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FROM THE EDITOR’S DESK 
 
When Ijad Madisch started Research Gate in 2008, he decided that the best way to reduce research 
redundancy would be to create an online professional network in which scientists could easily share data, 
information and results. Research would become more effective, and science would be better for it. Today 
the complete scientific community uploads its research papers on Research Gate, once they get published 
in a journal. It is a platform, which gets all scientists to showcase their research and give them a global 
reach. 
  
Can we create a ‘Research Gate’ for mass media researchers? Even if not a global one, a national one? 
Research would become more effective, and mass communication and communication studies would be 
better for it. Just imagine, at the click of the mouse you could read all research papers written by mass 
communicators, communicators and journalists either in academics, in the media, in public relations, 
advertising agencies or anywhere. What a good library it would be and an extremely great help to scholars 
and researchers in identifying their topics of research! 
  
Madisch’s project attracted the interest of Valley investors several years ago and now has more than $35 
million in funding from investors like Bill Gates, Benchmark, Founders Fund and Accel and more than 3 
million scientists use the site. 
  
Can we get the media industry in India to fund such a project and before that find a Madisch amidst us? 
Friends this is the food for thought for all of us. Do some of us want to come forward and start a project 
like this in India? We can start by spreading the idea in the media academia fraternity. Like-minded 
researchers-lets get together and start this yeomen task to help research improve, flourish and be read in 
India. 
  
Madisch has long advocated the advantages of “post-review” over “pre-peer review”. Rather than the 
traditional system, where a paper is submitted to a journal like Nature and pored over for months by a 
couple of reviewers, he wants to see a system where all research is published openly and immediately – not 
only does this bring more eyes to the research, but it also means that unsuccessful results get as good an 
airing as the successful ones. That’s something that should save other researchers an awful lot of time. 
  
Would this model work for mass communication research? The journey might look difficult but nothing is 
impossible. I will be grateful if my readers and authors could give me a genuine feedback. 
 
 
  
Dr. Durgesh Tripathi  
Editor, IJCD 
 
�
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Abstract  

Mass media are essential not only in promotion and propagation of innovative ideas but also in transformation of the 
society. It has been observed that with rapid growth of online users in the world, Internet has become one of the fastest 
growing mediums. India is world’s third largest Internet user having 31 per cent increase over March 2012, (Hindu, 
2013). The evolution of YouTube from a non-advertising supported to an advertising supported online media shows 
the impact of advertising on media content sites in today’s world. This increasing dependency on online advertising 
can also alter the nature of online media from a non-commercial interest to social networks based on commercial 
interest (Ha, 2008). As a result the study focuses on YouTube’s top ten most viewed advertisements of 2013 while 
trying to establish its relation to and portrayal of women as well as also raising questions about the nature of these 
advertising regarding social causes and welfare.  

Introduction 

We live in the world of multimedia and we are surrounded by a number of mediated products. In the present era, 
Internet is becoming a major global e-entertainer and e-news provider. It has been observed that with rapid growth of 
online users in the world, Internet has become one of the fastest growing mediums. India is world’s third largest 

Internet user after China and the United States having nearly 74 million Internet users, a 31 per cent increase over 
March 2012, as per global digital measurement and analytics firm comScore. Also The Telecom Regulatory Authority 
of India (TRAI) pegged the number of Internet subscribers in India at 164.81 million as of March 31, 2013 (Hindu, 
2013). As reported by the Economic Times, emerging markets like India has probably driven growth for the $ 464-
billion global advertising market in 2012 (ET, 6th December, 2011).  

YouTube is a video sharing website and the site has many channels within it. It is a virtual place where people upload 
and broadcast their videos. Not only that but People in general can also freely adjust and manage their uploaded 
videos. Going back in history, YouTube was born on February 14, 2005 but it was officially launched on December 
2005. Due to its potential and speedy growth from 8 million videos watched per day to 15 million videos watched all 
over the world by 2006, YouTube joined hands with Google. Since then there has been no looking back. General 
people from all over the world easily uploaded videos and view them in YouTube based on various topics such as; 
politically and socially inspired protest, festivals and celebrations, various human emotions, animals and pets etc. 
YouTube has provided a platform to every individual who uses Internet around the world to be heard i.e. giving voice 
to the voiceless through the medium of video broadcast. By July 2009 YouTube started to provide HD videos and by 
2011, YouTube gained 800 million viewers every month from around the world. It has come to notice that during 
special occasions such as the royal wedding of Prince William in April 2011, YouTube broke all its past record by 
making 72 million streams in 182 countries. By 7th March 2012, 30 billion videos were viewed in one day, thus 
making it a global achiever. (youtube.com)  

The evolution of YouTube from a non-advertising supported to an advertising supported online media shows the 
impact of advertising on media content sites in today’s world. This increasing dependency on online advertising can 

also alter the nature of online media from a non-commercial interest to social networks based on commercial interest. 
(Ha, 2008) 

Online advertising is deliberate messages placed on third party websites including search engines and directories 
available through Internet sources (Ha, 2008). It is a form of selling and it urges people to buy goods or services or to 
accept a viewpoint (Sultana, 1999). According to Rani (2007), Advertisers can better be known as ‘idea merchants’ 

WOMEN IN ONLINE ADVERTISEMENTS: A STUDY OF YOUTUBE 

Prof. G P Pandey, Dean & Professor, Assam Central University, Silchar  
Dr. Charu Joshi, Assistant Professor, Assam University, Silchar   
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than sellers or propagandist, because advertisers strive for acceptance of an idea by the people. The change in our 
Indian economy has now opened new doors for advertising. Advertising whether it is online or via any media has 
helped in marketing of the product and creating competition, which directly helps in quality improvement leading to 
expanding markets and sales. 

According to Santosh Desai, managing director and CEO of Future Brands while speaking in an interview said, 
advertising is the marketer's view of what they want us to use or see. For instance, earlier, any advertisements 
would have a housewife but now, more women are shown out of home and therefore their physical appearance is 
becoming more important. It obsesses with Youth. Four years ago, it was more about achievement, now it is more 
about appearance. That says something about the society. As a result, advertising is a fantastic place to look at as a 
reflection of society.  

According to Rani (2007) although the advertising content in recent years has changed slightly in portraying 
progressive ideas, even then the commodification of women has not changed. Almost all men’s products, ranging 

from underwear to shaving-creams are advertised by beautiful female models. Some advertisements have still 
continued to show the stereotypical portrayal of women. While others are revolutionary as they try to portray the new 
working, independent, aggressive, intelligent and assertive women (e.g. Tata Tea ‘Taaza Hole’).  
 
The study done by Joshi (2013) reveals that not many women use Internet, which is due to the fact that many do not 
have access to it at home. Those lucky to have it, use it mainly for educational purposes spending at the maximum 
half-an-hour only. They receive fewer e-mails and other variety of information thereby, leading to under exploitation 
or exposure of the limitless potential of the Internet in this era. Importantly it is found that most of the women 
respondents have learned the new media on their own, thus getting less scope and encouragement for formal computer 
literacy. 

It has been found in many studies conducted in the past that women have been widely used to advertise commercial 
products, rather than non-commercial ones. Sadly, the study mostly concluded that very less percentage of 
advertisements (1.3%) portrayed women development of which majority 90% advertisements portraying women 
development were of commercial category.  

The success of advertisements like ‘thanda matlab Coca-Cola’, ‘do boondh zindagi ki’ indicates that program contents 

and their presentation are also equally important. Thus, advertising is a very effective tool of communication to 
sensitise the people especially in a developing country like India. Therefore, advertisers have to realize this 
responsibility and help in women development particularly regarding their rights, privileges and other facilities. It has 
been observed that a number of advertisements uploaded on YouTube are related to women and among these 
advertisements some have the sole aim of social welfare and public concern including women development and 
welfare. 

Sexual Content based Advertisement: It was in 1992 that Alyque Padamsee created controversy with his Kamasutra 
condom advertisement campaign. Lintas launched the USP- safe and good sex. Also the Tuff shoes campaign in 1995 
had Milind Soman and Madhu Sapre pose nude. All these advertisements created a lot of controversies. But today 
advertisements have become very creative, credible and informative e.g. Deluxe Nirodh ‘Muqaddar ka Sikandar’, 

Amul Macho ‘Yeah toh bada toing hai’. (Rani: 2007) 

Social Responsibility Advertisements:  The foremost aim of an advertisement should be, to sell products with a 
sense of responsibility towards society. Some e.g. are: Frooti had a campaign to give away less fortunate a chance to 
experience mango moments through the initiative called ‘Aam Batne se Badhta hai’. It was with collaboration with 

radio one where in a caller called and shard his/her most memorable mango moments. For every experience that was 
shared, Frooti foundation donated a cartoon of Frooti to an orphanage. Another example is Jaago Grahak Jaago 
campaign of Tata Tea, which was very successful in creating social awareness. (Yadav, 2009). Idea cellular 
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advertisement to save paper and stop cutting trees, Aircel advertisements about saving tigers etc. are some 
advertisement with social cause as well as brand awareness. 

Objective of the Study:  

1. To study the relationship between advertisements and women. 
2. To find out the relationship between online advertisements and women. 
3. To examine the degree of commodification of women in online advertisements with reference to YouTube. 

 

Methodology: 

The study is based on discourse analysis of advertisements in terms of descriptive explanation and through quantified 
patterns of commodification of women based on top ten advertisements appeared in YouTube. YouTube is also the 
largest online video library growing at a superfast pace and accessible to all Internet users all over the world. It shows 
the popular demand of the Internet users regarding online advertising.  

The evaluation is based on certain questions framed by Jerry Kirkpatric in his book, In Defense of Advertising, 
Arguments from Reason, Ethical Egoism and Laissez-Faire Capitalism. The questions are: 1. What does the advertiser 
wants the audience to know, feel or do? 2. Who is the target audience? 3. What is the selling message? 4. And most 
importantly what is the execution? Execution is the concrete sense means by which the selling message is presented to 
the audience. Therefore, it includes the overall presentation, visual elements of the advertisement, the photography, 
and the choice of models or actors, jingles and any other sounds, the movement of people and objects that take place 
on screen.  

There are various kinds of appeals that the advertisers use. It touches the emotions, speaks to the viewer’s minds and 

excites their behavior. Emotional, Fear, humor, Social welfare, Personal appeal, Psychological, Cool, Fantasy. Besides 
these there are rational and sex and appeals used in advertisements. Also two approaches are used in advertising and 
they are hard sell and soft sell. All of these are described below: 

1. Emotional appeal connects human emotions and feelings. Alost all the advertisements use emotional 
appeal to maximize impact on consumers. It utilizes various human emotions like friendship, care, family 
bonds, love, passion, anger, security, happiness and fun. 

2. A fear appeal is also connected to emotional appeal and gives a negative vibe to the consumers making 
them believe that if they do not use the product they might be missing on something. Fear appeal is used 
with beauty and health related products e.g. insurance.  

3. Humor appeal too is an emotional appeal as it makes people laugh as well as recall immediately. Humor 
appeal connects as well as persuades consumers to buy the product or at least try it once.  

4. Social welfare appeal is an excellent emotional appeal as it highlights as well as scratches the consumers 
by trying to make them feel responsible to certain causes. It shows caring for themselves and others 
comprising of the society as a whole. Also its recall value is fast as it directly connects to ones senses just 
like humor appeal.  

5. Also Personal emotions are used extensively to highlight the product and bring to notice of the consumers.  

6. Psychological: to communicate hidden or non-provable benefits of having/using the product. For example, 
you’ll be more popular, more confident, taller, stronger and sharper etc. (Dixit, 2008) 

7. Cool: fashion or attitude followed by youth. 

8. Fantasy: an un-realistic world or feeling. 



JULY- DECEMBER - 2015                                                         VOL.- 5 ISSUE 2                                        ISSN-2231-2498   
 

www.communicationijcd.org                  International Journal of Communication Development               4 
 

9. Safety: a feeling of security or being free from mental or physical danger. 

10. Rational: it focuses on consumer’s practical, functional or utilitarian need for the product or service It 
motivate consumers by means of logical information and arguments (Woochang & Franke, 1999) Rational 
appeals deal with practical, realistic, logical, utilitarian or functional output of the product. Sex: nudity 
and sensuality to sell the product or achieve commercial success. 

11. Sex appeal uses sexual, erotic, suggestive and seductive expressions of both, male and female (mostly 
female) to sell a product or service. 

12. Hard sell and Soft Sell approach: There are two types of selling approaches and they are hard sell and 
soft sell approach. Unlike hard sell, soft sell approach utilizes an indirect way to convince target audiences 
rather than directly telling them to buy the product. E.g. use of pets and toys in the advertisement. 

Women in Online Advertisements: 

The Internet is a spectacular mass medium attracting unlimited attention producing words, pictures, video but also 
animated sequences. The study is based on the top 10 most-viewed YouTube India advertisements during 2013, 
released by Campaign India Team in December, 2013. They are described as follows considering the parameters of 
discourse analysis:  

1. Dove Real Beauty Sketches: A male FBI trained forensic artist named Zil Zamora makes individual portraits 
of 6 women as described by themselves. Theses women and the artist do not visually see each other and once 
the sketch is over the artist tells them to leave. But all the 6 women were advised before making the sketch to 
become friendly with another woman and man one of them named Cloe. Then the artist calls Cloe and others 
one-by-one and asks them general questions regarding the women’s face they met earlier and makes a new 
portrait as described by her. Then the artist calls each woman individually and both the two portraits of her are 
shown; one described by her and other described by another woman/man. The women are individually 
shocked as they find that they imagined themselves as imperfect and ugly while the other woman/man found 
her to be beautiful. Lastly a young couple is shown hugging each other. Thus a simple technique shown in the 
advertisement opens eyes of many women and highlights that beauty lies within oneself and what one thinks 
of oneself. So women should not look down upon themselves. Dove ends by words: you are more beautiful 
than you think you are. The advertisement is targeted to young women and presents gender role of women 
who thinks too much about her external beauty. The portrayal of lifestyle and costumes are modern and also 
the treatment is westernized. The language of the advertisement is English and the ambience is urban as well 
in studio. It has emotional and psychological appeal. The overall composition of frame includes mostly 
extreme close up, close-up, medium close up, mid shots, long shots, extreme long shot, zoom in, cut in shots 
and two shots as well as slight camera movements. The overall music of used in the advertisement is light and 
soothing to ears. YouTube published this advertisement on 14th April 2013 and its total time is 3 minutes and 
1 second. 

2. Lifebuoy Help a Child reach 5: the advertisements starts with a child seeing hand prints on the ground. He 
follows it to find his father walking with the help of his hands and his legs facing sky. He calls for his father 
and they walk together, in the process people in the village start noticing it and they call each other to join 
him. He passes through the village, and then through the paddy field where women throws flowers in his way. 
The man makes sure that he does not even hurt an ant in his way. People beat the traditional drums and 
continue the journey. Seeing this crowd a girl from a bus gets down and joins the crowd. At one point he 
reaches the temple and prays. The girl is surprised and enquires why such dedication, to which an elderly man 
replies that this is the first boy of the man (Gundappa) who had survived and reached five years of age. The 
screen scrolls and the words starts to appear that every year many children in India below five years of age die 
due to diarrhea and pneumonia which can be prevented by the simple healthy hand washing habits. The brand 
promises to take this mission to a village named Thesgora, which is one of the highest rate of diarrhea and to 
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help them celebrate every fifth birthday of a child. The background music of the advertisement is very 
soothing to ears with beautiful south Indian traditional music as well as chorus.  The target audiences of the 
advertisement are general people but most importantly children and their parents. It represents a social role 
status of having a male child (one son) based in traditional lifestyle and in rural setting. The advertisement 
highlights paternal symbolism and its language is Hindi and English. The appeals used are emotional, fear, 
social welfare, personal, safety and rational appeal. The advertisement portrays social development message. 
The girl here is shown as alien not accustomed to the village traditions, rituals and customs although she 
seems to be educated as progressive lady. This advertisement has soft sell approach and all types of 
photography shots, angles as well as camera movements have been used. YouTube published this 
advertisement on 18th February 2013 and its total time is 3 minutes and 16 seconds. 

3. Kit Kat dancing babies: A pediatric MBBS student gets the chance and eats the product. He realizes and is 
surprised to find small cuddly babies barely able to stand on feet dancing as he eats the product. As soon as 
the product finishes everything looks back to normal. He then leaves the room and runs back to join his 
friends. It is a kind of general advertisement, which shows normally attitudes of people when in strange 
situations. This advertisement has used hyperbole and its target audience is not clear, although the researcher 
can guess that it is targeted to all in general. It represents gender social role as male being the main doctors. 
Values presented are modern, treatment is youth oriented, language is Hindi and English. The appeal used is 
humor, psychological, cool and fantasy and the approach is hard sell. The photography uses various shots 
sizes and the music is dominant as it adds to the humor. YouTube published this advertisement on 17th 
January 2013 and its total time is 46 seconds. 

4. Old Spice India, Mantastic Man: Model and Actor Miland Soman speaks about how to become man in a 
very seductive way in a beautiful mansion. At last he ends with a seductive women and the product with him. 
Lastly he reminds that he is a busy and very important man. This advertisements uses metaphor, hyperbole 
and targets men in general. Uses celebrity Miland Soman extensively as an eye candy supported by a female 
model. It portrays gender role by highlighting man as superior than female as the female model obeys to his 
commands and sits on his lap also promoting sex appeal and commodification to sell products by using both 
male and female bodies. The language of the advertisement is both Hindi and English. Besides sex appeal, the 
advertisement also has psychological, cool and fantasy appeal and uses hard sell approach. The background 
music is mild and melodious. The overall photography uses close up, medium close up, medium shot, long 
shot, extreme long shot, two shot and zoom-in. YouTube published this advertisement on 8th October 2013 
and its total time is 1 minutes and 16 seconds. 

5. Baby & Me, Evian Drinking Water: People belonging to various races, gender and age groups are shown in 
a big city with big mirrors. Here everyone starts to see himself/herself in the mirror as babies imitating 
themselves thriving with the slogan ‘live young’. It is a kind of general advertisement, which shows normally 
attitudes of people when in strange situations but with an interesting approach. This advertisement uses 
hyperbole, targeting all age groups, portrayal of lifestyle and costumes are modern, treatment is westernized, 
English language and urban ambience. The appeals used are humor and fantasy and the approach is soft sell. It 
shows interesting visual graphics appealing to eyes and also uses various shot sizes, low angles has been used. 
The music is a blend of sound effects and is rhythmic. YouTube published this advertisement on 19th April 
2013 and its total time is 1 minutes and 17 seconds. 

6. Kajol reaction to Lifebuoy Help a Child Reach 5 campaign: Actor and mother Kajol gives her opinion 
regarding diarrhea. She says that since we love our children too much, that even  if they get a scratch or a 
sneeze we get worried. When she calls the doctor regarding her child the doctor says that its ok, its just 
diarrhea.  But it not only diarrhea as she gives the example of the Gundappa (Lifebuoy advertisement) which 
she saw in Youtube and how he lost all his children because of it. She is moved by him and wants a solution 
to this problem by most importantly developing hygienic and healthier habit of washing hands before eating 
food and after coming back from bathroom. She then requests all to go and type in YouTube ‘help a child 
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reach 5’ and see as well as show the story of Gundappa. Even people can donate if they want to and Lifebuoy 

will give the exact same amount.  She informs that around 20 lakhs children in India die every year due to 
diarrhea and again requests everyone to help a child reach 5. This advertisement/video is different from 
conventional ones as it is more interactive. It is shown as if one-to-one talk is going on which is realistic. The 
advertisement in general targets all but more importantly to parents and children. The depiction of lifestyle 
and costumes are modern, shows maternal symbolism and is in Hindi language and Kajol represents 
workingwomen.  This advertisement has social development message and has various appeals, i.e. emotional, 
fear, social welfare, personal, safety and rational. Its approach is soft sell and there is no background music till 
the time Kajol speaks. Once she is gone a mild music follows showing on screen the YouTube link and 
Lifebuoy. The shots mainly comprise of medium close up, medium shot and long shot. YouTube published 
this advertisement on 27th August 2013 and its total time is 1 minute and 28 seconds reacts in a very emotional 
and practical way. 

7. 5 Star, Suresh and Ramesh at home: A general comedy genre advertisement based on 1960s style 
statement, where two grown men (brothers) having slow brain development cut off their father pants as per 
their father wishes. But they cut it too short and the father imagines being laughed at by his wife after seeing 
him wear that and thus the father slaps the boys hard on the face. The boys are then shown in hospital covered 
with bandages in head and are advised only liquid diet by the nurse. They are sad, as they won’t be able to eat 

the product. The voice of god says that the product has become softer now. The advertisement shows paternal 
symbolism, family comprises of only sons, language is Hindi and English, appeal is humor and cool and has 
soft sell approach. The background music also includes sound effects and adds to the humor in the 
advertisement. The overall composition of frames includes medium close up, medium shot, over the shoulder, 
two shot, low angel and zoom in. The slogan of the advertisement is ‘Jo Khaye Ko Jaye’. YouTube published 

this advertisement on 8th August 2013 and its total time is 46 seconds.  

8. Sony Xperia-Z Smart Phone: the advertisement shows all the features of the smart phone and also includes 
human touch to it by showing relationships; couples, group friends, happy men and women etc. It is mostly 
explained by the voice of god which says about the expertise of Sony and how it fulfills imagination and 
desire to go further in life even though in a cramped crowd with one simple touch like magic. This 
advertisement mostly tells about the features of the product. Target audiences are well-educated and 
professional people. A variety of young male and female models have been used, lifestyle depicted is modern, 
treatment is westernized, women are shown as independent and equal to men and language of the 
advertisement is English. The costumes worn by women are modern and sometimes revealing. This 
advertisement has rational and fantasy appeal and a hard sell approach. The background music is blending 
with the pictures and adds to the story telling of the advertisement. Various shots and camera movements have 
been used. YouTube published this advertisement on 7th January 2013 and its total time is 2 minutes and 8 
seconds. 

9. Samsung Galaxy S4 Smart Phone: All the features of the phone is shown using only graphics and music. It 
focuses on the product specifically. YouTube published this advertisement on 14th March 2013 and its total 
time is 4 minutes and 24 seconds. 

10. Reunion via Google search: the advertisement starts with prayers from the mosque and birds flying away 
from it. A grandfather introduces an old photo of his and his childhood best friend named Yusuf to his 
granddaughter who listens to him carefully. He tells her that in Lahore (Pakistan) they had a big park in front 
of their house and the gate was of the time Baba Hazrat. Every evening they both used to fly kites in the park 
and then steel Jhajariya from Yusuf’s sweets shop and eat it. As the granddaughter enquires about Jhajariya 

sitting in their shop, an old customer cum friend arrives. The grandfather introduces his granddaughter to him 
to which she smiles and says Namaste. Later at home while having tea she thinks about it (the background 
music includes the voices of boys calling for each other and playing), sees the photo again and sits on her 
laptop to find Google. She types ‘Park with ancient gate in Lahore’ finds various options and then ends on 
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‘Mochi Gate’ via Wikipedia, she again types ‘what is Jhajaria’ in Google and finds that it is a delicacy of 
India origin made with corn, milk, ghee, sugar and garnished with raisins and nuts again via Wikipedia. She 
again types ‘Oldest sweet shop near Mochi gate Lahore’ to which she finds Fazal Sweets, Mochi Darwaza 

Lahore. She enters the website of Fazal sweets, types the phone number and makes the call. The grandson of 
Yusuf in the sweets shop in Lahore receives her phone call. They both talk and the grandson gives the phone 
to Yusuf, saying somebody has called from Delhi. When enquired, Suman tells that she had called form Delhi 
and she is the granddaughter of his childhood friend Baldev by reminding him of they steeling Jhajariya when 
they were boys. Yusuf remembers and smiles and his eyes become emotional and expressive. The background 
music becomes louder as they talk. After the conversation, Yusuf looks at his grandson who types ‘Indian visa 

requirement’ in Google from his mobile phone and gets the information. He looks back at his grandfather who 

is still touched by the phone call made by Suman. Here in India, Baldev tells his granddaughter sitting near 
India Gate that after Indo-Pak Partition, they immediately came to India (becomes emotional) and that he 
always remembers Yusuf. On the other side, Yusuf’s grandson packs the Luggage bag and surfs Google to 
find out about the weather in Delhi through his mobile phone. The forecast says it will be rainy and he packs 
the umbrella in the bag. They leave home, and Suman too. On her way in the taxi she types the flight number 
in Google via her mobile phone to find out flight status and instructs the taxi driver to ride faster. The doorbell 
rings, Baldev opens the door and enquired about the stranger standing outside his door. Yusuf takes a good 
look at him and wishes him happy birthday. Baldev’s granddaughter comes ahead and Baldev realizes and 
becomes emotional as the name of his childhood friend comes out trembling from his mouth. Both friends hug 
each other and both grand-children become emotional too. Then comes Google to take all the credit and the 
advertisement ends with both Yusuf and Baldev sitting on the veranda and enjoying rain together. A beautiful 
advertisement where Google search engine is shown to have helped in getting the required information, which 
is very true in real sense if utilized. This advertisement tells about the social relationship and human touch, 
which is core element of the Indian culture. This advertisement by Google targets all and presents a balance in 
gender roles, portrayal of lifestyle is traditional as well as modern, treatment is youth oriented, costumes are 
traditional, paternal symbolism, family members includes both son and daughter, language is Hindi and 
English, urban ambience and has social, educational, economic and gender development messages. It has a 
very emotional, personal and rational appeal and soft sell approach. The advertisement uses sound effects to 
further enhance music, which is used to communicate when vocal is not used. Thus music is very expressive 
and rhythmic. The camera utilizes various shot sizes, angles as well as camera movements. YouTube 
published this advertisement on 13th November 2013 and its total time is 3 minutes 33 seconds. 

Findings of the study:  

The findings of the study led the researcher to an interesting revelation and i.e. advertisements are not only meant to 
give information about the product but are potential enough to change the lifestyles, likings, expressions and 
behavioural patterns. In addition to that, the advertisements increase the knowledge and boost confidence regarding 
advertised products and services. Their content is also very important from the point of view of the viewers that the 
advertisements need to be creative, socially motivated, information related, interesting, humorous and fresh in idea. 
 
Also advertisements in the past have mostly portrayed women in stereotype positions, as superficial, only physical, 
sometimes ornamental, passive, subordinate, degraded, seductive characteristics etc and this is not true even today for 
all kind of advertisements. But there are some advertisements who do portray women in positive light. It also 
motivates and inspires women for independent decision-making and promotes women development such as Reunion 
via Google search and Kajol reaction to Lifebuoy Help a Child Reach 5 campaign. 

Summary and Conclusion: 

On the basis of above discussion the study revels that from the list of top 10 advertisements people viewed in You 
tube India 2013 as mentioned above, the researcher feels that it is true that people do watch advertisements were 
women are commodified but now there is a shift in this kind of advertisements as people independently like to see 
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content and concept related advertisements. Commodification can be effective in the short run to establish a brand but 
in the long run a social obligation is the new mantra in the advertising world for a brand advertised to succeed.  

It has also been realized in the advertising corporate world that advertising is no more about women commodification. 
According to S. Subramanyeswar, Lowe Lintas in an interview said that brands that advertise need to have a bigger, 
higher order purpose and every brand needs to have a social proposition. “People tend to relegate it to some sort of 
Corporate Social Responsibility, but it's not that. Once upon a time, government and religious institutions used to 
codify things for us and tell us what's good and bad. In a post-modern world, brands have taken on that role”. Brands 

should try and replace the question 'What do we do?' with 'Why do we exist?'. (afaqs.com)   

In the study it has been found that there is less commodification of women in the advertising mentioned above and 
showed on YouTube but it is not true in general media as such. On the basis of the study, it has been found that only 
one advertisement is based on commodification and sex appeal while majority of the advertisements are based on 
social causes. To make the advertisements more attractive, informative and realistic, animation and graphical 
representation is also extensively used. Proposed study also reveals that children are now the focal points for 
advertisements and are properly used to maximize impact. The researcher feels that the advertiser should also choose 
the other mediums of communication in order to make it more viewed as well as acceptable. 

The study also gives a particular message that if the advertisers choose the ideas mentioned above especially the ones 
with social welfare appeal then their advertisements may become popular among the masses and help in the long run 
not only to establish their brand but also assist in social causes. 
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Abstract 

The ease of sending and receiving information with Information and Communication Technologies (ICTs) has been 
increasing rapidly. Undergraduate students of Mass Communication are also keen to use all the gadgets and 
technology available today for not just personally, but also for their studies. The current study tries to map the usage 
of internet, types of content watched and usage of educational programmes in studies, perception for educational 
programmes and the opinion of students on live interactive educational programmes. For this purpose, a survey of 100 
undergraduate students from two Mass Communication institutes of Delhi was conducted. The survey revealed that 
Internet is mostly accessed for information access. YouTube is most popular for watching videos. The students mostly 
watched informational videos. The study also showed that most of the students find these programmes helpful and 
supplementing their classroom studies and interactive educational programmes using ICTs are known to more than 
two-third students. And, in future, more than half of the students want to participate in live programmes. Most of the 
undergraduate students have positive opinion about ICT-based educational programmes. 

 Keywords 

Information and Communication Technologies (ICTs), internet usage, online videos, educational programmes, 
perception for educational programmes, participation in interactive programmes, etc 

Introduction 

Information and communication technologies have increased the speed of information flow in the world. These 
technologies also impact education and help students in their studies. With each passing day, interaction through 
machines is increasingly becoming favourite among college goers. The easy usage and coverage of such technologies 
have led to instant and regular feedback/interaction. The machines include computers, laptops, tablets, mobile phones, 
DVD, audio-video equipment, among others. These technologies have one advantage over other ordinary methods of 
communication; these can store and preserve information as data. This data is stored digitally and can be retrieved 
easily by anybody and from anywhere. The money spent on ICTs globally is estimated to be $3.5 trillion and 
increasing every year.  

The usage of ICTs in different areas has also helped in development. Every year, International Communication Union 
releases rankings on the usage of ICT for development index. In the recent study, Denmark stood first, followed by 
South Korea. The World Summit on Information Society (WSIS) has approved a resolution regarding United Nations 
Millennium Declaration’s goal of implementing ICT to achieve Millennium Development Goals. Education sector has 

also witnessed comprehensive approach to promoting ICTs in education by UNESCO. ICTs have also contributed to 
universal access to education, increasing teacher’s knowledge and skills for quality teaching and building an efficient 

educational system. These technologies have created new platforms for interaction and feedback for students, and in 
future, stand to increase participation and speed in solving problems in the sector and every other sector. 

Research Objectives 

1. To inquire the usage of internet among undergraduate students. 
2. To find out the viewing of different types of videos on the internet. 
3. To assess the usage of educational programmes for studies. 

 
USAGE OF ICTS BY UNDERGRADUATE MEDIA STUDENTS:  

 A STUDY OF PRIVATE INSTITUTES IN SOUTH DELHI 
(Dr.) Manoj Dayal, Professor, Media Studies, Guru Jambheshwar University of Science & Technology, Hisar  
Varinder Verma, Research Scholar, Dept. of Media Studies, Guru Jambheshwar University of Science & 
Technology, Hisar (Haryana) 
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4. To study students’ perception on educational programmes. 
5. To find out the opinion of students on live interactive educational programmes. 

 

Research Methodology 

A survey was conducted on one hundred (100) undergraduate students studying in two private institutes of South 
Delhi, Take One School of Mass Communication and IAAN School of Mass Communication. Stratified random 
sampling was used by taking 50 students each from both the institutes. A questionnaire was made with questions 
related to the usage of internet, its need and purpose in day-to-day life. 

Data Analysis 

Usage of Internet by undergraduate students: 

Table 1: Purpose of using internet according to age (Cross Tabulation) 

Purpose  17  to 18 Years 19 to 20 Years 21 to 22 Years 23 to 24 Years Total 

Information 18 (54.5%)  18 (43.9%) 12 (60%) 4 (66.7%) 52 (52%) 

Education 4 (12.1%)  8 (19.5%) 3 (15%) 1 (16.7%) 16 (16%) 

Social Media 7 (21.2%) 10 (24.4%) 5 (25%) 1 (16.7%) 23 (23%) 

Chatting/Email 2 (6.1%) 2 (4.9%) 0 (0%) 0 (0%) 4 (4%) 

Entertainment 2 (6.1%) 3 (7.3%) 0 (0%) 0 (0%) 5 (5%) 

Total 33 (100%) 41(100%) 20 (100%) 6 (100%) 100% 

As per Table 1, Internet is used for information seeking by more than half of the undergraduate students, i.e. 52 per 
cent, while social media is used by about 23 per cent of the students. Internet is used by about 16 per cent students, 
with only 4 per cent and 5 per cent using it for chatting and entertainment, respectively. Among information seekers, 
the students in age group of 23 to 24 years use the medium most, at about 67 per cent, followed by students in age 
group of 21 to 22 years, at 60 per cent, and students in age group of 17 to 18 years, at about 55 per cent. 

Social media users of age groups 19 to 20 years and 21 to 22 years have only 0.6 per cent difference. There are no 
users for chatting/email and entertainment in age group from 21 to 22 years and 23 to 24 groups. 

 

Bar Chart 1: Use of Internet age group wise 
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Access of videos on YouTube: 

Table 2: Access of YouTube according to age groups (Cross Tabulation) 

Access 17  to 18 Years 19 to 20 Years 21 to 22 Years 23 to 24 Years Total 

Yes 27 (81.8%) 37 (90.2%) 19 (95%) 6 (100%) 89 (89%) 

No 6 (18.2%) 4 (9.8%) 1 (5%) 0 (0%) 11 (11%) 

Total 33 (100%) 41 (100%) 20 (100%) 6 (100%) 100% 

Famous for videos, YouTube is accessed by 89 per cent of the undergraduate students surveyed. According to Table 2, 
23 to 24 years age group accessed the website cent per cent, whereas 95 per cent students in age group 21 to 23 years 
have watched videos on the website. The age group 17 to 18 years showed least access among the groups for the 
website with about 82 per cent watching content on the portal. 

 

Bar Chart 2: Access of YouTube age group wise 

Types of videos watched on the Internet: 

Table 3: Types of videos watched on the Internet age group wise (Cross Tabulation) 

Type of Videos 17  to 18 Years 19 to 20 Years 21 to 22 Years 23 to 24 Years Total 

Songs 13 (39.4%) 10 (24.4%) 7 (35%) 1 (16.7%) 31 (31%) 

Funny Videos 4 (12.1%) 3 (7.3%) 7 (35%) 0 (0%) 14 (14%) 

Informational 
Videos 

12 (36.4%) 20 (48.8%) 4 (20%) 4 (66.7%) 40 (40%) 

Movies 2 (6.1%) 4 (9.8%) 2 (10%) 1 (16.7%) 9 (9%) 

Educational 
Programmes 

2 (6.1%) 4 (9.8%) 0 (0%) 0 (0%) 6 (6%) 

Total 33 (100%) 41 (100%) 20 (100%) 6 (100%) 100% 
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Table 3 shows the types of videos watched by undergraduates on internet. It shows that informational videos are most 
popular with 40 per cent students going for it. About 31 per cent and 14 per cent UG students watch songs and funny 
videos, respectively. Only 9 per cent and 6 per cent were watch movies and educational programmes, respectively. 
Students of age group 17 to 18 years give preference to songs, with about 40 per cent watching informational videos. 
In age group 19 to 20 years, the most preferred content is informational videos (49 per cent), followed by songs (about 
25 per cent), and movies and educational programmes (about 10 per cent each). In age group 21 to 22 years, 35 per 
cent students like to watch songs and funny videos, but no one likes to see educational programmes. About two third 
in the age group 23 to 24 years (67 per cent) are interested in watching informational videos and about 16.7 per cent 
prefer to watch songs and movies, while no one wishes to see educational programmes. 

 

Bar Chart 3: Types of videos watched on YouTube age group wise 

Educational programmes viewing by undergraduate students: 

Table 4: Educational programmes age group wise (Cross Tabulation) 

Educational 
Programmes 

17  to 18 Years 19 to 20 Years 21 to 22 Years 23 to 24 Years Total 

Yes 25 (75.8%) 35 (85.4%) 15 (75%) 6 (100%) 81(81%) 

No 8 (24.2%) 6 (14.6%) 5 (25%) 0 (0%) 19 (19%) 

Total 33 (100%) 41(100%) 20 (100%) 6 (100%) 100% 

 

As Table 4 shows, educational programmes are watched by 81 per cent of undergraduate student, whereas the rest, 19 
per cent students do not watch any educational programme. About 75 per cent respondents in age group 17 to 18 years 
and 21 to 22 years have watched educational programmes, whereas cent per cent students in age group of 23 to 24 
years have watched educational programmes. In age group 19 to 20 years, about 85 per cent students have watched 
educational programmes either on television or Internet. 
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Bar Chart 4: Age group wise preference of watching educational programmes 

Perception of undergraduate students for educational programmes: 

Table 5: Perception about educational programmes age group wise (Cross Tabulation) 

Perception 17  to 18 Years 19 to 20 Years 21 to 22 Years 23 to 24 Years Total 

Helpful 23 (69.7%) 28 (68.3%) 17 (85%) 4 (66.7%) 72 (72%) 

Provide Less 
Content 

5 (15.2%) 4 (9.8%) 2 (10%) 1 (16.7%) 12 (12%) 

Supplement to 
classroom teaching 

5 (15.2%) 9 (22%) 1 (5%) 1 (16.7%) 16 (16%) 

Total 33 (100%) 41 (100%) 20 (100%) 6 (100%) 100 (100%) 

 

As per Table 5, about 72 per cent undergraduate students perceive educational programmes to be helpful in their 
studies, while 16 per cent take these programmes as supplement to classroom teaching. About 12 per cent respondents 
say that these programmes provide less content. In age group 17 to 18 years, about 70 per cent find such programmes 
helpful; about 15 per cent each find these as supplement to classroom teaching and with less content. In age group 19 
to 20 years, about 68 per cent students find educational programmes helpful, while 22 per cent see these as supplement 
to classroom teaching; about 10 per cent of students find these programmes to have less content. About 85 per cent 
students in age group 21 to 22 years fund these programmes to be suitable for studies, while about 10 per cent see 
these negatively, suggesting these to have less content, and only 5 per cent see them complementing their studies. In 
age group 23 to 24 years, about two third (67 per cent) find these programmes helpful and about 17 per cent each take 
such programmes as a supplement and with less content for studies, respectively. 
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Bar Chart 5: Perception about educational programmes age group wise 

Viewing of live educational programmes: 

Table 6: Number of times one watched a live lecture (Cross Tabulation) 

Live Lectures 17  to 18 Years 19 to 20 Years 21 to 22 Years 23 to 24 Years Total 

Yes 16 (48.5%) 22 (53.7%) 12 (60%) 3 (50%) 53 (53%) 

No 17 (51.5%) 19 (46.3%) 8 (40%) 3 (50%) 47 (47%) 

Total 33 (100%) 41 (100%) 20 (100%) 6 (100%) 100% 

 

As per Table 6, watching live lectures has mixed reactions from undergraduate students, with 53 per cent have 
watched these and the rest, 47 per cent not attended any live lecture. In age group 17 to 18 years, there is a difference 
of only 3 per cent in watched and not watched categories of students; in case of age group 19 to 20 years, there is 
difference of about 7 per cent. In age group 21 to 22 years, 20 per cent students have watched live lectures more. In 
case of age group 23 to 24 years, there is no gap in watching. 

 

Bar Chart 6: Times of live lectures being watched in various age groups 
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Educational programmes using ICTs for interaction: 

Table7. Watching educational programmes using ICTs age group wise (Cross Tabulation) 

ICTs Applied  17  to 18 Years 19 to 20 Years 21 to 22 Years 23 to 24 Years Total 

Yes 19 (57.6%) 34 (82.9%) 12 (60%) 5 (83.3%) 70 (70%) 

No 9 (27.3%) 6 (14.6%) 4 (20%) 1 (16.7%) 20 (20%) 

Can’t Say 5 (15.2%) 1 (2.4%) 4 (20%) 0 (0%) 10 (10%) 

Total 33 (100%) 41(100%) 20 (100%) 6 (100%) 100% 

About 70 per cent undergraduate students have watched interactive educational programmes which are using 
Information and Communication Technologies (ICTs) for interaction with viewers whereas 20 per cent have not 
watched any such programmes but 10 per cent do not remember about watching of such interactive educational 
programmes. In age group 17 to 18 years about 58 per cent students have watched programmes those applied ICTs in 
it. Whereas 27 per cent have not watched any programme but about 15 per cent can’t say anything regarding such 

programmes. In age group 19 to 20 years students about 83 per cent have watched interactive programmes whereas 
about 15 per cent students not watched this type of educational programmes but only about 2 per cent in this age group 
can’t say for such kind of educational programmes. 

 

Bar Chart 7: Watching Educational Programmes using ICTs for Interaction Age group wise 

Participation in Interactive Educational Programmes: 

Table 8:  Participation in Educational Programmes Age group wise (Cross Tabulation) 

Participation  17  to 18 Years 19 to 20 Years 21 to 22 Years 23 to 24 Years Total 

Yes 10 (30.3%) 17 (41.5%) 9 (45%) 3 (50%) 39 (39%) 

No 23 (69.7%) 24 (58.5%) 11 (55%) 3 (50%) 61 (61%) 

Total 33 (100%) 41 (100%) 20 (100%) 6 (100%) 100% 
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As shown in Table 8, there are only 39 per cent undergraduate students that have tried or participated in interactive 
educational programmes; 61 per cent have never tried asking questions in such programmes. In age group 17 to 18 
years, about 30 per cent, about 42 per cent in age group 19 to 20 years, and about 45 per cent in age group 21 to 22 
years have participated in such programmes. In age group 23 to 24 years, students have expressed mixed reactions 
regarding participation in these programmes, with 50 per cent each. 

 

Bar Chart 8: Participation in educational programmes age group wise 

Future participation in interactive educational programmes: 

Table 9: Interest in participating in educational programmes in future (Cross Tabulation) 

Future 
Participation  

17  to 18 Years 19 to 20 Years 21 to 22 Years 23 to 24 Years Total 

Yes 21 (63.6%) 24 (58.5%) 13 (65%) 5 (83.3%) 63 (63%) 

No 6 (18.2%) 5 (12.2%) 3 (15%) 0 (0%) 14 (14%) 

Can’t Say 6 (18.2%) 12 (29.3%) 4 (20%) 1 (16.7%) 23 (23%) 

Total 33 (100%) 41 (100%) 20 (100%) 6 (100%) 100% 

 

As per Table 9, 63 per cent undergraduate students are very much optimistic about participating in educational 
programmes in future, whereas 23 per cent have no response. Fourteen per cent have no interest in participation going 
ahead. In age group 17 to 18 years, about 63 per cent showed interest in coming years, while about 18 per cent each 
have no interest and no response towards such participation. In 19 to 20 years age group, about 59 per cent have 
interest in future participation, but about 30 per cent students in the same age group have no response; about 12 per 
cent showed no interest in participation. In age group 21 to 22 years, 65 per cent have interest, 15 per cent have no 
interest, and 20 per cent have no response for future participation. About 83 per cent UG students in age group 23 to 
24 years showed interest in future participation, while about 17 per cent gave no response for such participation. 
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Bar Chart 9: Interest in participating in educational programmes in future  

Opinion of undergraduate students on educational programmes: 

Table 10: Opinion about educational programmes in studies, age group wise (Cross Tabulation) 

Opinion 17  to 18 Years 19 to 20 Years 21 to 22 Years 23 to 24 Years Total 

Strongly Agree 5 (15.2%) 7 (17.1%) 4 (20%) 2 (33.3%) 18 (18%) 

Agree 18 (54.5%) 19 (46.3%) 10 (50%) 4 (66.7%) 51 (51%) 

Neutral 9 (27.3%) 11 (26.8%) 5 (25%) 0 (0%) 25 (25%) 

Disagree 0 (0%) 3 (7.3%) 1 (5%) 0 (0%) 4 (4%) 

Strongly 
Disagree 

1 (3%) 1 (2.4%) 0 (0%) 0 (0%) 2 (2%) 

Total 33 (100%) 41(100%) 20 (100%) 6 (100%) 100% 

 

Table 10 shows the students’ opinion regarding educational programmes in studies. Fifty one per cent of 
undergraduate students agree and 18 per cent strongly agree, while one fourth (i.e. 25 per cent) find these educational 
programmes neutral. Only 4 per cent disagree and just 2 per cent strongly disagree and find such programmes valuable 
for studies. In age group 17 to 18 years, about 60 per cent (54.5 per cent and 15.2 per cent) agree and strongly agree, 
whereas about 27 per cent take these neutral for studies. About 63 per cent (46.3 per cent and 17.12 per cent) UG 
students in age group 19 to 20 years agree and strongly agree in opinion towards benefits of programmes in studies, 
whereas about 27 per cent have neutral response/opinion about such programmes. In age group 21 to 22 years, about 
70 per cent (50 per cent and 20 per cent) agree and strongly agree for the benefits of educational programmes, whereas 
about 25 per cent students in same age group find these neutral; 5 per cent disagree on the beneficial value of such 
programmes. In age group 23 to 24 years, one third (33.3 per cent) and two third (66.7 per cent) strongly agree and 
agree, respectively, and have opinion that these educational programmes are helpful for studies.  
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Bar Chart 10: Opinion about educational programmes age group wise 

Results 

Internet is mostly accessed for information at about 52 per cent; 23 per cent use it for social media. 
YouTube is accessed for watching videos by 89 per cent undergraduate students. The most watched are informational 
videos, by about 40 per cent. Songs are watched by 31 per cent. Funny videos, movies and educational programmes 
are searched by about 14, nine and six per cent UG students, respectively. 
Eighty per cent UG students have watched educational programmes and 72 per cent accept that such programmes help 
in their studies, whereas 16 per cent find these as supplements to classroom teaching. Twelve per cent are in concern 
that these programmes provide less content. There are mixed reactions on watching live educational programmes. 
However, interactive educational programmes using ICTs are known to 70 per cent. Twenty per cent does not know 
about ICTs in such programmes, but 10 per cent respondents have no knowledge about ICTs usage in live interactive 
programmes. 
Participation in live educational programmes is only 39 per cent, but in future, about 63 per cent UG students want to 
participate in such programmes, while 23 per cent have mixed response. 
About 51 per cent students agree that such programmes help in studies. About 18 per cent strongly agree, while one 
fourth of total respondents are neutral. Only four and two per cent, respectively, disagree and strongly disagree for the 
favourable opinion for these educational programmes. 
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Abstract 
Feminization of poverty is most complicated and compound process which is well on way all through world especially 
in the less developed countries.  Long term investment in building base for mobilization of development components 
viz. infrastructure, human capital and environmental capital is only solution for the right pavement   to the sustainable 
development. Investment in the above sectors depends on the variety of things which affect the overall inclusive 
development of a country. In developed countries investment in these sectors are very high and sustainable due to 
strong capital base and dominating economy but in the less developed countries these traditional areas are still not 
properly covered due to several reasons. At present, female are about half of the world’s total human capital   and they 

remain underutilised world over, the proportion   may vary from economy to economy. In less developed economies 
the proportion of women in all sectors including politics, market, education, health and other key sectors are yet a 
great concern. While traditionally women have been a driving force of the infrastructure, human capital and the 
environmental capital but due to modern approach of development women are most freak and vulnerable despite 
increasing education. In the society cultural attitude of the male and women agencies are still doubting on their 
capacity which is a major challenge of the development. We propose that by bringing change in men’s   cultural 

attitude and women agencies the process of development can be made easy and accessible to all, otherwise the 
sustainability and accessibility of development agencies might be under a severe threat. Better use of world’s half 

population could definitely contribute in the economic growth, reducing poverty, increased societal well-being and 
sustainable development in all countries equally. Gender gap, formation of women agencies, cultural attitude, and 
gender dimensions are the major obstacle in overall development of the society. 

Keywords: women agency, feminization of poverty, inclusive growth, gender gap, cultural attitude and gender 
dimension   

Introduction 

Poverty among women have been considered as a most complicated issue in order to eradicate the poverty from the 
society in general and women in particular. Now, it is well established fact that the society cannot be made 
discrimination free unless a greater emphasis is laid on women. Due to increasing pace of globalization the society all 
over world has witnessed a very radical change consequently several positive and negative trends affected human lives 
such as increased use of technology in daily life, rising expenditure on health and education and climatic change 
because of global warming rooted in industrialization. Poverty and conflict became global phenomena and caused a 
huge gap between rich and poor. Gender awareness   brought various gender issues in focus. In past few decades the 
problem of women compounded multifold which had been already a concern in the less developed countries. Poverty, 
especially affected to the women due to various reasons in Africa and Asia, where the situation was already pathetic 
and rooted in socio-cultural setup and gendered attitude of the male dominated society. Besides, women became much 
poorer due to outbreak of communicable and non-communicable diseases which resulted in rising levels of female 
headed households. Across sub-Saharan Africa until the impact of HIV/AIDS apparently caused the rising number of 
women headed households, due to conflict in West Asia and Horn of African countries including Afghanistan, Iraq, 
Somalia, the problem complicated.  

Women constitute half of the world's population and yet represent a staggering 70% of the world's poor. Millions of 
women are living in poverty across the world, their lives are full of miseries, injustice, discrimination and obstacles on 
the way of achieving their basic needs of good health, safe childbirth, education and employment. To overcome these 
inequalities and ensuring that women benefit from the development and opportunities generated due to liberalization 
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and globalization requires that the needs and desires of women are not only taken into account, but to be focused 
mainly. Women living in poverty face gross inequalities and injustice from birth until death. From poor education to 
poor nutrition, vulnerable and low pay jobs, the sequence of discrimination is that a woman may suffer during all her 
life in pathetic condition. Born in poverty, they might be abandoned and left to die, through the practice of female 
infanticide. Worldwide, there are 32 million 'missing women'. During the childhood, proper feeding and nutrition may 
be neglected out of family in favour of male children. As a girl or woman she may be a victim of female genital 
mutilation. According to an estimation around 100 to 140 million girls and women across the world have undergone 
genital mutilation, 29 countries in Africa and Middle East where FGM is concentrated (UNICEF, 2013) including 6.5 
million in Western countries (Global Citizen Project, 2012). This practice is properly placed in lieu of cultural norms 
and often carried out with the consent of mothers, in conditions that lead to lifelong pain, infection and premature 
death.  

Roughly, these all events impacted especially to the women. Because of these discriminations poverty became a 
rampant and common phenomenon among the women. The feminization of poverty is such a social phenomenon that 
is straight associated with women, it is a change in the levels of poverty biased against women or female headed 
households. Most of the world's poorest people are women who are, as the primary family caretakers and producers of 
food, shoulder the burden of tilling land, grinding grain, carrying water and cooking, collecting food, fodders and fire 
woods. This is not an easy burden. Equality between men and women is more than a matter of social justice - it's a 
fundamental human right. But gender equality also makes good economic sense. When women have equal access to 
education, and go on to participate fully in business and economic decision-making, they are a key driving force 
against poverty. But when they are subsided because of gender, stigma or any other reasons and deprived of work-
rights and other rights that may cause a big reason for poverty. Women with equal rights are better educated, healthier, 
and have greater access to land, jobs and financial resources. Their increased earning power in turn raises household 
incomes. By enhancing women's control over decision-making in the household, gender equality also translates into 
better prospects and greater well-being of children and cause in reducing poverty of future generations and may 
become an unavoidable element of sustainable development. 

The article attempts to focus on some basic issues concerned to women who constitute around half of the total 
population but they are more at risk and vulnerable to all sorts of deficiencies   and atrocities. Also efforts have been 
made to discuss around the core issues and causes and consequences around the feminization of poverty.    

Feminization of Poverty  

More specifically, the feminization of poverty can be described as change that happened due to an increase in the 
difference in the levels of poverty among women and men or among female versus male and couple headed 
households. It can also be meant with an increase of the role that gender inequalities has to play as a determining 
factor of poverty, which can be  characterized as a feminization of the causes of poverty. 

To understand the entire process the two terms – poverty and feminization are essential to be analyzed in more 
standardized manner. Poverty is essentially a phenomena that is associated with inability to capacity building which 
makes a person capable to find and exploit the income generation opportunities and activities as well as deprivation of    
available resource utilization. A person remains poor because of lack of required skills that makes a person capable to 
earn income, in case the employment opportunity provided and secondly it associates   with freedom to work equally 
without any sort of discrimination. Thus, poverty is concerned with opportunity and ability given or availed by a 
person to generate income. Moreover, to analyze poverty four elements are of major importance - capability, 
opportunity, freedom and resources. 

Whereas, the term feminization can be indicated as gender biased change in any of the available sphere. Feminization 
more precisely can be understood as a process of becoming more feminine or increase the number of women in the 
affected phenomena due to several reasons social, political, cultural, or any other reasons. It essentially envelopes the 
changes incurred over a time in population especially favoring the women in a geographical area. For example if 
feminization of wealth or richness happens naturally the proportion of rich women will increase and it will favor to the 
women.  Feminine, in the sense, is used to mean 'more common or intense among women or female headed 
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households. The number of women become large affected in proportion to the men. The feminization of poverty 
combines two morally unacceptable phenomena: poverty and gender inequalities (Medeiros and Costa, 2008).    

Feminization of poverty is an idea that emerged during the 1970s and became popular at the start of the 1990s, by the 
United Nations agencies, researchers, and others   who were seeking roots of poverty in deteriorating situation of 
women or considering poverty more associated with gender. The concept has various meanings, some of which are not 
entirely consistent with its implicit notion of change. 

Feminisation of poverty’ is now an undeniable reality world over. Women are more vulnerable and   likely to become 
poor. They are employed in precarious conditions, low-paid labour, and less likely to have access to landownership 
rights, credit and education. They do not only suffer disproportionately from the effects of poverty itself and the 
human rights denials that accrue from it, but also from the increasingly deprived  of right to fight against stigma and 
poverty across the world. Being female and fighting against poverty is a very different dimension and subject to 
socially constructed identity as well as forcing to bear the brunt of supposedly gender-neutral policies. Defining the 
term feminization of poverty Marcelo Medeiros and Joana Costa of International Poverty Centre stated that the 
feminization of poverty is a change in poverty levels that is biased against women or female-headed households 
(Medeiros and Costa, 2008).  

It indicates the changes, the feminization of poverty should not be intermingled with the existence of higher levels of 
poverty among women or female headed households, rather than a complexity of riddles that prevent the women at 
mass level from their freedom and basic amenities.  Poverty based on gender inequality or poverty due to gender 
inequality can straight be a more precise and lucid interpretation.  Thus it finds scope around the following criteria 
which make it apparent and also can be considered as causes 

1. The growth of female-headed households  
2.  Intra-household inequalities and bias against women and girls  
3. Neoliberal economic policies, including structural adjustments and the post-socialist market transitions that 

put women at the stake, skilled dominant ensured their position. 
4. Unequal income distribution due to gender biasness, preventing women for income activities following the 

social, cultural and customs.  
The growing visibility of women’s poverty, which is rooted in demographic trends, “cultural” patterns, and political 

economy of the society. In 1992 UN report stated that “the number of rural women living in poverty in the developing 

countries has increased by almost 50% over the past 20 years to an awesome 565 million -- 374 million of them in 
Asia, and 129 million in Sub-Saharan Africa. While poverty among rural men has increased over the last 20 years by 
30%, among women it has increased by 48%” (Power, 1993, p. 5).United Nations Development Programme states that 

“70% of the world’s poor are women (UNDP, 1995, p. 4). Further, in 1996 UN report it was stated that  “More than 

one billion people in the world today, the great majority of whom are women, live in unacceptable conditions of 
poverty, mostly in the developing countries” (United Nations, 1996, p. 37). During the 4th United Nations Conference 

on Women at which it was asserted that 70% of the world’s poor were female, and eradicating the ‘‘persistent and 

increasing burden of poverty on women’’ was adopted as one of the 12 critical areas of the Beijing Platform for 
Action.  

Feminization is a process and higher poverty is a state. It is also a relative concept based on a women-men (or female-
male/couple headed households) comparison, where what matters are the differences (or ratios, depending on the way 
it is measured) between women and men at each moment. Since the concept is relative, the feminization does not 
necessarily imply an absolute worsening in poverty among women or female headed households, if poverty in a 
society is sharply reduced among men and is only slightly reduced among women, there would still be a feminization 
of poverty. Relative change in poverty levels can be measured between poverty among female- headed households and 
poverty among women. However these indicators do not reflect the feminization of poverty.   
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Causes of the feminization of poverty 

What causes the impoverishment of women may also cause the impoverishment of men but with a difference, for 
example being male is an advantage over the female due patriarchal social structure. Being male also means access to 
several opportunities that a female cannot get due to existing stigma. Therefore, what matters most to understand the 
causes of the feminization of poverty is not what causes poverty in aggregate terms but the gender inequalities behind 
poverty. In fact, since feminization is a process, what is crucial is the changes in these gender inequalities or in the 
factors that result in gender inequalities. There are various causes behind the feminization of poverty, some of the 
important and most visible cause are described below. 

Family composition: 
Usually if family relations are well knit among the members the members can share their income, opinion, pain and 
gains  the severity of the poverty can be managed efficiently and the responsibility of heading the family would 
naturally be in hand of the male. Family break-up or dissolution of marital unions have straight impact on increasing 
the situation. Divorce and unstable union between husband and wife also affect the phenomena. Higher male mortality 
increase the chances of female headed households. In most of the developing countries across the South east Asia, 
Africa and other parts of the world the education rate is low as well as the skill to earn comfortable income are quite 
low. All over the world, Joint families are breaking away and women shifting away either to nuclear families or late 
marriages, freedom driving to opt marriage and family by choice not by compulsion. According to 2001 census in 
India,  of the total 10.35% of female headed households two-third are widows followed by currently married (27%) 
and the share of never married and divorced is about 3 % each. More than three –fourth of female headed households 
(79 %) are households with heads having age 30-70 years. Due to population explosion, unemployment rate has gone 
up and the increasing trend of industrialization caused miseries especially to the lower economic groups thus forcing 
them to give up the cultural values, family ties, and kinship bondage. Due to economic hardship widows are no longer 
absorbed either by in-laws or parents. Divorce, separation and desertion are found common among low income 
groups. Addiction of men to evil practices causes inability to support family. Migration also caused many left behind 
women rural areas. 
The proportion of female headed household is increasing in India. It is 9.2%, 10.3%, 14.4 % for the subsequent data 
collected in NFHS I (1992-93), II (1998-99) and III (2005-06) respectively. The states, where the proportion of female 
headed household is higher than the national average, are Goa (25.3%), Bihar (25.0 %), Kerala (24.6 percent), 
Meghalaya (22.1 %), Tamil Nadu (20.2 percent), Nagaland (19.9 %), Himanchal Pradesh (18.6), Manipur (17.3 %), 
Mizoram (15.9 %), Karnataka (15.8 %), Uttarakhand (15.7 %), West Bengal (15 %) Andhra Pradesh (14.9 %) 
(Princeton University, 2012). The majority of the 1.5 billion people living on 1 dollar a day or less, most of them are 
women. In addition, the gap between women and men caught in the cycle of poverty has continued to widen in the 
past decade the continued cycle of poverty may cause vicious circle of poverty. 

 
(Source: Princeton University,2012) 

Family organization: Gender based division of labor and utility consumption within the household, gender roles 
regulate the control over household resources in larger parts of the world but the discrimination is more biased in the 
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less developed regions. Family in India for example are organized that male are given major emphasis over the 
female. All through the country culturally women keep fasting (for husband, son and brother) sometimes even without 
the drop of water for more than twenty four hours for their wellbeing, health, long-age, prosperity and other expected 
outcomes. 
Inequality in the access to public services: 
Women in India suffer with a complex problems of multiple inequalities such as regional, sub regional, social and 
economic dimensions of inequality along multiple axes of class, caste, gender and religion. These inequalities are 
clearly reflected in health outcomes and access to health facilities. Ccommercialization of public services such as 
health, education, etc. has altered the behaviour of public institutions and personnel involved in services, especially 
informal payments of antenatal, delivery and postnatal services to the public sector form a significant percentage of 
expenditure on maternal health services (Sharma et al, 2005; Pathak et al, 2010; Skordis- Worrall, 2011).  
The situation is not confined to the health sector only rather than discrimination against women is very rampant in 
common in rural areas based on caste, income, social status, family, location and occupation etc. Informal charging in 
the public sector is linked to abuse, exclusion and impoverishment. Indifferent and rude behaviour of health personnel 
(Pathak et al, 2010; Jeffery & Jeffery, 2010; Unisa, 1999) Educating the girls are still a problem in few households in 
rural areas due to stigma and gender related concerns. 
Commercialization of services, especially pertaining to health and education has badly affected to the people at all 
levels in general and women in particular. Few studies at grass root level have observed a clear link   between 
inequality, commercialization of health services and access and their impact on maternal health (Jeffery et al, 2007; 
2008; 2010)   
Inequality in social protection 
Social Protection comprises all measures by the government, NGO, community based organizations or other similar 
agencies collecting information or making action plans, programmes and implementing activities that aim at 
preventing, reducing and eliminating economic and social vulnerabilities to poverty and deprivation. Social 
protection is an increasingly important approach to reduce vulnerability and chronic poverty among women. 
Despite strong evidence on the different ways in which men and women experience poverty and vulnerability, there 
has been little attention on the role of gender in the implementation and effectiveness of social protection programmes. 
Contributory pensions systems reproducing previous labor market inequalities, lower access to pensions and social 
assistance by women, inequality in benefit concession or in benefit values in targeted policies. Due to lack adequate 
safety-net women are the worst sufferers of the poverty and its impact. In most of the cases women are subsided by 
the schemes run by various agencies or the coverage level has been inadequate. In following diagram sector wise 
expenditure on major social protection related sectors by Centre & States Combined (as % of GDP) has been 
illustrated. 
Expenditure on Major Social Protection related sectors – by Centre & States Combined (as % of GDP) – by Centre & 
States Combined (as % of GDP) 
 
 
 
 
 
 
 
 
 
 
 
 
Source: A Social Protection Floor for India, UNESCO  
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Labor market inequalities:  There are various type of that are either not allowed to women or if they opt to do may 
become a big news due to gendered attitude and stigma associated with women. Therefore, occupational segregation, 
intra-career mobility, differential levels of employment in paid work, wage discrimination, duration of work shifts are 
rampant in traditional societies in less developed countries. The wage gap between men and women partly stems from 
the fact that men and women have different personal characteristics, and partly from the different allocation of men 
and women to job levels and job categories. Besides, wage rate inequality stems from the different rewards for men 
and women with given characteristics (Scippers and Siegers, 1991).   
Legal, paralegal and cultural constrains in public life: In many countries, despite the existence of the formal state-
governed justice system    various informal methods of justice delivery and dispute resolution run parallel, which can 
be termed as informal or non-state, traditional, or customary conflict resolution mechanisms for example Muslim 
Personal Law in India. Which often prevents women from property rights after the divorce, discrimination in the 
judiciary system, constrains in community and political life, etc. Among the Hindus also women after marriage have 
no property rights according to the customary marriage system. However, there has always been an increased 
emphasis on conflict resolution mechanism which are deeply rooted in social system as institution such as the shalish 
in Bangladesh, the bashingantahe in Burundi, the shura jirga in Afghanistan and the panchayat in India. Though, 
informal system of conflict resolution are easily accessible to all and can be organized with a little efforts and within 
short period of time but they have their own considerations. Since they are run by local belief and customs and most of 
the customs are patriarchal therefore gender    biasness cannot be overruled and women are less likely to get justice in 
comparison to the men. 

Inclusive growth, sustainable development and women’s partnership 

Poverty   is a phenomena which exists usually around certain and visible social factors such as – isolation of a 
particular groups or group of people, cultural negligence emancipation of riddles in the culture, untapped resources or 
selection of irrelevant technology and lack of usable skills, political destabilization. To eradicate   poverty or 
strengthening the people and their capacity the approach determines the consequences. As an indicator for 
development weaker sections including women and their participation in the process of development are the apparent 
and unavoidable. Inclusive growth has to ensure opportunities for all sections of the population with a special 
emphasis on the poor, particularly women who are most li kel y to be marginalized ( Kabeer, 2012)  

By Inclusive Growth, we intend to convey the idea that the growth process under review or being proposed is such 
that it has benefited even those sections that are deprived of both physical and human asset endowments, hence, 
generally belong to the bottom rungs of income distribution, and are incapable of participating in / benefiting from the 
growth process (Suryanarayana, 2013, page, 7). Environment placed at the center of the process of the development 
not only this, without ruining the environment development were promoted as the process of the development. A new 
concept of development gained momentum.Classical growth theory was modified to embrace the environment and 
later referred to as “natural capital” and considered as a factor of production (Dasgupta and Heal 1974; Nordhaus 

1974; Solow 1974).  If the environment is considered as productive capital, it makes sense to invest in it, and 
environmental policies can be considered as investment. 

Sustainable Development: 

Sustainability is defined as a requirement of our generation to manage the resource base such that the average “quality 

of life” that we ensure ourselves can potentially be shared by all future generations (Asheim, 1994) 'quality of life' is 

meant to include everything that influences the situation in which people live. It covers from very essential needs of 
consumption to the life supportive systems containing air, water and earth to walk on.  Development is sustainable if it 
involves a non-decreasing average quality of life. Most importantly to prevent injustice, development must be 
sustainable. Unless development involves all segments of people from all levels it cannot be sustainable also the 
benefit of the development will not be distributed to all people equally. For example globalization undoubtedly opened 
several new doors of development through communication and transportation but this entire process influenced 
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positively to those who were well equipped with the technical skills and magnetic effects to pull the opportunities 
emerged through globalization. 

Conclusion:  ` 

It can be summed up after the cause and consequences of the feminization of poverty development as a process and 
action is incomplete and can never lead to the sustainable development unless women are included in the process. For 
this the governments across the world should come forward as the nature welfare schemes and associated factors are 
still paternalistic. Loic Wacquant (2012), Vijay Nagraj (2011) and others have argued on open Democracy, the 
governance of poverty and welfare is becoming more paternalistic in general. To be poor and female is to face double 
discrimination (Donald, 2012).  

Governments should make the inclusive policy and programmes which ensure the participation of the women, as 
denial policy may continue the discrimination and delay the process of development. Inclusive Social policy  

 The gender based poverty approach focuses on the gender implications and social costs of poverty. Which may 
include the involvement of women and children in the informal economy, differential treatment of girls and boys in 
households, pressure to get girls married off quickly, freedom in family to access health and education and go outside 
independently, higher school drop-out rates for girls compared to boys; less or no control over fertility; and right to 
negotiate standard payment and life condition even for prostitution. Studies on female poverty has recommendations 
that programmes should be running to alleviate poverty among women and especially employment-generation 
programs be designed for women, under the programme only female headed   households be involved. 

Dreze and Sen explained the cross-regional differences in sex ratio in terms of opportunities for getting outside paid 
employment and the comparison of contribution made by male and female members in making the family prosperous 
in terms income generation activities. Combined with the perception of the greater investment value of the survival of 
boys in comparison with girls, they observed that girl child and women are in extremely vulnerable. Intra-household   
inequality and son preference in many parts of Asia were found in perception that boys and men contribute more than 
girl and women to the household economy. Also boys and men take better care and security during old age, because of 
this trend investment on boys and men are better than investment on girls and women. This feature was found almost 
similar trend across India, Bangladesh, Pakistan and Afghanistan (Dreze and Sen, 1998). Also, it confirmed the 
poverty-inducing nature of neoliberal economic policies have their serious effects on women and girls. Undoubtedly, 
the implementation of neoliberal economic policies have contributed in increasing the poverty consequently increasing 
inequality, including increases in women’s poverty, that  also is one of the determinants of the feminization of 
poverty. Current changes happened all over world due to liberalization and globalization economic changes have put a 
heavy burden on women wage earners, mothers of small children, female headed households and women with family 
related other responsibilities. Participation of women at all levels are unavoidable and an essential demand for the 
development. Sustainable development itself is based on participation and sustainability of the resources involved 
human, material and natural. Discrimination based on stigma prevents a particular group of people from the 
participation in the process of development. 
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Abstract   

This paper provides a comprehensive view that how with the emergence of the new media (internet) compliments the 
traditional print media in India and earns its respective importance.  

The longevity of print media is much more than the electronic one. It is the written media, which has made history 
recordable and accurate. Print media is durable. With electronic media, anyone can copy any piece of information and 
present it as his own which is not permitted legally and leads to plagiarism. The information provided by a newspaper 
is usually more authentic and genuine but it is not in the case of electronic media. 

Though new media in India is still at a nascent stage. The traditional media may have their own online versions; they 
have not fully embraced the new technology.      Indian newspapers still earn revenue by advertising despite the 
presence of online newspapers. The two reinforce and supplement each other.  

The history of print media and written communication follows the progress of civilization, which, in turn, progresses 
in response to changing cultural technologies.  

Introduction 

The advent of the new media with fast changing technology has posed a problem for the traditional print media. The 
technological advancements in Internet and information technologies in the last 10-15 years have brought about a 
structural change in the way information is aggregated, transformed, and then disseminated. Most people of the old 
generation prefer to get their news the old-fashioned way i.e., from newspapers and magazines. The younger 
generation, on the other hand, logs on to online sources for their information needs. There is genuine concern that as 
the older generation moves on; the old media will also gradually disappear. 

The effect of new media has started affecting the circulation of   newspapers. With the population of India is crossing 
1.2 billion, the number of computer literates in the country is also growing and the figure has increased to around 224 
million and the number of Internet users has   risen to 300 million as of December 2014. This takes the penetration of 
Internet in India to about 19%. There are 243 million Internet users in urban and rural India as of December 2014. 
This number has been growing at the rate of 29% in the urban areas and 39% in the rural areas.  

Although the growth seems encouraging, yet it seems the vast majority of the people are still not accessing the Internet 
and there lies a huge opportunity for the technology enablers to bring them on to the Internet.  Despite of the immense 
growth of Internet usage, the   penetration of Internet usage still remains low. As per the Vernacular Report published 
in 2012 by the Internet and   Mobile Association of India, this can be attributed to the three major factors: Lack of 
Infrastructure (viz. no internet   connection, computer etc.), Beliefs (viz. no need for internet etc.) and Lack of 
Knowledge (viz. not aware of Internet). There   is another factor inhibiting people from using the Internet: Lack of 
content in the local language. Internet is available primarily in the English language. 

However, in India the effect of new media on newspapers is still manageable. As per statistics published by the 
Registrar of Newspapers of India, Govt. of India, the total circulation of Newspapers in India is  45,05,86,282 with the 
largest circulated Daily: The Hindu, English, Chennai : 16,06,711; The second largest circulated Daily: Ananda Bazar 
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Patrika, Bengali, Kolkata : 11,81,112; The largest circulated multi-edition Daily: The Times of India, English (14 
editions):47,42,671.00. The second largest circulated multi-edition Daily: Dainik Bhaskar, Hindi (29 
editions):35,49,796.00. 

Newspaper circulation in India maintained its upward trend clocking a growth of over 5.95 % in 2013-14 with 
regional language dailies accounting for a significant rise, despite uncertainty faced by the print industry in the West. 
Circulation of newspapers in India grew by 17.81% in 2013-14, as per the 58th Annual report of the Registrar of 
Newspapers for India (RNI). 

4827 newspapers were published from Uttar Pradesh followed by Delhi with 23451,933 and Madhya Pradesh with 
2106 newspapers.   In terms of circulation, UP topped the table with more than 10.14 crore copies. Delhi followed 
with a circulation of 6.38 crore and Madhya Pradesh  at third position with over 3.6 crore copies. 

As mentioned in “The Future of Print Media : Adapting  to  Change” by  Satish Tandon, the new is not displacing the  

old, however; rather, it is transforming the old by forcing it to  accept transparency, responsiveness and efficiency. 
Increased competition is making the old media to pull up its socks and provide the additional value demanded by a 
free market where the number of players has multiplied.   

Traditional media refer to conventional means of mass communication as practiced by various global communities 
and cultures from ancient times. As projected by Debashish Aikat  in “Traditional and Modern Media”,folk media are 

some of the  most vibrant representations of traditional media because they  reflect communication channels for, by, 
and of the common  people of a society or region. The Old Media or Traditional Media are traditional means of 
communication and expression that have existed since before the advent of the new medium of the Internet. Industries 
that are generally considered part of the old media and broadcast are cable television, radio, movie and music studios, 
newspapers, magazines, books and most print publications. 

New Media refer to the mass communication characteristic of recent times, or the contemporary communication 
relating to a recently developed or advanced technology. Modern media are now being followed by postmodern 
media, which relate to mass communication that reacts against earlier modernist principles by reintroducing traditional 
or classical style elements or by carrying modernist styles or practices to extremes.  

New media is source of on-demand access to content anytime, anywhere, on any digital device, as well as interactive 
user feedback, creative participation and community formation around the media content. Another aspect of new 
media is the real-time generation of new, unregulated content.  Most technologies described as "new media" are 
digital, often having characteristics of being manipulated, networkable, dense, compressible, and interactive. Some 
examples may be the Internet, websites, computer multimedia, computer games, CD-ROMS, and DVDs. As per 
Bailey Socha and BarbarsEber-Schmid, New media does not include television programs, feature films, magazines, 
books, or paper-based publications – unless they contain technologies that enable digital interactivity. 

New Media & Its Impact on mainstream Newspapers 

With the emergence of the new media (internet), it can be argued that newspapers are becoming irrelevant in terms of 
providing the latest news. However, both the media have their respective importance. 

The longevity of print media is much more than the electronic one. It is the written media, which has made history 
recordable and accurate. Print media is durable. With electronic media, anyone can copy any piece of information and 
present it as his own which is not permitted legally and leads to plagiarism. The information provided by a newspaper 
is usually more authentic and genuine but it is not in the case of electronic media. Electronic media depend mainly on 
electricity. In areas with frequent power cuts or in the rural areas, it is not a viable replacement for newspapers. Print 
media is easily accessible and widely read. Anyone can buy it since it is the cheapest and available even in the 
remotest areas.  
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In a country like India, subscribing to newspapers is cheaper than taking an Internet connection. Print media is local to 
the city or the region and carries information about the local events.  

In the recent times, print media is also available in electronic forms, called as on line newspapers. Shortly, the print 
media is now available at global level using the Internet on which information came in the print media format. 

Positive Effects of New Media 

With the advent of new media, the latest news reaches the audience in a fraction of seconds. There is no barrier of 
distance as well. Exchange of information has become possible on the common platform that the new media provides. 
New media encourages people to participate and express their views. This encourages talent sharing and learning. 
New media have also opened a vast scope for children to learn while enjoying. There has been an increase in their 
reading habits and vocabulary. The attitude, approach and behavior of the common people could also change, when 
exposed to media. The media conduct polls and let the public take part in social issues. Through blogging on the 
Internet and writing letters to the editor in newspapers, many people express their views on different political and 
social matters.  

Negative Effects of New Media  

Bogus news is a common phenomenon in new media. Over sensationalization is another danger. Unverified news 
often creates a lot of sensationalism in the World Wide Web.  Since speed takes over authenticity, very often there is 
no detailed and in depth research done before publishing/ airing the news items.  

The Challenges Facing Newspapers 

Some observers believe that the challenge faced by traditional media, especially newspapers, has to do with the perfect 
storm of the global economic crisis, shrinking readership and advertising revenue, and the inability of newspapers to 
monetize their online efforts. As per New York Times, April 2009, newspapers, especially in the West and the US in 
particular, have lost the lion's share of classified advertisement to the Internet. 

In the USA the situation worsened when a depressed economy forced more readers to cancel their newspaper 
subscriptions, and business firms to cut their advertising budget as part of the overall cost-cutting measurements. As a 
result, closures of newspapers, bankruptcy, job cuts and salary cuts are widespread. 

Despite all these developments, Indian newspapers still attract advertising revenue. The presence of online newspapers 
did not abolish the print newspaper. They are reinforcing each other. In fact, the presence of the Internet will not 
replace newspapers.   The form of newspapers may change, but not the newspapers per se. The layout may change, but 
the contents will still be in the form of news. Even if there is a drop in circulation, it is perhaps due to the new 
generation avoiding the mainstream or Newspapers. 

The decline in circulation of newspapers in India may also be attributed to issues of credibility as some think that the 
many mainstream newspapers are government- friendly and serve as the propaganda tools. There is, therefore, a 
credibility problem with regard to what is written in the mainstream media. The newspapers deserve some credit as 
they do a better job in covering stories on local issues, which are often ignored by the online publications.  

Despite the Internet is becoming a major source of news and information in recent years, newspapers in India still 
remain as the main and important reading and informative document for the people to rely on. The Internet is still 
contending with privacy issues, content accuracy, reliability, and other related concerns and, according to some 
observers, all these predict trouble for online news in the future. For Indians, the Internet still has to improve its 
credibility. The results of a study comparing the credibility of the Internet and TV among Indians revealed that 
television is more credible than Internet to convey the news. Generally, as past research revealed, people are less 
likely to rely on the media they do not perceive as credible. Therefore, credibility is crucial for the Internet. 
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The number of people who go to cybercafés or have their own personal Internet access is still not large enough and 
therefore still requires their news from print newspapers. No doubt the numbers are increasing, but people still buy 
and read newspapers as they are among the cheapest reading materials in the market and do not require the expense of 
a personal computer. Newspapers and the new media in India are complementing each other. At present quite a 
number of Indian newspapers have an online presence. The Times of India online and The Hindustan Times are 
marked examples. Both versions of online newspapers are free and thus increasing their penetration. 

Change has not only swept through the political landscape but also the media environment. Some observers think that 
Newspapers practitioners should do some serious soul-searching and accurately feel the pulse of the nation in order to 
stay relevant. The credibility that the new media gained is not something, which is guaranteed to continue without any 
efforts, mostly Indians favor TV as compared to the Internet when it comes to issues of credibility. Perhaps among the 
reasons why new media appear credible are the perceptions that the traditional mainstream media in India are 
government controlled, coupled with the fact that the opposition found an avenue in the new media to air their 
grievances and reach their supporters. 

India is increasingly living in an era of media convergence, distinctions between traditional mainstream mass media 
and the new media such as the Internet are getting more and more blurred. Despite these distinctions, there are still 
complementarities between the new media and traditional media. They will continue to coexist and reinforce each 
other particularly in India and other developing countries. 

Though new media in India is still at a nascent stage.  The traditional media may have their own online versions; they 
have not fully embraced the new technology.  Indian newspapers still earn revenue by advertising despite the presence 
of online newspapers. The two reinforce and supplement each other.  

The history of print media and written communication follows the progress of civilization, which, in turn, progresses 
in response to changing cultural technologies.  
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The term ‘Development’ is the need and means which is necessary for a better living of a society. It includes not only 

economic growth but also human development which consists of health, nutrition, education and a well established 
environment. Although it is good for a society to develop, on the other hand there are many drawbacks and 
disturbances faced by the society behind development. Sometimes it becomes a root which affects the human 
privileges and disturbs the peace and harmony of the society. It might also become a main cause in affecting the 
environmental changes of the society. Situated in the eastern most part of the country and having a conflict zone 
development in the state of Manipur is far lacking behind. An all round development of the society is much needed for 
a state like Manipur to build up a well cohesive society. Media taking the role of an informer and a communicator its 
role in the development of a society is enormous. It also plays the role of an educationist and a watch dog in every 
field. Role of media in the development of Manipur is vast and endless. The main objective of this paper is to 
highlight the development of Manipur, the role played by media in the development of Manipur and to find out the 
settlement and consequences that came after development. Two case studies on development and urbanization has 
been taken up by the researcher as research material.  

Keywords: development, privileges, peace, harmony, media, consequences, settlement, drawback, urbanization.  

Introduction 

The term development is hard to define and it is also a complex phenomenon. Many scholars, researchers have work 
hard and try many processes to define the term development but the development scholars are yet to define 
development all across the world. The concept of development has been kept on changing with the changes of the 
world. Due to globalization and its frequent changes in social structure, economic growth, policy, communication, 
technology the sign of development are also changing according to the needs of the society. Development literature 
has been ruled by several indicators like economic growth, per capita income, social welfare, urbanization but in 
today’s world many other terms have come up in the literature of development. Human development and 
environmental development are the terms that have been added in the dictionary of development. In general the 
primary indicators of development have been identity as that of economic growth, social welfare and good 
communication facilities.  

Good communication facilities here mean mass media which consists of print media, electronic media, new media and 
social media. Mass media or mass communication is the process of delivering information and ideas thereby educating 
and communicating with the mass all over the world through a common medium. In this world of new technology 
many new methods and process has been employed to inform, to develop and to strengthen the power of a nation. 
Mass media is the most powerful tool of communication. The present paper deals with development, urbanization, role 
of media in the development of a society and the merit of all round development and demerits of urbanisation in the 
name of so called development in the society. 

Devolpment in manipur 

Manipur being a state of North east and situated at the corner of our country India, development in Manipur is quite 
lacking behind. Development in terms of economic growth, social welfare urbanization, new technology, policy and 
communication in the state Manipur is in a developing process. The government has taken up many steps, policies, 
programs to help in the overall development of Manipur. Certain programs have also been taken up for human 
development and environment development. But the main focus of the state government is on the urbanization of the 
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state. In the name of urbanization the work in the construction and expansion of roads has been taken up. Some 
government office infrastructure was also expanded in the recent past alongside some small scale industries and big 
industries have been built up.  Plans are on for more expansion in the state. Due to this urbanization, the society and 
the people of the state has been enjoying a lot of facilities. In spite of all these urbanization, the state has a long way to 
go before being called developed. An all-round development in the state is required. Urbanization alone cannot bring 
up a well developed and solid society. Development in every field is much needed. As it has already been mentioned 
that the primary indicator of development in general is that of economic growth, mass media facilities and social 
welfare, none of these three primary indicators in Manipur is up to the mark. The society and the government need to 
discuss on the relevant issue of development to build up a well developed society. A society can develop only when its 
people are well educated and the environment and surrounding that society is congenial and well developed. 

Media in manipur  

The wave of mass media in Manipur could be felt only in the early part of 1920s with the introduction of print media 
by Hijam Irabot. The first recorded event in the history of the print media in Manipur is publication of the journal 
Meitei Chanu by Hijam Irabat in the mid-1920s. Despite the fact that Hijam Irabot published Meitei Chanu in 1922 as 
the pioneer in this field but many feels that it cannot be trusted as the first chapter of print media journalism in the 
state as the said publication was not in printed form. It was a hand-stencilled one and cyclostyled by Irabot himself. 
The State of Manipur witnessed a sudden increase of newspapers and magazines after the attainment of full-fledged 
state in 1972. There was a big wave of mass media brewing in all parts of the State. The people of Manipur, 
particularly the 'hoi polloi' started to understand the importance of media in development process. Awareness among 
the public was visibly increasing. A new gear of media spirit was added to the journalists' community following the 
attainment of statehood. It is, therefore, no surprising to see the number of newspapers and magazines increasing by 
leaps and bounds.  

Role of media in development of manipur 

The effects of mass communication and mass media on society are phenomenal. It gives the real exposure to the mass 
audience of what is happening in the society. It has a constructive role to play for the society. The print media, 
electronic media and new media are the subsets of mass media. As media is the new mantra of development, it can 
play the role for solving many social menaces and becoming a force multiplier of the modern civilization. It also plays 
a very important role in shaping the personality of people. So mass media are the storage and transmission channels or 
tools for using to store and deliver information or data. It bridges the gulf, broadens the horizon of knowledge and 
understanding and inculcates scientific temper in this global world. Truly it can be mentioned that mass media act as a 
bridge in this information world in getting information, education, knowledge etc. It can function as a watchdog, 
ombudsman, constructive critic, public investigator and expositor, philosopher, guide and even an entertainer of the 
society. It is therefore, called the fourth pillar of the state. 

The role of mass media in development can be defined from the responsibilities and functions that are vested in media. 
And Manipur is no exception. Media needs to stay attentive and keep an eye on the development of the state. Media 
also needs to stay alert on the policies and programs taken up by government in the name of development. Their duties 
are to inform and give knowledge to the society about these new policies and programs. Their duty is also to examine 
how far these new policies and programs are useful and utilized to the society. Not only examine the importance of 
these policies and programs, media also has to look upon both the merit and demerit that will come up to the society 
after development. In every field there is both merit and demerit and the duty of the society is to utilize the 
importance.  

Development has brought a lot of changes in today’s society. In Manipur, urbanization is taken as one of the most 

important changes and development of the society. The government has started many policies and programs for 
urbanization. Urbanization in one way is very important and useful for the people but on the other side due to this 
urbanization many have been adversely affected in the society. These adverse affects can be termed as violation of 
human right. In such case the duty of the media is to look upon both the benefits and demerits of urbanization. They 
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have a duty to inform the society as well as educate the policy makers of the consequences of such policies and 
programs. Simply reporting the news is not their duty, from their reporting the society will come across both the 
advantages and disadvantages of urbanization. So media’s role in the development of the state is enormous.  

 

Case studies on urbanization 

Two case studies have been taken up in the present research each of which is of prime importance in the development 
of the state of Manipur. The first case being the building of Sport University in Manipur and the second one is 
building and expansion of High court of Manipur. 

Sport university 

In the 100 days program of Modi Government, building up a Central Sport University in Manipur is also one of the 
program’s which was included. The Prime Minister, Narendra Modi has announced this program and the present 

Government has already sanctioned 100 crores for this program. It is needless to mention here that Manipur is 
extremely privileged to have a Central Sport University in the state and it will be the first of its kind in India. The state 
Government of Manipur has selected the site for the Sport University and it has been decided at Loushi Loukol near 
Yaithibi Mountain in the Thoubal district. Loushi Loukol is a farming land. Though the land is not good enough for 
farming the localities of this area has been living on that since ages. As a result, finding themselves landless and 
jobless the localites of that area started arguing regarding of this selection of site. Two groups of that particular local 
area have been divided. One group is against giving their farming land to the Government and the other group is 
supporting the Government. Many controversies have come up within the localities regarding building up the Sport 
University. In the mean time some other regions of the state have urged the state Government to build up the Sport 
University at their locality. The regions that came up with the proposal are Khumbi Moirang side, Lamsang Candre 
and Senjam Chirang. The proposal has also been flashed in the newspapers for 4-5 times but till now the State 
Government is not giving any acceptance reply. It has been almost 4, 5 months but still now the site has not been 
decided. The regions which have come up with the proposal of Sport University are not agricultural land and most 
important of all the localites’ have willfully agreed to house the project in their site.   

The issue has compelled the people of Manipur to doubt whether the State Government is playing some secret game or 
there is some hidden agenda behind. They are also wondering whether the state Government failed to take up a right 
decision due to the controversies that prevails among the localities.  

Building the first Central Sport University in a remote state of North East like Manipur will give a lot of importance to 
the state and it will definitely help in all round development of the state in general and human resource development in 
particular. However, considering the above stated controversial situation the State Government can find out a way 
which will not render people homeless or jobless. If the intention is to develop the Government should work with 
good and balanced policy thereby building the Sport University without affecting the nature, environment and 
surrounding. Media has a very important role to play here. It can bring the entire controversy into focus and abrupt the 
government Central, if not State to rethink on the project and find a site without disturbing the resources. 

Capitol/Capital Project 

The Manipur State Government has constructed a Capitol/Capital Project in Manipur. The Project include of 
expansion of the state Legislative Assembly Hall, Secretariat building and Guwahati High Court (Imphal Branch). As 
a part of this project Manipur State cabinet has take a decision on dated 16 December 2011, to take up the land of Lei-
Ingkhol village, in addition to the land that has already been occupied in the area of Mantripukhri for the Project. 
Several tensions have been arising among the villagers of the Lei-Ingkhol following the decision of the state Cabinet. 
The villagers of this village have carried out a continuous protest from February 2005 to September 2006 against the 
displacement of their village. Lei-Ingkhol is a village located at Mantripukhri, Tahsil under Imphal East District, 
which is five kilometres from the hub of the Imphal City, Manipur. It was originally an unoccupied marshland which 
is an isolated area. Around 1940’s medical service has provided some area of the village to those lepers and 

tuberculosis patients.  Several socially ignored and ill treated landless patients suffering from these diseases, who 
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could no longer stick together to their original families, settled in this marshy land. In the late 1970s, due to social fear 
of spreading the diseases, the society had compelled them to confine together and the village was settled up for the 
lepers and tuberculosis patients. The state Government decision of shifting the village to another local area is quite an 
inhuman decision. Several protests have been taken up by the villagers but the Government is indifferent. The 
Government has promised the villagers that they will be relocated and land will be provided and houses will be built 
for each household. The Government has decided to shift the villagers at the Koirengai side. Four (4) years since the 
State Government destroyed the Lei-Ingkhol village for the new Capitol project but till date Koirengai has seen only 
few houses built up and the majority of the villagers are still homeless.  

The Capitol/Capital project taken up by the State Government cannot be termed as a developmental project because it 
is not balanced in nature. It is  trying to develop a section of the society at the cost of the other sections livelihood 
leaving them  homeless. The project have been lacking in transparency and public accountability. Displacement and 
destructive tendencies in the selection of construction site and frequent changes in the blue print of the project were 
the main controversy of the project. The village has its own history, environment and natural boundaries and its people 
their economic survival, and psychological makeup. Disturbance to any of these will not bring in any kind of 
development rather destruction. Here in this case also the government’s role is in question and media’s role is 

important. 

Conclusion 

Development is necessary everywhere for an individual and a society to build up. But the steps taken up for 
development should not disturb the environment and already existing convenient livelihood. Economic zone should 
not be disturbed for settlement area and vice –versa. Development can only be in the truest sense if it is well planned. 
The Government and the society should have good planning for development. Without proper planning there will  
always be an chaos in the blue-print and the project leave alone development. Thus to bring in development, proper 
planning is needed and the future balance should be kept. From the above two case studies it can be concluded that the 
State Government of Manipur have taken up certain projects and policies without proper planning.  

In the mean time media has also failed to play its role as an informer and watchdog of a society. Media here had a role 
to play by informing the government and the civil society about the consequences.  Though some news items were 
covered in the local newspapers but simply reporting the news will not bring in the desired solution. An analysis 
should have been done by the media houses so that the consequences of the issue could be understood beforehand. 
There were protests but their voices were not heard. Media also could have played a role here and let their voices be 
heard in not only at the state level but also at the national level. Thus there is no denying to the fact that Media contain 
strong potential for combating the evils of the society. It can be used as an effective means for social, economic, 
ploticical, etc transformation.  
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