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Growth of Advertising In India 



Many ways of understanding advertising ….!

(Stephanie O’ Donohoe) 



Advertising creates a 
Problematic 
WORLDVIEW? 



Games of Persuasion 

• Is Advertising centripetal or peripheral ?

•Does  Advertising constructs  perceptual reality ?

• Is it always  commercial?

•Do Audiences negotiate meanings in ads?

•  Are Ads, just like any media political and social ?



So, what is the discourse in/on/about Indian 
advertising ?

Source : Jan 13, 2021 www.ndtv.com



Honey Brands Hauled 
Up!!!

Dabur & Patanjali  
Ads for Honey 



Summer of 2022, 
India Woke up to the 
LAYER’R Shot  ad!



Moment of Truth ?

ADVERTISING 
LITERACY 

AUDIENCES 

Advertiser

Deceptive practices in Advertising & 
Promotion 

Author 

‘Nestle’s Maggi contains LED & MSG’
FSSAI



Situating  Advertising Literacy

Malmelin (2010) 
developed  the 
four dimensions of 
Advertising 
Literacy

Rossitor & 
Robertson( 1974); 
John (1999)studied 
the ability to 
understand 
advertising in terms 
of its truthfulness 

Nelson(2016) 
examined the 
potency of 3 hour 
advertising literacy 
programme as an 
intervention for 
preteens

Livingstone and 
Helsper(2006) 
argued about the 
salience of 
advertising literacy 
skills across age 
groups  



Advertising literacy is the presence of sense and sensibilities to 
decode advertisements vis-à-vis their consumption , production 

value , socio-cultural and psychological intent’( Donohoe & 
Tynan,1998)

What is advertising literacy  ? 



What and How of Advertising Literacy

1. Recognition of advertising 
2. Understanding selling intent 
3. Recognition of advertising’s source 
4. Perception of intended audience
 5. Understanding persuasive intent 
6. Understanding persuasive tactics 
7. Understanding advertising’s bias 
8. Retrieval of advertising literacy 
9. Application of advertising literacy 

(Rozendaal et.al. 2011)



          Visual Distortions 



Constructing Beauty 



Fake , False 
FOOD Ads!



Dangerous Testimonials 



Advertising (In)equality 



Children, Advertising & The 
Learning Process 



Digital Advertising literacy must for 
Sponsor /Advertiser 

Digital 
Ad 

Frauds 

Click 
Fraud 

Domain 
Spoofing 

SDK 
Spoofing 

Ad 
injection 

Ad 
stacking 

Pixel 
stuffing 



Ad Verification (internationally recognized)  

 

Media Rating Council (MRC) 
Interactive Advertising 

Bureau(IAB)



Advertising Literacy Initiatives  

One such 
Example !





Self Esteem Empowered Allied

3 S SCREENER 
:SUBORDINATION , SERVICE & 

STANDARDISATION  

Gender literacy interventions !
(for advertising : SEA Framework  & 3S Screener) 



Intervention II - Advertising Literacy Performance
different cohorts 

Design

Quasi 
Experiment 
set in 
classrooms 
where audio 
visual stimuli( 
TVC) are 
presented  

Test Stimuli 

(Hastak & Mazis, 2011)

 Series of 7 ads rated as 
deceptive  in a TAL/DAL activity

TVC! Why Real ads!

Individual motivations have 
been controlled by simultaneous 
exposure  

Ads possess product or value 
based deception  

Method (Sawssen, C& 
Rached,2014)
Use of a two part questionnaire 

Part 1- 42 item scale (4 factors )

Part 2- 10 forced choice ( ASCI 
Literacy)

Sample :630*

From  3 schools , 2 colleges and 
4 PG Departments  in DU & 
GGSIPU, India  



Product Based Claims 
Component Matrixa

 Raw Rescaled
Component Component

1 2 3 1 2 3

Presence of Five Natural 
Ingredients Claim by toothpaste ad

.780 -.149 .371 .681 -.130 .324

No Chemicals claim in the 
Toothpaste ad

.647 -.241 .419 .587 -.219 .380

Full Disclosure by 4 G telecom ad .718 -.714 -.475 .568 -.565 -.376

Brand Claim of Fastest 4 G 
Network Verfied

.800 -.201 -.413 .656 -.165 -.339

30 day challenge fully explained in 
the fairness cream ad

.725 .177 -.392 .638 .156 -.345

Ayurvedic Ingriedients in Tea ad 
make you fight disease better 
claim

.715 .194 .221 .635 .172 .197

100% Dandruff Free is factually 
true in Shampoo ad

.506 .383 .100 .466 .353 .092

Shade Cards are useful in fairness 
cream ads

.646 .869 -.159 .509 .685 -.125

Comparative advantage shown via 
product claim by toothpate ad

.396 -.191 .731 .338 -.163 .624

Extraction Method: Principal Component Analysis.
a. 3 components extracted.



Component Matrixa

 Raw Rescaled
Component Component

1 2 1 2

Women selected to show 
beauty metaphor  (fairness) 
in cream ad

.478 .316 .429 .284

representation of marital 
equation in tea ad akin to 
social roles

.728  .598  

Wife plays the subservient  
role to Husband in Tea ad

.291 .173 .314 .186

Cream ad claim of good 
looks make you confident is 
true

.930 .248 .692 .184

Cream and facewash ads 
show/tell that dark girls are 
not beautiful

-.434 1.418 -.288 .941

All the 8 Ads target urban 
boys and girls

.203 .241 .179 .212

Smooth and Silky hair for 
good looks

.494  .437  

celebrity made me like the 
ad

.695 .207 .575 .171

Extraction Method: Principal Component Analysis.
a. 2 components extracted.

Perceived Veracity 
Non Product 

Deception Literacy



If you are ad literate , you can 



Component Matrixa

 Raw Rescaled
Component Component

1 2 1 2

file complaint against misleading 
claims

.819 -.042 .733 -.037

 review on social media of a 
deceptive ad

.859 .072 .772 .064

talk about bad ads with mates
.750 .094 .658 .083

when it comes again, i point out 
its deception to everyone

.702 .095 .635 .086

do not bother -.132 1.249 -.105 .992
Extraction Method: Principal Component Analysis.
a. 2 components extracted.







Thank you 


