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Abstract 

Twitter has emerged as a widely accessed and adopted social networking website. The 

democratic nature of this social media platform allows everyone who has potential to get noticed 

by news media editors and journalists or to connect with government officials and share their 

grievances. There is a lack of knowledge and primary research data on Twitter’s impact on the 

work of journalists in India. This thesis looks at that impact and the changes brought about by 

Twitter on the news making, newsgathering and agenda setting processes in India. The thesis 

also examines the social networking site as a tool for grievance redressal aimed at strengthening 

the use of ICT in participatory governance. Triangulation methods were used by combining a 

qualitative analysis of communication theories as well as the technology adoption model (TAM) 

to understand the behavior of journalists in using Twitter as a source for news and as its 

dissemination. A focus group discussion was held in addition to structured interviews of 

journalists and other media personnel to fix the scope of this study, devise a relevant 

questionnaire, and get an in-depth look into the relationship between them and social networking 

sites. A structured questionnaire regarding the effectiveness of Twitter in serving and consuming 

political news was administered through Google survey form. The respondents of the survey 

included mainstream media journalists and editors. Results indicated that journalists trust Twitter 

and it holds value for news publication and broadcast correspondents. Though the adoption of 

Twitter as the primary source of political newsgathering is in its nascent stage, the use of Twitter 

by all political journalists and editors in making and breaking political news is widely accepted 

and acknowledged. Twitter is seen as a fast, effective and trustworthy source of news by the 
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journalists and its perceived ease of use makes it popular choice for all kinds of news seekers. 

This research addresses the lack of knowledge and data on Twitter’s impact on political 

journalism in India and provides an insight into the shifting nature of journalism in the country. 

Reliability on Twitter for news gathering/dissemination is one of the many changes that are 

being brought on to meet the challenges of the digital revolution. Many journalists have become 

early adopters of technology (such as Twitter) while others are using Twitter as one of their 

many sources for political news. A positive correlation is found between perceived 

usefulness/ease of use of social networking sites and journalists’ attitude to following political 

news; between attitude to follow political news and journalists’ behavioural intention to 

accepting political news online; between the attitude to follow social networking websites and 

journalists’ actual use of the site towards accepting political news online; and between intention 

to follow social networking websites and journalists’ actual use of political news. The correlation 

between consonance of external factors of social networking websites with the adopter’s values 

and journalists’ attitude to follow political news was not found. The dependency and usefulness 

of Twitter highlights the importance and potential of social networking sites in agenda setting 

and news gathering. This research paves the way for and warrants further research into the 

importance of other social networking sites in accessing and distributing news.  

 

Keywords: Social Networking Sites, Grievance Redressal, Political News and Communication, 

Journalists in India, Technology Adoption Model (TAM), Social Media 
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