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‘WOKE’ ADVERTISING:
A NEW FAD

Advertising objective has always been clear;
the exercise should sell more of the advertised
product/s. To do so, a marketer engages with
his audience using various rhetorical
techniques – logic, emotions, glamour, status,
etc – both using visuals and texts. Consumer is
enticed by messages that are distributed at
mass level; however, for her personally, these
messages seem to be tailor made. Advertisers
go to great lengths to understand their
consumers, sometimes even commission
researches to get useful insights about
consumer lifestyles, values and consumption
habits, which in turn help them to craft creative
messages, and connect with their target
audiences at a deeper level.
When a dad gifts his daughter a ‘Titan Raga ‘
watch in the ad, it evokes a lot of emotions in a
woman who has struggled to make her mark in
a society; ﬁghting all odds that includesocial
structures which reduce her to certain
household roles, and leave no scope for her to
engage with the world beyond her duties.
Father’s gesture instills a sense of pride; and
the ornament then becomes a symbol and
expression of independence, freedom,
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acceptance and purpose in one’s (woman)
life.This particular ad appeals to emotions and
identity of independent women. Similarly, other
ads may make use of humour, glamour, logic
etc, and form strong visual and verbal
associations with consumers, so that the
products/brands
ﬁnd
place
in
their
consideration set when they plan to buy a
particular product. These positive associations
help a marketer to win in highly competitive
and cluttered markets.
In recent past marketing communication
strategies of various brands have started
incorporating issues that bother our society at
large – or seem to bother, based on what is
trending on social media – and take a
stand/position on these issues. This as
discussed earlier is done to form certain
associations with consumers and connect with
them. Brands have started engaging with the
ideas of justice, freedom, inter-religious/
inter-faith harmony and so on – these categories
are loosely labeled as ‘Woke’ in popular
discourse. The question to ask then is how does
inter-faith harmony (Ambuja Cement ad) help in
selling more cement, and what kind of
associations does it form with the consumers.
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Is it only important to catch
attention of the consumer, and
talk about things that are
trending on social media?
Politics of branding commercial
products is unheard of before.
Brands have their own identity;
and any opportunity that helps
the brand to reinforce its
identity amongst its consumers
should be taken-up at its ﬁrst
instance by the marketer.
However, a clear synergy of
this opportunity with the
product is always appreciated
by the consumers. Let us try and trace the emergence of this new obsession among marketers to
the technological advancement called internet; and proliferation of news channels. In today’s day
and age of information and social-media, there is nothing which is not discussed on internet, or
television for that matter. People are more aware, and more real-time conversations are
happening at different levels on different topics. Internet has democratized information, which has
resulted into more opinions and perspective on various issues. Everyday millions of people
negotiate their opinions and perspectives with each other, either to reach to a consensus or derive
better understanding on the topic – not talking about trolls here. Within these negotiations
‘Wokeness’ hasplausibly emerged as a new consensus mode to direct as well evaluate the
conversations; be it online or mass media.New rules are being framed everyday that control or
direct online conversations. All communication is expected to meet this new consensus criterion
of ‘wokeness’, and people are getting real sensitive about it.

Advertising is a component of cultural
industry that includes music, ﬁlms,
television, games, architecture etc. This
(wokeness) character of our online
discussions and television debates is
slowly trickling down to other areas of
cultural expressions as stated above;
advertising being one of them. This only
increases design and communication
challenges; however, will this fad make
things inclusive or will it trigger
reactions from various quarters of life is
something which we will have to wait and see. Pepsi ad with Kendal Jenner received huge
backlash for its representation of protests in the USA. To protest is considered ‘woke’ today – it
reﬂects your motivation to ﬁght against oppression and for justice. An ad that tries to join the
conversation and tries to appear ‘woke’ in this case suffered badly as it was perceived to be
insensitive to the protestors, and had to be withdrawn by the company. The larger question is why
and should ‘woke’ be a part of brand strategy. Are the beneﬁts to the brand worth the risks
associated with it? Deepika Padukone’s JNU visit to support the student community has
highlighted risks for the brands she endorses. It might be interesting to see how brands manage
to adapt to this popular youth culture; and probably we might witness more discussions on ‘politics
of branding’ in near future as the whole world gets increasingly polarized on political lines.
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THE POLITICIZATION
OF BOLLYWOOD
The Indian demographic is extremely diverse
– from ethnicity, caste, class, religion to
linguistic identity and lifestyle choices. But the
one thing that bridges the gap between this
secular behemoth is cinema.
Bollywood/Tollywood/Gollywood has been
inﬂuencing the social identity and construct of
the Indian society since the beginning of the
century and this in turn is affecting political
change since decades. The industry too in
turn is shaped by political parties and
negotiations and has given a new identity to
celebrity activism.
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In 1927, a Bombay daily sought Mahatma
Gandhi’s comment on Indian cinema’s 25th
anniversary. Gandhi refused to comment
least give any bit of appreciation. However,
Bollywood has guaranteed that today we are
continually reminded of Gandhi’s ideology of
non-violence, love, sacriﬁce, tolerance,
Hindu-Muslim unity and a general fear of
moral decay. Films by Dadasaheb Phalke,
Aamir Khan, V Shantaram, Mehboob Khan,
Raj Kapoor and more recently Vidhu Vinod
Chopra among others have all dealt with
these core themes.

Cut to the 1960s, Jawaharlal Nehru found
great conﬁdence in Prithviraj Kapoor and the
latter was the ﬁrst Bollywood star to be
nominated to Parliament. He was often asked
to lead delegations abroad by the late PM.
Even Joseph Stalin, the great Russian dictator,
too kept asking about Kapoor and his son’s
movie Awara when Nehru visited Russia.
Nehru in the post independent era was also
very close to numerous such politically inclined
ﬁlmmakers and artists such as Dilip Kumar and
Nargis Dutt who championed social causes
such as fundraising for the Indian Army
epitomized by Lata Mangeshkar’s song Aaye
Mere Vatanke logon.
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With economic liberalization, Bollywood too went global. No longer were actors and actresses
dancing in sugarcane ﬁelds and romancing around trees but in London’s Trafalgar Square. The
hero drove a BMW while the heroine wore mini skirts and Gucci. The period also saw scripts turn
to Non Resident Indians whose economic agility and intellect bought them homes in New York
and jobs in NASA. It was mainly Karan Johar who was at this intersection of Hindutva and
neo-liberalism. The Globalization of Shah Rukh Khan is evidence of this.

India's ﬁlm industry is already the world's largest in terms of the number of ﬁlms produced and
second largest after Hollywood in terms of its global reach. In the current era, Narendra Modi
too has bene very prompt in realising that politics alone will not help him stay popular. Amitabh
Bachchan’s Gujrat tourism advertisementshelped garner Modi’s as well as Gujarat’s image all
over the country. Soon after being appointed as Prime Minister, he launched his “Swachh Bharat
Abhiyan”, an initiative which saw him pull many celebrities such as Priyanka Chopra, Salman
Khan, Amir Khan and Kamal Hassan on board to spread the message.
At a banquet hosted for Modi by the
Chinese government in 2017, he was
welcomed with a range of Bollywood
numbers. Amir Khan and Shah Rukh
Khan speciﬁcally have gained
immense popularity in China and they
help neuter the cultural and political
barrier. Over time Bollywood stars
have been tempted to contest for
elections or are nominated to the
Rajya Sabha. If neither, their support
(or opposition) on social media has
been the next best option for political
parties to rally support.
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More recently, Akshay Kumar has emerged as
the poster boy for nationalism through his ﬁlms
like Holiday, Baby, Airlift, Rustom, Toilet,
Padmanand Gold. This speaks volumes about
his political inclinations. His ﬁlm Toilet:
ekpremkatha promotes Modi’s Swachh Bharat
which further highlights his new found love for
the establishment. Kumar is not the only
Bollywood star to have so ardently supported
Modi and the BJP. Over the past ﬁve years, the
Indian ﬁlm industry has grown increasingly
compliant with the political agenda of the ruling
party, while many of its best-known actors have
come out in full support of its members. Those
few who have dared speak out against the
threat- like Nasiruddin Shah- that Hindu
nationalism poses to the cohesion of Indian
society have faced severe public harassment and
little support within the industry.

Uri: The Surgical Strike was yet another
blockbuster that served the ruling party’s
nationalist election campaign. The ﬁlm, of
course, portrayed Modi as a patriotic
strongman, intent on bringing justice for the
unprovoked attacks against the Indian Army. In
addition to pandering to BJP’s political
agenda, a number of ﬁlms have gone further to
smear the opposition. Both The Tashkent Files
and The Accidental Prime Minister, released
just ahead of the 2019 general elections,
portrayed the Congress party as weak and
divisive and unable to lead the country in the
right direction.

At a banquet hosted for Modi by the Chinese
government in 2017, he was welcomed with a
range of Bollywood numbers. Amir Khan and
Shah Rukh Khan speciﬁcally have gained
immense popularity in China and they help
neuter the cultural and political barrier. Over
time Bollywood stars have been tempted to
contest for elections or are nominated to the
Rajya Sabha. If neither, their support (or
opposition) on social media has been the next
best option for political parties to rally support.
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The growing reach and inﬂuence of Indian
movies has had a major impact on foreign
economies too. Bollywood contributes about
£200m annually to the British economy thanks
to spending on ﬁlming in the island nation, as
well as ticket sales and distribution.Foreign
locations compete with each other to host
Bollywood roadshows and movie award
ceremonies as these events give a big boost to
the local economy.
Bollywood may not get recognition at the
Academy Awards or at Cannes but has
accumulated massive inﬂuence and popularity
in China, Central Asia and the Middle East.
Whether we are talking about Bollywood
superstars, Olympic medallists, or cricketing
heroes, there are numerous examples of
celebrities using their fame to advance a
political agenda. The important thing to note is
that today in the midst of social networking and
fake news, India is at a crucial juncture where
its secularism and multiculturalism is being put
to test. The Indian ﬁlm industry plays a
signiﬁcant role in inﬂuencing societal and
political behaviour in the masses, thus
propagating certain political narratives should
be done so responsibly.
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A STORY
FROM THE KUTCH
For the seven months and three
days that I have been in Gujarat,
nothing could strike a chord
within me as impressively, deeply
and intensely in the state as much
as touring this place — The Great
Rann of Kutch. This, one of the
largest salt deserts in the world,
opened a sea of possibilities for
me to learn, to explore, to know
the art and culture, food and
people of the state I had known
about only through books. And
during this most memorable
journey of my life, I came across
one such woman — Samabai.
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It was on a cold January morning in 2001 when Samabai
saw her world falling apart. The Bhuj earthquake had
virtually devoured everything possible in her Ludiya village.
But step into this hamlet, now popularly known as “Gandhi
nu Gram” based on Mahatma Gandhi’s vision of an ideal
village, and you will ﬁnd not an iota of reminiscence of that
destruction. In fact, that was the earthquake which did not
destroy but created this beautiful, squeaky clean handicraft
village; and which made Samabai know her art and
recognize her talent. It was only after a foreign tourist was
adamant to buy a handmade quilt literally at any cost from
Samabai that the latter realized the worth of her art, which
she had been practicing since decades. Nonetheless,
Samabai did not sell that quilt embroideredby her mother,
but she surely weaved the entire village to life with her
marketable craft thereafter. “Samabai was one of the ﬁrst
women to realize that her own talents were a proﬁtable
source of income,” says the book “Daughters of India” by
Stephen P Huyler. Samabai carefully shelves the book in
her mirror in-laid almirah.

school of liberal arts &
mass communication

“Her granddaughters are bold in their aggressive approach,
attempting to pull each newcomer aside to sell anything they
can… The result is that the women of Samabai’s home bring
in far more income than the men. This imbalance has
completely restructured the position of women within the
household and the village,” the book says.

Unfortunately, sometimes we
fail to realize the worth of their
art and efforts. But Samabai
has her way too. Once a tourist
haggled with her over the price
of a double-bed quilt costing Rs
2,000. Samabai asked him a
simple question. “How much
will you pay me for one stitch
on the quilt?” she asked. The
tourist said, “1 re.” “So there
are 2,000 stitches on the quilt,”
pat came the reply.
Today, most of the families in the village are engaged in
making handmade quilts, which now represent one of the
handicrafts of Kutch. These quilts, for the warmth they exude
and reasonable prices, are popular among the tourists.

The hospitality of these
villagers will fascinate one
as much as their art does.
As I sat closely admiring
Samabai’s pieces of art in
her traditional, colourful,
well-adorned
Kutchi
bhunga (hut), they treated
us to hot chapattis, with
ghee and sugar spread
over them. I bet if
something else would
have made me feel at
home at such a faraway
place.
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Meeting Samabai was one of the innumerable beautiful
experiences I had in this rural hinterland. After all, a
journey like this is more often an inward journey than an
outer one. How I realized that we should always do things
we love to do, relish in, get consumed by and get high.
Samabai set an example for me, by weaving her dreams,
talent and a village.
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MY MOM
This poetry
Is for a poetry
My mom
Which is never understood by me
It's ambiguous
Abstract
But gives me the feel of sunshine
On winter mornings,
Full of hope
So it goes this way
She loves me
But hate everything I love
All the mothers of universe
Are mothers of universe
Which is imagery
In her vision
She will cook me my favorite food
But still question me
Why is that my favorite food?
I often read a book
And after that my mother reads me
Like an astrologer
And predicts my cognitive processes
She is also a human
I feel absurd
Human's don't understand each other
But she does
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My basic needs
Is a project of nation
Which is needed to be fulﬁlled,
Overnight,
Not knowing what are the losses or gains
There are so many noises around us
Yet at the days when I sleep
Not saying a word
She has an unending conversation with me
In her mind,
Figuring out
What I am trying to ﬁgure out
I have few male friends
Every time I embrace them,
She thinks Ialready had an unwanted touch with them
But she is the one
Who can just smell the men,
Who can love me like her,
Unconditionally
Thought having many conditions on her side
There are days when I utterly hate her
Because she is demanded to be loved
As the patriarchy wants
First her father
Then brother
Then husband
And her kids
But I love her
Because she loves me
As I am,
And not as per the needs of patriarchy
She taught me,
Love all
Because we are humans.
We need love and so does she.
Because she is a human.
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WHY DO WE NEED ART
IN OUR LIVES?

Mankind has always been a pragmatic source
of evolution. From rubbing two stones to
generate ﬁre to inventing a match’s box for the
same, or from hunting and preying to quietly
sitting on a dining table to have food, etc. all of
this has been igniting to a need of change
required to carry on an
evolution. This need for a
change, and having that
power to invent something is
the biggest gift of mankind.
For the due credits of all of this,
there is some part of a human
brain, which understands all of
this need for the evolution,
through the understanding of
Art. If we look at these
evolutions, we come to know
that these evolutions have
been
happening
through
whatever the man is being surrounded by, and
these surroundings are referred to as Culture to
him. The understanding of culture, is however
by the understanding of it through Art. The
brain understands patterns, shapes, geometries
in its surroundings and then connects it to those
things which he thinks should be improved
upon, this relatability has been inculcated in its
mind by understanding culture through Art. Art
in one’s life gives a sense of sensitivity towards
things, which otherwise wouldn’t be felt by
oneself unless and until the brain doesn’t
understand it. Unless and until a brain is not
sensitive towards its environment, the evolving
of a species, as well as that very individual
doesn’t happen. However, there are mainly two
types of art which we come across daily, one
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being Visual Art, and the other being
Performing Arts. Designs, patterns, writings,
shapes and geometries all fall under Visual Art,
whereas a way of expressing thoughts through
performing something, be it through dance,
music, comedy, etc. are performing arts.
Basically, if we take out of all of
this from our lives, how empty
and clueless a soul we become,
one cannot imagine, as these
are all the ways to express
something. And thus, also for
survival, Art is necessary,
because it gives a sense of
comfort to soul. After having a
tired day at work place, one
ﬁnds time to express itself
through any of these above
-mentioned emotions. Also, we
live in a world which is not
perfect and art is a born of necessity to a world
of imperfection. There is also a sense of
consciousness into us, which enables us to
shapes ours as well as others opinions through
an artistic form. And I think that is the whole
scenario of the world, that anything and
everything which is expressed through a
creative and a different way, the world accepts
it in no time, it’s also because of people have
got bored of the same old routine stuff , and they
want something new, and different from what
they’ve already experienced. An example of
this, are those creative ads which we come
across in our daily lives, which drives us to invest
in that very product. It is all about how differently
and creatively you present your product to
themass, and that pops out business from it.

And thus, also
for survival,
Art is
necessary,
because it gives
a sense of

school of liberal arts &
mass communication

From someone who is a master of all of this,
would explain that how integral or important
was for him or her to understand art in some
or the other way in order to connect to masses
in a very much creative way.
With the understanding of this materialistic
world, it also becomes important to know and
impart the spirituality of oneself within it, and I
think art makes it easier to understand it. An
honest piece of art never lies, and if one
analyses it, comes to know that in this world
full of competition, there is a need of oneself to
connect within itself, in order to take out the
best and an honest thought, a thought or an
idea which is pure, and has no impurity as to
no selﬁshness from within. It is just as pure as
a bible or a Quran.

However, to reach at this level of purity and
sanity, it requires loads of effort, but the efforts
can always be made to achieve it, so as to
grow as person, and be absolutely clear at
what one wants from his or her life. I believe
the understandings of both these ideologies of
materialistic and non-materialistic worlds
needs to be understood by an individual, so
as to provide a sense of balance into one’s
life, and art is one of a better way to
understand it.
And thus, this becomes the whole idea of the
need that why do we need art in our lives, so
as to understand these different thoughts and
ideas of the world, in order to take it forward,
evolve, and be a better version of oneself, a
better species as a whole.
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