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ABSTRACT

The Indian High Court made a landmark judgment decriminalizing Section 377 of the Indian
Penal Code in 2018. This decision set the stage for India's ascent to prominence, propelling
society toward progressive diversity and inclusiveness. The Left-Front Government of Kerala
decided in January 2021 to include the transgender option in all gender applications for a more
inclusive approach to the marginalized community; with this and many other examples of

acceptance of equality, people began a dialogue to inform and educate society about the change
and progression.

Indian cinema began portraying LGBTQ themes on wide screens with the assistance of films
such as ‘Ek Ladki Ko Dekha to Aisa Laga’, ‘Shubh Mangal Zyada Savdhan’, ‘Aligarh’, and
others. The fourth pillar, media, is also responsible for alerting people of the sensitivity of these
topics by covering them. In 2019, the Times of India broke new ground by classifying LGBTQ
people. Even though news platforms have blossomed with specific LGBTQ features, paper is
still gasping. It is critical to measure the representation or coverage of minorities in the media,
The researcher will attempt to investigate the coverage of LGBTQ problems in print media in
this research paper. However, we intend to highlight the impact on LGBTQ people through print
media by selecting two of India's most widely read newspapers, The Hindu' and "The Times of
India.'
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This rescarch will attempt to do a critical examination of the topics addressed on LGBTQ in the

recent months, following the hype and public awarcness generated by entertainment media. The

purposc of this article is to clarify the function of the fourth pillar in uplifting society. as well as
its relevance on the LGBTQ community.

This paper will also focus on and measure various sorts of LGBTQ coverage in newspapers. The
researcher will spend three months studying the English versions of two of India's top national
daily, The Times of India and The Hindu. Furthermore, the researcher will conduct in-depth

interviews with specialists in order to shed light on the significance of print media coverage on
this vital issue.

Keywords: Diversity, LGBTQ, fourth pillar, national dailies

INTRODUCTION-

In India, the media is considered the fourth pillar of society, whose significance amplifies in a

democratic setup. As an intermediary between the government and citizens, the media assumes
the role of a watchdog for the democratic state. It promotes transparency, which is crucial for the
actual implementation of democracy. Apart from being a source of information and knowledge,
the media is also a significant critique of society. It brings to light the prevailing societal
ailments, challenges biases and unfair practices, and forces society to introspect.

HISTORY

The existence of LGBTQ people has always been very disputed and dates back to 2400 B.C. At

that time, Khnumhotep and Niankhkhnum are said to have been the first same-sex pair 1o be
documented in history. Despite a protracted conflict and great suffering, the US was one of the
countries that supported LGBTQ rights globally in the past. As of 2003, they offer legitimate
rights nationwide ("Lawrence v. Texas", 2022). First, in 1999 and 2000, President Bill Clinton
proclaimed June to be "Gay & Lesbian Pride Month." Then, every June throughout his
presidency 'from 2009 to 2016, President Obama proclaimed it LGBT Pride Month. In 2021

President Joe Biden proclaimed June to be LGBTQ+ Pride Month.

LGBTQ people's voices were heard in India during the demonstrations for LGBTQ

decriminalisation. However, according to our Indian mythology or history, the LGBTQ
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androgynous figure in the Hindy epic Mahabharat. He is born to Drupada, the king of Panchala,
as a female named Shikandini, and eventually changes into a boy. In the Ramayana vcfsion, Ia
gives birth to a son for Budha, even though Tla is referred to as the child's mother and father in
the Mahabharata. Following this birth, the curse is broken, and Tla transforms into a man with

several children and his wife. Budha is also identified as transgender in a different variation.

There is evidence that Ali Quli Khan engaged in gay relationships with men. According to the
narrative of Sarmad Kashani written by those who look after his shrine, he developed a crush on
a Hindu lad named Abhai Chand, whose father ultimately gave in and let them be together.

Therefore, it is accurate to claim that LGBTQ people have lived in India for a long time. It may
read about Arjuna's gender identity narrative in one of the Mahabharata editions. When Arjuna
turned down Urvashi, she cursed him, which caused him to transition into the third gender.

LGBTQ stands for lesbian, gay, bisexual, transgender, and queer or questioning, according to the

Lesbian & Gay Community Services Center. These phrases are used to define one's gender
identity or sexual orientation.

When thinking about methodological approaches in social care research that incorporate or
address issues of sexuality and/or gender, it is vital to consider how language, the definitions
used to describe people, and the categories they are included in, may impact upon both them as
participants in the research process and the research process itself. Giving some thought to these
matters is critical. In both quantitative and qualitative research, accurate definition and
classification are essential to analyse statistical data accurately and, in the latter, to describe and

explore the various definitions and categories appended to specific groups of people (McManus
2003).

As such, these issues help shape a project’s methodological trajectory and credibility. When
thinking about methodological approaches in social care research that incorporate or address
issues of sexuality and/or gender, it is crucial to consider how language, the definitions used to
describe people and the categories they are included in, may impact upon both them as
participants in the research process and the research process itself. Giving some thought to these

matters is critical. In both quantitative and qualitative research, accurate definition and
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classification are essential to analyse statistical data accurately and, in the latter, to describe and

explore the various definitions and Categories appended to specific groups of people (McManus
2003). As such, these issues help shape a Project’s methodological trajectory and credibility.

According to Dr. Elizabeth Prince, it is crucial to think about how language, the definitions used
to describe people, and the categories they are included in, may affect both them as participants
in the research process and the research process itself when considering methodological

approaches in social care research that incorporate or address issues of sexuality and/or gender
(Price, 1970)

It is crucial to think about these issues because precise definition and classification are necessary
for quantitative and qualitative research to analyse statistical data correctly and, in the latter, to

describe and explore the various definitions and categories attached to different groups of people
(McManus, 2003).

LGBT, sometimes known as GLBT, stands for lesbian, gay, bisexual, and transgender (LGBT,

n.d.). Gay is mainly used to refer to a g2y person or a characteristic of being homosexual. A

lesbian is a female who experiences affection or sexual attraction to other females (Lesbian,

nd.). It was primarily used to denote "happy," "joy," or "showy and bright" (Gay, n.d.);
"bisexual," or "bisexuality,"

refers to people who have romantic or sexual attraction or sexual
action toward both males and females or any sex or gender identity;

be referred to as "pansexuality"
(Yawen Chu, 2017).

the latter could occasionally
(Bisexuality, n.d.); and “transgender" refers to people who have

DISCRIMINATION AGAINST LGBTQ

According to a Business Standard story, India lacks a comprehensive anti-discrimination statute.

Even though the Constitution forbids it, the government and its agencies are the only ones who
must abide by this prohibition. Therefore, discrimination in the workplace, housing, health care,

and education, among other sectors, is legal in the private sector (July 12, 2020).

The Times of India's Readers Blog stated in another article that "gender equality is a well-known
topic in today's society throughout the world. This problem appears to have existed in earlier and
modern societies. Historically, homosexuality has been stigmatised and its civil rights denied.

Due to their sexual orientation, these individuals also experience harassment, discrimination, and
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the danger of violence. Examining LGBT people's mental health issues in India is crucial. (Nov
24,2021)"

MEDIA COVERAGE- ENTERTAINMENT & NEW MEDIA

Despite these numerous problems, LGBTQ media coverage has always been challenging. The
New York Times' initial front-page feature on the topic of homosexuality portrayed gay
individuals as "deviant" and "promiscuous.” However, it was not until the 1980s, when the AIDS
pandemic and LGBT rights movement emerged, that significant changes began to take place in
the mainstream American media's portrayal of the LGBTQ+ community (Alwood, 2000).
However, there has recently been sympathy for LGBTQ people in India's entertainment sector.

The media portrayal has attempted to change and create a new perception for the community
with the popularity of various movies and OTT material.

New media is seen as contemporary media with a new and distinctive perspective. The new
media has given LGBTQ individuals the bravery to speak out for their identity and has enabled
many to see the positive side, undoubtedly changing how LGBTQ people are perceived.
Numerous media outlets and organisations have been created specifically to engage with the
LGBTQ population and to distribute material for their fair portrayal.

THEORETICAL PERSPECTIVE
To fully comprehend the topic, we have put various theories into practice:

Queer theory offers a practical approach to deconstruct and reconstruct established ideas and
theories in international relations. Through an interdisciplinary lens, queer research generates
new critical insights into gender, sexuality, and related subjects, drawing on various fields
beyond the traditional confines of IR. Given the vast scope of IR, relying on a singular
perspective would unjustly limit the diverse range of scholarly viewpoints available (Thiel,
2017).

Early in the 1990s, queer studies and women's studies came together to form the critical theory

subfield known as queer theory.

Minority stress theory is a term used to differentiate the excessive stress that members of

stigmatised social groups are subjected to as a result of their social status, which is frequently
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one of a minority. Both the phrase minority stress and the foundation for a model of minority
stress cannot be found in a single theory, However, a number of sociological and social
psychology theories suggest a minority stress model. Relevant ideas examine how social

circumstances like prejudice and stigma negatively influence the lives of affected people and
groups (Meyer, 2007).

The minority stress theory develops the concept that stressful societal situations rather than

directly causing minority individuals to have poor health, contribute to developing long-term
health deficits.

Hyper needle theory also known as the (Magic) Bullet Theory is a mass communication theory

that contends that media may sway audience opinion by targeting specific individuals with
messages.

This idea states that if we continue to publish articles on LGBTQ people after a certain point, the
topic and group will be accepted in all spheres of society. We may observe it through new media;

in the younger age, LGBTQ content was regarded seriously; now, they view it as usual, just like
heterosexual people.

Objective

1. To study the LGBTQ coverage in national dailies.

2. To study the content coverage in newspaper

3. To discuss the role of newspapers in uplifting LGBTQ
Limitations

There needs to be enough content for a study to draw conclusions between various sets of write-
ups to analyse thoroughly. Despite extensive research into sourcing prominent newspapers, there
needed to be more information on the topic. We discovered throughout our academic
investigation that the topic is only covered in print during pride months or other significant days.
Such media coverage of the community issue has not frequently occurred. Furthermore, because
LGBTQ material is exclusively digital, the news outlets we choose have covered several stories

online without considering it a house-to-house business.
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Review of Literature

This literature review focuses on a study of leading Indian newspaper coverage of LGBTQ

issues. It explores the ways in which newspapers in India have portrayed the LGBTQ community
and their issues over the years.

Historically, the LGBTQ community in India has faced discrimination, marginalization, and

social stigma. In recent years, however, there has been a growing awareness of LGBTQ rights
and issues among the general public and in the media. The study of leading Indian newspaper

coverage of LGBTQ issues provides insights into the role of media in shaping public opinion and
attitudes towards the LGBTQ community.

A number of studies have examined the portrayal of LGBTQ issues in Indian newspapers. A

study by Arvind Narrain and Vinay Chandran, published in 2010, analyzed the coverage of

Section 377 of the Indian Penal Code, which criminalized same-sex relationships, in four leading

English-language newspapers in India. The study found that the coverage was largely negative
and sensationalist, with little or no attempt to provide balanced and nuanced perspectives on the

issue.

Another study, by Sreekumar V. and Divya Sreedharan, published in 2017, analyzed the

coverage of the transgender community in three leading Malayalam newspapers in Kerala. The

study found that the coverage was largely negative, focusing on sensationalism and scandal
rather than on issues of social justice and human rights issues.

The content of mass media frequently agrees with its audiences, which reflects and influences
public opinion about a particular group and its members. It is critical to demonstrate how
American magazines have represented the lesbian, gay, bisexual, and transgender (LGBT)
community over time to highlight the role that media has played in shaping general public
attitudes toward the LGBT community and to investigate the relationship between media

coverage and social changes.

As a result, 162 stories on this group were evaluated from two best-sclling American magazines,
TIME and People, published between 2000 and 2014. The findings revealed a significant shift in
valence in media coverage, which corresponds to some extent with the social trends and political

events that occurred throughout this time. Implications, potential limitations, and future
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directions are also included. The study examines the portrayal of lesbian, gay, bisexual, and

transgender characers in nine television Programmes during the 2016-2017 season on broadcast
and streaming platforms.

According to an article on “How the media has helped change public views about lesbian and gay
people’ by Ayoub, media houses need to tell accurate stories. This should be encouraged by
leaders to close the gap in tolerance, cultura] change and movements (Ayoub).

The mainstream media's coverage of sexual minorities has recently gained prominence. The
Project for the Study of Sexual Orientation Issues in the News performed two studies that looked

at how LGBTQs and lesbians are portrayed in newspapers and how readers perceive this
coverage.

METHODOLOGY

The methodology employed in this paper is content analysis of the highest read English daily
national newspaper in India and in-depth interviews of Academician, LGBTQ volunteers, and
media professionals. The media coverage related to LGBTQ in the national newspaper for 3
consecutive months was analyzed to study and assess the coverage. While analysing the content,
it was important to establish and document the basic features and characteristics of the
newspaper reporting and how it represented issues regarding the LGBTQ community.

Sampling

The study sample comprises 5 articles published in Times of India during three months from

January 2022 to March 2022. Hindu Newspaper did not have any report related to the LGBTQ
community.

These national dailies were selected based on Indian readership survey report of 2019 third
quarter. The top two English newspapers from the survey were selected as sample for the study
as they had wider geographical circulation, huge readership and have been consistent in
publication in the period. All the seven days of the week including Sunday is taken into
consideration. All types of stories such as news, personal stories, editorial, photographs, cartoons

and commentaries are considered.
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interview, i : S
e 4 ScTies Of epiestions pertaining to the objectives were questioned from the
respondents. The experts for the interviews are mentioned below

S.no | Name Designation

1. | Jeelani Gulam Journalist, Money Control

2. | Manish Chandra | Journalist, Hindustan Times
Pandey

3. | Akshay Tyagi Diversity And Inclusion Expert, Keshav Suri Foundation,

Lalit Suri Hospitality

4. | Panna Paul LGBTQ Community

5. | Dr.Manasvi Associate Professor, Delhi Metropolitan Education, Media
Maheshwari School

6. | Dr Ankit Kumar Singh | Academician and Sports Columnist in Hindustan Times

Results
Content Analysis

While analysing the newspaper reports for three moths only 5 reports were found in Times of
India whereas no news reports, articles, features etc. were found in Hindustan Times. The
researcher has used systematic sampling for selecting the sample where two highest read English
newspapers according to IRS 2019 Q3 were selected.
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Figure 1

Newspaper

Times of India

1 TOl ' Empowerment = Descriptive Question 1lJan 6 TIMES 528
' (analytical /  Headline Ty g
| reaction story) |
'3 1TOI Achicvement |Diet | Descriptive 11Jan 6 'TIMES 235
Headline CITY
'3 |TOI|Political  |Divect | Semmary 187 |9  TIMES 392
] Headlne | NATION
¢ = | TOI | Polieal __'LQTotaFoTn“ " Descriptive 08Feb 10 TIMES 262
Headline NATION
5 TOI | Empowerment D““ipﬁve-FuEnary illFeb |4 [TIMES [376
| | } 3 NATION
Table 1

According to the table 1 it is evident that out of five articles two have descriptive headline two
are direct headline and one is quotation headline. This shows that more description and
elaboration in the headline is considered. It is also evident that reports have direct headlines
where people are informed about the report and are to the point. Whereas when we look at the
lead of the news reports, they are also descriptive and summarized. Lead lays the foundation for
the report and sets the tone as the first paragraph followed by middle and conclusion. If the pages
for the article are considered, three reports are covered in times nation page and two reports in
times city page. Themes of the LGBTQ reports published in the newspaper are political,
empowering and achievement related. This showcases the variety in article consideration, Where

it is evident that sunshine journalism is highly preferred while reporting LGBTQ community.
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|* report Was published in the times city page where the story reports Delhi university
supporting trans people speak up.
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Figure 2:Article 1 TOI
Use of frame on LGBTQ

In figure 2 the article uses the frame of LGBTQ as equality, where it discusses that trans people
should speak up when required. The article discusses about the negligible admission in the Delhi
University under the quota as well. This article put forth how people can communicate and can
be open about this important topic where literacy is very important, but due to non-education at
school level, people are not ready to take their studies further.

Stance on LGBTQ

The stance in this article is expressed positively to uplift the LGBTQ community through
reporting.

Standpoint/ treatment of story

It can be seen through the article that treatment of the story talks about LGBTQ and
discrimination in education. This acumen is discussed with reference to DU students who can

speak when required then only any action change can be seen.

Qualitative framework of the article
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The qualitative framework discussed in the report is more of constructive and can be classified
under voices of LGBT people
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Figure 3:Article 2 TOI

Use of frame on LGBTQ

In Figure 3, considering the fundamental rights in our country, this news report shows morality
been highlighted and informed to the masses.

Stance on LGBTQ
In Figure 3, the article discusses the frame of LGBTQ positively. The article discusses the

acceptance of transgender welfare board for a city which has been approved by the national

human rights commission. This is a positive step towards acceptance of the transgender
community in the society.

Standpoint/ treatment of story

A very integral point on the issues facing the LGBTQ community is reported through this news
report where we can see the treatment of the story categorized as LGBTQ and rule of law.

Qualitative framework of the article

This report is a constructive story where the important aspect of law and LGBTQ is referred
here. It does discuss the importance of welfare board as the first step towards justice for LGBTQ.
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Figure 4: Article 3 TOI
Use of frame on LGBTQ

This report published talks about the identity of the LGBTQ where they can be categorized under
the OBC tag but has been opposed by the NCBC, but the news report reports the advocacy
required for the transgender people.

Stance on LGBTQ

The article is neutral and is just reporting directly what has happened.
Standpoint/ treatment of story

The article discusses the LGBTQ and rule of law

Qualitative framework of the article

The category of the qualitative framework of this article needs to be completed as the final

decision is still pending and maybe after that any decision can be taken.
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Figure 5: Article 4 TOI

Use of frame on LGBTQ

Through this research report it is evident that it just talks about the abbreviation if the airport
which comes out to be gay. The word Gay as embarrassing or offensive amongst the locals. This
report talks about morality when it comes to frame on LGBTQ.

Stance on LGBTQ

This published article has a neutral stance considering it can be perceptional if people will find it
offensive or not.

Standpoint/ treatment of story

The standpoint here is LGBTQ and social stigma where people are still not aware of the
sentiments of people before taking decision on the important government sectors.

Qualitative framework of the article

The category of the qualitative framework of this article falls incomplete as the story is yet to be
completed and decision is still underway.

21| Page




To mainstream trans people,
b e

£
E
l

oA maten urry m the chwol or one reognbed by
health broeft parkage ander cemtral stateboardol wonnd
Ayushman Bharst Yojana in 2 education.

with Natenal younh

H
i
fit
i

a0 lsurance cover of R Sis incSuding placrment
kh v yvar under the schemre Sotar L8 TG covtificats.
The Do fane bren rsued through the
s of v T T
slthcare for TG persons, e Porwrns (Protection of Rig
Nading coverage for harmone  bs) Act 209" enacted in 200
Derapr wex reassignment The benefits under the con.
wrpry inchusive of post ap. 8l achewne will beondy wall
Derwdovamdatprivananie>  cortificate s by the Mos.
vernmeat heaidh facilitten l-l-—-.‘:

i
!
i

Figure 6:Article 4 TOI

Use of frame on LGBTQ

Above reports is overlapping the frame of equality and identity, these frames are very important
for upliftment of the LGBTQs which can be seen through this article.

Stance on LGBTQ

The stance in this report is positive and it does discuss the important side of re establishing the
fact that lot needs to be done for the LGBTQ community and here one of the organization it
doing there bit to uplift this minority.

Standpoint/ treatment of story

The standpoint here is LGBTQ and social stigma. Though this report is discussing about one
individual organization working towards the benefits of LGBTQ, but it also shows the imbalance

existing in the society which can be improved with some efforts.
Qualitative framework of the article

Itis a constructive story giving hope to people.

Hindustan Times
No reports were found pertaining to LGBTQI+.
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Interview-

JEELANI GULAM, JOURNALIST- MONEYCONTROL

The passage discusses the underrepresentation which the interviewee put forward about the
LGBTQ+ community in Indian media and the role of media in promoting awareness and equal
rights for the community. The interviewee acknowledges that there has been some improvement
in recent years, but the problem still persists. During the pandemic, the media neglected the
LGBTQ+ community and did not cover the issyes faced by the community. The interviewee
believes that media can play a pivotal role in countering social stigma and treating the
community as any other community in the society. The speaker suggests that news organizations
should start hiring people who can cover LGBTQ+ issues or have special pages for the
community. Moreover, editors and reporters should ensure that the community members get
space in the coverage, and their voices are heard, The interviewee also suggests that the media
should focus on the larger discrimination towards the community, such as job opportunities in

different sectors. By reporting inspiring stories, the media can bust myths and misinformation

related to the community. Overall, interviewee  advocates for media representation and

inclusivity towards the LGBTQ+ community in India. By doing so, the media canpromote
awareness and equal rights for the community,

Ccounter social stigma, and busting myths and
misinformation.

MANISH CHANDRA PANDEY, JOURNALIST HT

Interviewee notes that while some consciousness is evident in the media's approach and

language, the coverage remains limited to certain events such as the Gay Pride Parade and court
decisions.

The interviewee believes that the impact of media coverage on LGBTQ+ issues is currently not
significant, and stereotypes still drive mindsets. To bring about a change, the interviewee
Suggests that media personnel need to be sensitized about covering events related to the

LGBTQ+ community. This sensitization would help in changing mindsets, and the coverage
Would flow naturally.

The interviewee suggests that experts should write articles that explain the humanity of the
LGBTQ+ community in simple words. The interviewee argues that like everyone else, LGBTQ+

23|Page




individuals have a heart, a mind, and a soul and deserve respect. The interviewee questions
whether it is fair to discriminate against or be indifferent to someone just because of their
preferences, and whether that makes them any less human.

Overall, the passage highlights the need for sensitization and education about the LGBTQ+
community in the media. The interviewee argues that by highlighting the humanity of the
community and breaking stereotypes, media coverage can help in promoting respect and equality

for the community.

AKSHAY TYAGI, ACTIVIST

Ensuring safe spaces at their homes while growing up, safe and inclusive educational campuses,
informed society who understand that gender is not just male and female and the society which
embraces the identities rather than erasing them, safe and inclusive workspaces, schemes and
policies that cater to every individual based on their needs and preferences, recognition and
support to members of the community who struggled to find their own selves and are still

wandering for livelihoods are some of the aspects that need attention.

PANNA PAUL, LGBTQ COMMUNITY

The mainstream is yet to be sensitized about the LGBTQIA+ community, but independent media
houses like Scroll, Wire, etc., have been quite vocal about the issues concerning both the field
and the epistemology of LGBTQIA+. So, there is a mixed role that media has played or is
playing concerning the issues of LGBTQIA+. The media coverages were mostly about the
demonic representation of community members, and they were ridiculed, humiliated, etc. For
reference, there have been articles mostly in local or vemnacular papers where the community
members were shunned. This led to their further marginalization in the social milieu. However,
after reading down, the situation could be more grim. With legal acceptance, they could file a
defamation case, which made the media houses more conscious while talking about LGBTQIA+,

These provided them with some confidence and cven made the society change their outlook

regarding them.

Dr. Manasvi Maheshwari, Associate Professor, DME Media School
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According t0 the interviewee, newspapers have reported stories related to LGBTQIA+ matters,
put it still needs more visibility on this topic. Newspapers can start a campaign to creatc

awareness of same-sex marriages, adoption, social rights, stigmas so as to educate the masses.

Media houses ignore LGBTQ+ issues. The Times of India started a campaign called Times Out
and Proud in 2019. Foreign media pays much attention to these stories, but Indian media still has
a long way to go. The job of a reporter or newspaper is to report the incident/cases, but the
person in question is not willing to come forward or report. They want to keep it secret for varied
reasons. Issues are often not reported, and concerns are not highlighted appropriately. People are
not interested in bringing the issue to the media and masses. There are many stigmas attached to
LGBTQIA+ issues. Therefore, media organizations must start awareness campaigns. Interviewee
mentioned same-sex marriages, adoption rights for gays/lesbians, social stigmas we need to

prepare our society to accept LGBTQIA+ as normal people
Dr Ankit Kumar Singh, Academician and Sports Columnist in Hindustan Times

The interviewee's statement expresses skepticism about mainstream media's role in upholding
democracy. According to the interviewee, media outlets are controlled by business entities
prioritizing profit over their watchdog role. However, the interviewee notes that some
newspapers and alternative media platforms are doing well, which suggests that not all media
outlets have lost their credibility. The interviewee also highlights the potential of print media in
shaping public perception and creating awareness about the LGBTQ

CONCLUSION

This research report aims to investigate the coverage of LGBTQ+ issues in print media. The
report focuses on newspaper articles and aims to shed light on the extent of coverage and the
quality of reporting. The research findings suggest that there is a lack of coverage of LGBTQ+
issues, and when articles are published, they tend to be based on identity and good factors, rather
than addressing the community's plight.

The research findings suggest that newspapers do not cover LGBTQ+ issues adequately. The
print media's lack of coverage shows a disparity in justifying the coverage on the other gender. If

all articles are published, they are based on identity and good factors, whereas none of the reports
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oape . j
 about the community's plight. This lack of coverage is concerning and underscores the necd
ta

for a
The paper discusses the critical framework of queer theory for understanding and challenging
power related to sexuality, gender, and identity. Queer theory challenges the traditional societal
nstitutions based on the heteronormative model of human sexuality. It emphasizes the fluid and

scurate and fair representation of all communitics in the media.

pumanly performed nature of sexuality and subverts the notion that there are only two distinct
genders (male and female) and that heterosexuality is the norm. This research suggests that queer
iheory has immediate implications on how LGBTQ+ scholars consider questions of gender and

sexual orientation.

In conclusion, the findings of this research report suggest that newspapers are not covering
LGBTQ+ issues adequately, which shows a disparity by the print media in justifying the
coverage on the other gender. The report underscores the need for accurate and fair
representation of all communities in the media. The recommendations provided in the report can

help improve the coverage of LGBTQ+ issues and create a more inclusive and informed society.

According to the study on newspaper articles, newspapers do not cover LGBTQ+ issues. This
shows the utter disparity being done by the print media in justifying the coverage on the other
gender. This paper establishes that if at all articles are published, they are based on identity and
good factors, whereas none of the reports talk about the community’s plight.

In conclusion, the findings of this research report suggest that newspapers are not covering
LGBTQ+ issues, which shows the utter disparity being done by the print media in justifying the
coverage on the other gender. If all articles are published, they are based on identity and good
factors, whereas none of the reports talk about the community's plight. It is important to

accurately and fairly represent all communities in the media.

Queer theory is a critical framework for understanding and challenging power, particularly
Tegarding sexuality, gender, and identity. It emerged in the early 1990s from queer studics and
Women's studies, and has since become a prominent ficld of post-structuralism. Queer theory
hallenges the potion that there are two distinct genders (male and female) and that

heterOSexuality is the norm. It emphasizes the fluid and humanly performed nature of sexuality,
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> qubverts traditional societal institutions based on the heteronormative model of human
exuality:

4 rescarch report Suggests that queer theory has immediate implications on how LGBTQ
cholars consider questions of gender and sexual orientation, [t represents a subversion of how
any people assume identity politics should work—in other words, inborn, benign differences
hetween people entitle everyone to equal rights. The recommendations of this research report
nclude sensitizing reporters in print and electronic media, especially when it comes to gender
spectrurm, ensuring safe spaces at their homes while growing up, safe and inclusive educational
campuses, an informed society who understand that gender is not just male and female and the
society which embraces the identities rather than erasing them, safe and inclusive workspaces,
«chemes and policies that cater to every individual based on their needs and preferences, and

recogition and support to members of the community who struggled to find their selves and are
ill wandering for livelihoods.

RECOMMENDATIONS:

The study provides recommendations for improving the coverage of LGBTQ+ issues in print
media. These recommendations include sensitizing reporters in print and electronic media,
especially when it comes to gender spectrum, ensuring safe spaces at their homes while growing
up, safe and inclusive educational campuses, an informed society who understand that gender is
not just male and female and the society which embraces the identities rather than erasing them,
safe and inclusive workspaces, schemes and policies that cater to every individual based on their
needs and preferences, and recognition and support to members of the community who struggled

to find their selves and are still wandering for livelihoods.
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Research Project- 1
EVOLUTION OF ADVERSITING IN BRAND COMMU

NICATION

- PRAVINA SRIVASTAVA (MAJMC, IV SEM)

INTRODUCTION

Advertising, the techniques and practices used to bring products, services, opinions, or causes to

public notice for the purpose of persuading the public to respond in a certain way toward what is
advertised. Most advertising involves promoting a good that is for sale, often throughbrand
marketing, but similar methods are used to encourage people to drive safely, to support various
charities, or to vote for political candidates, among many other examples. In many countries
advertising is the most important source of income for the media (e.g., newspapers, magazines,
or television stations) through which it is conducted. In the non-communist world advertising has
become a large and important service industry.

Evolution of A ising in Bran mmunication-

Word of mouth was the primary form of advertisement in the ancient and mediaeval worlds. The
invention of printing in the 15th and 16th centuries was the first step towards contemporary
advertising. Weekly newspapers in London began to feature ads in the 17th century, and by the
18th century, such advertising was thriving.

The vast development of commerce in the nineteenth century was followed by the emergence of
an advertising industry; it was during that century, particularly in the United States, that
advertising agencies were established. The original agencies were essentially traders for
Newspaper advertising space. However, by the carly twenticth century, agencies were involved in
the creation of the advertising message itself, including copy and artwork, and by the 19205,
agencies that could plan and execute complete advertising campaigns, from initial research to

Copy preparation to placement in various media, had emerged.
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A multitude of media were used o generate advertising, The newspaper offered advertisers vast

Regional versions of several nationa] periodicals are released, allowing for more precise

€ the most widely used medium in
Western industrialised countries. While radio and televis

advertising targeting. Television and radio have becom,

ion are state-run in certain nations and
do not allow advertising, in others, marketers can purc

hase brief "spots" of time, often lasting a
minute or less. During or during normal Programming, commercia

Is are shown at times that are
sometimes chosen by the Sponsor and other times left to the bro,

adcaster's discretion. The
audience size and demographics of a particular television or radio show

are crucial information
for marketers.

The size of the audience influences the price the broadcaster may charge an advertiser, and the

audience's demographics determine the advertiser's decision as to when a specific message,
targeted at a certain demographic, should be aired. The other forms of advertising include direct
mail, which can be highly specific and personalised, outdoor billboards and posters, transit

advertising, which can reach the millions of people who use public transportation systems, and

other forms of media, such as dealer displays and promotional items like calendars or
matchbooks.

Due to the fierce competition in the 21st-century consumer market, advertisers utilised digital
technology more frequently to draw attention to their items. For instance, Entertainment Weekly
magazine published the first video commercials ever to be integrated in a print edition in 2009
As the reader opened the page, the tiny battery-operated screen embedded in it started to play
dutomatically. [t could save up to 40 minutes of video using chip technology. Also, see
marketing and publishing history.
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The creation and placement of an advertising must be based on an understanding of the target
ket and the cfficient use of media.In order to ensure that the advertising messages are seen by
o havean impact on the target audience that the advertiser most wants to reach, a strategy will
ombine innovation in the creation of the advertising messages with astute timing and placement.
when faced with a limited budget, advertisers must decide whether they want their message to

pe heard or S€€l by more people less frequently or by fewer people more frequently. Tests of the
officacy of advertising campaigns are taken into consideration when making this and other

grategic decisions.

Advertising's ability to enlighten customers about the items that are offered is without question.
Effective advertising is crucial to a company's existence in a free-market economy because
without customer awareness of a company's goods, they are unlikely to be purchased. When
advertising is criticised, the claim is made that consumers must foot the bill through increased

product costs; however, the counterargument is that advertising facilitates mass marketing of
products, which lowers prices.

The cost of large advertising campaigns has been argued to be so high that few businesses can
afford them, allowing these businesses to dominate the market. On the other hand, while smaller
businesses may not be able to compete with larger ones on a national level, advertising at the
local level or online enables them to hold their own.

Ithas also been claimed that marketers have an excessive impact over the regular contents of the
medium they use, such as the editorial stance of a newspaper or the subject of a television
programme. The advertiser's dependence on the media to spread a message in response has been
noted as a way to offset such influence, at least in the case of financially stable media

Organisations; any compromise of a media firm's integrity might lead to a lower audience for the
advertisement.

Over the years, the history of advertising has reached scveral significant turning points as a result
fongoing adaptation and modification to fit new channels and consumers. Most importantly, it

has tvolved greatly throughout the course of time. The internet, with its capacity to gather
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fda[il poimS on consumers, iS thc onc media that has had th most influence on the
anans O
pillion

fadvertising and advertising personalisation.
4ory 0
pistory

f, Facebook alone possesses 98 personal data points, or 215.6 billion data points, on its
Firs[ otl,

17 billion users.

Google s €0 0T astounding. Over the course of a year, Google gathers enough personal data
00!
fom its customers to equal 569,555 sheets of paper amongst the company's seven distinctive

oducts, each of which has over 1 billion monthly active users. This would be taller than 189
pr :
rinted and stacked.

feet if P
The history below demonstrates how it has changed since the beginning, starting with pre-
internet times. Then, a closer examination of how online advertising has fundamentally changed
the industry in recent years.

History of Advertising in Brand Communication-

Advertising has existed since the public marketplaces and forums of ancient Rome and is still
present in the majority of households today. Consumers today recognise and relate to brands and
goods. An independent press has been sparked by advertising, and it has also worked to promote

cancer-causing addictions. Advertising is a uniquely human innovation that is inescapable in the
common modern experience.

The ancient city of Pompeii was devastated and eventually preserved by the Mount Vesuvius
explosion in 79 CE. The archaeological data from the city has helped historians piece together
many facets of ancient life. The remains of Pompeii show a civilization where the fundamental
principles of trade and advertising were in place. Fish sauces from various brands were sold by
Yendors under titles ike "Scaurus' tunny jelly." Wines werc also branded, and their producers
tried to Position them by boasting about their renown and superiority. Perhaps the first instance
°f°“d°l’8€ment strategies can be seen in the city's toys and other products, which include the
tames of well-known sportsmen (Hood, 2005).
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When the printing press was created in 1440, it was feasible to produce advertising that could be
distributed to the public and hung on walls. Newspapers started to feature advertising on their
pages in the 1600s. Newspapers finally attained daily circulation after being able to print without

the interference of secular or religious authoritics thanks to advertising moncy. Most ncwspapers
had at least some ads before the end of the 16th century (O'Barr, 2005).

One of the carliest significant advertising cfforts was launched during the 1600s as a result of
European colonisation of the Americas. European commercial enterprises tried to persuade
others to cross the Atlantic Ocean and try to reap this abundance after realising that the Americas
offered economic promise as a source of natural commodities including lumber, fur, and tobacco.
Advertisements for this project painted a picture of a utopia free of beggars and with lots of

space for those who travelled there. Many underprivileged Europeans were persuaded by the
adverts to work as indentured slaves in order to pay for the trip (Mierau, 2000).

Advertising media have changed dramatically throughout the centuries, but it has a history of
nimbly adapting and continues to do so now. Advertising has used a variety of communication

channels over the years, including papyrus, walls, stone tablets, billboards, newspapers, radio,
and television, then computers, and finally mobile phones.

The way people think about, approach, and behave when it comes to advertising has evolved
along with these media. Unlike the advertising strategy used four or five decades before, which
was product-driven, advertising today, is smarter, sharper, and consumer-driven.

The creative director of the California-based advertising firm Emotive Brand, Thomas
Hutchings, provides some insightful insights about the statc of the industry today. Both

customers and advertising companics compete fiercely in the modern marketplace. The era of a

small number of exclusive advertising agencics with power is long gone.

If you're not good cnough today, you may quickly and simply be replaced. According to him,

brands nowadays prefer the “weird and wonderful" over the usual big advertising firms that
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mpose their conditions on the customer. Branding is bec
1

oming more fascinating, adventurous,
orporate, he continues.
and less €

gecause of how the times have evolved, commercials in the 9]¢ century can be compared to

nd post them on their social media
accounts for public viewing. Influencers aiq i increasing the

a comprehensive product evaluation,

social media. Companies create outstanding commercigls

number of consumers and provide

businesses are increasingly focused
on internet advertising in addition to their good conventiona] f,

rms of advertising on television,

In the early 1900s, advertising on radic and television grew into a trend. It seemed more

individualised since it was addressing to individuals directly through their radios and TVs,

Radio advertising first appeared in 1922. At the Hawthorne Court Apartments in Jackson
Heights, Queens, radio announcer H.M. Blackwell develo

giving a 10-minute speech about the benefits of lead
10-minute time slot.

ped his own "indirect direct" style,
ing a carefree life. $50 was the price for a

Rosser Reeves' introduction of the notion of a distinctive selling proposition in 1930 was a
significant advancement in personalization. A USP (also known as a unique value proposition)

should be very detailed and highly personalised since it explains how

your company will address
4 Customer's problem.

Market research was created by George Gallup in 1935 as a way to better understand consumers
and market to them,
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The first legal and continental commercial appearcd on TV on WNBT on July 1, 1941, marking
the following significant tuming point in the history of advertising. Although this Bulova Watch

Company commercial only lasted 10 seconds and had a straightforward visual and voiceover: it
set the precedent for the next 70 years.

Despite the 1950s being difficult for America during the Cold War, television viewers started to
feel upbeat. As the economy started to recover, people started spending more money, which was
in large part because of a change in advertising strategies, not only media. From the 1960s

through the late 1980s, a period known as the "Golden Age of Advertising" was characterised by
great ideas and large people.

To strengthen the relationship between consumers and companies, businesses started creating

characters that were based on their goods. On cereal boxes even today, you can still see Tony the

Tiger for Frosted Flakes and the Snap, Crackle, and Pop gnomes for Rice Krispies.

In the twentieth century, advertising has grown in s tu

Even while advertising was becoming recognised as a component of mass media, many people
still thought it was an impolite profession. In the first decades of the 20th century, this mindset
started to shift. The advertising industry attracted more authors and artists as advertising became
more prevalent in magazines, which are often regarded as a highbrow medium. Verse was
utilised by authors to enliven ads, while drawings were created by artists. Unsurprisingly, this
time period gave rise to catchy commercial jingles and enduring brand icons like the Pillsbury
Doughboy and the Jolly Green Giant.

Sapolio, a home cleaner, created adverts that capitalised on the creative advertising craze. The
“Spotless Town" people were depicted in various pictures in Sapolio's advertisements, and a
thymed song extolling the benefits of this fictitious sanctuary of cleanliness was also included.
Much to how people today expect new TV episodes, the public looked forward to cach new
advertisement. In fact, the advertisements were so well-liked that locals adopted "Spotless

Town" resolutions to clean up their own arcas. Later, advertising styles shifted away from
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ose and artistic flourishes, but the lessons learned from those iconic campaigns
(

gowery P haping the industry for years to come (Fox, 1984).

l"’rsiSted e

ccial and propaganda boom was spurred by World War I. Businesses that had shifted

ncom':;g items during the war sought to maintain their public profile by promoting their
10 Pmd:m The administration also needed to mobilise popular support for the war by using
sﬁ:l:;es like the well-known Uncle Sam recruiting poster. In order o produce films and

ers, COMPOSE speeches, and generally persuade the people to support the war, President
Woodrow Wilson formed the advertiser-run Committee on people Information. Advertising
ontributed to the domestic popularisation of World War I, and the conflict itself offered
Jdvertising 2 much-needed lift in stature. The 19205 saw an unparalleled amount of advertising
(hanks to the wartime return to normal industry.

n the 1920s, the expanding film industry made celebrity testimonials or product endorsements a
significant part of advertising. Clara Bow and Joan Crawford, two famous actresses, have
sponsored Lux toilet soap. Film stars and actresses provided the public personalities to imitate as
they started partaking in popular culture in these early days of mass-media consumer culture.

In the 1920s, radio started to be utilised for commercial purposes. Although many people at first
believed that radio was a too invasive a medium to allow advertising, by the end of the decade,
as it mvaded people's homes, it had become an essential part of programming. Frequently,
advertising companies produced their own shows, which networks subsequently aired. Radio
Programming altered as a result of surveys that marketers did and their study into prime time
slots in order to reach their target audiences.

For instance, g S0ap company financed and gave its name to the renowned Lux Radio Theatre.
The use of Product placement was prevalent in thesc carly radio shows. The Jack Benny Show
includeq Jell-0 advertisements (JackBennyShow.com), and writing for Fibber McGee and Molly
frequently referenced the floor wax of its sponsor (Burgan, 1996). The connection between a
Sows SPonsor and producers was not always cordial; radio programme producers were

Prohi: = :
Ohlblted from airing any material that would reflect poorly on their sponsor.
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THE GREAT DEPRESSION AND BACKLASH

Unsurprisingly, the Great Depression had a detrimental impact on advertising due to the broad
declines in income and purchasing power. Only 38% of the prior level was spent on
advertisements. Social reformers made matters worse by once more raising concerns about the
moral standing of the advertising industry. Books like Through Many Windows and Qur
Master's Voice painted advertising as cynical and dishonest, ready to say anything to earn a

profit, and careless of their impact on society. The authority of advertising was also questioned
by humorists.

Similar to those seen later on Saturday Night Live or in The Onion, parodies of advertisements
were frequently included in the Depression-era magazine Ballyhoo. These advertisements poked
fun of the assertions made during the 1920s, further damaging the reputation of advertising.

Only the Depression lasted longer in terms of advertising decline. Advertising made a comeback
as the United States joined World War II to boost consumer confidence and enhance brand
perception.6 The Depression did have one lingering consequence, though. False and deceptive
advertising has become a significant public policy concern due to the growing consumer
movement. Companies like Fleischmann's, which advertised that their yeast could straighten
teeth, were making false claims at the time through advertising. Until 1938, when the federal
government established the Federal Trade Commission (FT C) and granted it the jurisdiction to

stop deceptive advertising, only company owners' own morality stood in the way of such claims.

TV dominated all other forms of advertising in 1955. TV gave advertisers access to distinct,
regionally focused mass consumers that they could target with relevant advertisements (Samuel,
2006). Spending on advertising increased by 75% in the 1950s, more quickly than any other

economic metric at the time.
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cview of the key stages and trends-
Ove

Tradition | Advertising (Pre-digital era):
ra,’-!—‘d—" —

o Print Media: Advertising initially relied heavily on newspapers, magazines, and
billboards to reach a wide audience.

o Broadcast Media: The rise of radio and television enabled brands to engage with
consumers through commercials and sponsorships.

o Mass Marketing: Brands focused on reaching a broad audience with generic messaging,
using techniques like jingles, slogans, and catchy visuals.

Digital Age and Internet Revolution;

o Online Advertising: The advent of the internet opened up new opportunities for brands to
reach consumers through websites, banner ads, and email marketing.

o Search Engine Advertising: Search engines introduced pay-per-click (PPC) advertising,
allowing brands to target specific keywords and appear in search results.

* Social Media Advertising: Platforms like Facebook, Instagram, Twitter, and YouTube

provided targeted advertising options based on user demographics, interests, and
behaviors.

Personalization and Targeted Advertising:

* Data-Driven Advertising: The availability of user data enabled brands to personalize their
ads based on individual preferences, behaviour, and demographics.
{ ]

Programmatic Adbvertising: Automated systems and algorithms facilitated the real-time
buying and selling of ad inventory, optimizing targeting and efficiency.
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(ecactive and Experiential Advertising:
In

o Interactive Ads: Brands started Creating engaging ad i

and interactive videos, to increase user involvement

lntgratg and Omni-channe] Advertising:

* Multi-channe] Approach: Brands adopted an integrated approach, combining traditional
and digital channels to create consistent brand experiences across platforms.

* Mobile Advertising: With the rise of smartphones, brands focused on mobile-friendly

ads, including mobile apps, responsive websites, and location-based targeting,

%
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Leveraging Influencers: Brands collaborated with socia media influencers and content
®

creators to reach specific target audiences and leverage their influence and credibility.

Aland Personal Voice Assistants:
o Al-Powered Advertising: Brands utilized artificial intelligence for ad targeting, content

optimization, and chatbots to deliver personalized experiences and enhance customer

interactions.

o Voice-Activated Ads: With the popularity of voice assistants like Siri and Alexa. brands
started exploring voice-activated advertisements to connect with consumers through

voice commands.
n mmunication's Im C

Companies should invest time in creating communication strategies since they are crucial to
creating a cohesive brand. A brand is likely to fail without a successful strategy. People must be
aware that certain goods and services exist in order for them to make a purchase, and brand
communication makes this knowledge possible.

Making a decision on how to communicate is crucial, but so are the frequency and accessibility
of that Communication.

More Communication is generally better. A few guidelincs to remember are as follows:

b Making 5 minimum of one blog post every week.
2. Schedule one or two social media posts every day.

3 ; : :
- Send emaijg at least once per weck, but if you're running promotions, send them more
frequentyy,

“Orporation should be approachable in its brand messages. It might be challenging to do that in
t

¢ moq : ients mav ir research on new
°M world. That's becausc prospective buyers and clients may do their resea C
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ds and services through a variety of platforms. Using a variet
goo

can help you stay reachable.

y of communication techniques

Brand communications' content matters

It matters what is conveyed in the content. [t doesn't matter how many tactics are used if the
communications' quality and content are poor.

A message that is simply understood must be shared in order to effectively communicate a brand.
The firm is most likely to have good communications if it:

. A specialist in the subject
2. Recognised

3. Appealing

The majority of companies will find it simple to show their knowledge by giving advice,

providing guarantees, and responding to inquiries from consumers and clients. Being liked or
Well-known demands more forethought and talent.

Biformity Across mmunication Channels

The fina] clement of effective brand communication is maintaining consistency across all media.
Onp ackaging’ business cards, and online advertisements, logos should be same. Additionally,
°°mmunication’s usage of colours and graphics should be uniform.

Another key factor s tone. A business must maintain consistency in how it interacts with its
cl

ients and ¢ong

umers. For instance, a California surf store might adopt a more casual tone, but a
law b :

USiness wouylq adopt a more educated, professional stance.

Tim ;
s Needed for Effective Communication Techniques

42| Page




prand communication has a lot of different components, therefore it may be time-
¢

ive
gffectiv Many companies decide to employ expert marketing teams, which may include:
g.

consumin

| Web designers

7, Artists
3. Authors of content

4, SEO professionals

5. Online marketers

Many businesses prefer to hire a team to develop and sustain brand communication because it

works. Additionally, it might provide workers more time to concentrate on other facets of the

company.
Conclusion

Advertising informs audience about the brand name, the product, the price, and so forth. It helps
to differentiate a brand in the minds of consumers by emphasising its distinguishing features.

The information era is rapidly approaching on this planet. Style is now sitting next to substance,
and the language of business is moving away from the technical to visuals and impressions.
Everyone has jumped on the brand bandwagon as a consequence. Brands are more popular than
ever, but it also means that more is expected of them. One may argue that brand names will be
the only thing important once options are many. In the modern world, a brand has a place on the
fonsumer landscape that resembles that of an individual.
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Research Project- 2

£ ROLE OF RESEARCH IN ADVERTISING AND IN BRAND COMM UNICATION
H
- PRAVINA SRIVASTAVA (MAIMC, Iv SEM)

jmportance of Research in Creative Advertisin
The Importance 0%= e

Many professions and sectors require strong research abilities. It makes a difference in creative
a

‘vertising if you provide precise market figures, Customer insights, or knowledge of the most
a c‘;m technological advancements.
rel

Even pupils, as future experts in our sector, have to be curious enough about the many specialties
o keep up with the most recent advancements. The FIUMAS GSC MA-Creative Track requires

students to learn how to do research, therefore it is Inevitable that some themes may call for more
in-depth investigation.

Although the course will teach you how to accomplish this, continue reading to learn about some
more ways research is used in creative advertising positions.

Our programme's unique selling feature is that it not only teaches these abilities but also offers

you the chance to complete a portfolio through a prestigious advertising school (Miami Ad
School) to display when looking for jobs.

It can provide information on the success of different media channels, the efficacy of the creative

consumption among adults.

They need commer
could need help fi
Ve to offer.

cials that depict milk as an alcoholic beverage as a result. Another marketer
guring out which customer demographics are most likely to buy the things they

Because the questions change from campaign to campaign and no one research approach can be

[} 1 . ¥ .

mSCd, In every Circumstance, advertising rescarch aims to provide answers to these types of
Quiries,

I Im ves Creativi
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he data is obtained, producing an appealing design is easy. It also helps.

1t

Once @ : :
tion of a precise plan for your business. When developing advertising campaigns,

In ‘he, creaem.[y on to determine which appeals to your target audience the most and connects

cspectrlg the best, advertising research fosters innovation,

with the

ition, before the advertisement airs, some adjustments to the successful ad concept may be
In add.’ lig,ht of the study; otherwise, you will miss the Opportunity to communicate with your
mad:t ::1 dience by using the ideal ad concept and the associated resources.
targ

2. Improves Brands Position

You may increase your return on investment by choosing the best channel and timing to reach
your target. For instance, conductfng rese?rch will help you determine whether advertising on
particular social media platforms is superior to using PPC adverts on Google or radio
commercials, as well as the best time to use different channels to reach your target market.

It demands devotion to comprehending and using cutting-edge research methodologies to
strengthen your brand's position in advertising research.

Start by utilising the professional development options offered by trade associations like the
American Advertising Federation to increase your knowledge and skills.

Next, read industry periodicals, 80 to conferences and seminars, and network with other
professionals to stay up to date on the most recent trends, technologies, and processes.

Finally, design and conduct a research project that highlights your skills and knowledge, then
publish the findings in trade journals. You may stay one step ahead of the competition and
establish yourself as a leader in the field of advertising research by using these strategies.

3. Predicting Issues

B“a“S-e it enables them to maximise the impact of their advertising efforts, businesses
dppreciate their ability to accurately anticipate obstacles in advertising research.

ﬁvenfsmg difficulties may be predicted, which may help businesses spot potential issucs before
Y arise, allowing them to move quickly to fix the situation and cut losses.

adrs:‘cF‘flg Problems may also help businesses better understand their target market and develop
Mising Campaigns that are tailored to their requirements.

creats'ﬂesses are aware of how their target audience interacts with their advert 1sing, they may
€ More effective campaigns that have a greater impact. Predictive analysis may help
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:r:engthcned'

4. Monitoring Progress

understand how consumers interact with advertising, it is necessary to use a variety of
hes while analysing growth in the advertising research field.

dentify areas where their rivals are excelling and where their own initiatives could be
nesses

I order to
escarch approac

.. includes tools for data analysis and modelling as well as quantitative and qualitative
m;:dologi es including surveys, focus groups, and interviews.
met

4ditionally, changes in the sector, such as the introduction of fresh trends and technology, as
Aell as modifications in consumer behaviour, may be used to track progress.
w

This will provide you the flexibility to step in as necessary and improve next marketing
initiatives.

Certain key factors to take into consideration are-

« Establish a Baseline

+ Set Goals

¢ Track Performance

o Analyse Data

+ Test and Optimize the Data
* Monitor the Results

* Repeat the Action.

. Less Chances of Failures

There are 2 few things that may be done to reduce the likelihood of advertising research failing.
It should be we] created from the outset, taking into account the goals of the study, the target
market, and the advertising budget.

Sec'on'd, |?°th Qualitative and quantitative approaches should be used in the study to give a
grols"c Picture of the target audience. Third, a variety of methods, including interviews, focus
ups, questionnaires, and online polls, should be used to gather information for the study.

Th ;
_ °Study shoylg then be carefully reviewed to ensure the validity and correctness of the

Infg : : : 2
& :rmam" acquired. By using these steps, the likelihood of failure in advertising research can
CCreaseq :

U aqe . 1
Ctthe multiple research methodologies.
ollect daty from the right sources.
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variety of data collection techniques.
Use 2

jyse the data carefully and methodically.
= };or the results on a continuous basis.

oni ;
= k advice from experts across the industry.
Seel

- svertising B arch Effects Creative Campaions
flow AdvEEES

a campaign's or commercial's efficacy based on customer response, advertising
To asse;sis required. This type of study is essential because it €xamines if the return on
reseaf";e nt (ROI) of an advertisement, one of the advertising goals, has been accomplished. Here
invest :
are several others:

Encourage innovation by using well-thought-out tactics.
Establish yourself as a trustworthy, fact-based information source.

+ Identify potential issues a campaign may encounter in the future.

» Monitor and evaluate the results of your campaign.
* Failure is decreased when thorough investigation is done in advance.

+ Improve your understanding of and awareness of your target market for branding initiatives.

*Examine how the market is changing, as client awareness is essential.

* Track final outcomes to inform the design of the following campaign.

Creative Research Methods

We all utilise technology as researchers that presents fresh opportunities. You may learn as a
Studen? how to present research using applications, data visualizations, user comments, and
“Ampaign analytics Some people worry that technology will render their study methods
OUldated’ but thig can

be seen as an opportunity to advance rather than a source of anxiety.

bu:-.zlcase’ mlxed techniques are preferable because each subject has a variety of books,

°°"ecti:; pel"Odlf:als, and even internet resources. Although many students believe thaF data

aPProachn Must include both quantitative and qualitative techn_lques, th(?re are altematlve. :

is CSpec; oy t},m may be employed to support the same study via a mul_n-medna presentation. This
. 'Mportant when explaining to clients why specific objectives or goals at work exist.

1t is trye that cre

Y faces, such as

Althg
u S
Wenmag]l]l ativity in research is tied to the limitations that every researcher

budget, bureaucracy, regulations, time constraints, and, eventually,
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also truc that creativity in rescarch is tied to more libertarian types of human

c. 1S A ;
couras as the visual arts, music, performance. theatre. etc

acti\'ilics. such

u want to include creative thinking into your study. be prepared to face certain difficultics
I{.“: typical limitations, much as in traditional rescarch, but also to face the prospect of having
4 r approaches poorly received by the scientific community, for instance
you

Other difficultics you may encounter include creating a paper using unique methods. lacking

rior references, or even coming up with a creative manner to present your findings that mirrors
:)he originality of the research process itself.

Elsevier offers top-notch text editing services that can help you produce the text quality you need
for a successful journal submission. Our translators are conversant with specialised vocabularies.
and our artists arc knowledgeable with cutting-cdge, unique ways to display scientific facts

Although creative problem-solving techniques have always been utilised by individuals. creative
research methodologies are frequently considered as if they are novel. Necessity is the mother of

decisions, each of which offers room for original thought. Perhaps even more shockingly. there
is proof that ethical Judgement and original thought are closely related.

change Compared to the other ones. Every time | was able to and it was fit for the task ar hand |
have always employed original approaches in my own study.

The fesearch topic must guide the procedures, which should be ones that are most bikely 1o
contribute 1o ap answer. Although it may be quite tempting 1o give newly discovered tactics a

Iy, it is never a good idea to give in to your seduction when an established more trusted
q :
PProach would be more beneficial.

Early in 205

: » When I was thinking how to respond to a particularly challenging research issue. |
Slaned 1o v

rry that my technique toolkit might be lacking
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[ looked online for a book on original research techniques. Someone must have written one by

w, I reasoned. It would be really helpful. I sought and searched until the idea that I would have
:‘:cr,eate the book first if I wanted to read it crept over my skin and into my head.

writing required reading, as usual. many books to read. Ov
;ournals and books were eventually included in the book,
Jexamples of innovative research.

er 800 study papers I examined in
of which 500 were presented as

1 gradually realised as I read that there are four major categories under which creative research

techniques may be classified: arts-based methods, technology-based research, mixed-methods
research, and transformational research frameworks.

Almost any art form may be utilised in research; arts-based methodologies include performing

and visual arts, creative writing, music, textile arts, and crafts. In reality, as artists of all types
rely on study to inform their work, the arts and resear

ch are intimately related. And, like other
creative approaches, arts-based methods are applicable to both quantitative and qualitative
research.

We all utilise technology as researchers and have for ages. But modern technology presents fresh
possibilities. We now have access to applications, mashups, data visualisations, and APIs;
nevertheless, while some individuals find this proliferation exciting, others find it intimidating.

Though I don't think this should be a reason for worry, but rather for caution and thinking, some
people are afraid that technology will change the way they conduct research. And it will.

The field of mixed techniques may be the most established, with specialised publications and

Periodicals. However, the majority of researchers still do not fully comprehend the possibilities
and dangers of combining approaches.

People frequently envision data collection that combines quantitative and qualitative techniques,
but there is much more room for interdisciplinary approaches, from employing many theoretical
Mmeworks to guide one study project to multi-media presentation and distribution

The field of mixed techniques may be the most established, with specialised publications and
Periodicals, However, the majority of rescarchers still do not fully comprehend the possibilities
and dangers of combining approaches. Pcople frequently envision data collection that combines
uantitative apq qualitative techniques, but there is much more room for interdisciplinary
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5. from employing. many theoretical frameworks to guide one study project to multi-
Wpr.oa;resé"mion and distribution.
ia
5 <. these four sectors are not incompatible with one another. All of them have been used
'1ino research, such as that of Ashlee Cunsolo Willox and her Canadian colleagues. In
| outs;and}ﬂg village in northem Labrador, they conducted research on the consequences of
Rigolet: & tmye on Inuit people within a decolonizing community-based framework. Digital
climzt® f;har:‘g/as the approach, created over the course of a week-long workshop that included
,s;;ry::;l;ginterviews, debate, art, music, and photography.
i

¢ of creative research techniques, especially in large groups, may be rather scary. Not
e s searcher has the ability or desire to diagrammatically design their topic, collect
o retion from social media, do metaphor or life path analysis, and distribute through a
mf(;tr‘:nzdia arts exhibit. But there are two important conclusions to draw. First, any non-research
z]:nts you possess could be advantageous for research. Second, you may gradually broaden your

methodological toolbox if you wish to.

Of cours

Expand Your Skillsets with FIU-MAS Global Strategic Communications Creative Track

The organizational, interpersonal, analytical, and creative abilities necessary to succeed in the
advertising industry may be learned as part of a master's degree programme at FTU-MAS GSC -
Creative Track. You are prepared to undertake research for successful ad campaigns by taking
business, consumer behaviour, and media courses in addition to design, copywriting, and
marketing courses. For specialising in art direction, copywriting, social media, and creative
strategy, the programme provides deductions.

The Global Strategic Communications Creative Track is a 39-credit programme that leads to
Florida International University's granting of a Master of Science in Mass Communications and
graduation from the prestigious Miami Ad School's portfolio programme. The interdisciplinary
Programme combines graduate-level academic classes with a curriculum for developing creative
talents that is taught by the world's top portfolio school.

What is brand research?

B 2
% ;t:nd research, also known as brand market research, is the process of examining many facets of
and, whether it js recent or established, in order to gather information that may be used to

ate or enhance brand value.
Brands gre the result of several interrelated variables. A brand is more than the goods and

Services . : . 5 g o
s s 1t Provides; it also encompasses an ethos, a personality, a visual brand identity, a vision,
S€nse of emotion.
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be an idealised picture of how a brand's overall branding is received. as

e lwa S % .
will alway cen by its clients and the wider public.

B":l[::thc reality as S

‘vc 4 “ge »
_ prand research to find out who is familiar with your company's name.

poing

where did the

they think of and say about my brand?

y learn about my company's name?

what do
 familiar are they with my brand—from total stranger to ardent supporter?
0

H
¢ how your brand efforts are working —Therefore, brand research is the process of

Finding OC : ; =t SR
ing how each of those two versions compares, either before to a firm launching its branding or in
an effort t0 comprehend how established branding is doing.

The fact that brand research is usually conducted in relation to the competition is a crucial component.

your brand is only as strong as the comparison, for instance. Given their e
imolving musician superstars, you might choose McDonalds to Burger King because you behs i

caters more to music aficionados.
What does brand research entails?

You undoubtedly want to know how much work goes into conducting brand research, but we'll cover
that in more detail later in the piece. Well, depending on a number of variables, including the company's
age and size, your research aims, and - most significantly - the tools at your disposal, brand research can

be quite in-depth or fairly simple.

The quantity of insights your brand research will produce will, for the most part, be correlated with the
amount of effort you put in. For instance, doing in-person focus groups will always take more work than
conducting an online poll, but the former will likely provide you a more detailed understanding of how
your brand is being seen than the latter.

Whatever the situation, the correct technology may make your brand research activitics more simpler
and more effective. The process may be streamlined and, more importantly, formalised with the use of
brand experience management suites, brand trackers, and brand research tools. By analysing all of the

information for you, these technologies can bring parity to occasionally inconsistent scts of results.

What's the difference between brand research and brand analysis?

umer perceptions of your brand using

In th
ls 4 . -
fooye . CMLeXt, research is the process of examining cons . .
When we investigate to learn the

OCug
answciroups' focus groups, social listening, surveys, ctc. Wh
0 a set of well specified questions, it is research in its purest form.
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what we really do with those responses is do brand analysis. Brand analysis is predicated on the
potion that We have already completed our brand research (or are doing so on a continuous basis)
nd arc now in a position to cvaluate the findings in order 1o make inferences and identify

gctions that, when included in our brand Strategy, may guide the brand in the proper path.

Markets are rapidly evolving due to the emergence of new rivals and shifting customer
preferences. This means that conducting better and more regular brand research is increasingly
important.

Making ensuring that your brand is in line with

: . : your target audience requires a continuous
strategy, as seen in the diagram, and is part of 2

solid brand research strategy.

Simply defined, brand analysis is what we learn from the work we put into brand research.

What's the difference between brand research and brand analysis?

When performing brand research, there are a number of areas to consider that may help you
determine where your brand stands in relation to the competition and the perception of
consumers as a whole:

Brand Awareness

Brand recognition is a gauge of whether Cconsumers are aware of your company either
consciously or unconsciously. Brand recall, or remembering your brand after purchasing a
product or watching an advertising or other piece of marketing, might imply naming your brand

when asked to name businesses in a given industry (or from a logo, which we call brand
recognition).

What else comes to mind right away when consumers think about your brand? Do you have a
good reputation with your clients? Do customers believe your items to be pricey? Are you the
environmental movement's poster child? You should evaiuate cach of these relationships
Surrounding your brand to determine how they compare to your objectives. It's good to be
realistic and anticipate to find that consumers have opinions on both sides of the coin since
associations may be favourable or bad.

Brand Perception

Brang perceptions are the general impressions people have of your !)rnnd, which differ sligh}ly
from the generally positive and negative elements of brand associations. C ustomers form minor
Judgements about your brand every time they connect with it, whether it be passively by viewing
- achrtising or actively by making a purchase or contacting customer service.
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uity is the perceived or real advantage your brand h
Egmre. Even though the components in off-brang col
Etoca_cola, the equity of the former is significantly higher. Consider also anything as basic as
hay fever medication. Even though the chemicals and dose are the same, name-brand pills often
pave a better reputation t-han phar; macy-!)rand tablets because to marketing and branding
initiatives. That is essentially brand equity.

Brand Lovalty

a5 over competing brands with comparable
as are basically comparable to those in

Brand Preference

Brand preference is a statistic that reveals the proportion of consumers who would pick your
goods over those of a rival. Brand preference is more inclusive than brand loyalty, providing
insight into what even those who have never made a purchase from you before have to say.
Brand loyalty focuses on consumers who know and love your brand. In that sense, it resembles

brand equity, when a preference for your brand demonstrates the success of your marketing and
branding efforts.

What are the benefits of conducting brand research?

Understanding the results of an investment of millions of dollars in a brand is crucial for
businesses.

The advantages are:

Brand rescarch may demonstrate how your brand has developed (for example, in greater
Perceptions or awareness) and determine if your messages are effective.

Using more effective strategies: When you are aware of what is effcc‘tive. you can concentrate on
oing more of it and spend less time using strategies that are mcﬁ‘e_ctnye. When resources are
Imited, you can utilise research to support where you invest your hmm;d resources. Actionable

insight has intrinsic value since it makes shifting course much simpler if you are aware of the

areas where you need to improve.

HOWeVer, brand research is the initial step towards improving the consumer cxpcric_nc;e after this.
~esearch leads to analysis, which leads to action, as we've just stated. And such activity ought to
mproye the appeal of the ;ituation to your intended audience. Enhancing the customer and brand
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rience will increase customer retention, which will have 5 positive impact on brand

:ecognition and brand loyalty.

fore, this type of study is cycled. It finally advances th i i
dir::im of continual development. = [eNS you fios trscked in the

1o fact, Hjnge Marketing study demonstrates that ongoing rescarch produces significant
proﬁtabihty:

The specific return on investment for conducting brand research can vary, but in general, the

investment will result in branding decisions that boost revenue and sales.

Conclusion
You undoubtedly want .to knowfv how much work goes into conducting brand research, but we'll
cover that in more detail later in the piece. Well, depending on a number of variables, including

the company's age and size, your research aims, and - most significantly - the tools at your
disposal, brand research can be quite in-depth or fairly simple.

The quantity of insights your brand research will produce will, for the most part, be correlated
with the amount of effort you put in. Running in-person focus groups, for example, will
inevitably take more work than conducting an online poll, but you'll likely get a more detailed
understanding of how your brand is being seen from the former than the latter.
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Research Project- 3
Trends of Mobile Journalism

- PRAVINA SRIVASTAVA (MAJMC, IV SEM)

ournalism is a developing genre of new media storytelling in which journalists gather,

Mobile J .
te local news using portable electronic devices with network access.

dit, and dissemina
porters, sometimes referred to as MoJo (for mobile journalists), might be employed by
anizations or work as independent contractors. They may utilize tablets, laptop

smart phones, digital cameras, and camcorders. The narrative and images are then
lishing using a broadband wireless connection or mobile phone network. Since 2005,
"MoJo" has been used, first at the Fort Myers News-Press and spreading to the rest

twork in the United States.

These I€
news Org:
computers,
sent for pub
the moniker
of the Gannett newspaper ne
son to traditional approaches, mobile journalism has a number of advantages,

In compari e e
ost, portability, discretion, approachability, and simplicity of use for novices.

including ¢

Trends of mobile journalism

" or mobile journalism, is a fast expanding trend in the media.

More and more journalists are utilizing their smart phones to record video and report on the
hone cameras and the widespread use of mobile

move as a result of the improvement in smart p
port on breaking events in real

devices. With the use of live streaming, journalists may now re
le journalists to publish their stories and

time and interact with viewers in novel ways. For mobi

interact with audiences, social media sites like Twitter, Instagram, and Facebook have also
developed into indispensable tools.

On the other hand, new developments in mobile journalism like augmented reality (AR) and
virtual reality (VR) enable journalists to create more immersive and interesting tales. Data
journalism has become more popular as a result of the ease with which journalists can now

access and analyze data thanks to mobile devices and applications.
cther both inside their own organizations and with

_h is now simpler for journalists to work tog . \
Journalists all across the world thanks to mobile journalism. Short-form video has grown in
Importance in mobile journalism thanks to the success of apps like lejl‘Ok and Instagram Reels,
which enable journalists to produce interesting material that can be swiftly seen on mobile

devices,
ec even more innovation in the field of

A technology continues to advance, W€ can expect Lo S
mobile journalism.

The practice of "MoJo,

VR ang AR in Mobile Journalism
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4s of virtual reality (VR) and augmented reality (AR) in mobile journalism are becoming
The tre” S;norc significant. Both technologies give journalists brand-new, interesting methods to
rc an and give readers an immersive experience.
ries

| StO - : 5 .
* 360-degree video and audio, which may transport viewers to many locations and
Using - < VR enables journalists to create truly immersive experiences for their audiences.

sccnaf':rs use VR to provide immersive reports that let viewers experience events as if they
RcW:cma"y there. A journalist may, for instance, design a virtual reality (VR) experience that

to the scene of a natural catastrophe or the front lines of a combat zone.

:anspons viewers

ipe other hand, augmentec.l reality (AR) enab.les Journalists to superimpose digital data over
hysical environment. This can be ust to give a tale extra background or information. or to
fhclﬁ de interactive components tha.t let viewers go further into a subject. For instance, a
!ncumalist may use augmented reality to show viewers how a new building would seem in a
certain place or to offer more details on a display or piece of art.

since mobile devices enable journalists to reach audiences wherever they are, they are the

ect platform for both VR and AR. More and more individuals are utilizing smart phones and
ablets to get news and other media due to the devices' rising popularity. As a result, mobile
journalism is developing into a crucial trend in the sector.

Journalists have fascinating new chances to engage viewers more immersively and to produce
more powerful and memorable stories thanks to VR and AR. We can anticipate that as these
technologies advance, more and more journalists will use them to produce unique and interesting

material.
Meta verse

The term "Meta verse" refers to a new development in technology that describes a virtual
eavironment where users may communicate in real-time with both other users and a computer-
generated environment. This technology will probably have a big impact on mobile Journalism as
it evolves.

We could witness the birth of virtual newsrooms where journalists can cooperate and work
together from anywhere in the globe as mobile journalists start to work more in the Meta verse.
For their viewers, journalists may be able to leverage the Meta verse to develop immersive
mpo,"'“_g experiences that let people engage with news events in fresh and creative ways. For
m°b'lf’ Joumalists, the meta verse can provide new financial opportunitics like sponsored
Material or virtya] advertising.

Simj S i .
pr:‘v‘_laf '© mobile journalism, Meta verse journalism will likely rely heavily on AR and VR to
'de more immersive and interesting material. Younger viewers, who are more prone to

N - : S :
V:iege With immersive and interactive material, may be drawn to mobile journalism by the meta
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erse is @ fascinating pies development in technology that has the potential to
The Meta:{y affect mobile journalism. As this technology advances, Journalists may anticipate
sig“iﬁcan'bilities and difficulties as well as creative new methods to cover and present stories.
ssi
w M - -
verse presents a fresh and cutting-edge platform for Journalists to report and tell
et;‘ 4 it has the potential to play a significant role in the development of mobile journalism.

the M
storics: : S, : . :

. ers, journalists may build immersive experiences in the meta verse that can take them to
For V;::l" fascinating places. Reporting on events or stories that are challenging to access

ally can make good use of this. The Meta verse has the potential to significantly alter the

physic of journalism in the future.

ursé
°°‘ h the ability to create immersive, interactive experiences that let their listeners connect with
wltmle in fresh and interesting ways, the meta verse opens up new possibilities for storytelling.
gga:dless of their geographical locatic_m, the Meta verse can enable worldwide collaboration
amongst journalists, which may result.m fresh al.xd cutting-edge approaches to reporting and
information sharing. Evc::nts that a..re difficult or impossible to attend in person, such as those in
remote regions or with little physical space, can be covered virtually by journalists thanks to the
Meta verse.

Journalism may reach new, younger audiences through the meta verse, who are more inclined to
connect with immersive and interactive material as Meta verse enables journalists to enhance
their reporting by superimposing digital data onto the real world, giving audiences a more
thorough picture of a story or incident. It may provide journalists new sources of income, such
as virtual sponsorships, virtual advertising, or subscriptions to immersive journalistic

experiences.

The meta verse has the potential to revolutionize Journalism by opening up new avenues for
audience participation, narrative, and collaboration. We can anticipate Journalists and news
organizations experimenting with the Meta verse to produce fresh and inventive types of media
that engage and enlighten audiences in novel ways as this technology advances.

Artificial intelligence

Emerglilng technology known as artificial intelligence (AI) has profound effects on mobile
Journalism,

::v:: generate text or choose video clips based on specified parameters to automate the
°0ncenlt,rmem of content, such as news articles or vidc95. By -dom-g s0, journalists may =
- prefate on harder and more imaginative work wl.nle saving time and. money. By examining
sug gestioerences and l?ehavior, Al may assist customize coptent for .s»pecnﬁf: users by making
engage re:: for materia] that matches their interests. By doing this, Joqmahsts may be able to
ok €rs more effectively. AT may be used to confirm the verac ity of news items and
% infoy emmlng and comparing data from many sources. Journalists may stop the spread of
mation and maintain the validity of their reporting.
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Ip of AL material can be translated from one language to another, enabling jouma!ists
with the h;rzade" audience and report on stories from across the globe. Al may assist joumzl'_lsts
0 reach 2 audience data, such as website traffic or social media participation, and using this
o anal e,::ance content and engagement methods.

to . ; _ :
. £ Al in mobile journalism is developing quickly and has the potential to completely
c use (o)

how news is gathered, produced, and disseminated by journalists to create high-quality
chang® tent, interact with consumers, and increase news production efficiency. As Al develops.
s jpate seeing an increase in the number of mobile Jjournalists who adopt this

antic & " . &
we may d use it to improve their reporting and narrative.

hnology an
teczozo Aaj Tak, one of India's top n-ews outlets, debuted the first Al news anchor in the nation.
d o,n cutting-edge machine learning and natural language processing technology, the Al
BaS;or known as "Siddharth," can provide news items in real-time with expressions and voice
::dul;tion that are similar to those of a person.

The Al news anchor was created in partners.hip with a digital start-up and is intended to deliver
ponstop NEWs coverage around.-the-clock.wnthout becoming tired or distracted. Siddharth can
read news reports in both Hindi and English, and its creators assert that over time, thanks to
machine learning algorithms that examine audience comments and participation, it will get
better.

The introduction of the Al news anchor has been hailed as a significant advancement in
journalism since it shows how Al has the ability to revolutionize both the creation and
consumption of news. Even while the technology is still in its infancy, news companies are
becoming more and more interested in investigating how Al may be used for content
development, fact-checking, and audience interaction.

Despite the above, there are concerns about how Al will affect journalism, notably in terms of
job losses and the possibility of bias or mistakes in the automated news output. It will be crucial
for journalists and news organizations, like with any new technology, to carefully analyze the

ethical implications of AT and to create appropriate strategies for its application in the news
sector.

Role of Chat GPT in mobile journalism

Through delivering prompt and accurate text-based replies to user inquiries or creating material
f?f News stories, social media posts, or other digital channels, Chat GPT may contribute
Significantly to mobile Journalism as a language model.

fl?,t GPT enables Journalists to swiftly and effectively distribute news material to mobile
0': ences by allowing them to receive real-time updates on breaking news items, weather alerts,
Other lime-sensitive information. It can assist journalists in engaging with audiences through

c . . ! . |
: }}::t ts, interactive surveys, or other tailored material, allowing them to forge better bonds with
I readerg and listeners.
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pT also enables journalists to rapidly and effectively produce high-quality content by
.’ Ging news stories or other written material based on specified criteria or user input. By
raitns and cross-referencing data from several sources, Chat GPT may assist journalists in
z

e the truth of news items or social media posts. This enables them to stop the spread of
i f(g)rmation and assure the reliability of their reporting.
false

Jists may cover stories from throughout the world and reach a larger audience by using
?l:tnz;p'r to translate news articles from one language to another.

How data journalism is playing role as a trend of mobile journalism:

ta journalism, which enables journalists to gather, analyze, and present complicated data in a
B:)' that is easily accessible and understood for mobile audiences, is playing a crucial part in the
trend of mobile journalism.

Users may explore data in feal-time and get a greater understanding of complicated situations by
using interactive visualiz'atlo_ns, such as maps, charts, and graphs, that are produced using data
journalism. These visualizations may be made mobile-friendly so that users can view and interact
with them while on the go.

Journalists may provide current and pertinent news material for mobile audiences by using data
journalism to collect and analyze real-time data, such as social media trends or public opinion
surveys.

Data journalism may be used to adapt news content suggestions to the interests of specific users

by evaluating their preferences and activity. By doing this, journalists may be able to engage
readers more effectively.

With the process of examining and comparing data from many sources, data journalism may be
used to cross-reference and fact-check news articles and visuals. This can assure the reliability of
Dews reporting and assist stop the spread of false information.

By highlighting trends or patterns in data that might not be immediately obvious, data journalism
¢n provide journalists new narrative angles for news articles. Data journalism is changing how
fews is produced and consumed on mobile devices by enabling journalists to deliver more
Comprehensive, interactive, and tailored material for their viewers. This may help journalists
unearth new stories or investigate subjects in greater depth. We can anticipate data journalism

i'ia)’inz an even bigger role in the future of mobile Jjournalism as mobile technology continues to
Vance,

Other trends of mobile journalism
n addition 4,

“Velopments
f°"ﬂlation 0

Podcasting and mobile journalism reporting, there are a number of additional
in mobile Journalism that are influencing how people will consume news and
1 mobile devices in the future.

tove Streaming jg becoming more and more common in mobile journalism since it allows writers
Cover breaking News and events in real time. Live streaming capabilities have been included
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1] media sites like Facebook, Twitter, and YouTube, making it simpler for journalists to
a0 S(::lwith a larger audience.
nne

c0 jists are using uscr-generated information, such as images and videos posted by the public,
is

Jov™" 4 more to amplify their reporting. This can offer a wider variety of viewpoints and make
r “‘I‘) e for journalists to cover subjects that might otherwise be inaccessible.

- 10551

( . . . = 5

l P° ;mmersive and interactive experience is made possible by 360-degree video technology.

e nables viewers to explore a scene from all directions. Journalists are using this

Wh;::,leogy to engage viewers on a new level with their stories.

tec

these developments are reshaping how news is generated and accessed on mobile devices.
T,hl.’s’ journalists new chances to interact with readers and deliver high-quality information. We
wmfnj:,icipate seeing new patterns emerge as mobile technology continues to develop,
i‘::l{\encing the direction of mobile journalism.

In-depth analysis and commentary on news and current events are now possible for journalists
because to the enormous growth of podcasting in the field of mobile Journalism. The following
are a few ways that podcasting is changing the landscape of mobile journalism:

Designed for mobile listening, podcasts allow users to access and listen to material while they
are on the move using their smart phones or tablets. This makes podcasts a practical and
available medium for those that use mobile devices.

Compared to traditional news formats, podcasts give journalists the chance to deliver more in-
depth comments and analysis on news items. By doing so, journalists may be able to engage

audiences more deeply and give more contexts and background information on complicated
problems.

Podcasts cover a wide range of subjects, including politics, current affairs, entertainment, and

culture. This gives journalists a platform to investigate fresh story ideas and connect with a larger
audience.

PO&?casts give journalists the opportunity to connect with their listeners with regular updates and
activities like Q& A sessions, interviews, and listener feedback. This can encourage more
Interaction with the material that journalists publish and help them develop a devoted following.

Podcasts may also help journalists and news organizations generate income through
sPOllsfwships, advertising, and subscriptions. This can safeguard the long-term viability of news
Organizations and assist the development of high-quality content.

The best example for this is ‘Podcast with Smita Prakash’ which is hosted by ANI (Indian news
agenf:){)_ Being a news agency, ANI has stepped in to diversify the role of media. ANI podcast is
Providing 3 free space for their media clients through Mobile Journalism and social media.

intdeveloping trend in mobile journalism is podcasting, which gives journalists new chances to
eract with audiences and deliver in-depth analysis and comments on current affairs. We can
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dcasting will play an even bigger role in the future of mobile journalism as
t

. inat€ inues to advance.
pile

ion 3
Co“"'ms " COVID-19 epidemic has expedited the adoption of new technology and worl_c
he worldw? l:ly in the area of remote collaboration. It's a sure bet that the mobile journalist is

(ines, “°ti: an era of constricting budgets, increasing demand for information across many

here to St&Y continual improvements in mobile technology.

and
g f journalism is based on mobile or smart phones which are now understood by all the
The futur® = t::e use of technology and emergence of Al- every media channel is now
media- wlth alternative platform of communication through MoJo. You must have been
mtrodflcl“lﬁ :;/ork 18’s ‘First Post’ show Vantage or TV9’s mobile media platform- News9 or
watching Zee Media Pvt. Ltd. — all these channels have been stepping ahead to provide content
WION b_)l’ Journalism. Even the BBC has created its own software, called Portable News
via M°_‘: e(pNG), which can capture, edit, and transfer videos, audio, and photographs directly
i?:ﬁ;: ngewsroom production systems.

The Al news anchor to information on phone- media has evolved and these trends are expected

to not just bring a change in media and communication, it will also be an evolution for the

mankind. Future concepts are also considered with regard to emerging trends and the verification
of reports produced by mobile reporters.
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Production Shoot- Portfolio

aphy plays 3 very important role in the field of mass com
hotoB" —Faph otographer with its subject but connecting the st
otion you are drawn towards it. Keeping the authenticity
emo: | subject of perceptional visual art. This book works as

or reflect my skill in exploring fr-ames. I am also thankful to my professor Ritwik Ghosh for giving me
+is opP ortunity to understand the different aspects of photography in practice
thi ’

munication. It is not only about the
ory with many. It is only when you see
of photography, | present my portfolio

PHOTOGRAPHY

I iy

BY-~ PRAVINASSRIVASTAV A
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Stone Gate: Humayun Tomb

Humayun Tomb: Diagonal View

Architectural Photography- | |
‘Indo- Persia Amalgamation’
Is a visual series of the
Humayun Tomb
architecture which (s a
great tourist spot situated
in New Delhi, India.
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Back to the time

Isa Tomb: Descriptive Image

Portrait Photography-
*Girl In a wheel" is an ironical series -
depicting the universal structure of life.

g

Smile 6ut the struggle

i
E

k3

The Brand Representation

The ticle of this series is
‘College Coffee Day’. The
pictures were clicked to
develop the brand value of 2
coffee store in a college
campus.
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CLASS ACTIVITY 1
Advenising Analysis Report

DVERTISEMENT ANALYSIS

Presented by- Pravina Srivastava

Analysis Points-

1.Target Audience
2Implicit Message
3.Graphics
4Llanguage

s.Cultural Significance

This advertisement tries to narrate a story of a women
with good smell in hair. It aware the audience of
hyglene with bad hair smell intending to hairfall and
dandruff conditions. Unlike any other body part hair

galp also needs nutrition and care which needs to be
khown in this spoke world.
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sue of India Today
S Magazine

lifestyle, and arts and book
Magazine to stay up
build a perspective
compete the world.

review. Women read the
-to-date on current affairs and to
on the social dynamics in order to

licit IVessages:

This Head and Shoulder

P concern in a women’s
appearance especially in Indian culture, it is not just an

essential in beauty but also itreflects a women’s health &
ygiene concern. This ad, like so many ads for hair

products, seeks to exploit the insecurities of a woman on
the issue of dan i

isually

y of your hair after
ed oval format of
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The ed for this advertisement is a soft

toned writing with adding jingles. The image of the

“product is alas an anti dandruff shampoo has already
I€€n built over the yearsbut what needs to be

alighted here is that this shampoo has a good
nce. Hence the fonts (anti- dandruff shampoo:
W SMELLS SURPRISINGLY GOOD)of this message
was smartly enlarged and capitalized to highlight the

notes. It was very easy to understand the product type
with easy and lesser word.

CLASS ACTIVITY 2

Advertising

@ PODCAST LA

N Anchor * poscT
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mpetition
won by Ayush gupta and best x
treat awand o by Anbhiya
Reportiag Bhawna Verma BA
tnopen space. Two teams partic:  (IMC) 20d Sem and Stomeass MA
tpated i ihe event Team A and  (IMC) 20d Sem
organises Cultural Mind-
scape: Mandala Art
35 February 2022, & Cultural Mindscape: Mandals Art compesition was
-—uwmmum‘mm-mnmnn
S, Dcan, SOAD and Dr Paskay Dhayal, Assistast peodesso, SOAD.
Saeanad A .

y De The event
wmvd—kmﬂmum‘--
pact A Tetal cumber of 14 he

ot which |2 pasticrpunts pasticipated aftine aud 3 were calioe. The
@ st pee e by Vaidehi Singh BA LLICKRMU). ecvnd by Aksniaha
lumum.um,-.-.-uw Rulst Praveen (Bhartvam
o atixcation)
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NEWSLETTER-2
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DVERTISING PITCH
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INTERNSHIP CERTIFICATE

APAG -

August 13*, 2021

Dear Ms Pravina,

Followi application and subsequent interview, we are pleased to inform you that you have
m&‘&mmhmm.v will be stationed at our Noida office with
effect from 18" October 2021.

You are required to report to the person in charge, Mr. Rajneesh De for orientation and
subsequent placement on this day.

The terms of engagement are as follows:
1.Reporting Time: kr-qulud
2.Intemship Allowance: MWMM!MJWMWﬂM
BModdEm
It is my hope and prayer that you will work to your level best to improve the efficiency
andperformance of this company. Congratulations and best wishes.
Yours faithfully

HETWORK VT UTD.
54 kfr¢s Y a

Gopi Krishna Arora
CEO & Co- Founder
APAC News Network
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Name

guring Times of

Transiated Title

\during Times of

UL URL

rrer——— L SPRYY

Become a Dightal

(4

Commy
ation | - dcon -
and | &
= | mpany F et g
' ungage.
Use your analytical an tacical s o help grow
g sl for b s
@"mmmmm

What does every hiring manager ook for

nan
employee? Set yoursef apart from the pack by
|getting the essential soft skils--abilies that help
[people interact efectively with others--that

Yers vaiue most, from ;

Semmerster |

fundamentals and bei
e b;::n-mum@
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i ite and digital
TV Networks NewsX is an English broadcast channel. I was working for the website g
nt. Ho

i in
ever, I was also moved to the output desk later where I took experience
g i cts.

tcker, copy writing, desk production and other broadcasting aspe

78| Page




miFanal

15 Sector 9.8 K Pusm Now Oeits 110022
00 Fax

AK
191455 Emanl  sendansn com

Currently I am working with ANI (South -East Asia’s leading News Agency) as an assistant
producer of ANI Podcast with Smita Prakash where I my work focuses majorly on the
production of the show and its editorial output, guest co-ordination and pre-production activities.
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