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Abstract

This research addresses the ongoing debate between celebrity endorsements and social media influencers as
marketing communication tools. Brands using celebrities as advertising tools is not a foreign concept and has been
there around since ages. With time, the definition of celebrities has changed and different personalities have come
to fit that mould. The advent of the social media influencer has taken the world by storm and this study does its bit
in proving that they trump high on the scale of authenticity, relatability and credibility. Results have shown that
these qualities lead them into appearing more trustworthy as compared to traditional celebrities and exert a
positive influence on their audience with having an impact on their purchase behaviour.
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INTRODUCTION

Celebrity endorsements are a popular way for marketers to promote their brands, products, and services. By
transferring the positive image and characteristics of a celebrity onto the brand, marketers aim to trigger
consumers’ intent to purchase or use the endorsed product or service (Atkin and Block 1983).

However, in addition to using ‘traditional’ celebrities such as actors, supermodels, and athletes to add value to
their brand, companies increasingly turn to social media influencers (also called ‘micro-celebrities’), such as
vloggers, to endorse their brands (Marwick2015).

These “micro-celebrities” are seen as normal everyday people who have attained thousands or even millions of
followers on these social media platforms. These individuals are known to the public, and their identification is
based upon elements such as admiration, association, aspiration or recognition (Kutthakaphan & Chokesamritpol,
2013).

Although traditional celebrities have had great influence on our society’s pop culture trends in the past, in recent
years, new social media stars have been able to gain more audience and influence pop culture to greater extents
than the traditional celebrity. This is elucidated by their ability to create communities where users feel more
connected to the influencer through higher levels of engagement, authenticity, and relatability. (Nouri,2018)

CELEBRITIES INADVERTISING

Famous personalities promoting any brand creates a great degree of appeal and public trust would be high rather
than when an unknown model(s) were to speak about a brand. (Kambitsis, Harahousou, Theodorakis,
&Chatzibeis, 2002).

The following trends are evident in celebrity advertising-

Overshadowing the product - It so often happens that a celebrity steals the limelight and the target audience fails
to notice the brand. Companies should select popular celebrities who can attract attention and convince the target
audience, yet do not overshadow thebrand.

Over-exposure - With celebrity advertising gaining momentum in the early 21st century, it was common to see
celebrities endorsing multiple brands. This led to the problem of overexposure.

A celebrity using their status in society to promote a product, service or charity is termed as celebrity branding or
advertising. There are a variety of ways in which celebrity brandingcanplace; celebrities appearing in adverts for
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a product, attending a charity or PR event, launching their own line of products or using their name as brand.
There has been a new trend in celebrity advertising of late - using celebrity voice overs in advertisements. For
instance, Mr. Amitabh Bachchan has a distinct voice which is easily recognizable even when he is not present on
screen. Using voice overs is a comparatively subtle way of celebrity branding.

Target Audience Receptivity - Using the appropriate celebrity to appeal to the right target audience is essential.
This is to ensure that the right connect is established between the celebrity and the customers and ultimately, the
brand.

Risk to Advertiser - Celebrities are often embroiled in scandals and controversies which have the potential to
negatively impact the brand they are associated with. This is a risk the advertiser has to bear and a moral clause
should be implemented to deal with thisissue.

Celebrities are commonly featured in campaigns for beauty companies and fashion houses. Sometimes that
association surpasses the endorser's original claim to fame and we see an actress make headlines not for her craft
but for her endorsement.

Celebrity endorsement has been popular since years in India with film stars endorsing multiple brands in
different product categories. It is a costly proposition which enables Bollywood’s leading stars to earn huge
amounts of money. Globalisation has led to major players setting up shop in the country. Therefore, an
understanding of the culture and the traditions of the Indian target audience is imperative to successfully operate
in this country.

INFLUENCER MARKETING

A Beauty YouTuber, commonly referred to as a "beauty vlogger," "beauty guru,” or "beauty influencer," or
“Beautuber” is a person who creates and posts videos to YouTube about cosmetics, fashion, hair-styling, nail art,
and other beauty-related topics. As of 2016, therewere more than 5.3 million beauty videos on YouTube, and 86
percent of the top 200 beauty videos were made by beauty vloggers as opposed to beauty brands. (Wikipedia)
Influencer marketing can be defined as followed “identifying key communities and opinion leaders who are likely
to talk about products and have the ability to influence the opinions of others.” (Chaffey & Ellis Chadwick, 2012)

A recent study conducted by A-lehdet and Aikakausmedia regarding the role and responsibility of YouTubers
showed that 75 percent of them believed to be role models fortheir viewers. According to the study, the
YouTubers are also more than role models as they can also influence the consumption and buying decisions of
their followers. Many YouTubersare doing commercial cooperation with brands for example by showing their
products in their videos. In this situation, the companies have chosen to do influencer marketing and use these
YouTubers as their brand advocates in their social media marketing strategy.

In addition to the branding done by the YouTubers for the companies, another type of branding is also the
personal branding that the YouTubers are doing for themselves. Many YouTubers have a strong personal brand,
something that distinguishes them from the othervideo makers (Kauppalehti, 2016).

CELEBRIFICATION ONYOUTUBE

The following concept is explained from the research paper The Power of Influence: Traditional Celebrity vs. Social
Media Influencer by Melody Nouri,

Becoming a microcelebrity entails “thinking of oneself as a celebrity, and treating others accordingly” (Marwick,
2013a, p. 115). Microcelebrity produces the self as brand and commodity; online processes of celebrification
today merge commodification and branding smoothly with intimacy and authenticity (Jerslev& Mortensen, 2015).
YouTube boasts a heightened ability to serve as a technology of intimacy, affording the formation of affective
bonds through both the visual and communicative elements of its interface (Berryman &Kavka, 2017).

The active processes of celebrification at play within YouTube’s beauty community necessarily combine the social
side of sharing personal information, footage of daily activities and building affective connections, with
commercial aspects: namely self-branding, achieving high status and maintaining good reputations as
professional, responsible and influential personalities (Garcia-Rapp 2017). Particularly on YouTube, as a highly
commercial platform based on ‘delivering attention to ads’ (Burgess 2011, 326), values such as authenticity and
honesty are appreciated and even demanded on theplatform.

INTERPERSONAL RELATIONSHIPS

Social media celebrities

An essential part of building an audience is creating this type of relationship with your viewers. Connecting with
your audience on social media ensures that content creators receive constant feedback in the form of comments,
likes, questions, praise, and overall reactions. Due to this engagement creating a sense of connectedness to a
content creator, we see how audiences are able to build interpersonal relationships with the influencer.
Traditional Celebrities

Traditional celebrities face somewhat of a disconnect with their audience on social mediaplatforms primarily,
because they did not achieve fame on these platforms. Because they did not gain popularity by interacting with
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their fans, they do not mind the separation from them.
Another thing that makes celebrities distant from their fan base is that oftentimes, they go as far as having others
run their social media accounts.

RELATABILITY

Social mediacelebrities

‘Reference group’ is defined as a person/group of people who serve as a reference to an individual in forming
values and attitudes, and in so doing provide consumers with a reference in their purchasing decisions (L.G.
Schiffman, Hansen, & Kanuk, 2012). Several researchers argue that information is more credible when delivered
by a product reviewer/blogger than an established celebrity.

Young women see Youtubers & Instagrammers more as “real” people, particularly because they have access to
their personal life vlogs or their Instagram stories that show the not so glossy and picture perfect side of their
lives. Vloggers display this sense of an authentic self through their straight-to-camera communication, making
vlogging the self-realizing result of their individual creative efforts (Jerslev, 2016).

Traditional Celebrities

Celebrities find it way more hard to be relatable due to their fame and fortune. The difference between the
Kardashians, for example, and these YouTubers is that the former are exploiting their celebrity to launch video
channels, whereas the latter are using video channels to become celebrities (Berryman &Kavka, 2017).
AUTHENTICITY

Social mediacelebrities

According to Marwick, authenticity as a community-defined social construct, is a fluctuating set of affective
relations between individuals, audiences, and commodities’ (2013, 7). Moreover, influencers in a bid to avoid
being seen as dishonest, disclose if they are being paid for a review and by posting affiliate links below one’s
videos. Although beingauthenticis often seen in opposition to self-branding and commercialization, it is relevant
to note that self-promoting and online fame - together with the social and economic perks this entails - can also
be seen as deserved and subsequently legitimized by the community (Garcia-Rapp 2017).

Traditional Celebrities

Traditional celebrities, on the other hand, are less inclined to feel held to ethical standards of endorsing a product
only if they genuinely believe in it. This is majorly due to the disconnect with their audience. Referring to the
Djafarova&Rushworth (2017) study, users expressed that celebrity endorsements are more superficial, and it
appeared to them that some products were overpriced and beyond their budgets.

Source Credibility Theory

Before the advent of social media, media credibility was studied taking into consideration its three stages: the
credibility of the source, of the message and of the channel that carries it. Previous studies discuss the credibility
of sources using a variety of elements: trustworthiness and expertise on the one hand (Wilson and Sherrell, 1993)
and dynamism, composure, andsociability on the other hand (Gass and Seiter, 1999, Perloff 1993).

Source credibility refers to how the consumers perceive the source of information.

In line with the Advertising Value Model, Lou & Yuan (2018) have developed the Factors in Social Media
influencer Value Model (SMIV). This model discusses how source credibility affects consumer behaviour and
redefines the trust concept in the influencer context. It states the influence of credibility on perceived trust, brand
awareness and also the purchase intention. More specifically, three of the credibility elements: trustworthiness,
similarity, and attractiveness proved to have positive effects on perceived trust, brand awareness, and purchase
intention.

Social Media Influencers in the Diffusion of Innovations Framework Rogers (2003) classified consumers in five
adopter categories (Rogers 2003): Innovators, early adopters, early majority adopters, late majority adopters and
laggards. Adopter categories form a bell-shaped curve in which innovators represent the most inclined to
innovations whereas laggards represent the least (Figure 1). Early adopters of an innovation are influential to
spread both negative and positive ideas to others. Innovators, which just form the 2.5% of consumers, are the
ones who are eager to try new ideas and they always desire the risky. Innovators have a gatekeeping role within
the diffusion process while they launch the new idea in the social system. Their role in the flow of new ideas into a
social system is very critical and effective. Early adopters are defined as the individual to check with before using
a new idea. Early majority represents consumers who adopt new ideas just before the average members of the
social system. Early majorities do not take as many risks as innovators or early adopters, they evaluate their
decisions more, and they are not the first ones to try out new things. Late majority constitutes the sceptical ones.
Finally, laggards represent the traditionals who are the latest to adopt innovations.
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25% 13.5% 34% 34% 16%
Innovators  Early Early Late Laggards
Adopters Majority Majarity

Figure: Adopter categorization on the basis of innovativeness Source: Rogers, E. M. (2003).
Diffusion of Innovations.

Persuasion KnowledgeModel

The “Persuasion Knowledge Model” (PKM) postulates that consumers develop knowledge about persuasion and
use this knowledge to “cope” with persuasion episodes (Friestadand Wright 1994). Persuasion knowledge refers
to how consumers perceive persuasion tactics which includes their beliefs about the motives and strategies of
marketers; effectiveness and appropriateness of persuasion tactics; psychological mediators of tactic
effectiveness; and how they cope with these persuasion attempts.

RESEARCH METHODOLOGY

The objectives of the research is to study the power of influence of beauty bloggers in comparison to traditional
celebrities. The study also tries to understand the authenticity and relatability of beauty bloggers compared to the
traditional celebrities, the female consumers are more likely to find the beauty vloggers more credible. The
Quantitative research method was used to conduct this study. A survey was conducted with 70 respondents from
Mumbai between the ages of 17 to 35 from both the genders (Male and Female) who are exposed to celebrity
endorsements and consume content created by YouTube Beauty Creators.

7. How much do you agree with the following statements?

I Strongly disagree [l Disagree | Not Sure [l Agree [l Strongly Agree

30

20

10

You have bought or considered buying a | actively seek online reviews before If my favourite vlogger/online personality
product recommended to you by a making a purchase a decision recommends a brand, | am more likely to
beauty vlogger try it
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You have bought or considered buying a product recommended to you by a beauty vlogger - 27
respondents chose Agree, followed by 20 who went with Strongly Agree, 13 respondents selecting Not Sure,
followed by 6 & 4 who chose Strongly Disagree and Disagree respectively.

I actively seek online reviews before making a purchase decision - 30 respondents chose Strongly Agree,
followed by 29 who chose Agree, 6 chose Not Sure, followed by 3 who chose Disagree and lastly, 2 who chose
Strongly Disagree.

If my favouritevlogger/online personality recommends a brand, I am more likely to try it - 21 respondents
selected Agree, followed by 19 who selected Not Sure, 16 who chose Strongly Agree, followed by 8 & 6 who chose
Disagree and Strongly Disagreerespectively.

The results to this question prove H2: Beauty vloggers score high on the authenticity and relatability scale as
compared to traditional celebrities.; and H4: Female consumers findbeauty vloggers credible.
8. Please rate the trustworthiness of the options below when showing or talking about (their)

products.
I Highly trustworthy [l Trustworthy Somewhat trustwo... [l Not trustworthy [l Highly untrustworthy
30
20
10 .
0
Advertisements featuring traditional celebrities (Kareena Beauty vloggers you follow (Malvika Sitlani, Corallista, Sejal

Kapoor, Katrina Kaif, Alia Bhatt etc.) Kumar, Shreya Jain etc.)
Advertisements featuring traditional celebrities (KareenaKapoor, Katrina Kaif, Alia Bhatt etc.) - 24
respondents chose Somewhat Trustworthy, followed by 23 who chose Not Trustworthy, 9 deemed them Highly
Untrustworthy, followed by 8 and 6 who chose Trustworthy and Highly Trustworthy respectively.
Beauty vloggers you follow (MalvikaSitlani, Corallista, Sejal Kumar, Shreya Jain etc.) - 31 respondents chose
Somewhat Trustworthy, followed by 23 who selected Trustworthy, 11 who chose Not Trustworthy, and 4 & 1
who chose Highly Trustworthy and Highly Untrustworthy respectively.

The results to this question prove H1: Beauty vloggers are more influential as compared to traditional celebrities.;
and H4: Female consumers find beauty vloggers credible.

9. What is your perception of the following?

Il strongly disagree [l Disagree | Notsure [l Agree [l Strongly agree
30

20

Influencers have my best interest at heart If | were to find out that my favourite influ...
Influencers will not purposefully endorse a brand that will harm me
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Influencers have my best interests at heart - 25 respondents voted Not Sure, 23 chose Agree, 15 chose
Disagree, 5 picked Strongly Agree and lastly, 2 picked StronglyDisagree.

Influencers will not purposefully endorse a brand that will harm me - 32 respondents chose Agree, 19
picked Not Sure, followed by 10 who selected Disagree, 5 who chose Strongly Agree and finally, 4 respondents
who selected StronglyDisagree.

If I were to find out my favourite influencer was paid for their endorsement, it would not negatively
impact my perception of their credibility - 27 respondents voted for Agree, followed by 17 who selected
Disagree, 16 who voted for Not Sure, followed by 6 who chose Strongly Disagree and lastly, 4 who selected
Strongly Agree.

The combined results of A) and B) prove H4: Female consumers find beauty vloggers credible. The respondents
trust that beauty vloggers have their best interests at heart and will not promote a brand or product that might
have the potential to harm their followers.

The results to C) surprisingly, do not prove H3: Persuasion knowledge is negatively related to consumer
responses in case of influencer advertising. Contrary to the explanation above, the respondents found honesty in
influencers disclosing a product/brand as sponsored and listing it simply and clearly as an endorsement.

CONCLUSION

The study has shown that influencers are deemed more trustworthy than celebrities, and that people feel more
similar to influencers and identify more with them than celebrities. These processes, in turn, affect advertising
effectiveness. Therefore, a first implication of the study is that influencers may be more effective product
endorsers than traditional celebrities and a practical recommendation is therefore to continue to use influencer
endorsers in marketing campaigns.

BIBLIOGRAPHY

Berryman, Rachel, and MishaKavka. “I Guess A Lot of People See Me as a Big Sister or a Friend’: The Role of
Intimacy in the Celebrification of Beauty Vloggers.” Journal of Gender Studies, vol. 26, no. 3, 2017, pp. 307-
20. Crossref, d0i:10.1080/09589236.2017.1288611.

Burgess, Jean E. and Green, Joshua B. “The Entrepreneurial Vlogger: Participatory Culture beyond the
Professional-Amateur Divide.”, 2009,
www.researchgate.net/publication/27483435_The_entrepreneurial_vlogger_Participatory_culture_beyon
d_the_professional-amateur_divide.

Chaffey, Dave, and Fiona Ellis-Chadwick.Digital Marketing.7th ed., Pearson, 2019.

Day, Brian. “Persuasion: Social Influence and Compliance Gaining; Sixth Edition, by Robert H. Gass and John S.
Seiter.”Applied Environmental Education & Communication, vol. 19, no. 2, 2020, pp. 221-22.Crossref,
doi:10.1080/1533015x.2020.1742974.

Djafarova, Elmira, and Chloe Rushworth.“Exploring the Credibility of Online Celebrities’ Instagram Profiles in
Influencing the Purchase Decisions of Young Female Users.”Computers in Human Behavior, vol. 68, 2017,
pp. 1-7. Crossref, doi:10.1016/j.chb.2016.11.009.

Friestad, Marian, and Peter Wright. “The Persuasion Knowledge Model: How People Cope with Persuasion
Attempts.” Journal of Consumer Research, vol. 21, no. 1, 1994, p. 1. Crossref, doi:10.1086/209380.

Garcia-Rapp, Florencia. ““Come Join and Let's BOND’: Authenticity and Legitimacy Building on YouTube’s Beauty
Community.” Journal of Media Practice, vol. 18, no. 2-3, 2017, pp. 120-37. Crossref,
doi:10.1080/14682753.2017.1374693.

Hennayake, H. M. G. Y. ]. “Effectiveness of Celebrity Endorsement: A Review on Related Concepts and Empirical
Applications.” International Journal of Scientific & Engineering Research, vol. 8, no. 7, 2017.]JSER,
www.researchgate.net/publication/319135835_Effectiveness_of_Celebrity_Endorsement_A_Review_on_R
elated_Concepts_and_Empirical_Applications.

Jerslev, Anne, and Mette Mortensen. “What Is the Self in the Celebrity Selfie? Celebrification, Phatic
Communication and Performativity.”Celebrity Studies, vol. 7, no. 2, 2015, pp. 249-63. Crossref,
doi:10.1080/19392397.2015.1095644.

Kambitsis, Chris, et al. “Sports Advertising in Print Media: The Case of 2000 Olympic Games.” Corporate
Communications: An International Journal, vol. 7, no. 3, 2002, pp. 155-61. Crossref,
doi:10.1108/13563280210436763.

Kutthakaphan, Rangsima, and WahloonluckChokesamritpol. “The Use of Celebrity Endorsement with the Help of
Electronic Communication Channel (Instagram) : Case Study of Magnum Ice Cream in Thailand.” School of
Business, Society and Engineering, 2013, www.diva-
portal.org/smash/get/diva2:626251/FULLTEXTO1.pdf.

GAP - Volume - 1V, Issue - II1 27

September 2021

/810 sanuieurdosipiayuided mmm/ /:sdny


http://www.gapinterdisciplinarities.org/

GAP GYAN

A GLOBAL JOURNAL OF SOCIAL SCIENCES
(ISSN - 2581-5830)
GRAND ACADEMIC PORTAL Impact Factor - SJIF - 4.998, IIFS - 4.375
L Globally peer-reviewed and open access journal.

Lehti, Anu-Elina.“Tubettajattekevitmainonnanvallankumousta.” Tdrkeimmdttalousuutiset | Kauppalehti, 9 May
2017, www.kauppalehti.fi/uutiset/tubettajat-tekevat-mainonnan-vallankumousta/eb3015a5-448c-3a7b-
bla0-6072881a2lee.

Lou, Chen, and Shupei Yuan. “Influencer Marketing: How Message Value and Credibility Affect Consumer Trust of
Branded Content on Social Media.” Journal of Interactive Advertising, vol. 19, no. 1, 2019, pp. 58-73.
Crossref, doi:10.1080/15252019.2018.1533501.

Marwick, Alice E. “Instafame: Luxury Selfies in the Attention Economy.” Public Culture, vol. 27, no. 1 75, 2015, pp.
137-60. Crossref, doi:10.1215/08992363-2798379.

Nouri, Melody. “The Power of Influence: Traditional Celebrity vs Social Media Influencer.” Scholar Commons, 9
Dec. 2018, scholarcommons.scu.edu/engl_176/32.

Richard M, Perloff. “The Dynamics of Persuasion: Communication and Attitudes in the 21st Century, 2nd Ed.”
Lawrence Erlbaum Associates Publishers., 2003, psycnet.apa.org/record/2003-04019-000.

Schiffman, Leon. Consumer Behaviour: A European Outlook. 2nd ed., Trans-Atlantic Publications, Inc., 2012.

Wiley, Danielle, and Danielle Wiley. “Why Brands Should Turn To Bloggers Instead Of Celebrity Spokespeople.”
MarTech, 14 May 2021, martech.org/brands-turn-bloggers-instead-celebrity-spokespeople.

Wilson, Elizabeth ]., and Daniel L. Sherrell. “Source Effects in Communication and Persuasion Research: A Meta-
Analysis of Effect Size.” Journal of the Academy of Marketing Science, vol. 21, no. 2, 1993, pp. 101-12.
Crossref, doi:10.1007 /bf02894421.

REFERENCES:

e Ravishankar, Sudha “Nurturing Communication- Media and Academics” N.L.Khandvala College (2007)

e Ravishankar, Sudha “Women in Contemporary Society: A Media Perspective in Emerging Markets”
Women Empowerment and Entrepreneurship, a National Conference organized by Tolani College of
Commerce ISBN no. 978-93-82429-99-9 (2012).

e Ravishankar, Sudha “Community Development and Media - An Emerging Economy Perspective” Service
Sector in the 21st Century, a National Conference organized by SIES College of Arts, Science and Commerce
ISBN no. 978-93-82429-97-5 (2013).

e Ravishankar, Sudha “Professors as Expert Communicators” Higher Education and the Challenges of
Communication, a UGC-sponsored National Conference organized by PrahladraiDalmia Lions College of
Commerce & Economics ISBN no. 978-81-926019-3 (2013).

e Ravishankar, Sudha “Relevance of Ethics in Media” Srujan, the research journal of K.C. College ISSN no.
2277-5900 (2015).

e Ravishankar, Sudha “Leveraging Voice, Vernacular and Video to generate digital dialogue in semi-urban
and rural India” LEaDMe International Conference (2020).

e Ravishankar, Sudha “Changing narratives ... Beyond books- Digital media Literacy redefined for Primary
and Middle school Children” Digital Media Literacy Conference, (2021).

e Ravishankar, S. &Ratda, K. “A Comparative Content Analysis Study of Pedophilia Related News In Two
Newspaper Dailies Of Mumbai” Media Research and Communication Studies Journal, Volume 3, ISSN
2394-7594 (February 2016).

e Ravishankar, S. &Sohoni M. “A Study of Usability and Accessibility of Digital Library Websites in India”
Media Research and Communication Studies Journal, Volume 3, ISSN 2394-7594 (February 2016).

e Ravishankar, S. & Bhattacharya, T. “A Comparative Study on the Significance of Political News Reportage
on the Front Pages of Two National Dailies” Media Research and Communication Studies Journal, Volume
4, ISSN 2394-7594 (February 2017).

e Ravishankar, S. & Sanyal S. “A Study on the Viewership Pattern of Web Series in Mumbai” Media
Research and Communication Studies Journal, Volume 5, ISSN 2394-7594 (February 2018)

e Ravishankar, S. &Varawalla S. “Micro-Fiction Platforms on social media in India - A Perspective on
Storytelling” Media Research and Communication Studies Journal, Volume 6, ISSN 2394-7594 (February
2019).

e Srinivas, M &Narwani, N “Content Analysis of Messages in Advertisements of a Two-wheeler Automobile
Industry” Media Research and Communication Studies Journal, Volume 3, ISSN 2394-7594 (February
2016).

e Srinivas, M et.al. “Increasing Print Media Reportage on Gender-based violence - A Short Content Analysis
Study” Media Research and Communication Studies Journal, Volume 3, ISSN 2394-7594 (February
2016).

e Srinivas, M. & Patel, M. “A Study Of Visual and Textual Language of Print Advertisements in Bollywood”
Media Research and Communication Studies Journal, Volume 3, ISSN 2394-7594 (February 2016).

e Srinivas, M. “Content Analysis on Financial and Economic News in a National Daily” Media Research and

GAP - Volume - 1V, Issue - II1
September 2021

28

/810 sanuieurdosipiayuided mmm/ /:sdny


http://www.gapinterdisciplinarities.org/

99 GAP GYAN

W A GLOBAL JOURNAL OF SOCIAL SCIENCES
—_—— (ISSN - 2581-5830)
GRAND ACADEMIC PORTAL Impact Factor - SJIF - 4.998, IIFS - 4.375

RESEARCH JOURNALS . .
Globally peer-reviewed and open access journal.

Communication Studies Journal, Volume 4, ISSN 2394-7594 (February 2017).

e Srinivas, M. & Bhagwat, R. “A Survey on the Factors That Affect the Making of a Lifestyle Blog Post Title
Appealing”, Media Research and Communication Studies Journal, Volume 5, ISSN 2394-7594 (February
2018)

e Srinivas, M. & Agarwal V. “Content Analysis of Newspaper News Websites in Terms of Their Accessibility
and Elements of Communication” Media Research and Communication Studies Journal, Volume 5, ISSN
2394-7594 (February 2018)

e  Srinivas, M. & Sharma, M. “A Study on Changing Trends in Corporate Public Relations Agencies in
Mumbai” Media Research and Communication Studies Journal, Volume 6, ISSN 2394-7594 (February
2019).

e Srinivas, Manjula “An Impact Assessment of Media Ownership & Media Control on Dissemination of
Information to Public, Dimensions in Research” Rizvi Institute of Management Studies Research, Mumbai
India. (2013)

e Srinivas, Manjula "Foreign Direct Investment In Print Media: State of the Fourth Estate." CMBE,
International Conference on Management, Business &Economics, Vijayawada, India (2013).

e  Srinivas, Manjula “FDI in Media” NCMC (National Conference on Media & Communication), Jaipur, India
(2013).

e  Srinivas, Manjula “Media Learning & Media Unlearning Srujan, Vol.3, Mumbai, India. (2014).

e Srinivas, Manjula “Media Business of Marathi Newspapers of Mumbai” St. Xavier's College, Goa.
(February, 2017),

GAP - Volume - 1V, Issue - II1
September 2021

29

/810°sanureurjdsipiajuided-mmm/ /:sdiy


http://www.gapinterdisciplinarities.org/



