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idrixlafIamh  

fuu m¾fhaIK m;%sldfjka wOHhkh lrkq ,nkafka rEmjdyskS udOHh iy ckm%sh ixialD;sh 

m%j¾Okh w;r we;s ixlS¾K iïnkaO;dj ms<sn| j hs' rEmjdyskS kd,sld iy jevigyka ckm%sh 

ixialD;shg il%sh j m%j¾Okh lrk iy n,mEï lrk hdka;%Khka .fõIKh lsÍu i|yd udOH 

wOHhkh" iudc úoHdj iy ixialD;sl úYaf,aIKj,ska Wmqgd .ksñka fuu wOHhkh nyqúO 

m%fõYhla Tiafia isÿ lr we;' fuu m¾fhaIKfhys m%Odk wruqK jkafka ckm%sh ixialD;sh 

m%j¾Okh i|yd rEmjdyskS udOHfha n,mEu y÷kd .ekSuhs' rEmjdysksfha ckm%sh ixialD;sh 

m%j¾Okh ms<sn| mq¿,a wOHhkhla isÿ lsÍu i|yd" .=Kd;aul yd m%udKd;aul m¾fhaIK l%u fol 

u taldnoaO lrñka ñY% l%ufõohla Ndú; lr we;' wka;¾.; úYaf,aIKh" iólaIK, m%Yakdj,s 

yd .eUqre iïuqL idlÉPd l%u Tiafia o;a; /ia lrk ,§' rEmjdysksfha ckm%sh ixialD;sh 

m%j¾Okh ms<sn| wOHhkfhka lemS fmfkk m%;sM,hka lsysmhla f,i" ckm%sh ixialD;sh 

yev.eiaùfï § iy fnod yeÍfï § rEmjdysksh m%Odk ld¾hNdrhla bgq lrk nj ksÍlaIKh úh' 

úúO rEmjdyskS jevigykaj, wka;¾.; úYaf,aIKhkaf.ka ú,dis;d m%jK;d" m%nkaO jdlH 

LKav iy ixialD;sl fhduq lsÍï jeks ckm%sh ixialD;sl wx. ks;r wdLHdkhg wkql,kh ù 

tajd fma%laIlhska w;r M,odhS f,i idudkHlrKh lr ckm%sh lrk njg meyeÈ,s úh' fma%laIl 

ms<s.ekSfuka fy<s jQfha krUkakka fndfyda úg rEmjdysksh Tjqkaf.a u ixialD;sfha iy iudcfha 

ms<sìUqjla f,i olsk njhs' Tjqka wka;¾.;h iuÕ l%shdldÍ j iïnkaO jk w;r" Tjqkaf.a u 

w;aoelSï iuÕ wkqkdo jk pß; iy l:dx. iuÕ Ñ;a;fõ.Sh iïnkaO;d f.dvkÕd .kS' fuhska 

weÕfjkafka rEmjdysksh levm;la iy ixialD;sfha yev.ekaùula f,i l%shd lrk nj;a" 

mqoa.,hka ;uka iy Tjqkaf.a m%cdjka olsk wdldrh flfrys n,mEï lrk nj;a h' ;j o" 

wOHhkfhka fmkS .sfha rEmjdysksfha n,mEu yqfola úfkdaodiajdofhka Tíng úysfok njhs' 

rEmjdysksfhkaa ckm%sh ixialD;sl m%j¾Okh yd mdßfNda.sl yeisÍï flfrys ie,lsh hq;= n,mEula 

we;s lrhs' th “ksIamdok ia:dk.; lsÍfï˜ fj<| m%pdrK Wmdh ud¾.j, j¾Okfhka meyeÈ,s 

fõ' krUkafkda fndfyda úg Tjqkaf.a m%sh;u rEmjdyskS pß;j, Ôjk rgdjka iy ukdmhka 

wkqlrKh lr;ss' th mdßfNda.sljdoh iy ikakdu mlaImd;s;ajh jeä lsÍug fya;= fõ' wjidk 

jYfhka" fuu m¾fhaIKh ckm%sh ixialD;sh m%j¾Okh lsÍu iy yev.eiaùu i|yd rEmjdysksh 

úiska bgqflfrk jeo.;a ld¾hNdrh biau;= lrhs' 

m%uqL mo: ckm%sh ixialD;sh" ckudOHh" udOHh" rEmjdysksh" ixialD;sh 
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Abstract 

This research investigates the intricate relationship between television media and the dissemination 

of popular culture. Adopting a multidisciplinary approach, this study draws upon insights from the 

fields of media studies, sociology, and cultural analysis to dissect the intricate mechanisms through 

which television channels and programs actively promote and wield influence over popular 

culture. The main objective of this research is to discern the profound impact of television media 

on the promotion of popular culture. To facilitate a comprehensive inquiry into the promotion of 

popular culture on television, a mixed methods research approach was employed, encompassing 

both qualitative and quantitative research methodologies. Data collection involved rigorous 

content analysis, surveys, questionnaires, and in-depth interviews. Key findings emerging from 

the investigation of the promotion of popular culture on television underscore television's pivotal 

role in shaping and disseminating popular culture. Analysis of various television programs reveals 

the recurrent integration of popular culture elements, including fashion trends, catchphrases, and 

cultural references, seamlessly interwoven into narrative contexts, effectively engendering their 

widespread popularisation among diverse audiences. Audience responses illuminate that viewers 

frequently perceive television as a reflective prism of their own culture and society. They actively 

engage with the content, forging emotional connections with characters and episodes that resonate 

with their own experiences. This implies that television functions both as a mirror and a shaper of 

culture, significantly impacting the manner in which individuals perceive themselves and their 

communities. Moreover, the research reveals that television's influence transcends the realm of 

mere entertainment. The promotion of popular culture on television undeniably leaves an indelible 

imprint on consumer behaviour, exemplified by the proliferation of "product placement" 

advertising strategies. Viewers often emulate the lifestyles and preferences of their cherished TV 

characters, resulting in heightened consumerism and unwavering brand loyalty. In conclusion, this 

research underscores the pivotal role that television plays in the promotion and moulding of 

popular culture. It highlights the intricate interdependence between television and society, 

emphasising the medium's capacity to shape cultural norms, values, and consumer choices. These 

findings underscore the imperative need for ongoing research and critical reflection on the 

implications arising from television's promotional endeavours concerning popular culture in our 

contemporary milieu.  
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