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Abstract 
The paper seeks to examine rural audience’s reactions to MGNREGA’s (Mahatma Gandhi 

National Rural Employment Guarantee Act) TV and print advertisements. For the data 

collection and analysis part, respondents were divided on the basis of demographic factors such 

as age, gender, education and annual income. In total, 16 villages from the North Gujarat region 

were visited and responses were collected from 420 MGNREGA beneficiaries through personal 

contact method. The data analysis revealed that respondents' income had a major impact on 

their reactions to print advertisements, gender had a moderate influence on their reactions, 

while education and age had negligible influence. For TV advertisements, all the demographic 

factors had a similar influence on respondents' reactions, hence a significant difference between 

demographic factors was not found. These findings guide us towards an understanding that 

different set of demographic variables have their respective influence on respondents’ reactions 

to MGNREGA’s TV and print advertisements.  
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Introduction: MGNREGA: Rights-Based 

Approach and its Communication 

Dissemination 

MGNREGA (Mahatma Gandhi National 

Rural Employment Guarantee Act) was 

launched on 2
nd

  February, 2006 with the 

objective of providing rural people with 

livelihood security. World Bank in 2015 

adjudged MGNREGA as world’s largest 

public employment scheme (India Today. 

25
th

 July, 2015). MGNREGA covers 661 

districts, 6,860 blocks and 2,62,270 gram 

panchayats  (village governing body) across 

India. The aim of MGNREGA is to provide 

guaranteed 100 days livelihood security to 

rural households in a year. MGNREGA is 

also known for its rights-based approach. A 

work seeker can demand work at any given 

time of the year, in case the gram panchayat 

is not able to provide work then the work-
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seeker gets the benefit of unemployment 

allowances. As per MGNREGA official 

website, there are 9.5 crore active workers as 

on 22 May, 2018.   

Apart from providing rural people with 

guaranteed employment, another objective of 

MGNREGA is to create useful durable assets 

in and around villages. Esteves et al (2013: 

94-103) noted that MGNREGA works lead to 

the creation of durable assets aimed at water 

conservation and tree plantation which 

helped strengthen the livelihood of rural 

communities.  As far as MGNREGA’s 

performance is concerned, MGNREGA has 

been able to provide people with a lot of 

benefits such as reducing debt (Angappapillai 

and Nithiya 2014:197-202), earn extra 

income (Ghose 2012: 765 – 786) 

construction of useful assets (Singh 2013: 3-

10; Pellissery and Jalan 2011: 283 - 294), 

reducing poverty (Krishnan and Balakrishnan 

2014: 18 - 27), women’s active participation 

(Holmes et al 2011: 1 - 4; Narayanan and Das 

2014: 46-53), nationwide presence (Poonia 

2012: 35 - 55), participatory administration 

and implementation (Khera and Nayak 2009: 

49-57; Shah 2007: 43 - 51), livelihood and 

food security (Ahuja et al 2011: 495 - 502).  

Our research aim is to explore how 

MGNREGA beneficiaries react to 

MGNREGA’s TV and print advertisements. 

We also aim to see how the responses for the 

TV and print advertisements vary depending 

upon respondent’s demographic factors such 

as age, gender, annual income and education.  

Demography is one of the important 

characteristics which significantly influences 

behaviour and attitude (Hui and Wan 2007: 

310 - 316). Wong and Wong (2002: 229 – 

242) commented that demographic factors 

can change a person’s lifestyle, behaviour 

and attitude. Shavitt et al (1998: 7 – 22) 

emphasized that education, income and 

gender have a significant impact on 

consumers’ attitude towards advertising. 

Brackett and Carr (2001: 23 - 32) indicated 

that demographic variables such as college 

specialization, income, employment status 

and age have a broader influence on people’s 

attitudes towards advertising.  

Since its launch, most of the research done on 

MGNREGA happens to be on the frontier of 

MGNREGA’s implementation (Harish et al 

2011: 485-494; Carswell and De Neve 2013: 

82 - 93), assets creation (Ranaware et al 

2015: 53 - 61), benefits such as no caste 

based discrimination, unemployment 

allowances and availability of unskilled 

labour work  (Tripathi 2013: 146-150; Saha 

2014: 48 - 52; Bhat and Mariyappan 2015: 64 

- 71) and issues such as corruption, delay in 

payments and unavailability of work (Chopra 

2014: 1 - 27; Singh et al 2012: 151 - 164).  

MGNREGA's advertising and 

communication dissemination mechanism 

has remained almost untouched by the 

research scholars. Bohra (2014: 244 – 251) 
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mentioned that MGNREGA's advertisements 

and its role in awareness generation have not 

been studied in details yet. In the similar line, 

Sathish and Patil (2015: 12 – 21) noted that 

MGNREGA advertisements’ importance to 

promote such gigantic employment scheme 

should be studied in order to understand 

whether the rural audience is able to 

comprehend the messages sent through 

advertisements. Several scholars have also 

suggested that adequate awareness through 

advertisements would help millions of rural 

participants to understand MGNREGA in 

details and would motivate them to demand 

work when in need (Chaarlas and 

Velmurugan 2012: 253 - 261; Farooqi and 

Saleem 2015: 9 - 16).  

Importance of TV and Print 

Advertisements for MGNREGA 

For a large scheme such as MGNREGA, 

advertisements could act as an effective tool 

to bridge the communication gap between the 

implementing authorities and the rural 

people. The act of advertising also becomes 

very important for MGNREGA as a majority 

of the beneficiaries are not well-educated 

(Harish et al 2011: 485 - 494) and are from 

the backward class. Low level of awareness 

about many facets of MGNREGA has been a 

major hindrance.  With limited and unclear 

information on MGNREGA, rural people 

have not been able to understand the scheme 

in its true sense (Raabe et al 2010: 6 - 8). 

Sudarshan (2011:6 - 11) noted that in the 

states of Kerala, Rajasthan and Himachal 

Pradesh the participants were aware of the 

100 days' work provision under MGNREGA, 

however, the participants were not aware of 

other facets such as the provision of 

unemployment allowance, worksite facilities 

and permissible works. 

Public awareness programs are important link 

to successful implementation of public 

schemes, they help people know about public 

schemes from a micro level perspective. A 

United Nations Development Program (2010) 

discussion paper on ‘Right Based Legal 

Guarantee as Development Policy: 

MGNREGA' indicated that the state should 

first create awareness of the rights amongst 

rural people if the state wants to successfully 

implement the rights-based approach stated 

under MGNREGA guidelines. For generating 

a large scale awareness, the most appealing 

and useful tool could be advertisements 

through mediums such as TV, print, radio 

and internet.   

Advertising and communications methods 

have the ability to deliver the carefully 

prepared messages to the desired target 

audience (Belch et al 2013: 188 - 189). 

Advertising makes people’s lives easier by 

communicating what is required of them 

(Terkan 2014: 239-246). As noted by Belch 

et al (2013: 217 - 218) a successful 

advertising’s main aim is not only to inform 

the target audience but to persuade the target 

audience to opt for offering shown in 
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advertisements. It is widely believed by both 

marketers and academicians that advertising 

works best by delivering a unique persuasive 

informational message (Moriarty et al 2017: 

213 - 216) which can create awareness and 

help the receiver learn about the proposition 

offered in the advertisement.   

In the internet dominated world, television 

still remains the most appealing source of 

advertising (Abbatangleo-Gray et al 2008: 

348 - 354). For promoting products, ideas, 

services and even the public policy schemes, 

television has always been given priority 

(Story and French 2004: 1 - 17). From the 

rural people’s perspective, television 

advertising works well. A study conducted by 

Bishnoi and Sharma (2009: 65 - 76) revealed 

that rural people preferred TV advertisements 

of new products. In a similar study, Lalitha 

and Panchanatham (2013: 311 - 313) noted 

that TV advertising plays an important role to 

provide more knowledge to the rural people. 

TV as an advertising vehicle has three main 

advantages to offer, firstly it can influence a 

consumer's perception, secondly, it can reach 

to a larger audience and third is the 

combination of sound and motion 

(Ramalingam et al 2006: 159 – 163). 

In a fairly similar way, print advertisements 

have also dominated the advertising industry 

for more than a century now. Print 

advertisements could be managed through 

various options such as newspaper, 

magazines, leaflet, inserts and posters (Belch 

et al 2013: 502 - 509). Print advertisements 

through newspaper offer a wide reach as it 

could reach thousands of newspaper readers 

on daily basis (Moriarty et al 2017: 365 - 

372). Groenhaug et al (1991: 42 – 50) 

commented that for print advertisements 

factors such as types of colour used, 

characteristics of the target audience and size 

of the advertisements matter a lot, it was also 

found that advertisement readership has a 

positive correlation with the size of the ad 

and usage of multiple colours.  Other factors 

such as position of the advertisement (Silvera 

and Austad 2004: 1509 - 1526), presence of a 

celebrity endorser, presence of a border 

(Hanssens and Weitz 1980: 294 - 306), 

characteristics of a headline (Moriarty et al 

2017: 251) matter a lot when it comes to the 

effectiveness of a print advertisements.  

Exploring the Reactions for MGNREGA’s 

TV and Print Advertisements 

Any advertising activity’s primary objectives 

are to inform, persuade and convince the 

target audience (Belch et al 2013: 48 - 49). 

For MGNREGA, the target audience is 

mostly backward class rural men and women. 

The primary objective of this research is to 

explore the reactions of rural people for 

MGNREGA’s TV and print advertisements 

on the basis of demographic factors such as 

gender, age, education and annual income.  

Study Area and Research Methodology 

The research was conducted in the state of 

Gujarat. North Gujarat region’s five districts 
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namely Mahisagar, Aravalli, Sabarkantha, 

Mehsana and Gandhinagar were chosen for 

the study. To explore the objective discussed 

before, a survey of 420 respondents was 

conducted using convenience sampling 

method. The data was collected using a 

structured questionnaire and personal contact 

method. From all the five districts, one block 

was chosen and from every block, at least 

two and maximum four villages were chosen 

for data collection. In total 16 villages were 

visited for the data collection purpose. Figure 

1 (above) depicts the location of districts on 

the map of the state of Gujarat. Table 1 

(below) elaborates the data collection 

information.  

Respondents were categorized on the basis of 

demographic factors such as gender (male 

and female), age (lower age category: 

between 18 and 35 years: upper age category: 

above 35 years), education (less educated 

category: primary education; well educated 

category: secondary education and above) 

and income (low income category: less than 

or equal to INR 30,000 per annum; high 

income category: more than INR 30,000 per 

annum).  

An 8 point scale established by Wells (1964: 

45 - 52) and a 6 point scale established by 

Lastovicka (1983: 14 - 52) were used in the 

questionnaire. These scales were chosen, as 

we wanted to understand rural people’s 

reactions on various advertisements variables 

such as attractiveness, ease in remembering 

the advertisements, ease in comprehending 

the advertisements, types of colors used, 

ability of the advertisements to offer relevant 

information, pace of the advertisements (for 

TV only), entertainment presented in the 

advertisements and many others.   

For the data collection purpose 

MGNREGA’s 4 TV advertisements and 3 

print advertisements were chosen. Upon 

meeting the MGNREGA beneficiary in the 

respective village, he or she was shown the 

TV (with sound in speaker) and print 

advertisements. After showing the 

advertisements to the respondents, their 

responses were registered in the 

questionnaire.  

For the data analysis, factor analysis, fuzzy 

logic technique, and chi-square test were 

used.  Factor analysis was used to reduce the 

number of variables and understand the 

constructs created. Chi-Square test was used 

to compare two variables to see whether they 

are related or not, in simple terms to see 

whether the distribution of variables differ 

from each other or not. For the fuzzy 

analysis, we have used fuzzyTech 8.30 as the 

fuzzy logic tool. It enables us to compute 

membership functions on the basis of the 

values assigned. For arriving at fuzzy 

inference, the degree of combined input that 

is items, will decide the degree of 

intermediate variables that are factors. In a 

similar way, the combined degree of 

intermediate variables will decide an 
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advertisement's fuzzy score or rating. For this 

purpose, the centre of area or centre of 

gravity defuzzification method has been used 

to arrive at single value score for 

advertisements. In this method, the area 

under the scaled membership functions and 

within the range of the output variable is 

calculated, and then the crisp output value is 

computed depending on the centre 

coordinates of the area, CoA = (x max, x 

min) f (x) * d(x) / (x max, x min) f(x) d(x), 

where x is the value of the linguistic variable. 

Result 

Factors suggested by tools used by 

Lastovicka (1983: 14 - 52) and Wells (1964: 

45 - 52) were used as the intermediate 

variables for fuzzy analysis. Fuzzy analysis 

has been carried out in two phases. The 

contribution of items to factor score and 

collective factor contribution to a final fuzzy 

rating of the TV and print advertisements. 

We applied this approach to demographic 

factors such as age, income, gender and 

education. Since fuzzy logic allows responses 

to fall into multiple categories with different 

participation rate, we can minutely check and 

segregate responses. 

Through the fuzzy analysis, we found that 

reactions for MGNREGA’s print 

advertisements varied on the basis of 

demographic factors (Chart 1). Fuzzy ratings 

for gender, income and education are 

different, which shows that the respondents 

falling under these categories have 

differences in their opinion. We do not see 

the difference in the opinion of the 

respondents falling in the age category, hence 

we can infer that influence of age is very less. 

This result has been supported by the P 

values attained through the chi-square 

analysis (Table 2). We can observe from 

Table 2 that in the column of income and 

gender the differences in opinion are 

registered (bold values), while in the column 

of education and age the differences are 

almost nil. This result reveals that income 

and gender affect the reactions of rural 

people for the print advertisements, while the 

influence of age and education have been 

found negligible. From the perspective of 

print advertisements’ variables, respondents 

did not find MGNREGA advertisements to 

be fascinating, sharp, lively, exciting and 

pleasant. They found MGNREGA 

advertisements to be meaningful, appealing, 

easy to understand and easy to remember.  

Similarly, through fuzzy analysis, we found 

that reactions for MGNREGA’s TV 

advertisements did not vary significantly on 

the basis of demographic factors (Chart 1). 

The fuzzy ratings for all the demographic 

factors are very similar to each other. A 

similar result was achieved through chi-

square analysis (Table 3). This result reveals 

that rural respondents' reactions to 

MGNREGA TV advertisements were very 

similar irrespective of their age, gender, 

income and education.  Respondents termed 
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the MGNREGA TV advertisements as 

useful, meaningful and lively. At the same 

time, they did not find MGNREGA TV 

advertisements entertaining.  

Below shown is the summary of which 

advertisement components should be given 

more emphasis in order to make the 

MGNREGA advertisements more appealing 

to the rural audience.   

Print advertisements: balancing the 

components of meaningfulness, honesty 

along with other components such as 

excitement and liveliness. 

TV advertisements: balancing the 

components of believability and credibility 

along with other components such as 

excitement and logical explanation. 

Discussions 

The results attained through the analysis 

reveals that TV as a communication medium 

has a significant and similar reach within the 

rural audience. It also reflects the fact that 

MGNREGA's TV advertisements were 

viewed in a similar fashion by different 

demographic groups. This implies that 

MGNREGA's TV advertisements were 

meaningful and worth remembering for the 

rural people and hence not many differences 

were observed in their opinions. 

The advantage of motion picture and sound 

could be the reason why the reaction to 

MGNREGA TV advertisements are similar 

amongst the demographic groups. While one 

watches the advertisements on TV he or she 

observes the idea being presented, 

experiences the setup and then hears the 

dialogues, music and voice over which helps 

him or her to comprehend the advertisement's 

message. As most of the MGNREGA TV 

advertisements are well supported with 

background music and song, it becomes 

easier for the viewer to remember them. All 

the MGNREGA TV advertisements feature 

the rural setup and use easy to understand 

language. This could have been the major 

reason behind similar reactions to 

MGNREGA TV advertisements amongst the 

demographic groups.  

On the other hand, to some an extent, 

differences were found in rural people’s 

opinion for the print advertisements. On the 

basis of respondents' income, their reactions 

to MGNREGA print advertisements differed 

for the variables such as beautiful, appealing, 

attractive, worth looking at, in good taste, 

convincing and honest. On the basis of 

gender and age, their reactions differed on 

the variables such as simple, sharp and 

colourful respectively. 

Income appeared as a major demographic 

factor mainly due to the following reasons: a) 

not many people read the newspaper on 

regular basis due to illiteracy, unavailability 

and affordability issues b) those who read 

newspaper might fall under the higher 

income category and might have different 

opinion about MGNREGA c) those in high-

income category might have better 
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educational background and hence the 

comprehension of the print advertisements 

might differ d) those with higher income 

might find other sources of employment and 

hence do not depend on MGNREGA works 

and hence might differ in their opinion e) 

those with high income might possess more 

knowledge about MGNREGA and hence 

look at the MGNREGA print advertisements 

through a different lens.  

On the basis of gender, differences in the 

opinion could have appeared mainly due to 

male worker's perspective for MGNREGA 

works as a main source of income during the 

lean patch and female worker's perspective of 

working with family and working within the 

village. However, gender displays negligible 

differences in the opinion for MGNREGA 

print advertisements. The reason behind this 

could be the provision of working with 

family members, working within villages, no 

discrimination in the wages for male and 

female and no caste-based discrimination. 

We could, therefore, infer that male and 

female workers perceive MGNREGA print 

advertisements without much of differences.  

Age and education had a negligible impact on 

respondents' reaction to MGNREGA print 

advertisements. This could have taken place 

due to the following reasons: a) any adult 

person can demand work under MGNREGA, 

there is no age wise reservation mechanism. 

Hence, people falling into different age group 

might have similar opinion to MGNREGA 

print advertisements b) any person, educated 

or uneducated gets the equal amount of work 

and wages c) MGNREGA acts as a good 

employment avenue for educated but 

unemployed rural youth d) well educated or 

less educated people view MGNREGA as a 

scheme which provides them with 

employment in and around their villages.  

Managerial Implications 

A comprehensive media strategy and 

message structure, if communicated through 

effective mediums, would create wide-scale 

awareness about MGNREGA and bring the 

scheme to the best of a transparency level, 

where even the illiterate rural people would 

be able to understand the message and hence 

educate himself and others about scheme’s 

salient features. For many vulnerable and 

backward class rural people, this might act as 

a magic wand as they would at least be able 

to avail the 100 days employment in their 

respective villages and work with their 

family members. 

From the implementation point of view, the 

advertisements’ implementing agencies 

should make sure that the print 

advertisements are well accepted and 

comprehensible for rural people. Those 

elements which are not supported by the 

respondents should be changed to create 

effective content for print advertisements. 

Advertising agencies would have a big role to 

play as this requires careful planning of 

advertising messages. On the other hand, the 
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TV advertisements should be made more 

creative and entertaining so as to increase the 

recall and recognition of MGNREGA.  

The results of this research could also be 

helpful for the government to see whether 

their current advertising activities are helping 

rural people to learn more about 

MGNREGA. Implementing agencies could 

also look at the option of hiring well-known 

advertising agencies such as Ogilvy & 

Mather, JWT, Lowe Lintas, Mudra 

Communications and Leo Burnett to name a 

few. These agencies could offer a 

comprehensive promotional plan for 

MGNREGA communication dissemination. 

Limitation 

This research depends on a region-specific 

data, which is North Gujarat region. 

MGNREGA’s nation-wide presence makes it 

a very dynamic scheme with different levels 

of penetration in different states. Reaction 

profile of any other state’s respondents might 

reveal a different result depending upon their 

scheme’s understanding, awareness level and 

demographic factors. The scales used for data 

collection were developed by Lastovicka 

(1983: 14 - 52) and Wells (1964: 45 - 52), 

customized scale/s could offer different 

perspectives to the results of the research. For 

the purpose of data collection, respondents 

were shown the TV and print advertisements 

only once, showing the advertisements 

multiple times could have altered their 

reactions. Further research could be carried 

out by using different scales and by visiting 

other Indian states/regions.   
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District, block and villages visited for data collection (Table 1) 

State: Gujarat. Region: North Gujarat. 

Districts 

Arvalli Gandhinagar Mahisagar Mehsana Sabarkantha 

Blocks 

Malpur Dehgam Khanpur Vijapur Prantij 

Villages 

Helodar Lavad Borvai Khanusa Ghadi 

Masadara Nandol Dholkhakhra Kotdi Ghadkan 

 
Harkhjina Muvada Dhuleta Ubkhal Moyad 

  
Panderwada 

 
Nananpur 

 

 

Reaction to MGNREGA Print Advertisements (Through Chi-Square Analysis): Table 2 

Sr No Variables Gender Age Income Education 

1 Beautiful 0.136 0.473 0.004 0.091 

2 Pleasant 0.079 0.963 0.852 0.89 

3 Gentle 0.583 0.341 0.19 0.353 

4 Appealing 0.057 0.68 0.665 0.115 

5 Attractive 0.393 0.333 0.02 0.159 

6 In good taste 0.66 0.379 0.03 0.742 

7 Exciting 0.279 0.622 0.153 0.877 

8 Interesting 0.2 0.82 0.005 0.392 

9 Worth looking at 0.106 0.55 0.007 0.455 

10 Comforting 0.454 0.617 0.212 0.586 

11 Colourful 0.948 0.25 0.403 0.043 

12 Fascinating 0.076 0.93 0.371 0.649 

13 Meaningful 0.52 0.067 0.085 0.386 

14 Convincing 0.936 0.165 0.01 0.178 

15 Important to me 0.889 0.736 0.068 0.71 

16 Strong 0.265 0.504 0.42 0.094 

17 Honest 0.707 0.132 0.013 0.353 



SSIJEM        VOLUME 9, ISSUE 2[MARCH 2019]        ISSN  2231-4962 

 

SSIJEM  All  rights reserved.                        http://ssirn.com                             Page no 83 

18 Easy to remember 0.939 0.275 0.483 0.793 

19 Easy to understand 0.567 0.756 0.159 0.646 

20 Worth remembering 0.897 0.123 0.262 0.81 

21 Simple 0.032 0.457 0.778 0.601 

22 New 0.665 0.47 0.285 0.625 

23 Fresh 0.775 0.86 0.208 0.986 

24 Lively 0.394 0.654 0.066 0.416 

25 Sharp 0.017 0.814 0.576 0.707 

Values shown are P values at 0.05 level of significance. Values in bold are less than 0.05.  

 

Reaction to MGNREGA TV Advertisements (Through Chi-Square Analysis): Table 3 

Sr No Variables  Gender Age Income Education 

1 

During the ad I thought how 

MGNREGA might be useful to me. 
0.432 0.225 0.167 0.696 

2 

I felt as though I was right there in 

the ad experiencing the same thing 
0.97 0.92 0.573 0.657 

3 The ad was meaningful for me 0.956 0.999 0.153 0.629 

4 

The ad did not have anything to do 

with me or my needs 
0.95 0.319 0.098 0.451 

5 The ad gave me good idea 0.997 0.979 0.431 0.647 

6 

As I watched I thought of reasons 

why I would apply or not apply for 

MGNREGA 

0.369 0.444 0.187 0.693 

7 I clearly understood the ad 0.226 0.307 0.007 0.564 

8 The ad was too complex 0.989 0.438 0.659 0.518 

9 
I was not sure what was going on. 0.16 0.221 0.178 0.905 

10 

I was so busy watching the screen, I 

did not listen to the talk. 
0.732 0.215 0.91 0.27 

11 

The ad went by so quickly that it 

just did not make impression on me 
0.557 0.518 0.215 0.783 
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12 

The ad was lots of fun to watch and 

listen to 
0.022 0.407 0.078 0.263 

13 

I have seen this ad so many times 

that I am tired of it 
0.205 0.188 0.273 0.735 

14 

I thought the ad was clever and 

entertaining 
0.541 0.504 0.884 0.349 

15 

The ad was not just selling, it was 

entertaining me. I appreciated that. 
0.789 0.682 0.711 0.793 

Values shown are P values at 0.05 level of significance. Values in bold are less than 0.05 

 


