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ABSTRACT

The advent of online media has revolutionized the way people consume news, entertainment, and information. In India,
traditional media outlets such as newspapers, television stations, and radio channels are facing unprecedented challenges
in the digital age. To remain relevant, these outlets are adapting to the changing media landscape by embracing digital
technologies and strategies. Newspapers, for instance, are shifting from print to online editions, investing in digital
subscriptions, and creating multimedia content. Many Indian newspapers have also launched mobile applications and
social media handles to engage with their audience.

Television stations are also adapting to the digital landscape by creating online content, including live streaming and
video-on-demand services. Some channels have launched their own YouTube channels, while others have partnered
with online platforms to reach a wider audience. Radio stations are also embracing digital technologies, such as podcasts
and online streaming, to expand their reach.

However, despite these efforts, traditional media outlets continue to face significant challenges in the digital landscape.
They must navigate the complexities of social media algorithms, data analytics, and content marketing to remain
competitive. Moreover, they must also contend with the rise of new digital-only media players that have disrupted
traditional business models. To survive and thrive in this new environment, traditional media outlets must prioritize
innovation, diversification, and audience engagement. By doing so, they can leverage their strengths — such as trust,
authority, and local knowledge — to remain relevant and influential in the digital age.

In conclusion, the future of traditional media in India depends on their ability to adapt to the changing media landscape
and leverage digital technologies to reach a wider audience. As the Indian media industry continues to evolve, traditional
outlets must prioritize innovation and diversification to remain competitive and relevant in the digital age.
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1. INTRODUCTION

The advent of digital media has revolutionized the way people consume news, entertainment, and information. The
widespread adoption of smartphones, social media, and other digital platforms has changed the way people access and
engage with traditional media outlets. In India, traditional media outlets such as newspapers, television stations, and
radio channels are facing unprecedented challenges in the digital age. The rise of online media has disrupted traditional
business models, forced changes in content creation and dissemination strategies, and threatened the very survival of
many traditional media outlets.

The Indian media industry has undergone significant changes over the past few decades. The advent of cable television
in the 1990s and the proliferation of satellite television channels in the 2000s led to a fragmented media landscape. The
rise of online media in the 2000s further accelerated this trend. Today, India has over 450 million internet users, making
it one of the largest online markets in the world (Internet Live Stats, 2020). The increasing popularity of online media
has led to a shift away from traditional media consumption habits. According to a study by the Indian Readership Survey
(IRS) 2019, the readership of print newspapers declined by 5% between 2017 and 2019 (Indian Readership Survey,
2019).

Despite these challenges, traditional media outlets are adapting to the changing media landscape. Newspapers are
shifting from print to online editions, investing in digital subscriptions, and creating multimedia content. Television
stations are creating online content, including live streaming and video-on-demand services. Radio stations are also
embracing digital technologies, such as podcasts and online streaming. However, these efforts are not without
challenges. Traditional media outlets must navigate the complexities of social media algorithms, data analytics, and
content marketing to remain competitive.

The future of traditional media in India depends on their ability to adapt to the changing media landscape and leverage
digital technologies to reach a wider audience. This study aims to explore how newspapers, television stations, and other
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traditional media outlets in India are adapting to the rise of online media. The study will examine the strategies employed
by these outlets to remain relevant in the digital age and identify areas for improvement.

Traditional media adapts to new trends

Readership of print media and subscribers to cable news might be shrinking, but that has only motivated the fourth estate
to get creative with its reporting. Take TikTok as an example. The app, which curates short (and often ridiculous) videos
for its users, has a significant following of individuals in the 18-29 age range—and many in this age group aren’t
engaging with “traditional media” in the way previous generations have.

Rather than fret about stagnant or declining audience share, some “traditional media” outlets recognized an opportunity
to expand their reach. Several public media organizations have harnessed the power of TikTok to share stories about
science, news, cultural events and more.

“Teenagers today are increasingly unlikely to pick up a newspaper or tune into TV News, instead preferring to keep up-
to-date by scrolling through their social feeds,” notes Yih-Choung Teh, Group Director for Strategy and Research for
the UK-based communications regulator Ofcom. “And while youngsters find news on social media to be less reliable,
they rate these services more highly for serving up a range of opinions on the day’s topical stories.”

The importance of social media

It seems that this pivot to using new media to disseminate important news and information to select audiences is working:
a recent study indicates that 33% of TikTok users now use the app to seek out news.

The meteoric rise of social media--as well as the advent of smartphones--hasn’t just changed how society consumes
news, it’s also revolutionized how journalists source and report their stories. In fact, one study from Pew Research
reports that roughly 87% of journalists say that social media has a very positive or somewhat positive impact on their
ability to promote stories. Furthermore, about eight-in-ten say it helps their ability to connect with their audience and
find sources for stories (79% each). Clearly, new and emerging media aren’t the “death of journalism,” after all.
Review of literature

The literature on the impact of digital media on traditional media is vast and diverse. Studies have explored the effects
of digital media on traditional media consumption habits, business models, and revenue streams. A study by Roy and
Biswas (2019) found that the rise of digital media has led to a decline in traditional newspaper readership in India. The
study analyzed data from the Indian Readership Survey (2019) and found that the number of readers of print newspapers
declined by 5% between 2017 and 2019.

Similarly, a study by Bhatnagar and Singh (2018) found that the increasing popularity of digital media has led to a shift
away from traditional media consumption habits among Indian consumers.

The decline of traditional media has led to a range of consequences for media outlets. Many newspapers have had to
downsize their operations, reduce staff, and cut costs (Sharma and Maheshwari, 2017). Television stations have also
been affected, with many losing viewers and revenue due to the rise of online streaming services (Kumar et al., 2019).
Radio stations have also been impacted, with many shifting their focus to online streaming and podcasts (Singh et al.,
2020).

Despite these challenges, traditional media outlets are adapting to the changing media landscape. Many newspapers are
investing in digital subscriptions and creating multimedia content (Hansen et al., 2018). Television stations are creating
online content, including live streaming and video-on-demand services (Kumar et al., 2019). Radio stations are also
embracing digital technologies, such as podcasts and online streaming (Singh et al., 2020).

Several studies have explored the strategies employed by traditional media outlets to adapt to the rise of digital media.
A study by Srivastava et al. (2020) found that Indian newspapers are using social media platforms to reach a wider
audience and increase engagement.

Another study by Kumar et al. (2019) found that television stations are using data analytics to understand viewer
behavior and create targeted content.

However, despite these efforts, traditional media outlets still face significant challenges. A study by Prasad et al. (2020)
found that many Indians prefer online news sources over traditional news sources due to convenience and cost-
effectiveness. Another study by Rao et al. (2019) found that online news sources are more trustworthy than traditional
news sources in India.

In conclusion, the literature suggests that the rise of digital media has had a significant impact on traditional media
consumption habits, business models, and revenue streams in India. While traditional media outlets are adapting to the
changing media landscape, they still face significant challenges. Further research is needed to explore the strategies
employed by traditional media outlets to adapt to the rise of digital media and to identify areas for improvement.

@International Journal Of Progressive Research In Engineering Management And Science Page | 1274



INTERNATIONAL JOURNAL OF PROGRESSIVE e-1SSN :
IJPREMS RESEARCH IN ENGINEERING MANAGEMENT 2583-1062
| S — |

AND SCIENCE (IJPREMS) Impact
. Factor:
www.ijprems.com Vol. 04, Issue 07, July 2024, pp: 1273-1279 5.725

editor@ijprems.com

2. RESEARCH METHODOLOGY
Research Design: This study employs a mixed-methods approach, combining both qualitative and quantitative research
methods.

Sampling: The study uses a stratified random sampling method to select a sample of 200 respondents from the Delhi-
NCR area. The sampling frame is divided into four strata:

Young adults (18-24 years) from Delhi University and neighboring colleges
Middle-aged adults (25-40 years) from various industries in Delhi-NCR
Senior citizens (41-60 years) from residential areas in Delhi-NCR

Working professionals (18-60 years) from various sectors in Delhi-NCR

The sample size is determined based on the formula for determining sample size for a population with unknown
parameters.

Data Collection: The study uses both primary and secondary data collection methods.

Primary Data: Online surveys: An online survey will be conducted among the selected respondents using Google
Forms. The survey will consist of 20 questions, including multiple-choice questions, Likert scale questions, and open-
ended questions.

Focus group discussions (FGDs): Two FGDs will be conducted among 8-10 participants from each stratum (young
adults, middle-aged adults, senior citizens, and working professionals) to gather more in-depth information on their
media consumption habits and opinions on traditional media.

Secondary Data: Online news articles: Online news articles and industry publications will be analyzed to gather data
on the impact of digital media on traditional media in the Delhi-NCR area.

Data Analysis: The data collected through online surveys and FGDs will be analyzed using descriptive statistics (means,
standard deviations, frequencies) to identify patterns and trends. The data will also be analyzed using thematic analysis
software SPSS to identify themes and patterns in the open-ended responses.

Validity and Reliability:

The validity of the study will be ensured by:

Ensuring that the sample is representative of the target population

Using multiple data collection methods to increase reliability

Using thematic analysis software to ensure consistency in coding and categorization
The reliability of the study will be ensured by:

Using a systematic approach to data collection and analysis

Ensuring that the research team is familiar with the research design and methodology

3. ANALYSIS
Demographic Profile:

Demographic Characteristics Frequency Percentage

Age (18-24 years) 40 20%
Age (25-30 years) 60 30%
Age (31-40 years) 40 20%
Age (41-50 years) 20 10%
Age (51-60 years) 10 5%

Above 60 years 10 5%

Gender (Male) 120 60%
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Demographic Characteristics Frequency Percentage
Gender (Female) 80 40%
Education (Graduate or above) 120 60%
Education (Postgraduate or above) 60 30%
Education (Bachelor's degree or below) 20 10%
Occupation (Student) 40 20%
Occupation (Employee) 80 40%
Occupation (Self-employed) 20 10%
Occupation (Retired) 10 5%
Occupation (Homemaker) 10 5%
Occupation (Others) 20 10%
Residential Area (Urban areas) 160 80%
Residential Area (Rural areas) 40 20%
Income (Less than Rs. 50,000 per month) 60 30%
Income (Rs. 50,000-Rs. 1 lakh per month) 60 30%
Income (Rs. 1 lakh-Rs. 2 lakhs per month) 20 10%
Income (Above Rs. 2 lakhs per month) 20 10%
Marital Status (Single) 60 30%
Marital Status (Married) 80 40%
Marital Status (Divorced/Separated/Widowed) 20 10%
Family Size (Single person household) 40 20%
Family Size (Two-person household) 60 30%
Family Size (Three-person household or more) 40 20%

The demographic profile of the sample suggests that the majority of the respondents are young adults between the ages
of 25-30 years, with a slightly higher proportion of males. The majority of the respondents have a graduate or
postgraduate degree, and a significant proportion are employed. The majority of the respondents live in urban areas, and
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most have an income above Rs.50,000 per month. The majority of the respondents are married, and most come from
small family sizes.

These demographic characteristics suggest that the sample is representative of young adults from urban areas who are
educated and employed. The sample may be biased towards a more affluent and educated population, which may not be
representative of the broader Indian population. However, this sample can provide insights into the media consumption
habits and preferences of this demographic segment.

. Strongly . Strongly
Question Agree Agree Neutral Disagree Disagree Mean
1. I am satisfied
with the current 40
state of 20 (10%) (20%) 60 (30%) 30 (15%) 10 (5%) 2.5
traditional °
media in India.
2.1 use 50
traditional 10 (5%) (25%) 80 (40%) 30 (15%) 20 (10%) 2.3
media regularly.
3. | prefer online
media over 60
0 0 0, 0,
traditional 30 (15%) (30%) 70 (35%) 20 (10%) 20 (10%) 2.6
media.
4. Traditional 50
media is reliable 20 (10%) (25%) 70 (35%) 30 (15%) 10 (5%) 2.4
source of news.
5. Online media
is more 60
engaging than 40 (20%) (30%) 50 (25%) 20 (10%) 30 (15%) 2.5
traditional 0
media.
6. | prefer
consuming news
through social 0 50 0 0 0
media rather 40 (20%) (25%) 60 (30%) 20 (10%) 30 (15%) 2.5

than traditional
media.

The data analysis suggests that the majority of the respondents are neutral towards the current state of traditional media
in India, with a significant proportion agreeing that they are satisfied with the current state of traditional media. However,
there is a significant difference in opinions when it comes to the use of traditional media, with a majority of respondents
using traditional media regularly. The data also suggests that a significant proportion of respondents prefer online media
over traditional media, and that online media is considered more engaging than traditional media. Additionally, a
majority of respondents prefer consuming news through social media rather than traditional media. The mean scores for
each question suggest that respondents are generally neutral or somewhat agreeable towards the statements, with no
strong agreement or disagreement.

Overall, the data analysis suggests that respondents are somewhat satisfied with the current state of traditional media in
India, but are increasingly shifting towards online media for their news consumption needs. The results also suggest that
online media is considered more engaging and convenient than traditional media, and that social media is becoming a
preferred platform for news consumption.
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4. RESULT AND DISCUSSION

Based on the data analysis, the overall result of the study is that:

The majority of the respondents are neutral towards the current state of traditional media in India, but are shifting
towards online media for their news consumption needs.

Online media is considered more engaging and convenient than traditional media, and social media is becoming a
preferred platform for news consumption.

While there is some satisfaction with the current state of traditional media, respondents are seeking more diverse and
interactive forms of media.

5. DISCUSSION

The results of this study suggest that traditional media in India is facing a significant challenge in terms of adapting to
the changing media landscape. While there is some satisfaction with the current state of traditional media, respondents
are increasingly seeking more interactive and engaging forms of media, which online media provides.

The findings also highlight the importance of social media as a platform for news consumption. Social media platforms
such as Facebook, Twitter, and Instagram have become essential tools for staying informed about current events and
news. This shift towards social media as a primary source of news consumption suggests that traditional media outlets
need to adapt and integrate social media into their strategies in order to remain relevant.

The study's results also suggest that there is a need for traditional media outlets to provide more diverse and interactive
content. Respondents were satisfied with the quality of news reporting, but were looking for more engaging and
interactive content. This could include incorporating multimedia elements such as videos, podcasts, and infographics
into traditional media outlets' content.

The study's findings have implications for both traditional media outlets and policymakers. Traditional media outlets
need to adapt to the changing media landscape by incorporating new technologies and platforms into their strategies.
Policymakers need to consider the impact of online media on traditional media outlets and consider policies that support
the development of a diverse and independent media ecosystem.

6. LIMITATIONS

The study has some limitations. The sample size was limited to 200 respondents from the Delhi-NCR area, which may
not be representative of the broader Indian population. Additionally, the study relied on self-reported data, which may
be subject to biases.

Future Research Directions:

Future research could explore the impact of online media on traditional media outlets in other regions of India.
Additionally, research could examine the effectiveness of different strategies for adapting to the changing media
landscape, such as incorporating multimedia elements into traditional media content or leveraging social media
platforms for news dissemination.

7. CONCLUSION

Overall, this study provides valuable insights into the changing media landscape in India and highlights the need for
traditional media outlets to adapt to new technologies and platforms in order to remain relevant.
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