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FOREIGN DIRECT INVESTMENT AFTER THE
LIBERIZATION PRIVATIZATION & GLOBALIZATION
INFLOW & OUTFLOW IN INDIA! 2

P T

Abstract: FDI was initiated in India the recommendation of the industrial resolution policy in
1956. FDI the main motive the implemented in India. To overcome the deficit of finance as well
as to maintain the balance of payment. And while to increase of the economic growth & to
provide the employment generate. The centre govt. to introduce the second five year plan in
1956.this plan was prepared by the mahalobies economics. In this plan the most significant
preference of the heavy large scale industries scale industries. As a result of this to rapid to the
industrial growth. Moreover many industries set up in India through the FDI to investment in big
industries like as Bokero, Rourkela, Jameshedpur, Durgapur, Bhillai the foreign countries invest
in these industries to large scale investment according to the official development assistance
(ODA).

30 April 1956 the foreign equity up to 40% investment FDI in India. The FDI to manage the
foreign equity under the foreign exchange regulation act 1973(FERA) foreign exchange
regulation Act was setup in 1973 (FERA) the FERA was the main function to mange of the
foreign equity to investment a India indict was promoted of the FDI. As to increase in India & to
significant of (1) industrial licensing (2) foreign investment (3) foreign technology agreement (4)
public Sector policy (5) monopolicies Restrictive Trade and Practice Act (MRTP) Act.

Through in the since of 1990-91 India to deficit of finance and was burden of foreign debt. It was

time only 2300 crore Assets deposit the RBI. Many Govt. and public sector enterprise and
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private sector to be an insolvent. At was this time our economic growth has come down. The
public revenue was low income while the public expenditure was rapidly for the social sector
and economics sector. Our export was very low import was very high. The Govt. to maintain the
deficit of finance & encourage of the export policy and to adopt the devolution of the rupee, the
Govt. the cut down the values of the India’s rupee.
To overcome the deficit of finance & maintain the balance of payment some industries
investment FDI like as these industries in India like as these industries privatization, BALCO,
Multi Fiber Company (MFC), Videsh Sanchar Nigam Limited (VSNL), Hindustan Corporation
Limited (HCL), PPL company and three hotel in these companies the India Govt. to hand over
to the foreign company. It was this time the centre Govt. had classified the Indian’s industries
three schedules.
Schedule A
In this section of A industries was included17 industries in private sector these industries should
be initiated by the state govt. The state Govt. had a authority those industries in deficit in finance
to adopt of the privatization system.
Schedule B:
Which was contained the twelve industries
Schedule C:
The Govt. including, the public sector enterprise& private sector to be owned manage and
control. by the we can say the private sector industries to be or himself by the individual. In the
other being thing. According to the new import technology was adopted to export over a period
of 5 to 10 year and the reasonable proposal to increase the export. The centre Govt. issued the list
of sanctioned the FDI, & to promote the growth to the industries.
(1) Foreign investment was allowed
(2) And to use of the foreign technology developing and developed countries.
In the December 1996, only 36 industries as mentioned the schedule industries ¢
The industrial policy statement was announcement of July 1991; the Govt. had approved

the 51 percent of the total equity automatic approval of FDI.

Investment in India
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Industries have the approval FDI does not exceed 25 percent, 50 percent does not exceed, thirdly
51 percent does not exceed, 74 percent does not exceed. Later the industries in which up to 100
percent foreign equity is permitted 100 in 2013-14. The UPA Govt. had permitted 100% FDI in
insurance sector. The retailer market had permitted in 51 percent in FDI; Recently the BJP Govt.
is permitting 100% FDI in construction sector. Foreign investment which includes foreign direct
investment & foreign institutional investment has increased from about US $ 100 million in
1990-91, to US$ 150 million in 2003-4, there has been an increase in the foreign exchange
reserve from about US$ 6 billion in 1990-91 to US$ 125 billion in 2004-05.

At present India is the sixth largest foreign exchange reserve holder in the world. Foreign
investment implementation authority in order to ensure that approval of the foreign investment
and including NRI investment are quickly translated into actual investment inflow and divided
into the two proposals. India has also joined the multilateral investment agency in 1994.FDI flow
in India in 1985-95 FDI flows ($ million) inward annual average 452 and outward 25 in the year
2004 inward 5335 and outward 2222.FDI as percentage of gross capital formation inward in 1.9
and outward N.A in the year 2004 the inward in 3.4 FDI as percentage of gross capital formation
and outward in 1.4.

In the other sector india.FDI stock as percentage of GDP in 1990 inward 0.5 & outward N.A in
the year of 2004 FDI inward 5.9 and outward 1.0 in india.AS a result of this the MNC growing in
India. According to the world investment report (WIR), 1997 approximately the MNC Company
were about 45,000 MNC in India. And out of them, with some 280,000 affiliates in India.
According to the world investment report 2004. Only the 11 percent of the affiliates MNC were
set up in developed countries. About 4.2 lakh affiliates companies in china (more than 45 percent
of the total and nearly three fourth of them in the developing countries and compared to more
than 1400 in India.

According to the international production by transnational 19billion, like as the developing
countries china, Mexico, brazil, Russia, Republic of Korea and India, in the year of 2012-13 the
share of the top investing countries FDI equity inflow. Mauritius country percentage of the total
inflow 36% in the world, and the lowest country in 2012-13 Switzerland only 1% inflow FDI in
the world. And sector attracting highest FDI equity inflow total 67% in the world. Services
sector in 2012-13 the highest 18% total inflow US$ in the world and the minimum FDI inflow
equity 3% hotel and tourism department. And the financial year wise FDI inflow data according
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to the RBI’s bulletin July 2014 foreign investment inflow total FDI flow 4029, in 2000-01 in the
year 2014-15(April-may 2014) total FDI flow 8011, 2000-01 from 2014-15 (April, may total

Foreign direct investment (FDI) inflow 8011 in the year.

Objective:

1. FDI after the Liberalization Privatization and Globalization (LPG) inflow and outflow

in India.

2. FDI in India compound growth rate and the percentage of inflow and outflow of

3. Variability of the inflow & outflow FID in India Standard Deviation & Mean Inflow

& outflow in India and to find out the difference percentage inflow and outflow.

Methodology

The study is based on the secondary data. This data is collected from the books and Journal.

Research paper RBI bulletin year wise report and the data is collected annual report.
FDI inflow and outflow in India since 1991-2014

Years Inflow FDI Outflow FDI Difference of | Percentage  of

US$ Million | US$ Million inward & outward | difference of

FDI in India inward &

outward FDI in

India

1991 16 54 -38 -0.0256
1992 476 50 426 0.2880
1993 937 44 893 0.6038
1994 1397 89 1308 0.8844
1995 2125 119 2006 1.3564
1996 2525 240 2285 1.5451
1997 3619 113 3506 2.3708
1998 2633 47 2586 1.7486
1999 2168 80 2088 1.4119
2000 3585 509 3076 2.0800
2001 5472 1397 4075 2.7555
2002 5627 1669 3958 2.6764
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2003 4323 1879 2444 1.65226
2004 o771 2179 3592 2.4289
2005 7606 2978 4628 3.1295
2006 19622 12842 6780 4.5847
2007 22950 13649 9301 6.2894
2008 29876 14456 15420 10.4272
2009 36231 15263 20968 14.1788
2010 42586 16070 26516 17.9305
2011 48941 16877 32064 21.6821
Total 248486 100604 147882 99.99866
Variability 128.28685 138.18762
S.D 15179.76 6620.109
Mean 118232.67 4790.667
C.GR 30.17 42.41
Sources: DIPP Federal Ministry of Commerce & Industry. Govt. of India
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Result and Discussion:
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The liberalization privatization and globalization started in 1990-91 at this time the Indian
economy through the recession of time. To over come out of the recession Indian economic FDI
followed. Some industries the centre Govt. to adopt of the FDI like as this public sector
enterprise those industries deficit in finance. In this time 1991 FDI inflow in India 16 million and
outflow 54 in million. And the difference of inflow and outflow FDI -38 in India. In this
comparative the FDI inflow in low investment and outward was very high. in the year of inflow
FDI in India 3585 million in India. Further FDI outflowwas509 million in foreign countries. In
the mid of the 1999-2000 the inflow was very rapidly increasing in India. The outflow was a
slow down FDI investment in India. It was 2011 the inflow was investment 48941million in
India and it was outflow 16877 and the difference of 32064 inflow and outflow in India. It is
percentage of FDI 21.6821 in million. In 1991-since 2011 total inflow 48941 and outflow
100604 and the difference of 147882 in million & was the percentage of 99.99 in India.
Conclusion:

The initial period in 1991 the percentage of the difference - 0.0256 in India. It was negative
effect of our economy because the inward FDI in India. Comparative of the outward FDI was
less than inflow in 1996-97 the FDI US$ millions was rapidly increased. Further the time
outward FDI. Since 1996, 240 US$ in million dollar and during the period of 1997 the outward
FDI US$ million dollar 113 in the year and but was a very gap difference inward & outward FDI
in the 2011. The inward was a very high in the year of 2011. And outward of not increasing
comparative than the inward FDI inflow in India.

Further in 1991 since 2011 the total inward FDI 248486 India & variability was inflow FDI US$
million 128.2868. it was 1991-2011 since 138.18762 US$ million in outflow it was the standard
deviation inflow in India 15179.76 & outward was US$ million dollar 6620.109. Further the
growth compound rate in 1991 since 2011 30:17 to investment inward FDI US$ million. And the
sum of the total outward 1991 2011. Compound growth rate was 42.41 in this table 1 to visualize
that the compound growth rate was smaller than the outflow FDI, US$ million we can say that
the inward & outward the mean was very difference 113442.01 inflow & outflow US$ million in
this table to show that inflow & outflow the compound growth rate was difference 12.24 US$

million we concluded that FDI outflow was greater than inflow in India.
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Usage of Instant Messaging Application on Smart phones among
Youths: A study of Uses and Gratification of WhatsApp*

Purpose: The purpose of this paper is to explore why young people use and what motivates them
to use Instant Messaging Applications (IM) applications on their digital devices with specific
reference to WhatsApp.

Design/Methodology/Approach: A qualitative and quantitative approach is employed in this
paper with a view to explore the Uses & Gratifications of university youths and their
expectations behind using such instant messaging applications. For qualitative approach in-depth
interview of 7 students (4 girls, 3 boys) was employed through semi-structured, open-ended
interview schedule whereas for quantitative approach survey of 150 students was conducted via
questionnaire through purposive random sampling out of which 144 received back excluding
those invalid not to be considered.

Findings: The finding indicate that respondents are actively using WhatsApp for their
Economic, Communication, Pastime, Diversion, Affection, Fashion, Sharing Problem and
Sociability motives that leads to fulfillment of their expectations. Furthermore, the study consists
of broad understanding whether the expectations of Youths are Fulfilled or not.

Originality/Value: U and G theory has attracted many researchers to dig out the reason behind
why people use particular medium shifting the focus from how media use people. Though the
U&G theory deals with various criticisms but in this paper, it affirms appropriateness concerning
youths use and gratifications of WhatsApp.

Keywords/Tags: Instant Messaging (IM) Applications, Smartphones, WhatsApp, Online
Communication, Uses & Gratifications.
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Introduction: New technology plays a vital role in the process of communication in today’s
world. With the sudden evolutionary boom of Internet, many Instant Messaging (IM) services
supported by various Digital technologies are bringing explosion of interactivity among users.
The internet active users do not limit themselves to the consumption of content but they are
allowing themselves to connect with one another in a unique way. Apart from social networking
services (SNS) like Facebook, Orkut, MySpace *, leading to maintenance of relationships, the
commencement of Mobile Instant Messaging applications® are strengthening the intensity of
social relationships. According to Global Messaging Findings WhatsApp is the most used
smartphone messaging service in UK with 59% 3. There has been rapid increase in online
communication from last few years, especially in mobile communication as 69% of all Internet
users did so through a mobile device *. In recent years, the mobile phones technology has
evolved many drastic changes shifted from an interpersonal communication device to
multimedia sets. Earlier, People used cell phones only for making phone calls, for storing
information such as contacts and calendars and PC’s performed tasks such as accessing the
internet, reading emails, editing documents and playing games. Smartphones provides regular
features of a mobile phone along with computing power supported by richness and capabilities of
mobile applications. The use of mobile phones has triggered a new dimension of virtual mobility
that made possible faster and more personalized social interaction.

1.2 Smartphones: Undoubtedly, smartphones are becoming central to our communication and
information needs. The term smartphone refers to a programmable mobile phone that offers
advanced capabilities and features that help individuals in their daily work and personal life. It
contains functions such as instant messaging, downloading applications, utilizing information
services as WiFi and global positioning system (GPS) and entertainment®. A smartphone ability
to complement our lives is directly related to the richness and quality of its Mobile applications.
In modern era smartphones have acquired the market so well that everybody now can interact,
socialize, and can share ideas and information sitting at any corner in the world through an
instant messaging applications like WhatsApp, Bbm, WeChat, Viber, Line, ChatOn, Hangouts,
Skype, Windows Instant Messenger, GTalk, etc.

1.3 Instant Messaging Applications: Instant messaging (IM) is a type of very popular and
commonly seen communication services via the internet to enable people to create a private or
group chat space. According to Global Mobile Consumer Survey 2013 instant messaging catches
up with SMS with 69% and 67%°.An Instant Messaging applications can serve as a very useful
and interactive way of communication which allow users to exchange instant messages in form
of text, share videos, audios and images via smartphones instead of relying on desktops and
laptops. Nowadays young generation is keeping themselves busy in chatting and messaging
every time with friends. To meet such demand Telecommunication industries offering a variety
of turned up operating systems with unique characteristics such as Android OS (41%), Windows
0S(18%), IPhone (Apple) (22%), Blackberry (RIM 8%), Symbian (Nokia 9%)’etc. Every
operating system serves the smartphone along with their application stores (Appstore: Google’s
Play store for Android)’from where these Applications can be installed easily.
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1.4 WhatsApp (100000000+downloads on Google Play):
One of the most interesting MIM applications on the market today is WhatsApp. The
phenomenal growth of internet-based mobile messaging service WhatsApp, which Facebook has
acquired for $19 billion, not only undermined the messaging initiatives of Facebook and Google,
but they also had a huge adverse effect on traditional mobile messaging service SMS®. According
to NIELSEN INDIA CONSUMER RANKINGS WhatsApp Messenger is the leading application of
smartphone®. WhatsApp is a cross- platform instant messaging application for smartphones. It
enables users to send and receive location information, images, videos, audio and text messages
in real-time to individual and group of friends at no cost. At present WhatsApp handles over 10
billion messages per-day and is one of the most popular paid for apps across all mobile
platforms. WhatsApp Messenger is available for iphone, Blackberry, Android, Windows Phone
and these phones can all message each other. It uses the same internet data that you use for email
and web browsing; there is no cost for messages. In addition to basic messaging it enables users
to send and receive location information, images, video, audio and text messages in real-time to
individuals and groups of friends at no cost®.

e No hidden cost: First year Free! ($0.99USD/year after)

e Multimedia messages: Send video, Images and voice notes to Friends and contacts.

e Group chat : Group conversation with WhatsApp users in contacts

e No International Charges: there is no cost to send WhatsApp messages

internationally.
e No pins and username: WhatsApp work with phone numbers.
e No Log out/ In: No confusion about getting logged off from another computer or
device with push notification WhatsApp is always on and connected

Application Features

(WhatsApp 1. Text Chat

www.whatsapp.com) 2. Send & Receive
Images

3. Send & Receive
Videos

4. Send & Receive

Audio’s

Group Chat

6. Sharing V-Cards &
Contact Information

7. Send & Receive location
Information.

o

Fig: The above table shows the features of WhatsApp.™

15 WhatsApp as an Online Communication Application:
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Communication is the process of sending and receiving information'?. The transmission of
information, ideas, emotions, skills, etc. by use of symbols-words, pictures, figures, graphsetc.it
is the act or process of transmission that is usually called communication (Berelson and Steiner)
B8 According to Oxford Dictionary the word “online” means controlled by or connected to a
computer or to the internet'®. WhatsApp allow it users to send and receive messages in textual,
image, video and audio notes forms via internet connectivity (2G, 3G and WiFi) as required for
any other web browsing activity. Being connected it shows the status of “Online” and at
disconnection it shows last seen moment of a WhatsApp user. So the application run through
internet connectivity and fulfills all the basic elements of communication — sender (encoder),
message, channel, receiver (Decoder), feedback and Noise. In the explanation below sender is a
person using WhatsApp through his mobile device is free to send messages in Textual, Images,
Audio and Video format through the Mobile/Digital device channel ( WhatsApp) enables by data
plan required for any type web surfing or browsing which connects the device to a network
leading to the connectivity and at receiver end she/he can receive the message and can interpret
the same and can make response which comprises feedback. In the whole process the sender and
receiver acts as a participant who and whereas Noise is concerned can take place at any end.

Sender
(WhatsApp
User)

Feedback Message (Text,
(Response By Images, Audio,
the reciever) Video)

Receiver (other Channel
WhatsApp (Mobile/ Digital
user) ] ] Devices)

From the above discussion it is concluded Whatsapp as an Online Communication Application

Sender: Message: Text, | Channel . | Reciever: Feedback: The
WhatsApp Image, Audio, | Mobile Other Response by
User Video devices: WhatsApp user | User
Smartphones, | in contact
Tablets,
Noise can take | Noise......... Noise....... Noise...... Noise ....
place at any
level
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Fig: The above figure shows WhatsApp communication process with sener, message, channel,
receiver and feedback as elements of communication where noise element can occur at any
place.

i » 1442

Klaus Daimler
Lasr seen foday at 1802 ﬁ 9

Cool color! BTW you gotta
Qs audio note:

at
Notifications q E+

Fig a

Image m

Thatis so funny! 1544

The above fig a shows that WhatsApp requires Data Plan

like any other browsing. Did you know you can tap
hold on the message bubb

Flg b Yes, 1 knews that,
This figure presents features of WhatsApp: LESS W STPL NG
Image, Text, Audio Note, Emoticos and attaching file i
facility. Fighb

2.0Literature Review:

Study 1: Uses and Gratifications of Social Media: A comparison of Facebook and Instant
Messaging

The study conducted by Haase and Young (2010) stated that key motivations of joining social
media is peer pressure, social connectivity, and utilitarian need that motivates them to use social
media. The study also identified the factors of motivations: Passtime, Affection, Fashion, Share
problem, Sociability, Social Information. The above study concluded that above factors were the
reasons of using Facebook instead of instant messaging by youth falling in the age group of 18 to
23 years.”®

Study 2: What’s up with WhatsApp? Comparing Mobile Instant Messaging behaviours with
Traditional SMS

The another study conducted by Karen Church and Rodrigo de oliveira (2013) reported 8 themes
through interview of 9 active users of WhatsApp and further justified through survey of 131
spain youth through online questionnaires. These themes were: Cost, Social Influence,
Nature/Intent, Community & sense of connection, Immediacy, Privacy concerns & Expectations,
Reliability & Guarantee, Choice of technology and Coping Mechanism. The study concluded
that applications got popularity because of economic reasons as well as because of its nature as it
is convenient to use and less complicated.*®

Study 3: Didn’t You See My Message? Predicting Attentiveness to Mobile Instant Messages.
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The study conducted by Martin pielot, Rodrigo de Oliveira, Haewoon Kwak and Nuria Oliver
reported simple feature when extracted from the phone, such as the user’s interaction with
notification center, mode are strong predictors of how quickly the user will attend to the
message. With seven automatically selected features the model predicts that user will view a
message within a few minutes with 70.6% accuracy and a precision for fast attendance of
81.2%."

Study 4: The impact of Technology (BBM & WhatsApp Applications) on English Linguistics in
Kuwait

The study was commenced by Ashraf Atta M. S. Salem (2013) Stated through experimental
research that in Kuwait, using smart phones with various applications it provide that includes
“BBM” or Blackberry text messages and iPhone text message applications like “WhatsApp”
have detrimental effects on English language use. Teenagers especially and young people in
general use certain codes of abbreviations or shortcuts to express their ideas to the extent that
spoils English grammar as well as spelling. *8

Study 5: Smartphone Application Usage Amongst Students at a South African University

The study conducted by Walter UYS, Aadilah MIA, Gary Jeffrey JANSEN,et.al.(2102) founded
that the students that were questioned, spend an average of five hours per day on their
smartphones interacting with others via SNS, and remain online for about 16 hours per day. The
students that were sampled preferred to communicate using SNS. These students appear to use
SMS for close friends only, and phone calls for loved ones and family; possibly due to the high
cost of SMS and phone calls in South Africa compared to the low cost of SNS. Students use SNS
predominantly for Facebook, Facebook chat and Blackberry Messenger (BB users) in order to
update their profiles, chat with friends, and look at their friends’ profiles and statuses. *°

3.0Research Problem: With the proliferation of online communication applications (WhatsApp)
supported by various digital devices such as smartphones, tablets, Pc’s, Notebook etc. provided a
new platform for interaction between two or in groups. This expanding plethora providing
exchange of multimedia messages raises the question of what is the usage, motivation and
expectation of youth behind using such applications. For this raised questions the researchers
aimed to conduct a survey of young people of Guru Jambheshwar University being the first
technical university of Haryana (Hisar).

4.0 Objectives: The broad objective of the study is to examine Uses & Gratifications of the
WhatsApp among youth.

Specific Objectives:
1. To study the usage of WhatsApp among Youths.
2. To know what motivates them to use WhatsApp.
3. To explore whether WhatsApp fulfills their needs of maintaining their social
relationships
4. To find out whether WhatsApp fulfills their expectations.
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5.0 Operational Definitions of Terms: The paper consists of following terms which is defined
by researchers as follows:
1. Instant Messaging: Instant Messaging is software application that allows users to send
and receive the message in real time.
2. WhatsApp: instant messaging applications which serves communication online.
Youths (Plural): Youths are defined as young males and females between the ages of 18-
30 years.
Uses: uses as a concept means “Selection and Usage of Medium”.
Gratification: gratification means “feeling of satisfaction”.
Online: the word online means connected to a network.
Communication: it is a process where sending and receiving of message take place.

w

No oas

6.0Theoretical Framework:

The theoretical foundation of this study is the Uses and Gratifications theory, also called Needs
and Gratifications Theory. Uses & Gratification theory measures the audience’s media use and
the gratification it garners from that activity in a scientifically acceptable manner. The theory
focuses on what people do with media rather what the media do to people. According to Katz,
Blumler, and Gurevitch(1973-1974) who defined the theoretical foundation as “ (1)the social and
psychological origin of (2)needs which generate (3) expectations of (4) the mass media or other
sources, which lead to (5) differential patterns of media exposure (or engagement in other
activities), resulting in (6) need gratifications and (7) other consequences, perhaps mostly
uninterested ones®®. Abraham Maslow has identified five categories of need that people are
motivated to satisfy, and they apply to everyone. The Hierarchy of Needs a. Physiological needs
(food, water and air). b. Safety needs (security, stability, and freedom from fear or threat). c.
Social needs (friendship, affection, acceptance, and interaction with others). d. Esteem needs
(personal feelings of achievement or self-esteem and need for recognition or respect from
others). e. Self-actualization (self-fulfillment or realization of one’s potential) - become
everything that one is capable of becoming?®’. According to zizi Papacharissi(2007) U&G tend to
focus on motives, social and psychological antecedents and cognitive attitudinal, or behavioral
outcomes. Motives present general disposition that influences people’s action taken for the
fulfilment of a need or want and behavior. Most U&G investigates motives as way of
understanding as way of understanding media consumption®. Ruggiero (2000) claims that
Interactivity, Demassification and Asychroneity significantly strengthens the core U&G notion
of active user because it has been defined as “the degree to which participants in the
communication process have control over, and can exchange roles in their mutual discourse”.
Demassification as the control of the individual over the medium, “which likens the new media
to face-to-face interpersonal communication” and asynchroniety refers to the concept that
messages may be staggered in time. Senders and receivers of electronic messages can read mail
at different times and still interact at their convenience®. .It also means the ability of an
individual to send, receive, save, or retrieve messages at her or his convenience. The U&G
approach is therefore a good way to analyze the motivations and satisfaction of the youth using
WhatsApp.
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7.0Methodology:
The study is conducted in two phases covering qualitative and quantitative aspect of the research.
Phase I: This phase deals with broad investigation of the use of WhatsApp in the daily lives of
young people. The in-depth interviews of 7 active users of WhatsApp, 4 girls and 3 boys of the
university were conducted. The interviews conducted dealt with semi-structured and open-ended
questions. The basic need for the interview is to know following things:

a) The use of their smartphone and daily communication activities they perform on it.

b) From how long they are using WhatsApp

c) The motives of using WhatsApp

Phase II: On the basis of interviews conducted, questionnaire was developed covering three
sections:

a) Demographic Information

b) Use of Smartphone

c) Usage of WhatsApp

7.1Reference Period: The study consists of two phases, accordingly the reference time of both
the phase is different. Interview section was conducted from February 1 to February 12, 2014
whereas survey was conducted from February 20 to March 15, 2014.

7.2Sample Selection: The purposive random sampling is employed for the study. Purposive
sample which includes respondents, subjects or elements selected for specific characteristics or
qualities and eliminates those who fail to meet these criteria. Purposive samples are used
frequently in mass media studies when researchers select respondents who use a specific medium
and are specific questions about that medium (Wimmer & Dominick,2011). The survey of 100
students of Guru Jambheshwar University was conducted out of which 93 students responded to
the questionnaire.

7.3 Data Collection Instrument:

Phase:1 The Interview schedule consists of semi-structured, open ended questions covering their
daily use of smartphone for communication activities, how long they are using WhatsApp, why
they use WhatsApp and

Phase: 2 The questionnaire consists of 3 sections:

Section A: Demographic Information. (5 items)

Section B: Use of Smartphone. (8 items)

Section C: Usage of WhatsApp. (27 items)

The questionnaire consists of 40 questions, in which 38 questions are close-ended and 2
questions are open-ended.

7.3 Statistical Methods: The data collected through questionnaire was analyzed by descriptive
statistical method in IBM SPSS 21. Simple frequencies tables are drawn for result presentation.
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8.0Finding & Discussions: Following is an overview of the results of the study, ordered by
demographics, use of smartphones and Usage of whatsApp carried by their usage pattern and
fulfillment of expectations

8.1 Findings from Interviews (Phase I):

The Interviewees are denoted as A, B, C, and D for girls and X, Y, Z for boys. Among
girl respondents two (A& B) of them mention that they use data plan for whole day as it cost
very less and phone call facility is used at time of urgency or when they feel need to make a call.
“B” mentioned that she make calls when she want to call her parents and relatives or for formal
need like talking to teacher or to inquire about internship and for friends she use WhatsApp as
well as Fb messenger. She visit WhatsApp several times a day. According to her she spend 4-7
hours on WhatsApp. “A” mentioned she use WhatsApp during class lectures and make calls
when required. Nothing supplementary for her. She is using WhatsApp from more than 1 year.
She added that my all the friends are on WhatsApp and | want to stay in touch with my friends as
| am away from my hometown so whatsapp fills the gap. The “C” respondent started using
WhatsApp recently. She mentioned that it’s an awesome application as she can also talk to her
sister siting in other state. She share lot of videos & images with her. During her interview she
also stated that she suggested many friends to purchase smartphone so that the can interact with
the help of such applications. She is very active on chatOn and Facebook. She said Facebook
sometime makes me distracted due to 2G data plan, she faces problem chatting on Fb so she
stated using WhatsApp is quite easy. “D” respondent was very much satisfied with WhatsApp as
she mentioned that personal talks can be easily done on this application. She is using WhatsApp
from past 7 months. She also uses BBM sometimes. The boy respondents X, Y, Z are old users
of WhatsApp. They are using WhatsApp as it’s very cheap and they get entertained while
chatting with friends and they share jokes every now and then, secondly “X” mentioned he using
WhatsApp from past 2 years and he is now using paid version of WhatsApp. He said it cost
nothing. He just get a recharge for data plan and he’ll be using for next one more year as he got
subscription for 3 years. He never use SMS and for phone calls he stated it’s situational. He use
whatsApp more in the evening rather than day time. “Y”’respondent was quite disappointed as he
want that some changes should be made in WhatsApp as animation related emoticons should be
added. He stated that it’s much better than SMS and Fb. Very convenient to use and its
Friendship friendly. “Z” respondent belongs to rural area so to mix up with friends of university
he started using WhatsApp. He was happy as when he miss his classes because of various
reasons his friend send all the work been done in class through images seems to be quite
affordable. He said it’s easy to use WhatsApp. No technical problem with it. On the above
interviews the following are the reasons why they are using WhatsApp.
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Motives behind using WhatsApp on which respondents( interviewee) agreed upon :

Cost Effective

User Friendly

Less technical

Social Influence

Social Pressure (friends suggested to use)

Sharing Views and gossips all time

Maintaining Relationships

Better than SMS and SNS

O 0O N o o B~ W N -

Feel relax while using it
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Whole day usage cost few Mb only

-
-

Convenient to use

=
N

Informal Communication

=
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Fluid Communication

H
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Personal Communication

[EY
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Takes away from whole day tensions.

8.2Findings from Survey:

8.2.1 Section A: Demographic Information.

Students in this survey were predominantly belongs to the age group of 20-22 years 65(45.1%)
comprising gender differentiation as Male 77(53.5%) and Female 67( 46.5%) The majority of the
students were from the Mass Communication & Printing Technology Constituting 20(13.9%)
from each department and 16 (11.1%) From Haryana School of Business (HSB)and 15(10.4%)
from Applied Psychology, 13(9.0%) from Food Technology and 12(8.3%) from Environmental
sciences and from Advertising 6(4.2%), Computer Science 6 (4.2%), Electronics 3(2.1%), Bio-
Medical 4(2.8%), Nano Technology 6(4.2%), Physiotherapy 6(4.2%), Pharmaceutical 8(5.6%),
Applied Physics 2(1.4%), Chemistry 3(2.1%) and Mathematics 4(2.8%) From the sample
N=144, 76(52.8%) belongs to Urban Area, 52(36.1%) are from Rural Area and few 16(11.1%)
belongs to Sub-Urban Area. The most frequent samples are from Masters Class 72(70.0%) and
from Bachelors 43(29.9%) and from Doctorate 29(20.1%).

Variable | Description Frequency Percentage

Age 18-20 24 16.7
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20-22 65 45.1
22-24 35 24.3
24-26 11 7.6
26 and above 9 6.3
Gender Male 77 53.5
Female 67 46.5
Education | Bachelors 43 29.9
Masters 72 50.0
Doctorate 29 20.1
Area Urban Area 76 52.8
Rural Area 52 36.1
Sub-Urban 16 11.1

8.2.2Section B: Use of Smartphones:
The Following section consists of usage of Smartphones along with its most relevant function
and most Valuable feature according to the respondents and also details about their

communication activity on Smartphone, which is as follows:

Variable Description Frequency Percentage
Smartphone Yes 143 99.3
No 1 T
How Many One 132 91.7
Two 8 5.6
More Than Two 3 2.1
Other 1 T
Functions Communication (Calls) 16 11.1
Texting 14 9.7
Surfing Internet 30 20.8
All of them 78 54.2
Any Other 6 4.2
Features Touch screen 12 8.3
Model/Brand 20 13.9
Camera Quality 17 11.8
Internet Connectivity 19 13.2
All of them 76 52.8
Operating Android 131 91.0
System
Windows 8 5.6
iphone 2 1.4
Symbian 1 4
Blackberry 2 1.4
Brand Samsung 64 44.4
Sony 22 15.3
Nokia 12 8.3
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Micromax 20 13.9
HTC 7 49
Apple 2 1.4
LG 8 5.6
BlackBerry 2 1.4
Others 7 4.9

From the above demonstrated table it is concluded that all the respondents use smartphone
except one using Symbian phone concluded as non-smart according to the respondents and
132(91.7%) have one smartphone device with them. Out of 144 respondents 78(54.2%)
respondents stated that they find all the functions of utmost importance which comprises
Communication (Phone Calls), Texting (Instant Messaging), Surfing Internet (SNS, Google
Search) whereas 30 respondents find surfing internet as most relevant function of their
Smartphone. The most valued features on which 76(52.8%) agreed are Touch Screen,
Model/Brand, Camera, Internet connectivity whereas Model/Brand with 20(13.9%) stands on
second priority for respondents. The Android OS 131(91.0%) with Samsung 64(44.4%) is the
leading operating system and Brand among Youths.

Communication activities performed by Youths displayed as Follows:

Variable Always Often Sometimes Rarely Never
Messaging 31(21.5%) 29(20.1%) 42(29.2%) 25(17.4%) 17(11.8%)
Calls 89(61.8%) 39(27.1%) 12(8.3%) 2(1.4%) 2(1.4%)
Applications | 74(51.4%) 45(31.3%) 15(10.4%) 10(6.9%

SNS 51(35.4%) 37(25.7%) 38(26.4%) 12(8.3%) 6(4.2%)

The Above table presents the communication activities performed by respondents as 42(29.2%)
perform messaging activity whereas 89(61.8%) makes phone calls and Applications are used by
74(51.4%) for communication and 51(35.4%) respondents communicate through Social
networking sites (SNS).

Familiarity with Online Communication Applications:

Variable Frequency Percentage
WhatsApp 44 30.6
WeChat 12 8.3

Line 6 4.2

Viber 2 1.4

Skype 6 4.2
ChatOn 2 1.4
Facebook 14 9.7

Most of them 53 36.8
Anyother 5 3.5
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The table presents that all the respondents are familiar with most of them applications
comprising the highest percentage (36.8%) along with WhatsApp which gained 30.6% . the any

other category consists HIKE application.

8.2.3Section C: Usage Of WhatsApp
The section ¢ consists of questions framed to fulfill the broad objectives of the study which deals
with Uses and Gratifications of WhatsApp with Specific Objectives which is presented as

follows:

Obijectivel: To study the usage of WhatsApp among Youths.

The above objective deals with respondent’s use of WhatsApp which is explained as follows:

Variable Description

WhatsApp | Always Often Sometimes Rarely Never
82(56.9%) | 42(29.2%) | 16(11.1%) 4(2.8%) | --

Frequency | Daily weekly Monthly When

of Use Chanced

Freq.& % 114(79.2%) | 16(11.1%) | 2(1.4%) 12 (8.3%)

Language English Hindi SMS Alpha Hinglish All

Numeric

Freq.& % 36(25.0%) | 16(11.1%) | 33(22.9%) 10(6.9%) | 16(11.1%) | 33(22.9%)

Per-Day 0-1hrs 1-2 hrs 2-4 hrs 4-6 hrs More than

use 6

Freg.& % 57(39.6%) |45 12(8.3%) 17(11.8%) | 13(9.0%)

(31.3%)

Information | Friends Family Advertisements | Neighbors | Any other

Freq.& % 120(83.3%) | 13(9.0%) | 6(4.2%) 5(3.5%) --

Chat with Friends Family Relative All above | Others

Freq.& % 95(66.0) 22(15.3%) | 4(2.8%) 23(16.0%) | --

More Individual chat Group Chat

comfortable | 124 20

chat (86.1%) (13.9%)

Variable Always Often Sometimes Rarely Never

Individual | 87(60.4%) | 36(25.0%) | 19(13.2%) 2(1.4%)

Chat

Group chat | 26(18%) 40(27.8%) | 34(23.6%) 27(18.8%) | 17(11.8%)

Text 106(73.6%) | 24(16.7%) | 11(7.6%) 32.1%) | ---

Feature

Image 66(45.7%) | 50(34.7%) | 22(15.3%) 3(2.1%) 3(2.1%)

Feature

Video 39(27.1%) | 48(33.3%) | 43(29.9%) 12(8.3%) | 2(1.4%)

Feature

Audio 40(27.8%) | 48(33.3%) | 34(23.6%) 17(11.8%) | 5(3.5%)
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Feature
Group 30(20.8%) | 37(25.7%) | 27 (18.8%) 40(27.8%) | 10(6.9%)
Feature
Contact 22(15.3%) | 35(24.3%) | 29(20.1%) 34(23.4%) | 24(16.7%)
Feature
Profile Yes No

136 8

(94.4%) (5.6%)
Status Yes No

85 59

(59.0%) (41.0%)
Profile Always Often Sometimes Rarely Never
Picture
Freq.& % 65(45%) 49(34.0%) | 24(16.7%) 6(4.2%)
Emoticons | Very Much | Much Normal Little Not at all
Freq.& % 82(56.9%) | 42(29.2%) | 15(10.4%) 4(2.8%) 1(.7%)
While Always Often Sometimes Rarely Never
Chatting
Freq.& % 75(52.1%) | 48(33.3%) | 14(9.7%) 6(4.2%) 1(.7%)
Contact 1-50 50-100 100-150 150-200 200 &
using above
Freq.& % 67(46.5%) | 47(32.6%) | 23(16.0%) 4(2.8%) 3(2.1%)
Charged Yes 89 No 55

(61.8%) (38.2%)
Future use | Yes 85 No 19

Can’t say 40

(59.0%) (13.2%)

(27.8%)

Fig 1l

The above table (fig 1) presents 82(56.9%) always use WhatsApp application followed by
114(79.2%) use it on daily basis with 0-1 hour per day usage exciding with 57(39.6%) The
language they opt for chatting is English 36(25.0%) followed by all other 33(22.9%) (English,
Hindi, SMS, Alpha Numeic, Hinglish) with their friends comprises 120(83.3%) as compared to
Family 22(15.3%), Relatives 4(2.8%) and all above with 23(16.0%). They feel more comfortable
with individual chat 124(86.1%) rather group chat 20(13.9%). 87(60.4%) respondents stated they
always use Individual chat whereas 34(23.6%) stated they often use group chat. The 106(73.6%)
respondents always use Text feature while chatting, 66(45.8%) always use Image feature,
48(33.3%) use video feature often for communicating followed by Audio note features which is
used often used by respondents same way majority of 40(27.8%) say they use group chat feature
rarely along with 35(24.3%) states they use contact information Vcard facility often for sharing
contact addresses. the respondent maintain their profile 136(94.4%) and status 85(59.0%) and
majority 65(45%) always change their profile pictures. The respondents are very much
82(56.9%) familiar with Emoticons (©,® ) and 75(52.1%) respondents always use them while
chatting. 67( 46.5%)respondents stated out of their total people in contact 1-50 contact members
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are using WhatsApp, 89(61.8%) agrred they will be using WhatsApp if they charge for it and

85(59.0%) they will be using it in future also but some stated they can replace it with WeChat

55(38.2%), Viber 16 (11.1%), Line 12( 8.3%), Skype 27(18.8%), ChatOn 7(4.9%), Hangouts
5(3.5%), BBM 9(6.3%) and Any other (Hike) 13(9.0%).

Obijective 2: To know what motivates them to use WhatsApp:

This particular objective deals with what motivated respondents to use WhatsApp, explained
through the table covering all 8 Factors with sub-factors. In this study 6 factorsare taken from the
earlier study and two more were developed by the researcher to contribute for further such kind

of studies.
Variable | Description | Frequency | Percentage
Economic Factors

Sub-Factors | Cheap as compare to other means of |39 27.1
communication
Its Costs nothing 33 22.9
Easy and Convenient mode of communication | 31 21.5
(Economic from technical point)
All of them 38 26.4
Any Other 3 2.1

Communication Factors

Sub-Factors | Quick/Instant Communication 39 27.1
Quick gap Bridging 18 12.5
Immediate response 25 17.4
Fulfills communication requirements 13 9.0
All of them 47 32.6
Any other 2 1.4

Passtime Factor
Sub- To kill Time 39 27.1

Factors
For getting entertained 48 33.3
Because | enjoy chatting with people 23 16.0
Because it is Fun 8 5.6
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All of them 25 17.4
Any other 1 N
Diversion Factor
Sub-Factors | Because it makes me feel relax 42 29.2
To get away from Pressure 21 14.6
To get away from Tension 21 14.6
Ease boredom 29 20.1
All of them 31 21.5
Any other
Affection Factor
Connect with old/New friends 47 32.6
To be in touch with friends 44 30.6
All of them 51 354
Any Other 2 1.4
Fashion Factor
Sub-Factors | New trend of communication/ To be trendy 62 43.1
To not look old -Fashioned 16 11.1
To look stylish 35 24.3
Inferiority complex 9 6.3
All of them 20 13.9
Any other 2 1.4
Sharing Factor
Sub-Factor | Because I need someone to talk 73 50.7
Because | need to share my problems 45 31.3
All above 18 12.5
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Any other 8 5.6
Sociability Factor

Sub-Factors | My Friends also use it for communication 43 29.9
Develop a Relationship 21 14.6
To be Socially Balanced 25 17.4
To maintain friendship with old friends 11 7.6
To stay in touch with new Friends 14 9.7
All of them 30 20.8
Any other I

Fig 2

The above table (fig 2) deals with the 8 factors and further sub-factors which details what
motivates young people to use WhatsApp.

Factor 1 Economic : WhatsApp advertises itself explicitly as a mobile messaging app which
allows the exchange of messages without having to pay for SMS. The economic factor further
consists of multi sub factors which make it more transparent that which motive under the
umbrella Economic Factors motivates them the most. The young people agreed that WhatsApp is
Cheap as compare to other means of communication 39(27.1%), its costs nothing 33(22.9%),
Easy and Convenient mode of communication (Economic from technical point) 31(21.5%), All of
them 38(26.4%) and any other constitutes 3(2.1%)

Factor 2 Communication is the utmost important need of a human being. It is an ongoing and
never ending process. In this study communication factor was develop to simplify the complexity
of cluttered factors. During interview, Participants stated it (WhatsApp) provide them Personal,
Fluid Communication. So in this factor, the leading sub-factor that motivates them to use
WhatsApp is Quick/Instant Communication 39(27.1%) along with all the sub-factors: Quick
gap bridging, Immediate response, fulfills communication requirements comprises agreement
47(32.6%) of youths of using WhatsApp.

Factor 3 Pass time: Passtime factor deals with sub-factors that spend youths time while
engaging them in various features of Whatsapp. The sub- factor which leads under this factor and
among all other sub-factors that motivates youths to use Whatsapp is For getting entertained
48(33.3%), To kill Time 39(27.1%), Because | enjoy chatting with people23(16.0%), all of them
25(17.4%).

Factor 4 Diversion: Most of the respondents use WhatsApp to just move from particular
situation from which they are not comfortable enough. The sub-factors under this factor which
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got maximum percentage is Because it makes youth feel relax and occupied 42(29.2%) followed
by Ease boredom 29(20.1), To get away from Pressure, To get away from Tension21 (14.6%)
each and all sub factors constitutes 31(21.5%).

Factor 5 Affection: This factor comprises 4 sub-factors which provides a venue for expressing
concern and friendship towards them. The sub-factor on which 51(35.4%) respondents agreed is
All of them which consists Connect with old/New friends 47(32.6%), To be in touch with
friends 44(30.6%).

Factor 6 Fashion: This Factor states that WhatsApp is fashionable and being in trend
respondents are using it. The sub-factors under this term are New trend of communication/ To
be trendy 62(43.1%), To not look old —Fashioned 16(11.1%), To look stylish 35(24.3%),
Inferiority complex 9(6.3%) and all above 20(13.9%)

Factor 7 Sharing Problem: This factor deals with 4 sub-factors which explains that respondents
share their problems while chatting on WhatsApp. The leading sub-factors among them is
Because | need someone to talk 73(50.7%), Because | need to share my problems 45(31.3%)
and All Above 18(12.5%)

Factor 8 Sociability: The factor deals with increasing sociability among respondents indicating
that the youth use it as stated My Friends also use it for communication 43(29.9%), Develop a
Relationship 21(14.6%), To be Socially Balanced 25(17.4%), To maintain friendship with old
friends 11(7.6%), To stay in touch with new Friends 14(9.7) and All of them 30(20.8%)

Obijective 3: To explore whether WhatsApp fulfills their needs of maintaining their social
relationships

The objective gives an understanding whether such applications help in building relationships or
maintaining them.

Variable Completely Normally Partially Nearly Not Not at all
Maintaining 60(41.7%) 63(43.8%) 16(11.1%) 4(2.8%) 1(.7%)
Relationships

Improved Very Much Much Normal Little Not at all
Social 40(27.8%) 55(38.2%) 37(25.7%) 9 (6.3%) 3(2.1%)
Relationships

Fig 3

The above table (fig3) represents that 63(43.8%) stated that their relationships normally get
maintained with WhatsApp and when it comes to social relationships 55(38.2%) stated it much
of their social circle is maintained by using WhatsApp.

Obijective 4: To find out whether WhatsApp fulfills their expectations.

To answer whether WhatsApp fulfills youths expectations, below table demonstrate it as follows:

| Variables | Description Freg. & Percentage |
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Fulfills Always Often Sometime Rarely Never
Expectations 48(33.3%) 60(40.7%) 31(21.5%) 2(1.4%) 3(2.1%)
Fig 4
Variable Description Frequency Percentage
If Yes Communication with Friends 66 45.8%
Maintain contacts 28 19.4%
To be socialize 19 13.2%
To have Fun & Relax 8 5.6%
All above 23 16.0%
Any other
If No Absence of expected Friends 36 25.0%
Absence of online Friends 40 27.8%
Problem in internet connection 34 23.6%
Handset problem 13 9.0%
All above
Any other 1 1%
Not Responded 20 13.9%

Fig5

The above tables (fig 4) explains that 60(40.7%) respondents stated that WhatsApp often fulfills
their expectations with which they carry WhatsApp for communication. The second table (fig 5)
stated which expectations are fulfilled by WhatsApp. 66(45.8%) agreed that WhatsApp helps in
communication with friends along with the respondents also agreed that their expectations
remains dissatisfied because of Absence of their online friends 40(27.8%) and problem in
internet connection 34(23.6%).

9.0Conclusion:

With the advent of drastic booms in the Telecommunication field the explosion of Instant
Messaging not only facilitating the communication but also deals with different aspect where
every user associate him with it. From the study carried by the researchers, the findings are not
only interesting but somewhere shocking as it shows the shift from Social Networking Sites to
Instant Messaging Applications (WhatsApp). According to the results, youth whether from
Urban, Rural and sub urban area is using WhatsApp with their Smartphone devices. The leading
Android OS along with Samsung Brand occupies top position among all other Brands and
Operating system. The respondents stated that the perform following activities Messaging, Calls,
Instant Messaging and Social Networking Services through their smartphone devices to fulfill
their need of communication. More than 80% of the respondents are using WhatsApp on their
Daily Basis 90% for maximum O-1hr duration. Most of them like all the features WhatsApp
along with Emoticons which attracts more than 50% to use while chatting. The findings also
stated the reasons of motivation of youths using WhatsApp. It seems to be cheap as compare any
other media, for quick communication they use it as well as to kill their time. The respondents
agreed that they use WhatsApp as it takes away from tensions & various kind of pressures. They
also use WhatsApp as it is very trendy among their friends and they share their problems through
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it. The all 8 Factors associate with respondents somewhere and they very much agree that
Economic, Communication, Passtime, Diversion, Affection, Fashion, Sharing Problem and
Sociability factors along with sub-factors motivate them to use WhatsApp. When it comes to
maintaining relationships whether individual or social the 46% respondents it often and 55%
stated it is improving their social relationships. Carrying forward WhatsApp is fulfilling youths
expectation quite often (40%) as it helps them to communicate with friends, the hurdle comes
with Internet surfing and absence of online friends which make them dissatisfied. For future
perspective research related to comparison of Various Instant Messaging can be carried with
huge sample size and in terms of Whatsapp research related to Feature comparison of WhatsApp
before and after Facebook acquired will add wonders to Technology.
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Abstract: This paper aims to know the users’ perception of credibility of news content
communicated through Whatsapp. The online messaging application has provided faster,
interactive and multimedia facilities for various types of communication like personal,
professional, business, news communication etc. This paper focuses on how do people
believe and assess the credibility of news contents communicated through Whatsapp. The
data was collected through Survey method. A total of 100 students of Guru Jambheshwar
University of Science and Technology, Hisar (Haryana) were surveyed. The results show that
maximum of the news contents and user-generated news contents communicated through
WhatsApp are in textual formats. The findings revealed that majority of exact news, User-
generated serious and funny news contents are on current issues, political matters,
entertainment news and cultural matters. Youth reported that they trust the news contents
communicated through WhatsApp on the basis of being sent by friends. They believe them
on the belief that they have high exposure level and the past experience with the senders. The
youth assess the credibility on the grounds of their prior knowledge and retrieval of similar
message from other sources. Almost 85% of the youth reported that link supports given with
news contents increase the contents’ credibility. Most of the news links communicated

through WhatsApp are of Android news apps, social media sites, and news websites.

Keywords: Online Credibility, WhatsApp, News Communication.
Introduction: The days have gone when the press was the only medium to access news and
information about the current events. The gradual developments in the history of mass

communication have provided huge options for accessing the information as well as news.

1 Bharti Batra, JRF, Ph.D. Research Scholar, Department of Communication Management & Technology,
GUS&T, Hisar. E-mail : bbatra06@gmail.com

66



Universal Multidisciplinary Research Journal ISSN NO. (Online) 2395-6941

The news sources have become multiple. The web has fastened the pace of news
communication. In advance the web 2.0 technologies have not only provided the ways to
access but also to disseminate the desired content in no time or can be said in real times. The
interactivity and cheap costs have led to fast acceptance and usage of web 2.0 Applications in
everyday life. This kind of communication puts various questions about the authenticity and
credibility of the content communicated through the world of Internet connected mediums.
The Print media, electronic media and other such traditional forms of mass communication
had gatekeepers to assure the ethical, authentic and credibility aspects of the published or
broadcasted content.

But in today’s era additional to the mass media the networked individuals has actively
involved in creation and dissemination of news related information on the networked
mediums. Such communication of forwarded/linked message misses clear identification of
first authorities of the message. And the every message forwarder in the chain of networked
platforms becomes the sender for the receiver without having first hand authority. As and
when anything happens in the society it becomes viral on all social media platforms and now
days Whatsapp seems more easy to everyone for instant communication of such contents. In
such times the present study focuses on credibility assessment of news communication
through Whatsapp, the popular communication application.

WhatsApp: WhatsApp is an online Mobile Communication Android application. It is a
communication app through which the users can exchange text, audio, video and images
through the usage of Internet data. No extra cost other than Internet data is charged from the
users. WhatsApp was launched in 2009, and it has become very popular within no times. In
Whatsapp the communication process is very dynamic. The message is communicated within
no times and gets widespread too. But rare of these communicated messages have any clear
source mentions. But still one believes the news or any current information communicated
through it.

The senders move on in chains as well as the receivers. The Osgood model of communication
expresses the dynamic role of sender and receiver in a communication process where each
one becomes sender as well as receiver by once becoming decoder and once interpreter as
with the process of communication. But in online communication it is networked
communication where the source can’t be identified. Now a day whenever any event happens

any headlines come out on Television the same are out on all social media platforms by
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various users. Somehow it gets presence on Social media instantly. The forms may be various
like; jokes, text, audio, trolls, video etc. Web 2.0 technologies transform a web user from a
spectator to an active and interactive participant and allow a user to be active creator of
content rather than passive consumer. [1]

In such situation how one assumes the content to be true is really tough to assess. The present
research attempts to explain these credibility phenomena in the context of news
communication through Whatsapp where the once communicated content goes to multiples
by a vivid chain of senders and receivers.

Literature Review:

Jisha K. and Jebakumar in their research paper titled “Whatsapp: A Trend Setter in Mobile
Communication among Chennai Youth” investigated the importance of WhatsApp among
youth. College going students between the 18-23 years age group who use smartphones was
surveyed through online survey. The study reveals very important findings. The results
showed that the surveyed youth spent 8 hours per day on WhatsApp and be online for 16
hours in a day. The youth uses it for communicating with their friends. They do exchange
images, audios and video files on Whatsapp. [2]

Saodah Wok et. al. in their research paper “Pattern of the News Media Consumption and
News Discussion Among Youth: A Test of Agenda Setting explored the pattern of news
media consumption and interpersonal news discussions. The results revealed that television is
perceived as most credible medium followed by newspaper and Internet. The study found
that youth discuss current news with family members and friends and that there is a positive
relationship between media credibility and news consumption. This in turn influences family
and friends news discussion. [3]

Chung Joo et. al. in their research “Exploring Online News Credibility: The Relative
Influence of Traditional and Technological Factors” investigated a range of traditional factors
that contribute to credibility perceptions for three categories of online news sources ,i.e.,
mainstream, independent and index-type websites. The study found that traditional
dimensions of credibility are still influential in online credibility perceptions but hyper-

textuality of index-type online news sources is of main importance. [4]
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Objective:

1. To know the type and format of news content communicated through WhatsApp.

2. To investigate how youth believe on the news related content communicated through

WhatsApp.

Methodology: The survey method has been employed. A total of 100 students of Guru
Jambheshwar University of Science and Technology, Hisar (Haryana) were surveyed. The
respondents were selected through Purposive random sampling. The data collection tool was
personally administered printed questionnaires. The respondents completed a full-length
questionnaire, although in the present paper only a part of that data is being presented that
related to credibility aspect. The data has been analysed through Microsoft Excel.
Results & findings: The results have been presented through table, pie chart and graphs.
Demographic details:
The survey comprised participation of 30% Graduation students, 67% Masters students, and
3% Ph.D. scholars. Out of total 100 respondents, there were 47 Male and 53 female
respondents. Three fourth of the respondents were from urban area, 21% were from rural and
a 4% marked r-urban area. The age of the respondents was measured in five categories. The
number of respondents age wise was as: 23% in the age group of 15-20 Year, 63% in the age
group of 20-25 years, 12 % were in the age group of 25-30, one respondent was in the age
group of 30-35 and one was above 35 years. The data shows that majority of the respondents

were Master students in the age group of 20-25 years.

WhatsApp Usage

Using WhatsApp from
10%
& 0-6 Months
V- & 6-12 Months
74% More than 12
Months

Fig. 1: Using WhatsApp from.
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Fig 1 shows that almost three-fourth of the respondents reported they are using WhatsApp
from more than 12 months. 16% of the respondents said they are using WhatsApp from last
6-12 months and one tenth of the respondents said they are using it from less than six months.

News Contents Communicated through WhatsApp

Table 1. Type and Format of News Contents Communicated on WhatsApp

Exact news Personal Views/ User generated media content
T=Text, G=Graphics, A=Audio, T=Text, G=Graphics, A=Audio, V=Video, M=Mix/Other
V=Video, M=Mix/Other Serious Funny

T G |A |V M T G |A |V M T G A |V M
On Issue of the day 75 |9 3 6 7 32 |3 4 6 3 27 |5 5 13 | 8
On Political matters 51 |23 |11 |23 |11 24 |11 |12 |12 |9 25 |16 |15 |20 | 10
On Social issues 51 |16 | 6 11 |7 23 | 4 6 4 5 19 | 6 6 12 | 4
On Entertainment 37 |16 |13 |25 |14 17 | 8 9 8 6 26 [ 10 |12 [ 19 |6
On Education 55 |10 | 3 3 11 25 | 4 5 1 4 18 | 6 4 10 | 4
On Government 41 |17 | 2 6 11 21 |5 4 2 6 20 |11 |5 7 5
On Economic 47 |12 |1 7 8 17 19 0 1 4 18 | 4 7 8 6
On Cultural affairs 3% |16 |3 13 | 16 19 | 4 3 1 9 16 | 10 | 4 7 8
On Spiritual 39 [ 15 |5 4 12 15 | 4 4 4 4 17 | 7 3 5 8
On Info. & Tech 39 |16 |7 9 14 23 | 4 3 3 6 19 |7 4 6 8
On Religion 36 [14 |10 |9 12 15 | 2 3 4 7 13 | 4 5 8 9
Informational 43 |15 |5 10 | 15 25 | 7 3 4 7 20 | 7 6 6 8
On Others 22 |9 3 4 17 13 |2 3 1 5 16 | 5 2 4 9

Table 1 shows the data as per users’ responses in MCQ format about type and format of news

contents communicated on WhatsApp.
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Fig. 2: Exact News and format
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Exact news means the news clipping or videos etc. shared on WhatsApp as it is published in
the mass media. This question was asked as an MCQ (Multiple choice question). Fig. 2
shows the type and format of exact news contents communicated over WhatsApp. In textual
formats the highest percentage of contents communicated are on everyday issues in the
media. In graphics form the highest communicated content is about political matters. The
highest percentage of audio content is on enetertainment news. The highest responses for
video content is for entertainment and political matters. In the category others or mix content
the highest percentage is for others, cultural affairs, information & technology, religion, and
spiritual matters etc.

Personal Views/ User-generated media content

In this section the survey reports for user-generated news related content communicated over
WhatsApp in all the above discussed formats and types of content. There are two clear

categories of UGC: Serious contents or Funny contents.
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Fig. 3: User-Generated Serious Content (Means not funny representation of contents)

Fig. 3 represents the type/format of user-generated serious news contents communicated as
per above mentioned categories of news contexts. This question was asked as an MCQ
(Multiple choice question). On issue of the day, majorly the user-generated serious content is
in textual forms. Most of the graphics, audio and video contents are communicated on
political matters. In the category others or mix content the highest percentage is for others,

political matters and cultural affairs.
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Fig. 4: Funny Content (Funny representation of contents)

Fig. 4 represents the type/format of user-generated funny contents related to news
communicated as per above mentioned categories of news contexts. This question was also in
MCQ format. In the funny user-generated news related contents too maximum text are
communicated on everday issues in the media. Political matters rank most in the graphics,
audio and video content. In the category others or mix content the highest responses are for

others, political matters, religion, and spiritual matters etc.

Credibility of News Contents Communicated through WhatsApp

Table 2. Basis of trusting News contents communicated through WhatsApp

Credibility Factors Categories Number Percentage
Because sent by: Teachers 32 32%
Classmates 23 23%
Personal friends 64 64%
Professional friends 41 41%
Relatives 23 23%
Others 08 08%
Sender’s credibility valued by: Your association with sender 24 24%
Past experience 43 43%
Frequency of news updates 24 24%
Knowledge and exposure level 58 58%
Others, Specify 04 04%
None of these 03 03%
Content itself: Based on information/ facts 69 69%
Credible sources 18 18%
Systematic 13 13%
Any other 06 06%
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None of these 03 03%
Your Pre-knowledge about the Basic knowledge of the matter 46 46%
matter: Have read somewhere 42 42%
Is discussed mostly 26 26%
None of the these 01 01%
Links support for credibility: Yes 84 84%
No 16 16%
Linked Sources: News apps on android 48 48%
News sites 45 45%
Social Media 47 47%
Self Created/Forwarded 22 22%
None of these 03 03%

The above table represents the data regarding on what basis youth trusts the news related
contents communicated over WhatsApp. As the networked communication is so dynamic as
are its aspects. Considering this the credibility facts was asked in MCQ format. The
maximum of the youth said they trust such contents because sent by personal friends (64%),
professional friends (41%) and teachers (32%). They value sender’s credibility on the basis
of knowledge and exposure level (58%) and past experiences with the sender (43%).
Although an equal number of response, i.e. 24% said on the basis of association with the
sender and frequency of news updates by the sender.

Regarding content, majority of responses were in favour of “based on information/facts”
(69%). The youth also reported that they trust such content on WhatsApp on the basis of their
pre-knowledge about the matter. As being marked by 46% in favour of basic knowledge
about the matter and 42% marked have read somewhere. Although one-fourth of the
surveyed youth reported on the basis of “the content is discussed mostly”. More than 80%
agreed they believe links for trusting credibility of the news related contents on WhatsApp.
The mostly provided links as being reported by the respondents are news apps on android
(48%), social media (47%) and news sites (45%). Although around 20% said they trust self

created/ forwarded contents. And a 3% said “none”.
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Youths’ Perspective about News Affairs through Whatsapp
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Fig. 5. Youths’ Perspective about News Affairs through Whatsapp

This figure graphically demonstrates the data regarding youths’ perspective about news
affairs through WhatsApp. The respondents responses were measured on five point Likert
scale from strongly agree (5) to strongly disagree (1). All the above statements were in favour
of news affairs through WhatsApp and except last two. Last two statements were about
negative perspective towards WhatsApp regarding such news related activities. The data
shows that on the whole on the basis of aggregate scores 20% strongly agreed about all these
statements, more than 55% agreed, 20.72% were neutral and only 3.45% disagreed and a
0.63% strongly disagreed. In total 75% responses were in positive side, 20% neutral and

approx.
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Conclusions:

The communications patterns today have changed drastically. Especially among the youths.
The once popular phenomenon of one-way communications are dead now. The today’s
networked society is of collaborative world. The Instant and interactive with wide spread
effects of technologies have impacted type and effects of communication. In such times the
credibility aspects are strengthened as well as questionable too. The networked societies lead
to quick and easy cross checks for credibility as well as the instant and on click transfers of
communications prompt various questions for credibility of content. The present study
concludes that most of news communications on WhatsApp are on current issues,
entertainment, and political matters. The youths believe such content on the basis of being
sent by friends assuming that they have high exposure level and access to authentic
information. The youth also reported that they believe news content communicated through
WhatsApp on the basis of links supports given with the content.

Suggestions: This research is an attempt to explore the dynamics of credibility in mobile
communication platforms. It opens various new areas like the content presentation,
individual characteristics, technology characteristics as well as the content characteristics’ in
depth analysis for the impacts on credibility. And in today’s times such research are need of
the hour too because credibility is an essential parameter of opinion formation. Considering
the role of social media in social revolutions and opinion formation the role of credibility has

immense importance.
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