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SOmithe

Prof. Sanjay Dwivedi
Director General
Indian Institute of Mass
Communication

On this independence day, Prime Minister Shri Narendra Modi set
a "Panch Pran Target" to make India a developed country by the
time it celebrates its 100th Independence Day in 25 years. The five
resolutions laid down by the Prime Minister will help India become
a developed nation in the next 25 years. The panch pran are
i) Goa of a developed India; ii) Remove dl traces of colonia
mindset; iii) take pridein Indian heritage; iv) unity and integrity; and
V) sense of duty among the citizens. In this issue, there are papers
that indicate the country's progress towards devel opment.

Media plays a crucid role in the development of any country. The
aim of media literacy is to promote an awareness of media influence
and an active attitude towards both consumption and creation of
media. Technology is continually developing, which increases the
amount of information available. Since the 1990s, media literacy
has evolved from the concept of choosing what information you
need from a pile of information, and testing it on the reliability
criterion as well. There has been a rise in fake news and its effect
has been amplified by digital technology and social media. This
further increases the need for media literacy. People should have
the ability to analyse or dismiss fake information. It has become
difficult to determine which information is accurate and which is
not, the conversation about media literacy has yet to begin at the
higher education level and even in the education system.

In this context, the first article in this issue discusses the New
Education Policy and Media Literacy. The new education policy
of India aims to make the education system more accessible and
modern for students. The purpose of this education policy istotrain
us to think logically instead of just memorising information. By
implementing such reformsin Indian schools and higher education
systems, the New Education Policy aims to make India a world
power in knowledge.

Another paper examines the inclusion of trauma literacy in Indian
journalism academia and practice. This study investigates the
journalism curriculaand practice in the Indian context for inclusion
of traumaliteracy. It anatomises curricula of 24 journalism schools
— public and private — in India, to inspect the element of trauma
literacy. The study finds that trauma literacy, as a concept or
construct with a uniform meaning, was absent across curricula.
Hence, the study proposes a charter for journalism education to
include trauma literacy in its curricula; and a framework that may



be used by newsrooms to mitigate trauma that the news workers negotiate
with.

We live in aworld where mobile phones have become an essentia part of
our daily lives. The usage of mobile phones has increased rapidly in this
digital age, and it has completely shrunk the world. It has been observed
that youth are using mobile phones more frequently than ever before,
which is seriously affecting their health. A paper in this issue discusses how
smartphones affect the overall psychological health of youth in all aspects
and also aimsto understand the consegquences of phone-life balance on the
health of young people. In the paper, it is argued that technology-based
unhealthy practices for youth should be banned, as they affect their mental
health aswell astheir emotional, behavioural, socia, and physical health.

Another paper has explored the factors that influence the use of the
internet taking into consideration the Indian context by examining existing
research on internet usage and offering a conceptual model and generating
relationships between the underlying factors influencing internet usage.
With specid reference to India, particularly for middie-aged groups, this
study proposes a systematic review of factors influencing internet usage
based on Technology Acceptance Model (TAM) and aims to present a
conceptual model for assessing the pattern of internet usage and factors
influencing it.

Among the papers published in this issue is one that examines what
motivates artisans and small businessesto sall their products on Instagram.
Another paper aimsto devel op aframework by reviewing existing literature
on health communication campaigns and also attempts to identify the
components that health campaign planners should take into account while
planning, designing and implementing a health campaign.

More papers on important topics such as development of new modelsin
Public Relations, exploring strategic options for the Agnipath scheme,
influence of independent fact checking outlets also got space.

I hope readers will find the topics covered in this issue interesting. For
their continued support, | would like to thank the editorial team, the entire
editorial board, and the reviewers. | also urge readers to send in their
inval uable suggestions.

Prof. Sanjay Dwivedi
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New Education Policy and M edia Literacy

SANJAY DWIVEDI*

ABSTRACT

Albert Einstein had said, "Education is what remains after one has forgotten what one has learned in
school." Education is the most powerful weapon that you can use to change the world. When a big
change has to be made in the country, then first of all the education policy is changed. About two years
earlier, on July 29, 2020, the Union Cabinet approved the New Education Policy. Education policy is
the most important step in preparing the future of any country. Any education policy should not only
include the congtitutional values of the country, but it should also prepare a conscious and modern
generation together with removing socia evils as well. However, to make any country's education
policy successful, the biggest carrier is the media of that country. For the development of the country
in which education occupies a very important place, its real situation can be gauged only through the
media. For some time now, when the whole world is passing through the COVID epidemic, the word
'infodemic' has become very popular. Many of its consequences and side effects have also been seen.
This word means too much information or, in colloquial terms, the explosion of information. When
it becomes difficult to choose which information to believe in and which not to, the situation leads to
discourses on media and information literacy. As far as the national education policy is concerned, in
that too, provision has been made for logic and creativity along with 'problem solving', which reflects
media literacy and new education policy as complementary to each other.

Keywords: Amrit kaal, Azadi Ka Anrit Mahotsav, Digital media, Information literacy, Medialiteracy,

New Education Policy

Introduction

Education is a subject, in which it is difficult
to bring about a change overnight. But, if the
implementing authorities have the will, then change
is not too difficult either. With the New Education
Policy in the country, the foundation stone has been
laid for many changes. This wind of change will
shape the thinking, which has been envisioned in
this policy in the coming days. In the last two years,
teachers and policymakers have worked hard to
bring the National Education Policy on the ground.
In the time of COVID as well, suggestions have
been taken from millions of citizens, teachers, states,
autonomous organizations, forming a task force to
implement the New Education Policy in a phased
manner. On 15th August, we entered the 75th year of
independence. Implementation of the new National
Education Policy in away is a major component of
the Azadi Ka Anrit Mahotsav. How far we will goin
the future and how high we will reach, will depend
onwhat kind of education and direction we aregiving
to our youth at present. The new National Education
Policy of Indiais the most important element in the

great endeavour of nation building.

There was a big challenge before our education
system during the COVID period. During this time,
the way of studying and life as a whole changed for
the students. But, the students quickly adapted to the
change. Online education has now become a natural
trend. The Ministry of Education has also made
several efforts in this regard. The Ministry launched
the DIKSHA platform and started several courses on
SWAYAM portal, and the students from all over the
country became a part of it. DIKSHA is a national
initiative of the National Council of Educational
Research and Training under 'Digital Infrastructure
for schools with an aim of 'Knowledge Sharing'.
'DIKSHA" is devel oped based on the core principles
of open architecture. Launched on September 5, 2017,
since then 35 states’UTs have adopted it and aong
with CBSE and NCERT, it has aso been adopted by
crores of learners and teachers. Its success can be
gauged from the fact that till date its usage matrix
after being implemented in al the states has reached
t0 4,94,61,48,417 (Four Billion Nine Hundred Forty
Six Million One Hundred Forty Eight Thousand Four

Director General, Indian Institute of Mass Communication, New Delhi. (Email: 123dwivedi @gmail.com)



2 DWIVEDI

Hundred Seventeen), in which students have been
engaged in learning activities using 'Diksha multiple
times (diksha.gov.in, June 2022).

The youth of the 21st century want to make their
own arrangements, their own world according to
their own accord. Today, the youths coming out of
small villages and towns are doing wonders. Youths
coming from ordinary families and remote areas
are raising the country's flag in the Olympics today,
giving Indiaanew identity. Similarly, croresof youths
are doing extraordinary work in different fields today
and laying the foundation for extraordinary goals.
Some are giving birth to new genres in the field of
art and culture with the confluence of antiquity and
modernity. Some are giving new height to human
abilities in the field of artificial intelligence. In every
field, the youths of India are moving forward to make
their mark. The youths of India are revolutionizing
the start-up ecosystem, cultivating India's leadership
in the industry and giving new momentum to
Digital India. When this young generation gets the
environment according to their dreams, their power
will increase manifold. That iswhy the new National
Education Policy assures the youths that the country
is with them in their courage and endeavour. Under
the National Education Policy, it has also been kept
in mind that the digital changes in education should
happen simultaneously in the whole country, and
villages and cities should all be equally connected
to digital learning. 'National Digita Education
Architecture’ and 'National Education Technology
Forum' are playing an important role in this direction
to provide digital and technological framework
across the country. Under NEP, a new initiative
will be implemented across the country which
will be caled 'School Quality Assessment and
Assurance Framework'. This will tackle absence of
a common scientific framework in the dimensions
like curriculum, pedagogy, assessment, basic
infrastructure, inclusive practices and governance
(Saxena, 2021).

The new programmes started under the NEP have
the potential to change the fate of India. To realize
the possibilities being created at present, our youth
must be one step ahead of the world. Be it hedlth,
defence, infrastructure or technology, Indiawill have
to be capable and self-sufficient in every direction.
The way of 'Self-reliant Indid goes through 'skill
development’ and technology, which has been
given specia attention in the NEP. In the last one
year, hundreds of new courses associated with 'skill
development' have been approved in more than 1,200
higher education institutions. Today, we are living in
such atime where there is a lot of information and
words like 'post truth' have entered the everyday
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conversation. When something is beyond the truth,
when there is no difference between lies and truth,
when the idea of right and wrong is not based on
fact or knowledge but on the basis of emotion, it
is called 'post truth'. In such times, awareness and
understanding has to be created among people
regarding ‘information’. Making things up and
promoting them for one’s own self interest is not a
new thing but the way false information on political,
economic and socia issues are being spread in the
digital world isamatter of concern. In this sequence,
with the introduction of discussions like critical
thinking ability development, 'peer tutoring' concept,
digital library, problem-solving attitude, creative
thinking and rationality in the NEP, it seems that this
policy has given media and information literacy a
special place (National Education Policy, 2020).

Media literacy: The need of the hour

Media literacy education is a process used to
advance media literacy competencies. It ams to
promote awareness of media influence and active
attitude towards both consumption and creation
(Hobbs, 2011). The media literacy discourse has
not come into being in the COVID period itself.
With the development of technology, the amount
of information is also increasing continuously. It
is said that necessity is the mother of invention. To
choose the information of your use from the pile of
information and the necessity to test them aso on
the criterion of reliability gave rise to the concept of
medialiteracy in the 1990s. Fake news has become a
big business today and digital media has also affected
it. So, the need for media literacy increases further.
The spread of mass flow of information due to social
media is no longer limited to the elite or the media.
Due to this network, stopping the flow of information
has become impossible. In such an environment,
people should have such 'tools by which they can
analyse and even dismiss that information. For this,
awareness has to be increased from a very young age
because the information starts from early childhood
itself. For this, we have to make changes in school
curriculum, teaching methods and education system.
We have to find ways so that the difference between
facts and fiction can be made. With the increase in
the number of smartphones and tablets, access to
information has become much easier for younger
generation. A research in the year 2016 by the
Stanford History Education Group revealed that
80% of the students who use different social media
platforms cannot differentiate between advertisement
and news. This means that students are unable to
distinguish between truth and falsehood in the mass
of information they are confronted with. However,
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some countries had already understood this problem
and they have been trying to deal with it over the
years (Donald, 2016).

Finland is said to be the country with the best
government schools and colleges in the world. From
theyear 2014, acampaign against fal se news has been
launched in Finland aimed at enhancing the ability of
anaysis and understanding of students. According
to the International Civic and Citizenship Education
Study of the year 2016, 82% of teachers in Finland
consider encouraging students to develop analytical
and independent thinking as an essentia task.
Finland, in collaboration with institutions or experts
promoting fact-checking which means telling the
difference between true and false news, is upskilling
students to combat fake news. For this, current issues
are discussed with the students promoting a culture
of asking questions and discussion. This kind of
effort is also necessary for teachers in India's higher
education ingtitutions (ICCS, 2016).

Today, in India also, it is becoming difficult
to find out which information is true and which is
false. The conversation is yet to begin to increase
media literacy at the level of higher education, and
even a the school level. The role of information
and communications technology (ICT) is increasing
in the field of education but we should not consider
working technical ability as literacy. Information
is not limited by boundaries so we will have to see
as to what is their context and whether it fulfils the
condition of being ethical. Indias school and college
education system to a large extent is limited to the
completion of the syllabus. It is not ready for the big
responsibility of teaching students to differentiate
between fake and real news. The first thing is that it
has not even been accepted at the administrative level
that how big isthe problem of false news. Most of the
teachers are not well-versed with digital technology.
This is the biggest obstacle in this campaign. There
isasocia practice of blindly believing in the words
printed in the newspapers or said on TV or the
forwarded messages on WhatsApp, which needs to
be changed by bringing reform at every level. The
Education Department can bring about this change
by making media literacy as part of the curriculum.
Then, dedicated committees involving experts
should be formed to prepare atraining module for the
teachers. In these committees, those working in this
field and fact-checking institutions will have to be
involved, who have developed a detection system to
verify the truth of the information. These committees
can be formed on the basis of state or territory so that
they can prepare effective training modules keeping
their students in mind. The training module should
be comprehensive and reviewed on an annual basis,
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so as to reflect the changes according to the needs.
In the New Education Policy, there is a mention of
provisions to promote analytical and independent
thinking in students.

Every century is known for something or the
other. The 21st century is being considered as the
century of the era of 'Internet and Social Media.
Looking at changing dimensions of media, it seems
that it is the time for change. New methods of
communication and new mediums have cometo the
fore and have completely become a part of our lives.
Social media, as a medium that connects people,
have been adopted as an inseparable part of our life.
Today, social mediais deciding many aspects of our
lives. Theincreasein the social mediatrendsaround
the world can be gauged from the fact that now the
number of people who use social media exceeds the
number of people who do not use it. According to
Statista (2021) report, social media usage is one of
the most popular online activities. More than 3.6
billion people worldwide were using social media
in 2020; this number is projected to grow to about
4.41 billion in 2025. The statistics are enough to tell
what is the relevance of social mediain the present
times. Today, people using social media do not
know its purpose.

In the year 2019, a survey report by Microsoft
said that Internet users in India are more likely to
encounter fake news. In this report prepared after
conducting survey in 22 countries of theworld, it was
said that 64% of Indians were facing fake news. This
is a matter of concern because the global average is
57%. The most important point of the report was that
the role of family or friends was also identified as
important in the dissemination of fake news (PTI,
2019). India is emerging as the largest market for
internet and smartphones. According to Cisco report
(2020), there will be 697.4 million wired/Wi-Fi
connected devices in India by 2023 showing an
increase from the current figure of 359.8 million.
Apart from this, by the year 2022, internet data
consumption is expected to grow five times higher in
Indiathanitistoday (Cisco, 2020). All these statistics
show that digital media has reached every household
in our country. And, this is the time when we are
also following the New Education Policy. Digital
education during the COVID pandemic appears to
be a major source. When it comes to New Education
Policy, digital education is also being talked about.
Since digital media aso carry misinformation,
it becomes necessary to promote discussions on
subjects like media literacy.

New Education Policy and media literacy
Regarding education, Mahatma Gandhi said, “ For
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national education to be truly national, reflection on
national circumstances is necessary.” To fulfil this
visionary idea of Gandhiji, the idea of education
in local languages has been kept in the National
Education Policy. Now, in higher education, local
language will also be an option for 'medium of
instruction'. 14 engineering colleges in 8 states
are going to begin engineering studies in 5 Indian
languages—Hindi, Tamil, Telugu, Marathi and
Bengali. A tool has also been created for trangation
of engineering courses in 11 Indian languages. This
will benefit citizens to be efficient in communication
and will be able to negotiate the information reaching
them. In this way, different dimensions of media
literacy can be included. Its biggest benefit will reach
the poor sectionsof the country, middle-class students
living in villages and towns, Dalit—backwards, and
tribals. Children coming from these families face
the 'language divide' the most. Studying in mother
tongue will boost the confidence of poor children and
it will be atrue justiceto their ability and talent.

The National Education Policy offers a new
kind of flexibility. While this flexibility is present at
the policy level, it also provides choice of options
available to the students. Now, only the boards and
universities will not decide for students as to how
much to study, and for how long. Students will also
participate in this decision. The system of multiple
entry and exit which has been started, has freed
the students from the compulsion of being stuck
in a single class and a single course. Through the
'‘Academic Bank of Credits system based on modern
technology, revolutionary change is about to come
in this direction. Now, students, according to their
interest and convenience, can select a stream and also
skip it.

In this context, to deal with the menace of fake
news, the Government of Keralahaslaunched adigital
media literacy programme called 'Satyamev Jayate'.
There are five main points of this programme—What
is misinformation? Why is it spreading so fast? What
are the precautions to be taken while using social
media content? How spreading fake news makes
profit? And what steps can be taken by citizens to
avoid it? (Philip, 2021)

For some years, NCERT introduced a section on
media in the syllabus of class 11th and 12th. After
this, it was planned to teach media studies as a subject
in schools. But, in all these efforts, little to no effort
has been made to understand the difference between
journalism and media training or media literacy
and media education. |s the aim of media literacy
to give information to the children about bringing
out newspapers or producing radio and television
programmes? Those who have given serious
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consideration to mediastudiesand medialiteracy will
agree that both do not aim to create media persons.
The aim isto educate the media consumers who want
to transmit or receive messages and information,
about the way media works. It is as important for
children to learn to use different communication
media as it is to develop a critical understanding of
the messages broadcasted from the media before
receiving them. 'Media literacy' is a new concept
to us, but in many parts of the world, especially in
developed countries, experiments are being done for
several years. After critical consideration of media
studies and media literacy, the purpose of both of
these is not to create media persons; rather itsaim is
to convey information about the working of mediato
those who are media consumers for taking advantage
of the messages and information.

Media literacy is more important today than ever
before because due to competition in the market,
the nature of media has changed a lot. Besides, as
new media has become so mixed in the society in
India that if the society is not made aware of its
methods, it can prove to be harmful. Information
literacy is the ability of a person through which
he/she knows what information he/she needs and
where to get that information. Apart from this, an
information literate person has the ability to evaluate
and use that information effectively. From regulation
to implementation of National Education Policy,
teachers have been actively a part of this campaign.
This golden opportunity has come in the lives of
teachers to build and draw the outline of the future
of the country with their own hands. In the coming
times, as the different elements of the new 'National
Education Policy' will turn into reality, our country
will withessanew era. The 21st century isthe century
of knowledge. This is the century of learning and
research. In this context, the new education policy
of India aims to make its education system more
accessible and modern for the students. Through this
education policy, we will move towards that process
which is helpful in life and trains to think logically
instead of just rote learning. The policy aimsto make
such reforms in the schools and higher education
system of India so that the country should be called
the 'super power' of knowledge in the world. Our
National Education Policy will link social wealth,
indigenous knowledge and folk sentimentality with
modernity and pave the way for the making of a
‘compl ete citizen'.

Conclusion

Medialiteracy isneeded not only for students, but
for the whole society. If the administrative officers and
employeeswho play animportant roleintheformation
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of society are medialiterate, then they will be ableto
better understand the problem of fake news and its
side-effects and will be able to take appropriate steps
against it. We have to understand that not every news
visible on asocia media platformis guaranteed to be
correct. It isalso the responsibility of the government
to prepare a better standard and, at the same time,
prepare a syllabus to make every class medialiterate
and implement it in schools. From school education
to early childhood care and education, these elements
are important for every child throughout their life.
Thisis an extremely interesting and inspiring aspect
that the New Education Policy has focused on the
importance of developing scientific skills at an
early age. Vedic mathematics, philosophy and the
exercise of giving importance to subjects related to
the ancient Indian knowledge tradition has also been
done in the new education policy. The new education
policy is based on connecting students to the roots
of Indianness by making them 'global citizens on
the basis of tradition, culture, and knowledge. This
policy lays emphasis on practical knowledge along
with theoretical knowledge, which can lighten the
burden of the school bags from the shoulders of the
children. An international commission was set up
under the chairmanship of the renowned educationist
of the world Jacques Delors. The report of the Delors
Commission was published by UNESCO in the year
1996. In this report, the four pillars of education of
the 21st century were mentioned. These pillars are:
learning for knowledge, learning by doing, learning
to be, and learning to live together. Indias New
Education Policy emphasizes on all these things.
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Inclusion of Trauma Literacy in Indian Jour nalism Academia and
Practice: A Corollary Drawn from Empirical Research

NEHA JNDAL' & SNEHA MEHENDALE?

ABSTRACT

A significant part of daily reportage deals with covering traumatic events of various kinds. Trauma is
often associated with reporting during traumatic events, like conflicts or wars, and lately, during the
COVID-19 pandemic. However, trauma literacy is a concept that doesn’t find much space in journalism
education and practice. This study investigates the journalism curricula and practice in the Indian
context for inclusion of trauma literacy. It anatomises curricula of 24 journalism schools — public and
private—in India, to inspect the element of traumaliteracy. To append this, the study brings perspectives
of practicing journalists, via in-depth interviews, on handling trauma. Based on these insights, the
study finds that trauma literacy, as a concept or construct with a uniform meaning, was absent across
curricula. It also finds from interviewing journalists that they find their own mechanisms to negotiate
with the traumaas a part of their practice. Hence, the study proposes a charter for journalism education
to include traumalliteracy in its curricula; and aframework that may be used by newsroomsto mitigate
trauma that the news workers negotiate with. These reflections will help propose a framework for
journalism education and find an acknowledgement of handling trauma effectively in the journalism

practice.

K eywor ds: Journalism education, Journalism practice, Mental health, Reporting, Trauma literacy

Introduction

Trauma, in journalism practice, features routinely
in everyday coverage, with a significant amount of
reportage dealing with traumatic events of various
kinds. Asjournalists get exposed to various traumatic
incidents, crime scenes, sites of natural and man-
made disasters, they need to interact with people
who have been through traumatic events, and thus
experience second-hand trauma and resultant stress.

Trauma can be a polysemic concept, and hence
the researchers wish to delimit and contextualise it
for this paper. In reference to the Dart Center for
Journalism and Trauma's guide to Journalism and
Trauma (2009), it is understood that a traumatic
event would mean any event connected to a person,
which is unexpected and involves some form of
actual or perceived injury or loss, causing distress
beyond the usual measure. Being aware about this
definition of trauma does not imply trauma literacy.
Seely (2020) goes on to discuss the concept of
trauma literacy in detail, stating, that it means the
awareness on the journalists’ part that they will be
exposed to psychological trauma in the course of

their professional practiceand it will potentially leave
an impact. Additionally, it also includes a concrete
plan of action for taking care of one’s mental health
while continuing to be an ethical and respectful news
gatherer (p. 119).

This apathy towards acknowledging trauma may
find its roots in the lack of awareness towards mental
health in the society, as revealed in the interviews
with the journalists. As a society, one is hardly
ever taught to actively check on or preserve one's
mental health. This is not specific to the domain of
journalism though. Recognising and acknowledging
one's own mental health remains a far-fetched idea,
given the taboo this domain finds around.

Review of literature

A nationwide survey donein Indiain 2018 brings
forth that 72% of the sample displaysajudgmental or
fearful attitude towards mental health (Kantar Public
India, 2018). Mohandas et al. (2019) argued that
regular media coverage of mental health assumed
a neutral tone, if not outright negative. Even the
other front line workers, like the medical workers or
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the police, hardly ever recognize the psychological
effects that the work has on the employees and make
provisionsto handleit. Thisis a socio-cultural issue,
and while it may take ages for the society as awhole
to change and acknowledge thisissue, the journalism
academia and industry must definitely work towards
it, feel the journalists.

Certain efforts are being made recently to increase
the awareness of traumaliteracy amongst journalists.
Google News Initiative Training Network organised
various training sessions on trauma literacy in the
recent past (Dart Center, 2021). Researchers from
the Dart Center for Journalism and Trauma, as part
of the Columbia Journalism School project, have
created Journalist Trauma Exposure Scale (JTES),
a 23-item self-report questionnaire, enquiring about
specific trauma-related events journalists might have
been exposed to while on an assignment (Pyevich, et
al., 2003). Some non-profit journalism efforts, like
the Poynter, offer self-directed courses on trauma and
journalism (Poynter, 2021). However, these remain
stand-off events, research tools, or MOOCSs, and the
existence of trauma literacy modules is not reflected
in systematic, standardised curricula of journalism
schools (J-schools).

Coming to the situation in India, the Department
of Higher Education, Ministry of Education (earlier
Ministry of Human Resource Development), of the
Government of India has guidelines for institutes
of higher education in the country. These pertain to
educational resource planning, higher and technical
education (technology-enabled learning), enhancing
gross enrolment ratio (GER), development
of vocationa and skill-centric education, and
international  collaborations  (Results-Framework
Document, 2014-2015), but no specific guidelines
for media education.

When it comes to trauma in the field, war reporters
are most likely understood to be exposed to trauma,
and the need of looking at the psychopathol ogy of war
reporters has been addressed in the past (Feinstein,
et al., 2002; Leavot et al., 2013). However, delving
deeper into forms of crisis reporting, one understands
that it goes beyond reporting catastrophes; it goes
to reporting everyday individual sufferings. This
acknowledgement seems to be grossly missing in
the journalistic practice (Greenberg et al., 2009;
Ananthan, 2019) as well as most journalism
curricula. The journalist is not conditioned to the fact
that trauma from everyday reporting is a part of their
profile (Seely, 2020, p. 118).

As trauma encountered by a journalist transcends
the beat of war reporting, Backholm and Bjorkqvist
(2012) studied the relationship between potentially
traumatic assignments (PTASs) and post-traumatic

TRAUMA LITERACY IN INDIAN JOURNALISM 7

stress disorder (PTSD) for journalists. They found
that the PTAs were predictors of PTSD injournalists
participating in the study. This warrants a closer
look at and a more critical deliberation of how
journalists deal with this second-hand trauma and
stress. The pandemic has emphasised the need for
trauma literacy, as journalists, irrespective of their
usual allocated beats, training and experience, had to
continuously cover the COVID-19 issue and cases,
and deal with subsequent trauma.

Dworznik and Grubb (2007) make a case for
introducing journalism students to the potential
exposure to traumain the course of their professional
practice, so that they are not completely caught off
guard. Seely (2020) discusses the published results
of aUS-based survey (as cited in Melki et al., 2013)
where 50% of the surveyed journalists said that
trauma education received little importance in the
curriculum (p. 120). Dworznik and Garvey (2019)
found that only one program offered a course about
trauma reporting, regardless of the schools partaking
in the survey reported this to be an important topic.

Seely (2020) talks about the gap in higher
education journalism curricula worldwide, with
regard to training students on how to cover trauma
and how to deal with it when on field. She agrees that
an entire course dedicated on trauma literacy may be
"unrealistic for many journalism programs, but even
the mention of traumain journalism course syllabi is
uncommon.” (p. 118).

Resear ch objectives and questions

Journalism is a cultural resource and has to be
culturally contextualised. Therefore, one finds various
differences in how the journalism practice pans out
in different cultures. The journalism curricula usually
feature elements which are specific to the local/
regional practice of journalism, along with some
universally accepted definitions, norms and ideals;
for example, Objectivity (Cottle, 2007). Hence,
it becomes imperative to see if Indian journalism
curricula and practice feature any trauma literacy
elements. Building on the above mentioned studies
on traumaliteracy in US-based journalism curricula,
this study evaluated this in the Indian context and
proposed the following objectives.

The present research addresses the need to
study the missing deliberation on trauma literacy in
J-schools' curricula, by identifying the element of
trauma literacy therein, and append the findings by
interviewing journalism practitioners on trauma
literacy.

» To examine the curricula of Jschools in India to
identify the elements of trauma literacy.
» Tohighlight the need for including traumaliteracy
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modules in curricula based on interview findings
from practicing journalists.

Research methodology

The study uses two types of qualitative methods.

Secondary data was collected from curriculum
of twenty-four (24) Indian journalism schools in
order to examine the trauma literacy element. The
University Grants Commission (UGC), the apex
statutory body governing higher education in India,
lists the total number of accredited universities in
India. With 45,000 higher educationa institutes
in India, there are 1,043 universities—49 centrd
universities, 405 state universities, 135 institutes of
national importance, 126 deemed to be universities
and 328 private universities (Sridhar, 2021). From
this list of central (public) and private universities
available on the UGC website (Consolidated list of
al universities) updated as of August, 2021, UGC-
accredited universities were selected to finalise the
representative sample of universities which have
a journalism or media school. Out of this list, 24
journalism schools (12 public and 12 private) were
finalised using a table of random numbers, under a
Zone-wi se segregation to have representative samples
from north, south, east, west, north east, and central
zones within India.
Curriculum of journalism schools, both public and
private,wasobta nedfromsel ectedinstitutes websites.
Institutions’ heads/administrators were contacted
via email (extracted from institutes websites) and
telephone to gain access to curriculums unavailable
on the websites. The syllabi were then data-mined
for aspects of traumalliteracy, for the purpose of this
study.

Publicuniversitiesaregenerally thoughttobemore
rigid in terms of quickly changing the curriculum,
however therewasmore complianceinthecurriculum
of public universities vis-avis keeping abreast with
the changes and industry demands (Jindal, 2020).
This contrasts the pre-conceived abeit prevalent
notion that private universities are understood to
update curricula more frequently in order to suit the
VUCA (short for volatility, uncertainty, complexity,
and ambiguity) world outside (Bennett & Lemoine,
2014).

For the second objective, the researchers, with
a qualitative methodological framework, conducted
in-depth, focused, open-ended interviews with
eight practicing journaists. All these journalists
report beats that may lead to them encountering
and/or dealing with trauma while reporting in the
field and after that. The interviewees were selected
by non-probability sampling procedure following
a judgement sampling method. The interviewees
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were with field experiences of ten to twenty years in
print, broadcast and wire services. These interviews
took place between the months of March 2021 to
May 2021 and were done remotely, considering the
pandemic-imposed lockdown in the country.

Findings and analysis
Trauma literacy in curricula

The analysis of curricula revealed that they have
been designed considering all major disciplinesunder
the Journalism and Mass Communication umbrella.
All media—print, electronic and new media are in
the syllabi of both public and private journalism and
mass communications schools in the country. These
syllabi were found to be skill-centric, industry-
focused, and practice oriented. Some syllabi had
minor modules or topics on trauma literacy modules,
however, an overarching structure or theme could not
be spotted.

The only course with two units on conflict
reporting is offered by the Central University of
Kashmir, apublic university. Additionally, it features
a module on conflict photography in the photography
course, an entire course on covering conflict and
development, inclusive of understanding the
stakeholders and dynamics of conflict, human face of
the conflict, challenges in conflict reporting, safety
of journalists; Geneva Conventions. Journalists are
civilians too (Protocol 1-Article 79), conflict reporting
checklist, equipment (satellite phone, bullet-proof
vests, GPRS, etc.). Besides offering techniques on
writing pitches and reporting from conflict zones,
working with local sources and guides, and meeting
deadlines, the course includes case studies which
largely talks about the experiences of journalists
reporting from conflict zones.

Dibrugarh University is a public university
in the northeast Indian state of Assam. It offers a
course ‘peace and conflict journalism’ as part of the
journalism syllabus, but covers only the reporting
section and not safety guidelines or trauma training.
Sikkim Manipal University, a private university,
offers topics like media reforms module, media
justice and media pluralism; multilateral initiatives
like internet governance and cultural exclusion to
diversity.

Inspection of curriculum of other universities
in the representative sample: public— Hemvati
Nandan Bahuguna Garhwal University, Pondicherry
University, and Indira Gandhi National Tribal
University; and private—Jodhpur National University,
Kakatiya University, and BirlaGlobal University - to
name a few - for the component on trauma literacy,
or trauma post reporting revealed that albeit there
are several courses and modules on reporting crises,
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training on trauma literacy is absent. Some topics
included are the reportage of marginalised sections
—children, dalits, tribals, gender, and media
coverage of violence and related laws— hate speech,
global and internal conflicts and terrorism.

Trauma and working journalists. Inferences from
interviews with the journalists

Supplementing the findings of study of journalism
curricula with journalists experiences with trauma
literacy, the researchers conducted in-depth, focused,
open-ended interviewswith eight journalists, from six
towns and cities in India. The aim was to understand
their experiences with reporting trauma, either as
a part of their education or in their professional
practice. Below are some prominent themes that
emerge after analysing the interviews:

(i) Absence of trauma literacy in curricula:
All except one journalist have pursued their post-
graduate degrees in journalism and one with an
undergraduate programme in media too, before the
post-graduation. All journalists unanimously said
that the journalism education they received did not
have any specific module on how journalists can deal
with various kinds of traumathat they will eventually
encounter in their practice. Two of them mentioned
that they had a course named media psychology,
however, it's nature was theoretical, with no insights
on what to do if faced with a trauma or a conflict.

An example of Jalees Andrabi, South Asia
correspondent with Agence France-Presse (AFP) is
worth mentioning here. Jalees comes from the Indian
state of Jammu and Kashmir and has completed his
education there. Despite it being a perpetual socio-
political conflict-ridden state, the curriculum did not
have any specific element mentioning the trauma
which the journalists may have to face. Sharing one
of his experiences, he says, “While travelling with
a few colleagues during election time, our car hit
a landmine leading to an explosion. Dealing with
the loss of life of a colleague, that of the driver, and
loss of limb of another colleague is a situation no
journalism school prepares you for.”

Another crucial point to note here is encountering
trauma in different beats. As mentioned above a
course in conflict reporting has some modules on
safety aspects for journalists, however, it is awrong
assumption that only conflict or war reporting leads
to the exposure to trauma. Amongst the interviewed
journalists many were not war or conflict reporters
per se. But in their beats like health, crime and civic,
they had come across enough situations which would
cause trauma of some sort. Over the past one year,
when all journalists irrespective of their assigned
beats, had to do COVID-19 reporting, exposure to
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traumawas multifold. Thejournalists hence, mention
that subject-specific courses in the curricula need to
have the trauma literacy element too.

(i) Varying newsroom cultures: Thereis dways
a gap between industry practices and the academic
teachings in any field (Allen et al., 2020, p. 2). The
researchers asked the journalists if their professional
practice held any element of traumaliteracy, if not their
education. Intheanswer tothisquestion, thenewsrooms
show amixed picture. All journalists concur that most
Indian newsrooms do not have specific training for
the reporter in dealing with trauma. Many newsrooms
organise training sessions on ensuring physical safety
for the journalists, though. Journalists recounted
incidents of training on physical safety—from what
to do in case one is kidnapped, or the newsroom is
attacked, or the safety gear to carry when going out
to cover landdides and riots, etc. However, being in
these situations inflicts serious mental effects. “No
one talks about preparing for dealing with the mental
effects, ever”, says Taniya Dultta, asenior reporter with
aBritish news agency. “| amnot saying that a reporter
has to undergo a psychological consultation or
counselling after coming back from every assignment.
But we can certainly benefit from one-odd lecture
or talk organized by the newsroom,” says an Indian
Expressjournalist.

A couple of journalists shared some positive
experiences too in this regard. A journalist working
with the BBC India happily says that her current
employer shows far more awareness when it comes
to trauma and its effects. At joining the BBC, she
underwent a detailed session on taking care of one's
own mental health, in the course of reporting. Even
today, she says, the employees receive an e-mail or a
message when some trauma inducing incident takes
place. They have a counsellor on call, and a helpline.
As a part of HR policy, the organisation also started
offering ‘COVID care leave’, which the reporter could
avail of in case they fedl that there has been a rather
strong physical or mental exposure to COVID-19
related trauma. “ They encourage us to reach out in
case we need an ear. Especially during the second
wave of COVID-19, when so many of us|ost someone
or the other from close circles, and had to deal with
thisloss, such support iscrucial.” Another journalist
working with amgjor daily in Chennai saysthat their
employer has ingtituted a counsellor for journalists
in this pandemic era. “ Things seemto change slowly.
But this awareness should continue even after the
pandemic is over,” she says.

(ili) The multifold, multilayered trauma:
Interviews with these journalists brought out another
interesting observation. Trauma is a multi-layered
concept, and this needs to be acknowledged. A
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journalist witnessing a traumatic situation at work
might be impacted with a second layer of trauma, as
aresult. Many journalists work on a story for several
days. This may cause prolonged mental stress. “In
the case of COVID-19, so many people | had spoken
to in my course of reporting are no more. In a couple
of cases, they died even before my stories were out. It
has been traumatizing and | have no idea how to deal
with it,” expresses the BBC Indiajournalist.

Impact of covering certain kinds of stories
breaches the professional realm and goes deeper
into affecting an individual’s mindset and feelings.
Chhayanika Nigam, another interviewee shared that
she had trust issues and paranoia after covering rape
stories. “Every story | cover leaves a little piece of
itself with me, to put it metaphorically”. Such stress
ismore long-lasting.

Another stressinducer to be factored in hereisthe
rampant job losses that journalists faced in the past
year due to COVID-19. The journalists who have
been fortunate to retain their jobs have been stressed
out with the fear of losing that job someday. This
makes them work longer shifts, without complaining
or taking a break. This exacerbates the trauma they
have been going through.

Furthermore, a bureau chief at Hindustan Times
highlighted the constant ‘on’ nature of the pandemic,
which traumatizes the journalists more. He says
“We are used to covering a whole range of issues-
murders, riots, bomb blasts, terror attacks, natural
disasters, rapes, protests and even all-out wars. But
most of the traumatic incidents or stories get over in
a particular time period. We invest ourselvesin that,

get affected, but also get over it in two-three weeks’

time. The pandemicisjust on 24/7. Thereisnoendin
sight. It islike a dull, constantly throbbing headache
that just does not stop.”

Ajournaistwiththelndian expresshighlighting an
often overlooked aspect here, mentioned the existing
psychological profile of a journalist. They may have
had certain experiencesin their life and they will react
very differently to different traumatic incidents than
other journalists. Many things can trigger unwelcome
psychological reactions in a journalist, and there has
to be an acknowledgement of this. The concept of
trauma is thus multifold and multilayered, and any
trauma literacy programme or intervention needs to
acknowledge this nature of the concept.

(iv) The Lack of acknowledgement: A
sociocultural issue: This brings the discussion to
a wider, more crucia point. All journalists asserted
that there is a distinct lack of acknowledgement for
mental health needs in our professional spaces, with
regard to journalism education and practice. “The
J-schools actually teach us to be a neutral, detached
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observer. In fact, the definition of a good reporter is-
often someone who quickly, efficiently gets stories,
while being sane, unaffected and balanced all the
time. This makes many reporters boast about how
unaffected and ‘strong’ they are even in the face of
greatest of traumas. Thisis problematic. If someone
doesn't get affected by the trauma around, it is a
problem, not a badge of honour!” saysthe BBC India
journalist. Jalees Andrabi, the AFP correspondent
says that a journalist may feel that they have a
shield, but incidents like riots makes one realise that
journalists are as vulnerable as everyone else, and
violence will always have an impact on all.

Discussion

The journalism curricula analysed for this study
makesthe lack of traumaliteracy component evident.
Not only istraumaliteracy, as a concept or construct,
absent across curricula, but even syllabi with some
concepts regarding trauma fail to elaborate on
its nature. For example, covering marginalised
communities like Tribals and Dalits, would have
been, in our opinion, an excellent laying ground for
introducing trauma literacy. So is the case with a
module like media coverage of violence. However,
the opportunity seems to be missed here. Only
exception, if any, seemsto be the Central University
of Kashmir. This may be the case since Kashmir is
itself a conflict zone and hence the said training for
journalists is an exhaustive part of the curriculum
in this one representative university sample. Even
if thisis understood to be an example of culturally
or regionaly contextualising the curriculum, such
review is not seen amongst university curriculafrom
other regions.

The personal accounts and reports of the
interviewees dealing with trauma, even fearing
their lives while reporting everyday distress causing
incidents, only strengthen this argument. It should
serve as a wake-up-call for journalism education to
include traumaliteracy asamoduleintheir curricula.
The journalists, naturaly, come up with their own
mechanisms to negotiate with the trauma as a part
of their practice, given the lack of specific curricular
orientation. Most of them assert that writing on
traumatic incidents or covering stories in detail
provides them solace and helps them dea with
the trauma. Many have aso sought professional
counselling after covering traumatic incidents.
However, they were largely on a personal level and
not institutionalised by the newsroom.

Charter for J-schools: A corollary to the absent
trauma literacy training

The study proposes certain policy-level
suggestions for incorporating trauma literacy in
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J-schools’ curricula, derived from the findings
above, from both inspecting J-schools' curricula and
interviewing journalists. They are as below:

(i) Morerealistic, less aspirational classrooms:
The J-schools need to offer courses inclusive of
more realistic accounts of what a journalist has to
face in the field. Many students tend to develop a
romantic idea of what the profession is like, without
acknowledging the effects the journalistic practice
will have upon them. The recognition of the fact
that every journalist, at some point in their career,
will report some sort of conflict and face some kind
of trauma needs to become a part of the course
curriculum.

More focus should be given on educating the
journalism students about how to recognize this
trauma and how to take appropriate action about
the same. There was a strong resonation of the fact
that J-schools may gain significantly from adding a
module or a workshop on trauma literacy, and/or a
series of talks by journalists reporting not just conflict
and war, but everyday crime. It may not only be a
gravely needed and much called-for value addition to
journalism curricula, but will be atremendous upgrade
for journalism students going into everyday beat
reporting, and will positively impact their practice.

(ii) Specialised practical training: A journalism
class features students with varied career aspirations.
Designing specific assignments which expect the
students to expose themselves to a possible trauma
while reporting, isa pragmatic suggestion and can be
incorporated. After returning to the class, the educator
and the students should discuss the experience in
detail where some practical suggestions on how to
deal with trauma can emerge. Such teaching will bea
beneficial investment for a J-school.

(iii) Teaching media psychology: As mentioned
by some respondents, some institutions offer a course
on media psychology to journalism students. Such a
course needsto feature acrossal J-schools’ curricula.
More importantly, it won’t suffice to run such a course
theoretically. The circumstances where psychology
might be relevant for a journalist and how they will
negotiate with the psychological effects, needs to be
discussed more directly. Hence, incorporating talks
from journalism practitioners detailing their personal
experiences can be a helpful tool in these sessions.

(iv) Newsroom-level improvements. The
interviewees recommended newsroom  level
initiatives, which, most prominently included having
atrained psychologist inateamor on-call, and having
institutionalised support structure for journalists.
As this came from some journalists who dealt with
reporting induced trauma on their own, and without
institutional support, this particular recommendation
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is pertinent.

Conclusion

An analysis of the curricula has established that
al magor streams, mediums, updated concepts and
industry trends are reflecting in the curricula. Most
representative syllabi show a focus on an increasing
industry demand and hence have incorporated topics
like skills, practice and output. Besidesincorporating
theindustry’s trend shift in mediums and technology,
when it comes to topicality in syllabi, the paper has
highlighted the missing component of traumaliteracy
in Indian J-schools’ curricula. The study has identified
that the concept of trauma literacy is absent from
curriculaof several institutes, and if thereisamodule
or note on it, it is non-reflective in nature. There are
instances where cultural or regional implications
appear to be the reason for a module or construct on
trauma literacy, but the depth of the topic remains
missing. Appending the findings from analysis of
syllabi are the experiences of journalists, underlining
the lack of formal education in trauma literacy
and various individual mechanisms to cope with
it. However, merely weighing on this absence will
neither suffice nor constructively benefit journalism
practice. Inidentifying afew pain pointsregarding the
absence of training or conditioning towards trauma
literacy like the lack of acknowledgment of multifold
trauma and that of independent newsroom cultures,
inferences from interviews have revealed possible
solutions, like specialised training and newsroom-
level improvements. Hence, the study makes several
suggestions with reference to curricular changes
and suggests incorporating specifics like teaching
media psychology to aspiring reporters and keeping
classroomsrealigtic. This, if acted upon, can provide
major qualitative improvements in journalism
education in India.
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I mpact of Phone Life on Psychological Health of Youth

PRIYA SACHDEVA! & ANUBHUTI YADAV?

ABSTRACT

The mobile phones have now become an essential part of today’s life. The mobile phones usage is
rapidly increasing in this digital age. It has totally shrunk the world into it. It is imperative to study
the usage of mobile phone and how it is impacting the health of youth. The main aim of this study
is to understand the consequences of phone-life balance on the psychological health of youth. The
health of youth is expressed in terms of mental, emotional, and physical health parameters. Hypothesis
testing research design is used in this study and data is collected from 208 respondents using structured
questionnaire. It is revealed that there is huge and deep impact of technology on the youth health, not
only mentally, but also emotionally, physically and socially. The technology in one way has given
access to creative thinking and easy access to life necessities and, on the other hand, it has ruined their
health by making them addicted to it and disturbing their life balance deeply which has resulted in
mental illnesses, stress, unhealthy relationships, poor lifestyle, and addictions. The young generation of
today’stime is recommended to use smartphonesin a positive way so that work—life balance should not
be disturbed. Also, the unhealthy practices through technology should be banned for youth as it not only
adversely affects their mental health but also disturbs their emotional, behavioural, social and physical
health quotient. This paper adds value on how smartphones are affecting the overall psychological

health of the youth in all aspects.

Keywords: Addiction, Emotional health, Mental health, Technology, Youth, Smartphones

Introduction

Phone usage has been an inevitable part of
individual life in the 21% century. The acceptance
and adoptability of this technology is across the
globe amongst all demographics. The usage of
smartphones and its effects on our lives cannot
be escaped which has altered the spectrum of our
mental health. Self-efficacy, frequency and duration
are the predictors of habits of youth, which lead to
poor memory and quality of sleep. It is revealed that
maximum students in urban areas have smartphones
and they aredisinterestedin learning whiletraditional
learning is still preferred by students in rural aress.
The new theory of Digital Learning Effectiveness
as a learning mode during and after the lockdown
will have to attract the attention of educators and
educational agencies and aso the policy makers
in the direction of the students’ problems in digital
learning (Chitanana, 2022). It was revealed that
students' habitual smartphone use has impacted
significantly not only their cognitive health but also
exhibited their addiction to smartphones (Li et al.,
2021). The most common symptom was found to
be headache which is followed by an irritable and

angry behaviour. Other mental symptoms included
anxiety, insomnia, lack of performance in academics,
and lack of concentration as found by Acharya et
al. (2021). The students started to become anxious
and depressed and also sociadly dysfunctional as
revealed by Marques et al. (2021). Gupta et al., Garg
and Arora (2016) stated that with the mobile phones’
positive role in our daily lives, its over-usage has an
adverse impact on aspects like psychological health,
sleeping patterns, as well as academic performance
of the students. The issue of being constantly
engaged on the mobile phone can be aleviated
through self-control (Yao et al., 2020). Buctot et al.
(2020) stated that HRQoL (health-related quality of
life) differ significantly between adolescents with
or without addiction of smartphones. The various
cross-sectional, empirical studies and longitudinal
studies implicated that engagement patterns that are
used by social media and smartphones which in turn
increases self-destructive behaviour, mental stress,
and suicidality amongst youth as revealed by Jaoude,
et al. (2020). A rise in behavioural difficulties, peer
and emotion-related problems is associated with the
frequent use of computers as well as the internet as
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stated by Poulain et al. (2019).

According to Groupe Speciale Mobile Association
(GSMA) (2015) report, the world’s half of the
population has access to some or the other mobile
subscription. Thevirtual reality has become available
across the world. Thisis set to revolutionise the way
we interact with technology, which is consuming
more and more of our time, and has now complicated
day-to-day life. Lefebvre (2009) writes that mobile
technology has advanced from simple call and text
messaging to having internet access, email, high-
quality camera and multimedia services. Ling (2001)
remarked that the existence of mobile phoneisalmost
a decade old only; in this short span of time, it has
become rapidly popular and youths are playing vital
role in it. There is swift adoption rate by youths for
this technology and many more factors have played
a significant role in augmenting the pace like day-
by-day cost of handset is being reduced, availability
of wide varieties of sizes linked with pre-paid SIM
cards, etc. (Ling, 2003).

The results of secondary research have revealed
that the young generation prefers mobile phone
over television (Enpocket, 2005) or the Internet
(Hession, 2001). Netsafe (2005) claimed that mobile
phone has become a symbol of high status for the
younger generation. The various features of the
phone, appearance, applications and personalised
accessories are testimony for upgradation and
reflection of status that is why about 60% of young
people are always ready to make an upgrade when it
comes to their mobile phones.

Srivastava (2005) reported that mobiles are being
seen as a fashion statement used to satisfy the needs
of an individual by having choices in terms of a
number of features in the mobile phones. Williams
and Williams (2005) claimed that mobile signifies
part of the peer group and also having a mobile
phone means that one can be connected socially with
friends and family. It is now considered as a way of
being an independent individual and it is what sets
one apart from their families.

According to National Youth Policy Report
(2014), the youths form 27.5% of population in India.
This report has defined the youth as the individuals
with age in the range of 15-29 years. The present
study aims to understand the impact of phone life on
psychological health of youths. Three dominating
psychological constructs taken into consideration are
emotional, mental, and behavioural health.

Theoretical background and conceptual framework
This study is conceptualised to establish the

relationship of phone life with mental, emotional,

and behavioural health of youth. Mobile phones
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have become very important aspect of our lives.
The use of mobile phonesisincreasing by the day.
According to datareportal.com, there would be
an exponential rise in smartphone users as more
than two-third of the world's total population
uses a mobile phone, reaching 5.34 billion in
July 2022. Today mobile phone is considered as a
major necessity of life. Mobile phones are useful,
there is no doubt about it, but one cannot ignore
the negative impact that it has on both children as
well as young people. One does not have enough
information nor does have enough time to be
sure that cell phones are safe, and there’s reason
for concern that they may be harmful. In spite
of all its benefits that mobile phones provide, its
use has proved to have extremely dangerous and
destructive effects on our society. It is creating
many health issues due to excessive use. It has
also shown high negative effect when not used
properly. Rather et al. (2019) revealed that a new
phobia termed as NOMOPHOBIA (fear of living
by not having a smartphone) has become a common
problem among adolescents. Also, health issues
like nervous system syndromes, depression and
anxiety are major causes of concern. Over usage
of smartphones can also lead to complications
in psychological and physiological aspects. If
restriction and moderation in usage hours are taken
into consideration then this can ensure well-being
of adolescents and can incul cate good behavioural
habits, education and values.

According to the 2017 article “Effects on the
Brain,” published in Deccan Chronicle, authors
discovered an imbalance in brain chemistry in
adolescents who depended on smartphones and
the Internet. They tend to check the phone every 5
minutes for messages, information, or occasional
cals.

According to a survey by the PEW Research
Center (2022), 46% of Americans say they cannot live
without a smartphone. Hyung Suk Seo, a researcher
at Korea University in Seoul, South Korea, used
magnetic resonance spectroscopy (MRS) to gain
unique insights into the brains of teenagers who
are addicted to smartphones and the Internet. MRS
is a type of MRI scan that measures the chemical
compositionofthebrain. Seosaid that“ateamanalysed
19 young people diagnosed with internet or smart
phone addiction. 12 of the addicted youth received
9 weeks of cognitive behavioural therapy, modified
from a Cognitive Therapy Programme for gaming
addiction. The higher the score, the more severe the
addiction.” The results depicted those addicted teens
had significantly higher levels of depression, anxiety,
insomnia severity, and impulsivity. Studies show
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that teens who spend too much time on their mobile
phones tend to feel stressed and tired. In some cases,
it can also cause mental illness. High mobile phone
usage can adversely affect stress levels. Constant
ringing tones, vibrating alerts and reminders can
strain mobile phone users.

In a study conducted at Gothenburg University in
Sweden, researchers investigated whether there was a
direct link between the psychosocial aspects of use of
mobile phones and itsimpact on the mental health of
the young adults. The participants under study were
a group of 20 to 24 years old. They found that high
mobile phone usage in women led to an increased
amount of stress and sleep disorders, and high mobile
phone usage in men was linked to sleep disorders and
symptoms of depression.

In general, overuse of mobile phones can be a risk
factor for adol escentswith mental illness. M ost young
people keep their cell phones nearby while sleeping
to answer text messages and phone calls. You feel
obliged to use it 24 hours a day, 7 days a week. It
causessleep disorders. Scientists have discovered that
achild’s brain voting activity can change by up to an
hour with just a two-minute phone call. For exploring
plasticity of brain smartphones have created a grand
opportunity, like it generates the sudden feeling in
smartphones users to use their fingertips, especially
thumbs in a new way. The phones have become spy
and are tracking the history of digital footprints of
users to provide a tailor-made data based on user’s
behaviour. The researches have unleashed that the
electrical activity in the brain of phone usersis super
enhanced when all their fingertips were touched. The
fact isthat theamount of brain cortex activity with the
thumb and index fingertips was directly proportional
to the phone usage intensity. Radio waves from
mobile phones penetrate not only around the ears
but also deep into the brain. Impaired brain activity
can affect a child’s learning and other behavioural
problems. If they talk on the phone during a break, it
may affect their mood and even their ability to study
in class.

Advances in technology have made it possible
for researchers to fairly calculate the physical and
chemical changes in the brains of addicts. Irrespective
of addiction, even if it is just a smartphone, the areas
that control “attention, execution control, emotional
processing” are affected. These studies show that
physical changes also occur in the dopaminergic
system. Dopamine is a chemical produced by our
body that allows us to experience joy and reward.
Scientists have noticed low levels of dopamine
receptors in the brains of smartphones and internet
addicts. It depicts how some teens need and increase
certain activities to feel satisfied or happy, such as
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receiving new notifications on their mobile phones.
Similarly, if one doesn’t receive notifications or lose
access to smartphone, it can work the other way and
lead to depression. Staring too long at the screen can
cause anxiety and depression. People like constant
updates and interactions from their friends (Kwon
et al., 2020; Heitmayer & Lahlou, 2021).

According to a Northwestern University study,
the longer people spend on the phone, the more likely
they are to get depressed. Abuse of mobile devices
by adolescents is associated with many negative
psychosocial consequences. It is this area that needs
attention. It is not recommended to give out mobile
phones if the child is under 16 years. The child’s brain
is highly sensitive to take in the effects of radiation
from mobile phones.

Young people tend to be more bored because
mobile phones constantly occupy the brain. They
tend to be more violent and frustrating, even during
regular discussions. This, in turn, complicates
social life. The worst scenario isfor the child to stop
communicating with the family altogether. Children
may feel the need to keep checking the messages.
It’s frustrating to stay away from smartphone for
a long time. This shows the aggressive behaviour
within the family and the impact of smartphones.
Children and teens are addicted to mobile phones.
The use of mobile phones can cause improper
behaviour in children. It’s easy to see which
websites have harmful and offensive content. This
can cause the child to feel frightened and confused.
Exposure to these substances at an early age can
also cause problems with body image. Teenage
kids communicate with each other on their phones
and thus get engaged in negative activities. Thisis
extremely dangerous and hasagreat negativeimpact
on our society. Our new generation is completely
overwhelmed by this negative side of the mobile
phones (Um et al., 2019).

Cell phone addiction (excessive cell phone use
or cell phone addiction) is an addiction syndrome
found in cell phone users. Some mobile phone users
depict problematic behaviours which are often
related to substance use disorders (Billieux, 2012).
These actions include mobile communications,
spending large amounts of money and time on
their mobile phones, and using it in socially or
physically inappropriate situations such as while
driving a car. Increased use led to an increased cell
phone talk time, adversely affecting relationships,
and even causing anxiety when disconnected from
the cell phone or good network strength. The above
theoretical background leads to the proposal of a
conceptual framework to conduct a study as shown
in Figure 1.
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Fig. 1: Phone life— conceptual framework

Objectives of the research

The objective of this research is to study the
impact of phone life on psychological health of
youth. The health of youth is expressed in terms of
mental, emotional, and behaviour parameters.

Hypothesis of the study

H,:There is significant difference in level of phone
life, mental, emotional, and behavioural health
across gender of youth (male vs. female).

H,:There is significant difference in level of phone
life, mental, emotional, and behavioural health
across age group of youth.

H,: There is significant impact of phone life on mental
health of youth.

H,:There is significant impact of phone life on
emotional health of youth.

Hs: There is significant impact of phone life on
behavioural health of youth.

Resear ch methodology

The health of youth is expressed in terms of
mental, emotional, and physical health parameters.
Hypothesis testing research design is used in this
study and data is collected from 208 respondents
using structured questionnaire. The independent
variable is phone life and dependant variables are
mental, emotional and behavioural health of youth in
this study.

Design: Hypothesis testing research design is
used.

Sample size: Primary data is collected from 208
youths of Delhi.

Sampling techniques. Convenient sampling
technique is used.

Sample description: The sample is described
with two demographic factors—gender and age

Table 1: Sample description
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group as mentioned in the Table 1.

There are 135 males and 73 females in sample.
There are 96 youths in the age group of 15-20 years,
42 youths in the age group of 20-25 years, and 70
youths in the age group of 25-29 years.

Measure: A well-designed questionnaire is used
to collect data

Data analysistool: SPSS 21 was used.

Results and discussion

Reliability results

The value of Cronbach’'s alpha in Table 2
revealed that reliability of phone life, mental health,
and emotional heath have high reliability as the
respective values of Cronbach’s alpha are more than
0.7 except for behavioural health (0.699) which
is close to 0.7. Cronbach’s alpha higher than 0.7 is
considered as a good scale (Cronbach, 1951).

Table 2: Cronbach’s alphavalue

Variable No. of items Reliability
Phone life 13 0.743
Mental Health 7 0.724
Emotional Health 7 0.860
Behavioural Health 7 0.699

Descriptive analysis

This section is divided into three parts—(1) Mean
and standard deviation of variables, (2) Comparative
means of variables with respect to gender of
respondents using independent sample t-test, and
(3) Comparative means of variables with respect to
age group of respondents using one-way analysis of
variance (ANOVA) test.

Mean and standard deviation

This is overall mean and standard deviation of
sample about phone life, mental health, emotional
health, and behavioural health.

The mean value of al variables taken under
study—phone life, mental health, emotional health,
and behavioural health—are above average. It can be

Table 3: Descriptive statistics

Descriptive N Minimum Maximum Mean Std.
Demographics Frequency Percent Statistics Deviation
Age 15-20 96 46.2 Phone Life 208  2.15 4.54 3.761 0.375
20-25 42 20.2 Mental Health 208 2.14 4.43 3.805 0.526
25-29 70 33.7 Emotional 208  2.00 5.00 4.014 0.575
Total 208 100.0 Health
Gender Male 135 64.9 Behavioural 208 2.71 471  4.077 0.448
Female 73 35.1 Health
Total 208 100.0 Valid N (List-wise) 208




18 SACHDEVA AND YADAV

interpreted that usage of phone has become part of
a life. It has certain relation with mental, emotional
and behavioural health of youth. Highest mean
was reported for behavioural health followed by
emotional health and then mental health (Table 3).

Compar ative means with respect to gender

This analysis is conducted to study the difference
in perception of respondents about phone life, mental
health, emotional health, and behavioural health
with respect to gender of youth. For this independent
sample t-test is conducted as only two classifications
are taken—male and female (Table 4).

Independent sample t-test is conducted to study
the significant difference in perception of respondents
with respect to gender about phone life, mental health,
emotional health, and behavioural health (Table 5).

The mean value of phone life is reported above
average for both. It can be interpreted that usage of
phone is same across gender. There is slightly higher
mean vaue is reported for male respondents as
compared to female respondents towards—mental,
emotional and behavioural health.

The p-value in t-test result is less than 0.05

Table 4: Group statistics with gender
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for mental health and behavioural health. So, it is
interpreted that there is significant difference in
perception of male and female respondents about
mental health and behavioural health. It is reported
high in male respondents for both types of health.
The p-value in t-test result is more than 0.05 for
phone usage and emotional health. So, it can be
interpreted that there is no significant difference in
perception of male and female respondents about
usage of phone and emotional health. Therefore, the
alternate hypothesis H, is partially accepted.

Compar ative means with respect to age group

There are three classes of age that are used for
youths—15-20 years, 20-25 years, and 25-29 years.
To study the difference in comparative means, one-
way ANOVA is used and results are presented in
Tables 6 and 7.

The mean value for phone life is amost same
for all three age groups but higher mean is reported
in the age group of 25-29 years for mental health,
emotional health and behavioural hedth. To the
significance of the difference among age groups
with respect to study variables, the ANOVA result is
presented in Table 7.

The value of p is more than 0.05 for phone life
(0.842) and emotional health (0.077); it reveals that

gten'de_r N Mean 5 Std. EStd' there is no noticeable difference in usage of phone and
aistics eviation Mr;;); emotional health of youths with respect to mentioned
age group. The value of p is less than 0.05 for mental
Phone Life Male 135 3.777 0.3858 0.0332  health (0.000) and behavioural health (0.003); it
Female 73 3.730 03553 0.0415 reveals that there is a significant change in mental
Mental Health Male 135 3.857 0.5684 0.0489  health and behavioural health of youths with respect
Female 73 3.710 0.4272 0.0500 to mentioned age group. To know the difference with
Emotional Male 135 4.058 05911 0.0508 respect to age group, multiple comparisons results
Health ~ Female 73 3933 0.5393 00631  Aar¢presentedinTable8. ,
' In mental health, there is a significant difference
Behav1]o}111ra1 Malel 135 3'117 0.4782 O'Oilé between age group of 15-20 years and 25-29 years,
Healt Female 73 003 03779 0.0 and 21-25 years and 25-29 years, but there is no
Table 5: Independent samples test results with gender
Levene’s Test for t-test for Equality of Means
Equality of Variances F Sig. t df Sig.  Mean Std.
(2-tailed) Differ- Differ-
ence ence
Phone Life Equal variances assumed 2.229 0.137  0.871 206.000 0.385 0.0475 0.0545
Equal variances not assumed 0.893 158.471 0373 0.0475 0.0532
Mental Health Equal variances assumed 1.184 0.278 1930  206.000 0.038 0.1467 0.0760
Equal variances not assumed 2.098 184.834 0.037 0.1467 0.0699
Emotional Health Equal variances assumed 0.267 0.606  1.497  206.000 0.136 0.1247 0.0833
Equal variances not assumed 1.539 159.722 0.126 0.1247 0.0810
Behavioural Health ~ Equal variances assumed 0.794 0.374 1.753 206.000 0.041 0.1135 0.0647
Equal variances not assumed 1.879 178.681 0.042 0.1135 0.0604
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Table 6: Group statistics with age group

Descriptive
Mean Std. Std. 95% Confidence interval
N Deviation Error for mean
Lower bound  Upper bound
Phone Life 15-20 96 3.745 0.3712 0.0378 3.670 3.820
20-25 42 3.782 0.3493 0.0539 3.673 3.890
25-29 70 3.770 0.3992 0.0477 3.675 3.865
Total 208 3.761 0.3752 0.0260 3.709 3.812
Mental Health 15-20 96 3.729 0.5245 0.0535 3.622 3.835
20-25 42 3.632 0.6656 0.1027 3.425 3.840
25-29 70 4.014 0.3466 0.0414 3.931 4.096
Total 208 3.805 0.5269 0.0365 3.733 3.877
Emotional Health 15-20 96 3.937 0.6265 0.0639 3.810 4.064
20-25 42 3.983 0.7461 0.1151 3.750 4.215
25-29 70 4.138 0.3114 0.0372 4.064 4213
Total 208 4.014 0.5752 0.0398 3.935 4.093
Behavioural Health 15-20 96 4.029 0.4521 0.0461 3.938 4.121
20-25 42 3.949 0.5589 0.0862 3.774 4.123
25-29 70 4.220 0.3177 0.0379 4.144 4.296
Total 208 4.077 0.4479 0.0310 4.016 4.138
Table 7: ANOVA result with age
Sum of Squares df Mean Square F Sig.
Phone Life Between Groups 0.049 2 0.024 0.172 0.842
Within Groups 29.097 205 0.142
Total 29.146 207
Mental Health Between Groups 4.866 2 2.433 9.481 0.000
Within Groups 52.603 205 0.257
Total 57.469 207
Emotional Health Between Groups 1.692 2 0.846 2.596 0.077
Within Groups 66.816 205 0.326
Total 68.508 207
Behavioural Health Between Groups 2.342 2 1.171 6.124 0.003
Within Groups 39.201 205 0.191
Total 41.543 207
Table 8: Multiple comparisons results
Dependent Variable Mean Std. Sig. 95% Confidence
Difference Deviation interval
(1)) Lower bound  Upper bound
Phone Life 15-20 20-25  -0.03686 0.069 0.597 -0.1743 0.100
25-29  -0.02514 0.059 0.672 -0.1419 0.091
20-25 1520 0.03686 0.069 0.597 —0.1006 0.174
25-29 0.01172 0.073 0.874 -0.1333 0.156
25-29 15-20 0.02514 0.059 0.672 -0.0916 0.141
20-25  -0.01172 0.073 0.874 -0.1567 0.133
Mental Health 15-20 20-25 0.09651 0.093 0.304 —0.0883 0.281
25-29  -0.28512" 0.079 0.000 -0.4421 -0.128

(Contd...)
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(Table 8: ...Contd.)
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Dependent Variable Mean Std. Sig. 95% Confidence
Difference Deviation interval
(I-)) Lower bound  Upper bound
20-25 1520  —0.09651 0.093 0.304 -0.2813 0.088
25-29  -0.38163" 0.098 0.000 -0.5766 —-0.186
25-29 15-20 0.28512" 0.079 0.000 0.1281 0.442
20-25 0.38163" 0.098 0.000 0.1867 0.576
Emotional Health 15-20 20-25  —0.04549 0.105 0.667 —0.2537 0.162
25-29  -0.20128" 0.089 0.026 -0.3782 —-0.024
20-25 15-20 0.04549 0.105 0.667 -0.1627 0.253
25-29  —0.15578 0.111 0.164 —0.3755 0.063
25-29 15-20 0.20128" 0.089 0.026 0.0244 0.378
20-25 0.15578 0.111 0.164 —0.0639 0.375
Behavioural Health 15-20 20-25 0.08078 0.080 0.319 -0.0787 0.240
25-29  -0.19065 0.068 0.006 -0.3262 —-0.055
20-25 15-20  —0.08078 0.080 0.319 —0.2403 0.078
25-29  -0.27143" 0.085 0.002 -0.4397 -0.103
25-29 15-20 0.19065" 0.068 0.006 0.0551 0.326
20-25 0.27143" 0.085 0.002 0.1032 0.439

*The mean difference is significant at the 0.05 level.

significant difference between 15-20 years and
21-25 years age groups as the value of p is less
than 0.05 for former pairs and more than 0.05 for
last pairs. Further, this result has been confirmed by
homogeneous subset results presented in Table 9.

Table 9: Homogeneous subset results for mental health

Age N Subset for alpha = 0.05
1 2
Tukey B**  20-25 42 3.6327
15-20 96 3.7292
25-29 70 4.0143

Means for groups in homogeneous subsets are
displayed.

a, Uses Harmonic Mean Sample Size = 61.840.

b, The group sizes are unequal. The harmonic mean
of the group sizes is used. Type I error levels are not
guaranteed.

In behavioural health, there is significant
difference between age group of 15-20 years and
25-29 years, and 21-25 years and 25-29 years, but
there is no significant difference between 15-20
years and 21-25 years age group as the value of pis
less than 0.05 for former pairs and more than 0.05 for
last pairs. Further, this result has been confirmed by
homogeneous subset results presented in Table 10.

Based on results, the proposed alternate hypothesis
H,is partially accepted. It is interpreted that there is
significant difference in level of phone life, mental,
emotional, and behavioural health across age group
of youth.

Table 10: Homogeneous subset results for
behavioural health

Age N Subset for alpha = 0.05
1 2
Tukey B**  20-25 42 3.9490
15-20 96 4.0298
25-29 70 4.2204

Means for groups in homogeneous subsets are
displayed.

a, Uses Harmonic Mean Sample Size = 61.840.

b, The group sizes are unequal. The harmonic mean
of the group sizes is used. Type I error levels are not
guaranteed.

Correlation analysis

The correlation matrix provides preliminary
support for some of the hypotheses of the study.
Another objective of conducting correlation
analysis is the examination of multi co-linearity
among the dimensions and purification of scale
used in this study. So that it can be inferred that
variables are independent in nature. In present
study, four one-dimensional constructs have been
taken—phone life, mental health, emotional health
and behavioural health. The inter-dimensional
correlation coefficient should not be too high (over
0.8) because this can be a problem of multi co-
linearity that means factors are not independent in
nature (Hair, et al., 2010). The correlation result
presented in Table 5 revealed that the values
of correlation coefficient is less than 0.80 with
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Table 11: Correlation results

Phone Life Mental Health Emotional Health Behavioural Health

Phone Life Pearson Correlation 1 0.323" 0.406" 0.524"

Sig. (2-tailed) 0.000 0.000 0.000

N 208 208 208
Mental Health Pearson Correlation 1 0.618" 0.763"

Sig. (2-tailed) 0.000 0.000

N 208 208
Emotional Health Pearson Correlation 1 0.706"

Sig. (2-tailed) 0.000

N 208
Behavioural Health Pearson Correlation 1

Sig. (2-tailed)

N 208

* Correlation is significant at the 0.01 level (2-tailed).

another factor, then it can be interpreted that they
are independent in nature and case of multi co-
linearity does not exist in this study (Table 11).

The results of correlation revealed that all
relationships are significant and positive. The
result of correlation analysis shows that phone life
is having significant and positive relationship with
mental health (r=0.323, p<0.01), emotional health (r
=0.406, p<0.01), and behavioural health (r = 0.524,
p<0.01). This is the basic support for the proposed
hypothesis H,, H, and H..

Regression analysis

Regression analysis had been conducted to
examine the proposed hypotheses in order to check
the impact of independent variable on dependent
variables.

Impact of phone life on mental health

In this regression analysis, phone life is taken
as an independent variable and mental hedth as
a dependent variable and results are presented in
Tables 12, 13 and 14 followed by discussion of the
results.

In Table 12, the value of R = 0.323 indicates a
weak relationship between phone life and mental
health. The value of R?= 0.104 explains that 10.4%
of the variation in mental health is explained by
phone life, while 89.6% remain unexplained. Thus,
the predictive ability of the model isweak.

Table 12: Model summary of phone life and

mental health
Model R R Square Adjusted Std. Error of
R Square the Estimate
1 0.3232  0.104 0.10 0.49991

a. Predictors: (Constant), SM.

The results in Table 13 describe the overall
variance accounted for in the model. The vaue of
significance level (0<.05) indicates that the phone
life is predictor of mental health and have an effect
on relationship bond as indicated by the F (23.956)
statistics.

Table 13: ANOVA results of phone life and mental health

Model Sumof df Mean F Sig.
Squares Square
1 Regression 5987 1 5.987 23.956 0.000°
Residual  51.759 206 0.250
Total 57.267 207

a, Dependent Variable: Mental Health.
b, Predictors: (Constant), Phone Life.

The result in Table 14 shows the standardised
coefficient beta value indicating the change in one
unit of independent variable has corresponding
change in dependent variable. It means that one unit
change in phone life will have 0.323-unit change
in mental health. It is interpreted that phone life is

Table 14: Standardised coefficients of phone life and mental health

Model Unstandardised Coefficients Standardised Coefficients t Sig.
B Std. Error Beta
1 (Constant) 2.101 0.350 6.753 0.000
Phone Life 0.453 0.093 0.323 4.041 0.000

a. Dependent Variable: Mental Health.
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having significant impact on mental health. Thus, the
alternate hypothesis H, is accepted.

Impact of phone life on emotional health

In this regression analysis, phone life is taken
as independent variable and emotional health as
dependent variable and resultsare presented in Tables
15, 16 and 17 followed by discussion of the results.

In Table 15, the value of R = 0.406 indicates a
weak relationship between phone life and emotional
health. The value of R?= 0.164 explains that 16.4%
of the variation in emational health is explained by
phone life, while 83.6% remain unexplained. Thus,
the predictive ability of the model isweak.

Table 15: Model summary of phone life and
emotional health

Model R R Square Adjusted Std. Error of
R Square the Estimate
1 4062 164 .160 42480

a, Predictors: (Constant), Phone life.

The results in Table 16 describe the overall
variance accounted for in the model. The value of
significance level (<.05) indicates that the phone life
is predictor of emotional health and have an effect
on relationship bond as indicated by the F (21.640)
statistics.

Table 16: ANOVA results of phone life and
emotional health

Communicator LVI1(3)

Impact of phone life on behavioural health

In this regression analysis phone life is taken
as independent variable and behavioural health
as dependent variable and results are presented in
Tables 18, 19 and 20 followed by discussion of the
results.

In Table 18, the value of R= 0.524 indicates
a moderate relationship between phone life and
behavioural health. The value of R?=0.2745 explains
that 27.45 % of the variation in behavioural health
is explained by phone life, while 72.55 % remain
unexplained. Thus, the predictive ability of the model
IS moderate.

Table 18: Model summary of phone life and
behavioural health

Model R R Square Adjusted Std. Error of
R Square the Estimate
1.524* 0.2745 0.2743 0.54907

a, Predictors: (Constant), Phone Life.

The results in Table 19 describe the overall
variance accounted for in the model. The value of
significance level (<0.05) indicates that the phone life
is predictor of behavioural health and have an effect
on relationship bond as indicated by the F (24.214)
statistics.

Table 19: ANOVA results of phone life and
behavioural health

Model Sumof df Mean F Sig. Model Sumof df Mean F Sig.
Squares Square Squares Square
1 Regression 6.404 1 6.404 21.640 0.000° 1  Regression 4.370 1 4370 24.214 0.000°
Residual ~ 62.759 206 0.301 Residual ~ 37.174 206 0.180
Total 69.163 207 Total 41.543 207

a, Dependent Variable: Emotional Health.
b, Predictors: (Constant), Phone Life.

The result in Table 17 shows that one unit
change in phone life will have 0.406-unit change in
emotional health. It is interpreted that phone life is
having significant impact on emotional health. Thus,
the alternate hypothesis H, is accepted.

a, Dependent Variable: Behavioural Health.
b, Predictors: (Constant), Phone Life.

The result in Table 20 shows that one unit
change in phone life will have 0.524-unit change in
behavioural health. It is interpreted that phone life
is having significant impact on behavioural health.
Thus, the alternate hypothesis H, is accepted.

Table 17: Standardised coefficients of phone life and emotional health

Model Unstandardised Coefficients Standardised Coefficients t Sig.
B Std. Error Beta
1 (Constant) 2.251 0.384 5.857 0.000
Phone Life 0.469 0.102 0.406 4.609 0.000

a, Dependent Variable: Emotional Health.
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Table 20: Standardised coefficients of phone life and behavioural health

Model Unstandardised Coefficients Standardised Coefficients t Sig.
B Std. Error Beta
1 (Constant) 2.621 0.297 8.814 0.000
Smart Mobiles 0.387 0.079 0.524 4.921 0.000
a, Dependent Variable: Behavioural Health.
Conclusion brain.html

The outcomes have revedled that there is
significant impact of phone life on psychological
health of youth health that means mental, emotional
and behavioural health. The phone has become one
of the important requirements of our day-to-day life
because of its easy access and multi-purpose use.
One way it has given access to connect with distant
people and easy access to life necessities but, on the
other hand, it has ruined their health in every possible
way by making them addicted to it and disturbing
their life balance so deeply which has resulted in
mental illnesses, stress, unhealthy relationships, and
lifestyles. The young generation of today’'s time is
recommended to use phone in a positive way so that
work-life balance should not be disturbed. Also, the
unhealthy practices through technology should be
banned for youth as it not only affects adversely on
their mental levels but also disturbs their emotional,
behavioural social and physical levels.

Limitations and future scope of the study

This study is limited to use of phone and its
impact on mental, emotional and behavioural
health. Data is limited to youths and Delhi only.
Only two dimensions of demographic are taken into
consideration.

In future, this study can be extended to people
of al age groups and cross-country for better
interpretation and understanding. Many more
variables can be taken into consideration like social,
physical, etc. Further, it can be explored with respect
to other demographic variables like marital status,
education level, profession, etc.
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The Craft #Regram—Selling Indigenous Products Using | nstagram:

The Upsell and the Downside

FARHAT BASIR KHAN!, ABDUL QUADIR SIDDIQUEE? M. ZISHAN® & TAWSEEF MAJEED*

ABSTRACT

Instagram is one of the most popular social media platforms in the world. It has seen a phenomenal
increase in the number of users in the last decade. With the list of professional features it offers, the
social media platform is also popular with brands looking to build communities and engage with
their customers directly. For people engaged in the arts and crafts sector, Instagram seems the logical
choice, considering the visual nature of the platform and business tools that it offers. This study looks
at the motivations that drive artisans and small businesses to sell their products on Instagram. In
depth interviews with 10 active sellers on Instagram were done to gather meaningful data, based on
experience. All the participants believed that Instagram was an invaluable tool for building the brand
and marketing; however, as a standalone, it was ineffective for sales. Omni-channel retail is suggested
as the best way forward to ensure the best possible outcomes. Apart from limitations of the platform,
there are challenges in setting up online presence as well. The level of digital skillsinvolved mean that
the artisans looking to set up an online storefront have to move beyond their artisanal skills and learn
entrepreneurship and technical skills required to run such a business successfully. Gaining the trust
of the customers is another challenge, who are difficult to convince of the authenticity of indigenous
products and the quality of handicrafts. Since the quality of online products, that are not branded, is
questionable, this paper proposes establishing a quality assessment body that can issue quality mark
certification to ensure the authenticity of the products. This will not only improve the trust of the
customers in such products, but it will also help small businesses establish their brands through labels

and quality marks.

Keywords: Indian handicrafts, Instagram, Omni-channel retail, Social media, Technology and Indian crafts

Introduction

Indigenous or native art and craft can be traced
back thousands of years. This also means that such
art has endured and continuesto survive. Thisisonly
possible because of the flexibility and the willingness
of the artisans and craftspeople to adapt (Varma,
2013). Adapting, while keeping trueto theindigenous
nature of the art and productsis complicated (Jhaveri,
2020). Whilethe Internet has brought everyone closer
and helped in documenting every facet of art and craft
and made the dissemination of information regarding
technique and form possible, the sustainability of the
sector is challenged by genericide and duplication.

There are an estimated 200 million artisans in
India, with the handloom and handicraft industry
accounting for the biggest numbers in employment
after agriculture (Agarwal, 2021). It is a key means

of livelihood for people in both rural and urban
areas (Jaitly, 1990), and is aso becoming a viable
second income for the younger generations who are
monetising their artistry and craftsmanship using
social mediaand other digital mediums (Luckman &
Andrew, 2018a). The ease of establishing a virtua
store and the ability to network through social
media provides budding entrepreneurs and small
business owners a sense of real and sustainable work
(Luckman & Andrew, 2018b). For the purpose of this
study, a small business is identified as one with fewer
than 5 employees and with annual revenue of less
than INR 10 lakhs.

This has resulted in a creative micro-economy
that isgiving small business owners and independent
artisansand craftsmentheaccesstoarichinternational
online marketplace and an opportunity to sell directly
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to the buyers. These micro-entrepreneurial pathways
give the business owners a sense of optimism,
especialy in light of small investments required to
set up avirtual presence in comparison to a physical
store. However, behind the glitz and glamour of
selling directly to the buyers virtualy, lies the
complexity of setting up that virtual presence, digital
marketing and competing in a hyper-competitive
market at low profits.

The added pressure of competing with numerous
other similar businesses can also be an impediment.
Simply creating an online storefront on Google or a
website to sell products might not work. Sellers have
to engage with their customers, engage in influencer
and affiliate marketing and even use digital marketing
tools to reach more people. Acquiring such skills
can be a deterrent for alot of artisans and handicraft
sellers. The level of skill involved and the kind of
competition online might make it a questionable
investment for the sellers. And yet, there has been
an increase in the number of online sellers since the
beginning of the pandemic. Instagram, especialy,
has seen a mgjor increase in the number of business
usersin India. As not much isavailable, in the way of
literature, about the interaction of art and craft retail
and social media as a marketplace, Instagram will be
agood place to start.

This study will look at the motivations of people
selling their art and handicrafts on Instagram and the
challenges they face. It aso plots a way forward for
the sustainability of the sector.

Literaturereview

Arts and crafts play an important cultural role
in India by cultivating an authentic experience that
is unique and usually indigenous to different parts
of the country (Barnard, 1995). The art and craft
sector in India is also deeply linked with tourism,
representing the cultural history and traditions of the
many different parts of the country (NCERT, 2011).
Despite being the second biggest sector in terms of
employment and representing tremendous economic
potential, most of the artisans still reside in rura
areas. While there have been an increasing number
of attempts to include rura artisans in the design
process (Bhandari & Kalra, 2018), there is dill a
huge digital divide between the rural and urban areas
of India and that limits participation, collaboration
and innovation.

Theinability to adapt to the changing times, newer
technologies and modern marketing methods often
means loss of revenue for artisans and craftspeople,
who turn to other sources of income (Jain, 2016). The
lack of domestication of technology in rural areas of
India, especialy in the arts and craft sector has led
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to an overwhelming dependency on sales through

physical stores and exhibitions. Domestication

theory describes how technology (especially media
technology) is tamed and appropriated by its users

(Ward et al., 2006). The theory, proposed by Roger

Silverstone, details four steps of domestication

(Silverstone & Haddon, 1996):

1. Integration of technologiesinto everyday life,

2. Adaptation by users and their environment,

3. Feedback post adaptations to shape next
generation of technologies,

4. Conversion, highlighting the extent to which
technology reflects the culture of the users.
Duetotheglaring dividein accessto technologies

between therural and urban users, theformer have not

been able to move beyond step 1 while the latter are
already on step 4—technological development has
become synonymous with urban development (Kim
et al., 2009). Despite several governmental initiatives
and a universal push to get more people online,
take-up among business, especialy small business,
has not been as expected with some businesses and
individuals not adopting digital technol ogies, thereby
not being able to avail the numerous benefits these
technologies present (Harwood, 2011).

The extraordinary adoption of | nstagram

Instagram was launched in 2010 through the app
store and was immediately popular, amassing one
million users within 10 weeks of its launch. Twitter,
in comparison, took two yearsto have as many users.
Over the years, Instagram, owing to its professional
benefits, started gaining popularity with businesses
and even educators (Carpenter et al., 2020). By
the end of 2020, there were nearly 130 million
Instagram users in India. The COVID-19 pandemic
inspired individuals, institutions and businesses to
find creative ways of using Instagram; for example,
hosting avirtual art show (Pippitt et al., 2021).

Globally, 9 out of 10 people on Instagram
followed at least one brand (Instagram Internal Data,
2019). In addition, as of 2018, 90 million people
were tapping on product tags each month. This has
made the popular social media platform a must for
the big brands as well as small business owners. One
of the expanding groups using Instagram for business
isthe arts and crafts community with people, ranging
from hobbyists to artisans showcasing and selling
their craft on Instagram.

Although numerous businesses and individuals
have been using Instagram to sell products, it is
gtill not an established selling platform. However,
it has already been established as one of the best
visual platforms for brand building, especialy for
businesses selling visually attractive products (Latiff
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& Safiee, 2015). This makes Instagram an ideal
platform for artists and those creating content around
art and craft (Black, 2018).

Resear ch question and objectives
The aim of the paper will be answer the question:

What is the primary motivation for indigenous art/

craft sellersto opt for Instagram to sell their products?
In doing so, the study will also attempt to

understand:

* Is Instagram a good platform to sell indigenous
art/craft?

* What are the different challenges faced by
indigenous art/craft sellers while selling for
Instagram?

* What is the best way for indigenous art/craft
sellersto sell their products online?

Methods

A qualitative approach with semi-structured
interviews was implemented for this study. In-depth
interviews (n=10) were conducted to collect primary
data while secondary data was collected through
review of literature. A purposive sampling method
was used to select the participants. Individuals and
small businesses using Instagram for selling their
products were selected for the study. A manual search
on Instagram was done to identify the accounts that
had been actively selling art and craft in the last three
months. 30 such accounts or pages were identified and
contact was initiated through Instagram messaging,
email and over the phone, where a phone number was
available. 10 of those were eventually shortlisted on
the basis of the nature of their business, the number
of employees and the annual turnover.

Theaccount ownerswerecontacted over thephone
and interviews were scheduled. The interviews were
held telephonically and were recorded with express
permission of the participants. The recordings were
transcribed and translated to English, where needed.
The transcriptions and translations were cross-
checked by two experts to ensure consistency and
accuracy of the obtained data.

A thematic analysis was done to analyze the
qualitative data to draw themes and sub-themes.
Open, axial and selective coding was done to find
patterns and determine themes. To ensure reliability
of the data, inter-rater reliability was employed. Two
peer reviewers were asked to rate the code and anear
perfect score was obtained.

Results
Omni-channel retail

All the participants used Instagram and at least
one more channel to sell their products. 90% of the
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participantsusedtheir websitesastheonlinestorefront
and Instagram as the primary marketing channel for
their products. Only 2 of the ten participants sold
their products from a physical storefront but al
were open to selling at exhibitions, crafts and art
fairs. All the participants believed that in the new
normal, selling online will be a preferred choice for
everyonelooking to sell art and craft products, if they
have the necessary skill to do it. Fifty percent of the
participants believed that physical storefronts will
gtill dominate due to various factors, including but
not limited to, lack of digital skills of artisans and
craftspeople, growing competition on social media
platforms, and changing advertising features of
social media platforms.

One participant pointed out that “Instagram is
great for now. However, | don't see it as a preferred
platform for selling in the near future. It's visual
nature does mean that it might be the preferred
platform for marketing”.

Another participant added that “Instagram is the
flavour of the week. To be truly successful, we need
to sell on various channels and market on even more
to ensure good sales and greater visibility”.

The upside of selling on Instagram

The visua appeal was the single biggest factor
that drove the participants to start selling on
Instagram. As one of the participants indicated, “Our
products are artistic and it is all about how they look.
Instagram is one platform that is al about that. Even
the layout is like a visual directory of products that
the consumers or potential customers can just ook
through”.

Four advantages were mentioned by the
participants who used Instagram for selling. 100%
of the participants believed that ‘Networking
and Community Building’ was the single biggest
advantage of using Instagram for selling. One of the
participants pointed out, “Instagram works with a
unique algorithm that favours sellers like us. Once
your content gets a few likes and comments, the
algorithm shows your content to similar audiences
and you start building a community of like-
minded people. Not every one of those people is a
customer but it pays off to know these people and
build connections’. The organic reach of Instagram
was another advantage that drove sellers to use the
platform. “New features like reels, especially in the
wake of the TikTok ban, have really given us the
opportunity to reach as many people as possible. Yes,
we need to know what kind of content will work and
use the right hashtags, but once you get the hang of
it, it is pretty doable’, said a participant who used
Instagram to start and run her raisin art business.
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Visual

Networking Collaborations
layout and and
Community Partnerships

Fig. 1: Biggest advantages of using Instagram for
selling art and craft

Organic
Reach

Figure 1 shows the four biggest perceived
advantages for people in arts and crafts using
Instagram to sell their products.

The downside of selling on I nstagram

The increasing competition and ‘noise’ were the
two single biggest disadvantages identified by the
interviewed sellers. 80% of the participants believed
that Instagram was becoming a hyper-competitive
platform, which was not conducive to business. One
of the respondents believed that “Instagram is not all
that great for sellers as it relies too much on content
and digital marketing skills. Between two businesses,
no matter what the quality of the product, whoever
has the better content and budget for running ads
will see more engagement and thus sales’. Another
participant also suggested that too many people
and small businesses were on Instagram selling
art, handicrafts and handloom and it was becoming
increasingly difficult to attract new customers.

Forty per cent of the participants were concerned
about the growing noise, i.e., Instagram accounts
focused on highlighting similar products without
any affiliations with actual sellers. One participant
claimed that “the growing noise is making it difficult
for our potential customers to find us. Instagram is
full of such content and pages now, and these pages
are better at curating content than us, which resultsin
better engagement and more followers for them. This
means that we have to spend an additional amount of
time on content and marketing to compete, which is
simply not possible”.

Another downside to using Instagram for selling
was found to be lack of actual sales. Ninety percent
of the sellers interviewed reported that Instagram
didn't help them make actual sales but helped in
generating leads. “Instagram is good for networking
and collaborations, but when it comesto actual sales,
it usually takes place on the website or over the
phone”, stated one of the participants.
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Fig. 2: Responses on the Likert Scale by the respondents
depicting the ease of access for setting up a shop on Instagram
(5 being the easiest)

Ease of setting up shop on I nstagram

On a scale of 1 to 5, with 5 being the easiest,
setting up a shop on Instagram was rated (median) at
a3, which depicts‘ somewhat easy’ . The responses of
the 10 participants are depicted in Fig. 2.

One of the interview participants believed that
Instagram was one of the easiest platforms to use to
set up a digital store, “because everything is visual
and organized. All you have to do is fill out a few
details and start posting content”. However, another
participant differed—“If we are talking about just
starting a business account, that is pretty easy, but
setting up a store where you can sell on Instagram
is not that easy. You will need some digital skills
to be able to properly set it up, fill in the details
accurately and properly use the hashtags or ads to
your advantage. For a beginner or someone who is
not digitally aware, it might be challenging”.

Instagram for sustainability of art and craft

Sixty per cent of the respondents believed that
Instagram was not going to play an important role
in the sustainability of the arts and crafts sector in
India. Every participant believed that sustaining art
and craft would take major policy changes while

Not sure
30%

Fig. 3: Distribution of responses for whether the participants
believed Instagram was going to play a pivotal rolein
sustainability of the arts and crafts sector in India
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Instagram will remain a mgjor marketing channel
for artisans and small businesses looking to sell
organically and building a community online. The
distribution of responses to whether the participants
thought Instagram could play a pivota role in the
sustainability of the sector in India is depicted in
Fig.3.

Discussion

With the widespread proliferation of smartphones
and increasing number of people coming online,
virtual or online shopping has also been gradually
becoming popular. With more than 300 million online
buyers, the e-commerce market in Indiais expected
to be worth USD 200 billion by 2026 from nearly
USD 38 hillion in 2017 (IBEF, 2021). Arts and crafts
sector has also seen online retail opportunities open
up, however, the change up hasn’t been as effective
and deliberate as for other sectors. For those who
have moved online, websitesare the digital storefront
while social mediais mainly used for marketing and
community building. For those using socia media
platforms like Instagram for selling, there are a
number of crucial factorsat play.

The visual appeal

Instagram is predominantly a visua platform,
which suits the arts and crafts retail. An Instagram
page works like a dynamic product catalogue that
the potential customers can go through and place
their orders. However, while Instagram has been
effective in spreading awareness about the products
and generating leads, very few actual sales happen
on Instagram. As most of the businesses and even
individuals have their own websites, the leads can
easily be diverted and converted there.

Effective marketing and branding tool

Instagram is an effective way of connecting,
collaborating and building communities, which are
essential for arts and crafts sellers. By focusing on
creating content, the sellers are able to organically
reach peopleinterested in such products, thanksto the
algorithm that matches users to the content that they
would like to see. The platform also allows sellersto
collaborate with influencers who can then popularize
the products and the brand, thereby increasing the
reach of the brand and size of the community.

Let the customers find the sellers

The possibility of potential customers finding the
Instagram page, based on their interests, is exciting
for the sellers. It takes away the burden of advertising
to the right audience and instead gives customers the
power to find the products. With no geographical
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l[imitations, the customers are able to view and
purchase products that are indigenous, unique and
usually unavailable in the physical marketplace. This
was also supported by the Hiscox Online Art Trade
Report (2014), which revea ed that 75% of the online
buyers of arts and crafts shopped online asit allowed
them to find things that they wouldn’t normally find
in the physical marketplace.

The growing competition and noise is discouraging
the sellers

With an increasing number of people joining
Instagram every day, the number of sdlers is
also increasing drastically, creating saturation for
products that have a limited audience. Features like
paid advertising and factors like ‘quality of content’
put the small businesses and artisans with limited
resources at adisadvantage who cannot compete with
the spending power of the bigger brands. It would
take time, effort, and money to compete, which
smaller brands do not have an abundance of. This
makes selling on Instagram a questionable prospect
as investment in digital literacy and investment of
time won’t guarantee definite sales, even if it means
definite reach and engagement.

Omni-channel retail isthe way to go

Most successful sellers rely on three or more
channels for selling. The most common are
physica stores, websites, and one or more social
media platform. Instagram can be used to generate
awareness and |leads that can be converted into actual
sales on other channels. Newer features like ‘Reels
are allowing sellers to create snackable video content
that can go viral and bring instant fame and followers.
However the limitations of budgets, time and digital
literacy can inhibit that, and thus having multiple
channelsfor retailsis the sensible choice for arts and
crafts sellers.

Thesustainability of the sector would not beensured
by a single platform

The pandemic highlighted an aready known
challenge of the arts and crafts industry: most of the
independent artisans and craftspeople live from sale
to sale, often working multiple jobs to make ends
meet. The power looms and genericide had already
made it difficult for such sellers to make a living
from their products in the recent past, however, the
pandemic and lockdown restrictions pushed many
into abject poverty due to the failure to pivot to the
digital space. Thedigital divide was never so obvious
and the problems of access, distribution of resources
and lack of digital literacy became the defining
factors of decline of the sector during the pandemic.
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Indigenous products, especially, have been badly
impacted as duplication and genericide have resulted
inlack of appreciation aswell asalack of trust in the
authenticity of these products. Creating indigenous
art and craft is atedious task and the sellers need to
be compensated fairly to keep the artisans interested
in investing time and effort in such products. As
the problem of “fake” and “unauthentic” products
plagues the online retail space, solutions at a policy
level will be needed.

Conclusion

Instagram is an effective marketing tool that gives
the sellers a great platform to build a community,
collaborate with influencers and reach people
organically. The growing competition means that
smaller brandswill not be able to match the spending
power of the bigger brands and will not be able to
sustain their business on Instagram. Omni-channel
retail is a must for arts and crafts sellers to ensure
maximum possible sales. Focusing on a single
platform like Instagram for sales is ineffective, even
if it provides good opportunities for building brand
awareness.

Genericide and a lack of trust in online products
can hamper the sales of arts and crafts in India
Indigenous arts and handicrafts, especialy, need
an identification and quality mechanism to ensure
authenticity to gain consumer trust. A quality mark
certification for arts and crafts is suggested to
tackle this problem. Such a mark would identify the
indigenous characteristics of the products while also
rating the products for quality, finishing and build
quality. In online retail, this would inspire confidence
in the potential customers and also lead to better sale
outcomes for the sellers.

Policy reforms are required across the board,
from improving access to the latest technology
to imparting digital literacy in artisans and crafts
people. In the new normal, with depleted resources,
those involved in arts and crafts might not be able to
set up and maintain physical storesagain. Thiswould
seeamajor loss of skilled artisans, who would prefer
more secure jobs with better potential payouts. As
most of the indigenous art is currently passed down
from generation to generation, workshops need to
be conducted to impart this education and skill to as
many people as possible.
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Exploring Strategic Options for the Agnipath Scheme of the Indian
Armed Forces. | nnovative Approaches
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ABSTRACT

India has launched the “Agnipath scheme” in consonance with militarily superpower nations across
the globe. The policy is undoubtedly innovative and path-breaking as it would allow the youngsters to
work with the armed forces and enhance their overall development. After the exit, the militarily trained
personswould get jobsin similar cadres or go for start-ups using the lump sum corpus return. However,
certain apprehensionsin the minds of asection of aspirantsand intellectual s have recently been reported
in the media. This paper has attempted to widen the attractions of the scheme by incorporating social
security benefits within the limiting resources and constraints. The paper explores strategic options that
can be offered to the Agniveers, and the incumbents can exercise to franchise the best-suited model
depending upon their socio-economic priorities. Offering pensions to the Agniveers would fulfill the
state's commitments towards achieving inclusive and sustainabl e devel opment goal s by sustaining their
livelihood following the principles of ‘universal basic income'. The paper also portrays a comparative
study among the similar schemes offered by global players and reveals that the Agnipath scheme
emerges better on various dimensions. This paper has also suggested ways to ensure the academic
progression of the recruits along with other non-pecuniary benefits.

Keywords: Agnipath scheme, Social security benefits, Sustainable Development Goals, Non-pecuniary

benefits, Agniveer, Indian armed forces

Introduction

The world has witnessed rapid technological
changes equally relevant to the armed forces. The
daysaregonewhenthesize of soldiersdeterminedthe
strength of thearmed forces. Instead, itisdesirablefor
acountry to accommaodate high precision technology
and sophisticated arms and ammunition, including
artificial intelligence (Al)-based guided missiles
where soldiers casualties are replaced by automated
drones or robotic technology. The defence strategy
tactics equations and manifestations are becoming
more techno-savvy. The global superpowers are
adopting innovative technology ecosystems to
modernize their armed forces while they make their
citizens ready as and when they would be required
for deployment.

‘Agnipath’ is an innovative scheme recently
announced by the Government of India to offer
opportunities among the nation's youth to serve in
the Armed Forces. Many of us dream of working in
‘uniform services’, which remains unachieved most
of the time for various reasons. Countries like Isragl,

the United Kingdom, and the United States of America
have already experimented with similar modéls,
where youths are engaged in the armed forces for a
specified period and after which they are separated
from the services. This enables the country to get the
best possible young and energetic workforce, and they
can take pride in the country's sovereignty. On the
other hand, short-service recruits can aso get many
opportunities after completing the service. Service
models like this have been experimented earlier in
India; for example, appointments in the territoria
services or the short-service commission, where a
graduate can join par equivalent commissioned officer
for a definite period of service.

With the advent of geopolitical dynamics, India
needs to build a large well-equipped armed force.
On the contrary, it would create unendurable fiscal
pressure on the economy. So, the government has
coined this Agnipath scheme to possess a trained
armed force that can be deployed in exigencies. At
the same time, the young minds of this country can
have the opportunity to work for four yearswith afair
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arindam.management@gmail.com); 2Assistant Professor, Department of Management, Rajiv Gandhi University, Doimukh, Arunachal
Pradesh 791 112, India (e-Mail: dr.anilkumarsingh@outlook.com); 3Vice-Chancellor, Rajiv Gandhi University, Doimukh, Arunachal
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compensation package. One-fourth of the personnel
would get confirmed in the armed forces based on
their ratings in the performance appraisal system.
The remaining three-fourths of the recruits will be
separated from the service with a definite financial
package. Such recruits would get preferences in
government services, including police, paramilitary
services, and private organizations. They can even
start new entrepreneurial ventures.

This approach paper has attempted to incorporate
additional social benefit measures for the short-
term recruits (Agniveers) so that if separated, the
incumbents and their dependents would be entitled
to receive a defined pension in the line of the
Contributory Defined Pension System (CDPS) model
designed by Chakrabarty and Singh (2022).

Review of Literature
The Agnipath scheme in a nutshell

The Indian Government announced a new
recruitment policy, ‘Agnipath Yojana for the
Indian armed forces on June 14, 2022. The policy
is an outcome of nearly two years of extensive
brainstorming by the government representatives
and the chiefs of all three wings of our proud armed
forces, viz., the Indian Army, the Indian Navy, and
the Indian Air Force. The policy intends to recruit
suitably qualified recruits to the Indian armed forces
for four yearsand infusesasense of ‘josh’ and ‘jazba
(SNS New Delhi, 2022). The idea is to pool tech-
savvy young men to serve the forces with the highest
order of discipline, commitment, and patriotic
values. A tech-savvy cadre is indispensable in
contemporary warfare. Hence, they have been aptly
named ‘ Agniveers.” Agnipath also aims to reduce the
average age of the armed forces by approximately
four to five years. The Agnipath Yojana has several
advantages from which the Indian youth can benefit.
They would learn essential professional skillssuch as
ethos, courage, team spirit, and commitment to duties.
These skillswould be crucial for the youth in all their
professional ventures after the service. The scheme
envisages national integration, nation-building,
improved battle preparedness, youthful profile,
confident citizens, and smooth integration of the able
youth into the national mainstream. The cadres who
do not get retained would have an incentivized exit
option. The government has declared a combo of the
composite annual package, allowances, Seva Nidhi,
death compensation, and disability compensation
(MyGov.in, 2022).

Features of armed forces recruitment across the
world: A comparative study
A comparison of the recruitment policies of the
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armed forces in select world superpowers can be
assessed in Table 1 below.

Nationwide unrest over the Agnipath scheme

India recently witnessed unfortunate nationwide
unrest and protests by a small section of youngsters
against the newly devised Agnipath scheme (Express
News Service, 2022; IANS, 2022). Although
the scheme clearly states that 25% of the select
incumbents would be confirmed in the service, most
of them opine that the proposed scheme does not
ensure permanent jobs for the recruits in the armed
forces. Another set of arguments revolves around
the lack of pension and gratuity for the recruits
who would get separated from the service after
four years of engagement. There are apprehensions
about the future career and livelihood uncertainty
of short-service recruits. This apprehension is
perhaps due to misconceptions or being motivated
by wrongly perceived notions. However, all these
apprehensions can be resolved within the existing
structure and framework if the dimension of social
security benefits can be augmented in the spirit of
the CDPS model (Chakrabarty & Singh, 2022). The
CDPS model enhances the holistic well-being of
Indian citizens by extending pension benefits to all
the professional spheres, including the government,
PSUs, and even the private sector. The CDPS
model could enhance employee retention in the
government sector through guaranteed pensions
for the employees and non-guaranteed financial
benefits extended to the legal heirs of the employee
post demise.

Objectives of the study
 To study the overview of the compensation plans
for Agniveers under Agnipath scheme.
e To explore the strategic options for the Agnipath
scheme incorporating innovative approaches.

Resear ch methodology

The present study is based on the influx of
media reports that emphasise nationwide unrest
over the recently adopted Agnipath scheme by the
government. Based on various literature reviews
and media reports, it was attempted to understand
the scheme using secondary information and explore
possible strategic options that may be incorporated
within the scheme, focusing on social security
measures and innovative approaches.

Analysis and interpretation-|

The scheme invites youngsters to join the armed
forcesfor four years after school education, and 25%
of them would get confirmation based on specific
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Table 2: Agnipath scheme benefits as proposed by the Government of India

Years Customized In-hand (70%) Compulsory Compulsory Final Return on Exit
Package (in%) contribution to contributionto  under Seva Nidhi
(Monthly in%) Agniveer Corpus corpusfundby  Package (including
Fund by the the Gol (ing) accumulated interest)
recruits (@30%)
(in%)
Year 1 30,000 21,000 9,000 9,000 *The scheme has no
Year 2 33,000 23,100 9,900 9,900 social security benefits
Year 3 36,500 25,580 10,950 10,950 (Pension, Gratuity, etc)
Year 4 40,000 28,000 12,000 12,000
Total contribution in Agniveer corpus after four 5,02,000 5,02,000

years of service
Exit after Year 4

Source: (SNS New Delhi, 2022)

performance criteria. The remaining 75% would get
separated from the service with a lump sum return
and plenty of future career opportunities. A schematic
description of the broad compensation plan for the
Agniveersisenveloped in Table 2.

The Tangible Financial Benefits of the Agnipath
Scheme

1% year: 321,000 x 12 = %2,52,000
2" year; 23,100 x 12 = %2,77,200
3 year: 25,580 x 12 = %3,06,960
4" year: 328,000 x 12 = %3,36,000
Total in-hand salary from four = %11,72,160
years of service

Retirement/exit from service = %11,71,000
after 4" year (approximate

growth @8.05% per year

compounded)

Grand total of earning of = %23,43,160

Agniveer after four years of
service

This scheme has been adopted by the central
government to provide more opportunities to the
youngsters so that they can be part of financial
inclusion immediately and land on a financially
independent life in the near future with the total
income of nearly a quarter crore of rupees in total.
Apart from that, the Agniveers are entitled to have a
cover of 48 lakh of life insurance (in case of death)
during their service period without any deductions
from their salary (News9 Staff, 2022). In addition,
the recruits are also covered by insurance benefits
based on the level of disabilities i.e., one-time ex-
gratia of 44 / 25/ 15 lakh based on percentage of
disability @ 100%/75%/50%, respectively (Money
Control News, 2022). All these entitlements
essentially reinforce the quality of life of the recruits,

¥ 11,71,000

future progression, and even comprehensive support
package for uncontrollable uncertainties so that the
cardinal interests of the recruits and their families
may be protected.

Analysis and interpretation-I|

Incorporating the social security benefits in the
Agnipath scheme in line with the CDPS system

It is attempted to explore various pecuniary and
non-pecuniary added benefits that can be offered to
the Agniveers so that they can exercisetheir choiceas
per their career objectives and family commitments.
Two innovative models have been developed within
the limiting financial outflow on salary heads, where
the component of gratuity and life-long pension can
be offered along with slightly lower lump sum return
at the time of exit (as elaborated in Tables 3 to 7).

The 15% contribution by the government towards
the corpus shall be added to the corresponding 10%
contribution made by the employee (in line with the
CDPS scheme). The remaining 15% (of the 30%
contribution pledged by the government) may be
used to generate returns like a monthly recurring
deposit (RD).

The corpus of ¥2,92,907 would be generated from
the government contribution of 15% of the cadet's
salary for four years, which was accumulated at
@8.05% growth per year.

After the extended discussion of retirement
benefits proposed for the Agniveers, it is desirable
to visualise the comparative analysis of the three
models for an overall assessment and ease of choice.
The same may be seenin Table 6.

Intangible or indirect privileges and opportunity
matrix for the Agniveers
Some of the non-financial intangible benefits that
Agniveers may be entitled to receive are as follows:
» Exposure to an excellent army training
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Table 3: The corpus contribution matrix

Contribution under Employee Government

Existing Agnipath o

Scheme 30% (compulsory) 30% (compulsory)

Proposed CDPS 20% (optional) and 10% (compulsory)

System 20% 10% 15% 15%
(optional)  Employees contribution Employer’s contribution Creating a corpus

@10% to be invested by
the government to generate
fixed pensions for the
short-term recruits and their
dependents

@15% to be invested by the  for payment of
government for generating gratuity and lump
fixed pension for the short-  sum final returns
term recruits and their

dependents

25% inclusive of employee and employer contribution to be
invested for generating pension corpus with a guaranteed
monthly pension benefit @8.6% of average salary*
amounting to < 3,000 per month

Source: The authors

* Average salary = (30000 + 36500 + 40000)/4 =% 34,875
Monthly Pension = 8.6% of the average salary =% 3,000
Annual pension =% 3,000 x 12 =% 36,000

Table 4: Calculation of the compounded corpus value

Years Contribution Annual Annualised Compounded value
@15% of contribution  yield @8.05%  after completion
monthly salary (in%) growth* per of the fourth year
(in%) year (in%) @8.05% growth*

(in%)

Year 1 4,500 54,000 56,397 71,143

Year 2 4,950 59,400 62,037 72,427

Year 3 5,475 65,700 68,616 74,139

Year 4 6,000 72,000 75,198 75,198

Thetotal value of the 15% contribution by 2,92,907

the government after four years

* Assuming the growth of the fund @8.05% in proximity with the current EPF rate

Source: The authors

» Exploring the essence of adventurous life
» A disciplined lifestyle with imbibing maturity

Indicative extensions of the benefit vectors for the
Agnipath scheme after incorporating social security
measures among the multi-stakeholders

For the recruits: .

* Opportunity to work with the armed forces,
resembling dreams coming true.

» Understanding various operations of armed forces
and acquiring knowledge of multiple skills.

* Handsome salary at early ages of career: India
ranks low in the average saaries drawn by its
citizensfor work. It wasonceranked 72ndamong ~ *
106 countries surveyed by Picodi.com (PTI,
2020). The median monthly salary of the youth
in India is between 316,000 (Singh, 2022) and
321,000 (Kanwal, 2022). The Agnipath scheme

is destined to provide the Agniveers 330,000 per
month in the very first year of service, which
eventually will be raised to 33,000 in the second
year, ¥36,500 in the third year, and 340,000 in
the final year of service. These amounts are way
better than the current national average.

Serving the amed forces needs strong
psychological bending and resilience. Four years
service in the Agnipath scheme would ensure
whether the recruits can serve such stringent
disciplinary life for an extended period or not.
This would neutralize the growing cases of
suicide in the armed forces.

If the social security benefits are incorporated, the
short-term departing recruits and their dependents
would be entitled to receive a fixed pension
throughout their lifetime or the corpusin lieu of
only after completing four years of service.
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Table 5. Calculation of financial package post-retirement under the proposed model

Take-home Guaranteed Gratuity after Lump- If opted by the Total package after exiting
sdary ) pension per completion of four sum final cadet for a20% from service
month (for the years continuous returnat  contribution in an
incumbent and service (@15 days theend of assured growth
thedependent  per completed year thefourth fund (@8.05% per
for rest of the  of service) year annum)
years)
21,000  Z3,000 per 2 month’'saverage %2,23,157 (94,860 + 96,569 + With availing guaranteed
23100 Mmonthor salary =369,750 98,854 + 1,00,261) pension (in%):
equivaent =%3,90,544 (69,750 + 2,23,157 + 3,90,544)
25580 return of = 6,83,451
28,000  Pension corpus Without availing pension
of ¥4,82,850

(in%): (4,82,850 + 69,750 +
2,23,157 + 3,90,544) + 5,000
(non-refundable one-time seed
grant for not availing pension)
=11,66,301 + 5,000
~%11,71,000

Source: The authors

Table 6: Compensation plan (GP, Gratuity) for short-term recruits assuming a 10% contribution from the employee

In-hand salary (IHS) ) Guaranteed Pension Gratuity after Lump sum Total package after exiting from
(Increased by 28.57%  (GP) per month (for completion of four final return at Service
with reference to the theincumbent and  years continuous  the end of the
corresponding year at¢ the dependent for service (@15 days fourth year
Model 2) the rest of the years) per completed year
of service)
27,000 %3,000 per monthor 2 month’saverage  %2,23,157 With availing guaranteed
29700 equivalent return of ~ salary =369,750 pension (in3):
pension corpus of + =
32,850 24.82.850 (69,750 + 2,23,157) = 2,92,907
36,000 Without availing guaranteed

pension (in3):
(4,82,850 + 69,750 + 2,23,157
+5,000) = 7,80,757

Source: The authors

Table 7: Comparative illustration of retirement benefits for the Agniveers from the different models

Gross Salary Take-home salary Lumpsum Return  Gratuity Pension
(in%) (in%) (in%)
Model 1 Year 1 - (30,000 x 12) 1% Year: 21,000 x 12=2,52,000 11,71,000 Nil Nil
2" Year: 23,100 % 12=2,77,200 22 23157 + 69,750 3,000 per
Year 2> (33,000 x 12) 3 Year: 25,580 x 12 = 3,06,960 3 90 544 (if opted month for the
4" Year: 28,000 x 12=3,36,000 4 deduction of 20% employee and
Model 2 Year 3> (36,500 x 12) for assured growth his dependent
Thetotal salary drawninfour  fyng)] legal heir
Year 4 - (40,000 x 12) yearsof service = 11,72,160 =%6,13,701 or anytime
right of
Totdl =316,74.000  vear 15 (27,000 x 12) 22,23,157 withdrawal of
Year 2 > (29,700 x 12) the pension
Model 3 Year 3 > (32,850 x 12) corpus
Year 4 > (36,000 x 12) amounting to
34,82,850

=1315,06,600

Source: The authors
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e Three-fourths of the short-term recruits will be
separated from the service with a definite financial
package. Such recruits would get preferences
in government services, including police,
paramilitary services, and private organizations,
and they could even start new entrepreneurial
ventures.

e The retiring short-term recruits may be provided
special provisions (two seats over and above the
existing strength) for admission in the 10+2 and
equivalent courses and each program of the UG/
PG level offered by any HEI in India so that their
academic progress should be prioritized asamark
of their sacrifice to serve the motherland through
the armed forces.

e |t would enhance the overal employability and
potential job opportunities for the recruits.

Indicative career progression of Agniveers after four
years of service

Once the tenure of short-term service recruits is
over after four years of service in the Indian armed
forces, they will have a range of options to choose
from to progress in life and sustain their livelihood.
The possibilities are depicted in Figure 1.

For the country:

e The mission Agnipath would attract many
youngsters into the armed forces, of which
three-fourths would be separated after four years
of service. It can be interpreted that a more
significant number of recruits will be inducted

Communicator LVI1(3)

compared to the number of confirmed recruits.
This model would strengthen the armed forces
with young blood and ignited minds.

e The mission Agnipath would create armed forces
professionals who can be deployed in exigencies
or war situations.

e The Agnipath scheme would enhance the
employability of many youths with a fair
compensation package blended with corpus
fund and social security benefits. With a greater
likelihood, it would wipe out the nation’s
commitments towards achieving Sustainable
Development Goals (SDGs), especially the SGD-
1 and SDG-2.

e The model Agnipath would improvise the culture
of national integration and pride for the country
among the youths of the society.

For the society:

e Serving in the armed forces will enlighten
the recruits with the philosophy of sacrifice,
cooperation, and collective efforts. Even if the
short-term recruits are separated from the service,
the culture of sacrifice will remain instilled that
will be useful for society forever.

Conclusion

This paper has attempted to uphold the Agnipath
scheme, a dirategic decision adopted by the
highest policy-making body of India to serve the
armed forces most effectively and efficiently. This
innovative plan would provide immense opportunity

Agniveers

Agniveers can sustain basic
livelihood with the corpus lump sum
returns or corpus + pension (if
adopted) till the new assignment is
availed

25% of the total
applicants to be
absorbed in
different wings of
the Indian Armed
Forces

Absorbed
in the
armed
forces

NO

NO

v

Venturing
Entrepreneurship
or Start-up using
corpus at the time
of exit from the
service

T Agniveers can aspire for
NO g p

higher studies or can
avail suitable
assignments from the
larger job-basket in the
diversified fields through
special research or
YES—| preferences across all
the sectors of the
economy

* Government jobs

« Private jobs

« Jobs in NGOs

Completed
higher academic
qualifications
during or after
the service
tenure

NO

.

Agniveers can apply in
various police forces
(central or state
government), forest guard,
RBI, banks, private
security services, etc.

Fig. 1: Career progression options for Agniveers after dissociation from the Armed Forces
Source: Author’s contribution
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to the youth ready to serve the motherland at ayoung
age. The scheme would impart numerous life skills,
interpersonal skills, physical fitness skills, and armed
forcetrainingtothoserecruits. Fromthegovernment’s
perspective, al these skill sets would be provided
to the short-term trainees as part of the investment
in human capital so that after four years, whoever
would have to be separated from the job, would be
enriched and empowered enough to rejuvenate their
careers either in government or corporate jobs or
establishing new entrepreneurial ventures.

It is evident from the table that the Indian
government has provided the best possible package
to the short-service jawans within the limiting
constraints. The Agnipath scheme aims to recruit
voluntarily, has provision to retain 25% of the
Agniveers (higher than any other country), and
promises a salary higher than the country's per capita
income. If the apex bodies consider the propositions
of this paper, then there can beaprovisionfor pension
and gratuity.

The untiring efforts are already paying dividends,
as nearly 94,000 applications have aready been
received by the Indian Air Force aone in the past
few days (Sengar, 2022). The paper has widened two
additional modes of offerings so that all the concerns
and apprehensions can be adequately addressed.
If adopted, the potential recruits would enjoy the
flexibility to choose the best package that suits
their family liabilities and livelihood. Model 2 and
Model 3 have essentially incorporated social security
benefits in pensions to attract those sections of the
population who feel more comfortable with a low
but steady retirement package after retirement, along
with a handsome lump sum amount. The provision
of pensions extended to the Agniveers would endorse
the state's commitments towards achieving inclusive
and Sustainable Development Goals (Goals 1 and 2)
by ensuring their livelihood in consonance with the
principles of ‘universal basic income’ (Chakrabarty,
2019). However, Model 1 strongly advocates that
the retiring jawans should be given a hefty corpusto
rise high if they can venture into new business. The
model offers flexibility to the pension choosers, who
can surrender their monthly pension and take back
the appropriate pension corpus at any point in their
retirement career. This paper is prepared with aview
that the apex authority of the country can incorporate
other models as well so that we can move from a
cloud of confusion to the whole-hearted spontaneity
of the country.
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Planning Effective Mass Media Health Campaigns: A Conceptual
Framework

KAJAL PARMAR

ABSTRACT

Public healthcare has aways been one of the top priorities of welfare states across the world. A lot of
resources are spent on promoting better public healthcare for the masses by almost all the democratic
countries of the world. Due to their extensive reach and virtually universal access, mass media have
become the primary vehicle to deliver multifarious health-rel ated messages to various target audiences.
Mass Media health campaigns play a significant role in the promotion of public healthcare. If planned,
designed, and executed efficiently, a mass media health campaign holds the power to enhance the quality
of lifeof theunderprivileged and deprived sections of the society. Well-planned and designed massmedia
health campaigns have been found to be expedient in ensuring the success of health programs across
the globe. For a health communication campaign to bring out desired outcomes, it needs to incorporate
the right elements of a successful campaign. This paper aims to develop a framework by reviewing
existing literature on health communication campaigns. It attempts to identify the components that
campaign planners should take into account while planning, designing and implementing a campaign.
The components for a successful campaign identified during the course of this study were formative
research, use of theory, audience segmentation, message design, proper outreach and targeting, channel
selection, supportive environment and monitoring. If incorporated properly in a mass media health
campaign, these components may help in augmenting the efficacy of the campaign enabling it to
achieve its objectives.

Keywords: Channel Selection, Formative Research, Mass Media, Message Design, Public Health, Public
Health Campaigns

Introduction

Good health is crucia for the development of
an individual as well as a nation. Better policies
and prevention programmes eradicating various
communicable and non-communicable diseases,
broader investments in healthcare policies, health
programmes and campaigns being designed and
implemented by the government organizations,
al contribute towards economic advancement and
development of a nation (Dodd, 2005, p.46). Health
promotionisanimportant determinant for theprogress
of any country towardsits population’s well-being. It
is a unified term for all the actions and approaches
taken by the nations, pledged towards improving the
health of masses (Crosby, et al., 2015, p.3-32; Tones
& Green, 2004, p.13). Thereare various public health
policies, programmes and campaigns facilitating
health awareness and promotion amongst the masses.

Mass media campaigns have proved to be an effective
tool in sensitizing people towards their health and
promotion of genera healthy practices (Noar, 2006,
p.4). Public health communication campaigns are
extensively used to achieve the goals of different
health programmes and interventions.

Public health communication can be defined as
the promotion of conducive heath environment
among the population by positively influencing
the population and stakeholders, using mass media
tools and techniques (Maibach & Holtgrave, 1995,
p.219-220). Mass media have been in use since
decades for the promotion of health and well-being.
Mass mediated technologies have proved to be
efficient ways fostering a positive climate of health
information (Jesus, 2013, p.528). The health-related
messages usually disseminated through the print or
the electronic media. These media continue to be
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Campus Dharamshala, India. (e-Mail: Kajalparmar®**@gmail.com).
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effective platforms to advance better health among
the masses. These have been used commonly to
raise awareness about certain health issues, health-
related topics and to foster behavioural changes
(Corcoran, 2007, p.73-93). Even at present these
are the most preferred mass media to reach the
desired target audiences in most of the developing
countries.

Health scenario in India

India is home to more than 1.3 hillion people.
Accordingtothereport —World Popul ation Prospects,
2019 released by the United Nations, India will
surpass China as the globe’s most crowded country
by 2027 (United Nations, 2019, para. 4). With this
envisioned scenario of India's population at present
and in the coming years, it becomes imperative to
analyse the factors influencing the health sector in the
country. As mentioned earlier, health is essential for
the progress of any nation, thus the arena of health
and the determinants of health promotion need to be
criticaly studied.

Since the Independence, Indian government
has been making dedicated attempts to remove
the root causes of numerous communicable/ non-
communicable diseases and health problems like
maternal  mortality, child mortality, HIV/AIDS,
tuberculosis, malaria, emerging and re-emerging
communicable/  non-communicable diseases. The
National Health Policy of 1983 and 2002 effectively
addressed various health problems and determined
the health prioritiesin India (National Health Policy,
1983 & National Health Policy, 2002). The National
Health Policy of 2017 aimed to provide the access
to quality hedth care to the people by reducing
the burden of medical finances; by lowering the
cost of hedthcare delivery; by providing and
promoting preventive care programmes and by
promoting health care at policy level (National
Health Policy, 2017). Some of the gravest healthcare
problems India is facing include, issues related to
reproductive health, maternal health, child health,
adolescent health along with communicable/ non-
communicable diseases and problems like leprosy,
measles, mumps and rubella (MMR), tuberculosis,
mortality by cardiovascular diseases, cancers,
diabetes, respiratory problems, mental health, drug
abuse, tobacco use and many more. These are some
of the most challenging health problems which were
addressed in the National Health Policy of 2017 as
top priority. To effectively address and strengthen the
health care delivery system, the policy articulates a
concerted and collaborative action at national and
sub-national levels to expand the scope of hedlth
interventions and health programmes.
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A properly planned, designed and executed
campaign holds the power to improve the heath
condition of millions of destitute and underprivileged
citizens. Successful mass media health campaigns
and interventions are responsible for the success of
health programmes. A huge chunk of money, labour
and timeis poured into these health campaigns every
year, to promote well being and discourage unhealthy
behaviours among the masses through health
promotion interventions (Randolph & Viswanath,
2004, p.419-437). Mass media heath campaigns
can be referred to as health interventions which can
be considered as promising tools for persuading and
changing public behaviour regarding various health
problems (Noar, 2006, p.2). Health interventions as
elaborated by Guttman (1997, p.102) are the actions
taken to persuade the views, thoughts and behaviours
of the targeted audience using interventionist
approaches and strategies.

India has gained success in eradicating diseases
like smalpox and pulse polio and has been able
to achieve increasingly lower infant and maternal
mortality rates owing to its dedicated public health
policiesand massmediacampaigns. Therearenumber
of health programmes like nutritional programmes,
the programmes to control communicable/ non-
communicable diseases and campaigns designed by
the government on reproductive, maternal, neonatal,
child and adolescent health, in order to improve
health and well-being of the citizens like National
Health Mission, Ayushman Bharat Digital Mission,
Janani Suraksha Yojana and many more.

Research has started to reveal that there may be
a number of social, economic, demographical or
cultural factors contributing to the success or failure
of acampaign/ programme. Previous researches have
stated that for acommunication campaign to bring out
desired outcomes, it becomes necessary to address
the right components of effective campaign while
planning, designing and implementing it among the
at-risk group (Rice & Atkin, 2001, p.102-135).

Aim of the study

This study aims to discuss the importance of
mass media health campaigns in the public health
sector. Further by traditionally reviewing the existing
literature on mass media health communication
campaigns, this conceptual paper aims to study the
factors contributing to the success of mass media
health campaigns. It ams to develop a conceptual
framework by identifying the components that
campaign planners should take into account while
planning, designing and implementing a successful
health campaign by reviewing existing literature on
health communication campaigns.
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Literature review

The mass media campaigns in health sector have
been utilized extensively during past many decades
to promote good health decisions; reduce unhealthy
activities like smoking, alcohol and drug abuse;
encourage behavioural changes; improve health
screening awareness, and promote physical activities.
A number of studies have been conducted on the
effectiveness of mass media health campaigns. A
study on the Australian mass media health campaign
targeting physical activity ‘ ActiveAustralialnitiative'
concluded that the campaign positively influenced
the audience exposed to its messages (Bauman et al.,
2001, p.45). The use of mass media in anti-smoking
and drug abuse prevention campaigns have proved
a strong dependence of heath campaigns on mass
communication. Globally, research studies on the
effectiveness of smoking cessation campaigns like
Cdlifornia Tobacco Control Programme (Pierce et
al., 1998, p. 893-899), education programmes for
youngsters (Flynn et al., 1992, p.827-834), anti-
alcohol and drug abuse prevention (Allara et al.,
2015, p.1-10) programmes and campaigns have
suggested mass media as the most promising tool for
promoting healthy lifestyles and habits (Flay, 1987,
p.153-160). Studies have suggested that mass media
health campaigns if designed and implemented
effectively can lead to the promotion of healthy
behaviours like safer sexual practices, sanitation
and cancer screenings. Various literature reviews
also suggested that in the worst-case scenario the
health campaigns can be ineffective and backfire if
not planned, designed and executed appropriately
(Allara et al., 2015, p.1-10). Hence, they should be
implemented according to the framework of effective
and rigorous campaign studies.

Thereview of the national aswell asinternational
health campaigns literature has helped in identifying
multifarious factors and conditions required for
health campaigns to be effective. Campaigns are
not just a direct straightforward effort in health
promotion and disease prevention. Instead, the health
campaigns are more like an activity of exercising
information control, creating awareness, sensitizing
masses, which are being operationalized under
variety of factors and conditions. From the past
research work done on mass media health campaigns,
various components can be identified which make a
campaign successful in achieving its goalslike use of
theoretical frameworks, targeting, messagedesigning,
monitoring, etc. Changing the information climate
successfully isthe primary goal of most of the public
health communication campaigns, with the final aim
of altering behaviours among the target audiences to
prevent chronic illnesses and problems (Randolph &

Viswanath, 2004, p.419-437). As per this approach
the various aspects must be addressed by a mass
media health campaign in order to accomplish all its
goalsin the present media environment.

Research method

This study is a conceptual traditional review
of available literature on mass media health
communication campaigns. In this review of
literature, the focus is on the previous research
findings on the selected topic. These reviews are very
important as they form a base for comprehending
the past, present and future way to go of a particular
research topic (Rozas & Klein, 2010, p.394). During
this literature review the author searched for the
keywords like “health campaigns’, “media health
campaigns’, “health communication campaigns’,
“mediaand health”, “ mass media health campaigns’,
and “media and communication campaigns’ from
the Google Scholar database. Through advanced
search option, articles related to mass media health
communication campaigns published from 1970
to 2020 were searched using selected key words.
The title and abstract of each and every item was
scanned for the appearance of searched key words.
The full-text versions of only those article items
containing the searched key words were obtained.
For further selection and filtration of articles, the
full-text versions of such articles were scanned
thoroughly. Those journal articles, book chapters,
reports, and articles discussing the importance and
the effectiveness of various components of health
campaigns were selected and finally reviewed to
develop a conceptual framework.

Formative research

Mass media campaigns have the capability
to reach large number of populations. Successful
media heath campaigns should have a formative
research base which includes the commissioning
of preliminary research with the target audience,
the problem or issue and pretesting of messages.
Formative research can be defined as the set of
activities defining the problem area, target audience,
their behaviours, it collects data about the variables
that may affect the program implementation (Valente
& Kwan, 2001, p.160-183).

Formative stage is a primary phase that can
enhance the campaign effectiveness by gathering
information about the audience. Conducting
formative research with the target population is
very crucia to understand the population, their
behaviour, preferences, and problems (Fernandez
et al., 2019, p.7). It helps the intervention planners
devise favourable messages, emotional appeals,
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effective channels and theoretical frameworks (Atkin
& Freimuth, 2001, p.102-103). It is an important
part while designing and implementing an effective
communication health campaign (Maddock, Silbanuz
& Nash, 2008, p.213; Noar, 2006, p.24).

Along with the understanding of behaviours
of intended audience and problem area, messages
designed need to be pretested and thus their future
effectiveness should be researched in prior to their
implementation over the target population (Noar,
2006, p.29-30). Valente and Kwan (2001, p.163)
indicated that the messages need to be pre-tested
by the programmers to enhance their knowledge
about the beliefs, attitudes, acceptance, and audience
reactions during the course of production. It helps
to understand that what type of message appeals,
content and style of the messages, channels, any need
of supplementing messages are required to enhance
the outcomes of the campaign. The pretesting of
messages designed for the campaigns is very fruitful
in measuring the campaign’s success parameters.

The planning of a campaign is effective if all
the variables connected to it are well researched
and taken into the consideration by the programme
planners. The primary stage is important for guiding
the planning of an intervention about the factors
which are promising. This research also provides the
insights about the conditions that may be ineffective
during the course of campaign. Aschemann-Witzel
et al., (2012, p.5-11), posited that the information
gathered by conducting preliminary evaluation can
provide valuable insights about the research area
environment.

Investigating the research field anterior of
planning an intervention will help in bridging the
knowledge gap between the target audience, problem
area and the programmers. Thus, formative research
is pivotal to improve the design of the campaigns
(Synder, 2007, p.37) and well researched and
effectively planned campaign account for successful
and long-lasting effects (Farrelly, Niederdeppe, &
Yarsevich, 2003, p.35-47; Noar, 2006, p.5-6).

Theory based campaigns

During the planning of public health
communication campaigns, the theories act as a
powerful tool in making informed choices (Edgar &
Volkman, 2012, p.587). They aim to influence and
ater people’s intentions to adopt, reject or change
behaviour (Fishbein & Yzer, 2003, p.164-183).
The concepts underpinning the campaign planning
and designing are very crucia to understand. To
achieve the desired results, mass media campaigns
need to identify those theories which can guide
their message production and campaign strategy.
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and Randolph Viswanath (2004) claimed that the
determinants of behaviour that will be targeted
through a campaign need to be reviewed critically to
make a clear understanding of them (p.419-437). To
alter behaviours, promote healthy habits or influence
health decisions, attai ning knowledge about thetarget
audience behaviour becomes important. A thorough
understanding of human behaviour strategies should
be at the forefront while planning any communication
health campaign (Corcoran, 2007, p.5-31).

There are number of theories of health behaviour,
which the health promoters use while planning and
implementing their campaign strategies like Agenda
Setting Theory (McCombs & Shaw, 1972, p.176—
187), Diffusion of Innovation (Kaminiski, 2011,
para. 1), Elaboration Likelihood Model and Heuristic
Systematic Model, Extended Parallel Process Model,
Socia Cognitive Theory, Heath Belief Modd,
Theory of Reasoned Action, Instrumental Learning,
Integrative Theory of Behaviour Change, Message
Frames, Self- Efficacy, Trans-Theoretical Model and
Uses and Gratification Theory (Atkin & Rice, 2001;
Randolph & Viswanath, 2004, p.419-437). The
selection of the theoretical frameworks can be based
on personal choices, target groups, funding, heath
problems or ilInesses, time, behaviour that need to be
targeted, stakeholders, organizations and so on.

A theory aids the practitioner in predicting the
plausible results of interventions. A theory is not
direct gateway to plan a health strategy; instead, it
provides the heath promoter enough knowledge
to plan an intervention, to predict the relationship
between internal and external variables that may
affect the intervention outcomes. Theories should be
used as conceptual foundations to the campaigns and
as a guide to campaign to achieve the desired results
(Dixon, et al., 2015, p. 469-579).

The theories allow the health practitioner to
identify the actions to influence behaviour change,
predicting the campaign after effects on targeted
audiences, their beliefs, attitudes and cognition
(Anker, et al., p.439-456; Corcoran, 2007, p.5-31).
The tradition of inclusion of theoretical frameworks
in planning process of a campaign is important
(Friedman, et al., 2016, p.97). This should be
done so that any communication gap between the
health promoter and the targeted audience could be
eliminated.

Airhihenbuwa and Obregon (2000) also stressed
ontheimportance of the application of theoriesacross
the spectrum of public communication campaigns
(p.5-15). His work indicated that an effective
communication strategy is a critical component
in globa health promotion and it should be well
grounded in a sound theoretical framework so that
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it can be applicable in different regional and cultural
contexts. Thus, it is clear that theory is an important
component for the success of ahealth communication
campaign.

Audience segmentation

Audience segmentation is another pivotal
campaign design principle. The application of this
principle can help campaign planners to reach the
specific audience (Fernandez et al., 2019, p.1-11;
Pedrana et al., 2014, p.695-705). This principle has
emerged from the idea that rather than reaching a
broad public with interventions, the programmers
should identify and reach the intended audience
(Pechmann & Reibling, 2000, p.80-94; Atkin &
Rice, 2001). Segmentation is a systematic process
for defining one’s audiences for an intervention
or campaign (Slater, 1996, p.267-284). Thus, the
term audience segmentation means dividing and
organizing heterogeneous audience in to smaller
groups according to their common characteristics,
communication needs, choices and behaviours,
so that the communication activities can be more
effective (O’Sullivan, Yonkler, Morgan & Merritt,
2003, p.53-72).

The technique of social marketing to divide the
audience in to commonly characterised subgroups is
beneficial; the same practice can also be applied to
health promotion (Corcoran, 2007, p.5-31). These
segmented subgroups later can be targeted with
specific messages or information. But for that, the
subgroups should be homogeneous, have similar
determinants and variables, and then only appropriate
common messages and intervention strategies can be
designed for them (Kammer, et al., 2016, p.1-18;
Slater, 1996, p. 267-284).

Rice and Atkin (2001) indicated that message
efficiency and effectiveness are the two advantages
of dividing the public from heterogeneous groups
to homogeneous or identifying target population
according to their persondity traits, needs,
demographic characteristics, problem variables,
social, economic and cultural constructs. There
are number of studies which used the principle of
audience segmentation to make customised messages
and tailored approaches in health communication
campaigns based on demographic variables like
gender, age, ethnicity and behavioural characteristics
(Noar, 2006, p.29).

There are enormous number of audience
segmentation methods and strategies like
demographics, surveys, using media, key
psychological variables, focus group discussions,
available resources (O’ Sullivan et al., 2003, p.53—
72) and commercialy available segmentation

schemes like VALS- values and Lifestyle, etc. These
strategies and methods can be effectively used to
segment the audience according to the campaigns.
The audience is segmented on the basis of the
taxonomies of the variables in question firstly, and
then various methods and strategies comein to play.

By segmenting the audience, it becomes more
specific that which sub group of the audience needs
to be targeted with tailored approaches and messages
(Atkin & Rice 2001; Maibach, et al., 2011, p.1-
9). Audience segmentation is very significant in
designing messages that address concerns, needs
and perspectives of the specific population. In this
the formative research on audience attitudes and
assessment of intended messages becomes important
(Slater, 1996, p.267-284). Hence it can be posited
that audience segmentation is an important factor
which contributes for the effectiveness of a campaign.

Message design

The next step after successful segmentation of
audience should be the effective use of message
designing strategies so that the message designers
can create persuasive and creative messages for the
target group (Noar, 2006, p.29-30).

Palmgreen and Donohew (n.d.) stated that the
campaign designers need to develop messages that
can generate maximal audience attention and interest
(p.27-43). There are number of forma features
through which the messages can be turned into
creative, attractive and novel ones (Pedrana et al.,
2014, p.695-705). To make the messages €liciting
reactions from the audience following are the pivotal
conditions:

Sensation seeking targeting: The work of
Palmgreen and Donohew (n.d.) on drug abuse
prevention approach, designing SENTAR (sensation-
seeking targeting) has led to the successful decrease
of marijuana usage among the sensation-seeking
target group particularly youth (p.27—43). His work
has stressed on theimportance of designing campaign
messages which have high sensation-seeking
characteristics to €elicit high level of attraction from
the segmented audience and holding their attention
for long. It can be stated that messages with low
sensation-seeking values may be of no effect in
changing theattitudesof target group. Thus, campaign
messages need to be specifically appealed at-risk
groups according to their sensation seeking values
(Donohew et al., 1989). The literature reviewed
suggests that in drug abuse prevention related
tel evised advertisements; sensation val ue of messages
is of much importance. The sensation value in terms
of televised messages can be defined as the features
of audio-visual messages to generate strong or weak
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sensory emotional responses and appeals among the
audiences.

Strong emotional appeals: Along with
sensation-seeking approach to message designing
there are other approaches contributing for the
success of mass media health campaign messages
like the use of emotional appeals, which can be
positive or negative. Through the use of positive
emotional appeals, target members may be motivated
to change behaviour which will benefit their health.
With the use of negative emotional values like fear
appeals and disgust, the people may be feared of the
conseguences of not adopting a hedlthy lifestyle or
behaviour. Such negative appeals have proved to
be very promising in altering audiences behaviours
like the use of seat belt to prevent accidents and
punishment, junk food leading to cardiovascular
diseases and so on. Previous research suggested that
the use of fear appeals has led to effective outcomes in
changing audience behaviour. Fear appealswhich are
persuasive in nature and arouse strong emotions of
fear should be used in messages. Strong fear appeals
lead to strong attitude and intention changes (Witte
& Allen, 2000, p.591-615). Hence emotional appeal
is an important component of message designing
(Donohew et al. 1989; Randolph & Viswanath, 2004,
p.419-437).

Message framing: As a lot of time and money
is being poured over the mass communication health
campaigns by the campaign planners, so the message
designing should be given equal importance. In
this view another factor for a good message design
is the concept of message framing (Randolph &
Viswanath, 2004, p.419-437) along with the use of
sound message designing theories.

Clear messages: The messages which are
targeted to the at-risk group should be clear and
understandable (Pedrana et al., 2014, p.695-705).
Messages are the soul of any communication
campaign. They should be reached to the audience
appropriately and consistently on time and should
be phrased with clarity in simple and clear language
(Aschemann-Witzel et al., 2012, p.5-11; Pechmann
& Reibling, 2000, p. 80-94).

Counteradvertisements: Counter advertisements
can be effectively used as a part of message designing.
The use of counter advertisements in smoking
cessation or tobacco-cessation behaviours has been
proved optimal in limiting certain habits among the
at-risk audience (Seigel, 1998, p.128). They can
be used to oppose certain messages irrelevant or
contrary to the campaign messages. They help in
creating a positive climate for campaign messages to
influence the public.

Social marketing tools: The use of socid
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marketing tools for the designing of effective
messages can also be beneficial (Randolph &
Viswanath, 2004, p.419-437). These tools can be
used to target the messages to the intended audience
members.

NovaCorcoran(2007)inhisbook * Communicating
Health Strategies for Health Promotion’ also stated
some guidelines to be followed during the designing
of written material (p.86):

» Pre-testing the readability skills among the target
audience so that campaign designers can devise
the message material according to people’s
convenience.

* Remove jargons and difficult words from the
message for its clarity.

e Use of welour rather than you to show the
collaborative and united nature of the campaign.

» Use of simple and easy to understand tables and
diagrams for better understanding among the at
risk group.

» Use of the glossary of complex items.

» Re-conduct readability and conduct pilot study of
the messages developed to check any loopholes
left out in the message material.

Along with al these features, there are other
factors which are responsible for an effective mass
media message designing. The messages, their
themes, images and wordings need to be selected
according to the target audience (Swoden & Albaster,
2006, p.1-30) keeping in mind their socio-cultural
contexts. Therefore, pre-testing of the campaigns
or interventions is required (Tan, Bigman, Nagler,
Minsky & Viswanath, 2017, p. 1143-1155.). Also the
use of low preaching style, dramatic content, novel
formats, suspense, tension factors, motivationa
introductions of campaign advertisements and
strong emotional appeals have proved to be effective
in provoking the audience’'s desired behaviours
and involvement in the process. Although it is not
rigidly marked that a campaign message designer
should consider each and every characteristic
mentioned above. But, more of these characteristics
or factors will be considered more effective will
be the messages, resulting in successful campaign
(Donohew et al., 1989).

Proper outreach and targeting
After the successful designing of campaign
messages using various formal features, the next
daunting task is the proper exposure and targeting
of these messages to the audience. Many times
the ignorance of this principle of proper outreach
and targeting lead to failure of the communication
campaigns (Hornik, 2001, p.75-100).
To target the segmented audience integrated
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media should be used. The message environment
of the campaign can be supplemented with various
other strategies which have been proved to be
very effective like joining hands with community
education strategies, public relation approaches like
workshops, talks, press conferences, using advocacy
strategies, combining unpaid and paid media outlets
for message distribution and many more. With
the appropriate use of media, small media can be
effectively used to gain proper outreach (Randolph
& Viswanath, 2004, p.419-437).

The audience for the campaign needs to be
reached rigorously to have maximum influence.
The intensity of exposures can be increased by
using appropriate media channels, buying space
and time in the media or through donation of
free space and time by the media houses to the
campaign messages. To reach more and more
people, campaign designers and promoters can
make efficient use of entertainment education,
distribution of education materials (Hornik, 2001,
p.75-100), use of public service advertisements,
soap operas and so on (Noar, 2006, p.30; Singhal
& Rogers, 2001).

Various literature reviews of health campaigns
suggested that the use of brand factor is effective
in persuading the audience. Aschemann-Witzel et
al. (2012), from the view of commercial marketing
pointed out that the endorsements can be effectively
used in maximising message effects (p.5—11).
Endorsements are used to create credibility and
trust among the audience regarding the campaign.
The use of public figures aids campaign exposure to
the intended audience as people relate themselves
with the public figures. Vertical and horizontal
endorsements both come into play at various
situations alone as well as together. Vertical
endorsements are the ones when celebrities, role
models or public heroes are used in the marketing
of messages to influence audience, while horizontal
endorsements are those where peer to peer network
is used to influence people. Opinion leaders can be
the flag holders of campaign messages to persuade
large number of peopletowardsparticul ar behaviour,
attitude or action thus aids in campaign success
(Aldoory & Bonzo, 2005, p.260-263; Hwang, 2012,
p.120-141). It has also viewed that the use of both
the voices can enhance message exposure and will
be beneficial for the message as well as the success
of the campaign.

Thus, the campaigns with greater reach and
exposure compounds for greater effects and hence
contribute for the success of the campaigns (Farrelly
et al., 2003, p.35-47).

Channel selection

The mass media channels are widely used to
disseminatethehealth messagestothetarget audience.
Television, radio, print and internet all are the media
channels through which messages can be exposed
to the target group (Noar, 2006, p.21-42; Raobinson
et al., 2014, p. 360-371). The use of multiple and
diverse mass media channels to disseminate the
campaign messages and their appropriate selection
to place the messages are extremely important. The
channels which are widely viewed by the audience
need to be considered for the desired outcomes
(Kammer et al., 2016, p.1-18).

Themediachannelsselected for theawarenessand
reaching campaign audience can be supplemented
with the use of other media-rich channels. A good
combination of media for the message dissemination
and communication activitiesisvery crucial. A lesson
which can be learnt from commercial marketing
campaigns in health communication campaigns is
the 360 degree approach of mass media. It means to
target the audience or consumers by different media
channels and outlets in repetition from al the angles
(Aschemann-Witzel et al., 2012, p.5-11).

The use of numerous channels like mass media
and interpersona communication to inform the
people about the campaign objectives and messages
is beneficial (Putte, et al., 2011; Kammer et al., 2016,
p.1-18). Mass media channels along with print when
usedjointly leadsto positive publicity of themessages
(Aldoory & Bonzo, 2005, p.260—263 and Anker et al .,
2016, p.439-456). Now-a-days electronic mediaisin
trend for its advantages in dissemination of messages
to a large audience in less time and at low prices.
New communication technologies like social media,
socia networking sites and various applications, are
emerging out as promising channels and tools for
message dissemination (Pedrana et al., 2014, p.695—
705; Kammer et al., 2016, p.1-18).

The selection of channels should be done in
accordance to the needs and preferences of the
intended audiences. Audienceresearch can beutilized
to know about the media habits and other information
about the at-risk group like the amount of time spent
by them on television, radio, print and internet, prime
time of the day, literacy rate, media literacy, access
to media, social media use and internet surfing.
The knowledge about the audience is in dire need
while selecting the channels. Secondary channels
like emails, billboards can also be used to direct
the audience to campaign messages like television
networks, weblogs, news stories, documentaries and
public service announcements (Atkin & Freimuth,
2001, p.102-135).

Previous research suggested that the less number
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of campaigns have used single media channel, most
of them have used a combination of media-rich
channels (Noar, 2006, p.21-42). Campaign channels
can make efficient use of the educational material
like pamphlets, printed brochures, flyers, posters,
printed booklets, wall paintings, talks, conferencesto
inform the maximum audience (Aldoory & Bonzo,
2005, p.260-263).

It canbeconcluded that the sel ection of appropriate
channels to create an environment of information
around the target group is very important. Proper
channel paves away for the campaign’s success.

Supportive environment

A supportive environment is also a prerequisite
for the positive acceptance of campaign approaches
by the audience members. Thus creating such an
environment that canfacilitatetheaudiencein making
campaign intended changes and opportunities for
action is pivotal (Randolph & Viswanath, 2004, p.
419-437).

There may be number of constraints to proper
implementation of the interventions like economical
and physica barriers. The constraints which are
perceived by the campaign promoters can be taken
into action like false knowledge or lack of awareness,
and low confidence in taking up actions. But the
barriers like lack of transport facilities to the health
camps and workshops, poor access to campaign
materials (Lambe, et al., 2019) (free condoms, pills,
sanitary napkins, etc), poor road connectivity leaving
people uncovered under health camps and sessions,
pose a grave threat to the campaign success (p.15—
16). These barriers should be taken into account
efficiently (Aldoory & Bonzo, 2005, p.260-263). The
structural factors countering the progress of health
campaigns need to be dealt with properly, along with
influencing the wider determinants of health at the
policy levels.

The people should feel motivated to take actions
recommended in the campaigns. According to
Noar (2006), the campaign messages should spark
interpersonal  discussions among the groups. It
can make people adapt to the campaign suggested
behaviours and actions more positively (p.32, 34).
Community dialogue and involvement are amust for
a campaign’s success (Pedrana et al., 2014, p.695—
705). Community participation creates a positive
environment for all the individuals living in that
community to join hands with the campaigns.

To achieve community mobilization, various
approaches can be used. Approaches such as
influencing the community leaders like members of
the Gram Panchayats, ward members, local politicians
and socia workers who have direct contact with the
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people, advisory group formations and meetings,
incluson of non-government  organizations,
voluntary organizations, opinion leaders, joining
public-private sector bodies and professional bodies
so that they further influence people, improve the
availability and accessibility of health services and
remove the barriers to create an environment within
their community to increasethelikelihood that people
will adapt the recommended actions (Randolph &
Viswanath, 2004, p. 419-437). The training of health
practitioners and educating health care providers and
intermediaries like ASHA workers, nurses can also
complement the campaign environment to a greater
extent. The medical practitioners and health care
providers are the credible opinion leaders among the
population. To influence people regarding certain
behavioursthey play amajor role (Anker et al., 2016,
p.439-456; et al., 2008, p. 206-212).

Supportive environment for the campaign
promises the desired outcomes and hence prove to
be an important principle for the success of health
campaigns.

Monitoring

Monitoring the campaign process is an important
component which needs to be addressed during
the course of any communication campaign. It
keeps a check on the smooth functioning of the
campaign (Pedrana et al., 2014, p.695—-705; Tiozzo
et al., 2010, p. 1-9). Evaluation of the campaign
environment during pre- and post-campaign
production is necessary. When research procedures
and methods are applied systematically to understand
the designing, conceptualization, implementation
and significance of the health campaign, it is
called evaluation. Evaluation and analysis help in
enhancing the information environment surrounding
the functioning of the campaigns, inform how to
reach and influence mass audience. They contribute
in identifying the problems related to the resources,
materials, their implementations and also in the end
of the campaign they help assessing the success or
failure of the campaign/ progranme (Vaente &
Kwan, 2001, p.161-162).

Proper exposure, reach and frequency of the
campaign messages are extremely important during
the execution level of the campaign and are the
main determinants for increasing the likelihood
of the campaign success (Fernandez et al., 2019,
p.2; Plamgreen & Donohew, n.d., p.27-43). So,
to assess whether the campaign is reaching the
intended audience, process analysis and assessment
of the message exposure during the campaign isvital.
Research suggested that only few campaigns assess
their exposure during the course of action (Randolph
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& Viswanath, 2004, p.419-437).

Further the outcome evaluation provides us
with lessons for the future about how to design an
effective campaign. Just as outcome evaluation of the
campaign isimportant to determine what worked out
and what did not, same way process evaluation and
monitoring are fundamental (Noar, 2006, p.21-42).

Hence, a campaign needs to be monitored during
the mid-course to see any faulty design in campaign,
its implementation and message exposure. It is
very critical to get the information of the campaign
procedures being implemented in right direction or
not and whether the target population is exposed and
covered under the campaign plan. Thus monitoring,
process evaluation and analysis become vital factors
contributing to an effective health communication
campaign.

Discussion and conclusion

The study was intended first to discuss the
importance of mass media heath campaigns
in the public headth sector. Within the past and
contemporary literature on public health sector, there
is much emphasis on the importance of media health
campaigns. Every year a huge amount of money and
timeisspent by the government on health campaigns.
A campaign designed properly to make a health
programme successful can change and save millions
of lives. It has been suggested from the above
review that mass media is the most promising tool
for successful health campaigns and programmes.
Mass media health communication campaigns have
been proved to be quite successful in making people
aware and informed about their health choices. When
designed properly and efficiently these campaigns
can help in achieving short-term aswell aslong-term
goals in health communication sector of the nations.

Secondly, from the above campaign literature
reviewed traditionally, it also becomes clear that if
campaign planners follow the framework efficiently,
they can bring a positive health change among the
Masses.

The components of the successful mass media
health campaigns are interlinked with each other
and somehow reflect each other’s characters. Thus,
from the above review we can devise a conceptual
framework for effective mass media health
campaigns. For a health communication campaign
to be successful in achieving its goals, it needs to
incorporate these effective elements as:

Formative research: It need to be done to
understand the target audience and problems clearly.
Before implementing any campaign, the problem,
its severity, the population, demography, culture
everything needs to be researched beforehand.

Use of theory: Theoretical frameworks and
models are important as they guide the planning
and designing of the campaign. In this review, the
author has also found that many times the theoretical
underpinningshave not been taken into account by the
campaign planners while devising the campaigns. It
sometimes leads to the failure or misfire of campaign
goals.

Audience segmentation: Campaign planners can
reach the target audience by segmenting the masses
according to their health needs, health issues, health
institutions and facilities available to them, their
culture, literacy rate, and so on. Knowledge about the
target audience beforehand is very important while
planning any communication campaign.

Message designing: It is important as effective
messages can stimul ate the audience’s behaviour and
understanding. The message designing part is the
most important component of health communication
campaigns. The tone (positive/ negative), attitude,
language, simplicity, creativity, and relativeness all
resonate with the positive impact of the messages
on the audience. These messages should be tailored
specifically according to the target and the behaviour
that needs to be altered.

Proper outreach and targeting: The campaign
messages should reach the target audience effectively
and appropriately. By using various strategies to
reach and influence the target audience like use of
integrated media, public relation approaches, use
of brand factor, collaborating with community
education programmes, etc. the audience can be
rigorously reached to have maximum effect.

Channel selection: Channel Selection by using
various appropriate media channels. To disseminate
the messages appropriate media channels are needed
to be complemented with other strategies. From
using print media to internet technologies, support
from local |eaders, eminent personalities, celebrities,
and trusted voices, the messages can be disseminated
to create a healthy impact on the target population.

Supportive environment: Further the review
suggested that for acampaign to bring positive health
changes, there should be a supportive environment
for the target group to adopt those changes. Any
physical, structural, or economical barrier to the
adoption of desired health behaviour needs to be
dealt and the target should be mativated enough to
adopt the aimed healthy habits and behaviours.

Monitoring: The monitoring of the campaign
process and eval uation of its outcomesispivota asit
helps in finding any gap and provide lessons for future
campaigns. Thus, it becomes very important to assess
and monitor the implementation and functioning of
the campaign from time to time. The results of the



50 PARMAR

campaigns should be reviewed and evaluated for
future research so that any loophole in the process
can be avoided and any significant landmark can be
used for future designing of health communication
campaigns.

Thus, this study provides an overview of the
effective designing and implementation of campaigns.
The campaign planners should incorporate mentioned
elements during the planning and designing phase of
the health campaigns.

Limitations and future scope of the study

There are several limitations to this review.
There is an abundance of other literature related to
the health campaigns that the author has not studied,
which can be systematically reviewed in further
studies. A systematic review can be done on the
selected topic to tap the progress in recent times in
arena of health communication campaigns. Also,
there is much literature that is categorised as grey
literature; non-peer reviewed papers and content on
various online platforms and websites which can be
studied in future reviews.

In the review, it has been found out that thereisa
lack of proper research in this arena. More rigorous
research is needed to strengthen the evidence base
for campaign effectiveness and to get a clearer
picture of it. To date, there is very limited research
evidence about the use of new internet technologies
like m-health and web 2.0 applications in health
communication campaigns and programmes. Future
health communication campaigns should consider
the review of the literature particularly based on
campaigns using internet technology and devices.
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Factors Influencing Internet Usage in India:
A Review Based on Technology Acceptance Model

CHERRILA WANGCHUK BHUTIA! & MANOJ KUMAR DAS?

ABSTRACT

The internet has become an indispensable tool for communication, education, information and
entertainment. In the past decade, the growth of the Internet has been undeniable, affecting the
way people communicate, interact, enjoy and gather information (Fuchs, 2007) (Castells, 2014).
Researchers have recognized the importance of studying the Internet as a communication medium
(Morris, 2018), (Newhagen & Rafadli, 1996), but the study of motivations and behaviours associated
with Internet use has been limited. The internet has evolved as a platform for networking, shopping,
pool of knowledge, and activities for peopleto passtheir time. The Internet’s development over the last
decade has been undeniable, and has stretched its ambit right from the basic interaction in influencing
how people connect, collaborate, and come together virtually for everyday communication. While
researchers have recognized the value of surfing the Internet for various reasons, research on the causes
of Internet usage is limited in a comprehensive level. Moreover, there is a dearth of literature on the
factors influencing Internet usage in the context of India, as most of the studies available are conducted
on different international locations. Apart from this, studies mostly focused on adolescents neglecting
other age groups. This study is a systematic review on identifying factors influencing Internet usage
based on Technology Acceptance Model (TAM) with special reference to India particularly for middle
aged groups and aims to present a conceptual model to assess the pattern of internet usage and factors

affecting internet usage. Lastly, this study proposes future agendas for research in this field.

Keywords: India, Internet use, Middle aged, Technology Acceptance Model, Digital media

Introduction

In recent years, the internet has facilitated daily
life in many aspects and its usage has become
increasingly widespread. The usage has increased in
areas such as: health, shopping, education, banking,
transportation and persona data investigation. It has
some advantages such as the variety of knowledge
presentation or the speed and convenience of
information access. It hasacquired astronger position
than other tools with these advantages (Ekiz, Bayam,
& Unal, 2003).

Over the years, the internet has supported many
facets of everyday life and has grown in popularity.
Theuseof internet hasstretched far and wide bringing
into its ambit the basic necessities such as everyday
news, online shopping, making appointments for
various purposes, online consultation with experts,
entertainment, and so on and so forth. It has several
benefits, such as a wide range of information gaining
or the ease and simplicity a which information can
be accessed in different areas. With these benefits,

it has gained a better status than other instruments
(Ekiz, Bayam, & Unal, 2003). When considering the
internet’s strong position, it can be said that it is one
of the most powerful platforms for enhancing the
learning ability of digital natives (Bennett, 2012). Its
penetration in Indiahas grown dueto simple payment
choices, quicker and more cost-effective connectivity
and trustworthy applications. Emailing, e-banking,
e-gaming, travel and entertainment bookings, and
other internet apps have all been part of India'srising
tech-savvy community. As a result, it is important
to determine the main determinants of internet use.
There has been very little research into internet use
and the factors that influence usage intentions in
India.

Most research has been conducted to investigate
the causes of technological use (Mahmood et al.,
2001). Thevast majority of studies have concentrated
on the internet users in developing countries. Even
though developing regions of the world have plenty
tolearn fromtheinternet and IT in general, they have
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gained comparatively little research attention (Hasan
& Ditsa, 1998), despite the fact that culture can affect
technology use (Veigaet al., 2001).

The objective of this study is to explore and
review factors influencing internet usage. The factors
were identified by reviewing various theoretical
and empirical studies in the field of internet use. In
this respect, a total of 45 articles were reviewed to
identify underlying dimensions and how it affects
the use of internet in terms of pattern of use. The
identification of factors is based on the TAM and
finally a conceptual model is presented which is the
main objective of this study.

Purpose statement

The study has attempted to explore the factorsthat
influence the use of internet taking into consideration
the Indian context by reviewing existing research
on internet usage while offering a conceptual model
and generating relationships between the underlying
factors influencing internet usage. The basic research
question guiding this article is — ‘What are the general
factors influencing internet usage?’ The search for
literature and the resulting philosophical structure to
answer the research question was motivated by two
sub-questions: (a) What are the underlying factors
influencing internet usage? (b) How perceptions
of internet being useful and ease of use mediates
between Factors and Actual Use? To address these
questions, this review article looks at analytical and
philosophical research that identifies the factors and
studies relationship them and with perception and
actual useinthelight of the TAM.

Methodology

A systematic literature review was conducted by
adopting a set of steps given by Kitchenham (2004).
Journals were searched from different database,
i.e. Google Scholar, Ebsco, Emerald and Scopus;
various combinations of keywords derived from
the research objectives were used for the literature
search, viz. internet Use, TAM, India. Studies in
the English language were only considered. To
avoid publication bias, grey literature, unpublished
works and conference proceedings were filtered out.
The initial search found 820 articles with various
keyword combinations. After reviewing title, abstract
and keywords, 243 articles were found suitable for
the study. After extracting the full text, 45 relevant
articles were considered for the study. The search
period of articles was between January 2010 to
March 2021 as this phase witnessed an exponential
growth in terms of internet use in India. As per the
report generated by Statistain 2011 — India had close
to seven hundred million usersin the year 2020. This
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decade also witnessed the proliferation of scholarly
interest in finding definitive correlation. A datasheet
was prepared to analyze the literature and based on
the analysis various gaps in existing literature were
identified and a conceptual model was put forward
comprising of various factors influencing internet
usage on the basis of TAM.

Literature review

The internet has had a significant impact on
how people socialize, build and harness economic
opportunities and gain information. Previous
researches on measurement, on the other hand,
have been limited to analyzing dimensions affecting
internet use from a social and economic viewpoint,
and have not taken into account the importance of
individual qualities. As a result, very few studies
have looked into the factors that influence and affect
their inter-relationships, and their strength. Previous
longitudinal surveys of individual internet use have
mainly been conducted in developing countries or
in metropolitan environments. These have primarily
investigated socio-economic factors such as age,
income, schooling, and motives to use internet.
Several previous works were completed while the
internet was still a phenomenon and was mainly
regarded as a source of information (improving
knowledge), but with advancements in social media
and e-commerce, the internet is now regarded as
an important means for socia networking and
enhancing economic benefits. As a result, such
studies are required in developing countries such as
India, particularly in the rural areas. Furthermore,
the mgjority of studies have used the household as
the unit of study. Recent government policy on rura
internet deployments and mobile internet availability
has generated a need to concentrate on the probable
causes of internet use in rural Indiaaswell.

People use the internet for a number of purposes
and in a variety of ways (Potosky, 2007). Since
access to the internet increases opportunities for
information, socializing, and entertainment, it is
critical to determine the degree of inequalities
and their underlying causes (Ono & Zavodny,
2007). The variations in different facets of internet
use across demographic groups have become an
important research topic (Yang & Tung, 2007), since
demographic characteristics were discovered to
affect individuals’ behaviours before they partake in
a specific behaviour (Ajzen & Fishbein, 1980; Zhang,
2005). In the various other studies demographic
factorslike gender (Hwang, Jung, & Salvendy, 2006;
Jackson et al., 2008; Potosky, 2007), age (Akman,
Yazici, Mishra, & Arifoglu, 2005; Zhang, 2005), and
income (Forsythe & Shi, 2003; Hwang et al., 2006)
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have been shown to be critical factors influencing
internet use. According to Zhang (2005), while
there are several surveys of machine and internet
behaviours, the bulk of these studies use college
students as samples. Zhang (2005) has found that the
widespread use of the internet necessitates a survey
of the general public’sinternet use.

Internet users in India

India has now been listed as the world's second
largest online market in 2019, only behind China.
The number of internet users is expected to rise in
both urban and rural areas, reflecting a dynamic
increase in internet usage. Despite the country’s vast
number of internet users, internet penetration levels
took longer to equalize. At the same time, women
have far lower internet connectivity than men in the
region, and the disparity is much more pronounced
in rural India. Similarly, internet penetration among
older adults in the country is lower due to alack of
internet literacy and technical know-how.

1000
800 ]
600
400

200

Number of internet users in millions

2015 302.36
2016| 342.65
2017 422.2

2018| 493.96
2019| 636.73
2020| 696.77
2021 761.29
2022 820.99
2023| 876.25
2024 927.44
2025 974.86

Fig. 1: internet usersin India
Source: Statista, 2021 (https://www.statista.com/
stati stics/255146/number-of -internet-users-in-india/

Technology Acceptance Model: A theoretical basis

Fred Davis developed the Technology Acceptance
Model (TAM) in 1989. It is a philosophy of
information management that describes how people
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come to understand and use technologies. The real
device usage is the stage at which people interact
with technology. People adopt apps because of their
behavioural intentions. Because of its robustness,
parsimony, and persuasive capacity, is thought to
be the most powerful paradigm for interpreting
technological acceptance (Davis, Bagozzi &
Warshaw, 1989; Venkatesh & Davis, 2000; Venkatesh
et al., 2003). TAM has proven to be very effective
in understanding technology acceptance behaviour
and has been used by many academicians to better
understand the internet use. However, investigations
to understand the actual intention to use internet are
till minimal in Indian context.

TAM (Fig. 2) gives a general overview of the
factors influencing adoption of technology, capable
of demonstrating consumer behaviour through awide
variety of end-user computing applications and user
demographics (Davis et al., 1989). TAM is based on
the Theory of Reasoned Action (Fishbein & Ajzen,
1975), which proposes that an individual’s social
activity is guided by mood and desire. This suggests
that, under the constraints of time and circumstance,
individuals behaviour varies in relation to their
intentions. According to TAM, perceived utility and
perceived ease of use are the two main antecedent
factors deciding attitude to follow an information
system (LaCaille, 2013).

TAM describes the causal relationships that exist
between device design characteristics, perceived
utility, perceived ease of use, attitude toward
using, and real use behaviour. TAM, in generd,
offers an insightful depiction of the processes that
affect consumer adoption by design choices. As a
result, it aids in predicting and assessing consumer
awareness of technology-related goods and services.
Scholars (Apuke, 2018) (Zhong, 2021) have used
the frameworks of perceived utility, perceived ease-
of-use, and subjective trend to describe technology
usage/acceptance across a variety of information
systems, including online shopping.

On the basis of the TAM model, this study
proposes the conceptual framework on factors
influencing internet usage in Indian context in terms

Perceived
usefulness
A
External Attitude_ Behavioural Actual
variables towards using intention to use system use
\A Perceived /
ease of use

Fig. 2: The Technology Acceptance Model (TAM)
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of individual and social factors. With the help of
thorough literature review of the identified articles
on the theme ‘Factors Influencing internet usage’,
various factors have been identified influencing the
use of internet at different age groups and locations
worldwide is classified into two categories, i.e.
individual level factors and social factors.

Although most of the articles reviewed belongs
to studies conducted in different countries except
India, which suggests that there is dearth of literature
in context to India in terms of factors influencing
internet usage. Moreover, most of the studies have
been conducted so far on adolescents specifically on
students and very few studies are conducted on old
age, where as no studies are found on middle aged
category of people.

Individual factors influencing internet use

Previous literature on individual internet use has
mainly been conducted in developing countries or
in metropolitan environments. These have primarily
investigated socio-economic factors such as age,
incomes, schooling, and internet access in driving
acceptance and use. Several previous works were
completed while the internet was still a phenomenon
and was mainly regarded as a source of information
(improving knowledge), but with advancements in
social media and e-commerce, the internet is now
regarded as an important meansfor social networking
and enhancing economic benefits.

Age, race, (gender, income, education,
communications need, media habits, technology
friendliness, interest, and so on have been identified as
the most important factors in internet adoption at the
individual level (Dwivedi & Lal, 2007). As a result,
based on previousresearch, thedriving variablesat the
individual level found are personality, psychological
well-being, motivations, and demographic.

Personality

Inrecentyears, therehasarisenasmall but growing
body of research on personality characteristics
and internet use (Hamburger & Ben-Artzi, 2000).
Personality precedes all of the other factors that can
and have been observed in relation to the internet,
including behaviours toward the internet (Lavin,
Marvin, McLarney, Nola & Scott, 1999), computing
skills (Blair, O Neil & Price, 1999), computer
preparation (Rozell & Gardner, 1999), and time
management (Brenner, 1997), socia support (Shaw
& Gant, 2002), lifestyle characteristics (Ho & Lee,
2001), advertising beliefs (Korgaonkar, Silverblatt,
& OLeary, 2001), tutoring systems (Wheeler &
Regian, 1999), information support (Scull, 1999),
collaborative knowledge (Chung, ONeil & Herl,
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1999), innovation adoption factors (Shelley, 1998),
and computer anxiety (Chua, Chen & Wong, 1999)
and other computer-related affective states (Coffin &
Maclntyre, 1999).

The new ideas of research also explore into the
digital footprint of the users in determining their
personality (Hinds, 2019).

In order to build a useful information base in
this field, it is necessary to first determine whether
personality traits account for variance in internet use
and which traits are comparatively more significant.
It would then be necessary to determine which
factors explain additional variation in internet use
that is not explained by personality characteristics.
Shyness was linked to various modes of internet use,
according to Scealy et al. (2002).

According to Leung (2002), isolation was not
substantially linked to the use of an online instant
messaging service. Armstrong, Phillips and Saling
(2000) discovered a connection between low self-
esteem and excessive internet use. Hamburger
and Ben-Artzi (2000) found that extraversion
and neuroticism were related to different types of
internet usage. Specific personality traits have also
been associated with internet use disorder having a
negative impact on its users, especially in relation to
the use of smartphones (Peterka-Bonetta, 2019).

Psychological well-being

Davis (2001) argued that one of the distal
antecedents of excessive internet use were
psychosocial conditions such as isolation and
depression. Individuals who are alone or sad tend
to enjoy online networking. Another point of view
is that isolation is a result of internet use rather
than the source of it. Loneliness should result from
negative life outcomes because such consequences
(e.g., skipping job, class, or social engagements)
entail isolating oneself from offline social classes.
Additionally, the long-term effects of withdrawing
from offline social interaction (e.g., failing a school,
losing a career or a relationship) are stressors that
trigger dysphoria.

Motives

The argument by Kubey et al. (2001) that
obsessive internet users use the internet to reach
others emphasises the importance of investigating
networking motivations for using the internet.
Peele's (1985) argument that individuals addicted
to advertisng use it to maintain control of ther
lives and boost self-esteem shows the value of
understanding motivations when investigating
predictors of internet addiction. For the last 30 years
or so, User and Gratification has been one of the
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dominant scientific methods used to research the role
of media consumption motivations on mediaimpact.

According to researchers, people use the internet
for a number of interpersonal (love, inclusion, social
interaction) and media-related purposes (amusement,
intelligence seeking, passing time, escape) (Charney
& Greenberg, 2002; Kaye & Johnson, 2004). As a
result, we evaluated a variety of those motivations
that people might have for using the internet.

Some researchers have considered the influence
of motives for using the internet on both internet
dependency (authors, in press) and internet addiction
(Chou & Hsiao, 2000; LaRose, Lin & Eastin, 2003).
However, there is little research truly exploring
possiblelinks between arange of motivesindividuals
may have for internet addiction. This is a significant
gap in the research, because prior media use research
suggests that motives impact effects (Rubin, 2002).
Specifically, it has been suggested that more purposive
and instrumental use (e.g., information seeking,
control, caring others, etc.) may inhibit negative
outcomes and that more habitual use (e.g., habitual
entertainment, escape) enhances the likelihood of
unintended, and potentially negative outcomes of use
(Song, LaRose, Eastin & Lin, 2004). We wanted to
seeif thiswas the case for internet addiction.

Demographic

When a new technology arrives, there are usually
gaps between those who use it right away and those
who wait until it iswell known before using it. Early
adopters of emerging technology are more likely to
be young, male, well educated, more wealthy, urban,
and not part of aracial or ethnic minority community
than the general population (Rogers, 1995; Norris,
2001). Gender is a commonly mentioned dimension
of disparity of internet connectivity and use. Several
surveys have shown that women are less likely than
men to use the internet, particularly after it first
became available to the general population in the
mid-1990s. Gender disparities in adoption rates can
occur because men and women have different socio
economic status, which affects computer and internet
connectivity and usage (Bimber, 2000).

Males on an average, are more interested in
technology than women, which contributes to gender
disparitiesininternet usage (Shashaani, 1997). Others
speculate that since technology is a result of social
interactions, the diffusion of technologies benefits
specific social classes, such as men (Edwards, 1995;
Wajcman, 1995). When a technology spreads, those
intergroup gaps begin to lessen, but not necessarily
vanish entirely (Compaine, 2001b).

Li and Kirkup (2007), Fang and Yen (2006), and
Hills and Argyle (2003) all found that internet useis
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linked to gender intheir research. These surveysshow
male superiority and opposition to female inclusion
on the internet. Punamaki, Wallenius, Nygard,
Saarni, and Rimpela (2007) discovered that while
boys were more likely than girls to play sports, use
the machine for writing and e-mailing, and browse
the internet, girls were more likely to use cell phones
in Finland. Further study has shown that the amount
of internet use is closely related to factors such as
age and salary. Hillsand Argyle (2003), for example,
discovered that older people use the internet less
than younger people. According to Herring, Johnson,
and Dibenedetto (1995) and Fang and Yen (2006),
the older the internet user is, the less proficient he is
in internet usage, while younger users tend to find it
easier to browse the net.

Internet retailing is more common among the
educated and higher-income groups than among the
lesseducated andlower-incomegroups(Cunningham,
2021). People who are well educated make excellent
innovators and early adopters of modern technol ogies
(Dillon & Reif, 2004). Less trained individuals have
a greater level of computer fear when it comes to
computer technology (Parasuram & Igbaria, 1990).
As aresult, their aversion to electronic retailing as a
direct means of retailing is unavoidable.

Societal factors influencing internet use

Social factors represent another important set
of influences on internet use. Specifically, these are
the effects of people and groups influencing one
another through culture, reference groups, and family
environment.

Culture
Sincethedawn of time, there hasbeen aconnection
between culture and technology (Maynard,

Subrahamanyam & Greenfield, 2005). Technological
techniques al so altered human behaviour and thereby
interfered in their society (Tikhomirov, 1974). In the
case of computers, such a relationship first appeared
in the 1970s (Horowitz, Morgan & Shaw, 1972;
Uretzky, 1973), with the first manifestations of an
understanding of the effect computers could have
on civilization (Horowitz, Morgan & Shaw, 1972;
Uretzky, 1973). With the introduction of personal
computersin the 1980s, this awareness grew.
Culture isacommon collection of principles that
consists of objective and subjective readlities that
include socialized predispositions and attitudes that
direct individuals views of perceived activities and
personal experiences, as well as the selection of
suitable responses in internal circumstances
(Johansson, 1997). Individualism-collectivism,
control gap, ambiguity avoidance, masculinity-
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femininity, and long-term versus short-term
orientations are the five cultural aspects defined by
Hofstede's typology of society (Hofstede, 1984,
1991). Culture is characterized as the mutual mental
conditioning that separates members of one
community or category of people from others
(Hofstede 1991). Several marketing researchers (la
Ferle, Edwards & Yutaka, 2002; de Mooaij, 2000,
2004; Miiller & Gelbrich, 2004) have shown that
societies with low Uncertainty Avoidance are more
receptive to technologies such as the internet as a
digital means of communication; that is, they appear
to be early adopters with a high diffusion rate.

Individualism and collectivism dimension refers
to the relationship between a person and a group.
Individuals from individualistic backgrounds are
more likely to value individuality and distinction
(Aaker & Maheswaran, 1997). The degree to which
members of a population consider unfair power
distribution is referred to as power gap (Hofstede,
1991). Cultures with a wide power gap are expected
to be less creative (Herbig & Miller, 1991). The
degree to which populations can accept confusion
and ambiguity isreferred to as uncertainty avoidance
(Hofstede, 1991).

Cultures with a low tolerance for ambiguity
appear to be more creative due to a higher tolerance
for risk (Yeniyurt & Townsend, 2003). Masculinity-
femininity refersto how closely a cultureislinked to
gender roles (Hofstede, 2001). Masculinity is often
associated with the diffusion of technical product
advances, whereas femininity is often associated
with the diffusion of cosmetics and clothing
(Steenkamp et al., 1999). Long-term and short-term
orientation assesses peopl€e's outlook on the future
(Hofstede, 2001). Despite the fact that Veiga et al.
(2001) recognized culture as a significant impact on
information technology usage and adoption, they did
not suggest any modifications to the basic TAM to
account for cultural factors. Rather, they concentrated
on culturally variable antecedents of perceived utility
and ease of use.

Reference groups

Reference groups are described generally as
“actual or fictitious institutions, persons, or groups
conceived to have substantial relevance on an
individual’s assessments, goals, or behavior” (Lessig
& Park, 1975). They have been divided into direct
membership groups (reference groups to which an
individual belongs) and indirect aspiration groups
(reference groups to which an individual aspires
to belong) based on membership status (Escalas
& Bettman, 2003). Kelley (1947) distinguished
two forms of reference group influence: normative
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referents (e.g., parents, teachers, and peers) provide
the person with norms, attitudes, and beliefs, and
comparative referents provide the individual with
values, attitudes, and norms. (e.g. sports heroes
and entertainment figures) provide standards of
achievement (Childers & Rao, 1992).

According to the Social Identity Theory, members
of an organization aim to gain a meaningful social
identity as a result of their membership (Ellemers et
al., 1999). Thispropositionisgeneralized by claiming
that the usefulness of groups (the degree to which
they meet essential needs of their members) shapes
their members’ social affiliation with these groups
(Dholakia et al., 2004). It is also understood that
mutual values lead to expectations of similarities and
contribute to individual attraction (Byrne, 1971).
Existing empirical findings support such motivational
antecedents of social identity with virtual
communities as purpose value (desire to receive
knowledge, compromise, solve problems, and so on)
and entertainment value (desire to play, relax, pass
the time, and so on) (Dholakia et al., 2004).

Family environment

The family environment includes various factors
namely the family type, the family economic status,
the effect of parental care, the level of parental control,
the amount of parental monitoring, the quality of
communication, and the time spent together. All
these factors affect the use of internet to larger extent
in terms of pattern of usage, i.e. duration of usein a
typical day and the time of use in aday.

Many researches have been done to recognize
the causes of family environment and how they
influence the frequency of internet usage in various
age groups, such as Sela et al. (2019) in their report.
Family environment and problematic internet use
among adolescents accepted the idea that a family
environment marked by poor expressiveness, low
harmony, and extreme disagreements is often
correlated with problematic internet use among
adolescents.

Likewise, Fatynkova et al. (2020) in their
study of ‘Associations between Family-Related
Factors and Excessive Internet Use in Adolescents’
found that parental supervision of the adolescents
behaviours (e.g., learning about peers, knowing
how they spent free time) was the most protective
influence, accompanied by parental treatment
(e.g., emotional warmth, overall support within the
family environment). On the other hand, parenta
overprotection (e.g., parental behavior that reduces
teenagers independence) was the main risk factor
associated with a higher EIU score, accompanied by
agreater spending of time together and lower family
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Socioeconomic status.

It is identified that most of the studies related
to family environment conducted in relation to
problematic internet use or excessive internet use
among adolescents whereby other age groups have
not been considered so far to check the effects
of family environment even in norma or healthy
internet use. Moreover, such studies are lacking in
Indian context.

Perception

The basic TAM mode included and tested
two specific beliefs for internet usage: Perceived
Usefulness and Perceived Ease of Use.

Perceived Usefulness is defined as the potential
user’s subjective likelihood that the use of a certain
system (single platform E-payment System) will
improve his/her action. It refersto the degreeto which
a person believes that using the new technology
will improve his or her performance or productivity
(Davis, Bagozzi & Warshaw, 1989 & 1985).

Perceived Ease of Use refers to the degree to
which the potential user expects the target system
to be effortless (Davis, 1989). It indicates how the
users perceive the ease of using the technology. It is
defined as the degree to which a person believes that
using a particular system would be free from effort
(Davis, Bagozzi & Warshaw, 1989).

Pattern of internet use

Uses and Gratifications (U&GQG), the theoretical
framework guiding this study, suggests that exposure
to a medium is an important antecedent to media
effects. U&G also suggests that media use can be
related to unintended consequences of use, such as
internet addiction. In fact, Widyanto and McMurran
(2004) found that the higher the amount of time
spent online, the greater the extent of symptoms of
internet addiction. Leung (2004) also suggested that
hours spent on the internet per day was a positive
predictor of internet addiction. Similarly, Horvath
(2004) found that those who measured higher than
their counterpartsonameasure of television addiction
tended to be heavier television viewers. Theresults of
these studies indicate that amount of internet use and
internet addiction have been treated as distinct but
related concepts in prior internet addiction research.
If, as prior research suggest, heavier users of a
medium are likely to be more prone to be addicted
to the medium, the amount of use is an important
variable to consider.

Conceptual model
Based on the above discussion on identified
factors on the basis of through literature review,
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-

Pattern of Internet
Usage

Fig. 3: Conceptual model of factors influencing internet usage

following conceptual model is suggested which
defines all the probable reasons of internet use, which
may be applicable on any age groups for any type of
setting.

Conclusion

Indias internet user base has expanded
exponentially in recent years, fueled by the lower
cost and increased availability of smartphones
and high-speed broadband, and it is now one of
the world’s largest. With over 500 million internet
users, Indiaisone of thelargest and fastest growing
markets for digital customers, with both the public
and private sectors contributing to the rapid
growth. Lower-income states in India are closing
the digital gap, and the region has the ability
to be a fully wired nation by 2025. Therefore,
it is imperative to conduct studies related to
identifying the probable reasons of using internet,
so that the result of the studies may help marketers
and internet service providers to formulate their
strategies in order to tap bigger market and have
large base of customers and users. Moreover, it is
also important to conduct studies related to effects
of internet uses, which will againjustify itsreasons
of use.

Hence, this study has identified various
factors pertaining to individual and social factors
influencing internet usage based on TAM.
Understating the dynamics of influencing nature
of the identified factors may have implications
on practitioners depending on how they want to
utilize this information of internet usage among
a particular group. By knowing the purposes
of internet usage and being able to categorize
them based on particular groups with particular
purposes, practitioners will be able to utilize the
right factor to influence the general public be it the
youngsters, adolescents, middle or old aged either
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male or female categorized as students, working
professionals, retired person, house wives etc.
The purpose of using internet may be manifold
like for the purpose of education, information,
entertainment, communication, shopping, etc. This
study shows that the factors affecting the purpose of
internet usage is the pattern of internet usage, i.e.
duration of use and thetime of use, i.e. day or night.

Limitations and further scope of study

Further research should look into the empirical
testing of the identified factors of this study on various
categories of respondents and age groups. Moreover,
internet usage for social networking and online
games can be studied separately both theoretically
and empirically as it has altogether different reasons
and implications as compared to usual surfing
of internet. Other studies can be conducted on
problematic internet use and its consequences. The
recommendations for future research should be
contextualized in Indian settings since most of the
studies cited were conducted in international settings
in various countries, but studiesin Indian context are
largely absent, which can be addressed.
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ABSTRACT

Intheage of thelnternet, social mediahasfacilitated acommunicative linkage between the Government,
health care service providers and the Community to disseminate health messages with the intention of
awareness generation and promoting health-seeking behaviour. In the past, for several years, to combat
diseases such as TB, Polio, HIV-AIDS, iodine deficiency, etc., media campaigns using traditional media
and advertisements were launched to create awareness among people about prevention and cure. This
was followed by a phase when health communication intended to generate health-seeking behaviour
among people. Inrecent years, with the phenomenal penetration of smart phones and growth of Internet
users in India, social media has emerged as more efficient tool for health communication. Since 2020,
the world has witnessed the COVID-19 pandemic, which resulted in a major health crisis due to fear
of disease and vulnerability, lack of access to health facilities, and above all, lack of information and
assistance during the lockdown. For this study, the case study approach was used to investigate the
intervention strategies of the Municipal Ward Councillors in the district of Gurugram, Haryana, in
communicating useful messages to the communities they represent by using social media. WhatsApp
and Facebook were engaged as community media tools for empathetic communication, for educating
users on prevention, and providing assistance during the lockdown. The findings are based on the data
collected through primary and secondary sources by the author and not necessarily those of any other

organisation mentioned in this publication.

Keywords: Awareness, Councillors, Local governance, Pandemic, Social media, Covid-19 strategy,

Vaccination.

Introduction

In India, once COVID-19 was declared a global
pandemic and a public health emergency, the central
Ministry of Health and Family Welfare and state
governments sprang into action to inform citizens
about multiple restrictive measures to restrict the
spread of the virus. Dr. Henk Bekedam, WHO
Representative to India, praised the country’s
response to the pandemic, describing it as “timely,
comprehensiveandrobust” with theauthoritiestaking
the “whole-of-government” approach advocated by
WHO (*COVID-19: Lockdown across India, in Line
with WHO Guidance,” 2020).

Information pertaining to the pandemic
comprised of WHO guidelines on safety and health
measures, statistics on cases, orders and circulars
on strengthening surveillance, contact tracing, risk
communications, containment, lockdown, and

closure of schools and other educational institutions,
shut down of non-essential businesses, protocols
on isolation of the COVID-19 infected, etc. On
22" March 2020, PM Narendra Modi declared
that the lockdown would apply to “every district,
every lane, every village” (Gettleman & Schultz,
2020). Thereafter, municipalities were placed
under quarantine to contain the infection during
the lockdown period in 2020 and 2021 (Ministry of
Home Affairs, Order No. 40-3/2020-D, 2020).
Speaking at a press briefing in Geneva, WHO
Emergencies Programme Director Mike Ryan, said
that it wasimportant for Indiato introduce ramped-up
measuresat apublic health and societal level to control
and suppress the disease. Media operations, that is,
television channels and newspapers, exempted from
shutdown, kept viewers and readers updated on the
global pandemic scenario. State governments created
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dedicated websites to upload necessary information
related to COVID-19 cases, testing and vaccination
and about available services and facilities.

Review of literature

The COVID-19 pandemic created challenges for
the entire world. The nature of infection, medical
intervention for its cure, Standard Operating
Proceduresfor safety and prevention, and research for
developing a vaccine were among the few common
challenges. Other aspects of management included
issues of controlling the spread, creating healthcare
infrastructure for the affected, management of relief
and medical supplies, testing facilities, reporting, etc.
and posed diverse and different challenges in all the
countries.

In India, the seriousness of the pandemic
compounded due to the majority of the population
living in rural and difficult-to-reach areas, and the
migrant populations living in urban areas. Statistics
(Census of India, 2011) tell that rural and urban
population in India in 2011 was 68.84 per cent and
31.16 percentrespectively (Business Standard, 2011).
Considering these numbers, the COVID-19 combat
strategies required more intensive engagement of
the local governance at district, block and Gram
panchayat levels, in creating awareness among the
masses and motivating them to get vaccinated against
COVID-19.

Local governments operate in alimited territorial
space, motivated by closeness to people and influenced
by context-specificities, with direct benefits to those
on the other side of the interactions, and probably
passionate by a culture of reciprocity, where mutual
gains can be accrued, and a“ sense of belonging” and
“togetherness’ are keywords (Lameiras & Soares,
2021).

UNU-EGOV explains how local governments
worldwide have been adopting specific support
packages targeted at the population and framed by
social protection measures (Lameiras & Soares 2021).
Citizens are demanding, and need to be nurtured.
Local governments dedication to all fringes of the
population should be on top of the local agendas,
particularly in times when COVID-19 dramatically
affects the most vulnerable groups (Estevez &
Janowski, 2013). An article highlights the importance
of inter-agency articulation within governments.
Clear, simple, and straightforward messages are
fundamental when responding to a pandemic, and
for the success of cooperation between different
government levels when responding to it (Lameiras
& Soares, 2021).

The message from the United Nations reinforces
the “critical role local governments play as frontline
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responders in crisis response, recovery, and
rebuilding”, not only to address imminent risks and
needs but also to try to mitigate the future effects of
this crisis, which have the potential to impact many
sectors interchangeably.

From 1980 onwards, scores of countries around the
world have undertaken reforms for decentralisation
based on the belief that local governments are ableto
carry out many government functions better than the
more distant bureaucratic institutions (Faguet, 2014).

L ocal governmentsare, quite simply, moreclosely
connected to public and better able to navigate
context-specific local conditions (Manor, 1999).
In the case of Keraa, for example, robust, long-
term support for local governments as a key arena
for empowered local governance has turned these
institutions into a formidable force for confronting
the pandemic, exemplified by a strong degree of trust
and collaboration between state actors and citizens
(Isaac & Sadanandan, 2020). These histories of
institutional support over the past two decades may
be as important for COVID-19 responses as any of
the policies quickly designed since the emergence of
the virus (Faguet, 2014).

Social media for awareness generation during the
pandemic

Television and newspapers have been the trusted
sources of information for decades. However,
the Internet provided a choice for people to seek
information from websites, online newspapers and
digital media as well. Mobile phones have further
captured users with WhatsApp, which now stands
parallel to any other socia networking media
and fulfils the day-to-day information needs of a
person. Statistics indicate that Internet penetration
rate in the country increased to 50% in 2020 due to
consistent increase in Internet accessibility during
the COVID-19 pandemic, compared to just five
years ago when only 27% Indians had access to the
Internet.

On 11" March 2020, WHO declared COVID-19
to be a pandemic. The speech of Director General,
WHO mentions that “... this is not just a public
hedlth crisis, it is a crisis that will touch every
sector—so every sector and every individual must
be involved in the fight... communicate with your
people about the risks and how they can protect
themselves...” (Ducharme, 2020). These words have
guided the representatives of the local governance
to engage local media, social media and WhatsA pp
for communicating with Indias large population
to increase awareness, change perceptions and
encourage behaviour modification for prevention
against COVID-19.
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Taking advantage of the digital

Government websites, mobile apps and/or social
media accounts have been used worldwide to inform
citizens. UNDESA has shown national governments
growing investment to include information and
guidance about COVID-19 on their portals. In the
early stages of the pandemic (March, 2020), 110 of
the 193 United Nations Member States had some
information about COVID-19; two weeks later, 57
more countries joined this group (Embracing Digital
Government during the pandemic and Beyond,
2020).

The digital presence of local governments is
increasingly real. The COVID-19 pandemic has
shown that the use of digital technologies can
be regarded as promising strategies for diverse
objectives. In the most basic role of information
providers, (local) governments must bear in mind that
they are the frontline agents tasked with guaranteeing
access to accurate and complete information about
COVID-19 and other related topics. Transparency
and accountability are now fundamental to foster
trust in public institutions.

Local governments have also been active in using
technologies for different purposes. Information
provision, outreach, and awareness-generation are
probably on top of thelist of most frequent purposes.
Health mobile apps show how eclectic the response
can be, namely for contagion reduction (in Buenos
Aires & Vienna, for instance) or for monitoring
self-isolated patients (as in S@o Paulo & Paris)
(Lameiras & Soares, 2021).

The use of the Internet and TV news increased
during the lockdown and the use of newspapers,
radio, and magazine declined significantly. Anxiety
due to COVID-related news through mass media
was reported to be highest (27.3%) in the 40-49
years age group and lowest (14.49%) in the 20-29
age groups. About 43.18% of people between 30
and 39 years of age developed fear, and 28% in
the 50-59 age group reportedly felt panic due to
COVID-19 related news in the media (Dhanashree
et al., 2021).

Resear ch objectives
This case study aims to highlight the use of
Facebook and WhatsApp as communication tools
to build linkages with the residents of Gurugram,
Haryana with the purpose of providing information
about initiatives for managing the spread of COVID-
19,vaccination plans and for monitoring compliance
of instructions on management of COVID-19
services and activities at the ground level.
The case study specifically studies the following:
e The social media presence of Councillors on
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Facebook for awareness creation.

e The utilisation of WhatsApp for community
awareness and mobilisation.

e The nature of social media content on COVID-19
in general and vaccination in specific.

e Community level strategy and initiatives towards
COVID-19 relief measures and vaccination.

Research questions

* What were the methods and communication
channels chosen and used by the Loca
government/ Elected representatives/ Councillors
for creating awareness on:

(a) COVID-19 pandemic safety protocol

(b) Government orders and directives/ safety
measures

(c) Availability of vaccines and schedules

* What were the strategies and nature of relief and
rehabilitation extended to residents during the
COVID-19 lockdown periods?

e What information and messages were
disseminated to residentsin general, and residents
in quarantine in specific?

* What were the services that were communicated
to the residents?

* What communication channels were used by the
Ward Councillors to mobilise residents?

Resear ch methodology

Criteriafor selection of state and district

In India, the vaccination drive was first launched
on 16" January 2021. For the purpose of selection for
this study and rationale for selection, the turn out for
vaccination during first week (1622 January 2021)
in three adjoining districts of South West Delhi and
Gurugram and NOIDA (Gautam Budh Nagar) in
Delhi NCR were listed. As per the data, in the first
week, a highest of 7,040 doses were administered in
Gurugram compared to 2,266 in the district of South
Delhi and 1,825 in NOIDA. Gurugram recorded the
highest number of vaccinations among all districts
in Haryana. Further, among northern states of the
country, Haryana set few examples. As per MoHFW
data, by 9" September 2021, 64.4% of the population
in Haryana was vaccinated, a greater number
compared to the adjoining states of Delhi, Rajasthan
and Punjab (Ministry of Health & Family Welfare,
2021a).

On 1% May, 2021, the country recorded the
highest of 4,14,188 COVID-19 positive new cases
in one day. Among the four adjoining states (Delhi,
Rajasthan, Uttar Pradesh, Haryana), Haryana
recorded the lowest of 14,840 new cases and
contributed the least of 4.58% to the national figure
(MoHF&W, 2021).
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Table 1: Criteriafor selection of state

State  Total vaccinations Estimated state Estimated %
on September 9, population,  contribution
2021 2021
Delhi 1,45,85,577 4,11,81,476 46.7
Haryana 1,76,07,642 2,74,88,088 64.4
Rajasthan 4,82,04,186 7,82,40,816 61.6
Punjab 1,54,10,956 4,04,90,000 50.5

Source: MoHFW, as per Aadhaar statistics.

Table 2: Other reasons for selection of state

Criteria State
Haryana Uttar Pradesh Rajasthan
Per day % share 4.58% 6.42 4.24
of COVID positive
Testing 48.1% 29.4% 16.84%
Vaccination (at least  44.7% 19.4% 44.4%
one dose)

Source: https://www.covid19india.org/state/DL.

As per COWIN data, Gurugram was the only
district in Haryanawhich recorded higher vaccination
in urban areas than in rural, compared to other
districtsin other states. It istherefore, that Gurugram
was chosen as the site for the study.

Municipal Corporation of Gurgaon (MCG)

The MCG consists of 35 wards with a total
population of 8,86,519 (Census, 2011) and an
estimated population of 2,82,04,692 as per Aadhaar
registrations (2020). Each ward consists of both urban
and semi-urban localities, the development of which
is the responsibility of the elected representative—
the*Councillor’ or ‘ Corporator’ . As per Government
sources, among the several administrative roles
of a Councillor, establishing leadership within the
community, acting as an advocate in resolving
concerns or grievances, communicating with local
people and answering queries about decisions that
affect them, communicating about opportunities in
the community, identifying the interests of the local
community and effectively representing the interests
of the Ward and its constituents were most focussed
on and acted upon during the pandemic.

Roles and responsibilities of elected representatives
of MCG

Eventhoughin current times, interactivewebsites,
social media handles and helpline numbers provide
windows for the residents to express their views and
complaints, the elected representative’sroleiscrucial
in establishing a link between the residents and the
corporation. It was observed that a few Councillors
had established interpersonal connect with the
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residents during the pandemic and were proactive on
social mediato keep the residents of their respective
wards ‘informed’. Some showed humanitarianism
and extended support to them in the period of crisis.
The nature of support provided isdescribed in later in
this study.

Councillors are also expected to render certain
civic and welfare services to the city dwellers. The
principal function of the councillor under civic and a
welfare service is to formulate as well as implement
policies in respect to obligatory and optional
functions of the municipality. The councillors
are bound by statute to discharge the obligatory
functions, also known asthe public utility services of
the municipality, such as public health and sanitation,
public works, education, public safety, etc. (Misra,
1986).

Asapart of local self-governance, and in addition
tothelegidative and administrative powers, the Ward
councillors can give priority treatment to any work,
which they think necessary in the general interest of
the inhabitants of the municipality (Banerjee, 2020).

Data collection

A mix of qualitative and quantitative research
methods were used to gather data from primary
and secondary sources. In-depth interviews were
conducted with the Ward Councillors and the staff.
Information from secondary sources assisted in
understanding their role and nature of engagement
during the COVID-19 pandemic and vaccination for
COVID-19. Facebook posts on pages maintained
by the Councillors in several wards in Gurugram
were collected between March 2020 and August
2021. These posts were categorised into: Year of
post/ upload and theme/topic of COVID-19 specific
information provided. COVID-19 related statistical
data were retrieved from several sources. MoHFW
website, COWIN dashboard, Worldometer (Ritchie
et al., 2020), and Reuters COVID-19 global tracker,
which provided the base for selection of districts and
analysis.

Findings and discussion

Social media presence of ward councillors in
Gurugram

Social media comprising of Facebook, Twitter,
and Instagram provide plenty of online space for
people to express, post and upload content of their
choice. Facebook was explored to find the social
media presence of less than 50% of the 46 MCG Ward
Councillors elected in 2017. The Facebook pages
of 10 Ward Councillors were randomly selected to
check for recent COVID-19 related activity in 2021
(Names not disclosed to maintain confidentiality). A
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pool of 120 Facebook activities related to COVID-19
management (including testing and vaccinations)
posted during March 2020 and August 2021 were
retrieved for assessment. The councillors used their
Facebook page with the overall aim of creating
awareness about COVID-19 related instructions,
services, and facilities available to the community.
The content uploaded on Facebook pages were
summarised into themes and sub-themes to reflect
their role and responsibility during crisis.

The first wave of the pandemic in 2020 generated
curiosity and uncertainties as COVID-19 cases
and fatalities were on the rise worldwide, cure was

Personal messages:
wellness of residents &
advice on safely measures

Appeal to the
help needy:
Vaccination distribution of
dry ration and Honour to
cooked food | Cronoa
warriors
Oxygen/
Ambul...[ Observe
garbage| of janta
collecti..| curfew/
from lam
COVID=Tast Sanitis..| covid... Iight’?ng

Fig. 1: Themes of Facebook posts
(The size of cells suggest the proportions)

uncertain and vaccines were on trial and had not
rolled out. The second wave in 2021 added fear and
despair. The extraordinary situation with heightened
curiosity was realised and the councillors pumped
in efforts towards creating Whatsapp groups and
activated their respective Facebook pages with posts
to create awareness.

In addition to their existing responsibilities
as directed by the government. Due to mobility
restrictions during the countrywide lockdown,
local government bodies relied on social media and

March o

N Januany b
sl 2021

Fig. 2: Extent of social media engagement on
social media (N=120)
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WhatsApp to create awareness about the nature and
seriousness of COVID-19, extending relief measures
to migrant workers and later for information on
testing and vaccination schedules.

Posters uploaded by the Councillors indicate that
theinformation by the Government wasdesigned with
the added elements of advice, caution, and support.
The intention was not limited to creating awareness
about the COVID-19 support system in respective
Wards, but also to bring in a sense of security among
residents and urging them to help fellow citizens.

Social media messages that effectively frame
risk have the potential to reduce panic and increase
adoption of preventive measures by conveying what
behaviours and decisions put a person at increased
risk of developing COVID-19 (Hauer & Sood, 2020).

Communicating and sharing government actions
on COVID-19

Several orders and circulars that were issued by
the District Administration, Gurugram, pertained
to Government initiatives to contain the spread of
COVID-19, compliance of safety measures and other
administrative actions. As per the website, 119 order/
circulars/ advisories were issued between March
2020 and August 2021 (Efforts towards containment
of covid-19 district administration gurugram, 2021).

61

58

During 2020 During 2021

Fig. 3: Order/Circulars/Advisories (N=119)
Source: https://gurugram.gov.in/orders-and-advisories/

Initiatives by the municipalities aimed to
apprise people of Government actions, providing
consultations and responding to queries raised by
citizens. Such initiatives aimed to not only build
awareness but also to imbibe confidence among
citizens and understand what the Government
was doing to safeguard them from COVID-19.
The Ward councillors engaged RWAs, community
representatives and volunteers during the pandemic,
which led to more tangible results. The overall aim
was to create openness in discussions and reporting
challenges and fears.

Out of the listed 119, several circulars/ orders/
advisories/ guidelines indicated the need for
community awareness and community support
such as advisories issued for RWAs and facility
managers of gated colonies and condominiums, for
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wearing face masks, about night curfew, closure of
and restrictions pertaining to opening of educational
institutions, shops, malls, parks, cabs, etc., online
services, lockdown/ extension of lockdown, and
containment zones. At the community level, the
responsibility of the elected representatives was
imminent, who diverted their efforts to support
the community that elected them. These orders
were shared by the councillors with community
members on Facebook and WhatsApp to convey
why compliance of orders was necessary to contain
the spread of the virus and how the residents could
protect themselves.

Alleviating people’'s fear and perceptions using
social media

In May 2021, India remained on the top of the
countries’ list of confirmed COVID-19 positive
cases (COVID-19 Data Explorer). The somewhat
unknown nature of the coronavirus and mode of
infection kept people in fear and constant threat till
vaccines arrived. The threat caused people to even
stop receiving newspaper copies at home and depend
more on the television news for COVID-19 updates.
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A major shift in preference for media for source of
information was seen among all sections. Social
media comprising of Facebook, Instagram, Twitter
and WhatsApp became crucial communication
tools for information generation, dissemination and
consumption.

A study on the usage of social media during
the pandemic revedled that during the COVID
outbreak, many social media friends have shared
their experiences of socia distancing and taking
care of this virus on social media account(s) (Saud
et al, 2020). This indicates that social media support
in a pandemic is useful, keeping and sharing people
experience the same feeling as others with the
disasters. 41.7% people are exercising and getting
information about social distancing through social
mediaplatforms. It isalso helpful for the peopleto be
guided by their social media friends on how to boost
the body immune system. Out of several online social
media platforms, 39.7% people sought COVID-19
pandemic related information on WhatsApp and
stated that their online friends are sending some
materials, which indicate how to keep their immune
system strong (Jawhara, 2020).

Table 3: Sharing of information on government action on social media

Subject of Circulars

Circularsthat required action by Respective Departments

Action plan for:

— Door to door screening/ thermal screening of each person in HH in containment zone/ stock of PPE an necessary
equipment in control room/ Deployment of Ambulances and para-medical staff

— Transport for health teams
— Listing demand for essential goods/commodities

— Regular power supply in containment zones- Action by

DHBVN
— Regular safe drinking water

Circulars Shared on Facebook WhatsApp

* Media Bulletins on COVID-19 dated 4.5.2020 by Health department, Gurugram Integrated Disease Surveillance

Program

* Containment of Areas by DM, GGN under “The Haryana Epidemic Disease, COVID-19 Regulations, 2020

— Sanitisation of Containment Zones

— Movement of essential services and emergencies, restricted movement of public in containment areas, necessary

barricading
— Setting up containment/ isolation/COVID hospital

— Ensure 100% coverage of AarogyaSetu App among the residents of Containment Zones with the help of respective

RWAs

» Designating containment/ buffer zones and sealing of containment areas for isolation of cases/ Dos and Dont’s for

containment zones

» Extension of Lockdown period (24.4.2020 to 4.5.2020)

 Authorised providers for essential suppliesin GGN
* Lockdown 4.0- Ready Reckoner

 Facilities for registration of persons stranded in cities due to lockdown (online portal, Jan Sahayak help me app,

helpline numbers

» Overseas support to Indian students abroad wanting to reach Gurugram
* Vaccination Schedules and sites / Mobile Van vaccination sites/ Walk-in Vaccination sites
» Activities/ Services allowed in Containment/ Green/ Range/ Red designated zones
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Emerging infectious diseases, such asCOVID-19,
amost always result in increased usage and
consumption of media of al forms for information
by the general public (Freberg & Palenchar 2013).
Therefore, social mediahasacrucial rolein people’s
perception of disease exposure, resultant decision-
making, and risk behaviours (Giustini, 2018). Social
media platforms constitute a powerful means of
communication that can be used to elevate public
awareness about infectious diseases, particularly
about new onesin terms of outbreak dates and spread
(Freberg, 2013).

Vaccination

The Universal Immunisation Programme (UIP) in
India began in 1985-86 in a phased manner and it
took five years to cover all districts. For the success
of UIR, a specialy designed policy of information,
education, and communication (IEC) was adopted in
order to reach the unreachable, and communication
on social mobilisation was adopted for sustainability
of the programme (Mani, 2000). Within [EC, instead
of devising a generalised communication package,
the strategy aimed to customise and design the
content and information to suit the target audiences.
Social mobilisation on the other hand, depended
heavily on interpersonal communication with the
health staff and opinion leaders for information as
well as for commitment. While the development
of COVID-19 vaccines has been an extraordinary
success, vaccinating most of the global population
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has been an enormous challenge, one for which
gaining and maintaining public trust in vaccination
was as essential as the vaccine itself (Al-Dmour,
2020).

Creating visibility for vaccination on WhatsApp

Today, the entire realm of communication has
changed due to the Internet and mobile phones,
and the process of social mobilisation now gets
more weightage. Amidst varied perceptions about
the disease, efficacy of the vaccines and their
manufacturers, interpersonal communication with
the community members, family and friends on
phone, in particular on WhatsApp, played a mgjor
role in creating commitment for vaccination.

Apart from awareness about vaccination through
mass media, information flow on WhatsApp
created by the RWA facilitated member residents in
Gurugram in reaching the scheduled sites and venues
for vaccination. Since the target population was
segmented by age group and phases in vaccination,
the schedules for free vaccination which were shared
by the councillors on WhatsApp provided full details
of the targeted age group, name of vaccine, number
of doses available, documents required, venue, date
and time.

To understand the role and extent of engagement
of FElected Representatives in fulfilment of the
vaccination strategy, the activity of the Councillors
in two Wards (Ward 40 and 29) out of 45 Residents’
WhatsApp groups were compiled, which helped

Table 4: Subject/ theme of WhatsApp communication

Major WhatsApp Activity
(Period: 27" February to 31% August, 2021

Source: RWA Group |

Source: Two RWA WhatsApp Groups

Organising Free Vaccination Camps — Sharing of Orders/ Circulars and Advisories
— Sharing information on services on isolations centres/ oxygen
cylinders and refill/ambulances/ vaccine slot finder apps/ free
doctors consultations
— Sharing of vaccination schedules
(Issued by District Collector and Health Department, Gurugram)

Notifying members about Vaccination Camps

(Date, time, vaccines available, 1%, 2™ or both

doses, number of doses available, venue, location
maps, registration, documents etc.)

Answering queries raised by group members Posting
photos and reports of camps organised on same day
or next day

Venuefor Vaccination Camps
— Councillor’s office (Ward 30)
— RWA office

— School

Community Centre

Police station

Sharing of photos of Notices on Vaccination drives
Sharing of Excel sheets of vaccination sites and dates
Posting reminders created for the above

Vaccination Siteslisted by District Administration

— Government Primary Health centres (UPHC/ PHC)

— Schools (both Government and Private)

— Hospitals/ Poly clinics (both Government and Private)
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oSharing Report of Vaccination camps
oSharing information on Free Vaccination by Govt.

oNothing residents on Free Vaccination Camp

2|

39

16

Fig. 4: Proportion and Content of Posts in WhatsApp group |
(Includes Excel sheet on vaccination sites/ Consultation with
CMO and Vaccination for pregnant women, Children with
special needs, Mega vaccination Drive-TIKA UTSAV and Rapid
antigen and RTPCR testing)

in understanding the commitment of both the
Councillors and the residents, nature of activity and
regularity in sharing information on vaccination.

In Gurugram, 222 centres were designated as
centres for vaccination, out of which 182 were
Government health centres and 40 were private
clinics and hospitals, which were paid centres. The
venues chosen for vaccination campsorganised by the
Councillor were within the areas listed in Ward 30 for
ease of accessibility. Choosing venues for residents
convenience also suggested the collaborative efforts
and the level of cooperation received from other
departments, RWA and volunteers in fulfilment of the
immunisation strategy.

According to Organisation for Economic Co-
operation and Development (OECD 2021), the
government’s ability in building trust in vaccination
and successfully implementing avaccination strategy
depends on several factors. Besides the confidence
in the effectiveness and safety of the vaccines
and competence and reliability of the institutions
that deliver them, the principles and processes
that guide government decisions and actions in
vaccine procurement, distribution, prioritisation,

100 covid vaccination done today. in last one month
around 3,000 vaccination done in our Ward-30.
1,300 covid testing. thanks to entire team and health
department.

Regards
Mahesh Dayma
councillor ward 30
18
17
12
8 6

March,  April, May,  June, July, 1-24 August

2021 2021 2021 2021 2021 2021

Fig. 5: Trend in WhatsApp messages on vaccination
(Source: Councillor Office, Ward 30, GGN)
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and administration, the capacity and effectiveness
of regulatory agencies, and public engagement
and communications at the ground level by way of
partner and support community organisations emerge
as most important considerations for successful
vaccination campaigns.

Regularity in providing information

Creating visibility added with regularity/continuity
in sharing schedules and reports of the previous
vaccination camps incremented the footfall. The
reports posted by the Councillor of Ward 30, indicated
the fulfilment of immunisation strategy. It may be
presumed that greater visibility of information on
vaccination camps and drives may have helped people
in reducing their resistance towards the vaccines.

Strengthening community with social media
During the first wave of the pandemic, fear and
uncertainty gripped the entire society. People were
clueless of the outcome of the pandemic and were
dependent on television for information about what
was going on in the country. The pandemic situation

m =hanng of infarmaton on ackvilices

B Aglivilies on which aclion was laken
@ Activitiag nol shared of aoled won
Fig. 6: Broad assessment of Councillors activities

in the neighbourhood and surrounding areas were
assessed through interpersonal communication with
friends on mabile phones and WhatsApp chats,
which helped in building confidence in safeguarding
oneself from getting infected. In such crisis, the
Councillors emerged as aray of hope for people who
were quarantined/ isolated and needed immediate
assistance with food, medical supplies, transport, and
moral support (District Administration, Gurugram,
2020).

Awareness creation on closed WhatsApp groups
More than 35 WhatsApp groups comprising
of RWA officials and residents received and read
the messages posted by the Councillors office
(Ward 30). The activities in one of the groups was
closely observed to obtain the level of Councillors
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engagement in creating awareness on COVID-19
and related issues of relief and safety measures,
vaccination, testing facilities and more. Circulating
messages on the requirement of blood/plasma and
donors was also encouraged.

The WhatsApp groups revedled the activities
of two Ward Councillors (Ward 40 and Ward 30).
The Councillor in Ward 40 of MCG elaborated the
strategies adopted in COVI1D-19 management during
both waves of the pandemic. Ward 40 has a population

| Virtual mealings @ Social media
@ Peapla'a frust and coaparation

Fig. 7: Factors contributing in COVID-19 management
(Source: Councilor, Ward-30, GGN)

On whatApp, | did my best to give moral support
in addition to the logistic support of food, supplies,
medicines, bill payments etc. to the COVID affected
families and motivated others to help each other
councillor, Ward-30

Table 5: Information shared on vaccination

Subjects of Information Shared in two WhatsA pp
posts (verbatim) on Vaccination Group 1 (116 resident
members) and Group 2 (214 resident members)

— Sharing of Order/ Circular/ Advisories

— Vaccination Schedules (Health Department)

— Vaccination Sites (Excel Sheet)

— Vaccination for young adults with special needs
— Free vaccination camp for pregnant women

— Free vaccination camp

— Reports of Vaccination camps

— Drivethru’ COVID vaccination camp

— Collaboration with NGO for vaccination

Communicator LVI1(3)

T}

13

Jaly  TiFSth Augus

Wk

B COVID-aal
Wattinalion [supporbed wilth offcial chans on veoEnaton
sites and scheduo)

Ofher sarvicas [Croulany’ GOVID beds, biood! plasmsa
danation’ copgon, ambulance, isclation cenires, alc)

Al

Ry Jurw

Fig. 8: Messages in Residents WhatsApp Groups
(Source: Councillor’s Office, Ward 30)

18
17
12
2 6
March,  April, May,  June, July, 1-24 August,
2021 2021 2021 2021 2021 2021

Fig. 9: Regularity in awareness creation on vaccination schedule
and Sites on WhatsApp (N= 64)
(Source: Ward 30 Councillor Office)

of 28,046 with 81.2% literacy and constitutes both
urban and semi-urban areas.

For example, if on an average each group had 100
members, it could be estimated that 4,500 families
in Ward 30 were informed about vaccination camps
and schedules. This suggests a major contribution
of WhatsApp in awareness creation on vaccination
alone.

Thediagramillustratesthe broad themes on which
the Councillors actively created awareness among
the Ward population. According to a press release by
MoHFW, the COVID-19 vaccination drive started in
Indiaon 16" January 2021 (MoHFW, 2021).

Table 6: Inquiries by residents (Extracted from WhatsApp groups managed by Councillors)

e Any vaccine schedule for tomorrow

* Isthere away to ensure that vaccines are not being
misused...?

e Want info about the availability of covaxin 2™ doze
vaccine anywhere

e Anyoneknow if and where Covishield vaccine is
being administered in Gurgaon/ Delhi

»  Kindly arrange a camp for coveshield vaccine a'so,
for those requiring second dose

The Government has introduced the issue of Universal
Pass-cum-Certificate for fully vaccinated citizens, ....

This may be obtained through the link given below: https://
epassmsdma.mahait.org

¢ Any centre in Gurgaon where walk-in vaccines being
done for 18 + individuals

e Devender when the vaccine is coming to Haryana.
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Inquiry

The WhatsApp group was an interactive
group and was limited to posting activities by the
Administrators in the group. Apart from information
shared by the Councillor’s office, the members took
the opportunity to express their opinions on an
issue, share photos of community activities or of a
problem. During the pandemic, members also raised
several queries and complaints related to COVID-19
management and vaccination. The images of a few
posts are presented here:

Strategic functioning of elected representative
during COVID-19 pandemic

The onset of the first lockdown in March 2020
was followed by WHO and Government guidelines,
advisories, circulars and orders, which were issued
by the District Administration, Gurugram, to contain
the spread of the coronavirus. These orders required
immediate compliance by the officials and elected
representatives of MCG.

In order to understand the modus operandi
adopted in urban wards, the Councillor of Ward 30
was interviewed. He revealed the strategy that was
adopted for ease in compliance with the Government
directives to mitigate the crisis and safeguard the
residentsin his Ward.

Step 1

The Councillor, Mr Mahesh Dayma got away from the orbit
of power and politics to help the community during COVID
— pandemic. He went extra mile to get connected with people.
In turn, he received generous community support in
reaching out COVID services—

An Active Senior Citizen and community Volunteer

l
Fig. 10: Quotes from Residents

The early initiatives comprised of forming of a
COVID TASK FORCE in March 2020. A team of 150
members comprised of old presidents/ secretaries and
active members of RWA, NGOsengaged in providing
health care, groups working on environment issues
and MCQG officials.

— MCG and the Councillors created a 10-person
group of emergency front line workers for
pick-up of garbage from COVID-19 affected
homes.

— Cooperationwasgivenfromother departments:
Police, CMO, PHC, health departments

Step 2
A COVID CORE TEAM of 53 members
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comprising of panel of medical experts, retired
Army officers, representatives of NGOs, doctors
who provided free services, the Ward 30 Councillor
and active resident members comprising of senior
citizens, women, students and religious pundits was
formed.

» Themedical team ensured facilitated the provision
of essential medicines and oxygen cylinders.

e Zone meeting and awareness programmes were
conducted to extend moral support with the help
of experts and a panel of doctors, retired Army
officers and representatives of NGOs.

e The Doctors group created awareness among
the residents on how to deal with COVID-19:
The am was to avoid panicking and rushing to
hospitals.

e Several awareness generation activities were
planned and executed by both teams for fellow
residents and migrant colonies in Ward 40. The
awareness programme focussed on:

— Why and how to use mask.
— Use of sanitizer, hand washing.
— Cleaning of surroundings, area sanitisation and

fogging.

Step 3

In order to execute the ground level activities,
three teams of 20 members each were formed.

Team 1: Distributed masks /sanitisers free of cost
for 2.5 months among dwellers in hutment areas.

Team 2: Distributed free ration and cooked food
packets. The team was supported by the Police for a
streamlined process.

Team 3: Facilitated residents for sanitisation
programme, delivery of food to COVID-19 affected
homes and delivery of medicines to quarantined and
COVID-19 affected families. This team also assisted
senior citizens and COVID-19 affected families with
bill payments.

Team 4 & 5: Two NIGHT teams of volunteers/
residents provided medicines and all essential
services. This group of volunteers spontaneously
approached the Councillor of Ward 30 and offered
their help, they were not asked to.

A physical support system was planned and
created to provide essential services related to
COVID-19. The support system was executed by the
€l ected representative and community members

In 2020
» Arranged 100 testing camps in Ward 40 for RAT,
RTPCR.
« Distributed gloves and PPE
Helped with Intercity Movement passes.
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In 2021

* Set up 200 COVID-19 testing camp.

e Two isolation centres were set up in Sector 56 by
the Councillor’s office.

» Twoisolationcentreswereset up by social activists
of Hemkund foundation (Sikh organisation).

* Provided mini ambulances.

» Cremation services were provided: Death
certificates, finding missing bodies, documentation
(The Councillors appreciated the cremation
arrangement by the Gover nment).

» Blood donation camps were set up and
arrangement for plasma donation was made

 Distributed immunity boosters, which was
provided by MCG.

* AYUSH immunity kits were distributed to
approximately 4,000 houses by the PHC staff in
Tigra and Wazirabad wards.

Personal initiatives

The representatives reportedly felt an additional
sense of social responsibility besides their official
duties during the pandemic period. The Councillor
personally counselled every COVID-19-affected
person on phone to provide moral support and
confidence and assure him/her of the support system
around them. He also sponsored:

e Free distribution of ration from 9" April to 20"
May 2021 during the second wave of pandemic

* Provided food/ medicines/ O, for isolated and
quarantined persons.

* Distributed 2,000 cooked food packets.

e Documentation and billing, for quarantined
residents and senior citizens— digital payments
of bills- electricity, water, CNG, TV and mobile
recharge, bulbs.

* A WhatsApp group of 148 women created in 2017
for saf ety and support to women empowerment got
energised, actively rendered help and participated

Table 7: Video upload on social media on 29" April 2021
#FightWithCorona

* | hope everyone is taking care in such a critical
situation. Times are tough and we are facing asevere
crisis. We are dl in this together and we will need
each other’s help and support to get through these
testing times.

e To help mitigate this crisis we are starting an
initiative to maintain a database of al those who
have oxygen cylinders, these oxygen cylinders will
be refilled and maintained, those in genuine need
will be able to procure them from our office.

e Therefore, we need your help and support to come
forward and provide the equipments available with
you or any leads that might help our Ward 40 family.
A small step will go along way in saving lives.

Communicator LVI1(3)

in food and mask distribution activities.

e Due to strong interpersonal communication links
among themselves, theresidents did not hesitatein
contribute their time and energy, without any fear
in COVID-19 related activities. The residents also
donated generously towards relief material and to
the Prime Minister’s COVID-19 relief fund.

Challenges

According to the Councillor and his team, the
pandemic wasfull of challenges. The coronavirus, its
mode of infection, protocols on isolation of affected
person from their families, etc. caused fear and
anxiety, which increased due to data on casualities
shown on media and often the fake news and
information.

During the entire pandemic period, from
logistically providing relief material (food and
shelter) to migrant workers to organising testing
facilities, shortage of medical supplies and oxygen
cylinders, medicine hoarding, delay in getting
COVID-19 test reports, shortage of beds, and many
more challenges were encountered. Overcoming
these challenges required coordination with different
departments and agencies.

The other form of challenge faced was taking
care of senior citizens who were COVID-19 positive
and were alone at home. During the lockdown and
for the patients who were quarantined, dealing with
their anxiety and curiosity regarding the door-step
facilities was a major issue. Collection and disposal
of garbage from COVID-19 affected homes also
posed challenges.

In rare circumstances, the Councillor’s office also
helped the affected residents with death certificates
of the deceased family member.

According to the Councillor, self-volunteerism of
the community memberswho had lend their time and
patience in systemising collection and distribution
of food and relief material with active support of the
Police department and law enforcement personnel,
was commendabl e. Theinterpersonal communication
with the residents, and the cooperation received
from the active residents in immunisation strategy
motivated most of the Ward Councillors, who went
an extramileto providerelief to the residentsin their
respective Wards.

Conclusion

The statistics on COVID-19 vaccinations done in
India stood highest at 1,41,20,467 as on 312 August
2021. According to the UIDAI Annual report, which
states a total of 125.79 crore Aadhaar registrations in
2019-2020, it is roughly estimated that vaccination
of 1,25,77,58,79,544 people registered with Aadhaar
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Table 8: Visibility and Poster Content posted on Social media: Facebook

Per sonal messages from Councillor on Facebook page
(SOPfor Hali, Lamp Lighting, Janta Curfew, Advice on Vaccination, A Word of caution seeking welfare and how to be

mentally and emotionally strong appeal to respect the Corona Warriors)

SR 1 TSR T EREATOT TR ST STRY SATSRT T 2 5 T g8 Bt 1 w1 7d 7T

Encouraging residents to light lamps on 5" April, 2020

Encouraging residents to follow Janta curfew on 22 March, 2020 from 7 a.m. to 9 p.m. #IndiaFightsCorona
HIfere JHEI T U AT SH SIS A o6 o1 2 freram 21 vl st eeft e & gt

Importance of vaccination

Navigation for CO-WIN online registration, Arogyasetu

How to book vaccination slot

Motivating people to get vaccinated

Alert against fake callsfor COVID registration for vaccination

Beware of Fake news

TR % a1 o TINT ST Woh(Ha 2 Wahdt &, SR S ST ohi ShwoT oh T S7fereh Teett 2

TR T8 ST 3T BT ST S 7 Te SRt Wl

STYHT o ETe 3 T8 ST ST TS B |ife

T ST S L, =Ty g |

HeE o fIT g, 7 € wel e

T Tl 1 AT SR o6 AT |1 g8 ] ) AT 21 ST ATRETE @ 378 Uoh., SR AT Tel TeT & S7eh1 GHETC o ST SIEIehiet 1 T1e L, At Fshwor
#ram e

FHTS 31T 337 o @ # Ut el 87 o6 ATl F1A 3R AT AT G T Tt HIIAT ATGIAT o 3T TR T I il 37k A1 GoeR T il

M CG house meeting with Ward Councillorstalks

Creating database of those owning O- cylinders maintain a database of all those who have oxygen cylinders
These oxygen cylinders will be refilled and maintained by councillors

Inform the needy to procure them from our office

Sanitisation and fogging

Help the needy—Distribution of dry ration

Cooked food distribution for stranded migrant workers, poor and needy

Sharing of mobile numbers of those who want to distribute cooked food

COVID-19 Test— Information

Inform about venue, date, time, documents required for test, Report collection
Support with leads from where to seek help for test

Venue from where token can be collected

Documents required to collect token

Drive thru, walk-in

Vaccination— | nformation

Sponsors (Medanta) of free vaccination camp
Date, time, list of venues, name of vaccine, for whom, number of doses, documents required. Walk-in/ online
registration

COVID-medical facilitiesand Services
(COVID Bed Hospitals, Oxygen, Oxygen- Token System, Oxygen Concentrators, Ambulance, Jan Sahayak Help Me

App)
Contribution of private hospitals (Medanta): 100 bed hospital, 80 oxygen beds

CSR and Contribution of NGOs (Hero Motocorp & doctors for you): inauguration of 100 bed temporary hospital for
COVID-19 affected

| solation centres

Oxygen beds

Blood donation camps

Number of Counters open for token, venue, process of collecting token, whom to contact after token is collected,
number of token given in aday, and

Documents required to collect token

Partnership of Gurugram administration with private companies for oxygen concentrators

Fixing of rates for ambulances

(Contd...)
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(Table 8: ...)
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— Helpline number of calling ambulance

— Request for Helpline number connect to all private and government contractors who run ambulances
— How to download Jan Sahayak help me App from Google play store

Recognition

(World Nurses Day, Doctors Day, Corona Warrior Certificates)

— Expressing gratitude
— Honour to doctors

— Online recognition given to councilors for their efforts in COVID management

Video Uploads

(MCG House Meeting with Ward Councillors, Talks with Doctors, Seeking welfare and advice)
— Waste collection of Corona Positive patients and infrastructure devel opment

plans and solutions

BJP Haryana zoom meeting on COVID
Live talk on coronawith doctors

Talk on treatment of corona

Aware the Commissioner of MCG of the ground level problems in COVID management and prepare customised

was yet to be achieved at the time of this study.

TheWard Councillorshavecontributedimmensely
in public health awareness generation in general and
specifically in creating awareness on COVID-19
risks, safety issues and vaccination. The utilisation
of social media and the interpersonal initiative of the
Councillorsat the community level wereinstrumental
in achieving vaccination strategy. Previous studies
too have highlighted the importance of awareness
creation in immunisation programme. With the use
of Internet and mobile phone penetration in both
urban and rural areas, the Councillorsin urban wards
provided a key linkage between the government and
the people in all states. They motivated people and
coupled their responsibilities with activities that
aimed to get as many peoplein their respective areas
get mobilised in extending relief to the COVID-
affected, and in energising the vaccination strategies.
TheCouncillorsset an exampleof utilising WhatsA pp
groups comprising of RWAS, targeted age groups for
the purpose of area development and welfare and
updates on COVID-19 and vaccinations. In future, in
rural areas, the Sarpanch and Pradhan can mobilise
the community members for motivating others for
vaccination using WhatsApp as well. Recognitions
such as COVID-19 warrior certificates may be
awarded to Councillors. For optimal functioning
of local governance, awareness, mobilisation and
participation of community is essential to achieve
vaccination targets.
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ABSTRACT

The objective of this paper is to review the literature of different models introduced in public relations
over the period. For thereview, al the publicationsrelated to the devel opment of public relationsmodels
were considered. An extensive literature search was undertaken using indexing services available at the
authors' ingtitution library. The keywords used for the search were public relations models, conceptual
models of public relations, new models of public relations. Electronic databases like Science Direct,
JSTOR, Proquest, EbscoHost, and Google Scholar were used for the search. These electronic databases
were searched for full-text papers published in the English language. After initial search and eliminating
articles not related to the review’s objective, eight studies were selected for the review purpose. Four
models of public relations were found to be one of the first conceptualized frames of work in the
domain of public relations. Three models of public relations were found to be more culture and country-
specific, and one industry-specific model of public relations was developed. One model presented a
mixed approach to view public relations practices. Another model described seven framing in public
relations. It was concluded that there is a need to do more conceptual and empirical research in public

relations to develop more contemporary models specific to context, culture, and industries.

Keywords: Public relations, Public relations models, Review of literature, Grunig

Introduction

Public relations is becoming one of the most
critical tools practiced by organizations to manage
and maintain their image in the eyes of important
stakeholders. From being one of the promotional
tools employed by marketing managers for better
visibility in media, public relations (PR) has evolved
into a strategic tool undertaken by organizations
for reputation management. Many organizations
have a dedicated Public Relations Department
and hire experts to manage PR-related activities.
Philip Kotler has defined Public Relations as a set
of various programs designed to promote and/or
protect a company’simage or itsindividual products
(Kotler, 1967). Grunig and Hunt (1984) describes
public relations as “management of communication
between an organization and its publics” in their
book Managing Public Relations.

The role of a public relations officer is to become
a facilitator between an organization and its public
like employees, shareholders, government, media,
customers, suppliers, distributors, community,

and other collaborators. They are responsible for
strategizing public relations activities, aligning them
with organizational goals, and successfully executing
public relations plans. Thus, public relations have
been the area of interest for many scholars and
researchers. Researchers have tried to study public
relations practices, roles, and their effectiveness
in the organization. The public relations domain is
comparatively new; few published scientific research
could be found in late 1940s by public relations
professionals like Edward L. Bernays (Bernays,
1947). In the early research days the primary focus
wason understanding the meaning and scope of public
relations. It was only in the 1980s that researchers
started looking at the scientific applicability of public
relations through models. Hence, al the models
studied in the paper can be considered new models
of public relations. The models provide a guideline
for understanding and assessing the public relations
practices of the organization. These models offer a
base for developing research in the area of public
relations. In public relations, many researchers have
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Maharashtra (e-Mail: anshul.garg@nmims.edu); 2Assistant Professor (Sr Grade), International Institute of Professional Studies, Devi
AhilyaVishwavidyaaya, Indore, Madhya Pradesh (e-Mail: anshu.bhati @iips.edu.in)



July—September 2022

identified the presence of models in the ways public
relations is practiced in different geographies. The
initial focus was primarily on Western countries
(Grunig & Hunt, 1984). Later, researchers from
different geographies like India and Greece tested
publicrelationsmodelsinthepublicrelationsscenario
of their countries and added new models (Sriramesh,
1991; Lyra, 1991). Thus, the focus of models has
aways been on how professionals practice public
relations. A public relations model can be defined as
a portrayal of public relations activities that assists
professionals with understanding how it functions or
will function in the given scenario; the models will
permit them to comprehend and carry out public
relations ideas for effective outcomes.

A review of PR models developed in various
countries, cultures, and contexts can become a basis
for understanding the viewpoint of researchers and
practitioners. Also, it can provide a guideline for
future researchers that a particular view governs
PR practices in a setting. The present paper aims to
review the models of public relations developed by
researchers over the period. Hence, papers related to
the introduction of new models of public relations
were selected for the study. Other papers analysing
the applicability or effectiveness of pre-existing
public relationsmodel swere excluded from the study.
Thisreview gives an understanding of various public
relations models in the arena of public relations.

M ethodology

An extensive literature search in Science Direct,
JSTOR, ProQuest, EBSCOHost, and Google Scholar
was performed from December 2020 to April 2021
for peer-reviewed, original/empirical research, and
review papers, articles, and other publications. The
research papers selected for the review were related
to the introduction of public relations models,
irrespective of their time of publication.

No specific period was considered for the paper
selection. Hence, the date of the oldest and latest
research article published by default became the
publication time frame for the search. Articles
published in the English language were selected
for review. Publications based on marketing-related
models, the effectiveness of public relations models,
critical analysis of the public relations models,
applicability of pre-developed public relations
models in a different culture, context, or in the
respective industries were excluded from the review.

The main purpose of the present work was to
review articles related to the introduction of new
modelsin the arenaof public relations, thusthere was
no specific geography considered for the literature
search in the initial phase. The quorum flowchart of
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the review process (Fig. 1) shows the initial number
of identified articles (346), the assessment of eligible
articles (according to the exclusion criteria), and
the final number (8) of included articles for review
process.

Initially, 346 publications were identified by
searching keywords from electronic databases like
EBSCOHost, Science Direct, JSTOR, ProQuest,
and Google Scholar. These papers were screened by
title and abstract. Ninety-four papers were selected
after the initial screening of the title and abstract.
In the third stage, 41 studies were excluded for
various reasons like non-origina research and the
inaccessibility of full research paper/ review articles.

Finally, 53 papers were selected for full-text
reading. Later, 46 papers were excluded from the
review as they were not related to the introduction
of new models of public relations; the mgority of
the papers were related to the applicability of pre-
existing PR models in different contexts. Another
primary reason for eliminating papers was that
instead of introducing an original model for public
relations, many researchers borrowed models from
other streams and tested their applicability in the
public relations area. Overall, eight articles related
to the introduction of public relations models were
included in the review. These papers were introduced
in the United States, India, South Africa, Greece and
Turkey between 1979 and 2010. An overview of
the models, listed according to authorship and year
of publication, and a description of public relations
Modelsin the selected papersis provided in Table 1.

Review of literature

Initial Model of Public Relations by James
E. Grunig

Grunig conducted a study to understand the
variation in public relations activities concerning the
environment and structure of the organization. At
the beginning of the research, Grunig assumes that
there are two models of public relations, a two-way
informative communication model and a one-way
manipulative model. He termed them as 'diachronic'
and 'synchronic;' the terms are taken from Thayer’s
(1968) two models of ‘intercommunication'’.
Synchronic public relations was an asymmetric
communication, influencing the public to adjust
their behaviour as per the organization. Whereas
in diachronic communications, the effort in public
relations was to achieve a 'state of affair' which was
more acceptable to both parties—the organization
and its publics. Hence, it was considered more
symmetric in nature. Grunig used factor analysis
to group public relations activities as synchronic
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Literature search in Electronic Database
based on selected words

N=346

v
Screening on the basis by
Title and Abstract
N=94

v

Selection for full text reading
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Selection for the purpose of Review
N=8
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—
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of new models in public
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* Non-original Research
* Full text not accessible

N=46

* Test the applicability of preexisting public
relations models or models related to other
streams

Fig. 1: Quorum flowchart of publications identified, screened, assessed for eligibility, and included in the review

and diachronic. He also identified two types of the
organization and termed them as 'problem solving'
and 'fatalistic' organisations.

Problem-solving organizations worked in a
more dynamic and complex environment with
decentralized, unstratified, and formalised structures.
Furthermore, “fatalistic” organizations worked
with less formalised and complex structures which
were more static, centralised, and stratified. Grunig
hypothesised that problem-solving organizations
practiced diachronic public relations and fatalistic
organizations practiced more synchronized public
relations. The hypothesis was rejected as he found
that problem-solving organizations practiced more
synchronized public relations than diachronic public
relations. Problem-solving organizations practiced
both public relations models as compared to
fatalistic organizations. Only a subgroup of problem-
solving organizations practiced diachronic public
relations; these were the organizations that employed
professional public relations and were small, new,
and less formalised in structure (Grunig, 1979).

Four Models of Public Relations by James E.
Grunig and Todd Hunt

Grunig and Hunt (1984) analysed the historical
development of public relations and identified the
four models of public relations. The four models of
public relations represented the combination of two
dimensionsof public relations—oneway vs. two way
and asymmetric vs. symmetric. The four proposed
models were press agentry, public information, two-
way asymmetrical, and two-way symmetrical.

Press agentry/publicity was described as
propagandistic public relations that seek media
attention in almost any way. The public information
model characterised public relations as practiced by
“journalists-in-residence” who generally disseminate
accurate information about the organization but do
not volunteer negative information. Press agentry
and public information form a continuum of craft
public relations and are specifically one-way
communication models. The following two models
are more sophisticated in their practice and include
the use of research and other methods of two-way
communication; they were considered professional
public relations. Two-way asymmetrical public
relations programs use research to identify the
messages most likely to produce the support of the
public without having to change the organization’s
behaviour. The fourth model, in contrast, has effects
that are symmetrical and that a neutral observer
would describe as benefiting both organization and
its publics (Grunig & Hunt, 1984).

Personal Influence Model of Public Relations by
Krishnamurthy Sriramesh

A combination of survey research and
ethnographic study was conducted to understand
the public relations practices in India. The study’s
obj ective wasto seeto what extent Grunig and Hunt's
(1984) models are applicable in India and find any
other PR model practiced in Indian organizations.
The researcher also attempts to understand if there
is any variation in the practice of public relations
models based on the characteristics of an organization
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like size and ownership. For the purpose of the study,
18 organizations were selected as samples. The
researcher selected a combination of small and large
organizations from private, public, government,
and non-profit organizations to represent all types
of organizations. The study was conducted in two
parts—a survey guestionnaire where sixty questions
based on four models of public relations were asked
to test their applicability and ethnographic analysis.
The researcher observed the public relations
practices of the organizations, interacted with their
public relations personnel, and reviewed their
publicity material. The quantitative analysis result
indicated that the two-way symmetrical, two-way
asymmetrical, press agentry and public information
models were practiced in that order.

In contrast, the researcher reported that his
ethnographic analysis showed that “the press
agentry and public information models proved
excellent indicators of how the sample organizations
practiced public relations.” When asked about the
activities performed by public relations practitioners,
it was clear that most of them extensively used
the public agentry model of public relations and
public information model was practiced in some
organizations as ethnographic study showed that
none of the organizations engaged in formal research.
The researcher also found that personal influence
plays a key role in the practice of public relations
in India, and 60% of the reason a news release
gets published can be traced to personal influence
and only 40% to the news value. Regardless of the
size of the organization or nature of ownership,
personal influence was an important aspect of public
relations practices. Hence, Sriramesh introduced
the Personal Influence model of public relations.
According to the personal influence model, senior PR
executives develop a personal rapport with important
stakeholders through hospitality and friendship to
get a favourable impression of the organization
(Sriramesh, 2000).

Cultural Interpreter Model by Anastasia Lyra

Meta-analysis of public relations practice studies
in India, Greece, and Taiwan revealed that the
craft of public relations (press agentry and public
information models) predominatesin these countries.
Although practitioners ascribe to the values and
goals of professiona public relations, most do
not have the knowledge to practice it. In addition,
the research aso discussed two other patterns of
public relations practice—"“personal influence” and
“cultural interpreter” (Grunig, Sriramesh, Huang, &
Lyra, 1995).

The Cultura Interpreter model was introduced
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by Anastasia Lyra in 1991. Lyra had researched in
Greece to understand public relations practicesin the
country and the applicability of four models of public
relations. Lyrafound that press agentry was the most
popular model of public relations along with public
information and a two-way symmetrical model.
She aso reported that CEOs of another country
working in Greece were highly dependent on the
natives for their inputs related to their politics and
culture-related issues. They also actively sought the
advice of native public relations officers to be more
culturally appropriate in their work. She introduced
this practice of involving native PROs in work by
foreign CEOs as the Cultural Interpreter Model of
Public Relations (Lyra, 1991).

Mixed-M otive Approach by Priscilla Murphy

Murphy (1991) criticised the four models of
public relations proposed by Grunig by arguing that
these models are not applicable in real-life situations
and that applying pure two-way symmetrical models
isimpossible. According to Murphy, there is aways
a pure winner in asymmetrical models, and one
party has to lose for the other to win. Also, finding
organizations in symmetrical communication where
the objective is to cooperate with other parties is
rare. To overcome these shortcomings, Murphy
suggested a mixed-motive model, which according
to the researcher, provides a more realistic solution
as it combines the elements of both asymmetrical
and symmetrical models of public relations. An
aternative approach to Grunig’'s models of public
relations was suggested in the mix motive approach.
Murphy used game theory to explain how a mixed-
motive approach can help organizations gain the best
results. Avoiding polarization between symmetric
and asymmetric models, providing a richer view
about the conflict, and cooperation were few
benefits highlighted by Murphy of the mixed-motive
approach.

South-African Model of Public Relations by Derina
R. Holtzhausen, Barbara K. Petersen and Natalie
T.J. Tindall

The South African model of public relations
given by Holtzhausen, Petersen and Tindall in 2009
emphasised the importance of cultural context. It
also advocated the socio-economic and political
context in public relations practices. The model
completely rejected the normative applicability and
consideration of symmetrical and or asymmetrical
models of public relations and proposed new models
for public relations practices in South Africa. The
newly introduced context specific models of public
relations were—The Western Dialogic model, the
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Activist model, the Ubuntu model, and the Ora
Communication model.

Western Dialogic model acknowledged the
diversity in the South-African culture where many
interest groups with various value systems come
together. Hence, considering them as an idea
representative of postmodern society. The Western
models draw heavily from the philosophy of Deetz
(2001), “who referred to communication practices
based on postmodern philosophy as diaogic
communication.” The second model was the activist
model, in which the focus was on the relationship
between organizations and their publics. The Ubuntu
style (means collective parenthood and morality), a
South African management practice focuses more
on building harmony at the workplace. Moreover,
in the fourth model, practitioners emphasized oral
media communication. Another important finding of
this study was that the public relations practitioner’s
demographic characteristics did not influence their
style of PR practice (Holtzhausen, Petersen &
Tindall, 2009).

The Seven Frames Model by Kirk Hallahan

The researcher advocated the importance of
framing in academic literature and its usefulness in
understanding and investigating communication-
related aspects in various domains. The researcher
conducted an extensive literature review across
disciplines and suggested seven models of framing
that can be applied to public relations. The seven
frames model included framing of situations,
attributes, choices, actions, issues, responsibility, and
news.

Framing of situations can describe relationships
between people, describing overall situationsthat one
facesdaily, and provide aproper structure to examine
communication and be used for disclosure analysis,
negotiation, and other interactions. The second form
of framing includes framing attributes, like the
characterisation of objects, events, and people. The
information is constructed based on crucia selected
attributesincreasing the scope of bias. In case of risky
choices, individuals should access the independent
options and evaluate attributes to reduce the risk
associated with choices. It has been observed that
people are willing to take a significant risk to avoid
losses rather than gain profit. Thus, the third necessary
type of framing comprises framing of risky choices.
The fourth form of framing is framing of action,
which focuses on the way alternatives are presented.
An individual’s propensity to act in accordance with
desired goals depends on the positive or negative
presentation of alternatives. Framing of issues are
ways to examine, interpret and explain the preferred
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interpretation of the social reality of different parties.
Framing of responsibility consists of attributing the
causeto internal or external factors based on stability
and control. The last modél is the framing of news,
and it comprises aspects of how the media portray
new stories to explain unfamiliar and complex news
and information in a more culturaly suitable and
familiar manner. It incorporates many aspects of the
other six frames as well (Hallahan, 2009).

Conceptual Model of Public Relations in
Museums by Eda Giirel and Bahtisen Kavak

Another conceptual model was proposed for
museums by Girel and Kavak in 2010; according
to this model, the two variables that affect the
effectiveness of public relations practices are market
orientation level of management and interest level
of the public. The interest level of the public is an
external variable and cannot be controlled. However,
it can be managed upto a large extent by changing
the market orientation level and adapting public
relations strategies depending on the interest level of
the targeted publics (Gurel & Kavak, 2010).

Summary and discussion

The present literature review encompasses eight
models of public relations practices proposed by
researchers across the world. The study shows that
the public relations models are primarily developed
by studying literature and the historical development
of public relations; scholars have developed new
models of public relations by critically examining the
body of literature on pre-existing models of public
relations (Grunig & Hunt, 1984; Murphy, 1991; Giirel
& Kavak, 2010; Hallahan, 2009). Models could be
substantially supported by empirical research (Lyra,
1991; Sriramesh, 2000; Holtzhausen, Petersen &
Tindall, 2009), these models were developed by
analysing qualitative and quantitative data collected
from the public relations professionals from India,
Greece, and South Africa. Four models of public
relations were the only theoretical models that were
later tested by empirical research (Gurnig, 1984;
Grunig, Sriramesh, Huang & Lyra, 1995).

Grunig and Hunt’sfour models of public relations
are one of the initia attempts to conceptualise
research in the domain of public relations and
four models of public relations are the first proper
framework that academicians and practitioners
can refer to in the area of public relations. Later,
many studies have been conducted to anayse the
applicability of the four models of public relations
in adiverse cultural context and see if any other PR
model more specific to the given cultural context
emerges. Sriramesh’s personal influence model and
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Table 1: A Summary of studiesincluded in the review

Public Relations Developed by Year Description
Models
Diachronic and James E. Grunig 1979 « Synchronic public relations: asymmetric kind of communication,
Synchronic model influencing public to adjust their behaviour as per the organisation.
of Public Relations  Diachronic communications. symmetric communication with an
objective to achieve a “state of affair” which was more acceptable
to organisation and its publics
Four models of James E. Grunig 1984  Four models of public relations
Public Relations and Todd Hunt * Press Agentry— propaganda-based approach
e Public Information—disseminating factual and positive
information related to organisation and avoiding negative news
» Two-way asymmetrical— used research to produce public support
without changing organizations behaviour
e Two-way symmetrical— proposed more symbiotic changes in the
behaviour of publics and organization benefiting both parties
Personal Influence Krishnamurthy 1991 Developing personal relations and friendship with key stakeholders
model Sriramesh to influence their behaviour in favour of organization
Cultural Interpreter  AnastasialLyra 1991 Foreign CEO consulting native public relations practitioners
model regarding cultural and political decisions
Mixed-Motive Priscilla Murphy 1991 Combines the elements of both asymmetrical and symmetrical
model models of public relations
South African Derina R. 2003  Culture specific models - Western Dialogic model, the Activist
model of Public Holtzhausen, model, the Ubuntu model, and the Oral Communication model
Relations Barbara K. Petersen

& Natalie T.J. Tindall

Seven Frames Kirk Hallahan 2009
model
Conceptual model Eda Giirel, 2010

of Public Relations ~ Bahtisen Kavak

Seven distinct types of framing for strategically developing and
evaluating public relations practices.

Effectiveness of public relations practices are based on two factors—
» Market orientation level of management

* Interest level of publics

Lyra's cultural interpreter model are such examples.

Murphy’s mixed approach model is an outcome
of critical analysis of symmetric and asymmetric
models of public relations. South African models of
public relations also emphasise that the four models
are more suitable in the Western context, and there is
a need for a more culturally-specific model of public
relations. Models of seven frames and conceptual
models of public relations in museums are devel oped
with different approaches and do not refer to four
modelsof publicrelations. Hence, it can be concluded
that four models of public relations remain one of the
most prominent models in the domain.

Another observation of the review is that there
is more need to do empirical research and develop
models of public relations, which are more relevant
to the context, culture, and specific industry. Only one
conceptual model for the museum was an industry-

specific; and cultural interpreter, personal influence
models, and South African models of public relations
were culture-specific models. There is a need to
conduct more research in model development for
public relations.

The majority of the models of public relations
(Grunig & Hunt, 1984; Lyra, 1991; Sriramesh,
1991; Holtzhausen, Petersen & Tindall, 2009) were
developed keeping commercial and organisational
perspectivesin mind; thisisonly one aspect of public
relations. The models of public relations should be
developed keeping broader publics in mind like
community and society at large, as the objective of
public relations is to achieve inclusion and proper
communication with all publics. There is a need to
develop public relations model s to cover broader and
neglected public groups.

It was also observed that published research
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on models of public relations is minimal. The four
models were first introduced in the book “Managing
Public Relations,” and then Grunig and his associates
authored many papers to explan and test the
applicability of the models. Similarly, the cultural
interpreter model was also reviewed from a meta-
analysis of three studies done in Taiwan, India, and
Greece. Originally, the model was introduced in an
unpublished master’s thesis (Lyra, 1991).

Thisliterature review presents various gapsin the
body of knowledge, which can be looked at in future
research, like comparing these models and suggesting
the best models specific to context and industry.
As the last model was introduced in 2010, there is
a need for the latest and contemporary research on
developing models of public relations.

There can also be a review of the research done
on the applicability of these models. The test of the
applicability of the models is limited to different
cultures, but no industry-specific study has been
done. Hence, this also provides an opportunity to
research and fill the gap in the body of knowledge.
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Awar eness of Economic Reforms and their Impact on Communication
among Women—A Study of Women in West Bengal

ATASHI BHATTACHARYA! & N. SUSHIL K SINGH?

ABSTRACT

Are the women aware of economic reforms and do they feel the effects of such changes in the economy
in their daily lives? How do the women perceive the impact of reforms on their communication
behaviour? The study was conducted in 24 districts of West Bengal, India to gauge the awareness of
economic reforms and assess women's media usage patterns during economic shifts in society. The
findings of the study show that awareness of the term economic reforms is largely low among females
especially in rural women. There exist contradictory perceptions about the felt ramifications. The study
held immense scope to understand the challenges faced by the women population and their dependence
on mediain the face of shifting economic conditions in society.

Keywords: Awareness, Communication, Economic reforms, Media, Society, Women

Introduction

Since India gained independence in 1947, it
stands as a witness to many socio-political and
economic transitions. On one hand, there is India
which has made great advancements in technology
and has reached the space; on the other hand, there
is India which lives below the poverty line. These
contradictions clearly point out the development
challenges facing India and, thus, experts and
policymakers are becoming aware of the role social
and political factors play in shaping the society at
large. Development and growth do not necessarily
only mean economic growth but also freedoms
and capacities that individuals can improve their
social and economic standing. It corresponds to the
inclusion of all sections of society in the economic
and political decision-making.

India has one of the lowest rates of female
labour force participation among developing
countries. According to the current estimates, it is
placed at approximately 24%. Most Indian women
are employed in low-paying, socialy insecure
professions in the informal sector. If women were
represented in the formal economy at the same rate as
men, it is predicted that India's GDP might increase
by an extra60% by 2025, or $2.9 trillion. (“ Spotlight
on India: Growing economiesthrough gender parity,”
2017)

One of the recent economic reforms which the
government has implemented is demonetisation—
the withdrawal of certain currency notes. The
sections of society who advocate and champion the
cause of economic reforms argue that there has been
a great positive effect of such a policy initiative. It is
considered the need of the hour, necessary to curtail
the outcome of the careless policy-making of the
predecessor government. In India, a vast majority
of women do not enjoy easy and equitable access
to resources, education, and paid employment.
Compared to women in developed countries, women
in developing countries trail considerably behind in
terms of financial inclusion. If a family has a single
account, it is often in the name of the family head,
who is invariably a male. Within a family, the men
are incharge of the finances. In India, housewives
save covertly from home expenses, which provide
them a sense of stability and authority. The changes
which the policy of economic reforms has brought in
the society are increasingly seen as elite-centric and
confined to the benefit of a handful of people.

Review of literature

According to Kumar (2002), economic reforms
are a means to bring stabilisation to the economy
through structural adjustments to various externa
events. The ultimate goa of reforms is to hasten
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the process of economic development of the nation
resulting in well being of its people. They are not
formulated for the sake of reforms but for the interest
of India's poor people, so that they can contribute
and reap benefits from the reforms.

World Bank in its press release, 2019, stated
that governments of 115 economies launched 294
reforms over the past year to pave the way for an
increase in jobs, expanding commercial activity, and
resulting rise in incomes in their respective nations.
The ten economies where business climate improved
the most were Saudi Arabia, Jordan, Togo, Bahrain,
Tajikistan, Pakistan, Kuwait, China, India, and
Nigeria, the study found. Import and export are one
of the areas where governments initiated reforms to
make doing business easier.

Bajpa (1995) discusses economic reforms in
developing countries and states currency devaluation
as ameasure by devel oping economies governments
to bring about short-term stabilisation in the
economy by introducing fiscal restraint. Devaluation
for correcting the balance of payment is a common
practice. Thismeasure istaken for increasing exports
and decreasing imports and stabilising the economy
which may prove to be both negative and positive.

One of the most highly contested concerns in
the social sciences and policy-making circles over
the past 10 years has been the interplay between
economic development, structural change, and
gender inequality. Non-governmental organisations
(NGOs) throughout the world are actively and
critically evaluating the implications of economic
policies affecting women. Various international
organisations such as the World Bank, the United
Nations, and the International Labour Organization
(ILO) are attempting to comprehend the effects of
various development approaches on specific genders
(International Labour Organization, 2003, p. 1).

Nolan and Bohoslavsky (2020) opine that
impact assessments of economic reforms in South
Africa are often carried out as standard operating
practices for large projects. The assessment includes
environmental, social, health, and, more recently,
humanrightselements. Individuals’ economicchoices
which come under human rights are impacted due to
economic policy reforms. Economic reform policies
may compromise democratic self-determination and
hamper the democratic participation of marginalised
groups. Thismeansthat governments must implement
reforms that are non-discriminatory. These reforms
must also allocate the maximum available resources
to the redlization of the rights of all people in a
country.

Mahagjan and Singla (2017) in their article on
impact of demonetisation on financial inclusion
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in India claimed that in spite of expanded digital
access to bank accounts, a very small percentage
of the population has been able to operate without
withdrawing cash or visiting the bank regularly in
the post reform period. They observed that domestic
assistance, contract labourers, daily wage employees,
farmers, fishermen, micro-entrepreneurs, and other
members of India's vast informa economic sector
rely solely on cash.

Roy and Das (2019) claimed that majority
of respondents under their study agreed that
demonetisation created a positive impact on
digitisation especially in banking sector. But, a
negative short term impact of demonetisation in
the daily life of respondents has also been reported.
The authors further observed that demonetisation
created a noticeable increase in using digitisation in
all sectors, which is not appreciable for the old aged
person. On the contrary, the young generation could
easily shift from traditional banking servicestowards
Digital Banking System. The financial inclusion was
not found to be even among the population in India.

According to Bradlow (2020), governments
should always assess the impact of economic reforms
on citizens. The newsletter remarked this about the
reforms in South Africa and their negative impacts
on society at large. South African government’s
implementation of economic reforms led to job
losses and cuts in social services. It also affected
the resources available in the country and could not
generate promised benefits which led to a situation of
social conflict in the society.

According to Lahiri (2014), middle-class-people
in Asia and other countries of the Pacific who are
beyond the poverty line but not in the category of
rich are the basis of strong and functional democracy
and have a potentia role in the global economy as
they have a great share in the consumer market. The
middle class, as he defines it, is beyond the poverty
line but not inthe category of therich. The experience
of East Asian countries and Chinademonstrateswhen
millions of people start leaving poverty and joining
the middle class a transformation in society happens.
This drives economic activity by propelling rapid
consumption growth and a decline in disposable
income. This income dictates the economic growth
of the society at large.

Economic policy measures in certain ways
impact the human rights of women and adequate
steps to mitigate the adverse effects must be taken.
The policymakers thus must develop inclusive,
diverse measures to reinforce gender equality and
human rights. There are few elements of economic
reform initiatives that have an impact on social
security, housing, food, water, and health as well
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as the right to work. Additionally, international
financial institutions have a responsibility in
dictating macroeconomic policies through their
loan programmes, oversight, and technical support
that may have implications for gender equality.
(“Impact of economic reform policies on women’s
human rights,” 2018).

Sarkar (2022) deliberates on the digital gender
divide by quoting the report of The All India Debt
and Investment Survey (AIDIS) that says that
almost 81% of women across India had deposit
accountsin banks. While the gender gap in account
ownership decreased after Pradhan Mantri Jan
Dhan Yojana (2014), the gaps in the usage of these
accounts remained high. In many cases, while
women own personal accounts, they often do not
access them regularly. The author attributed the
large gender gaps in digital access and usage for
the slow adoption of digital financial services by
Indian women. With only 14% of Indian women
having access to smartphones, the use of digital
financial services by women is substantially
affected. The author mentions that considering the
regional and socio-cultural disparities, a client-
centered model is essential in designing financial
products for women (Sarkar, 2022). This must be
guided by research on women’s interactions and
associations with money, financial instruments,
and technology.

Igbal et al. (2020) opines that working women
are financially more independent than non-working
women, who are homebound and usually financially
illiterate and therefore more dependent on their
husbands.

Research objectives
» To perceive awareness of women regarding the
recent economic reforms and subsequent changes
intheir daily lives.
e To assess the impact of reforms on their
communication behaviour.

Research questions

* Are the women aware of the term economic
reforms?

* Do they feel the ramification of economic reforms
intheir daily life?

* Do the females find any changes in their
communication behavior post implementation of
recent economic reforms?

Research methodology

The survey was conducted in 23 districts of West
Bengal. With multistage random sampling, using
a questionnaire consisting of a mix of close-ended
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guestions and open-ended questions, the researchers
collected the data from 186 female residents of West
Bengal. The data was obtained partly through a
web-based comprehensive questionnaire and partly
through the face-to-face interactions on the line
of the online questionnaire. Moreover, due to the
Covid pandemic period during the study, researchers
collected answers through telephone recordings of
the respondents residing in many districts where
guestions were asked by post-graduate students of
Mass Communication deputed by the researchers for
the purpose.

The survey questionnaire is composed of
mainly closed-ended questions, covering socio-
demographic, geographic, and other characteristics
of the respondents. It also consists of questions to
understand the awareness and the perception of
the respondents about economic reforms and its
impact on their socio-cultural communications.
The first section comprises of 9 questions on the
socio-demographic and geographic characteristics
of the citizens, e.g., the district of residence, type of
settlement, age, gender, and family income among
others. The second section asked people about their
socio-cultural life as perceived by them pre and
post-implementation of demonetisation. It included
15 guestions on whether they are aware of the term
economic reforms, which particular economic
reforms can they recall, and how major economic
reforms affected their consumption, expenditure,
savings, communication, and even their media
usage to communicate about the felt ramifications.
The data, thus collected were finally analysed
using certain quantitative statistical methods such
as Percentage and Frequency Analysis, Graphical
Representation, Contingency Coefficient Analysis,
and use of Descriptive Statistics. All these statistical
analysis were carried out using the SPSS.

Results and analysis

Table 1 drawsthe relationship between the marital
status of female respondents and understanding of
the term economic reforms among the respondents.
The rows of the table show the understanding of the
term economic reforms and were divided into—(1)
Developmental initiative, (2) Politics of votes, (3)
Relief package, (4) Financial strategy to stabilise
the economy, and (5) Don’'t know. The columns
of the table represent the marital status of female
respondents which were classified into—(1) Married,
(2) Unmarried, and (3) Others. As indicated in the
table, 22% of married women consider reforms to
be a financial strategy to stabilise the economy,
and 17.7% of unmarried women consider the same.
17.2% of married females believe that economic
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Table 1: Cross-tabulation of marital status of women and
understanding of Economic Reforms
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Table 3: Cross-tabulation of the marital status of women
and commencement of cashless transactions by them

Economic reforms Marital status of women  Total Cashless transactions Marital status Totd
Married Others Unmarried Married Others Unmarried
Developmental 32 1 24 57 | don't do cashless 43 0 13 56
initiative 17.2% 05% 12.9% 30.6% transactions 23.1% .0% 7.0%  30.1%
Relief package 5 0 3 8 | was using it even 13 0 3 16
2.7%  0.0% 1.6% 4.3% before the 7.0% .0% 1.6% 8.6%
Financial strategy to 41 0 33 74 demonetisation
stabilise the 22.0% 0.0% 17.7% 39.8% Inthelast 2-3years 30 1 52 83
economy 16.1% 5% 28.0% 44.6%
Politics of vote 26 0 17 43 Soon after 18 0 10 28
14.0% 0.0% 9.1% 23.1% demonetisation 9.7% .0% 54% 15.1%
Don't know 3 0 1 4 We know about apps, 3 0 0 3
16% 0.0% 0.5% 2.2% but we don’t know 1.6% .0% .0% 1.6%

reforms are a developmental initiative, while 14% of
married women think of economic reformsas politics
of votes, i.e., strategies to gain more votes.

Table 2 illustrates the relationship between the
marital status of women respondents and the change
in buying habits of respondents post currency ban.
Therowsof thetable present the changein purchasing
behavioursof participants post economic changesand
the responses were classified into—(1) Yes, (2) No,
and (3) Can't say. The columns of the table represent
the marital status of female respondents which were
classified into—(1) Married (2) Unmarried, and (3)
Others. Asillustrated in the table, 28.5% of married
women and 21% of unmarried women agree that post
implementation of currency ban, aperceptible change
in buying habits were observed. On the contrary,
20.4% of married females and 11.8% of unmarried
females feel no change in their buying habits. There
isalso the presence of 33 femal e respondents (17.7%)
who are not sure about the impact of the economic
reform on buying habits.

Table 3 denotes the relationship between
the marital status of respondents and the
commencement of online transactions by the

Table 2: Cross-tabulation of the marital status of women
and change in buying habits post-economic reforms

Changein buying Marital status of women  Total

Eabits POSL-CUITeNCY Married Others Unmarried
an

Yes 53 0 39 92
285% 00% 21.0% 49.5%

No 38 1 22 61
204% 05% 11.8% 32.8%

Can't Say 16 0 17 33

8.6% 0.0% 91% 17.7%

how to use

respondents. The rows show the start of cashless
transactions by the respondents which were grouped
into— (1) Before the demonetisation, (2) Soon
after demonetisation, (3) In the last 2-3 years,
4. Do not opt for cashless transactions, and (5) Know
the digital payment applications but do not know
how to use them. As presented in the table, 44.6%
of female respondents (28% unmarried and 16.1%
married) state that they have started doing online
transactionsin the last two to three years. Meanwhile,
30% of women (23.1 % married and 7% unmarried)
say that they do not use online transactions at al.
Moreover, 9.7% of married women and 5.4% of
unmarried women say that they started cashless
transactions.

Table 4 examines the relationship between the
marital status of female respondents and the use of
communication media for understanding economic
reforms. The rows of the table denote the preferred

Table 4: Cross-tabulation of the marital status of women
and media platforms used by them to understand reforms

Mediato Marital status of women  Total
understand reforms n1arried  Others Unmarried

Television 44 0 17 61
23.7% 0% 9.1% 32.8%

Friends, Family 20 0 17 37
and coworkers  10.8% 0% 9.1% 19.9%

Internet and 23 0 32 55
Social Media 124% 0% 17.2% 29.6%

Newspapers and 18 1 12 31
Magazines 9.7% 0.5% 6.5% 16.7%

All 1 0 0 1
0.5% 0% 0.0% 0.5%

None 1 0 0 1

0.5% 0% 0% 5%
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communication medium of people for understanding
economic reforms and the media were categorised
into—(1) Newspapers and magazines, (2) Radio, (3)
Television, (4) Friends, family and coworkers, (5)
Internet and social media, (6) All mediaplatforms, and
(7) None. As denoted in the table, 23.7% of married
ladies and 9.1% of unmarried lady respondents used
television the most to understand the reforms. While
17.2% of unmarried women and 12.4% of married
women said that theinternet and social mediawasthe
medium that helped them the most in understanding
the economic reforms. However, 19.9% of females
say that talking to friends, family and co-workers
helped them the most to raise their awareness of the
concepts. It was observed that no femal e participants
used radio to understand the reforms.

Table 5 shows the relationship between the
marital status of women and whether economic
reforms and associated terms have become a part of
their daily conversation and vocabulary in the post-
reform period. 34.4% of married female respondents
and 29% of unmarried femal e respondents agree that
post implementation of reforms, currency ban and
associated terms have become a part of their daily
conversation and vocabulary. 21% of females say
that economic policies and changes did not become
atopic of their everyday conversations. Meanwhile,
9.7% of married females and 5.4% unmarried
females remained unsure and could not recollect
whether the implementation of reforms has impacted
their interpersonal communication in any way.

Table 5: Cross-tabulation of the marital status of women
and whether economic reforms have become a
part of their daily conversation

Tak about recent Marital status of women  Totd

€conomic reforms  \1arried Others Unmarried

Yes 64 1 54 119
34.4% 0.5% 29.0% 64.0%

No 25 0 14 39
13.4% 0.0% 75% 21.0%

Can't Say 18 0 10 28
9.7% 0.0% 5.4% 15.1%

Discussion

Even after 5 years of continuation of economic
reforms, the level of awareness among the female
population is observed to be low. A higher percentage
of females could recall only withdrawal of currencies
from economy as a recent economic reform out of
all the economic policies by the government. When
asked about the nature of their daily expenses huge
section of participants answered that expenditure
on food and nutrition constitutes the biggest share
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of their daily expenses followed by expenditure on
education and training-related activities. More than
half of the women confirmed that economic reforms
have affected their lifestyle. Digitisation of the
economy is felt to be a good outcome post reforms
as most of the females have started doing cashless
transactions in the last 2-3 years. The percentage
of unmarried women engaged in digital payments
is however observed to be higher than their married
counterparts. The absence of digital payments in
rural women was also recorded. Although, online
shopping, probably triggered by the pandemic is
the main purpose of many but an equal number of
people said that they opt for cashless transactions
only if cash is unavailable, so females still prefer
cash transactions.

A higher percentage of women used television
among different communication platforms to
understand various terms and implications of
economic reforms. Radio was observed to get
fewer users among women who were included in
the sample. Internet and social media stand out as
dominant media platforms for unmarried women for
accessing information about the economic reforms
implemented by the government of India. For the
majority of women in the post-reform period, the
terminologies related to economic reforms got added
to their everyday conversations. Talking about the
reasons, challenges and possible implications on
individuals became a topic of informal discussions
among friends, family, and co-workers. As denoted
by the data, although women felt changes in their
communication behaviour post economic policy
changes; there exists apathy among women towards
expressing one's trials and tribulations in the post-
reform period. There was a consensus that the new
media had played a vital role to facilitate the entire
process of adaptation to changes that resulted from
reform implementation. But, only a few unmarried
female respondents during the survey said that they
used their social media profiles to communicate about
the reforms and expressed their take on the economic
changes. Inthe survey, 27.1% of femal es claimed that
they recognize the active role of informed citizensin
the formulation or betterment of economic policies.
They felt that women'’s participation in this economic
decision-making and development of the nation is
extremely vital but somewhat they were skeptical
about whether their voice would be heeded by the
policymakers. 32.5% of females say that they look
for economic reforms in election manifestoes before
the elections which affect their voting decisions too
whereas 11% of females say that they could not
find economic reforms mentioned in the election
manifesto of political parties before elections. In
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addition to this, the mgjority of women feel that
the economic agendas and reforms promised in the
manifestoes don‘t seem to be achievable. 28.5% of
females chose not to answer about the implications
of economic reforms. 11.8% of females say that the
implementation of economic reforms brought rapid
growth in the economy in the post-reform period
whereas 8.1% of femalesfeel that theimplementation
was not done with proper planning so it did not
meet expectations. So, there existed contradictory
perceptions about the felt ramifications.

Conclusion

While several studies have been previously
conducted to study various aspects of society, polity
and economy of India, this topic is far from being
exhausted as a research area. New studies can
always be conducted in the field of current economic
transformation to analyse their impact on socia,
cultural, and economic practices by the citizens
of specific genders. Understanding how different
processes like consumption, communication, and
participation of voters are influenced by economic
actors and how they shape policies is indispensable.
Equally noteworthy isthe power of media, especialy,
new media in the form of citizen journalism. Social
media users content and commentary set the agenda
for various socio-economic stories and dialogue
in the community. The implications of the study
would relate to understanding how effective various
government programmes are, how economic reforms
and policies are affecting the lives of people, and
how informed citizens, especially women, are using
media platforms to exchange information and make
appropriate decisions.
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Fact-check QOutlets in India: A Study of their Influence on News

Consumer s and Mainstream Media
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ABSTRACT

Recent surge in fake news has triggered many independent fact-check outlets in the country. After a
close observation of this phenomenon, mainstream media outlets too have developed their own fact-
check editorial wings. This study aims to find out the impact of fact-check outlets on people and how
they are influencing mainstream news outlets’ information dissemination. This study has adopted
a mixed methodology. A survey has been conducted to know the opinion of the people about fact-
checking outlets. To gain the insights of newsroom filtration processes and academic significance of
fact-check skills, in-depth interviews of national online news outlets' editors and academicians have
been conducted. The results show that people use and trust independent fact-check outlets to gain the
information about facts. Mainstream news outlets too take clue from these independent fact-check
outlets about fake stories, but they rely only upon their own news filtration and fact-check mechanisms
to publish the content. The editors and academicians agree that fact-check skills should be taught in

detail in educational institutions to increase the medialliteracy of the people.

Keywords: Fake news, News consumers, Factcheck, Medialiteracy, News consumption

Introduction

Fake news has gained speed and many avatarsin
the internet age of the 21st century and it is a big
concern for different societies and nations around
the world. According to aresearch by Massachusetts
Institute of Technology, (“Study: On Twitter, false
news travels faster than true stories,” 2018), it is
found that fake news propagate more rapidly on
social networking site Twitter than real news and
humans, not bots, are primarily responsible for this
phenomenon. To curb the propagation of fake news
and make people more aware of it, some enthusiast
individuals in India started debunking fake news on
their social media platforms. Later, these individuals
started a dedicated online platforms to debunk fake
news. A study shows that India has emerged as the
biggest source of Corona-related fake news, and in a
bunch of six fake news, one was coming out from the
country itself (Poynter.org, 2022).

To curb the menace of fake news, India has
witnessed many homegrown fake news debunking
outlets in recent years. Alt News, Boom Live, SM
Hoax Slayer, Vishvas News and PIB Fact Check
are some prominent fake news debunking platforms
of the country where PIB Fact Check is a wing of

the Ministry of Information and Broadcasting,
Government of India. These fact-check outlets are
usually run by individuals or group of few people
using little resources.

Mainstream news outlets too started their own
fact-check section in their editorial team. Today,
mainstream print, online and broadcast news outlets
of the country are doing regular fact-check on their
platforms to educate people on fake news (Poynter.
org, 2019). Fake news is doing a great harm to the
society and it has caused violence, communal hatred
and mob lynching in India (The New Indian Express,
2018). In this scenario, it is necessary to look into
the role and importance of fact-check outlets of the
country. This study explores how fact-check outlets
are educating people about fake news and how people
are consuming its content. This study also tries to
find out what role independent fact-check outlets
are playing in the selection of storiesto be debunked
on the mainstream news outlets’ platform? Does the
editorial team of mainstream news outlets take help
from independent fact-check outlet’s platforms to
know about important debunked stories or do they
pick their own story from their different sources to
get fact-checked? So far, no study in the country has
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been done to understand the influence of independent
fact-check outlets on people consuming its content
and the editorial judgement of mainstream fact-
check outlets in selecting fake news to be debunked
on its platform. Also, learning fact-check skill is a
big necessity in the current scenario of fake news
bombardment in the society. This study aims to find
out the ways and possibilities of imparting fact-check
skills in the educational institutions of the country,
especialy in the media educational institutions.

Review of literature

Fake news consumption is now part of our
day-to-day life. People consume it knowingly or
unknowingly from different media platforms. To
counter fake news, fact-checking started in the
society by some enthusiasts. Graves (2019) tracks
fact-checking mechanisms in American journalism
long back from the 1920s and 1930s to maintain
objectivity in their profession. He mentions that
external fact-checking outlets appeared in America
in the early 2000, who used to do the evidence-based
verification of information. Graves (2019) explains,
“Fact-checking can be effective in experimental
settings, though the influence of corrections is
limited by the familiar mechanisms of motivated
reasoning”. A review of several researches on fact-
checking literature by Nieminen and Rapeli (2018)
states that major studies in this area have described
fact-checking as a profession or ways to correct its
methods. A report by Stencel and Luther (2020) for
Duke Reporter’s Lab has revealed that the number of
active fact checkers hastopped 300 in the world. But,
will it decrease fake news in the society? Ordway
(2021) describes fake news as a phenomenon which
is not going away soon.

Combating fake news and user behaviour

Ordway (2021) says that people make money and
influence public perception through fake news, so
it is going to stay in society. Clayton et al. (2019)
evauate the strategies adopted by Facebook and
other social media platforms to combat fake news.
It shows that when users see headlines with tags of
‘disputed’ or ‘rated false’, they perceive them as less
accurate. Another study by Shin (2017) used Twitter
datasets of 2012 United States Presidential Elections
and found that a user selectively shares fact-checked
messages which were in favour of their favourite
candidate and harm their political opponents. Shin
(2017) found that there was a partnership pattern in
the sharing of the messages.

Influence of fact-checking on news consumers

Chan et al. (2017, p. 1543) conducted a research to
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know the impact of fake news debunking on people.
They concluded that the persistence of fake news
impact was strong enough in people's minds than the
effect of debunking fake news. Nyhan and Reifler
(2015) haverevealed that in spite of discrediting fake
news, it can have lasting influence on people’s minds.
They came to the conclusion that this persistence is
dueto the casual inferences, which people make after
consuming fake news or available information.

Walter et al. (2019) write that the impact of fact-
checking outlets depends on various factors and
gives contradictory results in their effort to counter
misinformation. Graphical contents in the fact-
checking messages, which are aso caled ‘truth
scales’, are less effective compared to messages,
which don’'t have graphical elements. In addition,
fact-checking messages were more impactful, when
they addressed the entire statement, not only some
parts of it.

Can fact-check influence political decisions of
people? Wintersieck (2017) concludes, “I find that
evaluations of the candidate’'s debate performance
and evaluations of the debate winner are improved
by the presence of a fact-check that confirms the
accuracy of a candidates statement and lowered
by fact-checks that state that a candidate is being
dishonest” (p. 310).

Gottfried et al. (2013) draw the conclusion that
if political fact-check prevails for a longer period,
then it can have an impact on voter’s perception of
candidate’'s stand on issues and their background
information.

Nieminen and Rapeli (2018) explain that effects of
fact-check measures are mixed on people. They say,
“Research about the effectiveness of fact-checking
offers mixed results: some find that fact-checking
reduces misperceptions, others that corrections are
often ineffective” (p. 297).

Perception about fact-check outlets and fact-
checkers

Though the number of fact-checking outlets has
increased significantly, very little is known about
its perception in the minds of the general public
and journalists. Brandtzaeg, Falstad, and Chaparro-
Dominguez (2017) found that young journalists were
either unfamiliar or ambivalent about fact-checking
outlets. However, they perceive these outlets useful
in their journalistic quest, but they are not ready to
fully trust them.

There are apprehensions about the fact-
checkers also. Uscinski and Butler (2013) say that
political fact-checking involves some objectionable
methodol ogical practice. Uscinski and Butler (2013)
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explains, “The examples of dubious fact-checking
practices that we discuss show the untenability of
the naive political epistemology at work in the fact-
checking branch of journalism”.

Influence of fact-check on mainstream news outlets
Graves(2013) haspointed out that inthe United States
of America, anew class of political fact-checkers had
emerged who wanted to reform the US news media
and this fact-checking phenomenon had become a
necessary feature for political news coverage. This
study also discusses the role of fact-checkers in the
news ecosystem at large.

Use of technology in combating fake news

Fact-checking has many aspects, and artificial
intelligence aswell asmachinelearning arethe future
of machine-aided fact-checking. A study by Hassan
et al. (2015) prepared an automated tool, which can
extract and arrange sentences in a way that can be
helpful to identify important facts. So, the question
is how far can computers and algorithms help in
detecting fake news? Thorne (2018) concludes that
fact-checking by humans or journalists is a complex
process and, in present time, it's beyond the abilities
of our computers. He suggests that research in
natural language processing is the key to success of
automated fact-checking.

These studies show that there is little research
on the influence, credibility and perception of fact-
check outlets and fact-checkers abroad, but there
has been no such study in India about home-grown
fact-check outlets. This study tries to understand
the influence and credibility of Indian fact-check
outlets. The study also exploresthe perception about
fact-check outlets among people and journalists in
the country.

Research objective

The objective of this study is to find out what role
fact-check outlets are playing in the society by
exposing fake news, how people are consuming their
content, how they are sharing debunked stories, and
how independent fact-check outlets are influencing
editorial filtration and fact-check mechanisms of
mainstream news outlets. The study also explores
the need of imparting fact-check skillsin educational
institutions of the country.

Theoretical framework

The theoretical framework of this study revolves
around Uses and Gratification Theory. This theory
states that people use and select particular media
intelligently to satisfy their different needs. The main
thrust of thistheory isthat itsaudience, who usemedia
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to fulfil their requirements, rather than media, who
influence its audience as described in magic bullet
theory. Uses and gratification theory emphasises that
the audience is not passive, but very active.

Hypothesis

Based on the objective of this study, the prime
hypothesis is that fact-check outlets are playing a
positive role in society by debunking fake stories
and educating people on fake news. Mainstream
news outl ets acknowledge the presence of fact-check
outlets but they are not influenced by debunked
stories of fact-check outlets as they have their own
editorial judgement in the newsroom for selecting
stories to be debunked.

Research questions

Thefollowing research questions have been designed
to meet the objective of the study.

RQ1: Do people know about fake news and which
fact-check outlet they visit the most to know about
debunked stories?

RQ2: Which category of fake newsthey see the most
on fact-check outlets' platform and which category
of fake news they want to be debunked?

RQ3: Do people think that fact-check outlets are
credible and unbiased?

RQ4: When people see debunked stories on fact-
check outlet’s platform, do they stop sharing it?
RQ5: Why do people share fake stories, even after
knowing that it has been debunked?

RQ6: How peopleaccessfact-check outlet’splatform
and have they subscribed to social mediapage/handle
of fact-check outlets?

RQ7: If fake stories get debunked on fact-checking
outlets, do people see them being covered in
mainstream news outlets too?

RQ8: Do independent fact-check outlets influence
the editorial filtration process of mainstream news
outlets in selecting fake stories for debunking?

RQ9: Which fact-check outlet do people see as more
credible?

RQ10: Does India need fact-check skill training in
the educational institutions of the country?

Resear ch methodology

The methodology of this research accommodates
a quantitative as well as a qualitative approach. The
study uses a survey method to explore the influence,
credibility and perception of fact-check outlets on
people and collect primary data. For the survey,
Delhi’s four different markets were selected and a
detailed questionnaire was distributed as a tool to
collect the data.

To understand the role and influence of fact-
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check outlets on mainstream news outlets fact-
check processes, in-depth interviews of three online
mainstream news outlets editors were conducted.

This study has selected Delhi, the capital of India,
to conduct the survey. The selection of Delhi isbased
on the premise that it represents a ‘mini India as
people from all walks of life come here from different
states of the country to earn employment and a better
livelihood. Referring to areport in Outlook magazine,
2022, the censusreport of 2011 saysthat 6.33 million
migrants live in Delhi and total population of Delhi
according to the same census report is 16.8 million.
So, nearly 38% population of Delhi consists of
people who have come here from different states of
India. This study has chosen four prominent markets
of Delhi for questionnaire distribution as people
from different backgrounds and demographies visit
these markets for shopping and to fulfil their other
needs. This gives a diverse population’s opinion on
this study. These four markets are Sarojini Nagar
Market, Lgjpat Nagar Market, Karol Bagh Market
and Chandni Chowk Market, which are located at
different locations of Delhi.

Sample size

This study has chosen 120 people for the survey
in four different markets of Delhi. From each market,
a sample of 40 people was selected randomly.
As per the 2011 census, Delhi has a population of
16.8 million people and this study incorporated 120
peoplefor the random survey, which is 0.000714% of
the total population of Delhi.

Findings and discussion

All the (100%) respondents said that they use
the internet daily. India has seen a rapid growth
in the number of internet users recently and it has
reached 70 million users in the year 2020 from 30
million users in the year 2015 (Statista, 2020). 23%
respondents revealed that they use the internet 1-2
hours daily. 64% respondents said that they use it for
2—4 hours daily and 8% use it 4-6 hours daily. Only
5% of the respondents use the internet for more than
6 hours daily.

Results show that the majority of the people, 52%,
use the internet to gratify their entertainment needs.
A good chunk of 32% uses it to get news. Also, 5%
people use the internet to access religious stuff and
only 9% use it for sports stories. 62% respondents
get their daily news from different platforms of social
media. The results indicate that Covid-19 pandemic
has given a big blow to newspapers and only 5%
people read it for their daily news consumption.

The study shows that people are moving towards
the online version of mainstream news outlets as
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14% use it to access news. Radio has a very small
percentage as only 4% use it for news; however,
television is counting and 16% people view it for
news.

Also, socia media giant Facebook is way
ahead from other social media platforms as 35%
respondents use it to gratify their news consumption
needs. Similarly, 16% respondents chose Instagram
and 16% went for YouTube and they are the second
most popular platforms to access news. Twitter is on
third position with the choice of 14% respondents.
Linkedin and other platforms both got 3% share
individually.

People have a good degree of awareness about
fake news as 63% respondents claim that they are
familiar with the word 'Fake News'. Another 21% say
that they know about fake newsbut not in detail. Only
12% respondents are not aware about fake news. 4%
respondents choose to go for the ‘can’t say’ option.
The survey revealsthat 59% respondents know about
fact-checking outlets in the country. It answers our
RQ1 in the study. However, 23% are those who know
about fact-checking outlets but don’t have detailed
knowledge about them.

The respondents were asked about the credibility
of fact-check outlets. 34% respondents say that they
prefer Alt News to know about debunking stories.
Boom Live comes in second with 18%, SM Hoax
Slayer occupiesthird position with 16% and Vishwas
News, News Mobile as well as Factly get 3% share
each. Oplndia Fact Check gets 5% share and ABP
News' Viral Sach gets 3% share.

Language is an important part of mass
communication and previous studies show that if a
student is exposed to another language, other than
his mother tongue, symptoms of anxiety, fear and
depression erupt. Results show that 57% respondents
want Hindi as their preferred language to read
debunked stories. 27% respondents share English
as their preferred language and 12% prefer other
languages, in which they are comfortable. Only 4%
respondents are unsure about their preference.

The study reveals that 54% people want to see
political news being debunked on fact-checking
outlets. Further, 33% say that they read communal
stories being debunked. 5% see entertainment stories,
4% see stories related to economics and finance, and
stories on sports as well as others occupy a share of
2% each. This answers research question two (RQ2)
of the study.

This study shows that a large number of
respondents (46%) want fake news having a
communal angle to be debunked primarily. Second
largest share got fake news having a political angle
and 41% people want these types of stories to be
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debunked by fact-checking outlets. Further, 2%
people want fake entertainment stories, 2% fake
sports stories and 5% desire finance-related stories to
be debunked. 4% people opt for stories having other
inclinations. This answers research question (RQ2)
two of the study.

Credibility matters, especialy when you are in
the field of mass communication and fake news is
scattered everywhere. So, the credibility of fact-
checking outlets and the attitudes of people towards
them are of high importance. In this study, Likert
scale is used to measure people’s perception and
attitude about credibility of fact-checking outlets.
The study asked the respondents whether fact-check
outlets are credible? The magjority of the respondents,
59%, say that they ‘agree’ with it. Another 17% say
they ‘strongly agree’ with it. 8% respondents are
undecided and 12% say that they ‘disagree’ with it.
Only 4% say that they ‘strongly disagree’. It answers
RQ3 of the study.

Nyhan and Reifler (2015) found that debunking
a fake news may have a lasting influence in people’s
mind. This study asked respondents that after seeing
a debunked story, do they correct themselves and
make distance from that story? Our 26% respondents
say ‘no’, which means there is a sizeable number of
peoplewhothink that simply debunking afakestory is
not enough for them to correct themselves. However,
the majority of the respondents, 43%, say that they
correct themselves after seeing the debunked story.

A study by Shin (2017) indicates that people tend
to share only those debunked stories selectively,
which suits them or their beliefs and which can harm
political opponents of their favourite candidate.
Results of this study are somewhere near to the
study of Shin (2017). This study’s results reveal that
35% respondents say that sometimes they share a
debunked fake story too. However, the majority of
respondents, 47%, say that they won't share any fake
story on social media, which is debunked. It answers
research question four (RQ4) of the study.

One more important observation of the study
is that people have apprehensions about the fact-
checking outlet too, as 11% respondents say that they
have reservations about fact-checking outlets, so
they share fake stories even after knowing that they
have been debunked. It answers research question
five (RQ5) of the study.

The study finds that fact-checking outlets that get
the maximum share of visitors enjoy credibility too.
The results show that respondents of this study see
Alt News as the most credible fact-checking outlet
with 36% of them going for it. Boom Live is at
second position with 19% respondents opting for it.
Similarly, SM Hoax Slayer gets 15%, Oplndia 4%
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and Vishwas News 1% respondent’s choice. This
answers RQ9 of this study.

The results show that people do not go for
mainstream media outlets’ fact-checking section with
enthusiasm, as Times of India’s Times Fact Check is
a choice of only 5% respondents. Similarly, India
Today's Fact Check and ABP Virach Sach, each gets
4% respondent’s nod. This study states that a good
amount of people, 48%, share debunked fake stories
on their social media platforms occasionally. Only
23% respondents say that they always share such
stories. However, 27% respondents are not interested
in sharing such stories on their social media platform.

This study tries to find out the pattern, whether
fake news debunked by fact-checking outlets are
carried in other news outlets or not? Results show
that such debunked fake stories find their place in
other media outlets too, as 54% respondents say that
such debunked stories are seen on television media
too. Another 27% respondents observed that they see
such stories on the online platform of mainstream
media outlets. Only 4% respondents see such
debunked storiesin print mediaand 13% respondents
deny that such debunked stories are not covered
anywhere else. This answers RQ7 of this study.

This study tries to find out the respondent’s
awareness level regarding ownership and revenue
generation of fact-check outlets. Results show that
none of them know about it in detail. Only 3% say
that they know about it, but not in detail. The largest
share of respondents, 91% say that they do not know
about it and 6% say that they are not interested in
knowing about it.

Results show that 53% respondents access fact-
check outletsthrough their web address or application
while 46% respondents access these outlets via
social media platforms. Thisis the answer of study’s
research question six (RQ6).

A study by Uscinski and Butler (2013) reveals
that making friends is an essential part of social
media and it greatly impacts how people engage
with news there. In this context, this study asked
the respondents on which social media platform,
they saw more debunked stories. Results show that
Facebook is ahead of all social media platforms
in this regard and 30% respondents see more
debunked stories there. WhatsApp comes in second
and 21% people get more debunked stories in
their feed. YouTube with 18% and Twitter with
17% respondent’s choice comes third and fourth,
respectively, and they are very close to each
other in terms of showing debunked stories to
our respondents. Similarly, 9% respondents chose
Instagram, 3% Linkedln and 2% other platforms.

61% respondents say that they do not have
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subscribed, liked or followed fact-check outlets
social media accounts. Only 16% respondents
have done it. This is the answer of study’s research
question six (RQ6).

A study by Nieminen and Rapeli (2018) statesthat
fact-checked stories cause mixed effects on people.
They may or may not believe in that. So, this study
also tries to see the personal cognitive influence of
people on fact-check stories. Results show that if
a debunked story contradicts the personal belief,
bias or political inclination of an individual, they
occasionally believe in it as per the reply of 47%
respondents. Only 13% say that they believe in fact-
checked story. 23% respondentsdon’t believein fact-
check stories, which go against their personal bias.

This study also asked respondents whether their
family members or friends visit fact-checking outlets
or not? In response, 68% respondents say that they
are not sure about it. Only 12% say their near and
dear ones always visit fact-checking outlets and 14%
disclose that they often go there. Also, majority of
respondents (58%) say that fact-check outlets have
made it easier for them to distinguish between fake
and authentic stories.

Mainstream news outlets and fact-check

The study conducted in-depth interviews with
the Editors of the mainstream online news outlets.
Some mainstream news outlets have started their
own fact-checking section on their online news
platforms, and have formed a dedicated team for
fact-checking, Also, young journalists are not very
acquainted with the fact-checking outlets and they
have mixed feeling towards them (Brandtzaeg et al,
2017), so it isnecessary to understand the perception
of mainstream online news outlets about the task and
job of independent fact-checking outlets.

Independent outlets are important

Afsar Ahmad, Senior Editor, Input, from News 18
Hindi, says that people are more aware about fake
news in contemporary times. At an individua level,
they go to the fact-checking outlets to find authentic
information. Asajournalist, we keep an eye on many
news sources and platforms to get updated and fact-
checking outlets are one of them. If any story or video
clipisviral, then we do independent fact-check also.
In fact, every newsroom has this structure from the
beginning (Ahmad, 2021).

The Editor of Navbharat Times Online, Alok
Kumar, agrees that fact-checking outlets are
playing an important role in the era of fake news
dissemination. He says, “Yes, we do take corrective
measures, when we find that fact-checking outlets
in India and abroad have debunked a story, we do
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our own fact-check on that story and correct it. It
helps us,” (Kumar, 2021). Mainstream online news
outlets generally keep an eye on the debunked
stories as Editor of Jansatta online mainstream news
outlet, Vijay Kumar Jha says, “I generally don’'t go
to any fact-checking outlet’s platform but | get fact-
checked stories from them on my social mediafeed,”
(Jha, 2021). Elaborating independent fact-checking
outlets' important role in the society, Ahmad says,
“When I find some story which I think should be
told to others too, | do share it from fact-checking
platforms. We are living in an information revolution
age where every second there is bombardment of
thousands of new information. In this scenario, fact-
checking is like a detector, which we can use to get
right information in case of suspicion,” (Ahmad,
2021).

This supports our hypothesis that mainstream
news outlets acknowledge the presence and
importance of fact-check outlets.

Independent outlets and agenda setting

The mainstream news outlets acknowledge the
importance of independent fact-checking outlets but
they are apprehensive about the editorial judgment
of independent fact-checkers. Kumar says, “| have a
mixed opinion about fact-checking outlets whether
it's Alt News or Vishwas News of Dainik Jagran
group. | think the main problem is that fact-checking
outlets seem to be politically or ideologically aligned
themselves. On Alt News, you will rarely find fact-
checks of |eft aligned or stories related to opposition
of the country. Same is the case with Vishwas News,
where selection of fact-checking stories is done as
per their mother organisation. The independent fact-
checking outlets seem to be biased themselves’
(Kumar, 2021). Ahmad opines, “I am not the right
person to comment whether independent fact-
checking outlets are doing their job honestly, but
today agendas are pushed from social media and
different channels of online media too” (Ahmad,
2021).

Kumar saysthat recently social mediagiantslike
Facebook have started fact-checking themselves
and have tied-up with partners. So, whenever they
find that any mainstream news outlet has published
a fake story, they will punish that outlet and
decrease their reach. The main problem lies here
because if fact-checking partners of Facebook are
biased or politically inclined, then objectivity is a
big issue. For example, Facebook fact-checking
partner, Vishwas News is a subsidiary of Dainik
Jagran group, so | don’t think that Vishwas News
will ever fact-check fake news published by Jagran
group (Kumar, 2021).
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Influence on mainstream outlets

Do mainstream news outlets depend on the
independent fact-checking outlets for the clue or idea
of debunking fake stories? Ahmad says, “We have our
own independent fact-checking mechanism, so we do
not get influenced by any other fact-checking outlet.
We have to be very careful in our own fact-checking
process, so we need highly skilled journalists in this
emerging field” (Ahmad, 2021). Kumar too insists
that mainstream news outlets do not follow any fact-
checking outlets. They have their own fact-checking
mechanism (Kumar, 2021).

Jha emphasises that they have stringent measures
in their newsroom for fact-checking. He says, “Fact-
checking outlets have anarrow story selection criteria
whereas being a full-fledged news outlet, our story
selection criteriais very vast. So, we don’'t need any
story idea from fact-checking outlets. We essentially
debunk a story, which isfake. We decide to debunk it
as per our editorial judgement” (Jha, 2021).

From these answers, it is clear that mainstream
news outlets are not influenced in selection of stories
to be debunked by fact-check outlets debunked
stories. It shows that the hypothesis of the study is
right and it answers our research question (RQ8).

Challenges of independent outlets

Editorial leadsin the mainstream newsoutletscite
lack of resources with the independent fact-checking
outlets to verify the ground realities of fake content.
Jha says, “fact-checking outlets are generally doing
their fact-checks only with the help of online fact-
checking tools. But, the stories, which are on ground
and where alot of suspicion isthere, are not coming
on fact-checking platforms. For example, if on the
ground level, a rumour spreads that COVID-19
vaccine causes the side effects, the debunking of
this information won't be available on these fact-
checking outlets unless some user or organisation
writes about it and it goes viral. So, for independent
fact-checking outlets, picking fake claims of stories
from the ground is very important. Unfortunately,
fact-checking outlets are lacking on this front (Jha,
2021).

Kumar says that fact-checking outlets don’t have
their own resources to pick fake news stories or
videos. Also, there is one more problem with these
fact-checking outlets. Suppose an official releases
a statement today and a mainstream news outlet
publishes that story, after two or three days, it is
realised that the official had given wrong data, so the
mai nstream outl et agai n publishesacorrection on that
story because data was given to us by government
officials. But, due to lack of editorial experience
and judgement, some fact-checking outlets publish
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that old story of mainstream news outlets, which
was based on statements of government officials.
They have to understand that on a particular day, all
mainstream news outlets had published a story citing
government officials and later they corrected it too,
when actual datawas revealed (Kumar, 2021).

Training of fact-checking

The news industry editors agree that there should
be training in fact-checking at school and university
level. Ahmad says that academia should also give
proper consideration to this and fact-checking
should be made an essential component of mass
communication curriculum at an early stage (Ahmad,
2021). Jhainsistson thetraining of journaliststoo. He
says, “Fact-checking is a specialised skill and every
journalist should be aware of the basicsof these skills.
We need an infrastructure, where trainee journalists
can learn and hone these skills. Mass communication
universities and institutions of the country can take a
lead in this regard and fact-checking skills should be
made a separate paper in their syllabus (Jha, 2021).
This answers the research question ten (RQ10) of
this study.

Future of fact-checking

Industry experts say that instead of some
limitations the future of fact-checking is bright.
Ahmad says that fact-checking outlets will grow
and take shape of a more organised structure in the
near future (Ahmad, 2021). The speed with which
fake news is increasing in the society, fact-checking
news outlets are going to stay here for long (Jha,
2021). However, Kumar (2021) thinks that unless
independent fact-checking outlets build a robust
revenue model, there future would not be so bright.
They have to find a way to generate revenue as well
to sustain in the market.

Conclusion

Results of the survey show that independent
fact-checking outlets are playing an important role
in society. People use these outlets to know the
authenticity of any fake news or vira story. They
use fact-checking outlets to gratify their needs. For
this, they prefer to use independent and dedicated
fact-checking outlets instead of the fact-checking
features of mainstream news outlets. People are
primarily concerned about those fake stories, which
disturb the social harmony of the society. They want
such stories to be debunked on priority basis. Large
number of fake news are disseminated with malafide
political intention and to counter political opponents
but only selected ones get their place on independent
fact-checking outlets. People also observe that fake
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communal stories are debunked in large numbers
which is a matter of great concern.

Most of the people believe in the credibility of
independent fact-checking outlets but a sizeable
amount of people want solid facts and a rational
method for a fake story to be debunked. The study
shows that people share fake stories on their social
media platform intentionally, even after knowing that
it has been debunked and classified as fake. Majority
of the respondents, 32%, say that they share fake
stories on social media when it is related to their
ideological opponents. This is very significant for
fact-checking outlets as they have to adopt stringent
fact-checking measures and provide avariety of facts
to establish a story as fake and win the trust of the
readers.

Results show that people don’'t subscribe to social
media handles or pages of fact-checking outlets as
they get fact-checked debunked stories from sharing
tools or by virtue of viral stories, where social media
algorithms play a big role in showing news feeds
or posts. Also, independent fact-checking outlets
help mainstream news outlets to track an important
debunked story. However, mainstream news outlets
choose only that story to be debunked and published,
which suits their editorial policy after their internal
fact-check mechanism. Independent fact-checking
outlets are important for society and people
acknowledge their contribution.

Our discussion with the editors of online
mainstream news outlets indicates that independent
fact-checking outlets help journalists to track the
new fact-checked stories. But, the credibility and
unbiased approach of independent fact-checking
outletsis abig challenge. They don't trust and rely
on independent fact-checking outlets and follow
their own procedures of fact-checking. They also
do fact-checking from the ground as they have
resources but independent fact-checking outlets
heavily rely on online tools and social media or
individual leads to identify a fake story. Future of
independent fact-checking outletsis bright and they
will grow but they also have to find ways to make
some revenue models to survive in the long run.

Mainstream news outlets and independent fact-
checking outlets both need trained journalists, who
have the expertise to debunk fake news. So fact-
checking skills should be taught compulsorily in the
mass communication universities and institutions
of the country and it should be part of their course
curriculum.
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Airmen Recruitment in the IAF: Effective Communication to make
Selection Inclusive for Tamil Nadu Youth

R. KANNAN?! & R. RAMA PRABHA?

ABSTRACT

The Indian Air Force (IAF) primarily consists of two cadres: officers and airmen. As the strength
of the airmen is considerably large, so are the job opportunities for the youth. IAF has set up an
extensive recruitment process to attract youth. Recruitment happens in two modes—schedule testing
and recruitment rally. The IAF releases advertisements for schedule testing throughout India via
various communication channels, and interested candidates who meet the criteria apply for the same.
A quantitative study was carried out to determine whether knowledge of Hindi has any impact on
youth opting for a career in the IAF as an airman. A questionnaire was developed, and a pilot study
was carried out with 100 candidates who participated in the recruitment rally held at Tirunelveli on
December 8, 2018, exclusively for the youth of Tamil Nadu. Age, educational qualification, board of
education, medium of instruction, and religion were considered independent variables. The knowledge
to communicate in Hindi, and Hindi as a requirement to join the IAF were included as dependent
variables. The paper seeksto study the awareness of youth in Tamil Nadu about the recruitment process

of the lAF.

Keywords: Advertisement, Airmen, Hindi, Indian Air Force, Publicity campaigns, Recruitment, Tamil Nadu

Introduction

ThelndianAir Force(IAF) istheair division of the
Indian military forces and was officially established
on October 8th, 1932, with the motto “ Touch the Sky
with Glory”. The IAF is ranked fourth among the
air forces of the world and provides numerous job
opportunities for the youth of the country. The IAF
primarily consists of two cadres: officer and airmen.
As the strength of the airmen is considerably large,
so are the job opportunities for the youth. In order to
attract the youths to join, IAF has got an extensive
setup to handle the process of recruitment. It has a
Central Airmen Selection Board (CASB) in New
Delhi, which controls as many as 14 airmen selection
centres spread across the country for undertaking the
recruitment to the |AF. The recruitment is carried out
in two modes: schedule testing and recruitment rally.
Anall-Indiaadvertisement istaken out for theconduct
of the scheduled testing and desirous candidates
fulfilling the criteria apply for the same. An online

exam at designated centres is conducted for such
candidates. The qualifying candidates are further
subjected to certain other physical and medical tests
at the selection centres. In the case of the recruitment
rally, the selection is primarily focused on recruiting
candidates from a particular state. This is done to
maintain heterogeneity in the armed forces as well as
to afford employment opportunities to the youth of a
particular region/state. Currently, recruitment as an
airman in the IAF is limited to male candidates only.
An eligible candidate belonging to the particular
state can appear at the recruitment rally. He needs
to report to the recruitment rally venue along with
the requisite documents. Subsequent to verification,
he is to undergo a physical fitness test followed by
an hour-long written test. The qualifying candidates
are further subjected to additional tests like group
discussions and are finally cleared to undergo a
medical examination. The results are declared on the
same day. Once the candidate clears the examination,
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amerit list is prepared, and the selected candidate is
enrolled and sent to the training centre for ‘ab-initio’
training. The paper seeks to study the awareness of
youth in Tamil Nadu with regard to the recruitment
process of the IAF. This assumes significance in the
context that despite Tamil Nadu being the eleventh
largest state in India by area and the sixth most
populous state, only alimited number of people from
the state seem to be opting to join the IAF as airmen.

Review of literature

Park et. al, (2016) investigated message strategies
used in US military commercials as there is little
known about military advertising in spite of millions
being spent. The authors conducted a content
analysis of US Army advertising because the Army
accounts for more than half of the military’s annual
advertising budgets (DOD, 2014). Furthermore, most
of the Army’s advertising budget is allocated to TV
advertising, making TV advertising an appropriate
formto evaluate. The sample consists of commercials
whose original airdates ranged from 2001 to 2014.

Park and Avery (2016) investigated the
influence of patriotism and celebrity endorsement
on advertising effectiveness in building a positive
attitude towards the military. The paper is designed to
use the theoretical lens of employer branding in the
military context to examine the effects of patriotism
and celebrity endorsement on military advertising
effectiveness. The paper selected patriotism as the
core value that the military should promote as both
studies and polls support the close relationship
between the military and patriotism (Bowman &
Rugg, 2011; Morales, 2008). As a marketing tool,
celebrity endorsement was selected as another
variable for examination because marketers consider
celebrity endorsements an important factor to
consider (Dekker & Reijmersdal, 2013). In sum,
this research experimentally manipulates celebrity
endorsement (congruence between a celebrity and
a product) to reveal its influence on advertising
effectiveness in the military context. To examine
the effects of celebrity endorsements, two versions
of military advertisements are used to analyse
audiences’ attitudes towards military advertising,
and behavioural intentions are measured following
exposure to the advertisements. The influence of
patriotism, the core value of the military (Bowman
& Rugg, 2011), on advertising effectiveness is also
examined.

Merrill (2012) explores the effects of increased
US military enlistment commercials on youth, the
success or failure of certain taglines, advertising
budgets, etc. Specific questions were asked in the
survey to measure and quantify attitudes about war,
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military propensity, political efficacy, and cynicism
level. This research only analysed advertisements
made for television and paid for by their respective
USmilitary branch, whichincluded theArmy, Marine
Corps, Navy, and Air Force. It exhaustively covered
these US miilitary branches and considered them all
as one unit, in an effort to determine the effects of
increased exposure to enlistment and advertisements
on current attitudes about war and other related
factors. The advertisements selected as the visual
stimuli for this experiment covered the Army, the
Navy, the Marine Corps, and the Air Force.

Stoker and Mehay (2011) focused on recruiting,
marketing, and advertising strategies, trends in
each nation’s recruiting environment, recruiting
organisation, and strategy development process.
The goal of this study was to assess the recruiting,
marketing, and advertising strategies that have been
adopted in nations with all-volunteer forces (AVF),
namely, Canada, Australia, the United Kingdom and
the US. The study surveys an array of recruitment
tools in each nation and concentrates on marketing
and advertising efforts. The study seeks to address the
following questions: Which recruiting market trends
pose the greatest challenges to Navy recruiting? How
should the Navy be branded to promote recruiting?
How can the awareness of the Navy be increased?
What is the impact of joint-service marketing on
Navy recruiting? What marketing programs are the
most cost-effective? What is the role of marketing in
long-term recruiting strategies for the AVF, namely,
Canada, Australia, the United Kingdom, and the US.

Kumar and Subramanian (2016) focused on
identifying the major predictors of youth’s intentions
to join the Defence to facilitate screening the right
type of youth. The objective of this study was to
examine the extent to which attitudes, subjective
norms, and self-efficacy predict adolescents’
military career intentions. For the present study, 190
male adolescent students who are studying higher
secondary education in Coimbatore, Tamil Nadu,
were chosen. Participants were given a series of self-
administered questionnaires that provided a scale
or provided data on attitude towards the military,
subjective norms, self-efficacy and intention to join
the military.

Singh (2017) organised predictors into
demographic categories of individual characteristics,
routine and behaviour, and socio-economic and
cultural aspects to measure their impact on the
intention to enlist in ‘soldiers’ recruitment in South
Asia. The study was designed to investigate the
effects of the demographics’ personal choices and
actions, and social environment of the stakeholders
on the intent of the sons and fathers in allowing their
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sons to enlist in Gujarat. The sample was planned
purposely from eight selected districts, representing
four from the North, three from the Central, and one
from the South Gujarat comprising 200 school-going
boys and 200 fathers from rural areas.

Singh (2004), carried out his study with the
following objectives in mind—(a) To identify
motivational factors enchanting youngsters while
opting for a career, (b) To determine the career
preferences of modem-day youth and to know the
place the Defence Services enjoy in the order of
preference vis-a-vis other professions, and (c) To find
out the degree of involvement of various individuals
influencing the choice of the youth for a career. The
study used a questionnaire-based survey amongst
students and defence respondents. The population for
the present research study comprised 225 students
(75 students each from class XII, undergraduate
and post-graduate students). In addition, 150 armed
forces personnel from three branches, namely, Army,
Navy and Air Force, were included in the sample.
From amongst students, 75 class XII students, from
both rural and urban areas, were covered in the study.
The study found prolonged separation from families,
insurgency duties, professional hazards, mismatched
pay and alowances as compared to risks, and
lucrative avenues in the private sector, as deterrents
to joining the Armed Forces.

The researcher reviewed the above literature
available from the open source and dwelled on the
approach and methodology used in the said studies.
These studies were conducted both in the Indian
context as well as in other foreign countries. The
researcher's previous studies helped him direct and
focus his current study on studying the awareness of
youths towards recruitment in the IAF.

Research objectives

To understand the level of awareness amongst the
youth of Tamil Nadu with regard to the recruitment
in the IAF and to examine whether the knowledge
of Hindi has any bearing on the youths opting for a
career inthe |AF as an airman.

Research questions

1. Does age influence the perception that Hindi is
necessary to join the IAF?

2. Does educational qualification influence the
perception that Hindi is necessary to join the IAF?

3. Does the medium of instruction influence the
perception that Hindi is necessary to join the IAF?

4. Does religion influence the perception that Hindi
is necessary to join the IAF?

5. Does the board of education influence the
perception that Hindi is necessary to join the IAF?
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6. Does age have an effect on the knowledge to
communicate in Hindi?

7. Does educational qualification have an effect on
the knowledge to communicate in Hindi?

8. Does the board of education have an effect on the
knowledge to communicate in Hindi?

9. Does the medium of instruction have an effect on
the knowledge to communicate in Hindi?

10. Does religion have an effect on the knowledge to
communicate in Hindi?

Methodology

A questionnaire was developed and a pilot study
was carried out by administering the questionnaire
to 100 candidates who had come to participate in the
recruitment rally held at Tirunelveli on 8th December,
2018, exclusively for the youths belonging to Tamil
Nadu. A quantitative study was carried out by the
researcher through random sampling method.

Findings

The independent variables used in the present
study are—age, educational qualification, board of
education, medium of instruction, and religion. The
dependent variables are— ‘knowledge to communicate
in Hindi’, and ‘Hindi necessary to join the IAF’.

The demographic details of the respondents are as
follows:

In Figure 1, amongst 100 respondents, 9% of the
respondents were in the age group of 17 years, 43%
of the respondents were in the age group of 18 years,
39% were aged 19 years, 8% of the respondents in
the age group of 20 years and 1% were aged 21 years.
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In Figure 2, amongst 100 respondents, 80% of
the respondents were from XII standard, 5% of the
respondents were from diploma courses, 4% of the
respondents were from graduate courses and 11% of
the respondents gave no response.

From 100 respondents in Figure 3, 86%
respondents were Hindus, 11% were Christians, 1%
were Muslims, and 11% of the respondents did not
specify their religion.
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In Figure 4, among 100 respondents, 92% of
the respondents were from the State Board, 1% of
the respondents were from the Central Board of
Secondary Education (CBSE) Board, 1% of the
respondents were from the Indian Certificate of
Secondary Education (ICSE) Board and 6% of
respondents gave no response.
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Fig. 4: Board of education

In Figure 5, among 100 respondents, 76% of the
respondents were from Tamil medium and 22% of
the respondents were from English medium.

In Figure 6, among 100 respondents, 14% of the
respondents knew Hindi, 77% of the respondents
didn’t know Hindi and 9% of respondents gave no
response.

In Figure 7, among 100 respondents, 76% of the
respondents felt that knowledge of Hindi is necessary
tojoin IAF, 8% of the respondents felt that knowledge
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of Hindi is not necessary to join IAF and 16% of the
respondents gave no response.

In Figure 8, among 100 respondents, 57% of
the respondents were spending less than an hour on
the internet, 30% of the respondents were spending
between 1-3 hours on the internet, while only 5% of
the respondents were spending beyond 3 hours on the
internet and 8% of the respondents gave no response.

In Figure 9, among 100 respondents, 2% of
respondents in the age group of 17 years knew Hindi,
5% of the respondents in the age group of 18 years
knew Hindi, 6% of the respondents in the age group
of 19 years knew Hindi, 1% of the respondents in the
age group of 20 years knew Hindi and no respondents
in the age group of 21 years knew Hindi. Overall age
did not have much impact on the knowledge of Hindi
and 77% of the respondents did not know Hindi.
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knowledge of Hindi

In Figure 10, among 100 respondents, 12% of
respondents from XII standard knew Hindi, none of
the diploma holder respondents knew Hindi, 1% of
the respondents in the graduate category knew Hindi
and 1% of the respondents gave no response.

In Figure 11, among 100 respondents, 11% of
respondents from the State Board knew Hindi, and
1% of the respondents each from CBSE and ICSE,
respectively, knew Hindi.
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Fig. 10: Cross tabulation of educational qualification and
knowledge of Hindi
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In Figure 12, among 100 respondents, 12% of
respondents belonging to the Hindu religion knew
Hindi and 2% of the respondents belonging to the
Christian religion knew Hindi. Overall, 77% of the
respondents irrespective of religion did not know
Hindi.
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Fig. 12: Cross tabulation of people’s religion and their
knowledge of Hindi

In Figure 13, among 100 respondents, 61% of
respondents from Tamil medium did not know Hindi
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and 16% of the respondents from English medium
knew Hindi.

In Figure 14, among 100 respondents, 7% of
respondents in the age group of 17 years felt Hindi as
necessary to join the IAF, 33% of the respondents in
the age group of 18 years felt Hindi as necessary to
join the IAF, 29% of the respondents in the age group
of 19 years felt Hindi as necessary to join the IAF,
7% of the respondents in the age group of 20 years
felt Hindi as necessary to join the IAF and none of 21
years of age felt Hindi as necessary to join the IAF.
Overall, 76% of the respondents irrespective of age
felt Hindi is necessary to join the IAF.
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Fig. 14: Cross tabulation of people believing in necessity of
knowledge of Hindi to join

In Figure 15, among 100 respondents, 62% of
respondents from XII standard felt Hindi as necessary
to join the [AF, 4% of the diploma holders felt Hindi
as necessary to join the IAF, 3% of the graduates felt
Hindi as necessary to join the IAF and 7% of the
respondents gave no response. Overall, 76% of the
respondents felt knowledge of Hindi is necessary to
join the IAF.
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Fig. 15: Cross tabulation of educational qualification and
necessity of knowledge of Hindi to join IAF
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In Figure 16, among 100 respondents, 71% of
respondents felt Hindi as necessary to join the IAF,
and 1% each from CBSE and ICSE Board felt Hindi
as necessary to join the IAF. Overall, 76% of the
respondents felt that knowledge of Hindi is necessary
to join the IAF.
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Fig. 16: Cross tabulation of board of education and necessity of
knowledge of Hindi to join IAF

In Figure 17, among 100 respondents 59%
of respondents from Tamil medium felt Hindi as
necessary to join the IAF while 17% of the respondents
from English medium felt Hindi as necessary to join
the IAF and 16% of the respondents were not sure.
Overall, 76% of the respondents irrespective of the
medium of instruction felt that knowledge of Hindi is
necessary to join the IAF.
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Fig. 17: Cross tabulation of medium of instruction and necessity
of knowledge of Hindi to join IAF

In Figure 18, among 100 respondents, 66% from
Hindu religion felt Hindi as necessary to join the IAF,
1% from Muslim religion felt Hindi as necessary to
join the IAF, 7% respondents from Christian religion
felt Hindi as necessary to join the IAF, and 2% were
not sure. Overall, 76% of the respondent irrespective
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Table 18: Cross tabulation of people’s religion and necessity of
knowledge of Hindi to join IAF

of religion felt that knowledge of Hindi is necessary
to join the IAF.

Interpretation

The outlook of the Tamilian youths is perhaps
deeply rooted in the thought that Hindi is extensively
used outside the state of Tamil Nadu and this
particular thought instils in them a perceived notion
that Hindi is essential to join a central government
job like the IAF. This perception could be a cause
for anxiety/dilemma amongst the youths of Tamil
Nadu that whether they would be able to cope with
the selection in the IAF and thus, could be hesitant
for joining the IAF as an airmen at their free will.
Further, the state board education system may also
be doing little to equip the students with the basics of
workable knowledge of Hindi. This apart, the schools
or colleges do not make the youths aware that the
lack of knowledge of Hindi does not hinder their
opportunities to join in any of the Central Government
services and especially the Armed Forces. The IAF
in their advertisements/publicity campaigns may not
be highlighting this particular aspect so as to allay
the fear of the potential candidates. Further, from
the usage pattern of the time spent by the youth on
the internet (Fig. 8), it is amply clear that a majority
of respondents (57%) were using the internet for
less than an hour daily and another 30% of the
respondents' usage of internet was limited to less than
3 hours. This pattern indicates that though the youths
spend some time using the internet, they also seem
to be using other traditional sources for obtaining
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the information they are keen to know. This source
could be their parents, friends, relatives, school,
radio, television, newspaper, magazine and the like.
The IAF should focus on exploiting these sources
so as to effectively communicate the employment
opportunities the organisation affords.

Conclusion

Broadly concluding, there is a need for the IAF
to focus on the means to establish an effective and
efficient communication with the youths belonging
to Tamil Nadu by highlighting the salient aspects of
recruitment process in the IAF in a very simplified
and unambiguous manner. The IAF on its part should
endure addressing the issue by clearly advertising
that the knowledge of any particular language is
not a must to join IAF during their publicity drives
in the state of Tamil Nadu. The remedy also liesin
ensuring a vibrant system in schools and colleges to
make the youth aware of the eligibility criteria and
job opportunities.
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ABSTRACT

We live in a world that depends hugely on the media for its consumption of all types of information,
let alone news. Media also proved its worth and became a good friend to us covering every sphere.
Media set the tone for youth to follow in their routine lives. But, do we realise our good friend also
feeds violence through its presentation which impacts the mindset and behaviour patterns of our kids.
Even in the past, we also found that media violence and related content negatively impacted youngsters
(Albert Bandura’s work in the 1970s). In this study, the researcher focuses on how media violence
affects youngsters’ behaviour to be aggressive after seeing violent content. The researcher has also
referenced several other sources and collected information from various articles on the same issue. A
survey questionnaire method was used to gather data from 100 respondents. A survey method was used
to gather data from 100 espondents. The selected area for the study was West Delhi.

Keywords: Crime, Media, News, Society, Violence, Youth

Introduction

‘Violence’ is a significant problem in India and
around the world. Such aggression has a massive
impact on school students, eventually escalating
into a deadly situation. As a result, this study aims
to identify measurements and potential solutions
for curbing youngsters’ aggressive conduct so that
they can shape a peaceful society, act as responsible
citizens, and contribute to the community. Seeing
is believing, as they say. The media, especially
television, significantly impacts the behaviour of
people, especially younger ones (Wilding et al.,
2018). India’s situation may not be like that of other
Asian or European countries; nevertheless, the
severity and extent of the problem vary depending
on the circumstances. Youth is considered the
backbone and future of the country. The development
of any nation relies on them. In our country, the
estimated youth unemployment rate was 28.26%
in 2021 (International Labour Organization Report,
2021). They are experiencing a transition period
from fewer opportunities in office work to more
encouragement in start-ups, and the advanced social
and financial powers are impacting them. For the past
decade, India’s youth unemployment rate has been
hovering around the 22% mark (International Labour
Organization Report, 2021). This has become a

matter of concern for everyone, and our children are
in danger of getting distracted from the real world.

Another truth highlighted by research is that
females are assaulted more frequently than males.
According to Bartol and Bartol (2012), violence may
occur because men are more likely than women to
come into contact with strangers who are criminals.
Many have admitted that a single behavioural pattern
does not adequately describe a mental illness or
disease in the conventional sense.

On the other hand, active observation over time
might reveal the indications and symptoms. Likewise,
there is a dissimilarity in developing business
freedoms to give helpful work to the expanding youth
workforce. Strategy incited calamities, especially
the positive separation in schooling and work to the
more vulnerable segment of society, has been seen
as expanding weight on adolescents having a place
in the upper ranks and networks. The young also
confront the weight of neediness, infections, and
joblessness. Lately, most nations are going through
significant financial, social, and political change.
This change has impacted the overall mindset and has
developed many different theories among youngsters.
It becomes a crucial issue in characterizing subjects
and points of view related to various matters of
improvement and change regarding culture, political
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framework, social turn of events, and customs. As
the fourth pillar of democracy, the media needs to
reflect on what it presents, how it shows, and what
that means to individuals.

Theoretical background

The Chapel Hill study by McCombs and Shaw
(1972) established a research tradition exploring the
impact of media coverage patterns on the public’s
perception of topics’ importance. Agenda-setting
theory has since become one of the most popular
communication theories. The agenda-setting theory
of mass media is the basis for this study. The news
media is the fundamental message broker which
forms the public’s worldview (B.C. Cohen, 1963;
Lippmann, 1946). Despite the availability of alternate
sources, most people’s primary source of knowledge
about the outside world is still the news media (e.g.,
Prior, 2013; Protess & McCombs, 2016). The news
media, in particular, plays a critical role in moulding
public opinion through picking and presenting news
(McCombs & Shaw, 1972). The idea behind agenda-
setting is that the mass media sets the agenda for
what people should care about. Ninkovic-Slavnic
(2016) explores whether agenda-setting theory is
a fruitful approach to understanding online news
communication. Basic agenda setting is the core of
the theory, and it refers to the issues represented by
the media. The salience given to specific topics will
shape public perception of the most critical issues
in a society. According to the agenda-setting theory,
media has much influence on the presentations and
issues pointed out in the news, which changes the
audience's perception. The reporters and writers are
presenting a piece of specific news in such a way that
the target audience is automatically forced to focus on
that news instead of the other important news/issues.
Also, it is the media which changes sequences of the
news to influence people and control the thinking of
the listeners. Media, thus, sets the priorities of the
news, what is to be shown and for how long.

Review of literature

The media impacts the thinking of young people
growing up in a particular society. It is an important
topic to discuss as to how the media influences young
people’s attitudes towards violence, particularly,
when it comes to violence shown on television, in
movies, and in video games. According to certain
studies, there is a link between media violence and
real-world violence. For example, a 2010-study done
by Columbia University and the Sinai Centre in New
York discovered that teenagers who watch more than
one hour of television daily are more aggressive.
This may happen in any country, not just the United
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States. India has a large population and is one of the
top three technology users globally [according to
a report by the Internet and Mobile Association of
India (IAMAI)]. Most of the time that children are
active, they use technology and media.

According to the American Academy of Child
and Adolescent Psychiatry (AACAP, 2017),
various socioeconomic variables might contribute
to situations that result in violent behaviour among
kids. These factors include difficult families
situations, including single parenting, broken family,
unemployment, and poverty. These socioeconomic
factors influence any individual’s psyche. The media
along with various other factors impacts the attitude
of young people in a society. Studies have found
a connection between media violence and actual
violence. Violence in movies, video games, or web
series affects them. Their experiences with violence
have influenced their mental processes and, in some
ways, their decision-making abilities. In India,
violence is often a component of celebration, like
celebratory shooting at weddings, or after winning
an election or a cricket match.

The kids enjoyed every second of it, unaware that
it significantly impacted their behaviour. Openness to
savagery: 60% of youth are exposed to viciousness at
home, at school, or locally consistently, as indicated
by the Office of Juvenile Justice and Delinquency
Prevention (OJJDP) in 2013.

According to Paquette (2003), television violence
has grown significantly. The average youngster sees
over 12,000 violent TV episodes a year, mostly about
murder and rape. According to over 1,000 studies,
viewing violent television programmes increases
aggressive behaviour, particularly among boys
(Johnson et al., 2002; Comstock & Strasburger, 1990;
Green, 1994; Huston et al., 1992). Other researches
attempt to establish a link between suicide publicity
on television or in newspapers, which, ironically,
increases the risk of suicide among people exposed
to such programmes. Children exposed to electronic
media in general and television, in particular,
are more at risk of experiencing violence. Many
youngsters struggle with trust issues and begin to
believe anyone. Their subconscious drives them as
they feel good or bad as per a situation for others and
involve themselves with others.

Children with intellectual difficulties are not
easy to interact with and it is difficult to make them
understand a particular situation. They have their
own set of beliefs or ideologies, which creates a
difference of opinion and this difference of view, later
on, becomes the reason for their troubles. For them,
violence is the way out of any situation. Children
are the easiest victims of TV violence, and they start



108 KUMAR AND AGGARWAL

believing it is the only remedy to their problems.
They feel more powerful and equipped. They think
that the world is theirs and they can rule anyone
now. It gives them a sense of security also. They
start believing that violence is the answer to every
problem and that those who do that are real heroes
(National Academies of Sciences, Engineering, and
Medicine, 2016).

The media has started to dominate the minds and,
hence, the behaviour of our youth. Before youngsters
can form their opinions and beliefs, the media
begins to shape their thoughts and beliefs. The over-
dramatised presentation in recreating the incidence
scene has impacted the thought process. The shows
like Sansani, Jurm, Crime Reporter, and others are
making youth more inclined towards crime and
violence. The layout of the newspapers, magazines
or television presentations affects the youngsters’
psyche. With the images or the montage of blood
baths or victims’ bodies being shown in the visuals or
even with the style of their writing, one could feel the
aggression being started to appear in youth (Narahari
& Mukherji, 2018).

Cesarone (1994) believes that violent displays in
computer games may contribute more to youngsters’
animosity than passively viewing bad sequels on
television. According to this viewpoint, the more
rough protests young people engage in, the more
likely they are to engage in violent demonstrations. In
most computer games, women are often represented as
being pursued rather than the ones who initiate action;
in the extreme, they are portrayed as casualties.

Unfortunately, violent events occur much too
frequently in popular culture. In light of vigorous
activities, the National Coalition on Television
Violence said that there had been a constant rise in the
number of computer games. These games increased
in popularity from 53% in 1985 to 80% in 1988
(Cesarone, 1994). Another study conducted in 1989
on the use and content of computer games discovered
that most arcade games included “introverted upsides
of a sadistic sort” (Ivory, 2001).

Huesmann (2007), however, found no distinction
between kids exposed to violent media and those
exposed to peaceful media. The competition among
media for TRPs, readership and viewership all have
contributed to the mess created in the media. The
trend of showing every news item as breaking news,
adding the element of sensationalism, and the zeal to
break the story without looking for all the facts does
impact the presentation style, and the selection of
words to describe the news hits hard on the minds of
youngsters. The media must adapt to this paradigm of
news presentation and maintain the balance between
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daily news and breaking news. Also, the press should
not overreact or overdo the recreation of any crime
incidence, and they should be aware of the selection
of visuals and language and the choice of words to
be used. The violence in the media has led to the
changing behaviour patterns of youngsters. They are
more vulnerable to make decisions that do not serve
them well.

With the changing nature of entertainment media
and the presentation style used by news media, it is
reasonable to believe that the youths have suffered.
It’s high time now that in schools and colleges, there
should be mandatory media education focused on
teaching students that what is shown in the media is
notalways true. We need to educate our children about
misinformation and cultivate an understanding from
an early age so that they do not act inappropriately.

Resear ch objectives
* To find out how violence in media coverage has
affected the behaviour patterns of Delhi youth.
* To study how youth reacts to stories related to
crime and violence.
* To find out the impact of agenda-setting theory on
the minds of youth in West Delhi.

Research questions

* Is the new style of journalism (debates, shouting,
and usage of various illustrations) enticing youth
to behave violently?

» The content of new versions of electronic media
should be censored to stop violence among youths
and in society as a whole.

* Does media shape the agenda in the minds of
youngsters?

Resear ch methodology

In this study, a descriptive research design is used.
An online questionnaire tool was used. The sample
consists of youth residing in West Delhi. The sample
size was 100 youngsters from West Delhi. The age
group of the sample was 18-25 years.

Sampling: Samples were selected from the
universe using the non-probability sampling process;
the snowball sampling technique was used to
determine the samples for the study.

Limitations

1. The sample size used is minimal and may perhaps
be somewhat higher.

2. Although the review is broad, a study of young
men and women may have been considered.

3. A convenient and purposeful testing that might
not be a mistake-free testing technique.



July—September 2022

Findings and analysis

Table 1: Source of getting news

Source Participants Total (%)
Newspaper 34 34
Television/Radio 29 29
Social Media/Websites 37 37
Total 100 100

The data shows that 37% of youth get news
from social media or websites, 34% received from
newspapers and 29% get it from TV/radio. As
suggested by the data, the news which the reader
reads had kind of violence in terms of words or
pictures. Similarly, television viewing also impacted
the youth and inclined them towards violence.

Table 2: Frequency of reading or watching crime news

Frequency Participants Total (%)
Daily 24 24
Weekly 32 32
Biweekly 21 21
Monthly 23 23
Total 100 100

The data shows that 32% read or watched crime
stories weekly and 24% on daily basis; 23% and
21% watched or read on a monthly and biweekly
basis, respectively. The data suggests that the youth
receives news which includes violence every day.

Table 3: Feelings associated with presentation of

crime news
How do you feel Participants Total (%)
Feel sad 21 21
Take it as a normal news 19 19
No reaction at all 12 12
Get angry 48 48
Total 100 100

The data shows that 48% of youth got angry
after reading or watching the crime news, 21% felt
sad about it, 19% youngsters took it normally while
12% had no reaction at all. The data suggests that
although youth are interested in reading or watching
news related to violence but they feel sad about the
same. Having said that, we cannot deny the fact that

Table 4: Banning of crime shows on news channels

Crime shows banned Participants Total (%)
YES 64 64
NO 36 36

Total 100 100
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violence does impact youth, and in this, the media
also plays a significant role.

The data shows that 64% of the participants
wanted crime-based shows on news channels like
Sansani to be banned, while 36% considered it to
be fine. The data shows that a major chunk of youth
believes that the crime shows do have an impact on
their personalities so they wanted them to be banned.
However, few of them like to watch such shows
on and off which clearly indicates their inclination
towards violence and crime. It attracts them; it gives
them a sense of completion. Shows like Sansani and
Crime Patrol are becoming their favourites in this
category.

Table 5: Debates in media channels spread
violence in society

Debates spread violence Participants Total (%)
YES 58 58
NO 33 33
Can’t say 09 09
Total 100 100

The data shows that 58% of the participants
believe that debate shows on television channels are
the main reason for violence in society. They feel the
subject of debates is not sensible enough, and thus
media channels should avoid that. While 33% feel
that debate would not spread any violence in society
and hence media channels are doing a good job, the
remaining 9% were not able to decide anything.

Table 6: Biasness in media channels spread
violence in society

Biasness spreading violence Participants ~ Total (%)
YES 67 67
NO 30 30
Can’t say 03 03
Total 100 100

The data shows that 67% of the participants
believe that bias in television channels is the main
reason for violence in society. They believe the media
is biased towards one agenda or group and blindly

Table 7: Other possible sources which excites youth
towards violence

Sources Participants Total (%)
Video Games 24 24
Movies 30 30
Web Series 17 17
Unemployment 29 29
Total 100 100
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follows the path which leads to violence or panic in
society. 30% of the youth felt the media is not biased
on issues pertaining to common man. Out of the total
participants, 3% were not able to decide the role of
the media.

The data shows that 29% of'the participants believe
that unemployment is the major reason for youth’s
involvement in spreading violence in society, 30%
respondents believe that movies excite youngsters
and thus they commit violence, 17% believe that
the content of web series is actually putting youth in
violent activities and 24% feels that video games are
the reason behind these violent activities in society.

Table 8: Possible measures to stop violence

through media
Measures Participants ~ Total (%)
Improve presentation of news 17 17
Censor content of movies 35 35
and web series
Ban such video games 16 16
Amend laws 22 22
Show positive stories 10 10
Total 100 100

The data shows that 35% of the participants
believe that by censoring the content of movies and
web series, we can curb the spread of violence in
society through media. 22% believe by amending
existing laws, while 17% of people believe that media
needs to improve their presentation while showing
crime stories, 16% believe that the government
should implement a ban on such video games and
10% believe that by showing positive stories, the
spread of violence can be stopped.

Conclusion

There is consensus about how violent elements
in media and television affect young people’s
personalities. However, other researchers point out
limits to the damaging long-term effects of violent
media on adolescents. The fact is that parents need
to pay closer attention to their children. The screen
time of kids should be made minimal. In the current
scenario, most parents are occupied with professional
work or commitments, which do affect the kids’
behaviour as the attention required by the kid gets
divided. These days, raising a child is challenging
enough. It is much more difficult to properly guide
the child now because of the variety of things shown
in the media. Does that genuinely mean violence
shown in media makes kids aggressive?

The impact of media violence on the behaviour
patterns of West Delhi youth has been significant as
observed in this study. It not only has an instrumental

Communicator LVII(3)

effect on the public space, but it also shapes beliefs,
attitudes, and character in many ways; for example,
the arrangement of the a multicultural society.

The new style of journalism, i.e., debates,
shouting, and excessive usage of various illustrations,
does excite the youth towards spreading violence in
society. It gets the adrenaline going in their veins
and pushes individuals into activities they otherwise
would have avoided. The content of entertainment
media (Web series) nowadays is getting very kitsch.
The level of violence and sexual content usually
shown in these web series makes a considerable
difference and somehow encourages youth to opt for
similar paths. Also, media sets the agenda for a day,
which in-turn creates biases further creating panic
among youth, and hence they get involved in violent
activities.

The findings show there are many necessities
related to social media. The foremost concern is
rich content. Others were spending quality time with
virtual friends and posting and updating many things
related to personal life.

The role of media is to inform, entertain, educate
and spread awareness among the masses. Media
shapes opinions, and sets the trend for upcoming
generations. Youngsters and teenagers are soft
targets who get influenced easily and begin to trust
everything, once that trust breaks, they behave
violently. As parents and guardians, we need to keep
a check on that. There is a thin line between what is
good and what is wrong. We can teach values and
develop an understanding in them through media
literacy, which helps them to make better decisions.
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‘Introduction to Mass Communication’ —a
textbook by Dr. Abhay Chawlais anew publication
by Pearson. With a plethora of material already
available on mass communication, , the textbook
seems like just another one on the topic. It has
the requisite chapters on Communication, Mass
Communication, Models of Communication and
the like, and appears to be just aredo of the theories
and models.

The world has evolved, and so has this field. It has
grown from the simple one-way communication to
sender-receiver models in mass media to different
kinds of influence and communication with the
coming in of the digital age and social media. We
are looking for and expecting some fresh inputs
in this subject. The sender and his profile have

changed, and the receiver and his profile and habits
are something we need to update ourselves on as
there has been a sea changein this space. So, amere
content on Mass Communication Theory isnot what
we expect or need.

As we further delve into the book, we realise that
while this book touches upon the mundane and
older topics of mass communication, it also bridges
the gap between yesterday and tomorrow. As we
look at the usual mass communication content in the
book, we realise that this inclusion helps to build
up the background and foundation for introducing
the students to the matters related to today and the
future. The usual content is a lead-in to the recent
issues that need to be discussed, which is the beauty
of this textbook.

The author, who is an engineer by qualification
and profession and has worked in the IT sector
in the corporates before moving into academics,
has very aptly used his experience and skills with
students of undergraduate and postgraduate levels
and his understanding of the needs of the target
group to bring out this textbook. This book serves
the need of the present times for an overall updated
study material on Mass Communication and its
contemporary issues.

The book is divided into six chapters wherein the
initial ones cover the types, forms and theories of
mass communication; explanation of the concept of
masses; the relationship of mass mediawith society;
the economics of mass media; and the mass media
effects. This further leads on to the concept of mass
audience and the effects of the media on audiences
and theories related to it.

These theoretical chapters move on to the more
contemporary applications of the theories and
the latest developments due to the advent of New
Media. An entire chapter focuses on Audiences and
Theories of Media Use, which clearly applies all
that we learn in the basics of mass communication.
The concepts of media audiences, various
audience theories of media use, and the power of
the audience over the media it uses are all part of
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the latest development in the understanding of
mass communication and included in this chapter.
Current issues and matters related to the audience
and its behaviour are explained and the emerging
trends that have appeared, especially in the digital
media age, are well understood after reading this
chapter.

Chapter 5 on Media Laws in India covers various
laws related to the press, broadcast media,
advertising, and the consumer. Regulations and
regulatory bodies dealing with the various aspects
are also discussed in detail. This information is
most relevant in the present times.

The last chapter is a good input for the students. It
is on Mass Media and Ethics which discusses the
latest developments in the field and adds on to the
understanding and knowledge bank of the student.
Various case studies are used to help illustrate the
discussion on topics and issues related to ethics,
especially in the newer fields of broadcast media
and the new/digital media. These discussions
enhance the student's comprehension of mass
communication and the present environment in
which it exists.

The book has a wide range of illustrations,
visuals, case studies, and examples which assist
in explaining and applying concepts, making the
book very useful for students. It also contains an
extensive glossary of words and terms used in this
field and has an entire list of further readings, all for
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those who want to get deeper into the subject. Every
chapter has illustrations, a set of gquestions, project
work, key terms, discussion topics, and references
well detailed and laid out as what a textbook should
have, making it a very suitable study material for
students.

Most importantly, it has a list of universities
offering a Master’s Degree in Mass Communication
which is a much sought-after content by students
despite the internet offering a plethora of this kind
of information.

A section on the Development of Mass
Communication is an interesting and useful add-
on for anyone interested in mass communication
as a field which provides a timeline of events
and technological developments from the start of
humankind to present day. It also offers a practical
overview of the field in addition to those which
record and document history.

Overall, it's a useful book for students getting
introduced to mass communication both at the
undergraduate and postgraduate level and handles
the subject in a contemporary way. It is agood read
for someone who wants to delve deeper into mass
communication.

Simrat Gulati

Visiting Faculty

Indian Institute of Mass Communication
simgul ati @yahoo.com
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The book New Media Journalism introduces key
concepts, challenges and problem-solving strategies
in the emerging new mediajournalism. New Media
include online platforms, social media, new digital
tools, and new ways of packaging and disseminating
information.

Thisbook aimsto bring journalistic experiences and
academic understanding of New Media together. It
introduces readers to the new technologies that are
used in newsrooms. It also talks about the challenges
faced by the journalists while embracing these new
technologies.

This multi authored book edited by Prof.
Anubhuti Yadav comprises 11 chapters viz; New

Media Journalism, Cybersecurity in Journalism,
Immersive Journalism, DataJournalism, Immersive,
Journalism, Data Journalism, social media and
Journalism, social media and Journalism, Cyber
Harassment and Digital Abuse, Mobile Journalism,
Strengthening Journalism Using Artificial, Fake
News, Misinformation and Open Resources, Digital
Marketing.

Prof. Anubhuti Yadav in her chapter on New Media
Journalism elaborated very lucidly that around 73
per cent of our respondents from India access news
through smartphones. Social media access is high
with 53 percent using WhatsApp and YouTube for
news. In this chapter, the concept of New Media,
its emergence, its characteristics, New Media
landscape, its impact on traditional media along
with the opportunities and challenges has been
described. The News consumption pattern has
changed tremendously inthe past few years. Reading
newspapers, watching the news and listening
to radio bulletins - every media consumption
experience has witnessed a paradigm shift. All
this happened because of the emergence of new
technologies. Most people have stopped consuming
media the way they used to earlier. The habit of
reading newspapers with a cup of tea or coffee in
the morning is replaced by reading them on laptops,
tablets and smartphones. Even while reading the
printed text, there is always an urge to go online to
watch a video using the QR code placed next to the
story. While reading text online, there is always an
option to listen to the story rather than read it. These
new ways of consuming content are the result of
integrating new technology in the newsroomswhich
makes it possible for the news producersto produce
content in avariety of ways. These new technologies
not only help in packaging the content in a variety
of ways but also in publishing it in different formats
and disseminating it via different platforms.

New Media, as it is termed by the experts in the
industry and academia, is posing tough competition
to Print and TV. People are consuming media
messages not only from the television channel but
also from YouTube. Radio sets in households often
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lieunused aspeopletuneintotheir favouritechannels
using smartphones. This medium has not only
affected the consumption pattern but also the way
media messages are produced. New technologies
have impacted every function in the media house.
Old ways of working on many products have been
replaced by new ways of packaging information,
which are influenced by new technologies.

The new technologies have not only made various
tasks of journalists, advertising and public relations
professionals easier but have enabled them to reach
out to niche audiences with the use of the right
medium. The new media has opened a new aura of
job opportunities particularly in the digital media
asdata scientist, social editor, Manager, Advertising
Analytics, and so on.

Newsroomsareal so organising training programmes
to upskill their employees so that they are relevant
in the Digital age. The entire gamut of New Media
moves around ICT, Digital Media, Online Media,
Multimedia, Convergence Media and so on. A
digital file can be easily manipulated, distributed
and rendered by computers and mobile phones, and
is easily transmitted over internet and computer
networks.

While explaining the interactivity in new media, the
author explained that this happens at three levels.
First, when users can interact with the content.
Users prepare their own pattern of consuming any
story. Instead of a linear form of the story which
starts with a headline, followed by the lead and
then the body, in New Media stories are presented
in a non-linear manner. The story starts with the
headline, then there could be lead, audio, video or
infographic accompanying the story.

The book also carries useful and authentic data
from the media. The total number of internet users
in the country has increased from 79 5 .18 million
in 2020 to 825.30 million in March 2021 according
to areport from the Telecom Regulatory Authority
of India (TRAI). The growth India has seen in
terms of internet penetration is unprecedented.
India has become the second-largest country in the
world (after China) in terms of internet users with
825 million people connected to the internet. The
penetration is 60.73 according to TRAI. According
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to the study 'Digitai @2025' by Kantar. Around
87% of the Indian households will have an internet
connection by 2025 and there is a 21 % rise in
duration of internet access through mobile since
2019.

In the chapter Data Journalism chapter authored
by Prof. Anubhuti Yadav elaborate that journalists
across the world have been using data to tell
stories that are more interactive, engaging and
meaningful.1 We shall also discuss some of these
stories and the process followed by the journalists
to cover the stories. 'Data Is the New Oil' is the
catch-phrase coined in 2006 by Clive Humby, a
British mathematician and data scientist. Since
then, this phrase has been used innumerable
times in conferences in the field of Marketing,
Advertising, Public Relations, Journalism and so
on. For journalists, data can come in many forms.
It is not just structured data that is organised in
columns and rows in a spreadsheet format - it can
also be unstructured text, photos, audios or videos.
Such databases can help journalists a great deal but
a database alone is not journalism. It is a field of
information that needs to be harvested carefully
with insight and caution. It needs to be compared
and augmented with observations and interviews.
The chapter on strengthening journalism using
artificial intelligence authored by Rohit Gandhi
is very much relevant in the present context of
journalism. Al is being integrated not only into
our professions but also into our everyday lives as
well. When integrated into a newsroom, apart from
the pros-and-cons debate of Al, there is an added
dimension of ethical journalism. Al can be used
to map a user's online behaviour- links clicked,
time spent and so on - and customise the newsfeed
accordingly so that the user returns and spends a
longer time on the website.

The topics explored in this book are extremely
relevant and useful for working journalists as well
as for teachers and students of journalism.

Prof. (Dr.) Virender Kumar Bharti
HoD, Publications and Editor
Communicator & Sanchar Srijan
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