MEDIA

Global communications have been revolutionised in recent years through geostationary satellites, optical
fibre, digital transmission, cable television, mobile telephony, computer networks, on-line libraries and
databanks, facsimiles and electronic mail, among many other forms of electronic technology.  Although
advocates of these new technologies clamm unbridled access to mformation will lead to greater
democratisation of societieg, critics point out that in reality such technologies perpetuate the status quo of
dependency between developmg and developed nations, or even mnequity within nations between their own
capitalist elite and working classes. In any case, corporate and govemment decisions conceming media

1-1



Introduction. 1-2

technologies and programming software are beng made mereasingly in a global context and so it is in this
context that transnational satellite television in Asia must be analysed and understood.

1.1 New communications technologies

The second half of the 20th century has seen phenomenal growth in satellite and cable technologies
which allow global media corporations to circumvent national broadcasting and structures, at least partially,
and offer ther television services commercially to advertisers or consumers. It seems evident that
globalisation of the media, particularly television, has been spurred along by greater broadcast deregulation
worldwide in recognition of the fact that new media technologies such as satellite television render national
media sovereignty a quite urrealistic goal. Unmmpeded media communication is being justified as an mtegral
part of freer world trade m services as multinational corporations seek access to all media as a vital means of
promoting consumption of the goods they produce. While advertisimg underpins this growth of the mass
media, especially of television in developmng countries, the extent to which it does so has seldom been
recognised fully. On the one hand busmess research has preferred to focus on how to maximise effectiveness
of advertisimg while discounting programming as a means of promoting consurmerist lifestyles or considering
the wider social mplications of advertising practices. Media research, on the other hand, has often ignored
advertising, preferring nstead to focus on the social mpact of news and entertainment programming, or
issues of mdustry ownership and govemment policy/regulation as befits concems about cultural imperialism.
This research will seek to redress that mbalance by analysing the symbiotic relationship of broadcasting and
advertising in the growth of transnational satellite television.

1.12  Multinationals and advertismg

' Growing politico-economic regionalism, nation-state fragmentation, new broadcast technologies
and the deregulation of mdustry m the 1980s and 1990s have encouraged the growth of ntemational
marketing and advertismg. Multinational corporations enter markets made accessible by new media and
distnibution channels and are soon accompanied into these host-country markets by their home-couritry
advertising agencies. The effect of the amval of these mtemational advertismg agencies 1s generally believed
to spell a further shift from print to broadcast media, and within broadcastmg from publicty-owned stations to
commercial stations. The advent of transnational broadcasting via satellite in a region such as Asia is believed
to foreshadow the furmelling of media spending by these global marketers through First World-owned
advertising agencies accredited to buy commercial time on such broadcasters. It could be more cost-effective
than advertising on various domestic television stations and so be the prefared mode of multmational
corporations marketing n the region. If that were so, one critical issue would be how global marketers
allocate their advertising spending between national and transnational media reaching the same target market,
and another the creative strategies they adopt to communicate with a pan-Asian audience. If that be not so,
then the central question wéuld be why global marketers have not availed themsetves of this new globalising
medium par excellence, or at least have been diffident towards transnational satellite television.
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1.1.3  Media/cultural imperialism

Govemments of developing countries tend to fear cultural imperialism via the media such as the
perceived erosion of their national and ethnic cultures by television programming from the developed world
and therr replacement by a global culture of "Westem' origin. The effects are believed to be uniform across
Asia, with audiences n the urban centres particularty perceived to be changing their media and consurnption
habits at the very least, and at worse adopting new "Westemised' consumerist lifestyles 1 toto. There have
been, of course, dissenting views which argue either that societies of the world could never become
thoroughly homogenised culturally nor economically dependent. Some would point out that there is n fact a
quite opposite trend towards differentiation through the demassification of production, even in the media
mdustry, and reassertion of subcuttural and ethnic identity. This raises the issue of what mpact the new
medium can and does have directly on the broadcasting and advertising mdustries of the diverse nation-states
m Asia, and indirectly on socio-cultural change. To date the evidence cited m support of govermment
mtervention i the transnational satellite television mdustry has been largely anecdotal and speculative m
nature. The only other data is proprietary market research commissioned by the broadcasters themselves such
as audience ratings which are well guarded commercial secrets and largely uncritical m onentation. Adopting
an empirical approach and utilising both qualitative and quantitative data, gathered from primary and
secondary sources, this dissertation will seek to provide critical anatysis of the impact of transnational satellite
television in Asia.

12 SATELLITE TELEVISIONIN ASIA

Televiéionhasbemmhﬁegmlpmtofﬁneoonorrﬂc strategies of most developing countries in Asia, as
elsewhere in the world, ever since the 1950s and 1960s. Some of them, like India, China and Indonesia,
utilised domestic satellites as a means of reaching far-fhing comers of therr nation-states with public television
broadcasts and their nationalistic agendas. Only in the 1990s have such countries encourttered the intrusion of
transnational satellite broadcasts of commercial television, over which they have Immted control, if they
choose to exercise it, over reception by therr citizens, and with which they have had to come to terms. Thus
any study of transnational satellite television must take mto consideration the historical development of
domestic television in specific national markets. For the television services m each country, includmg related
cultural industries such as cinema and video, constitute the media environment mto which the new medium
amived, and which has mitigated or accentuated its impact.

12.1  Domestic satellites and national development

Although modemisation theorists did recognise that social change was a complex multicausal
process, there was still a terddency to see economic factors as the determming ones, that 1s, the view that with
adequate preparation an economy would result in self-sustamed growth. Development theorists earlier this
cenfury, especially those from the modemusation school, had consistently advocated the use of the mass
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media, particularty public television as a major tool In promoting socio-economic development. Thus the
model adopted m most developmng countries and certamly in Asia has been of a single dominant public
broadcaster to provide development programming and entertamment programming, both of which promoted
national development along with cultural integration. However, in reality, the public broadcaster usualty
featured largely mported entertamment programming due to the high cost of local production and was
dependent on advertising revenue from both domestic and global marketers. Tronically it was this Limited
availability of television media for advertising amidst rapid economic growth and affluence in parts of Asia
which might have provided considerable impetus for transnational satellite television, a phenomenon which
warrants mvestigating. The initial fears expressed by govemment and mdustry leaders were that transnational
satellite television would decimate their domestic temrestrial counterparts through superior technology and
programming. While a few countries n Asia liberalised therr domestic television industries in anticipation of
the transnational competition, most others were compelled to adapt reactively and rapidly to the radical
change which swept the media mdustry of the region in the earty to mid-1990s.

122  Pan-Asian satellites and commercial television

A number of transnational satellite television providers entered the Asian market in fairly rapid
succession. The pioneer and market leader, StarTV, commenced by beaming its five channels from
AsiaSat]l m 1991 and was soon claiming household penetration figures across the continent which were
mereasing by the tens of mullions each year. However doubts were expressed by the advertising and
broadcasting mdustries about therr research's validity, and even more so for their silence on actual viewership
and advertismg revenue. In mid-1993 a global media conglomerate, News Corporation, bought a controlling
interest m StarTV from its foundmg Asian owner, and two years later purchased the remaming shares. Soon
afierwirds ofher global chamels like CNNi, ESPN, Discovary, TNT and HBO entered the fray,
commencing broadcasting via the Indonesian-owned satellite network long used for domestic broadcasting,
before migratmg to newer and more powerful satellite platforms. Then specialist business services such as
ABN and CNBC Asia began to appear, followed by a number of regional channels m Asian languages led
by TVB Supercharmel and ZeeTV. With the launching of newer, more powerful satellites m the mid-1990s,
a plethora of channels went on arr, many of them clones of the pioneers, some of them domestic commercial
broadcasters and even domestic public broadcasters which had decided to go regional, others being
newcomers from related industries such as film and video production, and even transnational satellite
channels bemg re-ransmitted on domestic terrestrial or cable channels. By the late 1990s, when this
dissertation featuring StarTV was being completed, there were far more transnational satellite charmnels
operating in Asia than it was possible to keep reasonable track of, let alone nvestigate single-handedly.

123  Regional advertising and business strategy

The deregulated 1980s and 1990s have seen a much more diversified market for marketing
communications media and the unimpeded dominance of ntemational advertising agencies in many national
markets. The rise of global media corporations and of transnational television broadcasting in Asia as in
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Europe have been predicated on the commercialisation of the medium. Multinational corporations wishmg
to market ther products globally are sought as major sponsors of the growth of transnational television via
satellite, with their advertising agencies serving as catalysts. As a global medium, the amrival of commercially-
fnded, satellite-delivered transnational television in Asia has spawned some speculation that viewership of
domestic television will decline and that national advertising budgets might be consolidated into regjonal if
not global budgets. Thereby the role of mtemational advertismg agencies would be strengthened, and
consumption cultures across countries would be homogenised, among other such scenarios of significant
politico-economic, and socio-cultural mpact by the new medium. Despite being major players in global
media, advertising and marketing are oft-neglected fields m mtemational communications research, a situation
which this dissertation will atternpt to redress as it assesses the role of the advertising mdustry in the growth of
transnational satellite television in Asia.

13 RATIONALEFOR RESEARCH

In the late 1990s there is still need for systematic research on the politico-economic and socio-cultural context
and consequences of transnational television broadcasting via satellite to aid decision-making by public
policy-makers, commercial broadcasters, advertisers and consumer movemers alike. As this is an immense
arena, any research on its impact would have to focus on a few aspects of transnational satellite broadcastng
and in specific national markets using a specific set of methodologies. Thus the proposed research aims to
understand what mpact transnational satellites may have on the television and advertismg industries of
developing countries m particular. While the research will survey the responses across most of Asia, it will
focus on three prominent countries drawn from three subregions, namely South East Asia, South Asia and
North East Asia. Using a multi-method approach comprsmg, for instance, key-mformant mterviews on
structures and strategies, secondary data on audiences and policy, and some content analysis of advertising, it
will attempt to provide comprehensive case-studies for comparative analysis of Tmpact.

1.3.1  Global economic developments

In recent years govermments of diverse ideological persuasions have been mstrumental in promotmg
the global integration of themr national economies in retum for economic benefits for their countries and thus
therr own political longevity. However in the process of joming regional mter-govermmental organisations
(IGOs) or cooperating with large multinational corporations (MNCs) these very govemments, such as those
of the Asian countries researched in this dissertation, seem to lose some measure of political control over therr
societies. Furthermore, governments of developing countries are generally concemed that commercial
television broadcasting via transnational satellite could possibly undemmine therr own social progranmes,
causing the misallocation df economic resources to consumer goods, and fermenting political unrest by
promoting, via both advertisng and programming, unattamable materialistic expectations among their
populace. Thus quite nghtly any discussion of globalisation via television in Asia needs to analyse its roots
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and consequences for political and economic change within particular courtries, their participation in the
world economic system, and the role of multinational corporations.

132  Global media developments

Adoption of mproved communication technologies tends to reduce their national control over
mformation, ideas and culture, as developing countries countries have found to their chagrin. Nonetheless
some developing countries have sought to prohibit or at least limit access to transnational broadeasts, with
varying degrees of success. Thus the mpact of the new medium has been far from uniform across Asia in
part because national governments have responded in differing ways to the perceived globalisation of their
cultures and undermining of their domestic television industries. But the limited academic research available
thus far on transnational satellite television suggests that its impact on national audiences may not be
moderated by regulatory policies alone. This research will examine the various factors that explain the
varyng mmpact of transnational satellite m the three countries studied, with the ntention of being able to
generalise some of the findings to other developing countries in Asia, if not firther afield. It will also examine
whether the fears of govemments regarding erosion of national culture as well as the claims of transnational
broadcasters to deliver large cross-border market segments are well-founded or exaggerated.

133 Global marketing developments

The debate in mtemational marketing over whether to globalise or Jocalise strategies which has
raged on for a few decades still remains unresolved, despite attempts by some academics to make a case for a
middle-road like regionalisation or selective standardisation/adaptation of marketing elements. As far as
advertising 1s concemed, some academics and mtemational business executives would argue that
globaﬁsaﬁm is imperative given the increasing ntemational competiion with the lowering of trade barmers,
homogenetty of consumer markets and convergence of media technologies. The relatively few empirical
studies on comparative advertismg, based largely on content analysis of advertisements or surveys of
decision-makers, have failed to provide definitive answers to this debate. This dissertation will seek to
describe factors affecting market response to transnational satellite telev1sion such as the character of domestic
television altematives, linguistic and cultural bamiers, production costs, consumer affluence, and advertising
revenues. Thus it will document the growth of domestic commercial television in Asia both before and after
the advent of transnational satellite television, as well as nvestigate the responses of marketers and ther
advertising agencies to the new media altemative.

14 OVERVIEW OF THESIS

As noted above, the concebt of globalisation remains unclear because both m its academic use of the term
across different disciplmes and the popular usage of the term in various professional fields it has acquired a
plurality of meanings. So the dissertation begins with a literature review which surveys the phenomenon of
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globalisation, its antecedents, causes and dynamics, as well as its consequences and potentialities. The review
begmns with the political-economic and socio-cultural arenas, and then tums to the specific fields of media and
advertismg which this dissertation examimes more specifically. Together with the issues surmounding the
mmpact of satellite and cable television gleaned from the extensive literature on social change, media theory,
global commurications and advertismg management, they will be summarised in Chapter Two of this
dissertation.

The research methodology used m this dissertation is clarified m Chapter Three which begins with
an overview of the diverse theoretical perspectives in media, before examining the various research
paradigms they lead to. Given the multidisciplnary nature of media and communications studies, there are
many altematives m research design available for this study, and these are surveyed next. Then the rationale
for the multi-method approach adopted for this exploratory research on the mpact of satellite television in
Asiais explamed in some detail. Fmally, the actual sources of data collection and the process of data analysis
are spelt out, along with the challenges encountered and caveats about the information conveyed and
conclusions drawn.

Actual developments in pan-Asian satellite television will be surveyed in Chapter Four of the
dissertation, with a view to identifying and classifying the major players, both charmel providers and satellite
platforms, and their corporate ownership links, if any. Initial responses by broadcasters, advertisers, audiences
and govermments  in the major sub-regions of South East Asia, South Asia and North East Asia will also be
described and classified. The chapter will also provide an mnovative six-fold typology rangng from active
suppression to hiberal access by which to analyse govemment policies towards transnational satellite
television, as well as the shiffs that have occured over the past decade. Thiis typology is then applied to most
of the countnes m each of the three subregions as a means of mappmng out the policy responses of
goven%menls

The subsequent Chapters Five, Six and Seven comprise detailed case-studies of the television
broadcasting scene of three countries, before and after the advent of transnational satellite television. Each of
the countries, Indonesia, India and Chma, were selected for its represeritation of a major market within a sub-
region for transnational broadcasters operating in Asia. The case-studies will examine the development of
television in each country and the impact of transnational satellite television on the broadcasting mdustry. A
comparative study of the advertismg practices in relation to transnational satellite television in these three
countries 1s reported m Chapter Eight. It will mvestigate the globahisation of advertismg i the region, n
particular whether transnational satellite television has caused the consolidation of advertising strategy, media
buying and creative execution n advertising agencies, whether domestic, regional or mtemational in
ownership.

While the case-study chapters contain not just findings but also discussion on the mpact of
transnational satellite television, Chapter Nime will make explicit companison of their expenence of
transnational satellite televition through an inductively-derived analytical framework. In seeking to draw
lessons applicable to developing countnies beyond the region, the implications of the research findings for
govemments, business and researchers are critically evaluated in the context of political, economic, social and
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cultural change in late 20th century Asia. Fnally reflections on the anticipated longer-term consequences of
globalisation for the developing countries of Asia and beyond are highlighted in Chapter Ten together with
the generalised conclusions of this research. By adopting such a systematic approach in analysis of cultural
industries this dissertation hopes to fill a void m research on developments during the earty to mid 1990s since
the advent of transnational satellite television.

As this chapter has argued, the impact of transnational satellite television is of interest to govemments, citizens,
social researchers, broadcasters and marketers alike, despite their often conflicting agenda.  Yet while much
has been written about it in the news and mdustry media, systematic research on the critical issues has been
scarce, the methodologies used rather limited and therr findings somewhat inconclusive.  This more
comprehensive research will endeavour to describe and analyse salientt aspects of the impact of transnational
satellite television on the television and advertismg mdustries in selected Asian courtries, which may
ocorroborate or debunk the more popular accounts and Imited academic research. Therefore the findings of
this doctoral dissertation are offered to govemments, multinational corporations, civic organisations, inter-
govemment organisations, academics, research mstitutions and any other inferested parties in the broadcast
media. It is hoped that bemg mdependent research it will provide these diverse groups with greater
knowledge and critical perspective which may facilitate their mvolvernent m, management of, and possibly
collaboration in the futire development of transnational satellite television in Asia and elsewhere in the Third
World.



Chapter Two
UNDERSTANDING GLOBALISATION

With the relentless miegration of nation-states into a global capitalist economy, the growing perception of
global shrinkage through communications technology, and the seeming spread of Westem culture via the
mass media, the concept of globalisation has gained mileage in the late 20th century. Certaly this awareness
ofhehﬁerdqnendenceofnaﬁonsandsoddi&sud@awoﬂdsystanisreﬂectedmﬁlewidﬁspr&duseofﬂ'le
term 'globalisation’ m business and media circles currently. Yet the concept remains unclear because both the
acadezrﬁcuseofﬂletmnacrossdiﬂ“ermt(ﬁsciplirmmﬁ&xepopdaru&geof&n@nhwaﬁouspmfe&*ional
fields has resulted in a plurality of meanings, albeit related. This review of the literature will seek to survey the
understandmng of the concept of globalisation, first in the politico-economic and socio-cultural arenas, and then
in the specific fields of media/broadcasting and advertising/marketing which this dissertation examines.

21 (GLOBALISATION OF THE ECONOMY AND POLITY

Theories on globalisation tend to trace its development through economic and political change. Depending
on therr pomt of view, the systematic growth of globalisation has been dated by theorists either from
European adventurism begiming in the middle of this millenmium, from mndustrialisation and colonialisation
between the 17th and 19th century, from modemisation and development following the so-called World
Wars in the first half of this century, more recently from the demise of the Cold War in the late 1980s, or even
from the advent of post-industral and post-modem phenomena in late 20th century. Neglected in most of
these accounts of nascent globalisation are the explorations, mperialism and cultural hegemony within Asia
by empires in China, India and later Japan over the same historical period,s perhaps because globalisation is
almost always taken to imply a Westermising process. Whatever its history, the present understanding of
globalisation in the academic literature seems to be that it represents an acceleration of the spread of Westem-
style modemisation, and so it is with this concept that we begin our theoretical review.

2.1.1  Modemmisation theories
Ifonewcq)tsﬂleviéwﬁ]atglobalisaﬁonisneiﬁ}eranewpmcemnorevmanewcomq)t,thenit
must be possible to trace its roots in the discussion of modemisation within sociology. ~ Although
modemisation theorists recognised that social change was a complex multi-causal process, there was still a
tendency to see economic factors as the pre-emment determming ones. For mstance, Rostow (1960) claimed
that with adequate preparatibn an economy would take off into a period of self-sustained growth. The newty
independent Third World countries in the post-War era were most interested m this viewpoint but soon came
to realise that the nflux of capital was not a sufficient factor in and of itself. But the positive social change in
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some courtries but not others as a result of similar capital investments attitudes Hoselitz (1957) put down to
the lack of appropriate institutions, human resource development and proper. The predominant structural-
functionalist theory of the day analysed how ﬁmcﬁonsadaptedtornaixﬂahqastablesuucmreoompﬁsmgof
mutually dependent sub-systems, or fail to adapt resulting in dysfinctions. Therefore fimctionalism is
mtemtedmﬁ)esometystabﬂjsmgﬁmcuonofﬁ)emedlaor}nwrtpmnot&sdomnmﬁsoqalvahlesand
monitors cultural change. One of the most influential structiral-fimctionalists of this century, Parsons (1973)
believed n the mevitability of modemisation resulting in economic growth, universal education and political
democratisation worldwide.

While this mitial paradigm espoused certain socio-demographic and structural prerequisites for
modemisation globally, research mn developing countries actually undermined these notions and
demonstrated the ahistoricity, patemalism and ethno-centricity of such fimctionatism and thus modemisation
theories. For one thing, capitalism grew out of the peculiar European monarchal/feudal system of the 16-19th
centturies, and for another, the path of modemisation in the so-called West subsequently has not been without
social and economic crises (Waters, 1995: 158-164). Each national society is composed of multiple sub-
systems of social, cultural and economic organisation which differentiate one society from another, and it is
such differences that extend or limit the choices that a society has in relation to the process of modemisation
(Exsenstadt, 1973). Thus social change at global, societal and mstifutional level may not guarantee that similar
changes will have mpact at the community or individual levels (Lauer, 1991). Whether politically,
economically, socially or culturally the Third World is smply not comprised of homogeneous developing
nation-states as modemisation theorsts presuppose, let alone clones of the developed world prior to
- dustrialisation,

, Although structural-finctionalism has its roots in the developed world, its modemisation theory
variant is still held to have some relevance to developmg countries facmg a dilemma over the conflicting
values needed for modemisation versus nationalism. While recognising that eartier modemisation paradigms
had been inadequate, economists like Jussawalla (1988) claim that promoting the growth of the information
sector via mvestments n telecommunications would transform developing economies. So even today there
are post-structuralists like her who see the new communications technologies and the dommance of
mutltinational corporations (MNCs) in cultural industries as being apolitical and value-free, thus deserving to
be evaluated solely in economic terms. Though equivocally this same school which denies any negative
consequences of the media, attributes to the new communication technologies all the positive technology-
determinist power needed to promote democracy, reduce socio-economic dispanty, provide ungversal
education, enhance human work and virtually usher m utopia.

212 Dependency perspectives

Taking a more radical or crtical approach, dependency theorists argue that underdevelopment is
caused not by soaoaﬂum;l factors but by politico-economic ones, namely the exploitation of developing
countries by capitalist developed ones. This view ongnates with Marx who explamed historical
transformation of societies through the growth of capitalism, which in tum was due to the exploitation of the
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working class. Lenin expanded this model to incorporate the relationship between mperial powers and their
colorties (O'Connor, 1970). The need to update this Marxist perspective led to the dependency model which
asserted that persistent underdevelopment of a society was a symptom of its place within an exploitative
world capitalist system. Even though many developing countries may be pohtically independent from their
previous colonisers and seem to have national sovereignty, they are still subject to neo-colonialism, a form of
economic and political dependency. Chase-Dunn (1975) demarcated three aspects of this dependency:
exploitation of the developing countries, namely through developed courtry investments, infrastructural
distortion of the developing economies, and suppression of autonomous policies by the developing world,
As such any effort to achieve economic development such as import substitution is fraught with difficulty,
and even aid from the developed world can serve to perpetuate the exploitation.

The only altematives left open to each developing country were to isolate itself from the capitalist
world system, or seek to have the tems of mtemational trade radically revised (Amin, 1982). The former
altemnative was tested by some countries such as those of the former Second World which sought to set up a
socialist-communist world system and found wanting, while the latter solution is currently being pursued via
the General Agreement on Tanfls and Trade (GATT) and resultant World Trade Organisation (WTO) with
greater impetus sinee the end of the Cold War. But dependency theorists are sceptical of the value of GATT
for developmg countries, especially those in financial strife and coming increasingty under the control of the
World Bank and Intemational Monetary Fund (IMF) which are themselves driven by US foreign policy.
After all, the Third World's lobbymg over the 1970s and early 1980s for a New International Economic Order
(NIEO) through the United Nations was impeded by the US and other First World countries which preferred
GATT as therr platform smee m 1t the developing countries were not a collectivity. Thus Raghavan (1991)
considers the Uruguay Round of GATT to be an attempt by the developed countries to control world trade
and provide opportunities for therr multinational corporations to donumate Third World markets. In what he
describes as recolonisation Raghavan anticipates developing countries forfeiting ther already lmited
economic sovereignty, in ther desire for mtegration mto the capitalist global economy controlled by the
industrialised First World.

But French and Richards (1996: 343-358) counterbalance this with the remmder that despite its
thetoric, GATT s difficult to enforce especially in the arena of audio-visual services such as television where
even free-marketers recogise a case for some cultural autonomy. Cortrary to mismformation at the tirne, the
audio-visual sector like other service industries was not left out of the GATT Uruguay Round and so forms
part of the purview of its suocessor WTO. Of the 13 countries which made commitments to offer access to
audio-visual services, most were from Asia, though a number of them like India, Hong Kong and Malaysia
offered qualified access. Other countries such as Indonesia, Australia and the European made no such
commitment and are under no obligation to liberalise their present practices. because the GATT agreement
recognises the autonomy of countries to regulate their media mdustries as they deem fit (Kakabadse, 1995).
But this does not preclude lﬁ)eralisalion of the audio-visual sectors of those recalcitrant countries in successive
rounds of negotiations when they could be placed under considerable pressure. So it is not a question of
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whether but when countries will yield and make their national cultural policies subservient to world trade
mperatives for the liberalisation of their cultural mdustries.

Asaiﬁ%ofsmmm-ﬁmﬁondm%paﬂawyﬁmdastaﬁwmmﬂ]eopposfmdﬁecdmby
propounding theories emphasising the forces of conflict and disruption, and often failing to acknowledge the
forces for social order and stability. In a determmed defence of capitalism against dependency theories,
Berger(l99l),1ﬂ<emanyoﬂ1€zs,sedswpasuadeusﬁlatﬁxeeﬁidmtpmchjcﬁvepowerandmghstmdmdof
living of the masses generated in advanced industrial nations of the First World are being replicated in those
Third World nations which are well incorporated into the global capitalist system. He contrasts these
developments of Third World countries replicating First World ones through economic integration with his
control case of the industrial socialism of the Second World, a questionable choice, and postulates that there is
an mtrinsic link between socialism and mefficient economic and authoritarian political systems. As in the
First World, capitalism promotes a class system which permits social mobility, individual autonomy and
democratic processes, though he acknowledges that these are slow processes given traditional culture and
society of the Third World. Of particular interest to this research is Berger's emphasis on East Asia's newly
industrialismg countries which he believes demonstrate that genuine economic growth can occur despite state
mtervention in the economy and their relative dependency on the global capitalist system.

213  World-systems theory

Through his study of modemisation in Africa, Wallerstem (1979) became convinced that the state
was not the valid unit of analysis when the economic system, of which 1t was a part, spanned the world. Thus
he formulated ‘world-system' theory, a variation of dependency theories which states that there exists a global
economic system through which capitalist developed or core countries, and thetr multinational corporations
exploit developing or periphery countries through low prices for raw matenial and high prices for fmished
goods. As part of the system, semi-periphery countries were both dependent on the core countnies and
exploitative of the periphery ones. In his prognosis, global integration of this system m favour of the
mequitable status quo between nation-states would result in resistance, fragmentation and its ultimate collapse,
but for the buffer of semi-peripheral states (Wallerstein, 1991). However i postulating that capitalism
perpetuates a global economy or what he terms as a ‘world-system’ comprising nation-states of unequal
power and wealth, Wallerstein adopts a uri-causal analysis of globalisation whiich is somewhat limited.

Criticisms of ‘world-systems' theory revolve around its smmplisic one-dimension analysis of
causality, namely economic exploitation. Bergensen (1990) criticises Wallerstem for the assumption that the
world-system is formed by developed and developing nation-states in an unequal relationship. He argues the
opposite view, namely that the world-system preceded the existence of these nation-states and was even
instrumental in the latter's formation. Some critics have put forward altemative models of geopolitical factors,
primarily citing political power rivalry between nation states. Robertson (1992) sees ‘world-systems' theory as
merely armcﬁonwﬂwmac;equyofnwdmisaﬁonmeotywhichhaduseddeveloped nations as the basis of
companson for developing countries, but which failed to demonstrate political and economic relations
between the two systenatically. Critics from the classical economiics school would argue instead for the
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theory of comparative advantage which holds that all countries nvolved are better off through unrestricted
trade than if they did not trade at all (Sharmon, 1989). Therefore peripheral courtries choose fo trade with the
oombecauseﬁwyﬁrxiﬂtomeﬁaivamageto,oommwmi@needmtooatemanwdoso,mﬂpaiphaal
countries are not necessarity exploited when core countries progress (Chrrot and Hall, 1982).

Painpshmponsebﬁmeaiﬁcisn&o&aﬁmﬁs&adoptammemulﬁmmlpawecﬁve In
contrast to Wallerstein's view of a monolithic global capitalism and in lieu of Marxist and non-Marxist
periodisations, Lash and Urry (1987) offer a three-stage model of the development of capitalist economies:
liberal, organised and disorganised. The present 'disorganisation’ of capitalism in the industrialised nations
ﬁwyambmemglobahsmgpmcmﬁomabovemhasmmmHﬁoanmomﬁommﬂMamﬁonm
ﬁlmwialmaﬂ@&dmama]mgpmﬁombelowsmhasﬂﬁdedﬁﬁofm&MMm devolution of
govemment and dispersion of populations, and transformation from within such as the growth of the 'service
class, their quamt description of white-collar professionals. Through their analysis of the major westem
economies of the late twentieth cenfury at varying stages of capitalist development, Lash and Utry
demonstrate that collectively they are all well on the road to being globalised postmodem cultures. More
relevant to this dissertation is another multi-causal thinker, Rosenan (1990: 170) who attributes globalisation
largely to communication technologies. With the onset of the post-industrial age he sees also nation-states
bemg co-players along with multinational corporations (MNCs), non-govemment organisations (NGOs) and
other mter-govemmernttal bodies (IGOs) on the world political stage.

It 1s commonly held that the prevailing system of intemational trade in the post-colonial era has
tended to favour the haves' over the have-nots' among its constituent nations and wamed that it perpetuated,
even exacerbated, the economic disparity between developed and developing worlds. In an empirical test of
world-systems theory, Peacock ef al (1988) demonstrate that over time there has been increasing divergence
n economic development and wealth distribution between the core, semi-periphery and perphery countries,
and that there was convergence only among core countries. There has been a growmg awareness that Third
World development did not and could not follow the pattem of development of the First World because of
their previous imperialistic development. Failure to achieve economic development compelled developmg or
peripheral countries to assert their desire for economic independence or inter-dependence m a new
mtemational economic order (NIEO), rather than continued dependence on developed or core countries
(Amin, 1984). Regardless of their analytic preferences most of these thimkers mentioned above acknowledge
that some form of global economic system has persisted over the last few centuries. Thereby they somewhat
vindicate Wallerstem who pioneered analysis of social change on a global rather than solely national basis,
even ifhe emred in the direction of ignoring the diversity and dynamism of Third World countres.

2.14  Current conceptions

Globalisation has been conceived in contemporary academic literature as a process of linking
individuals and organisations which transcends the boundzries of the system of nation states which comprise
the manifest world political-economic systerm. More specificalty, MoGrew (1992a: 65-66) contends that it 1s
"a process through which events, decisions in one part of the world can come to have significant consequences
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for mdividuals and communities in quite distant parts of the globe’. He sketches three paradigms m the
analysis of globalisation: realism/neo-realism, liberal-pluralism and neo-Marxism. Realism/neo-realism sees
mﬁmstat@sassﬁﬂﬁxedonmmworgmﬂmmderasmiamedbybalmmofpowa, largely military,
between hegemonic states.  Liberal-pluralism acknowledges the rise of multinational coTporations,
ntemational organisations and other forms of transnational relations or movements, and the decline of nation-
states as primary actors. It considers technological and economic inter-dependence to be aidmg globalisation,
with commurications especially responsible for the erosion of national boundaries, Neo-Marxism perceives
ﬁmw@diﬁwoﬂdsyﬂan%@nﬁmﬁmﬂhmmnsﬁah@gmﬁms@t&,mﬂﬁmﬁondwmomﬁmm
other transnational organisations to act in the interests of the dominant capitalist classes. McGrew argues also
that power 1s based neither on military might nor political interdependence, but on economic mtegration mnto
the capitalist system of global production and exchange (1992b: 17-22).

Other contemporary thinkers have grappled similarly with the issue of what are the lynch-pins of
economic and political globalisation today, though with less clarity and succinctness. Referring to the three
major ideologies as economic nationalism, liberalism and Marxism instead, Gilpin (1987: 25-64) traces all
controversies of political economy to their differing conceptions of the relationships between state, society and
market. For hmm, globalisation is closely tied to the worldwide growth of capitalism with its accompanying
processes of commodification and marketisation. Coming from an intemational relations perspective, he also
identifies the rise and decline of a liberal hegemonic power, namely the US, as the catatyst nonetheless for a
somewhat democratic world order and global marketplace which encourages interchange and inter-
dependence (1987: 85-88). Smularly, Giddens (1990: 70-75) conceives of globalisation as influenced by four
factors: capitalism, the inter-state system, militansm and industrialism. For him, globalisation is a process
arising oout of the differentiated mteraction of these factors m varnous parts of the world, and not a steady,
homogenising diffusion of Westem political-economic structure across the world.  Thus Giddens sees
globalisation as a natural outgrowth of modemisation when traditional social mstitutions are 'disembedded' or
superseded by global ones (1990: 95). Achieved through better commumications, this phenomenon results in
a greater sense of world citizenry or of interdependence on a global basis among mdividuals.

Worldwide changes in technology, education and mass communications have led m tm to
consequences in social issues, conflict and political institutions in the capitalist West, liberalising communist
world and developing countries alike. One particular consequence pomited out by Inglehart (1990: 5-14) and
widely acknowledged by other thinkers is the declming political mterest in nationalism and mcreasing popular
support for supra-national entities and ethnic identities. Increasing globalisation seems also to make a
mockery of domestic economic policy in the West because the latter generally fails to consider developments
in other countries, particularty in the Third World (Haferkamp and Smelser, 1992). This is quite evident m
the intransigence of the economies i the developed world to domestic policies in the 1990s designed to
create growth and errq)loyrr‘lent These policies fail beacuse they do not recognise the changed global political
and economic environment of which the nation is a part of. But coming from the world of business, Porter
(1990) takes the contrary viewpoint that economic globalisation does not undermine the role of the nation in
fostering intemnational competitiveness of particular industries and their constituent corporations.  Perhaps
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supra-national constraints were less prominent in the 19805axisochtex’smch&mfoaJs&sonthestams
quo of corporations and national govemments.

Whﬂeagwﬁg&ﬂwom@cmmhas&mmmmofmmgmm@m
wdnnlogymﬁhbowmmmmsinglydaegtﬂmedwoﬂdmemmgbbahmsaﬁm Ferguson (1993)
highlights some of the mythology surrounding the process. By myths she mearss not so much falsehoods but
functional ideologies, for nstance the myth that 'big is better' which Justifies corporate expansion on a global
scale,orthemyththatmoreisbdia’“&ﬁchmﬁomhs&iersedcor&nnerdloiceasapubﬁcgood The
need to differentiate between the hard' power of economic clout of and 'soff power of cultural co-option by
the developed world which developing countries face, especially m their determination to be globally
competitive and yet culturally autonomous, is spelt out by Ferguson. Global economic mtegration may be
epq)edientb\nnotasmevitable,inherview,asitismadeouttobeby\'estedilmmtsofoowmi&,mgimsam
corporations which benefit ffom the mequity of the globalisation process. More recently, Mulheam (1996)
hasdemonstmtedtheglobalisaﬁonof&)ewoﬂdeoonmnyt}nou@&x:hirxiicaﬁonsasﬂ)eincreasing
mtegration of world markets, the emergence of global economic mstiutions such as IMF and GATT, and the
gtowﬁlofmtmaaﬁma]ly-odaltedbusirm&inmeirxhlsuialmﬂﬁlmrialsa:tors,aswellasapmtecﬁonist
backlash by regional economic groupmgs. More subtle is the risk of economic decline at least in the
medium-term for many developing countries, with the possible exception of newly industrialising countries
(NICs), as a result of these globalising processes.

In a recent adaptation for Asia of his populist analysis of megatrends Naisbitt (1995: 14-32) makes
much of the trend from nation-states to networks and, most pertinent for this dissertation, highlights the eftmic
Chinese globally as the third largest economy m the world and yet relatively invisible. Another business
consultert, Obmae (1990) points to the nse of what he terms mnstead the ‘mtertinked economy’ of the triad of
the US, Europe and Japan jomed by Tawan, Hong Kong and Smgapore; a rearranged core and semi-
periphery though he does not use that analysis. His is a treatise for the minmalist mtervention from national
govemments, new inter-govemment organisation emphasismg mterdependence rather than competition, and
the gearmg up of busmess to maximise the benefits of operating of m a borderless world as global
corporations rather than as multmationals. Wniting also for the busmess community, the academic Thurow
(1993) sees the same triad of nations leading the global economy but m dire competition. He predicts the
economic victory of a united Europe in the 21t century, yet patriotically offers the US a economic game-plan
for global re-ascendancy. Thurow holds out hope for the NICs in Asia through a future Pacific Rim trading
bloc but is less optimistic for the rest of the Third World in Latin America and decidedly pessimistic about
Affica. In glowing pro-capitalist spirit Drucker (1993: 141-156) sees regional and global mter-govermmental
organisations as necessary to deal with challenges as pollution, teronsm and amns control m the post-Cold
War era. Though they would invariably undermine the nation-state they would not supersede it, and he
explains the resurgence of tnibalism, violent or passive, as a search for culural identity m an ncreasingly
elobalised post-capitalist society. Whatever the merits or demerits of their popular accowrts of the present and
future of economic globalisation, such authors are influential among busimess executives around the world
and therefore of corporate strategies.
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The understanding of economic and political globalisation has progressed beyond prescriptive modemisation
MSmmwmmmmmWMachwhmmg
the mterrelated processes of political, economic, cultural and social change worldwide. A major contribution
of world-systems theory is that it compelled social thinkers to move beyond societal level analysis and see
global factors which had impact on social change within nation-states. Certamly n recent years govemmertts
of diverse ideological persuasions have been instrumental in promoting the global mtegration of their national
economies m refum for anticipated or real economic benefits and thus their own political longevity. This
results in their participation n regional organisations and inter-goverrmental bodies, their involvement with
multinational corporations, and their use of improved communication technologies. In the process these very
govermments, such as m the countries researched in this dissertation. seem 1o Jose some measure of contro]
over their mformation, ideas and culture unwittingly. Hence this review of the academic literature tums next
to an examination of the globalisation of culture and society which acoompanies the political and economic
processes of global ntegration.

22 (GLOBALISATION OF CULTURE & SOCIETY

Ambivalence about the massive socio-cultural change which follows economic development in developing
countries often causes their more nationalistic citizens to blame developed countries for the imposition of
foreign cultures. Yet this apparent global homogenisation process need not necessarily be seen as deliberate
culturaly mpenialism by developed countries of developing courtries, but simply as a comelate of
modemisation which developed countries themselves have experienced and incorporated into their cultures,
albeit much earlier. While globalisation leads to some measure of homogerusation of cultures, there is often a
concurrent counter-movement towards heterogeneity through the rediscovery and reassertion of the local, as
seen  the ethnic renaissance and conflicts which have characterised the world of the late 20th century. Thus
this section of the literature review will examine critically the dynamics of the widely percerved and much
vaunted globalisation of culture and society,.

221  Mediaand social change

The role of mass media in social change, as finctionalists theorised, was to democratise access to
and choice in cultural products, and facilitate gradual culttural change without threatenmg the social system. In
fact modemisation was seen as a process by which empathy with the idea of social mobility was fostered
through the mass media.  Modemisation theorists have long advocated precipitating dissatisfaction with
traditional life as a means of stimulating aspirations for the matenal benefits of modem society. Notably,
Lemer (1958) claimed that the mass media was a key accelerator of the take-off info modemisation along
with urbanisation, literacy and political participation. On commission by UNESCO, Schrarmm (1964) had
prescribed specific media policies for developing countries as a means of achieving modemisation and its
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benefits. He asserted that the mass media aided in widening horizons, focussing attention on development,
raising expectations, and changing attitudes and values, among other positive effects. Thus many
govemments in the developing world infroduced television as a means of promoting modemisation, either
directly through development programming or indirectly through Westemised entertainment programming,

Influential as structural-finctionalism was in media development, research on its hypotheses in the
developing world bore equivocal results. Indeed when Rogers (1962) mvestigated diffusion of mmovations,
he found that the mass media were important to the earliest stage of awareness of innovations but it was
mterpersonal communication that was critical to the final stage of their adoption. This dependence on opinion
leadership confirmed the two-step flow model of communication pioneered by Katz and Lazarfield (1955)
which is often ignored in negative views about the social impact of new media. Investigating the effect of
modem mstitutions in developing courtries, Inkeles and Smith (1974) found that while schools were more
mfluential upon personal modemity, than the factory workplace and mass media though the latter were quite
powerful nonetheless. Advertismg, n particular, has been seen as benefiting modemisation through
encouraging competition, production efficiency, product mnovationsAvariety and lower prices, as well as
subsidising the mass media But this assumes the dommnance nationally of a commercial broadcasting
system which gives viewers the nght of choice, and programming that is produced domestically to reflect
values of the social system, as i1s generally true of the US. Thus development communications as
propounded by theonsts such as Lemer, McClelland, Pool and Schramm did not take mto consideration the
context of US hegemony of the world market, media mdustries, and mtemational relations in the Cold War
era (Sussman and Lent, 1991).

Critics charge that a structural-fimetionalist approach is deficient in explamning social change because
it emphasises the elements that keep societies stable (Dahrendorf, 1973). But a risk of using the media to
promote social change is that they may also cause rising expectations and mntolerable frustration withm a
society, with the possible dysfimctional outcome of a populist revolution, as alleged n some developng
ocourtries. On the other hand, structural-flnctionalists might argue that such "Westem' media content has value
as a form of escapist distraction or sedation for the masses, and is therefore functional in reducing social
tension and political dissent in developing countries (Tunstall, 1977: 212). However, it is the mtroduction of
mass media over which govemments could exercise no control, such as transnational satellite television,
which has heightened fears that the steady development of their courttries and their political hold could be
undermined. This is because programming which promotes consumerist lifestyles and advertising of
products is often available through this medium to their citizens well before other comrelates of econormic
development, and is invariably at odds with national cultural policies.

222 Socio-cultural identities

It sgma]lyaoa?tedthat it was the communication of new ideas via prnt In universal vemacular
languages rather than esoteric sacred languages or local dialects which helped form nation-states out of more
traditional socio-political entities. Anderson (1983) detailed how the modem nation-state had its ongins in the
amival of print which comncided with the growth of capitalism. Through a phenomenon he called ‘prmt-
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capitahsm',people\mopaxﬁcipatedmasocio-linguisticmalketforprintmediamchasbooksand
newspapers began to feel cormected with all others who did, leading to the formation of nation-states on the
basis of common language. Simﬂaﬂypostoolorﬁalnaﬁonsof&leThﬁdWoﬂdwaedeﬁnedeiﬂHbyan
mherited colomal language, or a new, perhaps revived, national' language. Citizenship is an artificial
construct, in as much as the nation-state is, which detaches people from other more real identities and forms a
new pseudo-community of strangers. Cultural authenticity is often based on xenophobia for, as Hobsbawn
(1990) indicates, ideas of primordial ettmic identity have dubious roots and nationalistic self-determination
seeks to recover nrecoverable history. Thus national culture was quite an unproblematic oconcept and taken
for granted m the 1960s-70s, but it became increasingly questioned and problematised as a socio-cultural
construct m the 1980s-90s, the period which this dissertation examines.

Despite the superficial non-homogeneity of nation-states which comprise our world there is a socio-
economic elite of both developmng and developed countries who have more in common with each other than
with the lower classes of therr own countries (Levitt, 1983). While not ignoring the existence of the nation-
state, Sklair (1991) conceptualises a sociology of the global system as comprising three interlinked levels:
economic, political and cultural-ideological, associated respectively with transnational corporations (TNCs), a
transnational capitalist class and global consumerism. He dismisses the nation-state as a myth used by
capitalism to deflect criticism from 1ts hegemony of the global system. Sklair attributes the global capitalist
system with having improved significantly the standard of living of billions through a form of matenalist
socialism, though he questionably says this was without mmposmg a political and cuttural ideology. In actual
fact there has arisen a capitalist class worldwide, often including the elite of developing countries, who identify
with the global capitalist system particularly through its culture-ideology of materialism and consumerism.
Global gnarketers and media-owners have certamly been in the forefront of targeting this hicrative cross-
border market segment through their advertising and programming, as may be observed with transnational
satellite television m Asia.

Some social thinkers seem palpably less interested in analysing the obvious economic and political
factors contributing to cultural globalisation such as imperialism and capitalism, than m mappmg the cultural
consequences on individuals, society, nation-states, even humanity as a whole. Spybey (1996), for one, 1s
concemed particularty with how the globalisation of political, economic and cultural mstitutons affects
participants in every social system in a process he terms ‘reflexive modemity’. He thinks that the mdividuals
exposed to information through these globalising processes have greater expectations of lifestyle choices and
personal fulfilment, inchuding both consumerism as well as altemative lifestyles and social causes. The ready
availability of transnational satellite television enhances such exposure to cultural globalisation. Morley and
Robins (1995: 43-69) speak of the difficulty of defining cultural identity in an era of postmodem geography
where spaces are defined increasingly by electronic cormectedness rather than physical proximity. Pertment
to this thesis is the evidence‘ﬁley point to of young people being the heaviest users of transnational television
in Europe. But Ferguson (1993) cautions cultural thinkers and industry practitioners alike to differentiate
between 'surface’ identities which may reflect global consumerist trends and 'deep' identities which reflect the
persistence, even renaissance, of etimicity, religion, gender and the like. She deems the dommant myth m
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aﬂﬂnalirxiushi&sofglobalaﬂhnalfnmogmisaﬁontobeasshnphsdcasmeconcqntofnaﬁonalculunal
purity.

mpaadecadﬁﬁnmﬁﬁmonMiMWhasbemmmmndmmmmgimhsedgoupsmhas
women, homosexuals and ethnic minorities finding a voice and bemg able to move centre-stage in the wider
culture and society they are a part of (Foucault, 1978: 66-73). This leads to the problem of speaking
positions,orwhetheronly&losewmmhabitﬁlemargimljsedgmupshaveﬁmerigmemcﬁmtospeakﬁom
andﬁlemlymmwomymbehstmedmwhmspmldngonbekn]fofﬁ)egm\ps. Speaking positions is also
anissueonagloballevel,onewdﬁchTmnlmson(l%l)a]sogxappl&Mﬁ;ofwhedHMmmme
developed world can speak for those in the developing world. While attempting to redress past silencing of
mhnﬁﬁ@ﬂﬁsmﬁmdetakmmﬂlﬁﬂdnglymﬁlemeoolﬂdmmm&mcanbeﬁttledialogueover
cultural conflicts. T}ﬁsdissataﬁonwi]lattempttogivevoicetothosemdledevelopingwoddaswe]lasthose
ﬁmdevelopedwoddmareequaﬂyommnedwdﬂiissu&sofwlunalglobahsaﬁommOIdfrtofécilitaIe
engagement, even honest debate between them.

223 Cultural hegemony

TheommeptofaﬂanalhegamnymbeuacedmﬁleMmdstpaspecﬁveofGimm(1978)who
saw the capitalist class convincing the working class to accept being ruled. But by the same token, a working
class-led revolution would have first to free itself from the hegemony of the capitalist class and then to
legitimise itself by dominating all mstitutions of society with its ideology and moral authority. So keen was
Gramsci for Marxist ideology to be demonstrated in practice that he emphasised cultural rather than
economic factors m his analysis of social change. According to this influential school of thought which grew
Into cnigcal or cultural theory, ‘culture’ is to be seen not as something one absorbs unconsciously but as just an
arena for the struggle agamst hegemony and for authenticity. The process of a dominant social group
winning the margmal groups' consent without overt coercion, though, has an inherent instability about it
because cultural power has always to be negotiated and so is conflict-prone. A similar situation of cultural
hegemony existed also between colonists and their overseas subjects, and might be said to exist between neo-
colonial developed countries and dependent developing countries today .

Chntical theory holds that the mass media mduces passivity and addiction in audiences, thus making
them amenable to domination by the political and economic elite in society who often controlled the media.
In its view, with industnialisation mass culture became a product for a mass market or audience, produced by
a cultural mdustry. The central thesis of this theory propounded by the Frankfirt School in pre-War
Gemmany, was that this commercialised mass culture was the means by which the capitalist system of mass
production and consumption sustaned itself In ther semmnal essay, Adomo and Horkhemmer (1972)
cnticised the cultural industry, for mass-producing cultural products in the service of capitalist economies. As
such, they claimed these products were unartistic and genenic, pandering to the mass taste, and discouraging
of mtellectual response and that all forms of popular culture, inchuding the mass media, traced their roots to the
rise of the middle-class in Europe. Bemg rather elitist, they saw the media both as the means to subjugate the
masses as well as the undomg of civilisation as they idealised it rather belatedly in the industrial age.
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Govemment leaders and the social-political elite of developing countries today tend to share the Critical
Theorists disdan of mass culture particularty of foreign origin or of a hybrd foreign/local nature, while
paradoxically keen to hamess the tools of mass media to control the masses through promoting a subservient
national culture.

In contrast, Martin-Barbero (1993) theorising on media effects talks not about the cultural hegemony
of certain social classes but rather about 'mediations' or, in other words, how the masses use the media and
incorporate them m their everyday lives. Operating in the cultural context of L atin America, he dissents fiom
the view of 'Westem' homogenisation as the only form of modemity and cites the diversity of cultures
globally out of which the masses formulate their own culture. Today’s global culture may said to be an
artificial construct ‘composed of mynad imagmations, flashed onto our consciousness by the media.. a culture
of the mass medha, above all of television..' (Smith, 1992). Still, ethric and national cultures seem to remain
the strongest filters of the transnational images we receive via television. Writing likewise of conternporary
communications m the Third World context, Reeves (1993) agrees that interpretation by audiences might
reflect class and sub~cultural affiliations and challenge the preferred readings' of the text. However he reminds
us that 'the whole, continuous development of the media, and their conventions, nstitutional arrangements,
values of practice, and role in the construction and reproduction of ideology and culture was always
constrained by therr capitalist nature’ (1993: 151). Therefore a critical theory approach to understandmg media
does well to be counter-balanced with political economy one, and so m its analysis of transnational satellite
television this dissertation will adopt the middle path of a 'cultural mdusties' approach which will be
elaborated upon m due course.

224  Televised culture

The impact of the medium of television on societies which have had a long tradition of print media
has intrigued many social thinkers. In McLuhan's (1964) view, oral and mstant communication which
characterised the new electronic media was re-tribalising human society, emphasising touch and sound over
vision. As a leading technological determinist, he would rebut Gerbner's view on the cultivation effects of
media with the categorical claim for which he was famed, that ‘the medium was the message’. Another
dictum of McLuhan was that 'the media was the massage', a more colourful expression for his argument that
the medium impressed its own message on the audience, subordinating the actual content it was carying
(1964: 268-294). Through television the world had become, in his estimation, an electronic global village
where there was extreme awareness and curiosity about other cultures. But it is unclear whether McLuhan
was implying that television was globalising culture since, among other things, the process has not been
accompanied by greater social hanmony and tolerance. Perhaps he meant only that all viewers of television
were participants in a televised culture regardless of what they watched or where they were located around the
world.

While by no means targeting McLuhan directly, Eliul (1985: 113-153) contends that personal
communications for human relationships cannot be achieved through the mass media, thus implymg that the
world can never become a global village. In Ellul's view, television mages are inimical to mterpersonal
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discourse, intellectual reflection and social action. Taking a different tack, Esslin (1982) expresses the concem
that accepting the dictum that the medium is the message leads to neglect of the other messages carried by
television. In any case McLuhan had no shortage of critics who accused him of coining clever metaphors,
‘overstating the case, and developing unprovable theories (Stea, 1968). Yet in the intuitive appeal of his
ideas to the wider public, policy-makers and media practitioners, even if not to social scientists and media
theonists, lay the root of McLuhan's success. To this day purveyors of satellite communications, are fond of
citing his ‘global village' and ‘medium is the message' metaphors in promioting the benefits of their technology
while ignorng the more negative commotations he mmplied by them. Certamly McLuhan made no overt
comment about ownership of the media and control of the technology, and could be assumed to have
imbibed an uncritical nght-wing view towards economic development and social change. Updating the
McLuhaneque critique, even if he does not acknowledge this, and domng so i similar cryptic style is Postman
(1985) who proposes that the message of the medium of television is entertainment. Regardless of whether
its content is news, politics, education, religion or whatever, increasingly television in westem culture
entertains rather than mforms in any depth. He believes that the problem is not what people watch but the fact
that they watch, and so the solution must lie m how they watch. No medium is dangerous if the dangers are
understood, and so Postman recommends that we educate oursetves on how the television medium works,
teach children how to mterpret symbols of our culture and leam to talk-back to it, at least figuratively. Thus
there appears to be some resignation by Postman to the pervasiveness of television in the developed world,
and an attemipt to reach some form of accommodation with it without losing one's mtegrity. Perhaps there are
lessons in this approach for developing courtries as television, whether domestic or transnational, comes to
dominate their contemporary culture.
¢ Another approach to the question of the impact of electronic media on culture and society is that of
Meyrowitz (1985). McLuhan had suggested that, as in pre-literate societies, there was no concept of privacy
in modem society because television had created a new sense of group idertity. Meyrowitz illustrates this
effect of television as shifting or removing the walls that separate our living and working spaces: hence some
traditional behaviours are inhibited and other private behaviours are made publicly acoepted. Physical space
and social allegiances grow less important as electronic communication erodes those boundaries. Soon after,
Real (1989: 17-30) announces the onset of 'super media, defined as the combination of satellite, fibre optics,
microchips, decoders and other such technologies of transmission, which further distorts our sense of time
and space, of certainty about information, of identity and of commurty. In this decade D'Agostino (1995)
perceives the firther intensification of this phenomenon when via ransnational satellite television we are
pﬁvytohappezmgsmomdﬁlewoddtoag[eataextmt&mmourownneighbomhoodswhaewelive
isolated. Hisoonjmtm'eisﬁWVMmhtvaﬂmtcﬁq)lacetelmomwhichBMgmmrBdWa
computers and electronic information highways, while video games might become the dominant recreation
diversion of what he terms a ‘post-television culture. Whether these ideas are immediately applicable in the
diverse cultural contexts of Asia, and how this might be investigated are as yet unclear.
Rejecting both optimistic and pessimistic views of media impact, Baudnllard (1988) expounds the
view that the mass media do not simply distort reality but are a new social reality. Television images which
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distonmnemﬁs;)acqmbehw&,havecausedowaﬂunemmgpmnaﬁlyofsimulaﬁons. As a post-
mmmwwmdmﬁsgBmﬁdﬂmddeﬁmshnMaﬁmasmtmb'mmngﬁEMaghmyamem
also defines objects and disoourses as having neither origin, referent or standard (1988: 209-219). Consumer
ﬁfestylesmedepapleMﬁlﬁBﬁidamtymsoddymﬁﬂﬂmﬂmmmtheeoonomicpmducﬁonsystem
and thus people are moorporated info the ‘simulacra’ they sumound themselves with, In a somewhat
technologjcal-determinist style reminiscent of McLuhan, Baudrillard proclaims that the media, especially
television, overwhelms with mformation and renders impossible any true feedback from its andience even by
polls, and thus are a form of pseudo-communication. The only way that the masses can avoid the influence
of the media, according to him, will be to avoid watching it themselves or to be shielded from it by authorities.
The former is an unlikely scenario since the masses worldwide seem to find the media an irresistible form of
entertamment and mformation, while the latter is what some govemments n Asia have endeavoured to do
with transnational satellite television with dubious success.

225  Postmodem society

Postmodemity, like globalisation, is a phenomenon over which there is little consensus of definition
m part because 1t is discussed i art, architecture, history, literature and sociology among other disciplines.
Lyotard (1984) characterises postmodemism as a new era marked by scepticism towards meta-narratives or
those ideological systems which give bearing, purpose and meaning to life in the past. Thus all aspects of life
can have no objective reality or meta-code by which to be judged, only the hypereality’ of meanings relative
to each other. On the other hand Jameson (1984) portrays postmodem society primarily as a consumer
society characterised by pastiche and schizophrenia, eroding distinctions between reality and imagmation. In
his view postmodemism is in continuity with modemism and simply the cultural logic of late capitalism, a
mere shift from mperialistic and market capitalism towards social heterogeneity without a collective project
and lacking any nomns. Similarty Harvey (1989) considers postmodemism to be characterised by
fragmentation and chaos, making it impossible to attempt a comprehensive worldview. He notes a
collapsing of time-horizons and a propensity to spectacle in postmodern culture, as demonstrated by trends in
popular culture from fashion and architecture to advertising and television. Culture is seen as a random seies
of freely intersecting texts, the total meaning of which is relative to each participant. Notably for this research
dissertation, Harvey attributes a shaping role to television, a medium quintessentially postmodem m its
collation of images past and present, from far and near mto an endless. uniform stream of spectacle which is
piped mto homes.

Whether modem and postmodem societies are coterminous or where the demarcation lies if they are
separate, is still a matter of controversy and on-going debate. Claimmg that both modem and postmodem
forms ofsoddyooeﬁstformwandﬁ]atﬁ)epmcessesofposnmdmsaﬁonmeweﬂintrain,Crook,
Pakulski and Waters (1992) are clear in their minds that a postmodem society will be dichotomous from one
in the modem era Tlﬁy‘baseﬂﬂsviewonobsavaﬁonsmdamlysisof&mhsympmmsasﬁleﬁseof
‘postculture’ (which blurs the difference between art and the cultural industry), decentralisation, regionalisation,
privatisation and downsizing of the state, class and gender hyper-differentiation, flexible manufactuning,
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disalienation of work, and the role of social movements in politics. On the other hand Lyon (1994) seems not
entirely certain where postmodemity lies in relation to modemity, but suggests that the former represents a
lack of confidence m the purported promises of the latter. Hedoamemsarrﬁxofgmemlforebodingand
mmmmmmmofwmsmmmmmmmmmmdmmm
such cultural phenomenon operating on a global scale currently. An ardent critic of postmodemism,
Callinicos (1989) goes further to demonstrate that definitions of symptoms of postmodernity and modemity
bymmyofﬁmeirpmponaﬁsoverﬂxedecad&amqﬁtehﬁachang@able,whﬂeMg(1995)go@ssofbrasto
propose re-labeling of postmodemity by modemity, and modemity by pre-modemity. But Denzm (1991)
believes that most postmodem theories fail to take hold simply because they seek to achieve an
comprehensive science of society like thelr precursor modemist theories. Perhaps all these new theories
Mgm&mwdbdtaﬁﬁwymlmwledgeﬁmmmdymaybegaq)edompmﬁaﬂy,mmmg
tedious analysis of fragmented texts which are but superficial and unstable.

In the postmodem socities as with globalised cultures, time and space are reordered such that events
that are far away and at a different time mirude on the experience of people and seem more significant than
therr local situation, often through the ‘mediation’ of the mass media. One of the leading thinkers on
globalisation, Giddens (1991: 18-21) understands the concept as the ‘interlacing of social events and social
relations "at a distance" with local contextualities'. Augmenting this viewpoint is another major theorist on
globalisation, Robertson (1992: 8) who believes that it ‘refers to both the compression of the world and the
mtensification of conciousness of the world as a whole.. both concrete global interdependence and
conciousness of the global whole i the twentieth century’. He claims that societies are converging in
economic and technological aspects but diverging especially in social relational aspects, while staying the
same 1y other aspects. Yet another conceptualisation of the relationship of the parts and the whole is Braman's
(1996) ‘mterprenetrated globalisation' by which she claims that there is plainly no local not infected by the
global, nor no global not present also m the local.  She mtroduces the notion of tertiary locality, or the
increasing participation in hyperreal or virtual communities via the Intemnet, as a signpost of our postmodem
condition. If one is able to mterpret Wilson and Dissanayake (1996) adequately, they seem to be
championing the same paradoxical expenience of becommg more globalised and more localised
concurrently, or of phuralisation within a world-system.  Yet they seem antagonistic to postmodemism,
postoolonialism and multiculturalism as bemng too accommodating to global capital, and promote mstead the
notion of a 'transnational imagmary' in tracking the global/local nexus across geopolitical sites.

226  Glocalisation and hybridity

The concept of 'glocalisation’, or the localisation of global issues as well as the globalisation of local
issues, is first attributed to Robertson (1992). Disbelieving that global-local issues, be they concemmg poliics,
ecology, human nights or tt}e media, should be thought of as a macro-micro dichotomy, he keeps company
with a growing number of contemporary thmkers who see the global embedded in the local and vice-versa.
Featherstone (1990), for one, questions the conventional idea of a global culture as ‘national culture writ large),
and stresses instead the need to move away from the bipolar dichotomies such as homogeneity/
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heterogeneity n regard to culture. ﬂmforehemglobaﬁsaﬁonnotasaﬂunalmiaJMbmas
symptomatic of the opermess of postmodem societies to cultural eclecticism, More recently he has described
globdﬁaﬁmasammofdnwwﬁngofdmﬂmﬁwoﬂdaﬂﬂmmmmme}mne@m 1995: 6-
13). Hwnnablyﬁﬁsﬁ&lﬂwedﬁahepmdwﬁvﬁyofmediahxhxﬁ&mﬂbusmﬁmmamﬁm
postmodem world. Rather than think of globalisation as a late form of modemisation or "Westemisation,
Pieterse (1994) similarty prefers to describe it as postmodem hybridity. Hybrid social structures encompass
bothswranaﬁonalmmmmmMMmmdﬂmKﬁngofaWOﬂdsoddy,mhisview,
whﬂecxﬂnnalhybﬁditycantakeamngeoffonnsﬁommimicxy,syncxeﬁsmandcxeolisaﬁontoglobal
melange and counter-hegemony. Lent (1995) documents this phenomenon in Asia across the arenas of
television, music, theatre, sport, food, movies and a range of popular culture, but singles out television for
blame or credit for miroducing the Westemnisation element. Thus hybridity might indeed be a useful key for
understanding the development of television-based cultures in the developing world.

If globalisation does not necessarily imply socio-cultural homogenisation, then the question arises
whether the conoept of postmodem society prevalent in the First World has as much currency in the countries
of the Third World. Knox (1995) delineates the role of world cities such as London, New York and Tokyo
as centres of economic and cultural importance in the world-system, even though they are palpably different
from each other on any of those dimensions. He also hints that with the growth of the global information
economy these ciies may be superseded by cities currently flrther down the hierarchy but more
technologically adept So on the one hand, postmodemism might well be inrelevant in the Third World
which could be said to be still largely pre-modem, let alone modem. Yet on the other hand, King (1991) quite
rightly asks whether Singapore and Calcutta early this century might have presaged the cultural diversity and
social polansation said to be symptomatic of all postmodem societies. The multicultiral characteristics of
those cities of the colonial world then have been seen only more recently in cities of the First World as a result
of post-colonial migration and the renaissance of subnational ethnicities. Perhaps the world-cities of the earty
21st century may be those which are less unencumbered by the mfrastructures of long historical development,
and which like Singapore, Bangalore and Hong Kong have made concerted effort to become mformation
technopolises through rapid implementation of new communications mirastructures.

The semmal work of Appadurai (1990) has been responsible for delmeating the cultural flows
which accompany globalisation, namely 'ethnoscapes' of business travellers, expatriates, mmmugrants, and
refugees, ‘technoscapes’ of machinery, technology and software, 'finanscapes’ of capital and securities,
‘mediascapes’ of images and information via print, television and film, and 'ideoscapes’ of democracy, human
rights and other Westem ideologies. Though globalisation is not simply socio-cultural homogenisation, he
thinks it uses various homogenising agents, advertising being a key one, which then mcorporate the global
into local culture and politics. The phenomenon of cultural globalisation has certamly been accelerated
through new electronic coznmunicaﬁons, including television broadcasting. The electronic distribution of
images worldwide or what Appadurai terms ‘mediascapes’ could well be agents for the spread of ‘ideoscapes’
or ideologies of Westem nation-states, political movements or corporations. Lash and Urry (1994) attempt to
analyse such flows within the context of postmodem economies and societies, advising that pessimism over
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the future is cansed unnecessarily by overly structuralist conceptualisanions, They argue that all these 'scapes
are de-temitorialised, with ‘mediascapes’ becoming increasingly global in character, dominant over ideoscapes’
amjmxiezmhm,gmﬁonsofciﬁzaﬂﬁpmﬁvowofboﬁmglobaloormneridﬁlﬁtyarxilocalre-oonsuucted
ethnicity (199%4: 305-313). Whether transnational satellite television might be a constituent of one such
‘mediascape’w}ﬁchtapsalsointo'eﬁmoscap@',issomethmgﬁlism&rchwﬂlsedctodisoovermﬁmeAsim
context.

While the print medium may have contributed to the development of the modem nation-state, the television
medimnseanstohavetakmﬁﬁspmo&muchﬁnﬂmertowaldstheforrnaﬁonofglobaljsedsocieties,tfnough
by-passing the need for literacy and using visual images to entertam instead. Perhaps via transnational
sateﬂjtes,ﬂlesocialarxiaﬂuna]ilrmactoftelevisionmaybecommgﬁﬂlcﬁclebymiﬁngdispamteethnic
communities i different nation-states, whether geographically close or distart, thus creating 'global villages
of quasi-homogeneous cultures. Since such electronic communication media make possible or heighten
transnational networks of individuals and groups which then become dependent on them, one issue that
needs to be addressed is whether they are a cause or an effect of globalisation. This forms the basis for further
discussion, in the next section of the survey of the academic literature, on media globalisation which has
alreadty been touched on in this section.

23 (GLOBALISATION OF THE MEDIA AND BROADCASTING

Geostagonary satellites, digital transmission, optical fibre, satellite television, mobile telephony, computer
networks and electronic mail are among the many forms of technology which have revohutionised global
communications m recent decades. Although advocates of these new technologies claim access to
information will lead to greater democratisation within societies and equality between nations, critics point out
that m reality such technologies perpetuate the status quo of mequity and dependency. For on a global level
development and control of such state-ofthe-art technologies lie with developed countries and ther
multinational corporations, and therr services distnibuted selectively to developmg countries and regions.
Within countries, control and access to communications are often largely in the hands of the local elite with
transnational cultural and economic links. Since corporate and govemment decisions concemnmg media
technologies and software are being made increasingly in a global context. so must transnational satellite
television in Asia be anatysed and understood, hence this review of the literature on media globalisation.

231  New mediatechnologies

The idea of using geostationary satellites as a means of global communications has been attributed
toabmadcastmgmeerand‘scienc&ﬁcﬁonwriter, Arthur Clarke who in 1945 spelt out the technical critena
necessary. Satellites in geostationary berths above the equator orbit the earth at the same speed as the earth
rotates and thus stay above the same location. Beams broadcast from therr transponders can cover up to a
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third of the world's surface at a time which constitutes their footprirs, This renders distances on earth
hrmmateda]shweﬁledistmmeofomcﬁyﬁomﬁ)esateMwSmacd@aﬂy&ﬁsameasitisﬁmnmdﬁ
(Fredenck, 1993: 91-99). ﬂmforasigmltohavelﬁomsmgapmetolalmtamasateﬂjtesmhAsiaSaﬂ is
the same time and cost as for it to travel from Beijing to Cairo. Applied to television, satellite technology has
meant that costs of broackasﬁngaremdmaxiﬂnofmﬂimdjmmmem&dowmmmgam
redistribution of signals are low. Uplinking is possible from mobile earth stations anywhere within its
fmtprﬁﬁormoq)ﬁmzbnemﬁ)emrﬂq'smﬁceforﬁmesaxeﬂite'ssigna]_asisdownlinktngviaasaiellitedisb
antermae, thus making control of access difficutt.

Though an increasing number of developing countries have lamched satellites for domestic
telecommunications purposes, they continue to be dependent on developed countries for technology
manufacture and maintenance, and are relatively minor players on the global stage. Hamelmk (1983) argues
that technologies such as satellite television remain concentrated in the hands of developed or core countries
and their services are disseminated to developing or periphery countries. to borrow the terminology of ‘world-
systems' theory. Though he neglects to point out that even within developing countries control over these
communications technologies tends to be concentrated in the hands of technocrats in urban centres from
which mformation flows uni-directionally to the rural hinterlands. Furthermore developing countries such as
those being researched here n Asia are more often in the footprint of broadcast satellites owned by developed
countries and ther multmational corporations (MNCs) than vice-versa. Dissenting from the optimistic free-
market view of govemments and business, Hamelink questions the consequences of deregulation for local
autonomy m the broadcasting industries of developing countries.

With the availability of these new media technologies, decisions conceming programming software
and target audiences are naturally beng made increasingly on a global basis by commercial entities.  Still
unrepentant of his long-held views on media imperialism, Schiller (1991) highlights the shift of control from
the nation to the transnational corporation which is evident in television programming, sports, politics,
language and other elements of culture even n countries that mamtamed a stong national culture. The so-
called mdigenisation of television, is seen by him as no more than a copy of US television genre, replete with
all the values and behaviour nomms necessary for persuading consumpton of the goods produced by MNCs.
Denigrating ‘active audience’, cultural studies and postmodem viewpomits, Schiller alleges that these MNCs,
largely Westermn media conglomerates, are responsible not just for media mpenialism via television because
they are able to offer a total cultural package via film, printed publications, theme parks, shoppmg malls and
more. By the same token, transnational satellite television would be just one element of wider cultural
imperialism, and be set to dominate the media and cultural landscape of Asian courttries. But Reeves (1993:
152-167) proposes that advertisers are quite indifferent towards the privatisation of the media if they can
achieve the same ends through a monopolistic govemment broadcaster as they could through multiple
oommercialon&s,%peciaﬂ‘ywmﬁmisalmmedwmnermad(dasﬁﬁ]ecasemmmydwelopmg

countries.
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232  Broadcast commercialisation

AHeginngaﬁawmanmﬁmmmcmlmmioumesglobaﬂywaebemgmnﬂoﬂedMMy
by the majority of transnational corporations through advertising, Nordenstreng and Schiller (1979) promote
the concept of national sovereignty over media. Nonetheless they acknowledged that the developmg world
then could not be divided into capitalist versus socialist spheres of nfluence, and that the elite across all nations
may already be part of a global economic and informational system. Mattelart (1983) also contends that
nmsmﬁmmlﬁnmdmnhWenaﬁmmlmemﬁmeramhedtesmeNOMQmmgmvm (1974)
research on dominant programme flows especially from the US, plus firther information on news and
programming distribution networks and transnational advertising agencies. A decade later UNESCO-
sponsored research on the infemational television programme flows in 50 countries by Varis (1988) found
that the global average of mported programmes was still approximately one-third of total programme time.
Howeverthe]aﬁasnldy@oned&m&ﬂewas“ddervmiaﬁonbdwea{naﬁorsaswﬁﬁﬁhrmandthat
much of the imported programming was predominantly from nations in the same politico-economic or geo-
Iingustic regions rather than from the US.

Nonetheless Schiller (1989: 115-117) himself remains convinced that the reality m television
broadcasting 1s one of increased domination of culture by largety US corporate interests. He sees the US
withdrawal from support of UNESCO i the 1980s on the pretext of defending press freedom, as a
conspiracy to undermmne the prime regulatory body of its cultural industries. Furthermore, the US exercised
its deregulatory crusade through the World Bank/IMF stipulations requiring the privatisation of broadcasting
before loans were granted to developing countries. Since public broadcasting proves expensive for
developing countries and is often not able to gam the popular support, commercial broadcasters who are able
to attract advertismg revenue will be tend to be encouraged instead. Once these privatised cultural industries
established by govemment policy are dependent on corporate sponsorship, analysis of any smgle
programme’s effects on audiences, he thinks, is futile since cultural, economic even political impenalism by
the capitalist West is self-evident. Thus Schiller (1989: 115-117) argues that the current trend towards
deregulation in broadcasting results from lobbying by First World MNCs faced with the mereased
competitiveness of a global marketplace made possible by the new commumications technologies.  Yet the
experience of satellite television in Westem Europe, as Collins (1991) reveals, has been that despite exploiting
weak national govemment regulation undermined further by the Furopean Union directives and being
backed by major media conglomerates, the channels have not been very successful. He argues that it
ultimately depends rather on their ability to attract subscribers which in tum is dependent on cost-benefit
analysis by consumers of satellite charnel offerings versus terrestrial television and video. This means that
satellite broadcasters have often had to outbid terrestrial broadcasters and other satellite broadcasters for nghts
to programming or vertically ntegrate to lower costs.

Although there may be economic pressures from changes in govemment policy which favour
consumer sovereignty over public regulation and finding, Tracey (1988: 18) is persuaded that the public
service broadcasting in most countries remains well finded. Citing an unpublished analysis which attnbutes
the popularity of locally-produced drama over American soap-operas, he feels that domestic public
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broadcasters should not be underestimated by those fearing media impenialism. But Tracey also observes that
VCRs are bemg used especially by eftmic minorities as a socio-cultural altemative to free-to-air broadcasting
cortrolled by govemments which is often geared to development programming.  For a more realistic
portrayal of mtemational television programme flows, Sepstrup (1990) msists on a two-stage analysis, the first
refenring to the trans-nationalisation of supply and consumption of television within a country, and the second
refermng to cultural and economic effects of that transnationalisation. Operationalising this in a follow-up
study for UNESCO on television programme flows in the developing world, Sepstrup and Goonasekera
(1994) found transnationalisation of consumption by audiences to be much smaller than supply of imported
programming by broadcasters, though they note in passing that some locally-produced progranmming
consumed bore the strong mfluence of US or British production styles.

The prevalence of foreign programming may have to do with the country’s differing histories with
television. Researchmg rural communities in Brazil, Kottak (1991) discems stages in the impact of the
medium: a first stage of novelty and mesmerisation by the medium, a second of selective acceptance and
reworking of the message, a third of commumity saturation and lack of differentiation among viewers, and a
fourth of a national television culture. Research in the Dominican Republic pomts to programme genre being
asignificant factor in determining country of ongin of the more popular programmes, for example, local news
and variety shows from the republic itself, telenovelas from the Latin American region, feature films, action
series, foreign news, children's and scientific programmes from US and Europe (Straubhaar and Viscasillas,
1991). Programmes of local and other Latin American ongin emjoy considerable popularity among locals
there, particularty among the lower-middle to lower classes and has displaced US mmports over the years. In
revealing the domination of local television broadcasters Televisa m Mexico and Globo in Brazil, and their
successful forays into Hispanic markets in the rest of Latin America, Europe and even North America via
programme production and satellite television, Sinclair (1992) makes the case that the cultural mmperialism
thesis is in need of re-definition.

Even in the 1980s, Collins er a/ (1988) suggest that neither the US nor UK had a monopoly of
pmgmmMgacpoﬁswhmJapmmﬁMeﬁmhavecmvedom&mﬁﬂmdmglobdly,andridiculealann
over imported values ones as conservative. Some Third World programmng, notably soap operas have
gone on to enjoy almost universal appeal. The Japanese creation Osfin, for mstance, has been broadcast n
over 30 countries ranging from Belgium to Indonesia, often all 297 episodes worth, because 1t had achieved
joonic status, not to mention precipitated social change (Svenkerud er al, 1995). On the other hand, ardent
cultural imperialism theorists like Mattelart ez al (1984: 52-60) are soeptical of this so-called Third World
media developmert, arguing that it is confined to a minority of unique nations, still represents technological
dependence, promotes consumption by extensive advertising and recreates colomal structures of
communication. This view may find some basis, though, in the Aftican context where the heavy use of
imported television fiction programming is attributed to financial constraints of local production, television
pendmﬁonbeinglargelyoonﬁnedtomew’oanaleas,medjﬂiaﬂtyofc:ateﬁngtomediversityofmguag&sof
rural and illiterate populations, and the lack of broadcasting planning and policy (Ndurmbu, 1991).
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Arguing that US pmgmrmningisrapidlyconstjuningasmallerpemmtage of a growing
international television market, Cunmingham and Jacka (1996) chart the export suoccess of Australian-made
televisionpmgtarmnesﬂjmtbﬁxeﬁgﬁsh%@gmmketsoﬂﬂ(, Ireland, the USA and Canada, but
also to elsewhere m Europe and East Asia, if for different reasons in each, Likewise the contributors to
Sinclarr, Jacka and Curningham (1996) document the growth not only of altemative English programming
e;q)onasmCmaadamdAustia,bmalsoofnewtelevisionprodmoncamesforﬁmeHisparﬁc, Arab,
Chinese and Indian markets which are regional, diasporic and geo-inguistic. Together these witers arguc
that changes like the growth of satellite television, convergence of electronic technologies, regulatory changes
that accomparnied shifts in political ideologies towards media privatisation, lowered costs and decentralisation
of production, the nse of global media conglomerates, and the integration of national economies into the
capitalist world system have contributed to the establishment of a far more complex intemational television
market than was in place when the earlier studies of US programming dominance were made.

233  Intemational regulation

The call for aNew World Information and Communication Order (NWICO) stermmed from a new
realisation of the role of the media in the social, cultural, political and economic spheres of developing
countries in Asia, Affica and Latin America These former colonies were disenchanted with the media
mmpenalism they were bemg subjected to mainly from the US. The desire of countries such as Indonesia,
India and China bemng researched here to hamess their cultural industries in the pursuit socio-economic
development and to redress imbalances in the worldwide flows of news and television programming was
expressed m a number of intemational forums such as the Non-Aligned Movement, Intemational
Telecommunications Union (ITU), UN and UNESCO i the 1970s. Seeing it as a threat to its own
economic mterests, the US waged a counter campaign to discredit the proponents of NWICO by alleging that
they were agamst freedom of the press and were for repressive control of the media by the state, which
blinkered to its own controls (Roach, 1987). On the instructions of its 1976 general conference of member
ocountries UNESCO established an Intemational Commission for the Study of Commurication Problems
chaired by Sean McBride after whom the commission and its report is popularty named. The Commission
enlarged on its brief and addressed a whole gamut of global communications issues including govermment
ocontrols on media, mformation flows, freedom and responsibility of the press, protection of journalists,
commercialisation of the mass media, media ownership, the revolution in communications technology, and
cultural policies (Klemwachter, 1993).

The MacBride Commuission report (1980) began with a review of the cument state of
communications but said little about satellite and cable systems. At that tme Intelsat and Intersputnik were
the only transnational satellites and other systems were either domestic, marine/aeronautical and military,
while cable television was ‘then strictly a North American and West European phenomenon.  Instead the
Commission commented on language diversity, literacy, traditional media, mass media technology,
cooperative news dissemmnation and the growth of entertainment and leisure, before dealmg with more
controversial issues such as dominance of communications by transnational corporations, state subsidies and
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monopolies in the media, regional disparities in consumption of communication products. Finally under the
rubric of ‘problems and issues of common concem' the MacBride report (1980: 137-194) attacked
MmmnmmmgmnmgﬂommﬁMmofﬁﬂrmmmmedbomﬁmughcmm&p
by govemments and the commercial imperatives of media conglomerates, problems which have intensified
with the advent of transnational television via commercial satellits. Among the Commission's
recommendations relevant to this research was one that developmg countries develop their own broadcast
systemns, includmg traming and production facilities, adding that national production of broadcast materials
was crucial to reducing dependency on extemal sources. Outdated as it might seem now, the report called for
the ITU to study the utilisation of satellites in mtemational cormmmumications, to coordinate the equitable
sharing of the geostationary orbit and to offer discounted rates on the use of satellite systems by developing
countries (1980: 255-261).

Even prior to the publication of the MacBride Commission report, UNESCO adopted the Mass
Media Declaration in 1978 which stressed the responsibility of mass mexdia to promote peace, intemational
understanding and human rights. The same year the UN General .Assembhy adopted a similar resolution and
the next year it established the UN Committee on Information to promote the NWICO concept. In 1980 the
UNESCO conference adopted the MacBnide Report and established the Intemational Programme for the
Development of Communication (IPDC), both actions being ratified by the UN that same year. This led to
the US and UK withdrawal of membership and therefore financial support from UNESCO i late 1984
alleging plans to restrict press freedoms and human rights (MacBnde and Roach, 1993). Despite further
roundtables, conferences, and resolutions, the NWICO ideal was never achieved, in large part because
programimes for its development suffered from UNESCO financial constrams (Kleinwachter, 1993). Overa
decadg later UNESCO convened another commission n 1993, this time on Culture and Development,
which in its report called for recogmtion of diversity and encouragement of competition in national
broadcasting through public, commercial and community sources. On the level of mtemational broadcasting
it recommends the mposition of a form of cultural tax on satellite radio and television services for using the
'global commons' of airwaves and outer space, the revenue from which could be utilised to altemative
mtemational and regional public broadcasts (Pérez de Cuéllar, 1995). Whether these commendable ideas are
simply platitudes or will be acted upon by the intemational commmunity is yet © be seen.

234  Media mpenalism

At the centre of the NWICO debate at UNESCO m the 1980s was the issue of media imperialism,
itself a part of the larger issue of cultural imperialism m a post-colonial or neo-colomal world.  Cultural
imperialism is said to oocur when the cultures of developed or core countnies are dommant m developmg or
peripheral countries, and this is said to be symptomatic of poliico-economic dependency or a similar
exploitative relationship. T}‘ledeveloped world's ignorance of other countries’ cultures and history, and interest
in its own political and economic agenda has tragic consequences for the developing world, as Said (1994)
argues. He traces the history of imperialism in "Westem' culture from 19 century colonial literature night
down to the mass media of today. Said sees cultural imperialism illustrated by European colonisation of Asia
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and Africa in the past, or more recently by US actions during the Gulf War. As evidence of such cultural
imperialism in the media Golding (1977: 294-300) had observed that models of broadcast systems in many
independent Third World nations were usually similar to that of their former colonists. If most television
programmes were imported from developed countries it was both because of the higher cost of local
production and the entertamment tastes of the local elite. So he concluded that there can be no value-fiee
technology either when the traning provided in television production replicates what was done in the First
World without regard to the objectives to which the media might be used in the Third World. Whatever is
produced locally is a often clone of foreign programmes again because of their low-cost formats and yet gives
a veneer of pseudo-indigensation to satisfy regulatory requirements.

The free-market capitalist argument, on the other hand, holds that freedom of information flows
across borders is enshrined in the UN declaration and that development joumalism is a euphemism for the
control of the press by govemments under the pretext of mobilising economic growth (Kelly, 1976: 264).
Others of the market school would go firther and question the assumption that financial and economic
control of the media is tantamourt to its political control (Vasquez, 1983: 265-280). By contrast the
Marxist/socialist thinkers would argue that the principle of national sovereignty gives govemments a
legitimate nght to decide the cultural policies and to hamess the media in promoting national development.
For mstance, Hamelmk (1983) makes an impassioned plea for cuttural autonomy and dissociation from the
developed world, citing the positive experiences of a number of developig, often socialist countries in
resisting cultural synchronisation with the 'West' in the 1950-70s. He calls on developing nations to develop
altemative nformation policies, and offers suggestions of how both native as well as foreign communications
resources could be adapted to support thetr social and economic development.

¢ Most formulations of cultural mperialism are largely based on economic perspectives but on the
issue of the media, socialist control may be no less acceptable than caprtalist dommation to Third World
countries. To avoid ideological polemics, Lee (1980) attempts to re-defne the more specific media
mmpernialism as the composite of programme flows, ownership, transfers of broadcast systems, and promotion
of capitalist worldviews/ lifestyles. He thinks the term cultural impenalism is preferred by those with a
Marxist bent to imply wholesale domination of which the media is a mere symptom. Believing that
developing countries carmot shut out technological change without widenmg the gap with developed
countries, Lee suggests a compromise solution of regional cooperation, creative use of the media, and the
synthesis of modem and traditional media as possible antidotes to media imperialism. Smilarty Ayish (1992)
contends that developing nations may have to rethink their authoritarian onentation if they wish fo be
integrated into the information-based global economy. He proposes that they think of mtemational
communication primarily as information vital to politico-econormic plammmng, rather than as cultural
imperialism via the mass media. Both thinkers seem to accept the reality of media impenalism as a correlate
of development, and suggegt ways of contextualising, even exploiting it

Other theorists seek to mitigate allegations of foreign media impact by emphasising their role in
mediating cultural experience rather than determining it. As with a mmber of others, Tomlinson (1991: 34-
67) sees media at the core of the cultural impenalism debate; comprsing as it does the cluster of
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mogmmnm&advaﬁshlgmﬁmwsmmcsofpmmmmﬁdimnmaﬁmﬁdomhmedby
multinational corporations of the capitalist world market. But cultural imperialism is more than media
mpaia]mheargu%suongly,simeﬂlemediamemtmetota]ﬁyofaﬂunalemen'erxxabmaremerelyme
‘mediation’ of capitalist modemity which is a form of global capitalist imperialism (1991 27,61). Therefore
wmmmpaiahsnﬁaﬁrmewmpla(mﬁmblyvagueapmmm&mmnbemwmdby
research on media alone, and is beter characterised as an ongoing discourse largely in the academia of the
West. Furthermore Tomlinson questions whether Third World citizens themselves might not think some
sort of cultural impenalism well worth the social development which accompanies it, such as clean water and
good roads. Quite rightly he concludes that cultural imperialism ought to be studied in terms of the wider
socio-economic changes n developing countries in which the media play a crucial role by mediating the
complexity of the new culture of development to its citizens.

Whereas in Easten Europe prior to the 1980s the notion of cultural/media imperialism was used
only by officialdom to condemn foreign broadcasts and rock music nfruding from the West, Downing
(1996: 223-225) reproaches academic exponents of the concept for having little light to shed on subsequent
developments, namely extensive mvestmentts by the capitalist West in the radio and television mdustry of the
East. As Negrne and Papathanassopoulus (1990: 45-55) contend, commercial transnational broadcasters
may be relafively untouched by all this debate on media mmpenalism because ‘the real nature of
mtemationalisation lies not stmply m political and diplomatic efforts.. but n those processes which pull
nations and broadcasting organisation mto the world marketplace of commmunications and information'. They
also cite the argument that cultural sovereignty and political sovereigrity are not necessarily congruent and
ought to be uncoupled. Only then can television be seen in the context of the extensive trade in all manmer of
cultur) commodities between nations and of the mmpossibility of defining national culture in modem
societies, say they. If this be true, perhaps there needs to be greater mter-dependence between governments
and corporations in the media mdustry and in other forms of cultural production for the export arena n order
to cynically exploit the economic opportunities afforded by globalisation.

235  Global communication theores

Hopes of resolving the global media debate rest on firther research and theorisation. To avoid the
needless controversy caused by mappropriate levels of anatysis in media research, Fredencks (1993: 188)
classifies theories of global commurnication as being either micro, mid-range or macro theories, a typology
which will be adopted in this discussion. Micro-level theories deal with the human mind, its motivations,
needs, thoughts, fears and desires. Ieaming conoepts gamered from psychology such as selective perception,
frustration-aggression, cognitive dissonance, stereotyping and gaming have their usefulness m explaining the
ways in which audiences utilise the widely available media and all the global mformation it provides access to
(1993: 189-193). Selective perception, for instance, may explain why audiences make quite biased and
maccurate inferences about‘people i other countries. Gumpert and Catheart (1984) elaborate a mter-cultural
interaction model of communications which highlights the fact that many mdividuals and groups have only
indirect contact with individuals and groups in other countries through media reporters who may miroduce
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stereotypes and biases. The global media, largely American, have been at least partly responsible for
perpetuating such cultural or national stereotypes.

Mid-range theories deal with social groups, classes, communities, political movements and
stitutions in relation to global communications. In adapting the classical Sharmon-Weaver model to global
communication, Cioffi-Revilla and Memitt (1981-82) add four more actors (observer, orgenisation,
broadcaster and audience) and emphasise the role of gatekeepers and the prevalence of noise at all levels.
Frustration-aggression is often cited by govemments in the developing world as their undertying concern for
seeking to control westemn programming and advertising which would lead to dissatisfaction with their
economic state and thus to political instability. There has been some speculation that television images of the
West European capitalist societies may have fuelled the popular revolutions which caused the demise of
communism in Eastem Europe. But Lull (1995: 166-168) argues that the effects of media are not one-way
from mstitutions controlled by the dominant political-economic-cultural elite, because messages are often
resisted or at least negotiated by audiences, even if unconsciously. Geolinguistic regions form a major focus
of recent research on global television collated by Sinclair, Jacka and Curmningham (1996) which illustrates for
the power of explanation of mid-range theories of global communication. Since these major on the television
ecology I each country, comprising mstitutions in the broadcast industry and their decision makers, such
mid-range theories match the objectives of the present research.

Macro-level theories of global commumication such as systems theories, theories of political
economy and geopolitical theories deal with such entities as nations, ethnic cultures, regional economic
alliances and the capitalist world system. Systems theories emphasise the vital mportance of the constant
flow of mformation to the maintenance of relations between countries, without which diplomatic, economic
or military confrontation might result (Frederick, 1993: 202-207). Idealist systems theories believe that the
media could be a forum for public opinion which would lead to peace, while realist systems theories believe
that the media and public opinion are to be hamessed to serve the ideology of the state. Herman and
Chomsky (1988) sketch a propaganda model of how the political and economic power structure m the US
influences the way its mass media selects and frames news of the rest of the world. It is a phenomenon which
has been demonstrated amply by the transnational satellite television broadcaster CNN to its global audience
in recent years. Geopolitical theories of the media consider the political implications of geography and how
communications technology might overcome some bamiers. Coming from an mtemational relations
perspective, Mowlana (1986) seeks to provide a model for systematic understanding of the mtemational flow
of information, one which integrated both socio-cultural and economic-technological dimensions. Deducing
that much communications research concentrates on source and contert of messages, he urges more
emphasis on distibution and its control, and their political implications all the way from an mdvidual and
institutional level to nation-state and global level. In earlier decades some developing countries mvested in
satellites for public television and telephony as one means of uniting their large temtories and integrating the
quitedivexseaﬂun‘eswiﬁ)‘in Today virtually all govemments in Asia are concemed about the political
implications of the flows of commercial transnational television in the region, the distnbution of which they
have little control
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Fromthisbn'efreviewitisevidetﬁﬁﬂgloba]jsaﬁonof&)emedia,paxﬁcxﬂmiytelevision,hasbemspunedby
greater broadcast deregulation worldwide and the fact that new media technologies such as satellite and cable
television render national media sovereignty quite an unrealistic goal. The consequent rise of global media
corporations and the broadcast of media events globally, often Tive, have been predicated on the
commercialisation of the television medium. Multinational corporations wishing to market their products
globally are thus major sponsors of transnational television via satellite, and their advertising agencies the
catalysts. Despite being significant in the growth of global media, advertising and marketing are often
neglected fields for mtemational communications research, though they have been researched pragmatically
by business academics and practitioners. In the next and final section of this literature review, we shall
examme the growth of mtemational marketing and especially of global advertising prior as well as subsequent
to the development of transnational satellite television.

24 (GLOBALISATION OF MARKETING AND ADVERTISING

The mass media, often transnational in character, as well as telecommunications and universal education all
help create consumer awareness and lifestyle expectations, thus stimulating demand for a wide variety of
goods and services even m the more remote and less developed parts of the world. New production
technologies n what is now called the post-industrial age make it possible to source, produce and distribute m
diverse and multiple locations globally. The decline of communism and its altemative world-system has
been #ocompanied by greater hberalisation of economies in the capitalist developed and post-colomal
developing worlds. These factors and more have contributed to the globalisation of markets which is
accepted uncritically as the environment in which business now operates. This section will review hterafure
emphasising one significant aspect of intemational marketing, that most related to the media, namely the
globalisation of advertisimg,

241  Intemational marketing strategies

Since proof of globalisation is often couched in terms of the production, distibution and
consumption of goods and services, Mowlana (1996: 197-198) contends that the multmational corporation
has been amajor catalyst in the process, even though it did not act alone or was even opposed by nation-states.
Organisationally, the tem 'multinational corporation (MNC) commonly refers to any firm whose business is
conducted across several nation-states, though the United Nations and others prefer to use the temmology of
‘ransnational corporation (TNC) to describe the same entity. The activities of such corporations could range
from trade in goods and sexyices to portfolio investments and direct ownership/management. Functionally, a
multinational or multi-domestic strategy is one in which a company adopts a independent business strategy
for each national market in which it operates. A transnational strategy, on the other hand, is defmed as a
decentralised one in which all national operations are coordinated to serve many other markets m which the
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company operates. These two strategies are to be differentiated from a global strategy, defined as one where
the core resources and responsibilities are highly centralised in the corporate headquarters which coordinate a
standardised marketing strategy for a unified global market (Hill, 1994). But many MNC:s also camouflage
their so-called global marketing strategies with a local tinge, in a strategy called ‘glocalisation’ which matches
thetr post-Fordist 'dispersed’ organisational structures and production processes of today. It would thus be
more accurate to refer to the organisations which adopt these strategies as multi-domestic/multinational,
transnational and global corporations respectively.

In a landmark but uncriical business article, Levitt (1983) amounced the superseding of
multinational marketing by global marketing, He attributes to communication technology a converging of
consumer demands, enabling marketers to deliver quality at a competitive price through globalised
production and distribution, as demonstrated by the Japanese. Even where there is good reason to segment,
Levitt suggests that similar segments can be found across national markets. He dismisses altemative
scenanos such as of flexible production of semi-custormised products and services as incapable of being price-
competitive, offermg no systeratic research, only anecdotal evidence. Support for Levitt’s globalisation
thesis may be found, clam Hili and James (1991), in the fact that products and promotions are generally
considered more transferable by the executives of subsidiaries of multinational corporations researched in
developing country markets than is realised by their headquarters. But Onkvisit and Shaw (1987) express the
dissenting view that the world may not be homogenising cutturally, citing evidence of a quite opposite trend.
Likewise Wind (1986) criticises Levitt systematically for, among other things, lack of empirical evidence of
homogenisation of consumer wants, the mrelevance of production economies given current technology, and
failing to recognise that synergy of multi-country operations does not depend on standardisation. The
altemaive model Wind proposes has multinational corporations making strategic choices m each key
decision area such as positioning, product, promotion and distnbution, as well on the question of whether to
standardise, localise, or ‘cluster’ which means standardising for groups of courtries.

Reviewing research on standardisation in international marketing from the 1960s through to the
1980s, Jain (1989) rightly conchudes that the issue does not present a dichotomous choice between total
standardisation and total customisation, but rests on a number of factors such as similar target market, market
share, nature of the product, the environment and organisational factors. Thus there might be numerous
pemmutations of strategies that could be adopted i the process of mntemational marketmg to lessen nisk of
failure. In a critique of the process of standardisation, Ritzer (1996: 143-147) wams it has spread far beyond
fast-foods to education, healthcare, and the workplace in the US and is a key factor in infemational business
expansion. The reasons for what he terms the McDonaldization of society' are the economic benefits to
producer and consumer, a deliberate campaign to identify itself with positive social experiences and local
culture, and its fit with changes in lifestyles and other consumer products. Thus the on-gomng discourse on the
globalisation of marketing tends to revisit periodically a long-standing debate about its strategic aspects,
including the standardisation versus customisation of advertising which remains relevant to the developments
In transnational media n Asia
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242  MNC marketers and ad agency networks

The history of the advertising industry's expansion worldwide in the 1950s to 1970s may be
characterised as a series of moves and counter-moves by intemational advertising agencies and national
govemments. MNCs which enter markets made accessible by new media and deregulated distribution
chanmels are soon followed into those markets by their home-country advertising agencies. In earlier decades,
govemments n many European and Third World countries had sought to limit US ownership of their
domestic broadcasters and advertising agencies or restrict their use of foreign-made promotional materials in
the name of nationalism and cultural policy (Tunstall, 1977). But with increasing economic integration
among countries on a regional basis and new electronic communications media since the 1980s,
govemments have found it difficult to regulate their broadcasting and advertising industries. On the other
hand, US advertising agencies found that they had strategic advantages in going global early, in terms of size,
aocess to capital, client loyalty, skills and knowledge, and creating bariers to entry, especially since European
and Japanese MINC:s had earlier not mvited their domestic agencies to follow them abroad (West, 1996). The
rationale for global expansion of US-owned agencies is obvious with hindsight seeing that their ntemational
advertising billings have grown six times faster than their domestic billings over the period 1960 to 1989
(Kim, 1995).

While the occasional mergers of earlier decades were primanly of small to medium sized
advertising agencies, the frequent mega-mergers and take-overs in the late 1980s were of large ntemational
advertising agencies among themselves such as BBDO, DDB and Needham to form Ommicom, J Walter
Thompson and Ogilvy & Mather under WPP, and so on. It took the agency Saatchi & Saatchi to pioneer the
expansion mto non-communications businesses. Loosely termed ‘marketing services' these latter businesses
included public relations, graphic design, packaging, and so on, which had therr proponents clamming to be
mtegrated marketing communications agencies. What was stnking of that era was the willingness of the
financial community, especially the conservative British Stock Fxchange, to back these highly speculative
expansions into marketing super-consultancies (Mattelart, 1991: 8-18). Certainly these aggressive agencies
raised the profile of advertising as a business and its prestige as a profession, in the West and presumably
worldwide. Much was made of the mpending advent of global brands and markets by some advertising
agencies in their push to form mega-agencies or to diversify mto related industries both to service their existing
MNC clients better and to bid for new business worldwide. Initial concems of global marketers about
conflicts of interests in handling competitive advertising accounts were overcome m many cases durng the
consolidation period of the 1990s by maintaining the separate identities of agencies within the merged
ownership structure.

By the 1990s global media had also come to be dommated by a few multmational corporations,
when similar developments took place in other cultural industries such as Som’s acquisition of CBS Records
and Columbia Pictures, and the merger of Time-Wamer with Tumer Broadcasting.  As Schiller (1989)
wamed earlier, the critical issue in intemational commumications seems o be the mereasingly commercial
ownership of the broadcast, mformation and cultural sectors of all countries and their consequent dependence
on multinational advertisers. In the context of the US, McAllister (1996: 47-51) underscores the media
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agenda-setting propensity of advertisers n their push for programming which delivers large audiences, with
desirable demographics and made pliant to the commercial message. Yet Mattelart (1991: 37) remams
confident, if somewhat prematurely, that although US advertising agencies are present and even dominant
worldwide, they are no longer hegemonic because their ideology and practices have become institutionalised
in the profession and contextualised in the countries in which they operate.

Asarwﬂtofmeme:gersandtakeovers,t‘netoptmadvaﬁshgagenci@mmewoﬂdbygm&
inoomein1993wanS,Ew0peandeaparme,ﬁnughmAsiaﬁ1enmnberofmregioml agencies n
1991 were only 2.5, this fractional figure explained by 'Young & Rubicam's part-ownership with Dentsu in
DYR (Kim, 1995). The largest marketers/advertisers in most Asian countries seem a roughly equal mix of
multmational corporations and major domestic ones, though it is not always possible to identify the business
and ownership links between them (Asian A & M, 19%4: 18-19). With growing deregulation in many
markets in Asia there is now a predominance of mnternational agencies or their affiliates over local ones
among the top 10 agencies in a number of the countries researched in this dissertation: India, Indonesia, Hong
Kong among others (Tharpe, 1997). Smee US-owned agencies or their part-owned affiliates dominate the
advertising industry n major markets for transnational satellite television, whether they pursue a global
agenda or one that is culturally contextualised is worth exploring in the present research.

243  Global versus local creativity

Intemational marketers tend to create a distinctive image around their global brands through
advertising, the key creative concept for which may onginate anywhere in their markets. It is said however
that multmational corporations and their advertising agencies prefer to centralise the concept development but
decentralise the creative execution to the various markets which are in a better position to adapt the concept to
the local environment (de Moojj and Keegan, 1991). For on the one hand there are certain corporate
prerequisites of launching a global campaign such as having a standardised brand-name and packaging,
smilarity of the product life-cycle stage and competitive situation transnationally, similar consumer attitudes
towards and usage of the product, and so on. On the other, there are varymg govemment regulations on
advertising to children, of certam products such as cigarettes and liquor, on verifiability of claims, portrayal of
human bodies, and so on to be considered in devising or adapting a global creative concept. Shao and Hill
(1994) find that while legal regulation of the advertisement of socially-sensitive products were remarkably
similar worldwide, tradition social conventions play a more significant role in constraming their advertising in
developing countries. Thus there could be numerous impediments to or at least factors to consider in devising
a thoroughly global advertismg campaign.

The standardisation of advertising infemationally has been advocated since the early 1960s and
somewhat successfully demonstrated at least in the Furopean context at that time.  As a result of later
omrmmaﬁvesuxﬁ&,pmﬁqﬂmiymﬂle 1970s, a more moderate approach was adopted m which specific
socio-cultural factors were identified as critical to the standardisation versus localisation decision (Green,
Cumingham and Cunningham, 1978). This middle road states smmply that global advertismg is suitable only
for certain product categones, among similar market segments across most countries, and under specific
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oonditions. For mstance, Domzal and Keman (1993) observe that personalty-relevant products like food and
clothing seem suttable candidates for globalised advertising, especially among the economic-elite wordwide
and the post-War/post-modem generation n developed countries. But as Bourgery and Guimaraes (1993)
pointt out, the critical need is for marketers to distinguish between creative concepts which cross cultures, and
the products which do. Research by Kanso (1992) concurs that even though some human needs and wants
may be universal, advertising still has to be culturally Jocalised to be effective.

For a tool to diagnose such cultural gaps which may need to be bridged in global marketing
commurications, Kale (1991) proposes HofStede’s four dimensions of culture, namely individualism-
collectivism, uncertamnty-avoidance, power-distance and perception of time. Using these as well as economic
and media availability/usage indicators, Sriram and Gopalakrishna (1991) outline an approach for identifying
groups of countries for which standardised advertising campaigns may be used. They come up with six
clusters in their analysis of 40 countries, but some of the constituent countries of each cluster do not seem to
make prima facie sense, as for mstance, Belgium, Columbia, Itaty, Turkey and Taiwan being in the same
cluster. Though Zandpour et a/ (1994) identifies these same four HofStede dimensions as affecting the style
and contentt of television advertismg, the research team also found that product types, level of advertising
expenditure, presence of US advertising agencies, govemment regulations, and availability of tramed
advertising personnel, among other factors, were equally significant mfluences n the eight countries surveyed.
Therefore cultural factors are not sufficient explanations, even if sigmficant ones, for adopting different
creative approaches in advertismg for each market.

Typically research on cross-cultural advertising in US acadernia (Mueller, 1987; Ramaprasad and
Hasegawa, 1992; Cheng and Sweitzer, 1996) amass quantitative data to test predictable hypotheses about
advertising creativity in diametrically opposite cultures, but offer Lttle cntical commentary on the
consequences for cultural globalisation by advertising, Among the few exceptions is an earlier study by Belk
and Pollay (1985) which found over the last the period 1953-1983 that Japanese print advertisements used
status appeals more frequently, instrumentally materialistic themes were emphasised more m US
advertisements, and that huxury/appeals rose in both. As they reasor, the rapid economic growth m Japan has
led to a stress in advertising on status and materialism even if adapted as group rather than individualistic
phenomena. Less quantitative and more critical in his analysis of Japanese and US advertising, Kline (1988)
discusses the Japanese genius of incorporating foreign cultures, histoncally of China and Korea and later of
Gemany and the US, while perpetuating local traditions with some redefinition. It appears then that the
implications for globalisation mn developing and developed couniries then is not homogenisation to a
"Westem' industrialised nom, but of advertising and marketing being catalysts of cultural hybridisation m the
process of societal modemisation or postmodemisation.

244 Mediabuvillgwopd\hfide

As a general rule when the intemational part of an account 1s held with one agency, the domestic
acoount tends to move to that agency eventually. Generally this results m increasing consolidation of media-
buying by agencies for their mtemational clients, by the use of a lead agency either m a major market or close
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to headquarters. However ‘world brands' are sometimes handled by different multinational agencies in
different countries or regions due to account conflicts or strategic diversification, and in fact are even
manufactured by different companies through licensing, franchising, jomt-venture and distribution
arrangements (Sinclair, 1987: 117-9). In any case the ammval of intemational advertising agencies in a national
market to serve their multinational marketer clients is said to have historically caused a shift in advertising
expenditure from print to broadcast media, and from publicly-owned broadcast media to commercial
ownership (Tunstall, 1977). But there has been a dearth of media research on the impact of advertising, in
contrast to programming, particularty in the developing world which has seen the expansion of US-owned
advertising agencies to serve their marketing clients in new global markets, a situation which Janus (1981)
deplores.

The mtroduction of satellite television in Europe prompted speculation over whether it would
revolutionise the media, foster globalised marketing, finther cultural homogenisation, and affect advertising as
was speculated in Asia later. Researching the impact of satellite television in Exrope on advertising agencies,
Howard and Ryan (1988-89) found most agency and client executives believing that non-European
corporations would be the major beneficiaries and that local agencies would lose some of their business to
pan-European or global advertising agencies. Advertising agency executives tend to believe that it would
become the leading advertising medium while thetr marketing clients disagree. But both groups agree that it
would affect agency-client relationships as local agencies lose clients to global agencies, as pan-European
campaigns increase despite the cultural heterogeneity of the region, and as marketing activities grew
mcreasingly globalised and centralised. The respondents also believe that there would be greater emphasis on
visual communication and on pan-European themes. While they percetve a number of bamers to
mtermnational advertismg such as language, culture, and regulations, the advertismg and marketing executives
expect satellite television to lead eventually to the control of strategy, media planning, budgeting and creativity
by their corporate headquarters. Though, as de Mooij and Keegan (1991) caution, such consolidation of
advertising on a regional basis will depend largely on the extent of organisational centralisation mstituted by
the marketers. On the other hand, Tracey (1988) reasons that the restructuring of television audiences m
Europe brought about by the new media systems such as cable and satellite television will spur growth in
advertising revenue, if governments, suppliers and unions do not get in the way which must be the dream of

Reviewing research on cable viewership in the US over the 1980s Garay (1988: 71-78) discems a
trend over several years of rejection of the pay-TV product and attributes 1t to disillusionment with cable
programming’s promise of diversity, changes in viewing pattems and the growth of VCR use over that same
period. Glazer and Batra (1989) atiribute the slow growth of cable television in the US to 1ts fathure to
recognise its unique quality of namowcasting, Cable was mimicking the programming of broadcast
tcleﬁsimmmdawwnme‘te“dmigmﬁﬂ&m“dﬂqqaeciahymmmﬁdmm Instead of seeking
to attain large audiences in order to attract advertisers, Glazer and Batra advocate that cable television promote
the ability of the medium to tailor advertising to editorial content, and even elimmate the boundary between
them, by producing highly targeted and localised programming, While previous research on the impact of
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cable television on broadeast television has been inconclusive, Glasoock (1993) finds that in the US that the

newmedimnactuaﬂyixmmsedadvaﬁsmgmldmgoveraﬂoverﬁﬁ198Osr'alhertfmemdh1gﬁ1eshareof
advertising of other media. Observing that advertising has to underwrite the multichanmel ervironment,
Baldwin ez al (1996: 231-257) believe it will take three main forms: of product-awareness advertismg similar
to that of 30-second commercials, of information-offer advertismg embedded in the programming or
commercial which can be stored by the viewer to fitture use, and direct-selling advertising similar to that of
television shopping chanmels though more interactive. While cable and satellite charmels may offer improved
targeting by specialist consumer interests and geographic location, they also tend to have perermialty small
ratings. This requires advertisers to purchase spots across many chanmels which is administratively expensive
for agencies even though the total media costs are no higher than on temrestrial television. Despite having
benefits for the consumer, Baldwin et a/ conscientiously also point out the problems with the new multi-
charme] environment which range from the creation of a hyper-commercial envirorment where it is difficult
to differentiate between programming and advertising, to the ethical issues of privacy over consumption
transactions made electronically.

Whether the expenence of cable, satellite and pay-TV media n Asia does follow that historically of
the US and Europe 1s something this dissertation could throw light upon. Exactly how marketers allocate
spendmg between domestic and transnational media reaching the same target market, tends to depend on
whether budgets are made up of local plans or are a top-down allocation based on such considerations as use
of mtemational versus local ad agencies, standardisation versus localised campaigns, media altematives and
costs, and media research availability and quality (Mueller, 1996: 164-193). Intemational advertismg
agencies have long developed m-house methods for comparing cost of deliverng one media programme to
differept countries, though this is a situation complicated by media spill-overs across borders (de Mooij and
Keegan, 1991). But it is difficult to compare advertising data across countries due to discounting m some
countries, the use of sample versus census data, the inclusion or non-inctusion of production costs, mclusion
or norHnclusion of nor-media communications like sales promotion and direct mail, information held back
due to commercial sensitivity, different classifications of products, and different ways of quanfifymg products
sold (Mattelart, 1991: 61-62). Nonetheless in the light of Furopean research, the advent m Asia of
transnational broadcasting via satellite might reasonably be expected to result in the consolidation of spending
by global marketers mto intemational agencies accredited to buy time on such broadcasters on a regional
basis.

245  Marketing and postmodemity

After the media, the practice of marketing could be said to be another major influence in the
development of postmodemity. In terms reminiscent of Williamson's (1978) critique of British advertising,
Hebdige (1989) expounds on the ‘power of the new transnational media systems.. to move people not just to
buy products of the culume‘indusuies but to buy into networks that offer forms of community and alliance
which can transcend the confines of class, race, gender, regional and national culture’ (1989: 90-91). He also
decries the emphasis on market research in postmodem economies and how it has populanised so-called
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social classifications such as yuppies, empty-nesters, dinkies, Generation X and so on. These ‘aspirational
clusters' are based not on traditional social class/sexual polarities of sociological analysis, but on transnational
and transcultural ‘psychographics' for the convenience of global marketers. Furthermore, Firat and Venkatesh
(1993) observe that advertising characteristically resignifies words and signs, decontextualises products from
their physical function, and juxtaposes conflicting images thus contributing to the hypereality, spectacle and
fragmentation i postmodem society. Marketing could be responsible for commodifying even subcultures,
news, education and politics, thus superseding their usual fimction as social processes. Tharpe and Scott
(1990) underiine the need to research the full cultural meaning of products and ideas infroduced into any
soctety and the mfinite social consequences thereof, not just their utility and price. Likewise, the contributors
to Costa and Bargossy (1995) explore the mutltiple relationships between marketing and cultural identity, in a
globalised world where the resurgence of ethnic groups often across national borders is aided by business
practices and vice-versa.

Such mnovative approaches to culture naturally call for quite different research methodologies such
as content analysis and parficipant observation not traditionally used m marketing. As to their role in culture
change, Ellis (1990: 39-40) considers television commercials to be the epitome of the medium's propensity to
provide a stream of segments mdependent of each other in meaning. Further, n Curmingham's (1992: 71-
101) view, advertising is a long-neglected arena for cultural analysis because of its commercial nature, when
in reality advertismg is as much a product of a country’s cultural identity as a contributor to it. The limited
critical studies of advertismg seem to have a left-wing bias that assumes audience passivity to marketer
strategies, while there is much mvestment in uncritical market research of short-term advertising effects for
corporate mterests. change. Goldman (1992: 37-60) explams the role of advertising in the production of
commodity signs as the process by which its viewers provide the labour to interpret the advertisements and
thus create surplus value. Thus he considers concem with whether advertisements are deceptive and
subliminal is misplaced when their true impact is the cultural hegemorty of commodity relations in capitalist
economies. Similarty, Jhally (1987) illustrates the addictive-compulsive nature of television watching which
colonises peoples’ free-time and argues that lower income groups watch more since they have less cultural
altematives. Using Marxist analysis he theorises that since audiences are sold by television to advertisers,
audiences may be said to work for the medium in retum for free entertaimment. Jhally is intrigued also by the
relationship between the use-value and the exchange-value of cormmodities or, n other words, how
advertising is not just about how products are used but how they are produiced in a capitalist society, tappmg
mto our cultural unconscious for therr meanngs.

Scrutinising MTV as a related postmodem phenomenon, Kaplan (1987: 143-153) concludes that 1t
is a contimuous advertising medium promoting consumption on a vanety of levels from the sponsors
products and the programme itself to an entire youth subculture. By adopting an almost schizophrenic stance
towards the world, MTV lets itself be coopted by the commercial establistment even while it adopts a critical
position towards ﬁxedomin‘ant cultture. Baudrillard (1988) would argue that this illustrates how the media are
paradoxically both instruments of power for mystifying the masses as well as the means used by the masses
for the denial of reality. However Habermas (1989) would counter this post-structuralist relativism with the



Understanding Globalisation: 2-34

wwmmmlm&nmgsmiseﬁmnmecﬁaloguebdwemmkamm,maﬁmnm
viewer/listener, and out of that may come new consensus and social noms. As such both programming as
well as advertising on transnational satellite television whether they be on MTV, CNNi or StarTV must
surely mvolve some collation of cultural fragments from around the world in order to commumicate with and
appeal to therr quite heterogeneous consumer markets across Asia. Therefore product commercials as well as
programme trailers and title sequences for programmes, which have the same brief sound-and-sight character
as commercials, may be valuable sources of data on television-prompted culture

246  Advetising and the Third World

While there is a relationship between advertising and development, whether it is a cause or an effect
isstill mdoubt. Callahan (1985) sets out anumber of models on the likely relationships between advertising
activity and economic development, and attempts to measure them. He finds that advertising is correlated to
GNP but not to other vanables of economic development such as energy, savings, and imports, and so
conchudes that advertising changes the composition of consurmption but not the level of consumption. In his
research on the mpact of advertising in developing countries, James (1983: 28-41) found that advertising
affected product demand not only by changing tastes but by providing information on brand choices. The
economic effects of advertising are therefore difficult to assess because it depends in each case on what is
commumnicated, how it is evaluated by consumers and whether it is acted upon. Although the desirability of
mstigating changes of taste and creation of wants in developing is worthy of debate, James concedes that
welfare economics is ambiguous in resolving the issue. Summing up years of research linking marketing and
development in the Third World, Joy and Ross (1989) dismiss the more traditional modemisation and
nstitugonal approaches and favour the radical world-systems theory approach though they are cntical of
Wallerstein's assumption of passivity of developing countries. So for the planning of any marketing strategies
they recommend intensive ethmographies as the means to obtain ‘thick descriptions' of the cultural and political
contexts of each developing country, in particular the roles of development agencies, govemments, local elites
and soon.

Acoording to Kaynak and Ghauri (1986), advertising appears to go through a number of stages m a
developing country, begirming with the elite stage where there is low levels of development, through the
popular stage when thanks to literacy there can be informational appeals to mass audience, and finally to the
specialised stage with more persuasive appeals to segmented markets similar to that of developed countries.
They attribute differences in advertising practices even between two developed countries to their respective
regulatory environments, but the differences between the developed countries and developmg ones depend
on the relative influence of Westem concepts. Advertising content in developmg countries tends to mimic
that of developed countries because local practitioners tend to have been trained there or by tramers from there.
In similar vem, Sinclair (19‘87)dem0nstratmsﬂmatmulﬁnaﬁonal marketers through their advertismg agencies
are resporisible for taste transfer or the adoption of mass-produced substitutes in place of traditional produicts,
particularly foods, in developing countries. Since the incidence of advertising has increased with wider
developments in manufacturing, marketing and media n capitalist societies, he believes that it cannot be
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attacked mn isolation. Kaynak (1989) claims that research confims that consumess in developing countries
are more readily affected by promotional messages than those in developed countries. He also contends that
asawWydwelopswomnﬁmllyimmtaMmaﬂ(dﬁzehnms&bmmmgr@wexpomew
advertising, receptiveness by audiences declimes sharply.

Aﬁequaﬁaﬂegaﬁmmadeisﬂlatmdﬁammanmdﬂlssoda]wnsciommdevelopmg
courtries 1 controlled indirectly by the majonity of transnational corporations through advertising, Smythe
(1981: 66-90) has analysed the clear dependence of the mvention of various mass media in the First World on
advertising, and alleges that this s at the core of the problemn there as in the Third World. Jhally (1987) argues
mstwdﬂlatnosirrmlere]aﬁmshipeﬁstsbetwmpeople,marximesag&sinadvelﬁsmg,bm&]atit
depends on the psychological, physical and social context. Despite acknowledging its complexity, he
champions the view that advertising is structured to reach particular audience segments more effectively than
others, by media owners and advertising agencies on behalf of thetr primary clients, the marketers. Pollay
(1986) documents the extensive criticism of advertising’s cultural impact in the academic literature of various
disciplines and chides busmness academics for ignoring these in therr research concentration of how to make
marketing and advertising more effective. He dismisses the defence of advertising as merely reflecting the
symbols, values and of a culture in order to be able to commuricate with its people. Pollay portrays
advertising as a 'distorted mimror’ which is highly selective of the values it promotes for commercial ends,
neglecting and often undermming values of greater social importance. Drawing a paralle] with socialist art,
Schudson (1984: 219-222) smularly stresses that advertismg does not mvent social values so much as it
usurps and exploits prevailing ones in the service of products in the capitalist marketplace. Designating
advertising as the art form of capitalism, Williams (1980: 184) argues 1t influences cultural life even if it does
not subceed m miluencing product purchase, and vice-versa. Thus the cuttural and economic effects of
advertising might be quite separate.

While there is a necessary trade-off between economic development and cultural stability, Pollay
(1986) submits that thoughtful regulation has not dampened advertismg and commercial growth m many
developing countries, whose citizens will over time become more disceming of advertising tactics. His survey
of advertismg regulation worldwide implies that concem about the erosion of traditional vatues and culture
has resulted m quite uniform controls among countries of quite different levels of economic development,
colorial experience and ideological persuasion, even if they are not equally enforced. By contrast, Wemick
(1991: 181-197) expresses concem over the pervasive commercialisation of all contemporary culture and
makes a plea for the retum to substantial public sponsorship of the media. Boddewyn (1988) is much more
pro-business and positive about the rise of deregulation and transnational media, while advismg caution m the
interim in the use of global advertising campaigns. Although Firat and Venkatesh (1991) cite transnational
cotporations as societal change agents par excellence, given ther resources and expertise, they surmise
wmnvhwhgly&ﬂ&wmqiw%nﬂhmxtofmm(ding&p&iﬂyadvaﬁsmgm&wmmﬁmﬁm
of societies are smply co-dependent processes.

Utilising a dependency model, Anderson (1984) carried out an early critical study of the advertising
ndustry within the Asian region and concluded that the intemational advertismg agencies wielded power over
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the cultural values of selected nations n a neo-colonial form of domination. It provided specific case-studies
of three postcolonial nations: Indonesia, Malaysia and Smgapore and the then fledgling market of the Peoples’
Republic of China. While a recent publication edited by Frith (1996) surveys the state of domestic advertismg
of eleven nations m East and South Asia, the contnbutors do not address the impact of transnational satellite
television on advertising. However Frith does argue m her own infrocuction that the advertising scerie in Asia
has moved beyond dependency to the convergence of professional practice and consumer lifestyles aided by
the new media technologies. On the other hand, Jun and Kim (1995) rehearse all the academic arguments for
the standardisation of advertising and proclamm the growing number of direct broadcast satellites in Asia as an
exciting opportunity for infemational marketers, but do not provide any evidence of the medium's use or
disuse. Therefore the last comprehensive, critical yet empirical study on transnational advertising across Asia
was done by Anderson almost two decades ago. The late 1970s was an era of greater nationalism and well
prior to the growth of transnational satellite television, and some of the issues raised in that research are worthy
of further mvestigation n a more globalised and postmodem Asia of the 1990s.

This chapter has surveyed cnitical thought on the process of globalisation over the latter part of this cenfury,
particularly the last decade n which it has become highly topical. The predominant themes gleaned from the
literature seem to centre on the mperative for nationalistic modemisation in development and control of
domestic television broadcasting, the role of multinational corporations and therr sponsoring developed-
country govemments in providing broadcasting hardware and software mcluding advertising, the concems
over cultural imperialism among govemments in developing countries and shifts m national cultural policy n
the cotext of global economic mtegration, the influence of cultural homogenisation and hybridisation in the
strategies of television broadcasters and advertisers, and more. In the following chapter on research
methodology, the various approaches to studying the manifold mpact of transnational satellite television are
explored, and the research questions are clarified. Then m the chapters that follow this dissertation anatyses
the television broadcasting scene of three countries m the region, namely Indonesia, India and Chma, before
comparing their advertising practices in the radically changed socio-culfural, political-economic and
technological environment of the 1990s.



Chapter Three
RESEARCHING MEDIA

This chapter on the research methodology used in this dissertation begins with an overview of the
diverse theoretical perspectives in media, before examining the various research paradigms to which
they lead. Given the multidisciplinary nature of media and communications studies, there are many
alternatives in research design available for this study, and these are surveyed first. The rationale for
the multi-method approach adopted for researching the impact of satellite television in Asia is then
explained. Finally, the actual sources of data collection and process of data analysis data are
clarified, along with challenges encountered and caveats about the information conveyed and
conclusions drawn. This chapter provides a foundation for understanding the subsequent case-
studies on the impact of transnational satellite television in three countries under its satellite footprint
in addition to the comparative study of the advertising industry responses, which form the crux of
this dissertation.

31 THEORETICAL PERSPECTIVES

In spite of considerable research over decades, a common lament about the field of mass
comm‘unical‘ion or mass media has been its lack of a grand theory or of clearly defined disciplinary
borders. There is an on-going striving for hegemony over the emergent field of media and
communications in teaching departments and research fora from the more established disciplines
such as sociology, literature, journalism, film/television studies, political science and marketing.
Even the various interdisciplinary schools of thought within the field of media reflect these
disciplinary biases. For instance, while the political economy school in media theory examines the
control of the media by the financial and thus political elite of a society, the cultural studies school 1s
concerned with how popular culture is created and integrates sub-groups in society. This current
research project will draw largely on a media/cultural industries approach, a middle path which will
be explained, since this seems most pertinent to analysis of developments in transnational satellite
television in Asia. However, the related theoretical perspectives of political economy, social effects,
cultural studies and active audiences will also be taken cognisance of and discussed as and when
deemed relevant.

31.1 Socialeffects *

Just as there are concems in Asia over the introduction of transnational satellite television,

similar concems in the US over the then new media of cinema and radio saw research funded in the

3-1
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1930s to assess possible social effects. While the prevailing ideas in communication theory were
still of individuals vulnerable to the all-powerful mass media, Kaz and Lazarfield (1955)
propounded a more sophisticated theory of limited effects. Their mediated or 'two-step flow’ model
of communication highlighted the selective exposure of audiences to media and the influential role
of 'opinion leaders'. It demonstrated that the effect of media messages was greater when it was
relayed inter-personally than when communicated directly by the medium. Nonetheless the
mediated-flow research tradition was subjected to criticism from the European critical theory school
(Adomo, 1969; Gitlin, 1978) that it was 'administrative research’, sponsored by and supportive of
the cultural industry and tending towards short-term effects. More recently Katz (1987) has
responded to these criticisms by stating that the findings of mediated-flow research actually debunk
assumptions about all-powerful media effects. But this misses the point since the primary thesis of
the critical theorists was that such effects could not be comprehensively measured at the level of
individual consumption, not that social effects could never be described by quantitative research.

Long associated with Gerbner (1970) and his studies on television violence, cultivation
theory describes the way the media fosters certain values and attitudes in its audiences in particular
and society in general over time. Through conducting surveys of audience media habits, attitudes
and behaviour, he found that heavy viewers of television were more susceptible to cultivating a fear
of violence. One way that Gerbner et a/ (1980) explained this cultivation was through a process
they called 'mainstreaming’ by which heavy viewing of television created a convergence of attitudes
amongst its disparate viewers into the societal mainstream as defined by television. When
replication of Gerbner's US research on cultivation effects of heavy-viewing versus light-viewing of
television violence did not lead to similar findings in the UK, Wober and Gunter (1988) accounted
for this by citing the difficulties of cross-cultural comparisons in research, even between developed
countries. Although cultivation theory has been criticised for demonstrating a weak relationship,
measuring only time watched not motivation for watching, failing to control for other factors,
directionality of cause and effect, and so on, the conventional wisdom has remained that a heavy
diet of violent programming must have some effect on its viewers (Griffin, 1991: 307-309).
Certainly this conviction is often cited by governments in Asia wishing to regulate transnational
satellite television because of its high content of foreign, mainly US, programming though their
officials often seem blinkered towards programming of similar content and origin available on their
domestic television stations, both commercial and public.

These early media theorists have tended to emphasise how the new electronic media have
superseded older media, and created new social effects. But they could be criticised rightly for
ignoring the fact that the new media have co-existed with the old and furthermore created new
contexts for the latter's wuse. In contrast, Severin and Tankard (1992: 12) believe that new
communications technologies spell a shift from the study of media effects on audiences towards
how the media interact with each other and how audiences use the various media. Besides, late this

century the media are becoming increasingly 'de-massified’ through new communications
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technologies, narrowcasting and audience segmentation, and there is greater recognition that even
with mass audiences, meanings generated differ greatly among its constituent individuals and
subcultures. In the case of VCR ownership, Straubhaar (1990) argues that its diffusion was related
to economic growth of a country, and that in developing countries this diffusion revealed cleavages
of social class and ethnicity along the lines of their economic and cultural integration with the world
capitalist economy. If television can no longer be assumed to be monolithic and uniform with the
introduction of VCRs, satellite, cable, pay-TV and the like, then there are implications for the
applicability of 'social effects’ media theories in developing and developed countries alike. Yet this
viewpoint still has currency in public opinion, in the popular media, and among many govemment
policy-makers, as evidenced in their reactions to the advent of transnational satellite television in
Asia.

3.12  Active audiences

Criticism of mediated-flow theory spurred research on the social dimensions of the media
and led to two further, if somewhat divergent, directions in mass communication research namely
uses-and-gratifications research (Blumler and Katz, 1974) and diffusion research (Rogers, 1962).
Since mediated-flow theory emphasised how individuals could be empowered against the media
there was a research paradigm shift from what effects the media had, to what active use individuals
put the media to and what gratifications they gain from it. On the basis of in-depth interviews and
survey questionnaires, its researchers have sought therefore to define broad categories of uses
audienges have for various media. For instance, McQuail et al (1972) identified the major uses or
needs met by the media as diversion or escape from routine and problems, personal relationships or

companionship, personal identity or reference with reality, and surveillance or information-
gathering. However, the uses-and-gratifications theory may be criticised for imprecision because a
viewer's needs could be met by a variety of television content, while a single programme could
meet the multiple needs of any individual viewer or group of viewers. Even early proponents have
admitted that uses-and-gratifications research relied too much on self-reports, defined social needs
ambiguously, ignored textual constraints and neglected dysfunctional satisfactions (Kubey and
Csikszentmihalyl, 1990: 28-31). Tt is also a psychological rather than sociological explanation of
media use, focussing on individual instead of social behaviours.

Defending the uses-and-gratifications theory of media, McQuail (1987: 233-237) points
out that it emphasises the non-passive role of audiences and seeks to measure why they watch and
what benefits are sought. So he believes that uses-and-gratification theory simply needs
reformulation to emphasise factors identified as critical by research such as the audience's social
background, prior use of media, expected satisfactions and evaluations for consequent use. This
research was not able to adopt a uses-and-gratifications approach because of the breadth of its scope
across three countries, and the limited access possible to foreign researchers without the approval of
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national governments because of the politically sensitive nature of the research. Since these factors
could prove helpful in understanding the uses to which audiences in Asia put transnational satellite
television, questions on what gratifications were sought from it and whether they were found in the
various countries under the footprint were put to the key informants interviewed. Answers to these
questions were sought also through secondary data, including social and market research done in-
country by local organisations.

Another perspective on audience research is provided by media system dependency theory
as described by Ball-Rokeach (1982). This stresses the inter-dependence of mass media and society,
particularly its political and economic systems, and argues therefore the effects of media may not be
studied in isolation from the society in which it functions. For example, the dependence of the
audience on the media for information increases with the degree of social change experienced and
the availability of altemative information channels. In the case of transnational television, of course,
this poses the issue of quite different impact in various societies of the same medium, such as those
observable under the footprint of StarTV. Since the media effects on individuals were three-fold:
cognitive, affective and behavioural, any research on effects must specify which of these was to be
measured (1982: 232-255). Once again, this was not attempted in this research due to constraints of
time and access to the audience, except marginally in that decision-makers occupying various key
roles in the cultural industries of each country were interviewed for their perceptions of changes
effected since the start of transnational satellite television.

3.1.3  Cultural studies
¢
A relatively recent school of thought, cultural studies has been described as the critical
study of contemporary culture characterised by an engagement with such issues as social inequality

or cultural imperialism, thus differentiated from the objective-scientific and macro perspective that
sociology adopts (During, 1993). Critical scholars of the Frankfurt School such as Adomo,
Horkheimer and Marcuse had alleged that quantitative research methods failed to explicate the
more insidious effects of the media, but did not offer an empirical alternative. The Birmingham
School in the UK, from which much of cultural studies traces its roots, melded theory and empirical
research in the analysis of contemporary media, culture and society. One of its leading lights, Hall
(1986) theorised that various manifestations of each culture need to be understood in terms of the
wider social, economic and political structure. He also demonstrated that encoding and decoding of
cultural texts are quite distinct and complex processes, and the relationship of the viewers to the
dominant ideology encoded would result in either dominant, oppositional or negotiated decodings
by them. Thus the textual or semiotic analysis commonly used in cultural studies measures more
than the content of messages because it provides insights into their significance in terms of its wider
political and cultural context (Hall, 1990). But any such analysis runs the considerable risk of the
researcher reading into the text his or her own biases without sufficient external controls on the
range of valid interpretations. As such, cultural studies methodologies are highly interpretative and
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their theories still have elements of the quite deterministic mass-culture presuppositions which
characterised the early critical theories of the Frankfurt School which they would wish to distance
themselves from.,

Another major objection raised to this approach is that it fails to give due credence to the
capacity of individuals and groups to generate their own, varied meanings from the text. Fiske
(1987: 62-67) objects to the assumption often made that effects of the text are those of the
ideologically preferred encoding, especially when the decoding process has not been empirically
ascertained. Neither is the oppositional reading to the ideologically encoded one necessarily the
only other one decoded by the audience of the text as some cultural studies exponents take it to be,
because it fits their theoretical framework which over-emphasises social class as a factor. Besides,
television is multi-layered in content and meaning, and so its effects may be studied best through a
range of methods apart from textual analysis. In a landmark audience study, Morley (1980)
demonstrated that receiving socio-economic subcultures redefine media messages in terms of their
own values, regardless of how hard the producers try to limit their ambiguity. While such early
cultural studies research looked at the relationship between with media interpretation and class
structures within national society, later cultural studies exponents extended it to gender (Ang, 1985)
and ethnic groups (Lull, 1990) globally. Rather than alleging cultural change caused by media
content, cultural studies emphasises the reproduction of societal relations which can be critically
demonstrated through textual analysis. Thus cultural studies furthers this tradition of the critical
theory school of recognising culture as a site of struggle between dominant and subordinate groups
in society, but is more confident of resistance by the latter.

‘ Audience-centred research represents a shift from a strict effects-of-message approach to the
interpretative activity of the audiences as individuals and the constraints they face as members of an
interpretative community. Thus it is concerned with the construction of meaning as audiences
engage with a media text, and the strategies they use to decode it. Quite aptly Lewis (1991)
describes as an ‘ideological octopus' the elusive and complex relationship between viewer and the
television medium. Potentially any text can lead to a number of interpretations and it is argued that
the chosen interpretation is one that reinforces opinions, values, attitudes, and motivations of the
audience rather than one that effects any major change. As Liebes and Katz (1990) demonstrate,
cultural groups bring to an imported television programme, such as Dallas), their own life
experiences and expectations of the genre. This results in a reading of the text which actually resists
homogenisation by the imported culture and allows the viewers the pleasure in making sense of 1t
from their own perspectives. There can be little doubt that a similar experience explains the
popularity of satellite and cable programming in Asia, and would be a fruitful avenue of audience
research and textual analysis in future.
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3.14  Political economy

The political economy tradition in media research adopts a Marxist analysis of how
economic control of the cultural industry determines its cultural message production, although the
relationship is in reality much more complex and controversial than theorists make it out to be. In
any case, the cultural industry is seen as an integral part of the political and economic systems, with
close links of ownership and influence to both, and therefore its message content is an ideological
reflection of those national or global systems even without political coercion (Golding and
Murdock, 1991). Economic forces are said to conspire to further the interests of media and other
industries, to the detriment of social forces which may lack financial and political clout. Thus, as
Boyd-Barrett (1995) points out, the political economy approach to media theory makes claims
about the functioning of media as an industry in society which are empirically verifiable or at least
supportable by critical observation and analysis. This reveals its origin as another reaction to the
emphasis of the social effects approach in early media research which was concemed only with
simplistic measurement of stimuli-response at an individual or small group level.

The roots of the relationship of media and the political structure may be traced to the 17th
and 18th century when belief in freedom of speech and rational public discussion in opposition to

feudal and absolute political power led to the emergence of the bourgeois public sphere. But as
Habermas (1989) points out, from the mid-19th century onwards public discourse has been
gradually manipulated and effectively muzzled by political bureaucrats and commercial media
interests, even though ostensibly there is freedom of the press in society. Extending this thesis to the
20th century, Herman and Chomsky (1988) take the radical view that there is a propaganda system
in capftalist societies because the so-called free press serves the interests of the political and
economic elite through, among other things, ownership concentration, advertising revenue and
sourcing of information. Though primarily an institutional critique, these authors used secondary
data, content analysis and textual analysis to bolster their case that news in the developed world is
selectively filtered in the process of production. On the other hand, Altheide (1984: 476-490) finds
that the journalists' views do not necessarily coincide with that of the politico-economic elite and
claims that news might shape society rather than the other way around, as with the Vietnam War
and Watergate Crisis.

Any media corporation has also to balance the demands of its stakeholders: owners,
advertisers/marketers, software and hardware suppliers, audiences, employees (especially journalists
and programme creators), governments, as well as other socio-cultural and political-economic
institutions of the countries in which it operates. This raises also the issue of which of these social
entities a media corporation such as a transnational television broadcaster serves primarily and what
its mission was economically and socially. As media businesses enter the mainstream of a capitalist
economy, the greater the likelihood, Murdock (1982) claims, that their content would increasingly
reflect, even support capitalist values or at least not seek to undermine them. All of these factors
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affect the locus of control over the media and their content in any nation-state, and are even more

complex in the case of global and regional media corporations such as those which dominate the
commercial satellite television business in Asia. Empirical research seems neither to confirm or
deny the media hegemony thesis at least in relation to news reportage. Berwanger (1987) is of the
extreme opinion that television undermines the status quo by inevitably revealing more than
political leaders would prefer. He reminds us that while research on the social effects of television
has made little progress since the 1930s, political and commercial expediency has meant media
policy decisions continued to be made on the basis on popularly-held views concerning the power
of the modem mass media, although this could be very much misplaced.

Both Marxist and capitalist economists seem to concur that late capitalism is characterised
by global capital accumulation, surplus capital in search of new investments, and growth in the
services sector, all of which have implications for the global media industry. With some validity,
Gamham (1990: 43-44) has criticised research focus on the content of the media to the detriment of
understanding the role of mass media in the political economy and resisting the capitalist logic of
cultural production. Nonetheless, content and control may be quite inseparable as two sides of the
same comn. For commercial television has become the prime medium within the cultural industry,
and is characterised by its dependence on advertising income, which in tum virtually dictates its
programming offerings and target markets in order to attract the right advertiser clients away from
their current media. More than programming, the media produces audiences as marketable
commodities as primed consumers for advertisers' products, as Smythe (1977) demonstrated. Thus
a new media entrant such as transnational satellite television is not interested in the geographical
reach per se of their footprints, but in attracting audiences with sufficient buying power and
inculcated with the right consumer behaviour attitudes through its programming in order to interest
advertisers. If the media is believed to have considerable impact on society, then where the source
of its power resides and how it is managed is a valid arena of analysis. no less a part of systematic

research on the impact of the introduction of a new medium such as transnational satellite television.

3.1.5 Media/cultural industries

Contrary to the expectations of their early proponents, social effects, political economy and
cultural studies approaches appear to be converging through an increasing emphasis on producers,
regulators and consumers as mutually active participants in the social process of the media, both
nationally and globally. Contemporary cultural studies theorists would argue that cultural
production, while controlled and manipulated by societal elite, is not deterministic but even invites
oppositional readings. Similarly, later social effects approaches temper ideas of powerful media
effects with recognition that the media serves to reinforce existing attitudes and behaviours through
personal decodings of their message, even when the range of meanings possible are limited. The
political economy approach has also been increasing cognisant of the active role of individuals and



file:///iews

Researching Media: 3-8

groups within the power structures in the media institution, industry, government and wider society.
The criticisms of each school of thought might well be answered by another, because they analyse
different facets of the same media phenomenon and are able to compensate for excesses or
loopholes of the other.

In his call for renewal of the political economy paradigm, Mosco (1996) surveys the
extensive contributions of its exponents historically and internationally, and reminds us of its affinity
between with cultural studies against positivism. Though cognisant of the challenges of new arenas
such as links between production and reception, structural changes in communications industries,
and relationships between private and public media, he takes a rather conservative stance that there is
still a place for analysis of communications within the wider social, economic and political totality.
But in the light of the unprecedented globalisation of television via satellite and cable, Comor (1994)
makes a case for the micro-level analysis of political economy of communications complementing
the macro-level concems of international political economy in what he terms a 'global political
economy of communication' approach. Drawing on a number of authors on intemational political
economy, he argues that neither a realist perspective which majors on inter-state relations in a stable
world order nor a liberal perspective which majors on the global market of multinational
corporations is adequate for analysing the interdependent state-corporate world system. A ‘political
economy of communication' approach which investigates the power relationships between
audiences, producers and distributors all the way from the local level of analysis to the global, 1s
something which Comor advocates as invaluable for understanding the complex processes of
globalisation, though he is rather vague on the details of how this might be operationalised for
rasearéh.

Signalling the need to redefine cultural imperialism concerns, McAnany and Wilkinson
(1992) have advocated more emphasis in media research on the economics of cultural production n
particular national, inter-national or inter-corporate contexts. Taking up that theme, Sinclair (1994)
argues that in our post-Marxist, postmodem age the search for a meta-theory of mass
communication might be misplaced. Instead media analysts would find it more fruitful to theorise
at mid-range levels such as the structure of the media industry or to adopt a 'media/cultural
industries' approach. As a framework for analysis of the media industry and its constituent
corporations such as the present research intends, Wilson (1988) suggests six relevant aspects:
ownership, production, technology, distribution, consumption and the role of the state. Since the
structure of the global media industry is especially complex, Dimmuck and Coit (1982) stipulate
nine levels at which the media could be analysed including supra-national, society, industry, supra-
organisational, intra-organisational and individual. A number of these are particularly relevant for
analysis in the case of transnational television via satellite in Asia, and have been included in the
present research which will utilise a media or cultural industries approach.
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In analysing the growth of a global medium, the media/cultural industries approach would seem to
avoid the polemics of the earlier mentioned schools, especially of political economy and cultural
studies, by taking into consideration the full complexity of its national contexts. Yet in keeping with
its political economy and cultural studies roots, such a media/cultural industries approach analyses
the programming appeal to audiences, the role of marketers and advertising, government policies
and regulation, and the like in particular countries and regions as this research intends. This
convergent approach leads naturally to the issue of which of the diverse research methodologies
might then be considered paradigmatic for analysing the impact of transnational satellite television
on the broadcasting and advertising industries in Asia. The next section of this chapter will survey

and evaluate the methodologies which might be incorporated into a multi-method design for the
present research.

32 RESEARCH PARADIGMS

Any media may be researched quite effectively by different methodologies, each of which reflects
particular theoretical biases and pragmatic concerns. The effects research, systems analysis,
message analysis and reception studies favoured by academics of various disciplines are all facets of
understanding the impact of the media, as are the ratings measurements, homes penetration
percentages and viewership profiles favoured by the broadcasting and advertising industries. Given
their relative strengths and weaknesses in relation to research questions, and under the constraints of
access, ‘time and resources, the research for this dissertation on transnational satellite television needs
to make judicious use of multiple methodologies. This section surveys the research paradigms
available and how they have been utilised in selected media studies, in the course of evaluating their
suitability to the research at hand.

321 Quantitative versus qualitative approaches

Quantitative approaches are the more traditional and longstanding in media research, as in
much of the social sciences. Commonly associated with the positivist paradigm, quantitative
research is identified with the social effects school of media theory. Its various names imply an
ofientation fowards measurement by numbers and analysis by statistics, in order to test hypotheses,
generalise to a theory and make predictions about probable futures. Assuming that reality is value-
free and independent of social actors, positivistic research believes that concepts and variables may
be measured objectively by a researcher who by deductive logic will be able to test hypothesised
cause-and-effect relationships. Qualitative research, on the other hand, is almost a reaction to
positivism in media research. Derived from social and cultural anthropology, this approach sees
reality as constructed by social actors of which the researcher is one, and therefore the research 1s

conducted in a participative, even collaborative manner with the informants with whom the
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researcher empathises or may even identify. Qualitative research acknowledges that reality is value-
laden and the researcher declares his or her bias in the process of armving inductively at concepts and
variables from analysis of data from the informants (Creswell, 1994: 4-7). Although objective facts
are not a key factor in this paradigm which is concemed with interpretation, qualitative researchers
endeavour to cross-check or triangulate their sources of information, using quantitative data,
methods and analysis on occasion to achieve a measure of validity and accuracy.

The choice of which paradigm to adopt in research is dictated partly by the researcher’s
assent to the assumptions of the paradigm, his or her skills and expenence, and tolerance for
ambiguity. While the critical, qualitative school in media research has been criticised for its limited
and esoteric research, the positivist, quantitative school has been likewise for its overconfidence in
physical science-mimicking empirical methodologies (Sepstrup, 1981: 133-158). Perhaps more
important a factor is the nature of the problem being researched. Qualitative research seems
particularly suitable for investigating a problem such as the impact of transnational satellite
television in Asia where the variables are relatively unknown, the theoretical literature limited, and
therefore requiring exploratory research. Among the methods utilised in qualitative research are in-
depth interviews, focus groups, case-studies and ethnographies, and they tend to be utilised where
theory is weak, variables unknown, the context relevant and the research is exploratory.
Quantitative methods such as surveys and experiments tend to be adopted instead where theory
exists, variables and scope are specifiable, data is quantifiable, and the research called for builds
directly on previously published studies (Creswell, 1994: 8-9).

Both approaches are utilised extensively in media research and although quantitative
research remains the dominant paradigm, Jensen (1991) discems a growing trend towards
qualitative research in analysing media in our postmodem society. This he attributes to the
increasing recognition within the scientific community of the limitations of quantitative methods in
the social sciences, and the search for new methods to analyse the fragmentation and complexity of
the postmodem age. In their exposition on 'grounded theory’, Strauss and Corbin (1990: 250)
contend that the criteria for judging research as scientific 'require redefinition to fit the realities of
qualitative research, and the complexities of social phenomena’. Innovatively, if somewhat
controversially, Alasuutari (1995: 130) advances the view that qualitative and quantitative analyses
may actually be part of a continuum, one serving to provide clues for investigation by the other,
rather than being mutually exclusive. In any case the major qualitative and quanfitative methods
used in media research will be described briefly below while being evaluated for their suitability for

the design of the current research.

322  Surveys and secandary data

Survey is probably the most common method of quantitative social research and, along
with experiments, is closely identified with the social effects school of media theory. Wimmer and
Dominick (1991) delineate its two forms: descriptive surveys which document the current situation,
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and analytical surveys which attempt to explain the causes of the situation through testing
hypotheses about specific variables. The popularity of surveys and their seeming identification in
the general public's mind as the sine qua non of social research, is in large part due to its ability to
deliver vast quantities of data at relatively low cost, and be analysed quantitatively quite rapidly.
Often survey data are obtainable from other sources such as governments and industry
organisations, and can serve as secondary data in support of primary data collected for the purpose
of the research at hand, as is the case with the current research in Asia on transnational satellite
television. Dale ef al (1988: 45-60) commend the use of secondary analysis on govermnment data, for
instance, as a means of achieving cross-national research though they recognise there are cost
limitations and ethical considerations which might prevent a researcher from doing more than
merely suggest ways which the data might be used.

Survey and secondary data have been utilised in research similar to that being undertaken
currently on transnational satellite television. Based on research involving three remote
communities in Canada with differing experiences of television made available only via satellite,
Williams (1986: 396-426) concluded that the impact of television was significant regardless of the
number of channels and type of programming. But one is left sceptical about the survey findings
which cover a wide range of negative effects of television: on other leisure activities, on children’s
cogmitive and affective development, and adult problem-solving, self-perception and attitudes to
social reality. It is worth bearing in mind that survey data are not without limitations such as the
risks of systematic bias of responses, growing resistance to surveys by the public, and the inability of
manipulating variables to prove causality. In the case of the countries researched for this
dissem:tion, there would have been the additional problems of cross-cultural translation of the
instruments, logistical costs of representative sampling and their govemments' restrictions on survey
administration.

Reminding researchers that all secondary data are not equally valid or reliable, Stewart
(1984) advises a healthy scepticism towards data provided by others. He advocates careful
evaluation of secondary data sources for why, how and when they were collected and, then if
decided suitable, weighting them according to recency and credibility. Using secondary data in a
valiant attempt to operationalise the cultural imperialism thesis, Meyer (1988: 63-94) has measured
advertising expenditure, student ‘brain-drain’ to the West and luxury imports in a country as
indicators of its westernisation or consumerisation. He finds imports of Westem media to have very
weak correlation with Westemnisation of the society and thus not provide evidence of cultural
hegemony. Instead press freedom and economic development were more important in explaining
Westemisation in developing countries. It may be, as Meyer admits, that cultural imperialism is not
specific enough a concept for empirical verification, though it may also be that the data he had to
work with was of questionable or at least unknown quality. While the present research will utilise
some information from survey reports obtained from academic, government and market sources as
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secondary data, it will do so judiciously, cognisant of their varying quality and completeness in
analysing the impact of transnational satellite television in Asia.

323 Interviews and focus groups

Interviews represent another common research paradigm and may take a range of forms
from structured or in-depth, face-to-face or via telephone, one-on-one or on a group basis. Most
interviews in the present research were in-depth, face-to-face and one-on-one which allowed for the
establishment of rapport with the interviewees and therefore a conducive atmosphere to discuss even
sensitive issues. As Creswell (1994) has predicted, it also granted the researcher access to historical
data that the interviewees were privy to, and allowed considerable control of the direction of the
inquiry by the researcher asking the appropriate questions at the right juncture. The disadvantages of
interviews include the fact that not all respondents are articulate or knowledgeable, the information
provided may not be objective but filtered through the perceptions of the respondents and the
researcher’s interest in the problem may skew responses. These drawbacks were taken into account
in the present research in that the respondents sought were those whom other practitioners in the
field had recommended as knowledgeable and articulate on the issue, that the research was
concerned with both the objective facts and the perceptions of key decision-makers in the media
industries, and that the researcher had credentials as a fellow Asian and former executive of the
advertising industry.

Interviews done with groups are usually described as focus groups and have the advantage
of members of the group stimulating each other to share their knowledge, experiences and
percepﬁons. Thus 1t 1s closer to the actual experience of media usage which tends to include
discussion of television, for instance, immediately at the actual site of viewing or another social
setting later. For instance, using focus groups in a number of countries to watch and discuss
episodes of Dallas’, Katz and Liebes (1986) found that television programmes lend themselves to
quite varied interpretations cross-culturally, even different processes of interpretation, which may not
have been forthcoming in surveys or even interviews. Therefore contrary to the conclusions reached
via examining secondary data they demonstrated that cultural hegemony may not be a sufficient
explanation of the high ratings worldwide of some First-World television programmes. In a few
cases, interviews for the present research resembled focus groups to the extent that the primary
interviewee invited colleagues or subordinates to sit in and offer their comments and insights
collectively.

The qualitative approach to interviewing adopted for the present exploratory research on
transnational satellite television is in contrast to survey-type structured interviews which use
sequenced questions to elicit closed-ended responses. The in-depth interview used is a helpful
altemative when the actual process or events cannot be directly observed, as in this case of the
everyday decision-making of key-players in related cultural industries. Lindlof (1995: 165-9) lists a
number of characteristics of qualitative interviewing such as understanding the social actor's
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perspective and in their own language and setting, verifying, validating and commenting on data
obtained from other sources, testing of hypothesis, and attaining efficiency in data collection in
contexts of limited time. While there are a number of types of qualitative mterviews, the type used
in the present research most closely resembles informant interviews. This is where interviewees are
selected as being more valuable than others because of their roles within organisations and the
unique insights they are able to provide from their insider vantage pomts, in this case within the
cultural industries of the Asian countries. Although normally informants are consulted a number of
times by the researchers on the same issues over time, this was possible only with about a quarter of
these respondents in countries which were visited more than once.

324  Observation and ethnography

Participant observation can range from complete participation in which the research
disguises his or her true role through participant-as-observer where the researcher's intent is known
to all, and observer-as-participant where the observations such as interviews are of limited intrusion
and duration in a number of settings, to the complete observer who exercises detachment in free-
access situations. It requires both innate ability and some training to be an effective observer, able to
identify with the community yet cope with social marginality, having broad knowledge to know
what to look for and be able to assess its importance, attuned to using all senses and not just sight to
observe the cultural context, and preferably of similar ethnicity, gender and social status to those
being researched or at least the gatekeepers to them (Lindlof, 1995: 135-140). Such skills are critical
in ethnography and have been used in media research in the study of viewing communities and
produc‘cion organisations. In the present research, some measure of participation-observation was
exercised in travelling to the different countries in Asia and spending two to three weeks in each,
visiting advertising agencies, media firms, research organisations and government departments for
interviews, and watching systematically the domestic and transnational television channels available
there especially during prime-time.

A strong advocate of ethnographies of viewing behaviour, especially family viewing, is
Lull (1990) who sees it as a preferable altemative to audience surveys in the measurement of the
communication process because the surrounding context is crucial for understanding the meanings
derived from media texts. Kubey and Csiksentmihalyi (1990) also argued that as with other cultural
behaviours, television watching was a complex phenomenon best studied in the context of everyday
life. Thus their research looked at why, when, where, with whom and in conjunction with what, was
television viewed, how various programming genre helped or hindered daily living, and what the
long-term consequences of heavy viewing were. Morley and Silverstone (1991) point out that after
years of quantitative research on audiences, there is increasing recognition of the likelihood that it
does not measure viewing but some other variable like the television set being on. The findings of
such research do not reflect the fact that programme choice is not often individual but either a group

consensus decision or an imposed one, nor that viewing decisions are made in the context of access
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to other altematives. Similarly, Ang (1991) criticises television ratings for their one-dimensional
reduction of the complexity of audiences' engagement with television. She is also critical of
academic research which from a similar institutional standpoint categorises audiences in terms of
their socio-demographic, television usage, gratifications and effects variables, without even
considering the diversity of viewing situations from an audience standpoint. But Ang admits that
ethnographic studies of audience contexts do not lend themselves to addressing the prescriptive
solutions sought by institutionally-driven research, though it could be invaluable in providing rich
feedback on how audiences negotiate with television in their everyday lives.

Many ethnographic methods are fraught with difficulties, most notably the social and
ethical intrusiveness and subjectivity of the observer. So, Kellehear (1993: 3-8) recommends instead
unobtrusive methods such as audio-visual records and simple observations including via camera and
video. But while they make data collection also accessible, inexpensive and safe, these methods
have certain disadvantages such as distortion, de-contextualisation and selectivity. Still, Biltereyst
(1995) considers audience reception and interpretation to be a fruitful yet neglected field of
qualitative research into the cross-cultural impact of transnational television. Because it acts as a
counterpoint to such approaches as political economy analysis, say of US media dominance, and a
complement to such approaches as cultivation analysis and textual criticism, the effectiveness of
such audience research to intemational communications may outweigh its methodological
imprecision and theoretical relativity. However, even Biltereyst concedes that analysis of the
consumption of specific programmes at a micro-level or individual level is inadequate commentary
on long-term effects on a macro-level or societal level.

‘ Surveying the various approaches to understanding the role of mass media in development,
Boyd-Barrett (1982) concludes that there is a 'great need for an emphasis on micro-analysis of media
impacts at small group and individual levels to engage with and illuminate the present emphasis on
macro-analysis of media and multinational structures’. For instance, Moores (1993) looks not at the
macro-issues of satellite television broadcasting such as policy, audiences, and ownership but at the
micro-issues of how it is consumed in home settings, is embedded in and articulated with family and
social life in the UK. He analyses how satellite television is often the source of conflict within the
home between traditional and modem values between generations and gender, and is used as a
means of transcending the imagined community and cultural identity of nation to the region or the
world. But Crook (1989) argues that since ethnographic methods focus on observing the
immediate context they do not include vitally important social and consumption behaviour outside
the site of media reception, and so they may be just as deficient as survey methods which take
respondents’ accounts as objective and accurate. Research on transnational satellite television should
ideally include observatian at other social sites such as the workplace, school, shops and clubs at
which audiences process their television viewing through discourse. But that would be an open-
ended, time-consuming and resource-intensive research activity, and in any case viewing behaviour

is not particularly relevant to the research project at hand.
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325 Content and textual analysis

Theorists tend to describe two major streams in media content research: the process school
and the semiotic school, to use Fiske's (1990) nomenclature. The former, drawing on sociology and
psychology, is concerned with the straightforward encoding- decoding of messages transmitted, and
uses content analysis as its prime methodology. The latter, drawing on linguistics and literary
criticism, 1s concemed rather with how messages interact with people to produce cultural meanings
and thus uses textual analysis as its prime methodology. The corresponding divergence of these
approaches in communications research and the vehemence of their proponents’ opposition to each
other Tumner (1993: 207-209) attributes to the differing disciplinary origins: behavioural sciences in
the US versus hurnanities in Europe. The American compromise of 'uses-and-gratifications' theory
failed to satisfy the Europeans who pressed on with cultural studies, to the detrimental failure of both
to learn from each others' research methodologies.

Depending on the assumptions made and problem definition, content analysis of the same
medium may yield quite different results. Naturally enough the researcher must acknowledge his
familiarity with the context of the data and thus state in advance the assumptions he makes in
drawing inferences from the data to some specified social phenomenon. According to Krippendorff
(1980: 26-28) the categornies used in content analysis must be justified in terms of the sociological
context being investigated. But the selection of units for analysis tend also to be dictated by their
ability to be sampled, codified and contextualised in relation to the hypotheses generated, which m
some ways may seem to pre-determine the findings. Without dismissing content analysis
altogetfler, it is possible to query its assumption that the meaning of the event is uniform across
audiences and coincides with that of the researcher who could be biased. But content analysis has
the advantages of being unobtrusive, quantitative, and able to cope with copious, unstructured, and
especially historical material such as collected in this research, as well as being sensitive to the
cultural context which in the case of the countries of Asia is quite intricate and complex.

While textual analysis recognises to some extent that the audience is not passive in
reception of the text, it seems to impose the personal and cultural bias of the analyst as the accepted
interpretation. For instance, Mattelart and Dorfmann's (1979) use of Marxist-oriented textual
analysis as a means of penetrating the real meaning of cultural texts has been criticised for being
subjective and divergent in meaning. It proffers the meaning preferred by the critic as the ‘privileged
meaning’ leaving behind the question of which of the text's many readers has achieved the 'truest
meaning', if there be such a thing, In addition, Tomlinson (1991: 50-58) reproaches textual analysts
for failing to note the artificiality of structured group situations in research and also questions the
universalistic conclusionssmade in cross-cultural media research. Thus he attests to the impossibility
of testing cultural imperialism by present media research methodologies because they attempt to
make public the effects of the media on the private thoughts, attitudes and beliefs of the audience.
Although no media research adequately investigates cultural consumption because of the intrusive
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nature of most methodologies, textual analysis may help in understanding the process. But since

textual analysis is rather cumbersome for the purposes of the present research, perhaps minimal
content analysis could be made of television commercials across a transnational channel.

326 Case-study and comparative research

A research method usually identified as qualitative but combining quantitative aspects, the
case-study draws on multiple data sources to examine systematically a phenomenon or an
organisation. This is so as to understand it comprehensively within its natural context, especially
when the boundary between the entity and its context is unclear (Yin, 1989). The case study method
is ideal for exploratory research where much varied data are collected on-site from interviews,
secondary research reports, news-clippings, corporate brochures, taped commercials and participant-
observation. Such a situation accurately describes the development of transnational satellite
television in Asia at least in its early years where the theoretical relationships between the political-
economic context, domestic media industry, advertising market and socio-cultural context are not
quite understood. Merriam (1988) lists four characteristics of qualitative case-studies. Firstly, they
are particularistic in that they focus on specific events and situations, making them ideal for the study
of real-life problems. Secondly, in the anthropological sense of 'thick description' they combine
complete portrayals with interpretations of meanings in their context. Thirdly, case-studies are also
heuristic in that they aid the discovery of new understandings or at least confimn what is suspected.
Finally, they are inductive, allowing for previously unknown variables and relationships to emerge
from the data through inductive reasoning without prior specification, resulting in what 1s termed as
grounded theory.

Although it is generally accepted that the media have some effect on cultures, how and why
they do are still relatively unknown. Reviewing research on media effects across cultures, Korzenny
and Schiff (1992) note that there are a number of variable clusters ranging from antecedent contexts,
levels of analysis, types of change, and types of effects that can and have been studied. They
therefore believe that each problem needs unique and creative methods of eliciting understanding
and there can be no possible single methodology of media effects, cross-cultural or otherwise. More
recently, Dogan and Pelassy (1990) address the intemationalisation of such analytical categories as
social classes and cultural plurality, especially the issue of operationalising them in research across
developed and developing countries.  Their solutions are to make methodologies and
conceptualisations contingent on the sites chosen for comparative inquiry, for instance whether they
be similar or contrasting countries. The problem may be minimised in this research because all sites
are in Asia and the countries are at similar stages of economic development. Furthermore, it
involves case-studies of identical industries across the three countrics, rather than a survey conducted
in the wider consuming population. The present research adopts a similar case-study methodology
to that of the Katz and Weddell (1978) study of Third World broadcasting which used guided yet
unstructured interviews of key persons in each country in addition to contacts provided by initial
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intewiewe‘aes, including broadcasters and officials. They also found that what was described on paper
by countries often appeared a comprehensive broadcasting system but even a brief check on the
actual situation often proved the contrary. This illustrates the importance of field interviews and
observation in addition to secondary data collection particularly by a foreign researcher having a
distant home-base.

Among the dubious criticisms of the case-study method are the apparent lack of scientific
(read ‘quantitative’) rigour and the related issue of generalisability of the findings from one context to
another. McQuail (1992: 311-313) considers the present-day context of varied and unpredictable
media experiences to be an opportune time to discriminate in favour of case studies and Cross-
national comparisons because they are the only methods to deal with complexities of structure,
context and audiences combined and to provide insights on media globalisation from other national
arrangements. Comparability is an issue with multiple case-studies especially as in the present
research which by design seeks to investigate the impact of a new medium across countries. The
intent of this doctoral research was not to provide statistical probabilities of certain phenomena in all
contexts in order to control them but to understand relationships in depth, which might allow for
more quantitative investigation in future. Furthermore, this research comprises not just a single case-
study but a multiple case-study by design for the purpose of comparative analysis. In arriving
inductively at fresh perspectives on the growth, whether limited or considerable, of transnational
satellite television in certain parts of Asia, the findings of this research could be quite reliably
generalised with appropriate caveats to other parts of Asia and the Third World.

Much %s it might be relevant to the research on the impact of transnational satellite in Asia, no
authentically indigenous methodology in media research has been developed so far. After
evaluating the content analysis, semiotic and post-structuralist traditions in "Westermn' media studies,
Dissanayake (1985) rejects them all in preference for phenomenology as a method of analysis most
appropriate for Third World media research especially given Asian traditions of intellectual inquiry.
Unfortunately he is vague on why "Western' methods are not very helpful to Third World research,
or on how such research on the holistic experience by audiences might be operationalised for the
research at hand. Instead the present study’s design adapts from mainstream communications
research paradigms discussed above, an approach contextualised for the Asian satellite scene. The
research design endeavours to offset the disadvantages of one methodology with the advantages of
another to arrive at comprehensive historical case-studies. The actual design of this multi-method,
comparative and largely qualitative study, its rationale and its caveats are described in the next

section.
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33 STUDY DESIGN

This section describes the design of the study, or the proposed plan for achieving its overarching
research goal which is a comprehensive understanding of the impact of transnational satellite
television on domestic broadcasting and advertising industries in Asia. In order to do so it will
examine both the politico-economic and socio-cultural environment of the region, with a particular
focus on the three countries to be researched. It aims also to observe the processes of change and
identify the specific factors that mitigate or enhance the impact of the new medium as measured by
viewership and advertising expenditure. The research seeks to determine if there is a consensus of
opinion on the impact of the medium from the vantage point of different key players in each of the
major markets targeted by transnational satellite television. In the pursuit of this goal, a number of

data collection techniques are employed, and the reasons for their selection are explained here along
with their limitations.

33.1 Technical definitions

It is worth noting that the research described in this dissertation is concemed primarily with
programming and advertising on transnational satellite television or the software of the medium, and
not the communications technology or hardware. Nonetheless there is much technical language in

the field of satellite and communications, and so this section will seek to provide some basic
definitions to aid understanding of this dissertation. Other definitions are provided in the course of
the analysis in subsequent chapters, and there is also a glossary in the appendices to refer to should a
techridal term surface without adequate explanation in the surrounding text.

Transnational versus domestic: Transnational television is defined in this paper as any
broadcast service by television stations aimed deliberately at attracting an audience across national
borders within a region or broadcast footprint. It is usually transmitted via satellite and sometimes
re-transmitted by local cable, and by this definition it does not include terrestrial signals which spill
over borders unintended. Generally the transnational broadcaster is not subject to regulatory
controls in all the countries where its broadcast signals may be picked up, though there may be
controls on reception in those countries. It is invariably regulated by the country from which the
broadcast signals are uplinked to the satellite, though the extent of control tends to vary considerably
from country to country. Transnational broadcast channels are usually owned by prvate
commercial interests, such multinational corporations, though they may also be owned by
govemnments, often through state-owned or dominant political party-owned businesses. Domestic
television refers to any broadcast by channels owned either by govemments or local corporations
subject to govermnment regulation, usually transmitted terrestrially, though sometimes via satellite in
order to reach remote parts of the country. Unlike transnational television, it is aimed at audiences
within the country, even though there is often spill-over of the broadcast signal into border regions of

neighbouring countries.
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Satellite. versus terrestrial: A distinction necessary to be made in this dissertation is that
between terrestrial and satellite broadcasting. Terrestrial television is transmitted by microwave
from broadcast antennae mounted on high geographical terrain or made-made structures to a local
area within its line of sight, that is, between the antenna and the horizon, Satellite transmission is
able to overcome the physical limitations of terrestrial microwave transmission because every
satellite in geo-synchronous orbit has line-of-sight access up to a fixed third of the world's surface
that constitutes its footprint. Thus a communications satellite can receive and/or transmit signals
from and to an unlimited number of earth stations anywhere within the satellite footprint, with the
costs being urrespective of distance. With the advent of direct-broadcast satellites (DBS), it is now
possible for such satellites to broadcast direct-to-home (DTH), without needing retransmission
terrestrially via microwave or cable; only a satellite dish antenna of small aperture 1s required for
each home.

While geo-synchronous satellites can and are used for telephony, meteorology, navigation,
land surveying and a host of other uses, commercial television broadcasting whether for domestic or
transnational consumption are their major use today. It is a fallacy to equate transnational television
with satellite transmission, and domestic television with terrestrial transmission because each
broadcast medium can use either form of transmission technology. In other words, domestic
television channels may use satellite transmission exclusively or in conjunction with terrestrial
transmission, as those in Indonesia, India and China have chosen to do in order to reach their citizens
over a wider geographical area. On the other hand, transnational television channels may use
terrestrial re-transmission in order to reach audiences in other countries across borders whose
govem‘ments may not permit direct access to satellite signals. It is then intentionality of transborder
reach across a region or continent which is the defining characteristic of transnational satellite
television which this dissertation investigates.

Cable and pay-TV: Although cable televi sion may be an alternative and thus competitor to
satellite television, they are often interdependent. Cable television can be delivered by various
distribution systems such as co-axial cable, fibre-optic cable, satellite master antennae television
systems and multichannel multipoint delivery systems. The major advantage of cable television is
the high channel capacity of co-axial cable and especially of fibre optic cables. Fibre optic cables
have also the capacity of delivering telephone, computer as well as video transmissions. A major
disadvantage of cable is that it is a highly capital-intensive technology and one that is not suitable for
highly dispersed populated regions, unlike satellite television which is more cost-effective in that
circumstance. Wireless cable, or multichannel multipoint delivery system (MMDS) as it is
commonly known, is an altemative to traditional cable which is expensive in urbanised areas that
require underground installation of cables. Using microwave signals it transmits from a tower or tall
building to a limited local area, and it can be adversely affected by temrain, tall buildings and the
weather. Cable television is often used to relay programming downlinked by an earth station or
large satellite television receive-only (TVRO) dish. However it might be undermined by direct
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broadcast satellites (DBS) which are high-powered satellites capable of delivering signals to TVRO
dishes the size of a pizza pan. Both cable and satellite television can be encoded to grant access only
to those who pay for the service, and in those cases is known also as pay-TV or subscription
television. _

Asia and its subregions: For the purposes of this dissertation, Asia is described as
encompassing the countries traditionally grouped under South East Asia, North East Asia, and
South Asia, from which the three country case-studies are drawn. Excluded are the countries of
Central Asia which were previously part of the former USSR, and as such conventionally if
erroneously grouped with Europe. More recently this subregion has come under the political,
economic and cultural influence of Iran and Turkey, and the latter country seems to be winning the
battle for the hearts and minds of'its people, via satellite television no less. Turkey which forms the
western-most border of Asia has in recent years sought incorporation into the European Union.
Another exclusion is West Asia, traditionally referred to as the Middle East and often associated
with a culturally similar Arabic region which extends across North Africa. Similarly excluded are
Australasia and Oceania, and as such satellites and television services from Australia, for instance,
will be classified as foreign to the Asian continent. When used in this dissertation the terms 'region’
therefore generally refer to Asia as defined above, while the terms 'subregion’ refers to countries
traditionally grouped by geographic proximity or cultural similarity such as South East Asia, South
Asia or North East Asia. Subnational regions or entities within countries are usually referred to
either geographically such as Southem India, by the state or province such as Guangzhou, or by their
ethno-linguistic identity such as Javanese. Diasporic ethnic communities which exist across are
usua]b’ defined in this dissertation as in most statistics by their original nationality such as Non-
Resident Indians, Overseas Chinese or migrant Indonesians.

The countries researched for this dissertation, Indonesia, India and China are classified as
developing countries, though increasingly considered under the sub-category of newly
industrialising countries (NICs) because of their rapid economic growth. Definitions of
development, and therefore of developing or Third World versus developed, First World or Western
countries have been implicit in the literature review of globalisation of the polity and economy in
Chapter Two. Further definitions of terminology used in this research are to be found in the glossary
in Appendix D. While cognisant of the innumerable permutations of television channels and media
technology in these developing countries within Asia, the focus of this dissertation will be on
transnational broadcasting via satellite. StarTV and the other transnational television channels
investigated in this research are transmitted primarily via satellite, though increasingly they are being
made available in conjunction with domestic broadcasters in Asia and beyond either via microwave
transmission or cable networks. But it is the transborder reach of these channels across the Asia
region which concerns this dissertation.

International and global: Though terms such as international. multinational, transnational
and global are not strictly synonymous they are often used interchangeably of strategies and
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organisations in the literature referred to, and by respondents interviewed for this research. This
dissertation will endeavour to use the terms in the way they are most commonly used. The terms
'Intemational’ is used for the general all-inclusive business concept and of advertising agencies which
operate around the world. The term ‘multinational' is used of corporations which operate in a
number of countries and which usually utilising somewhat modified business strategies in each.
The term 'global’ is used of corporations which straddle the whole world using strategies which are
virtually uniform worldwide, as is largely the case of media conglomerates. Finally the term
'ransnational’ is used, in lieu of the term ‘transborder’, of broadcasting which crosses borders, though
the former term is sometimes used in academic literature also of corporations and strategies which
are a variation of global ones. The preferred meanings of these terms will become clearer with their
extensive and consistent utilisation within this dissertation.

332  Conceptual framework

Unlike quantitative data analysis, the qualitative approach makes less explicit use of theories
and models. Rather than using research to test and verify theories, Creswell (1994) observes that in
qualitative studies a theory may develop through the data collection and analysis process. Still, few
qualitative studies begin without a tentative conceptual framework or some orientating ideas, and the

present research 1s no exception. Although the hypothetical-deductive method may not be strictly
applicable to a multi-factor explorative study, some research questions on the relationships between
various factors were generated on the basis of the literature review. These questions served to guide
this research on the impact of transnational satellite television in Asia, particularly the choice of
metho%lology, and are summarised as follows:

Research Question 1: Which govemments in Asia have perceived transnational satellite television
as a threat, and why? How have they sought to control its access, and how successful have these efforts been?
[Issues of economic and political globalisation]. These questions analyse the policy and regulatory context of
the new medium in each country and the answers will be identified through mterview responses as well as
policy documents, legislation and other secondary sources.

Research Question 2: What are the links between global capital, media corporations and
political elite, if any, in transnational satellite television in Asia? More specifically, what are the
ownership structures and business alliances between satellite owners, transnational broadcasters,
domestic broadcasters, cable networks, advertisers, programme production houses and other cultural
industries? [Issues of economic and political globalisation]. These facts will be ascertained from both
primary and secondary data.

Research Question 3: Has transnational satellite television attracted sizeable audiences of particular
cultural or socio-economic backgrounds in certain countries, and why? Why has it not had appeal to other
segments in these and other countries? [Issues of cultural and social globalisation]. This assesses the extent
of globalisation of television audiences in the selected Asian countries; it will be measured by
analysis of industry data such as household penetration, television ratings and audience profiles.
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Research Question 4: Has cultural change in each of the countries researched been influenced
significantly by transnational satellite television, and if so, how? Or if not, what other factors might explain the
changes perceived in some segments of these societies? [Issues of cultural and social globalisation]. These
factors in cultural change will be identified through interview responses, press clippings, academic
research and government reports.

Research Question 5: How have transnational satellite broadcasters differentiated themselves fiom
domestic broadcasters and each other by their programming strategies? Have advertiser and audience
response or non-response to therr offerings in Asia affected transnational broadcaster programming strategies
subsequently? [Issues of media and broadcast globalisation]. This is concemed with the globalisation or
localisation of the medium; it will be assessed by content analysis of programme schedules and
taped prime-time programmes, or inferred from interview responses and inter-media commentary.

Research Question 6. How have domestic television broadcasters responded to the entry of
this new competitor of transnational satellite television? Which of their strategies have been more
effective than others? These questions look at the competitive environment of television
broadcasting, and the situation will be analysed from interview responses, inter-media commentary
and secondary data [Issues of media and broadcast globalisation].

Research Question 7: Has transnational satellite television caused the consolidation of advertising
strategy, media buymg and creative execution through ntemational advertismg agencies, as expected? If this
has not happened, what are the reasons? [Issues of marketing and advertismg globalisation]. This is
concemed with the standardisation of advertising; it should be answered by interviews of decision-
makers in the broadcasting and advertising industries, or otherwise verified by content analysis.

" Research question 8: What are the products and brands advertised on, target markets of and creative
styles used in commercials on transnational satellite television? How different are these from advertising on
domestic television in the three countries? [Issues of marketing and advertising globalisation]. This seeks to
discover whether transnational advertising differs qualitatively from domestic advertising in terms of
advertising strategy, and could be assessed through secondary data, interview responses and content
or textual analysis.

As is consistent with the dominant inductive paradigm that qualitative research adopts,
models are somewhat disdained as potentially constraining factors, particularly early in the process.
Although there was some looseness of design at the pilot study stage, given the time and financial
constraints for the fieldwork in three countries and the need for comparability across them, a
working mode] based on the research questions above was adopted prior to the actual fieldwork.
Miles and Huberman (1994) recommend making thoughtful trade-offs between tight, pre-structured
and loose, inductive research designs, depending on the nature of the problem being investigated,
constraints of time, comparability of cases, the issue of data overload, and so on. This research on
transnational satellite television leans towards being structured, in being confined to impact of the
new medium on domestic broadcasting and advertising industry in specific national markets in Asia.
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All the same it is intended that this research arrive at an inductively-derived analytical framework for
understanding the corresponding process of globalisation.

333 Multi-method approach

The choice of a qualitative approach was determined largely by the fact that this research on
transnational satellite television was exploratory, the variables unknown and theory lacking
(Creswell, 1994: 21). This research adopted a quasi-ethnographic methodology since it involved
visiting the country, interviewing knowledgeable persons, observing locally available television,
collecting documents and audio-visual samples and so on. According to Kellehear (1993: 21), the
ethnographic-inductive research design is 'less a method than an approach to analysing and
portraying a social system.. from the "insider’s" point of view'. Thus in such research designs the
literature review is usually not followed by a theoretical framework but ethnographic description as
the researcher endeavours to enter with empathy the social world being researched. This research
attempts to test the degree to which there an on-site consensus of informed opinion on the impact of
transnational satellite television in each country studied, rather than impofing an ‘outsider
perspective.

As an exploratory study this research needed to be multi-method, without being over-
ambitious, allowing the strengths and weaknesses of each method to compensate for those of others.
As Brewer and Hunter (1989) advise, some combination of ethnographic fieldwork, audience
surveys, experimental studies and non-reactive research gives greater credibility and validity to the
results through triangulated comparisons. Since the objective of this research was to obtain a multi-
faceted perspective on the impact of transnational satellite television on domestic advertising and
broadcasting industries, a number of data sources and collection techniques were employed.
Qualitative case studies are typically heuristic, helping to construct theories inductively in a
pioneering area of application where theory is lacking rather than testing established theories
deductively (Merriam, 1988: 57-59). The end-result of this research is three case-studies on the
impact of transnational satellite in Asia which incorporate primary data from interviews and content

analysis, secondary data from government and industry, as well as media research done by others in

the countries.

The research design described in this section makes judicious use of methodologies endorsed by
various theoretical schools in media research in arriving at an integrated multi-method approach
suitable for investigating the development of transnational satellite television in Asia. Such research
plans need to be tempered by the realities of fieldwork especially carried out in developing countries
overseas that have had implications for subsequent processes of analysis, all of which took about
five years. Thus the section that follows chronicles the actual experience of data collection in the
field and data analysis back at the home-base in Australia, along with explanations of the challenges
encountered and the rationale for the solutions chosen.



Researching Media: 3-24

-_

34 DATA COLLECTION & ANALYSIS

This research focuses on the advent of transnational satellite television and developments in its first
five years. While some data was collected before and after the fieldwork, the research was primarily
a'snap-shot' of the situation in 1994-95, with updates from secondary data sources since. Given the
multi-method approach adopted to facilitate a comprehensive coverage of the research topic, the
multi-site and comparative nature of the research, as well as the time constraints faced by the
researcher’s full-time employment, the process of data collection, preparation and analysis was
spread over a period of three years between 1993 and 1996. The findings were written up largely
during 1997, and no further data was collected that year on continuing developments in the Asian

broadcasting industry, with a few exceptions particularly where they may have related to earlier
years.

34.1  Sites and schedule

The fieldwork was conducted between early 1994 and late 1995, which was three to four
years after the inauguration of StarTV as the pioneering broadcaster of transnational satellite
television and unchallenged market leader, allowing sufficient time to evaluate its impact prior to the

arival of other major satellite broadcasters. The countries researched represent, to some extent,
major socio-cultural and politico-economic regions under the footprint of StarTV, namely South
East Alsia, North East Asia and South Asia. Indonesia was selected as it had a history of using
satellite television domestically, it had restricted advertising previously, and had also maintained an
open-sky policy to foreign broadcasts. Hong Kong was selected because it was the headquarters of
StarTV, the point from which the broadcasts are up-linked, and where regional advertising decisions
are made for much of East Asia. Along with Taiwan it was used to as a base to gather data on
Greater China since it would have been difficult, if not almost impossible, to conduct this research in
the Peoples' Republic of China (PRC) for cultural and political reasons. Finally, India was selected
as a country in which satellite television was officially restricted and yet widely watched, and of all
the South Asian countries it was the most accessible politically as well as culturally to the researcher.
More importantly, Indonesia, India and greater China were selected because they were the three key
markets targeted by most transnational television broadcasters operating in Asia.

342 Decision-maker interviews

As appropriate vand almost indispensable in exploratory research, interviews were
conducted with key personnel involved in the cultural industries of three countries in Asia under the
footprint of StarTV, namely Indonesia (from South East Asia), India (from South Asia) and Greater
China (from North East Asia). A preliminary trip was made in late 1992 to Singapore to investigate
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developments in transnational television in the region, which led to a visit to Hong Kong in order to
establish contact with StarTV. Then a pilot study was done in Indonesia where the interviews were
conducted mostly in Jakarta, during January 1994 and these were followed up again in July 1994.
For Greater China, most interviews were conducted in Hong Kong in August 1994, and during a

subsequent visit to the colony as well to Taipei in December 1995. For India, interviews were
conducted in both Bombay and Delhi during September 1994.

Table 3A: Distribution of expert interviewees

Indonesia India China Totals
Advertising:
Account 4 5 2 11
Media 4 5 7 16
Creative 1 1 0 _2
9 11 9 29
Broadcasters:
Domestic 8 6 21
Transnational 3 2 4 _9
11 8 11 30
Researchers:
Market 4 S 15
Acaderpic 3 4 i) _14
9 10 10 29
Regulators:
Officials 3 3 4 10
Community leaders 1 2 1 —4
4 5 5 14
Totals: 33 34 35 102

A sample of executives stratified by advertising agencies, broadcast media, research
organisations and regulatory bodies was necessary in each country because this would provide
adequate representation by these homogeneous subsets to enhance accuracy of perception of the
variables under investigation (Babbie, 1992: 215-218). Potential interviewees in each of these
subsets were identified through professional contacts as well as through bibliographic sources, and
in most cases were approached in advance regarding participation. Within each strata or
organisational subset, the sampling was purposive as each interviewee was selected on the
judgement that he or she would be a key informant, able to provide specialist or professional insight
into the impact of transnational television via satellite on the national market in general, and its
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media indl?sm'@c in particular (Kinnear and Taylor, 1991: 398). Most of the advertising industry
representatives were drawn from among chief executives or media managers of international
agencies or large domestic agencies with intemnational affiliations and as such keenly aware of the
issues involved. For the broadcasting industry, interviews were obtained with executives of leading
domestic and transnational television broadcasters in each country and they tended to be either
public relations, research or operations managers. The researchers were sought in professional
market research organisations and universities, while the policy-makers/regulators approached were
either govemment officials or members of broadcasting advisory' bodies. The breakdown of 102
interviewees is provided in Table 3A.

As the research was exploratory, the interviews were semi-structured in form. Issues raised
by the researcher were based on the research questions listed earlier, beginning with those most
relevant to the expertise of the interviewee. Indicative examples of the questions put to the
mterviewees are provided in Appendix C. The interviews were also an iterative process in that
responses of previous interviewees were raised anonymously with subsequent interviewees for their
comment. The interviewees were then at liberty to elaborate on their perception of the situation, and
further 1ssues were raised until all relevant questions were adequately covered. In this manner, both
flexibility and consistency across the interviews of decision-makers from different organisations and
with diverse roles in related industries could be attained (Patton, 1990). Not all categories of
interviewees were asked for comment on all issues, neither did they volunteer views outside of their
areas of expertise. But there was considerable contribution from multiple interviewees on each issue
which allowed each opinion to become a facet in the general consensus arrived at.

! The interviews were not audiotaped as it was believed that it would significantly affect the
responses as some of the issues discussed were either politically’ or commercially sensitive or both,
in most of the countries researched. With the permission of the mterviewees, brief notes were taken
of their comments using a secretarial notepad, explaining that it was to assist in recalling their
opinions and reassuring that they would not be identified individually but that their views would be
aggregated qualitatively. Since the respondents were forthcoming with candid views, it is unlikely
that they were simply espousing politically-correct or socially-acceptable ones, and this was
ascertained by crosschecking responses of persons in similar professional capacities. The
interviews were a combination of objective information-giving and subjective opinion, perception
and speculation, and the line between these was not always clear. Even where there had to be some
speculation, given the dearth of hard data, these opinions or estimates were the basis on which these
executives, officials and researchers carried out their professional responsibilities, and were thus of
no less import (Kinnear and Taylor, 1991: 399).

The interview netes, the primary data for this research, had to be paraphrased in order to
make sense because they had to be highly abbreviated when written during the interview. Such
paraphrasing was done usually on the same day or while still on the field while the memory was still
fresh. In doing so the researcher used the interviewees' own words as far as possible or endeavoured
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to be accurate to their opinions, even if translation was necessitated by the lack of facility with
English of some. Still, verbatim responses were deemed redundant since no psychological or
semiological analysis of them was intended. The interviews were primarily for information-
gathering but allowed for opinions and predictions to be expressed. Though some radical opinions
are reported in the dissertation to represent the range of views, any factual information that was quite
obviously inaccurate has been left out. The risk that the researcher’s own perception would
nonetheless bias the process of re-paraphrasing and transcription was acknowledged, but it was
deemed minimal given the short time-lag between interview and transcription, and his familiarity
with the industries and cultures as a former media professional and resident in Asia. The availability
of multiple interviews and some secondary data acted as further checks-and-balances on any
interpretative bias on the part of the researcher.

Soon after retumning to Australia, the interview transcripts were word-processed on to
computer ASCII files and then prepared for introduction as on-line raw data into the project
database. For qualitative research, Miles and Huberman (1994) point out that computer software
currently available may be used not just for data analysis but for editing fieldnotes, coding, data
linking, theory building and a host of other functions. The interview data was analysed utilising the
NUDeIST software package which allows the development of a framework for qualitative analysis
incorporating these main functions (Richards and Richards, 1993). Through a set of exploration and
analytical tools, NUDeIST facilitates searching the texts of such on-line documents for word
patterns, and the retrieval of those text units. Central to the functioning of this software tool is the
creation of an indexing system for the text units, based on previous research, on the research
questicgns and working model as well as on issues and concepts that emerge as the data analysis
proceeds. Coding and indexing of the interview data was done by the researcher as well as a second
coder in order to assess inter-coder reliability. The second coder was a postgraduate research student
in the social sciences with considerable training and experience in the use of NUD®IST, who had
been given a thorough briefing of the research topic and fieldwork constraints. The differences n
coding were minimal and were resolved through discussion to the mutual satisfaction of both, either
by consensus, compromise or by a casting vote of the person deemed having greater expertise in
that particular area of difficulty.

The interviewee sources are not identified in this dissertation except by an alpha-numeric
code for reasons of confidentiality. Their country of origin is identified by the initials 'Ids’ for
Indonesia, Tnd' for India and 'Chn’ for China, and their professional status by the initial digits of '01'
for advertising agency staff, '02' for broadcasters, '03' for researchers and ‘04 for policy-makers.
More specific data on their organisational affiliations and job designations are provided in Appendix
B, in a way that does notallow identification of the respondents. Where an opinion was expressed
repeatedly, only one or two interviewees were accredited with it, usually the ones who expressed it
best. There could be a problem of seeming to extrapolate opinion from one interviewee to the entire
industry, but generally this was done only when the interviewees were believed strongly to be
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reflecting the operative ‘conventional wisdom' in the industry rather than simply being a lone,
dissenting voice. Consensus on how to analyse and present semi-structured interview data so s to
reveal its richness while being succinct and without undue interpreter influence has yet to be
achieved in the discipline (Fontana and Frey, 1994).

343 Govemment/industry data

In order to increase the validity and generalisability of the interview data, a wide range of
secondary data was collected. The interviewees were asked for secondary sources of data that they
may have access to, such as audience research, demographic data, annual reports, corporate
brochures, clippings files. Additional documents were collected from a variety of sources within the
country. Extensive bibliographic searches in the region were conducted at the Asian Media,
Information and Communication Centre (AMIC), Chinese University of Hong Kong, and Indian
Institute of Mass Communication (IIMC) libranes. This effort uncovered books and reports
published in each country, sometimes in native languages, which were often not known outside the
country, and relevant sections were photocopied at libraries or the books purchased through local
bookshops and publishers. To some extent this procedure of utilising as many sources of

information and publication overcomes the problem of bias towards literature and data more easily
accessible to the researchers at their home-base which Cooper (1984) cautions against.
Within the constraints of their accessibility to this researcher and their availability within the
time-frame of the fieldwork, secondary data collection for each country included the following:
« the number of terrestrial, cable and satellite television stations accessible,
ownership, history of market entries/exits, broadcast hours, programming/
advertising policies, etc.
« structure of the advertising industry, advertising expenditure on the various
media, major advertisers, advertising rates, programme schedules, etc.
« government policies on licensing satellite dishes, cable operators and
commercial television stations, and on temrestrial programming and advertising
content.
« number of television sets, satellite dish antennae, cable subscribers in the
country, audience profiles for terrestrial, cable and satellite channels, efc.
« audience profiles, viewership patterns, ratings for television programmes, etc. if
accessible being commercial proprietary information.

These secondary data were collected both through published or archival sources as well as
through in-house resourses advertising and broadcasting executives, research organisation$ and
government officials. Some research on transnational television has been done at Asian universities
or research institutes, usually in the form of consultancy reports for the government in conjunction

with overseas aid agencies and wherever possible access to these documents was sought. Surveys
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of audiences done by public service organisations often use national government staff accompanied
by local officials which could lead to response bias, but often there is no other way to conduct field
research In many countries in Asia, given their political climate. Wherever possible research
conducted by nationals of the countries investigated were evaluated for partial incorporation in this
dissertation, thus overcoming any criticism of foreigner bias even though this researcher is from the
Asian region. In any case, it was not feasible logistically for this researcher to mount extensive
research in countries such as Indonesia, India and China.

Some research on transnational satellite television has also been done by commercial
sources but this tends to be proprietary information and only limited parts of which were revealed to
this researcher. Due to commercial sensitivities they were not always made available or those
released were reasonably out-of-date though occasionally, as in the case of India, some such data
was published in a national newspaper. Some data was obtained only after the researcher was able
to assure respondents that the process of academic research meant publication of the dissertation
some years in the future, thus rendering the proprietary data provided quite valueless commercially.
By stating in writing ahead of the interview that the research was for doctoral research purposes and
not for any funded consultancy, this researcher found most respondents cooperative in providing
secondary data, referrals, and other forms of practical assistance. Audience ratings reports were
sought through the negotiated cooperation of media owners and/or media research organisations as
a measure of the viewership for each medium and of advertiser interest. Whenever a television
broadcaster was not prepared to make ratings data available to researchers and advertising agencies
alike, an inference that could be drawn quite reasonably was that the data was not favourable
towards their own channels.

Wherever possible, news-clippings, trade magazine articles, corporate brochures and the
like were used to supplement or cross-check information gained via the interviews. It must be
recognised that some of the published data collected might be no more or less accurate than the
interviews since they may be using the same sources of information. These included public
relations brochures, annual reports, press releases, marketing documents (including the research they
selectively publicise), and articles in trade publications based on industry ‘intelligence’ (which
sometimes may be little more than organisational leaks, industry rumour, and cocktail-reception
hearsay). In a few cases the sources used by joumnalists or authors of articles/reports were
identifiable as some of those interviewed for this research. This information provided valuable
secondary data of a quantitative nature which complemented the qualitative approach of the
interviews outlined earlier.

Since these articles and reports were utilised as secondary data for this research, they were
not incorporated into thebibliography but referenced separately as secondary data in an Appendix
A, as were the details of the primary data sources such as interviewees and audio-visual materials in
Appendix B. To assist in locating their full references, both secondary data sources as well as
primary data such as the interviews, are referred in the text of this thesis, exclusively in the case-



Researching Media: 3-30

study chapters, using square brackets to indicate that their references are to be found in the
appropriate appendices rather than in the bibliography. In a few cases where journal articles and
book chapters are alluded to also in the literature review, methodology and chapters or vice-versa,
there are references in both locations. By weaving data from inter-media, secondary sources and
interviews to build comprehensive case-studies of the three countries, a serious attempt was made to

reflect on-site perceptions in Asia of the advent and impact of transnational satellite television.

344  Programming and commercials:

In addition to the secondary data collected, local and transnational television programmes
were observed to provide a ‘within-context' perspective. Over evenings, weekends, and as much of
the day as possible during the weeks of fieldwork the researcher averaged six hours per day
systematically watching all television channels available in-country via free-to-air, cable or satellite,
selecting one channel per day. A sample of their programming. mostly on prime-time, was taped
off-air for future reference and to aid in the contextualisation of interview comments and the analysis
of secondary data. All of these channels were not available in Australia at the time of the fieldwork,
though a few English language channels such as ABN, BBC, Discovery Channel and ESPN have
become available since 1996 through pay-TV providers. The videotapes allowed for comparison of
programming on domestic and transnational satellite television channels, and across the
transnationals, and may be utilised for more extensive content analysis of programme flows, genres
and country-of-origin in future (Appendix B). Another form of primary data collection involved
television commercials on the transnational station StarTV. Based on previous research cited in the
literature review, the variables measured through content analysis were only the product categories
and brands advertised and their countries-of-origin.

Having explained the theoretical orientation and rationale for the methodology as well as the process
of data collection and analysis, the following chapters will report the findings of this research. The
first of these, Chapter Four, is a survey of the transnational satellite television broadcasters operating
in Asia Drawing on secondary sources it majors on StarTV, the pioneer broadcaster and focus of
this dissertation. The three chapters following it are analytical case-studies of the three domestic
television markets of Indonesia, India and greater China, based primarily on the interview data and
secondary data. The last of them, Chapter Eight, is a comparative study of advertising in the Asia
region since the introduction of transnational satellite television which incorporates content and
textual analysis along with other forms of data collected. Together these five subsequent chapters
form the crux of this disrtation, with the comparative discussion of the overall findings and their
implications taking place in the concluding two chapters.



Chapter Four
SATELLITE TELEVISION IN ASIA

The growth in satellite platforms and transnational television industry in Asia in the 1990s is said to be
the most rapid worldwide and the development of StarTV, on which this thesis focuses, needs to be
analysed in the context of the numerous other players in this fledgling industry. While domestic
satellite television was an integral part of the economic strategies of some developing countries in Asia
since the 1950s and 60s, only in recent years have these and other countries in the region encountered
the entry of transnational satellite broadcasts of commercial television, over which the govemments
have little control. But to date there has been no comprehensive compilation of information on the
various players in the market, let alone thorough analysis of their origins and functions. Utilising
secondary data drawn from diverse industry sources over the first half of the 1990s, this chapter will
chronicle the entry into the Asian regional market of transnational television broadcasters on a number
of different satellite platforms. This regional survey will serve to chart the regional satellite television
environment as a prelude to analysis of impact in specific countries.

4.1 SATELLITE PLATFORMS

Ever since AsiaSat] helped StarTV pioneer transnational television broadcasting in Asia several more
satellites have entered the region with ambitions to tap into this fastest growing market. But there have
long been publicly owned national and inter-govemment satellites in operation in Asia, well before
AsiaSatl, largely for telecommunications and domestic broadcasting in aid of economic development.
There have been numerous satellites operating in the region before and since which provide solely
telephony, data communications, navigation, geographic survey, meteorology and other such services.
Given the purpose of the research, this section will survey only those satellite platforms utilised by
television channels which cover Asia, and seek to classify them in terms of their ownership and
coverage.

41.1  Regional-commercial satellites

There is an increasing number of broadcast satellites over Asia, most of them owned and
utilised by commercial interests from within the region, in other words domestic and regional
corporations. However the technology for the manufacture of these satellites and for the launching of
~ them, with the possiblé exceptions of China and India, remains in the hands of multinational
corporations or govemnments of the developed world. In Asia the pioneer commercial satellite owner

4-1
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was AsiaSat which helped establish the transnational television market and set the trend for the regional
and global, public and commercial satellites to follow in the region.

Table 4A: Major regional-commercial satellites and their television charmels

Satellite AsiaSat] AsiaSat2? Apstarl Thaicom1&2 Measat 1
Launched April 1990 Nov 1995 July 1994 Dec 93/0ct 94 Jan 1996
Transponders 24 C-band 24 Cbard 24 Chand 10C-band ea. 12 Cband
9 Ku-band 9 Ku-band 2Ku-band ea. 5 Ku-band
Footprint NE, SE, S Australasia SE&NE NE Asia & SE Asia
& W Asia &all Asia Asia IndoChina S. China
TV Channels StarPlus StarPlus Time Wamner Thai govt (Chs. RT™™ Mly)
Prime Sports Prime Sports ESPN Asia 3,5,7,9&11) RIA Mly)
Charnel V Charmel V MTV Asia CNNV/AusTVI Wah LT Mly)
BBC World BBC World CNN Int] IBC Entertnm Vaanavil (Mly)
Star Chinese Star Chinese TVBITVBS IBC Sports ABN
Star Movies Star Movies HBO Asia IBC Variety CNBC
ZeeTV ZeeTV Discovery HBO Asia HBO Asia
Zee Movies Deutsche Welle Disney CambodianTV ESPN
ELTV Star Pay-TV TNT/Cartoon Laos TV MGM Gold
Myarmar' TV CTvV4 CETV (4chs.) IBC Laos MTV Asia
PaldstanTV CNBC MTIVMandarin ~ Vienam TV Disney
MongoliaTV APTV/WIN CSTV (3 chs) Thai SkyTV Discovery
Guizhou Yurman ~ HNTV-1 Rainbow Halimark Entm
Phoenix TVShopN PHTV (3 chs.) TNT/Cartoon
Worldnet Viva Cinema Taiwan SafTV CNN Int]
Doordarshan NBC Super Haishan Shenshan StarTV (5 chs.)

Sources. Nielsen SRG [1995]; Cable & Satellite Asia [1996]]; Asiaweek [1994b]; Cooperman [1995]; Television Asia [1996f];
Asiaweek [1996].

AsiaSat. The AsiaSatl satellite on which StarTV began its operations was previously the
Hughes Aircraft Westar VI which failed to achieve its geostationary orbit after launch n 1984.
Retrieved by the US Challenger space shuttle, it was refurbished and then sold by the insurance
company for a mere US$130 million to a consortium  of Hong Kong's Hutchinson
Telecommunications, the UK's Cable & Wireless, and the PRC government's investment arm, China
Intemational Trust and Investment Corporation (CITIC) for use as a commercial broadcast satellite in
the Asia region. AsiaSatl was launched successfully in Aprl 1990 on one of China's Long March TII
rockets and positioned at an equatorial orbit slightly east of Singapore, in a slot assigned by the ITU to
China [Asia Magazine,1990]. Hutchinson Telecommunications took control of a dozen transponders
on it for the purpose of running a pan-Asian television service, StarTV. Most of the remaming
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transponders were leased by Bangladesh, Myanmar, Mongolia, Nepal, and Pakistan, countries which
could not have afforded a satellite of their own, as well as Peoples Republic of China (PRC). One
major shareholder, CITIC, was instrumental in signing up its Ministty of Posts and
Telecommumnications as well as number of domestic channels [Asia-Pacific Broadcasting,1992].
About 60 percent of the transponder capacity of AsiaSatl was utilised for television, mostly
transnational, the trend towards commercial television rather than telephony on Asian satellites
following closely that of Europe and North America.

The rapid transponder take-up rate for AsiaSat1 gave its owners confidence to begin planning
as early as 1992 for AsiaSat2. Despite using identical Long March rockets which had exploded in
recent years launching two other satellites, the technologically more advanced AsiaSat2 was laumched
successfully in November 1995 [Television Asia,1996a). With a larger footprint than AsiaSatl, it
covers much of Central Asia and Russia in the north, stretching to Australia in the south, Japan in the
east, and East Africa and Turkey in the west. It has 24 C-band transponders and nine Ku-band
transponders, the latter focussed on China, Korea, South East Asia and Indo-China. StarTV has signed
a US$200 million contract for exclusive access to 20 transponders across both AsiaSats] & 2 over 12
years [APTC&S,1995: 137), thereby demonstrating its commitment to a long-term presence in the
Asian television market. Despite concems in the industry about a glut of transponder capacity, AsiaSat
contracted the Russian rocket Proton (rather than the accident-prone Long March) for the scheduled
launch in late 1997 of AsiaSat3 from the Baikonur cosmodrome in Kazakhstan. Built by Hughes, the
satellite would provide digital television and business networks across Asia, including the Indian
subcontinent, the Middle East and Australia [Asia-Pacific Satellite,1996].

Apstar: A close rival of AsiaSat is another PRC-funded company called APT Satellite Co., a
consortium mainly owned by three PRC govemment agencies: the Ministry of Posts and Telecoms,
China Aerospace Industry Corporation and a military science commission [Walsh,1994] as well as
minority Hong Kong, Taiwan and Macao investors. ApStar planned for its satellites to carry a mix of
transnational and domestic (largely Hong Kong, Taiwanese and Chinese) channels. The US-based
satellite television chanmnels such as CNNj, Discovery, ESPN, HBO and TNT (the proverbial 'Gang of
Five)) as well as other major transnational broadcasters migrated from other satellite platforms to its
Apstar] satellite in 1994. The regional broadcasters Television Broadcasters International (TVBI),
China Entertainment Television (CETV) and several Chinese domestic channels also lease
transponders on this first Apstar satellite [APTC&S,1995: 133]. Even before Apstar] was launched a
group of seven intemational broadcasters, including some of the 'Gang of Five' plus Viacom Inc.,
Paramount Communications Inc. and Hong Kong's TVB signed an agreement to lease a further 16
transponders on their second satellite ApStar2 [AWSJ, 1993a]. When ApStar2 exploded on launching
in January 1995, all this competition to StarTV was postponed briefly till the replacement satellite
Apstar 2R was launched in early 1997. Though its 16 Ku-band transponders are focussed on Greater
China, its 28 C-band transponders have a footprint covering most of Europe and Africa, and all of Asia
including the Middle East and Australia [APT Satellite, 1996].
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ThaiCom: The three ThaiCom satellites launched between 1993 and 1996 are owned by the
giant Shinawatra Group of Thailand. Though Thaicom1&2 provide coverage Thailand and the Asia
Pacific and are utilised predominantly by domestic television of the IndoChinese sub-region, they were
said to be considering accepting foreign charmels. However Thaicom3 will have 24 C-band
transponders spanning Asia, Europe, Australia and Africa, and 14 Ku-band transponders which will
have spot-beams aimed at Thailand and India [Boeke, 1997].

Measat: An early user of Intelsat and Palapa satellites, Malaysia had its own Measat] satellite
built by Hughes and launched by Ariane in December 1995. Owned not by the Malaysian govemment
but a private corporation it licensed, Binariang, Measat1 has footprints centred on South East Asia [Via
Satellite, 1995b]. In addition to telecommunications services it carries a 40-channel pay-TV service on
which both transnational and domestic channels are available. A second satellite Measat? launched in
November 1996 has a larger footprint stretching from Australia to South Asia.

412  Global-multinational satellites

Satellite systems have historically been the province of inter-govemmental organisations such
as Intelsat and Intersputnik, sponsored by the capitalist West and the commumist Eastem Bloc
respectively. Although they were public interest organisations catering to all nation-states, they
represented efforts at political and economic hegemony by the two sides of the Cold War in this
surrogate arena of space. These organisations sought to place satellite technology in the service of
national development in developing countries in the 1960s and 1970s, an age when the
commercialisation of that technology was relatively unknown. Both have since had to face up to the
challénges of the market to their duopoly and are now just two competitors among many in the new
global market for commercial satellite systems.

Intelsat. This consortium of 133 nation-states has 22 powerful satellites globally. Twelve of
them have large footprints in the Indian Ocean and Asia-Pacific region, and carry such channels as
Nippon TV, Deutche Welle TV, ESPN, RFO Tahiti, Channel 7 Thailand, PTS Taiwan, Canal France,
Tumer, all the Australian networks and TVNZ. Faced with commercial competition, Intelsat has
begun replacing its aging satellites with Intelsat 7-series and Intelsat 8-series satellites, positioned over
the Pacific Ocean. In a break from tradition Intelsat also chose to purchase 50 percent of ChinaSat 5,
owned and operated by China, while the Chinese have purchased 45.049.9 percent of Intelsat 805
covering the Asian landmass and due to be launched in 1997 [Via Satellite, 1994b].

PanAmSat. A commercial rival to IntelSat owned by US and Mexican interests, PanAmSat
has two satellites in the region giving it a global network. Its Pas-2 and Pas4 beam chamnels into Asia
such as ABN, Disney, NHK International (Japan), CCTV (China), Sony, ABS-CBN, TNT, and
Doordarshan Intemationgl (India). The newer Pas4 satellite has trans-Indian Ocean coverage, and
carries further channels on its specific African and European beams. PanAmSat benefited from the
shock failure of the Apstar2 launch when a number of the latter's clients opted to migrate to Pas-4,
which has also attracted Indian channels including Doordarshan [APTC&S, 1995¢: 141].




Table 4B: Major global-multinational satellites and their television charmels

Pan-Asian Satellite Television: 4-5

Satellite Intel 511 Intel 704 Pas-2 Pas4 Rimsat 1&2
Launched 1985 1994 1994 1995 1993/199%4
Transponders 26 Cband 26 Cband 16 Cband 16 Cband 7 Cband
6 Ku-band 10 Ku-band 16 Ku-band 24 Kurband 1 Ku-band
Footprint Australasia SE,NE, Oceania, China ~ Indian Ocean SAsia&
SE&NEAsa  S&W Asia Australasia Europe, Afica IndoChina
Asia, Australasia
TV Channels ~ TVNZ Canal France ABSCBN[Pbl]  BBC World TaiwanTV
USIA USIA CountryMusic  CNNIntl SunTV [Ind]
ESPN Inf] Srishti [Ind] ESPN Asia ESPN UdayaTV [Ind]
Deutsche Welle  Orbit[3 ch.] Discovery Disney Asianet [Ind]
Ch.10 [Aus] Tumer CIN[HK] Doordarshan Raj TV [Ind]
Ch.7 [Aus] ASETV ANBC SABC(S Africa]  Music Asia
Ch. 9 [Aus] Eenadu [India]  TNT/Cartoon TNT/Cartoon Vilay TV
ABC [Aus] World Net MTV Asia MTV Asia EMTV [PNG]
NHK [Jap] NHK [Jap] NHK [Jap] Jam TV [Ind]
RFO Tahiti KDD [Jap] M-Net [S Af]
Tokyo BestSys NBC Sory Entrmt
World Net oCTV v
Ch. 7 [Thai] TCS [Sgp] HomeTV
Pacific Skylink ABN ABN
Liberty/TCI

Sources: Nielsen SRG [1995]; Cable Satellite Asia [1996b]; Asiaweek [1994]; Cooperman [1995]; Televisionasia [1996];
Asiaweek [1996].

Orhers: Another intemational satellite consortium to rival Intelsat since 1971, the Intersputnik
consortium comprised the former USSR and its allies in Europe and Asia. Operated by the Russian
Ministry of Postal Services and Telecommunications, it has a range of ten Gorizont, Ekran and Raguda
satellites covering the Asia region. A sign of the post-Cold War umes, the US-owned Rimsat
organisation operates two Russian-built satellites: an aging Gorizont (used by one of the Indian
commercial television channels) and a newer Rimsat! carrying seven transponders and covering a vast
area from above the Pacific Ocean, stretching from Alaska in the east, Russia in the north, India in the
west and Antartica in the south. More television-bearing satellites owned by these and other fimms are
said to be coming on stream in Asia during the late 1990s including the much-rumoured and long-
awaited Pac-Star coven'n‘g the Pacific islands, Hawaii, Japan, even the US West Coast.
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Table 4C: Major domestic-public satellites and their television channels

Satellites Palapa B2P Palapa C1 Insat 2B2C Chmasat 5 Arabsat 1C/1D
Launched 1987 1996 1993 & 1995 1990 1992 & 1993
Transponders 24 Cband 30C-band 12-18 C-band 18 Chand 14 Cband
4 Ku-band 2 Sband 6 Ku-band 1 S-band
Footprint SE Asia SE Asia & S & C Asia Chna Middle East,
Australasia Europe, Africa
TV Channels CNN Int1 CNN Int1 CNN Int] OCTV-1 MEBC
HBO Asia HBO Asia DD4 CTV-2 Canal France
ESPN Asia ESPN Int1 DD 10 OoCTV-3 CNNi
ABN ABN CTV-6 Kuwait Sat Ch.
RCTI(Ids) RCTI(Ids) oCTV-7 Dubai Sat Ch.
SCTV (Ids) SCTV (Ids) Zhegang TV AbuD. SatCh
TPI(Ids) TPI (Ids) Xzang TV Oman TV
Anteve (Ids) Anteve (Ids) SichuanTV S.Arabian TV1
Indosiar (Ids) Indosiar (Ids) Shendong TV S.Arabian TV2
RTM1 Mly) RTM1 Mly) Xmpang TV Morocco TV-1
TV3 Mly) TV Mly) Maurttania TV
AusTVI AusTVI Jordan JRTV
Chnl 9 (Aus) Chnl 9 (Aus) Egypt Spc.Ch.
Canal France Canal France
TCSI (Sgp) TCSI(Sgp)
RTB (Bru) RTB (Bru)
TVBI (Hkg) MTV Asia
ABS-CBN (Phl)  Discovery
GMA (Phl) StarTV
Peoples' (Phl) Peoples 1 & 2
Mega (Mly)

Sources: Nielsen SRG [1995]; Cable Satellite Asia [1996b]; Asiaweek [1994]; Cooperman [1995]; Television Asia [1996];
Kuperus [1994).

4.13  Domestic-public satellites

Under this section we classify govermment-owned satellite operators which aimed oniginally at
their domestic markets, although progressively they have provided platforms for neighbouring
countries' public and cemmercial broadcasts as well as transnational broadcasts. Furthermore,
govemments in Asia have been privatising their satellite operators which have in tum entered into
strategjc alliances with multinational corporations. Altemative these govemments have been relegating
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national involvement in the satellite industry to joint-ventures of domestic and foreign firms, the former
often having cormections directly or indirectly to the centres of political power in the country. Thus the
line between domestic and transnational, public and commercial satellite is becoming increasingly
difficult to draw as this section will illustrate.

Insar. After experimenting with borrowed satellite transponders India began launching its own
satellites in 1982-3. Presently India has two satellites Insat1D and Insat2A which carry Doordarshan
(DD), the domestic public-television network. After years of little progress Insat has received new
impetus from the sudden expansion of Doordarshan into a multiple regional-language service in
response to competition from transnational satellite television [APTC&S, 1995: 137]. It launched three
Insat2 series satellites between 1995 and 1997 to more than replace earlier satellites [Cooperman,
1995], and the Indian govemment is appearing open to leasing spare transponders to commercial
television, both domestic and transnational. Insat 2C, launched in December 1995 by Arianne rather
than domestically, has 24 transponders and a C-band footprint covering Northeast Aftica, Central and
Westem Europe, South Asia and South East Asia. Vying for its use are transnational charmels
Discovery, Disney and TNT/Cartoon Network and domestic channels such as JainTV and BiTV, in
addition to DD-CNNi and other national, metropolitan and regional channels of DD [Television Asia,
1996a].

Palapa: This Indonesian-owned satellite network onginally intended and long used for
domestic broadcasting has become a de facto transnational satellite platform. On 1ts B2R satellite
which carries the Indonesian national broadcaster TVRI, it has also carried the domestic television
services of Malaysia, the Philippines and Papua New Guinea. On its later satellite B2P it camied
Indodesian commercial channels as well as transnational channels such as CNNi, ESPN, Discovery,
HBO, ABN, Channel 9 (Australia), Hong Kong's TVBI and MTV Asia. The high-power commercial
Palapa C1 and C2 replaced Palapa B2P in 1996-97. Satelindo, the private operator of Indonesia’s third-
generation satellites, has opted for wider coverage and higher capacity for its Palapa C3 in order to meet
broadcaster demand [Via Satellite, 1994b)].

ChinaSats: The China Telecommunications and Broadcast Satellite Corporation (CIBSC), a
commercial arm of the PRC Ministry of Posts and Telecommunications, has four satellites in place:
ChinaSats1, 2, 3 & 5. The first three were built and launched by the Chinese between 1988 and 1990,
and used primarily for voice, data and television transmission by its domestic television services
[Cooperman, 1995]. Chinasat5 was China's first foreign-built satellite but it is actually the former
Spacenet! launched in 1984 and transferred to CTBSC ownership in Jate 1992. It is used by a number
of national and provincial television stations such as CCTV-1, 2, 3, 6 & 7, Zheijiang TV, Xizang TV
and Sichuan TV for domestic broadcasting [Cable & Satellite Asia, 1996b]. ChnaStarl, the
replacement for Chinasat5, was built by Lockheed for launch in late 1997, and it would have a footprint
covering most of Asia. Although China has resorted to purchasing satellites from Westem sources, it
seems to insist on launches on one of its own Long March rockets, perhaps to support that industry or
simply out of national pride.
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Others: A relative latecomer to the national satellite stakes, Korea launched two satellites
within six months of each other believed to be primarily for the domestic market [Via Satellite, 1996].
Towards West Asia the Arab Satellite Communications Organisation, a consortium founded by the
Arab League in 1976, operated Arabsat 1C and ID utilised for both telephony and broadcasting by
West Asian states as well as transnational television such as CNNi, Canal France International (CFTI),
Middle-East Broadcasting Center (MBC), Orbit Communications and Future Vision [Via Satellite,
1995a). Another satellite player at that westem end of the Asian continent was Amos1 launched by
Israel Aircraft Industries Ltd [Via Satellite, 1994a], though with smaller footprints over Europe and the
Middle East. Its inclusion here is in the interests of impartiality in the Middle East political situation,
and for this author to disclaim any influence of it being his rare name-sake in his motivation to research
satellite television in Asia. The growing number of satellite platforms in West and Central Asia, and
Oceania often shaning footprints with North Africa, Europe and Australasia, are beyond the scope of
this dissertation.

Table 4D: Launches of satellite platforms in Asia, early to mid-1990s

1991 1992 1993 1994 1995 1996
Gals-2 Insat 2D
Stationar-12 Rimsat Exp2
Stationar-20 Rimsat Exp3
Insat 2C Measat-1
AsiaSat2 Measat 2
Rimsat Expl Apstar-1A
Nstar-a Apstar-2R
NStar-b Intelsat 709
Gals-1 DFH-3A2 Intelsat 801
Stationar-3 Express-2 Intelsat 703 Intelsat 802
Gorizont-41 Gorizont-42 Intelsat 704 Intelsat 803
Insat 2B Rimsat 2 Insa2C Thaicom-3
Stationar-13 Insat 2A Intelsat 703 Apstar] Pas4 Palapa C1
Intelsat 511 Palapa B4 Rimsat 1 Chmna/DFH JCSat-3 Palapa C2
PalapaB2R Optus Bl Chinasat 3 PanAmSat Koreasat-1 Indostar-1
AsiaSat] Stationar-21 Palapa Pctk Thaicom Koreasat-2 Mabuhay

Sources: Coopenman [1995]; Television Asia [1996]; Euroconsult [1995]

The skies above Asia are certainly becoming congested with satellites, illustrated by incidents of
jockeying for orbital slots. As of late 1996 there were 34 satellites serving Asia with an additional 21
satellites providing trans-Pacific and trans-Indian Ocean coverage. The outlook for the pan-Asian
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satellite television broadcasters was not altogether positive since the growth of domestic commercial
TV channels in Asia had spawned stiff competition among all broadcasters and caused an acute
demand for quality programming. After this massive expansion, a glut of channels and consequently a
shake-out of satellite platforms would nomally be anticipated. For the moment this seems not the case
because many transnational channels are utilising more than one satellite platform each in their
determination to tailor their offerings to different subregional markets. There seems to be no correlation
between ownership of channels and their preference to be located on satellite platforms owned
similarly, the only criterion seemingly being the markets reached by the latter's footprints. It is in this
context of rapidly shifting markets and increasing competition that we need to look at the brief history
of StarTV which follows.

42 STARTV

Transnational television in Asia was introduced not by some Western multinational corporation but by
the family-owned concems of an Asian businessman. The idea of refurbishing a retrieved errant
telecommunications satellite and utilising it instead to broadcast television came from the family of -
Hong Kong millionaire Li Ka-Shing, The satellite's purchase and laumch in 1991 had the collaboration
of the People’s Republic of China (PRC) govermment while the broadcast service stayed in the hands of
the L1 family and their largely family-owned Hutchinson Whampoa conglomerate. But its much-
publicised sale to Rupert Murdoch's interests in 1993-94 and subsequent programming decisions led to
somé confrontation with the PRC government. This section traces the history of StarTV and its
evolution from a pan-Asian broadcaster owned by an Asian conglomerate to a targeted sub-regional,
almost domestic one owned by a Westem multinational media corporation. h

421 Phase One: Pan-Asian/Cosmopolitan (¢.1991-1993)

Ownership and control: The satellite broadcaster StarTV, with a capitalisation of US$300
million, was initially a wholly-owned subsidiary of HutchVision, a 50:50 joint-venture of Hutchinson
Whampoa. The latter was also a shareholder in AsiaSatl and a private company controlled by the
family of Hong Kong billionaire Li Ka-Shing. The television service, said to be the brainchild of his
son and StarTV deputy chairman Richard Li, commenced business in December 1990 immediatety
after the Hong Kong govermment granted it a broadcasting license. Between August and December
1991 StarTV Jaumched all its five channels on a pan-Asian basis on two footprints from AsiaSat1. Its
broadcasts utilised NTSC-M on its northern beam which covers North East and Central Asia including
Japan and China, and utjlised Pal-B on its southem beam which covers South East, South and West
Asia including Indonesia and India [Expression, 1992-93].

r
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Table 4E: StarTV channels and their development, 1992-96

Channel Satl. 1992 1993 1994 1995 1996
StarPlus ASat-1  PanAsian PanAsian PanAsian Southem Southem
Prime Sports ASat-1  PanAsian PanAsian Sub-regional Sub-regional Alliance
with ESPN
BBC ASat-1  PanAsian PanAsian Southemn Southemn (Ceased)
StarMandarm  ASat-/  PanAsian PanAsian PanAsian (Ceased) .
MTV Asia ASat-l  PanAsian PanAsian (Ceased) i
Charnel V ASat-1 - - - Sub-regional Multidom Multidom
(Taiwan, Phil, India)
Star Movies ASat-1 - - - Northem Northem Northem
ASatl - - - - Southem Southem
Pheonix Chin. ~ ASar-2 - - - Multi-dom Multidom
(PRC, Sgp, Mly)
StarP 1US Taler AM"] - - - I)onfsﬁc ])Orrfstic
ESPN Asia ApStrl - - - - Multidomn Multidom
(NEAsia,SEAsia, SPcfc)
ESPN India Pas4 - - . Domestic Domestic
(India) (India)
StarSportsIntl ~ Pas4 - - . S Asia S Asia
StarSportsIntl ~ Pas-2 - - SE Asia SE Asia
Star Composite ~ PlpB2P- - - Domestic Domestic
‘ (ndonesia) ~ (Indonesia)
StarPlus Japan ~ JCSat - - _ . Domestic
StarPlus Int1 Measat - - - - Domestic
(Malaysia)
StarSports Il Measar - - - - Domestic
(Malaysia)
Sthpoﬂs Intl JCSat - - - - Japan
StarMovieSEA  Measat - - - - Domestic
(Malaysia)
StarMovieAsia ~ Measat : Domcshc
(Malaysia)
Number of Channels: 5 5 8 14 18

Sources: Based on StarTV [1993, 1994, 1995 &1996] Media Packs and other sources.

1

Legend:

PanAsian = same programming on both AsiaSat] footprints across Asia

Sub-regional = programming differentiated between northem and southem AsiaSat] footprmis
Northemn = available only on northem AsiaSat1 footprint, targeting largety China, Taiwan and Philippmes
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Southem = available only on southem AsiaSatl footprint targetmg largely India and other South & West
Asian countries

Multidom = available on either footprint but targeted at two or more domestic/ational markets by
programming and/or encryption
Dmrmﬁc=avaﬂableuwallymanaﬁonalmmﬂﬁmﬁonalsamﬂimmherﬂmA§aSam10r2andtaxgeted
at one national market by programming and/or encryption

Channels and programming. StarTV began in 1991 with a package of five channels identical
on both northem and southem beams: StarPlus (entertainment), Star Mandarin (entertainment), Prime
Sports, BBC World Service (news) and MTV Asia (music). Star Plus, the English-language family-
entertainment channel, broadcast 24 hours a day, reaching its target audiences across its footprint
through the different prime-times (Table 4E). The programming fare included dramas like Fbing
Doctors, comedies like M*4*S*H, soap-operas such as Santa Barbara, talk shows like Oprah,
documentaries, cartoons like 7he Simpsons and awards shows like The Oscars. The counterpart of
StarPlus was the Star Chmese channel which offered the only non-English programming on
transnational satellite television when it was launched in October 1991. Sometimes referred to as Star
Mandann, it offered a broad range of entertainment and information programming in Mandarin
including drama, sit-coms, vanety shows, game shows, talk shows, fimancial news, documentaries,
music and cartoons [StarTV, 1992b]. Its programming was sourced mitially from Taiwan, though
audience preferences saw expansion of its sourcing to Hong Kong especially. Although it was pan-
Asian in reach, the target audiences of Star Chinese were those of Tarwan, China and to a lesser extent
Hong Kong and diasporic Chinese elsewhere in East Asia.

The BBC World Service Television, a comprehensive intermational news channel, had its
Asiah and in fact worldwide launch in November 1991, and was the only charmel in which StarTV
itself was not also the programme provider. Its programming drew on the resources of the BBC, one of
the larger news-gathering operations worldwide comprising 250 correspondents in 50 bureaus and
enjoying a long-standing reputation for breadth, credibility and mapartiality which CNNi had not
achieved. Its leading news programmes were BBC Newsday' as well as "The World Today' where the
reports received in-depth analysis. Presented every half-hour in prime-time and every hour otherwise,
its news bulletins bring up-to-the-minute news coverage.

As Asia's first all-sports channel, Prime Sports broadcast 24 hours per day and initially
provided 1,500 hours 'live' coverage of major intemational and regional sporting events including 344
hours of live' cricket matches in 1993 [StarTV, 1994¢c]. In its short-lived stint on StarTV, the 24-hour
music channel MTV Asia was established as a joint-venture with its parent company Viacom
International. The music videos were interspersed seamlessly and at a rapid pace with interviews,
news, sports, commercials and ‘rockumentaries' in a characteristically postmodem collage targeted at
the 12-25 age group. Mest of the content was US in origin, a situation put down to the lack of music
videos of comparable quality and style from the countries MTV Asia was being broadcast to as of the
early 1990s. Asian content was said to have grown from 5 percent when MTV Asia was first broadcast
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on StarT'V to as much as 50 percent though this was qualified as being only 'at certain times of the day’
[Balfour, 1993].

Penetration and viewership:  StarTV aimed initially to reach the English-speaking,
cosmopolitan, high-eaming elite among the potential 2.5 billion viewers in the 38 countries ranging
from Israel to Japan under its footprints. This region comprising two-thirds of the world's population,
was charactenised by rapidly developing economies and thus growing advertising budgets and as yet
underdeveloped domestic television media. A survey commissioned by StarTV less than a year after
inauguration reported that at least 3.8 million of Asia's households were receiving its programming, 1.2
million of those households being accounted for in India and Taiwan [Expression, 1992-93], a situation
which will be explained later in this thesis. Another survey in February 1993 reported 11.2 million
households capable of receiving StarTV, the highest incidence being 4.8 million households in China,
3.3 million in India and 1.9 million in Taiwan [Asian A&M, 1993]. It must be bome clearly in mind
that these penetration figures represent simply households which have access to satellite and cable
television. While they have the potential to view StarTV there figures in no way give any indication
whether these households were actually watching it among all the stations and charmels they have
access to, much less how many viewers there were in each, for how long each watched and with what
degree of attention.

422  Phase Two: Sub-regional/Diasporic (c.1993-95)

Ownership and control: In July 1993 News Corporation, better known as the flagship of
Rupert Murdoch's global media empire, bought a controlling 63.6 percent interest from Hongkong's Li
Ka-Shing and his Hutchinson Whampoa group, for US$525 million in cash and News Corp shares.
The purchase complemented News Corporation's other television businesses: the BSkyB satellite
television service in Europe, Fox Broadcasting in the US, and a joint-venture with Televisa in Mexico,
the world's largest Spanish-language broadcaster [Straits Times, 1993b]. In 1995 News Corporation
purchased the remaining 36 percent share in StarTV with the full expectation that it would lose about
US$100 million per year for a few years thereafter. Valuing StarTV was difficult since it had been in
operation for only two years, and while officially US$110 million was said to have been invested in it,
some estimates have been double that [Ong, 1993]. Nonetheless Murdoch recognised the profit
potential of the impending boom of the television audience in Asia. According to rough estimates then,
advertising revenues on StarTV were estimated reach US$1 billion by the middle of 1994 [Nadkami,
1994].

There was some constemation in political circles around the region about the purchase by
Murdoch of StarTV, most notably by Malaysia's prime minister Mahathir Mohammed. The Peoples'
Republic of China (PRG) later responded to a speech by Murdoch about satellite television leading to
the downfull of totalitarian governments by barming the personal ownership of satellite dishes.
Questions were raised about the financial wisdom both of Murdoch buying StarTV and of Li Ka-Shing
selling it. Given the loss-making status of StarTV there has been speculation that Murdoch had other
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more sinister imperialist motives of a cultural nature [Yeap, 1993]. It was also speculated that Li Ka-
Shing sold StarTV because its programming content was antagonising govemment officials and thus
jeopardising his business relations with some of the govemments in Asia, particularly the PRC.
Ironically the StarTV' deal would not have materialised if an earlier bid by Murdoch to buy into Hong
Kong's TVB had not been mired by the local govemment's disapproval [SCMP, 1993a)]. Murdoch had
planmed to purchase a 22 percent share of TVB, prior to its launch of a satellite channel on ApStarl as
part of a loose consortium with ESPN, CNN, HBO and Australia Television which would have been a
threat to StarTV [FEER, 1993a].

Channels and programming. Attainment of majority ownership by News Corporation was
followed by a major management restructure including the mass resignation of the chief executive and
30 other executives [Asia-Pacific Broadcasting, 1993]. The new chief executive gave the first
indications of a change of strategy from a pan-Asian one to multi-domestic or sub-regional one [South
China Moming Post, 1993b]. Once the key new staff were in place, StarTV began differentiating its
charmel offerings on the two footprints, the northem one covering China, Taiwan and the Philippines
primarily, and the southem one mainly covering Indonesia, India and the Middle-East,

The replacement of the BBC World Service on the northem beam with a Mandarin movie
subscription channel, while retaining it on the southem beam, marked the start of regionalising StarTV
programming. The BBC World Service had run afoul of the Chinese authorities and was believed to
have been withdrawn from the northem beam in April 1994 so as not to cause further offence and
threaten one of StarTV's major potential markets. It was left on the southem beam where the other
major StarTV market of India had a long tradition of listening to the BBC news on radio. By late 1994
the BBC World Service Television programme schedule had 25-minute news bulletins every hour on
the hour. Effort was directed to make the news relevant to Asia, and particularly to local and expatriate
business executives operating in the region. A sampling of other programming in late 1994 included
The Money Programme, World Business Report, Indian Business Report, Panorama (current affairs
documentaries), as well as travel, computer awareness and nature programmes [BBC, 1994a/b].

Star Movies, which replaced BBC World on the northem transponder, initially featured
Cantonese movies on a subscription basis to 1.7 million households in Taiwan on 160 cable networks,
as well as the Philippines and China to a limited extent. Since then available on both transponders, it
has featured 24-hour movies from around the world, ranging from comedy, action/adventure and
romance, to family, westemn, classics, and king-fivsword-play. These movies have been in turn adapted
and targeted at different subregional audiences of StarTV. For instance, English-language movies were
sub-titled in Hindi for the Indian market, Arabic for the Guif states, in Mandarin for China and Taiwan,
and in Thai for Thailand. Star Chinese, previously a general entertainment channel, aimed now to
target Chinese executives and businesspersons more specifically with a financial programme, children
and teenagers with cartoons and info-tainment, women with Japanese dramas, and families in general.
Most of its programming is sourced initially in Hong Kong and Taiwan, though gradually more widely
if still regionally from China, Japan and Korea [StarTV, 1995b].
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Table 4F: Countries capable of receiving StarTV, with validated household penetration, 1992-97

Countries 1992 1993 1994 1995 1996
June February January August December
SE Asia
Philippines 70,474 137,141 187,431 248315 400,000
Indonesia 14335 36211 49,807 ] 50,000
Thailand 9,000 32393 142,805 393,000 393,000
Malaysia 30,000
Brunei 30,000
Myanmar 15,000
Vietnam 15,000
NE Asia
Chma PRC 1,200,000 4,800,000 30,362,966 30,531,101 36,200,000
Taiwan ROC 1,191,419 1,980,140 2,376,433 3418280 4 300,000
Hong Kong 150,000 304,809 330,827 418,305 430,000
Korea, S. 18,945 18,945 183,838 269,982 1,700,000
Japan 13,400 400,000
Macau 5,000 40,000
South Asia
India 1,282,500 3,300,500 7,278,000 10,158,000 14,000,000
Pakastan 30,195 61,239 77,038 174,000 1,500,000
Bangladesh 204,000 205,000
West Asia
Israel 272,000 410,000 621,000 784,000 800,000
UAE. 10,000 72,809 116,589 288,790 289,000
Saudi Arabia 387,579 388,000
Kuwait 4,000 12,780 31210 75,544 76,000
Bahrain 3,000
Lebanon 12,000
Oman 100,000
Qatar 25,000
Total 3,029,868 11,166,967 42,126,884 47350,896 61,443,000
Increase % - 268% 277% 12% 30%

Sources: Compiled from StarTV [1992-1997] Homes penetration repors.

Charmnel V replaced MTV Asia when StarTV's relationship with Viacom collapsed over a
dispute on revenue sharing as well as over the programming direction in early 1994. Since StarTV had
a contractual relationship with the key personnel at MTV Asia 1t was able to launch quickly its own
Charmel V in May 1994 which featured a regionalisation strategy. This included splitting the channel
with the northem beam catering to the China, Taiwan and Philippine pop music markets, and the
southem one catering to the Indian and other South Asian ones, utilising VJs based in the sub-regions
who are able to present music the audience preferred, in a style and language they identified with. By
1994 Channel V broadcast ten hours of Mandarin programming on the northem beam and another ten
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hours of Indian language programmes on the southem beam each day, with some shows like Gone
Taiwan and BPL Oye! shot on location with local VJs. In the remaining 14 hours Channel V continued
to provide regional and intemational programming including Asian Top 20 Countdown and Billboard's
US Top 20 Countdown, using a core team of VJs from throughout Asia who were based in Hong
Kong. With its incorporation of both domestic and regional artistes into their otherwise westem-
oriented programming Charmel V became the first and one of the more successful examples of cultural
globalisation by a transnational broadcaster in Asia.

Prime Sports began to split programming broadcast on the two AsiaSat] beams, featuring
more table-tennis, baseball and basketball for the predominantly Chinese and Japanese audiences of the
northemn footprint and more cricket and badminton for the South Asian and Indonesian audiences of the
southem footprint [Asia-Pacific Broadcasting, 1992]. In keeping with the regionalisation of its
programming StarTV purchased the Tive' broadcasting rights of the first division of the Chinese
National Football league for 10 years, and three World Grand Prix badminton events from Indonesia,
Thailand and China. As a further step it later provided dual soundtracks on its northem programming,
namely in English for expatriates and educated elite, and in Mandarin to cater for the viewing majority
of China, Taiwan and the rest of East Asia.. While programmes on Star Plus, the English-language
entertainment channel, were still sourced mostly from the United States, they were now sought also
from Europe, Australia and Asia. Furthermore day-time programming targeted women with fashion,
cuisine, parenting, health and exercise programmes as well as talk-shows and soap operas, while
children were targeted before and after school with adventure series and cartoons [StarTV, 1995b].

Penetration and viewership: By November 1993, just two years after commencing
broadcasts, StarTV was claiming a quantum leap to a potential audience of 42 million homes, as
estimated by its commissioned market research. Of this 30.2 million homes were in China, 7.2 million
in India and 2.4 million in Taiwan, which constituted its primary markets. The next three markets
trailled considerably behind: Israel at 621,000, Saudi Arabia at 369,000 and Hong Kong at 331,000
[StarTV, 1994d).  Since the figures were often derived from cable or satellite television access
estimates, the concem of advertisers was over not knowing the actual viewership of the charmels and
particular programmes. Yet even though the varying research methodologies used and conclusions
drawn from penetration figures were questioned both within the industry and beyond, the research
indicated clearly that StarTV was reaping some benefits of a two-year headstart as the pioneer over
other entrants into the field of transnational television broadcasting via satellite in Asia (Table 4F).
Despite the apparent popularity of its largely Westem programming among certain segments in each
country, there were sizeable audiences in the footprint unresponsive to StarTV. Murdoch personally
professed not to believe in global television programming and advertising, but asserted that the satellite
medium had to have sorgething specifically of cultural interest to each country’s audiences [Nadkarmi,
1994). In recognition of transborder ethnic segments, StarTV under News Corporations announced a
strategy of broadcasting in sub-regional languages as well [Brenchley, 1994]. Its partial acquisition of
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Zee TV, a transnational charmel in Hindi directed at South Asia and West Asia, and inauguration of a
Chinese movie pay-TV channel were early steps in that direction.

423  Phase Three: Quasi-Domestic/Ethnic (c.1995-97)

With the launch of AsiaSat2 in 1995, StarTV had access to even more geographical markets in
Southeast Asia, West Asia, even Central Asia and Africa (Table 4G).  Although it continued
broadcasting in analogue from AsiaSat1, StarTV utilised digital technology on AsiaSat2 which allowed
it to increase dramatically the number of channels it could broadcast per transponder. Thus StarTV was
in a position in 1996 to adopt specific strategies of each subregional, national or ethnic market under its
footprint, and to tailor its programming accordingly. In Indonesia, for instance, StarTV entered into a
strategic alliance with the sole pay-TV licensee IndoVision to provide a chanmels which cater to that
market and a consolidated marketing, distribution and technical operation. For China, StarTV formed a
joint-venture called Phoenix Chinese Channel with two Hong Kong partner firms to provide multiple
channels with programming atractive to mainland China audiences and acceptable by the PRC
govemment [Bailes and Hollister, 1996: 134]. So determined was its change of strategy that StarTV
went to the extent of sacrificing its own Star Mandarin channel.

Table 4G: Other countries claimed to be capable of receiving StarTV, 1997

Regions Oceania East Asia South Asia W.Asiad/Africa  C. Asia/Europe
Countries: Australia Laos Bhutan Cyprus Afghanistan
Guam Mongolia Maldives Egypt Armenia
Micronesia Korea, N. Nepal Eritrea Azerbaijan
New Caledonia ~ Singapore Sri Lanka Ethiopia Georgia
New Zealand Cambodia Iran Kyrgystan
PNG Iraq Kazakhstan
Solomon Is. Jordan Moldovia
Somalia Russia
Sudan Tajikistan
Syria Turkey
Yemen Ukraine

Source: StarTV [1997] Media pack.

Determined to demonstrate its willingness not to impose programming alien to India, StarTV
funded a research report into what its public wants and claimed that future programming will take into
consideration the research findings [Khar, 1994]. Since selling decoders to unscramble signals meant
considerable capital outlay and labour-intensive support operations, StarT'V proposed merging its free-
to-air and pay-TV services. Thus it developed concurrent plans for a cheaper analog pay channel in
India in recognition of what that market could bear in the interim. Murdoch explored investments with
leading Indian film and software producers and began building studios there to bring about an almost
50 percent increase in its Indian programming. Recognising that educaiion’ and information on
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domestic television were touted by developing countries as the means of maintaining traditional values,
StarTV made a concerted effort to be culturally noffensive to the host countries in its footprint.
Planned university and arts channels were aimed at gaining more acceptance for StarTV, as a purveyor
of high' Westem culture rather than pop culture [Pathania, 1996]. In 1996 StarTV did the previously
unthinkable and entered into an alliance with its main competitor ESPN Asia for shared programming
on Pome Sports. In 1997, StarTV upset its affiliate ZeeTV by switching to Hindi-language
programming on Star Plus' prime-time, breaking an unwritten understanding not to encroach on each
others' markets. It re-launched Star Plus as Star World and Prime Sports was subsequently renamed
Star Sports. It lost its news service when BBC World Service decided to go it alone in 1995, after the
indignity of being removed summarily off the StarTV northem beam over a year earlier.

Perhaps it is early yet to analyse what form the current strategy of StarTV has taken, and assess whether
it has worked and why. It needs to be bome in mind that the field research for the case-studies on
Indonesia, India and greater China in the chapters which follow were conducted between early 1994
and late 1995 duning the regional/diasporic era, midway through StarTV's transition from a pan-
Asian/cosmopolitan to a quasi-domestic/ethnic broadcaster. All the same, the apparent success of
StarTV in growing the television market in the Asia region, even as a pan-Asian broadcaster, spurred a
number of foreign multinational television providers to enter the market, some of them bringing
forward long-range plans to expand into the region. It also stimulated domestic commercial and public
broadcasters to enter the satellite television business, both to combat the effect of the foreign
multinationals as well as to carve out their own share of this growing market. These rival charmels to
StarTV in the competitive transnational satellite television business in Asia, some of which were to
become strategic allies, will be surveyed in the next section of this chapter.

43 OTHER TRANSNATIONAL TELEVISION

While StarTV was a pioneer in transnational satellite television in Asia, in the years that followed a
number of other transnational broadcasters joined this new industry, some from within the region and
others operating intemationally. On the other hand there were national broadcasters in the region which
had utilised satellites for domestic transmission both prior to and after the advent of StarTV. Although
they were largely available by virtue of signal of spill-over, some of these commercial and public
broadcasters have since sought transnational audiences intentionally. This section will survey the
growing number of transnational satellite broadcasters available in Asia and to classify the vaned
entertainment, news, ethaic and public television channels they carried in the first half of the 1990s

(Table 4H).
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Table 4H: Major transnational satellite television broadcasters in Asia in mid-1990s

Ownership News/Info Entertm/Movies General
Global CNNi ESPN
Commercial NBC/CNBC MTV/Viacom
Discovery HBO
TNT/Cartoon
MGM
Sony
Regional ABN StarTV TVBS
Commercial CIN CETV ZeeTV
KTV MBC
ART Orbit
National BBC World cCTvV4
Public Deutsche Welle DDI
Canal France Int1l TCSI
NHK
AustraliaTV

431 News/information channels

Although CNNi may be credited with opening the Asia market for transnational satellite
television, interest in US-oriented interational news, waned soon after the Gulf War. It was followed
by various other news services such as BBC and CNBC and it became evident to them all that the one
which best demonstrated regional relevance would win the audience loyalty stakes. All the global news
chanpels operating in Asia including CNNi have sought to intemationalise their news sourcing, moving
away from their country-of-origin ethnocentrism and regionalismg the news for their Asian market.
Otherwise audiences would have reverted to using their increasingly sophisticated domestic-terrestrial
broadcasters as their primary news source. Increasingly, too, regional broadcasters such as Asian
Business News (ABN) and Chinese Television News (CTN) have entered the market to compete with
the global channels in providing intemational news with Asian priorities and sensitivities.

CNNi: Claiming to be the only truly global network with transmissions available in 210
countries and territories worldwide via twelve satellites, CNNi had distribution agreements in 143
countries and reached 75 million households, not counting offices and hotel rooms as of 1994. The
network's flagship programme, CNN World Report was a compilation of unedited news reports from
over 130 news organisations across 110 countries in all continents and the contributions were in
exchange for rights to use other material in the programme freely. Although CNNi produced much of
its international news in London and Hong Kong and claimed that most of its intemational news was
not seen in the US [CNNi, 1994], it was still perceived as having an American worldview. CNNi
pursued steady growth in Asia in the early to mid-1990s, through a strategy of regionalisation and
strategic alliances with other transnational broadcasters. In February 1992 CNNi opened a New Delhi
bureau, the next month began broadcasting Business Asia' daily in the Asia-Pacific. From June 1993
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CNNi was available to hotels and an estimated 50,000 households in Taiwan via cable subscription and
excerpted for use on Doordarshan, India's national network. Late the same year CNNi joined the
consortium to lease nine transponders on Apstarl, and in April 1994 it joined four other charmels to be
broadcast by Indovision using Indonesia’s first direct-broadcast-satellite IndoStar [CNNj, 1994]. By
early 1995 CNNi was available on cable systems in Hong Kong, the Philippines, Japan, Taiwan,
Thailand, Singapore and Malaysia [APTC&S, 1995: 103-104]. Recognising the critical drawcard of
regionalised programming, CNNi opened its own Asian production facilities in Hong Kong in April
1995, began broadcasting World News Asia produced in both Hong Kong and Atlanta, and launched
Inside Asia a current affairs programme.

BBC World: Launched in Asia in 1991 as part of the naugural StarTV stable, it was dropped
summarily in 1994 from the northem beam of AsiaSat1 thus nominally halving its distribution. In early
1996 the channel parted company with StarTV and re-launched itself on PanAmSat satellites in the
region: digitally-compressed off Pas-2 to reach South East and North East Asia, and via analogue off
Pas4 for South and West Asia. The BBC also has extensive distribution deals with Wharf Cable in
Hong Kong, Singapore Cable Vision, Thaicom's ThaiSky MMDS, Japan's PerfecTV digital DTH
service, the Philippines’ Sky Cable, and Malaysia's Astro, not to mention other deals in India, Sri Lanka
and the Middle East [Cable & Satellite Asia, 1996b: 20].

ABN: Although owned largely by Western media interests, the Asian Business News (ABN)
is a distinctly regional channel dealing exclusively with news. Its three major partners with a 29.5
percent share each are Dow Jones, TV New Zealand, Telecommunication Incorporation of the US.
Regional participation involved one partner with a 10 percent share: Singapore Media Ventures, and
another with a 1.5 percent share: Business News Network of Hong Kong. ABN programming was
sourced from Dow Jones' 22 bureaux worldwide, and staff of its publications which included the Far
East Economic Review and the Asian Wall Street Journal [Asian Business News, 1994]. By 1995
ABN reached 13 million homes in South-East Asia directly, not counting a sizeable audience on some
terrestrial television networks and all cable networks in Taiwan and the Philippines which downlinked
its programming for retransmission. A niche channel in comparison to other transnational services it
commenced as an 18-hour per day service in English aimed at businesspersons based or travelling in
Asia, with subtitling in Chinese and Malay/Indonesian. Its flag-ship programme was Business Radar
which included a half-hour segment called The Asian Wall Street Journal On Air. ABN subsequently
migrated to PanAmSat's Pas-2 before moving on to the more powerful Pas-4 in late 1995 in its bid to
expand its market [APT-C, 1995: 15]. By 1995 it gained half a million more subscribers through being
carried by the Intemational Channel Network in the US for an hour and a half each day in both English
and Mandarin [Television Asia, 1995a].

CNBC Asia: Assubsidiary of NBC of the US, this charmel began broadcasting as ANBC in
November 1994 on Wharf Cable in Hong Kong and expanded into an Asia-wide satellite 24-hour
business news channel CNBC Asia and general entertainment charmel NBC Asia by January 1996.
CNBC Asia was transmitted on both Palapa B2P and PanAmSat2 and offered ten hours of Asian
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programming, five hours of European programming and nine hours of US programming [APTC&S,
1995: 97). By 1996 it reached 1.3 million households in the Asia-Pacific region inclusive of Australia
and New Zealand for its 24-hour programming. Though seemingly a smaller player than ABN, it
claimed to reach 38.5 million houscholds for its daytime programming through its availability on
cable/pay-TV services in Asia and Australasia [Television Asia, 1996c]. In late 1996 NBC launched its
India-specific digital channels on AsiaSat2 and joined the Indovision digital DTH stable in Indonesia,
both of which are controlled by StarTV. Thus CNBC and NBC channels had four channels each: the
original one in English, one for India, and two Mandarin charmels for Taiwan and for China
respectively, demonstrating accute sensitivity to cultural differences, and these channels are carried on
Pas-2, Palapa C2 and AsiaSat2 [Cable & Satellite Asia, 1996b: 19).

CTN: Owned largely by Hong Kong interests, the Chinese Television Network (CTN) has
positioned itself as the Chinese equivalent of CNN by providing all-Mandarin news and business
reports as well as sports, lifestyle and documentary programming, Broadcasting out of its base in Hong
Kong and utilising PanAmSat2, CTN is targeted primarily at the Tarwan market where it reaches 80
percent of the over 4 million households. Despite heavy investments in a digital satellite facility and a
25 percent stake being sold to a Taiwanese programme distributor, doubts have been expressed over
whether CTN could maintain the high cost of news-gathering worldwide. However, a contract to have
its programmes aired on all trains travelling between Hong Kong and Quangzhou has given CTN
confidence in achieving its ultimate business goal of cracking the Chna market [Intemational Cable,
1995]. Although potentially likely to gain a sizeable following as a unique transnational Mandarin news
service providing an altemative to public broadcast sources, CTN nuns the risk of antagonising
consdrvative govemments in PRC, Taiwan, Hong Kong and even Singapore.

Discovery-Asia: A latecomer to the region, the Discovery Chanmel was launched in January
1994 on both Palapa B2P and Apstar 1. Begun in the US in 1985 and having 75 million subscribers
worldwide, it is an educational and documentary network which produces environmental and wildlife
programmes [Indovision, 1994]. At year-end 1995, it was already available in 3.1 million households
across Asia, 2 million of them in Taiwan where Discovery Asia incorporated Mandarin subtitles to
increase its market share. It was also on the Indovision package in Indonesia, on Wharf Cable in Hong
Kong, as well as cable systems in the Philippines, Thailand, Japan and Korea [APTC&S, 1995: 27). Its
projection of 35 million homes throughout Asia by the year 2000 might be considered reasonable given
the near-universal appeal of its programming relative to news and general entertainment. To cater to
cultural sensitivities in the Asian region Discovery Asia utilised a Singapore base, the Asia Broadcast
Centre, to source and re-edit programming together with a few other US satellite networks of like-mind
[Via Satellite, 1995c]. Denying that fears over media freedom post-1997 were a factor, Discovery Asia
relocated its marketing and administrative offices from Hong Kong as well to Singapore the following
year [AMCB, 1996a).
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Table 4I: Localisation by transnational broadcasters in Asia

Broadcaster Language variations
Star TV Mandarm, Hindi, Arabic, Japanese
Non-English language films are subtitled m English
Discovery Thai, Mandarin, Cantonese, Tamil, Korean, Japanese
HBO Asia English, Chinese, Indonesian, Thai
ESPN English, Mandarin, Cantonese, Thai, Hindi, Indonesian, Japanese
CNNi English, Mandarin, Japanese
TNT/Cartoon English, Mandarin, Thai
ABN English, Mandarin, Thai
CNBC Asia English, Mandarin
MTV Asia English, Mandarin, Hindi, Tagalog

432  Global entertainment channels

The market for transnational satellite television which StarTV demonstrated to exist in Asia
triggered the entry of a number of well-known global satellite and cable broadcasters which specialised
in providing entertainment programming. Beginning by rebroadcasting the staple fare on their
domestic US and European channels, like the news channels they have gradually leamt to adapt their
programming to the interests of the Asian consumer and no doubt to accommodate the sensibilities of
their governments (Table 41). As we shall see these broadcasters have done so in order to maintain their
foothold among competitors both transnational and domestic in a potentially lucrative region.

HBO Asia: Home Box Office (HBO) was inaugurated in Asia as a channel on Singapore
CableVision in June 1992 when its encrypted signal was uplinked from Singapore to Palapa B2P for
transmission 24 hours per day to South East Asia, and to Apstar] likewise for North East Asia. Its
shareholders are US-based movie businesses such as Time-Warner Entertainment, Paramount Pictures,
Sony Pictures Entertainment comprising Columbia and Tristar, and MCA/Universal, to whose past,
current and future movies HBO has exclusive pay-TV rights. Although HBO programming of more
than 70 movies and other programmes per month (ranging from action, comedy, horror, thrillers,
westems, and classics to pop concerts and family specials) is neither local nor regional, it has subtitled
these English-language programmes in Chinese, Thai and Indonesian to cater to Asia markets. As at
1995 HBO had 600,000 subscribers and was available on Hong Kong's Wharf Cable, Indonesia's
Indovision, as well as cable networks in Taiwan, Thailand, Singapore, New Zealand, Malaysia and the
Philippines [APTC&S, 1995: 31]. India has been another prime target market given its sizeable
English-speaking middle class, but HBO's satellite platforms to date do not cover the region [AMCB,
1994).
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ESPN: In 1992 the US-based charmel, Entertainment and Sports Program Network was
launched in Asia in direct competition with Prime Sports on StarTV, and its headquarters for the region
was set up m Hong Kong. Its signal was relayed from the US using the Intelsat 180 satellite,
downlinked to Hong Kong where it is converted from NTSC to PAL and then uplinked to Palapa B2P,
Apstarl, Pas-2 and Pas-4 [ESPN, 1994]. Its programming included NBA basketball, English premier
league soccer, Indian test match cricket, PGA Golf, Davies Cup Tennis, Asian All-Stars table-termis,
volleyball, and badminton. Leamning from its experience in Latin America, ESPN was customising its
programming in Asia, and translating it into a number of major languages including Mandarin,
Cantonese, Hindi and Indonesian in Asta. By mid-1995 it was available to 11.5 million Asian viewers
and the number was expected to rise to 15.0 million a year later across some 15 Asia-Pacific countries.
ESPN was a channel within the IndoVision pay-TV line-up in Indonesia, on Hong Kong's Wharf
Cable, and on cable/pay-TV services in Thailand, Australia and on New Zealand. Perhaps the secret of
its growth has been its arrangements to supply programming duly dubbed to several major cable
networks in key cities of China and India, as well as to domestic terrestrial stations throughout Asia
[APTC&S, 1995: 29], not to mention a strategic alliance with Prime Sports of StarTV.

TNT & Cartoon Network. The Asian launch of this composite charmel took place in October
1994 and the channel, owned by Tumer Broadcasting, was broadcast from Palapa B2P, Pas-2 and
Apstarl. The Cartoon Network portion broadcasts for 14 hours per day, drawing on a library of Hanna-
Barbera, Wamer Brothers and MGM cartoon programmes of which up to 50 percent were dubbed into
Mandarin and Thai by mid-1995. Each night the TNT portion transmitted classic movies from MGM
and Wamer Brothers which were subtitled into Mandarin and Thai. By mid-1995, TNT & Cartoon
Network was available to 1.3 million homes in Taiwan, the Philippines, Thailand, Papua New Guinea,
Brunei and Indonesia, with Malaysia and Australia soon to follow. Even though its programming
draws on library sources, TNT & Cartoon Network built a post-production and transmission in Hong
Kong, an investment of US$10 million in the Asian market [APTC&S, 1995: 43].

MTYV Asia: This service returned in mid-1995, about a year after its falling out with StarTV,
this time transmitted on Apstar], Palapa B2P and Pas4. Beginning with a 24-hour Mandarin channel,
MTV Mandarin available in 20 countries, it launched a second English/Hindi channel, MTV Asia
targeted at India and the Philippines but available in some 30 countries. MTV Asia also signed
agreements to be distributed by domestic broadcasters as well, namely India's Doordarshan on its DD2
Metro channel for three hours per day to over 13 million urban households, and Indonesia's Anteve
which carries 50 hours per week to four million households. MTV Mandarn on the other hand seems
to have concentrated on retransmission by cable networks in Taiwan for 24-hours a day to 50 percent of
all cable households, by cable operators in Korea to a million households for three hours per day, on the
Japan's Music Channel and on New Zealand's Sky pay-TV service [APT C&S, 1995: 33]. Perhaps m
seeking to emulate the success of its nemesis, Channel V, MTV programmiing in Asia includes regional

as well as intemational music videos.
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433  Regional commercial channels

Commercial interests within the Asia region were quick to see that this new medium of
transnational satellite television afforded a way to circumvent draconian laws forbidding commercial
broadcasts nationally or to broadcast in subnational minority languages. Apart from stimulating
domestic broadcasters through competition, regional commercial charmels were also able to reach
similar ethnic groups across national borders, expatriates in other subregions, as well as diasporic
communities across Asia. Reaching these ethnic markets, uncatered-for till then, meant tapping new
regional markets for television programming as well as advertising, and new business opportunities for
nationally-based film and video producers.

Zee TV: Since its launch towards the end of 1992 on the southem beam of an AsiaSatl
transponder leased from Star TV for US$6.8 million a year, ZeeTV was a major catalyst for change in
Indian television. It circumvented India’s law barming commercial charmels by uplinking from Hong
Kong to AsiaSatl, the same satellite platform as StarTV. Although News Corporation acquired 49.9
percent of its holding company based in Hong Kong, Asia Today, in December 1993, the remaining
50.1 percent of its equity was still held by the founding consortium of non-resident Indians (NRIs).
Capitalising on the rapid growth of unlicensed cable networks in India, ZeeTV penetration expanded
from 3.8 million homes in February 1993 to over 13 million by mid-1995, though this was still a
fraction of Doordarshan's reach [Dziadul, 1994]. Through its subsidiary cable network Siticable,
ZeeTV hopes to add a further 5 million households by the year 2000. About 45 percent of its
programming is commissioned in India and another 40 percent produced in-house by Zee Telefilms.
Talk shows occupied 45 percent of programming time, followed by regional language programmes at
19 pérwnt, film/movies at 13 percent and game shows at 10 percent. Since acquiring a mutual
shareholder in News Corporation, Ze¢TV and StarTV have been bound by an agreement to cooperate
on marketing, subscription management, new channel launches and programme production. In
comjunction with StarTV, the general entertainment channel EL-TV was inaugurated in late 1994, the
pay-TV Hindi movie channel Zee Cinema was established in 1995, and sub-regional language
charmels and further expansion into South Asia and West Asia were being considered [APTC&S,
1995: 111-112].

TVBS: In September 1993 Hong Kong's Television Broadcasters Ltd. (TVB) launched its first
satellite service, Superchannel or TVBS, which was directed at the Taiwan cable market utilising the
Palapa B2P satellite. The programming for Taiwan consisted of traditional drama, movies, local news,
current affairs, music, light entertainment and sports, all dubbed or subtitled in Mandanin, 60 percent of
them sourced extemally and 40 percent produced in-house. The three TVBS channels were distnbuted
in Taiwan by ERA Intemational which also distributed ABN, ESPN and HBO, and it achieved a
penetration of 3 million houscholds or 60 percent of all TV households by end-1994 [TVB, 1994a]. In
1995 TVBS was available on SkyCable in the Philippines, Singapore CableVsion and Universal
CableTV (UTV) in Thailand [TVBI, 1995b]. In mid-1995, TVBI acquired a 52 percent interest in The
Chinese Channel which broadcast Chinese-language programmes to ethnic Chinese in Europe via
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satellite and cable and had exclusive broadcasting rights to TVB programmes in Europe [TVBI,
1995a). Given its eventual aim to tap the potential of the China television market, and to make this
market accessible to HK advertisers, produced a 40-hour light entertainment package specifically for
syndication to 22 cable networks in China [Green, 1994]. TVB has also reached agreements with
domestic Chinese stations in Beijing, Shanghai, Guangdong and Fujian to provide them with
programming from its Chinese programming library, regarded the world's largest. In order to rival
StarTV, TVB was seeking to create an alliance of media companies to beam television programmes
throughout Asia, but media executives in Asia preferred to market their television programming on
their own [Goll, 1994].

CETV: China Entertamment Television was founded in December 1994 to provide
Mandarin-language family entertainment channel catering to the Chinese mainland and thus to rival
StarTV and TVB. Its chief executive and chairman, Robert Chua a Singaporean who had made a
name for himself in producing variety shows in Hong Kong in the 1970s, reputedly owns 30 percent
while partners from China and Indonesia were said to own another 60 percent, while up to a further 10
percent was believed available to a potential partner, possibly one from the west able to supply

programming [Green, 1994]. It believed that its programming formula of 'no sex, no violence, no news'
would avoid controversy with the govemment of China and other conservative Asian nations. Its
round-theclock programming of fashion, games, health, cooking as well as educational shows are
about a third produced locally, a third imported intemationally (including from Discovery Charmel) and
a third rebroadcasts of the Hong Kong public broadcaster RTHK. In March 1995 when it was
launched on Apstar as a 24-hour charmel CETV had a penetration of 8 million households in China and
by yearend carried into 28 million households via 100 cable networks. Its programmes were
selectively re-transmitted terrestrially by China TV Company which served 37 subregional channels
catering to 200 million households. CETV was available on 50 Taiwanese cable networks, on
Singapore Cablevision, and on Sky Cable in the Philippines as well [APTC&S, 1995: 21].

434  National public channels

A number of channels beamed from Asian satellites were national and govemment-owned
charmels utilising the satellite to reach remote pockets of its own territory cost-effectively. Shanng the
AsiaSat] satellite with StarTV is China Central Television (CCTV) whose first three domestic channels
were beamed at China's own cities while its fourth channel is directed at Macao, Hong Kong and
Taiwan, territories over which it lays claim. On AsiaSat's northern beam was Mongolian TV, while the
southemn beam also carries Myanmar TV and Pakistan TV as well, though these are primarily for
domestic broadcast. Though Palapa was designed to be a domestic satellite for Indonesia and it cames
the public broadcaster EVRI and the domestic commercial stations, it became a de facto regional
satellite for the Asia-Pacific because using it since the late 1980s have been channels from Malaysia,
Australia, Vietnam, France, USA, Papua New Guinea and Hong Kong [Setiawan, 1994].
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TCSI: Increasingly Asian govermments are developing intemational television channels to
promote their culture and ideology on a regional basis, or more strictly to put forward their point of
view on domestic and international political issues and market their business interests in a mix of public
relations and diplomacy. In October 1995 Singapore launched an all-Mandarin commercial satellite
charmel, Xinshi (abbreviation signifying "Singapore Television') catering primarily to the Taiwanese
market. More commonly known as Television Corporation of Singapore Intemational (T CSI), this
regional arm of the country’s domestic public broadcaster draws on the 7,000-hour TCS library of
Chinese drama, news and other programming and was considering co-productions with Taiwan
partners. The Singapore authorities admit to another motivation for broadcasting via satellite, namely
showcasing its locally-produced programmes in order to market them to China's TV stations by
providing the latter with complimentary decoders [Intemational Cable, 1995].

ATVI: Australia's regional television service known as Australia Television International
(ATVI) was launched in February 1993 by the public broadcaster Australian Broadcasting Corporation
(ABC) and transmitted via the Indonesian satellite Palapa B2P. Due to sensitivity to issues of cultural
diversity in the region, and the perceived influence of foreign television on domestic affairs in Asian
countries, editorial and programming guidelines were established 'to ensure that the prospect of causing
madvertent offence is minimised' [White, 1994]. Despite being free-to-air, made available to any cable
or domestic network to rebroadcast parts or the whole freely, and even approved by national
govemments in the region for retransmission domestically, ATVT has had few takers. It negotiated
rebroadcast agreements with 300 hotels throughout Asia and with cable networks in Taiwan, Thailand,
Vietam and Sri Lanka [Australia Television, 1996a], but still failed to achieve any significant
viewérship, apart perhaps from Australian expatriates in the region. Even though its minimalist budget
had already placed considerable constraints on its programming, the Australian govemment was
unwilling to underwrite ATVI indefinitely and put it on sale. Despite publishing high figures of
penetration potential such as 11 million households in the Asia-Pacific region [Australia Television,
1996b], it failed to persuade advertisers. Its continued service as a quasi-public broadcaster has been in
doubt since its purchase by Australia's Seven Network.

By no means can the survey of transnational television broadcasters in the section above be exhaustive
because there are new entrants into the region virtually every quarter. In some estimates, the total
number of transnational channels in Asia are expected to exceed 100 well before the tum of the century.
This rapid growth of the transnational satellite television industry smce 1991 did take national
govemments in Asia by surprise and cause alarm initially. But with varying degrees of swiftness, most
of them adopted a range of media policies and regulations to govem the perceived intrusion, mitigate
the effects on their citizens and provide alternatives. The next section examines the political and
regulatory environment in Asia as a whole which the various transnational satellite television
broadcasters have faced in their initial years of operation in the region.
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44 REGIONAL RESPONSE

Concemn among developing countries over cultural imperialism by the growing number of
transnational broadcast satellites has caused their govemments to respond with policies and regulations,
either proactively or reactively. In analysing the situation in North East Asia in the early 1990s, Chan
(1994a) offers four ideal types of national responses to the advent of satellite television in Asia: virtual
suppression, suppressive openness, illegal openness and regulated openness. Inspired by his typology,
this thesis will adopt a six-point continuum of govemment policies (Table 4J), deemed more pertinent
to the transnational satellite scene in Asia in the mid-1990s. But unlike the earlier typology, it will also
demonstrate shifts in policies of national govemments in the region over time.

Table 4): Typology of govemment policies towards transnational satellite television

Policy Explanation
Active suppression Severe restrictions on ownership of satellite dish-antennae or cable
: access which are rigorously enforced

Latent suppression Policies against the ownership of satellite dish-antennae or cable
access which are either not enforced or iregularty enforced

Complacent maction Lack of laws concermnng access to satellite and cable television
due to govemment disinterest or negligence

Prudent maction Interim Jegal void conceming access to satellite and cable television

‘ as the government analyses developments and considers its options

Controiled access Access to some satellite and cable charmels allowed subject to
govemment regulation or industry self-regulation of content

Liberal access Access to all satellite and cable chanmels without any regulation

or with explicit legal nghts

The extreme stage in this continuum is represented as ‘active suppression’ of transnational
satellite viewing, rather than Chan's more ambiguous term 'virtual suppression’. Since his term
'suppressive opermess' seems almost a contradiction in terms, ‘latent suppression' is used to better define
the concept of unenforced prohibitions in this dissertation. This author believes the term 'complacent
inaction’ better encapsulates the broad category of situations where, by default of the govemment's lack
of policy, there is a legal void conceming transnational satellite and cable television. On the other hand
‘prudent inaction' refers to the case where the govermnment deliberately opts not to act in the interim,
pending perhaps analysis‘of developments. Furthermore, this author feels there is a need to differentiate
between 'controlled access' in which a govermnment which then proceeds to limit viewers' access 10
certain transnational channels, and those which allow its citizens ‘liberal access' or to watch as they
please once they have registered or paid a license fee. This typology will be duly applied to the
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broadcast policies of selected countries within Asia generally and their responses to transnational
satellite television specifically.

44.1  South East Asia

All nations of this subregion lie under the footprint of pioneering transnational satellites in
Asia, most notably AsiaSat and Palapa. Seven of them are members of the Association of South East
Asian Nations (ASEAN). Singapore, and despite more recent setbacks, Malaysia and Thailand, are
among the newly industrialising countries of Asia, which may be equated with semi-periphery
countries in the dependency perspective or world-systems theory. Variously proclaimed as 'economic
miracles’, ‘tiger economies’ or 'mini-dragons’ by modemisation theorists, they are placed in the same
league as Hong Kong, Taiwan and Korea, countries rapidly rising out of the ranks of the developing
world to challenge the developed, till economic woes in the late 1990s raised doubts. Indonesia and
Philippines are probably at earlier stages of similarly rapid economic growth, while Brunei has long
been enormously prosperous being oil-rich. Vietnam, Laos and Myanmar (Burma) are among the
newest member-nations and are being assisted in its economic liberalisation by the others, while
Cambodia has ambitions to join ASEAN. Yet despite most countries in the geographical region
belonging to one regional politico-economic association, each country has adopted a different response
to the onset of transnational satellite television.

Table 4K: Government policies in SE Asia towards transnational satellite television

Active Latent Complacent  Prudent Controlled Liberal
¢ Suppression  Suppression  Inaction Inaction Access Access

Malaysia 1992-96 1992-96 1996-

(west) (east)
Singapore  1992-94 1994
Thailand 1992-94 1995-
Philippines 1990-93 1994-
Vietnam 1996- 1992-95
Indonesia 1990-

Malaysia: In the early 1990s Malaysia licensed TVROs for hotels enabling their guests to
watch CNN and two StarTV channels. Then the govemment granted its first license to Satellite
Network Systems (SNS), a consortium of the public broadcaster RTM and the commercial controlled
by the ruling-coalition, to provide up to eight pay-TV chanmels by 1995 [Via Satellite, 1995b].
MegaTV was established in late 1995, initially for the Klang Valley, and provided transnational
channels such as CNNj, Cartoon Network, Discovery, ESPN and HBO. While Malaysia banned the
use of dish-antennae for the reception of satellite broadcasts in its state of Sarawak on the island of
Bomeo, some 2,000 illegally-installed antennae were reported to exist [Noordin, 1992]. Thus a
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situation of ‘active suppression' towards satellite television existed in West Malaysia while ‘latent
suppression’ existed in East Malaysia. Since Malaysia launched its own domestic communication
satellite named Measat-1, it has permitted a 22-charmel DTH satellite pay-TV service called Astro
[Hughes and Masters, 1996]. While it offered a range of transnational and in-house channels, the
former were first downlinked and subjected to government censorship at the Astro facilities, and then
uplinked for rebroadcast to subscriber homes. So Malaysia could be said to have made a careful move
towards ‘controlled access' to transnational satellite television through its own pay-TV services.

Singapore: Satellite dishes require special permission in Singapore and this was granted only
to certain govemment departments, educational institutions, the financial market and world-class hotels.
The early response of the Singapore govemnment to transnational satellite television, despite grass-roots
demand for the service from its affluent English and Chinese literate populace, was described as one of
‘virtual suppression’ [Chan, 1994a). Ironically, Singapore began utilising a satellite in 1994 to broadcast
an 18-hour all-Mandarin satellite channel utilising PanAmSat? as a means of raising the country’s
regional and intemational profile. Later, in recognition of market demand, three channels of satellite-
downlinked programming, namely HBO, CNN and Mandarin Entertainment, were made available by
subscription from Singapore Cable Vision, a subsidiary of SBC [Hukill, 1993]. By early 1995, the
govemment-owned Singapore Telecom was expenimenting with a video-on-demand service to the
country’s 3.2 million residents [World Broadcast News, 1995]. Thus the local situation has become one
of 'controlled access' to a growing number of transnational satellite charmels via the govermment-
approved cable network. However in its bid to become the regional broadcasting hub, Singapore has
attracted over eight transnational broadcasters to set up their Asian operations in the country.

¥ Thailand. This nation was the pioneer within ASEAN in introducing pay-TV and cable-TV in
1990, following a recommendation of the regulatory body to deregulate the industry. By the early
1990s there were two providers of pay-TV: Intemational Broadcasting Corporation (IBC), owned by
the Shinawatra group, and Thai Sky TV. All programmes on the four IBC charmels were imported,
mostly from the US, and either dubbed or subtitled in Thai to cater to the vast majority of the population
which was not English-literate [Hamid, 1991]. Thai Sky TV offered three channels, all dubbed in Thai
and subtitled in English, and sourced programming from ITN, BBC, NBC and NHK for its news
channel, and MTV, Virgin, MGM and Paramount among others for its entertainment charmel
[Siriyuvasak, 1993]. Given the lifting of the ban on satellite dishes, Thailand is a country with ‘liberal
access' to satellite television, though the language barrier has meant that the appeal of transnational
programming was confined to its educated and affluent minority, and expatriates.

Vietnam: Having embarked on a programme of economic liberalisation, Vietnam is receiving
considerable commercial impetus from Thailand. In 1993, a Thai firm supplied 30 satellite dishes to
offices, hotels and embassies in Hanoi and Ho Chi Minh City [Asian Communications, 1993: 23-26].
A year later Vietnam TV (VTV) was the first foreign broadcaster to use Thaicom2, a satellite which
expects to attract French broadcasters to the former colonies [World Broadcast News, 1994d].
However, being under communist party control much of its broadcast relayed information on
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govemment decisions and events, spawning a video rental industry as an altemative for entertainment
[Shoesmith, 1994]. Later VTV also operated a limited redistribution service for CNNi and Star'TV, but
this and other access to satellite television was prohibited in 1996 [AMCB, 1997b]. True to its
ideological commitment to communism the Vietamese govermment's policy towards transnational
satellite broadcasts seems to have reverted to ‘latent suppression' after some years of seeming 'prudent
inaction', before economic growth made access by consumers a reality.

Philippines:  Three Manila TV stations have historically utilised Palapa satellites for
nationwide broadcast of their programmes, but many of the 400 original TVRO dishes were believed
to be picking up other signals from Palapa, IntelSat, AsiaSat and Japan's DBS satellites, some of them
for unauthorised re-transmission via cable, terrestial TV and videotape [Stuart, 1993]. The arival of
transnational satellite television such as CNNi, StarTV and ESPN in the 1990s was a major impetus to
the phenomenal growth of the cable industry which had existed as a regulated monopoly in the 1970s
and 80s. Of the 11 million TV households in Philippines, 250,000 were cormected by 300 cable
operators, most of them small family businesses though they had forged alliances with key multi-
system operators and nvested an estimated US$60 million in the industry by 1995 [Broadcast Asia,
1994d]. By end-1995 the cable operator Sky Cable was offering over 55 transnational channels
including StarTV, ABN, AusTV, MTV, TVBS, CIN, as well as French, Russian and local
programming [Kwang, 1995]. More recently plans have been anmounced for Philippines' own
broadcast satellite, to be owned by its long-distance telephone company. Although there have been
laws since 1987 goveming ownership of cable networks, content and satellite dish antennae licensing,
in reality the Philippines' policy towards transnational satellite television may best be described as one
of ‘cotnplacent inaction' tumed 'liberal access'.

Indonesia: The current policy of deregulation represents a significant move by the govemment
away from its past fear of commercialism and political subversion via the media, and a new recognition
of the sophistication of its populace. In comparison with other South East Asian nations, Indonesia
adopted a seemingly enlightened attitude to commercial television, including transnational satellite
broadcasting, Using the typology adopted in this thesis, it may be said to have a response of 'liberal
access, since the technology for receiving satellite broadcast signals had been in place for decades for
domestic television purposes. Although a license was required to own a satellite dish even for domestic
reception there were estimated to be five times as many illegal ones and each was widely shared. As
the most liberal country in this subregjon towards transnational satellite television, the case of Indonesia
will be discussed in greater detail in Chapter Five.

442  South Asia

All countries ofithis subregion with the exception of Nepal are characterised by once having
the same colonial power and in fact Pakistan and Bangladesh were carved of what was administered by
the British as the Indian Empire. Although the countries have been independent for over 40 years, a
major legacy has been the dominance of English as the language of the educated political and economic
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elite, even the official language of govemnment and business. The five nations described form the South
Asian Association for Regional Cooperation (SAARC) with a few small nations such as Bhutan and
the Maldives about which little is known about their broadcasting policies. Within the region India, by
its very geographical size, has been dominant economically, culturally, politically, even militarily, and
therefore treated with some suspicion given regional history. In terms of the media this may be
illustrated by the fact that India's public television service, Doordarshan, has long been considered a de
facto transnational broadcaster by the neighbouring states.

Table 4L: Government policies in S Asia towards transnational satellite television

Active Latent Complacent  Prudent Controlled Liberal
Suppression  Suppression  Inaction Inaction Access Access
Pakistan 1992-
Bangladesh 1992-
Sri Lanka 1992-94 1994-
Nepal 1988-90 1990-93 1994-
India 1991-95 1995- 1998?

Pakistan: In 1991 a semi-private channel, Shalimar Television Network (STN) began
operations re-broadcasting CNNI around the clock, first in Islamabad, then to Karachi and Lahore. In
November 1992 with Japanese funding the government launched a second public channel, PTV2, and
leased an AsiaSat transponder to transmit its educational programming to satellite dishes in 26 centres
arourid the country. Though the only South Asian country with a transponder on AsiaSat], Pakistan
used it for educational television broadcasts domestically, for telephony, for news gathering, radio
transmission, and not for Pan-Asian broadcasts [World Broadcast News, 1993f. 63]. In Pakistan
satellite dishes for the reception of transnational television were allowed on the payment of a fee to the
govemment and there were an estimated 2,500 such antennae in Karachi alone by late 1992 [Zuberi,
1993). Thus the policy of the govermment of Pakistan towards transnational satellite television may be
categorised as one of 'controlled access. Since then the satellite channel has become a deliberately
transnational service named Pakistan International Television (PITV) even if claiming to be only
targeting Pakistanis working the Gulf states [King, 1996], which may portend further liberalisation of
policy.

Bangladesh: The sole domestic channel in Bangladesh, BTV, which transmitted for seven
hours each evening also re-broadcast programmes from the transnationals, BBC and CNNi.
Subsequently there were demands for altemative television chanmels and the govenment feared that
these would be funded by opposition political parties. So it approved the renewal of the CNNi contract
with BTV and permitted satellite dish antermag for the reception of transnational television [Anwar,
1993]. In 1996, the govemment decided to launch a second channel which would broadcast both
terrestrially and via satellite, and offer slots for sale to private broadcasters [AMCB, 1996g]. Thus the
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policy in Bangladesh, like that of Pakistan of which it was once a part, may be described as a consistent
one of ‘controlled access' even if it is for reasons of political and economic expedience.

Sri Lanka: This country has the distinction of being the permanent residence of Arthur C,
Clarke who originated the idea of geostationary satellites and through whose satellite dishes CNN
reports on the Gulf War were relayed to the national TV network. Since then enterprising individuals
have constructed satellite dish-antennae out of chicken wire and formed cable networks [Weekackody,
1993]. The popular private station, Extra Terrestrial Vision (ETV), re-transmitted sports, hourly news,
educational programmes and documentaries of StarTV 24-hours per day to the capital and surrounding
areas [World Broadcast News, 1993-94: 30]. By 1996 some 16 entities including foreign joint-
ventures, local firms and non-government organisations had applied for licences to set up radio and
television stations under a newly established broadcasting authority [Television Asia, 1996b: 4]. Thus a
policy of 'latent suppression' has unobtrusively given way to one of 'liberal access' in Sri Lanka in recent
years.

Nepal: Even prior to having its own television station in 1985, Nepalese had access to India's
Doordarshan programming through first a booster antennae and then via satellite dishes, and so by 1990
there were 8,000 sets in the country for both television and video-watching [DECORE, 1991]. This
satellite television reception received a boost from CNNi's coverage of the Gulf War and subsequent
launch of StarTV. In Nepal satellite dishes for the reception of transnational television were legal
though they needed to be licensed regardless of whether they were mstalled prior to the National
Communication Policy of 1992 [World Broadcast News, 1993 62]. By end-1992 there were five
major dish antennae manufacturers in Kathmandu, the total number installed was estimated as
excedding 1,000 and there were 13 satellite charmels accessible through household cable-sharing
[Panday, 1993]. In 1994 the govemment of Nepal licensed a cable network in the Kathmandu valley
and a satellite television service [ABU News, 1994]. In 1996 this second service was authorised to
broadcast in Nepali when previously it was only allowed to downlink and distribute foreign-language
programming [AMCB, 1997a]. Given its circumstances as a small and poor neighbour of India, Nepal
had always pursued a policy of ‘prudent inaction' towards transnational broadcasts which has shifted
gradually to one of Tiberal access'.

India: When StarTV began broadcasting Asia-wide in 1991 1t had considerable impact in
India because an estimated 20 million out of its 880 million population comprehended the predominant
language of broadcast. Most of StarTV's four English language charmnels were soon available on the
extensive unregulated cable networks which had developed to provide altemative programming to the
sole, public broadcaster, Doordarshan (DD). As mentioned eartier, in October 1992 a group of non-
resident Indian investors launched ZeeTV, a Hindi-language charmel catering to both urban and rural
areas of India, utilising the same AsiaSat satellite as StarTV. Initially DD responded to the arrival by
StarTV and ZeeTV by making its second channels in the urban centres more flexible, international and
commercial in programming. Subsequently, the Indian government expanded its satellite channels
offerings and regulated the cable industry. Thus the Indian government's mitial response to StarTV and
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other transnational television may be summed up as 'complacent inaction’, which in 1995 changed to
‘controlled access' and seems headed further to being one of Tiberal access'. The complex situation in
India vis-a-vis satellite, cable and terrestrial television, both transnational and domestic, will be analysed
fully in Chapter Six.

443  North East Asia

This region 1s dominated geographically by China though Japan is the dominant economic
power, and these two nations provide an axis on which to divide it. There is increasing acceptance of
the notion of greater China which treats the Peoples' Republic of China, Taiwan, Hong Kong and
Macao as a single entity politically, economically and culturally. South Korea and Taiwan were once
colonies of Japan and so retain some cultural ties with the latter, though there is also considerable
antipathy in the first. Previously under the ambit of the USSR, Mongolia has come to re-assert its
national identity only in recent years, while North Korea remains a closed Stalinist state. Even leaving
out the last two countries, the national responses within North East Asia display considerable diversity.

Table 4M: Government policies in NE Asia towards transnational satellite television

Active Latent Complacent  Prudent Controlled Liberal
Suppression  Suppression  Inaction Inaction Access Access
Japan 1989-95 1995-
SouthKorea 1997- 1980s-93 1993-96
PRChina 1980s-91 19%4- 1991-93
Taiwan 1990-93 1994~
Hong Kong 1991-

Japan: Though the launch of StarTV surprised Japanese broadcasters, it is only one of about
80 satellite television services theoretically accessible in Japan. In addition to the transnational
broadcasters such as StarTV, CNNi, ESPN, HBBO, CF, China's CCTV4 and India's ATN, there are
international relays by US and Australian networks using Intelsat satellites, domestic television relays
by Russia and China, and domestic broadcasting such as by India on Insat and Indonesia on Palapa
[Shimizu, 1993]. In Japan private reception of transnational satellite television was not restricted
although re-transmission by cable networks was, and therefore it was a country which practiced
‘controlled access. But these transnational services have had little effect on Japanese households
because they have access to as many as seven domestic chanmels in metropolitan areas, and up to 32
cable charmels in Tokyo. Apart from the television altematives available, there is also the language
barrier. Thus by late 1993, less than 500 households in Japan were believed to be receiving StarTV
using the three-metre satellite dish required for AsiaSatl [Shimizu, 1993]. Since the govemment
granted "liberal access' to transnational broadcasters in 1995, the latter have been tailoring their
programming and directing specific channels towards Japanese viewers conjunction with domestic
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communications firms [AWSJ, 1955c]. By 1997 the JSkyB, a joint-venture of News Corporation and
* three major Japanese corporations, was launching a 12-chamel service, and was one of a number of
other similar ventures being planmed [Hughes, 1997].

South Korea. Although South Korea had received transnational broadcasts via satellite and
spillover, the early govemment policy on transnational satellite television seemed to be one of
‘complacent maction’ as there has been neither restriction on nor regulation of the reception [Vanden
Heuvel and Dennis, 1994]. In 1993 the govemment liberalised the domestic television industry by
licensing cable charmels to broadcast sports, Korean and foreign movies, and other programmes, in a
move which seemed like ‘controlled access' [Clifford, 1993]. A Gallup survey is reported to have found
that 230,000 households or two percent of all South Korean households had satellite antennae. Dish
manufacturers estimated that only 10,000 households used it to watch StarTV while an overwhelming
200,000 preferred to watch JBS, a Japanese satellite broadcast. Rather belatedly, the Korean
govemment decided to launch a domestic broadcast satellite of its own, Moogunghwa or Koreasat 1, in
1995 to wean its populace off transnational television, but with the latter emphasismg public
broadcasting and education that outcome was in doubt [Won, 1993]. In late 1995, four new cable
channels were launched, specialising in a Korean game, cartoons, Chnstian issues and culture
respectively catering to about 370,000 subscribers [AMCB, 1996f]. However m 1997 the govemment
barmed the relay of transnational satellite television by South Korean cable networks, while not
interfering in their private reception by households, in a move which might be characterised as latent
suppression’ [Asian A&M, 1997g].

PRC (China): Only in the early 1990s with the launch of AsiaSat] and StarTV did satellite
dish sales soar in China and by end-1993 there were estimated to be 600,000 to 1 million dishes in use
giving 30-70 million Chinese access to transnational satellite television [Ciotti, 1994], believed to be
more in the south than north of the country. Galvanised by Murdoch's purchase of StarTV the Chmese
govemment acted in March 1994 to restrict satellite dish ownership to public institutions such as
financial, media and educations organisations, tourist hotels rated two-star and above, and residential
buildings built for foreigners [AWSJ, 1994b]. However, AsiaSat] was utilised by certain provincial
stations to reach remote areas of rugged terrain, giving residents and others an excuse to possess satellite
dishes. The Chinese initial response to transnational television could be seen as an example of latent
suppression’ for while it might have wished to ban foreign media, it lacked the political will or logistical
ability to do so. Though occasion it exercised 'active suppression, the continued economic
liberalisation of the country was leading it inexorably back towards ‘complacent inaction’ or even
‘controlled access' as far as its policy on transnational satellite television.

Taiwan: Poor quality and politically conservative programming on the government-controlled
domestic charmels spurrad the growth of an illegal cable television industry offering over 100 channels
which caused the reduction of combined prime-time ratings of the terrestrial broadcasters from 100
percent to just 65-70 percent by 1995 [ASIAcom, 1995b]. New legislation in 1993 legalised the status
of its 300 cable TV operators, but banned foreign ownership of them and required that 20 percent of all
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programming be local. Thus Taiwan's policy towards transnational satellite television has shifted from
one of ‘prudent inaction’ to being a case of regulated access' in more recent years,

Hong Kong. In December 1990 the Hong Kong govemment licensed StarTV to operate a
pan-Asian satellite television service for 12 years, though it was not allowed to broadcast in Cantonese,
the dominant language of the colony. By 1993 StarTV had achieved a penetration in the colony itself
of only 5 percent or a daily reach of 253,000 viewers. The station was allowed to offer a pay-TV
service from October 1993 provided these channels were made available in Hong Kong through the
sole licensed cable provider. Though known to be a laisse-faire economy, Hong Kong has nonetheless
adopted a cautious form of 'controlled access' towards transnational satellite broadcasting in Asia,
balancing its desire to promote the colony as a communications hub whilst concemed not to offend its
dominant neighbour and ultimate political master, China. The variegated case of Greater China
comprising the PRC, Taiwan and Hong Kong will be discussed in detail in Chapter Seven.

There are other subregions of Asia, notably West Asia, Central Asia and Oceania, of course, but
generally they represent peripheral markets for the leading transnational satellite television broadcasters
being investigated in this thesis. While StarTV was a pioneer in the field, it was soon operating as one-
of many transnational broadcasters competing in Asia. In this survey of the politico-economic contexts
of the major sub-regional markets of Asia in which these broadcasters operate it is soon evident that
new communications technology and government policies alone do not seem to dictate the success of
the transnational medium. Thus both the fears of Asian govemments regarding erosion of national
culture and claims of transnational broadcasters to reach large regional audiences could prove to be
somewhat exaggerated. The interaction of other factors such as terrestrial versus satellite programming,
cultural and linguistic barriers, and economic affluence in each country may well prove critical instead.
The next three chapters explore these issues more deeply in the case of one such broadcaster, namely
StarTV, in the context of three major markets in the region, namely Indonesia, India and Greater China.



Chapter Five
INDONESIAN TELEVISION MARKET

As the only counttry m the South East Asia region to espouse a deliberate ‘open skies' policy towards satellite
transmmussions, Indonesia was a natural choice of case-study for this thesis. Having encouraged its citizens to
purchase satellite dish-antermag to recefve domestic public broadcasts, the govemment found that it could not
easily restrict access to transnational commercial broadcasts, especially since some of those charmels were
utilisng the same national satellite platform. Before its economic crisis of the late 1990s, Indonesia was
aimmng to jom the ranks of newly industmalising countries (NICs) or tiger economies' m Asia, which would
have made 1ts domestic consumer market an attractive target for multinational marketers. These were some
of the expectations of the pioneering transnational satellite broadcasters such as StarTV and CNN, but it soon
becarme evident that 'open skies' policies towards satellite television by the govemmment could be met with
averted eyes' by consumers. Thus this case-study research is an exploration of why Indonesia was not a
runaway success as a market for transnational satellite television. We begm our search for the factors behind
the phenomenon with the development of television m the republic.

51 PUBLICTELEVISION & PoLicY
Televiéimmegoormnencedmhﬂormiaasalimitedpublicsewicemoonjmcﬁonwiﬁlmehosﬁng
of the Fourth Asian Games in Jakarta in 1962, a show-piece of Indonesia's aspired leadership of an
increasingly post-colonial Asia and the Non-Aligned Movement. A brief history of the country now known
as Indonesia is probably needfill to understand the context. Its globalisation can be traced pethaps to when
these ‘Spice Islands’ started trading with the English and Portuguese in the 16th century, although regional
trade with the Indian sub-continent and the Middle East especially predated this. The European trade in spices
wastakmoverbyﬂleDmchwhoovacamelocalldngdomsamioolonisedﬁwaxdﬁpelagobymewiy191h
certury, which then came to be known as the Dutch East Indies. The pro-communist nationalist movement
begun in the 1920s and subdued by the Dutch colonialists, was recognised as a puppet govemment by the
Japenese who invaded the region in World War II. Following the Japanese surrender, the nationalists under
Sukamo proclaimed independence but it was only m 1949 after further amed conflict that the Dutch
conceded sovereignty. Hence an era of anti-Westem sentiment and political norr-alignment in the context of
the Cold War between communist and capitalist blocs followed, as did econormic stagnation subsequently. It
was n this conttext of heightened nationalism that television was first infroduced m Indonesia.

5-1
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51.1  Caprtal-based era (c.1964-1974)

EvmaﬁameAﬁaGmmmleﬁdmmhﬂon@siawaswnﬁnedwmecapiwlcﬁyaﬂhoaszfm
only 30-60 mirwites per day, reaching 65,000 sets by 1969. There was no Policy or dedicated administrative
structure for television under Indonesia's first president, Sukamo, a charismatic leader who saw it solely as a
vehicle for his personal commurication with the people. It was first established as an operation of the
Presidential Foundation and then in 1963 was set up as an independent foundation, finded by license fees and
advertismg revenue. This was followed by regional channels fimded by local commercial interests
sometimes i corgunction with local govermments, following the decentralised model of radio broadcasting
[Kitley, 1997b]. A communist-led coup attempt n 1965 was put down by the armed forces led by General
Suharto who soon replaced Sukamo as president and has held that position since. The long-resident Chinese
minority, widely resented for their wealth, were alleged to have been sympathisers with commurist China,
and consequerttly persecuted and compelled to assimilate culturally. Suharto maugurated a New Order'
which concentrated power in the ammed forces, propagated an socio-ethical code called Pancasila’ stressing
national unity, favoured economic liberalisation, and overtly repressed communism [Speake, 1993: 292-293].
This New Order was mstrumental in forging and perpetuating a national culture, and hence maintamed a tight
control over film and television [Hooker and Dick, 1993: 2-6], making for a cultural imperialism from within
the country [Holaday, 1996].

After the abortive coup control over the regional station at 'Yogyakarta was cenfralised under TVRI
in Jakarta which in tum was placed under the control of the Directorate of Radio, Television and Film [Kitley,
1997a). Thus television was recognised as an ideal means for achieving the national goals of integration,
develdpment and political stability only after the mauguration of the New Order’ government of President
Suharto and was consequently incorporated in the first Five-Year National Plan in 1969. Still, by 1972 there
were still only 212,580 television sets in use, centred around Jakarta with onty 5 percent outside the island of
Java [Alfian and Chu, 1981: 22-24]. From the beginning TVRI was govemed by strict policy guidelnes in
the ostensible pursuit of cultural preservation and national unity. These were issued as ministenial decrees
which had the de facto effect of law and which were enforced though believed to be often in an wlira jures
mammer. TVRI was placed under the Ministry of Information and had to work in close collaboration with
other govemment departments and agencies for its development communications programming. Despite
such considerable bureaucratic pressures and largely due to budgetary constraints, in reality almost 25 percent
of TVRI programming was imported, and comprised mainly entertainment from the US [Alfian and Chu,
1981:37).

512 Domestic satellite era (c.1975-1986)

The role of foreign multinational corporations in the development of the television medium in
Indonesia has a long history. Though the idea of a national communications satellite had been rejected earlier
by the policy body Bappenas, a Hughes Corporation representative was said to have met President Suharto at
an Intelsat launch and sold him on the idea as a means to integrate Indonesia's islands [Interview 1ds04.01].
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Geographically the country comprises 13,700 islands, onty 6,000 of which inhabited, making it the world's
Jargest archipelago. Straddling the equator in South East Asia, Indonesia spans 5,000 ks east to west and
2,000 ks north to south and has an actual land area of 1.9 million sq km® At over 190 million Tndonesials
population in 1993 was more than ten times that of Australia (which has over 1.5 times the former's land
mass), and has been growing at an average rate of 16.7 percent over the last decade [BPS, 1992: 3,15]. The
oostofinstallhgﬁxesate]]ite—basedtelevisionsystemforwchalargetezﬁtolyandscanaedpoplﬂaﬁonoou]d
nothavebeenjus!iﬁedmaoornrnacialbasisakme,evmifhdon&iahadbemadevelopedoommy.

Palapa: At the mstigation of President Suharto the Indonesian govermment nonetheless took the
radical step in 1975 of purchasng a communication satellite, the first developing country in the world to do
so. Chnistened Palapa’ affer a local fruit it was meant inttially to link extractive industries in remote areas with
thewr Jakarta computers and offices, and not for broadcasting, Televisi Republik Indonesia (TVRI) had
plarned ongmally to use microwave transmissions instead and thus had no intention to use satellites, But
such broadcasts reached only Jakarta, Yogyakarta, Surabaya and Bandung in the first eight years and it was
estmated to take 50 years to provide television coverage for the whole country. Hence it decided
subsequently to utilise the Palapa satellite for national broadcasts of TVRI and permit the use of satellite dish-
antermae. The official stance has been that satellite communications was instrumental in the development of
Indonesia because it had improved national efficiency and productivity, enhanced equitable distribution of
wealth, aided economic development, helped energy conservation, expanded market opportunities, mereased
the quality and coverage of national education, assisted the family planning programme, stimulated
development of high-tech mdustries and enhanced dissemination of nformation to a wide spectrum of
society? [Parapak, 1990]. Consequently by the 1980s a second generation of domestic satellites, Palapa 2A
and 2B, were planned as direct-broadcast vehicles, while by the earty the 1990s the third-generation Palapa C
satellites were on the drawing board [Interview Ids04.02].

Advertising.  Upon broadcasting to rural areas via satellite in 1976 the govemment confined
television commercials (TVCs), then contributing 38.8 percent of TVRI's revenue, to the hour prior to satellite
transmission.  The argument for this policy was to protect rural audiences from materialism and rising
expectations. When advertisers protested, the govemment compromised by allowing two half-hour slots for
TVCs on either side of satellite transmission. The revenues from advertising dropped only slightly n 1978
due to on-going contracts, and so the real impact of these policies were not felt till following years [Alfian and
Chu, 1981: 35-37]. Advertising was not solicited by TVRI and all television commercials submitted had to
undergo review against policy similar to that of programming, Commercials for hoaury goods and imported
procucts were discouraged while products which contributed to development and locally-produced goods
were favoured. Still 28 4 percent of products advertised were Indonesian and only 6.9 percent were imported,
but the vast majority or 64.7 percent were from joint-ventures. Despite the restrictive policies and practices,
advertising continued to make up 10 percent of national programming, and even more in Jakarta But
abruptly in 1981, television advertising in Indonesia was banmed totally, because the govemment believed that
commercials raised unrealistic material expectations among the masses [McDaniel, 1994: 253-259]. The
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announcermient to ban both television advertising and gambling dens at the same time implied that the
decisicmmayhavebemtoapp&se&xels]amicpoﬁﬁwlpanyPPPwmsewomm'sgmq)hadbemlobbying
for such bans [Kitley, 1994]. '

The comprehensive longitudinal study between 1976 and 1982 conducted by Chu, Alfian and
Schramm [1991] i conjunction with the Indonesian govermment claimed that satellite delivery of TVRI to
rural Indonesia had stmulated considerable social change, though possibly indirectly. Through its
development programming the research found that TVRI had facilitated the adoption of 'modem’ agricultural
practices such as high-yieldmg rice, chemical fertilisers, pesticides and intensive planting, promoted also via
govemment-sponsored fammers' organisations on the ground. TVRI programmes were also attributed with
changes of attitude towards govemment health clinics, "Westem' child-birth practices and family planning, and
towards education and vocational opportunities, while not undenmining religious values. Perhaps particularty
heartening to the govemmentt was the finding that TVRI had contributed to leaming of the national language,
alynch-pin m its programme of national mtegration. However the responses of the sampled viewers may be
somewhat biased given the survey had the 'full cooperation of the Indonesian govermment at central,
provincial, and local levels.' [Chu ez al, 1991: 28-29] and utilised local public servants, especially m the
context of the govemment's practice of extensive social organisation down to the grassoots level
Nonetheless of mterest to the present thesis are the findings with regards to economic behaviour which would
have elicited less concem by viewers about ideological rectitude. The research found that advertisig on the
public broadcaster had achieved statistically significant changes m the purchase of consumer goods, even of
those which had been long available in the market and those promoted indirectly through advertisements of
related products. This is particularly significant since advertisimg had been barmed a year prior to the research
which Chu er al [1991: 115-134] imply was commendable foresight by the Indonesian govemment.

513  Commercial competition era (c.1987 - present)

In the late 1980s and early 1990s, the Indonesian govemment issued a series of decrees gradually
liberalising the television industry by pemmitting commercial television stations, a process which will be
elaborated in the next section. Despite fhe nfroduction of commercial television TVRI contimued to have the
highest penetration of all the television stations in Indonesia. Still even with 300 re-transmitters of 100km
radius each TVRI reached only 35 percent of the population because of the wide dispersion of the islands and
their mountainous terrain. Realising that it would require 1,000 re-transmitters to reach the whole country and
since that was o0 costly, the govemment opted for satellite transmission and permitted the use of dish-
antennae by its population [nterview Ids03.06]. This was because that technology required lme-of-sight
which was difficult given the mountainous temain and spread of the islands [Interview 1ds04.01). The
commercial chammels were formidable competitors to TVRI and it had lost much market share to the
domestic cormmercial charnels, especially RCTL But the public broadcaster intended to retaliate by usmg the
IndoStar] direct broadcast satellite (DBS) free-oficharge to increase its geographical coverage of its
wencrypted service from 67 percent, already the highest, to 100 percent of Indonesia's population.
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The Indonesian govemment was embroiled in a controversy in over TVRI license fees in 1990
when President Suharto authorised their collection by a private company, owned by his son Sigit, cousin
Sudwikatmono and businessman Henry Pribadi associated with the presidént's friend Liem Sioe Liong, The
firm, Mekatama Raya, had undertaken to increase TVRI revenues by more efficient collection and higher
fees. But the widespread objections from citizens who felt a sense of ownership of the public broadcaster,
was uncharactenstically given much publicity in the press. Leadership of this social movement was also
provided by respected foundations which urged boyootts, publicised grievances and lobbied members of a
parliamentary commussion. Perhaps fears that the resentment of the masses might affect elections, led to an
amouncement that fees could be paid at post offices and that Mekatama Raya would remain only as a
consultant on fee collection, though there was no back-down on the fee cost-hike [Kitley, 1997b].

Table SA: TVRI programmes most watched, 1989

Rank  Programme % Rank  Programme %
News and mformation: Culture and entertamment:

1 World News 575 1 Aneka Ria [variety | 485
2 Rural programs 270 2 Modem drama 240
3 National news 245 3 Album of the Week 173
4 Sports news 164 4 Malay Melodies 160
5 Archipelagic news 149 5 Believe It or Not 129
Educational and religious: Movies and soap-operas:

1 ‘ Quiz programs 280 1 Indonesian films 524
2 Religious programs 238 2 Hunter 348
3 Farmly programs 176 3 Oshm 315
4 Knowing Science 125 4 Dynasty 75
5 L anguage courses 116

Source: Kohei and Idris [1990].

When TVRI was the sole station, 70 percent programming of domestic programming was
Indonesian in origin, but this was less so after the commercial channels began [Interview [ds04.01] The mam
national charmel TVRI1 had a policy of 80 percent local programming, though in reality it was about only 50
percent. Tt broadcast from 14:00 - 24:00 hours or 10 hours per day and its programming included drama,
movies and variety shows as well as news, religious, information programming [Vista TV, 1993-94]. Prime-
time in Indonesia was firstly at 19:30-21:00 hours, and secondly 18:30-19:00 hours, coinciding with TVRI
news at 19:00-19:30 hours and non-TVRI news at 18:30-19:00 hours. There was also a moming audience
peak at 10:00-11:00 hours [Interview Ids02.06]. The second charmel TVRI2 was available only in Jakarta,
Bandung, Surabaya, Ujung Pandang and other major cities, and was largely a local channel providing
programming relevant to each area, and ran from 14:30-21:00 hours, or 6.5 hours each day. In Jakarta, for
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nstance, it offered an English news bulletin primarily for expatriates [Interview 1ds04.02). While urban-based
TVRI2 was growmg n popularity like its commercial rivals, the nation-wide TVRI1 was said to be the most
popular channel in rural areas where 70 percent of the Indonesian population! resides (Table SA).

As a result of the ban on advertisimg mentioned earlier TVRI' income was reduced significantly,
private enterprise lost mvestment incentive i television, the station became exclusively a govemment
mediurn, and it declined m popularity [Kitley, 1994]. Since TVRI paid typically low govemment salaries, it
was ot able to attract and retam good creative talent and staff morale was low [Interview 1ds03.03]. The print
media which had expected to benefit from a boom in advertising income, saw it eroded by sales promotion or
below-the-line' advertising. So over the following years there were characteristically Indonesian ‘polite’
protests by the advertisers umion (PPPI), national chamber of commerce (KADIN), influential
busmesspersons, even a Islamic political party and a govemment-sponsored think-thank. One of the
arguments put forward was that advertising was essential for the economic growth and national development
envisaged n the govemments five-year plan. As a result of these pressures, towards the end of 1987 the
govemnment first floated the idea of a television channel sponsored by advertising [Sen, 19944].

514  Regulation/deregulation

The Indonesian 'openrskies’ policy was mitiated because there were blank spots in the public
broadcaster TVRI's transmission, but it resulted in Indonesian viewers having access to television from other,
transnational sources [Interview 1ds02.05). Since the geographical spread of both RCTI and SCTV soon after
their inauguration was nationwide by their cooperative agreement to retransmit each other terrestrially, dish-
antennde were redundant for watching domestic television in most of the country. Though by Indonesian
regulations, dish-antermae had to point to Palapa to obtain domestic channels this could not be easily
monitored, nor was it enforoed.

Since there was little written in Indonesia discussing its broadcasting regulations openly, this research
was dependent on candid comments from mmterviewees. They seemed to imply that the regulatory changes
inroduced have been driven by pragmatism in the face of radical change in the communications
environment, as well as economic imperatives given competition for the television industry from
neighbouring countries. Paradoxically the ostensible liberalisation, of uplinking for instance, actually allowed

the govemment to gain a measure of control over content being beamed into Indonesia

ﬂfhbaalmhcymdsummmsateﬂﬁchmdcaSBSmhwdm&ﬁgovmfsmm
in attracting foreign imvestments to the country by demonstrating the openness of the society and its
politics [Interview 1ds04.03]. '

Smhﬂxmiadoesmtaﬂowfaeignhoadmsmbenndeﬁmnismm,npsateﬂnc
uplinking of non-indonesian charmels is permitted by the department of telecommurnications. But
this has onty meant econormic gain to Singapore which uplinked television programming to satellites
while forbidding the viewmng of the same by its own population [Interview [ds0401].

Govermment regulation is to be changed to permit satellite uplinking from Indonesia and thus
allow some local control of content [Interview Ids04.05].
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T}mhasbemmqmtasetbyﬂlegovmnnemonlocalpmmgvmimpomad
programming on domestic television charmels, but the decisions by stations on that issue were govemed
largely by the greater popularity of local programming, Desirous that Indonesia not become a ‘waste basket
me&mmﬂmﬂwgovmmmhadm%dﬁmbmmdeﬁcewmmwsmnﬁmﬁﬁwy
faled to reduce foreign programming, The recommended ratio was 80 percent locally-produced
programmes and 20 percent foreign programmes, but only TVRI met this target while both RCTI and
SCTV were about 43 peroent local and 57 percent foreign. Broadcasters were also urged to be more selective
in their choice of programming; for example, music video clips and programmes which had the potential to
cause unrest, were to be avoided [Jacob, 1994]. The Indonesian govemment has restricted language of
broadeast, regulated news and exercised censorship of programming, and nterviewees for this research
seemed to accept the rationale behind these regulations or at least be resigned to them. Though therr
comments cast some doubt on the efficacy of these regulations, given domestic broadcasters' attempts to
circumvent them and given the availability of spill-over television which undermines them:

Regulations allow only English and Indonesian languages to be broadcast i Indonesia, requirng

other language programmes to be dubbed. It is mandatory for kids' programmes to be dubbed and

not just subtitled because the govemment is concemed about foreign cultural influence via language

nterview 1ds04.03].

Commercial stations are not permutted to have therr own news' programmes, only ‘current affairs'
programmmes [Interview 1ds03.07].

Besides having 'soft news), that is, sports, entertamment and business news, the commercial
stations have still to relay the evening news of TVRI [Interview Ids04.01]. _

Censorship of domestic television comes under the purview of the Departrment of Information,
but this may not be effective when there is spill-over television. For instance, the soap-opera Bold

and the Beautifid was censored stricly on Indonesian television but TV3 of Malaysia broadcast less
censored and more recent episodes, attracting larger audiences [Interview Ids03.03].

In December 1996 a draft broadcasting law was passed by the national legislaure to supersede the
ministerial decrees under which the media has been regulated. Like the previous decrees the law seeks to
protect domestic broadcasters from foreign competition and extends to the Infemet when utilised as a
broadcast medium. Among other matters it allows for selfregulation by the domestic commercial
broadcastersofprogtalmneclassiﬁcaﬁon,ﬁ)ebroadcastofnewsprogtarmnesoﬁlerﬁmnthoseofTVRLand
allowed TVRI itself to acoept advertising against the preferences of the domestic commercial broadcasters
[Boulestrean, 1997). More specifically, the law also proposed that the number of television stations be
ﬁﬂted,M80pawﬁofpmMgbelmﬂme¢mdmﬂMaﬂfomig1pmgmmnhgbe¢bbe¢
not just subtitled, into Bahasa Indonesia [Kwang, 1996a: 22]. However, as of late-1997 the legislation had not
been signed into law yet by President Suharto prompting speculation that it contains provisions which his
family members who have investments in commercial television are unhappy with. Instead it was sent back
to parliament to review at the request of the president, a situation without precedence in Indonesia [Television
Asia, 1997]. Anywaythisdraﬁlawm@emsaﬁxrﬁﬂstq)mﬁlepohcyofdﬂegtﬂaﬁngmetelevision
industry in Indonesia, and when finally granted presidential assent without significant revision may further
stimulate its growth and sophistication.
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In contrast to other South East Asian nations, Indonesia has adopted a liberal attitude to commercial television,
nchuding transnational satellite broadcasting, although it seems to have hAd some reservations. The policy of
deregulation since the late 1980s represented a significant move by the Indonesian govemment away from its
past fear of excessive commercialism, cultural imperialism and political subversion via the television
medium, and a new recognition of the sophistication of its populace. Using the typology developed in
Chapter Four it may be said to have a response of iberal access,, since little attempt was made by the
govemmert to regulate the watching of transnational broadcasts. But by deregulating the domestic
commercial television industry ahead of the onset of transnational satellite television, the government astutely
fostered strong loyalty to local charmels and therr culturalty-appropriate programming, and thus relative
dismterest m transnational charmels as the next section will describe.

52 DoMeSTIC COMMERCIAL TELEVISION

In the late 1980s the Indonesian govemment, m an apparent policy reversal, decided to revive the television
ndustry by decreemg an encrypted commercial television service for the Jakarta area and later another for the
Surabaya area. Recognismg that the eartier ministerial decree of 1987 which govemed broadcasts only n the
national capital, the govemment issued another decree in 1990. This broadened the provisions to allow for
one commercial broadcaster for each provincial or regional capital which was still to broadcast only locally
and not network nationally, and allow for a commercially fnded educational charmel which could broadcast
nationally [Kitley, 1994]. In January 1993 the Indonesian govemment issued yet another decree restructuring
the television industry to comprise one category of commercial broadcasters, of which it specified a
maximum of five, which would be allowed to use the Palapa satellite for national transmission. The second
category was as previously for no more than one local charmel per provincial capital or major urban centre.
Thus the govemment progressively put in place a domestic commercial industry which would have
significant implications for the impact of transnational television in Indonesia.

521  Thepi
Rajawdli Citra Televisi Indonesia (RCTD: Tn 1987 TVRI licensed RCTI to broadcast and to

advertise, purportedty only products conducive to national development, in retum for a percentage of revenue
to TVRI to be applied to the latter's own operations. Tt was two years before RCTI commenced broadcastmg,
mgmterJaIwTatoﬁlosewhoooddaﬁ’ordtopmc}mseadecoderandpayamomiﬂyfee,andelsewhexein
hxbrmiabyﬁxosewhochosetoownasaie]]itedishRCHwasestab]ishedasﬂleﬁrstpﬁvately—owned
commercial television station in Indonesia and was jointly owned by two Indonesian conglomerates, PT
Bimantara Citra and PT Rajawali Wira Bhakti Utama, the former being controlled by Bambang
Trihatmodjo, a son of President Suharto. An agreement signed by the TVRI director s the regulator for the
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govemment and the charman of RCT1 in February 1988outlmedﬁ1etermsofRCITs]joense,e@ecia]1yﬁ1e
limits of its range to Jakarta and required use of decoders. In August 1990 a ministerial decree was issued
allowing RCTI to broadcast without decoders for subscribers, to expand its reach outside Jakarta and to
increase its broadcasting hours to 18-24 hours per day [RCTT, 1993]. The decoder was rented from RCTI for
US$15 per month and necessitated a US$70 deposit [Sen, 1994a]. In July 1991 RCTI was permitted by the
hﬂmﬂmdﬁector—gaﬂalofmcﬁo,televisionamﬁhntouﬁlisethePa]apaBzPsatellite. Thus it was
effectively able to broadcast to the whole country though its reception would be possible only through satellite
dish-antermae (referred to colloquially as ‘parabolas’ locally in Indonesia), unlike TVRI which was
downlmked and relayed terrestrially. In 199, the Indonesian govemment prohibited plans by RCTT to float
its shares for fear that the station would be controlled by foreign nvestors, perhaps cognisant of the fact that
the latter alreacty own 30 percent via indirect mvestments [Pardosi, 1996b].

Despite the entry of other commercial stations RCTI remained the clear leader in the ratings stakes
since its start. The majorty of its programmes had consistent ratings and its top 20 programmes in 1993 all
had ratings in the 30s. In terms of programming categories, the breakdown was: 50 percent sports and
entertamment, 20 percent commercials, 20 percent education, religion and culture, and 10 percent
govemment programming and news. In 1993 its ratio of foreign to local produced programming was 80:20,
but it aimed to change that to 60:40 to comply with govemment policy. Interviewees were at pains to pomnt
out the programming constraints under which RCTT had to operate with regards to the sensitive issues of

news broadcasts and language of broadcast.

In 1994 RCTI broadcasts from 06:00 to 01:30 hours or 19.5 hours per day. Like all commercial

stations RCTI 1s required to rebroadcast TVRI prime-time news simultaneously, though it may
' postpone the late news m exceptional situations, such as live sports broadeasts [Interview 1ds04.02].

Commercial stations are not allowed to have their own news programmes but they may have
current affairs programmes sometimes called 'soft news' as a way of circumventing the regulation
[Interview Ids03.07].

Govemment regulations allow television broadcasts only m English and Indonesian languages
[Interview Ids04.01].

Analysis of its strategy by interviewees revealed that despite the constramts imposed by government
regulations, RCTI had achieved market dominance through programming targeted at middle to upper classes
while attracting also lower classes, perhaps by appealing to their aspirations. Perhaps as the pioneer
commercial broadcaster and the market leader, RCTI has its name used by the Indonesian people as the

common expression for all nor+TVRI television.

The aim of RCTI programming is an audience mix of 60 percent AB (or upper) socio-economic
market segments and 40 percent CDE (or lower) segments. The programming positionng of RCTI
is middle and upper-nuddle classes [Interview 1ds04.03].

Local soap operas, dramas and other popular programmes are a jomt-venture with RCTI
approving script ahead or purchase or on a 60:40 revenue-sharing basis. Usually this was on a 6-10
episode trial basis unless the programme was well established [Interview 1ds04.01].

RCTI is the market leader by far and its name is a generic term for commercial television m
Indonesia [Interview 1ds04.09].
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Surya Citra Televisi (SCTV): In 1990 a second commercial station, SCTV was licensed by the
Indonesian govermment for the East Java region [Suparto, 1993]. SCTV began construction of its studios in
Surabaya m 1990 and the state-of-the-art facilities included satellite uplinR and downlink facilities [SCTV,
1993]. Because 80 percent of all advertising agencies and advertisers in Indonesia were located in Jakarta the
admmistrative and marketing offices of SCTV moved there [Interview Ids04.08] though the main production
facilities remamned in Surabaya. It was founded in 1990 by a group of Indonesian businesspersons who saw
prospects for commercial television centred on Surabaya, Indonesia's second largest city. A major
shareholder n the SCTV was believed to be Sudwikatmono, a cousin of President Suharto [Sen, 1994a].
Other principals of the consortium which owned SCTV were Mohammed Noer who was a former govemor
of East Java, and Henry Pribadi who was a brother of the Djuhar Sutanto, a busmess partner of Liem Sioe
Liong [Kitley, 1994] who m tum was considered a close associate of President Suharto. Though SCTV did
not belong to any business conglomerate as such it had some private shareholders in common with the
Bmantara group of companies which owned RCTI [Interview [ds03.07).

In 1991 the Indonesian govemment publicly encouraged Jakarta-based RCTI to cooperate with
Surabaya-based SCTV m purchasing foreign programming, This might have been in part due to the fact that
a major shareholder m SCTV had attempted to gain almost monopolistic control over film import and
dismbution in n the 1980s [Ser, 1994a]. In any case, in January 1992, RCTI and SCTV commenced jomt
operations In therr four major markets, Jakarta, Bandung, Surabaya and Bali. But only in August 1993 did
RCTT and SCTV start day-time broadcasts [Interview 1ds04.10]. Thus there was a quasi-network of RCTI
and SCTV before both of them went nation-wide [Interview Ids04.09]. Historically RCTI and SCTV were
regionAl stations and so they were able to share programming without conflict [Interview Ids04.01]. But in
August 1993 RCTI and SCTV separated operations, both continumg to use the same transponders on Palapa
but different frequencies. The geographical spread of both RCTI and SCT'V was nation-wide by cooperative
agreement through which relay stations were still shared. The competition for market share and advertising
revenue caused by the RCTI/SCTV split saw a change n 1994 from zone-structured rate cards to
programme performance-based ones [Grafik MoCann-Erickson, 1994b].

SCTV ocontinues to purchase foreign programming and produce 'soft news' programming in
conjunction with RCTI for the economies of scale. It seems tom by its obvious succeess with mported
telenovelas which has been imitated by its competitors, and the mvestment cost of local programming

production for its longer term success.

SCTV continues to buy foreign programmes jomtly with RCTI for discount prices, and also
shares news production with it. SCTV and RCTV programmes had to be scrambled outside of city
relay stations because of a dispute with US distributors over royalties [Interview [ds04.08].

Local programmes are more expensive so SCTV has a commuttee to approve therr purchase m
stages: first the script and a pilot episode, and then full production. Most such production is done
outside the station [Interview Ids 04.08].

It simply mmitates the formats of popular foreign programmes because it is still a relatively new
station [Interview Ids04.03].

SCTV pioneered the mtroduction of ‘telenovelas' m Indonesia and other stations followed. The
appeal of rags-to-riches tales, for example of Maria Mercedes is greater and also less complicated
than Dallas for Indonesian viewers [Interview Ids04.08].
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Operating in a market in which RCTI was dominant, SCTV had yet to position itself and establish a
niche as of the mid-1990s. It%mledtobeoompmg“d&lbo&lﬂ)emmkétlezderRCHasweﬂasamﬁler
pioneering commercial broadcaster TPI which enjoys sizeable day-time audiences. A diffused business
strategy seemed to be the consensus of opinion on SCTV based on the responses of interviewees from within
the fimm, its competitors and advertising clients:

SCIVmwkmme—ﬁﬁrd&nnmkﬁskmeofRCILmﬁmn8pamtoZ2pamoftotal

market m 1994. While RCTI has a general target market, SCTV segments for fermales in the
moming, and for all-tamily m evening [Interview 1ds04.08).

SCTV broadcasts for 18.5 hours per day, between 05:30 and 24:00 hours. SCTV started day-
time n August 1993 and so 1t has a prime-time at 1000-1200 hours like TP (Televisi Pendidikan
Indonesia) and unbike RCTT's prime-time at 1900-2200 hours [Interview Ids03.07].

Though SCTV knows what segment it wants to target, there has not been any programming
change to match [Interview Ids02.07).

Televisi Pendidikan Indonesia (TPI): Tn 1991, a third commercial broadcaster was licensed by the
Indonesia govemment as an educational television service: TPI which was to be nation-wide television
network and operated as a private non-profit organisation. The manifest purpose of TPI was to provide
educational resources of benefit to Indonesian school students, development agencies, domestic businesses
and the wider population, n support of national development. Though a private institution, TPI operations
were govemed by agreements with the Mimistry of Information and the Ministry of Education and Culture.
Its mandate mchuded the provision of entertamment, mformation and commercial programmes, as a means of
gam{hugopaa@gﬁmds Because TPI was owned by the daughter of President Suharto, joumalists alleged
that it enjoyed favours from the govemment, such as the banming of commercials on TVRI but not on TP,
the use of TVRI studios and equipment, and the purchase of television sets for all school m the country
[Darusman, 1991].

TPI was owned by a holding company, Cipta Lamtoro Gung Persada whose principal was Siti
Hardijanti Indra Rukmana, better known locally as Tutut, the eldest daughter of President Suharto [Kitley,
1994]. Though it began broadcasts in 1991, many of its key persormel had been involved with govermment
initiatives since 1968 for education by extension utilising radio and television which were not mplemented.
In its earier years when TPI lacked its own facilities, its transmissions were done through the TVRI network.
While the facilities were constructed on a smaller scale than that needed by RCTI and SCTV, there were soon
plans for transmission by direct-broadcast satellite (DBS) for national coverage [TPL 1993a]. Since its status
as an educational channel required that the majority of its programmes be educational, its own 1992
breakdown of total broadcasting hours was stated as educational programming 38.7 percent; mformation 20.2
percent; entertainment, 25.5; and commercial 15.6 percent [TPL 1993b]. Independent sources assessed
educational programmes to occupy only 33 percent of its airtime, with 47 percent non-educational and 20
percent occupied by commercials alone [Winton, 1991]. Tn 1996 Peter Gontha, the executive director of the
Bimantara group of companies which owns RCTL, was said to be negotiating to purchase an undisclosed
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personal share m TPI [Pardosi, 1996a], another indication that ownership of commercial television
broakastasmkﬂoneﬁasmtascﬁmmeaswasﬁ)emmonwnveyedpmously.

The educational programmes were finded as a joint-venture, the production by TPI and free air-time
from TVRL Programmes for high-school (junior secondary) levelsmdmtswezmqmledmﬁ]emomam
aftemoon to cater for the fact that most Indonesian schools had two sessions [Interview 1ds04.10]. These
programmes In mathematics, physics, chemistry, biology and language were plarmed and produced by the
Ministry of Education and Culture, who were responsible for content and the utilisation of therm [TPL, 1993a).
Programmes for Universitas Terbuka, the national open university system, were also transmitted by TPL
Nomfomdedmﬁondaﬁhfmnaﬁmmgmn&&mhaslmgmgqagiaﬂﬁmmﬂhmlmmngw
children, housewives, unemployed young aduits, workers and the general public were the responsibility of
TPI which was pemmitted to fund them from advertising both in their time-slot and in its prime day-time
programming [Interview 1ds04.10]. Though programme production was carmed out by TPL the planming of
them was done n conjunction with related government and non-govemment agencies [TPL, 1993a).

The unique situation of TPI in comparison to the other pioneering channels RCTT and SCTV was
the subject of considerable comment by interviewees. These revolved around the consequences of the
transmission support recetved from TVRI for its greater penetration nation-wide, as well as its extensive
commercial programming despite claiming to be an educational service. Unlike its competitors, TPI was
able to lay claim to a sizeable loyal following in rural areas during the day, though not in the evening when it

had to rely on its own transmtters.
TP1s on ar m two trme-segments: between 05:30-13:30 hours and 16:00-21:00 hours, though
; itsppgrmnrmgﬁmn%m-O7zQQm;sissﬁmlygrelayqﬂVRI [hm'viewlds()4.02]. ,

Smce TP uses TVRI facilies m the moming it is able to go national cheaply and its
programming then is aimed at the (lower) C, D & E socio-economic segments of the population.
However, in the evening 1t is a regional station available only m six major cities because 1t has to use
its own facilities comprismg only eight transimitters. TPI's evening programming caters to the (upper)
AB socio-economic segments, though some programmes are re-runs of those from the mommg
broadcast [Interview Ids 04.01].

Having begun in the ctties, TPI soon claimed to be nationwide because it used higher powered
transmutters and alleged that RCTV and SCTV were mamly urban and middleclass. Because 80
percent of TPI programimng is local it attracts a large audience m rural areas and among lower-
meome segments of the population [Interview 1ds04.10].

Telenovelas are the top rating programmes on TP as they were on the other channels. Its Paper
Love a Mexican telenovela competes against Maria Mercedes and Cassandra on SCTV. But TPLis
stronger on programimes catering to local and regional cultures since 1t pionecred day-tmne
programming which together with high local content led to production-house boom [Interview Ids
04.10].

Because the station's m-house production capacity was limited, up to a third of its programming
requirements had to be supplied by domestic production houses. For the month of October 1991, for
instance, 340 programmes were needed by TPI, comprising 54 instructional programmes for schools, 98
non-formal education programmes, 82 entertamment programmes and 106 news/information programmes
[TPL, 1993b).
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522  The followers

Mmmmofmmnmmmmmmmmmm&sww
pethaps approved by the govemment in order to provide its citizens even greater choice in the hope that it
would courtteract the mpact of transnational satellite television. The two newer broadcasters are studies in
contrast in financial size, political comnections and broadcast coverage, and therefore were perceived as quite
different forms of competition to the existing domestic commercial broadcasters than the transnational
broadcasters.

AnTeve: The fourth commercial chammel, Cakrawala Andalas Televisi operating as AnTeve,
commenced in 1994 but though national in intent it suffered from poor transmission quality outside of its base
in Sumatra. It commenced broadcasting in February 1993 and went decoder-less in May the same year.
AnTeve is owned by the Bakrie group, a long-standing Indonesian conglomerate not seen as having close ties
to the political centre [Sen, 199%4a]. AnTeve was available mitially only in Jakarta, Bandung, Surabaya and
Medan though it clamed other cities and was soon plarming expansion to Semarang, Yogyakarta and
Denpasar, Palembang, Ujung Pandang [Lintas Indonesia, 1993]. Due to technical difficulties, mchuding the
oollapse of its transmitter, AnTeve had to hand some of its programmes to TVRI for nation-wide broadcast
on its behalf while 1t provided adequate transmission only to viewers around Bandiung [Interview 1ds04.08].
The station was relaunched in early 1994 with a commitment to broadcasting 18 hours per day on a national
basis [Grafik McCann-Erickson, 1994b].

AnTeve broadcast daily from 16:30 to 24:00 hours and additionally on Sundays from 09:00 to
12:00 hours. Although no Anteve executives were interviewed, other mterviewers had clear views on its
positiohing i the competitive television market as a "Westemised' entertamment station targeting the youth
segment, and on the questionable success of such a strategy:

As it is characterised by mamnly western and entertainment programming, specifically music and
sports, it appeals to a younger audience [Interview 1ds03.07].

Anteve's market share was high only when it had the broadcasting rights to the Thomas Cup
toumament, since badminton was the Indonesian national sport, and other live' sports [Interview
Idﬂﬁ?ﬂ@ﬁhrmﬁd@mﬂvepogmmm%%ddnd&he%ﬁgﬂﬁmtnmkﬁimq
attract advertisers' confidence because of its technical problems [Interview 1ds04.01].

Imported "Westem' programming conprised 29 percent of Anteve programming, of which eight
hours per day in the aftemoon and late night comprised MTV Asia programmes by arangement. Having
established a reputation for extensive screening of imported game and quiz shows, Anteve adapted two of
them in conjunction with their foreign originators [Television Asia, 1995¢: 101-104]. In 1996 Anteve made a
fOHnaloomnﬂtmemtobemgaspeciahstmnsamImusicdwmlaﬁerclaimingimeasedadvexﬁsing
revenue from re-orientating its programming in that direction [Pardos, 1996c].

Indosiar Visual Mandiri (IVM): Permission was granted by the govemment m 1994 for an
Indonesian conglomerate to form a joint-venture charmel with TVB of Hong Kong. Known as Indosiar
VisualMaxxﬁri,itwasJakana-basedandpanoftheSahmeLpMﬁchisinunnownedbyabusirmnm
with close cormections to President Suharto, Liem Sioe Liong, It was generally believed in Indonesia, not just
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mﬁlemecﬁairxiusuy,ﬁuatmmmﬁialdmiphernnﬁglqthavefomxjitdifﬁamwobtama]jcase,being
Chixmeamihusammberofapoliﬁcaﬂy—smsiﬁveminoﬁty. Although Indosiar had not gone to air at the
time of the fieldwork for this research n 1994, there was much speculation in the industry about it. The
mswaecaﬂmﬁwdml‘ss&ongﬁrmwiﬂb&ldngﬁomﬁwwmwnglonmimownds
eﬁnﬁcityamipoliﬁcaloommﬁonsmhldorma,andﬁna]lytheirrp]icaﬁmsoflndosim’slhﬂcswﬁTVB,as
the followmg comments from interviewees mdicate:

Bewlseﬁwasowmdbyaﬂmesehmmﬁﬁsdmmlnﬁg}nbegwedwmeMC
Chinese audiences m Indonesia [nterview 1ds02.06].

Indosiar is expected to have more powerful transmtters and to begin with eight or nine cities, far
more than previous stations had at their start [Interview Ids04.06).

Indosiar would cater primarily to the broad B, C, D and E socio-economic market segments,
rather than the upmarket A segment [Interview Ids04.10].

Backed by a leading Indonesian conglomerate and enjoying the expertise of TVB, Indosiar will
have more local and less mmported programmes [Interview 1ds04.08].

Indosiar intends to adapt successful Hong Kong programming to Indonesia and achieve similar
techrical quality to that of TVB [Interview Ids04.01].

Indosiar was to run mto quite serious controversy when its Indonesia staff complamed via the press
that they were being superseded and supervised by 150 Hong Kong expatriates from TVB, who allegedly
did not have work permits. Indosiar counter-claimed that there were only 40 expatriates in techical roles,
from a number of countries and all with valid immigration papers. But the wider issue was concem over
cultural mperialism of a sort, by the dominant Hong Kong broadcaster over Indonesian domestic
commercial television. It was said, for instance, that the TVB-seconded staff were 'super-producers’ capable
of highyproductivity in programme production, in part due to their plan to replicate 800 Hong Kong television
drama scenarios in their programme production in Indonesia. Social commentary at the tme revealed the
fear that the cultural imperialism might then be undetectable, unlike the obvious case of mported foreign
programming, But the incident was more accurately a revival of long-standing hostility towards the wealthy
ethmically-Chinese local community in Indonesia, precipitated by the liberalisation of the broadcasting
ndustry [Kitley, 1997a). |

Soon after its launch in 1995 Indosiar began to challenge the dominance of RCTI n the Indonesian
television market through programming block-buster’ Westem movies such as Terminator2 and Judgement
Day. Indeed Indosiar's links to TVB has seen the inclusion of Return of the Condor Heroes, Dragon Sabre
and other violent Hong Kong action series. While such violent programmes would not have been allowed
on free-to-air television in Westem countries, in Indonesia they have succeeded in winning top ratings nation-
wide for Indosiar [Television Asia, 1995j: 19]. Indosiar was criticised by the television industry in Indonesia
for employing 150 expatriates from Hong Kong in defiance of govemment policy, but it defended the move
by claiming that this reduced dependency on foreign production houses [APT-C, 1995: 121]. Given the
continuing demand for domestic programming, Indosiar has commissioned Indonesian directors and actors
under loyalty agreements to produce more local comedy for prime-time. However, Indosiar's meteoric
market leadership within six months of its inauguration was short-lived and RCT1 reasserted its leadership of
the Indonesian commercial television market.



Indonesian Television Market: 5-15

Table 5B: Television Market Share in 5 major Indonesian cities, 4th Quarter 1995

Houwrs TVRI RCIT SCIV TPl  Aweve [n‘dasw

05:00-08:59 1 58 10 14 11 5 %
09:00-11:59 2 29 2 39 3 5 %
12:00-15:59 1 47 33 9 4 5 %
16:00-18:59 3 39 24 3 11 20 %
19:30-20:59 5 40 11 9 7 29 %
21:30-23:59 7 37 9 2 7 18 %
23:30:01:59 7 18 13 33 6 23 %

Source: PPPI [1996:125]

Thus at the end of 1996, Indonesia had five privatety-owned commercial television stations: RCTI,
SCTV, TPL AnTeve and IndoSiar, all licensed to broadcast nationalty. TVRTs share of the market had
declined with the miroduction of commercial television. However outside of Jakarta and the metropolitan
areas, TVRI had the highest penetration in part due to the unavailability of the commercial stations or the high
expense of access, although it was said to be losing market share to RCTI even there [Grafik McCann-
Erickson, 1994b]. By 1995 the newcomer station Indosiar seemed to be threatening the market dommance
of RCTT in urban areas (Table 5B) at least in the evening prime-time.  Although RCTI kept its top ratings
with the help of locally produced programming, Indosiar had considerable success with its blockbuster
Hollywood movies and Hong Kong action serials [Television Asia, 1995d]. Besides all the commercial
stations, with the possible exception of Anteve, had superseded the public broadcaster TVRI i market share
across all time slots, though market leadership among them changes from time-slot to tme-slot [PPPL, 199
125].

523  Thelate-comers

Long-standing rumours have it that four other television stations were being planned bringing
Indonesia’s total to ten, though their launch dates were not confirmed as of the late-1990s. The first of these
was Sanitya Mandala Televisi, to be owned by the Sultan of Yogyakarta and based m that city. It was
believed that a group with Husein Naro, BGW Budiarto and Peter Gontha as principals had applied for that
license earfier but it was passed over because of fear that it would lend itself to political dissent since Naro's
father had close associations with the opposition Islamic political party [Kitley, 1994]. The other three new
commercial broadcasters were Merdeka Citra Televisi to be owned by Suara Merdeka newspaper and based
in Semarang, Ramko Indo Televisi to be owned by Bambang Rachmadi and based in Batam Island, Rhiau
(near Singapore), and Cakrawala Bumi Sriwijaya to be owned by the Bakrie Group and based in Palembang,
Sumatra [Grafik MoCam-Erickson, 1993]. The govemment has also stipulated that in fifure all stations
would have to transmit nationally via direct broadcast satellites, thus saving on costs of establishing earth relay
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stations. But with the economic woes of the country since 1997 all these newer Indonesian stations seemed
unlikely to eventuate.

524  Drect Broadcast Satellites (DBS)

SimeTVRI‘spenetmﬁonwasorﬂy37pemernofmehldolmdstezﬁtmyam&pacentofits
population, its national development programming was not available to an estimated 57 million of its citizens.
Another motivation for DBS was that terrestrial stations were difficult to maintain, costing an estimated Rp
150 billion [US$67 million] per year. Till the mid-1990s all domestic TV stations were transmitted fiom
Jakarta to Jatiluhur and then uplinked to Palapa by Indosat, a govemment-owned company, and then
downlinked to TVROs at Solo, Denpasar, Joyga and then transmitted direct to homes [Interview Ids 4.05].
Even with 300 retransmitters of 100km radus each onty 35 percent of the Indonesian population was
covered by terrestrial television because of the dispersion of its islands and its mountainous temrain. The
govemment realised that it would need 1,000 transmitters but because of the high cost it decided to allow
dish-antermae [Interview 1ds03.06). Furthermore the encroachment of transnational and spill-over television
was thought to undermine its cultural integration agenda in some more sensitive and often remote regjons of
the country.

Therefore the govemment embarked on a US$150 million programme to provide its domestic
television and radio services via DBS by 1996 [IndoStar, 1993]. Although Indonesia's Palapa series satellites
were managed by Indosat, the newwer DBS satellites would be owned by MediaCitra IndoStar, a consortium
of businesses, foreign and local, among them the shareholders of the domestic commercial television stations.
It was benerally anticipated that the first satellite would combine domestic public and commercial services,
but the time of the fieldwork research there was still some speculation as to the channel utilisation of the
satellite's transponders: _

The first of four satellites plarmed, IndoStar-1 will have five transponders, three of them dedicated

to television and two to racio. The ground segment would comprise one recerver designed for low-

oost analog television recepuon of up to five charnels [Interview 1ds04.02].

Ore receiver is designed for multiple digital television charmel reception and would be capable of
recetving up t0 40 charmels. though only 8 had been planned for IndoStar [Interview Ids04.09].

Desprte the fact that Indostarl isahgiﬁsamﬂiteandsowﬂlhaveverylﬁmwdmme
two of those will be assigned to the govemment for educational, cultural and ‘national-interest
programming [Interview Ids04.02]. _ _

The educational charnel which would be nn in conjunction with TVRI and TPI is to provide
primary to university level mstruction [Interview Ids04.05]. ' _ _

SﬁweDBSmﬂdbeLsedmamﬂcﬁsmMmﬂnwghﬁeuseofmmlemsvemune
parabolas, TVRL RCTI and SCTV would not be encrypt their broadcasts from it [Interview
1ds04.09].

The IndoStar system was designed so that viewers throughout Indonesia would have quality
reception in all weather of both analog and digital charmels direct from the DBS satellite using their present
televisions with satellite dish-artermae of less than one-meter diameter, compared to the three-meter ones
required for Palapa. The prograrmme was expected to save the Indonesian govermment billions of dollars that
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itwouldhaveneededbhmﬂtdevisimmﬂMﬁasnaﬁonMdemorderwadﬁwemra]bmadcagt
penetration. DBSbma(k'zstingqulmedviewastohavenewtelevisionsaswimmtemalantennaeandﬂ)ai
was why one of its consortium shareholders was Ameol Graha, the mantifactirer of Sony television sefs,
which made for a good strategic alliance. Perhaps for public relations reasons, the programme also claimed
ﬁ]atjobswi]lbecmtedesﬁleteclmlog/fordigitaltelevisionsdswasmfmedﬁmnmeUStothe
Indonesianihctoﬁ&sofAmoolCnaha,by&)eoonmlcﬁonofgmmdfécihﬁ&sandthesﬁmwaﬁonofthe
broadcast entertamment industry [IndoStar, 1993].

Mearwhile, two business entities were formed to manage Indonesia's other satellites after PT
Telekom was privatised and mvested in by foreign and domestic corporations, the latter with cormections to
the presidential family. The task of operating the newer Palapa C-generation satellites launched in 1996 was
assigned to PT Satelit Indonesia Palapa or Satelindo, as it is more commonly known. The management of
the older satellites was given to PT Pasific Nusantara (PSN) in which global telecommunications
corporations had shares, namely Hughes Communications and Telesat Canada with 11.53 percent each, and
Deutsche Telecom Mobilfunk with a 25 percent share. Thus satellite technology which had been sold to the
Indonesian govemment m the 1970s and 80s on the basis of its value in social and economic development,
was by the mid-1990s largely in the hands of the corporate sector, both local and multinational.

In this section we have seen how the commercial television stations in Indonesia, especially RCTI and
SCTV, though fostered to courtteract the anticipated influence of transnational television broadcasters, have
undermmed the long-standing dommance of the TVRI the domestic public broadcaster. However the
govemtnent and TVRI appear to rationalise the commercialisation of broadcasting as a shift in emphasis of
national cultural policy m the face of new social and economic realities, rather than a reversal of direction.
Although the advent of transnational television broadcasts via satellite, to be discussed next, was anticipated in
Indonesia better than anv other countty m SE Asia, ther business strategies could not have been fully
predicted. In tackling the consequences for themselves of this transnational competition, Indonesia's domestic
broadcasting and advertising industries may choose to follow their own economic mterests for the future,
given the govemnment's partial abdication of its cultural agenda.

53 TRANSNATIONAL COMMERCIAL TELEVISION

Indonesia represented an attractive market to advertisers and media-owners, domestic and multinational alike.
Its economy had seen steady growth over the last decade, with its GNP growing to Rp 139,707 billion
(US$65 billion) in 1993. Although this represented Rp 711,900 (US$330) per capita, placing Indonesia in
the category of developing countries still [PPPI, 1996: 37]. Nonetheless the World Bank expected Indonesia
to be reclassified a newhy industrialising country by the year 2000 when its per capita income is expected to
reach US$1,000 [PPPL 1994: 41]. This economic growth was accompanied by growing affluence of the
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population as reflected in such indicators as imports of consumption goods, domestic production of vehicles
and ownership of television sets. Thus the elite of Indonesia, said to comprise at least 10 percent of its
population or about 19 million comprised one of the key markets in Asia which StarTV targeted, even under
its origmal pan-Asian strategy.

531  StaTV

When StarTV began broadcasting in 1991 there was little mmediate consumer response from
Indonesia. For one thing the mam AsiaSat1 footprint covered only the northem parts of the less-populated,
though large Indonesian islands of Sumatra and Bomeo. Large and more expensive dish-antennae were
needed for reception of StarTV broadcasts in heavily-populated Java island and elsewhere in the country.
Furthermore, by regulation in Indonesia all dish-antennae had to be directed towards the domestic Palapa
satellite, though this was not enforced. Therefore, most of the transnational television watched was those
beamed unencrypted via Palapa such as CNNi, HBO, ESPN, Discovery, Malaysia, Bnnei and Sngapore,
though most of the commercial channels were later encrypted for pay-TV. Ormmibus research utilising a
representative national sample carried out by Survey Research Indonesia (SRI) confimmed the low incidence
of satellite television viewing. Only four percent of respondents reported having the ability to receive satellite
television n the household, although there are higher mcidences m Semarang (24 percent) and Ujung
Pandang (9 percent), m many other provincial capitals the figures were negligible. The higher figures for
Semarang could be explamed in part by the more predominant mode of shared cabling of satellite reception,
as well as the large ethnic Chmese population of the city. -

Y Penetration: Nonetheless commercial research finded by StarTV indicated that the number of
households with access to its channels had been growing steadily from 14,335 in January 1992 to 36,211 in
February 1993 [StarTV, 1993a]. This represented a growth rate of 153 percent since its infroduction and
though a penetration of only 0.16 percent of total TV households, estimated at 22.4 million households.
Research in the Medan region on Sumatra island directly under the StarTV footprint, showed that StarTV
was available in 87 percent of households which had access to satellite television, though only in 7 percent of
all television households. However, 71 percent of StarTV households watched a StarTV charmnel i the day
preceding the interviews, a more consistent pattem of viewership than reported by govemment research.
StarTV households in Medan, comprising some 140,000 viewers, were found also to be significantly higher
than other television households on such socio-economic indices as ownership of credit cards, cars, VCRs
and CD players. In fact, 72 percent of StarTV households had monthly incomes exceeding Rp 450,000
(US$225) as compared with onty 10 percent of all TV households [Star'TV, 1993a].

Programming: In its early years StarTV programming for Indonesia was precisely the same that it
broadcast throughout the region. When its new owners, News Corporation, differentiated programming on
the two bearns of AsiaSat1, Indonesia shared the same programming on the southem beam with India which
included BBC world news, Prime Sports though with culturally-contextualised sports such as badminton and
cricket, StarPlus entertainment programming in English, Star Mandarin and Charmel V music programming
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which would have had considerable Hindi content for India. At the time of the field research n 1994, there
were no ratings published for StarTV or any other transnational satellite charmels, and certainly no cult
following for any of their programmes. Unlike India and China, progtammes of similar gerre to that
available on StarTV, if not identical programmes, were readity available on domestic commercial charmels in
Indonesia, duty dubbed or at least subtitled. With its MTV channel earlier and its in-house successor Charmel
V, StarTV might have had universal appeal with Asian youth but had not had similar success with Prime
Sports, except when sports of local interest such as badminton and soocer were shown [Interview 1ds02.04).
Research conducted by Survey Research Indonesia (SRI) in 1994 indicated that onty two percent of
respondents watched transnational satellite television the previous day and one percent each claimed to have
waiched it between two to seven days previously or longer. None of this negligible number watched it for
mysigrﬁﬁcmﬁlmgﬁofﬁmq&nugh%pawﬂofmpmﬂﬂmdeclmed&msewestobeinegu]arviewers
of satellite television [SRL, 1994b)]. The pattem seemed to be that of quite random viewing of channels. This
viewership situation could change with the infroduction of direct-broadcast satellites since they would make
dish-antermae redundant and andiences would require only a US$100 locally-made aerial to pick up a high-
quality signal. In 1995, StarTV announced that it had reached an agreement with Indovision, the Indonesian
pay-TV company, to transmit fifteen of its charmels. These encrypted channels from the AsiaSat2 satellite
were to be made available to subscribers with dish-antennae and decoders. This was in addition to StarTV's
wrmosheﬁe&b—airdmlmPalapa,mﬂiBo&ﬂﬁe&b-aﬁdmmkonAsiaSaﬂ.

532  Dish-antenmae ownership

It was difficult to estimate dish-anterma ownership and therefore satellite television reception in
Tndonesia. Based on licenses issued by the government the semi-official estimate is of 500,000 satellite dish-
antermae in operation throughout Indonesia But in relation to such statistics in Indonesia, as in many
developing courtries, any researcher has to settle for some consensus of opinion through different data

sources, rather than await a defmtive census:
Waidngcsﬁrmtcsofﬁngovammtmdmmkdmchagmﬁsaﬁmmﬁtnmqbaof
parabolas (satellite dish-antenmag) at 500,000 to 600,000 [Interview Ids03.05].
Only 10,000 are SarTV-capable since larger parabolas were needed to recerve StrTV
transmmissions except on Bomeo and Sumatra islands [Interview 1ds03.06].
Parabolas are only 600,000 out of a 190 million population [Interview Ids04.08].
T}ﬂenﬁg}nbexpu)ﬁveﬁm&ﬁtofﬁcialnmlberopaaﬁngﬂlegaﬂy [Interview 1ds03.03]
There are probably 12nﬁlhmpambolasbasedmmepaﬂsexpatedﬁomﬂquSw&tooast
[Interview Ids01.03].
Sﬁmemhxkx@mmdameedequmﬁngaanndepmbohsaﬁofamete
ocxmvemﬁlcgm.njfcrle&tfmUSﬂOO,aomatedataooﬂecﬁmwasremhedevennm
difficult [nterview Ids01.03].

Newspaper advertisernents and handbills for satellite dish-antermae and installation indicated that
menually-timed receivers suitable for domestic and regional broadcasts, such as fiom South East Asia and the
South Pacific, ranged in price fiom Rp 950,000 to Rp 1.6 milkion (US$500-800). Remotely-controlled,
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stereo and vaniable-direction receivers capable of receiving StarTV, American, Russian, Chinese as well as
domestic/regional channels costs between Rp 6.5 to Rp 12.5 million (US$3,500-6,000) [Suara Pembaruzan,
1994). This is considerably more than receivers for domesticegional charels alone, and would be beyond
the means of even middle-class Indonesians, except via illegal cable sharing. The majority of the dish-
antermae seem to have been mstalled in the period between the introduction of domestic commercial

television in 1987 (available only by satellite to remote areas) and soon after the advent of transnational
satellite television.

Table 5C: Ownership of dish-artermae in Indonesia, 1993

Year installed: Mamber  Percent See of dish Number  Percent
1982-1987 31 22 3to4 metres 1,155 820
1988-1993 1374 976 5 to 6 metres &4 60

7to 10 metres 30 23
Source: Ishadi [1994]

Although a license was required to own a dish-anterma even for domestic reception there were
estimated to be five times as mary illegal ones and each was widely shared. However, in reality there was
only a minuscule audience for such broadcasts, estimated at less than 4.0 percent of the urban population,
believed to be expatriate or ethmically Chinese, mainly residing in provinces neighbouring other South East
Asian countries and watching their stations [Survey Research Indonesia, 1993-94b]. The mpediments to
viewin‘gStarTV seemed to be the linguistic barrier as Indonesia does not have a English-language colonial
heritage nor a dominant Chinese ethnic group, and the economic barrier of owning or sharing a dish-antenna
for the majority of its population. Thus the most popular form of foreign programming watched was feature
films and the most popular foreign chammel was TV3 from linguistically-similar Malaysia, largely available
via spill-over signals in border provinces [Kohei and Idris, 1990]. This was in keeping with the majonity of
dish-antermae owned being of small to average size suitable for domestic satellite reception on which
Malaysian channels were also available (Table 5C).

533  Reception cooperatives and spillover

The cost of dish-antermae for reception of transnational charmels was considerably more than dish-
antermae for domestic charmels alone. Newspaper advertisements and handbills for dish-antermae purchase
and installation indicate that manually-tuned receivers suitable for domestic and regional broadcasts, such as
fiom Southeast Asia and the South Pacific, range in price from Rp 950,000 to Rp 1.6 mullion (US$500-800).
Remotely-controlled, stereo and variable-direction receivers capable of receiving Star TV, American, Russian,
Chinese as well as domestic/regional channels cost between Rp 6.5 to Rp 12.5 mullion (US$3,500 to
US$6,000) [Suara Pembaruan, 1994]. Given the high cost of dish-antermae, they would be beyond the
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means of even middle-lass Indonesians except via illegal cable-sharing, Interviewees repeatedly mentioned
the practice of Informal dish-antenna cooperatives of various forms:

On the outskits of Jakara and Sumatra smaller perabolas are used costing Rp 650,000
(US$300) or about the cost of a television set and purchase is possible by nstalments [Interview
1ds03.08].

There is the practice of ‘alisan’ or mutual-pools for buying parabolas and cablesharing also
operates. Research by Padjajaran University on West Java villages n the early 1990s found marny
viewer co-operatrves and therefore that viewership per set was very high [Interview 1ds04.01].

Smnee marty parabolas could be cabled to as many as 20 homes and each home could have a
sizeable extended-family or neighbourhood audience, unlike n developed countries, it was difficult
to estimate cable/satellite viewership [Interview Ids03 04].

Table 5D: Top 20 television channels watched by dish-antermae users in Indonesia, 1993

Charmels Origin Satellite Location Respondents Percentage
RCTI Indonesia Palapa B2P 1130E 1,309 9338
TVRI Indonesia Palapa B2R 1080E 1074 750
TV3 Malaysia Palapa B2P 113.0E 1031 739
TPI Indonesia Palapa B2P 1130E 691 495
CNNi USA Palapa B2P 113.0E 319 29
RTMI Malaysia Palapa B2P 1130E 300 215
SCTV Indonesia Palapa B2P 1130E 299 214
AnTeve Indonesia Palapa B2P 1130E 268 192
StarPhus Hong Kong AsiaSat] 105.5E 142 104
MTV HongKong AsiaSat] 105.5E 112 80
Australia TV Australia Palapa B2P 1130E 75 54
BBTV Thailand Palapa B4 1180E 36 26
Charnel 1 Philippines Palapa B2P 1130E 35 25
Channel 11 Thailand Palzpa B2P 1130E 3 16
Charnel 3 Philippines Palapa B2P 1130E 35 25
BBC Hong Kong AsiaSat} 1055E 15 11
StrMandarn ~ Hong Kong AsiaSat] 1055E 12 09
TV1 Befjing PRChina AsiaSatl 1055E 10 07
NBC USA Intelsat - 8 05
NHK Japen Intelsat - 7 04

Source: Adapted from Ishadi [1994: 3, 33], and Nielsen SRG [1995] Satellite guide to Asia

It is quite evident from Table 5D that most of the transnational chanmels watched were those easily
accessible from one or another of the Indonesian domestic satellites. The sole transnational channel among
the top five charmels watched was CNNi which was on Palapa B2P. All the same, according to the research
thus summarised [Ishadi, 1994]. the channels that were watched were primarily those of the domestic public
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mﬂwmaciﬂbm&b&asofkﬂommmndghbomspmﬁaﬂminmayﬁamﬁwalmemt
Thai]arxiarxiﬂlePhiJimirmmﬁlesamesate]]it@.Theorﬂyoﬁxernansnaﬁonaldmm]swfﬂchany
significant penetration were those of StarTV which were available on another satellte, AsiaSat1, though it
wmlocatedﬁiﬂyclosetoﬁlePa]apasateﬂjt@andﬁmforeprobablyneedingmhﬁmaladjustmentofﬁle
dish-antermae for reception. Since other transnational charmels on Palapa such as ESPN, Discovery and
HBOWG:relatererx:xyptedandadeooderwasneededmad(ﬁtiontothesate]]itedish,ﬁmeirviewexshipbecame
considerably less than for domestic commercial or spill-over channels [Interview Ids04.08].

Extensive research conducted by the Indonesian govermment in both urban and rural areas on TVRI
viewmng in the pre-commercial television period suggested that the only significant audiences for transnational
television were for Malaysian channels, with 2.18 percent for TV3 and 1.62 percent for RTM1 [Kohei and
Idns, 1990: 49). The most popular categories of foreign programmes were films, culture and news, possibly
as an altemative to the nationalistic, development-oriented programming of the domestic broadcaster. The
overseas charmels most received in the household, with or without dish-antennae were those of Malaysia,
particularly its privatety-owned TV3. Again, Semarang led the ratings, which might agam be explamed by
the preference of its dommant Chinese population for the higher non-Malay/Indonesian programming of that
channel. But it was Medan which registered consistently high ratings (4 to 15 percent) on most regional and
transnational television channels, with the exception of Singapore's. This might be explamed both by the fact
that Medan being n Sumatra had a native population that was most similar linguistically and culturalty with
that across the Malacca Straits in peninsular Malaysia.

It may be worth noting at this pomnt that Indonesia is comprised politically of 27 provinces, 242
regencles, 56 municipalities, 3,639 subdistricts and 62,061 villages [BPS, 1992: 3, 15] which harbour
considerable cultural diversity. No official figures were publicty available for ethnic groups or language use,
for reasons of political sensitivity. However, it is estimated that 94 percent of the counfry comprises
indigenous Malays, of which the Javanese at 75 million and the Sundanese at 31 million predominate, both
largely resident on the over-populated Java island where the capital Jakarta is located. Other significant
groups are the Madurese at 12 million, Minangkabau and Bataks at 6 million each, with the Sumatran
Malays and Bugjs at around 5 million each. The official language is Bahasa Indonesia which is similar to the
Malay Janguage used in Malaysia, Singapore and Brunei, though some 17 other languages are spoken in the
oountry by more than a million people each. Of the estimated 7.6 million Chinese population, onty 20
percent are believed to have retained their language [Johnstone, 1993: 292]. English is taught as a subject n
secondary schools and is the language of business, though it is not widely spoken. Due to this language bamer
there has been no significant audience for transnational television in Indonesia and dish-antennae seem to
have been used mamnly to enhance reception of domestic and spillover television of smilar language and
culture such as from Malaysia, Smgapore and Brunel.
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534 Pay-TV subscription

PTMatahaﬁIjmmCalqawala,orMa]jcakforshon,gainedappmval from the Indonesian Ministry
of information in late, 1993 to sefl decoders for transnational television broaficasts, Malicak is an Tndonesian.
ownedﬁnn“dmwmmeﬁlﬂGmoﬁﬂbroakzsﬁngarﬂpubHMgbm. Among its shareholders are
Ameol Holdngs, a Singapore corporation; Bambang Trihatmodio, the son of President Suharto and
president-director of Bimantara Citra which owns RCTT; Anthony Salim, the son of Liem Sioe Liong who is
aclose associate of President Suharto and owner of Indosiar Mandiri TV; and Peter Gontha, vice-president of
Bimantara Citra who is also advisor to SCTV and a close associate of Bambang Trihatmodjo, the son of
President Suharto [Business Times, 1995]. Furthermore the chairman of Bimantara Citra which has a stake
also m SCTV is Indra Rukman, the husband of Suharto's eldest daughter whose owns 'educational' channel
TPY, thus illustrating the close web of ownership within the Indonesian domestic television industry now
extends to the pay-TV franchise [Cable & Satellite Asia, 1996c].

Although the ownership of Malicak comprises a select group of Indonesia's political and economic
elite, its programme offerings were drawn from various global media corporations. The pay-TV service
marketed as Indovision mitially provided access by dish-antermae owners to CNNi, HBO, The Discovery
Channel, ESPN and TNT/Cartoon Network. Although these transnational charmels were transmitted from
one of Indonesia's satellites Palapa B2P, the same one that carried the domestic commercial channels (though
not TVRI), these were m encrypted fomm. Indovision was forecast to have one million cable subscribers by
year 2004 out of the cumrent 13 million TV households in Indonesia, or 3040 million television audience.
Cable television in Indonesia had been a form of informal community access to free-to-air satellite television
bmﬁléhldusuywas mn transition to commercial pay-TV services. So potential subscribers were persuaded
that they would be buymng not just an integrated receiver-decoder system but programming of their own
choice [Interview Ids04.09]. Subsequent to the purchase of a decoder at Rp 1,475,000 (US$670) the
subscriber needed to pay a US$410 armual or US$120 quarterty subscription fee [Indovision, 1994).

A year after it began operations, Indovision had only 5,000 subscribers, much less than its
projections, and this was attributed to the high cost of installation and monthly fees. In April 1995 StarTV
joined the Indovision stable with a 24-hour composite channel of its free-to-air Star Plus, Channel V and
Prime Sports channels, via a decoder costing onty US$335. Soon Indovision entered into a management and
distribution contract with StarTV to offer the latter's four channels in addition to its other foreign channels and
its own charmels. Under the deal subscribers would receive 15 channels in all using a single decoder for a
monthly subscription of Rp 63,250 or US$28, or almost a third less than before [ Asian A&M, 1996b]. All
the Indovision charmels would utilise the Digistar digital compression and encryption technologies for which
the StarTV parent company News Corporation owns the proprietary nghts. Naturally these developments
which gave StarTV considerable control over Indovision had been viewed by the other transnational
broadcasters with some constemation, especially since they were charged up to US$500,000 each for uplink
costs [Cable & Satellite Asia, 1996a: 9-10]. Nonetheless the final line-up included CNBC, NBC, CNNI,
TNT/Cartoon Network, BBC World, Discovery, ESPN, Home Box Office, MGM Gold and four StarTV
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chamels. In addition Star'TV entered mio deals with Indonesian production houses to produce local
programming for its own charmels for the Malay/Indonesian region. Among its offerings demonstrating a
conmmtmert to regionalisation, even quasi-domestication were Star Plus hdonesia, Star Sports in Indonesian,
and Fibm Indonesia, a 24-hour movie charmel, as well as three charmels in partnership with RCTL, namely
Citra Juruor, Citra Melate and Citra Hiburan [Asian A&M, 1997¢].

Although Indovision had the only pay-TV license issued by the Indonesian govemmentt as at late
1996, the sttuation seemed set to change, prompted in part by disenchantment over StarTV's control over
Indovision. The overseas telecommunications carrier Indosat was believed to have teamed up with SCTV
and Indovision shareholders to plan a pay-TV service via cable or MMDS, and has acquired a film
production house to provide programming. Not to be outdone, the domestic telecommunications carrier,
Satelindo, had plans to mstall cable m major cities and has contracted RCTI to provide programming. A
privatised Indonesian satellite company, Satelindo was planning its own DTH service from Palapa C1 in
association with Hughes Corporation of the US. Fmally, the Lippo Group, a large Indonesian-Chinese
conglomerate has purchased equipment for a high-performance cable system for mitiall installation in private
housing m suburban Jakarta and plans to go nation-wide [Walker, 1996: 10-11]. Aided by a growing middle-
class, choice of more satellite channels and cable providers, and nfroduction of DTH technology,
multichannel households in Indonesia were predicted to reach 805,000 by the year 2005 [Flynn, 1996: 109].
What chanmels will be offered on these pay-TV services when established is yet unclear, but they are likely to
be a combmation of domestic and transnational channels, giving Indovision considerable competition. Prior
to the economic downtum cable and satellite penetration was expected to be around 10 percent and to
generfite revenues exceeding US$S500 million by 1998 [Book and Kiill, 1996]. But given the relatively high
cost of pay-TV subscription for this developing nation, transnational satellite television will remain an elite
and generally urban medium m Indonesia as it is most elsewhere in Asia

Incorporation of the developing countries of Asia nto a truly regional market has been envisaged by the Asia
Pacific Economic Cooperation (APEC) trade grouping and on a smaller scale m South East Asia by the
ASEAN Free Trade Area, both of which comprise leading economies of the region ncluding Indonesia.
Whether transnational satellite television takes off will then depend largely on contimued economic growth in
the regjon, and on whether individual govemments are enlightened enough to decide like Indonesia on
deregulating access by consumers, whether via dish-antermae or cable. These would m tum influence
whether multinational marketers advertised their global products and services on the medium, which we will
examine on a comparative basis in a later chapter. Since advertising is driven by audiences, the next section
deals with the question of whether transnational satellite television's time has come yet in Indonesia, in terms
of viewers' channel loyalties and progranmme ratings.
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54 TELEVISION CONSUMPTION

The falling cost of dish-antennae, economic affluence and growing literacy in English and could well have
meant ncreasing cultural mpact via transnational television, but the Indonesian govemment seemed
unconcemed. It appeared to be counting on audience loyalty to domestic commercial stations, a nurmber of
which were in place or plamed as described in an earfier section. Most of them were owned by large
conglomerates with political cormections, and could weather short-term financial losses should there be a
battle with the transnational television broadcasters for audiences and advertisers. Nonetheless it would be
worth examming the audiences m Indonesia for television, both transnational and domestic, to understand
better the busmess confidence and seeming complacency of govemment.

541  Domestic public television viewership

Of the 189 million people of Indorksia, onty the elite owned personal television sets. As of 1994,
there were estimated to be 8.99 miltion television sets in Indonesia, of which 7.09 million were colour sets. It
was also estimated that there were an average of 10 persons having access to each. Quite characteristically for
adevelopmg country, projected figures for 1994 indicated that almost 45 percent of the population was under
19 years and about 63 percent under 29 years of age. Only 6.4 percent of the population aged 15 years and
above had recerved no schoolng, and the level of education attamed by Indonesians in this age group was
gradualty increasing [BPS, 1992: 3,15]. In 1991, 48.0 percent of Indonesia's population aged 10 years and
above claimed to have spent some time watchmg television in the previous week as compared to 47.5 percent
in 1981 [BPS, 1984; BPS, 1992]. According to Indonesian advertisers agencies the total viewership aged 10
and above was 92 million, which represents 77 percent of the Indonesian population, though access to
television was higher m the wrban areas (Table SE).

Table SE: Total Indonesian television viewers aged 10 and above

Population TV viewership Percentage
Urban areas 42m 40m 95%
Rural areas 78m 52m 66%
Total 120m 92m T

Source: PPPI[1994: 28]

Research conducted by the govermment of Indonesia in late 1989 sought to identify the programmes
usually watched. For some unknown reason, it chose to differentiate between viewership and popularity
when the rankings tumed out very similar, to place films in a separate category from culture and
entertainment, to classify television serials together with feature-length movies under films, and to compare
responses to specific programmes with programme genre. Pethaps most controversial must be the finding
that when asked which programme genre the respondents wished to see increased on TVRI, 26.9 percent
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opted for more religious programmes, 23.0 percent for more news, and 17.0 percent for comedy [Kohei and
Idns, 1990: 39-51]. Thﬁismobablymhxﬁcaﬁmofmponsebiagcausedbyﬁwﬁamatmereswchwas
conducted by govemment officials, though it could also be a reflection of thé 61.1 percent rural Indonesizns in
the sample.

WhatmightbemsonablydefhlcedbymeﬁgwesgmezatedmmaimchwasﬂBIwoﬂdnews,
1@%@%%@Mas,kﬂon&imlmguagemoﬁ&,mﬂ@bbeddm&waeﬁmmo&wﬁ&ed
Unfortunately the researchers handled the reasons offered for their popularity i a highly structured fashion:
as being informative, educational, entertamment, truthful, and so on. Of the domestic news and information
programmes,Woddnewswasbyﬁrﬁlemostpoptﬂarregim49.5percernofmns&mconnasttothe
runners-up, rural programs at 5.3 percent and national news at 4.3 percent. In the category of education and
religion, wpmwanmmﬁgiouspmgwmn%aﬂqmzpmgwmn&swmmmgistﬂedmmof 16.7
percent and 13.5 percent respectively. But these were significantly less popular than world news as well as
the most popular culture and entertainment programme classified as'Aneka Ria Safari and others' [Kohei and
Idris, 1989-90: 45-48].

542  Domestic commercial television viewership

Withmn the domestic audience there was little differences in segmentation as all stations aimed at the
middle class: RCTI clamed to have the middle/upper middle as its target audience, while SCTV positions
itself as 'family-oriented. However there was some segmentation by time, that is, each station reaching
identical segments but at different hours [Interview 1ds02.02]. TVRI2 and RCTI were the more popular
charmels as they provided local news and information from wban centres. TVRIN remained the most
popular chanmel amongst the rural population which comprised 70 percent of Indonesia, for some of whom it
was the only channel accessible.

At the time of fieldwork m Indonesia in 1994, the most popular programmes on domestic
commercial television were a mix of telenovelas, action dramas, and period dramas, virtually all of them of
foreign origin.  Interviewees had their specific explanations for the populanity of these and other imported
programming in terms of thetr appeal to Indonesia cultural values and tastes, rather than alleging any "'Westerm'
cultural impenalism. Country-of-origin appeared to be irelevant so long as local audiences were able to relate

well to the text and develop thetr own interpretation.

Telenovelas such as Paper Love, Cassandra and Maria Mercedes were the top rating
programmes in Indonesia and were particularty popular with down-market audiences [Interview
Ids02.09].

There is a story of a factory which changed its hinchrtime to match the time-slot of Maria
Mercedes. Tts populartty is not due to Brazihan culture but Iifestyle of wealth portrayed, and the
audience is probably not concemed that it is not American either [Interview Ids02.02].

Oshin from Japan is popular, but not as much as Maria Mercedes, perhaps because it is about
hardship which people can relate to [Interview Ids02.07].

The popularty of US programme McGyver may be because 1t uses Asian settings every now
and then [Interview 1ds02.09].

It is Hindu epics such as Mahabtrata, Chankoriva and Ramayana which have the highest ratings
when shown because the culture is close to that of the Javanese, the dommant ethnic group.
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Likewise, Chinese classics such as Tales of the Sword and Holy Book from Hong Kong, dubbed mto
Indonesian, have a large followmg [Interview Ids04.10].

The preponderance of imported programmmg on Indonesian television in 1994 might also be
explained by cost and therr populanity by relative quality, as is the case throughout much of the developing
world. Responses by Indonesian mnferviewees suggested that the situation was gradually changing with more
Jocal programming bemg commissioned by the domestic television stations, and the entry of related
businesses such as radio stations nto programme production. However much of it mvolved the adaptation of
popular foreign programme formats, sometimes by a foreign production house. For mstance in 1995, Anteve
commissioned a 200-episode Indonesian version of the popular US programme, Family Feud, to be
produced by the Singapore subsidiary of Grundy Productions which was set up just a year earlier to tap the
South East Asian progranmming market.

Local television programme productions cost US$15,000 for a 24-week series, whilst imported
programmes cost US$2,500-3,000 for each 4&-minute episode, plus trailers provided free [Interview
Ids04.03].

Prambors Radio [a eading Jakarta-based radio network] is going nto TV production for the
commercial stations because of the demand for programmmes catering to the target audience 1t
specialises in, namely 15-25 year olds. It is already into music and drama production, some of them
made into movies, and filure programmes for television might include news [Interview ds04.06].

Table 5F: Top 10 rating programmes on Indonesian commercial television, 1996

Programme Gewre Origin Charnel TRP  Viewers
. [000]
Doel Ahak Sekolahan Serial Indonesia RCTI 36 TATT
Bagi-Bagi Dong Move Indonesia Indosiar 33 6,788
Rahasia Sikembar Movie India RCTI 32 6654
Balas Kasth Ibu Movie India RCTT 30 6,263
Ba-Sho Sitcon Indonesia RCTI 29 5995
Symphont Dua Hati Senal Indonesia RCTI 29 5897
Dewa Kejahatan Movie India RCTI 29 5,887
Rahasia Masa L alu Movie India RCTI 28 5,846
Balada Tiga Sahabat Movie India RCTI 28 56%4
Shengrila Senal Indonesia RCTI 27 5576

Source: Netlsen SRG Indonesia's SR! Telescope, abstracted in Asian A&M [1996b]

The demand for local productionhaialsobeene)q)andingsime&leliﬂingofﬁle 10-year ban on
television commercials in the late 1980s and because the Indonesian govemment had been supportive of the
use of local production houses [Andrei, 1993]. By 1996, half the highest rating television programimes on
domestic television in Indonesia were Indonesian productions, mainly sitcoms and serials, almost all of them
on the first commercial station. RCTI (Table SF). While the remaining five top programmes were foreign
they were of Indian and not "Westem' ongmn, unlike the situation in earlier years, and were of movies, which
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might be explained in terms of minimal ‘cultural discount. The growth of domestic commercial television
mmdpop\ﬂaxityoflocalprogmnn@asweHasHansnaﬁmmlsateﬂitedmmelsxegiomlisingtheirpmgtmmne
offerings might firther stimulate the local film industry in Indonesia. '

543  Transnational satellite television viewership

Ommibus research utilising a representative national sample camied out by Survey Research
Indonesia (SRI) confirmed the low incidence of transnational satellite television viewing (Table 5G). Only 4
percent of mterviewees reported the ability to receive satellite television in their households, Although there
were higher mcidences in Semarang (24 percent) and Ujung Pandang (9 percent), m many other provincial
capitals the figures were neglible. The higher figures for Semarang might be explained in part by the more
predominant mode of shared cabling for satellite reception as well as the large ethnic Chinese population of
the city. The overseas charmels most received in the household, with or without dish-antermae were those of
Malaysia, particularly its privately-owned TV3. Semarang again led the ratings, which might again be
explamed by the preference of its dommant Chinese population for the higher non-indigenous
Malay/Indonesian programming of that charmel. However, Medan registered fairty consistently high ratngs
of 4-15 percent on most regional and transnational television channels, which with the one exception of
Singapore’'s were all govemment-owned. This might be explained by the fact that Medan in Sumatra had a
native population that was most similar linguistically and culturalty with that across the Malacca Straits in
peninsular Malaysia.

Table 3G: Transnational chanmels received in urban Indonesian households, 1993

Charnel Jakarta Bandung  Swabaya  Medan Semarang  UPandang
Malaysia ~ RTM 1 2 1 7 8 5 %
RTM2 - 1 1 10 1 3 %
V3 1 1 2 15 23 9 %
STV~ BBC - - - 5 - 3 %
Chinese - - - 5 - 1 %
MTIV - - - 5 - 1 %o
Prime - - - 5 - 1 %
SerPlus - - - 4 - - %
Source: SRI[1993-%4]

Likewise interviewees of this research were unanimous about the low incidence of transnational
satellite television viewership, and seemingly dismissive of its relevance to their organisations. Though their
explanations for these varied somewhat, they seemed to revolve around prohibitive cost of access to the
broadcasts for the masses, and the cultural appeal of transnational television programming to only the urban
elite segment of the population.
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Of the 189 mullion population of Indonesia only the elite have access to satellite television for
news, mformation, education [Interview 1ds02.01].

We&ctopsegraﬁofmdyoaﬂdappma&fmygogm&tthapefm
for local programming as well [Interview Ids02.05, 1ds03.06)].

Satellite television clamms a penetration of 10 percent of 'A' segmentt households, namely the top
three to four percent of the Indonesian population. Since the 'A2' segment eamed Rp 700,000
(US$315) per month and above, 'Al' eamed upwards of Rp 500,000 (US$225), the buying power of
this expanding middle-income group is high by Indonesian standards and increasing [Interview
1ds02.06].

In the muddle-class suburbs of Jakarta and other major cities where teachers, doctors, and civil
servartts live, three out of ten homes have access to satellite television [Interview 1ds02.07).

As parabolas are expensive, 1t is largely expatriates and wealthy Indonesians who can afford
personal parabolas [Interview 1ds04.01].

These views find corroboration in the findings of govemment research conducted in 1993 (Table
SH), which indicated that satellite television was very much a middle<lass phenomenon in Indonesia
attracting 77.1 percent of its audience from that socio-economic strata alone. Onty 20.0 percent of its audience
was drawn from the lower class which constitutes the vast majonty of this developing nation. Unfortunately
there were no statistics on socio-economic classes and mcome levels for the general population available for
COMPATSOn.

Table SH: Average famity monthty spending of Indonesian satellite television homes

Socio-econoric status Mamber Percentage
Lower tlass:

Rp 250,000 (US$125) & below 280 200
Middle class

Rp 251,000 - 500,000 (US$250) 530 380
Rp 501,000 - 750,000 (US$375) 286 205
Rp 751,000 - 1,000,000 (US$500) 149 10.7
Rp 1,001,000 - 1,250,000 (US$625) 75 54
Rp 1,251,000 - 1,500,000 (US$750) 35 25
Upper class

Rp 1,501,000 (US$750) & above 41 29

Souroe: Adapted from Ishadi [1994]

As Chinese languages were effectively in disuse in Indonesia, StarTV Mandarin programmes might
not have had much appeal to local ethnic Chinese. One government interviewee believed though that dish-
antermae might be used to watch Beijing TV, by the sizeable Chinese populations who had retained their
language in Java, Sumatra and West Kalimantan. The language barrier had since been reduced as the satellite
techmology allowed for the provision of separate sound-tracks in altemative languages, as was done by
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Star'TV for its Prme Sports chammel in English and Mandarin, Besides, StarTV had since begun
broadcasting a pilot television charmel directed at Malay/Indonesian-language audiences.

Census data on social activities reported that television-viewing ranged from 1121 percent among
those 25-29 years of age to 38.64 percent in the 30-64 age group [BPS, 1991: 25-30]. Over the post-
commercial television period of 1989 to 1992 ‘television viewing yesterday' ranged between 55.5 to 58.5
percent while media penetration rates for television among all adults ranged between 55.6 percent to 61.4
percent [PPPL, 1993]. However, more recent research conducted by SRI in 1993 indicated that only two
percent of respondents watched satellite television the previous day and one percent each claimed to have
watched it between two to seven days ago and longer. None of this negligible number watched it for any
significant length of time, though 98 percent of respondents declared themselves to be imegular viewers of
satellite television. Therefore the pattem seemed to be that of quite random viewing of channels [SRI, 1993-
%a). While research found that most dish-antermae were directed vertically towards the Palapa satellite, it
also found the majority of Indonesian were motivated to purchase them in order to watch foreign rather than
local television programming (Table ST). This was a candid admission in govemment-sponsored research,
though there was a sizeable number who cited what was vaguely classified as 'other reasons.

Table 5I; Utilisation of satellite dish-antermae m Indonesia

Mumber Percent

Direction of dishrantermae.

Horizontal 249 178
Venmlt 732 524
Rotated 415 298
Reason for purchase:

Watch local programmes clearly 380 272
Watch foreign programmes 863 618
Motivated by wife/children 313 24
Necessary for joby/statuis 9 71
Not so expensive 60 43
Most neighbours already have 1t 21 15
Other reasons 335 240
Source: Ishadi [19%4]

More recent research done in East Java for Australia Television confirms the confinued dominance
of Malaysian television, specifically TV3 in the transnational viewing preferences of Indonesian audiences
[Cohen, 1996]. Although access to other regional stations from Singapore, Thailand and Brunei was
available, including Malaysia's public broadcaster RTM1 and RTM2, it does seem like TV3 is the most
appealing to Indonesian audiences in a similar way to which RCTT dominates domestic viewing (Table 5)).
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Itisalsoclwrﬁuatsmmofﬂnbarmaﬁmalamac}ﬁwing}ﬁg}ﬂviewershipsmlrxionesiaﬂlan&leregional
broadcasters. Yet of these it is MTV which the urmer-up to TV3, though it is unclear whether this is in fact
reference to Channel V since the latter is not mentioned and MTV is listed Beside the other StarTV charmels,
mmycaseitdo&samw&mMCwleWSimhas&Eb@tdmofqossingaﬂunalmﬂlanguagebal.'riers,
at least among youth. The next preferences in transnational charmels are the news-oriented charmels of
CNNLAusnaIiaTelevisimarxlCanalFlame,wiﬁchwcordswiﬁmewsbeixgcitedby9l3percentofEast
Java respondents as bemng either mportant or very important benefits of having dish-antermae. It is worth
noting that 64.0 percent of respondents disagreed that transnational television programmes were superior to
domestic ones, but 86.5 percent agreed that they provided better information on intemational affairs. The
research also found that viewing of transnational television programming averaged 2.12 hours daily, which
took place mamly between 6pm and midnight [Cohen, 1996: 14-25].

Table 5J: Transnational television preferences of Indonesians in East Java, 1995

Sition Origin Reception Watched Watched Watched
% lastweek% — yesterday% — mostdays %
V3 Malaysia 927 027 20 210
MTV Pan-Asian 727 407 300 540
CNNI Globel 680 200 133 279
AusTV Austratia 787 167 93 122
CH France 66.7 120 73 188
TV Philippi Philippnes 82 80 33 77

Adapted from Coben [1996)]

This viewership situation in Indonesia could change further with the infroduction of the direct-
broadcast satellite (DBS) IndoStar in 1996 since it would make dish-antermae redundant and audiences
would require onty a US$100 locally-made aerial to pick up a high-quality signal. CNNi, HBO and other
transnational broadcasters using IndoStar are encrypted for pay-TV subscription whilst local broadcasters
such as RCTI and SCTV would remain free-to-air. Furthermore with DBS there would be control of the up-
link from within Indonesia, and thus there could be some measure of govemment regulation of content, even
that of transnational broadcasters who utilise the satellite. But the cost of access, suitability of programming
content and government regulation could continue to be dampers on the penetration and viewership of
transnational satellite television i Indonesia.  Although access to transnational satellite television n urban
areas is currently facilitated via a domestic cable provider, this may be condoned by the govemment only
because any cultural mfluences would be limited to Indonesia's socio-economic elite mmority who are
already quite well-integrated into the capitalist world-system.
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Although Indonesia adopted an ‘open skies' policy towards transnational satellite television, in reality there
was only a minuscule audience for such broadcasts, a small urban minority, believed to be largely expatriate,
local socio-economic elite or ethmically Chinese.  Otherwise the audiencés are those Indonesians residing
mamly in provinces neighbourmg other ASEAN countries and watching their culturally-similar stations via
spill-over signals. The mpediments to viewing StarTV especially in its ealy days as an English and
Mandarin broadcasters scemed to be prmarily the linguistic bamrier as Indonesia did not have a English-
language colomal hertage nor a dommant Chinese ethnic group. Perhaps equally significant was the
financial bamer of owning a dish-anterma for the vast majority of its population, or even of sharing one. The
next two Asian case-studies n this thesis, India and China, are also developing countries, yet their political-
economic, socio-cultural and media environments are somewhat different to like Indonesia's and so they pose
other interesting challenges to transnational satellite broadcasters.



Chapter Six
INDIAN TELEVISION MARKET

As the second largest market for StarTV after Greater China, the South Asian subcontinent is a fitting site for
analysis of the mmpact of transnational satellite television. Soon after its armival StarTV was the market leader
among all the transnational and domestic channels available in cable television households in India, cable
being the dommant mode of satellite reception n the country. Transnational satellite television is an urban
elite phenomenon m India with a quarter of all StarTV houscholds located in affluent suburbs of the
metropolitan cities of Bombay, Delhi, Calcutta and Madras. The Indian govemment had initially proposed a
law to restrict what it defined as cultural mvasion by satellite television, but later its public broadcaster resigned
itself to competing, even collaborating with commercial satellite broadcasters, transnational and domestic.
This chapter will analyse the phenomenal growth of transnational satellite television in the context of its
domestic cultural industries and wider economic development.

6.1 PUBLIC TELEVISION & POLICY

As with most developing countries, television in India began as a social experiment and tool to aid economic
development and national integration, rather than entertamment and commercial promotion.  Quite
rematkably it finctioned without direct competition in the form of commercial television due to the socialist
policies of successive govemments, right up till the amival of transnational satellite television.  Yet
paradoxically the predominance of development communications on domestic public television may have
spawned the growth of the informal video and cable industries which i tum spumred the penetration of
transnational satellite television. In this section we shall chart the significant phases of the development of
public television n India leading up to and since the anival of StarTV and other cormmercial broadcasters.

6.1.1  Social -educational phase (c.1959-84)

After initial reluctance by the govemment to introduce television due to the cost of the medium,
television began in 1959 through UNESCO assistance for an experimental station providing social education
for 20 minutes two days a week to viewing and discussion groups called telectubs within a 40km range of
Delhi. Another service for schools was established in 1961. In 1965 the govermment permitted the mehusion
of entertainment programming and the social/educational programming became less significant a component
over time. In 1967 additional programmes for farmers in 80 villages were mnitiated and by 1970 there was
three hours of programming available weekly within a 60km radius of Delhi. But because it was of low
power and limited range, television in India developed with a distinct urban and middle-class bias [Khanna,

1987].

6-1
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Rural experiment: The development of television in Indian continued to have the classical traits of
dependency on the developed world and adherence to the "Westem' mode] of modemisation. Access to
television received a boost in 1975-76 with the Satellite Instructional Teleyision Experiment (SITE) which
used a NASA satellite to bring educational programming to 2,400 rural Indian villages through locally-built
television sets and 'chicken-wire' antermae. Affer SITE, India expermented with a mimber of satellites before
laumchmg its own satellites m 1982-83, equipped to transmit television, radio, telephony and data. These Insat
satellites and the hosting of the Asian Games later prompted the massive growth of television in the country
til by 1986 its terrestrial transmitters covered 70 percent of its population [Hudson, 1990: 202-205].
Considerable research was done on SITE but these concentrated on short-term effects of exposure to
television, while 1gnoring long-term exposure to popular music, Indian films and drama, radio, newspapers
and other forms of mass media, as Hartmann ez a/ [1989: 256-263] concluded. Ore fact that emerged from
an anthropologjcal evaluation of STTE at a village was that the most mportant factor mfluencing programme
preference was use of the ethnic-group's language, particularly the village's own dialect [Agrawal and Malek,
1986: 52]. A lesser-known extension of SITE was the Kheda Communication Project which expermented
with decentralised production of television programming for development and so its broadcasts via satellite to
some 1,000 villages in the earty 1980s were highly successful [Contractor et al, 1988].

While the year-long SITE experiment may have provided invaluable experience to Indian engmeers
and administrators, and been a stimulus for the local electronics industry, besetting issues concemmg
programming and control of the television medium went unacknowledged by the Indian govermment.
Pendakur [1991] traces the experiment with satellite television to the recommendations of major US
electrogics corporations such as General Electric, RCA, TTT and Westinghouse in the Indian market In their
battle against All-India Radio's proposal for a terrestrial television system to be developed over 20 years, these
firns had an ally in Vikram Sarabhai, the head of India's space research programme, who had close
connections to the most influerttial family in Indian politics, the Netru-Gandhis. Mitra [1993a: 32-36] alleges
that all the research conduicted on SITE failed to consider the wider issue of state hegemonyy of rual culture via
television. Healsopointsomthatﬁlesocialandmlﬂn‘alhmlicationsof&)eennyofadvaﬁsilgmtoﬁle
medium was not researched at all, in the determination to find financial support for expansion of the television
service.

Advertising: In 1976 the television service, Doordarshan (DD) was delinked from All-India Radio
amibecameasq;aratedepmﬁnaﬁofﬁlel\/fmisuyofmfonnaﬁonandBroadcastingwimitsowndhector—
general [DD-ARU, 1994b]. The very same year DD began accepting advertising, despite its mandate as a
public broadcaster to development communications. Furthemmore, although DD was said to average a 70
percent reach of India's population, Vilanilam [1989] demonstrated that the majonty of products advertised on
it were beyond the purchasing power of 90 percent of them. Therefore he argued that such advertismg was
out of touch with the Indian poor’s basic needs for food, clean water, shelter, literacy and education. Through
content analysis Srikandath [1991] found that most Indian television commercials promoted the culfural
values of high technology and modemity, and consurnerist lifestyles with packaged foods and household
gadgets. While the television medium may have sought in the 1970 and 80s to meld the rural and urban,
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tradiﬁomlmﬂnwdansegnaﬁsofhxﬁaﬁ@mﬁm@leﬁﬁmaivaﬁsmgsﬁﬂseanedmrgaedmimsodo
economic elite. However, the govemment was also a major user of the medium for social advertismg via
both commercials and entertamment programming, although as Kumag [1992] pomted out this nexus
between govermments and corporate advertisers raised ethical issues.

Hmewaebhacei&motshhxﬁa,aivaﬁﬂgaownmﬁedmehmochmﬁonofmmsuml
capitalism in the late 19th century, when the colonised country became a market for Britain’s mass
production and a supplier of raw materials [Indian MIB, 1988]. A condensed history at this point may give
some perspective to these comments. India was the site of some of the oldest civilisations in the world,
having extensive trade links with other Asian and European kingdoms. But it was trade with Portugese,
French and British begun n the 16th century which led in the next three centuries to gradual anmexation of
various regions on the subcontment. As a result of wars both m Europe and India by 1805 the British East
India Comparty came mio control of virtually the whole subcontinent, and this was consolidated as the British
Indian Empire by the earty 20th century. Opposition to British political rule and economic exploitation in the
earty part of this century culminated in India gaining independence from the British Empire in 1947 when it
also separated acrmoniously from the newly formed state of Pakastan [Speake, 1993: 283-290]. Thus upon
attaming independence in the late 1940s the Indian nationalists had adopted a socialist economic model of
relative self-sufficiency, and thus the country's intelligentsia has reacted since to arty form of percerved neo-
colomialism such as advertising and marketing by muttmational corporations.

6.12  National culture phase (c.1982-1992)

. About the time India hosted the Asian Games in 1982, DD switched to colour transmission and
shifted its emphasis from social/educational to cultural/entertainment programming, aithough the distinction
was not enttirely clear. Also in 1984 a second charme] was commissioned for the Delhi metropolitan area and
over the next four years for Bombay, Calcutta and Madras metropolitan areas in which local language/ethnic
preferences in programming were catered to partially, though the primary motivation might have been to
target the urban elite. Transmitters within each state around these metropolitan centres were cormected
together progressively in the late 1980s to form regional networks [DD-ARU, 1994a: 92-94]. Apart from
minor changes n programming and distribution there were few developments in DD tll the amival of
transnational television in 1991. DD contimued to be a govemment bureaucracy and monopoly despite
parliamentary inquiries over 1960s and 1970s such as the Chanda and Verhege Committees. These
culminated in reports which advocated greater diversity of providers, even from within the public sector, and
autonomy from political abuse such as was seen during the Emergency imposed in the 1970s by Prime
Minister Indira Gandhi [Thomas, 1990: 4-13].

Programming: Television was still seen as a catalyst of social change by becoming a medium of
communication for national development, sensitising society about social justice, and educating the
population and developing its human resource [Acharya, 1987: 90,117). The idealised role assigned to DD
as a public broadcaster was to make people all over the country aware of their national cultural heritage and
appreciative of the cultural expressions which were hardly known beyond their local environments [Saksena,
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1991]. However, a programme flow study by Joshi and Parmar [1992] found that in all television centres,
loalldlmm/moviepmgtarrmmaooomﬁedforahnostaquanerofuarmiﬂonﬁme,“&ﬁchismmnpn'm' g
given the fact that India is the world's largest producer of feature films, Infoymation programmes dealing with
health and agriculture occupied another quarter while education took up 12 percent of the time, with sports
and news followmng closely. The percentage of foreign programmes was low generally and even nil n some
regional centires, with Doordarshan doing most of the programme production in-house. The success of a
Mexican telenovela in promoting social/educational themes such as family planning and women's rights in
Latin America was replicated in India in 1984 with the similar development of an indigenous soap opera
called Hum Log. The sexies ran into 156 episodes and enjoyed ratings of up to 90 percent in Hindi-speaking
North India or an average of 50 million viewers [Singhal and Rogers, 1989: 88-121]. Although it had social
development agenda, Him Log was also the first sponsored programme of DD and its success spawned
numerous other local soap operas created by India’s film industry and co-opted by its advertising industry,
because of their popularity with audiences.

An mportant determinant of programme acceptance was cultural relevance because another
television genre found to be popular m India was that of historical epics. However, on analysing the text of the
televised epic Mahabharat, Mitra [1993] found DD responsible for perpetrating a Hndu-Hindi cuttural
hegemony of India, a society which n reality is highly multicultural and multi-religious, m defiance of the
constitutional commutrment to state secularism. Religion is another dimension of ethnic, even national cultural
identity in India given the post-colonial history of its partition from Pakistan and Bangladesh. Though the
nation is officially secular, Hinduism is the predominant religion followed by Islam, Jainism, Sikhism,
Christi%mty and other sects [Rayner, 1992]. In recounting the religious significance given to watching a
related epic Ramayana, Vilanilam [1996: 83] goes firther to allege that broadcasting of such epics might
have been responsible for rise of Hindu fundamentalism in the Indian political sphere.

Considerable social research during this era anatysed the impact of commercialisation of the
medium on the programming fare. While Indian television did not resort to large-scale use of imported
programming, its locally produced programmes were criticised for appealing to mass tastes instead of bemg
socially relevant or negating cultural values [Khanna, 1987: 26-27]. Upon rescarching Bombay viewers,
Narayanan [1987] attributed television with causing the decline of social conversation, neglect of school-
work, addiction and passivity in viewership, though helpful in relaxation and alleviating boredom. Simularty
research by Trivedi [1991: 89-95] found all the usual disruptions to social life that he sought to mvestigate, but
notably those in the upper class’ sample were most inclined think that television had to little or no impact on
Indian culture as a whole. Commercialisation of the medium was implicated also in the portrayal of women
on Indian television, a key focus of programme research. Content analysis research sponsored by UNESCO
demonstrated that women were under-represented, were subservient to men, and played traditional famuly-
based roles. Even a feminist serial secking to enhance the status of women was undemmined by sexist
commercials by the programme's sponsors [Krishnan and Dighe, 1990]. A significant number of
commercials were found also to include women unnecessarily, to portray women in traditional roles or to
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treal women in a derogatory manner, even if they were middle-class, upper caste, urban with consumerist
Iifestyles [Prasad, 1994: 88-102].

Despite its programming madequacies DD penetration continueq to grow, because between 1982
and 1992 the number of government television transmitters increased from 39 to 531 Though this emphasis
mhmdwmehasbemuiﬁdsedmegledeamemadvaﬁ@gmvmueaﬂmglwof
programming quality [Bhargava, 1991: 6]. Over the same period the number of television sefs also increased
significantty from 2.1 mullion to an estimated 34.9 million sets making for a maximum Indian audience of
potentialty over 200 milkion individuals. Video parlours provided the poorer classes who could not afford a
VCR with an entertamment aitemnative to the dismal programming on DD, and were estimated to mumber
around 50,000 by 1988 [Noble, 1989]. Cable and satellite television had seen phenomenal growth in that
time, one survey indicating total cable viewership at 12.9 million individuals and satellite viewership at 1.65
million mdividuals at the end of 1991, just prior to the amival of StarTV. The growing popularity of the newer
Hindi charmel, Ze€TV, ensured continuing growth and estimates by 1993 were of some 15 million viewers
of transnational satellite television m urban areas, and, though no reliable estimates existed in semi-urban
areas, similar growth was believed to oocur. The change was exemplified by the drop in ratings of popular
programmes such as Hindi films on Doordarshan's primary channel DD1 from over 80 percent down to 49
percent [Kamik, 1993].

Advertising: In the earty 1990s Doordarshan (DD) had lost its previousty steady 20 percent growth
each year to its transnational and domestic commercial television competitors, before it decided to reorganise
and diversify m response. In order to meet the increased demand for programming to fill its new charmels,
DD prpposed to sell time-slots on them to programme producers or media brokers who in tum would air
programmes attractive to audiences and be authonised to sell advertising time to marketers. The allocation of
time-slots was to be on a first-come-first-served basis, but alleged nregulanties prompted a legal challenge by
newspaper companies expanding mto the television medium [Bhatt, 1994: 89-101]. So till the court rejection
of the scheme, it was possible to lease time-slots from DD's second urban-based charnel, DD2, and put
programmes on them within broad censorship guidelines. For instance, DD would sell tme-slots to a media
broker, for Rs 10 million (US$3.3 million) which n tum sold advertising to vanous clients for Rs 20 million
(US$6.7 million) and paid Rs 5 million (US$1.7 million) to the programme producer. In this way DD had
circumvented govemment restrictions on the advertising rates it could charge.

Following directives of the High Court, Doordarshan subsequently started accepting only sponsored
prograrmmes. Under the new 'stop-gap' scheme, a sponsor was to pay Rs 75,000 (US$2,500) for a 30-minute
non-film based programme, or Rs 300,000 (US$10,000) for a moviebased half-hour programme
[Economic Times, 1993]. Another altemative was for DD to buy rights to a televised event such as the
World Series cricket and then invite bids for a sponsor. A third altemative was for a programme producer to
approach DD with suitable programmes and seek time-slots, the telecast charge paid to DD bemng fixed
according to the time-slot sought, such as prime-time. In a half-hour programme, the programme producer
was allowed to sell two minutes of that in the case of film-based games shows, and only one minute n the
case of soap-operas and films, with DD retaining the right to sell the remaining advertising time permitted by
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law. ”Iheﬁnalaltmmaﬁveavaild)letoadvelﬁsexswas,ofoomse,ﬁleumaloneofptndxé@gadvexﬁsingspots
for television commercials, All of these altematives demonstrate that throughout this era DD was beholden to
mmmmmmmmmmmwmmm@mmgm&oﬁm
mmmms&nbmofbemgapmmbmmamﬁmmmmw

6.13  Ethmc-entertamment phase (c.1993-present)

WmMChbaahmﬁmwiﬂm&memﬂglobahsaﬁmplmﬁomwiﬁnm India's
political system had been more willing to accept change in its broadcast policy. The de facto 'openr-sky’ policy
whichcameabwtwithStarTVspehﬁleslowdmﬂlofDD,@q)eciaBmebmmmsﬂnughnualregionssﬁﬂ
had little choice but its channels [Sinclair and Hemphill, 1997: 13-21]. Thus StarTV's contribution since 1991
has been to rouse the monopolistic public broadcaster which previously was politically dominated,
complacent and mefficient. It reacted strategically to transnational satellite television by reJaunching all the
metropolitan-based DD2 channels as a single nation-wide Metro channel i January 1992 to cater to an
urban, middle-class, youth, upwardly-mobile audience similar to ZeeTV's. Initially this was offered
terrestrially to a few major cities but by 1994 was available via satellite to 15 cities [Interview Ind02.05]. In
August 1993, DD was re-orgamsed as five satellite channels apart from the primary channel: one each for
busmess news and current affars, entertamment (Metro channel), music, sports, and enrichment, though only
three channels were actually launched. Later realismg that its enrichment, sports, music and business news
channels would not attract programming, sponsors or audiences, DD re-organised its six channels into DD1
as Its pumary channel, DD?2 as its Metro entertamment channel, DD3 as an up-market charmel in English,
with D4, DDS and DD6 as regional language/ethnic charmels [Bhatt, 1994: 96-102].

Penetration: Doordarshan was characterised by media executives interviewed as sitting on a
goldmme since it was the only television broadcaster in the world which could reach 200 million viewers, as
when it screened Indian movies. It still dominated India since it alone had three channels available terrestrially
m any region without the need for private dish-antennae or cable operators: DD reaching 45 million homes,
DD2 reaching 12-13 million homes and DD3 reaching 7-8 million homes. The mtelligentsia of India
watched Doordarshan, especialty DD2 which concentrated on entertamment and was ethnic-language based.
Despite the hue and cry previously from political and social leaders over its adverse effect on Indian culture,
DD broadcast 2.5 hours of MTV daily on its Metro channel [Interview Ind02.07]. Even the flag-ship charmel
DD1 had national programming only from 20:30-24:00 howrs and at other tmes provided sub-national
programming in ethnic languages or dialects. It still mamtained four hours of educational programming and
six hours of social programmes: news, women's issues and development. But DD also commissioned
privately-produced quizzes, shorts and chat shows and produced social/educational programming m-house.
It was believed that DD would ultimately become a commissioning house, thus mcurring less production
costs while providing better programming,

Doordarshan went mto satellite broadcasting itself with DD1 being made available on Insat 1D,
broadcasting partialty in Bengali, Oriya and Telugu languages, and on Insat 2A partially in Assamese,
Kashmin, Malayalam, Tamil. Marathi, Karmada and Gujerati languages. A firther fivecharmel package of
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Metro Entertainment, Music, Business & Current Affirs, Sports and Enrichment was broadcast terrestrially
to six million television households in four metropolitan areas: Bombay, Delhi, Calcutta and Madras from
December 1993,arxiavailablevialnsaﬂBarxisateﬂitedslwtﬁezmtqﬁxex&stofhﬂiaorano&xer4.9
million cable television households. These new channels were to experment with semi-privatisation by
lmsingﬁmempﬁvatepmducﬁmYDus&sMnWOMdetepmgmmneswiﬁanDpreWawmdseﬂ
commercial time to advertisers [HTA, 1993]. By August 1994 in a determined bid to combat the growing
sub-regional ethnic-language satellite channels such as Asianet, JamTV, UdayaTV and SunTV, Doordarshan
re-organised itself once again, this time into 10 ethnic language channels in addition to the National Network,
Metro Channel and Ennichment Channel, each uplinked from the regional station where that language was
dominant and made available via a satellite antenna throughout the country [HTA, 1994c].

Thus it was possible for Indians to watch programming in their own language or ethmic culture
regardless of where they were located in the country. Entertainment on Metro had expanded in response to its
nsmg popularity and with the manifest intent of giving stiff competition to the Star channels. A broad range
of programmes had been put together mcluding the 300-episode Dallas, a Hindi serial Mirch Masala, a
multi-star Junoon, a detective senial Gelrai, and many Bombay-film based programmes [Interview
Ind02.05]. A re-designed, up-market, English-language DD3 was launched by Doordarshan in November
1995, featuring two award-winning movies weekly, one intemational and one Indian, a daily episode from
Discovery Charmel, classical music, and an hour-long news programme daily mncorporating in-depth
analyses. Broadcast free-to-air from Insat 2-C, India's newest satellite, and available via cable throughout the
country plus terrestrialty m the four major cities of Bombay, Dethi, Calcutta and Madras, DD3 was designed
to compete head-on with the transnationals like StarTV, TNT/Cartoon Network and others [Intemational
Cable, 1996]. Thus DD was compelled by competition to give voice to different groups and perspectives,
and provide better production quality and more mteresting programming,

Programming: The rationale of Doordarshan became that it was better to lose DD1 audiences to its
own DD2 to DD15 charmels than to ZeeTV and StarTV channels. Thus the DD2 or Metro channel, which
enjoyed two hours of prime-time every day, screened popular Hindi movies, privately-produced quizzes,
film-shorts and chat shows that were Indian clones of StarTV and ZeeTV programming genre. Over time
Doordarshan news presentations became less stilted, and though its news coverage still had scope for
improvernent, public issues were often discussed candidly [Straits Times, 1993a]. One DD executive
commented that 20 years earlier when national integration was paramournt such a strategy of decentralisation
would have been unthinkable, but today there was recognition that national culture could co-exist with ethnic
diversity in a symbiotic relationship [Interview Ind02.05]. But the more pragmatic reason for DD putting in
this considerable effort was to counter the growing impact of transnational satellite television on 1ts advertismg
revenues, although the latter had been found by surveys to attract only about five percent of the Indian
viewership. Lack of access to satellite dish-anternae, particularty in niral areas, and the prevalence of English
in satellite television programmmes then were the primary explanations for the transnafionals not achieving
higher penetration and viewership [Times of India, 1993].



Indian Television Market: 6-8

Whmﬁwhxﬁmgovemrmtproposeda]awtomsﬁictﬁle'cxﬂunalmvasion'by%teﬂiteandcable
television, StarTVoomnaedwiﬁlmofferofaummﬂeronitsmteﬂite,asammofsavhgoneofits
larger markets [AWSJ, 1993b], which was not taken up. Instead Doordarshan embarked on a Rs 7,000
million (US$233 million) expension of the television network, to achieve 95 per cent coverage of the
courttry’s population by 1994. On its newer chanmels, DD programming began to resemble its transnational
satellite television competition. It began to broadcast imported soap-operas such as Dallas and Dynasty,
ncorporated MTV programming into its schedule and pursue rights to infemational sports competitions such
as Wimbledon. Its aggressive woomng of advertisers has also meant changes to its own standing rules with
regard to the use of foreign models and locales, and permitting advertising by foreign banks and airlines. But
DD had also gone to the extent of denying use of its satellite uplink facilities for the transmission of an Indian
cricket series by StarTV to which it had lost the domestic telecast rights [Pathania, 1996]. Then in October
1994 when 1ts Channel 3 was relaunched DD tied-up with Asia Business News (ABN), a satellite business
charmel for the region to provide stock-market information from around Asia to its viewers [Mullick, 1994b)].

In its determination to upgrade DD had tied-up with CNNi for staff training and technical assistance
[Interview Ind(2.07]. Furthermnore an agreement was worked out betweeni CNNi and Doordarshan and
approved by the Indian cabmet, by which a transponder on Insat 2B was to be utilised by CNNIi in retum for a
quantum increase in the dissermination of news of India globalty [Rai, 1994]. CNNi began broadcasting from
July 1995 but the deal, worth US$1.5 million annually to DD, faced constant calls from opposition parties m
the Indian partiament for its cancellation and objections from other transnational and domestic commercial
broadcasters denied uplinking rights. Meanwhile DD quietty entered the pay-T'V arena with its Movie Club
Channgl in 1995 transmitted 15 hours daily from the Insat2B satellite. In conjunction with the National Film
Development Corporation and Canal Plus it screened 28 movies per week [APT-C, 1995: 105]. Yeton the
development communication side, after a long hiatus, there were plans to launch in 1997-98 one satellite,
Gramsat, dedicated to rural development communications, and in 1995 there was a short-term expenment to
train women elected to the village councils [Joseph, 1996]. All of DD's strategic moves suggested that, due to
its dependence on advertising revenues, DD no longer saw itself having a special role as a public broadcaster,
no matter what the political thetoric clammed.

Advertising: Despite efforts by DD to woo viewers, sponsors and producers back to the national
network, commercial revenue from the mam DD1 charmel declined over 1993, as advertisers displayed a
decided preference for the Metro channel, where in fact the proceeds went to the private programme producer
and not to Doordarshan. Figures for October 1993 were Rs 2,260 million (US$75 million), against Rs 2,300
million (US$77 million) the previous year. In the first half of the year, the Metro charmel got 24 hours of
advertising, of which 10 hours was a shift from Doordarshan's main channel, whose share of advertising
shnmk from 21 percent to 17 percent and that of regional networks from 79 percent to 73 percent. The
infroduction of a one-minute increase in free commercial time (FCT) on DD1 was one attempt to entice
programme producers back to the main channel and to help finance costs of big-budget productions with a
more than cotresponding cut in FCT on the DD2 or Metro charmel to compensate. Although scheduling of
hit' programmes was altered on DD2, the television rating points (TRPs) for this Metro channel showed a



[ndian Television Market: 6-9

negative impact from these changes, as for example the music programme Superhit Mugabla which went
down from 50 to 30 TRPs. Advaﬁserswaeevidmﬂywﬂmppy“dﬁlﬁ)ed]ang%toﬁ)eMdmchameLam
ﬂmwasa&xreatoft}m1mkh1ge]sawhaaforﬁﬂmnemcablewlemioqifdiﬂ”mmtbemowed
mmmmwiﬁlwgg&sﬁmﬁomﬁwadvaﬁmamwpmgmmmgmixwasplmmedbyDDmmﬁﬁ
mainandMem)dmnlsoomplemenﬁng@xhoﬁler,ﬁleaimbeingtohavetheviewerﬂippmgﬁomchamel
to charmel withm DD [Kang, 1993].

ﬂwgaﬂalommmmmngadvaﬁshgagmcswas&mDDhadbemam&sﬁﬂmfaﬂmgoﬁ
the competition from transnational television broadcasters, as proven by the fact that most advertisers were
still attached to DD. When advertisers switched to StarTV which reached nearty 20 million of India's 870
million people, paying as much as US$4,500 for a one-minute time slot, DD geared up to fight transnational
satellite television on themr own temms. A dissenting view would be that DD's unfettered expansion from one
monochrome station to 15 colour television channels in a decade had nevertheless been characterised by
debacles, alleged comuption, a failed teletext venture and sometimes heavy news censorship. For Lall [1994]
DD had failed to compete with commercial satellite television due to its mnability to produce quality
programming to match its ambitious expansion plans i the face of continued globalisation, privatisation and
diversification of India's broadcasting industry. Breakdowns in service, poorty-timed programme slots,
mustakes in cues, graphics and captions, and overall lack of creativity continued to be the case with DD when
fieldwork m India was done m 1994 for this research.

As a public broadcaster Doordarshan had constraints on its development initially such as the policies on
ml‘un'a{mtegraﬁonandpoliﬁ@lm]ityofﬁlelncﬁannaﬁonTwentyyearsagonaﬁonalimegraﬁonwas
paramount on the Indian political agenda, yet even in the 1970s and 1980s there was evidence that television
broadcasting in India was flrthering the agenda of its political and economic elite. Observing the influence of
the media on political reform movements in Eastern Europe in the late 1980s and earty 1990s may have
caused some concem to govemnments in Asia and helped motivate their leaders to leam how to be able to
manage social change. Thus with politico-economic liberalisation and globalisation of the world-system, the
Indian political structure has been prepared to accept finther change in broadcasting policies not envisaged
before the 1990s. Symbiotic diversity seems to have become the new catch-phrase in cultural policy in India
as in many developing courtries, and in the following sections we look at some of those changes in the
regional and national television environment which prompted India's political and economic elite to re-
examine their policies and strategjes.

62  TRANSNATIONAL COMMERCIAL TELEVISION
By the mid-1990s about a dozen commercial networks, with over 50 channels between them, competed for a

share of the Indian television market. It was said that the pioneering pan-Asian satellite network, Star'TV, had
considerable impact in India because a sizeable proportion of its 830 million population, estmated at 20
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million, comprehend its predominant language of broadcast, English. Soon after it began broadcasting most
of StarTV's four English language channels were available on the unregulated cable networks. Its success
was soon emulated by other transnational television networks, among them CNNi, ABN, Australia
Television, and Sory, not to merttion domestic commercial ones using the satellite medium such as ZeeTV,
Jam, and ATN. This section will examine the performance of StarTV in the context of the increasingly
competitive environment for satellite and cable television that is India.

621 STV

Penetration: Almost exclusively urban, Star'TV audiences were only a fraction that of DD with its
reach m both urban and predommantly rural India. Stll this was achieved despite the fact that audiences had
to pay cable operators for the privilege of watchmg the transnational service. Particularty n the urban stums
prior to the growth of local language channels, audiences for StarTV were watching programming which
was somewhat unrelated to their daity lives, though no less absorbing, Thus comments by interviewees on
the seemingly insignificant size of StarTV audiences need to be seen in this wider context.

StarTV caters 1o the etite: onty 10 percent of Bombay and 6-7 percent of Delhi, curmulative or m
other words, watching Star Plus for a minimum of 5 minutes per week [Interview Ind03.03].

By 1994 they still had very low viewership, even when satellite and cable television (audience
research) panels were boosted to get 'A’ socio-economic status population segment [Interview
Tnd01.03].

The highest rating on SterPlus is about 3 points, compared with Ze€TV at 3540 points, and DD
around 65-70 poirts [nterview Ind01.05].

Theswc&ofStarTVwasprimalﬂybecausehbecarnepmtofachjsterofdmmlsonpre@dsﬁng
nelghb‘omhood cable networks i television entertainment-starved India, the development of which will be
explained in a later subsection of this chapter. In the early years of StarTV, cable television in India was
laxgelyanmbmphemxmmnamioompﬂsedasigmﬁcamﬁacﬁonofmbantelevisionmusdlolds,evm if it
was a small minonty national ly.Thiswasdmmns&atedbymchoorxmdedmhxﬁaandaquwledgedm
approximate terms by interviewees:

StarTV viewers are a sub-set of cable subscribers, namety 70 percent of all cable viewers, and

90-95 percent of those in Bombay [Interview Ind03 04].

The latest figures m 19% indicate 45 million households with television sets, 8 mmuillion

Mldscabled(ZOpawﬁ)pamperﬁaxmm@gtowOnﬂhmviewasforDDl,andSO

million for satellite and cable television which is about the population of Britain [Interview Ind02.07].

On an all-India basis. satellite and cable television comprises 20-25 percent of television homes,
butin cities it was larger [nterview Ind01.08].

On the basis of a survey of 20,791 households across 122 cities and urban towns in late 1993, the
pmetaﬁonofStarTVwaseﬁimatedtobe7,278,000hom&swhichaooomtfor25pen:entofallTV
households, 17 percent of total Indian households and 88 percent of non-terrestnal TV households (Table
6A). T}n}ﬂgh&tpamaﬁmwasmﬁlecﬁyofAmnedabadatﬂpawﬁofaHWhomes, followed by
Bombay: 40 percent and Bangalore: 32 percent, all three of which were rather cosmolitan cities. The Indian
stat&swiththe}ﬁghestpenetraﬁmof"IVhom&weminﬁlemxﬂlandwestofmecommy,namelyﬁljamt 58
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percent, Haryana/Himachal Pradesh: 43 percent, Madhya Pradesh: 33 percent, and Maharashtra/Goa: 33
percent [StarTV, 1994a].

Tkwoorﬂ]mgestnmﬂcﬁfmSthamossitsfmmﬁvyasSomhAsia(or&xehﬂim
suboontinertt) and West Asia (or Middle East), of which India was the proverbial jewel in the crown. In India
alone Star TV households mumbered 102 million in 1994 and, counting ZeeTV part-owned also by News
Corporation, was the market leader among all cable households in urban India which mumber 11.8
households or 37 percent of all TV households. Cable was the dominant mode of satellite television
reception at 84 percent. StarTV was an urban phenomenon in India with a quarter of all StarTV households
located n the six metropolitan cities of Bombay, Delh, Calcutta, Madras and Hyderabad. Regionally, while
westemn India had the highest penetration at 91 percent of cable households, the south was a close second at 90
percent. Since the average StarTV household comprised 5.9 persons, there were an estimated 60 million
viewers. They were more affluent with monthly household incomes of Rs 3,370 (US$1,100) compared with
Rs 2,727 (US$900) of all TV homes, and owned more huxury consumer goods. StarTV household
members had a higher comprehension of English at 49 percent than general households at 42 percent, and
'viewership yesterday' was over 20 percent of all StarTV households and highest among the upper socio-
economic groups. It is noteworthy that 'viewership yesterday' was highest in Madras, Hyderabad and Cochin
in South India [StarTV, 1995a] where Hindi is not dominant and where the number of English-educated is
probably higher.

Programming: The reasons for the popularity of StarTV were not uniform across charmels or
across audiences, and had to do with specific programming, Interviewees offered therr opirions of why each
dmc}hadsp&iﬂapp&lbpmﬁaﬂm%gnaﬁsofhdmwddy,wh&amhaﬁsedmeﬂs@gaﬂm
adaptations, such as to its colorial experiences. For Prime Sports, the explanation for its popularity had to do
with its commitment to broadcasting cricket matches which has a loyal national followng dating from its
infroduction by the British colonists:

Indians are not enthused over sports except for cricket, and there is no inferest in soocer except n
the states of Bengal and Goa [Interview Ind01.11].

Prime Sports is of interest to Indians, for example, onty when cricket tournaments were shown;
otherwise it has 2 minuscule audience in India. But Prime Sports has been influential on domestic
television, for DD began showing major termis tounaments from senmi-finals orwards, mimicking
Prime Sports which did so from their start [Interview nd02.07].

One reason why Prime Sports is doing well is that it still has founder-advertisers on multi-year
ocontracts [Interview Ind02.04].

The BBC television service seems to have benefited fiom the reputation for evenrhanded reporting
which its radio service had among its sizeable and long-standing audiences among the English-educated in
India. But one interviewee did point out that the service was not as unbiased as it claimed to be, while another
interviewee felt that it was popular not for its worldwide but Indian news coverage which probably provided a
courtterpoint to the staid DD coverage of the same. In fact the BBC coverage of the Ayodhya mosque
destruction in December 1992, a relatively local incident prudently ignored by DD, was widely blamed for
provoking or at least fuelling cormmunal riots nation-wide [Straits Times, 1992]. This may be one of the more
legjtimate anguments made agamnst transnational satellite television by govemments n the region and may
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nece&itateaoodeofedﬁcstosamsiﬁsejomﬂists,ecﬁtorsandpmdlmsofnmsewio&sabowme
oonsequamofnewsitemspmtoair,ifnotaselfiegtﬂatorybodyformemuﬁmalsateﬂitetelevision
industry.

BBC television has considerable credibility in Indizn eyes because of their experience of the

%ﬁom@mﬁd&b@m&ofﬁnhmwmmofﬁtmmmew

'BBCwoddscwioeisﬁmdedbyFaeignOﬁioeamisoisnotaIansofﬂ)egovmmmas
believed by viewers, unlike the BBC domestic service which is finded by license fees [Interview
Ind02.07).

Even BBC is popular only if there is a news item on India, for weekly round-ups like India
BusumquntaMmmhcﬁmcbamnﬂmyissfnwnﬂmmdewhxDl.Oﬂ.

The only other channel which attracted comment from interviewees was the StarTV music channel,
ongmally MTV and later Channel V though often miistakenly referred to by the former name. There was little
doubt that it had revolutionised advertising creativity and consequently had considerable impact on Indian
youth, though there were doubts expressed about how long the trend would last. Charmel V's popularity with
audiences and advertisers was attributed to its promotion of a hybrid Indian-global youth culture rather than a

"Westermised' youth culture.
The Star'TV mussic channel, MTV has a followmg among the youth in metropolitan areas
[Interview Ind01.02]
Watching MTV might prove a short-term trend since their parenits may not continue paying for it
unless it is part of a pay-TV programming package [Interview Ind02.08].
Charnel V has done better than MTV only because of top-rating programmes such as BPL
Oye!" which features Hindi film songs [Interview Ind03.03].

¢ In keeping with its regionalisation strategy following the Murdoch take-over of the network, in late
1994 StarT'V increased its collaboration with ZeeTV, the domestic commercial broadcaster and UTV, a local
programme production house, both of which its parent company News Corporation also partly owns. This
resulted in jomt production and marketing of two new channels, one free-to-air and another subscription-
based. The first, EL TV, was a Hindi general entertamment channel which transmitted two hours initially and
would expand as it infroduced subregional/ethnic programmmg such as 3.5 hours of Tamil programmes m
ealy evening. The second, Zee Cinema, was a pay-TV movie channel which is in competition with Star
Movies which also broadcasts English-language movies with Hindi and Arabic subtitles. In January 1995,
StarTV sold 50 percent of its highly successful Charnel V to other multmationals: EMI Music, Sony
Pictures, Wamer Music Group and BMG Entertamment. Having thus mereased its strategic alliances in the
music entertainment industry Channel V was spiit a couple of months later mto Hindi and Mandarin services,
the former offering some 'live' programmes from Bombay [APT-C, 1995: 38-39].

In October 1996, the Star Plus channel infroduced locally-produced Hindi-language programmes
serials, soap-operas and game-shows mto its evening prime-time, displacng the English-language
programmming of similar genre for which it was famed. There was speculation that even its English-language
programmes would be ncreasingly produced m India. A case m point was the new Star News slot which
was famed out to a local mdependent production house, New Delhi TV. ZeeTV accused StarTV of
breaking an understanding that the latter would not offer more than 10 percent Hindi-language programming,
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The new relationship between the two allied broadcasters was characterised as 'competitive collaboration’ or
pmnmmscnnedlamwlsmﬂoompditorsmodﬂs[AsianA&Ml%]. ‘This surprise move pitched
StarTVnotonlyagaiImZeeTVbutalsoDD,SETarxiahostofnewIn‘cﬁmwmnemialchamelsinthe
mtense battle for advertising revenes. About the same time, StarTV hired as its chief executive in India the
former director-general of Doordarshan. Soon after News Corporation gained approval from the Indian
govemmentt for direct mvestment in News Television India, paving the way for it to gain domestic
broadcaster status [Boulestrean, 1996b]. Together these developments have come to symbolise the

completion of StarTV's transformation from a global, pan-Asian up-market broadcaster to a quasi-domestic
mass-market one.

622  Other transnational charmels

CNNi: The first experience of transnational satellite television for South Asia was not StarTV but
coverage of the Gulf War courtesy of CNNj, and this was historically more important in opening up the
Indian market than it has been given credit for. It was broadcast via a USSR satellite as a statement of Tumer's
vision of detente and a vain attempt at distancing CNNi from US foreign policy biases. CINNi had pioneered
the satellite television market for 24-hour news, even though it was mocked in the US i its early years. Yet
CNNi was successful in the US and in Europe while the long-niming BSkyB was still struggling. Through
CNN}, a number of relatively ‘closed' societies now had experience of news from a different perspective. In
1992 when CNNi broadcasts for South Asia moved to ArabSat, it was not able to organise other satellite
television providers in Asia to follow it to that platform. Then ArabSat let CNNi down when it moved its
sate]]jtqtowaxdl\/ﬁddleEasttomhactoﬂ\ercﬁemsarxisoCNI\ﬁwasamn-p]ayermh]djamﬁlquaﬁtyofits
signals were stable. By contrast the entry of StarTV was a success because it was part of a cluster of charmels
on AsiaSat1.

Table 6A: Non-terrestnal charmels received m Indian households, 1993

Charmel Delivery Language ATV households STV households
SerTV Satellte English %5 % 10 %
ZecTV Satelite Hindi %5 % %5 %
Vikocharmel  Cable hdanlog 26 % 91 %
Englishchannel ~ Cable English 16 % 60 %
SuriTV Satellte Tarnil g % 3 %
Plisan TV Sagellite Urdu 7 % 2% %

~ ATN-Gold Satellte Malayalam 7 % 28 %
ATN-One Satellite Malayalam 6 % B %

Source: Adapted from Star 1'V [ 19%4a|] Homes Penetration Report. Incia.

‘Gang of Five". Subsequently CNNI put together a consortium of broadcasters dubbed 'Gang of
Five' on ApStarl and ApStar2 comprising HBO, Discovery, ESPN, Tumer, and CNNi, with Channel 9
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(Australia), NBC, ABN and other channels joining in later. Since CNNi had encrypted its signal it had two
moome streams: S-star hotels which paid subscriptions on a per-room per-day basis, and homes via one or
two cable-operator networks per city mainty m South India which peid voluntarily [Interview Ind02.07]. In
1995CNngoﬁﬂedMﬁDwdaﬂmbhoadmst%ﬁnhsaQBsﬁelﬁ&bapotaﬁdmﬂjmofm
million viewers in India and an additional five million households elsewhere in South Asia for an anmual fee
of USSL5 million. It was a deal objected to by opposition political parties concemed about cultural
MMMasweHasdxnammrmaddhoahaﬁasmhadbempmMHtedmlegalgomﬁsﬁom
broadcasting via Indian domestic satellites previously. Stll in July 1995, CNNi began broadcasting 22.5
hours of 1ts own programmes together with 1.5 hours of Doordarshan news and current affairs. In tum
Doordarshan broadcast CNNi for an hour each day on its DD1 national, DD2 metro and DD3 channels.
Bolstered by this development, CNNi has signed similar re-broadcast agreements with domestic broadcasters
in Pakistan, Sri Lanka and the Maldives [Lahiri, 1995c].

Orhers: Other transnationals followed suit though they have penetrated the Indian market via other
means than Insat, notably the PanAmSat satellite Pas4 launched i late 1995. Through it and via the Indian
Modi Entertarnment Goups satellite channels and cable network Disney and ESPN became available to India
[Zubrzyckd, 1996]. Then Asian Business News launched an Indian service, ABNI, in conjunction with an
Indian production house, TV18, and broadcast also via the Pas4 satellite to over a million houscholds
[Masters, 1996a]. It then tied up with the large Hincha cable network which had a two mullion-strong
subscriber base primanty in Bombay, Delhi and Bangalore. The same year MTV staged a come-back,
adopting its rival Channel V's strategy of Indianising its service and gomg one better by having a three-hour
slotonPoordarskmh1akﬁﬁmtoi130wn24410urservice [Asian A&M, 1996c]. Also m early 1996 The
Discovery Channel stepped in to fill the void left by Doordarshan's abandonment of documentary production
and broadcast due to fnancial constraints and the mnability of documentaries to attract audiences and
advertising sponsors. Though largely using US programming partly Hindi-dubbed, Discovery was planning
to dub them In other Indian languages and produce local documentaries with some foreign expertise
[Television Asia, 1996b].

The Japanese had also entered the market quietly on the Pas4 satellite with the Sony Entertamment
Television (SET) charmel, owned 60 percent by Sony and 40 percent by Argos Communications
Entertainment, a Singapore firm.  Drawing mitially on soap operas, serials, game shows and movies from
Sony's Columbia Tristar and Indian movies from the Argos 400-ttle library, the channel commussioned
1,000 hours of Hindi programmes i its first year [APT-C, 1995: 102]. It would add two more charmels, one
in Tamil and the other amusic and movies charmel [Narang, 1996]. At the end of 1996 there were plans for a
joint-venture digjtal sateltite charmel by CNBC/NBC and StarTV which would offer entertamment and news
programming and possibly be carried by the Hinduja's nCablenet network [Asian A&M, 1996¢]. A stnking
similarity of all of these transnational broadcasters was their commitment to cultural contextualisation of their
programming which has necessitated strategic alliances with Indian production houses and cable networks,
even other players in the Asian television market.
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623 Cabletelevision

India was cabled long before transnational satellite television amived because entertamment
mogmnr@ngdewkwasM@mﬁmedonﬂmﬂymHhxﬁ.‘SondghMMmdmbleopaM&
known locally as ‘cable-wallahs' provided Hindi and English movies, along with soap-operas like Dynasty.
These cable services were popular as they were less expensive than borrowing from video libranies and more
convenient than using video parlowrs. Video news was also on offer as an altemative to DD's more
politically-mnocuous version.  The leading news-magazine, Jndia Today, produced Newstrack, while the
Hmndustan Group produced fndia View, and both sold these programmes to individuals and cable operators
[Interview Ind02.02]. Begmmng in 1984 in Bombay and spreading to Gujarat and Maharasthra, it took
another six years to reach Delhi and was then largely an wban phenomenon. Thus the cable mdustry had
been around for almost a decade, taking advantage of the lack of laws goveming their operations, to wire
apartment blocks and urban neighbourhoods [Rahim, 1994]. It is only since the launch of transnational
satellite television channels that the mumber of cable television networks grew exponentially (Table 6B).

Table 6B: Cable television network growth in India (estimates)

Year Operators Yer  Operators
1984 100 1990 -

1985 450 1991 6,000
1986 800 1992 15,000
1988 1,200 1993 50,000
1989 2,000 19%4 150,000

Sourcd:; Chartra L60 Bumeit [ 199%]

When the Gulf War began, cable operators who had been around for almost a decade, took to
buying satellite dish-antermae in order to relay CNNi's 'live’ coverage of it. Having invested in the hardware
they sought new uses after the War. Initially all satellite dish-antermae were tuned to CINN1 but since the end
of the Gulf War were re-directed to AsiaSat] for StarTV and ZeeTV charmels. Since satellite dish-antennae
cost Rs 20,000-25,000 (US$650-800) each, most consumers chose to have access to satellite television via
cable subscriptions. Thus Star TV reach in India benefited from the pre-existence of cable television in India,
and the cable industry received a further boost in consumer demand in late 1991 to mid-1992 from the advent
of satellite television. The role of cable operators in the growth of StarTV in India was a pomt made

repeatedly by interviewers: . .
StarTV concentrates on India and Taiwan because of cable which n the latter case, for mstance,
is 60 percent of the entire country [nterview Ctn01.03]. . N
Cableopaatasamladﬁbnﬂﬂ@faSermﬂZeeTV,arﬂ&Bywﬂdnm&Bnm(dlfm
views are not acceded to [Tnterview Ind02.08]. .
Essentially StrTV has replaced video libraries which are now m declme, but some StarTV
gogrmmrm}mebemsembefaeviaﬂnsehhmi@[hmviewhd)l.ll].

Each cable operator wielded considerable control over programiming seer, although he or she
needed 1o take into account the majority opinion of the neighbourhood. It was not possible for a cable
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operator to provide all 20 charmels available because of the costs of purchasing multiple satellite dish-
antermae and of a receiver for each charmel transmitted to homes. So they practiced charmel-sharing,
showing Ze€TV all day on one chanmel while all other satellite stations shayed the remaining 10-12 charmels
provided to homes among themselves or with cable operator-selected mevies, often two stations per channel
over a 24-hour period (Table 6C). For instance, Bombay which drew its residents from all over India had
suburbs which were segmented ethnically and so cable operators provided the ethnic language programming

which was preferred in their neighbourhoods. The subscription charge was about Rs 100-150 (US$3-5) per
household for a 12-channel package.

Table 6C: Size and services of Indian cable TV networks

Mamber of subscribers % Noamber of channels offered %
Less than 100 subscribers 6 One charmel 5
101 t0 250 subscribers y2) 203 charmels 23
251 10750 subscribers 35 4 chermels 35
751 to 1000 subscribers 20 6 channels 27
1001 to 1500 subscribers 2 More then 6 charmels 10

Source: Khare | 1993 ]

Cable operators came from varied backgrounds though unaccountably video library owners had not
diversified into this industry. Because of the relatively low set-up costs of usmg the family television set and
memloy&m&muwwamﬂmmmelwedxmedwﬂedmgdmmmsm. The
avemgé'cablerwa]lah'opexatedﬁomamxaﬂmominmapaxﬁnemblockonﬂmemofofw}ﬂchﬁneweze2or
3 satellite dish-antermae. Along one or more walls would be a bank of VCRs which taped satellite broadcasts
for later transmission or played movie videotapes. Along with a divider, receiver, frequency modulator and
booster, the total investment was about Rs 50,000 (US$1,700). Each cable operation covered a radius of half
tooneldlomdleandevayneighboumoodhadabomfomopemtors,&chdiffaemiaﬁngitse]fbysewiceand
programme offerings [Interview Ind01.06]. Since competition was fierce, many offered free installation and
more programming such as up to 16 television channels and two movie charmels. 'Years ago cable operators
started by just providing one DD channel and one video charmel which screened three movies a day and they
dmargedabwtﬁlesamembsaipdonfeeﬁmaSmeMy.

Cableopexaﬁonsinanumberofciﬁ&swezea]legedtobeoontro]ledbyorgamsedcdmeormdﬁr&le
protection rackets of corrupt local police. Perhaps for that reason the cable industry in the Bombay area was
virtually controlled by the criminal underworld [Interview Ind02.08]. The Cable Operators Federation of
hldiawamedtoseesomexegtﬂalionofﬁleirﬂumyasmeyhadanremlymlegalreoomsewhencablesweze
stolen or illegal tapping occured. There had also been moves towards cooperative operations such as
establishing single control rooms, through cable operators' associations. Between 25,000 and 35,000 cable
networks and SMATYV systems were estimated to be relaying free-to-air satellite channels into one in three
Tndian television households. Co-operation between operators was imperative if only to reduce costs since
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wbsaipﬁonshadmthnwsedmpmpoxﬁmtoﬁlemmmnofpmgmmnmgoﬁ”ae(izmdﬂmwastobean
aﬂataﬂmanmxat35w40paoanof&1bsmpﬁmrevmu&shnposedbygovmnem Added to this was
the amendment to &woopyﬁgl'ﬁlawwtﬁchmfmoedcopyﬁghlamipryvented operators from illegally
redistnbuting encrypted channels [Cable and Satellite Europe, 1994a].

Expectations of the broadcasting ndustry in the mid-1990s were that cable networks would confinue
to be mstrumental in the further growth of transnational television in India, In fact nterviewees speculated that
in the future pay-TV systems developed by existing and newer transnational and domestic commercial
broadcasters would be used to deliver their chanmels, pethaps m conjunction with local cable operators.

Though there was some dissent about the feasibility of its implementation in India.

hxl()%}é);?p[ﬂ 1995, some 37 new stations will be on satellite and cable television [Interview

Most Str TV channels are expected to become pay-TV chanmels since this would represent a
major ncome source with minimal effort such as charging the cable operator a nominal fee per
subscriber [Interview Ind02.02].

Out of the 12 million cable viewers, 8 million might acoept their cable operator passing on the
cost to them by askang for another Rs 10-20 [US$030-0.50] more each month in subscriptions
[Interview Ind01.10)].

Given the relatively free or cheap acoess to transnational channels thus far the concept of pay-TV
and pay-per-view is unlikely to be popular with the general population in India in the near future
[Interview Ind01.03].

With growing numbers of satellite channels to re-transmit, India's cable operators would be forced to
upgrade ther systems, making a strong case for mergers. The lack of trust between cable operators in
Bombay may be a bamier, but the industry would ultimately have to be un on a corporate basis with adequate
nfrastructure. Merging among themselves or accepting nvestment from outside the country may be the only
option, causing India to be one of the world's most lucrative markets for cable hardware [Malhotra, 1994].
Together with the passing of the Cable Bill and other broadcast legislation, the estimated 50,000 cable
operators were expected to be forced to merge or else go out of business, as most of them had neither the
expertise or finance to expand alone. Major global and domestic electronic and communications firms were
expected to enter the cable ndustry in India are investors and franchisors, and as a result a shake-out of the
industry was very likely by the late 1990s.

Table 6D: Media ownership and regulation in India, mid-1990s

Medium Ownership Regulation
Press Private Independent
Radio Govermment Controlled
Private Controlled
Cinema Private Independent
Teestrial TV~ Govermment Controlled
Satellite TV Private Independent
Cable TV Private Controlled




Indian Television Marker: 6-18

624  Liberalisation/deregulation

Transnational satellite television was one of the few media which were independent of govermment
regulation (Table 6D), whﬂedomesﬁctmwnaltelemionmmnedastat‘emmolymmewiym mid-
1990s despite various proposals for change [Venkateswaran, 1993: 15-16]. In the Govemment's efforts to
restrict it and restore advertisers to Doordarshan, the finance ministry issued a directive to the Reserve Bank of
India (RBI), barming the release of foreign exchange specifically for advertisements on transnational TV
channels, particularly StarTV. To advertise on Star'TV a firm had to be a qualified exporter, approved by
RBL The sole advertising brokers for StarTV, Mediascope Associates, were instructed by the RBI that
companies without a minimum annual export income of Rs 1 million (US$33,000) were not allowed to
advertise on StarTV [Interview Ind01.10]. There were only three or four advertising media agents approved
by RBI who got paid in Rupees by their clients, deducted their commission and then claimed foreign
curency from the RBL But this stipulation was dropped after representatives from those charmels held
discussions with mimnistry officials and threatened to take the govemnment to court for acting unconstitutionally
[Interview Ind04.01]. This episode is illustrative of the difficulty of the govemment in regulating the industry
indirectly in the absence of specific laws, especially given the democratic nature of Indian society.

Under pressure from both an adverse balance of payment situation and foreign lenders, India
hastened economic liberalisation m almost all sectors n mid-1991. Under the then finance minister
Manmohan Singh, the reforms aimed at reducing fiscal as well as extemal deficits through expenditure cuts,
devaluation, and measures to encourage foreign capital mflows. While they were welcomed by business
groups and the middle class, opposition from the nural electorate, the moderate left and much of the Congress
party s{owed the reforms. Only through understanding the many players: the World Bank, transnational
corporations, domestic business groups, the state, the middle class, can StarT'V's continued reception in India
be understood [Conlon, 1994], a point which interviewees acknowledged. The advent of transnational
satellite television in Asia and the liberalisation of the Indian economy were concurrent yet mdependent

events which stimulated the development of each other all the same.
Satellite television amival coincided with economic liberalisation virtually to the day [Interview
Ind04.04].
Though foreign exchange controls have been lowered, but they are not thought to affect the
media much because other export controls are still n place for political reasons to prevent the
nvasion of foreign cultural values and even ZeeTV is not exempt from them [Interview Ind01.01],

Transnational television broadcasting itself was probably not violating any Indian laws or
intemational regulations, though the cable system which was the primary means of disseminating the signal
in India almost certainly was. So until laws goveming cable systems were in place most cable systems were
quasi-illegal, though there was no way that the Indian govemment could have tumed back the clock by
making them manifestly illegal. In fact the early growth of StarTV in Incha resulted from a vacuum in the
broadcasting regulations then as the interviewees were quick to pomt out. Ironically while StarTV and
ZecTV were fiee of Indian regulation they were subject to regulation at the point of signal uplink, namely
Hong Kong,
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A legal vacuum exists vis-a-vis satellite and cable television since up-linking from India is
prohibited while cable systerns and satellite dishes proliferate [nterview Ind01.02].

Previously no satellite up-linking was pemtted n India, but an exception was made for ESPN
with Indian cricket [Interview Ind 02.08).

Both StarTV and ZeeTV are controlled by Hong Kong laws regarding the proportion of
programmmes by category, language, and so on [Interview Ind 02.03].

ZeeTV 1s not allowed under its license from Hong Kong to produce news, only current affairs
programmes [Interview Ind 01.05].

Bewm.kdaSgeogmiﬁm]lylmgaﬁmaﬂofﬁmﬁngovamTﬂnMgob&km
satellite television through, for example, the removal of satellite dishes [Interview Ind01.01].

Cable operations were primitive in the early 1990s since there was no govemmment policy statement
or any form of regulation apart from the stipulation of the Indian Telegraph Act dating from the 1890s that
cables do not cross roads and not be buried i the ground. The Act, modified m 1980s, required a licence only
for satellite dish-antermae directed at Insat sateflites for a nominal one-off fee of Rs 50 (US$1.70) though in
practice there is no policing of this requirement. Furthenmore since cable operation was private, there was no
censorship of its programming [Interview Ind01.02]. The Cable Bill passed m early 1995 required that all
cable television operators be registered with their local post office, though after the deadline only those in
major towns had done so. A minimum of 51 percent equity must be held by Indian residents which does not
seem to faze the multi-service providers run by nonr-resident Indians. Furthermore every cable operator had to
re-transmit at least two DD channels, one of which had to be the sub-regional language channel, but because
these DD channels require the purchase of additional equipment by cable operators, their inchusion will be
limited in the short-temm.  All encrypted services were subject to the programming and advertising codes
applicable to DD, but how cable operators will self-censor them is unclear. The Indian govemment reserved
for itseffthe right to suspend cable operations on vague grounds of public interest and law-and-order [Lahir,
1995b: 25-26]. The net result of this Cable Bill will be further consolidation of the ndustry and dominance
by big business, both domestic and foreign, which would firther test the survival of India's innumerable small
cable operators.

As transnational satellite television and domestic cable operations were mutually complementary
raﬁlert}mopposiﬁona],meviewe)q)medwasﬁuatﬁxelaﬁerougmtobemoomagedbymegovmmernas
a means of information dissermination. Dua [1991] argues that cable networking has the potential with
technological development to become a form of interactive communication and to influence television
programming, TheCong;&govemmentmpowerindlemid-19905wasinfavowofderegu]aﬁonofd1e
media industry to permit investment by multinational corporations, though there were reservations among,
them and especially the opposition. Thus there was much conjecture at the time of the research fieldwork
about the form of that regulation by interviewees from mdustry as well as policy-making bodies, which was

revealing about their preferred scenarios. | -
T}Emmgﬁr,NamshnMRao,ismfhvanof&lederegtﬂaumofmandtelemm
particularty in allowing foreign equity. BmqupmedWmhﬁcmm&emohgopow,_fa
instance the Hindustan Times which has the most to lose as single editior/single city paper [Interview
Ind02.04].
FmﬁlrchegmﬂaﬁmﬁmdtcmdsmddtgoposedbﬂbefaepaﬂMmmm@dgny-
wide private commercial television stations simlar to the British and Australian model [Interview
Ind04.03].
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Blnrpmﬂjmmhﬂswaﬂdbeaﬂowed,meMhoadmsﬁnngde@eqmym
these stations will be perrrtted. There would be no separate legislation for satellite television dishes
orDBS,asthemlype:mmedfmnofreoqﬁmwaﬂdbeﬁNJghmbletelevisimwh]ethem]y
nndeofﬁmsmssimfastaﬁaslﬂ(eZﬁeW,Jameﬁsomwaﬂdmmmmﬁamﬂy
[Interview Ind04.03]. r
_ Netwcxidngofslaﬁcmwﬂ]a]sonotbeaﬂowedbecauseof&)egovamrﬂn’sfmrof&)emecﬁaas
ﬂhmmedbyhﬁtaGmxh’smﬂganymoamslﬁpm&BIWOs[thWewhmM].

In1995ﬂxeSthemeComtofhxﬁanﬂed,almngoﬁmerﬁ)mgs,ﬁlatwaenogeogmphicalbaniasto
communication, that everv citizen should have access to broadcast signals, and that single-source information
was at odds with democratic society. More specifically it ruled that the airwaves were not govermment
pmpatybmpubﬁcprq)atwaﬂchoolﬂdbeusedbyanyhxﬁmciﬁzmandthaIDDhadnon'ghttoforbid
other broadeasters from uplinking their signals to a satellite [Lahiri, 1995a]. Under pressure from the
Supreme Court judgements for a new broadcast media law and independent supervisory authority, the
govemment convened two cormittees to review a previously proposed broadcasting law and propose a new
broadcasting policy. One committee recommended that both domestic and transnational channels be
allowed to uplink from India, while the other recommended that uplinking be limited only to domestic
charmels while foreign equity in them be prohibited. In anticipation of some liberalisation of the law and in
order to raise revenue, DD began permitting Indian domestic channels to uplink to satellite or transmit via
microwave their respective news bulletins from DD facilities around the country [Wanvari, 1996c).

Speculation was rife within the industry at the start of 1997 that a new broadcasting law was
mminent which made DD mdependent of the government, license terrestrial broadcasts by commercial
television throughout the country, permit up-links from India, and allow foreign equity in domestic
broadchsters. In anticipation of such a bill passing domestic commercial satellite broadcasters, ZeeTV and
SunTV lodged applications to broadcast temrestially [Asian A&M, 1997c]. However m May 1997 a
protectionist bill was presented by the Indian government and shelved by the parliament citing other pressing
legislation, but not before convering yet another committee to review and recommend changes to the bill
Meanwhile the American Business Council has drafted its own bill as part of its lobbymg effort for foreign
equity and up-linking rights on behalf of broadcasters such as Star'TV, CNNi, ESPN, Sony, MTV and
CNBC [Asian A&M, 1997h]. Periodically there are press reports of visits by the likes of Rupert Murdoch
and Ted Tumer to India which mvariably nclude audiences with the Prime Minister and other top politicians
and officials. It is quite clear that global media corporations have a vested mterest in the decisions of Indian
politicians conceming their domestic media policy, possibly taking advantage of the mstability of successive
coalition governments since the last national election.

As we have seen in this section, India has attracted a number of transnational charmnels mto a relatively
untapped television market, with StarTV and CNNi trail-blazing the way for ESPN, MTV, Sony and others.
With a per capita income comparable to that of China, India in the 1990s represents an attractive consumer
market to multmational corporations, even if the figure is still a contrast with that of developed countries.
Only in recent years has it sought integration into the capitalist world-system, shifting to a market-based
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domestic economy open to foreign nvestment and trade. For much of the 50 years since its independence
India adopted a semi-isolationist socialist form of political-economy while it became selfsufficient in
agriculture, and the tenth-most industrialised country in the world. Thus the growth of transnational satellite
television m India is symptomatic of the liberalisation of the country, a slow process given reservations about
social and cultural change, not to mention political and economic dependency. Nonetheless the qualified
success of transnational satellite television has been accompanied by the unprecedented development of a
vibrant domestic commercial television industry in India into which we next look.

63 DOMESTICCOMMERCIAL TELEVISION

As the world's seventth largest country geographically and second-most populous country India is a market
which can support a large and complex domestic television mdustry, as the recent years of economic
liberalisation and media policy of 'latent access' have demonstrated. Dominating the South Asia region
geographically, politically, economically and culturally, India is flanked to the East by Bangladesh and
Bumma, to the north-east by China, Nepal and Bhutan, to the north-west by Pakistan, to the south by Sn
Lanka and the Maldives which are subsidiary audience markets for television targeting India. Its own 23
metropolitan cities, the major ones being Bombay with 12.6 million, Calcutta with 10.9 million, Delhi with
838 million and Madras with 5.36 million, have formed the primary target market for the transnational
satellite television channels as we have seen in the previous section. But it is India's total population of 846.3
millioqor 16 percent of the world's population densely occupying onty 2.4 percent of the world's land mass
[Indian MIB, 1993] which must be the market driving the growth of the new domestic commercial television
broadcasters we shall examine in this section.

631 ZeeTV

In October 1992 a group of domestic and non-resident Indian mvestors launched ZeeTV, utilising
the same AsiaSat1 satellite as StarTV. It was a Hindi-language charnel able to cater to both urban and rural
areas of India, the latter relatively untouched by StarTV. Though Doordarshan had long reached that
segment, ZeeTV was fiee of the former’s restiictive programming policies.  Ze€TV  represented
diversification into the entertainment industry by the Essel Group of Indian entrepreneur Subhash Chandra,
which was in the packaging business. To launch this chanmel Chandra formed a joint-venture in Hong Kong
called Asia Today Limited (ATL) in partnership with StarTV and unnamed norr-resident Indian mvestors.
While Essel was responsible through a firm called Zee Telefilms Ltd for producing the programming, ATL
was responsible for the uplinking of the charmel from Hong Kong [Nadkami, 1993: 24-25]. ZeeTV was
broadcast across three time-zones, targeting the Indian domestic market as well as NRIs (nor-resident
Indizns) in the Middle East, and was said to have become profitable after just six months on air. In December
1993 News Corporation purchased a 49.9 percent stake in Asia Today, acceptance of the minonity position
explained as a means to avoid an adverse reaction by the Indian govemment [Dubey, 1993b].
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Programming: The ZeeTV programme staples of Hindi films, variety shows, games shows and
talkshowsprovidedhxjimviewas“dﬂlareﬁ&lmlgaltamﬁvetoﬂlestaidpmgmrmnmgonDD,mostof
them made by its own subsidiary Zee Telefilms. MonﬂmaﬁeritslamphZeeTVwaschaﬂmging DD
channels for their share of the higher socio-economic segments of Indian television audiences (Table 6E).
Followng equity participation by News Corporation, plans were announced by ZeeTV to double its
broadczm'nghomsto24perdaybymid—1994,to]amchaseoorxichamelpomﬂ)lymoﬁlerlmﬁan]mglmg&
on the next satellite, AsiaSat2, and to explore potential markets for Hindi-language programmes in Europe,
North America and Afiica [Dubey, 1993b]. To cope with the increased dermand for programming, ZeeTV
tmnedtoindependmtpmchx:ﬁmhous&,amongthemUnitedTelevision(UTV)whichwpp]iedalsoDD.

Table 6E: Share of Indian prime-time audience: AB socio-economic class, 1993

DDI ZeelV DD? SarTV Orhers

Sunday 28 27 17 3 25 %
Monday 8 20 56 15 1 %
Tuesday 15 39 28 15 3 %
Wednesday 24 31 3 19 3 %
Thursday 11 21 51 11 6 %
Friday 12 23 37 20 8 %
Saturday 25 24 17 10 24 %

Source: HTA [1993a] The changing media environmen.

‘ Towards the end of 1994, ZeeTV unexpectedly termmated its long-term agreement with UTV for
the production of some its more popular serials citing poor production values. The real reason was believed to
be ZecTV's displeasure at having lost its bid to purchase a 49 percent stake in UTV by the News Corporation
subsidiary 20th Century Fox [Mullick, 1994a]. In diversifying its production sourcing, ZeeTV formed a
production company in Sharjah, considered jomt productions with Pakistani companies, and began purchases
of programming in other Indian languages [Dziadul, 1994]. By 1996 ZecTV was reported to be exploring
the possibility of dubbing some of its Hindi programmes info sub-regional Indian Ianguages to reach new
audience segments as well as dubbing sub-regional programming into Hindi for its prime market [AMCB,
1996c]. In response to a highty diversified market that followed the launching of several satellites and new
rival channels, it began operating in the late 1990s as a multi-channel broadcaster called Zee Network
comprising ZeeTV, EL TV (targeted at the youth market), Zee Cinemna and Music Asia [Wanvar, 1996a.

Penetration: ZeeT\ had a major competitor in the public DD2 or Metro Channel which was
available only in the four metropolitan cities. It was more watched than ZeeTV since satellite and cable
television households which could receive the Latter comprised only 40 percent of all TV households. In rural
areas ZecTV penetrated onty 902,000 households or 5.1 percent of all TV households, which was evidence
that Doordarshan was the only channel with a significant reach i that sector [Rai, 1994]. Sall the
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achievement of ZeeTV in such a short time was considered by interviewees commendable in India's very
competitive television environment.
Viewing altematives are growing with not only DD1 or National Network, DD2 or Metro
cl’ﬂnne. 1, DD regional/ethnic hngmgelesMoll,ZeeTV,arﬂwatarTchmmls,hn
JamTV, SunTV, Udaya's Kanada charmnel, and CNINi as well [Interview Ind03.03).
ﬂp;&;lrmchlea;x}cﬁﬁeWc}mnﬂsmenaqmiﬁcbypogmmrgme m contrast to the
transnational channe as Pnme § Charmel V and CNN, :
nterview nd03.07]. pors © YO pasply Shs

India has the ability to build satellites with 50 transponders each. StrTV i
Doorthrs}mift}lelaﬂarc}nosetommde[hﬁerviewwm]. = 1o metch for

The penetration of transnational satellite television in India grew exponentally only through the
populan'tyoneeTV,eﬂ)eciallymﬂleciﬁ&ofﬂmemrﬁlandw&tofﬂmeoownry. Cable networks did not take
off ill the amival of Ze€TV, and 1ts predecessor and stable-mate StarTV was the beneficiary. The reasons for
Z&Wsou@mﬁghmkmdwascmvassedamongﬂmdme&smﬂﬁmwasoorm;sofopirﬂonon
the ‘cultural discount' factor m programming being critical:

Onty 0.01 percent of Indians can identify with StarTV programming, While StarTV launched

MTV i September 1991, and other channels by December 1991, its penefration was only 1 million

houscholds till ZeeTV was launched. Only in October 1992 when ZecTV joined it on the same

satelh%] ]chd cable connections increase leading to significant StarTV penetration [Interview
While ZeeTV started out piggy-back on SerTV's popularity, by 1994 itis SarTV thatis piggy-

backing on ZeeTV's popularity. Claiming over 7 million households in urben and rural India, Zee is

the dommant satellite chanmel. particularty in the Hindi-speaking west and north of the country.

Though strongest n cities over a million in population, it has sigmficant penetration even n smaller

towns [Interview Ind02.05].

StarTV is an English-language medium niched by sports, news and so on, while ZeeTV is the

start of real programming choice for the Indian mass audience [Interview Ind02.05).
India carmot be used as a dumping ground for mtemational programming for it has resisted
¥ cultural domination for 5,000 years. Only three percent can speak English and so unless transnational
satellite television channels entertam m Indian languages, they will never attract audiences [Interview

Ind01.11].

By early 1996, ZeeTV was clamming a penetration of 15 million out of the estimated 40 million TV
households in India, not counting other audiences abroad. In Europe where it broadcast 17 hours a day as a
pay-TV channel via the Astra 1D satellite and used SkyTV's channels for direct-to-home broadcasting,
ZeeTV claims 83,000 subscribers and a viewership of some 350,000 viewers in Britain alone among
expatriate Indians, Pakistanis, Bangladeshis and Sri Lankans.  About 30 percent of its European
programming was made locally at its fulty-equipped London studios, while the rest was supplied by Zee
Telefilms [Sidhu, 1996]. ZecTV is also camied for 1.5 hours daily on the pay-TV Intemational Charmnel
which reaches 72 million Asian homes though not all of them are ethmically Indian. Since the earty 1990s it
has been available in Mauritius, which has an ethnic Indian majonty, via an arrangement with a domestic
broadcaster there. It was launched also in Fiji in mid-1996 as a pay-TV service in comjunction with TVINZ,
catering to a sizeable ethnic Indian population there. From 1996 ZeeTV was also available as a premium-tier
chamel on the South Affican pay-TV service, Multichoice, targeting the estimated 500,000 Indian
households throughout Aftica [Singh, interview 1996].
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632  Ofther Indian commercial television

Asia Television Network (ATN): IlmlgmatedmAugust1992almd0fZeeTV,wiﬁ1muchpublicity
as the world's first Hindi satellite television charmel, ATN failed to take oﬁ;since its reception required cable
opexatcxstomsta]laseomddisharﬁmmeatsomeemmsetoreoeiveafewtmmsofpmgmmnmgpernight
It was overtaken by ZeeTV which commenced two months later and was available along with the StarTV
channels from AsiaSat satellite. NoadvezﬁsingwasplaoedonATNsmoeithadonlyashonnmﬂm Later
ATN,MgModmnlsWa&nRu&dmswlsimsateﬂjtqmmmgedmmchm8mi]1ionviewersor
6 percent. of all Indian TV households by January 1994, The ATN One channel had programming links
Mﬂlodﬂmﬂitetelevisiondmw]s,canynganas,meAmaicanABCand"[hamesTV,whilethe
ATN Gold chamelprogtarmnmgmajoredonHﬁxﬁmovimandgeneml entertamment [APT-C&S, 1995].
To make itself more attractive to cable operators, ATN was said to be planning a multi-channel cable
television network, with four of the 16 proposed channels being pay-TV chanmels [Entertainment Times,
1993a]. But mterviewees seemed fairly soeptical of ATN claims of charmel expansion, penetration and
viewe:ship,n;a%%ngoonmxe{invsewchasz

IN promises channels but from past experience the industry tends to discount their
prormuses [nferview Ind02.04].

By mid-1993, ATN was claiming that 65 percent of cable operators in Bombay had installed a
second dish and were distnibuting its charmels, while Indians in the Middle East and in Europe were
also reached by ATN [Interview Ind01.02].

ATN is not watched much in India because it is not re-transmitted by cable operators. One

reason 1s that winle CNNt and JainTV are on the same satellite, ATN is on a separate one. Even

though its programme schedule is in the newspapers 1t is not popular with audiences, and so there are

few advertisers on it [Interview Ind01.07].

* The industry scepticism was well-founded since ATN ceased transmission shortly thereafier and
only recommenced m mid-1996. By migrating to the PanAmSat satellite Pas-4 from Gorizont, it was able to
reach 77 percent of Indian audiences which was comparable to ZeeTV at 85 percent and StarTV at 82
percent. A key to ATNs resurgence might be its programming and marketing alliance with the Modi
Entertammentt Group (MEG) and the latter's 26 percent equity partnership in the former [Narang, 1996]. Itis
worth noting that MEG's competitive strength n tum lies n its strategic alliances with Disney, ESPN, and
United Artists among other global media corporations such as Carlton Communications of the UK. In 1996
ATN was gomng public to raise funds to fimd two new channels, ATN Prime and ATN Music, to broadcast
from Pas4 as well as Gorizont II, and enter the DTH market [Lahri, 1996c].

JainTV: Financed by non-resident Indians, 'Jam' is an acronym for Jomt Amencan Indian Network,
but might also be named after its main shareholder, Dr. JK. Jain, or after the Jain sect of Hinduism of which
he was a member. Denied access to state television in the 1980s, Dr Jain, a political activist with the Janata
party, the largest single party in the opposition, used to travel the country showmng political videos from high-
tech equipped vans. In operation since January 1994 and transmitting from the Russian Stationar satellite,
JamTV was the first 24-hour charme] and soon penetrated 66 percent of all cable operators m India. Since the
Stationar21 satellite was located at 103 degrees, and AsiaNet was on 105 degrees, the same dish antermae
could be used to recerve both, with only an additional low-noise block needed [Interview Ind02.06].
Circumventing Indian laws by uplinking from near Moscow, JanTV imnovated the real-time broadcast of
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Bombay Stock Exchange prices, late-night adult movies, and 'live' coverage of state elections, Once again,
mterviewees were not confident i JainTV's future, questioning its claims, credentials and hidden political

agenda:
Though previously only a studio-owner, Jain TV bas achieved one-third of ZeeTV penetrati
Jai f%mmlyﬁ?rvm -l )
am programmes, though some Bengali, Malayalam, Tarmil, and
toKanrradabe ]mhngmguage. ﬁgzi, a:xze}&muanﬂyammmmmof thetr respective festivals. JamTa'\I/mLachrms'
mso repeafs programmes, broadcasting progranmmes
8:30-9:30pm [Interview Ind01.04]. good only from
Rather misleadingly the 14 ‘channels’ mentioned m its public relations material fe
chﬂ“eJrentTp{/ogxamrmg categories [Interview Ind02.06]. P really refer o
~ JamTV isnota significant player but it is clearty pro-BIP (the opposition despite 1ts denials.
Itsmda@dﬁtSafﬁm‘c}mmlmﬂtadvmm,givmiBmhggys)mﬂ@ It is finded
bmeRmdanhth(NRDmmey,mghﬂyﬁunthﬂﬁsaIﬁijabisaboad News
programming will evenfually be de~controlled n India, a situation for which JamTV was said to be
waiting [Interview Ind01.11].

In an attempt to Increase its penetration JamT'V also floated a proposal to form a cable forum with
cable operators to assist in the procurement of quality programming in retum for sharing the advertising
revenue [Cable Quest, 19%a]. It also had plans to outfit its fleet of 125 video-vans with satellite dish-antermae
to bring JainTV to India’s nral market [Karp, 1994]. However by 1996 it was off-ar pending a public issues
to raised Rs 180 million (US$52 miillion) to upgrade its studio and software library [Masters, 1996a] .
JamTV ceased to be mentioned in the industry media and did not appear in any comprehensive listing of
Indian television channels, perhaps its decline due an ideologjcal disdain of collaboration with domestic
political power or transnational economic poweTr.

‘ When broadcast and advertising industry executives were interviewed for this research m 1994 they
were manifestly aware of the chanmels in the south of the country but considered it a niche market of little
mport. All the same they recognised even then that the next stage in the development of satellite and cable

television was the shift from India-wide Hindi to state-based ethnic-language programming,

In the Indiian television market it is possible to niche only by language [Interview Ind01.04].

Because 50 0 60 percent of country is Hindi-speaking, ZeeTV, JanTV, and ATN are i that
lmgmge,ﬁuxgh]ﬁnWﬁmpaamssonmenﬂmﬁBmgaﬁnogmmmg[hﬁaWewkﬂO&OQ].

Now there is a Tamil station, SunTV, a Malayalam station, AsialNet, and a Kannada station,
Udaya, all of them appealing to ethnic preferences [Interview Ind01.03].

In Madras, ZeeTV has only 20 percent penetration in contrast to 60 percent for SunTV
[Interview Ind03.03].

SunTV is used primarily to reach Tamil Nadu, and so other audiences are considered a bonus,
for example Tammils m the Middle East [Interview Ind01.10].

Generally speaking JainTV, SunTV, AsiaNet have stll not taken off by late 1994 [Interview
Ind01.07].

STV The worlds first Tamil-language satellite service was provided by SunTV which
transmitted from the Russian satellite, Gorizont, and reached 8 percent of all Indian TV households by
January 1994 [APT-C&S, 1994] with programming which was mainly blockbuster Tamil and Hindi
movies. It was only with the advent of regional channels such as SunTV in April 1993 that cable began to
grow in Tamil Nadu [Interview Ind01.04]. Stll, the peneiration of SunTV in October 1993 was low m
Madras, at only 4 percent of all TV households due to the low penetration of satellite television in general.
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But it was higher in the rest of the Tamil Nadu state at 14 percent and even higher at 21 percent in the
cosmopolitan city of Bangalore in neighbouring Kamataka state [HTA, 1993d]. However, by 1996 SunTV
had achieved advertising revermies of Rs 450 million (US$12.9 million), 2200 percent increase over revenues
of the previous year [AMCB, 199%c]. With a penetration of 86 percent of Tamil Nadu, it was the only
sate]]itenetwommhxliaoﬁler&mZeeTVtoumpmﬁtable,wlﬁchwasemu@tobewooedbyStarTvm
van. In its primary market, the Tamil Nadu state where Tamil is predominantty spoken, SunTV had three
charmels:  SunTV, Sun Music and Sun Movies, out of a total of seven competing charmels [Wanvar,
1996b]. By the end of that year SunTV was being retransmitted by Singapore CableVision with which it
shared cable subscription and Sri Lanka's private Maharaja Television with whom it shared advertising
revenue [Narang, 1996]. Perhaps recognising the limited market and competitive environment of its home
state, SunTV was targeting wealthier diasporic Tamil communities globally.

Gemini & Eenadu: In neighbouring southem state of Andra Pradesh, where Telugu is spoken by its
70 million population, two competing channels began in 1995. Gemini TV was owned in partnership with
SunTV and other Madras-based film studios, while Eenadu TV had links with the leading Telugu newspaper
of the same name. Although Gemini TV broadcast for onty 12 hours a day, it was leading in advertising
revenues over Eenadu TV which broadcast 18 hours [Wanvari, 1996b]. Yet by 1996 there were reports that
Eenadu TV had achieved a viewership of 3.3 million [AMCB, 199%c]. In another southem state of
Kamataka, where the Karmada language is spoken, Udaya TV broadcasts for four hours daily and was also
part of the SunTV stable. The only southem state in which SunT'V had no television channel as of the mid-
1990s was Kerala where Malayalam is spoken and where Asianet had a considerable head-start with its
integm%edsatellitearﬂmbleopemﬁm

Asianet: This first Malayalam-language channel was beamed via the Russian satellite Ekran M
which does not require a satellite dish antermae, just a helical one costing only Rs 4000 (US$1,300). Since
Kerala did not had a pre-existing cable network Asianet created a unique distribution network by naugurating
15 satellite dish 'farms’ across the state where dish antermae needed for the various satellites such as AsiaSat
and Fkran-M were installed and signals redistributed to as many as 100,000 neighbouring households. This
cable system was set up with the approval and technical support of the Kerala state's electricity board enabling
the use of its poles for cabling, and utilised broadband UHF which allowed for up to 50 charmels as cormpared
with the 11 to 12 channels possible on the VHF cable systems in the rest of the country [HTA, 1993d].
Asianet did not succeed well nitially because of its insistence on subscribers using its cable system. But this
satellite charmel received a boost when the US cable network, Falcons Communications, bought a 40 percent
stake subsequently and it has since expanded info a variety of multi-media services [The Hindu, 1994],
including an altemative cable phone network. Its 18-hour daily programming compnses a mix of
entertainment and information programming in both Malayalam and English, ncluding a few hours of
Australia Television. In 1996 it was achieving advertising revenue eamings of Rs 70-80 mullion (US$2.6
million) through targeting Malayalee viewers in both resident in Kerala and in the Middle East as expatriates
[Wanvari, 1996b]. Asianet was the precursor of manty multi-service providers which came to dommnate the
Indian satellite and cable television mdustry.
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BITV: Meanwhile in the north the long-anticipated BITV charmel was launched in mid-1995 by
Busin&lrxﬁa,agrmpofmnmﬁ@smmmmagazﬁepubﬁmm&ex}nbiﬁmgmlhwhfomaﬁm
and market research. Beghmgasasevmmmmmhsdmlmm§0pamOfiSpmgmmmgm
HimiionaRusianownedGoﬁzont%teﬂite,itmigratedlaterin&ley&rto&)eAmaican-ownedEm6
sﬂeﬂﬂewoﬁammemmtahmamamﬁaﬂbh&yoummd&b-mﬁmmﬂmguagedmmeh To produce
aﬁdmmgmrmmgfmmdthmmmmagwnmmmalmmm
prodlx:ﬁmlrx)use,A]JAmezcanFlmmamle,tocxmtelncﬁmclon@sofﬂwirpopulargameshowsandsaials,as
well as with local production houses. To differentiate itself from the competiion which majored on
mtamhmdnmogtmmnmg,BTTVa]sodevelopedanewstwnofova%mnmpomm 14 bureaux
naﬁmnﬂy,mﬂsﬂmdwywaedawnﬁmn&nmﬁﬁmediahadﬂmhaﬁwdbyUSbasedwmﬂmnm
MﬁletheuplinktoGorizonthstlnoughRussia,ﬂletq)]irﬂ(toE)q)m6wasvianeighbowinqu)alM1ich
did not mpose the same restrictions on commercial broadcasters as India [Lahir, 1995¢]. As of end-1996
BITV was the last significant broadcast entrant in domestic commercial television in India.

633  Multi-service providers

To overcome the problems of lmited distmbution of charmels on the previously neighbourhood-
based cable networks in India, many newer and some older players in the cable market were forming new
multi-service providers who rebroadcast only satellite charmels with which they were affiliated, produced
programming for domestic charmels and were often also local chanmel operators themselves. The new
regulatory environmert for cable television, allowed for the mvotvemert of foreign or NRI investrment in this
upgrading process.

IN Network: A subsidiary of the Hindwjas Group, a non-resident Indian business, this was the first
dedicated multi-service provider m the Indian market. It was mvolved i franchised distnbution of multiple
cable television charmels through IN Cablenet, in programme acquisition and production through IN Vision,
m niched publications through IN Print, and in the production and distribution of movies through IN Mowaes.
The company began with IN Mumbai comprising one interactive and three movie channels distributed to 1.2
million homes through franchised cable operators. Eventually IN Network plarmed to serve 15 Indian cities
with 99 charmels each via a centralised source, as well as providing other value-added services such as
telephony, video conferencing, computer networking, video-on-demand and pay-TV. To compete agamst
the market leader Zee TV, IN Network opted to find a niche as a city-centric channel, providing programming
specific to each city it operated in as well as more generic channels such as Cable Box Office and Cable
Music [Lahin, 1995f]. In 1997, IN Cablenet consented to distnbute the NBC family channel and its sister
business charmel CNBC mto an estimated 2 million households in India [Asian A&M, 1997)].

Siticable: Most notable among the many entrants into the market was Siticable, which concentrated
on northem India and New Delhi in particular. A major nval to IN Network and owned jomntly by ZesTV
and StarTV, it claimed over 2 million subscribers in 141 Indian cities by early 1997 [Wanwan, 1997]. That
same year both Siticable and In Cablenet agreed to collaborate by carying each others' programming, nstead
of competing ruthlessly and even litigating against each other. It was believed however that the real reason for
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ﬂwmmewasbecauseNavsCorpomﬁmwashﬁaestedmma{mtyaakemNCablmd,aﬁa
disappointment with Siticable’s poor distribution in Mumbai (previously known as Bombay).

RPG/UH:  Around Calcutta another multi-service provider, RPG Group, was entermg mto
ﬁMﬁsmgmmgmmwﬂlmbleopamOQngpmgmm;mmﬂmegahlmgmgem
ummﬁﬂing32d1mmelsmamjwwﬁmwi&1ﬂ1eUKbasedLhmedhnmmﬁonalHoldmgs (UH). The
service delivers several Doordarshan channels, ZeeTV, ATN, StarTV channels, SunTV and Ray TV. The
RPG Group, which also owned the state's Electric Supply Board, was plarming a value-added services
network moorporating tele-shopping, video-conferencing and educational services [Lahn, 1996¢: 8]. UIH m
tum teamed up with United Breweries of India which also owned Tamil-language Golden Eagle TV and
Kannada-language Udaya TV to develop cable networks for Bangalore, Bombay, Hyderabad and New
Delhi [Bailes and Hollister, 1996: 98].

Others:  Through establishing United Cable Network (UCN) BITV became a multi-service
provider in three cities by leasing satellite dish antermae to or negotiating equity arangements with existing
cable operators, through which it achieved a subscriber base of 200,000 households [Vora, 1997]. ITL,
another jomt-venture of Falcon Cable of the US, this time with the Hindustan Times publishing group,
claimed between up to 20,000 subscriber homes [Asian A&M, 1997¢]. By 1996 there were reports that a
Gujarati charmel launched by Shristi Videotech was hoping to break-even in its first year of operations since
the state of Guyarat alone had 20 percent of India's cable homes [AMCB, 19%c]. All these Indian multi-
service providers have subscribers in the tens and hundreds of thousands in marked contrast to the situation of
mdependent neighbourhood cable operators in the hundreds or low thousands. However, none of these
figures supplied by the multi-service providers could be verified independently as of the mid-1990s and so
advex‘ﬁsingagencies have had to accept them at face value for their media plarming purposes.

634  Programme production & export

Unlike other countries there was little mteraction between the prodigious Indian film mdustry and the
television industry, till the success of Hum Log soap opera and the growth of video parlours around the mid-
1980s. Still domestic television programming in India remamed largely an n-house affair of DD till
transnational satellite and local cable television spurred demand for more and varied programmmg, Filling
programme time on the 13 to 15 charmels it created to combat the competition was a challenge to DD when
its own production facilities and equipment were lacking. This demand had a considerable mpact on the
development and growth of independent production houses, which as we have noted earlier served also as
media brokers between DD and advertisers. There were said to be at least six to eight major television
production houses, and numerous independent producers operating in India in the mid-1990s. Transnational
television broadcasters such as ZeeTV, StarTV and BBC2 were negotiating with such production houses for
serials, news-magazines and docu-dramas, as were Asian satellite and cable television networks m UK and
the US. Thus this relatively new Indian industry was estimated to be growing at more than 50 percent per
annum, with some production houses claiming to be growing even faster.
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Nimbus: One such firm was Nimbus Cormmunications which began in 1990 with airing on
domestic television ntemational sports toumaments in football and cricket. Tt then diversified nto dubbing
foreignprogxarmn&,parﬁcdadyforchﬂdrm,amihtoacq@gmovi&sfoatelevisionarﬂnmﬂceﬁrg&mto
advertisers. Sime&lembushadpmducedmoreﬁmISOmogrmmn@sofiBownMﬂchmmnova
lzooummm&masmwasnhmﬁﬁm]mgmg@susinghsownhHDuse ‘creative directors’ to
oversee the work of free-lance directors and crew. Nimbus claimed to have a timover in excess of Rs 52
crores (US$17 million) though an industry source estimated that it sold US$25 mullion in advertising media
alone. Ithadnmﬂm200chentsamos&moownryﬁnhldingamhmlﬂﬁnaﬁona]sasmndustmuver,
Pepsi, Cadburys, Procter and Gamble, Johnson and Johnson, Kelvinator, Brooke Bond and Gillette [Nmmbus,
1994]. NlmbuswasthelargatpmducﬁonhousemIndianbysal&,a]lofMﬁchwasplaoedwiﬁlDD. Itdid
not work with ZeeTV for fear of political fall-out of being perceived by the Indian govemnment as apartner of
DD's chief nival. In the mid-1990s Nimbus produced, purchased and sold Indian programmes both for
domestic television and for export, mostly to the UK and the US, some to the Middle-East and former USSR,
South East Asia, and even Japan. Thus Nimbus was in part responsible for a reverse programme flow from
the Third World to the First [Interview Ind02.04].

UTV: Another production house was Bombay-based UTV which started with entertamment
programmes such as game shows, chat shows, before diversifying into soaps, serials, and business
programmes. In 1993 UTV created 700 television episodes, S0 advertising commercials, 24 corporate video
documentaries, 27 hours amline mHlight programming, not inchuding the dubbing of 104 animated episodes
[UTV, 1994]. UTV was producmg over 600 hours of TV programming in 1994 ranging from soaps to sit-
coms, guizslwwstota]kshows, children’s programmes to travelogues for the Doordarshan metro channel,
ZecTV and other satellite broadcasters [de Sousa, 1994). It preferred dong movie-based programmes which
had low production costs, and yet were quite certain of attaining high ratings. UTV either sold one-off
programmes it produced to DD, or negotiated a price for production.. ZeeTV purchased programmes from
UTV but sold its own advertising spots as UTV was obliged under that confract only to produce
programming [Interview Ind01.03). By the end of 1994, UTV was to have 10 separate programmes telecast
regularty on ZeeTV alone. UTV was still managed by Indians and treated as ndependent from ZeeTV in
which News Corp had a similar ownership mterest. Subsequently UTV had added studio complexes in
Delhi and Madras to Bombay, and within three years had produced 500 hours of original programming for
almost every channel on the South Asian region, in addition to dubbing and television commercials. In 1996
UTV entered the Southeast Asian television market, setting up studio complexes m Smgapore and Kuala
Lumpur to produce multi-language programming in English, Tamil, Malay, and Bahasa Indonesia [UTV,
1996]. It has also developed another business side-line in dubbing programming into Indian languages for the
major fransnationals [Lahm, 1996b).

Others: The demand for programming on the public and commercial charmels fueled the growth of
other production houses in India, an increasing number of which established joint-ventures or strategic
alliances with foreign media corporations. HTV, a New Delhi production house owned by the Birla family
- which also owned the Hindustan Times newspaper, signed an agreement with the Bntish media
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conglomerate Pearson and Hong Kongs TVB for a US$4865 million jomt-venture to produce
programming and launch up to two satellite charmels [Karp, 1994]. Charnel Eight, a Calcutta-based
production company has achieved awltfollowmgforitsBmga]j-mguagesoapoperaJononionDD and
hasfollowedﬁmw“dmdxatslvws,garnesllowsamisaia]sforZeeTV,ELTVaxxiJamTVaswell[Lahin',
1996a). PNsGmELmndﬂmnimommmyd@iwimnmnquEedpmmgmeDasweH
as mtemational chents ke BBC, South Affican Broadcasting Corporation and Mauritius Broadcasting
Corporations [Dziadul, 1994]. Beginning with three video magazine programmes for DD in 1991, it rode on
the expansion of DD2 Metro so that by 1995 it was producing a number of daity and weekly programmes
ranging from busmess to soap-operas [Ninan, 1996:171]. Overall, the trend among production houses n
India seemed to be to form either a strategic alliance or joint-venture with a global media corporation, and to
expand the markets for programming to countries in Europe, North America, Aftica and the Asia-Pacific
where there are diasponc Indian communities.

For India, the feasibility of transnational broadcasts via satellite technology was the catalyst for the rapid
development of a domestic television industry which had been long suppressed by laws forbidding
commercial television broadcasts. The phenomenal growth of transnational television viewership in India
widely reported was really of domestic commercial television such as ZeeTV, Asianet and SunTV which
rode in on the coat-tails of the transnational broadcasters such as StarTV and CNNL In addition the growth of
viewership for both domestic and transnational broadcasters via satellite is owed to the pre-existence of cable
operators in urban areas, a fact recognised by the more recent multi-service providers which have sought to
ﬁandqsemem This early substitution of video and movie-based entertamment for the largely high-brow
cultural, patronisingly educational, propagandist Hindi-language programming on the public broadcaster DD,
was in tumed spawned by audience demand in India which we will look next at more closely m the
transnational satellite television era

64 TELEVISION CONSUMPTION

Viewership of domestic and transnational television in India is largely circumscribed by language n the
ethnically-diverse country. Hindi is the quasi-national language particularly in the north though resisted in the
south, but India has also over a dozen major languages with rich literary traditions, and innumerable mmor
languages. According to a 1981 census, Hindi is spoken by an estimated 264.5 million followed by Bengali
at 51.3 million, Telugu at 50.6 million, and Marathi at 49.5 million [Indian MIB, 1993]. In terms of the other
standard demographics of a market, about 75 percent of the Indian population were rural, only 52 percent
were literate and over 57 percent of the population were under 25 years of age [Lintas, 1993]. These basic
facts and figures have had significant implications for the domestic and transnational broadcasters vyng for
audiences and advertisers in India since the early to mid-1990s, when the fieldwork for this research was
conducted.
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64.1  Domestic public television

Programme ratings: Ratings for DD mogxmnn&haddxtppedﬁpmpmsatellite television days in
1990topost-wiellitedaysin1992,evmpﬁortoﬁlehlaugmaﬁononeeTV,ﬁnughsubsaquaﬂymﬁngsfor
DD fell onty when ZeeTV was onrair and offering attractive altemative programming [HTA, 1993b].
Doordarshan attempted to maintain its high ratings between DD2 Metro and DD1 National network by
varying the former's programme times, but that only resulted in a sharp fall in ratings and advertiser
disenchantment [HTA, 1993c].  Still Doordarshan commanded significant ratings in the 41 million
households nation-wide in which its DD1 National was available free-to-air, and in the urban metropolitan
areas where DD2 Metro was available likewise (Table 6F).

Table 6F: Top 10 rating programmes on DD1 National & DD2 Metro, 1994

DDI Programme Genre Rating DD2 Programme Genre Rating
Hindi Film (Sat) Mowvie 65 Junoon Soap 56
Rangoli Fimsongs 61 Sree Krishna Mythology 56
Chandrakanta Soap 59 Super Hit Mugabla Filmsongs 55
Chitrahaar Fimsongs 58 Kanoon Serial 52
Reporter Serial 57 Dekh Bhai Dekh Soap 52
Tehkakat Senal 45 Ajnabi Senal 52
Sensar Serial 44 Kismat Senal 49
AlifT aifa Senal 40 Imtthaan Seral 46
Hindi Film (Tue) Movie 37 Dard Serial 44
Surabhi Quiz 36 Hindi Film (Sun) Movie 44

Notes: DD reach: 41 million households, average rafings of 17 cities; DD2 reach: 13 ullion, average ratmgs ot
5 cities: Delhi, Bormbay, Calcutta, Madras and Lucknow. Source: Adapted from The Economic Times [1994b].

The more popular programme genres in India were said by broadcast executives interviewed to be
ﬁnseMﬁchoﬁaedmisnmﬂaﬁaﬁhmaﬂbhemmmﬂ&mfommﬂemﬂmﬂ&based
programmes had the highest ratmgs by far. This was said to be true even of the intelligentsia’ or urban elite
of Tndia, and Doordarshan had long catered to such preferences. In the period when StarTV was relatively
newmﬂdomhmﬁmmngﬁnfewsateﬁtebmadcasta&hﬁaﬁewe&sseanedb@kﬁmmis

characteristic of Indian audiences would insulate DD from serious competition for audiences.
Filrns can be on their 20th run but they remain popular among quite diverse cultures within India,
evm&nﬁxghshedmtedmﬂnm-ﬁknbasedpogmmrmgSmﬂystygommpopﬂmﬁy

But Doordarshan also appeals to these viewers [urban elite who watch satellite/cable television].
mmﬂjgmmofhdimsoddywathDZwlﬁchoawmhatesmmtmamammisdhﬁo
language based thus appealing to ethnic minorities, although DD1 is more educatior/ information-
oriented [Interview Ind01.02].

Clones of First World programming such as soaps and game-shows are commorplace n Indian
television (DD?) because they are successful formulae for attracting audiences and they fulfil the
same escapist role as movies [Interview Ind02.05].
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Media habiss: With the onset of satellite and cable television, there was a more significant shift in
time spent on the various broadcast media than with print media, and video watching was completety
subsumed mto television. Itwasalsofomdﬁ]atavetageviewingtirneforDDfellbyahnostha]ﬁforvideos
dxoppedtozao,whﬂstforsatelliteandcabletelevisionitmseﬁomwatchtomoreﬁma]lme(ﬁapreviously
(Table 6G). Analysis of ratings forpopularDoordmstmpmgrmn&qu)tanberl%beforesateﬂitemd
cabletelevisimandinApril1992aboMsixmmhsaﬂaalsomdi@tedasﬁg}nﬁHmmm1gs,&nughnmso
for the less popular news programme than the more popular Hindi serials, movies or film-based music
progranimes.

Table 6G: Changes in media usage in India since satellite and cable television

Medium Pre-sitv  Postslay DDprogramme ~ Presitv  Postslav
Doordarshan 67 min 39min Sarmachar 36TRPs  36TRPs
Satellite/Cable - 97 min News 20TRPs  15TRPs
Video 10 min. - Chitrahaar 70TRPs  67TRPs
Magazine 10 min. 10 min Hindi movie 70TRPs 61 TRPs
Newspapers 19 min. 19 min

Source: Mudra Commurications | |9%M4a]

Changes in viewing habits and lifestyles across social classes and m both urban and rural areas were
said b): interviewees to have accompanied the advent and growth of satellite television n India. It was
particularty significant among the middle-classes, however defined, since they did have the means to
purchase television sets, even second television sets but could not afford more extravagant forms of
entertainment. On the one hand some interviewees felt the need to defend the resilience of Indian audiences
and Doordarshan's ability to countteract cultural imperialism. On the other hand, one ntervieweg felt the need

to minimise the novelty and thus impact of transnational television.

Changes happened especially among the middle-class, who adapted to its round-the-clock
availability in own living rooms because they had limited means for entertamment, unlike upper
classes. They responded to this 'satellite mvasion' with an increased demand for second tv sets

The Indian viewer is quite selective, and not captivated solely by whatever appears on the
television screen. This is especially true of urbarites who to lack time and so watch selectively across
charmels with no loyalties to arty of them [Interview Ind01.05].

Indian culture is under attack but Doordarshan believes it can have resilience through promotmg
its own culture, leaming from the lessons of the former USSR states which failed to mvest in cultural
production and now had to import programming [Interview Ind02.05].

For all the novelty of transnational television only independent news prograrmmes are new to
India, since other programme genrres have been on domestic television (DD) and cinerna before Star
arrived [Interview Ind01.01].

In the villages, where the transnationals did not as yet have any significant penetration, DD
continued to dominate viewership simply because there was little altemative. Nonetheless programming and
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advertisimg on the public broadcaster was said to be having an impact on consumer lifestyles in village India
not dissmilar to that attributed to transnational or domestic commercial television in the cities.

Even village life has adapted to acoommodate the TV set through community views
DDhasgmternnpactmﬂ]esemgsﬁmmieﬂiteTVc}mmels Bedtmme n the villages is around
9gpmﬂsom¥yDDpogrmmmngsclﬂﬂeanmlgb®chsDDbemgoﬁdeaﬂyclmnﬁl
available [Interview Ind01.10].

. AlﬂnxghdevelqmmrﬁppgrmMgwasmﬁmgmﬁve,ﬁsun}mmmxﬁmsﬁmoﬁm
vﬂagqsmmhdt'axmmmtyWsdmgardl&becameﬁisﬂfﬁsolemofnndia
entertamment { Interview Ind02.04].

Evm&m[vﬂag&], signs of the mpact of TV can be observed in the use of household
appliances to save time, the carrymg of transistors to fields while working, or the acquisttion of TV
sets in village homes [Interview Ind04.03].

Cultural discount: 1anguage of television programming was considered by interviewees to be an
important determinant of viewership in India as elsewhere in the world. The public broadcaster Doordarshan
was said to be responsible for promoting the so-called national language, even to the south the country which
had long resisted its implementation, through its predominance in  domestic programming, especialty
through the popular Hindi movies. Fearing the loss its franchise over Hindi language programming to
domestic commercial channels broadcasting via satellite, DD was diversifying mto subnational ettmic
language channels thereby abandoning its national integration rhetoric for commercial expedience.

For Doordarshan, 90 percent of its programmes are in Hindi, 8 percent English, 5 percent all
other languages of India [Interview Ind04.04].

The use of Hindi, officially the national language but resisted particularly in the south of the
oanﬂ,isspmdingmrmgﬂtpqﬂaﬁmviamﬂ&mﬁtrﬁmbygovmnmtclaﬁ [Interview
nd01.01].

DDMsmuthm&wmmﬂEthmmﬂyﬁm@lismm[hmewhmmﬂ.

¢ To this end Doordarshan has commenced multi-ethnic programming through its metro charmels

which are being made available nation-wide through satellite delivery {Interview Ind01.01].

While there was a resultant increase in television coverage, audience segmentation i India is not
by geography but by class and ethnicity [Interview Ind04.04]

Conversely, the foreignmess of the language of broadcast was stressed by interviewees as a
significant factor in explaining why transnational television chanmels were not able to attract a large audience
in India. Alﬂnughhxﬁanﬁglﬂhave&mlmg&stEng]jshsp@ldngpopulaﬁmmﬁlewoﬂdthiswassﬁlla
Smallpexwﬁageofiistotalpq)\ﬂaﬁonbymymmﬁon Besides this English-educated mmonty did not
nmaﬁlyhaveanglop}ﬁlicaﬂualtast&amirﬁhctwereevmaﬂegﬂtopreferentataimnentpmgmrmhg
n their ethnic languages.

StarTV caters to the English-educated, but only to up-market audiences at low-cost Today onty
3pawﬁofiqu1ﬂaﬁmspmkﬁlgli§1mﬂsowﬂ&anﬁdiwnmmmmhxﬁm]mgmg&sﬁ

will never attract an audience [Interview Ind01.11]. .

Becausew&stansoapmasmgo&ﬂewaw&mﬁtywnmlﬂeMbﬁtﬁownhves,m
pogrmmm%actmly&c@mdofﬂuehdima@mnmketﬂntaviewhdm. ].
hxﬁabmstsme&ghdﬂmgmgespmkﬂs&mmwo&ﬂoumuymﬂtwaﬂm&tmm

mulieu is urique. Evmkﬂghlyedxmtedpasawﬁnde&nﬂcmmmﬂﬁrﬂna

train to follow overseas accents. Thus ethriic programming was popular, and contributed to DD’s

success [Interview Ind01.10].



Indian Television Market: 6-34

Thus transnational satellite television was believed by all mterviewees to be unlikely to overtake DD
i terms of market share. However,an@miypﬂotsmdyoomilx;tedbyﬁleCemeforMecﬁaSmdi&mDeﬂﬂ
fomxl&mDDwasahmiylosngng]jshsgmmgWewastoBBCmSta‘rW for news, and Hindi viewers
toZeeTVforemertaimﬂn,amongﬁle15pawﬁofWewasﬁmhadmmmble[Thn$ofhﬁja, 1993].
Thus trend could only gam momentum over the 1990s with the influx of more transnational and domestic
satellite channels, and the exponential growth of cable networks in India. But DD was fighting back in the
late 1990s by remventing itself, gomg to the extent of incorporating programming from such transnational
broadcasters as CNNi and MTV into an English-language DD3 charmel [Karp, 1995]. It was said to be even
considering bids for equity participation in the channel by various global media conglomerates eager to gain
greater access to the Indian market [Zubrzycki, 1997].

642  Transnational commercial television
Media habits: Despite being the first comprehensive transnational satellite television broadcaster to
the country in October 1991 StarTV did not attract Indian audiences immediately after launch because prime-
time on the earty service was based on Hong Kong time where the signal originated. While this was soon
fixed, StarT'V was still watched only by the elite of India and then only selected programmes such as soap-
operas were. While newspaper and magazine articles were soon citing examples of obsessive watching and
discussion of certam programmes in middle-class households, this research's respondents in India were
convinced that viewing of StarI'V was by no means as extensive a social phenomenon as portrayed in the
popular press. The following statements mdicate that the popularity of StarTV may have had to do with its
novehxvahleandmexpasiveaowsshlmeoontextoﬂhrﬂtedentenahmentaltanaﬁv&mhﬁjamm
StarTV did not expect to take-off imtially n India, and onty in 1992 did it slot programmes mto
Indian prime-time such as The Bold & the Beautiful and Santa Barbara [Interview Ind01.04].
Star was popular because it was the first foreign charmel available and was for awhile the only
station to watch apart from DD [Interview Ind02.08].

After an mmtial euphoria over soap-operas among the elite ended, prograrmmmes such as The Bold
& the Beautiful and Santa Barbara, which are on air 8:00-9:00pm Monday to Friday, are watched m
only 2-3 percent of all cable households m Bombay [Interviews Ind 01.11].

Soon after the advent of satellite television in India, the Indian Institute of Mass Communication
(IIMC) conducted research to ascertain public perception of and reaction towards the medium. Selecting five
cities nationwide: Delhi, Bombay, Calcutta, Hyderabad and Cammanore, they mterviewed 300 cable
subscribers altogether between January and September 1992 on the impact of satellite and cable television on
the day-to-day lives of their famnilies. The researchers found between 56-97 percent of their respondents by
cities had watched StarTV charnels, over three-quarters of them watching Star Plus and BBC World Service
regularly while MTV rated a mention by between 73 to 89 percent of the younger respondents. BBC fared
better than CNNi with comments citing immediacy, geographical spread and depth of coverage, though
again there were perceptions of imrelevance to India. One consequence of the availability of these foreign
news sources was that between 8 to 15 percent of respondents had ceased watching Doordarshan news
because it was percerved as unmiteresting, uninformative, biased and of generally poor quality, perhaps more
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so than previously. Givmﬁleirwhgansmmngcatamsegmansofmmmdy,mefomignsza :
such as WBOMmdﬂzeBemdﬁdmﬂSmewbwawaewnsidﬂedwbeammhﬁnghmgmﬁveam
hwrmusbyﬁlevastmajoﬁtyofmspondmls,evenﬁ]oughsomehadm\‘/aﬁonsabommevahmexpmed
or therr relevance to India, or had difficulty understanding the dialogue. Sports programmes on StarTV had
almost unqualified praise [IMC, 1993].

Programme ratings: A comparison of three market research studies of satellite television
penetration and viewership conducted in 1992 found quite significant variation, which might be explained by
the universe used, sample size, test period and methodology. For instance, the programme ratings for Bold &
Beaunful and Santa Barbara on Star Plus ranged from 2.6 to 18.0 rating points, while the ratings for popular
Hindi programmes on Doordarshan varied between 12.0 to 42.0 points, though a more realistic comparison
would be with a popular English programme on Doordarshan like The World This Week scored between
15.5t029.0 pomts. The authors of the report implied that their own figures, which were on the low side, were
more representative smee therr research was conducted after the start of ZeeTV in October 1992 when, they
argued, casual viewers of DD, StarTV and cable chamnels switched over to ZeeTV [IMRB, 1993]. Later
research confimmed that domestic television commanded a higher viewership of television even among the
higher socio-economiic classes [HTA, 1993a). The figures also suggested that the viewership of satellite
television was skewed towards the Hindi-language broadcaster ZeeTV rather than the English-language
StarTV and other transnational channels.

Only in November 1992 when satellite television did take off n India, did an established research
firm begin monitoring viewership using panels: the first for DD1 & DD2 viewers, and a second for satellite
andcatzletelevisionvieweas. But it was limited to nine major metropolitan areas because of a lack of funding,
and therefore its conclusions were tentative. It found that StarPlus attracted the urban elite: onty 10 percent of
Bombay and 6-7 percent of Delhi viewers watched it cumulatively, that is, for a mmimum of five minutes per
week. If viewing any StarTV charmel was considered, then the viewership rose to about 20 percent, but for
ZeeTV viewership was around 60 peroent since its programming was 90 percent in Hindi [Interview
Ind03.03]. According to figures circulated by a leading advertising agency, StarTV commanded just 8
percent of the Indian television audience divided among BBC World: 1 percent, MTV: 1 percent, Prime
Spotts: 3 percent and StarPlus: 3 percent. It illustrated this by pointing out that top rating programmes on
StarTV such as Santa Barbara attracted audiences of just 6.2 million viewers while DD's Samachar attracted
1009 million [HTA, 1993b].

Of all the charmels and programming directed at India in late 1993, the top five programmes were
sports programmes, particularty cricket which was possibly the closest thing to a national sport (Table 6H).
Soap operas on Star Plus came a distant second, with the frequently-mentioned Bold & Beautiful and Santa
Barbara trailing more recent offerings. These were followed by world news on BBC and pop music
programmes on MTV which prior to indigenisation then did not have populist appeal, while there were no
ratings for the Star Mandarin chanmel since its viewership in India would have been negligible even when it
was also available on the southem beam of AsiaSat]. These ratings were based on research conducted in
three major cities in India, presumably Bombay, Delhi and Calcutta.
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Table 6H: Top 20 rating progranmmes on Star TV channels in Incia, Nov-Dec 1993

Programme Day  Rarng Programme . Day  Rating
Prime Sports: BBC World:

Five Nations Cricket Sat 163 International News Tue 15
Five Nations Cricket Wed 104 Intemational News Wed 14
Five Nations Cricket Thu 6.8 International News Wed 13
Int] Triathlon Maui Wed 54 Newsnight Wed 13
Five Nations Cricket Mon 34 Intemational News Fn 13
Anything But Love Sat 39 MTV Sports Sat 09
Richmond Hill Sat 38 MTV's Most Wanted Mon 09
Baywatch Sat 33 VI David Wu Tue 0.8
Bold & Beautiful Wed 27 VI David Wu Fn 0.8
Santa Barbara Wed 27 V] David Wu Thu 08

Source: SRG [1O3]SRG Midimarke Telescope

A common view expressed by mterviewees was that the impact of transnational satellite television
was largety on the urban socio-economic elite of Indian society, and even then through specific chanmels such
asnews charnel BBC. There was greater impact by television on society as a whole when Doordarshan was
the sole charmel, but when StarTV amived, its impact was confined to the socio-economic top-end of Indian

Lot
society
Selected programmes such as Bold & the Beautiful and Santa Barbara on StarPlus which are on
arr 8:00-9:00pm Monday to Friday, and weekly round-ups on BBC, such as India Busmess Report,
on Sunday are watched by the elite [Interview Ind01.03].
Only StarPlus and BBC charmels emjoy truly transnational andiences, and in India have an

impact on the up-market segments [nterview Ind03.02].
The programming of satellite (transnational) television broadcasters exercises little mfluence on
India because it enjoys no synergy given the cultural difference [Interview Ind01.08].

Shields [1996] is of the view that India's cuttural and political problems stem from a faiture of its
national infegration project and a crisis of representation even prior to the amival of transnational satellite
television, though the latter tends to be blamed. Among interviewees there seemed to be ambiguity of
opirion about the relationship between transnational satellite television and national sovereignty. On the one
hand they believed that broadcasters like StarTV were detrimental to the national culture, and on the other
they acknowledged that India could not remain a closed society any more than any country could. Ina few
cases, the same interviewee held both viewpoints at the same time. They were conscious also that despite
thetoric of nationalism, even the public broadcaster was involved in relaying foreign programming or clones

thereof, and even of strategic alliances with the transnational broadcasters. _
It is dangerous that the govemment has no control of broadcasts as when BBC stired up
cormmunal riots over the fairly obscure matter of a mosque demolition by highlighting the meident
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without mpartiality. Paldstancbesﬁrsmmwﬂilsmpqaaganda,asnﬁngNNmﬁmﬂe

Alxﬁmmchwmhxmdmwomnedmdmpoﬁmciﬁamhﬁafmm&mDD,StarPhJs,
BBC, ZeeTV and SunTV were the more popular among its 263 respondents [Goonesekera, 1995]. It
revealed that for news, current affairs and sports the foreign programmes were preferred, while for culture-
specific programmes such as movies and serials, the Indian programmes were preferred. Likewise a survey
conducted by Melkote ef al [1996] on the relative impact of StarTV versus Doordarshan, found that the
primary motivation for watching the former was leaming about new things, places and cultures while the
secondary motivation was to have a pleasurable and relaxing activity. In the case of Doordarshan, the
motivations were the same but m reverse order, which reaffirns the preference Indians have towards
entertamment m ther own culture. But more significant was the finding that in terms of viewing frequency
StarTV programmes were preferred over Doordarshan programmes in the genres of music and dance,
education, sports, variety, children's, while m the genres of serials, news and movies they tied. However these
two studies may not be representative of India since the first was conducted in two metropolitan cities, while
the second was conducted solety m Madras, the capital of the southem state where Tamil is the dominant
language rather than Hindi, and where pethaps English is more widely understood that the north. In this
m@mmmmmmmmmlmm@mmmmmmmm
StarTV similarly foreign which sets the stage for the cultural differentiation in the India's growing domestic
television, public and commercial.

Table 6I: Top 10 rating programmes for Indian satellite & cable households, 1994

Program Charmel __ Rating Program Charmel  Rating
Tara (Tue) Zee 48 Tara (Tue) Zee 48
Phillips Top 10 Zee 47 Close-up Antaksari Zee 39
Close-up Antaksan Zee 44 Tara (Sat) Zee 38
Tara (Sat) Zee 41 Philips Top 10 Zee 36
Campus Zee 40 Dekh Bai Dekh DD2 36
Banegi Apni Baat Zee 37 Chandrakanta DD2 35
Super Hit Mugabla DD2 34 Campus Zee 34
Dekh Bhai Dekh DD2 33 Super Hit Mugabla DD2 33
Commander Zee 31 Banegi Apri Baat Zee 32
Horror Show Zee 31 Sree Krishna DD2 32

Source: Adapted from 7he Econormuc Times [ 1994]
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643  Domestic commercial television

Programme ratings: In the top 10 ratings for the 625 million cable and satellite television
housdloldsinlmﬁa,ZeeTVmatchedandoﬁmovatookDD, aclﬁevhgﬂﬁ.gﬂnoughatémofmusicandquiz
programmes based on popular Hindi movies made in Bollywood' or Bombay's film industry (Table 6I)
Evenﬁ)oughStarTVwascitedﬁlemostmwiydmmciaﬁonsofthedemmmtal’wwfnﬁsmg’ effects of the
satellite television, clearly the more significant satellite charmel mn India was its Hindi associate, ZeeTV which
followed soon after. However criticism of ZeeTV was muted as it was seen as a domestic medium or

defended as such by the industry, evmifpwveymg'llxﬁanaﬂnne'mqmteadjﬁexmtway from the public
broadcaster DD:
WhileSmrismasaWStan'mvasimZeeEmasham-gmmevaJghﬁisassociated
with a major player in world market [Inferview Ind02.01).
StarTVmayhaveamusuﬂemxﬁmhnpeq)learemmm(xelseﬂfywaﬂd not
subscribe. However its mpact is a um' compared to ZeeTV's bang’ [Interview Ind02.04].
ZeeTVis&mxﬁa]lyamwmecﬁwnf(neadmghxﬁmsﬂmaviewhd)l.Oﬂ.
It(ZeeTV)wxbrm&id&ofehmmxﬁmsmmm&&mtammnwas&edevmby
the wealthy and mtellectual [Interview nd01.02).
It is not always the major broadcasters who enjoy the highest ratings in a particular area. In the
regional city of Pune, for mstance, local community news of about 15 mmutes every night at 9:00pm,
distributed by 62 cable operators is the most popular with viewers [Interview Ind03.02].

Cultwral discount. Research by IMRB classified the states by extent of ZeeTV penetration of all
television households and found more of average peneration, namely 15-25 percent, or below average
penetration, namely below 15 percent than of high penetration, namely above 25 percent by their definition
(Table &J). Thus evidently the appeal of ZeeTV was still limited to the Hindi-speaking north and west of the
country and it was generally shurmed in the east, tribal- north-east, and south of the country. The two
exceptions were the states of Uttar Pradesh and Hanyana, which could be attributed to low cable penetration
of their rural regions.

Table 6J: Penetration of ZecTV m India by states, 1993

High Locn % Medium Loan %  Low

X

Gujarat W 55 Maharashtra W 23 Haryana/Chand

MadhyaPradesh W 33 Rajasthan W 22 UtterPradesh

Delhi N 30  Kamataka/Goa S 19  AndhraPradesh
Bihar

West Bengal
Tarminadu

mmmmmmwzzg

Source. Adapted from IMRB [1993]
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ZeeTV certamly had the edge over its stable-mate StarTV in terms of cultural relevance to Indian
audiences. However, despite the publicity otherwise ZeeTV was not a national phenomenon in the strict
sense of the term, and ever less so than DD1 National ever was. The relative unpopularity of ZeeTV's outside
of the north and west of India was picked up on by the interviewees as evidence of the language factor being
critical for ratings.

Only 20-25 percentt of cable homes watch any Star charmel, but for Zee it is 60 percent, since the
latter’s programming is 90 percent Hindi [Interview Ind03.03].

Still Zee is restricted to geographical pockets, that is, the north and west of India where Hindi is
spoken and to areas already linked to cable [Interview Ind01.05).

ZeeTV commands only 20 percent of cable homes in Madras in contrast to the TarmiHanguage

satellite channel, SunTV - proof that people prefer television in ther mother-tongue even if they can

understand English [Interview Ind01.08).

While the programmes on ZeeTV are 'Western' in genre such as game shows and talk shows,

they are adapted to the Indian context. So Ze€TV, StarTV and BBC are negotiating for serials and
docu-dramas from Indian production houses [Interview ind02.04].

Table 6K: Top Indian satellite and cable charmel penetration and viewership, 1996

Rank  Channel Tipe Launch Penetratn % Viewership %
1 DD1 Public August 1982 100 834
2 DD2 Public August 1993 100 622
3 ZecTV Free-to-air October 1993 100 202
4 Home TV Free-to-air May 1996 70 200 (est)
5 Star Sports Free-to-arr August 1991 100 172
6 Sun TV Free-to-air March 1993 40 5.8
7 Udaya TV Free-to-ar October 1993 40 38
8 Zee Cinema Pay-TV April 1995 100 30
9 EITV Pay-TV December 1994 100 20
10 Star Movies Pay-TV October 1994 100 1.6
11 Raj TV Free-to-air October 1994 40 1.6
12 Vijaya TV Free-to-ar November 1994 40 14
13 Star Plus Free-to-arr August 1991 100 14
14 Charmel V Free-to-air May 1994 100 12
15 TV Free-to-arr August 1995 40 12
16 BBC World Free-to-air August 1991 70 04
17 DD Movie Free-to-air April 1995 70 02
18 DD3 Public November 1995 100 n/a
19 Asian Music Free-to-ar Apnl 1996 100 na
20 MTV Free-to-ar February 1996 70 n/a

Source: Adapted from Television Asia [1996€:6] | Guade to Sazellite & Cable 1990.
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644  Mixed multi-charmel television

In 1995 there were estimated to be 16 million households in India which were cable or mult-
charmel subscribers, representing about 36 percent of all TV households, or J 0 percent of all households in the
country and this figure was predicted to reach 26 million homes or 30 percent of all TV homes by the year
2005 [Flynn, 1996: 92]. Cable was being laid at the rate of 25,000 households per day and a conservative
estimate of cable households in the year 2000 was 60 million, out of a then total of 82 million television
households [Bailes and Hollister, 1996: 104-105]. The top twenty satellite and cable channels in India in
1996 (Table 6K) indicates that the leaders despite all this competitive upheaval were still DD1 and DD2, with
ZeeTV and StarTV alongside them as far as penetration is concerned but lagging in viewership.

Tn researching the industry it is no longer valid nor reasonable to make qualitative or quantitative comparisons
of viewership simply between StarTV, ZeeTV and DD as archetypical charmels because there are about 50
charmels from at least half as many broadcasters on offer in India The media environment in India has
changed rapidly over the 1990s with the growth of both transnational and domestic television, and their
availability via ubiquitous cable operators or larger multi-service operators. As this dissertation has observed,
transnational satellite television has moved ﬁombehlgpemeivedasmmvasiontobeinganaﬂytobothmdjm
commercial broadcasters, public broadcasters, cable operators and multi-charmel operators. This process of
globalising India's domestic television and domesticating transnational television for India, has been
concurrent with India's own political and economic transformation from a socialistic closed economy t0 a
capitaligtic open one. A similar, though perhaps more radical marketisation of the economy, has occurred in
the Peoples Republic of China, where the political structires remain unswervingly communist. The
development of transnational satellite television in the context of the Greater China regjon comprising Hong
Kong and Taiwan as well, where has been little tradition of media freedom, will be examined next.





