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Media effect on media: 

Progression of political news 

and tweets during India 2014 
 

Francis P. Barclay 
 

Abstract—Do the content and behaviour of one medium of 

mass communication affect another? Is the effect immediately 

felt or delayed? To answer these questions in the context of the 

2014 Indian Lok Sabha elections, the top four English newspapers 

published from India—readership wise—and Twitter were 

chosen. Their political contents were mined and analysed from 

Jan 16 till May 12, 2014. Using cross-correlation in time-series 

analysis, the immediate and long-term effects of political news 

on Twitter trends or vice-versa were estimated. The analysis also 

measured the delay. These empirical results were used to theorise 

on cumulative effects of mass media of communication on each 

other, besides media interaction and integration. 

 

Keywords: Indian election, Twitter, poll prediction, sentiment analysis, press bias 

 
 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

Barclay, Francis P. 2017. Media effect on media: Progression of political news and tweets during India 

2014. Journal of Media and Communication, 1(1): 1-28. CUTN.  

 



Media EFFECT on media  JM&C 

Page | 2 
 

Introduction 

Mass media of communication play a pivotal role in political 

communication, especially during election times. In India, the 

traditional newspapers are witnessing a steady increase in circulation 

(Hooke, 2012), thanks to economic development, rising standards of 

living and hike in literacy rates. Even when newspapers continue to be 

a main source of political news and are considered as game-changers in 

elections (Chiang and Knight, 2011), the country is witnessing 

tremendous growth in online social media popularity. Both the 

mainstream print and the online social media played decisive roles 

during the 2014 Indian Lok Sabha election (Pansare, 2014; and Swamy, 

2014). As the polls neared, the newspapers started covering the election 

campaign vigorously and millions of political messages were shared on 

Twitter on a daily basis. The content of newspapers and the political 

tweets could provide meaningful insights into the prevailing public 

mood and perceptions. As people are exposed to and use several media 

of communication, their content could also influence the voters and 

their voting decisions. Hence, it becomes important to study the content 

and behaviour of mass media during the election period.  

The present study analyses the content of the print media and 

Twitter and estimates the effect that they exerted on each other in the 

run-up to the 2014 parliamentary election that was conducted during 

April 7-May 12, 2014. The Indian National Congress (INC or just the 

Congress), Bharatiya Janata Party (BJP) and the Aam Aadmi Party 

(AAP) were the dominant parties contesting the election. Arvind 

Kejriwal led the AAP, while Rahul Gandhi, son of former Prime 

Minister Rajiv Gandhi and Congress President Sonia Gandhi, was 

portrayed as the face of INC. BJP nominated Narendra Damodardas 

Modi as its prime ministerial candidate. 

To measure the impact of one mass medium of communication 

on another, similar variables need to be chosen and their behaviour in 

the two media need to be analysed.  



JM&C  Francis P. Barclay 

Page | 3  
 

The political parties chosen for the study were the Congress, BJP 

and AAP, and the period of study was January 26 to May 12, 2014. The 

top four English newspapers published from India—readership wise—

were chosen to represent the popular print media culture. 

 

Political influence of print media: It has been shown in past studies that 

newspapers can influence voters (Bartels, 1993; Rhee, 1997; and 

Druckman and Parkin 2005). Exposure to newspapers affects political 

behaviour and opinion (Gerber, et al., 2006). Kuypers (2002) charted the 

potential effects that the press has upon the messages of political and 

social leaders when they discuss controversial issues. Newspapers are 

widely read by opinion leaders who shape the political perceptions of 

those interacting with them. Endersby (2011) observed that news 

consumers who read papers are more likely to modify their perceptions 

of party ideology in the direction of press bias.  

Furthermore, media consumption correlated with ideological 

preferences and perceptions of political parties. Reviewing the past 

studies, it can be cautiously assumed that the print media could exhibit 

bias in their election coverage—and thereby, influence the voters. 

 

Twitter for free expression of public opinion: Broersma and Graham 

(2012) investigated the use of Twitter as a source for newspaper 

coverage of the 2010 British and Dutch elections. Almost a quarter of the 

British and nearly half of the Dutch candidates shared their thoughts, 

visions, and experiences on Twitter. Subsequently, these tweets were 

increasingly quoted in newspaper coverage. They also presented a 

typology of the functions tweets had in news reports and showed why 

politicians were successful in producing quotable tweets. While this 

paper focusses upon the coverage of election campaigns, their results 

indicated a broader trend in journalism. Kluver (2007) provided a 

comparative analysis of the use of the World Wide Web in countries 

around the world for campaign purposes. This ambitious study drew 

upon a common conceptual framework to examine how the Internet is 
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used by a variety of political actors during periods of electoral activity 

and by political organisations to tighten their hold on power. Online 

social media empowers the common man to broadcast his/her message 

to the world in an instant and with ease, a power, hitherto, rested only 

with the media houses. Such a power promotes democracy and equality, 

and turns out to be useful both to organisations and individuals 

bringing them all on a common communication platform. For example, 

as Mangold and Faulds (2009) and Kaplan and Haenlein (2010) 

manifested, the online social media could be used a marketing tool to 

promote the interests of the organisations, which could also be political. 

Sani and Zengeni (2010), who studied the 2008 Malaysian general 

elections, observed that the proliferation of social media had 

ramifications. The researchers noted that the Internet was a conduit for 

alternative information and democratic values because it helped people 

to evade the intrusive force of censorship. It increased transparency by 

facilitating the flow of information about government and promoted 

democracy, they observed. It also opened up the space for the Malaysian 

citizens to deliberate political issues and gave the opportunities for the 

Opposition to utilise in influencing the election result. With the policy 

of free cyberspace, the social media has huge potential to strengthen the 

democratisation process and democracy.  

As Barclay, et al., (2014) demonstrated in their study, social 

media reflected public mood prevailing at a given time and can be used 

as an efficient research tool to gauge public mood and opinion on 

political issues. Social media turned out to be an alternative to the 

traditional media as a source of instant information. Furthermore, they 

have become a platform where personal opinions on issues could be 

shared or broadcasted to a wider section of people, a facility that the 

traditional media do not offer in an efficient way. As people started to 

post political messages on social media platforms during the 2014 

elections, they became ideal research tools. 

As social media content is user-generated, they should, in a way 

reflect public mood and sentiments prevailing at the given time 
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(Barclay, et al., 2014). Several attempts had been made to predict the 

future with social media content. In 2010, Asur and Huberman ventured 

to predict the future with social media. In a content-analytic study, the 

researchers used the chatter from Twitter to forecast box-office revenues 

for movies. They built a simple model using the rate at which tweets 

were generated about particular topics and found that it outperformed 

market-based predictors. They further demonstrated how sentiments 

extracted from Twitter can be further utilised to improve the forecasting 

power of social media. Bandari, Asur, and Huberman (2012) used 

Twitter to predict the popularity of news items with 84% accuracy.  

Bollen, et al., (2011) used Twitter mood to predict the stock 

market. The researchers measured collective mood states using large-

scale Twitter feeds and found their correlation with the value of the Dow 

Jones Industrial Average over time. Their conclusion was that collective 

public mood as expressed on online platforms was an economic 

indicator and predictor. Zhang, et al., (2011), too, reported that the stock 

market can be predicted with Twitter feeds. In their content analytical 

study of sentiments, they observed that checking on Twitter for 

emotional outbursts gives a predictor of how the stock market will be 

doing the next day. Bandari, et al., (2012) used Twitter to predict the 

popularity of news items with 84% accuracy. Yu and Kak (2012) 

discussed the realms which can be predicted with online social media   

 As people started using Twitter and Facebook for extensive 

political debate and discourse, especially during election times, it 

started gaining the attention of researchers and news organisations who 

viewed it critically worldwide. Some of them attempted to use these 

social networking platforms to predict elections in different ways.  

Tumasjan, et al., (2010) were one among the first to test the ability 

of social media in predicting election outcomes. They used the context 

of the German federal election to investigate whether Twitter is used as 

a forum for political deliberation and whether online messages on 

Twitter validly mirror offline political sentiment. They found that the 

mere number of messages mentioning a party reflected the election 
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result. Moreover, joint mentions of two parties were in line with real 

world political ties and coalitions. The researchers also found 

correlation between the tweets’ political sentiment and positions of 

parties and politicians indicating that the content of Twitter messages 

plausibly reflected the offline political landscape. Bermingham and 

Smeaton (2011), and Franch (2013) also used Twitter and Facebook to 

track political sentiments and successfully predict election outcomes. 

Barclay et al. (2014, 2014a, 2015, 2015a, 2015b, 2015c, 2016 and 2016a) 

conducted a series of studies to test the predictability of election results 

with media content. The researchers found that both the traditional and 

new media were capable of predicting election results. Barclay et al. 

(2014) found a strong positive correlation between Twitter sentiments 

expressed on the two leading candidates and the results of the 2012 US 

presidential elections. Studying the 2014 Indian election, Barclay et al. 

(2015a) found a time-lagged correlation between press bias and social 

media trends, both of which were related to the election results. Barclay 

et al. (2016 and 2016a) tested the relationship between Twitter 

sentiments and election results and arrived at positive results. 

Reviewing the past studies, it can be inferred that various aspects 

of Twitter and political communication happening on the social 

network has been studied and the online social network is recognised 

as a crucial tool for propaganda and political deliberation.  

However, the effect of political news on Twitter has not been 

studied, at least, in the studies reviewed. Twitter, like a few other online 

platforms, offers users the power to freely express their political 

opinion. The present study uses the political trend with regard to the 

chosen three parties in the newspapers and on Twitter to estimate the 

effect of print media on Twitter or vice-versa.  

On Twitter, the political polarity of the tweets—that is, whether 

it is favourable, unfavourable or neutral to a party—can help estimate 

the political trend. But for the newspapers, the political polarity of the 

political news items and their position in the papers—that is, on which 

page, the news items were published—have to be considered to track 
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the political trend. To estimate the effect that the print media and 

Twitter exert on each other, their political trends are correlated.  

That is, an association is found between the number of favourable 

and unfavourable news items that the newspapers published on a party 

and the number of favourable and unfavourable tweets posted on the 

same party on Twitter. 

 

Research questions 

At this stage, to bring in some focus to the study, the following research 

questions are asked: 

RQ1. Is there a short-term effect of the press trend on  

Twitter trend or vice-versa? 

RQ2. If yes, what is the time delay? 

RQ3. Is there a long-term effect of the press trend on  

Twitter trend or vice-versa? 

RQ4. If yes, what is the time delay? 

 

Research hypotheses 

Press trend can be estimated in many ways. Even the number of 

mentions of a party name could be used to estimate popularity. But the 

present study is focussed on studying latent content rather than 

manifest content as the former is considered more meaningful. Since, 

the study considers the political polarities of political news items and 

their respective positions in the papers, the press trend is estimated by 

counting the number of strategically-positioned positive reports on a 

party in the newspapers. This takes into account only the positive 

reports published on a particular party. Newspapers publish both 

positive and negative reports and hence, it makes more sense to take 

into account the negative reports as well. Hence, the number of 

strategically-positioned positive reports and negative reports on a party 

in the newspapers is used to estimate the political trend. It could be 

simplified by introducing a term ‘positivity’ which will be the difference 

between the strategically-positioned positive and negative reports. 
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On Twitter, when preliminary tests were conducted before the 

research, there were more tweets recorded on the politicians 

representing a party than the party itself. Hence, instead of the tweets 

on parties those on the leaders who are the faces of the contesting parties 

are analysed. Hence, the political trend on Twitter was estimated by 

counting the number of positive, negative and neutral tweets posted on 

a party. Here, positivity will mean the difference between the number 

of positive and negative tweets posted on a party. 

The positivity scores for the three chosen parties were recorded 

on a daily basis during the study period on Twitter and in the four 

English newspapers. Since the study tests the correlation between time-

series of the positivity scores derived for the newspapers and Twitter, 

the hypothesis for the correlation is as follows: 

More positivity for a party in the newspapers  

means more positivity for that party on Twitter. 

Which is a simplified definition of... 

Higher number of strategically-positioned positive reports and 

comparatively lower number of strategically-positioned 

negative reports on a party in the newspapers means higher 

number of positive tweets and comparatively lower  

number of negative tweets on the representative of that party. 

Correlation between the positivity scores of the newspapers and 

Twitter are correlated at several time lags to answer the four research 

questions. Time-series data can be decomposed to extract distinct 

components like a deterministic, non-seasonal secular trend (long-

term) component, seasonal (short-term) fluctuations with known 

periodicity and a stochastic irregular component (noise). In the present 

study, correlation between the time-series is determined between non-

seasonal and detrended curves. 

 

Method of Research 

Newspapers Based on readership figures, the following broadsheet 

dailies were selected for the study: The Times of India (ToI), Hindustan 
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Times (HT), The Hindu (TH) and The Telegraph (TT). Political news items 

published in the chosen four newspapers were collected on a daily-basis 

from January 26 to May 12, 2014— the period of study.  

In this study, ‘news item’ refers to news stories, editorials, op-ed 

pieces, columns, standalone pictures, info-graphics and opinion pieces 

published in the newspapers. The unit of analysis is a news item. Of the 

news items published, the ones that were related to the chosen parties—

the Congress, BJP and AAP—were segregated.  

Each of the items was analysed and classified as positive, neutral 

or negative for a party based on its content. A common formula was 

applied to each of the news item in this comparative study to mitigate 

any inherent bias in the data analysis.  

 

Scoring guidelines for polarity— Nine categories were chosen for 

categorisation of political polarity—Congress positive, Congress 

negative and Congress neutral; BJP positive, BJP negative and BJP 

neutral; AAP positive, AAP negative and AAP neutral. While reporting 

an issue or controversy, if a news item presented the view or statement 

of a party or the views that favour that party, then the news item was 

classified as positive for that party.  

In the case of multiple views, the dominant view was considered.  

If a news item had the mention of a party and was found to be 

damaging the image of that party, it was rated as negative. If a news 

item was based on the political campaign of a party, then it was 

classified as positive for that party. Positive and negative statements 

were tracked in news reports to decide their polarity. If a news item 

mentions more than one party, then the party that is dominantly 

discussed in the news report is considered.  

A news item that did not exhibit a perceivable political polarity 

was categorised as neutral. Only the news items that exhibited a political 

polarity—that is, either positive or negative—were considered for 

further analysis of political orientation of the newspapers. 
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Scoring guidelines for position— Based on the position of the news item 

in the paper—that is on which page it appeared— weightage was 

assigned to it. Front page news item - 5; editorial - 4; news item on 

editorial or op-ed page - 3 and news item on nation page - 2.  

Independent variable in this study is ‘time’, while the dependent 

variables are political polarity and the position of news items in the 

papers, which were measured in ratio points. Positivity scores were 

derived based on the two dependent variables. Calculation was done 

daily to track the trend over time as the four papers analysed are daily 

broadsheets. For the independent variable time, the unit of 

measurement was one day.  

 

Reliability—An ‘a priori’ coding scheme describing all the measures 

was created and the scoring guidelines were served to the coders, who 

were trained with samples before the study period. Since a human 

coding method was employed, the meaning and content of the news 

items were better analysed to estimate the political orientation of the 

chosen four newspapers.  

Inter-coder reliability was tested. Cohen’s κ was run to determine 

if there was agreement between two coders using a sample of 50 news 

items and the guidelines proposed.  There was almost perfect agreement 

between the coders’ judgments, κ = .856 (Std. error .055), p < .0005. 

 

Twitter For the content analysis of Twitter, tweets that had the mention 

of the terms ‘rahul’, ‘modi’ and ‘kejriwal’ were collected on a daily-basis 

from January 26 till May 12, 2014— the period of study. The unit of 

analysis is a tweet. Each of these terms was chosen to represent one of 

the three parties considered for this study. A random sampling 

procedure was applied to choose the tweets for analysis. That is, using 

the search API of Twitter tweets were mined at different random time 

periods during a day.  

For each of the three terms, 500 tweets were collected and a 

sentiment analysis was performed on them to classify them as positive, 
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negative or neutral. For recording the volume of tweets posted on a 

term, the free online Topsy service was used. It provides the number of 

“valid” tweets generated on specific search terms for a limited period.  

Using this application, the volume of tweets posted on the three 

terms were found out. Then using the sentiment analysis performed, the 

number of positive and negative tweets posted on each of the three 

terms was calculated. A common formula was applied to each of the 

tweets in this comparative study to mitigate any inherent bias in the 

data analysis.  

 

Scoring guidelines for polarity— For tweets with the mention of each of 

the three terms, three categories were chosen for categorisation—

positive, negative and neutral. Being an analysis of latent content, the 

polarity of a tweet was determined using the judgment of the expert 

coders, who looked for adjectives and smileys among other indicators. 

While dealing with an issue or controversy, if a tweet presented the view 

or statement of the candidate or the views that favour his party or the 

candidate, then the tweet was classified as positive for that candidate. 

In the case of multiple views, the dominant view was considered.  

If a tweet was found to be damaging the image of that candidate, 

it was rated as negative. If a tweet was based on his political campaign, 

then it was classified as positive for him. Positive and negative 

statements were tracked to decide the polarity. Even if a tweet mentions 

more than one candidate, it was taken under the term under which it 

was sourced. A tweet that did not exhibit a perceivable political polarity 

was categorised as neutral.  

Independent variables for Twitter are the terms which represent 

the parties and ‘time’, while the dependent variable is the political 

polarity of the tweets, which were measured in ratio points. Political 

trend of Twitter was tracked based on the number of positive and 

negative tweets posted under each of the search terms. Calculation was 

done daily to track the trend over time. For the independent variable 

time, the unit of measurement was one day. Political trend of Twitter 
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was calculated for the whole study period to conclude which party was 

popular on Twitter and to what extent. Political trend was determined 

using the positivity scores that is the difference between the number of 

positive and negative tweets on a single term. The data were collected 

and analysed using Microsoft Excel spreadsheet and a portable version 

of the SPSS statistics software. For the time-series analyses, linear and 

quadratic regression models and SPSS Expert Modeler were employed. 

 

Reliability— Cohen's κ was run to determine if there was agreement 

between two coders using a sample of 50 tweets.  There was almost 

perfect agreement between the two coders, κ = .832 (Std. error .059), p < 

.0005. To improve intersubjectivity, the two most popular online social 

media platforms were chosen. Further, an ‘a priori’ design was used to 

boost objectivity. The data were collected and analysed using Microsoft 

Excel spreadsheet and a portable version of the SPSS statistics software. 

For the time-series analyses, linear and quadratic regression models and 

SPSS Expert Modeler were employed. 

  

Findings 

Political news published in the four chosen newspapers—The Times of 

India, Hindustan Times, The Hindu and The Telegraph—were reviewed on 

a daily basis during the period of study—January 26 to May 12, 2014. Of 

them, the political news items published on the front page, editorial 

page, Op-ed page and nation pages on the three national parties selected 

for the study were rated as positive and negative for a party. That was 

identified as the political polarity of a news item. Based on the news 

item’s position in the paper—that is, on which page it was published—

each news item was assigned a weightage. Daily scores for the papers 

were calculated by summing up the weightages of the positive and 

negative news items. Then, the negative scores were subtracted from the 

positive scores to derive the positivity scores.  

For Twitter, Topsy was used to estimate the volume of ‘valid’ 

tweets posted on the three chosen terms was recorded. The search terms 
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used for Twitter analysis in this study are ‘modi’, ‘rahul’ and ‘kejriwal’ 

that represent the BJP, Congress and the AAP, respectively. Sentiment 

analysis was performed on samples of tweets with the mention of the 

three chosen terms mined from Twitter on a daily basis using the search 

API. The sentiment analysis segregates tweets as positive, negative and 

neutral, that is, identifies their political polarities. Using the percentages 

of positive and negative tweets, the volume of positive and negative 

tweets posted on the three terms was estimated.  

Daily positivity scores for the parties on Twitter were derived by 

subtracting the volume of negative tweets from the number of positive 

tweets on a party. Both the daily positivity scores for the newspapers 

and Twitter are presented in Table 1. 

 

Table 1 Daily positivity scores for the newspapers and Twitter 

Date PC PB PA TC TB TA 

26-Jan-14 5 5 15 306413.5 267236.4 -501745 

27-Jan-14 4 4 16 4439061 2014403 -572844 

28-Jan-14 44 9 4 1411525 1105942 -94755.1 

29-Jan-14 -7 7 -5 -997802 830840.2 -430171 

30-Jan-14 7 8 27 766640 394173.3 -554254 

31-Jan-14 26 14 8 -207785 732153.3 -482661 

01-Feb-14 23 22 28 343544.4 996831.6 -438607 

02-Feb-14 3 0 -2 -395162 892500 -332668 

03-Feb-14 6 27 -15 230256 1371807 0 

04-Feb-14 23 -5 28 425566 1135139 -500067 

05-Feb-14 -2 9 4 -323877 1038154 -58818.6 

06-Feb-14 -11 37 12 -183163 963904 207970.5 

07-Feb-14 18 9 4 -46062 1405245 -110616 

08-Feb-14 16 19 26 541066.7 634559.8 -240118 

09-Feb-14 -14 25 26 517776 1161128 -696276 

10-Feb-14 5 37 25 -88973.9 612714.7 -936629 

11-Feb-14 18 9 -9 -251482 2109729 -132628 

12-Feb-14 41 31 29 356400 2392436 -424090 

13-Feb-14 9 21 34 -150252 516992.3 -61943.6 

14-Feb-14 7 36 1 230782.5 1122536 -659462 

15-Feb-14 -16 -2 3 815252 724868.4 -700033 
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16-Feb-14 8 -20 -2 25858 1553328 -240672 

17-Feb-14 15 -15 21 -276944 1628154 -743333 

18-Feb-14 23 7 15 538314.9 1103725 -175756 

19-Feb-14 -3 13 -7 -38639.2 704250 40972 

20-Feb-14 22 14 6 -307692 1015168 -35937.9 

21-Feb-14 31 4 12 -241686 1135000 -268010 

22-Feb-14 15 4 13 565346.9 1347290 -210318 

23-Feb-14 4 14 2 -355768 2150992 -262710 

24-Feb-14 12 -9 28 42277.78 1140833 -402978 

25-Feb-14 4 19 8 -716096 386890.2 -435384 

26-Feb-14 18 23 -6 234216 210664 -394016 

27-Feb-14 -9 35 6 -208120 225284 -493464 

28-Feb-14 23 19 23 545804.3 400319.4 -447722 

01-Mar-14 5 18 5 397232 655822.2 -911567 

02-Mar-14 4 21 12 -100880 1216318 -899140 

03-Mar-14 9 26 14 108025 440078.6 -759459 

04-Mar-14 2 9 8 -648038 595188.5 -912358 

05-Mar-14 10 16 8 1017600 3528113 1061752 

06-Mar-14 13 -7 10 337051.7 1765269 -1070400 

07-Mar-14 0 14 -13 -672647 2229490 -3830200 

08-Mar-14 6 3 17 42796.15 1619740 -928344 

09-Mar-14 7 0 -21 271590 1612395 -481830 

10-Mar-14 4 42 17 -1771687 1718654 -1601200 

11-Mar-14 -1 17 -8 905234.9 223795.3 -3500354 

12-Mar-14 21 14 -4 -343267 -129989 -1866514 

13-Mar-14 -9 -2 7 -293618 1190168 -1811302 

14-Mar-14 -8 13 6 -487363 2885035 -3328031 

15-Mar-14 0 39 3 -647611 1717502 -1248546 

16-Mar-14 -8 70 27 -544100 711148.4 -1765613 

17-Mar-14 62 38 8 -641159 1679906 -1401149 

18-Mar-14 17 4 12 -345197 2454937 -924580 

19-Mar-14 21 22 2 -445752 1386132 -696037 

20-Mar-14 35 6 5 -61781.6 1580952 -485094 

21-Mar-14 45 50 4 25806.45 1641352 -345426 

22-Mar-14 16 -23 2 -145128 1481496 -406320 

23-Mar-14 7 -39 13 -174592 2808200 -790500 

24-Mar-14 4 23 8 -91170 5169180 -510080 

25-Mar-14 3 8 15 60693.55 3851670 -1705264 
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26-Mar-14 19 23 18 -421764 4204596 -1494108 

27-Mar-14 84 48 -2 53979.31 3034762 -731826 

28-Mar-14 -13 7 0 -406562 -1454134 -592992 

29-Mar-14 3 30 -4 88073.85 2989337 -432325 

30-Mar-14 23 -19 10 -687960 1081998 -312728 

31-Mar-14 8 29 8 594733.3 2237526 -398779 

01-Apr-14 32 63 -5 340997.2 3846398 -273450 

02-Apr-14 13 51 19 -641088 3152400 -16522 

03-Apr-14 75 45 10 101563.6 737980.6 -639890 

04-Apr-14 -18 16 -4 -383758 3839940 -383758 

05-Apr-14 37 19 -7 -572112 2639440 -615528 

06-Apr-14 46 7 14 406795.7 1661836 -1126800 

07-Apr-14 66 35 4 -370575 1150061 -1996246 

08-Apr-14 18 3 4 -327500 -128862 -2638908 

09-Apr-14 32 35 -1 -133385 3173669 -831039 

10-Apr-14 26 41 10 -509281 -852039 -673063 

11-Apr-14 44 38 15 -1975763 1303582 -372782 

12-Apr-14 41 9 17 -2848551 3210644 -492898 

13-Apr-14 1 2 -14 -1088998 3712253 -458929 

14-Apr-14 0 20 7 -1112480 -383600 -767626 

15-Apr-14 38 39 8 -1215862 -857863 -719200 

16-Apr-14 25 52 -1 -722532 2931515 -455280 

17-Apr-14 39 63 2 -439932 2277843 -409188 

18-Apr-14 10 6 3 -791575 2264085 216832.1 

19-Apr-14 16 67 3 -503694 2000119 -300918 

20-Apr-14 31 18 0 -542956 3841285 -503554 

21-Apr-14 5 34 2 819980.8 -2352098 894444.4 

22-Apr-14 8 -35 -1 937873.5 1642008 -624883 

23-Apr-14 33 20 -9 -118763 1204645 -223126 

24-Apr-14 -1 15 12 -168734 3424032 -212245 

25-Apr-14 40 49 0 636651.9 2703973 -290038 

26-Apr-14 15 31 10 776364.7 1072173 -326387 

27-Apr-14 64 45 0 -598742 2424956 -86652.6 

28-Apr-14 17 45 2 -391035 3499598 -276155 

29-Apr-14 29 20 -2 -151132 1097126 -21360.7 

30-Apr-14 14 13 8 -77612.9 1550933 -209555 

01-May-14 2 16 11 -188132 976526.3 -287167 

02-May-14 23 36 10 -969562 3324073 -58213 
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03-May-14 30 41 4 -1137123 2888970 -91329.7 

04-May-14 28 32 -4 -904536 3636218 -41158.6 

05-May-14 5 56 2 -1559673 3207413 -152345 

06-May-14 -4 57 2 -2264509 2861253 -80225 

07-May-14 32 45 2 -1417143 7641833 -107165 

08-May-14 13 49 6 -1451536 5840478 -504455 

09-May-14 0 56 2 -2311414 3281154 93296.43 

10-May-14 0 41 12 -255849 2760213 -154800 

11-May-14 31 38 4 -1106850 2592300 -361626 

12-May-14 -6 43 -13 -1147322 4167809 -750130 

 

PC – Positivity score for the Congress in the newspapers 

PB – Positivity score for the BJP in the newspapers 

PA – Positivity score for the AAP in the newspapers 

TC – Positivity score for the Congress on Twitter 

TB – Positivity score for the BJP on Twitter 

TA – Positivity score for the AAP on Twitter 

 

In time-series analysis, the first step would be to plot the data, to 

acquire a basic understanding of the nature of the time-series and which 

models and type of analysis would best suit them.  

The positivity scores of the three parties—Congress, BJP and 

AAP—in the newspapers are plotted in Fig. 1 and the positivity scores 

on Twitter are plotted in Fig. 2. 

Analysing Fig.1 and 2, it is observed that the curves exhibit 

seasonal fluctuations hiding the underlying trend. It is also observed 

that the curves sport a trend and not stationary. A series is stationary if 

its mean and variance stay about the same over the length of the series. 

RQ1. Is there a short-term effect of the press trend on  

Twitter trend or vice-versa? 

RQ2. If yes, what is the time delay? 
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Fig. 1 Daily positivity scores for the parties in the newspapers 

 

 

To estimate the immediate effect of the print media on Twitter 

using cross-correlation, the time-series need to be stationary. Hence, 

using the first order of difference of the time-series, the original curves 

are converted into stationary curves. That is, by differencing original 

scores, long-term trend component is removed. Then the time-series for 

individual parties in the papers and Twitter were cross-correlated and 

the results are presented in Table 2. 

Fig. 2 Daily positivity scores for the parties on Twitter 
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Table 2 Cross-correlations for detrended data: Press vs. Twitter trends 

 PC with TC PB with TB PA with TA 

Lag 
Cross 

Correlation 

Std. 

Errora 

Cross 

Correlation 

Std. 

Errora 

Cross 

Correlation 

Std. 

Errora 

-7 -.051 .101 .114 .101 -.012 .101 

-6 .091 .100 -.137 .100 -.034 .100 

-5 -.081 .100 .091 .100 .111 .100 

-4 .026 .099 -.277 .099 -.071 .099 

-3 .063 .099 .221 .099 -.039 .099 

-2 -.131 .098 -.070 .098 .010 .098 

-1 .116 .098 .097 .098 .064 .098 

0 .016 .097 .011 .097 .001 .097 

1 -.091 .098 -.085 .098 -.105 .098 

2 .044 .098 -.045 .098 .075 .098 

3 -.014 .099 .155 .099 .041 .099 

4 .025 .099 -.124 .099 -.047 .099 

5 -.009 .100 .043 .100 .036 .100 

6 -.046 .100 .008 .100 -.048 .100 

7 .036 .101 -.158 .101 .105 .101 

a. Based on the assumption that the series are not cross correlated  

and that one of the series is white noise. 

 

The analysis shows that Twitter trend (positivity scores) for the 

Congress is a leading indicator for the press trend. As shown in the plot 

(Fig. 3), most of the correlations are small. There is a fairly large negative 

correlation of −0.131 at lag -2 and a fairly large positive correlation of 

0.116 at lag -1. A positive lag indicates that the first series leads the 

second series. It can be concluded that Twitter trend of Congress is a 

leading indicator for the press trend and that it works best at predicting 

the number of positive and negative news reports two periods later. 
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Figure 3 Cross-correlations for detrended data: Congress 

 

Figure 4 Cross-correlations for detrended data: BJP 

 



Media EFFECT on media  JM&C 

Page | 20 
 

Similarly, the time-series for BJP in the newspapers and Twitter 

were cross-correlated and the results are presented in Fig. 4. In the case 

of BJP, too, the Twitter trend (positivity scores) was found to be a 

leading indicator for the press trend. As shown in the plot (Fig. 4), most 

of the correlations are small. There is a fairly large positive correlation 

of 0.221 at lag -3 and a fairly large negative correlation of −0.277 at lag -

4. The leading indicator works best at predicting the value of the 

positivity scores for the party in the papers four days later. 

 

Figure 5 Cross-correlations for detrended data: AAP 

 

Similarly, the time-series for AAP in the newspapers and Twitter 

were cross-correlated and the results are presented in Fig. 5. In the case 

of AAP, too, the Twitter trend (positivity scores) was found to be a 

leading indicator for the press trend. As shown in the plot (Fig. 5), most 

of the correlations are small. There is a fairly large negative correlation 

of −0.105 at lag 1 and a fairly large positive correlation of 0.111 at lag -5.  
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The leading indicator works best at predicting the value of 

positivity scores for the party in the papers five days later. 

RQ3. Is there a long-term effect of the press trend on  

Twitter trend or vice-versa? 

RQ4. If yes, what is the time delay? 

 

Table 3 Cross-correlation results for deseasonalised data:  

Press vs. Twitter trends  

 PC1 with TC1 PB1 with TB1 PA1 with TA1 

Lag 
Cross 

Correlation 

Std. 

Errora 

Cross 

Correlation 

Std. 

Errora 

Cross 

Correlation 

Std. 

Errora 

-7 -.223 .103 .347 .103 .065 .103 

-6 -.202 .103 .335 .103 .066 .103 

-5 -.203 .102 .341 .102 .064 .102 

-4 -.193 .102 .377 .102 .061 .102 

-3 -.189 .101 .444 .101 .075 .101 

-2 -.201 .101 .492 .101 .098 .101 

-1 -.221 .100 .533 .100 .123 .100 

0 -.256 .100 .568 .100 .143 .100 

1 -.310 .100 .523 .100 .164 .100 

2 -.350 .101 .486 .101 .179 .101 

3 -.412 .101 .459 .101 .191 .101 

4 -.456 .102 .409 .102 .186 .102 

5 -.479 .102 .388 .102 .158 .102 

6 -.500 .103 .370 .103 .119 .103 

7 -.515 .103 .365 .103 .075 .103 

a. Based on the assumption that the series are not cross correlated  

and that one of the series is white noise. 

 

PA1 — Deseasonalised newspaper scores for AAP;  

PB1 — Deseasonalised newspaper scores for BJP: 

PC1 — Deseasonalised newspaper scores for Congress;  

TA1 — Deseasonalised Twitter scores for AAP;  

TB1 — Deseasonalised Twitter scores for BJP;  

TC1 — Deseasonalised Twitter scores for Congress 
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Figure 6 Cross-correlations for deseasonalised data: Congress 

 

Though the time-lagged correlation coefficients found an 

association between the press and Twitter trends at several lags, those 

are about seasonal fluctuations. The study aims at establishing a 

correlation between the long term political trends of Twitter and the 

print media. Since the original curves are highly distorted by seasonal 

fluctuations, the curves are decomposed to extract the seasonal 

component by calculating the moving averages for seven periods—

since data were collected on all the seven days of a week.  

After the seasonal component is removed from the original 

curves, the residual data is subjected to cross-correlation analysis and 

the results of the analysis are presented in Table 3. In all the three cases 

of Congress, BJP and AAP, the press trend (positivity scores) was found 

to be a leading indicator for the Twitter trend. That is, when it comes to 

long-term effect, the positivity scores that the parties acquired in the 

newspapers were able predictors of the positivity scores that the parties 

acquired on Twitter. Going by the results, it can be inferred that the 
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political news published in the newspapers chosen had an effect on 

Twitter, though being delayed. 

 

Figure 7 Cross-correlations for deseasonalised data: BJP 

 

In the case of Congress (refer Fig. 6), a large negative correlation 

of -0.515 was observed at lag 7. Observing the plot, it is understood that 

the political news published in the newspapers had an adverse effect on 

Twitter and that effect was increasing as time passed by. In the case of 

the BJP, a large positive correlation (0.568) was observed at lag 0 (refer 

Fig. 7). That is, the political news published on the BJP had a strong and 

immediate long-term effect on Twitter. In the case of the AAP, too, a 

positive correlation was observed between press and political trends, 

but the largest correlation was observed at lag 3 (refer Fig. 8).  

As the study results show, there is correlation between the daily 

positivity scores of the print media and Twitter, though at different lags. 

Hence, the hypothesis that more positivity for a party in the newspapers 

means more positivity for that party on Twitter is tenable. 
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Figure 8 Cross-correlations for deseasonalised data: AAP 

 

Which means the proposed alternative hypothesis that higher 

number of strategically-positioned positive reports and comparatively 

lower number of strategically-positioned negative reports on a party in 

the newspapers means higher number of positive tweets and 

comparatively lower number of negative tweets on the representative 

of that party on Twitter is also tenable. 

 

Conclusion 

As the study results point to, political news reports published in the 

newspapers have an effect on Twitter. The thread that connects 

newspapers to Twitter is the people and Twitter content is user-

generated. Hence, it is inferred that the political news items published 

in the newspapers have an effect on their readers, which is felt on 

Twitter. However, this phenomenon is a non-linear process.  

The long-term effects that the news stories have on Twitter are 

returned to the print media in the form of short-term shocks or seasonal 
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fluctuations, as corroborated by the study results. In the case of 

detrended data, the Twitter trends were a leading indicator of press 

trends. But in the case of deseasonalised data, the press trends were a 

leading indicator of Twitter trends. 

    However, the effect that the print media and Twitter had on 

each other during the study period was delayed by several days. The 

study found that both the press and Twitter trends were in favour of the 

BJP. As the print media and Twitter exert influence on each other, this 

favouritism expressed towards the BJP in the newspapers and Twitter 

had a cumulative effect altering the perceptions of the people and 

aligning them towards the BJP as the election neared. That’s why, 

observing the political trends of the newspapers and Twitter, it is 

observed that for the BJP, the positivity curves show a steep rise towards 

the end of the study period. This phenomenon could be a result of that 

cumulative effect of media on each other. 

In a connected world where people are exposed to a variety of 

communication media and content, it becomes difficult for media 

platforms to stand alone and thrive. Instead of competing with each 

other, the media support and supplement each other.  

In the present study, correlations are observed between the press 

and Twitter trends, which are also the estimates of the effect that they 

exert on each other and the level of interaction that was happening 

between the two media platforms. The amount of that effect—that is, 

how much of variations observed in Twitter trends were contributed by 

the variations in press trends—can be estimated by squaring the 

correlation coefficients and multiplying them with 100.  

Using the cases of the three chosen parties, the minimum effect 

observed was 1% and the maximum, 32.26%. This is indirect effect as 

the impact of the political news items were passed on to Twitter through 

its users. Hence, it can also be concluded that the traditional print and 

online social media played crucial roles this election. 
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Corruption among journalists: 

Prevalence and practice 
 

Arun P. Mathew & P. E. Thomas 

 

Abstract— Corruption among journalists is an understudied 

area of communication research in India, though it has been a 

widely-discussed topic in the mainstream media. In the present 

study, as many as 15 journalists from Tier-2 cities in India were 

chosen for a qualitative research based on interviews. Journalists 

included in the study were reporters, sub-editors and 

photographers from English as well as language dailies. A set of 

questions on the existence of corruption, their involvement and 

the factors that could affect this unethical practice was served to 

the respondents. Based on these in-depth interviews, it can be 

cautiously assumed that bribery and corruption are prevalent 

among journalists in Tier-2 Indian cities. Several factors such as 

low pay, lack of education and lack of supervision were identified 

as reasons for the prevalence of corruption among journalists.   

 

Keywords: Journalism, corruption, bribery, press bias 
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Introduction 

The usual discourse on corruption in media is centred on the issue of 

financial dealings between the owners of mass media establishments 

and news sources. But one aspect which remains neglected is the nexus 

between news sources and the beat reporter. A handful of researchers 

have observed that corruption at lower levels was widespread across 

the world (Ristow, 2010). Kruckeberg (2003), who studied bribery 

among journalists in 33 countries and ranked them accordingly, found 

India at 25, while China was ranked 33. At the same time (Ristow, 2010), 

it was noted that there were instances where journalists and bloggers 

even in countries like the United States accepted bribes.  

Studies on corruption at lower levels, especially among the 

journalists in India, are lacking. There were news reports that discuss 

corruption at the level of individual reporters and journalists, for 

favourable news coverage to news sources (Indian Express, 2014 and 

DNA, 2014). Corruption at the grassroots level can lead to manipulation 

of news. This may not be in the best interests of the reader, but to merely 

satisfy the bribe giver (PCI, 2010). Hence, the present study is proposed 

to study the factors that could possibly exert an effect on corruption 

among journalists in the Indian context. For this study, as many as 15 

journalists working in Tier-Two cities across the country were chosen. 

Using in-depth interviews, this study initiates a discussion on the 

prevalence and practise of the problem and identify possible factors.   

 

Definition of corruption: The definition of corruption varies depending 

on the context and approach. A commonly used definition describes 

corruption as ‘the abuse of public office for private gain.’ Referring to 

cash for news, Okunna (2003) defined bribery among journalists as 

‘money handed over to a journalist to pressurise him or her into doing 

what the bribe giver wants.’ Besides institutional concepts, there were 

several definitions based on laws. The Prevention of Corruption Act 

(1988) on corruption among government officials defined corruption as 

the following. “Monetary or any other gratifications, except legal 
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remuneration, which is meant to influence a public servant.” This could 

be valid in the case of journalists, too. Skjerdal (2010) defined the 

practice of bribery among journalists as an ‘activity which involves 

transfer of various types of rewards from sources to the reporter.’ 

 

Review of literature   

As stated above, most studies with regard to bribery among journalists 

were conducted in African nations, apart from a few countries such as 

the post-Soviet Union nations as well as Asian countries. Most studies 

pointed to the prevalence of corruption among journalists and identified 

several factors influencing this trend: from poor pay to journalists, socio-

cultural factors, lack of formal education in journalism and ethics, lack 

of monitoring among media organisations and peer pressure to 

individual motives among several other reasons. 

Mabweazara (2010) observed that journalists sought bribes 

because of low salaries. His Zimbabwe study also noted that most 

scribes were critical of the practice but yet indulged in it. Ndangam 

(2010) echoed similar views. Similarly, Lodamo (2009), Skjerdal (2010), 

Chuma (2013), Kasoma (2007) and Dirbaba (2010) also cited low pay as 

the primary cause for corruption, among a few others. 

Meanwhile, despite the blame on low pay, Ekeanyanwu and 

Obianigwe (2002) observed that only 34 percent of the Nigerian 

journalists agreed that an increase in wages could stop bribery. Only 43 

percent of the respondents in Nwabueze’s (2010) study cited poor 

remuneration as the major reason for journalists accepting bribes. This 

indicated that journalists themselves perceived that there might be 

reasons other than low pay leading them to bribery. Also, there were 

cases of well-paid journalists being corrupt (Mak’Ochieng, 1994). 

However, it can be assumed that low pay was one of the 

important factors cited. Many journalists felt that where salaries of 

journalists were comparatively less, it should be increased (Ristow 

(2010). Similarly, Transparency International (2013) suggested that the 

pay scales of journalists should be documented and published. This was 
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to motivate the establishments to raise the pay and thus not to give the 

journalists a justification for accepting bribes and undue favours. 

Meanwhile, Diedong (2008) stated that decisions on right and 

wrong of individuals mattered on one’s willingness to be corrupt or not. 

Nwabueze (2010) also observed that some of the well-paid journalists 

were corrupt. Mudhai (2007) found rampant corruption among media 

personnel in Kenya after the 1990s when new political parties emerged. 

Similarly, Lodamo and Skjerdal (2010) argued that blaming poor pay 

could be mere justification by journalists. Mang’anda (2012) observed 

that greed, low salaries and poor economic conditions can foster bribery.  

Adeyemi (2013) and Ristow (2010) suggested punitive measures 

as possible deterrents. Transparency International (2013), too, suggested 

that cases of corruption should be brought out. Helander (2010) 

reported that many media organisations did not monitor whether their 

journalists indulged in wrongdoings. Citing lack of professional ethics 

as another cause, several scholars observed that an increased awareness 

on ethics among journalists could bring down corruption.  

Sanders (as cited by Skjerdal, 2009) claimed that bribery among 

journalists had ceased to exist in the United States and Britain by the end 

of the 19th Century though their working conditions continued to be 

terrible. Professional codes of ethics were formulated around this 

period. Sanders advocated an orientation in professional values as a 

way to curb corruption in the media. However, several well-known 

incidents in the United States (nbcnews.com, 2015) had documented 

instances of corruption but these scholars insisted that bribes distributed 

in a mass scale is absent in the developed world.  

Echoing similar views, Adeyemi (2013) and Okoro and Onuoho 

(2013) suggested that journalists should be sensitised about corrupt 

practices. Lodamo and Skjerdal (2010) observed that a lack of ethical 

consciousness is one of the major factors. A lack of orientation on ethics 

was noted among many of the journalists they surveyed. Many of them 

saw gifts and money given by news sources as a kind gesture and not 

as moral transgressions. Transparency International (2013) opined that 
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a lack of the enforcement of ethical codes coupled with economic 

circumstances caused corruption. The type of favours accepted by 

journalists also depends on their orientation in ethical principles. 

Grynko (2012) found that Ukranian journalists were critical of cash 

being accepted for news. But at the same time, they did not show the 

same attitude towards incentives like gifts and other benefits.  

Elahi (2013) suggested that ethical training to journalists could 

reduce corruption. Adeyemi (2013) said that a combination of 

improving the welfare of journalists, along with massive campaigns by 

media organizations, and sanctions on erring journalists was the only 

way to arrest the trend. Though this view might look shortsighted, it has 

been reported (Mpagze and A White, 2010) that journalists especially in 

rural areas and those who are not educated in journalism may not be 

aware of ethical implications. 

Onyebadi and Fawaz (2014) opined that providing training to 

journalists on media ethics could solve corruption among journalists. 

According to these researchers, journalists should be oriented about the 

ethical aspects (Transparency International, 2013). They suggest 

periodic training programmes for journalists. 

At the same time, the view that having ethical policies will curb 

the practice has been challenged. Mare and Brand (2010) found that in 

many instances even where the media organizations did have ethical 

policies, they were not followed. Many editors have come up with well-

defined ethical policies. But these measures have done little in curbing 

the practice in many places. 

Yet another factor which has been documented as possible causes 

for corruption is the relative lack of educational qualification. Mayiga 

(2011) opined that a lack of formal education in journalism tempted 

many journalists to be corrupt. With a lack of educational background 

in journalism, the journalists find it difficult to get better paid jobs in 

established media outlets encouraging them to be corrupt. Some have 

observed that in countries where there is more intensive journalistic 
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education, bribery was comparatively less (Yang, 2012). This leads to 

suggestions of more educational programmes.  

Yet another significant aspect which has been studied is the 

cultural aspect. In most of the places, the new journalists do not know 

that the profession they are part of, gives them an opportunity to be 

corrupt. They are thus initiated into this practice by the news sources 

and sometimes even by senior journalists.  

Dirbaba (2010) observed that may not know of such practices and 

they are first introduced to this as an acceptable practice by others. So 

the cultural factors as well as peer pressure from colleagues make many 

a journalist corrupt. Yang (2012) too observed that there is the possibility 

of cultural factors playing a positive role, contributing to corruption. 

Kasoma (2009) in her study about the phenomenon in Ghana and 

Zambia observed that journalists cannot survive without accepting 

bribes due to the intense peer pressure. 

Hanitzsch (2005) observed that among Indonesian journalists 

apart from their insufficient pay, the everyday culture of the society 

tempts them to be corrupt. Many of them justify corruption. Herman 

Wassermann (as cited in Skjerdal, 2010) argues that bribery among 

journalists should be viewed as part of the socio-economic conditions 

where journalists work. Ristow (2010) also opined that culture and a 

social acceptance of bribes were also the reasons for causing bribery. 

There are also researchers who have pointed out that the general 

economic conditions of a country and the relative lack of democracy as 

factors. These too could be classified under the cultural factors. Elahi 

(2013) attributed corruption among journalists in Bangladesh due to the 

poor economic conditions of the country.  

Yang (2012) observed that an established democracy and 

improved economic conditions in a county could reduce the practice. It 

is also suggested that when a society is corrupt, it affects all walks of life, 

including journalism (Omenugha & Oji, 2008). In many places 

journalists do not view the practice as objectionable. For instance, 
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Tsetsura (2005) in her study on Polish media found that PR executives 

perceive the problem of ‘news for cash’ more seriously than journalists. 

Apart from all these there have been other aspects pointed out by 

researchers as possible factors. The absence of fear of having to face 

consequences could encourage corrupt behaviour. Nwabueze (2010) 

among others said that punitive measures should be taken to curb this 

trend. He found that there have been hardly any measures to monitor 

corruption by media institutions where it is rampant. This might be one 

of the necessary measures required to bring in awareness on this. 

Helander (201) who advocates punitive measures to counter such 

practices says that the pay scales of journalists should be reviewed 

periodically so that journalists will not use poor pay as an excuse for 

accepting bribes. Media organizations should have a policy of taking 

transparent and stern measures against such practices. Helander also 

recommended regular surveys to be held to reveal the pay scales of 

journalists across the world so that low pay scales could be revised. 

At the same time, some controversial policies brought in by 

media organizations have been justified in the name of countering 

corruption. A senior official of the Times Group justified ‘advertorials’ 

as efforts to combat corruption among journalists. In the report on ‘Paid 

News’ prepared by the Press Council of India (PCI, 2010), Ravi 

Dhariwal, Vice-president, Bennet Coleman and Co. Ltd (BCCL) which 

owns the Times Group responded that they had started ‘Medianet’ to 

avoid the domination of PR people in the newsrooms. ‘Medianet’ where 

advertorials could be published was a space in their newspaper and 

website which will write stories of concepts or businesses after receiving 

payments from the sources. Responding to criticisms, Dhariwal (PCI, 

2010) claimed that ‘advertorials’ could reduce the practice of corruption 

as well as the adverse influence of PR professionals among journalists. 

 

Method of Research 

An empirical study on corruption is supposed to be difficult. For one, 

most of those involved for fear of exposure, will not accept it openly nor 
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will they even respond to questionnaires. A study done in post-

communist countries as part of studying the corruption situation in the 

healthcare system of the countries (Miller, 2000)) could shed some light 

on the methodology to be adopted while studying the trend. Indirect 

questions were asked to solicit answers. They demonstrated that 

indirect questions could help throw light on the issue.  

Similar methods have been used in most of the studies used 

among journalists to understand the topic (LICADHO, 2008). So as part 

of this study, we have used indirect questions and followed a semi 

structured questionnaire. A qualitative method has been used for the 

purpose. A total of 15 persons involved in journalism in the tier two 

cities as well as rural areas across the country were approached for this 

study. They include eight from the English press and the rest seven from 

the regional newspapers and news channels. The respondents are from 

Kerala, Tamil Nadu, Delhi and Bengal. Around five English journalists 

and three from the regional media outlets have an experience of 

working in other states of the country. They were able to share the 

situation at those places. Among the whole, five are women. Two were 

from the Vernacular languages and there from English. Snowball 

technique was used to approach the respondents. There were three 

photojournalists in the group. Some of the journalists also handled 

Public Relations activities apart from their journalistic duties. The 

journalists selected had an experience between two to thirty years.  

The questions were put forward in an unstructured manner. 

However the format of questions followed a certain mode. The 

journalists were asked about their educational background, number of 

years spent in journalism. After this, they were asked if they were 

provided money to meet their expenses for travel, food and others in the 

course of their reporting expenses. Even if they said yes or no, they were 

asked if they were forced to take money from their news sources to meet 

these expenses. Some of them demanded anonymity with regard to their 

names as well as organizations.  As is the practice in research studies, 

the names of individuals or their organizations have been omitted here. 
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Their number of years and experience in journalism along with the state 

where they work has been mentioned. As some refused to reveal their 

ages as well as salary, questions were asked about the approximate 

salaries given to journalists of their experience and rank. They were 

asked if these salaries were adequate enough to meet their expenses 

incurred in the course of their reporting duties.  

Among those who denied accepting money, they were asked 

about their peers from the same and other news organizations who 

accepted bribes. They were asked the methods used in circulating the 

money.  These were several from receiving openly or secretly or they 

had to get them from the source later. Some of them especially in states 

like Kerala denied knowledge of distributing cash. Later, they were 

asked of the gifts given by sources. Some of them said that they accepted 

all gifts while some said they accepted only ‘nominal’ gifts or 

compliments like pens, or books. Their responses were recorded. These 

distinctions are followed by many journalists. 

An appointment was taken after which the journalist was met. 

They were interviewed either at office, coffee shops or other mutually 

accepted places. A few were contacted through the social media and 

followed by phone calls. Almost all the conversations took more than 

half an hour to one hour each.  

Based on the review of literature the following Research 

Questions have been formulated.  

 

Research questions—  

RQ1. Are instances of bribery among journalists widespread? 

RQ2. Are low salaries a factor which causes  

bribery among journalists? 

RQ3. Are cultural, social factors and peer acceptance, factors which 

causes corruption? 

RQ4. Do lack of educational background in journalism among 

journalists cause more instances of corruption? 
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RQ5. Does a lack of orientation or training in professional 

journalistic ethics encourage bribery among journalists?   

RQ6. Does a lack of monitoring among media managements 

encourage corruption?   

 

RQ7. Is greed a factor which causes bribery among journalists? 

 

Discussion 

The study as noted above was done among the local journalists who 

have been working in the tier two cities in India. All the journalists said 

bribery is practiced. In most parts of the country, bribery is widely 

practiced among journalists. Cash, gifts, jobs and contracts to family 

members, preferential land allotments, and other methods are used to 

entice journalists by private news sources as well as governments. All 

this is done to curry the favour of the journalists as well as to gain a 

favourable coverage in the media apart from avoiding potential news 

about the news sources. A 50 year-old crime reporter (8 years of 

experience) with a vernacular newspaper in Tamil Nadu and working 

in a tier two city had this to say:  

“Reporters are given cash inserted in envelopes. There will be 

cash ranging between Rs 200 to Rs 500 in these covers. Rarely do we get 

Rs 1,000. There are some but only few who do not accept these offers,” 

he said. This view was shared by almost all the journalists who were 

interviewed. However there were differences in the details. In some 

places like Delhi and Kerala, exchange of cash was said to be rare. 

However, gifts and other favours were handed over to journalists to win 

their favour. The conversation indicates that corruption is widely 

practiced among journalists in India.  

With regard to the reasons, most of the journalists responded that 

the underlying reason behind this was the low pay scales in most of the 

firms. A 31-year-old crime reporter with an English newspaper in Tamil 

Nadu had this to say. He has eight years of experience and has worked 

only in this state. “There are many journalists who get anything between 
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Rs 5,000 to Rs 8,000, a month. In fact in most of the vernacular 

newspapers, a monthly salary of Rs 20,000 is the highest one can gain 

and that too after an experience of more than 20 years. This includes the 

expenses for fuel and food while reporting. So, most of their bosses 

know that their journalists do accept bribes and turn a   blind eye 

towards it.” This was seconded by a Tamil woman journalist who is 

around 28 years old. A post graduate in journalism, she is working in a 

leading newspaper at the moment. Earlier she had worked at a different 

newspaper: “The paper where I work now is one of the few newspaper 

in Tamil which takes prompt action against corruption among 

journalists. This pays comparatively better than the others too. However 

at the paper where I worked before, almost all the journalists used to 

accept money. What more even the sub-editors had to be given. If the 

desk people were not given their due (which may be again anywhere 

between Rs 100 to Rs 500), the news especially of promotional events 

might be omitted. In fact, such behaviour was and still is considered by 

the employees as well as the senior management.”   

The woman journalist says that with an experience of 15 years 

and more in journalism, being paid only around Rs 15,000, the 

journalists cannot make their ends meet without accepting the bribes. 

She claimed that only two journalists including her would abstain from 

accepting bribes: “I knew that if I accepted bribes I would not gain 

opportunities in better paid newspapers. The other was a 

photojournalist who hailed from a financially well-to-do family and was 

well-educated (which is rare among photojournalists).”  

This view that the journalists had to accept money because of 

their low salaries is a view which is prevalent among many of the 

journalists. However some of the journalists took a strong view against 

this. However, questions on how many journalists in the media 

organizations they worked accepted money, gave an insight with the 

connection between salaries and bribes. A reporter in an English 

newspaper from a district in Southern Tamil Nadu had this to say of the 

pay differences. His views were echoed by most of the respondents: 
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“Most of the English newspapers, pay more than Rs 15,000 (take home 

salary) while most of them in Tamil newspapers and Hindi start with a 

monthly salary of Rs 8,000. To earn the amount which a beginner in 

English newspaper is paid, could take more than a decade. So they 

hardly have a choice. And if you check who takes more, you will find 

that around 80 percent of the reporters in the vernacular dailies accept 

bribes while in the English newspapers will be around 20 percent.” 

This view was shared by some of the journalists who dabble in 

Public Relations activities. A 54-year-old Tamil journalist who organizes 

publicity events agreed to this. “Most of those who take bribes are those 

form the vernacular newspapers. They are less in the English press. So 

is the case with a particular Tamil newspaper which is one of the market 

leaders, and a new news channel.” These two organizations was later 

learnt to be paying almost on par (or at least better than the other 

vernacular media outlets) with English newspapers. Similar views were 

expressed by most of the journalists who were interviewed.  

Though some of them (mostly journalists in the English media) 

initially questioned the argument that poor pay was merely an 

argument, when asked ‘how many journalists in your organization 

accept bribes and compare it from the low paid, some of them accepted 

that low pay could be one factor. Except two journalists, the rest 

attributed poor pay as a possible reason.  

These conversations could enough first two Research Question 

that bribery is widespread among journalists, and that low salaries are 

a substantially contributing reason for the same.  

However, it is also a fact that there are journalists from the better 

paid media outlets who demand bribes and favours.  

Similarly, there are journalists who are poorly paid but remain 

ethical. The possible reasons could be discussed below.  

Another interesting observation which validates this aspect is the 

prevalence of corruption among photojournalists.  

Many journalists in the English papers reported that, the practice 

was higher among photojournalists than reporters. A senior reporter in 
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an English newspaper in Tamil Nadu who has worked in many parts of 

the country had this to say: For some reason we see that most of the 

photographers especially the senior hands, are corrupt. This is the case 

not just in Tamil Nadu, but in many parts of the country.”  

An interview with some of the photojournalists revealed that 

most of them had begun their careers in vernacular media outlets where 

the pay was less and corruption was the norm.  

This brings up an additional point that, an ‘acquired’ behaviour 

may not be changed later. This too proves that poor pay may have a 

direct relation or a motivation to accept bribes.   

The next question is regarding cultural and peer factors. A 

Malayalam journalist (whose organization pays on a par with most of 

the leading English papers) who had worked in Tamil Nadu said that 

the culture of a place is a predictable factor: “We see that the practice is 

comparatively less in Kerala, where as more in Tamil Nadu. It might be 

because there are more private businesses and their events on a regular 

basis in Tamil Nadu, which has contributed to the practice. However, 

some journalists from our paper when transferred to states like Tamil 

Nadu become corrupt.” Kerala based journalists have indicated that the 

practice of paying bribes in envelopes is openly practiced in some places 

but not in the state. It doesn’t mean, that the practice is absent, but that 

the open practice is absent.  

This indicates that socio-cultural factors might have a role in the 

same. When bribes are taken openly and one sees his peers accepting 

them, there could be a pressure to follow the practice. This has been 

reported by some journalists as well as in past studies that many of the 

time, new journalists are initiated into this practice by their colleagues.  

This brings the third research question which seeks a relation 

between an educational backgrounds in journalism. Here, the 

journalists did not agree with the statement. A reporter with 11 years of 

experience in English newspapers dismissed the idea: “It is not that the 

person who accepts bribe, does not realize the importance of ethics or 

even knowledge.” He was in fact speaking about the question of 
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educational background as well as orientation in ethics. Most of the 

journalists echoed the same views. However questioning the journalists 

and those who arrange events give a different answer. Most of those 

who accepted bribes were those who had hardly done a specialized 

educational course in media. At the same time, this could bring to a 

counter argument that those who are better educated expect openings 

in leading media outlets and hence are vary of their reputation.  

At the same time, the respondents narrated instances of 

journalists with degrees and masters in journalists, indulging in 

corruption. However, some of them reported that the practice was 

comparatively minimal among those with an educational background 

in journalism in particular or media in general.  

Therefore, this question has come up with mixed answers, 

though the answer seems to be a positive correlation in general.  

The next aspect which could be uncovered is regarding an 

orientation on media ethics among journalists. Questions to this have 

been met with ridicule and dismissal by most of the respondents. 

However, it was also noted that most of the media organizations hardly 

organize any training programmes regarding media ethics.  

However journalists especially in the English papers and the 

vernacular media outlets which enjoy a better reputation, do hold 

sessions to sensitize their journalists on ethical practices.  

So regarding the question, on whether orientation on media 

ethics helps, may not be directly answered. However there is a vague 

possibility that it could help the journalists remind themselves of the 

possible behaviour they should adopt.  

Then comes the question on enforcement of ethical guidelines. It 

was clearly noticed that many of the vernacular media outlets do not 

resort to punitive measures nor do they have a mechanism.  

A leading Tamil daily has put in some measures including 

publishing the names of journalists who have been caught for 

corruption. Such actions has brought down the instances of corruption. 

Similarly the English media outlets too are known to take punitive 
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measures in case of evidence of corruption. However for the rest, it 

remains effectively nil, unless the incident becomes a public scandal. 

This in effect could turn down the instances of corruption.  

With regard to the last research question on whether greed or 

individual motives is a causative factor, most of the journalists would 

agree that this is the deciding factor.  

A 32 year-old English journalist who has worked in Rajasthan 

and Tamil Nadu has this to say: “Most of the justifications from low pay 

are mere excuses. It is the individual’s decision to be corrupt or not.” 

 

Conclusion 

Most of the respondents perceive that low pay is the major reason which 

encourages bribery among journalists. There are indications that 80 

percent of those in the vernacular media indulge in such practices. This 

might be attributed to their low pay. However, other factors such as a 

lack of professional ethics and greed cannot be overlooked. Similar is 

the case with cultural factors as well as peer pressure.  

A possible solution could be addressing the above concerns and 

undertaking punitive measures. A possible after effect of corruption 

among journalists is that it could cause peer pressure and nudge those 

journalists who are not corrupt, to eventually follow suit.  

It could even affect the existence of traditional media which is 

already facing the onslaught of the online media. 
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A MOTIVATION-BASED PERSPECTIVE 

OF FACEBOOK ADDICTION  
 

Anusha Venkat 

 

Abstract— Building upon the uses and gratifications theory, 

the study views Facebook as a media entity that people use for 

the gratification of their social needs. As Facebook gains 

prominence as a social tool, overuse and dependence could lead 

to a pathological state of addiction, affecting the social lives of 

users. Hence, this study tests the relationships among the 

motivations to use the social network, extent of usage and 

addiction using a survey of Indian Facebook users (n = 300). 

Positive correlations were identified between the motivations to 

use Facebook and extent of usage and addiction, implying that 

the more a person uses the social network to satisfy social needs, 

more the chances are to get addicted to it, addressing the media 

dependency paradigm. Further, the study results revealed that 

those using Facebook for companionship needs and passing time 

are the most likely to become addicts. Also, significant positive 

correlations were identified among the different motivations to 

use Facebook, indicating that each of the motivations could 

develop and foster the others. 

 

Keywords: Facebook, Facebook usage, Facebook addiction, Facebook motivations,  

uses and gratifications, media dependency 
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Introduction 

Facebook, the most-popular social network online where users can 

build profiles, exhibit their personal information and share social 

messages in the form of status updates, photographs, videos and links 

within a virtual social circle among other things, is gaining 

unprecedented attention of both the masses and scholars alike. Its 

growing popularity is especially apparent in the Indian subcontinent. 

As of June 2015, in India, the average number of active Facebook users 

was 125 million (12.5 crore), with 59 million (5.9 crore) users accessing 

the social network on a daily-basis1.  

Over 53 million are accessing Facebook from their mobile 

phones. Facebook’s phenomenal rise in India was mostly powered by 

smartphones—when it set up its first Indian office in 2010, it had just 8 

million users in the country. In the light of figures such as these, it is not 

surprising that Facebook has been found to impact on the sociality of its 

users. For instance, a number of studies have found that Facebook use 

is associated with gains in social capital (Burke and Lento, 2010; Ellison, 

et al., 2007; and Steinfield, et al., 2008, to name a few).  

Facebook is also changing the way individuals communicate and 

associate with one another (Richardson and Hessey, 2009). As Facebook 

offers an array of features to find lost and new friends, build online 

profiles, maintain virtual image, form professional networks, create fan 

pages, message and chat with friends, share information and use it for 

entertainment purposes, the users find it appealing and easily develop 

an affinity towards it. As it turns out to be an important social tool, it 

needs to be viewed critically. 

While Facebook is, indeed, useful in many a way, on the darker 

side of the spectrum, overindulgence and dependence could lead to a 

pathological state of addiction.  

 

 

1 - PTI. (2015). Facebook user base has now climbed to 125 million users in India. First 

Post. Published June 29. Retrieved September 15, from http://tech.firstpost.com/news-

analysis/facebook-user-base-has-now-climbed-to-125-million-users-in-india-272186.html 
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Facebook is acquiring immense popularity, fulfilling the crucial 

need of social interaction, and leading to overdependence especially 

among the younger generation affecting their offline social lives and 

relationships, and hence, it is being equated with other forms of 

addiction. Several studies as those of Sharifah et al (2011) and Alabi 

(2013) identified heightened levels of Facebook addiction among 

students. If it is a new-age clinical disorder, then the factors affecting 

such extreme behaviour need to be studied. Sharifah et al., (2011) related 

user intentions with Facebook addiction.  

Though the online social media has become a popular research 

topic, there is limited knowledge and lack of theory-driven empirical 

research in this domain as it is a relatively new phenomenon, especially 

in India though it is a leading Facebook market. To cover this knowledge 

gap, the present study considers a set of motivational factors that could 

possibly lead to Facebook addiction. 

 

Facebook and India 

Facebook is an online social networking service headquartered in Menlo 

Park, California. Its website was launched on February 4, 2004, by Mark 

Zuckerberg with his Harvard College roommates and fellow students. 

Initially, the founders had limited the website's membership to Harvard 

students, but it later became a worldwide phenomenon. Facebook had 

over 1.18 billion (118 crore) monthly active users logging into the 

website on their mobile phones, while, from its total user base of 1.39 

billion users globally, about 890 million (89 crore) access the social 

network on a daily basis (daily active users or DAUs)2.  

 

 

 

 

2 - PTI. (2015a). 745 million log on to Facebook daily from mobile phones. The Financial 

Express. Published January 29. Retrieved October 9, from  

http://www.financialexpress.com/article/industry/companies/ 

745-million-log-on-to-facebook-daily-from-mobile-phones/36729/ 
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Among the Indian internet users, Facebook was the most popular 

social networking site, according to a study by the research firm TNS 

released in October 20153. About 51 percent of internet users in India use 

Facebook every day. A majority of the Facebook users in the Indian 

subcontinent belong to the youth population. About 50 percent of 

Indian Facebook users belong to the age group 18-24 years. Nearly 11 

percent or 10.6 million (1.06 crore) Facebook users in India are aged 

below 17, about 26 million (28% of total Facebook India population) fall 

in the age group of 25-34. Close to 6.6 million of the users are between 

35-44 years, 2.2 million between 45-54 years and the rest above 55 years4. 

 

Facebook and addiction 

Addiction is defined as a condition that results when a person ingests a 

substance or engages in an activity that can be pleasurable but the 

continued use of which turns compulsive and interferes with ordinary 

life responsibilities, such as work, relationships or health. Users may not 

be aware that their behaviour is out of control and causing problems for 

themselves and others. Scientific research have determined six core 

elements of addiction, namely salience, mood modification, tolerance, 

withdrawal, conflict and relapse. With the advent of the Internet and the 

growing popularity of online social media, attention of the social 

scientists has been diverted to the Internet. Over indulgence and 

dependence on online platforms affecting the social lives of the users are 

viewed as internet addiction and a wide array of research works and 

media observations have focussed on this subject. 

 

 

3 - Choudhary, Vidhi. (2015). Half of online Indians use Facebook, WhatsApp daily: 

report. Live Mint.  
Published October 7. Retrieved October 9, from  

http://www.livemint.com/Industry/vU55FbKdlz9vIfkxUb0EoL/Facebook-tops-

networking-WhatsApp-in-message-apps-in-India.html 

 

4 - Nayak, Varun. (2014). 92 Million Facebook Users Make India The Second Largest 

Country. Daze Info. Published Jan 7. Retrieved October 9, from 

http://dazeinfo.com/2014/01/07/facebook-inc-fb-india-demographic-users-2014/ 
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Addiction related to the multitude of Web platforms and 

activities is brought under an umbrella term 'Internet Spectrum 

Addiction Disorder'. The potential clinical relevance of Facebook 

addiction has been conceptualised under this Internet Spectrum 

Addiction Disorder (Alabi [2013] and Karaiskos, et al, [2010]). Internet 

addiction is also known to affect the social lives, academic and 

professional performance of the victims (Leung and Lee, 2012). 

Facebook is at the forefront of the new-age internet revolution 

(Web 2.0). Online users engaging in social media interaction are 

generally motivated by similar factors (Amarasinghe, 2010). Alabi 

(2013) noted that online social networks have become extremely and 

increasingly popular among youths and professional individuals. 

According to Deragon (2011), social media maladies are 

conditions affecting productivity of human networks. It is often 

construed to be a social condition associated with specific symptoms 

and signs. It may be caused by external factors such as influence of 

technology/social media or, simply using technology/ social media in 

the wrong way and for wrong purposes. The internal factors include: a 

lack of knowledge and/or wisdom by individuals or groups in the use 

of social media. The pandemic is all about the production and 

consumption of meaningless and insignificant things that do not 

enhance progressive continuation of human network. With so many 

social network sites functioning on the internet, students are tempted to 

abandon their homework and reading times in preference for chatting 

online with friends and many are already getting addicted to the online 

rave of the moment: Facebook and Twitter. It is also observed that some 

features of Facebook have become so addictive that sometimes students 

forget that it is just a virtual world Alabi (2013).  

Various dimensions of internet and social media addiction have 

been investigated. Griffiths (2000) studied five cases of excessive 

internet uses and hoped to find the cues for the existence of internet 

addiction. Lin et al., (2012) drew fresh conceptualisation of gratification 

specific to problematic internet uses to uncover seven gratification 
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factors. Chen. et al., (2004) studied the possibility of the non-detrimental 

effects of internet dependency and suggested an instrument to measure 

positive and negative internet dependency. Arguing with the cognitive–

behavioural theory, Davis (2001) indicated that both cognitive and 

behavioural processes work together to develop negative consequences 

associated with problematic internet usage.  

Assessing the relationship between Facebook usage and 

academic performance, Kirschner and Karpinski (2010) discovered that 

Facebook users had lower grades an spent less time studying than 

students who did not use social network sites. In a study, Echeburua 

and deCorral (2010) observed that those people addicted to social media 

experience symptoms similar to those experienced by people suffering 

from addiction to substances or other behaviours. Investigating some 

aspects of the addictive potential of social networking sites, Pelling and 

White (2010) surveyed 233 teenage students and discovered that 

addictive tendencies with regard to social network site were 

significantly predicted by self-identity and belongingness. This means 

that teenagers who identified themselves as social network sites users 

and those who looked for a sense of belongingness on social sites 

appeared to be at risk of developing an addiction to social network sites. 

Wilson et al., (2010) also indicated in their study that teenagers with 

high extroversion and low conscientiousness scores predicted addictive 

tendencies and frequencies in the time spend on social network sites. 

Facebook can have a powerful influence on the sub-consciousness of the 

users to the point that they don’t even realise their behaviour and 

amount of time they are spend on the online social network.  

Observations had shown that young adults were undiscerning 

users of online social networks with many already tending toward 

excessive usage or are already entrapped in the ‘web’ of addictions. 

Alabi (2013) used the Facebook Addiction Symptoms Scale (FASS) on 

Nigerian students and found clear symptoms of over-dependency.  

Past studies have indicated that people are addicted to Facebook 

when they use it for more than four hours a day (Grindeland and 
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Harrison, 2009; Sharifah et al., 2011). The symptoms of Facebook 

addiction are similar to those experienced by substance addicts 

(Echeburua and de Corral, 2010). 

 

Motivations 

Several studies have viewed Facebook in the light of the uses and 

gratifications perspective (Bumgarner, 2007; Raacke etal., 2008; Park et 

al., 2009; Urista etal., 2009; Quan-Haase and Young, 2010). Exploring the 

factors that drive students to use Facebook, Cheung et al., (2011) 

examined the five key values from the uses and gratification paradigm. 

It was found that among the five values, social-related factors had the 

most significant impact on the intention to use. Guided by the uses and 

gratifications theory, Dhaha et al., (2014) investigated the motives for 

using Facebook and their effect on the addiction to the site among 

Somali youths. Their results suggested that there was a significant 

relationship between FB motives and FB addiction. The uses and 

gratifications paradigm (Katz et al., 1974) assumes that users are goal-

directed in their behaviour and are aware of their needs. The main 

purpose of this paradigm is to explain the reasons that people choose a 

specific medium over others and to elucidate the psychological needs 

that motivate people to use a particular medium. Cheung and Lee (2009) 

listed the popular needs (or key values) that drive people to virtual 

communities: purposive value, self-discovery, entertainment value, 

social enhancement and maintaining interpersonal connectivity. Raacke 

et al., (2008) found that Facebook is used to fulfil social, communication 

and companionship needs.  

Ross et al (2009) found that the motivation to communicate was 

influential in terms of Facebook use. The researchers suggested that 

different motivations may be influential in the decision to use tools such 

as Facebook, especially when individual functions of Facebook are 

being considered. Sharifah et al (2011) brought out a list of perceived 

needs or motivations: 
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Social-interaction: To stay in touch with friends and maintain 

existing relationships.  

Time-pass: To routinely log into Facebook to update profile or to 

kill boredom. 

Entertainment: To watch and share music videos and movies or 

play games. 

Companionship: To find lost or make new friends; to share 

thoughts and feel less lonely. 

Communication: To chat, gossip, send messages, share 

information and post comments. 

 

Facebook is loaded with features that can potentially fulfil these 

social needs, and hence, motivates people to use the social network for 

gratification of their specific needs. But what kind of relationships could 

be expected among these assorted specific needs? As Facebook is both a 

content creation and consumption centre where information is shared 

and new experiences are gained, a positive relationship can be expected 

among them. That is, one motivation could force a person to use 

Facebook and develop and foster another motivation. Based on this 

assumption, the following hypothesis is stated: 

 

(Ha1) Motivations to use Facebook namely, Social-interaction, 

Time-pass, Entertainment, Companionship and Communication 

share a positive relationship. 

 

Media dependency theory 

At its core, the basic dependency hypothesis states that the more a 

person depends on media to meet needs, the more important media will 

be in the person's life and therefore the more effects the media will have 

on the person. Applying the dependency paradigm in the context of 

Facebook, it can be hypothesised that more a user depends on Facebook 

to meet social needs, the more the person will use it and therefore the 
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more the chances of developing an addiction will be. Accordingly, the 

following statistical hypothesis can be stated: 

 

(Ha2) Motivations to use Facebook namely, Social-interaction, 

Time-pass, Entertainment, Companionship and  

Communication are positively associated with the Extent of 

Facebook Usage and Facebook Addiction. 

 

It is also logical to assume that Facebook overuse could lead to 

addiction and also addiction could increase the usage. Hence, a positive 

relationship could be expected between Facebook usage and addiction. 

Accordingly, the following hypothesis is proposed: 

 

(Ha3) Extent of Facebook Usage and Facebook Addiction  

share a positive association. 

 

It will also be worthwhile to explore the relationships between 

demographic variables age and gender, and the motivations, extent of 

usage and addiction. 

 

Research Design 

To test the web of influences that exist among the chosen variables 

Motivations to Use Facebook, Extent of Facebook Usage and Addiction, 

a survey method was chosen. As many as 300 Indian Facebook users 

were chosen for the study based on a referral (snowball) sampling 

procedure during July-October 2015. The respondents thus chosen 

belonged to the following Indian cities: New Delhi, Mumbai, Bangalore, 

Chennai and Coimbatore.  

Independent variables used in the present study were Age and 

Gender. Facebook users of all ages were allowed to participate in the 

survey and categorised under four groups: Below 20 years, 20-25 years, 

26-30 years and Above 30 years. Of the respondents, 22 belonged to the 

age group of below 20 years, while 152 belonged to the 20-25 category, 
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44 to the 26-30 category and 82 above 30. Of the 300 respondents, 147 

were male. The relations between the Independent variables are shown 

in the following crosstab (Table 1). 

 

Table 1 Crosstab for Age and Gender 

 Variable Age 

Variable GROUPS 
Below 20 

years 

20-25 

years 

26-30 

years 

Above 30 

years 
Total 

Gender 

Male 14 56 30 47 147 

Female 8 96 14 35 153 

Total 22 152 44 82 300 

 

Materials 

Hard copies of the questionnaires were distributed to willing 

respondents to collect self-reported data. Apart from this, data was also 

collected from respondents by distributing soft copies through mails. 

For data storage and analysis, Microsoft Excel and portable versions of 

IBM SPSS and Amos were used. The questionnaire consisted of four A4 

pages and a total of 61 questions. Of the 61, the first two were for the 

Independent variables.  

 

Instrumentation 

The Dependent Variables used in the present study are Motivations 

(under which there are five factors, namely Social-interaction, Time-

pass, Entertainment, Companionship and Communication), Extent of 

Facebook Usage and Facebook Addiction.  

To determine the Motivations to Use Facebook, the instrument 

employed by Sharifah, et al., (2011) is used in the present study. This 

section of the questionnaire has 30 questions, six under each of the 

motivation factors Social-interaction, Time-pass, Entertainment, 

Companionship and Communication. The response format is 'Yes/No', 
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with the response 'No' carrying a score of zero and 'Yes', one. The sum 

of the item scores under each of the five factors is used to ascertain the 

level of motivation. Hence, the scores for the factors ranged from zero 

to six, with the higher scores indicating greater level of motivation for 

that factor. For the variable Extent of Facebook Usage, 11 items that were 

adopted from Venkat, et al., (2014) were used.  

The responses are open-ended left to the respondents to fill in 

their choice of real numbers. The values entered for these 11 items were 

standardised and the resultant scores were used to estimate the scores 

for the variable Extent of Facebook Usage.  

For Facebook Addiction, the Bergen Facebook Addiction Scale 

that constitutes a set of 18 items was used (Andreassen, et al., 2012). 

Facebook addiction is measured with the following six facets: Salience, 

Tolerance, Mood modification, Relapse, Withdrawal and Conflict (refer 

Table 2). The response format is a 5-point Likert-type scale ranging from 

1 (strongly disagree) to 5 (strongly agree).  

The average score of all the 18 items is used to estimate the level 

of addiction of the respondents to Facebook. Higher scores indicate 

greater Facebook addiction. The factor structure of this scale was 

reported to be good (RMSEA = .046, CFI = .99) and coefficient alpha was 

.83 for a sample of 423 students. The 3-week test-retest reliability 

coefficient was reported to be .82 (Andreassen, 2012).  

Questionnaire completion took approximately 20 minutes. No 

monetary or other material incentives were offered in return for 

participation. Response rate was 92%. 

 

Validity and reliability 

To ensure internal validity, the operational measures were set to match 

the concepts. Since Facebook is a relatively new phenomenon, the 

motivations of Facebook users and addiction are domains that have not 

been explored in depth. To measure them, the instrument developed by 

Sharifah, et al., (2011) and the Bergen Facebook Addiction Scale seemed 

adequate. However, for the variable Extent of Facebook Usage that 
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consisted 11 items, a factor analysis was performed using the Principal 

Components method without any rotation, to refine the instrument. 

Finally, six items were chosen. The Kaiser-Meyer-Olkin measure of 

sampling adequacy suggested that the sample was factorable 

(KMO=.795) and Bartlett’s Test of Sphericity posted a significant 

outcome (χ2 = 525.516, p < .01). The result of the factor analysis showed 

that a single factor contributed to 49.768% of the total variance.  

 

Table 2 Facets of Facebook Addiction 

COMPONENTS 
DESCRIPTION 

SALIENCE The activity dominates thinking and behaviour 

MOOD 

MODIFICATION 
The activity modifies/improves mood; 

TOLERANCE 
Increasing amounts of the activity are required to  

achieve previous effects; 

WITHDRAWAL 
The occurrence of unpleasant feelings  

when the activity is discontinued or suddenly reduced; 

CONFLICT 
The activity causes conflicts in relationships, in  

work/education, and other activities; 

RELAPSE 
A tendency to revert to earlier patterns of the activity after  

abstinence or control 

 

The six items thus chosen were: number of Facebook friends, 

number of ‘likes’ you clicked in the past one week, number of comments 

you received in the past one week, number of comments you posted in 

the past one week, average number of hours you spend a day on 

Facebook and the number of Facebook groups you are part of. The 

regression scores of the factor analysis were saved for the variable 

Extent of Facebook Usage.  
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Findings 

Hypothesis testing (Ha1) Motivations to use Facebook namely, Social-

interaction, Time-pass, Entertainment, Companionship and 

Communication share a positive relationship. 

To test the relationship among the five motivation factors, 

Pearson's product-moment correlation analysis was performed and the 

results are presented in Table 3. 

 

Table 3 Correlations among Motivation factors 

 Time Pass Ent. Companionship Communication 

Social Interaction 

Corr .347 .420 .538 .424 

Sig. .000 .000 .000 .000 

N 300 300 300 300 

Time Pass 

Corr  .567 .387 .373 

Sig.  .000 .000 .000 

N  300 300 300 

Entertainment 

Corr   .342 .315 

Sig.   .000 .000 

N   300 300 

Companionship 

Corr    .472 

Sig.    .000 

N    300 

 

The data showed no violation of normality, linearity or 

homoscedasticity. Strong and positive correlations were observed 

among the five motivation factors (r = .315 to .567, n = 300, p < .0005). 

Hence, the hypothesis that (Ha1) Motivations to Use Facebook namely, 

Social-interaction, Time-pass, Entertainment, Companionship and 

Communication share a positive relationship is accepted. This finding 

implies that each of the five motivational factors chosen for the study 

develops and fosters the other motivational factors.  

 

Hypothesis testing (Ha2) Motivations to use Facebook namely, 

Social-interaction, Time-pass, Entertainment, Companionship 
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and Communication are positively associated  

with the Extent of Facebook Usage and Facebook Addiction. 

 

To test this hypothesis, Pearson's product-moment correlation 

was run between the motivation factors, and Usage and Addiction and 

the results are presented in Fig. 1 and 2. The data showed no violation 

of normality, linearity or homoscedasticity.  

Strong and positive correlations were observed between the five 

motivation factors and Usage and Addiction (r = .215 to .417, n = 300, p 

< .0005), except between Communication and Addiction. Hence, the 

hypothesis that (Ha2) Motivations to use Facebook namely, Social-

interaction, Time-pass, Entertainment, Companionship and 

Communication are positively associated with the Extent of Facebook 

Usage and Facebook Addiction is accepted. Those using the online 

social network for passing time and companionship showed the greatest 

probability of becoming addicted to Facebook. 

 

Hypothesis testing (Ha3) Extent of Facebook Usage and 

Facebook Addiction share a positive association. 

 

To test this hypothesis, Pearson's product-moment correlation 

was run between the Extent of Facebook Usage and Addiction and the 

results are presented in Table 4.  
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The data showed no violation of normality, linearity or 

homoscedasticity. Strong and positive correlation was observed 

between the Usage and Addiction (r = .548, n = 300, p < .0005). Hence, 

the alternative hypothesis that (Ha3) Extent of Facebook Usage and 

Facebook Addiction share a positive association is accepted. 

To explore the relationships between the Independent variable 

Age and the five motivation variables, Usage and Addiction, one-way 

Anova was performed and the results are presented in Table 5 and Fig. 

One-way Anova results indicate that there is significant 

difference among the Age groups with regard to the motivation factors, 

Usage and Addiction (refer Table 5). Facebook users belonging to the 

Age group of 26-30 years use the social network lesser for social 

interaction, passing time and entertainment purposes.  

 

Table 4 Correlation between Usage and Addiction 

  Usage Addiction 

Usage 

Pearson Correlation 1 0.548 

Sig. (2-tailed) 0 0 

N 300 300 

Addiction 

Pearson Correlation 0.548 1 

Sig. (2-tailed) 0 0 

N 300 300 
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Table 5 One-way Anova results: Age vs. Motivations, Usage and Addiction 

 F Sig. 

Social Interaction 3.141 .026 

Time Pass 10.926 .000 

Entertainment 8.621 .000 

Companionship 6.501 .000 

Communication 7.917 .000 

Usage 8.226 .000 

Addiction 20.018 .000 

 

(df = 3, 299) 

Younger people tend to use Facebook more for such purposes. 

The 26-30 year old use Facebook mainly for companionship and 

communication purposes. However, younger users tend to use 

Facebook more and are more probable to become Facebook addicts. 

To explore the relationships between Gender and the five 

motivation variables, Usage and Addiction, T-Test was performed and 

the results are presented in Table 6 and Fig. 4. 

Statistically significant associations were found between Gender 

and Social-interaction, Entertainment and Addiction. While the male 

respondents use Facebook more than their female counterparts for 

social interaction, the females use it more for entertainment than their 

male counterparts. Both of them were equally likely to get addicted. 

 

Discussion 

Independent variable Age is found to share statistically significant 

relationships with the five motivation factors, extent of Facebook usage 

and Facebook addiction. Gender was found to share relationships with 

two of the five motivation factors (Social-interaction and Entertainment) 

and Addiction. Facebook users belonging to the Age group of Below 20 

years recorded the highest level of motivation for passing time, while 

those belonging to the Age group of 26-30 years recorded the lowest.  
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Table 6 T-Test results: Gender vs. Motivations, Usage and Addiction 

 F Sig. 

Social Interaction 8.117 .005 

Time Pass .095 .758 

Entertainment 34.008 .000 

Companionship .097 .756 

Communication 1.203 .274 

Usage .221 .639 

Addiction 7.735 .006 
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It was observed that the use of Facebook for passing time 

decreases as the age of the users increases. Those belonging to the Age 

group of 20-25 years recorded the highest level of motivation for 

Entertainment, while those belonging to the Above 30 years recorded 

the lowest. It was observed that younger Facebook users use the online 

social network more for entertainment purposes.  

Users belonging to the Age group of 20-25 years recorded the 

highest level of motivation for Companionship, while those above 30 

years recorded the lowest. Users of 20-30 years use the online social 

network more for companionship purposes. Similarly, users of 26-30 

years use the online social network the most for communication 

purposes. Young users tend to overuse Facebook and face the risk and 

symptoms of addiction. Katz et al., (1974) assumes that users are goal-

directed in their behaviour and are aware of their needs.  
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The present study also proposed a need or motivation-based 

perspective to investigate Facebook usage and has come out with 

positive results. A positive association was observed among the five 

motivation factors chosen for the study and also between them and 

extent of Facebook usage and addiction. These findings are in line with 

the observations of Bumgarner (2007), Raacke (2008), Park (2009), Urista 

(2009) and Quan-Haase (2010). As prophesied in the media dependency 

theory, the present study finds that the motivations to use Facebook 

have a positive relationship with usage and addiction, implying that 

more a user is in need of using Facebook, the more the user will become 

dependent on it, leading to addiction. Usage also, as proposed, had a 

positive relationship with addiction. 

As the popularity and importance of the online social network 

rises, the users become more and more motivated to log into it to satisfy 

their social needs and maintain their social image and ties. Such reliance 

could, unconsciously, lead to addiction. Media dependency theory 

attempts to explain the relationship between the content of the mass 

media, the nature of the society and the communication behaviour of 

audiences. The theory postulates that people are dependent on the mass 

media for information needs. Now that social media has become part of 

people’s daily life, addiction to it has become the resultant effect of over-

dependency on it for information, sensation, entertainment, satisfaction, 

so on and so forth. Besides, there seems to be a relationship between the 

desire for gratification and dependency. As submitted by Sung and 

LaRose et al (2004) internet addictions in general are “habits” that begin 

when the “gratification sought”, become a conditioned response to 

negative effect, then such behaviour becomes a goal in itself, thus 

leading to preoccupation with it. That also explains the observed 

association between the motivations, usage and addiction. 

Most evaluations of Facebook usage are based on the number of 

times one uses Facebook per day (Mazman and Usluel, 2010; Pelling and 

White, 2009; Vasalou et al., 2010; Wilson et al., 2010), and the amount of 

usage each day (Mazman and Usluel, 2010; Ross et al., 2009; Thompson 
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and Lougheed, 2012). Very few studies have concretely classified the 

behavioural standards of Facebook addiction, such as those who use 

SNSs four times per day (Pelling and White, 2009; Wilson et al., 2010), 

those who use it for more than 60 min per day (Thompson and 

Lougheed, 2012), or those who use it for more than five hours per day 

(Karaiskos et al., 2010). The present study draws a distinction between 

Usage and Addiction and finds a positive association between them, 

indicating that overuse could lead to addiction. 

 

Conclusion 

Facebook offers an array of helpful tools for social and professional 

needs. It opens a channel to connect with the world and communicate 

with friends and those with similar interests.  

Overindulgence in this virtual reality, however, takes a toll on the 

social life and ties in the real world, altering the behaviour of the user 

leading to a syndrome of addiction. This overdependence in Facebook 

or a pathological state of addiction that affects the offline social life of 

the user is viewed as a critical issue as the popularity of the online social 

network is increasing among the Indian masses. Indian is becoming the 

leading Facebook market.  

As the study results show, unchecked usage of Facebook could 

easily lead to addiction. It is, however, the social needs that are driving 

the users to Facebook, with those using it for companionship needs and 

logging into the social network to kill boredom facing the strongest 

chances to become addicts. Developing on the media dependency 

paradigm, the present study observed positive correlations between the 

motivations to use Facebook and extent of usage and addiction, 

implying that the more a person uses the social network to satisfy social 

needs, more the chances are to get addicted to it. 
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MEDIA EFFECT: POLITICAL 

AFFILIATION AND  

DEMOCRATIC PARTICIPATION   
 

Aiswariya S. S. & C. Pichandy 
 

Abstract—This study aims to test the effects of assorted 

communication media on democratic participation of the users 

in the new media environment.   But the main focus is on the new 

communication technologies like the Internet and mobile phone 

and their influence on democratic participation.  With a sample 

of 209 media users from the Indian city of Coimbatore, a survey 

was conducted to evaluate the relationships among media 

exposure, perceived bias and democratic participation.  Path 

analysis results showed that exposure to television, radio, 

internet and mobile technologies had a significant and direct 

effect on democratic participation, while the press and cinema 

exhibited mediated indirect effects.  Further, political affiliation 

was also found to exert an indirect influence. 

 

Keywords: Mass media, Media exposure, Newspaper, Magazine, Television, Radio, 

Mobile phone, Internet, Cinema, Democratic participation, Political participation 
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Introduction 

The mass media are often referred to as the fourth estate because of the 

power they wield and the function they exercise.  It is considered to be 

the backbone of democracy.  It is like a mirror, which shows us the bare 

truth and harsh realities of life.  Democracy requires the active 

participation of citizens.  Ideally, the media should keep citizens 

engaged in the business of governance by informing, educating and 

mobilizing the public. The mass media today encompasses newspapers, 

radio, television, cinema, mobile phones, Internet, email fax etc., Media 

has undoubtedly evolved and become more active over the years.  It is 

the media only who reminds politicians about their unfulfilled promises 

at the time of elections.  T.V news channels excessive coverage during 

elections helps people, especially illiterates, in electing the right person 

to the power.  This reminder compels politicians to be up to their 

promises in order to remain in power.  

TAM Annual Universe Update –2015, digital television users 

growth is expected to be +8%, C & S HHlds is +11% and television 

owning households is about +9%.  According to The Centre of Media 

Society, India is likely the largest in terms of incremental growth, with 

330 million to 370 million Internet users by 2015.  India has the potential 

to double its economic contribution from the Internet in the next 3 years 

from 1.6 percent of GDP at present to 2.8-3.3% by 2015 and Most people, 

who will access the Internet in India by 2015, will do so on mobile 

devices such as cellular phones or tablet computers three out of four 

users from India will be mobile-only users.  In India, the media industry 

is expanding at a steady pace.   

As McQuail (2000) explains, a topic that is often recurrent in 

media literature involves the view that the media institution deals 

primarily with the production and distribution of knowledge.  This 

knowledge produced by the media allows us to provide our experience 

of the social world with particular meanings.  All the information 

offered to us by the media, including images and sounds, is in fact what 

help individuals learn about both their past – history - and their present 
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social location – thus their identity (McQuail, 2000).  Therefore the 

media largely work on the development of our perceptions and 

definitions of social reality and of what we refer to as ‘normal’, and are 

a source of models and norms to be followed.  The reconsiderations 

define the concept of Mediation of contact with social reality.   

According to O’Shaughnessy and Stadler (2008) the media ‘make sense 

of the world for us’ (p.34).  The authors identify three central processes 

that the media carry out Representation, Interpretation and Evaluation.   

Several studies have shown that democratic participation is 

dependent on media exposure (Darley, et al., [2010]; Kate and Stroud 

[2010]; Kim, et al., [2010]; Mcleod, et al., [2010]; and Willnat, et al., 

[2013]).   Strömbäck, et al., (2010) result showed that members of 

parliament and political news journalists attribute great influence to the 

media, in particular TV, newspapers and radio, and that both groups 

perceive TV and radio as influential as even the prime minister in terms 

of how often they manage to place a new issue highest on the political 

agenda.  Pinkleton etal., (2009) conducted a survey that examines 

relationships among mass media use, specific aspects of political 

disaffection, political efficacy and participation.  Results suggest that 

negativism toward media campaign coverage reduces media use and 

that cynicism toward the political system reduces political efficacy.  

However, mass media use positively predicts voting behaviour.   

In addition, negativism toward campaign tactics appears 

unrelated to political participation. Eveland et al., (2010) examined the 

relative size of gaps in knowledge and participation between the more 

and less educated as they vary by the quantity and type of news media 

use.  By contrast, neither television news use nor newspaper use was 

related to gaps in voting; however, newspaper use, but not television 

news use, was related to gaps in general political participation. Kushin, 

et al., (2010) conducted a Web survey that discusses on political use of 

online media for young adults and showed positive relationships 

between attention to traditional Internet sources and political self-

efficacy and situational political involvement.   
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Hanson, et al., (2010) examined whether the use of such social 

media influenced political cynicism and users political orientation.   

Results supported uses and gratifications’ notions that the influence of 

social media on political cynicism is more attributable to user 

background and media-use differences than to sheer use of these 

popular sites. Scheufele (2002) revealed that hard news media use 

(television and newspaper) has an overall positive main effect on 

political participation.  Glascock, et al., (2008) investigated the influence 

of religious involvement; significant effect for ethnicity on participants' 

perceptions of media bias was found.  Ho, et al., (2012) survey showed 

that—contrary to the relationship found for general political 

participation perceptions of media bias are directly and positively 

associated with issue-specific participation.   Carroll (2006) considers 

democratic media activism through the lens of social movement theory.   

Lundby (1997) pilot case study found that religious belonging does have 

a bearing on how people do or do not engage with the processes of 

democratic participation and on the ways that people use the media for 

such purposes. Verba (1957) focuses on participation vis-à-vis 

governmental decision- makers; though the term refers to 

nongovernmental decisions as well problems of participation are 

discussed, including the problems of scale, of technical complexity, and 

of inequalities in participation.  Stroud (2007) with increasing media 

choice selective exposure occurred Fahrenheit 9/11(film) the audience 

for the film held more negative attitudes toward President George W.  

Bush.  Hence there is a political effect for the film.    

Media use was related to more authoritarian attitudes, although 

exposure did not have significant effects and attention to biotechnology 

on television and in the newspaper had indirect effects Brossard and 

James Shanahan (2009).   Stroud (2007) investigates whether different 

media types (newspapers, political talk radio, cable news, and Internet) 

are more likely to inspire selective exposure analyses and suggested that 

people’s political beliefs motivate their media use patterns.  Jason (2014) 

explains mobile media use increased, accounts for shifting 
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conceptualizations of political participation, and contributes to the 

development of cross-cultural comparative frameworks.   

Hollander (2010) examines whether talk radio, which has been 

linked to political mobilization in recent research, acts as a mobilizing 

influence on persons who believe they can influence public affairs but 

who have little trust in government.    Little support was found for talk 

radio being a more powerful predictor of participation.   Similarly, 

several past studies have explored the relationship between perceived 

bias and participation in politics and elections.  (Glascock, et al., [2008]; 

Chiang, et al., [2011]; Chia and Cenite [2012] and Ho, et al., 2012]).    

McKeever, et al., (2012) revealed two “paths” for relationships 

among anti-immigrant sentiment, exposure and attention to media 

coverage, perceived media bias, and presumed media influence or 

third-person perceptions.  The media shape public opinion, but they are 

in turn influenced and manipulated by different interest groups in 

society.  The media can promote democracy by among other things, 

educating voters, protecting human rights, promoting tolerance among 

various social groups, and ensuring that governments are transparent 

and accountable. Reviewing the past studies, it can be cautiously 

assumed that there is a media effect in democratic participation and 

perceived bias is increasing. The factors chosen to build the model in the 

present study are Media Exposure Newspaper/Magazine, Radio/ 

Television, Mobile/Internet, Cinema, Media Bias, Political Affiliation 

and Democratic Participation.  “Media bias is the bias or perceived bias 

of journalists and news producers within the mass media in the selection 

of events and stories that are reported and how they are covered”.   

In the present study the media bias is consider as the opinion of 

the respondents about the perceived bias of journalists and news 

producers within the mass media. 

 “Political affiliation is an association that characterizes the 

thinking of a group or nation”. In the present study political affiliation 

deals with the opinion of the respondents towards the political party, it 

may be positive, negative or neutral. According to Verba (1967), 
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“Democratic participation refers to acts that are intended to influence 

the behaviour of those empowered to make decisions”. This study 

focuses on the participation of the respondents in the governmental 

decision- making and their association with the politics.  Using the past 

studies that have explored, a model is built and presented in Fig.  1. 

 

Fig. 1. Initial model 

 
As per the fig1, the variable democratic participation is regressed 

on media exposure newspaper/magazine (Scheufele [2002]; Mcleod, et 

al., [2010]; Strömbäck, et al., [2010]; Moy[2005]; Stroud [2007]), media 

exposure television/radio (Scheufele [2002]; Mcleod, et al., [2010]; 

Strömbäck, et al., [2010]; Moy[2005]; Stroud [2007]; Hollander [2010]), 

media exposure mobile/internet(Stroud [2007]; Kate and Stroud, [2010]; 

Shah, et al., [2010]; ), media exposure cinema([Stroud [2007])  and media 

bias(Glascock, et al., [2008]; and Cenite[2012] and Ho, et al., 2012]).   

Media bias is regressed on media exposure newspaper/magazine and 

media exposure television/radio. 

Using this model, the following hypotheses are derived: 
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1. Media exposure newspaper/magazine has  

mediated indirect effect on democratic participation. 

2. Media exposure television/radio has direct effect on 

democratic participation. 

3. Media exposure mobile/internet has direct effect on 

democratic participation. 

4. Media exposure cinema has mediated indirect effect on 

democratic participation. 

5. Media exposure newspaper/magazine has  

effect on media bias.   

6. Media exposure television/radio has effect on media bias. 

7. Media bias has a direct effect on democratic participation. 

8. State political affiliation has direct effect on  

media exposure newspaper/magazine. 

9. State political affiliation has direct effect on  

media exposure mobile/internet. 

10. State political affiliation has direct effect on media bias. 

11. State political affiliation is partially mediated through 

media bias and media exposure mobile/internet. 

 

Research Design 

The aim of the present study is to analyse the direct and indirect effects 

of several potential factors.  Based on a pool of past studies on the 

subject, the following set of variables was chosen.   

--Media exposure newspaper/magazine (dependent variable) 

--Media exposure television/radio (dependent variable) 

--Media exposure mobile/internet (dependent variable) 

--Media exposure/cinema (dependent variable) 

--Media bias (dependent variable) 

--Political Affiliation (independent variable) 

--Democratic participation (dependent variable) 
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An instrument was developed for the above factors with 70 

items.  The final set of items for each of the 7 variables was deducted to 

21 items with a factor analysis employer’s principal components 

method without rotation.  A sample of 209 respondents was used from 

Coimbatore and the researchers performed a split-half correlation using 

the Spearman-Brown prophecy formula.  The reliability co-efficient of 

0.764 tested positive for the reliability of the instrument of the 209 

respondents surveyed, all are from various parts of Tamil Nadu state. 

Apart from these socio-demographic variables—age, gender, 

educational qualifications, occupational status and monthly family 

income of the respondents—were chosen to be the independent 

variables, of the respondents the questions were answered by the 

respondents. On the data gathered through the survey method, 

statistical analyses were performed to find the relationships between 

independent and dependent variables. 

  

Factor analyses 

A factor analysis was conducted for the variable––Media Exposure 

(newspaper and magazine) using nine items.  A factor analysis using the 

Principle Components method without any rotation was used to refine 

the instrument. Finally, four items were chosen for the analysis. Kaiser-

Meyer-Olkin measure of sampling adequacy suggested that the sample 

was just factorable (KMO=.747) and Bartlett’s test of sphericity was 

significant (χ2 =205.660, p < .005). The result of factor analysis showed 

that a single factor contributed to 58.74%.  

Similarly, a test was conducted for the variable Media Exposure 

(television and radio) with 11 items, after computing Principle 

Components method without any rotation. Three items were chosen, 

finally. The Kaiser-Meyer-Olkin measure of sampling adequacy 

suggested that the sample was just factorable (KMO=.624) and Bartlett’s 

test of sphericity was significant (χ2 =164.821, p < .005): a single factor 

contributed to 66.42% of variations among the items. For the variable 

Media Exposure (mobile and internet), a factor analysis was conducted 



DEMOCRATIC PARTICIPATION  JM&C 

Page | 80  
 

on which, 9 items were chosen after computing Principle Components 

method without any rotation. Two items were chosen, finally.  The 

Kaiser-Meyer-Olkin measure of sampling adequacy suggested that the 

sample was just factorable (KMO=.827) and Bartlett’s test of sphericity 

was significant (χ2 =369.78, p < .005): a single factor contributed to 

51.94% of the variations.  For the variable media exposure cinema, a 

factor analyses was conducted on which, 7 items were chosen, after 

computing principle components method without any rotation 3 items 

were chosen finally.  The Kaiser-Meyer-Olkin measure of sampling 

adequacy suggested that the sample was just factorable (KMO=.674) and 

Bartlett’s test of sphericity was significant (χ2 =173.57, p < .005), single 

factor contributed to 68.895%.  For the variable media bias, a factor 

analyses was conducted on which, 12 items were chosen, after 

computing principle components method without any rotation 2 items 

were chosen finally.  The Kaiser-Meyer-Olkin measure of sampling 

adequacy suggested that the sample was just factorable (KMO=.500) and 

Bartlett’s test of sphericity was significant (χ2 =8.290, p < .005), single 

factor contributed to 59.919% and finally for the variable democratic 

participation, a factor analyses was conducted on which, 18 items were 

chosen, after computing principle components method without any 

rotation 4 items were chosen finally.  The Kaiser-Meyer-Olkin measure 

of sampling adequacy suggested that the sample was just factorable 

(KMO=.696) and Bartlett’s test of sphericity was significant (χ2 =134.413, 

p < .005), single factor contributed to 51.53%.   

 

Findings 

The data gathered were fed into IBM SPSS Statistics software and the 

following statistical methods were applied for desired results.  Here is 

the sample characteristics derived based on the demographic variables 

chosen for the study— age, gender, area, educational qualification, 

occupational status, and state political affiliation is considered to be the 

independent variable.  The set of dependent variables chosen are: 

--Media exposure newspaper/magazine  
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--Media exposure television/radio  

--Media exposure mobile/internet  

--Media exposure/cinema  

--Media bias  

--Democratic participation 

 

Table1: One-way Anova and T-test results 

Independent 

variables 

Media Exposure 

Media 

bias 

Democratic 

participation Newspap

er/Mag 

TV/ 

Radio 

Mobile/ 

Internet 
Cinema 

Age 
Sig = 

.000 

Sig = 

.001 

Sig = 

.000 

Sig = 

.000 

Sig = 

.020 
Sig = .024 

Gender 
Non-Sig 

= .852 

Non-Sig 

= .236 

Non-Sig 

= .782 

Non-Sig 

= .253 

Sig = 

.077 
Sig = .000 

Educational 
Sig = 

.007 

Sig = 

.000 

Sig = 

.001 

Sig = 

.006 

Non-Sig 

= .174 
Non-Sig = .032 

Occupation 
Sig = 

.004 

Sig = 

.017 

Sig = 

.053 

Non-Sig 

= .469 

Non-Sig 

= .434 
Non-Sig = .212 

Income 
Sig = 

.000 

Sig = 

.002 

Sig = 

.010 

Sig = 

.052 

Non-Sig 

= .120 
Sig = .004 

Area 
Non-Sig 

= .243 

Non-Sig 

= .275 

Non-Sig 

= .547 

Non-Sig 

= .415 

Non-Sig 

= .312 
Non-Sig = .797 

State 
Non-Sig 

= .201 

Non-Sig 

= .311 

Non-Sig 

= .423 

Non-Sig 

= .454 

Sig = 

.017 
Non-Sig = .570 

 

A one-way Anova was conducted to check the associations 

between independent variables — Age, Educational qualification, 

Occupational status, Monthly family Income, state political affiliation —

and dependent variables — Media exposure /Newspaper/Magazine, 

Media exposure TV/ Radio, Media exposure/Mobile/Internet, Media 

exposure/ Cinema, Media bias and Democratic participation. The results 
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show that there is a statistically significant-difference among the age 

groups with regard to the six dependent variables.   

The associations between Educational qualification and the six 

dependent variables are examined and the results show that there is 

statistically significant association between the Educational 

qualification and Media exposure /Newspaper/ Magazine (F [3,205] = 

4.145, p<.007), Media exposure TV/ Radio (F[3,205] = 7.174, p=.000), 

Media exposure/ Mobile/ Internet (F[3,205] = 5.424, p<.001), Media 

exposure/ Cinema (F[3,205] = 4.264, p<.006), Democratic participation 

(F[3,205]=3.000, p<.032). However, the results of the one-way Anova 

show that there is a no statistically significant association between the 

Educational qualification and Media bias (F[3,205] = 1.675, p>.174).  The 

study revealed that there is statistically significant association between 

the Occupational status and Media exposure /Newspaper/Magazine 

(F[3,205] = 4.558, p<.004), Media exposure TV/ Radio (F[3,205] = 3.457, 

p<.017), Media exposure/Mobile/Internet (F[3,205] = 2.604, p<.053).   

However, the results of the one-way Anova show that there is a no 

statistically significant association between the Occupational status and 

Media bias (F[3,205]=.917, p>.434), Media exposure/ Cinema 

(F[3,205]=.849, p>.469), Democratic participation (F[3,205] = 1.513, 

p>.212).  There is statistically significant association between the 

Monthly family income and Media exposure /Newspaper/Magazine 

(F[3,205]=10.388, p=.000), Media exposure TV/ Radio (F [3,205]=5.273, 

p<.002), Media exposure/Mobile/Internet (F[3,205] = 3.900, p<.010), 

Media exposure/Cinema (F[3,205]=2.612, p<.052), Democratic 

participation(F[3,205]=4.622, p<.004). However, the results of the one-

way Anova show that there is a no statistically significant association 

between the Monthly family income and Media bias (F [3,205] = 1.966, 

p>.120).  There is a statistically significant association between the State 

(political affiliation) and Media bias (F[2,198] = 4.174, p<.017and other 

five factors is not statically significant. 
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Individual samples T-Tests were performed for the various 

factors, with Gender (male and female) and Area (rural and urban) 

being the independent grouping variable and the results are:   

 

1. Media exposure newspaper/magazine: 

The T-Test results showed that there is no statistical significant 

association between the gender groups and media exposure 

newspaper/magazine (p>.852). 

2. Media exposure television /radio: 

The T-Test results showed that there is no statistical significant 

association between the gender groups and media exposure television 

/radio (p>.236).    

3. Media exposure mobile/internet: 

The T-Test results showed that there is no statistical significant 

association between the gender groups and media exposure 

mobile/internet (p>.782).    

4. Media exposure cinema: 

The T-Test results showed that there is no statistical significant 

association between the gender groups and media exposure cinema 

(p>.253).    

5. Media bias: 

The T-Test results showed that there is no statistical significant 

association between the gender groups and media exposure cinema 

(p>.077).    

6. Democratic participation: 

The T-Test results showed that there is statistical significant association 

between the gender groups and democratic participation (p=.000).    

 

The associations between area and the six variables- Media 

exposure /Newspaper/Magazine, Media exposure TV/ Radio, Media 

exposure/Mobile/Internet, Media exposure/ Cinema, Media bias and 

Democratic participation.   The results show that there is no statistically 

significant difference in the six variables among the area group. 
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Table2: Correlation between variables 

Dependent 

variables 
 

Med.  

Exp.  

news.  

mag. 

Med.  

Exp.  

tv.rad. 

Med.  

Exp.  

mob.net. 

Med.  

Exp.  

cinema 

Media 

bias 

Demo 

part 

Med.  Exp.  

news.  mag. 

Pearson 

Correlation 
 .607** .178* .411** .098 .014 

Sig.  (2-

tailed) 
 .000 .010 .000 .160 .844 

N  209 209 209 209 209 

Med.  Exp.  

tv.rad. 

Pearson 

Correlation 
  .269** .650** .088 -.043 

Sig.  (2-

tailed) 
  .000 .000 .206 .537 

N   209 209 209 209 

Med.  

Exp.mob.ne

t. 

Pearson 

Correlation 
   .361** -.013 .166* 

Sig.  (2-

tailed) 
   .000 .847 .016 

N    209 209 209 

Med.  Exp.  

cinema 

Pearson 

Correlation 
    .021 .067 

Sig.  (2-

tailed) 
    .760 .332 

N     209 209 

Media bias 

Pearson 

Correlation 
     .222** 

Sig.  (2-

tailed) 
     .001 

N      209 

 

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

*.  Correlation is significant at the 0.05 level (2-tailed). 

 

A Pearson product-moment correlation was run to determine the 

relationships between the variables Media exposure Newspaper / 

Magazine (Med.Exp.news.mag.), Media exposure TV/ Radio 

(Med.Exp.tv.rad.), Media exposure Mobile/Internet 

(Med.Exp.mob.net.), Media exposure/ Cinema (Med.Exp.cinema.), 

Media bias and Democratic participation (Demo part) and the results 

are presented in Table 2. 
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Fig 2 Final path model 

 
 

Table 3 SEM analysis results  

Minimum was achieved 

Chi-square = .666 

Degrees of freedom = 2 

Probability level = .717 
TLI CFI RMSEA 

1.040 1.000 0.000 

Regression Weights: (Group number 1 - Default model) 

   Estimate S.E. C.R. P Label 

Mediabias <--- PaperMag .070 .087 .808 .419 par_9 

Mediabias <--- TvRadio .045 .087 .523 .601 par_12 

DemoPart <--- Mediabias .237 .066 3.576 *** par_1 

DemoPart <--- MobileInt .176 .071 2.492 .013 par_2 

DemoPart <--- TvRadio -.214 .099 -2.155 .031 par_10 

DemoPart <--- Cinema .122 .089 1.363 .173 par_11 

DemoPart <--- PaperMag .039 .083 .472 .637 par_13 
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Standardized Total Effects (Group number 1 - Default model) 

 PaperMag TvRadio Cinema MobileInt Mediabias 

Mediabias .070 .045 .000 .000 .000 

Democraticparticipation .056 -.203 .122 .176 .236 

Standardized Direct Effects (Group number 1 - Default model) 

 PaperMag TvRadio Cinema MobileInt Mediabias 

Mediabias .070 .045 .000 .000 .000 

Democraticparticipation .039 -.214 .122 .176 .236 

 

Standardized Indirect Effects (Group number 1 - Default model) 

 PaperMag TvRadio Cinema MobileInt Mediabias 

Mediabias .000 .000 .000 .000 .000 

Democraticparticipation .017 .011 .000 .000 .000 

 

The results showed that there is a strong and positive correlation 

between media exposure newspaper/magazine and media exposure 

television/radio(r = .607, n = 209, p < .01); between media exposure 

newspaper/magazine and media exposure mobile/internet(r = .178, n = 

209, p  <  . 01); between media exposure newspaper/magazine and media 

exposure cinema(r = .411, n = 209, p< .01); between media exposure 

television/radio and media exposure mobile/internet (r = .269, n = 209, p 

< .01); between media exposure television/radio and media exposure 

cinema(r = .650, n = 209, p < .01); between media exposure 

mobile/internet and media exposure cinema(r = .361, n = 209, p < .01); 

between media exposure mobile/internet and democratic 

participation(r = .166, n = 209, p < .016) and between media bias and 

democratic participation(r = .222, n = 209, p < .01).    

However, there is no correlation between media exposure 

newspaper/magazine and media bias(r = .098, n = 209, p > .160); media 

exposure newspaper/magazine and democratic participation (r = .014, n 
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= 209, p > .844); media exposure television/radio and media bias(r = .088, 

n = 209, p > .206); media exposure television/radio democratic 

participation (r = -.043, n = 209, p > .537); media exposure mobile/internet 

and media bias(r = -.013, n = 209, p > .847); media exposure cinema and 

media bias(r = .021, n = 209, p > .706) and media exposure cinema and 

democratic participation(r = .067, n = 209, p > .332). 

 

Model and hypotheses testing 

The path model proposed in this study is tested using SPSS Amos.  

Using modification indices and after trying out a considerable set of 

alternatives, the final refined model (presented in Fig.  2) is derived and 

the SEM analysis results are presented in Table 3.   

According to the model latent variable democratic participation 

is regressed on media exposure newspaper/magazine (Scheufele [2002]; 

Mcleod, et al., [2010]; Strömbäck, et al., [2010]; Moy[2005]; Stroud 

[2007]), media exposure television/radio (Scheufele [2002]; Mcleod, et 

al., [2010]; Strömbäck, et al., [2010]; Moy[2005]; Stroud [2007]; Hollander 

[2010]), media exposure mobile/internet(Stroud [2007]; Kate and Stroud, 

[2010]; Shah, et al., [2010]; ), media exposure cinema([Stroud [2007])  and 

media bias(Glascock, et al., [2008]; and Cenite[2012] and Ho, et al., 

2012]). Media bias is regressed on media exposure newspaper/magazine 

and media exposure television/radio.  Media exposure mobile/internet 

was observed to have a statistically significant direct effect on 

democratic participation, which meant that considering this model, the 

hypothesis media exposure mobile/internet has a direct effect on 

democratic participation cannot be over ruled out.    

Further, identification of this model supports the hypothesis that 

media exposure television/radio has a direct effect on democratic 

participation. It also provides the evidence to the hypothesis; media bias 

has a direct effect on democratic participation. However, Media 

exposure newspaper/magazine, media exposure cinema has indirect 

effects on democratic participation and media exposure 

newspaper/magazine and media exposure television/radio has indirect 
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effect on media bias. The model was identified with an excellent fit (refer 

table 3).   The substitute model was also built which is presented in Fig3 

the probability level of this model is found to be higher than Fig2. 

 

Fig 3 Final path model 

 

Table 3 SEM analysis results  

Minimum was achieved 

Chi-square = 9.059 

Degrees of freedom = 13 

Probability level = .768 

 

TLI CFI RMSEA 

1.034 1.000 0.000 
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Regression Weights: (Group number 1 - Default model) 

   Estimate S.E. C.R. P Label 

PaperMag <--- STATE .176 .096 1.839 .066 par_6 

TvRadio <--- PaperMag .607 .055 11.016 *** par_1 

Cinema <--- TvRadio .650 .053 12.323 *** par_2 

Mediabias <--- STATE .267 .095 2.812 .005 par_3 

MobileInt <--- STATE -.175 .089 -1.958 .050 par_5 

MobileInt <--- Cinema .372 .064 5.800 *** par_7 

DemoPart <--- Mediabias .224 .067 3.364 *** par_4 

DemoPart <--- MobileInt .169 .066 2.544 .011 par_8 

Standardized Total Effects (Group number 1 - Default model) 

 State PaperMag TvRadio Cinema MobileInt Mediabias 

PaperMag .129 .000 .000 .000 .000 .000 

TvRadio .078 .607 .000 .000 .000 .000 

Cinema .051 .394 .650 .000 .000 .000 

MobileInt -.109 .146 .241 .371 .000 .000 

Mediabias .195 .000 .000 .000 .000 .000 

DemoPart .025 .025 .041 .063 .169 .224 

 

Standardized Direct Effects (Group number 1 - Default model) 

 

 state PaperMag TvRadio Cinema MobileInt Mediabias 

PaperMag .129 .000 .000 .000 .000 .000 

TvRadio .000 .607 .000 .000 .000 .000 

Cinema .000 .000 .650 .000 .000 .000 

MobileInt -.128 .000 .000 .371 .000 .000 

Mediabias .195 .000 .000 .000 .000 .000 

DemoPart .000 .000 .000 .000 .169 .224 
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Standardized Indirect Effects (Group number 1 - Default model) 

 state PaperMag TvRadio Cinema MobileInt Mediabias 

PaperMag .000 .000 .000 .000 .000 .000 

TvRadio .078 .000 .000 .000 .000 .000 

Cinema .051 .394 .000 .000 .000 .000 

MobileInt .019 .146 .241 .000 .000 .000 

Mediabias .000 .000 .000 .000 .000 .000 

DemoPart .025 .025 .041 .063 .000 .000 

 

 

According to this model, latent variable democratic participation 

is regressed on media exposure mobile/internet and media bias.  Media 

exposure newspaper/magazine have a direct effect on media exposure 

television/radio; media exposure television/radio have a direct effect on 

media exposure cinema; media exposure cinema have a direct effect on 

media exposure mobile/internet; state political affiliation has a direct 

effect on media exposure newspaper/magazine, media bias and media 

exposure mobile/internet; media exposure mobile/internet have a direct 

effect on democratic participation and media bias have a direct effect on 

democratic participation. Further, identification of this model also 

supports the hypotheses that media exposure mobile/internet, and 

media bias affect democratic participation and other variable indirectly 

affects democratic participation.  This was also identified as excellent fit 

(Table 4). The demographic variables chosen for the study were age, 

gender, educational qualification, occupational status, area and 

monthly family income and the factors (dependent variables) used to 

examine the study were media exposure newspaper/magazine, media 

exposure television/radio, media exposure mobile/internet, media 

exposure cinema, media bias and democratic participation.   The other 

factor state political affiliation is considered to be the independent 

variable in the study.  The data collected from 209 media user 
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respondents across Coimbatore city using an instrument with a final set 

of 21 items.  The data gathered are fed into IBM SPSS Statistics software 

and the statistical methods were applied for desired results.   

A factor analysis was conducted to extract the latent variable 

democratic participation from the observed variables media exposure 

newspaper/magazine, media exposure television/radio, media exposure 

mobile/internet, media exposure cinema, media bias and state political 

affiliation. An examination of the Kaiser-Meyer-Olkin measure of 

sampling adequacy suggested that the sample was factorable and 

Bartlett‘s test of sphericity was significant.  Then, a one-way Anova and 

Individual samples T-Tests were conducted to check the associations 

between independent variables and the chosen dependent variables.  

The result shows the significant associations between them.  Taking the 

research a tad more forward, a Pearson product-moment correlation 

tests were performed on the dependent factors to find prevalent 

associations among the variables.  Based on the original model proposed 

using hypothesis at the beginning of this study, final SEM model was 

constructed using AMOS software and tested.  The results and the path 

analysis model (fig2) showed that  

• Media exposure newspaper/magazine has effect on  

democratic participation. 

• Media exposure television/radio has effect on  

democratic participation. 

• Media exposure mobile/internet has direct effect on  

democratic participation. 

• Media exposure cinema has effect on democratic participation. 

• Media exposure newspaper/magazine has effect on media bias.   

• Media exposure television/radio has direct effect on media bias. 

• Media bias has a direct effect on democratic participation. 

The fig3 path analysis model result showed that 

• Media exposure newspaper/magazine has direct effect on Media 

exposure television/radio. 



DEMOCRATIC PARTICIPATION  JM&C 

Page | 92  
 

• Media exposure television/radio has direct effect on  

Media exposure cinema. 

• Media exposure cinema has direct effect on  

media exposure mobile/internet 

• State political affiliation has direct effect on media bias. 

• State political affiliation has direct effect on  

media exposure newspaper/magazine 

• State political affiliation has direct effect on media 

mobile/internet 

• Media exposure mobile/internet has direct effect  

on democratic participation. 

• Media exposure television/radio has direct effect on media bias. 

• Media bias has a direct effect on democratic participation. 

• The effect of state political affiliation is partially mediated 

through media exposure mobile/internet and through media bias 

 

It provides evidence to the hypothesis built at the beginning of 

this study. The findings of this study are important in order to built a 

positive approach towards democratic participation and media effect 

and perceived bias among people across Coimbatore.    

Statistically analyses have shown that the variables media 

exposure newspaper/magazine, media exposure television/radio, media 

exposure mobile/internet, media exposure cinema, media bias and 

democratic participation share direct effects and indirect effects.  

Further, path analyses have provided fundamental understanding 

about the causal structures among these variables. 

According to the model, latent variable democratic participation 

is regressed on media exposure newspaper/magazine (Scheufele [2002]; 

Mcleod, et al., [2010]; Strömbäck, et al., [2010]; Moy[2005]; Stroud 

[2007]), media exposure television/radio (Scheufele [2002]; Mcleod, et 

al., [2010]; Strömbäck, et al., [2010]; Moy[2005]; Stroud [2007]; Hollander 

[2010]), media exposure mobile/internet(Stroud [2007]; Kate and Stroud, 

[2010]; Shah, et al., [2010]; ), media exposure cinema([Stroud [2007])  and 
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media bias(Glascock, et al., [2008]; and Cenite[2012] and Ho, et al., 

2012]). Path analysis results showed that exposure to television, radio, 

internet and mobile technologies had a significant and direct effect on 

democratic participation, while the press and cinema exhibited 

mediated indirect effects. 

 

Conclusion 

This study has shown that the mass media play a vital role in 

encouraging people to participate in democratic activities. Interestingly, 

new communication technologies like the mobile phone and the Internet 

along with television and radio were found to have a significant and 

positive impact on democratic participation. But the more popular 

newspapers, magazines and cinema did not exhibit significant influence 

on democratic participation. These are significant findings with socio-

political implications both in the scholarly and democratic fronts and 

raise new questions on the political roles that the new communication 

technologies play in a country like India.  

It may be noted that the smartphone boom witnessed in the 

country in the recent past is changing the way people source 

information, communicate and participate in democratic activities. 

Further, the present study has found that political affiliation of the 

people and perceived media bias have a significant effect on democratic 

participation. As mobile, internet, television and radio affect the 

democratic participation of the people more than the more popular 

traditional media, this study shift the focus of political research to these 

communication technologies and also sets the agenda for the 

government and political segment to target these areas in a bid to 

increase political participation. 
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ICT usage and effects among 

rural farming communities 
 

Anju John & Francis P. Barclay 

 

Abstract— To measure the extent of usage of information and 

communication technologies (ICTs) among rural farming 

communities and analyse its relationship with amount of farm-

related information consumed by them, a survey was conducted 

with 407 farmers from the Thiruvarur district in the Indian state 

of Tamil Nadu. Their usage of mobile phones, television, radio, 

newspapers and the internet was empirically measured and 

related to the amount of agricultural information they access. 

Factor analyses showed that their extent of usage of mobile 

phones was not related to their usage of other communication 

technologies such as television, radio and the Internet. Results 

showed that media usage had a strong and positive correlation 

with the amount of agricultural information acquired by the 

farmers and that traditional newspaper were the best medium to 

feed the farmers with farm-related information. 
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Introduction 

India is clocking the fastest growth in terms of media usage (IBEF, 2016): 

newspaper circulation is increasing in the country (PTI, 2016) bucking 

the global trend of decline; recently, India overtook the US to become 

the country with the most number of Face book users; the number of 

telephone connections in India rose to 1,058.01 million in 2016 posting 

an annual growth of  4.83 percent (DNA, 2016); the number of 

households with television has increased to 167 million (TAM, 2015); as 

of December 2016, the number of Internet users was over 3.4 billion 

against the 3.1 billion estimated by the end of 2015.  

But what is the impact of such information and communication 

technologies (ICTs) on the farming sector? More than 50 percent of 

Indians are, directly or indirectly, employed in the farming sector (IBEF, 

2016) which also plays a crucial role in holding the Indian economy. 

Hence, it was not a surprise when the 2017 Indian Budget gave special 

importance to the agriculture sector (The Economic Times, 2017), 

primarily focussing on the rural landscape.  

Both the agriculture and rural sectors had been allocated Rs1, 

87,223 cores for the 2017-18 fiscal, which is 24 percent more than that of 

the previous Budget. But several issues had been impeding the 

advancement of the Indian farm industry, and of them, are the lack of 

advanced technologies and financial constraints (The Wire, 2016).  

Proper use of ICTs could eradicate several issues faced by the 

Indian agricultural sector (PTI, 2015). In India that has been facing rapid 

growth in the past few decades; the ICTs have invaded both the 

agricultural and educational sectors.  

Still, India was ranked at 131 of 167 countries on a global index 

that measured access to information and communication technologies, 

even when the number of Internet users in India increased from 27.32 

million in 2005 to 462.12 million in 2016 (Internet Live Stats, 2016).  

Thanks to the initiatives of the Indian government and the active 

participation of private establishments, information and 
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communication technologies (ICTs) have reached even the rural 

sections of the farming communities.  

mKissan (information, services and advisories to farmers 

through SMS; farmers can indicate their preferred language and specify 

relevant agricultural practices and data specific to their location), Kisan 

Call Centres (Farmers can call and make queries related to crops, seeds, 

fertilisers, agricultural commodity prices, pesticides, horticulture, 

veterinary issues and so on, free of charge), Green Sim (a private-

national initiative, a joint venture by IFFCO and Airtel providing 

information directly to farmers, delivering location- and time-sensitive 

information and important alerts without adding economic strain to the 

farmers), iKissan (an agricultural portal which provides online, detailed 

content on crops, crop management techniques, fertilisers and 

pesticides and a lot of other agriculture-related materials) were some of 

the initiatives introduced in India to supply farm-related information to 

the farming communities (Indian Food Security Portal, 2015). 

While the importance of information and communication 

technologies in developing the farming sector is well understood and 

efforts are made on those lines, there is a lack of empirical research 

studies to aid those measures. To fill this gap, the present study 

proposes to explore the extent of ICT usage, amount of agri-information 

consumed and the web of relations among them choosing a section of 

rural farming communities in Thiruvarur district in the Indian state of 

Tamil Nadu. At this stage, the following research questions are 

proposed to bring in some focus to the present study: 

 

Research questions 

RQ1- What is the extent of usage of ICTs among  

the farming communities? 

RQ2- What is the perceived amount of agriculture-related  

information accessed by the farmers? 
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RQ3- What is the relationship between the extent  

of usage of ICTs and the perceived amount of agriculture-related  

information accessed by the farmers? 

 

Nnenna (2013), who conducted a study in Nigeria, observed that 

information and communication technologies (ICTs) had gone a long 

way but despite its existence, there seemed to exist limited access and 

utilisation of the technologies among farmers. The study analysed the 

access and application of ICT among farmers and found that although 

many ICT facilities exist; radio, television and phones sourced 

personally from open market were the most readily available ICT 

facilities owned, accessed and utilised by most farmers. Consequently, 

the level of access and utilisation of these facilities were found to be 

generally low among the respondents. The result further showed that 

information on physical farm measurement, how to estimate farm 

output, new varieties of seeds and seedling, best planting techniques 

and use of fertiliser were the identified major areas extension agents 

applied ICTs in facilitating agricultural activities. Based on the findings, 

the study called for an increase in the use of contemporary ICTs (phones, 

internet, etc.) rather than conventional ICTs such as radio and television, 

provision of adequate training on the use of ICTs for farmers and 

extension agents and other agricultural stakeholders. 

Richardson (2006), in his summary report, provided an outline of 

the main issues and trends in agricultural extension, as they were 

related to ICTs, with a special emphasis on improving rural livelihoods. 

The report drew on the presentations, case studies and discussions from 

the CTA (a magazine devoted to ICT and agriculture in African, 

Caribbean and Pacific group of countries) Observatory. It highlighted 

the potential for, and constraints to, using ICTs for agricultural 

communication and information exchange and identified implications 

of these issues for CTA. Some of the issues addressed in the report were: 

how has the political environment for an agricultural extension changed 

over the past few years? What was the new extension approaches 
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emerging? Which new groups of actors were emerging in the 

agricultural knowledge and information system? What were the main 

constraints to use ICTs to improve rural livelihoods and agricultural 

communication and information exchange? What was the main policy 

issues related to the use of ICTs for agricultural extension? What ICTs 

are being used in agricultural extension, and how had they been used in 

specific agricultural sectors to improve rural livelihoods?  

The report concluded that ICTs can be harnessed to have a direct 

impact on enhancing both rural livelihoods and agricultural sector in 

which the rural poor were immersed.  

Rao (2007) reported that information and communication 

technologies (ICTs) could accelerate agricultural development by 

facilitating knowledge management. Based on an evaluation of several 

ICT initiatives in rural India, the researcher proposed a framework 

guide policy and implementation of ICTs in Indian agriculture.  

In future, as ICT infrastructure grows and connectivity and 

hardware costs decline, the critical constraints are likely to be the 

development of appropriate policy and institutional environments for 

the creation and delivery of information and knowledge to the end 

users, the researcher observed. Significant policy, institutional 

networking, and capacity building initiatives will be required at various 

levels to overcome the constraints and effectively integrate ICTs into the 

agricultural development process in India. 

Kumar (2011) used the Indian Tobacco Company’s (ITC’s) e-

Choupal initiative as a case for study, and his paper empirically 

analysed the role of information delivery through information and 

communication technology (ICT) in enhancing decision-making 

capabilities of Indian farmers. Users of e-Choupal showed significantly 

better decision-making aptitudes, as compared to non-users, on various 

agricultural practices across the agricultural supply chain.  

Further, the socio-demographic background of the users such as 

education level, the social category they belong to, income level and 

landholding size also played a significant role in impacting decision-
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making aptitudes. The impact was particularly prominent in production 

planning and post-harvest and marketing related decisions. Policy 

implications of these findings were discussed. The present study 

emphasised the importance of designing ICT-enabled information 

systems to suit the socio-demographic profile of the users. 

Similarly, Dhaka and Chayal (2010) found that there was an 

increasing realisation about the potentialities of information and 

communication technology in dissemination of agricultural 

technologies among farmers. The extensive use of modern information 

technology needed to be promoted for communication between 

researchers, extension workers and farmers to transfer technologies and 

information in a cost-effective manner. The use of ICT was an important 

pillar of agriculture extension, the researcher observed. An attempt was 

made to analyse the reaction of the farmers towards ICT as a source of 

reliable and timely information about best production practices, 

processing, marketing, input and output prices, financial and risk 

covering institutions, etc. The favourable attitude of farmers towards 

ICT as an effective and efficient information support tool would lead to 

stronger conviction and efficient extension programme planning. The 

focus of his study was on the attitude of farmers towards information 

and communication technology as a source of information. Stratified 

random sampling technique was used in the selection of seventy five 

farmers as the sample for the study. A pre-tested structured interview 

schedule was used to elicit information from the respondents. The data 

were analysed using appropriate statistics tools. The findings showed 

that majority of the farmers had favourable attitude towards the ICTs.   

Joseph and Andrew (2008) observed that one of the prime 

ingredients for rural development in developing countries was 

information access. Although the ICT revolution in these countries 

gained momentum, most of the farming communities did not have 

access to value added information. The paper made a strong case for the 

use of participatory approaches involving farming community for 

development and adoption of ICT in the agricultural sector. It 
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acknowledged that farmers were knowledgeable and encouraged 

researchers to work with farmers and development workers for 

agricultural improvements. The paper discussed how digital ICT 

developed by means of participatory learning and action research can 

spur development and eradicate poverty by providing services to 

farmers in rural areas. It also highlighted how participatory approaches 

can empower collective groups of farmers and help to put decision-

making in the hands of the farmers.  

Although no single ICT will be satisfactory for farmers, the use 

of a wide range of ICTs in agriculture can improve the livelihood of the 

farmers in rural areas and help in their socio-economic growth. The 

paper focused on various participatory approaches such as 

participatory communication and participatory learning for effective 

use of ICTs in agricultural domain. It highlighted how participatory 

approaches can assist in participatory information and communication 

technology development for rural farming community. 

Vyakaranam, et al., (2011) reported the availability, use and 

information-seeking behaviour of farming communities with specific 

reference to ICTs. It filled a research gap by examining what people do 

with a medium when they have access to it, rather than looking at 

barriers surrounding the use of ICTs and digital divide issues arising 

due to differential access and capabilities.  

The study was conducted in a state in North India and provided 

insights into intentions and factors surrounding the use of various 

media by farmers. It highlighted the socio-cultural context within which 

information seeking and use occurred in rural India. 

Mwakaje (2010), in his paper, discussed the impact of ICTs for 

rural farmers’ market information access in Tanzania with the case 

study of Rungwe district. As many as 200 farmers were selected 

randomly to provide information about ICT usage for accessing 

agricultural market information. A questionnaire was used to gather 

information at household-level. There were also consultations with key 

informants, service providers and government officials.  
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Findings showed that market information sources were still 

dominated by the farmers themselves, relatives and traders. 

Nevertheless, a considerable number of farmers (23%) used ICT to 

access market information. The use of ICT by farmers was significantly 

related to the quantity produced, income level, type of crop marketed 

and gender. Farmers who used ICTs obtained higher prices than 

farmers who did not use ICTs for accessing market information. The use 

of ICTs is constrained by costs, accessibility and reliability. 

Maumbe and Juma (2013) observed the evolution of information 

and communication technology applications in agriculture and rural 

development based on comparative experiences of South Africa and 

Kenya. They argued that ICT use in agriculture and rural development 

was a powerful instrument for improving agricultural, rural 

development and standards of living throughout Sub-Saharan Africa.  

Shaik, Jhamtani and Rao (2004) studied the performance of three 

ICT projects in India. One project was managed by the government of 

Madhya Pradesh as part of an exploration of e-governance. The second 

project was run by sugar cooperatives in Maharashtra and attempted to 

expand services to growers.  

The third project was an experiment by a large private 

agricultural input supplier to provide information to farmers in Andhra 

Pradesh. The study described the organisation of each project; discussed 

the types of farmers involved and assesses their utilisation of the 

services; and looked at the backgrounds and performance of the 

functionaries who manage the projects.  

The researchers found that it varied with respect to the type of 

services provided, but these included marketing information, extension 

advice, information about rural development programmes, and other 

information from government and private sources. 

Asenso and Ayalew (2012) observed how ICT developments 

have taken place in Africa. This paper looks at the evidence on the role 

of emerging ICTs in the agricultural sector in Africa with lessons from 

Asia with respect to farmers’ access to information and other services 
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that helped in the improvement of agricultural productivity, practices, 

and farmer livelihoods. Mehta and Kalra (2013) observed that ICTs 

helped small farmers and artisans by connecting them with the markets. 

India had been a breeding ground of such innovative ICT projects in the 

rural areas by the government and private enterprises. The paper 

analysed some of the initiatives taken up by the institutions and 

organisations, and identified the problems faced by these initiatives in 

achieving the target objectives, respectively.  

Krone, Dannenberg and Nduru (2015) found a differentiated 

view on factors influencing the effects of ICT on small-scale farming. It 

provided a typology of ICT that explained some of the potential effects 

of ICT usage in the Global South. The results contributed to the current 

applied and conceptual debate on market access for smallholders and 

information and communication technologies for development. 

Reza and Salleh (2011) observed that the educational intervention 

through a television programme resulted in a significant knowledge 

enhancement from 3.73 to 6.26. Mass media offer effective channels for 

communicating agricultural messages, which can increase knowledge 

and influence behaviour of audience members. 

Munyua and Adera (2009) observed that modern ICTs have the 

potential to improve agricultural productivity by communicating 

information to rural agricultural communities, providing capacity 

building, accessing markets and credit, restructuring of extension and 

scaling up inter-linkages of development interventions. 

Allahyari and Chizari (2010) identified potentials of new ICTs in 

agricultural and rural sectors. Findings revealed that most applications 

for these ICTS in rural and agricultural sector were: E-trade of inputs 

and outputs, extension and training activities for rural dwellers, 

advertisement of rural tourism products, knowledge transfer from 

urban to rural and vice versa, official procedures and geographic 

information system (GIS) for management of natural resources. 

Patil, et al., (2001) observed that the Indian agriculture sector 

mostly sought information related to the markets and weather. Illiteracy 
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and lack of awareness were the major adoption constraints. Human  

capital  enhancement  was  understood  to  be  the  main  remedial  factor 

to change the low rate of ICT adoption and its effectiveness. Adamides 

and Stylianou (2013) observed thatnearly98 percent of the farmers in 

Cyprus used mobile phone as a source of agriculture information. 

Furthermore, it was found that there were no differences between 

educational  groups  and  between  crop  farmers  and  their  livestock  

counterparts  concerning  mobile  phone  usage.   

Future  researchers  was  needed  to  examine  the  factors  that  

affect  mobile  phone  usage,  its  usefulness and the possible benefits for 

the Cypriot farmers, the researchers observed.  

Gelb, Gal and Wolfson (2009) found that the  Israeli  Extension  

Service’s  (IES)  strategic  decision  to  adopt  ICTs significantly  

enhanced Extension’s capabilities and scope of activities. ICT 

empowered extension’s ability to develop, introduce and adopt   

innovative   agricultural   technologies   and   collaborate   with   research   

and   international partners.  The researchers observed that the adoption 

of ICT as one instance of technological innovation dramatically 

improved the transfer and management of information, production 

chain efficiencies and integration within and with the agricultural 

sector. Adhiguru and Vimala (2012) observed that the application of ICT 

models in India, with a few initiatives from public and private sector, 

has helped the farmers to obtain the required and accurate information. 

Its use has reduced the transaction cost for the farmers, saving them 

money and time. In this light, taking up appropriate technology, 

institution and policy measures would lead to efficient management of 

ICT for maximising its impact on agriculture, the researchers noted. 

Kabura (2012) observed that  adopting  ICTs in agricultural extension 

was crucial in facilitating farmers to access new markets for their 

produce  and  acquire  information  on  the current  trend  in  agriculture.  

It suggested the need to integrate ICTs in agricultural extension 

to enable producers, extension providers and other stakeholders to 

access updated information and become competitive. Ramamritham, et 
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al., (2005) studied aAQUA, an online multilingual, multimedia 

agricultural portal for disseminating information from and to the 

grassroots of the Indian agricultural community.  

It answered farmers queries based on the location, season, crop 

and other information provided by the farmers. The researchers found 

that the online agriculture portal helped them to improve farming. 

Reviewing the past studies in the area, it can be assumed that the usage 

of ICTs can have a positive association between the amounts of 

agriculture-related information reaching the farmers.  

It can also be understood that usage of one ICT can be linked to 

another, thereby expressing a positive association. Based on these 

assumptions, the following hypotheses are proposed. 

 

Hypotheses:  

Ha1 - The Extent of Usage of Mobile Phone shares a positive association 

with the Amount of Agricultural Information Accessed by the farmers. 

Ha2 - The Extent of Usage of Television shares a positive association with 

the Amount of Agricultural Information Accessed by the farmers. 

Ha3 - The Extent of Usage of Radio shares a positive relationship with the 

Amount of Agricultural Information Accessed by the farmers. 

Ha4 - The Extent of Usage of Internet shares a positive relationship with 

the Amount of Agricultural Information Accessed by the farmers. 

Ha5 - The Extent of Usage of Newspapers shares a positive relationship 

with the Amount of Agricultural Information Accessed by the farmers. 

Ha6 - The Extent of Usage of Mobile Phone, Television, Radio, Internet 

and Newspaper share a positive relationship. 

 

Reviewing the past studies, it can be cautiously assumed that 

media usage may have a positive relationship with the amount of farm-

related information accessed by the members of the farming 

communities. As, the researchers have proposed, the usage of the 

several media technologies could also be inter-related. Hence, in the 

present study, one or more latent factors are assumed to influence the 
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usage of media among farmers. These latent variables could then be 

related to the amount of agri-related information consumed. To test this 

theory, the following model is proposed and tested: 

 

Fig. 1.1 Initial Model 

 

 

Method of Research 

The present study aims to measure the extent of usage of several 

information and communication technologies among the farming 

communities in Thiruvarur district in the Indian state of Tamil Nadu 

and also analyse the impact of their usage on the amount of agriculture-

related information the farmers receive. To test the relationship between 

the extent of usage of media and the amount of agricultural information 

consumed by the farmers, the following factors (dependent variables) 

were chosen for the study: 

-- Extent of Usage of Mobile Phone 

-- Extent of Usage of Television 

-- Extent of Usage of Radio 

-- Extent of Usage of Internet 

-- Extent of Usage of Newspaper 

-- Amount of Agricultural Information Accessed 
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A structured instrument was developed by the researchers to 

measure these variables and further refined using factor analyses: the 

final instrument thus adopted for the study had 25 items under these six 

dependent variables. A sample of 407 respondents from farming 

communities in Thiruvarur district was chosen using a multi-stage 

stratified random sampling procedure. To test the reliability of the 

instrument, split-half correlation using the Spearman-Brown prophecy 

formula was conducted and a correlation of 0.78 tested positive for the 

reliability of the instrument.  

For the present study, the respondents were chosen from two 

villages within Thiruvarur district. Demographic variables Age, Gender 

and Educational-qualification of the respondents were chosen to be the 

independent variables. On the data gathered through this survey 

method, statistical analyses were performed to examine the 

relationships among the independent and dependent variables. 

 

Findings 

 

Part 1: Descriptive analyses 

To test the relationship between Age and Dependent Variables (Extent 

of Usage of Mobile Phone, Extent of Usage of Television, Extent of Usage 

of Radio, Extent of Usage of Internet, Extent of Usage of Newspaper and 

Amount of Agricultural Information Accessed), one-way Anova was 

performed and results are presented in Tables 3.1, 3.2.  
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Table 3.1 Age vs. Dependent Variables: One-way Anova 

 Sum of Squares Mean Square F Sig. 

PHONE USAGE 106.839 35.613 6.553 0.000 

TV USAGE 44.437 14.812 3.36 0.019 

RADIO USAGE 30.537 10.179 4.461 0.004 

NET USAGE 35 11.667 8.34 0.000 

NEWSPAPER USAGE 63.499 21.166 6.215 0.000 

AGRI INFO 16.54 5.513 0.425 0.735 

 
 

Fig 3.1 Age vs. Extent of Usage of Phone 

 

 

There was a statistically-significant difference between the Age 

groups and Extent of Usage of Mobile Phone as determined by one-way 

Anova (F (3, 403) =6.553, p <0.0005). Farmers belonging to the Age group 

of 20-25 years recorded the highest average mobile phone usage (7.13), 

followed by those belonging to the Age group of below 20 years. 
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Farmers belonging to the Age group of 26-30 years recorded the least 

average of phone usage (refer Table 3.2 and Fig. 3.1). 

 

Table 3.2 Age vs. Dependent variables (media usage): Means table 
  

N Mean Std. Deviation Std. Error 

PHONE USAGE Below 20 years 21 6.57 2.501 0.546 
 

20-25 years 104 7.13 2.618 0.257 
 

26-30 years 148 5.82 2.044 0.168 
 

Above 30 years 134 6.36 2.366 0.204 
 

Total 407 6.37 2.379 0.118 

TV USAGE Below 20 years 21 9.43 1.326 0.289 
 

20-25 years 104 10.30 2.181 0.214 
 

26-30 years 148 10.61 2.115 0.174 
 

Above 30 years 134 10.84 2.114 0.183 
 

Total 407 10.54 2.118 0.105 

RADIO USAGE Below 20 years 21 7.71 1.309 0.286 
 

20-25 years 104 6.58 1.783 0.175 
 

26-30 years 148 6.44 1.284 0.106 
 

Above 30 years 134 6.51 1.540 0.133 
 

Total 407 6.56 1.530 0.076 

NET USAGE Below 20 years 21 5.57 2.249 0.491 
 

20-25 years 104 4.68 1.324 0.130 
 

26-30 years 148 4.43 0.866 0.071 
 

Above 30 years 134 4.96 1.136 0.098 
 

Total 407 4.73 1.214 0.060 

NEWSPAPER USAGE Below 20 years 21 8.43 2.675 0.584 
 

20-25 years 104 7.36 1.838 0.180 
 

26-30 years 148 7.37 1.613 0.133 
 

Above 30 years 134 8.13 1.937 0.167 
 

Total 407 7.67 1.881 0.093 

AGRI INFO Below 20 years 21 14.00 2.898 0.632 
 

20-25 years 104 13.16 3.116 0.306 
 

26-30 years 148 13.51 3.645 0.300 
 

Above 30 years 134 13.28 3.982 0.344 
 

Total 407 13.37 3.595 0.178 
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Fig 3.2 Ages vs. Extent of Usage of TV 

 

 

 

 

Similarly, there was a statistically-significant difference between 

the Age groups and Extent of Usage of Television as determined by one-

way Anova (F (3, 380) =3.360, p =0.019). Farmers belonging to the Age 

group of above 30 years recorded the highest average of television usage 

(10.84), followed by those belonging to the Age group of 26-30 years. 

Farmers belonging to the Age group of below 20 years recorded the least 

average of television usage (refer Table 3.2 and Fig 3.2). 

 

Fig 3.3 Age vs. Extent of Usage of Radio 
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There was a statistically-significant difference among the Age 

groups with regard to the averages of the Extent of usage of Radio usage 

as determined by one-way Anova(F (3, 403) =4,461, p =0.004). Farmers 

belonging to the Age group of  below 20 years recorded the highest 

average of Radio usage (7.71), followed by those belonging to the Age 

group of Above 20-25 years. Farmers belonging to the Age group of 26-

30years recorded the least Radio usage (refer Table 3.2 and Fig 3.3). 

Fig 3.4 Age vs. Extent of Usage of Newspaper 

 

 

 

Similarly, there was a statistically-significant difference among 

the Age groups with regards to Extent of usage of Newspaper usage as 

determined by one-way Anova(F (3, 403) =6,215, p<0.0005). Farmers 

belonging to the Age group of  below 20 years recorded the highest 

average of Newspaper usage (8.43), followed by those belonging to the 

Age group of Above 30 years.  

Farmers belonging to the Age group of 26-30years recorded the 

least Newspaper usage (refer Table 3.2 and Fig 3.4). 
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Fig 3.5 Age vs. Extent of Usage of Internet 

 
 

There was a statistically-significant difference among the Age 

groups with regard to Extent of usage of Net usage as determined by 

one-way Anova (F (3, 403) =8.340, p <0.0005). Farmers belonging to the 

Age group of  below 20 years recorded the highest average of Net usage 

(5.57), followed by those belonging to the Age group of Above 30 years. 

Farmers belonging to the Age group of 26-30years recorded the least 

phone usage (refer Table 3.2 and Fig 3.5). 

Fig 3.6 Age vs. Amount of Agricultural Information 
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There was no statistically-significant difference between the Age 

group and the Agriculture Information (refer Table 3.2 and Fig. 3.6) 

Table 3.3 Education vs. media usage variables: One-way Anova 

  Sum of Squares df Mean Square F Sig. 

PHONE USAGE Between Groups 268.012 3 89.337 17.744 0.000 
 

Within Groups 2028.966 403 5.035 
  

 

Total 2296.978 406 
   

TV USAGE Between Groups 54.894 3 18.298 4.175 0.006 
 

Within Groups 1766.103 403 4.382 
  

 

Total 1820.998 406 
   

RADIO USAGE Between Groups 40.244 3 13.415 5.941 0.001 
 

Within Groups 909.908 403 2.258 
  

 

Total 950.152 406 
   

NET USAGE Between Groups 7.337 3 2.446 1.667 0.174 
 

Within Groups 591.390 403 1.467 
  

 

Total 598.727 406 
   

NEWSPAPER USAGE Between Groups 189.484 3 63.161 20.422 0.000 
 

Within Groups 1246.398 403 3.093 
  

 

Total 1435.882 406 
   

AGRI INFO Between Groups 222.177 3 74.059 5.940 0.001 
 

Within Groups 5024.801 403 12.468 
  

 

Total 5246.978 406 
   

 

To test the relationship between Education and Dependent 

Variables (Extent of usage of Mobile Phones, Extent of Usage of 

Television, Extent of usage of Radio, Extent of usage of Net, Extent of 

usage of Newspaper and Extent of usage of Agri Info), a One-Way 

Anova was performed and results are presented in Tables 3.3 and 3.4 

Table 3.4 Education vs. media usage variables: Means table 

  N Mean Std. Deviation Std. Error 

PHONE USAGE 

Std 10 or below 281 5.89 2.091 0.125 
+2 98 7.10 2.375 0.240 
UG 13 8.54 2.876 0.798 

PG and above 15 8.80 3.364 0.868 



JM&C  anju john 

Page | 119 
 

Total 407 6.37 2.379 0.118 

TV USAGE 

Std 10 or below 281 10.51 2.103 0.125 
+2 98 10.38 1.940 0.196 
UG 13 10.46 2.066 0.573 

PG and above 15 12.40 2.823 0.729 
Total 407 10.54 2.118 0.105 

RADIO USAGE 

Std 10 or below 281 6.70 1.653 0.099 
+2 98 6.16 1.032 0.104 
UG 13 7.46 1.808 0.501 

PG and above 15 5.80 0.414 0.107 
Total 407 6.56 1.530 0.076 

NET USAGE 

Std 10 or below 281 4.69 1.140 0.068 
+2 98 4.70 1.379 0.139 
UG 13 4.85 1.345 0.373 

PG and above 15 5.40 1.242 0.321 
Total 407 4.73 1.214 0.060 

NEWSPAPER USAGE 

Std 10 or below 281 7.79 1.791 0.107 
+2 98 7.00 1.687 0.170 
UG 13 6.69 1.797 0.499 

PG and above 15 10.60 1.549 0.400 
Total 407 7.67 1.881 0.093 

AGRI INFO 

Std 10 or below 281 13.15 3.519 0.210 
+2 98 13.23 3.520 0.356 
UG 13 16.38 3.664 1.016 

PG and above 15 15.80 3.726 0.962 

Total 407 13.37 3.595 
0.178 

 

 

Fig 3.7 Education vs. Extent of Usage of Mobile Phone 
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There was a statistically-significance difference among the 

Education with regard to Extent of Usage of Mobile Phone as 

determined by one-way Anova (F (3, 406) =17.744, p <0.0005). As the 

Education level of the farmers increased, their mobile phone usage also 

increased. Those belonging to the educational group of PG and above 

recorded the highest average mobile phone usage, while those with the 

qualification of Std 10 or below recorded the least average. (refer Table 

3.4 and Fig. 3.7) 

 

Fig 3.8 Education vs. Extent of Usage of TV Usage 

 

 

There was a statistically-significant difference among the 

Education with regard to the Extent of Usage of TV as determined by 

one-way Anova (F (3, 406) =4.175, p =0.006). Those belonging to the 

educational group of PG and above recorded the highest usage of TV. 

And the farmers from the educational group of +2 recorded the least 

usage of TV (refer Table 3.4 and Fig. 3.8). 
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Fig 3.9 Education vs. Extent of Usage of Radio 

 

.  

There was a statistically-significant difference among the 

Education with regard to the Extent of Usage of Radio as determined 

by the one-way Anova (F (3, 406) =5.941, p =0.001). Those belonging to 

the educational group of UG recorded the highest usage of Radio and 

the farmers from the educational group of PG and above recorded the 

lowest usage of Radio (refer Table 3.4 and Fig. 3.9) 

Fig 3.10 Education vs. Extent of Usage of Internet 
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Education and the extent of Usage of NET did not have any 

statistically difference as determined by the one-way Anova (F (3, 403) 

=1,667, p =0.174). (refer Table 3.4 and Fig. 3.9) 

Fig 3.11 Education vs. Extent of Usage of Newspaper 

 

In the One-way Anova test shows the statistically difference 

between the Education and the Extent of Newspaper usage (F (3, 403) 

=20.422, p =0 .001). Those from the educational group of PG and above 

recorded the highest usage of Newspaper and the farmers from the Std 

10 or below recorded the second highest usage of Newspaper. The 

farmers from the group of UG recorded the least usage of Newspaper. 

(refer Table 3.4 and Fig. 3.11) 

Fig 3.12 Education vs. Amount of Agri Info 
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There was a statistically-significant difference between the 

Education and the Agri info as determined by the one-way Anova(F 

(3,403) =5.940, p =.001).  Hear the educational group of STD 10 and below 

recorded the least Agri info while the farmers from the educational 

group of UG having the highest Agricultural information. (refer Table 

3.4 and Fig. 3.12) 

Table 3.5 Gender vs. Dependent variables (Media usage): 

Independent sample Test (Means table) 

 GENDER N Mean Std. Deviation Std. Error Mean 

PHONE USAGE 
Male 244 6.94 2.488 0.159 

Female 163 5.52 1.919 0.150 

TV USAGE 
Male 244 10.17 2.163 0.138 

Female 163 11.10 1.925 0.151 

RADIO USAGE 
Male 244 6.57 1.465 0.094 

Female 163 6.55 1.626 0.127 

NET USAGE 
Male 244 4.82 1.293 0.083 

Female 163 4.59 1.076 0.084 

NEWSPAPER USAGE 
Male 244 7.91 1.869 0.120 

Female 163 7.31 1.844 0.144 

AGRI INFO 
Male 244 13.76 3.449 0.221 

Female 163 12.79 3.738 0.293 

 

Table 3.6 Gender vs. Dependent variables (Media usage): 

Independent sample Test 

 

t df Sig. (2-tailed) 

PHONE USAGE 6.151 406 0.000 

TV USAGE -4.420 406 0.000 

RADIO USAGE 0.113 406 0.910 

NET USAGE 1.884 406 0.060 
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NEWSPAPER USAGE 3.228 406 0.001 

AGRI INFO 2.707 406 0.007 

 

There was a statistically-significant difference between the 

gender and the Usage of Media as determined by the Independent 

Sample Test.  Here the Male farmers recorded the highest Usage of 

Media rather than the Female Farmers, but in the case of TV usage the 

female recorded the highest Usage. The Table 3.5 shows the average use 

of media among male and female.  According to the table the Average 

Usage of phone among the male and female is respectively 6.94 and 5.52. 

In the case of TV usage the Female farmers recorded the highest usage. 

But in the case of Radio, Net, Newspaper and Ari info the female 

farmers recorded the lowest usage. (refer Table 3.5, 3.6 and Fig. 3.13) 

 

Fig 3.13 Gender vs. Media Usage 

 

 

 

Part 2: Hypotheses Testing 

To determine the relationship between the variables Extent of Usage of 

Mobile Phone, Extent of Usage of TV, Extent of Usage of Radio, Extent 

of Usage of Internet, Extent of Usage of Newspaper, and the Amount of 

Agricultural Information Accessed by the farmers, a Pearson’s product-

moment correlation was performed.  
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The data showed no violation of normality, linearity or 

homoscedasticity and the results are presented in Table 3.7 

 

Table 3.7 Correlation between the Variables 

  
PHONE 
USAGE 

TV 
USAGE 

RADIO 
USAGE 

NET 
USAGE 

PAPER 
USAGE 

AGRI 
INFO 

PHONE 
USAGE 

Cor.  -0.04 -0.07 -0.06 0.101 .200* 

Sig.  0.34 0.15 0.19 0.04 0.00 

N  407 407 407 407 407 

TV USAGE 

Cor.   .219* .141* .294* .214* 

Sig.   0.00 0.00 0.00 0.00 

N   407 407 407 407 

RADIO 
USAGE 

Cor.    .363* .355* .190* 

Sig.    0.00 0.00 0.00 

N    407 407 407 

NET 
USAGE 

Cor.     .396* .207* 

Sig.     0.00 0.00 

N     407 407 

PAPER 
USAGE 

Cor.      .346* 

Sig.      0.00 

N      407 

* Correlation is significant at the 0.05 level (2-tailed) 

 

There was a positive correlation between the extent of phone 

usage and the amount of farm-related information consumed by the 

farmers  (r =0.200, n =407, p <0.005) Hence, the hypothesis that the Extent 

of Usage of Mobile Phone shares a positive association with the Amount 

of Agricultural Information Accessed by the farmers (Ha1) is accepted. 

Similarly, a weak but positive correlation was observed between the 

extent of television viewing and the amount of farm-related information 

consumed by the farmers (r =0.214, n =407, p< 0.005) Hence, the 

hypothesis that the Extent of Usage of Television shares a positive 

association with the Amount of Agricultural Information Accessed by 

the farmers (Ha2) is accepted.  
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There was a positive correlation between the extent of Radio 

usage and the amount of farm-related information consumed by the 

farmers (r =0.190, n =407, p <0.005) Hence, the hypothesis that the Extent 

of Usage of Radio shares a positive association with the Amount of 

Agricultural Information Accessed by the farmers (Ha3) is accepted. 

Similarly, a weak but positive correlation between the extent of Internet 

and the amount of farm-related information consumed by the farmers 

(r = 0.207, n = 407, p < 0.005) Hence, the hypothesis that the Extent of 

Usage of Internet shares a positive relationship with the amount of 

Agricultural Information Accessed by the farmers (Ha4) is accepted. 

There was a positive correlation between the extent of Newspaper usage 

and the amount of farm-related information consumed by the farmers 

(r =0.000, n =407, p <0.005). 

Hence, the hypothesis that the Extent of Usage of Newspaper 

shares a positive association with the Amount of Agricultural 

Information Accessed by the farmers (Ha5) is accepted 

Positive correlations were observed among the media usage 

variables Extent of Usage of Mobile Phone, Extent of Usage of 

Television, Extent of Usage of Radio, Extent of usage of Internet and 

Extent of Usage of Newspaper (r =0.141 to 0.396, p <0.0005), barring 

phone usage, which exhibited a weak correlation with only newspaper 

usage (r =0.101, p <0.0005). Negative correlations were not observed 

between any of these variables, lending credence to the theories 

proposed in the present study. Hence, the hypothesis that The Extent of 

Usage of Mobile Phone, Television, Radio, Internet and Newspaper 

share a positive relationship (Ha6) is accepted. 

 

 

Part 3: Model Testing 

To check how many significant latent factors affected the variables 

Extent of usage of Mobile Phone, Television, Radio, Internet and 

Newspaper, a factor analysis was conducted and the results are 

presented in Table (3.8) An examination of the Kaiser-Meyer-Olkin 
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measure of sampling adequacy suggested that the sample was just 

factorable (KMO =.647) and Bartlett‘s test of sphericity was significant 

(χ2 =208.590, p <.0005). The default Principal Component’s method 

without rotation was employed to extract the common factors from the 

media usage variables. Results of the factor analysis showed that two 

factors contributed to 58.953% of the total variance in the five variables 

(refer Table 3.8). The two factors had Eigenvalue of 1.903 and 1.045 (See 

Fig. 3.14). It shows that two factors had highly significant effect on the 

five media usage variables. Based on the factor analysis results, the 

initial model was refined and tested using Amos. 

In the final model, two latent media usage variables were 

proposed. While the variables Extent of Usage of Mobile Phone and 

Extent of Usage of Newspaper were regressed on the first factor, the 

variables Extent of Usage of TV, Extent of Usage of Radio, Extent of 

Usage of Internet, and Extent of Usage of Newspaper were regressed on 

the second factor. Then, the variable Amount of Agricultural 

Information was regressed on the two latent variables. 

 

Table 3.8 Factor Analysis 

Total Variance Explained 

Component 
Initial Eigenvalues 

Total % of Variance Cumulative % 

1 1.903 38.059 38.059 

2 1.045 20.894 58.953 

3 .879 17.575 76.528 

4 .641 12.827 89.355 

5 .532 10.645 100.000 
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Standardized Total Effects (Group number 1 - Default model). 

 MediaUsage2 MediaUsage1 

AGRIINFO .391 .397 

NETUSAGE .625 .000 

RADIOUSAGE .550 .000 

TVUSAGE .451 .000 

NEWSPAPERUSAGE .653 .253 

PHONEUSAGE .000 .568 
 

Standardized Direct Effects (Group number 1 - Default model) 

 MediaUsage2 MediaUsage1 

AGRIINFO .391 .397 

NETUSAGE .625 .000 

RADIOUSAGE .550 .000 

TVUSAGE .451 .000 

NEWSPAPERUSAGE .653 .253 

PHONEUSAGE .000 .568 

Standardized Indirect Effects (Group number 1 - Default model) 

 MediaUsage2 MediaUsage1 

AGRIINFO .000 .000 

NETUSAGE .000 .000 

RADIOUSAGE .000 .000 

TVUSAGE .000 .000 

NEWSPAPERUSAGE .000 .000 

PHONEUSAGE .000 .000 
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Fig 3.14 Scree Plot 

 

 

 

Fig 3.15 Final Model 

 
 

The final model (Figure 3.15) was identified with an excellent fit 

(refer Table 3.9). All the relationships proposed in the model had 

statistically-significant regressions. Extent of Usage of Mobile Phone 
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had a strong relationship with Factor 1 (r2 =0.568; p < 0.0005), while the 

Extent of Usage of Newspaper also regressed with it significantly (r2 

=0.253; p <0.0005). Similarly, the variables Extent of Usage of Television 

(r2 =0.451; p <0.0005), Extent of Usage of Radio (r2 =0.550; p <0.0005), 

Extent of Usage of Internet (r2 =0.625; p <0.0005) and Extent of Usage of 

Newspaper (r2 =0.653; p< 0.0005) had a positive association with the 

second factor. Both the latent variables had positive effects on the 

Amount of Agricultural Information Accessed by the farmers. 

 

Table 3.9 SEM analysis result default model 

Regression Weights: (Group number 1 - Default model) 

   Estimate S.E. C.R. P Label 

PHONE  <--- MediaUsage1 1.349 .376 3.591 *** par_1 

NEWSPAPER  <--- MediaUsage1 .478 .146 3.274 .001 par_2 

TV  <--- MediaUsage2 .954 .135 7.079 *** par_3 

RADIO  <--- MediaUsage2 .840 .086 9.801 *** par_4 

NET  <--- MediaUsage2 .758 .075 10.101 *** par_5 

NEWSPAPER  <--- MediaUsage2 1.234 .112 11.036 *** par_6 

AGRIINFO <--- MediaUsage1 1.434 .403 3.560 *** par_7 

AGRIINFO <--- MediaUsage2 1.412 .219 6.441 *** par_8 

Standardized Regression Weights: (Group number 1 - Default model) 

   Estimate 

PHONE  <--- MediaUsage1 .568 

NEWSPAPER  <--- MediaUsage1 .253 

TV  <--- MediaUsage2 .451 

RADIO  <--- MediaUsage2 .550 

NET  <--- MediaUsage2 .625 

NEWSPAPER  <--- MediaUsage2 .653 

AGRIINFO <--- MediaUsage1 .397 

AGRIINFO <--- MediaUsage2 .391 

 

 

Discussion 

In the present study, the association between the independent variables 

Age, Gender and Education the dependent variables Extent of Usage of 

Mobile Phone, Extent of Usage of Television, Extent of Usage of Radio, 
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Extent of Usage of Internet, Extent of Usage of Newspaper and The 

Amount of Agricultural Information  was tested.  

All the three variables Age, Education and Gender were found to 

be related to the dependent variables.  

Study results show that younger people used media technologies 

such as mobile phones, radio and the Internet more than their elder 

counterparts, while the seniors viewed television more than the younger 

ones. Middle-aged people read newspapers less than their older and 

younger counterparts. The amount of agri-related information accessed 

was more among younger farmers. 

The educated people used the media technologies such as mobile 

phones, television, radio, internet, and newspaper more than their less 

educated counterparts. The amount of agri-related information accessed 

was more among educated farmers. And also the result shows that male 

farmers recorded the highest usage of media technologies such as 

mobile phones, radio, newspaper and the Internet rather than the female 

farmers, while the female farmers viewed television more than their 

male counterpart. The amount of agri-related information accessed was 

more among male farmers. 

When a correlation test was performed on the media usage 

variables and the amount of farm-related information accessed by the 

farmers, positive correlations were observed, implying that media 

technologies play a vital role in helping farmers to access information. 

There were also positive relationships among the media usage 

variables indicating that there were common factors that influence the 

media usage behaviour of farmers. The study results are significant for 

the policymakers because information and communication tools could 

be developed and media strategies could be adopted to keep the farmers 

well-informed and develop the sector. 

Further, a path analysis showed that both the new and traditional 

media are relevant when it comes to the amount of farm-related 

information reaching the farmers. Farmers were also avid users of 

media technologies, as revealed by the study results.  
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As highlighted by Richardson (2006), ICTs could be used to 

improve rural livelihoods and for agricultural communication. Findings 

of the present study are also in line with that of Rao (2007) who reported 

that information and communication technologies (ICTs) could 

accelerate agricultural development by facilitating knowledge 

management. Kumar (2011) emphasised the role of information delivery 

through information and communication technology (ICT) in enhancing 

decision-making capabilities of Indian farmers. Similarly, Dhaka and 

Chayal (2010) found that there was an increasing realisation about the 

potentialities of information and communication technology in 

dissemination of agricultural technologies among farmers. The present 

study also reinstates the importance of ICTs. 

Joseph and Andrew (2008) observed that one of the prime 

ingredients for rural development in developing countries was 

information access. Vyakaranam, et al., (2011) reported the availability, 

use and information-seeking behaviour of farming communities with 

specific reference to ICTs.  The present study found that both the 

traditional and new media had almost equal amounts of effects on the 

amount of information accessed by the farmers. 

The study results also support the observations of Mwakaje 

(2010), Maumbe and Juma (2013) and Shaik, Jhamtani and Rao (2004), 

who have found the relevance of ICTs in accessing farm information. 

As Munyua and Adera (2009) observed, supported by the results 

of the present study, the modern ICTs have the potential to improve 

agricultural productivity by communicating information to rural 

agricultural communities. Results of the present study also support the 

theories of Allahyari and Chizari (2010).  

Adamides and Stylianou (2013) observed that nearly 98 percent 

of the farmers in Cyprus used mobile phone as a source of agriculture 

information. In the present study, too, mobile phones were found to 

have an impact more or less equal to that of both traditional and new 

media technologies combined. 
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Conclusion 

As the study results show, information and communication 

technologies have a strong relevance in the agriculture sector, related to 

the amount of farm-related information accessed by the factors. 

Demographic variables, though, were related to both the media usage 

of the farmers and also the amount of information they accessed. 

Younger farmers who were more adept in media usage were found to 

access more farm-related information. Both the new and traditional 

media were found to have significant impacts on the farmers and the 

amount of agricultural information they consumed. Most of all, mobile 

phones were found to be a crucial ICT that could be used to spread farm-

related information in a quick and efficient manner. 
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