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Abstract

If we talk about women empower ment,
digital media has played an important role in
providing social rights, political rights, financial
ORIGINAL ARTICLE security, judicial power and all therightsthat men
have, however, even now, especially in villages,
women who are not connected to digital media do
not know what their ““basic and social rights” are.
But the Government of India and the State
Government have focused on women’s
development, for this, under the leadership of
Honorable Indian Prime Minister; many initiatives
have been taken from Beti Bachao, Beti Padhao
to better health and education facilities and to
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. improve their daily lives and their long-term
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. prospects. There have been many problems at the
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. global level for a long time regarding the
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improvement of the social status of women and
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steps have also been taken from time to time for
this. After independence, traditional media, radio,
television, and newspapers were expected to
improve the social status of women, but this
traditional media maintained the status quo and no positive results were seen in the social status of
women. Today, inthe era of digital revol ution, new media hasplayed a big rolein women empower ment.
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I ntroduction

In recent times, theinfluence of mediaon society hasincreased alot and it hastaken variousforms.
Mediahasthe capacity to play an activerolein the creation and formation of the concept of theworldand in
factitisinfluencing thenature of theworld. Mediaiscaled themirror of modern society. Infact, itisthemedia
that shapesour lifeand itsperspective. Society isinfluenced by mediain many ways. Mediaprovidesinformation
about many thingsto the public and tellsthem to give opinion and take decision on variousissues. It isthe
mediathat givesusthelatest information about what ishappening around usandintheworld. Thereisaneed
tolisten, anayze and interpret the message of the mediaaswell as create our own media. Mediaaffectsthe
human mind and theway we behave and work in society. Theleve of thisinfluence dependsontheavail ability
and prevaence of media. All traditional massmediastill haveagresat influenceon our lives. Books once had
the greatest influence because they reached people before newspapers, magazines, radio or television.
Newspgpersand magazinesbecamemoreinfluentid asthey evolved. Sound recordingsand filmswereinfluentid
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and still are. Radio and then television were very influential. After the end of the 20th century, television
brought to us images and information about science, marketing, people’s d (Cochrane, 2023)ifficulties and
bdliefs, sexudity and violence, cd ebritiesand many such things'. New and influentiad mediadistribution channels
emerged inthe 21st century. Through the spread of the World Wide Web through the Internet, weare ableto
exchangeinformation and ideas every day through blogs, wikis, social networks, virtual worlds and many
other ways.

Literature Review

1.

Numerousstudieshavehighlighted theinfluence of socid mediain perpetuating narrow beauty standards
and promoting unrealistic body idea s. Researchers haveidentified how imagesof idealized bodies,
often retouched and filtered, can lead to body dissatisfaction and low self-esteem among women
(Perloff, 2014; Fardouly et d ., 2015).

Socid mediaplatforms, such asIngtagram and Facebook, have been found to reinforcetheimportance
of physical appearance, reinforcing the objectification of women’s bodies (Saguy, 2018).

Thereationship between socid mediause, body image, and sdf-esteem hasbeen extensively explored.
Researchindicatesthat exposureto idedized imageson sociad mediaisassociated with higher level sof
body dissatisfaction (Tiggemann & Sater, 2014).

Women who engagein frequent appearance-focused socid mediausetend to havelower self-esteem
and higher body dissatisfaction (Fardouly et d., 2015).

A comparison with others on socia mediaplatforms can exacerbate negative body image and self-
esteem (Holland & Tiggemann, 2016). The constant exposureto curated and perfected onlineimages
can lead to sl f-comparisons and fedlings of i nadequacy among women.

Feminist scholarshave highlighted theimportance of considering intersectiondity when examining the
impact of social media on women’s body image and self-esteem. Intersectionality acknowledges the
interconnected nature of social identities, such asrace, class, and sexuality, and their influenceon
experiences of body image.

Feminist movementson social mediahave emerged as apowerful responseto the negative effects of
beauty standards. Onlineactivism, body-positive hashtags, and campai gns promote body acceptance,
challenge narrow beauty norms, and foster inclusivity. Theseinitiatives encouragewomen to redefine
beauty on their own terms and cel ebrate diverse bodies (Saguy, 2018). Feminist influencers and
communities provide support, encouragement, and alternative narratives, fostering sel f-acceptance
and positive body image among women (Tiggemann & Zaccardo, 2018).

Feminist movementsand online communitiesin Indiahave emerged as platformsfor challenging
conventional beauty standards and promoting body positivity. Online campaigns, such as
#EverydaySheroesand #AlI TypesAll Swipes, haveamed to diversfy representationsof beauty, chalenge
body-shaming, and foster salf-acceptance (Gupta, 2020; Dasgupta, 2021). Theseinitiativesdemonstrate
thepotentia of socid mediain creating Spacesthat empower women, promoteinclusivity, and redefine
beauty ontheir ownterms.

Indian feminist scholarship emphasizestheimportanceof intersectiondity in understanding theimpact
of social media on women’s physical appearance and self-esteem. Intersectional perspectives recognize
the complexities of women’s experiences, considering factors such as caste, religion, class, and regional
diversity. Indian scholars argue that social media’s influence on body image is shaped by intersecting
identitiesand cultura nuances (Singh, 2015; Dasgupta, 2019). Considering thediverse experiencesof
Indianwomeniscrucia for acomprehens ve understanding of the subject.
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Feminism

Feminismisacategory of socid and politica movementsand ideol ogiesthat sharethegoa of defining,
establishing and achieving gender equality in political, economic, persond and socid terms. Feminism holds
that society prioritisesthe mal e perspectiveand that women arediscriminated againgt and treated unfairly in
thesepatriarchd societies. Itsgod sind udeestablishing educationd, professond andinterpersona opportunities
and outcomesfor women that are equal to those of men. Feminist theoriesaim to understand the natureand
causes of gender inequality and explaintheresulting politics of gender discrimination and itsimpact onthe
principlesof thebadanceof power. Feminist politica campa gnsfocusonreproductiverights, domestic violence,
maternity leave, equa pay rights, sexua harassment, discrimination and sexual violence. Thecorethemeof
thefeministided isthat gender should not bethebasisfor legd rights. Themain criticism of modernfeminist
discourse hasaways been that its principles and phil osophy have been primarily based on Western values
and philosophy. However, feminist discourseremainsactiveat itsownlevel inevery country and geographica
boundariesat the grassrootslevel and feminist discourse of every region hasits own specific problems’.

Women’s Connection and Presence on Social Media

Socia mediahasbecomeapowerful tool today, through which we not only express oursalves but can
also keep an eye on the news of thewholeworld. Socia mediahasa so become ameansof resistance and
voiceof the people, questioning thegovernment, which has played animportant rolein feminism and various
movementsin changing times. The advent of technol ogy in theworld hasbrought significant changesinthe
economic, socid and palitical scenario globally. Socia mediahasemerged asanimportant tool for feminist
movementsin India, which givespeoplean opportunity to raisetheir voi ce, gather support and start discussons
on variousissuessuch asgender violence and sexud and reproductiverights. Feminismincludesthe principles
of socid, educational, economic, cultural and political equality, which advocatestheremoval of gender
inequditiesand equa opportunitiesand rightsfor peopleof al genders. Wheresstraditiona offlinemovements
organized peopl e by going door-to-door campai gns with the help of membership of organizations, groups,
politica parties, socid or educationa ingtitutions. Ontheother hand, digita activism or movementscanmobilize
alarge number of people much faster than offline. Although digital mediareachesalimited number of people,
it promotesamoreinclusive approach where peopl e can parti cipate in movements and connect with each
other through petitions, protests, persona experiencesor writingswithout worrying about gender, class, caste
or community. Socia mediaisplaying avita® rolein amplifying thevoicesand socia issuesof margindized
communities, runningviral campaigns, chdlenging mainstream narrativesand reshaping and organizing grassoots
activism. Althoughwomen arestill underrepresented on social mediain the country, socid mediaisanother
formof protest that tacklespatriarchy, misogyny and conservatisminitsownway. Through theuseof technology,
feminism hasemerged asapowerful form of expression and res stancein thevirtud world. Today, womenare
using digital mediumsto demand accountability from governments, institutions and leadersand maketheir
presencefdt. InIndia, digital feminist movementsrely heavily on socia mediaplatforms. Withitswidereach,
socia mediahasempowered the voicesof not just women but all genders, fostering global solidarity and
initiating changein theworld againgt patriarchy and conservatism?. Itisnot just about hashtags but much more
thanthat. Thisfeminism a so questionspatriarchd structuresand thosein power. Digital feminismisred andas
valid asthe normal protests and movementsthat emerge onthe streets. It may not befully inclusive, but it
shapesthefeminist discoursetoday. Despite proving itsimportance, digital activism and protest should not be
seeninisolaionfrom offline protests.

Obscene Image of Women and Media

Beit print media, television, cinemaor radio, every man and womanin the society, eventhevillagers,
have accepted them asapart of their daily life, but when they sit with their families and watch programs
telecast by the media, then on seeing any erotic, obscene scene or advertisement, everyone becomes
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uncomfortableand staresat theground or turnstheir faceaway*. In the advertisements related to women’s
fashion, cosmetics, AIDS prevention, contraceptivesin themedia, theancient traditional Indian dresseshave
disappeared and western dresses have been adopted and women have been shown in an obsceneform. Due
towhichthelimitsof Indian women started breaking. Now new limits have started becoming the stronghold
of disciplineand behavior.

Feminist Leadership and its Strategies

The years after the sixties saw a radicalization of Indian politics, giving rise to anew women’s liberation
movement. Therevolt of theyouth, poor Ddits, marginalised peasants, educated Ddlits, triba menand women
andindudtria workersmanifested itsdlf in theformation of anumber of specid interest groupswhich addressed
theneedsand demandsof thelocal population. Inspired by different political ideologies, theoppositionmovements
of thelowest strataof soci ety had adopted an aggressive path of struggle, whileat the sametime; therewere
significant changesin therhetoric of larger political processes’. Theauthoritative communist partieswere
facingamajor political challengeintheform of the Naxalbari movement in Kerala, West Bengal, Andhra
Pradesh, Bihar and Punjab. In 1974, amass movement waslaunched by the middle classof Gujarat against
corruption, pricerise, extortion, speculation, hoarding and black marketing which cameto be known as
Navnirman Movement. Thismovement wasrevived in Bihar as SampoornaKranti Movement under the
leadership of Gandhian |eader Jayaprakash Narayan.

The Form of Relationshipsin the Family also started Changing

Rel ati onships have now becomeformal and the seriousness of relationshipshas started decreasing.
Earlier thereused to bediscipline, dignity, modesty, shame, hesitation, traditional sanskar inthefamily and
society®. Therewasatimewhen husband and wife never joked infront of children or children never jokedin
front of elders. But today theentirefamily very easily watches obscene scenesin mediaadvertisements. The
society, especidly women, blindly imitatetheglamorous, sex symbol and fashionableimage of women presented
inadvertisements. Dueto which economic, socia and culturd ill-effectson society areincreasing. Dueto the
increasing libera behaviour, whether itisajoint family or anuclear family, both are going through aperiod of
stressand disintegration/disintegration of familiesisa so visble. Thenumber of divorce casesinthe court has
a so sarted increasing. Advertisements have created economic and mental stressinfamilies’.

Women in Media
Case Sudies

1. Inthe 2020 film “Thappad’, when Taapsee Pannu’s character Amrita talks about getting a divorce just
because of a slap, the women supporting Amrita in the film, her lawyer Netra Jai Singh or her brother’s
fiancée Swati Sandhu, are seen being told by the male charactersof thefilm that they are becoming
morefeminist thanlawyers. At many placesin thefilm, both these charactershaveto hear such things
from their male colleagues or partners because of supporting Amrita. Such dial ogues show how far
behind cinemaisdtill intermsof feminism. Itisready to makefilmson gender issuesbut runsaway from
feministideology. Onereasonfor thisisthat welivein amae-dominated society. Our industry, media,
art and cinemaindustry areaso not untouched by this. Thisisthe reason that eventhough today media
or cinemapresentsastrong and confident image of women, even today men haveamonopoly here.
Their side dominates every decision. ‘Girl boss feminism’ dominates here more than inclusive feminism.

2. Women a so suffer immensaly from theimpact of mediaon society. Theimage of women as sexua
objectsin popular cultureisalso athreat to the well-being of our society.

3. Research also showsthat their exposureto sexualized femaeimagesalso leadsto low self-esteem,
negative thinking and symptomsof depressionin adolescent girlsand women.
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4. Objectification of womenin mediarepresentationstreat them as objectsrather than aswholehuman
beings. Thisoccursin various contextsincluding advertising and cinema. Feminist thinkersbelievethat
objectification of women implies a sense of denigration of women’s personal and intellectual abilities
and capacities and in this women’s capacity or role in society is degraded to a tool for providing sexual
pleasurethat arouses sexua feelingsinthemind of others. Mediaoften portrayswomen asweak and
easly possessive.

5. InIndig, print mediaand € ectronic mediaaretaking advantage of their widecirculation potentia. They
also haveanimpact on the general reader and policy makers. Eventsrather than processes constitute
news. Most issues related to women’s concerns do not even fall within the traditional concept of what
is considered news. Women’s empowerment should lead to a situation where women can utilize their
full potentia and ability to createabetter human society for al and themediashould play avitd rolein
this process. The commitment and support of the mediais considered essential to influence social
reform andinitiate various movementsfor women to get abetter life.

6. Duetothewide popularity of televisionand itsability to reach awide range of people and without
makingilliteracy abarrier, variousgovernments/administratorshave sarted using televis on asamedium
to disseminateinformation about devel opment. From the mid-1970sonwards, television started being
used to propagate the messages of devel opment among the Indian people.

7. Mostof theseridson Indiantel evision are sexualized. Even someof theso-called family TV serids
victimize young girls and daughters-in-law in their homes and teach them how to be ‘good’.

8. Thegeneral understanding of women’s images is formed from birth as superior to men’s. Even when
women are presented as powerl ess, the patriarchal contextisinevitably present. Qualitiesof strength
and aggression are portrayed as something extraordinary about women and challengethemaeego. In
families where women’s roles are mostly traditional, television can reinforce such gender roles. Thus
television certainly playsarolein the construction of gender roles.

9. ZTheimagesof womenand meninadvertisementsare congructed according tothe constructed definition
of femininity and masculinity. To beawomanisto befeminineand to beamanisto bemasculine. There
islittlechanceof changeor rolereversal. Theonly exceptionto thiscan besaid to bethesmall areaof
new marketing. Intheworld of advertising, women and men are constantly presented in astereotyped
way. Men are portrayed as more autonomousthan women, with men being shown in many occupations
whilewomen are shown only intherole of housewife and mother. Men are often shown advertising
carsor business products, job websites, whilewomen often appear in advertisementsfor household
products.

Improvement of the Social Status of Women?

There have been many problemsat thegloba level for along time regarding theimprovement of the
socid gatusof women and stepshaved so been taken from timeto timefor this. After independence, traditiona
media, radio, television, and n‘ewspapers were expected to improve the socia status of women but this
traditiona mediamaintained the status quo and no positive resultswere seen in the social status of women®.
Today, intheeraof digita revol ution, new mediahas played abig rolein women empowerment. Digital media
isaninternet-based communication in which the person using it, whether awoman or aman, can createan
onlinecommunity and share any kind of information, thoughts, persona communicetion, video or audiowith
them on blogs, websites, Facebook, Twitter, Hike, Instagram, Whatsapp, YouTube etc. Through thisnew
digital media, not only can one share one’s thoughts but also earn lakhs of rupees from it, due to which women
are becoming self-reliant in addition to making their voi ces heard®. If weta k about itsexamples, thereare
many such exampleslike Savitri Jindal, whoisthe chairperson of Jindal Steel and Power Limited, her annual
incomeissaidto be 8.8 billiondollars. Kiran Mazumdar-Shaw started acompany named Biocon on her own.
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Her total annua incomeis 3.6 billiondollars. Therearemany such exampleswhich have earned recognition
not only in Indiabut inthewholeworld.

Possibilities of Feminist Movement

Thinkers associated with feminism believe that in today’s age of scientific thinking, with the expansion of
educetion; it hasbecomeclear that thereisno differenceinthementa and physicd abilitiesand responsibility-
related abilitiesof men and women.

Image 1. Social MediaasaTool toAdvance Women in Cardiology: Paving theWay for Gender Equality

Amplification of WIC voices + achleverments  Gender Discrimination namatives.
Hashtag acthviam ~ Dissemination of Gender inequality research

(Source: CJC Open Volume 3, Issue 12, Supplement, December 2021, Pages S130-S136)

Wherever women havegot opportunities, they have proved themsd ves. Women havenot lagged behind
men evenintheareasre ated to physical ability. Women have a so set new recordsin thefieldsof army and
sportst. Therefore, itisnot logical to seewomen only asweak or hel pless. Theinferior statusof womenisthe
product of socia system and not theresult of natural system. Thefeminist movement hashad moreor lessan
impact ond| typesof societies. Dueto thefeminist movement, the condition of women hasimproved alot and
many far-reaching results have a so been achieved. Variouslawslikeright to vote, right to educetion, right to
privacy, changein thelaw of marriage and divorce, ban on dowry and child marriage and awareness about
their rightshave brought revol utionary changesin the condition of women. Eventoday, the efforts of women
empowerment arebeing made by theadministration, government and non-government organi zations, which
haveyid ded positiveresultsand there are many possibilitiesin thefuture™. Today, theaim of feminist thinkers
isnot to makewomen equa to men but to accept the natural differencesand makefull useof their potential
and try toremovetheartificia inequalities established by the soci ety because the compl ete devel opment of
any society ispossibleonly by establishing gender equdity.

Conclusion

Regarding the devaluation of women, Alison Jager has said, “The male perspective of measuring and
transcending theworld has always been different. Aristotle, Kant, Hegel, Nietzsche etc. had deep doubts
about theintellectua andlogica capacity of women, but theliberal movement started in 1960 and from 1970
to 1980, most of the feminist movements were conducted to free women from the shackles of slavery”. The
woman who wasrevered and respected in the Vedi ¢ period isnot only theembodi ment of indomitabl e power
but isalso the complement of man. The changesthat have comein her with time, the voice against sexual
exploitation, immorality and atrocities are indicative of progress. Itis said in the Vedas, “She is a rare gift from
the creator, the mother, the power, theworshiper of devotion and faith, the biggest earth intheworld. She
deservesthefirst salute. Mother isthe priceless story of love. Mediaisthemirror of society inwhich the
society can introspect by seeing its reflection. Participation of women in print and electronic mediais
praiseworthy. Theway mediahas been cashingin on theidentity of women for the past few yearsispushing
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the soci ety into an endl ess abyss knowingly or unknowingly. M edia, the messenger of religious, virtuous
society, has strayed from the path of aguide and has entered the race of commercialism. Today mediahas
al so become commercialized. Today women are being displayed as an object for advertisements. During I|PL
matches, whenaplayer hitsafour or asix, the enthusiasm of the playersisincreased by displaying the body
parts of women. Indirectly, such display by mediashowsthe distorted mentality in the society, which gives
strength to crime in the society. Display of women’s body is seen in almost every advertisement of media.
Display of women’s nude body in advertisements gives the message of repulsion, not attraction. Rapes, sexual
exploitation etc. in the society is the result of this. The basic mantra of commercialism is “what is seen sells’,
that iswhy women areincluded in every advertisement. Infront of the human beauty of awoman, thewoman
isbeing colonized by thebody market. It isbelieved that womanisthe symbol of beauty. And abeautiful sght
pleasesthemind. But when beauty isbrought forward crossing dl limits, then it becomesasymbol of misery.
The development of any country’s society is possible only when the women of that country are respected.
Today, the media will have to be inspired to re-establish the Vedic image of “where women are worshipped,
there the deity resides” instead of the materialistic image of women.
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