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Effectiveness of Health Care Service Sector related Public
Service Print Media Advertising in Tripura, India
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Management of the economics of public service advertising of health care service sector shall be followed very efficiently and
effectively by any nation proactive to human beings or society in general. In this context the main objective of this study is to
examine the effectiveness of Health Care Service Sector related Public Service Print Media Advertising in Tripura, India. This
study is mainly based on the primary and secondary data. Primary data collected through pre-tested questionnaire and
secondary data collected from the various sources like Published report, Web Articles, Journals and research report etc.
Percentage analysis through table, pie-chart, bar diagram, Chi square (x°) tests, Phi & Cramer's V Value and Pearson
Correlations were applied to test the research hypothesis with the help of SPSS. However, from the whole analysis of the study
it can be strongly concluded that the public service advertising related to advertising on health care service sector through
print media is effective and it is observed that all the study have provided some positive outcome and further expansion of field
study frequently basis may give more effective and efficient social wellbeing's.

Key Words : Effectiveness, Public Service Ad, Health Care Industry, Print Media.

Introduction: table, pie-chart, bar diagram, Chi square (xz) tests, Phi
In India Public service advertising related to health & Cramer's V Value and Pearson Correlations were
care service sector regularly carried out by the Central ~ applied to test the research hypothesis with the help of
and State Government. Some important health care ~ SPSS.

service sector related public awareness campaign are  Objectives of the study :

Dengue, Womer.l health, S.moking, .Swine Flu, HIV/ " The research works is an attempt to investigate the
AIDS, Don't drink and drive, Anti-Alcohol, Cancer,  effectiveness of Health Care Service Sector related

Polio, Typhoid, Thalassemia, Drinkingand smoking,  pyplic Service Print Media Adpvertising in Tripura,
Family Planning, Malaria, lodine salt, Immunization  [pdia.

forkids in government Hospital etc. Formulation of hypotheses :

To promote these philanthropic causes central and
state government spends lot of money every year but it
need to be measure that actually these public service
advertisement related to health care service sector
produces what nature of effective and efficient result.

Based on the objectives of thesis, the following main
hypotheses were formulated to know the association
between overall health care service sector related
public service advertising observation experiences
and general socio-economic characteristics of

Methodology: respondents in the study area.

This study is mainly based on the primary and A There is relationship between general socio-
secondary data. Primary data collected through pre- economic characteristics of respondents and
tested questionnaire with sample size 240 covering all overall health care service sector related public
districts in Tripura and secondary data collected from service advertising observation experiences in the
the various sources like Published report, Web Articles, study area (are associated).

Journals and research report etc. Comparative study of o
this research have been done through the assessment of '
existing research report, articles related to the literature
for the economics of public service advertising of
health care service sector. Percentage analysis through

There is relationship between general socio-
economic characteristics of respondents and
overall health care service sector related public
service advertising published in the print media
observation experiences in the study area.
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Literature Review:

In order to build up a appropriate perception of the
research problem recognition and to expand a
theoretical structure to carry out the assessment of
existing literature for the economics of public service
advertising of health care service sector from the
secondary sources, the following literature have been
reviewed.

Martin S (2016) article on Word-of-mouth in the
health care sector: a literature analysis of the current
state of research and future perspectives revels that
Word-of-mouth (WOM) might spread in networks and
influence large groups of people, stakeholder theory
further proposes considering Word-of-mouth (WOM)
as a possible way to distribute specific health care
recommendations.

Islam M., Sheikh S. (2016) study on college students
revels that in Korea students pay much more attention
on clarity of the emotional advertisements and found
more effective in changing people mind to quit
smoking and recommended that Government should
play vital role to select emotional ads and broadcast
frequently to reduce number of smoker and improve
health condition of its citizen.

Hinde S. et al. (2015) Concluded that Subject to the
accessible proof, the analysis on Modeling the cost-
effectiveness of public awareness campaigns for the
early detection of non-small-cell lung cancer
advocates that early consciousness movements in lung
cancer have the possibility to be cost-effective. In
addition to that the projected ordinary history model
presents before was unavailable to forecast of the
occurrence and speed of disease development in the
undiagnosed populace.

Hsu et al. (2012) study on Comparative costs and cost-
effectiveness of behavioral interventions as part of HIV
prevention strategies suggests that while individual
involvements are an attractive use of resources to raise
awareness, this may not translate into a cost-effective
impact on behavior change. The study found that the
extensive reach of public outreach events did not seem
to influence behavior change as cost-effectively when
compared with magazines or radio broadcasts.
Behavioral interventions are context-specific and their
effectiveness influenced by a multitude of factors.
Further analyses using a quasi-experimental design
would be useful to programme implementers and
policy makers as they face decisions regarding which
HIV prevention activities to prioritize.

Bora (2010) has mentioned that Promoting significant
social concerns which normally go ignored, public
service advertising is well thought-out to be one of the

most effective way to generate and nurture social
awareness and bring about a transformation.

Data Analysis, Results and Discussions:

General socio-economic characteristics of respondents
in the Study area.

Background :

This part mainly deals with the socio economic profile
of the 240 sample respondents from all districts in
Tripura, India. It is based on the analysis of field level
study data collected in the year 2017 and 2018. As
stated earlier, all districts in Tripura, India namely
West Tripura district, Sipahijala district, Dhalai
district, North Tripura district, Gomati district, Khowai
district, Unakoti district, and South Tripura district
were selected for the study. As the study is focused on
the effectiveness of the economics of the selected public
service advertising of health care service sector in
Tripura, India covering the area or subject matter like
the effectiveness of the economics of selected health
care service sector related public service outdoors
advertising, influence of health care service sector
related public service television advertising in
electronic media and its effect in pursuing the
announcement made for public cause in Tripura,
influence of health care service sector related public
service print media advertising and its effect in
pursuing the announcement made for public cause in
Tripura, overall reach of the recent government
sponsored health care service sector related public
service advertising among public in Tripura and right
media for telecasting the health care service sector
related public service advertising to make it more
effective, hence in this regard collection of the socio
economic profile sample respondents are essential.
Further, sixteen demographic variables and socio-
economic characteristics of respondents considered for
the study are gender of the respondents, age of the
respondents, education, category or caste, nature of
family, occupational status, marital status, resident
location, Public service advertising observation
experiences related to advertising on health care
service sector, Health care service sector related public
service advertisement telecasted in television
observation experiences, Health care service sector
related public service advertising published in the
print media observation experiences, health care
service sector related public service advertising given
in outdoor media observation experiences, family
monthly income, annual expenditure, land ownership
in area and types of property holding has been
discussed here.
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Gender of the Respondents:

Table 1 specifies that, most of the respondents were
male married (37.1%) and unmarried (33.3%). The
percentage of the female married and female
unmarried was 15.4 percent and 12.9 percent
respectively. The percentage of the Transgender and
Widow was 0.4 percent each.

Table 1 : Gender of the Respondents

Frequency | Percent Valid | Cumulative
4 y Percent Percent
Female -
Married 37 154 154 15.4
Female -
Unmarried 31 129 129 28.3
Male 1 4 4 28.8
Male -
Valid Married 89 37.1 37.1 65.8
Male -
Unmarried 80 33.3 33.3 99.2
Transgender 1 4 4 99.6
Widow 1 4 4 100.0
Total 240 100.0 100.0

Source:Field Survey

Age of the Respondents :

Table 2 specifies that, most of the respondents covered
in the research work were young respondents between
18 to 30 years age group (44.6 %), followed by middle
aged between 31 to 50 years age group were 35.4
percent. The percentage of Old (Above 51 years)
respondents engaged in survey was reasonably very
less (20.0 %).

Table 2 : Age of the Respondents

Frequency | Percent Valid [Cumulative
q v Percent Percent
Middle
(31 to 50 years) 8 354 35.4 35.4
Old
Valid | (Above 51 years) 48 200 | 20.0 55.4
Young
(18 to 30 years) 107 44.6 44.6 100.0
Total 240 100.0 | 100.0

Source:Field Survey
Education or Literacy Status of the Respondents :

From the Table 3, it reveals that nearly 34.6% of the
respondents had received educated up to graduation
level. 32.5 percent of the respondents had received Post
graduation level education. 17.5 percent of the
respondents had received Undergraduate level
education. 9.6 percent of the respondents had received
High school (11 to 12) level education. 2.9 percent of the

respondents had received Secondary/ Middle school
(6 to 10) level education. 2.1 percent of the respondents
had received Doctorate level education.0.8 percent of
the respondents had received Primary school (Up to 5)
level education. In total, practically 69.2 percent of the
respondents had received graduation and above level
of education out of the total 240 respondents.

Table 3 : Education or Literacy Status
of the Respondents

Frequency | Percent Valid | Cumulative
! y Percent Percent
Doctorate 5 21 21 21
Graduate 83 34.6 34.6 36.7
High School
(11 to 12) 23 9.6 96 46.3
MA.
Political Science 1 4 4 467
Valid Post Graduate 77 321 321 78.8
Primary School
(Up to 5) 2 8 .8 79.6
Secondary /Middle
School (6 to 10) 7 29 29 825
Undergraduate 42 17.5 175 100.0
Total 240 100.0 100.0

Source:Field Survey

Occupational status or Type of Job of the
Respondents:

Out of the total 240 sample size, it was found that 22.5
percent respondents were salaried from State
Government, 20.8 percent respondents were students
of different colleges and universities in Tripura, 19.3
percent respondents were self-employed covering
profession like private tutor, farmer, business men etc.,
18.3 percent respondents were salaried persons with
private companies,7.5 percent respondents were
retired persons from different organizations, 5.1
percent respondents were educated house wife4.5
percent respondents were salaried with different
Central Government organizations, 1.2 percent
respondents were educated unemployed. The same
can be noticed from the Table 4.
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Table 4 : Occupational status or Type
of Job of the Respondents

Health care service sector related public service
advertising published in the print media observation

Valid Cumulative s
experiences of the Respondents :
Frequency | Percent Percent Percent p p
Business 1 4 4 4 In health care service sector related public service
Farmer 2 8 8 13 advertising published in the print media observation
Home maker 2 8 8 21 experiences throughout the all study areas
House wife 3 13 13 33 respondents have Medium (5 to 10 Years) observation
House Wife 4 L7 17 50 experiences which is 43.8 percent, Low (<5 Years)
Housewife 3 13 13 63 observation experiences of health care service sector
NHM ! 4 4 67 related public service advertising published in the
NHM Contractual 1 4 4 7.1 . o .
e print media is 35.4 percent and High (11 Years and
Pensioner 1 4 4 7.5 . . .
above) observation experiences of health care service
Private tutor 1 4 4 7.9 . . .. . .
, sector related public service advertising published in
Valid Public 1 4 4 8.3 th . t d . 20 8 t
Retired Person 17 71 71 154 € printmedials 2U.6 percent.
Salaried - Central s 23 33 188 Table 6: Health care service sector related public
Government service advertising published in the print media
Salaried - Private 4 183 183 371 observation experiences of the Respondents
Salaried - State 54 05 05 50.6
Government Valid | Cumulative
Frequency | Percent
Self-employed 44 183 183 77.9 Percent Percent
Student 50 20.8 20.8 98.8 High
Un employed 1 4 4 992 (11 Years 50 20.8 20.8 20.8
and above)
Unemployed 2 8 8 100.0 L
ow
Total 240 100.0 | 1000 Valid| (<5 Years) 85 35.4 35.4 56.3
Source: Field Surve Medi
y v 105 838 | 438 100.0
. . .. . . (5to 10 Years)
Public service advertising observation experiences
related to advertising on Health care service sector of Total 240 1000 | 1000

the Respondents:

Overall, 47.5 percent of the respondents have medium
(5 to 10 years) Public service advertising observation
experiences related to advertising on health care service
sector, 32.5 percent of the respondents have below five 5
years (low) of Public service advertising observation
experiences related to advertising on health care service
sector and 20.0 percent of the respondents have high (11
Years and above) Public service advertising observation
experiences related to advertising on health care service
sector which is negligible and exceptionally less
throughout the whole survey areas from the total 240
samplesize.

Table 5 : Public service advertising observation
experiences related to advertising on Health care
service sector of the Respondents

Frequency | Percent Valid | Cumulative
! y Percent Percent
High
(11 Years 48 20.0 20.0 20.0
and above)
Low
Valid (<5 Years) 78 325 325 52.5
Medium
(50 10 Years) 114 47.5 475 100.0
Total 240 100.0 100.0

Source: Field Survey

Source: Field Survey

Figure 11: Health care service sector related public service
advertising published in the print media observation
experiences of the Respondents

240 Responses

Health care
service sector
related public

service
advertising
published in the
print media
observation
experiences
.High (11 Years
and above)
Low (<5 Years)
Medium (5 to
O 10 Years)

Source: Field Survey
By Dr. Dhananjoy Datta

Family Monthly Income of the Respondents :

In case of respondents family monthly income in all
the study areas majority was falling in Medium
(10,000 above-25,000 monthly family income) income
group which is 45 9percent, High (25,000 above
monthly family income) income group is 27.5 percent
and Low (Up to 10,000 monthly family
income)income group is 26.6 percent only. The same
can be seen in Table 7.
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Table 7: Family Monthly Income of the Respondents

Frequency | Percent Valid Cumulative
q Y Percent Percent
High
(25,000 above) 66 275 27.5 27.5
Low
_ (Up to 10,000) 64 26.6 26.6 54.1
Valid
Medium
(10,000 above 110 45.8 45.8 100.0
- 25,000)
Total 240 100.0 100.0

Source: Field Survey
Hypotheses analysis:

The important demographic profile and socio-economic
characteristics data of the 240 respondents from all eight
districts which were corresponding to Gender of the
respondents, Age of the respondents, Education or
Literacy Status, Occupational status or Type of Job,
Family Monthly income, Land Ownership in Area and
Types of Property Holding were cross-tabulated [Chi
square (X°) with the four main nature of observation of
Public service advertising observation experiences of
the respondents related to advertising on Health care
service sector, Health care service sector related public

service advertisement telecasted in television
observation experiences of the respondents, Health
care service sector related public service advertising
published in the print media observation experiences
of the respondents and Health care service sector
related public service advertising given in outdoor
media observation experiences of the respondents. For
this purpose, Chi square (X) was compared at 5% (0.05)
level of significance. If the p value is less than the alpha
value (0.05) then null hypotheses is rejected i.e. the
attributes are associated or related but if the p value is
greater than the alpha value (0.05) then alternative
hypothesis is accepted ie. the attributes are not
associated or related. The phi coefficient ranges from 0
to 1 with smaller relationships being closer to 0 and
larger relationships being closer to 1. Like the phi
coefficient, Cramér's V statistic ranges from 0 to 1, with
higher values indicating larger strengths of
associations, or effect sizes. Hence, Phi & Cramer's V
were calculated to know the effectiveness, as the
research objective is to examine the effectiveness of
public service advertising related to advertising on
health care service sector.

Table 8 : Important Socio-economic characteristics of the respondents from the study
areas were Cross-tabulated [Chi square (X’) tests] with Public service advertising
observation experiences of the respondents related to advertising on Health care service
sector and calculation of Phi & Cramer's V to measure the effect:

5 " 5% (0.05) level Phi &
SL Socio-economic s ' Status of
A P-Value | of significance | Cramer'sV :
No. characteristics 3 Effectiveness
Ho is Value
Gender of the . Strong and
L respondents 0009 Reested it Positive Effect
Age of the ; Very Strong and
. respondents L0 R it Positive Effect
Education or ; Strong and
g Literacy Status 0:001 ot o 20 Positive Effect
Occupational status . Very Strong and
¢ or Type of Job 0000 Rejecied -J68:6 o101 Positive Effect
5 e A T Rejected 256 & 181 | Positive Effect
income
Land Ownership in . Strong and
6 Ao 0.000 Rejected 343 & 243 Positive Effect
Types of Property ; Strong and
! Holding 0800 Rejevted #2258 Positive Effect

Source: Field Survey by Dr. Dhananjoy Datta

Interpretation : Table 8 depicts that all the selected demographic profile and socio-economic characteristics like
Gender of the respondents, Age of the respondents, Education or Literacy Status, Occupational status or Type of
Job, Family Monthly income, Land Ownership in Area and Types of Property Holding are significantly related
or associated with Public service advertising observation experiences of the respondents related to advertising
on Health care service sector. From the Table 8, it also appears that the strengths of associations or effect sizes are

very strong, strong and positive.
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Table 8.1 : Important Socio-economic characteristics of the respondents from the study areas were Cross-tabulated
[Chi square (X*) tests] with Health care service sector related public service advertising published in the print media
observation experiences of the respondents and calculation of Phi & Cramer's V to measure the effect:

. . 5% (0.05) level Phi & Status of
SL Socio-economic P X .
i P-Value | of significance | Cramer's V Effectiveness
No. characteristics :
Ho is Value
Gender of the . Strong and
: respondents 0..407 Rejecied 230:6 235 Positive Effect
Age of the ; Very Strong and
2 respondents 0.000 Rejecied 505 & 357 Positive Effect
3 Edneatiomor 0.097 Accepted | 297 & 210 | Positive Effect
Literacy Status
Occupational status . Very Strong and
4 or Type of Job 0. 001 ested 538 & 380 Positive Effect
g | HectgMontly | 4 gy Rejected 304& 215 |  Strongand
mncome Positive Effect
Land Ownership in ; Strong and
6 Area 0.000 Rejected 319 & 226 Positive Effect
Types of Property . Strong and
7 Holding 0.003 Rejected 350 & 247 Positive Effect

Source : Field Survey by Dr. Dhananjoy Datta
Interpretation: Table 8.1 depicts that all the selected demographic profile and socio-economic characteristics like Gender
of the respondents, Age of the respondents, Occupational status or Type of Job, Family Monthly income, Land
Ownership in Area and Types of Property Holding except Education or Literacy Status are significantly related or
associated with Health care service sector related public service advertising published in the print media observation
experiences of the respondents. From the Table 8.1, it also comes out that the strengths of associations or effect sizes are
very strong, strong and positive.
Pearson Correlations involving Public service advertising observation experiences and socio-economic
characteristics of the respondents:

Table 9 : Pearson Correlations involving Public service advertising observation experiences and socio-

economic characteristics of the respondents:

Public service He?“h care Health care '
) service sector ; Health care service
i advertising 5 service sector 3
Gender | Age of Educal observation e _pubhc related public secto_r related P”.bl'c ' Land
onor . A service : . | service advertising | Family Types of
of the the ; Marital | experiences : service advertising Fipiply Owner
Respond| Respond s it Status related to advemsemgnt published in the given in I_\v‘lomh\y shipin Propgrty
ents ents Y advertising on telecasted in print media ouldoor INCOME | “preq Hlokiing
Status Health care lelevisiqn observation media oh_servation
service sector obser}tatlon experiences EAp=EnGes
experiences
Gender of the " 9 - - " " "
Respondents 1 -398" | -.028 | -.272 -.288 -.282 224 -.228 -.290 .039 | -057
Age of the .. - - = = 5 & & e
Respondents | “°¢ 1 070 | 694 463 372 351 389 263" | 244" | 233
Education or - " R . " "
Literacy Status -.028 070 1 -012 168 .166° 155 129 .357 149 | .080
Marital Status | -.272" | .694" | -.012 1 299" 232" 231" 272" 204" | 092 | 145
Public service
advertising
observation
experiences > - 2 i “ “ " - = -
related to -.288 463" | 168" | .299 1 .805° 719 47 192" | 259" | .365
advertising on
Health care
service sector
Health care
service sector
related public
service
advertisement | -.282" | .372" | 166" | .232" 805" 1 695" 698" 97" | 239" [ 352"
telecasted in
television
observation
experiences
6
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Note:
**  Correlationis Significantat the 0.01 level (2-tailed),

*

Dhananjoy Datta)

Correlation is Significant at the 0.05 level (2- tailed) and Sample Size=240 (Source: Field Survey by Dr.

Table 9 : Pearson Correlations involving Public service advertising observation experiences and socio-

economic characteristics of the respondents:

) . Health care Health care
ngtc;:;x;:e service sector | service sector s:ri?ég]sceacrteor
Gender of ) observation Pl P el faeess p A related public . Land
th Age of the [ Education , A service service . Family Types of
° Responde | or Literacy Marital | experlences advertisement | advertising ROfYIg Monthly Owners Property
Responde Status | related to . i . advertising given| . hip in "
i nts Status advertising on 1eleca§tv_ed in publ!shed mthe tnttdoor il MO8 | anee Holding
television print media ;
Healthcare | . orvation | obsevation | ODServation
service sector experiences | experiences experiences
Health care service
sector related public
service advertising r i 3 Y . " I " 4 -
published in the print 224 351 155 231 .19 695 1 704 218 .256 274
media observation
experiences
Health care service
sector related public
service advertising - - " - - - " . - "
given in outdoor -.228 .389 129 .272 747 .698 704 1 158" | .288 319
media observation
experiences
Family Monthly & & & = = = e . -
income -.290 .263 357 .204 192 197 218 .158 1 .253 082
o Ox“r’:;““'p "l o039 | 244t | 49 | 092 259" 239" 256" 288" 253 | 1 | 330"
Typeig{;nrgpeny 057 | 233" | o080 | 45 | 365 352" 274 319" o082 | 330" | 1

Note: **, Correlation is Significant at the 0.01 level (2-tailed), *. Correlation is Significant at the 0.05 level (2- tailed) and Sample Size=240

(Source: Field Survey by Dr. Dhananjoy Datta)

Interpretation: Table 9 represent the Pearson
Correlations involving Public service advertising
observation experiences and socio-economic
characteristics of the respondents. It was found that
socio-economic characteristics of the respondents and
Public service advertising observation experiences
were very positively or negatively and significantly
correlated. Table 9 indicated that Gender of the
respondents were very negatively perfect and
significantly correlated with Age of the respondents,
Marital Status, Public service advertising observation
experiences related to advertising on Health care
service sector, Health care service sector related public
service advertisement telecasted in television
observation experiences, Health care service sector
related public service advertising published in the print
media observation experiences, Health care service
sector related public service advertising given in
outdoor media observation experiences and family
monthly income atl percent level. Age of the
respondents were very negatively perfect and
significantly correlated with Gender of the respondents
atl percent level and Age of the respondents were very

positively and significantly correlated with Marital
Status, Public service advertising observation
experiences related to advertising on Health care
service sector, Health care service sector related public
service advertisement telecasted in television
observation experiences, Health care service sector
related public service advertising published in the print
media observation experiences, Health care service
sector related public service advertising given in
outdoor media observation experiences, family
monthly income, Land ownership in area and types of
property holding atl percent level. Education or
Literacy Status were very positively and significantly
correlated with Public service advertising observation
experiences related to advertising on Health care
service sector and family monthly income atl percent
level and Health care service sector related public
service advertisement telecasted in television
observation experiences, Health care service sector
related public service advertising published in the print
media observation experiences, Health care service
sector related public service advertising given in
outdoor media observation experiences and Land
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ownership in area correlated at 5 percent level. Marital
Status were very negatively perfect and significantly
correlated with Gender of the respondents atl percent
level and Marital Status were very positively and
significantly correlated with Age of the respondents,
Public service advertising observation experiences
related to advertising on Health care service sector,
Health care service sector related public service
advertisement telecasted in television observation
experiences, Health care service sector related public
service advertising published in the print media
observation experiences, Health care service sector
related public service advertising given in outdoor
media observation experiences and family monthly
income atl percent level. Marital Status also very
positively and significantly correlated with types of
property holding at 5 percent level. Public service
advertising observation experiences related to
advertising on Health care service sector were very
negatively perfect and significantly correlated with
Gender of the respondent's atl percent level and were
very positively and significantly or highly correlated
with all other variable under study atl percent level.
Health care service sector related public service
advertisement telecasted in television observation
experiences were very negatively perfect and
significantly correlated with Gender of the
respondent's atl percent level and were very positively
and significantly or highly correlated with all other
variable under study atl percent level. Further, Health
care service sector related public service advertising
published in the print media observation experiences
were very negatively perfect and significantly
correlated with Gender of the respondent's atl percent
level and were very positively and significantly or
highly correlated with all other variable under study
atl percent level except education or literacy status
which is correlated at 5 percent level. Health care
service sector related public service advertising given
in outdoor media observation experiences were very
negatively perfect and significantly correlated with
Gender of the respondent's atl percent level and were
very positively and significantly or highly correlated
with all other variable under study atl percent level
except education or literacy status and Family Monthly
income which is correlated at 5 percent level. Family
Monthly income were very negatively perfect and
significantly correlated with Gender of the
respondent's atl percent level and were very positively
and significantly or highly correlated with all other
variable under study atl percent level except Health
care service sector related public service advertising
given in outdoor media observation experiences which

is correlated at 5 percent level and only there is no
relation with types of property holding. Similarly,
Land ownership in area were very positively and
significantly or highly correlated with all variable
under study atl percent level except Education or
Literacy Status which is correlated at 5 percent level
and only there is no relation with Gender of the
respondent's and Marital Status. Lastly, types of
property holding were very positively and
significantly or highly correlated with all variable
under study atl percent level except Marital Status
which is correlated at 5 percent level and there is no
relation with Gender of the respondent's, Education or
Literacy Status and Family Monthly income. Hence,
from these analysis and interpretation it is absolutely
clear that Public service advertising observation
experiences and socio-economic characteristics of the
respondents were significantly or highly correlated.

Figure 12 : Right media for telecasting the health care
service sector related public service advertising to
make it more effective

Right media for telecasting the health care service sector related public
service advertising to make it more effective

240 responses

225 (93 8%)
Electronic Media

225 (938%)
Print Media

226 (94 2%))
Outdoor Media

All of the above

Source: Field Survey by Dr. Dhananjoy Datta

Interpretation: Figure 12 noticeably signify that the
electronic media, print media and outdoor media is popular in
disseminating the public service advertising related to health
care service sector. All of these media contribution is
significantly required.

Figure 13 : Health care service sector related public
service advertising published in the print media is

Health care service
sector related public
service advertising
published in the print
media is

240 responses
150

121 (50.4%)
PR i)

54 (22.5%)
41 (17.19%) |

S50
20 (8.3%)

a (1i7%)

] -3 3 1 3
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Note: 1=Highly Ineffective, 2=Ineffective, 3=Neutral,
4=Effective and 5= Highly Effective Source : Field
Survey by Dr. Dhananjoy Datta

Interpretation: Figure 13 represent the respondents'
observation about the effectiveness of health care
service sector related public service advertising
published in the print media and it was ascertain that
50.4 percent respondents point out that health care
service sector related public service advertising
published in the print media were effective,22.5 percent
respondent point out that health care service sector
related public service advertising published in the print
media were highly effective,17.1 percent respondent
were neutral, 8.3 percent respondent point out that the
advertisements were ineffective and only 1.7 percent
respondent indicate that the advertisements were
highly ineffective which confirms the effectiveness of
health care service sector related public service
advertising published in the print media.

Figure 14 : Overall Public service advertising related
to Health care service sector is

Overall Public service
advertising related to
Health care service
sectoris

240 responses

150

117 (4|8.E%)

100
6s (zi7.1 %)

46 (19.2%)
s0 |

a(1.7%) B (3;3%)
. I o
1 2 3 a s

Note: 1=Highly Ineffective, 2=Ineffective, 3=Neutral,
4=Effective and 5= Highly Effective

Source: Field Survey by Dr. Dhananjoy Datta

Interpretation: Figure 14 shows the respondents'
opinion about the overall effectiveness of public service
advertising related to health care service sector and it
was found that 48.8 percent respondents mention that
overall public service advertising related to health care
service sector were effective,27.1 percent respondent
indicate that overall public service advertising related
to health care service sector were highly effective,19.2
percent respondent were neutral, 3.3 percent
respondent point out that the advertisements were
ineffective and only 1.7 percent respondent indicate that
the advertisements were highly ineffective which
substantiates the overall effectiveness of public service
advertising related to health care service sector.

Findings, Summarizations and Concluding
Observation : Chi square (X’) test, Phi & Cramer's V
analysis through Table 5.2.1 depicts that all the selected
demographic profile and socio-economic
characteristics like Gender of the respondents, Age of
the respondents, Education or Literacy Status,
Occupational status or Type of Job, Family Monthly
income, Land Ownership in Area and Types of
Property Holding are significantly related or
associated with Public service advertising observation
experiences of the respondents related to advertising
on Health care service sector. From the Table 8, it also
appears that the strengths of associations or effect sizes
are very strong, strong and positive. Table 8.1 depicts
that all the selected demographic profile and socio-
economic characteristics like Gender of the
respondents, Age of the respondents, Occupational
status or Type of Job, Family Monthly income, Land
Ownership in Area and Types of Property Holding
except Education or Literacy Status are significantly
related or associated with Health care service sector
related public service advertising published in the
print media observation experiences of the
respondents. From the Table 8§, it also comes out that
the strengths of associations or effect sizes are very
strong, strong and positive. Pearson Correlations
analysis and interpretation makes it absolutely clear
that Public service advertising observation experiences
and socio-economic characteristics of the respondents
were significantly or highly correlated. Hence, from the
whole analysis of the study it can be strongly conclude
that the public service advertising related to
advertising on health care service sector through print
media is effective and it is observed that all the study
have provided some positive outcome and further
expansion of field study frequently basis may give
more effective and efficient social wellbeing's.
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