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In the latter part of the 1990s, a number of national governments were confronted with
a variety of socioeconomic issues. These challenges included rising HIV and AIDS
infection rates, unchecked population growth, and continued ethnic tensions. The
environmental crisis and other problems are gaining more and more attention. This
chapter investigates the potential applications of the entertainment-education media
strategy to a variety of contemporary societal issues. In recent years, there has been a
noteworthy success in the employment of a wide variety of entertainment media
programming across Latin America, Africa, and Asia to effectively disseminate pro-
social educational ideals. These kinds of entertainment media programming include
print, radio, television, music, film, and folk media sources. The current discussion
contains a complete examination of the nine key features associated with the
entertainment-education method, which render it an appealing strategy for confronting
societal concerns. This analysis was carried out in order to provide a better
understanding of the approach. In addition, consideration is given to the components
of the structure that have the potential to obstruct the accomplishment of the
organization's pro-social goals. This chapter explores the benefits and downsides of
employing this specific communication strategy with the overarching objective of
supporting societal change, and it does so by analysing the pros and cons of the
strategy in question. At the tail end of the twenty-first century, the international world
is presented with a myriad of societal problems. These problems include the risk of
fatal diseases, unregulated population growth, unstable economies, and impending
environmental disasters. Because of the ever-quicker pace at which global political,
social, and economic shifts are taking place, there is a growing demand for the
development of communication tools that are not only just and effective but also
socially acceptable. These technologies are absolutely necessary in order to address
the many challenges that are currently being confronted by civilizations. This chapter
investigates the usage of entertainment productions for the goal of imparting pro-
social and educational ideas. Concurrently, a study of the institutional hurdles that put
constraints on the utilisation of entertainment media for development is presented. It
Is possible that major societal advancement could be facilitated through the parallel
exploitation of entertainment and educational opportunities.
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Introduction

Coming full circle and returning to the ageless art of storytelling. Individuals' non-
formal learning sometimes includes the transmission of moral ideals through the
telling of folktales, particularly in societies that have a major oral tradition from a
cultural perspective. In recent decades, certain nations have begun to consciously and
methodically develop entertainment content with the purpose of spreading socially
acceptable practises and ideas (Brown, 1992a). These nations include the United
States, Canada, the United Kingdom, and Australia. It was projected that there were
over seventy-five ongoing entertainment-education media initiatives being conducted
across more than forty countries in the year 1997. Let us take a look at two examples
of content from entertainment media that successfully conveys important social
messages:

An episode of the American television series "My Two Dads" that was broadcast in
1989 included a scene in which the two fatherly figures partake in excessive alcohol
consumption and, subsequently, set out on a journey while under the influence of the
substance. The episode has received widespread praise. The daughter of the couple
voices her displeasure with them because of their irresponsible practise of drinking
alcohol while operating a vehicle. She emphasises the significance of choosing a
"designated driver" in advance of partaking in drinking activities. In the year 1989, a
marketing campaign that lasted for the entirety of the two months between
Thanksgiving and the last day of the year was carried out. This campaign took place
during the busiest drinking season in the United States, which coincided with the time
of year when Americans consume more alcohol than usual. Among the most notable
aspects of this programme was the dissemination of consistent prosocial messages
throughout 76 distinct television shows all around the country. The primary purpose
of these ads was to encourage people to designate a driver for themselves and bring
more attention to the concept of doing so. The audience's degree of knowledge and
recognition of the concept increased as a result of the sources that were cited earlier
(Dejong and Winsten, 1990; Singhal and Rogers, 1994).



https://portal.issn.org/resource/ISSN/3006-5267
https://portal.issn.org/resource/ISSN/3006-5259

Corpus Journal of SocCial Science ¥ Mahagement Review

EASSN), PASSN) 3006-5267 , 30065259 | conpus
[-\JOURNAL OF SOCIAL
“SCIENCES & MANAGEMENT
@'E_VIIEW
Citation: l‘u“/

During an episode of the popular Indian television soap opera "Hum log" (We people),
the main character, a police officer, suffers eyesight loss as a result of an explosion
caused by a bomb while he is engaged in a valiant effort to save the life of a kid. After
the completion of the play, a well-known figure from Indian cinema gives an epilogue
in which they encourage audience members to sign eye donation cards. In the two
weeks that followed the launch of the project, an estimated total of 200,000 people
signed cards indicating their willingness to donate organs and corneas. These
individuals were asked to provide their approval to the donation. One single member
of the youth club was able to successfully register almost 900 individuals as
contributors, as stated by Singhal and Rogers (1989a).

The aforementioned occurrences are linked together by the planned utilisation of
entertainment media as a component of a prepared communication strategy with the
goal of educating audiences regarding particular societal issues. This strategy was
developed with the intention of informing audiences about specific societal issues.

These topics, which are referred to by a number of names including pro-social, pro-
development, enter-education, and edutainment, blend appealing instructional
principles with pleasant mediums such as music videos and television soap operas.
Other names for these subjects include pro-social, pro-development, enter-education,
and edutainment. Within the realm of communication, the term "entertainment-
education technique" refers to the practise of employing fun and excitement as a

method for imparting information to individuals.

This chapter compares the potential benefits of entertainment-education programmes
to other types of programming that are available now. The educationally beneficial
messages that can be effectively communicated through entertainment media genres
benefit greatly from the fundamental qualities that make up these genres. In addition,
there is an in-depth investigation into the global implementation of the entertainment-
education strategy across a variety of mediums, including the written word, radio and

television broadcasts, live performances, recorded music, and motion pictures.
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In conclusion, we are going to now discourse upon the benefits and drawbacks linked
with the utilisation of the entertainment-education communication approach, with a
special emphasis on the structural obstacles that call for resolution.

The use of the entertainment-education communication strategy is an efficient way to
address the limitations associated with traditional methods of education, which can
lead to feelings of boredom, as well as efforts directed at the decline in the quality of
entertainment. Numerous producers work tirelessly to create television shows that not
only educate viewers, entertain them, and make a positive contribution to society, but
also provide financial returns for their companies. In spite of the difficulties that are
associated with their development, which requires substantial preparation and
research, as well as the ethical complications that they entail, entertainment-education
initiatives offer a wide variety of advantages. Piotrow (1994) asserts that
entertainment exhibits a minimum of nine distinct attributes that render it particularly
well-suited for the dissemination of pro-social concepts aimed at promoting education

and facilitating the pursuit of developmental objectives.

There are nine distinct characteristics that can be attributed to entertainment, and
these characteristics are as follows: (1) its capacity to withstand the test of time; (2) its
widespread presence across several domains; (3) its popularity among a wide
audience; (4) its capacity to create a sense of closeness or personal connection; (5) its
capacity to evoke feelings of happiness and delight; (6) its potential to influence and
sway individuals; (7) its capacity to elicit strong emotions and enthusiasm; and (8) its
capacitiy to The art form known as entertainment has been around for millennia as an
evergreen method of communication, remains relevant in today's society, and is
anticipated to continue to exist in the years to come. The consumption of various
forms of entertainment media is something that occurs frequently. The phenomenon
of growth presents itself in a variety of different ways throughout all of the world's
nations. The urge to have fun is shared by people of all different kinds of backgrounds
and walks of life, proving once again that it is a need that transcends social borders.
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When compared to situations that actually occur in life, entertainment media
programmes provide a one-of-a-kind opportunity to impart educational information in
a manner that is more personal. In the context of a television soap opera, characters
frequently participate in dialogues about alternate methods of family planning with a
level of candour that goes beyond what one may generally find in informal chats with
acquaintances. Through the representation of media characters on entertainment
shows, difficult interpersonal themes like child abuse, contraception, AIDS, illiteracy,
and domestic violence can be handled in a more effective manner, allowing for a
greater degree ofhonesty and investigation. This is especially true in the case of child

abuse.

According to Stephenson (1967), the term “enjoyment” refers to a pleasurable
experience that is distinguished by amusement and can function as a means of
"escaping™ or "releasing” oneself from one's problems. There is a possibility that
viewers will be influenced to adopt more socially responsible attitudes and actions as
a result of the way characters and messages are portrayed in entertainment media.
These include, but are not limited to, promoting healthier lifestyles, minimising the
number of disputes that occur between individuals, and efficiently managing the
various types of stress that people experience. Entertainment programming has a huge
emotional influence on its audience, and as a result, it frequently provokes strong
opinions on issues that are either educational or societal in nature. The representation
of AIDS in the setting of a television soap opera does not place an emphasis on the
statistical numbers of "one million dead and thirty million HIV-infected." Instead, it
focuses on the emotional suffering suffered by Charlie, who is married to Molly and
is experiencing the latter stages of AIDS, as well as the distress endured by both of
their different families (Lozano and Singhal 1993). Due to the large number of people
who watch entertainment shows, there is a better chance of making money from these
broadcasts because commercial sponsors are more likely to be interested in supporting
them. In general, the usage of entertainment acts as an efficient means for efficiently

delivering messages relevant to the development of educational opportunities. This
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can be accomplished through the use of a number of different methods. It is possible
for the broadcast of pro-social messages to reach a sizable audience while incurring
just modest costs on an individual basis. At the moment, a great number of states are
The utilization of the entertainment-education communication approach proves to be a
viable strategy in mitigating the constraints inherent in conventional teaching
methodologies, which often result in feelings of tedium. Additionally, it serves as a
means to enhance the caliber of entertainment-based efforts. A multitude of producers
diligently endeavor to create television programs that not only serve as sources of
education, entertainment, and societal contribution, but also yield financial gains for
their respective companies. Despite the challenges inherent in their creation, which
need thorough planning and research, as well as the ethical intricacies they include,

entertainment-education programs provide a multitude of advantages.

Piotrow (1994) asserts that entertainment exhibits a minimum of nine fundamental
attributes that render it highly suitable for the dissemination of pro-social ideas, with
the objective of promoting education and facilitating the achievement of
developmental objectives.There exist nine discernible attributes that can be ascribed
to entertainment: (1) its capacity to endure the trials of time; (2) its pervasive
existence across various domains; (3) its appeal to a wide-ranging audience; (4) its
potential to foster a sense of intimacy or personal attachment; (5) its capability to
evoke emotions of joy and pleasure; (6) its potential to exert influence and sway over
individuals; and (7) its capacity to elicit certain responses or reactions. The enduring
medium of entertainment has been a prevalent form of communication for thousands
of years, maintaining its relevance in contemporary culture and anticipated to persist
in the future. The utilization of many types of entertainment media is a prevalent
phenomenon. Growth is evident in diverse forms across all nations worldwide. The
universal need for enjoyment is a shared characteristic among individuals from
diverse backgrounds, hence reaffirming its capacity to surpass societal demarcations.

In contrast to real-world environments, entertainment media programs provide a

unique opportunity to convey educational information in a more intimate context.
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Within the realm of television soap operas, characters often participate in discussions
regarding alternate approaches to family planning with a level of openness that
surpasses that typically observed in casual conversations with acquaintances.
Complex interpersonal topics, such as child abuse, contraception, AIDS, illiteracy,
and domestic violence, may be more effectively addressed by using media characters
in entertainment programs. This approach enables a higher level of candor and
investigation in tackling these sensitive themes. This assertion holds particular

significance in the context of child abuse.

Stephenson (1967) posits that the concept of "enjoyment™ encompasses a pleasurable
encounter characterized by amusement, perhaps functioning as a mechanism for
individuals to detach themselves from their challenges and find solace. The portrayal
of individuals and ideas in entertainment media has the potential to influence viewers,
prompting them to adopt attitudes and engage in behaviors that are more socially
responsible. These encompass a range of objectives, such as fostering improved well-
being, mitigating interpersonal discord, and proficiently addressing diverse forms of
stress experienced by individuals. Due to the profound emotional influence exerted by
entertainment programs on its audience, it often gives rise to intense viewpoints
pertaining to educational or societal matters. The representation of AIDS within the
framework of a television soap opera fails to prioritize the statistical data concerning
the significant toll of one million fatalities and the staggering number of thirty million
individuals affected by HIV. The focus of the narrative shifts towards Charlie, who is
married to Molly and is currently in the advanced stages of AIDS. The story delves
into the profound distress endured by both Charlie's and Molly's families (Lozano and
Singhal 1993). Due to the substantial viewership of entertainment shows, these
broadcasts possess a higher potential for generating revenue, as commercial marketers
are more inclined to invest in their sponsorship. Broadly speaking, the utilization of
entertainment functions as a viable strategy for effectively communicating messages
that are relevant to the promotion of educational opportunities. This task can be
accomplished by utilizing a range of methodologies. The dissemination of pro-social
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messages through broadcasting channels offers a viable means of reaching a

substantial audience while incurring little individual costs.

Summary:

This scholarly article explores strategies for fostering social change through
entertainment-educational media, examining both the prospects and challenges
associated with this approach. Entertainment-educational media, characterized by its
dual purpose of entertainment and education, has emerged as a powerful tool for
addressing social issues and promoting positive change. Drawing on examples from
film, television, digital media, and popular culture, this article investigates various
strategies employed by creators, producers, and activists to leverage entertainment
media for social impact. Additionally, the article examines challenges such as
balancing entertainment value with educational content, addressing audience
resistance, and measuring the effectiveness of social change initiatives. By critically
analyzing the intersection of entertainment and education in media, this study aims to
contribute to a deeper understanding of the potential of entertainment-educational
media as a catalyst for social change.



https://portal.issn.org/resource/ISSN/3006-5267
https://portal.issn.org/resource/ISSN/3006-5259

Corpus Journal of SocCial Science ¥ Mahagement Review

EASSN), PASSN) 3006-5267 , 30065259 | conpus
[=\JOURNAL OF SOCIAL
“SCIENCES & MANAGEMENT
-B_A'E_VIIEW
Citation: l‘u“/
References:

e Ball-Rokeach, S. J.,, M. Rokeach and J. W. Grube (1984). The Great American
Values Test: Inj/uencing Behavior and Belief through Television. New York: Free
Press. Bandura, A. (1977). Social Learning Theory. Englewood Cliffs, NJ:
Prentice-Hall. Basil, M. D., and W. J. Brown (1994). Interpersonal
communication in news diffusiO,!l: A study of Entertainment-Education Media
Strategies 2 "Magic" Johnson's announcement. Journalism Quarterly 71 :305-20.

e Bentley, E. (1967): The Life of Drama. New York: Atheneum. Brown, W. J.
(1990). Prosocial effects of entertainment television in India. Asian Journal of
Communication | (1): 113-35.

e Brown, W. J. (1992a). Socioculturallntluences of pro development soap operas in
the Third World. Journal of Popular Film and Television 19 (4): 157-64.

e Brown, W. J. (1 992b). The use of entertainment television programs for
promoting prosocial messages. Howard Journal of Communications 3 (3/4): 68-80.
Brown, W. J. (1992c). Culture and AIDS -education: Reaching high-risk
heterosexuals in AsianAmerican communities. Journal of Applied Communication
Research 20:275-91.

e Brown, W. J.,, and M. D. Basil (1995). Impact of the "Magic" Johnson news story
on AIDS prevention. Health Communication 7:345-71. Brown, W. J., and M. J.
Cody (1991). Effects ofa prosocial television soap opera in promoting women's
status. Human Communication Research 17 (4): 114-42.

e Brown, W. 1., J. J. Duane and B. P. Fraser (1997). Media coverage and public
opinion of the OJ. Simpson trial: Implications for the criminal justice system.
Communication Law and Policy 2:261-87.

e Brown, W. J.,, and B. P. Fraser (1997). The diffusion of Superb oak: One of the
world's most popular entertainment-education television series. Paper presented to
the 47th annual conference of the International Communication Association,
Montreal. Brown, W. J., and A Singhal (1990). Ethical dilemmas of pro social
television. Communication Quarterly 38 (3):206-19.

e Brown, W. J, and A Singhal (1993). Entertainment-education media: An
opportunity for enhancing Japan's leadership role in Third World development.
Keio Communication Review 15:81-101. Brown, W. 1., and A Singhal (1994).
Ethical considerations of promoting prosocial messages through the popular
media. Journal of Popular Film and Television 21 (3): 92-99.

e Brown, W. J., A. Singhal and E. M. Rogers (1988). Pro-development soap operas:
A novel approach to development communication. Media Development 4:43-47.

e Cambridge, V. (1992). Radio soap operas: The Jamaican experience 1958-1989.
In Studies in Latin American Popular Culture, 2:93-109.

e Church, C. A, and J. Geller (1989). Lights! camera! action! Promoting family
planning with TV, video, and film. Population Reports J-38. Baltimore: Johns
Hopkins University, Population Information Program. Closepet, R., and L. S. Tsui
(1991). Questions to professor Everett M. Rogers. Media Development 4:26-29.



https://portal.issn.org/resource/ISSN/3006-5267
https://portal.issn.org/resource/ISSN/3006-5259

Corpus Journal of Social Science ¢ Management Review D
EAQSSN), PASSN) 3006-5267 , 3006-5259 CORPUS

[~\JOURNAL OF SOCIAL
“SCIENCES & MANAGEMENT
REVIEW

Citationh: il

]

e Coleman, P. L. (1986). Music carries a message to youths. Development
Communication Report 53:1-3.

e Coleman, P. L. (1988). Enter-educate: New word from Johns Hopkins. JOICEP
Review 15:28-31. Coleman, P. L., and R. C. Meyer, eds. (1990). Proceedings
from the entertainment-educate conference: Entertainment for social change, at
Johns Hopkins University Center for Communication Programs, Baltimore.

e De-Goshie, J. (1986). Mass media and national development: A content analysis
of a Nigerian developmental television drama series-"Cock Crow at Dawn." Ph.D.
diss., Ohio University, Athens.

e Dejong, W., and J. A Winsten (1990). The Harvard Alcohol Project: A
Demonstration Project to Promote the Use of the "Designated Driver." Cambridge:
Harvard School of Public Health, Harvard University. Donohue, G. A., P. J.
Tichenor and C. N. Olien (1975). Mass media and the knowledge gap:
Ahypothesis reconsidered. Communication Research 2:3-23.

e Edeani, D. O. (1993). The role of development journal ism in Nigeria's
development. Gazette 52: 12343. Food and Agriculture Organization (1987). The
Archers: An Everyday Story of Country Folk. Rome: Food and Agricultural
Organization. Gilluly, R. H. and S. H. Moore (1986). Radio spreading the word in
family planning, Population Reports 32:853-87.

e Hazzard, M., and V. Cambridge (1988). Socio-Drama as an applied technique for
development communication in the Caribbean: Specialized content and narrative
structure in the radio drama of Elaine Perkins in Jamaica. Paper presented to the
Caribbean and Latin American Studies Conference, Guadeloupe. Hill, H. (1993).
The widow's revenge. Africa Report 38 (2):64-66.

e Jung, C. G. (1970). Archetypes and the Collective Unconscious. Buenos Aires: Ed.
Paidos. Katz, E. (1979). Cultural continuity and change: Role of the media. In K.
Nordenstreng and H. I. Schiller, eds., National Sovereignty and International
Communication, 70-82. Norwood, NJ: Ablex. Kincaid, D. L., R. Jara, P. Coleman
and F. Segura(l 988). Getting the Message: The Communication for Young
People Project. AID Evaluation Special Study 56. Washington, DC: U.S. Agency
for International Development.

e Kincaid, D. L., J. G. Rimon, P. T. Piotrow and P. L. Coleman (1992). The enter-
educate approach: Using entertainment to change health behavior. Paper presented
to the Population Association of America, Denver.

e Kincaid, D. L., S. H. Yun, P. T. Piotrow and Y. Yaser (1993). Turkey's mass
media family planning campaign. In T. E. Backer, E. M. Rogers and R. Denniston,
eds., Impact of Organizations on Mass Media Health Behavior Campaigns, 68-92.

e Newbury Park, CA: Sage. Kunczik, M. (1988). Concepts of Journalism North and
South. Bonn: Courier-Druck. Lozano, E., and A Singhal (1993). Melodramatic
television serials: Mythical narratives for education; Communications. European
Journal of Communication 18 (I): 1 15-27.

e McGuire, W. 1. (1989). Theoretical foundations of campaigns. In R. E. Rice and
C. K. Atkin, eds., Public Communication Campaigns, 2d ed., 43-65. Newbury



https://portal.issn.org/resource/ISSN/3006-5267
https://portal.issn.org/resource/ISSN/3006-5259

Corpus Journal of Social Science ¢ Management Review D
EAQSSN), PASSN) 3006-5267 , 3006-5259 CORPUS

[~\JOURNAL OF SOCIAL
“SCIENCES & MANAGEMENT
REVIEW

Citationh: il

]

Park, CA: Sage. McQuail, D. (1984). Mass Communication Theory: An
Introduction. Beverly Hills: Sage.

e Mody, B. (1991). Designing Messages for Development Communication: An
Audience Participation-Based Approach. New Delhi: Sage Publications. Mowlana,
H., and M. H. Rad (t992). International flow of Japanese television programs: The
"Oshin™ phenomenon. Keio Communication Review 14:51-68.

e Muchiri, F. (1989). They must return "Tushauriane' to us. Kenya Times, 18 May,
3A Muroki, F. (1989). 'Tushauriane': Now actor speaks out. [Nairobi, Kenya]
Standard, 25 May, 3E. Musa, B. (1997). Uses and abuses of development media
theory in sub-Saharan Africa: Critique of a quasi-descriptive/prescriptive theory.
Equid Novi 18 (I): 132-47.

e Nariman, H. (1993). Soap Operas for Social Change. Westport, CT: Praegar. Ojo,
M. A. (1992). Deeper Life Bible Church of Nigeria. In P. Gifford, ed., New
Dimensions in African Christianity, 135-56.

e Nairobi: Uzima Press'. Piotrow, P. T. (1994). "Entertainment-education”: An idea
whose time has come. Population Today (March): 4-5.

e Ram, A. (1993). Women as sign: A semiotic analysis of gender portrayal in Hum
Rahi. Master's thesis. Ohio University, Athens. Rimon, J. G. 1l (1989). Leveraging
messages and corporations: The Philippine experience. Integration 22 (December)
37-44.

e Rogers, E. M., ed. (1976). Communication and Development: Critical
Perspectives, Beverly Hills, CA: Sage. Rogers, E. M., S. Aikat, C. Soonbum, P.
Poppe and P. Sopory (1989). Proceedings from the conference on entertainment-
education for social change, April I, at Annenberg School of Communications,
University of Southern California, Los Angeles. Rogers, E. M., and L. Antola
(1985). Telenovelas in Latin America: A success story. Journal of Communication
35 (4): 24-35.

e Rogers, E. M., and J. W. Dearing (1988). Agenda-setting research: Where has it
been, where is it going? In J. A Anderson, cd., Communication Yearbook. vol. 1 J,
555-94.

e Newbury Park, CA: Sage. Rogers, E. M., and D. Storey (1987). Communication
campaigns, In C. Berger and S. Chaffee, eds .. Handbook of Communication
Science, 817-46.

e Newbury Park, CA: Sage. Rogers, E. M., P. Vaughan and C. L. Shefner-Rogers
(1995). Evaluating the effects of an entertainment-education radio soap opera in
Tanzania: A field experiment with multi-method measurement. Paper presented to
the International Communication Association, Albuquerque, NM. Sabido, M.
(1989). Soap operas in Mexico. Paper presented to the Entertainment for Social
Change Conference, at Annenberg School of Communications, University of
Southern California, Los Angeles. Singhal, A (1990). Entertainment-education
communication strategies for development. Ph.D. diss., University of Southern
California, Los Angeles. Singhal, A., R. Obregon, and E. M. Rogers (1994).
Reconstructing the story of "Simplemente Maria,” the most popular telenovela in
Latin America of all time. Gazette 54 (1): 1-16.



https://portal.issn.org/resource/ISSN/3006-5267
https://portal.issn.org/resource/ISSN/3006-5259

Corpus Journal of SocCial Science ¥ Mahagement Review

EASSN), PASSN) 3006-5267 , 30065259 | conpus
[-\JOURNAL OF SOCIAL
“SCIENCES & MANAGEMENT
@'E_VIIEW
Citation: l‘u“/

e Singhal, A, and E. M. Rogers (1988). Television soap operas for development in
India. Gazette 41:109-26. Singhal, A., and E. M. Rogers (I 989a). Prosocial
television for development in India. In R. E. Rice and C. K. Atkin, eds., Public
Communication Campaigns, 331-50. Beverly Hills, CA: Sage. Singhal, A, and E.
M. Rogers (1989b). Educating through television. Populi 16 (2): 39-47.

e Singhal, A, and E. M. Rogers (1994). Persuasion and planned social change. In E.
P. Bettinghaus and M. J. Cody, eds., Persuasive Communications, 5th ed., 379-97.
New York: Holt, Winston and Rinehart.

e Singhal, A, and E. M. Rogers (forthcoming). Entertainment-education. Mahwah,
NJ: Lawrence Erlbaum. Singhal, A, E. M. Rogers and W. J. Brown (1993a).
Entertainment telenovelas for development: Lessons learned about creation and
implementation. In A. Fadul, ed., Serial Fiction in TV: The Latin American
Telenovelas, 149-65.

e Sao Paulo: ECA-USP. Singhal, A, E. M. Rogers and W. J. Brown (I 993b).
Harnessing the potential of entertainmenteducation telenovelas. Gazette 51: 1-18

e Singhal, A, and K. Udornpim (1997). Cultural sharability, archetypes, and
television soaps: 'Oshindrome’ in Thailand. Gazette 59: 171-88.

e Stephenson, W. (1967). The Play Theory of Communication. Chicago: University
of Chicago Press. Stone, C. (1986). First national survey on "Naseberry Street"
programme. Mona: University of West Indies. Svenkerud, P., R. Rahoi and A.
Singhal (1995). Incorporating ambiguity and archetypes in entertainment-
education programming: Lessons learned from "Oshin." Gazette 55: 147-68.

e Tichenor, P. J., G. A. Donohue and C. N. Olien (1970). Mass media flow and
differential growth in knowledge. Public Opinion Quarterly 34: 159-70.



https://portal.issn.org/resource/ISSN/3006-5267
https://portal.issn.org/resource/ISSN/3006-5259

