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ABSTRACT 

This thesis explores the potential of community video for rural development work in India. It 

addresses the topic via a process-oriented approach, looking into the individual steps from the 

creation of a video until its dissemination. Considering it as a form of storytelling, it goes 

beyond research projects which are finite and only focus on the final product. Storytelling in 

urban settings has been studied with an emphasis on the individual. Development work 

however goes beyond the individual, aiming for a broader influence. Thus, community video 

was studied in the context of developmental organizations which create films along with 

groups. As far as empowerment as a necessary basis for development is concerned, the study 

analyzes whether community video fosters or even creates the feeling of empowerment. In 

order to do justice to both- the medium community video and the storytelling process of it, the 

aspects of empowerment were examined through narrative analysis of videos and 

ethnographic field research combined with interviews and discussions. The connections which 

were discovered between narrative elements and empowerment were discussed with 

production teams and audiences. These discussions revealed that the communities were well 

aware of the power of community video and saw it as a tool for increasing knowledge within 

their own groups. This knowledge encompasses informational content as well as experience-

sharing. It came to the fore that especially sharing has an empowering nature. The 

communities also see it as a mouthpiece to make the world aware of their issues and at the 

same time show society that they are capable of much more than what stereotypes suggest. 

The empowering effects of community video go beyond a simple feeling of empowerment 

and furthermore enable the communities to take action for their own progress. The field 

observations showed that with the help of organizations, the triggers for empowerment within 

the individual storytelling stages, from creation to dissemination, can be enhanced.  

Interviews with the heading organizations indicated that a balance has to be found between 

teaching techniques and contextual influence. This means that models for effective 

community video use can be useful but at the same time, the immense creative potential of the 

communities has be preserved. The very experience of creating something is the core of 

empowerment in community videos for rural Indian communities.  

 

Keywords: empowerment, participatory development media, community video, audiovisual 

storytelling, India 
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1. INTRODUCTION 

This thesis assesses the empowering qualities of community video as a tool for development 

in rural India. Development is not only defined by statistics and international indices. 

Development is becoming visible in progress taking place on a micro-level. In order to be 

able to endorse this progress, the origin of it has to be strengthened. The evolution 

development work underwent suggests that the source for change lies within the people 

themselves1.  

In early times of development work it was believed that putting money into the 

administration’s bank account would suffice; later approaches which seek exchange with the 

local communities came into play. When media entered the stage of development work 

something similar happened. First messages of what people could do to improve their living 

standard were undiscriminatingly broadcasted to whoever turned on the TV or radio; then 

more dialogic models were discovered. One of those is community video. Its qualities as a 

form of expression have mostly been explored in an urban context. Letting people not only 

tell their story, but create a piece which can be seen and heard by others makes their life-

stories more meaningful. In a rural scenario, the individual impact of community2 video as a 

channel for self-expression has been analyzed. Yet this individual focus neglects the 

storytelling aspect of it which provides a powerful background in a rural context. In rural 

areas where connections between people are much closer than in urban centers, telling a story 

is an experience which affects the group as a whole – the narrator and the listeners. What if 

this intrinsic quality of storytelling in a rural setting was combined with development efforts? 

Development work by supporting education and providing knowledge, by building roads and 

connecting the margins to the center, aims at the end of the day, for empowerment. 

Consequently, if community video is used as a means for development, it should do exactly 

this: empower people. This means going beyond what creative expression does to self-

perception. To be able to take action people need to have the knowledge and confidence to do 

so.  

Regarding community video as a form of storytelling aims to find out whether creating and 

sharing of videos can generate empowerment in a rural setting.  

                                                            
1 All aspects of the following account will be closer addressed in ch. 2 
2 In this thesis „community“ refers to groups of people who are either connected by geography or share a similar 

social background  
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But before looking at storytelling and its context more closely, the term ‘empowerment’ shall 

be explained.  

 

1.1.  About Empowerment 

Development media3 talks about personal qualities, such as developing confidence (Asthana 

2006: 39f.) and increasing a feeling of self-worth (Rahim 2012: 99) – indicating that it is 

individual feelings which lay the very ground for development. They are the basis for 

allowing empowerment to translate into actions. These can be a (re)gaining of “control over 

decisions and resources” (Kumar 2011: 91) or the ability to “talk back” (Everett 2009: 288) in 

the face of authorities or injustice. This suggests that empowerment is very closely related to 

power itself.  

Samia Rahim who conducted research on storytelling in Bangladesh draws to Kabeer (1994) 

and Luke (1974) to distinguish some general dimensions of power (ibid.: 100). She names 

three different kinds of power: power over, power with and power for. The participants in her 

research regard those as challenging each other. And indeed looking at the source of these 

different expressions of power, they appear to be different. Education and learning can give 

people power for being able to do something. Power can also be gained through the support 

from outside; combining one’s owns strength with the power of others. Being in a position of 

power can give individuals power over something or somebody. The examples introduced in 

the beginning of the chapter could be categorized under these dimensions. But when looking 

closely at examples from the fields of storytelling and development studies, it appears more 

likely that development efforts are especially effective when all three of these kinds of power 

spring into action.  

Projects on youth participation and media by the UNESCO (United Nations Educational, 

Scientific and Cultural Organization) revealed that power can be achieved with the help of 

others, by fostering networks (Asthana 2006: 44). Jo Tacchi’s various writings on storytelling 

for development in Southeast Asia also support the power of bringing people from different 

communities with same issues together, so that they can face the common challenges united 

(Tacchi 2009). Combining this strength intrinsic to communities with knowledge and skills 

enhances the ability to “participate in social, political, and economic processes” (Tacchi et al. 

                                                            
3 Development media in the context of this research is concerned with media outlets and tools which aim to 

create development, targeting the areas where development is needed. Such can be TV programs, radio stations, 

mobile information services or local media centers (see ch. 2)  
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2009: 575). As Rahim herself writes, working with others leads to self-reflectivity and can 

enable distancing oneself, seeing the own problems from a different angle (Rahim 2012: 99f.). 

Development studies support that enabling people who are subject to development to lift 

themselves up onto a position where they feel confident enough to design their own strategy 

(cf. Mefalopulos 2008: 59) makes development work more effective (Kumar 2011: 108). 

Hence empowerment is not only a feeling but a crucial trigger for development.  

As already becomes clear now, empowerment finds its strength in developing human qualities 

which enable progress from within. However what is not specified in Rahim’s text but 

nonetheless expressed by Kabeer in her book on women empowerment (1994) is the potential 

of this power from within. Different aspects of power are not outrivaling each other, like 

Rahim’s findings indicate, but derive all from the same source within communities.  

Taking this as a starting point, the present study believes that especially community video has 

the potential to increase empowerment from within, if not even create it. Accordingly the 

research question asks: Is audiovisual storytelling empowering in the context of rural 

Indian communities; and if so: how does it manifest?  

During the research, above mentioned aspects of empowerment as both individual feelings - 

such as self-worth, self-confidence and being able to talk back - and an objectively 

observable abilities - like being able to design an own strategy for development, 

participates and regaining of power in the face of authorities – will be revisited as indicators 

for empowerment.  

 
1.2. Approach 

Community video is a form of storytelling. To evoke an effect the stories we tell need to be 

good. They have to become “part of our tribe, our community” (Lambert 2013: 8) and 

penetrate deep into our culture, only then can they have a deeper impact. As a participatory 

development approach4 community video has the potential to become part of the communities, 

but only if it is “genuine” (Kumar 2011: 90). This points towards the question of finding out 

how originality in audiovisual storytelling in a rural context looks like. 

The research question names audiovisual storytelling as the subject of this study and not 

community video as such. Community video itself is a medium; while storytelling involves 

the communication and media-production process which surrounds this tool for development. 

In its practical application, Non-Governmental Organizations (NGOs) and research projects 

                                                            
4 see ch.2.5 on participation 
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are not only concerned with the final product, but also with the surrounding circumstance. 

Consequently it is the entire storytelling process which needs to be taken into consideration. 

This entails the creation of a story, the production into a media text, and the showing 

(telling) and simultaneous watching (listening) of the story.  

So far research has only briefly touched upon community video as a process (cf. Baulch, 

Watkins, 2008: 35 f.5). An extensive and in-depth study which investigates on community 

video in a comprehensive way which incorporates all of these aspects is still needed.  

 
Why the effectiveness of community video depends on the every single of these steps will be 

further elaborated in chapter 2. Here determinants and obstacles for empowerment within the 

context of India (ch. 2.6.) and participatory development work (ch. 2.4) will be identified. 

Furthermore an in-depth analysis of storytelling (ch. 2.3) will be presented. These obstacles 

and determinants are the junctions where empowerment can set in. Literature and former 

research can shed light on these determinants specifically important to the main research 

query. Thus, based on the summary of chapter 2, practically examinable research questions 

(ch. 3) will be defined as a structure aiding to answer the main research query.  

Coming back to the perspective of originality and practical application, two NGOs have been 

chosen as objects for this study. Abhivyakti and digitalGREEN represent possible community 

video approaches in India which aim for “mobilization” (Kumar 2014) and “transformation” 

(Abhivyakti 2012a). 

digitalGREEN is concentrating on the creation of educative and instructive video content 

relevant in rural environments, such as agricultural practices or health information. Abhivyakti 

is a training provider for the production of videos irrespective of topic, their videos hence also 

include the production of audiovisual narratives as tales of personal fate and documentary 

reports on issues unreported by mass media. Both claim to have identified the decisiveness of 

local interaction; blending them into already existing communication habits and structures6.  

Based on the findings from the literature review (ch. 2), the current state of the art on 

community videos shall give clues to the originality aspects and show whether indicators for 

above mentioned empowerment aspects can be found (ch. 5). The learnings from analyzing 

the final product will then be taken into the field, where the actual storytelling process will be 
                                                            
5 Baulch and Watkins conducted a community video workshop in collaboration with a development agency 

focusing on participatory models (PePP) in Indonesia. Their main focus was on the applicability of community 

video and individuals interacted with the medium in a creative way.  
6 cf. www.abhivyakti.co.in; www.digitalgreen.org/connect;  
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closer explored in an ethnographic fashion (ch. 6). Understanding the interplay of the 

communities’ background, the NGOs’ work and community video as a tool is best possible by 

seeing it in action. The suitability of ethnographic research will be further explained in 

chapter 6.2. 

The conclusions which can be drawn from field research in the communities will finally be 

analyzed with what had initially been identified as crucial sub-aspects and research questions 

leading through the study.   

If those aspects can be found in the process of storytelling and its ‘product’ community video, 

the overarching query whether community video is empowering can be answered ‘yes’. 

 
1.3. Significance of the research 

Development media is a fairly old field of research (Bruhn Jensen 2012), whereas audiovisual 

storytelling has sprung up only recently and much more knowledge is needed in this area. The 

findings will firstly fill the knowledge gap on community video as a process and secondly 

give insight in its meaning-making in rural communities in India. Understanding if and how 

empowerment through community video is achieved will contribute to the body of academic 

knowledge in the matter of effective development media work.  

Furthermore it sheds light on audiovisual storytelling as a newly emerging tool in the context 

of development efforts and can be valuable for development organizations in this field.  

What purpose has research – especially in the field of development – if its findings 

themselves do not contribute to it? Even though media studies are located in the rather 

theoretical field of social science, it is the aim of this study to serve a practical application. 

The need for this purposeful research is certainly given. As Vineet Kaul posits in his article on 

the current state of development media in India: “[d]evelopment communication initiatives 

can never be successful unless proper communication research is conducted before deciding 

on the strategy.” (Kaul 2011: 6). But most development organizations are involving a 

presumably costly “trial-and-error basis” (Gandhi, et al 2009: 3) in order to reach an effective 

approach. Thus, academic analysis, insight into existing processes and comparison between 

theory and practice are dearly needed. It goes without saying – especially in a country as vast 

as India – that “there is no precooked universal formula” (Kumar 2011: 91) applicable. 

However, a higher reflectivity in this matter could do good as it can give insights on how to 

adjust development work in this specific context. There have been a few very solution-

oriented approaches which are tackling the issue of development communication strategies for 

India. Some of them will be revisited in the following chapter. 
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2. BACKGROUND & LITERATURE 

When talking about development media, confusion may arise about its actual purpose. It can 

be used to create public awareness for development issues. Media in this sense are familiar to 

us in the form of big-scale advertisements or TV ads asking for public support on 

development campaigns. This study however is not concerned with society outside of 

development work and their relationship with development publicity media. Of interest in the 

following is development media which works with and in the communities where 

development is needed. To underline the claims made in the introduction, a short overview on 

this kind of development media in the Indian context will be given now. 

2.1.  Development Media in India 

Development media in India was set in place as early as 1956 with the launch of the nation-

wide station All India Radio (Das 2010: 7) and other local radio projects (such as e.g. Radio 

Rural Forums Project in Pune). This was followed by an expansion towards TV with the 

SITE (Satellite Instructional Television Experiment) in 1975 (Kaul 2011). However those 

(even if titled ‘community’ media by their developers) ‘mass’ media with their “top-down” 

approach (Kaul 2011: 3) reached a ceiling in their effectiveness and as well as in their 

popularity (Yadava 2011). Recently, more and more scholars point into the opposite direction, 

describing mass media’s significance as “largely misunderstood” (Mathur 2006: 60).  

The belief that mass media would pave the road to ‘salvation’ towards development is now 

considered a relic from an era which Srinavas Melkote and Leslie Steeves call the “pro-mass 

media bias” (Melkote & Steeves 2001: 58). It was thought that broadcasting educative content 

to the masses would eventually lead to ‘modernization’ and an improvement of the situation. 

Innovation and ‘good practices’ would “trickle down” (Melkote & Steeves 2001: 59) and over 

the course of time, diffuse across whole social systems. And indeed, mass media in India is 

able to reach out into far-off communities: Regardless of the poverty level, almost every 

household possesses a TV set which is in many regions even the main source of information 

(cf. Ramachandran, et al. 2006). Despite of this infrastructure, mass mediated ideas and 

practices were only adopted by very few people and rarely led to a general improvement of 

lives and livelihood (cf. Coldevin 1988: 225). 

As a recent reaction to this, programs based on modern digital technologies have been 

implemented. Research went with the trend. In the early years of development work academia 

wrote about mass media and its impact on development (cf. Schramm 1979; Das 2010: 5 f.); 

nowadays, research in this area mainly analyzes programs on mobile and internet 
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technologies: E.g. the information exchange between researchers and centers of knowledge 

with the rural communities via ICTs (Rao & Malhan 2008) and eChoupal (Basu & Banerjee 

2011); or the impact of mobile information services (cf. Choudhury 2011; Gandhi, et al. 2009).  

Even though technologies are not built on the assumption of automatic diffusion, and 

demanding more engagement from the people, these supposedly innovative approaches have 

proven to deliver rather poor results (Sharma 2010). Reasons for this could be that they are 

retrieve-based services without any personal engagement. Vineet Kaul’s overview explains: 

One-way communication, even if top-modern and adjusted to the villagers´ needs is not 

sustainable (Kaul 2011: 20 f.). While mass media is ‘pushing’ development towards their 

recipients, digital media requires its users to ‘pull’ the information out of the system.  

Going in line with Melkote’s & Steeves’ basic conclusion on development and media, the 21st 

century has clearly shown that media as a development tool is not sustainable just by virtue of 

its existence (Warschauer 2002). Both ‘push’ and ‘pull’ mechanisms are needed to make 

development media effective.  

In the digital age this means peer-to-peer interaction. The last decade has seen approaches 

which aim to incorporate new media with classic communication habits of local communities 

in developing countries. An extensive study by researchers from the USA and India had been 

conducted by Patel et al. in 2012. It strikingly points out the potential of agricultural 

knowledge sharing between farmers in a dedicated online forum (Patel, et al. 2013). Contrary 

to information disseminated down to them by experts, the researchers could identify an 

increased demand for experiences from fellow farmers. Simultaneously farmers enjoyed to 

share their knowledge.  

Knowledge-sharing if taken one step further is the basis for a ‘prosuming’ community (cf. 

Lim & Nekmat 2008) which simultaneously creates and receives. Here communication is “an 

objective of development itself” (Tacchi, et al. 2009: 582). In the case of media production as 

the very means of development a collaborative reciprocal communication process is needed 

instead of solely ‘informing’ everyone in a one-way sense (Kumar, 2011: 91).  

The epitome of this kind of communication has long been radio (Das, 2010: 7f.), yet this 

example is still only addressing one of the many senses which human beings use to make 

sense of the world. Adding visuals to the story has long been a rather expensive approach 

which was not feasible on a big scope. But in recent times some timid efforts towards the 

inclusion of video content had been made. Prominent examples here are participatory youth 
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media programs supervised by the UNESCO (Asthana 2006) and the Rockefeller Foundation 

(Dagron 2001) and the storytelling project Finding a Voice in Southeast Asia (Tacchi 2009)7.  

The progress which development media underwent suggests that foundations for a genuine 

development from the inside are laid.  

Furthermore development media made a transition from purely linear mass media into a 

communicative layout. This means media and communication are going hand in hand.  

Media-employing approaches must be based on communication and communication exchange 

which enables empowerment can best happen if facilitated by media tools.  

 
2.2. Empowerment for Development 

Community video production and its transmission is a communicative process; and like any 

communication it is subject to many influences. Especially when studying the effect of 

communication, one of the centerpieces of communication studies comes to the fore: The 

renowned ‘Lasswell formula’. “Who Says What In Which Channel To Whom With What Effect” 

derives from a opening statement Harold D. Lasswell used for one of his articles on 

communication, society and political power (Lasswell 1948). The question of effect has ever 

since been one of the core missions of communication and media studies. The assumption for 

the present case is that this effect is empowerment which manifests in different forms of 

power (ch. 1.1). The communities’ expectations on how this power should manifest itself in 

their lives might not match with the agencies’ intention. The same counts for the intended 

reaction of the audience; the purpose of the video for the producer may not be the same as 

for the recipient. This already points out the need for empirical research on all three (cf. ch. 4, 

5, 6). Communication studies have traditionally been concerned with this discrepancy. 

Richard Braddock names three different aspects here: According to him, communication and 

media content can either be directive, emotive or informative (Braddock 1958: 90). Looking 

at the intentions/expectations through the filter of Braddock’s perspective, they can be 

summarized under learning (informative + directive), awareness (informative + emotive), 

affectedness (directive + emotive) and finally encouragement/inspiration (informative + 

directive + emotive). The composition of these four shows that it is the combination of 

emotions and information which powers transformation. The NGOs’ chosen cater to those 

two aspects. However their different layout, somewhere between education and personal 

                                                            
7  Finding a Voice project (2006-08) was a research project conducted in Asia, in collaboration between 

Queensland University of Technology, University of Adelaide, Swinburne University, UNESCO and UNDP. 
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stories, indicates that conceptions on the purpose of community video are not uniform. In the 

context of storytelling, expectations and intentions play a role from the point where work on a 

video sets in until the moment when it is shown.  

 
2.3. On the Subject: Community Video &  Storytelling 

Community video is both, communication and media at the same time.  

As a medium, it addresses the eyes and ears of the communities and has greater chances to be 

impactful than for example radio. As a communication platform it serves the need to share 

knowledge and experiences in an interactive way; which makes it more effective then mass 

media. 

It is a grassroots form of audiovisual storytelling. And since Paolo Freire’s impactful writings 

on the underlying social mechanisms behind games of power and hierarchies (Freire 

1970/2005), it became apparent that stories are a tool against oppression.  

Storytelling is a fairly new concept in development work, but has proven to be successful in 

many different settings and audiences, e.g. health education (cf. Gubrium 2009), psychology 

(cf. Combs & Freedman 2012), school children (cf. Kam, et al. 2005; Nilsson 2010) or rural 

farmers (cf. Srinivasan 2012; Patel, et al. 2013). A major part of literature on storytelling is 

purely interested in modern-times digital storytelling (cf. Nilsson 2010; Meadows 2003) and 

mainly concerned with the individual level. Nonetheless some general effects of storytelling 

can be extracted from the learnings in those different fields. Storytelling’s therapeutic benefit 

has found its way into psychology, where it is seen as a useful tool to understand one’s own 

situation and overcome problems (cf. Combs & Freedman 2012: 1038). Being able to 

articulate one’s own story enables to stand up against duress from the outside (cf. Combs & 

Freedman 2012: 1040). It is the practical experience of creativity (Simnondson 2009: 68) 

which has the transformative effect of empowerment. (cf. White 1996: 7, table). Supporting 

the therapeutic connotation, Rahim cites one participant who experienced it as “incredibly 

cathartic” (Rahim 2012: 101) to tell one’s own narrative. 

But participatory approaches which work on a group level are taking it further than just an 

individual enterprise. As an immediate group experience, they can develop into “vernacular” 

modes of expression (Burgess 2006) and become a non-elite counter-piece to mass media; 

aiding the groups to move “away from the homogenization of community” (Srinivasan 2012: 

25). On the collective level, narratives can be enriching (Simondson 2009: 70) and healing 

(Cunsolo Willox, et al. 2013: 140). Heterogenic and creative stories which aspire to bring 

dignity (Rahim 2012: 101) to and awareness of the people living at the margins of society (cf. 
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Atton, 2001) can have the potential to “being valued as stories worth hearing” (Dreher 2012: 

160).  

Storytelling creates very personal involvement and can be a platform for knowledge-sharing 

in areas of society where access to information is difficult (cf. Tacchi et al 2009). Video 

production and dissemination by and for marginalized communities can counteract the lack of 

extension workers whose work is relatively fruitless because they have to cater to a big 

number of communities (cf. Coldevin 1988). By this new kind of ‘crowd-sourcing’ network 

knowledge is being gathered. When told in an (ideally) engaging manner to groups of people, 

scale effects (Asthana 2006: 44) can be obtained. Letting communities create and share their 

own media content, like videos, can thus not only lead to a wider spreading of knowledge, but 

possibly also to a deeper penetration of the information. 

On the background of the research projects and experience from the practice so far, two main 

purposes crystallized: community videos are either made to educate or as a therapy8.   

Within development work, storytelling has seen some projects on the creation of stories (cf. 

Lambert 2010) and the ‘listening’ part of storytelling (cf. Andrews, et al. 2009). The Finding 

a Voice Project (cf. Tacchi 2009) is one of the few studies which have elaborated on the 

effects of getting ‘a voice’ as individuals at the margins of societies. There has been no all-

encompassing study on storytelling as a process in the whole – which is regrettable as this 

partial analysis does not do justice to the subject.  

Communication is a process and so is its sense making by both, the individual and the group.  

In the following the process of storytelling and some exemplary studies will be presented on 

the background of empowerment as described in chapter 1.1 and their applicability in the rural 

Indian context will be assessed. It is argued that each stage has its own potential to create 

empowerment. Where the challenges and opportunities lie in the individual stages is best 

evaluated by perpetually returning to the aspects of the Lasswell formula. Identifying these 

key challenges and opportunities helps carving out the potentially empowering aspects of 

audiovisual storytelling (cf. ch. 3). 

 
                                                            
8 This is not to be mistaken for what Ying Li (2008) in her paper on video storytelling identified as therapy and 

advocacy-based. She is rather only referring to the common two-folded division of media into either marketing 

tool to endorse public support for development efforts, hence: advocacy or a means of empowerment where 

people are encouraged to tell their “individual and collective histories” (Li 2008:12) in a therapy approach. As 

mentioned already in chapter 2.1 this differentiation is not helpful for the present case which is exclusively 

investigating on the empowerment aspect. 
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2.3.1. Story-creation: The NGO’s influence 

Stories are there to “convey (…) lived realities” (Rahim 2012: 102) and to tell inspiring 

stories can “enable aspiration to emerge from within the community“(Srinivasan 2012: 27). 

Arjun Appadurai in his essay on the power lying within culture (ibid 2004), argues that 

aspiration as a cultural expression has an outstanding importance. For this aspiration to 

emerge, stories should be told in a way which the storytellers and audience are most 

comfortable with. Creating a sense of familiarity and recognition and focusing on what the 

local culture offers can enhance the impact of the message conveyed (Coldevin 1988: 277). 

This means both to literally produce content in the local dialect and also to use familiar 

audiovisual parlance. In 1972, the UNESCO for example used this idea and included folk 

media to convey information on family planning (Kumar 2006: 94). Faye Ginsburg (1991) 

implies that the incorporation of indigenous media will occur automatically. Thus attention 

has to be paid to the things which are coming naturally to the community. In addition informal 

learning due to the daily exposure to mass media like TV and Bollywood can influence the 

way in which videos are being produced.  

How communities come up with their own stories depends also on the NGOs’ approach. They 

most likely have their own sense of how to turn a story into an audiovisual narrative and thus 

influence the communities in the process of story-creation. On his account of the Finding a 

Voice Project was conducted by the UNESCO from 2006 to 2008 in Southeast Asia, Tacchi 

describes the great emphasis put on journalistic criteria (such as e.g. the 5 Ws: where, when, 

who, what, why (Watkins & Tacchi 2008: 17) in order to facilitate content creation. Even 

though including these 5 key questions is a probed and successful concept in media, it must 

not necessarily prove practically useful to rural communitites. Most of the research in urban 

spheres draws onto examples where stories are predominantly retrospective and often partly 

composed of photographs with little immediate references (cf. Gubirum, 2009: 188; Dreher 

2012: 158). The strategy of including additional media as an element in the community films 

might present itself differently under rural circumstances.  

Designing a strategy to ensure that local production teams are able to develop their own kind 

of story (Burgess 2006) 9  which engages their audiences can bear great potential for 

community video as a means for empowerment. As the examples mentioned show, depends 

on the narrative elements introduced by the agencies.  

                                                            
9 this will be analyzed during research on existing community videos in chapter 5, also see RQ3 in chapter 3 
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In addition local communities have their own ideas of what material and content they want to 

share. There is tension between the two.  

On one side external, facilitators such as NGOs are needed to introduce community video and 

the technicalities of it. On the other hand it is locally owned programs (Watkins, Tacchi 2008: 

vii) which are most effective. The basis for this study is the idea that instead of creating 

confusion, development work should facilitate and channel their stories which will touch 

upon “all possible aspects of their lives” (Simnondson 2009: 68) in such way that it has the 

deepest impact on both, the producers and the audience. On these grounds practical examples 

of NGOs who serve as media training platforms have been chosen for this study. Their layout 

will be presented subsequently in chapter 2.5. 

Applying Lasswell’s formula here aks what kind of a story is being told – is it lived realities, 

tangible issues like health or climate change, or is it a purely personal story? It brings in the 

authority of agencies (who says) and their approach to facilitate the finding of a story. 

Furthermore mass media and traditional forms of storytelling influence what communities 

consider as an appropiate form to tell their story (which channel).  

 
2.3.2. Story-production: Know-how for development 

Especially in the land of Bollywood, film is surrounded by an almost mysterious aura. Media 

is a looked up to and working in this industry is seen as a great achievement. The common 

audience and people outside the media industry are usually left wondering about how movies 

or TV shows are actually created. “[D]emystifying” (Watkins & Nair 2008: 76) media 

production by making them part of regular village activities and turning villagers into active 

‘prosumers’ (Burgess 2006) of their own media content can significantly add to the feeling 

of empowerment. Knowledge about media technology has long been seen as something 

reserved for the upper class in India, just as it had been the case with reading and writing (Das 

2009: 66). But being media-savvy in general bears tremendous potential for social change 

(Mathur 2006: 59 f.). In the production stage, alone the process of editing the videos and the 

perpetual cross-checking if the message is conveyed correctly can lead simultaneously to an 

internal process of understanding the meaning of one’s own story (Lambert 2013: 66 f.). This 

distant view can, as mentioned earlier (ch. 1.1), empower to articulate one’s issues better. In 

community video, like in digital storytelling (cf. Lambert 2010; Meadows 2003; Watkins & 

Nari 2008), lay people are taught “a specific, simple and accessible media technique” (Dreher, 
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2012: 160). Thus urban oriented approaches which are restricted to a digital angle, like the 

Center for Digital Storytelling (CDS)10 are not very helpful in a rural context. ‘ 

Digital media is undeniably on its way into rural India, but digital media penetration is still as 

low as 17% in rural and slum areas (IAMAI 2013). This suggests that including digital media 

into storytelling would add yet another tool which the communities would have to become 

familiar with. However, whether to include new media formats and aesthetics depends on the 

communities’ ability and willingness, thus a “basic level of 'digital literacy'” (Watkins & Nair, 

2008, p. 76) is essential11. Even though Tacchi et al.’s research in the Finding a Voice project 

has shown that there is a great potential in genuinely creative cross-media content, this still 

requires the existence of a community centre with access to new media technologies. 

Audiovisual media, like TV, in contrary has been part of rural media use since long. It will 

thus most likely be easier for them to think about how to tell a story using visuals and sound 

than thinking about how to create a story for facebook or youtube. 

The style in which community videos are told is an aesthetic effect and thus the essence of the 

Lasswell formula. It is determined by the the medium community video (channel) which is 

produced and shared by the communities.   

 
2.3.3. Story-telling: Sharing is caring 

Looking at all the literature which has been written about how to tell a story, the actual 

telling-listening relationship goes by the board. This however is crucial as Lambert, drawing 

to artificial intelligence theorist Roger Schank, points out: The learning opportunity which 

storytelling entails does not only happen to the one listening, but also – or even more so – has 

an effect on the one telling it (Lambert 2013: 66 f.).  

Sharing the own story means to connect with others in a similar situation in a casual setting. 

(Sanchez-Laws 2010: 360). As mentioned before, studies conducted in urban (cf. Sanchez-

Laws 2010; Meadows 2003) and rural (Tacchi et al. 2009) settings focused mostly on the 

individual experience. Yet especially in rural environments, narratives can be an 

“empowering […] way to celebrate the individual and the collective” (Cunsolo Willox, et al. 

2013: 140). Literature on narrative research advocates that the strength of stories as a 

community experience lies in the “collectives’ potential to make changes” (Andrews, et al. 
                                                            
10 The CDS has since the 1990s been very influential both, academically and professionally in the field of 

storytelling; texts by its founder can be found in the appendix (cf. Lambert 2010 & 2013)  
11 The ability to assess and create media content has found its way into social research under various terms such 

as “media literacy” (cf. Livingstone, 2004; Lim 2008) and “Digital Divide” (cf. Warschauer, 2002).   
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2009: 7). Drawing once more to Melkote & Steeves and the development perspective, it 

becomes clear that this relationship between the individual and the group is a vital feature. In 

their summary they advocate that empowerment has to start with the individual in order to 

then draw bigger circles up to a community level (Melkote & Steeves 2001: 354). This stance 

is supported by literature on participatory development media in general (cf. Tufte & 

Mefalopulos 2009: 8). Therefore it can be said that whether the one telling a story is an 

individual or a group can influence the impact. 

Community video allows telling stories in a give-and-take manner, seeking response from the 

audience. Who this audience is can be of great importance to the empowering impact of the 

video. Many examples from a digital background take the fact that the stories are aimed 

towards the distribution to a broader public (namely the internet) as a given (e.g. Meadows 

2003). For a modern-world actor, like NGOs, approaching a worldwide audience might go 

without saying, as various examples show (e.g. Fulwiler & Middleton 2012; Gandhi, et al. 

2009). Yet interesting in this regard is if the communities, where digital media does not yet 

play such an important role (Worldbank 2012a), are giving the internet as a forum for 

presenting their stories equal importance. Melkote and Steeves (2001) see a connection 

between actual exercise of social power and empowerment. This implies that stories could 

have a greater impact if told by or to people in positions of power. Problematic here is that 

early movers who dare to be the first to tell their story are not by definition those who are in 

the possession of actual power. And in addition, if it would always be the heads of village 

councils or similar who engage in such participatory approaches, development work would be 

quite easy: one would simply have to target those key positions.  

Thus, coming back to Lasswell, it needs to be explored where the story is being told (in which 

channel), who is telling it and what audience the story is designed for (to whom). 

 
2.3.4. Story-listening: The audience’s attention 

“Stories are shaped by their listeners” (Andrews, et al. 2009: 6) and for creating change from 

within, the interaction between the producers of the story and their audience is vital. It is the 

dialogue between learners which enables self-help (Asthana 2006: 44) and thus asks the 

audience to participate in a feed-back process (cf. Dagron 2001: 63). This bears potential for 

empowerment. The communication between tellers and listeners from the same background 

adds to the credibility – and hence impact – of the stories (Coldevin 1988: 226). Nonetheless 

this does not mean that participation and exchange restricts the audience is exclusively to the 
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community itself. Although in “community communication” (Kaul 2011: 9) it is the 

community who initiates the discourse the audiences of those stories can be different. They 

can comprise various stakeholders, such as governments, donors or civil society (Tufte & 

Mefalopulos 2009: 3). Therefore it is vital to remember that “not all stories are suitable for 

distribution outside of the immediate community” (Watkins & Tacchi 2008: 19) and not all 

those different stakeholders have to participate in dialogue right away. From the perspective 

of empowerment, it is interesting to investigate whether an actual feed-back element is in 

place; and if yes, with whom.  

Returning to Lasswell and in connection to the previous stage of storytelling, it is again 

channel and audience (who) which are decisive factors as they are determining each other and 

thus have an influence on the effect of the videos. 

2.4. Storytelling for empowerment  

It can conclusively be said that theoretically community video as a media approach would be 

fit to ignite empowerment from within. Audiovisual storytelling is affecting communities on 

both ends of the communication model: during the process of the making and of reception. A 

story comes alive in the head of its creator and stays in the minds of its audience.  

Looking at the academic and practical literature reviewed, it became clear that only 

concentrating on one end of the storytelling process is not holistic enough. Inspired by the 

Lasswell formula, certain aspects became prominent which need to be considered when 

investigating whether audiovisual storytelling is empowering. They can be seen as as 

possible junctions where empowerment can happen and be structured along 3 dimensions.  

Why is the video being made - what apart from the purpose - are the intentions and 

expectations?  

How is the story found, the video produced, the issue told12? 

Who is the source of the story and produces the video, is the actor and the audience? 13 

The research query is asking whether audiovisual storytelling is empowering in the context 

of rural Indian communities. Like there are strengths and weaknesses in the theory of how 

to approach those two ends, so are there obstacles and related circumstances in the practical 

surrounding. This is concerning both the agencies who initiate this kind of work and the 

communities which it is designed for. In order to comprehend the context of this research 
                                                            
12 What exactly the videos are about, meaning their topic is of less interest in this research, a broad overview on 

the subjects available is ensured by the selection of the videos subject to the narrative analysis (ch. 4.2) 
13 A detailed overview on the aspects analyzed can be found under appendix 1 
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table1: 4 different stages of participation (on the basis of: Tufte & Mefalopulos 2009: 6) 

passive 
participation 
(stakeholders receive 
training/information) 

participation by 
consultation 
(experts ask questions) 

participation by 
collaboration 
(primary stakeholders 
discuss with experts) 

empowerment 
participation 
(all stakeholders and 
experts are equal) 

question fully, some background knowledge on rural Indian communities and participatory 

development work is indispensable. Once this relationship is understood the main research 

query can be formulated into sub-questions appropriate for the practical research (ch.3).  

 
2.5.  On the Circumstances: Participation & Hierarchies 

The example of Finding a Voice and others mentioned previously suggest that development 

communication is moving towards more inclusiveness, more participation and more personal 

support. Those approaches are supposed to be much closer to the communities based on 

“horizontal knowledge-sharing” (Melkote & Steeves 2001: 349). However hierarchies and 

questions of power are still in place (cf. Everett 2009: 293) and each agent – be it an 

organization or a researcher has its own agenda.  

Thomas Tufte and Paolo Mefalopulos (2009) present that in a “participatory model” the 

community aims for individual behaviour change from within.  

Yet “participatory approaches and participatory communication approaches are not the 

same” (Kaul 2011: 8); and both academia and practitioners offers different interpretations of 

what can be considered. Ying Li argues that effective participatory development work is 

“premised on the creation of a […] collaborative relationship between the facilitating 

professionals and/or institutions and the participating individuals and/or communities.” (Li 

2008: 23). This participation by collaboration is leading to a solution-oriented, “instrumental 

participation” (White 1996: 7 table) where both parties have to be involved actively. 

  

But how can “actively” be interpreted? Drawing onto Tufte & Mefalopulos, 4 different stages 

of participation can be identified and are presented in table 1 (ibid. 2009: 6). The higher the 

participation level, the more equal the relationship between agencies and communities, the 

closer development work gets to its eventual goal: empowerment.  
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Various research projects were born out of this lack of organized development work 

concerned audiovisual storytelling (cf. Srinivasan 2012; Tacchi 2009). Since they were 

created in order to gain knowledge, they all incorporated the voices of the communities and 

their experience with the medium. However, as Tacchi (2009) points out, it was rather the 

researchers’ wish to see what happens if modern technology is brought into places at the 

margins.  

Demanding an effort from both offers tremendous possibilities of learning for development 

agencies by using communication as a mean to overcome the “knowledge gap” (Melkote & 

Steeves 2001: 67) between experts and the local communities. For this to happen, 

communication between stakeholders and communities needs to be an eye-to-eye-level 

sharing-basis. Only if agencies listen and learn while they let the communities talk for 

themselves can development work be more sustainable. Participatory approaches should allow 

to articulate problems and organize solutions on a mid- to long-term basis (Tufte and 

Mefalopulos 2009: 5).  

Assuming that development work is meant to be sustainable, one would expect community 

video approaches to aim for a self-sufficient video production unit where, after the hand-

holding process, independent video production is being continued. Some research projects - 

even though advocating co-creation – are in the end describing a guided process, in which the 

storytellers actually do not have to produce the content, but only create the story (e.g. 

Spurgeon et al. 2009). But empowerment also implies detachment (cf. Kabeer 1994) and 

communities might wish to become independent and use this new tool on their own accord. 

And indeed, some projects aimed for that. The Finding a Voice Project which used “local 

participatory content creation” (Tacchi 2009) in collaboration with local groups was intended 

to create self-sufficient media production units. However, the project ended after 2 years. 

Finding a voice has certainly found its fame due to the absence of similar research projects14 

and a considerable portion on academic literature concerning storytelling and development 

derives from its findings. One cannot resist but notice a colonial taste in those projects which 

                                                            
14 There are long-term projects which work on storytelling but they are restricted to an urban environment (e.g.; 

USA: CDS (Lambert 2010), Australia: ICE (Dreher 2012), ACMI (Simondson 2009)). The few organizations 

using this approach in rural areas are mostly located in the Americas and Oceania (e.g. Peru: CESPAC (Coldevin 

1988); Mexico: PRODERITH (Coldevin 1988); Australia: CAAMA (Ginsburg 1991)). Long-term projects in 

India are mostly attached to already existing organizations which often have a different agenda but incorporate 

community video into their make-up, e.g. Teach for India incorporates media education projects in their work (cf. 

www.teachforindia.org) and videovolunteers is an NGO focusing on rural reporting (www.videovolunteers.org) 
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happen on a short-term basis: Researchers come, do their work and then leave the community 

– in the best case – with their tools. Thus no long-term conclusions on slow effects such as 

development could be drawn. Here, a problem which by Schramm pointed out already 40 

years ago is still persisting: Studies have mostly been a “one-shot” (Schramm 1979: 17).  

Not much has changed since then. Research is perpetually concentrating on pilot projects, 

ignoring the change which has (or has not) been brought in their aftermath in the long-run.  

The current state of academia on the matter of storytelling in rural environments indicates 

clearly that it is imperative to investigate whether the NGOs truly represent a case of 

empowerment participation (see table 1).  

It is possible that empowerment happens immediately during the production process already, 

but it can also be that the feeling of being empowered only settles in after the video had been 

shown to an audience. With every day of experience the learning curve goes up, so analyzing 

organizations which have been doing this for longer offers more insight on the long-term 

effect of their work and the communities’ experience. The basis of this study will therefore be 

two organizations in India which have been established since several years.  

 

2.5.1. Abhivyakti & digitalGREEN  

Both organizations claim to work as facilitating agents, which theoretically limits their 

influence on content while helping communities articulate themselves and their problems. 

They represent examples of how the audiovisual storytelling approach can be used in the 

country of interest, India. At the same time, their strategies seem to serve the purpose of 

storytelling identified previously: therapy and education. Furthermore the advantage of 

utilizing the chosen organizations is that a vast territory can be covered. India is a diverse 

country and if valid conclusions are to be drawn, different regions have to be analyzed.  

Having said that, Abhivyakti and digitalGREEN are working with slightly different 

approaches. 

digitalGREEN is a NGO whose aim it is to promote livelihood-improving practices for 

villagers in India15  through  participatory video production and dissemination. Established in 

2007, the organization started off in with a clear focus on agriculture but has gradually moved 

to other related areas such as health and nutrition. The aim is to increase the effectiveness of 

development work in those fields (Kumar 2014).  This organization is very effect and impact-

                                                            
15 Since 2012, digitalGREEN is also active in the sub-Saharan region (digitalGREEN 2012) 
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oriented, as for example visible in the tracking bar which appears alongside every video, 

tracking the adoption-rate of each practice. digitalGREEN takes the role of a facilitator who 

provides a media platform and video production training tools for organizations16 who are 

working in the rural areas. A positive relationship with the topics of the story and a close 

rapport between storyteller and audience are the pillars of successful storytelling. 

digitalGREEN has been chosen as an example because it is expected that talking to their 

communities will give further insight on how those two aspects could be approached 

Abhivyakti means expression and like digitalGREEN, Abhivyakti is a “media support 

organization” (Abhivyakti 2013) which serves as a platform for expression for individuals, 

organizations and movements who are engaged in the social transformation process” 

(Abhivyakti 2012a). The NGO is occupied with the thematic of education through media and 

teaching of media skills. Initially, when established in 1988, Abhivyakti focused on video-

training, but learned that this involved a great physical effort of transporting transmission and 

training equipment (Paranjape 2014; appendix 6.1). Therefore the media support shifted to 

media education through other forms of mediated expression, such as puppets, Theatre of the 

Oppressed or street plays. Abhivyakti is thereby theoretically equipped to combine traditional 

storytelling methods with new media approaches when creating audiovisual stories. With the 

advent of easy-to-use, light media production equipment, the organization now again 

concentrates on video production with the aim to generate “media and communication 

resources which can be used in day-to-day work” (Abhivyakti 2012b). The organization had 

been chosen as part of the sample due to this possibility of including a value-adding element 

in the audio-visual production. 

Till date the entire area of participatory video as a tool for empowerment is an arena of “trial-

and-error” (cf. Gandhi, et al. 2009: 3). Ideally development work is taking place on the basis 

of “mutual understanding” (Mefalopulos 2008: 65) where risks and opportunities can be 

assessed together by agencies and communities on an equal level. This is is the prequisition 

for trust and empowerment (cf. table 1).  

Looking at the bigger picture, these queries are not only determined by the NGOs’ layout but 

also by the interplay between the approach and the social make-up of the communities.  

 

 

                                                            
16 examples are India’s National Rural Livelihood Mission (NRLM), oxfam or Spring (cf. digitalGREEN 2012) 
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2.5.2. Rural Indian Communities 

Like every society, rural communities have social conventions and their own hierarchies and 

games of power in place. Development work is “necessarily rooted in the cultural context of 

specific countries” (Kumar 2011: 91). Research which is concerned with development work 

has to understand these hierarchies, unsaid social norms and customs17. Only by knowing the 

circumstantial obstacles for empowerment which are in place, one will be able to tell whether 

those are overcome through community video or not. 

Research has shown that there are various difficulties attached to participatory approaches on 

a very local rural level: Traditionalism, respect for elders (Kaul 2011: 25) and the 

importance of personal relationships as key decision-triggers are still in place in rural areas of 

Asia (cf. Abraham & Platteau 2004: 214; Srinivasan, 2012). Women in India have since times 

unmemorable been considered subordinate to men (cf. Harmon & Kaufmann: 2004) and 

despite efforts to counteract that, “rural […] India is marked by […] feudal gender values 

biased against women” (Sreekumar 2007: 871). The affinity to hierarchy goes even beyond 

the dimension of gender as visible in the perpetual existence of castes (cf. Sreekumar 2007; 

Pattende 2011; Rao & Walten 2004). 

India is full of contradictions and opposed to this strict hierarchical make-up of society, the 

country is still not deprived of democratic customs. Rather the opposite is the case. The 

largest democracy of the world has a strong reflective communication culture within rural 

communities. Traditional village councils, called panchayats have been acknowledged as 

political entities by the Indian government and are as gram panchayats an inherent part of 

communal decision-making for development (Giani, 2008: 19 f.). Here aspirations and current 

topics are being discussed in regular intervals (Srinivasan 2012: 28). This asset of discussion 

culture should be used.  

The actual process of ‘telling’ the story also falls under the headline “[d]istribution” (Watkins 

& Tacchi 2008: 18) and is thus depending on efficient paths of information. Studies 

throughout India (cf. Ramachandran, et al. 2006; Sreekumar 2007; Pattende 2011) have 

shown that apart from TV also other – traditional – information channels are still playing a 

major role in India. Yet, however effective the idea of gram panchayats as a solution to 

knowledge bridging appears, research shows, this has been unsuccessful (Sreekumar 2007) – 

                                                            
17 Therefore some scholars have been setting up their own media projects in order to help understand the 

communities they are working with cf. Meadows 2003; Simondson 2009; Fulwiler & Middleton 2012; Rahim 

2012; Cunsolo Willox, et al. 2013. 
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if not even counterproductive (Pattende 2011). Disagreement is usually downplayed by men 

and elders – even though the concept of collective decisions in theory exists within the 

Panchayat system (Harmon & Kaufmann 2004). And hierarchy is still prominent and 

information far from being available to everyone (Pattende 2011).  

An advantage for community video is the fact that, as mention in ch. 2.1, Indian society has 

seen already many different ways of using media as a tool for development (cf. Yadava 2011). 

The country is exemplary in terms of development media. “No section of Indian population is 

totally media starved” (Mathur 2006: 56) which offers favourable conditions for media as a 

means to improve the life of rural communities18. Its character as a ‘media country’ supports 

the assumption that its culture is more likely to be receptive for media-driven development 

approaches.  

Targeting rural areas strays possibly a little away from the tendency of studying newly 

emerging margins in the countries’ urban spaces. Due to the massive growth of Indian 

megacities, much attention had been paid to urban centres and their adjoining slums. 

However, the ratio of people living in villages is still around 68% (World Bank 2012b). And 

even though the overall poverty level in all parts of the country is slowly decreasing, the 

countryside remains a problem child. 1/4 of the rural population is still living on less than 

1.25 $ a day; which is almost double as many people as in urban areas (World Bank 2012b).  

Thus purposeful research which enables the marginalized rural communities to realize and 

utilize their own power is needed. Storytelling can give groups which are usually “exclude 

from the dominant public sphere” (Li 2008: 23) the opportunity to tell their stories and 

establish counter publics. India’s discussion-culture indicates that such media-driven 

development work will fall on fertile ground here while its social structure could produce 

obstacles for equal participation.  

 

  

                                                            
18 e.g. by setting up a nation-wide available weather forecast system for farmers via mobile phone (Gandhi, et al., 

2009) 
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3. RESEACH QUESTION: OPERATIONALIZATION 

Storytelling is a process which incorporates both, the medium video and the communication 

of the same. Pulling the essence of the background knowledge on storytelling and 

participatory development work (in India) together, several dimensions in the 

communication process emerged. At the same time, recent research showed the different 

angles through which community video as a medium can be approached both in content and 

form. Thus the research questions need to incorporate these two characteristics in order to be 

able to respond adequately to the main research query whether audiovisual storytelling in 

the context of rural Indian communities is empowering; and if so: how it manifests. 

Geared to the three dimensions of why, how and who identified in 2.4., three research 

questions can be formulated. 

Literature suggests that audiovisual storytelling serves from the beginning of the story-finding 

to the final telling of it, two main purposes which are the basis for creating a feeling of 

empowerment: therapy and education. Thus RQ1 asks: Do community videos in rural 

Indian communities have a therapeutic and educational effect for the tellers and their 

audience?  

If the answer to this question is that empowerment can indeed happen within the context of 

community video, it needs to be investigated how this manifests. The community video 

production process is subject to many aesthetical and structural influences, therefore RQ2 

explores: how are traditional structures, mass media aesthetics and the NGOs’ approach 

represented in the storytelling process of community video? 

Whether community videos are the result of a story-creation process from within shall be 

explored by RQ3: who is making the decision on what kind of story with which content to 

tell? 
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4. ASPECTS OF RESEARCH 

Addressing community videon in its nature as a medium and process, a matrix encompassing 

the findings from the previous chapters serves as a guiding structure behind the research 

questions RQ1, RQ2, RQ3. It takes into account relationships between agencies and 

communities, the content and style of the videos and the underlying driving factors behind the 

creation, production, telling of and listening to community videos. 

 

 

 

 

 

WHO 

 

HOW 

 

WHY 

 

story-creation 

 

source 

format  

length 

narrative tools  

 

purpose  

story-production producer media interaction topic 

story-telling actor/s language 

storyline 

intention 

story-listening audience  setting 

audience interaction 

expectations 

table 2: Aspects of research 

 

The first column results from the experiences learned from other research projects, where 

sometimes the researcher himself, sometimes the subject of the story and at times also an 

external organization is setting the tone. Just like in conventional participatory structures (cf. 

Harmon & Kaufmann 2004), who the producers and featured individuals/groups are 

interplays with the audience the story is intended for, be it the community itself or a disprese 

public. The different outcomes and further developments of these projects are clearly showing 

that any research ignoring this aspect would be incomplete.  

In addition, different approaches, topics and purposes – from teaching practices 

(digitalGREEN) to creating awareness of community issues (Abhivyakti) – need to be taken 

into consideration for a comprehensive insight. As column three shows, it is presumed that 

each organization’s method is clearly accompnied by specific intended effects and 

expectations from both sides, the NGOs’ and the communities’.  

communication-
process 

storytelling-
process 



Michaela Strobel 

 24 

The way in which a story is told certainly affects the the effect of the message. Drawing unto 

the different conceptions of empowerment it is expected that analyzing these expectations and 

intentions may help to understand which factors determine the empowering potential of 

community videos.  

Concluding that the questions of who, how and why are having an influence of the entireness 

of the storytelling-process more specific determinants have been identified. 

These can be organized within the storytelling process, starting with creation: 

What apart from the purpose of education and therapy do the producers and the audiences 

expect to gain from the story? And are these expectations consciously articulated during the 

storytelling process? As mentioned in chapter 1.1., empowerment can express itself in 

different forms. Is the main purpose to gain power ‘over’ which enables to talk back (Everett 

2009: 288) and face authorities (Kumar 2011: 91)? Or are the video rather seeking for an 

internal power derived from knowledge to that the communities have the ‘power for’ 

designing their own plan for development (Mefalopulos 2008: 58)? Is there driving force 

behind the sharing experiences, the conscious knowledge of the power gained when joining 

‘with’ others (cf. Combs & Freedman 2012)? Or is it addressing the ‘power within’, 

developing confidence (Asthana 2006) and the recognition of self-worth (Rahim 2012)?   

In respect of the actual product which clearly affects the story-production cues on narrative 

tools have been given. Ginsburg (1991) mentions music as an aspect within community 

videos and several projects are making use of photographs (cf. Meadow 2003; Gubirum 2009; 

Dreher 2012). Finding a Voice which also took place in an Asian rural context advocates new 

media and the application of the 5 journalistic W-questions  (Watkins & Tacchi 2008: 17). 

Braddock (1958) stresses the importance of the intention behind media texts. In contrary to 

expectations which are somehow personal and limited to the group of people immediately 

involved, intentions are something which can come to the fore in the very moment of telling 

the story. Looking back at the purposes of education and therapy, it is assumed that there 

could also be different intentions behind each video, apart from obvious knowledge 

transmission. Naturally the communicator, hence actor is in him-/herself a social force and 

can potentially add credibility (Coldevin 1988: 226) to support the message and intention of 

the videos. Here questions of gender bias and hierarchy can become prominent. Storytellers 

could be the organizations and researchers/experts leading the project, but also individual 

community members or a group of people from the community. They can find their role as an 

interviewee, testimonial or even anchor.  
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On the listening part not much has been written which would give helpful cues on specific 

elements. It is expected that those circumstances will reveal themselves during the research.  

This underlines that not all dimensions of this matrix can be addressed by one method.  

 

Moreover the close relationship between medium and communication process requires a mix 

of methods. This consists of two stages: Firstly narrative analysis (ch. 5) which is concerned 

with the medium community video will analyse the videos from the respective NGOs. 

Secondly ethnographic field research (ch.6) aims to understand the communication and 

storytelling process better. In the following each stage and its findings will be presented 

seperately because the field research depends on the findings from the narrative analysis. 

Field research needs to respond to the vicissitude of community video production and 

dissemination while the structured dimensions identified in 2.4. are useful as guidelines for a 

theoretical narrative analysis. They help to point out subliminal details to the research 

questions and serve as a background agent supporting the ethnographic research. A combined 

analysis of both stages will be presented in chapter 7.  
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5. NARRATIVE ANALYSIS 

5.1. Method & Background 

The most logical first step to elaborate the present field of audiovisual storytelling in India is 

to apply a method similar the object of study. Narrative research in is nature is concerned with 

the socially marginalized or oppressed (Marshall & Rossmann 2011: 22) and is therefore an 

often used tool in this field. It “assumes that storytelling is integral to understanding 

lives“ (Marshall & Rossmann 2011: 23) because narratives are external expressions of 

“internal representations of phenomena” (Andrews, et al. 2009: 5). 

5.1.1. Narrative Analysis 

The way a story is being told gives us simultaneously information about the thought-processes 

behind the creation of this content and the meaning-making19 of its tellers and audience. 

Especially when taking into consideration that the one making it, is coming from a similar (or 

even the same) background as part of his/her audience. The attentive watching of content can 

hence help to understand the people by whom, and environments in which those stories are 

produced (Lieblich, et al. 1998: 7f.).  

In the present research less emphasize is put into what the story is about in detail but more on 

the construction of story. Some scholars claim that you cannot look at the story without 

paying attention to the plot20. But a story is usually a sequence of events and the narrative 

storyline and stylistic elements can tell more about ”what narrative does” (Andrews, et al. 

2009: 8) and the meaning-making of community videos than the plot of the story. 

 
5.1.2. Material: 12 videos, 7 states 

It was anticipated that a systematic sampling (Krippendorff 2004: 115) of 5-7 videos per 

organization will give enough insight to distinguish the main elements (RQ2) and general 

character of the films (RQ1). Reason for this small sample size is that one of the 

organizations in focus, Abhiykati, had only produced 5 videos until then. In order to achieve 

unbiased results, an equal number of videos per organization had to be chosen. Thus, taking 5 

items into the basic sample ensured a fair overview. As mentioned before, it was expected that 

Abhivykati would contribute in a qualitative way and variety of content since the NGO has 
                                                            
19 “By focusing on narrative, we are able to investigate not just how stories are structured and the ways in which 

they work, but also who produces them and by what means” (Andrews, et al., 2009, p. 1). 
20 cf. Phoenix’ summary on narrative analysis approaches and theories in Andrews, et al. 2009:  64f 
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been active in the field for decades while digitalGREEN could add depth. In addition it was 

not expected that a more intensive “interactive process with the narrative” (Lieblich, et al. 

1998: 10) with a broad great number of material would give considerably more information 

(Lieblich, et al. 1998: 167) than a randomized content analysis. Furthermore 5 equals the 

number of categories which could be identified in a pre-screening of the organizations’ 

material21. All the videos produced by both organizations could be classified under 5 main 

categories: agriculture, environment, health, society and infrastructure. Naturally the 

angle to these categories varied from one organization to another due to the different focus of 

their work; however the systematic sampling method chosen ensured that all of them were 

“equally informative” (Krippendorff 2004: 113). The selection was generated from the most 

recent videos produced/published in the states chosen according to these categories.  

In the case of digitalGREEN which is operating India-wide, 5 videos from 5 different regions 

and different topics had been analyzed. DG1: The importance of eating (health, Odisha,), 

DG2: Formation of a Dairy Cooperative Society (infrastructure, Bihar), DG3: Use of 

asparagus for milk production (farming, Karnataka), DG4: National Rural Employment 

guarantee Act – 100 days (society, Madhya Pradesh), DG5: How to make a basket from 

bamboo (society, Jharkhand) 22. In order to serve the claim of adding more depth to the 

research, not only videos with a primarily educational approach were analyzed but in addition 

2 more videos which cover a different angle were part of the narrative analysis. In Andhra 

Pradesh a pilot project has started in collaboration with one of digitalGREEN’s partners, 

Society for Eradication of Rural Poverty (SERP), which is running a livelihood-program 

under the name “Poorest of poor”. digitalGREEN having discovered the potential of personal 

success stories, features now precisely those in a series called “Beneficiary Success Stories” 

where villagers are asked to share their experience on the work with digitalGREEN. Those 

videos are an ambiguous subject of intertextual relevance (cf. Krippendorff 2004) for 

answering RQ3. On the one hand they are a personal message of community members, on the 

other hand they are clearly also carrying the function of endorsement for the NGO itself. 

Since at the time of this research they had only been produced in one region and at the same 

time should contribute to a balanced result, it was found that 2 videos would constitute a 

valuable number for giving an initial idea on the subject of RQ1 and RQ2.  

                                                            
21 see www.digitalgreen.org/discover and appendix  
22 10 agricultural-oriented videos which were part of the field research (see ch. 6; appendix 2) were not analyzed 

in-depth since discussions and reviews on those happened during the field trip. 
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Since Abhivyakti is located and only active in Maharashtra, 5 videos from this region were 

subject to examination. The geographical restrictedness is compensated by a comparatively 

much wider variety of story styles covered since the organization has – in comparison to 

digitalGREEN – no specific format. The 5 videos chosen are: AB8: The well in the lane 

(infrastructure), AB9: Rag pickers (society), AB10: Amhi Banavaleli (art), AB11: Organic 

farming (farming), AB12: Water (health). 

In total 12 videos from 7 states had been analyzed, references to those videos will only be 

made according to their coding (initials of the organization + their sequential item number). 

Aiming to cover a vast part of the Indian territory bring with it the potential limitation of 

content in an unknown language23. However Abhivyakti offer part of their videos with English 

subtitles. Other material was verbally translated by an interpreter. Of course having material 

translated by an outsider risks a loss of meaning. However, as mentioned before, it is not the 

exact reflection of the dialogues which is important here, but the overall message and re-

occurring elements. Understanding the rough meaning of the conversations, supported by 

visual content of the films make a general narrative analysis possible. 

 

The results in the following are presented according to the three dimensions of why, how, 

who; aiming to discover further details of the horizontal communication process, as shown in 

table 2. The analysis addressed mainly RQ1 and RQ2. In addition, it will give allusions to 

RQ3. Further details on the videos’ individual content and the aspects of analysis can be 

found under attachment 10. At the end of this chapter, preliminary conclusions will be 

summarized in order to point out knowledge gaps which need to be filled in the next step of 

field research.  

 

5.2. Why community video? 

5.2.1. Create awareness 

Transformation not only goes beyond the intended reaction of the audience watching the 

videos but also reaches the very producers of the videos; an aspect which was even mentioned 

in some of the videos (cf. DG6, DG7, AB11). In the sample videos, different intended 

reactions were being provoked by combining ways of presenting content. The composition of 

                                                            
23 The variety of languages and dialects spoken in India is remarkable, the number of recognized languages alone 

constitutes 22 
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the four intentions identified on the basis of Braddock (cf. ch.2.2) supports this combination 

of information and experience. Yet, even though a combination of emotive, informative and 

directive content would have an encouraging effect (such as awareness + knowledge), 

inspiring other people seems to not have always been the initial idea for the videos. 

Addressing RQ1, the two main purposes of education and therapy become prominent. The 

videos gave very explicit cues on what they were aiming for. The need for educating their 

own community and creating a wider awareness of issues for their audience was clearly 

articulated in many videos, such as on healthy eating (DG1), the creation of cooperatives 

(DG2) and keeping wells clean (AB8). Some videos were even almost exclusively on learning 

(DG5, AB11). The earlier mentioned healing effect resulting from sharing one’s story was 

tackled upon in AB1 where an old lady tells her story about how they many decades ago 

tediously dug up a well which has now become polluted and useless (AB1). In the case of folk 

musicians, the video itself became a means for therapy when they included their fellow 

artist’s and producer’s obituary in it (cf. AB11). The craving for a voice, using video as 

therapy, was very clearly articulated by the rag picking women (AB9), the water migrants 

(AB12) and the rural laborers (DG4).  

Coming back to 2.2, the opinions on what the community video as a tool should result in may 

not be the same for the producer as for the recipient. 

 
5.2.2. Empowerment for producers and audience 

While the expectations of video as a medium were articulated, expected effects of the learning 

of ‘how to produce’ were not explicitly voiced (except for AB FOLK). Nevertheless they 

were observable when watching the video. Drawing again to the theory of empowerment, all 

aspects from being able to talk back (Everett 2009: 288), increase of self-worth  (Rahim 

2012: 99) and self-confidence (Asthana 2006: 39 f.); to fostering of the knowledge of rights 

(Kumar 2011: 91) and enabling to design an own plan for development  (Mefalopulos 2008: 

58) were re-occurring themes in the videos. In line with the therapeutic purpose of community 

media goes the fact that many videos are addressing both; being able to talk back and self-

worth, simultaneously (e.g. DG4, AB2, AB5). At the same time, “hard” information was 

accompanied with these “soft” personal aspects. It seemed that bringing confident personal 

expressions together with knowledge sharing enabled the audience to develop their own 

research plan and simultaneously increasing the story-tellers self-worth.  

The content in digitalGREEN’s videos was presented in a way which suggests that they are 

mainly targeting the communities themselves. And more precisely, were made for people who 
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were not involved in the video. This suggests that here the producers’ empowerment rather 

comes as an unexpected side effect. In the case of Abhivyakti, it was apparent that the videos 

were meant to empower the people who make them; visible, for example, in the videos where 

women and men raise their voices against atrocities by the government and society (AB8, 

AB9, AB12). However, also in some digitalGREEN videos, aspects of empowerment in all 

dimensions are visible. Actors can use the videos to display their knowledge of nutrition for 

their audience and their co-actors in the film (DG1). Or they can use it as a platform to share 

their experience as someone who has already set up a cooperative and used micro-loans (DG6, 

DG7). In addition, as one of the actors and producers of an Abhivyakti video states and 

digitalGREEN’s success stories tell: only creating a video as a group can already be an 

empowering experience. The creation/production process creates unity and enables them to 

face the common challenges united (DG6, DG7, AB12). This challenges the notion that 

participatory development work has to target individual people (cf. ch. 2.3). 

 

5.3. How does community video look?  

5.3.1. The structure 

Informative, directive and emotive content came in the shape of different styles or formats in 

the 12 videos analyzed. They can be divided into: instructive, documentary, journalistic 

and personal stories.  

At this point, one is tempted to think that certain formats serve the effectiveness of one 

purpose more than the other and are hence more apt for a rural development setting – or that 

an intended reaction is more likely to occur when the fitting format is used. The selected 

NGOs imply this, as for example, digitalGREEN’s approach at first sight seems to make us 

believe learning is achieved through instructional videos. However, no pattern could be 

detected at this stage of the research which would support such a hypothesis. The case was 

rather the opposite. A closer look showed that even digitalGREEN’s videos utilize a 

combination of journalistic tools, documentary aspects and personal stories; explanatory 

content is disguised in a scripted reality presentation. At Abhivyakti though, its mostly 

stories of personal fate in the foreground of the storytelling while simultaneously having an 

educative effect. 5 of the 12 sample videos had a clear therapeutic connotation, often 

presented in a documentary form mixed with personal stories which then evolved into 

something which can be called an autobiographical documentary.  
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Educative content was presented in an instructive interview-fashion, spiced up with re-

enacted reality. All of the videos were highly personal and as cases such as DG5 and AB9 

for example show, information and therapy often go hand in hand. Since none of the 

videos analyzed constituted of one singular style but rather a combination, these examples 

highlight that all different kind of stories could be fit to spread a feeling of empowerment. 

And it probably depends on the individual production team the form in which they want to tell 

what content.  

 

If the aim of audiovisual storytelling is to encourage empowerment, the stories should ideally 

be told in a dynamic, captivating way. Thus, analyzing the storyline is vital for answering 

whether the way stories are told (cf. RQ2) contributes to the empowering aspect of 

community videos. The narrative analysis showed that making a direct connection between 

purpose and narration results in rather unexciting videos. For example the “how-to” 

narration in DG3, DG5 and AB11 resembles the dry instructional films used for school 

education purposes. Other examples are personal narrations, such as the “Beneficiary Success 

Stories” (DG6, DG7); presented in a steady manner, they employ little visual and contextual 

variation. Regressive narrations of stories, which are solely set in the past were – contrary to 

experiences in urban geographies (cf. ch. 2.3.) – not amongst the sample. Tension can be 

achieved by using several (audio-visual) storytelling techniques. Combining various angles 

and narrative concepts, such as personal, journalistic and instructive can create interest, as 

DG1 being the only one of the sample which received comments online24 indicates. Purely 

progressive storylines were told in a journalistic fashion, beginning with a brief exposition (cf. 

AB12) or even a cold start into the main issue (DG4). This denotes that even instructive 

videos can become compelling when arranged along a progressive line of storytelling and 

could hence support the message by keeping the audience’s interest. 

The tempo of the story was not linked with its length. Dynamic videos ranged from 4 to 17 

minutes in their duration (cf. DG1, DG4, AB8, AB9, AB12). The length furthermore did not 

necessarily allow conclusions on the appeal of the films. Exemplary here are two instructive 

videos produced by digitalGREEN: DG5 with 22 minutes length which had a monotonous 

setup; while DG1 which was almost of similar length had an interesting character due to its 

narrative diversity, its multiple crisis and the many locations involved. 

                                                            
24 on the digitalGREEN website 
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The whole sample of videos ranged from 4 to 22 minutes, with both organizations having 

shorter and longer films. Against all expectations, the purpose of the videos did not correlate 

with their duration; education and therapy were addressed in short and long videos.  

This observation led to the conclusion that it is not the general purpose of the video or its 

length which is important to investigate, but the narrative tools, storyline and production 

techniques. Since the aim of this study is to find out more about how communities create, 

produce, tell and listen to audiovisual stories, it is worth analyzing the tools which are 

being used so far by the local teams and elaborate on their effects.  

 
5.3.2. The style 

These tools are traditional ways of narrating stories, but also cinematographic techniques and 

stylistic devices. Their availability determines the aesthetics of the film and how it is being 

produced (cf. ch.2.3.1, 2.3.2). 

Advanced editing and camera techniques are used to emphasize the story’s message. The 

audience-actor interaction depends (apart from the language) greatly on the camera techniques 

employed. Techniques which emphasize the immediacy of the content could be found. 

Sometimes the person explaining a situation directly addressed the audience by looking 

straight into the camera which transformed the viewer from a mere bystander to someone who 

the content was destined for. Keeping the camera on an eye-level when the protagonists sat 

down (DG2) brought the viewer closer to the story. Employing a first-person point-of-view 

twisted the scene into a personal perspective of the testimonial; the viewer can see the bucket 

of water being lifted into the narrator’s hand (AB8) and watch “her” footsteps while “she” is 

walking along an alley with a basket of fruits on the head (AB12). In those examples, it was 

unclear who held the camera – blurring the boundaries between producer and teller (e.g. DG6, 

DG7, AB9).  

Considering that the production teams are novices in the field of film making, one would not 

immediately expect a subtle film language. Yet, this is noticeably often the case. It could 

possibly be originating from their storytelling traditions which mainly consist of subtle facial 

expressions and gestures25. 

The arch of narration is visually emphasized by logical editing which supports the message of 

the story. When the camera follows a group of villagers to the bus stop, it is understood that 

                                                            
25 cf. classic Indian dance forms which are still a great part of Indian entertainment culture and even observable 

in Bollywood dance scenes (cf. Gopal & Moorti 2008) 
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they are on their journey from the village to the urban slum (AB12). And in DG3, when the 

cow starts eating, it is made clear that she obviously adjusts to the newly introduced healthier 

fodder. Classic methods to achieve affectedness have been employed: In AB9, a mother’s 

account of her daily struggle for food was supported by a pair of innocent eyes looking 

upwards into the camera (AB9). The dreadfulness of the long walk women have to undertake 

on their search for water was elucidated to the audience by letting the camera follow their 

daily march in real-time or even slow-motion (AB12). Stylistic elements went beyond the 

visual language and the subliminal message was further pronounced by using audio. At times, 

ambience was the only sound accompanying a scene (DG2, AB12) and ‘beeps’ were used to 

conceal abuses (AB9). No words were needed to understand the importance of clean hands 

and utensils when the camera rests on a close-up frame of a woman washing her hands 

remarkably long before preparing the food (DG1). These typical camera angles like close-ups, 

extreme long shots and over-the-shoulder shots were supported by dynamic camera 

movements such as tilting and panning. When talking about artful niche cinema, subtle 

picture parlance is a given, but when educational programs for the less well-read classes are 

designed, bluntness, which leaves no room for interpretation is usually the way to go. The 

narrative analysis showed that both approaches were present. Not all videos were as 

understated. Proved and tested techniques were also re-occurring especially in instructive 

videos, as will be explained in the next chapter. 

 
5.3.3. The content  

Literature suggests that givens should be utilized – be it photographs like in the case of digital 

storytelling or music. This holds true and even goes further. In all the videos, the idyll of the 

village life was emphasized by the traditional flute playing quaintly at the background. At 

the same time, the communities seemed eager to experiment with the technical possibilities of 

this new tool for expression. Stories were supported by art-filtered photographs (DG4), stills 

of food (DG1), and stop-motion (AB10). In some instances, they were combined with classic 

Indian elements. In AB9, poetically written texts were explaining the awful circumstances of 

the video content. In AB10, the cultural symbol of a black-and-white obituary was 

surrounded by animated trick film flowers. Having RQ3 in mind, these two cases demand 

vigilance since they are both from the same organization (Abhivyakti) and hence could also be 

due to the training and production structures. 

In community videos which were depicting typical scenes, re-enactment was often the 

method of choice. Be it relatives who came over for a visit (DG1, DG5) or people from 
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similar professional fields who were telling about their experiences (AB11). In other cases the 

films observed “live” events such as panchayat meetings (cf. DG4, DG5, AB8, AB11, AB12).  

In other cases, testimonials were taken to share their experiences and underline the main 

message of the film, repeating similar information in their own words. Whenever learning 

was involved as a purpose, the videos showed a high rate of repetition, often supporting the 

said with written text. This could either be in the form of an Aston band, which like in AB11 

and AB12 summarizes the purpose and even gives some rather lyrical background 

information; or an inserted slide which like in DG2, DG3 and AB8 repeats the content in a 

concise way. In the example of DG1 the slides were arranged in a question-answer and 

‘Do’s/Don’t’s’ -manner, pausing the story while a voice-over asks the viewer to reflect upon 

the just learned.  

Thus the viewer is almost forced to stop and re-think the content, a stylistic element which 

shows that community videos in parts are actually taking the audience into consideration, 

even during the process of production. However, on other occasions, instructive videos (cf. 

DG5) seem to have not been thought through from the communities’ perspective; sizes and 

amounts are named without any real-life references, making it difficult for an illiterate 

person to relate to the relevant numbers. 

Abhivyakti’s topics are often concerned with the story of a group, such as the rag pickers 

(AB9) or folk musicians (AB10). Naturally, in these videos there is an obvious gender bias 

since the groups constitute solely of men/women. Apart from digitalGREEN’s personal 

success stories, which both featured women, the sample videos showed a very balanced 

presentation of both genders. Voice-overs were mostly done by male voices, apart from one 

video (AB11). In all videos, it was either individual community members or the group 

concerned who featured in front of the camera as testimonials, interviewees or anchors. No 

special inclination towards individuals or groups could be observed. As testimonials, they 

were addressing the audience directly by looking straight into the camera. Their message 

came across much stronger here and the interaction between teller and mediator felt more 

immediate and authentic. digitalGREEN’s films were clearly scripted and thus at times 

appeared staged (cf. DG2), when for example the actors addressed each other unusually often 

with “didi” (sister) and “bhaya” (brother). Even so, in DG1, the main actor asked questions on 

behalf of the viewer and – being seemingly well-prepared – explained in a casual manner the 

difference between healthy and unhealthy eating habits by comparing the ideal grocery-list 

and his usual choice (which just like the presumed viewer’s consists of fried munchkins). In a 
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half-shot typical for journalistic reports, he summarizes the learnings of this video. 

Abhivyakti’s videos appeared to be in a natural unscripted setting similar to documentaries, 

visible in various instances where the crowd surrounding the interviewees was involuntarily 

included in the frame (cf. AB8, AB9). External experts were not represented in the videos. 

Thus no artificial hierarchies were established; but rather the personal relationship between 

the one asking questions on behalf of the audience and the community ‘expert’ were exposed 

(such as DG1 and DG5).  

The age group varied from actors in their 20s to very old people. In their relationship with 

each other, it was not the older person who inquired and asked critical questions, which could 

have made the explaining actor uncomfortable, but it was the younger person who showed 

curiosity in older peoples’ knowledge. Returning to the knowledge gained already on 

hierarchies, a pattern becomes apparent: the opinion of elders has weight. Apart from the 

elder, it was the women who seemed to be more willing to share their stories and knowledge. 

A patriarchal hierarchy (cf. INDIA) or abasement of women could not be observed. In fact, in 

the case of DG1, a male testimonial explicitly mentioned the special importance of good 

quality food for adolescent girls.  

Whether this equality of age and gender is a case of coincidence due to the choice of samples 

shall be answered during the field visit in chapter 6. 

 

5.4. Whom is community video for? 

5.4.1. Intended audience 

A parameter to determine the presumed audience were firstly the utterances the community 

members made in the videos themselves and secondly the language. It is clear that videos 

uploaded on Youtube with English subtitles are targeting an audience beyond the local 

community (e.g. AB2), possibly addressing the NGOs’ supporters and donors (as visible in 

the importance given to starting and final credits of all videos). Furthermore, producing films 

in Hindi in a state which has many other languages apart from Hindi suggests that the video 

should be accessible to the entire Hindi-speaking community for whom this information could 

be valuable (like other dairy farmers who want to start a cooperative, see DG2). Apart from 

these latent interest groups, the main target of the sample videos were firstly, people from the 

same community or in comparable conditions and secondly, the authorities who are seen as 

responsible for these problems/the implementation of the schemes mentioned.  
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Even though it was possible to determine an approximate target audience, no correlation with 

a particular length could be distinguished between videos which were also directed towards an 

outside public (like external stakeholders or government authorities, cf. DG5, DG6, DG7, 

AB1, AB2, AB3, AB5) and films which were solely aiming at the community (DG1, DG2, 

DG3, AB4).  

 
5.4.2. Creators and Producers 

The difference between the people behind and in front of the camera was blurred. In three out 

of five Abhivyakti videos, the producers explicitly mentioned their purpose of producing a 

video and the production team introduced themselves in front of the camera (AB8, AB9, 

AB12). In other cases, the credits informed that camera, editing and script had been done by 

the same group of people from the community (cf. AB8). Similarly, in the case of 

digitalGREEN, it was also observed during the credits of some videos (e.g. DG2) that the 

actors were also part of the production team. Narrative elements are not only important for the 

people featuring in the film and telling the story, but also to the one’s listening to them. 

Without an interesting narration, nobody would feel inclined to listen. Interesting here means 

that it is both, on screen and presented in an engaging way at the venue. 

In the narrative analysis so far, remarks could only be made on the telling because the 

listening refers mainly to the circumstances under which the stories are told. The findings for 

example indicate that rhetorical pauses could be a possibility. But no other elements for story-

telling as such could be identified until now. To be able to adequately answer RQ3, the 

environment surrounding dissemination and determining the way in which videos are shared, 

demands further research.  

 

5.5.  High value presentation of information and the individual  

Turning to RQ1, therapeutic and educational aspects could be found in both the narrative 

and its elements. The sample videos went beyond simple expression of thoughts. Like in 

documentaries, means were here employed which aimed to “persuade and promote” and to 

“analyse and interrogate” (Sanchez-Laws 2010: 363). The very personal was given more 

depth through informative content. At the same time, an objective analysis of deficits was 

supported by individual expressions. As basic journalism teaches, there needs to be a hook to 

which the audience can relate to in order for the video to be powerful (Friske: 2008). Thus 

simultaneously, performing a catharsis (cf. Rahim 2012: 101) of the personal misfortune is 
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impossible without adding some informative content (cf. AB9) – when a rag picking woman 

talks about the worth of her work, there needs to be information given on how and why this 

work is actually worth money. This leads to the assumption that therapeutic aspects such as 

self-worth if combined with knowledge can enable the storytellers stand up against injustice 

and eventually also aid in designing their own development plan. 

If the communities themselves recognize these therapeutic and educational aspects will be 

investigated in the following chapter.  

Content was packaged in instructive, documentary, journalistic and personal stories, 

presented as educative re-enacted reality or autobiographical documentaries. They were 

told by individuals or groups as testimonials, interviewees or curious inquiries, but never by 

experts. During the narrative analysis certain aesthetics came to the surface which seem to be 

typical for community videos in rural India. These are idyllic rural scenes and traditional 

folk music (which derives from the cultural heritage of India which has always been a very 

music-driven country 29 ). Referring to RQ2, the high production value indicates the 

empowering capital theoretically intrinsic to community videos. But if this knowledge of the 

background workings of film production indeed contributes to the feeling of empowerment, as 

explained earlier, will have to be investigated with the production groups themselves.  

Pointing out the crucial importance of RQ3, with emphasis on the origin of those techniques, 

because it is originality which separates community media from externally produced media 

for development support (cf. ch.2).  As participatory media, it should be the community which 

wields the camera, telling the story from their angles; and both organizations claim that this is 

the case (Abhivyakti 2012b; Kumar 2014).  

The conception that the videos have been genuinely made by the communities is supported 

by the observations of the shortcomings during actual realization of all the techniques 

employed. The often poor audio quality of digitalGREEN videos (DG4, DG5, DG6, DG7) 

suggests that sound does not have any greater importance for digitalGREEN. Abhivyakti 

which uses music remarkably often, also at times lacks proper music-voice interlacing, which 

is in some cases almost not decipherable (AB10). Observing the dissemination processes and 

asking the audience about their circumstances when watching those videos is therefore 

necessary. Visually, the shots are sometimes not smoothly flowing into one another; i.e. at 

times the camera angle jumps from a mid-shot to a close-up (DG2, DG6, DG7). Furthermore 

the shot diversity is restricted to over-the-shoulder and front shots (DG3). Here again, 

                                                            
29 Bollywood films achieve popularity mostly not through their story but their lead-songs (Morcom, 2008, p. 82) 
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attention is demanded, since those shortcomings have only been present in the digitalGREEN 

videos. In the case of Abhivyakti, the diversity of frames and innovative angles is remarkable. 

Thus a very close inspection of the production and training processes in both organizations is 

of utmost importance. Most likely, the employees of the NGOs have a film background and 

could thus be the ones who are actually producing the videos.  

 

The exclusively theoretical narrative research was not able to answer questions of interaction. 

Be it the interaction between NGO and community, between community and audience or 

between production team and medium. The most prevalent theme here is the question of how 

much of the final result is due to conscious efforts and how much of it came naturally to the 

communities. These qualitative aspects can only be explored in direct contact with the 

communities, their production teams, the audience and the NGOs. 
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6. STORIES FROM THE FIELD 

6.1. Method & Background  

Development work is not only the final product – here the community video – but it 

encompasses the work which has been done from the beginning of the creation process until 

the sharing of the video. A critical analysis of how community videos come into being is 

necessary to judge their real empowering potential. 

6.1.1. Ethnography 

Understanding tools for empowerment which are based on a participatory model is not 

possible if analyzed objectively from the remote. Development communication has 

intrinsically a “dialogical and explorative connotation” (Mefalopulos, 2008, p. 42) it is thus 

only logical to explore a research question in this field accordingly. Experiencing story-

production and –dissemination live was therefore the method of choice.  

Cannella and Lincoln in their essay on ethics in social sciences phrase it concisely: “We must 

struggle to “join with”, and “learn from” rather than “speak for” or “intervene into” (Cannella 

& Lincoln 2011: 83). This suggests a very close relationship similar to action research, an 

approach which is seeking for “full, collaborative inquiry by all participants” (Marshall & 

Rossmann 2011: 23). In contrary to research supported by discussions and interviews, this is 

based on a significant amount of input from the researcher’s side. Even though many of the 

examples named before are based on this kind of research (e.g. Finding a Voice), this 

approach bears the risk of resulting in biased information due to the researcher’s influence. 

On the other end of the scale would have been surveys (cf. Sieber 1973), a method which due 

to the fact that many villagers are still illiterate is clearly unfeasible. 

Thus a middle way of complimenting ethnographic observation with focus group discussions 

and expert interviews was found most beneficial.  

In order to acquire a holistic view (Rubin & Rubin 2005: 62) this involved (apart from the 

videos themselves) three different levels: First, the organizers (digitalGREEN and 

Abhivyakti), second the local grassroots organizations involved and third the communities. 

Therefore ethnographic field studies (Denzin & Lincoln 2011) were complimented with 

focus group discussions and expert interviews.  
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6.1.2. Focus Group Discussions  

 “Development is first and foremost about people” (Kumar 2011: 95) and group discussions 

(Schrøder, et al. 2003: 32) are an excellent tool to truly learn about the communities who are 

the subject of development. Inspired by the newly emerged field of netnography, I found it 

vital to “seek and incorporate feedback” (Kozinets 2002: 65) from the people I was 

researching on. I wanted to gain knowledge which is intangible, yet the essence of a 

community and discussions encourage exchange of opinions (Coldevine 1988: 228).  

The discussion guidelines (appendix 3.) were based on earlier findings from the literature 

review and the narrative analysis (cf. ch. 2, 5) and structured along RQ1, RQ2 and RQ3. 

For this purpose 4 communities (2 for each organization) were taken as a sample. The field 

research with digitalGREEN was conducted in the state of Uttar Pradesh in villages which 

cooperate with the local agricultural-oriented organizations PANI and BREL. Abhivyakti’s 

sphere is Maharashtra with the organization being located in Nasik, thus I spent my time in 

the field around this area, visiting a village and a rural migrant settlement at the slum-outskirts 

of the city.  

From an innovation seeking point of view it seemed tempting to only target young people. In 

a rural setting however, youth is not automatically correlating with modernity. Social studies 

indicate that young people are not so very different from their older folks30: They are living in 

a very traditional value system and being influences mainly by Bollywood cinema and public 

TV (Schwittay 2011: 353). Both media devices and thus media content are being shared by 

the family so that different age-groups are exposed to similar content. The penetration of new 

forms and expression of e.g. digital media is also still relatively low (IAMAI, 2013). Hence it 

can be said that the attitude towards aesthetics and content is unlikely to differ greatly 

between different generations. Therefore it has been my deliberate decision to not limit the 

discussion group to any particular age group or position within society. They were however 

divided by gender because as other research under similar circumstances proofed, this can 

lead to more openness especially on the women’s side (cf. Gustafsson 2012: 99).  

The distance between researcher and communities had to be bridged without challenging the 

mandatory objectivity. Thus, in the case of Abhivyakti it was the coordinator and the trainer 

                                                            
30 Schwittay (2011) in her overview of current media practices for development in India, presents a concept 

introduced by Sen Gupa Kaustav (a youth trend analyst who focuses on Indian youth trends and ethnography) 

who distinguishes the Indian youth into three different categories: Bharatiyas, Indians and Inglodians. (Schwittay, 

2011, p. 353). Bharatiyas are the ones which represent the rural Indian youth. 
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who accompanied me to both discussions. At digitalGREEN it was on one occasion as well 

coordinator and trainer who introduced me and helped to translate my questions and the 

communities’ answers; at another discussion it was the editor who had been made familiar 

with the questions and topic of my research beforehand. Deploying help from the 

organizations entails both advantages and disadvantages. The tendency to present the 

organization in the best possible light and thus circumventing critically phrased questions 

must surely be taken into consideration. On the other hand, both Abhivyakti and 

digitalGREEN presented themselves more than eager to improve their own practices31. An 

external translator could have helped as someone who is more familiar with the academic 

query of this research. As became clear in the field however, having assistance by someone 

who is known by the communities spurred the discussions significantly. The translator knew 

what the discussants were referring to and often gave background information to their 

statements. At the same time they were not as familiar with the specific character of my 

research as to see through what my questions were aiming at.  

Trust is not easily established, especially not for someone who is so apparently coming from 

the outside. Engaging in a conversation with the NGOs and the communities created openness 

much faster than I would expect it to happen with a moderator unfamiliar to the groups.  

The aim was to understand the storytelling process from the beginning to the end, on this 

account I discussed with the production teams of Abhivyakti’s videos and the audience of 

digitalGREEN community videos.  

Knowing that personal experiences vary and expecting new perspectives, I wanted to hear the 

opinions of people who are not involved in the production process but only know community 

video from the audience perspective. In the instance of Abhivyakti the audience coincided 

with the production team and a separate discussion with other community members was not 

possible as there were no disseminations planned. Asking people to take out time from their 

day (they usually for 7 days a week on either their fields or daily wage laborers) was out of 

questions since it meant substantial loss of income for them. However in the case of 

digitalGREEN, it was possible to conduct the discussions after the disseminations in the 

evenings. The advantage here was that the audience was not active at all in the production 

process and only the so-called “mediator” (see ch. 6.5.)  had been made familiar with the 

pedagogy behind the videos. So I expected their opinion to be free from limiting thoughts of 

what is ‘possible’. 

                                                            
31 Both asked me indepdentently to give an account of points for improvement 
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Each of the production team discussions at Abhivyakti consisted of 4 people which was 

significantly smaller than the 10-20 head audience which was the part of the discussions with 

digitalGREEN. Naturally a more vivid discussion was possible in those production team 

meetings than it was the case with the audiences. This difference was however unavoidable 

since a production team does usually consist of considerably less people than the film’s 

audience. Regardless of the number of participants, both the audience groups and production 

teams were typical (in age, gender and size) for both the organizations. The findings can 

therefore be considered as representative. During the field research, there were moments 

when the different sizes and demographic structure of the groups posed a challenge. The most 

prominent instances will be critically addressed in the following account of the field study.  

The participants’ statements are in the following anonymously quoted and market in italics. 

This is due to the fact that their angle to community video was by virtue of their position in 

the storytelling process different. The study nonetheless wants to give every voiced opinion a 

similar weight. 

 
6.1.3. Expert Interview 

The key informants (Tacchi, 2003: 62) for the expert interviews (Rubin & Rubin 2005) were 

one local coordinator and one trainer from each organization who accompanied me during 

my field visits. The development organizations work as a facilitator and empowerment 

catalyst. For this reason, their knowledge was a necessary addition to the focus group 

interviews. Moreover it was hoped that deeper insight into their approach could help to 

explain the observed media-relationship of the people involved as producers and audience. 

Furthermore it could add “validity” (Marshall & Rossmann 2011: 42) in its purpose of a 

cross-checking mechanism to the communities’ responses. To meet the dilemma between the 

spontaneity of a conversation (Opdenakker 2006: 3) and restrictiveness of a classic interview 

(Hopf 1978: 107), they were conducted in a semi-structured (Schrøder, et al. 2003: 112) 

fashion. The potential for capturing complexity is not only restricted to in-depth interviews 

(Marvasti 2004: 21) but can also be obtained by semi-structured interviews if incorporated in 

the field observation which enables spontaneous inquiries. Therefore the experts were asked 

the questions according to the interview guide in a fluid manner whenever there was time 

between group discussions or in the field. These questions (see appendix 4) were oriented on 

the focus groups’ since the experts’ answers were an additional resource for answering the 

same overarching research query. The presentation of answers and observations is combined 
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in the following as a result of intertwined character of field experience, group discussions and 

interviews. Similarly to the communities’ answers, the experts’ statements will be marked in 

italics with their individual position and organization32 attached so that eventual differences 

between approaches can become visible.  

 

In addition to notes, the discussions and interviews were recorded in order to enable 

transcription and translation33 later on (appendix 5-8). This translation of the recordings was 

done by an external translator unrelated to the NGOs and the field of development work. This 

choice was made to avoid bias and ensure the accuracy of the English transcription of the 

discussants’/ interviewees’ utterances. 

 

6.2. Approaching the field 

Ethnography in this study is less the purpose of research than a means for approaching the 

field in order to establish proximity with the object of the study.  

Being so close to the subject of research, it would be intellectually dishonest to create an 

artificial distance which contradicts the experience during the study.  The following chapter 

will therefore be written in first person, describing my own personal accounts from the 

interaction with the communities and the NGOs. The assessment and conclusions derived 

from this ethnographic study are based on personal experienced, supported by the theory 

which had been presented so far. Having said that, ethnography is not the style of the 

academic narration in this thesis. This study is not aiming to give anthropologic insight into 

rural Indian communities, but seeks knowledge on community video by using the rural Indian 

setting as an example. 

During the two one-week-periods, I interviewed coordinators and trainers at digitalGREEN 

and Abhivyakti and discussed with both production-teams and audiences on the spot. I 

discussed with them in their houses – or under trees in front of them – got offered homemade 

Chai and blessed sweets, and talked with them about camera angles and storylines. In addition, 

when I went with digitalGREEN into the field and talked to individual farmers and 

community members, I also observed the production of a video and assisted the introduction 

of a new storyboard template which should help the production teams. During my time at 

Abhivyakti I talked to individuals who support the communities and the NGO itself with their 

                                                            
32 AB = Abhivyakti; DG = digitalGREEN 
33 The transcript is only in English language while the discussion had been recorded as it happened 
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knowledge, such as grassroots reporters and local NGOs. Furthermore I observed the editing 

process of a video. An extensive overview of my field trip can be found in my field notes 

(appendix 5). 

In the style of the narrative analysis earlier, the results of following part are presented along 

the three dimensions of why, how and who (cf. ch. 2.4). Each perspective takes utterances 

from both the communities’ and the NGOs’ into consideration. An extensive account of the 

field observations including photographs can be found under appendix 5 and 11. 

 
6.3. Why community video? 

Abhivyakti claims to provide a “channel” where “solutions can be suggested by authorities” 

(coordinator, AB) when the villagers confront them with their issues. These suggestions are 

wanted and including outsiders has led to a bigger impact according to the organizations, 

because authorities feel complied to “make promises” (coordinator; AB). digitalGREEN as 

well aims “to reduce the social distance between the person who is communicating and the 

person who is receiving the information” (Kumar 2014) in order to promote the spreading of 

information and the positive mindset towards this information.  

This positive mindset is not at all restricted to the inside of the communities, as a police 

officer’s response to the rag pickers’ video (AB9) shows. After much reluctance he finally 

agreed to come to a screening after which, despite having been confronted with his 

personnel’s shortcomings, he offered his support to the community. Support is certainly one 

of the intended reactions communities are aiming for when producing a video. Yet this 

request has no connotation of pity. Instead of being submissively grateful, they reportedly told 

him: “we have already documented what we wanted to say, so we don’t need [his] 

support”(AB). Abhivyakti aims to enable communities to face atrocities on an equal footing 

with the authorities and corporations. The Indian hierarchical mentality was one of the initial 

reasons for the communities to start producing community videos. As one discussant told me, 

“they used to throw [their] application out of the panchayat”(AB), so that they had to choose 

another path to voice their issues.  

The findings from the narrative are only partly supported here. The intention for making a 

video is not so much creating affectedness, but to make people “aware” (DG; AB) and “for 

information”(DG). 
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6.3.1. Producers: To share and to encourage 

The main purpose for any community video can first and foremost be described with sharing. 

The conception of the background to sharing differed between 

the groups, firstly because of their different organizational 

background and secondly due to their position.  

I understood that it was difficult for the digitalGREEN 

communities to express reasons for watching the films other 

than learning and knowledge-sharing, with emphasis on the 

importance of “information”(DG) as the main purpose for 

watching the videos (cf. ch. 5.2). In the Abhivyakti production 

teams interviewed however, it was different. For them, making 

the videos was explaining the documentary-character of 

Abhivyakti’s films. Sharing of experiences “so [the] next 

generation can know” (AB); know in what situation they lived, know how they fought for 

their rights.  

It appeared that creating personal videos and experiencing them as helpful was followed by 

the wish to also improve other people’s lives by using community video. The interview 

groups from both organizations expressed that they “would like to know how [they] can be of 

any help in solving problems of others” (AB); not only hoping, but knowing that their 

knowledge can be beneficial to others as well. But above all that, the videos aspire to 

“encourage” (AB; DG) – meaning both, other rural communities and outsiders. 

 
6.3.2. Audience: Believable und useful  

Community video in its character as an audiovisual medium enjoys a high credibility in the 

communities, as the participants’ answers highlight: “in an application people can fake the 

signatures and problems, but in a video, the interviewer would be present in front of the 

people” (AB); “when we saw this; we realized that what they are saying is right” (DG). The 

NGOs’ attempt to substitute former ‘live’ demonstrations by extension workers (cf. ch.2.3) 

with the more efficient and “cost-effective” (Kumar 2014) audiovisual storytelling seemed to 

have hit a sweet spot in the communities who state: “we like videos as we can watch the 

person perform practically”(DG). The audience of digitalGREEN’s videos (which are 

information-centered) made very clear that they watch them mainly “for work”(DG) and not 

to be entertained; the videos should be ”useful”(DG;AB). They informed that being 

 

Image 1: Sangita (Abhivyakti 
production team) on her way 
through her community 
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knowledgeable about certain agricultural practices and health habits offers the communities 

the opportunity to develop their own ability for “improving livelihood”(coordinator DG), 

“increase[ing] production”(DG) thinking ahead and planning for the future. 

Nevertheless, discussions with them revealed that information and experiences are closely 

intertwined. Not only did the Abhivyakti communities themselves (without any reference from 

my side) mention the wish for additional instructive “curricular films”(AB), digitalGREEN 

discussants also made it clear that the techniques shown need to be portrayed in a convincing 

way, offering “wider content”(DG) and background perspective. This supports the 

assumptions derived from the narrative analysis (ch.5.5) 

 

6.4. How to make a community video? 

Abhivyakti organizes the search for a topic within a workshop. Similar to digitalGREEN, the 

main actors in this brainstorming session are the grassroots organizations and the 

communities, but Abhivyakti works as a supporting media advisor. The interviewees from 

Abhivyakti reiterated repeatedly that it is not their intention to “get involved in the issue” 

(coordinator; AB) but only to facilitate a focused discussion on the “objective of making the 

video” (coordinator; AB). Broad areas are identified easily during discussions, but the precise 

objective of the story depends on what the individual regards as the most pressing of the 

overall theme. The male discussion group who had produced a video on water, explained the 

process such that they “were each asked to write the topic for the film on a piece of paper” 

(AB). It was then democratically decided on which 

precise issue the video should be. In their case 

however, the vote was unanimous which indicates that 

the communities are very clear on the reasons for 

making a community video. The translation from an 

idea to an audiovisual narrative happens in a script-

writing process which is indispensible since a shoot 

can take considerable time and a reference in order to 

remember what had been decided weeks ago is 

necessary. How this script is written and what is considered as necessary structure and 

elements is theoretically a blend of the NGO’s approaches and the communities own wishes. 

In reality, the implementation of creative aspirations falls short due to technicalities. More 

details will be provided in the following. 

 

Image 2: digitalGREEN production team 
taking a close-up 
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6.4.1. Communities: Relevant and interesting 

The narrative analysis raised the question how the format of a story is decided, because it 

seemed to be unrelated to the purpose. The communities did not express that they wished 

information to be presented differently than experiences. However, journalistic pieces in the 

sense of a “report”(DG;AB) were described as too distant and purely personal stories of 

success, struggle or failure as only useful when pointing towards a solution or, like Abhivyakti 

said, “document change”(coordinator; AB). This, as the narrative analysis showed, is best 

addressed by a diverse and progressive storyline on which digitalGREEN agreed, stressing the 

translation of the story into a 3-act narration34 (see following paragraph).   

When discussing about structure, such as length and content of the videos, age difference 

came to the fore. While older participants assessed that personal aspects of the narrator 

should only be mentioned if “it’s relevant” (DG), younger people were also open to videos 

where they could simply learn something new. As the analysis showed, interviewees and 

testimonials dominate the narration; and from the communities’ perspective there is a thin 

line between the two. Videos should not consist mainly of [frontal] interviews (AB; cf. 

appendix 5) where questions are asked and people simply answer them, though this feature is 

sure enough needed. Whether it is a group or an individual who tells the story does in fact 

not matter as long as they have got a story to tell and “content […] from which they can 

benefit” (AB) and there is something “to learn from”(AB). Also interestingly gender does not 

seem to play any bigger role here, as long as the person narrating the story comes from a 

similar background. Women and men would both accept knowledge from the other sex. Yet 

this might also be only a superficial statement given to me, a white female. Politically correct 

claims like “there is 50 % reservation now, so it doesn’t matter”(AB) contradict observations 

made in the field (cf. appendix 5) about which digitalGREEN says: “it wouldn’t matter how 

you are delivering, it cannot be the escape mechanism to say, that they are women, they do 

not know”(trainer; DG).  

The possibility for identification is the most crucial point here. Of course it should be a 

farmer who performs a farming activity. Somebody from outside, like a celebrity or an expert, 

making a film on similar issues “won’t be able to justify”(AB) the cause. External help like 

“expert guidance” (DG) is welcomed since it is always “better to have experts onboard“(AB) 

who could give perspective on the “greater impact”(DG) and serve as a value-adding element. 

                                                            
34 “there are 3 steps, first background, second, problem, third the solution. So he got the background phase and 

then the problem identification phase and the solution finding phase.“ (trainer, DG 
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Image 3: Setting of the „Water“ video 
and where the production team group 
discussion took place 

Nonetheless experts by themselves are considered as rather futile, since the people “are 

already knowledgeable” (DG;AB). However they would like to “share” (AB) their 

experience with the expert in order to learn more or create bigger impact. As mentioned 

earlier, the communities are seeking dialogue on an eye-level and know that they are able to 

“depict [their problems] better”(AB).  

 

Keeping the earlier findings in mind, I wondered how 

somebody who has never even seen a documentary 

would write one. The producers of “Water” (AB12) 

invited me to their village in the middle of the arid hills 

of Maharashtra and explained to me how they came up 

with their story. The answer is a direct translation from 

real-life experiences: 

“We decided to make a film on this, so first is script 

writing. So as you can see, there is no water - that you 

can see here. We have a lot of animals here: ox, cow, buffalo etc. So we thought we 

will show that: look they are roaming about with no water here! And people reckon 

that they cannot work here - because of no water. So they have to migrate - which they 

don’t like to do.”(AB) 

This little anecdote describes the tremendous emphasis put on the visual which could be 

observed in the narrative analysis within the context of camera techniques. This is a re-

occurring topic which was also stressed by the NGOs (see following paragraph).  

In India, it was expected that music would be a frequently named element for making a film 

interesting, and as the narrative analysis showed, efforts to have local background music have 

been made. Communities expressed opinions from “young people could be more interested if 

the video was entertaining too.” (DG) to “if you make a film, I will sing a song (AB). This 

song should be directly connected to the topic; otherwise, so the communities assured me, it 

would feel like a waste of time. The apprehension that entertainment has to add informative 

value to the film was supported by two incidents: Members of the digitalGREEN team 

created during a workshop a poem on rice cultivation and the female Abhivyakti group I 

interviewed performed a song on their work for me. The rag pickers tried to include a song 

sung by them. An attempt which failed because the “recording […] did not come right”(AB).  
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6.4.2. NGOs: A model for effectiveness 

This shows that the influence of the organization is a natural development. The communities 

have (in most cases35) never produced their own stories before and are hence not familiar with 

the technical know-how and with what the NGOs considered as indispensible theoretical 

background (e.g. arch of narration). On the other hand, the question is where the NGOs 

impose their opinion on ‘how it is supposed to be’ onto the communities understanding of 

aesthetics. digitalGREEN expressed the need for different forms of stories depending on the 

topic; purpose and narration should be connected, using different techniques adjusted to each 

purpose and subject (e.g. advantages of hygiene or instructions on a fertilizer). Both the 

communities and the NGOs are aiming to develop “a model”(coordinator; DG) which would 

make their videos more appealing36. The communities acknowledged the usefulness of a 

model but were not sure how it should look like. They would give this responsibility to the 

NGOs who are the media trainers. In an educative context which mainly aims to convey a 

code of practice, it might be simpler to find a common ground for NGOs and communities, 

but with respect to more individual-focused narratives, the creativity of local communities 

runs a risk of being constricted. Abhivyakti when confronted with this remark told me that the 

communities after the training are given an “experimentation period to work on camera with 

one single tape”(coordinator, AB). Production team members might become creative during 

this time; nevertheless, before and afterwards, the trained eye of the NGO responsible will 

have a look at it.  

The bullet point list which is employed during routine quality assurance meeting at 

digitalGREEN37 lists objective criteria such as sound quality or frame diversity. This indicates 

the importance given to production quality (cf. ch. 6.2.4). During my time, the major issue 

with the videos reviewed was “shot monotony”(trainer; DG) and the resulting boring videos. 

Visuals were the topic in discussions with the production teams and the NGOs. During the 

production process, the digitalGREEN team was repeatedly reminded to position the camera 

in different perspectives and angles. Apart from that, the quality assurance meetings clearly 

                                                            
35 One NGO had tried community videos earlier in one community before getting involved with digitalGREEN 

(see appendix) 
36 during my field visit at digitalGREEN for example I was asked to support the development of a storyboard 

template. 
37  (of which I observed two; see field notes appendix 3) 
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showed that repetition and black slides (cf. ch. 5.3; see appendix 6.238) with summarized 

information were – as the narrative analysis suggests – indeed wished from digitalGREEN’s 

side, especially on the background of their dissemination practice.   

How long those film screenings last depends according to the communities on whether the 

video is in an instructive or a narrative format. “Lecture based”(AB) films should not be 

longer than 5 minutes, however, if it is a ‘good’ film, it could be up to even 30 minutes 

(though here, the opinion of elders, who seemed to prefer to get over with this evening 

exercise quickly, was that a length of 10 minutes is by far sufficient to learn the necessary). 

The duration of the films might appear as something negligible, but proved to be a great 

example on how different the views of development agents and their subjects can be. Both 

NGOs firmly name a much shorter duration; digitalGREEN quoting an average of 8-10 

minutes as optimal, while Abhivyakti stated that a maximum of 15 minutes,  – regardless of 

the fact that they know the communities prefer longer ones. Reasons behind this can be that 

the discussants from the communities take their own preferences as frame of reference 

whereas the NGOs are looking at the bigger picture: “we upload films on Youtube, but […] 

we think people do not have the time to watch 15-16 min videos, so we have made a smaller 

version of the video” (coordinator; AB). 

 
6.5. Who listens and who tells? 

The importance of RQ3 and the films’ appeal only became clear to me after having spoken to 

the primary audience: farmers and people who work as 

daily laborers. Being dependent on finding a new job 

every day or unable to neglect a waiting field, people on 

the margins of Indian society are rather inflexible with 

their time. This counts for women even more whose 

“family is priority”(AB). All of the women I met told me 

about their children who are going to school and aspire 

for jobs much higher than their parents - such as doctors 

and artists. But still, after and before school, it is the 

mothers’ responsibility to prepare meals and even though their husbands support their 

activism, I was assured that they would stop doing so as soon as dinner would fall short. So 

there has to be a good reason for cutting out time from the few free moments. Naturally, the 

                                                            
38 All information mentioned in the following can be found in the field notes attached  

 

Image 4: dissemination on a veranda in 
a village in UP (digitalGREEN) 
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people I have been talking to already had an opinion on community video and regarded it as 

“a good practice” (AB) to watch them. Evenings have been named to be the perfect timing 

for such “exercises” (DG). 

 
6.5.1. Told to many  

Whom the story is being told to is different in each of the organizations. digitalGREEN 

targets its two main audiences, rural India and people who are interested in their work. The 

channels for reaching out to those audiences are first screenings in villages which are 

organized together with the local grassroots organizations and second online publishing. 

Abhivyakti leaves the responsibility of organizing screening to the communities themselves. 

They decide whether they want to show it in their own village or in a community center 

nearby. The organization is also open to providing somebody else with a copy to promote 

further spreading of the message39. Having discovered the leverage effect of working with 

local NGOs, both digitalGREEN and Abhivyakti activists want to additionally target other 

grassroots organizations as a possible audience. On the background of the findings from the 

narrative analysis, this stresses the importance of the target audience already in the production 

stage and furthermore the recognition of both the internet and semi-public screenings as 

publicity-tools. Abhivyakti assured me that they also want “print and […] other media [to] 

join and support] them” (coordinator; AB). Irrespective of the fact that most villages do not 

possess internet access, they see any viewer of their videos as a possible helping agent who 

could even “donate something for the cause”(AB).  

With respect to the audience for whom their videos are destined, the discussants were not this 

discriminative: the wider the public- the better. During the expert interviews in Abhivyakti’s 

office premises, a further perspective was explained to me: drawing ever bigger circles, first 

from the villages to public spaces, then that seeking a wider audience can backfire and create 

change in the nuclear family. On the example of gay and lesbian issues, the organization said: 

“when the society starts thinking about their identity, they will be able to share it with their 

parents” (trainer; AB).  

 
In the audience behaviour itself, I observed a surprising gender difference: men were 

chatting almost constantly during the screenings while women only dared to hush whispers 

                                                            
39 e.g. During a breakfast-stopover on our way to one of the villages, I met a rural reporter who had been 

involved in one of the very first videos Abhivyakti made on folk musicians (AB10). He told me that he has been 

showing the film on different occasions to other folk artists, journalists and NGOs. 
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from time to time40. digitalGREEN shared their background thesis that for women it is more 

difficult to take out time due to their household chores, so they are “focused more on a fruitful 

result”(trainer, DG).  

In many villages, the evening sessions have become a regular ritual and the villagers “gather 

frequently to watch [the videos]”(DG) resulting in the communities having a clear concept of 

how dissemination should be. This is based on digitalGREEN focus on making the 

disseminations as “effective” as possible (Kumar 2014), 

using guidelines for a ‘correct’ screening and even offering 

video tutorials for the same 41 . There is the dedicated 

position of a ‘mediator’, who in the role of an expert is 

supposed to reiterate the content of the video and even 

pause the film at appropriate moments in order to reinforce 

the learnt. This person is a member of the group to which 

the video is shown, be it a women’s farmer group or an 

elder of the village. In cases where the mediator was not 

proactive enough, one member of an established group 

complained about the mediating quality: “We observe that we are not asked any questions 

after showing the videos, or provided with suggestions” (DG). 

Seeking here again eye-level-dialogue with institutions and individuals, Abhivyakti 

encourages a Q & A subsequent to the screening. How this exactly takes place is a rather 

neglected part of storytelling by Abhivyakti. It is the communities’ call whether they want to 

invite an outside audience to the screening or not: “the filmmaker is the representative from 

the community and we can’t be part of that” (trainer; AB). Thus the role of a presenter or 

expert is taken on casually by any of the production team members at Abhivyakti. 

 

                                                            
40 This behaviour could have been due to the fact that a stranger, a white woman that too, was present and 

potentially created some excitement among the public. This is not based on mere assumption but on the 

experience that my arrival was in many instances treated like an event beyond general Indian hospitality. 

Nevertheless, I could also observe similar noisiness during a dissemination in a purely male environment. Here I 

entered the barn in which the screening took place from the backdoor shortly after it had begun without having 

been introduced to the audience. 
41 cf. Video Dissemination Virtual Guide - Digital Green 

(https://www.youtube.com/watch?v=tag3hL74AJg&index=3&list=PLLQWZO3CaN9w2L4IVq2hQvQyK9qRv_

gfA ) 

 

Image 5: digitalGREEN mediator at a 
video dissemination 
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6.5.2. Made by few 

On the production side of it, the influence of the NGOs is prominent. Both NGOs 

“identify”(trainer; DG, coordinator AB) a group of individuals from the communities whom 

they assess to be interested and committed enough to produce a film. At digitalGREEN, those 

groups are trained to become a production team who are able to produce films on a regular 

basis in cooperation with a local grassroots organization. Abhivyakti’s teams have so far only 

produced one film. The organization describes their selection process as follows:  

“[The] entire community doesn’t participate, only a few do. So we select a few people 

who are interested, who follow up on us. […] We see how they are engaging in the 

process, if we see the people interested, we [take] those 3-4 people from the 

community [and arrange] a special workshop”42(trainer; AB) 

Involving only a selected group of people creates hierarchies, of which both NGOs are aware: 

“the relationship becomes that of a filmmaker and the community, which forms a kind of 

hierarchy […] the feeling of being a filmmaker becomes more dominant” (coordinator; AB). 

Initially, Abhivyakti experimented with involving the whole community, but this proved to 

prolong the production process considerably and was experienced as a “burden” 

(coordinator; AB) for both the communities and the NGO.  

The communities did not experience the NGOs’ influence as restricting but rather helpful, 

since their contribution is often limited due to illiteracy. The literacy rate in India varies from 

state to state (Census of India 2011). Abhivyakti described that many villagers from the 

Maharashtra region are not able to read and write. According to both, the participants in my 

group discussions and the Abhivyakti, the NGO operates only as a secretary here, as one 

community member describes: “[we] used to narrate the stories and he [the trainer] used to 

write down”(AB) whatever camera frames and shot descriptions the production team dictated 

them. In Uttar Pradesh, the state where I visited digitalGREEN, the production teams were 

able to write. However lacking formal education and practice in how to write a script, the 

NGO provides storyboard templates as a help for production teams to put their thoughts into 

frames and their words into scenes43.  

                                                            
42 These workshops include camera and interview techniques, script writing and storyboarding and are either 

done in the community or in the NGO’s office, depending on each case 
43 cf. report for digitalGREEN on storyboarding in appendix 8. 
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A storyboard can be a helpful tool to curtail the organizations’ influence and for staying true 

to the communities’ wishes. Nevertheless, the videos have to eventually be edited and this 

demands not only the ability to read but also a certain level 

of digital education. In both organizations, especially 

trained staff or community members are responsible for the 

editing. The editor at Abhivyakti is professionally trained, 

which explains the comparably more elaborate sound- and 

visual-overlay remarked during the narrative analysis. At 

the digitalGREEN office in UP, the editor is part of the 

local NGO and works from their premises. Being not in 

physical contact with the communities, the storyboard 

guides him through the editing process. The storyboard is 

however not the last word, as he explains the process: “We see the storyboard and somewhere 

we add some things, some pictures, minor corrections are done and we return the final to 

them”(editor; DG). Similarly, Abhivyakti assured me that they would only ask the team to 

shoot again (with their support on location) when “technicalities are not sufficient or when 

content is not informative enough” (editor; AB;cf appendix 5.1) The local communities at 

digitalGREEN were given the chance to assess their final product, but were not an active part 

of the editing. This division of labour, I was informed, is mainly due to the fact that the 

production teams in this area were new and just slowly getting into the process of learning all 

the steps. Abhivyakti’s communities are still dependent on the NGO for the finalizing of the 

video. For the editing, a selected number of people from the production team either visits the 

head office of the NGO or the NGO goes to their village, whatever is more practical for them 

(editor; AB; cf. appendix 5.1). They then sit together in front of the computer, the production 

team directing the editor while he arranges the sequences. 

Employing constant quality reviews, digitalGREEN’s approach is to eventually let go of the 

handholding phase. Abhivyakti too is working towards a state where the communities “can 

take care of their own issues and carry forward the work” (coordinator; AB).  

  

 

Image 6: digitalGREEN production 
team with trainer 
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7. ANALYSIS & DISCUSSION: THE FEELING OF EMPOWERMENT 

The results have shown that community video is indeed a tool for empowerment, reaching 

out for the power which lies within the communities and within the individual stories. How 

this manifests concretely can be answered by looking in the more detailed research questions. 

Those will be discussed in the following, drawing from the conclusions of both narrative 

analysis and field research under consideration of the academic background given at the 

beginning.  

 

7.1. RQ1: Learning and Experience 

Literature suggested that expectations and intentions might be different between 

communities and NGOs. This, however, was not the case. Both NGOs and discussants were 

very clear on the fact that the videos aim to improve their livelihood and help others do so. 

This could take very concrete forms such as gaining a more weighty voice in the face of the 

panchayat.   

During conversations, I experienced however what could already be observed in the narrative 

analysis: telling of one’s own story of lived realities (Rahim 2012: 102) can have a 

therapeutic effect. Making a film on how garbage is useful as a fertilizer is not only a 

question of information-sharing, it is also a matter of dignity (Rahim 2012: 101). And here 

the power of community video becomes apparent almost naturally. “Documenting these 

things”(AB), as one of the discussants described it, brings with it self-reflectivity and 

recognition of self-worth. What became pronounced is that these ‘soft’ aspects are merely 

side-effects which arrive naturally and almost unexpected to the producers. Here, the 

subliminal empowering force of media know-how came to the fore44: After having created 

and shown the videos, the realization that they in fact know something which for many people 

from higher classes of society is still a mystery added significantly to their self-esteem. They 

                                                            
44 Some video producers become even ambassadors for development in their own right: Sangita, one of the 

women who was involved in the production of Abhivyakti’s rag picker’s video proudly explained the benefit of 

community video for development to a police officer during the shoot and Maya who wielded the camera for 

them recently got a job offer as a camera woman by a local TV station after she courageously showed the camera 

man in charge how to do his job better (proving Watkins & Tacchi 2008: 3) wrong who claimed that audiovisual 

storytelling does not entail a job creating feature).  

Rama Bara, a farmer of the digitalGREEN community has become an inspiration for his group of people, 

growing half of his field with an old method and half of it according to what he learnt in a community video, the 

change was so apparent that he – a very logical man – could not help but become a fan of this way of learning. 
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are not just low class inhabitants of this country, “but are filmmakers, and they know 

something about the media and have an education. 45”(AB). Community video can help 

people to appreciate their own wisdom. They started to consider the qualities which the 

circumstances of their lives brought to light in them, such as practical use of the scarce givens, 

as worth sharing. Moreover, the ‘hard- fact’ real-life empowerment aspect came to light. The 

initial idea that personal experience combined with knowledge promotes the ability to create 

one’s own research plan resulted in some cases in a real change of positions, leading to 

observable effects such as bringing people out of poverty (appendix 5.2) or guaranteeing fair 

market prices on food 46(appendix 5.1). The narrative analysis suggested that catharsis (cf. 

Rahim 2012: 101) is impossible without providing information; the field research showed 

that vice-versa, providing information without it having in reverse an effect on the individual 

or group is impossible. But in contrary to what the findings from the narrative analysis and 

what my interpretation of Braddock suggested (cf. ch. 2.2), creating a feeling of affectedness 

within the audience is not what the producers are looking for. Community media, in its nature 

of a communication process, proved as an effective tool against oppression (cf. Freire 

1970/2005) and even showed characteristics of a preventive measure against exploitation47.  

RQ1: Do community videos in rural Indian communities have a therapeutic and 

educational effect for the tellers and their audience? can be answered with a ‘yes’. 

Furthermore it became clear that both of them are inseparable. However, keeping the sharing 

aspect in mind which proved to be the core of community video, I suggest rephrasing these 

two elements into experience and learning.  

 

7.2. RQ2: Details and circumstances 

The assumption that effect is built up progressively (cf. ch. 2.2) in each step of storytelling 

was the motive for analyzing community video as a process and it has proven to be a valid 

                                                            
45 A similar observation could be made with the digitalGREEN groups who report proudly: “Earlier when we 

use to see a movie, we would just see it like that, but now we have got a camera and angle understanding.”(DG) 
46 A group of women smilingly explained to me that after they complained to the ration shop owner about his 

unjustified high prices and informed him that they knew what the actual price for rice is supposed to be, the label 

showed on the next day the correct price (for more: cf. appendix) 
47 One production team proudly explained to me the impact of a video which exposed corrupt behaviour. The 

concerned individual acknowledged the fraud and repaid the community the money which was given to him in 

order to build a water pipeline (though he still did not install the pipeline), probably weary that they would 

publicize his personal misconduct even more. (for more: cf. appendix) 
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claim. Already the creation process, where the decision on the topic is made in the 

community or production team on a democratic basis is asking for a “significant change […] 

of the culture in a given society, community or context” (Servaes & Lie 2013: 4). The fact 

that female producers are encouraged by their families signifies an evolution towards equality. 

Autochthonous traits of static hierarchies are still prevailing but the communities are very 

aware of the challenges traditional structures bear (cf. Sreekumar (2007) and others in ch. 

2.5) and they consciously try to overcome them.    

The contradiction which literature brought up between targeting individuals while 

simultaneously addressing the power of a group was no issue among the communities. How 

and by whom stories are told is simply the result of logic reasoning. It is the content and it’s 

interesting presentation which matters. Posing question RQ2: How are traditional 

structures, mass media aesthetics and the NGOs’ approach represented in the 

storytelling process of community video? The importance to incorporate creative inputs 

which are coming naturally to the communities (cf. ch. 2.3; Ginsburg 1991) was highlighted. 

Spontaneous performance of songs and the way how the audience reasoned about the time- 

and logic-restrictions on portraying the yearly cycle of a crop (cf. field notes, appx 5) made 

clear that the communities have their own way of sense-making in both kinds of videos – 

learning- and experience-based. As observed in the narrative analysis, the communities are 

seeking to produce films with multiple elements to achieve a compelling structure of the 

story. The influence of mass media and the aesthetic aspirations connected to those were 

apparent. On one hand, aspirations can result in qualitatively high videos. On the other, they 

can create pressure to fulfill one’s own expectancies. For many, the biggest challenge is to 

understand that community video “is new for everyone and no one is a professional” 

(coordinator; DG). 

The input brought from the NGOs in respect to some elements is appreciated, e.g. concerning 

the structure of the disseminations process. This step of story-telling further showed that 

community video in its nature of addressing all senses is indeed an advanced form of 

communication. The challenges concerning audibility and attention of the audience point out 

that if development work stops at the ‘product’ video, the medium would lose its effects in the 

process of communication.  
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7.3. RQ3: A constant dialogue 

The over-all theme depends on the local organizations’ purpose, which can be a helpful agent 

since they already know the communities. Having said that, especially in instructive videos, a 

preference on what the organizations would like to promote is obvious. An agency concerned 

with childcare will find it difficult to incorporate agricultural practices in their videos. 

However, the communities are well aware of these agendas and look at them with a critical 

eye (cf. appendix 7.2) and in reverse expect the local organizations to provide them with 

additional background knowledge (cf. appendix 5). The NGOs here are supposed to work as 

facilitators and channels (cf. ch. 2.4, 6.4) who work as a guide detached from the actual topic 

of the film, only providing technical support and the theories to make it easier for the 

communities to articulate themselves audio-visually. Here the lines of involvement are blurry. 

The field observation showed that the cameras employed are indeed simple and easily 

accessible (cf. Dreher, 2012: 160); appendix 5), but the editing and basic problem of illiteracy 

still poses a challenge. Influence, especially in this last stage of story-production, is 

undeniable. This indicates that as long as media equipment and media literacy are not stable 

givens in rural communities, continuous support by the initiating organization – regardless of 

the content – will always be needed. Furthermore, looking at the fact that at least 3 months are 

needed for the initial video production training and to find topics, the NGOs’ demand for a 

model is not understandable and not necessarily useful. As the difference in the production 

teams and their videos showed that all of them are individual stories which carry the 

character of the group. Coming back to the assumption that it is the originality of 

community videos which can trigger empowerment, the idea of having a model appears 

counterproductive. Addressing RQ3: Who is making the decision on what kind of story 

with which content to tell? It can be said that the major decisions are basically lying with the 

communities. Yet to ensure that it is truly their video, the communities themselves need to be 

attentive with whom they are collaborating. 

Expecting empowerment to happen automatically should however not be taken for granted. 

Looking back at participation theory and Tufte & Mefalopulos’ model of participation (ibid 

2009: 6), community video in the present examples is indeed a case of “empowerment 

participation”. Stakeholders (communities) and experts (NGOs) are discussing on an equal 

level and feed-back processes (cf. Asthana 2006) are in place. However, the involvement 

within the community itself is limited. This is naturally due to the medium which allows only 

a few to participate and the communities’ workload, which does not allow much leisure time. 
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However, the risk for community video to slip into the zone of merely “participatory 

collaboration” and the age-old challenge of media development, namely resulting in an one-

way dissemination of the message of a few to a greater public (cf ch. 2.1) has to be observed 

carefully. NGOs have to make sure that the entire community feels that it is their video and 

not just the work of a few experts who happen to come from the same village. There are 

already mechanisms which can prevent a separation between producers and recipients, such as 

community meetings where the current filmmakers encourage their fellows to join. Or 

holding film screenings on a regular basis and thus creating demand from the audience on 

specific knowledge, so that even though not everybody will be able to join the production 

team simply due to practical reasons; with their input of ideas they can nevertheless become 

“prosumers” (Burgess, 2006). Being very aware of the decisive role sharing has in the process, 

it is important that the communities “think of it as their film”(trainer, AB).  

Drawing again on the theory of empowerment (ch.1.1.) and Samia Rahims (2012) and 

respectively Naila Kabeer (1994), it can be said that community video does indeed empower 

communities by creating a feeling of empowerment from within. This finds expression in 

self-perception and a positive change of outsiders’ mindset. It can even translate to actual 

improvements of livelihood.  

Empowerment is based on both, the elements of the storytelling process and the medium 

itself. As a tool for learning, it enables the audience to take precise development efforts into 

their own hands (power for).  

As a medium for pointing out shortcomings of authorities, it can empower the creators of the 

videos to react to unjust treatment on an equal level (power over). It can create a feeling of 

unity (Tacchi 2009) and identification amongst the people who created the video and their 

audience (with). And even though community videos can only be produced by a few, the 

input of the entire community does not have to be restricted. Having seen what their fellows 

have produced can encourage the audience to take their fate in their own hands after they have. 

In order to leverage the potential for empowerment though, the different influences of 

agencies and internal hierarchies have to be considered right at the start. Finally, attention has 

to be paid to the technical and structural aspects of story-telling in order to unleash the 

communities’ creative meaning-making of this tool for development. 
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8. CONTRIBUTION & SHORTCOMINGS 

The aim of the ethnographic approach, to become close with the communities did not fully 

succeed. The circumstances of being in a foreign country surely lessened the temptation of 

losing distance. It rather aided to, like Tedlock describes, “remove” myself (Tedlock 2011: 

335). At the same time, being probably one of the few white people who ever find their way 

to the Indian countryside, it was difficult to create an eye-level discussion atmosphere. 

Involving the trainers helped to reduce both negative and positive impressions of an outside 

intruder who is there to ‘control’ and the white ‘expert’ who came down to bestow 

enlightenment upon them. With the production teams in both cases, digitalGREEN and 

Abhivyakt, it was possible to create an atmosphere of exchange and friendship of people who 

are all aiming for the same goal (cf. field notes, appx 5).  

The supposed advantage of focus group discussions is that they encourage exchange of 

opinions (Coldevine 1988: 228). The idea of conducting those was to, just like open 

interviews, hold them in an “informal and conversational style” (Marvasti 2004: 20). 

However, with the audience groups this was not possible to the extent I would have wished it 

to be. Here aforementioned hierarchy (Pattende 2011) came into play and it was at times 

difficult to get different opinions. Furthermore, the questions gradually developed into yes-

/no-questions which, contrary to open-ended ones, usually do not result in new discoveries. 

This was due to a common false assumption that interviewees are in the possession of an 

unlimited “fountain of knowledge” (Marvasti 2004: 16). Yet for them, who usually only 

consume media but never question it, the topic of community video was very abstract. With 

the help of the local staff and the given knowledge sharing culture of rural India, I was 

however able to identify certain (new) elements more easily than expected. The experience of 

the focus group discussions after disseminations can hence be more described as a dialogue 

between the translator and the doyen.  

Initially, I aimed to add validity (Marshall & Rossmann 2011: 42) to my qualitative research 

by cross-checking the communities’ responses with expert interviews (Rubin & Rubin 2005). 

As it turned out, these interviews also worked vice-versa, namely adding insight to my field 

observations and enabling me to question the NGOs. Thus, the ethnographic approach and 

intertwined layout interviews and discussions helped in gaining a holistic picture of the 

various factors involved in community video. It pointed out the great potential of creativity 

which lies within the rural communities in India.  
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Yet the infrastructural support which is needed hinders its development into a tool, fully 

owned by the communities. Further research could explore the inclusion of other media 

development projects such as community media centers. India, being a very media-affine 

country is ideal for an approach which involves the communities behind and in front of the 

camera. In less media-exposed regions, it might be difficult to find people who are willing to 

share their knowledge and experience on a screen. Thus, it is hoped that the findings of this 

study will give inspiration to research on audiovisual storytelling in other countries.   
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10. APPENDIX 

1. Notes from narrative analysis of videos  

2. Videos from narrative analysis 

3. Focus group questions  

4. Semi-structured expert interview questions 

5. Field Notes  

6. Transcripts of semi-structured expert interviews  

7. English transcript of focus group discussions  

8. Recordings of focus group discussions  

9. Recordings of semi-structured expert interviews  

10. Report for digitalGREEN on storyboarding 

11. Pictures of disseminations and discussions  

 

Extracts of the appendix can be found attached to this. The complete version, incl. videos can 

be accessed online under: 

https://www.dropbox.com/sh/w69hydtugvl9rmz/AADGfEWYhrzVMEQtLlIhFuiWa  

[available until 01/08/2014] 
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