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ABSTRACT

Utilizing YouTube as a platform for
promoting heal th schemes through advertisements
has proven to be a highly effective method for
reaching the intended audience. These
advertisements play a crucial role in educating,
creating awareness, and disseminating i nfor mation
about the advantages of various health schemes.
Notably, Ayushman Bharat advertisements are
featured on the YouTube channel s of both the Press
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INTRODUCTION

Launched on September 2018, Ayushman
Bharat Pradhan Mantri JanArogyaYojana(PM-JAY)
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isahedthcareinitiative by the Government of Indiathat aimsto provide health insurance coverageto 50
croresof peoplein need. It offersfinancial protection for medical expenses and promotesaccessto quality
hedthcare services. Itisacashlessand paperless program which covers both secondary and tertiary healthcare
services. Both Government and private hospital sare accredited to providethese healthcare services. There
aretwo mgjor components of Ayushman Bharat.

1. Pradhan Mantri JanArogyaYojana(PM-JAY) offersheal th insurance coverage to morethan 50 crore
people. It wasearlier a so known asthe National Health Protection Scheme. Thisscheme provides
coverage of upto Rs. 51akh per family every year and ensuring accessto quality heath services.

2. Thesecond component isHed th and Wellness Centers (HWC). The centersaimto transform primary
health centers and sub-health centersinto Hea th and Wellness centers. Thesecentersmajorly focus
on childbirth, non-communicablediseases, child hedlth, essentia health problemsand diagnostics.

Ayushman Bharat isaterrific sep to ensurethat no citizenisdenied accessto quality heathcare services.
Itisagood step towards achieving the Universal Hedlth Coveragein India(UHC). Inthe comparative study
of thistopictherearevariousaspectscovered such asitsvisud € ements, themessageddivered, itseffectiveness,
the communi cation Strategy applied on'YouTube platform aong with itsimpact on peopleand thusreaching its
target audience of both the channels.

Literature Review

The review article ‘Pradhan Mantri Jan Arogya Yojana-Ayushman Bharat’ by Vinoth Gnana Chellaiyan,
HanithaRgasekar and Neha Tangja (2020) had studi ed about the schemeand andyzed itspotentia to attain
universal hedlth coverageinIndia It aso stateshow outpatient services should bemonitored and how middle-
classfamiliesaretypicaly disregarded under these health insurance schemes.

The IOSR Journal of Humanities and Social Sciencestitled ‘Importance of Mass Media in Communicating
Health Messages: An Analysis’ by N. Naveena (2015) stated how mass media is an important medium to
reachtoitstarget audiencethrough socia media, television, or print. Sinceface-to-faceinteractionrequiresa
lot of human resources, hence using these mediumsto reach thelarger audienceisan effective step.

In the book “Effectiveness of YouTube Advertising: A Study of Audience Analysis’ by Paula R. Rodriguez
(2017) studieshow socia mediaisan effective medium and how easily one could anayze how many people
hasit reached, what to include and what not to through the comment section and if itisbeing perceivedina
better way or not. Thefeedback of the audience playsamajor role.

The article ‘Evaluating the influence of YouTube advertising for attraction of young customers’ by Milad
Dehghani, MojtabaK horram Niaki, Iman Ramezan and Rasoul Sali (2016) explainshow advertisingisuseful
if it reachesitstarget audiences. YouTube hasa so become oneof the best mediumsto disseminateinformation
to the public and people connect to it well. Thecreators could a so check theinsights of their content to see
if itisbeing perceived well by theaudienceor not.

The Asian Bioethics review article titled * Ayushman Bharat National Health Protection Scheme: An
Ethical Analysis’ by Vijayaprasad Gopichandran (2019) studies that the Ayushman Bharat scheme is one of
thelargest hedthinsurance schemesin theworld. Thisscheme helpsthe poor people not to worry about the
health expenses asthis scheme covers both secondary and tertiary healthcare services. However, thereare
someloopholesinit too which the Government should work uponimmediately so that the public could get
maximum profit out of thisscheme.

The book “YouTube: Online Video and Participatory Culture’ by Jean Burgess and Joshua Green
(2018) explainshow YouTube has becomeavery vital mediumto interact with the audience. With so many
optionsavailableinit, one could ensure eff ective communi cation takes place. One could a so ask questions
and get the answersthey wanted from the creators. However, one must be unique here, asthere are so many
videosavailableon thisplatform which makesthe user to quickly skip videosif they arenot finding the content
to beinteresting or worth their time.
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Objectives
1. Evaudingaudienceinteraction withAyushman Bharat advertisementsby examining metricslikeviews,
likes, and comments.

2. Asssngtheeffectivenessof both channel sin conveyinginformation throughvisua representationand
plot to effectively reach their target audience.

Hypothesis

H, TheAyushman Bharat advertisementseffectively convey their messagethrough well-crafted visual
representation and athoughtfully developed plot.

H, Noticesblevariationsinviewer engagement metrics(likes, comments, and views) areobserved between
the advertisementson both channels.

M ethodology

Themethodology used in thisresearch iscontent analysis of the Ayushman Bharat advertisementson
the YouTube channds. The Pressinformation Bureau (PIB) and Ayushman Bharat Nationa HealthAuthority
(AyushmanNHA) areidentified as YouTube channels. Data collected on the advertisementsinclude video
content, metadata(title, description, tags), views, likes, didikes, comments, and audience engagement metrics.
Thetop threevideosfrom both channelsare studied to assesstheir effectiveness and impact on theaudience.
The content isanayzed with different parametersof audio-visua production by developing acoding scheme
to categorize and anal yze the content of the advertisements. This could include themes, messages, visual
elements, tone, and target audience. Theaudienceengagement metricssuch asviews, likes, didikes, comments,
and shares are al so analyzed in the study. The advertisements uploaded on the PIB and AyushmanNHA
channdsarecompared by looking for differencesor amilaritiesin content, messaging, and audienceengagement.
Analysis

YouTubeChannd: PIB- PressInformation Bureau

Advertisement 1. Pradhan Mantri Jan ArogyaYojana- Ayushman Bharat

A farmer isshown living happily with hisfamily and then suddenly hefdlsill. All the health expenses
were quite high, leading to which they had to sell many things. Thenthe features of Ayushman Bharat are
shown and how the needy people could get help fromit. It a so shows how the schemewasimplemented and
how you can goto thelisted hospital, under the scheme, and get to know moreabout it. All thefeaturesare
written in Hindi and in white color font and with the color’s orange, green and white in the background
symbalizing theIndianflag. Theentire storytelling isdonewith asong madein Hindi to engagetheaudience.
A helplinenumber isalso mentioned to get more detailsalwaysintheend, alongwiththelogo. A few pictures
of our PrimeMinister helping the people area so shown. Theduration of the advertisement is2 minutes 19
seconds uploaded on 17th September 2019 and has 39K views, 611 likesand 24 comments.

Advertisement 2: Bimari sejudehar dar par vijay keliye- Ayushman Bharat Yojana(Hindi)

The 58 secondsadverti sement startswith avoice over by Indian Professional Badminton Player, Saina
Nehwal with ablack background and the dialogueswritten in white color. Nehwal speaksabout thevictory
of peopleintermsof hedth expensesand dl the hed th issuesthrough Ayushman Bharat-Jan ArogyaYojana.
Inthe description box of PIB socid medialinksof PIB aregivenfor further information. The advertisement
was uploaded on 19th September 2019 and has 3.3K viewswith 126 likesand 5 comments. However, no
replies to the comments enquiring about the scheme are answered by PIB in any of the advertisements
upl oaded.

Advertisement 3. Knockout all diseasesfor free- Pradhan Mantri Jan ArogyaYojana

Theadvertisement startswith World Champion, Mary Kom boxing in thering. She addresses how
people canknock out al ailmentsfor freethrough Ayushman Bharat Jan ArogyaYojana. Hel plinenumber is
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mentioned dong withitswebsiteat theend. Theduration of theadvertisement i s45 seconds and was upl oaded
on 17th September 2019 and hasreceived 2.8K views, 117 likesand 10 comments.

YouTubeChannd: AyushmanNHA - Ayushman Bharat National Health Authority

Advertisement 1: Everyonefrom kidsto elderly can get their Ayushman Bharat Health Account
#ABHANuMvber

The oneminute 45 seconds advertisement isentirely made of animations. It startswith apeon bringing
abunch of filesto ateacher at school. The peon asksfor what isan ABHA number to which the teacher
answershim asthat it istheAyushman Bharat Heal th account number and the briefshim about it. Important
pointsarehighlightedintheblack color. Also, thistimeAyushmanNHA went one step ahead with a so uploading
thesubtitlesin English sothat thereisno language barrier. Also, the entire processto obtain theABHA number
isshowninafew cutsso that onemay understand it clearly. Inthe end, a ong with thewebsiteaQR codeto
reach the website shot is also given leading to its easy accessibility. The pace if the video is good and doesn’t
seem lengthy, which hel ps peopl e to understand the message clearly. The adverti sement was uploaded on
22nd December 2022 and has 27K viewsalong with 215 likesand 3 comments.

Advertisement 2: Saveyour hedthrecordsdigitaly withABHA

In this ad an old man talks to a boy about how he couldn’t find his x-ray reports. The boy then suggests
the old man about how he can create hisABHA account and save hisreports, doctors prescriptions, and
other hospital documentsin phoneitself. The description box givesdetailed information about theABHA
account along withtheABHA website. Proper hashtags are used to gather moreviews. Theduration of the
advertisement is 1 minute 40 seconds and was upl oaded on 22nd December 2022 which hasreceived 18k
views, 99 likesand 4 comments. However again no enquiries of the audience has been answered in the
comment section.

Advertisement 3: Ayushman Bharat Health Account- ABHA for all

The advertisement startswith agirl watching asmall snippet of our Prime Minister giving aspeech
about theAyushman Bharat Digital Mission, on her laptop. Thegirl then explansabout theABHA number to
her father who asksabout it. All the dialoguesthistime arein English also thereare subtitlestoo in English
which does not fascinate the audience and creates alanguage barrier. The comment section has people asking
for the Hindi trandlation of it. However, soft music playing in background makes the dialogues more
understandableand doesnot divert our atention esewhere. Theadvertisement wasupl oaded on 31st December
2022 and has 15K views, 113 likesaong with 6 comments.

CONCLUSION

The analytical study of Ayushman Bharat advertisements in the YouTube channels of PIB and
AyushmanNHA hasprovided va uableinsightsin theperformanceand impact of it. Theadvertisementsddiver
themessagesin aproper way, with great visua representations, good background score, striking color schemes
and good animationswhich catch the eyesof theviewers. Different voiceoversare used to grasp the attention
and to not appear boring. The plot isgood which goesa ong with the entire process of showcasi ng how to get
the advantages of the scheme, whichisshown through animation to makeit easy for peopleto understand.
Thereisaso diverseengagement pattern between thetwo channel sadvertisements.

Thetopthreevideosof PIB intota havelessviewsthan that of AyushmanNHA. AyushmanNHA uses
animated charactersin their advertisementswhereas PIB usesthereal personto act and animationsintheir
background. PIB hasalso used two well know public figures SainaNehwal and Mary Kom yet theviewsin
thesetwo adsare comparatively low than that of AyushmanNHA ads, who have received more viewswithout
using any publicfigures even though PIB channel hasmore subscribers. Thereason could dsobethat al PIB
advertisementswere uploaded back in 2019 whereasAyushmanNHA advertisementswere uploaded in 2022.
Also, AyushmanNHA hasused agood number of relevant hashtagsunlike PIB. Thereisa so subtitlegivenfor
AyushmanNHA advertisementsin Englishif thedia oguesarein Hindi however, they havefailedto givethe
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subtitles in Hindi when the dialogues were in English, which wasn’t well received by the audience. In the
description box of AyushmanNHA thereisdetail ed information about theABHA account along with the
ABHA websiteand hel pline number isgiven. Thereisno such significant information rel ated to Ayushman
Bharat given except for thesocid medialinksof PIB. Thenegative point of both the channd sthat isobserved
is, both the channels haven’t replied to the enquiries of the public in the comment section, which they should
have madetheir priority. Also, thelikesand comments are quitelow on both the channelsin termsof their
views. Both the channd sshould promotetheir advertisements more so that they can bewe | received, leading
to more engagements and awareness among the audience on alarge scale. In conclusion, Ayushman Bharat
advertisement on both the channel s has proved to be effective meansto rai se awareness, however both the
channelscould bemoreactivefromther end. Thefindingsa so show thesignificance of usngdigitd platforms
to rai seawareness about any Government scheme and the areasto work upon during thedigital age.
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