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Abstract

from Kerala, heightened public scrutiny and pressure on rescue 
operations, leading to a visit by the Chief Minister of Karnataka. 

of victims to amplify the urgency of aid. This study explores 

engagement, physiological responses, and empathy, across 
different genders, geographic locations, media formats, and 

gender differences, geographic variations, and media effects on 
engagement and psychological responses, highlighting the role 
of media in shaping public reaction and response to crises.
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1. Introduction 
Disaster tourism refers to travelling to locations affected by natural or 
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of tourism includes a range of activities, from visiting disaster-stricken 
areas to learning about the impact of the event to actively participating in 
recovery and relief efforts. Disaster tourism raises ethical questions about the 
exploitation of tragedy for personal gain or entertainment and the potential 

contribute to recovery efforts, others criticise it for potentially exacerbating 
the trauma experienced by affected individuals and communities. 

perceptions and travel behaviours. Media coverage can highlight affected 

documentaries, and social media posts can bring attention to disaster 

negative portrayals might discourage visits due to concerns about safety 

of those affected.

Ankola, Uttara Kannada, Karnataka. The landslide, triggered by adverse 

three individuals still reported as missing. The heavy rains and unstable 
terrain have severely hindered rescue operations, complicating efforts to 

channels.  In response to the mounting media pressure and public outcry, the 
Chief Minister of Karnataka visited the affected area. This visit addressed the 
concerns raised and demonstrated a commitment to improving the rescue 

given the necessary attention and urgency.

of Mundakkai, Chooralmala, and Meppadi. The landslides, triggered by 
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torrential rains, caused hillsides to collapse, resulting in torrents of mud, 

at least 350 fatalities over 300 injuries, and making it one of the deadliest 
natural disasters in Kerala’s history. 

members. Media outlets highlighted the emotional stories of survivors and 
bereaved families, providing a human face to the tragedy. These exclusive 

urgency. The media’s focus on individual stories brought greater visibility 
to the disaster and heightened public empathy and support for the affected 

increasing pressure on local and state authorities to expedite rescue and 

instrumental in conveying the human cost of the disaster, driving home the 
urgency of providing aid and support to the affected areas.

engagement across various dimensions, including narrative engagement, 
physiological responses, behavioural aspects, psychological states, 

role of gender, geographic location (rural, semi-urban, urban), and media 
formats (television, smartphone, other media) in shaping these responses. 
Additionally, the study examines the impact of different media channels 

content and delivery methods affect audience reactions and perceptions.

2. Review of literature 
In examining the psychological impact of natural disaster coverage, it is 
evident that individuals’ independent and interdependent self-construals 

construal and personal responses to disaster coverage is mediated by 

psychological outcomes. There exists robust evidence indicating that disaster 
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more limited (Pfefferbaum et al., 2014). This suggests a need for further 

public perception and emotional responses. The concept of mediatised 
mobility, encompassing themes such as nationalism, gendered narratives, 
and inter- and intra-personal authenticity, extends to practical applications 
in destination choice, content tourism, placemaking, and fandom. Each 
scholarly contribution explores a distinct form of popular media—ranging 

marketing strategies.

perceptions of disasters, especially among those not directly affected by the 

affected by disasters. Notably, media exposure that enhances a positive 
perception of strong social bonds is the most effective in increasing people’s 
intention to engage in recovery-related activities (Cheng et al., 2016). This 
highlights the critical role of media in shaping communal responses and 
mobilising support for disaster recovery efforts, underlining the interplay 

context of natural disasters.

Victims and the general public express concern regarding potential 

the sense of controllability and the perceived impact of natural disasters. 
This is particularly pronounced among landslide victims but not as evident 

exhibit heightened anxiety and preparedness behaviours compared to men 
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disaster education and frequent earthquake drills, even young children are 

communities in developing countries. Access to media and the effectiveness 
of media communication positively impact the community’s response to 

about evacuation.

social-relational resources and social trust. Media involvement is positively 

and this relationship is mediated by the perceived gain of social-relational 
resources and the enhancement of social trust (Seo et al., 2012). During the 

heightened stress levels and mobilised international support and local 
volunteer efforts, demonstrating the dual impact of media exposure. 
Similarly, during the 2015 Nepal earthquake, social media platforms like 

coordinating relief efforts, and strengthening community bonds.

in enhancing emotional engagement and concern for disaster-related issues. 

the victims, prompting them to take action or support relief efforts. Studies 

empathy and care for a victim. Empathy plays a crucial role in inducing care 
for people in need, and individuals’ reactions to mediated experiences can 

to disaster relief. Affect, risk perception and behavioural intention escalate 

affect predicting higher risk perception. Exposure to media coverage of 
an actual tornado disaster heightens risk perception and behavioural 
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in tornado-prone areas may have heightened risk perception and take more 

travel intentions. TV programs should focus on creating a more positive 
cognitive and affective image of adventure-themed destinations to lead 

desire to visit.

Victoria, Australia, had surprisingly little impact on the tourism market’s 
perceptions of Gippsland as a destination. Participants in a study described 

proactive marketing strategies can help mitigate the negative impacts of 
natural disasters on tourism. Social media posts from individuals had 

This highlights the diverse motivations behind media consumption and the 
varied impacts of disaster coverage on different demographic groups.

tourism and public perceptions. The example of Gippsland demonstrates 
that effective crisis communication and marketing strategies can maintain 
and even boost tourism in the face of natural disasters. Tourism boards 
can mitigate the negative impacts of crises by promoting the resilience 
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shaping post-disaster perceptions and visit intentions cannot be understated. 

content, profoundly affect potential visitors’ perceptions. This suggests 
that destination marketing organisations should harness user-generated 

inform more effective communication strategies in the context of the Kerala 

disaster coverage, promoting both safety and solidarity.

Hurricane Katrina reported higher judgments of hurricane severity. These 
participants also reported a greater likelihood of engaging in behaviours 

2009). This suggests that immersive media experiences can heighten the 
perceived severity of natural disasters and motivate proactive behaviours, 
such as preparing emergency kits or developing evacuation plans. The 

psychophysiological measures, such as galvanic skin response and heart rate, 

of a promotional video for a tropical island might experience an emotional 
response to the stunning visuals and a rational evaluation of the amenities, 

of presence and cognitive empathy, although it did not notably impact their 

and affective empathy but did not increase fear. Conversely, increased spatial 

simulation might feel cognitively connected to the victims, and experience 
heightened fear due to the realistic portrayal of the disaster’s dangers. These 

perceptions and behaviours in both disaster and promotional contexts. The 
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a greater inclination to engage in safety measures. 

industry. A semi-immersive video tour of a historic city might evoke 

appraisals of its attractions and amenities, collectively enhancing the desire 

and fear underscore the need for nuanced applications of immersive 

educate about climate change might focus on promoting cognitive empathy 

community of Coimbatore District, Tamil Nadu, including homemakers, 

media. This engagement underscores the importance of understanding and 

groups to optimise the impact of television media. The study highlights that 
over 85% of respondents perceive television as applicable to some degree, 

The study by Spence et al. (2009) adds further depth to our understanding 
of media engagement by highlighting different demographic groups’ 

iPod. This more minor screen experience seemed to heighten their levels of 
information-seeking and presence (sense of immersion). The implications 

emotional and cognitive responses in the context of a natural disaster, 
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Professionals might seek detailed analyses and long-term recovery strategies.

igh engagement levels among 

to disseminate timely and relevant information. This could include apps 

enhancing their sense of presence and immersion in the ongoing narrative 

the importance of tailored media strategies in rural communities. By 
understanding different demographic groups’ diverse needs and media 
consumption habits, television and other media can be more effectively 
utilised to inform, engage, and support these populations. 

implications for media producers and communicators, suggesting that 

being the key driver of telepresence. The higher sense of telepresence 

through the property, thereby increasing their likelihood of purchasing. 

health fears, fears for the future, and fears about social disruption. The use 

radios in disaster preparedness in Japan (Sugimoto et al., 2013).  During 

provided more balanced information that helped alleviate long-term fears.
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the plot and stronger emotional responses (sympathy and empathy) to 

further predicted emotional responses. Both transportation and sympathy 

sympathy for endangered species. This emotional engagement can then 

practices in their daily lives. Slovenian fans of the German-Austrian TV 

by consuming and producing media content and participating in physical 

and share their experiences on social media, creating a shared interest and 

emotional responses and subsequent actions highlights the importance of 

communicate their messages, encouraging positive health behaviours 

of media-induced tourism. By promoting destinations through engaging 
narratives, media producers can drive tourism, boosting local economies 
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of belonging, further enhancing the impact of media on individual and 
community identities.

a mean difference of 1.63 on a 7-point scale. In contrast, Instagram posts 
had a relatively smaller impact on perceptions of “cultural similarity” 

observed on perceptions of “Atmosphere,” “Affordability,” and “Interest 

more limited effect on other aspects such as safety and cultural appeal.

of disaster victims can lead to misconceptions, depicting them as either 
entirely helpless or engaging in criminal behaviour. The media’s emphasis on 

for victims and the overall understanding of the disaster’s impact. After a major 
disaster, media coverage that focuses on dramatic, sensationalized aspects of 

misconceptions about the affected communities. This can impact the type and 
amount of aid provided and the overall effectiveness of disaster relief efforts. 
Media outlets, therefore, have a crucial role in presenting accurate, balanced 
information and prioritizing the needs of those affected to ensure a more 
informed and supportive public response.

Research questions 
1. 

physiological responses, behavioural aspects, psychological states, 
empathy, and sympathy?

2. 
aspects, psychological states, empathy, and sympathy vary among 
individuals from rural, semi-urban, and urban areas?

3. 
other media) impact narrative engagement, physiological responses, 

4. 
engagement, including narrative engagement, physiological responses, 
behavioural reactions, psychological impact, empathy, and sympathy?
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3. Methodology 

The Demographics section gathered essential participant information such 
as age, gender, education, occupation, and geographic location, providing 

insights into the study’s objectives. To facilitate participation, the survey 

approach enabled a thorough analysis of narrative engagement and binge-

into media consumption patterns.

The study employed Group Statistics for descriptive measures, 

channels affect narrative engagement, physiological responses, and other 
dimensions.

3.1. 
1. 

story captures and maintains the audience’s attention and emotional 

deep interest and investment in the storyline and characters (Busselle & 
Bilandzic, 2009).

2. 
response to stimuli, such as changes in heart rate, skin conductance, and 
cortisol levels. In the context of media studies, physiological responses 

insights into their emotional and stress responses (Thevapriyan, 2023).

3. 

content. This can include changes in behaviour, such as increased social 
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the media experience (Thevapriyan, 2023).

4. Psychological States: This term encompasses the mental and emotional 

media content. It includes aspects such as mood, emotional arousal, 

5. Empathy: Empathy is the ability to understand and share the feelings of 

emotions (Cohen, 2001).
6. 

challenges faced by characters or individuals in narratives (Green & 
Brock, 2000).

4. Results 

physiological responses, behavioural aspects, psychological states, 
empathy, and sympathy?

Table 1:

compare the responses of male and female participants across six variables: 
narrative engagement, physiological, behavioural, psychological, empathy, 
and sympathy. The analysis r

than males (Table 1).  
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In terms of narrative engagement, females (M = 48.07, SD = 5.60) scored 

physiological 

males (M = 34.89, SD = 4.60). Levene’s test suggested unequal variances 

behavioural responses, 

The analysis of psychological
= 40.00, SD = 4.81) scored higher than males (M = 36.78, SD = 4.51). 

of empathy, females (M = 18.14, SD = 1.65) scored higher than males (M 

sympathy, females (M 
= 11.57, SD = 1.18) scored slightly higher than males (M = 11.06, SD = 1.84). 

resulting in t(431.22) = 3.59,p=0.001t(431.22) = 3.59, p = 0.001t(431.22)=3.59, 

stronger engagement, emotional responses, and empathy.

RQ2: How do narrative engagement, physiological responses, behavioural 
aspects, psychological states, empathy, and sympathy vary among 
individuals from rural, semi-urban, and urban areas?
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Table 2: 

differences in several psychological and behavioural dimensions—narrative 
engagement, physiological responses, behavioural aspects, psychological 

1. 

participants.

2. 

higher scores compared to semi-urban and urban participants, indicating 
variations in physiological responses.

3. 

relatively consistent across different groups.

4. 

both rural and semi-urban participants.
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5. 

higher than urban participants.
6. 

445) = 1.960, p = .142), indicating similar levels of sympathy across the 
groups.

psychological scores, rural participants have higher physiological response 

dimensions. This analysis suggests that urban participants may be more 
engaged and psychologically distinct compared to their rural and semi-

demographic factors in psychological and behavioural research.

RQ3: How do different media formats (television sets, smartphones, and 

psychological responses, empathy, and sympathy among viewers?

Table 3:

Sum of Squares df
Mean 

Square
F Sig.

Narrative 
engagement

328.577 2 164.288 5.039 .007
14509.673 445 32.606

Total 14838.250 447
Physiological 285.118 2 142.559 11.397 .000

5566.444 445 12.509
Total 5851.562 447

Behavioural 18.119 2 9.060 .984 .375
4096.131 445 9.205

Total 4114.250 447
Psychological 235.326 2 117.663 4.973 .007

10528.924 445 23.661
Total 10764.250 447

Empathy 79.868 2 39.934 7.656 .001
2321.132 445 5.216

Total 2401.000 447
Sympathy 27.980 2 13.990 5.526 .004

1126.583 445 2.532
Total 1154.562 447
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variance for various dependent variables across three groups: television 

= 5.526, p = .004). Post hoc tests using the Bonferroni correction further 

engagement, physiological responses, psychological responses, empathy, 

may not have as strong an impact on behavioural outcomes as it does on 

elicit more pronounced effects in various psychological measures compared 

of viewer engagement, including narrative engagement, physiological 
responses, behavioural reactions, psychological impact, empathy, and 
sympathy?

Table 4: 

Sum of Squares df Mean 
Square F Sig.

Narrative 
engagement

1911.556 8 238.944 8.115 .000
12926.694 439 29.446

Total 14838.250 447
Physiological 183.000 8 22.875 1.772 .081

5668.562 439 12.912
Total 5851.563 447

Behavioural 96.485 8 12.061 1.318 .232
4017.765 439 9.152

Total 4114.250 447
Psychological 1627.132 8 203.391 9.772 .000

9137.118 439 20.813
Total 10764.250 447



208

ISSN 0975-3281Atna-Journal of Tourism Studies

Sum of Squares df Mean 
Square F Sig.

Empathy 296.174 8 37.022 7.722 .000
2104.826 439 4.795

Total 2401.000 447
Sympathy 42.968 8 5.371 2.121 .033

1111.595 439 2.532
Total 1154.563 447

channels.

5. Discussion

violation of professional standards. Instead of upholding the values of 
precise and responsible journalism, these reporters opted for sensationalism, 
transforming a crucial rescue effort into a stage for dramatic headlines. Their 
approach has tr

These journalists have contributed to a misleading narrative that could 
hinder ongoing rescue efforts by emphasising sensational elements rather 
than providing accurate and supportive reporting.

This trend of prioritising sensational stories over journalistic integrity 

at the expense of responsible coverage. Such practices not only disrespect 
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the victims and their families but also undermine the importance of the 
rescue operations conducted by agencies like the Indian Military and Navy. 
Presenting Arjun’s plight as a sensational story rather than a serious public 
issue demonstrates an apparent disregard for ethical reporting. This form of 
reporting can negatively impact rescue personnel’s morale and the public’s 
trust in the media’s role during emergencies. Sensationalism often leads to 

To address these issues, journalists involved in such reporting must 
receive immediate and thorough training in ethical journalism practices. 

impact of coverage on affected individuals, and the broader effects on public 
perception and emergency response. Journalists must recognise that their 
role in crises is to offer clear, accurate, and empathetic coverage rather than 

oversight and accountability measures to prevent similar occurrences. This 
should involve enforcing guidelines emphasising ethical standards and 

role in emergencies should be to provide accurate information, support 

and exploitation undermine these responsibilities and damage the public’s 
trust in the media. Journalists and media organisations must maintain the 
highest standards of truthfulness and empathy, especially in times of crisis.

6. Conclusion 

physiological responses, empathy, and sympathy than men. This indicates 
that females generally experience and react to media content more intensely, 
suggesting the need for gender-sensitive media strategies. Geographic 

all behavioural aspects. Different media formats impact engagement and 

than television and smartphones. This highlights the effectiveness of 

across media channels. C
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