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Navigating Inner Transformation: Challenges and Insights from the Aatmachintan Radio
Series on Self-Discovery and Social Harmony

- Ms. Priyanka Oberoi
Abstract

This paper explores the intricate relationship between inner self-awareness and the challenges of
personal transformation, as examined in a community radio series titled Aatmachintan, broadcast
by JIMS Vasant Kunj. The series, led by Brahmakumar Anuj and Brahmakumari Ekta, delves
into the profound process of self-discovery, addressing the existential questions and
psychological barriers individuals encounter while striving to understand their true nature. The
discussions highlight the significance of meditation, value-based introspection, and spiritual
guidance as tools for fostering inner harmony and personal growth.

The research presented in this paper is contextualized within the broader theme of ecological and
social harmony, underscoring the role of self-awareness in achieving collective well-being. By
analyzing the insights shared in the Aatmachintan series, the paper identifies common challenges
faced by individuals in the journey of self-realization, including the confrontation with deep-
seated fears, societal conditioning, and the struggle to align one’s actions with inner values.
Through this analysis, the paper contributes to the discourse on the interconnectedness of
personal transformation and community well-being, proposing that inner self-awareness is a
foundational element for fostering ecological and social harmony. The findings suggest that
programs like Aatmachintan can serve as valuable platforms for promoting introspection and
spiritual growth, ultimately leading to a more conscious and harmonious society.

Key Words: Inner Self-Awareness, Self-Discovery, Community Radio, Value-Based
Introspection, Spiritual Growth

Introduction:

The pursuit of self-awareness and personal transformation has been a central theme in various
philosophical, psychological, and spiritual traditions across cultures. In contemporary society,
where rapid technological advancements and social changes often lead to increased stress,
anxiety, and a sense of disconnection, the quest for inner peace and harmony has gained renewed
significance. The "Aatmachintan™ radio series, broadcast by JIMS Vasant Kunj, is a unique

community initiative that delves into the profound process of self-discovery, addressing the
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existential questions and psychological barriers individuals encounter while striving to

understand their true nature.

Led by spiritual guides Brahmakumar Anuj and Brahmakumari Ekta, the "Aatmachintan” series
provides a platform for introspective dialogue and spiritual exploration. It offers insights into the
challenges of inner transformation and the tools needed to achieve personal growth and social
harmony. The series draws from ancient spiritual wisdom, particularly the teachings of the
"Shrimad Bhagavad Gita," to explore various stages of yog (yoga), the principles of karma, and
the role of divine guidance in fostering self-awareness. Through discussions on meditation,
value-based introspection, and spiritual wellness, the series highlights the significance of
integrating spiritual practices into daily life to overcome deep-seated fears, societal conditioning,

and internal conflicts.

This paper seeks to explore the themes presented in the "Aatmachintan™ series and their
relevance to the broader discourse on mental health, emotional and spiritual wellness, and
societal harmony. It aims to identify common challenges faced by individuals on the path of self-
realization, such as the struggle to align one’s actions with inner values and the confrontation
with deep-rooted psychological barriers. By analyzing the insights shared in the series, the paper
argues that inner self-awareness is not only crucial for personal well-being but also foundational

for fostering ecological and social harmony.

The significance of this research lies in its potential to contribute to the understanding of how
spiritual practices and self-awareness can influence collective well-being. By promoting
introspection and spiritual growth, programs like "Aatmachintan™ serve as valuable platforms for
cultivating a more conscious and harmonious society. The interconnectedness of personal
transformation and community well-being underscores the need for deeper engagement with

spiritual and ethical practices that foster inner peace and social cohesion.

This paper is structured as follows: First, it provides a literature review that contextualizes the
concepts of mental health, yog, emotional and spiritual wellness, motivation, self-awareness, and
the roles of God and karma. Next, the research methodology outlines the qualitative and thematic

analysis approach used to analyze the content of the "Aatmachintan” series. The findings section



Vol-2, Issue-1, January-June 2026 Maharaja Agrasen Journal of Communication

presents the key themes identified from the series and discusses their implications for personal
and societal transformation. Finally, the paper concludes by highlighting the potential of
introspective and spiritual practices to contribute to both individual and collective harmony, and
suggests areas for future research.

Review of Literature:

The literature review explores the foundational concepts underlying the themes of the
"Aatmachintan™ radio series, focusing on self-discovery, spiritual growth, and societal harmony.
It discusses the theoretical frameworks and empirical studies related to mental health, yog
(yoga), emotional and spiritual wellness, motivation, self-awareness, the role of God, the
principle of karma, and health awareness. This review provides a comprehensive backdrop for
understanding the intricate relationship between inner transformation and its broader social
implications.

1. Mental Health:

Mental health is defined as a state of well-being in which an individual realizes their potential,
copes effectively with the normal stresses of life, works productively, and contributes to their
community (World Health Organization, 2001). It encompasses emotional, psychological, and
social well-being, affecting how individuals think, feel, and act. In the context of the
"Aatmachintan™ series, mental health is seen as a crucial starting point for self-discovery and
transformation. Challenges such as anxiety, depression, and stress often serve as barriers to inner
peace, making it necessary for individuals to engage in practices that enhance self-awareness and
emotional regulation.

Several studies have emphasized the importance of self-reflection and mindfulness-based
practices in improving mental health outcomes (Kabat-Zinn, 2003). Programs like
"Aatmachintan™ promote mental health by encouraging listeners to engage in introspective
practices that foster a deeper understanding of their mental and emotional states.

2. Yog (Yoga):

Yoga, or 'Yog,' is an ancient Indian practice rooted in spiritual, mental, and physical disciplines.
According to the "Aatmachintan™ series, yog is not merely a physical exercise but a holistic

approach to achieving self-realization and inner harmony. The "Shrimad Bhagavad Gita"
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outlines various stages of yog, such as Karma Yog (the yoga of action), Bhakti Yog (the yoga of
devotion), Jnana Yog (the yoga of knowledge), and Dhyana Yog (the yoga of meditation). These
stages guide an individual's journey toward spiritual growth and enlightenment by promoting
ethical conduct, devotion, wisdom, and meditation.

Research has highlighted the benefits of yog practices in enhancing emotional and spiritual well-
being, stress reduction, and overall health (Telles et al., 2015). Yog also plays a significant role
in cultivating self-discipline and resilience, which are essential for overcoming the psychological
barriers discussed in the "Aatmachintan™ series.

3. Stages of Yog According to Shrimad Bhagavad Gita

The "Shrimad Bhagavad Gita," a key spiritual text, outlines several stages of yog that guide
practitioners on the path to self-realization:

o Karma Yog (Yoga of Action): Involves performing one's duties without attachment to
the results, emphasizing selfless action.

o Bhakti Yog (Yoga of Devotion): Focuses on developing a deep, emotional connection
with the divine through love, devotion, and surrender.

o Jnana Yog (Yoga of Knowledge): Centers around the pursuit of wisdom and knowledge
to discern the nature of reality and self.

o Dhyana Yog (Yoga of Meditation): Involves deep meditation and mindfulness to attain

self-awareness and unity with the divine.

Each stage addresses different aspects of spiritual development and self-awareness, providing a
comprehensive framework for personal transformation. The "Aatmachintan” series emphasizes
these stages as a roadmap for individuals seeking to overcome mental and emotional obstacles on
their path to self-realization.

4. Emotional Wellness:

Emotional wellness refers to the ability to understand and manage one's emotions effectively,
fostering a sense of inner peace and balance. It involves recognizing emotions, coping with
stress, and maintaining positive relationships. Emotional wellness is a key theme in the
"Aatmachintan" series, which advocates for practices like mindfulness, meditation, and value-
based introspection as tools for achieving emotional balance.

Studies have shown that emotional wellness is linked to better mental health, reduced stress, and
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enhanced life satisfaction (Diener et al., 1999). Programs like "Aatmachintan” provide a platform
for individuals to explore their emotional landscapes, identify challenges, and develop strategies
to achieve emotional wellness.

5. Spiritual Wellness:

Spiritual wellness involves seeking meaning and purpose in life, often through a connection with
something greater than oneself. It includes the exploration of one's beliefs, values, and purpose,
contributing to overall well-being. The "Aatmachintan™ series, led by spiritual guides
Brahmakumar Anuj and Brahmakumari Ekta, emphasizes the role of spiritual practices like
meditation and prayer in achieving spiritual wellness.

Research indicates that spiritual wellness can lead to enhanced emotional resilience, lower levels
of anxiety and depression, and greater life satisfaction (Koenig et al., 2001). The insights shared
in the "Aatmachintan" series suggest that spiritual wellness is a cornerstone of personal
transformation and social harmony.

6. Motivation:

Motivation plays a critical role in the journey of self-discovery and personal growth. It is the
driving force that propels individuals to pursue goals, overcome challenges, and achieve inner
transformation. In the context of the "Aatmachintan” series, motivation is seen as essential for
maintaining consistent spiritual practices and aligning one's actions with inner values.
Self-Determination Theory (Deci & Ryan, 2000) posits that intrinsic motivation, driven by
personal growth and self-fulfillment, is more sustainable and effective than extrinsic motivation.
The series encourages listeners to cultivate intrinsic motivation through self-awareness,
reflection, and alignment with higher spiritual goals.

7. What is Self?

The concept of 'self' is central to the "Aatmachintan” series, which explores the nature of the true
self beyond the ego and superficial identities. The self is often described as the core essence of
an individual, encompassing their consciousness, values, and spiritual identity. Philosophical and
psychological perspectives on the self emphasize the importance of self-awareness in personal
growth and fulfillment (Rogers, 1961).

The series delves into existential questions such as "Who am 17" and "What is my purpose?"—

questions that are fundamental to the process of self-discovery and transformation.
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8. Role of God:

The role of God in the process of self-discovery and transformation is a recurring theme in the
"Aatmachintan™ series. It presents the idea of a divine presence guiding individuals toward self-
realization and spiritual growth. In spiritual traditions, God is often seen as a source of strength,
wisdom, and unconditional love, providing a foundation for moral and ethical conduct.

Studies have shown that a belief in a higher power can positively impact mental health,
emotional resilience, and life satisfaction (Koenig, 2009). The series emphasizes that a
relationship with the divine can serve as a catalyst for inner transformation and social harmony.

9. Role of Karma:

The concept of karma, or the law of cause and effect, is a fundamental principle in many spiritual
traditions. In the "Aatmachintan” series, karma is presented as a key factor influencing an
individual's life journey and spiritual growth. It suggests that actions aligned with one's higher
self and values lead to positive outcomes, while actions driven by ego and selfishness result in
suffering.

Research has explored the psychological implications of belief in karma, suggesting that it can
motivate ethical behavior, enhance self-regulation, and promote personal responsibility (White,
2012). The series advocates for conscious living guided by the principles of karma to achieve
inner and outer harmony.

10. Health Awareness:

Health awareness encompasses a holistic understanding of physical, mental, emotional, and
spiritual well-being. The "Aatmachintan™ series emphasizes the interconnectedness of these
dimensions, suggesting that true health involves a balance of all aspects of life. Practices such as
meditation, yoga, healthy eating, and ethical living are promoted as pathways to achieving
complete wellness.

Studies have demonstrated that holistic health practices can lead to improved quality of life,
reduced stress, and enhanced physical and mental health (Khanna & Greeson, 2013). The series
highlights the importance of health awareness as a foundation for personal transformation and
social harmony.

The literature reviewed provides a comprehensive understanding of the themes explored in the

"Aatmachintan” series. It underscores the importance of self-awareness, spiritual growth,
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emotional and mental wellness, motivation, and ethical living as critical components of inner
transformation and social harmony. By integrating these insights, the paper aims to contribute to
the discourse on the role of self-awareness and spiritual practices in fostering a more conscious
and harmonious society.

Research Methodology

The research methodology for this paper involves a mixed-methods approach that integrates
qualitative and thematic analysis to explore the insights and challenges of inner transformation as
discussed in the "Aatmachintan” radio series. The methodology is designed to provide a
comprehensive understanding of the themes related to self-discovery, spiritual growth, and social
harmony. It includes the following components:

1. Research Design

The research is based on a qualitative design, focusing on the in-depth exploration of themes
presented in the "Aatmachintan™ radio series. The series serves as a primary data source, where
the discussions led by Brahmakumar Anuj and Brahmakumari Ekta are systematically analyzed
to identify key concepts, insights, and challenges related to self-awareness and personal

transformation.

. Qualitative Approach: The qualitative approach allows for a detailed examination of the
subjective experiences and perspectives shared in the series, providing a nuanced understanding
of the psychological, emotional, and spiritual dimensions of inner transformation.

. Thematic Analysis: This method is used to analyze the content of the radio series.
Thematic analysis involves identifying, analyzing, and reporting patterns (themes) within the
data, allowing for the extraction of meaningful insights related to the study's objectives

2. Data Collection

The primary data for this study is derived from the "Aatmachintan” radio series episodes
broadcast by JIMS Vasant Kunj. The series provides a rich source of discussions on self-

awareness, spiritual growth, and social harmony, which are recorded and transcribed for analysis.
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. Content Selection: A purposeful sampling method is employed to select specific
episodes from the series that focus on key themes such as meditation, value-based introspection,
spiritual guidance, emotional and spiritual wellness, the role of God, and the principle of karma.

. Transcription: The selected episodes are transcribed verbatim to capture the full scope
of the discussions, including the narratives, reflections, and guidance provided by the hosts and

participants.
3. Data Analysis

The analysis involves a multi-step process to identify and interpret the core themes related to

inner transformation, as presented in the "Aatmachintan™ series.
Thematic Analysis: Thematic analysis is conducted in several stages:

1. Familiarization with Data: The researchers listen to the audio recordings and read the
transcriptions multiple times to become thoroughly familiar with the content.

2. Generating Initial Codes: Relevant segments of text are coded based on recurring ideas,
concepts, and phrases related to mental health, yoga, emotional wellness, spiritual growth,
motivation, and other relevant themes.

3. Searching for Themes: Codes are grouped into broader themes that represent significant
patterns in the data. These themes are then organized into a thematic map.

4. Reviewing Themes: Themes are reviewed and refined to ensure they accurately reflect
the data and research objectives. Sub-themes are identified where necessary to capture the
nuances of the discussions.

5. Defining and Naming Themes: Clear definitions and labels are developed for each
theme, and their relevance to the research questions is articulated.

6. Interpretation of Findings: The themes are interpreted in the context of existing
literature on self-awareness, spiritual growth, and social harmony to draw meaningful

conclusions.

Triangulation: To enhance the validity and reliability of the findings, triangulation is employed
by comparing the insights from the "Aatmachintan™ series with relevant literature and theoretical

frameworks. This cross-validation helps ensure that the identified themes are consistent with

10
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established knowledge in the field.

4. Ethical Considerations

The study adheres to ethical standards for research involving human subjects. The following

ethical considerations are addressed:

. Informed Consent: Although the primary data is obtained from a publicly broadcast
radio series, any additional information or insights gathered from the hosts or participants would
require informed consent.

. Confidentiality and Anonymity: While the series is publicly available, care is taken to
respect the privacy and confidentiality of the participants by anonymizing any sensitive
information that may arise during the analysis.

. Bias Reduction: The researchers are aware of potential biases in interpreting the data
and employ strategies such as peer debriefing and reflexivity to minimize subjective influences

5. Limitations of the Study

The research acknowledges certain limitations that may impact the findings:

. Context-Specific Data: The insights derived from the "Aatmachintan” series are context-
specific and may not be generalizable to all populations. The findings are most applicable to
individuals and communities engaged in similar spiritual practices and introspective processes.

. Subjectivity in Interpretation: As with all qualitative research, there is a degree of
subjectivity in data interpretation. The researchers strive to maintain objectivity by using
systematic coding and thematic analysis procedures.

. Language and Cultural Context: The discussions in the "Aatmachintan” series are
rooted in Indian spiritual and cultural contexts, which may affect the applicability of findings to

different cultural settings.

The research methodology is designed to provide a comprehensive and nuanced understanding of
the themes of self-awareness, personal transformation, and social harmony as discussed in the

"Aatmachintan™ radio series. By employing qualitative and thematic analysis, the study aims to

11
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contribute valuable insights to the discourse on the interconnectedness of inner transformation
and community well-being, highlighting the role of spiritual practices and introspection in
fostering a more conscious and harmonious society.

Conclusion:

This paper has explored the intricate relationship between inner self-awareness and the
challenges of personal transformation, as examined in the "Aatmachintan™ radio series broadcast
by JIMS Vasant Kunj. By delving into themes such as meditation, value-based introspection,
spiritual guidance, and the principles of karma and divine connection, the series provides
valuable insights into the profound process of self-discovery. The findings from this research
underscore the significance of these spiritual and introspective practices in overcoming
psychological barriers, such as deep-seated fears, societal conditioning, and the struggle to align

one’s actions with inner values.

The analysis of the "Aatmachintan™ series reveals that self-awareness is foundational to both
personal growth and broader social harmony. The series emphasizes that true transformation
begins with an individual's journey inward, confronting and understanding their inner conflicts,
motivations, and purpose. This inner transformation, facilitated by spiritual practices such as yog
(yoga), meditation, and value-based introspection, not only fosters personal growth but also

enhances emotional and spiritual wellness, leading to more meaningful and purposeful lives.

The literature reviewed and thematic analysis of the series illustrate that programs like
"Aatmachintan™ serve as effective platforms for promoting introspection, motivation, and
spiritual growth. Such programs have the potential to inspire individuals to pursue holistic health
and wellness, encompassing physical, mental, emotional, and spiritual dimensions. By fostering
a deeper understanding of the self and its connection to the larger social and ecological context,
these initiatives can contribute to the creation of more conscious, ethical, and harmonious

communities.

Furthermore, the role of spiritual concepts, such as the stages of yog outlined in the "Shrimad
Bhagavad Gita," and the principles of karma and the divine, are shown to be crucial in guiding
individuals toward ethical living and inner peace. These concepts encourage a shift from self-

centeredness to a more compassionate and service-oriented approach to life, aligning personal

12
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transformation with social and ecological well-being.

The findings of this research suggest that a paradigm shift toward inner awareness and spiritual
practices could have far-reaching implications for both individual well-being and societal
harmony. The interconnectedness of self-awareness, ethical conduct, and collective well-being
highlights the need for more platforms like "Aatmachintan™ that encourage reflection, dialogue,
and spiritual exploration. By nurturing inner growth and fostering a culture of self-awareness and

ethical living, societies can move closer to achieving true harmony and sustainability.

In conclusion, this paper contributes to the discourse on personal transformation and community
well-being by proposing that inner self-awareness is not only a personal journey but a
foundational element for fostering ecological and social harmony. Future research could further
explore the impact of such introspective practices on diverse populations and cultural contexts,
potentially broadening the understanding of how inner transformation can drive positive social
change on a global scale.
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Representing Women, Shaping Society: Media and Women’s Empowerment in India

- Dr. Umesh C. Pathak

Abstract

Men and women are the two foundational constituents of society, and while they are born equal
in worth, they have historically been treated unequally — a condition that persists not only in
India but across the world. The Manusmriti itself acknowledges that women give birth to the
next generation, bring light to the home, and are the source of prosperity and good fortune; yet in
practice, a mother is sometimes cast out of her own household by her children, and a daughter is
kept apart from her parents. Swami Vivekananda observed that the progress of a nation can be
measured by the progress of its women. Gender bias has persisted from antiquity into the twenty-
first century, sustained largely by a social mindset that confines women to the domestic sphere
and denies them parity with men. Although the Indian Constitution guarantees every citizen —
regardless of sex — the right to equality, women continue to be disadvantaged in personal and
proprietary rights, duties, liabilities, and social standing. This paper is organized into five
substantive parts: the historical status of women in India, the role of women in Indian society, the
history of Indian media, the role of women within the media, and the portrayal of women by the
media.

Keywords: women, India, Vedic period, medieval period, independence movement, media
history, empowerment, society, development.

Introduction

India is a country of rich cultures and traditions. Women are accorded the status of goddesses in
Indian scripture, yet it is observed that, in practice, they are frequently treated as inferior to men.
The role of women in Indian society is a critical one: a woman is, at various points in her life, a
daughter, a sister, a wife, and a mother, yet history offers numerous examples suggesting that she
has rarely received the respect these roles warrant. The Hindi poet Maithili Sharan Gupt captured
this condition in a well-known couplet:

G G157 §19 V] Te] BT
a7 ge 31&1 3 gr
("Alas, powerless one, this is your life story — milk in your breast, tears in your eyes.") These

lines depict a woman reduced to the role of a mother who bears children, nurses them, and
endures hardship in silence — a status that, historically, has continued to erode over time.

14
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There was a period in which women enjoyed status and rights broadly comparable to those of
men, but that period belongs to the past; the present is markedly different and, in many respects,
harsher. It is often argued that a woman's status in India depends substantially on the family into
which she is born, and that women in rural areas are more disadvantaged than their urban
counterparts. While this may be broadly true, urban women are not exempt from difficulty: they
too contend with gender discrimination and concerns about safety and security.

Objectives of the Study

This paper pursues three related objectives:

° To review the status of women in Indian society, in both rural and urban settings.
° To analyses the role of women within the Indian media.
° To examine how women are portrayed by the Indian media and the extent to which media

practice contributes to women's empowerment.
Status of Women in Indian Society: Historical and Contemporary Context
Women in the Vedic Era

The status of women in India has undergone substantial change over time. In the ancient period,
women are understood to have enjoyed rights and freedoms broadly equal to those of men. The
grammarians Patanjali and Katyayana suggest that women were educated during the early Vedic
period, and verses of the Rig Veda indicate that women married at a mature age and were
permitted to choose their own husbands. Scholarship on the period generally holds that women
enjoyed comparatively high status and extensive rights during the early Vedic and Vedic eras
(Kashyap, 2010).

Women in the Medieval Period

The status of women began to decline in the medieval period, a decline that continued under later
social and religious influences that further curtailed women's freedoms. Practices such as sati,
child marriage, and restrictions on widow remarriage became embedded in social life across
many Indian communities. The purdah system, associated with the spread of Islam in India, was
adopted widely, and devadasis (temple women) were subject to sexual exploitation. Polygamy
was common, and women in many households — including the zenana quarters of Muslim
families — were secluded from men outside their immediate family. Women were, in effect,
treated as the property of men: dominated by fathers before marriage and by husbands afterward.

Nevertheless, this period also produced women who distinguished themselves in politics,
literature, education, and religion. Razia Sultana became the only woman to rule as monarch of
Delhi. The Gond queen Durgavati ruled for fifteen years before losing her life in battle. Chand

15
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Bibi defended Ahmednagar against the Mughal forces of Akbar in the 1590s. Nur Jahan, wife of
the emperor Jahangir, wielded substantial imperial power and was widely regarded as the real
force behind the Mughal throne. The Mughal princesses Jahanara and Zeb-un-Nissa were
accomplished poets who also influenced court administration, and Jijabai, mother of Shivaji,
served as queen regent in recognition of her ability as both warrior and administrator.

Women during the Independence Era

The situation began to change as national leaders took up the cause of women's participation in
the freedom struggle. Mahatma Gandhi openly invited women to join the movement, and figures
such as Sarojini Naidu, Vijaya Lakshmi Pandit, and Aruna Asaf Ali came forward as prominent
participants. In the decades that followed, Indira Gandhi became Prime Minister of India, and
Kiran Bedi became the country's first woman IPS officer — both achieving international
recognition. Their prominence demonstrated that women were not inferior to men, and many
women subsequently rose to prestigious positions across sports, politics, administration, science,
and the arts.

Women in the Present Era

Following independence, the Constitution of India guaranteed equal rights to men and women in
all spheres of life (Kashyap, 2010). Even so, it cannot be said that all Indian women enjoy parity
with men in practice. Indian women's experience might be described as two sides of a coin. On
one side are women who lack equal rights and access to basic education, who are restricted from
leaving the household unaccompanied, and whose autonomy remains subject to a father before
marriage and a husband thereafter. On the other side are women — often in metropolitan settings
— who are well educated and professionally established, yet who must still contend with
unequal treatment in matters of financial independence, personal security, and social status
(Global Issues, n.d.).

Statistical evidence indicates that in a majority of reported rape cases, the accused is known to
the victim. The Delhi gang rape of 16 December 2012 — in which a young woman was assaulted
by six men despite being accompanied by a male companion — drew national and international
attention to the persistent insecurity faced by women even within the capital of the nation.

Media in India: Historical Development and Forms

Indian media has a distinctive and varied history. It encompasses several forms of mass
communication, including television, radio, cinema, newspapers, magazines, and internet-based
websites and portals, governed primarily by private and semi-governmental organizations.
Alongside these forms of mass media, traditional or folk media — folk song and music, folk

16



Vol-2, Issue-1, January-June 2026 Maharaja Agrasen Journal of Communication

dance, yatra, drama and theatre, puppetry, and street theatre — continue to exist in both rural and
urban settings (Kumar, n.d.).

Each branch of Indian media has its own history. Newspapers are the oldest of these forms:
James Augustus Hicky founded the Bengal Gazette in Calcutta in 1780. Cinema arrived in India
in 1913, radio broadcasting began in Pune in 1927, and television was introduced in 1959,
initially for educational purposes; it gradually gained popularity, and Doordarshan launched a
dedicated entertainment channel in 1991. The internet entered Indian media in the final decade of
the twentieth century. With the advent of new technologies — mobile phones, tablets, notebooks,
and outdoor media — these newer platforms are collectively described as "new media."

India today has more than 70,000 registered newspapers and over 690 satellite television
channels, with an estimated 380 million radio users and 130 million television users. Internet
usage, estimated at around 120 million users in 2013, was projected to reach 140 million by
2014, with young Indians drawn increasingly toward social media platforms such as Facebook,
Twitter, YouTube, and blogging platforms. Mobile telephony has grown especially rapidly, with
an estimated 251 million mobile users projected for 2014, opening substantial new channels for
communication (Kumar, n.d.).

Women in Indian Media

As journalism developed into a profession, women were long restricted by custom and law from
entering it, and those who did enter faced significant discrimination. Nevertheless, women
worked as editors, reporters, sports analysts, and journalists even before the 1890s. In the
contemporary period, this picture has changed substantially: women now work across virtually
every field, including administration, entrepreneurship, medicine, law enforcement, computing,
and politics, and the media industry in particular employs large numbers of women across all
types of roles, including senior leadership positions.

Many aspiring journalists look to pioneering figures such as Homai Vyarawalla, India’s first
woman photojournalist, and Prabha Dutt, a trailblazing reporter with the Hindustan Times who
— according to her daughter, the journalist Barkha Dutt — convinced her editors that women
reporters were capable of far more than covering local flower shows. Barkha Dutt herself
became known for her coverage of the 1999 Kargil War. Other prominent figures include Maya
Mirchandani of NDTV, Suhasini Haider of CNN-IBN, and Anjali Kamat of the US-based
Democracy Now, each of whom has served as an inspiration to aspiring female journalists. Even
so, it remains a persistent pattern that women journalists are disproportionately assigned "soft"
beats, based on an assumption — often unstated — that they are less suited to covering hard
news.
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At the same time, women are frequently portrayed as objects of entertainment or attention rather
than as subjects in their own right, particularly within the advertising industry. It is not unusual
for advertisements unrelated to women's interests or needs — for cement or steel rods, for
example — to feature a woman whose presence appears designed chiefly to attract attention
rather than to convey relevant information.

Role of Media in Women's Empowerment

Communication plays an important role in women's development, and the media is central to this
process. Media has a significant part to play across virtually every dimension of social life —
from managing population growth to spreading literacy and improving quality of life for the
wider population — including in the empowerment of women specifically. Media can help create
awareness among women of their own potential as agents of social change.

The concept of "development communication” refers to the use of mass media to advance social
development in developing countries, and because women constitute an integral part of society,
the media arguably bears some responsibility for contributing to their empowerment. Everett
Rogers (1962) argued that media can support development by cultivating "opinion leaders™ who
act as intermediaries between policymakers and the wider public. Applying this framework,
media that helps to cultivate opinion leaders holding positive attitudes toward women could
meaningfully advance women's empowerment at the grassroots level. Media can also directly
raise public awareness of women's rights through targeted programming and public discussion of
relevant issues.

Discussion

This paper brings together three related dimensions: the changing status of women in Indian
society, the development and reach of Indian mass media, and the representation and
participation of women within that media. Its central argument is that media can contribute to
women's empowerment by raising awareness, stimulating public discussion, and giving visibility
to women's achievements. At the same time, media representation can also reproduce gender
stereotypes, particularly where women are used primarily as objects of entertainment or as tools
of advertising rather than as full subjects in their own right.

This discussion is best understood as a conceptual and descriptive review rather than as an
empirical study based on a defined sample of media content. The paper does not employ a
systematic sampling procedure, coding framework, explicit research questions, or a formal data-
analysis method; its conclusions are accordingly interpretive rather than statistically derived, and
should be read as a synthesis of secondary sources and existing scholarship.

Conclusion
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Much as a cart requires both of its wheels to function, men and women together constitute the
two essential parts of society, and a society cannot be fully formed or developed in the absence
of either. Many men are aware of this reality even if they remain unwilling, in practice, to accept
it. It is equally true that the suppression of either sex is detrimental to the health of a developing
society.

At present, the media already plays a meaningful role in advancing social welfare, but it retains
considerable capacity to do more — particularly in raising awareness among the wider
population and among disadvantaged groups. Women's empowerment is one of the areas in
which a stronger media presence could make a substantial difference. Across the board, media
retains significant untapped potential to contribute to the advancement of women.
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Abstract

At the beginning of this century, the eSports industry was not yet a major player although it
already existed as a niche of video and computer games. The importance and interest-only began
to increase with the rise of the internet and its infrastructure. Especially among the younger
generation, eSports, today, has a significant meaning. Worldwide, professional players duel each
other in countless tournaments online and offline and are enthusiastically celebrated by their
millions of fans.

The purpose of this paper is to analyse how eSports has developed in recent years since its first
boom phase as well as to analyse its growth factors and how it has benefited from the COVID-19
pandemic compared to traditional competitive sports.

Keywords- Sports, Covid-19, Pandemic

Introduction

Competition, as we know it traditionally, takes place between human players physically and
analogously and is also called competitive sport. Depending on which sport is more or less
popular in a country, this can be ball sports, martial arts, or motorsports. These competitive
sports are extremely popular and are a common way for people to spend their time. In recent
years, however, traditional competitive sports have increasingly faced competition from a new
phenomenon called eSports. If, for example, football is played traditionally, human against
human indoors or outdoors, the trend of competition is shifting more and more toward digital
platforms. Using various devices, suitable video and computer games, players compete against
each other and duel in front of spectators in games such as League of Legends (LoL), Counter-
Strike: Global Offensive (CS: GO), and Defence of the Ancients 2 (DotA 2). The fact that this is
not a fad can be seen in the increasing viewer and sales figures. Also, the gaming industry of
today is already bigger than the music and movie industries combined. Older generations in
particular do not know or understand eSports well.

The average eSports fan is only 26 years old according to PMG. In particular, approaching
eSports from an economic perspective is still quite rare. There are a few business lyrical
contributions, but there are hardly any empirical ones since game producers protect their data
like a holy grail.

20



Vol-2, Issue-1, January-June 2026 Maharaja Agrasen Journal of Communication

Industry Profile

The rising investment and sponsorship are expected to increase the growth of the esports market
size. Increasing investment in the last two years is creating new avenues for development in the
esports market. Investments in this sector have made considerable progress in recent years as the
ecosystem provides several investment opportunities across a wide range of subsectors.
According to a recent forecast, the esports ecosystem is on track to cross $1 billion in sales for
the first time this year. Money flows into esports through broadcast rights, live event ticket sales,
merchandise sales, and in-game transactions, but most of the revenue comes from sponsorships
and advertising.

Literature Review

The following literature review will give an overview of the findings in studies regarding eSports
and present some contradicting results. The literature review will touch upon the factors that I,
from a theoretical viewpoint and an ongoing modified understanding about the direction of this
empirical research, believe are relevant for the scope of this thesis.

Since the eSports industry is a novelty to the majority of readers, we first introduce a definition of
the term “eSports™. In the second step, we have a look at key financials of the eSports industry,
such as its popularity and awareness, the global eSports revenue streams, viewership, and prize
money. Then, we look at the COVID-19 pandemic since its occurrence and compare the eSports
sector with traditional competitive sports to see how well they both have reacted to the crisis.
Finally, we analyze key growth factors that have defined and shaped the eSports industry and
that will also be important in the future.

The researcher has accumulated Secondary Data for use in this Paper.
Defining ESports

An official and globally accepted eSports definition does not exist, but recently more countries
and organizations have started tackling this issue. The term “eSports” is relatively new and there
are only a few definitions.

The German eSports association “eSport-Bund Deutschland e.V.” (ESBD) adopted the following
definition at its general meeting on 26th October 2018 in Hamburg: “eSports is the direct
competition between human players using suitable video and computer games on various devices
and on digital platforms under defined rules.

The comparison of sporting performance in eSport is determined by the interaction of a
purposeful operation of the input devices in direct reaction to the game sequence depicted while
at the same time tactically mastering the overall game action.
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The reference object of sports activities is video games whose structure and mode of operation
meet the requirements for determining sporting performance, which do not leave the success of
the game predominantly to chance and which offer a reproducible game framework for
comparing the performance of the players.”

t is a common opinion that eSports is not physically exhausting or intense. However, a study
amongst German eSports players showed that they are exposed to high levels of stress which are
common for traditional sports. Up to 400 precise clicks on keyboard and mouse per minute are
not uncommon. This uses different brain regions that are not accessed that much in any other
sport.

Furthermore, it was found that the cortisol level was similar to that of a racing driver. Also, a
high pulse of 160-180 beats per minute was measured, which is almost on par with a marathon
runner. Nevertheless, eSports has existed for several decades and has now been expanding
exponentially for a couple of years despite not having a worldwide standard regarding its
definition and recognition as a sport.

E-Sports growth since 2010 :

Gaming on consoles, computers, most recently smartphones, and other devices has now been a
part of our society for several decades and has been growing tremendously fast in recent years.

Nowadays, the acceptance among the mainstream is much bigger than it was just ten years ago.
In 2018, gamers spent $138.78 billion ($ referring to USD) across all gaming platforms, with
mobile games counting for 47% or $63.2 billion in total. These numbers show that mobile
gaming with tablets and smartphones has picked up momentum recently and has become the
largest gaming platform of the entire industry. eSports awareness has been growing steadily with
a number of 1.8 billion people aware of eSports in 2019, compared to 1.6 billion in 2018.
Already back in 2014, 56% of all gamers in the US and 50% of all Western European gamers
aged 10 to 50 were aware of eSports.

The actual eSports audience recorded a number of 443 million people in 2019, with 198 million
being eSports enthusiasts that follow eSports regularly. Projections to exceed 646 million regular
eSports followers by 2023 have been made as well. The constant growth of the gaming industry
as a whole demonstrates a fairly widespread acceptance among the mainstream in 2019. Massive
audiences in eSports suggest that the word “niche” is not the right way to describe it anymore as
you cannot ignore these numbers.
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Global market revenue in eSports
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The industry as a whole generated a global market revenue of only $130 million in 2012 but
reached $865 million in 2018 with Newzoo.com, the global leader in games and eSports
analytics that also shared these numbers, projecting the eSports market revenue to be at 81.79
billion by 2022. Looking at the segregated revenues of the global market revenue, sponsorships
generate the biggest amount with $456.7 million, followed by media rights with $251.3 million,
advertising with $189.2 million, merchandise & tickets with $103.7 million, and game publisher
fees with $95.2 million, experiencing a combined 26.7% of year-on-year growth. Merchandise
stuck out to Berenberg. According to them, merchandising is not utilized well in eSports yet.
They showed that in regular sports, a fan generates on average $54. Meanwhile, an eSports fan
generates only $1.8 on average.

The ever-growing prize pools and exposure :

Since eSports has been experiencing steady growth, the prize pools of tournaments have
increased dramatically as well. The overall aggregated prize pool of all games was at a meagre of
$3 million in 2010, while it reached over $121 million in 2017 seeing tremendous growth every
year. Ranked by tournament prize pool in 2018, DotA 2 is leading the charts as shown
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Leading eSports titles by aggregated prize pools of 2018
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Overall, the top 10 eSports games by prize pool paid out $131.41 million in 2018 and roughly
reflect the popularity of the games as well. Canaccord Genuity forecasts $543.69 million annual
price money by 2023. According to them, this estimated number is calculated conservatively. In
particular, DotA 2, developed by Valve, has revolutionized the eSports industry. Every year
since the release of the game, Valve organizes a world championship. For this championship,
fans and players of the game can buy a so-called “compendium”. It provides the buyers with
exclusive cosmetic items in the game. This way Valve has been able to generate massive prize
pools for their championships, which has resulted in them being one of the leaders in prize
money distribution. $1.6 million came from Valve directly while the rest was crowdfunded by its
fans.

Several tournament organizers of today have used a similar approach to make their tournaments
more appealing to the audience with bigger prize pools. In fact, DotA 2 fills the entire top five in
overall eSports prize pools for one single tournament, with the former editions of each year being
topped every following year due to its unique way of crowdfunding the prize pool. Citigroup
compared these prize pools to traditional sports and showed that today, eSports can already hold
up against them relatively well:

Confederations Cup (Soccer, $20 million), The Masters 2017 (Golf, $11 million), Tour de
France 2017 (Cycling, €2.29 million), Indy 500 2018 (Car Racing, $13.07 million), just to name
a few. Only the Confederations Cup came close to the one of The International 2018.
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Viewership is an increasingly important growth factor as well, but the big tournaments do not
always translate 1-to-1 when it comes to the prize pool. The Mid-Season Invitational 2018 (LoL,
$1.37 million prize pool) reached a staggering viewership of 60 million unique viewers
compared to 55 million for The International 2018 (DotA2, $25 million prize pool) over the
timeline of this one tournament. Companies are also slowly starting to broadcast eSports
tournaments on television.

Especially ELeague, which is produced by Turner Broadcasting System (TBS) in the US, has
broadcasted several of their tournaments on their television channels with some finals streamed
during prime time on weekends. It is a statement that professional companies think eSports of
today is ready for the mainstream.

At the end of 2019, the coronavirus broke out in Wuhan, China. As of today, the entire world is
fighting against the virus. The traditional sport came to a standstill for several months. For
example, the German Bundesliga did not carry out a single game for 66 days. eSports has not
been untroubled by the coronavirus as well. Many events had to be cancelled at short notice or
had to be held online instead. One of the biggest German eSports events, ESL One Cologne, was
cancelled due to COVID-19 and an online format was created instead. Nevertheless, the digital
characteristics of eSports have been a great advantage during this time, since most events can
also be held online. The infrastructure has been in place for years. Even international
tournaments within the same continent can be held without problems. During the first wave of
the COVID-19 pandemic, both streaming and gaming experienced big growth. Up-to-date key
numbers of Twitch can be found on twitchtracker.com. Major leagues, such as League of
Legends Championship Series (LCS), managed to switch to an online format within a week.
Since many traditional sports leagues had no choice but to discontinue their regular league
operations temporarily, many have ventured into eSports during these times. For example,
Formula 1 has run an eSports league for three seasons. The drivers are under contract full-time at
the official Formula 1 team. Therefore, without hesitation, Formula 1 was able to hold a mini-
league, in which the postponed Grand Prix was held online as entertainment.

Formula 1 drivers, F1 eSports drivers and other personalities from the Formula 1 universe raced
against each other. The NBA has planned an online league of the official, which will be
broadcast on the ESPN television channel. The German Bundesliga also decided to organize a
virtual tournament in the game FIFA 2020. The tournament was played with at least one
professional soccer player in each team of two. 29 clubs of the 1st and 2nd Bundesliga took part
in the Bundesliga Home Challenge.

Growth factors

Gaming itself has been growing fast and is now the biggest entertainment industry, as a report
published on Reuters states. It generates a bigger revenue of over $116 billion, compared to
Television with $105 billion, Film Box Office with $41 billion, and Digital Music with $16
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billion. This growth in gaming naturally results in the growth of eSports as well as it gains
popularity. The Business Research Company reported that eSports is going to be one of the most
important growth factors for the traditional sports market. Since 2014, the global sports market
has been growing by 4.3% annually. Due to the COVID-19 pandemic, the eSports market is
expected to grow by only 2.16% in 2020. The eSports market is then expected to grow with a
compound annual growth rate of 23.82%. Over the past years, cheaper hardware such as
computers, smartphones, and gaming consoles has made eSports accessible for almost everyone.
According to Newzoo, especially Latin America and Asia will benefit from portable devices
such as smartphones and tablets. These continents are expected to be the fastest-growing eSports
regions and, as a result, would soon be of high importance for the industry. Many countries are
still limited by their infrastructure and wealth. As the internet and cheap technology is
expanding, countries like India and Brazil are likely to become important for the growth of
eSports. As stated by Long et al., the average eSports enthusiast is only 26 years old. In 2017,
Indian gamers generated a market value of $290 million, according to KPMG. However, there
are over 600 million people under the age of 25 in India. The potential of the Indian market could
become an opportunity in the billions.

As emerging economies grow, eSports will benefit greatly. The most important and biggest
contributor to eSports growth in recent years has been live-streaming, particularly using the
platform Twitch. tv, but also YouTube. Twitch came to life in 2011 and has since then
completely changed the gaming industry and still does so. Before Twitch, it was a costly and
complicated procedure to get gaming content released in real-time, but Twitch allowed content
creators to live-stream their gaming content effortlessly. Since the website is focused primarily
on gaming, there is now a way to reach a large number of fans simultaneously. In addition to an
easy way of streaming eSports content, Twitch has given organizations the ability to demonstrate
their value in numbers, which in turn makes it easier to negotiate to sponsor deals.

Twitch has become the central platform for live-streaming gaming content, which also includes
eSports events and eSports players streaming their gameplay. In recent years, broadcasting deals
as they are known in traditional sports have become more popular as well. Amazon saw the
potential of this platform early on, acquiring it for $970 million back in 2014. Twitch has
changed video games and particularly the niche eSports into a spectator sport, thus stimulating
tremendous growth for years and continues to do so as the leading platform for eSports related
content.

Conclusion

eSports has developed over the past decades with highs and lows until it developed a rather
stable position in society. Twitch. tv has been a big contributor to the stability of eSports and its
growth. They continue to be one major growth factor as they bring together millions of fans from
around the globe. In recent years, this new kind of sport—eSports—has established itself in
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society. The ongoing COVID-19 pandemic has shown this. Popular sports and motorsports used
the pandemic as an opportunity to venture into eSports. It shows that the enormous network
behind these traditional sports (companies, sports clubs, sponsors etc.) think eSports is ready for
the mainstream.

The digital character of eSports has shown that during this crisis, it is a valuable competitive
outlet with a big advantage over traditional sports. For further research, it would be interesting to
find out whether eSports is similar to traditional sports and could thus be recognized as a sport
by governments. The advantages and disadvantages that would come with this could be
analyzed. We have learned that there is huge potential in untapped markets. Mobile eSports is
growing tremendously fast. Emerging economies are quickly developing but are still lagging in
eSports. Countries like India will provide big growth rates in the following years as they take
advantage of mobile hardware and also have high population numbers at young ages. Companies
such as Twitch (transforming eSports into a spectator sport) and Valve (crowd-funding gigantic
prize pools) keep innovating the market and stimulating the development of the industry. The
global eSports revenue annually grows quickly and has surpassed the $1 billion mark. Despite
the growth, still untapped potential in merchandising could lead to a stable income pillar in the
future. Regarding merchandising, a more detailed breakdown could be interesting to see why
there is such a big difference between its effectiveness in traditional sports and eSports or
whether it has become more profitable already. As the argument whether eSports is a sport is
going on, researchers have identified the eSports market (23.82% CAGR) as one of the most
important growth factors for the traditional sports market (4.3% CAGR). Games such as LoL,
Dota 2, and CS: GO have established themselves as growth drivers and unite a large number of
fans. The awareness of eSports is growing quickly considering almost two billion people have at
least heard of eSports by now. At the same time, demand for eSports events is growing at a
double-digit rate each year. While prize money was not common in the past, the amounts are
now in the millions and took an important role which is not necessarily the case in traditional
sports.

- Crowd-funding prize pools and thus creating higher prize pools than those found in popular
traditional sports has been a great way of attracting millions of viewers. As a result, more and more
players want to play eSports professionally and have the opportunity to do so. This development increases
the quality and also the interest in eSports. The quality of eSports games is getting better and better and is
slowly moving into the homes of citizens. It remains to be seen to what extent eSports will be able to
compete with established sports in the future. At least it can be said that the generational change and also
that the interest in eSports is in full swing. In the future, the interest of the societies for sport and eSports
will merge, and the discussion of recognition will be forgotten.
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Swami Vivekananda’s Perspective on Communication: Bridging Traditional Wisdom and
Modern Media

= Amit Sharma
Abstract

Swami Vivekananda’s teachings have long emphasized the profound impact of effective
communication, blending the richness of traditional wisdom with the necessities of modern
discourse. This research paper examines Swami Vivekananda’s perspective on communication,
focusing on how his principles can bridge the gap between ancient Indian philosophical insights
and contemporary media practices. The study explores Vivekananda’s key teachings on clarity,
simplicity, and ethical communication, rooted in Vedantic philosophy, and assesses their
relevance in today’s fast-paced media environment.

By analyzing his speeches and writings, the paper highlights the enduring value of traditional
wisdom in fostering responsible and impactful communication. It also delves into the challenges
and opportunities presented by modern media, emphasizing the need for ethical standards and
responsible journalism. Through case studies and comparative analysis, the research
demonstrates how integrating Vivekananda’s principles can enhance modern media practices,

offering a more holistic and ethically grounded approach to journalism and mass communication

education.

The findings suggest that Vivekananda’s vision for communication, which prioritizes truth,
ethical conduct, and spiritual depth, is not only relevant but also essential in addressing
contemporary media challenges. This study provides a framework for incorporating these
timeless principles into modern media strategies, advocating for a balanced approach that honors

traditional wisdom while embracing the innovations of the digital age.

Introduction to Swami Vivekananda’s Life and Philosophy

Swami Vivekananda, born NarendranathDatta in 1863, was a towering figure in the Indian
spiritual renaissance and a key proponent of Vedanta and Yoga in the late 19th and early 20th
centuries. A disciple of the mystic Ramakrishna Paramahamsa, Vivekananda played a crucial
role in introducing Indian philosophies to the Western world, especially at the 1893 Parliament
of the World's Religions in Chicago. His teachings emphasized the unity of all religions, the
divinity of the soul, and the importance of selfless service. Vivekananda's philosophy integrates
spirituality with practical action, advocating for a balanced approach to life that includes both
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inner development and societal progress.

Importance of Communication in Vivekananda’s Teachings

Communication was a cornerstone of Vivekananda’s mission. He believed that effective
communication was essential for spreading spiritual knowledge and fostering social change.
Vivekananda’s speeches and writings are characterized by their clarity, directness, and powerful
rhetoric, aimed at inspiring and educating diverse audiences. He emphasized the need for
truthful, ethical communication, viewing it as a means to uplift individuals and society.
According to Vivekananda, the power of words and ideas can transform lives, making
communication not just a tool for information exchange, but a profound instrument for spiritual

and moral development.

Relevance of Bridging Traditional Wisdom with Modern Media

In today’s rapidly evolving media landscape, the principles of traditional wisdom as taught by
Swami Vivekananda hold significant relevance. Modern media, with its vast reach and influence,
often grapples with challenges related to ethics, responsibility, and the dissemination of truthful
information. By integrating Vivekananda’s teachings on ethical and effective communication,
contemporary media practices can be enriched, promoting a more balanced, respectful, and
truthful exchange of ideas. Bridging traditional wisdom with modern media not only enhances
the quality of communication but also addresses the growing need for media that upholds moral

values and societal well-being.

Objectives

- To analyze Vivekananda’s teachings on communication and their foundational principles.
- To assess the relevance of traditional wisdom in enhancing contemporary media practices.

- To identify strategies for integrating Vivekananda’s principles into journalism and mass

communication education.

- To provide a framework for a more ethically grounded and spiritually enriched approach to

modern media.
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Literature Review

Research on Swami Vivekananda's teachings has primarily focused on his spiritual and
philosophical contributions, with a significant emphasis on his vision for education and social
reform. Scholars have highlighted his advocacy for a balanced approach to education that
combines spiritual wisdom with practical knowledge (Ramakrishnan, 2015). Vivekananda’s
communication style—marked by clarity, conviction, and moral integrity—has been studied as a
model for effective public speaking and persuasive communication (Mukherjee, 2013).
However, specific analyses of his teachings on communication, particularly in the context of

modern media, remain limited.

The integration of traditional wisdom into modern educational and media practices has been
explored in various contexts. Studies have shown that incorporating ethical and philosophical
teachings from traditional sources can enhance the moral and intellectual development of
students (Sharma, 2018). In media studies, there is a growing recognition of the need for ethical
journalism and the role that traditional wisdom can play in fostering responsible media practices
(Patel, 2020). Research has also indicated that traditional narratives and storytelling techniques
can be effectively used in modern media to engage audiences and convey complex messages
(Rao, 2017).

Contemporary media plays a crucial role in shaping public opinion, disseminating information,
and influencing social and cultural norms. However, the media landscape is often criticized for
ethical lapses, sensationalism, and a lack of accountability (Thakur, 2019). The proliferation of
digital media has further complicated issues of truth and reliability, with concerns about
misinformation and the erosion of journalistic standards. Researchers have called for a re-
evaluation of media practices, emphasizing the need for media literacy and ethical frameworks to
guide modern journalism (Singh, 2021).

Despite the extensive body of work on Swami Vivekananda’s philosophy and the role of
traditional wisdom in education, there is a notable gap in research specifically addressing the
application of Vivekananda’s communication principles to modern media. Existing studies tend

to focus on broad educational reforms or ethical guidelines without delving into the practical
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integration of these principles in journalism and mass communication. This paper aims to fill this
gap by providing a detailed analysis of Vivekananda’s teachings on communication and
exploring how these can be effectively applied to enhance contemporary media practices. The
research will offer a framework for incorporating traditional wisdom into media education,

promoting a more ethical and responsible media landscape.

Methodology

1. Research Design and Approach

The research design for this study adopts a qualitative approach, focusing on a comprehensive
analysis of Swami Vivekananda’s teachings on communication and their relevance to modern
media. The study aims to explore the theoretical underpinnings of Vivekananda’s
communication principles and identify practical strategies for integrating these principles into
contemporary journalism and mass communication. The researchmostly based on textual

analysisand expert interviews to gain a holistic understanding of the subject.

Data Collection Methods

- Textual Analysis:The primary data source was Swami Vivekananda’s speeches, writings,
and recorded lectures. These texts were analyzed to extract key themes and principles related
to communication. The analysis focuses on identifying recurring motifs, rhetorical strategies,
and ethical guidelines advocated by Vivekananda.

- Interviews with Experts: Semi-structured interviews were conducted with scholars and
practitioners in the fields of communication, journalism, and media studies who are familiar
with Vivekananda’s work. These interviews provide insights into the practical applications of

his teachings and their potential impact on modern media practices.

Analytical Framework

. Thematic Analysis: The textual analysis of Vivekananda’s works was conducted using

thematic analysis, a method that involves identifying and analyzing patterns or themes within
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qualitative data. This approach helps to systematically categorize the key principles of
communication emphasized by Vivekananda and explore their implications for modern media.

. Comparative Analysis: Comparative analysis used to juxtapose Vivekananda’s
communication principles with contemporary media practices. This method highlights the
contrasts and synergies between traditional wisdom and modern media approaches, providing a

basis for integrating these principles into current practices.

Limitations of the Study

The study acknowledges several limitations. First, the reliance on textual analysis of historical
texts may result in interpretations that are influenced by the researcher’s perspective. Efforts
were made to mitigate this by cross-referencing findings with scholarly interpretations and expert
opinions. Second, the scope of the study is limited to qualitative methods, which may not capture
the full spectrum of perspectives on the integration of traditional wisdom in modern media.
Future research could benefit from incorporating quantitative methods to provide a more
comprehensive analysis. Lastly, the study is constrained by the availability of experts familiar
with both Vivekananda’s teachings and contemporary media practices, which may limit the

breadth of insights obtained from interviews.

By employing a robust qualitative methodology, this research aims to provide a nuanced
understanding of how Swami Vivekananda’s communication principles can be effectively
integrated into modern media, offering a framework for ethically grounded and spiritually

enriched journalism and mass communication practices.

Swami Vivekananda’s Teachings on Communication

Analysis of Key Teachings and Philosophies of Vivekananda Related to Communication

Swami Vivekananda’s teachings on communication are deeply rooted in his philosophical and
spiritual beliefs. He emphasized the power of words and the responsibility that comes with using
them. According to Vivekananda, effective communication is not just about conveying
information but also about inspiring and uplifting the audience. His speeches and writings often

highlighted the importance of being concise, clear, and impactful. He believed that every word
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should carry the weight of truth and the light of wisdom, and he urged his followers to

communicate with conviction and sincerity.
Importance of Clarity, Simplicity, and Truth in Communication

Vivekananda was a proponent of clear and simple communication. He argued that complex and
convoluted language often obscures the truth and alienates the audience. For him, simplicity was
not a sign of weakness but a testament to the speaker’s understanding and mastery of the subject.
Clarity in communication was seen as a reflection of clarity in thought. Moreover, truth was the
cornerstone of his communication philosophy. Vivekananda stressed that truthful communication
builds trust and integrity, both essential for effective and meaningful interaction.

Role of Spirituality and Ethics in Effective Communication

Vivekananda’s approach to communication was inherently ethical and spiritual. He believed that
true communication transcends mere words and involves the transmission of values and
principles. Spirituality, in his view, provided the foundation for ethical communication. He
encouraged communicators to be mindful of their intentions and to ensure that their messages
promoted harmony, understanding, and positive action. By embedding spirituality and ethics into

communication, Vivekananda aimed to foster a culture of respect, empathy, and responsibility.
Traditional Wisdom in Vivekananda’s Communication
Examples of Traditional Indian Wisdom in Vivekananda’s Communication Style

Vivekananda’s communication style was heavily influenced by traditional Indian wisdom. He
often drew upon stories, parables, and teachings from ancient Indian scriptures to illustrate his
points. His use of analogies and metaphors from the Vedas, Upanishads, and epics like the
Mahabharata and Ramayana made his messages relatable and engaging. This approach not only

enriched his communication but also connected his audience with their cultural heritage.
Influence of Vedantic Philosophy on His Communication Principles

Vedantic philosophy, which emphasizes the unity of all existence and the divinity within each
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individual, was a significant influence on Vivekananda’s communication principles. He believed
that recognizing the inherent divinity in every person fosters respect and empathy in
communication. This perspective encouraged him to communicate with humility and to listen
with an open heart. Vedanta’s focus on self-realization and truth also underpinned his

commitment to truthful and meaningful communication.

Relevance of These Traditional Principles in Modern Communication Contexts

The traditional principles espoused by Vivekananda are highly relevant in today’s
communication landscape. In an era characterized by information overload and superficial
interactions, the emphasis on clarity, simplicity, and truth is more pertinent than ever. The ethical
and spiritual dimensions of his communication philosophy can help address contemporary issues
such as misinformation, sensationalism, and the erosion of trust in media. By incorporating these
traditional principles, modern communicators can foster more authentic and impactful

interactions.

Modern Media and Communication

Overview of Modern Media Landscape and Communication Strategies

The modern media landscape is vast and multifaceted, encompassing traditional print and
broadcast media, as well as digital platforms and social media. Communication strategies have
evolved to include multimedia content, interactive engagement, and real-time updates. The rise
of digital media has democratized information dissemination, allowing individuals and
organizations to reach global audiences instantly. However, this landscape also presents
challenges, such as the spread of misinformation, the decline of traditional journalism standards,

and the emphasis on speed over accuracy.

Challenges and Opportunities in Modern Media

Modern media faces several challenges, including the need for constant content generation,
maintaining credibility in an age of misinformation, and navigating the ethical implications of

new technologies. However, these challenges are accompanied by opportunities. The widespread
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accessibility of digital platforms allows for greater diversity of voices and perspectives.
Innovative communication strategies, such as data journalism and interactive storytelling, offer
new ways to engage and inform audiences. There is also a growing demand for media literacy

education to help consumers critically evaluate information sources.

Importance of Ethics and Responsibility in Modern Journalism and Mass Communication

Ethics and responsibility are crucial in modern journalism and mass communication. The
media’s role in shaping public opinion and influencing societal norms underscores the need for
ethical standards and accountability. Journalists and communicators are tasked with the
responsibility of providing accurate, fair, and unbiased information. Upholding ethical principles
helps build trust with audiences and ensures that media serves its role as a pillar of democracy. In
this context, the integration of ethical guidelines inspired by traditional wisdom, as advocated by

Vivekananda, can significantly enhance the credibility and impact of modern media.

Bridging Traditional Wisdom and Modern Media

Analysis of How Traditional Wisdom Can Enhance Modern Media Practices

Traditional wisdom, as articulated by Swami Vivekananda, can enhance modern media practices
by infusing them with ethical and spiritual dimensions. The principles of clarity, simplicity, and
truth can help combat misinformation and sensationalism. Ethical communication fosters trust
and credibility, essential for maintaining the media’s role as a reliable information source.
Additionally, the spiritual aspect of communication encourages empathy and respect, promoting

more constructive and meaningful dialogues in the media.

Case Studies or Examples Where Traditional Principles Have Been Successfully Integrated
into Modern Media

Several case studies demonstrate the successful integration of traditional principles into modern
media. For example, media organizations that prioritize ethical journalism and transparency,
such as the BBC and The New York Times, have maintained high standards of credibility and

trust. Initiatives like constructive journalism, which focuses on solutions-oriented reporting,
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reflect the principles of positivity and responsibility advocated by traditional wisdom.
Furthermore, educational programs that incorporate ethical training for journalists highlight the

practical application of these principles in media education.

Strategies for Incorporating Vivekananda’s Communication Principles into Journalism

and Mass Communication Education

To incorporate Vivekananda’s communication principles into journalism and mass

communication education, several strategies can be employed:

. Curriculum Integration: Include courses on ethical communication, spirituality in
media, and the historical impact of traditional wisdom on journalism.

. Workshops and Seminars: Conduct workshops and seminars led by experts on
Vivekananda’s teachings, focusing on their application in modern media contexts.

. Practical Training: Implement practical training modules that encourage students to
apply principles of clarity, simplicity, and truth in their reporting.

. Ethical Frameworks: Develop and adopt ethical frameworks inspired by traditional
wisdom to guide journalistic practices and decision-making.

. Case Study Analysis: Encourage students to analyze case studies where traditional
principles have enhanced media practices, fostering a deeper understanding of their relevance

and application.

By integrating these strategies, journalism and mass communication education can produce
media professionals who are not only skilled in their craft but also grounded in ethical and
spiritual values, aligning with Swami Vivekananda’s vision for effective and responsible

communication.
Discussion

The analysis of Swami Vivekananda’s teachings on communication reveals several key
principles that are highly relevant to modern media. Vivekananda’s emphasis on clarity,
simplicity, and truth provides a strong foundation for ethical communication practices. His belief

in the power of words to inspire and uplift underscores the importance of responsible and
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impactful communication. The integration of traditional wisdom, particularly Vedantic
philosophy, into communication highlights the role of spirituality and ethics in fostering
meaningful interactions. Modern media, with its vast reach and influence, stands to benefit
greatly from these principles, addressing contemporary challenges such as misinformation,

sensationalism, and the erosion of trust.

Integrating traditional wisdom with modern media practices has profound implications for the
media industry. By adopting Vivekananda’s principles of clarity, simplicity, and truth, media
organizations can enhance their credibility and build trust with their audiences. Ethical
communication, rooted in traditional wisdom, can serve as a counterbalance to the pervasive
issues of misinformation and sensationalism, promoting a more informed and discerning public.
The emphasis on spirituality and ethics can also foster a media environment that prioritizes
empathy, respect, and constructive dialogue, contributing to a more harmonious and cohesive
society. Additionally, incorporating traditional storytelling techniques can enrich content,

making it more engaging and culturally resonant.

The integration of Vivekananda’s communication principles into journalism and mass
communication education has the potential to transform the field. By embedding ethical and
spiritual dimensions into the curriculum, educational institutions can produce media
professionals who are not only skilled in their craft but also grounded in moral values. This
holistic approach to education can foster a new generation of journalists and communicators who
prioritize truth, responsibility, and empathy in their work. Practical training that emphasizes
clarity, simplicity, and ethical decision-making can enhance students’ ability to navigate the
complexities of the modern media landscape. Moreover, the adoption of ethical frameworks
inspired by traditional wisdom can guide journalistic practices, promoting a culture of integrity

and accountability within the media industry.

Overall, the synthesis of findings highlights the enduring relevance of Swami Vivekananda’s
teachings on communication and their potential to enhance modern media practices. The
implications of integrating traditional wisdom with modern media are far-reaching, offering
solutions to contemporary challenges and fostering a more ethical, responsible, and impactful

media environment. The potential impact on journalism and mass communication education
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underscores the importance of holistic and values-driven training, preparing future media

professionals to contribute positively to society.
Conclusion

This research paper has explored Swami Vivekananda’s perspective on communication and its
relevance to modern media practices. It began by examining Vivekananda’s teachings,
emphasizing clarity, simplicity, and truth in communication, rooted in Vedantic philosophy and
ethical principles. The discussion highlighted examples of traditional Indian wisdom embedded
in Vivekananda’s communication style and analyzed their applicability in contemporary media
contexts. The paper also provided an overview of the modern media landscape, identifying
challenges such as misinformation and the importance of ethics in journalism and mass

communication.

The synthesis of Vivekananda’s teachings with modern media practices underscores the
importance of bridging traditional wisdom with contemporary communication strategies.
Vivekananda’s emphasis on ethical conduct, spiritual values, and effective communication
provides a framework for addressing the ethical dilemmas and challenges facing today’s media
environment. By integrating traditional wisdom, media organizations can enhance credibility,
foster trust with audiences, and promote responsible journalism. This approach not only enriches
content but also cultivates a media culture that values integrity, empathy, and social

responsibility.
Recommendations for Future Research and Practice
Moving forward, future research and practice should focus on several key areas:

. Further Exploration of Vivekananda’s Teachings: Conduct deeper analyses of
specific aspects of Vivekananda’s communication philosophy, such as his views on narrative
storytelling or the role of media in social reform.

. Empirical Studies: Undertake empirical studies to assess the impact of integrating
traditional wisdom into media practices, including audience perceptions, media consumption

patterns, and societal outcomes.
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. Educational Reforms: Advocate for curriculum reforms in journalism and mass
communication education that integrate ethical frameworks inspired by Vivekananda’s
teachings.

. Collaborative [Initiatives: Encourage collaborations between academia, media
professionals, and spiritual leaders to develop practical guidelines and initiatives for ethical
media practices.

. Longitudinal Studies: Conduct longitudinal studies to track the long-term effects of
integrating traditional wisdom on media organizations, societal trust in media, and democratic

processes.

By pursuing these avenues, stakeholders can contribute to a media landscape that upholds ethical
standards, promotes meaningful dialogue, and serves the public interest. The integration of
traditional wisdom with modern media not only preserves cultural heritage but also advances the
goals of responsible journalism and mass communication in an increasingly interconnected
world.
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Role of Media in Trade and Food Security: A Perceptional Study of Delhi Youth

- Dr. Nisha Singh
- Vipin Negi

Abstract

It is commonly said that food, clothing and shelter are the basic or bare minimum need of the
human being. All the countries and international agencies like UN, SAARC, BRICKS etc. spend
thousands of millions in their budget and other policies to ensure that every person should at
least get a nominal quantity and quality of food but still harsh reality is that in country like India
there is a big population who don’t even get to eat one proper meal in a day. Hence food
availability is the most important factor regarding food security. In India we enjoy the great
cultural diversity in terms of food, flavor, species, cuisines-locally, regionally, and
Internationally but the alarming question is the food which we are eating is safe and secure for us
or not. In today’s world food security is one of the major concerns of the every country. Hence
every Govt. tires to insure the food security of the people through the various laws and acts. Any
act and law can be beneficial only when the people are aware about it. According to USAID

Food security is often defined in terms of food availability, food access and food utilization.

Food security and poverty alleviation progammes help to produce more and diversified products
and produce a surplus that can be marketed and thereby generate income for the purposes of
improving quality of life through improved diet and nutrition and also help in ensuring that each

and everyone quality(hygienic and nutritious) food.

In the area of food security, one such good might be a supply of cheap food made available to the
poor through a public food distribution system. In other cases the pursuit of food security might
even require that private goods (such as land) be taken from a traditionally privileged category of
citizens, with or without compensation, for redistribution to disadvantaged citizens. In still other
cases food security might require government action to reduce racial prejudice or gender
inequity.

Prime Minister Narendra Modi recognizes the need for reform. In the summer of 2014, he

appointed a high-level committee to study the operation of India’s food procurement system. In
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addition to finding that much of the food procured for distribution to the poor was being lost to
mismanagement and corruption, the committee concluded that two other key objectives were not
being met:

Only 6 percent of farmers receive market price support from procurement. Buffer stocks are

larger than needed, leading to high storage costs and wasted food.

In country like India here population is more but good quality food access is very less. To
increase the productivity of the agriculture, farmers are using various types of chemicals which
are directly affects the human beings. It causes various type of disease. Framer should do
organic farming. Organic farming is good for health but its cost is very high and difficult to
access to common man. Govt. should promote organic farming with the help of media. Media
can help to promote the organic farming and good effects of organic food. Media is agent of
social change because it is persuasive in nature. Through various media like TV, Internet, Radio,
Newspaper, magazine can send the information to the anonymous and heterogeneous public.

India govt. is working one Clean India campaign but it is useless if people are not aware about

healthy and safe food.

Objectives

1. To study the youth awareness about food and security.

2 To know how can media play a role in creating awareness about food and security.

3. To evaluate the people’s perceptions about role of media towards food and trade security.
4 To know how much youth is concerned about food and trade security.

Hypothesis

o H1:- Media can play vital role to create awareness among youth towards good and
healthy food.

o H2:- People get knowledge about food security through media.

Review of the literature

Mark W. Rosegrant, Claudia Ringler (1999) the researchers conclude that water management,
especially in the rural sector, is important part of food security. If the water management is taken
care of it will help to solve much of food security problem. It would help to improve food

productivity and create employment opportunity in rural areas where agriculture is main
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occupation.

Katherine Alaimo, Christine M. Olson (2001) the researchers observed that not only hunger
but also food insecurity is one of the major causes of eating disorders leading to problems like
obesity amongst the women.

Defra Group (2006) the research explained that climatic and environmental conditions are a big
factor effecting food availability and hence creating food insecurity and various international

agencies or countries should come together to combat such natural uncertainties.

Marc J. Cohen (2007) the researchers explained the policy makers should pay greater attention

to how food inflation have impact on urban people. It also highlights the evidence on how these
impacts have played out during crisis and discusses how policies could be adjusted and improved

to better protect the urban poor.

Sophia Murphy (2010) paper provided a brief review of grain reserves—why governments
created reserves, to a large extent dismantled them and are now again interested in re-
establishing them in some form. Food security policy field has been colored by the debate
between proponents of state-led versus market-led development, there is an assumption that the
trade rules put in place by the WTO curtail countries’ ability to establish and operate a grain
reserve.

Joshua Meltzer (2013) food security issues within the WTO—a setting the seeks to create new
market access opportunities—points to a growing consensus that international trade can enhance
food security by increasing access to sources of food. By focusing on the goal of food security,
India could take a leadership role in designing new trade disciplines in the WTO that takes
advantage of imports and new market access opportunities for its agriculture sector in the
developed world to increase its food security and the welfare of its farmers.

Kimberly Ann Elliott (2015) the researcher observed that India faces huge food security
challenges. It is home to one-quarter of all the undernourished people worldwide. And nearly
half of all children in the country and one-third of adults aged 15 to 49 are malnourished,
according to the World Food Programme. The survey found evidence of significant leakage of

the rice and the wheat not getting to intended beneficiaries.

Research Design
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- Sample Size:- 150 respondents were selected for this study.

- Sampling Method:-researchers have selected convenience sampling method to select the

sample.

- Research Method: - to meet the above objective Survey method has been selected.

Result and Analysis

During the research, it was found that 68.6% respondent’s hygiene health and taste are
important factors for buying a food product. 13.7% respondents were saying taste is more
important than them for buying a food product. On the other hand, 11.8% respondents were

saying healthy food is more important for them.

It was found that maximum respondents like to eat Indian, healthy, vegetarian, home-made

food and which is healthy hygiene or tasty also.

Very few of them replied that they like to eat spicy, junk food, Italian, Chinese, street food
and they gave preference to taste only.

On the question of where they like to eat food, almost half percentage (47.1%) respondents
were saying they like to eat food at their home and 23.1% respondents were saying they like

to eat food anywhere. 20.2% respondents replied that they can eat food in all places.

89.3% respondents responses that home food is safe for them. Very few respondents replied that
nowhere food is safe. Only 13.7% respondents felt that food they are consuming is completely
safe for them. 37.3% said that the food there are consuming is normally safe for them. 35.3%
were replied that food there are consuming is partially safe for them. On the other hand, 10.8%
respondents were saying that the food there are consuming is nearly not safe for them.

o Almost every respondent said that they know that market food is harmful. It increases
cholesterol, increase fat, stomach upset, unhygienic, cause of food
poisoning. They also know that this food is made up of different kind of

preservatives. Very less respondents replied that they do not know

about harmful effects of market food. Very few said they don’t bother

about harmful effects of market food.
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o Yes they know that it is harmful for their body said by more than half respondents
(53.5%) but still they consumed it because of their taste, according to them it has been converted
to our regular life style and livelihood, taste matters and more than this we are affected by the
food and cuisine of other countries. On the other hand, some respondents replied that they have
very less option all type of food are harmful. Few respondents said that they eat junk food
occasionally not regularly, they consumed it because it is tasty, less harmful, more priced than

organic food. Price of food is also a big reason to continue these food products.

67.6% said that yes they know that government of India recently banned any food product. They
know that Maggi is banned by Indian Government but vey less know that it
is banned due to excess MSG lead quantity. They said that they never felt
unhealthy after eating Maggi noodles.

29.3% respondents said that last year they get this information that any
food product is banned by Indian government. 21.2% respondents replied that they knew it

recently. 24.2% respondents not replied anything. They were quiet on this question.

67% respondents said that they get information of banned products through
media. On the other hand, 21% respondents said that they get this
information through all (media, family, friends or any other sources).

o 54.5% respondents said after banning the food product, they never

consumed any banned product. On the other hand, 34.7% respondents said
they consumed banned products. 10.9% respondents said they can’t say anything.

o Almost everyone (97%) respondents said that they know about Mid-Day Meal. Only 3%
replied that they don’t know about Mid-Day Meal. 30.7% respondents replied that Mid-Day
Meal food is partially health for children. 28.7% respondents said that Mid-Day Meal is merely
not health for children. 18.8% respondents replied that Mid-Day Meal is
normally health for children. 17.8% respondents said that Mid-Day Meal
not at all healthy for children.

On the question of Trade and Food Security Act, only 33% respondents were found to be aware

about it. 53% respondents said that they don’t know about it.
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o On the question of food availability food quantity and food price in India respondents
replied that food is available in India in food quantity but it distribution is not equal. Poor people
are not consuming food not even one time. Food quality is also not good and price of food is
very high. Some respondents said that in metro cities, we can say it is not a big issue but in
villages or small areas situation is not satisfactory. Street food is popular in India since masses
are consuming from there, whereas big brands go for taste and charge more from customers and
low value for money, said by respondent.

o According to 54% respondents, they said that if they found adulteration, they complaint
about it. 17% respondents said they were not taken any action. 6% respondents said they were
not react to it and 19% respondents were saying they don’t know what to do after food
adulteration.

o 53% respondents were replied that media can play a complete role in trade and food
security. On the other hand, 31% respondents were saying media can normally play any role in

it. 10% respondents said that media can partially play any role in it.

Only 6% respondents were found completely satisfied with media role in food security. 27%
respondents were saying that they were nearly not satisfied with media role in food security.
34% respondents were saying they are partially satisfied with the media role in food security.
20% respondents said they were normally satisfied with media role in food security.
o Media can help if media frequently circulate the information about healthy product and
its harmful effects on our body. Media can educate the people free of cost without being a greedy
compound in a real mass communication way, while communication with the masses by a true
heart and soul to care for people across the globe said by respondents. Few respondents said that
media can help by spreading the information about acts and rights and awareness about harmful
effects of adulterated food items. Some respondents replied that by not promoting banned or
unhealthy food, media can help us. Media can advertise social advertisement which can educate
and inform the public about harmful effects. Media should give the unbiased and complete news

regarding the food products. Some respondents replied that it is their

‘ responsibility to check the food products quality before giving them
B advertising slot in their newspaper and other media.
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During the survey, it is found that 72.2% respondents think that government should make the law
for media regarding the promotion of food security. Only 8.2% respondents were saying that
they think that there is no need to make any law for media regarding the promotion of food
security. 19.6% respondents were quiet on this issue.

o Respondents said that if they promote harmful food products, their channels must pay
good fine or imprisonment. On the other hand, few respondents were saying that government
should give media an open permission that they can advertise freely in any food manufacturing

company and do survey without any objections.

34.4% respondents were saying that media is active only in festive season. It is nearly not active.
31.3% respondents were saying they think that media is normally active on news only. 22.9%
were saying that media is partially active.

o Some respondents said that government should give imprisonment to then those who
promote harmful products through various ways and few said there is no
need of a media law as media should work freely.

o Respondents said media can educate the government with help at

various campaign. There can be free commercials giving education about
the law and bill. Media should promote organic farming. Media should analysis the food
availability and food quality.

o Media should cover food security programs at least once a week and make sure that
during these prime programs food related ads aired less and create awareness and campaigns
among children and push the government to take strict action against the company who didn’t
follow minimum standards said by few respondents. Media should know it is social
responsibility without bear favor and allegiance.

o Media can coordinate with government bodies and share
5 information since they keep on doing strings near festivals. Media should
play a bigger role than what they are playing right now.

Conclusion

According to the research, most of respondents are not aware about food security and even the
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educated class is not aware about food security act. Out of all the respondents not even single
knows about the food trade. These responses are alarming and clearly indicate that there is big
valley between information available and awareness about food security amongst the youth.
Hence, media needs to gear up and do this herculean task of creating awareness about the same.
Media cannot do it single handedly it has to done in close association with the government and
international agencies like WTO. Media coverage regarding the food security is more or less
limited to depicting cases of food adulteration but it does not have much coverage regarding the
food security acts, food standards, the redressal cells, alternate food and rights of consumer,

testing labs.
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Impact of Green Marketing on Social Media: A Study of Consumer Behavior towards

Green AwarenessCommunication Campaigns on Social Media

- Vaishnavi Srivastava
- Dr. Nisha Singh

Abstract

Social Media has been an effective medium in communicating the needs of green products in the
market through intelligent Communication Campaigns which raise the awareness on importance
of Green Products. The respective Media Research, highlights the impact of Green Marketing
Communication Strategies on Social Media by conducting a study on Consumer Behavior
towards Green awareness communication campaigns on four such social media platforms
through their responses on the questionnaire on of awareness green marketing campaigns on
Facebook, Instagram, Twitter and LinkedIn.

Many concerns have been raised in the consumer market since the Intergovernmental Panel on
Climate Change IPCC released its Sixth Assessment Report on WG Ill, contribution in the
Chapter 2- Emissions trends and drivers stated that the two countries (China and India) were
responsible for causing more than 50% increase in GHG emissions during 2010-2019 (at 39% and
14%, respectively).In such times of crisis, need of severe reform in the consumer habit needs to be
implemented to protectthe mankind from consequences of climate change.

Use of Green Marketing is one way for businesses to contribute in saving the resources to protect
theplanet and promoting wise usage of products among their social circle whilst building social
relationships amongst their respective consumer market. The demand for green marketing has
been encouraged for the firms through mandatory Corporate Social Responsibility campaigns to
communicate the green products as a way to help “save the planet” which has cultivated a sense
of care among their consumers. Green marketing communication strategies not only build the
product and company image but also educate the society about the need to reform and use the
resources with care to avoid the consequences of climate change.

Keywords- Marketing, Green product, ClimateChange, Social Media

Introduction:

Now a day, online social websites such as Facebook, Instagram, Twitter and LinkedIn; are all the
prime sites that are widely accessed on the Internet. Meta is the major medium which has
enabled businesses to function with ease to reach an even larger audience to promote their
products and services.
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Among all the marketing strategies to advertise a business, the marketing of green products has
been highlighted in this research paper. Green Marketing Communication Strategies target
“Green,” highly environmentally conscious (HEC) consumers for marketing environmentally
friendly products. This particular section of consumers is willing to pay a higher price out of
their income for the bettermentof our environment and, therefore, need to be informed about the
product’s environmentally friendly qualities. However, it is challenging to find the right channel
to communicate these environmental qualities to consumers. While they need to know about
product quality, they are also sensitive to informational ambiguity, and environmental quality—
related information is often ambiguous, with unclear propositional content (e.g., pictures of green
landscapes). Moreover, nowadays such obscure information about the environment appears to
lead consumers to perceive every product as ‘environment friendly’ which is known as
greenwashing. Hence, it is important for the companies to establish a trustworthy ‘Green
Identity’ in the consumer market to build consumer trust and not only state the impact of their
services and products on the environment honestly but also use the company’sresources to averse
the consequences of Climate Change. According to the Companies Act, 2013 undersection 135
which focuses on Corporate Social Responsibility (CSR) of a Company states, it is mandatory
for the companies covered to comply with the CSR provisions in India. Companies are required
to spend a minimum of 2% of their net profit over the preceding three years as CSR.

Social Media as a channel to target HEC consumers can be very effective if marketing strategies
include the right way to communicate about the product or service in accordance with consumer
benefits and its impact on the environment. Furthermore, are HEC consumers becoming
increasingly skeptical about environmentally friendly (product) information, increasing
challenges for green marketing communication through Social Media? If so, how can the
communication of environmentalqualities be effectively achieved across to consumers of all age
groups? Which Social Media platform has the highest rate of conversion of customers? Do
consumers even find Social Media a credible source for the purchase of green products?

To address these guestions, we draw on recent findings and the elaboration likelihood model
(ELM), as a theoretical framework to develop hypotheses regarding consumer responses to
different green marketing communication strategies on social media. In India, approximately
25% of consumers prefer environmentally safe products also known as green products.

Furthermore, approximately 28% of the consumers are considered to be health conscious. (ref.
GreenMarketing in India: An Overview by Prof. Jaya Tiwari)

The process of production activities carried out by the company often impacts environmental
degradation, so to save the companies from that defamation the promotion of green marketing
strategies is considered an innovation on this problem. The term "Green Marketing” was
introduced in the late 1980s and early 1990s by the American Marketing Association (AMA),
which organized its first workshop themed “ecological marketing”. The goal of green marketing
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is not only to earn profit as the main company's goal but also to contribute to the environment or
those related to sustainability (Papadopoulos et al. 2010). The company is expected to encourage
good habits of consumers to care about the environment, such as saving paper, using used paper,
and saving energy for both present and future lives. The company produces eco-friendly products
to meet customer needsand its concern for environmental sustainability (Chan et al. 2012).

Considering several aspects such as the increasing attention to environmental issues and scarcity
of natural resources, corporate social responsibility is deemed essential to increase awareness of
the development of green marketing concepts or similar concepts such as sustainable marketing
and environmental marketing. These efforts begin by identifying and analyzing marketing
management among the green consumers in Delhi. In this case e focus on, green marketing
strategy through marketing communication in the business world on social media.

As noted, a major challenge in convincing HEC consumers that products are environmentally
sound is that vague environmental arguments, such as phrases or motifs, might be perceived as
“greenwashing”, that is, “misleading consumers regarding the environmental practices of a
companyor the environmental benefits of a product or service.” A drawback that social media is
that majority of the green marketing strategies may lead to greenwashing reducing the
effectiveness of the green marketing campaign.

Research Gap:

The research gap is defined as a topic or area for which missing or inadequate information limits
the ability of reviewers to reach a conclusion for a given question. Here in our research study the
question is if the youth is willing to spend on green products. While there has been conducted a
significant study on whether millennial are ready to spend. There has not been any significant
study on youth or generation z to understand the take of youth towards environment.

This study aims to understand the behavior of youth purchase of green products and bridge the
gap between the needs for the consumer of young generation and the companies willing to take
action for the environment.

Review of Literature:

Through the years, especially since the emergence and rapid increase of Online media, people
have studied and researched about the impact of the medium for green marketing trying to deduce
the more reliable one and which is preferred by the masses.

Some of the published papers by esteemed researchers talked about —

Shih-Chih Chen (March 2019)- His study proposed the effects of social media marketing
activities on continuance intention, participation intention and purchase intention via the
mediation of social identification, perceived value, and satisfaction.
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Khalid Jamil (January 2022) - His study explored social media marketing activities (SMMAS)
and their impact on consumer intentions (continuance, participate, and purchase). This study also
analyzes the mediating roles of social identification andsatisfaction. The participants in his study
were experienced users of two social media platforms Facebook and Instagram in Pakistan.

Sidharth Muralidharan (December 2015) - His study examined the interrelationships among
major environmental antecedents, such as environmental knowledge (EK), perceived consumer
effectiveness (PCE), and environmental concern (EC) on environmentally conscious consumer
behaviour (ECCB). The results of an online surveywith younger Millennials revealed that EK
and EC were significant predictors of ECCB, with EC being the stronger predictor.

Ninh Hyugen (February 2019) — One of his findings concluded that whilst environmentalconcern
has the greatest influence on attitudes towards purchasing organic food, knowledge about
organic food has the weakest impact on such attitudes.

Anna Regina (February 2020) — Her study explored the advent of Web 2.0 new social media
tools, and how stakeholders can exercise new forms of interacting and sharing information
through the Internet. Online corporate pages or blogs, wiki and petitions websites, and
particularly social networks like Twitter and Facebook are redefining the interactions and
communications between companies and their stakeholders.

M Hayes (July 2020) — Their study showed how the COVID-19 pandemic has impacted sport
and events greatly with a shutdown of leagues and the postponement of events like the 2020
Tokyo Olympic Games. However, new media technologies, such as social mediaplatforms, have
provided an avenue for sport organisations and athletes to continue to engage with their
consumers and promote physical activity during the absence of live sport.

Hongwei He (August 2020) — His study offered initial examination on how Covid-19 pandemic
can influence the developments of CSR and marketing. We argue that Covid- 19 pandemic offers
a great opportunity for businesses to shift towards more genuine and authentic CSR and
contribute to address urgent global social and environmental challenges.

Debora Scarpato (December 2020) - Her research aimed to interpret the multifaceted
relationship between social media information and sustainable consumption in terms of food
choices, environmental awareness, and consumer information, which is the novel contribution of
this study. Moreover, among the new findings is the result that social mediatends to create
homogenised consumption, which, in many cases, is an attitude that depletes the environment.
Limitations of this study and the results obtained outline futureresearch directions.

Hypothesis:

(HO) Consumers do not want to buy products which are environment friendly.
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(H1) Consumers are ready to take onus of the loss happening to the environment and spend
money to reduce the impact on the environment through social media campaigns.

Objectives:

1. To reflect on the comparative analysis of awareness green marketing campaigns across 4
socialmedia platforms namely on Facebook, Instagram, Twitter and LinkedIn.

2. To examine the perception of audience on green communication on Social Media.

3. To recognize the importance of green marketing on Social Media.

4. To perceive the prospect of focusing the marketing of social campaigns entirely towards
SocialMedia.

Research Design

This research paper is intended to be a quantitative attempt to explore whether the consumers
indeed find green products worth purchasing from Social Media through successful green
marketing strategies.

Sampling Method:

A researcher examines all these aspects, according to the research topic and problem, which is
later deduced and analysed for proving the hypothesis true or false. The sampling method used in
this research paper is the ‘Voluntary Response Sampling’ Method. This method of sampling
refers to when the individuals voluntarily respond to the researcher’s survey without any form of
force or push from the researcher.

Sample Size: Researcher requires for the research purpose or even the number of minimum
responses required by the researcher, is 100 people in thisresearch paper.

Research Method

This research paper analyses if green marketing on social media has an impact on the consumers
enough to drive sales of green products through the quantitative method of survey research. The
research began with forming a questionnaire that ran over the interest of the masses and their
preferences for reading different types of green marketing campaigns run on social media by mega
companies. The questionnaire was then shared through different platforms where the responses
of the samples were undertaken and analysed. The sample size was 20 including people from
different age groups ranging from 18 years to 45 and above years of age.

Research Tool
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This research paper aims to study whether there is an indenting impact of socially run
communication campaigns which have a message of saving the environment on the consumers to
start investing in a better future for tomorrow. It also aims to deduce what actually works to drive
sales through social media communication campaigns of green products. This being Quantitative
research it uses the method of Survey through Voluntary Response Sampling Method to gather
the data relevant to this research.

The survey is carried out through a Questionnaire that involvesquestions overviewing the topic
and going through aspects of the impact of social mediaplatforms, namely, Instagram, Facebook,
LinkedIn and Twitter on the consumers.

Data Analysis

The research paper titled ‘Impact of Green Marketing on Social Media: A Study on Consumer
Behavior towards Green Awareness Communication Campaigns on Social Media’ aims to study
the driving factor for the consumers mainly between the age group 18-45 and above. The data
was collected through an online questionnaire inclusive of questions running over the various
social media campaigns run by mega companies. Here in the questionnaire we are focusing
mainly on Godrej and Starbucks. The sample size of the research is 100 respondents which were
fulfilled. 95% of the respondents agreed to use green products. 60% respondents strongly agree

that it is important for them to use products which are safe for the environment.

Here a mixed of responses were received as only 20% agreed strongly for being environment
friendly. The highest number of green campaigns were noticed on Instagram with 85%
effectiveness and least on YouTube and WhatsApp with 5%. According to the responses 70% of
the respondents would prefer to participate in a social media campaign if promoted on Instagram.
While 10% believed Facebook campaigns were more effective. 75% of the respondents agreed to
be users of Godrej Products. More people preferred purchasing Godrej home care products, 75%.
While least preferred Environmental products, 40% people gave a rating of 4 to Starbucks for
promoting Environment Sustainability. While 35% people gave rating of 5, 20% gave gating of 1
and 5% gave rating of 65% respondents agreed to spend more money on the environment
friendly products. While 10% disagreed and some were neutral. 70% respondents agreed to
spend more money on companies like Godrej and Starbucks which take initiatives towards an
environment friendly future. 55% of the respondents agreed that Green Marketing

Communication Campaigns by Godrej and Starbucks created a positive impact on them. This
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data was then analysed using data analysis software which is IBM SPSS (Statistical Package for
Social Sciences). It is a quantitative data analysis software which is used and trusted by
researchers all over the world for analysing their research data and the validity of their
hypothesis not just in the field of social sciences but in others as well. The tool was first

launched in the year 1968.

The features of SPSS software include - a) It is really easy to export any form of collected data to
the SPSS software. b) The data in this software is stored in the .SAV format. c) It has easy access
to data with different variables which makes it easy for the researchers to operate this software
even if a newbie. d) It helps in an in-depth analysis of the data imported, having a lot of features
for different forms of data analysis be it descriptive, statistical or others. e) It also presents data
in tabular form or graphs, and the work gets easier for the researcher to present the analysis. The
data for this research on the topic ‘Impact of Green Marketing on Social Media: A Study on
Consumer Behavior towards Green Awareness Communication Campaigns on Social Media’

was analysed through the SPSS software.

Procedure

1. The first step once the SPSS was downloaded was figuring out the question that was related to
the research hypothesis and included responses from the respondents. The responses of the

question were then added to the SPSS sheet.

2. The second step in analysing the data was turning the close-ended answers to numerical codes
for data analysis. This was done through Transform => Automatic Recode => Transferring the
list Giving a new name to the list i.e. ‘Variables’ and then clicking on Okay. This assigned all the
responses different codes, in this case, No = 2, Maybe = 1 and Yes = 3. The final numerical list

was then added to the SPSS sheet alongside the previous list.

3. The third step included analysing the data through a test. This data was analysed using a Non-
parametric test which was a One Sample Test since our sample was a single and small group of

20 people.
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Conclusion
According to the research study conducted on ‘Impact of Green Marketing on Social Media: A

Study on Consumer Behavior towards Green Awareness Communication Campaigns on Social
Media, a survey was conducted amongst the consumers who were asked questions regarding
their social media usage and active participation in the campaigns on social media. As social
media is very prevalent in today’s time, society needs such activities to keep transforming the
community. However, it is very important to check from time to time whether or not, those
activities presented on social media are sending across the right message. Especially in times of
need where our climate is suffering. The Research study on Impact of Green Marketing on
Social Media: A Study on Consumer Behavior towards Green Awareness Communication
Campaigns on Social Media proves that the consumers indeed are willing to spend money for the
right campaigns. Godrej and Starbucks are the companies who under their (Corporate Social
Responsibility) CSR. Initiatives continue to promote environment sustainability and are indeed
making a positive impact on the society. The study can be further elaborated upon the kind of
working strategies amongst the consumers and the demographic concentration or annual income
as variables for further study. The results came through the SPSS according to the audience’s
response to the question — ‘Are you ready to spend more money on environment friendly
products?’ As represented in the frequency graphs above, the maximum number of people voted
for ‘StronglyAgree’ which means the majority of the audience believes that they want to spend
more money on the environment friendly products. Also, the hypothesis test states to reject the
Null Hypothesis.

This proves the second hypothesis (H1) as correct which states - ‘Consumers are ready to take
onus of the loss happening to the environment and spend money to reduce the impact on the

environment through social media campaigns.’
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The Impact of Amazon Prime Video's Marketing Strategies on Viewership Behaviour

Among Indian OTT Audiences
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Abstract

Over-the-top (OTT) platforms have transformed entertainment consumption in India, and
Amazon Prime Video has positioned itself as a leading player through marketing strategies that
combine influencer collaborations, regional campaigns, social media promotion, and bundled
subscription offers. This study examines how these strategies influence Indian viewers'
awareness, perception, and viewing behaviour, with particular attention to audience response to
Amazon Prime Video's rental-based subscription model. Grounded in the Uses and Gratifications
Theory and the Integrated Marketing Communications model, the study treats audiences as
active participants who respond selectively to marketing appeals that satisfy entertainment,
social, and psychological needs. A structured online survey of 62 Indian OTT viewers aged 18—
45 was analysed using percentage and frequency distribution, supported by thematic analysis of
open-ended responses. The findings show that Amazon Prime Video's marketing strategies,
particularly Instagram-based promotion and influencer endorsement, have a measurable positive
effect on audience perception and binge-watching frequency, and that a majority of respondents
would consider switching to a lower-cost, ad-supported tier if offered. At the same time, the
study finds a marked mismatch between high awareness (77.4%) and low actual use (30.6%) of
the rental-based content model, with respondents expressing that paying for rental content on top
of a subscription reduces the perceived value of their plan. The study contributes to a limited
body of India-focused research on Amazon Prime Video's marketing strategy and offers practical

implications for OTT platforms balancing promotional innovation with pricing transparency.

Keywords:
Amazon Prime Video; digital marketing strategy; OTT viewership; Uses and Gratifications

Theory; audience engagement; rental-based subscription
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Introduction

The twenty-first-century digital revolution has fundamentally altered the entertainment industry,
moving audiences from scheduled television broadcasting to on-demand streaming through
Over-The-Top (OTT) platforms. Services such as Amazon Prime Video, Netflix, Disney+
Hotstar, and ZEE5 have redefined media consumption by giving viewers control over what,
when, and how they watch. Among these, Amazon Prime Video has emerged as one of the most
actively marketed platforms in India, continuously experimenting with promotional strategies to

attract and retain subscribers within a highly competitive OTT market.

In recent years, Amazon Prime Video has adopted a marketing approach that blends content
personalisation, influencer-driven campaigns, and regional storytelling with digital promotion
across social media. These efforts extend beyond conventional advertising; they aim to build
emotional connection, deliver localised content experiences, and integrate Prime Video within
Amazon's wider commercial ecosystem, positioning the platform less as a standalone streaming

service and more as part of a broader lifestyle brand.

Whether these marketing innovations translate into measurable changes in audience behaviour,
however, remains under-examined in the Indian context. As India's OTT market continues to
expand rapidly, understanding how Amazon Prime Video's marketing choices shape viewer
engagement, brand loyalty, and content preference is of direct relevance to media scholars,
marketing practitioners, and the platform itself. This study addresses that gap by examining the
relationship between Amazon Prime Video's marketing strategies and viewership behaviour
among Indian audiences, with specific attention to the platform's rental-based subscription
model, which requires some subscribers to pay an additional fee for premium titles despite

holding an active paid plan.

Background of the Study

The OTT sector in India has grown rapidly, driven by affordable internet access, rising
smartphone penetration, and a shift in audience preference toward personalised, on-demand, and
regionally relevant content. Within this environment, marketing strategy has moved from simple
advertising toward data-driven, emotion-oriented campaigns that draw on user data, algorithmic

recommendation, and locally resonant storytelling. Amazon Prime Video's use of influencer

62



Vol-2, Issue-1, January-June 2026 Maharaja Agrasen Journal of Communication

collaborations, regional-language campaigns, and cross-platform promotion reflects this broader

industry shift toward the localisation of global streaming brands for Indian audiences.

Despite this, comparatively little academic research has examined how Amazon Prime Video's
marketing strategies specifically affect Indian viewership, as distinct from the general dynamics
of OTT marketing. This study responds to that gap by focusing specifically on the Indian
audience's response to Amazon Prime Video's evolving promotional strategy, including their

perception of and behaviour toward its rental-based content model.

Statement of the Problem

Although Amazon Prime Video has implemented a range of marketing approaches — influencer-
driven promotion, regional content campaigns, and a rental-based subscription model for select
titles — the extent to which these strategies shape audience perception, loyalty, and content
preference in India remains insufficiently understood. It is unclear whether these strategies
generate lasting audience engagement or only short-term visibility, and whether the rental-based
pricing model is accepted or resented by subscribers who already pay a recurring subscription
fee. With intensifying competition from Netflix, Disney+ Hotstar, and JioCinema, understanding
what distinguishes Amazon Prime Video's marketing approach — and where it creates friction
with subscriber expectations — is important for both scholarly understanding and platform

strategy.
Review of Literature

The literature reviewed for this study spans ten sources — including journal articles, a business
case study, and applied research reports — that collectively address OTT branding, consumer
preference, pricing strategy, digital and social media marketing, and platform-specific
controversy. They are synthesised below by theme rather than by individual source, to better

situate this study's contribution within the existing body of work.

Platform Branding and Positioning

A related but unattributed source in the original review discusses Amazon Prime Video's
marketing strategy in India as characterised by localised content creation, celebrity-driven
campaigns, bundled membership pricing, and emerging hybrid monetisation models,
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synthesising secondary data from journals, conference papers, trade publications, and news
sources published between 2019 and 2025. This source identifies research gaps in evaluating the
long-term effect of Prime Video's campaigns on subscriber retention, particularly following its
shift toward ad-supported streaming. This source could not be attributed to a specific author or
year and should be verified by the researcher before it is cited or referenced in a final

submission.

Consumer Preference and Satisfaction

Together, these studies establish content quality and pricing as consistently important drivers of
OTT satisfaction in India, but each is geographically or demographically bounded — Chennai,
Thrissur, or a broad but unspecified national sample — leaving open the question of how
marketing-specific strategies, rather than product attributes generally, shape perception and

behaviour.

Digital and Social Media Marketing

These findings are directly relevant to the present study, whose own survey results identify
Instagram as the dominant channel through which Indian respondents encounter Amazon Prime
Video's marketing (cited by 85.5% of respondents), and confirm that influencer and social-

media-driven promotion measurably shapes viewing decisions.

Research Gap

Taken together, the reviewed literature establishes that Amazon Prime Video's branding, pricing,
and social media marketing have each received some independent academic attention, but

several gaps remain.

Geographic Limitation of Prior Studies

Wayne's (2017) comparative branding analysis is based on the U.S. market and cannot be
assumed to generalise to India, where linguistic diversity, regional identity, and cultural

preference shape audience response differently.
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Regional Scope of Indian Studies

Existing India-focused research (e.g., Dai Prasad & Minakshi, 2020, in Chennai; Sujit & Mohan,
2021, in Thrissur) is geographically narrow. Studies confined to a single city or district risk
missing the socio-economic, linguistic, and cultural diversity that characterises OTT audiences

across India; larger, pan-India studies would offer more generalisable findings.

Limited Research on New Monetisation Models

No study identified in this review has empirically examined audience response to Amazon Prime
Video's ad-supported tier or its rental-based subscription model in India, despite both being

directly relevant to subscriber retention, satisfaction, and willingness to pay.

Overall Scarcity of India-Focused Research

Despite the scale of OTT consumption in India, academic research focused specifically on
Amazon Prime Video's marketing strategy — as opposed to the OTT sector generally — remains
limited, and few studies offer a systematic comparison of Amazon Prime Video's strategy against

its principal competitors.

This study addresses these gaps by focusing specifically on Amazon Prime Video's marketing
strategy and its relationship to viewership behaviour among Indian audiences, with particular

attention to the underexamined rental-based subscription model.

Theoretical Framework

This study is grounded in two complementary theories: the Uses and Gratifications Theory,
which explains why audiences engage with media and marketing content, and the Integrated
Marketing Communications model, which explains how a brand structures that content across
channels. Used together, they allow the study to examine both the demand side (viewer
motivation) and the supply side (platform strategy) of the relationship between Amazon Prime

Video's marketing and its viewership.

Uses and Gratifications Theory

Applied to this study, UGT reframes Amazon Prime Video's marketing activity not simply as
exposure that viewers passively absorb, but as content that competes to satisfy these underlying

needs. An influencer's recommendation, for instance, can satisfy a social-integrative need (shared
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viewing as a basis for conversation) as much as it informs; a trailer posted on Instagram can
satisfy an affective or tension-free need (anticipation, entertainment) independent of its
informational content. This framing is directly testable against the survey data: the finding that
75.8% of respondents say influencer and social media promotion shapes their choice of what to
watch, and that 63.9% say trailers make them watch sooner, is consistent with viewers actively
seeking out marketing content because it gratifies a need, rather than merely tolerating it as

advertising.

Integrated Marketing Communications

Applied to Amazon Prime Video, the IMC perspective explains how the platform's various
promotional activities — Instagram and YouTube content, influencer partnerships, in-app
notifications, and bundled offers tied to Amazon's retail ecosystem — function as parts of a
single coordinated strategy rather than as isolated tactics. This helps interpret findings such as
the 51.6% of respondents who report that bundled retail offers increase their interest in Prime
Video: this cross-promotional effect is only possible because Amazon's marketing is integrated

across its retail and streaming businesses rather than confined to the video platform alone.

Objectives of the Study

- To examine how Amazon Prime Video's marketing strategies influence viewers' perceptions,

preferences, and overall mindset toward the platform.

- To assess the extent to which these strategies affect viewers' preference for Amazon Prime
Video over competing OTT platforms.

- To investigate how audiences perceive and respond to Amazon Prime Video's rental-based
subscription model for premium content, particularly in relation to their existing quarterly or

annual subscription.

Research Questions

- RQ1: How do Amazon Prime Video's marketing strategies influence Indian viewers'

perceptions and preferences?
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RQ2: To what extent do these strategies affect viewers' likelihood of watching and preferring

Amazon Prime Video over competing OTT platforms?

RQ3: How do subscribers perceive and respond to the rental-based subscription model for

premium shows and movies, given their existing paid subscription?

Research Methodology

Research Approach and Design

The study follows a primarily quantitative approach, supplemented by a small set of open-ended
questions to capture qualitative insight into participants' personal experiences. The research
design is descriptive and analytical; descriptive in documenting current patterns in Amazon
Prime Video's marketing exposure and audience response, and analytical in examining the

relationship between marketing exposure and viewership behaviour.

Population and Sample

The target population comprised Indian OTT viewers aged 18-45, including both current
Amazon Prime Video subscribers and non-subscribers, selected as the demographic segment
most actively exposed to digital marketing and advertising. A simple random sampling method
was applied with the intention of ensuring representation across age, gender, income level, and
geographic region (urban and semi-urban). The target sample size was 80 participants; the survey
yielded 62 valid responses, which falls within this target range and forms the basis of the

analysis reported below.

Data Collection

Data were collected through a structured questionnaire administered online via Google Forms
and distributed through social media. The instrument included both closed-ended items —
including several five-point Likert-type agreement scales — and open-ended questions, covering
three key areas: awareness of Amazon Prime Video's recent marketing strategies, experience
with and perception of the rental-based subscription model, and overall customer satisfaction and

loyalty.
Data Analysis Procedure
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Quantitative responses were analysed using percentage and frequency distribution, with results

presented in tabular form for interpretive clarity. Open-ended responses were analysed

thematically, with recurring patterns in participant comments grouped into descriptive themes

reported in the Findings section below.

Limitations of the Study

e The sample of 62 respondents may not represent the full diversity of the Indian OTT

audience.

e Data collection took place entirely online, which may have excluded rural populations and

audiences in areas with limited internet connectivity.

e External factors such as competitor marketing activity, pricing changes, or new content

releases on rival platforms may also have influenced reported viewership, independent of

Amazon Prime Video's own marketing.

e Survey responses are self-reported and may be subject to personal or recall bias.

Findings

This section presents the results of the survey, organised into five tables that group related

questionnaire items together: respondent profile, OTT and subscription usage, marketing

awareness and behavioural change, attitudinal response to marketing, and response to the rental-

based subscription model. Interpretation of these results, and their relationship to the study's

theoretical framework and reviewed literature, follows in the Discussion section.

Respondent Profile

Table 1. Respondent demographic profile (N = 62)

Characteristic

Distribution

Age 18-45 years; highest concentration between 18 and 34.
Gender 66.1% female; 33.9% male.
Occupation 43.5% employed; 35.5% students; 11.3% freelancers; remainder self-

employed or homemakers.

Monthly household
income

29.0% under 320,000; 24.2% %20,000-49,999; 35.5% preferred not to
disclose; remainder 350,000 and above.

Location

Multiple Indian states and cities; largest single concentration (32.3%)

from Dehradun.
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OTT and Amazon Prime Video Usage

Table 2. OTT platform usage, subscription type, tenure, and daily viewing time (N = 62)

Response category % of respondents

Do you currently use any OTT platform?

Yes — Amazon Prime Video 75.8%
Yes — other OTT platform(s) only 12.9%
No 11.3%

If you use Amazon Prime Video, what type of subscription do you

currently have?

Annual / Yearly membership 35.5%
Ad-supported / lower-cost tier 35.5%
Quarterly / Monthly membership 12.9%
No Prime subscription 16.1%
How long have you been using Amazon Prime Video?
Less than 6 months 27.4%
6 months — 1 year 22.6%
1-2 years 30.6%
More than 2 years 19.4%
Average time spent watching OTT content per day

Less than 1 hour 33.9%
1-2 hours 40.3%
2—4 hours 21.0%
More than 4 hours 4.8%

Marketing Awareness and Behavioural Change

Table 3. Marketing channel exposure and self-reported change in viewing behaviour (N = 62)

Response category % of respondents

Channels through which respondents have seen Amazon Prime Video's

marketing (multiple selection)

Instagram 85.5%
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Facebook 59.7%
YouTube 59.7%
Twitter / X 27.4%
\WhatsApp forwards 22.6%
Amazon shopping app 19.4%
Influencer posts / reels 19.4%
Television ads 12.9%
Blogs / news articles 8.1%

None of the above 1.6%

Have you changed your viewing behaviour after seeing Amazon Prime

\ideo's recent marketing?

Yes — watch more on Amazon Prime now 54.8%
No change 35.5%
Yes — watch less on Amazon Prime now 9.7%

\Which factor most influenced your viewing increase?

Marketing campaigns 45.2%
New / interesting content 35.5%
Other (pricing/bundles, app experience, personalised (19.3%

recommendations, no change, prefer not to say)

Attitudinal Response to Marketing

Maharaja Agrasen Journal of Communication

Table 4. Agreement with statements about Amazon Prime Video's marketing (5-point scale, N

= 62)

Response category

% of respondents

"Amazon Prime's recent marketing campaigns have made me more

positive about the platform."

Strongly agree 38.7%
Agree 22.6%
Neutral 27.4%
Disagree / Strongly disagree (combined) 11.3%
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""Seeing trailers or posts on Instagram/YouTube makes me watch shows

sooner."

Strongly agree 41.9%
Agree 21.0%
Neutral 24.2%
Strongly disagree 11.3%
Disagree (remainder, not individually specified in ~ =1.6%
source data)

"Influencer promotions and social media ads influence my decision to
watch specific shows.” (Yes/No)

Yes 75.8%

No 24.2%

"Bundled offers with Amazon shopping increase my interest in Prime
Video." (Yes/No)

Yes 51.6%

No 48.4%

Response to the Rental-Based Subscription Model

Table 5. Awareness, usage, and willingness to switch regarding the rental-based subscription
model (N =62, unless noted)

Response category % of respondents

Are you aware that some shows require additional rental fees even with

a subscription?

Yes 77.4%
Maybe 12.9%
No 9.7%

Have you ever paid extra for rental content on Amazon Prime?
Yes 30.6%
No 69.4%

71



Vol-2, Issue-1, January-June 2026 Maharaja Agrasen Journal of Communication

If yes, what motivated you? (n = 36 who had paid for rental content)

Exclusive content 72.2%
Urgent new release 19.4%
Recommendation by influencer 13.9%
Other (promotional offer / no clear reason) 8.3%

If Amazon launched a cheaper ad-supported plan, would you switch?

Very likely 67.7%
Neutral 16.1%
Likely / Unlikely / Very unlikely (combined) 16.2%

Quialitative Themes from Open-Ended Responses

Two open-ended questions asked respondents what Amazon Prime Video could improve, and for
any further comments on its marketing or rental model. Responses clustered into five recurring

themes for each question:
What should Amazon Prime Video improve to increase your viewing?

e Reduce advertising interruptions during streamed content.

e No further suggestion — several respondents felt the current marketing approach is already

effective.

e More engaging social media campaigns and user polls, including deeper influencer

collaboration.

e Dissatisfaction with pricing and the rental model, with respondents feeling that renting

content after already paying for a subscription reduces perceived value.

e Requests for more visible regional and multilingual content, clearer separation of free versus

paid titles, and mood- or genre-based personalised recommendations.

Further comments on marketing or the rental model

e Strong resistance to the rental model itself, with respondents describing it as a form of

"double charging" relative to their existing subscription.
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e A number of respondents offered no further suggestion, stating that Amazon Prime Video's

existing marketing already appeals to them.
e Requests for reduced rental pricing, particularly among younger, price-sensitive viewers.
e Requests for extended rental viewing windows for greater flexibility.

e Requests for a simpler user interface and clearer upfront communication of which titles

require a rental fee.

Discussion

The findings support the applicability of both theoretical frames adopted in this study. Consistent
with the Uses and Gratifications Theory, respondents did not engage with Amazon Prime
Video's marketing passively: a large majority reported that influencer promotion and social
media content directly shaped their decision to watch specific shows (75.8%, Table 4) and
prompted them to watch sooner after seeing a trailer or post (63.9% combined agreement, Table
4). This suggests that Amazon Prime Video's marketing succeeds to the extent that it is
experienced by viewers as gratification-relevant content in its own right — entertaining, socially

shareable, and personally relevant — rather than as conventional advertising to be filtered out.

The dominance of Instagram as a marketing channel (85.5% recall, Table 3) and the
corresponding weakness of television advertising (12.9% recall) is consistent with Ramesh and
D'Silva's (2022) finding that targeted digital and social media promotion, rather than traditional
advertising, is the primary driver of OTT engagement in India. It also aligns with Rahman's
(2021) comparative analysis of Amazon Prime Video's and Disney+'s Instagram strategies, and
extends that work by showing the audience-side effect of this channel choice: not merely

exposure, but measurable behavioural response.

The Integrated Marketing Communications model helps explain the finding that bundled offers
with Amazon's retail ecosystem exert a positive, though comparatively modest, effect on Prime
Video interest (51.6% agreement, Table 4). This is consistent with Wayne's (2017) argument that
Amazon's content strategy serves its broader retail and subscription ecosystem rather than
functioning as a standalone content brand; the present study's Indian respondents appear to

experience this cross-ecosystem integration as a mild but real incentive, rather than a decisive
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one. The clearest and most consequential finding concerns the rental-based subscription model.
Despite high awareness (77.4%), actual use remains low (30.6%, Table 5), and open-ended
responses consistently frame the model as creating a sense of being charged twice for content
already covered by a paid subscription. This finding extends Sar's (2022) pricing research, which
validated consumer willingness-to-pay estimates for Amazon Prime Video's base subscription
but did not examine the separate rental layer now embedded within it. It also helps explain the
study's finding that 67.7% of respondents would be very likely to switch to a cheaper, ad-
supported tier: this preference appears to reflect not only general price sensitivity, documented
by Sujit and Mohan (2021) and Parihar and Kant (2021) as a consistent driver of OTT

satisfaction, but a specific reaction against a pricing structure perceived as opaque or unfair.

Taken together, these findings suggest that Amazon Prime Video's promotional marketing and its
monetisation strategy are currently working somewhat against one another: marketing activity is
succeeding in building positive perception and increasing viewing frequency, consistent with the
platform's broader IMC strategy, but the rental-based pricing layer risks undermining the
goodwill this marketing generates, echoing the reputational-risk dynamic identified by Saldanha
(2024) in relation to Amazon Prime Video's content controversies — in both cases, a strategic
choice made for commercial or creative reasons carries a cost in subscriber trust that the

platform's marketing must then work to offset.

Conclusion

This study set out to examine how Amazon Prime Video's marketing strategies influence
viewership behaviour among Indian audiences, with specific attention to the platform's rental-
based subscription model. The findings indicate that Amazon Prime Video's marketing strategies
— particularly Instagram-based promotion, influencer endorsement, and trailer-driven content
discovery — have a measurable and largely positive effect on audience perception, engagement,
and binge-watching frequency, consistent with both the Uses and Gratifications Theory and the
Integrated Marketing Communications model applied in this study. At the same time, the study
identifies a clear point of friction: subscribers are highly aware of, but largely unwilling to pay
for, rental-based premium content layered on top of an existing paid subscription, and a
substantial majority express willingness to switch to a cheaper, ad-supported alternative if

offered. For Amazon Prime Video and comparable OTT platforms, this suggests that continued
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investment in social-media-led marketing is likely to sustain audience engagement, but that
pricing transparency and a reconsidered approach to rental-based monetisation are equally

necessary for sustained subscriber satisfaction and loyalty.
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- ST @9 AT

qATAL ! HER(d Dl Had “STASATAT HER(Ad” FigdT ST THh ATTR TG&T Hl HHT FHT adT gl
Tl TASATAT TG *F AT A A-SASATT T A T2d 8 i Td® 57 & Jiae A
AT HIEH A TLAITE ISR 2| Td: “TaTaL GEF(d” il Tk UhHed GEhid hl ao1d Tgaiehias
I AGEALT AEhiash AT % &9 AHAT ATF ITLH 2

TATAY ATLA T HEhd &l UL 1T U2 26 qI [afaedT &7 A grar g | e s, 132 5,

S Y@ ATAT ARl ATaAT, 220 | ATIF AT 3T IT-SAASATTATT, TAdT af ATHTY,
Frferat, IT-arferdt i =7 gt § oo giegias [feydr | a9 g9 & qresE @ 9rd

HT FTERTAH THAT AT AT Tal 719 g ST IL T i TEh1d Rl a7d TGl g |

YT WA T §Ehia

AL Tad § 9IEA & diah SAgM § o AT Siagrd a& =l GrAT Uldgrad aed &l

o

g Ul LA YT & | e qaraT Al & JHEi Sfdge— S 39H, (=T FHET {7

TNTSATTAUYY), ST T<LT 3T ATMT— FAFTATLT ST AT A & 5[ T3 & | g-8% I8
(MTraR) , =l g2or (o 929), SeiA-Enrer e (WiR), S8 s
SETELUT THHT AT QT FLd & | I HAT3N o6 AT, FFHUIT TRUTAA TSl o TZ-THLHT

SN | off | SRET FO07 T5i § T S0 &1 gTET of 0 o | UET /7 Sa7 g & Bar
(ATTTAE) T FBT (| FT &4 AT BT ST Tt ag BT & gaferq o | o 9 %
fRfevaT % |t faaTg &1 w6 o @i § =78 |

T AT it aret

AT ! GER(d | 3% Il S Uiagrasd Sadl H7 GEAord e gl I [faear =9
ETOTT T FATAT adT g T TATAL ol HEH(d I el U ST SEhid” & & § qATNd
TR ST FRaT 2
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T @ AiEpfas fAaward
FEOTAA QLT | A STASATA T TLULY, g TAT, TEA geafred 3 THid-aremia strad

AN E T 79T AT A i iad LI, gEaiered 3T I

IEEIEE] FASTT ST 9T, S0 e I

AforEE TTHATAT, HTE AT TLI, AThah &, AT qiur
I B Ta o777 THEME0 9, Teasia S gariie fEeeq
[BIE ATHT, IAT 3T TATAT FTEF Ao TLILTS FT SAqda e

ST S HEph A e

QAT AT HERTd T U Agedqul Tgel THId & A1 TG Haef gl Tad, AT, ST, et
3 FT I et ITHfah T Tl 8; o T T 00 Fgad, Frsamay, aewrara i
SrSiitasRT & 9T 2 81 North Eastern Council I8 Ig &= Indo-Burma T Himalayan
biodiversity hotspots & Haferd g 3T Fgt v AT FAEqaAT TAT SHF 97T 1T g1 1T &
SF-FATaedar 9% o9 THR % TaTd AW Ji6E 2

AEATH 3T el

AL | SATeATICA Sl aTeitaa gie & o aamWar (e § | T 9 & a¥g qaras § A J&id
T TAT (SE TR, T9d1 A FAT T TEA) FE FH-TTGTT FT Tg4T T2 gl T § Io0g
TR S A9 | ATHT e g T 9 6, AT AT Wik A& # gl
afereri=r 2l

AT & AT AT 5 &g (1), T (Hamed), i T T e o 96 97
AT &1 T AT AT BHA IcHAT (STE TITA, STHTET) T T ATEAT 6 gf G911 3 |

qATTY & TR o, T AT geaiered IL 297 i HeATcHa [a{d AT ST 3T 5| T Tl
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TG HIEh (s TgdTT 'UF ALA-9S AT ol GhodqT Hl T Ll g

qATAL WA I T I AN TETT AT U AT AZH qUHT § — AT o (A0 €Al HT (ST
ST HLEAT| TART T ATSIAT o6 qgd Ted §ATAT 7 AL § 16 FTE TATSIAT3N il Fo[il af
gl T IRASETE & #T o, a=asiia, SreATcasndl, SIS i Gehid 3T Tga=Y 9ded |
=T €1 31,337.63 FIie &t TIA & T 16 TRATSATT Tl 6f 7= off| 37 TRATSA160 & q@ras
% T foaTe § TTHid® I-397, T FERid 3T &3 93 Al il TF a1 3@ HiT

AT TR AT 81 39 IS i TR T8 T FIAT g o Q@Y § e A il Had

ITided Higd 6 ITANT T HIHT dal L@ T, qiodh I TTHiaS, TiEhids, TeATcds,
UfagTe oie argfas qded & BfSs st ¥ e &1 y3" a7 @ s & form,
v it # =9 F e Wildlife Circuit 3 @iasta A9, T, ATHL, ST 3fiT
Rg-famar S| &=t & A 747 Heritage Circuit & S@iTd TSI Z—HATS[eN-[AEHRE & %
fashTe &7 e fHear g1 7R § SFRra—aisiie & & Tded faem i sreartoas qded |
Heted aRASETe | F=&iga & e o)

TZ1 AT THAAT AALTF g (o T (AHhH ¥ qepias HLeT UH-gaY & I gl qd §, AT
FAT T AT T8l 8| TRt oaa =9 7 e e | 92 &A1 J17 q1ehas a0 dai
HIAT ST Tl AT AIEhidsd Gee0 qHl 999 § 9d ST GHE Sl ANIGERT, S

ST, TR ATeq, ATHT, FdT, gT0H Gaaaeiiadr ST iehids caraadr ol [ i ThaT

O o
# I = e

SEEW & forw, et Sasrdi J9E it TRaE A1, Ao, J90d, qIed, areqahar a7
FIU-TLALT FT hael T ATRY o T § TET LA o Fol1T 36 ATHTST A Uldgries qas

T AT THhl % ATHA T@T AT AT U THH HER(d FT TZAT AT A5l [T, qrodh ITh I

HIS[E ATHETAS T A SHaq-g9i w1 JTHe AT

TH 3E | @Y 9d § Community-Based Cultural Tourism & saemeom f@aw &9 &
Hgcd Ul g1 Al g T THITAT &l haol TR o (o7 TTERIdH TaT FLA AT TG o &
H T@T F T Ire (G & GeAH, AF-GTH A FOa-ierar & Ggarit & &7 § T&He
[T STTAT ATR T 9 THed | g ATAT AT ard off T &2 9 faafea g1 gehar g sfi¥

HATER T TLITAl o S0 & 10 TcdTg JaT gl dehdT gl
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AT & Ha¥ | Tg (90T & § Ggcaqul g Fih Tg1 GEhid AT THid 6 o9 deel AT T2

gl S, dfedl, UglE, #Hid T FIU-sTeTa Sitad eI HaEl o qrErees S,
FATRIATE ST AT & S[E gU 2| THAY fAarad @eq it A &l Fhad HiHa Gwad a®
HIoT T & T AThfah ST TTERida (GTad & THhd G il [G9T | 3RT qET Saedh
2l

qq: qATAT ATLT T TERIT FT AN F@9 F o0 o woret &1 @ o€t g+ grm o9
T 7 ITeT FaA THeH] I HEAT TRHT 7 gIhT TITHIT HEh(d i THAT, THIT Hl
ANOEHT, TAE(T qad 3T giehids Maedr &l a1 T@dT gl 39 FEH0 § q3ed
TATAY AT il HEh T ol hael 9T ST AT o HTHA TET FHLA HT ATAH Agl, dfod a9 39
TER A o HEL0T S A1 T qree dF a9 ThaT 2|

e gt
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AT AT § aRER: e seEe & gl &

- enfee et
- ST. I HF ISF
TAT oTATERT ® FeIgeS AT § IRET & =Eor § UF 997 T IAT HT GIH 1aT gl AT
T & @ &7 Bt e & aRar #i gHeT Agadul qiHaT &l gl U6 997 J7 99 &
e aT F3F 9RER % = w7 G99 AT o7 ST aEAdr aeteAtadl § St queret &
THTETT & TATAT S AT H1 Iarear o411 6 v vt et &1 2 srar e |15 #i a=ar
T Hged AT TAfEwar <7 T2 "qaY oAt S fhed ait ot fF st erew U fhewt § ¥ uw

T STt 51 % Ut Tohed oft s+t S foar & &7 &1 95 feam mar |

T JTE qTIaTa fages aT 2 i faaas &1 =iEg frar mm za SF vaa ahiEw

A T 9 i el a1 7 M€= | U grar e fogr &1 =Frer = w3
AT Tohed s

SEHT o T | qTRATI TRl & ST AT =T 7 FATT F7 24T & gl 90 FT I9F
2o i e T ST TEaT & F90TaT & A9t (e =aT $4¥ 27 g % 978 U TR F 66
ofETe F7 Bal =T § &9 YT g7 S7aT g 91 oIS 6l Tahrs Iam & Ffq = aut §
TATATE FEAT gl HIH ° Thel TAT Al JAT GEdl Tl 3 TAAE | Tg The TATE & HaT
T HoF Ha¥T ATHT T Hivxd glhT 1@ T2 gl TR AT Tare F Feaer w2 forg =7 Reree fog
AT AHANTE Heell T ol THIS | ATAFH T H TR HLAT AFH F QAT g1 AT il a8
T S FHTST &7 ASAT AT § ATecd A (HeAT Tk gEL A TLEI TATET FHd 8| dATdTze

* 9% UT Hed HESATATC T SGT THTST ATHLOT HLAT & dAgl STHT THIST H T ATAT TeATHATO
FT AT AR F ATehiT & § =T FeT T 379 FadT 2|

AqTS & T FT 9% (Gal (HAHT T TG0 KA Figl T THdT § T qGH SATET BIHT qTHTSH
Afde =i aTETRE geat 9% gar wear on fser = It § 2003 § e stward age
ST fhes anTeTT &l 9912 & F9 H TG ST 96dT1 2| {hed &7 ofiue F 310 o9 § agd
Fg TAT AT 1T THRIE TFH ATAT a0 F G UL Tl F7 49 @Al & 3@ 1@ FHLdl g 3%
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foTe & T 27 S&=ed 7 Far gl IRET &7 qigar ot U & Uh S07 &7 97l ST g S
TiETe % T FEEl FT BATA TEAT ¢ 3T I (9hTd o o0 HEae Tame F3ar W@ar gl Iieam
&1 fawm 9RE & qiear & 99 9 [T 81 39 907 31 396 T 3T IHeh A9y hi
ST 9T qRETe it I=fa feeht gt g1 UH § aRam &7 giear uF 1 v e aatwa
AT g1 Sftas 2919 T U araTT Faw € U 34T € ST ST 9TdT 81 &9 aTAT gad 9T gl 8
59 Y& ‘g T FAS FA TG AT T d19 T TEARS T FHO AT G1T AT BIH T 6 o
T HT AT g & “UF TT A AG1 GTAT TR GE F (70 TQF F <dT gl qal Td AT qgl dieiT|
THT YT W ART THLN o FedT0 & {00 &7 FT1H F2d g1 TRa &1 qreg §f 36 98 F a9
graT g 59 |ea g1 aam &t =t gt g1 Thed F7 Fae gad qar<e godi oie fedi %
TATHOAT ¥ IR % TI] TFATT T ATHT TTAST 9% a1 gl FATHE Feqa: sneffeh
TRETT G FT T TR Al gehidhd & ®a& HLdl gl Sgl Aeq Hfed 9¢ A AT
SIaT ST T2T g1 Thew § U TUaT 9= G9ed Toa1sl T AN Y o O] HaTAl i Ioad AT
& ToIT o |9 Y=TE FIAT g1 39 YGHAT § a8 Td & AEaST @7 Had g9 Sar gl ehd &7
FERTI ST TATH T ST Ay I S % o a1 g€ g 92 a1l O d=+ it afw
AT gl

ToReH & FHATAS & e (65 TATT | TRATT % W 9aeF 0T T & A &l quf e gl T4
AT AT fiEt & N rEed arHeed |’ HATHF 6 Fquar g1 e awd e o A |
A & 7 S fohad 9199 qad #0777 g 6 o 399 &7 2899 ¥ 91 o o awaq o

ATAAT & & 99 g1 Roql § Frgahar aRugar I0eae gae 3T e 1 fgam fhad e
g 39 I Tohed o FATE § FHThT ST (3T 37 8| g d a9 dgi A@1e |1 &1 S 1 9ws
& AT T AT AT T FATHF | Aged [<IT AT g1 L A AT IAht Tl /T A0 (e |
U0 3% T HHH H ATl ST &1 gl Tg MHEdrT SFIT a1 6l qgTs AT 39 gIeT o2

T | ST 6T TATSAT & ET g7 FT GqT9 F g 92 AT HATT The AT g AT 97 Fl g7 aa1g
AT 8l T FATEF § Tg §F J99 T § AT 3% IaR & 2 7 T7 F Iq¢ aqT Ta1d
2T gl TRETT & T & &7 H 9867 99 AN & AT 7 qriartes Qe & saga

FLA A g ATATE Godl T [&F@d gie aRaT g dgl aari<e® [a9ed ®l A gl 1T gl
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IRETT &l *vg 95 § @ &7 edl & TATT T & qQA a9 F 737 Thed HT FAEH FT5]

TATALTAT 3T T % Hhe T grav gl

FETAT FT AT TET & g 6T A SIAT & T S HTTF FIAT T LT AT AGT T
AT THY A ged T FHILOT I SATT| TgAT TIAT SHAT HATAT ol THAAT BT g ST T el &
¥ T Tt IR AT grar 8 O a8 " et § g2 g9 of7 v dm oftaw i =
T AT % Zed | T9aT FThl Agd gidl § A< Tel & S8 TATIATT HI<hcd T ST7H aT gl

TS 29T FhenTTe F7 F949 § 6 [ U sfaed o Taiied? 3faq &6 o o) 9 | AT
= ST g ATH AL AT HISE g HATHTh Sqad 3eal 8§ aqar gl e § ff ge stfomar
T T TF 3T ATk 6 & H [T TEqLT ATAT [HAAT & ST I8 ATATF FE H THH T
IH T FIA & (70 ST & AT g1 AT 107 & WeT &l AT 7 FE Ii< qOA H @18
TAT T a8 TCT 81 TAHTH § H 99 38 a7d &l I GIed gU Had &a9 & HE[ il a1d Hd gl

FAT HLEH TSAT & T SAAT AHAL A [ [HAdr g1 5T T & 919 %, g7 Fied giar g ar

FEATH AT g o AMTRAHT %k 9=aT g1’ |THTSI Tiaid i =9Tg § o<k TaTT Hl Aagadl
FIA AT gl T o afa uF eIt saeT g g6 98 6 T a9 gt oET 924dr gl oue
9 L AT TRAT TEAT A= BT €| A AT TEAl TSATAT AT g T F 7 gu g &
FThed i TgATT a9d | S0 THIE Tel & F FHT hls A GG T T5l Tgall Eowme & 9 o2
qRET™ | #e FT AT AR A99 JTEdia® TgaTd AT TTHfdeh (SaTe Fl T qgl HT ThaTl
A | e o7 aTsy o9 il Tg=aTd 7 (G807 a9 g1 3T & AT<hed & (9T Tge TaTT
o o Tl sraa gedt & fowfaa g )| fhew anmae & Fums § FHE9T T UAT ot
=0T 81 ST S T grE | AT ST /i 979 F IS 4T B

TAT AT F TF A 3T GO 6 ATCHAHLAT o Hged &l AT o d18 (hed HT &I AT AT
ST o TATY o 1= T3 ! THTATST e T TATH FLAT gl THT FH H g ATh T qeAT3N 6
= 78 AT 2T TTIRTZET | AYAT SATCHFAT FT U FhTa HT AFE <aT g1 Fhara gt g, 3w

@A TG 3H FAET LT THAAT gl FA FT ATA 95 [9aT T Heah | dolsel gl 91T gl

SHET TH AFTS Hl ST o 918 IH ZHLT Aoh GHT HATH ST ITH d 81 Tg o aread | edr
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H 9% T AAHE ST UL T T | TAATT GATS ol agTs 90 Foh aREd & d@® 39 95
T & @ | ofq § A7 797 F39r areaa § {hew 7 9% g1 T AW Al AqT @19 I ATed
& AfSrd FEAT SRM ST &7 2AE aTal 9T 3T aRa & 986 a9 § a9 a6 92 & 99
T ITHT ATTITHATE AT F T BT R gl el F g M e Ted gl v arag g o
o ET 98 7 21

TTAT Thed Fae el Aal § afcd AT g il & Taherd gid AT 1T THTST & (gl et o

O T qT o %l gie § FXoq a7q 3T 39 99 | 98 2 IaN Fgl agd Ule gedl ST &l gl

gast gt
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ATESTLTEN: T T 99 3% 9= 7 g fawst

- orfe et

TAEHT 7 TH d1 9 g2 fGa® 9% 9a & e sfmgraeiiar s 9eq g+
T AT AT &l 9 TR | ATHH TRAT g1 Tt & o w9 Thoreet |
o T Agcaqur TIgieradl &l TR HEd FT I29T 9 gl Hl garerq T@dr
Sl TAH ST AT I AT & TIAEA AT gl UH § AT 6l gqrad A1 T $iT
TG T [AXTEd i HgaT Uah d1< e % &< 92 #I79d g2 &l

ST graeiiar ey Agraea & dougd #7107 21 =q9 Fivta AR #9 #i1
YA HASTHe [& AT STTad S Sl HAT AT SATITHT TS gl AT 6 AT
ST GHTL THTS | FhT TATAIT ol gl ATehd 93 i L= ATl & a1 |
AT IAAT I gl gl SdTeh =6 AT A1 HFar T IO AT ATAT
SITT a7 o SATA9ATRE A5l gl

XA A L= ATSITE Tl A il ATerd ATl 7 IT= 1 G2 {7 a7 gl 7L
A AT AL ATeat 97 99 % U g9 R0 3T [gW 4 §5ha § =
AT U AT T 36 ATl § FAATora g1 =0H Areasar & a9t S -
AT, HaTR, T, "0, A, THA i LT, ATAT 00 ATHARE TAT 9001 T
THTE STA sl (STET &7 fAeae § 9o 8| 93 {9 7 d1eashdl & 997 9 @l
HHAT & 8 — T UHT HILAH ST 9&1 & A &l fH S a6 Tgard § g&07 gl 93d
A o ATeh & A e AT AT AT (AHSIT) P IAEAT 3T AW &

FTAT AT AT gl Tg TATHT ATST &l Teh TATAT GA1€ 9149 o & § ofF
AT FIAT gl TLAAA AL I T AT Fqd T ATSAHAT FT FEdATAS

El, dfosh UF SIiq sMefeah ST AFATIH FIOHI0T qTAT HaTe-Togid Al gl

=91 (Communication) ST TATST FT TaH Hgdqul ad gl AL Hid o

AT I AT BF 98 &f gl AGaTe, A=A, aT § oo Rises fifear aF -89
AT ATETHT | T g

9T ®T G0 & T T g9 Mg gfaarea & T g sad Al 99
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fEgia iR I g9 fEia T4 aree g1 9ig 0§ Of sesd
fafeeare famdr g1 Reedft 9= et &1 @em srgFAs 9f=H={T qqm &t
ST 3T ATHTST TRIEATadT &l &9 H T@d gU gaTl gl SaFT ST §39T 6
THTIOT 31 TRAT 3T ATEAH F T9T9 9 SATET LgdT 8| a8 ATy g9 fHgid
39T F T qA 7T H GHAA A TH GHAIR &l (SR8 d Hed 9 T 3d 5
A g9 Eia 299, dgia & aiegids aqed 92 srafd gl "edaig
TA 0T § "9 0h SHERT 92 781 g dfcd A1 A AqHT F 9912 gl
AT T 32T 9 Fq™T T8 o T FAAT gl AT ahl AT ArEhidah
gET | WXd qA Tod ATeITs U UHT U g, ST 6T AT S99 sl Hgdr
gfaaTied FEar 81 T8 7 Fad DTHA AT ATSIFAT T J=ATHF earasy g, dies

g1 % Togral w1 off T8 g wor yeqa AT g1 g U et At Are, e,
HIT=T 3% HaTe IiehaT & steaas | oredd SuAn fBrg grar 81 &S fog™ amd 2
o =&t TET 2909 ST FdT 9T 7 AT T & AT 0l AT =TT wl AT
gaTtaa T 21 #2 gt &1 9% € F qrerars ¥ w R § 99w v
RIS FAEwor 2, A% 5 el Rrgtat & wfdw et £

‘ATSIATE’ | GHTAT & g

T ATYAH T AISAT § THAEAT 6 T AL (A o ATSITe § 9% TE@rs ad
S| FATT THohaT T THE & forg Sea-Aiax Afeer 1 9f%H T g9 7feal § 9944

TATT 81 TH THIHRT & THATAh] FATIS A T 947 1< 7 1948-49 H qiaqTiad
3T 9 =9 g9 misd F 91 & 8 arHT /91 ardr w1 yaried G ey

gfadaTiea foFam @m g & 99 us ahar g e S9w (Sender), ®wer
(Message), ATea9 (Medium), Tgursdi (Receiver), st 9@ (Feedback)
TS BId gl & &l a1q g o ATeqame § Ig AT g9l a9 ggd of
STEATIT whl ST Fenl T Tfodh q2q A T TAC FHT IO G877 (holistic) §
R =7 i<k, THTST, ATAATU ST ATHT — 907 o7t 2 2

THT d¥g 9 1960 § ST & fag SfEe a=r 7 uF dfew wfaurtea AT e
FAT THUHHSE Aig (Berlo's SMCR Model) 3 19 & STET STdT gl It 9491T

gfehar & Yuw(Sender), #<9 (Message), WTed® (Channel), Tgorhal
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(Receiver) & Tl &l AZATU A gl THH AT Bf TAT G 6 TATALATAT

HIWOT AT ATT Fgd gl AT I 6 ATSTATE | FIG & T THT qcd gqTHA Bl
ATSTTE & ST HATT T ATAH I29T THI il SATHATh AT TI9T HT ATATHF
SIAT g1 ATSIATH TqATaT & Toh TR T THAAT THT & ST AT IAhT 6 SIAHA Dl G
|

THI qLg Thd-TdTeh SMETRa §=91% "igd (Semiotic Model) zermar g & @9,
Tehdl ST TAThT o ATeTT & T raT gl SIE - T o TeT-31 T o g gl ATE
HETSAT & Hehdl T QT J&TT gf SITaT gl J9TuT | FIATS a3 AT AT AT

TR AT gl 9Xd qiA =a ATSIqT T G608 TG 3T Agedqol IREH & —

o THETa i Ta S9N 92q G 7 Fgl g o ATl o SF0T | T il ST gt
2| T 97 979 € I q9Thl § IS ZIaT g, STH- FHE0IT, e, UR, od el FeATehtT
ST ATO(, HEHRT, ATH Sa-Td (S & S 61 Hl 3] a6 TgardT gl 39
TRTE TH had GIadard dgl, dfesd Uk GUh GATC THAT gl TST AT Teh

qAT HAaaee AT TRAT FT FUA FLAT § TGl Al & eF ATAAT ol
JTHRT SIAT g1 T FHATHTL o TT SATCH (AT SATHAT Fldl g AC IHT AT Tl A

FA & — Aol A6 GATL T GA T gl THT qlg ATSTATE H AL T T SATHAT 6
ot T TR TATY & ST JAQ: GATC o AT ATETH il TG FTT Hd gl AL 7+

o AT, AT, AT ST AT STTSHT F HTEAH F TR 3T Feha| i [HEdTT
T qHATAT g1 Tgdl, AT Aoy s ga1e 9 g & @=mt &1 |99
ToRIT STTAT g1 T T % SMTSAT HTeqT SE AT, qISHee offa il a¥g gl TA,
AT AT o o Tt AT 3T qarelt & S99 grar 81 Tg Ata-aad
FHIART  FT AT gl qroe, dias Atvag e sfiafes Arasren @i
TR & 10 S{qHA % TR T TGl (1A STaT gl S| el | S, 9T H;7
F, F2T AT TSHAT oT( fa@Td & o =2 6% arg g1 afed dqaag & ot grar
gl =ATAT, AR ATHAT REH F9UT,FH-9(1 ATfQ g7 gl Tg 39T T91F
HTETH | G991 g1 A oAt § He-fEore oflT HTeH T AT HT TATET
AT TATHOT 63T STaT 2l

THT q¥E UF Wiag It §=9 fgia 8 — 39T siv §qi® frgia (Uses and
Gratification Theory) | T8 AT ANT AT T F HTRLAT FT FI9 FLd & A
SERT ITART AT STELAT 1 T FL HE TTH F2A & [T F:d gl 39 &l &
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AR T A § — AT, TAAT, ATAATHS Tgd, ATATSS S| FEaq« &7
TSI HT FgaT & T ATes 1 3297 Hh IS gl afodh qeaua<a (98T 3w
AT AT g1 T T G ATeh H T90F ATAATHT (219 HeqH L g AL AT 51 I
ATHTIST S[STH i W asTg a9dT g T qg ToTd U UTethaherd ST & F0 ad

AL qH o AT § 9gf | Mied gl

XA qA & ATSIATE T gl AT [HF &l A9 g, qTodh el TET J918

ST & T oY W@ U9 & = H AT 6 7 qohedt g Tg A | G Hgiar
&1 i @A ATAT U gl THH AT il AATHF 3T FeATcHT fAtadl T o T

o & o031 AT 8, 98 AT o ATefah AT ATETAT o o[ | AN gl I8 UF
T3, Haaaeier 3l agamam T =91 AT g, 5 sngfas aads oie A=
HTEAAT § | TIATAT AT &7 2

TH Tg 9Xd {A F ATSIATH AT & qTFad A9 &1 Tl gl Tg Fd =l
qiehia® glgs gl & HTI-ATT ATSIHdT AT dfa® AT qTged *f AT THh
sie [fer 81 Taenr F = o wqfa Tomes § i T ol 9rear f I i

2|
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