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Abstract

This paper puts light on the scenario of political
communication in wake of new media. Various shades of
political communication has been painted in the backdrop
and context of democracy. The study of political campaigns
in the multilingual and multicultural country like India
paints a diverse spectrum which is traversed by the robust
mediatised messages. It explains about various forms of
political communication and mediatising of messages. It
explores various persuasion, presentations and
propaganda tactics during elections, which are applied
through media to the targeted audiences. The media-
centric campaigns in fact are the games to gain power and
are played using money and power.

Keywords : Political Communication, Political Campaign,
Mediatisation of Message.

1. Introduction

The study of the new forms of political communication in the
largest democracy of the world is of utmost importance and
concern. That too, at the time when India is considered as the
force in revolutionizing the communication and information
technologies. The study of political campaigns in the
multilingual and multicultural country like India paints a
diverse spectrum which is traversed by the robust mediatised
messages, which hit directly at the target. ‘Medjiatisation of
messages means using media for own purposes’, in other words
itcanbe called ‘impression management’.

The target audience varies even in the same constituency, hence
political campaign has to be structured and engineered
accordingly. The communication is to be aimed with the
precision of alaser beam not cast in all directions in the manner of
a light bulb. The messages which directly relate to the specific
audiences play a crucial role. The message must have meaning
for receivers and it must be compatible with their value system. It
must have relevance to the receiver’s situation. In order to
understand and explore the underlying nuances of the whole
process and the relationship between politics, media and
democracy a comprehensive approach is needed for thorough
analysis and an objective interpretation of persuasive strategies.
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New forms of political communication have taken birth and
evolved because of digital revolution and have mediatised
messages.

“Politics reflects at one and the same moment the full splendor
and the pettiest meanness of man. The blends of emotion and
reasoning that activate politics are invariably mixtures of the
ingredients as; prestige, honor, loyalty, hatred aggression, duty,
conscience, material advantage, self interest, and the search for
security in all its forms.”(Lucian W Pye, 1965) The politics has
different shades .Politics is always more than the mere words
and actions of the politicians. Politics, media and democracy are
intertwined for better or worse. Politics, politicians and the
media go cynical about each other, especially in a democratic
system where democracy means doing things for others, where
freedom of expression and association are guaranteed. What
most people understand from democracy is probably, “rule of
the people, rule of the peoples’ representatives , rule of peoples
party, the well being of people ,majority rule, dictatorship of the
proletariat ,maximum political participation , elite competition
for peoples’ vote , multi-partyism, political and social pluralism
,equal citizenship rights ,civil and political liberties , a free or
open society, a free market economy, whatever we
do..”(Beetham, David, 2006) Democracy entails different
meanings at different points of time in different contexts as per
our own concerns.

Democracy is whatever we chose it to mean. This is in today’s
world the most acceptable form of government. It is a model
where each voice is considered to be heard. It is the tool of
legitimacy in the hands of the ones who attain power. Everyone
claims to be democratic. It is indeed a great concept which is
engulfing the humanity even after thousands of years of its birth
in Athens.

Ithas survived so long because each individual wants his voice to
be heard and this is possible only in a democratic system. This
voice of expression takes the shape of public opinion in large
democracies. Public opinion plays an important role in molding
the democratic society. It is rather vague and elusive entity that
seems capable of holding governments to account.

There are some of the key agencies that contribute in forming
public opinion. These are mainly the sources of information
available to the citizens in democratic set-ups. The information is
available through various mediums. The most important are the
mediums of communication, the fourth estate —print media,
broadcasting and internet. Media serves as inter-mediator. It
serves as a source which helps transfer the message. Media plays
an important role during elections. The success of political
campaigns depends on the media campaigns. All the political
parties try to apply media centered model of campaigning.

Media as a whole provide for the main means for disseminating
information leading to the sanctions for accountability. The
ultimate sanction that underpins all the others is the power of
electoral dismissal. Uncertainty always remains crucial to
accountability. Itis where the ‘law of anticipated reaction” works.
It is this sensitivity that gives the other forms of sanction the
required force.
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2. The Major Questions of Enquiry Remain

e What are the various approaches applied to political
campaigns

e What new forms of political communication emerged ( in
context of India’s 2009 general elections and mediatisation
by major political parties )

¢ How these communication forms were applied through
different formats.

* Are social communication tools effective in the society
whichis multicultural, multilayered , diverse, illiterate but
haslargest young generation.

3. Methodology

In order to understand and look into various different aspects
and shifts in existing forms of political communication for the
topic ‘New Forms of Political Communication...” mainly a
descriptive and analytical study has been done by collecting and
analyzing various news reports from different media.

The political campaigns revolve around the fourth pillar to put
across the political strategies and to communicate to the masses,
greatly divided across large fronts from within and outside, yet
united nationally. An array of mediatised messages needs to be
showered to mould the public opinion to a greater extent in a
fierce competition in the democratic system. In this process the
messages are highly mediatised. A political campaign is in fact
an organized effort building public opinion to influence the
decision making processes.

4. Theoretical Concerns

Theoretically speaking messages have always been in the focus.
It is the message that forms the public opinion. To paraphrase
Marshall McLuhan, “Every message has its medium and every
medium has its message” and “Medium is the message”. The
statements though important, remain controversial. He himself
was alarmed and intrigued by them. He meant, selecting the
appropriate messages and media is very essential. He maintains
that the nature of the medium of any and all media is to creep
inside the participant un-noticed, in the true Narcissus style.
‘One is hypnotized by the amputation and extension of his own
being in anew technical form....” For, any medium has the power
of imposing its own assumption on the unwary. Prediction and
control consist in avoiding this subliminal state of Narcissus
trance.

On media and politics, the agenda setting theory cannot be
ignored, whereby media indulges in framing the political
institutions and putting pressure on them to act in the interest of
the common good. The pioneers on this work are Maxwell E.
McCombs and Donald L. Shaw. McCombs argues that “the
power of the news media to set a nations” agenda to focus public
attention on a few public issues, is an immense and well
documented influence. Not only do people acquire factual
information about public affairs from the news media, readers
and viewers also learn how much importance to attach to a topic
on the basis of the emphasis placed onitin the news.”

The opposing school of agenda setting role of media includes
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Dan Berkowitz who states, ‘news agenda is not set in the same
way as the agenda setting theory considers that is, the transferal
of a set of issue priorities from the mass media to public mind
instead is the creation of a news agenda which is the result of a
process that depends on much more than loosely linked
transferal of one groups priorities to another’. According to him
the news sources exert stronger influence over the news agenda
than dojournalists.

Still another view point has been offered by Edward S.Herman
and Noam Chomsky to analyze the ways in which respondents
and organizations of the media are influenced to shape the social
agendas of knowledge and, therefore belief. The free market
economics condition the actual practices in new media. Media
defends the economic, social and political agendas of the
privileged groups that dominate the society, the state and the
global order.

Another source of inspiration is Walter Lippman who argues
about mediated world and mentions that “priorities of media
strongly affect the priorities of public.”

The role of media in the political order has been a well defined
one within the Habbermassian framework, which sees media as
a crucial vehicle of information and debate. It is a vital link
between the government and the masses.

The conflicting views have been put forth about media and
politics. It is difficult to say who conditions whom and who is
responsible for the survival of whom. Itis a veritable chicken and
egg situation. Though media and policy makers need to think
and act keeping in mind the viewers point if view, which seems a
fast disappearing concept. The trials to dominate the brain of the
viewers may ultimately lead to deviate and alienate them from
the media.

5. Approaches to Political Campaigns

Differentapproaches canbe applied through political campaigns
as per the political requirements and exigencies. According to
James Chesebro five critical approaches can be applied to
political campaigns:

5.1 Machiavellian approach

Itis concerned with manipulating power relationships. In Indian
context we can talk about ‘Vishnugupt’ commonly known as
‘Kautilya’. This is concerned with spin doctoring tactics.

5.2 Iconic

Here the symbols play animportant role.

5.3 Ritualistic

This approach gives importance to rituals. This approach is
superficial.

5.4 Confirmation

In this approach political aspects are looked at with peoples’
point of view and are considered to be endorsed by them.

5.4 Dramatic

Here politics is considered as dramatized and constructed as per
theneed of the hour.

Whatever may the approach be, the ways in which politicians
and political parties appeal to voters and convey the messages ,
they get mediatised dramatically especially due to the advent of
new media technologies .
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The messages have been conveyed since the days of posters and
hoardings to sway the public opinion. Now a day, for designing
and implementing the campaigns the jobs are assigned to
campaign/advertising professionals. These professional
organizations do media planning for the political party and even
for the individuals, right from the period when the list of
candidates is published. The planning includes: slogans, posters,
party programme and the whole campaign strategy.

The media ensures that social power is exercised through
Parliamentary Assemblies, because the social power gets
legitimized and synthesized in the name of common good and
public interest in a democratic society through the hands of
media. As politics has been the arena of legitimized power, the
rapid technological evolution and social change has resulted into
anumber of power blocks even outside the assemblies involving
in sub-politics. Sub politics-a new domain of politics involving
collective and individual agents outside the political system. The
media are no longer merely social institutions alongside or
subservient to, political institutions.

Media offers a platform where decisive, discursive processes that
engender consent about public interest occur and crystallize
public opinion and public will. “The media can be said to have
become the main form of public-ness as more and more events
are made public through the mass media rather than in face to
face interaction”. (Thompson, 1995) The politics of everyday life
isbased on a ‘mix of mass mediated public information and mass
participation in the consumption of images, objects and ideas’.
(Silverstone, 1995). It follows from these considerations that we
have entered into the era of mediatized politics.

The modern society which is technology driven , intellectually
equipped and empowered by educational inputs and is striving
for change and advancement and at the same time is also self
—critical, poses a challenge to the politicians. Politicians
encounter the resistance of citizens’ groups and industrial
managements .Such forces have forced the politicians to take
refuge in media through mediatised messages, framed and
designed by agents. The whole scenario has thus changed the
traditional form of politics, though the basic framework of
politics remains intact.

Another aspect which has lead to the mediatisation of politics is
the individualization of politics. Under changed circumstances
media needs to cater to the individualized needs of the elements
of the society. The social change has lead to the media’s
mediation in politics, having increased influence on decision
making processes because they try to become the independent
negotiators of public consent. “This continuous and media based
production of consent is far more intangible and phantom like
that the kind of consent (or the lack of it) thatis produced through
referenda. But in spite of its intangible character this consent,
manifesting itself at a given point in time as “public opinion’
about a given subject, exercises considerable influence on the
decision processes”. (Hjarward, 1996) The points which are
critical to the analysis of the process of political communicating
are: that different contents reflect different set of relationships
between the mass media and major actors/events being
reported; different actors have different degrees of power over
the creation of media content; the passive audiences become
active; there is shift from implicit nature of audience to explicit
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nature; interaction between political institutions and media
institutions entails dependence and adaptation .

Walter Lippman states, “The significant revolution of modern
times is not industrial or economic or political, but the revolution
taking place in the art of creating consent among governed ....
.Within the life of the new generation now in control of affairs,
persuasion has become a self —conscious art and regular organ of
popular government. None of us begins to understand the
consequences. But it is no daring prophecy to say that the
knowledge of how to create consent will alter every political
premise.”

The public sphere which is the space for exchange of ideas has
completely been taken over and guided by media to produce the
political content and manufacture the consent. Practically, it is
the media systems that distribute the political content to the
target audiences. The political campaign strategies are
increasingly geared towards fragmenting the public sphere
either by sending particular message to particular masses or by
designing tools for citizens to encode their personal interests and
sequester their consumption of news. The public sphere is
loaded with; political media; political advertising; marketing
and public relations and other communicative practices at
differentlevels by different mediums in different formats.

6. Different Mediums of Political Communication

Through these mediums different form of political
communication emerge which reflect undercurrents and sense
the popular mood. Traditional media— Theatrics: folk songs, folk
tales/drama, nukkad natak (street play), addressing gatherings,
processions, wall paintings etc. Indian society is a complex social
system which is divided across vertical and horizontal lines.
Also, the facts that the large rural population, illiterate
population and population speaking regional languages, can be
targeted through traditional media. Localization of messages is
important.

7. Contemporary Media

7.1 Print Media - newspapers, magazines, leaflets, pamphlets,
brochures, posters and banners, flags, balloons, badges, key
chains, caps etc. Bags and purses were also used by the
parties. This medium caters to the maximum number of
people.
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7.2 Electronic media

(a) Cinema Slides - Well produced and colourful slides are
effective in communicating the messages to the captive
audience.

(b) Radio - Has emerged as a potent tool luring the remote
targetaudience through the ears.

(c) Television - Is still the prominent campaign medium. It
has maximum penetration among voters. As Richard
Nixon pointed out, ‘Television is to news what bumper
stickers are to philosophy’. It broadcasts programmes on
prime time, video messages of political parties, and
statements/ surprise announcements of political leaders
woven around political issues along with shocking
oratory and debates. All targeted mostly to growingly
cynical and disenchanted middle class which have
already moved indoors.

(d) Cyberspace - The web, the information superhighway or
more informally internet is the latest among media
which has given meaning to McLuhan’s
conceptualization of global village. Weblogs and social
networking sites (Orkut, Facebook.flicker,twitter etc.)
turn people into commentators on diverse issues. You
tubes- is yet another form which can be accessed by
distant audience.

Certainly, the interactive communication technologies
stimulate more engagement and prepare younger
generations to express themselves. Around 54% of
India’s population is below 25. It has given rise to
political observers and opinion makers on the virtual
space thereby giving rise to optimists and skeptics. It also
builds support networks by reaching to hard to target
audiences. Not only that, internet also comes as a handy
toolin generating and raising funds. This practice started
in year 2000 when John McCain raised large amounts
through small online donations followed by the example
of Obama.

(e) Mobile phones - Their use in conveying the text
messages and e-mail alerts is yet another form which
induces the human touch with the audience and
mobilizes them.

Internet and mobile phone campaigns buy large electronic data
base from data mining outfits that assemble detailed personal
profiles based on bits of information that people provide in
commercial transactions, public records and website visits.
Resurgence and proliferation of on-line activism has changed the
political spectrum.

8. MediaData:An Overview

The airwaves remained crowded like never before with 143 news
channels in 2009 against 43 in 2004
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The number of news
channels has increased

dramatically...
2009
143
2004
43

Telepresence increased manifolds for the biggest reality show of
the world. It shows growing interest and involvement of people
in politics. The T.V . news coverage for Hindi channels went up
to 7.21% this time as against 6.29% in 2004 and that of English
channels to 0.41% against 0.24% in 2004.

TV news Coverage is up...

7.21

6.29 041

0.24

2004 2009 2004 2009

Viewership(%o) of news channels in 2009
Temale

39 —Mafe — 59
E——— e
Hindi ' English Hindi Engghishh

(Source: TAM)
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9. Mediatisation of Messages

The presentations in different forms and formats depict the
persuation strategies and propaganda/ spin tactics. The ways in
which politicians and political parties appeal to voters during
election campaigns have changed dramatically over the years,
the oldest forms are still relevant in 21st century such as: the
public meetings ;door to door canvassing; advertisements and
newspapers; using eye catching leaflets, posters; bill boards, cut-
outs, hoardings and now masks are common.

The latest of all however is the usage of human body for
spreading the messages-i.e. tattooing, painting the body, making
symbols/designs through hair cuts. All these are measures to
attract more and more people to the ballot box and to ensure that
messages are properly conveyed.

Public gatherings and meetings were seen having political;
demonstrations to convey to messages. The attendance of the
events from handful to pandalful and presence of multi-camera
equipments reveal the political aggression of a political party.
The 'Publicaddress systems ‘counted toagreatextent.

Caricatures and Cartoons also played effective roles, especially
those of Laloo Prasad Yadav and Mayawati. Fifteen minute
cameo on a T.V channel articulated the public opinions. Personal
attacks and counter attacks dominated the political scene and
discussions in media. Hate spewing speeches ,without a control
on tongue were again a hit. Another interesting form of
communicating the message or expressing disagreement was by
using new type of missiles or swirling shoes which were looped
in for 24 /7 atleast for couple of days. A number of such incidents
were reported. Not joining politics again communicated
sacrifices using mainstream media by the people in power. The
strategy was to keep the ambitions of power in cold storage.
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Another form which emerged was that of speculative reporting /
journalism: Lot of programmes on television held discussions on
what may happen, who may loose or win and the implications of
the same.

The advertising campaigns in political campaigns played a
major and decisiverole:

After one of the largest pre-election campaign -the India
Shininig Campaign (by ad man, Pratap Suthan) this time no
segment was left untouched mainly by Congress’s campaign
which gave the slogan of ‘aam aadmi ke badhtey kadam” where
as BJP ‘s Mehengi padi campaign mehengi padi for BJP itself.
People did remain neutral to what government has done. They
didn’t want rhetoric- 'the’ 'aam aadmi’ looked forward to
developmental issues and factors which will ultimately affect
theirliving conditions.

It became clear that political campaigns need to start from the
selfish interests of citizens rather than the social or national
concerns. It was for the spin doctors to feel the pulse of the
citizens. And the advertisement magic worked well for
Congress.

Positivity atleastin campaigns won over the negativity. ‘Jai Ho’
won over ‘Bhay Ho’; ‘Bharat Buland' over 'Mazboot Neta’;
Lighter colours won over darker colours; ‘Female emphasis over
Male emphasis’; “Young emphasis over Old’; 'Intelligence over
Political Arrogance; “The Hand over The Lotus’ ; Traditional and
mainstream media over new social media” and ‘Crayons and
JWT’ over ‘Simoes-Tag and Utopia’.

10. Media Formats

The political campaigns also experimented with media formats
which dominated the election scenario .Various formats are used
in conveying messages through various mediums and means. In
most of the T.V. formats the emphasis remained on the visual
aspects. Dominance of visual or visible is significant for the
country carrying burden of poverty, illiteracy and
underdevelopment.

The messages were conveyed through; news, interviews,
discussions, debates, talks shows, publicity spots,
advertisements etc. The other practices include- journalistic
presentations, contrived drama, and opinionated programmes.
Television formats favoured short emotional appeals over
reasoned thoughtful debates. The levels of managed news spin
and journalistic punditry fed perceptions of bias in the
programmes. All the formats were used for conveying the
spiraled political messages. Such practices often left the
audiences confused, ultimately to act according to their own
judgments. As commenting rightly on formats, an expert
expressed “ the political cast of candidates and party spokes
persons here is like marionettes at the end of invisible electronic
threads ,mounting their sound bites ...according to the unstated
script and format of the particular show they are on, with the
anchor or moderator playing agent provocateur or ring master,
as the case may be”.(Sashi Kumar, ‘Outlook’, May 11, 2009) The
show hosts for most of the part either made you laugh or angry,
making mockery of the largest elections of the planet, sidelining
the coreissues which needed real debates.
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As far as the uniqueness of style and content was concerned the
stereotyped formats were used. There was little to distinguish
even between regional and national channels. Most of the
formats revolved around party leaders, on the campaign trail,
one-to-one interviews, Two header or three header studio
discussions, debates among candidates, debates among second
generation leaders and so on.

11. Underlined Factors

The reality of changing forms and formats is exhibited in the
reality of money and power. Media has become evolved,
complex and commercialized driven and steered by money
power. Lot of budgetis donated to the campaigners /advertisers.
In 2009 elections Indian National Congress handed ‘Mindshare’
its US$ 15 million media account for the election, which
highlights how political parties have begun to value media. The
party’s $15 million creative was split between JWT, Percept and
Crayons. An estimated Rs. 700 crores was spent on campaigns in
this elections. BJP and Congress, the two political parties
together spent about 35% of the total.

The campaign /advertising organizations lure the media toactin
a particular fashion, hence making media prey to them. The
profit formula drives the news and programmes to be packaged
with journalistic sensationalism that attracts the larger audience.
The media need to work as per TRPs. Media the fourth pillar
plays a huge role in affecting the minds of the people underlined
by their selfish interests paid through money power whether
politicians ,political parties or campaigners/advertisers. The
mutual dependency framework works to realize certain goals
vis-a-vis audience needs. “McChesney...provokes an absolutely
necessary discussion on the relationship between the control of
information and our hopes for a genuine democracy”.

In a democratic system the social and political order is not
permanently fixed. Institutions and groups compete for power
and there is consequently a plurality of power .Thus fluidity,
continuous change and an ever evolving social order are the
factors which resultin power game.

12. Conclusion

Still media presentations have become such a critical feature of
the process of negotiations and public image making that those
who do not give it its due credit are to find their credibility in
question. The tactics however need to be used tactfully, as undue
concern with presentation may result in contradictions. Critical
thinking questions or viewing questions is another important
feature. The opinion polls and discussion forums or open panels
give rise to speculative journalism, which is not a healthy trend
though. Here the public opinion is targeted using media experts
and political stalwarts. Thus, individual voters are perused and
motivated to think and function as per the mediatised messages.
Mediated politics explore the paradox of democratic
propaganda and spin tactics as well as the interaction of political
marketing and its limits in creating consent.

The relationship between masses, information and action are
constantly changing as new media and technologies are
expanding every moment. Proliferating cable channels and
interactive digital technologies offer to the masses diverse views,
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more ways to learn and get involved in government, politics and
civic life. Yet in multi-lingual and multi-cultural structures it is
difficult for the new media and it is difficult to leave impression
or distract the masses. One medium may only be good for a
certain type of interaction and at the same time there may be
several media involved. The whole process needs critical
thinking and application. Multi-media can enlighten the society
about various concerns.

Traditionally the study of politics and its relationship with mass
media focused on institutions and bonafied political actors, who
in turn were responsible for social change. But under the
changed circumstances even the leadership has multiplied and
sources of delivery of messages have increased and diversified
which change the perceptions and responses of masses
constantly.

Media coverage is the very lifeblood of politics because it shapes
the perceptions that form the reality on which political action is
based; media do more than just depicting the political
environment; rather they are the political environment. The
main lesson which can be learnt from this paper is that, changing
institutional relationships between politics and the media can be
understood by the analysis of the complex ‘mass-communicated
political discourses with the interpersonal discourses at both
ends of the circuit’, which keep generating new forms of political
communication resulting in mediatisation of messages.

13. Limitation/Scope

e This paper can include the popular view points through
survey.

14. Suggestions

* A study on advertising campaigns of different political
parties can be done exclusively.

* A study on election campaigns of government can be
conducted separately.

* Further studies can be done on the analysis of
advertisements which revolve around political issues and
concerns e.g. The ‘idea” ads or ‘vigin mobile” ads. Such ads
are influenced by political campaigns.
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True- Politically, we communicate with a difference Its always a
win-win situation.
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