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ABSTRACT 

 

In bleak comparison to its western counterparts, Indian Television has a 

comparatively short history. Due to the progression in telecommunications and 

media over the precedent few decades, however, it has managed to develop into a 

giant form of entertainment with a extensive range of offerings. Since the arrival of 

Indian television and its influx in the entertainment market. Even Direct-to-Home 

segment is gearing up for a innovative phase of TV watching among various age of 

consumers. Even in the early period  Serials like Mahabharata and Ramayana were 

given mush more TRP for their viewing habits. This research paper provides an 

overview of Indian television’s in context to TRP as well as the various pros and 

cons of viewing TV in different age groups in rural market of Punjab.  

______________________________________________________________________________ 

 

INTRODUCTION 

Indian Television, which entered into homes in the early 1980s, validities itself today as a large 

outlet of communication and utilization amongst South Asians, both within and outside of the 

South Asian subcontinent. The medium, which initiated off with governmental broadcasting, has 

grown by leaps and bounds with the arrival of cable and satellite television. Furthermore, this has 

been accompanied by a boom in the number of production houses and entertainment channels. In 

such a landscape, television software has played a vital role in shaping society, and continues to 

do so in the ever-expanding Indian entertainment industry of the 21
st
 century. According to the 

study by FICCI and KPMG, the television industry, which is currently valued at about US$ 4.63 

billion will expand by 14.5 percent between 2009 and 2013. Even Direct-to-Home segment is 

gearing up for a innovative phase of TV watching with digital video recorders (DVRs) or 

personal video recorders that will free consumers from having to watch television at broadcaster-

ordained timetables. 
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We will also be observing Indian television rating points (TRPs) in order to analyze the show‟s 

performance in specific instances and also be reviewing relevant works of televisions scholars 

Priya Raghavan (2008), Robert C. Allen (1985),  in order to develop a framework for the study. 

During the early stages of television the Ramayana and Mahabharat was the first major television 

series produced and these serial captured up the world record in watching habits of consumers. 

Bjorkqvist (1985) exposed 5- to 6-year-old Finnish children to either violent or nonviolent films. 

Two raters who did not know which type of film the youngsters had seen then observed the 

children playing together in a room. Compared with the children who had viewed the nonviolent 

film, those who had just watched the violent film were rated much higher on physical assault 

(hitting other children, wrestling,etc.), as well as other types of aggression. The results for 

physical assault were highly significant ( p<.001), and the effect size was substantial (r =.36). 

REVIEW OF LITERATURE 

Leisure activity today is dominated by television. The reduction in (paid and unpaid) working 

hours achieved over the past decades, resulting in more leisure time, has to a large extent been 

replaced by watching television. According to time use studies (Robinson and Godbey 1999: 

338-347, see also Bittman 1999, Sullivan and Gershuny 2001, Goodin et al. 2002), the average 

leisure time of adult Americans (19 – 64 years of age) over the period 1965 – 95 rose by 6.2 

hours from 34.8 to 41 hours1. In the same period of time, TV viewing time rose by 6 hours. In 

1995, the average American spent 16 hours a week, or 2 1/4 hours a day, in front of the TV. 

Similar trends can be observed for other industrialized countries.2 Between the 60s and 90s, 

leisure time in those countries rose, on average, by well over 6 hours to 36 hours per week 

(Bittman 1998). At the end of the 90s, according to time use studies, TV viewing time in 

European countries averaged between almost 2 to 2 3/4 hours a day, or between 14 to 19 hours 

per week (Aliga and Winqvist 2003). 20 percent of the respondents in the European Social 

Survey 2002/3 indicated that they watch TV for more than 3 hours per day. Television rating 

agencies report even higher average viewing times than time use studies: on average, in 2002, 

Americans watched close to 4 hours, and Europeans somewhat more than 3 hours a day (IP 

Deutschland 2003). This is due to the fact that the electronic measuring instruments (so-called 

people‟s meters) cannot distinguish between primary, secondary and tertiary activities. It is 

known that many people engage in multi-tasking, for instance watching TV at the same time as 

cooking. But exclusive TV viewing is still a major activity taking up almost 70% of total TV 

time (Robinson and Godbey 1999; Grahn et al. 2003). Many viewer characteristics have been 

hypothesized as moderators of how people interpret and react to violent media content. For 

example, developmental theory suggests that younger children, whose social scripts, schemas, 

and beliefs are less crystallized than those of older children, should be more sensitive to this 

influence (Guerra et al., in press). 

In view of the huge amount of leisure time spent in front of the TV, it seems obvious that 

watching TV produces high individual utility. But, in fact, studies suggest that TV viewing is 

only rated as below average or just average enjoyment. American women, surprisingly enough, 

even rate it behind cleaning (Robinson and Godbey 1999: 250). Moreover, TV is identified as 

that activity which would be given up first if another activity would require more time (Robinson 

and Godbey 1999: 238-239). 
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In economics, television has mainly been analyzed from the supply side. Market analyses and 

market failure, regulations and competition policy, and media production have been major 

themes. The demand side has received considerably less attention. The few exceptions include, 

for example, the “uses-and-gratifications” approach (e.g. Rubin 2002), which is close to 

economics and studies how individuals deal with the media. A lot of work has been devoted to 

identifying the various functions television fulfills for actual and potential viewers. It is assumed 

that they compare the utility derived from the functions and maximize it subject to constraints 

(Jäckel 1992: 248). More standard media economics analyzes how preferences for specific media 

contents and time budgets determine demand. Some studies, especially in the European tradition 

(e.g. Heinrich 1994; Kiefer 2003), take the information provided by television as a “merit good” 

and discuss the legitimacy of government intervention in the media market. The household 

production approach (Becker 1965) studies the demands for leisure and recreation. However, 

compared to the enormous importance of TV viewing as a leisure activity, only a few studies 

seek to analyze the determinants of its demand (an early example is Bryant and Gerner 1981) and 

the utility derived. In the 1992 SPPA National Survey withnearly 6,000 respondents (in which a 

single question, similar to the one in the European Social Survey, was asked about television 

viewing), the average television viewing time of 3 hours was close to time use data based on 

much more detailed diary surveys (Robinson and Godbey 1999: 152). Corneo (2005) analyzes 

the possible external effects going along with the individual allocation of work and leisure time. 

He makes a distinction between social activities, understood as relational goods and TV 

consumption. 

RESEARCH OBJECTIVES 

The study has been conducted to identify the TV Viewing habits of Rural Markets of Punjab. 

The specific objectives of the study are: 

 To identify the frequency and time spent on watching television by rural respondents. 

 To identify the various reasons for watching television programs by rural population 

of punjab. 

This study has been conducted in Punjab State of India. An effort had been made to select the 

respondents evenly from various Rural markets of Punjab.  The survey was carried out on 400 

respondents.The data was collected personally in the months of October 2010 to June 2011. The 

respondents were delibrately selected to maintain equal distribution in age and gender 

specifications. There were 221 males and 179 females that took part in the survey. About 26% of 

the respondents were falling in the age group of 15-30 years, 31% were in the age group of 30-45 

and 43% of the respondents were of 45-60 years of age. 46% of the respondents were under 

graduate, 24.5% were graudates and 23.5% were post graduates. For the purpose of research 

convenience sampling technique was used. The questionnaire comprised of a rank question, 

close-ended questions, a 5 point likert scale questions. The data collected through questionnaires 

was coded and tabulated keeping in context with the objective of the study. It was further 

suitably analyzed by calculating percentages, frequencies and Cross-tabulation techniques.The 

data was analyzed using SPSS throughout the study.  
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DATA ANALYSIS  

FREQUENCY OF WATCHING TELEVISION 

The rural respondents were asked how often they watched television, the responses were 

collected on 4 pointer scale of „Always‟, „Most often‟, „Sometimes‟, „Very rare‟ with weightages 

of 4,3,2 and 1 respectively. It can be seen from Table 1 that most of the respondents watch 

television „Sometimes‟(34.7%) followed by „Always‟(25.7%), „Most often‟(25.2%) and „Very 

rare‟(14.2%) with the overall average score being 2.43 indicating „Sometimes‟. Gender wise 

analysis in Table 1 indicates that there is no signficant difference in frequency of watching 

television between Rural Males and Females, with almost equal mean average scores. This was 

also confirmed by t-value (0.21), which shows no significant difference among males and 

females with respect to mean values of watching Television. Age wise analysis in Table 1 

indicates the trend of watching television across various age groups. In 15-30 years age group 

respondents usually watch television „Most often‟(42.7%) followed by „Always‟(30.0%). As the 

age group increases to 30-45 years, the viewing pattern shows minute changes with 

„Always‟(34.6) followed by „Sometimes‟(25.8%). For 45-60 years of age as evident the result 

shows „Sometimes‟(52.0%) followed by „Most often‟(18.4%). The F-ratio (1.98) also confirmed 

that average mean scores of frequency of watching television for different age groups differ 

significantly. The education wise analysis shows that most of „under graduates‟(52.9%) watch 

television „Sometimes‟(41.3%) followed by „Most often‟(25.5%). Graduates watch television 

„Always‟(43.8%) and most of the post graduates watch television „Some times‟(50.0%). The F-

ratio (0.29) shows that average mean scores of frequency of watching television for different 

education groups do not differ significantly. 

TABLE 1 : FREQUENCY OF WATCHING TELEVISION 

Respondents Always Most  

often 

Sometimes Very 

Rare 

Total Mean 

GENDER  

Male 41(18.5) 56(25.3) 78(35.2) 46(20.8) 221(55.2) 2.72 

Female 62(34.6) 45(25.1) 61(34.0) 11(6.1) 179(44.7) 2.14 

Overall 103(25.7) 101(25.2) 139(34.7) 57(14.2) 400(100) 2.43 

t-value = 0.21 

(Not significant) 

AGE       

15-30 31(30.0) 44(42.7) 17(16.5) 11(10.6) 103(25.7) 2.56 

30-45 43(34.6) 25(20.1) 32(25.8) 24(19.3) 124(31.0) 2.70 
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45-60 29(16.7) 32(18.4) 90(52.0) 22(12.7) 173(43.2) 2.76 

Overall 103(25.7) 101(25.2) 139(34.7) 57(14.2) 400(100) 2.67 

F-ratio = 1.98 

(At 1% significance level) 

EDUCATION       

Under Graduate 39(21.1) 47(25.5) 76(41.3) 22(11.9) 184(46.0) 2.60 

Graduate 43(43.8) 27(27.5) 11(11.2) 17(17.3) 98(24.5) 2.74 

Post Graduate 17(18.0) 19(20.2) 47(50.0) 11(11.7) 94(23.5) 2.63 

Any other 04(16.6) 08(33.3) 05(20.8) 07(29.1) 24(6.0) 2.74 

Overall 103(25.7) 101(25.2) 139(34.7) 57(14.2) 400(100) 2.67 

F-ratio = 0.29 

(Not significant) 

 

NUMBER OF HOURS SPENT ON WATCHING TELEVISION 

Regarding the number of Hours spent on watching television, it was seen that most of the rural 

respondents (45.7%) watch 1-3 hours of television followed by those (25.7%) who watch less 

than 1 hour of television. It can be seen from Table 2 that 47.9% of Males and 43.0% of Females 

watch 1-3 Hours of Television daily while only a small percent (2.2% of males and 5.0% of 

females) watch more than 5 Hour of television. It was seen that there was not much difference 

seen in number of hours spent on television viewing by males and females. The chi-square value 

of 3.11 at 5% significance level also reveals significance association between gender and 

duration of watching television. The chi-square test was only applied after clubbing the „less than 

1 hour‟ category with „1-3 hour‟ and „3-5 hour‟ category with „more than 5 hour‟ category. Age 

wise analysis in table 2 indicates that in 20-30 years age group, most of the respondents (42.7%) 

watch less than 1 hour of television which is a surprising result. It could be related to limited 

access of television to youngsters due to their agricultural and study commitments. In 30-50 

years age group, most of the respondents (46.7%) watch 1-3 hour of television. For 50-60 years 

of age group, most of the respondents (49.7%) watch 1-3 hour of television followed by 35.2% 

respondents who watch television for 3-5 hours daily. The chi-square value of 9.24 at 1% 

significance level confirms that when youngsters get older they prefer to watch more television. 

It was seen from Table 2 that there was no difference in television viewing across various 

education level. The chi-square value of 17.24 at 5% significance level also reveals that the more 

the education the lesser is the tendency to watch television. 34.7% of Under graduates watch 3-5 
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hours of television daily. 43.8% of graduates watch television 1-3 hours daily. 75.5% of Post 

graduates prefer to watch 1-3 hour of television. 

TABLE 2 : HOURS OF TELEVISION VIEWING PER DAY 

Respondents Less than 1 

Hour 

1-3 Hour 3-5 Hour More than 5 

Hour 

Total 

GENDER  

Male 61(27.6) 106(47.9) 49(22.1) 05(2.2) 221(55.2) 

Female 42(23.4) 77(43.0)  51(28.4) 09(5.0) 179(44.7) 

Overall 103(25.7) 183(45.7) 100(25.0) 14(3.5) 400(100) 

Chi Square = 3.11 

(at 5% significance level and clubbing first 2 and last 2 categories) 

AGE      

20-30 44(42.7) 39(37.8) 17(16.5) 03(2.9) 103(25.7) 

30-50 37(29.8) 58(46.7) 22(17.7) 07(5.6) 124(31.0) 

50-60 22(12.7) 86(49.7) 61(35.2) 04(2.3) 173(43.2) 

Overall 103(25.7) 183(45.7) 100(25.0) 14(3.5) 400(100) 

Chi Square = 9.24 

(at 1% significance level) 

EDUCATION      

Under Graduate 54(29.3) 62(33.6) 64(34.7) 04(2.1) 184(46.0) 

Graduate 42(42.8) 43(43.8) 04(4.0) 09(9.1) 98(24.5) 

Post Graduate 07(7.4) 71(75.5) 15(15.9) 01(1.0) 94(23.5) 

Any other 00(0.0) 07(29.1) 17(70.8) 00(0.0) 24(6.0) 

Overall 103(25.7) 183(45.7) 100(25.0) 14(3.5) 400(100) 

Chi Square = 1.90 
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(at 5% significance level)  

 

REASONS FOR WATCHING TELEVISION 

The  factor analysis was applied on the responses provided by respondents. Factor analysis is a 

good way of identifying latent or underlying factors from an array of seemingly important 

variables. In a more general way, factor analysis is a set of techniques, which, by analyzing 

correlations between variables, reduces their number into fewer factors, which explain much of 

the original data, more economically.(Malhotra,2002). In the present study, the factor analysis 

was applied in order to identify the various reasons for watching television by the youngsters,the 

responses obtain were put to factor analysis and the result so obtain were subject to Kaiser- 

Meyer- Olkin (KMO) measure of sampling adequacy and Bartlett‟s Test of Sphericity. The 

approximate chi-square value is 689.207 with df  310, which is significant at 0.000 level.(Table 

3).The value of KMO statistics (0.901) is also large (> 0.5). Hence, all factors are not considered 

equally important for Television viewing. An eigen value represents the amount of various 

associated with the factors. From table 4, it is evident that the first four variables represent the 

61.714 % of variance. Therefore, only these four factors with the variance greater than 1.0 are 

retained and the other factors are not included in the model. Thus, from eigen values in table 4, 

we extract only 4 factors from the 14 variables. 

TABLE 3 : KMO AND BARTLETT’S TEST 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.   .901 

Bartlett's Test of Sphericity Approx. Chi-Square 689.207 

   Degree of Freedom 310 

   Significance .000 

 

TABLE 4: TOTAL VARIANCE EXPLAINED 

 Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

 

Component 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative 

% 

Total % of 

Variance 

Cumulative 

% 

 1 5.150 29.108 29.108 5.150 29.108 29.108 3.357 27.314 27.314 

 2 3.944 18.310 47.418 3.944 18.310 47.418 3.134 18.120 45.434 

 3 2.418 10.160 57.578 2.418 10.160 57.578 2.529 10.643 56.077 
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 4 1.301 9.816 67.394 1.301 09.816 67.394 2.480 9.401 65.478 

 5 0.984 7.068 74.850       

 6 0.946 6.730 81.580       

 7 0.818 4.103 85.683       

 8 0.731 3.903 89.586       

 9 0.690 3.350 92.936       

 10 0.649 2.143 95.079       

 11 0.532 1.859 96.938       

 12 0.417 1.787 98.725       

 13 0.389 0.680 99.405       

 14 0.229 0.595 100.00       

  

EXTRACTION METHOD: PRINCIPAL COMPONENT ANALYSIS 

Factor loadings are simple correlations between the variables and factors. The most commonly 

used method is the Varimax rotation procedure. This is an orthogonal method of rotation that 

minimizes the number of variables with high loadings of a factor, thereby enhancing the 

interpretability of the factors. Orthogonal rotations results in factors that are uncorrelated.   

TABLE 5:ROTATED COMPONENT MATRIX 

   Component 

 

 

 

S.No. Statements 1 2 3 4 

1 Television is usually a pleasure seeking activity 

 

.920 .613 .531 .478 

2 TV viewing update its viewers on latest issues related 

to sports,politics etc. 

.318 .507 .316 .390 

3 The viewers are emotionally attached to the characters 

of daily soaps. 

 

.219 .527 .709 .235 

4 TV viewing is one of the most common leisure 

activities among the masses. 
.561 .481 .289 .250 
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5 Viewers update their knowledge and get ideas about 

cooking, leisure activities, yoga etc. 

.112 .317 .612 .352 

6 The various dance shows,music shows etc being 

telecasted provide learning experience to the viewers. 

.441 .389 .556 .419 

7 Religious channels awakens spiritual intellect of 

viewers 

.485 .123 .411 .691 

8 Television reminds and make its viewers learn various 

Indian cultures,rituals and traditions. 

 

 

.403 .626 .202 .470 

9 Knowledge about the rich heritage of various nations 

can be obtained from television viewership. 

.325 .536 .416 .296 

10 Viewers get information and knowledge about various 

usefull plants and nature of many animals 

.430 .482 .372 .280 

11 The advertisements  shown on TV make the audience 

aware about new product launches. 

.402 .326 .661 .413 

12 Television is a stress buster tool. .542 .561 .452 .897 

13 TV brings families together as it is seen as a measure to 

spend some quality time with family. 
.566 .466 .463 .371 

14 Health oriented programs make viewers aware about 

their well being. 

.364 .549 .572 .812 

 

Principal Component Analysis under the rotation method (Varimax with Kaiser Normalization), 

rotation converged in 15 iterations. The following four components (Table 6) may be extracted:  

Component 1: Factor 1,4,13 (Medium of relaxation and time pass) 

Component 2:Factor 2,8,9,10  (Knowledge Generation and learning) 

Component 3:Factor 3,5,6,11  (Nourishment of talents) 

Component 4:Factor 7,12,14 (Stress management tools) 

The rotated component matrix suggests presence of the four interrelated factors. 

MEDIUM OF RELAXATION AND PASS TIME: It is the most significant factor with 29.108 

percent of total variance explained. Most of the rural viewers as expected watch television as a 

leisure activity or their favorite pass time. Women prefer to kill time by watching various daily 

soaps when their husbands are out for work, although the sample in this study contains rural 

population, the trend remains the same. Television is still seen as a major source of time pass by 

many households in rural punjab. 

KNOWLEDGE GENERATION AND LEARNING: It is the second most significant factor 

with 18.310 percent of total variance explained. Most of the viewers seeks knowledge and 

learning from various television programs, or they prefer to watch such programs which help 

them refresh their knowledge.  
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NOURISHMENT OF TALENTS: It is the third most significant factor with 10.160 percent of 

total variance explained. The viewers have understood the importance of various television 

programs based on jugding talents or other such activities. Most of the respondents have valued 

this factor as third most important factor. 

STRESS MANAGEMENT TOOL: It is the fourth most significant factor with 9.816 of total 

variance explained. As contrary to passing time, most of the respondents see television as major 

source of stress management. The television programs which focus on comedy,laughter etc have 

been a hug hit among the young population, which seems to enjoy such programs and give a 

break to a hectic worklife. 

CONCLUSION 

The findings of the study reveals that most of the rural respondents watch television either 

„Sometimes‟ or „Always‟ and spend about 1-3 hours daily. It can be further concluded from the 

study that there is no signficant difference in frequency of watching television between Males 

and Females, with almost equal mean average scores as shown by the t-values. With increase in 

age, the tendency of viewers is to watch less of television but when they watch it, usually they 

spend long hours (3-5 hours) in doing so. The F-ratio (1.98) also confirmed that average mean 

scores of frequency of watching television for different age groups differ significantly. With 

changes in education levels, there is no significant change in the pattern of television viewing, as 

shown by similar mean and f-ratio values. The study also highlights the various reasons for rural 

viewers to watch television, mainly four factors emerged as most significant which includes, 

Medium of Relaxation and Pass time, Knowledge Generation and Learning, Nourishment of 

talents and Stress management tool. It can be concluded that most of the rural viewers view 

television as a learning tool and their favorite time pass activity. Some of the respondents view it 

as technique to polish their talents and others use television as a stress management tool to 

counter their stressfull worklife.Marketers and advertisers to identify the best-fit slot for putting 

their advertisement in television can use the findings of this study. The study leaves the scope for 

further research in understanding of consumer preferences for particular programs, the time of 

watching television for different age, income and educationa level groups.  
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