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Movies and TV influence use of tobacco in India

Burean

Findings from a Mational Survey m India reveals that exposure to mass media may inpact the use of tobacce m India which
15 a major source of flness and death. The study revealed that dadly telewision and radio use 18 associated with higher
likkelhood of tobacco consumption amongst men and women, while daly newspaper use 13 related to lower likelthood of
tobacco consumption.

The study focuses on understanding the extent to which mass media use 15 related to tobacco use 1 India, grven that media
use may expose the andience to both pro and anti-tobacco content. The data in this study clearly demonstrate that use of
media 1z mdependently associated with tobacco use. More mmportantly, the differential associations of media types on
tobacco use suggest that the content i the media types vary and that this content hkely accounts for the differences m the
associations. Different media genres are likely to play different roles in tobacco use. Advertising and entertainment media are
more likely to be receptive to pro-tobacco content given the heavy promotion of tobacco use m advertising and meidence of
smoking i movies.

Initial research m India had found that specific media content such as media advertising 15 associated wath hugher smolang
rates and exposure to cigarette brand names or actors stoking on telewision have been found to be related to mcreased
youth smoking i India At the same tine, anti-stnoling messages delivered through the mass media have been shown to
reduce smoking in India Cultural traditions and social norms specific to India play an inportant role i tobacco use patterns.
Contrary to most developed nations, the use of chewang tobacco 13 widespread m India.

Dr Prakash © Gupta, Director, Healis-Sekhsaria Institute of Public Health, said India 15 the second largest tobacco
consumer i the world and iz expected to claim 1.5 million hves antally by 2020 Studies such as these will help in creating
awareness of the tobacco problem and help i finding solufions to curb tobacco consumption in India

Iz, Padimunt Somant, Director of Salaam Bombay Foundation sad, “Actors and celebrities have always been admired and
looked upon at, by the common man as role models, especially today’s youth whe idealize and witate them Thus if
celebrities could use their influence over the masses in a better way tmagine the impact it would generate arnongst yvoungsters
about the il effects of tobacco consumption”.

In conclusion, the research proved that mass media f used in the right way, can be successful i dizcouraging all forms of
tobacco use. Exposure to newspaper coverage on tobacco 1ssues has shown to be related to reduced smolung rates and
higher lewvels of disapprowal of smoking behawiors. Anti-tobacco mass media campaigns have alzso proved to be effective at
reducing smoling rates and increasing the percetved harm from smoling These campaigns are much stronger when media
commtnunications are combined with other strategies of tobacco control




