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Abstract 

Television plays a very important role in our lives and is convenient to use with less operating cost. 

It is a medium that provides entertainment and education to the viewers. To measure the viewing and 

performance of the programs television rating agencies like TAM, BARC rate the programs. The 

ratings are important in television as they indicate the size of the audience for specific programs. 

Networks and stations set their rates for the advertisement keeping track of the viewers. The revenue 

collected by the network is related to the ratings. These are beneficial to the advertisers, broadcaster 

and content writers. This paper is about the transformation of television industries from urban to 

rural areas. The impressions or viewing is observed to see the influence of the particular channel on 

the people in the urban and rural areas. The study was conducted on the analysis of 

Impressions/Viewers Record of Hindi News Channels. The study concluded that Aaj Tak was able to 

retain the number one spot for consecutive weeks but at times was behind India TV in terms of 

number of weekly impressions. To survive in the market the company has to continue with the 

improved style of presentation of articles and marketing strategies. 
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Introduction 

Television plays to be a dominant medium for information, commercial communication and 

entertainment. This has led to increase the market size and so for that broadcaster, advertisers and 

advertising agencies keep a track to have accurate, consistent and detailed information about TV 

audiences. On an average, people spend more than 490 minutes of their day with some sort of media; 

and by 2017, the global average consumption set to rise to 506 minutes (ZenithOptimedia. 2017).  

The measurement of the viewing is done through audience measurement measures to know the radio 

listenership and television viewership. It is done through certain tools like ratings where the 

percentage is assessed of a given population group consuming a medium at a particular moment. 

Ratings point is a measure of viewership of a particular television programme. 

Television ratings are coupled with detailed analysis of consumer viewing behavior and 

demographic information. This depth of knowledge allows clients to refine their campaigns based on 

demographics; day-part and audience composition. Gross rating points (GRPs) or target rating points 

(TRPs) are chiefly used to measure the performance of TV-based advertising campaigns. Gross 

Rating Points (GRPs) measures the total of all Rating Points during an advertising campaign. A 

Rating Point is one percent of the potential audience. Target Rating Points (TRPs) are the gross 

rating points delivered by a media vehicle to a specific target audience. The purpose of the 'target 

rating point' metric is to measure impressions in relation to the number of people in a specific target 

audience for an advertisement. The target audience is referred to the universe and to reach the 

audience effective tools have to be used. Reach is the number of individuals from the universe who 

are exposed to the medium or vehicle. Reach is normally expressed in terms of % (percentages) 

Audience Share is the percentage of radio or television sets tuned to a particular station or channel 

during a given period. The term could mean individual program on television channels or radio 

stations (TV show, series, films, news and other). The challenges faced in this market are it is unique 

as it does not have infrastructure standpoint so has to depend on the audience. Power-cuts and 
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logistics were some of the major challenges, which are existing in both the rural and urban areas. 

These external factors reflect on the ratings. 

Objective of the Study 

 To study about Television Rating Agencies. 

 To study about the Aaj Tak Campaigns above the line marketing and below the line 

marketing. . 

 To study about the weekly impressions of Hindi News Channels. 

Literature Review 

Television has tremendous impact on the rural and urban society. TV has changed the lives and 

thinking process of the audience. It has contributed in the development of the rural areas by acting as 

a catalyst for the change in the society. The audience connect themselves to the situations on the 

television. It involves maximum interplay of the all the senses. The emergence of television has 

transformed the world in to a global village (McLuhan, 2001). After globalization, Indian television 

industry experienced vast changes. The monopoly of national channel came to an end and private 

channels started hitting the screens. Since 2009 audiences are be subjected to a cacophony of nearly 

450 commercially driven broadcasts, which caters to around 500 million viewers in India 

(Ranganathan & Rodrigues, 2010).  

The television rating measurement started since the commencement of Doordarshan. Since it was the 

single channel being viewed at that time the process of calculating the TRP was simple. It was 

calculated that audience watching program for 5 minutes or more was considered a viewer (Kohli 

Khandekar, 2010).  Another method using a equipment “people meters” is installed in homes for the 

calculation purpose. The information is given to the agencies who rate for TRP. The equipment 

constantly and continuously records the data for the most viewed channels and is then is then 

matched with the main existent data bank to interpret the name of the channel (Debnath Mukherjee, 

et al, 2011). The rating services must be managed by certain kind of government rules, governance; 

with the joint effort of media and advertising sector, and leading industry associations of the 

broadcaster ,a new non- profit body-Broadcast Audience Research Council (BARC) is formed to 

control and monitor the TV viewers measurement structure in India for fair rating The cardinal effort 

for rating research is that it should be strictly emblematic, wholesome and pellucid should be given 

by BARC (Dikshit, S., 2008).  

In economies like India, it is important to target rural areas very large section of potential customers 

resides in villages. The marketers need to convert the latent needs of the village people into specific 

wants. The rural folk are ready to imbibe modern way of living. The basic challenge in front of the 

rural marketer is to deal with the rural consumer who is undergoing transformation. Thus both the 

author’s gives stress on the matter that rural consumers cannot be neglected when it comes to the 

calculation of the market ratio and thus it is very important to identify their needs in order to increase 

the brand awareness amongst them (Lalitha ,Panchanatham, 2013).  

The media vehicle for the rural population as a slight mistake in selection can lead to ultimate loss 

for the Company. According to this paper the people or the population residing in rural areas do have 

access to certain kind of media namely television, radio etc. but in spite of this fact they are left 

unexplored and are often neglected in the calculation of the market share or rather in calculation of 

the impressions of a particular brand. Thus, in order to make the people aware about the brand a right 

kind of media should be selected so that it not only helps in making the people aware but also help in 

calculation of the market share ( Kaushik, Dev, 2013). The importance of rural marketing process 
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and the significance of marketing is to create brand awareness among the customers and to overcome 

different problems related to marketing process.  

The rural marketing process plays a vital role in marketing the products and services using customers 

as the major marketing sources without implementing marketing plans and techniques (Gomathi, 

2013). The media experts and policy makers considered television as a media for the national 

development economically (Vilanilam, 2005).As far as the Television in India is concerned, there is 

variety of programmes telecasted by various channels empower rural people in areas of social, 

cultural, economical, educational, health, technological, equal rights, freedom of expression, gender 

sensitization etc (Agrawal and Rai 1988: 91).The television serials influenced daily routines and 

personal behavior of individuals whereas they negated any influence on family relationships. In spite 

of the lower economic backgrounds a link is created between the television serials. This indicates the 

powerfulness television in captivating the minds of its viewers (Dhruva, 2004) 

Research Methodology 

The secondary data is obtained from the Hindi News Channel that is 12 in number checking the sum 

of impressions of four weeks of these News Channels in the rural areas by the convenience sampling.  

Results 

Television rating agencies  

Television Audience Measurement (TAM) is the specialized branch of media research, dedicated to 

quantifying (size) and qualifying (characteristics) this detailed television audience information. It 

is reliable only when the measurement system would yield very similar findings if independently 

carried out a number of times. It is independent when the supplier operates from a position of 

neutrality recognized by all the market’s players. Close links to one of the interested parties would 

generate suspicion about the data bias, which would prevent its acceptance as a common currency. It 

is transparent when every component of the system is comprehensible and accessible to qualified 

auditing by the market. 

Broadcast Audience Research Council (BARC) India is an industry body, to design, commission, 

supervise and own an accurate, reliable and timely television audience measurement system for 

India. BARC India seeks to establish a robust, transparent and accountable governance framework 

for providing the data points required to plan media spends more effectively. Broadcasters have been 

busy expanding their presence in the rural markets by deploying their boxes and signing deals with 

local cable operators. Television channels in different genres, especially those in news and general 

entertainment, have invested several crores in distribution tie-ups and carriage fees (the amount paid 

to cable operators to be carried on the prime band) to be seen in rural India, which is still an analogue 

market. Some have even jumped on to DD Free Dish, the direct-to-home platform of the public 

service broadcaster Prasar Bharati. The rush to be available in rural India is understandable. 

Broadcast Audience Research Council India, or BARC India, has started measuring what rural India 

watches. Essentially, this means that BARC, the joint industry body of broadcasters, advertisers and 

advertising agencies, has expanded its sample size and added rural households to its TV panel. 

Role of television in rural areas 

BARC’s definition of “rural” is as per Census of India 2011, where whatever is not categorized as 

urban is rural. (Urban statutory towns include all places with a municipality, corporation, cantonment 

board, or notified town area committee). Urban also includes the so-called census towns, which are 

basically places where agriculture is not the main source of livelihood and where people are more 
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like their urban counterparts. Rural, meanwhile, comprises over 6,00,000 villages. According to 

BARC India estimates of the total 153.5 million television households in the country, 77.5 million 

are in urban India and 76 million in rural India. BARC says that 30% of its total metered homes will 

be in rural India. Rural viewership data may disrupt the current channel rankings and programme 

ratings as the weightage assigned to different cities will change. Earlier, the entire weightage that 

determined ratings resided in the urban markets as rural was not being monitored. Now the same 

weightage will be split between the urban (metros and other cities) and rural and towns with a 

population of less than 1,00,000. This may lead to the weightage of the metros dropping from 33% to 

11%, according to estimates by broadcasting executives. On the other hand, weightage of states with 

large rural areas like Uttar Pradesh, Odisha, Punjab and Haryana may go up. Consequently, 

broadcasters, especially news channels, became free-to-air from being pay and got on to Free dish, 

Doordarshan’s direct-to-home platform, to service the rural market. Both marketers/advertisers and 

broadcasters derive a lot of business from rural. While higher television consumption in rural India 

will help increase category awareness, it may also lead to greater adoption for newer categories. 

BARC Weekly Rating 

[Week 22: Saturday, 28
th

 May, 2016 to Friday, 3
rd

 June, 2016 

RANK 
CHANNEL 

NAME 

WEEKLY IMPRESSIONS (000S) 

SUM 

WEEK 22 

1. Aaj Tak 66701 

2. India TV 61807 

3. ABP News 42007 

4. India News 41016 

5. News Nation 39815 

 

Source:  BARC ratings, Best Media Info Bureau, 5
th

 June, 2015 

Above The Line Marketing Methods:  

Television and cinema  

Aaj Tak launches “Ankhen Khol De” campaign 

Aaj Tak has launched a marketing campaign “Ankhen Khol De” with a series of AD films that take 

on the peculiar world of today’s newsmakers. The films that released include Hasya Kavi, Missing 

Beta and Videsh Yatra among others. The varied themes of the films highlight the courage of Aaj 

Tak to call a spade a spade. 
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Aaj Tak connects rural India with a series-Aaj Tak Ka Gaon Connection 

Aaj Tak has launched Aaj Tak Ka Gaon Connection, a special series tailor-made for the rural 

audience, connecting India and Bharat like never before. Aaj Tak will give a voice to rural India with 

Aaj Tak Ka Gaon Connection, which will provide a full spectrum of rural news from hard subjects to 

inspirational stories, problems, issues and a perspective that is uniquely rural. The series will 

not only keep rural India updated on issues that matter but will also give a glimpse of their world to 

the viewers across towns and cities. 

Print ads/outdoor 

It provide ways for Company to build its brand and send marketing message to prospects so they get 

enthused about buying from you. Each marketing tool offers a variety of benefits, but the cost of 

impression is much lower with promotional products compared to print advertising in newspapers or 

magazines, making it an affordable solution for small businesses on a shoestring budget. 

Events/campaigns 

Aaj Tak “Safaigiri” campaign at Kumbh 

 

Aaj Tak has taken an initiative to raise awareness about making our nation a cleaner one through 

“Safaigiri” campaign at Nashik Kumbh Mela. RW Promotions has bagged the mandate to set-up 

branded changing rooms at the Mela. We set up branded changing rooms at the river bank where 

people took the ritual bath. Every time a person entered the room the message of “Safaigiri” was 

heard inside. This crated awareness among the people to keep the place clean. 

Below The Line Marketing Methods: 

Press release  

Aaj Tak targets a pool of potential people build visibility and grow client base. PR helps in 

differentiating Aaj Tak from its competitors. The public awareness of Company is reinforced each 

time people read or hear its name and associate it with something positive. 

Sponsorship 

Sponsorship advertising is a type of advertising where a Company pays to be associated with a 

specific event. In fact, sponsorship advertising is very prevalent with charitable events. Besides from 

charitable events, Companies may sponsor local sporting teams, sports tournaments, fairs, and other 

community events. The idea is to get your name out and be viewed positively as a participating 

member of your community. 

Social media marketing 

Aaj Tak has crossed the one-million mark on Facebook. Aaj Tak on Facebook has been actively 

engaging with the audience by using various tools and mediums such as debates, polls, issues & 

news. Social media is a high interaction platform where the communication is between both the 

parties. The channel has been raising issues on the digital platform.  
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Porter’s five forces analysis of Aaj Tak: 

 Barrier to entry: High to moderate, legislations and cost of research and development, high 

sunk cost, high capital requirement, difficult to access to distribution, steeper learning curve 

because of mature market. 

 

 Industry competition: High advantage gained through technology and marketing strategies. 

Highly fragmented industry high fixed cost, highly perishable products and highly diversified 

rivals. 

 

 Suppliers: Supplier power is low decreasing power of bargaining of suppliers due to increase 

in number of content providers.  

 

 Bargaining Power: Bargaining Power of consumers is high consumers can switch channels. 

Increase in number of variety of channel due to globalization, availability of variety of 

alternative sources of entertainment. 

 

 Substitutes: High like film industry, sports events, cricket live matches, print media, and 

internet. 

 

Analysis 

 

Weekly impressions of Hindi News Channels  

 

 

REGION 

 HINDI SPEAKING MARKET 

Rank Week 21 Week 20 Week 19 Week 18 

1 Aaj Tak Aaj Tak India TV India TV 

2 India TV India TV Aaj Tak Aaj Tak 

3 ABP News ABP News ABP News ABP News 

4 India News India News India News News Nation 

5 News Nation News Nation News Nation India News 

6 News 24 Zee News IBN 7 Zee News 

7 Zee News News 24 News 24 News 24 

8 IBN 7 IBN 7 Zee News IBN 7 

9 India 24x7 India 24x7 India 24x7 India 24x7 
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10 Tez Tez Tez Tez 

11 NDTV India NDTV India NDTV India NDTV India 

12 DD News DD News DD News DD News 

 

 The above table clearly depicts that Aaj Tak was able to maintain number 1 spot for 20
th

 

and 21
st
 week as per Hindi speaking market. 

 The above table clearly depicts that Aaj Tak was able to maintain number 1 spot for 20
th

 

and 21
st
 week as per Hindi speaking rural market. 

 

 

 

 

 

 

 

 

 

 

 

REGION HSM RURAL 

Rank Week 21 Week 20 Week 19 Week 18 

1 Aaj Tak Aaj Tak India TV India TV 

2 India TV India TV Aaj Tak Aaj Tak 

3 India News India News News Nation News Nation 

4 News Nation News Nation India News India News 

5 ABP News ABP News ABP News ABP News 

6 News 24 India 24x7 India 24x7 News 24 

7 India 24x7 News 24 News 24 India 24x7 

8 IBN 7 IBN 7 IBN 7 IBN 7 

9 Zee News Zee News Zee News Zee News 

10 DD News DD News DD News DD News 

11 NDTV India NDTV India NDTV India NDTV India 
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 The above table clearly depicts that Aaj Tak was able to maintain number 1 spot for 20
th

 

week as per Hindi speaking urban market. 

 

As per Hindi Speaking Market Both Urban and Rural Areas 

 India TV was at No.1 on the 18
th

 Week (i.e. 2
nd

 May, 2016 to 8
th

 May, 2016) with highest 

impressions in Hindi Speaking Market followed by Aaj Tak, ABP News, News Nation, India 

News, Zee News, News 24, IBN 7, India 24x7, Tez, NDTV India and DD News. 

 

 India TV was at No.1 on the 19
th

 Week (i.e. 9
th

 May, 2016 to 15
th

 May, 2016) with highest 

impressions in Hindi Speaking Market followed by Aaj Tak, ABP News, India News, News 

Nation, IBN 7, News 24, Zee News, India 24x7, Tez, NDTV India and DD News. 

REGION HSM URBAN 

RANK Week 21 Week 20 Week 19 Week 18 

1 India TV Aaj Tak India TV India TV 

2 Aaj Tak India TV Aaj Tak Aaj Tak 

3 ABP News ABP News ABP News ABP News 

4 India News Zee News India News India News 

5 News Nation India News Zee News Zee News 

6 Zee News News Nation News Nation News Nation 

7 Tez IBN 7 IBN 7 IBN 7 

8 IBN 7 Tez Tez Tez 

9 News 24 News 24 News 24 News 24 

10 NDTV India NDTV India NDTV India NDTV India 

11 India 24x7 India 24x7 India 24x7 India 24x7 

12 DD News DD News DD News DD News 
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 Aaj Tak was at No.1 on the 20
th 

Week (i.e. 16
th

 May, 2016 to 22
nd

 May, 2016) with highest 

impressions in Hindi Speaking Market followed by India TV, ABP News, India News, News 

Nation, Zee News, News 24, IBN 7, India 24x7, Tez, NDTV India and DD News. 

 

 Rankings were same for 21
st
 Week (i.e. 23

rd
 May, 2016 to 29

th
 May, 2016) in Hindi Speaking 

Market. 

It can be concluded that Aaj Tak is leading the show from consecutive 2 weeks giving a tough 

competition to other Hindi News Channels, although INDIA TV is ahead of Aaj Tak in 21
st
 Week 

but Aaj Tak is on No.1 as HSM Impression of Aaj Tak (67008) is more than that of INDIA TV 

(62015) 

Conclusion 

The television rating system is used for evaluation and checking the suitability of the programs for 

the various segments viewing the television. The programs are rated by the broadcaster. It is 

important for various categories like advertisers to know whether their target audience is viewing the 

advertisements or not. The revenues generated by the broadcaster are obtained by overall economic 

environment and the viewership enjoyed by the programmes. It has been observed that a decline in 

viewership ratings leads to a slower growth in advertisement revenues of the broadcasters and 

sometimes even a decline in their revenues. Higher TRP's enable the content providers to enjoy 

higher realizations. Transformation of television industries from urban to rural areas can be stated as 

a beginning of a revolution as far as broadcasting and accumulation of various television ratings are 

being considered. The objective behind the research was not only limited to the fact that rural areas 

were neglected when channels were given ranks on how popular they are or what is the frequency, 

reach or time as far as leaving an impression in the mind of audiences, but at the same time using 

various marketing campaigns to make people realize that how are they associated with them. It can 

be said that the performance, utility and relevance of television industries should be seen in the light 

of content to be provided and relevance for the people who watch the program. 
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