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INTRODUCTION



This dissertation is 3n effort to understand
the neture, scope and function of advertising as a
form of mass comrrunication, The hasic curiosity is
to find out the undercurrents of advertisina which
persuade man to tring a change in his rehaviour,
The effort is to find out the undercurrent sions,

their nature,domain and functions,

Today, advertising is a vital tool cf the
msrket, As a mode advertisino involves art, aesthe-
tics and imaginztion, A viewer or a reader sees
or reads an advertisement as 2 composite wrole, He
se®#s hut does not perceive the finer elements in
it, which form the power of the advertisement and
that in fact influences him, These finer elements
are the sharp underdurrents in face make each and
every, advertisement an example of hiaghly condensed

structure of charged sicns,

Advertisements can te exzmired from several
points of view: linguistic, sociclegical, psycholo-
gical anc economic etc, They thus come under the
domein of semiotics which is the 'science of signs'

! . L3
and studies 311 cultural processes of cemmunication,

L]
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"The notion that linguistics micht be useful
in studying other cultural phenomens is based on
two fundamental insights : first, that social and
cultural phenomens are not simply mater ial objects
or events but objects a events with meaning and
hence signs; and second, that they-do not have
essence but are defined bv a network of relations".

(Culler, 1976:4),

In human' society language plays a'majgr role
and is generally taken to be the predomirgnt means
of communicatio:n° But it is also clear that human
beings communicate by non-verbal means and in
ways which must consequently be said to be either
non-linguistic or which must have the effect of
'stretching' our concept of language until it includes
non-verbal aress, .In fact, such 'stretching' is
precisely the great achievement of semiotics. It

. n . e . o s .
is extesively found in &dvertising as we will see

3s we proceed,

In fact the non-verbal communication is so
inextricably bound up with verbal aspects of the
communication process that we can onlv separate
them artificblly, In actual practice such separa-

tion does not exist,



iii

Communication verbal or non-verbal is regarded
as 'the universal condition for man's existence
Communication can be defined, 3s per Lundberg, as
“... interaction by means of signs and symbols, The
symbols may be gestural, pictortal, vermsl or any

other which would serve as stimuli to behaviour®™,.

(Jaspers, 1987),

There are different modes of communication,
Television, the'electronic media' is ore of them,
Advertisino exploits all mediums of communication.
In India TV is 'a relatively new area, a new dimen-
sion for advertis ing. The advertisements on Radio
or in the print media have their own limitations.
In the print media it is 'still' while on R2dio
we can only hear, but in advertising on TV, hoth
the audio and the_ViSUal techniques are employed,
Thus involving the personAtotally - kinematically,

subliminally, émoticnally and intellectually,

One benefit, which the advertisers enjoy,
with TV is that it reaches both the literate and
the non-literate audience., It is bhecause the
distriktution process is simpler and tre reach is

much wider, |

fHele

4 fmm
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Advertisements like any other text such as
a story, poem, paintino, film or exhitition is a
construct of signs, The signs employed in an adver-
tisement have oﬁly one objective, to meke a sian
of persuasion, TheSe siagns are woven in such a
wady that they make one inuagrated,'Gestalt sign,
The units of signs are found in all the areas of an
advertisement such as visual, jingle, slogan, colour,
photography, actinag, presentation, special effects
etc, In order to understand the signs oné has to

[

decompose the text, the discourse, This decomposi-

tion is a8 three level function requiring answers to

the following questions: Y
(a) What are the basic units - signs?

(b) How are these combined to produce meaning?
(c) How these meanings are related to the soccial

structure of society?

The aim of this pursuit simply is to decompose
some of the TV advertisements in order to f ind the
structure of signs and their persuasive power, In
TV advertisements the ensemble of signs is highly
condensed, It has two main reasons, first, that
this media is very expensive and the second related

to the first i/s that it has temporal limitations,



In the shortest poséible time the whole story is
told, The difference between the print media ard
the electronic media is that in the case of the
former one can spend much time studying the adverti-
sement, whereas TV advertisement is a3 passing event,.
It is impossible to go back to the advertisement

in the normal course, It is precisely because of
this reason a recorded casette (VHS) is beinao sub-

mitted along with this dissertation,

As we know, the aim of advertisement is to
persuade people and groom them into prospective buyers
and eventually in to the actusl buyers, This is a
very long process, Before the advertisements are
1 oaded with persuvasive ammunition, 8 lona process
of research, designAand execution takes place, At

every stage the'aim is one, that is to make it lethal.

The preparatory process takes into account
the objective, presentation, technique, colour,
characters, location, music/jingle, slogan, special
effects, photography etc, To devise signs on the
above mentioned levels, an indepth study is dore
regarding the product, price, packaaing, market,
compe titors, t;rget audience and the profile of

the target audience, The profile of the target
i
!

' R.ild]
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audience incorporates information regarding the needs,
economic condition, taste, ambition and social status
etc, of the audience. The signs of the advertise-

ment correspond to the findings of these areas,

In advertisements every sign has the element
of persuasion, If the product is a new introduction
to the society, the noveltv becomes the driving
force, People will buy it, at least once. A product

g

has many other pimensions to attract the people,
If a new ingred&ent has 'een added or the packaging
is changed or has “een made easy to use or store

etc, There is virtually no limit to the scope for

persuasive elements in the marketing of a product,

The questions which the present work tries
to answer are:
(a) Is it possible to create  very obvious

persuasive signs?

(b) If it is subtle then where does the subtlety
lie?

(c) How does it function -- overtly or covertly?

(d) Can an ordimary viewer identify these persua-

sive signs? and

(e) Do these signs affect the unconscious of a
‘ .
man’
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One agdvertisement can be briefly analysed
here: The TV cémpaign for Liril soap. It became
very popular from the day it was shown on TV, The
strategy was to position this product as the "“fresh-
ness soap". All the signs contribute to establish
this concept of freshness, The location is outdoor,
in the natural surrédndings,.amids trees and greenery
and 8 waterfall, The greenerv itself is the sign
of new life, fresh mood and it is soothina to the
eyes, The dress of the model is again areen,

There are different shades of oreeh used in this
campadign, The colour of the product and package

is green to strenothen this concept, The girl

is enjoying a bath under the waterfall, The water-
fall projecté the cooling effect, ’The a2ir signifies
purity, The id%a of freshness is further reinforced
by showing lemoks and claiming that it has been
used in the product as one of the ingredients, The
idea of lemon presents the notion of fragrance,
tanginess which changes the state of mind of the
viewers., The model is young, beautiful and lively,
She is a new face for the viewers - a sign of fresh-
necs, All these signs may be called the nrimary
signs because they are verv obvious, There are also
secondary signs in the advertisement which call for

.a much closer study,
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Differept elements or signs hold défferent
appeal for différent people, This idiosyncratic
nature can be focused = on charscter or location,
or music. The research tries to find the persua-
sive elements 3t individual level as well at collec-

tive level,

Me thodol ogy

The study has two parts, The first part
deals with the theoretical aspect, where the general
semiotics of advertising is discussed, with emphasis
on TV advertisements, An empirical study is done
in the second part. Here respondents are taken up
on the basis of age aroup, sex, economic status and
social class, These responses are analysed first
ip a general way and then with the help of Rarthesian
model of second-order signification, The two ways
bring out the overt signs as well as the subtle
ones where actually the shift occurs. The analytical
process establishes the nature, scope and function
of the overt and the subtle signs, The analytical
process is directed towards finding the kind and

powsr of the persuasive elemernts,

The dissertation is divided into f our

sections:
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Chapter « I

- Semiotics and Advertisements,

Here basic terms and concepts of semiotics and

advertising are discussed with a btrief historical

perspective, It also deals with the scope of

studying adverticsements in the light of semiotics.,

Chapter - Il -~ Elements of Indian Audio-

Visual Advertisementé.

In this chapter a brief history of advertising in

India is traced., Advertising : Its kinds, approach,

components and its dynamics are discussed with

examples,

Chapter - III - Elements of Persuasion and
Their Effect : A Barthesian Interpretation,
This chapter deals with the background, innate
traits and pSy?hOlOgy of man, His uncon;;ious.
What brirgs a $ehavioural change in him? What are
the signifier and what do they signify in terms of

advertising components, T EE

The data is collected from the various res-
pondenfs and their responses are tabulated and

analysed along Barthesian lines,

Conclusion - Findings and generalization,




VHS Cassette - The kind of advertisements

discussed in the paper as examples are recorded
and presented along with the text of the disserts-

\

tion,

(AR



CHAPTER - I

SEMIOTICS AND ADVERTISING

! L



Semiotics, as it is known today is mainly deve-
loped by F. De Saussure and Pierce, Semiotics is a
science which studies the life, function and nature of
signs in societ&. It occurs when there 1$’comnunica—
tion - when we Fry to understand communication and
question what forms they take and why. 1In fact,
semiotics is an intellectual curiositv about the
ways we represent our warld to ourselves and eaégl
other, Basically it is done throuch lanquage.
Language is not just a code a channel but it is
inseparably involved with process of thinkina and
reasonina, Languaae orders perception and makes
things happen. It helps to create social world with
all its dynamics, Semiotics was first conceptualized
by the Swiss linquist Ferdinand de Saussure (1857~
1913). He sketched the blue print of the idea of a
science of signs. His ideas were published posthumously,
in the form of & book, from the class notes taken by
his stud;nts. The book was called 'Course in General

Linguistics?,

His ideas about semiotics can be summarised
under some headings. But first his notion about

sign. For him sign is a combination of concept and a



sound~-image, which he termed as 'signif ied' and 'sig-
nifier', He says
"I propose to retain the word sign (siane)
to designate the whole and to replace
concept and sound image respectively by
signified (signifié) and signifier
(siqnifiaht); the last two terms have
the advantage of indicatina the opposition,
That separates them from each other
and form the whole of which they are

parts.™ (Saussure, 1966:67),

The birth of sign dates back to the primitive
t imes when man started naming thinos and objects of
his enviromment, The initial naminn process devel oped

into languiqge for communication,

“"The evolution of human language follows the
evolution of human societies, All cultures or civi-
lizations have evolved for their communication,

, systems of signsh which present correSponQ%nq systems

of signification. The reunion of these two systems,

mediate by humaé language, in which ali members of

a given sociasl, cultural, or economic qroup'partici-

pate "(Gill, 1983;: 4l), L
During the process of naming the words used

were signs which referred to definite concrete objects



about which man wanted to talk even in their absence,
The words referred to ideas, the combination of these
f ormed a langusge, But words are not the only signs.
There are many:other systems of signs through which
man communicates, There is a gross confusion about
the nature of ;igns and symbols., Peirce focused on

three aspects of signs -- their iconic, idenxical and

symbolic dimensions, as represented by the following

table:
ICON INDEX SYMBOL
Signify by-resemblance Casual Conventi ons
connections
Examples — Pictures, Smoke/fire Words,
Statues symptom/ numhers, flaas
disease
Frocess — Can see Can figure out Must learn

Todays symbol like sun, moon, cloud, stars
used to be signs, but now their meaning has come to

us through convention and culture,

The relationship between siagnifier and signified
is arbitrery., This fact has played an important role
in the develobment of semiotics. Saussure talks
extensively on this arbitrariness of relationship.

What he mean by the term arbitrary can he represented
with an example, The speech sound 'DOG' is the

signifier and concept - furryv animal, with four legs

f



which barks is the signified. Accarcing to Saussure
neither the nature of the signifier, signified nor
their relationship is fixed or determired, The signi-
fier for a concept differs from cémnuﬁity to camunity,.
In English 'DOG' is a signifier but the same concept
has dif ferent signifier in French which has 'Chien',
Hence the choice of signifier i{s totally arbitrary.
Jonathan Potter and Margaret Wetherell (1987:24) are
of the opinion that the concept itself is arbitrary,

"In English an animal is referred as 'sheep'

and its meat aé 'mutton' whereas in French

there 1is a3 single word 'mouton' for both

the concepfs. In English the distinction

between ‘'river!' and 'stream' is on the

basis of size while in French the distinc-

tion is made between 'riviere' and 'fleuve'

where latter flows to the sea and the former

does not,%,
. "l
This is what Saussure means arbitrariness of
!i
the signs. Thereiis nothing which determines the
nature of the signifier or the nature of the signi-
. ) )
fied, There is no natural or intrinsic relationship
between them, It is the basic insight concernino the

relationship between particular meaning and an under-

lying system of differences which led Saussure to




suggest that separate science of signs within the
society is conceivable, the semiotics. The use of
semiotics and linguistics in generating as well as
understanding mganing has agradually be ¢ ome vital,
With these tool% all cultural phenomenon wherever
communication is involved can be analysed,
"The notion that linguistics might be useéful
in studying other cultural phenomenon is
based on two fundamental insights : first,
that social.and culturel phenomenon are not
simply material objects or events but
objects or events with meanina, and herce
sions; and second, that they do not have
essences but are defined by a3 network of

relations."(Culler, 1976:4),

What important factor emerges is the concept of
sign and relations., Meaning is generated with these
two key factors. Saussure's own words on the roles

of signs and signs systems:

"Language is a system of signs that express
ideas, and is therefare comparable to a
system of writino the alphabet of deaf-mutes,
symbolic rites, polite formulas, military

“signals etc.,. But it is the most important
o



of all these systems, A science that studies
the life of signs within society is conceiva-
ble, it would be a part of social psychology
and consequently of general ﬁsychology; I
shall call it semiology (from Greek semion
"sign"). Semiology would show what consti-
tute signs, what laws govern them., Since the
science does not yet exist, no one can say
what it would be; but it ,has a riaht to
existence, aAplace staked in advance",

(Saussure, 1966:16),

A statement that opens the study of media to
us, for not only can we study symbolic rites and mili-
tary signals, we can aiso study music, painting,
advertisements, films, serials and almost anything

that has sign systems,

Another crucial insight that Saussure offers
is the notion of ‘opposition', The concepts have
meaning because of relations and the basic relatibn—
ship is oppositional, Thus ‘beauty' has no mgag&pg
unless there is 'ugly' or'poor! unlesé there is 'rich',

"Concepts are purely differential and

defined not-by their positive content but

negatively by their relations with other

terms of the system" (Saussure, 1966:117),



In fact it is not 'content' that determines meaning

but 'relations' in the system,

Synatagma@ic and paradiamatic are two other
key concepts given by Ssussure, This dichotomy has
to deal with relationship between various siqn}.nw
These relationship are of the above two kinds,
Syntagmatic relation is linear, sequential and

horizontal. The sequence of events form a kind of

a narrative,

Paradigmatic relstions are based on the concept
of oppositions, This analysis operates on vertical
level and here one looks for an underlyinag pattern
of oppositions thet are buried in it and that gererate
meaning. There oppositions are bimary in principle
without oppositions meaning cannot be gained, Saussure
states, "in language there are only differences,
Jonathan Cullerzclearly says,

"Structuralists have generally followed

Jakobsen and taken the binary opposition as

a fundameA}l operation of the human mind

basic to the production of meanina,"

(Culler, 1976:15)

To sum up the concepts of syntaamatic and

paradiomatic Claude Levi-Strauss suggests:



"the syntaamatic analysis of a text gives
the text's manifest meaning and that the
paradigmatic analysis of a text gives its
latent meaning, The manifest structure
involves what happens and the latent
structure involves what a3 text is about
or tn put it another way, we are not so
much concerned with what characters do as
we are with what they mean when we use

paradigmatic aporoach."(Berger, 1986:31).

Ir. other words he is interested in how 3
T : . : . . .
narative is organised and the way their oraanisation

generates meaning.

Semiotics studies any human realm to which
meaning is systematically applied, These realms are
called discourlses. In any discourse or text meaning
are transmitted in two ways - Metaphoriéélly and
Metonymicallyﬂ? The Metaphoric way involves analogy
between two thinas, The most common metaphoric form
is the simile where 'like' or 'as' is used andwa

comparison is suggested,

‘M2tonymic .-relations are based on association,
The code and its rules enahle the speakers of a

speech community to form proper associsation,



"A metonymy is a fiqure of speech in which an
associated detail or notion is used'to invoke
an idea ér represent an object, Et. ymologi-
cally, tﬁe word means "substitute naming®
(from the Greek mets, involving transfer,
and onoma, name), Thus in literature we can

speak of the King ( and the idea of kingship)

as “the crown®” (Monaco, p. 72).

A text could of linguistic, political, cultural
or social, The interpretation of a text brings forth
the creative processes involved in the romposition of
the text. The process of interpretation as Condiallac
says in the fourth chapter or 1'Art de penser, the
art of thinkina:

... to analyse is to decompose, to compare

and to apprehend the rapports,®
the idea is further elaborated by Gill,

e inbanalysis, we decompose only to

show, as far as possible, the arigin and

the generstion of things, One who decom-
poses without this consideratibn for the
generation of ideas, indulges only in

abstraction} and the one does not abstract

all the qualities of an object gives only
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incomplete analysis, Thirdly, if one does not
present his abstracted ideas in the order
which facilitates the comprehension of the
generation of the objects, presents analysis
which are not very instructive and generally:

quite obscure ,*(Gill, 1983:39),

In the process of decomposition when the sions
are determined, the rapports and the element of signi-
fication are established the first step is completed,
But Roland Barthes makes the point that sign can sig-
nify at one level and it can go to the second level of
signification where it becomes a signif ier to a rew
signified. This second level, he called Myth, Barthes
differs with Saussure on the concept and functions
of sign. For Saussure the signified, the signifier
and the relatidnship is sian. But Barthes says,

“The siqnified, we are dealing, in any

semiological system, not with two, but

with three different terms -~ the signi-
fier, the signified and the sign which is"
the associstive total of the first two

terms."(Barthes, 1957:112-3),

Further on, Barthes elaborates on this notion

* .. it is a second order semioloaical

system, That which is a sian... in the
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first system, becomes a mere signifier
in the second,,. Everything happehﬁ

as if my%h shif ted the formal system

of the first signif ications side ways..,.

this lateral shift essential for myth.® (114-5),

His ideas can be represented as

Sign
Signifier Signified Level II(Myth)
l
Sigp
Signifier Signified Level I

At level I a sign lets say 'Maruti' is the
sign of a3 car, particular shape and size etc. But
at the second level which Barthes called Myth, this
sign stands for luxury, wealth and status etc, Barthes
is of the opinion about this level "Myth is a system
of cémmunication that it is a message, This allows
one to perceive that myth cannot possibly be an
object, a concept or an ide3a, it is a mode of signi-

fication, a form.* (Barthes, 1957:109),

FurtherlBarihes determines the scope of myth
*jt is therefore conformed to oral speech, It can

consist of models of writing or of representations
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not only written discourse, but also photography,
cinema , reporting, sport, shows, publicity all

these can serve as a support to mythical speech,..
pictures to be sure, are mare imperative than writing,
they impose meaning at the stroke, without analysing
or diluting it.., pictures became a kind of writting

as soon as they are meaningful,®

In advertising .sians employed on both the levels
have an additional purpose apart from generating
meaning that is to persuade the viewers and readers,
In modern days advertisina, @ soci3l text, has socio-
economical and political implications. It is because
the target audience has grown multidimensionally, As
the industrial world is growine at a nerve-rockina
speed, advertising the essent ial tool of marketing
: has to matchAthe!tough competition, Advertising
has bec ome obllg@tory because manufacturing without
advertising is like winking at a girl in a dark room,
only you know what you are doing., While the adver-
tising field has become very competitive, the 'spdce
and time is limited, Advertisements are not simple
and straight forward as they used to be, Today, the

channels of communications are complete and very

sophisticated, The use of space and time requires
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3 lot of strategic and creative thinking because all
the advertisers 'want their advertisements to stand

out, Irrespective of medis, advertisemon{s are
powerfully semiétically charged with persuasive under-
tones, When it comes to audi%)viSUal (TV) advertise-
ments, these are consideredige;; powerful, particularly
in India because TV is a very new addition to the
channels of communications in India. The TV enchants
the viewer so powerfully that the viewer is literally
'qlued' to the TV screen., The persuasive power of TV

advertisements can be analysed considering the sale of

a product which has advertised on TV,

Semiotics is a subject which incorporates
linquistics, socielogy, psychology, arts and many '
more, hence it is a vital tool for the study of
advertisement which is fast coming into the category
of art, There are many people who have studied a
range of diverse subjects., Fashion (Barthes, 1965),
Road signs (Krampen, 1983), Literature (Barthes, 1974),
Television programmes (Fisk and Hartley, 1978), Rock
Music (Hebdidge, 1979), Buildings (Bfoadbent et, al.,"

1980) to name 3 few,

‘Advertising is a very exciting field to study.

The history of advertising in its true sense, is not
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known, But it is presumed that it must have started
somewhere around harter-system of the primitive society,
The core nature of advertising till today remains the
same -- to praise what is yours to earn favours and
preference, Today the modern advertisina says it

more strongly ,(almost commanding) equipped with the

lethal weapon of persuasgion,

The objective of advertising is to motivate
people for an attitude change, In other words adver-
tising expects é change of behavi our by motivating
the people towards something or away from something.
In both the cases the advertisement has to be highly
persuasive, catchy and creative, It is not an easy
task/simply:;2§;19 dislike being persuaded, Adver-
tising, ,pbecause of its commercial purpose is considered
to be false, luring and exaggeration of worthless
products and se;vices. This makes the task more
difficult, Advfrtising can motivate people by feeding
them with inforﬁation in positive colours. The
success and failure of an advertisement depends on
how the elements of the advertisement have be;hmm
interpreted, The internal factors are the person's

ego, loyalty, education, interest, phvsical state,

experience etc, On the other hand external factors
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are availability, distance, time, value, feasibility,

etc,

In advertising the target audience Es per suaded
mainly through ianguage and supported by visuals,
actions and by other means, On the use and importance
of language Jonathan Potter and Margeret Wetherell
state

®One of the themes stronaly stressed by both

speech act fheory and ethnomethodoloqgy was

that people use their language to do things:

to order and request, persuade and accuse,"
And reaarding function they sav,

®*Function involves construction of version

and is demonstrated by lanquage variation,

In construction the accounts of events are

built out of a variety of pre existing lin-

guistic resources, It involves active
selection, some resources are included

while some omitted. The notion of construc-

tion emphasizes the potent consequential

nature of accounts.,“(Potter and Wetherell,

1987:46),

In advertising we find the precise use of this
approach, The text/jingle of an advertisement is kept

minimum and the selection of words and formition of
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sentences require great deal of alertness and creati-
vity of a devoted mind, The signs of persuasion in

TV advertisement could be verbal as well as non-
verbal, At the verhal level the areas of signs depend
on who, what, how and whom, Apart from the lexicon

of a particular advertisement.the tone and intonation
play a very important role, A line “It's so delicious!™
can be s3id in many ways, The difference between a
male voice and &2 female voice can be easily imagired,
The paralinguistic features in asdvertisina too can be
studied under semiotics, Trager divides all the

sounds without linguistic structure into two parts:

(a) Voice set - Connected with sex, age, physical
state etc,;
(b) Faralanguage vwhich is divided into two:

(1) voice quality includes pitch range,
vocal lip control, clottis control,

articulatory control etc.
(i1) Voc%iization which is further sub-
divided into threee:

(1ia) vocal character izes define laughing,”
crying, whispering, sobbirac, whinning,
ya%ﬁng, belching etc,

(iib) vocal qualities where intensity, pitch

height, extent etc., comes,
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(iic) vocal segregates - include noises of
the tongue and lips, nasalizétion,
br;athing, interlocutary orunts etc,
To study the persuasive powers cf paralinguistic
features in audio visisl advertisement requires ample

time and 811 the necessary eguipment apart from a

thorough knowledge of phonetics,

The non-verbsal area includes a vast range of
scope Por the determination of signs. The major
sections are charscters -- their costume, agesture
(kinesics and prexemics), physical attributes, distance
in relgtion to other characters, actirg and the roles
they play, music, jinqle -- words and their combination,
Hindi, Enalish, regional, setting -- indoors, outdoors
célour—background, dresses, products' package, words
printed on the screen, photooraphy -- anagles and other
gimmicks such as special effects, computerised display
etc,

| These are the dominant areas where signs which
play the part of persuasive elements can be found,
It is td?hotedthat employment of cresative techniques in
these areas are to make the advertisement attractive,
persuasive and with high recall degree, The meaning
and objective stem from these signs which appear to
change or modifv behavicur and attitude of the target

audience.



The kiss of Pears... -
Soft. Pure. Gentle.

Touch skin that's kissed
by Pears. Skin that’s soft,

smooth and innocent ...

4 like a child’s. That's
because nothing, absolutely
nothing in Pears could harm
your skin - it's the purest soap
you can buy.

And its softly glowing
amber transparency is
your assurance of its

purity.

For over 50 years, beautiful

women have trusted Pears.

Doesn't your skin deserve

e Pears gentleness too ?

b

Pears keeps your skin young, innocent.

LINTAS PS 76 2720

A Quabty product by Hindustan Lever

A




18

It is.difficult to cite an example'of TV adver-
tisement with ail its dimensions on paper. The verbhal
part of the TV advertisement can be analysed on paper
and non-verbal can be explained and discussed;, +A:
detsiled analysis of some of the representative adver-
tisements will ke done in the third chapter after

determining the elements of Indian audio-visual adver-

tisements,

For example we ¢an examine a specimen from the
print media, This orinted advertisement 1is actually
a frame from its TV advertisement.. The advertisement
speaks about the performance of a soap 'Fears',
Featuring a mother and her little daughter, the
advertisiment announces !

"The kiss of Pears.,. Soft, Pure, Gentle.,"
Just below the headline is the lovely visual of the
two,'where daudhtér is caring for her mother, shown
by the action of touching her mother's face with the
foamy, soft lather of the soap, The setting is
indoors -- bathroom, The text of the advertisement is
placed under the visual, A picture of the used
soap is placed!bethéen the two sections of the text,
The text is composed of carefully selected words like
Kiss, Soft, Smboth, Innocent, Child's, Nothing, Harm,

Purest, Glowina, Amber, Transcerancy, Assurance,
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Purity, %0 years, Beautiful, Woman, Trusted, Deserve,

Gentleness and Young,

The idea in this advertisement is to gererate
a notion that 'you can grow old you but can keep your
skin as soft, pure and glowing as a child's. This
main sign is supported by the carefully selected
lexicon of the copy - the definino words are soft,
pure, gentle, innocent, smoothr, alowinon, transparency,
The visusl is unique, The two models have the same
hair style (skin-wise same ace?), same colour of skin
(the daughter has hetter)., The daughter is lovingly
touching her mother's nose, the mother is receiving
and the exprpssion on the daughter's face is very
carino and satisfied, here the role is reversed, This
visual is in other way translation of the concept
that 'the soap makes your skin young, soft, gentle
and glowing.' The concept is inspired by the child's
skin,, The other theme is getting a soft young and
glowing skin is a child's play (if you play only with

Pears).

The colour of the soap is brownish, it is
transparent which asserts the claim that there is
'nothinag which could harm your skin', (All non-

transparent soaps contain something harmful?)
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The base line summar ises the concept 'Pears
keeps your skin young, innocent,' This soap is for
upper middle class, beauty conscious ladies as the
price of the soap is high. The setting too confirms
the view, The dsughter is wéaring a golden earring
and ironically the mother isn't, The dress of the

mother too supports the view ahout her class,

At the second level, the myth is that the soap
departs from the concept of bathing soap to a beauty
care product, The usersof this soap project class,
modern life-style, well-te-do and hreauty conscious,

features of themselves,

This advertisement persuades the target
audience by scaring (as you arow old your skin becomes
rough and dry) luring (Pears hope!), assuring (50
years of experience), promising (the soap will make
the skin soft, gentle etc.). The same approach of
analysis will be taken in the third chapter where

we can amlyse TV asdvertisements in details,
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CHAPTER - II

ELEMENTS OF INDIAN AUDIO VISUAL ADVERTISEMENTS
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“The Indian Advertising has now crossed 18",
This is a statement by an Indian advertiser. He is
absolutely right in his views, This statement sums
up the growth of advertisina in India as well as
gives a sign that it is still growing. The indepen-
dence in 1947 and government's policy to put emphasis
on industrial growth gave an impetus to the Indian
advertisina, The history of Indian advoréisinq goes
with the history of Press in India. The first news-
paper was started in 1780 in Bengal by Auqustine
Hicky, a printer by profession, The rewspaper Was
called Benaal Gazette 13ter it was called 'Hicky's
Gazette!, He started this newspaper 'in order to
purchase freedom for my mind and soculf., The very
first issue carried a few advertisements which were
informative In nature, “To advertise" meant merely
to "inform™ until the end of 18th century, Till
then the newspapers and iournals announced births,
deaths, arrival of ships from Englamd, s3ale of
household furniture etc, 1In fact the Bengal
Gézettef (first published in 17895) offered to
publish Government advertisements free of cost. By
the end of the 19th century the pattern of adverti-

sing revealed ‘a definite chanae in the direction of
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hard selling, Now products and services established
themselves on the market through the advertisements
columns of newspapers, The power of advertising
increased rapidly with the growth in trade and
commerce,®(Kumar, 1987:128),

The first Indian advertising agency was founded
during the period of 1907-11 in Bombay, B, Dattaram
is considered to be the oldest advertiser in India,.

In the second and third decade British advertising
agencies fﬁbrished 3s they were supported by British
business houses, The major advertising 3agencies of the
time were Alliance Advertising Associates, Publicity
Society of India (now in Calcutta, specialised in out-
door publicity), L.A, Stronach & Company, Bombay, O.J.
Keymer (now Oailvy and Mather) and J. Walter Thompson
(now Hindustan Thompson) they catered to the needs of
an affluent English-speaking elite living in the
metropolitan cities,

In 19%2 there were a8s many 3s 109 advertising
agencies and advertisements had become the main source
of revenue for newspapers, v

Radio came to India a bit later, Broadcasting
was introduced here by private-run Radio clubs in

Calcutta, Bombay, Madras and elsewhere, The regular
|
!

y 1mne
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broadcasting service was started in 1927 with the
coming into existence of the Indian Broadcasting
company Ltd., a private company, It was later
taken over by the Indian government and renamed as
Indian State Broadcasting Service (ISBS) but even-
tually in 1936 it was christi€ned as All India Radio
(AIR) by Lord Linlithgow and then controller of ISBS
Fielden, It is interestina to note that .. adver-
tisinag was pfohibited as broadcasting was held to

be a social ser&ice. This view prevsiled till 1966,
It was the year when Chanda Committee recommended
commercial advertising on the proposed Vividh,Bharati
channel with the purpose . ofraisina additional reso-
urces for expanding the network and improving the
programmes,

The advertisements on Radio gave a radica}
dimension to the Indian advertising. The tore,
intonation, music and dramatisation of theme s
changed the concept of advertising which was then

confined only to the print media,

In the 60s and 70s the emphasis was on consu-
mer goods of luxury and semi-luxury nature, Cosme-

tics was on the top of the list followed by textile,

I
drugs, automohile, food and beverages, Mnking and
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insurance, During that periocd many alossy magazines
like India Today, Bombay, New Delhi, Surya and

many film magazines were started, They enriched

the image of advertising., These magazines also
created s channel for communication as their
readership included from housewife to teenager to
retired pérsons. The desion and production of these
magazines encouraged the advertisers to be more

creative and updated,

Television was introduced on 15th September
1959; Till 1970 TV in India worked on experiemental
basis, In seventies this media made a remarkable
growth, Many TV Centres were set up, The number
of TV sets increased, though only in big cities and
adjoining areas, From January lst 1976 commercials
came to the telecast at ali the TV centrés. This
year only TV wes separated from AIR to become an
independent media, Till 1982 all the TV sets in
India were Black and White, then just before the
Asiad '82 colour television was introduced, This
life-like telecast created waves in the concept of
communication, The introduction of colour television
re-activated tée advertisers and inspiregd, the creative

minds to exploit this medium to the maximum possible

[T LT
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extent, Pictures on colour TV were considered an

extension of actual 1life,

A TV advertisement must arrest attention
immediately and hold it for a full 30 or 60 seconds,
Advertisements on TV can take many forms such as
slides with written words, slides with background
voice and music, a film with actinq‘music and jingle,
This is not the end, today advertisers are spending
hours in thinking out the most inhovative, eye catchinao
and creative way to advertise their products on TV,
The use of computer and other electronic devices are
helpinag the creative minds of advertisina to

execute their ideas in the best ways, «

Since t¢is media is very expensive so an
advertiser 'buys' a very limited time. Today:': the
important question which advertising agencieé &Yte
facing is how to utilise this minimum period for a
rich return, The key principle is to use minimum
words, simple and.from the day-to-day linguistic use
becaQse it makes maximum effects in ierms of regis-
tering the brand or services, offered by the adver-
tisers, in the minds of the viewers, What aives
TV an edge over other media is that on TV both the

audio and the visual techniques are employed, thus
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involving the erson totally - kinematicallv, subli-
minally, emotionally and intellectually, At the
level of audience TV has the distinct edge as'igm
reaches to both the audience, literate and non-

literate,

There can be many approaches to advertise on
this modern media. A powerful action-packed drama,
based on 3 well tied storv line, where characters
are shown in a familiar settima e.g. home, of fice,

bus stop, market etc,

Another approich could ke problem-solution
structure, Here the product is presented as the
solution to a dilemma or to a frustration. Today
most advertisements are hased on this structure,
Drugs for head;che or painkiller medicine advertise-
ment are common examples, The TV advertisement for
IODEX, the pain killer ointment where three persons
are shown in different activities and having sudden
muscular pain (the problem) which is articulated in
three words - pohf AAh! Quch! , This problem is
solved with the helo of ICDEX which is visually
presented - ch;racters applyina the ointment. This
problem-solution - is again presented when the

three words ooh! Ah! Quch! are wiped by a caring hand

and what appears is the name of the product, I0DEX,
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One approach is throuch recommendation by
known personzlitiss, The power of this kind of
advertisement comes from the hackground of the
personality featured, Sometimes a vague face is
taken to recommend a product, It simply implies
that the product is widely used and trusted by the
common peopnle, The TV advertisement for a health-
drink, 'Boost' features the cricketer KAFIL DEV,
In the film he is shown playine, runnina, jogging.
He is watched by a child (a fan of KAPIL DEV), he
aspires to b like him one day. When Kapil Dev
says ®"BOST is the secret of mv energy ". The child
associate himself with KAPIL DEV and the product
says, 'Our ehergy'. This advertisement iaraimed
at vounger p@Opﬂe who are beinn fed with the idea
that °~ to excef in any game (cricket is the most
‘popular game in India) and to be as popular as

v HLILA]

KAFIL DEV, they all must drink 'BOGT?,

Function based approach gives a justification
to the claims of the advertisement., HFHere a demons-
tration takes place, The aim is to highliaht the
use and function of the product, It depends on which

attribute of the product the advertiser wants to

focus, This type of advertisement includes a range
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of product fromﬁcosmetics, cdetergent, washing machines,
drugs, insurancé, fire extinguishers, etc, Currently
an advertisement is being shown on TV for a fjirgw.
extinguisher, The product is handy and portable
contrary to the traditional type which is bigger

in size and not very handy to use., The advertisement
has a‘scientific temperament, Three representatives
of the society,.one vouna man, 3 housewife and an
0ld man make comments on the product's size, They

do not believe on the claims of the advertisement,
Then the function of the produict is demonstrated,

A test area is soaked with the hichly inflamable
kerosene, Then the platfam is set afire, As the
flame go higher the fire extinguisher is used,
Within'no time}the fire is put off. This approach

is taken to add credibility to the claims of the
advertisement, The advertisement of 'SURF' detergent
_PONd%i‘ is of this kind. In this advertisement a dirty
white shirt is dipped into the solution of SURF and
the camera catches the dirt coming out of shirt as
the hands rinse it.  Within no time a clean shining
white shirt comes out of the bucket. It asserts

the slogan 'SURF washes whitest',

Suspense is another element which has been

used in advertisement for a dramatic effect.A This
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element generates 3 great amount of curiosity in
the mind of the viewer . The product is shown at
the end, This suspense element shows its effect

at least the first time <the advertisement appears,
After that, whenever the advertisements begins people
recall the product2s,name immediately. The adver-
tisement for 'Fevicol adhesive' is a good example
of this kind., In the advertisement 3 boxing ring
is shown where a musculér and well-built boxer is
fighting with a chair. The ficht qoes on, the
chair is thrown, smashed, crushed, hit/but the body
of the chair is intact., 1In utter desperation, at
the end bthe boxer throws the chair out of the ring
but it bounces|hack and floors the boxer. Then
the refree appears blowing the victory';gistle and
holding s can;jof Fevicole., This indicates that
the winner is Fevicole,

I mm:
Another example of this kind is fa Cherry

Blossom shoe 'polish., This advertisement features
Charlie Chaplin played by an Indian artist, The
product is shown in the last few secénds of the
advertisement, When the advertisement first
appeared people thought that it was one of Charlie

Chahlin's movie, As the setting, colour, acting,
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i
costumes, mnéke up, photography all used to create
|

an impressicn of Charlie Chaplin's movie,

s LAl

These are three core approaches, Apart from
this the advertisers are in constant search of
novelty, The target is to catch the viewers by
surprise, New 3pproaches are thought not only in
presentation but also in timings for telecast. The
factors Influencing the decision to telecast an.
advertisement at a particular time are day, date,
time, preceding and followino programmes, preceding
and following advertisements etc. In India the
advertisers prefer the 9,00 p.m, time, just after
the news bulletin . This is the prime time when
maximum number 'of viewers are watchina the programme.
The numbers depend on the following proaramme which
is always a SO;p opersa,

If the following programme is very popular
then the number of viewers is maximum. The other
slot which is of much importance is on Sunday, when

people have time to watch television,

Like in any other developed country in Irdia
too the advertisers follow the cardinal rule - to

ma ke the advertisements as persuasive a3s possible,
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In India the cultural factors play a major role in
deciding the eléments of persuasion to be used, The
elements of persuasion depends on the target audi-
ence, The society is divided into many segments
such as students, working male, housewife, working
women, children, retiring persons, professionals,
business class etc,.‘The strategy to employ persua-
sive elements is done after careful studv of the

profile of the target audience,

Though India is a multilingual societv the
language used in advertisement is primarily English,
English isstill considered to be the lénauage of
elite, literate and urban, A myth is built around
English . that it adds sophistication, class and
creates an one<tc-one rapport bhetween th;“sender
and the receivgf. This myth is capitalised on by
the advertisers, slowly Hindi and reqgional
languages are also coming up. Advertisers afe 'Gpting
for Hindi and regional languages but as second

option, English remains the main channel, It is

considered to be more powerful and persuasive,

The language of advertising is carefully
thouaght and written, Big thoughts are expressed

in minimum wards. The composition in printecd



32

advertising is called 'copy'. While in TV, the
lyrical composy{ion is called 'jingle'. To make
the language catchy, words are used from day-to-day
usage, Sometimes new but meaningless words a}e"m
coined,'e.g. Gold spot advertisement says 'The Zing
thing',  Words from Hindi are frequently used to

make the slogans popular, e.,g. Ghazab performarce',

'Hungama discount' etc.

The persussive pover of linquistic element
is tremendous, Research shows that English compo-
sition with Hindi or non-existent words give more
power to the product and it is firmly registered in
the minds of the viewers, The languaage of sdverti-
sing is a separate register, The lexicen is full
of adjectives; superlatives 2nd defining words of

compadrative nature,

The music and tune of jingles are other
persuadsive elements, The Indian music is famous far
it's melodious tunes and compositions. We have
grown with this music, It is a cultural feature

that music o%.all parts of India have a common

thread,

The use of instruments depend on the product,
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the target audience and the theme of the advertise-
ment, As it is said that the youth of India look
to west for fasﬁion) life-style and approach, The
advertisement where youth is the target audience)
the music invariably is western composition. There

are many examples such as advertisements for Cold

drinks, cosmetics etc,

The advértisement for LAKME nail polish is
a good example ‘of this kind, The advertisement is
made on western tunpe., The lead character, the
action, the set, the music and the photography.
The jingle is hased on a\pOpular western song, This
advertisement is a success, while talkina to many
girl students thev agreed that they like this
advertisement &ore than any other advertisement for
cosmetics of dhfferent brands

Goed tunes based on ponulsr Hindi songs
are remembered by the audience. There are a,hgat
of advertisements based on popular Hindi or
western songs. In these advertisements the jingle
plays the main role, One shoe company made a
film featuring @ child in the style of Raj Kapoor
from his film }Shri 42C*, The jingle is based on

a very popular song of that movie, The jingle can
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l
push a product up or down. The classic example of

advertisement fkom the Indian advertising is for
NIRMA washing pbwder - an industry grown on

advertisements specially on jinale,

1] [E il

Characters in the advertisements give a charce
to the viewer +to associate himself, to remember,
and to have a55urénce, In the recommendation
approach celebrities from the fields of cinema, sparts,
TV‘serials, medical, architecture etc., are taken,
Their statements are cons idered authentic. Though
it is not always, when an actress recomrends a
particular soap, people know that she herself doesn't
use it, It is merely a strategy to position the
sodp in the minds of the viewer as 'film star soap'.
In India, because of the 'hero-worship' attitude
this approach has been a success, We have many
examples when celebrities like Kapil Dev, Ashok
Kumar, Sunil Gavaskar have endorsed a range of
products, Advertising in gereral has ahattitude to
feature woman irrespective of product, Indian
advertisements are nc exception, The question how
perSuésive they g&é is debatable, The general
grouse is that women are‘projected 3s sex objects,

i . 3 . [
Mosley comments "an advertising is a picture of 3
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pretty girl eatina, wearing, holding, showina or
driving something that somebody wants to sell",

(Kumar, 1987:142),

To some extent it is true, women are featured
in advertisements which are exclusively for men like
shaving cream, motor cycles etc., 1In the words of
Keval J. Kumar, "Advertisino may be a pretty girl
busineess and i%* must bhe acknowledged that a pretty
girl is an immeﬁiate attermtion-getter but if there
is an element of cheapress and vulgarity in the dis-
play, viewers are turned of f, rather than on,

Indeed too much suggestive promotion mav boomerang
on the products beino peddled, Sexy acdvertisements
may actually distract consumers who may not see or
hear how good the product is. Many of them may
conclude that only the cheap and vulgar sections

of society res?ond to that kind of advertising®.

(Kumar, 1987:143),

) BLILA

In India due to cultural barriers boys and
girls are not allowed to interact freely, 1In such
situations this kind of approzch is still vital,
Child models are fast becoming . motivating factors
in Indian advertising, This strategy has paid good

dividends. Soft drinks, cookina oils, shampoos,
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. automobiles, watér bottles, wasring machines etc,
are some of the areas where they are exten;ively
featured, The stt drink 'Rasna' has always
featured a cute and lovely girl-child, In the end

of the advertisement she says, 'I love you Rasha™

Actually she provokes all the children to love Rasna,

Photography is another way to persuade people
to accept the suggestion made by the advertisement,
The visual is made very powerful and persuasive,

It is said that a picture is worth a thousand words,
The example of Bush Television where it is suggested
that on Bush TV vyou can 'feel the picture', A

very tactile approach! This photograph is a

" reproduction of the TV advertisemert., Here a woman
is watching a8 wildlife show, She is so engrossed
that she imegines herself in the picture, She
becomes 2 part ;of the picture (or the picture becomes
a part of the real life?). The picture on the
screen is enlargec¢ and superimposed on the advertise-
ment, The colour is soft and fluid’water type.

For the target audience the picture on the screen

is secondary, what persusdes him is the super-
imposition of fhe'picture; Which aptly titled

'Bushillusion'., Here we can see how 3@ camara work
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and dark-room technique can persue the audience,

On lirquistic level this advertisement has just

two lines, Both highlight ing the performance of

the product. 'This television brings you a life
1ike picture and you are illusioned that you are a
part of the picture (Bushillusion). The colour

and action in the picturek59 minutely presented that
vou feel the picture, Thisf; conttast - the idea

is that you only watch in other television but in

Bush you fercl the picture,

i

The settinec is verv important, ﬂ*d)@ﬂ it
remains in the rackground but it makes lethal impact,
The importance of setting can be seen in the adver-

tisements for p=ints, bathroom fittinas, Soaps

/
and household items, The kind of bathroom is shown
is a part ofgdréams of the common people. Every

one wants to'ha}e and maintain this type of bsthroom.
His efforts, thbugh meagre but he starts perceiving
his bathroom in that light at the same time starts
v

using the soap advertised, Thus, the product

imoves up,

Sometimes the dress of the characters persuades
the viewer, Actually, all levels of advertise-

ment can have elements of persuasion, It depends
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on individual'sldream, 3spiration, ambitions and

supressed desires in the inner corner of mind,
|
On broader levels these are the elements

of Indian audio visual advertisements,
rmyee

New innovations and latest techniques are
always emplOyeé to make the advertisement more
powerfui. In the area of photoaraphy Indis has
made a remarkable progress, Advertisers are in
constant search of new ideas and they spend. 3
umpteen number of hours in translating these ideas
into lethal weapons of persussion., The turn-over

of Indian advertisina has swelled enormously. It

shows the success of these persuasive elements,

The signs employed in audio-visual advertise-
ment will be analysed in the third chapter, where
we will see how a host of signs make one core sign,
These siagns have a limited objective. They are
empfoyed to perform much in the shortest possible
time, The sale of a8 product which is the primary
objective of the advertisement depends on many
other factors also, The other factors which equally

contribute arelpeffbrmance of the product, packaging

and design, service facilities after sales, incentive

I
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of fered by sales promotion, personal selling efforts,
channels of distribution - outlet images, location,

|
comnissions of fered along with the distribution
channels, differences of product from others -
branding, quality, price, credit facilities, stoxe
display, convenience of handling in transportation,

warehousing opinion of others, ready availability

etc., (Giles, 1987:93),

These factors can be studied from the market-
ing point of view, OCur objective is to find the
elements of persuasion - the signs, their nature,
function and relationships. The following chepter

deals with this,



CHAPTER - III

ELEMENTS OF PERSUASION AND THEIR EFFECT
A BARTHES TAN INTERPRETATION

‘ LA LA



In this chapter we will discuss the nature and
function of TV advertisements, how and what information
they give and how they persuade, We will analyse a
few represenativé TV advertisements to £ind out the

elements of persuasion,

| What persuades when and how is a question which
requires a socio-psychological perspective, An element
of an advertisement motivates one person whereas the
same is not valid for another. The study will be done
on some individqals"ahd findings will be general ized

on broader level,

What a person likes, how and towards what he
feels motivated, what is there in the environment which
modifies his behaviour towards or away from samething.

The factors are many and varied,

"We are not completely rational creatures who
act only on thelbasis of logic and intelligence, but

instead are vulnerable to emotional and other kind of

non rational or!irrational appeals,® (Berger, 1986:70)

The unconscious plays an important role in
motivation, attitude change and behaviour modifggétion.
In other words, it depends on the personal and private,
suprdssed and nurtured dreams, ambitions, needs, desires,
priorities and capacities, This we call the profile

of the target audience,
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To communicate with the target audience, a
detailed study of the target audience takes place which
finally leads to the formulation of strategy.

This study involves, culture, life-style, values,
expectations, barriers, hobbies and tastes of the
target audience, Advertisers pay great attentiocn to
capitalise on these elements, Culture in the Indian
society is aiven much importance, The strategy for
communication through advertising generally tries not
to distort or change the cultural elements.

As it may lead to a “cultural shock"™,

In the first chapter we have seen that as the
telecast of advertisement is important, the time, date,
day, month, occasion, weather, festival etc, are equally
important factars which empower or weaken the elements
of persuasion uged in the advertiseuent.qudvertisenent
for woollens, in the first week of October, on Friday
night at 9 p.m.] with some percentage off in the price
as festival discount can bake a great impact, 1In
the beginning of winter people want to buy new woolens,
Advertising it in the first week of the month, when
the salary is not fully exhausted and on Friday night

at prime time 9, P.M. which gives time to plan the
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time for shopping because of the following weekend,
Festival discount can give an edae to the advertisers
over other competitors and this factor can motivate

people,

The nature of TV advertisement is dif ferent from
the advertisements of other media, Due to the temporai
limitations,the TV advertisements are highly condensed
and semiotically charged, Signs are employved on two
levels—syntagmatic and paradigmatic. On syntagmatic
level a sign is related to other siaons in a aiven
system, On this level an analysis of a text or dis-
course looks at it as a sequence of events that forms
some kind of a né&ative. The Russian folklorist,
V1adimir Propp wrote a pioneering book in 1928,
Morphology of the Folktale., He cﬁmpared folk tales

on the basis of their components, The system of
relation among these components, It brought out some
exclusive features which run through almost all the

folktales, . wr
|

The es%ential narrative unit he called "function®
®"Function is wnderstood as an act of a character,
defined from the point of view of its sianif'ic'dnce for

the course of the action.®(Propp, 1973: 19),
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This can be classified in foﬁr types.
(1) Functions of characters serve as stable,
constant elements in a tale, independent of
how and by whom they are fulfilled, They
constitute the fundamental components of a tale,
(2) The numbe& of functions are limited,
(3) The seque;ce of functions is always identical,
(4) All fairy tales are of ore type in regard, to

their structure.

Propp's concept of function can be applied to
all kinds of texts films, TV stories, advertising,
comics etc, But it is most suitable for well tied
and sequenced stories of any magnitude. The important
points which Propp makes in the syntagmatic analysis
are "first, naigtive, regardless of kind or genre,
are composed of certain functions (or elements) that
are essential for the creation of a story, Propp leads
us, then, to understanding the nature of formulas,
Second, the order in which events take place in a
naégtive is of great importance. There is a logic
to ngrative texts and the arrangement: of elements in
a story greatly affects our perception of what anything
"means®, (Berger, 1986:31),

Propp model can be applied to advertising‘in
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order to understand the manifest meanina, Since we
are interested in the elements of persuasion which
requires an analysis incorporating all aspects of

media analysis including paradigmatic interpretation.

At the paradigmatic level the signs are related
with each other on the basis of substitution and oppo-
sition, Sign itself has two parts, as we know - the
signifier and the signif ied combined with an arbitrary
rapport, This is the essential core of~a languace on
which it develops itself, Paradigmatic analysis of a
text involves searchino for a hidden pattern of oppo-
sitions that are bﬁried in it and that generate meanina.
According to A;an Dundes, in his introduction to Propp's
Morphology of the Folk Tale, the paradigmatic form of

structural analysis..

®*Seeks to describe the pattern (usually upon
an a priori binary principle of opposition) which
allegedly underlies the text, This pattern is not
the same as thd sequential structure at i}l' Rather
the elements aie taken out of the 'given' order and

are regrouped in ore or more analytic schema", (Berger,

1986:30).
1 mm

The binary or polar oppositions are important

because meaning is besed on their relationships,
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Saussure aptly remarks,
"in language there are only differences®™,
(Saussure, 1966),
We see clearly in the statement by Jonathan Culler,
'Structufalists have generally followed
.Jakobsen and taken the binary opposition as a
fundamental operation of the human mind basic

to the production of meanina."(Culler, 1976:15).

The difference between the syntagmatic and the
paradigmatic analysis as brought out by Levi-Strauss
can be briefly stated thus: the svntaamatic analysis
of a text gives the text's manifest meaning and the
paradimatic analysis of a text qgives its latent
.meaning, The manifest structure involves what happens
and the latent structure involves what a'text is
about, Or, to put it another way, we are not so much
concerned with what characters do as we are with what

they 'mean' when we use the paradigmatic approach,.

His interest is in the structure or organisa-
tion of a textﬁand their importance in qgeneratinao
meaning, He télks about myth and the minimal units
of myth - 'mythemes' - which combine in certaimeways
to give messages, For him they are very important

because 'they not only function as charters for the
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groups that tell and believe them, but also because
they are the keys to the ways in which the human
minds works,' They functien on the basis of opposition
and substitution, This calls for the very important
statement by Saussure:
"a linguistic system is a series of differences
of sound;combined with a series of differences
of ideas but the pq&iﬁq of a3 certain number of
acougtical signs with as many cuts made from
the mass of thought engenders a system of
values: and this system serves as the
effective 1ink between the phonic and psycho-
loaical eleﬁents with each sian,®(Seussure, 1964A:

120),

This puts the matter straight : langquage is not
8 substance but form, This is what makes language
complex, 38 system of substitution, differences and
oppositions, This 15 valid in all languages be it

music, painting or advertisinag,

Whatiare?form in advertising, how,do they
signify,wheré ﬁp individual stands, ﬁow they all
operate in a gilven context can be taken into account
after identifying the scope and elements of Indian

[ | LU
TV advertising and their persuasive power,



47

To interpret the elements of persuasion in
advertising,in'other words signs which chanqge attitudes,
and motivate people to modify their behaviour depends
on the context, Imagine a person is watching adver-
tisements on his TV where a number of advertisements
for tooth bfushés (of dif ferent brands) are shown,

His options arektwo, either he becomes attentive and
watches the fil%s with active participation, likinag/
disliking and making judgements or becomes passive

and looks blank on the screen thinking of mecre important
things. The effect of advertisements on both the

cases will be there but with variation in degrees,

His Opt}on depends on his needs, the more immediate is
his need, Qhe mare effective will be the advertisements.
A friend of mine, a psycholoay student, told me that

if a person has plan to buy a pair of shoes, right

after this decision he begins to notice the kind o
shoes people are wearing, He starts comparing,
selecting, rejecting and keeps looking for the best,
The feet he watches become 'mobile advertisements' of
different brands of shoes, Hence, need motivates a
pérson to participate. Suppose our man, watching
advertisements for toothbrushes, coes to a shop after

a couple of days or weeks to buy a bathing soap., 1In

the shop he notices a8 brand of toothbrush, Suppose
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he asks for that and eventually buys it., The marketing
section in a book on Economics will call it, 'impulsive
purchase' but semiotically it is a well thaught out
and pre decided purchase. Though our man himself will
not agree with this,

While he was watching the advertisements, he
must have approved this brand stromngly but because of
his needs he stared this information in his unconcious,
His behaviour in the shop may have many and varied
reasons, This can be studied by the assessment of

his personality, ambition andhis social groupinag.

Advertising tries to mould the attitude of
people in a certain‘direction, This is not imperative
or obvious, It is done in a very strategic and subtle
way, without offence and ego-hurt, Attitude change
requires many approaches such as education, example,
instruction, work and reward, qgenerating fear psychosis,
coaxing, luring, tempting and punishment too, Attitude
can be defined as "an individual's tendency or pre-
disposition to evaluate an object or a symbol of that
object in a Cerﬁain way.® (Lindgren, 1982%'90), This
definition is ngen by Katz and Stotland., They coﬁkive
of attitude as having affective, cognitive and beha-

vioural components, that is, an involving feelings and
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emotions, beliefs and action, More of one comporent
than another may be present in a given attitude,.
Attitude has a single referent, but that attitude

may be organised into consistent and coherent structures
known as value systems, The ideology is used to desi-

!
nate integrated sets of beliefs and values, that

justify the pol}cies of 3 group or an institution,

A group Bf people can have same or similar
attitude but not without individual ideosyncratie.
elements, Hence, the elements of persuasion or appeal
varies from individual to individual, age group to age
group and from one social class to the other, Adver-
tising tries to capitaliseighese idiosvncratic elements
through various approaches to brina attitude change
which 1is reflected in their themes, peesentation and

execution techniques,

The individual attitude formssocial motive where
individuals of a class of society share identical
nofion and values, Campbell replaces the term 'social
motive' with 'acquired behavioural dispositions', In
a lower middle class society in India)when one family
buys a TV set it makes a perceptual change in others,
It eatails a social motive among others to acguire

the same special and elevated position as the first



family. This goes with all the classes of the society,
Each class wants to reach higher by means of material
objects, career socialization and other means, If

we see Moslowd (Lindgren, 1982:104) ladder of needs

it becomes very clear how man moves, The basic is
physi ological needs which motivates man far food and
shelter, once it is satisfied his desire moves up for
safety in matters of job, socialization and money,

His méxt move is the desire to belong, a sense of
belonging to a family , to 8 social group/class,

Once he has satisfied this nered man wants to satisfy
his self esteem by being valued, given importance,
being accepted and appreciated as a person and wants
to become able to acquire Qtatus, recognition and
attention, The ultimate goal is for self-actualization,.
The need for self fulfilment,

Advertising has made peOple.to br idge the qap
between these needs with material objects and false
value systems, The force of his reed is in direct
_proportion to tMe disposal money a man has, Man's
nature to imitate and exhibit has been well understood
by the advertiskrs The example of the advertisement
for the deterqent cake 'RIN' can be cited here, 1In

this film one person compares his shirt with that . of
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other person and says enviously 'how come his shirt

is whiter than mine,' This is not a very simple or
straight forward emotion, rather a complex emotion,
compristng .of jealousy, power drive, leadership motive
and winner's attitude, The man with off-white shirt
perceives the man with ‘whiter' shirt in the negative
light, He does not aporeciate a person bginq better
than himself, Tll:his feeling is articulated in a jealous
tone. In this advertisement we have two models one
exhibiting his class, edge and impeccable perionality.
and other articulatina on behalf of the taraet audience,
One is teaching and the other is learning. A good
example of exhibition and imitation, In the next frame,
his off-white shirt is washed with the product anrd

that unit of the target audience is elevated to another
class, given the lacking edge and adorns the desired

impeccable personality,

The signs of persuasion become more forceful and
effective in moulding attitude and in directing
behaviour, if these signs correspond to the secret
wishes, dreams,; needs stared in the unconscious of
the man "unconscious state influence the conscious
although the 1;tter is ignorant of the existence of

the former™ (Freud). Unconscious stares all our
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secret and forbidden dreams, wishes and primitive
needs, A slight cue from the outer, civilized world
brings forth these suppressed elements in the more
acceptable ways, This is hidden wish fulfilment which

sometime the man himself is not aware,

It isdifficult to generalize the elements of
persuasion on bfoader level we can cateqorize these

elements for semiotic analysis,

The elements or signs of persuasion in the
Indian TV advertisements can be found in all their
aspects, The elements of Indian audio visual adver-
tisement discussed in the second chapter must be .
discussed here to classify the sians ard their terri-
tories, This ciassificatidn in gereral in nature
divided into two sections, verbal and non-verhal,
The non verbal has further sub sections which are
extensively done by Mark L. Knapp in his book Non-
verbal Communication in Human Interaction (1972).
According to him there are seven broad dimension of
nonverbal communication, These are:
®"(a) Body:mot%on or kinesic behaviour =4t includes
gestufes} body motion, facial expressions
(smiles); eye behaviour (blinking, direction
and length of gaze, and pupil dilation) and

posture;



(b)

(c)

(d)

(e)

(f)

(8)
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Physical characteristics - physique or bodv shape,
general attractiveness, bodv or breath odors,
height, weight, hair and skin colour or tone;
Touching,BehéViour - stroking, hitting, greetings
and farewells, holding, guiding another's

moveme nts;

Paralanquage - we have seen this feature in

the second chapter,

Proxemics - Proxéamics is qgererally considered

to be the study of man's use and perception of
his soci?l and personal space, in other words,
how péOpie use and respond to spatiasl relation-
ships 1n}formal and informal group sett_ings;
Artifacté - Artifacts include: perfume, clothes,
lipstick, eyeglasses, wigs and other hairpjeces,
false eyelashes, eyeliners, and the whole
repertoire of falsies and "beauty" aids;
Environmental Factors - Furniture, architectural
style, interior decorating, lighting conditions,
smells, colours, temperature, additional noises

or music etc.™ (Knapp, 1972: 7-8.)

In advertising at the verbal level there are

two aspects important,one is jingle and the second is

background commentary, In Jjingle the important

{ssues are lanquage, kind of words, theme, mood, voice



tune (original or copy) mixing (with visuals), singer,
- Background commentary involves factors like Male/Female,

pitch, stress, tone, pace, etc,

Apart from these, the monverbal level which is
a8 very rich area for signs, play the most significant
role in persuasicn., The first which is direct is the
text of advertisement, which is written on the screen
and sometimes uttered also, What makes it impartant
is the number of words, kind of words, K mood, theme,

presentation as well as how many times, in what colour,

language etc,

The next' is music which has options like Indian/
Western, classical/light, rock/sentimertal, irstruments

used, tune and mixing (with visuals).

The loéation, which is an environmmental factor
is another persuasive elements, The location is either
indoor or outdoor, In the Indoor location the specific
location is of vital impartance. Ii could be kitchen,
bathroom, draw{ng‘room depéndinq on the product, Here
the other environmental factors become unit of s igns,
these are furniture, decoration, potted plants, drapery,
window etc, In the outdoor location the specific
signs could bte lawns, sea beach, where the action of

_the characters are important are of impartance,

Characters who get the maximum focus after the

product in an advertisement create a direct rapport

i
l
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with the viewers, They could be male or female with
or without supporting characters. They generate signs
at all the seven levels given by Knapp. Artifacts
play a8 very significant role if the lead character

is a female, 1Inh the same way physical characteristics
add force to the signs gererated by the male character,

In fact in both the cases all the seven levels are of

qreat value,

In modern times special effects, created by
modern technique by emploving camera and computer, have
added a new dimernsion to advertising, Sometimes the
special efchts!alone can te the main element of

TN

persuasion,

Phot0qﬂéphy has become very creative, Sometimes
we wonder at the creative and eye catching workzmdone
by camera and the eye behind it, In TV adve;tiséments
actually the camera plays the lead role, A good concept
and a fbolproof strategy can fail if the performance
of the Camera is poor. The angle of camera adds,
highlight or give new dimension to the sign on vwhich
the camera is focussed, With camera tﬁe role of
editing becomes equally important. Arthur Asa Berger
(1986:28-39) 1lists a number of camera shots and their

significance., It is shown in these tables,.



Signifier (Shot)

Close-up

Medium shot

Long shot

Full shot

Definition Signified(meaning)
Face only Intimacy
Most of body Personal rel ation-
ship
setting the Context,scope,
characters Public distance

Full body of Social relation-
of person ship

The role of camera and editing techniques are shown in

this table:
Sianifier
pan down
pan up
Zoom in

Fade in

Fade out

. Cut

Wipe

Definition Signified (meaning)

Camera looks down power, authority

Camera looks up smallness , weakness

- Camera moves in observation, focus

images appear on beginning
blank screen

Images screen . ending

goes blank

Switch from one Simultaneity,

image to excitement

another

Image wiped off Imposed conclusion
screen

These two tables make a3 grammar of television

as far as shots,

are concerned,

camera work and editing techniques

These are the main areas where signs are



57

extensively employed which eventually persuade a
person, We realize the importance of these areas as

we watch programmes and advertisements on TV,

To find the elements of persuasion some adver-
tisements were taken, These were discussed informally
with the pedple from dif erent age group and one
representative }rom the High Income Group and one from
the Low Income Group, The discussion was very informal
in the form of conversation., Sometimes the disoussioﬁ
took place right after the telecast of the advertise-
ments which revealed treir litino and disliking instan-
taneOusiy. The other approach was to discuss the
advertisemert after a lapse of two to three #days. It
projected the main elements of their likina and dis-
liking, as well as their capcity to recollect. It
revealed how creative and distinct an: advertisement

was,

The discussion involved these age groups - 8 to
15 years, 15 to 30 years ard 30 to 50 years, In
the first group a school geing child was taken,
There were five persons in the age group of 15 to
30 years, They were male student, male worker, female
student, female worker and housewife, Two persons
were taken in the age group of 30 to 50 years who also
represented the high income aqroup and low income nroup

of the society.



In the discussion, in a very informal setting,
questions regarding their liking/disliking (with
reasons), the story of the advertisement, purchase and
recommendation of the products advertised were taken
up; The process of discussion and findings are given
in this example, Onida TV (TV advertisement). On the
awareness level the response was l00% positive, All
were aware of the advertisement and t-e product, When
asked to narrate the story, the answers were varied,
but largely they were able to recall the main sequence
of the visuals (the product, the devil, hreaking of
screen and the slogan), When asked about their personal
views on the advertisement the answers hrought a
contrast between males and females, The male respon-
dents liked the idea, the devil and the breaking of
screen, Whereas the female respondents said it was
'in bad taste', 'ugly' and 'repulsive', When asked
about actual purchase and recommendation, one section
said 'yes' and the other section wanted more informs-
tion regarding ﬁhé price, performance, quarantee,
after sale SerQice etc, The child, male student,
male worker anﬂithe low income group worker said 'vyes',
The male worker had bought the product. The reason
he gave was 'performance' which he had seen at his

] (L LT

'friends' house, -
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The female respondents and the higher income
group worker wanted more information, They viewed

advertisements as 'always an exaggeration',

The major signs which attracted their attention
were the product, the backaround, the devil and the
slogan, On these areas their answers are listed as:
Background | - Wierd, mysterious, scar&l noise of

broken screen

Devil - Human face, tail, expression, nails
(gentle, cute, horrible) T

Product - Breaking of the screen (good, bad,

‘ funny)

Slogan - Punctuated with the noice of the

broken screen (humorous),

We can see the interpretation of these elements
and their variations, Actually these variations are

based on the profile of the individuals,

In this advertisement we can see the strategy
of - the advertiser, The product has been positioned as
an object of envy which is supported by the depiction
of a devil, In print media sometimes the product,
the brand names are missing and what is shown is just
theface or the tail of the devil with a statement but

the people recognize the name of the product,
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The element of envy is played with help of text,
( *neighbour's envy'), colour (green is the colour of
the devil's robe, horns, tail and nails), then comes
the throwing of stone and breaking the screen, it is
a direct demonstration of envy, rather violent. At
thé sametime, it asserts the idea that the product is

.80 good that it becomes an object of violent envy,

The tone of the advertisement is rather 'mis-
chiewvous', It plays with a trait 'jealousy' natural
to all human beings. This trait is taken positively,
one can notice the chuckle which punctuates the slogan

'Neighbours envy(----) owners pride’'.

In the same way following the same procedure geven
TV advertisements were taken for analysis. These
advertisements are recorded (the VHS cassette 1{is
enclosed with the dissertation). The findings of the
sample advertisements are listed in the following chart,
The findings will be analysed on the model given by
Barthes, *he lateral shift or the second level of sig-

nification and its function in persuasion,

While stbdying the chart one cen notice that the
findings are 1dﬁ05yncrot1c in nature., Aqnain, the role
of unconscious becomes vital, The effects of persudsive

elements depend on the individual’s personal and 'secret

] BEILN
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wish, desire and fantasy which is carefully stored in
the unconscious, These individuals of a class form a
'collective unconscious' which is capitalized on by
the advertisers. At the broader level they employ
such signs which function as 'cwes' to take out and
materialize the suppressed dreams, desires in the
disguised form which is acceptable to the society,

In the language. or register of advortising the 'class!
of society does not follow the Marxian divisions. In
advertising the cover term is the target audience
where teenagers are in one class, housewife makes another
class so on and so forth, On macro level they share
'similar"co]lectiye unconscious'! as far material

convenience is concerned,

The firdinos listed on the chart will be analysed
after an introductiod of Barthes theory of lateral
shift., It is briefly discussed in the first chapter
itself, [ would like to requote Barthes for a fresh
contact before we find the 'shifts' in these adver-

tisements,

As we have seen in the f irst cﬁapter, Barthes
begins with the concept of sign which is the final
term of the linguistic system but the first term of
the mythical system,
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"Myth is not defined by the object of its message
but by the way in which it utters this message: There
are formal limits to myth, there are no “substantial®
cues, Everything can be a3 myth - for the universe {is

infinitely fertile in sugqgestion,™ (Barthes, 1982:94),

On the nature of myth he believes that there is
a syntagmatic function on the gereration of sianif icance
®everythina cannot be expressed at the same time:
some obhjects become the prev of mvth:ical speech for
a while, then they disapoesr, others take their place

and attain the status of myth.® (Barthes, 1982:94),

Mythical speech is for a8 kind of commuriicati on
the material for mvth is predecided for a specific and

to the point communicati on.

"Mythical speech is made of a material which
has already been worked on so as to make it suitable
for communication : it is because all the materials
of myth (whether pictordal or written) presuppose a
signifyina consciousness, that one can reason ahtout
them while discounting their substance. This substance
is not unimportant: pictures, to be sure, are more
imperative fhan writina, they impose mean{nq at one
stroke, withoutranalysinq or diluting it.® (Barthes,

|
1982:95),
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Discourse, speech, advertising all are units
of significance, The presentation can he written,
verbal or pictorial, 3s we now that a photoaraph in
the newspaper becomes an article even when it is not
supplemented with a written text, Semiology basicallv
deals with forms, here content is not given any impor-

tant role in the process of signif ication,

"The sionifier of myth presents itself in an
ambiguous way : it is at the same time meaninc and form,
full on: one side and empty on the other, The sionifier
already postulates a readina, it has s sens ory féality
(unlike the linquistic sianifier, which i{s purely
mental), there is a richness in it --- when it becomes
form, the meanina leaves its contingency behind: it
empties itself, it becomes improt¥ised, history evapora-
tes, only the letterremains--- the meanina contained
3 whole system of values, a history, a8 geography, a
morality, a zoology, a literature, The form has
put all this richness at a distance : its newly
acquired penury calls for a signification to fill it.®
(Barthes, 1982:103),

In other words, the functions of form can be
summarised as that 'the form does not supposes the
meanina,it only improvishes it, it puts it at a dis-

tance, it holds it at one's disposal,
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The signification in myth is the result of corre-
lation of concept and form, These two terms are

perfectly manifest (unlike what happens in other semio-

logical systems),

"One of them is not "hidden®™ behind the other,
they are both given here (and not one here and the
other there)™, (Barthes, 1982: 107),.

Barthes on the relationship between the mythical
concept and its meanino says that, it is a relation
of deformation as he states that ®"myth hides nothina:
its function is to distort, not to make disappear.™

For Freud the manifest meanino of behaviour {is
distorted by its latent meaning, in myth the meanina
is distorted by the concept --- it is possible onlv
because the form of the myth is already constituted

. ¥
by a linguistic meanina.* (Bathes, 1982:107),

Though in simple lanauace this distartion is
not possible, it is because the signifier {is empty
which can be filled arbitrarily, It is not so in
myth., The signifier has two aspects, one is full
(the meaning) and the other is empty (the form).
what 1is distorfed is the concept which i%lfull, the

meaning. i
;
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This aqives a tremendous scope to individual to
interpret the concept. 1In advertising the concept
which is behind the form is more important because
the motivating factors are those which an igdividual

perceives behind the form.

Before we take up the concept of second level
of significance or the lateral shift postulated by
Barthes, we should go through the responses of the
respondents as listed on the chart, The responses
reveal the background, social status and taste of the
respondents, Aécording to their responses it appears
that the factors deciding their iuddement are identi-
fication and class consciousness, These responses are

infact cues which can psychoanalysed,

We will take the advertisements one by one,

1., Rasna

e
The magority across age group like the girl

model and tune, The child respondent likes the festive
mood of the party it is nothina but his desire to
participate and enjoy, The girl model is very
beautiful and is l1iked by almost all the respondents,
Actual ly what 1is perceived in the model is their own
kids, It becomes valid when one notices that house-

. -

wives (the éctual target of this advertisement) have

picked up the air style of the model for their kids,

LI LT
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The set is colourful to suppart the mood,
vacation time, birthdays etc. The tune is just an

attention getter,

The girl model becomes a3 metonymic figure for

the people which eventually takes the form of a persua-

sive force,

2, Cherry Blossam Shoe Polish

Based on past experience, the respordents saw
the advertisement in the light of its primary source,
which is the Cﬂarlie Chaplin movies, This is a
hidden recommeGdation strategy. Charlie Chaplin was
famous for his comic acting. This element im this
example invokes the emotion of humour. It is very
much present in that scene where the product is
introduced, That part stands out because of the
colour contrast, The film is in black and white

except for the display of the product.

The persuasive factor is acting through which
the product is recommended, |

3. 5 Star Chocolate

In gereral, the respondents like the mood, the
models and the iingle. The jingle is only the atten-
tion getter, The main target is the aqge group between

8 to 30 years, From children to vouna, Featurina
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young characters in a verv gav mood a metgphoric
approach, The tind of life style smown here is easily

identifiable with the young people (urban),

Here the persuasive factors are the fun loving
young group, The mood and to some extent the jingle.
The jingle is based on popular western song. This

is again a part of the urban youth's life stvle,

4, Nirma Washing Soap

The jingle clearly stands out, though the lead
model too is an important factor as it appears from the
responses, Here, the jingle is more than just an
attention getter, It function more as 2 sona in the
sense of popularity, than as a jingle, It gives a serse
of joy and happiness when one sings the 'song'., It
helps the product to be registered in the minds of the

viewers and also function as a persuasive force,

5. Lakme Nail Polish

The major signs are the model, the jingle and
the photography. The target audience is the female
section of the society (urban), The female respondents
find a metaphoric relation with the model. Two of the
female respondents like the hair style of the model,
The model is présented in the mood of freedom,

independent, mysterious, sophisticated and glamorous,

t RLLL
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In India where the cultural barriers frustrate the
female section of the society in gettina freedom

and independence, In such circumstances‘this kind

of advertisements give a scope to release the tension
and frustration, For those who are already free and
1ndependent,.this advertisement persuadeSon dif ferent

plane,

6, Bush TV

The dominant signs are special effects, acting
and presentétion technique, These all contribute to
the main sign feel the picture', Visually the invol-
vement is on two levels. On level onethe model is
involved in the film (the film within the film) _3and on
level two the viewers get involved in the film withih
the film ard advertisement., The verbal sign 'feel
the picture' is visually, supported by involvement

and the 'mud and water' caming out of the screen,

Here, the involvement creates the force to
persuade the viewers, The idea is that en other TV
you only watch but on Bush TV you get involved and

feel the action., A metonymic approach,

7. Binnies Chips

What dominates this advertisement is the jingle,

the slogan, the models and the mood. Again, the
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target audience is youth (urban), This is identical
with the 'S Star Chocolate' advertisement., The

target audience forms a metaphoric relation with the

characters and their life-style,

s a
This kind of generalizedviews of individual
A

responses which are listed on the chart, Their
response varies because of the perceptual dif ferences,
Even when all of them like let us say the ‘'actimg' 1in
the advertisement for Cherry Blossem shoe polish, minute
observation reveals that some of them like his facial

expression, other his gait and mannerism,

Sometimes the responses were too idiosyneratic,
The other difference is betweesn male female perception,
Female were more particular about colour and artifacts

and males were genersal,

The two male representatives, each from the
high income group and the low income group depicted
the background, e?ucation, peer group ard arnbitions
in their responses., The high income group was parti-
cular in his response ?hereas the low income group

the

was general, Even gt levels of awareness and
~

recollection tﬁe dif ference was quite visible,

Now, weican analyse these advertisements with

the help of model postulated by Barthes, the 'Second-



order semioloqical system', 1In the first chapter

and third chapter too we have discussed his ideas
about lénguage, myth, form, concept, and signif ication,
It is not necessary to repeat his ideas again, But
before we go for the analysis just ~ .. one statement
by him becomes importanmt to quote here again:

"In myth, we find the tri-dimensional pattern:
the signifier, the signified, and the sian, But myth
is a peculiar sxstem, in that it is constrﬁcted from
a semiological dhain which existed before it; it is
a second order semiological system, That which is a
sign (namely the associative total of 8 concept dnd an
image) in the first svstem, becomes a mere signif fer
in the second, We must here recall that the materials
of mytnical Speech.(the language itself, photography,
painting, posters, rituals, objects etc.) however diff-
erent a3t the start, are reduced to 3 pure signifying
function as soon as they are caught by myth, Myth
sees in them only the same raw materials, their unity
is that they all come down to the status of a mere
language, whether it deals with alpﬂf%ical or picto-
riél writina, myth wants to sees in them only a sum of
signs, a global sign, the final term of a first
semiological chain, And it is preciselv this final

term which will become the first term of the greater
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system which it builds and of which it is only a part,
Everything happens as if myth shifted the formal system
of the first significations sideways, As this lateral
shift is essentiat for the amdlysis of myth.* (Barthes
1982:99-100),

The nature and functiocns of myth can be summa-
riéed briefly in his own words:

"myth i{s a double system; there occurs in

it a sort of ubiquity: its point of departure

is constituted by the arrival of a3 meanino,

Myth is a value, truth is no cuarantee for

it; nothing prevents it from beirg a perpetual

alibi, The on%\is always there to out-

distance tre meanino." (Barthes, 1982: 100-110),

To find the shift in the advertisemenlisted on
trhe chart one has to watch the film again and again,
The shift sometimes is so brief and fast that it is
difficult to catch, The limitations of TV and the
preceding and following advertisements make it dif fi-
cult to watch and reflect. The TV is basically a

visual medium, hence, gost of the shifts take place

at the visual level,

1, Rasna i

The dominant signs perceived by the respondents
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are the jingle, and the qirl model, This advertise-
ment is aimed at the housewives, The profile of this
audience highlights their liking for homely atmosphere,
being 2 home maker, pretty and intelligent kids., The
model shown is a very pretty and iﬁtelliqent oirl, In
any family a kid of this age is the source of joy

and happiness,

When a8 housewife watches this advertisemernt she
finds the mirror image of herself, her child and her
home, This pavés the way for the shift, which occurs
at the two 1eveis verbal and non verbal, On verbal
level the slogan 'I love vou Rasna', here 'Rasnal. is
replaced by 'mummy', Apart from this the words 'I !
and 'you' are replaced by 'me' and 'you' (she),
Projecting an emotional bond btetween the mother and
her children the mother perceives her daughter in the
model, It leads to the shift at non verbal level where

the model is not 'generalised' but ‘'specified’',

This interplay of emotions and perception is

the core on which the shift operates,

2. Cherry Blossom Shoe Polish

A well-tied advertisement with a remarkable
narrative structure, A nostalgic approach honed

with 'Old is Gold' theme, This advertisement apoears
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at the time when no other media is ociving a8 genuine
comedy, This crisis gives an outstanding position
in the minds of the viewers, The target audience is

generalized; whoever wears shoes is the target,

It makes the older people very nostalgic, where
‘everything' was pure, genuine and dependable, On the
other hand it gives a genuine comedy to the younger
generation, To them it is more than a comedy, it
gives them an idea to win, to be noticed and to be
distinguished,

The shift takes place when the lead character
is awarded a medal for his .bravery (an extra functicn,
an insight)., The medal is pinred on his shirft pocket
in which he has kept the product., He is hugged by the
General., He is worried about the product. The fipnal
frame depicts the lead character taking out the product

from his pocket and smiling (saying thanks!),

The shift is the award from the product to the
person (from use to achieve), The . idea-;’. is that the

users of the product are always winners.

3. 5 Star Chocolste

The target audience is the vyoung generati on both
male and female. The profile of this audience brings

out the featurfs that this cemeration is hichly

’ (LN
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competitive, always wants Yo win, impress ard be in
the spotlight., The VisuaI:;equenced to depict a young
man winning the heart of young lady. The product
conveys his emotions to the young lady, The mutual
attraction between the male and the female is expressed
as shown is the point of departure., In the Indian

conservative society the gap between the sexes is

be
tried to, bridged throuah the product,

The shift is dis:;‘ﬁished in the process of being
'pascive! to 'a?tive'. The product gives a conf idence
to a male to be able to take the initiative (the
initiative is 'always' fruitful, according to:tgg
advertisement). Here, the chocolate is no more a
chocolate, it is loaded and 'flavoured' with connota-

ticn, It is equivalent to & rose, which is a symbol

of love,

When the male model gives the chocolate to
the female model (the reality), she respond ~ in
positive and she smiles (the illusion). This is the
precise point where myth springs up. .The chocolate
does not remain a mere chocolate. It is a signifier
sianifying 'the lingering taste of togetherress' as

the slogan gives a verbal assurace,
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4, Nirma Deteraent Cake

This advertisement has a background on which it
has been prepared, Though it is purely advertising in
nature but it's importance forces us to mention it,
This product is competing with 'RIN' detergent cake,
which is very popular and much in demard. The deter-
gent cake is for the lower middle class and the middle
class of this society., These classes go by durability
and pricing factors of a product, The 'Rin' detergent
cake has a feature that when applied with water, the
surface of the cake becomes too soft and thick layers
of the soap peel of f, This is wastage of money and the

product fails to serve for 3t least a reasonable period,

The advertisement for Nirma detergent cake
departs from this point, The result is an advertise-
ment,which hiqhiights the difference, As depicted by
the visual where two competitive soaps are compared.
Two hands appear, both brush the soaps, the blue
coloured soap (obviously 'Rin') peels off, This is
where the shift takes place, from wastage to economy.
The idea, the myth is to project the product as a
long running soap, Performance of #e product supports
this idea, ~Itiis dore visually, one frame shows piles
of clothes wésqu.

’ (LILA
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Since, the target audience is the lower middle
class and the middle class the visual of comparing two

s 0aps determine the ir choice,

5. Lakme Nail Polish

The most popular advertisement for cosmetics,
presently being shown, The respondents rate it as an
excellent advertisement, They like the model, the
jingle and the photography, The concept is to feature
an independent woman who has her own life:style, place
in the society.,’ In other words a freedom loving woman
who takes her own decisions, The status of wamnan in
the Indian society is not so, The Indian woman'wants
to be free and independent to live 3s she likes and 1O
create a place for herself, This is what:éepicted
in the advertisement. The female respondents create
a rapport with this theme, The other important factor
is the jingle which sings 'she smiles like a child
but she is aglways a woman to me', The efforts of a
woman to look younger get an option here, the product,
This forms a ground for the shift, The word 'always'
shifts o myth, from woman to 'child' (replace 'chilid’
with 'younger'),

‘The myth signif ies the factor that Lakme users
look younger and alwavs appreciated by the males (always

a woman to me),
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6. Bush TV

This advertisement tries to bridge the gap
between illusiocn and reality, The ward Bush shifts
the myth from fllusion' to 'feel', Illusion is
distant but reality is within the reach, The pictures
this product brings to the screen is a reality -- within
the reach (as the model i{s shown receiving the mud

and the water from the film within the film).

The effort is to plant an idea in the mind of
the consumer that pictures on this TV set are an
extension of real life, Here vou do not 'watch' but
'feel the picture', This 'feelino' is a tactile expe-
rience, Hence, the shift is from distant to tactile
or i{llusion to reality. A picture on the other TV

set is an illusion but the same is a reality on Bush TV,

7. Binnies Chips

+0
The approach is distinguish between general

and particular., It puts other brands of chips as general
and mediocre and Binnies as a particular and excellent,
The target audience is flooded with many brands of

chips but these are all mediocre chips. The target
audience does nPt want (Humko yeh nahin mangta, Humko
voh nahin mangta). In other words the shift is from
'this', 'that' to 'it'. At the visual level, this

shift can be séen from the frame where a3 male model



80

throws his hands in desperation (to kya mangta) to the
frame where a female model specificallv points out to

the product and taps with her index finger (Humko

Binnies mangta).

Myth does not hide anything but its power is
hidden and subtle, The shift along with other elements
is stored in the unconscicus and functions very dis-
creetly to acquire the status of an option and a desire,
After this process of persuation it is further inten-
sified which ultimately brings a hehavioural change in

the target audience,

This shift system in these advertisement  reveal
the persuasive stravreqgy employed, which the viewer
otherwise does not notice, These shifts give a new
meaning to the advettisement, The actual purchase
is the result of these shifts. These shifts function
as cues to activate the unconscioaus of the viewers,
The process is so subtle and discreet that it never

comes to the surface,



CONCLUSION

FINDINGS AND GENERALIZATION



The objectives of this work was to find out
the elements of persuasion in TV advertisements and
the semiotics of these elements, The topic, since
it focuses on advertising, stretches its territory
from semiotics to social psvchology and from Econo-

mics to mass communication,

The foundation of this wark is on semiotics.
A detailed study of the concepts postulated by
Saussure and Barthes set the tone. What made a
point of departure was the Saussurean coﬁ;ept of
sign and the wo;k took Bé&he:sian model for the data
analysis. Barthes postulated the concept of the
second order of signification, the myth. It eluci-
dated the concept of sign and we could see the ele-
ments of persuasion operating on historical and
psychological planes, The ideosyncratic nature of
the persuasive elements brought in sociology and
Social-psychology. This revealed how and why a
person likes or dislikes a particular element of
advertising., His unconcsious, education, tastes,
ambition, are the drivima forces behind his idio-
syncracies, This led us to include the concept of

motivation, behaviour, personality and needs from

psychology.
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As the topic was directly related to advertising
specifically Indian audio-visual advertising, Lhe
concepts and role of the terms of communication became
obligatory, It gave an insight into how the creative
minds of the advertisers work, Their objective 1is to
formulate a foo} proof strategy which will hit the
target audience. At the sam? time the message should
stand out to beat the competitors. These factors makes
the message and strateoy so subt.le and lethel, at
the same time hiding the edges of undercurrents which

attack the tarqét audience when he is not expecting.

It was only at the level of semiotics, with
the cuiding light of Barthesian model that we were
able to identify those undercurrents. That iden-
tification took place at the second-order of signi-
fication, When Barthes talksabout the second-
order of signification he means bthat a sign - 3
combination of signifier and signified - participates
on the second level where he designates it as a mere
signifier, This shift he calls lateral shift.

At this level, the sign, the mvyth functions full
blooded with all its dynamics: in terms of form,
content and siaonification, At this level myth
reveals everytﬁinq as a myth does not hide, it only

distorts. The lateral shift, the myth takes the
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the form of a cue and enters the unconscious of a
man, Ikthuse becomes a'motivating factor and keeps
the man motivated till he takes some action, But
the motiv:ition is worked by manv other factors, 1In
relation to advertising , most of the time it is
for the erhancement of his status., That is why
man selects one brand out of ten similar brands,
It is hecause man always wants 2n edge over his
fellow beings, At physical level the edaqe is
insiaonificant, hence, he turns to the matgrial
world. This falct is well understood by the adver-
tisers and their effort to capitalise on this fact
has always paid rich dividends, The element§ of
persu3ssion employed are always armed, The territory
for the deployment of these arms include visuvals,
jingle, music, tone, characters and special effects
etc, Some years back nobody thought of special
effects as an element of persuasion but today it

has become a vital tool. As we saw in the case of

the advertisement for Bush,

Considering the idiosyncratic behaviour of
the taraget audience the advertiser has restructured
the society, It is because a separate advertisement

for each and every pé*son is not possible, They
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do not find the socioloaical structuring of the
society suitable, And they created a verv wulnerable
structure oif the society on the basis of consumerism,
BEach structure or class is called target audience,
Their strategy to hit the taraet presuoposes a
detailed and in depth study of the target audience
from the points of view of economics, psycholoay

and sociology,

The fin?inqs 2nable them to device a sure-
shot and tota11§ fool proof strategy. This is
reflected in the rcata collected from the various
respondents, The data was collected on the hasis

of age-agroup, sex, class and income aroup. The

7
approach was verv informal to collect cues %o

understand the ir unconscious.

The analysis reveals that the elements of
persuagion in TV advertisement correspond to the
private and secret dreams, wiszhics and ambitions of
the people, At the macro level there is one lead
element of persussion, which is just a position's
strategy, It helps the advertisers to position
the brand in the mindsof the viewers as 'something',

e.g. Lux ='a film star soap’'.
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The micro level is generally not 'perceived',
but its power can bhe seen at the second-order of
signification., It creeps into the unconscious of the
man, It works slowly eénd waits for the action,

When the environmentzl varisbles turn in harmony with
the man, the actual purchase or at least an effort
takes place, The repetition of the advertisement

f orces the man to control the environmental varia-
ables, This is another element of persuagion, The
study shows there is nothino like 'impulsive purchase!',

1

Every move of m3an is well thoucht out and pre planned,
' hENOMEARN*

Barthes'myth exélains thisk Wnich functions 3s a
type of speech, a form of communication and a message,
Anythino can acquire the status of mvth, the onl¥
precondition is that it stould te conveved by a

discourse,

The present study correspond to thés idea fhat
in edvertising everything is prone to be a myth

and readv to be a lethal wespon of persuasion,
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