
INTERNATIONAL JOURNAL OF RESEARCH  CULTURE  SOCIETY 

 

ISSN (O) : 2456-6683 

Monthly Peer-Reviewed, Refereed, Indexed Research Journal 

Internationally approved Scientific Journal 

Scientific Journal Impact Factor: 5.743 & ResearchBib Impact Factor: 5.245 

  

NUV MEDIAKONNECT ’21 
(International Virtual Media Conference) 

on 

“Media, Culture, and Society” 
 

January 22-23-24, 2021 
 

 

Special Issue : 21      January : 2021 
 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

RESEARCH CULTURE SOCIETY & PUBLICATION 

Email: editorijrcs@gmail.com 

Web Email: editor@ijrcs.org 

WWW.IJRCS.ORG 

 

http://www.ijirmf.coemail/
mailto:editorijirmf@gmail.com
http://www.ijirmf.coemail/
mailto:editor@ijrcs.org
http://www.ijrcs.org/


INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683          Special Issue - 21,    Jan - 2021 
Monthly, Peer-Reviewed, Refereed, Indexed Journal                                         Impact Factor: 5.743             Publication Date: 30/01/2021 

NUV MEDIAKONNECT                                                                                                                                         Page 1 
 

INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY  

(IJRCS)  
ISSN: 2456-6683  

IMPACT FACTOR – 5.743   

Peer-Reviewed, Refereed, Indexed International Research Journal 

Special issue of   

 

NUV MEDIAKONNECT ’21 
(International Virtual Media Conference)    

 on 

“Media, Culture, and Society” 
January 22-23-24, 2021 

   

 
Organized By 

Journalism & Mass Communication Program 
NAVRACHANA UNIVERSITY 

Vadodara, Gujarat – 391410 

 

in collaboration with   

 

Arab Open University, KSA                           Research Culture Society 

 

                

 

 

 

 

 

 

 

Conference Special Issue  –  January, 2021 

 

 

RESEARCH CULTURE SOCIETY & PUBLICATION  

 

 



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683          Special Issue - 21,    Jan - 2021 
Monthly, Peer-Reviewed, Refereed, Indexed Journal                                         Impact Factor: 5.743             Publication Date: 30/01/2021 

NUV MEDIAKONNECT                                                                                                                                         Page 2 
 

 

 

 

INTERNATIONAL MEDIA CONFERENCE  

ON  

 

MEDIA, CULTURE AND SOCIETY 
 

Organised by 

Journalism and Mass Communication Program 

Navrachana University, Vadodara, Gujarat 
 

In Joint Collaboration with 

Arab Open University,  

Saudi Arabia 
 

 

(International Media Conference  

Special Issue) 

 
 

 

Copyright: ©  The research work as a theory with other contents are subject to copyright taken by Journalism 

and Mass Communication Program, Navrachana University, Vadodara, Gujarat, India.  

 

 

Disclaimer:  
The author / authors/ contributors are solely responsible for the content of the papers compiled in this conference special 

issue. The publisher or editors does not take any responsibility for the same in any manner. No part of this publication 

may be reproduced or transmitted in any form by any means, electronic or mechanical, including photocopy, recording, 

or any information storage and retrieval system, without permission in writing from the copyright owner. 

 

Published By: 

International Journal of Research Culture Society   (ISSN: 2456:6683) 

Research Culture Society and Publication.    

(Reg. International ISBN Books and ISSN Journals Publisher) 

Email:  editor@ijrcs.org 

WWW.IJRCS.ORG 
 

 

 

 

 



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683          Special Issue - 21,    Jan - 2021 
Monthly, Peer-Reviewed, Refereed, Indexed Journal                                         Impact Factor: 5.743             Publication Date: 30/01/2021 

NUV MEDIAKONNECT                                                                                                                                         Page 3 
 

About Organizers      
Navrachana University Vadodara (NUV) was established through the Gujarat Private Universities Act, 2009 

with the intent to offer superior education that befits the high educational standards of the Navrachana Educational 
Society in Vadodara. The University has embarked on a new educational paradigm that lays simultaneous emphasis on 

disciplinary education, inter-disciplinary education, professional education and general education.  International 

Conference on “Media, Culture, and Society”, was organized by Journalism and Mass Communication program of 

Navrachana University, Vadodara in collaboration with ‘Arab Open University’, Saudi Arabia  and ‘Research Culture 
Society’ was conducted on 22-24th January 2021.  

About Media conference    
Media and Communication are at the centre of our everyday lives more than ever before. We are constant 

bombardment of images, sounds and texts through various television platforms, news websites, newspapers, magazines, 

mobile applications and so much more. Media enables the exploration of different cultures, the tradition of 

communication with friends, family and the community in general and the interpretation of the world around us, and 

that in turn enables us to form our own identities. Media has the most significant implications for the nature and 

character of the broader culture and society that surround us. We live in a media culture, a media society.  

Media forms an alternate expression of transferring of human thoughts, feelings and expressions. Media 

enhances and extends our communicative capacities beyond our own bodies. There are two senses in which the term 

“culture” is used and these two are interconnected. On the other hand, culture is used to refer to the world of creative 
art and expressions and on the other it encapsulates other dimensions of culture namely popular culture, popular fiction 

and drama or even popular music. Culture refers to the whole way of life as a society that includes beliefs, values, 

traditions, meaning, identities and a way of behaviour. It is difficult to envisage a society that omits the cultural way of 

life as well as cultural demography and creative practices without the reference to the society in which they take place. 

Keeping in line with all of this, Journalism and Mass Communication program of Navrachana University aimd to use 

NUV Media Konnect 2021 to influence people in understanding Media, Culture, and Society and adopt these practices 

in our daily lives.  

THEME: “MEDIA, CULTURE, AND SOCIETY” 

SUB THEMES  

1. Mass Culture 

 Visual Culture - creation and consumption,  

 Cross Cultural Communication and Globalization  

 The culture of contemporary news media  

 Content Creation and OTT Platforms 

 Popular culture and new media 

 Language, literature and media in the information era 

4. Advertising, PR, and Consumer Culture 

 Changing trends in Advertising 

 Gender roles in Advertising  

 Consumer trends in online shopping  

 Trends in PR,  

 Trends in Corporate Culture  

 

2. Digital Culture 

 Online Gaming and its impact on society  

 Celebrity Journalism  

 Rising Trends of Fan Culture 

 Online Media and Education  

 Cyber culture, Cyber activism, online movements   

 Changing trends in digital media  

 Impact of social media on society      

5. Media and society   

 Media literacy 

 Cinema and society: Emergence of regional cinema,    

 Media and Health Communication 

 Propaganda & Media Imperialism. 

 Media and development   Communication 

 Media in the post pandemic era 

 Gender representations in media     

3. Media Ethics  

 Misinformation, Fake News & Post Truth Media 

 Media Ethics in Global Scenario  

 Media and infringement of privacy 

 Media: Information, entertainment, infotainment  

 Freedom of speech & Media censorship 

 Media and cultural values    

Panel discussions (topics)     

1. Shifting tides of Cinema   

2. Changing trends of Media in Pandemic Era  

3. Social media and privacy issues 

4.Language, literature, & media in the age of information 

 

Plenary session (topics)     

1. Social media influence on youth  

2. Media narratives in digital era  

3. The changing Trends in advertising & PR   

 

Expert Lectures 
1. Transformational Filmmaking through Positive 

Psychology 

2.  Advertising and Gender in Indian TV-old stereotypes 

and New Cultural Strategies. 
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EDITORIAL NOTE  

Three-day International Virtual Conference on Media, Culture, and Society was organized by the Journalism 

and Mass Communication program of Navrachna University, Vadodara Gujarat in collaboration with Arab Open 

University, Saudi Arabia, and Research Culture Society, Vadodara from January 22 to 24, 2021. The conference was 

divided into four Panel Discussions, three Plenary Sessions, two expert talks, and research paper presentations. The 

themes for the paper presentation revolved around - Media Ethics, Digital Culture, Advertising, Public Relations, ICT 

and Media Studies, Popular Culture and Media and Society. Total 35 speakers and 35 paper presenters from India and 

abroad shared their thoughts, insights and research findings.       

The first day started with a welcoming and Opening Ceremony. The conference was declared open by Dr. 

Nilay Yajnik (Provost and Vice chancellor of Navrachana University) and the main guest was Anand Birai. The 

conference was headed by Plenary Session, moderated by Dr. Machunwangliu Kamei. Dr. Sudipta Roy, Sameer Shah, 

and Rijuta Banerjee shared their thoughts and viwepoints on the Social Media Influence and Its Impact on Youth. This 

was followed by paper presentation (Track-1) based on the theme Advertising, Public relations, ICT and Media Studies. 

Five research scholars presented their papers which were moderated by Dr. Balaji D. Paper presentation (Track-2) was 

moderated by Mr. Yash on the theme Digital Media and seven papers were presented in this session.  There was an 

insightful Panel Discussion on Shifting Tides of Cinema with eminent guest’s like- Ms. Komal Chhabria, Mr. Paresh 

Naik, and Dr. Aasita Bali with moderator Dr. Javed Khatri. The day ended with an Expert Talk on Transformational 

Filmmaking through Positive Psychology by Mrs.Sangita Iyer from Canada. 

Day two began with an enlightening plenary discussion on Media Narratives in Digital Era with two great 

journalists-Mrs. Rupam Jain, and Mr. Sajid Shaikh. Insightful inputs were also given by Mr. Kumar Manish and the 

session was moderated by Mr. Hitarth Pandya. This was followed by paper presentation (Track-3) based on the theme 

Media Ethics chaired by Dr. Bhargavi D. Six scholars presented their research findings. The day was taken forward 

with a Panel Discussion on Changing Trends of Media in Covid Era, where Prof. Padmakumar M.M., moderated the 

session. The panelists- Mr. Jignesh Vasavda, Mr. B Pradeep Nair and Mr. Nolan Pinto- addressed how there was a shift 

in technology and media during this Covid era and how effectively professionals from different arenas adopted the 

changes smoothly. Next session was Paper presentation (Track-4) based on the sub- theme Popular Culture.  It was 

chaired by Dr. Nidhi Shendurnikar and seven papers were presented under this track. In the evening, a special guest 

from London - Ms. Valeria Lauricella talked about Advertising and Gender in Indian TV-old stereotypes and New 

Cultural Strategies. 

The Final day of the conference started with Advertising and public relations trends moderated by Dr. Ridi 

Rani and scholars like Dr Sripathi, Dr. Suparna Naresh, and Dr. Patrick S.D. shared their thoughts on the theme. The 

last paper presentation (Track 5) was based on the theme Media and Society which   moderated by Dr. Dikila Bhutia   

where there were eight paper presenters. It was followed by panel discussion moderated by Dr. M. Shuaib Mohamed 

Haneef and speakers were Mr. Bharat Nayak, Dr. Mou Mukherjee, and Kumar Manish. The third day had special guests 

from Arab Open University-the Collaborators of the NUV Media Konnect. Dr. Shaju Nlkara (AOU) moderated the 

session and Dr.  Sameh Galil, Dr. Mohsen Abbas from AOU and Dr. Vandana Talegaonkar (Navrachana University) 

shared their thoughts.      

The valedictory session was chaired by Associate dean of School of Liberal Studies Dr. P.V Xavier and Dr. 

Robi Augustine, General Convenor of   Media Conference, proposed vote of thanks to all participants, organizing and 

Technical Committees, and the teaching faculty for smooth conduct and huge success of NUV Media Konnect.  

Through a wide range of discourse, discussions and articulations the conference has witnessed new ways to 

deal with some of the challenges of journasim and communication in the modern era. Eminent professors, stars from 

Film Industry, Ph.D. Research Scholars, journalists, paper presenters from Mass communication made this conference 

a successful event. Sincere thanks to all of them.  

The selected papers of the media conference are published in this volume after peer reviewing and plagiarism 

varification. The book of abstracts had already shared with the participants. I wholehertedly thank the publishing 

partner- Reserch Culture and Society- for their great support in this endeavor. 

 

 
 

Robi Augustine, PhD                                                                                                                  February 28, 2021  

Program Chair, Associate Professor, PhD Supervisor  

Mass Communcation, Navrachana University, Vadodara, Gujarat, India  

robia@nuv.ac.in   
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1. INTRODUCTION: 
Advertising is a complex form of communication that operates with objectives and strategies leading to various 

types of impact on consumer thoughts, feelings, and actions. Political advertising is used by a political party or a 
candidate to promote their political interest to the public. The relevance and impact of political advertisements in 
influencing the voters is clearly attributed in the literature (Benoit, 1999, 2001, 2007a, 2007b; Brader, 2005; Hill, 1989; 
Kaid & Johnston, 2001; Kaid, 2004; O’Cass, 2002). Political advertising, a thriving medium of political communication, 
is predominantly used by political candidates to revitalize their contact with the potential voters (Benoit, Leshner & 
Chattopadhyay, 2007). Kaid and Bacha (2006) define political advertising ‘as any controlled message communicated 
through any medium orchestrated to promote the political interests of individuals, parties, groups, government, or other 
organizations. 

Political advertising and in particular election advertising have an imperative and critical role in strengthening 
the candidate-party-voter relationship. Benoit (2000) explains the noteworthy potentiality of political advertisements in 
shaping the mandate of the candidates to establish themselves, besides, in increasing their relationship with the voters. 
In addition, they carry immense potential to raise funds as well as to criticize the opponents (Vesnic-Alujevic & Bauwel, 
2014). Kumar and Pathak (2012) reveal that political advertising is aimed at gaining the confidence of people for the 
reception of thoughts and ideas and to influence their vote with regard to campaign advertising. Political advertising has 
become invasive than traditional commercial advertising in recent years (Iyengar & Prior, 1999). 

Propaganda and its varied techniques were used as war propaganda during the World War II equally by Nazis 
and the Allied forces. After World War II, the word propaganda acquired an overtly negative connotation. Edward 
Bernays rebranded propaganda into public relations to avoid the unpleasant feelings the word evoked. However, the 
techniques behind it are still the same and are in use not only in public relations but also in advertising as engineering 
consent.  

Election campaigns from what used to be once one-to-one communication where politicians visited each voter’s 
house to now a technology-driven strategic decision, it has definitely come a long way. ‘India Shining’ television 
advertisement campaign by Bharatiya Janata Party (BJP) in 2003 introduced a new era of television political advertising 
in India.  

Abstract : The study examines the propaganda imageries used by the Bharatiya Janata Party (BJP) and Communist 
Party of India (Marxist) (CPM) in their television election advertisement campaigns during the general election of 
March 2019. Although political advertising is not a new affair in Indian election, the imageries used are a major 
tool of persuasion. This study explores how various techniques like a bandwagon, glittering generalities, name 
calling, transfer, card stacking and testimonials are used as imageries in advertisements using descriptive content 
analysis. The parties have appealed to their audience by using these imageries on contemporary issues which were 
a strong force in the news narratives of Kerala, especially, the women's entry into the Sabarimala shrine, political 
murders, and defection.  
 
Keywords: Bandwagon, Card Stacking, Glittering Generalities, Name calling, Persuasion, Political Advertising, 
Transfer. 
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2. REVIEW OF LITERATURE:   
Another verbal component of video style that entices the viewers is the nature of advertisement: positive, 

negative or comparative. Durante and Gutierrez (2014) enlightened that positive advertisement highlights the affirmative 
aspect of the candidate and presents a noteworthy and substantial effect on the voting behaviour. On the other hand, 
Ansolabehere and Iyengar (1995) believed that negative advertisement, though substantially present in the campaigns, 
decrease the voter turnout. Moreover, Lau, Sigelman and Rovner (2007) also supported Ansolabehere and Iyengar’s 
(1995) perspective about the negative nature of the advertisement that it curtails the conviction of the voters in the 
government and the policy set up, whereas Meirick (2002) presumptuously opined that comparative advertisements, 
which illustrate the sponsoring candidate optimistically and opponent candidate negatively, have an overall positive 
effect on the voters (Olujide, Adeyemi & Gbadeyan, 2011). 

Vesnic-Alujevic and Bauwel (2014) described that ‘category’ of appeal is another verbal message component 
which influences the voters. The prominence of credibility, logical and emotional appeals has been broadly discussed 
in the existing literature (Brader, 2005; Iyengar & McGrady, 2007; Samaras, 2003). Iliou (2002) brought forward the 
evidence that these appeals originated from Aristotle’s Rhetoric concept which elucidates that a message consists of 
logos (logical appeals), pathos (emotional appeals) and ethos (credibility appeals). According to Kaid and Johnston 
(1991), logical appeals persuade the viewers through statistical and logical arguments whereas emotional appeals stir 
up the sentimental reactions among the viewers across different cultures (Aaker & Williams, 1998). Moreover, 
according to Johnston and Kaid (2002), credibility appeals induce the voters about the adroitness and virtue of the 
candidate. The presence and extensive applicability of these appeals across different economies have been discussed by 
numerous scholars (Brader, 2006; Coopman & Lull, 2014; Johnston & Kaid, 2002; Jones, Sinclair & Courneya, 2003; 
Ridout & Searles, 2011). Further, Samaras (2003) discloses that emotional appeals pertinently influence the voters as 
they yield sentiments such as love, wit, fear and guilt (Albers-Miller & Stafford, 1999). 

Druckman, Jacobs and Ostermeier (2004) disclosed that election campaigns manoeuvre different strategies such 
as the inclusion of national symbols, endorsements by celebrities and depiction of illustrious future of the country to 
promote the optimistic image of the candidate. These strategies represent a combination of verbal and non-verbal 
components. Persuasion is one of the most effective and well-accepted strategies being used by the political parties 
besides the defensive strategy of attacking the opponent (Ansolabehere & Iyengar, 1995). The political parties usually 
resort to two types of strategies: first, with a positive response, where they endorse their own accomplishments without 
targeting the opponent and second, with a negative response, where the political parties target the opponent’s caricature 
of truth and present their own opinions (Roddy & Garramone, 1988). 

The second decisive constituent of the candidate video style is the non-verbal component. In the genre of 
political advertising, the non-verbal component includes the gestures, facial expressions of the candidates, appearance, 
use of symbols such as flags and monuments, the presence of partisans and endorsements by different people (Johnston 
& Kaid, 2002; Kaid & Holtz-Bacha, 2007). Several studies have discussed the wide applicability of non-verbal 
component in the genre of political advertising (Kaid & Johnston, 2001; Kaid & Holtz-Bacha, 2007; Tak, Kaid & Lee, 
1997; Tak, Kaid & Khang, 2007). 

The third and eventual constituent of video style is the production technique. This technique includes the layout 
of the advertisement (documentary, testimonials), sound uniqueness (sound over, live sound), use of music and diverse 
camera directions (Denton, 2005; Kaid & Johnston, 2001). Kaid and Holtz-Bacha (2007) revealed that the element of 
production technique with full effects has primarily been used in the genre of television advertising. Further, Vesnic-
Alujevic and Bauwel (2014) explained that advertising on television bestows augmented privilege to the non-verbal and 
production component of videostyle.  

Therefore, as this study specifically examines the television advertisements carried by the BJP and the CPM 
and examines its verbal component. These advertisements used various types of persuasion techniques to persuade the 
people by including contemporary news narratives. 
 

3. SAMPLING AND METHODOLOGY: 
The researcher has taken the complete universe of the political advertisement campaign carried in Malayalam 

television channels during the month of March 2019. The researcher has followed a content analysis of all the 
advertisements.  
 

4. CONTENT ANALYSIS: 
The researcher uses qualitative content analysis to explain how political advertisement campaigns of Bharatiya 

Janata Party (BJP) and Communist Party of India- Marxist CPM embedded propaganda techniques during the 2019 
general elections. Content analysis may be defined as a methodology by which the researcher seeks to determine the 
manifest content of written, spoken, or published communications by systematic, objective, and quantitative analysis 
(Zito, V.G, 1975). The researcher here explores “The various persuasion techniques used in the political advertisement 
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campaign of Bharatiya Janata Party (BJP) and Communist Party of India- Marxist CPM during the 2019 general 
elections”. 

 
4.1. Discussion and Analysis 

4.1.1. Comparison of the Slogan  
Slogans are powerful devices which carry that can deeply embed in the all levels of human mind. Advertisers 

use this as a tool for calling action in advertising campaigns. BJP carried out five advertisements with a slogan – 
‘vishwasasa samrakshanthinu vikasanamunnetathinu keralavum modiyodoppam’ (for safeguarding beliefs, accelerating 
development, Kerala is alongside with Modi) with a duration of 38 secs (two advertisements) 60 sec (two advertisement) 
and a 30 second ad. While CPM carried out four advertisements with a slogan- vargeeyatha veezhum, vikasanam 
vazhum- oro vottum LDFnu (fanaticism will fall, development survives- each vote for LDF (Left Democratic Front) 
duration of 30 seconds each. 

In the analysis of the slogan of BJP, it is evident how the contemporary news narrative of Sabarimala issue in 
particular has crept into its campaign. This has to be considered in line with the model code of conduct which clearly 
mentions about not use any form of religious symbol or identification in the election campaign. The BJP campaign has 
deliberately crafted the wordings so that people can relate to the issue without referring what the issue is.  

In comparison with the BJP ads, the CPM had used a tit-for-tat strategy by stating that there is no space for 
fanatics and it’s the development that will prevail by referring to the developmental initiatives undertaken by the LDF 
government. 

 
4.1.2. Persuasion techniques used by BJP and CPM in the political advertisements: 

i. Glittering generality 
 Most advertising slogans use glittering generalities to convey something about the product being advertised. 

Since a slogan must be short and pitchy, using powerful words has an obvious advantage (Shabo, Magedah,2008).  
 BJP carried five advertisements with a slogan-‘vishwasasa samrakshanthinu vikasanamunnetathinu keralavum 

modiyodoppam’ (for safeguarding beliefs, accelerating development, Kerala is alongside with Modi) with a duration of 
38 secs (two advertisements) 60 sec (two advertisement) and a 30 second ad. While CPM carried out four advertisements 
with a slogan- vargeeyatha veezhum, vikasanam vazhum- oro vottum LDFnu (fanaticism will fall, development survives- 
each vote for LDF (Left Democratic Front) duration of 30 seconds each. 

One of the common elements in their slogan is ‘Development’. It is evident that both the parties bring a narrative 
of development which can be a vote of the undecided people or people with neutral opinion. And further the use of 
safeguarding belief and fall of fanaticism is used to consolidate the voter’s sentiments on secularism and beliefs.  

The use of glittering generality is a way of persuasion tool is evident in both political parties’ slogans. This has 
turned to be an emotionally appealing phrase so closely associated with highly valued concepts and beliefs that it carries 
conviction without supporting information or reason. Such highly valued concepts attract general approval and acclaim. 
Their appeal is to emotions such as love of country and home, and desire for peace, freedom, glory, and honor.  

 
ii. Testimonial 

Testimonials take advantage of the fact that there are certain people we tend to trust-even if that trust is based on 
mere recognition rather than true credibility. The propagandist can, therefore, use testimonials to convince us of 
something, regardless of whether there is any logical reason for us to be convinced. Youth plays a major role in testifying 
their interest in politics and leaders who they choose. The BJP ad campaign used youth as the central characters in their 
ad campaigns testifying positivity of the ruling National Democratic Alliance (NDA) and countering the CPM and 
Indian National Congress (INC)- the principal opposition party. The characters in BJP’s fourth advertisement speak on 
the qualities and contribution of NDA government and testify the achievement of Prime Minister Narendra Modi. In the 
first and second campaign the parents of a youth testifies and promises that their votes will not be casted to the party 
that has offended their religious sentiments. In the third and fifth campaign addresses the confusion and chaos that has 
created in the minds of youth where they are dubious whether they can win a Lok Sabha seat in Kerala by a teen testifying 
that it is the youth that should rethink and vote for BJP who can lead country into progress. 

Whereas the CPM campaign focused on all categories of voter base and had characters from all age groups. 
While their first ad campaign focused on a teen that stands in a queue for casting vote. He recalls his classes on reptiles 
where the teacher taking class on the similarities of ‘king cobra’ and ‘russell viper’ based on their venom. The teen 
draws analogy based on this on BJP and INC comparing the latter to Russell viper. He then testifies that his vote is for 
the LDF because he feels both BJP and Congress are on and the same. In the second and third campaign focuses on the 
middle-aged group of people who are primarily the vote bank of CPM testifying that CPM is a party without any stain 
of corruption and looks forward for development.  
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iii.Name calling  
Institute for Propaganda Analysis explains, “Bad names have played a tremendously powerful role in the history 

of the world and in our own individual development. They have ruined reputations, stirred men and women to 
outstanding accomplishments, sent others to prison cells, and made men mad enough to enter battle and slaughter their 
fellow men. They have been and are applied to other people, groups, gangs, tribes, colleges, political parties, 
neighborhoods, and states, sections of the country, nations, and races.” Similar to this the BJP criticizes that they were 
called ‘sanghi’ a word that is commonly used for a RSS (Rashtreeya Swayam Sevak Sangh) and other Sangh Parivar 
sympathizers. 

 
iv. Plain-folk technique 

 By using the plain-folks technique, speakers attempt to convince their audience that they, and their ideas, are “of 
the people.” The device is used by advertisers and politicians alike. All the campaigns of both BJP and CPM deploys 
this technique to convince their audience are of the people. Particularly the issue of ‘Sabarimala’, ‘Development’ and 
‘Secularism’.  
 
v.  Bandwagon 
 Bandwagon is a technique or a psychological theory explaining how individuals choose an opinion or side not in 
accordance with their own beliefs or values, but with what the general crowd believes and values. Because it is the 
propensity of humans to not be an outsider, people tend to follow the majority and the new trends. Basically, bandwagon 
can be explained in one phrase: “Because everyone else is doing it, so should it”. The advertisement campaigns of both 
the political parties heavily banked on bandwagon particularly through the slogans and various characterization.  
 
vi. Transfer 

Transfer is also known as “association” and “false connection,” transfer is closely related to the testimonial 
technique. In this method, the propagandist encourages the transfer of feelings and associations from one idea, symbol, 
or person to another. 

Transfer is a device by which the propagandist carries over the authority, sanction, and prestige of something 
we respect and revere to something he would have us accept. In the Transfer device, symbols are constantly used. The 
ad campaigns of both BJP used symbols like ‘tradition’, ‘belief’ heavily throughout their campaign and CPM has 
predominantly used symbols like ‘corruption’, ‘fanaticism’ in their advertisements. 

 
5. CONCLUSION: 

It is found that political advertisements that were used during the 2019 general elections in Malayalam television 
channels used all the conventional propaganda techniques as a tool for persuasion. The political parties have appealed 
to their audience by using the imageries of contemporary issues which were a strong force in the news narratives of 
Kerala especially, the women entry into Sabarimala shrine, political murders, and defection. Political parties in their 
advertisement campaign used the techniques like – slogans as a persuasive device that could affect all levels of human 
conscious, glittering generalities to sell dreams, testimonials to bring more credibility and acceptance, name calling to 
malign and counter oppositional views, plain folk to emphasize they are with people, bandwagon to follow the ideology 
and transfer to transfer feelings and associations, to mobilize population and to instill and reinforce the their political 
ideologies, falsehood and lies.  
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1. INTRODUCTION: 
The impact of e-governance practices has increased the excellence of good governance. E-Governance became 

a vital tool to enhance the standard of government services to the people. It has been creating more transparency in 
services. It reduces the corruption and cost for people as well. It drives government services more accessible (Gupta R, 
2019). 

The strong political power and social acceptability of e-governance are the essential elements of the 
development. The term e-government was developed in the late 1990s. E-governance is known as electronic governance. 
It explains the utilization of Information and Communication Technology (ICTs) to allow citizens and organizations 
with more appealing government services and information. 

“The word e-governance defines as the implementation of information and communication technologies to alter 
the efficiency, effectiveness, transparency, and accountability of informational & transactional exchanges within 
government, between govt. & govt. agencies of National, State, Municipal & Local levels, citizen & businesses, and to 
empower citizens through access & use of information” (Dwivedi & Bharti,2010). 

E-government is a global phenomenon that comes about within developed and developing countries (Misra, 
2009). E-governance is otherwise called SMART governance, which implies Simple, Moral, Accountable, Responsible, 
and Transparent Governance (Barthwal P C, 2003). The citizen, providers, and Government are joined together with 
the help of technology and provide good services to the citizens on a real-time basis and to call it the service triangle 

Ministry of Information Technology plays a vital role to ease e-governance by ‘reinforcing knowledge-based 
enterprises, encouraging coordination among users, adopting procedures based on international standards, promoting 
the internet, and introducing it education’ which provides the users a higher level of satisfaction (Alshehri & Drew S, 
2010). 

National e-Governance Projects (NeGP) create all Government services accessible to the  citizens in their zone, 
through ordinary service delivery vents and certify efficiency, transparency & reliability of common services at 
reasonable costs to comprehend the basic requirements of the citizens 

1.1 Significance of E-governance 
The E-Governance will save the time of people, less labor is enough and also cost-effective. It delivers a smart 

service to the people in India.  
 Minimize the corruption   
 Keep away from long queues 

Abstract: E-Governance is in the core, the application of Information and Communications Technology (ICT) in 
government services to expand and improve the efficiency of communication and operations between citizens. The 
use of ICT tries to simplify the tasks of government services and applications and also to create ‘Simple, Moral, 
Accountable, Responsive and transparent’ (SMART) governance. By 2020, The Government of India has an aim 
to achieve a breakthrough in the citizen-government interaction at entire levels by electronic mode (E-governance). 
The research paper attempt to identify the e-governance and ICT-enabled rural development schemes and also 
makes an effort to identify the problems and challenges of e-services in rural areas of Gujarat. This research is 
based on secondary data. Numerous online sources are databases like Google Scholar, Internet search engine 
Google, and websites, academia, and several government official sites like National Informatics Center (NIC), 
Gujarat Informatics Ltd, India.gov.in, e-governance portal, and official Gujarat State portal are used for the study. 
  
Keywords: e-governance, ICT, Gujarat, Rural development.  
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 Expands the distribution and efficiency of government services 
 Improved government communications with business and industry 
 People empowerment through access to information 
 More efficient services of government 
 Increased transparency in administration 
 More convenient to citizens and businesses 
 Cost reductions  
 Revenue growth 
 Increased legitimacy of government 
 Reduces paperwork  
 Improved planning and coordination between different levels of government 
 Improved relations between the public authorities and citizens 
 Re-structuring of administrative processes 

 

1.2 Different Implications of e-Governance 
1.2.1 E-Administration: it is also known as electronic administration. With the help of ICTs in the state; the   
administration process was done through an electronic process rather than the traditional paper system. 
1.2.2 E-Services: here the government services bring the state nearer to the citizens through online services. 
1.2.3 E-Governance: with the help of information technology to improve the facility of the government to 
address the requirements of society. It comprises the publishing of policy and program-related information. 
1.2.4 E-Democracy: with the use of information technology to improve the societal participation of   
government. 

  
 1.3 Some of the Factors and sub- Factors drives e-governance 
 
Political Factor Social Factor Technological Factor Organizational Factor 
 

 Top 
commitment 

 Regulation and 
policy 

 Availability of 
fund 

 Governance 

 
 Business Process 

Re-engineering 
 Change management 
 Trust 

 
 ICT 
 Information 

security and privacy 

 
 Human capital 
 Ownership and 

management 
 localization 

Table 1: Factor drives to e-governance 
 
Under political factors there are mainly four sub-factors are identified. Top commitment explained about the 

commitment from the Government’s top administrations. Public offices are governed by regulations and policies. E-
Governance projects require substantial revenue. Governance provides for a favorable environment, so it allows the 
participants in all aspects of the economy. It helps the citizens to easily change, learn, and adapt. 

Social factors discussing three main subfactors. Business Process Re-engineering enables the critical analysis 
and systematic redesign of processes to enhance effectiveness. Change management involves service delivery for 
addressing an issue like resistance to change, internal conflicts, and bureaucratic structures. Trust is a set of 
expectations shared by all those in an exchange. 

Technological factors imply ICT and Information security and privacy. ICT development facilitates the services 
to citizens and the increase in internet-based security and privacy contravention. 
Organizational factors refer to three sub-factors. Human capital relates to the availability of skilled employees for good 
services. The ICT-related invention in government projects should be seen as an on-going social process and it negotiates 
relationships. Localization is a significant aspect to regulate the adoption and utilization of e-Governance. 

Good governance is the sum of policies, roles, responsibilities, and processes that will properly guide, direct 
and control how the administrations apply technologies to full fill the goals (Singh & Koradia, 2013). 

By the excellence of e-governance, rural people simply access government services (Choudhury and Ghosh, 
2015). E-governance is just the beginning of rural development. Nowadays the e-governance is transformed into m-
governance (mobile governance) which creates more easiness among rural people. Implementing e-governance schemes 
aims to improve service delivery, increase the interaction of people to government, accountability, transparency, and 
improvement in G2G functionality.  
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Figure 1: Factor identified in e-Governance – block year wise 

 
E-Government offers a set of frameworks and direction in the execution of government policies in the 

following:  
 Government sectors (G2G) 
 Government and Business (G2B)  
 Government and Citizen (G2C) 

 Rural development means improving the quality of the life of people and increase the living standard of people 
(Moseley, Malcolm J, 2003). E-governance and ICT enabled rural development will create a change in the entire 
development of the country. Gujarat Government also implements e-Governance in their administration to improve the 
Accountability, Transparency & Effectiveness in Government services. Gujarat has been one of the constantly 
innovating states in India. The ultimate aim of the State government is to develop rural areas by economic development 
and empowering people. Through a solid structure of devices and network applications and also the effective 
implementation of policies, Gujarat has developed as one of the greatest e-ready states in the country. Gujarat is the 
number one State in the execution of e-governance policies & projects in our country. This paper tries to identify the e-
governance and ICT enabled rural development schemes and also attempts to identify the problems and challenges of 
e-services in rural areas of Gujarat. 

 
2. REVIEW OF LITERATURE : 

According to the World Bank collection of development indicators 2019, the rural population in India is 65.53%. 
Because of that, the government of India concentrating more on the rural areas for development. The government of 
India has made some significant methods like the Digital India campaign, 2015. The main objective of this project is to 
reduce the digital divide and ICT implementations in various sectors.  

 
Figure 2: Urban and rural population in India 

 
People in the rural area get more education about the operations of ICT to drive a technological revolution. It 

helps them to explore the digital world. By BCG Analysis, 2015 the percentage of internet users in rural areas will 
increase from 29% in 2013 to 40-50% in 2018 (Bhatia & Kira, 2018) 
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By the implementation of ICT in e-governance to reduce the difficulties of people interacting with the 
government can be done 24/7 without any complications. The main pillars of e-Governance are People, Process, 
Technology, Resources, and other pillars are connectivity, knowledge, data content, and capital. The main aim of e-
Governance is to deliver safety with internet attacks and provide protection. Rural development schemes provide 
opportunities, information, and easy access to citizens. One of the major highlights is many of these rural development 
schemes have been successful (Kumar K, 2017). 

In the present scenario, the urban and semi-urban areas are set apart with media accessibility and help to change 
the life style of people. In rural areas, the new ICT projects are just a beginning and it has been giving hope for 
development and completely eradicate the digital divide from the country. (Srivastava S, 2017). 

Different states have different percentage rates in the influence of e-governance services on several sectors like 
agriculture, health, education, etc. (Venaik A, Sinha S & et.al, 2019). A lot of projects were implemented in rural areas 
to access the services of the government. But most of the time the illiterate citizens were misguided by the intermediate 
agents and still, there are not aware of the actual schemes. The non- availability of good infrastructure and network-
based computer system creates lots of troubles among them. (Sharma A, Gupta N &et.al, 2018).  

ICT enabled E-governance has helped a lot to the citizens and government. Due to the availability of these 
technologies in the present generation getting services of several departments from the single-window centers’ 
professionally (Gupta A, Gautham S.S, 2018). 

2.1 Rural e-governance initiatives in India 

 
                                                                     Figure 3: e-governance initiative 

2.1.1 Computerized rural information system project (CRISP): CRISP functions under the Ministry of Rural 
Development to monitor Computer Based Information System (CBIS). Citizens can get detailed information on the 
project's background, scope, and current activities. Information on upcoming projects is also accessible. Users can also 
leave comments for CRISP. 

2.1.2 National e-Governance Plan (NeGP) was launched with the following vision: “Make all Public Services 
accessible to the common man in his locality, through common service delivery outlets and ensure efficiency, 
transparency, and reliability of such services at affordable costs to realize the basic needs of the common man”.  The 
service is mainly designed for rural areas and brings easy accessibility of the services provided by NeGP State Wide 
Area Network (SWAN) and Common Service Centre (CSC) was developed to takes a complete view of e-Governance 
initiatives in India. The ultimate objective is to provide public services closer to citizens. 

2.1.3 National Informatics Centre (NIC): NIC is a part of the Indian Ministry of Communications and 
Information Technology's Department of Electronics & Information Technology developed in 1976. It is a website 
designed for e-governance initiatives taken by the government from a single space. This includes blocks, districts, state 
government, and central government. The NIC provides the infrastructure to help support the distribution of government 
IT services and the delivery of some of the initiatives of Digital India  

2.2 Rural e-governance projects  
 

 
Figure 4: e-governance projects in rural area 
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e-choupal e-Choupal is an inventiveness of ITC Limited, to directly connected with farmers in rural areas 

through the Internet for obtaining of agricultural and aquaculture products. 
Akashganga With the influence of ICT to enhance rural milk producers by combining all operations of the 

cooperative society from milk obtaining to accounting. 
Gyandoot It is a scheme under the Madhya Pradesh government. It is a community-owned information booth 

established in the poverty-stricken, tribal-dominated rural areas of the state. 
TKK Tata Kisan Kendra (TKK) is an initiative by Tata Chemicals Limited (part of the Tata group) is helps 

to develop a genuine partnership with the farmer and this scheme provides the farmer with a package 
of balanced primary nutrients; plant protection chemicals; water; seeds; post-harvest services. 

Lok Mitra This is the scheme developed by the National Informatics Centre (NIC) in Himachal Pradesh and it 
helps to provide easy access to remote places to compensation complaints. 

Kissan call 
center 

It was launched by the Department of Agriculture & Cooperation, Ministry of Agriculture in 2002.  It 
helps the farmers to solve their problems and doubts related to agriculture in the local language.  

Bhoomi  It is a Karnataka State Government project and it is also a self-sustainable e-governance scheme for 
computerized distribution of 20 million rural land records to 6.7 million farmers 

KHAJANE G2G e-Governance initiative of the Karnataka State Government. 
It has been implemented to eradicate systemic deficiencies in the manual treasury system and for the 
management of state finances. 
 

e-Seva To offer G2C and ‘e-Business to Citizen’ services. All the services are distributed online to citizens 
by linking them to particular government departments and providing online information. 
 

e-court Launched by the Department of Justice, Ministry of Law and Justice. 
The Mission Mode Project (MMP). The main objective is to applying technology for improved 
provisioning of legal services to citizens. 
 

e-district Developed by the Department of Information Technology. The MMP aims at the transfer of high 
volume, citizen-centric services at the District level. 
 

MCA21 Under the Ministry of Corporate Affairs. It aims to provide e-services to the Companies registered 
under the Companies Act. 
 

e-office Developed by the Department of Administrative Reforms & Public Grievances. It aims to “Less Paper 
Office". 
 

N-LOGUE 
 

N-Logue communications Pvt. Ltd., is providing telecom and internet services to small towns and 
rural areas in the country. 

Table 2: schemes under e-governance 
3. METHODOLOGY : 

This research paper is grounded on secondary data. Numerous online sources are databases like Google Scholar, 
Internet search engine Google, and websites, academia, and several government official sites like National Informatics 
Center (NIC), Gujarat Informatics Ltd, India.gov.in, e-governance portal, and official Gujarat State portal are used for 
the study. 

 
4.  ANALYSIS: 

Gujarat government implemented a lot of e-governance programs to develop the rural sectors.  The State 
government tried to eradicate the gap between urban and rural areas through e-connective techniques. The state of 
Gujarat used ICT in various sectors to make the activities speedy and transparent. The milestone of e-governance is the 
implementation of State-Wide Network (GSWAN), Satellite Communication (SATCOM), and Gujarat State Data 
Centre (GSDC). Several initiatives such as the i-Kisan portal and soil health cards are the main initiated in the 
agricultural sector and also ‘e-Gram Vishwagram’ project aims at facilitating internet connections in Gujarat villages. 
Rather than this lot of other projects are implemented in this state. V like: Apno Taluka Vibrant Taluka (ATVT), 
Distribution System (TPDS), e-Dhara, e-GujCop, e-Jameen, e-Nagar, e-Procurement, Online Job Application System 
(OJAS), etc. e-Gram initiative most successful e-Governance actions in Gujarat. The e-Gram project has permitted 
computerized record keeping of accounts and maintenance of catalog of taxes at the village level.  
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SWAGAT means State Wide Attention on Grievances by Application of Technology.  The word meaning of 
SWAGAT is 'welcome'. The main aim of this scheme is to seeking satisfactory solutions for all the complaints of the 
citizen. The main goal for SWAGAT was “to develop the proficiency and aid officials in handling public grievances in 
the state and to afford an effective e-government request that with high-bandwidth”.  
4.1. Health  

       
Figure 5: e-governance projects in health, Gujarat 

 
4.1.2) Gujarat Hospital Management Information System (GHMIS): GHMIS is a healthcare solution to offer better 
care to the patients. The main aim of this project is to conserve the electronic Health records of Patients. The other 
objectives of GHMIS are to Update the procedures and improve efficiency in government hospitals, Progress patient 
care, proper administration, and control, etc. 
4.1.3) Ability Gujarat 
  ‘Ability Gujarat’, it is an ICT based innovation to identify Persons with Disability (PwDs) and commence 
issuance of “disability certificates” to the individuals. 
4.1.3.1. Features of Ability Gujarat: 

• Computer-based Disability Certificate with Identity Card. 
• Will provide services for the disabled person. 
• Online analytical reports to PwDs can be engendered 

4.1.4) Drug Logistics Information & Management System: DLIMS switches procurement, storage, and distribution 
of medicines, drugs, injectable, surgical goods, and medical equipment. It accelerates the operational competence of the 
healthcare services provided at PHC and Sub-Centre level.  The basic aim is to uphold the database of drug stocks and 
medical equipment. 
4.1.5) e-Aushadhi: it is a supply chain management application that deals with Purchase; Inventory  
Management & Distribution of various drugs. Benefits and main objectives of ‘e-Aushadhi' are to implement  
a transparent system required for the hospitals at a reasonable price, to ensure adequate savings in the drug  
budget, Monitoring the budget through the passbook system, to improve the infrastructure of the existing drug  
warehouse, etc. 
4.1.6) E-Olakh is also an ICT initiative that is developed for recording birth registration, death registration,  
and Issuing birth & death certificates. 
4.1.7) Mukhya Mantri Amrutam (MA): The scheme determines to progress the accessibility of BPL  
families to quality medical and surgical services  
 4.1.8)  E-Mamta (MCTS): For tracking and maintaining a database of each pregnant woman and children by  
name-based registration. 
4.1.9) School Health Program:  The main purpose is the maintenance of health records of children and  
adolescents.  
4.1.10) Blood Bank Management System (BBMS):  The main determination is to check the stock  
availability of blood in blood banks from corner to corner of the state. It delivers details of all blood banks in  
state with the availability of stocks, ongoing camps, and details of donors. 
4.1.11) Beti Vadhaao: A Complete web portal having an integrated facility for data analysis, which will help  
to trace wrongdoers, thus the strict implementation of the act is certified.  
 4.1.12) GPS based MHU / MMU Tracking System:  This system is for tracking and watching vehicles  
which provide health services to unreached areas. It tracks the Vehicles provided to Health care providers.  
4.1.13) Sickle cell Anemia Control Program: The program helps in early diagnosis – New Born Screening  
(NBS), treatment, and counseling of Sickle Disease patients including anticipation by marriage counseling  
and prenatal diagnosis. 
4.1.12) GIS:  The main purpose is to maintain records of Health Indicators.  
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4.2. Education  
4.2.1) DISE: DISE is a system collects and computerizes detailed data on school location, management, teachers, school 
buildings and equipment, environment by gender and age, incentives, and the number of disabled children in various 
grades. It also provides for users to check quarries and statistical analysis and collection of data at Cluster, Block, and 
District level.   
4.2.2) GKS: Gujarat Knowledge Society (GKS) is an organization under Education. By using ICT in Technical 
Education helps to communicate knowledge of emerging trends and experience of Technical Education through GKS.  
4.2.3) COGENT: Online Fees Portal. This portal provides online payment of college fees. 
4.3. Agriculture  
4.3.1) ‘Soil Health Card (SHC) Scheme that provides information about soils and the kind of crops to be grown in 
various regions, A SHC is a printed report to inform each farmer to make aware of soil nutrient status of their land and 
give directions to them on the dosage of fertilizers  
4.3.2) e-Krishi Kiran Programme (Soil Health Card) of ITC, AAU has won the Special Mention Award for "Best 
Government to Citizens (G2C) Initiative of the Year" at the Maharashtra Awards 2013, Mumbai. 
4.3.3) XGN: XGN has been developed by NIC-Gujarat State Centre for the Gujarat Pollution Control Board, facilitating 
the users in the day today. 
4.3.4) FMIS: The Forest Management Information System (FMIS) is foreseen as an integrated system that will be used 
to support the planning, implementation, and monitoring of multi-objective forest management activities. 
4.4 Challenges to E-Governance in Rural areas of Gujarat 

  Many challenges can come in the way of ICT based service delivery. 

 
Figure 6: challenges in e-governance  

In a country like India, the lack of good infrastructure is one of the major challenges for the application of e-
governance. The people in rural areas are economically feeble. By accessing internet facilities are very difficult for them 
because of the financial and economic imbalance. Technological illiteracy is the other challenge faced by the rural 
people in the state. Awareness about electronic-governance. Unaware of the operations of internet services, illiteracy 
was the factor of his consciousness of them. Most of the ICT-based E-governance application is followed by the local 
language but still, some of the services are continued by the English language. So it is difficult for them to clutch the 
details. The people have no proper consciousness about the methods tangled in the effective G2G, G2C, G2B, and G2E 
projects.  

Rather than these issues lack high-speed internet, electricity, and different ways of communication will disturb 
the operations of the Electronic-governance projects. The issue of Privacy and authentications make some trouble in the 
implementations.  

Interoperability is a serious issue of e-governance. It means the problems facing while processing data between 
the departments and ministries. The chance of hacking the data may be a big issue. Maintainability is one of the other 
issues. Insufficient infrastructure in rural areas creates a lot of problems.   

 
5. CONCLUSION: 

The usage of the internet and internet services is growing fast in our nation. The government of India makes a 
lot of effort in the new implementations for development. Gujarat government provides a lot of services and spending 
money to ease the activities of rural citizens through e-governance. More than 250 websites are available which provide 

http://shc.aau.in/
http://emaharashtra.eletsonline.com/2013/
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information on several phases of governance in Gujarat. ICT enabled rural development and schemes are partially 
successful because of challenges.  The State Government must take some action plans to make the individuals to aware 
of the e-Governance activities. The proper participation of citizens can play a dynamic role in the full success of e-
Governance and the development of rural areas.   

E-governance can encourage "Good Governance". It provides effective, feasible, and realistic governmental 
services to the citizens and it can reduce corruption as well. 
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1. INTRODUCTION : 
In the contemporary world internet is playing an important role in all different types of businesses.  It has 

facilitated the development of business. The world is becoming techno savvy.  The use of online market not only in 
urban areas of the nation but also the spread is over to the rural areas.  Advanced Technologies and different type of 
applications used in computers and mobiles are encouraging the new buyers to shop online.  Past few years it has been 
seen that there are different e commerce companies, which have come up with different type of marketing strategies just 
to attract large number of buyers.  Various types of marketers, which are, involved in such type of businesses Amazon, 
Flipkart, Snapdeal, Jabong, Paytm, Myntra, etc. Amazon and Flipkart have emerged as the most important online firms 
selling the products at a cheaper rate to the customers. However, in the recent days it has been found that then has been 
increasing competition among the firms.  This competition has left the firms to build in different strategies to pull in the 
customers.  The purpose of the present research is to analyze the changing trend of online shopping customers in Mumbai 
suburbs.  The study is relevant for the online firms to increase their marketing strategies technically. 

 
1.1. Objective of the study 

With the aim of analyzing the current trend online shopping in Mumbai suburbs, the main objective of the study 
is to check with the present status of online shopping by evaluating the type of  online shopping,  marketing strategies 
adopted by online companies and demographic details  of the online customers.  At the same time, the paper also 
evaluates what are the features used by the customers very frequently when they shop online.  This will enable the 
researcher to conclude about the recent trends in online shopping. 

 
1.2. Scope of the study 

This study is confined only to Indian online users particularly Mumbai suburbs. This study has been conducted 
to analyze the changing trends in online shopping in Mumbai suburbs. Total 200 respondents in the age group of 20 to 
50 years are taken into consideration. These respondents are using online channels to make their purchases.  

 
 

Abstract: In the fast growing world, consumers are ready for upgraded and modern technology to make their 
purchases. Many of the consumers in different age groups are finding their ways to make their purchase online 
through various platforms available. It is seen that there are some of the driving factors, which are trending in the 
online marketers. These factors influence the growth of online shopping and deliver a good profit to the marketers 
as well as to the consumers.  The introduction of Artificial Intelligence (AI) strategies have added to the trend on 
online shopping. Other trending factors, attracting online consumers are voice search engines, personalized 
services, Chabot’s, difference modes of payment, subscriptions and discounts and many more. The present paper 
is the study to gain insight on the trending pattern of online shopping and their advantages to the marketers and 
the consumers. For the study a sample of 200 consumers from different backgrounds are taken into consideration. 
Random sampling is adopted for the study design and the data is collected through the Google form. The results 
of the study indicate that the modern AI techniques and Machine Intelligence is gathering huge potential in the 
online business.  
 
Key words: Artificial Intelligence, Chabot, Online shopping, Voice search engines.  
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2. LITERATURE REVIEW: 
 2.1. Consumer is highly influenced by the advertising, price of the product, other promotional activities. Kumar & 
Chawla (2017) states in their research paper that the buying pattern of the online used, income or pocket money 
available, and other factors such as the brand and other people’s recommendation concerning the product. 

  2.2. Saini (2017) in her paper talks about the vast literature available on digital marketing. She talks how social 
media plays an important role to promote the growth of digital marketing. Paper talks about the patterns and trends 
related to social media as a tool of marketing over the past few years. This paper represents an exploratory effort into 
direction and analyses existing social media marketing practices and tools, their benefits and concerns associated with 
this type of marketing channel. 

  2.3. R. Rajendra & S. Asok (2017) in their paper talks about the reasons for failure of online shopping companies 
and the turnaround strategies used by them. Inspite of spending huge amount of money for promotions and providing 
heavy discounts to its consumers, they are not able to perform well. Invariably, all of the companies are encountering 
same issues of profitability and they became clueless in the part of turnaround their operations. They have tried to 
analyze the complications in the online shopping and provide suggestions for the companies to use appropriate 
turnaround strategies to convert their operations to profitable one. 

 2.4. Padhi, Dushmanta (2017) describes about the beginning of major directional change of consumer behaviour, 
from physical stores to virtual stores in the retailing industry. In India, Internet is still considered a new medium to link 
consumers with retails, and paper says that Indians are still attached to the traditional brick and mortar stores; they 
consider online shopping as a risky alternative. In this study, author has attempted to find out the factors leading to 
perceived risk with online shopping. Reliability co-efficient for the scale containing 18 variables was satisfactory and 
factor analysis generated six major factors, product risk, financial performance risk, psychological risk, time risk, 
delivery capability risk and website performance risk. 

 2.5. Bishnoi, Sunita & Mittal, Archana (2017) said that retail market scenario has totally changed since the advent 
of online shopping. However, it is a very recent phenomenon in the field of e-commerce but due tremendous advantages, 
it has gained popularity over the world wide from traditional method of shopping. It is believed to be the future of 
shopping in the world. 

 2.6. Chauhan, Gauri and Jain, Ruchi (2017) talks about the impact of demonetization on the online transactions. 
There has been a great turbulence in the Indian economy with the announcement of demonetization of Rs. 500 and Rs. 
1000 notes. Demonetization is a term used when there is act of stripping a currency unit of its status as legal tender. This 
move had been taken in order to eliminate the use of black money and fake notes by reducing the amount of cash 
available in the economy. 

 2.7. D. Jigyasha and Kaur Japneet (2017) talks about the consumer preference towards online shopping and 
traditional shopping. This era of business is marked with the high degree of dynamism. Due to technological 
advancement, shopping at the click of mouse is gaining popularity in not only today’s generation but also all age groups 
of the population. Online shopping has given the consumers the choice to buy anything, anywhere and any product, 
regardless of its location. It has come up as a boon for all types of consumers and it has something to offer for everyone. 
It gives edge to the customers over traditional shopping because of advantages like time saving, low price, convenience, 
all time shopping accessibility, broad availability of products but involves the risk of personal privacy and transactional 
security. 

 2.8. Singh, Ranbir (2017) this paper examines the functioning and performance of websites of the healthcare 
industry. Websites of Medical tourism facilitators, hospitals and government organizations have become effective 
marketing tools in healthcare industry. Therefore, it is necessary to analyze the websites’ contents, designing and 
periodical up gradations for maintenance of reliability and credibility to improve their performance. 

 2.9. Samson, M. Regina (2011) The Internet and web technologies had a great impact on the way companies run 
their businesses, especially when it comes to a complex business networks such as supply chains. The set of advanced 
web technologies called web 2.0 produced a lot of hype, but we have not seen concrete & tangible business effects and 
value creation of these technologies such as RSS and ATOM feeds, web services, Javascript and AJAX, web scripting, 
Mashups, programming frameworks and wikis. 

 2.10. Leake, William. And Vaccarello, Lauren. (2012) Search engine optimization uses words and data to propel 
sites to the top of search results. Some marketers love stringing words together and those who dread writings. There are 
also two types of marketers who work with data: those who love numbers and those who claim that numbers make their 
brains hurt. Creative types who invest in the emotional punch of a cool design or a resonant slogan may be prone to 
hate. SEO serves up the right results for the right person; it applies data to word choice, at the right time & in the right 
format. 

 
3. METHODOLOGY : 

Data collection 
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 Primary Data 
  In order to fulfill the objectives set out, a sample study was undertaken using a well – framed questionnaire, 
which was duly filled in by the respondents. Respondents of varying nature were selected based on the important aspects 
such as their Age, Educational qualification, Occupation and so forth. A structured questionnaire was pretested and 
suitable modifications will be carried out later. Discussion and Informal Interviews were carried out. 

 Secondary Data  

The primary data was supplemented by enough secondary source data. The secondary data pertaining to the 
study was gathered from books, journals, internet, and by utilizing the well –equipped libraries at different places. It 
was utilized to get the necessary and the latest information required for the study. Further, the secondary data was 
collected from leading journals, the internet and the encyclopedia etc. A number of standard textbooks were referred to 
obtain the pertinent literature on the topic.   
 
4. ANALYSIS:   

4.1. Online marketing and changing trend 
4.1.1. Definition of E-Commerce 

Electronic commerce or e-commerce refers to a wide range of online business activities for product and 
services.  It also pertains to “Any form of business transaction in which the parties interact electronically rather than by 
physical contact.”  

E-commerce is usually associated with buying and selling over the internet, or conducting any transaction 
involving the transfer of ownership or rights to use goods or services through a computer- mediated network.  

E-commerce is the use of electronic communications and digital information processing technology in business 
transactions to create, transform, and redefine relationships for value creation between or among organizations, and 
between organizations and individuals. 

4.1.2. Digital Marketing 
According to the Digital Marketing Institute, Digital Marketing is the use of digital channels to promote products 

and services to consumers and businesses. 
Digital marketing includes SEO (Search engine Optimization), content marketing, Search engine marketing, 

email marketing, content automation, campaign marketing, e- commerce marketing, social media marketing, social 
media optimization, display advertising, e-books option disks , games and any other form of digital media, it also extends 
to non-Internet forms of digital sources as SMS or MMS in phones. 

The companies undertaking digital marketing focus on a customer centric approach towards its customers. The 
customer centric approach focuses on enriching customer value by reducing the efforts put by the customers. Their 
efforts to make purchase are reduced as they get their products delivered at their doorsteps. Digital marketing helps to 
create a cordial relationship between dealers and the buyers. The online traders such as Flipkart, Amazon, and Snap deal 
and so on with the help of their warehouses supply goods from the dealers to the buyers. 

4.1.3. Types of Digital Customers 
A research study was conducted by Digital Think tank GroupM Next, in which the company examined more 

than 168000 purchases of consumer electronics, why and where the buyers prefer going online. The research discovered 
some patterns in the data. They succeeded in dividing the online buyers into six different groups. These groups behaved 
in different ways and relied on some channels more than others rely and took distinct steps before making their purchase 
decision. 

 4.1.3.1. Around one-third (29 percent) of online buyers fell in the group, “Basic Digital Consumers.”  This 
group has no problem in making their purchases online. They use search, retail and brand sites. They act similar to the 
way the consumers did back in the “good old days.” 

 4.1.3.2 The second group is called “Retail Scouts” and its percentage falls to 22 percent of buyers. This group 
takes faster purchase decisions (Averaging only three steps per purchase). They prefer search and retail sites such as 
Amazon and Walmart to brand sites, and are more comfortable using mobile and tablet devices, even when they are 
inside their homes. They are the most receptive group to digital coupons.  

 4.1.3.3. The next group, “Brand Scouts”, is similar to the previous group; these constitute to 20 percent and 
make quick decisions as well and also place great reliance on paid search but prefer specific brand sites to retail sites 
and therefore are more loyal. Their decisions are less likely to be dependent on price and are more dependent on features 
and benefits such as free shipping and money-back guarantees.  

 4.1.3.4 The fourth Category that constitutes to 16 percent of the consumers in the study is the “Digitally Driven 
Segment.” They give lot of importance to convenience and will avoid going to a store. They are also more receptive to 
advertising. Buyers in this group are 30 percent more likely to find advertisements valuable than other groups, especially 
paid search ads.  
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 4.1.3.5 The fifth group, “Calculated Shoppers,” takes a long time to make their purchase (14 steps on an 
average). They will calmly go through all the options available to get the best deal. Buyers in this group are likely to be 
“show roomers” and will make the use of their mobiles to make price comparisons when they are close to making a 
purchase. This group is likely to use search and are responsive to advertising that offers discounts and specials. 

 4.1.3.6 The Final Group covered in the GroupM Next study was “Eternal Shoppers.” This group includes only 
2 percent of the purchasers, but they stand out in the extremely long path to purchase (35 steps). They will make a 
thorough research on every online platform before making a purchase but they typically prefer paid search to navigate 
between them. 

4.1.4. Factors responsible for changing trend in the sector of E-Commerce 
E-commerce has become a very important tool in the present day world. It has become mandate to be able to go 

hand in hand with the present technology, for doing so one has to join the e-commerce to compete with the rest of the 
world. Owners have to be constantly ready to cope up with the technological advancements and adopt them 
consequently. let us discuss some of the importance of e-commerce: 

4.1.4.1. Customer Convenience 
It provides utmost convenience to the customers as they can get a variety of choices without moving out of their 

comfort zones, just at a click of button. They can also make comparisons of the same products from different online 
sellers and purchase the product at the most convenient prices. 

4.1.4.2 Service available for 24X7 
This is the other biggest advantage of shopping from e-commerce companies, they have the benefit to purchase 

the goods at their own convenience, i.e. at any hour of the day and their order will be booked and later delivered at their 
doorstep. 

4.1.4.3 Connect the globe 
The e-commerce websites provides services all around the globe. Therefore, they have the chance to reach and 

connect with the globe. This also results to higher turnover and success to their company. 
4.1.4.4 Catch Customers on Social Media 
Today due to the popularity of social media sites, the e-commerce companies have the scope to reach to the 

bigger audience to sell their products. This has also given rise to additional means of advertising apart from Radio, 
Television, Newspapers and Magazines. 

4.1.4.5 Attract New Customers with Search Engine Visibility 
It is believed that physical retail is run by branding and relationships, and online retail is driving by traffic that 

comes from search engines. Though it is not very popular among the customers to follow a link they come across in the 
search engine results and reach an e-commerce website that they must never have heard of. 

4.1.4.6 Offer Product Datasheets 
E-commerce companies provide description and details of its products from an online product catalog. It has 

become convenient for the customers to get information about the product at any time of the day. Through this 
information, the customers and prospects can make a purchase decision of the products of the company. 

4.1.4.7 Comprise Warranty Information 
E-commerce companies give information related to the warranty involved in some products within the e-

commerce shopping cart. They also make sure that customers are aware of important terms and conditions that are 
associated with the purchase of their products. 

4.1.4.8 Decreasing cost of inventory Management 
Because of e-commerce companies, the sellers can decrease the cost of managing their inventory of goods that 

they can automate the inventory management using the web-based management system. This helps them to save on their 
operational costs. 

4.1.4.9 Keep Eye on Consumers’ Buying Habit 
The e-commerce companies can easily keep an eye on the customers’ buying habits and interests to cater towards 

their requirements. By fulfilling their needs constantly, companies can improve their ongoing relationship with the 
customers and build a long-lasting relationship with them. 

4.1.4.10 Competence 
E-commerce companies can effectively and competently conduct their business, as their setting-up cost is very 

low as compared to expanding their businesses with huge number of brick and mortar locations. Limited number of 
licenses and permits are required to start-up an online store than a physical store. A lot of finance can be saved by using 
less number of employees to perform operations such as billing customers, Managing inventory and more. 

4.1.4.11 Allow Happy Customers to Sell your Products 
Feedback plays an important role by way of comments and reviews by the previous customers to improve the 

sales of the e-commerce companies. This option cannot be available in physical stores; therefore, this option available 
with the online sellers is an additional advantage to them. It is important to disclose the customer’s testimonials, reviews 
and product ratings as such things will help the customers to purchase the company’s products. 
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4.1.4.12 Economical 
Unlike the physical stores, e-commerce companies need not to invest their money in store, insurance or 

infrastructure as all they need is an idea, unique products and a very well designed website to reach their precious 
customers to sell their products and services. This aspect makes the e-commerce a lot more economical and reasonable 
choice for business. 

4.1.4.13 Boost Brand Awareness: 
E-commerce companies can boost their brand awareness in the market. Developing pages that can be indexed 

by search engine crawlers is one of the best ways to enhance their website’s search engine optimization and enhance the 
target audience in the site. 

4.1.5. Types of E-commerce 

E-commerce refers to buying and selling with the help of the web. However, to be more specific, e-commerce 
has been divided into six major types. They are as follows: 

 Business - to - Business (B2B) 
 Business- to- Consumer (B2C) 
 Consumer- to- Consumer (C2C) 
 Consumer- to- Business (C2B) 
 Business- to- Administration (B2A) 
 Consumer- to- Administration (C2A) 

4.1.6. Trends in Growth of E-commerce 

E-commerce sales worldwide will continue to grow in 2017, rising 23% to reach US$2.3tn. According to 
marketer’s estimates, e-commerce sales will account to one-tenth of total retail sales worldwide in 2017. China and the 
US will amount to US$1.6tn in e-commerce sales in 2017, representing almost 70% of global e-commerce. While e-
commerce in the US will grow by 15% in 2017, the Asia-Pacific region will have a 30 % growth rate in 2017, becoming 
a clear leader in global e-commerce development. This e-commerce growth in Asia Pacific is particularly driven by very 
high mobile commerce sales. 

Double-digit growth will continue until 2021, according to marketer’s forecast. Mobile is a key driver of e-
commerce growth in North America. In 2017, M-commerce will account for 34% of e-commerce sales in the US, ahead 
of Canada’s share of 29%. Consumers increasingly feel comfortable using a mobile device to shop; during Amazon’s 
Prime Day in 2016, mobile app orders more than doubled compared to 2015. 

Western Europe will record the slowest e-commerce sales growth rate of any region over the forecast period. 
Sales will increase by 12% to reach US$337bn in 2017. the share of total sales generated via e-commerce in 2017 will 
be the same for western Europe as in North America at 9%. By 2021, e-commerce will represent 11% of retail sales in 
Western Europe. 

The UK is a clear e-commerce leader in Europe, with predicted sales of US$110bn in 2017. E-commerce sales 
are predicted to grow at a faster rate in the UK (15%) than in other Western European countries in the 2017-2021 periods. 

Very slow growth in e-commerce is predicted for the Middle East and Africa, online shopping will represent 
just 2% of total sales in the region in 2017 and this figure will not increase significantly up to 2021. Thus far, e-commerce 
activity has been hampered for socio-economic reasons and by consumer concerns about data security, a preference for 
paying cash and unreliable shipping. Amazon’s acquisition of Souq.com, the region’s largest e-commerce platform, may 
spur e-commerce growth in the Middle East. 

In India, 72% of retail e-commerce sales will come via mobile devices in 2017, second to China. M-commerce 
sales in India will total US$16bn in 2017, an increase of 61% on the previous year.  

E-commerce has changed the outlook of traditional marketing, which was restricted to a limited audience. The 
definition of Marketing with context to traditional marketing was very restricted; the scope was very small, as compared 
to the Market, after the introduction of E-commerce.  

E-commerce plays a very fundamental role in today’s Modern era, where the audience is huge and not confined 
to a limited area, unlike the era of traditional marketing. 

4.2. Research findings 

Table 1: Demographic Aspects of the respondents 
Demographic Details Components Respondents Percentage (%) 
Age 20-30 145 72.5 
  30-40 25 12.5 
  40-50 30 15 
Gender Male 88 44 
  Female 112 56 
Marital Status Married 52 26 
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 Unmarried 148 74 
Education Upto 12th  50 25 
  Graduation 80 40 
  Post-Graduation 40 20 
  Other 30 15 
Occupation Non-Earning 90 45 
  Public Service 20 10 
  Private Service 30 15 
  Private Ventures 50 25 
  Self Employed 10 5 
Size of Family Upto three 108 54 
  Four to Five 43 21.5 
  Six to Seven 27 13.5 
  Eight to Nine 14 7 
  Above Nine 8 4 
Monthly Income Below Rs. 20,000 52 26 
  Rs. 20,000 to 30,000 70 35 
  Rs. 30,000 to Rs. 40,000 36 18 
  Rs. 40,000 to Rs. 50,000 30 15 
  Rs. 50,000 and above 12 6 

 
Table 2: Number of respondents engaged in buying commodities/services in stores after searching online 

Responses No. of Respondents Percentage 
Certainly Not 62 31 
Hardly 46 23 
Occasionally 60 30 
Frequently 20 10 
Very Frequently 12 6 
Total 200 100 

 
Table 3: Number of respondents engaged in buying commodities/services online after searching in store 

Response No. of Respondents Percentage 
Certainly Not 0 0 
Hardly 40 20 
Occasionally 50 25 
Frequently 44 22 
Very Frequently 66 33 
Total 200 100 

 
Table 4: Attractions influencing buyers 

Activities No. of Respondents Percentage 
Various discounts/offers 80 40 
Multiple Offers 40 20 
Add-On Offers 24 12 
Digital Promotions 56 28 
Total 200 100 

 
Table 5: Criteria for choosing online retailers 

Criterion Certainly Not Hardly Occasionally Frequently Very Frequently 
Availability of the Commodities 8 34 42 54 62 
Amount 4 26 55 40 75 
Easy Accessibility 6 18 68 34 74 
Return Policy 12 25 56 41 66 
Quality of the Commodities 10 18 44 38 90 
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4.3. Main Findings of the Study 
 Previous experience of shopping online is available with almost all the respondents.  
 The respondent’s family income affects the online buying behavior. There is direct positive relationship between 

both the variables.  
 People feel that the marketing strategies planned with the help of Artificial Intelligence and Machine learning 

is pushing them to make more number of purchases.  
 They even believe that the tailor-made approach with the combo offers are very useful and with discounted rate. 

This type of approach was not available earlier even in online shopping. The increasing amount of competition 
has given rise to such a situation.  

 

5. CONCLUSION: 
From the research study, the author concludes that the world of online shopping is changing tremendous. This 

change will take a heap in next few decades. The proportion of traditional mode of shopping will be diminishing and 
with the advent of new companies and increasing competition, consumers will get a twice benefit with not only the cost 
but also the product quality. With the technological progress, various modern techniques such as Artificial intelligence 
or Machine Learning have appeared. This has enabled the companies to understand the preferences of the consumers 
without even asking them personally. Consumer-centric approach is thus possible. In online shopping, consumers feel 
respected and they feel that their demands are met under one roof. At the same time, the online marketers have solved 
most of the problems, which were existing earlier with the online channel of marketing. This has enabled an error-free 
transaction, which was demand by the consumers in this fast-moving world.  
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1. INTRODUCTION: 

We have stepped in early days of 2021 and have carried with us the curse of 2020- COVID-19. It is wreaking 
havoc on the whole world at present, after its emergence in Wuhan in December 2019 and then global spread since 
February 2020 (Mandal et al., 2020). It has been declared as the Public Health Emergency of International concern in 
January 2020 and a pandemic in March 2020 by WHO. The first case was reported in Wuhan city of Hubei Province in 
south China on 31, December 2019 as unidentified pneumonia (Lu et al., 2020). It is caused by severe acute respiratory 
syndrome coronavirus 2 (SARS-CoV-2). As of 12 January 2021, more than 90.9 million cases have been confirmed, 
with more than 1.94 million deaths attributed to COVID-19 (Wikipedia contributors. (2021, January 14). 

The disease has been able to put the world into a halt. The disease affects individuals in different ways ranging 
from no, mild, moderate to even severe symptoms requiring hospitalization. The most common symptoms include fever, 
dry cough, tiredness and less common symptoms are aches and pains, sore throat, diarrhoea, conjunctivitis, headache, 
loss of taste or smell, a rash on skin, or discolouration of fingers or toes. 

The disease mainly spreads by airborne transmission. When an infected person coughs, sneezes or speaks the 
infectious droplets are emitted and can enter another individual by mouth, nose or eyes (Doremalen et al., 2020). It can 
also spread via fomites when an healthy individual comes in contact of them and the virus reaches their mucous 
membranes. 

There is no particular drug available for treatment. Only symptomatic treatment is recommended as per 
countries policies. Thus, preventive measures becomes more important than ever. Recommended preventive measures 
include social distancing, wearing face masks in public, ventilation and air-filtering, hand washing, covering one’s 
mouth when sneezing or coughing, disinfecting surfaces, and monitoring and self-isolation for people exposed or 
symptomatic (World Health Organization, Coronavirus disease 2019 (COVID-19)). 

In this scenario, the awareness and adherence to the preventive measures becomes utmost important. Media 
plays a key role in this aspect. In today’s era where media literally dictates one’s decisions, it is essential that they play 

Abstract: Corona virus disease 2019 (COVID-19) is a contagious disease caused by severe acute respiratory 
syndrome corona virus 2 (SARS-CoV-2). They mainly spread by small droplets and aerosols containing the virus 
from an infected person’s nose and mouth as they breathe, cough, sneeze or speak and also via contaminated 
surfaces. This chain of transmission can be halted if certain measures like using masks, hand hygiene, cough 
hygiene etc. are maintained. Thus, social and physical distancing has become a necessity. This has lead to the 
increase influence of different mass media channels and social media in lives of individual and society. Media 
has played a pivotal role in raising public awareness. We have used an interdisciplinary approach in our study 
and analyzed the impact of media on COVID-19 with the help of a 4-compartment epidemiological model. The 
system exhibits two equilibria: the disease-free equilibrium and endemic equilibrium. The model analysis reveals 
that media plays a key role over the system. Our observation also indicates that density level of media coverage 
on the disease from other regions play a major role to stabilize the system. The mask compliance as well as the 
efficiency of mask plays a major role in stabilising the system. Further we found that immigration is a major 
determinant in rendering the system disease free. Numerical simulations establish our results of analysis and 
the impact of media as the major weapon in controlling the outbreak of COVID-19.  
 

Key Words: COVID-19, Epidemiological model, Hopf-bifurcation. Media, Stability.  
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a fruitful role in such pandemic situations. During sudden outbreaks, the public needs access to timely and reliable 
information about the disease symptoms and its prevention (Bastani & Bahrami,2020). Nowadays, social media are 
often seen as fast and effective platforms for searching, sharing, and distributing health information among the general 
population (Zhao & Zhang, 2017). Media, thus becomes an essential weapon in our fight against COVID-19. The 
beneficial guidelines for preventing COVID-19 were reinforced among people through prominent advertisements on 
commonly used social media platforms. Facebook, Instagram, and television media posted the importance of ‘social 
distancing’ and ‘stay at home’ through free of cost and frequent, widespread ads. The printed media was utilized by 
supermarkets to promote their stores following the social distancing protocols. During road and air travel, there is 
continuous mention of ads like ‘Stay home, stay safe,’ ‘Face covers mandatory in public,’ ‘COVID-19: less is more, 
avoid gatherings’, ‘give extra space with each other and on the road,’ and ‘wash your hands, stay healthy, avoid COVID-
19’. This repetition is essential to consolidate the role of them in preventing the disease spread. This campaign was run 
extraordinarily by the media using all resources and its subtypes (Anwar et al., 2020). 

In our study, we have focused on this role of media and how it helps in reducing the spread of COVID-19. In 
the present article, we formulated and analyzed a 4-compartment epidemiological model to study the impact of media 
on the spread of COVID-19, in a variable population with immigration. In the modeling process, we have assumed a 
population N which is the summation of susceptible unaware, susceptible aware and the infected classes respectively. 
The susceptible class (both aware and unaware) becomes diseased only by direct contact with the infected class. A part 
of the susceptible class will make conscious efforts to avoid being in contact with the infected under influence of media. 
The probability of contracting infection for individuals in aware class is less than those who are in unaware class. 
Further, we assume that a proportion of individuals recover and a fraction of these recovered individuals will join the 
aware susceptible class while the others will join the unaware susceptible class (may be due to ignorance, lacunae on 
their parts etc.). It is also assumed that the growth rate of the cumulative density of media coverage is proportional to 
the mortality caused by diseases in the infected population. Our study finds that when immigration is increased, the 
system becomes unstable. Also we found that the use of face masks and the efficiency of face mask, both are vital for 
maintaining a stable equilibrium. Further, we find that by increasing the implementation of media coverage above a 
threshold value, the system undergoes from stable to unstable through Hopf-bifurcation. Also, the proportion of infected 
individuals always decreases with an increase in the density of media coverage. In the next section, we formulate a 
mathematical model and examine the equilibrium point and stability of the system. Numerical results are given in later 
section. Finally, the paper ends with a brief discussion. 

 
  2.    LITERATURE REVIEW: 

         The World is now facing one of the biggest health challenges in human history in the form of COVID-19. Anwar 
et al. (2020) analyzed the role of mass media and public health communications from December 31, 2019 to July 15, 
2020. They reviewed that the media played a dual role in this pandemic situation. They proved advantageous for 
spreading essential health information, health guidelines, helped in adherence to hygienic practices through repeated 
advertisements. The media ran the COVID-19 data through live update dashboards which played a big role for providing 
current situation reports. A trend among people to use telehealth and telemedicine was also noted. But at the same time, 
various misinformation like unscientific cures, unverified medicines, etc. were also spread using various media 
platforms. Fear and panic among the general population was also promoted by various media platforms. González-
Padilla and Tortolero-Blanco (2020) concluded that social media has both advantage and disadvantage. The proper use 
of this will lead to the spread of essential information while misuse will lead to the spread of false information, myths, 
etc. So, the author advised that to be responsible while disseminating information through social media. Study of the 
influence of social media on public health measures of COVID-19 via public health awareness and public health 
behavioral changes in Jordan (Al-Dmour et al., 2020) through quantitative approach was adopted. A web questionnaire 
was used and 2555 social media users were sampled. The findings revealed that there is a positive influence of media 
on public health protection against COVID-19 as a pandemic. The analysis of a mathematical model (Samanta et al., 
2013) to study the impact of awareness programs by media on the prevalence of infectious disease revealed that by 
increasing the rate of implementation of awareness programs by media, the number of infected individuals decline and 
the system remains stable upto a threshold value, after crossing which the system oscillates. Cui et al. (2008) developed 
a three-dimensional mathematical model to study the impact of media coverage on the spread and control of infectious 
diseases. Stability analysis of the model revealed that the disease-free equilibrium is globally-asymptotically stable when 
the basic reproduction number (R0) is less than unity. When R0 >1, the media influence is found to be strong enough. A 
mathematical model was developed and used to assess the efficacy of face masks, hospitalization and quarantine on 
COVID-19 (Srivastav et al., 2021). The results revealed the above-mentioned interventions efforts should be high to 
control the outbreak in a short period of time. It also revealed that the interventions strength should be increased to 
eliminate the disease but only the sole use of face mask may not be enough in doing so. 
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3.      METHODOLOGY: 
3.1 Basic assumptions and model formulation 

B1:  Let 𝑁(𝑡) be the total population at time 𝑡 in the region under consideration. Here we consider that the total 
population is divided into three classes like susceptible unaware population (𝑆𝑤), susceptible aware population (𝑆𝑎) 
and infective population (𝐼).  

B2: Let the rate of immigration of susceptible is A. Also, we consider that 𝑀 be the cumulative density of media 
coverage driven by the media in that region at time 𝑡 which is related to the infective. We assume that diseases spread 
due to the contact between the susceptible and the infective only.  

B3: It is assumed that susceptible avoid being in contact with the infective due to awareness through media 
coverage and forms a another class with a proportion 𝜆 called the aware susceptible. We assume that after treatment, a 
proportion of infected individuals recover and join susceptible class. After recovery, a fraction 𝑝 of recovered people 
will join aware susceptible class whereas (1 − 𝑝) will join unaware susceptible class. 

B4:  It is notified that the growth rate of the cumulative density of media coverage is proportional to the disease 
induced mortality rate of the infected population. Here 𝛽 represents the contact rate of unaware susceptible with infective 
class and 𝜆 be the dissemination rate of awareness through media among susceptible due to which they form a different 
class. Here 𝛽1 is a fraction which denotes the reduced probability of contracting infection and its value lies between 0 
and 1.  

B5: A proportion 𝑐𝑛 of population wear face masks correctly and consistently in public places. Let 𝜖𝑛 be the 
efficacy of the face masks. A proportion ℎ of aware population maintain social distance. The proper use of face masks 
reduces disease transmission effectively. 

B6: The parameters 𝑑, 𝛾 and 𝛼 denote the natural death rate, recovery rate and disease induced death rate 
respectively. Here, 𝜆0 represents the transfer rate of aware individuals to unaware susceptible class. The implementation 
of the awareness through media is proportional to the number of disease induced deaths. 

B7:  Let, the density of media coverage increase with increase in disease related death rate 𝛼. Here 𝑘 be the 
proportionality constant which governs the implementation of awareness through media. We assume that 𝜇0 is the the 
depletion rate of the media coverage due to ineffectiveness, social and psychological barriers in the population, etc. The 
parameter 𝑚 represents the density level of media coverage on the disease from other region. 

 

 
                                                                           Schematic Diagram 

 
With these above assumptions our model system is: 
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𝑑𝑆𝑤𝑑𝑡 = 𝐴 − 𝛽(1 − 𝜖𝑛𝑐𝑛)𝑆𝑤𝐼 − 𝜆𝑆𝑤𝑀− 𝑑𝑆𝑤 + 𝜆0𝑆𝑎 + (1 − 𝑝)𝛾𝐼 ≡ 𝐺1(𝑆𝑤, 𝑆𝑎 , 𝐼,𝑀)𝑑𝑆𝑎𝑑𝑡 = 𝜆𝑆𝑤𝑀+ 𝑝𝛾𝐼 − 𝛽1𝛽(1 − 𝜖𝑛𝑐𝑛 − ℎ)𝑆𝑎𝐼 − 𝑑𝑆𝑎 − 𝜆0𝑆𝑎 ≡ 𝐺2(𝑆𝑤, 𝑆𝑎, 𝐼,𝑀)𝑑𝐼𝑑𝑡 = 𝛽(1 − 𝜖𝑛𝑐𝑛)𝑆𝑤𝐼 + 𝛽1𝛽(1 − 𝜖𝑛𝑐𝑛 − ℎ)𝑆𝑎𝐼 − 𝛾𝐼 − 𝛼𝐼 − 𝑑𝐼 ≡ 𝐺3(𝑆𝑤, 𝑆𝑎, 𝐼,𝑀)𝑑𝑀𝑑𝑡 = 𝑘𝛼𝐼 − 𝜇0𝑀+𝑚 ≡ 𝐺4(𝑆𝑤, 𝑆𝑎 , 𝐼, 𝑀) }   
   

 (1) 

 
The system (1) has to be analyzed with the following initial conditions,  

 𝑆𝑤(0) > 0, 𝑆𝑎(0) ≥ 0, 𝐼(0) ≥ 0,𝑀(0) ≥ 0. (2) 
 Using the fact that 𝑁 = 𝑆𝑤 + 𝑆𝑎 + 𝐼, the system (1) transform to the following system: 

 𝑑𝑁𝑑𝑡 = 𝐴 − 𝑑𝑁 − 𝛼𝐼 ≡ 𝐺1(𝑁, 𝑆𝑎 , 𝐼,𝑀)𝑑𝑆𝑎𝑑𝑡 = 𝜆(𝑁 − 𝑆𝑎 − 𝐼)𝑀 + 𝑝𝛾𝐼 − 𝛽1𝛽(1 − 𝜖𝑛𝑐𝑛 − ℎ)𝑆𝑎𝐼 − 𝑑𝑆𝑎 − 𝜆0𝑆𝑎 ≡ 𝐺2(𝑁, 𝑆𝑎 , 𝐼,𝑀)𝑑𝐼𝑑𝑡 = 𝛽(1 − 𝜖𝑛𝑐𝑛)(𝑁 − (1 − 𝛽1)𝑆𝑎 − 𝐼)𝐼 − 𝛽1𝛽ℎ𝑆𝑎𝐼 − (𝛾 + 𝛼 + 𝑑)𝐼 ≡ 𝐺3(𝑁, 𝑆𝑎 , 𝐼,𝑀)𝑑𝑀𝑑𝑡 = 𝑘𝛼𝐼 − 𝜇0𝑀+𝑚 ≡ 𝐺4(𝑁, 𝑆𝑎 , 𝐼, 𝑀) }   
   

 (3) 

 Now it is sufficient to discuss system (3) rather that system (1). Here the region of attraction which is given by the set Γ = {(𝑁, 𝑆𝑎, 𝐼,𝑀) ∈ 𝑅+4 : 0 ≤ 𝑆𝑤 , 𝐼 ≤ 𝑁 ≤ 𝐴𝑑 , 0 ≤ 𝑀 ≤ 𝑘𝛼(𝐴𝑑)+𝑚𝜇0 }. According to existence and uniqueness theorem, the 

trajectories can not approach to unfeasible domain from positive octant which indicates that solution remain in positive 
octant. This ensure that the system is well defined. 
 

Explicitly, the jacobian matrix at 𝐸 = (𝑁, 𝑆𝑎, 𝐼,𝑀) can be defined as 𝑉 = 
 

[  
 −𝑑 0 −𝛼 0𝜆𝑀 −(𝜆𝑀 + 𝛽1𝛽(1 − 𝜖𝑛𝑐𝑛 − ℎ)𝐼 + 𝑑 + 𝜆0) −𝜆𝑀 + 𝑝𝛾 − 𝛽1𝛽(1 − 𝜖𝑛𝑐𝑛 − ℎ)𝑆𝑎 𝜆(𝑁 − 𝑆𝑎 − 𝐼)𝛽(1 − 𝜖𝑛𝑐𝑛)𝐼 −𝛽(1 − 𝜖𝑛𝑐𝑛)(1 − 𝛽1)𝐼 − 𝛽1𝛽ℎ𝐼 𝑚33 00 0 𝑘𝛼 −𝜇0 ]  

 
 

                                                                                                                                                                        (4) 
 

where 𝑚33 = 𝛽(1 − 𝜖𝑛𝑐𝑛)𝑁 − 𝛽(1 − 𝜖𝑛𝑐𝑛)(1 − 𝛽1)𝑆𝑎 − 2𝛽(1 − 𝜖𝑛𝑐𝑛)𝐼 − 𝛽1𝛽ℎ𝑆𝑎 − (𝛾 + 𝛼 + 𝑑) 
 

4.  RESULTS: 

  
4.1 Equilibria 

The system (1) possesses the following equilibria: Disease free equilibrium (DFE) 𝐸0 = (𝐴𝑑 , 0,0,0) and endemic 

equilibrium 𝐸∗ = (𝑁∗, 𝑆𝑎∗ , 𝐼∗,𝑀∗).  
  

4.1.1 Disease free equilibrium 

 𝐸0 is always feasible. The eigenvalues evaluate from (4) at 𝐸0 are −𝑑 < 0, −𝑑 − 𝜆0 < 0, −𝜇0 and (𝑅0 − 1). 
Thus, it is clearly indicates that 𝐸0 is asymptotically stable if  

 𝑅0 = 𝛽𝐴(1−𝜖𝑛𝑐𝑛)𝑑(𝛾+𝛼+𝑑) < 1 (5) 

 hold. Here 𝑅0 is the basic reproduction number of system (3). Clearly, 𝐸∗ exists for 𝑅0 > 1. 
  

4.1.2 Endemic equilibrium 

The endemic equilibrium at 𝐸∗ = (𝑁∗, 𝑆𝑎∗ , 𝐼∗,𝑀∗) are 𝑁∗ = 𝛽𝑑(1−𝜖𝑛𝑐𝑛)[𝐴−(𝛼+𝑑)𝐼∗]−(𝛾+𝛼+𝑑)𝛽(1−𝛽1)(1−𝜖𝑛𝑐𝑛)+𝛽𝛽1ℎ , 𝑀∗ = 𝑘𝛼𝐼∗+𝑚𝜇0  while 𝐼 ∗ is 

ensured by solving  
 𝐴1𝐼∗2 + 𝐴2𝐼∗ + 𝐴3 = 0, (6) 

 where 𝐴1 = 𝛽1𝛽2(1−𝜖𝑛𝑐𝑛−ℎ)(𝛼+𝑑)𝑐 − 𝜅𝜆𝛼2𝑑𝜇0 − 𝑘𝛼𝜆𝜇0 − 𝑘𝛼𝜆𝜇0 𝛽𝑑𝑐 (1 − 𝜖𝑛𝑐𝑛)(𝛼 + 𝑑), 
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𝐴2 = 𝐴𝛼𝑘𝜆𝑑𝜇0 − 𝜆𝛼𝑚𝑑𝜇0 − 𝑚𝜆𝜇0 + 𝑝𝛾 − 𝛽1𝛽2𝑑𝑐 (1 − 𝜖𝑛𝑐𝑛 − ℎ)(1 − 𝜖𝑛𝑐𝑛)𝐴 + 𝛽1𝛽(1−𝜖𝑛𝑐𝑛−ℎ)(𝛾+𝛼+𝑑)𝑐 − (𝑑 + 𝜆0 + 𝜆𝑚𝜇0 ) 𝛽𝑑𝑐 (1 −𝜖𝑛𝑐𝑛)(𝛼 + 𝑑) + 𝑘𝛼𝜆𝜇0𝑐 [𝛽𝑑 (1 − 𝜖𝑛𝑐𝑛)𝐴 − (𝛾 + 𝛼 + 𝑑)], 𝐴3 = (𝑑 + 𝜆0 + 𝜆𝑚𝜇0 )(1 − 𝜖𝑛𝑐𝑛) 𝛽𝐴𝑑𝑐 + 𝐴𝑚𝜆𝑑𝜇0 − (𝑑 + 𝜆0 + 𝜆𝑚𝜇0 )(𝛾+𝛼+𝑑𝑐 ), where 𝑐 = 𝛽(1 − 𝛽1)(1 − 𝜖𝑛𝑐𝑛) + 𝛽𝛽1ℎ.  

Now for 𝐼∗ > 0, solving (6) we get 𝐼∗ = −𝐴2±√𝐴2−4𝐴1𝐴32𝐴1 . 

At 𝐸∗, the jacobian matrix of system (3) can be written as  
 

𝑉∗ = [𝑛11 0 𝑛13 0𝑛21 𝑛22 𝑛23 𝑛24𝑛31 𝑛32 𝑛33 00 0 𝑛43 𝑛44], 
 

where 𝑛11 = −𝑑 < 0, 𝑛13 = −𝛼 < 0, 𝑛21 = 𝜆𝑀∗ > 0, 𝑛22 = −𝜆𝑀∗ − 𝛽𝛽1(1 − 𝜖𝑛𝑐𝑛 − ℎ)𝐼∗ − 𝑑 − 𝜆0 < 0, 𝑛23 =−𝜆𝑀∗ + 𝑝𝛾 − 𝛽1𝛽(1 − 𝜖𝑛𝑐𝑛 − ℎ)𝑆𝑎 < 0,  𝑛24 = 𝜆(𝑁∗ − 𝑆𝑎∗ − 𝐼∗) > 0, 𝑛31 = 𝛽(1 − 𝜖𝑛𝑐𝑛)𝐼∗ > 0, 𝑛32 = −𝛽(1 −𝛽1)(1 − 𝜖𝑛𝑐𝑛)𝐼∗ − 𝛽1𝛽ℎ𝐼∗ < 0, 𝑛33 = −𝛽(1 − 𝜖𝑛𝑐𝑛)𝐼∗ < 0, 𝑛43 = 𝑘𝛼 > 0, 𝑛44 = −𝜇0 < 0. 
Now the corresponding characteristic equation is  

 𝜔4 + 𝑄1𝜔3 + 𝑄2𝜔2 + 𝑄3𝜔 +𝑄4 = 0 
where the coefficients 𝑄𝐼 , 𝐼 = 1,2,3,4 are 𝑄1 = −(𝑛11 + 𝑛22 + 𝑛33 + 𝑛44) > 0, 𝑄2 = 𝑛11𝑛22 + 𝑛22𝑛33 + 𝑛33𝑛11 + 𝑛11𝑛44 + 𝑛22𝑛44 + 𝑛33𝑛44 − 𝑛23𝑛32 − 𝑛13𝑛31, 𝑄3 = 𝑛13𝑛31𝑛44 + 𝑛23𝑛32𝑛44 + 𝑛11𝑛23𝑛32 + 𝑛13𝑛31𝑛22 − 𝑛11𝑛22𝑛44 − 𝑛11𝑛33𝑛44 − 𝑛22𝑛33𝑛44 − 𝑛11𝑛22𝑛33− 𝑛13𝑛21𝑛32 − 𝑛24𝑛32𝑛43, 𝑄4 = 𝑛11𝑛22𝑛33𝑛44 + 𝑛13𝑛21𝑛32𝑛44 + 𝑛11𝑛24𝑛32𝑛43 − 𝑛11𝑛44𝑛23𝑛32 − 𝑛13𝑛22𝑛31𝑛44. 
Now, 𝑄2 > 0 if 𝑛23𝑛32 > (𝑛11𝑛22 + 𝑛11𝑛33 + 𝑛22𝑛33 + 𝑛11𝑛44 + 𝑛22𝑛44 + 𝑛33𝑛44 − 𝑛13𝑛31). 
Also, 𝑄3 > 0 if (𝑛13𝑛31𝑛44 + 𝑛13𝑛31𝑛22 − 𝑛11𝑛22𝑛44 − 𝑛11𝑛33𝑛44 − 𝑛22𝑛33𝑛44 − 𝑛11𝑛22𝑛33 − 𝑛24𝑛32𝑛43) >𝑛13𝑛21𝑛32 − 𝑛11𝑛23𝑛32 − 𝑛23𝑛32𝑛44. Then 𝑄1𝑄2 − 𝑄3 > 0 if 𝑄1𝑄2 > 𝑄3 as well as 𝑄3(𝑄1𝑄2 −𝑄3) − 𝑄12𝑄4 > 0 if 𝑄3(𝑄1𝑄2 − 𝑄3) > 𝑄12𝑄4. Then, by the Routh-Hurwitz criterion, 𝐸∗ is locally asymptotically stable which depending 
upon system parameters. 

Remark 1. The system could have a Hopf-bifurcation at the coexistence equilibrium if the following two 
conditions are satisfied,  

 𝑄1(𝑘𝑐)𝑄2(𝑘𝑐) − 𝑄3(𝑘𝑐) = 0,    𝑄1′(𝑘𝑐)𝑄2(𝑘𝑐) + 𝑄1(𝑘𝑐)𝑄2′(𝑘𝑐) − 𝑄3′(𝑘𝑐) ≠ 0. (7) 
 

4.2 Hopf bifurcation at coexistence 

        Theorem . (Hopf-Bifurcation) 
If 𝜓1(𝑘) > 0, then the equilibrium 𝐸∗ of system (3) is locally asymptotically stable. If there exists 𝑘𝑐 ∈ 𝑅 such 

that 𝜓1(𝑘𝑐) = 0 and (𝑑𝜓1𝑑𝑘 )|𝑘𝑐 ≠ 0, then as 𝑘 passes through 𝑘𝑐, a Hopf-bifurcation occurs at 𝐸∗. 
For positive equilibrium 𝐸∗ = (𝑁∗, 𝑆𝑎∗, 𝐼∗, 𝐼∗), the characteristic equation is   𝜔4 + 𝑄1𝜔3 + 𝑄2𝜔2 + 𝑄3𝜔 + 𝑄4 = 0. 

Define 
                             𝜓1(𝑘) = 𝑄1(𝑘)𝑄2(𝑘)𝑄3(𝑘) − 𝑄32(𝑘) − 𝑄12(𝑘)𝑄4(𝑘). (8) 

 
Let 𝜔𝑖(𝑖 = 1,2,3,4) be the roots of above characteristic equation. Then we have 
 
                          𝜔1 +𝜔2 +𝜔3 +𝜔4 = −𝑄1, 
                             𝜔1𝜔2 +𝜔1𝜔3 +𝜔1𝜔4 + 𝜔2𝜔3 +𝜔2𝜔4 +𝜔3𝜔4 = 𝑄2, 
                             𝜔1𝜔2𝜔3 +𝜔1𝜔3𝜔4 +𝜔2𝜔3𝜔4 +𝜔1𝜔2𝜔4 = −𝑄3, 
                             𝜔1𝜔2𝜔3𝜔4 = 𝑄4. (9) 

If there exists 𝑘𝑐 ∈ 𝑅 such that 𝜓2(𝑘𝑐) = 0, then by the Routh-Hurwitz criterion at least one root, say 𝜔1, has real part 
equal to zero. From the fourth equation of (8) it follows that 𝐼𝑚 𝜔1 = 𝜔0 ≠ 0, and hence there is another root, say 𝜔2, 
such that 𝜔2 = 𝜔1. Since 𝜓2(𝑘) is a continuous function of its roots, 𝜔1 and 𝜔2 are complex conjugate for 𝑘 in an open 
interval including 𝑘𝑐. Therefore, the equation in (8) have the following form at 𝑘𝑐, 

  
          𝜔3 +𝜔4 = −𝑄1, 

 𝜔02 +𝜔3𝜔4 = 𝑄2, 
        𝜔02(𝜔3 +𝜔4) = −𝑄3, 

                                                                   𝜔02𝜔3𝜔4 = 𝑄4. (10) 
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 If 𝜔3 and 𝜔4 are complex conjugate, from the first equation (9) it follows that 2𝑅𝑒 𝜔3 = −𝑄1 < 0. If 𝜔3 and 𝜔4 are 
real, from the first and fourth equations of (9) it follows that 𝜔3 < 0 and 𝜔4 < 0. Also after some calculations it follows 

that 
𝑑𝑑k𝑅𝑒(𝜔1)𝑘=𝑘𝑐 = − 𝑄12[𝑄12𝑄4+(𝑄1𝑄2−2𝑄3)2] 𝑑𝜓1𝑑𝑘 |𝑘𝑐 ≠ 0. Thus, we have the following result. 

Numerical simulations 
 In this section, we study the impact of awareness programs with the help of numerical simulation. Here we 

investigate the effects of the various parameters on the qualitative behavior of the system, by using MATLAB. We begin 
with a parametric values (Samanta, et al., 2013; Zuo & Liu, 2014; Zuo, et al., 2015; Srivastav, et al., 2021)              𝐴 = 400, 𝛽 = 0.00002, 𝛽1 = 0.2, 𝜆 = 0.0002, 𝜆0 = 0.02, 𝛾 = 0.6, 𝛼 = 0.02, 

    𝑑 = 0.01, 𝜇0 = 0.06, 𝜖𝑛 = 0.5, 𝑐𝑛 = 0.1, ℎ = 0.02, 𝑘 = 0.8, 𝑝 = 0.05,𝑚 = 0.05. (11) 
 Dealing with above set of parametric values, we note that the system is locally asymptotically stable at endemic 
equilibrium 𝐸∗ (𝑅0 = 1.2063)(cf. Fig.1 (a)). Taking 𝑘 = 4.2, the system exhibits oscillations around 𝐸∗ (cf. Fig.1(b)). 
Fig. 1(c) illustrate the oscillatory behavior of each population for high value of 𝐴 (𝐴 = 450). Analytical, we see that 

endemic equilibrium 𝐸∗ exists if 𝐴 > 𝑑(𝛾+𝛼+𝑑)𝛽(1−𝜀𝑛𝑐𝑛). We obtain the critical value of immigration rate 𝐴 = 332, above which 

the endemic equilibrium exists. Taking 𝐴 = 250, we observe that the system exhibits disease free equilibrium 𝐸0 which 
satisfy our analytical finding (cf. Fig. 1(d)). It is interesting to see that low value of 𝜀𝑛 = 0.1  and 𝑐𝑛 = 0.01 play a big 
impact to disstabilize the whole system respectively (cf. Fig. 2(a) & Fig.2(b)). Now for clear understanding of dynamic 
change, we plot a bifurcation diagram with respect to k. Form Fig. 3(a), it follows that lower values of 𝑘, the system is 
stable but above a threshold value of 𝑘 = 𝑘𝑐, the system losses its stability and periodic solution arises through Hopf-
bifurcation. Further, we also vary 𝐴 as a free parameter, a bifurcation diagram (cf. Fig. 3(b)) indicates that the system 
looses its stability for high value of 𝐴 after it crosses the critical value. Finally, we plot another two bifurcation diagrams 
for efficacy of the face masks i.e. 𝜀𝑛 and masks compliance, 𝑐𝑛 respectively. It is clear to see that the system looses 
stability for low value of these two parameters (cf. Fig. 3(c) & Fig.3(d)). 
 
5. DISCUSSION: 

The information and the awareness of the preventive strategy for COVID-19 is majorly emphasized through 
media coverage. So, in our paper we have analyzed a 4-compartment mathematical model. It is assumed that pathogens 
are transmitted via direct contact between the susceptible and the infective. The model exhibits two equilibria like the 
disease-free equilibrium and endemic equilibrium under certain conditions. Firstly, the model is studied analytically and 
shown that when the  basic reproduction number R0<1, the system exhibits disease-free equilibrium. For R0>1, it leads 
to the existence of an endemic equilibrium.  Our study indicates that if we increase the density of media coverage, the 
number of infected individuals decline and the system remains stable up to a threshold k=kc value of implementation of 
media coverage. But after crossing the threshold value system becomes unstable. The constant immigration may be one 
of the possible reasons of such outcomes. Further, we observe that lower  value of immigration rate the system becomes 
disease-free equilibrium. Also, the efficacy of face mask and it's usage in public areas helps in keeping the system stable.   
 

6. CONCLUSION: 

The public awareness can drastically reduce the COVID-19 infection rate. This awareness can be rapidly 
achieved by using media, inluding its social media platforms, inteliigently and meticulously. When correct information 
and guidelines about the infectious disease is disseminated in the population, people adapt their behavior as a result of 
their awareness of the disease. Also, precautions are adopted by aware people according to the information they receive. 
Thus, we arrive at the conclusion that media is an essential weapon for combating COVID-19. 
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Figure  1: (a) The equilibrium point 𝐸∗ is stable for the parametric values as given in (1) . (b) The figure depicts 
oscillatory behavior around the coexistence (endemic) equilibrium point 𝐸∗ of system (1) for 𝑘 = 4.2. (c) The figure 
depicts oscillatory behavior around coexistence (endemic) equilibrium point 𝐸∗ of system (3) for 𝐴 = 450. (d) The 
figure depicts disease free equilibrium 𝐸0 for 𝐴 = 250.  
 
 

   
 
Figure  2: (a) The figure depicts oscillatory behavior around coexistence (endemic) equilibrium point 𝐸∗ of system (3) 
for 𝜖𝑛 = 0.1. (b) The figure depicts oscillatory behavior around coexistence (endemic) equilibrium point 𝐸∗ of system 
(3) for 𝑐𝑛 = 0.01.  
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Figure  3: (a) Bifurcation diagram for 𝑘. (b) Bifurcation diagram for 𝐴. (c) Bifurcation diagram for 𝜖𝑛. 

                             (d) Bifurcation diagram for 𝑐𝑛. 
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 1. INTRODUCTION : 

The founders of media education, most of whom were part of the Catholic Church's media organizations, were 
primarily inspired by media education campaigns in Australia and the UK. Canavan, Horsfield and Master man work 
was most important. Media education in India will be able to complete 100 years of its life by 2020. In 1920, under the 
guidance of Dr. Anne Besant, a journalism programme was first initiated at the Department of English under the Faculty 
of Arts at the National University of Adyar, Madras (now in Chennai) (Bagchi & Rath, 2009). This curriculum of 
journalism did not last for long and closed down in 1925 (Eapen, 1995). In 1938, the late Sir Sha Muhammad Sulaiman, 
a judge in India, was given the first diploma in journalism at Aligarh Muslim University (Wolseley 224). It was short-
lived as well and ended in 1942 (Prof. N. A. K. Durrani, personal communication July 17, 2017).  

The University of Punjab gave birth in 1941 to the first media department in un-divided India. In setting up and 
developing the department, Prof. Pushpendra Pal Singh popularly known as Prof.  P. P. Singh was instrumental. 
Throughout the Indian sub-continent, the longest living department is still (Eapen, ibid). Later universities in Delhi, 
Calcutta, Mysore, Nagpur, and Osmania later offered courses at undergraduate levels after partition, Media education 
has struggled hard for recognition as a discipline in India, amid these pioneering efforts. For decades, a long debate 
on its necessity persisted, leading to a gradual evolution of the discipline from 1920 to 1980 in the first six decades. 
Between 1920 and 1961, only six university departments were created, which grew to 25 by 1981. In the first six 
decades, 25 departments came into being between 1920 and 1981 (Muppidi, 2008).   

Professional education is primarily an enterprise dependent on need. Without formal training and skills, 
journalists and other mass communicators will perform and excel without an academic degree. Historically, in 
journalism, educational study per se was not a phenomenon until the 1970s.  Other social sciences, which were primarily 
interdisciplinary in nature, were able to see some research efforts in journalism, either in history or political science or 
in English literature. In fact, many of the early teachers who were interested in teaching journalism were from English 
literature contexts.  
1.1. Media education in South India   

Media education has become part of the school curriculum only in the southern states of Kerala, Tamil Nadu, 
and Karnataka; it is taught outside school hours in states like Andhra Pradesh and Maharashtra; it has taken the lead in 
most other efforts in Media Education, NGOs, Social Action Groups, some women's groups, some SIGNIS members. 

Abstract: Human started to communicate in order to convey his idea or needs that leads to the development of 
words, followed by evolution of print media in practice, newspaper played a major role in our freedom struggle. 
In order to enhance better information to people through media, Anni Besant initiative, professional media training 
course in Madras at 1920. It led to introducing media course in Aligarh Muslim university in 1938 it was successful 
followed by the regular media course in Punjab University in 1941. Now media education is as versatile and 
multidiscipline field, Media education gives plenty of opportunity to the students, it usually comprehends different 
kind of medium like print, radio, TV and now new trend is digital Media. Because of its nifty nature, 
media education become a great challenge to students, where they struggle lot to find out they passion for the 
particular media field and try hard to fit into that particular field. Thus, this study is to critically examine the media 
education, opportunity and its challenges faced by the TV Media Professionals in Chennai.  

 

Key words: Media, Media Education, Media illiteracy.  
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For teachers in these states, Media Education kits have been put together. Schools from other states in India were also 
unlikely to introduce Media Education courses in the near future.   

The terms' Communication Studies ','Media Studies',' Media Education' and 'Journalism Education’ are used in 
similar senses that can be described as any degree program diploma, a degree or a postgraduate degree offered by the 
universities/colleges/institutions in which the skills and technicalities in the field such as journalism, mass 
communication, visual communication is imparted. The priority in most courses is to train professionals for different 
media, particularly television, cinema, the press and the internet. In order to meet the needs of phenomenal growth 
in Media Industry more than 60 universities and a hundred private media institutions offer professional courses in 
advertising, public relations and media production. In such professional training, critical media education finds no place 
at all.   

Educational institutions offering media services in Chennai can be divided into two different categories: state-
funded and autonomous institutions, since there is a striking distinction between the two, from the pattern of the choice-
based credit system (CBCS) to the student profile.  Typically, state-run universities and colleges offering such 
programmes are based at the district headquarters and operate to appeal to students from all sections of society and 
charge less money as a fee. With the small investment they have made, it is difficult for them to execute 
these programmes effectively. Therefore, in order to run the programmes; these departments lack the requisite resources 
and technological skills. These programmes are typically categorized in universities under the Arts and Humanities 
label, and are performed as just other arts programme.  In studies such as the AMIC report, entitled Communication and 
Media Needs in India (2002), much has been written on the status of communication education in the country.  

With the boom in the media industry and the success of the media programme, Visual Communication puts 
together the seeds of the communication education movement in the field of research. Slowly, discipline arose as an 
area that could provide students with a variety of job opportunities. With the programs being technical, it has developed 
into a discipline with many avatars like B.Sc. Electronic Media, B.Sc. Visual Communication, M.Sc. Electronic Media, 
etc. Such systems have been implemented and have failed miserably in state-run colleges, as they had to charge more 
than the fees that rural students cannot afford to pay. As the head of the department put it, "Students who come here 
want just a degree to help them make a living. They will of course, seek a career that offers them highly paying work." 
The locality and physical facilities of these institutions are such that they draw only those students who are at the lower 
end of the class.   

Here the wealthy and those with great enthusiasm and attitude for these innovative programmes are less 
numerous and vice versa in autonomous and private institutions, typically located in major cities such as Chennai and 
Coimbatore. Though there is no authentic data available on the total number of educational institutions offering media 
programmes in the State, these media programmes are provided by some 43 Chennai colleges alone. According to the 
collegedekho.com website, the state has around 70 institutions offering media programmes. In that there are only three 
institutions: Mother Teresa Women's College, Kodaikanal, Avinasilingam Women’s University, Coimba tore and the 
M.O.P. College for Women, which provide media programmes exclusively for female students. In contrast to the state-
aided and autonomous institutions that offer media degree programmes, there is also an 'Asian College of Journalism' 
media house, an institution that provides unique journalism postgraduate diploma programmes and behaves more similar 
to the Columbia School of Journalism.   

With the information available from state-run universities, it can be said that there are approximately 50 colleges 
in and around Chennai offering media programmes with different nomenclatures in total. Approximately 4,000 
graduates are in the media, 50 per cent of whom are women making 2000 females. There are only 40 permanent 
journalism educators, most of whom serve in colleges and autonomous institutions, either on a contract basis or on a 
temporary basis.   
1.2. Examine Media Education curriculum   

In order to know how communication studies, provide students with the requisite journalism skills to work for 
a news medium and mould them as socially aware, the curriculum is examined. The study focuses on factors such as the 
number of media courses included and components of current media skills, components of understanding society with 
an emphasis on regional issues, Depending on the design and structure of the courses, the existence of the variable 
referred to above varies from one curriculum to another, which can be understood by its categorization. Thus the below  
will address the involvement of these elements in the various academic media programmes provided predominantly by 
state-aided institutions and selected autonomous institutions in Chennai (Arul Aram, 2009)   

Academic programmes on communication studies are delivered in the subject matter with 
various standardizations namely- Communications, Mass Communication, Journalism and Digital Media, Media Arts, 
E-Media Communications, Electronic Media, Broadcast Communications, Visual communication. Most of them are 
offered at postgraduate level, barring ’Visual Communication' and 'Journalism‟.   
1.3. Emerging of Electronic Media   

The curriculum in Electronic Media includes some curriculum of visual communication such as radio, television 
and new media, and focuses more on preparing students for employment in these media – both entertainment and news. 
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While electronic media curricula place more focus on technological components such as radio/television/web 
production, they also place significant importance on journalistic components. Courses such as online journalism and 
television journalism find a place in these curriculums. The University of Madras, the first institution in the field of 
research to launch a communication programme, now offers two P.G. M.A Communication and M.Sc. courses, 
respectively. It is all the more difficult for academicians to accommodate electronic media modules with the curriculum 
of these communication programmes already filled with several components relating to all modes of communication. In 
addition, most of the divisions offering communication services were poorly trained to teach print journalism themselves 
and lacked skilled educators. Teaching modules such as electronic media require audio/video studios and other costly 
devices that are expensive. Which during those days were not offered? This was also the time in which the number of 
technical programmes offered by organizations such as ’engineering' soared to a new high. As a consequence, the 
offering of Arts and Science colleges and universities faced a major danger of a substantial decline in student enrolment. 
They had to compete with those specialist colleges by providing integrated and job-oriented technical and science 
programmes to draw students to their colleges. Anna University, the only state-aided, technical and vocational 
university, has a Media Science Department, in which two postgraduate programmes are run, namely M.Sc. Electronic 
Media (2 years old) and M.Sc. Electronic media: (Integrated 5 years). Any holder of an undergraduate degree is entitled 
to study a 2-year programme while the 12th Standard Pass will participate in an Integrated Course.  The autonomous 
institution to operate the 'Electronic Media' programme is the SRM University & Hindustan arts and science college 
which offers a B.sc Electronic Media undergraduate programme with a course in Tamil Journalism and a technical 
project where no specialization has been listed. For educational institutions, it took almost a decade to deliver 
programmes such as M.Sc. B.Sc. and Electronic Media Communication from Visual. Media houses have entered 
the race with the Asian College of Journalism, which moved its base from Bangalore to Chennai in 2000 and was 
managed by the Indian Express Company. It offers four specialized streams of Postgraduate Diploma in Journalism, 
such as Print/ Radio/ Television/New Media.   
1.4. Media education as an opportunity   

Media education in India has a rapid growth and contains vast opportunity, the land where 500 television outlets 
and various print media have their position. In addition to a strong presence in  the government-controlled system, radio 
has grown and the private sector is increasing amid  attractive revenue models and when mobile telephone leads to the 
Internet penetration make  everything digital right now, leads a vast growth to the advertisement, the requirements of 
the  advertising industry growing rapidly especially in copywriting and content production, in such a  broad and 
convergent media scenario and all the supporting structures that supply the content,  the human resources required for 
the overall media sector are important.   

A study by the National Capacity Development Organization for the Media and Entertainment Industry predicts 
that the overall jobs in the Media and Entertainment Industry will rise from about 1 to 1.1 million people in 2008 to 
about 4 to 4.1 million people in 2022, an increase in people, taking into account the existing employment and projected 
growth in different segments of the industry (NCDO, 2008).   

By this we understand that, because of the internet boom, the opportunity in the media studies in the media 
companies for journalism and communication graduates (although not exclusively) as content creators and organizers 
becoming an important trend. The demand for competency in technical writing is additional to this development.  
1.5. Media education teaching models   

In order to meet the opportunity in the media field, a variety of training opportunities for organizations are 
presented by technological changes in the media landscape and limited progress toward media convergence. Internet-
based media opportunities are rapidly forcing institutions of journalism and communication training to design courses 
in digital media. In these projects, critical understanding of communication and its effects has contributed to the need 
for greater intellectual input (B.P Sanjay, 2012).   

In the article exploring the Dynamics of Media Education in Delhi, author Nagpal and Chaturvedi claims that 
with the introduction of technology, the teaching process has seen improvements that often help students learn better. 
In order to improve the status of this crucial sector, there is an urgent need to research "Media Education" in detail and 
aspects relevant to it (Nagpal, 2017; Chaturvedi, 2017).   
1.6. Media education teachers and students   

University Grants Commission (UGC), is the India’s highest body for directing university education, to achieve 
standardization and quality control of topics, UGC had a systematic mechanism. Initially UGC was not sure how to 
direct the growth of journalism and mass communication. UGC formulated a Panel for journalism in 1977; it directed 
that journalism courses should be revamped according to the needs of India's changing climate. Not only should students 
undergo technical instruction, they should also be sensitized to the communication process and its importance to social 
change. In order to train them effectively, the qualification for the media teachers is mandated with minimum 2years of 
industry experience (University grants commission, UGC, henceforth, 1984).   

In 2009, UGC formed other committee, in that industry expertise was withdrawn to concentrate more on PhD 
credentials. A lot of senior faculty members have noticed this phenomenon with concern and they formally written to 
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the Ministry of Human Resources (MHRD), the Nodal Ministry, to implement industry expertise as an equally 
significant prerequisite. No modifications have however been announced or incorporated (UGC, 2009).  
In research study 'Media education in the age of globalization: A study of India' conducted by Dr.  Gopa Bagchi and Dr. 
Pradosh Kumar Rath found that there was a lack of qualified professors and most of them are not specialized for 
practical-oriented subjects. They also mentioned there is shortage in quality of journalism and mass communication 
books in India and that the number of media education departments were also very few.   

The K.E. Eapen gives a clear understanding of the hard reality of the status of academic communication 
programmes in India in the book Communications: A Discipline in Distress. The study has documented India's sad state 
of affairs in journalism education, such as a shortage of facilities, books and equipment, and other barriers to providing 
quality journalism education, such as eligibility requirements for journalism teachers at state-assisted universities 
and colleges (K.E. Eapen 1995).   

Roa, a senior Malayalam journalist in his article, Decade of Bhavan‟s college, discuss about the Indian 
government has been urged to recognize journalism education as technical courses equal to medical and engineering, 
while acknowledging the resource constraints, and to invest more significant resources on journalism education. In the 
current context, the implementation of emerging technology for the practical training programmes and the rate for the 
editing software, equipment’s is change in every year (Roa P. 1977).   

The article entitled 'What Ails Media Education in India-A Teacher's Perspective,' (2002) by Vasuki Belavadi 
studied the variables that are perceived to be dragging down journalism education in India. He complained that media 
institutes do not concentrate on curriculum design and that many institutes continue to deliver a mixture of all kind of 
media such as print journalism, a sprinkling of radio and television, in their anxiety to illuminate their students as much 
as possible. All of this is taught in just one/two/three years, in addition to other subjects such as communication research, 
corporate communications, advertising, etc. She also stated that the country's media education depends largely on 
western textbooks, whose costs are often prohibitive and largely irrelevant in the Indian context (Belavad, 2002).   
 

2. REVIEW OF LITERATURE:    
According to Kumar, in his article he point out few problems faced by media education in India  : the 

examination-oriented curriculum, the emphasis of media education on government policy,  and a problem within the 
subject of media education itself: focusing on it as a topic will lead to  overvaluing the media and separating them from 
their social context and thus he concluded by  having media education is better suited to a cross-curricular approach, but 
in more differentiated  way (Kumar, 1999).   

In contemporary India, the topic of whether journalism education is technical or vocational is often discussed 
even though Wilbur Schramm conceptually addressed the problem in his classic paper published back in 1947-
'Education for Journalism: Vocational, General, or Professional?'  Schramm claims that professional journalists are 
created by education, practise and social demand, and thus, potential news men and women are educated by journalism 
schools. He placed a heavy focus on technical education, claiming that journalism was as much a trade as law 
or medicine.   

As Thomas writes, with very little input, media education in India is still in an experimental process. In 
comparison to the principles of media education, they are quite based on the Western hemisphere and India has 
somewhat different growth issues as a developing country. In the Asian context, these kinds of changes require an 
alternative concept and approach to media education to that outlined by the master man (1985).   

According to Sanjay, in his article Journalism and mass communication highlights that, although  media 
education has lot of job career prospects, The limiting factor was that many media outlets  apart from the government 
sector such as UPSC- AIR employment other BIG private media  concerns job opportunities were not openly announced, 
many media outlets in the past not prefer  to list the journalism and communication degrees or diplomas as an appropriate 
qualification for  hiring  (Sanjay 2012) .  

Now the situation is changing because of the internet boom, and we are seeing a positive trend, because of 
proliferation of private TV channels has opened up news and entertainment-related employment opportunities and also 
because of lot of talent hunts program, YouTube, Instagram, tik tok individuals create they own job opportunity and 
making use those platforms to showcase they talents.  

 
3. METHODOLOGY : 

The general objective of the present study to evaluate the opportunity and its challenges faced by the TV media 
professionals with media degrees in Chennai.   

3.1. Specific objectives   
• To find how media education knowledge practically applied by the media professionals in the TV medium.   
• To evaluate what are the opportunity the media education is providing to its students.  To know what are the 

position does the media students hold in the TV medium 
• To find what are the kind of hiring process they undergo to get into the TV medium.   
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• To evaluate what are the challenges faced by in the TV medium   
3.2 Hypothesis of the study   

• The following hypothesis was proposed for the study:   
• H0: Gender and Influence of media education are independent.   
• H1: Gender and Influence of media education are not independent.   

3.3 Population and sample size  
The sample size is an important feature of any empirical study in which the goal is to make inferences about a 

population from a sample. The population for the study includes the media professionals in Chennai of Tamil Nadu. A 
total of 84 media professionals with media degrees (samples) are covered during this study in Chennai using systematic 
sampling.   

Quantitative aspects are used which involves survey among 84 samples.   
3.4 Field of study   

The study is conducted among TV media professionals residing in various parts of Chennai in Tamil Nadu. 
Quantitative data help to analyses with the real-life experiences.   

3.5 Research design   
The research design refers to the overall approach that the researcher selects in a coherent and logical way to 

combine the various components of the analysis. It helps to ensure that the research issue is adequately solved. It is the 
blueprint for data collection, evaluation and analysis.  This study is done with the help of survey among the TV media 
professionals with media degrees’ in Chennai.  

3.6 Tools and techniques   
In quantitative data collection, the methodology followed was a questionnaire-based survey. The questionnaire 

consisted of various aspects evaluating the Education background of media professionals. The various features of media 
Industry affecting the professional’s customs and traditions, about their involvement with their communities, their views 
etc. are discussed.   

The method of collection of data by the researcher was through questionnaire. In this method, a list of questions 
relating to the problem under investigation was prepared. The questionnaire comprised of two parts A and B. Part A 
comprised questions relating to the demographic profile of the respondents like gender, age, education etc.  Part B 
included the questions related to the study.   

3.7 Sources of data  
The sources of data include the primary data based on the quantitative data, collected using questionnaire. The 

secondary data is collected from books, newspapers, magazines, online journals, etc.  
3.8 Analytical frame work   

The samples were selectively selected from the population to make the research effective.  The design of the 
questionnaire is depended on the research purpose and the respondents who are to answer the questions, i.e. the type of 
sample used. A pilot survey was conducted that helped to determine the efficiency of the future survey while and also 
to smooth out the difficulties before administering the main survey. The information collected through questionnaire 
was tabulated by keeping in view the objectives of the study. The objectives of the study could be achieved by 
using various tabular techniques to come to a conclusion after analyzing the data. Simple percentage, frequency analysis 
and charts are used to explain the facts and figures. The techniques employed to compute the data are calculation through 
Microsoft excel sheet and column charts.   

Pilot study is small scale replica and rehearsal of the main study. The researcher conduct pre-test to check the 
level of understanding of the respondents regarding the conditions to be fulfilled while answering and also to check the 
clarity of all statements. This is through Google meet with 10 respondents.  As per the feedback received, corrections 
and modifications are made in the questionnaire before the final survey to be conducted.  

3.9 Theoretical frame work   
This research involves grounded theory approach (GTA). According to the GTA research methodology was 

introduced by Glaser & Strauss in 1967 to legitimize qualitative research. It usually involves the collection and analysis 
of data. The theory is “grounded” in actual data, which means the analysis and development of theories happens after 
you have collected the data.  Here, the medium chosen is TV, because TV is still the most influencing medium in 
Chennai (Sanjay, 2000) In TV medium’s one 24*7 news channel and one Entertainment channel in Chennai is chosen 
for this study. The population will be the people working on the TV medium, in that sample size focus on the person 
who directly involves in the production process in TV medium (i.e., in the news channel, Desk editor, reporter to the 
editor and in entertainment, producer to the sound engineer)  

 
4. DATA ANALYSIS AND INTERPRETATION  : 

Chi-square test for independence  
H0: Gender and Salary are independent   
H1: Gender and Salary are not independent   



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 44 

O=Observed frequency count   
E= Expected frequency count   
Chi Stat=Chi-square value   
Chi Crit=Value from Chi-square distribution table   
DF=Degrees of Freedom   

Table no. 4.1.1: Contingency table 
SEX  Monthly Income   

 Below 10000 10,001 to 
20,000 

20,001to 
30,000 

30,001 to 
40,000 

Above 
40,000 

 

Total 
Female(O) 2 11 9 11 8 41 
Male (O) 1 10 21 7 4 43 

Total 3 21 30 18 12 84 
Table no. 4.1.2: calculation of chi-square for female 

Female Calculation of chi-square for female  
 Below 

10000 
10,001 

to 
20,000 

20,001to 
30,000 

30,001 

to 
40,000 

Above 
40,000 

Total 

E 1.46 10.25 14.64 8.79 5.86 - 
O-E 0.54 0.75 -5.64 2.21 2.14 - 

(O-E)² 0.29 0.56 31.84 4.90 4.59 - 
(O-E)²/E 0.19599 0.05488 2.17456 0.55807 0.78397 3.76748 

 
Male  Calculation of chi-square for male   

 Below   
10000  

10,001 to   
20,000  

20,001to   
30,000  

30,001 to   
40,000  

Above   
40,000  

Total  

E  1.54  10.75  15.36  9.21  6.14  - 
O-E  -0.54  -0.75  5.64  -2.21  -2.14  - 

(O-E)²  0.29  0.56  31.84  4.90  4.59  - 
(O-E)²/E  0.18688  0.05233  2.07342  0.53212  0.74751  3.59225  
     Chi Stat  7.35973  
     DF  4  
     Chi Crit  9.488  
     Chi Stat < Chi Crit  

Table no. 4.1.3: Calculation of chi-square for male 
If Chi Stat<Chi Crit, we can accept H0. In this case as 7.35973<9.488, H0 is accepted. Since H0 is accepted, H1 

is rejected. Thus, it is concluded that there is no relation exists between both the variables. Hence Gender and salary are 
independent. 

Table no. 4.1.4: categorying designation in the gender base 
Designation Female Male Total 

Anchor 7 1 8 
Reporter 4 4 8 

Creative producer 16 5 21 
Video editor 1 12 13 
Camera man 0 10 10 

Executive producer 4 1 5 
Script writer 0 1 1 

Production coordinator 1 1 2 
Logger 1 0 1 

Content Editor 0 1 1 
Senior Program Producer 2 1 3 

Sound engineer 0 3 3 
Trainee 1 0 1 

Panel producer 0 3 3 
News producer 4 0 4 

Total 41 43 84 
Table No. 4.1.4 represents the designation category in the gender base, out of 84 respondents 
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41 females and 43 males has responded, out of 84, 41 female respondents, most of them play major role in the 
TV media actively more than a male, from the table we can understand that 16 of the female respondents are creative 
producer whereas in the technical field (such as cameraman, editor, sound engineer, panel producer) rate of the female 
involvement is very low when compared to the male respondents.   

Table no. 4.1.5: Contingency table 
SEX   How many years of media experience do you have?   

 00-01  01 -  
03  

03 -  
05  

More than 5 years  Total  

Female(O)  4  10  16  11  41  

Male (O)  2  17  10  14  43  
Total  6  27  26  25  84  

H0: Gender and Experience are independent H1: Gender and experience are not independent  
O=Observed frequency count, E= Expected frequency count   
Chi Stat=Chi-square value, Chi Crit=Value from Chi-square distribution table DF=Degrees of Freedom  

Table no. 4.1.6: calculation of chi-square for female 
Female  Calculation of chi-square for female  
  00-01  01 - 03  03 - 05  More than 5 years  Total  
E  2.93  13.18  12.69  12.20  - 
O-E  1.07  -3.18  3.31  -1.20  - 
(O-E)²  1.15  10.10  10.95  1.45  - 
(O E)²/E  0.39199  0.76665  0.86308  0.11848  2.14020  

 
Table no. 4.1.7: calculation of chi-square for male 

Male  Calculation of chi-square for male  

  00-01  01 - 03  03 - 05  More than 5 years  Total  
E  3.07  13.82  13.31  12.80  - 
O-E  -1.07  3.18  -3.31  1.20  - 

(O-E)²  1.15  10.10  10.95  1.45  - 
(O  
E)²/E  

0.37375  0.73099  0.82294  0.11297  2.04065  

    Chi Stat  4.18085  
    DF  3  
    Chi Crit  7.815  
    Chi Stat < Chi Crit  

If Chi Stat<Chi Crit, we can accept H0. In this case as 4.18<7.815, H0 is accepted. Since H0 is accepted, H1 is 
rejected. Thus, it is concluded that there is no relation exists between both the variables. Hence Gender and experience 
are independent.  

Table no. 4.1.8: contingency table 
SEX   Currently what sort of medium you are working in?   

 24*7 

News   
Channel  

Television  
Reality 

shows  

Television  production  h

ouse  
Television – Non 

reality  shows  
Total

  

Female(O) 24  9  5  3  41  
Male (O)  29  11  2  1  43  
Total  53  20  7  4  84  

H0: Gender and working medium are independent H1: Gender and working medium are not independent, 
O=Observed frequency count, E= Expected frequency count, Chi Stat=Chi-square value, Chi Crit=Value from Chi-
square distribution table DF=Degrees of Freedom   

 
Table no. 4.1.9: Calculation of chi-square for female 

Female  Calculation of chi-square for female  

  24*7 News   
Channel  

Television  
Reality shows  

Television   
production   

house  

Television –  
Non reality   

shows  

Total  

E  25.87  9.76  3.42  1.95  - 
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O-E  -1.87  -0.76  1.58  1.05  - 
(O-E)²  3.49  0.58  2.51  1.10  - 
(O-E)²/E  0.13504  0.05947  0.73374  0.56214  1.49038  

Table no. 4.1.10: calculation of chi-square for male 
Male  Calculation of chi-square for male  
  24*7 News   

Channel  
Television  

Reality shows  
Television   
production   

house  

Television –  
Non reality   

shows  

Total  

E  27.13  10.24  3.58  2.05  - 
O-E  1.87  0.76  -1.58  -1.05  - 
(O-E)²  3.49  0.58  2.51  1.10  - 
(O-E)²/E  0.12876  0.05670  0.69961  0.53599  1.42106  

    Chi Stat  2.91144  
    DF  3  

    Chi Crit  7.815  
    Chi Stat < Chi Crit  

If Chi Stat<Chi Crit, we can accept H0. In this case as 2.911<7.815, H0 is accepted. Since H0 is accepted, H1 

isrejected. Thus, it is concluded that there is no relation exists between both the variables. Hence Gender and medium 
working in are independent.   

Table no. 4.1.11: Contingency table 
Media 

Student  
 Do you think obtaining media? 

Education helped you to survival in TV Medium better than the 
person who has not obtained the media education? 

 

  Agree  Strongly   
agree  

Disagree  Strongly   
Disagree  

Total  

Yes(O)  35  30  3  2  70  
No (O)  6  3  3  2  14  
Total  41  33  6  4  84  

H0: Media student and media education are independent H1: Gender and working medium are not independent, 
O=Observed frequency count, E= Expected frequency count, Chi Stat=Chi-square value, Chi Crit=Value from Chi-
square distribution table, DF=Degrees of Freedom  

Table no. 4.1.12: calculation of chi-square for media students 
Media   
Students  

Calculation of chi-square for media students  

  Agree  Strongly   
agree  

Disagree  Strongly   
Disagree  

Total  

E  34.17  27.50  5.00  3.33  - 
O-E  0.83  2.50  -2.00  -1.33  - 
(O-E)²  0.69  6.25  4.00  1.78  - 
(O-E)²/E  0.02033  0.22727  0.80000  0.53333  1.58093  

 
Table no. 4.1.13: calculation of chi-square for other students 

Other   
Students  

Calculation of chi-square for other students 

 

  Agree  Strongly   
agree  

Disagree  Strongly   
Disagree  

Total  

E  6.83  5.50  1.00  0.67  - 
O-E  -0.83  -2.50  2.00  1.33  - 
(O-E)²  0.69  6.25  4.00  1.78  - 
(O-E)²/E  0.10163  1.13636  4.00000  2.66667  7.90466  

      
    Chi Stat  9.48559  
    DF  3  
    Chi Crit  7.815  
    Chi Stat > Chi Crit  
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If Chi Stat>Chi Crit, we can reject H0. In this case as 9.48559>7.815, H0 is rejected. Since H0 is rejected, H1 is 
accepted. Thus, it is concluded that relation exists between both the variables.  Hence Media students and Media 
education are not independent.   

Table no. 4.1.14: contingency table 
Sex   According to you, what is the strength to the survival in the 

TV medium?  
 

  Recommendation  Technical   
knowledge   

only  

Holding a   
course in   

Media Studies  

Interest to work in   
TV  Medium  

Total  

Female(O)  0  19  6  16  41  
Male (O)  7  14  5  17  43  
Total  7  33  11  33  84  

H0: Gender and media education are independent H1: Gender and working medium are not independent, 
O=Observed frequency count, E= Expected frequency count, Chi Stat=Chi-square value, Chi Crit=Value from Chi-
square distribution table, DF=Degrees of Freedom   

 
Table no. 4.1.15: calculation of chi-square for female 

Female  Calculation of chi-square for female 
  Recommendation  Technical   

knowledge   
only  

Holding a  course 
in  Media  Studies  

Interest to  Work 
in TV  Medium  

Total  

E  3.42  16.11  5.37  16.11  - 
O-E  -3.42  2.89  0.63  -0.11  - 
(O-E)²  11.67  8.37  0.40  0.01  - 
(O-E)²/E  3.41667  0.51956  0.07415  0.00071  4.01109  

 
Table no. 4.1.16: calculation of chi-square for male 

Male  Calculation of chi-square for male  
  Recommendation  Technical   

knowledge   
only  

Holding a  course 
in  Media  Studies  

Interest to   
work in 

TV  Medium  

Total  

E  3.58  16.89  5.63  16.89  - 
O-E  3.42  -2.89  -0.63  0.11  - 
(O-E)²  11.67  8.37  0.40  0.01  - 
(O-E)²/E  3.25775  0.49539  0.07070  0.00068  3.82452  

    Chi Stat  7.83561  
    DF  3  
    Chi Crit  7.815  
    Chi Stat > Chi Crit  

If Chi Stat>Chi Crit, we can reject H0. In this case as 7.835>7.815, H0 is rejected. Since H0 is rejected, H1 is 
accepted. Thus, it is concluded that relation exists between both the variables.  Hence Gender and Media education are 
not independent.   

Table no. 4.1.17: contingency table 
Sex   How did you get into the TV Medium?   
  Through 

college campus   

Interview  

Through   

Experience  

Showing  your skill 

in SNS  platform /building   

portfolio  

Through   

Recommendation  

Total  

Female(O)  7  25  7  2  41  
Male (O)  6  19  13  5  43  
Total  13  44  20  7  84  

H0: Gender and Hiring process are independent H1: Gender and Hiring process are not 
independent, O=Observed frequency count, E= Expected frequency count, Chi Stat=Chi-square value, 
Chi Crit=Value from Chi-square distribution table, DF=Degrees of Freedom   
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Table no. 4.1.18 calculation of chi-square for female 
Female  Calculation of chi-square for female 

  Through   
college 

campus  Interview  

Through   
Experience  

Showing your skill 
in SNS platform   
/building  portfolio  

Through   
Recommendation  

Total  

E  6.35  21.48  9.76  3.42  - 
O-E  0.65  3.52  -2.76  -1.42  - 
(O-E)²  0.43  12.42  7.63  2.01  - 
(O-
E)²/E  

0.06756  0.57819  0.78142  0.58740  2.01457  

 

Table no. 4.1.19 calculation of chi-square for male 
Male  Calculation of chi-square for male  

  Through   
college   
campus   
Interview  

Through   
Experience  

Showing your skill 

in  SNS  platform   
/building  portfolio  

Through   
Recommendation  

Total  

 

E  6.65  22.52  10.24  3.58  - 
O-E  -0.65  -3.52  2.76  1.42  - 

(O-E)²  0.43  12.42  7.63  2.01  - 
(O-E)²/E  0.06442  0.55129  0.74507  0.56008  1.92087  
      

    Chi Stat  3.93543  
    DF  3  
    Chi Crit  7.815  
    Chi Stat < Chi Crit  

If Chi Stat<Chi Crit, we can accept H0. In this case as 3.93<7.815, H0 is accepted. Since H0 is accepted, H1 is 
rejected. Thus, it is concluded that there is no relation exists between both the variables. Hence Gender and medium 
working in are independent.   

Table no. 4.1.20 contingency table 
SEX   According to you, what are the   

opportunities the media industry provides  

 

  Can work as 
a freelancer in 

N  number of   
companies  

Regular   
employee in a 

media   
company  

Building 
& showing   

your skill in  SNS 
platform  

Can be an   
Entrepreneur  

Total  

Female(O)  14  16  6  5  41  
Male (O)  10  22  8  3  43  
Total  24  38  14  8  84  

H0: Gender and media opportunity are independent H1: Gender and Media opportunity are not independent, 
O=Observed frequency count, E= Expected frequency count, Chi Stat=Chi-square value, Chi Crit=Value from Chi-
square distribution table, DF=Degrees of Freedom  

Table no. 4.1.21 calculation of chi-square for female 
Female  Calculation of chi-square for female  
  Can work as 

a freelancer in 
N number of   
companies  

Regular   
employee 

in a media   
company  

Building &   
showing 

your skill in 

SNS   

platform  

Can be an   
Entrepreneur  

Total  

E  11.71  18.55  6.83  3.90  - 
O-E  2.29  -2.55  -0.83  1.10  - 
(O-E)²  5.22  6.49  0.69  1.20  - 
(O-
E)²/E  

0.44599  0.34993  0.10163  0.30720  1.20475  
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Table no. 4.1.22 calculation of chi-square for male 
Male  Calculation of chi-square for male  

  Can work as 

a freelancer in 
N number of   

companies  

Regular   
employee 

in a media   
company  

Building &showing 

your skill in SNS   

platform  

Can be an   
Entrepreneur  

Total  

E  12.29  19.45  7.17  4.10  - 
O-E  -2.29  2.55  0.83  -1.10  - 
(O-
E)²  

5.22  6.49  0.69  1.20  - 

(O-
E)²/E  

0.42525  0.33365  0.09690  0.29291  1.14871  

      
    Chi Stat  2.35346  
    DF  3  
    Chi Crit  7.815  
    Chi Stat < Chi Crit  

If Chi Stat<Chi Crit, we can accept H0. In this case as 2.35<7.815, H0 is accepted. Since H0 is accepted, H1 is 
rejected. Thus, it is concluded that there is no relation exists between both the variables. Hence Gender and media 
opportunity are independent.   

Table no. 4.1.23 contingency table 
Sex   What are the challenges you faced in the TV medium?   

 

  Lack of contacts for 

further   
recommendation  

Lack of   
Experience  

Lack of   
Creativity  

Lack of   
Media   

Education  background  

Total  

Female(O)  12  20  9  0  41  
 

Male (O)  13  20  8  2  43  
Total  25  40  17  2  84  

H0: Gender and media challenges are independent H1: Gender and Media challenges are not independent, 
O=Observed frequency count, E= Expected frequency count, Chi Stat=Chi-square value, Chi Crit=Value from Chi-
square distribution table, DF=Degrees of Freedom   

 

Table no. 4.1.24.Calculation of chi square for female 
Female  Calculation of chi-square for female  
  Lack of contacts for further   

Recommendation  
Lack of   

Experience  
Lack of   
Creativity  

Lack of   
Media   

Education   
Background  

Total  

E  12.20  19.52  8.30  0.98  - 
O-E  -0.20  0.48  0.70  -0.98  - 
(O-E)²  0.04  0.23  0.49  0.95  - 
(O-E)²/E  0.00336  0.01161  0.05946  0.97619  1.05062  

 
Table no. 4.1.25 calculation of chi square for male 

Male  Calculation of chi-square for male 

  Lack of contacts for 
further   
recommendation  

Lack of   
Experience  

Lack of   
Creativity  

Lack of Media   
Education   

background  

Total  

E  12.80  20.48  8.70  1.02  - 
O-E  0.20  -0.48  -0.70  0.98  - 
(O-E)²  0.04  0.23  0.49  0.95  - 
(O-E)²/E  0.00320  0.01107  0.05669  0.93079  1.00175  
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    Chi Stat  2.05237  
    DF  3  
    Chi Crit  7.815  
    Chi Stat < Chi Crit  

If Chi Stat<Chi Crit, we can accept H0. In this case as 2.05<7.815, H0 is accepted. Since H0 is accepted, H1 

is rejected. Thus, it is concluded that there is no relation exists between both the variables. Hence Gender and media 
challenges are independent.   

 
5. FINDINGS: 

The key findings regarding the media education opportunity and challenges faced by the TV media 
professionals with media degrees in the Chennai are as follows:   

• The respondents‟ young age groups are largely working in the TV medium.  
• The post graduates more often prefer to work in the TV medium, that is, they were motivated by education to give 

infotainment content to the audience.   

• There is no gender gap equal proportion of women is working in the TV medium and influence of the media 
education is significant among the gender.   

• The relation between the place of residence and influence of the media education is highly significant. As Chennai 
is the metro politician city people move to Chennai for study and later because of the high job Opportunity they settle 
over in the Chennai.   

• The female respondents are more likely to move to Chennai for the study and for work purpose. More than the 
male respondents most of the female respondents hold the PG degrees and they prefer to work in the TV medium 
because of the passion and salary.   

• Most of the respondents did they media education in the Private colleges and government affiliated college, only 
few for the PG they move to the affiliated and government colleges  

• The young age group people earn monthly 20,001 to 30,000 where there is gender gap prevails, male get high 
salary then women. There is significant difference among the gender in the experience, female lack in the experience 
because they take break form the work after a marriage, because of that they lack in the salary too.   

• Most of the female respondents choose the creative profile than the technical sector; because of the designation 
and the break form the work play a major challenge for a woman to get a low salary in the TV medium.  

• The major respondents are working in the 24* 7 news channel, where type of medium there is a high significant 
in the gender basics, most of the male show interest to work in the 24* 7 news channel where women to choose in the 
Entertainment channels because of the creative profile they choose.   

• The major respondents reported that obtaining media education helped them to survival in the TV Medium then 
the others.   

• There exist many misconceptions and prejudices about the media education. People from the media education 
mention that they learn the technical knowledge from the course, later because of they experience in the field they learn 
how to implement it. That makes them to stand unique from the other non-media graduated work in the TV medium.   

• Most of the people reported that media education plays a major role for them to get a regular job in the media 
industry, same while people who wish to enter into the cinema, take TV medium is the first step to build they 
knowledge. Their influence of gender and media education is independent here.   

• The people reported that through experience and building a portfolio in the SNS platform helped them to get into 
the TV medium, very few told that recommendation is mandatory to get into the TV medium, here gender and the 
hiring process are independent.   

• There is plenty of opportunity is provide by the media industry, most of the female respondents reported that media 
industry gave them to act as freelancer to the N number of company and by holding a media degree help them to work 
as a regular employee in the media company.   

• The challenges in the media industry among the gender are independent.  
• Most of the respondents reported that the media education takes initiatives to build a portfolio as part of curriculum 

that help them to get into to the TV media, same while that technical knowledge act as a core strength them to survival 
in the TV medium.   

• The few respondents reported that there is no need of media education to get into TV medium, few told that the 
passion, handful of experience, and creativity is enough to get into the TV medium, according to them creating a content 
by they own act as they strength same time they are focus to do an entertainment program then a infotainment.  

• The Media professional who holds PG degree feels that always stick to media ethics and values while creating a 
program, they consider this as they weakness of holding a media education.   
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• Most of the male TV media professionals want to switch they career to the cinema or sports news, whereas female 
respondents want to move from TV to the Online media because of the advent of technology.   

• Most of the respondents because of the salary and they passion towards media they stick to the TV medium   

• Most of the respondents reported that they passion towards to work in the TV medium have driven them to work 
continue working in the TV. Gender and interest to work in the TV medium is independent.   

 

6. CONCLUSION : 
On the basis of the research findings, the following recommendations are made to other researchers, scholars, 

academicians, administrators and policy makers. The younger generations  are more likely to get into the TV medium 
more than the traditional medium like print and radio,  so we can revise the media education curriculum focusing more 
on the Visual medium or digital  medium, Most of them holding PG in media education but not from the government 
college , they  depend on the private or affiliated college to do media course, media course in the government  college 
with highly equipped with the placement will provide opportunities for all to get into the  media industry. They are 
approximately 43 media institution provide media education in Chennai, bunch of students are passing out every year 
form those institutions equally they are 42 TV station different nomenclatures in total in that 27 TV station are under 
the news and entertainment category, there are about 4,000 graduates passing out with media degrees in Chennai, in 
that 50 percent of whom are women, making 2000 the female population. There are only 40 permanent journalism 
educators, and about 1000 plus employee work in each TV stations, we can create a space for lot of media educator in 
the government sector by implementing media course in the government institution with low fee.   

Most of the female respondents show interest to work in the creative platform then the technical one, the 
knowledge gap in the gender basis can be discussed, most of the respondent’s mention that gaining technical knowledge 
is the core strength in the media education, same time implementing it in the field they reported as the major challenges, 
the inversely proportion to the media education and the practical experience gap can be filled by providing handful of 
experience.  Only few entered into the TV medium through college campus, majority of them entered into the TV 
medium through showing they skills in the SNS platform or by recommendation, the college placement can be 
improved. In the advent of technology most of the female respondents show interest to work in the online media, and 
male respondents wish to change they career form the TV to cinema or to be an enter purer. The most major opportunity 
provided by the media industry can also be analysed and can create an awareness program to spread out the various 
opportunity provide by the media industry and the moral obligation of the young people to recognize the value of the 
social media in continuing education and updating technology and to assist others in using technical advances. The 
gender and the income are not independent here but the gender and experience is independent these two variable can 
also be analysed in detail. By improving the educational level of the respondents and giving equal rights in the gender, 
the successful use of the media education can be ensured. Through social media, cultural and traditional initiatives 
and media education can be promoted.   

As the dependency on Visual and social media grows day by day, initiatives to increase the level of media 
education with respect to social media literacy are significant. The students should be equipped and trained with the 
related technologies with respect to smart phones and they should be trained and monitored for using these platforms 
which will help in providing better access to implement they knowledge practically. 
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1. INTRODUCTION : 

Covid-19radically changed the electronic media communication dissemination as there were lot of challenges 
faced by the television reporters, cameraman, and newsroom operators across the globe. Lockdown and quarantine 
literally blocked all their primary sources and reliable information. Beat reporting was unimaginable in the crisis period. 
Social distancing and quarantine blocked all the serials and episodes abruptly. In addition to this, they acted as the 
gatekeepers blocking the misinformation and fake news approaching even from responsible sources. As most of the 
news stories were reduced to corona virus, death and pandemic, they were forced to alter the content of news and other 
programs with innovative packages. Thus, old television serials and programs were re-telecasted. Advertisement 
income   was reduced. Few organizations were compelled to cut short the number of staff or deduct the salary. Television 
industry in Kerala, though it is vibrant in all means, also faced challenges. Their challenges, the remedial measures, 
innovative techniques are the major aspects of this study.     

   
1.1. Television journalism in Kerala state   

Kerala state has one of the most advanced education systems and a high literacy rate in India (The Economic 
Times, Sept 8, 2020). There are 44 channels in Kerala including news channels, infotainment, devotional, edutainment, 
movies, music, kids and entertainment (Wikizer,2020). Few leading newspapers such as Malayala Manorama  
Mathrubumi, Mangalam, Deshabhimani and Kerala Kaudmudi have their own television channels either directly owned 
or indirectly owned. In addition to this there are cable TV channels which are not available on any DTH 
platform but available only on cable TV networks. 

 
 
 

Abstract: Covid-19 pandemic disrupted the entire mass communication dissemination as gathering 
information   was troubled due to the massive lockdown and varied forms of quarantine. But someway mass media 
managed to continue their information broadcasting and people trusted broadcast media to a great extent for 
proper information. In this background, this study tries to understand the major challenges faced by television 
journalists and the strategies incorporated by the Television news production houses during Covid-19 period. The 
study employs a quantitative approach of self-administered questionnaire survey to collect data from TV 
journalists in Kerala. Data from 30 Journalists are randomly collected using convenient nonprobability sampling. 
The study reveals that there is a change from the traditional mode of content and programs delivered during this 
period because of several reasons. Most of the panel discussions and debates went online. Serials and programs 
were cut shot and alterative means were sorted out. To overcome the matchless situation of lock down and 
quarantine, television journalists and TV production houses implemented drastic changes such as shift in the 
content delivery, dependency of user generated content, implementation of work shift arrangements, excessive use 
of social media platforms, health-oriented news bulletins and related special programmes etc. The findings of the 
study reveals that though television journalism struggled in the initial stages it was considered as the most reliable 
source of information during Covid-19 crisis and was a solace to millions.    

 
Keywords: Paradigm shift, Television journalists during Covid era, User generated content. 
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 1.2. Background of the study    
During the pandemic situation as most of the news organizations were facing challenges, broadcast medium 

maintained and praised for its reliability and credibility. Though they faced various issues during lockdown, their crisis 
management and tactic solutions to the problems are great learning lessons. In this circumstance, this study will analyze 
the various impacts of pandemic upon the TV Journalists and television houses in Kerala in a micro level.   

 
1.3 Objectives  

1.3.1. To understand the challenges faced by the TV journalists in Kerala state.  
1.3.2. To learn the ways implemented by TV channels in Kerala to tackle the pandemic challenges.  
 

2. REVIEW OF LITERATURE  : 
2.1. Faculty of Information and Media Studies (2020) in the role of traditional news media in the age of COVID-

19speaks about the authenticity and reliability of Television and radio during Covid-19. The article highlights the fact 
that traditional media has human beings as gatekeepers rather than social media’ algorithms which gate keeps the news. 
Thus traditional media delivers news better than algorithm controlled news, according to this report.  

2.2. Rascouët-Paz Anna (2020) in Local TV News Is Key in Spreading Accurate Information on COVID-19, and It 
is disappearing state that television news, especially local TV news, is an important way Americans receive information 
related with health. The author also identifies that ‘the key challenges for TV news as a vehicle for improving public 
health are declining audiences, industry changes, increasingly politicized content, potential spread of misinformation, 
and lack of attention to inequity. 

2.3. Karam Jinane (n.d) in ‘the role of Radio and Television during COVID-19 pandemic’ discusses the role of 
Television and radio during Covid-19 pandemic in Lebanon. The impact of Covid-19 upon the TV viewership    and its 
response to the situation are highlighted here. The author states with evidences that TV viewership has increased to 21% 
in the month of March and its credibility too has enhanced during these period. More family friendly content, health 
care activities, educational programs   were introduced by TV channels as a response to the changing situation. The 
author also analyse the effectivity of education program of Punjab state.    

2.4. Singh (2020) in the article Media in the Time of COVID-19 published in the reputed magazine Economic and 
Political Weekly (EPW) critically evaluate the role of Indian media during pandemic. The author evaluates that Indian 
media, which is mainly controlled by the corporates ‘became   an instrument of the ideological apparatus’ of the 
government. Thus media was soundless on the major issues of Covid-19 like migrant laborers’ and manipulated the 
discourses. He insists the need for greater accountability of media.                

2.5. Kerala government owned Victors channel was instrumental in imparting free online   education during the 
Covid-19for classes 1-12 on every weekday from 8.30 am to 5.30 pm during lockdown (Sumedha Tripathi, 2020). 

Around 45 lakh students benefited this in the first week of June itself. 
2.6 Excellence in media marketing (April 6, 2020) in How Covid-19 is affecting trust in journalism and the media 

highlights that pandemic was the time that proved more trust in media.  It states those pandemic helped journalists 
to come up with new styles of reporting such as expert video interviews; new (positive) angles on Covid-19 
stories that are growing popular during the crisis. 

2. 7. PWC (nd)  a US  based   global agency  in  ‘Covid-19 and the media industry’ discusses the crisis management 
in the  media industry  such as workforce, operations and supply chain  like delay in the release date of television 
and  movie, problems related with economic slowdown etc.  

2.8. Yadav Anubhavi (2020) in World Television Day 2020: Understanding the power of visual media amid COVID-
19 pandemic highlights the importance of visual media and its impact during Covid-19. According to the author TV 
became ‘an important factor that glued family members together’ and   news channel was the important source of 
information.  

 
3. METHODOLOGY: 

A questionnaire survey method is employed here to generate the primary sources. The   secondary sources are 
mainly from research articles, news reports etc. The survey is conducted among Television Journalists across Kerala.  

 
4. ANALYSIS : 

4.1. Your role in the organization 

 

https://www.scoopwhoop.com/author/sumedha-tripathi/?ref=page_article
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Chart 1 

3.33% of the respondent stated that they work as chief broadcast journalist, 10% of the respondents said they 
work as the post production assistant. 33.33% responded that they are working as reporter. 16.70% of the responded 
that they work as journalists. 3.33% of the journalists responded that they work as the Chief Sub – editor. 6.67% of 
journalists work as the correspondent.6.67% work as the bureau chief, 3.33% work as the camera man, 3.33% responded 
that they work in news desk. 6.67% work as the sub editor, 3.33% work as the producer, 3.33% work as the broadcasting 
engineer. 

 
4.2. Type of organization 

 
Chart 2 

All of the respondents opinioned that they work in Television 
 
4.3. Total years of experience 

 

 
Chart 3 

3.33% opinioned that they got only 3 months’ experience. 20% of the respondent opinioned that they got 1 year 
experience, 10% replied that they got 2 years of experience, 6.67% replied that they got 3 years of experience, 6.67% 
of journalists got 4 years of experience, 3.33%  of the responded that they got 6 years of experience, 6.67%  opinioned 
that they got 8 years of experience, 3.33% replied that they got 9 years of experience, 13.33% responded that they got 
10 years of experience, 6.70% responded that they got eleven years of experience, 3.33% responded that they got  twelve 
years of experience in television. 6.67% responded that they got fifteen years of experience, 3.33% responded that they 
got sixteen years of experience, 3.33% got twenty-two years of experience, 3.33% did not respond to this question. 
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4.4. Knowledge on Covid disease and related issues. 

 
Chart 4 

63.30% of Television Journalists strongly agreed that they have the knowledge on Covid disease and related 
issues. 23.30% Television Journalists agreed that they have the knowledge on Covid disease and related issues while 
6.70% remained neutral to this question and no one disagreed to this question but 6.70% strongly disagreed that they 
have not knowledge on Covid disease and related issues. 

4.5. Managed with health reporting when there was no assigned beat. 

 
Chart 5 

 36.70% of TV Journalists managed with health reporting when there was no assigned beat. 36.70% of TV 
Journalists agreed to this question while 10% of TV Journalists remained neutral.10% of journalists disagreed to this 
question while 6.60% TV Journalists opinioned that they did not managed with health reporting when there was no 
assigned beat. 

4.6. Work shift arrangement in duty during Covid 19 

 
Chart 6 

50% of TV Journalists strongly agreed that there was a work shift arrangement in their duty during Covid. 10% 
of TV Journalists agreed to this question while 16.70% remained neutral. 6.60% of TV journalists.  Disagreed to this 
question while 16.70% of TV journalists strongly disagreed. 

4.7. Work shift arrangement was an extra effort during the pandemic 
 

 
Chart 7 



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 57 

40. % of journalists responded that the work shift arrangement was an extra effort during the pandemic. 30% of 
journalists agreed to this question while 13.30% responded neutral to this question. 3.40% of journalists disagreed to 
this question while 13.30% strongly disagreed that works shift arrangement was an extra effort during the pandemic. 

4.8. Work from home was hectic for journalists 
 

z  
Chart 8 

23.30% of TV journalists strongly agreed to that work from home was hectic for them. 3.40% of journalists 
agreed to this question while 30% of journalists remained neutral to this question. 23.30% of journalists disagreed to 
this question while 20% of journalists strongly disagreed to this question. 

4.9. Spend more time with family 

 
Chart 9 

33.30% of tv journalists strongly agreed that they spend more time with family.13.30% of agreed to this 
question. 10% of tv journalists responded as neutral to this question. 6.7% of tv journalists disagreed to this question 
while 36.7% of tv journalists strongly disagreed that they could not spend more time with family during lockdown. 

4.10. Special privilege during lock down to move around the society freely 
 

 
Chart 10 

46.70% of tv journalists strongly agreed that they got special privilege during lockdown to move around the 
society freely. 13.30% agreed to this question. 10% of tv journalists remained neutral to this question. 13.30% tv 
journalists disagreed to this question while 16.70% of tv journalists strongly disagreed. 

4.11. For exclusive video, mobile visuals were collected from laypeople 
 

 
Chart 11 
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50% of tv journalists strongly agreed that they used mobile visuals from lay people for exclusive video. 26.70% 
of tv journalists agreed to this question while 10% remained neutral to this question. Another 10% of journalists 
disagreed to this question while 3.30% of tv journalists strongly disagreed to this question. 

4.12. The shutdown of hotels led to the food issue during lock down 
 

 
 

Chart 12 

33.30% of tv journalists strongly agreed that the shutdown of hotels led to the food issue during lockdown. 
13.30% agreed to this question. 20% of respondents remained neutral to this question while 16.70% of journalists 
disagreed and 16.70% strongly disagreed to this statement. 

4.13. Managed food when the hotels were shut down during lockdown. 
 

 
Chart 13 

33.40% of the tv journalists prepared food with their colleagues when the hotels were shut down during the 
lockdown. 23.30% responded that they got food from the hostel. 43.30% opinioned that they used other arrangements 
when the hotels were shut down during the lockdown. None of them arranged chef for preparation of food. 

4.14. Social media platforms were used for collecting news along with the visuals during the lockdown. 

 
Chart 14 

53.30% of tv journalists strongly agreed that social media platforms were used for collecting news along with 
the visuals during the lockdown. 26.70% of journalists agreed to this question while 13.30 % responded as neutral to 
this question. 6.70% of tv journalists disagreed to this question and no one from the respondents strongly disagreed to 
the statement. 
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4.15. Reporters had to spend more time for reporting than usual during the lockdown. 

 
Chart 15 

46.70% of tv journalists strongly agreed that the reporters had to spend more time for reporting than usual during 
the lockdown. 20% of tv journalists agreed to this question. 20% of tv journalists remained neutral to this question. 10% 
of tv journalists disagreed to this question and 3.30% strongly disagreed. 

 

4.16. News readers faced more challenges to hold on to reporter with the news for more time than usual. 

 
Chart 16 

33.40% of the tv journalists responded that the news readers faced more challenges during lockdown to hold on 
to the reporter with the news for more time than usual. 23.30% of journalists agreed to this opinion. 20% of tv journalists 
remained neutral to this question. 13.30% of tv journalists disagreed to this question while 10% only strongly disagreed 
to this question. 

 
4.17. Television channels faced the issue of revenue from advertisement 

 
Chart 17 

56.80% of tv journalists stated that television channel faced the issue of revenue from advertisement during the 
lockdown. 23.30% of tv journalists agreed to this question. 13.30% of tv journalists remained neutral to this question. 
3.30% of tv journalists disagreed and 3.30% of tv journalists only strongly disagreed to this question. 

 
4.18. Salaries were reduced during the lock down time 

 
Chart 18 
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46.60% of tv journalists strongly agreed and   responded that their salaries were reduced during lock down 
time.10% of journalists agreed to this question. 16.70% of journalists remained neutral to this question. 10% of tv 
journalists disagreed to this question while 16.70% strongly disagreed to this question.  

 

4.19. During pandemic Tv journalists need more care/attention from the organization 
 

 
Chart 19 

53.30% of the journalists strongly agreed that they need more care/attention from the part of the organization 
during the pandemic. 33.40% agreed to this question while 3.30% remained neutral to this question. 6.70% disagreed to 
this question while 3.30% strongly disagreed to this question. 

4.20. Covid-19 death was breaking news at the beginning of lockdown 

 
Chart 20 

80% of tv journalists strongly agreed that Covid 19 death was breaking news at the beginning of the 
lockdown.6.70% agreed to this question. 6.7% of tv journalists remained neutral to this question. 3.30% of tv journalists 
disagreed to this question while 3.30% strongly disagreed. 

4.21. Covid-19 death news is not breaking news at present 
 

 
 

Chart 21 

36.70% of journalists strongly agreed that Covid-19 death news is not breaking news at present. 40% of tv 
journalists agreed to this question.13.30% of tv journalists remained neutral to this question. 10% of tv journalists 
disagreed to the statement and no one from the responded strongly disagreed to this question. 

 
4.22. Precautions for the spread of Covid-19 instructions were implemented in the channels  

 

 
Chart 22 
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53.40% of tv journalists strongly agreed that precautions for the spread of Covid-19 instructions and discussions 
were implemented in the channels during lock down. 23.30% of tv journalists agreed to this question.13.30% of tv 
journalists remained neutral to this question. 3.30% of tv journalists disagreed to this question. 6.70% of tv journalists 
strongly disagreed to this question. 

4.23. The scarcity of news other than Covid-19 was an issue for the newsroom during lock down 
 

 
Chart 23 

36.70% of tv journalists strongly agreed that the scarcity of news other than Covid-19 was an issue for the 
newsroom during the lockdown. 16.70% of tv journalists agreed to this question. 23.30% remained neutral to this 
question. 10% of tv journalists disagreed to this question while 13.30% strongly disagreed to this question. 

4.24. News Channels introduced special health programs as a filler to manage the usual schedule 
 

 
Chart 24 

43.40% of tv journalists strongly agreed that the news channels introduced special programmes related to health 
oriented as a filler to manage the usual schedule. 33.30% of tv journalists agreed to this question. 20% of tv journalists 
remained neutral to this question. 3.30% disagreed to this question and no one has strongly disagreed to this question. 

4.25. The Political news has led the news channels to deviate the focus from Covid-19 news. 
 

 
Chart 25 

 20% of tv journalists strongly agreed that the political news has led the news channels to deviate the focus from 
the Covid-19 news. 23.30% of tv journalists agreed to this question. 36.70% of tv journalists remained neutral to this 
question. 16.70% of tv journalists disagreed to this question. 3.30% of tv journalists strongly disagreed to this statement. 
 4.26 Lock down increased creativity in reporting 

 

 
Chart 26 
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23.30% of Journalists strongly agreed that their creativity in reporting has increased during the Lockdown 
time.23.30% of journalists agreed to this question. 30 % of journalists remained neutral to this question. 16.70% of 
journalists disagreed to this question. 6.7% strongly disagreed. 

4.27 TV Journalists need more attention from the part of government? 

 
Chart 27 

76.70% of the television Journalists responded that they need more attention from the part of Government.6.60% 
opinioned that they do not need more attention from the part of Government while 16.70% of tv journalists said that 
they may be needed more attention from the part of the Government. 
 4.28 What are the Work shift arrangements duty during Covid -19 

 
Chart 28 

 36.67% of journalists responded that they did their work shift arrangements as usual during the Covid 
pandemic.10% responded that they adopted work from home method during the Covid pandemic. 3.33% responded that 
they used night desk. 3.33% responded that 4 days’ work shift was the method implemented during the pandemic. 
13.33% responded that shift increased during the pandemic time. 3.33% responded that they used day time as the work 
shift.3.33% said they used half day for the work shift arrangements. 26.70% did not respond to this question. 
 4.29 Tested Corona positive 

 

 
Chart 29 

 80% of the journalists responded that they have not tested Corona positive while 20% of the journalists 
responded that they tested Corona virus test. 
 4.30 Any misinformation / fake News noticed during the lockdown. 

 

 
Chart 30 
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90% of the tv journalists responded that they have noticed misinformation/fake news during the lockdown. 
3.30% of journalists said ‘no’ to this question. 6.70% responded that they noticed that certain news ‘may be’ 
misinformation or fake news to the respondents. 

4.31 Have you reported any misinformation /fake News? 
 

 
 

Chart 31 
83% of the journalists responded that they have not reported any misinformation/fake news. 6.7% of the 

journalists responded that they have reported misinformation/ fake news. 10% said ‘may be’ to this question. 
4.32 The routine programmes that were locked during lock down 

 
Chart 32 

60.70% of the journalists responded that Special programmes were locked during the lockdown. 21.40% of the 
journalists responded that channel discussions were lockdown during the lockdown. 14.30% of the journalists said 
serials were locked during the lockdown. 3.6% of the journalists responded that comedy shows were locked down during 
the lockdown. 

4.33 Camera man faced challenges for taking visual during the Covid -19 
 

 
Chart 33 

58.60% of the journalists responded that the camera man faced challenges for taking visual during the Covid-
19 pandemic. 24.20% responded that they agreed to this question. 6.90% of the responded remained neutral to this 
question. 6.9% of the respondents disagreed to this question.3.4% of the journalists strongly disagreed to this question. 
 
5. CONCLUSION: 

In this paper we examine the challenges faced by the Television journalists and media professionals in Kerala 
during Covid-19. They are as follows: 1. Work shift arrangement was an extra effort during the pandemic.2. The scarcity 
of news other than Covid-19 was an issue for the newsroom during lock down.3. Work from home was hectic for 
journalists. 4. The shutdown of hotels led to the food issue during lock down.5. Reporters had to spend more time for 
reporting than usual during the lockdown.6. News readers faced more challenges during lockdown to hold on to the 
reporter with the news for more time than usual.7. Television channels faced the issue of revenue from advertisement.8. 
The Political news has led the news channels to deviate the focus from Covid-19 news.9. The scarcity of news other 
than Covid-19 was an issue for the newsroom during lock down. 10. Camera man faced challenges for taking visual 
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during the Covid-19. 11. Salaries were reduced during the lockdown time. 12. The routine programmes were locked 
during lock down. 

The new ways implemented by TV channels in Kerala to tackle the pandemic challenges are the following: 1. 
Television Journalists Managed with health reporting when there was no assigned beat.2. For exclusive video, mobile 
visuals were collected from laypeople. 3. Social media platforms were used for collecting news along with the visuals 
during the lockdown. 4. Lock down increased creativity in reporting. 5. News Channels introduced special programmes 
related to health oriented as a filler to manage the usual schedule.6. Precautions for the spread of Covid-19 instructions 
and discussions were implemented in the channels during lock down. 
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1.  INTRODUCTION : 

A new disease, which was later termed as Corona Virus Disease-2019 (Covid-19) by WHO was identified   in 
the city of Wuhan, capital of Hubei province, China on December 2019. The coronavirus ‘patient zero’ was identified 
as Wei Guixian, a 57 year old female shrimp’s seller at the Huanan Seafood Market on December 10 (Economic Times, 
2020, March 30). Dr. Ai Fen, director of the emergency department of Wuhan Central hospital, alarmed a suspected 
virus which people contacted from animals at the wet market of Wuhan, to a team of doctors including Dr. Li Wenliang. 
He shared this in the ‘WeChat’ group on 2019, December 30th which went viral. On 2020, January 3ed, police 
interrogated and censored him for making false comments and rumors. Rather than tackling the spread of virus, Wuhan 
Public Security investigated and detained other eight doctors who posted about the virus on social media. ‘Accused of 
spreading ‘illegal and false’ information, the eight were made to sign a letter on 2020, January 3ed, saying that they had 
‘severely disrupted social order’. State media followed this up with reminders from the police that it would pursue 
anyone else who spread false rumors (Singer et.al, 2020). Dr. Ai Fen, who first identified the virus, had given an 
interview but this too was silenced by the Chinese Communist Party (The Guardian). Dr. Li, the first whistle-blower 
succumbed to virus and died on 2020, February 7th. His death provoked considerable grief, anger and demand for freedom 
of speech on Chinese social media platforms. Thus, one could easily observe that the process of suppressing truth, 
covering up facts and disseminating disinformation started from the beginning of pandemic outbreak itself. Even before 
combating and completing the fight against Covid-19, Chinese government waged war to cover up the truth by means 
of censorship, diversion and lying. While it spread to other countries, USA started branding it as ‘Chinese virus’ or 
‘Wuhan virus’ which Beijing objected (Tan, 2020, March 10). Furthermore, Chinese propaganda machinery became 
massively active. They returned back stating that it is a US military creation. Thus, different conspiracy theories about 
the origin of the Covid-19 virus created. As the number of death escalated all over the world in course of time, China 
was critised by several countries. This once again stimulated them to counteract with more propaganda and fake news 
and alas Chinese government and media machinery quarantined the truth!    

 

Abstract : The term ‘Infodemic’ was polarized by World Health Organization (WHO) in February 2020 
which   refers to the false information about Covid-19 pandemic. During this period we have witnessed a pile of 
misinformation, disinformation and fake news related with the coronavirus disease. In addition to these, there were 
enormous propaganda confrontation between China and US connected with the origin of the virus. Though it 
initially appeared in the wet market of Wuhan city of China, lot of conspiracy theories about the origin of the virus 
emerged. In this context, this study tries to explore the major theories behind the origin of the virus, the information 
war and narratives between China and US, and other major misinformation during this period. Only secondary 
sources are employed as the method of research study. Major findings of the study states  that  though  we are not 
certain  about  the origin of the  virus  and how it sporadically transmitted to humans, it undoubtedly  reported 
first from Wuhan city of China  and spread to other countries. As well as, the dubious manner of covering up the 
outbreak by the Chinese Communist Party (CCP) and further actions of misinformation proves that the truth itself 
was quarantined.   

 
Key words: Cherry picking, disinformation, fake news, infodemic, misinformation, post truth.  
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1.1. Information Pandemic (Infodemic) 
           Information pandemic or Infodemic is defined as an “overabundance of information-some accurate and some 
not-that makes it hard for people to find trustworthy sources and reliable guidance when they need it” (Dr. Rastogi 
Aruna, 2020).  Addressing a conference, World Health Organization (WHO) Director-General Tedros Adhanom 
Ghebreyesus said, “We’re not just fighting an epidemic; we’re fighting an infodemic”. This mis/disinformation was not 
only related with medical advice but also connected with origin of virus, the number of   corona patients, exact number 
of death etc.  

The Washington Post revealed that ‘around two million tweets containing conspiracy theories about the 
coronavirus were published over a period of January and February 2020’ (Tony Romm, 2020, March 1). Also digital 
ecosystem was exploded with a ‘mix of misinformation, disinformation, and rumors, many of which have even been 
pushed by US President Donald Trump’ (Wildon Jordon, 2020, May 05).  In a tsunami of information, it is natural that 
there will be misinformation and rumors. But the problem is that it is amplified by social media and it goes faster and 
further like the virus, observes Sylvie Briand, director of Infectious Hazards Management at WHO's Health Emergencies 
Programme (John Zarocostas, 2020, Feb 29). Certain examples of  rumors, which include misinformation is that ‘the 
virus cannot survive in the hot weather, that taking a high dose of chloroquine medication can protect you, and that 
consuming large quantities of ginger and garlic can prevent the virus’ (Department of Global  Communication, 2020, 
March 31).  

 
1.2. Misinformation, disinformation, fake news, post-truth    

Disinformation is defined as, ‘the dissemination of deliberately false information’ (Cheyfitz Eric, 2017) whereas 
misinformation is, false or inaccurate information without an intention to deceive. Broadly speaking, the concepts of 
misinformation, disinformation, and fake news falls under the canopy of post truth where objective facts are denied, 
information is far away from reality, or subjectivity and emotional elements are more splendid. Oxford Dictionaries 
selected ‘post-truth’ as the word of the year in 2016 (Lee, 2018, p.1). They defined it as ‘relating to or representing 
circumstances in which objective facts are less influential in shaping public opinion than appeals to emotion and personal 
belief” (IED report, p.1).  

 
1.3. Operational definition of Quarantined Truth 

 Quarantine simply means a state of isolation or a period or place of isolation. It also means to exclude, detain, 
or isolate someone or something for political, social, or hygienic reasons. Quarantine and related terms such as self-
quarantine, home quarantine are popular during the pandemic era.  

The operational definition of ‘quarantined truth’ in this paper denotes that during the period of   pandemic, truth 
or facts related to virus itself was detained or hidden in some way or other and misinformation or disinformation was 
widely spread. We know that quarantine is implemented by shutting down cities and placing people under monitoring 
and surveillance. Similarly truth was quarantined by certain control mechanisms like censorship, diversion, lying etc. 
We witnessed these mechanisms implemented under Chinese authoritarian regime (Singer Peter, 2020, Feb.9). US 
president too quarantined the truth by plenty of lying, diversion and misleading information during his briefing (Dan 
Raviv, 2020, March 14).   

 
1.4. Significance of the study   

In the perspective of the above mentioned ‘information pandemic’, where truth is quarantined, the discussion 
on the genuinely and authenticity of media, especially social media is significant. Fake news and propaganda proliferated 
to a great extent with the help of new technologies and social media platforms, leading to dishonesty that embraces not 
only politicians but also journalists and the entire media houses. In due course, this builds a fragile social edifice that 
erodes the foundations of trust and what remains is suspicion (Simona Modreanu, 2017). George Orwell narrated this 
well in his novel ‘1984’ when he mentioned, ‘Truth is the first casualty in the authoritarian regime as it was always’. 
This paper focuses how media in general and social media in particular tampered the truth and created fake news leading 
to an infodemic. As World Health Organization Director-General Tedros Adhanom Ghebreyesus rightly said, “We’re 
not just fighting an epidemic; we’re fighting an infodemic” (UN, 2020, March 31). Furthermore, it is significant to find 
how Chinese government and officials as well as USA are strategically involved in and judiciously using   social media 
to twist the truth.  

 
1.5. Objectives    

1. To analyse the Communication strategies used by China to cover up the origin of Covid-19 and related cases.  
2. To study the information war between US and China during Covid-19.    
3. To examine the major coronavirus misinformation, disinformation and post truth narrations. 
4. To find out how Truth is under attack in the political scenario.   
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1.6.  Hypothesis    
1. The fact and truth does not sell so well, then the sensational lie in the modern day.  
2. Truth is mostly under attack if there is a political propaganda.    
3.  Misinformation and fake news will lead to the quarantining of truth.  

   
2. REVIEW OF LITERATURE : 

2.1. Lee McIntypre (Post Truth, 2018) gives the basics of post truth media   which is an evolving and controversial 
topic. Facts and truth are endangered in today’s political scenario. Facts are becoming less important than feelings in 
shaping our beliefs. According to Lee, ‘What is striking about the idea of post-truth is not just that truth is being 
challenged, ‘but that it is being challenged as a mechanism for asserting political dominance’ (Lee, p.5). Here he states 
that, alternative facts replace actual facts and feelings are more important than evidences. The seven chapters of the 
book speak about different aspects of post truth from an American perspective, enumerating numerous examples from 
the US presidential election.       

2.2. Singer and Emerson T. Brooking (Like War: The Weaponization of Social Media) articulates the ‘pills of false 
and misleading information mixed up and sugar coated with a grain of truth’ which makes it easy to swallow uncritically. 
They state that ‘digital misinformation’ is a dangerous threat to democratic governance and in a ‘post factual democratic 
society’, digital totalitarians proliferates. The authors discuss at large with examples on the concepts such as 
misinformation, disinformation, exaggerations, misrepresentations, omissions, cherry picking, and rumors, lies, bullshit 
and fake news.    

2.3. Jayson Harsin in his research article (Post Truth and Critical Communication, 2018) states the origin of post 
truth, its growth as an academic discourse, its theoretical underpinnings and the solution for the same. The author 
suggests a common policy recommendation sponsored by the European Union such as, ‘enhancing transparency of 
online news, promoting information literacy, developing tools for empowering all to tackle disinformation etc.  

2.4. Tara Susman-Peña et.al. (Fighting Misinformation Digital Media Literacy, 2020) discuss in detail on 
misinformation, its widespread harm and solutions for the same. Being a course handbook on media literacy, this manual 
gives tips to find fake social media accounts, discuss on digital tools for image verification, techniques to find fake 
messages and reviews etc. The authors introduce lot more verification tools here.       

   
3. METHODOLOGY :    

This paper employs content analysis to solve the mentioned research problems. It relies primarily on secondary 
sources gathered from news articles, ongoing researches, and information recorded by verified online sources.  

 
4. ANALYSIS : 

4.1. Post truth, fake news: definitions and interpretations   
  First, let us see the different methods of factual distortion. In 2005, Stephen Colbert coined the term  ‘truthiness’ 
which means that something feels true, even if it is not necessarily backed up by the facts. It was in the context of George 
W. Bush’s affirmation to war in Iraq without adequate proof of weapons of mass destruction (McIntypre, p.5). If the 
mistake is not intentional, it is not proper lie but a ‘false hood’ only. There is ‘willful ignorance’ which means that we 
don’t know if it is correct or not but we affirm something without verifying the correctness. Next comes ‘lying’, when 
we tell a falsehood with intent to deceive. But when our intent is to manipulate someone into believing something ‘that 
we know to be untrue’, we proceed from mere interpretation of facts into their ‘falsification’. There is ‘careless 
indifference’ towards truth and one can spin the truth in favor of them (McIntypre, p.8). Other than careless indifference, 
falsification, lying, willful ignorance and falsehood there are terms such as   deceiver, cynical, or delusional which 
comes under the post truth umbrella (McIntypre, p.9). What usually happens in the political scenario is that the ‘facts 
can always be shaded, selected, and presented within a political context that favors one interpretation of truth over 
another’ (McIntypre, p.6). Generally speaking, Post truth can be interpreted as ‘feelings matters more than facts’. When 
ones’ belief is threatened by an inconvenient fact he will challenge the facts. Post-truth is a form of ideological 
supremacy or   political domination whereby its practitioners try to compel someone to believe in something whether 
there is good evidence for it or not (McIntypre, p.13). 

Though Oxford Dictionaries selected ‘post-truth’ as the word of the year in 2016 (IED Report, p.1) distorting 
truth by manipulating the facts began with the invention of news itself and didn’t begin with the invention of social 
media. During the days of Yellow Journalism when media moguls like William Randolph Hearst and Joseph Pulitzer 
were at war with one another over newspaper circulation fake news was at its zenith. When Hearst’s correspondent in 
Havana reinforced that there would be no war, Hearst famously responded: “You furnish the pictures, I’ll furnish the 
war” (McIntypre, p.101). And fake news became a powerful force again with the digital news and we can say it has 

brought Yellow Journalism back to the forefront (McIntypre, p.102). During the US presidential election in 2016 it 
was deliberately used for political benefit. PolitiFact has found that about 70 percent of Donald Trump’s “factual” 

https://www.defenseone.com/ideas/2020/03/how-counter-chinas-covid-19-disinformation-campaign/164188/%22https
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statements actually fall into the categories of “mostly false,” “false” and “pants on fire” untruth. Certain scholars’ don’t 
call this  as  a lie  but  explain it  in  a  different  way like   ‘ethically challenged’, or  someone  for  whom ‘truth 
is   temporarily unavailable’ (Simona Modreanu, 2017).    

 
4.2.  Post truth and propaganda    

Post truth is closely related with propaganda. In ‘Lies, Incorporated’, Ari Rabin-Havt mentions a list of agendas 
that the corporate lobbying world tries to set as their agenda for political interest or economic interests (Quoted in 
McIntypre, p.21). In history we have evidences for corporate funded lies which might have started with the tobacco 
industry in late 1950s. It  is said that ‘Paid experts shaped fake research that was converted into discussions, talking 
points and memes, then repeated on television by paid shills and spread through social media and, when necessary, 
hammered into the public consciousness through paid advertising campaigns’ (Mooney, The Republican War on 
Science, 81; as quoted in McIntypre, p.25). Another example of the lie is that of American president Mr. George Bush 
claim that Iraq had weapons of mass destruction (WMDs) before the Iraq War. But after the war and destruction he 
admitted and corrected that they had no WMD. It means that facts are often distorted for propagating the vested interest 
of the political party. Recent example of distortion of fact is that of US president Donald Trumps’ fake claims of 
irregularity in the 2020 election without any proof and evidences.    

 
4. 3. Information pandemic during Covid-19  

The above mentioned distortion and manipulation of facts in the form of fake news, propaganda, misinformation 
and disinformation befallen during pandemic and propaganda machinery of China and USA was very active during this 
time. This factual distortion started   with the outbreak of virus itself and there are different conspiracy theories with 
regard to the origin of virus.             

   4.3.1. Virus originated in Wuhan?  
 The initial history of Covid-19 was that the virus spread somewhere around the wet market of Wuhan city and 
then it appears to have entered the Huanan Seafood Wholesale Market, from where it infected many others. Doctors in 
Wuhan first noticed the Novel Coronavirus in 2019 December. 29 Chinese medical doctors and scientists jointly wrote 
an article on 2020, January 24  which  was  published in The Lancet, one of the world’s leading medical journals (Lancet, 
395.10223. p.497-506).  The authors shared their findings from the study of patients who were suspected of having been 
infected with ‘2019-nCoV’ and had been admitted to Wuhan hospital.  The report stated that, “By Jan 2, 2020, 41 
admitted hospital patients had been identified as having laboratory-confirmed 2019-nCoV infection” (Huang C, Wang 
Y, Li X, et al. p.1).  It also stated that, “thus far, more than 800 confirmed cases, including health-care workers, have 
been identified in Wuhan, and several exported cases have been confirmed in other provinces in China, and in Thailand, 
Japan, South Korea, and the USA” (ibid; p.1). There are evidences that prove the fact that this particular market had 
been closed by city officials on January 1. This had been often repeated by Chinese authorities and reported widely in 
the global media.  

    4.3.2. US Lab made theory     
Reports state that the Chinese government knew about the outbreak of coronavirus pandemic and there were 

outbreak in the month of 2019, November 17 onward and 200 cases were reported that time. But Chinese government 
did a cover   up which caused a great casualty and   calamity to the entire world.  There are evidences and revelations 
on how the Chinese fake news machines worked during the pandemic period (Politico, April 4, 2020). On February 19, 
certain Chinese scientists published article in China Xiv.org., which stated that the virus should be an imported one: 
“Phyloepidemiologic analyses indicated the SARS-CoV-2 source at the Huanan market should be imported from other 
places. The crowded market boosted SARS-CoV-2 rapid circulations in the market and spread it to the whole city in 
early December 2019” (China Xiv. p.1). Similarly, after few days, on February 23, the People’s Daily’s English-
language site reprinted an article titled, “Japanese TV report sparks speculations in China that Covid-19 may have 
originated in US”. It was a reprint of February 22 Global Times, a Chinese newspaper, which disappeared from internet 
later. Though there is no scientific proof for this misinformation, the rumors goes like this: ‘300 US military members 
arrived in the Wuhan region for the Military World Games in mid-October, 2019 and infected the local population’ 
(Lisa Winter, 2020, March 13). ‘Perhaps the US delegates brought the coronavirus to Wuhan, and some mutation 
occurred to the virus, making it more deadly and contagious, and causing a widespread outbreak this year’. (Politico). 
Again, On March 4, Global Research.ca published an article titled “China’s Coronavirus: A Shocking Update. Did The 
Virus Originate in the US?” (Larry Romanoff, March 1, 2020). The only basis for this article was the People’s 
Daily reprinted article. The article reads like this: “in fact the origin was for a long time unknown but it appears likely 
now, according to Chinese and Japanese reports, that the virus originated elsewhere, from multiple locations, but began 
to spread widely only after being introduced to the market. More to the point, it appears that the virus did not originate 
in China and, according to reports in Japanese and other media, may have originated in the US’’ (Larry Romanoff. 
ibid.).  These rumors   started with Chinese respiratory specialist Zhong Nanshans press conference on 2019, February 

https://www.globalresearch.ca/author/larry-romanoff
https://www.globalresearch.ca/author/larry-romanoff
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27th. While talking about the ongoing epidemic, Zhong said, “though the first case of Covid-19 was discovered in China, 
it does not mean that it originated from China” (Huaxia, 2020, Feb. 27th). 

After two weeks the conspiracy machine became more active. On March 12, Zhao Lijian, the spokesperson of 
China’s Ministry of Foreign Affairs, twitted:  “When did patient zero begin in US? How many people are infected? 
What are the names of the hospitals? It might be US army who brought the epidemic to Wuhan. Be transparent! Make 
public your data! US owe us an explanation!”  (Lisa Winter). He was specifically stating that it developed at the 
Maryland Biology Laboratory as a bio-weapon, and then spread to Wuhan by US soldiers. 

                      
(Twitter message of Zhao Lijian, the spokesperson of China’s Ministry of Foreign Affairs) 

 
On March 13, again he tweeted giving further evidence from the same Global Research site for   supporting his 

arguments of lab made coronavirus conspiracy theory. Even though this speculative statement has no supporting 
scientific evidences about the origin of the virus it was supported by ‘Iranian, Russian, and Chinese government-backed 
campaigns blaming and attacking the U.S as the source for the scourge’ (Patrick trucker, March 10). Reports states that, 
‘in an uncommon move, 14 official accounts of Chinese embassies abroad, including those in France and Germany, 
joined the disinformation-spreading efforts’ (Alžběta Bajerová, April 3, 2020). Actually the most aggressive style of 
fake news came from Iran. Its State-backed PressTV repeatedly broadcasted the theory that Covid-19 may be 
a U.S. manufactured bioweapon or that Isreali and Zionist scientists might have used the epidemic specifically on Iran 
(Peter, March 10).  

In response to this, US president Mr. Trump said in a press conference on 2020, March 17th, that they are 
spreading lie. He stated, “China was putting out information which was false, that our military gave this to them. That 
was false. Rather than having an argument, I had to call it where it came from. It did come from China” (Patrick Tucker, 
2020, Mar.17). Few days back he termed it as a ‘Chinese virus and Wuhan virus’ (Tweet, 2020, Mar.17). 

                              
(Twitter message of US president)                    (Twitter message: US secretary of state, Mike Pompeo) 

 
U.S. Secretary of State Mike Pompeo also accused China for their efforts to create confusion over the origin of 

the virus and spreading disinformation about the coronavirus in an interview (Nikkei Asain Review, March 31). Indeed 
he urged transparent sharing of crucial data on case numbers and mortality rates to the Chinese officials.  

  4.3.3. Lab escape theory  
Parallel to the US lab escape theory,   another story   circulated on social media and various blogs for weeks. It 

gained considerable visibility in a New York Post. In this article Steven Mosher, a social scientist summarizes why he 
believes virus may have been accidentally spread by China’s National Biosafety Lab at the Wuhan Institute of Virology.  

Reason 1:  The lab is less than 10 miles away from the seafood market where Covid cases were first discovered. 
He states that, some Chinese researchers are in the habit of selling their laboratory animals to street vendors after they 
have finished experimenting on them.  He points out that one Chinese researcher is already in jail for selling such 
animals   in the market.  

Reason 2: The virus may have been carried out of the lab by an infected worker or crossed over into humans 
when they unknowingly dined on a lab animal.  

https://chinaobservers.eu/author/alzbeta-bajerova/


INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 70 

Reason 3: There are proofs that Maj. Gen. Chen Weis,  People’s Liberation Army’s top expert in biological 
warfare, was transferred to Wuhan Institute of Virology at the end of January to help with the effort to contain the 
outbreak. Chen has been researching coronaviruses since the SARS outbreak of 2003.   

Reason4: After the 2003 SARS outbreak, the SARS-CoV virus escaped from virology labs several times   in 
China (Steven W. Mosher 2020, February 22).  

Mosher agrees that animals were the likely origin. “That doesn’t mean that the virus wasn’t collected, brought 
to the lab, and was being tested on in various ways, and escaped from the lab,” he says. Mosher also does not claim that 
China genetically engineered the virus (Makowski, 2020).    

4.3.4. Animal to human transition theory  
According to a team of international public health scientists who wrote a statement published in The Lancet, it 

does appear to have originally come from wildlife. An analysis of SARS-CoV-2 by scientists at the Wuhan Institute of 
Virology suggests that the virus’s genome is 96 percent similar to a coronavirus found in bats. According to the report, 
‘in the past, these viruses have spread through wild bats that infect another type of animal-an intermediate host-that then 
spreads it to humans. SARS-CoV, for example, was transmitted from bats to civets to humans, while camels were an 
intermediate host in MERS, according to Quanta’ (Makowski, 2020). This ability to move in between different animal 
hosts is a characteristic feature of coronaviruses, according to Paul McCray, a pulmonologist at the University Of Iowa 
Carver College of Medicine whose lab studies coronaviruses (Makowski, 2020).    

4.3.5. The propaganda technique of Cherry Picking  
To substantiate the point that   the virus is not from China but from other countries there are few other flimsy 

examples stated by China. One is the travel ban by China. ‘Beijing contends that most of the new Covid-19 cases in 
China are being brought into the country by foreign visitors including Americans’ (Michel Chossudovsky, Global 
Research). Hence to slow virus they banned entry to all the foreigners. Another example quoted by Prof. Michel by 
sharing a screenshot of MSN news of March 20th is that of the comment by Australian PM Scott Morrison which goes 
like this: “US is the country of origin for most of the coronavirus cases in Australia, the prime minister has said”. But it 
is unfortunate and ridiculous to say that such a research article by an eminent professor unexamined to quote the next 
line in the same article that would read like this: “I don't think there's any suggestion that any country, including China, 
has done anything deliberately”, he said. “This is a virus. It originated in Wuhan, China, and has gone around the world” 
(Nick Pearson, MSN News). This kind of deliberate omission of fact which is termed as ‘Cherry picking’ is an often 
used technique to hide truth. 

 
4.4. Quarantining the truth  

In addition to the above mentioned distorted and tilting facts, let us discuss how truth was forcefully quarantined 
and how it was intentionally isolated.     

      4.4.1. Expulsion of journalists by the super powers    
While the allegations and accusations continued between the two super powers regarding the origin of virus, 

US President Mr. Donald Trump limited the number of Chinese citizens who can work in the United States for five 
state-run Chinese news organizations stating that they are propaganda outlets. On March US expelled 61 Chinese 
Journalists (Marc Tracy, et.al, 2020, March 17). In retaliation China declared on March 17th, that it would expel 
American journalists working for The New York Times, The Wall Street Journal and The Washington Post. 
They  also  demanded that those outlets, as well as the Voice of America and Time magazine, provide the Chinese 
government with detailed information about their operations (Marc Tracy et al. ibid). They also made it clear that the 
American journalists now working in mainland China ‘will not be allowed to continue working as journalists in the 
People’s Republic of China, including its Hong Kong and Macao Special Administrative Regions’ (Marc Tracy  et al. 
ibid). This cold war was harmful since it was the time when the world badly required free and open flow of credible and 
authentic information about the pandemic (Natasha Bajema & Christine Parthemore, 2020, March 29).  

4.4.2. Silencing the whistle-blowers and journalists    
The  Chinese whistleblower Dr. Li Wenliang, who had tried to raise awareness about the outbreak of virus in 

its early stages, was punished by the government and forced to say his concerns were an “illegal rumor” (lisa, the 
scientist). Dr. Li contracted the virus himself while treating a patient in January and died on February 7, 2020. The 
government authorities set out to silence nine doctors together with Dr. Li and made to sign documents admitting 
wrongdoing. Critics claim that, had these concerns been taken seriously at that point of time, it could have curbed the 
severity of the outbreak. 

During the outbreak a group of citizen journalists reached Wuhan to know the real story of the virus. But they 
were also silenced later.  Few examples: On the night when Wuhan was about to start the lockdown, Mr. Chan, reached 
in the city. His journey was to let the world know the truth about the virus. The world saw shocking pictures on YouTube 
afterwards. ‘The story of a woman standing before her relative sitting on a wheelchair’ was heart wrenching. ‘The story 
of hospitals which are heavily packed with patients’ is another one (Augustine, 2020). 

https://www.globalresearch.ca/author/michel-chossudovsky
https://www.nytimes.com/by/marc-tracy
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Another example is that of the Wuhan native Fang Bin. He narrated the story of buses packed with dead bodies 
and uploaded the videos online. After few days, that is, from February 9th he also disappeared! Fang Bin’s last video had 
Chinese people reaching his doorsteps. They apparently came to check his body temperature. ‘My body temperature is 
normal’, he replied to them. He was last seen as trying to escape from them! (Reporters Without Border, 2020, March 
25).   

Yet another person who went missing is Le Seguva, a former Chinese TV reporter. He published the videos of 
migrant workers at the railway stations and of videos of dead bodies being segregated in cremation parlors. The last of 
these was from the virus labs at Wuhan. The same night he went live for four hours narrating some shocking stories. 
The broadcast ended when a group of people in masks entered his room. Later on the black screen faded out! (Augustine, 
2020). 

Most discussed incident was that of the famed Chinese author Fang Fang, who wrote the renowned ‘Wuhan 
diary’. Her ‘Wuhan diary’ entries started from the second day of lockdown in Wuhan, which is, 2020 January 26 and 
had published 60 online notes. Soon the communist party and others kept an eye on her and announced a price for her 
head! (Augustine, 2020). 

4.4.3 China’s disinformation campaign 
It has to be noted that China was preparing and settling its propaganda machinery well in advance somewhat 

similar to the Russian propaganda. In 2019, the Chinese Communist Party (CCP) created dozens of official accounts of 
its government offices and embassies on Twitter and Facebook. Similarly, Chinese state media accounts posting in 
English became more active. Between the end of December and mid-March, the Chinese media published 7000 articles 
on Covid-19 in English on Facebook alone. Meanwhile, the Chinese profiles on social networks more often share RT, 
Sputnik and Iranian Press TV and are thus taking on the existing disinformation wave (Alzbeta B. ibid.). 

4.4.4. Destroying   the evidence   
 When the number of death increased in most of the European countries due to coronavirus they   teamed up 
against China and China really started to experience the pressure. A study by University of Toronto reveals that Chinese 
social media censored words like ‘SARS outbreak in Wuhan’, ‘unknown Wuhan pneumonia’ etc. from search engines 
(BBC News. 2020, March 4). On 2020 January 1, they did a cleansing operation in Wuhan seafood market which 
destroyed all the possible evidence. If there was a step to seal the market and find an animal which caused it, it would 
have been a great breakthrough in science. 

4.4.5. Confrontation   
. On May 1, China triggered 10 questions to America namely: 1). Publish the number of patients on whom 
America had conducted wrong tests? 2). Why is that even with the best medical facilities, America is still reeling under 
the virus? 3). Why did America withdraw from the 1972 atomic weapon Convention? 4). Did the Virus lab under 
American force got shut due to the leakage of the virus? 5). Why didn't America win at least one gold medal in the 2019 
World Army games in Wuhan? 6) Why America conducted a conference on epidemic prevention in 2019 October? 7). 
Many countries had their first cases from America, why?  8). In 1918 even when the Spain Flu was started in America, 
why was the blame put on Spain? 9). Why is America stubborn even if there is no authentication that the virus originated 
from Wuhan? 10). Where was America's captain during this tragic time? (CGTV). Chinese cartoon video named “Once 
upon a virus’ appeared on the China's official news agency Xinhua that mainly accuses America with arguments and 
counter-arguments. 

 An interview in BBC’s famous ‘hard talk’ (Sakae, BBC Hardtalk, 2020, April 30) with China’s British 
Ambassador Liyu Shiyago Ming is another example of excuse. When questioned whether China is the source of the 
virus, he replied, “It was first found in China. Viruses can be anywhere. It can appear anytime. It can't be concluded that 
China is the source, just because it was first seen in Wuhan. “Wasn't this wrapped? Why was Dr. Li punished by China 
government?”, asked Stephen. “China hasn't hidden anything. Dr. Li evoked fear and unrest among people through 
social media; that is why police gave him a warning. Soon after the outbreak started Wuhan health department reported 
it to Beijing and WHO”. “Why is China's representative spreading disinformation and propaganda via social media”?-
Stephen’s question was with regard to Chinese foreign affair Spokesperson's ‘American lab theory’. And the reply was, 
‘It is not China, but America that is doing disinformation’. 

 
5. CONCLUSION  : 

5.1. Objectives achieved   
The myriad examples, discussion  and analysis helps us to achieve our objectives  such as the communication 

strategies of the Chinese government to cover up the origin of Covid-19,  the information war between US and 
China,  how Truth is under attack in the political scenario, and   overall the  major Corona Virus misinformation, 
disinformation and post truth narrations.   

5.2 Hypotheses proved   
Similarly, the analysis and interpretations has   tried to prove the hypothetical statements such as: Hp.1). The 

fact and truth does not sell so well, than the sensational lie; Hp.2). Truth is mostly   under attack if there is a political 
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propaganda; Hp.3). Misinformation and fake news will lead to the quarantining of truth. We have seen that China has 
it’s own political agenda and for that they try to twist the facts and quarantine the truth.        

  5.3. Problems solved   
5.3.1. We could infer that the danger of post-truth, which includes different notions such as misinformation-

disinformation or fake news, is not just that we allow our opinions and feelings to play a role in shaping what we think 
of as facts and truth, but that by doing so we take the risk of being quarantining the truth and reality itself.  

5.3.2. Misinformation and fake news from leaders and authority would quickly divert to political propaganda as we 
have seen from the examples of Chinese authority and people would be highly misled by this like the recent case of Mr. 
Donald Trump’s feelings and fancies that he would be reelected for the second term as US president in 2020 though that 
was not the fact, truth or reality. 

5.3.3. Similarly, the truth about the origin of coronavirus is still absconding and had it been scientifically verified at 
the beginning of the outbreak from Wuhan market where it was appeared at first, instead of fake arguments and dubious 
actions, humanity wouldn’t have witnessed  this much calamity.            
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1. INTRODUCTION: 
The State (now a union territory) of Kashmir has been a proxy war-zone for more than seven decades. From its 

inception, Kashmir has been a state which has seen both blood and beauty, as Ramchandra Guha calls it, “A Valley 
Bloody and Beautiful” (Guha, 2017). From the Mughal conquest to the Dogra regime Kashmir saw many conquests and 
wars but it’s also worth noting that it denied to be a part of the great war of Mahabharata (Ganjoo, 1998). Kashmir saw 
violence but was never a part and parcel of it and this notion has been heavily damaged following the Independence of 
India as a result of constant strife towards centralization. In this light, events following the Kabali invasion, the 
unconstitutional arrest of Sheikh Abdullah, rigged elections, erosion of Article 370 and subsequent imposition of The 
Armed Forces (Jammu & Kashmir) Special Power Act (AFSPA) in 1990 turned Kashmir into world’s most militarized 
zone (Singh R.  2016). 

Since the enforcement of AFSPA, the people of Kashmir have suffered considerable damage. In 2018, 586 
people, including 160 civilians were killed in Kashmir (Irfan Mehraj, 2018). There have been mass graves and forced 
disappearances which speak volumes of the grave situation in Kashmir. The problem is not the presence of the military 
but the presence of the military for more than three and a half decades. The state has been virtually ruled by the military 
with 500,000 armed troops to control the people and over 100,000 civilian intelligence and surveillance operatives to 
monitor them (Rabbani, 2011).  The continuous rigged elections combined with prolonged military alienated the people 
of Kashmir who then took to violence. This has been documented in the Interlocutor Report of 2012 “We were appointed 
at a time when the situation was highly inflamed. 104 young people had been tragically killed in clashes between stone-
pelting protestors and police forces in the Kashmir Valley. Public anger was very strong and widespread. Much of it 
was directed against New Delhi, though a substantial part was also directed against the State government. The alienation 
of youth in particular was underlined by the continuous protests and tragic deaths last year, and it is strongest in Srinagar 
city, Sopore, and parts of Pulwama, Baramulla, Kupwara, Anantnag and Shopian” (Dileep Padgaonkar, 2012). 

One of the worst-hit in this proxy war is the media of Kashmir. AFSPA gave the military many licenses such as 
firing on suspicion and arresting or searching without (Rabbani, 2011) which implicitly put the journalists working on 

Abstract: 'Gandhiji was not wrong’, argued Sheikh, 'when he uttered words before his death which [I] paraphrase: 
" I lift up mine eyes upto the hills, from whence cometh my help" ' (Guha, 2017). Kashmir has seen many assaults 
vis-á-vis culture, ethnicity, and identity. It has been betrayed of its autonomy and hijacked by communalism, but 
today it faces an even bigger threat. Kashmir has been systematically deprived of its journalistic freedom using 
the means of law and military might. While journalists in Kashmir already reported with de facto dangers from 
militants, the two-fold attack by the Indian Government reduced them to but 'collateral damage.’ This two-fold 
attack began with The Armed Forces (Jammu & Kashmir) Special Power Act (AFSPA), 1990, making Kashmir a 
proxy war zone. The Unlawful Activities (Prevention) Amendment Act 2019, successfully completed the joint attack 
and left no difference between a 'terrorist activity' and a journalist doing their job. This paper tries to analyse the 
impact of the joint assault launched on Journalism in Kashmir viz. UAPA and AFSPA, tracing how UAPA even 
before the 2019 amendments had a greater sinister impact on journalism in Kashmir because of being coupled 
with AFSPA, and the manner in which the 2019 amendments made it worse. The paper, while analysing the bars 
on freedom of expression, also builds on the need for media reforms in Kashmir consolidating the alarming 
position of journalism in the state. 
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the field in the crossfire. These licenses were also at times abused to force-down journalists which will be discussed in 
detail in this paper. It is worth noting that killing isn’t the only way used for silencing journalists; preventive detention, 
calling to the police station any time, picking up journalists and interrogating them are few of the other ways practised 
to exert pressure on Kashmiri Media. Hence, the menace created by a prolonged AFSPA is the result of political 
ignorance. 

UAPA followed a different pattern. The UAPA which was already in place since 1967 was used in a lower 
frequency in Kashmir till 2014, but after this government came to power, the use of UAPA spiked and the passage of 
The Unlawful Activities (Prevention) Amendment Act 2019, made it impossible for the journalists in Kashmir to 
exercise their journalistic freedom. Leaving no difference between a journalist with a camera and a terrorist with a gun, 
the term “unlawful activity” in UAPA has been defined very vaguely making its reach to, what in legal terminology is 
called the ‘widest possible amplitude.’ 

These two laws hence inter alias launched an assault on journalism in Kashmir robbing the journalistic vigour 
of the state. Owing to these facts, it is paramount that media reforms be enacted in India and especially in Kashmir or 
else the already chained ‘watchdog of democracy’, will succumb to death. 

1.1. The Armed Forces Special Power Act (AFSPA) 
The Armed Forces Special Power Act was first imposed on the north-eastern states of, Assam, Manipur, 

Mizoram, Arunachal Pradesh, Meghalaya, Nagaland and Tripura in 1958. Following the northeast, Punjab and 
Chandigarh were put under AFSPA in 1983. In Jammu and Kashmir, AFSPA was imposed much later on 5th  July 1990 
(THE ARMED FORCES (JAMMU AND KASHMIR) SPECIAL POWERS ACT 1990). 

It is important to understand that in all of these areas, there was a tremendous spike in secessionist and separatist 
activities and the state had no alternatives left to curb the widespread feeling of communal enmity. The aim of AFSPA 
is to give the military an extra dimension of help in fighting terrorism or insurgency. The purpose of AFSPA is to 
establish a zone of normalcy upon which the politicians are expected to take up the task of diplomacy, dialogue and 
further democratisation of the area. However, the prolonged use of AFSPA in Kashmir has defeated its ultimate purpose, 
reducing it to a mere tool of the government. 

Section 3 of AFSPA gives the Governor and the Central Government the authority to declare all or some parts 
of the state as a “disturbed area”. The state government (when Kashmir was a state) does not have any say at all in this 
process and the call is in the entirety of the Central Government or the Governor, who himself is appointed by the Centre. 

Section 4 of the act gives the army “special powers” and these powers are laid down in the five clauses of this 
section. Particularly important is clause (c) which empowers the army to “arrest, without warrant, any person against 
whom a reasonable suspicion exists that he is about to commit a cognizable offence”.  It can be observed that, the 
doctrine of “Innocent until proven guilty” breaks down when it comes to Kashmir. Clause (d) of the same section gives 
the army power to ‘enter and search without warrant’ which has given rise to the controversial Cordon and Search 
Operations (CASOs). 

According to section 6 any person taken into custody under this act should be handed over to the police station 
with “least possible delay.” This particular term ‘least possible delay’ is ambiguous in the eyes of law and can stretch 
from anywhere between two days to two years or even more. This has resulted in forced disappearances in the state. 

Arguably the most important and most controversial section of this act is Section 7 which gives immunity to the 
army personnel against any legal proceeding vis-à-vis anything done under this act and only through the consent of the 
Central Government can such a proceeding be done. 

1.2. The Unlawful Activities (Prevention) Act (UAPA) 
The Unlawful Activities (Prevention) Act is a part and parcel of the legacy of failed Internal Security legislations 

in India and derives its foundation from two principle acts- Terrorist and Disruptive Activities (Prevention) Act, 
1985(commonly known as TADA) and Prevention of Terrorism Act, 2002(commonly known as POTA). For the sake 
of clarity, it is best to study UAPA in two parts- Before 2019 amendment and after 2019 amendment. 

1.2.1. UAPA: Before 2019 Amendments 
UAPA came into force in 1967 after being rejected by the parliament twice before. The 1967 Act was different 

from the UAPA as it is now and did not have under its ambit terrorist activities. Of the 6 amendments done to this act, 
the 2004 and 2008 amendments incorporated in the act provisions from TADA and POTA. The 2004 amendment 
included and defined “terrorist act” deriving the definition from POTA and also introduced the concept of a “terrorist 
gang.” The 2008 amendment finally gave the Centre the power to ban associations on two grounds viz. Unlawfulness 
and Terrorism. 

At the onset it should be understood that all offences under UAPA are cognizable offences under section 14 and 
43D (1) of the act. Cognizable offences do not demand a warrant before arrest and allows for the police to take suo moto 
action. 

Section 2(0) of the act defines “Unlawful Activity” and the definition’s murkiness demands its production 
verbatim (THE UNLAWFUL ACTIVITIES (PREVENTION) ACT 1967) 
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“Unlawful activity”, in relation to an individual or association, means any action taken by such individual or 
association (whether by committing an act or by words, either spoken or written, or by signs or by visible representation 
or otherwise)- 

(i) which is intended, or supports any claim, to bring about, on any ground whatsoever, the cession of a part of 
the territory of India or the secession of a part of the territory of India from the Union, or which incites any individual 
or group of individuals to bring about such cession or secession; or 

(ii) which disclaims, questions, disrupts or is intended to disrupt the sovereignty and territorial integrity of 
India; or 

(iii) which causes or is intended to cause disaffection against India; 
The definition provided goes far beyond the general conception of unlawful activity and can be interpreted to 

its ‘widest possible amplitude’. Terms such as ‘disaffection’ have no legal standing and are purely emotional which 
make the definition highly subjective and hence vague. When this definition is read with Section 3 and 13 of the same 
act, it gives unhindered authority to the executive to paint any activity as unlawful activity and punish related 
organisations or individuals. 

Section 13 furnishes the punishment for involvement in unlawful activities and is even vaguer. Under sub-
section 1, clause (b) anyone who “advocates, abets, advises or incites” any unlawful activity is deemed to be imprisoned 
for up to 7 years with fine. The terms abets, advises etc. have broad meanings and when read with the vague definition 
of “Unlawful activity” can take virtually anyone under its ambit. Sub-section 3 of the same section also furnishes 
punishment for anyone who “in any way, assists any unlawful activity.” The term ‘assist’ has been left undefined and 
the suffix to it, that is. ‘in any way’ virtually expands the scope of the term indefinitely. Hence, an activity as basic as 
reading The Communist Manifesto can be painted as assisting an unlawful activity (supporting Naxalism or Maoism). 

Section 15 of UAPA deals with the definition of a ‘Terrorist Act’ which is again very wide. It goes on to include 
in its ambit acts such as the death of, or injuries to any person, damage to property, attempt to overawe by means of 
criminal force any public functionary, any act to compel the government or any person to do or abstain from doing any 
act, etc. (Singh A. , 2012). Using this, a protester can easily be termed as involving in a terrorist activity. 

Chapter 6 of this act deals with ‘Terrorist Organisations’ and gives the Central Government authority to notify 
any organisation which is involved in a terrorist act as a terrorist organisation, under Sections 35. The problem lies in 
the definition of ‘terrorism’ which according to Section 2(k) “shall be constructed” in accordance to Section 15, which 
already has been defined vaguely. 

Section 43D (1) gives liberty to the magistrate on report of the Public Prosecutor to extend the detention of a 
person to 180 days which is more than any other democratic country (Shodhganga). Section 43D (5) also makes offences 
committed under chapter 4 and 6 extremely difficult to get bailed out. 

1.2.2. UAPA: After 2019 Amendment 
While all of the sections of the UAPA remained, the 2019 amendments sought to give more power to the central 

government in addition to the sweeping powers it already had. The Unlawful Activities (Prevention) Amendment Act 
2019 gave the central government the power to designate an individual as a terrorist on the same grounds as section 35 
lays down. It should be noted that the act already had a chapter dealing with individuals committing terrorist acts vide 
Chapter 4, but the govt. did not have the authority to designate any individual as a terrorist; this power was restricted to 
organisations only under section 35. 

However, with the current amendment a new schedule i.e. Schedule 4 was added to the act which would consist 
of the names of individuals marked as terrorists by the government. 

 
2. REVIEW OF LITERATURE: 

Literature regarding Kashmir is scarce and there are few books such as Prithvi N Chaku’s A Social and Political 
History of Jammu and Kashmir State and My Days and S.K. Ganjoo’s Kashmir History and Politics which cover the 
rich history and politics of Jammu and Kashmir. A. G. Noorani’s Article 370: A Constitutional History of Jammu and 
Kashmir provides a firm legal history of the state. Ramchandra Guha’s India after Gandhi succeeds to a greater extent 
to sketch out the history and political development of Jammu and Kashmir but none of these deal with the interaction 
of media and power in Kashmir. 

No books have been written vis-à-vis Media in Kashmir. But there are news articles which have chalked out the 
details of the assault on journalism in Kashmir. The Wire’s article -Use of UAPA Against Journalists is the Last Nail in 
Coffin for Press Freedom in Kashmir, Amnesty International’s India: Government must immediately stop intimidation 
of journalists in Jammu and Kashmir, Scroll’s article J&K: Editors Guild of India demands police stop ‘harassment’ of 
Kashmiri journalists, all deal with the wrongful use of UAPA in Kashmir and chalk out exact cases such as Masrat 
Zahra’s case or Peerzada Ashiq’s case. A research paper by Asma Jan, Research Scholar, Jamia Milia Islamia University 
titled World’s Largest Democracy and Right to Freedom of Expression in Media in Kashmir is one a kind and chalks 
out the curbs on freedom of speech and expression in Kashmir by analysing literature available on assaults on journalists 
and journalism in Kashmir. However, the news articles are restrictive to UAPA’s use and do not analyse broadly the 
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impact on journalism in Kashmir due to the duel assault by UAPA coupled with AFSPA, similar is the case with Asma 
Jain’s research paper. 

It is also worth noting that there are hardly any articles on the damage done to journalism via AFSPA. There 
are human rights report such as Report on the Situation of Human Rights in Kashmir: Developments in the Indian State 
of Jammu and Kashmir from June 2016 to April 2018, and General Human Rights Concerns in Azad Jammu and 
Kashmir and Gilgit-Baltistan by Office of the United Nations High Commissioner for Human Rights and Annual Human 
Rights Review by Jammu and Kashmir Coalition of Civil Society and Association of Parents of Disappeared Persons 
which in one section each talk about assaults on journalists with correspondence to AFSPA, but these are individual-
specific reports and do not go into deep analysis of the impact on journalism due to these assaults. 

Finally there is no material available for reading which analyses the coordinated attack on Journalism in 
Kashmir via AFSPA and UAPA. Ultimately, a comprehensive study of the impact of the incessant use of UAPA in 
Kashmir following 2014, coupled with already existing AFSPA and ending with the draconian 2019 amendment of 
UAPA on Kashmir’s journalism is missing and it is imperative to join these three dots viz. the spike in the usage of 
UAPA, AFSPA and the 2019 Amendment of UAPA. 

 
3. METHODOLOGY: 

This paper uses both qualitative and quantitative analysis in order to study various spectrums of the issue. First, 
the paper uses qualitative analysis of reports vis-à-vis atrocities on Journalists under AFSPA to first trace the damage 
done by AFSPA. This has been done to analyse the implications of AFSPA on journalists alone. 

The research on the subject has led the author to believe that to analyse the impact of the two legal instruments 
on press freedom of Kashmir, the frequency of use of the two instruments had to be analysed. For this purpose, the paper 
then uses quantitative analysis of National Crime Record Bureau data to explore the use of UAPA following 2014, and 
then to also analyse the Conviction as well as the Pendency rates. The conviction and pendency rates help analyse the 
effectiveness of the law. 

Further, the paper studies the use of UAPA before 2019 amendments through a qualitative analysis of available 
news reports and articles and then goes on to do the same for UAPA after 2019 amendments. Hence, UAPA being the 
central law against press freedom has been analysed both quantitatively and qualitatively.  

Finally, building on the isolated analysis of the implications of AFSPA and UAPA done above, the paper tries 
to come up with a joint analysis of the dynamics of UAPA in the backdrop of AFSPA working together. 

 
4. ANALYSIS : 

4.1. AFSPA and its Atrocities  
AFSPA has been in Kashmir since the 1990s and a particular event became the tipping point of attack on free 

speech. This was the killing of Lassa Kaul, Director Doordarshan on Feb 13 th 1990. Following this incident a dozen 
journalists were killed and media censorship was made prevalent. Many journalists were abducted by the army and 
militant outfits and the imposition of restriction on the free movement of journalists was observed a number of times. 
Besides restrictions on freedom of speech and expression, journalists continued to encounter physical harassment and 
verbal suggestions or written directives from the government or militant groups to slant coverage a certain way (Koul, 
2018). It is imperative to keep in mind the sweeping powers, AFSPA grants to the armed forces including arrest without 
warrant, arrest on suspicion etc. In 2016, AFSPA was used to put a complete blockade on the media in Kashmir after 
the killing of Burhan Wani. During the night of 15 July 2016, Jammu and Kashmir Police raided the offices of three 
prominent newspapers in the Kashmir Valley: Greater Kashmir, Kashmir Times and Rising Kashmir; copies of their 
newspapers were seized and some staff reportedly detained. The newspapers were not allowed to publish for three days 
(Office of the United Nations High Commissioner, 2018). AFSPA also gives immunity to army personnel, making 
chances of investigation minuscule. In one such incident, Sheikh, Editor of Rehnuma-e- Kashmir and Saffron Times 
who wrote extensively about the increase in killings and arson across his home town Pampore, was killed mysteriously 
and his family members claimed that a militia group backed by Indian security forces had kidnapped him in March and 
later murdered him (Jan). No investigation was launched. AFSPA makes protests violent because of the free pass 
provided to the armed forces; this results in an increased frequency of violence, making protests virtually fatal for the 
journalists to cover. For example, Muzamil Mattoo of Kashmir Reader and Zuhaib Maqbool working for an online news 
portal were targeted with pellets by the state forces while performing their professional responsibilities during the protest 
in Rainawari. Zuhaib’s eyes were badly injured with pellets (Jammu and Kashmir Coalition of Civil Society, 2016). 
Finally, according to a report by IFJ, following the armed conflict that erupted in 1990, 21 journalists have lost their 
lives in targeted killings, or because of being caught in the cross-fire. Assaults from all sides of the conflict – militants, 
the military and state-sponsored renegades (‘surrendered militants’ or Ikhwanis) made journalism a very risky profession 
during the 1990s (Murthy, 2017). 
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4.2. UAPA: Usage, Conviction and Pendency Rate 
UAPA has been there since 1967 but has followed a definite pattern. Following 2014 UAPA has been used 

abundantly. Analysis of NCRB data reveals that before 2014 UAPA did not have a dedicated head under SSL crimes. 
However, following 2014, UAPA was added as a separate head which was followed by a spike in UAPA cases. The 
total numbers of cases filed under the UAPA rose from 976 in 2014 to 897 (2015), 922 (2016), 901 (2017), and 1182 
(2018) (National Crime Records Bureau, n.d.). (See Fig 1) 

 

When the corresponding data of state-wise use of UAPA is analysed, it is found that Manipur tops the list but 
J&K follows on the second position. In J&K the cases increased from 45 cases in 2014 to 59 in 2015, 161 arrests in 
2016, 156 in 2017, and 245 cases in 2018 (National Crime Records Bureau, n.d.).(See Fig 2) 

 

The NCRB data also revealed the Conviction rate ( the percentage of people convicted by courts under UAPA 
charges) of UAPA to be 27.3 in 2014, 14.5 in 2015, 33.3 in 2016, 49.3 in 2017 and 27.2 in 2018, which is considerably 
low for SSL crimes (National Crime Records Bureau, n.d.).(See Fig 3) 

 

The Pendency rate (the percentage of cases awaiting trial) according to NCRB was 97.4 in 2014, 94.2 in 2015, 
97.8 in 2016, 95.9 in 2017 and 93.4 in 2018 which is very high. (National Crime Records Bureau, n.d.).(See Fig 4) 
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4.3. UAPA and Its Atrocities  

On analysis of the news reports already present on UAPA (before 2019 amendment) the assassination of Burhan 
Wani seems to be the tipping point. Immediately after that, Aasif Sultan, who works as an Assistant Editor at Kashmir 
Narrator, was picked up from his residence and detained by Jammu and Kashmir Police on the night of 27 August 2018. 
He was formally arrested on 1 September and pressed with UAPA charges under the broad ambits of conspiracy, 
harbouring a ‘terrorist’ and ‘support given to a terrorist organisation’. The reason given by police was that through his 
writings, Aasif would “often give coverage to Hizbul Mujahideen terrorists, especially Burhan Wani, to attract youth 
towards terrorist organisations, especially Hizbul Mujahideen” (Amnesty International, 2019). What’s interesting to 
note is that Asif wrote an article called the “Rise of Burhan” after which a series of questions were sent to him by the 
police which followed in his arrest. 

In a similar incident, photojournalist Kamran Yousuf, was arrested by the National Investigation Agency (NIA) 
and charged with several criminal offences, including under the UAPA. In July 2018, another journalist, Auqib Javid, 
associated with the daily, Kashmir Observer, was summoned and interrogated by the NIA for his interview with Aasiya 
Andrabi, a separatist leader (Amnesty International, 2018). 

What’s important to note is that no solid charges were made against any of these journalists but they had one 
thing in common- writings on separatist or militant leaders (not writings ‘for’ them). Also, it’s important to observe the 
sweeping provisions of UAPA which allowed these arrests vide use of vague terms such as ‘conspiracy’, ‘support to a 
terrorist organisation’ etc. 

The amendments to UAPA in 2019 via the Unlawful Activities (Prevention) Amendment Act raised much 
controversy but analysis shows that the amended section 35 has not been used on any journalist or any person of Indian 
Origin. However, the analysis of this amendment with the defunctionalisation of Article 370 raises concern. 

Following Article 370’s defunctionalisation Kashmir locked down making journalism impossible. “This is the 
worst of times to send out reports as a journalist,” said Ishfaq Tantry, general secretary of the Kashmir Press Club. 
Following this, Gowhar Geelani, an independent journalist who has worked with Scroll, BBC etc. was prevented from 
flying while being slapped with UAPA for ‘engaging in unlawful activities.’ On 30 November 2019, Hakeem Irfan of 
Economic Times and Basharat Masood of Indian Express were summoned by the police and questioned about the sources 
of their stories (Amnesty International, 2020). Masrat Zahra, a photojournalist based in Kashmir who has worked with 
acclaimed media firms such as the Washington Post and Al Jazeera was slapped with section 13 of UAPA on 20th April 
for an 18-month-old photograph on Facebook. The photo portrayed a protest of Shia Muslims holding the picture of 
Burhan Wani (John, 2020). (See Fig 5) 

 
Fig 5- The picture for which Masrat was charged (The Quint, 2020). 
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4.4. Joint Analysis of UAPA coupled with AFSPA 
While journalists in Kashmir were being booked under UAPA, it is important to remember that AFSPA didn’t 

go away. A statement by a local journalist makes it clear; while returning from Soura to her home, a locality which had 
had an absurd number of protests since 5th Aug, 2019, security personnel were waiting outside of Hamza’s house and 
this is what she had to say about it. 

“I felt as if I was carrying a deadly weapon instead of a camera,” (Amnesty International, 2019) 
In November, a freelance photojournalist Muzamil Mattoo was beaten in downtown Srinagar while covering 

Khojje Digar prayers (Observer News Service, 2020). 
On 14th August security forces barged into Irfan Amin Malik’s house and detained him for one night. 
On 17 December 2019, Aazan Javid of The Print and Anees Zargar of NewsClick, were physically assaulted by 

the police while they were covering a protest in Srinagar (Amnesty International, 2020). 
Hence, while UAPA was being used incessantly, AFSPA was very much in force as well. The deteriorating 

situation of press in Kashmir began with AFSPA in 1990, became worse in 2014 with the explosive use of UAPA by 
the new Central Government and virtually death knelled with the 2019 amendment. 

 
5. CONCLUSION  AND MAJOR FINDINGS: 

The aim of the research was to analyse the impact of UAPA coupled with AFSPA on Kashmir’s journalism and 
the course of this research has led the author to some astonishing observations. 

After the 2019 amendment of UAPA, there was a huge uproar on the humane and legal spectrum but it is 
important to understand that UAPA has always been draconian and unjust. Use of UAPA can be broadly broken down 
into 3 periods- a) before 2014, b) between 2014 and 2019 and c) after 2019. In the first period, UAPA was for namesake 
and didn’t even have a column in NCRB crime reports. In the second period, NCRB gave a separate column to UAPA 
under SSL crimes and the number of UAPA cases spiked. This happened in correspondence with the formation of the 
new NDA govt. In the final period, UAPA was turned into its worst form. UAPA became synonymous to a loaded gun 
after the 2004 and 2008 amendments, which the 2014 Govt. simply fired. It is also a standing fact that section 13 which 
deals with unlawful activities has been used more times than any other section by this govt. Had the concerns vis-à-vis 
UAPA after 2019 been shown before 2014 or even in the second period, the gun could have been emptied. 

Analysis of the NCRB data de-facto proves that the use of UAPA blasted with the advent of the Bharatiya Janata 
Party in 2014 and this explosion was centred around Jammu & Kashmir. While the raison d'etre for this is proclaimed 
as J&K’s insurgency, the claim fails when one analyses the Conviction rate under UAPA. Notwithstanding the absence 
of state-wise data on conviction rate, the overall conviction rate of UAPA(around 30%) is absurdly low when compared 
to other SSL crimes(around 82%). This proves that UAPA has neither been effective in its procedural paradigm nor in 
its substantive use. 

UAPA has become but a harassing tool of the Government. In 2014, 97% of cases under UAPA were pending 
and the number was 93% in 2018. This is the Pendency rate which is again extremely high in UAPA cases. Owing to 
such a high Pendency rate, accused under UAPA have to spend years in jail, irrespective of guilt or innocence. This, in 
addition to Section 43(D) 1 and Section 43(D) 2 makes the law more of a harassing act than a punishing one. Kamran 
Yousuf was detained in this manner but he got a bail eventually which was again challenged by NIA. 

ASPA made the application of UAPA worse. The analysis of the reports and research papers revealed a clear 
pattern of AFSPA working in the backdrop while other draconian measures took Kashmir’s press freedom apart. May 
it be the raiding of newspaper houses after Burhan Wani’s assassination or media clampdown after 370’s 
defunctionalisation, AFSPA has always been active. From the analysis of the journalists thrashed under AFSPA, it is an 
observable fact that AFSPA not only physically abuses journalists but has deep psychological impacts.. UAPA has the 
same form across the country but AFSPA has acted as a fillip to the task of dismantling press freedom in Kashmir, hence 
making UAPA more effective(in seizing press freedom) in Kashmir in comparison to other states save the north-east. 
The cases of Irfan Amin Malik and Hamza are two prime examples of this phenomenon. 

5.1. Kashmir’s New Media Policy and the Need for Media Reforms 
“By means of this totally Orwellian regulation, the Jammu and Kashmir administration becomes plaintiff 

against the free press, judge and executioner all in one. We, therefore, call for the withdrawal of this directive, which 
is unworthy of India’s democracy and will have the immediate effect of inducing profound self-censorship that in 
practice amounts to prior censorship” - Reporters Without Borders (Observer News Service, 2020) 

The Jammu and Kashmir Department of Information and Public Relations (DIPR) came out with a 53-page 
statement called the Media-Policy 2020. This document gave powers of post and pre-censorship to DIPR and used 
subjective terms like Anti-National as the foundation of censorship. It also laid down a procedure for ‘background check’ 
of information before being published/aired. 

Media-Policy 2020 is an archetype of a bad media policy. Kashmir and the whole of India needs robust and 
effective media reforms which are designed to ease journalists, like the AFSPA is designed to ease the Armed forces. 
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Being a conflict zone and adhering to Article 21 and Article 19, it becomes more important for the journalists to be 
given adequate protection and an extra dimension of safety. 

Reforms in the media are the constitutional and sociological need of the hour. Kashmir has been betrayed of its 
autonomy which has been eroded by consequent governments and consequent executive orders. Curtailing its media 
would only mean to completely isolate the union territory. The problem lies in the treatment of Kashmir merely as a 
location of strategic importance and this belief has led to inhumane actions on Kashmir’s press freedom and its people. 

Without media freedom, media is reduced to a propaganda machine which is a signatory of a totalitarian regime. 
For India to preserve its democracy, it is paramount that media reforms be implemented first in the conflicted zones 
such as Kashmir and Manipur and then to the rest of the country. 

Finally, the question of what reforms be made is a research question of a different spectrum which will be done 
injustice if packed and delivered in a single para. A research on this is absolutely necessary and also something the govt. 
and the administration of Kashmir should work on. 

5.2.  Conclusion 
“While the rest of the country burns in the communal fire, I see a shining ray of hope in Kashmir only”-Mahatma 

Gandhi 
Kashmir has always managed to stand firm in grim times, the partition being the apex example. India is going 

through one of its grimmest phases and so is Kashmir. Azan Javaid of The Print said that the period following August 
2019 is ‘the darkest period in terms of journalism in Kashmir’ (Amnesty International, 2020). Adding to AFSPA and 
UAPA the Media-Policy 2020 has put Kashmiri media in the same state as Indira Gandhi had put Indian media in 84’ 
and journalists in Kashmir are not being told but thrashed to bend. Yet, in such grim times, this paper inter alias looks 
up to Kashmir to pave the way. 

It is imperative to understand that the integration of territory is not the same as the integration of a state. A state 
exists because of the people, the people do not exist because of the state. The core to solving the Kashmir dispute is 
listening and heeding the people of Kashmir and the Media is the voice of people! 

Thrashing journalists for doing their job, does not increase the stronghold of the authorities on Kashmir or 
Kashmiri media. They scare the people, terrorise them and ultimately put them on a pedestal where they have to choose 
between fight and flight. Kashmir has been in light for quite some time but journalists in Kashmir have always stood in 
the dark. Even when three Kashmiri photojournalists were awarded the prestigious Pulitzer Award, hardly anyone on 
the upper ranks commended them. The statement given by a senior journalist based in Kashmir named Ishfaq Tantray 
potently summarises the situation of journalism in Kashmir 

“A proud moment for all Kashmiri journalists. The award comes at a time when the journalists in Kashmir are 
being harassed, threatened and charged under UAPA. The award is a huge thing for all of us. Let's celebrate this award 
together” (Ganai, 2020) 

Kashmir needs media reforms immediately. The archetype of what not to do is already out, what remains is to 
figure out what to do. Reforms are needed to prevent journalists from external as well as procedural dangers and there 
is a need to make journalism independent. The politicians who cannot tolerate dissent should take lessons from the 
legend of Atal Bihari Vajpayee or simply adhere to the Prime Minister’s words on dissent, “If there is no criticism, 
democracy will be lost. One should not be saddened by criticism.” 

Henceforth, a joint attack by UAPA coupled with AFSPA has damaged Kashmir’s press freedom and curtailed 
it with herculean authority. However, even during the clampdown on press after the 370's dissolution, newspapers 
somehow managed to function even though they had lost the ability to distribute (See Fig 6).          

 

 

Fig 6- This copy of Greater Kashmir came out when the restrictions were lifted not in toto but to some extent 
(Scroll.in, 2019) 
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Journalism in Kashmir has been assaulted, abused and thrashed but it has not perished and the ray of hope Gandhiji 
saw in Kashmir then is the ray of hope this paper tries to see now. Pranab Mukherjee’s words fit best for this paper’s 
end- “Let Jammu and Kashmir lead the way in the building of a new future for India. Let it set an example to the rest of 
India and the world by showing how the entire region can be transformed into a zone of peace, stability and prosperity.” 
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1. INTRODUCTION: 

Globalization encompasses numerous facets of life and give way to cross-cultural communication. This alters 
and develops any community and sustains different culture facilitating an interaction beyond the limitation of geography, 
language, customs and traditions. Hallyu or Korean wave is an empowering cultural phenomenon which began in the 
approaching end of 20th century, accelerated by fast-paced globalization. It originated from South Korea, a small East-
Asian country with a population of over 50 million people. The country has seen meteoric rise due to Hallyu by emerging 
as a major exporter of entertainment products in the flow of international market. Subsequently, increasing the economic 
proposition, trade, business, tourism, cuisine, fashion and cultural value of the country. 
 1.1. What is Hallyu? 

The word ‘Hallyu’ first emanated from Chinese media to delineate what seemed like an abrupt explosion of 
Korean interest in mainland China. The phenomenon in a wholly unexpected move entrenched in neighboring Asian 
countries with dramas, films, music, fashion and expanded to the entire Asian continent. The initial phase of Korean 
wave can be detected by the export of first Korean drama i.e., “Star in my Heart” in China, Taiwan and various other 
South-east Asian nations in 1997. The show was a huge success in China as people were compelled with high standard 
of living and family values adhered in Korean culture which resonated with the similarities they shared historically.  

The Asian Financial Crisis was reverberating in the continent and the Korean chaebols (Korean business 
conglomerates) and the government addressed the aspects of old economic systems to develop new strategies. The 
enhanced model was focused on exporting popular culture industry saw immense support from the chaebols. The South 
Korean government was also a primary proponent in drawing capital from tourism and foreign investment through 
improving the national image. Prior to that people would associate South Korea with the events of Korean war or the 
mention of demilitarized zones. This was also an attempt to uplift the national stature of the country globally. Thus, 
South Korean Ministry of Culture, Sports and Tourism formalized Hallyu and it unfolded to be an enormous success. 

Abstract : Korean wave better known as Hallyu, was employed by the South Korean Ministry of Culture, Sports 
and Tourism in late 1990s to propel the phenomenon of Korean entertainment incorporating Korean music (K-
pop), TV dramas and movies which was entering the global market. With the age of information and reach of 
internet, Korean entertainment industry has escalated immensely. K-pop is used as an export-oriented business 
which exercises a global strategy to garner more audience from around the world. The gamut of social media has 
contributed to this rise of Korean pop culture. There has been a cultural reset with the emergence of hallyu, more 
and more people are getting culturally influenced with Korean culture in terms of language, fashion, food etc. 
Digitally, there has been an imprint of Korean culture as cultural products are being capitalized vis-à-vis 
entertainment sector. This paper aims to examine the facets of Korean entertainment industry which has seen a 
mammoth growth over the last two decades. The strategies for such globalization are studied. There is a 
quantitative and qualitative analysis to deduce the depth of cross-cultural communication witnessed around the 
globe. The economic proposition for the East Asian nation is scrutinized to understand the effects of such 
globalization to their revenue. In the realms of social media and digital platforms, the growth of Korean pop 
culture is comprehensively gauged. Therefore, the extend of hallyu globalization is examined and how this soft 
power through Korean entertainment industry has led to a Koreanised disposition with a cross-cultural interplay. 
 
Keywords: Globalisation, Korean wave, K-POP, K-Drama, Social Media. 
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This paper aims at studying the ramification of Hallyu vis-à-vis Globalisation which led to enormous cross-
cultural communication owing to the new digital age. 

 
2. LITERATURE REVIEW: 

The Literature Review of this study is carried out through examining several scholarly articles, journals and 
thesis. The primary source of reviewing was a Master thesis titled “The Globalization of K-pop: The Interplay of 
External and Internal Forces” by Hiu Yan Kong which provides a detailed overview of beginning and growth of K-Pop. 
The research paper published in West Virginia University repository “The Globalizing Effect of Korean Pop Culture” 
by Jason D. Chen supplies a chronological development of Korean drama. To understand the economic structure of 
Korean wave the study named “Cultural Preferences in International Trade: Evidence from the Globalization of Korean 
Pop Culture” by Pao-Li Chang and Iona Hyojung Lee are examined. 

To understand the huge success and enormous broadcasting “The Korean Wave and Korean Dramas” a journal 
from Oxford Research Encyclopaedia of Communication is comprehensively analysed. The study of these key resources 
has given the basic structure to this paper. 

 
3. METHODOLOGY: 

This study is a blend of empirical and review mode of research to analyze the depth of globalization resulted by 
Korean Wave. The varying aspects of Korean Entertainment Industry (K-Drama & K-Pop) are examined. There is a 
quantitative study of K-Pop’s search interest and YouTube Views through the means of Google Trends and YouTube 
Insights. Several research journal articles are reviewed to infer a qualitative study of the cross cultural and economic 
benefits of Hallyu. There is a general scrutiny of the strategies of Korean Entertainment Industry by inspection of Social 
media platforms. Therefore, the methodology devised for this paper has numerous aspects to reach an empirical and 
review based research. 

3.1. Theoretical framework 
The study is based on Cultural Globalization and Media theories in relation with Hallyu which has seen a 

pattern of cultural adaption and acculturation around the world. These models act as a framework of the paper which 
identifies the depth of globalisation of South Korea through mass media and what cultural imprints it entails. 

3.1.1. Cultural imperialism Model 

This model suggests that the global economy is manoeuvred by developed nations and others sustain with small 
authority. It emphasises on the imposition of other countries beliefs, norms, values and life style. This arrangement of 
cultural imperialism is now inferred as media imperialism where artists impact the global cultures and contribute in 
altering the cultural values and perception through media. 

3.1.2. Cultural flow Model 

In a Culturally Globalized world the networks of such cultural flows are unitary and the world as a whole has 
no clear centre or boundaries where cultural influences take place in several direction. Heterogeneous countries are more 
favourable receipt of such cultural flow as a result of media, technology, ideologies and ethnicities. 

3.1.3. Reception Theory 

This states that audience from every nation reciprocates to any media and entertainment actively and interpret 
to it differently even if the material is same. It also argues that globalisation is not a threat to national identities. 

 
4. ANALYSIS: 

4.1. An Overview of Korean Entertainment Industry 
The paper highlights the Korean Entertainment Industry in terms of Korean Drama (K-drama) and Korean 

Musical Pop (K-Pop).  The Korean wave can be chronologically divided in two parts. Initially, K-dramas which rose to 
prominence in late 1990s and were at the peak of regional popularity come in the First wave. K-Pop transitioned in the 
mid-2000s to be the new epicenter of modern Korean popular culture and lured strong audience bases from across 
Middle East, South and North America and Europe as well. This was fashioned as the New Korean Wave or Hallyu 2.0 
for it emerged to be the one of the most leading content types generated from Korea. 

4.2. K-Drama and Its Rise 
Korean Dramas and their popularity were unprecedented and not part of the government’s strategy. The Five-

year plan in 1998 formulated by the government concentrated in advancements in telecommunications and hi-tech 
infrastructures which significantly laid down the frame work for developing the domestic entertainment industry. The 
Financial crisis in the continent was a huge factor in the cost-effective value of the k-drama as they were comparatively 
cheaper from Japanese and Hong Kong dramas but pertained high quality and impressive production. The Korean 
broadcasting industry dominated by three major TV networks i.e., KBS, MBS and SBS then committed to assiduously 
capitalize their media products abroad. There was increased financing in the industries, more planned promotions, 
selective programming and international distribution in order to re-structuralize the broadcasting system with an aim to 
grow their regional media production and distribution (Ju,2017).  
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Hallyu 1.0 witnessed its rise with the popularity of two dramas, ‘Winter Sonata ‘and ‘Daejangguem’ (Jewel in 
the Palace) in 2003. China and Japan became top importers of K-drama due to these dramas which also influenced other 
South East Asian countries to engage in importing the k-dramas. The annual survey on Korean television program 
exports and imports deduced that the Korean network imports were exponentially increased by more than 30% annually 
from 2001 to 2005. By 2006, the total export revenue by Korean network broadcasters was USD $132 million which 
marked to be a tenfold increase from revenue in 1999 (Ju, 2014). In 2007-08 there was an attempt to ward off Korean 
wave by other Asian countries by import restrictions and led to a drop in k-drama export. It was maintained by 2009 as 
the curve saw an increase in demand for diversified genres and content such as variety shows and documentaries (Park 
& Kim, 2012). 

Since 2012, there have been high instances of Korean Television program formats incorporating dramas, variety 
shows, animation have been successfully sold to foreign broadcasters for remake. The Good Doctor, God’s Gift: 14 
days, My Love from Another Star and Nine are some examples of it. Netflix, the world’s largest OTT streaming 
entertainment service has produced several original Korean series. According to Asian Times, Netflix has signed long 
term contracts with two major Korean Drama production companies: ‘Studio Dragon’ and ‘Jcontentree’. Netflix has 
resolved to bring 40 new Korean dramas to the streaming content provider by 2023. This is a result of the huge success 
the inclusion of Korean content has led to. According to the White Paper of Korean Broadcast industry in 2015 the 
broadcast licenses were sold to numerous non-Asian countries in which United States appeared to be the leading buyer 
with a total of 4,291 K-drama titles, Canada bought 103 K-dramas, United Kingdom (148), France (134), Romania 
(299), Bulgaria (40 titles), Russia (20 titles). They made exclusive deals with Korean networks, cables and 
comprehensive TV channels. (Ministry of Science, ICT, & Future Planning and Korean Communication Commission, 
2016) 

Therefore, Korean dramas and the Korean production companies are proving to be competent contender in 
global broadcasting market and have traversed across several continents to communicate with their cultural essence 
powered by media. 

4.3. K-Pop: South Korea’s Greatest Export 
Korean Pop Music or K-pop has proven to be an asset to South Korea’s cultural promotion strategy. Times 

Magazine in 2012 claimed K-pop to be the greatest export of South Korea. The term ‘K-Pop’ has been added to the 
Oxford Dictionary which describes it as “The Korean pop music: the band has a style that mixes European music and 
K-pop”. K-pop is an amalgamation of synthesized music, synchronized and difficult dance routines, fashionable attire 
and an impactful personality. K-pop commonly has idol groups than solo singers with an average size of 5 members. 
The large size of the group further divides the roles of the band members in accordance to the strength of the member: 
Visuals (the face of the Band), Main dancer, Main rapper and Main vocalist. K-Pop is a fusion of electronically processed 
and catchy music, energetic beats and repetitive chorus. K-pop comes in a blend of musical elements such as rock, 
electro, EDM, disco, hip-hop, R&B and rap among others. 

The K-pop songs tend to have English titles and few English words incorporated in the song to appeal to the 
international audience. There are specialised dance movements with the hook of the song, there is also exceptional 
attention paid to the visuals and production of the song video to attract and engage the foreign audience who do not 
understand the language. The K-Pop idols are trained and tactfully designed. They are always handsome and beautiful 
with ideal physique. Many idols undergo cosmetic surgery in order to attain the desired looks – double eye lids, straight 
nose, pale white skin and high cheekbones. K-pop is an export-oriented entertainment product trained strategically to 
amass global audience. 

K-Pop agencies propel their products after capitalizing on the audience network to go viral. For this purpose, 
they exercise their promotional set ups through social media advertisement or use digital platform to generate new 
audience. Therefore, the dispersion of the content is through mass media and the target audience is usually young kids 
in their 10’s and 20’s who mostly are tech savvy and contribute to further distribution of K-Pop owing to their 
evangelism through supposedly fandom groups.  

4.4. K-Pop Search Interest Worldwide 

In order to analyse the shift in K-Pop popularity over time, the Search Interest is gauged through different 
aspects. For this Google Trends was used. It showcases the total search for any term over a period of time. Google 
Trends gives an insight to the development in popularity of K-pop. Albeit it does not provide the search result from 
China, which is a major consumer nation of K-pop as Google is blocked in Mainland China. 

 
Fig 1.1 The Search Interest of K-Pop worldwide from 2004-2021(Google Trends,2021) 
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This chart indicates the search interest of K-Pop since 2004 to 2021 where the numbers are the total searches 
for the term (K-Pop) relative to the number of searches done on Google. 

From the chart above we can deduce that in early 2000s K-pop had less interest given the low searches. But 
2009 marked the year which saw the entry of K-Pop in international interplay. In 2009, “Wonder Girls” made their 
official debut in United States and courtesy their hit song ‘Nobody’ they entered the Top100 of the main Billboard 
Chart. Thereafter, several events could place which acted as a catalyst in the growth of K-pop. “SM Entertainment” 
which is a notable Korean entertainment agency had its first sold out concert “SM Town Live” in Los Angeles in 2010. 
In 2011, BIGBANG won the 2011 MTV Europe Music Award for “Best Worldwide Act”. In 2012 the viral song 
“Gangnam Style” by PSY catapulted the K-Pop industry to become into a global smash. In 2013, Gangnam Style became 
the first video on YouTube to reach 1 billion views imprinting a very crucial mark in K-Pop and Global media history.  

K-Pop continued to penetrate new shores massively. It gained a momentum with the emergence of “Bangtan 
Sonyeondan” or “Bangtan Boys” or more popularly known as BTS in 2016. In 2017, BTS won the Billboard Music 
Award under the Top Social Artist category with a breaking 301.7 million votes by its fandom called ARMY. This 
escalated the wave of K-pop across the world and the chart signifies the search level of to be sky rocketing since 2017. 

4.5. Comparison of K-Pop with other Asian music genres 

 

 
Fig 1.2 Comparison of K-pop with other Asian musical genres (Google Trends, 2021) 

K-Pop is now compared to its contemporary musical counter parts to assess how popular it in relation to other 
genres over time. J-pop, Cantopop and Mandopop are abbreviations for Japanese pop, Cantonese pop and Mandarin pop 
respectively. The bar on the left shows overall average of popularity in search interest relative to each other. The chart 
shows apparent signs of K-pop popularity which is more than the other Asian music genre. Cantopop and mandopop 
are visibly falling in the index of 1, 0 and a few points in negatives. The low attributes can be due to its local audience 
and how it is an English term which might not be employed by the locals. J-Pop on the other hand was commercially 
performing well in late 90s and early 2000s but there has been a dip in 2009 which overlaps with the leap of K-pop 
which surpasses j-pop in 2010. The large gap denotes how K-Pop is dominating the Asian music market compared to 
these major music markets. 

4.6.  Comparison of K-pop band with benchmark artist 

Bangtan Boys or BTS is a Korean band which comprises of 7 members. BTS is claimed to be the largest boy 
band in the planet. The Times Magazine labelled it to be the “Best Entertainer of 2020”. BTS achieved its First Grammy 
nomination in for Grammy 2021 in the category of Best Group Performances. BTS even patterned with UNICEF in 
2017 with their campaign of #ENDviolence.  They are Global stars who have become the backbone of Korean 
entertainment industry and generate several revenues for their agency Big Hit Entertainment which is valued at 1 trillion 
Korean won. The Beatles were an English rock band which was formed in 1960s. They are said to be the Greatest Boy 
Band of all times. According to Forbes, BTS and The Beatles who are 60 years apart were the only groups to sell 1 
million Album units in 2020. Taylor Swift is international sensation and her album Folklore was the fastest album of 
2020 to sell 1 million units in United States. In order to study the popularity of an ace K-pop band (BTS), there is a 
comparison drawn in the search interest rate with artists (Beatles & Taylor Swift) on par with them. 

 

 

 
Fig 1.3 Comparison of Search Interest of BTS, The Beatles and Taylor Swift (Google Trends, 2021) 

The chart signifies the peak popularity of Taylor Swift in 2016 which is surpassed by BTS in 2017. Whereas, The 
Beatles has a search interest rate lower compared to both of them throughout. 
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4.7. YouTube 

The second measuring scale for assessing the popularity of K-pop is through YouTube. YouTube is the most 
popular resource for consumption of music. YouTube accounts for an estimated 40% of online music consumption 
(Owsinski 2016). It’s the primary streaming platform where non-K-pop listeners first encounter K-Pop. YouTube 
Insights have been applied to scrutinize the level of YouTube viewership of K-Pop bands with their American 
counterparts. The K-Pop bands which are selected for the comparison are BTS and Blackpink, the two global faces of 
K-Pop. The other two are American Pop artists Taylor Swift and Ariana Grande. The YouTube views are focused on 
one year’s timeline i.e., 2020. The region with highest interest for the particular artists is also projected. 

 

4.7.1 BTS  

 
Fig 1.4. A).  Total YouTube views of BTS in 2020 (YouTube Insights,2021) 

 

 
Fig 1.4 B).  Top countries with most amount of views for BTS in 2020 (YouTube Insights, 2021) 

 

4.7.2. Blackpink 

 
 

Fig 1.5 A) Total YouTube views of Blackpink in 2020 (YouTube Insights,2021) 
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Fig 1.5 b).  Top countries with most amount of views for Blackpink in 2020 (YouTube Insights, 2021) 

 
4.7.3.Taylor Swift 

 
 

Fig 1.6 A).  Total YouTube views of Taylor Swift in 2020 (YouTube Insights,2021) 
 

 
Fig 1.6B). Top countries with most amount of views for Taylor Swift in 2020 (YouTube Insights, 2021) 
 
4.7.4. Ariana Grande 

 
 

Fig 1.7A).  Total YouTube views of Ariana Grande in 2020 (YouTube Insights,2021) 
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Fig 1.7.B). Top countries with most amount of views for Ariana Grande in 2020 (YouTube Insights, 2021) 

 
YouTube Insights provides a picture of the notable difference between both the leading pop artists of Korea and 

United States. BTS had the highest amount of plays in 2020 followed by Blackpink, Ariana Grande and Taylor Swift 
respectively. A K-pop Video (Gangnam Style) was the first one to reach milestone of 1 billion views in 2013. BTS also 
made the record of highest views in a day with their single “Dynamite “amassing more than 100 million views in 24 
hours in 2020.This portrays how K-pop videos have established a consequential footing in YouTube which is an 
‘American’ video sharing platform across the world and not just Asia. 

4.8. The Effects of Hallyu 
Hallyu has culturally led to a revolutionary globalization interwoven through technology. They’ll be 

international fans singing along in Korean during concerts or some wanting to look like their favorite idols or use same 
products as them. Korean wave has resulted in Korean cultural awareness in aspects of food, language and a nation as 
well. People have started to search Korean cuisine and food such as Kimchi, bibimbab, samgyetang, tteokbokki among 
many other. The promotions of Korean food were enforced by the drama ‘Jewel in the palace’ as the show circulated 
around traditional Korean food. People were fascinated and interested in Korean cuisine and this has led to the 
emergence of many Korean restaurants to be set up globally. 

Similarly, the Korean Language ‘Hangul’ is recognized by varying people watching K-drama and listening to 
K-Pop. They include few phrases or words of Korean in their mundane vocabulary. The need to understand what their 
favourite idol is saying makes them learn Korean. The first impulse is to sing along with K-Pop songs which transforms 
into the need for speaking and interpreting Korean. Hallyu has enabled its audience to render them aware of Korean 
culture. 

There is also a surge in acceptance of the acculturation by Hallyu. Acculturation is a cultural process in which 
a member of a community adopts the beliefs and behaviors of other community. It is a cultural exchange where internal 
acceptance of the adoption characterizes the flow. The affinity in Asian countries bridged the transition to European and 
American continents. Hybridization has now inferred to be the new norm as the ongoing trends in popular culture 
production and mass consumption in terms of Globalization and Localization of the Culture Industry. Hallyu has ensured 
there is also Korean product awareness. Korean wave encompasses products ranged from media, fashion, cosmetics, 
phones etc. Since, more and more people are experiencing this phenomenon they first recognise the credibility of Korean 
products. Korean wave enhanced the image branding of Samsung, LG, Hyundai and Face shop excessively. Successful 
brands are approaching K-Pop artists and K-drama actors to endorse their products. Samsung even produced a mobile 
brand for K-Pop, BTS and Samsung released a phone Galaxy X BTS in 2020. Coca Cola has grouped with boy band 
NCT 127 and Samsung partnered with Black pink to release Galaxy A80. These celebrity advertisements are a cause of 
huge sales and revenues. BTS is worth $4.5 Billion to South Korea’s economy which pertains 0.3 of their total GDP. 
Thus, we can see the market the entertainment industry creates and in turn generation of revenues are alarming and have 
assisted in developing South Korea’s economy. 

4.9. The Two Power Industry of South Korea: Cosmetics and Tourism 

Now, let us see how Korean wave has contributed in the advancement of two leading industries of South Korea 
i.e., Cosmetics and Tourism. It is evident and well-documented that women are the primary consumers of K-Drama and 
K-Pop music. It is apparent from the Table that Korea’s export of cosmetics products significantly bought by women 
increased substantially in regions (Japan, China, Thailand, Singapore) where Korean Popular culture has grown and 
become popular. With a stark contrast the figures still low for cosmetic export in regions (UK, Germany, France) where 
Korean pop culture is less. This shows how Korean wave has directed foreign investments and foreign consumer’s 
interests impacting the exports of cosmetics and other crucial industries. The details of column 1 reflect how doubling 
the Korean Tv exports led to an alarming 41% increase in cosmetics products export. It is a cross-country variation in 
relation to the number of Korean programmes displayed in the country which led to Import in those specific country. 



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 91 

                         
 

Figure 1.8. South Korea’s cosmetics exports to selected destinations (Lee,2018) 
  

Tourism is another pivotal industry that is strengthened by the popularity of Korean popular culture. Korea had 
been the least popular tourist destination up until 2002 but saw an upward scale in tourism from 2003 due to the Korean 
pop culture. Korean wave has led to an improved national image of the country which is now fascinated over for its 
scenic mountains, islands, cherry blossomed tree, high standard of living, developed infrastructure, exotic cuisine, new 
culture and most importantly the home t one’s favourite K-pop idol .The number of tourists visiting Korea in 1998 was 
300,000 which has now mounted to 17.5 million in 2019. The first episode of such unexpected jump was in 2004 when 
Japanese tourist levelled up by 35.5% due to the much success of ‘Winter Sonata’ after its broadcast in Japan. Therefore, 
this is a game changing turnover for South Korea’s tourism profits which is booming due to the eccentric Hallyu.  

 

 
Fig 1.9.  South Korea’s growth in number of Tourists (Lee, 2018) 

 
4.10.  Globalization Strategy  

K-Pop has a specialised marquee and brand value globally. They have transcended regional barriers to attain 
massive globalisation. This is a result of proper strategic planning which guides the Big Three which are the three major 
Korean Entertainment Agencies (SM, YG and JYP). These entertainment agencies recruit, train and lay a ground 
breaking debut for K-Pop idols. The K-pop groups are methodically trained to have global appeal and their promotions 
direct their advertisement in a Global scale to communicate and connect with fan communities. 

Global auditions are held to scout crème da la crème from different parts of the world. SM Entertainment 
selected 100 participants for training out of 300,000 lot which auditioned. The selected trainees sign a contract and all 
their expenses are managed by the agency. There is a huge investment in sourcing candidates locally from a large talent 
pool across the globe to select mostly adolescents who are then systematically trained for debut under hard physical and 
emotional procedure. 

A typical K-Pop idol group consists an average of 4-6 members, some even having 9-11 members. This is to 
facilitate a proper division of labour and role (Visuals, Main Vocalist, Main dancer, and Main rapper). All the members 
have distinct personalities to attract audience to the band for their favourite member commonly referred as the ‘bias’. 
Sub units within a group are also formed to cater to a certain type of audience market such as Super Junior-M which is 
a sub-unit of popular boyband Super Junior targeting Mandarin speaking audience. 
The content production is again globally inclined. There are repetitive hooks with several English words for the 
International viewers. The titles of the songs are also designed to be English for the ease of international fans. The Fig 
5. highlights the top 10 songs in January 2021 edition of Billboards K-Pop Top 100 chart. All the songs have an English 
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title, evidently for the international market. The visual spectrum is also precisely produced to engage the foreign 
audience who do not understand the song but remain enraptured with the high-end visual production coupled with 
difficult dance routine. 

 

 

Fig 1.10. Billboards K-Pop Top 100 (Billboards,2021) 
 
 The promotions and distribution of K-Pop is impressive and has generated several fans. The global market 
strategy is employed by the use of Social media. The Korean entertainment agencies were an early adopter of this 
medium which facilitated a huge standing as these social media platforms had no physical barriers and virtual 
connectivity with all parts of the world. YouTube is predominantly used for any release of the song. Each title and 
description of the song on YouTube is smartly created to optimize for SEO (Search Engine optimisation) so that 
YouTube algorithms give way to easy discovery of these videos to the non-K-pop listeners as well.  

Another primary set up in the strategy is Customer Relationship Management which indirectly infers to the 
highly devoted and loyal fans of K-pop idols. Since the proliferation of Social Media, the relationship between the music 
companies or K-pop groups with their fans has developed into another phase which has a specialised trajectory. The 
consumers hold an upgraded distinction which can impact the success and failure of any product more than ever before. 
The consumers can now influence, spread and share messages through social networking forums. K-Pop is more than 
the consumption of music and has become a source of emotional bonding between the idols and their followers. The K-
pop groups have their own fandoms which are their fan-based community such as ARMY for BTS, Blinks for Black 
pink, EXO-L for EXO, GZBS for 2NE1 among many others. These fandoms are the emotionally charged and 
evangelically devoted to the groups and act as an accelerating force in their further promotions. Social media platforms 
are actively used by the idols to reach out to their fans be it SNS, V-Live, Amigos, Instagram, Weibo or Twitter. They 
have more personal and direct lines of communication with the fans. They employ it to show more private sides of their 
life which strengthens their connection with the fan and lead to consumer participation as well. These participations 
come in the form of Covers of songs or dance routine, Fan art, Fan Fiction, Fan Cams, Fan Chant (an organized chant 
during concerts by fans). The fans have deep emotional bonds which lead them to advocate for the credibility of their 
favourite idols and lead to growth of Korean Wave. 

 
5. CONCLUSION: 

Hallyu has steered its way into the realms of Globalization for over two decades. What originated as a Chinese 
media’s word play in late 1990s has now transformed to be a major contender in cultural and economic power play in 
in the world. South Korea’s soft power has breached all the continents. Korean Entertainment Industry has emerged as 
a mammoth global entertainment production source. The rise of K-drama and K-Pop form a nexus in the cross-cultural 
communication which has accredited cultural adaption by international audience. The crux of this overwhelming 
globalization is due to the deliberate government policies and investments to develop the Entertainment sector for 
boosting cultural significance and tourism. Accompanied with the tactical plans of Korean Entertainment Agencies for 
Group formation and content generation coupled with promotion & distribution strategies to target Global audience. 
This phenomenon is bolstered by the digital age and reach of social media platforms.  This in turn has augmented South 
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Korea’s market and cultural value. Korean Wave is an epitome of cultural expansion with economical gains in the 
modern world equipped with advanced media platforms. South Korea has formed a niche in Globalization through 
Hallyu and much is to be learned by them. 
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1. INTRODUCTION: 
Fake news and its variations such as misinformation and disinformation can be collectively termed as ‘post 

truth’ or information pandemic (infodemic). These terms are used interchangeably in different contexts and the 
magnitude too differs. For example misinformation comes from carelessness, indifference & ignorance, whereas 
disinformation is a falsehood with intent to deceive. Though fake news existed long before, the concept of ‘post truth’ 
was branded when Oxford Dictionary named it as 2016’s word of the year (Lee McIntypre, p.1). They define  it as, 
“relating to or denoting circumstances in which objective facts are less influential in shaping public opinion than appeals 
to emotion and personal belief”(Lee McIntypre, p.5). Similarly, the term ‘information pandemic’or popularly known as 
‘infodemic’ was familiar during the Covid-19 pandemic period (WHO. 23 September, 2020).This information pandemic 
or post truth  is more fueled by social media platforms and thus it is a global concern now.The Netflix docudrama, ‘The 
Social Dilemma’discloses evidences of fake news and polarization and many other related themes (Jeff Orlowski, 
26.01.2020).This willful manipulation of the fact by the major media conglomerates are frightening lie-bombs that 
destabilize the foundations of the fourth pillar of the democracy, namely the press, and what remains is a culture of 
suspicion (Simona Modreanu, 2017). Thus the concept of fake news must be seriously investigated from global as well 
as Indian contexts.  

  
1.1. Significance of the Study 

In this milieu of information pandemic and fake news factories, a critical   analysis   of the same and its remedial 
measures must be imminent concern of the world of academia. Also, an investigation of the current scenario of Indian-
media is highly demanded since it is often criticized as an agency for instigating violence and covering up the 
government’s incompetency. 

 
1.2. Objectives 

1.2.1. To analyse how misinformation spread in global media and how does it affect the society.  
1.2.2. To understand the role of Indian media in inciting violence 
1.2.3. To understand how fake news marginalizes genuine news reports in India.   

Abstract : Though twisting the truth by lying and propagating concealed agendas are age old technique, in the era 
of social media where information is scattered swiftly, rumors and false facts are viral.  Regrettably, 
misinformation, disinformation and fake news have become a standard way of communication today. Hence, we 
live in a post truth era or information pandemic where fact and authenticity is ‘home quarantined’. While fake 
news is mainly discussed in American and British politics that comes to more publicity, it’s not an occurrence 
exclusive to the west. In India, unlike the west, fake news doesn’t just stop at appealing to emotions and create 
false memories of a glorious past but leads to deadly communal violence. The very existence of fake news not only 
affects the physical safety of individuals or communities but also marginalizes genuine journalism. This study 
explores the concept of fake news perceived in different parts of the world, as well as its relevance in Indian 
scenario, and discusses the dangerous situation of the demise of truth and democracy itself.  Through a qualitative 
content analysis of selected studies, this paper   investigates how the watch dogs are silenced and fourth pillar is 
shipwrecked. Findings state that major media conglomerates are silenced, have given exposure to partisan news 
and are paid to act on behalf of those who are in power. 
  
Keywords: Disinformation, Fake News, Infodemic, Misinformation, Post-truth. 
 

https://www.google.com/search?safe=active&rlz=1C1GCEU_enIN896IN896&sxsrf=ALeKk02S7aW5NA4D2YdPT-ohn6_ngRWL8A:1608368724209&q=Jeff+Orlowski&stick=H4sIAAAAAAAAAOPgE-LVT9c3NMwyT7dISrJMUeLSz9U3yLJIM8gw0BLLTrbST8vMyQUTVimZRanJJflFi1h5vVLT0hT8i3Lyy4uzM3ewMgIAOAx3sUgAAAA&sa=X&ved=2ahUKEwjdqOWz2NntAhUEeysKHXhUALoQmxMoATAqegQIKhAD
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2. REVIEW OF LITERATURE: 

2.1. Lying and deceptions may be as old as politics itself but the rise of social media has evidently given rise to 
a platform to manipulate the masses through well-crafted algorithms. In ‘The dangers of a post truth world’, Michael 
Gross (2017) states that the rational truth appears to be irrelevant. For their voters, a vague emotional connection of 
feeling left out and wanting to regain some elusive past greatness outweighs any argument based on verifiable facts. In 
the Indian context, like Trump’s 2016 ‘make America great again’ campaign and the recent ‘stop the steal’ campaign, 
the saffron  

brigade made its voters believe via various WhatsApp forwards, social media antics and nationalist rhetoric of 
a rich heritage past of India and according to them was “stolen” by Mughals. They made their voters base believe they 
will bring back a past that has never happened, by cohesion of history. The process has involved skillful and willful 
manipulation of narratives. The timeline, while creating the illusion of being a simple chronological list of things as they 
happen, is in fact selected by Facebook’s algorithms based on each user’s previous history of clicks and likes. This 
creates the famous filter bubble effect, meaning that everybody is selectively fed opinions that they are likely to agree 
with and news that they want to see. 

2.2. Populist leaders take full advantage of the growing social media consumption among the masses. In his 
article the age of post-truth politics, William Davies (24.08.2016) states that the problem is the oversupply of facts in 
the 21st century: There are too many sources, too many methods, with varying levels of credibility, depending on who 
funded a given study and how the eye-catching number was selected.In current scenario, during the 2020 US Presidential 
election we witnessed Donald Trump’s tweets being fact checked and the twitter algorithm marking various other fake 
news as false statements. According to William Davies, the place to start in understanding this transition is with the 
spread of “smart” technologies into everyday life, sometimes called the “internet of things.” He also states that thanks 
to the presence of smartcommerce as a means of purchasing goods and services, and the spread of sensory devices across 
public spaces, we leave a vast quantity of data in our wake as we go about our daily activities. 

2.3.The only way to counter fake news is to adopt media literacy in the education system. According to Barton 
(2019) it must be recognized that the real issue in reconstructing our relationship with the media is that the environment 
of partisan news, selective exposure and lack of critical thinking has allowed fake news to become effective in the first 
place. He elaborates that while fake news is dangerous; the real risk is that power uses the existence of fake news to 
justify an agenda of media control and censorship under the pretext of curtailing the phenomenon. This is the hidden 
threat that is starting to emerge. Governing the agencies of media will silence the righteous voices in the mainstream 
press. If education takes the forefront in the fight against fake news and people can discern for themselves what is real 
and what is fake, there will be no need for content gate keeping. However, in the global context it still poses the question 
of how the media education will be exclusive to the elites when provided and the fake news may solely be delivered to 
the working class. If we look back throughout history, we realize that the rich and powerful have always had an interest 
(and usually a means) for getting the “little people” to think what they wanted. 

2.4. While the concern in the US and UK is focused on how audiences seem to prefer fake news over factual 
news, in India, they are more basic and different. As stated by Bhaskaran, Mishra & Nair (2017), the first concern is 
about media organizations and journalists going for/ rather falling for, fake news and half-truths propagated by post-
truth era politicians and partisan groups mainly through social media platforms. However, neither the Press Council nor 
one of the self-regulatory bodies like the Editors Guild have made any significant moves against the growing instances 
of fake news and state-sponsored lies propagate through mainstream news organizations. The Muzaffarnagar Riots in 
Uttar Pradesh and the Dadri Lynching Mob are examples. The former sparked a deadly communal violencewhich leads 
to the deaths and displacement of many people and in the latter by circulating fake videos of cow slaughter to justify 
lynching. These are just two instances of how dangerous fake news can be in a country like India. 

2.5.In Education in a post-truth world Peters (2017) states that if education is equated almost solely with job 
training rather than a broader critical citizenship agenda for participatory democracy, we can expect the further decline 
of social democracy and the rise of populist manipulator politicians and racist parties.In the era of post-truth it is not 
enough to revisit notions or theories of truth, on account of ‘evidence,’ and forms of epistemic justification as a guide 
to truth, but ‘we need to understand the broader epistemological and Orwellian implications of post-truth politics, 
science and education’. 

2.6. According to Jasanoff & Simmet (2017) the very idea of a ‘post’ in post truth implies a past where things 
were radically different, a past whose loss we should universally mourn. Those now in power are doing even less than 
their neoliberal, globalist predecessors to address the problems of climate change, uncontrolled consumerism, gender 
inequality or aggressive policing of black males. They state, instead, they are promising to restore economic prosperity 
and law and order in a ‘correction’ (one might say in defiance) of longstanding, evidence-based ideas held by both major 
American political parties. 
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3. METHODOLOGY: 
 A detailed content analysis will be conducted based on the existing literature consisting of newspaper reports, 
research articles and books related to the topic. Certain specific cases are taken for in-depth analysis to prove the 
objectives.   
 
4. ANALYSIS: 

4.1. Case studies from globalscenario  
 Since time immemorial fake news crafted with malicious intent directed at individuals or marginalized groups 
to either divert the public attention from crisis at hand or to further lower these groups due to present prejudices. The 
following case studies, from a global perspective are instances of the damage that outright lies and fake news can cause: 

4.1.1. A historical incident from Italy   
A historical atrociousincidentoccurred in Trent, Italy in 1475 as a result of lies and fake news. When atwo and 

a half year old boy named Simonino went missing, Bernardino da Feltre, a Franciscan preacher, offered an answer 
through his sermons: ‘the body of the boy was found in a Jewish residence; the Jewish community killed him, drained 
his blood and drank it to celebrate Passover (Soll 2016). The rumours spread like wildfire. In response to this, the Prince-
Bishop of Trent immediately ordered the city’s entire Jewish community arrested, tortured and forcefully converted to 
Christianity; culminating with 15 Jews being found guilty and burned at the stake(Soll, 2016).Da Feltre had a pulpit 
which gave him the platform as an authorized speaker. Today, Television and innumerable news channels, gave rise to 
a lot of politicians with various platforms to reach masses.  

4.1.2. Paranoia as a reason for fake news  
In the American context, “paranoia” is asserted to be reason by intellectuals for the wide spread misinformation 

leading to a deficit in facts and delusions.During the reign of Bush and the ongoing tensions with Iraq, pollsters asked 
Americans on their stand at invading Iraq. A slim majority expressed support for an invasion if President George W. 
Bush thought it necessary. According to Thomas Patterson(2013) Americans’ willingness to go to war depended on 
what they believed was true of Iraq. He adds that contrary to fact, most Americans believed Iraq was aligned with al-
Qaeda, the terrorist group that had attacked the United States on September 11, 2001. Also, the notion that Hussein was 
aligned with al-Qaeda was pure fiction (Patterson, 2013).  

4.1.3. Pizza-gate affair in USA 
The rise in consumption of social media may have resulted to be the worst case scenario for facts as one-in-five 

U.S. adults get news via social media, finds Pew Research Center (Shearer, 2018).These fake news spread via social 
media had real life consequences; one such was the pizza-gate affair. The story claimed that 2016 US Presidential 
candidate HillaryClinton’s emails showed that she and other  Democratic Partymembers were behind an elaborate 
human trafficking and child sex ring operating out of a chain of restaurants(Hsu, 2017). The report says the staff and 
owners of the restaurants received hundreds of threats, with one pizzeria having three rifle shots fired inside its building. 
When arrested, the shooter stated that he wished to ‘self-investigate’ the business after reading the article (Hsu, 2017). 

4.1.4. Violence against Rohingya Muslims 
Due to the widespread of fake news, truth is sidelined when it doesn’t suit the narrative of populist leaders or 

people in power. The de facto leader of Myanmar, Aung San Suu Kyi, has denounced reports stating ongoing violence 
against Rohingya Muslims. She argues that ‘fake news is generated because the government is not allowing media 
access to the troubled areas’ (BBC News, 2017). Despite this, the vast numbers of people fleeing into Bangladesh and 
various reports of burning villages, rape and extrajudicial killings make such a denial implausible. This shows that the 
very existence of the fake news phenomenon provides a flawed yet convenient excuse for inconvenient news not suiting 
the narrative of power (Levitin, 2017).There are evidences that, fake news and misinformation spread through Facebook 
helped to fuel modern ethnic cleansing in Myanmar where the Rohinjya Muslims were treated brutally (Alexandra 
Stevenson,Nov. 6, 2018). Even Facebook itself admitted that their social media platform was misused for inciting 
violence against the Muslim community (Warofka, 2018). 

4.1.5. US and Trumpism 
‘US President Mr. Trump massively abused his Twitter account for spreading intentionally misleading, 

exaggerated, sensationalist and deceptive information while veracity and reliability of these information are of secondary 
importance to him and his administration’(Urmeneta Miquel, 2017).  Likewise, PolitiFact has found that about 70 
percent of Donald Trump’s ‘factual’ statements actually fall into the categories of ‘mostly false,’ ‘false’ and ‘pants on 
fire’ untruth (Morgan Marietta, David C. Barker, 2019). From history we can see several examples for this factual 
manipulation. US used this before going to war in Iraq without adequate proof of weapons of mass destruction with 
Saddam Hussain (Lee M. p.5). 

4.1.6. Stop the steal campaign and misinformation  
The ‘Stop the steal’ was the brain child of Roger Stone in 2016, a republican operative (Rob Kuznia, 2020). It 

caught fire again in 2020 US presidential election when the republican presidential candidate Mr. Donald Trump was 
defeated by the democratic candidate Joe Biden in few states. Stop the Steal’ Facebook group gained more than 350,000 

https://www.nytimes.com/by/alexandra-stevenson
https://www.nytimes.com/by/alexandra-stevenson
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members in less than a day starting from November 4th. The group uploaded one minute video of the footage of crowd 
outside polling station at Detroit and shouting ‘stop the count’. Below the video comments appeared like ‘Biden is 
stealing the vote’, ‘and this is unfair”. This viral video made this group one of the fastest growing groups in Facebooks 
history- within 24 hours 3.3 lakh users!  Every few minutes videos, photographs and testimonials of voter fraud were 
posted. From Facebook it voyaged to other social media platforms. The pro-Trump highlighted these posts as the 
evidences for illegitimacy in voting. The statements made by Mr. President, Republications and Pro-Trump camp was 
baseless and without any solid proof. Even before the final results of the election were out, Mr. President himself publicly 
declared that he has won the election. Inspired by this, supporters stated that even media is biased: “This has been stolen, 
right before our very eyes. The mainstream media like CNN, ABC, MSNBC, FOX News, is complacent in this. Our 
election system is broken, it needs to be fixed; we knew this was coming, and it is time for reform” (Laura Rosengerger, 
NTD News). Another supporter stated, ‘this is what they do in dictatorship…This is the condition in places like 
Venesula, and other countries…We have to fight’ (Andrew Byrley,NTD News).This group was removed from 
Facebookas there were ‘worrying calls for violence from some members of the group’. Though Facebook executives 
shut down this group later, the damage caused was unrepairable with false claims and utter chaos (New York Times, 
Nov 6, 2020).This is an example of how social media can be a powerful tool for spreading misinformation.Many of the 
posts, photos and videos uploaded in this particular group proved to be false with editing and manipulating (New York 
Times Nov 6, 2020).           

 
4.2. Case studies from India   

4.2.1. Indian mainstream media, fake news& polarization  
In India, the spine of fake news in recent times is political polarization and hostile approach towards 

marginalized communities (Swaminathan S Aiyer, Sept.20, 2020). The sole purpose of clickbait culture (content 
designed to elicit responses from users which would encourage them to click on the titles of the said pages) and curious 
news stories is at gaining viewers that result in advertising revenue (Krishna Mirpuri, 25.05.2017). Political gimmicks 
by populist leaders via big media houses with the backing of industrial giants leads to censored news that suits their 
agendas. Manipulating news stories focusing election campaigns has indefinitely validated the prejudices of ethno-
nationalist conservatives everywhere. Fake news deceptions with an individual’s emotions, creates false memories of 
great past. In American context it appeals to white supremacists whereas in India it’s the Hindu nationalists (Sheila 
Jassanoff& Hilton R Simmet 2017). The intolerance and age old beliefs not only go unchallenged rather they are 
entertained and fostered.  

4.2.2. Minsinformtion stories of Covid-19 
A research on misinformation in India by scholars from the University of Michigan has shown a rise in the 

number of debunked stories during Covid-19 (Prachi Salve, 3 May, 2020). They studies about the information that was 
circulating on various social-media apps. It was classified into seven categories such as, ‘culture, government, doctored 
statistics, etc. About 62 fake stories were related to culture, defined as messages targeting a particular socio-religious, 
ethnic group, followed by 54 instances of fake news around government announcements and advisories’ (Prachi Salve, 
3 May, 2020). It is said that ‘political parties started their own cyber cells  during the 2019 general election  with their 
main intention as spreading more and more fake news’ (Sahil Burade.12.4.2020).    

4.2.3. The Muzaffarnagar Riots 
Muzaffarnagar riots sparked after a viral video of two teenagers being lynched in Silakot, Pakistan but was 

shared as a video from the village of Muzzaffarnagar district in UP in August-September 2013. This communal riot 
caused by a viral video claimed more than 55 lives and nearly 100 houses were ransacked and thousands had to flee to 
the nearby villages (Rajesh Ahuja, Sept. 10, 2013). “We had been brothers until yesterday. Where did this hatred come 
from?”, laments a riot survivor!  

4.2.4. The Dadri Lynching 
In the village of Bisharha, Dadri district in Utter Pradesh, a mob lynched Mohammad Akhlaq on the false pretext 

of Akhlaq consuming cow meatinOcotber 2016. The rumor that he had been spotted throwing cow meat leftovers spread 
through WhatsApp.An angry mob grew out of nowhere and raided Akhlaq’s house. The mob assaulted Akhlaq to death, 
no questions asked, whilst the family cried pleading it was goat meat and  not cow’s. As Moti Singh, in an interview to 
journalist SupriyaSharma, said: ‘Khamkhakiafwahthi, isscheezpehadsaa ho gaya’ (It was totally baseless rumor and the 
incident happened on it) (Sharma, 2015).  

4.2.5. The Cobra post sting operations  
In 2018, Cobra post, a sting operation website exposed two dozens of the biggest media houses in India for 

readily accepting cash in return for peddling propaganda and influencing electoral outcome for a price. Cobra post 
released 49 videos of their sting operation known as ‘Operation 136’ in 2018 ahead of the 2019 general election (The 
News Minute, May 26, 2018).Most of the media houses not only agreed to do whatever undercover  reporter asked for 
but also suggested myriad ways for undertaking a well-orchestrated, overtly communal media campaign on behalf of 
their prospective big-ticket client (Cobra post, 2018).It is alleged that ‘Times of India, India Today, Network 18, 
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Hindustan Times, Star India, The New Indian Express, ABN Andhra Jyothy, Red FM, Zee News and Open Magazine 
‘are involved in this. Similarly, another undercover operation called  ‘Operation Blue Virus’ conducted in 2013 by Cobra 
post revels that IT companies were misusing social media platforms to artificially boost  politicians 
popularity  and  damaging their rivals(The News Minute, May 27, 2018).   

 
4.3 Role of government and social media companies  

According to Barton’s study(2019) the biggest misconception made about fake news is to think it is all 
coordinated or even malicious in intent. The author further states, both state and non-state actors have had a role in the 
spread of fake news. While this is significant in demonstrating how states may now conduct information warfare, often 
the producers of fake news may have little or no connection to the authorities they support or attack by publishing 
content(Barton, 2019). While the aim of creating fake news can be ideological, discriminatory or partisan, it is often to 
simply capitalize on revenue accumulated by advertisements on websites, which can be substantial (Dewey, 2016) as 
cited by (Barton, 2019). In theory, the more enticing and interesting the article is, the more views it will have and the 
more money it will generate(CNN, 2017).  
  
    4.4. Indian media silenced 
 Killing of an Indian journalist Gauri Lankesh sparked attention to the silencing of journalists who were critics 
of the State. There have been attacks on journalists, writers and thinkers in the recent past, rationalist Narendra 
Dabholkar in Pune, Govind Pansare, a left party worker in south Maharashtra, DrKalburgi in Karnataka’s Dharwad have 
all fallen victims to State sponsored murder(Khalid, 2017).The Media One, a news channel had been cut off while on 
air broadcasting-by an order from India’s Ministry of Information and Broadcasting. The government decided to block 
the channel for 48 hours because it reported the mob attacks on Muslims in New Delhi that flared into broader unrest- 
in a way that seemed “critical toward Delhi Police and R.S.S.,” said the order (Goel&Gettleman, 2020). India’s current 
government has also imposed the strictest restrictions on foreign journalists in decades without any explanations, visas 
have been tightened, and foreign journalists have been banned from hotbeds of unrest such as northeast India and Jammu 
and Kashmir (Goel 2020).The report reads that the government accused an influential network, NDTV, of laundering 
money through a deal with NBC, the American TV network. The accusations have dragged on for years, and NDTV 
denies any wrongdoing.The effort to brand NDTV as unpatriotic has been devastatingly effective that the news channel 
have had series of advertisers opting out because they felt the channel was “anti-national” (Goel&Gettleman, 2020). 
 
5. CONCLUSION: 
 Having analyzed different case studies and historical incidents from India and abroad we  can 
undoubtedly  conclude that misinformation spread via social media as well as mainstream media and  itupsets the society 
in several ways and block development. Indian media too must do introspection as it  incite violence and  sidelines 
genuine news reports by  spreading fake news.  
 

5.1. Recommendations   
5.1.1. Public scrutiny of news 

This is necessary which will come as critical thinking is encouraged in this domain.A new emphasis on civic 
due diligence should be placed. Resourceful counter narratives should be offered against the falsehoods and distortions 
in circulation. Shared stable reality that the politicians can debate over should be entertained instead of arguments over 
what and how the state is functioning. For instance, politicians might disagree over the right economic policy, but if 
they can agree that “the economy has grown by 2 percent” and “unemployment is 5 percent,” then there is at least a 
shared stable reality that they can argue over (Davies, 2016). 

5.1.2. Media Literacy  
Robin Alexander(2019) in his paper profoundly mentions the decay of language that is a communication barrier 

amongst people. He focuses on the need of dialogues among people and their leaders.He adds, the more the people are 
educated, the more critical they become and truth should be presented with evidence on a large scale and masses who 
consciously consume news without falling prey to the propagandas. In The Information Age, Manuel Castells (1998) 
concluded that although the enlightenment dream seems forever frustrated by the “extraordinary gap between our 
technological overdevelopment and our social underdevelopment”, it nevertheless remains within reach; for “there is no 
eternal evil in human nature” and “there is nothing that cannot be changed by conscious, purposive social action”. 

5.1.3. Way out from the Social dilemma   
Solutions recommended by the interviewees from Netflix’s popular docu-drama, ‘The Social Dilemma’ (TSD) 

may also curb the spread of fake news via social media. The following are few suggestions by the experts: Fact-check, 
and verify information before sharing it and consider the source (Renee, TSD); Reduce the number of notifications that 
waste our time or to turn it off(Sandy, Trista and Aza-TSD); Uninstall social media apps and news apps that would lead 
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to wastage of time(Justin,TSD); Try to get  different kinds of  information, especially  different points of view 
(Cathay,TSD); Laws around digital privacy, and regulation  (Sandy, TSD). 
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1. INTRODUCTION: 

The existing reality of post-truth has suddenly fallen through the magnifying glass of Brexit, Trump victory and 
the crowning of Jair Bolsonaro in Brazil.  The Indian experience of the post-truth world is interpreted in the speeches 
and comments of politicians and the reportage of media outlets. In a larger context an ideological polarization of Indian 
citizens is the outcome of the ideological milieu created by media outlets which is either supportive of or critical of 
political commentary and practice. ‘Facts’ and ‘alternative truths’ scream out of TV and mobile speakers which later 
become reference materials for the common public in their construction of the idea of the Indian nation which is not 
always accurate. The deception and assertions are such that the crossover of the audience from post-truth to truth feels 
almost impossible. The post-truth narrative is accused of appealing to emotion and personal belief. But fact-based 
reporting is not completely devoid of such emotional appeal. The presentation of facts wrapped around in witty 
comments and jibes at the post-truth fraternity is also an emotionally driven weapon against their ideology. The problem 
with such reporting is that it shows no promise in enabling the crossover instead it pushes the target audience further 
away who then find healing to these wounds in fake news and further strengthen their roots in it. Such emotional jibes 
make the power of facts less effective. This also creates an audience who might be hooked to fact-based reporting by 
the thin thread of emotion.  

The primary concern of ethical journalism, as the forth pillar of democracy, has been the reporting of events 
based on facts in the most possible accurate way. But in the new world of deception the old standards of ethics dictating 
neutrality and objectivity fail. Stephen J. A. Ward declares pragmatic holism as being the new ethical way of inquiry in 
journalism. However, this new way must be centered on the subject of inquiry to help form and defend a near-truth 
understanding of it. It must not be done only to attack fake comments and its reporting by other media groups through 
witty comments and jibes.   

Post-truth is not just a threat to democracy but it also distorts our understanding of and association with our 
surrounding. The post-truth reportage helps in the creation of a reality which is farthest from truth. An image of a new 
reality is perceived and truth is molded bit by bit to fit this new construction. Media outlets who sell these constructed 

Abstract : The sudden shock of post-truth reality disseminated into the consciousness of the world in the recent past 
and became an important subject of scholarly inquiry across the world. On the other hand, for the Bastar region of 
Chhattisgarh the definition of Journalism had changed quite a long time back. ‘Fake News’ has been a long-
standing reality and a weapon in the hands of police forces and the government in Bastar. But the mighty damage 
is inflicted by ignoring news that is necessary in formulating a better picture of Bastar crisis. Except a few media 
outlets the majority helps paint a picture of Bastar which is more incomplete than untrue and thus misleading. The 
Salwa Judum, a counter-insurgency that led to wide spread internal displacement of the adivasi, was presented in 
the media as a popular uprising against the Naxals, when in reality it was planned and initiated through 
collaborative efforts of the BJP and Congress leaders. The Chhattisgarh Accountant General (AG) in the year 2013 
questioned the government “...for its “unjustified and avoidable” expenditure of over Rs 90 crore on publicity via 
advertisements to electronic channels and newspapers and on travel, living arrangements for visiting journalists” 
(Pai, Kaiser, 2014).The paper will attempt to identify the incidents of “Ignored News” as a post-truth crisis in 
Bastar along with “Fake News”. It will also shed light on democratic journalism (citizen journalism) as a possible 
solution to this crisis. It will study the working of CGNet Swara, a democratic media outlet started by Shubhranshu 
Chowdhari, and the possibilities it presents in giving voice to the voiceless in Bastar. 
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realities have a vested interest in the process in the form of monetary gains from corporate companies and political 
power. In some cases media houses are run by or bought by politicians and big companies who use it as a propaganda 
machine.      

The post-truth reportage is a lethal mix of ‘fake news’ and ‘ignored news’. It does not facilitate a democratic 
construction of truth but acts as a mouthpiece of the power. It helps the implementation of techniques, that fascists tend 
to adopt, as Jason Stanley puts it, of  “…identifying enemies, appealing to the in-group (usually the majority group), 
and smashing truth and replacing it with power” (Illing, 2018). The two dangerous components of this lethal mix have 
different features but act in synchrony to disrupt reality. Fake news forms the face of this construction which is based 
on ignorance of facts and stories. A falsified narration can stand strong when there are other voices that are being ignored. 
It becomes an act of thrusting a hegemonic dagger into the body of democratic reality. Reporters trying to do fact-based 
journalism might also fall into the habitual act of ignorance when their reporting is not centered on the subject of inquiry 
and stresses on pointing fingers at the fake media.  

There are many reasons other than money and power which forces or encourages media outlets to limit itself to 
reproducing the popular narrative. Each ecology consisting of power, the subject and the journalist has its unique 
problems. Such unique problems of post-truth must be analysed separately and different solutions must be thought of 
and put to practice.    

1.1. The nature of reporting in Bastar 

“A lie that is half-truth is the darkest of all lies”- Alfred Tennyson. The roots of national journalism have 
penetrated shallow grounds in the state of Chhattisgarh, more so in the Bastar area. Chhattisgarh for many Indians is 
only a little more that the seat of “the biggest internal security threat”, the Naxals, a statement which has been reiterate 
by our former Prime Minister at multiple occasions. Some Indians are yet to discover the state after twenty years of its 
establishment. It seems to have evaded the gaze of some, and for others the picture is blurry. Why is this the case? The 
case of post-truth reportage in Bastar is a unique one. The coverage of Bastar by the national media follows a set pattern. 
There are news channels that act as the mouth piece of the government. They manufacture fake news in order to create 
an alternative reality which matches the narrative of the government. This manufacturing is aided and made strong by 
avoiding stories not just of the insurgents (Naxals) but sadly of the victim adivasis. The government invests heavily in 
the production of such narratives.  Ashutosh Bhardwaj in an article states: The state government's financial records show 
that until 2007, small, local firms were hired to produce documentaries and promotional features and these were given to news 

channels to broadcast. Subsequently, the government directly asked the channels to produce "news stories". (Bhardwaj, 2012) 

In a report submitted by the The Chhattisgarh accountant general (AG) the Chhattisgarh government under 
Raman Singh “paid about Rs 18 crore to broadcast ‘news’ events; the implication being that the channels would have 
covered these events anyway” (Pai and Kaiser, 2014). Six news channels and a radio station were mentioned in the 
report.  

Such actions amount to the creation of half-truths and an incorrect image of the Naxal crisis in Chhattisgarh. 
This paper identifies few examples of fake and ignored news that creates a false image in the national consciousness. A 
major story that has been ignored by the national media is the story of thousands of internally displaced families in 
different districts of Chhattisgarh. These are the families who fled their villages inside the forest due to threats by the 
Naxals. In the Narayanpur district of Chhattisgarh as estimate of 600-800 displaced families live in land provided by 
the government. Most of these families were driven away by the Naxals in suspicion of being informers. The family 
members of many displaced were brutally beaten and killed by the Naxals on mere suspicion. The brutality and exodus 
still continues. These displaced families face several issues ranging from getting jobs for sustenance to land disputes. 
The cameras of national media and their reporters have reached the interior strongholds of Naxals but haven’t been able 
to report the stories of displaced adivasis from the district headquarters. There have been shocking stories reported 
during a survey conducted by a local NGO that shows major flaws in the Naxal ideology. 

A major tactic used by the government to cover their wrong doings and shortcomings in Bastar is by reinforcing 
and thus blocking people’s mind to the idea of “Naxals as enemies”. This reinforcement has a major impact on how 
readers and viewers of news decode the message. In my next example we will see how this reinforcement along with 
avoidance of related facts leads to misjudgment of government-military moves. Indiatvnews.com along with 
zeenews.india.com and business-standard.com reported news of deployment of all women Anti-Naxal Commando Unit 
named ‘Danteshwari Ladake’ in the ares of Bastar and Dantewada. Thirty women were inducted in the District Reserve 
Guard. They “received extensive training in jungle combat” (2019). Business Standard, who had received their news 
from PTI, reported that among the thirty women ten were surrendered Naxals and ten who were part of erstwhile anti-
insurgency operation Salwa Judum. Indiatvnews.com only included the ten surrendered Naxals and zeenews.india.com 
does not give any such information.  

What has been ignored in these reporting is the history of Salwa Judum where local adivasis where armed and 
created havoc by burning and looting villages. Salwa Judum, was an anti-insurgency operation started in the year 2005 
led and supported by Congeress leader Mahendra Karma and the Raman Singh government. On 5 July 2011 the Supreme 
Court of India had declared the militia to be illegal and unconstitutional, and ordered its disbanding. The Chhattisgarh 
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government in response started including the Judum members into mainstream force. The history of District Reserve 
Guard is also tainted. In a report published by scroll “the security forces came to the village and randomly picked up 
three other men… The men have been charged with being Maoists… deformed father and frail mother disagree” (Kumar, 
2016). There are many adivasis in jail falsely accused of being Naxals. These facts are not mentioned or hinted at in the 
article making the readers appreciate the move.  

One might argue that PTIs report published by Business Standard follows the professional objective model 
which is an ethically correct position. But in the age of post-truth such objectivity of “Just the facts” and neutrality are 
an expired journalistic ethic. It might lead to an incorrect decoding of the message. Stephen J. A. Ward in his book 
Disrupting Journalism Ethics argues: Responsible journalists now work in a toxic (and global) public sphere of partisan 
media content, misinformation, hackers and trolls, political networks, extreme populists, and far-right “journalism.” To 
counter these worldwide forces, it is not sufficient that journalists define themselves in traditional terms – reporting 
events and alleged facts in a neutral and balanced manner. A fundamental rethinking of journalism’s primary aims is 
required. (Ward, 2018)  

There are many more examples of ignorance practiced by the national media in their coverage of Bastar. In 
digital media, which has adopted a ‘commercial film structure’ of sound and visual usage, a kind of narrative is formed 
which is highly misleading. IndiaTV’s YouTube channel has a similar misleading report on SRP Kalluri a senior IPS 
officer published in the year 2016. The video has 303,141 views and is titled Meet Bastar’s IGP Kalluri to Whom Naxals 
and Maoists Afraid. The video describes how Kalluri is feared by the Naxals, how if a Naxal is faced with Kalluri’s 
presence his end is guaranteed but how at the same time he encourages them to surrender. He is praised for being a 
‘Jabaz adhikari’ one among many adjectives used for him. The report is filled with catchy phrases and absurd narration. 
Though the report cannot be termed fake there are different sides to Kalluri which is ignored. Kalluri has been accused 
of human rights violation. “A leaked internal CBI report had mentioned two witnesses who had seen Kalluri participate 
in the burning of adivasi homes in a 2011 operation” in Tadmetla, Sukma (NL Team, 2019). CBI later in a controversial 
move removed the names of the two witnesses from their report.  

There are several other stories of Bastar which is ignored. Such ignorance creates a false image of Bastar crisis 
in the minds of people living outside Bastar. It also snatches the right of adivasi victims to be heard. Along with adivasi 
victims there are several other victim voices, that of CRPF jawans and journalists among others, that are ignored. The 
false truth of the Bastar war constructed in its incompleteness by the mainstream media is of a tussle between the mighty 
brave military and police forces and the cowardly Naxals. The media image of brave, relentless CRPF worriers cannot 
even be challenged by the force. In reality the jawans deployed in the area lead a very difficult life which seriously 
affects their mental and physical health. “CRPF troopers confront loneliness, poor network connectivity, poor work 
conditions, dismal work-life balance, and immense psychological stress.” (Zore and Ghosh, 2017) A psychologist (name 
changed in the article) who studies the Maoist-government conflict says, “The work-life balance of the jawans who get 
posted in Naxal-affected regions is very dismal. To overcome their loneliness they often go out in big groups and that 
is the main reason why the casualties rise” (Zore and Ghosh, 2017).     
2. Review of literature 
            In her book titled The Burning Forest Nandini Sundar studies the role of media as a propaganda tool in Bastar. 
She recounts the silence of media which prevailed during the time of Salwa Judum. She critics the kind of reporting 
done by the national media on Bastar by bringing to light various examples of irresponsible reporting. She also 
acknowledges the risk involved in the occupation of journalism and the problems faced by the local media in the area. 
            Ashutosh Bhardwaj’s The Death Script constructed under the genre of non-fiction novel narrates the stories of 
characters from Bastar that are usually ignored by the mainstream media. The book is the result of Bhardwaj’s 
experience in Bastar as a journalist from 2011 to 2015. 
            Stephen J A Ward in his book Disrupting Journalism Ethics identifies the change in journalistic climate and 
observes how prevailing journalism ethics might be outdated. He points to the birth of a new kind of journalism in the 
wake of globalization, digitalisation and post-truth and proposes a fresh ethical approach, pragmatic holism being one,  
to support it.   
 

3. METHODOLOGY: 
            A detailed content analysis was done of the literature in the area. Digital archives of different newspaper websites 
were explored for content. Archives of CGNet Swara were also used to collect data on the working of citizen journalism. 
Surveys conducted by CGNet Swara were analysed from the archives. Visual data from YouTube and news websites 
were analysed to reach conclusions.   
 

4. DEMOCRATIC JOURNALISM : 
Democratic journalism or citizen journalism is a multi-modal concept that invites general public to contribute 

to the pool of knowledge. It is a democratic model where every citizen from different corners of society gets the right 
to present his or her story. Jay Rosen explains that citizen journalism is “When the people formerly known as the 
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audience employ the press tools they have in their possession to inform one another” (“Citizen journalism,” n.d.). In the 
advent of digital revolution the tools available with people to create and publish news are many and diverse. However 
not all sections of population can afford such tools. The adivasis living in the interiors of Bastar do not always have the 
luxury of social media platforms like Facebook or Twitter. A minor percentage of population is educated enough to 
create a personal blog or a YouTube channel. What majority of them possess is a basis mobile phone without internet. 
The paper will study how in such conditions citizenship journalism prevails and can be a strong voice against the post-
truth reportage of Bastar. 

CGNet Swara, founded by Shubhranshu Choudhary in the year 2004, is a radio platform that facilitates citizen 
journalism in the central Gondwana region of India. The idea of ‘Bultoo’ radio, as it is commonly known, came to 
Choudhary when he saw few adivasi children sharing audio and video files through Bluetooth available on their mobiles 
phones. CGnet Swara became a voice-based online portal that allows people in the forests of Chhattisgarh to report local 
news in Gondi and Hindi by making a phone call. “The portal is freely accessible via mobile phone or online. It allows 
anyone to report stories and listen to them by giving a missed call. Reported stories are moderated by journalists and 
become available for playback online as well as over the phone” (“CGNet Swara.” n.d.). 

CGNet Swara started out to encourage journalism in the remote areas of Chhattisgarh. People reported absence 
of hand-pumps, nonpayment of pension, seeking resolution of land disputes and so on. During the exodus of migrant 
labourers across India which happened after lockdown, the radio platform helped solve various issues faced by migrants. 
It helped provide ration to many stranded labourers, helped many to return back to their homes and to demand better 
living conditions in quarantine centers. In an interview to The Hindu Shubhranshu Choudhary said, “Based on the 
primary estimates, we have registered a success rate in close to 60% of the situations, wherein help reached callers” 
(Yadav, 2020). 

Under the New Peace Process the same concept of ‘Bultoo’ radio is used to register stories of the victims of 
Naxal and state violence. A phone number has been issued on which victims give a missed call. They are called back 
by journalists and reporters from CGNet Swara and are asked to record their stories. This initiative is towards building 
a victim’s register based on the Colombian model to bring peace in Bastar. According to a report by The Telegraph 
Online five thousand testimonies in less than a month has been recorded by the victims. Stories range from problems 
faced by internally displaced people to Naxal victims to state victims. These stories help create a picture which is almost 
rounded against the black and white picture created by national media. 

Mr Lekham recorded his story by voice. Mr Lekham was a Naxal who left the party to lead a normal life. He 
went back to his village and started farming. After a year he decided to surrender fearing being killed by the state force. 
He surrendered in the year 2016. He was taken into the village to catch ‘people’ (it’s not clear if he is referring to Naxals 
or common people). He was promised a job if he did. After he had caught few people and brought he was further asked 
to kill people and bring to get a job. He did not do it. He hasn’t received the job he was promised and now he can’t go 
back to his village since the Naxals would kill him. A similar story is documented in Ashutosh Bhardwaj’s 2020 book 
The Death Script. Korsa Jogaram, a senior cadet decided to leave the party and start a new life with a girl he had fallen 
in love with. He moves to Bangalore and then Mysore but soon runs out of money. He decides to relocate near the Andra 
Pradesh-Chhattisgarh border when he is caught by the police and deployed as a special officer. Eight months later he 
was killed by his former comrades.  

The Telegraph Online reported another story recorded by three slum dwellers: Three slum dwellers from Bijapur 
have said they pay the municipality Rs 300 to Rs 900 annually for the public land they have been squatting on since 
being evicted from their village by the erstwhile Salwa Judum, a state-backed anti-Maoist militia, in 2005. One of the 
three men, Ashok Minz, said the Maoists had killed his father that year (Vincent, 2021). 

These stories come directly from the subjects who should have been the center of the national media reportage. 
Such stories stand strong and are vital in the correct understanding of the place. This form of journalism in Bastar doesn’t 
stand alone. It can help local media survive.  

Nandini Sundar in her book The Burning Forest writes: As several Bastar-based journalists have told me, they 
have no money for news gathering, and visiting interior villages is both difficult and expensive. As a result, even in 
predominantly rural and forested Bastar, the bulk of the stories tend to come from an urban beat or easily accessible 
villages. (Sundar, 2016, p. 297)         

In her paper the impact of "citizen journalism" on Chinese media and society X Xin argues that, “citizen 
journalism can exist alongside mainstream journalism in China to provide alternative information and additional 
perspectives, including politically sensitive content that may lead to social change” (Xin, 2010, as cited in Nah and 
Chung, 2020). 

 

5. CONCLUSION: 
The position taken by the state and central governments in Chhattisgarh is a defensive one. Government is using 

media to cover the many human rights violations that are being committed in the conflict zone every day by avoiding 
facts. Every day innocent adivasis are being killed by the Naxals and security forces. It thus gives a democratic media 
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platforms fertile soil to plant its attack against post-truth reportage. The baseless reporting done to shield the government 
can be easily broken compare to propaganda reporting set on religion based, caste based discrimination. The hard and 
bloody facts of Bastar are not bound by mythological or ancient beliefs. The post-truth reportage in Bastar is based on 
‘ignoring news’. It strives on suppressing voices. Citizen journalism breaks open such bondage and provides voices to 
the voiceless. The stories on the democratic media platform are not reported stories by stories spoken by the subjects. A 
news agency trying to report on facts can be termed anti-national but stamping around a million people anti-national is 
quite difficult. To conclude t democratic journalism (citizen journalism) could be a solution to post-truth reportage in 
Bastar.      
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1. INTRODUCTION:  
   “Netflix’s new documentary, The Social Dilemma (TSD) should be compulsory viewing for everyone who is 
into the social media. It helps explain the unprecedented spread of hate speech and communal falsehood. They say they 
started by believing that the internet would be a great democratizer, providing voice and knowledge to millions lacking 
it. Alas, it is also producing terrible polarization, lies and strife” (Swaminathan S. Aiyer,2020, Sept 20).  The above 
testimonial of Swaminathanis true in every sense and there are lot more critical issues which he overlooked. This Netflix 
docudrama released on 9th September, 2020 is a collection of confessions and whistleblowing narrations by former 
employees of Google, Facebook, Twitter, and other internet giants of Silicon Valley, media critics and academicians. 
Major issues discussed in this documentary mainly through the interview mode are social media’s business model, 
internet giants’ surveillance, data mining, addiction-manipulation-based technology environment, children and mental 
health, political polarization, fake news and hate speech, tampering of democracy etc. The chilling revelations about the 
hidden techniques from the very creators of this technology itself led to various debates and discussions on the two sides 
of social media (John Brandon, 29.09.’20; Diva Kala Bhavani,15.09.’20; Todd Spangler, 2.10.’20; Diva Kala Bhavani, 
05.10.’20; Pranav Malhotra, 18.09.’20). Further, it really prompts the social media users to reduce the use of social 
media or even put them into a dilemma to delete the applications and even the social media accounts (Sam 
Shead,18.09.2020; Pippa Bailey,21.10.2020).According to experts “The Social Dilemma may finally convince you that 
we’re being watched, manipulated, and misled by unscrupulous platforms and attention-harvesting algorithms (Anthony 
Breznican, 27.08.2020). 
 

Abstract : Social media definitely has its positive sides but many of us are unaware of its dark and bitter phase. 
Here is the relevance of ‘The Social Dilemma’, a Netflix docudrama released on 9th September 2020. It exposes 
the secret face of social media, alarms the dangerous impact of social networking and depicts how the netizens 
are deceived by the very media algorithms. This docudrama is developed through the narrations and interviews 
of former employees of Google, Facebook, Twitter and other internet giants of Silicon Valley and media critics. 
Myriad themes of social media are critically narrated here such as the business model, surveillance, data mining, 
manipulation of the mind, addiction-manipulation-based technology environment, children and mental health, 
political polarization, fake news, tampering of democracy etc. This 94 minutes documentary, directed by Jeff 
Orlowski and written by Orlowski, Davis Coombe, andVickie Curtis is contemporary and relevant inall means 
wherethe issue of data privacy,data monetization, and widespread fake news etc are rampant. In this context this 
study deciphers and decodes the arguments put forward by these experts with the assistance of research studies, 
expert opinion, current examples and evidence from the history. The findings of the study state that the majority 
of the issues opinionated by them are true and realistic. For example, we often have no track on what all activities 
we indulged on a social media page but we are under continuous surveillance and our data is transformed to a 
big win. On the other hand, one can’t simply blame social media for the negative impacts and social media like 
Facebook and Twitter do try their best to solve the problems of fake news by self-monitoring mechanisms. The 
content analysis is adopted to generate the results and solve the problems.    

 
Key words: Addiction- manipulation, Data mining, Engagement driven model, Surveillance. 
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1.1. ‘The social dilemma’ documentary 
‘The Social Dilemma’ (2020) is a Netflix documentary drama directed by Jeff Orlowski. It was listed as one of 

the top 10 movies and praised for being the most vivid and terrifying analysis of social media ever created (Michelle 
Gao, 2020, Sept 21). It actually explores how the Internet’s most popular products work on a business model of tracking 
users’ behavior, manipulate our minds, and induce addiction in us. The major themes discussed here are internet giants' 
business model, data mining, surveillance, propaganda-manipulation techniques, political polarization, fake news and 
many more. The ex-employees of the tech companies like Facebook, Twitter, Instagram, and YouTube are the 
interviewees of the docudrama, who are actually the pioneers who developed these technologies. Interestingly, they 
confess and express regret over what they had created. These discourses are presented along with dramatizations of a 
teenager’s social media addiction and a briefing on how a social media algorithm powered by artificial intelligence may 
work. The docudrama ends with exhortations to get rid of the addiction.   

1.2. Background of the study   
It is a fact that the internet business models systematically brainwashes and manipulate us. We are controlled 

by algorithms that are designed to get our attention and make us buy more things. It is rightly said by Tristan Harris, the 
former Google design ethicist when he stated, “If you are not paying for the product then you are the product” (Tristan, 
The Social Dilemma). This business model that influences and persuades us to buy more products basically mines our 
data through the digitally networked surveillance of our day to day social media activity (Janna Anderson& Lee Rainie, 
21.02.2020). Internet giants know that data is ‘the new oil of the digital economy’ which they are effectively 
implementing now (Joris Toonders, n.d). Alarmingly, they change our behavior and mould opinion according to a recent 
Pew Research study (Janna Anderson& Lee Rainie, 2020). Needless to say, social media is harming our teenagers a lot 
by injecting addictiveness and inculcating mental stress among them (Jena Hilliard, 2020, Nov 20). The most dangerous 
thing is that it incites hate and violence (Zachary Laub, 2019, June 7). The documentary depicts the example of the 
utilization of social media to inject hate against the Rohingya Muslims. Facebook itself admitted that the platform was 
used to incite violence in Myanmar (Alexandra Stevenson, 6. 11 .20 1 8). Another recent example is the US presidential 
election. We witnessed how the ‘stop the steal’ Facebook campaign, initiated by Trump supporters, instigated chaos 
among   the society with fake news, disinformation and even exhorted violence in society (SheeraFrenkel, 2020).As per 
the comments from the experts in the docudrama, social media is a tool of polarization and destruction of democracy 
too. Hence, this 94 minutes documentary, directed by Jeff Orlowski and written by Orlowski, Davis Coombe and Vickie 
Curtis, brings to limelight a few chilling issues of data privacy, monetization of data, and widespread fake news which 
must be discussed with imminent importance (Times of India  8.9.2020; TOI23.10.2020;TOI 25.10.2020). This study is 
an attempt of the same which deciphers and decodes   the arguments of   these experts in the docudrama with the 
assistance of research studies, expert opinion, current examples and evidence from history. The same critical analysis is 
also done with what went wrong to a technology which was initially intended to spread love and kindness to humanity.  

 
1.3. Significance of the study  

The study is very significant from different aspects such as 1). The increase in the number of social media users 
during the pandemic, 2).Shifting of the social interactions to online interaction, 3). Increase in the number of victims of 
digital deception,4)Surge in internet usage. 

1.3.1. Increase in the use of social media   
         The years 2020 literally made people just shrink into their own world. The Covid-19 pandemic was transforming 
the humans to enjoy their own company. When the whole world was cursing, there are few who reap the huge profit out 
of it. This was the fortunate time for digital media platforms. The number of subscribers of Netflix at the end of 2019 
was 167 million and had generated a total of over $20.1 billion during the year. It increased to nearly 193 million 
subscribers by July 2020 (Comparitech, Rebecca Moody, 2020). YouTube has 2 billion users worldwide (Statista, 2019) 
and in 2020, 79 percent of Internet users have their own YouTube account (Oberlo.com, Maryam Mohsin, 2020). 
Facebook had 2.45 billion active accounts in 2019 (bussinessofapps.com, Mansoor Iqbal, 2020) and it rose to 2.60 
billion (oberlo.com, Maryam Mohsin, 2020). In fact these statistics are clear evidence on how people spend their time 
during the pandemic. 
       1.3.2. Social interactions are shifted to online interaction 

The World Health Organization (WHO) has examined the importance of giving mental health assistance during 
the pandemic. They found that people are under depression, isolation and losing self-esteem (WHO, News release, 
2020). To overcome these traumas many were depending on social media. Hence social interactions are shifted to online 
interaction.The result is social media rake it in the opportunity through manipulations and continuous surveillance. 

1.3.3. Victims of digital deception increases 
Teenagers and youngsters are the victims of digital deception. They believe what is seen on social media 

platforms. They are successfully manipulated by the companies. These social media networks get nourishment from the 
attention seeking attitudes, narcissism and grow upon the insecurities of this generation. A poll conducted by the 
American Academy of Facial and Reconstructive Surgery shows surgeons are seeing more than a 30 % increase in the 

https://www.pewresearch.org/staff/janna-anderson
https://www.pewresearch.org/staff/lee-rainie
https://www.pewresearch.org/staff/janna-anderson
https://www.pewresearch.org/staff/lee-rainie
https://www.cfr.org/bio/zachary-laub
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number of patients interested in plastic surgery to improve their image on social media. More than 40% of surgeons in 
the survey said looking better in selfies on Instagram, Snapchat, and Facebook was an incentive for patients of all ages 
getting surgery. This issue may be magnified for teens, which use social media more often (Kari Paul, 2018). 

1.3.4. Surge in internet usage 
Since the global pandemic has started we could see a surge in internet usage. Data shows that there has been a 

61% increase in social media engagement (Digital Information World, Media Entertainment & Broadcasting, 2020). 
Web browsing has seen a 70% growth (Digital Information World, Media Entertainment & Broadcasting, 2020). Social 
media networks glean massive income in this time. The income of the company is directionally proportional to the data 
they accumulated from the social media users. All over the world the number of internet users is increasing. 

 
1.4. Criticism and counter arguments of the documentary   

Though there was much appraisal and viewership for the docudrama there were a lot of criticisms too. Facebook 
confronted the confessions of the former Silicon Valley experts who revealed the chilling truths by stating that the 
documentary sensationalizes social networks and provides a distorted view of how they work. They said the following 
in their press release: “Rather than offer a nuanced look at technology, it gives a distorted view of how social media 
platforms work to create a convenient scapegoat for what are difficult and complex societal problems. The film’s creators 
do not include insights from those currently working at the companies or any experts that take a different view to the 
narrative. They also don’t acknowledge the efforts already taken by companies to address many of the issues they raise. 
Instead, they rely on commentary from those who haven’t been on the inside for many years” (Facebook Company, 
n.d). They detailed the core points the film went wrong starting from criticism like 1).Addiction; 2). People are used as 
a product 3). Issues of algorithms 4).Privacy infringement 5).Polarization 6).Its role in election manipulation 7). 
Misinformation. 

 
   1.5. Theoretical background   
         Since the  themes discussed in the documentary are multifaceted such as  surveillance, imperialism, hegemony, 
media uses  and its  satisfaction, propaganda, polarization so on and so forth,  different media theories such as uses and 
gratification, panopticon, propaganda, and  media imperialism can be employed here.    

1.6. Objectives of the study   
1.6.1. To analyze the negative impacts of social media depicted by the interviewees. 
1.6.2. To conduct an in-depth examination of the issues discussed by the interviewees.      
1.6.3. To link the various aspects discussed in the documentary and its applicability in todays 

Indian and global context     
 
2. REVIEW OF LITERATURE :  

2.1. Girish Devika (2020, Sept. 9) in her review article discuss that ‘the manipulation of human behavior for profit 
is coded into these companies with Machiavellian precision’ (Girish). The author comments that the very creators of 
social media are now afraid of its negative impact upon mental health and threat to democracy. A chilling allegation by 
Roger McNamee, an early investor in Facebook, is reiterated by the author, ‘Russia didn’t hack Facebook; it simply 
used the platform’. Having said this, the docudrama does not give much evidence to prove their arguments with historical 
evidence though ‘Polarization, riots and protests are presented as particular symptoms of the social-media era without 
historical context’ (Girish). This research gap will be filled by the authors with contextual examples and case studies 
from India and worldwide.   

2.2. Another critical review by   Discover (2020) states that all the interviewees agrees that the Social media is 
addictive and dangerous. This article critically states that though the docudrama depicts a lot of   negative things they 
don't offer a practical way out. 

2.3. Todd Haselton, Jessica Bursztynsky (2.10.2020) in their article gives a contrary opinion with the help of the 
arguments put forward by Facebook. Facebook denies the arguments like, ‘documentary sensationalizes social networks, 
provides a distorted view of how they work, increases the amount of time people use its service’ etc.  More than 1.79 
billion people use Facebook every day and 2.7 billion people use it every month. The average revenue per user in 2020 
was $7.05. That means the business model mentioned in the docudrama is not correct. Furthermore, Facebook 
acknowledges the fact that they made a mistake in 2016 with regard to the use of social media by Russia in the US 
election. But they have rectified that issue by ensuring the integrity of the election through several steps. Also Facebook 
has more than 70 fact-checking partners and it has removed more than 22 million pieces of hate speech. Thus the matter 
of misinformation and fake news are curtailed. In short, this article discusses the arguments raised by the docudrama 
and gives a balanced view.    

2.4. Facebook (nd) in their detailed report titled What the Social Dilemma Gets wrong encounter the arguments in 
the documentary one by one. They counter by elaborating the steps taken by them to resolve the issues of the content 
moderators, fake news etc.      

https://www.marketwatch.com/story/the-unsettling-relationship-between-selfie-filters-and-plastic-surgery-2018-08-02?mod=article_inline
https://us.sganalytics.com/category/blog/industry/media-entertainment-broadcasting/
https://us.sganalytics.com/category/blog/industry/media-entertainment-broadcasting/
https://www.cnbc.com/todd-haselton/
https://www.cnbc.com/jessica-bursztynsky/
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2.5.Divya Kala Bhavani (2020, Sept 15) in Netflix’s The Social Dilemma: The unfair fight of The People vs The 
Algorithm explain the theoretical background of the issues mentioned by the whistleblowers of the documentary such 
as Panopticon theory of Michael Foucault. 

 
3. METHODOLOGY : 

The major themes depicted by the interviewees in the documentary are critically analyzed with the help of 
current examples, case studies, research findings etc. From the confessions of these whistleblowers in the documentary, 
seven following themes are deciphered for analysis such as 1). Business model; 2).Data mining; 3).Digital surveillance 
environment; 4). Persuasion-addiction-manipulation techniques of social media; 5).Mental health hazards; 6). Political 
polarization; 7). Fake news factory. These arguments will be authenticated with the help of relevant examples. In 
addition to these, counter arguments of the social media giants are also analyzed to balance the viewpoint. Secondary 
data are boundless with newspaper reports, documentary reviews, tech experts’ opinion, counter argument of the social 
media giants etc.     

     
4. ANALYSIS : 

 4.1 Business model   
   The famous social media companies have their own business model which is very closely linked with our 
emotions and behaviors. Trison Harris, Google former design ethicist comments on the simple thing in advertising and 
marketing that, ‘if we are not paying for the product then we are the product’ (Harris, TSD).That’s the reason Facebook, 
Snapchat, Twitter, Instagram, Google, YouTube and all keep people engaged constantly in a product. Roger Mc Namer, 
former Facebook early investor observes that, “For 35 years Silicon Valley was engaged in software, hardware and 
other marketing strategies which was a simple nice business. But for the last 10 years the biggest companies of Silicon 
Valley are selling their users’ (Mc Namer, TSD). Justin Rosentein, former Facebook-Google engineer asks a simple 
question, ‘why advertisers pay money to the company; and he answers like the following, ‘because they collect money 
from us by showing their advertisements to us’. Or in other words ‘they will slowly change our behavior 
and perception and that is the product for these companies. How the behavior of the user can be changed? There is a 
simple mechanism: Just through surveillance and data mining. That’s why it is said that, “There are only two industries 
that call their customers ‘users’: illegal drugs and software”, (Tufte, TSD). 

4.1.1 Arguments to support the business model   
The growth of this business can be traced back to the years in which social media gained its popularity. Many 

conducted research to prove the business model of social media. Those models are based on the collection and use for 
marketing purposes of their users’ data. And the data they have is extraordinary in its profiling capacities, and in the 
consequent unprecedented knowledge base and potential power it grants to these private actors (The conversation, 2018). 
As long as technology companies are incentivized to maximize profits, technology will be built that rewards 
shareholders at the expense of society.  
 4.2. Data mining  
   The internet always tracks our data. Our browsing history, searchers, photo history are monitored through the 
keyword calculation. Jeff Seibert, former executive of Twitter states, ‘They collect enormous and voluminous amounts 
of data any one can imagine’ (Seibert, TSD). This is the reason ‘why internet companies are the richest companies in 
the world’, observes Shoshana Zuboff, professor emeritus at Harvard Business School (Shoshana, TSD). Based on this 
information, ‘social media can make predictions about what we are going to do and who we are’ observes Sandy 
Parakilas, former operations manager of Facebook. Once the data is collected from an individual through his social 
media browsing and activism, they can easily create a model. A model on what are we engaged in on a daily basis, a 
growth model on what would we be doing in future etc.                            

4.2.1 Evidences of data mining   
Social media sites including YouTube and Facebook played a significant role in raising funds and getting 

candidates’ messages to voters. Researchers at the Massachusetts Institute of Technology, Center for Collective 
Intelligence, mined blog data to show correlations between the amount of social media used by candidates and the 
winner of the 2008 presidential campaign (Barbier&Liu,2011).The social media giant had to apologize for failing to 
protect the personal data of millions of users from being accessed by data mining company Cambridge Analytica. 
Outrage is brewing over its admission to spying on people via their Android phones (Joseph, 2018, April 3).The above 
mentioned examples clearly validate that our data are mined and transformed by the companies to fuel their own business 
models. 

 4.3. Surveillance capitalism 
Machines are many ways more intelligent than human beings and by monetizing the data they are taking control 

of us. It functions in such a way that ‘it does not provide us with the truth but what is given will be based on where you 
happen to be Googling from and the particular things Google knows about your interests’ (Justin, TSD). Tristan 
observes, “We were all looking for the moment when technology would overwhelm human strengths and intelligence. 

https://www.thehindu.com/profile/author/Divya-Kala-Bhavani-6821/
https://www.cnbc.com/2019/04/25/wall-street-analysts-loved-facebook-earnings-what-a-start-to-2019.html
http://www.news.com.au/technology/online/social/facebook-says-sorry-again-in-string-of-major-newspaper-ads/news-story/51ff72863e51512605b23fd69cd60140
https://www.theguardian.com/news/2018/mar/17/cambridge-analytica-facebook-influence-us-election
https://www.theverge.com/2018/3/25/17160944/facebook-call-history-sms-data-collection-android
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When is it going to cross the singularity, replace our jobs, be smarter than humans? But there’s this much earlier moment 
when technology exceeds and overwhelms human weaknesses. This point being crossed is at the root of addiction, 
polarization, radicalization, ‘outrage-ification’, ‘vanity-ification’, the entire thing. This is overpowering human nature, 
and this is checkmate on humanity’’ (Tristan, TSD). They achieve the above mentioned power by the utilization of the 
tool of persuasion (Roger, TSD).  It is considered as the greatest thing ever created and also it is said that if you want to 
control the population of your country, there has never been a tool as effective as Facebook (Roger, TSD). If we go 
down the current status quo for another 20 year we probably destroy our civilization through willful ignorance (Jaron, 
TSD).  Hence surveillance is enabling social media to figure out how to manipulate us as fast as possible. 

4.3.1. Supportive instances  
Surveillance of media is not just the story of recent times but the concept has been a topic of discussion before 

years. The clear evidence can be cited from George Orwells’ legendary testimonial of “Big brother is watching 
you’(Orwell, 1948, p.3). This cannot be underestimated in today’s digital ecosystem since digital surveillance and 
intrusion to privacy by state, corporates and social media institutions is prevalent and intensified day by day. 
Surveillance leads to ‘dataveillance’ since data is the new oil or the richest resource in the world today (Ambani, ET. 
2019). Facebook and other social media increasingly regulate social life. The Facebook profile has overpowered the 
CCTV camera as the primary imagery for surveillance studies. This suggests a complexity of social media surveillance 
(Trottier, 2011). Facebook is an increasingly refined interface for authoring and exchanging social and personal 
information. New conditions of information exchange, fueled both by finely tuned technology and rapidly growing user 
base, create extensive new visibilities (Trottier, 2012). 

 
 4.4. Addiction-persuasion-manipulation based technology  

We are manipulated on social media, and they figure out the method psychologically, and then revert back a 
dopamine hit. “We did that brilliantly at Facebook. Instagram has done it. WhatsApp has done it. You know, Snapchat 
has done it. Twitter has done it”, said Chamath (Chamath, TSD). According to Sean Parker, ‘what they are doing is 
exploiting vulnerability in human psychology’. ‘If something is a tool, it genuinely is just sitting there, waiting patiently. 
If something is not a tool, it’s demanding things from you. It’s seducing you. It’s manipulating you. It wants things from 
you. And we’ve moved away from having a tools-based technology environment to an addiction- and manipulation-
based technology environment. That’s what’s changed. Social media is not a tool waiting to be used. It has goals of its 
own, and it has its ways of pursuing them by using our psychology against us’ (Tristan, TSD). It is obvious that these 
manipulations can result in some serious mental disorders.  

4.4.1. Dopamine system and rewarding actions-Psychological evidences   
Addiction to social media is a topic which has huge relevance since the arrival of it. Writers like Chetan Bhagat 

have mentioned this addiction of youth in mobile phones in ‘4Gotten Generation’ (Bhagat, 2020, Oct 24). US 
Psychologists estimate that 5 to 10% of Americans meet the conditions for addiction in social media. This addiction is 
a behavioral and is characterized as being overly concerned about social media, also have an uncontrollable temptation 
to log on to or use social media (Hilliard & Parisi, 2020). The earliest reports of organized social media manipulation 
emerged in 2010, and by 2017 there are details on such organizations in 28countries (University of Oxford, and Howard, 
2017).Clinical psychologists opine that social media affects the brain on a biological level, in which over dependency 
may lead to addiction and hence digital detox are essential. ‘Less attention is given to problems that may arise from 
excessive use of social media. Among 63% of the world population-3.81 billion people are using social media; we have 
observed that some problems arise from excessive use’ (Dr. Henderson &Hayes, 2020). The Social media addiction is 
motivated by a neurobiological pathway referred to as the dopamine system. ‘Dopamine is a neurotransmitter that plays 
a role in motivating behavior by making us desire things. It will be released when we eat food, when we love, when we 
have sex and prominently when we have successful social interactions. This is a ‘reward system’. If we get more likes 
on Instagram we will feel a positive reinforcement that encourages us to re-engage in the rewarding actions (Henderson& 
Hayes, 2020). Our personalized actions in social media are already identified by smart algorithms, through the 
surveillance and accordingly it has created our digital model. 

 

4.5. Mental health and social media 
How well the stability of the human mind can be ruptured by simple psychological techniques on social media? 

There are enormous examples to be cited. ‘There has been a gigantic increase in depression and anxiety for American 
teenagers which began right around between 2011 and 2013. The number of teenage girls out of 100,000 in the country 
who were admitted to a hospital every year because they cut themselves or otherwise harmed themselves, that number 
was pretty stable until around 2010, 2011, and then it begins going way up’ (Haidt, TSD). The research results of 
Jonathan Haidt states that the action of harming themselves is up 62 % for older teen girls and up 189 % for the preteen 
girls. That’s nearly triple. Even more horrifying, we see the same pattern with suicide (Haidt, TSD). 

How does the generation Z spend their time? They come home from school, and they’re on their devices. A 
whole generation is more anxious, more fragile; more depressed (Jonathan, TSD). ‘Snapchat dysmorphia is the new 

http://www.addictioncenter.com/community/behavioral-addictions/
https://www.netdoctor.co.uk/author/13849/dr-roger-henderson/
https://www.netdoctor.co.uk/author/13849/dr-roger-henderson/
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syndrome coined by plastic surgeons in which young patients wanting surgery so they can look more like they do in 
filtered selfies (Reporter5, TSD).’They are manipulating their attention, making it impossible to do their homework, 
making them compare themselves to unrealistic standards of beauty (Tristan, TSD). Tristan also adds that “We’re 
training and conditioning a whole new generation of people, that when we are uncomfortable or lonely or uncertain or 
afraid, we have a digital pacifier for ourselves that is kind of atrophying our own ability to deal with that”. This is a 
game! The game between human beings and thousands of engineers and supercomputers that have goals that are 
different from our goals, and so, who’s going to win in that game? Also to be noted that many people in the tech industry 
don’t give these devices to their own children (Tristan, TSD). 

4.5.1. Case studies  
In England, Anne Longfield, England’s Children’s Commissioner, has written to the biggest social media 

companies, urging them to commit to tackling issues of disturbing content. Her letter follows the suicide of 14-year-old 
Molly Russell, who tragically killed herself after viewing distressing self-harm images on Instagram (Glazzard& Stones, 
2019). The study conducted by Deepa M and Dr.V. Krishna Priya concluded that more usage of social media and too 
much time spent on social networking sites  is affecting the student’s mental health such as depression and 
anxiety  (Deepa M & Krishna Priya, 2020). 

 
4.6. Social media use in political propaganda 

Is this only an individual centric issue? No! People being the basic unit of the society reckoning or transforming 
their mind can be effectively betrayed for the use of political propaganda. ‘We all are in the tech industry that has created 
the tools to destabilize and erode the fabric of society in every country, all at once, everywhere (Tristan, TSD). Joe 
Toscano is raising this question, “Some of the most “developed nations” in the world are now imploding on each other, 
and what do they have in common?”. On the second day of testimony about Russia’s interference in the 2016 election, 
it is said that ‘The Russians didn’t hack Facebook. What they did was they used the tools that Facebook created for 
legitimate advertisers and legitimate users, and they applied it to a nefarious purpose’ (Roger, TSD). It’s like remote-
control warfare. One country can manipulate another one without actually invading its physical borders 
(Tristan,TSD).There are few questions in which we are bound to answer, ‘Do we want this system for sale to the highest 
bidder? For democracy to be completely for sale, where you can reach any mind you want, target a lie to that specific 
population, and create culture wars? Do we want that?’ (Tristan, TSD). ‘When they made the like button, their entire 
motivation was to spread positivity and love in the world. The idea fast-forwarded today, now teens would be getting 
depressed when they don’t have enough likes, and also it is leading to political polarization’ (Justin,TSD).  Political 
propaganda can hit its aim only if fueled by fake news stories. 

4.6.1. Historical evidences and case studies  
Mike Abramowitz, the president of Freedom House, said in a statement that, ‘In many governments it is found 

that on social media, propaganda works better than censorship’.  Freedom House also added that in social media,bots 
and fake accounts are used to shape public opinion and it show a growth in countries such as Iran, Saudi Arabia and 
China (Ingram, 2019). As suggested in the study ‘Bots and Political Influence: A Sociotechnical Investigation of Social 
Network Capital’, the resources required for effective social media propaganda operations are beyond the means of 
anyone but large institutional actors like governments (Murthy, Powel, et al. 2016). In this context McLuhan's frame is 
still relevant: ‘the medium is the message, and the user is the content’(McLuhan, 1964; in Ellen Lechman & Jack 
Brighton, 2019).Studies state that numerous fake Facebook posts like ‘Pope backs Trump’, ‘Hillary Clinton sold 
weapons to ISIS’, ‘pizzagate conspiracy theory’  etc. which went viral  and gained likes and followers played a key role 
in the victory of the US president  in 2016 (Gosami,2018).The story ‘pope backs Trump’, had picked up 960,000 
Facebookengagements by November 8, 2016, according to Buzzfeed (Ritchie, Dec.30, 2016). The findings of the study 
by three political scientists Andrew M. Guess, Brendan Nyhan & Jason Reifler, during  2016 US  election 
reveals  that  over 27 percent of adults visited an article on a pro-Trump or pro-Clinton site that had been identified as a 
fake news hub (Sarlin, 2018, Jan 14).     
  
     4.7. Fake news factories  

The type of yellow journalism or propaganda that consists of deliberate misinformation or hoaxes spread via 
any media is known as Fake News (Wikipedia). An MIT study shows that fake news on Twitter spreads six times faster 
than true news. What is that world going to look like when one has a six-time advantage to the other one? (Tristan, 
TSD). According to Sandy, ‘we’ve created a system that biases towards false information. Not because we want to, but 
because false information makes the companies more money than the truth. The truth is boring’. Today ‘It’s not just 
COVID-19 that’s spreading fast. There’s a flow of misinformation online about the virus’ (Reporter 1, TSD). Another 
example can be cited as ‘Facebook really gave the military and other bad actors a new way to manipulate public opinion 
and to help incite violence against the Rohingya Muslims that included mass killings, burning of entire villages, mass 
rape, and other serious crimes against humanity that have now led to 700,000 Rohingya Muslims having to flee the 
country’ (Cynthia, TSD). Also algorithms and manipulative politicians are becoming so expert at learning how to trigger 
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us, getting so good at creating fake news that we absorb as if it were reality, and confusing us into believing those lies. 
It’s as though we have less and less control over who we are and what we believe (Justin, TSD). In short, social media 
has trillions of fake news feed posts. They can’t know what’s real or what’s true, which is why the conversation is so 
critical right now (Tristan, TSD). 

4.7.1. Case studies to validate the view point  
The issue of social media acting as a fake news factory can be validated by the investigation done by The New 

York Times. They said “Myanmar military officials are behind a systematic campaign on Facebook to target mostly 
Muslim Rohingya minority’’ (Mozur, 2018). A team of researchers led by Andrew Guess of Princeton University 
tracked the internet use of over 3000 Americans in 2016. They found Facebook to be the referrer site for untrustworthy 
news sources over 15% of the time (Mark Travers, 2020). 
 
5. CONCLUSION : 

When we discuss how to get rid of the impasse, the tech giants themselves have put forward a few solutions. 
The solutions can be categorized under four guidelines: 1). Self-regulation or parental regulation in case of kids; 2). 
Government regulation with strict monitoring measures; 3).Regulation by social media giants; 4). Social media literacy.  

5.1. Self-regulation or parental regulation 
The following are few suggestions by the experts from the docudrama. The name of the expert who had given the 

suggestion is given in the bracket.     
1. Turn off notification/reduce number of notification that waste our time (Sandy, Triztan, and Aza). 
2. Uninstall social media apps and news apps that are wasting time (Justin). 
1. Before we share anything, fact-check, and verifyconsider the source (Renee). 
1. Try to get different kinds of information, especially different points of view (Cathay). 
1. All devices must be out of the bedroom at a fixed time every night (Jonathan Haidt). 
1. Work out a pretty reasonable time budget with kids; which means fix ‘how many hours a day do theywantto 

spend on their device’ (Jonathan Haidt). 
1. No social media until high school(Jonathan Haidt). 
1. Never accept a video recommended to us on YouTube. Always choose. That’s another way to fight (Jaron). 
2. Use a search engine that doesn't store search history, like Qwant (Guillaume). 
10.  Laws around digital privacy, and regulation (Sandy, Joe).  

  
5.2. Government regulations 

It is praiseworthy that the US Congress  had initiated serious measures on social media content moderation  by 
summoning  the  media  giants for marathon  hearings  and  grilling sessions  to  seek replies  from   them  (Brian 
Contreras, Oct. 28, 2020).  As per the current US Telecommunications act of 1996, section 230, website and service 
providers have no legal responsibility for their user’s post. For some this loophole must be abolished. 

In India, the Information Technology act 2000 is going to be amended so that companies would be responsible 
for the content on their platform. As per the new regulation, the platforms must control the unlawful content to go viral 
on their platforms, trace the origin of content and disallow anonymous posting of content. 

 
5.3. Independent regulatory body    

Independent regulatory bodies with statutory power are the need of the hour like Press council of India. 
Otherwise, the mandatory power of the exciting regulatory bodies like Telecom Regulatory Authority of India (TRAI) 
or Competition Commission of India, or merge bodies like the Telecom Dispute Settlement and Appellate Tribunal and 
Cyber-Appellate Tribunal into one (Chandrasekhar, Sept 6, 2020).Another mechanism is to update laws like the 
Telegraph Act, TRAI Act, IT Act, and Indian Penal Code to deal with issues of defamation, and implement Data 
Protection Act (Chandrasekhar, 2020). 

 
5.4. Content moderation by Social Media   

  The bad aspect of social media must be regulated by the platforms themselves. An appreciating move from the 
social media platforms during the 2020 US Presidential election was that, social media giants undertook heavy scrutiny 
to police misinformation about the election. A misinformation label on content was imposed by Twitter and Facebook 
on the president, who has about 80 million followers. Google, which owns YouTube, also halted political ads after the 
polls close. Twitter banned all political ads last year. 

 
5.5. Limitations of the study  

The study failed to analyse the positive face of social media, their socio economic and cultural contributions 
has been neglected by the docudrama. Apart from inflicting mental disorders, addiction or fake news, social media also 
has a great role in changing the mentality of people and to bring together a huge mass of people to fight for the common 

https://www.latimes.com/people/brian-contreras
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cause. The study failed to address this strong side of social media. The documentary also ignored how social media is 
taking initiative in fact checking and filtering fake news to provide a safe and secured platform for the public.   
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Appendix 1: 

Interviewees of the documentary 
Following are the ex- Silicon Valley employers, computer scientists and academicians who confess on the   
social media issues.  The table below shows their particular role in the respective companies.   
 
1  Aza Raskin Employed by Firefox & Mozilla Labs  
2 Anna Lembke Medical Director of Addiction Medicine at Stanford University 
3 Bailey Richardson Early Team of Instagram 
4 Cathy O'Neil Data Scientist 
5 ChamathPalihapitiya Former Vice President of Growth at Facebook 

6 Cynthia M. Wong  Former Senior Internet Researcher at Human Rights Watch 

7 Guillaume Chaslot Former Engineer, YouTubeCEO at Intuitive AI 
8 Jaron Lanier Computer scientist and philosophy writer 

9 Jeff Seibert Former executive at TwitterSerial Tech Entrepreneur 

10 Joe Toscano Former Experience Design Consultant at Google 
11 Jonathan H          Social Psychologist,New York University (NYU)  
12 Justin Rosenstein Facebook engineer Co-Founder of Asana; Google engineer 
13 Renée Diresta              Research Manager, Stanford Internet Observatory; 

Former Head of Policy at Data for Democracy 
14 Roger McNamee Early investor at Facebook , Venture Capitalist 
15 Sandy Parakilas Former Operations Manager at Facebook 
16 Sean Parker Former President at Facebook 
17 Shoshana Zuboff   Professor Emeritus at Harvard School of Business 

18 Tim Kendall Former Facebook Executive (Director  Monetization) 
Former President of Pinterest 

19 Tristan Harris Former Google Design Ethicist (2013-2016)  

   
*** 
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Abstract 
The novel coronavirus has changed everything around us. From wearing a mask stands the new normal to work from 
home becoming a routine, the virus has changed our lives upside down. Global financial crisis, crores losing their jobs, 
education going completely online, it will be tough to point out one sector which could survive the pandemic without 
harm. Just like any other sphere, Journalism has also been badly impacted by the crisis. From many print media getting 
stalled to news rooms set up from homes, the pandemic has rather kick started a new phase in Indian journalism. This 
research paper intends to have a detailed study on the changes in the journalism sector by the impact of the global 
pandemic. The research follows a quantitative approach and focus group interview is the method opted for data 
collection. Along with journaling the new techniques adopted by media persons, the research article will also be 
predicting some of the practices which will be implemented in the newsrooms in future, inspired from the pandemic era. 

 

 
 
 

 
1. INTRODUCTION : 

The Novel Coronavirus COVID-19, the deadly virus which started in December of 2019 in Wuhan city of China 
had created a huge unrest across the world. The global pandemic which has grabbed the lives of millions across the 
world literally made the globe still for months out of fear. The only initial possible as well as practical way to fight the 
virus was declaring a lockdown and stop the widespread of the deadly virus. This lockdown was implemented in most 
of the countries and it had much impact in all the sectors. On 24 March 2020, India also announced a 21 days’ lockdown 
which was later extended in three phases (Hebbar, March 24, 2020). During this time, most of the companies have 
implemented the practice of work from home to their employees and some employers still continue the same to safeguard 
their employees. Among the hundreds of sectors, the field of journalism has also practiced this new style of working 
during the pandemic and it has resulted in many changes in the field too (Gupta, March 24, 2020). This research aims 
to study the changes as well as the new trends that the pandemic has influenced in the area of journalism. This study is 
being done among online journalists of Kerala, who have been active during the pandemic time. 

1.1. Online Journalism 
Online Journalism is the new age journalism which uses cyber space for collecting, processing and distributing 

content. From news websites to social media, there are many tools which act as the source as well as distributors of 
news all over. Thus online journalism empowers ‘anyone to disseminate information to the rest of the world’ 
(Višňovský& Radošinská, May 31, 2017). 

1.2. Work from Home Culture 
Soon after the spread of the virus and the lockdown, most of the companies in the country have introduced the 

work from home option. In this, the employees work from their respective houses instead of their officers with the help 
of necessary gadgets like computers and mobile phones. As a result, ‘about 90% of employees worked from home with 
65% of them from homes in metros and rest 35% from homes in small towns’ (Mitta, April 30, 2020). 

1.3. Work from Home and Online Journalism 
Just like any other employees, Online Journalists were also advised to do their works from their homes during 

the lockdown period. From changes in their working times to introducing new things to keep the workflow, there were 
many changes that the pandemic has influenced in Online Journalism. 

Abstract: The novel coronavirus has changed everything around us. From wearing a mask stands the new normal 
to work from home becoming a routine, the virus has changed our lives upside down. Global financial crisis, crores 
losing their jobs, education going completely online, it will be tough to point out one sector which could survive 
the pandemic without harm. Just like any other sphere, Journalism has also been badly impacted by the crisis. 
From many print media getting stalled to news rooms set up from homes, the pandemic has rather kick started a 
new phase in Indian journalism. This research paper intends to have a detailed study on the changes in the 
journalism sector by the impact of the global pandemic. The research follows a quantitative approach and focus 
group interview is the method opted for data collection. Along with journaling the new techniques adopted by 
media persons, the research article will also be predicting some of the practices which will be implemented in the 
newsrooms in future, inspired from the pandemic era. 
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1.4 Significance of the study 
The pandemic has had a huge influence in the working pattern in the employees all over. The same has been 

reflected in Journalism too. This study aims to find the influence as well as impact of the work from home culture during 
the lockdown days. This also explains the changing trends in the field of journalism and how the online sector has 
managed to keep engaging the audience within the limitations. 

 
1.5. Objectives 
1.5.1. The study aims to find the changing trends in the field of Online Journalism 
1.5.2. To explore the extent to which the lockdown has influenced the users 
1.5.3. To study the struggles, the Online Journalists have undergone during the pandemic 
1.5.4. To find out how the work from home has affected the professional as well as personal life of  

working journalists 
1.5.5. To identify the creative ideas used by the journalists to keep the viewers engaged. 
 

2. REVIEW OF LITERATURE : 
2.1 Himanshi Dhawan (November 30, 2020) in a news article titled as ‘WFH has made workday of Indians 32 

minutes longer’, published in Times of Indian newspaper, mentions that according to a survey conducted by software 
developer Atlassian, across 65 countries, Indians spent 30 minutes more at work in April and May as compared to the 
beginning of the year. 

2.2 In an opinion column (May 6, 2020) published by ‘New Indian Express - Covid pandemic, social media and 
digital distancing’, the role of social media during the pandemic is given in detail. As per the article, the degree of 
‘media panic’, the amount of media consumption and the consequent change in public reaction have been much higher 
during Covid-19 

2.3 Mochish KS (April 25, 2020) has written an article on First Post under the title, 'Nipah virus, Kerala floods, 
and now COVID-19: Malayalam media's coverage of crises offers a model worth replicating for constructive 
journalism'. The news article details the role played by the Malayalam news media during the outbreak of unfortunate 
events like Kerala floods of 2018-2019, Nipah Virus outbreak in 2018-2019 and the ongoing COVID-19 pandemic. The 
article says that the Malayalam news media focused on solution-based journalism which resulted in guiding people 
towards measures or a preventive cure to overcome the crises. The author also opinions that Malayalam news media’s 
constructive involvement in recent events of crises is a model to emulate. 

 
3. METHODOLOGY :  

The quantitative method is used in this study to collect primary data. An online questionnaire survey was 
conducted among Online Journalists in Kerala. Through a convenient sampling method, 20 responses were collected 
from journalists from different media houses. The survey was conducted among 20 online journalists from Kerala, who 
represent different reputed media organizations from both regional and English languages. Some of the notable names 
are Times of India, Asianet News, Indian Express, Marunadan Malayalee and more. 

 
4.  ANALYSIS  : 

4.1. Organizations participated   

 
Figure 1: Name of the organizations 

Primary data, collected from 20 respondents are the most popular online media firms in Kerala. It represents 14 
online media firms altogether such as: 24 news (1), Asianet news (1), Asiaville Malayalam (1), ETV Bharat (1),   One 
India Malayalam- Filmibeat (1),  Inshot (1) Marunadan Malayali (1) NEEDS (1), News 18 Keralam (1),  Press one TV 
(1), Kairali Online (1),  New Indian Express Malayalam (1) Times of India (8). The 8 responds from Times of India 
group represents both their regional and national portal eg: Samayam Malayalam, ETimes- Malayalam, Times of India 
Online- Kerala section. 
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4.2. Participants year of experience   

 
Figure 2: year of experience in online Journalism     

Out of 20 respondents, 30 % have 3 years’ experience, another 30 % have more than 5 years’ experience, 25 % 
have 2years experience, and 15% have 4 years’ experience.  Thus, we can conclude that most of the respondents in the 
survey are experienced journalists and they qualify to compare between pre-Covid time, lockdown days and post-
lockdown days. 

4.3. Your role as an online Journalist  

 
Figure 3: The role of respondents as an online journalist       

Out of the 20 respondents, more than 50% are working as reporters as well as editors, which reflect the multi-
tasking job style that is being followed in Kerala. In that scenario, they are well versed to make a statement about both 
the field work as well as the desk job. 

4.4. Total number of employees in the office  

 
Figure 3: Total number of employees in the office  

Majority of the respondents (85%) are representative of a large group of employees from an organization. This 
has a lot of implications connected to the work shift arrangements, delegation of the work or immediate substitution 
during crisis situations etc since there are a lot of colleagues.    

4.4. Total number of employees in the office  

 
Figure 4: The genre of Online Journalism the respondent is working with 

In the survey, 90% of the respondents are associated with News portals, who were working on a daily basis, 
without fail during the lockdown crisis.  
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4.5. Working status of the respondent  

 
Figure 5: The working status of the respondents  

The survey proves that even after a year of the pandemic, 55% of the online journalists in Kerala are continuing 
their work from home phase. Even though Media houses were included in the lockdown relaxations ever since 2.0 
version, the organizations seems to be extra cautious on permitting their employees to offices.   

4.6. The time frame of Work from Home mode 

 
Figure 6: The time period of Working from Home 

As per the survey, it is noticed that 40% of the online journalists in Kerala have been working from home for at 
least a minimum of 6 months, whereas the other 40% has completed more than 9 months of work from home. This result 
reflects that more than 80% of the online journalists in Kerala were working from home during the lockdown. Only 15% 
of the employees were working from the office during the pandemic time. 

4.7. The normal working hours before work from home 

 

Figure 7: The normal working hours before Work from Home 
This result suggests that the average working hours of 95 percent of the working journalists were 8-10 hours before 

the work-from-home phase. 
4.8. Average working hours during Work from Home 

 
Figure 8: Working hours during Work from Home 
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This survey suggests that 30% of the employees are having 10 hours plus working hours during the work from 
home phase, which is different from their routine working pattern. In total, about 55% of the online journalists were/are 
working more than 8 hours in recent times. 

4.9. Innovative ideas used during lockdown 

 
Figure 9: Innovative ideas used during the lockdown 

75% of the respondents selected video conferencing as one the innovative idea which is being used during the 
lockdown. 40% did broadcast from home, 25% did social media live and 45% have tried many other online innovations. 
Indeed, it was noticed that most of the news portals doing Zoom interviews and social media LIVE chats during the 
lockdown, which was first-of-its kind in Malayalam media. The survey proves that 99% of the online journalists have 
tried something innovative via online platforms during the work from home phase. 

4.10. Source of internet during Work from Home 

 
Figure 10: Various medium used for internet connection during pandemic 

As per the survey, 55% of the online journalists in Kerala depended on broadband connections through the work 
from home phase. And, 35% of them used mobile data and 25% depended on portable dongles for working. 

4.11. Main source of news during the pandemic 

 
Figure 11: Major sources of news during the pandemic 

 
90% of the respondents of the survey shared that Social Media was their main source of news during the 

pandemic.  
4.12 How did the lockdown affect the quality of work 

 
Figure 12: Quality of my work increased during the pandemic 

55% of the respondents agreed that their quality of work increased during the lockdown. 
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4.13 How did pandemic affect the daily workload? 

 

Figure 13: My workload has been increased during the pandemic 
55% of the respondents agreed that their workload increased during work from home, whereas40% recorded 

that their workload remained the same or rather decreased during lockdown. 
4.14 Did work from home influence the technical knowledge of the Online Journalists 

 

 
Figure 14: Work from Home has increased my technical knowledge 

    60% of the journalists opinionated that their technical skills were improved during this phase. 
4.15 Social Media as a source of news 

 
Figure 15: I depended more on social media for news collection during the pandemic 

80% of the online journalists in Kerala shared that they have used social media more for news collection during 
the pandemic. 

4.16 Comment on Work from Home culture 

 

Figure 16: I am not satisfied with the Work From Home culture 
When 35% of the respondents shared that they are not satisfied with the Work from Home culture, 55% proved 

to be neutral about it. 
4.17 Depression and Work from Home 

 

Figure 17: I feel depressed during Work from Home 
55% of the respondents opened up that they have suffered from depression during this time. 
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4.18 Salary cut and Work from Home 

 

Figure 18: My salary was deducted during WFH 

When asked about salary cut, 55% shared that they haven't experienced any salary cut during work from home, 
whereas 30% recorded that they have undergone a salary cut. 

 
4.19 Disinformation during pandemic 

 

Figure 19: I have noticed disinformation during the Covid period 

60% of the respondents shared that they have noticed disinformation during the pandemic. 
4.20 Misinformation and pandemic 

 

Figure 20: I was compelled to give misinformation during the Covid period 
60% of the online journalists revealed that they were compelled to share disinformation during this period. 

4.21 Restrictions in gathering information 

 

Figure 21: I have observed that government officials are trying to hide information 
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 When asked about the attitude of government officials during the pandemic, 40% of the respondents shared that 
the formers were trying to hide certain information. On the other hand, the other 40% shared that they haven't felt any 
such attitude from the government officials. 20% of the respondents took a neutral stand for the question. 

4.22 Knowledge about COVID 19 and reporting  

 

Figure 22: Insufficient scientific knowledge about Covid affected my reporting 
45% of the respondents agreed that lack of scientific knowledge of COVID 19 had affected their day to day 

reporting during the pandemic. 
4.23 Internet connectivity and Work from Home 

 

Figure 23: Internet connectivity was a major problem faced during Work from Home 
50% of the online journalists stated internet connectivity as one of the major problems that bothered them during 

work from home. 
4.24 Support of the media house during lockdown 

 

Figure 24: My organization was more supportive during lockdown 
Out of the 20 respondents, 15 people recorded that their organisation was supportive during the pandemic; other 

5 recorded a neutral stand for the question. Notably, none of the respondents recorded about facing hardships from their 
organisation, which implies that media houses had succeeded in taking care of their employees during the tough time. 

4.25 Ad revenue and pandemic 

 

Figure 25: My company’s Ad revenue increased during the pandemic 
When quizzed about the change in ad revenue during the pandemic, 10 out of the 20 chose a neutral stand, 

which implies that the ad revenue remained the same during the pandemic period or the actual statics is awaited. 
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4.26 Missing office atmosphere during Work from Home  

 
Figure 26: What is the most important thing that you missed while you were working from home? 
70% of the respondents shared that they missed the office ambience during the work from home phase. About 

50% of the online journalists shared that they missed their colleagues and time bound working culture during the same 
time span. 

4.27 Work from Home and Health 

 
Figure 27: Did WFH cause you any health related issues? 

55% of the respondents shared that they haven't experienced any health issued while working from home. 
4.28 Work from Home and Health 

 
Figure 28.1 Health issues faced by the journalists 

45% of the respondents, who agreed that they have experienced health issues during work from home, have 
listed headache, body pain and sleep deprivation as the major health difficulties.  

4.29 Disinformation during pandemic 

 
Figure 29: Examples of major disinformation during pandemic 

In question regarding disinformation, the respondents have mentioned fake news and non-reliable COVID 
related news. 
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4.30 Readership and Lockdown 

 
Figure: 30 How did lockdown influence online readership? 

63% of the online journalists from Kerala have stated that their readerships have increased during the pandemic 
4.31 Challenges faced during lockdown  

 
Figure 31: The challenges journalists faced with reporting and collecting stories 

  Mentioning about the challenges faced during reporting and collecting stories during the pandemic, 50% of the 
respondents opened up that they got bored by writing COVID related stories. 

4.32 The advantages the pandemic has brought to Online Journalism 

Zoom Interviews become popular 

Readers increased, more opportunities in online journalism 

More output 

Changed work culture and work flow 

Work can go on even without an office 

People depend on social media more 

More innovation 

Focusing of topics in depth 

4.33 The disadvantages the pandemic has brought to Online Journalism 

Loss in profit making 

Fake journalism increased 

Scarcity of ad revenue 

Disinformation 

Lack of authenticity 

No work life balance 

More work hours 

Lack of teamwork 
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5. CONCLUSION:  
From the survey, the research could arrive at the following conclusions 
● The working hours of the online journalists have increased during work from home. 
● Social Media is/was the main source of news 
● The technical knowledge of online journalists has been improved during the pandemic. 
● The quality as well as quantity of work has been improved during the work from home phase.  
● Even though there were not many physical issues, the majority of online journalists experienced    
       depression during work from home. 
● The readership of Malayalam Online portals has increased during the pandemic  
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1. INTRODUCTION: 

Malayalam Cinema and literature gave a remarkable asset to Kerala enlightenment. It is considered as "cultural 
institution" in the society because that represents the entire imaginations and reflection of society." (Joseph, 2012) 
Cinema is the reflection of the political, cultural, economic, and social background of society. Regional languages in 
the films have diverse concepts, immense local knowledge, and terminologies-most of the colloquial dialogues have an 
inner meaning which cannot translate into other languages.  

Caste in Malayalam cinema is a constant phenomenon; the imagination of Malayalam film originated through 
an establishment of the fair Brahminic male members as the central characters. And their unemployment, feudal 
problems, anti-reservations were the central theme of the movies. During the 1920s a Dalit actress, P.K Rossy, got 
injured by the audience based on her belongingness to a Dalit community. Most of the earlier Malayalam movies are 
related to the higher caste topics like Ettuveetil Pillamaar and history of Maarthanda Varma. These movies got a high 
level of acceptance by the audience compared to the low-class movies. (Rowena, 2013) 

1.1. Objectives 
1.1.1. To discuss the caste and gender politics in Malayalam cinema 
1.1.2. To analyze cinema's role in the socialization process of a developed state like Kerala through various     

ubiquitous dialogues from different movies. 
1.1.3.  To conduct an intersectional analysis of the caste system, gender identity, family status and occupation 

by looking at one of the recently successful films in the industry, Kumbalangi Nights. 

 2. REVIEW OF LITERATURE: 
    2.1 Caste in old Malayalam movie 

Abstract: Films often identified as a medium that brings out novel and creative ideologies to its viewers. A wide 
range of societal issues falls under the scope of cinema partially due to the enormous influence over the people of 
all sections. The caste system that prevails in the Kerala society has portrayed in several Malayalam movies. The 
entangled cultural groups within the caste system that has shown in cinemas often bear a close resemblance to the 
social reality of Kerala. This paper discusses the caste and gender politics in Malayalam cinema. The prevalence 
of these concepts can be traced back to the 1960s. This paper also looks into the structure of patriarchy and its 
significance on the caste system. Finally, the paper analyses the role of cinema in the socialization process of a 
developed state such as Kerala through various ubiquitous dialogues from different movies. The paper holds an 
intersectional analysis of the caste system and gender identity along with family status and occupation by looking 
at one of the recently successful films in the industry, Kumbalangi Nights. The film is a celebration of womanhood 
by bringing in-depth and meaning in male-female relationships and fording gender equality at home and in society. 
Kumbalangi Nights stand out in the Malayalam film industry due to its ability to find beauty in the everyday life 
of the ordinary. The multi-layered theme of the film provides the viewer with an opportunity to introspect one's 
self about one's stand regarding the complex social reality rooted in class structure and caste relationships. 

 
Keywords: Caste, Class, Gender, Kerala, Media, Patriarchy. 
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 During 1961 there was a famous movie named 'Neelakuyil' written by Uroob. In this movie, the name of the actor 
was Sreedharan master who belongs to an upper caste. He falls in love with a Dalit woman called Neeli; she got pregnant 
by the relationship with Sreedharan. His upper status did not allow him to accept her as a wife. The actor was thinking 
about his reputation and family status. So, he refused to marry her. And he forced a Savarna member to marry her instead 
of accepting by himself. Through this marriage, the upper caste actor satisfies the audience. That is the summary of the 
movie. He was glorified caste purity and status by this approach to the women. He portrayed that having sex with a 
lower caste woman does not affect the reputation rather than marrying her officially. Through this movie, the writer 
normalizes the concept of purity and pollution of the caste system that existed in society (Rafi, 2018).  

The Savarna category has considered as the middle-class people in Malayalam movies. Caste is prominent in 
mainstream films, no matter, it is a comedy, crime, or thriller genre, because caste is invisible in most of the Malayalam 
movies-nevertheless, the dialogues, actions and costumes giving information regarding the representation of caste 
hierarchy in movies. The dressing culture of Brahmin and Shudras are entirely different, and which allows the viewers 
to differentiate the caste identity of the character. The caste treatment of south India and other parts of India have 
differences. Specifically, the name of the upper caste of Kerala is different from other south Indian states. 

The highest caste in Kerala is Brahmin Namboothiri and Nair's. The family and kinship of these castes are 
different. In every Nair Tharavad, there was a tradition called Sambandham. In this system, the eldest male member of 
the family has allowed marrying a girl. And that bride has considered as the official wife of each member of the family. 
However, marriage has conducted between Nair women or Namboothiri women. This tradition is regarded as the 
distinctive feature of the caste system in Kerala. The Mollywood films depict the social circumstances of the caste 
system of a particular society and how it becomes a global entity (Pillai, 2013). 

 In Malayalam movies, the caste structure of the family has variations from society to society. The endogamy 
in the marriage system is unavoidable among them. Even if Kerala has the highest literacy rate, they are the prominent 
supporters of the caste system and discrimination, especially in the film industry. The participation of Dalit members in 
the cast and the production committee of cinema is a sporadic topic in Kerala, and the Dalit colleagues considered as 
polluted members to touch. Kammattipadam is the recent film played by a Dalit woman as her own identity. That got 
high-level acceptance in social media and was honoured by the award because it was not a common thing in Malayalam 
film industry.    

 The acceptance and rating of Malayalam upper-caste movie and lower caste movie become a reflection of the 
attitude of society. It reveals how caste embodied in the mind of local people in Kerala. Caste discrimination is 
prohibited; however, the caste practice in Malayalam movies considered as unrecognized caste discrimination. 
    2.2 The Concept of Gender Equality in Malayalam Movies: 

Gender equality and respect is exceptional in Malayalam movies regarding the female category. O Chanthu 
Menon's movie named Indulekha has an instance for it. In this movie, the women showed as the perfect idle of Kerala 
women in her body and attitude. The film portraits women as a showcasing object. Malayalam movie establishes or 
reinforces a structured model of good women by giving tranquil inclination to the main actress. Aggressive or 
modernized women juxtaposed as a characterless lady among Malayalees (the people who speak Malayalam language 
or born in Kerala). The behaviour of good women emphasized as calm and quiet and respecting other male members of 
the family and society. Moreover, they do not question anything that happens in their life. Besides, the women 
considered as a machine for giving birth and maintaining the family, emotionless and dreamless. In contrast, the 
comparison between women from various caste sections shows some differences in the context of marriage and sexual 
relationship. Significantly, most of the movie shows that the husband may have many relationships with plenty of 
women who belong to various caste groups. However, they marry another girl who belongs to his caste or upper caste 
category instead of the women he had sex with. Moreover, even if the male member has sex with other ladies, he behaves 
like a gentleman and which regarded as the so-called 'real man' of society (Pillai, 2013). 

The cinema narrations like the Dalit women called Rosy who died due to the caste discrimination enables the 
society to be devoid from caste violence's and which would oust women from both cinema and other public spaces in 
Kerala (Rowena. 2013). 

"The Nair landlords attack Rosy for daring to be a Nair woman on the screen and thereby prohibit her public 
appearance and make her disappear from history itself; we also repeat the same thing though in a different way" 
(Rowena. 2013). Specifically, Brahmin hegemony played a substantial role in Malayalam movies. The Brahman 
representation in the film, avoiding the presence of lower caste and their issues. They try to displace the Dalit from 
cinema spaces and avoid touching them. When it comes into the Dalit women, the Brahmin males were attracted to them 
and forcing them to have a sexual relationship through films, and the director tries to normalize all these things. By 
telling the Brahmins are the power authority, they can do everything without any consents. "Cinema then became that 
new social legislator, the new Manu of the modern era – providing legitimacy and power to the rising upper caste Nair 
community for reproducing everything that is legitimate in the light of their own image" (Rowena. 2013). 

 After the land reformation act and reservation, the Malayalam movies showed the pathetic situation of 
Brahmins. The Malayalam movie Aryan in 1988, written by T. Dhamodharan, is the best example of this sentimental 
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domination. However, the actual reason was that they could not follow their previous lifestyle; they forced to admit 
work and earn income. However, the movie does not show the truth related to the incidents. Instead of revealing the 
actual situation, the movies criticizes the reservation of backward classes. Adiverugal is a Malayalam movie released in 
1987, in that movie the main character says: "I am getting any job; the only possible way to get a job is a high 
recommendation. Alternatively, born in a scheduled caste category, birth, we cannot change." Through this argument, 
the movie is criticizing the privileges on the reservation of lower caste (Rafi, 2018). The actual dharma of arts has taken 
for the sake of upper castes. The movies are trying to make more sentiments towards dominated caste without supporting 
the marginalized people in society. 

 
3. METHODOLOGY AND THEORY: 

The secondary data are the primary source of information used for the study. The data includes books, published 
articles and research papers. The study has taken intersectional theory to understand the caste and gender identity in 
Malayalam movies. 'Intersectional theory is defined as the overlap of various social identities contributed to a definite 
mode of systematic suppression and discrimination experienced by a person' (Pattayanam, 2006). This movie's caste 
system depicts mainly four intersectional factors such as occupation, economic class, family and gender. 

 
4. ANALYSIS: The Study of Caste in Kumbalangi nights 

The caste representation in the movie "Kumbalangi nights" directed by Madhu C Narayanan is related to the 
ascribed status of family and division of labour. The film portraits an invisible view of caste with intangible dialogues 
and scenery-the study of the film conducted through intersectional theory. 'Intersectional theory is defined as the overlap 
of various social identities contributed to a definite mode of systematic suppression and discrimination experienced by 
a person' (Pattayanam, 2006). 

The caste system in this movie depicts mainly four intersectional factors such as occupation, economic class, 
family, and gender. The background of the film is a village area called Kumbalangi, and this place is famous for fishing. 
The movie says the story of four brothers who do not follow proper social values of their society.  

The main character of the movie is Shemmy; He is a person who has a mental illness with a high level of 
patriarchal values. He works as a barber by considers himself as an upper-caste person. He believes he has excellent 
economic domination. Another main character of the movie is Bobby, who belongs to lower caste. The traditional 
occupation of Bobby is fishing; he considered himself; it as a low-class job. According to his occupation, he belongs to 
a lower rank compared to Shemmy. However, the interesting point is that both are Shudras based on their occupation. 
Nevertheless, the Shudras also have segmental division related to economic wellbeing and social status of the 
profession.  
  Bobby is the representation of the young generation who always listen to music and roaming around the city 
without doing any job. Modernization influenced his lifestyle, which reveals through his habit of listening to music 
through a speaker and using the English language in daily conversation. Moreover, the dressing style also represents the 
western mode of lifestyle. Through this appearance, no one can identify him as a lower caste. The globalized society 
has given a similar identity to the rural area even though society has been trying to identify his rank with his social 
circumstances. 
  In this movie, the main character, Bobby, falls in love with the sister-in-law of the Shemmy named Baby. She 
is a representation of an empowered woman with a high level of boldness. Also, she earns money for the livelihood of 
her family. She does not give any importance to caste, economic background, and the fairness of the partner. However, 
Shemmy questions Baby on her relationship with Bobby. Shemmy asked her that, ‘Which quality of Bobby attracted to 
you?  He is from a dirty waste area'. 'He has a good heart and is genuine' She replied. Through this argument, she conveys 
the importance of respect towards women, love, affection rather than male domination and disrespect.  

Shemmy is the brother-in-law of Baby and following matrilocal residential system. Among Malaya lees, the 
husband staying in the wife's house after marriage is considered as a disgusting thing. However, Kumbalangi nights 
reconstructs this false concept of the social system. Shemmy believes he is the only male member in the family. So, he 
should take care of the three female members as ahead of the family. This patriarchal viewpoint does not interest Baby. 
She always questioned the false concepts of her family. She has a type of personality which always gives importance to 
freedom, individual respect. However, Shemmy denies her to do what she likes, and then she decided to flee from her 
family with Bobby. Shemmy gets angry while knowing this news, and he expresses his abnormal psychic behaviour. 
This incident had led him to severe abnormality. However, the movie shows how the patriarchy and caste embodied in 
a person even if he has some abnormality.  
  In most of the Malayalam movies, the heroine and the main characters are represented from fair and upper-caste 
category. Nevertheless, in this movie, the hero is from a lower-caste background, and the actress is from upper-caste. 
Malayalam movie has some caste-related features that cannot change in any way, such as the main characters are fair, 
good looking and upper caste. However, the troublemakers are dark and lower caste. Most of the Malayalam movies are 
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always an expression of power from the top. However, in this movie subverts this tradition. It shows how power relations 
are existing in society and what the main reason behind it. 
  There is a scene in the movie-related traditional occupation and social acceptance. Bobby and his brother Saji 
approach Shemmy for the marriage proposal with babby. At that time Shemmy behaves like a gentleman, and he told 
that "I have a respectful job and family status. When I enquired about your family the social opinions were nasty", and 
he asked them, "don't you have a right home? “Your home does not have a door and that situated in the centre of 
excrement'." lastly, he added that 'first you go, find a good job and establish a good social background'. This statement 
triggered a burning issue among Bobby's family. Then his brother told him "we will find a good job other than fishing; 
you do not have to go fishing... Do not worry." 

This statement shows that fishing is not a good job, even if it is the traditional occupation of the family. 
However, they are also degrading their status by refusing to do the traditional occupation. Sometimes Baby forced 
Bobby to show his skill in front of tourist; at that time, he often showed fishing techniques as an entertainment thing. 
He does not like to share the traditional job-related things to anyone because he thinks that fishing is a low- standard 
job. 
  After the incident with Shemmy, he joins as a factory worker, but that work did not match with his mental and 
physical body. And he drops the job and tells Baby, "I cannot continue the job, let us break up because I cannot marry 
you without a proper job" During this conversation, he caught a fish by his leg fingers from the riverside. She got 
surprised by seeing the fishing technique and asked him, "Why don't you do this job? You are extremely skilled". At 
that, he asked her, "Is this a job?" She replied that, "today morning also I ate fish". Then he realized that work is not for 
earning money, no matter which position you are occupying, it needs self-satisfaction and happiness. 
  Then he did not care about the bias of society and started to follow what his mind says. Through this scene, the 
writer provides an insight to the audience to remove all biased account on occupation and rethink about the unwanted 
values and concepts about professions. The cinema provides motivation and respect to the low caste people in society 
because the movie has addressed their problem. The film says to the low caste people 'you are not lower; people mind 
is lower not your birth or occupation'. It is all about their mindset and attitude. Every occupation has respect and dignity.  
  Even the participation of lower caste is limited and regulated, the writer addressing the lower caste problem and 
supporting their views through opposing the evil or unwanted concept of upper caste. It gives a spark of thought to the 
lower caste by showing how they are thinking about their own status and occupation and writer portraits the significant 
of happiness instead of caste, economic domination. However, happiness also defined adequately. The family structures 
of the movie are an example of understanding the satisfaction of human being.  
  The family structure of the movie is two different forms, such as a typical Indian patriarchal family system and 
the restructured new liberal family system. The heroine belongs to the patriarchal family. In her family, there are three 
female and one male member. The male member is her brother-in-law. However, the power authority belongs to the 
male member of the family. In this system, women considered as a tool for maintaining the house and having a sexual 
relationship. In this movie, after the marriage of Shemmy, he removed his wife's bindi from the mirror while saying 'the 
complete Raymond man'. This scene shows the virginity of women by using the bindi as a metaphor. The concept of 
the scene behind that is the value of man increasing by breaking the virginity of a woman and the importance of women 
decreasing by breaking her virginity. It is a blind belief among Indians. The virginity is not a tool for measuring women 
value and respect. And the status or the self-respect of a lady do not come from the vagina of the body. It comes from 
the attitude and the character of a woman.   
  There is another scene of restricting women based on fairness. The Shemmy tells his wife 'go inside of the 
house; otherwise, you will become dark by sunlight'. Through this argument, the man dumbing her to the inside of the 
home and restricting going out by saying in a protective manner. It shows that women are responsible for sitting inside 
the house and take care of her husband and children.  
In another scene, Shemmy insulting his cousin because he cooked food for the family and delivered to everyone. He 
said that "man is not born for cooking that is not a profession which with male dignity, these all works are for women, 
try to become a good man". 
  The second form of family structure is the family which does not have a mother or authority to control — the 
family members controlling each other. There is a collectiveness among the family members. However, society 
considered the family structure in a disrespectful view. Nevertheless, the family members did not bother about it. They 
are inviting people who do not have anyone to protect. There are only four members in that family. There is no female 
in their family; all are brothers. The father of two brothers are the same, and the father of the other two are different. 
Which means the mother has two children when she got remarried, and the father also had two children, indifferent wife. 
Sometimes society called them as born in two fathers in an insulting way. However, the children were bold; they did 
not give any attention to the villager's voice. 

The elder brother accepted a wife and kid of his friend by the death of him. And the second elder brother living 
together with a foreign girl in his home. The younger brother is a student. The society considered their family structure 
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as unacceptable and miserable. The caste representation of the nation is not an isolated phenomenon; it contains other 
factors like economy, class. Caste is not visible in Kerala society; it has embodied in the mind of the people of Kerala.   

 
5. CONCLUSION: 

This study emphasizes the relevance of Malayalam movie, the caste representation in films and how it is 
reflecting in society. The research is focusing the earlier Malayalam movies and the difference between the descriptions 
of caste in recent cinemas. Kumbalangi Nights is the movie taken for the review and connects to the caste system that 
exists in Kerala. The intersectional theory has used for the study. It focuses on the formation of caste through other 
factors of society. The gender role and the background of the movie also mentioned. The attitude towards the lower 
caste representation in the film is the central part of the study.   
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1. INTRODUCTION: 
From a time when even self-proclaimed feminist films needed to be propped up by famous male actors and 

elaborate back stories, Tamil Cinema has come an extended way. It has been a year of much feminism of women and 
their stories insistently taking centre stage and demanding their space. After long time stories of women came to be 
accepted as financially viable. Movies treats women as women giving space for their needs, angers, imperfections, 
vulnerabilities and desires. 

The beauty of the platform is that the freedom and transparency it offers. Often the discussions of the movie 
with the director thrash out how a particular character would shape up. This is the best time for the industry as the 
opportunities are also growing and the audiences also maturing to see stories where women are the heroes. Many 
directors of Tamil cinema strongly believe that viewers are looking for fresh, edgy and relatable content. They also have 
a lineup of originals across languages for the next year with female leads. According to film trade analysis, the whole 
trend of having women in the lead is a win-win situation for both the audience and OTT Players. 

Amala Paul famous heroine has given an interview saying that she believes that this is a great time for female 
actors in the industry, because of the substantial roles offered to them and therefore the increasing exploration of women-
centric movies. Director Lakshmy Ramakrishnan feels that ladies are finally getting their due because the trade 
recognizes the commercial potential of those stories. Her recent House Owner has come for praise for the writing of 
Radha, played by Sriranjani. “It may be a reflection of how woman are in real world, which is usually missing on the 
large screen. It is sad to notice that audience are wont to watching and expecting stereotypical portrayals of girls and 

Abstract : Kollywood Cinema popularly named in Indian Film Industry has been into a new revolution in movie 
releases. During the pandemic situation Covid 19 which has pulled down many countries in different aspects, 
theatrical movie releases has been fully shut to control the spread of deadly virus among the audience. Many 
Tamil movies waited for their release has been stopped abruptly. A huge loss been faced by the Kollywood film 
producers. The decision by Tamil Film Producers Council (TFPC) to release few films directly on digital 
streaming platforms like Amazon Prime Video, Netflix, Hotstar, Zee5 etc., came into full existence as a new 
revolution in releasing Tamil movies. In this year 2020 a quite number of movies queued up and got released on 
OTT platforms. Many heroines headlined or in other words women centric movies was released and put on the 
television screens. Audience may expect male stars’ films to be comparatively more commercial packaged but 
they tend to prefer the movie showcase over the big screens. This research is a study about female centric movie 
releases on digital streaming platforms in this year 2020. The male dominant film industry has been drastically 
moved into women centric movies and a new revolution has arisen in Tamil Film Industry after a long period of 
time. Family audiences encourage and welcome these types of movies as they feel comfortable watching movies 
on television screens through OTT platforms. A huge subscription rate has been evidenced especially in the year 
2020 unfortunately a pandemic year which restricted audiences to watch movies on big screens. This research is 
going to discuss about the success of five women centric movies released in the year 2020 named Jyothika’s 
Ponmaga Vandhal, Keerthi Suresh’s Penguin, Anushka’s Silence, Aishwarya Rajesh’s Ka Pe Ranasingam and 
Nayanthara’s Mookuthi Amman. This will be a qualitative and quantitative study and the researchers attempt to 
analyze the audience welcoming the release of mentioned five films on OTT and strategies used to make heroine 
centric movies a trend setter among the tamil audience during the pandemic period in the year 2020. 

 
Keywords: Digital streaming, New revolution, OTT, Tamil cinema, Television screens, Women centric.  
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when it's broken, it's a surprise, and worthy of praise... though it's as on the brink of reality as possible!” (The Hindu, 
July11, 2019). 

First came the Hindi filmmakers. Now regional cinema is gate-crashing the digital streaming party. The 
lockdown has been good for the film industry-no expensive locale shoots, no big travel and no hotel bills. PG Muthiah, 
producer of Tamil action film Danny and Tamil comedy Cocktail, is certain that the coronavirus panic helped the success 
of relatively smaller films on OTT (over-the-top) streaming media service that goes on to viewers via the web without 
the multiplex experience. Filmmaker JJ Fredrick elaborates on how digital platforms have come as a boon for medium 
and small-budget filmmakers. “It’s great that their films are striking deals instead of waiting for theatres to reopen.” The 
increased visibility is a boost. “Medium-budget films struggle to urge quite 200 theatres. OTT platforms take them to 
several more people.” because of the influx of original content, even small films without a star can make a tidy profit. 
Conventional pressures from the theatre distribution system don’t bog down a bunch of experimental filmmakers from 
creative novelty. Anand Ravichandran hopes that OTT media will refuse to shift their content focus on big-budget films-
an optimistic view at best because money talks in the celluloid world too (The New Indian Express. Jan 14, 2021). 
 Speaking at a video conference, Jyothika, the famous tamil actress spoke about the changing narratives of 
women in tamil cinema. She said "There has been huge change over the last five to seven years. There are tons of 
women-centric films that are being made and doing good. In the South, 90 per cent women-centric films that have 
released have done well as compared to male centric films, where it's 50/50. So I feel women-centric films always 
accompany good content and that we work thrice the maximum amount harder to urge it right," she said (Outlook News 
Scroll. May 25, 2020). 

1.1. OTT Platforms 
Over–the–top media services (OTT) platforms became quite popular in India since previous couple of years. 

An over-the-top (OTT) media service may be a streaming media service offered on to viewers via the web. OTT bypasses 
cable, broadcast, and satellite TV platforms, the businesses that traditionally act as a controller or distributor of such 
content. Due to COVID-19 outbreak in the country, many filmmakers are now releasing their movies on major OTT 
platforms, instead of waiting for the theatres to re-open. India has many options once we mention OTT services. Here 
are few of the OTT platforms which released heroine lead Tamil movies in the year 2020. 

   1.1.1. Amazon Prime Video 
Amazon Prime Video may be a very fashionable video streaming service or OTT service in India. Amazon 

Prime Video was launched in 2016 in India. Besides English, Prime Video is out there in six Indian languages as of 
December 2018. Amazon India launched Amazon Prime Music in February 2018. You can join Prime to observe the 
newest movies also as award-winning Amazon Originals at Rs 129/month or Rs 999/year. Prime subscription presently 
also includes free Amazon music alongside unlimited free, quick delivery. Heroine lead movies Jyothika’s Ponmagal 
Vandhal, KeerthiSuresh’s Penguin and Anushka’s Silence was released in the year 2020. 

    1.1.2. Disney+ Hotstar 
This is an Indian over-the-top streaming service owned by Novi Digital Entertainment, a subsidiary of Disney's 

Star India. It features two paid subscription plans- "VIP", which focuses on domestic programmes and sports content 
(including Indian Premier League cricket), and "Premium" featuring premium international films and TV series 
(including HBO, Showtime and other American original series). As of July 2020, VIP Plan costs Rs 399 for a year and 
Premium Plan costs Rs 1,499 per annum or Rs 299 for a monthly plan. As of March 2020, Disney+ Hotstar has a 
minimum of 300 million active users. Heroine lead movie Nayanthara’s Mookuthi Amman was released in the year 
2020. 

    1.1.3. ZEE5 
This is an Indian video on demand service run by Essel Group via its subsidiary Zee Entertainment Enterprises. 

It was launched in India on 14 February 2018 with content in 12 languages. ZEE5 announced the launch of ‘ZEE5 Club’ 
at Rs 365 per year. ZEE5 Club will enable its consumers to possess exclusive access to hottest shows before telecast on 
TV. Heroine lead movie Aishwarya Rajesh’s Ka pe Ranasingam was released in the year 2020. 

 
2. REVIEW OF LITERATURE:   

1. Ponmagal Vandhal - Amazon Prime video 
This legal drama marks the directorial debut of JJ Fredrick, who has also written the 
film. Its protagonist is Jyotika, a lawyer who is fighting the patriarchal society. The 
story discusses about the sensitive issue- sexual abuse of children and the hidden laws 
and secrets revolving around the society. JJ Fredrick's Ponmagal Vandal has been in 
the news for its makers' decision to release it directly on an OTT platform (the first 
high-profile Tamil film to do so), and the controversy surrounding it. But it takes only 
a few minutes into the film for us to realize that the makers were being just sensible by 
taking this route rather than go for a theatrical release. For, both in its writing and 
making, there is a strong made-for-TV feel about this project. Jyothika’s different 
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characterizations like Lawyer, Mother and Daughter gives an impact to the tamil 
audience about this sensitive issue and common awareness for all women the safety 
factor of girl children in the society.  
 

2. Penguin-Amazon Prime Video   
A new edition to the women-centric movies on Amazon Prime Video is Penguin. While 
the plot is not completely clear, it seems to be centred around pregnancy based on the 
posters and artwork. It features Keerthy Suresh in the lead and is written and directed 
by Eashvar Karthic. Release Date: June 19, 2020. This story again revolves around 
child physical abuse and ignorance of children by the parents. It starts off like a regular 
investigative thriller with a serial killer backdrop and takes the form of a revenge for 
trivial reasons, in the end. Keerthi Suresh role as a mother searching for her son and 
finding hidden secrets of her close circle of friends gave a social message to the 
audience for not to ignore kids at all stages which leads to psycological problems.  

 
3. SILENCE – Amazon Prime Video  

Silence again the movie got released on Amazon Prime Video on October 2,2020. The 
story of Sakshi (Anushka Shetty) and her fiance Antony (Madhavan) who visits a 
haunted house that is known for eerie murder that happened in the 70s. Being a gifted 
mute artist,  Sakshi goes into the house for a rare painting piece. However,  she gets 
heavily injured while Antony gets murdered in the same eerie method. Now, detectives 
Maha (Anjali) and Richard (Michael Madsen) should investigate the case to unearth 
the secrets behind the murder...  Anushka’s performance as a mute artist was 
appreciated by the audience and gave a visual treat on OTT platform.  

 
4. Ka pe Ranasingam  - Zee 5 

Ka Pae Ranasingam is a Tamil action movie, directed by P Virumandi hit the television 
screens on Oct 2,2020. The cast of Ka Pae Ranasingam includes Vijay Sethupathi, 
Aishwarya Rajesh. This a story Ariyanchi (Aishwarya Rajesh) who gets married to 
Ranasigam (Vijay Sethupathi), goes for work to Dubai, and the couple has a little 
daughter. This is based on true story of many affected women who lost their husband’s 
lives when they go abroad for work and sad part of not receiving their dead bodies for 
funeral. Aishwarya Rajesh role in the movie was really appreciated which was very 
realistic and created an impact among audience. A strong social message was given in 
the movie and awareness was created among women audience. 

 

5. Mookuthi Amman – Disney + Hotstar 
This movie was a visual treat for Diwali in the year 2020. Mookuthi Amman is a Tamil 
comedy-drama movie directed by RJ Balaji and NJ Saravanan.  RJ Balaji has written 
the story, screenplay, and dialogues for the movie. The movie stars Lady Superstar 
Nayantara and RJ Balaji in the lead roles along with Urvashi, Moulee, and Ajay Ghosh 
in the supporting roles. Nayanthara lead as Mookuthi Amman – the first look posters 
was a great hit and the movie was awaited for a long time by the audience. It was given 
as Diwali treat and it was a comedy drama film which was welcomed at all age groups. 
It was a family entertainer. Again this movie also gave a social message about people’s 
spiritual belief and the way they are cheated.  

 

3. METHODOLOGY : 
As discussed this research paper consist both qualitative and quantitative study and the researchers attempt to 

analyze the movies released on OTT and survey questions to the audience related to heroine lead movies and their 
release on OTT in the year 2020. 
 

4. ANALYSIS   AND DISCUSSION : 
 This was done based on survey questions asked to the different group of audience like students, home makers, 
work professionals and business people. Due to the pandemic situation survey was done online through Google Forms. 
The structured questionnaire was distributed to the samples and collected their opinion individually to evaluate the 
audience view on women lead movies released on digital streaming platforms in the year 2020. Total sample size: 100. 
The collected data was analyzed and evaluated. 
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1. Do you watch movies on online streaming platforms? 
 
 
 
   
 
 

In this pandemic situation many people subscribed for OTT platform to watch movies. As per the survey 96% 
of people watch movies on online streaming platforms. 

2. What type of heroine centric movies do you prefer to watch on OTT ? 
 
 
 
 
   
 
 
 
 

There are different genres of movies in tamil cinema. Heroine lead movies released in the year 2020 was into 
commercial,thriller, centric and comedy movies. Thriller movies were liked the most among the releases on OTT in this 
pandemic year. 

3. How you came to know about the release of the women centric movies? 
 
 
 
 
 
    
 
 

Many strategies for film promotions were adopted to make people watch movies on digital streaming platforms. 
Among that according to the survey we conducted, audience watched promotions on social media. So it is evident that 
the effective platform for Film promotions is circulating in social media platforms.  

4. Do you think Women Centric Movies released on OTT gave a new revolution in Tamil Cinema?  
 
 
 
 
 

  
 
 

 This research study is about the rising revolution in Tamil Cinema where the heroine lead movies hit the 
screens on OTT in the year 2020. And we cleared the doubt asking audience whether the new revolution in Cinema is 
evident or not. 85% of people have given yes.  

5. Do you encourage Women-Centric movies releasing on OTT? 
 
 
 

    
 
 
 

Even though it’s a new revolution of releasing movies on OTT we had a doubt whether audience welcomes 
women lead movies compared to Hero fame commercial movies. 83.2% of people have joined hands in welcoming 
women centric movies release on OTT which will sure encourage and motivate heroines to come up with good scripted 
movies. 



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 136 

6. How do you differentiate male dominant movies with female centric movies? 
 
 
 
 
      
 
 

Audience expects good storyline nowadays and we can say female centric movies released in the year 2020 
became a huge hit among tamil audience for its storyline (61%). And it’s evident that people started differentiating 
movies and welcomes on unique aspects. 

7. Women Centric movies convey social messages to audience? 
 
 
 
 
 
 
 

As discussed people differentiates movies on various aspects. The social message given in women centric 
movies played a vital role in the success of movies and subscription rate of OTT platforms became higher. 94.1% of 
people said yes that the movies convey social message. 

8. Did you subscribe OTT platforms like Amazon Prime Video, Zee5,Disney+Hotstar? 
 
 
 
 
   
 
 

The subscription rate of digital streaming platforms became higher in this pandemic year 2020. Out of 100 
samples major part(83.2%) has said they have subscribed which is a success of OTT and movie releases. 

9. What aspect do you prefer when you watch Women-centric movies? 
 
 
 

  
 
 
 
 

We had a doubt why women centric movies is appreciated by the tamil audience whether for star casting like 
famous heroines Nayanthara,Jyothika,Anushka and Keerthy acting in movies or for its storyline or for promotions and 
social message. People(49.5%) have cleared saying that storyline is important and next majority (37.6%) has voted for 
social message. Both factors are appreciable and its very evident that a new revolution has arisen in tamil cinema. 

10. Do you prefer releases of women lead movies in the future on OTT? 
 
 
 
 

   
 
 
  Due to the pandemic situation people didn’t have any other way to watch movies other than OTT. It’s almost 
9 months and now the situation has recovered and theatrical releases have been started. The tamil audience (66.3%) has 
said they will prefer OTT releases of women centric movies even in the future which is an encouraging factor for new 
debut directors or for small budget films releasing on OTT.  
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5. CONCLUSION: 
          Tamil cinema Industry has given many genres of movies with various characterizations and unique storyline. A 
strong message will be delivered to the audience which creates an impact among general audience and many movies 
have influenced young minds. In the year 2020 unfortunately pandemic year people were suffering by lockdown and 
entertainment factors was totally cut. People were literally pushed to watch movies online and on digital streaming 
platforms. Many big budget movies waited for their theatrical releases but more than 9 months to avoid the spread of 
virus theatres were not allowed to open. Soon heroine lead movies queued up and started releasing one by one on OTT 
platforms like Amazon Prime Video, Zee5 and Disney+Hotstar. People started liking to watch movies on television 
screens by subscribing the digital streaming platforms. Small budget films and heroine lead movies with good star 
casting started hitting the screens and tamil audience encouraged and motivated for more movies. Usually hero fame 
commercial movies will be welcomed during festival times in our state Tamilnadu. In an unusual manner heroine lead 
movies were also released on OTT and had a huge success as well as subscription rates. As per the research Tamil 
audience started liking heroine lead movies and watching the same on OTT for their storyline and social message. The 
movies discussed in this study has made more comfortable for the audience to sit and watch. The movies entertained as 
well as influenced strongly in the minds about the social message which is much needed for the society in the recent 
days. Now many more movies in different genres are upcoming to hit the television screens on OTT in the year 2021. 
According to OTT players, this kind of content is purely demand driven. “Our audience is seeking good engaging content 
- stories that have strong women characters as lead protagonists. In the recent past, strong women-centric roles in films 
have tasted success in the entertainment industry - critically as also commercially. The support and encouragement of 
the Tamil audience has made a new revolution in Tamil Cinema Industry. 
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Abstract: This talks about the representation of prostitutes in Hindi cinema as an anti-morality woman and 
compares it with the Bedia community of Rajasthan and Madhya Pradesh through the sociological lens. Because 
whatever we see in Hindi cinema, it is the reflection of our society. But here, the most significant point is that the 
reflection we see of the society is narrated and represented by a certain section of the society, which are the upper 
caste and class people. Because the image of the society we see comes from the perspective of the upper caste and 
class people, which is a fabricated and a glittery one. And for them, the aspect of morality is the most valuable 
thing. And see prostitution as an anti-moral thing, which is performed by the women, who are supposed to be 
performed within the boundaries of morality. The women of the Bedia community are the professional sex workers 
and are the sole breadwinners from the community also. This analysis will focus on the movies which talk about 
prostitution, for instance- Mandi, Talaash, Chameli, Lakshmi. In the movie ‘Mandi’, the prostitutes are being 
portrayed as selfish women. They do not have morality and values, and even they are not accountable for their 
actions towards society. They just want to seek pleasure. But in reality, if we see the professional sex workers 
like, Women from the Bedia community, they serve a lot to their community. The money they earn from their 
occupation; they also pay the ‘bride price’ for the Bedia men when they get married. The Bedia community 
belongs to a marginalized section of society. We never saw such a portrayal of prostitutes in society. Taking and 
considering this account and many other accounts from the life of the Bedia community, this study unfolds the 
nuances of morality while comparing it with the Hindi cinema movies which talks about prostitution. While 
analyzing these movies in contrast to the Bedia community, the researcher challenges the representation of 
prostitution in Hindi cinema. 

Keywords: Bedia community, Bollywood, Prostitution, Sociological perspective. 
 
 

1. INTRODUCTION: 
Cinema is the indispensable part of our lives. It influences our choices of every walk of life. Also, it shows a 

mirror image of our society. Indian cinema has been entertaining us for decades. Indian movies have always been part 
of the contested discourse. Whether in terms of the censored topics, actors, portraying prevailing notions of the society, 
faux-feminism and much more tittle-tattle. But one thing, in Hindi cinema which is also known as ‘Bollywood’ called 
for that, is gender representation. Women and their image construction are at the heart of Bollywood. Now, after such 
a long journey, Hindi cinema has become a brand for many people in this country, especially the people who belong to 
the North Indian Belt. People are fetishized about Hindi cinema in the northern part of India, or there is no denying the 
fact that the vogue of Hindi cinema is much more in the North part of the country. Hindi cinema entertains every class 
and caste of the people. Being a dominant cultural aspect of our society, it moulds, de-mould every part of people's life. 
People's view or perception of something is very much influenced by Hindi cinema. The whole concept of good, -bad, 
real-unreal, pure-impure, what is desirable and what is not, all these are the repercussions of Hindi cinema. ‘Films, 
arguably the dominant cultural narrative of our times, play a significant role in the ideological manoeuvering of desire 
that has been conceptualized variously as “troubled water” (Sartre), signifying a “lack” (Freud, Lacan), an 
internalization of social codes and “a function of market economy” (Deleuze and Guattari), gendered and, yet, 
fundamentally inventive (Irigaray, Grosz). Further, this gendered map of desire is underscored by the cultural, social 
and economic differences among women (Spivak)’ (Sengupta et al., 2019, 2). 

Ashis Nandy, also states in the book called ‘Bad’ Women of Bombay films that popular Bollywood films 
portrayed things in a fabricated way. They portrayed life more enormous than the stars. The reality has been sheathed 
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in dance numbers, glittery costumes, melodramatic language. And despite knowing the reality we are merely being a 
nincompoop. Interestingly the representation of society we see in the Hindi cinema is being narrated by a particular 
group of people, who belong to a particular caste and class. In northern India, the dominant caste and class is the people 
who belong to the Brahmin caste. Because in Indian society religion is the most important aspect and these people 
belong to the upper caste and class, by that ‘virtue’, they decide the course of the structure of the other people of the 
society who belong to the lower class and caste. And, this hierarchy is very much visible in every walk of life. Whether 
it is media, government workspaces, private workspaces, education sector, cinema and many more, the dominance of 
the savarnas, especially, the brahmins, is a common factor. Now, it has become a part and parcel of our everyday life. 
The spheres which I mentioned above, in these realms the dominance of the brahmins is not that much visible, it works 
between the sheets. 

But the cinema is the realm which represents the society in front of us. It is the reflection of our society. One 
thing, which is an essential thing of Hindi cinema, is that the picture we see, the perspective we see about the different 
shades of the society is narrated by the upper caste and class people only. We get to know about the hue of society from 
their perspective only. The stories we hear and see of society, it comes from a single group of people's perspective only. 
There are many movies in the Hindi cinema, for instance- Article 15, Pink, NH 10, Parched; which talks about social 
inequality, gender inequality, caste discrimination, racial discrimination but one thing which is being shared among all 
the movies is that they never speak from the perspective of the sufferers or the victim. The film does talk about these 
sensitive topics but narrated from the perspective of the upper caste and class people, what those people perceive about 
these topics. Thus, ‘The Hindi cinematic tradition, like the Indian market, has been dominated by empowered men is 
refracted through corresponding privileged and sectarian interests’ (Sengupta et al., 2019, 1). 

As we know, the fact is that Indian society is a patriarchal society. The dominance of men can be easily seen 
in every course of life. Women in a patriarchal society, always subjected to the vulnerability, atrocities, their social 
packaging has done in a way that they engrained with the thought of obeying all the stereotypical norms which are 
made for them. In this paper, the title also indicates that I will be focusing on the sociological analysis of the prostitute 
through the lens of Hindi cinema. Does reel meet the reality of the prostitutes? 

‘Mrinal Pande has argued that femininity in Hindi films, “have all been created, and not born”. Yet, this 
construction of women, despite hegemonic representations and dominant typologies, reveals complex and ambiguous 
subjectivities’ (Sengupta et al., 2019, 2). Being part of the patriarchal society, Hindi cinema portrayed the women 
characters in a stereotypical manner. In movies, women are portrayed as chaste, docile, obeying all the commands of 
the males and so on. Though movies claim to represent every section of the society, prostitution is one among them. 
Prostitution is one of the important social institutions of our society. Despite knowing this fact, that this is one of the 
main and essential parts of our patriarchal society, we barely know the realities of the prostitutes. First and foremost, 
the aspect is that we do not accept them as part of our society. We do not even know the realities of their lives because 
for the society they are impure and immoral women. According to the dominant view of the patriarchal society, women 
are supposed to be chaste and follow all the stereotypical norms and not having deviant sexuality. Even talking about 
them is considered as an unacceptable thing. In Saadat Hasan Manto words, ‘hame wahan jane ki khuli izzazat hai, par 
unke baare mei likhne ki nhi’, (we (men) have the freedom to visit a prostitute, but we are not allowed to talk and write 
about them). 

1.1 Objective of the Study 
The main objective of this study is to reel to the reality. To present reel life of the prostitutes in Hindi cinema 

and compare it with the reality of the Prostitution in real, in especial reference with the Bedia community of Rajasthan 
and Madhya Pradesh. 

1.2 Significance of the Study 
Prostitutes and prostitution are one of the important aspect and institution of our society. But, we barely know 

the realities behind those glittery façades. The images we see in cinema about them are narrated by a certain group of 
people, which does not meet the reality at all. This study will present the realities of the real prostitutes, in especial 
reference with the Bedia community, who are the traditional and professional sex workers. This study will unfold how 
their life is altogether different from what we see in Hindi cinema. 

 
2. REVIEW OF LITERATURE: 

‘Female prostitution is perhaps the oldest profession all over the world. Alas, it is perhaps the most hated 
profession. Hated in the sense that people who visit them actually enjoy it, but in society, they pretend otherwise’ 
(Sonwani, n.d.). As it is clear from the above line the prostitution as being part of our society, people do not consider it 
as a good and acceptable thing. As I talk about earlier in the paper that in Hindi cinema the women have been created, 
but from the perspective of the upper caste and class people. Similarly, when Hindi cinema movies talk about the 
prostitution they are being narrated in a fabricated manner from the perspective of the upper caste and class people. The 
image we see of the prostitution does not meet the reality. In Hindi cinema movies, they live their life larger than stars, 
even the characters are shown in a glittery costume, using language with profanity, and the most important thing 
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which is essential to take notice of is that ‘these women are portrayed as an anti-morality woman. These women do not 
take any accountability about the people around them, it just that they do not have any moral and ethical values, one 
because they have deviant sexuality and two prostitutions is such a realm where they are not victims of this patriarchal 
setup, it is just their choice to be in such profession. But all the glitters are not gold. The reality of prostitutes and 
prostitution is very pathetic. And when it comes to prostitutes as being anti-moral women, the reality says much more 
about this. The sociological analysis I am going to present of the prostitutes and prostitution in the Hindi cinema with 
the ‘Bedia community’ of Rajasthan and Madhya Pradesh, who are the traditional sex workers. ‘Sex outside marriage 
as tainting a woman, rape being the equivalent of death for a woman with the survivor being a living corpse and being 
a prostitute as a fate worse than death, from which the only release is death are popular notions in society. Even in the 
absence of in-depth research, there is no doubt that the construct of the sex worker in the popular North Indian 
imagination is majorly shaped by Hindi cinema’ (Sengupta et al., 2019, 168). The movie Pakeezah is the much loved 
movie by everyone where Meena Kumari played the role of a Prostitute. 

“Phir meri awaara laash apne is gulabi makbare mein dafan ho jane ke liye laut aye” translates as “Again my 
homeless corpse has returned to get buried in this pink tomb” is illustrative of a film replete with symbolism and the 
dialectic play of thanatos-eros, death-life, pure-impure and respectable-disreputable. The title of the film Pakeezah 
meaning “pure” is a powerful statement in the context of sex and sex work being considered the very epitome of “dirt” 
and “impurity’ (Sengupta et al., 2019, 168). Because the prostitution has the deviant sexuality, they earn their livelihood 
because of their promiscuous behaviour, people of the mainstream society consider them as the impure and sees from 
the lens of disrespect. There is also a misconception that they earn a handsome amount of money and the dominant 
view of the people regarding this is that their money is ‘haram’ (impious). A good woman never earns money like this, 
she will take care of their family’s respect and honour. The question of morality is part of the women’s life in our 
society. They are supposed to be a moral in her values. Though, ‘Morality (from the Latin word moralitas that means 
“manner, character, proper behavior”) is the differentiation of intentions, decisions, and actions between those that are 
good (or right) and those that are bad (or wrong). It is an intriguing and evolving construct. Moral values are governed 
by a number of biological-socio-cultural-religious underpinnings. Not everyone within the same environment ends up 
with the same moral values. It is determined by how one's genetic makeup interacts with the environment’ (Srivastava 
et al., 2013, 1). 

 
3. METHODOLOGY: 

This paper gathers information and data from the secondary sources like articles, newspapers, books and 
movies. 

 
4. ANALYSIS: 

4.1. ‘Laga Chunri Mei Daag: Journey of a Woman’ 
In the movie called ‘Laga Chunri Mei Daag: Journey of a Woman’ directed by Pradeep Sarkar. Though the 

movie talks about how the protagonist in order to support her family turns into a high-profile escort. But the main idea 
remains the same. In the movie, the protagonist which was being played by the Rani Mukherjee, in the movie, the 
protagonist went to the Mumbai and end up in becoming an escort, in order to save her family from the financial crisis. 
But as her mother gets to know about her profession, she does not allow her daughter to come back because if anyone 
gets to know about her profession, it will become a matter of dishonour for their family. Taking this account into the 
consideration I will compare it with the Bedia community. The Bedia community of Rajasthan and Madhya Pradesh, 
the Bedia women are the professional and traditional sex workers. Though, during the Monarchy period they were the 
folk artists but after the decline of the monarchy they end up in this profession for their survival. In the Bedia community 
the women are the sole breadwinners. The men of the Bedia community do not work, rather few of them work as the 
pimp of their sisters. Bedia women are not allowed to get married, they are supposed to be involved in  this profession 
in order to provide survival for their family and community. Moreover, the Bedia women have agency and power in 
their community because they are earning for their family and community. While looking at the Bedia community who 
are the professional sex workers, one aspect which is on the surface about them and this profession is that it is just a 
false notion that these women are not subject to the respect. We accept this notion because this is what we see in our 
Hindi movies. Another important nuance of the prostitution which we see in the movies is that the women who are in 
this profession are because of some of the reasons of their lives. And they discussed this aspect when they interact with 
their co-sex workers. But when in the movies it is not on the surface. 

4.2. Chameli 
In the movie called ‘Chameli’ directed by Sudhir Mishra and Anant Balani. ‘Chameli portrays the position of 

a number of independent confident sex workers of taking charge of one’s life, regardless of the mode of entry. In fact, 
Chameli places the issue of entry into the profession in perspective and makes a serious point in an entertaining way- 
and spins alternate yarns-saying this story will get Rs 500 extra and this version will get Rs 1000 extra from the  client’ 
(Sengupta et al., 2019, 179). It depicts that it is not that much easy to get an understanding of a prostitute’s life. The 
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representation we see in the movies creates a fallacy around us. In the movie Chameli, the male protagonist was 
surprised to see the female protagonist Chameli a prostitute. The way she was dressed up, her abusive language and 

many more. On this incident she said to him that ‘filmon mei zaroor dekha hoga, par ham wahan toh Umrao jaan 
aur Chandramukhi hote hai’ (you might have seen us in the movies, but there we are Umrao jaan and Chandramukhi). 
If we draw this parallel line with the Bedia community, their life is not either like Chandramukhi or Umrao jaan neither 
like what representation we see in Hindi cinema. Even the realities of the Bedia women do not match with the 
representation of them in the movies. ‘Manju is a veteran. “I was just about 10 or 11 years old when my father, who is 
dead now, sent me to a well-off businessman in Dhaulpur,” she says, appearing almost nostalgic recalling the Rs 10, 
000 her family received in exchange for her loss of virginity’ (Jolly, 2013). This harsh reality of virginity we cannot 
see in the Hindi movies. In the movies, their stories are represented as one who ends up in this profession because they 
are unable to find any ‘dignified’ job for their survival. Some got trapped in this profession. Another important nuance 
of prostitution is that in movies they live in a glittery space, they meet their clients either in the client’s house or in some 
fancy hotels. And all the clients whom she entertains belong to a well-off background. But on the other hand, in the 
Bedia community, the ‘Bedia women receive customers in tiny makeshift rooms (right) fashioned from cursorily hung 
bedsheets’ (Jolly, 2013). They do not have a proper and decent room to have their client. After being dressed up, they 
stand alongside the road, and invite the clients. They have hung the bed sheet along the road side only, where they get 
involved in the sexual activity with their clients. ‘Hindi cinema has been a major point of reference for Indian culture. 
In comparison to other art forms, it has been proved better in shaping and expressing the changing scenario of modern 
India. It also influenced the way in which people perceive various aspects of their own lives. The theme of prostitution 
has been used in Hindi cinema for long time and successfully portrayed the different shades of women prostitution. In 
a way, some of these films have been able to provide an insight to the plight of the prostitutes in our country. But the 
true face still lies hidden’ (Chetia & Bhatt, 2018, 169). Taking into consideration the above statement, one thing which 
is very important and inevitable when it comes to the prostitution and its representation in the Hindi cinema. However, 
it is the dominant view too about them. We consider prostitutes as anti- moral women. It is our concrete belief made up 
after watching them in the Hindi movies that these women do not have any moral values. They choose to trap in this 
filthy profession. Because they get a fair amount of money from this profession that is why they are in this profession. 
Additionally, these women do not take any accountability towards the family and society. And people from 
‘respectable’ houses do not mingle with them. These women are not capable of even a respectful gaze. There are many 
movies in the Hindi cinema where they are being seen from the gaze of disrespect. 

4.3. Amar Prem 
‘In the 1972 film Amar Prem, we have the neighbourhood kid Chandu who gets a lot of love and affection from 

the prostitute Pushpa played by Sharmila Tagore. Reflective of the stigmatization in society of a prostitute with whom 
respectable society can have no regular interaction, Chandu is beaten by his step-mother and forbidden from visiting 
Pushpa’ (Sengupta et al., 2019, 172). 

4.4. Mandi 
In another movie called Mandi by Shyam Benegal, a women-led organization protests against the prostitutes 

of the town with a slogan ‘vashya hatao, desh bachao’ (remove prostitutes and save the country). In the movie when 
‘the town gets mobilized and takes out a procession for the removal of prostitutes. An excerpt of the speech of the white 
saree-clad social worker with its appeal to the ancient Hindu culture is worth transcribing in the context of the present 
times. The social worker thunders: “Will we let a five-thousand-year-old civilization crumble into dust? We will never 
let this happen. Women should be worshipped as goddesses not sold in the market!” She requests the sex workers to 
leave prostitution’ (Sengupta et al., 2019, 172). On this account one of the protagonists who is a prostitute too said that 
‘ham hai toh samaj hai, agar itni fikr hai toh apne mardon ko bandh ke rakho na ghar pe’, (Society belongs to us, if you 
care this much then you must keep your men at home). These movies are just a glimpse of an image about prostitutes, 
there is much more filth and dirt we see in the name of morality. But here the reality of the Bedia community tells a 
whole different story altogether. In Bedia community, the women who indulge in their traditional profession which is 
prostitution are not supposed to get married. Those women remain unmarried their entire life, and be the backbone of 
their family and community. ‘Manju and her sisters Nisha, 25, and Reshma, 24, as well as their 20-year-old bua (aunt) 
Chandani support a family of 40 including five brothers, their wives, their children and a brood of offspring from the 
trade’ (Jolly, 2013). 

But the men of the Bedia community, first they do not work and secondly and most importantly when Bedia 
men get married they pay the ‘bride price’. However, the bride price for them is paid by their sisters only. The money 
their sisters paid; they earn it by selling their bodies only. Not only this all the requirements and needs are taken care of 
by them only. The Bedia community is fully dependent on the Bedia women are indulged in the prostitution only. 

 
5. CONCLUSION: 

The image we see of the prostitutes in the Hindi cinema is very contrasting with the Bedia community of 
Rajasthan and Madhya Pradesh. Their meaning towards life and their social relation is very much different. ‘Their 
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community has separate norms and values for social institutions like family, marriage, and kinship when compared to 
other north India. Their family consists of the Bedia male, his wife (belonging to a non-bedia clan from outside the  

community) and children. The biological fathers do not recognise their children because they are illegitimate of 
women engaged in prostitution. The women of the Bedia community have been compelled to enter the prostitution for 
generation after generation’ (Rana, 2020, 100). As evident from the above arguments that the representation of the 
prostitutes in the Hindi cinema is mere fallacy. Because their representation is being narrated by the upper caste and 
class people, that is why the images we have about them are full of misconceptions. 
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1. Introduction: 
News presentation is an important part of Media. This is remarkable point that the presentation of news plays a 

role in shaping the opinion among the minds of the people. This is the reason why every media house has its own style 
or way of presentation. In the democracy, every person, organization or media house is free to express views in logical 
way without harming the emotions or feelings of others. No doubt, most Media houses present everything with logic 
and few are exception also. Here presentation means- which newspapers give priority to which news? Are those news 
include proper information? Are those news not biased? Are those news have no factual or grammatical mistakes? This 
is a step to find out the motive of the newspaper with the help of these things. This is a fact that opinion is very important 
in a democracy. If the opinion is based on the truth and that is not biased, will result good impact in the minds of the 
people and strengthen the society. This research paper explains these basic points of impact. 

1.1. Formulation of the problem 
No doubt, the style of news presentation in the newspapers is changing day by day. As we know that the change 

is the demand of the time but when we talk about the change, here is a question– Is this change in right direction? Here 
the right direction means-- is Journalism in the newspapers going on the right track? This is the problem formulation 
regarding this research paper.  

1.2. Importance of the Study 
This research paper may be useful for the media persons, media students, researchers and other people of the 

society because Media is considered as the fourth pillar of the democracy. Therefore the research paper which focuses 
on the news presentation of the newspapers, will be eye opener for Media. As we know that people are raising question 
marks on the theme presentation of media. So the topic of this research paper is relevant. 

1.3. Objectives 
 To know the fact that if news have proper information or they are lacking some important points. 
 To find out the way of news presentation according to news value. 
 To find out factual and grammatical mistakes in the newspapers.  

1.4. Hypothesis 
 News published in newspapers are lacking proper information. 
 News are not balanced because of political and other pressure. 
 Mistakes are very common things in the newspapers. 

Abstract : Content is very important in Media. News is base content for Newspapers because without news, it is 
not possible to circulate them (Newspapers). Therefore it is important to know how News is presented in the 
Newspapers. This research paper focuses on the way how News are presented in the Newspapers which is 
important part of print media. Sometimes, it happens that the published news is not complete and it lacks proper 
information. Some News are planted, some are not balanced. It is a fact that if the news is biased, it will have 
negative impact on the readers. It also affects the credibility of the Media Houses. So this is a problem regarding 
the readers and the credibility of the Media houses. This research paper is an attempt to find out the way how 
News are being presented in the Hindi Newspapers. To find out the conclusion, both primary and secondary data 
have been utilized. This research paper may be useful and relevant also because it is an attempt to know the role 
of media with some basic points. This paper is based on the three Hindi Newspapers with the duration of three 
months. 
             
Key words: Content, Newspapers, Credibility, Fourth Pillar, News. 
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2. Review of Literature: 
Review of literature helps to know about the earlier research. Without knowing the earlier work, this may be 

very difficult to make a roadmap of research work on any topic. Following is the details of review of literature related 
to this topic: 

2.1.’Infographics in News presentation: A Study of its Effective Use in Times of India and Indian Express, the 
Two Leading Newspapers in India’ (Rajeev Ghode, 2012).  In his research paper, Rajeev Khode has focused on the 
effective use of infographics in news presentation.  Infographics is playing important role in news presentation. No 
doubt, this is a new trend in the presentation of news in the newspapers. 

2.2. ‘The Changing Role of the News Media in Contemporary India,’ (N. Ram, 2011). This book gives a detailed 
description about the news media industry and changes in that. The news presentation is being changed in the industry 
as it is the demand of the time. The author who is a well known journalist has highlighted the changing trends of 
newspapers industry. 

2.3. ‘Present Trends of Newspapers in India (A qualitative study)’, (Dr. Arvind Kumar Singh, 2014). The author 
has highlighted that photographs are playing important role in news presentation. These photographs give visual impact 
which attracts the audience. This research paper also tries to find out the types of news which are getting importance on 
the pages of the newspapers.  

2.4. ‘Science Coverage in Regional Newspaper: A Case Study of Two Newspapers from North East India’, 
(Pramila Majumdar and B C Saikia, 2010), Pramila Majumdar and B C Saikia’s research paper is based on a case study 
of two Newspapers from North East India. The authors have pointed out that different newspapers give priority to 
different areas of coverage. The research paper reveals that Hindi newspaper covered health related issues 35% where 
as a English newspaper focused on only 15% on health news. 

2.5. ‘The future of newspapers in India’, (SomNath Sapru, 2019), SomNath Sapru has given a detailed analysis 
in his article about the future of newspapers. The newspapers are changing in format and content presentation. The 
question is why these changes are happening. These changes are happening because of technology as well as other 
reasons also like readers’ choice. 

2.6. ‘How can newspapers be improved?’ (The Electronic Broadsheet Team, 1995). This article suggests the 
way of improvements of newspapers. The attractive presentation of headlines motivates the audience to read the 
newspapers. If news are displayed in proper manner, that will attract the attention of readers. Therefore it can be said 
that news presentation plays important role in media.  

2.7. ‘Presentation factors affecting reading behavior in readers of newspaper media: An eye tracking 
perspective,’ (Sara Leckner, 2012). Author Sara Leckner explains in her paper about behavior of readers of the 
newspapers. The important point is that this factor has impact on the presentation of news in the newspapers. This is 
clear fact that newspapers are prepared for the readers and their likings are changeable according to time. These all 
things have been discussed in this research paper.  

2.8. ‘Newspaper Headings as a Means of Presenting Priority and Secondary Information,’ (Bekzhigit K. 
Serdalia , Gulmira Sh. Ashirbekovab , Zhazira Isaevaa and Pakizat M. Adievaa, 2016). Headlines play very important 
role in the newspapers. This research paper highlights the different aspects of headlines in news. It is fact that any reader 
reads headlines first then he/she reads news. Therefore it is important to know how headlines are presented and this 
research paper analyses the same.  

2.9. ‘The Effects of Interactive News Presentation on Perceived User Satisfaction of Online Community 
Newspapers,’ (Deborah S. Chung and Seungahn Nah, 2009). This study tries to find out the associations among different 
types of interactive news presentation styles and levels of satisfaction. The authors have highlighted the liking and 
disliking of the readers which have effect on the presentation of news in the newspapers. 
 

3. Methodology: 
The selection of right methodology gives right result in a research. Therefore this is clear fact that methodology 

is important part of a research. In this paper, both quantitative and qualitative methods have been adopted. Six hundred 
(600) news (published in different newspapers) have been collected for numerical data under quantitative method. The 
observation and secondary data are part of qualitative methods in this research paper. In this way both Primary and 
secondary data have been used in the study. The conclusion has been drawn on the basis of the news analysis, 
observation and analysis of published material in different journals, books, newspapers, magazines etc.   

The study is based on three Hindi newspapers- Dainik Hindustan, Navabharat Times and Navodaya Times 
published from Delhi and NCR. The duration of the study is three months from 1 October to 31 December 2020. 
 
4. Analysis & Discussion: 

Newspapers are need of the people. Early in the morning, people begin their day with reading of newspapers. 
Therefore the importance of the newspapers can’t be ignored. The newspapers are very close to daily life, so they have 

https://onlinelibrary.wiley.com/action/doSearch?ContribAuthorStored=Chung%2C+Deborah+S
https://onlinelibrary.wiley.com/action/doSearch?ContribAuthorStored=Nah%2C+Seungahn
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impact on the life also. The presentation of news has influenced the people in many ways. No doubt, the presentation of 
news is a focus point of the newspapers. 

Three things are very important for a media house. These are news value, market value and the policy of the 
media house. It is a fact that news is not always decided according to news value. 

In the age of journalism as mission, the news value was on the top priority but in the age of business, the policy 
of media house is deciding everything.  

No doubt, the news value is important but the market value is playing the same role as TRP in television media.  
News presentation counts in any newspaper. News in print form has more impact on the readers. Therefore 

newspapers have their own importance. No doubt, there is change in style in order to attract the readers.  
News value and market value both are decided according to the policy of a media house. The storytelling 

technique is also important.  
This proves that different newspapers use the news value and storytelling technique as format.There is a change 

in media nowadays and this seems that the media is working as an agent of opinion shaping. Even common people know 
very well that these media houses are reciting Chalisa of political parties. This tendency has impact on the news 
presentation in the newspapers. Business concern is also playing important role in the news presentation. 

Suppose a corporate company is providing advertisement to a media house on a regular basis and when any 
news against that company comes, the news is either suppressed or published in single column on the inside pages. 
However that news should be published in 2 or 3 columns in on the front page. These things indicate that the pattern of 
news presentation is changing. 

Social Media has also impact on the news presentation in the newspapers. As journalists are very close to Social 
Media therefore there is a set pattern in their mind as per this new Media. It is also seen that readers are going away 
from newspapers and feeling very close to social media.     

“Social media sites have surpassed print newspapers as a news source for Americans: One-in-five U.S. adults 
say they often get news via social media, slightly higher than the share who often do so from print newspapers (16%) 
for the first time since Pew Research Center began asking these questions. In 2017, the portion who got news via social 
media was about equal to the portion who got news from print newspapers.”1 

This is a challenging task for the editorial team of newspapers to attract the audience. 
“A recent study among journalists in the Netherlands by Ruigrok, Gage stein, and Van Atteveldt shows that 

journalists are indeed actively engaged in catering to the logic of social media. Based on 34 surveys and 10 interviews 
with editors responsible for Facebook communication, they found that all the editors generally agreed that one of the 
most important predictors for success is whether a story evokes emotion.”2  

How news are presented in the newspapers, this is a basic question. As per the analytical study of the 
newspapers, here some points have been discussed. 
 

Display of News as per news value 
News are displayed according to news value in the newspapers but sometimes it happens that news value is 

ignored. This point can be understood with the help of an example.  
News of ‘no water supply’ is very important for the people but this is irony that such news are not treated as per 

news value in the Hindi newspapers. Such news are displayed as filler on inside pages. More local people are concerned 
to such news therefore priority should be given. There is no problem if the news is given on the local pages but ‘no 
water supply’ news should be given in a box so that more people could have look on this. Table 1 shows the number of 
news which have been not treated according to news value during a specific time.    

Table: 1: Treatment of news according to news value 
nSr. 
Nno. 

Name of the 
newspapers 

No. of 
news 
included in 

the study 

No. of news not 
treated as per 
news value 

Percentage 
of news not 
treated as 

per news 
value 

Over all 
percentage: 
news not 

treated as per 
news value 

11. Hindustan 200 23 11.50  
 
11.33 

22. Navbharat 
Times 

200 21 10.50 

33. Navodaya 
Times 

200 24 12.00 

During the study, it was found that in Hindustan newspaper 23, in Navbharat Times 21 and in Navodaya Times 
24 news out of 200 news in each was not treated as per news value. When it is calculated in the percentage, Hindustan 
has 11.50%, Navbharat Times has 10.50% and Navodaya Times has 12.00% news which are not displayed as per news 
value. The total percentage of these news is 11.33%. This means that 11.83% news are not treated as per news value.  
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 Biased news or one sided information 
Media is considered as the fourth pillar of the democracy so this is the duty of the newspapers to give news with 

all the sides or aspects. What is the meaning of one sided information?  Try to understand with an example- suppose a 
reporter gathers a story on the basis of a statement of a politician that many farmers’ unions are willing to finish agitation. 
Before publishing the news, this is the duty of the reporter that he/she should take the statement of the farmers’ unions 
also.  Table 2 describes the numbers of biased news published in the Hindi newspapers.  

Table: 2-News with one sided information 

SSr. 
no. 

Name of 
thenewspapers 

No. of news 
included in 

the study 

No. of news with 
one sided 

information 

Percentage of 
news with one 

sided 
information 

Over all 
percentage: news 

with one sided 
information 

11. Hindustan 200 26 13.00  
 
13.17 

22. Navbharat Times 200 28 14.00 
33. Navodaya Times 200 29 14.50 

Hindustan has 26, Navbharat Times has 28 and Navodaya Times has 29 one sided news out of 200 news from  
each newspaper. As per percentage, Hindustan has 13%, Navbharat Times has 14% and Navodaya Times has 14.50% 
one sided news. The total number of one sided news are 13.17% published in there Hindi newspapers. 
 
Factual and grammatical mistakes 

Nowadays mistakes are common things in the newspapers. There are two types of mistakes- factual and 
grammatical mistakes. Factual mistakes are related to facts. For example- If it has been written that ‘The Tribune’ is 
published from Delhi, this is factual mistake. The fact is that this newspaper is published from Chandigarh. Grammatical 
mistakes are related to grammar. For example- mistakes based on verb, noun, gender etc. Table 3 has a description of 
grammatical and factual mistakes published in the Hindi newspapers. 

Table: 3-News with factual and grammatical mistakes 

SSr. 
nno. 

Name of the 
newspapers 

No. of news 
included in 

the study 

No. of news with 
factual and 

grammatical 
mistakes 

Percentage of news 

with factual and 

grammatical 

mistakes 

Over all percentage: 
news with factual 

and grammatical 
mistakes 

11. Hindustan 200 34 17.00  
 
18.66 

22. Navbharat Times 200 37 18.50 
33. Navodaya Times 200 41 20.50 

The table explains that 18.66% news published in the Hindi newspapers have mistakes. These mistakes are 
either related to factual or grammatical parts. Hindustan newspaper has 17% mistakes, Navbharat Times has 18.50% 
mistakes and Navodaya Times has 20.50% mistakes. This result is based on 600 news published in these three Hindi 
newspapers. 

 
5. Findings and conclusion: 

 11.33% news are not treated according to news value. 
 13.17% news are not in balanced form. It means that they one sided. The opinion of other side has not been  

 taken in these news. 
 18.66% news have factual and grammatical mistakes. 

6.Recommendations/Future Research: 
This type of research can be done for magazines, English newspapers, TV news and news websites also. 

 

References: 
1.  Allissa V. Richardson, (2019), ‘Presenting News on Social Media Digital,’ Digital Journalism Volume 7, 2019 - 

Issue  
2. Elisa Shearer, (December 10, 2018), Social media outpaces print newspapers in the U.S. as a news source, Facttank 

website (https://www.pewresearch.org/fact-tank/2018/12/10/social-media-outpaces-print-newspapers-in-the-u-s-as-
a-news-source/)  

3. Hindi Dictionary, PrabhatPrakashan, Delhi 
4. Hindi Dictionary, Rajpal and Sons, Delhi 
5. Hindustan (1 October to 31 December 2020) 
6. Navbharat Times (1 October to 31 December 2020) 
7. Navodaya Times (1 October to 31 December 2020) 

*** 

https://www.pewresearch.org/fact-tank/2018/12/10/social-media-outpaces-print-newspapers-in-the-u-s-as-a-news-source/
https://www.pewresearch.org/fact-tank/2018/12/10/social-media-outpaces-print-newspapers-in-the-u-s-as-a-news-source/


INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 147 

International Virtual Conference on  

“Media, Culture and Society” 
22 - 24 January, 2021   

Journalism and Mass Communication Program, Navrachana University, Vadodara,  Gujarat, India 

Faculty of Language Studies, Arab Open University, Saudi Arabia & Research Culture Society  
 

 

A CRITIQUE ON CONTENT MODERATION ON FACEBOOK-  

 A STUDY BASED ON ‘STOP THE STEEL’ CONSPIRACY CAMPAIGN 
Dr. Robi Augustine   

Associate Professor, Mass Communication, Navarachana University, Vadodara.   
     

 
 
 

 
 

 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1. Introduction : 
“The process of deciding what stays online and what gets taken down is an indispensable aspect of the social 

media industry. Without it online platforms would be inundated not just by spam but by personal bullying, neo-Nazi 
screeds, terrorist beheadings and child sexual abuse” (Barret, 2020). This observation from Paul Barrett, Deputy 
Director at NYU Stern Center for Business and Human Rights, is remarkable as the users and content uploaded in 
Facebook proliferate exponentially and content moderation is a big challenge for the company. US presidential election 
2020 witnessed an unprecedented  drama for weeks that lead to hullabaloo and even shattered the integrity of election 
and raised threat  to democracy when the supporters of Trump camp started ‘stop the steel’ conspiracy campaign. They 
stated that the Democrats were trying to ‘steal the election’ in certain states of US with mal practices, though the 
Democratic presidential candidate Joe Biden was leading at that time according to majority of the US media reports. 
The misinformed pro-Trump camp filed cases with unproven assertions of election fraud and even promoted violence 
by exhorting ‘time to clean the gun’ slogan (Julia Carrie Wong, 5.11.2020). Even before the final results of the election 
were out, Mr. President himself publicly declared that he has won the election. Supporters stated that even media is 
biased: “This has been stolen, right before our very eyes. The mainstream media like CNN, ABC, MSNBC, FOX News, 
is complacent in this. Our election system is broken, it needs to be fixed; we knew this was coming, and it is time for 
reform” (Laura Rosengerger, NTD News). This incident proves that people believe in the fake news disseminated via 
social media platforms like Facebook even if there is no authenticity in it. Thus the prerequisite of social media content 
moderation is very pertinent today.   

 

Abstract:  “The process of deciding what stays online and what gets taken down is an indispensable aspect of 
the social media industry. Without it online platforms would be inundated not just by spam but by 
personal  bullying, neo-Nazi screeds, terrorist beheadings and child sexual abuse”- Paul M. Barretts’ 
famous  content moderation study that starts with the following statements throws light in to the serious issues 
of  social media content and its related aspects (Barret. 2020). The recent 2020 US presidential election 
that witnessed an unparalleled spectacle is an example for this. When the ballot counting started on 
3ed  November, pro-Trump camp started ‘stop the steel’ campaign and promoted the conspiracy theory that  the 
Democrats were trying to ‘steal the election’ with fraud practices, even though the Democratic  presidential 
candidate Joe Biden had a clear majority. The misinformed pro-Trump team was not ready to accept the 
peoples’ mandate and they filed cases with unproven assertions. ‘Stop the Steal’ Facebook  group gained more 
than 350,000 members in less than a day starting from November 4th and they even  promoted violence through 
the social media by exhorting slogans like ‘time to clean the gun’. Since there were no evidences to prove the 
allegations of pro-Trump camp, court verdict was against them and eventually Mr. Trump accepted the failure 
and started the transition process. In the context of this conspiracy theory and misinformation campaign this 
study critically analyse the magnitudes of social media content moderation with specific reference to Facebook. 
It is high time to control the content of social media such as hate speech, violence, terrorism, hallucinogenic 
information etc. Findings show that,  a section of people, though not a majority, would believe in the information 
disseminated to them via  social media through selective exposure, even if there is no proof and truth in it; 
content moderation of  Facebook is not effective etc. Content analysis of the document is used for generating 
the result and solving the problem. 
 
  Key Words: Content moderation, Conspiracy theory, Disinformation, Misinformation, ‘Stop the steal’.  
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1.1. Stop the steal campaign   
It was the brain child of Roger Stone, a republican in 2016, who started the website under the same name to 

fundraise rather than campaigning (Rob Kuznia, 2020). It caught fire again in 2020 US presidential election when the 
republican presidential candidate Mr. Donald Trump was defeated by the Democratic candidate Joe Biden in few states. 
‘Stop the Steal’ Facebook group gained more than 350,000 members in less than a day starting from 2020 November 
4th. This group was removed from Facebook as there were ‘worrying calls for violence from some members of the 
group’ (Wong, The Guardian, Nov 5).  

1.2.The #StopTheSteal hashtag  
The ‘#StopTheSteal’ hashtag has also become popular on Twitter. Promoting the ‘#StopTheSteal’ on Twitter 

president’s son, Eric Trump tweeted, “The amount of FRAUD being reported in Pennsylvania, Michigan, Nevada, 
Georgia and Wisconsin is unreal. Please report personal experiences. Please have all facts and evidence. #StopTheSteal” 
(Turton & Zuidijk, 2020, Nov 6). Like Facebook Twitter also started monitoring the hashtag #StopTheSteal and related 
Tweets early on November 5 (Los Angeles Times, 2020, Nov 6).   

1.3. Background of the study   
‘Stop the steal’ conspiracy campaign is not a rare incident prompted by social media. There are  numerous cases 

in the US politics as well as other parts of the world. The Rohingya Muslims were  targeted miserably through Facebook 
and were forcefully exiled from Myanmar. Social media imperialism of the Silicon Valley giants such as Google, Apple 
Facebook, Amazon and Microsoft (GAFAM) is a major concern today. Silicon Valley giants varied on this point during 
the US congress hearings (Romm, 2020, July 30). In this context, content moderation of social media is a debated 
topic.  

1.4. Significance of the study   
1.4.1. From the problem of scale: Every day billions of posts are uploaded on social media and  more than 3 

million blunders and cases are reported daily which is around 10% of the posts. This degree of volume didn’t happen 
accidentally but it is because of the social media business model.  

1.4.2. Increase in misinformation: This is becoming an increasingly big problem on tech platforms not only 
during the outrageous protests but on the more during novel coronavirus pandemic.  

1.4.3. Escalation of offensive content: In 2008 when there were only 100 million Facebook users there were 
less offensive content and content moderators were supposed to remove only words like naked people and Hitler. That 
of time there were only 12 content moderators and one page moderation policy was enough! (Barrett.p.7). But disturbing 
content grew as number of users increased.   

1.4.4. More uses but less content moderators: Facebook enormously grew and in 2013, when it reached one 
billion, there were 1000 moderators but most of them were outsourced. That is, one moderator for every million users. 
Today with 15,000 moderators the ratio is 1.6 lakh.  

1.5. Research problem   
In the ‘post truth media’ and fake news era, this kind of campaign and such conspiracy theories  instigated with 

hidden agenda, jeopardizes the credibility and reliability of the entire media. Naturally ascends the problem, what is the 
truth in this case? Were the US media reports’ are biased by favoring Joe Biden? Is there no provision and measures to 
control the social media content? This paper attempts to find an answer to these problems on the basis of ‘stop the steal 
‘conspiracy theory.   

1.6. Objectives   

1.6.1. To analyse stop the steal campaign and its negative impacts upon the democratic society.   

1.6.2. To critically examine different issues of existing content moderation practices on Facebook. 

1.6.3. To study the crucial need of robust content moderation policies in today’s social media platforms. 
 

2. Review of literature :  

2.1. Kuznia Rob et al. (2020,Nov.14) in an article in CNN titled Stop the Steal's massive  disinformation 
campaign connected to Roger Stone, provides the origin and history of stop the  steal movement started from 2016 in 
US. It started at first by Stone as a website, fundraising campaign, as well a group of volunteers to monitor the polling 
places. The purpose of this group was to ‘insure the integrity of the vote’. Later similar movements like ‘StoptheSteal.us’ 
also started by others. In 2020 Nov 4, stop the steal Facebook group was launched by an organization which have link 
with Roger Stone.   

2.2. Julia C. Wong (2020 Nov 5) in an article published by The Guardian titled, Facebook  removes pro-Trump 
Stop the Steal group over 'calls for violence' talk over the removal of the viral group  ‘stop the steal’ and discuss on the 
aspects of the transparency of Facebooks content moderation.  According to the author there were more than 7.30 lakh 
interactions in this group within hours and most of them were misinformation. But the author criticizes the Facebook’s 
hasty action in this particular case which stands in contrast to its handling of previous cases that initiated violence and 
terrorism.  

 2.3. Fernández A. Matamoros and Kaye D.B. Valdovinos (2020, Sept 8) in TikTok suicide video:  it’s time 
platforms collaborated to limit disturbing content converse about the disturbing video on Tiktok.  It was first appeared 
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on Facebook and re-uploaded in other social media platforms. This cross platform problem of ‘spreadability’, that is 
migration across other platforms within no time is a crucial problem now. Thus according to the authors, content 
moderation as well as post moderation is major issue.   

2.4. Beckett Jennifer et al. (2019, Octo.16) in Revenge of the moderators Facebook’s online workers are sick of 
being treated like bots speaks about the terrible condition of Facebooks’ content moderators. Content moderators who 
usually sit at the bottom are treated as modern day sin-eaters who always absorb offensive materials so that others will 
not see that. Most social media platform moderators are outsourced by firms such as cognizant and are treated inhumanly 
with cheap labour and unprotected working atmosphere.   

2.5. Becket Jennifer (2018, September 27) in We need to talk about the mental health of content moderator’s 
details how content moderation affect your mental health. While gate keeping the content  they come across “posts 
including, but not limited to, depictions of violent death- including suicide and  murder-self-harm, assault, violence 
against animals, hate speech and sexualized violence” (Becket). In addition to these, it is said that moderators are under 
pressure from the company to get through hundreds of post per hour and they are also regularly audited which adds to 
stress and trauma! The author suggests that adequate workplace support and safe working condition are essential for the 
content moderators.   

2.6. An article by Sohini Bagchi (2020 Jun10) titled Facebook’s Content Moderation Strategy is  ‘Grossly 
Inadequate’, Finds Study highlights the inadequacy of the social media platforms’ content  moderation and the measures 
to improve the same. The author here discusses on the New York University report, ‘who Moderates the Social Media 
Giants?-A Call to End Outsourcing’. Accordingly, ‘outsourcing must be removed so that moderation can be effectively 
done by in house employees’.  Quoting Paul M. Barrett from the report the author says that every day, three million 
Facebook posts are flagged for review  by 15,000 moderators and Facebook makes about 300,000 content moderation 
mistakes per day!. Though this is only 10 %, it’s huge. Facebook having about 15,000 content moderators work for 
third-party vendors and 10,000 moderators for YouTube and Google and 1,500 for Twitter are also following the same 
pattern in addition to AI monitoring. While Facebook has also partnered with 60 journalist organizations to implement 
fact-checking, the number of items sent to these groups far exceeds their capacity to verify most claims (Bagchi, 2020).  

2.7. Copia Institute (2020, Oct.9) in Content Moderation Case Study: Facebook's Internal ‘Hate Speech’ 
Guidelines discuss about the internal guidelines of Facebook. Accordingly any hateful content targeting on the following 
will be considered as protected: ‘Sex, Race, Religious affiliation, Ethnicity, National origin, Sexual orientation, Gender 
identity, and serious disability/disease’.   
 
3. Methodology:   

Critically analyzing the case of ‘stop the steal campaign’ comprehensively, this paper explores content 
moderation articles and research papers. Documentaries related with the topic are also analyzed for solving the problem.   
 

4. Analysis:   
4.1. Stop the steal Facebook group and false claims   

Several Facebook groups were started from 2020 November 6. The group uploaded one minute video of the 
footage of crowd outside polling station at Detriot and shouting the slogan ‘stop the count’.  Below the video comments 
appeared like ‘Biden is stealing the vote’, ‘and this is unfair”. This viral video made this group one of the fastest growing 
groups in Facebooks history- within 24 hours 3.3 lakh users!  Every few minutes videos, photographs and testimonials 
of voter fraud were posted. From Facebook it voyaged to other social media platforms. The pro-Trump highlighted these 
posts as the evidences for illegitimacy in voting. Though Facebook executives shut down this group later, the damage 
caused was unrepairable with false claims and utter chaos (New York Times. Nov 6, 2020). This is an example of how 
social media can be a powerful tool for spreading misinformation across different platforms. Many of the posts, photos 
and videos uploaded in this particular group proved to be false with editing and manipulating (New York Times. Nov 
6, 2020).   

      4.1.1. False claim of this group: Let us discuss their claims one by one:  
One of the main claim they raised up was that there was ‘Widespread voter fraud undermined the election and 

swung the vote against President Trump’. But the fact is that ‘neither election officials nor journalists have found any 
evidence to support that claim’ (Bekkel, 2020). Many accuse that the alleged fraud occurred in mail in votes-but the 
election experts have repeatedly asserted that mail in votes are  safe and in a 20 year period fraud involving mailed 
ballots are 0.00006 % of votes. Furthermore, the reporters from New York Times called the officials of both Democrats 
and Republicans in every state and confirmed that there was no irregularity (Sheena Fenkal; ibid.).  
            4.1.2. Another allegation is that tens of thousands of dead people voted. For this too there is no proof.  Votes 
were cast in the name of the dead were misinformation from the Trump camp and it was widespread. Usually the name 
of the dead people would be removed from the list prior to the election (Sheena Fenkal. ibid).  

4.1.3. Thirdly, voters cast unauthorized votes under maiden names. Elections officials’ say that they didn’t not 
get any complaint from any one that their votes are stolen. This rumor spread when one woman posted that her mother’s 
maiden name was stolen by someone which has no proof.  

4.1.4. Fourth was related with software anomalies. They say that there was a Software glitch by Dominion 
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Voting Systems, the company that make the election software. But the election official says that the software issue will 
not affect the final counting of the vote. Here also the problems associated with the software is attributed to human 
error, were they incorrectly entered the old files. Linked with this they claimed that the software company is owned by 
Democrats. This also stands to be wrong since the company originally is from Canada and now it’s owned by a New 
York based private equity firm. 

4.1.5. Officials declaration   
Trumps campaign claimed irregularities mainly in places such as Georgia, Pennsylnania, Novda  etc. Now lets 

us analyse the election official’s response to these allegations. “We have a pretty clean and efficient process; it is a 
transparent process, and in Georgia, we like to keep it transparent”, revealed an election official (Masood Farivar, Nov 
6, 2020).   

4.1.6. Criticism from his own republican party   
Now let us see the response from his party members. Many of the republication senators could not find any 

irregularities. “The president's speech last night was very disturbing to me because he made  very, very serious 
allegations without any evidence to support it”, commented Republican Senator Pat  Toomey of Pennsylvania on “CBS 
This Morning” (Masood Farivar, Nov 6, 2020).  

4.1.7. Court judgements   
Though the strategy worked well in social media the court clearly stated that they have failed to allege that even 

a single mail- in ballots was fraudulently counted. 52 cases were filed by the Republicans in different states and in none 
of the cases they prospered (Dale, 2020, Nov. 22).   

4.2. Fake content and moderation challenges   
This particular case of ‘stop the steal’ is only a tip of the iceberg and injured only the US democracy for few 

weeks. But some content errors have deadly effects. The nastiest example in recent history is ‘members of Myanmar’s 
militarys’ Facebook misuse to incite genocide against the Muslim Rohingya minority in 2016 and 2017. Facebook later 
admitted it failed to enforce its own policies banning hate speech and the incitement of violence’ (Charlotte Jeearchive, 
2020). Content moderation faced a great disaster during the health crisis caused by the coronavirus pandemic. All most 
all social media giants faced the logistical problem of shortage of human resource by shutting down office and initiating 
work from home. Naturally the content moderation work was temporarily handed over to artificial intelligence (AI). 
But there is a great limit for AI since it can detect only few things like nudity spam etc. Hate speech, harassment, 
communal disgust still requires human discernment of context nuance connotation etc which can’t be replaced by AI 
(Barreett. 2020, p.3). Algorithms can’t detect the context that will lead to mistakes. Diagram-1 makes this very clear. A 
landmark example from 2016 is the removal of the naked nine year old girl of Vietnam War. Informally known as 
‘Napalm girl’, was taken in 1972, and seized Pulitzer Prize is an iconic representation of the tragic face of Vietnam 
War. But for Facebooks AI, it is an offensive content since it is nude and violates its policy.   

 

 
(Diagram1: Showing how Facebook handles harmful content; Barrett. p.3) 

 
4.2.1. Social media business model- a hazard for content moderation   
In 2008, with 100 million Facebook users there were only 12 content moderators. There were less offensive 

content and moderators were supposed to remove only few words such as ‘naked people’ and ‘Hitler’. Remarkably, the 
moderation policy and guideline was only one page! (Barrett.p.7). But because  of the social media business model that 
emphasize to add more users, and revenue generating  advertisement there will be naturally more inflow of content or 
rather disturbing content unless  monitored. Facebook extremely grew and in 2013, when it reached one billion, there 
were 1000 moderators. That is, one moderator for every million users; but most of them was outsourced. In 2020 when 
it reached 3 billion which is almost half of the world population, there are only 15,000 content moderators and the ratio 
is one moderator for 1.6 lakh users.   

The following figures (2&3) taken from the report of New York University STEM center illuminates the gravity 
of the issue (Barrett. 2020, p.13). Fake accounts and spam accounts are billions in numbers and that too in the first 
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quarter of 2020. Other than this violence, nudity, terrorist activity hate speech is also increasing. 

 
 
 
 
 
 
  
 
 

                               (Diagram 2)                                                                               (Diagram 3) 
The content AI has removed from Facebook in the first quarter of 2020 is further shocking. This shows that 

content related with suicide and self-injury; violence and nudity etc are increasing exponentially. Its prevalence chart 
of harmful content (figure 5) is another example of dangerous situation. It is to be noted that here the microscope is 
placed under one social media only. YouTube, Twitter and other platforms content are not considered here. 58 lakh 
comments were removed from  YouTube in the last quarter of 2019 since it was misleading, harmful and hate (Barrett, 
2020, p.11)  whereas 20 lakh channels were removed in the same period because of nudity, promotion of violence and  
harassment or bullying (Barrett. 2020, p.11).   

   
 

                       (Diagram 4) 
Critical is the situation though only few cases which are politically relevant come to lime light. In the wake of 

2016 US presidential election, when Russia used Facebook to spread disinformation and indirectly intervened in US 
politics it became a debate. But there are brutal cases such as the depiction of a live video of a man in Thailand killing 
his 11 year old daughter which remained on the platform for 2 hours and drew 3.5 lakh viewers (Barrett. 2020. p. 8).   

4.2.2. The government metaphor of Facebookistan and Googledom   
The monopolistic tendency of the social media which leads to the engulfing of the entire media and its supreme 

control is often termed as ‘Facebooksitan’ and ‘Googledom’. “Facebook is more like a government than a traditional 
company. We have this large community of people and more than other technology companies we are setting policy”, 
Mark Zuckerburg once said (Barrett. 2020, p.12). In this government metaphor the content moderators are the police 
officers who control the internet traffic and maintain discipline. However, in the current situation they are rent a- cops 
only controlled by third party vendors. Though Facebook has initiated the judicial branch or else the ‘supreme court of 
FB’ which consists of 40 experts, its business model of expansion may be a limit for all these moderations.   

4.2.3. The huge gaps and piling cases  
Currently Facebook platform supports around 100 languages. But FB moderators collectively understand only 

50 languages, which is a huge gap. Another tragic fact is that the content moderators go through the hard stages of post-
traumatic stress disorders (PTSD) after the constant exposure of toxic content and horrifying images. Thousands of 
content moderators have filed case against Facebook and in May 2020 FB distributed millions of dollars to 10,000 
content moderators as out of the-court settlement compensation (Barrett 2020, 14).   

4.2.4. Fact checking   
Fact checking is the cousin of content moderation. Facebook fact checking is done by journalistic organizations 

such as AFP and Reuters to small groups such as PolitiFact. But Politifact check only 2000- 3000 FB posts per day 
(Barrett, p.23). This too is very less especially during the time of election.   
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5. Conclusion:   
From the above examination of Facebooks content moderation, we can conclude that the existing moderation 

method and polices of the social media platforms are inappropriate. ‘Stop the steal’ campaign didn’t tamper the US 
society as it was detected and removed early. But there are other countless cases that go unnoticed and damage the 
society.  

 Eight recommendations suggested by Paul Barrett in their report are a good solution if implemented. Major 
among them are: Facebook needs to bring content moderators in-house,  instead of outsourcing it to firms in different 
countries and make them full employees; The  current number of 15000 employees must be doubled to increase the 
quality of content;  Facebook must treat moderation as a central part of its business; Fact checking must be a major  
concern; provide on sight top quality medical care to the content moderators; explore narrowly  tailored government 
regulation (Barrett. 2020,p.2). Government control and company monitoring must be more vigilant so as to avoid 
dangerous situation in future.   
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1. Introduction: 
 Gujarati films are being made from the very inception of the talkies in India. And the industry has always been 
active since pre-talkie era. It has produced some of the most conspicuous films and given some of the most important 
artists to Indian cinema. Still, the Gujarati cinema hasn’t achieved the recognition that the other regional cinema has 
achieved. It is still considered to be in infantile stage and haven’t venture into the experimentation in terms of themes 
and narratives. It has not yet achieved a respectable position in the artistic domain; neither is it competing powerfully 
with mainstream Hindi cinema. All major directors and actors, after gaining success in Gujarati cinema, preferred to 
move to Hindi cinema. Moreover, the audience of Gujarat, where Gujarati is a dominant language, has always preferred 
Hindi, English, and dubbed films over the local Gujarati films. The present paper tries to historically evaluate the gradual 
growth and stagnation and modern development of Gujarati cinema by looking at some of the important films and the 
trends these films are setting for the future artists. 

1.1 Terminology  
1.1.1 Gujarati cinema: Gujarati cinema is a regional cinema made in the state of Gujarat. It is also known as 

Dhollywood referring to Dhol – traditional drum which is used very frequently in Gujarati films. ‘Narsinh Mehta’ (1932) 
is considered to be the first film made in Gujarati language, which was a biographical film on the life of the great Gujarati 
poet Narsinh Mehta. 

1.1.2 Bhavai: Bhavai is a popular folk theatre, which is also known as Vesh and Swang. The folk-etymology of 
the word bhavai is associated with the Sanskrit word Bhava – emotions, while the words Vesh and Swang mean ‘get-
up’. There is one more interpretation which breaks the compound bhavai into bhav (Universe) and aai (Mother 
Goddess); it is also considered to be an art form dedicated to the mother of the universe, Amba Mata. Its origin is 
traditionally associated with an excommunicated Brahmin, Asaita Thakar from Unjha, a small town in the state of 
Gujarat. 

1.2.3 Cinema: Cinema as an art form of entertainment was rapidly developed after world war one. The primary 
focus of the theory then was to establish cinema as an art form and its social functions. (cf. Edgar 1999: 57-60). Gujarati 
cinema, though very old, does not bear any discussion surrounding establishing the form of cinema or its social function. 

Abstract: Gujarati cinema, films in Gujarati language, is as old as Indian film industry and Bollywood. In spite of 
such a long track record of Gujrati cinema and Gujrati artists, the industry has failed to make a significant impact 
on the cinema at large. Moreover, there is very limited spectatorship, though Gujarati language is spoken by 
approximately 56 million people across the world. The historical analysis will be employed to understand the 
development of Gujarati cinema which will be based on secondary sources. The comparative analysis of themes 
of Gujarati films across the decades is presented. And three Gujarati films from different decades are analyzed in 
detail. Though all three films were based on Gujarati literary work, but the paper doesn’t deal with adaptation 
theory here, rather it deals with the cinematic technique employed by the specific director. Present paper will try 
to investigate historical development of Gujarati film industry, particularly concentrating on the thematic aspects 
explored in Gujarati films. In the process, the paper also attempts to give detailed analysis of three thematically 
distinct Gujarati films released in different eras. The present wave of Urban Gujarati cinema is also looked at 
from critical perspective. 
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There is very limited literature available in Gujarati concentrating on basic aspects of film-making or adaptation of 
literary work in cinema. 

1.2.4 Spectatorship: The activity or condition of viewing a film is known as spectatorship. Normally used 
against the idea of audience, spectatorship is more to do with engagement with and comprehension of cinematic visuals. 
The spectator is invited by the image to become part of the narrative at some psychological or emotional level. (cf. Kuhn 
& Westwell, 2012: 399). 

1.2 Significance of the study 
 The present study tries to evaluate the problems that the Gujarati film industry and the Gujarati film-makers are 
facing. The audience has reluctantly accepted the Urban-wave of Gujarati cinema, but it is still restricted to middle class, 
urban audience. It still remains restricted to multiscreen audience where one of the screens offer the Gujarati film. The 
rural audience hasn’t yet become part of this discourse. At the same time, academic and serious writing and discussions 
are also lacking in the Gujarati main-stream literary and academic discourse on Gujarati films. Most of the writings are 
by journalists where box-office performance of the movie is evaluated, while some academicians are looking at these 
films from literary perspective. Academic concerns are primarily about adaptation and evaluating the film with special 
reference to the book from which it is adapted. Again, the seriousness of cinema as an art in itself and its sociocultural 
impacts are neglected. This study stives to bridge that gap. The Gujarati literature and folk-literature are very rich, but 
the Gujarati cinema is somehow untouched from the social, political, and cultural nuances of its literary tradition. Apart 
from adapting some very popular novels, stories, and myths, cinema has remained uncritical to the practices and 
narratives and only apolitical readings are offered, barring a very few exceptions. The present study will try to highlight 
that narrative gap and also put forward few films which have attempted to present the alternative aspects of the society. 

1.3 Objectives 
1.3.1 To understand the discourse of Gujarati cinema. 
1.3.2 To understand the historical development and major hurdles to it for Gujarati cinema. 
1.3.3 To map the relationship between the Gujarati cinema and literature. 
1.3.4 To understand the changing spectatorship of Gujarati cinema. 
1.3.5 To understand the basic themes employed in Gujarati cinema and their primary purpose. 

1.4 Hypothesis 
 1.4.1 The Gujarati film-makers are unable to gain spectatorship because of the lack of novelty and indigenous  

topics.  
 1.4.2 The Gujarati film-industry has remained more-or-less apolitical which is also a hindrance to its growth. 
 1.4.3 Gujarati films haven’t explored the Gujarati and world literature for content. 
 1.4.4 There is no existence of Gujarati parallel cinema or art cinema due to lack of realistic content. 
 1.4.5 The urban-wave of Gujarati cinema is restricted to apolitical middle-class entertainment. 
 

2. Review of literature: 
2.1 Gangar (2013) gives a comprehensive review of the themes of Gujarati cinema from its very beginning, which is 

restricted to ‘sant, sati, and shethani’, i.e., religious figures and rural characters. From the very first film, to until very 
recently, and even in present time, the majority of Gujarati films deal with the themes of religion, myth, or rural subjects 
and family vengeance. 

2.2 Gangar (2014) is a collection of essays on various cinematic works which are adapted from some literary work. 
First seven chapters of this book deal with the feature films adapted from Gujarati works of art. Out of these, first chapter 
on Saraswatichandra (Di. Govind Saraiya, 1968) and seventh chapter on Mirch Masala (Di. Ketan Mehta, 1989) are 
Hindi films made from Gujarati novel and short-story respectively by Gujarati directors who have also contributed to 
Gujarati cinema. The rest of the chapters, chapter second to sixth, are detailed textual analysis of the Gujarati films 
based on Gujarati literary works. The adaptation theory and the socio-cultural aspects of the two forms are highlighted 
in these scholarly articles.  

2.3 Banker (2020) is again a collection of essays in which first three essays deal with cinema, literature, and history 
in general, while ninth essay deals with a Gujarati film Dhaad (Di. Paresh Naik, 2018) which is also based on a Gujarati 
short-story. Again, the essay deals with adaptation process and comparison of short-story and the film. The rest of the 
essays deal with films of other languages. 

2.4 Kothari (2014) provides biographical details of the life of a Gujarati entrepreneur Chimanlal Desai who was the 
owner of Sagar Movi-Tone Co., the production house that made the first Gujarati film and many early – pre-independent, 
Gujarati films. Though the book is about a particular person and his production house, it provides good historical 
description of early movie-making process and many other active studios involved in Gujarati and Hindi film-making. 
The Gujarati people were some of the most dominant in the early production houses. 

2.5 Baradi (2014) presents a very important work which talks about the very basic aspects of film-making. It is an 
introductory book for Gujarati readers. Here, chapter six deals with film appreciation and chapter seven provides the 
brief history of cinema, where one section is devoted to Gujarat and Gujarati cinema. 
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3. Method: 
 The present work depends of secondary literature on Gujarati film industry and will try to collect their 
arguments. Apart from those scholarly academic works, the popular articles on Gujarati cinema will also be taken into 
consideration. The historical analysis of the Gujarati cinema and various thematic variation will be furnished, presenting 
detailed textual analysis of three important films of three different eras of Gujarati cinema. 
  
4. Analysis: 

4.1 Historical development 
 The first ever Gujarati film was released in 1932. During the silent era, there was no barrier of languages, and 
hence every film was equal. The first full-length Gujarati talkie was Narsinh Mehta which was directed by Nanubhai 
Vakil. Before that, two Gujarati short-films were made. Only twelve Gujarati movies were made during the time of 1932 
to 1947. The World War two adversely affected the movie making process. But, after the independence of India, there 
is a sudden growth in the Gujarati films (Gangar 2013). There were 26 new Gujarati films made only in the calendar 
year 1948. The majority of the films, here, were based on mythological or religious characters, and there were few 
family dramas. Thematic variation was lacking in the movies of that period. There was conspicuous statistical decline 
in the production of Gujarati movies during 1951 to 1970.  One of the major reasons behind this situation was the 
partition of Bombay state on linguistic grounds: Gujarat and Maharashtra. All the major studios which were involved in 
movie-making, even that of Gujarati owners, went to Mumbai and Pune, i.e., Maharashtra. Gujarat, which has majority 
of Gujarati population, did not have any studies at the time of taking birth as a state, which might have affected the 
movie-making process. During 1970s, state government started supporting the regional film industry; they started 
offering subsidies and tax-exemption. But it turned out to be harmful for the industry, as seeing material benefit, many 
people, devoid of talent, technical knowledge, and understanding of film as an art jumped into film-making and making 
quick commercial gains. Because of this reason, it increased the quantity but the quality of cinema declined, and hence 
state agencies deducted the economic support up to 70%. 
 Barring very few exceptions, most of these films during this time were centered upon the dacoits, saints, or 
Gods-Goddesses which basically targeted the rural and mostly, illiterate audience. Under such circumstances, 
cinematically and artistically sound director Ketan Mehta brings a movie like Bhav ni Bhavai (1980), which not only 
diverts from traditional Gujarati themes but also introduces stalwart Hindi actors. The film is also about a rural subject, 
but the themes of dacoit and revenge are missing. It deals with a very important issue of casteism with a staunch satire 
on aristocracy and politics. But, in the ‘80s the Gujarati cinema remained almost same. There were character centric 
movies like Saurashtrano Sinh – Chhelbhai (1980), Jivi Rabran (1980), Sorathni Padhmini (1980), Amar Devidas 
(1981), Mehulo Luhar (1981), Sheth Jaghdusa (1981), Sant Rohidas (1982), Nagmati Nagwalo (1984), Pursi (1989); 
all of these films’ titles have a name of the lead character in them, which itself is the evidence of their being character-
centric. Some characters were fictional here, while others were religious or mythological. Apart from these, the era 
witnessed the usual social dramas and love-stories like Lohini Sagai (1980), Jog-Sanjog (1980), Koino Ladakwayo 
(1980), Jagya Tyarthi Savar (1981), Bhav Bhavna Bheru (1981), Vansali Vagi Valamni (1981), Ma Vina Suno Sansar 
(1982), Parki Thapan (1982), Dholamaru (1982). These were the few prominent films. Dhola Maru and Parki Thapan 
were very successful at the box office. Pursi is one of the very few films made on Parsi community, not only in Gujarati 
cinema but also in Indian cinema at large, which was a comedy and begged the national award for best Gujarati film in 
the year 1989. 
 The government’s political stand on economic liberalism and globalization did not influence much to Gujarati 
film industry during 1990s. During this time Hu, Hunshi, Hinshilal (1992), Manvini Bhavai (1993), Chhutachheda 
(1996), Unchi medina uncha mol (1997), Desh re joya dada pardesh joya (1998), Dariya Chhoru (1999) were extremely 
successful at the box office. The films like Desh re Joya Dada Pardesh Joya, Chhutachheda, and Hu, Hunshi, Hunshilal 
are made targeting middle-class educated audience which were big success in cities and towns. But the decade of 2000 
comes with an important turn, and English words entered into the titles of Gujarati films. The mere entrance of English 
words in the titles of Gujarati films signifies the fact that now the Gujarati films have changed and they are made not 
only for rural audience but also for educated, modern, urban, middle class audience. The release of the films like Dhulaki 
Tari Maya Lagi (2003), Love is Blind (2005), Muratiyo No. 1 (2005), Vanechandno Varghodo (2007), Better Half (2008) 
was a noteworthy and welcome change for Gujarati film industry. The developing multiplex culture in major cities of 
Gujarat is responsible for the said change. Dhulaki Tari Maya Lagi film was on Rathawa community and it was super-
duper hit in the towns like Bodeli, Naswadi, Chhota Udepur which are considered tribal areas (cf. Khatri, 2013, pages 
84-95). This film affected the tribal youth the way, Ek Duje Ke Liye (1981) movie affected the lovers at that time. The 
decade of 2010 brings the Urban Wave of Gujarati cinema. More and more films come with urban characters and themes; 
colleges and corporates also appear in Gujarati cinema; urban lives enter on screen. Some noteworthy films were Kevi 
Rite Jaish? (2012), The Good Road (2013), Bey Yaar (2014), Gujjubhai the Great (2015), Chello Diwas (2015), Wrong 
Side Raju (2016), Karsandas Pay and Use (2017), Love ni Bhavai (2017), Dhaad (2018), Gujjubhai Most Wanted 
(2018), Reva (2018), Dhh (2018), Chal Jivi Laiye (2019), Hellaro (2019), Short-Circuit (2019), Raghu CNG (2019). 
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Many of these films were not just grand box office success but also appreciated by national and international critics as 
well. The Gujarati cinema started exploring the psychological thrillers, terrorism, feminism, casteism, and politics too. 
 

4.2 Representative texts 

 4.2.1 Kanku (1969) 
 1969 film Kanku was directed by Kantilal Rathod and it was based on a 1936 short story by Pannalal Patel who 
also contributed in developing the script and dialogues. The film won National Film Award for Best Feature Film in 
Gujarati at the 17th National Film Awards. With reference to this film, Ganger (2014) makes an apt observation and 
says that this film belons to the family and genre of the Bengali film Pather Panchali (Satyajit Ray, 1955). I would also 
add that if Gujarati film industry and film-makers had taken this film more seriously, today’s Gujarati films would have 
been very different. This film was based on a Gujarati literary work and the director was a trained professional in the 
film-making. Kantilal Rathod also shifted to Hindi film-making; he made a few Hindi films, short-films and 
documentaries. 
 Kanku is a story of a courageous woman with a modern mentality. The film begins with here entering into her 
in-law’s village after getting married. The village women gathered there talks about her fair skin and beauty, but her 
true strength and character is reflected when she gives one of her ornaments who were stopping the newly-weds door to 
enter as a part of ritual. This small act shows her independent decision making power and self-reliant nature. The 
audience is made aware that this woman doesn’t require a man for her existence, she takes her own decisions, and makes 
and maintains her relationships on her own. But it doesn’t mean that she will neglect her husband and her marital duties; 
she develops her own happy home; and supports her husband everywhere. But the husband dies in saving village from 
rain water and flood. She takes care of her son all alone and in spite of pressure from villagers and relative, she does not 
remarry. The boy grows young and at the time of shopping for his marriage, Kanku develops physical relations with the 
sheth of the village, Malakchand and she gets pregnant. Of course, it was a voluntary relation and there was no remorse 
from Kanku’s side, but her pregnancy exposes her and washes away her sacrifice for her son 
. 
 

 
 

Image(s) 1: (Di. Rathod, 1969) 
 
 The scene depicting death of Khuma – Kanku’s husband is a crucial one, and dealt with utmost cleverness. 
Khuma lays down his life to save the village, plus this is a turn point in the narrative of the film and life of Kanku. There 
was no computer graphics, plus there were issues of budget. So, it was a difficult task to authentically picturize the flood 
scenes and death of Khuma. Here, we can see the director’s graphic and animation art, instead of motion picture, the 
director uses stop motion. He presents a series of some still-photographs which is juxtaposed with the dialogues of the 
villagers. The dialogues of the villagers provide the commentary to the entire event. This one sequence exposes the 
artistic power and technique of the director; the flood in village changes the narrative, and the life of Kanku forever. 
Like the frozen frame of the screen, Kanku’s life also gets frozen. It was almost inconceivable for the audience of that 
era that the Hero of the movie is no more, and there was no other Hero in the narrative, i.e., Kanku is the new protagonist 
of the narrative as implied in the title of the movie itself. Kanku takes charge of her life and molds it for better. 
 The film depicting the feminine emotions and life also presents the issues like life of a single woman, single 
parenting, remarriage of a widow, economic freedom of woman, extra-marital relationships, personal needs at middle-
age, the name of the father for the child, etc. All these issues were considered taboo during that time not only for regional 
cinema but also mainstream Hindi cinema.  
  
       4.2.2 Bhavni Bhavai (1980) 
 Ketan Mehta directed and based on a drama by Dhiruben Patel, the movie Bhavni Bhavai was released in 1980, 
and it is the only movie made in Gujarati by Ketan Mehta. The movie brings the issue of casteism in a very artistic way. 
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This film is acknowledged at both national and international levels. The first six seconds of the film presents a frame 
that makes this film important; it says “Dedicated to Asait Thakore and Bertolt Brecht”. This one frame connects the 
movie with Gujarati and world history of the art of Drama.  

 
Image 2: (Di. Mehta, 1980) 

 Film uses the Bhavai Dramatic tradition, and it presents a new narrative technique to the world. Asait Thakore’s 
name is traditionally associated with Bhavai dramatic tradition, and Brechtian theatre advocates presenting the event in 
a newer and stranger manner. It is written, "stripping the event of its self-evident, familiar, obvious quality and creating 
a sense of astonishment and curiosity about them." (quoted in Brooker 1994, 191). Here, the story of casteism is 
presented in the manner of story within story: a dalit saint sings the story of dalit oppression which is presented in the 
movie. The story acutely represents the suffering of lower caste, at the same time, it draws a unique satire on aristocracy. 
But, in the last sequence when there is a public mutiny against the king, director also juxtaposes the Indians fighting 
against British. This juxtaposition motivates the interpreter to read the story not only in terms of upper and lower caste 
or aristocracy and public, but also in terms of oppressor and oppressed across the time and space. The film also presents 
two separate denouements: one happy ending, “they live happily ever-after” and the other, truthful conclusion where 
one event gives birth to an entire public-movement, a revolution. Both Asait Thakore and Bertolt Brecht challenged the 
exiting social and political practices through their dramas. The rules of Brechtian theater were also extended to cinematic 
works. Robert Stam (2000) discusses this extension at length. The first thing, well-used in this movie is not keeping the 
audience passive; there is direct communication with the audience by breaking the “fourth-wall”.  
 

               
Image(s) 3: (Di. Mehta 1980) 

                
Image(s) 4: Breaking the fourth-wall (Di.   Mehta, 1980) 
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Here, it’s not just about entertaining the audience but to make them part of the narrative and think about their 
own responsibilities. Thus, cinema doesn’t just remain a medium of entertainment, but also becomes a catalyst of a 
social upliftment. This film begins a new chapter in the Gujarati film industry. 
 4.2.3 Dhaad (2018) 
 Majority of the post 2000 movies target the urban audience, but that does not necessarily mean that it is about 
urban life. Rural areas and the themes far away from the cities were also explored. Films Dhaad and Hellaro both bring 
the story of Kutch, a desert area on the border of Gujarat. The movie Dhaad (2018) is based on a short-story by Jayant 
Khatri and is directed by Paresh Naik; it is about a young male from Kutch, Ghelo. But this life of Ghelo and a remote 
village of Kutch is shown through the eyes of an outsider, Pranjivan. The cinematography of Ravji Sondarva is 
exceptional, which explores all the different shades of Kutchi-life. Internationally acclaimed actors like K.K. Menon, 
Nandita Das, and Raghuvir Yadav played the main role in the movie.  
 Shah (2018) writes about the symbolism used in the movie, “[the movie] expands the symbolic value of original 
story. Because of this Ghelo clearly appears as the symbol of Kutchi culture. In other words, he is, like the land of Kutch, 
charming, cruel, and impotent. On the other hand, the character of Daji Seth is a symbol of modern economic system: 
exploitative, colourless, but fertile, who can extend his family as the corporates do. At the climax of the film, Ghelo has 
an attack of paralysis by seeing the pregnant belly of daughter of Daji Seth-which is a metaphoric representation of the 
defeat of Kutch against the corporate culture [Translation by researcher] 

On the other hand, Maheshwari (2020) says that the film is the final documentation of the real Kutch. Banker 
(2020) writes a long article concentrating on the adaptation of the story into the film, I’ll concentrate on film. Previous 
two films – Kanku and Bhavni bhavai – are about various sections of Gujarati society – various castes and economic 
background, rural background, illiterate people. In spite of all these differences, there was no change in the linguistic 
variety they were using. While the dialogues of the movie Dhaad shows clear change in linguistic variety, we could 
hear the Kutchi Gujarati here which givens more authenticity to the movie and the theme. Films like Dhulaki tari maya 
lagi and Hellaro were successful because of this authenticity only. The songs in typical Kutchi variety and folk-tradition 
played in the background were difficult to understand for non-Kutchi spectator, but it sutures the spectator with the 
physical realm of the movie. The main-stream Hindi cinema is also weak at creating this kind of authenticity (cf. Khatri 
2020). 
 The entire film is from the perspective of Pranjivan. At the beginning, we see the funeral of Ghela and Pranjivan 
recalls Ghela’s words, and the narrative starts in flashback. The narrative is about the Kutch, people of Kutch and their 
struggle, but we witness it through the medium of an outsider – Pranjivan. We see the entire village and the people from 
the eyes of that outsider. Everything that was normal for the local people, Pranjivan looks at those things from 
questioning gaze and doubts and expects others, including the audience, from that perspective only. This onscreen 
Pranjivan is the offscreen audience, who wants to see the Hero, Heroine and happy ending. Pranjivan comes to Ghela’s 
village expecting him to be a protagonist; the audience also enters into the narrative taking Ghelo as a Protagonist. But, 
as the narrative proceeds, we realize that Ghelo is not the ideal protagonist, rather he is a common man full of virtues 
and vices, and his entire struggle is just survival, and spectator becomes the witness of that struggle. The struggle is of 
bread and butter to getting the family offspring; the anger of Ghela and his nature are his identity, which will be 
remembered by the people and audience, and thus indirectly his identity will survive. Pranjivan wanders in the entire 
village; meets everybody there, meets previous wives of Ghela, joins Ghela in the robbery, in spite of having chance to 
elope, because the audience is also there to witness that robbery.  Pranjivan even tells Monghi, the last wife of Ghela, 
that he is unable to believe that Ghela is a robber. This statement is a reflection of spectator’s expectations from the 
protagonist in a narrative; in reality the protagonist is a victim of the system which he couldn’t defeat and we witness 
the tragic end of the symbol of the impotent land of Kutch. 
 

 
Image(s) 5: Kutch through the perspective of an outsider – Pranjivan (Di. Naik, 2018) 
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 There are lot of symbolic dialogues in the movie, but the sequence in which Ghela kidnaps Moghi is very 
significant. The Ghela beats the father and takes the cloth of his turban and ties his daughter, Moghi, and then steals his 
camel to take the daughter away. Thus, in a single sequence of event, a person loses his everything; his darling daughter, 
his precious camel, and his turban which is equivalent to his social status. The way camels were trained for robbery, in 
the very same manner he tries to train and control his wives and expects the similar behavior from his ‘so-called’ friend 
Pranjivan. Ghela cracks a dialogue too, “I don’t keep shouting woman and camel,” in which he puts both human and 
animal together.  
 

 
Image 6: The sequence of Moghi’s kidnap (Di. Naik, 2018) 

  
The film basically talks about the interior village, but the selection of the artists and the treatment of the film 

make it clear that it is not for the rural audience only. This and few other such films which are based on some literary 
works are deliberately created in a way that it can appeal to the larger audience. Such films are analyzed not only on the 
basis of treatment and entertainment but also on its loyalty to the original text. 

 
5. Conclusion: 

5.1 Objectives achieved 
From the inception of the Gujarati cinema, it is more specific in identifying audience and hence explored very 

specific types of themes, which include religious and mythological topics and few social issues. The primary hurdle of 
Gujarati cinema is the very narrow audience which is not very art-savvy. The primary role of cinema for this audience 
is entertainment. The vacuum of entertainment is filled by the mainstream Hindi cinema. The linguistic separation of 
Bombay state has also affected adversely in the growth of the Gujarati cinema as all the major studios went to 
Maharashtra. Even today, most of the Gujarati film-makers prefer to go to Bombay for sound recording, and editing 
which becomes really expensive for the film-makers. Gujarati literature has produced some of the very important literary 
works and nationally-internationally celebrated writers. Some important literary works were adopted for Hindi cinema 
as well, for example Saraswatichandra, Abhu Makrani, Kimble Ravenswood, etc. But, Gujarati film-makers haven’t 
explored the Gujarati literature enough, not to mention other Indian literature. The last two decades of the Gujarati 
cinema has started exploring newer themes and urban middle class as an audience which is a welcome change. The entry 
of multiplex culture and online platforms has also opened newer possibilities and freedom for experimentation. As 
mentioned above, the religious-mythological themes have primary function of socialization and culturation of the 
audience. The social drama addresses the social issues and tries to provide the solution or accept the socio-cultural 
changes. The biographical themes – both real and fictional – attempt to foreground the avatar or person-centric culture 
of Gujarat and India. It also gives importance and makes the audience aware about certain ethical and personal 
characteristics. 

5.2 Hypothesis proved 
 The Gujarati film-makers are unable to gain spectatorship because of the lack of novelty and indigenous topics. 
For almost 70 years, Gujarati film-makers took up the similar topics which did not really satisfy the quest for 
entertainment in the audience and they have gradually moved towards the Hindi cinema which provided almost same 
kind of content, plus they are better at quality and quantity. The Gujarati film-industry has remained more-or-less 
apolitical which is also a hindrance to its growth. The political satire and socio-political movements were completely 
missing from the Gujarati cinema and hence it did not prepare the audience for new and revolutionary content. For 
getting good content, Gujarati films haven’t explored the Gujarati and world literature. Gujarati drama and short-stories 
present wonderful socio-political commentaries but they are completely absent from films. There is no existence of 
Gujarati parallel cinema or art cinema due to lack of realistic content. The targeted rural lower-middle class audience 
looks forward to entertainment; hence there was no scope for realistic and experimental content. The artistically sound 
film-makers were also missing, so there was no parallel cinema. The latest trend of the urban-wave of Gujarati cinema 
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is restricted to apolitical middle-class entertainment. Because it is also restricted to cater to escapism rather than creating 
critical audience. 
 Most important part is the only literary and serious discussion on Gujarati cinema is restricted to the films based 
on literary works. The original scripts and stories are not discussed and appreciated in the serious academic discussion. 
Thus, there is a clear distinction between academic and popular discourses. The popular entertainment has been more 
powerful so far, unfortunately it doesn’t contribute anything new to world cinema. 
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1. Introduction: 
Newspapers are slowly being replaced by online apps, Bluetooth is replacing radio, schools and colleges are 

shifting to an online mode of teaching. Though it will take time, but there is no doubt in the fact that someday this 
‘digital world’ will surely take over. 

It is a known fact that data is the ‘new oil’, which means data is the ‘future’. Most of us store our valuable data 
in computers or other devices. It would be no harm to say that internet knows and controls the ‘virtual’ you. When we 
store such huge amount of data, we invite some serious issues like cybersecurity, privacy invasion, plagiarism, copyright 
etc. This is where ‘Social Media’ come into play. Social media has changed and is still changing the world. The rapid 
and vast adoption of these technologies is changing how we live, work, study, find partners, how we access information 
from the news, and how we organize to demand political change and even our view points. Given the rapid changes in 
the communication landscape brought about by engaging Internet and social media usage, it is essential to develop a 
better understanding of these rising technologies and their impact on us. 

1.1. Significance 
The youth is driven by social media and its trends. Everything we do, the internet knows. Everything we do 

online is being watched and being tracked. Everything single action we take is carefully monitored and recorded. 
Facebook, which is the largest social media platform in the world, has 2.4 billion users. Other social media platforms 
such as WhatsApp and YouTube also have more than one billion users each (Ortiz-Ospina, 2019). These numbers are 
huge and cannot be overlooked. Out of 7.7 billion people in the world, at least 3.5 billion of us are online. It also means 
that social media platforms are used by one-in-three people in the world, and more than two-thirds of all internet users. 
Hence, even to have a brief idea of the near future, it is important to analyse and actually understand the Social Media 
and its changing dynamics. 

1.2. Objectives 
A. General Objective 

1.2.1. To understand the basic concepts of Social Media, how it started and how it works. 
1.2.2. To study in depth various social media platforms, their trends, popularity, usage etc 

B. Specific Objective 
1.2.3. To analyse the popularity of various social media platforms among different age groups. 
1.2.4. To determine the increasing usage of social media and its effects on health. 
1.2.5. To offer valuable suggestions based of the results of our study. 

 
   

Abstract: Within a span of just one-decade, social media has revolutionized the life of many people, captivating 
a great amount of attention from industries as well as academia. In order to understand how researchers have 
adopted theories, used research constructs, and developed conceptual frameworks in their studies, a systematic 
and structured literature review based on six leading online academic databases was conducted. In addition, an 
online survey was conducted to analyze the usage, efficiency and growing trends on social media. In the end, a 
collective observation has been presented, comprising both pros and cons of rising social media usage. A 
collection of theories and constructs adopted in these articles is summarized for easy reference and 
comprehension of extant research results. In conclusion, it has been advised to limit the use of this technology 
and adapt the positive aspects of social media and avoid negative effects, so that we can avail the benefits of 
these latest and emerging technologies. 
 

  Key Words: Social Media, Usage and efficiency of social media, Pros and cons of rising social media. 
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1.3. Hypothesis :  This research paper emphasizes on the increasing and excessive usage of social media 
among different age groups and shows how the emergence of social media networks is radically changing the way we 
communicate, share and socialize. 

 
2. Review of Literature: 

2.1. “Social Media’s effects on academic performance”. Kaveri Subramanyam and Patricia Greenfield suggest 
that opting for online communication has both negative and positive effects since internet can also be misused 
(Subramaniyam, 2008; Greenfield, 2008). They also state that nowadays, schools are trying their best to control how 
students use digital media on school premises. Moreover, leaders of some schools believe that social media has a 
positive impact on developing a child’s education. On the other hand, some schools have banned the access of social 
networking sites, due to its excessive interactive feature (Ahn, 2010). Ahn also states the examples of digital platforms 
which the younger generation use- YouTube, to share or stream videos, Facebook, to present an online identity. 
Researchers view the profiles of these social media users as a part of the process needed for students to develop their 
individual identity. Victoria Rideout states that, among the younger generation, the amount of time they spend on 
social media or what she terms as ‘entertainment media’, is more than twice the average amount of time spent in school 
each year (Rideout, 2012).  She had interviewed teachers to know their opinions regarding the effects of entertainment 
media on student’s academic performance. Reports say, 71% of the teachers believe that it has negatively impacted a 
child’s attention span, while 58% of them believe it to have cause increase in slang language and word abbreviations. 
Other teachers believe it impacted both their communication as well as critical thinking skills. Her overall conclusion 
states that excessive use of social media has been more of a curse rather than a boon. 

2.2. “Predicting the Future with Social Media” (Asur, 2010). A study was conducted to analyse the importance 
of social media in future by Institute of electrical and Electronics Engineers(IEEE). In recent years, social media has 
become universal and important for social networking and content sharing. And yet, the content which is generated 
from these websites remains largely untapped. In the paper, it is demonstrated how social media content can be used 
to anticipate real-world outcomes. It is shown how market based predictors can be outperformed by a simple model 
built from the rate at which tweets are created about particular topics. Further demonstrations show how opinions 
extracted from Twitter can be utilized to improve the forecasting power of social media. 

2.3 “Social Media and its uses” (Kirchner, 2010). Paul Kirschner and Aryn Karpinski define Facebook, twitter 
and other networking sites as online directory that allows people to connect to their friends, family and colleagues by 
looking them up on social network sites. However, Curtis states that teens from all over the world are starting to lose 
interest in using Facebook and shifting towards using Snapchat, Twitter and Instagram (Curtis, 2013). 

2.4 “Social Media-update 2014” (Duggan, 2015). In a new survey conducted by the PEW Research Centre in 
September 2014, it was found that Facebook remains by far the most popular social media site. Although its growth 
has decelerated, the level of user engagement with the platform has increased. Other platforms like Twitter, Instagram, 
Pinterest and LinkedIn saw significant rise over the past year in the proportion of online adults who now use these 
sites. Pinterest is dominated by women. 42% of online women now use the platform, compared with 13% of online 
men. The findings which are reported here were collected in omnibus surveys underwritten by the University of 
Michigan. The questionnaire survey was designed in deliberation with Dr. Cliff Lampe and Dr. Nicole Ellison from 
the University of Michigan’s School of Information. The results are based on data collected from telephone interviews 
conducted by Princeton Survey Research Associates from September 11 to14, 2014 and September 18 to 21, 2014. 

2.5 “Social Media usage” (Perrin, 2015), a study on usage of social networking was conducted by Andrew Perrin 
in association with Aaron Smith (Associate Director) and Dana Page (Senior Communications Manager) of the Pew 
Research Centre. They conducted public opinion polling, content analysis, demographic research and other data- 
driven social science research. The study found that almost 65% of adults are now active on social networking sites 
which are nearly a tenfold jump in the past decade. The research was conducted in a very structured manner. Pew 
Research Centre systematically began tracking social media usage in the year 2005. They have documented in great 
detail how the rise of social media has affected things such as work, politics and political deliberation, communications 
patterns around the globe, as well as the way people consume and share information, data about health, civic life, 
communities, teenage life, parenting, dating and even our level of stress. 

2.6. Effect of Social Media on Academic Performance of Students (Bernard, 2018). Social media continuously keeps 
changing and as such it is difficult to assign a fixed definition to it as Jacka and Scott (2011), argued that ‘’there is no 
single recognized definition for social media’’. However, some scholars have defined it in different perspectives over 
the past years. Kaplan and Haenlein (2010), defined social media as a group of internet- based applications that build 
on the ideological and technological foundations of Web 2.0 and allow the creation and exchange of user- generated 
content. The Oxford dictionary (2011), also defined social media as “websites and applications used for social 
networking”. Another definition of social media is that it is a ‘’communication channel which is very popular, extremely 
fast and broad, has proven to be highly effective, as well as trusted by billions of people, to share and discover content 
concerning individuals, brands, information, entertainment and knowhow’’ (Dearborn, 2014). One 
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theme that all these definitions underpin is that social media involves some form of communication between 
individuals over the internet. 

 
3. Methodology 

An online survey will be conducted among different age groups within Vadodara city, using the method of 
random sampling. A questionnaire consisting of 10-15 questions (mostly multiple choice questions) will be circulated 
fulfilling the purpose of primary data collection. The questionnaire will focus on daily usage of social media among 
netizens, its advantages and consecutive health effects. The survey also tends to categorize the respondents on the basis 
of their age, gender, occupation and their presence on social media. Furthermore, secondary data collection will also be 
carried out by analysing the content available on platforms including YouTube, Netflix, Twitter etc. It shall further 
include articles, documentaries and blogs. A brief conclusion will be drawn using the data collected from both primary 
and secondary sources, providing a reasonable solution for the same. 

4. Data Analysis 
The respondents have been classified on the following basis- 

4.1.1 Gender 

 

Out of the total respondents, almost 58% were female and 41% were male. 
4.1.2 Age 

 

 

 

Majority of the aged between 20-25years (55.5%), followed by 13-19years age group and above 40 age 
group. 

It shows that majority of the people who use social media are below the age of 25years. 
4.1.3 Occupation 

 

 

75.6% of the total respondents who use social media are students. This justifies the above statement that people 
below 25years of age are more addicted to social networking sites. However, 10.4% of them are employees, followed 
by entrepreneurs and housewives. 



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 165 

4.1.4 Do you use social networking sites? 
 

 
100% respondents use social networking sites, indicating its popularity among people. 

4.1.5 If yes, which of these networking sites do you use? 

 

From the above graph, it is deciphered that WhatsApp, Instagram, Snapchat and Facebook are the top social 
platforms used by people and are most popular among the society. 

4.1.6 What is the time you spent on social media per day? 
 

On an average, most people spent 2-4hours on social media, which equates to nearly 12.5% of their day. 
Whereas, 39.3% of them use it for less than 2hours daily. 

4.1.7 Do these social networking sites provide enough opportunities for students to promote themselves 
and their activities? 

 

Majority of the respondents feel that social media provides enough opportunities for students to promote and showcase 
their activities. They believe social media has greater pros than cons. 
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4.1.8 Does social media influence your decision making in any way? 
 

 
59.3% people believe that social media influences that decision making in some way or the other. It my include 

influencer marketing, digital marketing of products, online reviews or paid promotions by celebrities 14% people are 
not affected by these trends. 

4.1.9 Does excessive screen time affect your health in any way? 

 
 

Also, 83% people have experienced eye strain and 43% experience head ache while excessively using social 
media. Effects on health are a major area of concern to look into. 

4.1.10 Which of the following trends are you aware of or have tried? 

 
 

When it comes to trends on social media, filters, live streaming and user-generated content are some of the most 
popular and topical stuff on social media. However, 7% respondents are not aware of any of these trends and cultures. 

4.1.11 If given a choice would you rather choose 

 

Based on the above data, it was found that- Out of the total, 58.5% respondents were female while 41.5% were 
male. 75% of them were students, 10% employees and 5% entrepreneurs. 100% of them use social networkingsites 
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on an average of 2-4 hours per day. WhatsApp is found to be the most popular platform (97% users) followed by 
Instagram (82.2%), Snapchat (66.7%) and Facebook (58.5%). Majority of the respondents feel social networks provide 
enough opportunities for students to promote themselves and their activities and influence their decision making in one 
way or the other. Highlighting its health effects, 83% people experience eye strain, 43% and 15% experience headache 
and backache respectively. Most of them are aware about the trends followed on social media including filters, live 
streaming and influencer marketing. In the end, it was found that 88% of the total respondents would prefer an offline 
mode of learning/working rather than the online mode. 
  4.2 Content analysis 

‘The Social dilemma’, is a 2020 docudrama directed by Jeff Orlowski. The documentary includes tech experts 
sounding alarm on the dangerous human impact of social networking. This documentary by Jeff Orlowski explores how 
addiction and privacy breaches are actually features and not bugs (as claimed) of social media platforms. 

They claim that the manipulating human behaviour in order to gain profit is coded into these companies with 
utmost precision. Infinite scrolling and push notifications keep users constantly engaged. Personalized 
recommendations use data not just to predict but also to influence our actions, turning users into easy prey for advertisers 
and propagandists. 

“Never before in history have 50 designers made decisions that would have an impact on two billion people,” 
says Tristan Harris, a former design ethicist at Google. Anna Lembke, an addiction expert at Stanford University, 
explains that these companies exploit the brain’s evolutionary need for interpersonal connection. And Roger McNamee, 
an early investor in Facebook, delivers a chilling allegation-  Russia didn’t hack Facebook; it simply used the platform. 
Nevertheless, “The Social Dilemma” is remarkably effective in sounding the alarm about the incursion of data mining 
and manipulative technology into our social lives and beyond. 

 
5. Conclusion: 

With rising technology and its advantages, social media has become an inevitable part of our life. It has turned 
into a daily routine for most of us, especially the teenage group.  Online networking has enhanced the quality and   rate 
of coordinated effort for students. Businesses use online networking to upgrade an organization’s execution in various 
courses, for example, to fulfil business goals and expand yearly offers of the organization. Youths are found in contact 
with these media much more as compared to adults and elders. Social media has its own pros and cons which users are 
generally unaware of. False data can lead to a lot of downfalls in organizations wrong promotion can influence the 
productivity, online networking can manhandle the general public by attacking on an individual’s security or privacy, 
some pointless sites can impact youth that can end up plainly savage and can take up a few wrong activities. Although, 
social media has some advantages that we cannot overlook- It can be used to create a positive digital footprint and 
search results, social media can motivate students to strive for greatness, it helps provide a sense of community and 
belongingness, students can meet mentors to help guide their career goals. But most importantly, social media can lead 
to more communication and empowerment of our voices. Hence it is advisable to limit the use of this technology and 
adapt the positive aspects of social media and avoid negative effects, so that we can avail the benefits of these latest and 
emerging technologies. 
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1. Introduction : 
India has a history of rich and diverse cultural tradition. And among its diversity, the legacy of India’s craft 

culture always occupies a special place owing to its beauty, dignity, form, style and aesthetics. Etikoppaka (17029’03’’ 
N 82044’35’’E) is a small village on the banks of Varaha River in Visakhapatnam district of Andhra Pradesh, India. In 
2017, the traditional Etikoppaka toys acquired a Geographical Indications (GI) tag. Etikoppaka means, a group of houses 
on the river side. It is 65 km from Visakhapatnam. Rural Etikoppaka has a population of around 12,000. More than 250 
artisan families live in this village, Vishakhapatnam district of Andhrapradesh is a small village called Etikoppaka these 
toys are made with lacquer color and are traditionally known as Etikoppaka toys or Etikoppaka Bommalu. The village 
is very famous for its toys made of wood. The toys are also called as lacquer toys because of application of lacquer 
coating. 

1.2 Lacquer craft 
Lacquer craft is the application of lacquer on wood in pleasing shades and colors’ to create a distinctive appeal. 

The beauty of this craft lies in painting the smooth wooden shapes, giving shining surfaces along with water proofing 
for protection of the wood. The process of making the wooden handicrafts is called Turned Wood Lacquered Craft 
(Tharini) and the wood is collected from the locally grown Forest Ankudu (woolly dyeing rosebay) tree.1 

1.3 History of Etikoppaka 
History of Etikoppaka The practice of lacquering comes from a period of antiquity ranging back to 300 BCE. 

One such hometown of artistic heritage prevails twenty kilometres south of Yellamanchili, Andhra Pradesh. The fine 
craftsmen of rural Etikoppaka and her neighbouring villages have gained mastery over the art of taming wood. Speaking 
of origin, most artisans practising this craft belong to the Vishwa Brahmin, Devanga, Gouda, Padmasali, Setty Baliga 
and Kapu castes. The artisans are spread throughout the region of Etikoppaka, into the villages of Kottam, 
Kailasapatnam, Rolugunta and K.dPet.  Etikoppaka wooden toys stand out among other techniques of toy making, with 
their perfectly rounded heads, their cylindrical bodies glistening and smooth. As unexpected as it may seem, these toys 
could be interpreted as symbols of vernacular modernism. The facial features, volumes of the body and their two-planar 
ornamentation all point to classic abstraction. As a result, they never go out of style. The village has a glorious history 

Abstract : Etikoppaka toy art form Located on the banks of the river Varaha in Vishakhapatnam district of AP is 
a small village called Etikoppaka. Made in the Etikoppaka region of Andhra Pradesh, these toys are made with 
lacquer color and are traditionally known as Etikoppaka toys or Etikoppaka Bommalu. The village is very famous 
for its toys made of wood. The toys are also called as lacquer toys because of application of lacquer coating.  The 
toys are made out of wood and are colored with natural dyes derived from seeds, lacquer, bark, roots and leaves. 
The wood used to make the toys is soft in nature and the art of toy making is also known as turned wood Lacquer 
craft. While making the Etikoppaka toys, lacquer, a colorless resinous secretion of numerous insects, is used. The 
already prepared vegetable dyes are further mixed to the lacquer, during the process of oxidation. After this 
process, the end product obtained is rich and colored lacquer. The lacquer is used for decorating the Etikoppaka 
toys, which are exported all over the world. The tradition of toy-making in Etikoppaka dates back a few hundred 
years. The toymakers received patronage from the affluent landlords of the region back then, to make toys for their 
children. Over the years, the system changed but the toymakers could not improvise much25.  My paper focuses 
on the making of the toy and the relevance of the Toys in the propagation of the culture. 
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where the local jamindars started recognizing the possibility of making splendid and attractive toys much before 
independence. These are well known for canon toys, lord Ganesha form and bullock etc. The toys are made out of wood 
and are colored with natural dyes derived from seeds, lacquer, bark, roots and leaves. The wood used to make the toys 
is soft in nature and the art of toy making is also known as turned wood Lacquer craft. While making the Etikoppaka 
toys, lacquer, a colourless resinous secretion of numerous insects, is used. The already prepared vegetable dyes are 
further mixed to the lacquer, during the process of oxidation. After this process, the end product obtained is rich and 
colored lacquer1. The lacquer dye is used for decorating the Etikoppaka toys, which are exported all over the world. 
Andhrapradesh Handicrafts: wooden painted toys ( Kondapalli ), Lacquer toys (Etikoppaka), white wood birds 
(Rajahmundry), wooden statues, wall panels (Tirupati),musical instruments (Bobbili) wooden cutlery (Udayagiri), red 
sander( lakshmigaripalli) Famous in Andhra Pradesh The three aspects of dance- Nritta, Nritya and Natya, has been 
appropriately blended in Kuchipudi. Out of the many beautiful forms of handicrafts, the Kalamkari in Andhra Pradesh 
has always been favorite e with the art and craft lovers3. 
 1.4. Significance of the study 

Utility Items: As toys and other items of the household have disappeared from the living rooms these days, 
contemporary utility products can be designed especially in the area of stationery retaining the traditional look of 
etikoppaka toys. Dynamic toys: A mechanical feature can be worked out in Tella Poniki wood to make Etikoppaka toys 
as dynamic toys where various body parts and accessories are movable and can be attached or detached.   

Role playing games: The lost culture of imagination and mock play in children can be revived by these 
traditional toys. Children can be encouraged to play role-playing games with Etikoppaka toys.  

Story-telling: Etikoppaka toys represent ritualistic and symbolic deities based on Hindu mythological 
characters. Folktales and mythological stories can be narrated through these toys. Website and a Video: A website can 
be designed showcasing a visual documentation of the toys promoting the craft and opening an avenue for artisans to 
reach and sell more.  
     1.5 Etikoppaka Bommalu (toys) and Kondapalli Bommalu (toys):  

These toys are made with Wrightia Tincture is a soft wood also called as ivory wood or white wood. For 
inducing color in the toys, natural dyes are extracted from seeds, bark, roots and leaves which are mixed with lacquer 
with the process of oxidation. The wood is turned in a small motorized lathe into desired shapes. Lacquer is collected 
from nearby forests and it is purified. To the molten lacquer natural vegetable colors are added. The lacquer after 
solidifying is made into sticks. The color to the (turned) wooden pieces is applied by firmly pressing the lacquer stick 
against the wood and turning the lathe. You can see a man applying red color to turned pieces. When the lathe is turned, 
due to the heat generated, the lacquer melts at the point of contact and the color is absorbed by the wooden piece. Then 
these color parts are assembled using glue likeadhesive. So this is the process of making Etikoppaka toys. When you 
see an Etikoppaka toy, it will have all round surfaces and contain many small parts.  There will be no sharp edges. The 
colour will be firm for these toys. Unless you scrap with a sharp object, the color will not get chipped off. They are 
washable too. These Etikoppaka toys are also called lacquer toys lakka bommalu1. 
   1.6 Example of Kondapalli Toys  

Kondapalli Toys: These toys are made in a village called ‘Kondapalli’ in Krishna district of Andhra Pradesh. 
The art of crafting is a 400 year old tradition The Kondapalli toys are made from soft wood known as Tella Poniki which 
are found in nearby Kondapalli Hills. The wood is cut into various sizes of small pieces and carved with a sharp knife 
into desired shapes. These shaped pieces are then assembled with nails to make a final product, so that is process of 
making Kondapalli toys. Being made with very delicate wood, these toys are fragile compared to Etikoppaka toys. Since 
they use water based colours, the toys are not washable. Because they are hand carved but not made on a machine like 
Etikoppaka Bommalu, more details and intricate designs are possible. So that is the difference between Kondapalli toys 
and Etikoppaka toys4. 
      1.7 Making Process   (Flowchart) 

 
Making process  

Selection of wood
Cutting & 
Seasoning 
Carving

Filling and Joining

Finishing

Pre-Coating

Painting
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1.7. Objectives 
1.7.1 To know the history of Etikoppaka  artisans 
1.7.2 To study rural art and craft industrial culture in rural areas 
1.7.3 to study and observing skills of the artisans to increase the employment opportunities, to the millions of the 

unemployed artisans in the countryside 
1.7.4 To study the Up gradation of existing infrastructural facilities  
1.7.5 To study the artisans and thereby uplifting the weaker sections recognising .who live below the poverty 

line. 
2.  Review of literature: 

M.S. Swamy wrote India has a history of rich and diverse cultural tradition. And among its diversity, the legacy 
of India's craft culture always occupies a special place owing to its beauty, dignity, form, style and aesthetics. “To write 
about Indian Handicrafts is almost like writing about the country itself. So vast, complex and colourful, and yet with a 
simplicity and charm, difficult to attain under comparable conditions”. It is a fact that Indian handicrafts have very 
ancient origin and of high quality. They have customarily received royal and aristocratic patronage and handicrafts men 
were honoured by other communities. The versatility of the various materials used in Indian handicrafts items, such as 
wood, stone, metal, grass, glass, cane and bamboo, textiles, clay, terracotta and ceramics, makes these products truly 
unique.6 

Emphasizing on the greater value of the arts and crafts, T.M. Abraham wrote: the world of art and craft is as 
valuable as the world of science, philosophy or ethics. Like art, crafts reflect the state of human society through the 
individual. Craft treasures like arts give us a glimpse into the core and kernel of the collective mind and societies through 
the mirror of individual mind that created them”. As said above there are numerous varieties of art crafts in India which 
are made with attractive designs and meticulous craftsmanship. This paper is aimed at highlighting the various 
Handicrafts products produced by limiting to the Andhra Pradesh State.6 

Venkateswarao Malladi (2011) of Etikoppaka - An Indian village perpetuating the joy of wood through the 
tradition of toy art. wrote :  Revival  and perpetuate the tradition of toy art and the joy of wood in turn, travelling call 
encouraged the lunching of a consortium of artisan in the village  .by convincing and contemporary ,emerging concepts 
and designs at national crafts festival, exhibitions conference, pride competitions  were gradually restores among the 
artisan. The entire village continues the artisans .the entire village continues the tradition of transforming amorphous 
wood in to attractive curious, kick shows, knick – knacks, items of décor and playing aids through wonderful carving 
and beautiful polishing .over the years, the craft has been perfected reflecting the artisans care and interest in their 
surroundings and in nature. These artisans in fact create miniature words of life in wood  that fascinate on lookers every 
house hold in the village is involved in toy making irrespective of their cast , created  or religion .the toys are in high 
demand all over the country especially lepakshi emporium and tourist , pilgrim center7. 

Nidhi Vatas (2014) Indian handicrafts and globalization: a review:  Handicraft is man’s first technology, the 
technology of the hand. A handicraft at its finest represents man’s need to create simultaneously with mind and hand. 
India is one of the important suppliers of handicrafts to the world market. The Indian handicrafts industry is highly labor 
intensive cottage based industry and decentralized, being spread all over the country in rural and urban areas. Numerous 
artisans are engaged in crafts work on part-time basis. The industry provides employment to over six million artisans 
(including those in carpet trade), which include a large number of women and people belonging to the weaker sections 
of the society. In addition to the high potential for employment, the sector is economically important from the point of 
low capital investment, high ratio of value addition, and high potential for export and foreign exchange earnings for the 
country. 

Y. Ravikanth (2012) Toys and their significance in early childhood education wrote:  The present study helped 
to know the extent to which kondapalli and Etikoppaka toys are useful in promoting education particularly in the 
childhood stage. Also, as the world is buzzing towards a safe environment and eco-friendly devices, the study helps in 
knowing how ecofriendly the kondapalli toys and Etikoppaka toys are as compared to plastic toys available in the 
market. The study also helps in finding out the toys that are useful at humanity level for promoting over all development 
at different stages.8 

Swathisharma (2019) Geographical Indication in India: current scenario and their product distribution wrote: 
Geographical Indication is a commanding tool to defend the ownership right on products. Products can be categorized 
into agriculture products, handicraft, Manufacturing goods, Natural goods and Food stuff. The concept of Geographical 
Indication came into India in 2003 and in 2004, Darjeeling tea become the first GI tagged product of India 6.  
3. Methodology: 
 The present study has been collected from both primary and secondary sources. The primary Data was collected 
on the basis of conducted interviews. Sample for the study was outside the village of Etikoppaka, for study only old, 
New and young artisan’s respondents, which is considered optimum for the study.  Secondary data was gathered from 
different sources such as, Internet, website, Newspapers, professional Magazines, refereed journals related to the art and 
craft industry in India. For the purpose data analyze applied test of normality of data. 
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4. Analysis of artisan Interviews : 
Native persons Polumuri Thala Chari and Paidi Thalli family: Indian Mythology story senior Polumuri Thala 

chari having sons all are etikoppaka toy makers they were designs telling mythology based story product experts in these 
field at Etikoppaka. Polumuri Adi murthy, Badra chari and Polumuri Nageswarao rao second generation artisans from 
Etikoppaka.  Also raised similar concern about the next generation losing connect with their rich legacy, tempted by the 
glitter of new-age professions.1,6 ( Interview with Polumuri Thala Chari).8 

Polumuri Nageswarao rao second generation artisan: Etikoppaka artisan he and his family told that there was a 
no major boom in exports in the 2020 s.  However, dip in exports in recent years is slowly killing the community, he 
said which means a group of houses on the bank of a river, is a village of about 12,000 people, mostly farmers. The 
village is very famous for its toys made of wood. The toys are also called as lacquer toys because of the colors used. 
Made in the Etikoppaka region of Andhra Pradesh, these toys are made with lacquer color and are traditionally known 
as Etikoppaka toys or Etikoppaka Bommalu.( Interview with Polumuri Nageswarao rao).9 

Toys are made of soft wood and lacquer color. Colored with natural  dyes derived from seeds, lacquer, roots 
and leaves. The way of toy making is also known as turned wood lacquer craft. Products coated with lacquer are 
recognizable by an extremely durable and glossy finish. Lacquer has many uses; some common applications include 
tableware, musical instruments, fountain pens, jewelry and bows. There are various types of lacquer ware. The cinnabar-
red is highly regarded. Lacquer is painted on with a brush and is cured in a warm and humid environment. Artistic 
application and decoration of lacquers can be a long process , requiring am nay hours or days of careful and repetitive 
layers and drying times the creation of single piece of lacquer art , such as a bowl or a fountain pen ,may take weeks to 
months to complete .lacquer is a very strong adhesive. (Interview: Artisan Polumuri Nageshwar rao).9 

   

 

Etikoppaka Artisan Polumuri Nageshwar rao and family working with wood 

 

Etikoppaka toy Products  
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Etikoppaka Toys used in natural colors:   
Chinnayya achari srisailapu second generation artisan: Jaapra, it is heavy and highly shades come shades like 

brown, orange, mercury, Red, Brown. Lakka (local name) how to make vegetables turmeric, (local name) karakkaya, 
Moduga flower, old jaagree mixing. (Interview with artisan Chinnayya Achari Sri Sailapu).11   

Toys promote children´s cognitive development by stimulating their concentration and memory skills (board 
games) and giving them the ability to solve problems creatively, which is key to their future autonomy,  playing with 
building blocks. (Interview with artisan Dimili Nalla sandibabu).12   

Etikoppaka artisans different toys create Action figures, animal , cars and radio controlled, construction toys, 
creative toys, dolls, educational toys, electronic toys, Play Kitchens, Train Sets, Musical Instruments, Blocks, Teaching, 
Swings, wading pools, doll carriages, child-sized vehicles, and ride-on toys help build strength, confidence, and balance. 
Creativity. Finger paints, play dough, paper, and crayons all encourage artistic development, plus the fine-motor skills 
required for writing. Problem-solving. Toys and Art Materials.(Interview with artisan Pedapati  achari, second 
generation artisan).13   

 Etikoppaka Bommalu (toys) and Kondapalli bommalu (toys): These toys are made with Wrightia Tincture is a 
soft wood also called as ivory wood or white wood. For inducing colour in the toys, natural dyes are extracted from 
seeds, bark, roots and leaves which are mixed with lacur style with the process of oxidation. The wood is turned in a 
small motorized lathe into desired shapes. Lacquer is collected from nearby forests and it is purified. To the molten 
lacquer natural vegetable colors are added. The lacquer after solidifying is made into sticks. The color to the (turned) 
wooden pieces is applied by firmly pressing the lacquer stick against the wood and turning the lathe (Interview with 
artisan Pedapati  achari, second generation artisan).14   

Artisans use ally applying red color to turned pieces. When the lathe is turned, due to the heat generated, the 
lacquer melts at the point of contact and the color is absorbed by the wooden piece. Then these color parts are assembled 
using glue like adhesive. So this is the process of making Etikoppaka toys. When you see an Etikoppaka toy, it will have 
all round surfaces and contain many small parts.  There will be no sharp edges. The color will be firm for these toys. 
Unless you scrap with a sharp object, the color will not get chipped off. They are washable too. These Etikoppaka toys 
are also called lacquer toys lakka bommalu1. (Interview with artisan Dimili Nageswararao, second generation artisan).15   

Kondapalli Toys: These toys are made in a village called ‘Kondapalli’ in Krishna district of Andhra Pradesh. 
The art of crafting is a 400 year old tradition The Kondapalli toys are made from soft wood known as Tella Poniki which 
are found in nearby Kondapalli Hills. The wood is cut into various sizes of small pieces and carved with a sharp knife 
into desired shapes. These shaped pieces are then assembled with nails to make a final product, so that is process of 
making Kondapalli toys. (Interview with artisan Sri Shailapu Kameshwararo).16   

Being made with very delicate wood, these toys are fragile compared to Etikoppaka toys. Since they use water 
based colours, the toys are not washable. Because they are hand carved but not made on a machine like Etikoppaka 
Bommalu, more details and intricate designs are possible. So that is the difference between Kondapalli toys and 
Etikoppaka toys4. (Interview with artisan Nakkina Apparao).17   
 Toys are also becoming much more of a focus for parents wanting to develop their children’s art and craft skills 
(science, technology, engineering and maths). (Interview with artisan Nakkina Pedaraju, second generation artisan).18    
 Toys, like play it, serve multiple purposes in both humans and animals. They provide entertainment while 
fulfilling an educational role. Toys enhance cognitive behavior and stimulate creativity. They aid in the development of 
physical and mental skills which are necessary in later life. (Interview with women artisan Koduri Rajeswari, second 
generation artisan).19    
 Through playing with toys, children develop their motor and cognitive skills, helping them to overcome all 
of life's obstacles. From an early age, toys help in the education of children. They learn to walk, talk, socialize, acquire 
knowledge, grow emotionally, and develop social and spatial awareness. (Interview with women artisan Polumuri Paidi 
Thalli, second generation artisan).20    

 Some great ideas include books, doctor's kits, household play items, construction toys, toy lawnmowers, and 
other toys that encourage them to use their imagination and mimic the activities they see happening around them. Books 
are always a good idea too. (Interview with women artisan Polumuri lalitha , second generation artisan).21   

 
5. Conclusion: 

5.1 (GI) Tag traditional Etikoppaka toys: For the last years, the artisans have been generating their own raw 
material. The geographical indication registry (GIR) has given geographical indication (GI) tag traditional etikoppaka 
toys  from Andhrapradesh with this , Etikoppaka toys join elite products from andhrapradesh such as kondapalli toys , 
Tirupatiladdu, Bobbiliveena, Srikalahasthi, Kalamkari, Mangaligiri sarees and shadow puppets to have coveted GI tag 

5.2 Early Childhood Care and Education the first 6-8 years of a child’s life, known as the early childhood stage, 
are globally acknowledged to be the most critical years of lifelong development, since the pace of development during 
these years is extremely rapid. 
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5.3 Crafts in education Handicrafts are mostly defined as "items made by hand, often with the use of simple 
tools, and are generally artistic and traditional in nature. They are also objects of utility and decoration. Now days, hand-
made products are considered to be a fashion statement and an item of luxury. Craft can be used as a means of 
interpreting many social issues and ways of living. Craft in India is so universally prevalent that it has been unseen over 
the centuries as a metaphor for numerous philosophical, metaphysical and social concepts. Many words, forms of 
measurement, colors, and materials have a craft origin. 

5.4 The recognition through the government:  The government should also take initiative for its revival by 
providing subsidies for the Etikoppaka toy makers of this craft. The recognition through the government will enhance 
the productivity and will help in survival of the craft. These Etikoppaka toys are not only for the decoration purpose but 
also are being used by Animators for creating visual designs for animation. These artists will be encouraged only if the 
Indian Market revives and also be provided global recognition.  
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1. Introduction: 

Nowadays, more and more people are starting to use the Internet. At the same time, online games have become 
extremely popular among the young generation thus leading to the proliferation of online game addiction on a global 
platform. Video games are one of the popular sources of entertainments among the masses in these days of today’s 
world. Completing the mission, beating your friend in score or your own previous record and multiple player options 
and excitements of the games make them addictive among people. These games are also become recreational activity 
for today's teenagers, and they left no stone unturned to reach a higher level of the game; they submerge into the game 
in such a way that they are completely detached from their outside surroundings. Tackling with the obstacles in the 
game and reaching on the top levels in the games, fills the excitement among the players and defeat in the game creates 
anxiousness among the players. 

aming has become a massive industry. Over the past three years, this growth has been seen to reach 375 million 
USD).  Computer games have become a very popular leisure activity among children and adolescents in recent years. 
In fact, based on popularity alone online gaming garners a larger share of ‘favorite’ votes among young people than 
physical team sports such as cricket, hockey and football combined. There are many benefits of the Internet as it not 
only acts as an entertainment tool, but also an important professional resource for work, communication as well as 

Abstract: This study aims to find the effects of online video games addiction on physical and mental health of 
female students. Video gaming has now gotten desensitize youth, youngsters and teenagers. Due to the expanding 
utilization of videogames, the discussion concerning the impacts of computer games has been progressing, 
especially regarding gamers' public activities. This examination investigates the impacts of video gaming female 
understudies on their companions and instructors in the public authority school. For this reason, center gathering 
and vis-à-vis interviews have been done utilizing semi-organized meeting structures created by the scientist. The 
information has been gathered from female understudies of government school involved video gaming 
understudies of government school. The discoveries show video gamers to show dangerous practices including 
correspondence and conduct issues inside the public authority school. Results likewise show video gaming 
understudies to favor remaining at home and playing videogames as opposed to going to class exercises. For this 
study samples are female students from grade 8-12th of government school in district Kulgam during the academic 
year of 2019-2020. A total of three hundred female students were selected using probability sampling (stratified 
sampling). General Health Questionnaire (GHQ-28) scale was used for data collection and an online video games 
addiction questionnaire. Data was analyzed by Pearson's correlation coefficient. It was found that there is a 
significant positive correlation between online video games and physical health, anxiety and depression. 
However, there relationship between addictions to online video games and impaired social functioning was 
significantly negative. Moreover, it was realized that there is no conflict in the results around the globe regarding 
this. As the conclusion show, addiction to online video games affects numerous dimensions of health and increases 
different problems like (physical problems, anxiety and depression) while on the other hand decreases social 
functioning disorder. 
 
Keywords: Anxiety, Depression, Mental health, Social functioning.  
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education. However, despite all of its inherent advantages, the Internet also has its drawbacks. Although the Internet 
could be very productive, it can have a drastically opposing effect. For some people who play online games, the Internet 
acts as an enabler. It is used to feed an addiction, which by its very definition interferes with daily life, work and personal 
relationships. 

In the year 1972 with ‘Pong’ the first ever computer tennis game was created after then gradual developed took 
place in both hardware and software s. upgrading in the quality and variety of games progressively spread them in the 
society especially in adolescent. It is alleged that computer games provides opportunities for visual learning like TV. 
But video games are more entertaining and attractive as compared to TV, they are considered more effective. As games 
are acknowledged as the second amusement after TV, but on the other side these games create negative side effects such 
as aggression and violent behavior, loss of money and having negative side effects on physical and mental health of an 
individual, which are much greater than the positive effects of these games such as increasing the eyes and hands 
coordination. The attractions towards the online video games create mental, physical and social problems particularly 
among adolescents. The effects may be anger, violence, obesity, and epilepsy due to games, social isolation, and other 
physical and mental and social damages. Many psychologists and mental health professionals have paid attention 
towards the effects caused by online video games. 

 
2. Review of literature: 

In 2006 Wan and Chiou conduct a study on why adolescents are addicted to online gaming and also investigate 
the psychological problems of addicts among adolescents in Taiwan and to discover the motivation, both conscious and 
unconscious, of online game addicts. During the research process they discovered that most of the adolescents they 
interviewed stated that online gaming had become the main focus on their lives, and that life would become dark and 
bleak without these games. From this point of view, we can channel our investigation to focus on why young people 
become addicted to online games. Further literature reviews in this area revealed an emotional point of view that aimed 
at explaining the reason. According to Diao (2003), everyone needs to express their feelings and thoughts. As such, 
when a person cannot express himself or herself adequately he (or she) may get depressed. Therefore, one way to release 
this depression or pressure would be through playing online games, which enables gamers to chat and play with other 
friends and players on the internet. Another explanation of why young people become addicted to the internet was 
proposed in that they were trying to avoid societal pressure. According to Diao, some young people are naturally too 
shy to talk to strangers face to face in reality, but when surfing the Internet or playing online games, they can be whoever 
they want to be. As such, they can chat with the people they met online without feeling any of the regular social pressures 
that come with physical meetings.  

Mu (2006) points out that some of the main symptoms of Internet and online game addictions, including the 
decrease in social friend network and face-to-face interactions with others, become infrequent while the member of 
friends in the virtual world exponentially increases. Ultimately, the psychokinesis becomes weaker and weaker over 
time. This means that after a long time of playing online games, the players begin to realize the dangers of online gaming. 
At this point players generally try to play less as they try to orient themselves back to the demands of society. However, 
this is mostly unsuccessful as it almost always ends up failing. Zhang and Zhuo (2007), also researched on the same 
topic, reported different results on the online game addiction and the finding supported the same symptoms. With regards 
to undergraduate students who were addicted to the Internet or online games, Zhang indicated that most of these students 
had bad grades in their universities. Moreover, Zhuo stated that the physical symptoms of Internet and online game 
addiction were cervical spondylosis, neurasthenia and insomnia. Cervical spondylosis, a fairly common symptom of 
many MMOG players, is essentially a spinal injury which results from keeping the same sitting position for hours while 
playing games. This situation is more often than not leads to injuries to the cervical vertebra on the spinal cord. 
Neurasthenia on the other hand is a neurological disorder that results from when players engage in hours and hours of 
game playing with no virtually sleep intervals in between. Even though players may end up playing games for a long 
time before going to sleep, their brains still keep running and experiencing phantom excitement from playing games 
even when they are asleep. This causes sleep sensitivity and disorders which induce addicted players to wake up several 
times during the night and as such this leads them suffering from insomnia which can cause mental anxiety and 
eventually result in nervous breakdowns and general tiredness. 

 
3. Methodology: 

This co-relational descriptive study was carried out in order to determine the effects of online video games on 
physical and mental health of female students of government school in district Kulgam. The study data include only 
female students from grade 8-12th of government school in district Kulgam in the academic year of 2019-2020. These 
sample population includes 300 students selected by probability sampling (multiple steps stratified sampling). Data was 
collected using General Health Questionnaire (GHQ-28) scale and a questionnaire on addiction to online video games. 
The researcher first gives in detail information to the students about how to fill the questionnaire, then the questionnaires 
were filled by the students and handed to the researcher.GHQ-28 inventory and Antwan's questionnaire was used for 



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 176 

physical and psychological health measurement and addiction to online video games respectively. GHQ-28 
questionnaire 

 is based on Lickert scale and scored from 1 to 5. 1was for very little and 5 score was considered for very much. 
The GHQ 28 inventory is designed by Goldberg (1972) for detecting various psychological disorders in various centers 
and environments. The questions are about the psychological condition in past month, including signs such as thought, 
abnormal emotions and dimensions of behavior that are observable. Therefore, questions emphasize on the situation 
(here and now). 

 
4. Analysis: 

After compiling the rough data and presented in Table 1, it was found from the above study that depression, 
anxiety, physical complaints, and social dysfunction has a direct relationship with addiction to online games. With a 
level of significance P ≤ 0.05 a direct positive relationship between addiction to online video games and physical 
disorders, anxiety, sleep disorders and depression was seen. 

It was also seen from the above study that the video games addiction and social deficit have negative 
relationship. 
    Correlation coefficient between addiction to online video games and health dimensions. 
 

Correlation coefficient                             Addiction to online video games 

 
 

 
 

 
 

 
 
 

Table 1 
5. Conclusion : 

The results of the above study showed that there is a direct relationship between physical health, anxiety and 
depression with online video games addiction. It can affect them physically like  

(1) Gaming addiction could drastically increase body weight abnormally due to poor eating habits, which can 
be dangerous; 

(2) Socially it hindered the development of their social skills and can also ruin the relationship with family, 
friends and peers academically;  

(3) All gaming addicts admitted that their academic careers had been suffered significantly since they started 
playing. Owing to this increasing trend of playing online games in children, adolescent and youth it is necessary to take 
an early step toward this issue so that it may not become any health hazard for the future generation. Similar type of 
study was done Yuma et. al conducted in 1990 about the computer games played by children and adolescents and its 
relationship with their physical health. It was seen that obese students were more attracted to computer games. In other 
words, playing video games force children’s and adolescents to remain inactive physical that led them towards obesity.  

From psychological point of view, it seems that online games have a negative impact on mental health. 
Aggression, Violent behavior, anxiety, depression, low self-esteem and isolation from family, friend and society were 
caused by video games among adolescents. 
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Variables R p 
 

Physical complains 0.128 0.001 

Anxiety symptoms 0.398 0.001 

Social dysfunction -0.154 0.02 

Depression symptoms 0.321 0.001 
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1. Introduction: 
 There has been a phenomenal growth in the regional language content in India in a few years. With the spread 
of Internet across the country, regional content is also gaining ground. Regional language content has emerged as a key 
growth driver for T.V. viewership, social media, android apps, print media, OTT Platform and YouTube. A majority of 
Indians now prefer mainstream and online media for entertainment and education in their regional language. Regional 
language help built in deep connect with their culture and tradition. It gives confidence to people communicate in a 
better and effective way. Thus, creating an impactful communication with each other and at large with the society. It 
enhances participation and two-way feedback system across all media between the sender and receiver.  

In India, one of the ways to increase and encourage women participation in media is to go for regional language 
content. Indian women are reluctant to network on social platforms due to the poor availability of information in Indian 
regional languages and 9 out of 10 new smartphone users look for regional language content, with the need being higher 
for women.1 

Regional language content is also crucial for eliminating the existing gender disparity between men and women 
in India. As per the India Internet Report 2019, the male and female break up at the all-India level stands at 67% and 
33% for the internet usage, respectively, the breakup in urban areas is 62% and 38%, respectively. In the rural areas, the 
gap is wider with men accounting for almost two-thirds of the internet users at 72%, while women account for a meagre 
28%. There is a high disparity between male and female internet users, which is more evident in rural.” 2  

The data tells that penetration of internet users in rural woman compared to urban is very low and also in 
compare to the male users. Hence, rise in the regional content can help reduce the gap in the near future to an extent. As 
we know language has always been a barrier to the communication flow. In India English is second or third language of 
many. When the sender and receiver do not use same language and words, the communication become ineffective. 
People find it difficult understanding the meaning of the message and the feedbacks. Hence, regional content can help 
overcome this difficulty as people relate more emotionally, take interest, find relevant and feel comfortable when they 
are approached with their mother tongue or with the language they first learnt and start communicating around them.   
 

1.1 Objective of the Study : 
1. To understand the Women’s views on rise in regional language contents.  

2. To study if women participation will increase with rise in regional language contents 

Abstract: With increasing media participation and access of women in media, they can definitely contribute 
towards the progression of media within the country. Hence, rise in the regional contents is exceptionally vital for 
augmentation and increasing participation of women in media. A questionnaire survey has been taken with 200 
women respondents for the study along with a brief interview. It is found that they feel comfortable and the regional 
language also provide a definite shape and thoughts to their communications that help them to socialize. It is easy 
to learn and grasp the facts with better understanding when the content is in the regional language. They have 
higher trust in regional media than as they could easily distinguished between real and fake contents because of 
proximity. With increasing media participation and access of women in media, they can definitely contribute 
towards the progression of media within the country. Hence, rise in the regional contents is exceptionally vital for 
augmentation and increasing participation of women in media.  
 
Key Words: Regional Content, Women Participation, Media, Regional Language. 
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2. Literature Review : 
Regional language and regional content have its own advantage over other language and their contents. 

Reaching to them and imparting education, entertainment and infotainment is more impactful when regional language 
or a common language for the communication is used. A common language is one of the most important features of a 
community and the ceaseless use of the same language is the most certain proof of the historical continuity of a 
community of people.3 It reconnect the community and the people living there and help in the exchange of ideas, 
thoughts and words in a better and influential manner. The regional language or the mother tongue is also considered as 
an effective way for consuming entertainment and media content. Majority of Indians in the country converse in their 
mother tongue, the first language. Research provides convincing evidence that a second language is learned best when 
a first language is learned well. 4 Without the use of mother-tongue, children’s potential is often wasted resulting in 
educational failure and a lack of development. This is a significant factor contributing to poor quality education and 
continuing low literacy.5  

Language has certain functions that are used according to the needs of a person, i.e., as a tool for self-expression, 
as a means to communicate, as a tool to organize and adapt to social integration in the environment or circumstances, 
and as a tool for social control .6 Men literacy is higher than women in India so they have an obvious advantage over the 
usage of media content in compare to female. There are currently 186 million females in India who cannot even read 
and write a simple sentence in any language.7 So, regional content can help eliminate this barrier in communication in 
the gender disparity. Even Holmes (cited in Bergwall 1999) has formulated six candidate universals regarding language 
and gender and one of it is that women in compare to men tend to use linguistic devices that stress solidarity.8 

Regional Language Content and Women 
Print Media 

Unlike any other media, print media has adopted local content much before in India for its survival. The regional 
or language newspaper has an upper hand over the English newspapers Local content has not only attracted the audiences 
but cater to their need too. It has helped the newspapers to survive in India with local businesses and advertisements. 
The newspapers with their online editions and giving preferences to the audiences to read the online news in their 
preferred languages translating the font has establish an edge over all. It giving a tough condition to the other media as 
print has gone digital and local when it was much needed. They are following the news value of proximity to tap their 
regional audiences. Today the women are more visible in the newspaper and space allocated to them has increased. 
Apart from the beauty and society pages, women-related news can be seen in the local, city, business, sports and opinion 
pages. Many content analyses done on newspapers have showed that the representation of women and their issues has 
shown an increasing trend in the newspapers and magazines.  
Television  

Regional language content has emerged as a key growth driver for TV viewership over the past few years. The 
rise in viewership of regional channels has also led to an increase in the advertising revenue of the channels. Not only 
the news, entertainment channels but now the sports channels are also regional. The Broadcast Audience Research 
Council (BARC) India BARC India report, titled ‘What India Watched - 2019’, observed that the viewership of most 
regional language programmes in terms of viewing minutes has doubled between 2016 and 2019. 9 The regional 
viewership share is 33 percent the total TV viewership in India. In the regional pie, Tamil channels occupy the most 
prominent share of 25.7% in local viewership; Telugu is the second largest with 24.4%; Kannada managed 11.6%; 
Malayalam 9.2%; Bengali 6.6%; Marathi 4.6%; and Oriya 2.6%. 10 The consumption of regional media has grown with 
the implementation of New Tariff Order (NTO) in 2019, the consumer get the freedom of choosing the TV channel they 
want to watch instead of the pre-set bouquets. 

We can see a major shift in the regional content from family dramas towards more intensive mythological, 
historical and religious serials and reality shows, movie premieres. New concept with high production value, exotic 
shoot and better contemporary stories made the rise of such content. Stories and content with strong female protagonist 
instead of weak and submissive is more preferred. 

 “There has been a gradual move from traditional and rooted content to relatively more contemporary content 
based in urban/semi urban settings with strong female protagonists.,” explains Amit Shah, cluster head (regional Hindi 
speaking markets), ZEEL.11 
Digital media  

Low-cost mobile handset, cheap data has revolutionized the overall digital media consumption in India. From 
online consumption of news, OTT platforms, social media all are now being distributed in regional language. The 
pandemic has made people to opt for regional content more. As the spread of the novel coronavirus continues to grow 
at an unprecedented rate, people across the world, during this pandemic-induced social isolation, are consuming vast 
amounts of media. The consumption pattern of home-bound global audiences changed drastically over the last one 
month. During this period, the world has been craving for regional content in a big way. From television to digital media, 
the trends are changing fast – locally. 12  
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The digital media has played a key role in elimination of the gender disparity and gender stereotypes. OTT 
platform which is in a very competitive stage in India has come with many women-centric series like Lust stories, SHE, 
Aarya, Bulbul, Flesh, Girls Hostel, Four More Shots Please, Kafir, Pushpavalli, Delhi Crime etc. The characters 
portrayed of women with heartfelt narratives, strong emotions, their everyday struggle with life and patriarchy, being 
independent and vocal and fight to have equality, freedom and liberty and the urge to celebrate their sexuality.  The 
digital media reflected that side of the women which was not so far portrayed or celebrated in the mainstream media 
like print, TV or films in fear of social rejection. A new generation of users are emerging who are embracing their 
individuality and cutting across age-old geographical, linguistic, and gender stereotypes. In 2019, men showed as high 
affinity to family drama as women with more than 40% of family drama viewers being men, breaking the long-held 
belief that such genres don’t appeal to men. Meanwhile, women are also consuming more of their entertainment digitally, 
making up 45% of the total entertainment consumption online. 13 

Trends in online news consumption by ComScore, News/information category, in September 2019 revealed that 
Marathi 12%, Malayalam 11%, Oriya 8%, Bengali 6%, Telugu 6%, Tamil 5%, Kannada 3%, Gujarati 2% and Punjabi 
1%. 14 Momspresso.com, a leading user-generated content platform for women that enables them to express themselves 
through text, audio, and video content across 10 languages, recently revealed insights into the explosive growth of 
regional content in the country. The platform revealed that currently, 65% of the content created is in regional languages, 
and accounts for 85% of page views. 15 

 
3. Method: 

A questionnaire survey has been taken with 200 women respondents for the study. I have chosen Bhubaneswar 
as my research area as since few years, with the increase of local news channels and entry of various national channels 
with local content in news and entertainment i, e. in Odia language, the popularity and demand for regional language 
content have increased. The TV channels have given a push to the Ollywood movie industries and the digital media with 
the people is also growing. So, it was interesting for me to study the rise of regional language content and the responses 
of the local women.  

I have divided the women respondents in the two (02) age groups categories from the age group 20 to 40 years 
and 40 to 60 years. A questionnaire of 100 each has been filled from both the categories to understand if the rise of 
regional content will enhance their participation or this is just a forced marketing strategy of different media 
conglomerates for earning profit. Further a brief interview has been taken to understand their views on the framed 
questions. To understand if the regional content in future will eliminate the gender disparity and bring equality in the 
media participation thus raising the participation of women in media processes.  

 
4. Analysis & discussion:  
 

 1= English                2= Hindi                     3= Odia Respondents 
(In Percentage) 

  20-40 
(Years) 

40-60 
(years) 

 Questions 1 2 3 1 2 3 

1 I communicate with friends/relatives 15 37 68 08 15 88 

2 I feel happier when socialize with the language 18 36 46 08 23 69 
3 I understand better when information is given in 22 26 52 9 20 71 

4 I feel connected to the sender when information is given in 26 28 46 8 26 66 
5 I can give my views/feedback better in  23 30 47 11 29 60 

6 I read the complete content/ information without confusion in 28 27 45 17 31 52 
7 During the pandemic, I preferred watching/ reading news mostly 

in 
11 37 52 09 28 63 

8 During the pandemic, I watched/shared videos mostly in 18 51 31 10 43 47 
9 If given choice, I will prefer watching TV serials/dramas in  12 53 35 08 39 53 

10 If given choice, I will prefer online stories/rhymes of 
child/grandchildren in   

38 18 44 25 22 53 

11 If given choice, I will prefer watching advertisements/ 
commercials in 

26 42 32 09 35 56 

12 If given choice, I will prefer reading/ writing web pages or blogs 
in   

32 28 40 10 32 58 

13 If given choice, I will like to see web series in OTT platform in  17 42 41 9 37 54 
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14. If given choice, I will prefer reality shows/comedy shows in  06 48 46 6 36 58 
15 If given choice, I will prefer educational-related videos in 39 27 34 37 11 52 
16 If given choice, I will prefer food, travel, beauty, healthcare 

video 
10 43 47 10 32 58 

17 I prefer language option of mobile/apps mostly in 58 13 29 30 18 52 
18 I listen to FM/Radio mostly in  08 50 42 3 39 58 
19 I get more emotional seeing contents in 12 46 42 10 38 52 
20 I find the contents more accurate in 30 22 48 13 31 56 

 
The above table shows that the women of both the age groups 20-40years (68percent) and 40-60 years 

(88percent) communicate mostly in their regional language, Odia with the friends and relatives around. The regional 
language has always been the facilitator of cultural and social connections between communities. It has an important 
role in shaping our feelings, emotions and thought process. Though the age group of 20 to 40 years seem to be well 
versed with all three of the languages to communicate with but still it is seen that the majority use their mother tongue 
or the regional language for communication. Even the majority of women respondents from both the groups feel happier 
when they socialize with their regional language. This can be seen more in the age group of women from 40 to 60 years 
which is 69 percent. They feel comfortable and the language also provides a definite shape and thoughts to their 
communications that help them to socialize.  

When asked which language they understand better when information is given in, the age group from 20 to 40 
years seems to be comfortable in all three languages English, Hindi and Odia. Still 52 percent of the women respondents 
from the same age group, which is higher of all three languages preference given, think they understand better when 
information furnished in the local or regional language.  But a large respondent (71 percent) from the age group from 
40 to 60 years feels the information given in their regional language is better understood.  

As we know for an effective communication process, the receiver needs to establish a connection with the 
sender, who initiates the information or message. The sender has an idea, message or concept that he or she wants the 
receiver to appreciate and feel connected. But sometimes language can be an obstacle to communication. Not only in 
the mainstream media but effective digital communication cannot happen if the sender and receiver don’t have the 
understanding of the common language. The language barrier impedes the relationship between the sender and the 
receiver so significance of language as a tool of communication cannot be ignored. The women respondents from the 
age group 40 to 60 years (66 percent) hence feel more connected to the sender of the information when it is given in 
their regional language. This shows the hold of the regional languages on the audiences is strong so as to build a 
connection with them, the regional content could be more popular. 

Feedback is vital to evaluate the effectiveness of the messages and clarity in feedback helps to improve the 
communication, productivity and interaction. The respondents of both the age groups 20 to 40 (47percent) and 40 to 60 
(61percent) feels they can give views and feedbacks in a more confident way in their regional language. They could 
express their views more effectively and with clarity if it is sought in the regional language. The language used in 
providing feedback can strongly help create better media content for the audiences. 

The majority from the both age groups (45percent and 52percent) think they can read the complete content or 
information given to them in their native language or the regional language; they are well versed with, more proficiently 
and without any confusion. From the available choices of languages, English, Hindi and Odia, they preferred their 
regional language. They think there is no kind of misinterpretation or confusion when it comes to understanding the 
content or information given in the language they use in their everyday life.  

During the pandemic, when asked which language they preferred for watching news, both the women 
respondents of the age group 20 to 40 years (52 percent) and 40 to 60 years (63 percent) preferred news in regional 
language as the people being cordoned off because of the pandemic they wanted to get factual information on 
government decision and local administration. During the time of uncertainty and restrictions, local newspapers, local 
news channels and local voices were more preferred by the respondents. The importance of regional content could be 
felt during this time as people wanted to know about their communities. During this period, the women respondents 
from both the age group 20 to 40 and 40 to 60 mostly watched the videos in Hindi language. As per them they preferred 
the content in Hindi as it was not available in Odia language as per their choice and preferences. Hence, it could be seen 
that lack of regional language content in digital realm has made the respondents of the age group 20 to 40 to search and 
watch videos in other language content like Hindi mostly. Presently most of the entertainment and now the educational 
and informative content are available in plenty in Hindi language catering to the interest of multiple audiences. The 
quantity of digital content in regional languages is much less in compare to the size of its audiences. It has long expanded 
its verticals. From comedy to gaming to beauty to entertainment, the Hindi language has a range of content on the 
popular video sharing platforms. But the women respondents feel such videos if available in regional language, then it 
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will not only pull more towards them but it will also help them post their own videos and encourage to become a creator 
such videos.  

When the women respondents given a choice to choose the language of their preference for watching tv serials 
and movies, majority in the age group of 40 to 50 went for the content in the regional language. The rise of regional 
content has drawn the respondents more into watching of TV serials and movies. 

If given choice, both the women respondents of the age groups (43percent and 53percent) stated that they will 
prefer online stories/rhymes of child/grandchildren in regional languages after English language. The reason they give 
for their preference that the animated rhymes and stories are informative and enjoyable for kids.  The kids could be 
introduced with moral stories and rhymes in regional languages to learn new words and it could also play an important 
role in the language learning process of the kid at the initial stage. Moreover, they feel the emotion in it is more realistic 
and appeals to the women respondents too. As they always have been proud of their local culture and traditions it should 
be passed from generation to generation. It would also build the connection of the children with the regional language 
which is lacking due to rising nuclear families.  

The respondents (56 percent) from the age group of 40 to 60 years thinks they respond better to an advertisement 
in regional language as compared to other language. They recall a brand and understand it better if the advertisement is 
customised to a language they know better. They think it will appeal them more with local actors and creativity and a 
connection. 

OTT platform represents the future of the entertainment, which is fast unfolding in India as well as around the 
globe with regional flair and flavours. Majority of the respondents (54 percent) from the age group of 40 to 60 years are 
looking for the stories and content in OTT platforms in regional languages other than Hindi. Consuming content in the 
regional language or in one’s native language seems to be more entertaining, the women respondents feel and added 
that movies, series, stories and other content in the regional language through the OTT platform are powerful narratives 
to represent our language and culture in the mainstream. It can be seen that while Hindi content is mostly considered to 
be reigning supreme on OTT platforms and 42 percent of the women respondents from the age group 20 to 40 years 
though still prefer contents in Hindi, the demand for regional content is not far behind with the same age group women 
respondents at 41 percent. 

If given choice, the respondents wanted to see reality shows/comedy in their local languages. The channels have 
already started such programmes in the regional languages. When audiences see someone from their locality or known 
participating in it then they like encouraging and voting for their participants. The women respondents wanted that 
reality shows from international and national format should be made in the regional language too like Kaun Banega 
Crorepati and Big Boss. The language seems to be not mattered much for the respondents from the age group of 20 to 
40 years when it comes to the real entertainment but the women respondent (58 percent) from the age group of 40 to 60 
years wants more of such reality-based programmes in the regional language as it will also preserve the local cultures 
along with entertaining them.  

The women respondents of age group 20 to 40 prefer English for educational videos when they were told to 
choose their language of preference for choosing the educational-related videos. Videos and visuals learning have 
become an important and effective tool of education. They feel the language English, is vital for the future growth. It 
also gives you access to over half the content on the internet which are available. Contrast to them, the respondents form 
the category age group of 40 to 60 years (52percent) feels it is easy to learn and grasp the facts with better understanding 
when the content is in the regional language. Bilingualism or multilingualism can be used for imparting education in a 
more effective manner. Bilingualism in educational videos help them acquire more information and provide with more 
choice when it comes to choosing more educational and informative videos. If given choice to prefer language in food, 
travel, beauty videos, 47 percent women from the age group of 20 to 40 years and 58 percent from 40 to 60 years feels 
they would prefer the subjects in regional languages. We can refer to this channel to explore places to visit and have 
food all worldwide. The real-life blogs on travel stories in our language will help us to understand better and explore 
the new things, the women respondents feel. 

A majority in the age group of 40 to 60s said they change their language setting to regional language for sending 
messages and operating the mobile. So, I have use my native language odia as the device language and in apps that 
support it. Love and pride associated with the mother tongue and it also give them freedom so that they can type what 
they think or talk. It also helps them to share lines of poetry and literary works in Odia and the apps that support regional 
language helps them to get government information in an accurate way. It could be seen that 42 and 58 percent of the 
women respondents form both the categories respectively like listening to FM/Radio in the regional language. The 
messages and talk shows introduced them to new concept and new information in their everyday language. Besides they 
feel entertained with RJs and the callers when the interaction happened in their local dialects with local funny accent 
and peculiar words. 

A majority of women respondents (58percent) from the age group of 40 to 60 feels they get more emotional 
watching contents in regional language. The other category from 20 to 40 found to be connected to contents in Hindi 
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and Regional language at par with 46 and 42 percent respectively. They feel positive emotions like satisfaction, pride, 
happiness and more concentration watching contents in their own language. 

 
The women respondents of both the age group (48 percent and 56 percent) categories 20 to 40 and 40 to 60 

thinks the content of regional media to be more authentic when compared to English or Hindi media. If there is no trust 
there is no relationship. It shows they have higher trust in regional media than Hindi or English media as they could 
easily distinguished between real and fake contents in case of regional media. Moreover, they feel regional media would 
not manipulate or spread fake content because their reputation is at stake with the local people. 

 
5. Conclusion: 
  The women respondents form the 40 to 60 age group could be seen more interested for regional contents in 
compare to the women from the age group category of 20 to 40. But the later due to unavailability of regional contents 
as per their requirement and interest are preferring the contents in Hindi as large contents are available in India being 
the most preferred language of entrainment in India. The preference for the regional content by both the women age 
groups shows that their participation in media will increase with time if they will be provided with more regional 
contents. The regional content should not be restricted to mainstream media but digitally and mobile applications also. 
With the rise in regional content, the women participation will increase which will ultimately bring them at par with the 
male in consumption of different media. It will not only improve the underrepresentation of women in media use but 
will improve the portrayal of feminism in media. Further it will also bring a significance improvement in the state and 
status of women representing the media. With increasing media participation and access of women in media, they can 
definitely contribute towards the progression of media within the country. Hence, rise in the regional contents is 
exceptionally vital for augmentation and increasing participation of women in media.  
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1. Introduction: 
Indians are among the most prolific consumers of internet pornography in the world. Pornographic or  sexually 

explicit material are contents that depict sexual activities in unconcealed ways, often with close-ups with aroused 
genitals and of oral, anal, or vaginal penetration. It is consumed using means such as books, magazines, drawings, 
videos, and video gaming. Consumption of online pornographic videos in India is at an all-time high. According to a 
web metrics firm, an extraordinary growth of easy access to Internet in India has leapt from 5 million in 2004 to 40 
million in 2007 and continues to grow at the rate of 17% a year, which led to an insane expansion in the world of online 
pornography. Between 2013 and 2017, India’s porn traffic recorded the highest growth globally and  at 121 percent, 
the country is ahead of Japan, Canada, the US, and UK, in terms of viewership, according to the data provided by the 
largest porn site, PornHub where India accounts for the world’s third-largest consumer base (PornHub, 2018). In today’s 
context, as the impact of Covid-19 has spread globally, measures like social distancing have become increasingly crucial 
to maintain safety. These measures along with the national lockdown have led to an increase in stress, isolation and 
loneliness. During the pandemic, a sharp increase was observed globally in google searches relating to pornographic 
content (Zattoni, F., Gül, M., Soligo, M. et al, 2020) and as indicated by Pornhub in its insights for 2020, there has been 
quite a spike in viewership since March this year. Excessive pornography consumption poses as a major risk to marriage, 
family, and children and to individual happiness (Fagan, Family Research Council, 2009). 

Despite the limitlessness and prevalence of the pornography industry, a small number of researches have been 
carried out to explore the social, physical and psychological impact of pornography consumption on its viewers. 
Specifically, its repercussions on the Indian women who consume porn. As far as the Indian scenario is concerned, 
there is lack of research related to pornography’s effects on the lives of Indian women. The limited studies done in the 
area have been centred on males and their relationship with pornography. Until lately, researchers have not considered 
the possibility enough that women may enjoy consuming pornography. This may be an outcome of the commonly 
upheld social attitude that women lack sexual desire or are less sexual, in comparison to men (Averett, Benson & 

Abstract:  Given the easy access to Internet and the growing popularity of the pornography industry, there is limited 
research focusing on the psychological and cultural aspects of pornography consumption. What also stands less 
investigated, is the role of pornography in the lives of women. This study was specifically undertaken to explore the 
relationship between women’s pornography consumption in India, their degree of feminist identification and their 
sexual self-esteem. Additionally, this study will also provide insight into the frequency and duration of pornography 
consumption among Indian women. The study consists of 76 female participants above 18 years of age, living in 
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pornography consumption, ii). Snell’s Sexual Self-Esteem Scale by Snell and Papini (1989) and iii). Degree 
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variables under study, i.e., sexual self-esteem, degree of feminist identification and pornography consumption. The 
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Vaillancourt, 2008). This omission has created space for investigating the role of pornography in the lives of Indian 
women. The relationship between degree of feminism and porn consumption, and effect of porn on sexual self-esteem 
will be explored in this research study. 

 
2. Review of literature: 

2.1. Relationship between Feminism and pornography 
By definition, “Feminism” is the belief that women should be allowed the same rights, power, and 

opportunities as men and be treated in the same way, or the set of activities intended to achieve this state. A person who 
believes in this ideology is termed as a “Feminist”. Pornography has been one of the most conflict-ridden issues in 
feminism. This deep division was exemplified in the feminist sex wars of the 1980s, which put anti-pornography 
activists in opposition with sex-positive ones. 

The two differing Feminist views on pornography range from condemnation of it as a form of violence against 
women, to an embracing of some forms as a medium of feminist expression. The second wave feminist movement in 
the 1970’s and 1980’s consists of leaders such as, Andrea Dworkin, Catharine MacKinnon, Robin Morgan, Diana 
Russell, Alice Schwarzer, Gail Dines, and Robert Jensen who argue how harmful pornography is for women and 
contributes to enablement of violence against women. Pornography is inherently anti-feminist; therefore, true feminists 
must also be constitutionally anti-pornography (MacKinnon & Dworkin, 1998; Schussler, 2012). It was found that 65 
to 75 percent of women in prostitution and hardcore pornography had been victims of incest or child sexual abuse 
(Dworkin 1989). Thus, making pornography a civil rights issue for sexualizing inequality and turning women into 
subhuman creatures by objectifying them. It is the systematic exploitation of a group of people that generates hostility 
and aggression towards all women, without exception. According to the anti-pornography feminists, notably Catharine 
MacKinnon, the production of pornography demands coercing women physically, psychologically, and/or 
economically to perform and model in it. This is said to be true even when the women are being presented as enjoying 
themselves ("Feminist perspectives on sex markets: pornography", 2004). Gail Dines holds that pornography is 
becoming increasingly violent and abusive; she claims that women who perform in pornography are brutalized in the 
process of its production (Dines, 2007). Increased violence against women and children in India has been partly 
attributed to a rise in pornography availability and consumption that has led to ‘pornography addiction’ in India, 
corrupting its cultures and values which forms a basis for unequal treatment of women (Hariharan, 2014; Vaswani, 
2013). It can be concluded that the chief issue with pornography is not its sexual content but its degrading and 
dehumanizing portrayal of women. Pornography, by its very nature, requires that  women be subordinate to men and 
mere instruments for the fulfilment of male fantasies (Longino, 1980). 

Catherine MacKinnon claims that “specific pornography does directly cause some assaults. Some rapes are 
performed by men with paperback books in their pockets” (MacKinnon, 1987). Because  pornography conditions male 
orgasm to female subordination (MacKinnon, 1987), it indirectly and subconsciously elicits from men controlling 
sexual behaviours. With regards to its connection with a tendency for men to indulge in sexual assaults, studies indicates 
that pornography (1) predisposes some men to want to rape women or intensifies the predisposition in other men already 
so predisposed; (2) undermines some men’s internal inhibitions against acting out their rape desires; (3) undermines 
some men’s social inhibitions against the acting out (Russell, 1988). Several studies suggest that pornographic videos 
which show women enjoying the sexual violence they are being subjected to, can lead to an increase in the acceptance 
of rape myths in both males and females. Research in India indicates that a good  part of  the youths involved in regular 
pornographic consumption have attempted to molest and act out the pornographic scenes on innocent victims, thus, 
treating women as commodities (Dr. Dixon, 2015). 

The more recent emergence of third wave feminism is based upon a framework that believes in defending 
free speech and women’s power and agency over their own sexuality. Sex-positive feminism is centred on the idea that 
sexual freedom is a crucial factor in women's freedom. Anti-pornography feminists put pornography at the centre of the 
explanation for women’s oppression. Some feminists became involved in the sex-positive feminist movement to oppose 
this very approach. Ellen Willis (who coined the term "pro-sex feminism") states that the claim that 'pornography is 
violence against women' is code for the neo-Victorian idea that men want sex and women endure it (Willis, 2005). Sex-
positive feminists take a variety of views towards existing pornography. Many of these feminists see pornography as 
destabilizing stereotypical ideas about women that they do not like sex generally, only enjoy sex in a relational context, 
or that women only enjoy vanilla sex. Vanilla sex refers to conventional sex that conforms to the considerably basic 
expectations with a culture. They also argue that some pornographic videos include women with a greater variety of 
body types, than are typical of mainstream entertainment and fashion. And also show women in sexually dominant 
roles, thus, allowing them a fulfilment of their sexual identity and free expression. Sex-positive feminists are in favour 
of giving people of all genders more sexual opportunities, rather than restricting pornography (Rapp, 2009). Rubin 
(1984), writes that anti-pornography feminists exaggerate the dangers of pornography by showing the most shocking 
pornographic images (such as those associated with sadomasochism) out of context, in a way that implies that the 
women depicted are actually being raped, rather than emphasizing that these scenes depict fantasies and use actors who         



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 185 

 have consented to be shown in such a way. Sexpositive feminists argue that access to pornography is as important to 
women as to men and that there is nothing inherently degrading to women about pornography (McElroy, 1996). Despite 
this shift in ideology about women’s sexuality, few researchers have explored the correlation between women’s feminist 
values, pornography consumption behaviour, and sexual self-esteem. 

2.2. Relationship between Sexual Self-Esteem and Pornography 
The term “Sexual Self-Esteem” is applied to discuss the “value that one places on oneself as a sexual being, 

including sexual identity and perceptions of sexual acceptability” (Mayers, Heller & Heller, 2003). Studies indicate that 
women with male partners frequently participating in pornography consumption, tend to report a declined sexual as 
well as body self-esteem. Correspondingly, being subjected to pornography in a measured or controlled setting  also 
leads to a decrease in women’s sexual self-esteem (Aubrey, 2006). The sexual performances that are mainly carried out 
by women in pornographic videos are shown to be very “enthusiastic and athletic”, where participants are continually 
screaming with excitement and expressing their experience of sexual pleasure. This has been  characterized as 
“pornotopia” where people engaging in such sexual acts are usually portrayed as being ever ready for sex and always 
enjoying (Zillman & Bryant, 1988; Marcus, 1971). Unrealistic portrayals can be damaging as most normal sexual 
experiences are usually less “euphoric and ecstatic” as compared to the ones that are shown in pornography. This is 
likely to develop feelings of underperforming; ultimately leading to a decline in one’s sexual confidence and as that 
occurs, sexual dissatisfaction between them and their partner grows (Zillman & Bryant, 1988). An investigation into 
the impacts of extensive pornography use on romantic heterosexual relationships, where men are the main users, 
revealed two central themes: women in the relationship sensed an absence of intimacy and a loss of sexual desires from 
their partner’s side. Women also reported experiencing a new way of viewing themselves, in that they view their self-
worth as diminished and of reduced value (Bergner & Bridges, 2002). Another research advocates that married women 
undergo more serious and substantial distress by a partner's online pornography consumption versus those in a dating 
relationship (Manning, 2006). As stated by The American Academy of Matrimonial Lawyers in Chicago, Illinois 
(2002), 56% of the divorce cases involved one party having an obsessive interest in pornographic websites (Dedmon, 
2002). The subjects of a study were exposed to a series of indecent and nude pictures of women that were taken from 
magazines or abstract paintings after which the subjects were made to evaluate their current intimate partners. The 
results suggested that such an experience led males to perceive their own female partners as less sexually attractive and 
they also reported loving their partners less after being exposed to nude pictures of beautiful women (Gutierres, Kenrick, 
and Goldberg, 1983). When exposed repeatedly to nonviolent but sexist and dehumanizing pornography, men 
experienced a decline in satisfaction with their female partners also declined respect for “female sexual autonomy and 
self-determination” (Zillmann & Bryant, 1987) in agreement with other researchers (Donnerstein, 1980, 1983; 
Malamuth, 1981; Malamuth & Check, 1980, 1985; Malamuth, Heim, & Feshbach, 1980). 

A research to investigate pornography’s effect on attitude towards women, suggested that men who consumed 
pornography with negative portrayal of women, showed increased negative attitudes towards them, whereas sexually 
violent videos with positive depictions of women led to comparatively, decreased negative attitude towards them. It 
was concluded that the negative portrayal of women triggered stereotypes held by some men and positive portrayal of 
women, challenged those stereotypes. Thus, portrayal of women in the pornography industry plays a major role in 
shaping our attitude towards them (Ferguson, 2012). Some researchers have established that there are women who  are 
conflicted about their contradictory behaviour wherein on one hand, they are concerned about the exploitation of women 
by the pornography industry and on the other hand, viewing pornography was quite arousing and made them feel sexy 
(Ciclitira, 2004; Parvez, 2006). 

These researches are in support of the third-wave feminist’s take on pornography that consuming it may be 
sexually liberating for some women while increasing their feelings of sexual self-esteem (Ciclitira, 2004; Hald et al., 
2008; Weinberg, et al, 2010). Having established that pornography may lead to a decline in feelings of sexual self- 
esteem or bodily esteem, especially among women, a consideration of the potential benefits of engaging in pornography 
is relatively unexplored, including better and easier access to sex education and learning safe sex practices (Ciclitira, 
1998), opportunity for sexual identity-bending (Ciclitira, 1998), as well as opportunities for women to produce and 
distribute their own representations of their sexual selves (Williams, 1991). From this angle it is possible to hypothesize 
that pornography may hold a complicated and ambiguous meaning in the lives of women as theorized by past research. 
This leaves enough room to explore women’s pornography consumption behaviour and correlations with feminist 
beliefs and values and sexual self-esteem. 

 

3. Research Design: 
This study has employed the Correlational research design with the aim to investigate the nature of 

relationship between the three main variables, i.e., sexual self- esteem, pornography consumption and feminist 
identification by using the appropriate data-gathering tools. The total number of participants in the study was 76 and 
ranged from the age of 18 to 60 years. A non-probability “virtual snowball” sampling technique was utilized by the 
researcher to recruit participants through social media platforms like WhatsApp, Instagram and Facebook. 
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3.1. Hypotheses 
The following hypotheses were developed in relation to research objectives of this study: a.) There will be a 

significant relationship between sexual self-esteem and frequency of viewing pornography. b.) There will be a 
significant relationship between sexual self-esteem and duration of viewing pornography. c.) There will be a significant 
relationship between one’s degree of feminist identification and frequency of viewing pornography. d.) There will be a 
significant relationship between one’s degree of feminist identification and duration of viewing pornography. e.) There 
will be a significant relationship between sexual self-esteem and one’s degree of feminist identification. 

3.2. Participant Criteria 
The participation criteria for this study included individuals who have actively engaged in watching 

pornographic videos in the past 12 months, who identify as women, are 18 years or older, have access to the Internet, 
are able to read and write in English and are currently residing in India. Participants were included notwithstanding 
their race, ethnicity, religion, sexual orientation, socioeconomic status, marital status, physical ability and political 
affiliations. Participation in the survey was conducted on a voluntary basis. 

3.3. Measures 
The questionnaire is divided into several sections including the selected tools to be used. The tools used in 

the research study are standardized instruments employed to suit the purpose of the study. 
3.4. Demographic information 

The demographic details included preferred gender identity, age, and highest level of educational attainment, 
city of residence, relationship status, occupation and whether the individual has viewed pornography in the past year. 
Seven questions focused on pornography consumption were asked of the participants (preferred time & place of the 
day to consume pornography, age at which they started, medium they use most frequently to  consume  porn, preferred 
category of porn and the frequency and duration of their pornographic consumption). 

3.5. Snell’s Sexual Self-Esteem Scale 
The first scale used is called the “Sexual self-esteem scale” which is taken from Snell Sexuality Scale ((Snell 

& Papini, 1989) and included 30 items, using a 5-point Likert scale ranging from +2 = agree, +1 = slightly agree, 0 = 
neither agree nor disagree, -1 = slightly disagree and -2 = disagree. The scale includes items like “I am a good sexual 
partner”, “I sometimes have doubts about my sexual competence” and “I tend to be preoccupied with sex”. It is rated 
across three dimensions: Sexual Depression, i.e., the tendency to feel saddened and discouraged by your ability to relate 
sexually to others; Sexual Esteem, i.e., a measure of your tendency to evaluate yourself in a positive way in terms of 
your capacity to relate sexually to other; and Sexual Preoccupation, i.e., a measure of your tendency to become absorbed 
in thoughts about sex on a persistent basis (Snell & Papini, 1989). 

3.6. Degree Feminist Scale 
The second scale used in the study is called the “Degree feminist scale” (FEM scale) which has been adapted 

from Frederick D. Miller, Elliott R. Smith and Myra Marx Ferree ((Miller, Smith & Ferree, 1975). It includes 20 items, 
using a 5-point Likert scale ranging from 1 = strongly agree to 5 = strongly disagree. The scale includes items like 
“women have the right to compete with men in every sphere of activity”, “a woman should be expected to change her 
name after marriage” and “a woman who refuses to bear children has failed in her duty to her husband”. 

3.7. Recruitment and Procedure 
Prior to answering any questions for the survey, participants were given a consent form to fill if they wished 

to participate (see Appendix B) which clarifies the nature of the participation, the nominal risks of participating in the 
study and a referral source if the participants experience discomfort or have any queries regarding the survey. The 
researcher in this study utilized a non-probability “virtual snowball” sampling technique to recruit participants through 
social media (Facebook, Instagram, and WhatsApp). The potential participants were directed to the consent form and 
once the consent was indicated, they were asked three screening questions. If a potential participant answered “yes” to 
all of the questions, they were directed to the study and if a potential participant did not fit these questions, they were 
redirected to a screen that explained that they are not eligible to participate in the study. The survey was administered 
through Google Forms, a survey administration application. The survey was carried out online keeping in mind the 
sensitive nature of the topic, in order to obtain more detailed and honest responses from the participants. 

 
4. Result & Discussion: 

The Pearson product moment correlation method was carried out in order to understand the relationship 
between the study variables, i.e., first, sexual self-esteem consisting of three dimensions, namely, sexual preoccupation, 
sexual esteem and sexual depression; second, pornography consumption consisting of two  dimensions, i.e., frequency 
and duration of consumption and third, one’s degree of feminist identification. 

a. Intercorrelation between degree of feminist identification and dimensions of pornography consumption 
 
 



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 187 

 
 

The first hypotheses state that there will be a significant relationship between one’s degree of feminist 
identification and frequency of viewing pornography. Following the first hypotheses is the second hypothesis which 
states that there will be a significant relationship between one’s degree of feminist identification and duration of 
viewing pornography. This table indicates that there is no statistically significant relationship between the variable, 
degree of feminist identification and the dimensions of pornography consumption. 

As discussed, according to the third feminist movement, every woman who identifies as a feminist should be 
against watching pornography and should strictly refrain from engaging in it, as opposed to third wave feminists who 
believe that pornography destabilizes the stereotype that women do not enjoy sex as much as men do and hold a 
positive attitude towards consuming pornography. According to sex positive feminists, women who identify as 
feminists are more likely to engage in pornography. Past research suggests that higher the degree of feminist 
identification amongst women, the less amount of time they spend consuming pornography. However, the results of 
this study showed that there is no relationship between one’s degree of feminist identification and the duration of their 
pornography consumption. 

A possible explanation for the findings of hypothesis I & II is that 59.2% of the participants in this study 
reported engaging in a particular category of pornography called “Feminist pornography”. Since it is the genre of 
pornography that is dedicated to gender equality and gives equal importance to pleasure experienced by women, unlike 
other mainstream porn genres, it is generally preferred by women (Snyder & Hall, 2010). As discussed in past 
literature, major pornography viewers prefer over-sexualizing of the female body which results in a growing demand 
and supply of degrading and violent acts against women in the mainstream pornographic videos (Shor & Sieda, 2018). 
Feminist pornography is less likely to be filmed due to a lack of audience demand since a majority of pornography 
viewers are male (Ciclitira, Karen, 2004), therefore, it is not included under mainstream pornography content. 

In this particular study, women preferred to watch female centric and empowering feminist pornography and 
because women are not abused, forced or dehumanized in such videos, it may not have developed negative feelings 
in them against pornography and could have acted as a medium of sexual liberation for them, hence, an increase in 
the degree of women’s feminist degree does not have an effect on their pornography consumption, in this specific 
study. 

b. Intercorelation between dimensions of sexual self-esteem and dimensions of pornography consumption 
 

 

The third hypothesis states that there will be a significant relationship between sexual self-esteem and 
frequency of viewing pornography. Following this is the fourth hypothesis which states that there will be a significant 
relationship between sexual self-esteem and duration of viewing pornography. The results of the study indicate that 
any change in the frequency or duration of consuming pornographic content will not have an influence on the 
individual’s sexual self-esteem. Therefore, it was found that there is no relationship between these variables, thus, 
rejecting the hypotheses. This is contradictory to the previous research where studies have found that an increase in 
the frequency of pornography consumption can lead to exert a positive influence on their sexual self- esteem by 
helping them find out what they desire sexually, elevating their feelings of satisfaction and sense of security. It can 
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also impact the individual’s sexual self-esteem negatively, leading to disappointment and reduced sexual confidence 
(Kvalem I.L., Traeen B., Lewin B., & Stulhofer, 2014). 

As stated earlier, 59.2% of the participants in this study reported engaging in consuming the category 
“Feminist pornography”. Since feminist pornographic videos include and celebrate women and men of all sexual 
orientations, body types, skin colours, ethnicity, race and age, it can be said that they are not exposed to how 
mainstream porn media chooses to display women in their videos, as having perfect bodies and the ability to perform 
a variety of sexual actions and functions which is often not found in real-life sexual relationships. These videos often 
leave them feeling sexually undesirable and they tend to use self-descriptors like “fat”, “ugly”, “old” or “repulsive”. 
They find it difficult to physically measure up to the impossible ideal of the women displayed in mainstream 
pornographic videos or magazines thereby, lowering their sexual self-esteem (Bergner R, & Bridges A., 2002). 

Thus, an individual’s sexual self-esteem can depend on the kind of videos being consumed by them. In this 
particular study it was found that an increase or decrease in the frequency and duration of pornography consumption 
did not have an effect on the sexual self-esteem of women. 

c. Interco relation between degree of feminist identification and dimensions of sexual self-esteem 
 

 

The fifth hypothesis states that there will be a significant relationship between sexual self-esteem and one’s 
degree of feminist identification. However, results of the study indicate that any change in the degree of feminist 
identification will not have an influence on the individual’s sexual self-esteem. 

Therefore, it was found that there is no relationship between the two variables, thus, rejecting the hypothesis. 
Based on previous literature, it was expected that there would be a positive correlation between these two variables, 
where a higher degree of feminist identification leads to an increase in their sexual self-esteem, according to third 
wave feminist ideals of female sexual empowerment and ownership of one’s body. 

However, it is difficult to break down which feminist movement (i.e., second or third) was adhered to by the 
participants of the study as they were given a general questionnaire about feminist values, not specifying second or 
third wave of feminist beliefs. 

 
5. Conclusion: 

The findings of this study suggest that pornography consumption does not have any effect on a woman's 
sexual self-esteem and feminist identification. As discussed in the previous sections, a possible reason for such a 
finding could be that 59.2% of the participants of the participants reported watching "Feminist pornography". Men's 
exposure to mainstream porn results in sexual dissatisfaction of women and their expectations of sex as importance is 
not placed on both partner's sexual needs. This finding implies that there is a need to bring awareness to this aspect or 
category of porn, which is often overlooked, which may lead to women's sexual empowerment. It is necessary to make 
feminist pornography a part of the mainstream porn industry. 
 

6. Limitations of the study: 

 As discussed, feminists are quite divided on the issue of pornography. Because second and third wave feminist 
belief systems differ greatly regarding pornography, it is important to find which belief system women identify 
with. This will help in developing a better understanding of the matter. 

 Another limitation is the sample size of the research. This study yielded the responses of just 76 participants 
which made it difficult to generalize the obtained results on a larger population. 
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 Lastly, online surveys can be challenging because of the uncertainty about the authenticity of the results or data. 
Since there is less accountability, it is possible that some answers could lack genuineness or be fake. 

 

7. Future research: 

 Further research can be carried out to study the differences between how pornography consumption affects the 
lives of women across different socio-economic backgrounds. 

 Further investigation can be carried out to understand the experiences of feminist women who believe they are 
either contributing to the objectification of women by engaging in pornography or contributing to the sexual 
liberation of women by engaging in pornography. 

 ∙ Owing to ethical constraints, this study has focused only on women who are above the age of 18 years. As the 
study suggests, around 47% of the participants in this study started watching pornography between the ages of 
13- 17 years. Thus, future research can be carried out to understand the effects of pornography consumption on 
females in their adolescent years. 
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Abstract: To prevent the spread of COVID-19, the Government of India had imposed policies for lockdown and 
social distancing. As a resort, many shops had to stay shut for a few months. A significant part of the country’s 
economic activities experienced a halt and a few companies had to shut themselves due to that halt. Both offline 
and online businesses experienced a halt but, the only difference was that online delivery services that were 
delivering essential items got back on track sooner than expected. Since food delivery was categorized under 
essential items hence, Swiggy and Zomato had the permission to do business even in the lockdown from 19th April 
2020. The e-commerce business for food delivering companies like Swiggy and Zomato has been increasing over 
the years with the increase in the penetration rate of the internet. The internet penetration rate in India in 2015 was 
19% and it rose to 50% at the start of 2020. Due to the same, Zomato went from making $50 million i.e., ₹36, 
54,61,250 in the year 2016-17 to earning worth Gross Merchandise Value of ₹75 crores on 31st December 2020 
alone. Swiggy went from getting approximately 92 orders per minute in 2016-17 to getting 5,500 orders per minute 
on 31st December 2020 alone. In the starting phase of lockdown, people were still a bit hesitant in ordering food 
online due to the fear of getting infected. According to the World Health Organization’s data as of 14th August 
2020, coronavirus can’t survive on the food packaging or in cooked food. The Social media marketing team of 
Swiggy and Zomato came to the rescue and used this data along with portraying that all other safety measures 
were being taken care of. Over time they were successful in proving that ordering food online is safe and as a 
resort, the business started booming. This paper would attempt to analyze the change in consumer trends and 
mindset, especially in the food sector due to COVID-19. The research in this paper will mainly be Empirical to 
analyze that change. I will also analyze social media campaigns and posts for the same. The reason for focusing 
on Empirical is to have a comprehensive understanding of the subject and then verifying it with the field experience 
which will be gained by interviewing people to provide a holistic understanding of how effective the Social media 
team and their campaigns were in convincing people that online shopping is safe. 

 

Key words: E- commerce, Food delivery, Online shopping, Social media marketing. 
 
 

1. Introduction: 
March 2020, the month when probably every economic activity came to a haunting halt be it offline business 

sector or e-commerce sector both of them had to deal with a fair share of losses. Both the sectors were struggling and 
thinking of ways to deal with the losses and get back on track but, the offline business was not able to deal with it like 
the way food delivery brands in the e-commerce sector did. Since delivering food was considered an essential service 
hence food delivery brands like Swiggy and Zomato got the green signal from the Government of India to continue their 
operations while following the necessary safety measures. 

It was not easy for people to start trusting the brands as the COVID-19 positive cases were rising day by day 
but, many of them did not have the luxury of choosing whether they wanted to order or not because they were stuck 
inside their homes away from their families. Some were running out of essential items and the nearby shops were not 
opening up hence, they had to resort to Swiggy and Zomato whether they liked the idea or not. 

Drastic changes were made in the marketing strategies overnight. Some worked and some did not but, both 
the brands were probably at their best by the end of the year i.e., on New Year’s Eve. We would try to analyze those 
changes with their real-time implications and see how they dealt with the crisis of lockdown. 
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2. Research Methodology: 
The research done while writing this paper was empirical in nature due to several reasons. The need for focusing 

on the empirical method was to have a comprehensive understanding of the subject matter and then analyzing the 
public’s opinion as to how convinced were they with Swiggy and Zomato’s marketing strategies. Interviews had to be 
conducted to do the same in a detailed manner. 

Focusing only on the doctrinal approach might not have provided accurate results that include customer’s 
opinions. Research on the given could not have been possible without understanding the consumer’s mindset in such an 
unusual time as the lockdown. Since there was not much data available on the same hence, a survey was conducted to 
understand the same. 

Social media platforms such as Twitter, Instagram, and Facebook had to be analyzed thoroughly to get first- 
hand data on the public’s reaction to each and every new marketing strategy that both brands were trying out. 

 
3. Literature Review: 

Having a comprehensive understanding of the subject and the theme was crucial to write this paper. For the 
same, research papers and scholarly articles were read and used. We will talk about a few of those papers briefly to 
provide a holistic understanding of the topic before talking about the findings of this research. 

The first article is written by Anam Bhatti, Hamza Akram, Hafiz Muhammad Basit, Ahmed Usman Khan, 
Syeda Mahwish Raza Naqvi, and Muhammad Bilal named E-commerce trends during COVID-19 pandemic.i In this 
article, the researchers have talked about how COVID-19 has brought a sudden change in consumer trends, especially 
in the e-commerce sector. COVID-19 has forced consumers to use the internet and order items online. This has given 
a push to the e-commerce sector and it started growing rapidly due to the virus. 

The second paper is by Hung-Hao Chang and Chad D. Meyerhoefer named COVID-19 and the Demand for 
Online Food Shopping Services: Empirical Evidence from Taiwan. In this paper, the researchers have talked about 
how COVID-19 has given a boost to online food delivery in Taiwan especially to the brand named Ubox which is the 
biggest brand in Taiwan for food delivery.ii 

The third is by Uma Rani and Rishabh Kumar Dhir named Platform Work and the COVID-19 Pandemic. In 
this, the researchers have talked about the initiatives that Swiggy took during the pandemic to help people and increase 
it’s business to some extent.iii The fourth is by Durant Dsouza and Dipasha Sharma named Online Food Delivery 
Portals during COVID-19 times: an analysis of changing consumer behavior and expectations.iv In this, the researchers 
have mainly analyzed the change in consumer behavior especially in food delivery sector for e-commerce websites 
like Swiggy. 

 
4. Mapping the Change in Social Media Marketing Trends of Food Delivery Brands during Covid-19: 

4.1. Effects of COVID-19 on the e-commerce food delivery brands 
The year 2020 might be remembered as the Dark Year as well as the Brightest Year for many reasons 

respectively. One of the most crucial reasons due to which 2020 will be remembered as a dark year is COVID-19 or 
Coronavirus. A virus that allegedly originated in China brought the economic activity of the world to an unimaginable 
halt by infecting millions of people and even causing thousands of deaths. The halt made many depressed and even 
led to suicides. Suicide was one of the main causes of over 300 deaths that are not caused by Coronavirus.v Both 
online and offline businesses experienced heavy losses even Swiggy and Zomato did. 

The payment for Swiggy’s delivery executives got held up as a resort of those losses and the executives went 
on a strike.vi Zomato performed better when compared to Swiggy in paying their Delivery executives on time. In the 
beginning, both the companies were facing very tough times but, gradually by the end of the year both of them were 
right on track and were making huge profits. In the paper, we would be mapping the changes that happened in the 
marketing strategy of both the companies during lockdown that led to such a profitable time. 

In India no matter what the country faces but, the services for essential items could never stop. Almost everyone 
depends on those essential items in one way or the other. Since food is an essential item for all of us hence, food 
delivering companies like Swiggy and Zomato got the green signal from the Government of India to continue to deliver 
the food based on the orders placed online.vii 

India was probably not even aware of the concept of lockdown but, when it was introduced then everyone 
(excluding the ones who were on duty throughout the period) had to stay inside their home. We had to avoid going out 
as much as we could and this led to problems such as the closure of the nearby grocery shops. Swiggy saw the 
opportunity in this crisis and came up with several features that helped the citizens to survive during the lockdown. 
Zomato on the other hand was not able to perform as well as Swiggy did. 

 
4.2. Initiatives taken by Swiggy during the lockdown to tackle people’s fear of getting infected: 

4.2.1. Contactless delivery: 
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This feature did wonders for both brands. There was no concrete evidence that could prove that Coronavirus 
could be transmitted through the packaging of food. Benjamin Chapman who is a professor and food safety specialist 
said that “We don’t really have any evidence that food or food packaging is a source of getting sick”.viii The only risk 
of getting infected by the Coronavirus was probably being in direct contact with the delivery executive. Both Swiggy 
and Zomato nipped this issue in the bud by introducing contactless delivery where the delivery executive could leave 
the food at the doorstep of the customer and then the customer could collect it after the executive leaves. This ensured 
that there would be no contact between both parties at all. People started using this feature as they felt safe while doing 
so. 

4.2.2. Genie: 
A service that won millions of hearts. This was launched exclusively by Swiggy. Be it medicines or vegetables 

or groceries or any sort of business deliveries, Genie was there to serve its Aladdin. One could order items that probably 
Swiggy never even thought of selling with the help of the Genie feature. If you run out of medicines, vegetables. 
Groceries then you could order it through that feature. If the shop that you wish to order from is functioning and is not 
in Swiggy’s list of shops then Swiggy enabled you to add that shop to their list too so that you could get your products 
delivered. Many companies had adopted the Work From Home model but, not everything could be shifted to the Work 
From Home environment overnight, right? Let us consider a situation in which you wanted a file to be delivered to your 
colleague then you could do this through the Genie feature too. 

4.2.3. Safety Standards: 
This feature made the users trust both the brands more as it signaled that they were doing as much as they could 

to ensure their user’s safety won’t be compromised. This feature not only told the users about which restaurants were 
doing daily temperature checks of their employees but, also told them about which restaurants were being sanitized 
every 4 hours, which restaurant’s employees were always wearing masks, and which restaurants were doing ‘safe 
packaging’. Users appreciated this as this proved that the brands believed in transparency and were not just interested 
in profits.ix 

4.2.4. Mentioning the temperature of the team members who helped in the preparation of your food: 
If you order something from Swiggy then a slip would be attached to your order that would have a list of 

people/team members who helped in preparing the food directly or indirectly along with their body temperature. This 
turned out to be the next level of transparency that no one had expected. People do not expect a food delivering company 
to even give out the names of the people who were involved in preparing food but, Swiggy even gave them the body 
temperature of those people along with their names. Users applauded this and were quite impressed.x 

4.2.5. Discontinuing Cash on Delivery (COD) for some time 
This move had some positive as well as negative results. Positive because people understood that both brands 

took this initiative to ensure their user and delivery executive’s safety and negative because not everyone trusted or had 
net banking enabled to make payments online. Overall, users did understand that it’s for their own safety. 

These were some of the initiatives that Swiggy and Zomato took that worked for them in a positive way and 
attracted users as well as encouraged them to order food online because of how safe it was.xi Zomato took some of the 
aforementioned initiatives too as mentioned above.xii However, judging by people’s response, Swiggy won hearts by 
taking more initiatives than Zomato. 

Both companies informed the users about this through various social media platforms like Twitter, Instagram, 
and Facebook. They were informing the users as well as encouraging them to order from the respective companies. 
Trends changed, shackles were broken and boundaries were pushed due to the changes being made in Marketing 
strategy. It seemed like both the company’s target audience was only the youth. We will talk about why did it seem so 
in the paper. Both of them were going head to head with their social media marketing strategy to be the top-dog as 
they had almost the same strategies i.e., connect to the audience and capture the market. 

4.3. Social Media Marketing Strategy of Swiggy and Zomato during the Lockdown Using Memes: 
Due to cheap data prices now the penetration rate of the Internet in India was 50% at the beginning of 2020.xiii 

A significant part of this 50% is the youth. Two awards for which our country could probably be nominated are ‘Sky- 
high unemployment’ and the ‘Youth spending time on Social Media platforms’. Meme culture in India has developed 
recently. It has developed in approximately the last 6-7 years only. Due to the cheap prices of data, millions of people 
are able to keep up with the latest meme trends. They enjoy those memes and love them. When the target audience loves 
something then what does a marketing team do? Try to use the love for that thing for their benefit and that’s what 
Swiggy and Zomato did too. Throughout the lockdown, they used the existing meme trends to create content that will 
connect them to their target audience. They used the memes in their own way and made them their own. We would 
discuss briefly a few of those trends. 

 Rasode Mein Kaun Tha (Who was in the Kitchen): A meme created by Yashraj Mukhate that was being 
shared on each and every single social media platform. Both Swiggy and Zomato have used the template and 
made it their own in a good way. Swiggy recently used the same template to create a post.xiv Zomato did the 
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same.xv Both the brands gained some prominent engagement with the users because of how famous this 
meme was. 

 Work from Home: Swiggy showed its originality with this template and created numerous posts on this.xvi 
Zomato didn’t lag behind either and it too made the meme its own by making creative memes on Work From 
Home VS Work From Office Culturexviixviii 

 Bollywood references and memes: Both the brands were head to head in this but, Zomato was ahead of 
Swiggy in this trend. When Swiggy chose a classic Bollywood referencexix that it couldn’t go wrong with 
then Zomato used the song O Sanamxx that millions of youngsters were listening to because of Lucky Ali 
singing it at an impromptu concert in Goaxxi which brought the song back to their memories. 

 Putting Delivery Executives on the front and ask people to order more: Swiggy was ahead of Zomato in 
this. Zomato also tried to compete with Swiggy in this but, Swiggy’s marketing strategy like asking users to 
appreciate and tweet to the delivery executivesxxii worked more. Probably the best strategy was to ask 
the users to order to ‘support the restaurant staff’xxiii. It was probably one of the most clever moves Swiggy 
ever came up with. Marketing strategy depends on consumer behavior and psychology. When the words like 
‘support’, ‘help’ are used then they are very cleverly trying to instigate the emotional side of you. This way 
they are not directly asking you to do something but, they are trying to make you do that same thing 
indirectly. Swiggy pulled this move off brilliantly and Zomato was not able to compete with Swiggy. 
Another example would be that when people ordered then Swiggy thanked some of its users for ‘supporting’ 
that particular restaurant.xxiv Swiggy made profits but, it targeted people’s emotional side so that no one 
would accuse them of just focusing on the business even in a pandemic. 

 Showing how food’s being prepared: Under the Hope Not Hunger scheme of Swiggy, lacs of meals were 
being prepared for the needy. With respect to this, Swiggy posted a video that showed how careful the chefs 
were being while preparing the food.xxv Swiggy did not do this for normal user orders but, it could be 
interpreted that the same level of hygiene was being maintained during the preparations of normal orders too 
and people did interpret it in this way. This established transparency between Swiggy and its users. Zomato 
was not able to do this hence, Swiggy clearly was more successful than Zomato in establishing transparency 
with its users. 

 Making interactive posts to increase engagement of their pages: The more people engage with a post the 
higher its chances are to reach a wider audience. This works fantastically in posts that are interactive in nature 
such as the ones which would encourage the audience to share their views. Both Swiggyxxvi and Zomatoxxvii 
did this and we could look at the responses they got in their comments. 

4.4. User’s opinion on these marketing strategies on whether they were successful or not: 
After analyzing social media and interviewing users residing in different states of India to understand what 

the users felt about these strategies and whether they started trusting Swiggy and Zomato during the lockdown or not 
one could say that the majority of the people started trusting both the brands because of the aforementioned strategies 
and initiatives. Some people were not able to trust either because of safety reasons and hence did not order anything at 
all from either brand during the lockdown. Overall, looks like both brand’s social media team’s efforts paid off. 
However, nothing is that simple when it comes to social media marketing and consumer trends so, now we would 
look at the failures of Swiggy and Zomato that they had to pay the price for. 
4.5. Mistakes were made and the price was paid 

The ‘Boycott’ culture has been on the rise in India for quite some time now and both the brands had to face the 
consequences for the so-called ‘mistakes’ that they made. A common reason due to which both brands had to face 
people’s wrath was because they were trying to keep up with the trend of being ‘woke’ in the 21st century. Let’s see 
what they did while being woke that offended people and how it affected them. 

 Sponsoring hate espousing channels: A Bollywood actress named Swara Bhasker tweeted “Hey @Zomatoin 
@Zomato @Deepigoyal I’m your regular customer… do u plan to #DefundTheHate & pull your ads from hate 
espousing channels like @Republic_Bharat? I’m not okay with my money even indirectly funding this kind of 
communal bigoted hate! Pls let your customers know...”xxviii 
To this Zomato replied by saying “Hi Swara, please note, we don’t endorse any content except our own. That being 
said, we are looking into this.”xxix Users misunderstood and thought that Swiggy was siding with Swara. Probably 
the meaning for the phrase ‘looking into it’ means different to these people than the actual meaning. They resorted 
to the digital boycott i.e., uninstalling the app and giving it one-star reviews on Google Play Store.xxx All Zomato 
did was give a sensible and diplomatic response, however, it wasn’t in the simple or rather hateful language that a 
significant part of India understands now. Hence, Zomato paid the price by losing out on profit for a short period of 
interval and getting negative reviews on Play Store. 

 “Sorry, we can’t refund education”: Within 15 days from the Zomato controversy, Swiggy got into a 
controversy too and probably a bigger one. In Zomato’s case, the reply was diplomatic but, people misunderstood, 
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however, Swiggy’s reply came directly as an insult to the Bhakts. A parody account onTwitter named ‘Nimo 
Tai 2.0’ tweeted “Had an argument with my Bhakt friend over farmers protest. He said that we are not dependent 
on farmers for food. We can always order from Swiggy. He won”. Since this is a parody account so, one can 
expect such tweets but, Swiggy replied to this tweet by saying “Sorry we can’t refund education”.xxxi 

By saying this first and foremost Swiggy implied that Bhakt’s education was a waste since he didn’t know that 
it’s the farmers who are responsible for food production and not Swiggy. Second, was more like a pun. If you get a 
defective product from Swiggy then Swiggy could usually issue a refund however, they can’t do the same in education. 
So, they used the point of refund as a pun. People took this to their hearts especially Bhakts and they resorted to another 
digital boycott but, this time it was Swiggy on the receiving end and not Zomato. Again the history was repeated and 
uninstallation and leaving a one-star review on Google Play Store was done. 

Perhaps in an attempt to seem woke both the brands forgot that this is India. I couldn’t put it better than the 
CEO of OpIndia (infamous for spreading fake news), Mr. Rahul Roushan who said “Go woke, Go Broke”.xxxii Both 
the boycotts were very short-lived as by the end of the next month both brands made history in terms of Orders Per 
Minute and revenue. Swiggy recorded 5,500 Orders Per Minute on 31st December 2020 i.e., New Year’s eve. Zomato 
on the other hand lagged a bit due to the lack of delivery personnel as said by Deepinder Goyal.xxxiii Even after the failure 
that both the brands had to deal with, they were able to kick it off on New Year’s eve and they were back on track. For 
Swiggy it was the best day in its history and Zomato’s CEO Deepinder said that he’ll make preparations to have more 
delivery personnel next year. 

 
5. Conclusion: 

It’s tough to say whether lockdown was good or bad for the e-commerce food delivery brands. It’s tough to say 
because both the brands were struggling to survive at the beginning of lockdown when the demands were much lesser 
than earlier but, the cost was the same until and unless they laid their employees off which both the brands did 
temporarily.xxxiv xxxv They took numerous initiatives for the benefit of each and every stakeholder be it the users or the 
delivery executives. The initiatives did work out to a great extent. 

They also had to make sure that they were in business so, in order to increase revenue, they changed the social 
media marketing strategy and tried to connect to a wider audience than they were doing earlier by using memes, 
Bollywood references, etc. In the process, they also had to face some short-term losses and bad publicity but, within a 
month the tables were turned and the New Year’s eve was probably the best day for both the brands as they made huge 
profits. The trends were changed, boundaries were pushed and all shackles were broken when it came to the new 
marketing strategy. 

The target audience was the youth and the youth is mainly divided politically into two schools of thought i.e., 
the Right and the Left, and Swiggy was targeting the Left group more as compared to the Right in the post which created 
the whole controversy. Zomato on the other hand wasn’t actually taking any sides but, had to face the consequences. 
Zomato went from making $50 million i.e., ₹36,54,61,250 in the year 2016-17xxxvi to earning worth Gross Merchandise 
Value of ₹75 crores on 31st December 2020 alone.xxxvii Swiggy went from getting approximately 92 orders per minute 
in 2016-17xxxviii to getting 5,500 orders per minute on 31st December 2020 alone.xxxix 
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1. Introduction : 
Novel Corona virus disease 2019 (Covid-19) which first appeared in Wuhan city of China in 2019 December 

has dramatically changed all spheres of life unimaginably. Traditional ways of Journalism too had to undergo 
drastic changes from reporting to dissemination and circulation due to lockdown and quarantine. News reporters 
and photographers who mainly work on the field and different beats to get hard stories struggled a lot to find the sources. 
Thus, editors in the newsroom heavily depend on the news agencies and wire services and most of the stories reduced 
to Corona related matters. For example, Italian local newspapers were filled with obituary reports during March and it 
went up to 10obituary pages! (Chico Harlan, Stefano Pitrelli, March 16, 2020). The rumor that newspapers would spread 
virus shrunk the daily newspaper circulation during the pandemic period (The Hindustan Times, April 5, 2020). This led 
to scale down the editorial operations, salary reduction or even termination   of journalists (The Wire, 
23.6.2020).  Newspaper industry was struggling even during pre-Covid-19 that multiple editions of so many dailies were 
shut down in 2019. To name a few: “DNA shut down its Delhi edition in February, and its Mumbai and Ahmadabad 
editions closed in October; Deccan Chronicle axed its Kerala and Bangalore editions in December; Firstpost shut down 
its weekly English language newspaper in June” (ChitranshuTewari, 24 May, 2020). These struggles and other changes 
in the field of journalism during the pandemic is the major concern of this study.    

1.1. Kerala state   
Kerala is a small state consisting of only one percentage of the total area of the country and around 3.5 

crore populations inhabit   in this south western coastal area. It has one of the most advanced education systems and a 
high literacy rate in India(The Economic Times, Sept 8, 2020).  The foreign intervention  that started in 1498 with the 
landing of Vasco da Gama  in Calicut  and subsequent interventions of Portuguese, Dutch etc gifted   the state a myriad 
culture and rich tradition with diversity  and   and vividness (William A. Noblen.d.).But it was the Christian missionaries 

Abstract: Journalism plays an enormous role in diffusing information to society and they have a traditional pattern 
for processing the news in pre-production and production stages such as collection of the news, editing and proof 
reading, pagination and layout and disseminating. But the year 2020 has witnessed an unprecedented challenge 
in all these processes due to the massive lockdown and quarantine triggered by the pandemic. In this background, 
this study tries to explore the challenges faced by the print media journalists and the approaches and strategies 
embraced by the   newspaper organization during Covid-19 period. It   also searches for the changing patterns in 
the news bureau and newsroom. The study employs a quantitative approach of self-administered questionnaire 
survey among 30 print media journalists from southern part of Kerala state, randomly selected using convenient 
nonprobability sampling. The study reveals that there is a paradigm shift in the newsrooms and news bureaus 
related with the whole process of pre-production and production of news. To overcome the unparalleled situation 
of lock down and quarantine, journalists and media organizations implemented drastic changes such as user 
generated content, work shift arrangements, excessive use of social media platforms, health-oriented news instead 
of regular assigned beat, and other logistics arrangements such as travel service and food arrangements. The 
findings of the study show that Journalists are the real ‘Life fighter’s along with the socially accepted ‘Covid 
Fighters’ of the society. However, the study recommends that most media houses need special attention and 
privileges from the part of the Government as they are playing a big role in the society. 
 
Keywords: Journalism in the Covid era, Paradigm shift, User generated content. 
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who contributed a great deal to the development of education and literacy in Kerala. The first Malayalam newspaper, 
Nasrani Deepika, was introduced by a catholic priest, Blessed Chavara Kurialose Elias in1887. Later leading 
newspapers such as Malayala Manorama   (1889), Mathrubhumi (1923)   were started.       

1.2 An overview of journalism and journalists in Kerala   
Today Kerala has 15 daily broadsheet newspapers and two evening dailies. Indian Readership Survey (IRS) 

report 2017 stated that neatly 60% of the state reads paper when the average of the country is only 16.5%. Eminent 
scholar, Dr. Robin Jeffrey observes that the newspaper readership in Kerala was very high in the 1980s itself.  According 
to him, ‘newspaper penetration was 35/1000 in Kerala whereas the overall penetration was only 12/1000 in India. In the 
1990s the penetration level increased to 85/ 1000 in Kerala (Robin Jefferey, 2000.p.32). The reason for the growth of 
the paper according to famous journalist M.G Radakrishna, editor of the famous channel Asianet is, “From literacy, to 
political consciousness, urban dominance, history, sociology, demography and even geography-it all plays a role” (Cris, 
2018). According to Sasi Kumar, the founder of Asianet channel who is currently associated with  Asian School of 
Journalism  Chennai,  the reasons are, ‘news awareness, media literacy, political enlightenment’’(Cris, 
2018). According to IRS, ‘Malayala Manorama was the leading Malayalam publication during December 2019 to March 
2020. It had the highest readership with over 17 million readers followed by Mathrubhumi with over 12 million readers 
during the survey period’ (Sandhya Keelery, Oct 16, 2020). Malayala Manorama, the most circulated daily in Kerala 
state, is the only Malayalam daily among the top10 newspapers in India. Kerala was declared hundred per cent literate 
state on April 18 1991. A survey study  conducted by state library council in 2008 covering  more than  two lakh families 
in  five municipal areas states that, ‘about 90 per cent of the Keralites above 15 years of age are regular readers of 
newspapers, books and periodicals’(Outlook, Sept 18, 2008). 

1.3 Background of the   study    
As journalism and journalists have agonized unparalleled in this period as stated above, this study will analyse 

the various impacts of pandemic upon the working Journalists of Print media in Kerala.  
1.4. Objectives  

1.4.1. To understand the challenges faced by the journalists and media professional in Kerala.   
1.4.2. To find out the new ways adopted and implemented by print media in Kerala to tackle the Covid-

19 challenges.   
 

2. Review of literature : 
   2.1. When the countrywide lock down started on March 4,  the newspaper  industry  faced problems  in terms 
of circulation due to the false information that newspapers  would   be  the carriers of viruses but  due to the connected 
effort of the   government  and publishing houses  in   Kerala   the circulation   figures didn't 
change  much  (SimranSabherwal).Quoting the example from Mathrubhumi newspaper the author states that there were 
few strategic plans liken video advertisement, newspaper advertisements etc. to resist the issue of decrease in circulation. 
The biggest challenge was not in terms of circulation rather advertising revenue which went down around 90%; 
but slowly advertisement income started to grow.     

2.2. A.S.Paneerselvan (March 16, 2020), readers editor of The Hindu newspaper in the journalistic  challenges 
in reporting  Covid-19 critically evaluates the  good journalistic  reporting during a health crisis like this. He refers to 
the guidelines of New York based First Draft, on health misinformation. Few of the guidelines are, avoiding using 
sensational language, preventing the spread of rumors, avoiding political propaganda etc. Quoting Karin Worgensen, 
the author states that journalists ‘must recognize the nature of the threat and their responsibility to manage the 
emotions of the audience and not unduly spread fear’.  

2.3. PrabhirVishnu Poruthiyil (n.d) discusses ‘COVID-19 and Kerala Media’s Debate on Privacy’   related to 
the sprinkler controversy of the ruling party of Kerala. Issus popped up when the Kerala government signed a deal 
with   US based    Sprinkler Company to develop software to collect the data of Covid-19 patients. According to 
the author, television channels of Kerala worthlessly spend their prime time discussion deviating from the main issues 
of Covid -19and they didn't try to find the veracity of the issue.   

2.4. Kavitha B. (April, 2020) editor KabarLahariys, elaborates the challenges faced by the 
journalist while covering pandemic in different parts of India. She states that editorial intervention and proper 
planning was needed more than ever during this period.  She also elaborates the different aspects and angles of the 
story to be covered like ‘What are the stories for this moment? Would harvest season still continue? How would 
nomadic and daily wage earners survive? What about the poorer farmers?’ (Kavitha B). She mentions the everyday 
challenges journalists faced such as government restrictions during lock down, keeping the head above the unverified 
and biased news, the temptation to avoid sensationalizing news etc.   

2.5. Excellence in Media Marketing  (April 6, 2020)  in How Covid-19 is affecting trust in journalism and the 
media highlights that pandemic  was the time that proved more trust in media.  It states those pandemic helped journalists 
to come up with new styles of reporting such as expert video interviews; new (positive) angles on Covid-19 
stories that are growing popular during the crisis. 

https://www.exchange4media.com/author/simran-sabherwal-617.html
https://thewire.in/author/prabhir-vishnu-poruthiyil
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2. 6. PWC  (nd )  a US  based   global agency  in  ‘Covid 19 and the media industry’ discusses the crisis 
management in the  media industry  such as  workforce,  operations and supply chain  like delay in the release date  of 
television and  movie, problems  related with economic slowdown etc.  

2.7. Ravi K Dhar (May, 2020) in the research presentation, Covid-19 challenges facing the media discuss three 
perspectives of media namely, organizational, content   and human resource perspectives. According to him main 
challenges as well as opportunities of the organizational perspectives are ‘disruption in production and supply chain, 
drop in advertisement, disruption in the normal functioning, spike in the on - home media consumption’. In order 
to   meet the content challenge media must redefine its activities in all aspects of pre-production, production and post 
production stages. Coming to the human resource aspect, ‘personal safety of journalists and difficulty faced in the news 
production process ‘are the issues. To meet all these challenges the author suggests three ways such as   social 
media,   community media and entrepreneurial journalism.       

 2.8. UNESCO (30.04.2020) conducted a dialogue on the world press freedom day 2020 to discuss the impact 
that the crisis has had on journalism.  Misinformation, disinformation, issues of human rights, unnecessary harassment, 
attack, detention stating spreading of rumors lay off and related challenges etc are discussed here.    

 
3.  Methodology: 

A questionnaire survey is employed here to generate the primary sources. Most of the secondary sources are 
collected from newspapers, and research articles as there are fewer books. A convenient sampling survey is conducted 
among 30 print media Journalists across Kerala.  

 
4. Data Analysis : 

4.1. Role in the organization. 

 

Chart -1 
26.67% of the journalists opinioned that their role in the organization is reporter. 6.67% of the journalists 

responded that their role in the organization is editor. 13.34% responded that they are working as subeditor.3.3% 
responded that they are working as senior correspondent. 3.3% responded that they are working as chief reporter. 23.34% 
opinioned that they are working as senior subeditor in the print media. 3.33% responded that they are working as 
assistant editor. 3.33% responded that they are working as chief photographer in the organization. 

4.2. Type of  Media  

 
Chart -2 
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4.3. Associated with the current organization 

 
Chart -3 

3.33% of the journalists not responded to this question.10% of the responded that they have been working in 
the organization for 1.5 years. 6.67% responded that they have been working in the organization for 2 years. 3.33% of 
the responded that they have got 2.5 years of experience in the organization. 3.33% responded that they have got 3 years 
of experience in the organization.6.67% of the respondent opinioned that have got 4 years of experience in the current 
organization. 3.33% responded that they have got 5 years of experience. 3.33% of the responded that they have got 6 
years of experience. 3.33% opinioned that they have got 7 years of experience in the organization. 10% of the 
respondents stated that they have got 10 years of experience in the current organization. 3.33% of the respondent 
opinioned that they have been working in the organization for eleven years.333% responded that they have got twelve 
years of experience in the organization. 10% of the journalists responded that they have been working for the 
organization for thirteen years. 3.33% responded that they have got fourteen years of experience. 3.33% responded that 
they have got fifteen years of experience.6.67% responded that they have got eighteen years of experience in the current 
organization.6.67% of the other responded that they have got 19 years of experience in the organization.3.33% 
responded that they have twenty years of experience.3.33% of the respondent opinioned that they have got 29 years of 
experience in the current media. Another 3.33% responded that they have got thirteen years of experience in the current 
organization. 

4.4. Total years of experience: 
 

 
 

Chart -4 
3.33% responded that they have got 2.5 years of total experience in the print media. 6.67% responded that they 

have got total 3 years of experience. 6.67% responded that they have got 3years and 10 months experience in the print 
media. 3.33% responded that they have got 4 years of experience in the print media.10% responded that they have got 
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5 years of working experience in the field. 3.33% responded that they have got 6 years of experience in the print 
media.3.33% with 7 years of experience and another 3.33% have got 9 years of experience in the print media.6.67% 
with 10years of experience and another 6.67% with twelve years of experience. 6.67% with thirteen years of work 
experience.6.67% responded that they have got fifteen years of work experience in the print media.3.33% with sixteen 
years of experience and another 3.33% with nineteen years of experience. 6.67%  with twenty years of experience.6.67% 
with twenty one years of experience. 3.33% with twenty three years of experience.6.67% responded that they have got 
thirteen years of experience in the print media. 

4.5 Work from home  

 
Chart -5 

3.33% responded that they worked from home for a few days.3.33% responded that they worked for two weeks 
from the home.13.33% responded that they worked from home for one month. 10% responded that they worked from 
home for two months. 16.67% responded that they worked from home for three months. 6.67% responded that they 
worked from home for four months. 6.67% responded that they worked from home for six months.3.33% responded 
that they worked form home for seven months.6.67% responded that they worked from home for eight months. 3.33% 
responded that they worked from home for eleven months.13.33% responded that they have not yet worked from home. 
13.33% did not respond to this question. 

4.6. Knowledge on Covid disease and related issues   
 
 
 

 
 
 
 
 
 

Chart 6 
66.70% strongly agree that they have knowledge on Covid disease and related issues.13.30% agree that they 

have knowledge on Covid disease but 16.70% remained with neutral and nobody disagree with knowledge on Covid 
disease and related issues while 3.30% strongly disagree with Knowledge on Covid disease and related issues. 

4.7. Managed with health reporting when there was no assigned beat 
 
 
 
 

 
 
 

 
 

 
Chart- 7 

Under this pandemic situation Journalist managed with health reporting when there was no assigned beat. 
23.34% strongly agree to this statement while 33.33% agree to this statement while 20% remained neutral to this 
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question and 3.33% disagree with it and 20% strongly disagree that they managed with health reporting when there was 
no assigned beat. 

4.8. Work-shift arrangements were an extra effort during the pandemic.  
 
 
 
 

 
 

 
 
 

 
 

Chart- 8 
43.30% strongly agree that works shift was an extra effort during the pandemic.16.70% agree that works shift 

was extra effort, and nobody remained neutral to this question. 13.30% disagree that work shift arrangements were extra 
effort for them during pandemic. 26.70% strongly disagreed that work shift arrangements were an extra effort. 

4.9. Work from home was hectic for me 
 
 
 

 
 

 
 

 
 
 

Chart- 9 
Only 6.7% strongly agree to this opinion but 10% agree to this opinion. 26.70% journalist is of neutral to this 

opinion. 26.70% of Newspaper Journalist disagree to this opinion and 30% of Journalists strongly disagree to the opinion 
that work from home was hectic for them.              
 4.10. Spend more time with family 
 
 
 

 
 

 
 

 
 

Chart- 10 
43.30% strongly agree that they could spend more time with their family during the pandemic time. 26.70% of 

News Paper Journalist agrees to this opinion while 13.30% remained neutral to this opinion. 6.70% disagree with this 
opinion and 10% strongly disagree that they could spend more time with family during pandemic period. 
 4.11. Number of pages was cut down in the Newspaper 
 
 
 

 
 

 
 

 

 
Chart- 11 
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  50% of Journalist opinioned that newspaper cutdown the pages during the pandemic time. 13.33% agree to this 
opinion and 23.34% remained neutral to this statement. 10% of journalists disagree to this opinion while 3.33% of 
journalist strongly disagree that the number of pages were cut down in the newspaper. 
4.12. Obituary pages increased due to the death Rate 
 
 
 

 
 

 

 

Chart- 12 
Only 3.3% of Journalist opinioned that obituary pages increased due to death rate and 10% agreed to this opinion 

while 10% remained neutral in this statement.10% disagree to this opinion but 66.7% strongly disagree to the statement 
that obituary pages increased due the death rate. 
 4.13. Obituary pages were filled with different editions due to the low death rate 
 
 
 
 
 

 

 
 

 
 

Chart- 13 
46.70% of Journalists strongly disagreed that obituary pages were filled with different editions due to the low 

death rate. 10% of journalists disagreed to this opinion. While 30% of journalists remained neutral. 6.7% agreed that 
obituary pages were filled with different editions due to the low death rate while 6.7% strongly agreed to this opinion. 

4.14. Newspapers were distributed as E-paper through news-portal and through social media platforms  

 
 
 

 
 

 
 
 

Chart- 14 
26.7% strongly agreed that newspaper were distributed as E-paper through news portal and through social media 

platforms during lockdown. 3.3% agreed to this statement. 16.7% of journalist remained neutral. 20% of journalist 
disagrees to this opinion and 33.3% of journalists strongly disagreed that newspapers were distributed as E-paper 
through news portal and through social media platforms during lockdown.  
 4.15. Journalist got special privilege during lockdown to move around the society freely 
 

 
 

 
 
 

 
 

 
Chart- 15 
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 43.3% of journalists strongly agreed that they got special privilege during lockdown to move around the 
society freely. 20% agreed to this opinion while 20% of journalists remained neutral. 6.7% disagree to this statement. 
10% of journalists strongly disagreed  
 4.16. Hotels were shut down during lockdown 

 

 
Chart- 16 

 73.34% of journalist opinioned that hotels were shut down during lockdown.13.33% agreed to this opinion 
and 10% remained neutral. 3.33% disagreed to this opinion and nobody from the respondents strongly disagrees to this 
opinion. 
 4.17. Newspaper industry faced the issue of revenue from advertisements. 
 
 

 
 

 
 
 

 
 

Chart- 17 
 83.34% of journalist strongly agreed that newspaper industry faced the issue of revenue from advertisement 
during pandemic period.3.33% agreed to this opinion and 13.33% of journalists remained neutral to this opinion but 
nobody has disagreed and strongly disagreed to this statement. 
 4.18. Salaries were reduced during the lockdown time. 
 
 
 
 
 
 
 

 
 

Chart- 18 
20% of journalists strongly agreed that their salary was reduced during lockdown time. 16.7% agreed to this 

opinion. 6.7% of journalist remained neutral to this opinion. 6.7% of journalist disagreed to this statement. 53.3% of 
journalist strongly disagreed to the statement that salary was reduced during the lockdown. 

4.19. Salaries were given as late during the lock down time 
   

 
 

 
 
 

 
 

 
Chart- 19 
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 13.34% of journalists strongly agreed with that their salary were given late during the lockdown time. 10% of 
journalists agreed to this opinion. 3.3% of journalists remained neutral to this opinion. Only 3.33% of journalists 
disagreed and 70% of journalists strongly disagreed that salary was given late during lockdown time. 
 4.20. Journalists need more care/attention from the organization during pandemic. 
 
 
 
 
 
 
 
 
 
 

 
 
 

Chart- 20 
63% of journalists strongly agreed that they need more care/attention from the organization during 

pandemic.16.7% of journalist agreed to this opinion.16.7% remained neutral to this statement but no one disagreed that 
journalist need more care/attention from the organization during pandemic. Only 3.3% of journalists strongly disagreed 
to this opinion. 

4.21. Covid-19 death news was breaking news at the beginning of lockdown. 
 
 
 
 
 
 
 
 
 
 
 
 

Chart- 21 
 80% of the journalists strongly agreed that Covid-19 news was breaking news at the beginning of 
lockdown.13.3% of journalists agreed to this opinion. 6.7% of journalists remained neutral to this opinion but nobody 
has disagreed and strongly disagreed that Covid-19 death news was breaking news at the beginning of lockdown. 
 
 4.22. Covid-19 death news is not breaking news at present. 
 
 
 
 
 
 
 
 
 
 
 
 

 
Chart- 22 

 60% of journalists strongly agreed that Covid-19 death news is not breaking news at present. 23.34% of 
journalists also agreed to this statement. 3.33% remained neutral to this opinion. 3.33% of journalist disagreed with the 
statement. 10% of journalists strongly disagreed with the statement.  
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4.23. Precautions and instructions for the spread of covid-19 were implemented in most of the Newspaper  
  
 

 

 
 
 

 
 

 
 

Chart- 23 
70% of journalist strongly agreed that precautions and instructions for the spread of Covid-19 were implemented 

in most of the newspaper during lockdown.16.7% of journalists agreed to this opinion while 10% of journalists stand 
with neutral opinion. Only 3.3% of journalists disagreed.  

4.24. Newspaper industry faced issues by misinformation that virus can be spread through Newspapers 
 
 
 
 
 
 

 
 

 
 

Chart- 24 
 46.7% of journalists strongly agreed that newspaper industry faced issues by misinformation that Corona virus 
can be spread through newspapers.10 % of journalist agreed to this opinion while 20% remained neutral. Nobody has 
disagreed with the statement but 23.3% of journalists strongly disagreed to this opinion. 
 4.25. The awareness regarding the spread of virus was disseminated through Newspaper 
 
 
 
 
 
 
 
 

Chart- 25 
 46.7% of journalists strongly agreed that the awareness regarding the spread of virus was disseminated through 
newspaper.20% of journalists agreed to this statement while 20% of journalists remained neutral. 10% of journalists 
disagreed to this statement. Only 3.3% of journalists strongly disagreed with this statement. 
 4.26. The scarcity of news other than Covid-19 was an issue during lockdown. 
  
 

 
 

 
 
 

 
 

 
 

Chart- 26 
33.3% of journalists responded strongly that the scarcity of news other than Covid-19 was an issue during 

lockdown. 6.7% of journalists agreed to this statement. 16.7% of journalists remained neutral. 23.3% of journalists 

0.00% 20.00% 40.00% 60.00% 80.00%

0.00%

3.30%

10.00%

16.70%

70.00% Strongly Disagree

Disagree

Neutral

Agree

Stongly Agree

0.00% 20.00% 40.00% 60.00%

23.30%

0.00%

20.00%

10.00%

46.70% Strongly Disagree

Disagree

Neutral

Agree

Stongly Agree

0.00% 50.00%

Strongly Disagree

Neutral

Stongly Agree

3.30%
10.00%

20.00%
20.00%

46.70%
Strongly Disagree

Disagree

Neutral

Agree

0.00% 20.00% 40.00%

20.00%

23.30%

16.70%

6.70%

33.30% Strongly Disagree

Disagree

Neutral

Agree

Stongly Agree



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 207 

disagreed with the opinion and 20% of journalists strongly disagreed that the scarcity of news other than Covid-19 was 
an issue during lockdown. 
 4.27. The Political news has led the organization to deviate the focus from Covid-19 news. 
 
 
 

 

 
 

 
 
 

 
Chart- 27 

 30% of the respondents stated that the political news has led their organization to deviate the focus from Covid-
19 news. 16.7% of the respondents agreed to this statement. 13.3% stand with neutral opinion. 20% of the respondents 
disagreed to this statements while another 20% of the respondents strongly disagreed that the political news has led their 
organization to deviate from the Covid news. 
 4.28. Lockdown increased creativity in reporting 
 
 
 
 
 

 
 

 
 
 

 
 

 
Chart- 28 

33.3% of journalists strongly agreed that their creativity in reporting has increased during lock down. 16.67% 
of respondents agreed to this stamen. 26.7% of the respondents remained neutral. 6.6% of the journalists disagreed to 
this statement.16.67% of the journalists strongly disagreed that lockdown increased creativity in reporting. 
 4.29. Journalists need more attention from the part of government. 
 
 
 
 
 
 
 

 
 

 
 

 
 

 

Chart- 29 
 63.3% of journalists strongly agreed to the statement that Journalists need more attention from the part of 
Government.20% of the respondents agreed to this opinion while 10% of the respondents remained neutral.6.7% of the 
journalists disagreed to the statement. And nobody has strongly disagreed to the statement that journalists need more 
attention from the part of Government. 
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4.30. Percentage of salary reduced during lockdown 

 
 
 
 
 
 

 
 

 
 

Chart- 30 
75.86% of the journalists were not willing to reveal about salary cut during lockdown. Nobody’s salary was 

reduced above 50%. 6.90% of the journalists responded that their salary was reduced between 25-50%. 13.79% of 
journalists opinioned that their salary was reduced between 10%-25%. 3.45% responded that their salary was reduced 
only less than 10%. 
 4.31 work shift arrangement during Covid 19 
 
 
 
 
 

 
 

 
 

 
Chart- 31 

 40% of the journalists worked from home during Covid-19. 16.67% of the journalists opinioned that their 
work shifts arrangement during Covid-19 were night shift only. 3.33% of the journalists responded that they were 
divided into two groups for work shift arrangement during Covid-19. 3.33% responded that they used alternative week 
work shift arrangement. 3.33% of the respondent said that they used regular work shift arrangement.33.33% of the 
journalist were not ready to respond to this question. 
4.32 Journalists who tested Corona positive 

 
 

 
 
 

 
 

 
 
 

Chart- 32 
 86.67% of the journalists responded that they have not tested Corona virus test while 13.33% of the 
journalists responded that they have tested Corona virus test. 
 4.33. Noticed any misinformation / fake News 

 
Chart- 33 
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 56.67% of the journalists responded that they have noticed misinformation/fake news during pandemic of 
Covid-19. 26.67% of the journalists responded that they have not noticed any misinformation/fake news during Covid-
19. 16.66% of the journalists were not responded to this question. 
 4.34. Reported misinformation /fake News 
 
 
 

 
 

 
 
 

 
 

Chart- 34 
 86.67% of the journalists responded that they have not reported any misinformation and fake news during 
Covid-19. 13.33% of the journalists not responded to the question. Nobody has marked yes for misinformation/fake 
news during Covid -19. 
4.35. Work pressure has increased in the print media during Covid-19 
 
 
 
 
 

 
 

 
 
 

 
Chart- 35 

 3.70% of the journalists strongly agreed that work pressure has increased in the print media during Covid19. 
44.45% agreed that they have agreed that work pressure has increased in the print media during covid-19. 33.34% of 
the journalists remained neutral to this question. 3.70% of the journalists disagreed to this opinion. 14.81% of the 
journalists strongly disagreed to that the work pressure has not increased in the print media during Covid. 
 4.36. Covid-19 affected the direct reporting  
 
 
 
 
 

 
 
 

 
 

Chart- 36 
 55.6% of the journalists strongly agreed to the statement that Covid-19 affected the direct reporting. 22.2% 
agreed to this statement.7.4% of the journalists remained neutral to this opinion. Only 7.4% of the respondents disagreed 
to the opinion and 7.4% strongly disagreed to the statement that Covid-19 affected the direct reporting. 
 
5. Conclusion : 

Based on the discussion and analysis we can sum up that our major objectives of the study i.e., the challenges 
faced by the print media  journalists in Kerala are the following: 1.Newspapers faced the issue of revenue from 
advertisement; 2.Workshift arrangements were an extra effort during the pandemic; 3. Work from home was a challenge 
and it affected the direct reporting; 4.Work pressure has increased in the print media during Covid-19; 5. 
Misinformation/ fake news was disseminated; Political news has led the newspaper industry to deviate the focus from 
Covid-19 news; 6. Awareness on the spread of the virus was disseminated through newspapers; 7. Newspaper faced the 
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issue of misinformation during lockdown; 8. Scarcity of news was an issue during lockdown; 9.Number of pages were 
cut down in the newspaper; 10. Journalists need more care and attention from the government. New ways adopted and 
implemented are the following: 1. Newspapers managed with a health report when there was no assigned beat; 2. they 
could spend more time with family; 3. Journalists got special privileges to move around the society during lockdown; 
4. Creativity in reporting has increased; 5. Work from home was effective. 
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1. Introduction:  

News is data about recent developments. This might be given through various media: informal, printing, postal 
frameworks, broadcasting, electronic correspondence, or through the declaration of eye-witnesses and observers to 
functions. As indicated by certain theories, "news" is whatever the news business sells.  Journalism, comprehensively 
understood similarly, is the act or work of gathering and giving news. From a business viewpoint, news is basically 
one input, alongside paper is important to set up a final outcome for distribution.   

1.2. News Consumption  
As the topic suggests, it is the consumption of news by people. People consume news that they are exposed to. 

News consumption can happen in several ways. In formal ways of news consumption, people go looking for news on 
sources like television, digital media and print media. In indirect news consumption, people  consume news when they 
are least expecting it like, news posts on social media platforms, news bytes on  television and news articles in a 
magazine. News consumption has been playing a vital role in cultivating an individual’s personality.   

1.3. Ways of news Consumption  
As discussed earlier, news consumption can happen in many ways on various platforms. The ways in which 

you are or could be exposed to news is what we mean by ways of news consumption. You might consume news when 
you are adherently looking for news on various platforms and means like print media, television and digital media. You 
would be exposed to or consume news when you are least expecting like word of mouth, pop-ups on digital media.   

1.4. Uses and Gratification theory  
Uses and gratifications theory (UGT) is an approach to understanding why and how people actively seek out 

specific media to satisfy their specific needs. UGT is an audience-based approach to understanding mass 
communication. Diverging from other media effect theories that question "what does media do to people?", UGT 
focuses on "what do people do with media?" It postulates that media is a highly available product and the audiences 
are the consumers of the same product. 

Abstract : The Uses and Gratification Theory provides us an approach to researchers to study why and how people 
seek specific media to satisfy/gratify specific needs. Unlike other media effect theories, Uses and Gratification 
Theory is audience-centered. In this research paper, the researcher aims to understand the extent and effectiveness 
of news consumption in different media platforms during the SARS-Coronavirus Lockdown in India. The different 
media platforms chosen by the researcher of this research paper are Print Media (Newspapers), Television, and 
Digital media (News apps, Twitter etc.,). In this research paper, the researcher aims to analyze the relationship 
between age demographics and media platforms used by the subjects and to understand the extent of news 
consumption from different media platforms based on Uses and Gratification Theory. The researcher chose the 
quantitative method of data collection via Survey method (questionnaires), a non-probability sampling method. 
The researcher chose residents of Bengaluru North and West to be the subjects, the age of subjects ranged from 
17 to 40, and all the subjects had access to basic internet facilities, newspapers, and television. The Sample Size 
ranged from 120-150 subjects within the prescribed demographics. 
   
Keywords: News, News Consumption, News Platforms, Trends in News consumption, Lockdown, Uses and 
Gratification Theory. 
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This communication theory is positivistic in its approach, based in the socio-psychological communication 
tradition, and focuses on communication at the mass media scale. The driving question of UGT is: Why do people use 
media and what do they use them for? UGT discusses how users deliberately choose media that will satisfy given needs 
and allow one to enhance knowledge, relaxation, social interactions/companionship, diversion, or escape.  

It assumes that audience members are not passive consumers of media. Rather, the audience has power over 
their media consumption and assumes an active role in interpreting and integrating media into their own lives. Unlike 
other theoretical perspectives, UGT holds that audiences are responsible for choosing media to meet their desires and 
needs to achieve gratification. This theory would then imply that the media compete against other information sources 
for viewers' gratification.  

1.5. Objectives  
1.5.1. The Study aims to understand the extent of news consumption on different media platforms during the  

Coronavirus Lockdown in Bengaluru based on the Uses and Gratification Theory.  
1.5.2. To analyse the relationship between age demographic and the media platform being used  
1.5.3. To understand the different platforms through which news is consumed and the usage extent 
 

2. Literature Review: 
2.1. Getting Hooked on News: Uses and Gratifications and the Formation of News Habits among College 

Students in an Internet Environment (Arvind Diddi &Robert La Rose).  In this research paper, the authors aim to 
understand the concept of habit formation based on uses and gratification theory smog college students. Surveillance 
and escapism gratifications were the most consistent predictors of news consumption behaviour across these patterns. 
However, authors found habit strength was the most powerful predictor of news consumption overall. Consumption of 
depth and hometown newspaper sources was related to current events knowledge.  

2.2. Impact of COVID-19 on the Media System-Communicative and Democratic Consequences of News 
Consumption during the Outbreak-Casero-Ripollés (Andreu, 2020). In the above-mentioned research paper, the author 
conducted an exploratory analysis based on the secondary data from the online surveys of the Pew Research Center’s 
American Trends Panel in the United States, comparing data before and after the outbreak. The results of the study 
confirm the impact of COVID 19 on the media system. The findings suggest the emergence of important developments 
such as the resurgence of the role of legacy media, especially television, and the fact that citizens who usually remain 
far from the information have reconnected with the news.  

2.3. The COVID-19 Social Media Infodemic (Matteo Cinelli, Walter Quattrociocchi, Alessandro Galeazzi, 
Carlo Michele Valensise, Emanuele  Brugnoli, Ana Lucia Schmidt, Paola Zola, Fabiana Zollo, Antonio Scala). In the 
research paper, the authors address the diffusion of information about the COVID-19 with data analysis on Twitter, 
Instagram, YouTube, Reddit and Gab. They analysed engagement and interest in the COVID-19 topic and provide a 
differential assessment on the evolution of the discourse on a global scale for each platform and their users. The authors 
fit information spreading with epidemic models characterizing the basic reproduction numbers for each social media 
platform. 

2.4. Public’s Media Use and Gratification Sought during Corona Virus Outbreak in Indonesia: A  National 
Survey (Mira Rochyadi-Reetz, Eni Maryani, Anna Agustina). The study aims to contribute to crisis communication 
research from the audience perspective in Indonesia by presenting the public’s media use and gratification sought 
during the coronavirus outbreak based on a representative national mobile survey with 1,100 respondents. The findings 
of the study indicate that other types of media such as radio and local television are used to a much lower extent. Results 
also show that there are two media-use gratifications sought during the crisis: (1) information and direction gratification 
sought and (2) entertainment and comparison gratification sought.  

2.5. News Consumption across Multiple Media Platforms (Elaine Yuan).  This study uses a collection approach 
to news consumption in the complex contemporary media environment. This approach emphasizes patterns of multiple 
media use, rather than single media selection, for accessing the news. A d telephone survey with respondents from 
three advanced media markets in China shows that a majority of the survey respondents use multiple media platforms 
for news consumption. Users’ interest in and availability to news affects the size of their collection. Their perceptions 
of news source credibility influence their news media choice and habits. An exploratory analysis identifies both 
complementary and converging patterns of media use by the respondents. 

 
3. Research methodology : 

To Study and understand the extent of news consumption during the pandemic in Bengaluru city, 
questionnaires answered from Bengaluru residents were collected. It was a close ended questionnaire created and 
circulated by the researcher among the residents of Bengaluru city. A response from 103 respondents was received. 
The respondents included both men and women, belonging to various social classes spread across Bengaluru. The 
research focused on understanding the news consumption habits among the Bengaluru citizens during the COVID-19 
lockdown in India. The research paper is based on Uses and Gratification theory, which further helps understand the 
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choice of news consumption platform and news itself. The respondents were asked to answer the questionnaire based 
on their media/news consumption platforms  and habits during the COVID-19 lockdown. In the end, each response was 
closely monitored and studied.  The varied responses helped in understanding the vast difference in exposure and 
experience of respondents with their news consumption habits.  

The snow-ball technique under non-probability sampling method was used in the study to select the 
respondents in order to capture the entire population, thus the sample size of the study was 103. The data collecting 
instrument that was used was a structured questionnaire developed by the researcher, particularly for this study. The 
questionnaire made use of multiple-choice questions to understand the thought process of job-seekers when it comes 
to online-recruitment. The research was analyzed using excel pie charts  
3.2. Instrument for Data Collection  

The researcher has adopted a survey method to obtain data for the research. The survey method comes under 
quantitative research methodology. A questionnaire with relevant questions would be used to gather data required for 
the study. The researcher has also decided to use the convenient sampling method under the non-probability sampling 
technique. This sampling method enables the researcher to obtain data from the interested population.  
3.3. Sampling Size  

The data was collected via online questionnaire from around 100 respondents. The respondents of the study 
resided in various parts of Bengaluru. The age group of the subjects vary from 17 – 40 with different ranges.  All the 
subjects had access to basic internet facility, newspapers and television. The reason for keeping this number of 
respondents is that the irrelevant responses could be excluded.   
3.4. Universe and Sampling Techniques  

Universe/Population: Samples or responses for this study were taken by residents of Bengaluru from various 
parts of the city. Bangalore officially known as Bengaluru is the capital of the Indian state of Karnataka. It has a 
population of over ten million, making it a megacity and the third most populous city and fifth most populous urban 
agglomeration in India. It is located in southern India on the Deccan Plateau. Its elevation is over 900 m (3,000 ft) above 
sea level, the highest of India's major cities (Sudhira, 2007). Bangalore, today, is also known as the start-up hub. The 
population of the city is varied and is mixed which makes it perfect for start-ups to launch themselves or their products. 
Most of the recent graduates prefer to work with start-up because of the scope of growth and knowledge. To name a 
few, Fampay, Zeta, StarSquared PR are a few of the many startups that are housed in Bangalore. The start-up culture of 
the city has paved way for many people to land a job or even freelance to get an experience.  

Sampling  
The sample that researcher has studied in regards (Extent of Nature of News Consumption during the COVID-

19 lockdown) have been taken from residents of Bangalore City and in non-probably type of sampling followed by 
snow ball method.  

Primary Source of Data:  
Primary source of data for this research would be the responses obtained from the sampled subjects. They serve 

as a vital source of information that helps the researches conduct the study thoroughly.  
Secondary source of Data  

The researcher has used or referred to various sources of information during the time of the study. These other 
sources have accounted for understanding and going ahead with the research. Some of these secondary sources include 
Journals and journal articles, Reference Books, Websites and webpages, Documents and research papers  
3.4. Limitations of the Study  

During the course of the study, one of the main limitations that emerged was the lack of target audience. 
Secondly, the number of people willing to respond to the questionnaire promptly were less. The process of collecting 
responses was a lengthy one because of the lack of target subjects.  

 
4. Analysis  : 

4.1. PART A - Demographics  
4.1.1. Age of the Respondents 
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Analysis of the Pie Chart:  
Among the total of 103 respondents, 21.4% of them were aged between 17 years to 21 years, 68% of them 

were aged between 22 years to 26 years, 3.9% of them were aged between 27 to 31 years old, 1.9% of them  were aged 
between 33 to 36 years, there were no respondents aged between 37 years to 40 years, and 4.9% of the respondents 
were of the aged 41 and above.   

Table 1: Age Group of the Respondents. 

Age  17- 21 
years 

22 - 26 
years 

27-31 
years 

32- 36 years 37 years – 
40 years 

41 and  
above 

No. of  
Respondents 

22  70  4  2  0  5 

Interpretation of the Table  
According to the table, out of 103 respondents, 22 of them were aged between 17 years to 21 years, 70 of  them 

were aged between 22 years to 26 years, 4 of them were aged between 27 to 31 years old, 2 of them  were aged between 
33 to 36 years, there were no respondents aged between 37 years to 40 years, and 5 of  the respondents were of the 
aged 41 and above.   

4.1.2. Qualification of the Respondents 

 
 
Analysis of the Pie Chart  

According to the pie chart, among the total of 103 responses, 1% of the respondents have completed their  pre-
university/pursing it, 35.9% of the respondents hold an UG degree/pursing it, 60% of the respondents  hold a PG 
degree/pursing it and 2.9% of the respondents have a doctoral degree/pursing it.   

Table 4.1.2 

Qualification  Pre-
University  

Under Graduate Post Graduate  Doctorate 

No. of  Respondents 1  37  62 3 
Interpretation of the table  

The above table tells that, out of total of 104 respondents, 1 of them is pursuing PU diploma, 37 of them is  
pursuing/completed UG degree, 62 of them hold a PG degree or pursuing it and 3 of them have a doctorate  degree or 
pursuing it.   

4.1.3. Location of the Respondents 

 
Analysis of the Pie Chart  

The above pie chart depicts out of 103 respondents, 30.1% were from Bengaluru North, 4.9% were from 
Bengaluru west, 38.8% were from Bengaluru South, 7.8% were from Bengaluru East, and 18.4% were from Bengaluru 
Central.   

Table 4.1.2 

Location  No. of Respondents 
Bengaluru North  31 
Bengaluru West  5 
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Bengaluru South  40 
Bengaluru East  8 
Bengaluru Central  19 

Interpretation of the table  
According to the above table, among 103 respondents, 31 were located in Bengaluru North, 5 were located  in 

Bengaluru West, 40 were located in Bengaluru South, 8 were located in Bengaluru East, 19 were Located  in Bengaluru 
Central.   

4.1.4. To understand the nature of news consumption by respondents  

4.1.4.a. Pie Chart 

 
Analysis of Pie Chart  

The above pie chart tells us that out 100% of the respondents, 83.5% of them actively consumed news  
during the COVID 19 lockdown and 16.5% of them were not active news consumers.  

4.1.4.b. Table 

Yes  No 

86  16 

Interpretation of the Table  
The table interprets that out of total of 103 respondents, 86 of the respondents were active consumers of  

news and 16 of them did not actively consume news during the COVID 19 lockdown.  
4.1.5. Preferred Choice of Platform by Respondents 

4.1.5.a Pie Chart 

 
Analysis of the Pie Chart  

The above pie chart tells us about the platforms preferred by the respondents for news consumption. Out of  
103 respondents, 33% of them chose Television, 57.3% of them chose Digital media and 8% of them chose  
newspapers.   

Table 4.1.2.b 

Platform Television Newspaper Digital Media 

No. of Respondents 35 8 60 

Interpretation of the table  
The above table tells, among respondents, most preferred platform for news consumption is digital media,  

chosen by 60 respondents. Followed by television at 35 and newspaper at 8.   
4.2. Part B 

4.2.1. Access to Television during the lockdown  
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4.2.1.a. Pie Chart 

 
Analysis of the Pie Chart  

The above pie chart tells us how many of the respondents had complete access to television and news  channels 
during the COVID 19 lockdown. According to the pie-chart, 93.2% of the respondents had access  to television and the 
rest 6.8% did not.   

4.2.1.b. Table 

Yes  No 

96  7 

Interpretation of the table  
The above table tells us, out of 103 respondents, majority of the respondents, i.e, 96 of them access to  television 

during the lockdown and the rest 7 of them did not.   
4.2.2. Time spent watching Television by Respondents 

4.2.2.a. Pie Chart 

 
Analysis of the Pie Chart  

The above pie chart tells us that majority of the respondents, about 57.3% of them spend about an hour  
watching the television during the lockdown, followed by 25.2% who watch television for about 1-2 hours,  13.6% at 
2-3 hours and 3.6% of them at 3hours and more.   

4.2.2.b. Table 

Time Spent  About 1 hour  1-2 hours  2-3 hours  3 hours and above 

NO of Respondents  59  26  14  4 

Interpretation of the table  
The above table interprets that, our of 103 respondents, majority of the respondents, 59 of them, spent about  

one hour watching television during the covid19 lockdown.   
4.2.3. Access to Newspapers by Respondents 

4.2.3.a. Pie Chart 

 
Analysis of the Pie Chart  

The above pie-chart tells that about 50.5% of the respondents had newspaper subscription during the  COVID-
19 pandemic. Whereas the rest 49.5% of them did not have newspaper subscription during the  lockdown.   
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4.2.3.b. Table 

Yes  No 

52  51 

 
Interpretation of the table  

According to the table, out of 103 respondents, 52 of them had newspaper subscription during the lockdown 
and the rest 51 of them did not. The difference in the results is very slight.  
4.2.3. Time spent reading newspapers by Respondents 

4.2.3.a. Pie Chart 

 
Analysis of the Pie Chart  

The above pie chart tells that majority of the respondents, about 71.8% of them spent around 0-15 minutes 
reading newspapers. Followed by 19.4% of respondents who spent 16-30 minutes, 7.8% of them who spent 31-45 
minutes.  

4.2.3.b. Table 

Time Spent  0-15 mins  16-30 mins  31-45 mins  45 mins and above 

No. of Respondents  74  18  20  1 

Interpretation of the table  
The above table interprets that out of 103 respondents, 74 of them spent about 0-15 minutes reading 

newspapers, 18 of them spent 16-30 minutes, 20 of them spent 31-45 minutes reading the newspaper and 1  of them 
spent more than 45 minutes.   
4.2.4. Usage of Digital media for News Consumption by Respondents  

4.2.4.a. Pie Chart 

 
Analysis of the Pie Chart  

The above pie chart represents how many of the respondents had access to digital media platforms for news  
consumption during the COVID 19 lockdown. 96.1% of the respondents had access to digital media  platforms during 
the lockdown.  

4.2.4.b. Table 

Yes  No 

99  4 

Interpretation of the table  
According to the above table, 99 respondents had access to news updated from digital media platforms  

during the lockdown and 4 of them did not have any access to news updates from digital media platforms.   
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4.2.5. Time spent by Respondents on Digital Media 
4.2.5.a. Pie Chart 

 
Analysis of the Pie Chart  

The above pie chat tells us about the time spent by the respondents browsing through and consuming news 
updated on digital media platforms. The responses are varied and interesting.   

5.2.5.b. Table 

Time Spent  No. of Respondents 

0-15 mins  29 

16 – 30 mins  43 

31-45 mins  17 

45 minutes and more  14 

 
Interpretation of the table  

The above table describes the varied amount of time spent by the respondents on digital media platforms to 
consume news updates during the COVID 19 lockdown. Out of 103 respondents, 29 of them spent up to  15 minutes, 
43 of them spent 16 -30 minutes, 17 of them spent up to 45 minutes and 14 of them spent more  than 45 minutes 
consuming news.  
4.3 Part B 

4.3.1. Language preferred by respondents in Newspapers  
4.3.1.a. Pie Chart 

 
Analysis of the Pie Chart  

The above pie chart talks about which language of newspapers did respondents actually prefer. The majority  
of the respondents have opted for English language newspapers followed b the reginal language, kannada  newspapers.   

4.3.1.b. Table 

Language  No. of Respondents 

Kannada  33 
Hindi  1 
English  69 

Interpretation of the table  
According to the table, out of 103 respondents, 69 of them preferred English newspapers, 33 of them 

preferred Kannada newspapers and 1 of them preferred Hindi newspapers.  
4.3.2. News channels preferred by Respondents 
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4.3.2.a. Pie Chart 

 
Analysis of the Pie Chart  

The above pie chart talks about the preferred television news channels by the respondents. The result has  
turned out interesting and varied.   

4.3.2.b. Table 

News Channels  No. of Respondents 

Public TV  38 
TV9  31 
Digvijaya News  0 
BTV News  0 
Republic TV  3 
Times Now  28 
Zee News  3 

Interpretation of the table  
The above table depicts out of 103 respondents, 38 of them prefer Public TV, 31 of them prefer TV9, 3 of  

them prefer Republic TV, 28 of them prefer Times Now, and 3 of them prefer Zee News.   
4.3.3 Digital media platforms prefered by Respondents 

4.3.3.a. Pie Chart  

 
Analysis of the Pie Chart  

The pie chart tells us about the Digital news platforms preferred by the respondents of the study. The results  
are varied and shows that respondents prefer TOI Online more with 33%, followed by Deccan Herald  Online and The 
Hindu Online.   

Table 4.1.2 – 

Digital News Platforms  No. of Respondents 

The Logical India  6 
The Hindu Online  21 

DH Online  30 
TOI Online  34 
Buzzfeed News  8 
ScoopWhoop News  4 

Interpretation of the table  
The above table interprets that out of 103 respondents, 6 of them prefer The Logical Indian, 21 of them  prefer 

The Hindu Online, 30 of them prefer DH online, 34 of them prefer TOI Online, 8 of them prefer  Buzzfeed news and 
4of them prefer ScoopWhoop News.   
4.3.4. Newspapers preferred by the Respondents 
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4.3.4.a. Pie Chart  

 
Analysis of the Pie Chart  

The above pie chart represents Bengaluru’s top newspapers preferred by the respondents during the COVID 
19 lockdown. The obtained results are varied and diverse. Among the leading newspapers, the respondents prefer Times 
Of India followed by The Hindu and Deccan Herald.   

4.3.4.b. Table 

Newspaper  No. of Respondents 

TOI  42 
Deccan Herald  9 
The Hindu  25 
Vijaya Karnataka  17 
Prajavani  8 
Vijayavani  2 

Interpretation of the table  
The table represents out of 103 respondents, 42 of them prefer Times of India, 9 of them prefer Deccan Herald, 

25 of then prefer The Hindu, 17 of them prefer Vijaya Karnataka, 8 of them prefer Prajavani, and 2 of them prefer 
Vijayavani.   

4.3.5. Preference of Newspapers by Respondents 

 
Analysis of the Bar Graph  

The above bar graph tells how much the respondents preferred newspapers for their news consumption during 
the Covid 19 lockdown. The x-axis shows the scale on which the responses are measured and the y axis shows the 
number of respondents in intervals of 10. The preferability is measured between a scales of 1 to 5. 1 being the least 
preferred and 5 being the most preferred.   

According to the graph, 22.3% of the respondents (24 - scale 1-2) did not prefer newspapers for news 
consumption during the COVID 19 lockdown. 26.2% (27 respondents) of the responded have responded  neutral. 50.5% 
(52 respondents) of the respondents highly preferred newspapers for their news consumption  during the lockdown.  

 



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 221 

4.3.6. Preference of Television by Respondents 

 
Analysis of the Bar Graph  

The above bar graph tells how much the respondents preferred television for their news consumption during 
the Covid 19 lockdown. The x-axis shows the scale on which the responses are measured and the y-axis shows the 
number of respondents in intervals of 10. The preferability is measured between a scale of 1 to 5. 1 being the least 
preferred and 5 being the most preferred.   

According to the graph, 35.9% of the respondents (37 respondents - scale 1-2) did not prefer television for 
news consumption during the COVID 19 lockdown. 32% (33 respondents) of the responded have responded neutral. 
32.1% (33 respondents) of the respondents highly preferred televisions for their news consumption during the 
lockdown.  

4.3.7. Preference of Digital Media Platforms by Respondents 

 
Analysis of the Bar Graph  

The above bar graph tells how much the respondents preferred Digital news media for their news consumption 
during the Covid 19 lockdown. The x-axis shows the scale on which the responses are measured and the y-axis shows 
the number of respondents in intervals of 10. The preferability is measured between scales of 1 to 5. 1 being the least 
preferred and 5 being the most preferred.   

According to the graph, 12.6% of the respondents (13 respondents - scale 1-2) did not prefer digital news media 
for news consumption during the COVID 19 lockdown. 17.5% (18 respondents) of the responded have responded 
neutral. 69.9% (72 respondents) of the respondents highly preferred digital news media for their news consumption 
during the lockdown. 

 

5. Findings:  
This study reveals that with the pandemic and lockdown, there has been a major development in the way and 

pattern of news consumption. Consuming news becomes a major aspect of life in challenging times like the ongoing 
pandemic. The need to stay constantly updated with the developments and ongoing around the world had become a 
necessity. To fulfil this necessity, people started extensively using all forms of media platforms according to their 
preferences and gratifications.   

In this study, the researcher aims to study and understand the nature and extent of news consumption from 
different meal platforms like newspaper, television and digital news media during the COVID 19 lockdown. To help 
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with the study few major objectives were listed. These objectives covered the the study would be focusing on. To get 
proper and impartial responses, a questionnaire was created with questions that answer the objectives of the study.  

The study found out that majority of the respondents was aged 22 years to 26 years. This might be because of 
the familiarity with the internet, technology and computer skills. The study also showed that about 83% of the 
respondent’s active consumed news during the lockdown while this was not the case before the pandemic. The study 
showed that digital news platforms were preferred to all other news platforms during the lockdown. This shows, the 
age demographics play a major role in choosing the particular platform for news consumption, hence, they are co-
related. This would depend of variety of factors like UI of the platform and gratification by the particular platform and 
the familiarity of the platform as well.   

Majority of the news or content in general was consumed by three major news platforms during the lockdown, 
namely television, newspapers and digital media. The study shows there is a correlation between the age of the 
respondent and preferred platform. The study proved that digital news platforms were mainly preferred followed by 
television. The study also showed that about 57.3% of  the respondents watch television for only about 15 minutes, 
71.8% of the respondents spend about  0-15 minutes reading newspapers and 41.7% of the respondents spend at least 
30 minutes  consuming news updates on digital platforms. This proves, digital media is most preferred and most 
consumed platform in terms of consumption time and preference.  
 

6. Suggestions : 
The focus of this study was on the population and the extent of news consumed. This made the study vague 

and ambiguous as it could include people/respondents from various backgrounds and location and age. The results were 
not up to the point to draw a definitive conclusion for the study. The study would have been definitive with way less 
ambiguous results if the study focused on respondents from one particular location.  

Majority of the questions were close ended questions. This did not give the respondents an option to give other 
answers. Additional research should be carried out in order to improve the current study and  increase information and 
understanding on factors affecting the respondents to choose one platform  over the other and what kind of mental 
effects and its relevance on extent of news consumption. 

 
7. Discussion: 

It is important here to learn that apart from understanding and studying the nature and effectiveness of news 
platforms, I also learnt about the psychology behind why respondents prefer certain platforms over the others. I learnt 
what are the non-quantifiable factors that would affect the decision-making process in news consumers. As a researcher, 
I explored the wide world of news and entertainment platforms, both digital and traditional, and experimented with 
several news platforms to get first-hand experience with the subject of study. I found out that the personalized news 
alerts and suggestions have a lot to do with machine learning and data science.  

I understood the rate at which these platforms are growing and changing and what attracts the consumers about 
news. Each and every platform has its own set of techniques that highlight news and market to make a better impression 
of themselves among news consumers.   

As a part of media studies and communication, I learnt about traditional media and new media platforms and 
how these platforms play a specific role in cultivating one’s understanding and biasedness towards the news. This 
taught me about how targeted marketing works in news media platforms works as well. I learnt about what and why 
something appeals to news consumers about different types of news and what does not.  
 
8. Conclusion: 

From the study, it could be concluded that majority of the people of different age groups have actively 
consumed news across different media platforms during the COVID 19 lockdown in India in 2020.   

Out of 103 respondents to this study, more than half of the respondents agreed that they prefer digital media 
platforms for their news consumption over several traditional news platforms. Several factors like age, education and 
the geographical demographics play a major role in achieving this.  

Majority of the respondents had access to all types of news platforms for news consumption during the COVID 
19 lockdown in India in 2020.Most of the respondents spent about 20 minutes to 30 minutes on an average consuming 
news during the lockdown in India. This shows that they actively consumed news across different media.   
Bengaluru, despite being a metropolitan city, majority of the respondents preferred their news in English across all 
platforms.   

To conclude, the most used platform to consume news during the lockdown was digital media platforms.  These 
platforms could be any separate news entity or a part of a major and renowned publishing house like DH and TOI. 
Respondents actively consumed news and were up to date with the happenings during the lockdown.   
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1. Introduction: 

1.1. Cinema’s Cause-Effect Relationship with Culture  
Cinema is indisputably one of the most potent forms of media that has been invented. A picture speaks a 

thousand words, while a standard film plays at 24 frames per second, conveying immeasurably more. Movies tend to 
mirror and shape, as they influence culture and are in turn, a product of the same culture. Films are set and developed 
within particular cultural settings, often explicitly dealing with different cultural factors as well. Thus, cinema holds up 
a mirror to the audience through its depiction and treatment of the human condition. Movies are influential at different 
cultural levels, setting trends in appearance and language while impacting public opinion and ideologies. Therefore, 
movies shape the audience’s consciousness as movies tend to inspire. Movies reflect as well as influence the cultural 
attitudes, events, and trends that are prevalent in a given era, lending a temporal quality to the mirroring and shaping. 
Therefore, cinema has a cause-effect relationship with contemporary culture, which can be studied with respect to a 
particular notorious organisation. 

1.2 The Ku Klux Klan (KKK) 
The Ku Klux Klan is fundamentally an American white supremacist organisation with ideologies of Nordicism 

and extreme nationalism. They operate primarily in the Southern states and are infamous for using extreme torture and 
violence to oppress the subaltern, here African Americans and later Jews, Muslims, immigrants, and homosexuals. There 
have been three Klans at various points in history. The first Klan (1865–1871) was founded in the post-Civil War period, 
during the early days of Reconstruction with Neo-Confederate interests. They reached peak popularity with the second 
Klan (1915–1944) with more than 5 million members in 1920. The third Klan (1946–present) arose as an opposition to 
the Civil Rights Movement in the 1950s and persists even today, making their presence felt despite being reduced to a 
few thousand members. The First Klan was barely a regional organization with limited strength confined to the South 

Abstract:  The visual medium of cinema is not only a means of expression and recreation. It is of great cultural 
significance as a product of contemporary culture and an influence on the same. This ability of cinema has been 
utilised and exploited throughout history, exemplified in the case of the Ku Klux Klan. The Ku Klux Klan is white-
supremacist terrorist organisation, with its roots in the Civil War period but ever present today in the form of the 
alt-right. This paper examines the portrayal of the Klan by two diametrically opposite films which constitute the 
primary sources, D.W. Griffith’s The Birth of a Nation (1915) and Spike Lee’s BlacKkKlansman (2018), with the 
objective of exploring the cause-effect relationship of cinema with contemporary culture. The themes dealt with 
are ever significant today, with the rise of the Black Lives Matter movement in the light of the alarming increase 
in hate crimes and xenophobic attitudes in the United States of America and the rest of the world. As an accessible 
means of entertainment, cinema is an effective mode of instruction and it is essential that cinema be employed to 
unlearn and question racial prejudices, while guiding the collective consciousness of its audience toward equality. 
Therefore, this paper aims to understand this cause-effect relationship in the context of the Ku Klux Klan and the 
films that it inspired and drew inspiration from. Through the methods of content analysis, it is understood that the 
first film played a decisive role in the revival of the Klan, while the second film is an attempt to undo the 
glorification of the same. Therefore, it is concluded that the film BlacKkKlansman acts as an antidote to the 
persisting effects of the film The Birth Of A Nation. 
Keywords: Cinema, the Ku Klux Klan, Agitprop, social commentary, racism, Black Lives Matter movement, 
BlacKkKlansman, The Birth Of A Nation. 

 



INTERNATIONAL JOURNAL OF RESEARCH CULTURE SOCIETY             ISSN: 2456-6683             Special Issue - 21,    Jan - 2021 

Monthly, Peer-Reviewed, Refereed, Indexed Journal                                              Impact Factor: 5.743                Publication Date: 30/01/2021 

 

Available online on - WWW.IJRCS.ORG Page 225 

that was almost decimated by government suppression. They only resurfaced decades later, following the release of a 
film, D.W. Griffith’s The Birth of A Nation that is widely acknowledged as an inspiration for the Klan’s revival. This 
film proved instrumental in the escalation of a private club for Confederate veterans to the widespread terrorist 
organisation that it is today. 

1.3 Significance  
The study of the contribution of art to culture and the impact of culture on art raises questions regarding the role 

of media as propaganda, its cultural values and correlation with society. This interrelationship between cinema and 
culture can become a volatile question today capable of triggering extreme violence and inhumanity. In such a political 
climate, the topic of study is relevant with the rise of the Black Lives Matter movement and the incessant instances of 
hate crimes and xenophobic attitudes in the United States of America and the rest of the world. With respect to other 
forms of media, cinema is the most effective mode of instruction, owing to its accessibility and entertainment value. 
Therefore, it is crucial that cinema is utilised as a vehicle of unlearning, that implores one to question the status quo and 
prevalent racism and subsequently, guide the collective consciousness of the audience toward equality. 
    1.4. Objectives 

How is cinema responsible for the revival of the Ku Klux Klan and how is cinema atoning for the same? This 
paper aims to explore this question by considering D.W. Griffith’s The Birth Of A Nation (1915) and Spike Lee’s 
BlacKkKlansman (2018). While referring to this particular case, the paper intends to study the relationship between art 
and culture. 
    1.5 Hypotheses 

D.W. Griffith’s The Birth Of A Nation (1915) is the cause of the popularity of the Ku Klux Klan and Spike 
Lee’s BlacKkKlansman (2018) is the effect of the popularity of the Ku Klux Klan. Hence, cinema has a cause-effect 
relationship with culture and society. 

 
2. Review of literature: 

Of the primary sources of the study, D.W. Griffith’s The Birth Of A Nation (1915) and Spike Lee’s 
BlacKkKlansman (2018), the former gave the Ku Klux Klan a new lease of life, and the latter is one notable example 
of the many films that have sprung up in response. Both films are set in a period 50 years prior to their release. They are 
both adaptations of novels, with a fictionalisation of true events to different extents, written by Thomas Dixon and Ron 
Stallworth respectively. About 100 years apart in release, these films thus portray the same organisation in different 
lights and contexts. The former glorifies the First Klan, while the latter exposes the Third Klan. 

2.1 The Birth Of A Nation 
D.W. Griffith’s The Birth of A Nation was a landmark film in multiple respects. It was the first feature-length 

motion picture, hence the longest and most complex film made at the time. It was the first film with an intermission and 
a musical score for an orchestra, with a cast of over 10,000 people. Griffith pioneered the flashback and parallel editing 
through this film. It was the first American film that was screened in the White House. However, it is also the most 
controversial film ever made in the United States and is dubbed the most offensive film. It acted as propaganda for the 
Lost Cause of the Confederacy, by providing a highly subjective, historically inaccurate account of the Civil War, the 
Reconstruction. It also romanticised the origins of the Ku Klux Klan, depicting them as saviours restoring order, serving 
justice, and protecting white America. Even more problematic was the film’s portrayal of African Americans as 
unintelligent, morally degenerate, and dangerous by nature. This was met by protests in the Northern states and futile 
attempts on the part of the National Association for the Advancement of Colored People (NAACP) to ban the film. 
However, The Birth of a Nation went on to profoundly influence not just the film industry, but also American culture. 

The film was adapted from the novel The Clansman: A Historical Romance of the Ku Klux Klan, written by 
Thomas Dixon Jr and published in 1905 as part of a trilogy. Though Dixon can be considered to have set the wheels in 
motion for the revival of the Ku Klux Klan, it was Griffith’s adaptation onto the silver screen that hit home. In the 
introduction to the novel, historian Thomas D. Clark wrote:   

“The first thing to be said in discussing Thomas Dixon Jr.'s novel, The Clansman is that no person of critical 
judgment thinks of it as having artistic conception or literary craftsmanship... The novel opened wider a vein of racial 
hatred which was to poison further in age already in a social and political upheaval.”  (D.Clark, 1970) 

The Clansman may have sold only over one hundred thousand copies, but it was through the film adaptation 
that Dixon’s novel reached an audience of millions, thus an audience large enough to start the resurrection of the Klan. 
Owing to Dixon’s friendship with President Woodrow Wilson, there was a private screening of the film at the White 
House. An alleged claim of the President's endorsement caused a stir and acted as leverage for the film. Another facet 
that contributed to the impact of the film was the innovation in filmmaking and cinematography. The Birth Of A Nation 
is considered the pioneering work in cinematic realism, even though it passed false accounts of history as reality. Despite 
its extremely racist narrative, The Birth Of A Nation became a sensational hit owing to its originality and grand aesthetic 
combined with the innovative editing techniques and action shots. 
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    2.2 BlacKkKlansman 
Despite reaching a peak of over 5 million members in the 1920s, the second Klan was short-lived and had 

declined around the time of the Second World War due to internal conflicts, changing socio-political contexts, and 
backlash against the Klan’s violence. However, the Klan resurfaced in the 1970s during the Civil Rights movement, and 
it is this third edition that persists even today. The third Klan grew nowhere close to the second at its zenith, but an 
alarming rise of pro-white alt-right groups has been witnessed since the year 2000. This may be partly due to the Census 
Bureau of 2000 which told Americans that white people would become a minority by the year 2042. It was in the wake 
of these developments, along with increased cases of unwarranted police brutality against African American citizens, 
that the Black Lives Matter movement originated in 2013. In 2017, many of these alt-right groups demonstrated against 
the removal of a statue of Confederate General Robert E. Lee at the University of Virginia as a Unite the Right rally, 
which caused horrific riots, injuring and killing protesters. Exactly one year later, BlacKkKlansman released in theatres. 

In 1972, Ron Stallworth became the first African-American detective in the Colorado Springs Police 
Department. Seven years later, he devised an undercover mission and successfully infiltrated the city’s Ku Klux Klan 
chapter, using his Caucasian colleague as a body double. He even managed a telephone correspondence with David 
Duke, the then National Director and Grand Wizard of the Ku Klux Klan, while his colleague impersonated him at Klan 
meetings. Despite being a success, the secret investigation was shut down, only to be later chronicled by Stallworth in 
his 2014 memoir titled Black Klansman: Race, Hate, and the Undercover Investigation of a Lifetime. The memoir was 
then adapted to the big screen by Spike Lee and Jordan Peele, releasing in 2018 as BlacKkKlansman. The chief film 
critic for the New York magazine, David Edelstein considers BlacKkKlansman an antidote for the racist ideologies 
narrativized in previous films, including D.W. Griffith's The Birth of a Nation. He wrote, 

"Lee himself has a propagandist streak, and he knows nothing ever sold the message of white emasculation and 
the existential necessity of keeping blacks down as well as Griffith's 1915 film. It revived the Klan and—insult to injury-
is still reckoned a landmark of narrative filmmaking. If there were no other reason to make BlackkKlansman, this one 
would be good enough.”  (Edelstein, 2018) 

 
3. Methodology: 

The paper employs qualitative methods and analyses the content of the primary sources, D.W. Griffith’s The 
Birth of a Nation (1915) and Spike Lee’s BlacKkKlansman (2018) and the themes dealt with in the same, in relation to 
the topic under discussion in order to achieve the objectives. 

 
4. Analysis: 

4.1 The Birth of A Nation: 
The premiere of the film witnessed Klansmen in full costume, parading hooded horses, and rifle salutes before 

the theatre in Atlanta. This demonstration became a trendsetter with ushers wearing white sheets and the distribution of 
KKK pamphlets at subsequent screenings. In this manner, William Joseph Simmons utilised the renewed interest in the 
defunct organisation and founded the second Klan. The revived Ku Klux Klan exploited the film’s xenophobic attitude, 
and its popularity coupled with America’s anti-immigrant climate as a recruiting tool. The renewed organization 
borrowed heavily from the film more than it derived from the original Klan. The second Klansmen even adopted the 
regalia featured in the film, complete with the standardized white costumes and the cross burnings, which were not 
observed by the first Klan. 

The Birth Of A Nation utilised titles more than any other silent film, mainly as a device to propagate these 
ideologies. The intertitles stand for Griffith’s voice which adopts an omniscient authority. The film opens with the title 
card that reads, “The bringing of slaves to America planted the first seeds of disunion” (Griffith, 1915). This implies 
that America was a great, promising land until the Africans were brought in, placing the onus of the dreadful Civil War 
on the slaves themselves. This is reinforced by a later title card reading “The former enemies of North and South are 
united again in common defence of their Aryan birthright.” (Griffith, 1915) which implicitly identifies the African as 
the enemy. 

The film’s depiction of African Americans set the stereotype of the lazy, degenerate, sexual aggressive image 
of black men that would pervade pop culture for centuries. It is ironic that despite claiming authenticity in the depiction 
of the African Americans, the film's major black roles were played by white actors in blackface, who produced terribly 
exaggerated caricatures. The powerful scene where Flora jumps off a cliff to escape the sexual advances of a former 
slave, Gus, stands for the Conservatives’ greatest fear of miscegenation and the consequent contamination of the white 
Aryan blood. Griffith provides the Ku Klux Klan as the heroic solution and saviour of the Southern white woman and 
metaphorically, of the purity of the Aryan race. The character of Ben Cameron is inspired to start the Klan, on seeing 
white children donning a white sheet and pretending to be ghosts in order to scare away the black children, thus playing 
on the African Americans alleged innate fear of ghosts  (Gallagher, 1982). Thus, the glorification of the antebellum 
south and of the Ku Klux Klan in The Birth of A Nation led to its extended use by Klansmen for recruiting and publicity 
purposes, defining its role within American society. 
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The Birth Of A Nation also owes its effectiveness as propaganda to the time of its release. The political climate 
provided favourable conditions upon which the film acted as a catalyst. The return of African American troops from the 
First World War and the migration of African American civilians to the more tolerant Northern states, increased racial 
tensions with the changes in the demographic. Moreover, the film was released at a time when the Dunning School and 
the Jim Crow laws were still prevalent. The Dunning School is a historiographical school of thought that denounced the 
idea of civil rights for former slaves. It favoured the conservative sentiments of the South over the radical Republicanism 
of the North, and it considered the Reconstruction to be a mistake. From the 1900-1930s, popular culture and academia 
were dominated by this school of thought. According to historian Eric Foner 

“The traditional or Dunning School of Reconstruction was not just an interpretation of history. It was part of 
the edifice of the Jim Crow System. It was an explanation for and justification of taking the right to vote away from 
black people on the grounds that they completely abused it during Reconstruction. It was a justification for the white 
South resisting outside efforts in changing race relations because of the worry of having another 
Reconstruction.”  (Foner, 2015) 

According to the Jim Crow laws, racial segregation was legal. These statutes marginalised African Americans 
for over a century, denying them basic rights of voting and education until 1968. Under the presidency of Andrew 
Johnson, the former slaves were denied all kinds of opportunities and were subject to arrest, violence, and even death. 
In such a climate, The Birth Of A Nation only strengthened the Conservative arguments and weakened the resistance. 
Thus the film’s audiences were, if not extremist, at least sympathetic with the racist ideologies screened. The Ku Klux 
Klan’s membership witnessed a rapid rise, growing to include members with criminal history as well as members 
holding office in the highest rungs of government. This terror group had become an irrefutable part of Southern White 
culture. 

4.2 BlacK Klansman 
   The film depicts the Ku Klux Klan for what is, a white supremacist terrorist organisation masquerading as a 
patriotic cause, whose “civilising mission” is in reality ethnic cleansing. The very white robes which were glorified and 
attributed with grandeur in The Birth Of A Nation becomes a hate symbol that calls for ridicule in BlacKkKlansman. 
However, BlacKkKlansman does not aim only at the Ku Klux Klan, but it challenges extremist white nationalism and 
racist attitudes in general. By virtue of its employment of realism and social commentary, the film can be considered a 
satire of the current political climate and American contemporary society. Spike Lee makes no secret of the same, as he 
explicitly frames the events of the movie in the context of the current white supremacist trends and the presidency of 
Donald Trump. Therefore, in spite of being a period film set in the 1970s, BlacKkKlansman transcends time within the 
context of a post-Civil Rights America, by acting as a social commentary on the same socio-political issues that are 
ever-present and relevant today. 

The mere idea of an African-American becoming a member of the Ku Klux Klan and befriending David Duke 
would be considered absurd if it weren’t the truth. The film draws humour from this anomaly and the depictions of the 
ludicrous ideology of the Klan. The fact that this insane, almost-comical level of fanaticism really exists, as the film is 
adapted non-fiction; is disturbing and gets the message of the film across to the audience. 

The film’s ante and coda have been included to underscore this message. In the ante, the character Dr. 
Kennebrew Beauregard is seen making a highly xenophobic speech, attacking African-Americans and Jews, while 
footage from The Birth of A Nation is projected on his face. This powerful image shows the impact of propagandist 
speech and is symbolic of the persisting effects of Griffith’s 1915 film. In the coda of BlacKkKlansman, actual footage 
from the 2017 Charlottesville riots is shown, with Neo-Nazis and white supremacists marching in the streets and running 
cars through a crowd of people, with victims expressing their horror at the situation. It also includes footage of President 
Donald Trump’s reaction to the incident, where instead of addressing the gravity of the incident, he goes on to call the 
rioters “fine people”. 

The film and the protests share something else in common; they both feature David Duke. In the film, Topher 
Grace portrays him in his heyday, as the National Director and Grand Wizard of the Ku Klux Klan with plans of running 
for government office. He proved to be a charismatic leader, albeit a bigot. He strategically aimed to rebrand the Klan 
as a non-violent organisation, espousing bigotry as central to patriotism. After a brief political stint, Duke receded into 
obscurity, to resurface at the Charlottesville riots. He had then said, “Because I believe that today in Charlottesville, this 
is a first step toward making a realisation of something that Trump alluded to earlier in his campaign, which is – This is 
the first step toward taking America back.” (Peele, 2018) 

The film ends with a dedication to Heather Heyer, the woman killed in the same incident. The closing image is 
that of an upside-down American flag shown in black and white. Through these powerful images, the films act as a 
wake-up call and rallying cry for America. With the addition of the coda, Spike Lee shows how the socio-political 
condition has far from improved since the 1970s scenario shown in the movie. It may have only gotten worse under 
Donald Trump’s presidency, with alt-right hate groups associating themselves with his campaign. In the film, David 
Duke states how politics is another way to sell hate, enabling the audience to make connections with the plot of the film 
and the coda.  
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5. Observation and Conclusion: 
Cinema is a medium that not only entertains, but also educates to the extent of shaping the collective 

consciousness of its diverse audiences. There is a significant difference in the rate of transmission and the retention 
quality, between the textual stimulus and the visual stimulus. For these reasons, the written word is no longer the primary 
means of spreading ideas and information. Movies reach a wider audience too, owing to their simpler comprehensibility 
and public screening. The concrete images of films leave a lasting impression rather than a books’ imagined ones. 
Cinema is a comparatively passive experience with more consumable content. Therefore, one tends to imbibe more from 
films. The impact of Griffith’s Clansman over Dixon’s is proof of the same.  

This becomes problematic as the potential for misinformation also becomes higher. Historical films need not be 
factually accurate, as creative liberties are often taken and abused.  Despite its overall historical inaccuracy, The Birth 
Of A Nation recreated scenes of Lincoln’s assassination and the Civil War with utmost attention to detail. This sold the 
credibility of the film to the audience, making it effective as propaganda. These functions and tendencies of cinema 
were soon recognised and utilised, even exploited for the furthering of commercial and political interests. They are the 
underlying reasons for the effectiveness of the Agitprop and the Social commentary film. Agitprop refers to any political 
propaganda that is spread to the general public through popular media such as films, literature, plays, etc. with an 
explicitly political message. The film is capable of misleading the present-day layman who looks for explanations to 
certain contemporary and social problems, and thus qualifies as an Agitprop. (Franklin, 1979) 

Cinema is a reflection of contemporary society and culture. It may be a cultural agent and educational tool, but 
it is essentially a representation of life. Current affairs, political, social trends, and issues deeply influence what 
constitutes contemporary, popular cinema, even though movies may be considered a means of communication or 
escapism. The films may not offer solutions to the issues dealt with, but cinema implores its audience to question the 
status quo. In a sense, filmmakers start an open debate, formulating arguments through narrative and character 
development. Through the social commentary embedded in the narrative, filmmakers aim to inform and educate the 
masses on the matters of import to the human condition. The issue addressed is usually relevant to the audience. Every 
movie, irrespective of genre, features some kind of social commentary of either the time period of its setting or the 
period of its making. However, even period films can tell present-day audiences about their contemporary norms and 
issues. BlacKkKlansman, directed by Spike Lee, is a notable example of a period piece with timely themes. The film 
provides social commentary in the context of the 2017 Charlottesville riots, the rise of the Black Lives Matter movement, 
and the gradual questioning of systemic prejudices in US policing institutions. 

Therefore, we can conclude that cinema is a powerful medium that can be harnessed as an agitprop or a social 
commentary among several other applications. Though commercial films with underlying messages are criticised for 
disrespecting the issue, they are more effective and accessible. The Birth Of A Nation instigated violence against 
African-Americans for over a century. BlacKkKlansman may have started a dialogue and made audiences introspect 
and question race relations, but there has been no alleviation in the conditions of African Americans. The following 
years witnessed several cases of police brutality, with the killing of George Floyd by a Minneapolis police officer 
inciting great furore. The widespread protests following the incident made Black Lives Matter one of the largest 
movements in United States history. 
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1. Introduction: 

The Coronavirus disease 2019 (Covid-19) started in the last month of 2019 in the Wuhan city of China swiftly 
spread to other parts of the world and became a global pandemic. The pandemic created an unprecedented situation of 
lockdown and quarantine that affected entire life including the education sector. It literally affected more than 1.6 
billion learners in around 190 countries. Many of the countries have been under lockdown and followed social 
distancing from March 2019 onward including India. Thus offline teaching suddenly shifted to online mode and it is 
uncertain to get back to normal teaching until massive vaccination happens. All universities and well-known higher 
education institutions offer online classes to their students (Joshi, 2020). This unexpected change in the mode of classes 
and exams are really challenging to both the teaching fraternity and the student community (Rieley, 2020). As per the 
UGC recommendations, all universities in India are not expected to start regular classes till that date (Gohain, 2020). 
Obviously, this may have adverse effects on the quality of teaching and learning. Hence, this paper examines the new 
normal of teaching and learning in the selected Universities of the states of Tamilnadu, Kerala, Gujarat, and Karnataka. 

1.1. Online teaching and learning 
Online learning is defined as “learning experiences in synchronous or asynchronous environments using 

different devices like mobile phones, laptops, etc with internet access. In these environments, students can be anywhere 
(independent) to learn and interact with instructors and other students” (Singh & Thurman, 2019). It can create the 
teaching-learning process more student-centered, even more flexible, and more innovative. 

1.2. Covid-19 
“Covid- 19 is a  disease  caused by a new strain of coronavirus. ‘CO’ stands for corona, ‘VI’ for the virus, and ‘D’ for 

the disease. Formerly, this disease was referred to as ‘2019 novel coronavirus’ or ‘2019-nCoV.’ This virus is a novel 
virus linked to the same family of viruses as Severe Acute Respiratory Syndrome (SARS) and some types of the common 
cold. World Health Organization (WHO) renamed this disease as Corona Virus disease 2019, commonly known as 
Coivd19 (UNICEF). 

Abstract: Being an unparalleled and unprecedented situation, Coronavirus disease 2019 (Covid-19) engulfed 
humanity as a pandemic and presented us with new normal such as quarantine, lockdown, home quarantine, etc. All 
the sectors of human life have witnessed an extraordinary change during Covid-19 which lead to a new normal and 
the education sector is not an exception. All the colleges and universities of the world have gone to an online mode 
of teaching which a sudden shift from offline style was. This unexpected shift was at the peak of syllabus completion 
and university examinations which forced the students as well as teachers to offer classes and conduct examinations 
in online mode. Since it was a new experiment for both the student fraternity and teaching community, its effectiveness, 
and proper feedback must be evaluated. Furthermore, this online mode of teaching and learning may continue in the 
next semester or even one more academic year too. Hence proper evaluation of the online teaching system, the conduct 
of the examination, satisfaction of students and teachers, parents'  opinion of the same, etc are to be critically 
assessed. Thus, this paper examines the effectiveness of teaching and learning in the selected Universities of the states 
of Tamilnadu, Kerala, Gujarat, and Karnataka. Data is collected from 90 university students of UG and PG. 

 

     Keywords: Covid-19, online education, e-learning, online learning. 
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1.3. Shift in class during the pandemic time 
Online classes were encouraged during Covid- 19 for maintaining social distancing, to endure knowledge by 

staying at the comfort of home, to minimize the outbreak of Covid-19, etc. The compilation of face-to-face lectures 
and technology helped to blended learning and flipped classrooms. An e-learning environment increased the learning 
behavior and potential of the students. Students can learn anytime and anywhere with internet-connected devices. 
Online classes can be saved in software for upcoming reference and software helped for conducting online exams. 
Thus, new skills are developed among students. The government also identifies the increasing importance of online 
learning in this ICT era. 

1.4. Significance of the study 
Covid-19 remarkably shifted the entire humanity and a new normal was maintained everywhere including the 

education sector. Colleges and universities of the world suddenly shut down to maintain social distancing and to avoid 
the spread of the virus. Online teaching was the only solution for the teaching fraternity and consequently online 
learning for students during the lockdown period though it was a sudden shift from the traditional mode of teaching 
and learning. Since it was a new experiment for both the student fraternity and teaching community its effectiveness 
must evaluated as well as proper feedback must be collected for further improvement since this mode may continue in 
the future too. Hence proper evaluation of the online teaching-learning system, the conduct of the examination during 
this period, the satisfaction of students and teachers, etc are to be critically assessed. 

1.5. Objectives 
1.6.1. To identify the overall effectiveness of online classes during a pandemic. 
1.6.2. To explore the major issues faced by the teachers while delivering the classes. 
1.6.3. To identify the issues related to the conduct of the exam. 
1.6.4. To find out the major challenges faced by the university students during online classes. 

 
2. Review of literature: 

Covid-19, a contagious virus, spread all around the world, has harmed all aspects of our economy and escorted 
the education system into a tech-savvy lane (Keelerey, 2020). It has created a shocking impact on global education. 
Approximately 32.07 crores of learners in India out of 130 crores of learners in the world can’t attend school or 
university (UNESCO, 2020). The Government of India has announced the lockdown in the entire sector and the 
education sectors opened digital e-learning platforms such as the National Programme on Technology Enhanced 
Learning, Study Web for Active Young Expiring Minds (SWAYAM), e-Pathshala, DIKSHA portal, Swayam Prabha 
National Repository of Open Education, etc. under the support of Ministry of Human Resource Development (MHRD). 
It gradually changed our traditional learning model to technological-based education. Though it is evident that online 
classes are not equal to the conventional mode of teaching, its importance cannot be neglected since it is widespread 
in conveying education to a large number of people (Joshi & Vinay, 2020). 

People in India fight together on the Covid-19 outbreak and they also productively use their time during 
lockdowns. They adapt Information and Communication Technology (ICT) for teaching and learning processes. UGC 
has constituted two committees to encourage online learning during this pandemic situation. One committee for the 
examinations and academic calendar and the second committee will work on students, teachers, and the education 
system (Jena, 2020) 

‘Technology adoption’ barriers in online teaching categories into nine areas such as: academic, fiscal, 
geographic, governance, labor management, legal, student support, technical and cultural. Some faculties have denied 
moving to an online format because of negative attitude, lack of technological support, less knowledge in ICT, etc. 
(Prottas et al., 2016). A lot of security issues are faced by the students like the use of Zoom which is open-source and 
has privacy issues; students data can be visible through open online platforms and it may be misused; confidential  data 
which may get affected by virus from the so-called free software etc. (Joshi & Vinay, 2020). 

The benefit of computer-mediated learning is to learn from “anywhere, anytime, in any rhythm, with any 
means” (Cojocariu et al., 2014). The only possible solution for the college-going students during lockdown is the 
shift from face-to-face lectures to online classes. There are a lot of necessities for a quick shift to online learning 
mode. Google and its services can be truly useful and successful tools under this situation such as Gmail, Google 
Forms, Calendars, G-Drive, Google Hangouts, Google Jam board and Drawings, Google Classroom, and Open 
Board Software (Basilaia et al., 2020). 

Today’s children have well-known knowledge about technological gadgets like smartphones, tablets, laptops, 
etc. from their younger ages (Shava, Chinyamurindi, & Somdyala, 2016). During this pandemic time, the universities 
have started online classes with special aids. There are no well-designed strategies for taking classes. Every university 
took its own strategies and methods for taking online classes (Murgatrotd, 2020). Ruzgar (2005) agrees with Becker 
(2000) that most of the universities followed the same techniques. Kuh (2001) confirms that students’ responses to the 
technology is very positive since the majority of them have knowledge of ICT technologies followed that it doesn’t 
create a big change in academic excellence from all over the world. 
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Dhawan S. (2020) explains that India’s ‘EdTech’ journey started with the launch of Educomp. An e-
learning application called Byju’s app became one of the most reachable EdTech companies in the year 2019. EdTech 
startups and learning apps can support the students during these tough times. Some of the famous EdTech start-ups 
include Adda247, Alolearning, AptusLearn, Asmakam, Board Infinity, ClassPlus, CyberVie, Egnify, Embibe, 
ExtraaEdge, iStar, Jungroo Learning, GlobalGyan, Lido Learning, Pesto, Vedantu, Edubrisk, ZOOM Classroom, 
ZOOM Business, Toppr, Unacademy, Coursera, Kahoot, Seesaw, Khan Academy, e-pathshala, GuruQ, and the list 
is long. 

E-learning is actually quite simple in developed countries. But in the case of several developing countries like 
the Philippines have tried to hold the new learning space; though, financial and economic issues remain to be a problem 
that leads to limit its prospective use. Supply and demand for e-learning opportunities have increased in the current 
scenario. A lot of people are worried about the success of student’s academics (Alipio, 2020). 

Problems associated with online learning are like downloading errors, matters with installation, login 
complications, problems with audio and video modulations, time management, boring and unengaging, lack of 
community, technical problems, and difficulties in understanding instructional goals, etc. (Dhawan S, 2020). Distance, 
scale, and personalized teaching and learning are the different challenges for online teaching. Innovative solutions by 
institutions can only help us deal with this pandemic and Psychological glitches like stress, fear, anxiety, depression, 
and insomnia that lead to a lack of focus and concentration (Liguori & Winkler, 2020). Parents and children spend 
time together in online learning activities. It leads to sincere bonding between parents and children (Wang, Zhang, 
Zhao, Zhang, & Jiang, 2020). 

Nowadays, we are compulsory to run-through online learning. The E-application called ZOOM is making a 
lot of newscasts because of its feasible features. It permits conducting live online classes, web-conferencing, webinars, 
video chats, and live meetings. Covid-19 can create a lot of chaos and tensions among students about their learning. 
The students believe offline classes are better than online classes but they are also comfortable with e-classes (Gohiya 
P & Gohiya A, 2020). 

Finally, in the 21st century, ICT has become an integral part of the education system. So the ICT literacy has 
increased as well among students, teachers, and parents. It creates a drastic change in our society. The development  of 
education in this present scenario not only makes a change in students, it also creates a change in the teaching 
pedagogies by promoting combined activities (Haddad, 2003). Hence, ICT immersed technologies provide motivation 
among students to improve their self-learning. We can see a shift from teacher controlled environment to a liberal study 
environment (Geng, Law, & Niu, 2019). In essence, Covid-19 has provided us with a great opportunity to implement 
online learning as an education system (Ali1, 2020). 

 
3. Methodology: 

The quantitative method is used in this study to collect primary data. An online questionnaire survey was 
conducted in the states such as Kerala, Tamilnadu, Karnataka, and Gujarat. Through a convenient sampling method, 
90 responses were collected from UG and PG students of different universities mentioned above. The criteria to select 
the said universities are determined by the researchers as per the accessibility and convenience. 

 
4. Analysis: 
 

4.1. Participants’ Universities 

 
Figure 4.1 
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The total number of respondents in this study is 90. 20 students from Amrita Vishwa Vidyapeetham, 
Coimbatore (Tamil Nadu). Again 20 students from Navrachana University, Gujarat. 30 students from MG University, 
Kerala. 10 students from Kerala University and 10 students from Bangalore University, Karnataka. 
 

4.2. Program of the participants 
 

Figure 4.2 
75% of the participants are UG students. 12.2% are PG students and rest 12.2% students under other 

categories. 
4.3. Year of the participant 

 

 

Figure 4.3 
51.1% of participants from the first year. 26.7% from the second year.  22.2 % from the third year and there  

is no fourth-year student. 
4.4. Access to computer/gadget with an internet connection 

Figure 4.4 
 
A total of 90 students have taken part in the study. Among these, 90 % of students have computer access. 

Only 10% do not have access to a computer with an internet connection. 
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4.5. Gadget used for online classes 

 

Figure 4.5 
 

The majority of the respondents (82%) use mobile phones for their online classes. 43% of respondents use their 
personal laptops according to their convenience. The rest of the people uses other gadgets like desktops (4.4%), tablets 
(2.2%), and other gadgets (1.1%) for their online classes. 

4.6. How the Internet is accessed to attend the classes? 

 

Figure 4.6 
78. 9 % of students use their own mobile data for accessing the internet. 36.7% of students said that they are 

accessing Wi-Fi for online classes. Just 3.3 % of students use their hostel Wi-Fi connection and it means that they  may 
be staying in the hostel. 4.4% use dongle and it is a little bit greater than the hostel students accessing the internet from 
the hostel Wi-Fi. Only 1.1% of students use other connections. 

4.7. Hours of classes conducted per day 

 

Figure 4.7 
Under this pandemic situation, the classes are conducted by the university through online sessions. 46.5% of 

students have 5-hour classes and this is the highest percentage. 23.3% of students said that they have 4 hours of classes 
per day. 11.1% of students have more than 5 hours of classes per day and 3 hours for 10% of students. Only 8.9% have 
less than 3 hours of classes per day. 
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4.8. Platforms used for online classes? 

 

Figure 4.8 

73.3 % of students use Google meet for the online class. It means the university provided classes for them 
through the Google meet platform. Google meet is the most used application for online class sessions. 33.3% of 
students use zoom applications. No one uses Skype for the online class. 30% of students use other platforms  for taking 
online classes. 
 

4.9. What is the Institutional support you get for online classes? 

 

Figure 4.9 
Most of the university shares the link to online classes. According to the survey, 73.3% of students got online 

class links from the university.50% of students to get proper notes and study materials from the university for study. 
36.7% of students said that they got a clear direction from the institution for the online class. 6.7% said some other 
factors that are given by the university. 

4.10 Do you think an online class is just a formality? 

 
Figure 4.10 

Only 6 students strongly agree with this opinion but 23 students agree with this question. 22 students are of a 
neutral opinion. 30 students disagree with this opinion and they said the online class is not just a formality and 9 
students strongly disagree with this. 
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4.11. Satisfaction with online learning in the home environment setting 

 
Figure 4.11 

8 students strongly agree with this opinion and 33 students agree with this. 22 students said neutral. 18 students 
disagree with the opinion and they said that they are not satisfied with online learning in the home environment setting 
and 9 students strongly disagree with this. 

4.12. Online classes are conducted regularly 

Figure 4.12 

 
33 students strongly agree with this point and 43 students agree with this opinion. That means most of the 

university conducted classes online regularly under this pandemic crisis. 9 students said neutral to this point. Only 3 
students disagree with this point and 2 students said strongly disagree. 

4.13. High flexibility in participating in online lectures 

 

Figure 4.13 
16 students strongly agree with this opinion and 32 students said to agree, which means online lectures are 

flexible to the students. 23 are neutral points. 13 students disagree with this; they are not flexible in online classes; 
maybe they are more flexible in offline classes. And 6 students strongly disagree. 
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4.14. I have sufficient computer knowledge and it skills to manage your online learning 

Figure 4.14 

25 students strongly agree with this opinion and 44 students agree with this. 19 students under neutral 
opinion. 7 students with disagree and 5 students under strongly disagree. 

4.15. Online tools are easy to use 
 

Figure 4.15 
26 students strongly agree with the opinion and 36 students agree with this. 20 students said neutrally. 6 

students disagree with this and only 2 students strongly disagree. This graph said that most of the students from the 
sample are capable of technically. 

4.16. Happy about the online teaching method 
 

 

 
Figure 4.16 
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10 students strongly agree and 28 students agree with the opinion, which means most of the students are happy 
about the online classes. 30 students said neutrally. 15 students disagree with this and 7 students strongly disagree and 
they are not satisfied with the online class. 

4.17. Class notes can’t be adequately taken in online classes 

 
Figure 4.17 

9 students strongly agree and 33students agree with this. 25under neutral point. 16 disagree and 7 students 
strongly disagree with this. 

4.18. Practical subjects can’t be comprehended 

Figure 4.18 

23 students strongly agree with this and 43 students agree with this. 20 students are under a neutral point. 9 
students disagree and 5 students strongly disagree, maybe that students got to get practical sessions. 

4.19. Online lectures are effective than offline classroom lectures 
 

Figure 4.19 
8 students strongly agree and 8 students agree. 19 students under neutral.24 disagree and 31 strongly 

disagree. It means the offline classes are more effective than online classes. 
 

4.20. Using online learning is fun 

 
Figure 4.20 
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6 students strongly agree and 20 students agree with this. 25 neutral. 22 disagree and 17 strongly disagree 
with this which means students said online learning is not fun it is serious. 

4.21. Lack of direct contact with classmates and friends. 

 
Figure 4.21 

42 students strongly agree with this opinion and 26 agree. 13neutral. 2 disagree and 7 strongly disagree. 
4.22. I have the facility to ask questions or clear doubts during online lectures 

 

Figure 4.22 

26 strongly agree and 44 agree which means the students get the proper chance for clearance. 14 under neutral 
point. 1 disagree and 5 strongly disagree which they didn’t get the chance of doubt clearance. 

4.23. Online classes are boring 

 
Figure 4.23 

25 students strongly agree and 13 agree with this. 32 under neutral. 19 disagree and 9 strongly disagree. So 
online classes are not much boring. 

 
4.24. Have the possibility of watching already recorded lectures 

Figure 4.24 
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13 strongly agree and 30 agree which means maybe they have such kind of online platforms. 24 under 
neutral. 

16 disagree and 7 strongly disagree. 
4.25. Though I join the class every day, I am not seriously attending most of the time. 

 
Figure 4.25 

Only 6 students strongly agree with this opinion and 24 agree with this. 23 neutral. 17 disagree and 20 strongly 
disagree which means most of the students attend the online classes seriously. 

4.26. While the lecturing is going on I engage in other activities like using mobile phones…. 

 

Figure 4.26 
Only 6 strongly agree and 26 agree with this. 23 under neutral.17 disagree and 19 strongly disagree. 

4.27. Attendance is mandatory in my university/ college 
Figure 4.27 

41 strongly agree, 37 agree which means most of the universities prefer the attendance of the students. 7 under 
neutral and 1 disagree, 4 strongly disagree. 

4.28. I attend online classes only because attendance is mandatory in my university/ college. 

 
Figure 4.28 
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10 students strongly agree with this opinion. 18 students agree with this. 20 under neutral. 22 students disagree 
with this opinion and 20 strongly disagree. 

4.29. IN MY OPINION, A FEW BENEFITS OF ONLINE CLASSES ARE THE FOLLOWING 

Figure 4.29 

There are a lot of benefits the online classes compared to the normal classes. One of the major highlights of 
the online classes is that we can access them from anywhere. 83.3% of students express the same opinion. The second 
pointed is traveling time to college is saved. Without any travel, students can attend their classes from their comfortable 
space and 46.7% of students accept reality. Then again 46.7% of students expressed that they can experience a new 
learning space. That is, a change from the monotonous classroom section and it helps their studies even better. 44.4% 
of students express that they can save the travel expense. 33.3 % of students express that it is more flexible in learning 
from the monotonous sessions. 20% of students can engage with a part-time job. It is because of the online classes 
only. 14.4% of students can continue their internship. It is more helpful for them to grasp more practical areas. 1.1% 
said that there is no benefit for them. 

4.30. IN MY VIEWPOINT THE CHALLENGES OF ONLINE CLASSES ARE 

Figure 4.30 
Parallel to the benefits, there are a lot of challenges for the online classes. 84.4% of students have network 

issues.it may be internet problems, low data as well. 54.4% of students said about the power cut issues. 52.2 %express 
that external distraction May leads to concentration issues. 48.8% have a problem with audio. 31.1% said that because 
of the boring classes they are not interested in engaging the classes properly. 37.8% expressed that the interaction 
between the students and teachers are very less in online classes. 7.8% express other reasons. 

4.31. HAVE YOU HAD ANY EMOTIONAL PROBLEMS DURING THE COVID 19 CRISIS? 

FIGURE 4.31 
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From this survey, the researcher can understand that 52.2% of students had emotional problems during the 
covid 19 crisis. 47.8% have not had any emotional problems during the crisis. 

4.32. IF YES, WHAT ARE THE PROBLEMS? 

 

Figure 4.32 

52.2 % of students have problems like stress, fear, anxiety, etc. 66.7% of students have stress during this 
pandemic situation it may be because of the academic stress or from the family or from their personal issues. 41.7% 
have anxiety and depression issues.38.3% have insomnia it may be because of the long time usage of mobile phones. 
23.3% have fear of the Covid 19. 23.3% have a lot of other issues. 

4.33. WHAT IS YOUR PREFERRED MODE OF THE EXAM? 

 

Figure 4.33 

Students' preferred modes of examinations online are various according to their taste. 40% of students like 
written exams. It may be because the traditional system makes them more comfortable. 26.7% of students like MCQ. 
It may be because of the ease. 13.3% like assignment submission. It may be because they like to do research on different 
topics. 12.2% like presentation.it may be because they can express their skills through the presentations. 5.6% like viva 
sessions and 2.2% like Google forms. 

4.34. WHAT WERE THE MODES OF EXAMS CONDUCTED AT YOUR UNIVERSITIES/COLLEGE DURING THE 

LOCKDOWN PERIOD? 
 

 

 
Figure 4.34 
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61.1% of the students said that their university conducted the written exams. 57.8% of students said that their 
university is going with the assignment submission. 42.2% have presentations. 41.1% have viva sections. 37.8% have 
MCQ. 20% have other modes of examinations. 

4.35. HAVE YOU DONE JUSTICE TO THE ONLINE EXAMS CONDUCTED BY YOUR UNIVERSITY? 

 

Figure 4.35 

44.4 % of students make justice to their online exams. 28.9% shows often and 17.8% shows sometimes. 3.3% 
rarely show justice to their examinations. But 5.6% have not shown any justice to the online exams. 

4.36. ARE YOU SATISFIED WITH THE MODE OF EXAMS CONDUCTED? 

 

Figure 4.36 

33.3% of students said that they are sometimes satisfied with online classes. 26.7% of students are often 
satisfied with the mode of exams conducted by the university. 21.1% always satisfied with online exams. 10% are 
never satisfied with the new mode of examinations. 8.9% are rarely satisfied with new exam modes. 

4.37. WHAT IS YOUR SUGGESTION TO IMPROVE THE MODE OF EXAMS? 
There are mixed responses with regard to the particular question and the number of respondents is given. 
 

Suggestions to improve the mode of exam Quantity 

 Nothing/ No suggestions / 23 
 Should conduct exams at colleges 6 
 The extended due time required 4 
 MCQ (To avoid the risk- Reasons: Reduces risk, loading problems while scanning the 

answer sheets, paper wastage, and stress level and save time) 
6 

 Just keep the submission if it is a practical subject 3 
 If written, cameras should be on while writing 3 
 Assignments and proper marks bifurcation for assignments to be given at the beginning of the 

semester to avoid overload of assignments. 
 

 

  
 Live viva 2 
 It should be based on what mode student prefer 2 
 Mixed approach - Viva and MCQ 2 
 Internals / assignment only 2 
 Need better ways 2 
 Satisfied with the current mode of exam 2 
 Add objective type questions 2 
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 College/ Universities must require a strong IT-enabled, learning-centric module 
comprising an online library, classrooms, Chat rooms, etc. 

1 

 Exams should be conducted frequently 1 
 No exams 1 
 Assignment submission and presentation 1 
 To improve the facility College should be reopened 1 
 Avoid attendance compulsory method 1 
 It should be based on what mode teacher/student prefer 2 
 Try to arrange important topics for exams 1 
 It must be interview 1 
 Written itself. 1 
 Include presentations 1 
 Submission and presentation are the best 1 
 Automatically setting time for completion of exam 1 
 Exams should be conducted after the pandemic 1 
 Should make the questions a little easier to understand 1 
 Exams should not be written. 1 
 Giving more quizzes 1 
 More options for submissions 1 
 Valuation should be liberal 1 

  
Table 4.37 

This is an open ended question and respondents from the open ended questions are illustrated here with the 
number of the respondents. From this which is clear that the rate of opinion and varied suggestions can be forwarded 
to the next stage or the future reference. 

4.38. DID YOU NOTICE ANY CHANGE IN THE TEACHING STYLE BY COURSE FACILITATOR DURING ONLINE 

TEACHING? 
 

 

Figure 4.38 

31.1% of the students noticed that there is no change in the teachers' classes from online and in parallel to that 
30% said that sometimes the teachers show some difference from the offline classes. 17.8% say they show and 14.4% 
said rarely have some changes. Only 6.7% says always have a change in the classes of teachers. 

4.39. IF YES, WHAT ARE THE CHANGES? 
There is a mixed response with regard to the particular question and the number of respondents is given. 

Changes noticed in the teaching style by the course facilitator during online teaching? Responses 

 No changes / don’t want to mention/ no idea 21 
 Less interaction/ not interactive 5 
 Being more friendly/ clears everything/repeat the points 3 
 Lazy 1 

  

 Nothing special 1 
 Teachers are not able to teach as like as in college 1 
 Give proper notes 1 
 Interaction improved 2 
 Concentration has lacked 1 
 The teaching style is improved 1 
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 Lack of concern. 1 
 Explanation and practical experience for a topic. 1 
 Completely different from offline classes- 1 
 Sometimes they are very fast in teaching 1 
 They are trying to make the class more interactive in the best possible way 2 
 Teachers feel comfortable teaching online 1 
 Sometimes there are changes in patterns of syllabus /a proper pattern needs to be followed 1 
 They struggle to take classes because of network issues 2 
 Making a more interesting section/ method of teaching is different 2 
 They are also bored 1 
 Less interested teachers. Distracted teaching teacher is not as fully active. 2 
 They can't see what students did in class time 2 
 They also sometimes fell that the traditional method of teaching is better 1 
 The online class system is never acceptable. 1 
 Many lectures are monotonous/ no interaction / just reading from slides/ should include 

Discussion 
1 

 Network issues 1 
 Interactive by asking questions, showing ppts, etc. 1 
 Asking questions in between the class is very much less 1 
 Teaching should be more effective because online classes have several limitations according 

to offline classes 
1 

 Not everyone gets a chance to speak and be interactive during the online classes. 1 
  

Table. 4.39 

This is an open-ended question and respondents from the open-ended questions are illustrated here with the 
number of the respondents. From this which is clear that the rate of opinion and varied suggestions can be forwarded 
to the next stage or the future reference. 

4.40. HOW INTERACTIVE WAS THE TEACHER DURING ONLINE CLASSES? 
 

Figure 4.40 

52.2% of students said that their teachers use multimedia technology during the online classes. 38.9% of 
students express that their teachers are more creative with their discussions in the online classes. 33.35 Of says about 
the integrated real-time interactions. 31.1% say their teacher uses multiple communication tools while taking the class 
in the online sessions. Others say nothing. 

4.41. I COULD MAINTAIN REGULAR CONTACT WITH THE INSTRUCTOR? 
 

 
Figure 4.41 
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37.8% of students said that they sometimes make contact with their instructors and 27.8% said that they always 
make contact with their teachers. 27.8% often make contact with the instructors and 4.4 % rarely make contact. But 
2.2% do not make any contact with their teachers. 

4.42. I AM FEELING LONELY AND UNABLE TO SHARE THE FEELING WITH PEER 

Figure 4.42 

32.2% said neutral to the question. 30% strongly disagree but 15.6% of students felt lonely and unable to 
share their feelings with peer groups. 11.1% strongly agree and also 11.1% disagree with this opinion. 

4.43. THOUGH TERE IS NO PHYSICAL CLASSES I COMMUNICATE REGULARLY WITH MY CLASSMATES 

Figure 4.43 

28.9% of students said neutral to this question.25.6% agree that though physical classes were not happening 
they communicate regularly with their classmates.18.9% of students strongly agree with this point, 15.6% of students 
do not agree with this opinion. But 11.1% strongly disagree with this point. 

4.44. HOW COULD YOU COMMUNICATE REGULARLY? 

Figure 4.44 

96.7% of students regularly communicate with their friends and 31.1% are communicated through 
Instagram. 

12.2% through telegram and 8.9% with Facebook. Then 11.1% communicate through other social media platforms. 
4.45. A COMBINED STUDY IS CONDUCTED WITH THE CLASSMATE DURING THIS PERIOD 
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Figure 4.45 

35.6% said neutral to this question. 27.8% strongly disagree with this question and 20% of students said that 
the make combines study with classmates during this pandemic period. 10% strongly disagree with this and only  6.7% 
strongly agree with this. 

4.46. IF OFFLINE CLASSES ARE COMMENCED AFTER LOCKDOWN, I WILL BE HAPPY TO GO TO COLLEGE 

Figure 4.46 

75.6% of students are happy to go to college after the lockdown but 13.3% are not happy with that. 11.1% 
have no comments. 

4.47. IF YES, MY PARENTS WILL ALLOW ME TO GO TO COLLEGE 

 
Figure 4.47 

77.9% of students said that their parents will allow going to college after the pandemic ends but 22.1% said 
no to this question. 

 
5. Conclusion: 

5.1. Generally speaking, we can say that the online teaching during the pandemic was effective since classes 
were conducted properly and timely manner (Refer 4.7, 4.10, 4.12) though there are few challenges such as network 
problems and technical issues. 

5.2. The major issues faced by the teachers during the delivery of the classes are: students are not attentive 
compared to offline classes and they are often engaged in other activities (Ref.4.25, 4.26) since teachers can’t 
monitor them. Another challenge is the delivery of practical subjects. 

5.3. Regard to the conduct of exams during pandemics, they are not that happy (Ref.4.36) and there is a 
difference of opinion among the students. Suggestions reveal that Google form and MCQ are the preferable exam 
mode, which is of course the easy methods to answer. Anyhow; they prefer flexibility in this matter. 

5.4. Regard to the techniques used by faculty to overcome the problems during online teaching we can conclude 
that no innovative methods were introduced by them (Refer 4.38) and students are not satisfied with it which 
is a major challenge to the teaching community. But data shows that teachers are trying their level best to engage 

with the students and make the classes live. 
5.5. Though students can’t meet each other, they try to communicate among themselves and maintain contact 
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with the teachers virtually. 
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1. Introduction :  
The impact of the digital revolution is enormous that covers myriad arears such as communication, connectivity, 

empowerment, e-governance, progress, development and so on. In India, the digital revolution is unique. We have more 
smartphones than the entire population of US making us one of largest consumers of data in the world (Gupta, 2019). 
99% of Indian adults have Aadhar cards- a digital identity program- and it is interlinked with mobile numbers and bank 
accounts (Gupta, 2019). Digitization has also boosted farming, agriculture, business and economy (Rao, 2019). When 
it comes to   rural communities in India, the advent of 4G streaming and smartphones have helped easy access to the 
internet and enjoy the benefits of social media platforms. Rural youth explore the potential of social media in sharing 
information, ideas, and materials that help them to sustain social life. The transformation of rural youth and their entry 
into the digital world is worth mentioning. On the other hand, digital-divide poses a challenge to them in many states in 
India especially where there is a low literacy level. According to the report of Telecom Regulatory Authority of India 
(TRAI) in 2018, the internet density in India was about 49%. Of this, only 25 % living in rural area had internet 
connectivity (Sapkal, 2020, June 5). Spatial as well as gender digital divide is huge (Ghani & Mishra, 2020, November 
12).   

1.2. Digital divide 
The digital divide is a term used to describe the imbalance in the distribution of information and communication 

technology in societies. It is ‘any uneven distribution in the access to, use of, or impact of information and 
communications technologies between any number of distinct groups, which can be defined based on social, 
geographical, or geopolitical criteria, or otherwise’(Civilsdaily, 2020). The American Library Association’s Office for 
Information Technology Policy defines it as, the differences   due to geography, race, economic status, gender   and 
physical ability  in  access  to  information  through  the  Internet,  and  other  information  technologies and services; 
and in the skills, knowledge, and abilities to use information, the Internet and other technologies’ (Lor,2003 quoted in 
Bansode & Pattil 2011). This term became popular in the ‘90s based on the disparity in internet access in the rural and 
urban areas of the United States of America. Later this term became a global terminology to address the ICT gap. In 
India, the digital divide is mostly understood in the context of the rural/urban divide. Half of the Indian population 
belongs to rural areas with low internet density. The digital divide can lead to personal, social, economic, and political 
inequalities. 

 

Abstract: There has been a massive growth in the ICTs over the last few decades which gave a boom to the internet, 
personal computers, mobile phones, and digital libraries. This leads to a digital revolution and played a very 
effective role in transforming the world on various levels. But the digital divide has become a discourse in 
developing nations frequently and often tried to draw lines between certain demographics in connection with 
access to Information Communication Technology (ICT). In this background, this study attempts to examine the 
concept of the digital divide among the college students from the rural areas of Trivandrum district in Kerala state 
and how far the gap has been reduced with the advent of the penetration of ICT. A questionnaire survey was 
conducted among the rural students of the Trivandrum district to gather the primary data.  Major findings of the 
study reveal that the students from these areas, being economically backward have less access to gadgets and 
connectivity, are often disconnected from the world.  
  
Keywords: Digital divide, Digital revolution, Rural development, Rural students.   
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1.3. Rural students   
Rural is a setting related to the countryside with less population density. Rural areas often have a slow pace of 

development when compared to urban. They are reluctant to innovations due to a lack of awareness. Two third of India’s 
population are from the rural sector. In the last two decades with the advent of computers, ICT, and mobile phones the 
rural face has changed with the student population from rural areas. They have become a driving force in India’s socio-
economic progress. The nation’s strength is measured by the skillful youth of the country. Education paved way for 
rural students to be part of this drive, the digital revolution has opened opportunities, and for rural students to be on par 
with urban students. 

1.4. Significance of the study 
Kerala is a state with 100% literacy. The growth of ICT, the availability of the internet, and social media access 

has increased digital literacy and technical skills in the youth of Kerala. The interdependence and comprehensive ability 
of the youth show the signs of IT penetration. The government initiative to promote ICT also has bridged the digital 
divide in the state. Kerala ranks top in e-governance and e-literacy in the country. In this context, this study attempts to 
understand the existence of the concept of the digital divide in the rural youth of Kerala.     

1.5. Objectives of the study   
1. To understand whether digital literacy  and  digital divide exist among rural youth 
2. To examine the rate of internet access in rural areas 
3. To study how digital platforms satisfy the communication needs of rural youth 
4. To study the importance of ICT for rural youth 
5. To analyze how digital media helps in developing technological skills  

 
2.  Review of Literature : 
 2.1. Carmen Steele (2019, Feb.12) in the article What Is Digital Divide, explains what is digital divide and how 
digital divide makes the gap between individuals who has access to modern information and communication technology 
and those who lack access. Steele states that digital inequality is evident between communities living in urban areas and 
those living in rural settlements, between socio-economic groups, between less economically developed countries, 
between the educated and uneducated. She describes how internet usage has influenced social stratification; how 
education and literacy levels are important parameters in reducing the digital divide. 

2.2. Internet world stats (2020, June 7) an international website that updates research data and population statistics 
examine in their report titled Digital divide, ICT and Broadband internet that the digital divide is not necessarily 
determined by the access to the internet, but by access to information and communication technologies (ICT) and media 
that the different segments of society can use concerning internet. Other factors such as the quality of connection and 
related services should also be considered. Today, the most discussed issue is the availability of access at an affordable 
cost and quality. Rural accessibility to the internet is a test of the Digital Divide in rural areas. Use of power lines and 
satellite communications after new possibilities of universal access to the internet and the lack of telephone lines will 
not limit access. Lower access prices are required to bridge the ICT divide. 

2.3. Nolan A. Bowie (2000) in The Digital Divide Making Knowledge Available in a Global Context says, even if 
everyone in the world could have a free personal computer and free internet access via reliable information infrastructure 
that would not be enough. The technology could not empower those individuals who were illiterate and lacked know-
how. Illiteracy is a significant contributor to the global digital divide according to the author. 

2.4. Singh Sumanjeeth (2010) describes that ICT infrastructure is the backbone of modern society. It enables 
changes and helps reforms with minimum resistance. Governments use information and communication technologies to 
deliver their services at the locations where the citizens can access them. This enhances effectiveness, efficiency, and 
transparency in the system. 

2.5. Agarwal Sangita (2016) in Role of ICT in Rural Development if India analyse that information technology ‘has 
emerged as a key driver and accelerates economic growth and development’. She suggests that ‘Policymakers behind 
that digitization can help the sustained development or rural economy as its impact on production operation and 
expansion of the market and this reshape the rural economy’. 

2.6. Mukherjee Sushmitha (2011) in Application of ICT in rural development; opportunities and challenges, focuses 
on communication as the major component and driving force in rural development.  The study states that, ‘all forms of 
communication have dominated the development scene in which its persuasive role has been most dominant within the 
democratic political network of the country’. Technological change further compounded the direction of rural 
development as information and communication technology has been thought by communication and development 
workers as a panacea for other ills that obstruct the development process. 

2.7. The Hindu (2020, Sept.8) in its article on the survey of NSO (National statistical organization), Show Starks 
Digital Divide Affects Education, mention on the digital divide across the country. Accordingly, ‘only one in ten 
households have a computer- whether a desktop, laptop, or tablet. However, almost a quarter of all homes have internet 
facilities, accessed via a fixed or mobile network using any device, including smartphones. Most of the internet-enabled 
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homes are located in cities, where 42% have internet access in rural India; however, only 15% are connected to the 
internet’. 
      2.8. The Hindu (2020, September 10) in its editorial Digital Disconnect: On online learning and digital divide 
viewed the report of NSO’s survey of Household Social Consumption on Education in India, for July2017-June2018. 
The report highlights the poor state of computer and internet access in several states and the digital chasm that separates 
the privileged from the deprived remained unbridged years after the broadband policy of 2004. According to the survey, 
only Delhi, Himachal Pradesh, and Kerala find internet access exceeding 50% for rural and urban households taken 
together. 
 
3. Methodology :  

Quantitative data was collected by administering questionnaire to 140 participants with a random sample 
technique. College students and youth from Kerala, especially the rural youth from Trivandrum district have participated 
in the survey.  

     
4. Analysis: 

4.1. Participants 

 
Chart 1 

From this figure, it is clear that 87.9% of the respondents are college students and 12.1% are rural youth. The 
figure tells the majority in the survey are college students. 

4.2. Internet connection at home 

 

Chart 2 
58.6% of respondents have an internet connection at home, while 41.4% does not have an internet connection 

at home. This figure clearly says the majority of respondents who are college students have an internet connection at 
home. 

4.3. Access to internet other than domestic connection 

 
Chart 3 
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93.6 % use mobile data for internet access, 2.1% use College WiFi, and 2.1% go for other options. It is clear 
that mobile data is convenient and affordable for rural youth than having a home connection. 

4.4. Device to use internet 

 
Chart 4 

98.6% of respondents use mobile phones for connecting to the internet.19.3% use Laptop, 4.3% respondents 
use Tablet, 5.7% respondents use Desktop. Mobile Phone is the most commonly used device for connecting to the 
internet. The majority of the rural youth have internet-connected through the mobile phone. 

4.5. Use of social media 

 
Chart 5 

99.3% of the respondents use social media, only 0.7 are not using any social media. It shows the rural youth is 
not divided from virtual world and they have access to social networking sites. 

 

4.6. Different social media used by respondents 
 

 
Chart 6 

55.7% use Facebook as a social media platform. Twitter is used by 10% respondents; 98.6% use WhatsApp; 
73.6% use Instagram; 7.1% use LinkedIn; Few respondent (0.7%) has not specified any social media. Hence it is clear 
that the majority of the respondents use WhatsApp as the social media platform for communication. 
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4.7. Time spend on social media per day 

 
Chart 7 

This graph reveals that the number of hours the respondents spend on social media activity.18.6% spend less 
than 1 hour in social media. 29.3% spend 1-2 hours in social media; 23.6% spend around 3-4 hours in social media, and 
12.9% are active in social media for 3-4 hours; 19.3% use social media more than 4 hours a day. 

4.8. Study material shared via social media 

 
Chart 8 

The above figure says that 95.7% of respondents share study material via social media, only 4,3%are not using 
social media for sharing study materials. In this survey majority of the respondents are college students and social media 
is a convenient and easy mode for transferring data 

4.9. The kind of study material shared via social media 

 
Chart 9 

72.9% of the respondents used texting messaging, 71.4%  used audio files; 50.7%  used video files, 5% used 
pdf files, 2.9% used documents, 1.4% of the respondents used photos. 
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4.10. Use of digital media for personal communication 

 
Chart 10 

In this figure majority of the respondents (98.6%) use digital platforms for personal communication. Only 1.4% 
is not using digital media for personal communications 

4.11. Use of digital media for personal communication 
 

 
Chart 11 

42.9% of the respondents used E-mail while   35% used SMS; . 92.1% used WhatsApp;   0.7% of the 
respondents used calls, screenshots, Google Duo, and Instagram. 

 

4.12. Use of digital media for journalistic purpose 

 
Chart 12 

This figure states that 71.4% of respondents use digital media for journalistic purpose and 28.6% of 
respondents do not use digital media for journalistic purposes. 
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4.13. Purchase of product via digital media 

 
Chart 13 

This figure clearly states that 79.3% of respondents do purchase products via digital marketing while 
20.7%respondents do not use digital media for online purchase 

4.14. Attraction to social media advertisements  

 
Chart 14 

This figure shows that 45.9 % of respondents are attracted to social media advertisements whereas 54.1% of 
respondents are not attracted to social media advertisements. 

4.15. Membership   of the online community  

 
Chart 15 

This figure states that only 34.3% of respondents are members of an online community, whereas the majority,( 
65.7%)  are not members of any online communities. 

4.16. International friends connected over social media  

 
Chart 16 

This figure reveals that 59.3%respondents do not have any international friends connected over social media, 
only 40.7% of respondents make international friends through social media. 
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4.17. Affordability of communication technology  

 
Chart 17 

This figure claims that 80.7% of respondents are able to afford communication technology whereas 19.3% 
cannot afford communication technology. 

4.18. Benefit from the internet    

 
Chart 18 

This figure states that 70% of the respondents can benefit from the internet whereas 30% does not benefit 
from the internet, 

4.19. Is ICT important in modern life?  

 
Chart 19 

The above figure reveals that98.6% of respondents believe ICT is important in modern life, only 1.4% do not 
consider ICT important in modern life, 

4.20. My computer knowledge helps me to use internet tools   

 
 

Chart  20 
This figure shows us that 90% of the respondents find their computer knowledge useful for using internet 

tools. 
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4.21. My institute helps me in imparting ICT skills    

 
Chart 21 

This figure shows us that the institutes of 70% of the participants help in imparting ICT skills, 17.1% of the 
participants opine the opposite and 12.1% of the participants find the question irrelevant 

4.22. My friends from the urban area have better access to ICT   

.  
Chart 22 

This figure shows us that 73.6% of the respondents feel that their friends from urban area have better access to 
ICT, 26.4% does not feel the same. 

4.23. Digital platforms satisfy my communication needs   

 
Chart 23 

This figure states that 83.6% respondents are satisfied with the digital platforms as they meet their needs. Only 
16.4%respondents are not satisfied with the digital platforms. This survey reveals that ICT helps the rural students 
positively. 

4.24. My average monthly expense for mobile recharge 

 
Chart 24 
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This figure states 60.7% spend above 200 Rs per month for recharge.27% spend between 150-200. 
4.25. My mobile service provide  

 
Chart 25 

 

This figure shows 35.7% of respondents use JIO, 34.3% of respondents use Airtel,18.5% of respondents use 
Vodafone, 2.8 % of respondents use BSNL,8.6% of respondents have not mentioned their service provider. 

4.26. Mobile device for watching TV   

 
 

Chart 26 
This figure says 52.1% respondents use mobile device to watch TV programs via mobile phones while 47.9% 

do not use mobile phones for watching TV. 
4.27. Major uses of mobile device other than phone calls   

 

  
Chart 27 
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This graph reveals 37.9% of the respondents use OTT platforms, 43.6% of the respondents watch T.V, 57.9% 
of the respondents read online papers, 68.6% of the respondents use phones for checking mails, 0.7% use phones for 
collecting information, 0.7% of the participants watch informational videos, 0.7% respondents for online tuitions, 0.7% 
for study purpose, 0.7% respondents for entertainment purpose, 0.7% for communication and 0.7% respondents for part-
time jobs. 

 
5. Conclusion:   

Illiteracy is the major factor for the Digital Divide. From this study it is evident that 100% literacy of Kerala 
state attained has played a big role in changing the rural face, education contributes a large for this credit for rural 
empowerment. From this study, it is obvious that 87% of the respondents are college students who own mobile phones 
or laptops. 93,6% use mobile data for access to the internet. Therefore, this study says 99.6%are able to get connected 
to the internet and enjoy the benefits of the internet and use different social media platforms. According to this survey, 
99.3% of rural youth are seen using digital media in their day to day activities like online shopping, personal 
communication, journalistic purposes, and educational needs. This analysis reveals that social media platforms can help 
students from rural areas in sharing information they needed in everyday life, 80.7% can afford communication 
technology. 98.6%of rural youth in Kerala believes ICT is an important part of their life as it satisfied their needs.90% 
of students from rural areas can achieve digital literacy. This study suggests the concept of the digital divide does not 
exist where literacy is high, the rural/ urban gap is very narrow or almost nil in terms of digital literacy among educated 
youth in Kerala. Rural students were able to upgrade themselves with the support of ICT and the internet. This study on 
the digital divide among the Kerala youth indicates that the literacy level of the state determines the rural /urban gaps. 
The high literacy has reduced the digital divide in Kerala. 
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1. Introduction: 

1.1 Social media 
Social media, at the point of its inception, had the primary goal of forming a platform for a person to interact 

with friends and family. It is basically a computer-based technology, powered by the internet, via which information, 
thoughts, concepts and ideas can be shared with any person in any corner of the world, provided they have an internet 
connection. The content shared on social media can be of multimedia or a single medium format. With more than 3 
billion users worldwide, social media can be accessed on smartphones, computer and tablets via web-based applications 
and/or software. Today, with such vast network, social media seems to have taken control over all walks of life-
economic, social, cultural and political to name a few and affects and influences a lot of things happening in these areas 
(Dollarhide, 2020). 

1.2 Social media devices 
Today, we no longer just consume content. We create, share, comment, review and sometimes even re-create 

content. The devices which facilitate us to perform these actions on social media are called social/social media devices. 
According to Pew research, smartphones today are the most popular social devices. Other social media devices include 
tablets, computers, gaming consoles, streaming set top boxes, digital cameras etc. (Roos, n.d.). 
 1.3 News and Internet 

Gone are the days when we had to wait for the morning newspaper or evening prime time news to aware 
ourselves of what was happening in the world. Today, we have access to any news happening in any part of the world 
within few seconds. Several researches have shown that more than 50% of people in the recent days receive their 
breaking news via Twitter, Instagram, Facebook, Snapchat, WhatsApp and such other social media networking sites. 
However, with this new method of news consumption, comes the problem of being misinformed or underinformed as 
most of the people just skim through headlines of an article or watch the first 30 seconds of a video to get their latest 
news update (Martin, 2018). 

1.4 Usage of social media by youth 
A study has shown that over 72% of Indian youth today, own smartphones. The slash in the prices of 

smartphones and internet plans have driven the rate of youth engagement on social media up. The youth of India use 

Abstract : Social media, at the point of its inception, had the primary goal of forming a platform for a person to 
interact with friends and family. With more than 3 billion users worldwide, social media can be accessed on 
smartphones, computer and tablets via web-based applications and/or software. Gone are the days when we had 
to wait for the morning newspaper or evening prime time news to aware ourselves of what was happening in the 
world. Today, we have access to any news happening in any part of the world within few seconds. News-finds-me 
perception can be defined as the belief held by certain people that they do not need to actively ‘seek’ news to stay 
updated about public affairs. This research aims to study the participation of youth of Bengaluru in news-finds-
me perception and also their reliance on social media for news. The researcher has adopted the survey method 
which falls under quantitative research methodology. A 4-part questionnaire was used to gather the data. The 
researcher also decided to use the convenient sampling method which falls under the non-probability sampling 
technique as the method helps her to collect data from a population, she is interested in studying and at her 
convenience. The data was collected via an online questionnaire, from 150 young people between the age group 
of 20-30, in the researcher’s home town, Bengaluru. 
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platforms like Twitter, Instagram, Facebook and Snapchat for various purposes like awareness (which includes news as 
well), interactions, social involvement and educational purposes too. Statista has predicted that the social media users 
in India will cross 370 million by 2022 and majority of the usage is carried out by our teenagers (Bhati & Bansal, 2019). 

1.5 News-finds-me perception 
News-finds-me perception can be defined as the belief held by certain people that they do not need to actively 

‘seek’ news to stay updated about public affairs. They hold the perception that through means such as general internet 
use, peer interactions and social media connections and usage would bring the news to them instead. To put it simply, 
they believe that news will just ‘find’ them even if they don’t seek it. There has been no evidence to show that the people 
who hold this perception do not want to be informed about what is happening in the world, but simply believe that they 
need not seek it as it automatically reaches them through the aforementioned means (Gil de Zúñiga et al., 2017). 

 
2. Review of Literature: 

2.1 Effects of the News-Finds-Me perception in Communication (Homero Gil de Zúñiga, Brian Weeks, Alberto 
Ardèvol-Abreu, 2017). The three conducted a research on the effects of the News-Finds-Me perception in 
communication. They set out to find the relationship between news-find-me perception and political knowledge. Their 
hypothesis stated that “social media use for news will be positively related to news-finds-me perceptions. The data was 
obtained quantitatively in a two-wave method of demographically diverse survey. The findings suggested that the news-
find-me perception is positively associated with news exposure on social media; this behaviour doesn’t facilitate political 
learning. It also suggested that news continues to enhance political knowledge best when actively sought. 

2.2 Usage of social media for political communication (Stefan Stieglitz, Tobias, Linh Dang Xuan, 2012). A study 
was conducted on the usage of social media for political communication. The research problem studied the relevance of 
social media in political communication from the perspective of German political institutions including political parties 
and politicians. Quantitative method was used. An exploratory survey was conducted, and data was collected online 
from 622 German parliament members in 2010 and 2011. The study concluded with the finding that a majority of 
participants were at least moderately familiar with social media and they acknowledged the relevance of social media 
and expected them to become even much more important for political communication in the future.  

2.3 Relationship between social media news use and political cynicism (Hyunjin Song, Homero Gil de Zúñiga, Hajo 
G. Boomgaarden, 2019). This study aimed at analysing the relationship between social media news use and political 
cynicism through the differential pathways through “News Finds Me” Perception. The study also wanted to explicate 
and further advance the conceptualization and corresponding measurement of “News Finds Me” perception. The survey 
method was used, and data was collected from 641 respondents (more females) in Austria September – October 2017. 
The results indicated that social media news contributes to political cynicism that relationship is critically mediated 
through NFM perceptions but to a differential degree depending on specific sub-dimensions. 

2.4 Impact of online political activities on political efficacy and real-life political participation (Taufiq Ahmad, 
Aima Alvi, Muhammad Ittefaq, 2019). The study investigated how online political activities impact political efficacy 
and real-life political participation among university students in rural Pakistan. It also studied the relationship between 
political activities and political awareness. The quantitative survey method of data collection was used and 200 students 
from University of Narowal was selected as respondents. The findings indicated that there is a significant relationship 
between online political activities and political efficacy and also those online political activities had a significant 
relationship with real-life participation.   

2.5 Political uses of social networking websites by young adults (Jody C. Baumgartner and Jonathan S. Morris, 
2009). The article studied the political uses of social networking websites by young adults in the context of 2008 US 
presidential primary season. The survey method was used to collect data from over 3,500 participants within the age 
group of 18-24. The results suggested that although the social networking websites were recognized by youth as a 
possible source of news and some of them even received their information through them, the type of news gathered 
didn’t add much to their democratic discourse. The results also showed that users of social media weren’t more inclined 
to participate in politics when compared with users of other media. 

 
3. Methodology 

3.1 Objectives 
i) To find out if Bengaluru youth use social media for their news updates 
ii) To find out if Bengaluru youth are active participants of news-find-me perception  

3.2 Research method 
The researcher has adopted the survey method which falls under quantitative research methodology. A 

questionnaire was used to gather the data. The researcher also decided to use the convenient sampling method under the 
non-probability sampling technique as the method helps her to collect data from a population, she is interested in 
studying and at her convenience.  

 

https://www.tandfonline.com/author/Song%2C+Hyunjin
https://www.tandfonline.com/author/Boomgaarden%2C+Hajo+G
https://www.tandfonline.com/author/Boomgaarden%2C+Hajo+G
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3.3 Sample 
The data was collected via online questionnaire from 150 young people between the age group of 20-30, in the 

researcher’s home town, Bengaluru (which includes North, South, East, West and sub-urban Bengaluru) 
3.4 Operational definition  

i. News-finds-me perception-The belief held by certain people that they do not need to actively seek news to 
stay updated about public affairs. 

ii. Bengaluru youth-People within the age group of 20-30, living in Bengaluru and has access to internet and 
social media.  
 

4. Data analysis: 
  4.1 Part A 

4.1.1. Table 1-Location of the respondents 

Location Percentage (in %) 

Bengaluru Urban 91.3% 
Bengaluru Rural 8.7% 

Summary: Out of 150 respondents, 91.3% were located in Bengaluru Urban and 8.7% were located in 
Bengaluru Rural. 

Chart 1 

 
 4.1.2. Table 2-Gender of the respondents 

Gender Percentage (in %) 

Female 59.5% 
Male 38.5% 

Prefer not to say 2% 
 

Summary: Out of 150 samples, 148 responded to this question. 59.5% of them were females, 38.5% of them 
are males and 2% of them preferred not to say 

Chart 2 

 
4.2 Part B 

4.2.1. Table 3 – Social media usage time of the respondents 

Time Percentage (in %) 

0-2 hours 36.7% 
3-4 hours 45.3% 
5-6 hours 10.7% 

More than 6 hours 7.3% 
 

Summary: Out of 150 respondents, 36.7% spent 0-2 hours. 45.3% spent 3-4 hours, 10.7% spent 5-6 hours and 
7.3% spent more than 6 hours on social media. 
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Chart 3 

 
4.2.2. Table 4 – Social networking sites respondents are active on 

Social network sites Percentage (in %) 

Facebook 12% 
Twitter 5% 

Instagram 34% 
WhatsApp 32% 

LinkedIn 8% 
Snapchat 9% 

 
Summary: Out of 150 respondents, 12% are most active on Facebook, 5% are most active on Twitter, 34% are 

most active on Instagram, 32% are most active on WhatsApp, 8% are most active on LinkedIn and 9%are most active 
on Snapchat. 

Chart 4 

 
 

4.3 Part C 
4.3.1. Table 5 – The medium through which the respondents receive daily news updates 

Medium Percentage (in %) 

Newspaper 16.7% 
Television or radio news 14% 

Social media 64% 

Peer interaction 5.3% 
 

Summary: Out of 150 respondents, 16.7% receive their daily news update via Newspaper, 14% via Television 
or radio news, 64% via Social media and 5.3% via Peer interaction. 

Chart 5 

 
 

12%

5%

34%32%

8%

9%

PERCENTAGE (IN %)

Facebook Twitter Instagram

WhatsApp LinkedIn Snapchat
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4.3.2. Table 6 – The respondent’s habits of reading newspaper or watching prime time television news 
every day 

 

Yes/no Percentage (in %) 

Yes 44.7% 
No 55.3% 

 
Summary: Out of 150 respondents, 44.7% of them have the habit of reading newspaper or watching prime 

time television news every day and 55.3% of them do not have the habit. 
Chart 6 

 
4.3.3. Table 7 – The respondent’s belief about staying updated about current affairs from peer 

interaction 

Yes/no Percentage (in %) 

Yes 89.3% 
No 10.7% 

 
Summary: Out of 150 respondents, 89.3% believe that peer interaction helps them stay updated about current 

affairs and 10.7% believe that it doesn’t help them. 
Chart 7 

 
4.3.4. Table 8 – The respondent’s thoughts about staying updated about current affairs by only relying 

on social media 

Yes/no Percentage (in %) 

Yes 37.3% 
No 62.7% 

 
Summary: Out of 150 respondents, 37.3% think that staying active on social media without consuming news 

on TV or newspaper will help them stay updated about current affairs and 62.7% think that it will not. 
Chart 8 

 
4.3.5. Table 9 – The respondent’s thoughts about staying updated about current affairs regularly 

Yes/no Percentage (in %) 

Yes 93.3% 

No 6.7% 
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Summary: Out of 150 respondents, 93.3% think that it is necessary to stay updated about current affairs 
regularly 

Chart 9 

 
 

4.3.6. Table 10 – The respondent’s thoughts on news finding them without conscious efforts 

Yes/no Percentage (in %) 

Yes 30.7% 
No 69.3% 

 
Summary: Out of 150 respondents, 30.7% believe that news will find them without conscious efforts and 

69.3% believe that news will not find them. 
Chart 10 

 
4.4 Part D 

4.4.1. Table 11 – The respondent’s habit of following news pages on social media 

Yes/no Percentage (in %) 

Yes 83.3% 
No 16.7% 

 
Summary: Out of 150 respondents, 83.3% follow news pages on social media and 16.7% do not. 

Chart 11 

 
4.4.2. Table 12 – The number of sites/pages followed by respondents 

Numbers Percentage (in %) 

0-3 64.2% 

4-6 22.4% 
More than 6 13.4% 

 
Summary: Out of 134 respondents, 64.2% follow 0-3, 22.4% follow 4-6 and 13.4% follow more than 6 news 

sites/pages on social media. 
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Chart 12 

 
4.4.3. Table 13 – The respondent’s habit of receiving post notifications from social media news 

sites/pages 

Yes/no Percentage (in %) 

Yes 41.7% 
No 58.3% 

 
Summary: Out of 139 respondents, 41.7% have opted for post notifications from social media news 

sites/pages and 58.3% have not. 
Chart 13 

 
4.4.4. Table 14 – The respondent’s thoughts on receiving ample news updates from social media news 

pages/sites 

Yes/no Percentage (in %) 

Yes 60.6% 
No 39.4% 

 
Summary: Out of 142 respondents, 60.6% think that they receive ample news updates from social media news 

pages/sites and 39.4% think that they do not. 
Chart 14 

 
4.4.5. Table 15 – The respondent’s reliance on only social media for news updates 

Yes/no Percentage (in %) 

Yes 38.2% 
No 61.8% 

 
Summary: Out of 144 respondents, 38.2% rely only on social media for their news updates and 61.8% do not 

rely only on social media. 
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Chart 15 

 
 

4.5 Major findings 

 According to the findings 45% of the respondents spend 3-4 hours on social media every day and 34% of the 
respondents are mostly active on Instagram than any other social media sites. It can be inferred that Instagram is the 
social networking site used most by the respondents. 

 The study shows that 64% of the respondents receive their daily news updates from social media. However, 62% of 
them believe that staying active on social media alone is not enough to stay updated about current affairs. This 
shows that the respondents do not believe that staying active on social media alone will bring them news updates 
and they have to rely on other sources like newspaper or prime time television news for news.  

 93.3% of the respondents think that it is necessary to stay updated about current affairs. 89% of them believe that 
peer interaction helps them stay updated about current affairs. However, 69.3% of them believe that news will not 
find them unless they make conscious efforts. This shows that the youth do not believe in the news-finds-me 
perception, rather believe that they have to find news 

 83% of the respondents follow news pages on social media and 64% of them follow 0-3 news pages. It was found 
that 61% of the respondents think that they receive ample news updates from social media news pages/sites, but 
61.8% of them do not rely on only social media for their news updates. It can be observed that respondents to depend 
on social media for their news updates, but do not believe that social media alone is enough for their news updates. 
 

5. Conclusion: 
In conclusion, the study shows that the youth of Bengaluru do not believe in the news-finds-me perception. 

They believe that they should also consume news through other media like newspapers and television if they have to be 
fully updated about current affairs and events happening in the world. to be precise, they believe that they should find 
news instead of the other way around. The findings also show that the youth of Bengaluru depend on social media for 
their news updates as a majority of them follow various news pages on social media. Despite depending on social media 
for news updates, most of them also believe that it is not enough to receive ample news updates.  
 
6. Recommendations: 

 News-finds-me perception isn’t existent among Bengaluru youth 

 They depend on social media for their news updates.  
 But they also prefer reading newspapers and watching television news to receive the full coverage. 

7. Scope of the study: 
 The study is only confined to one age group as the study aimed to find out youth’s news consumption habits. 
Further research can be conducted to understand the news consumption habits of people of other age groups and finding 
out if the news-finds-me perception exists among them. Studies can also focus on finding out the reason why despite 
depending on social media for news updates, the youth think that is it not ample to cover all their news requirements. 
Based on the results, the researcher would like to explore the study further with relation to the Two-step flow theory to 
find out if the phenomenon of opinion leaders exists among this sample.  
 
8. Limitations of the study: 

As the study is academicals in nature, there are a few limitations to it. Some of them are mentioned below 
 The sample of the study was only confined to one age group and one city 
 The results of the study might be influenced by the existing COVID situation 
 The study also doesn’t consider the effectiveness of the news awareness among the sample. 
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