Table of Contents

ACKNOWLEAZEMENTS ...ttt ettt sae et e ene i

Introduction: A Look into the Spectrum of Advertising in India & Gender-

Media-Change DYNAMICS ..cc.ccvvevierirerienieenieteesesteeseste st srestesessesseessessessesessessenassens

Contextualising Production Sites of Advertising through

the Pleasure CampPaigi ..c..ccceeverirenieninineineneeeeeiesteee et sse e nes

Power and Diversity of Advertising in India
Gender as a Fundamental Component in Marketing, Development,

AN SOCIAL SEFUCTUIES ..ottt eeeerbeereeesnens

Contributions and Limits of the Academic Debate on the Power

Of Media’s INFIUBNCE ...uevveieieiet ettt
Exploring the Perspectives of Diverse Advertising through

Producers in Urban NetWOIKS ......c.coeveririerieninineeteieeseeesteie e
‘Discourses of Change’ as Framework for Understanding

Advertising and itS Production ........cccceeeevineneninnenenienenenieeseseeseeeseesaesennens
On the Necessity of Self-Reflexivity and Positionality ..........ccceevevevcenenierennenne.

Overview and ChapLers ...ttt ee e s e ssessesaesessens

1  Setting the Stage - The Significance of Advertising in Debates

on Media & Change in INdia c..c.coevueviririerineneieeeeereeee et

1.1 Media and Power, a Contextualisation of Development,

Modernisation Strategies, and Economic Growth ........c.ceccccevvveucuneee.

1.2 Outlining the Making of the Advertising Business in India
from Pre-independence to beyond Liberalisation ........cccceeecvvennenene
1.2.1 The Advertising Industry and Social Campaigning

between Colonial Rule and the Independence Movement .....

1.2.2 Recognising the Power of Advertising Post-Independence ....
1.2.3 The Significance of Liberalisation and Dynamics
of Globalisation and Regionalisation Processes ............c.c......

Published in: Mette Gabler: Creating Slogans for Social Change. An Inquiry
into Advertising, Gender Imagery and the Politics of Change in Urban India.
Heidelberg: Heidelberg Asian Studies Publishing, 2024. DOI: https://doi.org/
10.11588/hasp.1175



https://doi.org/10.11588/hasp.1175
https://doi.org/10.11588/hasp.1175

Table of Contents

vi

1.3  The Role of Advertising and its Producers in Directing Social
Change - Conditions of the Historical Context of Social
Initiatives and Marketing .......cccecvevierieenenieienineeseneeeesre e eseseenee 54

Reviewing the Debates on the Influence of Advertising -

Considering the Role of Production, Content & Reception ........c.cccccceeeveeerenne 61
2.1 Embedding Advertising Research in India in an
Interdisciplinary Field of ThEOFIES ....cceevvevirerieniririeircrenecereseeeine 62
2.2 Layers and Variations of Academic Debates on the Role
of Advertising in Change ProCesses ......cccoeeverueererieenenieenesieenenieeens 73
2.2.1 Information Dissemination and Effectiveness:
Intentional Directions of Change Processes ........ccceceeevereenennnn 75
2.2.2 Reproducing and Normalising Social Patterns:
Unintentional Directions of Change Processes .........cccocevvenenne 80

2.2.3 Discussions of Arenas’ Inter-Connectivity:
Commercial-Social Reciprocity, Intertwining, and

DYNAIMICS weeenvieiieiteieeiteseert ettt ettt et et sse e sseesae e beesaeenee 90
2.2.4 Producing Media Content: Producers’
Responsibilities and Self-Awareness ........ccceceeeveeeevereennenne. 97

2.2.5 Trends and Gaps in Academic Debates:
Influence of Advertising, Producers’ Perspectives,

and Gendered ISSUES ........cceeeererinenienieiniereeeseseeeereseeeenens 102
2.3 Production Sites and Producers of Advertising as Departure
in Discussing Processes of Social Change .........ccccvueerevieenirieenerienene 107

Framing the Understanding of Advertising Production & Exploring

ProdUCErS’ PEIrSPECLIVES .cvivveueriirieiriirieieienienteesiessessrestesseressessesessessessesessenes 111
3.1  ‘Discourses of Change’ as Conceptualisation
of the Understanding of Change Processes .........cccoeeeeveueeneneeennnne. 111
3.2 Considering Producers’ Perspectives through Qualitative
Methodologies of Social and Cultural Anthropology .........ccceeueuenee. 123

Understanding Processes of Change and the Role of Individuals,
Institutions & Communication within Dynamics of Gender, Media &

CRANEE ettt ettt 141
4.1  Detailing the Intertwining of the Commercial-Social
Entanglements in AdVertising ......coceceeveverenienenenienenieneeseeeseneeennens 142
4.1.1 Individual Paths of Profession and Sharing Skill-Sets
as Basis for Diversity and Discursive Struggle ..........ccceueuenee. 143
4.1.2 Institutional Collaborations providing Networks
of Negotiation and Solidarity ........coceeevireeenneenneenineenenes 149



Table of Contents

4.1.3 Communicative Elements enabling Discursive Power .......... 160
4.1.4 Intertwining as the Basis for Junctions of Arenas and
Platforms of Discursive Struggle ........ccccvvevvevevenenerenenierennens 166

4.2 Centring Producers’ Perspectives regarding Processes of Change .. 167
4.2.1 Significance of Individuals and Personal Journeys

in Processes of Change .......ccccvveveeririeeniniecninecneeeeneeeeeeene 168
4.2.2 Power and Discursive Struggles as Part
of Institutional Conditions and Connections ..........c.ccceueuue.. 196
4.2.3 What Works and Perspectives on Communicative
Aspects in Processes of Change ........cccveeveveeneneneeneninnccnenn 219
43 Discussing ‘Discourses of Change’ through Perspectives
of Gender, Media & Change .......c.oeevieeinieeeinireeeeeeeeeeeeieeeee 244

Conclusion: Voices, Perspectives & Processes of Change in India

through Discussions of Advertising & Social Change ........cccccceeeerreerrerennenene 253
ANNEXE ittt ss e s b saee 263
List of Institutions, Interviews and EVENtS ..........ccccceevevreereereeeenreereereereenvenen 263
GUIAE Of QUESLIONS ..ottt srreereeereeerneesneerneenes 266
BIDLIOZIAPNY weeetiieirieieerereteesee ettt sttt ettt a e b 267

vii






