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In India advertising did not have any scope for growth till
the British came. Advertising become necessary where there is
mass production, or when new products are to be sold by
creating new wants, thus improving the standard of living.

Advertising in India began in a small way with the
advertisements of a few imported luxuary goods. Mostly the
advertisements were published in different headings under
‘Classified columns’ only. These columns became --- ‘Lost
and Found’, etc. some advertisements of imported
commodities like- ‘cheese,” “flour,” ‘cake,” ‘garments’, ‘hat,’
‘shoes,” etc. were also published.In the beginning of twentieth
century, emphasis was made on the excellent quality of the
indigenous products. Some appealing and emotional slogans
like-‘Bharat Ka Uttam,” ‘Swedishi Vastu Kharidiye’ were
used by many companies in the advertisements of their
products. On the top line of many advertisements ‘Bhartiya’
word was used, e.g. ‘Bhartiye nib’, or ‘Bhartiye pen’,

%l \s '3
TR A 3¢

T

il

=aEn WA

& FE S 2 v A TR
e wige R

‘Bhartiye holders,” etc. The aim of these lines was to
awake the Indian people about indigenous products and to
actuate them for buying the Indian products. The language of
these published advertisements was only improvised; mistakes
occurred in words; attraction was in no way and the layout of
these became very simple. The aim of the advertisements was
not only to propagate the consumer commodities and to fulfill
the personal necessities of the masses but they also projected
the social and political stratum of the country.

Photographs of models, which were being published in
advertisements, were of British men and women. In the field
of advertisements, Indian models entered after 1900. In the
beginning, maximum publishing models of the advertisements
were men with turban. Portraits of kings were also published.
Bearded models were also included in the advertisements.
Later on men with moustache occupied the place of bearded
men in the modeling. Portraits of Indian females in ads were
almost conspicuous by absence. Photographs of Indian girls
and ladies in the form of models became apparent after
Independence.

Even by 1925 the use of a good design or layout in
advertising was an unknown thing. One of the most popular
common practices was to prepare a line block of the product
and then ask the printer to set up the copy matter and address
underneath with a headline at the top.

The period 1930-39 just before the outbreak of the World
War Il Many new industries sprang up and shortly after
independence, import of consumer goods was totally banned
thus protecting the local industries. However competition
between manufacturers began growing, throwing a challenge
to the advertising business to come out with newer techniques
of marketing, slowly and advertising. Advertising slowely
began to come of age and with rapid industrialisation, the
techniques of market research, etc., were utilised to make
advertising results more predictable and fruitful.

With the banning of imparted goods and rapid
industrialisation, keen completion among the various
advertising agencies grew. Each had to show better creative
ability as a part of the competent service. Better techniques of
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visual presentation had to be utilised. Line drawing were
replaced by scraperboard drawing, wash drawings and by
photographs of attractive models to make advertising more
lively, attractive and interesting. Striking means of attention-
drawing were used, the designers genius being given full
scope, by using vivid illustrative techniques and presentation
of sleek copy, catchy slogans and making visual pleasing
layouts.

In the beginning the designer used to copy the foreign
advertisements to make ‘adoptations.” The artists were mostly
‘all-rounder’ doing everything from illustration to lettering,
finishing and retouching. Today we have visualisers, layout
men, illustrators, even there is specialisation here, figure
artists, colour artists, scraperboard artists, machinery
illustrators-cum retouchers, line drawing illustrators, and
lettering artists, typographers, cut and paste and finishing
artists, etc. in this way, we may see that the compositions of
ads were being made according to the status of India after
incoming of foreign companies, e.g. Sunlight.
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As the people were not habitual to see or listen the
advertisements in comparison to modern times the
advertisements were composed in comic way or became story
based. And each step was being composed in easily
understandable story based manner; and the conversation was
being highlighted. Thus a story was composed in which a
home wife was complaining her mother—in-law; and the
mother- in-laws advise to use sunlight for the washing at
cheaper rate and guarantee for the long-life of clothes.
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The technical aspect is considered then the boldness is
visualized in the works of post-independence period. At
present the work of line-half-tone combine and scrapper board
is finely visualized.
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copy and text has been composed by letter press pattern;
and for the artistic look of the main heading, hand script is
used; and the, maximum illustrations of the products were
manually designed. Apart from this, use of half-tone-screen
has also been visualised. Copy is mostly designed illustrative.
Assumption of campaign is clearly visualised with continuity
these advertisements
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In 1956, somewhere the details of products was being
visualised in the illustrations of products, half-tone line-
drawing and in the by rending. Till that time in ads of certain
products use of transfer textural and text screen and
photographs was also seen. It was discovered that testimonials
by movies stars were very effective in selling such items as
soap and cigarettes.

The copy looks very descriptive till 1957, but the ads of
70’s visualized in two colours; and by the ‘90 to 2000 due to
technical development and use of computers, possibility of
colour pattern and colour combination considering the
designing concept, work presentation and the minute points of
human behaviour became possible, which was generally not
possible in early days.
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In early days, after printing the wrapper was shined by
waxing method, later the same was used to be done by
wornishing and after that it was turned to plastic coating
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plastic lamination. In comparison of earlier’s flat printing,
now a day embossing is being done on the wrapper of
products to give the tactile filling. Along with this the foil
printing in golden or silver colours became possible, which
was not possible earlier and now a days the printing is being
done by dry offset, because it does not require the plate
making.

et e )

with Perlite

According to changes in time and consumers we may see
changes in packing also.

sahe 5
S OF QY U

e
HARM e

Moy o
STURJSING COLD CREAM

If we look at the advertisement of Johnsons Baby Powder,
then the difference in social stratum of that period is clearly
visible. For example, the soberity of language may be judged
in a published ad of 1956. The child says, “Aap Kitne
Achchhe Hain Pitajee,”” and in the ad of 2000 “Hain Na
Papa Buddhu”.
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Earlier the pattern of advertisement was adopted for many
years but in modern era it has been changed just after two or
three months. In this way we may see that due to rapid
changes in social and economic stratum important changes
have also occurred in the form and level of the advertisements.
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