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Hum Log is entertaining, socially relevant, and highly educative. It brings
us face to face with the social realities of present-day India. (from one of
the 400,000 Hum Log viewers who wrote to the Indian television system)

For 18 months in 1984-1985, the Indian television network broad-
cast Hum Log (We People), a soap opera designed to promote such
socially desirable behaviors as a more equal status for women and
smaller family size. The Hum Log television series displayed certain
qualities typical of communication campaigns. A communication cam-
paign (1) intends to generate specific outcomes or effects, (2) in a
relatively large number of individuals, (3) within a specified period of
time, and (4) through an organized set of communication activities
(Rogers & Storey, 1987, p. 821; see also the Preface to this volume).
Each of the messages in a campaign should ideally be interrelated and
should contribute toward the campaign objectives. Hum Log (1) was
intended to generate such specific effects as a more equal status for
women, (2) among its approximately 60 million viewers, (3) during.
and after, the 18 months of its television broadcast, and (4) through an
organized set of communication messages transmitted by Doordarshan,
the Indian government television system.

Our research on Hum Log provided a unique opportunity for a belter
understanding of such human communication theories as social learn-

Authors’ Note: Our research in India was funded by the Rockefeller Foundation. The
present chapter draws upon Singhal and Rogers (1988a. 1988b) and Singhal. Doshi.
Rogers, and Rahman (1988).
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ing (Bandura, 1977b) and parasocial interaction (Horton & Wohl,
1956). Our study is also unique in that the main component of the
communication campaign was a iclevision soap opera, onc of the most
popular genres of tclevision programming in the United States, Latin
America, and many other nations (Rogers & Antola, 1985; Whetmore
& Kiclwasscr, 1983).

Our rescarch on Hum Log centered on seven research questions:

(1) To what extent did the television scries recach a large audicnce of
viewers?

(2) To what extent did the content of the television series actually feature
socially desirable norms?

(3) To what extent did viewers identify with prosocial models of behavior
from the soap opera?

(4) To what cxtent did vicwers’ letlers provide uscful feedback about the
television scries?

(5) To what extent did parasocial interaction takc place between the viewers
and the characters in the soap opera?

(6) To what extent werce the intended cffects of Hum Log achicved, such as
incrcased awarencss and change in altitudes and behaviors about the
status of women, and promotion of smaller family size norms?

(7) What are some of the indircct impacts of Hum Log?

We also compare our findings from the study of Hum Log to parallcl
experiences with entertainment-cducation messages in the United
States and in Spanish-speaking Lalin Amcrica, where in 1986 a rock
music song was utilized to promote sexual abstincnce among teenagers.

Entertainment Versus
Educational Television

The U.S. mass mcdia generally separate cnlcrlainment messages
from educational messages. The commercial television nctworks
broadcast predominantly entertainment programs because this content
achieves higher audience ratings, in order to maximize advertising
incomes.

On a few occasions, U.S. television nctworks broadcast programs 10
raise public consciousness and to inform the audicnce about a social
issuc, usually a liberal cause (Breed & DcFoc, 1982; Cantor, 1979;
McGhee, 1980; Montgomery, 1981, 1989). For cxample, the highly
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viewed 1977 ABC miniscrics Roots, and its scquel Roots: The Nexi
Generation, focuscd on Black people’s strugple for freedom from
slavery and for cquality with whites. Norman Lear's popular CBS
television program in the 1970s, All in the Family, called altention to
cthnic prejudice through a highly bigoted characier, Archic Bunker.
Lcar, by mixing humor with bigotry, intended to parody cthnic preju-
dice. Presumably, to the extent that vicwers recognized the ridiculous
naturc of Archic’s prejudices, they realized their own prejudices, and
changcd them duc to the uncomfortable scll-conlrontation. However,
the prosocial objectives of Roots and All in the Family were by-
products of television shows primarily designed to attract large audien-
ces. Studies of the audicnce cffects of Roots and Roots: The Next
Generation as well as All in the Family showed that these American
television programs increascd audience awarencss of racial and cthnic
issucs (Ball-Rokcach, Grube, & Rokeach, 1981, Tate & Surlin, 1976;
Vidmar & Rokcach, 1974; Wander, 1977). Some already-prejudiced
vicwers, however, were reinforced in their prejudice (Vidmar &
Rokcach, 1974).

Certain mass media organizations in Third World countries recently
have questioned the division of cntertainment versus cducational con-
tent, and have utilized tclevision soap operas to promote development
goals. (The development of Third World countrics consists of ac-
tivitics, mainly by governments, to advance the sociocconomic well-
being of a nation’s pcople.) In the 1980s, television systems expanded
tremendously in such Third World nations as China, India, Mcxico, and
Indonesia. The Third World countries’ share of the world population of
TV scts has incrcased stcadily, from 5% in 1965, to 10% in 1975, to
20% in 1984, t0 35% in 1987.! During the cight-ycar period from 1980
to 1987, the number of television scts in China increased 15 times; in
India, the number incrcased 10 times.? Television now reaches an
audicnce of at least 550 million of China’s population (30%), about S0
million in India (10%), and about 70 million in Mexico (87%). Thesc
millions of new television viewers provide a tremendous potential for
development communication.

However, ncither privalc-commercial nor government television has
been utilized effectively to promote literacy, improve nutrition, limil
family size, or increasc productivily, because television content in the
Third World is dominated by cntcrtainment programs, including im-
ported reruns from the United States, such as [ Love Lucy, Kojak, and
Dallas. These entertainment programs contribute littde toward the de-
velopment goals of Third World nations in Latin America, Africa, and
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Asia. Much television content is potentially antidevelopment, such as
adverlising and cntertainment programs that encourage consumerism,
thus creating frustration among poor and disadvantaged viewers in
recaching matcerial goals (Singhal & Rogers, 1988a; Wallack, chap. 16,
this volume). Also, television advertisements and enlertainment
programs generally depict urban life as attractive and desirable, thus
inadvertently promoling rural-urban migration to Third World citics
that cannot copc with their ratc of growth. Even government-operated
cducational television systems do not contribute effectively toward
national development goals, because their programs are perccived as
dull and attract only very small audiences.

Prodevelopment Soap Operas:
The Example of Hum Log

Prodevelopment Soap Operas

Prodevclopment soap operas are an exception to the division of
contemporary television programming into entertainment versus edu-
cation. A prodevelopment soap opera is a melodramalic television
scrial that is broadcast in order to cntertain and to convey subtly an
educational or development theme (Singhal & Rogers, 1988b).

An early large-scale example of such prodevelopment programs was
a scries of Mexican soap operas (called telenovelas) that capitalized on
a lesson learned accidentally from a 1969 Peruvian soap opera, Simple-
mente Maria. This tclevision series told the rags-to-riches story of a
migrant girl, Maria, and addressed cducational-development themes
such as the liberation of women, class conflict, and intermarriage
between the urban rich and the migrant poor. Maria achieved socioeco-
nomic success through her proficiency with a Singer sewing machine.
Simplemente Marla achicved very high television ratings in Peru and
throughout Latin America (when it was exported in the early 1970s).
The sales of Singer sewing machines increased sharply wherever the
serics was broadcasl in Lalin America, as did the number of young
women who began to sew.

Inspired by lessons drawn from the audicnce cffccts of Simplemente
Marfa, Migucl Sabido of Telcvisa (the private Mexican television
nctwork) designed six prodcvelopment soap operas that were broadcast
in Mexico from 1975 1o 1981. Ven Conmigo (Come with Me), in
1975-76, promoled adult litcracy by motivating audience members to
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cnroll in adult literacy classcs, and achicved average audicnce ratings
of 33 (much higher than the ratings [or other soap operas on Televisa).
Ven Conmigo was onc influcnce lcading (o the enrollment of about a
million illitcrates in adult cducation classes, an increase of 63% over
the previous ycar (Berructa, 1986). Another prodevelopment soap
opera, Acompdiiame (Come Along with Me), designed to promote
family planning, was broadcast in Mexico during 1977-78 (Rogers &
Antola, 1985). This highly rated scrics helped convince hall a million
Mexicans (o visit government family planning health clinics in order to
adopl contraceptives, an increase of 32% over the previous year
(Televisa’s Institute of Communication Rescarch, 1981).2 Other
prodevelopment soap opcras in Mcxico dealt with child rearing, female
equality, and national history.

A somewhat similar approach to the Mexican soap operas, that of
combining educational and cntcrtainment objectives, has occurred in
Jamaica, where Elaine Perkins has produced scveral radio soap operas,
including Naseberry Street, which has promotcd fumily planning since
1985. This program reaches an audicnce of about 40% of Jamaica’s
population (approximately a million pcople), and audience surveys
indicate the soap opera is affecting family planning adoption (Hazzard
& Cambridge, 1988).

Hum Log

The Indian soap opera Hum Log represented an cxtension of the
hybrid combination of cducation and cntertainment-style content in-
spired by the Mexican experience with prodevelopment soap aperas.

The Center for Population Communications-lniernational, head-
quartered in New York City, played a key role in the diffusion of the
Mexican soap opera cxperience 10 India in the form of Hum Log. The
scrics was broadcast by Doordarshan, the government television sys-
tem in India, for 17 months in 1984-85. The 156 cpisodes were broad-
cast in Hindi; each lasted 22 minutes. This television scrics was an
attempt to blend Doordarshan’s stated objective of providing cntertain-
ment to its audience with promotion of such socially desirable behav-
jors as a morc cqual status for women, family harmony, and smaller
family size.

At the close of cach cpisode, a famous actor in Hindi lilms, Ashok
Kumar, bricfly summarized the main concepts, providing viewcrs with
appropriatc guidces to action.® Each cpiloguc of approximatcly 30 to 50
seconds was a concentrated cducational message, drawing out the key
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lessons for behavior change. The cpilogues were very attractive o
viewers, and our survey respondents indicated that most of them stayed
tuncd. The idea of explicitly stating the cducational Icssons [rom cnter-
tainment cpisodes originated in the Mexican soap operas in the late
1970s.

Such summarization, as wcll as the dramatic depictions in ihe soap
opcras, is consistent with Bandura’s (1977b) social lcarning theory,
which provided onc basis for designing the educational soap opcras in
Mexico and in India. Bandura developed a social psychological theory
about the ways in which humans lcarn social behaviors from models
through the process of obscrvational lcarning. He claims real-lifc and
television modcls do not differ in influencing the lcarning of ncw
behaviors. Models presented in televised forms are so effcctive in
holding attention that vicwers casily learn the models’ behaviors (Ban-
dura, Grusec, & Mcnlove, 1966). Bandura's theory explains how tcle-
vision vicwers can lcarn to imitate certain behaviors by observing
posilive and ncgative models depicted in a soap opera (Bandura, 1936).

Methods and Hypothesized Effects

Our conclusions about the effects of Hum Log are based upon (1) a
content analysis of 149 cpisodes of Hum Log (we could not obtain 7
Hum Log scripts) conducted to identify the prodevelopment themes
that were portrayed and to evaluate the prosocial versus antisocial
behavior of the ten main Hum Log characlers, (2) an audicnce survey
of 1,170 adult respondents who werc mainly viewers (83% of the
respondents had watched at least one episode of Hum Log) residing in
and around Declhi (a Hindi-spcaking area in North India), in and around
Punc (a Marathi-specaking arca in western India ncar Bombay), and in
and around Madras (a Tamil-spcaking arca in South India),* and (3) a
content analysis of a random samplc of 500 vicwers'® letters and a
mailed questionnairc returncd by 287 of 321 letter writers fur whom
adequalc addresscs were available (a response rate of 90%).% Mass
media communication is usually one-way, from one source 0 many
audicnce individuals, but Hum Log was unusual in that audicnce feed-
back via vicwers’ lctters was used in wriling and rewriling the story
line, suggesting new twists to the plot and new characterizations. For
example, the series’ scriptwriter, Manohar Shyam Joshi, received nu-
merous vicwers' letters pleading that Grandmother be cured of cancer
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(she dics in the final cpisode of the scrics anyway, but at least Joshi
dclayced her death).

Results

The Audience

Question 1 asked: To what cextent did Hum Log reach a large
audicnee of viewers? Hum Log achicved audicnce ratings from 05% to
90% in North India (a predominantly Hindi-speaking arca), and
between 20% and 45% in the main citics of South India, where Hindi-
language programs cannot be understood by most television viewers.
An audience of 50 million pcople walched the average Hum lLog
broadcast. At the time (1984-85), this audicnce was the largest for a
television program in India.?

Results from our 1987 survey of 1,170 Indian adulis showed that
96% of our respondents who had scen at least one episode ol Hum Log
liked it.® Some 94% thought it was catertaining, 83% said it was
educational, and 91% said that it addressed social problems. In Madras,
a South India Tamil-speaking area, only 48% of our respondents had
scen at least onc episode of Hum Log (not only was Hum Log broadcast
in the North Indian language of Hindi, but it also mainly displayed
North Indian culture, which is very different from South Indian cul-
ture). However, the individuals who did view Huwm Log in Madras liked
the program (93%) about as much as did the Hindi-speaking vicwers in
North India. Many Madras viewers had some degree of Hindi lNuency
from having lived in North India or from having studied Hindi.

~Why was Hum Log so popular with Indian viewers? Timing and
audience involvement appcar 1o be the primary factors. Hum Log was
broadcast al a lime when Doordarshan, the government national televi-
sion nctwork, was cxpericncing an unparalicled expansion. Black-and-
white tclevision had previously changed to color, and the launch ol the
Indian National Satellitc (INSAT-1B) in 1983 resulied in a large-scale
expansion of tclevision access in rural, remote areas of India. The
tclevision viewing audicnce increascd in India from 30 million in 1983,
to 60 million in 1985, to 80 million in 1987.

For many Indian viewers, Hum Log scemed to blur the line buetween
image and reality, allowing for increased audicnce involvement. The
scries centered on three gencrations of a lower-middlc-class family
who lived together in onc house. These characters scemed true 1o hile,
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and millions of Indian vicwers identificd with them. Hum Log cm-
phasized the family rclationships between parent and child, husband
and wife, brother and sister, grandparcnts and grandchildren, and
mother-in-law and daughter-in-law, and many viewers bccame
vicariously involved in the family’s daily affairs (sce the results for
question 5, below).

Prosocial Themes

Question 2 asked: To what extent did the content of Hum Log
actually fcature socially desirable norms? Our content analysis of 149
episodes indicates that the tclevision series addressed many of the
important social issues confronting Indian society: family disharmony,
unequal status of women, lack of national integration, unsuccessful
family planning and hcalth programs, problems of urban life, and the
lack of national wellare programs (Table 15.1). So the stated objectives
of Hum Log seem to have been carricd out in the content that was
broadcast.

Hum Log began as primarily a family planning soap opcera. Pressurcs
from audiences, sponsors, and debates in the Indian Parliament resulted
in toning down the family planning theme (only 6% of the total scrics
content emphasized family planning). After the first 13 episodes,
scriptwriter Joshi emphasized such closely rclated themes as the status
of women, family harmony, and family welfare, and dccreased the prior
“hard sell” approach to family planning.

Television Characters as Models

Question 3 asked: To whal extent did viewers identify with prosocial
models of bchavior from the soap opera? Our 1987 survey of 1,170
adults showed that 37% of the respondents belicved Grandfather (in-
tcnded by the designers of Hum Log to be a positive role model in that
he is hardworking, highly moral, and a strict disciplinarian) was the
best exemplar to copy in real life, while 18% of our respondents chose
to emulate Bhagwanti (a sterecotype of the traditional Indian
wifc/mother and hence a ncgative role model for gender cquality).
Some 11% believed Badki (a positive role modcl for female cquality in
that she is sell-sufficient and, although rather plain, marrics a hand-
some medical doctor) to be the best exemplar, and 5% chosc Chultki (a
carcer-oricnted young girl). Only 1% of our rcspondcents belicved
Majhli (a ncgative female role model with loose morals and a warped
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TABLE 15.1 Extent to Which Socially Desirable Themes Were Emphasized
on Hum Log

Percentuge of Subthemes
Theme (Example) tn 149 Lpisodes

(N = 10, (68)
Family harmony (family is close-knit despite individual duferences

among family members) 38
Status of women (Badki's cfforts to fight for the status of women at a

women's welfare organization) 20
Character and moral development (Grandfather's commentary on

behaviors that are right and wrong) 12
National integration {(marriage of a North Indian gitl to a South

Indian boy) ?
Family planning (Rajjo's determination 10 undergo tubcclomy after

giving birth to her [ourth doughter) 6
Health (ill effects of alcohol on Basesar Ram's health) 5
Problems of urbanization (Lalloo’s retrcat to his village in order

to cope with the high cost of urban lifc) 4
National welfate progeams (cye-donation drive for [aspector Samdar) 2
Total 1ot

NOTE: Each peecentage here is the portion of the total aumber uf subthenes (1.66K) wdentiticd in 1449
cpisodes of Hum log. The subthemes identificd in cach episude could fal) undes any of the cight
multually exclusive thematic categosics. An average Hum Log cpisode had about 70 subthemes that we
identificd. The intercader reliability coclficicnt is .78.

scnsc of modernity) to be the best exemplar, and 4% chosc to cmulute
Bascsar Ram (a ncgative male role model depicted as a drunken,
chauvinistic father). The remaining 24% of our respondents chosce
generally nculral characters (that is, neutral in terms ol the stated
purpose of the educational soap opcra) such as Nanhe, Grandmother,
Lalloo, and others as best modcels. So our respondents believed in
copying the positive role models in the TV program (53% in tolal) more
than in imitating the ncgative rolc models (a total of 23%).

When Hum Log was planncd, Bhagwanli was conccived as a nega-
tive (in the sense of the educational purpose of the soap opera) role
modecl for female cquality. She quictly let her husband and mother-in-
law berate her for her inadequate family lincage, her Lick of culinary
skills, and so forth. However, some viewers sympathized with
Bhagwanti's character and perceived her as a positive role model of
tolerance, compromisc, and paticnce. One 75-year-old woman wrotce:
“Bhagwanti is an cpitome of tolerance. She suffers, but quictly. Young
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Indian women should lcarn a lesson in paticnce from Bhagwanti.”
Results from our 1987 survey show that 8B0% of viewers who chose
Bhagwanti as a posilive role model were women; 76% of housewives
compared 10 7% of the cmploycd women chose to cmulate Bhagwanti.
This differential identification with Bhagwanti’s role suggests that
Hum Log's modcling cllccts were mediated by the viewers prior atti-
tudes and expericnces. As in the previously cited study by Vidmar and
Rokcach (1974) of Archic Bunker's viewers, televised behavior that is
ironic or satirical can rcinforce negative behavior by viewers.

Viewers' Letters

Question 4 asked: To what extent did viewers’ letters provide uscful
fcedback about the tclevision series? The Doordarshan television nct-
work received an average of 400 letters a day from viewers during the
17 months of Hum Log's broadcast, a total of about 200,000 letters (an
additional 200,000 lctlers were sent by vicwers Lo the serics actlors and
actresses). Such an outpouring from viewers is unpreccdented in the
history of worldwide television (for example, the 150,000 letters
reccived by NBC when Star Trek was canceled was thought to be the
previous record in the United States). The vicwers’ letters stressed the
importance ol family harmony and family solidarity, and voiced con-
cern about such social ills as dowry and alcoholism. Many lctiers
pleaded for more women’s welfare organizalions, encouraged cye
donations, and demanded improved treatment for cancer paticnts (an
cyc transplant opcration and a death duc to cancer were part of the Jum
Log story). So most vicwers’ letters suggested that the planned objec-
tives of the television scrics were being fulfilled. A content analysis of
our sample of 500 letters writlen to Doordarshan showed that 76%
expresscd an opinion aboul the behavior of a program character, 66%
showcd identification with onc of the characters, 39% cxpressed an
opinion aboul a social issuc raiscd by the soap opera, and 36%
respondcd (o onc of Ashok Kumar's cpilogues.

Parasocial Interaction

Question 5 asked: To what extent did parasocial interaction take
placc between the viecwers and the characters in the soap opcera?
Parasocial interaction refers to the scemingly face-lo-face inler-
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TABLE 15.2 Degree of Parasocial Interaction in Lettees trom Hum Loy

Viewers

Indicators of Pereentage of Letters Tha
Parasocial Interaction Indicate Parusocial tnierad tion
Viewer indicates a strong involvement with HHum Log chaacters, PR
Viewer likes and respects Ashok Kumar, who delivers the

epilogue at the end of cach episode. bR
Viewer comparcs his or her ideas with those of Heum Lag chacacters. 63
Viewer pereeives a character as a down-wo-carth, good peeson. 43
Viewer talks to his or her favorite character while waiching

the program. W
Viewer fcels that Ashok Kumar helps him or her to make various

decisions, and luoks 1o him for guidance. 34
Viewer adjusts his or her schedule to watch Hum Lag so as o

have a regular relationship with a tclevision character. u

personal rclationships belween a (clevision viewer and a (elevision
performer (Horton & Wohl, 1956). Viewers can perceive their relation-
ship wilh a (clevision character as rcal, as il it were a [ace-to-face
cncounter. Many Hum Log viewers felt that they knew the television
characters, even though they never actually met them. For example,
many young womcn wrotc to Badki to tell her that she should resolve
her indecision about marrying her boyfriend Ashwini. The day that
Badki and Ashwini got marricd on television, some shops and baziars
in North India closed carly for the celebration. Doordarshan received
many telegrams and handmade cards wishing the couplc a huppy mar-
ried life (Jain, 1985). To many viewcrs Badki was not just a television
character playcd by an actress, but a real person.

Past rescarch has suggested that television viewers can exhibit
parasocial intcraction in at lcast seven ways (Guthric, 1987 Horton &
Wohl, 1956; Lcvy, 1979; Nordlund, 1978; Perse & Rubin, 1987).
Table 15.2 shows the degree of parasocial interaction, in the form of
these seven indicators, exhibited by our sample of 500 letter writers. It
should be remembered that only .5% of all Hum' Log viewers wrote
letters to Doordarshan. The letter writers are highly untypical ol the
lotal viewing audicnce, and thus represent extreme responses (o paraso-
cial interaction. Nevertheless, their unigquencess also informs us in cer-
lain ways about the impacts of Hum Log.
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Intended Effects

Question 6 askcd: To what extent were the intended cffects of Hum
Log achicved, such as incrcasing awarencss and changing attitudes and
behaviors aboul the status of women, and promoting smaller family
size norms? A substantial number of our 1,170 survey respondents said
they Icarncd prosocial atlitudes and behaviors from Hum Log, includ-
ing that women should have equal opportunities (70%), women should
have the frecdom to make their personal decisions in life (68%), family
size should be limited (71%), family harmony should be promoted
(75%), cultural diversity should be respected (68%), and women's
welfare programs should be encouraged (64%).

Of our 500 viewers' letters, 92% show that Hum Log influcnced the
letter wriler in a prosocial direction. Some 47% of the letters indicated
that the program affected the letter writer’s awareness of social issues,
33% showed that it influenced the letter writer’s attitudes regarding
these social issucs, and 7% showed that it resulted in behavioral change
on the letter writer's part. For example, a member of a Delhi youth club
wrotc to Ashok Kumar to say: “Inspircd by Hum Log, our club has
cnrolled 892 people for cye donations. We hope to enroll 5,000 people
by next month.” Such behavior, while very uncharacteristic of the
average viewer, suggests that the program achieved certain effects on
overl behavior. Behavior change is the bottom line in the hierarchy of
media effects (sce chap. 2), and onc would expect it to occur only
rarcly as the result of a television soap opera.

Unintended Impacts

Question 7 asked: What were some of the unintended impacts of
Hum Log? Scveral unintended impacts occurred. Hum Log launched
the era of commercially sponsorcd programs on Doordarshan. A spon-
sorcd television program is one in which an advertiser pays the produc-
lion costs of the program, in return for several minutes of spot
advertiscments, just before, during, or immediatcly following broad-
cast of the program. Maggi 2 Minutc Noodlcs, a product marketcd by
a Nestle subsidiary in India called Food Specialtics Limited, were
heavily advertised on Hum Log. Noodles were previously unknown in
India (they were perccived as Chinese), as was the morc general idea
ol quick-preparation foods. So Maggi 2 Minute Noodles was a radical
consumer innovation in India. The successful cxperiecnce of Food
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Spccialtics Limited in advertising this new product on Hum Log con-
vinced many other advertisers in India that tclevision program sponsor-
ship was a promising investment. Belore long, advertiscrs were lincd
up at Doordarshan, eager to buy advertising. So Hum l.og was the key
turning point in the commercialization of Doordarshan.?

Hum Log's commercial success led to a proliferation of domestically
produced television serials on Doordarshan. When Hum Log wenl on
the air in 1984, it was the first long-running indigenous television serial
broadcast on national television, Three ycars later, in 1987, over 40
such domcestically produced serics were being broadeast on Doordar-
shan: soap operas, detective scrials, situation comedics, cducational
serials, quiz shows, and biographics of Indian lcaders. These Indian-
produced lelevision programs arc consistently more popular than are
forcign (imported) serials, which is the main rcason Doordarshan
broadcasts so much less imported programming than most Third World
countrics (Rogers & Antola, 1985). Our 1987 survey showed that 88%
of the respondents said they liked Hindi tclevision serials, and 55% of
our respondents said they did not like impurted, forcign scrials. Onc
rcason for this strong preference for Indian-made television programs
is the audience’s favorable initial experience with Hum Log. This TV
series demonstrated that domestically produced TV shows could be
very attraclive to the Indian audience, cven more attractive than / Love
Lucy and Diff 'rent Strokes.

The proliferation of domestically produccd programs on Doordar-
shan happencd thanks to important inputs from the Bombay film indus-
try (which produccs morc fcature films annually than any other nation
excepl the Sovict Union). Bombay film moguls, oncc apprehensive
aboul sponsored television scrials like Hum Log, soon rushed to Delhi
to get their programs approved or their story lines cleared by Doordar-
shan authoritics. Television's cxpansion created a need for the film
industry’s cquipment, studio facilitics, and creative talent, Harish
Khanna, former dircctor-gencral of Doordarshan, said, “Itis a marriage
of convenicnce between Bombay and Delhi.” In India in the 19805, as
in the United States in the 1950s, the film industry at first fought the
rise of television, and then joined it with enthusiasm. Following the
commercial success of Hum Log, most Indian television production
moved from Delhi (which remains the headquarters for Doordarshan)
to Bombay, where film production facilitics and talent were converted
to television production.
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Conclusion
Our seven questions have been answered as follows:

(1) Hum Log was highly popular among FHindi-speaking viewers in North
India, and it was relatively less popular in South India.

(2) ‘I'he themes ecmphasized in the soap opera serics were family harmony,
more cqual status for women, and proper character and morals. Family
planning, national integration, health, problems of urbanization, and
national welfare themes were also emphasized, but less heavily.

(3) Viewers reported copying the positive role models in the television soap
opera more than they imitated the negative role models.

(4) Viewers' letiers expressed like/dislike for the television series, sugpestcd
ncw plots, responded to issues raised by Ashok Kumar in his epilogucs,
and cxpressed opinions about the behavior of the show's characiers.

(5) Viewers indicated strong involvement with the characters: They
perceived the program's characters us down-to-carth, good people, they
adjusted their schedules to walch Hum Log, they talked to their favorite
characters, and they compared (heir ideas with those of the scries’
characters.

(6) Most vicwers reported learning positive attitudes and behaviors about
family harmony, equal status for women, and smaller family size norms.

(7) Hum Log helped commercialize Indian television, led to a proliferation
of domestically produced television programs, and encouraged the
Bombay (ilm industry to become heavily involved in television.

A three-ycar gap occurred after the sixth prodevelopment soap opera
in Mexico and the first adaptation of this concept in India. During this
hiatus, David Poindexter and other individuals were promoting the idca
of prodevclopment soap operas o various nalions, but the typical
reaction was: “Okay, Mexico did it, but they have a genius in Migucl
Sabido. Without Sabido, we cannot producc a successful family plan-
ning soap opera.” The Hum Log expericnce in India in 1984-85 showed
that another nation could successfully follow Mexico's Icad, cven
without the unique talents of Migucl Sabido. Hum Log has been off the
air since late 1985, but its effects continuc.'?

Hum Log demonstrated that India could clfectively adapt the
Mexican strategy of prodevelopment soap operas to India’s specilic
sociocultural conditions. This successful expericnee persuaded several
other Third World countrics to launch television programs patierncd
after Hum Log. Kenya went on the air with its first family planning
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television soap opera, Tushauriant  (Let's Discuss), in 1987,
Tushauriani is broadcast in Swahili, the lingua franca of Kenya, and is
scheduled 1o run for 197 episodes. 1t has received very high television
ratings in Kenya. Nigeria has a prodevelopment soap operi on the
drawing board. Mexico’s Televisa is producing another family planning
soap opera, to be broadeast in seven Latn Amcrican nations. The
cpiloguc at the end of cach cpisode will be delivered by s well-known
national figure in cach country, an individual cquivalent to Ashok
Kumar. J.R.D. Tata, a lecading Indian industrialist, pledged financial
support for a successor lo Hum Log, which is being produced in
Bombay. Several other Third World nations plan to produce television
soap opcras for family planning in the near (uture.

Hum Log ushered in a new cra on Indian television, which was aided
by the simultancous cxpansion of the television audience tn India via
satcllite transmission. Hum Log was a success with both its audicnce
and its advertiscrs, but was somewhat of 4 mixed success in achicving
its cducational-devclopment goals. Table 15.3 presents the pros and
cons of the Hum Log cxpericnce in India, suggesting some of the main
lessons lecarncd. The cffects of Hum Log were mediated by its language
(and culture) of broadcast and by the preexisting attitudes and experi-
ences of ils viewers (as is illustrated by viewers who interpreted
Bhagwanli’s character as a positive role modcl).

While Hum Log was not manilestly designed as a communication
campaign, it displayed several qualities that are typical of communica-
tion campaigns .(such as that it was intended to achicve specific
cifects). Hum Log displayed onc additional quality that is not typical of
communication campaigns, in that it cenlered on an entertainment
format: the tclevision soap opera. However, the television soap opera
is only one of several mass media entcrtainment formals used in Third
World countries to deliver educational-development messages, as the
lfollowing scction illustrates.

Rock Music for Teenage Sexual Abslinence
in Latlin America

Early pregnancy is a major social problem in many Third World
nations, and cspecially in Latin America. ‘The main targets Tor con-
traceplive messages—preteens and teenagers—are especially dillicult
to reach through conventional development communication channcls.
In 1986, a uniquc communication project was launched in Spanish-
speaking Latin Amcrican countries: a rock song and video that
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TABLE (5.3 Pros and Cons of Hum Log

Pros

Cons

Full government support (initially)
Intended to promote development

Highly popular in Northern India,
as it used the ruslic language
spoken by an average North Indian

High audience invalvement,
illustrated by the 400,000
letters written by viewers

Family drama based on an undcr-
standing of the Indian ethos

Very effective television script-
writing

Major commercial success
Tripartite arrangement among
Doordarshan, the advertising

sponsor, and the scriptwriter
First Indian TV soap opera

Low-cost production

Some government support lost over time

Intentions not fully carried out (e.g.. the
family planning content was considerably
decemphasized afier the first 13 episodes)

Less popular in South India because of
language and culture differences

Little follow-up by Doordarshan with
viewers’ letters; many were not opened

Major cops-and-robbers underworld subpiot
with litle educational refevance

Wrillen under great lime pressure. with
writer trying 1o serve two masters
(Doordarshan and the commercial sponsors)

Content influenced by advertising sponsors;
promoted consumerism

Constani struggle over control of episodes

Misiakes made were not attended Lo as useful
lessons for the benefit of later TV series in
India

Relatively poor production quality due 1o the
lack of adequate prior experience and
television production equipment

Liked by middle and lower-middle class Less well-liked by skeptical urban elites

promoted sexual abstinence, titled “Cuando Estemos Juntos” (“When
We Are Together”). This song was number one on the pop music charts
within six weeks of its release in Mexico, and soon was also the
top-rated song in 11 other Latin American countries. The success of this
music video resulted from the joint efforts of communication research-
ers, funding from the U.S. Agency for International Development, and
the assistance of entertainment industry executives and rock musicians.

Patrick Coleman, director of Population Communication Services at
Johns Hopkins University, provided the impetus for this entertainment-
education project. His organization conducted formative evaluation
research that indicated that the common denominator for young people
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throughout Latin America is music. Coleman contacted organizations
that work with young people to develop a message that could be
communicated by a rock music video, but that would be acceptable to
the government and to the religious institutions of Latin American
countries. Coleman conducted focus groups with a sample of teenagers
lo determine message content acceptable to them. Having refined the
message, Coleman involved the EMI Capitol recording company. who
hired Tatiana, a 16-ycar-old singer from Mexico, and Johnny, a 17-
year-old Pucrto Rican singer. A competition among 20 professional
composers created the music and lyrics for the song. The lyrics argued
for sexual abstinence: “You will sce that I'm right when [ say no, even
though my hcart is burning.” Finally, Colcman contracted for market-
ing the song through a commercial marketing firm in Mexico City. (See
Alcalay & Taplin, chap. 5, and Atkin & Freimuth, chap. 6, this volume.
for more detailed discussions of formative evaluation and media plan-
ning, and Solomon, chap. 4, this volume, for a discussion of social
marketing.)

The song was launched on Siempre de Domingo, the most popular
television show in Latin America, which reached a viewing audience of
130 million people. The music video was advertised through public
service announcements on television and radio, and in newspapers.
Broadcasting stations could play the song without paying a broadcast
fee if they agreed to accompany the music with an announcement about
where teenagers could visit a local family planning clinic for con-
traceptive services. Once the audio and video versions of the song
became popular, both Tatiana and Johnny made numerous media and
personal appearances to promote their song, the issue of teenage sexual
abstinence, and contraception. Further, ads promoting abstinence and
contraception were widely disseminated that utilized the song as back-
ground music in order to attract attention. An estimated one million
hours of free radio and television time were provided by broadcasting
stations in Latin America for playing and discussing the song
(Coleman, 1988).

In Mexico alone, Tatiana's album featuring “Cuando Estemos Jun-
tos” sold over 500,000 copies. Evaluation research in Mexico by the
Institute for Communication Research (1987) showed that the song did
more than sell videos and audiotapes and records. It encouraged
teenagers to talk more freely about teenage sex, reinforced teenagers
who already had decided to use restraint, sensitized younger viewers to
the importance of the topic. and disseminated information about con-
traception.
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For a sccond rock song about scxual abstinence in 1988, data were
gathered from a sample of Latin American leenagers coming to family
planning clinics for the first time. Such point-ol-referral monitoring,
which provides relatively hard data about behavior change (the bottom
line in the hicrarchy of cffects), could not be gathered for “Cuando
Estemos Juntos” or for Hwm Log in India, because communication
rescarch on the messages’ cffccts could not be conducted until alter the
broadcasts had endcd—six months later in the case of the first rock
song in Latin America, and more than a ycar for the Indian soap
opera. '

For the sccond tcenage music vidco in Latin Amcrica on sexual
abstincnce, a second family planning soap opera in India, and the next
Mexican family planning soap opera (all thrce of which are now in
production), the investigation of cffects will be launched prior to the
first broadcast, thus resulting in a more rigorous research design.

Two key lessons have been learned from the recent experiences with
the entertainment-education mass communication strategy utilizcd by
the creators of Hum Log and “Cuando Estemos Juntos.” First, the
mixture of entertainment and educational content represented by the
Indian soap opera and the Latin American music video attracted large
audicnces and carncd high profits from advertising or sales. The enter-
tainment component of such messages hclps break down audicnee
barricrs and resistances to the cducational content (such as the pereep-
tion that educational messages arc usually dull), and moves the mes-
sages farther along the hicrarchy of cffects. The large audicnces
achicved by cntertainment-educational messages make them popular
with commercial advertisers. While educational efforts are usually a
budget expensc to a government trcasury, entertainment-cducation
communication is often very profitable. So the cntertainment-cduca-
lion strategy represents a win-win situation.

Second, entertainment-education communication cannol make the
cducational content too blatant or hard scll, becausc a mass audicnce
will not be attracted to such messages. An example of this point is the
first 13 episodes of Hum Log that were broadcast in India in 1984; these
cpisodes attracted low audience ratings because they hammered on the
family planning issue, which was unpopular with the Indian tclevision
audience. Formative evaluation, facilitated by the exceptional audience
fecdback in the form of lettcr writing, helped identify the nature of this
problem. When the family planning theme was lcss heavily em-
phasized, and such other issucs as female cquality and family harmony
were stressed, television ratings of Hum Log jumped to record levels.
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Notes

1. Third World countrics include all Middle Eastern countries, Al Alnican countnes
except South Alica, all Asian countrses except Japan, and adt of the countnes o Lot
Amcrica.

2. Data on the worldwide difTusion af TV sets e compuled trong the BRCS Won id
Radio and Television Receivers (1987).

3. Televisa created as well as evaluated its pradevelupment saap opetasin Mo,
and thus its claims of very strong cffects might be questioned by some caties. Que
cevaluation of Hum Log was conducted by rescarchers wtside al bindhan ielevisiom,

4. Ashok Kumar is the doycn of the lndian film industry, with an ipige somes
akin to that of Burt Lancaster in Hollywood.

S. Marathi is a close derivative of Hindi, with many cognates between the two
languages. Tamil is a Dravidian language, quite diffcrent Trom Hindi, with s compleicly
diffcrent script and grammar. We sclected Delhi, Pune, and Madras as sample arcas tos
our audicnee survey in order o determing the ellcels ol language ditferences vn ous
respondents’ vicwing behavior.

6. These letters were sampled from a nonrandom sample of the estimaled J00.000
letters writien (o Doordarshan and 1o the actors and actseases in response o Hum Log

7. 1 should be noted that Hum Log's average audience of SO mitlion wdividuals,
while representing a rating of 65 (1hal is, 65% of the 80 million television viewers o
Idin), is only 6% of the total population of KOO miltiow. Futther, unly v televesnm
channel can be reccived in most arcas in India, so 2 cating ol 65, which would be
unbelievably high in the United Statcs, must be viewed in context.

B. Viewers' liking of the soap aopcra wias m casurcd by asking them “To what extemt
did you like the Hum Log television serics?” Responses were measured on o threepond
scale—not at all. somewhat, and a lol. Positive scale values of “somew hat™ gmd “a bn”
were collapsed to measure liking.

9. McQuail (1986) provides a detailed discussion al positive and negative conse:
quences of the commercialization of broadeast media. e argues that advertising can hielp
maove products and services, and that this can contribute to economic growth. {n Tiied
World countrics, however, commercialization can upsel the balance between the
saciocultural goals of the mass media and the mass consumer goals of the nahonal
economy. Hum Log"s impact in promoting sales of Maggi noodles could be viewed as an
indirect prodevelopment outcome if one accepts the argument that individual-level
adoplion of Maggi noudlcs frecd ladian women (rom the stove.

10. Given that Hum Log was so successful, why did it go off the air alter 18 muonths?
Unlike soap operas in the United States, which often continue for many ycars, in most
other nations (including Mexico, whuse soap operas dircctly influcnced Hum Log) a soap
opera ends aficr one, or al most IWo, years. Further, the producer, Ms. Shobha Docior.
claimed that she was losing money during the final episodes because costs, such as the
actors’ salaries, had risen, but she was locked into a fixed contract with Doordarshan for
the series. So the program was brought to a climax (Grandmother's death due o cancer),
and ended. A more detailed discussion on why Hum lLug ended is provided in Singhai and
Rogers (1988a).

11. Such puint-of-referral monitoring was succesafully conducted (or s Tanuly plai-
ning varicly show on television, I a Lighter Mood, broadeast in Cougu, Nigera, i
1986-1987 (Winnacd, Rimon, & Convisser, 19K7). The puint-ol-reterra data were
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planning clinic in Enugu. A 147% increase occurred in the
fanning over the 14 months since the broadcasts bepan,
am as their source of referral 10 the

gathered at the only family
aumber of adopters of [amily p
and 60% of all adoplers reporicd the television progr

clinic.



