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Abstract

Mass media are the most effective changing agents in contemporary society. In India, use of different kinds of
mass media was initiated for bringing socio-economic development of the masses. Women in developed
country enjoy their life with equal rights and freedom in their countries. But the women from developing and
under developed countries have still fighting to get the equal rights and liberties. They are isolated from the
decision making process in the family. They are the most vulnerable group who become victim of any justice
meted against their family. If educated they possess enough power to positively change the structure of society.
Mass media has a vital role in women empowerment through informing them about important issues and
development activities. But before employing mass media for disseminating progressive messages, it is
imperative to know the level of media exposure of rural women.
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I. Introduction
Mass media has been used for development purpose since long back. In 1950s
communication scholars from the developed countries like Denial Lerner, Wilbur
Schramm, Rogers asserted that mass media e.g., newspaper, radio, TV etc, can bring
about positive socio-economic changes in third world counties. This approach of using
mass media for development is commonly known as Development Communication and is
adopted in many countries. In India, several communication projects like SITE, KHEDA
etc, made use of communication media for changing people’s attitude and behavior
towards various aspects of development related to society. Since independence,
development has been the main agenda of our government and rural development is the
thrust area as most of the India’s population resides in rural areas. Women constitute the
very essence of our society but the general condition of common women in India is very
pathetic. Though a meager section of women have been able to improve their socioeconomic condition, a large majority is denied their basic rights of life and livelihood.
Rural women in general, are the most oppressed and are subjected to exploitation,
violence, discrimination and other inhuman acts of sexual harassment.

Infrastructural development in most of the villages in rural India is very poor and this is
hindering the rural women to improve their living condition. Besides this, societal
mindset and social practices prevalent in the rural areas are not very conductive for
women empowerment. Though, various projects and schemes directed towards women
empowerment have been taken by our government from time to time, women are not
vary much aware of all these. Here media has got a very important role in terms of
making rural women aware of important steps and developments that are being taken
from them. By providing timely information about various development schemes media
can help women to access those facilities and get themselves benefited from them. Mass
media have the potential to provide a common platform for the rural women to discuss
their problems, share individual experiences and find ways for solution. Messages
disseminated through mass media channels can instill positive social values and influence
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rural women to voice against any injustice meted against them. For rural women mass
media serve as a source of power and emancipation.

II. Objectives of the study
The main objective of the study is to find out the level of exposure of mass media
among rural women of Karimganj district.

III.

Methodology

The study was conducted among 200 rural married women age between 15-35 years from
two villages namely Sadarashi and Sutarkandi under north block of karimganj district,
Assam, were selected randomly for the study. Interview schedule was developed
consisting of structured questions keeping in view the objectives of the study.
Background information was collected through an interview schedule which includes
information about age, caste, education, occupation, and income of the respondent. Other
section of the study dealt with the questions to obtain information regarding the exposure
level of mass media, preferred newspaper, preferred radio programmes, preferred TV
programmes etc. Data was collected by conducting personal interview at the residence of
the respondents as per their convenience by adopting systematic random sampling
process.

IV.

Results and discussion

The results are analyzed in the following headings:

Background information
Tab-1: Respondents age status
Option

Frequency

Percentage

15-25

80

40.0
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25-30

74

37.0

30-35

46

23.0

Total

200

Majority of the respondents 40% belonged to younger age group (15-25), followed by
37% middle age (25-30) while only 23% belonged to older age group (30-35).

Tab-2: Respondents caste status
Option

Frequency

Percentage

General

85

42.5

SC

60

30.0

OBC

44

22.0

ST

11

5.5

Total

200

Majority (42.5%) respondents belonged to general; followed by (30.0%) schedule caste,
(22.0%) other backward caste and only (5.5%) schedule tribe.

Tab-3: Respondents education status
Option

Frequency

Percentage

No education

71

35.5

Primary

49

24.5

Up-to high school

38

19.0

Up-to high secondary

27

13.5

Up-to graduate

15

7.5

Total

200
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Majority of the respondents 35.5% are illiterate, followed by 24.5% primary, 19.0 up-to
high school, 13.5 up-to high secondary, and only 7.5% attained graduation.

Tab-4: Occupation status
Option

Frequency

Percentage

Housewife

92

46.0

Agriculturalist

87

43.5

Others

21

10.5

Total

200

It reveals that majority (46.0%) are housewife, followed by (43.5%) involved in
agricultural work and (10.5%) involved in some other work.

Tab-5: Respondents income status
Option

Frequency

Percentage

Low income

96

48.0

Middle income

59

29.5

High income

45

22.5

Total

200

Majority of the respondents (48.0%) are in the group of low income (below Rs. 12,000/-)
mostly engaged in agricultural activities, followed by (29.5%) belonged to middle
income (12,000 to 19,000/-) and only (22.5%) belonged to high income group (above Rs.
19,000/-).
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Exposure level of mass media
Tab-6: Newspaper reading habit
Option

Frequency

Percentage

Yes

68

34.0

No

132

66.0

Total

200

Only (34.0%) respondents answered they read newspapers while majority (66.0%) do not
like to read newspaper.

Tab-7: Names of preferred newspaper
Option

Frequency

Percentage

Shamoyik Prosango

27

39.70

Nobobarta

19

27.94

Janakantha

12

17.64

Dainik Yogasankha

10

14.70

Total

68

Out of 68 those who read newspaper majority of the respondents (39.70%) answered they
prefer to read Shamoyik Prosango followed by (27.94%) Nobobarta, (17.64%)
Janakantha and (14.70%) Dainik Yogasankha.

Tab-8: Preferred newspaper contents
Option

Frequency

Percentage

Film review

35

51.47

Politics

14

20.58

Editorial

10

14.70
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Others

9

Total

68

13.23

Out of 68 majority (51.47%) respondents reported they prefer to read film review,
followed by (20.58%) politics, (14.70%) editorial, (13.23%) others.

Tab-9: Radio listening habit
Option

Frequency

Percentage

Daily

115

57.5

Sometimes

40

20.0

Occasionally

28

14.0

Total no. listeners

183

Never

17

Total

200

8.5

Majority of the respondents (57.5%) reported they listen to radio on a regular basis
followed by (20%) sometimes, (14%) occasionally and (8.5%) never.

Tab-10: Preferred radio programmes
Option

Frequency

Percentage

Agricultural

69

37.70

Health

48

26.22

Hindi song

37

20.21

Radio drama

29

15.84

Total

183
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Out of 183 those who listen to radio (37.70%) respondents are mostly interested in
agriculture related programme followed by (26.22%) health related, (20.21%) Hindi song
and (15.84%) radio drama.

Tab-11: Television ownership
Option

Frequency

Percentage

Yes

89

44.5

No

111

55.5

Total

200

A total of (44.5%) respondent reported they watch TV, followed by (55.5%) are out of
exposure.

Tab-12: Television viewership
Option

Frequency

Percentage

Daily

66

74.15

Sometimes

13

14.60

Occasionally

10

11.23

Total no. of viewers

89

Out of 89 majority of the respondents (74.15%) reported they watch TV on a regular
basis, followed by (14.60%) sometimes, (11.23%) occasionally.

Tab-13: Preferred TV programmes
Option

Frequency

Percentage

Child immunization and

47

52.80

21

23.59

mothers health
school education
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Hindi song

12

13.48

Serial and feature film

9

10.11

Total

89

Majority (52.80%) answered they watch mostly informative shows like child
immunization, mothers’ health related programme etc, followed by (23.59%) school
education, (13.48%) Hindi song, (10.11%) serial and feature film.

V. Discussions
During survey it was found that income and education had significant relationship with
utilization pattern of newspaper. Majority 66.0% out of 200 respondents are not exposed
to the print media. They do not feel the need to use the newspaper, as they are illiterate
and cannot make use of them. Even if they exposed, it is through the literates. Newspaper
readership among rural women is constrained by lack of education, late arrival of
newspapers and sometimes lack of newspaper suppliers. On a comparison of the level of
exposure of the respondents to the different media, it was observed that women are more
exposed to the radio 91.5% and there was no as such relationship between education, age,
and income than to expose other media. Only a small section of the respondents (8.5%)
reported they never listen to radio as they feel it is wastage of time. Though television is
considered to be the most effective media but this fact is totally different when it comes
to analyze the level of exposure of rural people. Survey results found that most of the
villages in Karimganj district are not even electrified. In terms of not using television
55.5% respondents out of 200 reported that due to lack of electrification of their houses
they are out of TV exposure. The above findings of the study revealed a clear idea that
mass media are inappropriate in the context of developing societies. The accessibility and
reach of mass media is still limited to the rural masses due to poverty, low literacy levels,
language barriers etc. only the comparatively well-off in urban areas are at an advantage.
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