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Introduction
Digital technologies have helped some women in low- and middle-income countries gain employment, increase their incomes, 
and access cost-effective healthcare and education services.1 During the COVID-19 pandemic, as digitisation accelerated2 and 
mobile technologies and services generated $4.4 trillion of economic value (5.1% of global GDP) in 2020,3 some women used 
mobile phones to access COVID-19 information, stay connected to their families during lockdowns, continue their business 
activities where possible, and access support from the government and other institutions.4 

India now has close to a billion mobile subscribers5 and is one of the largest social media markets in the world, with an 
estimated 390 million monthly active WhatsApp users and 180 million Instagram users.6 This digital revolution offers 
unprecedented opportunities to strengthen pathways to women’s empowerment. However, its transformative potential is 
constrained by the gender digital divide in the country, as well as the replication or even amplification of patriarchal norms on 
social media platforms.7 

This report summarises learnings from BBC Media Action’s landscaping study of the gendered dimensions of social 
media access and use in India. It addresses 10 questions that have implications for designing digital solutions for women’s 
empowerment in India. 

10 questions for designing digital solutions for women’s 
empowerment in India

1. Is the digital revolution male? 

2. Is the digital revolution equitable? 

3. Do women and men use mobile phones differently? 

4. Do women and men use social media and chat applications differently? 

5. Does women’s and men’s behaviour in digital groups differ? 

6. How do gender norms influence women’s use of social media? 

7. What is the scope of gender-based violence on social media? 

8. How do women respond to misogyny online?

9. Are women influencers on social media modelling alternative gender norms? 

10. What are the implications of these insights for designing empowering digital solutions for women?

This landscaping study consisted of a literature review and key informant interviews. In 2020–2021, BBC Media Action 
reviewed publicly available literature in peer-reviewed journals, as well as grey literature, including book chapters, 
government reports, private and social sector research reports, newspaper articles, blogs and other forms of media. We 
primarily reviewed literature authored in India or about India but also considered literature from other countries to help build 
knowledge around specific questions. BBC Media Action researchers also conducted over a dozen key informant interviews 
with academics, researchers, journalists, digital marketing professionals, social media industry professionals, and other 
individuals with relevant expertise to try to fill in gaps identified in the literature.

 

“The digital revolution could pose a severe threat to women, or the 
increasing socio-economic importance of digital technology could 
pose a unique opportunity, providing new tools to fight existing 
inequalities between men and women.”8
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1. Is the digital 
revolution male?
In India, where 75% of men but only 
55% of women owned a mobile phone 
in 2020–2021,9 men far outnumber 
women on social media. In 2018, 
LIRNEasia estimated that only 9% of 
women aged 15–65 used social media 
in India, compared with 22% of men.10 
The gender digital divide has shrunk in 
India during the COVID-19 pandemic. 
Women’s use of mobile internet 
increased from 21% in 2019 to 30% in 
202011 – a jump likely associated with 
the increase in smartphone ownership, 
from 14% in 2019 to 25% in 2020.12 
Nonetheless, 75% of women still do 
not own smartphones, and the gender 
gap persists, with 41% of men owning 
smartphones and 45% of men using 
mobile internet in 2020.13 

Although India is globally the 
largest market for platforms such 
as WhatsApp, Facebook, Instagram 
and YouTube, most are heavily 
skewed towards male users.14 For 
example, according to estimates 
from publicly available advertising 
data, only 8% of Twitter users and 
24% of Facebook users in India were 
women, as of January 2021 (see Table 
1).15 Facebook usage among women 
increased by just 1% during the 
pandemic, and Twitter usage among 
women fell by 6% – despite the 
increases in smartphone ownership 
and mobile internet use reported by 
the GSMA.16 

KEY TAKEAWAY: India has one of 
the largest social media markets in 
the world, but most of the users of 
platforms such as Facebook, Twitter, 
Instagram and LinkedIn are men.

2. Is the digital 
revolution 
equitable?
Wealth and education are the 
strongest determinants of access to 
and use of mobile phones in India.17 
Social media use also tends to 
increase with income and education,18 
and urban and younger mobile 
users are more likely to use social 
media (sex-disaggregated data is not 
available for these variables).19 In 
2018, a study by LIRNEasia found that 
only 5% of social media users in India 
had a primary school education or had 
never been to school, and only 11% 

lived in rural areas (see Table 2).

Prior to the COVID-19 pandemic 
and the ban on TikTok in 2020, use 
of some social media platforms was 
becoming less elite in India. For 
example, the majority of TikTok’s 

users in India came from Tier 2 and 
Tier 3 cities, and 52% earned less than 
INR 25,000 ($330) a month.20 

Social media use also appears to 
negatively correlate with age in India. 
For example, according to a study by 
LIRNEasia, only 10% of 36–45 year 
olds had used social media in 2018 
(see Table 3).21

Although there has been a substantial 
increase in social media use among 
adolescents in India, the gender gap 
is the most extreme in this age group. 
For example, a survey in Bihar and 
Uttar Pradesh in 2018–2019 found 
that 33% of 15–19-year-old girls who 
had completed 5th grade (or higher) 
had used social media, compared with 
70% of boys in the same age group 
(see Table 4).22

TABLE 1
The gender divide on social media platforms in India in 2020 

Platform Percentage of the  
adult population Men Women 

Facebook 30% 76% 24%

Instagram 13% 73% 27%

Twitter 1.6% 92% 8%

LinkedIn 7.5% 72% 28%

Source: Kemp, S. (2021) Digital 2021: India. We Are Social and Hootsuite.

TABLE 4
Social media use among adolescents with at least five years’ education in Bihar 
and Uttar Pradesh

Survey Boys (10–14) Girls (10–14) Boys  (15–19) Girls (15–19)

Wave 1: 
2015–16 6% 1% 27% 5%

Wave 2: 
2018–19 54% 22% 77% 33%

Source: Santhya, K.G. (2020) ‘UDAYA, Adolescent Survey, Bihar and Uttar Pradesh, 2018–19’, dataset. Santhya, 
K.G. (2017) UDAYA, Adolescent Survey, Bihar and Uttar Pradesh, 2015-16, dataset..

TABLE 2
Social media users in India by location, income and education  

Income
Above average Below average Zero

22% 10% 15%

Education
Secondary or higher Primary or none

29% 5%

Location
Urban Rural

24% 11%

Source: LIRNEasia (2018) AfterAccess: ICT Access and Use in Asia and the Global South. Colombo: LIRNEasia.

TABLE 3
Social media use by age in 2019

Age group Percentage of social 
media users 

15–25 29%

26–35 15%

36–45 10%

46–55 6%

56–65 2%

Source: LIRNEasia (2018) AfterAccess: ICT Access and 
Use in Asia and the Global South. Colombo: LIRNEasia.
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KEY TAKEAWAY: Social media users 
in India tend to be younger, better 
educated, wealthier and urban.

3. Do women and 
men use mobile 
phones differently?
Women in India do less with their 
mobile phones than men. On average, 
women in India use their mobile 
phones for only four use cases (i.e. 
purposes or types of task) per week, in 
contrast to men’s seven.23 The gender 
gap in digital use cases also increases 
with task complexity,24 which is often 
linked to lower levels of female digital 
literacy. In other words, women not 
only do less with their phones, but do 
less complicated things.25 

Women’s digital use cases are 
predominantly simple tasks, such as 
receiving and making phone calls. 
For example, while digital finance is a 
common use case for women mobile 
users in other markets, such as East 
Africa, as of 2018, only 10% of adults 
in India had ever made a financial 
transaction on a mobile phone.26 
Women in India are also much less 
likely than men to use phones for 
entertainment (68% gender gap).27 

Moreover, the GSMA found that female 
mobile users are likely to be less 
confident in performing a new task 
than male mobile users, and are also 
less likely to know how to learn a new 
task.28 This has important implications 
for designing gender-sensitive digital 
skills training.

Digital skill levels are also low in 
women’s empowerment collectives. In 
a 2020 research study with members 
of self-help group federations in Bihar, 
BBC Media Action found that 22% 
of all women surveyed could not dial 
a phone number without assistance. 
Only 15% of women reported using 
the internet and 14% reported using 
WhatsApp. However, approximately 
50% of respondents said that they 
watched video content with others, 
who were primarily their immediate 
family members.29

Nonetheless, video consumption has 
increased at nearly the same rates 
among women and men who use mobile 
internet in India. Between 2017 and 
2019, the percentage of women mobile 
internet users consuming free videos 
at least once a month rose from 42% 
to 74%, compared with an increase 
from 40% to 75% among men. Among 
women who watch videos on mobile 
phones, 44% watched videos daily.30 

KEY TAKEAWAY: Women do less with 
mobile phones than men, mainly just 
using them to make and receive phone 
calls. They are also less confident than 
men about learning new digital skills.

4. Do women and 
men use social media 
and chat applications 
differently? 
Unlike men, women in India 
predominantly use social media 
platforms to maintain existing 
networks and communities rather 
than to build new ones. Almost all 
women who use social media platforms 
in India (92%) use them to stay in 
touch with existing friends, family and 
acquaintances; only 38% use social 
media platforms to make new friends 
(compared with 62% of men).31 

Banaji and Bhat32 produced a 
typology of social media users in India 
based on their likelihood to forward 
misinformation in digital groups: highly 
active members tended to be upper- or 
middle-class Hindu men, with a small 
proportion of women from urban areas. 
Men posted more frequently, while 
women – particularly from Dalit and 
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Adivasi groups and religious minorities 
– tended to be inactive or silent 
members.

KEY TAKEAWAY: Most women use 
social media to stay in touch with 
existing friends and family, rather 
than to make new friends – this could 
limit their access to new ideas and 
opportunities.

5. Does women’s and 
men’s behaviour in 
digital groups differ?
While there is very little literature on 
the gendered use of digital groups, what 
does exist indicates that women are 
more likely to be passive participants, 
particularly in public groups. 

Women tend to post more frequently in 
smaller, personal groups than in larger, 
public groups (the opposite of male 
users).33 They tend to prefer closed 
platforms like WhatsApp, where they 
can have greater control over their 
visibility and online personas, to more 
open platforms such as Facebook. 
On Twitter, women more often use 
one-way communication (such as 
links to webpages) than two-way 
communication (such as @mentions, 
retweets).34 

These behavioural patterns are likely 
to enhance some forms of social 
capital – i.e., bonding capital – but 
could constrain women’s potential to 

accumulate bridging capital online (see 
Box 1). This could limit the potential 
for women to use social media to build 
their human, social and financial capital, 
or for women’s collectives to mobilise 
wider digital campaigns and social 
movements. 

However, literature indicates that 
digital groups can increase effective 
interaction between people at different 

levels in power hierarchies, such as 
between students and teachers.35 There 
are studies of small and medium-sized 
enterprises in India that have used 
digital groups to increase revenue and 
access to markets without increasing 
financial risks, to share information 
about services and products, and 
to tailor customer services in real 
time. There are also examples of 
digital groups being used to enhance 
coordination and communication for 
better provision of public services 
(e.g. disaster management).36 All of 
these cases hold promise for women’s 
empowerment collectives. 

Research indicates that most content 
in public and private groups in India 
is forwarded, and multimedia. Users, 
regardless of gender, engage most 
often with images or short-format 
videos. There are very few links to 
pages on the internet. In contrast, some 
digital communities insist on text-based 
discussions. For example, a community 
of mothers in Mumbai only allows 
members to post text-based content 
to encourage discussion and minimise 
spam. In educational contexts, on the 
other hand, voice notes are frequently 
used in digital groups. This is because 
students across age groups, including 
very young children, can use them. 

KEY TAKEAWAY: Men tend to be more 
active participants in digital groups 
than women, with the most active users 
being men with other forms of social 
privilege.

6. How do gender 
norms influence 
women’s use of social 
media? 
Gender norms offline and online 
constrain women’s behaviour on the 
internet in India. 

A 2019 study in south India found that 
gender hierarchies do not disappear 
in digital spaces.37 Instead, women’s 
mobile phone and internet use tends 
to be supervised or monitored by men, 
older family members and intimate 
partners.38 This significantly limits 
the agency and freedom that digital 
technology could provide women. 
One study found numerous instances 
of household-level monitoring and 
surveillance of young women’s use of 
digital technologies in different states. 
In Tamil Nadu, for example, some young 
women reported that they were not 

BOX 1. Social capital in women’s collectives
Social capital is a property of relationships and represents an investment 
in relationships that have expected returns.i It has been described as the 
ability for people to secure benefits and resources through memberships in 
social networks.ii

• Bonding social capital is a form of social capital that is shared among a 
homogenous group of people and increases through network closure.iii 

• Bridging social capital is a form of social capital that is shared among 
heterogeneous groups of people and increases through links with people 
who are different from oneself. It has the potential to expand networks.iv 

In the context of women’s empowerment collectives, bonding social capital 
is associated with social support and feelings of trust and cohesion, while 
bridging social capital is associated with access to new ideas, opportunities 
and ways of doing things.

i  Lin, N. (1999) Building a network theory of social capital, Connections, 22:1, 467–487.

Putnam, R.D. (2000) Bowling Alone: The Collapse and Revival of American Community. New York: Simon & 
Schuster.
ii  Portes, A. (1998) Social capital: its origins and applications in modern sociology, Annual Review of Sociology 
24, 1–25.
iii  Putnam, Bowling Alone. 
iv  Ibid. 
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allowed to have their own smartphones 
and had to use their brother’s phone 
when they went online. In Kerala, the 
research showed instances of young 
women having to share their passwords 
with male family members.39 

Male family members and other 
gatekeepers provide many justifications 
for limiting women’s use of technology, 
ranging from “it’s a waste of their time” 
and an unnecessary expenditure to 
fears that women will be harnessed 
or hacked or taken advantage of by 
strangers online, bringing the family’s 
reputation into disrepute. Although 
concerns about safety and privacy 
on the internet and social media are 
undoubtedly justified, it is important to 
note that these concerns do not limit 
use of mobile devices and the internet 
by men themselves.40

In online spaces, gender norms in 
India dictate that young women are 
expected to project feminine traits 
and respectability, whereas men are 
expected to project masculinity and 
aggressiveness.41 Women who publicly 
transgress this norm on social media 
are often penalised through online 
harassment, or trolling.42 While men 
receive abuse on account of the views 
they hold, the comments women 
receive seem to quickly target their 
identity as women.43 

As a result, most women tend to stick 
to private groups and limit public 
engagement on the internet. Women 
prefer maintaining control over their 
online networks and do not usually 
allow themselves to be contacted by 
networks of friends of friends and 
strangers. Many women users do 
not upload personal content, such 
as display pictures on Facebook, 
where they can be seen by anyone.44 
Researchers have also observed 
women masking their identities online 
– for example, by using a male family 
member’s social media account or a 
false identity.45 

One study observes that the violence 
of gender cultures in India broadens 
the digital gender gap, by constraining 
the aspirations of women to participate 
in the digital public sphere, as many 
restrict their internet usage in response 
to the violence.46

KEY TAKEAWAY: Women’s use of 
mobile phone and the internet tends to 
be supervised and monitored by men, 
which limits the agency and freedom 
that digital technology could provide 
women.
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BOX 2. Making the local global

Khabar Lahariya is a grassroots women-led publication. It began as a 
weekly print newspaper in the Bundelkhand region of India in 2002, 
published in several local dialects, including Bundeli, Awadhi and Bhojpuri. 
Khabar Lahariya is entirely written, edited and distributed by a collective of 
women journalists, who come from marginalised communities. 

In recent years, Khabar Lahariya has become a digital publication, 
distributed on social media platforms such as YouTube and Instagram 
but also via localised WhatsApp groups. It now has a far-reaching online 
presence, with readers across the nation and abroad. 

Khabar Lahariya increases the visibility of people and issues that are often 
neglected by the mainstream media. Through a combination of diligent 
journalism and a savvy social media strategy, it stimulates discussion 
of topics that are most important to its rural and peri-urban audiences. 
Khabar Lahariya tailors content formats to specific platforms – for example, 
longer videos on YouTube and shorter videos on Instagram. 

Behind the scenes, a large network of WhatsApp groups plays a crucial 
role in enabling Khabar Lahariya to cover the local news. The team makes 
use of hundreds of locally relevant WhatsApp groups to stay on top of 
events in their coverage areas, often collaborating with other journalists 
and community members to identify stories. They also use WhatsApp as 
an operational tool, having built an internal network of WhatsApp groups, 
which mirrors the organisation’s structure. The team uses these groups to 
collaborate, coordinate and share footage and materials across locations. 
Chat applications therefore play an important role in the entire lifecycle 
of news at Khabar Lahariya, from the first story idea, through the editorial 
process, to the reader. 
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7. What is the scope 
of gender-based 
violence on social 
media? 
Technology-facilitated gender-
based violence is rife in India, and 
overwhelmingly skewed towards 
women. Research suggests that over 
58% of women internet users have 
faced online sexual harassment of 
some form,47 most commonly on 
social media (with Facebook being the 
primary reported platform).48 

Victims report similar patterns of 
online abuse in response to specific 
topics. Threats of rape and murder 
are routinely made to women who 
dare to voice opinions in public.49 
Women from minorities (e.g. Dalit 
women, women who are not cis 
gender, or Muslim women) and 
women who publicly speak out (e.g. 
women journalists and rights activists) 
are particularly susceptible to such 
attacks, including well-coordinated 
strikes by a multitude of abusers 
working together – referred to as a 
“troll army”.50 

Public women figures are often 
subjects of attack. Amnesty 
International took a sample of 
114,716 tweets mentioning 95 
Indian women politicians in the three 
months from March to May 2019, 
and found that one in every seven 
tweets was ‘problematic’ or ‘abusive’. 
The study also shows how women’s 
intersectional identities are the 
subject of ‘problematic’ or ‘abusive’ 
content. Muslim women received 
94.1% more ethnic or religious slurs 
than women from other religions, 
and female politicians belonging to 
marginalised castes received 59% 
more caste-based abuse compared 
with women from other castes.51 

On WhatsApp, and digital groups 
generally, Dalit women in particular 
face higher levels of “symbolic and 
physical violence” in comparison to 
women from upper castes.52 Men also 
form closed groups to share sexual 
and pornographic images of women. 
These digital groups become spaces 
where men feel emboldened to 
express misogynistic views that they 
perhaps feel they cannot express in 
the public sphere offline or online.

KEY TAKEAWAY: Research suggests 
that more than 50% of women 
internet users may have experienced 
some form of gender-based violence 
online.

8. How do women 
respond to misogyny 
online? 
Among women who have faced online 
gender-based violence, 54% report 
that they did not seek help from 
parents or relatives. Nearly half of 
these women said that they did not 
seek help because they were worried 
their devices might be confiscated by 
a family member.53 

Gatekeepers in the family often 
believe that the internet is not safe for 
women and girls to use unsupervised 
(or at all), further reinforcing gender 
norms and widening the gender 
digital divide.54 These experiences 
constrain Indian women’s and girls’ 
use of the internet and social media. 
Intimidation, harassment and concerns 
about online gender-based violence 
can lead to self-censorship, limiting 
the information and content that 
Indian women share online. It can also 
force women off the internet. In one 
Indian research study, 40% of women 
social media users reported reducing 
their device use or deleting their social 
media accounts in response to toxic 

gender norms online.55 Even hearing 
about the online harassment that 
other women in their social networks 
have experienced has deterred women 
from participating in online spaces: 
57% of women in a recent study 
reported that hearing about such 
instances made them cautious about 
posting content via their social media 
accounts.56

While India has leglislation on cyber-
bullying, cyber-stalking and online 
sexual harassment,57 victims of online 
gender-based violence do not usually 
seek legal recourse. IT for Change 
(2019), in a survey of 326 women 
who had experienced cyber-violence, 
found that only 10% had sought 
assistance from law enforcement. 
Most reported low awareness of the 
law and anxiety about interacting 
with the police as reasons for not 
seeking their assistance. Gender 
norms, and a prevailing patriarchal 
culture, lead to fears and experiences 
of victim-blaming and discrimination, 
and influence police responses to 
complaints.58 

Social media platforms have been 
grappling with the issue of online 
violence since their inception. Over 
the years, many platforms – for 
example, Twitter59 and Facebook60 
– have continuously evolved their 
support systems and community 
resources for individuals experiencing 
online violence. These efforts have 
also moved beyond community 
resources, with other initiatives such 
as communication campaigns61 and 
partnerships.62 However, despite 
best efforts, online violence and 
harassment remain pervasive issues 
on social media in India.

KEY TAKEAWAY: Women who face 
online harassment or abuse do not 
tend to seek help, because they worry 
their mobiles will be confiscated. 
Instead, they often limit their use of 
social media.

9. Are women 
influencers on social 
media modelling 
alternative gender 
norms? 
There is evidence that digital 
influencers can challenge gender 
norms in India, just by their presence 
on social media platforms – often 

In one Indian research study, 40% of 
women social media users reported 
reducing their device use or deleting 
their social media accounts in 
response to toxic gender norms online
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10. What are the implications of these insights for designing 
empowering social media interventions for women?
The gender digital divide on 
social media platforms in India, 
and the offline and online norms 
that create the divide, necessitate 
a gender-intentional, research-
driven approach to designing social 

media interventions for women’s 
empowerment. Based on the 
learnings from this landscaping 
study, we recommend that 
practitioners consider the following 
steps:

1. Understand and quantify who 
is using social media and chat 
applications in the population 
you aim to engage, and who is 
excluded from social media and 
why.

singing and dancing in videos without 
the knowledge or permission of 
their husbands or family members.63 
Several such examples emerged on 
TikTok before its ban in India in 2020.64 
Many women influencers have also 
created content with their families, 
where they model outspokenness 
within the family for their followers.65 

Several key informants for this 
landscaping study felt that women 
influencers in India have been 
disrupting gender stereotypes through 
content creation. They cited various 
examples, including a 15-year-old girl 
from Kargil, who became popular as 
a fast cricket bowler in online videos, 
and a model in Guwahati who became 
a reporter on fashion trends in South 
Korea, Japan and other parts of Asia. 
Another example is the rapper Ratan 
Chouhan, a 21-year-old influencer 
from Rajasthan with 2.5 million 
followers. She raps in regional 
dialects, wears a turban, has tattoos 
and short hair, and has gained enough 
popularity on social media to support 
her family financially.66 Another 
example is Priyanka Kochhar, an 
influencer on Instagram with 453,000 
followers, whose content focuses on 
her long motorcycle tours of India. 

Several women influencers have 
created content that explicitly 
motivates and inspires their followers 
to “follow their dreams… and be their 
true selves”.67 This has included a 
focus on body positivity and defying 
sexist stereotypes, such as being 
weak.68 An example is Sangeeta Jain, 
who gained 3.8 million followers on 
TikTok after her motivational videos 
went viral.69 Despite a severe physical 
disability, she began creating content 
on topics such as self-confidence and 
domestic violence. She also created 
English language tutorials, which went 
viral.70 

Women influencers have also 

been involved in behaviour change 
campaigns on social media platforms, 
including the #PledgeToBeMe 
campaign against body shaming, and 
#GirlsCount by Prajakata Koli, whose 
YouTube channel MostlySane has 
5.31 million subscribers. 

Prior to the ban on TikTok, some 
women from rural communities 
were also gaining “fun, fame, and 
even fortune” on the social media 
platform.71 Agence France-Presse 
cites examples of several influencers 
from rural Madhya Pradesh and 
Maharashtra, who were caregivers at 
home and did not venture much into 
public spaces before their popularity 
on TikTok. The social media platform 
brought them recognition and 
helped them contribute financially 
to their households. They reported a 
heightened sense of self-worth and 
confidence, and spoke of the “ease of 
expression” on TikTok, and how they 
derived pleasure from rediscovering 
talents that they had not had time to 
cultivate.72 

However, in some cases, breaking 
stereotypes has resulted in women 
influencers begin harassed online 
for “damaging family values” and 

going against social norms. It has also 
created tension within their families or 
communities.73 Research indicates that 
most families perceive digital content 
creation by women as a “rebellious” 
act, and men in the family sometimes 
become aggressive if they find women 
posting content online.74 Very little 
literature discusses the trade-offs 
between influencers expressing 
themselves freely online and gaining 
financial independence, and having to 
manage backlash from families and the 
community.

As discussed earlier, most influencers 
are women, while the majority of 
users are men across most platforms 
except Snapchat. Our qualitative 
research supports the hypothesis that 
most followers of women influencers 
are men, and two respondents who 
were women social media influencers 
confirmed this to be the case, with one 
of them estimating that her following 
comprised 78% men. 

KEY TAKEAWAY: Many women 
influencers have large followings 
despite disrupting gender stereotypes, 
suggesting that they could function as 
role models for other women – if those 
women were using social media.
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Gaps in the literature 
and evidence base
• There is a lack of standardised 

metrics and methodologies for 
measuring mobile and internet 
access and use, and the gender 
digital divide more broadly – this 
results in different statistics from 
different datasets. For example, our 
literature review highlighted a lack of 
consistency in research findings, as 
highlighted in Table 5.

• There is very little disaggregated 
and intersectional data available on 
women’s and girls’ access to and use 
of social media in India, particularly 
by caste, religion and occupation.

• Very little is known about differences 
in men’s and women’s behaviour 
on social media platforms and chat 
applications in India. While there 
is data on dominant mobile and 
internet use cases, very little is 
disaggregated by gender, or regularly 
updated.

• There is very little data on user-
generated content in India, and 
none disaggregated by gender or 
by any other socio-demographic 
characteristics. 

• User behaviour in digital groups 
in India is largely studied through 
metadata (frequency of posting, 
duration and speed of responses, 
etc.), which is rarely disaggregated by 

socio-demographic characteristics. 
• Very few studies have analysed 

content or user behaviour in digital 
groups in India, particularly in 
the context of entrepreneurship 
and business. Those that exist 
have focused on politics and 
misinformation.

• There is a gap in understanding in 
terms of the positive and negative 
impacts of digital groups on group 
cohesion, achievement of collective 
goals, democratic participation 
of members in groups, effective 
knowledge-building, and other such 

metrics of group strength.
• There appear to be no robust and 

comprehensive studies of social 
media influencers in India (or at least 
none that are publicly available). The 
only data we were able to source 
was from blogs and key informant 
interviews.

• There is no disaggregation of 
followers of social media influencers 
by gender, socio-economic status, 
religion or geography in the publicly 
available data in India, and little 
documentation of rural social media 
influencers in India.

TABLE 5
Internet use in India by gender and dataset

Data set Total 
(%)

Men 
(%)

Women 
(%)

Gender 
gap (%) Base Sample size

Pew Research 
Center (2018)75 25% – – – Total population 

aged 18+
2,464 
individuals

LIRNEasia 
(2018)76 19% 26% 11% 57% Total population 

aged 15–65

5,069 
households & 
individuals

IAMAI and 
Neilsen (2019)77 40% 65% 35% 46% Total population 

aged 12+
315,255 
households

Hootsuite and 
WeAreSocial 
(2020)78 

50% – – – Total population Total 
population

GSMA (2020)79 32% 42% 21% 50% Total population 
aged 18+

Approx. 
2,000 men & 
women aged 
18+

2. Don’t just ask questions about 
access. Understand women’s 
level of digital skill, their 
usage habits and the factors 
shaping their use, including 
the implications of shared and 
supervised mobile phone use for 
privacy and data protection

3. Don’t just rely on social media. 
Design differentiated digital 
strategies, using appropriate 
digital channels (IVR, SMS, chat 
applications, specific social 
media platforms) to engage 
different segments of the target 
population. 

4. Remember that face-to-face 
communication remains 
key to women in the target 
population who don’t own, or 
have meaningful access to, 
mobile phones – or the skills or 

permission to use one. 
5. Identify social media use cases 

that are relevant and appealing 
to women, but also have buy-
in and acceptance from male 
gatekeepers to avoid creating 
tension in the family and 
community, which could lead to 
gender-based violence.

6. Use women-centred design 
processes to co-create 
social media interventions 
with women who represent 
different segments of the 
target population to improve 
accessibility, usability and 
relevance.

7. Design closed, private digital 
spaces where women are 
comfortable expressing 
themselves. Appoint sufficient 

administrators to provide 
strong moderation and actively 
stimulate engagement in digital 
groups.

8. Consider leveraging social media 
influencers for behaviour change 
communication, but be aware 
that they are much more likely 
to influence men than women 
online.

9. Set realistic targets for reach and 
engagement, based on the level 
of social media access, skill and 
use in the target population.

10. Have processes in place to 
respond to online harassment 
and violence that may be 
triggered by your intervention. 
Be patient. Test and re-test 
because there is the potential to 
do as much harm as good.



Why aren’t women part of the conversation?  February 2022

Endnotes
1  GSMA (2021) The Mobile Economy 2021. London: GSM 
Association. Available from: https://www.gsma.com/
mobileeconomy/wp-content/uploads/2021/07/GSMA_
MobileEconomy2021_3.pdf [Accessed 10 January 2022].
2  GSMA (2021) The Mobile Gender Gap Report 2021. London: GSM 
Association. Available from: https://www.gsma.com/r/wp-content/
uploads/2021/07/The-Mobile-Gender-Gap-Report-2021.pdf 
[Accessed 10 January 2022].
3  GSMA, The Mobile Economy 2021.
4  GSMA, The Mobile Gender Gap Report 2021.
5  Telecom Regulatory Authority of India, ‘Highlights of Telecom 
Subscription Data as on 30th September, 2021’, press release No. 
50/2021, 22 November 2021. Available from: https://www.trai.gov.
in/sites/default/files/PR_No.50of2021.pdf [Accessed 10 January 
2022].
6  Keelery, S. (2021) Social Media Usage in India - Statistics & Facts, 
Statista. Available from: https://www.statista.com/topics/5113/
social-media-usage-in-india/ [Accessed 12 January 2022].
7  Barboni, G., Field, E., Pande, R., Rigol, N., Schaner, S. and Troyer 
Moore, C. (2018) A Tough Call: Understanding Barriers to and Impacts 
of Women’s Mobile Phone Adoption in India. Cambridge, MA: Harvard 
Kennedy School. Available from: https://www.hks.harvard.edu/
publications/tough-call-understanding-barriers-and-impacts-
womens-mobile-phone-adoption-india [Accessed 10 January 2022].
8  Hilbert, M. (2011) Digital gender divide or technologically 
empowered women in developing countries? A typical case of lies, 
damned lies, and statistics. Women’s Studies International Forum, 
34:6, 479–489. http://dx.doi.org/10.1016/j.wsif.2011.07.001.
9  GSMA, The Mobile Gender Gap Report 2021.
10  LIRNEasia (2018) AfterAccess: ICT Access and Use in Asia and the 
Global South. Colombo: LIRNEasia. Available from: https://lirneasia.
net/wp-content/uploads/2018/10/LIRNEasia-AfterAccess-Asia-
Report.pdf [Accessed 10 January 2022].
11  GSMA, The Mobile Gender Gap Report 2021.
12  Ibid. 
13  Ibid. 
14 Kemp, S. (2020) Digital 2020: India. WeAreSocial and Hootsuite. 
Available from: https://datareportal.com/reports/digital-2020-india 
[Accessed 17 February 2021]. 
15 Ibid.
16 Ibid.
17 Mohan, D., Harrisson Bahingwa, J.J., Tiffin, N., Dhar, D., Mulder, 
N., George, A. and LeFevre, A.E. (2020) Does having a mobile phone 
matter? Linking phone access among women to health in India: An 
exploratory analysis of the National Family Health Survey. PLOS 
ONE, 20 July. https://doi.org/10.1371/journal.pone.0236078. 
18  Poushter, J., Bishop, C. and Chwe, H. (2018) Social Media Use 
Continues to Rise in Developing Countries, but Plateaus Across 
Developed Ones. Washington, DC: Pew Research Center. Available 
from: https://www.pewresearch.org/global/2018/06/19/social-
media-use-continues-to-rise-in-developing-countries-but-plateaus-
across-developed-ones/ [Accessed 10 January 2022].
19  LIRNEasia, AfterAccess.
20  Chandar, S. (2019) ‘These statistics illustrate the amazing 
popularity of TikTok in India’. Scroll.in, 8 November. Available from: 
https://scroll.in/article/942852/these-statistics-illustrate-the-
immense-popularity-of-tiktok-in-india [Accessed 10 January 2022].
21 LIRNEasia, AfterAccess.
22  Santhya, K.G. (2020) ‘UDAYA, Adolescent Survey, Bihar and 
Uttar Pradesh, 2018–19’, dataset. Available from: https://www.
popcouncil.org/research/udaya-adolescent-survey-bihar-and-uttar-
pradesh-201819 [Accessed 10 January 2022].
Santhya, K.G. (2017) UDAYA, Adolescent Survey, Bihar and Uttar 
Pradesh, 2015-16, dataset. Available from: https://www.popcouncil.
org/research/udaya-adolescent-survey-bihar-and-uttar-pradesh-
201516-data-sets [Accessed 10 January 2022. 
23  GSMA (2020) The Mobile Gender Gap Report 2020. London: 
GSM Association. Available from: https://www.gsma.com/
mobilefordevelopment/wp-content/uploads/2020/05/GSMA-The-
Mobile-Gender-Gap-Report-2020.pdf [Accessed 10 January 2022].

24  India Wave 6 Report: Sixth Annual FII Tracker Survey, Financial 
Inclusion Insights Survey, 2018-2019. InterMedia. 
25  Barboni et al., A Tough Call.
26  LIRNEasia, AfterAccess.
27  Ibid.
28  GSMA, The Mobile Gender Gap Report 2021.
29 BBC Media Action (2020), Quantitative phone surveys with 
Bharpoor Academy participants. Unpublished. 
30  GSMA, The Mobile Gender Gap Report 2020. 
31  IT for Change (2016) FREE BASICS: A Wrong Turn on the Road 
to Women’s Empowerment? India Country Report of the Women’s 
Rights Online Study. Karnataka: IT for Change. Available from: 
https://itforchange.net/sites/default/files/Women%27s%20
Rights%20Online%20Study%20-%20India%20Country%20Report.
pdf [Accessed 10 January 2022].
32  Banaji, S. and Bhat, R. (2019) WhatsApp Vigilantes: An 
exploration of citizen reception and circulation of WhatsApp 
misinformation linked to mob violence in India, LSE blog 
11 November. Available from: https://blogs.lse.ac.uk/
medialse/2019/11/11/whatsapp-vigilantes-an-exploration-of-
citizen-reception-and-circulation-of-whatsapp-misinformation-
linked-to-mob-violence-in-india/ [Accessed 10 January 2022].
33  Rosenfeld, A., Sina, S., Sarne, D., Avidov, O. and Kraus, S. 
(2018) WhatsApp usage patterns and prediction of demographic 
characteristics without access to message content, Demographic 
Research, 39:22, 647–670. Available from: https://www.
demographic-research.org/volumes/vol39/22/ [Accessed 11 
January 2022].
34  Gurman, T.A., Nichols, C. and Greenberg, E.S. (2018) Potential 
for social media to challenge gender-based violence in India: A 
quantitative analysis of Twitter use, Gender & Development, 26:2, 
325–339. Available from: https://www.tandfonline.com/doi/abs/10.1
080/13552074.2018.1473230 [Accessed 11 January 2022].
35  Baishya, D. and Maheshwari, S. (2020) WhatsApp groups in 
academic context: exploring the academic uses of WhatsApp groups 
among the students. Contemporary Educational Technology, 11:1, 
31–46.
36  Arnold, R., Hildebrandt, C., Kroon, P. and Taș, S. (2017) The 
Economic and Societal Value of Rich Interaction Applications (RIAs) in 
India. Bad Honnef: Wik.
Singh, S. (2019) How WhatsApp business has become a popular tool 
for micro enterprises [online]. The Economic Times, 16 September. 
Available from: https://economictimes.indiatimes.com/small-biz/
sme-sector/how-whatsapp-business-has-become-a-popular-tool-
for-micro-enterprises/articleshow/71130211.cms?from=mdr 
[Accessed 11 January 2022].
Soni, Y. (2019) From sarees to ice cream: How WhatsApp business 
is bringing India’s SMEs to the digital fold [online]. Crazy About 
Startups, 8 August. Available from: https://crazyaboutstartups.
com/from-sarees-to-ice-cream-how-whatsapp-business-is-bringing-
indias-smes-to-the-digital-fold/ [Accessed 11 January 2022].
Naruka, S. (2019). WhatsApp and women entrepreneurs. Advances in 
Economics and Business Management, 6:1, 17–20. 
Dubey, T. (2019) WhatsApp and NITI Aayog join hands to promote 
women entrepreneurs [online]. YourStory.com, 25 July. Available 
from: https://yourstory.com/herstory/2019/07/whatsapp-niti-
aayog-wep-women-entrepreneurs/amp [Accessed 11 January 2022].
Wilson, R. (2019) Women entrepreneurs are earning lakhs using 
Whatsapp [online]. Marketing Mind, 5 November. Available from: 
https://www.marketingmind.in/women-entrepreneurs-are-earning-
lakhs-using-whatsapp/ [Accessed 11 January 2022].
Jain, M. (2019) How WhatsApp, the enabler of fake news, helped 
save lives in Tamil Nadu after Cyclone Gaja [online]. Scroll.in, 9 
January. Available from: https://scroll.in/magazine/905808/how-
whatsapp-the-enabler-of-fake-news-helped-save-lives-in-tamil-
nadu-after-cyclone-gaja [Accessed 11 January 2022].

https://www.gsma.com/mobileeconomy/wp-content/uploads/2021/07/GSMA_MobileEconomy2021_3.pdf
https://www.gsma.com/mobileeconomy/wp-content/uploads/2021/07/GSMA_MobileEconomy2021_3.pdf
https://www.gsma.com/mobileeconomy/wp-content/uploads/2021/07/GSMA_MobileEconomy2021_3.pdf
https://www.gsma.com/r/wp-content/uploads/2021/07/The-Mobile-Gender-Gap-Report-2021.pdf
https://www.gsma.com/r/wp-content/uploads/2021/07/The-Mobile-Gender-Gap-Report-2021.pdf
https://www.trai.gov.in/sites/default/files/PR_No.50of2021.pdf
https://www.trai.gov.in/sites/default/files/PR_No.50of2021.pdf
https://www.statista.com/topics/5113/social-media-usage-in-india/
https://www.statista.com/topics/5113/social-media-usage-in-india/
https://www.hks.harvard.edu/publications/tough-call-understanding-barriers-and-impacts-womens-mobile-phone-adoption-india
https://www.hks.harvard.edu/publications/tough-call-understanding-barriers-and-impacts-womens-mobile-phone-adoption-india
https://www.hks.harvard.edu/publications/tough-call-understanding-barriers-and-impacts-womens-mobile-phone-adoption-india
http://dx.doi.org/10.1016/j.wsif.2011.07.001
https://lirneasia.net/wp-content/uploads/2018/10/LIRNEasia-AfterAccess-Asia-Report.pdf
https://lirneasia.net/wp-content/uploads/2018/10/LIRNEasia-AfterAccess-Asia-Report.pdf
https://lirneasia.net/wp-content/uploads/2018/10/LIRNEasia-AfterAccess-Asia-Report.pdf
https://datareportal.com/reports/digital-2020-india
https://doi.org/10.1371/journal.pone.0236078
https://www.pewresearch.org/global/2018/06/19/social-media-use-continues-to-rise-in-developing-countries-but-plateaus-across-developed-ones/
https://www.pewresearch.org/global/2018/06/19/social-media-use-continues-to-rise-in-developing-countries-but-plateaus-across-developed-ones/
https://www.pewresearch.org/global/2018/06/19/social-media-use-continues-to-rise-in-developing-countries-but-plateaus-across-developed-ones/
http://Scroll.in
https://scroll.in/article/942852/these-statistics-illustrate-the-immense-popularity-of-tiktok-in-india
https://scroll.in/article/942852/these-statistics-illustrate-the-immense-popularity-of-tiktok-in-india
https://www.popcouncil.org/research/udaya-adolescent-survey-bihar-and-uttar-pradesh-201819
https://www.popcouncil.org/research/udaya-adolescent-survey-bihar-and-uttar-pradesh-201819
https://www.popcouncil.org/research/udaya-adolescent-survey-bihar-and-uttar-pradesh-201819
https://www.popcouncil.org/research/udaya-adolescent-survey-bihar-and-uttar-pradesh-201516-data-sets
https://www.popcouncil.org/research/udaya-adolescent-survey-bihar-and-uttar-pradesh-201516-data-sets
https://www.popcouncil.org/research/udaya-adolescent-survey-bihar-and-uttar-pradesh-201516-data-sets
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2020/05/GSMA-The-Mobile-Gender-Gap-Report-2020.pdf
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2020/05/GSMA-The-Mobile-Gender-Gap-Report-2020.pdf
https://www.gsma.com/mobilefordevelopment/wp-content/uploads/2020/05/GSMA-The-Mobile-Gender-Gap-Report-2020.pdf
https://itforchange.net/sites/default/files/Women%27s%20Rights%20Online%20Study%20-%20India%20Country%20Report.pdf
https://itforchange.net/sites/default/files/Women%27s%20Rights%20Online%20Study%20-%20India%20Country%20Report.pdf
https://itforchange.net/sites/default/files/Women%27s%20Rights%20Online%20Study%20-%20India%20Country%20Report.pdf
https://blogs.lse.ac.uk/medialse/2019/11/11/whatsapp-vigilantes-an-exploration-of-citizen-reception-and-circulation-of-whatsapp-misinformation-linked-to-mob-violence-in-india/
https://blogs.lse.ac.uk/medialse/2019/11/11/whatsapp-vigilantes-an-exploration-of-citizen-reception-and-circulation-of-whatsapp-misinformation-linked-to-mob-violence-in-india/
https://blogs.lse.ac.uk/medialse/2019/11/11/whatsapp-vigilantes-an-exploration-of-citizen-reception-and-circulation-of-whatsapp-misinformation-linked-to-mob-violence-in-india/
https://blogs.lse.ac.uk/medialse/2019/11/11/whatsapp-vigilantes-an-exploration-of-citizen-reception-and-circulation-of-whatsapp-misinformation-linked-to-mob-violence-in-india/
https://www.demographic-research.org/volumes/vol39/22/
https://www.demographic-research.org/volumes/vol39/22/
https://www.tandfonline.com/doi/abs/10.1080/13552074.2018.1473230
https://www.tandfonline.com/doi/abs/10.1080/13552074.2018.1473230
https://economictimes.indiatimes.com/small-biz/sme-sector/how-whatsapp-business-has-become-a-popular-tool-for-micro-enterprises/articleshow/71130211.cms?from=mdr
https://economictimes.indiatimes.com/small-biz/sme-sector/how-whatsapp-business-has-become-a-popular-tool-for-micro-enterprises/articleshow/71130211.cms?from=mdr
https://economictimes.indiatimes.com/small-biz/sme-sector/how-whatsapp-business-has-become-a-popular-tool-for-micro-enterprises/articleshow/71130211.cms?from=mdr
https://crazyaboutstartups.com/from-sarees-to-ice-cream-how-whatsapp-business-is-bringing-indias-smes-to-the-digital-fold/
https://crazyaboutstartups.com/from-sarees-to-ice-cream-how-whatsapp-business-is-bringing-indias-smes-to-the-digital-fold/
https://crazyaboutstartups.com/from-sarees-to-ice-cream-how-whatsapp-business-is-bringing-indias-smes-to-the-digital-fold/
http://YourStory.com
https://yourstory.com/herstory/2019/07/whatsapp-niti-aayog-wep-women-entrepreneurs/amp
https://yourstory.com/herstory/2019/07/whatsapp-niti-aayog-wep-women-entrepreneurs/amp
https://www.marketingmind.in/women-entrepreneurs-are-earning-lakhs-using-whatsapp/
https://www.marketingmind.in/women-entrepreneurs-are-earning-lakhs-using-whatsapp/
http://Scroll.in
https://scroll.in/magazine/905808/how-whatsapp-the-enabler-of-fake-news-helped-save-lives-in-tamil-nadu-after-cyclone-gaja
https://scroll.in/magazine/905808/how-whatsapp-the-enabler-of-fake-news-helped-save-lives-in-tamil-nadu-after-cyclone-gaja
https://scroll.in/magazine/905808/how-whatsapp-the-enabler-of-fake-news-helped-save-lives-in-tamil-nadu-after-cyclone-gaja


Why aren’t women part of the conversation?  February 2022

Roy, S., Debnath, P., Haque, S. and Bandyopadhyay (2016) Post-
disaster situational analysis from WhatsApp group chats of 
emergency response providers. Proceedings of the ISCRAM 2016 
Conference, Rio de Janeiro, Brazil, May. Available from: https://
www.researchgate.net/publication/306378825_Post-disaster_
Situational_Analysis_from_WhatsApp_Group_Chats_of_Emergency_
Response_Providers [Accessed 11 January 2022].
37  Gurumurthy, A., Vasudevan, A. and Chami, N. (2019) Born Digital, 
Born Free? A Socio-Legal Study on Young Women’s Experiences of 
Online Violence in South India. Available from: https://papers.ssrn.
com/sol3/papers.cfm?abstract_id=3873875 [Accessed 11 January 
2022].
38  Barboni et al., A Tough Call.
Dalberg, CGAP and Dvara Research, Privacy On The Line: What people 
in India think about their data protection and privacy. Available from: 
https://dalberg.com/wp-content/uploads/2017/11/Privacy-On-
The-Line-Final-161117_1.pdf [Accessed 11 January 2022].
39  Gurumurthy et al., Born Digital, Born Free? 
40 Barboni et al., A Tough Call.
41  Ibid. 
42  Ibid. 
43  IT for Change, FREE BASICS.
44  Barboni et al., A Tough Call.
45  Authors’ interview with a woman social media influencer and 
journalist at a regional digital publication, 2020.
46  Gurumurthy et al., Born Digital, Born Free? 
47  Pasricha, J. (2016) Violence online in India: Cybercrimes against 
women & minorities on social media [online]. The Communication 
Initiative Network, 2 March. Available from: https://www.comminit.
com/content/violence-online-india-cybercrimes-against-women-
and-minorities-social-media [Accessed 11 January 2022]. 
48  LIRNEasia, AfterAccess.
49  Kovacs, A., Padte, R. K. and SV, S. (2013) ‘Don’t Let It Stand!’ An 
Exploratory Study of Women and Verbal Online Abuse in India. New 
Delhi: Internet Democracy Project. Available from: https://cdn.
internetdemocracy.in/idp/assets/downloads/reports/women-and-
verbal-online-abuse-in-india/Internet-Democracy-Project-Women-
and-Online-Abuse.pdf [Accessed 11 January 2022].
50  Lone, A.A. and Bhandari, S. (n.d.) Mapping Gender-Based 
Violence through “Gendertrolling”. Available from: https://www.
academia.edu/38782863/Mapping_Gender_based_Violence_
through_Gendertrolling_ [Accessed 11 January 2022].
51  Amnesty International India (2020) Troll Patrol India: Exposing 
Online Abuse Faced by Women Politicians in India. Bengaluru: 
Amnesty International. Available from: https://decoders.blob.core.
windows.net/troll-patrol-india-findings/Amnesty_International_
India_Troll_Patrol_India_Findings_2020.pdf [Accessed 11 January 
2022].
52  Banaji and Bhat, WhatsApp Vigilantes.
53  Gurumurthy et al., Born Digital, Born Free? 
54  Barboni et al., A Tough Call. 
Kovacs, A. (2017) “Chupke, Chupke”: Going Behind the Mobile Phone 
Bans in North India. New Delhi: Internet Democracy Project. Available 
from: https://genderingsurveillance.internetdemocracy.in/phone_
ban/ [Accessed 11 January 2022].
Dalberg et al., Privacy on the Line.
55  Gurumurthy et al., Born Digital, Born Free? 
56  Ibid. 
57 Joseph, V. and Jain, M. (2020), India: Anti-Cyber Bullying Laws 
In India – An Analysis,’ Mondaq, 1 October. Available from: https://
www.mondaq.com/india/crime/989624/anti-cyber-bullying-laws-in-
india--an-analysis. [Accessed 17 February 2022]

58 Gurumurthy et al., Born Digital, Born Free? .
59 Twitter (2022) About online abuse. Available from: https://help.
twitter.com/en/safety-and-security/cyber-bullying-and-online-abuse 
[Accessed 17 February 2022].
60 Times of India (2021) Facebook, Instagram get new features 
for women safety in India [online], The Times of India, 3 December. 
Available from: https://timesofindia.indiatimes.com/gadgets-news/
facebook-instagram-get-new-features-for-women-safety-in-india/
articleshow/88063094.cms.
61 McEleny, C. (2019) TikTok helps UN Women end violence against 
women in India. The Drum, 26 November 2019. Available from: 
https://www.thedrum.com/news/2019/11/26/tiktok-helps-un-
women-end-violence-against-women-india. [Accessed 17 February 
2022]
62 UNICEF (2021) UNICEF and Facebookcollaborate to build safer 
and healthier online experiences for adolescents and children’ 9 
August 2021. Available from: https://www.unicef.org/india/press-
releases/unicef-and-facebook-collaborate-build-safer-and-healthier-
online-experiences. [Accessed 17 February 2022]
63  Christopher, N. and Bansal, V. (2020) Meet the rising stars 
of India’s video apps [online]. Rest of World, 12 May. Available 
from: https://restofworld.org/2020/india-video-apps-influencers/ 
[Accessed 11 January 2022].
64  Ibid.
65  Dubey, T. (2019) Meet 3 women whose 15-second videos on 
TikTok have taken India by storm [online]. YourStory.com,  
23 September. Available from: https://yourstory.com/
herstory/2019/09/women-videos-tiktok-bytedance-geet-shivani-
fizza/amp [Accessed 11 January 2022].
66  Poonam, S. and Bansal, S. (2019) TikTok is taking over India 
[online]. The Atlantic, 15 November. Available from: https://www.
theatlantic.com/international/archive/2019/11/india-tiktok-
stars-are-outshining-traditional-celebrities/602059/ [Accessed 11 
January 2022].
67  Satija, S. (2019) Not all heroes wear capes [online]. Magicpin 
blog, 25 October 2019. Available from: https://magicpin.in/blog/
top-women-influencers-in-india/ [Accessed 11 January 2022].
68  Ibid.
69  Dubey, Meet 3 women.
70  Ibid.
71  Kumar, A (2020) TikTok gave rural Indian women fame, fun and 
more, Agence France-Presse, 23 July. 
72  Ibid.
73  Poonam and Bansal, TikTok is taking over India.
74  Authors’ interview with a digital literacy specialist and 
development professional, 2020.
75 Poushter et al., Social Media Use Continues to Rise in Developing 
Countries.
76 LIRNEasia, AfterAccess.
77 IAMAI and Nielsen (2019) Digital in India 2019 – Round 2 
Report. Available from: https://reverieinc.com/wp-content/
uploads/2020/09/IAMAI-Digital-in-India-2019-Round-2-Report.pdf 
[Accessed 17 February 2022].
78 Kemp, S. (2020) Digital 2020: India. We Are Social and Hootsuite. 
Available from: https://datareportal.com/reports/digital-2020-india 
[Accessed 17 February 2021].
79 GSMA, The Mobile Gender Gap Report 2020.

https://www.researchgate.net/publication/306378825_Post-disaster_Situational_Analysis_from_WhatsApp_Group_Chats_of_Emergency_Response_Providers
https://www.researchgate.net/publication/306378825_Post-disaster_Situational_Analysis_from_WhatsApp_Group_Chats_of_Emergency_Response_Providers
https://www.researchgate.net/publication/306378825_Post-disaster_Situational_Analysis_from_WhatsApp_Group_Chats_of_Emergency_Response_Providers
https://www.researchgate.net/publication/306378825_Post-disaster_Situational_Analysis_from_WhatsApp_Group_Chats_of_Emergency_Response_Providers
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3873875
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3873875
https://dalberg.com/wp-content/uploads/2017/11/Privacy-On-The-Line-Final-161117_1.pdf
https://dalberg.com/wp-content/uploads/2017/11/Privacy-On-The-Line-Final-161117_1.pdf
https://www.comminit.com/content/violence-online-india-cybercrimes-against-women-and-minorities-social-media
https://www.comminit.com/content/violence-online-india-cybercrimes-against-women-and-minorities-social-media
https://www.comminit.com/content/violence-online-india-cybercrimes-against-women-and-minorities-social-media
https://cdn.internetdemocracy.in/idp/assets/downloads/reports/women-and-verbal-online-abuse-in-india/Internet-Democracy-Project-Women-and-Online-Abuse.pdf
https://cdn.internetdemocracy.in/idp/assets/downloads/reports/women-and-verbal-online-abuse-in-india/Internet-Democracy-Project-Women-and-Online-Abuse.pdf
https://cdn.internetdemocracy.in/idp/assets/downloads/reports/women-and-verbal-online-abuse-in-india/Internet-Democracy-Project-Women-and-Online-Abuse.pdf
https://cdn.internetdemocracy.in/idp/assets/downloads/reports/women-and-verbal-online-abuse-in-india/Internet-Democracy-Project-Women-and-Online-Abuse.pdf
https://www.academia.edu/38782863/Mapping_Gender_based_Violence_through_Gendertrolling_
https://www.academia.edu/38782863/Mapping_Gender_based_Violence_through_Gendertrolling_
https://www.academia.edu/38782863/Mapping_Gender_based_Violence_through_Gendertrolling_
https://decoders.blob.core.windows.net/troll-patrol-india-findings/Amnesty_International_India_Troll_Patrol_India_Findings_2020.pdf
https://decoders.blob.core.windows.net/troll-patrol-india-findings/Amnesty_International_India_Troll_Patrol_India_Findings_2020.pdf
https://decoders.blob.core.windows.net/troll-patrol-india-findings/Amnesty_International_India_Troll_Patrol_India_Findings_2020.pdf
https://genderingsurveillance.internetdemocracy.in/phone_ban/
https://genderingsurveillance.internetdemocracy.in/phone_ban/
https://www.mondaq.com/india/crime/989624/anti-cyber-bullying-laws-in-india--an-analysis
https://www.mondaq.com/india/crime/989624/anti-cyber-bullying-laws-in-india--an-analysis
https://www.mondaq.com/india/crime/989624/anti-cyber-bullying-laws-in-india--an-analysis
https://help.twitter.com/en/safety-and-security/cyber-bullying-and-online-abuse
https://help.twitter.com/en/safety-and-security/cyber-bullying-and-online-abuse
https://timesofindia.indiatimes.com/gadgets-news/facebook-instagram-get-new-features-for-women-safety-in-india/articleshow/88063094.cms
https://timesofindia.indiatimes.com/gadgets-news/facebook-instagram-get-new-features-for-women-safety-in-india/articleshow/88063094.cms
https://timesofindia.indiatimes.com/gadgets-news/facebook-instagram-get-new-features-for-women-safety-in-india/articleshow/88063094.cms
https://www.thedrum.com/news/2019/11/26/tiktok-helps-un-women-end-violence-against-women-india
https://www.thedrum.com/news/2019/11/26/tiktok-helps-un-women-end-violence-against-women-india
https://www.unicef.org/india/press-releases/unicef-and-facebook-collaborate-build-safer-and-healthier-online-experiences
https://www.unicef.org/india/press-releases/unicef-and-facebook-collaborate-build-safer-and-healthier-online-experiences
https://www.unicef.org/india/press-releases/unicef-and-facebook-collaborate-build-safer-and-healthier-online-experiences
https://restofworld.org/2020/india-video-apps-influencers/
http://YourStory.com
https://yourstory.com/herstory/2019/09/women-videos-tiktok-bytedance-geet-shivani-fizza/amp
https://yourstory.com/herstory/2019/09/women-videos-tiktok-bytedance-geet-shivani-fizza/amp
https://yourstory.com/herstory/2019/09/women-videos-tiktok-bytedance-geet-shivani-fizza/amp
https://www.theatlantic.com/international/archive/2019/11/india-tiktok-stars-are-outshining-traditional-celebrities/602059/
https://www.theatlantic.com/international/archive/2019/11/india-tiktok-stars-are-outshining-traditional-celebrities/602059/
https://www.theatlantic.com/international/archive/2019/11/india-tiktok-stars-are-outshining-traditional-celebrities/602059/
https://magicpin.in/blog/top-women-influencers-in-india/
https://magicpin.in/blog/top-women-influencers-in-india/
https://reverieinc.com/wp-content/uploads/2020/09/IAMAI-Digital-in-India-2019-Round-2-Report.pdf
https://reverieinc.com/wp-content/uploads/2020/09/IAMAI-Digital-in-India-2019-Round-2-Report.pdf
https://datareportal.com/reports/digital-2020-india

