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founder and CEO, Mantrin Advertising Agen
o

qtis false to assumne that if we can talk, we can communi
unicate’

- Reuel Howe

ppstract:

As civilizations in the world evolved, so did many professions. There are
¢ many noble professionals like doctors, engineers, lawyers, defense

personnel, health workers, etc. who contribute meticulously towards the

society we live in. In fact, we live in a world where there are well trained

professionals for every field. As a mass communication professional, we

where my profession stands in the league of

have always pondered over
hollowed career options, where out profession enjoys the same respectand
' adulation like other professions It took us nearly 20 years f0 realise that
than being a doctor or an engineer.

ionist is O less
“The Communicationist’.

q Mass communication student to

Now, it gives us pride in
This chapter highlights the journey of

being a communicationist-

179



180 MEDIA & SOCIETY : Medium, Message g MaSSes

Introduction

ou are either a professional wh, ha

If you are reading this chapter, ¥ '
: : ing communicati
something to do with marketing and marketing tion o yq,

the business of communication, yy, &
eld of mass communication they e

not get into other more popylgy 5

are someone with a keen interest in
students start their journey in the fi
generally seen as people who could
recognized careers. I remember when I got into the field, not many argypgq
me could relate to what I was doing and how my pr ofession contribyteg
to society. So, who are we—the students of mass communicatiop
public relations’ and marketing professionals, media personnel, brapg
consultants and the like? What is our collective identity? The best word
or the term that comes closest to defining us is ‘communicationists. Qur
fraternity comes under the umbrella of communicationists. In fact, it will

not be wrong to refer to communication as our religion.

Power of Communication

To be an effective communicationist, it is important, more than anything
else, to relate to— and embrace—this identity and understand its import.
A communicationist is indispensable to society, especially in today’s age of
information explosion. Their job is not less important than, say, doctors,
engineers, lawyers or bureaucrats. Unlike doctors and lawyers, mass
communicationists may not have to read fat books or burn the midnight
oil, but that doesn't make their work light or easy. It took me decades to
understand that the role played by us is arguably the most important in
society. If an individual falls sick it is a doctor’s job to treat him or her, but
if a society falls sick we are the ones who can treat it. As we grow in 0Uf
professional life our duty in the world we inhabit also grows. Now, just
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¢ the doctors who treat us are not well ¢ 18]
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‘ agﬂ‘e .
b would we entrust them with our health? g " Qualifieq 1 g
? Sim 0

ini . n. We h
tO uild world opu.nons and destroy global il creave the capacity
and manag® global images. But that cannot be achieved ; fate world icong
t

| nurtufed and trained to produce quality results

Fig 5: A represenative image of a communicationist

Welcome to the world of communication, where our business is to
play with words. These words could be a radio jingle, a newspaper
content for a website, etc. Usually these

suals. Understandably, even to produce
and subconscious

advertisement, a press release,
words are complimented with vi

a few words of substance you must have a conscious
o, to become a communicatio
ly basis. How many of you will

decided now; not in the future.

nist you must

repository of knowledge. S
consume large quantities of data on a dai
train your minds to treat the society W ill be
What we do or say today forms an opinion
the instability in the world around us, we m
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e challenging and crucial- Ifwekngy
we say, we will achieve proper Pt ofit for the client and proper prog o
the society. In this entire world, it is only our pr‘ofession that can hang),
this. We cannot simply stand up and voice an opinion onany issue Unlg,

we have studied it thoroughly. We cannot be opinionated; our vojce ha

to be backed by research and facts.

rolein it is goingto b

Data Consumption

When I wake up in the morning, the first schedule is to sit with my cigh

friends—the eight subscribed newspapers. Like a doctor reading yp

what’s new in oncology or pathology; 2 student of mass communicatiop

must consume data to upgrade her knowled
Communicationists do not have the option or leisure to wait for another

day, even another hour. Things are changing, events are unfolding

within hours and minutes in our era of communication. A twenty-year-

ge on a daily and hourly bagjg

old question I continue to ask my colleagues even to this day is: Asa
communicationist what is the source of your data consumption? We must
reflect on what gives our mind enough data to produce effective results

How many of us read newspapers regularly? The idea behind asking
this question repeatedly is to reiterate that the foremost requirement to

become a mass communicationist is to feed data to our brain.

What comes next is the ability to use this data to present
a story in multiple ways

Most of us read newspapers to update ourselves but a communicationist
must read newspapers or consume news to understand every piece of

news from all possible angles. Communicationists are responsible for

|
J
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Oncewere alize the worth a
nd responsibility of beinga
communicati
ationist

+e can fully and si
y incerely prepare ourselves for the i}
€ Job. This leads
to

aother vital question:
o : What preparation do I h
communicationist? ave to make to becom
ea

1) As clichéd as i

substitute to ls(nl(tvjlolcllnds, read a lot of newspapers. Theres

daly Tkt digit; ge gathering than going through newspap:r(s)

precedence becau i .0 f course, browsing news websites takes

e se unlike print media, electronic and digital
pdated on hourly basis. Give your mind enough data to

produce the right results.

by
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research a subject find
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fields, it is pertinent to decide the company you want to join, Dor't Pick

anything out of what the placement guys offer you. Have yoyr goal g4

without anyone trying to sway your opinion or change your target,

Future Goals

You must know where you want to see yourself in three years. Yoy
cannot, and should not, wait for three years to see where you end up. I
akin to traveling without ticket or reservation in a bus or train where you
somehow manage to complete the journey but have neither a comfortap,
seat nor peace of mind. It'’s essential to have a roadmap and be clear aboy;
which company you want to join and which area you want to work in, Jf
you are preparing, or are already well prepared, you will be ever ready
for opportunities that may come your way in surprising ways. There are
immense opportunities out there and there is always a demand for good
professionals. If you have skills for two different careers and are indecisive
as to what you should pick, I recommend that you do an internship in
each discipline. As a student you have the liberty and time to do that. By
working in both fields, you will ultimately know which one is the best
for you. Try and have an internship of at least three to six months in
both the disciplines and you’ll know what you want. I speak from my
position and experience, I may even give you advice but ultimately you
will have to choose your own path. Your experiences will create your
story, no one else’s can. It's always good to remember that each time we
fall, we learn something new. The world of communication is vast, ever
changing, extremely demanding and sometimes overwhelming, but you
can navigate it smoothly if you know your identity, do your preparation,

realise the power of content and be clear and decisive.
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