From Bigg Boss to Dare 2 Date to Kaun Banega Crorepati, a slew of
reality television shows has become dearer to marketers & advertisers

Reality Bytes All

fiction shows

[ ] Humdmhemala;gem
population willing to participate for free

WHY THEY LOVE IT?

PRODUCERS
& Cheaper to make, yet
sells 1 a highet price than

CHANNELS

® Wikde scope to rope in brands for co-produdicn,
product placement, product giveaways and 5o on

& Most shows take viewers' feedback through 5Mbes & calls, These
gmmmnmmmwmhmublhnpemm

| scene shots ane used

Omkai Sapre
PUNE

TH UTH is st ranger than fiction . And more

profitable, going by big brands’ rush 1o

msociate with reality shows on televi-
sion. A slew of reality shiows = or, televidon
programmes where real people play them.
selves and usually walk away with prizes or
gilts —Irermcontroversial Bigg Boss 1o provoe-
ative Dare 2 Date 1o game show Kaun Banega
Crorepati has become dearer tomarketers and
advertisers than fictional serials.

These shows are highly popular, paricular-
ly amaong the vouth, and offera wide scope for
brand visibility induding co-branding, prize
sponsorship, business parmership and gues
appearandce.

*Truth is siranger than fiction; that k& the
bottomline of these shows,” says Ogilvy &
Mather mational creative director Abhijit
Avasthi. “I think viewers had had enough of
saas-bahu dramas, whichis why you see a rise
inreality shows,” he adds,

According to TV-audience measurement
agency TaM, reality shows commanded
14.7%% share of the viewership in 2000 on the
top 3 Hindi channels, second only to senals’
o T share,

Reality shows are cheaper to produce and
easier to sell 1o marketers because they give
brandsa widerscope to participate than family
dramas,

Stund Manda, a stont show that ran on MTV
for two seasons, for example, was woven
arcund Bajaj Pulsar motorcyde.

“We d:c{n. t see it {Stuntmania) as a reality
show,” savs Bajaj Aunosiwo-wheelermarket-
ing head Milind Bade, *For me, it was a one-
hourcommercial, which talks to the customer
every minute, in alanguage he (or she) under-
stands in a non-intrusive and engaging way.”

Hosted by Bollywood stunt director Allan
Arnin, the show had more than 30,000 youth,
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Bade said the company ks discussing a third
edition of Stantmania with MTV, The music
channel akso runs a dmilar show, MTV Roa-
dies, with Hero Honda Karzma motorcyde,
The elghth season of the show staned last
week. Brands get their play evenil their prod-
uctsare miot crucial toa show.

Cadbury's chocolate is exchanged in Kaun
Banega Crorepad, the founth edition of the
popular quiz show now running on Sony
channel, while General Motors give away
Chevrolet Cruze sedans to the winners of Bigg
Boss, which makes various celebrities live in
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Truth is stranger than fiction; that
is the bottomline of these shows.
| think viewers had had enough of
saas-bahu dramas, which is why
you see a rise in reality shows

the same house for three months and viewers
ool soaps o
eality shows alsooffer scope lor otion

offi Imsgrr CTOFSS =IO MCtion D!E‘?‘Lﬂ“‘i. Madhuri
Dixit, for example, appeared on Kaun Banega
Crorepati asa participant, and also announced
Jhalak Dikhala Yaa, ancther reality show on
Somy channel inwhichshe isajudge.

Reality shows are pamticularly popular
among the youth

“Feality a5 a format appeals and conneas
well with the vouth, " says Nikhil Gandhi, busi-
ness head of youth channel Bindaas that airs
shows such as Emotional Atvachaar, Date
Trap, Love Lockup, and Dadagin.

It in line with the developed markets such
as the US and UK. Reality shows dominared

ratings among vieweraged 1810 4% inthe US
lasy summer, A New York Times repor said
that 15 of the top 20 highest-rated TV pro-
grams among younger adults were reality
showssuchas AmericasGot Talent, BigBroth-
er, The Bachelorette, 50 You Think You Can
Dance and Survivor,

All of these shiows have been remade inin-
dia. Unlike fiction shows, where aclors are
pabd, most participants in reality shows come
free, in search of thelr five minutes of glory on
TV and 1o beoome flamous.

“The shows are madeina real environment,
with o lavish sets, reducing production cosis.
Webank onthe concept and its power 10 con-
nect with the youth, for which [ do not require
celebrities 1o }mﬂ my showws or panicipate in
it.” says Bindaas” Gandhi.

Also, none of the contemt produced during a
reality shosw shoot goes waste,

“Even apdition:g and behind-the-screen
happenings are shot, and broadcast before the
actual show goes on air.. controversies and
fights between panicipants create a frenzyamd
the show becomes a 1alking point in the press
or on sodal media,” says a professional in the
production veam of ashow,

Preduction firm UTV Televisions CEOQ San-
tosh Nairsays TV channelsbuy reality shows at
three times the price they pay for figion
shows. UTV Television has produced reality
shows Dance India Dance for Zee TV, Cash Cab
and Emational Atyachaar for Bindass, Rak
Sambardh and Rakhi Ka Insaaf for Imagine
TV, and Maa Exchange for Sony TV.

Channels pay more because there are many
ways to atirac advertisers and marketers and
“arn extra income. SMS votes are a big draw
for game shows and talent competitions, and
alsogenerate revenues forthe channels.

Today, there are more than a dozen reality
shows onair adross all kinds of channels, frorm
general entenainment to youth channek 10
theregional, all on prime time.



