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FOREWORD 
 

Research is the most significant part of acquiring knowledge. Today’s human 

society has become dependent on research. Historically, research has been linked 

with human endeavor for the better understanding of the environment. This has led 

the development and growth through different stages of history in every field. 

Research is an essential tool to gather facts, opinion and information pertaining to 

a specified problem, situation or opportunity. 

 

Like many other fields of life, research has become integral part of media studies, 

journalism and communication worldwide. In the horizon of media, research 

focuses on the communication process and examines the relationships among the 

media organizations and the target audience. Media research focus is on the social 

and psychological aspects and effects of the different mass media. Its objective is 

to get information pertaining to different mass media like the amount of time people 

spend on a particular medium, the effects of various medium on the society, the 

content and presentation of information or the effectiveness of the programmes to 

audience etc. Therefore, mass media have come to depend on research results for 

all the major decisions they make. The increased demand for information has 

created a need for research.  

 

Keeping in view its significance and impact, media research has got tremendous 

development all over the Globe. The subject of Mass Communication Research has 

become integral part of the courses and syllabi in different parts of the world. The 

Department of Mass Communication at Allama Iqbal Open University Islamabad 

is one of the pioneer departments in the country which offers a plethora of courses 

focused on the needs and requirements of the international job market. The 

Department has recently produced this study guide titled as “Research Methods in 

Mass Communication” written by its own faculty members. I am sanguine this 

study guide will be useful for the students of Mass Communication at Bachelors’ 

level and beyond. The study guide has two parts with two separate codes. This is a 

matter of pride for the University that the Department of Mass Communication 

AIOU has produced such a comprehensive study guide not only for its own students 

but the students of other universities can also take benefit from this study guide. I 

appreciate the efforts of the Department for the production of this study guide.  

 

I wish you all the best for your future endeavors.   

 

 

Vice Chancellor 
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INTRODUCTION OF THE COURSE  

 

Research in social sciences has become central to understand life, society, people, 

attitudes, and behaviors. Mass Communication students need to have a working 

familiarity with research concepts. Importance of research concepts for would-be 

journalists and research scholars can never be over emphasized. A communication 

student who is basically in the business of reporting social phenomenon cannot 

adequately perform one’s role without recourse to empirical fact finding. A 

communication scholar also needs to interpret contemporary society through a 

repertoire of ever evolving attributes of human nature which further give insight to 

the social problems and their possible solutions.  

 

In contemporary world, the theories of social sciences need to be tested through 

evolving research methods. The objectives of this course are geared towards 

enabling the communication students to carry out research projects independently. 

The topics are to provide a rudimentary understanding of basic concepts in research 

methods used specifically in mass communication and media studies. Students are 

expected to build understanding on these concepts and further expand the concepts 

through supplementary study by their own. 

 

This study guide has been produced for a three-credit course on “Research Methods 

in Mass Communication” which is a compulsory part of the BS/MSc Program in 

Mass Communication. To provide better insight to the students, special care has 

been taken to explain all the major areas of the subject in a capsulated way, but in 

easy-to-understand language. The study guide provides a learning track primarily 

to orient the students about the key concepts of the subject. Students would be 

required to do elaborated study from the supplemental reader and suggested 

readings given at the end of each unit in this study guide. It is hoped that the students 

would find the study guide relevant and effective for their studies. We shall be 

grateful for any kind of feedback to make this study guide more coherent and 

refined to bring it closer to the academic needs of students.  

 

Wish you all the best. 

 

 Prof. Dr. Saqib Riaz 

 Chairman 
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OBJECTIVES OF THE COURSE 

 

This course will be helpful for the communication students of BS and Master level 

in: 

 

 Understanding the Qualitative Research Methodologies used in media 

research. 

 Orienting on basic statistical methods of scientific inquiry. 

 Apprehending different statistical tests to examine the Mean Difference  

 Understanding the Statistical Relationship and logical reasoning for 

application of different statistical methods. 

 Learning the ethical code for researchers and mechanics of research reporting.  

 Comprehending different methods used in Print Media Research.  

 Analyzing the methods for electronic media contents and their effects.  

 Understanding the appropriate research methods for examining public 

relations and advertising. 

 Understanding social media research methods and theoretical implications.  
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INTRODUCTION 

 

This unit will engage the students in understanding the basics of qualitative 

research. Qualitative research uses a different approach to comprehend social 

phenomena. It is more descriptive in nature and deals in lingual and contextual 

structure of a concept rather than measuring the numeric characteristics to infer 

meaningful results. Research students need to understand different methodologies 

and techniques used in qualitative research to investigate communication and 

journalistic issues. Fundamentals of field observations, focus groups, intensive 

interviews, case studies and their appropriateness has been defined in the unit. 

Reading this unit will certainly be beneficial in choosing the adequate approach and 

carrying out the basic qualitative research tasks in academic as well as professional 

ventures.  

 

 

OBJECTIVES 

 

Contents of this unit have been designed to enable you as the student of mass 

communication to: 

 differentiate between qualitative and quantitative methods used in mass media 

research. 

 develop the basic approach on different qualitative research methodologies 

used in the mass media research. 

 understand the significance of different methods of qualitative research. 

 be prepared for carrying on the baseline qualitative research of academic 

nature. 
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1.1  QUALITATIVE RESEARCH METHODS  
 

Qualitative research is different from quantitative research methodologies in three 

different ways: 

a. Philosophy of both the approaches is different 

b. Both the approaches measure different attributes  

c. Qualitative research deals with more general and descriptive matters 

 

Objectivity is highly desirable in qualitative methods which makes it more 

challenging. In many cases, design of the qualitative research is not clear in the 

start, but it evolves as the research moves on. Controlling the intervening variable 

is also challenging in qualitative research designs. Multiple tools for data collection 

are available and the researcher has the flexibility to induce new tools as well. Apart 

from the challenges, qualitative research sets the foundations for building a 

theoretical perspective on the subject matter.  

 

1.1.1 Aims and Philosophy 

Qualitative research methods are adopted for understanding the ideas, measuring 

experiences and assessing opinions using non-numeric data, such as text, audio, 

and visual recordings etc. Language, attitudes, behaviors and social structures are 

often examined through qualitative research methods. Similarly, personal 

experiences and narrative stories are examined through this approach. 

 

Qualitative approach deals with the descriptions, perceptions, opinions and 

experiences and its data is not processed numerically. Interviews, focus groups, 

direct observations and case studies are the popular methodologies of qualitative 

research. 

 

1.1.2 Field Observations 

Field research is an important and broad approach to qualitative research. It is one 

of the frequently used methods of collecting qualitative data. The core idea for Field 

Observations is going actually “into the field” to observe and capture the 

phenomenon in its natural state. Field refers to the target population. The researcher 

takes extensive field notes which are further coded, and the data is analyzed in a 

variety of ways and presented in the form of themes, models, illustrations and key 

findings etc. In other words, the researcher tries to observe a target person(s) in 

their own environment to seek insights into their activities, behaviors, and 

lifestyles. There are several forms of field observations such as structured, 

unstructured, participant and non-participant field observations. The researchers 

must keep the evidence of their observations. 
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While there are several advantages of the field observations like recording the 

responses in their natural settings and approaching the right respondents, it involves 

some disadvantages as well. For example, it is difficult to achieve the external 

validity in the field if the cross-validation mechanism is not developed. Similarly, 

the problems of audience reaction may also affect the research process. 

Furthermore, frame of reference, field of experience, selective perception and 

schemata also intervene the validity of the field observations. 

  

1.1.3 Focus Groups 

It refers to a small group of participants who have been selected carefully to 

contribute their insightful discussions for research. The researcher carefully selects 

participants on the basis of research objectives and suitability of the participants for 

the study. Aim of this selection is to represent the larger target population. Focus 

group research needs a moderator whose job is to ensure consolidated and 

legitimate results, minimize the bias and conclude the research. Focus group is an 

effective methodology for understanding the attitudes and behaviors.  

The advantages of focus group studies include: 

 They help gather the preliminary information on a certain topic which may 

further lead to devise a detailed methodology at a broader level.  

 It is a relevantly easier and quicker method. 

 There is flexibility in scheduling and questioning. 

 As the participants are chosen carefully, their viewpoints are often complete 

in a sense to lay foundations for the preliminary study.  

 

Besides the benefits mentioned above, focus group research also involves some 

disadvantages such as: 

 Group leader or moderators may influence or dominate the opinions.  

 Smaller sample sizes and especially the volunteering approach may not be 

fruitful in collecting the desired information due to per-dispositions. 

 There are complexities in defining the population and drawing the appropriate 

sample. 

 

The focus group research involves the following procedure generally: 

a. Indicating/defining the problem 

b. Choosing the sample  

c. Determining the number of groups 

d. Preparing the discussion materials 

e. Conducting the session(s) 

f. Analyzing the responses and summarizing results 
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1.1.4 Intensive Interviews 

Intensive interview, also referred to as in-depth interview, is one-on-one interview 

technique used to collect the detailed viewpoint of the respondents on any research 

problem. Sample size is usually smaller in this research approach. Such interviews 

provide in-depth information with detailed background. Lengthy observation of 

respondents', their verbal and nonverbal response, recollections, beliefs, 

experiences, perceptions and feelings are analyzed through intensive interviews. 

 

Intensive interviews allow the researchers to create questions based on respondent's 

answers to dig into the matter. Establishing the rapport between the interviewer and 

the respondent is highly desirable. 

Advantages of Intensive Interviews include: 

a. The most important advantage of the in-depth interview is the collection of 

detailed information. 

b. Information is more accurate especially on sensitive issues. 

c. Candidness between researcher and the interviewee grants approach to 

difficult topics as well, such as taboos etc. 

 

Some disadvantages in this method are: 

a. Most of the times, the sample is non-probable which creates the issues of 

generalizability.  

b. It is difficult to standardize the question items as the answers lead to further 

questions and so on.  

c. Dealing with sensitive issues needs special care. 

d. Tone, double barrel questions, ethical issues and nonprofessional approach 

makes it difficult to achieve the objectives. 

e. Data analysis is complex in many of the cases.  

 

1.1.5 Case Studies  

A case study uses all the available data sources to gather information from the 

individuals, groups or events etc. Case studies are conducted to understand or 

explain a specific research question in detail. Different disciplines of social sciences 

are using this methodology. A case study approach is used to seek in-depth, multi-

dimensional understanding of any complex problem in its actual form as it takes 

place.  A case study may be descriptive or exploratory in nature.  

Advantages of case study include: 

 Thorough and wide range of information can be gathered on a certain issue. 

 Case Study research design investigates the underlying reasons and helps 

finding the answer of “Why” besides just measuring the “What” especially if 

designed in exploratory manners. 
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Case Studies may involve some disadvantages as well, such as: 

 Critics are of the view that there might be a lack of scientific approach in it if 

the researcher doesn’t give extensive attention. 

 It is often very difficult to generalize the results over the whole population 

because of the specificity of the cases.   

 It may consume more time. 

 

Different steps in a case study are: 

 Designing the methodology 

 Pilot study 

 Collection of the evidence 

 Data Analysis 

 Reporting 

 

 

SELF-ASSESSMENT QUESTIONS 

 
1. Differentiate between the qualitative and quantitative methods. 

2. Elaborate different methodologies used in qualitative research. 

3. Explain the strengths and weaknesses of various qualitative research methods 

with suitable examples. 
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https://www.mastersincommunica-tions.com/features/guide-to-communication-research-methodologies
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INTRODUCTION 

 

Statistical knowledge is essential today in almost every academic dimension as we 

are living in the database-world. No research is complete and meaningful until its 

results are testes statistically and proven significant. There are several 

comprehensive statistical procedures for the research data that help gather, 

understand, reduce, interpret, relate and infer the findings over the whole 

population. This unit will develop a basic understanding over different types of 

statistical enquiry such as descriptive and inferential statistics, methods and 

procedures and their appropriateness according to the nature of data and desired 

results beginning right from a hypothesis and eventually testing the null hypothesis.  

 

 

OBJECTIVES 

 

Contents of this unit have been designed to enable you as the student of mass 

communication to: 

 explain the nature of statistical inquiry in social sciences and specially in mass 

communication.  

 explain the logic and methodological differences in descriptive and inferential 

statistical procedures.  

 explain how the hypotheses are tested for generalization. 
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2.1  INTRODUCTION TO STATISTICAL INQUIRY  
 

Statistics is a scientific discipline that deals with data on mathematical grounds to 

analyze and conclude the findings. Research is based on many questions and 

hypotheses that need scientific analysis to draw inferences after substantiating the 

hypotheses. Statistical procedures are used to describe, elaborate, analyze, reduce, 

conclude and generalize the gathered data. Statistical procedures make any data 

meaningful and understandable.  

 

2.1.1 Nature of Statistical Inquiry 

Use of statistics is evident back to the period of Hebrews and Pharaohs. Statistics 

are vital for any scientific research today. Statistical inquiry takes place in several 

stages, such as: 

 Stating the Null Hypothesis 

 Stating the Alternative Hypothesis 

 Setting the methodology 

 Collecting the data 

 Application of appropriate statistical tests 

 Acceptance or rejection of null hypothesis 

 Generalization wherever applicable 

 

2.1.2 Descriptive Statistics 

Descriptive statistics are the basic statistics that help elaborate our data, reduce the 

data and summarize the characteristics of data for common understanding. They 

are broken down into several measures of central tendency of the gathered data that 

might represent the sample or sometimes the whole population. They help us in 

simplifying larger sets of the data and making meaningful conclusion out of that.  

 

Descriptive analysis can take in several forms such as: 

 Uni-variate analysis (dealing with a single variable) 

 Bi-variate analysis (dealing with two variables) 

 Multi-variate analysis (dealing with more than two variables) 

 

Measuring the central tendency of any data set may engage several descriptive 

statistical methods such as: 

a. The Distribution (representing data by frequencies and categories) 

b. Mean (the average) 

c. Median (the central scores) 

d. Mode (frequently found values in data set) 

e. Dispersion/Standard Deviation (spread of values around central tendency) 
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2.1.3 Inferential Statistics: Reasoning from Samples to Population 
With inferential statistics, we try to draw conclusion beyond our gathered data, 
extending it further to the whole population. It is an effort to conclude how the 
whole population perceives, if we record perceptions of a representative sample out 
of that. Inferential statistics are often used as a numeric probability in exploratory 
designs. There are several types of inferential statistics; each associated with a 
specific research design and sample characteristics. These may be used to calculate 
the differences, similarities, correlations, causal effects, variances and establish the 
probability of sample’s data resulting over the whole population.  
 

Inferential statistics have further bifurcation into: 
 Parametric Statistics  
 Non-parametric Statistics 
 
It is very important to adopt random, probable and unbiased sample if the research 
intends to infer results and generalize through the inferential statistics. Moreover, 
inferential statistics require a 95% confidence level. It means that if the study is 
repeated and replicated with a new sample exactly in the same way 100 times, the 
estimated results would not differ at least 95 times and 5% error may occur.  
 

2.1.4 The Logic of Hypothesis Testing  

Hypothesis is a predictive statement about possible association between some 

variables of the study or possible findings of the study and by testing a null 

hypothesis, research can be inferred and generalized. It also refers as Significance 

Testing. The researcher sets a null hypothesis and a probability level for its 

acceptance and rejection through inferential statistical procedures. Probability level 

is presented with “p” value and in most of the statistical methods used in the social 

sciences; the acceptance level is set ranging from “0.00” to “0.05” with a 95% 

confidence level. Hypothesis testing is carried in the following steps: 

 State the research hypothesis as a null hypothesis and alternate hypothesis (H0). 

 Collecting data in through a suitable methodology in accordance with the set 

hypothesis. 

 Carefully choosing and performing an appropriate statistical test. 

 Deciding rejection or acceptance of null hypothesis on the basis of probability 

values. 

 Presenting the findings and generalizing on the population by seeking support 

from discussion with the existing literature. 

 

Type-I and Type-II Errors may be considered carefully by the researcher while testing 

a hypothesis. Type-I error occurs if a null hypothesis is rejected which was supposed 

to be accepted and Type-II error occurs in vice-versa. In such cases, the research must 

look back to the methodology, sampling and data collection for correction.  
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SELF-ASSESSMENT QUESTIONS 

 
1. Elaborate different stages of a statistical inquiry. 

2. What are the key differences between Descriptive and Inferential Statistics? 

3. Choose a research topic, make observations, consume the relevant literature, 

generate research question, develop few hypotheses, choose appropriate 

statistics and give shape as a research synopsis.  

 

SUGGESTED READINGS 

 
1. Bevans, R. (2022). Hypothesis Testing: A Step-by-step Guide with Easy 

Examples. Retrieved October 24, 2022 from https://www.scribbr.com/ 

statistics/hypothesis-testing/ 

2. Conjointly (n.d.). Hypotheses. Retrieved October 25, 2022 from 

https://conjointly.com/kb/hypotheses-explained/ 

3. Conjointly (n.d.). Inferential Statistics. Retrieved October 20, 2022 from 

https://conjointly.com/kb/inferential-statistics/ 

4. Kerlinger, F. N. (1966). Foundations of behavioral research. 

5. PennState Eberly College of Science (n.d.). The 7 Step Process of Statistical 

Hypothesis Testing. Retrieved October 20, 2022 from https://online.stat. 

psu.edu/stat502_fa21/lesson/1/1.2 

6. Smith, M. J. (1988). Contemporary communication research methods. 

Wadsworth Publishing Company. 

7. Wimmer, R. D., & Dominick, J. R. (2011). Mass Media Research: An 

introduction (9th ed.). Boston, Mass.: Cengage/Wadsworth. 

  

https://www.scribbr.com/
https://online.stat/


15 
 

Unit–3 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

STATISTICAL ANALYSIS 

OF DIFFERENCES 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  Written by: Dr. Shahid Hussain 

   Dr. Asad Munir 

 

  Reviewed by:  Prof. Dr. Saqib Riaz 
  



16 
 

CONTENTS 
 

Page # 

Introduction ....................................................................................................... 17 

Objectives ......................................................................................................... 17  

3.1 Statistical Analysis of Differences ........................................................... 18 

 3.1.1 The Concept of Variance ............................................................. 18 

 3.1.2 Statistical Tests for Significance of Difference ........................... 19 

 3.1.3 Statistical Tests for Mean Differences: The Z-test for Proportional 

Differences, Chi-square and Contingency Table Analysis .......... 19 

 

Self-Assessment Questions ............................................................................... 21 

Suggested Readings .......................................................................................... 22 

  



17 
 

INTRODUCTION 

 

Many of the research studies aim at measuring a difference between two or more 

variables. Data is gathered at different scales ranging from nominal to ratio and 

some other developed scales like Likert, Thurstone, and Guttman etc. are also used. 

To examine the difference or association between two or more variables, inferential 

statistical procedures such as Chi-square or T-test are used. With the help of such 

formulas, the null hypotheses are tested, and mean difference is calculated. This 

unit will be helpful in explaining commonly used statistical tests and their 

applicability to analyze the difference between variables of the study.  

 

 

OBJECTIVES 

 

After studying this unit, you will be able: 

 to provide in insight to the communication research students on inferential 

statistics used to measure differences.  

 to develop a basic understanding of t-test, chi-square and related tests. 

 to motivate the students for further study that will strengthen their research 

skills. 
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3.1  STATISTICAL ANALYSIS OF DIFFERENCES 
 

Many of the research problems tend to deal with measuring the difference between 

two or more variables or data-sets.  

 

3.1.1 The Concept of Variance  

Variance measures the variability of the data gathered against a concept. It indicates 

the extent of spread of data from the mean value. Standard deviation does the same 

thing but with the same data units whereas the variance uses the square of those 

units, thus representing bigger units. Calculating the variance is important for many 

of the parametrical statistics as it helps assess the difference between the sample 

groups.  

 

Statistical tests like Analysis of Variance (ANOVA) use the variance to calculate 

the group differences (between the groups and within the groups). Formula to 

calculate the variance is:  

 
 

3.1.2 Statistical Tests for Significance of Difference 

There are several methods of measuring the difference but here we are discussing 

two major inferential statistical tests that are widely used to determine the 

significance between two groups, variables or data sets: 

 

a) T-Test 

A t-test is a statistical test that is run to examine if there is a significant difference 

between the mean values of two groups. It gives an insight to how these groups 

may be related. Normal distribution is a pre requisite with unknown variance. 

 

A t-test requires 03 basic data values for calculation: 

a. Differencing measures between the mean scores of each data set, 

b. Standard Deviation of all the groups,  

c. Number of data values 
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Variables for T-tests can be defined as Dependent or Independent. A t-test makes 

the comparison of the average values of two data sets and examines if they belong 

to the same population. Mathematically, it takes a sample from each of the sets and 

hypothesizes the problem statement. It assumes a null hypothesis that the means 

are equal. There are three t-tests to compare means; one-sample t-test, two-sample 

t-test and a paired sample t-test. Basic formula for a one sample t-test is: 

 
 

3.1.3 Statistical Tests for Mean Differences: The Z-test for Proportional 

Differences, Chi-square, and Contingency Table Analysis 

a) Z-test for Proportions  

Z-test is an inferential test used to explore difference between two proportions. It 

is used to analyze two independent samples with the null hypothesis that both are 

equal. Population portion is unknown in this case. It calculates the normal 

distribution measures to draw conclusion. Conditions to apply this test are that: 

 Both the samples must be taken from the same population. 

 Populations must be normally distributed  

 Samples must be randomly chosen  

 Proportions must be independent 
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Null hypothesis is rejected if the value of z-statistic is greater than the critical value 

of significance. Basic formula of a z-test is: 

 
b) Chi-Square Tests 

To determine whether there is any association between two qualitative variables 

and if there is association, is it statistically significant; the researchers apply chi-

square test. There are five steps to conduct this test: 

1. Formulation of the hypotheses/null hypothesis 

2. Specifying the expected values  

3. Comparing the observed counts from the sample 

4. Computing the statistics 

5. Deciding whether the difference is significant  

 

Chi-square is chosen where the data is collected on nominal measurement scale or 

is of the qualitative nature. It measures the total difference between observed and 

expected counts of the values which can demonstrate the association or relationship 

between the two variables.  

 

Formula of chi-square test is: 

 
 

c) Contingency Tables  

Contingency tables are also called Crosstabs or two-way tables. It’s a technique of 

data summarization and presentation with several categorical variables. Data is 

presented in the form of frequency, percentage and other statistical measures as per 

the nature of the study. Variables are placed in rows versus columns for better 

visibility and understanding. These tables are useful in presenting the relationship 

data. At least two categorical variables are required to formulate a contingency 

table.  
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SELF-ASSESSMENT QUESTIONS 

 
1. What do you understand by “Difference” in statistical procedures? What are 

different examples of it? 

2. Elaborate t-test and Chi-square. How are they different from each other? 

3. Why are inferential statistics for difference necessary? 
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INTRODUCTION 

 

Relationship in research refers to association between two or more variables. It is 

either positive or negative in nature. For example, “If the value of variable A 

increases, the value of variable B also increases” is a simple positive correlation 

statement in research. Relationship analysis helps understand how two variables are 

holding a dependent-independent relationship among them. Statistical tests like 

Pearson’ r, Spearman’s rho, ANOVA and Regression are often used to determine 

the underlying relation. This unit will help the communication scholars understand 

the use of different statistical tests to examine and measure relationship while 

analyzing the gathered data.  

 

OBJECTIVES 
 

After studying this unit, you will be able:  

 to develop the basic understanding of mass communication research scholars 

on significance of relationship studies.  

 to elaborate different statistical procedures for measuring the relationship 

between the variables of a research.  

 to help students choose the appropriate tests. 
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4.1  STATISTICAL ANALYSIS OF RELATIONSHIPS  
 

Relation refers to the association between two variables. On a further stage, 

correlation develops when variation in one variable (for example X) causes 

variation in the other variable (Y) too. Values of relationship are best measured 

through a scatterplot/graph by placing the variables on X and Y-axis and seeking 

the direction of the data through a straight line.  

 

4.1.1 Covariance and Correlation 

Correlation can exist in many forms such as positive, negative, partial or causal etc. 

Covariance occurs when variance in the independent variable causes variance in 

the dependent variable as well. Same is the case with correlation. It shows an 

association or connection between the two variables. Difference in both the 

terminologies is that variance is the measure of deviation from the central tendency 

while the correlation is inverse or proportionate attachment between two variables. 

Correlation is measured through correlation coefficients and in case the researcher 

wants to identify the causal-effect relation (predicting the unknown values of a 

variable on the basis of known value). Regression analysis is the most appropriate 

test to determine causal-effect relation.  

 

4.1.2 Statistical Tests of Relationships  

Correlations are tested on the correlation coefficient which is a number anywhere 

between +1 and -1. Closer the coefficient values to +1, more the positive correlation 

is indicated and vice versa. Whereas a value around 0 is considered no relationship 

at all. It’s a descriptive measure but if the research is intended to be generalized on 

the whole population following inferential tests might be useful: 

a) Pearson’s r: 

 It’s a linear measure of correlation indicating relationship between two 

quantitative variables (on interval or ration scale). Data must be normally 

distributed and drawn from a random sample. It’s a powerful parametric test 

widely used in social sciences.  

 

b) Spearman’s rho: 

 This is an alternative test to the Pearson’s r. It deals with the ranked data and 

matches the rank order of both the variables. If the data is not normally 

distributed, this test is most suitable. Data on the scatterplot is analyzed for 

monotonic placement rather than simple linear direction. Coefficient is the 

same for Spearman’s rho and Peasrson’s r tests.  
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c) Regression Analysis: 

 Although the relationship can be established through the above-mentioned 

tests, Regression analysis a statistical test to determine which of the variables 

is actually causing the most effect out of all the independent variables. It is 

also used to determine which sub-set of one variable is causing most of the 

change in the other variable. Regression analysis predicts an unknown 

measure on the basis of the known measure and names is the “beta” value, 

predicted from the “alpha” value. At the first place, it applies the same 

procedures to measure the value of r as a correlation coefficient. Post-hoc tests 

are used to further elaborate the data.  

 

 

SELF-ASSESSMENT QUESTIONS 
 

1. Elaborate different kinds of correlations.  

2. Differentiate between Spearman’s and Pearson’s formulae for correlations.  

3. What is causal-effect relationship?  
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INTRODUCTION 

 

Ethics have always been a debatable topic in every walk of life and so do in 

communication and research. But when it comes to the research, it’s a more serious 

concern as a little unethical act may cause irreparable damage to the society. 

Researchers need to follow a strict code of professional ethics while conducting 

and reporting their work to maintain a uniformity and standard. Also, exercising 

the ethical practices help society access the authentic data and unbiased solutions 

of their everyday problems. This unit will benefit the research scholars 

understanding the core ethics for writing, presenting and publishing their research 

work.  

 

OBJECTIVES 

 

After studying this unit, you will be able:  

 to develop the basic understanding of mass communication research scholars 

on research writing techniques. 

 to develop an understanding on research ethics and core values.  

 to guide the research scholars on treating data with ethical obligations.   
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5.1 RESEARCH REPORTING AND ETHICS  
 

Research reports are the recorded evidence of empirical data from the researchers 

after a thorough analysis of the gathered information through systematic and 

organized research. It is a carefully crafted document describes the processes, 

collection and characteristics of data and findings of an investigation.  

 

5.1.1 Research Reports: Mechanics and Writing Styles  

A research report generally comprises of: 

 Abstract 

 Introduction 

 Review of Literature 

 Theoretical Framework  

 Research Design and Methods  

 Findings 

 Discussion 

 Recommendations 

 

Some of the general mechanics for wiring a research report are as follows:  

 Use formal language with research jargons  

 Avoid using first person pronouns 

 Cite proper references and avoid plagiarism  

 Elaborate the data with graphs and charts  

 Read the authors’ guidelines if writing for a specific journal or forum 

 Follow the formatting style. APA Style is generally used in the social sciences 

research.  

 Check language and grammar. Check again.  

 Try to use active-voice wherever possible.  

 Proofread the manuscript 

 Choose the phrases carefully 

 Avoid subjectivity.  

 Check all data for accuracy 

 Acknowledge the contributors  

 Provide bibliographical information  

 Make sure that the research is significant  

 Plan the cost and time adequately  

  



33 
 

 

5.1.2 Research Ethics: General Principles  

American Psychological Association (APA) proposes five core principles of 

research ethics: 

1.  Discuss intellectual property frankly 

2.  Be conscious of multiple roles 

3.  Follow informed-consent rules 

4.  Respect confidentiality and privacy 

5.  Tap into ethics resources 

 

Following are some general ethical principles for research writing:  

 Respect the author, contributor, and participant rights  

 Do not intend to harm anyone   

 Consider the overall beneficence  

 Be fair, just, and unbiased  

 Seek consent for involving someone in research 

 Do not conceal the facts 

 Do not hide the purpose of your research from the participants  

 Do not try to lead the public views  

 Consider the right of self-determination for every participant  

 Do not cause physical or mental harm to the participants  

 Respect privacy rights 

 Do not accept favors in return to manipulation  

 

5.1.3 Ethics in Data Analysis and Reporting  

Ronald Coase, a Nobel laureate in economics said “If you torture the data long 

enough, it will confess”. This quote gives an insight about keeping the objectivity 

in data analysis. Some general ethical guidelines for data analysis and reporting 

include: 

 Never reveal the confidentiality of your respondents  

 Do not sell your data  

 Do not manipulate the data  

 Do not play up or play down the data 

 Elaborate a detailed mechanism for data coding 

 Record and preserve your data for transparency and accountability  

 Use the data for general good 

 Acknowledge other for their contribution 

 Avoid false and deceptive analysis 

 Seek institutional approval for publication  

 Make sure the data is susceptible to analysis  

 Strive for generalizability  
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SELF-ASSESSMENT QUESTIONS 

 

1. What do you understand by research report writing? Elaborate. 

2. What are the mechanics for writing a research report? Discuss.  

3. Describe ethical considerations in research writing and reporting.  

 

 

SUGGESTED READINGS 

 

1. Form Plus (2022). Research Report: Definition, Types, Writing Guide. 

Retrieved November 02, 2022 from https://www.formpl.us/blog/research-

report 

2. Kerlinger, F. N. (1966). Foundations of behavioral research. 

3. Pathways (n.d.). Research Methods and Writing Research Proposal. Retrieved 

November 06, 2022 from http://www.pathways.cu.edu.eg/subpages/ 

training_courses/Research%20Methods%208/Chapter7.htm 

4. Question Pro (n.d.). Research Reports: Definition and How to Write. 

Retrieved November 02, 2022 from https://www.questionpro.com/blog/ 

research-reports/ 

5. Smith, D. (2003) Five Principles for Research Ethics. American 

Psychological Association. Retrieved November 07, 2022 from 

https://www.apa.org/monitor/jan03/principles 

6. Smith, M. J. (1988). Contemporary Communication Research Methods. 

Wadsworth Publishing Company. 

7. Wasserman, R. (2012). Ethical Issues and Guidelines for Conducting Data 

Analysis in Psychological Research. Ethics and Research. Retrieved 

November 07, 2022 from https://www.tandfonline.com/doi/full/10.1080/ 

10508422.2012.728472 

8. Wimmer, R. D., & Dominick, J. R. (2011). Mass Media Research: An 

introduction (9th ed.). Boston, Mass.: Cengage/ Wadsworth. 

 

http://www.pathways.cu.edu.eg/subpages/
https://www.questionpro.com/blog/
https://www.tandfonline.com/doi/full/10.1080/%2010508422.2012.728472
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INTRODUCTION 

Print media are one of the finest traditional mass media that have matured over a 

centuries and communication research is rooted deep in examining the content and 

effects of the print media. Several methodologies evolved over the period of time 

in print media research such as analysis of the readership, circulation, management, 

typography, makeup, readability and content analysis. Both the journalists and 

research scholars need to understand the key concepts and approaches of these 

methodologies for their better professional development. This unit will be helpful 

in highlighting major areas and appropriate methods of research in the print media 

and will help develop the essential research skills for journalists working in print 

media industry.  

 

OBJECTIVES 
 

After studying this unit, you will be able:  

 to understand the significance of research in print media.  

 to highlight different areas of print media research and explain the appropriate 

methodologies. 

 to emphasize as the prospect journalists for learning print media research 

techniques.  
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6.1 RESEARCH IN THE PRINT MEDIA 
 

Traditional print media refers to the newspapers and magazines, although other 

types of printed material fall under this category. Most of the studies carried out in 

the domain of print media include circulation analysis, typographic research, 

readership and readability analysis.  

 

6.1.1 Readership Research  

This domain of research flourished right after the Second World War. Readership 

research is conducted in the following areas: 

a. Reader Profile (demographic and psychographic analysis of the readers) 

b. Item-selection Research (analysis of readers’ selective exposure)  

c. Reader-Nonreader Research (identification and analysis of attributes associated 

with non-readers) 

d. Uses and Gratification Analysis (Analysis of readers’ needs that the one wants 

to gratify through readership)  

e. Magazine-readership Research (to discover the patterns of consumption for a 

magazine) 

 

Readership research is carried out mostly through different survey methods but it 

may also adopt the experimental approach for psychological and physiological 

measures.  

 

6.1.2 Circulation Research 

Circulation is associated with the reach of a newspaper or magazine. This area of 

research deals with analysis of the accessibility and reach of the print media to any 

household within the selected geographical area. It is important for any newspaper 

or magazine to analyze their target market and grab the maximum market-share. 

Circulation research provides an overview of the prospects and challenges in 

circulation of the medium. It is helpful in identifying the readers’ subscription/ 

buying habit of the media, ease of access, sales analysis and financial management 

issues.  

 

6.1.3 Newspaper Management Research  

With the rise of the newspaper industry, newspaper management research proved 

its significance by proposing the most suitable management system for a print 

media channel. Content, quality, editorial engagement, modeling, case study, chain 

management, administrative and financial management, employees’ satisfaction, 

trainings, concentration of ownership and policy matters are the core areas for this 

type of research.  

 



39 
 

6.1.4 Typography and Makeup Research 

This research deals with the visual attributes of a newspaper or magazine. Makeup, 

layout, graphics, font styles and editing, color scheme, composition and stylistics 

are examined for aesthetics and visibility. Most of the times experimental design is 

applied for this analysis. Researchers examine a page to decide the clarity, ease, 

active look, informative-ness, size of illustrations and photographs, trimming and 

editing of photos, better text-graphic combinations, suitable titles through makeup 

up research. The term of “Infographics” revolves around this research.  

 

6.1.5 Readability Research 

Readability is the analysis textual material of a newspaper or magazine to assess 

the difficulty level. It also examines the extent of human interest in a specific printer 

material Objective of the readability research is to improve the layout and legibility 

of the media. It further analyzes the psychological attributes of reading and 

language such as diction used and sentence structure.  

 

Readability refers to the overall success of a print media. It is calculated through 

different formulas such as: 

 Reading Ease Formula (Flesch, 1948)  

 Fog Index (Gunning, 1952)  

 SMOG Grading (McLaughlin, 1969) 

 Cloze Procedure (Taylor 1953) 

 

All such procedures analyze a sample of the text for its difficulty through different 

methods and measures.  

 

6.1.6 Journalist as a Researcher   

Recent trends in the industry demand precision journalism for put up a report based 

on scientific inquiry. Journalists today, need to conduct surveys, in-depth 

interviews, content analysis, media monitoring, circulation analysis, market survey, 

opinion polls and literature review in routine. Basic knowledge of research skills 

and social sciences is essential for practicing journalists. Hands on skills of different 

research methodologies, sampling, selection and preparation of instrument and data 

analysis are being taken as professional traits of precision journalists.  

 

Database-journalists provide the background of a story through extensive research 

and analysis of huge data bases. They are helpful in preparation of the initial fact 

sheet and questionnaires and creating original stories. The current wake of online 

journalism makes is a must-have skill for the journalists to check and verify that 

facts to differentiate between true and fake news.   
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SELF-ASSESSMENT QUESTIONS 

 
1. Why is research in print media important? Which problems does it identify 

and resolve? 

2. Elaborate different types and methodologies of print media research with 

appropriate examples.  

3. Write a detailed note on “Journalist as a Researcher”. 

 

 

SUGGESTED READINGS 
 

1. Kerlinger, F. N. (1966). Foundations of Behavioral Research. 

2. Smith, M. J. (1988). Contemporary Communication Research Methods. 

Wadsworth Publishing Company. 

3. Wimmer, R. D., & Dominick, J. R. (2011). Mass Media Research: An 

introduction (9th ed.). Boston, Mass.: Cengage/Wadsworth. 
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INTRODUCTION 

It is evident that the electronic media are like a family member to us today. 

Communication scholars have been concerned about the role of electronic media in 

our lives. Research is electronic media is essential to know multiple social 

phenomena such as who the users are, what their media consumption patterns are, 

what their content preferences are and how the media routines and content tend to 

affect them. Reading this unit will clarify different methodologies used in electronic 

media research including rating and non-rating methods, their appropriateness, and 

their implications overall.  

 

OBJECTIVES 

 

After studying this unit, you will be able:  

 to understand the significance of electronic media research for the 

communication studies.  

 to comprehend different methods of electronic media research.  

 to elaborate different techniques of electronic media research and their 

suitability according to the design. 
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7.1 RESEARCH IN THE ELECTRONIC MEDIA 
 

Since the advent of radio, this medium grabbed the attention of communication 

scholars for its prospects effects on the audiences. The era of cold war with the 

battle of air waves raised immediate concerns for the researchers to measure the 

potential effects. Later on, television broadcasting became popular and TV turned 

out to be a family member and the primary source of information. From the 

powerful media effects notion to the theories of gratification based media 

consumption, research gaps are widening day by day.  

 

7.1.1 Background  

Earlier studies focused on the power effects of radio which proved their 

significance at the time. Radio has been considered an effective channel for 

community broadcast and disaster management. Advent of TV shook the radio 

industry and the huge audience share was shifted to the newer medium. Several 

theories have been based on the radio and TV watching, advocating the media 

effects one way or another.  

 

Research in electronic media from the audience perspectives can be divided into 

two major categories; rating and non-rating research.   

 

7.1.2 Ratings Research  

Rating research revolves around gathering the audience data through different tools 

such as electronic meters, telephones, surveys, people meters, diaries and digital 

devices. It provides information about media consumption patterns of the audiences 

which not only helps rank the channels, but also determines the market share and 

business strategies for them.  

 

Audience rating is calculated by the percentage of audiences within a specific 

population who are tuned to a specific TV or radio station. The basic formulae to 

calculate the rating is “People or households divided by the Population”. Once the 

rating is determined, the Cost Per Thousand (CPM) formula is set by the stations 

or networks to decide the rate of their advertisements.  

 

A.C. Nielson and Arbitron were two of the renowned rating research companies in 

the past who have been providing the ratings data throughout the year. AC Neilson 

was founded in Illinois back in 1945, while the Arbitron was found in 1949. Neilson 

provides the viewers profile reports with the market orientation. They conduct 

audiences surveys four times a year over hundreds of television markets. Arbitron 

follows the same practice but lacks in network rating.  
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7.1.3 Non-ratings Research 

Non rating research provided the perception analysis of the audience, both with 

their psychographic and demographic data. This research is helpful in making 

important decision about the media contents as well. Some out of the several types 

of non-rating research techniques are: 

a) Program Testing 

 Program ideas, plans, pre-production, production, rough cut and post-

production is critically analyzed for flaws and improvements. Production 

companies adopt this technique before launching a program and investing 

huge amount of time and money in its execution. It is frequently used in 

movies and advertising industry.  

 

b) Music Research 

 Music can be tested in several ways but two methods are very common; 

Auditorium test and Call-out research. Auditorium testing takes place in the 

real-time auditorium type location to find the audiences’ association with the 

music and call-out test is conducted by airing the program. Audience 

responses are collected on a Likert scale.  

 

c) Focus Groups 

 A basic questionnaire is prepared on different topic of a broadcast. 

Respondents are chosen on the basis of their demography most of the times 

and in the light of their views, the answers are recorded and recommendations 

are made for the subject matter.  

 

d) Other Techniques 

 Several other methods of non-rating research include: 

 Market Studies 

 Format Studies  

 Analysis of Program Elements 

 Station Image 

 Personality Studies 

 Advertise analysis 

 Sales research 

 Diversification analysis  

 Qualitative methods of content analysis  
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SELF-ASSESSMENT QUESTIONS 
 

1. What do you understand by Rating in electronic media? 

2. What is the conceptual difference between rating and non-rating research? 

3. What are different techniques used in non-rating research? 

 
SUGGESTED READINGS 

 

1. Cassesse, S. (2014). Research in Electronic Media. Prezi. Retrieved 

November 08, 2022 from https://prezi.com/urmkk2ghilvi/chapter-14-

research-in-the-electronic-media/ 

2. Kerlinger, F. N. (1966). Foundations of behavioral research. 

3. Smith, M. J. (1988). Contemporary communication research methods. 

Wadsworth Publishing Company. 

4. Wimmer, R. D., & Dominick, J. R. (2011). Mass Media Research: An 

introduction (9th ed.). Boston, Mass.: Cengage/ Wadsworth. 
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INTRODUCTION 

In the commercialized societies we are living in today, the consumer culture has 

become the lifestyle. In such a massive clutter of persuasive messages by every 

commercial entity, only the effective communication will penetrate the consumers’ 

attitudes and behaviors. From establishing a goodwill to develop loyal customers, 

some planned, deliberate, and sustained communication strategies are required. 

This unit will help identify appropriate research techniques used in persuasive 

communication disciplines like advertising and public relations. Techniques of 

Advertising copy testing, Advertising and PR campaign planning, execution and 

assessment have been explained further in this unit.  

 

 

OBJECTIVES 
 

After studying this unit, you will be able to: 

 elaborate the importance and prospects of advertising and public relations 

research to the communication students.  

 identify the key areas of research in this domain.  

 define different methods and techniques of research in public relations and 

advertising.  
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8.1   RESEARCH IN ADVERTISING AND PUBLIC RELATIONS 
 

Most of the research in advertising and public relations is of applied nature. It is, 

because there are problems that need immediate solution. Research in these areas 

is vital not only for execution and evaluation of the campaigns, but also to assess 

the need, prepare feasibility and plan the sources and budgeting. Research is 

important because:  

 It makes the communication a two-way process by collecting publics’ views  

 It turns PR activities into the strategies that ensures catering the needs of the 

target audiences 

 It facilitates us in getting the results, measuring impact and refocusing our 

efforts  

 

Following are three core areas of research in advertising and public relations: 

 

8.1.1 Copy Testing Research  

Copy testing, also known as Pre-testing research analyzes the effectiveness of an 

advertisement before its execution on the media channels. It’s a very popular 

technique which helps determine how the audiences may perceive the ad and 

suggests betterment before releasing the ad which eventually saves time, budget 

and efforts. Several techniques are used to test a copy, such as: 

 Consumer Jury 

 Rating Scales 

 Sales tests 

 Psychological tests 

 Physiological tests 

 Portfolio tests 

 Day-after recall Tests 

 

All such techniques aim to examine the following dimensions of consumer 

behaviours: 

a. Cognitive Impact (associated with the learning outcomes) 

b. Affective Impact (associated with the attitudinal change) 

c. Conative Impact (associated with the behavioural change) 

 

8.1.2 Media Research  

Media refers to the vehicle that is carrying an advertisement. Media research, while 

choosing a medium for the advertisement, the advertiser needs to understand two 

basic concepts; Reach and Frequency. This research revolves around the same 

concepts.  
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Reach:  
Reach is calculated by total number of the households that are exposed to a specific 

message over a certain period of time.  

 

Frequency: 

Frequency refers to the number of times a household is exposed to the specific 

messages over a certain period of time. Average frequency is calculated by 

measuring the total exposures for all the households divided by the total reach. 

Researchers seek help with both tradition and digital methods to calculate the reach 

and frequency. Media research may be carried out in different dimensions such as: 

 Analysis of Audience Size and Composition 

 Analysis of Exposure in Media Schedules 

 Analysis of Competitor’s Activities 

 

8.1.3 Campaign Assessment Research 

Campaign assessment research is necessary to know about the reach, effectiveness 

and achievements of any media campaign. There are several techniques of 

conducting such researches, ranging from the surveys to the metrics of the meta-

data. Key objectives must be to assess the whole planning, budgeting, pitching and 

attaining the objectives of the campaign. There are two primary approaches to 

assess a campaign: 

 Formative Evaluation 

 Formative evaluation is planning in the beginning of a campaign and used 

during campaign measuring effectiveness of each stage. It is developmental 

in nature. It helps to know what objectives have been achieved at a certain 

stage. It provides a feedback to the advertiser.  

 

 Summative Evaluation 

 Summative evaluation is carried out at the completion of the whole campaign 

to assess the overall effectiveness. It is terminal in nature. It helps decide the 

appropriateness of the campaign planning and indicates the lacking areas, thus 

deciding the extent of success of the campaign.  

 

Several methodologies may be adopted for assessment of a campaign such as: 

 Pre and Post campaign surveys 

 Traffic and data-metric analysis 

 Circulation analysis  

 Readability research  

 Audience measurement 

 Cognitive tests 
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 Attitudinal and behavioural analysis 

 Physiological analysis  

 Sales analysis  

 

8.1.4 PR Research 

Research in the public relations is a continuing process that helps smooth and 

effective management of PR affairs. PR practitioners use several methods of 

research such as surveys, focus groups, interviews and content analysis in routine. 

Researchers have divided PR research into three types: 

 Applied Research (deals with the practical issues) 

 Basic Research (creates knowledge about PR situations) 

 Introspective Research (examines the field of PR) 

 

Corporate sector is using some other kind of public relations researches as well, 

such as: 

 Environmental Monitoring (examining the trends of opinion in a given 

environment)  

 Public Relations Audit (critical analysis of PR department within an 

organization) 

 Communication Audit (analyzing the internal and external communication 

patterns in an organization)  

 Social Audit (to measure the social performance of the organization) 

 Evaluation Research (analyzing the Planning, Implementation and Impact of 

PR activities/ campaigns.  
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SELF-ASSESSMENT QUESTIONS 
 

1. What are different research methods used in advertising and public relations? 

2. How can the effectiveness of a campaign be measured? 

3. What are different techniques of research in public relations? 
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INTRODUCTION 

 

Social networking sites have given birth to the citizen-journalism. New techniques 

of reporting and influencing the audiences have changed the whole mass media 

industry. It is now a need of the hour to understand how communication experts are 

engaging their audiences. From product marketing to political communication, the 

sentiments are being played with. It is necessary to examine the digitized 

communication patterns for which reading this unit might be helpful. 

Methodologies used in online media research are elaborated in this chapter. 

Theoretical and methodological interventions have also been discussed in the unit 

to develop a basic understanding on investigating sentiments, effects, trends, info-

metrics and consumer behavior patterns online.  

 

 

OBJECTIVES 
 

After studying this unit, you will be able to:  

 develop an insight on significance of research in online media 

 elaborate the concept and methodologies of suitable research methodologies 

and techniques.  

 examine the current media theories and propose the theoretical development 

through research in new dimensions. 

 signify the importance of data-metrics in the social media regime.   
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9.1 RESEARCH IN SOCIAL MEDIA 
 

Social media research is the process in which the contents are analyzed in 

quantitative and qualitative dimensions to understand how users engage with that 

content. Different software, tools and data extraction techniques are implied to fetch 

this data and meaningful results are drawn. Besides the traditional methods of 

survey and content analysis, meta-data and data-metrics are also created for an in-

depth analysis. Many of the social media networks have incorporated different 

analytic modules within their portals such as Facebook Audience Insights, Google 

Analytics, Twitter Analytics, Instagram Insights, Klear Influencer Marketing 

Tools, YouTube Analytics etc. Research in social media expands towards 

management of big data, machine learning and natural language processing.  

 

9.1.1 Sentiments Analysis 

Sentiment analysis deals with the polarity of social media texts, helps deciding 

neutrality, positivity, or negativity in the data. Several human sentiments such as 

happiness, sadness, anger, obsession, urge etc. are studied through the texts. 

Sentiments are recorded on different scales such as: 

i. Very Negative 

j. Negative 

k. Neutral 

l. Positive 

m. Very Positive  

 

Everyone has a different way to express one’s emotions. We use different words 

and textual expressions for it while examining the bigger texts like analysis of 

tweets or comments on posts, machine learning algorithms are used for data mining 

and natural language processing tools are used to determine the polarity of the 

language. Sentiment analysis is carried out in different ways such as: 

a) Aspect-based analysis  

b) Multilingual analysis  

c) Feedback analysis  

d) Real-time analysis 

e) Social media monitoring  

f) Customer service  

 

Data may be analyzed as overall sentiments, time based or rating based sentiments 

and topic based sentiments. There are three different types of machine learning 

analysis techniques or types: 

i. Rule-based analysis (defining a manually fed rule into the software and 

analyzing data on the basis of that) 
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ii. Automatic analysis (the software/machine automatically fetches the data) 

iii. Hybrid analysis (combination of both the above techniques)  

 

9.1.2 Antisocial and Prosocial Effects of Media Content 

Innumerable studies have been conducted on different powerful effects of mass 

media on different aspects of the life such as social, educational, religious, 

attitudinal, behavioral and cultural dimensions. With the growth of social media 

outlets, communication experts and social scientists are more focused on learning 

different anti-social attitudes, behaviors and effects. Although the social media 

outlets were established to provide a platform for social engagement and 

strengthening the social bonds but in the last few years a huge segregation, conflict 

of interest and polarization has been observed on the social media. Many of the 

anti-social behaviors are opening new research avenues such as: 

 Technology-addicted behaviors 

 Physical and mental well-being of social media users 

 Relationship management in digital era 

 Illegal buying and selling online  

 Pornography  

 Harassment and cyber terrorism  

 Cyber bullying and character assassination  

 Online political communication  

 Hate-speech and Unfriending behaviors 

 Cultural and moral attributes  

 

9.1.3 Media Theories and Social Media Research 

Many of the existing media theories have direct association with the social media 

research with a little elaboration and extension such as: 

 Agenda Setting Theory 

 Cultivation Theory  

 Uses and Gratification Theory  

 Cultivation Analysis  

 Media Ecology Theory 

 Political Economy of Mass Media 

 Social Learning Theory  

 Time Displacement Hypothesis  

 Public Sphere Theory  

 Knowledge Gap Hypothesis 

 Persuasion Theory 

 Cognitive Dissonance 
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There might be several new avenues for theoretical development in the field of 

social media research for examples: 

 Social Exchange Theory 

 Social Penetration Theory  

 Information Richness Theory  

 Social media relationships  

 New Health Behaviors 

 Social Media Propaganda Warfare  

 Fake News Culture  

 Digitally Mediated communication  

 Group Communication  

 Social Media Culture 

 Social Media for Social Change 

 Artificial Intelligence  

 

9.1.4 Trends Studies and Info-metrics  

Trend analysis is a statistical approach for analyzing and testing the linear and 

nonlinear relationships. Analysis of Variance (ANOVA) and Regression tests are 

carried out to determine and predict the future of current trends based on the current 

data. Trend studies collect data from a certain population characterized on the 

selected variables and reveal the current scenario of a specific topic by highlighting 

the development in methodology, theory, and impact. Behavior on a certain 

phenomenon is observed consistently over a period and the variations are observed 

for similarities and differences with the previous trends.  

 

Info-metrics refer to the scientific modeling, to efficiently collect and process 

information. It is based on reasoning with the digitally integrated tools. In the digital 

era, several info-metric tools are being used by the researchers to analyze the 

research trends in the meta-data such as Google Patents, Google Scholar and 

Google Trends, and Clarivate Analytics databases, e.g. Web of Science Core 

Collection.  
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SELF-ASSESSMENT QUESTIONS 
 

1. Elaborate different suitable methods of conducting research on social media 

platforms.  

2. Explain the concepts of sentiment analysis, data mining, machine learning 

and natural language processing.  

3. What are trend studies? Elaborate with examples.  
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