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ABSTRACT

The present study is aimed to critically evaluate the comedy shows
broadeasted on news channels and the perceptions of audiences as well as
journalists attached with such shows, The study was focused on the ethical
issues related to these comedy shows, The research is focused on difference
of ethical standards among audiences and journalists on ethical issues. The
research was quantitative in nature and survey method is employed to
conduct the researc_;h. The results of analysis of comedy programs revealed
that there is significant difference in opinions of journalists and audiences on
ethical issues concerning political comedy shows. The research recommends
that journalists may improve the understanding and implementation of ethical

regulations.
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CHAPTER 1

INTRODUCTION

1.1 Background

Ethics is one of the most significant elements in every walk of life. Ideally cthics
need to be important part and package of ail professions. Ethics is highly Qesirabig
to be followed by the media professionals. Society expects from journalists that
they shall follow ethics. Ethics is oﬁe of essential pillar of media professionalism.
It is ideal for media professionals to follow certain code of ethics .Fo_%}owinﬁg_.
ethics is expected in order to keep image of media as fourth estate intact.
Following and implementing ethics in practical field for journalists is not an easy
job. No doubt applying ethics is the easier said than done. The practicgi task qf
applying certain norms and stan_dards to ever new and changing conc%i_tiqus does
not involves little difficulty .In simple words following ethics is not an easy task .
It requires serious effort and careful thought while making any decision in this
field of media. Ethics can be defined as an established of official procedure of
contriving new and better ethical responses to any kind of conflicts and troubles

(Moore & Murray, 2007).

It is nearly impossible for media to ensure that it acts absolutely according to the
desire of audience or society. We can say that it is difficult for media to give
assurance that it is acting all according to individuals and community In order to

1
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reduce chances of this fact and to minimize such trends it is better that media
should not only observe and abide by certain laws It is expected that media also
observes ethics Media researchers and analyst consider code of ethics to be easily
available platform for journalists .they believe it can be helpful for journalists and
other media staff fo formulate their certain code of ethics which are paralle] to
these ethical principles .Thus it will be helpful for them to work according to their
society or at least near their expectations . Ethics of media comprises of a chain
of behaviors, behaviors, certain regulations, the directives, and documents which
the media editors or employees must hold fast to work according to their

respective society in a society (Motamednejad, 2000).
1.2 History of Ethics

In late 1800s Polish Jounalists in Galcia formulated for themselves a list of mo_rai
obligations rules of etiquette .In 1910 , a press association in Kansas embraced a
code which was then applied to both publishers and editors. Till 1924 over ha!f
dozen U.S dailies developed and established their own set of rules . The ﬁrst
national code was French “the Charte des devoris”. It was formulated by SNIJ
union of journalists in 1918.Later on in 1926 first international co:d_e_:s were
developed by inter American Press Association. Then international Federation of

Journalists(IFJ) Published its code of honour in 1939,
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In media code of ethics were first developed by a proposal from the 1947
Hutchins Commission. According to this proposal newspapers, journalists and

broadcasters should be held responsible and accountable (Bertrand, 2000).

In this proposal course of action was formulated on two core ideas. One that
"whoever enjoys a special measure of freedom, like a professional joumaiilst, has
an obligation to society to use their freedoms and powers responsibly” .The
second suggestion that was presented is “society's welfare is paramount, more
important than individual careers or even individual rights” (Straubhaar, LaRose,

& Davenport, 2011).

Like any other phenomenon code of ethics have a history. All code of et!a___ics did
not come at once. These standards for ethics keep on changing with time to time
depending on circumstances and present situations .In the beginning of twentiet?x
century ethical principles started to muitiply Later on also due to progressive
movement also made journalists realized and they become conscio__;_ls about
forming a separate class.The new millennium of 21¥ century gave zr;gghroor_zz
growth to number of private channels which played a strong role in opinion
making of the masses. This development was however reliant on the role of
journalists in the field and off the field, In media, ethics play a key role to
establish credibility and win the heart of their audience. With the boom of private
media channels Pakistan electronic media also came into existence .This body

gave several code of ethics for media .According to Pemracode of ethics there
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should be no program broadcasted which contains a defamatory material .There
are several ways of defamation which ruins ones reputation. Pemra also stated
that those programs which goesagainst our cultural values and morality may not
be televised.This regulatory body also gave guidelines to journalist that they must

not go for biasness or indecency(PEMRA, 2002)

One of new emerging face of journalism in Pakistan is political based comedy
shows .Such shows are growing in quantity with time .These kinds of shows
include news, parody of bollywood songs, comments on news citizen }Quma!ism
as people send interesting photographs and videos .These shows also includ?
mimicry of polig_ﬁians which usually defames them No doubt these programs
have good viewership .But there always have been debate related to ethica_l issues

in these programs .

Media has powerful societal and political influence on the mass audience of
Pakistani society. With the advancement of time, globalization has also g}’f‘eqtqd
the media as well as masses of Pakistan. Advancement in communication
technology has changed the way of broadcasting news. It has changed its prime
goal of providing information to infotainment. News now is not just abou;t statin__g
the fact. The present study aims fo critically evaluate the comedy shows
broadcasted on news channels and the perception audiences as well as journalists
have attached with such shows. The study is focused on the ethical issues related

to these comedy shows. It is about difference of ethical standards among
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audiences and journalists on ethical issues. The purpose of this research is also to
find perceptions of journalist to know that how ethical their programs are and

perception of audiences that how ethical they perceive role of journalists.

Musharaf’s regime in year 2000 opened gates to free media. This free media came
in to existence with much liberal laws for press for first time in Pakistan .After the
boom of open media in Musharraf’s regime 91 TV channels are available
now(PEMRA, 2002). With the emergence of these private channels new style of
openly criticizing political figures has been started .In same way present political
system of Pakistgn is also criticized in TV programs. Today an average Pakistani
viewer gets a trafsmission to get a lot of messages mostly about politicians and
political figures. Source of getting such messages are both through hardnews and
soft news and soft programs which can be titled as infotainment Nevertheless, it
is also important to note that different media are practicing the freedom,
particularly the electronic media, The political satire shows are gaining popularity
among audiences in Pakistan, Major news channels consider such political shows
as a key to attract viewers . Surprisingly, people intend to rcspoqd to the
information provided in political satire shows rather than current aﬁ‘ai_rs
Audience prefer to laugh on how the politicians speak or how our countey is
being disparaged at the international scope. In addition to this, grave issues are
also being chipped away in a lighter and funnier mood during these kinds of
specified shows. This lessens the serious attitude with which one being

responsible citizens might need to care for things which are a matter of serious

5
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concern for Pakistan. There is no wisdom in confusing political satire with
freedom of press or freedom of expression or with strong criticism. This trend of
confusing political satire with freedom of expression is not only present in
Pakistani media but giobally as well. It is almest impossible to pin point
disordered state of both political system and political figures only through
infotainment. The inclination towards the combination of political information
and entertainment in recent years has blurred the line between serious news and
popular entertainment. (Moy ,Xenos& Hess 2005).

A significant role is played by satirical programs in distribuﬁng infcrmaftion to
voters especially young voters receive significant amount of information about
politics through political infotainment programs .While some audience uti!iza
them as their sole source of news, others are simply interested in the cgmady ,
opinions and jokes in these programs These programs are also full of jokes about
the candidates Different traits and events related to political personalities are
highlighted in these programs . It gives information to public about pelitical
leaders which also changes perception of people about political 2¢a_£§ers or
political system. Mostly these television programs are the means for cha_nging the
topic and tone of political conversation in the public sphere by hig_hiighting
election campaigns. Late night comedy has a major effect on the pubiic..lp that it
simplifies politics for Americans and uses humor to find a common political

ground. Studies have reported that 48% of adults and 60% of young voters got
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their news from programs like The Daily Show and The Colbert Report during the

2004 election campaign in America(Farnsworth & Lichter, 2011).

This phenomenon of presenting politicians in humorous way and in person
appearance in comedy shows is something and not very common in Pakistan
.Such trend is not very old for politicians of Pakistan. Usually focus of these
programs are to make fun about the daily é,ctivities perceived personality traits of
politicians or the policy positions of state are the main focus of these programs
Most of the time monologue jokes or staricial sketches comprises of these things
without concerning ethical standards .In Pakistan these programs are rangin_g
from the Hum s@,:_umeed se hian, khabarnaak to hasb e haa} where though these
personalities face uncontrolled communication situation in these programs. But
on the other hand as a result of such communication these comedy programs als?

provide political leaders with valuable fame and publicity.

Many researchers argue that content of these political comedy sho?_vs migt_;;
control perception of audiences in various ways. These programs Qrovic}e
different kind of information and knowledge about political systéms whic_:_h
originates change in minds of audience. It might result in changing their politicai
setup 4s now a days this kind of communication is very common even available
through different sources of media even in through internet Due to this continuous
and widely available communication there is a strong possibility that these

programs can affect public opinion about political figures and system in a
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significant manner. The availability of political satire programs on the worid
wide web might significantly affect not only the political figures but the political
leaders too(Cao, Political Comedy Shows and Knowledge About Primary

Campaigns: The Moderating Effects of Age and Education, 2008).

Mostly comedy shows in Pakistani media are abundantly loaded of content which
has main focus on political jokes and are filled with parodies about traits ,
personalities , character of politicians These programs aiso include monologue
style jokes which even comprises of parody of Indian songs about political
system and all of these parodies sometimes based on already existing ills of
political system aﬁ%i sometimes they introduce new ills in society .Audience are
now abundantly exposed to unverified messages from private electronic media
These messages are also in form of large amount of images and sounds which
then influence the minds of audience about politicians and existing ?oiiticg}_

system.

Political Satire is an important type of satire in which aims to entertain au__digncc is
primarily from politics But it is different from protest as political agendfx is not the
main part nor is the intention to disturb the process of political cstab%i%h_ment the
common purpose is just to provide entertainment because I simply pi;_lpoints the
problems in overall poiitical structure. Political satire is not a new term but can be
found in different eras and different forms. In history it is focused in politicians

and religious figures.
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The main challenge of political satire is to strike a balance between humor
and political analysis. When a satirist goes too far from simple jokes, a satirical
piece can become mere mockery. Sometimes Political comedy shows are more
about political attack, rather than an examination of political ridiculous from a

humorous perspective.

During roman era many ironic poems were present with little presence of political
form of humor. History reveals that there was more presence of political humor as
it has little space of freedom, there was more presence of humor in

Literature(Kreuz & Roberts, 1993).

‘In present times humor can be observed in almost every field, regardless of its
type. It can be seen in all form of media, be it in form of cartoons in print media
or on different websites on internet. Amongmany legislature Hitler was the one
who remained humorists for extended duration of time. Ben Franklin is
considered as one of the innovator of the latest style of humor, He made ﬁr_$t ever
political animation whose layout is still practiced by political humorists in

America, (Freedman, 2009)

As, the circulation of newspapers and magazines extended among masses at
cheaper rates, the percentage of political animations and cartgons also increased.
They became the most important ingredient for the content of media, it also caters
the major part in the electronic media. Freedman (2009) further elaborated that

various movies like Charlie Chaplin, Kubrick and many more have depicted
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political personalities and issues in very amusing and brainy but in sarcastic way.
He further added that the start of programs like Saturday night live in 1975, grasp
the attention of many more audience specifically youth which started to view the
political humorous show. It paved the way for other variety of shows like the ones
conducted by Jon Stewart, Colbert, Denis Miller and various others across the

globe.

During the mid of 20" century there were introduced new type of comedians in
the field of humor. They were termed as “stand-up comedians”, which usually
perform singly on latest and current happenings. Mort Sahl was one of the
innovator of this style, who as an alternative of routine jokes; added to his way of
presenting and attempt to create awareness among individuals about issues of
politics. Kelso and Cogan while quoting Sahl said that he has more concentration
towards eradicating elite political legislature as compare to politics (Kelso &

Cogan, 2009).

Since 21* century humor is engrossed on political issues blasted on television and
internet also which included many series and magazines on internet and websites.

It was followed by the jokes related to political leaders across the globe.

In 2010 year’s television has separated politics with that of entertainment, as
political issues were handled by news unit and entertainment by different
department. He further stated that this line blurred in later year of 1922 when

during election movements political leaders made their appearance on
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entertaining talk shows. Numerous critics has disliked the idea of amalgamating
political both entertainment and news shows and appearance of political figures
on shows besides news programs. péople are attracted towards these hum_omu_s
programs as they got information about these political leaders which is usuaily not
accessible. This approach of mixing humor with politics increased in 1990s when

competition increased in market{Jones, 2010).
1.3 Political Satirical Shows in Pakistan

The culture of jesting and standup humor is not common in Pakistan. Before the
advent of television channel in Pakistan there were many comedy theat_\rgs and
films. After the first Pakistan’s channe! PTV was jaunched; various comedianlg
became part of funny and humorous shows of Television like Alif Noon by Nanha
and Kamal which is considered as popular comedy program during era of 60°s.
This program also discussed serious issues prevalent in society by devqioping

dramatic situations.

Electronic media and governmental issues always has relation which can be
related with the relation of goat and lion. Media has wriggled hard to get liberty,
even during dictatorship era in Pakistan media has shown programs that recoiled
certain political humor, 'Z‘élcem-e Balghan is one example from classic co_medy of
PTV, also another program known as fifty-fifty foilo;aved the format of drama and

discussed ilis of the society.

11
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Later comedy talk show format which was familiarized by Anwar Maqsood and
popular comedian Late MoinAkhter became famous among people, they both
worked as a team. In the era of 90°s “kalyinan” which featured puppets,
pinpoints the negatives on pat of government by creating different situations, The

way of taunting was mild and did not had any sort of controversy.

Though, to achieve that level of humor the main factor is that writers and
directors should be intelligent and witty and should have knowledge of the socio-
politico- economic situation of the society closely. During the era of 80s the show
called “yes minister” which focused on the idea that establishment and
bureaucracy is dominant over the powers of ministers. The sequel of this program
was also presented named as “yes prime minister” but it did not meet to the level

of initial program.

Comedy was limited to the issu_cs related 1o society and its ills and politics was
never directly attacked, as the channels were state owned. At that time cpmedy
theatres also presented strong comedy but they even did not target political figures |
directly. With the commencement of private television channels on 200Q, this new
trend started in our country as these channels were not under the conﬁtroi of
government and they criticized the political system of Pakistan ang_ also th_t_a

political figures(Naseer, 2012).

“Hum Sab Umeed Say Hain” started before the elections of 2002 and was a

prompt hit as it has inclusion of replicas of famous personalities which targeted

12
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mainly political figures. This type of comedy was new for the Pakistani audience.
Also there were variety of shows which can be categorized as comical political

shows

1.4 Problem Statement
This study is designed to explore the perceptions of audiences and journalists
regarding ethical standards of political comedy shows. This study also aims to
examine the differences in perception of audience and journalists regarding
ethical standards observed in the political comedy shows. It also focuses on how
frequently audiences view these programs and to investigate if these programs

were a source of information or entertainment.

1.5 Rationale of the Study
Influence of political satire program is undeniable in today’s world. A lot of
research has been conducted on the topic whereas the ethical perspective is
somehow neglected. The present study is aimed to critically analyze the ethical
issues that might rise from such programs. This study will provide knowlp@geabip
insight regarding the perception of journalists as well as audiences towards the
ethical perspective of such programs. Highlighting the ethical problems will help
the media groups to form a better and more influential policy regarding political

satire programs,
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1.6 Objectives of Study
1. To find out perception of audience on ethical standards of political satirical
programs.
2. To find out perception of journalists on ethical standards of political satirical
programs.
3. To explore what is difference in ethical perception of audience and journalists

about political satirical Shows.

1.7 Significance of the Study
Comedy shows in Pakistan is not a very new phenomenon but with the emergence
of enormous privgte channels and with freedom of media, political comedy shows
in Pakistan have adopted new shape which is depending on Pakistani poiitic%}
system and political personalities for their content. Most often these pqmgdy
shows openly present parodies of politicians and also criticize them freciy fhroug?}
parodies and monologue style iokes. This present study will help to reGngize the
perception of journalists and audiences on ethical issues in these programs. This
study will also help general media bodies who make ethical codes to r_(f_.cpgnizc
perception of audiences about these programs. This study provided oppf:rt;g_nity to
audiences to highlight their opinion about ethics in these prdgrams. This study
will also help to understand role entertainment media might play in delivering
useful message through these comedy shows. This study also provided journalists

an understanding of audiences of ethical issues present in these programs,
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CHAPTER 2

LITERATURE REVIEW

Introduction

In this chapter the researcher has briefly discussed the early research in mass
communication which is dominated by the study of media effects. The researcher
has focused in particular on social responsibility role of mass media, which
provides the appropriate theoretical framework for the present study. As the
research aims at determining a relationship between journalists’ stan_;iards of
ethics and audiences’ standard of ethics on various code of ethics as defamation,
Indecency Cultural Values and Biasness therefore the research obviously revoives

around the social responsibility theory,
2.1 Overview of the Chapter

Any discussion about communication ethics would not be complete without
devoting some time to issues such as licensing, accreditation, and codes of ethics.
Any conversation about ethical issues of media is not possible or fully
understandable without mentioning and understanding code of ethics .Ethical
-issues of any field cannot be perfectly analyzed or solved without understanding
the code of ethics almost every communication organizations have pa&icuiar set
of code of ethics to be followed. These codes of ethics are decided by
organizations so that .jouma}ist works according to them in all kinds of

15
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journalism. Throughout the communication industry codes of ethics are quite
usual and common. Basic ethical standards are same all over the world.. Such
codes represent industry self-regulation It maintains harmony in society .These
ethical codes gives journalists standards and limitations so that they can know

how they have to work (Jr, 2010}

To observe and abide by ethics of media is similar to follow good ethics in the
other fields. These ethics are based on social values and several principles which
can define and help to determine what is right and what is wrong. A media void
of ethics is 2 media without identity, bewildered and unbridled, and a chaotic field

to disseminate unfgunded news (Motamednejad, 2000)

Without ethics, media lack a correct mechanism of criticism and are like a house
without a foundation, where it respects no law with regard to human rights and
certainly has no place in the world of media, Television, as an institutic__m which
belongs to the society and which is expected to be in touch with individuals and
groups that play a key role in disseminating information, is not an exception

from the above rules (Babran & Ahadzadeh, 2010),

The need of electronic media authority was felt in Pakistan with emergence of
private news channels, and it became in existence in 2002 .Media codes for the
broadcast journalism have always been framed from time to time in different
ways .Many of them were considered to be against freedom of media by media

practitioners .With the passage of time many changes and amendments were
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introduced in code of ethics keeping in view the pressures of media owners or
institutions which were demanding full independence from very start (Raza,

2008)

it is essential element in practicing journalism for journalists to follow ethical
code of conduct Ethical issues play vital role in all kinds of journalism. It is
significant for media professionals to recognize ethical issues like Truth, Cultural
values, defamation, indecency, Accountability Interpretation and privacy. It is
important for the credibility of media practitioner to follow these ethical
standards. These ethical principles should be given consideration by the media
organizations as well as at individual level .Usually to follow this ethical code of
conduct seems to be difficult for those journalists who are not well Frainc;%
regarding ethical standards. Journalists who are not well trained in j%qmaliszp
consider ethical codes to b minor thing and they don’t work accorciing 10 these

ethical standards. (Leach & Gilbert, 2014).

Usually media does not fulfils expectations of its audience and originates many
issues .Reasons of these issues can be difference of ethical standards .'I"hesp
differences in ethical standards come between journalists and audiences which
might create a gap. The big media groups overstate and make informaficn to gaifl
maximum viewership which gives birth to violation of media code of conducts. It
will not b wrong to say that media professionals themselves do not behave

unethically. In this case political economy in media plays an important role

17
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Media ethics cannot be ignored blaming the media system .The right to require
access to information from media is the indispensable right of Audience.
Audiences as consumers of news are also accountable for the unfortunate state
media regarding ethical issues(Farooq, 2011).

In a research “The Ethics Gap: Why Germans Have Littie Esteem and No Trust in
Journalists”, they found that there are huge gaps sandwiched between the public’s
expectations and the public’s perceptions of journalistic aims and values,
characteristics of news content, as well as journalists’ behavior reg__aréing__
maintaining ethics. Research showed that not even one third of the Germans have
trust in journalists. Even though the public status of journalism is high sti ii peopie
* have doubts-regarding its trustworthiness. Audiences don’t have very positive
image of journalist .the public perceives journalists as more incor\_zsi'gieratc,
intolerant and socially powerful than they expect them fo be. Jogmaiists’
individual interests are perceived as overemphasized while social .activgnt_;§§ based
on responsibility is missing. The expectations towards news content differ fz‘px_;_l
audience evaluations of news content, the gap though being smaller than for the
characteristics of journalists. The public seems to insist on more serio__us and
factual news editing as well as less soft news and amusing content, However it is
seen that that usually entertaining content and soft news sells better.. The public’s
evaluation of the journalistic decisions regarding typical ethical dilemmas

journalists face is mixed(Donsbach, Rentsch, & Mende, 2009)
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A political humor is now having power to influence others through the platform
of infotainment media. Now we see that more and more researchers are becoming
interested in studying different aspects of political humor. Researchers are
interested to explore the influence of this phenomenon on the perceptions
attitudes and behavior of the viewers,

Though results and studies by different researches show various resuits
differencing from each other but no doubt overall they have general agreement
that humor and comedy is an essential part of political process and it plays vital
role in this process. Researchers also agreed that these political programs have
capacity to effect different aspects of political system at various times. In 2007
" Baum supported this idea political personalities, presidential candidates can gain
recognition and attention of viewers or be able to create their certain image by
appearing on humor based shows. It was also supported by many researches (Cao
& Paul, 2008)that political comedy programs have influence perception of
audience to evaluate political figures based on particular traits and cert_ai_p
characters presented in these programs. This potential of political humor can lcafl
the audiences towards certain perception and image about political personalities
and political systems .|t is not something nev;r that masses generalize images
through mass media. But there is not an ongoing argument among é‘csc_archers
about potential of media to help viewers to evaluate about others and as a result it
also sﬁppcrt the system of stereotypes which are sometimes taken from society

and sometimes originated by media itself, Stereotypes are an essential tool which
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is often used by satirists and cartoonist to create or develop their content for
political comedy. Usually the communication based in humor is mostly processed
by audience through peripheral route rather than the central ones .it makes this
communication more simpler, attention seeking and easy to agree with message
for audience (Baumgartner & Morris, 2006 and Young 2006).

Most of the late night comedy shows related to politicians shapes the opinion of
the viewers either negatively or positively. They also work as means for Qoiiticai_
information or and useful source .It provides various kinds of information about
political leaders to aware viewers about personalities of politicians. These
means of spreadiz;é them among people it may helps or becomes as source of
negative facts about political leaders among audience and it influences their mind
for voting in elections. It changes mind set of audience as a result of being key
source of political information thus bring change in attitude of people regarding
politictans .Even the perception of audiences is regarding politicians is greatly
influenced by these comedy shows. By mentioning different qua_!it%gs and
features of particular leader it helps in changing perception of audiences about
that leader. Audiences begin to judge personalities of political leaders on basis of
attributes or features highlighted in late night comedy shows .These programs not
only bring political content but also indirectly change perception of audiences,
either shaping or reshaping mind set of audiences. Sometimes these programs are

also unintentional source for political candidates to reach their voters to
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assesabout these candidates. Audiences not only watch these programs for humor
and laugh, somehow indirectly it changes their expression of favor or disfavor
towards particular politician.These programs aid people to make judgment about
constitutional candidates(Moy, Xenos, & Hess, 2005).

In present times entire political scenes are redesigning into televised cultural
events due to this new occurrence of political entertainment .This form of
entertainment turns already existed political events or happenings in to a new
way(Duffy & Page, 2008).I1n 2008 US presidential campaign contributed for
ratings of late night political comedy shows .It provided affluent substance for
comedians of 'variqys shows which resulted in the increase of the audience rating
of these shows .Focus of these shows was personality traits of eh presidential
candidates. Different approaches has been used by comedians in these programs
.Various approaches are used to draw special attention towards traits of di:___fferem
personalities, These approaches results in parody in political satirical programs
having central focus on different traits of personalities. This tactics or strategy of
political comedy shows iss argued by Duffy and Page. It prepares way towards
the combining of issues and traits of personality. As a resuit in these shows such
blend cast down real discussion and ideas and sometime .And often it transforms
the whole comedy scene into bitter set of comments . Specially in monologues
satire has been now very common practice in world of entettainment media. In

the satire the central focus is always given to traits of personalities .Political
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comedy shows concentrate less on political ideas and stance of politicians as

compared to their traits (Young 2004, 2006).

Due to new media landscape the differentiating line between the popular
culture and journalistic culture is turning down . The entertainment media is now
joining with current dimensions of media because of this new media landscape
Jn consequence it is dislocating standard forms of news as major source of

information for citizens (Baym, 2007).

Nowadays masses have many doors and ways relevant with their interest
association and desired participation in political system. Entertainment media and
politics has very strong connection .This kind of connection can be help to revive
nationalism in a society It can be useful to strengthen values of 'con_z_munity.
General masses use entertainment media like political soaps and dramas and
political comedy shows in order to gain political information. This viewership and
interest of general masses has resulted a strong and powerful increase in
participation of people in political sphere. Therefore this strong relation can be

helpfisl for the democracy (Zoonen, 2005).

The studies , researches and analysis on parody, humor and comedy along its
effect on the audience’s minds, opinions and the perceptions has always .__beez_l a
seriously concerned subject how audience perceive about these programs has been
taken as a concerned matter since Aristotle’s era. These kinds of programs

containing humorous forms amusement or frames of media aid in reducing the
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stress present in society or among individuals. This new trend in media may bring
a social change. Now purpose of the political comedy shows is to bring happiness
among the audiences .Specially satire shown in electronic media and television
have central focus of making public happy and relax. Focal point of Present
political comedy shows are just to entertain common audience in any way. This
approach of political comedy programs f present times actually deviates and
differs a lot from the humor which was practiced and introduced in the era of
ancient Greece (Dufty & Page, 2008).

In “Athenian society”, there were theatrical performances. These performances
were based on poljtical satire. In this era these plays use to strongly influence the
opinion of vétcrs_éfi‘herc use to be humorists ridicule and sarcasm related to the
personality characteristics, other topics were institutions and social customs. Later
on it resulted in audience’s emotional dissociation or we can say alicna_tiqn from
the central and focused object of the humor. But now in present era, comedy,
parody and humor has been established as a common and famous a wori;lwidg
culture. And now there are many famous humorists like Jon Stewart, David
Letterman and Stephen Colbert which represent social personalities, customs or
events in a humor way .

Political satire or sarcasm both depend on Time and place. It it bound with the
'currem_: situations and happenings around us. As Satire is also related to the
characteristic, certain attributes of personalities and their behavior in particular

time frame (Kreuz & Roberts, 1993).
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To remember ridiculing arguments is more easier as compared to original
statement so satire is believed to be very effective. Sole purpose of satire is to
bring forward the mistakes and imperfections in between .As a reasoning by
Parkin& Philips (2006), The comedy or humor primarily the political comedy is
antagonistic. Political comedy has the personalities, their distinguishing qualities
and acts which are amplified and often even deformed in way which is almost
similar as done in cartoons or caricatures (Parkin & Phillips, 2006).

2.2Theoretical ¥Framework

Theoretical framework of the research is based on the Social Responsibility

Theory. The theory is explained underneath.
2.2.1The Social Responsibility Theory

The social responsibility theory is mainly prctuber#nce of the libertarian theory.
However social responsibility is more about objective reporting to interpretive
reporting. Social Responsibility Theory of mass communication has bcen given
status of milestone for the ethics in media. The notion of Social Respog_xg._ibiiity
theory discussed in this study is one originated by the Hutchins Commission,
recognized as the Commission on Freedom of the Press (1947), and also
incorporates as a four theory of Press(Siebert, 1956) Overall in world qgifercnt
countries this theory has been regulating media In the. field of
journalism(Lippmann, 1943).1t focuses on the duty of media In the society as the

loyal and the honest retainer who is in charge of providing information with
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accuracy and reliability to the masses in society. This theory has some
expectations with media professionals. It requires media to b a self regulated body
along with the norms of transparency, professionalism. It is also expected by

media professionals to regard standards of democratic society.

Among four theories of press Milton, (1991)and Mill, (1863)have raised their
voices in favor of libertarian thory ,Libertarion Theory has concept of practicing
journalism without any external force or pressure of government .Relatively,
social responsibility theory which is out growth of libertarian theorystates that

libertarian model and free media requires a new adjustment.
In the same light, Sribert warns:

The power and near monopoly position o the media impose on them an oélfgaﬁon
t0 be socially responsible. to see that all sides are fairly presented and that the
public has enough information to decide; and that if the media do not iake on
themselves such responsibility it may be necessary for some other agency of the

public to enforce it (Siebert, 1956).

Siebert claims that freedom of expression under the social responsibility is not a
decided right , as under libertian theory ...Ones right to free of expression must
be balanced parallel to private rights of others and against all vital social

interests” (Siebert, 1956),
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2.2.2The Self Regulation Model

Phenomenon of social responsibility is not only to be expected by journalists and
producers of media .This responsibility also lies on consumers of media to
become knowledgeable about media and then maintain high and reasonabie
expectations from media. .In the theory if such things start to prevail in the
consumers of media in society, there will be no requirement for government

interference(Pitner, 2009).

The self regﬁ'!atigg totally relies upon the mercy of journalists and the media
organizations conscience. However, a view of non ethics approach also exists in
such situation and journalists argue that there is no requirement for any regglatory
body to implement any restrictions or such rules. This also supports the i___dco%cgy
that journalists act instinctively and they do not need regulations {(Kova&i¢,

2008).

A similar idea was also brought up in an ethics and Human rights in Infor_mation
Society conference at UNESCO, by (Rodota, 2007): Code of ethics have been
spawned in the most diverse sectors and feature, at time, considerable
ambz‘gz;ities. Indeed some of them are uitimately more than ;Srocfaims devoid of
concrete effects and are only used to convey a reassuring image of the

organization that have drafted them .
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The self regulation model is liable to break easily .It is also criticized for it being
so brittle. Every individual has a different mindset therefore, there can be no
uniformity present in the self regulation approach .But we also observe that even
code of ethics are merely used as a standard by organizations to work accordingly.
In other words, the media may b less likely to strive a uphold a “self imposed”
responsibility to reflect the diversity of the communities thet serve if it 1
smorelucrative to shape content to satisfy commercial needs to reach certain

Jragmented audiences” (Plaisance, 2000).

As explained in this theory it is expected that media should be free f_rom alt
restrictions and work totally free with full independence. Without any dpubt it is
known that this theory is not successful or even exists underneath media illiterate
society.Country fike Pakistan which has a low literacy rate we dint see ﬁ*:;its of
this theory coming from independence of free medias well as for the consumers of
media in Pakistani society. No doubt Social responsibility theory has been
accomplishing desired goals in many other parts of world especially @ggciogeﬁ
world. Although this theory has remained under discussion by critics siﬁce it hgs
been developed but on the other hand this tﬁcory has great support as well. In
ideal sitnation democracy and media are suppose to go hand ih hand aﬁd both are

expected to be complimentary to each other (Raza, 2008).
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2.3 Research Questions
Q:1  What is perception of audience on ethical standards of political satirical

programs?

Q:2  What is perception of journalists on ethical standards of political satirical

programs?

Q: 3To what extent there is difference in ethical perception of audience and

journalists about political satirical Shows?
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CHAPTER3
METHODOLOGY

The research was intended to explore Ethical Issues in Political comedy shows.
An analysis on the Perceptions of Audience and journalists, The methods and

procedures adopted for the research are briefly discussed in this chapter.

3.1 SURVEY

The tool used for the present study was survey. Survey method was selected
because it is widely used for communication and media studies (Wimmer &
Dominick, 2006).Quantitative research method was selected for the research.
Most of the previous studies which were based on perception were quantita}tive in
nature. Researcher need not to manipulate variables therefore survey research
design was used instead of the experimental design (Bryman & Crameg} 2005).
The study was neither sponsored nor funded therefore cross sectim_zal survey
method was adopted. The research was conducted for the fulfillment of dcgme of
M.phil in Media and Communication Studies thus, cross sectional survey Qas also

selected due to time constrain.

3.2 POPULATION
Population of the study was audience of political satirical programs from
Islamabad. Media professionals of different private news channels of Islamabad

were selected as population of research.
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3.3 SAMPLING
Sample is subset of population .For this study the residents of

Islamabad were the population of the research. Due to lack of recourses

and time it was difficult to do random sampling as exact list of population was
difficult to find and reach them and was also difficult for researcher. Therefore
researcher has convenient sampling technique for data collection for Journalists, It
was carried out so that the results might be generalized. Another reason of
adopting Convenient sampling technique was to avoid the chance of biasngss in
selecting the sample (Bryman & Cramer, 2005).And Purposive sampling

technique has been used for audience.

For the purpose of survey researcher focused only on three comedy shows which

were selected on basis of their popularity and ratings.

o Hum Sub Umeed se hain

° Khabarnaak

° Hasb-e-haal

To conduct survey of these shows and determined ethical perception of azﬁient_;e_s
and journalists about these show. Some Variables from pemra code of ethics were

selected .'I‘l;ese included Defamation, biasness, indecency and cultural Values,
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3.3.1 Selection of Media Professionals

Press Club Islamabad was requested to provide list of registered TV news
reporters/journalists. Sample size of 100 reportersfjournalists was selected. Only

private TV news channels of Islamabad were selected.

3.3.2 Selection of Audience

Audience were selected from general popuiation of Islamabad who watch selected

political satirical shows .

34 SAMPLESIZE
Thesample eomprised of male and female audiences and male media

professionals. In total, sample size was comprised of 300 respondents.

3.5 SAMPLE FRAME
Sampling frame of the research for journalist was all private TV newschannels,

and audiences from Islamabad.

Operationalization

The difference in the perception of audience and media professionals ;egarding
ethical standards of political satirical programs was explored in the study.
Audiences were those who watch political satirical programs. For this rt_asearch
audience of Islamabad were selected. Media professionals are those professionals
who work in any media organization or those who have a media based career.

Journalistswho work in private TV news channels were taken as media
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professionals for the research. Perceptions ofaudiences and Journalists regarding

political satirical programs was analyzed.

Ethical issues were selected from PEMRA Code of Ethics and categorized as: (a)

Defamation; (b) Indecency ; (¢) Cuitural Values ; (d)Morality; and (¢) Biasness

3.6 Key Variables

Key variables were: (a) Political comedy shows; (b)Defamation (¢} Indecency (d)

Cultural Values (¢) Biasness (fiMorality
Political Comedy. Shows (Operational definition)

“For this study-'po_iitf‘cai comedy show is taken as those television programs which
covers political content, events, personalities and issues in humorous way t_t;mugh
parodies and monologue style jokes on Pakistan private television channels
.Among these selected programs are Hum sab Umeed se hain, hasb-e-hal and

khabamaak.
Defamation (Operational Definition)

For this research defamation is that representation of individuals or a group
which can ridicule or harm ones reputation. Only visual representation of an
individual for this variable has been focused .Political comedy shows often
highlights such traits or issues which defames an individual like showing
caricatﬁre of Minister of National Assembly MaulanaFazlulRehman greedy for
food and he is putting food in his pocket while giving press cohference
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Indecency (Operational Definition)

For this study indecency is usage of bad language and unlawful speech by
caricatures or hosts have been observed for example in khabarnaak comediang

call each other and caricature of politicians with bad titles
Cultural Valaes (Operational Definition)

For this research cultural values of respecting others , style of dressing , language
use and usage of Indian media content( like bollywood) in these programs is
focused for example naming segments in political comedy shows on names of

bollywood movies,
Morality (Operational Definition)

In this study Morality is measured through presence of lies in the political comedy
shows programs and representation of an individual lacking certain value of a
system which are suppose to be essential like honesty .e.g sometimes these

programs misquotes facts.
Biasness (Operational Definition)

For this research biasness is taken as unjust or necessary criticism .Jt includes
discussion on a particular individual more than required which in result demeans

them .for example khabarnaak discusses meera more than other celebrities .
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3.7 Demographic variables

For this research demographic variables were Gender , Age, Education and

Family monthly income .

Age: From 18 to above 44 years of age.
Education: education level is taken from intermediate level to maters level

Family monthly income: income group included from low less than 30,000 to

high income level more than 90,000 rupees in a month
3.8 DATA COLLECTION TOOL

The quantitative survey research method was applied for data collection in this
study. Daia was collected in the form of questionnaires, Questionngifg was
prepared using five pointlikert scale, Don’t know, Not at all, Sometimes, Often
and Very often, to explore exposure of political satirical programs. Furthg___r, five
point scale was used very interested, interested, somewhat interc__stt?d, Nof
interested and Don’t know to determine level of interests for these programs,
Another five point Likert scale (Swrongly disagree(SD=1) , disagr?p D=2),
Neutral (N=3),Agree (A=4) Strongly Agree(SA=5) } was used by researcher to
critically analyze the perception of ethical standards from audiéchs and
journalists point of view. For both audiences and media professionalsonly one
questidﬁnaire was prepared. All statements were clos¢ ended. Selected

demographics were age, education and family’s monthly income. Initially seif-
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data collection technique was applied for data collection. Some friends were also
requested to get the questionnaire filed from both the TV news channels and

andience.

3.9 DATA DISTRIBUTION

Questionnaires were initially distributed by the researcher herself. Some friends
were also requested for questionnaire distribution in audience of Islamabad. Some
members of the Press Club and some journalists from different channeis were also
requested for qugstionnaire distribution. Some friends working intelevision

channels were requested as well for the distribution of the questionnaire.
3.16 RESPONSE RATE

430questionnaires were distributed in total among audience and media
professionals. 200questionnaireswere collected back from audience and
100qguestionnaires were collected back from media professionals. Remaining 130

were never returned or pootly filled.
3.11 PROBLEMS IN DATA COLLECTION

Many problems were faced while distributing the questiohnaires among the

audiente and journalists. Those were as follows:

a) Media professionals as well as audience were not cooperative,

b) Many of respondents did not returnthequestionnaires.
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<) Most of the respondents unwillingly filled the questionnaire even after

providing a copy of questionnaire several fimes.

d) Some of the questionnaires were half-filled including irrelevant
comments.
€) Journalists were really hard to approach.

3.11 DATA ANALYSIS AND INTERPRETATION

Data were analyzed in the tabular and graphical form and interpreted in the light
of objectives as well as the available literature. Compurter applications used were
World Wide Wep (www), Microsoft Word, Statistical Package for Social

‘Sciences (SPSS) and Microsoft Excel.
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CHAPTER 4

QUANTITATIVE DATA ANALYSIS AND INTERPRETATION
This chapter includes analysis of data, findings and discussions. The study was
quantitative in nature and to conduct the study, survey method was incorporated.
The impact of independent variables on dependent variables was analyzed in the
analysis. The analysis of results then proceeds to its interpretation.Data agglysis
was done by using SPSS 16 (Statistical Package for Social Sciences) and

Microsoft Excel by the researcher herself.
Frequency D&tril;!xtion of Respondents
The following figure illustrates the frequency distribution of Audience

Figure 1 Frequency distribution of Respondents

Frequency of Respondents

Joumalists, 100.

| Genersl

= Journalists = General Audience

Survey was taken from 100 journalists of Islamabad by random selection from list
of registered journalists provided by Press Club Islamabad .General audience of
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200 was also selected from Islamabad who are viewers of selected political

comedy shows.

4.1 DEMOGRAPHICS

Gender
Chart beneath explains the frequency distribution of respondents gender.

Figure 2 Frequency distribution of respondents’ gender

Gender of Respondents (%)

305 T4%

51%

0%
30% 26%
20%
10%

0%

Mali;._ Femaie
miournalists 74% 26%
s General Audience 0% 1%
Majority of respondents from journalists were Male (about 74%).And majority of
respondents among audience were female i.e.51%. About 49 % of respondents
from males were Journalist. Among journalists 26% of females were selected for
survey Reasons for less females among journalists is that we have less female

Jjournalists working in Islamabad as compared to male media ptofessionals.
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Age
The chart beneath explains the frequency distribution of the respondents’ age.

flgure 3 Frequency distribution of respondents’ age

Age of Respondents (%)

80%
0%
£0%
50% 46%
40%
30% 24% 9%
20% l 9%
160% 1.5% e
o~ | . 45 years or :
18-26 years 27-35 years 36-44 years above :
Miournalists  11% 46% 28% 19%

= General Audience 68% 21.5% 1.5% 9%

Majority of respondents among audience were from age group of 18~g§yea;s f
i.€.68%. Second majority 21.5% audience fall in the age group of 27-35 years 9%
of audience come under age category of 45 years or above. Only 1.5% of
audience is from age group of 36-44 years.Majority of Journalists are ﬁ'ct{n age
group of 27-35 years .Second majority from group of joumnaiists belong from age
category of 36-44 years. 19% of journalists belong from age group of 45 years or
above .Only 11% of journalists are from age group of 18 -26.Reason for most
audience from age of 18 to 26 years is because majority of survey from General

audience is taken from university students,
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Education
The bar chart below exhibits the education of respondents.

Flgure 4 fducation of respondents

Education of Respondents {%)
80% .. . 85%

20%
0% e 4%

intermediate Undergraduate
H fournalists - 3% 12% 85%

1 General Audience 8% 67% 25%

Above figure illustrates that majority of general masses ie. 67% were
undergraduate.29% of General masses had masters degree. Only 4% of general
mass had Intermediate degree .Larger part of journalists (about85%) had mers’
degree.Second majority of journalists i.e.12% were undergraduate Only 3% of

journalists had intermediate degree.
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Family Monthly Income

The figure below comprehensively explains Family Monthly Income.

Flgure S Family monthly income of respondents’

Family Monthly income of Respondents (%)

60%
60%
50%
4% -
20% ORI 0 gegi oL
% . ¥ Salir o
50,001 or
30,000 or less  30,00060,000  60,001-90,000 above
| Jouinalists 9% 0% 16% 15%

: General Aﬁ&ience 12% '23% 23% 4%

Majority of journalists were having family monthly income of Rs 30,000-
60,000.16% of journalist had monthly income of 60,001-90,000.Family q;onth%y
income of 15% journalists was 90,001 or above. Minimum number of both group
of respondents had income of 3 less than 30,000.Majprity of general masses
belong from highest group of family income of 90,001 or above. 23% of _gj_encranl
mass belong from group of 30,000-60,000 and same percentage of qn__dienc_e
belong from income group of 60,001-90,000.0nly 9% of general mass belong
from status of less than 30,000 of family income. This minimum percentage of

audience from lowest family income group might be because peopie belong from
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this status in society having so many other problems that they are not interested to

watch these programs much.
Political Comedy Shows Viewing (Per Week)

The bar chart below explains respondents viewing of political comedy shows (per

week)

figure 6 Political Comedy Shows Viewing

Political Comedy Shows Viewing {per week)

80% 7%

0% - X1

0%,

. '50%;

© 40% 0%

30%

0% 1%

10% 3.5%

5-6 hours

W journalists 30% 11% 1%
CiGenerat Meace 3% 16.5% . 3.5% 7%

Majority of respondents among both groups view political comedy shows 2 or
less than 2 hours.Majority of general audience (about 73%) watch political
comedy shows2-less than 2 hours per week.And 58% among journalists view
these programs for 2 or less than 2 hours.lt also indicates that general masses
spend more time in watching these programs as compared to journalists .second

majority of journalists (about 30%) also watch these programs 3-4 hours per week
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in contrast to 16.5% of general andiences which almost half of it. 11% of
Journalists watch it for 5-6 hours whereas only 3.5% of generai audience watch It
for same duration which is minimum percentage of audience viewing political
comedy shows per week. Only 1% of journalists view these shows 7 hours or
above which shows that journalists have very less viewing for these programs

Rest of 7% of audience watch these comedy shows for 7 hours or above.

Geo News viewership
Following graph explains respondents’ viewership of Geo News.

Figure 7 Geo News viewership ;

Geo News viewership (%)

S0% 47.5%
45% .
40% :
5% |
309
n%
20% 16%
15%
W% sy
Don't Xnow Very Often
& journalists _ 5% 36% 19%
LiGeneral Acdience 16% 22.5% 14%

Above figure exhibits that majority of respondents(about 47.5%) watch geo
television sometimes. 22.5%of audience watch geo often .Only 14% of audience
watch geo news Very often It is also observed that majority of joumnalists i.e,

40% watch geo news sometimes. Whereas 36% of journalists also watch this
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channel very often .A good percentage of 19% among journalists watches this

channel very often. Overall result shows that this channel is very popular among

respondents,

Duniya News viewership
The bar chart below exhibits respondents’ viewership for Duniya News

Figure BDuniya News viwership

Duniya News viewership (%)
60%
50%

0%

ity W LAGS%. .
10% '
Don’t Know Sometimes

B Journalists 11% 46% 31%
DiGenersi Audience  16.5% 51.5% 24.5%

Above bar chart explain viewership of audience for Duniya News
Channel.Majority of general audience i.e.51.5% watch duniya news sometimes.
Majority of journalists(about 46%) also watch Duniya News Sometimes.
Respondents among general audience (24.5%) have demonstrated their opinion
about watching this channel with often Relatively more journalists i.e. 31% also
watch this channel Often .about 12% of journalists watch this channel very often

as compared to jesser general audience of 7.5% who have also opted for very

a4



An Analysis of Perceptions of Journalists and Audiences on Ethical Issues

often. ThisChartshows great viewership of this channel by both groups of

respondents.
Hasb-e-haal (viewership)

The figure below tells about respondents’ viewership for Hasb-e-Haal.

Figura 9Hashe-hal viewership

Hash-e-Hal viewership {%)
33%

I iyt 1% 3%
Very Somewhat Nt : :
interested Interested interested  interested Don't Know ;
» journalists 25% % 3% i1% 1%

OGeneral Audience  26% 23% 25.5% 23% 2.5%

Respondents were asked about their level of interest for program hgsbw&
haal.Majority of Journalists (about 33%) responded with sofnawhat interested
About 30% of journalists opted for interested. We see that 25% of journalists
have demonstrated their opinion with very interested for hasb-e-haal. Among
audience a segment of 26% has opted for somewhat interested and another
segment of 25% has shown their level of interest for this particular comedy show
as very interested .About 23% of general audience has optecf for interested and

same percentage (23%) has opted for not interested for hasb-e-haal.
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Hum Sab Umeed Se Hain (Viewership)

The bar chart below explains respondents’ viewership for Program Hum Sab

Umeed Se Hain.

Figure 10 Hum Sab Umeed S5e hain viewership

‘Hum Sab umeed se hain' viewership (%)

60%
48%
50%
40%
30%5.\
B 20%2’
O% : et ., [ ] o]
Somewhat Not bBon't
interested  interested Know
- ¥ Journalists 48% 18% 3%

DiGeneral Audience  12% 17% 38.5% 30% 2.5%

Only 8% of Journalists found this program to be very interested .Even among

audience we find that only 12% of respondents have demonstrated their opinion

with very interested. Majority if Journalists (48%) have opted for somewhat -

interested .Majority of general audience 1.¢.39% has also showed their level of
interest for th,is program as somewhat interested. Comparatively it is lesser than
journalists .Among audience a segment of 30% have clearly demonstrated their
opinion with not interested for this program .Overall we see that audience has less

interest in this show as compared fo journalists
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Khabarnaak (viewership)

The figure below illustrates the respondents’ level of interest for program

Khabarnazak.

Figure 11Khabarnal viewership

*Khabarnak' viewership (%)

40%
3% 33%31%
30%
25%
15% - g%
ot
5% 3% 2%
lnt:zysted interested mtmst::; m:z:ed Don’t Know
Wlournafists 16%  16% 33% 34% 3%

CiGeneral Audience 13% 175% % 36.5% 2%

Respondents were asked to demonstrate their level of interest for political comedy
show khabarnaak.Majority of audience i.e. 37% has given their opinion as not
interested .It indicates that majority of general masses don’t have any ie_vcl of
interest for these programs. Among journalists majority (34%) has also opted for
not interested. 33% of journalists say that they find this ;;rogtam somewhat
interested in contrast to 31% of general audience of 31% who has_\{.)ptcd for
somewhat interested as well .Overall results show that journalists and audience

have same level of interest for this program .They don’t seem to be very
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interested for this program as compared to Hum Sab Umeed Se Hain and Hasb-e-

Haal.

4.2Research Questions Regarding Survey
RQ1 : What are perception of audience on ethical standards of political

satirical programs,

In order to find our perception of audience on ethical issues of satirical Program
for this research following indicators were selected and analyzed through survey
to know audience opinion on certain acts of media which relates to variable

defamation , kldecgncy, Cultural Vaiues, Morality and Biasness.

Defamation

In this study Defamation is analyzed in the following way

Figure 12 Indicators for Defernation
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‘Table 4.1 Percepti f audiences gn defamation
Indicator Perceptions of Audiences
Defamation Disagree | Neutral ! Agree
Hum Sab Umeed Se Hain

All departments of police corrupt | 15% 11.5% 69.5%
Former Prime Minister attending | 16.5% 10.5% 73%
dance

MaulanaFaziulRehman Greedy for | 20% 15% 63%
food

Zardari as money lusty individual { 57% 15% 26.5%

Hasb-e-Haal

MaulanaFazululRghman  Greedy | 34.5% 15.5% 50%
for ministries

MaulanaFazululRehman  flirting | 25% 13.5% [ 63.5%
‘with female hosts

Khabarnaak

Police officer drunk 27% 12% 61%
Zardari as Umroayaar 27% 16.5% 56.5%
politician stealing 17.5% 15.5% 66%
Making fun of senior anchors style | 23.5% 15% 61.5%

*Table above indicates only striking ethical issues

Above table reveals that overall opinion of audience of these programs is reflecting

towards presence of low ethical standards .Regarding program hum Sab Umeed Se

Hain We see that 69.5% of audience agreed that showing all departments of police

corrupt to be objectionable It explains that majority of audience believe that this act

of media to be defamatory relatively lesser percentage of audience (about 19%) who

have demonstrated their opinion with disagreeing about this act of media to be

objectionable .A huge response of andience in agreeing to one indicator of

defamation has been observed when they were asked that it is disgracing for the

49



An Analysis of Perceptions of Journalists and Audiences on Ethical Issues

Former Prime minister ChaudhryShujaatHussain to be shown attending dance of
MadhuriDixhit through mixing of scenes and video editing from Bollywood movie.
About 73% of Audience agreed to this statement. Very different response from
audience was observed about representing Zardari as money lusty individual .For
majority of audience this act is not defamatory .Audience found relatively less
defamation in hasb-e-haal. A big response to labeling certain acts In this program as
defamatory has been observed in two statements pose from them .majcrity of
audience did not like representing MaulanaFazululRehman as greedy for ministries
and when he is shown as if he is fliting with female host of the program .Aa____c!ienc?
consider such repregcenting harming his reputation .Respondents agreed to many
indicators posed to them from program khabarnaak to fall under category of
defamation .For majority of audience(61%) showing a police officer drunk IS not a
fair act of media .it was also analyzed that for general masses making fun of senior
anchor person Tarig aziz’s style of anchoring is much disrespectful Regarding the
role of media in showing a caricature of politician who is stealing watch a_!__r_d wailet
of co guest audience has demonstrated their opinion in categorizing such act of

media as defamatory as it may harms reputation of that particular politician.
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Indecency

Following are the indicators of Variable ‘Indecency’

Figure 13 indicators for Indecency

Unlawﬁllspeech Language Bad W'Caliing

Indicators Public Perceptions
Indecency Disagree | Neutral | Agree
Hum Sab Umeed Se Hain ;
Indecent Language for politicians 23% 15% 62%
?aiiif}g chief M:mstcr KP 21% 11% 68%
Teelipehalwan
Title to government officials’ o ° °
HisaMangainSabhi’ 21% 205% | 58.5%
Meera has many lovers 19% 21% 60%
Hasb-e-Haal
Indecent Language for Politicians 34.5% 24.5% 1 41%
Calling Rehiman Malik Uri Baba 32% 19.5% | 48.5%
Khabarnaak
Calling Musharraf ‘neulls’ 20.5% 11.0% | 68.5%
Calling Tariq Aziz as ‘Farig Aziz’ 14.5% 11.5% | 74%
t(iit{;g;edzans calling each other with bad 15.5% 125% | 72%

*Table above indicates only striking ethical issues

Above table reveals that audience find indecency relatively more in Political
comedy show hum sab umeed se hain and khabarnaak as compared to Hasb.e-
haal.Majority of audience about 62% find language in Hum sab umeed se hain

indecent as compared to 23% of audience who find language in this program
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alright .58.5% of audience consider giving title to all government officials
“HisaMangainSabhi’ improper .Either majority of audience about 60% also did
not like presenting Meera as an individua! who has many lovers .Relatively lesser
percentage of respondents among audience i.e.41% believed that language used
in hasb e haal is indecent. There is prominent segment in audience about 24 %
who has demonstrated their opinion with neutrality. One reason could be that
audience has great level of interest in this program so they are unable to decide
anything about Janguage used in this program. And there is also 2 big portion of
audience who is satisfied with the language used in hasb e haal It clearly supports
their level of inteyest and likeness for this program. Majority of audience did not
support any name calling to be alright in this program they have stated such acts
of media like giving other ftitles like ‘teclipehalwan’ to be indecent. 74% of
audience considered calling senior anchor person Tariq Aziz as Farig Aziz to be
indecent. Only 14.5% of audience did not find any odd in this .Audience of 2%
has given their opinion regarding comedians calling each other with bad names as
indecent in khabarnak .Former presedient Musharraf to be called as neula is also
agreed by most of audience (about 68.5% )as indecent act of media.lt is observed
that most of audience find bad name calling in these programs as lack of ethical

standard.
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Cultural Values

Indicators for Cultural Values are listed below,

Figure 14 indicators for Cultural Values

Table 4.3 Perceptions of audiences Jtural Valu
Indicators Public Perceptions
Cultural Values Disagree | Neutral | Agree
| Hum Sab Umeed Se Hain "

Caricature shown in despicable 21% 24% 49%
Qaim Ali Shah in costume of 4% 20% 56%
superman
}\d:xm'g answers from real 27.5% 15.5%, 579
interviews :
Film lip singing and dance on 16% 16% 68%

parody songs
Editing Bollywood movies adding

1) 0, £,
caricature of politicians 16.5% 15% 68.5%
Nam‘e segments on bollywood 29.5% 17.% 60%
movies
Fun of physical disabilities _ 10% 11.5% 78.5%

Hasb-e-Haal

Language used 23% 19.5% | 51.5%
Azizi way of dancing 35% 16.5% | 49.5%
Caricature shown in despicable 19.5% 20.5% 60%
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Khabarnak
Langnage used by comedians 14.5% 16% 69.5%
Dressing of comedians 40.5% 21.5% 38%
Language used by caricatures 42% 27.5% i 30.5%

*Tabie above indicates ondy striking ethical issues

Above table indicates that audience perceive that Program Hum Sab Umeed se
hain lacks a lot of cultural values . About 49% of audience agrees that
presentation of caricature of males and females are shown in despicable A
considerable portion of audience ie. 24%  are unable to judge abouf
representation of caricature and they have given their opinion in neutrality .56%
of audience do not think that presenting Qaim Ali shah in costume of superman is
congruent with our culture .about 57% of audience agreed that mixing answers
from real interviews of any personality with different questions in program Hum
Sab Umeed Se Hain shows disrespect for particular person .68% of audi?n‘cc ais?
fin female Iip singing and dancing on parody songs to be objectio__ﬂ__nable in
comparison 1o only 16% of audience who don’t find it unpleasant .Ma_jq_rity of
audiences i.e. 68.5% agreed that it is objectionable to edit Bollywood movies and
adding caricature of Pakistani Politicians in themn and creating new scenes fgr
example editing dabang.Most of audiences (about60%) agreed that naming
segments on names of bollywood movies like rab ne bana di Jodi etc goes again_s_t
our cultural values .A very big majority of audience has demonstrated their
opinion regarding making fun of physical disabilities as uneth?cal act of media . A

vast majority of 78.5% of audience has agreed that making fun politicians based
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on their physical abilities is against our cultural values whereas only 10%

disagreed to this statement.

Most of audience i.e. 57.5% says that language used in hasb e haal is compatible
with our culture it is also proves likeness of audience for this program. Regarding
Azizi way of dancing 49.5% of audience did not find it compatible with our culture
whereas as another second majority of audience i.e. 35% disagreed such notion to be
objectionable. A major portion of audience is not satisfied with the language used in
khabarnaak and they have demonstrated their opinion in agreeing to the statement
posed to them that language used in khabarnaak is not compatible with our culture
42% of audience disagree that language used by comedians in khabarnaak is
compatible with our cultural values .Overall this table reveals that audience don’t
believe that cultural values present in these programs are congruent according to our
society .Interestingly we see that an important portion ameng the respondents have
demonstrated their opinion in neutrality it might be because audience are less aware

about ethical standards or they watch these programs too carelessty just for fun .
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Morality

Indicators for Morality are mentioned below

Figure 15 indicators for Morality

LT indivadual lacking
-.Ligs . - Certain Values

Table 4.4 ?enggg'@_ of audience on Morality

Indicators Public Perception
Morality Agree | Neutral | Disagree
Hum Sab Umeed Se Hain

Musharraf as a liar 27.5% 16% 56.5%

Misquoting facts more often 20% 28.5% 51.5%
Hasb-e-Haal |

Misquoting factsmoreoften | 30% | 46% | 24%
Khabarnaak

Misquoting factsmoreoften | 17% | 385% | 44.5%

*Table above indicates only striking ethical issues

Above table indicates an interesting picture about one of the dimensions of our
variable ‘morality’ Majority of audience {about 56.5%) agree to statement posed
to them about to Represent former President Musharraf as sotmeone who says he
is not afraid of bombing but as soon as he hears voice of a blast he fears and ran
away .Among audience 51.5% agree with the statement that political comedy

program Hum sab umeed se hain misquote facts more often . Very smali portion
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of audiences i.e. 20% perceives facts presented in this program to be truth .In
program hasb-e-haal response of majority of audience (46%) in neutrality shows
their level of interest in this program .majority of Audience has selected this
program to be very interested so they don’t find and lacking in misquoting facts
but they are confuse and have mix feelings towards this part of the show , so they
have opted for neutrality . Most of audiences have agreed that khabarnaak
misquotes facts more often but we also see that 38.5% of audience has opted for
neutrality .It might be that audience don’t find much flaws in these programs

when they are quoting some facts or figures.

Biasn_ess

Following were the selected parameters for biasness.

Figure 16 indicators for Biasness
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Table 4.5 Perception o ience on Biasness

Indicators Public Perceptions
Biasness Disagree | Neutral | Agree
Hum Sab Umeed Se Hain

Portrays politicians as demeaning 12% 12% 76%
Discusses partlf:ular politicians 14% 1% 16.5%
more than required

Hash-e-Haal
Portrays politicians as demeaning 34% 21% 45:5»
Discusses partzc_:niar politicians 15% 17% 68%
more than required

Khabarnaak
Portrays pojiticians as demeaning 14% 22.5% 63.5%
Discusses particular politicians o o o
more than required 13.5% 25% 63'5._/°
Discusses Meera more than any " s o
other celebrity 11% 22.5% 66.5%

*Table above indicates only striking ethical Issues

Above table indicates an interesting picture about perception of audience on our ﬁﬁh
variable ‘Biasness’. Great majority i.e. 76% of common audience considers that hum
Sab Umeed Se hain portrays politicians as demeaning and much below the standard
of a civilized person.12% of audience is satisfied with portrayal of politicians in this
program and 12% of audience is also unable to decide that how to take dramatization
of politicians in this program and they have demonstrated for neutrality.Most of
audience i.c 76.5% believe that hum sab umeed se hain discusses & particular
pbiitician more than required No prominent difference in opinion of audience

regarding program hasb e haal portrayal of politicians is observed among those who
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thing it is present in program and those who disagree that hasb-e-haal portrays
politicians as demeaning. 45% of audience agree to statement posed to them and for
them there is no biasness in this program.34% of audience disagréed to this
statement. 68% of audience who agreed that hasb-e-haal discusses a particular
politician more than required.Only 15% of audience believed that there is no such
act present in this program. 63% who agree to the portrayal of politician as below
standard of civilized person.Very small portion of audience {about 14%) disg_grce 1o
this indicator .This result shows that for audience this program has biased practice.
Audience( about 63.5%) believe that khabarnaak discusses a particular leader more
than required and it also discusses poiiticians in a way tﬁat as if they are much
below standard of civilized person. A good majority of audience also find it bias¢d
to discuss Meera. A major portion of audience has also given their ogi_?ion i__n
neutrality it shows that a big portion of audience also need to be educated abo;_xt
ethics or it might be that audience just sce this program for enjoyment they are not

too concerned for biasness in these programs.
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Tabled.6Audiences’ purpose of viewership and perceptions on ethical

Purpose of Viewership and ethics Perception of Audiences

Disagree | Neatral | Agree

Taking useful messages from comedy
56% 165% | 27.5%
shows

Only enjoving comedy from these
Y ChjoyIg comeey 18% | 13.5% | 68.5%
shows

Sufficient ethical standards 74% 15% 10%

Above table reveals opinion of audience on different statements posed to them .56%
of audience disagree that they take any useful message from comedy shows. 27.5%
of journalists agree that these comedy shows are means of useful messages for them
Only 16.5% of audience is neutral about taking useful messages from comedy
shows.18% of audience disagree with the fact that they only enjoy comedy from
these shows. 68.5% of audience agree that there purpose of watching comedy shows
is only humor. A huge majority of audience i.e. have demonstrated their q?i_nion in
disagreeing to the statement and they don’t think these shows have sufficient ethical
standards. Only 10% of audience believes that these programs have sufficient ethical
standards. 15% of audience is still unable to decide about ethical siandard_s present in

these programs.
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RQ2Z : What are perceptions of Journalists on ethical standards of political

satirical programs,

In order to find our perception of journalists on ethical issues of satirical Program

for this research following indicators were selected and analyzed through survey to

know opinion of journalists on certain acts of media which relates to variable

defamation , Indecency, Cultural Values, Morality and Biasness.

Indicator Perception of Audiences

Defamation Disagree | Neutral | Agree
Hum Sab Umeed Se Hain

?{}lltzmap blaming rigging for his 43% 16% 26%

every failures

2;:?): lanaFazlulRehman Greedy for 40% 11% 44%

Zardari as money lusty individual 46% 9% 46%

Hasb-e-Haal

Shah MehmoomQureshi as over

confident 49% 21% 30%

Politiczian who is all time after 549 15% 31%

changing party

MaulanaFazululRehman flirting with 44%, 13.5% 40%

female hosts

Khabarnaak

Police officer drunk 50% 7% 43%

politician stealing 2% 11% 37%

Yusuf RazaGillaniincharge of 55% 17% 28%

dummy museumn

Sheikh Rasheed having romantic

feelings for Reema 27% 17% 6%

*Table above indicates only striking ethical fssues
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Above table reveals perception of journalist about our one variable defamation
48% of journalists disagree that it is objectionable to represent a politician in a
way that he blames rigging for his every failures.26% of journalists say that such
representation is defamatory .16% of journalists have given their opinion in
neutrality .44% of journalist which is majority has responded in agreeing that
dramatizing Maulana FazalulRehman in a way that he is greedy for food and
puiting food in his pocket during a press is a miss use of media freesom, 40% of
jounrlists consider such act of media to be under positive use of media
freedom.46% of journalist agree that there is no odd in representing Zardari as

money lusty indiyidual 46% of journalists also say that showing zardari as money

lusty individual is defaming hum .Majority of journalists (49%) disagree that .

showing shah MehmoodQureshi as lusty money individual is defamatory .30% of
journalists agree that such act of media is objectionable .aming journalists 44%
don’t find dramatizing MaulanaFazlulrehman {flirting with female hosts as
objectionable whereas 40% of journalist agree that such act of media goes against
ethical practice .50% of journalist don’t find any problem in showing al! police
daprtment corrupt they may find it as their right of freedom.40% of jox__xma!ist
agree that such representation does harm reputation of concerned department
Only 7% of journalists responded with neutrality .A big segment among
Journalist 1.e.52% agrees that the concept that showing present caricature of any
politician stealing wallet and watch of other guest does not comes under

defamation.37% of journalist agree that such representation of a Politian injures
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their reputation.55% of journalists disagree that that there is no harm in showing
former prime minister Yusuf Raza Gillani as in charge of dummy meusum.28%
of journalist agree that such representation is not fair .17% of respondents are
confuse to agree or disagree with the statement posed to them.56% of journalists
agree that showing Sheikh Rasheed as someone having romantic feelings for
Pakistani actress Reema is a defamatory act of media .27% of journalist don’t find
any problem in such representation which is lesser than those journalist who think

such representation is unfair and it Jeads to defamation .

Tahie 4.8 Percepiio urnalists o ne
Indicator Perception of Audiences
Indecency Disagree | Neutral | Agree
Hum Sab Umeed Se Hain |
indecent Language for politicians 40% 23% 36%
e et ol | s | 1w | aow
xjﬁ;zég fun of Meera’s fun way of 45% 19% 36%
Hasb-¢-Haal
Indecent Language for Polticians 55% 23% 22%
Calling Rehman Malik Uri Baba 47% 19% 34%
Khabarnaak
Calling Tariq Aziz as ‘Farig Aziz’ 36% V7% 41%
g,‘;}dn;c;xé:ns calling eachother with 36% 21% 43%

*Table above indicates only striking ethical issues
Above table reveals interesting picture of perception of joutnalists on variable
‘Indecency’. It is indicated through table that 40% of journalist disagree that

political comedy show Hum SbUmeed Se hain uses indecent language for
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politicians. 36% agree to the notion that this program uses indecent language for
politicians. 23% of journalists are uncertain about this issue and have opted for
neutrality. 50% of journalists don’t find it objectionable to titie all government
officials as ‘Hisa mangain Sabhi’. 35% of journalist believe giving such title as
indecent, 15 percent of journalist have opted for neutrality regarding this name
calling.45% of journalist don’t find it indecent to make fun of Meera’s way of
talking whereas another bog portion among journalist i.e.36% agree that such act

of media is indecent .

A major portion of journalists i.e 55% disagree that hasb-e-haal uses indecent
language for politicians . 22% of journalists believe that indecent languag¢ is used
in this program. 23% of journalist are unable to decide anything about langugg_c
used in this program for politicians and have opted for neutrality.47% éf
journalist disagreed that it objectionable to call Rehman Malik Uri Babg. About
34% of journalist agree that such name calling is indecent. 19% of jcuma%i§t
opted for neutrality. About 47% of journalists agree that calling Tariq Aziz as
Farig Aziz is indecent. 36% of journalists don’t believe it t0 be objectionable
.When Journalists were askied about language used by comedians in program
khabarnaak 43% of journalist believe that comedians use indecent language.it is
believed by 36% of journalist that comedians calling each other with bad titles is

not unpleasant.
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Table 4.9 Perception of Journalists o ral Valu
Indicator Perception of Audiences
Cultural Values Disagree | Neutral | Agree
Hum Sab Umeed Se Hain
Dressing is compatible with culture 33% 7% 50%
Qaim Ali Shah in costume of superman 35% 2% 32%
Edifing Boiiywo»o‘d leovies adding 26% 30% 44%
caricature of politicians
Name segments ony bollywood movies 41% 13% 36%
Fun of physical digabilities 47% 11.5% 78.5%
Hasb-e-Haal
Language used in hasb ¢ haal 2% 21% 57%
\K:’ay of Interviewing caricature shows 43% 910 29%
disrespect
Azizi way of danging 61% 16% 23%
| Khabarnaak
Caricatures shown in despicable 34% 19% 27%
Language used by caricatures 23% 19% 50%
Dressing of comedians compatible with 23% 20% 7%
culture

*Table above indicates only striking ethical issues

Above table reveals opinion of journalists on cultural values regarding political
comedy shows., Among journalist 50% agree that dressing of program Hum Sab
Umeed Se Hain is compatible with our culture. 33% of journalist found dressing
in this program in appropriate. About 17% of journalist has neutral opinion about
dressing shown in Hum Sab Umeed S¢ Hain.39% of journalist disagree that there
is any objection in dramatizing Qasim Ali Shah in costume of superman.32% of
journalists bciiéve that this act of media violates our ‘Cultural Values’.44% of
journalists agree that editing Bollywood movies and adding caricature of
Pakistani politicians.(for example editing dabang) is objectionable .A major

65




An Analysis of Perceptions of Journalists and Audiences on Ethical Issues

portion among journalists about 30% has demonstrated their opinion with
neutrality it seems that this portion of journalists take ethics too carelessly to
categorize them as ethical or unethical. Majority of journalists i.e. 41% don’t
consider it objectionable to name segments in program Hum Sab Umeed Se¢ Hain
on bollywood movies.36% of journalists agree that such act goes against our
cultural values. A huge segment among journalists i.e. 78.5% agree that it is not
fair to make fun of physical abilities of individuals like Ch Shujat or Javed

Hashm,

Overall journalist believe that Program Hasb-e-haal follows cultural values.57%
of journalists agrgithat janguage used in hasb-¢-haal is compatible with cuiturai
values.48% among joumalist-s disagree that interviewing and way of questioning
caricature of any politician or a personality in hasb-e-haal showing much
disrespect for particular pez‘sqh 61% of journalists disagree that azizi way of
dancing on set to be objectionable .54% of journalists also don’t believe that
caricatures of male and females guest in Hasb-e-Haal are shown in despicable of

much below standard of civilized person.

Majprity of journalists are more inclined towards the opinion that khabarnaak
follows cultural values 50% of journalists believe that language used in
khabarnaak is compatible with our cultural values.57% of journalists also believe

that dressing of comedians is compatible with our culture unlike 23% of
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journalists who believe dressing of comedians in program khabarnask as not

suitable with cultural values

Table 4,10 Perception of Journafists on Morality

Indicators Journalists’ Perception
Morality Disagree | Neutral | Agree
Hum Sab Umid Se Hain

RanaSannauliah as a liar 50% 19% 31%

Misquoting facts more often 45% 28.5% 32%
Hasb-¢-Haal

Misquoting fagis moreoften |  55% | 29% | 16%
Khabarnaak

Misquoting fagsmoreoften |  54% [ 26% | 20%

*Table above indicates only striking ethical issues

Above table indicates interesting picture of perceptions of journalists on variable
Morality. About 50% of journalist disagree that there is any problem in
representation of present Member of Provincial Assembly Rana Sana ullah giving
a statement but then his kid caricature inside h.im says something opposite which
is true. 31% of journalists agree that such representation goes against mt___}rality,
Most of Journalists i.e. 45% disagree that Hum Sab Umeed Se Hain miﬁquotes
facts more often.28.5% of journalists are neutral about Hum Sab Umeed S¢ Hain
misquoting facts more often .55% of journalists have demonstrated their opinion -
in disagreeing that Hasb-e-Haal misquotes facts more often .A big segment
among journalists i.e. 29% have opted for neutrality. Only 16% of journalists

agree that this program misquotes facts more often.54% of journalists disagree
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that khabarnaak misquotes facts. About 26% of journalists have given their
opinion in neutrality .We see that in all programs there is a major portion of
journalists who have demonstrated their opinion in neutrality. It gives the image
about journalists that they don’t take facts seriously it is not their concem for

these comedy shows.

Tahle 4.11 Perceptio rogl iagness
Indicators Journalists’ Perception
Biasness Disagree | Neutral | Agree
Hum Sab Umeed Se Hain

Portrays politicians as demeaning 49.5% 16% 35%
Discusses particular politicians more 36% 31% 3304
than required

Hasb-e¢-Haal
Portrays politicians as demeaning 55% 23% 22%
{)iscusses‘ particular politician more 45% 28% 27%
than required

Khabarnaak
I)iscusscs‘ particular politicians more 38% 21% 34%
than required '
Dzscugscs Meera more than any other 38% 24% 38%
celebrity

*Table above indicates only striking ethicol issues

Above table indicates viewpoint of journalists on variable biasness related to
comedy showsd9.5% of journalists disagree that Hum Sab Umeed Se
- Hainportrays politicians as demeaning and much below the standard of a civilized
person.35% of journalists agree with this statement. Only 16% of journalists are

neutral about Hum Sab Umeed Se Hain portraying politicians in this way.36% of

68



An Analysis of Perceptions of Journalists and Audiences on Ethical Issues

journalists believe that Hum Sab Umeed Se Hain discusses political leader more
than required which leads towards biasness.33% of joumalists believe there is no
such biasness present in this particular program. A prominent group of journalists

about 31% has demonstrated their opinion in neutrality.

Most of journalists i.e. 55% disagree that Hasb-e-Haal portrays a political leader
as demeaning .Only 22% of journalist agree about such representation. 23% of
journalist have opted for neutrality regarding portrayal of politician as demeaning
45% of journalists disagree that Hasb-e-Haal discusses a particuiar leader more

than required .28% of journalists have given neutral opinion on it.

38% of journalists disagree that khabamaak discuses particular politician quitg
often.34 % of journalists agree that khabarnaak has element of biasness.38% of
journalists also agree that khabarnaak discusses Meera more than any other

celebrity.

Here we also see that major portion among journalists has opted for neutrality it
seems that journalists are not sure about these ethical practice which indicates that
Journalists need to be educated about ethical standards to get clear picture about

certain acts of media,
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Purpose Of Viewership And Perception of Journalists
Ethics Disagree Neutral Agree
Taking useful messages from 34% 1% 55%
comedy shows

Only enjoying comedy from these 39% 9% 52%
shows

Sufficient ethical standards 40% 17% 43%

Above table reveals perception of journalists regarding comedy shows. 34% of
journalists disagree that they take useful message from comedy shows .Most of
journalists i.e. 55% agree that these programs are beneficial for them in order to
take beneficial messages. 11% of journalists are neutral about this useful purpose
of comedy shows. On a statement posed to respondents 52% of journalists agree
that they only enjoy comedy from these shows .39% disagree to this notion of
only enjoying comedy from these shows. Only 9% of journalists have
demonstrated their opinion in neutrality .43% of journalist agree that these
programs have sufficient ethical standads.17% of journalists are confuse to
categorize these programs as ethical or unethical interestingly a big segment
among journalists about 40% also believe that these programs don’t have

sufficient ethica! standards .
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RQ : 3 What is difference in ethical perception of andience and journalists
about political satirical Shows

To analyze what is difference in ethical perception of andience and journalist
about political satirical shows .Opinion of audience and journalists on all

indicators of variables were compared and analyzed.

Hum Sab Umeed se hain

Following indicators were selected from program Hum Sab Umeed se hain for

variable defamation.

Table 4.13.1Representation of politician as over ambitions

Percentage of the perception on representation of politicians as over-
ambitious

Disagree Neutral Agree
Journalists 45% 22% 33%
General Audience 26.5% 32.5% 41%

Above table indicates an interesting picture about one of the dimcnsippg of our
variable ‘defamation” which relates to representation of politicians as over-
ambitious, There is a significant difference of opinion between the perception of
journalists and general audience on the subject. Majority of journalists (about
45%) disagree with the notion that showing politicians as over-ambitious as
defamatory in contrast to 41% of common audience who considers this act of

media as defamatory.
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Interestingly, a considerable proportion of common masses (about 32%) suffer
from ambivalence on the statement posed to them. One obvious reason could be
that people have never educated on standards of ethics in the recent past and are
somehow confused as how this act of media be taken. Additionally, disépproving
such media act would possibly reduce their inclination to watch political satirical
shows. The viewership is also one of the indiéators that people like such shows.
On the other hand, relatively lesser amount of journalists are confused or have
opted for neutrality to demonstrate their opinion on the issue posed to them. For
them, it could be an exercise of their right of criticism of political players of the

system.

Tahie 4.13.2 Re‘pregg?taﬁon of Politician that he blames rigging for fallures

Percentage of the perception on representation a politician that ke
blames rigging for every failures '

Disagree Neutral Agree
Journalisis 480% = 16.0% 26.0%
General Audience 20.0% 22.5% 58%

Above table reveals an engrossing image about other dimensionsof variable
‘defamation’ which relates to representation of politician when he blames rigging
for his every failures. There is a notable differcnce of opinion between the
percepiion of journalists and general audience on this matter. Majority of

journalists (about 48%) disagree with the belief that showing politicians as over-
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ambitious is defgmatory in confrast to 58% of common .audience who regard
representation of politicians as defamatory.

Interestingly, pretty large proportion of General masses (about 23%) seems to be
unable to make choice on this statement. One obvious reason could be that people
have same kinds of negative and positive feelings existing together towards such
representation of politician .It shows that general masses are perplexed about how
such act of media it should be taken. On the other hand, somewhat lesser amount
of journalists has opted for neutrality. This response of journalists can also be
evidence of their opinion that for journalists it is their right to criticize politicians
and political system.

Tabled.13.3 Representing =it Police Department corrupt

Percentage of the perceptions on representing all the Department of

Potlice corrupt

Disagree Neutral Agree
Journalists 32.0% 11.0% 57.0%
General Audience 19.0% - 11.5% 69.5%

Results in above table are catching attention regarding representation of all police
department corrupt. There is a notable difference of opinion beiween the
perception of journalists and general audience on disagreeing with :hts matter.
Yournalists (about 32%) disagree with the concept that poztraying. all police
department corrupt is unfair in contrast to opinion of general masses almost 70%

agrees to it and judge such image to be defamatory. It is pretty large portion of
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general mass who clearly perceives this act of media to be wrong. It shows that
32% of Journalist may take it as their right to condemn department of police.

Interestingly, similar portion of journalists and audience that is about almost 11.5
% is neutral about such representation of police department. It can also be because
this particular both of respondents take this kind of act of media carelessly or they
have already some pre notions for this department due to which they are confuse

and unable to select this behavior of media in any category.

Table 4.13.4 Showing Former Prime Minister attending dance

Percentage on the perceptions on representing Former Prime Minister
Chaundh zyShgi’gatHussain, attending dance of Madhuri Dixhit through
mixing of scenes and video editing from Bollywood movie

Disagree Neutral Agree
Journalists 36.0% 16.0% 43.0%
General Audience 16.5% 10.5% 73%

Above table revea;s compelling description of one another facet of our variable
‘defamation’ which relates to characterization of Former prime Minister
ChaudhryShujaatHussain, to be shown, attending dance of MadhuriDixhit through
mixing of scenes and video editing from Bollywood movie. There is a'_sig:niﬁcam
differe:%ce of opinion between the perception of journalists and generél audience
on this motif. Majorit& of Audience (about 73%) Agree with the thought that such

kind of illustration is disgracing for former prime minister as defamatory in
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contrast to 37% of Journalist who disagree with such act to be against practice of
ethics.

Interestingly, there is only 16.5 % of audience who disagree with statement above
in contrary to Journalists. It clearly depicts that journalist don’t take mixing of
bollywood songs and showing political personalities to be part of that in category
of defamation. About 16% of journalists are neutral about this which shows that
they might be too careless about this act of media. We see only 10% of audience
is confuse and not able to make any judgment about these programs to be
defamatory or not,

Tabled.13.5 Showing MaulanaFazlel Rebman Greedy for ministries
.

Percentage on the perceptions on misuse of media-freedom to show
MaulanaFazlulRehman greedy for food in a way that he is giving a
press conference and putting food in his pocket

Disagree Neutral Agree
Journalists 446.0% 11.0% 44.0%
General Audience 22.0% 15.0% 63.0%

Above table also indicates an interesting picture about one of the dimensions of
our variable ‘defamation” which relates to  representation of
MaulanaFazlulRehman greedy for food in a way that his is givihg a press
conference and putting food in his pocket. There is a significant difference of
opinion between the perception of journalists and general audience on the subject,

journalists {about 45%) disagree with the notion that showing
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MaulanaFazlulRehman as greedy person to be miss use of media freedom
defamatory in contrast to only 22% of common audience who also disagree to the
above statement .

Interestingly, a considerable proportion of common masses {about 63%) has
explicitly marked such work of media as defamatory .Whereas as about 40% of
journalist claim such portrayal of minister as injuring reputation and consider it as

their right to indicate faulits of a politician in this manner.

Table 4.13.6 showing Chief Minister Killing Ferroristin his dreams

Percentage on the perceptions on showing chief minister Sindh Qayim Ali
~ Shah killing terrorists in his dreams

Disagree Neutral Agree
Journalists 42.0% 12.0% 46.0_%
General Audience 26.5% 16.5% 57.{}%

Resuits in above table are compelling to reveal difference in perqep;?gns Qf
journalists and audiences.Their response to statement that it is improper to show
chief minister Sindk Qayim Ali Shah killing terrorists in his dreams is very
different in both groups of respondents’ .About 42% of journalists disagree and
consider such act of media to be improper in comparison 10 26.5% of generai
masses who also take this act of media to be proper.

There is s notable difference of opinion between the perception of jonfnal_ists and
general audience {;n ho declare this kind of representation to me improper

Interestingly, pretty large proportion of General masses (about 57%) clearly
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Hash-e-Haal

Following indicators for variable defamation are selected from program Hasb-¢-

Haal

Table 4.13.8 Representing Shah MehmoodQureshi as over confident persen

Percentage on the perception on representing Member of National
Assembly Shah Mehmood Qureshi as someone who is over confident

about himself
Disagree Neutral Agree
Journalists 49.0% 21.0% 30.0%

General Audience 38.5% . 26.0% 35.5%

Above table indicates an interesting picture about one of the dimensions of our
- variable ‘defamation’ which relates to representation of member of National
Assembly Shah Mehmood Qureshi as someone who is over conﬁdenf about
himself. There is a significant difference of opinion between the percaptjon of
journalists and general audience on the subject. Majority of journalists (about
49%) disagree with the notion that showing politicians as over-«am};itiqus as
objectionable in contrast to 35.5% of common audience who considers this act of
media as objectionable.

Interestingly, a note able proportion of common masses (about 26%) go through
confusion dilemma on the statement posed to them. One obvious reason could be
that people have never been educated on standards of ethics in the recent past and
are somehow confused as how this act of media to be taken. Additionally,

disapproving such media act would possibly reduce their inclination to watch
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political satirical shows. The viewership is also one of the indicators that people
like to watch such shows. On the other hand, relatively fewer amounts of
journalists have opted for neutrality to demonstrate their opinion on the issue
asked from them. For them, it could be an exercise of their right of criticism of
political players of the system.

Table 4.13.9 Showing a political leader as 3 non credible person

Percentage on the perceptions on representation Political leader as anon
credible person as someone who talks about dharnas ( protest) which

never take place
Disagree Neutral Agree
Journalists 29.0% 22.0% 49.0%
General Audience 47.5% 16.5% 36.0%

Above table reveals interesting picture of perceptions of journalists and Apdiencg
About 29 % of Journalist disagree to statement above in contrast to 36% of
general mass who claim this role of media to be objectionable .On the other hanfi
we also see that 49% of journalist also believe such image rcprcsentatiqn of a
politician to be objectionable whereas almost 48% of audience disagree statement
posted to them objectionable .It makes us feel that there is blurred line matching

between the intelligence of both groups of respondent .

We also see that 22% of journalist are unable to decide whether this
representation of a politician in such programs should be takeh defamatory or not

It might be because they are confuse or they are unconcerned for such act of
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media In comparison to journalists there is less audience who is perplexed to

express their perception on statement posted to them

‘Fable 4.13.10 Representing Maolana Fazulul Rehman greedy for ministries

Percentage of the perceptions on representation Member of National
Assembly Maglana Faziul Rehman is always greedy for ministries

Disagree Neutral Agree
Journalists 37.0% 18.0% 45.0%
General Audience 34.5.% 15.5% 50.0%

Above table reveals that 45 % of journalists agree that it is fine to represent
member of National Assembly Maulana Faziul Rehman that he is always greedy
for ministries. In contrast to this 34% of audience disagree with this statement and
consider it as defamatory. Surprisingly we observe that 50% of Audiech also
agrees that it is fine for political comedy programs to give such representation iz}
comparison to less amount of joumalist 37% who disagree and perceive.thi\s act of
media as defamatory,

Here we see insignificant difference in perceptions of audience and jou_z;na%ists.
Comparatively huge numbers of respondents consider this portrayal of politi_cigp
to be fine. It can be because of pre notions of pre image audience have in their
minds about the particuiar politician or overall all political system .So they don’t
find any odd in such representation Joumnalists might take it as their right to
exercise such freedom , here it reveals menta.i compatibility of journalists with

audience on this issue
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Tabie 4.13.11 Representing a political leader as someone always after changing party

Percentage of the perceptions on representation of any political leader
as someone who is all the times after changing party whenever it is

heneficial for him/her

Disagree Neutrai Agree
Journalists 54.0% 15.0% 31.0%
General Audience 35.5% 15.5% 49.0%

Above table indicates an interesting picture about one of the dimensions of our
variable ‘defamation” which relates to representation of political leader as
someone who is all the times after changing party whenever it is beneficial for
him/her .Above table reveals that 54 % of journalists disagree to above that it is
objectionable in contrast to 49% of general mass who agree that such
representation of a political ieader as defamatory. Majority of journalist i.e. think
it as their right to highlight this kind of traif in a politicaj leader.

Interestingly we also see that equal percentage of audience and joumaiist ie 15
% us confuse to declare this statement to be objectionable or not objectionable ,It
is might be because journalist and audience both groups of respondents take this
behavior of media carelessly .They don’t seem to pay mucﬁ attention towards

such characterization of political leader .
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Fable 4.13.12 Representing former FPrime Minister always after important official
designation .

Percentage of the percepfions on representations of Former Prime
minister Chaudhry Shujaat Hussain in a way that he is always after some
' important official designation

Disagree Neutral Agree
Journalists 33.0% 27.0% 30.0%
General Audience 29.5% 22.5% 48.0%

Above table shows that 33% of journalists don’t agree that it is alright to represent
former Prime Minister Chaudhry Shujaat in a way that he is always after some
important official, designation. It indicates that journalists consider .thz}t it is
against practicing code of ethics to characterize a politician this way. On t_h_e other
hand we see that almost 30% of audience belief same that it is defamatory to
make such iHlustration of Chaudhry Shujaat Hussain.

Interestingly, a congiderable proportion of common masses (about 48%)
responded such act of media to be alright and they agree to this statement. It
might be because audience has some pre notions about the politicians and
consider such act by media to be justified. The response is also one of the sign
that people like such shows. On thé other hand, relatively lesser amount of

journalists have agreed to this statement.
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Fable 4.13.13 Showing caricatare of Maulana Faziul Rehman flirting

Percentage of the perceptions on Caricature of Maulana Fazlul Rehman

flirting with female hosts,
Disagree Neutral Agree
Journalists 44.0% 16.0% 40.0%
General Audience 25.0% 13.5% 63.5%

In above table we observe noteworthy difference between opinion of Audience
and Journalists .About 44% of journalist don’t consider unpleasant to show
caricature of Maulana Fazlul Rehman flirting with female hosts whereas in

contrast 63% of audience consider such display by media to be unpleasant.

Interestingly we see a significant difference in understanding of joumai.ist and
audience in taking this program unpleasant .we see that 40% of journalist agree to
this statement in contrast to almost 25% percent of audience it depicts that general
mass is very clear about considering this way of representing caricature of
Maulana Faziul Rehman flirting with female hosts. For general masses it mig_ht g0
against their ethica! standards to characterize a political leader who is g_lso have
some repute due to his religious affiliations but we see and they don’t believe
such image portrayal be justified for media .This result from respondents clearly
indicates that journalist don’t consider this notion to be defamatory in comparison
to audience who have explicitly marked the statement that it is unpleasant to show

Caricature of Maulana Faziul Rehman flirting with female hosts as defamatory
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Khabarnak

The following indicators for variable ‘defamation’ were selected from Program

Khabarnaak.

Table 4.13.14 Present caricature of police officer drunk

Percentage of the perception on representing caricature of traffic police

officer drunk.
Disagree Neutral Agree
Journalists 50.0% 7.0% 43.0%
General Audience 27.0% 12.0% 61 .0%

Above table also indicates an interesting picture about one another dimensions of
our variable ‘defamation’ which relates to representation of traffic police
department as drunk. There is a huge difference of opinion between the
perception of journalists and general audience on this matter. Majority of
journalists (about 50%) disagree with the opinion that showing traffic police
department as drunk to be defamatory in contrast to 61% of common aq_t%ierzcc_
who clearly defines it to be as defamatory.

Interestingly, a considerable proportion of common masses (about 12%) suffer
from ambivalence on the statement posed to them. One obvious reason could be
that people have never educated on standards of ethics in the recent past and are
somehow confused as how this act of media is to be taken. Adlditionaily,
disapproving such media act would possibly go against their own #erccption

about police department. The viewership is also one of the indicators that people
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like such shows. On the other hand, relatively lesser amount of journalists are
confused or have opted for neutrality to demonstrate their opinion on the issue

posed to them. For them, it could be use of their right of freedom to criticize these

departments of country.

Table 4.13.15 Presenting president zardari as ‘Umroayaar’

Percentage of the perceptions on representing caricature of former
president Zardari as “Umroayaar”.

Disagree Neutral Agree
Journalists 32.0% 13.0% 45.0%
General Andit_;_nce 27.0% 16.5% 56.5%

Above table shows a note able difference between perceptions of audignce and
journalists .About  32% of journalists don’t agree that it is disrespcct_ﬁ:l to
represent caricature of former president Zardari as “Umroayaar” in comparison to
almost 56.5% of audience who clearly state such act of media to be dqfamgtory .
It indicates a prominent and clear difference between perceptions of audiences

and journalists.
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Table 4,16 Showing a caricature of politician stealing

Percentage of the perceptions on caricature of any politician stealing
wallet and watch of other guest.

Disagree Neuntral Agree
Journalists _ 52% 11% 31%
General Audience 17.5% 15.5% 66%

This table indicates engrossing picture about one of other dimensions of our
variable ‘defamation’ which is about dramatization of representation of caricature
of any politician stealing wallet and waich of other guest. There is a sufficiently
great difference of opinion between the perception of journalists and general
audience on the matter. Majority of journalists {about 52%) disagree with the
concept that showing present caricature of any politician stealing wallet and
watch of other guest to be referred as defamatory in contrast to 66% of common
audience who considers this act of media as defamatory, which is a hqg(_;
difference. It depicts that audience are well aware of ethical standards even
though their viewership te these programs is a lot.Still they know where do media
lacks, while representation of different individuals and personalities.

About 52% of journalists demonstrating this issue not to be ethical prove that it

could be a practical implementation of their right to criticize of politicians,
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Table 4.13.17 Making fun of senior anchor persons

Percentage of the perceptions on taking interview of caricature of other
senior anchor persons in a way to make fun of their style of anchoring.

Disagree Neutral Agree
Journalists 49% 17.0% 34.0%
General Audience 23.5% 15.0% 61.5%

Above table reveals an interesting image about dimensions of our variable
‘defamation” which relates to showing of caricature of other senior anchor
persons in a way to make fun of their style of anchoring. There is a significant
difference of opinjon between the perception of journalists and general audience
on the subject. Mgjority of journalists (about 49%) disagree with the idea that
making fun of style of senior anchors as defamatory in contrast to 61.5% of
common audience who considers this act of media as defamatory.

Interestingly, a proportion of journalist (about 17 %) suffers from equivoga_tion on
the statement presented to them. One obvious reason could be that peo_pl_c this
portion of journalist don’t consider standards of ethics carefully and are somehow
confused as how this act of media be taken.. The viewership is also one of the

indicators thatjournalist like such shows.
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Table 4.13.18 Calling former Prime Minister in charge of dammy museum

Percentage of the perceptions on representing former Prime minister
Yusuf RazaGillani as in charge of dummy museum

Disagree Neutral Agree
Journalistg 55% 17.0% 28.0%
General Audience 26.5% 14.5% 59%

Above table explains that 55% of Journalists disagree to statement it is imqlerablc
to call former Prime minister Yusuf RazaGillani in charge of dummy museum in
contrast to 59% of journalist who take this dramatization by media to be
defamatory .It clearly reveals significant difference of perceptions between
audiences and 'jo%z_ialisi This table shows that 55% of journalists dealwith such
roles as their right of freedom .As compared to only 28% of audience who
understand  such representation of former Prime minister Yusuf
RazaGillaniincharge of dummy museum as defamatory , but this portion of
journalist is lesser than those journalist who take it as an exercise of their right of

criticism of political players of the system.
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Table 4.13.19 Represent member of national agsembly having romantic feelings for
Pakistauni actress

Percentage of the perceptions on representing Member of national
assembly Shegikh Rasheed as someone who has romantic feelings for
' Pakistani Actress Reema

Disagree Neutral Agree
Journalists 27% 17% 56%
General Audience 49% 13.5% 31.5%

Above table reveals that 56% of journalists agree to the statement posed to them
in contrast to 49% of general mass who disagree and declare this act of media as
defamatory .1t tells about significant difference on perceptions of joumal_i_sts and
Aundience in takinag__ﬁthis kind of representation of individuals to be categorized in

defamation .

Only 27% of journalist disagree to statement posed to them It tells that lesser
amount of journalist are educated or well defined ethics and its practice in their
field .This table also tells that 37.5% of general masses consider this act of media

to be alright and perceive that it does not harms reputation of an individual.

Indecency
Indecency was second variable on which perceptions of audiences and }wmalists

were analyzed .
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Bum Sab Umeed Se Hain
Following indicators were selected from Program Hum Sab Umeed Se Hain for

variable Indecency

Tabie 4.13.20 Indecent langusge used in Hum Sab Umeed se hain for politcians

Percentage of the perceptions on Hum sab umeed se hain using indecent

Language for politicians
Disagree Neutral Agree
Journalists 40 % 23% 36%
General Audience 23% 15% 62%

Above table indigates an interesting picture about one of the element of our
second variable ‘indecency” whichis regarding language used by political satirical
program hum sab umeed se hain, We see a considerable difference of opinion
between audience and journalist regarding this matter. Majority of jopxgnaii_sts
(about 40%) disagree with the statement that Language used in hasb e haal is
indecent in contrast to 41% of common audience who state this act of media as
indecent.

Interestingly, a considerable proportion of journalist (about 23%) suﬁ‘?rs from
ambivalence on the statement posed to them. One obvious reason could be that_
this portion of journalists i;s not educated about ethics or might be that they have
mix feelings for such behavior along with a good viewership with these programs.
Additionally, disapproving such media act would possibly reduce their iinciinat'zon

to watch political satirical shows. The viewership is also one of the indicators that
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people like such shows. On the other hand, relatively lesser amount of audience is
confused or has opted for neutrality to share their opinion on the statement posed

to them,

Table 4.13.21 Calling Former President Zardari as President Zordari

Percentage of the perceptions on Calling Former President Zardarias
“President Zordari” is unpleasant

Disagree Neutral Agree
Joumnalists 47% 13% 40%
General Audience 37% 17.5% 45.5%

Above table rcvqﬁls very thought provoking results here we don’t see any
significant difference between perception of audience and journalists. About 47%
of journalists disagree with the statement that Calling Former President Zardari as
“President Zordari” is unpleasant, and even a little lesser 45.5% of general masses

agree such name calling for former president to be indecent.

We also see that 40% of journalists also believe that this concept of calling
Former President Zardari as “President Zordari” is unpleasant. As here we do
observe some similarity in perception of audience and journalists but those
general masses who disagree with the statement asked from is 3?%_, and it is
refatively Jesser than journalists who disagree with such name calling to be
indecent. So we can say thai there is somehow nearness to understanding of
audience and journalists on this matter .It might be because moét of journalists

and audience already have some negative judgment for the particular politicians

91



An Analysis of Perceptions of Journalists and Audiences on Ethical Issues

that when they see him to be called by such name or title in television it is

justified for them .

Table 4.13.22 Calling Parvaiz Khattak as ‘Teelipehlwan®

Percentage of the perceptions on Calling Chief Minister Khyber
Pakhtoon Parvaiz Khattak “Teeli pehiwan”

Disagree Neutral Agree
Journalists 34% 12% 50%
General Audience 21% 11% 68%

Above table exhibits very clear picture of difference of view point of journalists
and audiences on calling Chief Minister Khyber Pakhtoon Parvaiz
Khattak“Teelipehiwan”. Here we see very small number of journalists i.e. 34%
disagree that such name calling is objectionable in dissimilarity to huge number of

68% of audience who agree that such function of media is indecent.

Here we can notice that general masses seem to be pretty much clear and aware of
ethics. Their response in agreeing to this statement also shows that general masses
don’t like this manner of criticizing media. For audience it is not alright to make
fun of any politician based on their physical appearance in these poiitiﬁa% cpmcdy
shows .Such response also indicates that if political comedy shows continue this
trend of bad name calling on a physical appearance of politicians, it may resuits in

reduction of viewership of general mass with the passage of time.
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"Fable 4.13.23 Entitling Government officials as ‘Hissa Mangain Sabhi’

Percentage of the perceptions on Giving title to all Government officials

“Hissa Mangain Sabhi
Disagree Neutral Agree
Journalists 50% 15% 35%
General Audience 21% 20.5% 58.5%

Above table shows that 50% of Journalist disagree that it is improper to give title
to all Government officials “Hissa Mangain Sabhi” in difference to 58.5 % of
audience who agree 1o the statement posed to them. This response by both groups
indicates the huge difference of viewpoint in them .This response also shows that
audience take intgcfst in these programs and are able to indicate right and wrong
presented by media. But these kinds of gap between audience and journalist may

leady to less viewer ship by audience

Tabie 4.13.24 Making fun of meera’s way of tatking

Percentage of the perceptions on making fun of Meera’s way of talking

Disagree Neutrai Agree
Journalists 45,0% 19.0% 36.0%
General Audience 40.0% 13.5% 47.0%

Above table also indicates an interesting picture about one another dimensions of
our second variable ‘indecency’ which relates to making fun of Pakistani actress
meera. There is a significant difference of opinion between the perception of
journalists and general audience on the subject. journalists (about 45%) disagree

with the notion that it is unbearable to make fun of Meera’s way of talking in
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contrast to 47 % of audience who agree that this work o media is indecent .\We
also see that there is a huge percentage of audience i.e.40% who define such act
of media to be justified .This almost equal division of general masses approving
and disapproving this at of media might be reason for t_hese programs to carry on
such representation.

And we also see that relatively larger percentage of journalist i.e.19% have

marked the statement as neutral as compared to audience which is 13.5%.

Table 4.13.25 Showing Meera as someone who has many lovers

Percentage of the perceptions on showing Meera as someone who has

many lovers
Disagree Neutral Agree
Journalists 43.0% 19.0% 38.0%
General Audience 19.0% 21.0% 60.0%

Above table indicates an engrossing picturé about one of another dimension of
variable indecency which relates to showing Pakistani actress Meera as someone
who has many lovers. Here we can see a noteworthy difference of opinion
between the perception of journalists and gencfal audience on matter posed to
them. Majority of journalists (about 43%) disagree with the belief that showing
meera in a way that she has many lovers is unlikeable in dissimilarity to 60% of
common audience who considers this irmage presentation by media as i#decem.

Only 19% of general masses disagree from such act of media to be identified as

indecent. Additionally,we see that 21% of journalists and 19% of audience are

94



An Analysis of Perceptions of lournaiists and Audiences on Ethical issues

having mixed feelings for such representation of Meera and are unable to decide

to declare it to be ethical or unethical.

Hasb-e-haal
Following indicators were selected from program Hasb-e-Haal for variable

‘indecent’.

Table 4.13.26 Indecent language used in Hasb-e-hanl for politicians

Percentage of the perceptions on Hasb e haal using indecent Language
for politicians -

Disagree Neutral Agree
Journalists 55.0% 23.0% 22.0%
General Audience 34.5% 24.5% 41.0%

Above table indicates an interesting picture about one of the element of our
second variable ‘indecency’ which is about language used by political satirical
program hasb-e- haal . We see a considerable difference of opinion between
andience and journalist regarding this matter. Majority of journalists (at;put 55%)
disagree with the statement that Language used in hasb e haal is indecent in
contrast to 41% of common audience who state this act of media as indecent.

Interestingly, a considerable proportion of General masses (about 24.5%) and
23.5 % of journalists and suffers from ambivalence on the statement posed to

them. One obvious reason could be that most of respondents watch this show with
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great interest. So it is difficult for them to agree or disagree with this indicator of

variable indecency.

Table 4.13.27 Calling Rehman Malik ‘Uri Baba®

Percentage of the perceptions on Calling Former Interior Minister
Rehman Malik “Uri Baba” is objectionable

Disagree Neuiral Agree
Journalists 47.0% 19.0% 34.0%
General Audience 32.0% 19.5% 48.5%

Above table exhibits very clear picture of difference of view point of journalists
and audiences on calling Former Interior Minister Rehman Malik *Uri Baba”
JHere we see very relatively less difference in perception of joumai;’g:s and
audience. 47.0% of journalists disagree such name calling to be objectionable and
48.5% of audience totally agree that this practice of media comes under

indecency.

Here we see that almost same number of journalists and audience have responded
to this dimension of indecency presented in program hasb e haal with neutrality
.One reason could be that this portion of journalist due to likeliness towards this
program is unconcerned for such acts shown in the following political comedy

shows .
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Khabaraak

Following indicators were selected from program Khabamak.

Table 4.13.28 Calling caricature of Musharraf ‘neulls’

Percentage of the perceptions on calling caricature of former President
Musharraf “neulla” {mongoose).

Disagree Neutral Agree
Journalists 46.0% 14.0% 40.0%
(eneral Audience 20.5% 11.0% 68.5%

Above table reveals very engrossing results here we see a major difference
between perception of audience and journalists. About 46% of journalists disagree
with the statement that Calling Former President Musharraf ‘neulla’ is
objectionable, in difference to 68.5% of general masses who categorize such

media practice to be to be indecent.

We also see that only 20.5% of audience disagree- that such name calling is
objectionable, It clearly depicts that majority of general masses is quite well
defined of ethics that they expect media practitioners to follow. 40% of jogma%ists
also believe that this concept of calling Former President Musharraf as ‘neulia’ is

unpieasant.
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Table 4.13.29 Calling Tarig Axiz as *Farig Aziz’

Percentage of the perceptions on calling Senior Anchor person Tariq

Aziz as “Farig Aziz”
Disagree Neutral Agree
Journalists 36.0% 17.0% 47.0%
General Audience 14.5% 11.5% 74.0%

Above table exhibits very clear picture of difference of view point of journalists
and audiences on calling a senior anchor person Tariq Aziz as “FarigAziz”. Here
we observe a significant difference in perception of journalists and audience.
36.0% of journalists disagree such name calling of senior anchor person to be
objectionable in contrast to 74% of audience totally agree that this practice of

media comes under indecency .

It clearly shows that there is huge percentage of audience who don’t like this
practice of media related to a senior anchor person. If media continues to this t
might lose their heavy viewership for this kind of comedy shows .1t also depicts
that majority of masses are aware and very clear about ethics they demand from

media
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Table 4.13.30 Comedians to call each other with bad titles

Percentage of the perceptions on comedians to call each other with bad

titles
Disagree Neutral Agree
Journalists 36.0% 21.0% 43.0%
General Audience 15.5% 12.5% 72.0%

Above table indicates an interesting picture about one of the dimensions of our
variable ‘indecency’ which relates to common practice in khabarnak. It is when
comedian in this comedy program call each other with bad titles .this tabie reveals
a significant diffcggncc in approach of joumnalists and audiences. Majority of
General mass (about 72 %) agree with the notion that it is unpleasant for
comedians to call each other with bad in comparison to lesser percentage of
journalist i.e. only 36% who disagree and don’t consider this act of media to be
indecent . About 43% of journalists also agreed that calling comedians eag;h other
with bad title is offensive. For them, it could be an exercise of their right of
criticism of political players of the system.

Interestingly, a considerable proportion of journalists (about 21%) suﬁ_ﬁr from
ambivalence on the statement posed to them. One obvious reason could be that_
usually journalist are not that much concemed for ethics or they take such media

practice too carelessly to event think and comment on it .

Caltural Values
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Perceptions of journalists and audience were also analyzed from variable Cultural

Values .

Hum Sab Umeed Se Bain
Following indicators were selected fr cultural values from program' Hum Sab

Umeed se hain

Table 4.13.31 Caricature are shown in despicable in Hum sab umeed se hain

Percentage of the perceptions on Caricature of males and females guests
are shown in despicable :

Disagree Neutral Agree
Journalists 23.0% 23.0% 54.0%
General Audience 27.0% 24.0% 49.0%

Above table indicates an interesting picture about one of the dimensions of our
third variable ‘Cultural Values’ which relates to representation of caricature of
males and females guest shown in this program . There is a significant d__ifferencc
of opinion between the perception of journalists and generai audience on the
subject. About 49% of audience agrees that presentation of caricature of males
and females are shown in despicable in contrast to relatively very less percentage
of journalists ie. 23% among journalists who think caricatures shown in this
program don’t viclate our cultural values. Above table also reveals thét there is a
big portion of journalists {(54%), who also agree and categorize representation of

L3

males and females caricatures in this program as indecent.
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Interestingly, a considerable proportion of common masses and journalist are
confuse about statement posted to them .About 23% of journalist and 24% of
audience demonstrated their opinion in neutrality .It might be because they have

never noticed the presentation of caricatures in these programs critically.

Table 4.13.32 Compatibility of dressing used in ham sab umeed se hain with culture

Percentage of the perceptions on Dressing of hosts and actors compatible
with cur cuiture in ham sab umeed se hain

Disagree Neutral Agree
Journaligts 33.0% 17.0% 50.0%
Generat Audience 37.5% 20.5% 47.0%

Above table indicates that 50% of journalist agree with the concept that dressing
of host and actors is compatibie with our culture in ham sab umeed se hain in
difference to 37.5% of audience who disagree with this notion and believe that
dressing in this programs lacks our cuitural values .Dressing is one of major
component of one’s culture .We also see that majority Qf audience (about 47%})
believe that dressing shown in this program is fine and it is compatible with our
culture .\We also see that there is a bog portion of journalist and audience who

have demonstrated their opinion in neutrality |
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Table 4.13.33 Presenting Former Cricketer Wasim Akram wearing Sherwani

Percentage of the perceptions on representing Former Cricketer Wasim
Akram as ericket coach but wearing Sherwani (Wedding dress)

Disagree Neutral Agree
Journalists 39.0% 19% 42.5%
General Audience 23.0% 28.5% 48.5%

Above table indicates an interesting picture about dne of the aspects of our
variable ‘Cultural Values’ which relates to representation of Former Cricketer
WasimAkram as cricket coach but wearing Sherwani (Wedding dt:ess) . There is
a significant difference of opinion between the perception of journalists and
general audience on the subject. Majority of audience (about 48.5%) agree with
the notion that such representation of senior cricketer goes against our cultural
values in contrast to 39% of journalist who disagree with such act of media to b¢
objectionable .

Interestingly, a considerable proportion of common masses (about 28.5%) suffer
from ambivalence on the statement posed to them. One obvious reason could be
that people have never educated on standards of ethics in the recent past and are
somehow confused as how this act of media be taken. Additionally, disapproving
such média act would possibly reduce their inclination to watch political satirical
shows. The viewership is also one of the indicators that people like such shows.

On the other hand, relatively lesser amount of journalists are confused or have

102



An Analysis of Perceptions of Journalists and Audiences on Ethical Issues

opted for neutrality to demonstrate their opinion on the issue posed to them. For
them, it could be an exercise of their right of criticism.

Table 4.13.34 Showing Chief Minister Sindh Qaim Ali Shah in costume of superman

Percentage of the perceptions on showing Chief Minister Sindh Qaim Al
Shah in costume of superman

Disagree Neutral Agree
Journalists 39.0% 29.0% 320%
General Audience 24 0% 20.0% 56.0%

Above table reveals a major difference between perception of audiences and
journalists on the statement posed to them about characterization of Chief
Minister Sindh Qaﬁim Ali Shah in costume of superman. Majority of general
masses i.e. 56% agrees that such representation is objectionable and referred as

against cuitural values whereas only 39% of journalists disagree to this notion.

Here again we see that there is a great majority of journalist(29%) wi_l_o have
demonstrated their opinion as neutrality .It shows that still a great number of
journalists have mix feelings for sach programs _It seems difficuit for them to be
on any one side. This great percentage of neutrality shows there confused state of

mind.
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Table 4.13.35 Compatibility of Language used in Hum Sab Umeed Se Hain with culture

Percentage of the perceptions on compatibility of Language used in se
hum sab numeed se hain with our celture

Disagree Neutral Agree
Jozzmaiis__t__s_. 26.0% 30.0% 44 0%
General Audience 44.5% 18.5% 37.0%

Above table indicates difference in perceptions of journalists and audience when
the above statement was posed to them. This table reveals result of dimension of
our variable cultyral values. Respondents were asking about language used in %
Hum Sab Umeed Se Hain. Here we see equal difference in perceptions of '
journalists and audiences in agreeing to above statement .About 44% of journalist
agree that language used in this program is compatible with our culture in contrast :
to 44.5% of general audience who perceive it differently and disagree to this
statement. Surprisingly here we see a big portion of journalist (30%) has
demonstrated their opinion with neutrality It also shows carefree attitude of
journalists towards practice of ethics that they are unable to decide whct_hcr S

language goes against cultural values or it is according to our culture values.

104



An Analysis of Perceptions of journalists and Audiences on Ethical Issues

Table 4.13.36 Mixing answers from real interviews

Percentage of the perceptions on Mixing answers from real interviews of
any personality with different questions shows much disrespect for

particular person.
Disagree Neutral Agree
Joumnalists 45.0% 20.0% 45.0%
General Audience 27.5% 15.5% 57.0%

Table above specify significant difference of opinion of perception between
journalists an audiences on the statement asked from them regarding another act
of media .They were asking to give their view point about mixing answers from
real interviews of any personality with different questions in hum sab umeed se
hain shows much disrespect for particular person. Results show that there is a
noteworthy difference in perceptions of audiences and journalists. Majority of
audiences (about 45%) agree that such act o media goes against our cuitural
values in contrast to 45% of journalist who disagree to this notion that it does not
shows disrespect for an individual. In comparison to audience i..15.5% relatively

more journalist (about 20%) has demonstrated their opinion in neutrality.
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Table 4.13.37 Femates lip singing and dancing on paredy songs

Percentage of the perceptions on Females lip singing and dancing on parody

songs

Disagree Neutral Agree
Journalists 36.0% 21.0% 43.0%
General Audience  16.0% 16.0% 68.0%

Above table demonstrates very interesting resuits on a statement posed to
respondents regarding female lip singing and dancing on parody songs Results
indicate noteworthy difference between viewpoint of journalists and audience.
Majority of Audience (about 68%) agree that such act by media is objectionable
and it goes against our cultural values in contrast to 36 % of jouma%i__st who
disagree to the above statement .Most probably this percentage of journalists
among audience find such practice as their right and they find no odd in
presenting females in this manner. About 21% of journalists have stated thei?
opinion in neutrality and lesser percentage of audience (about 16 %) have same

view point,
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Table 4.13.38 perceptions on editing Bollywood movies and adding caricature of Pakistani
politicians

Percentage of the perceptions on editing Bollywood movies and adding

caricature of Pakistani politicians.(for example editing dabang)

Disagree - Neutral Agree
Journalists 38.0% 24.0% 38.0%
General Audience 16.5% 15.0% 68.5%

Above table indicates an interesting picture about one of the dimensions ?f our
variable ‘cultural Values” which relates to the media practice of editing
Bollywood movie;g and adding caricature of Pakistani politicians in thegl and
creating new scenes (for example editing dabang). There is a sigrz__ificant
difference of opinion between the perception of journalists and general audience
on the subject. Majority of audience (about 68.5%) agree with this app_roach of
editing Bollywood movies and creating new scenes in comparison to 38 % of
Jjournalists who considers this act of media according to our cultural values. |

Interestingly, a considerable proportion of journalists (about 24%) suffer from
ambivalence on the statement posed to them. One obvious reason could be that
journalists are confuse as how this act of media be taken. Additionally,
disapproving such media act would possibly reduce their inclination to watch
political satirical shows. The viewership is aiso one of the indicators that
Jjournalists like such shows. On the other hand, relatively lesser amount of

audience are confused or have opted for neutrality to demonstrate their opinion on
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the issue posed to them. For them, it could be something which they are too
unconcerned.

Table 4.13.39 Naming segments in hum sab umeed se hain on Bollywood movies .

Percentage of the perceptions on naming segments in hum sab umeed
se hain on names of Bollyweod movies.(Rab ne bana di Jodi,

Diltoubachahaiji)
Disagree Neutral Agree
Journalists 41.0% 13.0% 36.0%
General Audience 22.5% 17.0% 60.0%

From above table we can see that there i a big difference in opinion of journalist
and audience on ethics. On a statement poised to respondents to know their
perception on about naming segments in hum sab umeed se hain on names of
bollywood movies Rab ne bana di Jodi, Dil tou bacha hai ji. We see a major
difference in results majority of audience (60%) agree that such media prg;itice is
objectionable in contrast to 41 % of journalists who find this media practice to be
unobjectionable. It shows that majority of audience are well aware of ethical

issues. This response also shows interest If audience in these programs.

We also see that 36% of journalists also agree that such practice does not go along

our culture in contrast to 22.5% of audience who disagree to this statement.
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Table 4,13.40 Making Ten of physical ahilities of politicians

Percentage of the perceptions on making fun of physical disabilities of
politicians(Ch. Shujat , JavedHashmi )

Disagree Neutral Agree
Journalists 47.0% 12.5% 41.0%

General Audience 10.0% 11.5% 78.5%

Above table explains opinion of journalists and audience on making fun of
politicians based in their physical abilities .Majority of audience (about 78.5%)
with a great difference has clearly declared such act of media objectionable in
contrast to relatively 47% of journalist who disagree and don’t categorize such
media practice against cultural values .This huge percentage of audience aggeeing
to the statement posed to them shows significant difference of opinion r?gardipg
between both group of respondents in this matter. It clearly tells al__)gat the
awareness of ethics in general masses. Audience have good interest m thesg
shows with great viewership but at the same time they are aware if such P;'actice
not going along culture .There is only 10% of audience who disagree to thc above

staternent which is very less.
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Hasb-e¢-Haal
Following indicators for variable cultural values were selected from program

Hasb-e-t{aal

Table 4.13.4% Compatibility of language used in Hasb-e-Haal

Percentage of the perceptions on compatibility of Language used in se
hasb ¢ haal with our culture.

Disagree Neuiral Agree
Journalists 22.0% 21.0% 57%
General Audience 23.0% 19.5% 57.5%

Above table indicates difference in perceptions of journalists and audience when
the above statemegnt was posed to them. This table reveals result of dimension of
our variable cultyral values. Respondents were asked about language used
inHasb-e-haal. Here we see similarity in perceptions of journalists and audiences.
About 57% of journalists agree that language used in this program is coqtpatible
with our culture and to 57.5% of general audience who agree to this statement.
Table also indicates that 22% of journalist disagree to this statement in contrast to
37.5% of audience who is satisfied with the language used in this program .Only
23% of audience have categorized language of this program against cuitura_i
values . Surprisingly here we see a big portion of journalist (21%) has
demonstrated their opinion with neutrality .It also shows carefree attitude of
Jjournalists towards practice of ethics that they are unable to decide whether its

language goes against cultural values or it is according to our culture values.
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Table 4.13.42 Way of nterviewing of any politicians in hasb-e-hal

Percentage of the perceptions on Interviewing and way of questioning
caricature of any politician or a personality in hasb ¢ haal showing much
disrespect for particular person

Disagree Neutral Agree
Journalists 48.0% 23.0% 29.0%
General Audience 20.5% 25.5% 54.0%

In above tables findings revealed that majority of journalists (About 48%)
disagree to the statement posed to them in difference to 54% of general masses
who agree that Inferviewing and way of questioning caricature of any politician
or a personality in hasb e haal shows much disrespect for particular person in a
way that It goes against our customs and traditions. Table also shows that _29%0{'
journalist know about their ethical boundaries and for them way of intcryiewing
caricature in this program goes against our culture and traditions .Interestingly
around 26% of audience have demonstrated their response as neutral It seems
that due to good viewership for this program audience is not able to decide what
is right and what is wrong.Among journalist 23.5 percent have responded with

neutrality,
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Table 4.13.43 Azizi way of dancing on set

Percentage of the perceptions on Azizi way of dancing on set

Disagree Neutral Agree
Journalists 61.6% 16.0% 23.0%
General Audience 3540% 16.5% 49.5%

Above table indicates an interesting picture about one of the dimensions of our
variable ‘cuitural values’ which relates to dancing way of azizi on set. Azizi is the
only and very famous comedian of program hasb-e-haal. There is a significant
difference of opinjon between the perception of journalists and general audience
~on the subject. In above table it is revealed that there is a difference in epi_nion in
viewpoint of journalists and audiences .Majority of journalists (About 61%)
believe that Azizi way of dancing is not objectionable in contrast to 49.5 % of
audience who perceives this act of media as objectionable and against cultural
values.Almost equal number of audience and journalists have responded with
neutrality .Jt seems that this portion if respondents have mix feeling a_l_r_xd are

confuse to make a decision.
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Table 4.13.44 Caricature ol guests showa in despicabie in hasb-e-hal

Percentage of the perceptions on caricature of males and females guests
shown in despicable

Disagree Neutral Agree
Journalists 54.0% 19.0% 27.0%
General Audience 19.5% 20.5% 60.0%

There is a significant difference of opinion between the perception of journalists
and general audience on the subject. Majority of audience(About 60%) agrees that
presentation of caricature of males and females are shown in despicable in
contrast to relatively very less percentage of journalists which is 54% who believe
that caricatures shq_wn in this program don’t violate our cultural values. Above
table also reveals that there is a very small portion of journalist (27%), who also
agreed and categorized representation of males and females caricatures in this
program as indecent.

About 19% of journalist and 25% of audience demonstrated their opinion in
neutrality .It might be because they have never critically noticed the presentation

of caricatures in these programs.
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Khabarnak

Following indicators were selected from Program Khabarnak.

Table 4,13.45 Language nsed by comedians in Khabarnak

Percentage of the perceptions on Language used by comedians in

khabarnak
Disagree Neutral Agree
Joumnalists 43.0% 23.0% 34.0%
General Audience 14.5% 16.0% 69.5%

Above table indicates difference in perceptions of journalists and audience when
the above statement was posed to them. This table reveals result of dimension of
our variable cultural values. Respondents were asked about language used by
comedians in Khabarnaak. Here we see that majority of audjence about 69.5% has
demonstrated to their opinion as objectionable and agreed that language used in
this program is not compatible with our culture in contrast to 43% of jgurna!iSt
who disagree with the notion above . Surprisingly it is a major differ_@pce of
opinion between both groups of respondents. Among Journalists 34% agree that
language used by comedians of this program is objectionable in contrast 10 only
14.5% of audience who also find language used by comedians in this program

compatible with our cultural values.
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Table 4.13.46 gaests shown in despicable in khabarnak

Percentage of the perceptions on caricature of males and females
guests shown in despicable

Disagree Neutral Agree
Journalists 44.0% 21.0% 35.0%
General Audience 23.5% 22.0% 34.0%

This table reveals result of dimension of our variable cultural values. Above table
indicates that majority of journalists (44%) disagree about representation of
Caricature of males and fernales guests are shown in despicable in contrast to
relatively less audience of 34% who agrees that illustration of caricatures in these
programs are in dqsﬁpicabie way In general masses portion of 23.5% disagwé with
the notion that khabarnak shows caricature of males and females in despicable
Around 21% of journalist have shared their opinion as neutral as compared to

22% among audience.

Table 4.13.47 Dressing of comedians compatible with culture

Percentage of the perceptions on compatibility of dressing Comedians
compatible with our culture. o

Disagree Neutral Agree
Journalists 23.0% 20.0% 57.0%
General Audience 40.5% 21.5% 38.0%

Above table is indicator of our variable ‘cultural values’. There is a prominent
difference of opinion between the perception of journalists and generé! audience

on the subject. It indicates that 57% of journalist agree with the concept that
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dressing of comedians is compatible with our culture in khabarnaak in difference
1o 40% of audience who disagree with this notion and believe that dressing of
comedians in this programs is different from our culture Dressing is one of major
component of one’s culture .We also see that a major portion of audience and

joumnalists have expressed their opinion in neutrality.

Table 4.13.48 Compatibility of language used by caricatures with calture

Percentage of the perception on Langunage used by caricature of different

personalities
Disagree Neutral Agree
Journalists 23.0% 19.0% 50.0%
General Audience 42.0% 27.5% 30.5%

Above table indicates difference in perceptions of journalists and audience when
the above statement was posed to them. This table reveals result of dimension of
our variable cultural values. Respondents were asked about language used by
caricatures of different personalities inKhabarnaak. Here we see that majpz_’ity of
audience about 42.5 %has demonstrated their opinion as disagree that ign_guage
used caricature of different personalities in this program is not compgti?;l_c with
our culture in contrast to majority of }oumalists which is 50% of agree with thf:
notic;n above . Surprisingly it is a major difference of opinion between both
groups _of respondents. .Among audience 27.5% suffers from ambivalence on the
statement posed to them. One obvious reason could be that people have never
educated on standards of ethics in the recent past and are somehow confused as

how this act of media be taken. Additionally, disapproving suth media act would
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possibly reduce their inclination to watch political satirical shows. The viewership
is also one of the indicators that people like such shows. On the other hand,
relatively lesser amount of journalists are confused or have opted for neutrality to
demonstrate their opinion on the issue posed to them. For them, it could be an

exercise of their right of criticism of political players of the system.

Morality

Perceptions of audiences and journalists were analyzed through variable Morality

Hym sab umeed se hain Q

Following indicators were selected from Program Hum Sab umeed se Hain

Table 4.13.49 Representing Rana Sana ullsh as a liar

Perceptions on presenting Member of Provincial Assembly Rana
Sana ullah giving 2 statement but then his kid caricature inside him
says something opposite which is true. '

Disagree Neutral Agree
Journalists 50.0% 19.0% 31.0%
General Audience 25.0% 21.5% 55.0%

Above iable indicates an interesting picture about one of the dimensions of our
variable ‘morality” which relates to representation of present Member of
Provincial Assembly Rana Sana ullah giving a stat;amem but then his kid
caricature inside him says something opposite which is true, There is a obvious

difference of opinion between the perception of journalists and general audience
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on this concern . Majority of audience (about 55%) agree with the notion that
showing Member provincial assembly in this manner is objectionable in contrast

to 50% of journalists who don’t find any odd in this.

Table 4.13.50 Representing Musharraf as a liar

Perceptions on representing former President Musharraf as someone
who says he is not afraid of bombing but as soon as he hears voice of 2
biast he fears and ran away. '

Disagree Nestral Agree
Journalists 51.0% 24.0% 25.0%
General Audience 27.5% 16.0% 56.5%

Above table reveals prominent difference in opinion of audiences and journalists
Majority of audig_z%}ce (about 56.5%) agree to statement posed to them about to
Represent former President Musharraf as someone who says he is not afraid of
bombing but as soon as he hears voice of a blast he fears and ran away in
comparison to 51% of journalists who disagree to statement asked from them .1t
also indicates that such act of media does not matches with ethical percgpf_ion of
audience regarding morality .Jt shows a significant gap between opinion of

journalists and audience

Interestingly, a considerable segment of journalists (about 24%) has mix feelings
towards this program to demonstrated them with agree or disagree option
therefore they have opted for neutrality .Relatively lesser percentage of audience

(about 19%) has responded with neutrality regarding such act of media.
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Table 4.13.5] Hum sab umeed se hain misquotes facts more often

Perceptions on Hum sab umeed se hain misquoting facts more often.

Disagree Neutral Agree
Journalists 45.0% 23.0% 32.0%
General Audience 20.0% 28.5% 51.5%

Above table tells that majority of audience (51.5%) agree with the statement that
political comedy program Hum sab umeed se hain misquote facts more often.
Whereas malor portion among journalist(45%) have opted for disagree and they
don’t find and wrong presentation of facts in this program .It indicates towards a
prominent difference of opinion among the journalists and audiences . Very small
portion of audiences i.e. 20% perceives facts presented in this program to be truth
-Table aiso tells that in comparison to journalists larger portion of audience(28.5%
) has opted for neutrality.One reason can be that this portion of joumaﬁsts don’t

take facts presented in these programs serious or in careful manner .
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Hasb-e-haa!l

Following indicator was selected from program Hasb-¢-Haal

Table 4,.13.52 Hash-e-haal misquotes facts more ofien

Perceptions on hasb e haal misquoting facts more often.

Disagree Neutral Agree
Journalists 55.0% 29.06% 16.0%
General Audience 30.0% 46.0% 24.0%

Above table reveals very engrossing picture about the perception of audiences and
journalists. Majority of joumnalists 55% have disagreed that hasb-e-haal misq;lotes
facts more often in contrast majority of journalists have demonstrated their
opinion in neutrality .only 24% of journalists have agreed 1o this indicat_or of
morality .in above table 30% of audience have disagreed 1o the statement pp_sed 1o

them .

Response of majority of audience in neutrality shows their level of interest in this
program .majority of Audience has selected this program to be very interested so
they don’t find and lacking in misquoting facts but they are confuse and have mix

feelings tfowards this part of the show , so they have opted for neutrality .

i
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Khabarnaak

Following indicator was selected from program Khabarnak.

Table 4.13.52 Khabarpak misquotes facts more often

Perceptions on khabaranak misquoting facts more often

*

Disagree Neatral | Agree
Journalists 54.0% 26.0% 20.0%

General Audience 17.0% 38.5% 44.5%

Above table indicates an interesting picture about one of the dimensions of our
fourth variable ‘morality’. There is a significant difference of opinion between the
perception of jounalists and general audience on the subject, Majc;ity of
journalists (about 54%) disagree with the notion that Khabarnaak misquotes facts
more often in contrast to 44.5% of common audience who considers !hi_s act of
media as defamatory.

Interestingly, event at this point a considerable proportion of common masses
{about 38.5%) suffer from ambivalence on the statement posed to them. One
obvious reason could be that people have never educated on standards of ethics in
the recent past and are somehow confused as how this act of media to be taken,
Additio}zai%y, disapproving such media act would possibly reduce their inclination
to watch political satirical shows. The viewership is also one of the indicators that
people like such shows. On the other hand, relatively lesser amount of journalists

are confused or have opted for neutrality to demonstrate their opinion on the issue
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posed to them. For them, it could be an exercise of their right of criticism of

political players of the system.

Biasness

Perception of audiences and journalists were also analyzed on basis of Biasness

Hum sab umeed se hain

Following indicators were selected From Program Hum Sab Umeed Se Hain

Table 4.13.53 Hum sab umeed se hain portrays political lender as demeaning

Perceptions on portrayal of the political leaders in hum sab umeed se

hain
Disagree Neutral Agree
Journalists 49.5% 16.0% 35.0%
General Aadience 12.0% 12.0% 76.0%

Above table indicates an interesting picture about one of the dimensiqns of our
fifth variable ‘Biasness’ which relates to portrayal of the politicai!gad__ers as
demeaning and much below the standard of a civilized person in program hefm sab
umeed se hain There is a significant difference of opinion between the perception
of journalists and general audience on the subject. Majority of joumnalists (about
29.5%) disagree with the notion this program presents political leaders in this in
contrasf to great majority 76% of common audience who cqnsiders this act of
media as biased .Around 35% of journalist also agree to statement posed to them

Above table shows that 12.0% of audience have demonstrated their answer with
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neutrality which is comparatively lesser than journalists who have opted for
neutrality as wetl.

Table 4.13.54 Hum sab umeed se hain discusses particalar political leader more than it is
required

Perceptions on Hum Sab Umeed se hain discussing particular leader
more than required.

Disagree Neutral Agree
Journalists 36.0% 31.0% 33.0%
General Audience 14.0% 1L.0% 76.5%

Above table specifies a prominent difference of viewpoint between audience and
journalists .Majority if journalist 36% have disagreed to statement formulated for
them regarding hum sab umeed se hain discussing a political leader more than
required .Whereas vast majority of audience of 76.5% has agreed that these
programs are biased in discussing political leaders more than required. It shows

that majority of audience is clear about this biased behavior of comedy program.

Hasb-e-haal

Follwing indicators were selected from program Hasb-e-haal

Table 4.13.5% Hash e haal portrays political Ieaders as demeaning

Perceptions on portrayal of the political leaders as demeaning and much
below the standard of a civilized person '

Disagree Neutral Agree
Journalists 55.0% 23.0% 22.0%
General Audience 34.0% 21.0% 45.0%
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Above table reveals opinion of journalist and audience on a statement posed to
them .According to majority of journalists 55% they believe disagree with the
notion that Hasb e haal portrays the political leaders as demeaning and much
below the standard of a civilized person in comparison to relatively less audience
of 45% who agree 1o statement posed to them and for them there is no biasness in
this program .second majority if journalists have disagree that ﬁasb ¢ haal
portrays the political leaders as demeaning and much below the standard of a
civilized person .Further 23% of jouinalists has demonstrated their opinion as

neutral in compare to relatively lesser audience i.e.21%.

Table 4.13.56 Hash ¢ haal discusses a particular leader more than required

Perceptions on hasb e haal discusses particular political leader more
than it is required

Disagree Neutral Agree
Journalists 45 0% 28.0% 27.0%
General Audience 15.0% 17.0% 68.0%

Above table shows result on statement posed to respondents related to our
variable biasness. Major part of journalists disagree that hasb ¢ haal discusses
particular political leader more than'it is required in contrast to 68% of audience
who agteed to above statement and considers this program to be biased in terms
of discussing a particular individual more than required .1t indicates a huge
difference between opinion on perceptions of audiences and journalists. Second

major part of journalist (28%) have adopted their opinion as neutral which is
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relatively greater than percentage of audience (17%) who have voiced their
opinion with neutrality .It shows that majority of journalists are not very

concerned about representation of any particular leader more than required .
Khabarnak

Following indicators were selected from program khabarnak.

Table 4.13.57 Khabaroak discusses a particolar leader more than required

Khabarnak discusses particalar political leader more than it is required

Disagree Neutral Agree
Journalists 38.0% 21.0% 37.0%
General Audig;;ce 15.5% 25.0% 63.5%

Above table indicates an interesting picture about one of the dimensions of our
variable ‘Biasness’. There is a significant difference of opinion between the
perception of journalists and general audience on the subject. Majority of
journalists (about 38%) disagree with the notion that Khabarnaak discusses a
political leader more than it is required in contrast to 63.5% of common audience
who considers this act of media as biased.

A considerable portion of journalists (about 37%) also agree that this program has
element of biasness. We see that 2 good percentage of journalists also find such
ethical problem in this program it also be a reason that majority of journalists
{about 34%)responded that they are not interested in this program. If this trend
continued in this program it might lead to very less viewership. Interestingly,

pretty large proportion of General masses and audience seems to be unable to
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make choice on this statement. One obvious reason could be that people have
same kinds of negative and positive feelings existing together towards such
representation of pelitician Secondly as most of respondents from both groups
has demonstrated their level of viewership as not interested therefore audience

don’t even care to look with concentration for what is shown in this program .

Table 4.13.58 Khabarnak portrays political leader as demeaning

Perceptions on khabamaak portraying political leader as demeaning
person and much below the standard of a civilized person

Disagree Neutral Agree
Journalists 38.0% 25.0% 34.0%
General Audience 14.0% 22.5% 63.5%

Above table reveals a significant difference in way of perceiving acts of media in
the political comedy shows between journalists and audiences .Majority of
journalists about 38% disagree that Khabarnak portrays the political legciers as
demeaning and much below the. standard of a civilized person in contrast to huge
percentage of audience i.e.63% who agree to the statement posed to t_?wm Vey

small portion of audience (about 14%) disagree to the stamen above.

This result shows that for audience this program has biased practice, It is reflected
from results in table that majority of journalists consider their right to criticize
politicians any way they want bit audience is not satisfied from this act of media

.Or might be journalists don’t even realize that they are doing any such practice .
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Table 4.13.59 Khabarnak discusses Meera more than any other celebrity

Perceptions on Khabarnak discussing Meera more than any other

celebrity.
Disagree Neutral Agree
Journalists 38.0% 24.0% 38.0%
General Audience 11.0% 22.5% 66.5%

Above table reveals opinion of journalists and audiences .Respondents were
posed a statement that khabarnak discusses Meera more than it is required
Majority if audience (about 66.5%) agreed and stated this act of media biased in
contrast to 38% of joumnalists who disagreed to this notion .we see that equal
portion of journalists (38%) also agree to this that khabarnak discusses Meera
more than it is required .only 11% of audience had disagreed it seems that they
enjoy discussion on Pakistani actress Meera Major portion of respondents among
journalists and audiences have demonstrated their opinion with neutrality which
shows they have mix feelings towards this notion or they are too unconcemned to

give this mater serious attention |
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Table 4.13,60 Taking useful messages from these comedy shows

Percentage on perceptions on taking many useful messages from these
comedy shows

Disagree Neutral Agree
Journalists 34.0% 11.0%  55.0%
General Audience 56.0% 16.5% 27.5%

Respondents were posed statements to know that whether they take useful
message from these comedy shows. In response majority of journalists about 55%
agreed to the statement posed. It reveals that most of journalists believe these
programs to be useful in terms of delivering useful message. In comparison we
see that majority of audience about 56% disagree that they take many useful
message from the political comedy shows .This response from both group $hows
the gap in perceptions between journalists and audiences . Table aiso indicates that
16.5% of audience has demonstrated their opinion as neutral .One reason could be
that this percentage of journalists has never been concerned for any mear;_?ngﬁz} or

constructive usage of watching these comedy shows.
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TFable 4.13.61 Only enjoying comedy from these comedy shows

Percentage on perceptions of only enjoying Comedy from comedy
shows

Disagree Neutral Agree
Journalists 39.0% 9.0% 52.0%
General Audience 18.0% 13.5% 68.5%

Comedy is the solepurpose of these shows along the purpose of delivering
information .Respondent was posed a statement fo know about their purpose of
watching these comedy shows. In response to a statement among journalists
majority of them about 52% agreed that they only enjoy comedy from these
shows which is relatively lesser than response of audience .As from au_c\iience
about 68.5% agree that they only enioy comedy from these shows. It tells that

most of respondents watch these programs only for entertainment.

On the other hand we see that 39% of journalists have demonstrated their oﬂpinion
by disagreeing to the statement posed which is comparatively greater than
response of audience (about 18%) in same manner. There is still a larger pcrticn
as compared to general audience who view these programs for some other
purposes as well, Journalists seem to be viewers of these programs also to collect
some information or to know about the most top news or gossip about the political

leaders of political system.
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Table 4.62 Ethical standards in these programs

Percentage on perception on ethical standards of these programs

Disagree Neutral Agree
Journalists 40.0% 17.0% 43.0%
General Audience 74.5% 15.0% 10.5%

Main purpose of this research is to know the opinion of audience§ and journalists
regarding ethical issues in these programs. Respondents were posed a statement to
know their view point Majority of Journalists (about 43%) agree that these
programs have sufficient ethical standards. In contrast to 74.5% of audience who
don’t consider that these programs have ethical standards and they have opted

disagree to the statement asked.

Interestingly here we see that 40% of journalist also consider ethical standards in
these programs to be insufficient .1t reveals that there are two kind of groups in
media both with a good population one is satisfied by the ethical standards of
these programs and one group is not satisfied with the ethical standards of
political comedy shows. But in case of general audience we see that there is a vast
majority who disapproves that there are sufficient standards in these programs It
clearly shows the significant difference between perceptions of audiences and

journalists,
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CHAPTER §

SUMMARY, DISCUSSION, CONCLUSIONS, RECOMMENDATIONS

AND LIMITATIONS
5.1 SUMMARY

The present study is aimed to critically evaluate the comedy shows broadcasted
on news channels and the perception audiences as well as journalists have
attached with such shows. The study was focused on the ethical issues related to
these comedy shows. The research is focused on difference of ethical standards
among audiences and journalists on ethical issues. The research was quapti_tative
in nature and survey method is employed to conduct the research. The resuits of
analysis of comedy programs revealed that there is significant difference in
opinions of journalists and audience on ethical issues concerning political comedy
shows. The research recommends that journalists may improve the understanding
and implementation of ethical regulations.

5.2 DISCUSSION

Media has powerful societal and political influence on the mass audience of
Pakistani society. With the advancement of time, globalization has aiso affected
the media as well as masses of Pakistan. Advancement in commur__x_ication
technology has changed the way of broadcasting news. It has changed its prime
goal of providing information to infotainment. One of new emerging trend of

journalism in Pakistan is political based comedy shows. Such shows are growing

131



An Analysis of Perceptions of Journalists and Audiences on Ethical Issues

in quantity with time. These shows inciude more and more news now about
politics. These shows include jokes about political personalities and political
events. More political personalities are discussed in these political shows (Naseer,
2012). Beyond the shadow of doubt these programs have good viewership.

Ethical concerns are one of the prime subjects of such shows.

On posing different statemenis related to variable defamation, difference of
opinion in journalists and audiences was observed for most of journalists
representing a politicians over ambitious and over confident or when they are
shown as individuals who always blame rigging for their failures was not a
problem but auci_%ncc found such act of media defamatory. Further it was
analyzed that audience were not agreeing with the representation of ?oiice
department as corrupt whereas, majority of journalists considered that to be be
ethical. When respondents were asked about their view point of mixing scenes
and video editing from bollywood movies and showing a politician greegiy for
food, majority shared their opinion as harmful for the reputation of a person. On
the other hand journalists consider it as an exercise of their right of criticism of
political players of the system. Mostly themes adopted by media to represent
politicians by showing a politician killing terrorist in his dreams, caricature of
senjor politician flirting with female hosts or having romantic feelings with a
Pakista;:'ni actresses, making fun of style of anchoring of senior anchor persons
were analyzed as different by audiences and journalists. Majority of journalists

consider such dramatization to be unobjectionable in contrast to majority of
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audiences considered that as disrespectful act of media towards the
personalities. Interestingly it was aiso pinpointed that when a statement posed to
respondents about showing former president Zardari’s lust for money, majority of
audience considered such representation to be harmless rather pleasant.Hence the
results and critical analysis of the research reveals that there is significant

difference in the perception of journalists and audiences.

Further opinions on the perceptions of journalists and audiences on different
themes of political comedy shows which lead to Indecency as it is mentioned in
Pemra code of conduct no program shall be aired which is indecent (PEMRA,
2002). it was found that journalists take matters like calling politicians with bad
names very casual. For joumnalists calling chief minister Khyber pakhtoon “teeli
pehalwan” was not objectionable whereas with a difference of huge maj.ority of
audience totally demonstrated their opinion in négativity for such media act it was
observed that audience are not in favor of focus of these programs on incfiv%duais
physical features and traits . Majority of journalists don’t consider that language
used for politicians in these programs is indecent or they don’t take such scenes in
political comedy shows as going against ethics. Journalists consider this act of
media a common practice and integral part of these shows .As now it is common
trend in these pwgrazhs that apparently discussing social and political evils,

content of political comedy shows now prominently focus on the physical features
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personality traits of politicians in comparison to main focus on real problems and
issues (Young.D.G, 2004).

It was analyzed through survey method that what are opinions of journalists and
audiences regarding cultural values followed in these programs and that how
much they are or they are not congruent with each other .Through survey
perception of audiences and journalists were determined .Major part of journalists
were contended with the cultural values followed by these political programs.
They were satisfied with language used in these programs Huge part of
journalists believed that dressing of host is also in accordance with our cultural
values. It was found that public perception is not congruent with journalists’
perception. Majority of audiences believed that these program lack cultural values
caricatures of males and females guests are shown in a way as they deserve to be
hated and of contempt. Majority of Public also don’t find the dressing style of
individuals shown in these programs to be compatible with our cultural values.
Audience was also not satisfied with the usage of Indian content in the political
comedy shows.

Perceptions of journalists and audiences on ‘Morality” were analyzed. Interesting
results were revealed It was observed that opinion of journalists showed that
most of journalists don’t take it very serious .Streamline of joamalists. gave their
opinion in neutrality in several indicators when they were asked ab_outl reliability
of political comedy shows regarding quoting of facts. Many journalists were also

satisfied regarding presence of morality in these programs. Almost same kind of
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opinjon was observed by audience that they also demonstrated their opinion
regarding misquoting facts and representing a politicians as a dishonest person in
as neutral .It shows that even audience are not very carefu! about this authenticity
of information in these programs their purpose of watching political comedy
shows has nothing to with their reporting of facts and figures . Difference of
perception of audiences and journalists was also observed in analyzing variable
Biasness. Audience believe that these programs do a lot of unnecessary and unjust
criticism .A Particular individual is sometimes discussed a lot without any
meaningful purpose .Whereas as among journalists it was analyzed that there is
relatively greater part in journalists who don’t find biased behaviors in these
comedy shows .

Further analyzing audience purpose of watching these shows is only co__medy
instead of getting useful information but Joumalists find these programs very
informative .There was a significant difference among perception of joumalists
and audiences towards ethical standards of these programs. According to most of
journalists these programs have sufficient journalistic ethical standards whereas
most of respondents among audience disagreed towards the statement.

5.3 CONCLUSIONS

Following conclusions were drawn from the finding of research.

1. Perceptions of journalists and audiences towards defamation was significantly

different. According to jouma.!ists these programs do not defame any public
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figure whereas audiences perceive certain aspects of these programs as
defamation.

. Journalists believe that content of political comedy shows is not indecent
whereas audiences perceived content and various acts in these programs as
indecent.

Opinions of journalists reveals that these programs follow and promote
cultural values whereas audiences believe that these programs are not in
accordance with cuitural values .

. Journalists believe that content of political comedy shows does not lack in
morality whereas audiences perceived content and various acts in these
programs viclate morality.

. Perceptions of journalists and audiences towards biasness was signiﬁcantly
different. According to journalists these programs are not biased whereas
audiences perceive these programs as biased,

5.4 RECOMMENDATIONS

Following recommendations are proposed after conducting the research:

- Only those individuals may be hired as journalists who have studied
journalism,

. Joutnalists understanding and implementation of ethical regulatiohs may be
improved through trainings and workshops,

. Media groups may consider PEMRA code of conduct while formulating

ethical standard.
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4, Television channels violating ethical codes may be given penalties warnings

and punishments.

5.5 Limitations of Study

Limitations of the Study are as follows:

1. The study was limited to the viewers of political satire programs only.

2. The study was limited to the journalists of Rawalpindi and Islamabad because
of time, money and travelling constraints.

3. Ethical issues related only to politically satire programs were investigated in
the study.

4. The study was limited to TV news channels of Islamabad only.

5. Only males were selected as media students and media professionals.
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APPENDIX 1

Questionnaire for Audience
An analysis of perceptions of journalists and audiences on ethical issues

Dear Respondents,

This study attempts to examine the perceptions on ethical issues of audiences and journalists on ethical issues about political satire (Political Comedy Programs).

Your perceptions/ responses are important to us because they will add to our understanding.

The researcher would highly appreciate if you could kindly spend some time to answer all the questions, considerably. There is no right or wrong

answer; your answers will be kept strictly confidential.

Section A; General / Demeographics (please tick correct option)

1. Gender: @ Male @ Female
2. Age: i 18 — 26 years 27 ~ 35 years
3. Education: 1 Intermediate il Under-graduate
{BA, BSc, BBA, BS)
4, Family Monthly income: [ Less than 30,000 {#Rs. 30,000 - 60,000
above

Section B: Frequency

1. Political comedy shows: [l Less than 2 hours @3~ 4 hours
Viewing {per week)

Section C:

{8 36 —~ 43 years
[ Masters
{MA, MSc.)

#Rs, 60,001~ 90,000

B 5-6hours

1 44 years or above

@Rs. 90,000 or

{# 7 hours or above



i5sues
() How often do you watch the followmg private news channels?

' Channels - Don’t Know ]I Not at ali | Some times | Often ry Often

2 Dunya News o :

(i) How much you are interested to Watch the followmg political satire programs‘?

| "suml..

No. | I»wm | very Interested | | fnterested ] Nt.'>1 Interested I)UQ { Know

: ! Fwhat Inforested
2 Hasb»c Haal '- ,.
'3 Khabarnak - |

Section C: Perceptions on ethical issues

Please rate the extent of your agreement 1o the statements below using the following scale
Strongly Disagree (SD=1), Disagree (D=2), Neutral (N=3), Agree (4=4), Strongly Agree (SA=5)

(i) Defamation

S# Sm{emem_ . . S e S . e SD 1) N A SA

FEUM SAB UMEED SE HAGN

1 Mis ob}ectwnabie to represant a pohzxcxan as over ambmeus
2 It seems bad to represent a poht:clan that he blames nggmg for every failures,
3 Itis unfaxr to represent aii the Departments of Polzce cormpt



issues . e
4 It is disgracing for the Former Prime Minister Chaudhry ShujaatHussain, to be shown, auenuny uas vs |
; Madhunszhz: through Imxmg of scenes and video cdmzzg from Boliywood movie :

6 . = appears bl B e L T greedy e tedin e way o R S
; gmng a press conference and pattmg food in his pocket -

7 ltis 1mproper to show Chief Mzmster SmcihQazm Ali Shah kilimg terronst in his dreams.

8 There is no odd when Zardan is shown asa money lusty zndmdual in satmcal pohtzcai shows -

: It is ohjectwnable to represent Member of National Assembly Shah mehmood Qureshi as someone who is
; - over confident about hlmself :

2 It is alnght to show a Political leader anon 1 credible person as someone who talks about dharnas ( protest)
: Whl(}h Dever take piace 3‘

3 Itis fine to show that Member of National Assembiy MaulanafazluIRehman is aiways greedy for ministries.

f 4 It is ob;ectzonable to represent any poi:tzca! leader as someone who is all the times after changmg party
: - whenever it is beneficial for him/her.

‘s Itisalright to represent Former Prime minister Chaudhry shﬁjéatﬁassaia in a way that he is always after some -
_' xmpoztant official dcszgnauon _ |
6 Ttis unpieasant to show Caricature of MaulanaFazlulRehman ﬂutmg with ferale hosts. __ ; -

1 tis ob_;ectzoaabie fo present caricature of traffic poixce officer drunk.
2 Is 1t dzsrespectﬁ;l 10 prcsent caricature of former prcsxdent Zardanas“Ummayaar’

3 Ttis dlsgustmg to present carzcature of any pohtzczan steaimg wallet and watch of other guesi

4 Itis intolerable to take interview of caricature of other senior anchor persons in a way to make fun of their '
style of anchonng

5 It Is intolerable to call fonner Prime minister Yusuf RazaGﬁlammcharge of dmmny museum,

6 '_ it is alrxght to present Member of national assemb!y Sheikh Rasheed as someone who has romantic fcehngs
for Pakistan Actress Reema.



aaTy

{ii): Indecency

s S T e e e e S e e e
HUM SAB UMEED SE HAIN

- Hum sab umeed se hain uses indecent Language for politicians
Caihng Former President Zardari as “President Zordari™ is unpieasant ) e
. Calling Chief Minister KyberPakhtoonParva:thattak“Teei1peh1wan” is objectionable - B
. Giving title to all Government officials “Hissa Mangain Sabhi” is improper. S
It is unbearable to make fun of meera’s way of talking ;_
it fe unbikabie 15 show Micer 45 someons who had masy Tovess. " " e s e e e
. \\i; I HAAL

cxfm;.c.'mﬂwf.m

-1 Hasbe haal uses indecent Language for politicians U OO NSRS T SR R S
‘2" Calling Former Interior Minister Rehman Malik “Uri Baba” is objectionable

1 Callmg caricature of former President Musharraf “neulla”(mongoose) is objectionable o ’ o
‘2 | Itisobjectionable to call Senior Anchor person Tariq Azizes “Farig Aziz” 1
3 Itisunpleasantfor comedians to call each other withbad titles i

(i)  Cultural Values

S Swtememt T T e el L S}') rD ;N N JSA .
FEEM SAB UMEED SE HAIN

1 Caricature of males and females guests are shown in despicable (Deserving hatred and contempt) _ gs
| Dressmg of hosts and actors oompatiblc with our culture in ham sab umeed se ham o
ltis objectzonable to present Former Cricketer WasimAkram as cricket coach but wearing Sherwani (Weddmg S
dress). '
Itis objcctzonable to show Chief Minister Smthazm Ali Shah i m costume of superman
Language used in se hum sab umeed se hain is compatx‘aie with our culture.

Mixing answers from real interviews of any personality with different questions in hum sab umeed se hain
shows much disrespect for particular person.

B ema]es lip singing and dancmg on pamdy songs is ob}ecuonabie

R SRS SEETERNY



iSSuea

It is objectionable to edit Bollywood movies and adding cancature o1 raxusiam pusisanos e o
creatmg new scenes .(for example editing dabang)

It is 0b3 ectionable to name segments in hum sab umeed se hain on names of boiiywood movies.(Rab ne bana
di Jodi, Diltoubachahaiji)

10 | Tt is objectionable make fun of physical disabilities of poh'amans(Ch Shujat , Javed Hashmi )} ? i i

1 - Language used in se hasb e haal is compatible with our culture. o
! Interviewing and way of questioning caricature of any politician or a personality in hasb e haal shows much ! 'f |
 disrespect for particular person in a way that It goes against our customs and traditions o R
'3 Azizi way of dancing on set is objectionable [ RTN RN DU S RN
o '.é"Cancaturc of males and females guests are shown in despicable (Deserving hatred and contempt) : :

' 1 = Languagc used by comedians in khabamnak is objectionable

2 Caricature of males and fema}es gucsts are shown in des;ncabie (Deservmg hatred and contempt}
3 Drcssmg of Comedians is compatzble with our culture, | |
4 Language used by caricature of dlfferent personalities is compatible with our culm:re -

(iv)  Morality

B HTUAM SAB UMEBED SE HAIN

It is objectionable to present Member of Provoncial Assembly Rana Sana ullah giving a statement but then his f !
icxd caricature inside him says ‘something opposite which is true. :
It is ob;ecnonab}e to chresem former President Musharraf as someone who says he is not afraid of bombmg

, but as soon as he hears voice of a blast he fears and ran away.

3 Hum sab umeed se hain m%squote facts more often,
'Ei;\hii I HEAAL

-1  Hasb e Haal misquotes facts more oﬁen : : f |
nil \I: ARNAK -
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] 1 Khabamak misq uotes facts more often

(v) Biasness

HIUM SA B UMEED SE HAIN | \
- Hum sab umeed se hain portrays the politicalleaders as demeaning and much below the standard of a civilized . | ;
pesn. R S S R R

2 Some‘umes Hum sab umeed se hain discusses particular pohﬁcal leader more than it is reqmred
11ASB i HAAL

"1 | Hasb e haal portrays the political leaders as demeaning and much below the standard of a civilized person. N I B
2 Sometimes hasb e haal discusses particular political leader more than it is required. '? ’ | |

1 Khabarnak discusses particular political leader more than it is required, A . -,
2. Khabarnak portrays the poixtxcal Jeaders as demeamng and much bclow the szandard of a cmhze(i pel‘SOIl AU T R R S
3 o Khab amak d;scusses Meera more than any other ceIebnty

T e L SD 5 N _ A .. SA
L :Imuymkemmy uscfuimessagesfz‘omthesecomcdyshows e . . PR U .
2 Ionly en}oy Comcdy from these comedy shows

3 ;These progzams have suﬁ‘zczent ethlcal standards o



