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Abstract: Doordarshan is public service broadcaster of India. At present 

more than 90 percent of the Indian population can receive Doordarshan 

Programmes (DD National) through a network of more than 1416 

sterrestrial transmitters. There are 67 DD studios producing TV 

Programme. From the beginning Doordarshan has earmarked a sizable 

chunk of itstime for telecasting various programmes to provide media 

support to socio-economic development activities of the country.  Keeping 

in view the communication needs of the government departments and 

ministries in a developing country, Doordarshan started the Development Communication Division of 

Doordarshan in 2001.This division designs the developmental messages of government and broadcast on 

various television channels. This study is about the Role of Doordarshan in Development 

Communication. 

 

 Key Words: Development Communication, Doordarshan, Developmental Campaigns,    

Development Communication Division 

Doordarshan is a public service broadcaster of India and a division of Prasar Bharati. It is one of the 

largest broadcasting organizations in the world. Doordarshan has a three tier programme services:  

 National,  

 Regional Local.  

 Local 

The National programmes emphasizes on events and issues of interest to the entire nation. These 

programmes includes news, current affairs, magazine programmes and documentaries on science, art, 

culture, environment, social issues, serials, music, dance, drama and feature films. The regional 

programmes are focused on DD National at specific time and also on the Regional Language Satellite 

Channels, which caters programmes for interests of a particular state in the language and idiom of that 

region. The local programmes are area specific and cover local issues featuring local viewers.  

The Story of Doordarshan  

In 1959, Philips (India) gave an offer to the Government of India of a transmitter at a reduced cost.  

Before this offer Philips demonstrated its use at an exhibition in New Delhi. The Government accepted 

that offer with the aim of employing it on an experimental basis to train personnel and partially to 

discover what TV could achieve in community development and formal education.
1
 UNESCO gave grant 

of $20,000 for the purchase of community receiver and United States offer of some equipment proved 

much too tempting to resist, and on September 15, 1989, the Delhi Television Centre went on air. The 

range of transmitter was 40 kilometers. Later, programmes began to telecast twice in a week, duration of 

each programme was 20 minutes.  UNESCO provided TV sets for tele-clubs and after two years in 1961 

UNESCO conducted a survey for the knowing of impact of these programmes on audiences. Result of 

this survey was which was conducted by UNESCO there was some impact on audiences. 


