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Abstract: The audits and examination posted on this medium has incredible effect on the shopping
conduct of the buyers. It is an affordable and advantageous wellspring of data for anybody shopping on
the web or simply looking for items and administrations. The visit mediums have given stages like
Fustomary verbal showcasing. Thus Marketers need to deliberately utilize this media to advertise their
items/administrations to the shoppers. Advertisers' utilization of this media for educating the buyers
regarding new itcms/administrations, making brand mindfulness, or focusing on actually or retargeting
lost purchasers is conceivable because of coming of innovation and getting this individual information
cffectively from the specialist co-ops. This paper investigates the realities and need to utilize advanced
online media. A review done by creators uncovered that 90% web clients are on the web to browse
messages and associate with person to person communication sites and get updates of current issues.

The principle target of the examination is to set up the effect of online media (e-Paper) on print media
(printed copy) paper deals. As we probably am aware, prior individuals use to rely a great deal upon the
paper to comprehend what's going on around them. Individuals use to sit tight for the papers and even
they use to convey it with them any place they go. Be that as it may, as the innovation took an
extraordinary change, the cell phones consumed space in the market and the applications produced for the
news. This diminished the enthusiasm towards papers. The examination explored how the approach
computerized media, for example, Facebook, Twitter, Instagram and different stages has influenced
printed media(newspapers). The information is gathered from top to bottom surveys, which shows the
drop available for use of print media to the more youthful division of the Indian populace. The young in
India inclines toward the intuitive conduct of the new media (online media) to diminish the time in getting
to the news. Right now, the time spent by youth on paper perusing has tumble to half of what is was
before. Despite the fact that the more seasoned age of perusers actually keep on by the papers.

Key words: Digital media, Print media, Social media websites, Online Newspaper, e-Paper marketing,
online web advertising, strategy.
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ABSTRACT

This study aims to understand that why bollywood industry is badly rushing over remaking and
remixing practices of old and evergreen bollywood hits, wither the majority of the youth is liking
or disliking it, what are their views and opinion regards to that an analysis has been done in
regards to the increased practice of remixing and remaking practices of old evergreen
bollywood hits by the bollywood industry. The number of remixing and remaking hits is
increasing enormously, The research paper is conducted by the quantitative research method.
The objective to conduct this research was to know the reasons behind current trending culture
of remaking/remixing of old bollywood hits, the enormous change in the preferences / choices
and taste of people, the audience opinion towards this changing trend. This study involves the
reviews and analysis of audiences who were my Jriends, colleagues and family. This research
include the structured questionnaire with demographic profile of the audience and to assess the
attitude , changed behavior and increased number of remixes of old bollywood hits. A
questionnaire was prepared for target audience Jor desired result .The research is conducted on
a sample size of 100 people of age groupl8- 41. Result was assessed in percentage and
presented in stastical analysis.

Introduction: BOLLYWOOD SONGS

Bollywood music, more explicitly referred as Hindi movie music or filmy songs, are songs
featured in Bollywood films. Derived from the song-and-dance routines common in Indian films,
Bollywood songs, in co-occurrence with dance, are a characteristic element of Hindi cinema
which provides it with stand popular appeal, cultural value and context.

Hindi film songs form a leading element of Indian pop , and uproot their exposure from both
traditional and contemporary core. Hindi film songs are now steadily implanted in North India's
popular culture and frequently got grips in North India in marketplaces, shops, during bus and
train journeys and various other situations.

Though Hindi films consistently contain many songs and a couple of dance routines, they are
not musicals within the Western theatrical sense; the music-song-dance aspect is an essential
feature of the genre like plot, dialogue and other parameters.

Rhctorically, Bollywood songs inclined to use dialect Hindus(ani), collectively intelligible to
self-identified speakers of both Hindi and Urdu, while contemporary. Bollywood songs also
progressively embraces elements of Hinglish. Urdu poetry has had a very powerful impression
on Bollywood songs, where the lyrics draw steadily from Urdu poetry and therefore the ghazal
tradition. Moreover, Punjabiis additionally occasionally used for Bollywood songs.
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Introduction

Tribe is defined as « 1 ivision i
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ABSTRACT

1t has been the topic of discussion that the media truly reflect the soclety or not, there’s no doubt that media play a
vital role in lnllucm‘lng the soclety. As far as showing women in advertisements s concerned, things seem to have
only worsened over time. In most of the advertisements of recent times too, a woman is either washing clothes and
utensils, cooking, serving food to family members or trying to make her husband feel better who’s at that time
reading a newspaper or suffering from cold. A woman does all the houschold chores even when she has a headache
or backache. These advertiscments arguably encourage sexism, They reinforce the age old belief that a woman is
supposcd to forgo her own comfort and keep on doing houschold chores without getting tired.

My paper would emphasize on the following points:

In today"s advertisement media is using women as an object to increase the popularity of product,
Sex symbol

Object desire

Media

Gender

INTRODUCTION

“There is no chance of the welfare of the world unless the condition of women is improved. It is not possible for a bird to
fly on one wing.” - Swamij Vivekananda

As we know Communication js extremely important for any type of development so like that communication plays a major
role in women’s development and mass media also play significant role. It should be noted that growths of women’s
education and thejr entry into employment have contributed to the growth of media. In all spheres of life whether for
controlling the-

*  Population growth

® Spread of literacy

* Improving quality of life
®  Education of girl child

Women have crucjal role to play. However, women can be expected to play this role when they become conscious of thejr
strength and are not deliberately marginalized by male domination, In this context, media has an important role to play — 1o
spread the awareness i between the women to achieve theijr goal because women are the Prime movers of change in
society, In today’s world, print and electronic media or new media play a vital role in efTectively conveying message that
needs to be conveyed. .

never before, certain misconduct against women but in a very subile manner it also Perpetuated the Stereotyped image of
woman as a householder and an inconsequential entity in the traditional valye system, Gcncrally, women's problems never
figure on the front page of a newspaper unless it js g gruesome murder or g Case of rape. Even on media platforms women's
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ABSTRACT

Social media is a most trending medium of communication it take place very important role in humans life in this
era. Today we cannot imagine our life without social media especially in the field of politics it plays a crucial role in
the active political participation of the people. Social media rapidly grown for the political activity in the different
form of social media like facebook, Twitter, YouTube provide new ways publicity and advertisement. In previous
time , traditional media plays very important role in awareness and education of society but over the social media In
previous years, traditional media played a significant role in creating awareness among people but over a period of
time, social media became important marketing tool which not only made the people aware but also helped to
attract them. Politicians are becoming more and more active on it. Personal communication via social media brings
politicians and parties closer to their electorate. Through social networking sites, political parties and candidates
become able to directly communicate with the public and interact with them. In turn, through social networking
sites, voters are also provided a platform to share their opinions and to be heard. At the time of 2014 loksabha
election in India, citizens of the country utilized the social media in the best possible manner. The sharing of the
communication related to the party manifestos, ongoing political speeches, exchange of videos related to political
issues and mudslinging among the politicians may lead to serious discussions in social media. In the elections youth
participation creates the awareness about the importance of voting in democracy through Electronic Media.

Kevywords: Social media, Election, UP election 2022, Media, Facebook, Twitter, Election system.
INTRODUCTION

The term social media refers to the public communication reaching a large audience. When members of the general public
refer to “the media” they are usually referring to the mass media, or to the new media, which is a section of the mass media.
Social media is Internet based and gives user quick electronic communication of content, such as personal information,
documents, videos and photos. Users engage with social media via a computer, tablet and smart phones via web based

software and application.

There are more than 4.5 billion social media users around the world so it is very easy to target audience by the political
parties for their promotion and advertisement to achieve the target of votes in election.

The largest social media networks are Facebook, twitter, YouTube. It is typically features user-generated content and
personalized profiles.

By 2023, the number of social media users in the U.S is forecast to increase to approx. 257 million. Social media originated
as a way to interact with friends and family but was lateral adopted by businesses that wanted to take advantage of a
popular new communication method to reach out to customers. The power of social media is the ability to connect and
share information with anyone on earth or with many people simultancously. Joining rank of established social networks

like Facebook, YouTube, twitter and instagram.

According to the Pew research center, a social media user tends to be younger. Nearly 90% of the people between the ages
of 18 and 29 years used at least one form of social media. Further, these users tend to be better educated and relatively

wealthy, or earning over $75000 per year.

The new media given a new dimension to the election campaigns. Today most of the political parties have created their
own websites. Facebook account and twitter account. They are regularly watching and their new media content or respond
instantly to the local audience by these mediums. Many political parties hire their own social media handler who handle
their accounts and manage their content on new media platforms even PR of every political party this time target social
media because the mass is present and active in this platform 90% youth are directly targeted by these online application so
it is very necessary to all the political parties working according to the trends of 21* century.
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AN ANALYSIS OF SENSATIONALISM IN NEWS

Dr. Vikash Singh, Dean (Acting) & Assistant Professor, Faculty of Professional Studies, Rama
University, Kanpur
Dr. Shambhoo Sharan Gupta, Deputy Dean and Associate Professor, Maharishi University of
B ) Information Technology, Gautam Budh Nagar, Uttar Pradesh )
Dr. Vinay Vikram Singh, Associate Professor & Head. Department of Journalism and Mass
Communication, United University, Allzhabad
Ms. Jagriti Basera, Asst. Professor, United C ollege of Education, Greater Noida

ABSTRACT

Scnsau_onfahsm in journalism has been a popular topic of fiery discussion for centuries. Yet, it appears that
the topic is more often debated than systematically investigated. Indeed, the word ‘sensationalism” has
F}ecome an casy name-calling device for those who are in the mood for criticizing the mass media. Even
in academic circles, the term has been used with little precision. The goal of the study is to take a step
xow.ards explicating the concept. The most common but vague classification of the concept is by content:
stones about crime, accidents, disasters, and scandals. A few scholars acknowledee that form:;l features
may play a role in what we have come to call sensational, but precisely how the packaging of stories
contributes to sensationalism, remains virtually unexplored especially in terms of television news. This
study focuses on the content of the news in different dimensions of sensationalism.

Keywords: Sensational news, Journalism, Gossip, Yellow journalism.

INTRODUCTION
Mass media is the main way through which people receive information today, but the definition

of mass media has also shifted over time. In the beginning of the 20th century, mass media consisted of
radio and newspaper; in the latter half of the 20th century, mass media shifted to mainly television and
later the internet. These forms of communication are especially crucial during wartime, disasters or any
kind of calamity. The newspapers, run by moguls like Joseph Pulitzer and William Randolph Hearst,
conveyed war information during the Spanish-American War in 1898. These newspapers used an
interesting tactic known as Yellow Journalism which essentially was a method of reporting the told stories
for the sole purpose of entertaining people, no matter what the level of veracity is. This method was used
to describe war stories in a way that created popular interest and national support for the Spanish-American
War. By the Vietnam War, media technology had become advanced and television was now the primary
distribution method for any important information. This allowed the people of the United States to witness
the goings-on of the warfront and created a much more visual experience that had not previously existed
for people at home. However, the way of showing the war created huge public unrest throughout the
United States as the brutality of the conflict became more publicized. This paper will explore the
differences in media coverage of the Spanish-American War and the Vietnam War. Furthermore, the
research paper will underscore this theme so that the different ways in which each war was portrayed, can
become clearer. Finally, this topic will be used to attempt to conclude why the media representation of the
Spanish-American War created massive public support for the war effort and why the media representation
of the Vietnam War catalyzed public unrest.

Sensationalism in medical reporting occurs when extravagant claims or interpretations about
research findings are made. Sensationalism in medical reporting has been discussed extensively, and a
few years ago one author predicted that “the tensions are likely to increase.” The conventional explanation
for the problem is ‘miscommunication’ resulting from the different styles of science and journalism, and
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ABSTRACT |

In the late 2019, the corona virus (COVID-19) emerged in Wuhan, China and rapidly spread all over the
world in 2019. Due to this global pandemic, the use of social networking sites such as Facebook,
WhatsApp, twitter, Google meet, zoom app, Instagram and telegram has increased among people in all
over the world. People use these social media apps to get updated and relevant information and students
to continue their teaching and learning process. With the onset of the COVID-19 pandemic, social media
hhs - rapidly become a. crucial communication tool for information generation and information
dissemination. The first objective is to study the role of social media in teaching-learning process. The
" second objective of the:study is to know the positive and negative effects of social media on studénts’ life.
The researcher'consulted different sources like research papers, journals, thesis, newspapers, dissertations,
</ rescarch articles etc. to know more about social media. The investigations show that social media has been
used to share viewpoints, ideas, and distance learning. Social media totally transfer the educational system
from physical learning to digital learning. Social media helps a lot to the learners to learn at anytime and
anywhere. Therefore, using social media is a valuable digital platform for the students and teachers to
make teachingilearning process effective and interesting. It has both positive as well as negative effects
on student’s life. It is a conceptual paper based on the reviews of various research papers, research articles,
magazmes, books Journals, dissertations, and newspapers related to social media.
) ! vEF The
KeytwordS' Socxal Medla, Information, Communication Technology, Digital Tool ngltal Learmng
Teaching and'Learning Process, Positive Effects and Negative Effects.

| J HARTY B B
INTRODU(ETION T -
Information ahd communication technology began to change very fast in the 20th Century After thc ﬁrst
supen computers were created in the 1940s, scientists, researchers and engineers began to. develop ways
to establish relation between those computers, and this would later lead to the birth of the Internet. Inteérnet
¢reated social'media networking sites. The first recognizable social media site is ‘Six Degrees’, and it was

, created in the year 1997. It enabled users to upload a profile picture and make friends with other users.
J Aftar the invention of blogging, social media began to explode in popularity Many sites |became
prominentiin the year 2000. Sites like LinkedIn, Myspace ctc. gained prominence in the early 2000s, and
YiouiTube came out in the year 2005 and became very prominent. By the year 2006, twitter and face book
both:became available to users throughout the world. These two sites became most popular social networks
on the: Internet throughout the world. Today, there is a varlety of social networking sites. This has created

an: environment where: users: can easily reach the maximum number of people, without smnﬁcmg the. ;
mtxmacy of person to-person communication.

R i |
The cmergence ot Informatlon and Communication Technology (ICT) has led to an increase in the v olumc
of transferring course contents. Many students accepted that mobile phones and social media played a

~ significant role in their academic development as well as career enhancement. Mobile devices and social

média has provided: many educational opportunities ta the students for their academlc collabomtton,
acpcssml, course contents, tutors despite the physical barriers.
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INTRODUCTION

India is about to complete 117 years of the establishment of the advertising agency. B. Dattaram
& Company, the first advertising company in the country, which was established in 1905 in Mumbai.
India Advertising Company (1907), Calcutta Advertising Agency (1907), L. H. Stranch, Bomas Ltd.
(1928),S. (1928). H. Benson and in 1929 J. Walter Thomson These are some famous names. In the
words of Madhu Deep Singh, “In the 18th century, advertising was a method of communication to
inform the people, for which casy mode of presentation was adopted in the print media.But with the
advancement of technology and expansion of the market, advertising and promotional activities had
become a major means of marketing. Today advertising has become the highest grossing industry in the
world.”Advertising generally makes a deep impression in the mind of the consumer and instills in him
the desire to buy a product. Social media Advertising is expected to drive the growth of the country's
digital advertising industry. Digital advertising witnessed a 26% increase in 2019over 2018 to reach
Rs.13,683 crore, even as overall advertising witnessed a sober 9.4% growth as per the latest report by
the Dentsu Aegis Network. The report points out that digital continues to grow and will grow at 27% in
the current year to reach Rs. 1 7,377 crore by the end of 2020. The segment was expected to grow at 20%
to reach a market size of 218,938 crores by 2021, said a report by Dentsu India again and crossed
Rs.50,000 crore mark by the end of 2025, growing at a CAGR of 27.4%.

FMCG industry, which spends majority of their ad budgets on Television, is now spending a

large share of their digital media budget on online video (36%), while E-commerce and consumer
durable industry spend mostly on paid search and social media. It is clear out of the above statement that
information technology based social media is a major means of expression for crores of people in the
country at present. At the same time, social media is also a system of information, a system of news, and
working for updates. It has become a medium of advertisement especially with local, regional, national
and international information/news on various issues. Understanding the limits of traditional advertising
media, big companies/groups have turned to social media to make their product information accessible
to as many people as possible. Digital and social media presence is a key element in the marketing mix
of most brands.
From personal computer maker Dell Inc. to storage equipment maker NetApp Inc. and Hindustan
Unilever, Procter & Gamble, Godrej, Britannia Industries, ITC Limited, Dabur, etc. are trying to reach
millions of people through blogs, viral videos and social networking sites like Facebook, Twitter, Fred
Feed and Digg. The number of social media users and the advertising market has grown exponentially
over the past ten years.

DIGITAL MEDIA AND ITS ACCESS

Social media has become a new and popular medium for people. All the social sites like
Facebook, Twitter, YouTube, LinkedIn have brought a new revolution in the everyday life of the people.
No wonder that more and more marketing and advertising companies are using these sites in their
strategy. These sites are being used to reach consumers and create social networks. According to a report
by NASSCOM, social media is playing a big role in strengthening the Information Technology industry
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RURAL INDIA DEPICTED IN HINDI CINEMA: A CRITICAL STUDY

Dr. Aditya Kumar Mishra, Assistant Professor and Head, Department of Journalism and Mass
Communication, Rama University, Kanpur
Dr. Vikash Singh, Assistant Professor and Dean (Acting), Faculty of Professional Studies, Rama
University, Kanpur

Summary-

India is a country of villages. Earlier, when rural India was mentioned, only pictures of green fields, cows,
buftaloes, goats, wells, ponds, Gardens, mostly mud houses and huts came to our mind. But with the
passage of time, the winds of development have started reaching to the villages from the cities as well. In
the contemporary society, we can find so many examples of such winds.

Now facilities like pucca houses, color television, DTH, internet have become common in villages as well.
The dialect and dress of the people living in rural areas is often different. Although the zamindari system
was abolished from the villages after independence in India, but even today it can be seen in the villages
that the ownership of the farms on a large scale is not owned by the farm workers but by someone else. It
is also to note that those who have major portions of land, are not involved in farming, but often landless
laborers are seen doing agricultural work. A fter mechanization, the number of laborers in agriculture has
reduced as compared to earlier, but on talking to the laborers returning from far and wide in trains during
the rice-wheat harvesting season, it is understood that the need of laborers in India remains in farming
even today. The owner of the field can’t do farming on his own. On the other hand, like before, now people
do not get fruits, vegetables, milk etc. directly from rural areas. Rather, instead of them, now bringing
packaged milk, fruits and vegetables from big mandis, fruits and vegetables are available only from those
who sell them at major intersections and fixed places. The reason for this is the increasing population,
liberalization, urbanization and new ways of employment in the changed environment. Due to
urbanization, trees are being cut indiscriminately. Both the village and the forest are losing their shape to
meet the needs of roads, industries, housing etc. On the surface of reality, the situation of forests and
villages is changing. Even on the film screen, rural India has been changing as per the wishes and needs
of the filmmakers. This research examines rural India depicted in films.

Keywords- India, Cinema, Village, Farm, Population, Urbanization.

Introduction

Rural India has always been an important part of Hindi cinema. Greenery of villages, animals, ponds,

simple life, fields spread far and wide with yellow mustard remain part of the film stories. In the beginning

of Indian cinema, most of the religious and spiritual stories were shown on screen., There had also been

an attraction of cinema towards big houses, big vehicles, fashionable clothes and western culture (body

performance of women), but in India, called the country of villages, the language, culture and pictures of
rural India were found on the screen of the cinema. The names of films like ‘Do Bigha Zameen’, ‘Dharti

Ke Lal’, ‘Mother India’, ‘Teesri Kasam’, ‘Damul’ and ‘Peepli Live’ are prominently mentioned when it
comes to the presence of villages in Hindi cinema. Merely showing the scenes of rural areas on the film
screen does not make a film of rural background unless village issues are prominently included in the
story of the film. For example, in the movie ‘Dilwale Dulhania Le Jayenge’, the heroine moves with her
family from London to a village in Punjab. Incidentally, the hero who is in love with the heroine also
comes to her village and grows closer to the heroine’s family. Meanwhile, the film has a song ‘Tujhe
Dckha Toh Yeh Jaana Sanam’ which was shot in the fields of mustard. The song is one of the main songs
of the film which was well received by the audience but the film just because of showing the presence of
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Abstract:

The Over-the-top media or streaming services, popularly known as the OTT Applications have earned
huge popularity in India. The Indian audience is preferring OTT Apps and online web series as their
preferred entertainment options above theatrically presented movies. The traditional Indian Cinema
which was based on theatrical release model is facing competitive heat from the OTT platforms, owing
to which some producers have started releasing their movies and content on the OTT Apps. And then,
the Covid-19 pandemic made things worse for the Indian cinema industry and movie theatres. This
research paper tries to analyse the impact of OTT Apps on the Indian Cinema and Movie Theatres with
special reference to the audience perception. The main goal of this investigation is to determine whether
the emergence of OTT platforms has any impact on the traditional theatre industry, where special
attention is given to the scenario created during and after Covid-19 pandemic.

Keywords: OTT (Over the Top), Indian Cinema, Movie Theatres, Digital Streaming, Film Watching
The Evolution of Human Entertainment ,

The Human entertainment has greatly benefited from communication's growth. Since ancient times,
people of all ages have created many forms of entertainment for themselves, their families, and society.
The ancients used rock art, folktales, storytelling, folksongs, folklore, and myths to express themselves,
and in more recent times, people have used writing to share their feelings. In addition, new and inventive
ways of communicating events, emotions, and interpretations emerged with the developmentiof
technology. With the development in the industry, the reach and scope of entertainment have expanded
beyond all comprehension. (
People now have unrestricted access to knowledge thanks to the New Age of Technology. A: global
decentralisation of awareness was requested by radio, newspapers, and television. To keep themselves
entertained and calm, people may choose from a varicty of entertainment options from any location.
Beyond borders, communication increased significantly. » special
The Changing Media & Entertainment Scenario

People’s entertainment needs have greatly benefited from Internet and communication's growth. The
most recent developments in media and entertainment, like the internet, TV, and smartphones, have an
impact on every aspect of media and communication. Streaming services, also known as OTT
Applications, have grown in popularity recently as more and more individuals choose to access their
entertainment online. . Sie
Movies have consistently attracted a sizable audience. It offered a look into people's lives around lhe
globe that was felt by everyone. Movies are a common diversion for people of all ages. The theatre played
an important role in this entrainment's growth. To meet audience demand, theatre changed from screening
the same movie for months to doing so every few days. However, The OTT Platforms work on a different
module, where the user has access to hundreds of movies, shows, web series and other entertamment

vhiod

stuff right on their fingertips.
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ANALYSING THE SUCCESS FACTORS OF TVF PANCHAYAT: THE RURAL DRAMA
WITH PORTRAYAL OF A COMMON MAN
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Abstract

The Indian Web Series and OTT Industry has witnessed a major spike in v1ewershxp amongst the youth
Panchayat is an Indian Hindi-language comedy-drama web series created by The Viral Fever (TVF),
which has gained immense popularity. This research paper focuses on analysing the success factors of
Panchayat Web Series (Season | & 2) produced by TVF. Panchayat is a family-oriented rural drama
that captures the journey of an engineering graduate Abhishek, who is a common man, and for lack of
a better job option joins as a Panchayat Secretary of Gram Panchayat Phulera of Uttar Pradesh. The data
were collected using a survey questionnaire and is conducted by using quantitative research
methodology. The research paper has tried to identify several factors such as favourite season, character,
and other elements like grounded story plot, village life, background music, which together have made
this web series a huge hit in terms of popularity and viewership. The research paper also tries to answer
questions related to content being produced and released on OTT platform nowadays. There are
currently more than 800 million people in India, who are online, and it is surely going expand in the
future as people have started taking internet as a medium for entertainment. This research paper will
help the OTT industry, especially for the upcoming web series.

Keywords: Entertainment, Web Series, OTT, Panchayat, New Media

Introduction

The Rise of OTT in India

The Human entertainment has greatly benefited from communication's growth. Since ancient times,
people of all ages have created many forms of entertainment for themselves, their families, and society.
The ancients used rock art, folktales, storytelling, folksongs, folklore, and myths to express themselves,
and in more recent times, people have used writing to share their feelings. In addition, new and inventive
ways of communicating events, emotions, and interpretations emerged with the development ‘of
technology. With the development in the industry, the reach and scope of entertainment have e\panded

beyond all comprehension.
India is a promising market for Over-the-Top (OTT) media providers. Over-the-top (OTT')

providers in India are extending their content selection to satisfy consumer demand as the number of
individuals with smartphones and access to high-speed Internet keeps rising. With the advent of OTT
services, content producers can now communicate directly with their audiences. This technique of
selling directly to consumers has made the entertainment industry more open and competitive by
lowering entry barriers and increasing content variety.

The globe is experiencing a digital revolution, and India is leading the way in terms of mobile
internet connectivity. In India, 4G and the impending rollout of 5G technology have completely
transformed access to information, communication, and commerce. Leading telecom companies like
Reliance Jio, Airtel, and Vodafone Idea were instrumental in ensuring that high-speed internet'was
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Abstract
The purpose of this study is to investigate the relationship between the use and rise of social media as
clection campaign tools for political parties in India. Social media has become an essential medium in
the Indian electoral system.
These new forms of communication have become crucial in persuading voters, particularly the younger
generation like people in their twenties. Political parties and candidates can reach out to a large number
of individuals in a short amount of time because of the rapid speed of social media and the amount of
time media users spend on internet. Social media, as opposed to traditional media, allows politicians to
actively engage with potential voters.
Because of the media, political parties and candidates can openly discuss their principles, goals, and
accomplishments with voters.
They have a stronger personal connection to the audience and interactivity increases. Candidates can use
social media to provide their supporters a behind-the-scenes look or a real time look at their campaign
and track engagements more readily. These new kinds of media also make it easier to acquire news that
is most relevant to specific target groups. The increased use and rise of social media has been proved to
be significant, and research is required. The current study focuses on the use and rise of social media in
the realm of politics, as well as its impact on general and political engagement by the general population.
The study will first look into the rise of social media as a means for reaching voters. Second, based on
these uses and reward approaches, why were people using social media throughout the election
campaign? The present study proposes to analyze the rise and use of social media as an election campangn
medium during election time based on uses and gratification theory. mrnbar
Keywords: Social media, Election campaign, Uses and Gratification Theory cant of

Introduction

Social media has been an essential aspect of political communication during election campaigns irrrecent
years. Communication has expanded from social media to chat rooms and instant messaging since the
advent of the Internet. In the framework of Internet communication, social media are the most:current
and quickly developing phenomenon. Throughout 2014, during the Indian legislative general election,
all political parties and candidates made great use of social media. g e that
Voters must be mobilized. The recent tremendous rise and popularity of social media usage received:a
lot of attention from Political communication academics. The political impact of social media as:a new
means of communication is of particular relevance that enables people access political mformdtmn as
well as engage with other people on the Web. . i
The structure of social media is substantially different from that of traditional media; it allows users to
disseminate News and thus information is communicated in a variety of ways. Social media toolsisuch
as Twitter, Facebook, YouTube, and other social networks are today regarded as politically
transformational communication technologies in the same way that traditional media such as newspapers
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SOCIAL MEDIA AND POLITICAL PARTICIPATION- A REVIEW OF LITERATURE
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Abstract

There was something in common between the demonstrations on city streets of the Philippines in
2001, the election of Barack Obama as President of the United States in 2008, the so-called "Arab
Spring" in the Middle East that began in early 2011, and the "Occupy Wall Street" movement that
began in New York in 2011, the Tunisian revolution, The Egyptian revolution, The Bahraini
uprising, The Libyan revolution, The Syrian uprising, and all other recent uprisings.

If we look at the instance of India, what is the one important common feature in India Against
Corruption movement led by Anna Hazare and his team, and why is it so successful? The
resounding victories of the Aam Aadmi Party (AAP) in Delhi in 2015 and 2020, as well as the
emergence of the AAP as a national force, The Justice for Nirbhaya campaign, the pro-jallikkattu
rallies in Tamil Nadu in 2017, the landslide win of the NDA (National Democratic Alliance) at the
Centre in 2014 and 2019, and many other events?

They all made excellent use of social media to assist in the organisation and mobilisation of their
responsible agents; they all made extensive use of social media to develop communication
networks and progress toward their goals.

This paper attempts to review literature related to social media aa a tool of political participation.
Many previous studies have attempted to study the connect between social media platforms and
how it has triggered political communication. More so after the dark era of COVID, more: and
more focus has shifted to exploring the potential of social media in political participation especially
among youth. - telns
Keywords: Social media, political participation, political communication T

Introduction

Social media, more than any other kind of media now in use, has contributed to the creation of the
global village about which communications theorist Marshall McLuhan talked in the 1960s. The
notion of a flat world, as envisioned by twenty-first-century author Thomas L. Friedman, has
become a reality thanks to today's social media platforms (2005). Friedman writes in his’ é‘cstf
selling book 'The World Is Flat' that the personal computers and the speed with which information
can be sent via fibre optic cables will herald the beginning of the contemporary revolution, which
will almost eliminate the constraints of time and space. Information and communication

technology have brought the globe closer together than it has ever been before! s
eS|
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