INFOTAINMENT, TELEVISION LANGUAGE AND

COMMERCIAL FACE OF TELEVISION NEWS IN TURKEY: 

A SYNCHRONIC/DIACHRONIC READING 

Hakan Ergül

Department of Multi-cultural Studies

Graduate School of International Cultural Studies,

Tohoku University, Kawauchi Campus, Sendai, Japan

hkergul@hotmail.com
This study is based on dual/mutual (synchronic-diachronic) trunks: (1) the structural understanding of television language and its cultural references related to infotainment content, and (2) a political-economic reading of the qualitative distortion of television news, caused by increasing amount of “infotainment” and “tabloidisation” on Turkish private television channels. I claim that, contrary to expectations, there are many dynamic components that work on this “tabloidisation phenomenon”: including the structural characteristics of television language, as well as ideological references to the political-economic (commercialization) context. This constitutes a profound transformation in news content on Turkish commercial television channels.
To begin, I offer a conceptual/theoretical framework, stressing that the information re-presented on television is shaped by the characteristics of the medium [to some degree? on certain levels??]. In this section, I address/explore/consider the complicated net constructed by “television language, structurally fragmented information on television content, represented social-cultural values and mediated ideology” [QUESTION: why is this quoted? Do so only if you are using another analyst’s words. If they are your own words, I would recommend the following: I address/explore/consider the complicated net constructed by television language, structurally fragmented information, represented social-cultural values, and mediated ideology”].
In a final/concluding section, the main approaches develeoped in the theoretical sections of this study are illustrated, employing historical evidence concerning the private/commercial development of television broadcasting in Turkey. Demonstration of the popularization/tabloidisation of news reports on television -- which is traced/linked/related to economic, political and ideological dynamics in the Turkish context – is carried out by means of quantitative analysis.
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Introduction

The “Why” of re-reading television language and infotainment

In order to deal with the phenomenon “disappearing borders between infotainment and news programs on television” within a relatively holistic and historic framework, I believe, one of the ways would be focusing on relation possibilities having considerable structural effects on the context: such as the relation between, “unique language of television and sentimentalist discourse”. Since it is based on the dual structure in essence, it can be said that one of the basic arguments of this study is to highlight the answer to the following question: “In which historical and cultural context has television experienced infotainment first during its history before the period when infotainment has eventually had a determining role –perhaps, one of the forms of reporting- on news language, and news has become a consumption object adapted according to rational demands of the free market?”

From this point of view, it is believed that tendency towards infotainment could be analysed through an approach referring to more than a series of political economy approach -also to a common cultural heritage shared by the medium and discourse-. However, until recently, entertainment content in media texts has not been satisfactorily emphasised in traditional media sociology and also it has been observed that entertainment concept has been given a secondary value; traditional political analysis having the primary one (Curran and Sparks, 1991: 219-221).  Therefore, quantitative increase in recent focusing directly on entertainment content in media texts proves that the concept is eventually moving closer to the centre of discussions pertaining to daily practices.

It wouldn’t be wrong to state that a similar approach is applicable also for Turkey. Considering this fact, we may mention as well that in Turkey a limited academic interest has been observed concerning entertainment dimension of television and infotainment concept
 in television broadcasting. From this point of view, although it is possible to state that a limited number of studies dealt with the show-based structure of television and its commercialisation process and some others evaluated the concept in terms of political-economy (for some examples see Aziz, 1999; 100-101; Cankaya, 1997; Cankaya, 1998; Ergul, 2000; Mutlu, 1999), it is noteworthy that there are few number of academic studies focusing on the relation between “infotainment, Sentimentalism, tabloidisation and their structural(synchronic) / cultural(diachronic) relations to television language”. In fact, television has a special role in mediation of discourse through its special structure, in addition to all other discussible determining elements. 

However, supposing that television has been a part of show business since its beginning and that there has been a culture-based casual relation between infotainment and television language, we may conclude that it is a significant deficiency to have insufficient number of studies concerning this relation.

After this overall evaluation of the research on the issue, it will be useful to emphasise the relation mentioned above: “the relation between language and infotainment”. The reason for this is to draw a comprehensive theoretical framework before the analyses of the specific question “after which casual relations was the issue observable in Turkey”.  In this respect, it is necessary to evaluate certain characteristics of television language and later, to highlight structural characteristics of the discourse accompanied. Therefore it would also be useful to understand what kind of language structure television, as a cultural form itself, has made use of while reproducing daily life culture. 

Television, Language and Cultural Context

Besides many other distinctive characteristics, it can be said that one of the characteristics, which make television language unique, is the cultural structure, which it make some references to. Although cultural processes are not completely independent of each other, it is possible to say that television, in general sense, was born into a cultural structure where written culture is dominant. However, from chronological point of view, it is not quite possible to claim that cultural patterns which the medium born into is determinative on television language. When considered through a historical distinction at abstraction level, television appears to belong more to visual culture phase that is observed after verbal and written culture and means rediscovery of verbal culture (Ong, 1995).

The relation between visual culture phase and verbal culture is, no necessary to say, based on some arguments claiming that there are certain significant common points between these cultural structures. From this point of view, television -besides being a medium making use of all advantages of visual culture- also has unique characteristics of verbal expression. In order to establish a foundation for this claim, it would be necessary to mention certain qualities claimed to have distinctive characteristics and determinative in the definitions of cultural patterns mentioned above.

Generally, the definition of “cultural processes” includes a list of distinctive characteristics of verbal culture. Through a framework of its known aspects, definition of verbal culture implies a cultural structure in which only the recalled information is the known information (knowledge), therefore repetitions are highlighted in the verbal transfer of what is cultural, and which emotional solidarity is given importance and traditional values, and relations are tried to be “completely” transferred and abstraction capability is not developed. Transition from this structure into another cultural structure where writing is the determinative factor resulted in quite important changes in consciences structure. Writing was the result of reshaping natural powers, the basis of verbal culture, through a certain technology, and succeeded in becoming “the singular invention which changed human conscience most” (Ong, 1995). Consecutive and suggestive structure of written text and construction process of messages considered in a systematic way is a rational realisation in nature, which forces reading work to be naturally rational during decoding process (Postman, 1994). However, presentation of message through television is not so appropriate for a reading which can be rationalised during consumption phase; emphasis on repetitions/recallable ones; the use of only the messages which are striking as a whole and easily transferable/quickly consumable; and the transfer of content through values which are commonly agreed on and shared nationwide despite the differences are among the cultural shares mentioned above.

As opposed to the hypothesis that television language makes considerable references to verbal culture, especially in consumption phase (in terms of verbal language and verbal thinking/meaning actions) some approaches assume that television messages pass through certain conscious/rational arrangements during production phase”, as in a written text, and that things conveyed through television could be pre-structured as in a text (Burton, 1995:38). In other words, the hypothesis that television discourse could be “predetermined” may be considered as a critic about verbal cultural dimension of the medium. 

According to the approaches that television texts, as a cultural form (Williams, 1974), are a combination of flowing images, the texts with different contents are, indeed, parts of a single text available in this holistic and continuous structure. According to Hartley and Fiske, television makes use of intersection points of verbal and written culture, which are in conflict with each other during the production of reality, and coding and decoding attempts made while perceiving television only as a text will, no doubt, be unsuccessful (Fiske and Hartley, 1989).

One of the concepts applied during attempts to concretising of television-verbal culture relation is the type of broadcasting mainly adopted in television. In this respect, characteristics, such as combining sensational and populist approaches and fictional elements with the elements containing entertainment content within a broadcast format which can be classified as “popular broadcasting mentality” are also true for verbal culture. Therefore, it can be said that a broadcasting attempt concerning popular values has used traditional social structure, which is based on folklore and ritual and in which “a verbal” is exalted (Zoonen, 1998).

Having mentioned the general structure of television discourse, it is necessary to emphasise the relation between its unique language and infotainment. It is my reading that television, like all other mass communication mediums, establishes its relation with what is magazine in nature through language and some corruption it made in language play an important role in infotainment of the message. It is a sort of mutual and circular relation. However, intensive interest television has in magazine news or in magazine aspects of issues or conveyance of information in an “infotained” way cannot be limited or reduced only to a “medium-entertainment content” relation. Although it can be said that many mediums in mass communication include entertainment content, the fact that television utilises visual and audible technologies is a distinctive characteristic, which clearly differentiates it from other mass communication mediums. One more contribution, underlining its unique function among others, comes out by Postman’s approach, summarising general functions of the medium in social life.

No one goes to cinema with a purpose to learn about the policies of the new government or the latest development in science. No one buys a cassette to learn the results of baseball matches, weather forecast and the latest developments in science. No one turns on the radio to listen soap operas and a speech made by the president. However, everybody watches television to obtain this information (1994: 104).
Generally, it can be said that television language, which codes messages without considering historical (diachronic) causal relations, plays the main role in reproduction of a mosaic cultural structure, which is partial and lacks a rational, historical unity. Indeed, the relation between medium and infotainment discourse has been mediated through such a language. By articulation of all the messages, which it mediated through its own unique language, to an unlimited/infinite show reality and also because of the direct effect of the conditions and demands of the market, television has become a medium focusing on only entertainment or entertainment side of content. The determinative discourse of this process is, again, infotainment discourse. Furthermore, reproduction of content with entertainment elements is a valid method not only for certain program types but also –more significantly- for news bulletins, in which popular elements are incorporated disguised as images of “reality” (Holland, 1977). This issue will be emphasised in details in the later chapters of this study.

In this context, the fact that news programs have turned into “visual extravaganza” in which celebrities of entertainment and show-business are the foreground is a clear example of the use of common language in various programme types. Besides, at this point, audience is forced to make a choice between show and message, and as Baudrillard stated ironically:       “audience is fond of all contents if only they contain a show characteristic” (Baudrillard, 1991:12).

The unique language of television, which makes considerable references to verbal culture; direct relation of this language to entertainment; conceptual understanding of infotainment and the change observed in the market in terms of entertainment focused content presented through the medium... These are the issues mentioned so far. However, infotainment programs is also related to economy-political structure where broadcasting occurs and social power relations mediated through the medium, as well as it is to the unique language of the tool. 

Before discussing infotainment of news, it would be useful to mention what kind of world suggestion infotainment implies. In this way, it could be possible to think about the question “what kind of desire is reproduced by the reality mediated through infotainment and entertainment content in news bulletins ”.

Magazine Content, Infotainment and “Timeless” Life Suggestions
Here, just before dealing with Sentimentalism and its possible relation to life-style suggestions television content refers, I would like to focus on one another concept, which seems to be helpful to get closer to this relationship and it is not other than “magazine”. 

It is possible to find common points between the possible answers to the questions “what does magazine concept/content refer to?” and “what kind of meanings does it associate with?” However, these common points are experienced not only in terms of current reception of the concept but also terms of its etymological origins. The concept –magazine- used first by Spanish Ommiades, has been borrowed by French language. It was derived from the Arabic word “mahazin”, which is the plural of the word “mahsen” –the place where various goods and products are stored (Belge, 1997). The fact that the concept eventually determined the limits of a discourse traces back to early 19th century (Abadan, 1984).

Among the main dynamics of this period, the determinative role of industrial capitalism, which led to one of the most important changes in human history, had the most important influence. Among the descriptive characteristics of this social structure are that individuals gradually resembling each other and affected by alienation, were encompassed by the reflections of dominant ideology in their work places and on their daily lives, and that owner–slave relations in feudal structure were reproduces in more refined ways. 

In this period, it can be said that within the massive structure of industrial society, individual contributed to the reproduction process of mass culture, a reflection of the above mentioned change, as “a modern tragic hero” who determines his own “fate” contrary to traditional tragedian. Indeed a literary comprehension (Sentimentalism), which later formed a basis, also for magazine content, was observed in this period. In the other words, it is certain that emergence of new meanings given to life by individual and “Sentimental Literature” as parallel to each other are not coincidental. Authors, having the role of producing, in this new tendency, gradually preferred to produce works to be shared/consumed by majority of people. Eventually, this situation was the commonly agreed values of the majority were reflected on the texts.  

A mentality focusing on the underdog people of the period and limiting the narrative structure by sentimental issues become determinative factor on the literature of the period. Eventually, texts aimed to grasp an average admiration. Structuring texts on the basis of “popular values” and the use of allegory started to take place among the basic criteria of creative process. Sentimental Literature, in which content was commercialised (meta-content) and on observable democratisation in terms of written practice was experienced, perceived reader in a single dimensioned structure to the extend which has not been experienced before. Hauser’s approach to this mentality in literature is quite descriptive: “Sentimental Literature is the literature of modern individual who is defeated and has been forced to believe that it is impossible to resist once more. On one hand, it has the mission to make people envy and imitate each other, on the other hand it tries to turn people prevented from being an individual into a homogenous mass”. What should be underlined here is modern individual and his/her power of transformation is still exist, but associated with his/her own volition to obey in a structure. Therefore, in Hauser’s words, it is clear that Sentimental Literature “... is certainly advantageous for reproducing established order” (1984).

A life style suggestion lacking material basis and individuals starting to target gradually their historical positions... The individual having the tendency to forget at least temporarily, the historical/cultural and totally class-based problems -the problems of the, so called, “real world”- between himself/herself and the destructive reality around him/her with the help of temporary and time-independent (virtual) avoidance opportunities of Sentimental Literature will meet an infotainment presented through a discourse. In this way, magazine content, which fragments the plot and highlights what is temporary and emphasises the secondary elements of events/concepts isolated the current event from the previous and next ones and, at the same time, diverts the events conveyed in this way from regular historical flow and reproduce timeless structure of iconographic narrative.  It seems to me it is quite clear that, through such a discourse style, entertaining messages, which are “for everybody” and “consumable at anytime”, are in the foreground.

It is possible to mention some intersections between some characteristics of television language and narrative structure, which infotainment and magazine content is dominant. The unlimited narrative structure of television and its language, which diverts structured reality from historical context while reproducing it and addresses to a mosaic culture, are observed in the basis of infotainment. This discourse is also a timeless discourse and it discontextualises certain elements/concepts/events, which are isolated from a holistic structure, in an iconographic infinity due to its life fragmenting characteristics. While trying to establish a “recallable” presentation structure, television language fragments the structure of life, which is tightly dependent on casual relations and again and again presents us a collage of what is indispensable for unlimited and continues presentation of television is to be recallable and consumable, which is infotainment itself.

From this point of view, entertainment naturally exists in television content. Indeed, as being a part of show business since it’s beginning, television emphasises conveyance of message having entertainment content and also plays an important role in inclusion of entertainment content in almost every sot of message. The hypothesis by Postman, which states, “entertainment is the over-ideology of any discourse on television”, also supports the same situation, I believe. 

It is claimed that television overlooks daily realities, observed in every area and segments of life, due to such characteristics it has. As the reality, which surrounds the life of individual and, in fact, the circle itself, is replaced by another world suggestion, which lacks materialistic fundamentals, these illusions can be conveyed as if they were closer to us than the real world around us. When we combine certain factors such as the claim of television language to replace reality by utilising all opportunities, the tendency of individual to be addicted to entertainment as result of the avoidance of the reality, and the fact that the television is the mass communication medium preferred most, television is proved to be indispensable in the reproduction of dominance relations.
Generally, so far, the relation between infotainment, magazine content and television language has been discussed. In this way, before discussing infotainment of news, this concept was considered from the view of unique language of television and its presentation structure. In sort, it has been aimed to find basis for the claim that the unique language of medium plays an important role in infotainment.
A Political-Economic Reading of Infotainment and Television News in Turkey 
In this part of the study, we will try to focus on the problem of “infotainment and news content” in a specific frame. However, it is necessary, first, to make a distinction between two concepts, which are often confused: “Infotainment” and “magazine news”. Although these two concepts are not totally independent from each other, there are significant distinctions between them, I believe. 

In terms of its content, magazine news or reporting magazine refers to an area, which can be discussed on a different basis. Whereas when we refer to “infotainment in news programs” as a social-cultural discourse, we understand the fact that “secondary/peripheral stories” are emphasised or in the foreground, instead of central story which make media text “news”, through certain methods. (For ex: In a meeting organised by working class, to emphasise images just including pictures of ordinary fighting people which doesn’t represent that meeting as a civil movement rather than the related people in a civil movement; short and quick presentation of news about human rights violations compared to long and detailed magazine news; and to present a contract which includes significant sanctions at international level and is related to short term economic structure of Turkey within a magazine content.) Therefore an infotainment observed in content and presentation order of the news should not be confused with magazine news. However, existence of magazine news in news bulletins can be said to have direct/indirect effect on infotainment of news.

In fact, the corruption observed in news texts through infotainment content can not be reduced to only one factor: While the role of certain factors, resulting from the unique structure of television language, on corruption and reproduction of production of events having a news value and lasts until their presentation, is one of these reasons; the position of the presented news in the market conditions can be perceived as the economy-political dimension of the tendency toward infotainment.

In the next part of the study, this dimension will be emphasised. What has been discussed so far had the purpose to emphasise that television has got a language structure elevating infotainment and the conscience structure, on which the medium is based, such a relation. However in the world and in Turkey, the fact that infotainment in news content has been observable more often, and news bulletins has became visual extravaganza should be considered as an inevitable/natural result of economy-political process.

From this point of view, it is possible to mention an obvious relation between market conditions and dominance of infotainment in television news. In other words, as a result of the broadcast mentality, which degraded news into a consumption object having as exchange value in the market and television into an institution completely adapted to this structure, news has been made with discourse in which an average social admiration are intensely represented: infotainment. However, this process is experienced not only in Turkey but also in Western Countries and in USA intensely.

The problem of infotainment of news in these countries can generally be evaluated as the reflection of economy-political process experienced in the late 1970’s. It can be said that in this period some values starting to be significant in many social-cultural areas directly influenced traditional broadcasting mentality. As it is known, in this period, Keynesian approach, which suggests that state should have an decisive role on economy, was criticised since it placed a heavy burden on state and a new approach, which suggest that the control of state should be minimised and is suggested by Friedman, the pioneer of a revised liberalism mentality, and this paradigm became more popular. During a deregulation period, which is also influential in the transition from a fordist structure to postfordist structure in production, dynamics of the market became more influential in economic structure (Kepenek, 1994).

It is almost certain that this neo-liberal process has had significant reflections on mass communication area. The public broadcasting mentality, which is based on “common values and principles”, started to be questioned, and a different approaches claiming that society has a heterogeneous structure and the totalist broadcasting mentality believed to be valid for everybody should be discarded became dominant. European television channels started to broadcast commercials in this period by taking American broadcasting as an example and audience admiration became main concern in the competitive conditions of the market. This situation initiated commercial broadcasting mentality. What is now determinative is to increase market share and this result achieved through pluralist broadcasting claim is far from public service mentality.

The practice of degrading news into a consumption object having on exchange value was also experienced in the same period. The dominant mentality of this period in America was called “water cooler news reporting” (Duran, 1999), and this tendency started to be explained through the concept “infotainment”.

It is quite obvious that economy-political process contributed a lot to the infotainment in news content to extend that it become an important problem. The period following 1980, considered to be threshold for many changes, evaluated as a period when Reaganism in the USA, Thatcherism in England and “Ozal-ism” in Turkey were decisive mentality. During this process which can be referred as the declaration of the dominance of neo-liberal approach and free market conditions, Turkish audience met commercial broadcasts of the West (SAT1, RAIUNO, NBC, RTL, MTV, etc.) through satellite antennas, and monopoly of the state on the issue was broken as a result of institutional and individual enterprises. Later, when Star 1 began broadcasting from abroad in March 1 1990, some attempts were made to legalise this de facto chaotic process. It was only three years later when the act numbered 3984 (The Act Concerning Establishment and Broadcasting of Radio and Television Channels) was passed by the parliament overnight and became effective as of April 13 1994. However it was difficult to estimate that the dominant broadcasting mentality would favour profit, and public service mentality mentioned in Article 4 of this act would have secondary importance. Due to capital structure of private television channels, it is not difficult to guess that determinative/main broadcasting policy is not based on public but only on profit. In this respect, group controlling the capital have seen television as a completely commercial medium like in other commercial activities. (Aziz, 1999; Cankaya, 1997). However, a surprising result occurred during that time: television management did not terms of the cost of goods/programmes sold and the balance of income. However, when it is evaluated along with social power relations, political manipulation, establishment of public opinion, and its potential to determine the agenda, television was quite indispensable for the people controlling the power. 

At this point, the reasons of infotainment of news in television broadcasting started to become clearer. Considering the data obtained from the studies carried out, we encounter a reality: News programs are the first among the programs preferred most by Turkish audience (However this reality doesn’t prove that Turkish people are curious about the developments occurring around them since cartoons took the second place in the order and comedy programs third.)

Table.1: News bulletins in prime time. In this study conducted by RTUK (Radio and Broadcasting Committee), 12 nationwide television channels are covered in terms of “topics, periods and rates” (31.1.1998-1.2.1998).
Therefore, the fact that the programmes preferred most have news content placed news in the centre of competition in the market which is beyond the values attributed to it. Television channels were, no doubt, aware of this fact and therefore they initiated a competition including elements which are “for everybody” and “easily consumable”. Following this practice, inclusion of dramatisation, allegory, music and overstated sexuality into news content were a broadcasting mentality, which tries to convey this commercialised news text, were mediated through primary processes of our conscience. This concept can also be evaluated as the reflection of our sentimental tendencies on ratings. 

As a result of this process, news bulletins lasted more than one hour, even 70 minutes in certain channels, and it was on purpose that the last parts of news bulletins were similar to the programmes following them in terms of content. It was very difficult to make a distinction between news and the following “entertainment-focused” programmes. Among the effects of this process on news reporting are that political news formed 20-30% of the news bulletin content and magazine news 70%, and that magazine news were presented more than economic and political news on a daily basis (10-15 times more than economic news and 2-3 times more than political news).

These figures in fact implies a lot: News has been unexpectedly and quickly infotained to the extent that it forced the limits of creativity- in Turkey where, privatisation process on television were belated compared to the West. Television was completely commercialised and news content was degraded into a consumption object. In such an environment where market conditions are the only and decisive/determinative, it is questionable that what is presented to the audience is really/technically a news bulletin and homogenous media environment may be a fundamental to relatively plural/democratic media environment.
It is possible, at this point, to make a conclusion: Today the dominant news reporting mentality in television channels is mediated through infotainment which serves following purpose: to build a bridge of social-cultural values to remove the gap between the “real” world and the suggested world. In other words, what is presented on television is the holistic reflection of the change that consumption ideology has made on social structure as a result of twenty-years struggle. Therefore, when we say that infotainment is only limited to news bulletins, we may be overlooking the notion “in fact, life is also being infotained”. However I don’t think there is a reality we can conclude by taking this notion as a basis. 

News bulletins are often watched to give a meaning to the life experienced. In this respect, it can be said that news texts are possible answers to our questions about future. Therefore, among our main expectations is that, news texts, “assumed to be text closest to objective reality” (Inal, 1996) should belong to reality experienced by individuals. Today news texts presented to audience in daily life result in more severe alienation from the world he/she lived in, and reproduce a world illusion lacking objective criterions. In fact, a desire for a more democratic/plural life and to make the potential to change life into practise is possible only by obtaining reality possibilities each has its own consistent explanations on life.

Concluding remarks

At this point, it would be meaningful to underline two questions, which are among the ones possible to ask about the light news/infotainment presented on television without any alternatives. Both questions make some references to arguments discussed in this study: Which discourse/discourses are already in the foreground or deliberately highlighted during the social power struggle carried out through news texts, and what is the place of infotainment in concealing of this struggle? And a second question, which can be asked on the basis of this phase of the discussion but whose answer covers more than what is discussed here, is: The things that were looked down on as ‘absurd’ by infotainment, which isolates any texts that turn into ‘almost a shared technical language’ while structuring of news texts and that are not included in a ‘show’ somehow. Aren’t these really the battlefields of our freedom expectations?
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� There are several dictionary descriptions of infotainment. For instance, Cambridge Dictionary describes the concept as follows: “(in television) the reporting of news and facts in entertaining and amusing rather than providing real information.” 





According to The American Heritage Dictionary of the English Language, infotainment is: “A television program with a mixture of news and entertainment features, such as interviews, commentaries, and reviews. Also called � HYPERLINK "http://www.bartleby.com/61/70/D0317000.html" �docutainment�”. 





Considering the Encarta World English Dictionary, the concept refers to this explanation: “Programs that deal with serious issues or current affairs in an entertaining way. Also called � HYPERLINK "http://dictionary.msn.com/find/entry.asp?refid=561503770" \l "ID10186480" �docutainment�.”





One another description comes from Merriam Webster Colligate Dictionary: “A television program that presents information (as news) in a manner intended to be entertaining”.





Reading abovementioned descriptions, I believe, as a recent neologism, “Infotainment” can be described as “all media contents, (from news to quiz shows) mainly based on mixture of information and entertainment”. In this respect, infotainment includes all magazine features, television programs, web site contents, etc. which are including entertainment and information together and also produced and reported in an entertaining way, as dominant mode of communication. 
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