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Abstract

Information dissemination is not limited to conventional media as the advent of new media has transformed the entire political
scenario. In a democratic country like India, people prefer to have information from different media like print media,
broadcasting media, outdoor media, and new media, etc., which may impact their political attitude and participation.
Therefore, the focus was to study the relative influence of different media on political attitude and political participation. A
cross-sectional descriptive research design having a sample of 497 eligible voters was used. OLS regression analysis was
used, and it was observed that media use for political information was a significant influencer for political participation,
followed by political attitude, political knowledge, interest, and efficacy. Among all, social media was found to have a relatively
higher significant positive influence, but traditional media cannot be ignored. The study results will contribute to the
conceptualization of media behavior while considering multiple media for political information.
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olitical organizations, media, and citizens are the three critical elements of the political communication

process wherein media plays an imperative role in binding political originations with citizens. In a

democratic country like India, people like to get information from different media such as newspapers,
television, radio, direct contact, and new media (Bakker & Vreese, 2011; Edgerly etal., 2018). New media use has
gained popularity due to its affordness and popularity of social media platforms (Alryalat et al., 2017). India is
among the top 10 users for most used social media platforms in the world, such as 200 million users on WhatsApp,
7.65 million users on Twitter, and 300 million users on Facebook. On YouTube, 41 million users watch videos
monthly. According to Reuters, 52% of Indian social media users use Facebook, and 18% use Twitter as a news
source. Although the gained popularity of these developments has attracted the attention of scholars to study the
influence of these new media platforms (Ha et al., 2018; Kizgin et al., 2019), the importance of traditional media
cannot be ignored.

Social media is regarded as an emerging tool for political participation (Kaur & Verma, 2018a). But examining
to what extent people come across different media to get political information (Ksiazek et al., 2010) and
identifying media to have a relatively more significant impact on political attitude and participation is less
explored. Thus, this study attempts to answer these questions, especially in the Indian context, where new media
consumption is very high (Hebbar & Kiran, 2019). Based on this, the current study examines the relative influence
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of different media used for political purposes on political attitude and political participation. The findings will
contribute to the conceptualization of media behavior while considering multiple media. The results will be vital
for political parties, candidates, and marketers to choose particular media according to its reach, influence, and
popularity.

Review of Literature

Different Media Use for Political Information

Shah and D'Souza (2009) defined media as the vehicle or means of delivery system to carry an ad message to the
targeted audience. The way of delivering a message is changing over time. For example, in 1932, radio was one of
the popular media to convey the political message wherein Franklin D. Roosevelt, an American politician, gave a
series of 30 evening radio speeches between 1922 — 1944. Similarly, in 1961, John F. Kennedy became the first
American president to hold live televised news for conveying his message to the target audience. Before United
States Presidential Elections 2008, only traditional media such as television, newspapers, direct contact with
politicians, etc., were used. However, this election transformed the way to communicate with the general public by
using social media to a great extent. Later on, political leaders and parties around the globe started adopting social
media as a tool of empowerment and oppression, for instance, the use of the WhatsApp campaign by Brazilian
President Jair Bolsonaro and the use of Facebook by Philippines's President Rodrigo Duterte.

Nowadays, media usage is shifting to new media, and it has become commonplace to retrieve information due
to the advent of the internet and mobile technology (Hermida et al., 2012; Sharma & Grover, 2021). Similarly,
among different media usage for political information and communication, social media and traditional media still
significantly influence mobilizing the public (Santekellur et al., 2014; Mohamed et al., 2019; Trivedi & Dikshit,
2020).

Combining social media, the internet, and broadcast news sources exposes people to more personally relevant
stories, news recommendations from friends, and information from diverse networks (Bakshy et al., 2015; Lee &
Ma, 2012). Undoubtedly, there is a tremendous rise in new media usage (social media, online news, websites).
Still, the ignorance of traditional media news sources in the form of newspapers, television, radio, direct contact is
not possible. Therefore, different media, including print media, broadcasting media, new media, social media, and
direct contact used by an individual for political information, have been considered for the study.

Political Attitude

Authors have studied the association of attitude and political participation wherein voters had a positive political
attitude, more probability to vote, and high political participation (Ahmed et al., 2017; Holt et al., 2013;
Saji, 2018). Researchers found a strong association between media use and political attitude as well as political
behavior due to the motivation people have to get political information or political knowledge (Wang, 2007).
Formal training, news, interaction at an office or with friends, and social media are the various tools to get political
knowledge (Stétka & Mazak, 2014). Social media usage has increased political interest and political knowledge
due to media exposure (Banerjee & Ray Chaudhuri, 2018; Beutelspacher et al., 2018; Dimitrova et al., 2019 ;
Holtetal.,2013).

Political efficacy is a great predictor of political behavior and political participation (Zhang et al., 2010).
Political efficacy is defined as the feeling that political and social change is possible and that the individual citizen
can bring about this change.
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Political Participation

Political participation reflects the active role of people to influence political outcomes by participating in elections
or by performing supporting activities. Panopoulou et al. (2012) described behaviors intended at decisive
governmental policy both by influencing the choice of a political leader and by affecting their preference.

Different Media Use, Political Attitude, and Political Participation

Amid the past half-century, studies demonstrated the influential role of media in politics. Before that, the question
arises: What sort of media do political parties or candidates use to influence the general public? What kind of
media does the general public use to get political information? Is there any relation between media use with
political participation? By following these questions, media preference for political news is emphatically related
to various types of political participation such as interpersonal discussion, voting, protest, and interest in political
affairs (Bakker & De Vreese, 2011; Dimitrova et al., 2014). Getting political information from traditional media
such as newspapers and television is positively related to attending political rallies and meetings. Also, a
researcher found a positive association between freedom to use different media and political participation, which
includes signing petitions, voter turnout, and self-governance (Abraham, 2012), including all generations,
especially youth, who did not read to many newspapers. A study conducted in Australia appreciated both
traditional media and social media as a useful communication tool that can change voter decisions
(Sauter & Bruns, 2013).

Modern elections have changed their shape after the successful winning of the ex-president of the US, Barak
Obama, in the 2008 presidential elections, where the use of the internet was to a great extent. Similarly, political
participation has taken a new form with the rise in use of the internet (Gil de Zuiiga et al., 2010) by performing
activities online such as maintaining contact with a political organization, joining any political group, or filing a
petition (Bakker & De Vreese, 2011; Gil De Zuiiiga et al., 2009). Vitak et al. (2011) suggested a strong association
between political participation and the intensity to use social media among college students. Strandberg (2013)
found the use of social media as one of the predictors for political participation, where he concluded that Facebook
and Twitter had a significant influence on political participation than other platforms. Boulianne (2015) found a
positive association between 80% of the coefficients in community and political life. The studies demonstrated
that media has played a vital role in getting political information and political news, which may influence voters'
political attitudes and political participation. Based on this, the current study attempts to address the below-
mentioned objective and proposes a model depicted in Figure 1.

Figure 1. Different Media, Political Attitude, and Political Participation
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% RQ : To study the relative influence of different media used for political purposes on political attitude and
political participation.

Research Methodology

The research design is the structure, contributes direction, and systematizes the research. A cross-sectional study
was conducted using a descriptive research design for this study. The target population was the voters as defined by
the Constitution of India, and the collected sample was 500 voters, out of which 497 responses were found useful
for the study after removing the missing or incomplete questionnaires. The sample size of 500 voters was
calculated based on total voter number, 95% confidence level, and 5% margin of error during General Elections
2019. Further, to remove the biases in choosing the sample, multistage stratified sampling was used. The
questionnaire consisted of subsections wherein the first section consisted of questions related to different media
being used by individuals to get political information on a 5-point scale, from 'Never'to 'Frequently, wherein 1
was assigned to “Never”and 5 was assigned to “Frequently”” and then the average was taken.

A further 5-point scale was used for political participation (Dimitrova et al., 2014; Gil de Zuniga et al., 2010;
Gopal & Verma, 2018), political attitude including political efficacy (Jung et al., 2011), political knowledge
(Dimitrova et al., 2011), and political interest (Rojas & Puig-i-Abril, 2009). The current study has used a
combination of these scales after checking the reliability and validity of the scale. Firstly, the questionnaire was
given to a panel of five experts familiar with the construct to check face validity and ensure that language and
content were readable and understandable by the targeted audience. It also ensured that the scale appeared to
measure what it was intended to measure. Further, a subset of 50 responses was collected to measure reliability.
Cronbach's alpha values for each scale were above the prescribed standard values of 0.7, which means the
questionnaire was fit for final data collection.

Analysis and Results
Demographic Profile

The final sample consisted of 497 respondents, out of which 51.9% were males, and 48.1% were females. In
addition, 29.8% of'the respondents were in the age category of 18 —25 years; whereas 16.6% were between 26 —35
years of age, 23.5% were between 36 —45 years of age, and 20.1% were more than 40 years of age.

Further, in terms of the level of education, 23.3 % had education below or till matric, 20.3% had passed senior
secondary, 28.2% had a graduation degree, 24.7% had passed post-graduation, while 3.4% were others.
Concerning the respondents' employment status, 30.2% were students, 18.5% were self-employed, private sector
employees were 17.3%, 16.1% were government employees, and 18.9% had no job.

Concerning the monthly income of the respondents, 40.2% of the respondents had an income level below
%10,000 per month, while 14.3% earned between ¥10,001 — X20,000 per month. Similarly, 16.1% of the
respondents earned a monthly income between 320, 001 —330,000 per month. Those who stated to have an income
between 330,001 —340,000 per month were 14.9% of the total respondents, and 14.5% of the respondents reported
anincome above 340,000 per month.

Observing the marital status of the respondents, 50.1% of them were unmarried; whereas 49.9% of the
respondents fell under the married category. Regarding residential areas, 48.5% of the respondents lived in an
urban area, and 51.5 % belonged to arural area.
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Influence of Different Media on Political Attitude, Political Interest, Political Efficacy, and Political
Knowledge

In this section, an attempt has been made to study the relative influence of different media used for political
purposes on political attitude and political participation.

To begin with, checking the assumptions of proposed models, the F - value for the models with a p-value less
than 0.05 represents that the suggested models are appropriate for regression analysis. Further, the mean of
residuals for all the models is 0.00, which depicts the normality of residuals. To meet the assumption of outliers,
Mahalanobi's distance value is found to be under critical value, that is, 29.59 for the degree of freedom 10 at a
p-value less than 0.001, which is also tested using boxplot. Furthermore, multicollinearity can be tested by VIF as
well as tolerance value. The maximum permit value for testing no multicollinearity through VIF is 4.0, and the
tolerance should be atleast 0.2 (Hair etal., 2010). VIF and tolerance values in Table 1 for all the variables are under
the standard values, which ensures that no multicollinearity exists in the respective models.

Table 2 shows a correlation among political participation, political attitude, political interest, political
knowledge, political efficacy, and different media, indicating a significantly low to moderate linear relationship
among them. Also, the correlation between all independent variables (see Table 3) is below the standard value
(r=0.8) (Cooper & Schindler, 2003), depicting no problem of multicollinearity.

On running regression analysis (Table 3), Model 1 explains 18.2% variance in political attitude ; wherein,
social media (B = 1.12, p < 0.05) followed by newspapers (f = 0.96, p < 0.05), direct contact with candidates
(B=1.25,p<0.05), online news/websites/news portals (p =0.93, p <0.05) are observed as the positive significant
predictor of political attitude. Likewise, political rallies (f = 0.80, p > 0.05), discussion with friends and relatives
(B=0.42, p>0.05), television (B = 0.25, p > 0.05), and magazines (f = 0.22, p > 0.05) have a positive but
insignificant influence on political attitude. However, an insignificant negative influence is also found for
hoardings/ posters (B=-0.18,p>0.05) andradio (B=-0.19, p>0.05) on political attitude.

Model 2 shows a 12.1% variation in political interest. Individually, the influence of online
news/websites/news portals (f = 0.70) and social media (f = 0.38, p < 0.05) in establishing positive political
interest is found to be significant and higher among all other media. Besides these, candidates (= 0.60, p > 0.05),
friends and relatives (3 = 0.30, p > 0.05), newspapers (p = 0.3, p > 0.05), political rallies (f = 0.17, p > 0.05),
television (f=0.08, p>0.05), hoardings/posters (3 = 0.04) are found to have an insignificant positive influence on

Table 1. Multicollinearity Test

Tolerance VIF
Online news/websites/ news portals 0.685 1.459
Television 0.675 1.481
Newspapers 0.677 1.478
Social Media 0.717 1.395
Radio 0.525 1.905
Candidates Themselves 0.497 2.011
Magazines 0.527 1.898
Political Rallies 0.428 2.336
Hoardings/ Posters 0.574 1.741
Friends and Relatives 0.789 1.267
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Table 2. Correlation Matrix
PP PI PE PK PA ON TV NP M RD cT Mz PR HP FR

ON 0.32* 0.28* 0.18* 0.22* 0.29* 1

TV 0.26* 0.17* 0.16* 0.23* 0.22* 0.29* 1

NP 0.30* 0.21* 0.22* 0.27* 0.28* 0.36* 0.49* 1

SM 0.31* 0.24* 0.25*% 0.22* 0.30* 0.47* 0.29* 0.30* 1

RD 0.31* 0.16* 0.19* 0.21* 0.22* 0.24* 0.35* 0.30* 0.15* 1

CT 0.39* 0.23* 0.24* 0.25* 0.30* 0.18* 0.24* 0.21* 0.19* 0.51* 1

Mz 0.31* 0.16* 0.21* 0.21* 0.24* 0.20* 0.27* 0.20* 0.14* 0.53* 0.57* 1

PR 0.43* 0.19* 0.21* 0.26* 0.26* 0.22* 0.18* 0.19* 0.13* 0.59* 0.61* 0.60* 1

HP 0.25* 0.19* 0.20* 0.13* 0.22* 0.28* 0.26* 0.24* 0.19* 0.51* 0.5* 0.48* 0.57* 1

FR 0.28* 0.19* 0.17¢ 0.13* 0.21* 0.12* 0.16* 0.19* 0.23* 0.28* 0.40* 0.28* 0.30* 0.31* 1

Note. Correlation is significant at the 0.05 level (2-tailed).

PP = Political Participation, Pl = Political Interest, PE = Political Efficacy, PK = Political Knowledge, PA = Political Attitude, ON = Online
News/Websites/News Portal, TV = Television, NP = Newspaper, SM = Social Media, RD = Radio, CT = Candidates Themselves,
MZ=Magazines, PR = Political Rallies, HP = Hoardings/Posters, FR = Friends and Relatives.

Table 3. Regression Analysis

Model 1: Model 2: Model 3: Model 4: Model 5:

Political Political Political Political Political

Attitude Interest Efficacy Knowledge Participation

B t B t B t B t B t

ON 0.93 2.35* 0.70 3.27* 0.07 0.38 0.16 1.47 0.95 2.71
vV 0.25 0.66 0.09 0.42 -0.02 -0.09 0.18 1.69 0.48 1.40
NP 0.97 2.56* 0.30 1.46 0.37 2.13* 0.30 2.87* 0.81* 2.44%*
SM 1.13 3.13* 0.38 1.95* 0.55 3.34% 0.20 1.98* 1.04* 3.26*
RD -0.19 -0.40 -0.15 -0.55 -0.02 -0.11 -0.02 -0.17 -0.11 -0.27
cT 1.26 2.48* 0.61 2.20 0.36 1.55%* 0.29 2.09 1.18* 2.64%*
%74 0.22 0.46 -0.04 -0.13 0.23 1.05 0.03 0.21 -0.08 -0.18
PR 0.81 1.55 0.18 0.62 0.21 0.89 0.42 2.92% 2.56* 5.55*
HP -0.18 -0.40 0.05 0.18 0.07 0.33 -0.30 -2.32 -1.02 -2.49
FR 0.43 1.13 0.31 1.49 0.13 0.78 -0.01 -0.12 0.73* 2.17*
R’ 0.18 0.12 0.11 0.14 0.30
F - value 12.04* 7.83* 7.10* 9.34%* 22.39*

Note. *= Significant at 5%.

political interest. However, political interest is insignificantly negatively influenced by radio (3 =—0.14, p>0.05)

and magazines (3 =-0.03, p>0.05).
In Model 3, 11% variation is explained for political efficacy. Further, to analyze the contribution made by

different media, social media (B = 0.54, p < 0.05), newspapers (f = 0.36, p < 0.05), and direct contact with
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candidates (p = 0.35, p <0.05) are significant and greater for political efficacy among all other media. Besides,
magazines (=0.22, p>0.05), attending political rallies ( =0.21, p > 0.05), interaction with friends and relatives
(B =0.13, p > 0.05), hoardings/posters (B = 0.07, p > 0.05), and online news/websites/news portals (§ = 0.06,
p > 0.05) are found to be insignificant. On the contrary, insignificant negative influence is found for radio
(B=-0.02) and television (B=-0.01, p>0.05) on political efficacy.

Further, the adjusted R square for the respective Model 4 is 0.144, which means 14.4% variation is explained by
different media for political knowledge. Among various media, the contribution made by political rallies (f =0.42,
p <0.05), newspapers (f=0.301, p <0.05), and social media (f =0.19, p < 0.05) in generating positive political
knowledge is found to be significant and greater. Besides, direct contact with candidates (f = 0.29, p > 0.05),
television (B =0.18, p > 0.05), online news/websites/news portals (B =0.16, p > 0.05), and magazines (=10.02,
p > 0.05) have been found to have a positive but insignificant influence on political knowledge. However,
significant negative influence on political knowledge is found for hoardings/posters (B =—0.3, p>0.05) ; whereas,
insignificant negative influence is found for radio (§ =-0.02) and discussion with friends and relatives (f =-0.01,
p>0.05) on political knowledge.

Adjusted R-square for Model 5 shows that 30.2% variation is explained for political participation. Thus, media
plays a noteworthy role in predicting the participation of voters in the political sphere. Political rallies (f = 2.5,
p < 0.05), social media (f = 1.04, p < 0.05), newspapers ( = 0.81, p < 0.05), direct contact with candidates
(B=1.18, p<0.05) significantly influence voters to participate in the political sphere. In other words, people who
are active in attending political rallies, reading newspapers, using social media, or having direct contact with
candidates have greater chances to show political participation. Besides television (B = 0.47, p > 0.05), online
news/websites/news portals (§ = 0.95, p > 0.05) are found to have an insignificant positive influence on political
participation. However, significant negative influence on political participation is found by hoardings/posters
(B =-1.02, p > 0.05) ; whereas, insignificant negative influence is found for radio (§ =-0.11, p > 0.05) and
magazines (f = —0.07, p > 0.05). Surprisingly, people who come across hoardings or posters to retrieve
information have an inverse relation with political participation.

Findings and Discussion

Social media is found to be the most frequent and often used media for getting political information followed by
television; whereas attending political rallies, having direct contact with political candidates, and radio are
observed as the least used media.

Undoubtedly, voters' interest in politics is significantly influenced by media use for political information,
however, different media have varied influences in terms of relationship and significance. Thus, the selection and
effect of media should be accordingly chosen to arouse voters' interest in politics. New media is found to be most
prominent for generating positive interest because nowadays, political actors and voters have started using new
media to a great extent, especially after the victory of Prime Minister Narendra Modi in the General Elections 2014
and 2019.

Different media has a low to moderate relationship with political interest. Moreover, media usage has been
observed as a significant influencer for political attitude. New media, such as social media and online
news/websites/news portals as political sources of information, have a significant influence on framing a positive
attitude about political actors. This finding is supported by the results obtained by Wang (2007), who also observed
the positive effects of new media on political attitude as it has become an essential source for political information
and communication. Although people rarely prefer to have contact with political candidates, it is a significant
contributor to building a positive political attitude. It means direct contact with the targeted audience may help the
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politicians to reap positive results. Likewise, among traditional media, newspapers are found to be a significant
predictor for political attitude because people consider it as a vital source of political information
(Kaur & Verma, 2018b). Researchers have examined that newspapers followed by online news and television,
respectively have more trustworthiness (Kononova et al., 2011). Also, television is identified as the primary
source of political information by most people (Stétka & Mazak, 2014). The current findings reveal that television
only impacts insignificantly in shaping positive attitudes. Besides, more than half of the respondents have never
attended political rallies; still, retrieving information by attending political rallies positively impacts attitude
towards the political sphere. Relatedly, discussing politics with friends and families may lead to an increased
positive attitude.

Also, the findings reveal a significant influence by media use to boost political interest among citizens, as
supported by Banerjee and Ray Chaudhuri (2018). New media is a more significant influencer to arouse political
interest, whether it is social media or online news portals (Barsaiyan & Sijoria, 2021). Holt et al. (2013) showed
similar results where new media was found to be a positive influencer for political interest compared to traditional
media. Also, Boulianne (2015) conducted a study using penal data and reported a positive correlation between
online news use and political interest.

Additionally, print, broadcasting, and outdoor media, along with direct or social contacting and attending
political rallies, have a positive influence in generating political interest among voters except information
retrieved from radio and magazines, which negatively affects interest towards political parties. Therefore,
multi-platform news use has a varied influence on political interest. Undoubtedly, television, newspapers, and
social contact are positive contributors but not significant in raising political interest in voters.

Furthermore, political efficacy is a person's own belief about himself/herself — whether he/she is competent
enough to take part in politics or opinions about others' competency to have political participation. However, the
findings reveal that media has a low to moderate positive correlation with political efficacy. In other words, media
consumption for political purposes results in building citizens' strong beliefs towards themselves or political
actors. Individually, social media is found to have a more substantial impact among other media, as supported by
the findings of Velasquez and Quenette (2018).

Conversely, Hoffmann and Lutz (2019) studied the mediating effect of self-efficacy between internet use and
political participation and observed a positive relationship between internet use, efficacy, and political
participation. It means the relationship between new media and efficacy is two-way. Apart from these, reading a
newspaper and having direct contact with political candidates also have a significant influence on political
efficacy after social media, but Moeller et al. (2014) concluded a more considerable positive impact by a
newspaper for political efficacy. According to the current outcomes, voters who use social media, read
newspapers, or maintain direct contact with candidates for political information have a stronger belief about their
own and candidates' competency to participate in elections or politics. Additionally, the findings reveal that
political efficacy is insignificantly influenced by consuming online news. In contrast, television has an
insignificant negative influence, but Moeller et al. (2014) reported a significant positive impact of online news and
no considerable influence of television. Furthermore, other media like magazines, hoardings, and discussions with
friends and families may positively influence someone's beliefs about politics, but insignificantly.

Apart from these, a significant influence by the multiple media usage for political purposes on political
knowledge is found. More specifically, social media, along with traditional media such as reading newspapers,
attending political rallies, and using hoarding or posters, respectively, as the sources of political information, have
a significant influence to enhance knowledge about politics. Also, the current findings support Alami et al. (2019)
in terms of a positive association of social media with political knowledge and contradict results from Chen and
Chan (2017), where they reported that higher social media consumption leads to lower political knowledge.
Likewise, attending political rallies and reading newspapers have been positively associated with political
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knowledge, as verified by the previous findings (Kentmen, 2010). Scholars revealed that disseminating and
retrieval of news through television (Mujani & Liddle, 2010), online platforms (Shaker, 2009), and radio
(Kentmen, 2010) were observed as significant predictors for enhancing voters' political knowledge. Nevertheless,
radio is observed to be negatively associated but insignificantly.

Lastly, media selection for political news and information has a relationship with political participation, which
is supported by previous results (Bakker & De Vreese, 2011; Dimitrova et al., 2014). However, authors examined
varied information media for fluctuated participation in politics. Sauter and Bruns (2013) appreciated both
traditional media and social media as active media for boosting political participation. Researchers found
newspapers as a prominent source of information for having a positive effect on participation in politics; whereas,
authors concluded the use of social media as one of the predictors for political participation (Chen & Chan, 2017;
Strandberg, 2013; Vitak et al., 2011). Social media usage assists citizens in maintaining direct contact with
political officials that could affect their political attitude, political interest, political knowledge, political behavior,
etc. (Ahmed et al., 2017; Holt et al., 2013; Wang, 2007). The study confirms these outcomes as social media,
newspapers, political rallies, direct contact with candidates, discussion with friends and relatives as prominent
factors which significantly influence political participation.

Implications

Theoretical Implications

Social media is a widely used phenomenon, and many researchers have attempted to observe the impact of social
media usage for political participation, particularly in Western and Arab countries, from different perspectives, but
very few studies have been carried out in India. The results thus highlight some critical aspects related to news
consumption through different media with clear differentiation in media use, political attitude, and participation.

This study emphasizes the significance of new media as well as traditional media on the development of
political attitude and political participation and will add to the literature of media consumption in politics. The
majority of the studies focused on single media, either social media or traditional media, as the usage of new media
has not been explored much in an Indian context, and minimal literature is available that studied the relative
influence of different media. However, this study removes this gap by considering different media for a political
purpose, which is a novelty in itself. This study contributes to the conceptualization of media behavior by
considering multiple media, including traditional media and new media, for political attitude and political
participation.

Managerial Implications

Analyzing the use of different media for political purposes is vital for political parties, political candidates,
marketers and journalists, or media houses. The results will be vital for political parties, candidates, and marketers
to share their message or information depending upon the media's popularity among the voters. Furthermore, the
political parties or candidates need to use a judicious mix of traditional and social media for the campaigns
targeted at a specific kind of audience. To arouse public interest, they can focus on social media and online news
media more than any other media. Similarly, to provide knowledge about the political sphere, social media along
with print media can be opted for; whereas, for political efficacy, direct contact along with social media and print
media can be opted for sharing information.

Moreover, political participation, that is, the actions done by the citizens in response to their decisions, can be
influenced by multiple media. In a nutshell, the political actors can select the media depending on the motive.
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Furthermore, as political leaders, parties, or voters have started shifting to social media from traditional media,
media houses or journalists also need to be present or increase their presence on new media. Also, traditional
media is acting as a watchdog, but social media is like a watchdog over watchdogs. Therefore, the study results
will be helpful for mass communication and journalism to understand the political leaders and party strategies and
communication on new media in addition to voter behavior and feedback.

Conclusion

Information dissemination is not limited to conventional media as the advent of new media has transformed the
entire political scenario. In a democratic country like India, people prefer to have information from different media
like print media, broadcasting media, outdoor media, new media, etc., which may impact their political attitude
and participation. Therefore, the focus is to study the relative influence of different media on political attitude and
political participation. A cross-sectional study using a descriptive research design was conducted, and it is
observed that media use for political information is a significant influencer for political participation, followed by
political attitude, political knowledge, interest, and efficacy. Among all, social media has a relatively higher
significant positive influence, but traditional media cannot be ignored. Therefore, the results will contribute to the
conceptualization of media behaviour while considering multiple media for political information.

Limitations of the Study and Scope for Future Research

The limited availability of literature in the Indian context concerning social media usage for political participation
might have limited our understanding to some extent. The study investigates political participation as a whole.
Future research can be conducted by considering offline and online participation separately. The study is a cross-
sectional study that can be extended using longitudinal data to understand the changes over the years. Also, exact
voting can be considered for specific elections to measure the influence of different media in a particular manner.

Authors’ Contribution

Dr. Manpreet Kaur and Dr. Rajesh Verma conceived the presented idea and formulated the research questions. Dr.
Rajesh Verma developed the research design, and Dr. Manpreet Kaur painstakingly collected the data from the
respondents. Dr. Kaur, using software, applied statistical techniques to analyze the data, and both the authors
discussed the results to bring out quality interpretation. Dr. Kaur drafted the manuscript, and Dr. Rajesh Verma
revised it critically to bring out the final version of the paper.

Conflict of Interest

The authors certify that they have no affiliations with or involvement in any organization or entity with any
financial interest or non-financial interest in the subject matter or materials discussed in this manuscript.

Funding Acknowledgement

The authors received no financial support for the research, authorship, and/or for the publication of this paper.

Indian Journal of Marketing « March 2022 45



References

Abraham, J. (2012). An analysis of the human resource features of political executives engaged in local self
governance. Prabandhan: Indian Journal of Management, 5(6), 4-18.
https://doi.org/10.17010/pijom/2012/v516/60208

Ahmed, M. A., Lodhi, S. A., & Ahmad, Z. (2017). Political brand equity model: The integration of political brands in
voter choice. Journal of Political Marketing, 16(2), 147-179.
https://doi.org/10.1080/15377857.2015.1022629

Alami, A., Mohd Adnan, H., & Kotamjani, S. S. (2019). Examining the impact of using social networks on political
knowledge and political attitude by Iranian University students. Jurnal Komunikasi: Malaysian
Journal of Communication, 35(3), 125-140. https://doi.org/10.17576/jkmjc-2019-3503-08

Alryalat, M. A., Rana, N. P, Sahu, G. P.,, Dwivedi, Y. K., & Tajvidi, M. (2017). Use of social media in citizen-centric
electronic government services: A literature analysis. International Journal of Electronic Government
Research (IJEGR), 13(3),55—79. http://doi.org/10.4018/IJEGR.2017070104

Bakker, T. P., & De Vreese, C. H. (2011). Good news for the future? Young people, internet use, and political
participation. Communication Research, 38(4),451—-470. https://doi.org/10.1177/0093650210381738

Bakshy, E., Messing, S., & Adamic, L. A. (2015). Exposure to ideologically diverse news and opinion on Facebook.
Science, 348(6239),1130—-1132. https://doi.org/10.1126/science.aaal160

Banerjee, S., & Ray Chaudhuri, B. (2018). Influence of voter demographics and newspaper in shaping political party
choice in India: An empirical investigation. Journal of Political Marketing, 17(1), 90-117.
https://doi.org/10.1080/15377857.2016.1147513

Barsaiyan, S., & Sijoria, C. (2021). Twitter blue tick - A study of its impact on society. Indian Journal of Marketing,
51(11),38—52. https://doi.org/10.17010/ijom/2021/v51/i111/159441

Beutelspacher, L., Mainka, A., & Siebenlist, T. (2018). Citizen participation via mobile applications: A case study on
apps in Germany. International Journal of Electronic Government Research (IJEGR), 14(4), 18-26.
http://doi.org/10.4018/IJEGR.2018100102

Boulianne, S. (2015). Social media use and participation: A meta-analysis of current research. Information,
Communication & Society, 18(5),524—538. https://doi.org/10.1080/1369118X.2015.1008542

Chen, Z., & Chan, M. (2017). Motivations for social media use and impact on political participation in China: A
cognitive and communication mediation approach. Cyberpsychology, Behavior, and Social
Networking, 20(2), 83-90. https://doi.org/10.1089/cyber.2016.0174

Cooper, D.R., & Schindler, P. S. (2003). Business research methods (8th ed.). McGraw - Hill Irwin.

Dimitrova, D. V., Shehata, A., Strombick, J., & Nord, L. W. (2014). The effects of digital media on political knowledge
and participation in election campaigns. Communication Research, 41(1), 95-118.
https://doi.org/10.1177/0093650211426004

Edgerly, S., Thorson, K., Thorson, E., Vraga, E. K., & Bode, L. (2018). Do parents still model news consumption?
Socializing news use among adolescents in a multi-device world. New Media & Society, 20(4),
1263—-1281. https://doi.org/10.1177/1461444816688451

46  Indian Journal of Marketing « March 2022



Gil De Zuiiga, H., Puig-I-Abril, E., & Rojas, H. (2009). Weblogs, traditional sources online and political
participation: An assessment of how the internet is changing the political environment. New Media &
Society, 11(4),553 —574. https://doi.org/10.1177/1461444809102960

Gil de Zuiiiga, H., Veenstra, A., Vraga, E., & Shah, D. (2010). Digital democracy: Reimagining pathways to political
participation. Journal of Information Technology & Politics, 7(1), 36-51.
https://doi.org/10.1080/19331680903316742

Gopal, K., & Verma, R. (2018). Brand personality in politics: Scale development and validation. /ndian Journal of
Marketing, 48(2),36—51. https://doi.org/10.17010/ijom/2018/v48/12/121333

Ha, L., Xu, Y., Yang, C., Wang, F., Yang, L., Abuljadail, M., Hu, X., Jiang, W., & Gabay, . (2018). Decline in news
content engagement or news medium engagement? A longitudinal analysis of news engagement since
the rise of social and mobile media 2009-2012. Journalism, 19(5), 718-739.
https://doi.org/10.1177/1464884916667654

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis (7th ed.). Prentice Hall.

Hebbar, S., & Kiran, K. B. (2019). Social media influence and mobile government adoption: A conceptual framework
and its validation. International Journal of Electronic Government Research (IJEGR), 15(3), 37-58.
https://doi.org/10.4018/ijegr.2019070103

Hermida, A., Fletcher, F., Korell, D., & Logan, D. (2012). Share, like, recommend: Decoding the social media news
consumer. Journalism Studies, 13(5—6), 815 —824. https://doi.org/10.1080/1461670X.2012.664430

Hoffmann, C. P., & Lutz, C. (2019). Digital divides in political participation: The mediating role of social media self-
efficacy and privacy concerns. Policy and Internet, 10(2),6—29. https://doi.org/10.1002/poi3.225

Holt, K., Shehata, A., Strombéck, J., & Ljungberg, E. (2013). Age and the effects of news media attention and social
media use on political interest and participation: Do social media function as leveller? European
Journal of Communication, 28(1), 19 —34. https://doi.org/10.1177/0267323112465369

Jung, N., Kim, Y., & Gil de Zuniga, H. (2011). The mediating role of knowledge and efficacy in the effects of
communication on political participation. Mass Communication and Society, 14(4), 37-41.
https://doi.org/10.1080/15205436.2010.496135

Kaur, M., & Verma, R. (2018a). Social media: An emerging tool for political participation. In, Media influence:
Breakthroughs in research and practice (pp. 1-8). IGI Global. https://doi.org/10.4018/978-1-5225-
3929-2.ch001

Kaur, M., & Verma, R. (2018b). Demographics, social media usage, and political engagement in Punjab. Indian
Journal of Marketing, 48(11),43 —55. https://doi.org/10.17010/ijom/2018/v48/i11/137984

Kentmen, C. (2010). Mass media use and citizens' knowledge about the EU: The Turkish case. Turkish Studies, 11(4),
625—641. https://doi.org/10.1080/14683849.2010.540117

Kizgin, H., Jamal, A., Rana, N., Dwivedi, Y., & Weerakkody, V. (2019). The impact of social networking sites on
socialization and political engagement: Role of acculturation. Technological Forecasting and Social
Change, 145,503 —512. https://doi.org/10.1016/j.techfore.2018.09.010

Indian Journal of Marketing « March 2022 47



Kononova, A., Alhabash, S., & Cropp, F. (2011). The role of media in the process of socialization to American politics
among international students. International Communication Gazette, 73(4), 302-321.
https://doi.org/10.1177/1748048511398592

Ksiazek, T. B., Malthouse, E. C., & Webster, J. G. (2010). News-seekers and avoiders: Exploring patterns of total news
consumption across media and the relationship to civic participation. Journal of Broadcasting &
Electronic Media, 54(4),551—568. https://doi.org/10.1080/08838151.2010.519808

Lee, C. S., & Ma, L. (2012). News sharing in social media: The effect of gratifications and prior experience.
Computers in Human Behavior, 28(2),331-339. https://doi.org/10.1016/j.chb.2011.10.002

Moeller, J., De Vreese, C., Esser, F., & Kunz, R. (2014). Pathway to political participation: The influence of online and
offline news media on internal efficacy and turnout of first-time voters. American Behavioral Scientist,
58(5),689—"700. https://doi.org/10.1177/0002764213515220

Mohamed, E., Douai, A., & Iskandar, A. (2019). Media, identity, and online communities in a changing Arab world.
New Media & Society, 21(5),1035—1042. https://doi.org/10.1177/1461444818821360

Mujani, S., & Liddle, R. W. (2010). Indonesia: Personalities, parties, and voters. Journal of Democracy, 21(2), 35—49.
https://doi.org/10.1353/j0d.0.0160

Panopoulou, E., Dalakiouridou, E., Tambouris, E., & Tarabanis, K. (2012, September). Citizens' evaluation of an
online argument visualization platform for eParticipation. In, International Conference on Electronic
Participation (pp. 49 —60). Springer.

Rojas, H., & Puig-i-Abril, E. (2009). Mobilizers mobilized: Information, expression, mobilization and participation in
the digital age. Journal of Computer-Mediated Communication, 14(4), 902-927.
https://doi.org/10.1111/j.1083-6101.2009.01475.x

Saji, T. G. (2018). Users' motivation and attitude towards print media among college students in Kerala : Implications
for the design of dissemination strategies. Indian Journal of Marketing, 48(4), 30-46.
https://doi.org/10.17010/ijom/2018/v48/i4/122624

Santekellur, V. J., Hosamani, A. P., & Singh, A. (2014). An empirical study on political communication in the digital
age. Indian Journal of Marketing, 44(2),26—36. https://doi.org/10.17010/ijom/2014/v44/i12/80446

Sauter, T., & Bruns, A. (2013). Social media in the media: How Australian media perceive social media as political
tools. http://cci.edu.au/socialmediainthemedia.pdf

Shah, K., & D'Souza, A. (2009). Advertising & promotions an IMC perspective (skimming and scanning). Tata
McGraw - Hill.

Shaker, L. (2009). Citizens' local political knowledge and the role of media access. Journalism & Mass
Communication Quarterly, 86(4), 809-826. https://doi.org/10.1177/107769900908600406

Sharma, P., & Grover, A. (2021). Does political marketing strategy affect performance of national political parties in
Lok Sabha elections? Indian Journal of Marketing, 51(4), 27-43.
https://doi.org/10.17010/ijom/2021/v51/i4/158469

Stétka, V., & Mazak, J. (2014). Whither slacktivism? Political engagement and social media use in the 2013 Czech
Parliamentary elections. Cyberpsychology, 8(3), Article 7. https://doi.org/10.5817/CP2014-3-7

48  Indian Journal of Marketing « March 2022



Strandberg, K. (2013). A social media revolution or just a case of history repeating itself? The use of social media in the
2011 Finnish parliamentary elections. New Media & Society, 15(8), 1329-1347.
https://doi.org/10.1177/1461444812470612

Trivedi, S., & Dikshit, S. K. (2020). Facebook posts: Exploration and comprehension of sensationalism.
Prabandhan: Indian Journal of Management, 13(8-9), 42-58.
https://doi.org/10.17010/pijom/2020/v13i8-9/155232

Velasquez, A., & Quenette, A. M. (2018). Facilitating social media and offline political engagement during electoral
cycles: Using social cognitive theory to explain political action among Hispanics and Latinos. Mass
Communication and Society, 21(6), 763—784. https://doi.org/10.1080/15205436.2018.1484489

Vitak, J., Zube, P., Smock, A., Carr, C. T., Ellison, N., & Lampe, C. (2011). It's complicated: Facebook users' political
participation in the 2008 election. Cyberpsychology, Behavior, and Social Networking, 14(3), 107-114.
https://doi.org/10.1089/cyber.2009.0226

Wang, S.- 1. (2007). Political use of the internet, political attitudes and political participation. 4sian Journal of
Communication, 17(4),381-395. https://doi.org/10.1080/01292980701636993

Zhang, W., Johnson, T. J., Seltzer, T., & Bichard, S. L. (2010). The revolution will be networked: The influence of
social networking sites on political attitudes and behavior. Social Science Computer Review, 28(1),
75-92. https://doi.org/10.1177/0894439309335162

About the Authors

Dr. Manpreet Kaur is an Assistant Professor at GNA University. Her research area is political marketing and
social media marketing. She has published 11 research papers in Scopus, ABDC, and UGC - Care listed
journals; one case study; and three chapters in edited books. She has presented papers in international as
well as national conferences, including l1Ts and lIMs.

Dr. Rajesh Vermaiis a Professor at Lovely Professional University, India. His research interests entail areas

like business models, political marketing, & market orientation. He has received Fellowship and grants
from UGC, India; UKIERI; European Union; and DST, Government of India.

Indian Journal of Marketing « March 2022 49



