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ABSTRACT 

The purpose of this study is to understand the impact of new media on Political Campaigns during elections among Urban Young Adults 
with special reference to India. New Media has introduced a digital platform like Facebook, Twitter, WhatsApp, YouTube, Instagram etc. that plays 
an integral part for political campaigns. People in India especially the urban youth spend their maximum time online, the credit goes to the new 
media popularity and easy Internet access in urban part, providing a great platform for political communication among youths that motivates them to 
get involved in the political activities. In an attempt to understand this research topic, A structured survey questionnaire was sent out via Google 
forms only to 150 samples between the age group of 18 – 40 years, both men and women belonging to three major divisions of Mumbai City - 
Central, Western and Harbour. The findings of this research show new way of electoral campaigning on new media and its impact on the urban 
Indian youth.  Political campaigns on new media plays an important role influencing young minds and developing their direct involvement in 
political activities. There have been many researches on the impact of New Media political communication among its users, but the relevance of this 
thesis is understanding the impact of new media on political campaigning especially among the urban Indian young adults. So, this study will be 
providing a closer insight that helps future studies on similar topic. 
 
Keywords: New Media, Political Communication Youth, Political Campaigns, Social Networking Sites. 
 
INTRODUCTION 
1.1 Introduction 

In recent years, new media have become an integral part of political communications especially during the election campaigns. Since the 
Internet age began, recent boom of new media has changed the atlas of communication. The communication has evolved from social media instant 
messaging to debate, discussion, interactive communication for the reluctant young Indians to actively engage in political, economic and other social 
issues. New media giant like the social media platforms are the most recent and rapidly growing phenomenon in this context of Communication. This 
paved way to all political parties adopting political campaigns on new media to receive process and circulate political communication and 
information in a new way. Social Media played a vital role in this. Social media tools such as Twitter, Facebook, YouTube and other social networks 
are now considered as politically transformative communication technologies as classical media such as newspaper, radio and television. This 
research’s focal point is the contribution of political campaign on new media during elections in creating impact among urban Indian youth. The 
2014 parliamentary general election in India marked a transitional phase in political campaigning through new media. The purpose of this study is to 
understand since then the impact of political campaign during election among the urban Indian youths. 
 
1.2 New Media 

According to the New Media Institute, the term "New Media" is defined as all that is related to the internet and the interplay between 
technology, images and sound. It is the digital media channels of individuals lives with the development of information and communication 
technologies. It includes different forms of electronic communication made possible through the use of computer technology. New media is the 
modified techniques of communication that evolves along with technological development resulting the term “new media” cannot be described in a 
single or uniform way. 

 
New media is referred to any interactive digital media which is distributed through the Internet or the World Wide Web. So today the most 

popular and instantaneous communication is Internet and a core element that differentiates new media from other form of communication. This 
means without internet new media does not exist. It is any form of Media – From newspaper, a website or email, blogs to music and podcasts, to 
mobile phones and streaming apps, any internet-related form of communication that are delivered digitally. 

 
The key features of this new media are:  
Convergence- New media is that one device used to access a wide variety of media. For example, a mobile phone has replaced calculator, radio, 
wrist watch and even newspaper to a great extent. Mobile phones can be used for watching films and videos, listening to music, accessing social 
media, reading books, reading newspapers, accessing websites, playing games etc. 
Interactivity- Old traditional media generally confine itself to broadcast dynamics and one-way centralized communication. New media is based on 
interactivity it often facilitates more interaction than old media. The audience are able to engage in a reciprocal, two-way communication. For 
example, Application Software, social media- Tweets, post, comment, Website that allows user to navigate, communicate and participate. 
Audience/user power- New Media’s interactivity gives power to the audience. “Compared to audiences ten years ago, today’s new media audience / 
users have access to unlimited amounts of content and are consuming it on an increasingly diverse range of technologies and digital platforms,” says 
Jennifer Cooper, global head of Media and Communications Industry Strategy and Solutions at Microsoft. For example- The audience are able to 
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influence media content through their interaction, or even create and share the content themselves. (Instagram reels, Tik Tok videos, Facebook Post 
etc) 
Accessibility- New media is free media. The internet explosion has emphasised the accessibility of new media. Once the user has the devices and the 
internet access, they are able to get instant access to a vast array of media content, much of which free of cost. 
 
 1.3 Evolution of New Media 

New media emerged in the late 1980’s when the entertainment platforms, like Radio, Television and Newspapers, played a prominent 
political role and gave rise to the infotainment genre. Then when the Internet debuted in 1984, the world began to witness a dramatic change; what 
led to the emergence of new media over the past three decades. The growth and development of the New Media has changed how we shop, how 
we’re entertained, how we communicate, and how we gather information and get the news. Later with the commercialization of the internet in 1990’s 
new media started to develop and represent a massive change to the way information, communication, entertainment and commerce were organised 
and produced. By early 2000’s Computer screen become a ‘home-information entertainment centre’ where a user could access television shows, 
movies, music, books, newspaper, magazines and lot of other content on a computer. With G-talk and Skype, Computers and laptop started replacing 
telephones creating virtual world almost parallel to real world which in turned helped in the emergence of new Media. 
 

The conventional mass media like radio, television and print which were distinct and discrete primarily stand-alone after the introduction of 
new media. New media on the other hand developed a close association with other media and gained interactive element. For instance, we can notice 
that in the last ten years Speed and immediacy are two greatest virtues of new media. With just a mouse click whole world comes before the person. 
3G and 4G technologies turn the entire scenario and help to develop new media. New Media has not only changed the way consumers consume 
media but also had created a certain kind of impact on the producers as well. One cannot perceive new media as something stagnant, it is dynamic 
and evolving. While understanding the emergence of new media we need to keep one very important factor in mind that all that is considered as new 
eventually becomes old. 
 
1.4 Examples of New Media 

New media trends, numbers of online channels to attract certain users with specified needs. User friendly and most popular form of new 
media are social networking sites like; Facebook, YouTube, Twitter, WhatsApp and Instagram that connects people all over the world. Hundreds of 
different new media platforms are also available with different set of features. Few of them are – 
 
1.4.1 Facebook 

  
 
(Image 1.4.1: Facebook Logo) 
 

Facebook is an American for-profit organization and an internet social media and social networking carrier based in Menlo Park, 
California. Facebook is one of the reigning champs of social media sites, A spot where friends connect and share online is nowmore than just a 
meeting place for friends, Facebook has grown into a venue for marketing businesses. It allows interaction with customers and self-promotion. 
Facebook is a powerful interactive tool providing great space to keep users informed, develop brand identity, and broaden their reach. 
 
 Users: 1.79 billion daily active users worldwide  
 Audience: Generation X and millennials  
 Industry impact: B2C 
 Best for: Brand awareness; advertising 
 
1.4.2 YouTube 
 

 
 (Image 1.4.2: You Tube Logo) 
 

YouTube is an online video platform owned by Google. It’s a popular video platform providing several ways to watch videos, including 
the website, the mobile apps, and permitting other websites to embed them. Content available on YouTube includes music videos, video 
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clips, short and documentary films, audio recordings, movie trailers, live streams, and video blogs etc. It’s a User generated platform by individuals, 
but media corporations also publish their videos. Besides watching and uploading, registered users can comment on videos, like/dislike them, create 
playlists, and subscribe to other users. 
 

 Users: Over 2 billion logged-in monthly users worldwide 
 Audience: Millennials, closely followed by Generation Z 
 Industry impact: B2C  
 Best for: Brand awareness; entertainment, and how-to videos 

 
1.4.3 Twitter 
 

          
(Image 1.4.3: Twitter Logo) 
 

Twitter is an American microblogging and social networking service on which users post and interact with messages known as "tweets”. 
Twitter allows registered users to post, like, and retweet tweets, unregistered users can only read them. Unlike Facebook users cannot write long post 
on twitter, Tweets are with restricted characters originally restricted to 140 characters, but was doubled to 280 for non-CJK languages in November 
2017. Audio and video tweets remain limited to 140 seconds for most accounts. 
 
 Users: 186 million daily active users worldwide  
  Audience: Primarily millennials  
  Industry impact: B2B and B2C  
  Best for: Public relations; customer service 
 
1.4.4 WhatsApp 

 
(Image 1.4.4: WhatsApp Logo) 
 

A popular messenger, WhatsApp Messenger is an American freeware, cross platform centralized for messaging and Voice- over- IP (VoIP) 
service owned by Facebook, Inc. It allows its user to send text messages, Images and other Documents (PDF, Word, PPT etc). WhatsApp user 
can make voice and video calls, and share user locations, and other content. 
 
 Users: 450 million monthly active users worldwide  
  Audience: Baby boomers, Generation X, and millennials  
  Industry impact: B2B  
  Best for: B2B relationships, business development, and employment marketing 
 
1.4.5 Instagram 
 

 
(Image 1.4.5: Instagram Logo) 
 

Instagram is launched by Kevin Systrom and Mike Krieger in October 2010. The word Instagram is a portmanteau of instant camera and 
telegram. Very popular among youth, Instagram allows users photograph-sharing utility and carrier that permits users to share photographs and 
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movies either publicly or privately to pre-accepted followers. Instagram Stories, Reels and Filters is the trend that is very popular among millennials. 
The users can even upload hash tags to their posts, linking the photos up to different content material on Instagram presenting the same challenge or 
universal subject matter. Instagram facilitates users to connect their account to other social media profiles, enabling them to percentage pictures to 
those profiles as properly. It allows users to upload content and share live video which accessible across the World. 
 
 Users: 1 billion monthly active users  
  Audience: Primarily millennials  
  Industry impact: B2C  
  Best for: Natural-looking media, behind-the-scenes, and user-generated content; advertising 
 
1.5 New Media and Political Efficacy 

New media have been playing an increasingly central role in elections providing opportunities to the young population for political 
discussion through various online groups, pages, and accounts. Emergence of New media has developed the interests toward politics of its users and 
improved political efficacy creating online and offline political engagements. It has triggered changes in the political campaign, strategies of political 
parties, candidates, and political organizations, reshaped election media coverage and influenced voter engagement. Almost every politician, political 
parties, and political think tanks are all using social media platforms, like Facebook and Twitter, to communicate with and engage voters. New media 
has an important role in political efficacy and real-life political participation. 
1.6 Rise of New Media Political campaigns 

New Media provides a multi-layered environment for political communication. Over the decade new media is known to be an emerging 
media for politically polarized activities and a niche source associated with extreme political ideological appeal to growing sections of the audience 
especially the young urban youth. Rise of New media political campaigns is highlighted by the fact that the young population active on social 
networking sites are influenced in urban constituencies compared in the past, when India’s urban, educated voters have largely shied away from the 
voting booth. Today out of the top eight India’s metros consisting of 53 cities constitutes greater than 80% of social media users.  

 
New media has transformed political campaigning in multifarious ways. To state the obvious, India has undergone a big change in the 16 th 

Lok Sabha Election from the day elections were announced to the day polling ended, 29 million people in India conducted 227 million online 
interactions (posts, comments, shares, and likes) regarding the elections. Throughout 2014’s Indian parliamentary elections, the influencing BJP 
political leader Mr. Narendra Modi made use of many new media verticals to a high level compared to the competitive leader Mr. Rahul Gandhi of 
Congress party and is so attributed to role model or hero of new media technology. 

 
(Image 1.6: Tweet Narendra Modi) 
 

As an occasion, the victory message posted by Mr. Narendra Modi - India has won! भारत क  िवजय। अ छे िदन आन ेवाले ह।(Tweeted by Narendra 
Modi) This message became the most retweeted message in India, reaching almost 113,659 retweets. The same message was shared on Facebook and 
the message received 48K shares along with 367K likes. 
 
1.7 New Media Political campaigns mobilizations 

A powerful political mobilization has been observed to go beyond voting, however also, in inducing participation inside the complete 
political manner and structures. Political commitment refers to the level at which a voter or constituency is mobilized and stimulated to take part in 
political approaches. For this reason, New Media and the political campaigning on new media is considered as a gadget that meets the need of the 
political agenda. Political methods in current years have all been characterized through the usage of social media for political mobilization. Social 
community websites such as Facebook, Twitter and YouTube are considered significant channel of communication due to their popularity among 
youths and social and interconnectivity factors. 

  
The influence of new media on elections has been growing continuously. New media campaigns provide an advance platform for 

development of political representative in term of spreading their thoughts, to catch issue on development and to create assistance group in society 
that help political parties to woo voters. Political elections force the citizens of country on to social media and new media application where a lot of 
content is liked, shared at every day. Social media has become more powerful in compare to other advertising process noticed in election. 
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Three Types of Political campaigns Mobilization includes: 
Associational mobilization: It’s the political mobilization built on the relationship between new media and its users to create collective actions. 
Social movements: Even though this form of mobilization for collective action was much less established earlier but has developed in the past five 
years. 
Youth involvement: This shape of political mobilization is done through developing opportunities for the young people to take part in real political 
approaches making them easily mobilized for collective motion while the want arises. 
 
1.8 New Media and Urban Youth 

New Media has a marginalization impact on the level of youth participation and engagement in social, political and economic processes. 
Youths’ participation in political activity through new media is increasingly recognized as an important objective. The opportunities new media 
provides for young people are expected to influence their development and their political views. Additionally, the increasing importance of New 
Media as a source of information and political news has instigated youth’s political discussion, knowledge and participation related to promoting 
more political awareness among young people. 
 
1.9 Organisation of thesis 

Chapter one begins with generally introducing the topic and then coming to the point to study the Impact of New Media on Political 
Campaigns during elections among Urban Indian Young Adults. 

 
Chapter two is the review of literature about my topic, dividing the chapter into three major sections of previously done international, 

national and local studies in the field of my topic. 
Chapter three describes the research methodology that will be used by me to arrive to a conclusion. 
Chapter four compiles all the most important data received in the survey and analyses them to reach conclusions. 
Chapter five are the discussions and conclusions regarding the survey. 

1.10 Summary 
This chapter explains what new media and new media political campaigning is and what impact it has on urban Indian youth during 

election. Also, explains about the popular new media platforms like; Facebook, YouTube, Twitter, WhatsApp and Instagram that are popular among 
the young people. 
 
REVIEW OF LITERATURE 

According to the University of Wisconsin Writing Centre, A literature review is a “critical analysis of a segment of a published body of 
knowledge through summary, classification, and comparison of prior research studies, reviews of literature, and theoretical articles”. This segment is 
the review of literature of the topic the researcher has chosen to study. 
 
2.1 International Studies: 

Diana Owen (2014), chapter in the book, ‘New Media and Political Campaigns’ explains new media’s influence on elections has been 
substantial. The role of New Media on political campaigns during election provide a laboratory for the development of political norms that carry over 
post-election political application in subsequent contests for media politics. New media constitute an abundant source of election information for an 
increasing number of voters. While television remains the main source of election news for a majority of people, online sources are gaining 
popularity among the millennials. She further adds that, the social media innovations in America that rose to prominence in the 2008 presidential 
contest became standard form of practice in the 2010 midterm elections and helped to set the stage for the more prolific development of political 
applications. As technology tends to continually advance the number of social media platforms proliferates, diversifying the election media 
environment specialized, and fragmented. Facebook, Twitter, and YouTube these mammoths of new media have been joined by a host of platforms, 
such as Reddit, Pinterest, Snapchat, and Vine, that support political campaign activities. 

 
In her case study, Sadia Jamil (2018), ‘Politics in a Digital Age: The Impact of New Media Technologies on Public Participation and 

Political Campaign in Pakistan’s 2018 Elections – A Case Study of ‘Karachi’, she explains that the use of new media in election campaigns is not a 
recent trend; and its significance has increased steadily over time, and it is widely recognized that the emergence of new media technologies has 
altered the course of election campaign overall. Thus, becoming the vital source of communication for candidates during election campaigns in many 
countries of the world. She further explains that New Media technologies are recognized as a powerful influence on the public's access to information 
and government’s documents, the public gets an online space for gaining political knowledge, that influence them to participate in opinion polls, 
political discussions through blogging, tweeting and expressing their opinions across a range of social media networks. 

 
Author Allison Gosman (2016), in his study, ‘Real life lessons: Social media and the 2016 presidential election’ explained that social 

media, “has become a powerful channel for political parties to develop political campaign for their communication plans that helps in hitting back at 
their opponents, and quickly creating viral content that hundreds and thousands of followers disseminate to their peers.” Thus, proving itself to be a 
powerful mechanism for generating political communication, leading to the creation of content that candidates and supporters can share and used to 
increase awareness, engage public, and appeal for votes. He further adds that paired with traditional political analytics like party affiliation and exit 
polls, social media are useful in predicting voter behaviour. The evolution and trends of social media in political campaigns helps in understanding 
the reach, capabilities, and mechanics of the political campaigns which are essential to politics in the 21st century.  
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2.2 National studies 

Rahul Kushwaha (2019), in his paper, “Impact of New Media in Political Communication in 2014 Parliamentary Elections” explained that 
the influence of new media in elections has been growing continuously and has been used to get more engagement among the common people 
especially in youth voters through political campaigning. New media campaigns are providing an advance laboratory for development of political 
representative in terms of spreading their thoughts, to catch issue on development and to create an assistance group in society like volunteers forcing 
the political participation, of national citizens on to social media and new media application where a lot of content is liked, shared at every day. He 
further adds that social media giants like Facebook and Twitter have become more powerful in compare to other advertising process noticed in 
election specifically, in 2014 Indian popular elections wherein over 150 million first-time voters between the ages of 18-23 years were predicted to 
forged their votes (Swamy, 2014). 

 
Narasimhamurthy N, (2014) in his study, ‘Use and Rise of Social media as Election Campaign medium in India’ has explained, the 

relationship between the use and rise of social media as tools for Indian political party’s election campaign. Social Media, a popular form of new 
media, is assumed to play a central role in attracting voters and especially the generation of young adults in India. Social media helps political 
communities and its candidates to reach large number of voters effectively in a very short period. Unlike traditional media, social media allow 
politician to actively engage and communicate with their potential voters. Social media platforms, such as Twitter, Facebook and YouTube provide 
reactions, feedback, conversations and debates generation online. Posted messages are shared and multiplied, which allows an audience to be reached 
in a more targeted manner and vice versa, without the intermediate role of mass media.  

 
 
2.3 Local studies 

Gayatri Wani and Nilesh Alone (2014), in their Study, ‘A Survey on Impact of Social Media on Election System’ has mentioned that in this 
world of New Media, Google is the answer to any question one may have. The technology revolution which is called Internet has changed the world 
by connecting people across the globe. Their study further explained with the increased use of social media, social media has become a vital tool for 
election campaign. Today youth is increasingly using numbers of social sites such as Facebook, Twitter, WhatsApp, Blog and LinkedIn as platforms 
for communicating with friends, family and work colleagues. So social media is used as an influential channel among the Indian youth for political 
activities where elections and electoral campaigns have a central role, and youths are the target. 

 
Darshan B.M and Kalyani Suresh (2019), in their Study, ‘The ‘Social’ in Political Communication:  Social Media Enabled Political 

Discourse’, Engagement and Mobilization in India’ has explained that with the advent of digital media along with the recent boom of smartphones 
has changed the atlas of communication. The ubiquity of social media has led to its increased use in all aspects of communication as against 
conventional media, and politics is not an exception. They further add the role of social media in political discourses, engagement and mobilization is 
widely practiced and realized and has become an important mode of political communication in India. Their paper mainly explores almost all 
political parties and politicians in India have Facebook and Twitter accounts and their political campaigning through these social media is mainly 
aimed at the youngsters and the middle class. Unlike the previous elections, the 2014 election has witnessed the strategic use of social media in the 
Indian election. Since then, political communication in India has redesigned its future. 
 
2.4 Theoretical framework 

According to the University of Southern California’s Library Guide, a theoretical framework is the research from previous literature that 
defines a study’s core theory and concepts. In social science research, previous research serves as the basis for future research. Social scientists use 
the theoretical framework to craft a logical argument for a need for their research. The theories used to validate this study are- self-concept, uses and 
gratification theory and cultivation theory. 
 
2.4.1 Magic Bullet Theory / Hypodermic Needle Theory  

Hypodermic needle theory, also known as magic bullet or transmission belt theory, was promulgated by Harold Lasswell in 1920s. It was 
written in the book “Propaganda Technique” in the World War. 

 
The theory is a linear model of communication and talks about media’s power on audience. The message, in this theory, is said to be like a 

magic bullet which enters the minds of the audience and injects a particular message. The words bullet and needle are used to show the 
powerlessness of the audience as media impacts public opinion and behaviour change. The theory explains how media controls what the audience 
views and listens to and the effects, which can be immediate or later in the future. 

 
This theory when applied to my research paper will make us understand how new media forms a particular bullet like message and injects 

it in the mind of people that is, to elicit a specific response, people react in the same manner to a message. The theory also suggest that it is beneficial 
for the survey part of my research paper wherein will study the impact of new media on political campaigns during elections among the urban young 
adults. 
 
2.4.2 Agenda Setting Theory  

This theory suggests that the media can’t tell you what to think, but it can tell you what to think about. The term agenda setting theory was 
first used by McCombs and Shaw (1972). This theory elaborates the connection in terms of relationships between the emphasis that the mass media 
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put forward as an issue and the media user’s or the audience’s reaction or attributes to such issue. And so, the agenda setting theory is rightly termed 
as a theory that discusses on how the mass media influences in making a certain issue as a public agenda. 

 
Agenda setting theory is used in a political advertisement and campaigns, business and other news, PR (public relation) etc. The main 

concept associated with the theory is gatekeeping. Gatekeeping is in-charge of and has control of the selection of content discussed in the media. The 
main gatekeepers of media are the Editors itself. The news media decides ‘what’ events to broadcast and show through the media ‘gates’ on the basis 
of ‘newsworthiness’. For e.g.: News Comes from various sources, editors choose what should appear and what should not that’s why they are called 
as gatekeepers. 

 
Applying the Agenda setting theory to my study will aid to conjecture the premise better, it will grant us with an understanding of political 

campaign on new media and its impact, where political party is the gatekeeping in charge making decision about the political campaigns on new 
media, what should appear and what should not and what message is repeated to have an impact on the audience. 
 
2.4.3 Propaganda Theory  

Edward. S. Herman and Noam Chomsky (1988) in their book ‘Manufacturing Consent – The Political Economy of the Mass Media’ 
introduced the Propaganda model of media control. This theory was proposed to state how propaganda works in a mass media. The model tries to 
understand how the population is manipulated, and how the political, social, economic, attitudes are fashioned in the minds of people through 
propaganda.  

 
In accordance to my study this theory is applicable wherein will understand the purpose of political campaign on new media that is 

designed to persuade, influence and manipulate opinions, emotions, attitudes or behaviour by exaggerating the truth and using hidden messages. 
 
2.4.4 Uses and Gratification Theory  

Uses and Gratification theory is credited to Jay Blumler and Elihu Katz’s work in 1974. Uses and Gratification Theory is an approach to 
understanding why and how people actively seek out specific media to satisfy specific needs. UGT is an audience-centred approach to understanding 
mass communication. Even for communication, say – interpersonal, people refer to the media for the topic to discuss among themselves. By referring 
to the media, they gain more knowledge and exposure to the world beyond their limited eyesight. 

 
Uses and gratification theory can be seen in my study as this study have in the fact that the young urban Indian adults prefer new media to a 

greater extent. Furthermore, the study is to test whether the uses and gratification concept is adequate for analysing the motivation and behaviour of 
new media users for socializing, communicating and discussing political issues and activities. 
 
2.5 Summary 

This chapter highlights all the previously done studies which are important to the current study done by me. It ranges from new media to it 
effects, to the impact of political campaign on new media during elections and its impact on urban Indian young adults. 
 
RESEARCH METHODOLOGY  

According to Derek Jansen (MBA) and Kerryn Warren (PHD) Research methodology simply refers to the practical “how” of any given 
piece of research. More specifically, it’s about how a researcher systematically designs a study to ensure valid and reliable results that address the 
research aims and objectives.  
 For example, how did the researcher go about deciding:  
 What data to collect (and what data to ignore) 
 Who to collect it from (in research, this is called “sampling design”) 
 How to collect it (this is called “data collection methods”) 
 How to analyse it (this is called “data analysis methods”)  
 
3.1 Research design 

The research will be made thorough by conducting a Quantitative study wherein the responses of the sample space will be collected via a 
structured questionnaire made in Google forms. The forms will also be circulated online through WhatsApp, Email. Data collection method is 
primary assisted by secondary data collection method. The time period of this study was two months starting from April 2021 and ending in May 
2021. 
 
3.2 Need of the study 

This study is needed to understand the impact of new media on political campaigns during elections among urban Indian young adults. The 
technological innovations and development over the past decade have brought in significant changes resulting in the emergence of new media. India 
could not expel from these technological development and emergence of new media had adopted it in a very stronger way. Today almost every nine 
persons out of ten have access to internet, which is the most instantaneous communication a core element which differentiates new media from other 
form of communication. That mean without internet or computer or smartphones we cannot think about the new media communication process. 
Keeping eye on the emergence of new media in India, and its popularity among young Indian adults. New media Political communication strategy is 
adopted by leaders to influence public concerns, opinion, public knowledge, beliefs and action on political matters. This study will also help to 
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identify how new media platform is now playing a vital role to spread the political communications in rapid way with tremendous effect and 
influencing the urban Indian young adults with new media political campaigns during elections. 
  
3.3 Statement of the problem 

Through this research, I intend to understand the role played by new media in creating political campaigns (communication) during 
elections among urban Indian young adults. My goal is to study the urban Indian adults’ role during election after consuming the political 
communication through new media platforms. In other words, to understand how “crucial the New media 'political campaign' is and how its content 
and purpose" greatly influence the young Indian urban adults. 
 
3.4 Purpose of the study 

The purpose of the study is to analyse the recent trends in relation to the use of new media in political campaigning and mobilizing the 
impact of new media political campaigns among young Indian urban adults. Since, the usage of new media is getting momentum in engaging the 
public in political debates/moves especially with model of e-campaigning during election time, it would be pertinent to understand its vital role in 
developing the young minds political behaviour. The present study would strive to find out the interrelationship between the socio-political fabric of 
the country and the communication process initiated by the new media tools. Further the study would also attempt to know the strategic moves of the 
political parties specially to use new media in political campaign, implications and limitations of new media in the same, whether new media may be 
an effective tool for it or is it only successful while being a part of a convergent system. Therefore, the study aims to study the impact of new media 
on political campaigns during elections among urban Indian young adults. 
 
3.5 Objectives of the study 
a) To study the impact of new media on political campaigns during elections among urban Indian young adults. 
b) To analyse whether the Indian young adults get influenced by the political campaigns on new media. 
c) To study why and how new media sets standards about the political campaigning during election times and decide whether it will impact or it will 
not impact the political behaviour among urban Indian young adults. 
d) To study how new media’s popular platform social media giants like Facebook, Twitter, Instagram, WhatsApp etc. plays a prime role in 
influencing the young urban minds during elections. 
 e) To study how the participation of youth in political discourses has increased after the advent of new media. 
f) To study an endeavour to find out how new media attitudes are being an important force in understanding the changed designs of political 
campaigning through open-ended or non-cued questions in the survey questionnaire. 
 
3.6 Scope and significance of the study 
a) To study the Significance of New Media in political campaigning during election time. 
b) To analyse whether urban Indian young adults are influenced through political campaign on new media during elections. 
c) To understand how new media’s influence on elections campaigns has been substantial. 
d) Political candidates have incorporated new media into their organizational strategies for informing, contacting, and mobilizing voters especially 
young adults, through my study I intend to understand same. 
e) Not many studies are conducted on the new media that focus on the political campaign through new media and its impact on young Indian urban 
adults. I intend to do the same through my study and understand the impact in detail. 
f)  To contribute a study that helps to understand the vital role of new media on political campaigns during elections among urban Indian young 
adults. 
3.7 Hypothesis of the study 
1 - New media has become an integral part of political communications during election campaigning. 
2 - New media has given a new platform such as Facebook, Twitter, Instagram, WhatsApp, YouTube etc. to the political parties and the voters, these 
are becoming an easy tool for the political leaders to interact with their voters especially the young minds. 
3 - New media are changing the mindsets of the youths of this generation, especially the urban youth who have easy access to internet. 
4 - Urban young adults find New Media more relevant than the traditional form of media. 
5 - New Media has rapidly grown in importance as a forum for political activism in its different forms. 
6 - Urban Indian youths are active on Internet and one of their past times is using social networking sites.  
7 - The role of the new media in determining the political participation and voting behaviour is vital. 
8 - New media is a platform used by urban Indian youths for voicing political opinion. 
9 - Political Campaign on New media are about Political Parties. 
10 - Urban young adults’ access to the Internet have a strong potential for expanding online political participation. 
3.8 Study variable 

My study depends on survey to prove my hypothesis, which would not be possible without classifying dependent and independent variables 
for the same. 
3.8.1 Independent variables 

According to the website researchbasics.education.uconn.edu the definition given by University of Connecticut, independent variables are 
that factors which are measured, manipulated, or selected by the experimenter to determine its relationship to an observed phenomenon. “In a 
research study, independent variables are antecedent conditions that are presumed to affect a dependent variable. They are either manipulated by the 
researcher or are observed by the researcher so that their values can be related to that of the dependent variable. 



 
Cover Page 

  

  
 
DOI: http://ijmer.in.doi./2021/10.07.157 

            

 

ISSN:2277-7881; IMPACT FACTOR :7.816(2021); IC VALUE:5.16; ISI VALUE:2.286 
Peer Reviewed and Refereed Journal: VOLUME:10, ISSUE:7(8), July: 2021 

Online Copy of Article Publication Available: www.ijmer.in 
Digital certificate of publication: http://ijmer.in/pdf/e-Certificate%20of%20Publication-IJMER.pdf 

Scopus Review ID: A2B96D3ACF3FEA2A 
Article Received: 4th July  

 Publication Date:30th July 2021 

 

 
26 

 

For example, in my research study the independent variable is – Urban Young Adults (Gender and Socio- economic background) 
 
3.8.2 Dependent variable 

According to the website researchbasics.education.uconn.edu the definition given by University of Connecticut, dependent variables are 
that factors which are observed and measured to determine the effect of the independent variable, i.e., that factors that appears, disappears, or varies 
as the experimenter introduces, removes, or varies the independent variable. “In a research study, the independent variable defines a principal focus 
of research interest. It is the consequent variable that is presumably affected by one or more independent variables that are either manipulated by the 
researcher or observed by the researcher and regarded as antecedent conditions that determine the value of the dependent variable.  

 
For example, in my research study the dependent variable is – New Media Political Campaign 
 
3.9 Detailed description of locale of the study 

The sample space for this study constitutes of 180 samples from three major divisions of Mumbai- Central, Western and Harbour. 
 
3.9.1 Selection of samples  

These 150 samples were selected through simple random sampling technique. Their responses were collected via a structured questionnaire 
circulated through Google forms. 
 
3.10 Distribution of sample size and study area 

Sr. No. Study Area Number of Respondents 
1. Central Division 50 
2. Western Division 50 
3. Harbour Division 50 
  Total -150 Respondents 

3.11 Tools of data collection 
Both primary and secondary methods of data collection were used in this study. Primary method of data collection means gathering and 

compiling first-hand information about the topic that is being studied, conducting surveys, analysing content, etc. Secondary data collection method 
means citing and referring to the previously done studies in line with the researcher’s current topic of study, which include journals, research papers, 
books. etc. 
 
3.11.1 Primary data collection for this study 

 As mentioned earlier, the total sample space for the study is 150 respondents, with 50 samples are from the Central division, Western 
division, and Harbour division each. Of all these 50 samples, 25 would be males and 25 females in each division. 
 
3.11.2 Secondary data collection for this study 

In the review of literature section, I have compiled papers, researchers, books and other publications that have printed information as close 
as possible about my topic. These have proved to be extremely helpful and have given me a better insight about my topic. 
 
3.12 Pilot study 

In the pilot study that was conducted by me for this topic, 30 people were sent the questionnaire of which, 50 per cent (15) respondents 
were males and 50 per cent (15) were females. The respondents were required to answer questions about how often do they read, listen or watch 
Political Campaign on New media. 21.2 per cent (8) responded never, 35.7 per cent (9) responded occasionally, 25 per cent (8) responded sometimes, 
10.7 per cent (1) responded often, 7.4 per cent (4) responded always. Next, 23.2 per cent (7) responded strongly disagree, 26.7 per cent (6) responded 
disagree, 26.7 per cent (6) responded neutral, 16.7 per cent (5) responded agree, 6.7 per cent (6) responded strongly agree that they have been drawn 
to follow a Political Social Page through Political Campaign on the New Media. 26.7 per cent (8) responded neutral,16.7 per cent (5) responded 
agree, 6.7 percent (2) responded strongly agree, 23.3 per cent (7) responded strongly disagree, 26.6 per cent (8) responded agree for sharing and 
liking promotional videos of political parties during election. 30 per cent (9) responded neutral,26.7 per cent (8) responded agree, 10 percent (3) 
responded strongly agree, 10 per cent (3) responded strongly disagree, 23.3 per cent (7) responded disagree, that they are influenced to vote for a 
particular politician based on the content read on New Media. 
 
3.13 Statistical analysis 

Statistical analysis is the science of collecting data and uncovering patterns and trends. Percentage analysis, one of the methods of 
statistical analysis, is used for this research. It is calculated by dividing number of responses for a particular response, divided by total responses and 
multiplying it by 100. 
3.14 Operational definitions in the study 

These are some of the words that have frequently appeared so far. I have given their definitions so that it makes it easier to understand the 
topic of my study. 
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1. New Media: New media is any Media – From newspaper articles, blogs to music and podcasts (Delivered digitally) a website or email to mobile 
phones and streaming apps, any internet-related form of communication can be considered new media. 
2. Political Communication: Political communication is simply defined as “purposeful communication about politics. 
3.Mobilization: The action of a country or its government preparing and organizing troops for active service. 
4.Electrol Campaign: Electoral campaigns are the competitive efforts by candidates and political parties to win voter support in the period preceding 
an election. 
5.Urban: Area that include the inner, or main city. 
6. Uses and Gratification: It is an audience-centred theory which explains how people use media to satisfy their own needs. 
7. Media Gatekeeping: It is a process by which information is filtered to the public by the media. 
8.Elite: A group that is superior in terms of ability or qualities to the rest of a group or society. 
9.Convergence: The definition of convergence refers to two or more things coming together, joining together or evolving into one.  
10.Efficacy: The ability to produce a desired or intended result. 
 
3.15 Summary  

This chapter meticulously describes the research design that will be used to carry out this study. It also includes hypothesis which will 
prove right or wrong during data analysis. New words and terms are described so that the reader finds it easier to understand the study. 
 
DATA ANALYSIS 
4.1 Introduction of the topic 

It’s been more than a decade; Internet has emerged as a powerful medium of communication globally. From e-mailing and e-commerce to 
e-governance, the internet has brought us all at a single platform, leaving the constraints of time and space far behind. The internet led to a revolution 
in the way media is produced, distributed and consumed, this media that emerged at the dawn of the internet is known as “New Media”. New media 
is termed as a catch-all used for various kinds of online communications that are conceivable due to innovation in digital technology. It is the 
representation of massive change to the way information, communication entertainment and commerce is organized and produced. 

 
The growing radius of new media is expanding in the developed as well as developing countries. The revolution of new media technology 

is continuously growing leap and bound changing the pattern of political communication. New media have become an integral part of the 
communications in political campaign, providing an advance laboratory for development of political representative in terms of spreading their 
thoughts, to catch issue on development and to create an assistance group in society like volunteers. 

 
The advancement of new media technologies in the new horizons of the 21st century is an important issue of concern for the modern 

societies and media scholars at large. The new media has not only strengthened the lives of the common people in different parts of the world, but it 
had also developed a great impact on the traditional print and electronic media. Just like in numerous spheres of our lifestyle, the new media 
technologies have greatly influenced political communication, especially in election times. The election campaign these days are mostly based upon 
the use of new media technology. The campaigns of elections are designed in such a way that maximum possible benefits are obtained through use of 
new media. One of the important advancements in this regard, are the young Indian urban adults that makes extensive use of new media services for 
political communication during the elections. 

 
Today, we are living in a digitally developed world where new media technologies have left no stone upturn to change the world. We all 

have been heavily influenced by new media and its technology. Political Communication is nowhere the same as before, it includes the use of new 
media to obtain public support whether in the election times or other than the election times. The advent of new media has a drastic change in 
political communication where social networking sites like Twitter and Facebook are playing a big role for political connections between Indian 
young adults and political communities, especially among the urban Indian youths who have easy access to smartphones and internet, a popular part 
of their lives. 

 
Political communication with new media is not limited to those election rallies under the burning sun with screaming loud speaker slogans, 

today its more about social interaction just a click away. With new media political communication is an easy digital process where political parties 
upload pictures and videos of their political agenda on different websites and share them with others. Social Media Giants like Facebook, Twitter, 
Instagram are few of the important platforms that help Political parties to replace geographical distances with social interactions. The 2014 general 
election in India was revolutionary. It saw new media as a new battleground, even though politicians for their campaign still use posters, cut-outs, 
fliers, graffiti and personal rallies to reach and win over voters but with the new media changing the picture of urban India, political parties are 
becoming tech savvy and realizing that new media is the way to reach out to the urban youth. 
 
4.2 Profile of the Respondents 

150 respondents have been surveyed for this dissertation. The respondents were all residents of Mumbai. As a researcher I have tried to 
survey respondents from the three major divisions of the Mumbai city-  
 Central (46 Respondents) 
 Western (59 Respondents) 
 Harbour (45 Respondents) 
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(Image 4.2: Pie Chart, Resident of Respondents.) 

 
4.3 Demographic details of the respondents 

Before presenting the research findings and analysis, it is important to draw attention to the Socio-economic/demographic characteristics of 
respondents. For the questionnaires, there were 150 respondents who participated with the questionnaires in this study.  
 

The purpose of this measure was to know the Impact of New Media on Political Campaigns during elections among Urban Indian Young 
Adults based on different demographic variable such as age, gender, area of residence and profession. The collected data are exhibited together in the 
table below. 

 
(Image 4.3: Table Representation, Demographics of Respondents.) 
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4.3.1 Gender of the Respondents 
This section includes the respondents as per their gender - Male, Female and Gender identity who prefer not to disclose. The Pie-chart 4.3.1 

shows that 150 of total respondents (n=150); 71 were Male, 71 were Female and 8 respondents were the one who prefer not to disclose their gender 
identity. It shows equal majority of Male and Female respondents. The data can be further represented in the Pie Chart below. 

 
(Image 4.3.1: Pie Chart, Gender of Respondents.) 

 
4.3.2 Age group of the Respondents 

This section includes the respondent as per their age group. It shows the respondent based on age. The Pie-chart 4.3.2 shows that 150 of 
total respondents (n=150); 51 belong to the age group 18 – 23 years, 39 belong to the age group 24 – 29 years, 31 belong to the age group 30 – 35 
years, 29 belong to the age group 36 – 40 years. The data can be further represented in the Pie Chart below. 

 
(Image 4.3.2: Pie Chart, Age Group of Respondents.) 

Since my topic looks at the impact of New Media on Political Campaigns during elections among Urban Indian Young Adults, the age 
group of the respondents has been chosen to be 18 – 40 years.  
 
4.3.3 Profession of the Respondents 

This section includes the respondent as per their Profession. The section is divided into four categories – 
 Student 
 Working Professional (Any Field) 
 Non-Working 
 Others (Respondent response – Wellness Coach, Service, Fitness) 
 

The Pie-chart 4.3.3 shows that 150 of total respondents (n=150); 36 belong to the category of Students, 95 belong to the category of Working 
Professional (Any Field), 16 belong to the category of Non – Working and 3 belong to the category of Other (where respondent has specified 
Wellness Coach, Service, Fitness as their professional field). The data can be further represented in the Pie Chart below. 
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(Image 4.3.3: Pie Chart, Profession of Respondents.) 

4.3.4 Demographic Summary 
The above Demographic information has provided details about respondents that other question types might have fail to achieve. The above 

information has helped my study to conduct focused and reliable survey research, based on the filtered responses from the target audience.  
 
4.4 Survey questions of the questionnaire 

The survey questions are in line with the purpose of my study in receiving and catalysing detailed information from the respondents. Acute 
understanding of these questions will help me as a researcher to compel information related to my study the ‘Impact of New Media on Political 
Campaigns during elections among Urban Indian Young Adults’. 
 
4.4.1 Have you ever voted in Indian general election? 

The importance of voting is considered to be lost amongst the hustle and bustle of the urban life. As a democratic country, India is built on 
the foundations of election. Voting is a constitutional right that we are privileged to have but it’s being often said that there are some who genuinely 
cast their vote, while many people sit back and relax on voting day so, have you ever voted in Indian general election? was an important question I 
felt to be included in the questionnaire. 

 
(Image 4.4.1: Pie Chart, have you ever voted in Indian general election?) 

 

 
In the above asked question, of the 150 responses, 117 (78%) have responded Yes, 25 (16.7%) have responded No, While the rest 8 (5.3%) 

have responded May be, they have voted in the Indian general elections.  
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Interpretation: This question proves that the urban youth are aware of their voting responsibility and majority of them are voting and exercising 
their right to vote that upholds the envision for better India.  
 
4.4.2 I consider myself well qualified to participate in election 

Before proceeding to the questions related to new media political campaign it’s very important to understand how responsible youth 
consider their participation in election. 

 
(Image 4.4.2: Pie Chart, I consider myself well qualified to participate in election.) 

 

 
In the above asked question, of the 150 responses, 2 (1.3%) have responded Strongly disagree, 16 (10.7%) have responded Disagree, 16 

(10.7%) have responded Neutral, 63 (42%) have responded Agree, While the rest 53 (35.3%) have responded Strongly agree, about considering 
themselves well qualified to participate in the elections.  

 
Interpretation: This question proves that the urban youth attitude towards the old national thinking “my vote doesn’t make a difference”, has 
changed to a great extent and the youth have realised they are well qualified to participate in the election process and their voting will surely make 
the difference. 
 
4.4.3 I discuss politics on various online forum and boards (New Media). 

It’s very important to understand the online political involvement of the respondent since the survey is based on the political campaigns on 
New Media and its impact on the young urban users. 

 
(Image 4.4.3: Pie Chart, I discuss politics on various online forum and boards, New Media) 
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In the above asked question, of the 150 responses, 76 (50.7%) have responded Yes, 42 (28%) have responded No, While the rest 32 

(21.3%) have responded May be, they have discussed politics on various online forum and boards.  
 

Interpretation: This is an age where the urban young adults have an easy access to smart phones and internet, and so new media is a popular part of 
their lives. Considering this fact, the responses to this question also suggest new media is widely used among the urban youths and this even lets 
them to discuss politics online through the various new media platforms at a great extent. 
 
4.4.4 New Media /social media - platforms where you are mostly engage / active? 

One of the most important features of new media is the participatory role. New media platforms allow politicians to directly 
communicate with their constituents and vice versa. So, it is very important to understand the New Media platforms where most of the Urban youth 
actively engage themselves. 
 

 
(Image 4.4.4: Graph, New Media /social media - platforms where you are mostly engage / active?) 

 

 
 

In the above asked question, of the 150 responses, will look at the percentage of New Media users since it was a checkboxes question one 
responded was allowed to select multiple answers from a list of choices, so percentage wise new media platforms users active engagement include: 
(63.3%) Facebook, (49.3%) Twitter, (65.3%) Instagram, (66.7%) WhatsApp, (17.3%) LinkedIn, (11.3%) Blog, (1.3%) YouTube. 
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Interpretation: This question proves that new media platforms are very popular amongst younger people. New media has greatly affected the way 
today’s youth spend their leisure time. The social media sites such as Facebook, Twitter, Instagram and WhatsApp are the most popular or commonly 
used New Media platform among the urban youths. 
 
4.4.5 Top three New Media where you feel most exposed to Political Campaign. 

New media has been around in political campaigns for over a decade now. Since then, new media platform like the Social Networking sites 
are considered to be used commonly for political campaigns, so it’s important to analyse the top most social networking platforms providing 
exposure to political campaigns among the youths. 

 
(Image 4.4.5: Graph, Top three New Media where you feel most exposed to Political Campaign.) 

 

 
 

In the above asked question, of the 150 responses, will look at the percentage of New Media users since it was a checkboxes question one 
responded was allowed to select multiple answers from a list of choices, so percentage wise top three new media where respondents feel more 
exposed to political campaigns are: (68%) Facebook, (59.3%) Twitter, (60.7%) Instagram, (60%) WhatsApp, (16.7%) LinkedIn, (12%) Blog, (1.3%) 
YouTube. 

 
Interpretation: This question proves that Facebook tops the race, young users are exposed to political campaigns on a large scale through Facebook. 
Twitter, Instagram and WhatsApp bag the second position respectively because it’s just a minor difference between these three new media giants. So, 
it’s proved that through new media tools young users are getting valuable political campaigns analytics that helps young user to achieve their political 
goals. 
 
4.4.6 How often do you read, listen or watch Political Campaign on New media? 

This question plays a significant role in understanding how often the respondents comes across political campaigns on new media. 

 
(Image 4.4.6: Pie Chart, how often do you read, listen or watch Political Campaign on New media.) 
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In the above asked question, of the 150 responses, 11 (7%) have rated in the scale of 1, 24 (16%) have rated in the scale of 2, 30 (20%) 

have rated in the scale of 3, 35 (23%) have rated in the scale of 4 and the rest 50 (34%) have rated in the scale of 5, for the asked question How often 
do you read, listen or watch Political Campaign on New media.  
Interpretation: If we look at the rating scale for this question responses it suggests that the responded urban youth in majority agree the fact that 
they most often read, listen or watch Political Campaign on New media. 
 
4.4.7 Do you agree? Political campaigns on new media during elections are standard operating procedure in these last 7 to 8 years. 

The biggest strength of new media is being able to reach a lot of people at once. This strength is being tried to utilize by the political 
communities let us understand through this question whether political campaigns on new media are in forefront during elections. 

 
(Image 4.4.7: Pie Chart, do you agree? Political campaigns on new media during elections are standard operating procedure in these last 7 to 8 years.) 
 

 
 

In the above asked question, of the 150 responses, 7 (4.7%) have responded Strongly disagree, 15 (10%) have responded Disagree, 39 
(26%) have responded Neutral, 48 (32%) have responded Agree, While the rest 41 (27.3%) have responded Strongly agree, that the Political 
campaigns on new media during elections are standard operating procedure in these last 7 to 8 years.  
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Interpretation: The Political campaigns on new media are implemented to get valuable insights in real-time that helps political communities/parties 
to shape their political strategy. And the response to this question proves Political parties are very active with their new media political campaigns 
during elections times, they are at the forefront especially from the last 7 to 8 years as majority of respondents agree the same. 
 
4.4.8 How are political campaigns on New Media during Elections? 

It’s important to understand the youths’ approach towards the political campaigns on new media. 
 

 
(Image 4.4.8: Pie Chart, how are political campaigns on New Media during Elections?) 

 

 
In the above asked question, of the 150 responses, 44 (29.3%) have responded Excellent, 38 (25.3%) have responded Good, 32 (21.3%) 

have responded Average, 29 (19.3%) have responded Poor, While the rest 7 (4.7%) have responded Very poor, as their answer for the question - 
How are political campaigns on New Media during Elections? 

 
Interpretation: Answer to this question identifies political campaign on new media as potential form of communication during the election period. 
As majority of response was in the favour of Excellent and Good i.e., 82 in all. We thus acknowledge political campaigns on new media substantially 
improve youth’s engagement, in politics. 
 
4.4.9 I most often like, share, comment and discuss online about my political views regarding a certain political campaign on new media 
during election.  

With the rise of the internet, political campaign on new media is growing significantly especially during the election period. So, it is very 
important to understand how much our respondents the urban youth consume the content of political campaigns on new media. 

 
(Image 4.4.9: Pie Chart, I most often like, share, comment and discuss online about my political views regarding a certain political campaign on new 

media during election.) 
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In the above asked question, of the 150 responses, 11 (7.3%) have responded Strongly disagree, 20 (13.3%) have responded Disagree, 27 

(18%) have responded Neutral, 40 (26.7%) have responded Agree, While the rest 52 (34.7%) have responded Strongly agree, that they most often 
like, share, comment and discuss online about their political views regarding a certain political campaign on new media during election. 

 
Interpretation: As majority of the respondents have agreed the fact that, they most often like, share, comment and discuss online about their political 
views regarding a certain political campaign on new media during election. This clearly highlights that our respondents the urban youth are actively 
engaged with political campaigns on new media during the election time helping Political communities to identify their voters. 
 
4.4.10 Have you ever been drawn to follow a Political Social Page through Political Campaign on the New Media? 

Political campaign on new media is a strategy about preparing a digital platform that provides detail information about the political 
community/party, its brand (political candidate), its representation (community/party), and political message aimed for the target audience (voters). 
In relation to this will try to analyse with the role of Political social page with the received responses. 

 
(Image 4.4.10: Graph, have you ever been drawn to follow a Political Social Page through Political Campaign on the New Media.) 
 

 
In the above asked question, of the 150 responses, 95 (63.3%) have responded Yes, 33 (22%) have responded No, While the rest 22 

(14.7%) have responded May be, they have been drawn to follow a Political Social Page through Political Campaign on the New Media.  
Interpretation: This question proves that the political campaign has some impact on the urban youth as majority of them are influenced to follow a 
political social page after watching the political campaigns on New Media. With this response we can understand new media political campaigns 
plays a role in shaping the urban young minds towards political elections.   
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4.4.11 What do you think Political Campaign you come across New Media are more about Political Party or Political Leader (Party’s Brand 
image) or Other (Specify)? 

Though the Political campaigns on new media seems to be an endless sea aimed to influence voters it is important to tailor the source on 
which these campaigns are based or developed. The question below will help us understanding same. 

 
(Image 4.4.11: Pie Chart, what do you think Political Campaign you come across New Media are more about Political Party or Political Leader 

(Party’s Brand image) or Other (Specify)) 
 

 
In the above asked question, of the 150 responses, 90 (60%) have responded Political Leader (Party’s Brand image), 60 (40%) have 

responded Political Party, as their answer on what Political campaigns on new media during elections are more about. 
 

Interpretation: Political campaigns on new media during elections are most interesting, particularly due to the source on which they are based. 
Majority of respondents 60% are saying that political campaigns are more about party’s brand image “the political leader”, who is famous among the 
masses. Thus, political communities/parties often use this new media tactic to build relationships with potential voters. 
 
4.4.12 I might be influenced to vote for a particular politician based on the political campaign I watch or read on new media during 
elections. 

In recent years, new media have become an integral part of political communications during election campaigns. So, it is very important to 
understand the influence of political campaign on new media among the urban Indian youths. 
 

 
(Image 4.4.12: Pie Chart, I might be influenced to vote for a particular politician based on the political campaign I watch or read on new media 

during elections.) 
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In the above asked question, of the 150 responses, 5 (3.3%) have responded Strongly disagree, 21 (14%) have responded Disagree, 24 

(16%) have responded Neutral, 46 (30.7%) have responded Agree, While the rest 54 (36%) have responded Strongly agree, that they might be 
influenced to vote for a particular politician based on the political campaign they watch or read on new media during elections. 

 
Interpretation: Analysing the received response for this question it is interpreted that the influence of political campaign on new media during 
elections has been growing continuously and providing an advance laboratory for spreading political thoughts, among the urban Indian youths. 
 
4.4.13 Political persons and Political Party’s (SNS Account) I follow E.g., Twitter page, Instagram page, Facebook Page. 

The basic assumption of the young urban audience active engagement on new media can be evaluated through different types of political 
pages they follow online.  
 

 
(Image 4.4.13: Graph, Political persons and Political Party’s (SNS Account) I follow E.g., Twitter page, Instagram page, Facebook Page.) 

 
In the above asked question, of the 150 responses, will look at the percentage response, since it was a checkboxes question one responded 

was allowed to select multiple answers from a list of choices, so percentage –Urban youths following political leader page media on new media: 
(54%) Narendra Modi, (19.3%) Rahul Gandhi, (44%) Uddhav Thackeray, (39.3%) Raj Thackeray, (40.7%) Sharad Pawar, (10.7%) Ramdas 
Athawale, (11.3%) Arvind Kejriwal, (5.6%) Don’t follow Any Political Leader Page. Urban youths following political party’s page on new media: 
(44.7%) Bhartiya Janata Party, (17.3%) Indian National Congress, (52%) ShivSena, (32.7%) Maharashtra Navnirman Sena, (15.3%) Nationalist 
Congress Party, (8.7%) Republican Party of India, (7%) Aam Aadmi Party, (2.1%) Don't follow any political Party's Page. 
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Interpretation: Political pages on new media boosts in contributions to the political campaigns on new media especially during elections. Looking at 
the responses received this question proves that majority of urban Indian youths follow political parties and its leader pages on new media. This in 
turns benefits the new media political campaigns during elections and helps to establish connections with young minds.  
 
4.4.14 I think that I am better informed about political activities and government through New Media (Online content). 

This question will help to establish aim of this study. 

 
(Image 4.4.14: Pie Chart, I think that I am better informed about political activities and government through New Media (Online content)) 

 
In the above asked question, of the 150 responses, 53 (35.3%) have responded Strongly agree, 50 (33.3%) have responded Agree, 32 

(21.3%) have responded Neutral, 13 (8.7%) have responded Disagree, while only 2 (1.3%) have responded Strongly disagree, about their thinking 
that they feel better informed about political activities and government through New Media (Online content)) 

 
Interpretation: Response to this question helps to identify that the urban young minds have great influence of the Political communication on new 
media, analysing the majority we understand new media helps youth to develop their approach and the political campaigns on new media during 
election does the same.   
 
4.5 Summary  

Profile of the respondents and 4 important demographic questions from the survey are put together for demographic details that helps for 
better understanding of the sample space. In addition to these 14 important questions from the survey have been put together in this chapter along 
with pie charts and graphs for percentage reference and tables for numerical reference.  
 
DISCUSSIONS AND CONCLUSIONS 

This chapter presents a summary of key findings from which conclusions were drawn and recommendations were made. It also highlights 
the conclusions made on the findings of the study as well as the synopsis of what has been tackled in previous chapters in summary. 
 
5.1 Discussions 

In this dissertation titled- ‘A Study on Impact of New Media on Political Campaigns during elections among Urban Indian Young Adults’, 
mentioned below are some general and new findings from the survey conducted for the same.  

 
Out of 150 responses,53 (35.3%) has responded Strongly agree, 50 (33.3%) have responded Agree, 32 (21.3%) have responded Neutral, 13 

(8.7%) have responded Disagree, while only 2 (1.3%) have responded Strongly disagree, about their thinking that they feel better informed about 
political activities and government through New Media (Online content)). 
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Out of 150 responses 5 (3.3%) have responded Strongly disagree, 21 (14%) have responded Disagree, 24 (16%) have responded Neutral, 
46 (30.7%) have responded Agree, While the rest 54 (36%) have responded Strongly agree, that they might be influenced to vote for a particular 
politician based on the political campaign they watch or read on new media during elections. 

 
Out of 150 responses, 76 (50.7%) have responded Yes, 42 (28%) have responded No, While the rest 32 (21.3%) have responded May be, 

they have discussed politics on various online forum and boards.  
 
5.2 Conclusions 

The conclusion that arrives from this survey is that New Media Political Campaigns during elections have an impact among Urban Indian 
Young Adults. Internet is a popular part of young urban youths, allowing them to access new media easily. New Media technology is continuously 
growing and playing a big role in the lives of the people, especially the young people, their lives have leap and bound changed with new media 
consumption. If we consider politics the advancement of new media technologies has greatly influenced every aspect of politics, new media plays an 
integral part in the political communication which is not limited to those traditional political communication. It’s an easy digital process where 
political parties share their political agenda online using different platforms of new media. 
 
5.2.1 Major findings of the study  
Demographic details of the respondents 
 Out of the 150 total respondents, 71 were male, 71 were female, and 8 respondents were the one who prefer not to disclose their gender identity.  
 Out of the 150 total respondents, 46 belong to the Central part, 59 belong to the Western part, 45 belong to the Harbour part; of Mumbai 
 Out of the 150 total respondents, 51 belong to the age group 18 – 23 years, 39 belong to the age group 24 – 29 years, 31 belong to the age group 

30 – 35 years, 29 belong to the age group 36 – 40 years. 
 Out of the 150 total respondents, 36 belong to the category of Students, 95 belong to the category of Working Professional (Any Field), 16 

belong to the category of Non – Working and 3 belong to the category of Other (where respondent has specified Wellness Coach, Service, 
Fitness as their professional field). 

 
 Remaining findings 
 117 (78%) have responded Yes, 25 (16.7%) have responded No, While the rest 8 (5.3%) have responded May be, they have voted in the Indian 

general elections. 
 2 (1.3%) have responded Strongly disagree, 16 (10.7%) have responded Disagree, 16 (10.7%) have responded Neutral, 63 (42%) have 

responded Agree, While the rest 53 (35.3%) have responded Strongly agree, about considering themselves well qualified to participate in the 
elections. 

 Percentage wise new media platforms user’s active engagement include: (63.3%) Facebook, (49.3%) Twitter, (65.3%) Instagram, (66.7%) 
WhatsApp, (17.3%) LinkedIn, (11.3%) Blog, (1.3%) YouTube. 

 Percentage wise top three new media where respondents feel more exposed to political campaigns are: (68%) Facebook, (59.3%) Twitter, 
(60.7%) Instagram, (60%) WhatsApp, (16.7%) LinkedIn, (12%) Blog, (1.3%) YouTube. 

 11 (7%) have rated in the scale of 1, 24 (16%) have rated in the scale of 2, 30 (20%) have rated in the scale of 3, 35 (23%) have rated in the 
scale of 4 and the rest 50 (34%) have rated in the scale of 5, for the asked question How often do you read, listen or watch Political Campaign 
on New media.  

 7 (4.7%) have responded Strongly disagree, 15 (10%) have responded Disagree, 39 (26%) have responded Neutral, 48 (32%) have responded 
Agree, While the rest 41 (27.3%) have responded Strongly agree, that the Political campaigns on new media during elections are standard 
operating procedure in these last 7 to 8 years. 

 44 (29.3%) have responded Excellent, 38 (25.3%) have responded Good, 32 (21.3%) have responded Average, 29 (19.3%) have responded 
Poor, While the rest 7 (4.7%) have responded Very poor, as their answer for the question - How are political campaigns on New Media during 
Elections? 

 11 (7.3%) have responded Strongly disagree, 20 (13.3%) have responded Disagree, 27 (18%) have responded Neutral, 40 (26.7%) have 
responded Agree, While the rest 52 (34.7%) have responded Strongly agree, that they most often like, share, comment and discuss online about 
their political views regarding a certain political campaign on new media during election. 

 95 (63.3%) have responded Yes, 33 (22%) have responded No, While the rest 22 (14.7%) have responded May be, they have been drawn to 
follow a Political Social Page through Political Campaign on the New Media. 

 90 (60%) have responded Political Leader (Party’s Brand image), 60 (40%) have responded Political Party, as their answer on what Political 
campaigns on new media during elections are more about. 

 Percentage wise –Urban youths following political leader page media on new media: (54%) Narendra Modi, (19.3%) Rahul Gandhi, (44%) 
Uddhav Thackeray, (39.3%) Raj Thackeray, (40.7%) Sharad Pawar, (10.7%) Ramdas Athawale, (11.3%) Arvind Kejriwal, (5.6%) Don’t follow 
Any Political Leader Page. Urban youths following political party’s page on new media: (44.7%) Bhartiya Janata Party, (17.3%) Indian National 
Congress, (52%) ShivSena, (32.7%) Maharashtra Navnirman Sena, (15.3%) Nationalist Congress Party, (8.7%) Republican Party of India, (7%) 
Aam Aadmi Party, (2.1%) Don't follow any political Party's Page. 

 Percentage wise- (26.7%) have responded flexible, (30%) have responded adaptable, (44%) have responded Interactive, (36.7%) have responded 
entertainment focused political agenda, (13.3%) have responded entertainment focused political agenda for distinguishing new media from 
traditional media in political campaigns. 
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 3 (2%) have responded Strongly disagree, 4 (2.7%) have responded Disagree, 20 (13.3%) have responded Neutral, 55(36.7%) have responded 
Agree, While the rest 68 (45.3%) have responded Strongly agree, they feel responsible for choosing good administrator of our country. 

5.3 Hypothesis testing 
1 - New media has become an integral part for political communications during election campaigning. 
In the table 4.4.9 it is clearly found that 34.7% most often like, share, comment and discuss their political views on new media during elections’. This 
majority states new media is an integral platform used by majority of urban Indian youths. Hence, there is a significant relationship between the 
variables (Urban Young Adults and New Media Impact). Hence, the proposed hypothesis is an alternative hypothesis (H1). 
 
2 - New media has given a new platform such as Facebook, Twitter, Instagram, WhatsApp, YouTube etc. to the political parties and the 
voters, these are becoming an easy tool for the political leaders to interact with their voters especially the young minds. 
In the table 4.4.5, top three new media where respondents feel more exposed to political campaigns are found, where Facebook tops the race with 
68%, followed by Instagram 60.7% WhatsApp 60% and Twitter 59.3% with minor difference in the second position respectively So, the response 
percentage clearly highlights, there is significant relationship between the variables (Urban Young Adults and New Media Impact). Hence, the 
proposed hypothesis is an alternative hypothesis (H1). 
 
3 - New media are changing the mindsets of the youths of this generation especially the urban youth who have an easy access to internet. 
In the table 4.4.10, it is clearly found that 63.3% have responded Yes, they have been drawn to follow a Political Social Page through Political 
Campaign on the New Media proving the above hypothesis, new media are changing the young mind. So, there is significant relationship between 
the variables (Urban Young Adults and New Media Impact). Hence, the proposed hypothesis is an alternative hypothesis (H1). 
 
4 - Urban young adults find New Media more relevant than the traditional form of media. 
In the table 4.4.14, it is clearly found that 35.3% Strongly agree, that they are better informed about political activities and government through New 
Media (Online content) clearly proving the hypothesis with majority. Hence, there is a significant relationship between the variables (Urban Young 
Adults and New Media Impact). Hence, the proposed hypothesis is an alternative hypothesis (H1). 
 
5 - New Media has rapidly grown in importance as a forum for political activism in its different forms. 
In the table 4.4.6 it is clearly found that 34% of urban youth majority have responded they most often read, listen or watch Political Campaign on 
New media. This majority states new media importance in political activities. Hence, there is a significant relationship between the variables (Urban 
Young Adults and New Media Impact). Hence, the proposed hypothesis is an alternative hypothesis (H1). 
 
6 – Urban Indian youths are active on Internet and one of their past times is using social networking sites.  
In the table 4.4.4 active engagement of urban youth is found on various social media platforms like 63.3% on Facebook, 49.3% on Twitter, 65.3% on 
Instagram, 66.7% on WhatsApp. This majority states the above hypothesis. Hence, there is a significant relationship between the variables (Urban 
Young Adults and New Media Impact). Hence, the proposed hypothesis is an alternative hypothesis (H1). 
 
7 - The role of the new media in determining the political participation and voting behaviour is vital. 
In the table 4.4.12 it is found that 36% of respondent strongly agree the fact that they might be influenced to vote for a particular politician based on 
the political campaign they watch or read on new media during elections. This majority clearly states the above hypothesis. Hence, there is a 
significant relationship between the variables (Urban Young Adults and New Media Impact). Hence, the proposed hypothesis is an alternative 
hypothesis (H1). 
 
8 - New media is a platform used by urban Indian youths for voicing political opinion. 
In the table 4.4.3, it is found that 50.7% response are for Yes, they have discussed politics on various online forum and boards stating the above 
hypothesis. This majority states new media is a platform used by majority of urban Indian youths for voicing political opinion. Hence, there is a 
significant relationship between the variables (Urban Young Adults and New Media Impact). Hence, the proposed hypothesis is an alternative 
hypothesis (H1). 
 
9 – Political Campaign on New media are about Political Parties. 
In the table 4.4.11, it is clearly found that 60% of respondents are saying that political campaigns are more about party’s brand image “the political 
leader”, Hence, there is no significant relationship between the variables. Hence, the hypothesis is null hypothesis. (H0) 
10 - Urban young adults’ access to the Internet have a strong potential for expanding online political participation. 
In the table 4.4.13, we can find that that majority of urban Indian youths follow political parties and its leader pages on new media. This is clearly 
stating the online political participation of Indian urban youths. Hence, there is a significant relationship between the variables (Urban Young Adults 
and New Media Impact). Hence, the proposed hypothesis is an alternative hypothesis (H1). 
 
5.4 Limitations 
 This Study is on Impact of New Media on Political Campaigns during elections among Urban Indian Young Adults’. So, the questionnaire was 

distributed only in one city of Maharashtra, Mumbai a metropolitan city, with urban approach. Had there been a chance of surveying tier two 
cities, it would have given me varied or even a traditional perception about the topic.  

 The study had to be wound up in two months. Due to such stringent time limitations, it became difficult to conduct an in-depth survey. 
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 The respondents seem to have confused with New Media and its platform. 
 
5.5 Recommendations 
5.5.1 Recommendations relating to the study 
 In spite of all the limitations, the conclusions do suggest the impact of political campaign on new media among the Indian urban adults.  
 It suggests the practical strategies that a political party can employ to improve its 

online political campaigns during elections. 
 The study suggest strategies will not give full proof result but will surely help to develop a good will for a political party. 
 
5.5.2 Recommendations for future studies 
 Since the study targeted only the urban Indian youths, a similar study can be done on other levels such as rural Indian youths. 
 The study was based on 150 urban responses. Therefore, another study can be conducted with the sampling being done on a wider population. 
 This study was conducted on the on Impact of New Media on Political Campaigns during elections among Urban Indian Young Adults. A 

similar study can be done before the election period or immediately after the election period. 
 Political campaign on new media during elections clearly has an impact among urban Indian young Adults, but there is currently no way to 

accurately measure its impact. There is thus room to create an empirical framework that other researchers can use to determine the impact of 
political campaign on new media among the young minds. 

 
5.6 Final summary of the study 

The research has so far aimed at capturing the essence of the topic divided into 5 chapters- In the first chapter, Introduction- It gives an 
overall understanding of New Media, its evolution and examples. It also explains new media political campaign and its relation with urban Indian 
youths for a better understanding of the topic. 

 
In the second chapter, Review of Literature- Through this chapter, all the previous work related to this study is mentioned which helps 

researcher to gain knowledge of all the jargon, providing a different perspective and explaining the factors influencing this study. 
 
In the third chapter, Research Methodology- It meticulously described the research design used to carry out this study. Survey Method 

suited best for this study, so it is used including the hypothesis which proved right or wrong during the analysis. New words and terms are described 
so that the reader finds it easier to understand the study. 

 
In the fourth chapter, Data Collection- The most interesting part of the research wherein responses were collected via a structured 

questionnaire circulated through Google forms.  
 
In the fifth chapter, Discussions and Conclusions- This chapter deals with findings and allotting an explanation to it, and deriving 

conclusions. 
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