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Enclosure -1

Objectives of Study
The main objectives of PSA are to spread social consciousness among the masses and
promote important social issues which generally go unnoticed. Such advertisements may

range from being subtle to direct, and practical to ironic.
I. General Objectives:

e To make a review of the history of advertising in India and in Rajasthan to its present
stage.
e To analyze the impact of selected public service advertisements on rural and urban

respondents.

I1. Specific Objectives:

e To analyze the attitudes of both male and female households towards public service
advertisements appearing in print and electronic media.

e To identify the category of selected public service advertisements appearing in media
which has more impact on respondents.

e 7To find out the reach of the selected PSA’s among public.

e To find out the right medium of media in telecasting the PSA to make it more
effective.

e To compare the impact of selected public service advertisements on rural and urban
respondents.

e To compare the impact of selected public service advertisements on rural and urban
respondents through electronic and print media.

e To give suitable recommendations to make PSA more effective on the basis of findings

of the study.



Enclosure-2
Achievements

The objectives mentioned in the study are accomplished by the researcher. In initial
chapters researcher provide a brief history of advertising with specific reference to public
service advertising. Researcher also made an attempt to analyze the impact of selected
public advertisements on rural and urban respondents. Researcher examined the impact of
rural and urban respondents regarding print and electronic media. The major issue of the
country is people have different kind of educational background and habitation etc.
Therefore, similar type of advertising will not be beneficial for each and every section of
the society. To overcome this problem researcher gave some suggestions to improve the
effectiveness of various public service advertisements.

Suggestions offered by the researcher should be adopted at different levels like solution of
social problems through academicians, Government, Nongovernment organizations and
active participation of private sector. There is an urgent need to change in people attitude
also. They should live in the society as a responsible citizen and try to follow the directions
mentioned in Indian Vedas, Upanishads, Shruti and Smiriti etc. By following them many
social problems can be removed from the society and expenditure on awareness campaign

can be utilize somewhere else which will be beneficial for whole nation.



Enclosure -3
Summary

India is a miracle. For all its diversity and problems, the country survives and even
prospers to some extent. But these problems do not go away. They are great, and in some
ways getting greater. Social problems arise out of social transformation and contradictions.
Social problem pose an obstacle for the upliftment of the society and its economic
progress. Public service advertising is a potentially powerful tool in the effort to address
the many public health and other social challenges facing this country. Although, it’s
tackling childhood obesity, recruiting community volunteers, raising awareness about
global warming, promoting HIV testing or raising money for medical research, PSAs have
the potential to reach a large audience to get the message out. It is the purpose of this study
to provide basic data about the state of public service advertising on selected media today,

and also want to know the future target.

Advertising agencies and Government information departments has to work together to
reach out rural audience to inform the messages of schemes and facilities provided by the
Government to reach out the public. When it comes to effective PSA’s, it is essential to
keep the target audience in mind while creating the social message. A thorough
understanding of the target group improves the impact of the message being delivered.
Social Advertisements should carry a short message which is to the point. Such messages

can be dramatic and should ideally stand out from the clutter of all other advertisements.
Objectives of the Study

The main objectives behind these advertising are to spread social consciousness among the
masses and promote important social issues which generally go unnoticed. Such

advertisements may range from being subtle to direct, and practical to ironic.

I. General Objectives:

e To make a review of the history of advertising in India and in Rajasthan to its present
stage.
e To analyze the impact of selected public service advertisements on rural and urban

respondents.

I1. Specific Objectives:



To analyze the attitudes of both male and female households towards public service
advertisements appearing in print and electronic media.

To identify the category of selected public service advertisements appearing in media
which has more impact on respondents.

To find out the reach of the selected PSA’s among public.

To find out the right medium of media in telecasting the PSA to make it more
effective.

To compare the impact of selected public service advertisements on rural and urban
respondents.

To compare the impact of selected public service advertisements on rural and urban
respondents through electronic and print media.

To give suitable recommendations on the basis of findings of the study.

Hypothesis

On the basis of data collection, researcher identified the following broader hypotheses for

the study:

Ho: There is no impact of public service advertisements of print and electronic media
on respondent’s behaviour.

Ha: There is a significant impact of public service advertisements of print and
electronic media on respondent’s behaviour.

Ho. There is no significant difference on the impact of selected public service
advertisements on rural and urban respondents.

Ha: There is a significant difference on the impact of selected public service

advertisements on rural and urban respondents.

Sampling Unit

On the basis of the population census 2011 researcher has selected four largest cities
which are Jaipur, Jodhpur, Kota and Bikaner. In the same manner the largest towns are
selected to know the responses of rural people from the same districts which are

Chomu, Phalodi, Ramganj Mandi and Nokha subsequently.

Sampling Technique

Probability based simple random sampling technique would be adopted by the

researcher in accordance with the feasibility and suitability of the proposed study.



Sample Size

Although large samples give more reliable results than small samples, yet keeping the time
and monetary constraints along with other limitations into consideration, the sample size is
800 audience and readers from various electronic and print media which will be further
categorized in 100 from urban area and 100 from rural area, 4 districts and four town are
selected for the study. One questionnaire was designed to get the responses for selected

public service advertisements.

The above mentioned details are reported by the researcher in five chapters. First Chapter
of this project includes introduction of concept, various social problems in India, major

public service advertising campaigns and the present position of PSA in India.

Second chapter of this study explains the research methodology. Review of literature,
objectives and hypothesis of study, sources of data collection, sample size, areas covered,
and use of various statistical tools to test the responses given by respondents are

elaborately discussed in this chapter.

Third chapter describes the selected PSA for the study with detailed study of content,

message, use of celebrities, and impact etc.

Fourth and fifth chapters show analysis and responses given by respondents with
hypothesis testing. In the last chapter researcher made an attempt to reveal the summary of
findings, concluding comments and suggestions. Followed by the list of references taken
for the research study topic as the basis of research and presented in the form of

bibliography and questionnaire is also attached as annexure.



Enclosure -4
Contribution to Society

Government has been, since nations’ independence, formulating policies, programs,
projects and schemes and investing significant financial resources through every Five Year
Plan to accelerate the development of society. India’s eleventh five year plan and the
ongoing twelfth plan 2012-2017 has put added emphasis on inclusive growth and as such
these two plans are fundamentally different from all the earlier five year plans. All the
programs and schemes being implemented by the concerned ministries and departments of
the union and state governments in the area of education, health, poverty, agriculture,
women, skill development and supporting infrastructure, among others have shown

varying degree of response and performance at the grassroots level.

There are certain achievements of these schemes like rising enrolment in rural India’s
schools, better provision of girls’ toilets, more libraries in schools, compliance on pupil-
teacher ratio and improvement in drinking water facility etc. But there are some loops
holes are also there like teacher — classroom ratio is declining, children’s attendance has
declined and scarcity of class rooms is resulting in using same classroom for different
classes. The performance of the different schemes is varied. A  major
revamp/reorganization of the myriad schemes is greatly needed. The awareness level in the
gram sabha and district level is also very low resulting in lack of ownership, ill-conceived

planning and shelf of projects, and weak or even no social audit at all.

Therefore, currently there is a strong emphasis on public awareness regarding several
government programmes for social upliftment. Numerous examples of successful efforts
where public education has brought about dramatic changes in human behaviour include:
potable water, hydration, hand washing, road safety, waterborne and airborne diseases and
medication compliance. As a result, there is increasingly pro-social behaviour, both at

household and community level.

For gender mainstreaming and empowering women in agriculture, environment safety,
health issues, girl education and other various projects are being implemented to address
issues related to women in different areas with a vision of developed society. It is also
working on gender sensitive approaches and methodologies to enhance access of women
to critical resources, programmes and services which are critical for women's

empowerment in available schemes.



Rural women find it gradually more difficut to manage with fast changing social
circumstances, which has entirely changed the life style and scenario. Appropriate use of
communication techniques and media can provide information, guidance as well as
experience sharing of beneficiaries of various schemes. There is a requirement to
strengthen the exchange of ideas among all segments of society for the greater
involvement of people in overall development of society. This is an essential prerequisite

for sustainable development.
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Awareness and Impact of Public
Service Advertising in Rajasthan
Y. s B W

-

Dr. Tapasya Malhotra
Assistant Professor, Department of Business Administration,
8.S. Jain Subodh P.G. Autonomous College, Jaipur

Abstract—Public service advertising is a potentially powerful tool in the effort to address the
various social challenges facing this country. It is designed for societal improvements and
collective well-being of community and broadcasted by mass media. These public service
advertising include social causes like Cleanliness, education, AIDS awareness, energy
conservation, political integrity, deforestation, illiteracy, poverty, conservation of oil, petrol, water
and energy, health, family welfare, literacy, natural resources to mention a few. Through this
study the author described awareness and impact of selected public services advertising
campaigns in Jaipur area. Researcher also made an effort to present a comparative picture of
rural and urban respondents of Jaipur area. The sample taken for the study is 200 respondents,
100 from each area rural and urban. In order to analyze the hypothesis, correlation and
ANOVA has been applied. The paper concludes that effectiveness of PSA is more positive in
urban area. Rural respondents also have awareness regarding theses selected public service
advertising campaigns but due to government procedure and long paper working is the main
obstacle in the adoption of various available government schemes. At the end researcher also gave
some suggestions for improvement for the effective implementation.

Keywords: Public Service Advertising (PSA), Technology, Awareness, Effectiveness, The
Directorate of Advertising and Visual Publicity (DAVP)

JOURNEY OF PUBLIC SERVICE ADVERTISING IN INDIA

Public service advertising concept (PAS) used first time in India with the issue of family
planning. A continuous increase in population required an efficient monitoring system for
the continuous development of economy. PSA was treated as the best solution to solve this
issue. For circulating message through PSA, T.V. is one of the best medium due to largest
reach. Doordarshan gave a new height to such type of advertisements. Catchy slogans were
designed to gain the attention of public ‘Hum Do Hamaare Do’, ‘Chhota Pariwaar Sukhi
Parwaar’ were the slogans were the slogans which affected Indian community very much.
But initially there was a problem with these campaigns because the prevention measures
were not informed to society. This particular limitation was modified with the launching of
‘Nirodh’ as a cheapest contraceptive. Success of this campaign awakened the Indian
Government to the potential of public service advertisements. Government started use of
these types of advertisements in highlighting various aspects of life to spread awareness and
improve the standard and quality of life. After this, the campaign of family planning was
modified and by adding some other issues (oral hygiene, vaccination, immunization,
cleanliness etc.) the campaign was recasted. Number of messages are there which actually
shows the above mentioned aspects ‘Garbhvati Mahilayon ko Teeka Zaroor Lagvayen’, ‘Bachhe
ko Kala Teeka to Laga diya, Kaali Khansi se Bachne ke Liye DPT ka Teeka Lagvaya?’.
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The year 1974 showed a turning move to PSA with the addition of animation. Through, first
animated PSA: the aspect of National Integration was put across to viewer in overall India
with the name ‘Ek Anek Akta’. It was very popularized mdue to its simple but meaningful
lyric ‘Ek Chidiya, Anek Chidiyan...’ the song, the video, and the idea. Till today, this PSA is
remembered for its simplicity. After this, government gave attention towards care of girl
child. This includes education, equality and health of a girl child. Gradually, by realizing the
significance of PSA government paid more attention to them. Various campaigns related to
National Literacy and National Integration were casted. One of the best case ‘Mile Sur Mera
Tumhara’ a song based on national integration in which celebrities were there for the first
time on 15™ August, 1988. It was broadcasted immediate after the Prime Minister Speech
from Red Fort. Till today, this song is very popular among society.

Another milestone in PSA industry was launching of ‘Pulse Polio’ campaign in the
collaboration with World Health Organization in 1988. Two celebrities Amitabh Bachhan
and Aishwarya Rai were used in this campaign. The campaign was so strongly worked that
polio was eradicated from India. After the success of above mentioned success of various
PSA’s, now government is widely broadcasting the information pertaining to pertaining to
social evils. Presently a number of advertisements dealing with many social aspects like
blood donation, AIDS awareness, power saving, Drunken driving, family welfare and
Nutrition programme etc.

Initially, it was considered that social advertisements are the sole responsibility of
government only. But now, it can be seen that private companies has also entered in this.
Sincere-efforts are there in private sector to improve the social standards and quality of life.
Some of the examples from private sector like Surf Excel promoting the idea of saving water
in the ‘Do Balti Paani Hai Bacahana’, ‘Bell Bajao’ campaign against domestic violence; from
Unilever, ‘Atithi Devo Bhava’ campaign from Aamir Khan for the cause of a clean and
healthy country, ‘Jago Grahak Fago’ from Tata Tea focused on various issues ranging from
corruption and bribery to voting and women empowerment etc. are there which shows the
participation of private companies in raising social issues. This step of private sector
supports the awareness among public regarding various social evils prevailing in the society.
Success of this system can be increased by adopting a comprehensive monitoring system.
The broadcasting of an advertisement is not an end in itself; it is just the means. Feedback
can be significant to improve the quality of advertisement. For this Government has a
separate department.

GOVERNMENT EFFORTS TOWARDS PSA

From more than 60 years ‘The Directorate of Advertising and Visual Publicity’ (DAVP), has
been catering to the communication needs of almost all the Central Ministries/Departments,
Autonomous Bodies and PSUs by providing them single-window, cost effective services. To
strengthen the publicity of various people welfare and participation.oriented programmes in
a holistic manner, and..to- enable efficient discharge of its services, DAVP sought, and
obtained, increased funding for two Plan Schemes namely which fund allocation is also
given in Table 1. For the 12" Five year Plan (2012-17), outlay of Rs. 747.81 crore under the
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Scheme ‘People’s Empowerment through Development Communication’ and Rs. 30.00 crore
for the ‘Media Infrastructure Development Programme’ has been provided after Revised
Cost Estimate (RCE) approval of the respective schemes. Status of utilisation of fund during

the year 2015-16 and BE allocation for the year 2016-17 under the Plan Schemes of DAVP
are as under:

Table 1: Status of Utilization of Fund of DAVP (Rs. in Crore)

Directorate of Advertising and Visual | BE 2015-16 | RE 2015-16 Expenditure up to | BE 2016-17
Publicity (DAVP) 30.3.2016

People’s Empowerment through 20.00 151.00 146.34 125.60

Development Communication

Revamping and Restructuring OD 3.00 3.00 298 3.00

DAVP ( MIDP)

Total 23.00 154.00 149.32 128.60

Main objective of the Scheme of People’s Empowerment Through Development
Communication is to make people aware of the benefits envisaged in various Schemes of the
Government so that they can take maximum benefits of these Schemes. During the 12th
Plan period, an outlay of Rs. 747.81 crore is allocated for this sub-scheme of DAVP which
intends to undertake a number of multi-media campaigns for undertaking publicity of the
flagship programmes of the Government of India. During the first year of the 12™ Plan
r.e. 2012-13, the fund utilized under the Scheme was Rs. 103.18 crore, further in the year
2013-14 Rs. 189.00 crore and in the year 2014-15, Rs. 155.20 crore were utilized.

The Directorate of Advertising and Visual Publicity (DAVP) has spent about Rs 1,286 crore
in 2016-17 on advertisements about government policies, schemes, projects and events
through various mediums. This is 8.15 per cent higher than the amount of Rs 1,188.85 crore
spent in 2015-16. The DAVP had spent Rs 998.34 crore in 2014—15

REVIEW OF LITERATURE

Number of studies has already being conducted related to PSA. Few of them are
mentioned here:

Ferguson and Phau (2013) conducted a study into the fear factor as initialized by anti-
smoking campaigns. Their sample include of young adolescents and young men. Results
of study showed that fear existed in minds of respondents and they were sensitive to the
effects. They suggested that anti-smoking campaigns should be more directed towards
the adolescents as they revealed more positive response towards anti-smoking
campaigns. The developed countries have already found solutions to the problems and
moved on to other issues while the developing countries are still grappling with the basic
social evils like poverty, illiteracy etc. Thus, there is a need to study the social
advertising from the Indian perspective.

Georgiadis Maria (2013) stated that childhood obesity is an important issue being faced
worldwide. As a result, public health programmes including the ‘Let’s Move! campaign’ have
been implemented to prevent this growing epidemic. Messages were tactcally targeted to
parents and kids of different ethnic and socio-economic backgrounds for appeal across a
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make the requested action, influencing attitudes towards childhood obesity, and ultimately
motivating behaviour change.

Tucker Catherine (2012) described that social advertising is effective, and that this efficacy
Sééms to stem majorly from the ability of target based on social networks to uncover
similarly responsive consumers. Although, social advertising is less effective if the advertiser

attempts to exploit social networks in their advertising.

Narang er al. (2011) analysed the effects of media-based communicatioq campaigns, to
determine the degree of impact of campaigns effectiveness. In present scenario companies are
trying to garner and gain goodwill alongside monetary profits. Researchers also made an
effort to know which media is the best to get the message through and how far does it
actually impact the thinking of the target audience. The authors concluded by identifying
the Tata Tea “Jaago Re” Movement as the most influential communication campaign out of
the four campaigns under study, and television as the best media of communication

social construction, framing can cause social construction and media facilitates social
construction. Moreover, the research had used a qualitative content analysis, to analyze
198 PSAs in the anthology. The analysis of this study had connected the theoretical
reference to the results of the survey, by determining that the proactive and reactive frames
were tools within PSAs, intended lo create a new reality or new social attitudes about
HIV/AIDS-related stigma.

Hastings (2011) asked questions regarding motives and effectiveness of social advertising
campaigns. He compares the effectiveness of industry backed campaigns with social
advertising campaigns. Hastings contends that when industries and companies involve
themselves in social campaigns, their main motive is not the benefit of public as s in the
case of independent bodies involved in social advertising. He says that in producing such
campaigns, the primary beneficiary remains the companies themselves as they try to project
a good image of the company and its goals.

Janet (2011) focused the tussle between voluntary regulating social advertising. He concedes that
social advertising aims at changing behaviour without the use of coercion. But during his study
he found that many times even though the target audience appreciated the message and also

recognized the significance its incorporation in their lifestyles, they were reluctant to change
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their behaviour or habits. He found that many times that social marketing accompanied by
policies and regulations is more effective, especially in the case of tobacco and alcohol industry
proved to be much more effective than a simple marketing strategy. He suggested that social
marketers and advertisers need to recognize that both types of social marketing should go hand in
hand in case of extreme situations where health and life are at stake.

Nesbitt ez al. (2011) stated the hypotheses that if social advertising taught to marketing
students during the early stages of marketing education; do it help them at the later stage in
the application of these concepts. For this research foundation of marketing students were
asked to complete a Social Marketing Project (SMP) as a course requirement. Its impact was
assessed with post-project measures of student’s ability to apply social marketing and
advertising. Their attitudes before the SMP project and after the project were also measured.
The findings revealed that the foundations students were having a good understanding of
social marketing concepts, enjoyed it and believed that SMPs are very important for bringing
a desired change in the society. Still, there are number of studies has been conducted related
to this issue but no study has done with a comparison form of rural and urban respondents
in Jaipur district with these selected campaigns.

OBJECTIVES OF THE STUDY

The main objectives behind these advertising are to spread social consciousness among the
masses and promote important social issues which generally go unnoticed. Such
advertisements may range from being subtle to direct, and practical to ironic.

e To identify the category of selected public service advertisements appearing in media
which has more impact on respondents.

e To find out the reach of the selected PSA’s among public.
e To find out the right medium of media in telecasting the PSA to make it more effective.

e To compare the impact of selected public service advertisements on rural and urban
respondents through electronic and print media.

e To give suitable recommendations on the basis of findings of the study.

HYPOTHESES

On the basis of data collection, researcher identified the following broader hypotheses
for the study:

e H, There is no impact of public service advertisements of print and electronic media on
respondent’s behaviour.

e H, There is no significant difference on the impact of selected public service
advertisements on rural and urban respondents.
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DATA COLLECTION

The present study is mainly based on primary data collected from 200 audience and readers
from electronic and print media which is further categorized in 100 from urban and 100 from
rural area of Jaipur district. The survey was conducted using systematically designed
questionnaires and face to face interviews to clarify further doubts and to gain more
information required to attention the objectives of study. For testing and analyzing
qualitative data and gathering information, different scaling techniques were used like,
interval scale, nominal scale and ranking scales. Pilot testing among 30 respondents was
conducted to know the correctness of questionnaire and changes was done accordingly. The
questionnaire is divided into two sections. First section of questionnaire deals with
respondent’s profile. Through second section of questionnaire, researcher made an effort to
find the opinion of respondents regarding various aspects like awareness, understanding,
benefits, problems in availing such schemes, effectiveness etc. of PSA’s.

DISCUSSION

In the first section of questionnaire respondents profile is there which shows that in rural
area in present scenario, the females are still not ready to give the responses to respondents to
a female researcher after giving the information regarding the objectives and confidential
aspect of survey. Therefore, the female respondents are 42% in this study. The age group
29-39 and 40-49 is more responsive in terms of questionnaire and they also gave some
wonderful suggestions to improve the various social problems of India. Level of education is
not an obstacle in the response. Almost each category gave appropriate responses regarding
fulfilling the questionnaire. But in case of work experience it is not here. Respondents who
have more experience in their area, they gave comparatively more practical suggestions
which can actually be implemented.

In second section of questionnaire, researcher asked opinion of respondents regarding
selected PSA’s. A list of ten PSA’s (Swachh Bharat Abhiyan, Sarv Siksha Abhiyan, Save
the Girl child, National Integration, Blood & Eye Donation, Aids Awareness, Pulse
Polio, Anti-Tobacco, GST & Tax return and Environment Protection (Save Water,
Energy & Paper) is there, where respondents need to tick mark regarding awareness of
the campaign or advertisement. Researcher was not at all surprised to see that 93%
respondents from rural as well as urban Jaipur district were aware from these selected
PSA’s. In urban area 63% respondents are quite satisfied with the content showed in PSA
but in rural area it is 41% only.

Other aspect which is regarding the impact of these PSA’s on the society has different
opinion in rural and urban area. In urban area when there is any financial benefit is there,
respondents are easily ready to avail this. This is no similar in case of behavioral change
like in anti-tobacco campaign, eye-donation, and environment protection campaigns.
Respondents are still rigid towards their behavior. Correlation value is different for such
campaigns both for rural as well as urban. For financial benefits, respondents take immediate
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advertising. With a limited space, this particular medium is working as a good medium of
remembrance removal or reduction of social problem and up gradation of quality of life.

SUGGESTIONS

Number of suggestions had given by respondents some of them are as follows:

* PSA should be able to relate with actual social problem with its solution or steps for
solution.

e New advertising media’s like social network sites, advertisements for mobile phones,
short messaging services and calls for social advertisements etc.

* People should not waijt initiation from others and or government or big corporates,
They, should from themselves only.

* Number of help desks should be increased wherever required especially in rura] area.

* Procedure should be simplified regarding rules, regulations and documentation to
reduce the number of visits of applicants. '
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