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Rupert Murdoch, the owner of one of the world’s greatest media corporations – News Corporation, is seldom of a similar opinion to Richard Parsons, former president of Time-Warner. And yet both of them, almost at the same time, gave a surprisingly similar prognosis – India is a country where the most dynamic changes in the media market are observed and it is also the Indian, and not the Chinese, market in which it is now most worth investing in this area
. Rupert Murdoch has reasons to say that – the credit for 70% of all income of News Corporation in Asia goes to Star India. The Indian market is so interesting for Rupert Murdoch that in early 2010 he decided to restructure his company and transfer Asian operations from Hong Kong to India, which has now become the pillar of the Asian part of the Star group. The importance of the Indian media market for Murdoch is also shown by the fact that he appointed his own son – James – to the president and executive director of News Corporation Asia. Uday Shankar, Director General of Star India, has already announced that the corporation will not content itself with the current share in the market, mainly in the area of entertainment channels, and is planning another growth stage, this time oriented towards regional channels, broadcast in local languages. The corporation has also announced changes in its flagship channel, Star Plus: “When we studied in detail what we were doing wrong, we figured out that our market has changed substantially; the Indian family has changed, as has the Indian woman. (...) She is now more confident, assertive and in charge of her own life,” said Uday Shankar in an interview for “The Economic Times”
. The success of Star Plus is based, among others, on closer cooperation with Ekta Kapoor from Balaji Telefilms, which seems to be a good decision considering the fact that Top 10 Star Plus must be credited fully to the Balaji Telefilms producer company.

What is it about India that the world’s greatest media corporations fight so fiercely for influence in that market? According to the World Association of Newspapers, India is the second largest press market in the world, the first being China, with almost a billion copies daily. 81 million Internet users, including nearly 8 million people having access to broadband Internet, places the country on the 12th location in the world. Also in the branch of TV stations, India is located on top of the ranking – 1400 stations give India the 4th place in the world, after Russia, China and the USA. The Indian media market is thus one of the world’s greatest, both in terms of the size or variety of the media offer itself and in terms of audience size. The linguistic aspect itself also draws attention. The media reach various recipient groups, who use over 100 languages, although it needs to be said that two languages play a special role here – Hindi and English. The former because it guarantees the most numerous TV audience (similarly as with radio listeners and press readers), the latter because it reaches the best educated recipients and gives Indian media a significant international position. According to the report by Press Registrar, in India the press is published in 123 languages and dialects. Beside English, Hindi and other official languages of particular states, attention needs to be drawn to the languages not classified as Indian, i.e. formally not used within the Republic (e.g. Burmese). The state most linguistically differentiated in reference to press publications is Orissa, where media are issued in 18 languages, then Maharasztra – in 17 languages, then comes the capital region of Delhi, with 16 languages. The most newspapers and magazines are issued in Hindi – 24 927, the second place is taken by the English-language press – 9 064. A state with most print media, in turn, is Uttar Pradesh – 9 885 newspapers are registered there. The second place is taken by the capital region with 8 545 registered newspapers. According to the data of the Indian Readership Survey for 2009, the greatest Indian daily is “Dainik Jagran” with 55.7 million recipients, which probably ranks it first in the world. Second in the ranking is “Dainik Bhaskar” with 44.9 million recipients. Both papers are issued in Hindi. The most widely read English daily is “The Times of India” reaching up to 13.3 million readers, the second one is “Hindustan Times” – 6.3 million readers, and the third is “The Hindu” with 5.2 million readers. Among other papers with high circulation one can mark out the “Malayala Manorama”, issued in the Malayalam language in Kerali, reaching over 1.8 million recipients.

A huge change in the functioning of Indian media came after the year 1991, which is considered the beginning of a great transformation of Indian economy. Earlier on, India was described as “licence raj”, i.e. a country restricted with licence policy. A deciding role was played there by an influential group of central and state institution officials, whose actions were guided by directives which came as a result of the Nehruvian central planning philosophy. The whole system of permissions and licences, binding for more than four decades, made India unable to use its economic opportunities and caused its exceptionally weak dynamics of GDP growth with a low living standard. The then media market was rather limited, although the limitations concerned more the chances of media expansion in terms of numbers than the possibility for them to articulate their views. In truth, electronic media like Doordarshan – all-Indian television, and All India Radio were controlled to a greater or lesser extent by the state, and only the printed media – which were mainly in private hands – enjoyed a considerable autonomy. The 1990s and the first decade of this century were an epoch of a gigantic media boom, mainly in electronic media. Hundreds of television channels in several tens of languages reach over a billion recipients in the whole country. The dominant language in TV is Hindi, although programmes in local languages like Bengali, Urdu, Tamil, Malayalam or Gujarati have an audience counted in tens of millions. The most popular channels are Aaj Tak (Till Today) or Zee TV, which beside current information, offered mostly in an exciting form, specialise in local pop-culture. The already classical infotainment mix, known in the whole world, became a regular feature of local media. A very specific role belongs to thematic channels, including religious ones. Hinduism is one of the basic foundations of the whole Indian civilisation (beside Islam and, to a lesser extent, Christianity), hence the huge popularity of such channels as Aastha TV or Sanskar TV (broadcast mostly in Hindi, some programmes also in English). Lectures and sermons of the most famous spiritual gurus, talks on spiritual topics, mythological performances are their main content. The channel in Urdu – which is a language used by over 250 million people in the world – ETV Urdu, is directed mainly to Muslims, those living in India as well as in Pakistan. Beside information and entertainment, religious programmes devoted almost exclusively to Islam also play an important role. In Indian electronic media – as opposed to the printed media – English is less common, which is in fact easy to compensate with wide access to satellite television, which is extremely popular in India. The most popular information channel is CNN – IBN, focussing mainly on matters of national importance. The information channels BBC and CNN are well known, valued and often watched. 

Currently, Indian media are characterised by pluralism and linguistic and cultural diversity seldom to be found elsewhere. The printed media are a rather intriguing mixture of old, respectable titles – such as English “The Times of India” or “The Hindu” – and thousands of papers and magazines created in the recent years, including international mutations such as “Vogue”, “Cosmopolitan” etc. Serious mainstream media concentrate mainly on domestic matters, although it ought to be remembered that those matters concerns one of the biggest countries in the world. International matters – except Pakistan, China, the United States, and to a lesser extent Great Britain or Russia – take relatively less time and space. There is very little information about Europe; in fact, our continent hardly exists in the media that count. Only seldom there appears a report about the French presidential pair, or about a crisis in the euro zone. An obvious exception are specialist media, focussing on international matters in selected places in the world: for example, the highly valued “News Behind the News” magazine (India in global perspective), “Political Events” (mainly the matters of political relations in Asia, rarely outside of the continent), “Diplomatist Plus” (India’s diplomatic relations with the world and detailed analysis of international problems) or more niche “AfroAsian Business Chronicle” (description of current economic events between the two continents). A yet different international perspective is presented in publications related to the  particular religious communities. For instance “The Milli Gazette”, viewed as one of the main periodicals of the Muslim minority in India (of about 160 million), focuses quite often on Middle Eastern issues, rarely presented in the mainstream media, illustrates problems concerning Muslims in many countries of the world (including Europe), attempts to present the Indian community of Muslims as part of the universal ummah, yet declares loyalty towards its own country. Indian-language press, in turn – mostly in Hindi, Punjabi, Gujarati, Bengali – if it speaks of international issues, then it is done rather in Indian context. These are mostly relations with Pakistan, Bangladesh or China. There is also quite much news from the United States, but mainly in connection with their international policy in Southern Asia. Press in Tamil Nadu, on the other hand, if only due to cultural and historical reasons, devotes much attention to the matters in Sri Lanka, inhabited by a significant Tamil minority.   

According to Vanita Kohli-Khandekar, the author of an excellent book The Indian Media Business, which has already been issued three times, dynamic economy and a huge mass of young people with the time and money to spend on using various media are two important reasons for Indian media market development, yet of little importance if not accompanied by democracy. The potential of the Indian media market may be used only thanks to the functioning of the democratic system – a good counterexample is China. Paradoxically, the Indian government plays a significant role in maintaining and using the media, mainly the electronic ones. Audiovisual media allow to conduct educational actions, particularly in rural areas, which still have a high percentage of illiterates and thus limited possibility to reach people in a different way. Thus Indian media have an important educational role – they publicise economic reforms and explain their sense, educate in sexual matters, influence social changes, e.g. by condemning honour killing. In a country where people speak over 400 languages, 1600 dialects, with two main official languages – Hindi and English, and 22 other official languages, television is a link between the particular states. The integrational role of electronic media in India cannot be overestimated, similarly as the role of Indian cinematography, mainly Bollywood films, which became a forerunner of social changes in the country, effecting e.g. a gradual decrease of the number of prearranged marriages.
MEDIA AND POLITICS

The media market in India has, of course, some limitations, resulting among others from political, social or religious conditions, but it must undoubtedly be called the world’s biggest free media market. The media enjoy freedom of speech and it is by no means only declarative freedom present only in the constitution, but one very much real. Indian media can very fiercely attack the governing politicians, trail eagerly any possible financial, political or social scandals, do not spare such figures as Sonia Gandhi, or more broadly: the whole Gandhi family (that is, also Rahul and Priyanka), as well as the Prime Minister Manomohan Singh (though attacks on him are rather mild), or opposition politicians, both those connected with the nationalist Bharatiya Janata Party – Advani and Gadkari, and with the Communist Party of India. And a negative favourite of the liberal media, particularly those in English, is the Uttar Pradesh (UP) state Chief Minister Mayawati, known for her extravagant liking to erect new monuments in the state’s capital, Patna. The matter, however, is rather delicate, because Mayawati comes from the Dalit community, called untouchable, and one of her aims widely propagated in the media is promoting the idea of equalising the chances within the Indian caste system. Yet in her case this means equalising chances in the number of erected monuments of people belonging to less privileged social groups. Thus successively erected monuments of Dalit leaders, including Mayawati herself (interestingly – often presented with an elegant handbag), cause embarrassment, sometimes amusement, but frequently also anger of liberal Indians, which is visible e.g. in the publications of “The Times of India”. Mayawati is not particularly bothered with English publications, however, which seldom reach her electors, she concentrates mainly – like most state leaders – on Hindi media, which guarantee her political message to reach her supporters, generally hostile towards the English-speaking elite. That certainly does not mean that papers like “Dainik Jagran” or “Amar Ujala” are sparing in critique towards the Chief Minister of Uttar Pradesh, but rather that the factual political influence of English media, or even all-Indian media in Hindi, is quite limited in particular states. A greater role is played there by local media, more dependent on the local political notables and parties.  

The situation is somewhat different at the central level. The government of the Republic must consider mostly the opinion of all-Indian media, mainly television. Such channels as Aaj Tak, Zee TV or CNN-IBN do not always make allowances for the most popular politicians. An example of a political failure of 2010, with media in the background, is Shashi Tharoor, former Minister of State for Foreign Affairs.  

Shashi Tharoor has been one of the great media stars of Indian politics, with excellent education, a graduate among others of St Stephen’s College in Delhi and The Fletcher School of Law and Diplomacy at the Tufts University, where he received his doctoral degree at 22 years of age. Brilliant columnist (and not only in Indian media, like “The Times of India” or “The Hindu”, but also American ones – “Newsweek International”, “International Herald Tribune”, “New York Times” and “Los Angeles Times”), author of several bestsellers, like “The Great Indian Novel” (28 editions in India alone!), “From Midnight to Millenium” or “Riot”, he has also won several awards. In Poland he is known for his book “Bollywood”, a roman à clef about the life of the megastar of Indian cinema, Amitabh Bachchan. He has for long years been related to the UN. In the 1980s he was concerned with peace operations in the former Yugoslavia, he was one of the closest collaborators of Kofi Annan. In 2002 he was appointed United Nations Under-Secretary General for Communications and Public Information. Recommended by India for the post of UN Secretary General, he minimally lost the voting to Ban Ki-moon. After returning to India permanently, he joined the governing Congress and was appointed Minister of State for Foreign Affairs. Almost immediately he became a hero of all-Indian and local media. He excellently used the popularity of the Internet in promoting himself on www.tharoor.in, then on Twitter, which made his views and opinions known in the whole country. It turned out rather quickly, however, that what was valuable (for it was controversial) with a columnist, did not necessarily please when coming from a diplomat. 

While the Congress was implementing the philosophy of budget savings, which in its assumptions also included politicians, he expressed his opinion quite firmly talking of “holy cows” (i.e. politicians) travelling in “Cattle Class”, which meant economy class on a plane or – depending on the interpretation – second class on the train. His words were quoted by nearly all Indian media, both those in English and in Hindi, presenting Tharoor as a person “absolutely insensitive” to the fate of an ordinary Indian citizen. Tharoor defended himself competently, indicating the undeniable discomfort while travelling in economy class, adding that the phrase meant “no disrespect to economy travellers, only to airlines for herding us in like cattle.” Many readers and viewers appreciated his sense of humour, and thousand supporters on Twitter expressed their admiration for the completely “non-Indian behaviour” of the former Minister. Another public address of Tharoor had more serious consequences. During a public lecture (together with lord Parekh from Great Britain), publicised by central media, e.g. by “The Times of India”, Tharoor criticised the foreign affairs philosophy of the Congress, which – at least in theory – refers to the concept of “non-commitment” of Jawaharlal Nehru. Tharoor undermined its sense in the current times, indicating the completely different international situation. Such phrasing would in no case be any rock of offence in another country, but in India governed by the Congress coalition words of criticism towards the Founding Father, i.e. Nehru, aroused true rage. Congress members successively demanded the Minister’s resignation, electronic media like CNN- IBN began to organise debates – and they were not so much on modern foreign policy (which could have been expected) as on what a loyal member of the governing coalition couldallow himself (which sold much better to the Indian audience). In various subtexts the viewers found new questions, and the most important among them was: how far can Shashi Tharoor, the true celebrity of Indian politics, go? The democratism of the media and true freedom of speech were, however, on the side of the then Minister, who with his natural talent could defend his position, giving the rather trite thesis that it was the media who misinterpreted his words. Yet the time of media protection and liking for Shashi Tharoor was slowly coming to an end. He was attacked for the mere fact that he was staying in a five-star hotel in Delhi (for which he was actually paying himself), and not in the apartment allotted to him by the administration, for the facts that he made mistakes in negotiations with Saudi Arabia, that he publicly criticised the government’s official stand in visa policy. It only added insult to injury when information appeared about the minister using his post in financial negotiations concerning the amounts of shares of particular owners of the Kochi-IPL team (Indian Premier League in Cricket, extremely popular in India). Media started to inform about a close friend of Tharoor, whose shares in the whole enterprise were hidden from the public opinion, speculations also appeared that she were a figurehead, and the real player were Tharoor himself. The case was not entirely explained, in the end the fact of committing a crime was not proved to the Minister, yet the media scandal around Kochi-IPL began to be harmful to the image of the Congress itself, which publicly propagated transparency in politics. Prime Minister Manmohan Singh persuaded Shashi Tharoor to resign. The celebrity Minister gave in and resigned from his post. Indian media could triumph. This time their pressure led to the resignation of one of the most famous politician, and one who exquisitely knew how to promote himself in the media.                           

INDIAN MEDIA  - DETAILS

1. The Ministry of Information and Broadcasting
 is responsible for the development and regulation of the media and film market in India. 

The information sector, including the printed media, is regulated by the Indian Press Council
. 

The sector of radio broadcasting and television consists of Prasar Bharati (state media) and private media. The situation of the public media is regulated by the act passed in 1997 which divided the sector into All India Radio and Doordarshan. Private television media comprise over 100 channels and networks.

Radio or TV stations activity requires permission from the Ministry of Information and Broadcasting.

All satellite or cable channels must adjust to the programme and advertising code defined in the act on TV cable networks of 1995.   

2. The government also decided to fully open the media market for foreign investors (including those of Indian origin). Before that, foreign investors could have a maximum of 26% of shares in the media sector. A similar decision was made in the non-information sector (100% against former 74%).

3. The new policy of the development of radio stations working at the FM frequency was adopted in 2005, resulting in gaining investors for 280 radio stations in 91 cities (out of 337 offered for sale).    

4. As mentioned before, Prasar Bharati was created in 1997. Its aim is to organise and conduct public radio broadcasting activity, including information, education and entertainment. One of its main tasks is to maintain the country’s unity and territorial integrity.

5. All India Radio, created in the 1920s, has 231 radio stations with the status of offices subject to the headquarters of AIR, and 373 transmitters reaching 99.14% of the population and covering 91.79% of the country’s area.

All India Radio broadcasts programmes in 24 languages and 146 dialects. 

5. Doordarshan was activated in 1959, offering until 1965 a partial TV programme based on educational programmes. Currently, Doordarshan has 64 production centres, 24 information centres, 126 technical centres, over 1500 transmitters and about 30 television channels (5 all-Indian, 11 regional satellite channels, 11 local ones, 1 international channel).

6. The Indian press market covers press media registered in the Office of the Registrar of Newspapers for India (RNI). In 2007 in India 65 032 publication were issued, including: 
7 131 dailies, 374 papers appearing two or three times a week, 22 116 weeklies, 8 547 biweeklies, 19 456 monthly, 4 470 quarterlies, 605 yearbooks and 2 333 other publications.

The most newspapers were issued in Uttar Pradesh – 9 885 titles, and in Delhi – 8 545 titles.

Newspapers and periodicals were issued in 123 languages and dialects. Most of them were issued in Hindi (24 927 titles), then in English (9 064 titles). In Orisa itself newspapers were issued in 18 out of 23 main languages of Indian, in Maharashtra in 17, in Delhi in 16 languages.

The total circulation of newspapers and periodicals was 180 738 611 copies in 2006 for 8 512 titles which published their yearly reports.

	The greatest Indian dailies – data from 2007

	Item
	Title
	Language
	Circulation

	1
	“Dainik Jagran”
	Hindi
	2 068 172

	2
	“The Times of India”
	English
	1 809 580

	3
	“Malayala Manorama”
	Malayalam
	1 589 823

	4
	“The Hindu”
	English
	1 330 518

	5
	“Hindustan”
	Hindi
	1 296 894

	6
	“Amar Ujala”
	Hindi
	1 296 719

	7
	“Anand Bazar Patrika”
	Bengali
	1 255 206

	8
	“Lokat”
	Marathi
	1 235 574

	9
	“Hindustan Times”
	English
	1 188 786

	10
	“Eenadu”
	Telugu
	1 176 028

	The greatest Indian weeklies

	1
	“Malayala Manorama”
	Malayalam 
	666 900

	2
	“Ananda Vikatan”
	Tamil
	408 872

	3
	“Malayalam” 
	Malayalam
	316 725

	4
	“Mathrubhumi Thozhilvartha”
	Malayalam
	262 762

	5
	“Balarama”
	Malayalam
	248 812

	The greatest bi-weeklies and monthlies

	1
	“Vanitha”
	Malayalam
	505 786

	2
	“Meri Saheli”
	Hindi
	347 984

	3
	“Lokrajya”
	Marathi
	345 997

	4
	“Grehlakshmi”
	Hindi
	300 275

	5
	“Aval Vikatam”
	Tamil
	220 006


7. Beside the Press Information Bureau – a governmental agency responsible for conveying official information from the Indian government, there are following information agencies:

a) Press Trust of India (PTI) – a non-profit association which belongs to the greatest newspapers in the country, responsible for preparing and publishing news to over 500 subscribers. It was formed in 1947 and started its activity in 1949. It offers news in English and in Hindi. It has its own satellite system for sending information and 80 information centres in the country and in 11 cities abroad. It cooperates with Associated Press, AFP. It is a member of Asia Pulse International (a Singapore company formed as a venture of a few Asian agencies) and NAM News Network (a company of several Asian countries created as an information provider through the Internet).

b) United News of India – a company formed in 1959. Currently it has 719 subscribers, 71 information centres in India and 14 in cities abroad. It distributes information received from the Reuters Agency and cooperates with the following agencies: Xinhua (PRC), RIA Novosti (Russia), UNB (Bangladesh), Anadolu (Turkey), WAM (UAE), GNA (Bahrain), KUNA (Kuwait), ONA (Oman), QNA (Qatar) and CNA (Taiwan).  

8. Beside public media in India, media belong to several concerns, which cover press, television, film producing companies and the Internet.

The largest of them are:

· New Delhi Television (NDTV) – established in 1988 by Prannoy Roy, a journalist and current owner of the concern. It has 10 television channels and 31% of the information market in English.

· STAR India – established in 1991, part of the News Corporation concern, the most commonly watched television channel in India, pioneer of satellite television in Asia. It has 15 television channels.

· The Hindu Group – one of the leaders in the newspaper, periodical and publication market. It grew around the daily “The Hindu”, established in 1878. Aside of the above mentioned daily with its 36 supplements, it issues 2 periodicals, 4 yearbooks, 9 thematic publications.

· Network 18 – established in 1997, with its seat in Noida, it is a concern which combines interests in the area of television channels, press, the Internet (it owns among others a popular tourist vortal yatra.com), film industry and mobile phone networks. It works through the Network 18 FinCap holding. The owner of 51% of it is Raghav Bahl. The concern has 5 large television stations and keeps (together with its partners) 11 television channels (including one of the most popular information channels CNN – IBN).

· The Times Group – owner e.g. of Bennet, Coleman & Co. (editors of “The Times of India”). It is the largest media group of India (turnover above 500 million USD). It has among others 15 printing houses, issues 5 dailies, 2 periodicals and 29 thematic magazines. It moreover has 32 radio stations and two Internet portals (one of them being Indiatimes.in). Its owners are the brothers Samir and Vineet Jain.

In 2006 together with “Hindustan Times” it has formed the Metropolitan Media Company.

· Zee Entertainment Enterprises – it was formed in 2006, after restructuring Zee Telefilms Ltd., established in 1992. It was India’s first satellite television. Currently it has over 250 million viewers on 5 continents. Its turnover in 2006 was 16.5 billion USD gross.

· Hindustan Times Media Ltd. – it arose from the idea of Mahatma Gandhi in 1924. Headed by K.K. Birla, the concern currently issues not only the daily “Hindustan Times”, but also websites, music and films.

· India Today Group – headed by Ashish Bagga; editor e.g. of “India Today” established in 1975, competitor of The Times Group. It has periodicals, including thematic ones, television and radio stations, record and film companies as well as publishing houses.

· The Indian Express Newspaper Ltd. – established by Ramnath Goenka, it has 35 press titles and 14 publishing centres.

· Malayala Manorama & Co. – established in 1888 as the editor of the most popular daily in Kerali. It currently has 9 branches in Kerali and 3 outside of it. 

· Dainik Jagran – a group concentrated around the same-named daily, it currently issues the most popular daily of northern India. The group issues 31 editions of “Dainik Jagran” and has 29 printing houses in 10 states.

SHORT SUMMARY


As Vanita Kohli-Khandekar says, only a few years ago it seemed that the printed media would definitely lose against the electronic media, yet in 2005 there came a great change in India’s media business. “In 2005, it looks like it is actually shedding its old skin and learning the rules of the new game in media. What’s more, it seems to be beating television at it”
. Author of The Indian Media Business gives several reasons for this change, the most important of which is admitting “fresh blood” to the press business. From “Malayala Manorama” in Kerali to “Jagran Prakashan” in Uttar Pradesh, almost every major periodical employed young managers, most often sons of close relatives of the owners
. Those young people, often educated abroad, at world’s best universities, brought the Indian press market to a new level. It happened almost at the last minute – in 2005 investment law in India was liberalised and, among others, foreign publishers were admitted to the press market, which increased competition in that area (within less than twenty months from the government’s decision, Indian press market received subsidies to the amount of over 10 billion Rs.!). 

What is fine for some, makes others anxious – the sudden development of the Indian media market, both in the area of press and television, radio or the Internet, is connected with changing the profile of Indian journalism. Authors of the book Practising journalism: values, constraints, implications, in their analysis of changes which occurred in recent years in Indian media, reached the conclusion that infotainment supplanted information, and focus on audience from the quickly growing middle class weakened social sensitivity of the media, which instead of writing e.g. about the still shocking social stratification prefer to track the lives of celebrities. While writing about the decline of journalism in India, the authors give evident examples of journalist ignorance – it is difficult to disagree, considering the fact that over 400 journalists took part in the Lakme India Fashion Week while almost no mention was made about the powerful crisis which agriculture was then experiencing
. Nalini Rajan criticises particularly sharply mainstream media, which in the world’s most numerous democracy have the duty of a watchdog, while they seem to be foremostly “missionaries of the corporate world”. Unfortunately, the pace at which Indian media abandon their educational, integrational and informative role in favour of entertainment is directly proportional to the pace of development of this economy sector. “The truth, however, is that journalistic goals, especially in the mainstream media, are generally not made with a view to influencing decision-making in political life; they are merely expected to maximize personal economic security. As a result, in this neo-liberal phase, political decision-making is left to the elite politicians,” says Nalini Rajan, lamenting the fact that journalism in India resigns its sociopolitical function by itself. And further: “In all this, what is in jeopardy is not merely the ability of the media to be creative, but the very capacity for conceptual thought. Moreover, since vibrant social and political processes depend on the existence of an autonomous and thinking public, the present media culture is likely to endanger the survival of democracy itself. In such a climate, journalists, by and large, have taken a backseat in terms of playing their intellectual roles as watchdog and educator”
.

It seems that the Indian media market, one of the greatest – if not the greatest one – in the world, faces the problem of redefining the functions of the media and roles of journalists. On the one hand both traditional and electronic media develop rapidly – the number of periodicals, television and radio stations, Internet portals grows. Yet on the other hand, the balance between the informative and the entertaining function of the media was disturbed, which is particularly dangerous in a country of such diversities and contrasts as India, where media are expected to have particular social sensitivity and tact in presenting e.g. religious conflicts. Unsettling is also that despite the increasing number of press titles or television channels, their diversity decreases, and the level of the presented materials declines as well as a generally viewed substantial and ethical level of journalism. 

Truth be told, the above comments could refer to the media market in almost every part of our globe, similar complaints are heard also in Europe or in the United States. Yet the Indian case is particularly interesting if one analyses both media and the entertainment business at the same time. A thesis may be risked that the escapist tendency, so characteristic of the Indian film industry, mainly that of Bollywood, found its reflection in some of the Indian media – thus it is not so much media tabloidization as mainly media escapism. While a few old and renown titles, like the English “The Times of India” and “The Hindu”, try to maintain a high level, many of the newer titles, and mostly a huge part of television news bulletins in Hindi, including state stations, copies Bollywood. The greatest media market of the world is in recent years becoming the greatest entertainment market of the world, and the media are not only to provide information, but also to help escape reality. The escapist function of the media in India has come to the fore.
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