International Journal of Research in Social Sciences
Vol. 7 Issue 12, December 2017
ISSN: 2249-2496 Impact Factor: 7.081

Journal Homepage: http://www.ijmra.us, Email: editorijmie@gmail.com
Double-Blind Peer Reviewed Refereed Open Access International Journal - Included in the International Serial Directories Indexed &
Listed at: Ulrich's Periodicals Directory ©, U.S.A., Open J-Gate as well as in Cabell’s Directories of Publishing Opportunities, U.S.A

A STUDY ON MODERN CONTEXT OF ADVERTISING IN INDIA
Dr. Krishna Kumar
Associate Professor, Faculty of Commerce
D. A. V. P. G College, Siwan (Bihar)

Abstract

The purpose of the advertisement is to speed up the process of making any object or
commercial, national, social, cultural, artistic, demanding, literary and historically popular.
Therefore, advertising affects all areas of life. In the context of life and death, in the
context of national, social and cultural programs, in the film industry, in the auspicious
occasion of the family's demanding programs, in the context of popularizing literary works,
for the presentation of artistic and aesthetical scenarios, in the context of looking for a
suitable bride and groom, and how many other events do not have the meaning of
advertising. Advertising is a very popular word. This name is often repeated, with many
nicknames and synonyms. Some consider it to be 'market propaganda’, in which often
things are raised by talking about something which has no concrete or authentic basis in
real life, then in somebody's view, advertising is ‘convenience of selection'. Most of the ads
are often displayed in the scales of language. In order to bring easy clarity, the
advertisement is highlighted in the context of dramatization, in which the use of humanistic
desires, aspirations, security-sense, human attitudes, etc. is abundant. The language is also
used in place of locality. In addition to the colours, combinations, consistency, relativity,
linguistic creativity, advertising has a close relationship with the technical nuances, which
makes it more attractive to popularize the targeted consumer in his mask. Many ads
mislead us; describing the need of the necessarily motivate to buy something or service.
The effect of advertising on our mind-set is so strong that we are reluctant to buy those
things which we do not need urgently. The development took place India's doors were
opened for the markets of the entire world too. The Indian market has spread from a
variety of products and their new brands. In such a situation, the problem of selection is
born to the consumer as to what kind of things they buy and who leave them, likewise,
aspirants want to earn more and more profits by selling more and more items in front of the
producer. Both of these only needed a medium that would work in their middle bridge.

Introduction
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In the last few years, the expansion of the media has grown so fast that the world of
communication has changed. There are also many mediums associated with the media,
which have many sophistication and refinements. The medium of public relations and
advertising has emerged as a very effective and communicative source along with
newspapers. Not only this but they also mutually dependent on each other. Governments
have formed their own public relations departments for many years, which bring their
functions to the public. Similarly, industrial establishments have given great importance to
public relations in this period of economic liberalism. Today's society is called
consumerism society and therefore selling more and more to its product has become a
matter of high priority for industrial establishments. No area of life is now untouched by
the use of advertising and public relations. In the last 50 years Indian advertising system
has covered a very long distance. His craft has been so advanced that he can compete with
any developed country. Advertising and public relations are twin varieties in one form. He
has got the shape of an independent industry.

Today the intrusion of multinational companies is increasing in our stealth. We are not able
to understand it yet, but in the future it will surely come out to us. Our innocent children
are the ones on whom we put our future on the stake and make them worth it that they will
be our support. Even though we may be proud that our child has become more intelligent
than us today, but this is not the case, we are unable to understand him on his innocence
which is being indirectly attacked. Today, breakfast will be made in the house, decide on
today's children. If a three year old child catches up with Maggi eating or drinking Pepsi,
then we should understand that it has inadvertently attacked advertisements in his brain.
What is meant by the breakfast, it is not the parents, but rather the MNCs are setting far too
far.

Multinational companies are slowly entering our private lives secretly, this time they have
made us target, but this time they have made the children the medium for the purpose of
the shoulder. In advertisements published on TV and print media, more use of female body
or say that in view of abuse, some feminist organizations raised their voices against it.
Women’s body is no longer able to attract men, so multinationals have resorted to children.
Now this situation is becoming more frightening.

Growing influence of advertising

In today's communication era, there is a weapon to sell advertising products. They can go
to any extent to entice consumers. Crores of rupees on advertisements flutter like water.

That's why today big-scale international level players and film personalities who are called
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‘celebrities’ are seen in commercials. They know that they are not social services or
charitable, but are doing business. First of all it is necessary to understand that the
advertisement is a joint venture in the process of selling and buying. So it goes so far that
advertising is a human from a business point of view. It provides information in such a
way that consumers can make the right decisions regarding buying. Advertising is the main
part of multinationals’ multipurpose project of today's date. Corporate entrepreneurs
consider advertising as the main tool of their earnings. Most of the companies familiar with
consumer behaviour are spending a large part of their earnings on advertising.

It is remarkable that "advertising has the highest penetration in all methods of
communication. It is being produced nowadays in such effective and psychological way
that these advertisements take the consumer / target customer immediately. This clutter
wants to use all the marketing benefits. In this end, the social interaction of advertising is
increasing rapidly.

The big feature of the advertisement is that it knows both its effect and its cost. That is why
advertising does not necessarily serve public, but by taking the fee. Despite huge budget
advertising, it lures it, because of the reason that the way of advertising is interesting.
Being attractive and compelling for advertising often provides an opportunity to deceive
and get involved in wrong negotiations. In the advertisement, it is also known that it is
more influential, more appealing because of admiration or miraculous linguistic idioms,
proponents and linguistic characteristics.

Psychological side effects of advertising

Although the advertisement prompts potential buyers or users of a product / service to
potentially respond to their own according to their conditions; however, its functioning
occurs on both physiological and psychological parameters. In the recent past, there have
been many ad-centric research-analyses that have been successful in knowing that the
advertisement essentially affects its consumer; Changes in their behaviour and nature. Not
only this, the advertisement also gives consumers the ability to think or think in a broad
spectrum. Many times he intentionally neglects other products, only to find that product is

the best and appropriate, which is an advertisement.

Advertising plays a major role in modern life. It shapes the attitudes of the society and the
individual and inevitably influences customer behaviour. The customer has to contend with a huge
amount of information and be able to make a choice, draw conclusions and make important
decisions. The most important task for a business advertising itself is to present its product in such
a manner that the whole environment around the buyer turns into a positive emotional stimulus.

The main goal of advertising a certain product or service is to attract the customer’s attention and
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analyse the impact of advertising on customer behaviour, which is determined by a multitude of
aspects, although the psychological-cognitive, emotional and behavioural-ones play the most

important role.

Advertising plays a meaningful role in optimizing our expectations and needs; but it is also
true that they also excite additional security-realization, fear and fear-based mental
qualities, i.e. psychological causes. Indeed, sponsor-class or ad-employer is proficient in
introducing a person in language for their benefit, introducing them into exaggerated
realism in linguistic guild; because this is an essential part of their profit-culture. This
negative trend is getting the most out of advertisements these days.

Market capitalization through advertising

Because advertising affects revenue and profit, and revenue and profit affect market
capitalization, advertising can be said to indirectly affect market capitalization. Joshi and
Hanssens hypothesize that advertising can have a direct effect on valuation, that is, an
effect over and above its indirect effect via revenue and profit response. In such a way, the
government constantly encourages and catalyse in order to establish propaganda of its
immediate benefit, vote-bank's partial political development; Knowing that "the economic
growth of the countries of the third World will be diminished.” These countries will be
losing their economic sovereignty in the hands of the capital of developed capitalist
(Metropolitan) and will be losing control over their domestic natural resources and
productive assets (especially the public sectors).

Especially in the field of advertising, so the fierce competition has become one of the best-
selling trends of this era. Its world is attractive and very attractive. Currently commercial
use of advertising is continued indiscriminately through public media. Advertised by the
old age of capitalism, advertisements have become a ‘capital-industry’. Targeting these
trends only and just standing in the market's support-worth, Professor Ejaz Ahmad's exact
conclusion is, "What is happening in Arab-Asia is an expression of the imperialist
expansionism of the world powers. This docile form of capital can be seen in Arabs and
not only Asia but also in Latin American countries. The victims of these attacks have
become the people of Europe and America, and while capitalism has made its place there.
Compatible and Incompatible Imagery by Advertising

In contrast to advertising market demand and supply service principles, public
memorandums of information, information, suggestions, services, etc. are also available in
public interest. Due to this, the unilateral criticism of the ad is not consistent or

appropriate. In today's intense market-era there is a need for intensive discussions and
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contemplation of advertising so that advertising can properly navigate its derivative
semantics, which means 'medium and specific disclosure by special medium of specific
information’. The method of advertising and its subsidiary activities are completely pre-
employed and employer-driven in macro-mode. In other words, "Advertising is not just a
word, picture, magazine, radio, television, newspaper or psychological research of man-
made behaviour; rather, advertising is a powerful medium of communication, which is
used for the purpose of working with other people. If you want to do something from a
very large section of society, then advertising is an art of perseverance in order for
individuals to live according to their own purposes. "

That's why; today advertising has become a major function of the modern day. Internet-
revolution and the web-world have made other advertisements more popular and important
than traditional mediums (print, electronic, audio, and illustrated, etc.). One of the best
samples of online shopping shafting is the fact that by making visible-reading audio
objects in their show-hairstyle; so that online consumers can be fully aware of all the
features and their nuances of an item special. Generally, the goal of advertising is to reach
the meaningful and meaningful expression to consumers, in order to produce a buyable or
informative image, respectively, of a product or service-specific. It is another matter;
hijacking and cheating games are played freely by advertising. Due to the government-
sponsored sponsorship, the nature of the advertisement has changed now. Now the ads
have been penetrated to the ideas of black and white newspapers which are being called
‘advertisement’. The principle of this tradition is 'Paid News', which takes a bid of
consideration and is published or circulated with the editorial consent of the news.
Feminine images in advertisements

The ad has changed the woman image into a ‘commodity’. In fact, the advertisement has
captured the mind-set of non-consciousness, that is, the attitude of affinity, in the artificial
attachment surrounding its body. Today, advertising has ensured women's identity, ability
and ability in the framework of commercialization, whereas "many surveys conducted in
the global perspective have proved that advertisements with normal scenes establish a
better rapport between consumers and products. In one of the world's largest psychological
experts, Abrand Bushman found in his study that the display of violent and sexually
exploited television shows did not get any better promotion of the product being
advertised. If the advertisements are freehand, then the audience does not remember the
name of the advertised product. Currently, sexual performance ads have been found.

“Young journalist Himanshu Shekhar's comment is absolutely correct:" In the current
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period, the increasing use of women in advertising is being expressed with great concern.
Today it is common for a woman to put an erotic insertion in the advertisement through
women. It seems that an advertisement appears in which female body is not used as a
display. For ad manufacturers, this thing does not matter whether or not the advertised
object is used by women. There are many advertisements in which there is no need for
women. But this is the only effect of the market based economy that the woman's body has
been converted into a product sold. Through this, efforts are made to raise capital.

There is a lot of concern about the growing use of women in advertising in the current
period. Today it is common for women to put an erotic inset in the advertisement. Hardly
anyone sees an advertisement in which women's body is not used as a display. For ad
manufacturers, it does not matter whether or not advertised objects are used by women.
There are many advertisements in which there is no need for women. But this is the effect
of market based economy that the woman's body has been converted into a product sold.
Through this, a lot of efforts are being made to raise capital.

However, since the beginning of the twentieth century, women used to be in commercial
use. Advertisers who made the announcement argued that women play an important role in
the purchase of the house. This is the advantage of being used in their advertisements. In
the field of advertising, there were only men, but later this work started to add women too.
In fact, the world's first advertisement to be a sexual act was made by an American woman.
After that, this trend was a great success. Female black magic is being used in advertising
from blades to trucks. At that time, print was the only medium for advertisements. After
the arrival of the electronic media, there was a competition to show the woman in a
distorted form.

Involvement of Political Peoples in Advertising

In India, flooding of advertisements on electoral opportunities is a common issue. Every
politician considers the ad to be his most lucrative option to polish his image or present
himself as a 'brand’. As a result, the framing of ads in election stirring gets reflected in all
the media formats, because one thing is clear in his vision that ‘whatever he will look, he
will sell'. The old values, credibility and tradition of politics are getting increasingly
extinct. Ethics and honesty have become lifeless. Culturally, like India, the instrument or
option of 'image building' in the 'Deep Routed' nation is only in the propaganda,
projection-impersonation of advertisements. "The biggest advantage of image creation
through advertising is that it can be changed according to need, some pairs can be reduced,

and new images can be reinstated. In the current election, the inevitability of political
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advertisements, Mecca Kabie believes that | am surprised that the person who cannot
advertise strongly in his own behalf, how can he control a country? Does it is evident from
McCabe's belief that elections can now be fought only on public relations, issues and
politics, and cannot be won. In this battle of images, the use of political advertisements is
now becoming a matter of practical perspective, beyond the question of ethics and debate.
All the emphasis is on who is able to present his image in a much better way. " It is capital
slavery in which the body we are holding ourselves, but the exploitation of our labour is
doing any other. It is better than the sacrifice of an advertisement in the forthcoming
elections that the politician will fight his war on the basis of his youth, not the ad's trust;
but in the recent scenario this does not seem to happen.

Therefore, despite the adverse trend, popularity and unmatched effectiveness of
advertising, the blindness of the ad is incorrect. We must understand that, "It is not right to
hurt the sentiments and feelings of the society for personal gain. This creates a variety of
frustration, depression and tension in the society, so that the use of national human
resources or their ability-energy cannot be demonstrated in a suitable manner. Expecting
limited behaviour from advertising in social contexts it is believed that he will inculcate in
nature a natural incentive of good thoughts and goodness in society ". Especially important
is to maintain human integrity; otherwise, turning your democracy stuck in the clutches of
the market, turning into an advertising arena is to hurt its sovereignty in its own hands.
Conclusion

In the end, there is no harm in saying that despite the lakhs of imperfections, advertising
has become an integral part of the market today. This advertising market has created new
heroes of the new era. Simultaneously, the new generation model is also advertising itself.
Despite being entangled in land scam, you will get the conclusions from the fact that the
price of the advertisement of Abhaytabh Bachchan is highest. The world of advertisements
is directly related to people's choice. That is to say, people's thinking is about deciding
advertising. This is the biggest success for advertising. But this is the biggest misfortune
for the society.

Not ads for dieting, but the purpose of advertising is to provide information about the
product and the people correctly and not to get caught up in delusion and attraction. It is
true that some advertisements are beautiful, sensitive and true, but it is also true that most
of them are working to create misleading while presenting the illusion of lies and making
the objects look glitterier. It is a conspiracy to make a lie through a celebrity repeatedly

and in different ways, which must surely be put to rest. Also, the way through which the
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advertisement is delivered to the general public, accountability should also be decided. In

the case of correspondence, television, etc., it should also be decided that the ratio of

advertisements should not only be determined, but also strictly adherence to it. However,

this scope of advertisements is not limited to market and products only.
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