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CMS ENVIS Centre
CMS ENVIS is a premiere centre designated by Ministry of Environment 
and Forests (MoEF), Govt of India to facilitate information dissemination 
and further the cause of environment awareness and sensitisation. Since 
2000, it has come a long way to establish itself as a resource centre, co-
ordinating body and a centre for information dissemination through 
various print, electronic and new media. Today the centre reaches 
an overwhelmingly large no. of people through its various activities. 
CMS ENVIS quarterly newsletter “Green Voice” reaches thousands of 
individuals and organisations through hard and soft copies. The daily 
e-newsletter Green Media also widely circulated through e-mail. From 
time to time the centre also undertakes focused study of media coverage 
of pressing contemporary issues and translates that knowledge in the form 
of well-documented publications. 

CMS ENVIS also presents impressive on-line databases of approx. 70,000 
news items, around 2116 advertising agencies and over 1350 audio-visual 
programmes, 3869 weblinks along with 2189 environment filmmakers, 
124 plus environment print and electronic journalists. Besides this, the 
centre also engages itself into focused research studies and analysis of 
media coverage and trends on environment news. The centre has been an 
active and dynamic channel of reaching out to people through different 
mediums such as newsletters, publications, research studies, case studies, 
highly visited website etc. to build public consensus and a network towards 
environment conservation.

www.cmsenvis.nic.in
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Background
October 2nd, 2016 marked the second anniversary of the Swachh Bharat Abhiyan 
(SBA), a national campaign launched by the Prime Minister of India. The program 
broadly aims at achieving cleanliness standards in public places including academic 
institutions, health institutions, government offices, etc. Restructuring of the 
Nirmal Bharat Abhiyan (NBA) in many ways led to the development of Swachh 
Bharat Mission (SBM) which is highly distinct in nature, involving some important 
revised components such as, enhancement of unit cost of Individual Household 
Latrine (IHHL) from Rs. 10,000 to Rs. 12,000, increase in the share of central 
government to 75 percent in the IHHL incentive amount, share enhancement of 
funding related to activities falling under the category of Information, Education 
and Communication (IEC) to 8 percent of the total project funding etc1. Soon 
after the launch of NBA, it was quite clear that constructing toilets or provision of 
dustbins at public places is not enough, what we need is a behavior change. Post 
toilet construction, it was found that those toilets are being used as anything but 
for sanitation purposes. The Swachh Bharat Mission thereby tries to make the 
fundamental idea of ‘behavior change’ its focal point within which toilet usage is 
being given greater importance.  

Since its launch in October 2014, different stakeholders like the governmental 
agencies, civil society groups, commercial sector, and educational institutions 
have all come together and contributed into this massive program by way of 
cleanliness drives, construction of toilets, conducting awareness programs/ 
sanitation drives, etc in both rural and urban localities. Since the inception of this 
program, media (print, electronic and social media) has been playing an essential 
role in reaching out to people, spreading messages related to personal hygiene and 
sanitation, household solid and liquid waste management techniques. Interesting 
tag lines such as, “No toilet, No bride” are being used to promote the practice of 
using toilet for defecation. 

CMS ENVIS Centre, New Delhi is designated by Ministry of Environment, 
Forests and Climate Change (MoEF&CC) to facilitate information dissemination 
and further the cause of environment awareness and sensitization through media. 
Under the ‘Swachh Bharat Abhiyan’ CMS ENVIS studied and analyzed the 
extensive role of print media in spreading the need of the cleanliness drive. The 
following are the objectives of the study - 

1 http://pib.nic.in/newsite/PrintRelease.aspx?relid=109988 



2

To analyze the overall news coverage pattern of issues related to sanitation •	
under the national program of Swachh Bharat Mission.

To ensure the role and participation of the CMS ENVIS centre by disseminating •	
the media responses during the national cleanliness campaign through this 
analytical study.

To focus on minimizing the data gap with the compilation of diverse news •	
forms covered by the print media

Methodology 
The study adopted the following procedure for data collection and analysis:

Three prominent Hindi newspapers (Dainik Jagran, Hindustan and •	
Dainik Bhaskar) and three English newspapers (The Hindu, The Times 
of India and Hindustan Times) were reviewed over the three months 
period starting from July 1st to September 30th, 2016

The coverage of news, editorials, reports, featured articles, columns and •	
advertisements were reviewed on a daily basis for three months.

The categorization of news published, on the priority basis, on important •	
pages with given size of the space of the newspapers were also assessed.

Major Findings 
Overall, percentage coverage of ‘Swachh Bharat Mission’ is slightly higher 
amongst the English dallies (52%) in comparison with the selected Hindi dailies 
(48%). Total number of news related to Swachh Bharat Mission covered in Hindi 
and English dailies during the three months period starting from July, 2016 to 
September 2016 are 70 and 76 respectively. Out of the three selected Hindi dailies, 
Dainik Jagran is found to have the maximum coverage (66%), while 50 percent of 
the total coverage amongst the three major English dailies studied is published 
in the Times of India. In addition, as per 2014 data, circulation and readership 
of Dainik Jagaran is high in the states of Uttar Pradesh, Bihar, Jharkhand, West 
Bengal, and Haryana, Punjab and Uttarakhand 2.  

2 http://www.mruc.net/sites/default/files/IRS%202014%20Topline%20Findings_0.pdf  
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News Reports 
Table I, indicates that out of all the Hindi dailies, Dainik Jagran covered the 
highest percentage of information in the form of ‘News Reports’ (n=13) while 
SBM related news articles are hardly finds a place on the front page amongst the 
Hindi dailies. 

Table 1 Coverage of SBM news in Hindi dailies

Hindi Dailies Classification Total Number of 
News covered

News 
Report

Advertisement Front 
Page

Others

Hindustan 2 6 0 8 16

Dainik Bhaskar 4 0 0 4 8

Dainik Jagran 13 10 0 23 46

Total 19 16 0 35 70

Advertisements
Use of advertisements for communicating SBM related messages is seen to be the 
highest (n=13) in Times of India followed by Hindustan Times (n=12) amongst 
the three English dailies studied. Out of a total of 6 news coverage related to SBM, 
none was in the form of advertisement in the English daily, ‘The Hindu’ while 
fifty percent of the total was in the form of news report. Overall, advertisements 
related to SBM have been receiving significant space across all newspapers, both 
Hindi and English. 

SBM related topics which are disseminated through advertisements were mostly 
on topics such as, ‘keeping lanes surroundings clean’, ‘to stop open defecation’, 
‘use of toilet’, ‘not to litter in public places’ etc. However, other crucial aspects 
of SBM such as proper ‘solid and liquid waste management’ are not much 
prioritized. 

Table 2 Coverage of SBM news in English Dailies

English Dailies Classification Total Number of 
News covered

News 
Report

Advertisement Front 
Page

Others

Times of India 6 13 0 19 38

Hindustan 
Times

4 12 0 16 32

The Hindu 3 0 1 2 6

Total 13 25 1 37 76
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Others Page
Any SBM related coverage on pages other than the front page has been considered 
taken up in this section. As per the data, only the English daily, The Hindu has 
covered SBM related news on the front page, while SBM related news are covered 
on pages other than the front page on the remaining newspapers. Coverage 
on the pages other than the front page can be further classified into two broad 
categories/ forms namely, ‘news report’ and ‘advertisements’ (see the graph below 
for details).

Conclusion 
Needless to say that media plays a pivotal role in spreading awareness about issues 
concerning to sustainable development. Therefore, in order to achieve each and 
every aspect of the Millennium Development Goals (MDGs), there has to be a 
proper mechanism/ strategy in place through which crucial pieces of information/ 
messages gets disseminated to the general public. 

Coverage of news related to SBM has been the highest in Dainik Jagran (32%) 
amongst the Hindi dailies while the Times of India has the maximum coverage 
amongst the English dailies, nationwide. Overall, coverage of SBM related news 
has been slightly high amongst the selected set of Hindi dailies as compared to the 
English dailies over the three months period ( July – September). The data from 
our previous news coverage analysis amongst the same set of Hindi and English 
dailies suggest that SBM related news in 2014 had been published in a number 
of forms, namely as feature articles, columns, editorial piece etc. However, the 
present data show that the coverage has not been in any forms other than news 
reports and advertisements. Typically, any newspaper’s editorial board after a 
process of thorough contemplation comes up with a crucial topic/ issue on which 
the editor/ newspaper provides his opinion as elaborately as possible. Given the 
seriousness of the issue concerning the widespread practice of open defecation, 
SBM related topics finding some reasonable space on the editorial page then 
become essential. 
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