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ABSTRACT
This thesis proposed a new theoretical model that outlined the process of
the transmission of cultural cues via mass media. In the case of two nations, one
economically dependent upon the other, this process of transmission was hypothesized
to result in an increase of cultural cues propagating the non-dependent, economically
stronger nation's economic and socio-cultural model in the advertisements displayed
in the dependent nation. The process of transmission was also hypothesized to be
aided by the adoption of an open-door policy by the dependent nation as regarded the
entry of multinationals from the non-dependent nation into the dependent nation's
consumer market. The effect of such a transmission was proposed to be a change in the
societal model of the dependent nation, mediated, however, by other proposed factors.
Theories of cultural dependency, cultural imperialism, neo-Marxism and theories on
the influence of multinational corporations on dependent nations were utilized in order
to formulate the model. The study then aimed to examine the validity of one of the
steps in the model, that is, whether economic changes in the direction of capitalist
development, accompanied by the entry of multinationals, in the context of a
dependent nation, leads to changes in cultural content of the advertisements on display
in that nation or not. The case of India was examined in this context, as recent
economic changes in policy and other factors assured its fit with the theoretical model.

A comparative content analysis of Indian advertisements before and after the recent
implementation of the economic policy of liberalization, that allowed the entry of
multinational corporations from non-dependent, economically stronger nations like
America into India, was thus conducted. It was hypothesized that there would be a
statistically significant difference in the cultural content of Indian advertisements
before and after liberalization, with the post-liberalization sample exhibiting a
decreased incidence of traditional Indian cultural cues, and an increased incidence of
western, consumerist cues as compared to the
pre-liberalization sample. The results of the study indicated that this hypothesis was
almost entirely validated through statistical analysis. The significance of the findings
of this study lies in their implications for the theories of cultural imperialism and
cultural dependency. Further, the results are significant for examining the influence of
such cues on Indian society. The findings are also significant in their implication for
other dependent nations undergoing economic change of a similar nature. In
conclusion, the results pave the way for further research on the lines of the theoretical
model and content analysis framework proposed in this thesis.

Chapter 1
INTRODUCTION
McCarty (1994) claims that in developing societies, advertising tends not
to reflect the current value orientations of that society, but instead displays the
orientations of a society that the culture is progressing towards. Thus advertising acts
as a cultural indicator of progress. This thesis suggests a method for the examination
of this issue. The research question that guides this study is whether current
advertising in a developing country like India reflects traditional Indian values or
whether it reflects the values of the westem-capitalist society that it appears to be
moving towards in terms of Its economic policy? India has, in the recent past,
undergone a change in the formulation of its economic policy, with the government
adopting a liberalized economic model in 1991. In the light of this change in economic
policy, I would propose that an examination of Indian advertising before and after
liberalization for any changes in cultural cues from traditional Indian cues to western
consumer-society cues, would indicate whether McCarty's assertion is indeed valid or
not. Further, the results of this study would lay the groundwork for later studies on
related issues such as the effect, if any, of such changes in advertising on the audience
exposed to these messages.

1.1 Importance of the Topic
The phenomenon under study in this proposal has far-reaching
implications for communication research. If advertising does, indeed, play a role in

delineating and defining how people should live their lives, then surely researching its
impact as a force for socio-cultural change becomes important. If, for example,
western-capitalist society values are discovered in current Indian advertisements in a
significantly different amount as compared to the past, then we can progress to an
examination of the effect of this increase on the Indian audience. Some questions that
can be researched as extensions to this study are whether an advertising effect exists,
whether it is a one-way effect or not, whether the audience is able to decode and
thereby minimize the effect, whether advertising is in fact just reflecting a lifestyle
change within the audience, whether advertising is an agent of such a change, or
whether advertising both reflects and changes society. Further, this study can be
viewed as a test study, a precursor to similar studies in other developing countries
undergoing similar socio-political changes. A cross-cultural comparison of results
obtained through the extension of this study to the examination of advertising in other
countries would add to research knowledge, and would provide an empirical validation
or invalidation of wide spread concerns about the westernization of advertising in
developing societies.
This study will also test the theory of biased flow of information via mass
media from an economically powerful country to a less powerful one. If this study can
illustrate that the western model of capitalist society, specifically American society, is
actually in the process of getting more visible in Indian advertisements, then extant
theories on biased mass media flow can be illustrated as viable.
Another reason why this study is important is the availability of a politicoeconomic phenomenon as current and as easy to locate in time as the 1991 policy
decision by the Indian government to liberalize the former semi-socialist Indian

economy. This opportunity provides the study with a cause-and-effect format, to the
extent that any real-world study can be said to conform to such a format. The policy
change that dictated a move towards the western capitalist free market model for India
could be viewed as instrumental in allowing the values of societies with such models
to seep in along with the multinational firms originating from such countries. If the
Indian government's call for a free market economy can be shown to be followed by an
increased appearance of values that go along with such a model, then the explanatory
power of this study would also increase.
Lastly, the formulation of a coding scheme for Indian ads that allows
for an analysis of the relative incidence of American capitalist versus traditional Indian
cultural cues in a sample of pre- and post-liberalization advertisements would aid
subsequent research. The reliability of the indicators used in the scheme would dictate
their applicability to other studies.

1.2 Theoretical Model in Use
Hebdige (1993) explicates Marx and Engels' view that dominant
economic equations in society are expressed in terms of the dominant ideology of that
society. If this proposition is translated into the context of marketing, then one could
argue that marketing communication, like advertisements, reflect the notion of
capitalism that marketing is both an expression and a part of. If, as theorists assert,
"marketing has come to play an important role in the circulation of cultural
commodities" and if marketing is "associated with the rise of capitalist development"
(Ryan, 1992, p.186), then the rise of capitalist development seems to be linked to
marketing vehicles like advertisements. A case can then be made for the notion that

developing countries embarking upon the adoption of the capitalist model would
display in their advertisements some evidence of this adoption.
The theoretical base of this study, then, will be the neo-Marxist
assumption of the relationship between base and super-structure: however, although
economics does, to a large extent, determine society and the communications within
society, other factors also play a role. Thus, while advertising by virtue of being a type
of marketing-related communication, is heavily influenced by economics, the audience
for advertisements is not similarly driven by economics alone. The audience for
advertisements thus has the potential to be active decoders of advertising messages.
This process of decoding would involve a variety of factors specific to the audience
members and their environment. Attempting to generalize this process of decoding and
making assumptions as to the effect of advertisements post-decoding would be a
complex task. Thus this study wil.1 focus on the relatively simple issue of the analyzing
the content of advertisements, and not on the very complex issue of the possible effect
of such advertisements.
Some theories that comment on the phenomenon under study will be
discussed in the full-fledged theoretical review later in this proposal and are briefly
enlisted here. Cultural imperialism, as explored by Haynes (1989) in his explication of
Galtung's theory of information flow between countries with different levels of power,
aids in explaining the phenomenon of the import of western cultural cues via
advertising in developing nations. Schiller (1976) views the media as dominant in the
process that promotes the values and structures of the economically powerful nations
in the economically weaker nations. Advertising can be viewed as media artifact that
performs a similar function.

Cultural dependency theory, as formulated by Link (1989), is also
relevant to this study. If, as Link asserts, communication is indeed vital to the process
of cultural imperialism, as it aids imperial countries in both obtaining and maintaining
economic and political domination over underdeveloped or developing countries, then
studying advertising communication appears to be a valid approach to determining
cultural imperialist influences.
Research on multinational enterprises and their possible involvement in
this process is also pertinent to this study. Multinational corporations (MNCs) may be
viewed as agents of change in developing markets, attempting to encourage, or even
create, consumer societies and their ever-increasing demands for the consumer
products offered by the MNCs. What better way for an MNC to foster a capitalist
consumer society than to propagate the values and lifestyles that support such a
society, via advertisements?
Theories of neo-Marxism, cultural dependency, and cultural
imperialism are thus intricately linked in the theoretical backdrop to the proposed
study. The economic dependency of developing nations on the developed western
nations combines with the pressure to conform to the socio-cultural and economic
model extant in these developed nations. This phenomenon is viewed as influential in
forming the content of economic-cultural communications like advertisements.

1.3 The Case Study
This study examines the changing face of advertising in India, in light
of the economic changes in progress in the country. The issue of the propagation of
capitalist cultural cues via advertisements, and the decrease of traditional Indian cues
will be explored through content analysis. Content analysis of a sample of Indian

advertisements pre- and post-liberalization is hypothesized to demonstrate an
increased incidence of American cultural cues in the post-liberalization sample as
compared with the pre-liberalization sample in keeping with the new internal
economic-political agenda and external influences from MNCs.
Some background on India and its current economic scenario follows,
in order to explain the context of the proposed study more clearly. India celebrated its
50th year of independence from British rule this year. These 50 years have witnessed
the progression of the economic policy of the nation from a semi-socialist one to an
unabashedly capitalist one. The policy of the licensing of industries, granting
concessions to the government-controlled public sector industries and blocking the
entry of multinationals changed in 1991 to a policy of liberalization. According to this
new policy, barriers to entry for foreign companies were eased. This meant that MNCs
like Kellogg's, Pepsi, Coke, Levi, Sony, and others could set up shop in the Indian
domestic market. The Indian consumer, unused to the availability of these muchtouted foreign brands, was informed via advertisements that he or she no longer had to
rely on illegally imported goods or the bounty from relatives abroad for obtaining
brand names "famous" throughout the world. The advertisements that informed the
Indian consumer about these products probably stressed the way of life conducive to
the consumption of these products. After all, if the traditional Indian consumer was
used to eating a home-cooked, labor intensive, three course breakfast every morning,
then the pre-packaged, ready to eat, and relatively expensive box of corn-flakes could
not tempt him to switch diet patterns, however foreign and famous the brand name of
the product. The MNCs, that were mostly of American origin, had to create niches for

their products. This process sometimes took the form of changing the product slightly,
and often meant positioning it as a must-have for the modern consumer.
National producers, perceiving the MNCs as a threat, had to ride the
consumerist wave in order to compete. The cultural consumerist order thus began to
manifest itself through the medium of ads for a host of new and revamped products.
The growing climate of consumerism in India can also be traced to the
boom in media options post-liberalization. In the space of two decades, the country
has moved from watching no television to receiving almost the same bewildering array
of programs as the U.S. via personal satellite dishes! Other forms of media like
magazines, films, music, and the radio have also witnessed makeovers. Lastly, the
audience for the media has expanded with the partial linkage of rural India to the
media networks of the cities.
The role of the Indian advertising industry in producing the
hypothesized western cultural cue-laden advertisements in India today is also to be
noted. The multinational advertising agencies like Saatchi & Saatchi, McCannErickson, and others have forged alliances with Indian agencies, and, in the case of
pre-existing alliances, attempted to gain the larger share and more policy making
power within the agency. With Indian advertisements increasingly touting American
products and Indian products trying to look like American ones, and with the influence
of the mostly American agency partners on the rise, the hypothesis that Indian
advertisements today are incorporating more American cultural cues than before,
seems reasonable. Further, the theories of cultural imperialism and cultural
dependency that inform this study would be aptly applied to the Indian scenario today,

placed as India is at the center of economic change, struggle for development, and
strong influences from the economic agents of developed nations.

1.4 Research Question and Hypothesis
The research question underlying this study would be whether there
will be an increase in the observed incidence of American consumer society cultural
cues and a decrease in the observed incidence of traditional Indian cues in Indian
advertisements post-liberalization as compared to Indian advertisements preliberalization?
The general hypothesis proposed would be that Indian advertisements
post-liberalization would contain a higher incidence of American consumer society
cultural cues and a lower number of traditional Indian cultural cues as compared to
Indian advertisements pre-liberalization.

1.5 Methodology
Content analysis of two samples of Indian ad post-liberalization s
obtained from the same Indian magazine, India Today, for two time periods, before
and after 1991 (the year of the implementation of the liberalization policy) will be
conducted and the data obtained will be analyzed for statistical significance.

1.6 Conclusion
The results of the proposed study should act as a first step towards
determining whether cultural imperialism is at work within ad post-liberalization s in
developing countries. The empirical nature of the proposed study should aid in
ascertaining whether the fears of western culture invading the cultural landscape of
developing nations are indeed valid or not. In the context of the rapid expansion of

media networks, and the projected increase in global connectivity in the years to come,
issues such as the transmission and influence of values specific to one culture to other
cultures less equipped to withstand such transmission, become increasingly important
to the field of mass communications research. This study thus aims to explore the
issue of the transmission of culture via mass media. The following chapter will delve
into the theoretical backdrop to this study.

Chapter 2
THEORETICAL REVIEW
The aim of this study is to examine the process of the importation of
western conceptual models of development into a less developed nation. The
theoretical format draws upon the dependency model for an explanation of why such
an import would be expected to occur. The following exposition of several theories
would aim to build a cogent theoretical base for the hypotheses guiding this study.

2.1 Economic Dependency Theory and Cultural Imperialism
This section of the paper will examine the link between economic
dependency theory and cultural imperialism in order to build a base for the hypothesis
guiding this study. Several theories and their relevance to the study will be examined.

2.1.1 Economic Dependency Theory, Trade Relations between Nations and
Development
Economic dependency occurs in the trade relations between two
nations, when one nation has more economic and political power than the other.
Typically, this has occurred when Western nations have engaged in trade relations
with "Third World" nations. Despite being politically independent, many nations of
the Third World find themselves ...in ties of dependency, and cultural imperialism.. .is
one major form of dependency" (Boyd-Barrett, 1982, p. 178). Theories on the subject
of cultural imperialism stress that "Western dominance over Third World
nations.. .was also based on an ideology, accepted in many parts of the Third World,

that there was only one path to economic development, which was to emulate the
process of development of Western industrialist capitalist societies" (Mohammadi,
1990, p. 272).
In interactions between two countries on opposite sides of the economic
power scale, the weaker country would thus experience the pressure to follow
developmental paths dictated by the stronger nation. Boyd-Barrett (1982) asserts that
conceptual models would be imported from economically stronger nations in the case
of such interactions, and this process of import would also aid in this process of
dependent development.
According to Yoon and McLeod (1988), two theoretical approaches to
this phenomenon are possible. The first is the "underdevelopment thesis," that focuses
on the exploitative nature of the imposition of a Western model on another nation. The
second is the "dependent-associated development" perspective that concedes that the
imposition of the Western model along with an inflow of foreign capital leads to
internal development in the dependent nation.
This thesis proposes that even when the relation between two nations
like India and the United States of America follow the dependency model, the
development pattern of the weaker nation is not fully ruled by the ideology of the
stronger nation. Instead, the developmental path of the weaker nation relies upon a
variety of factors like its extant level and direction of development, its political
ideology, its decision at the level of government policy of whether to fully adopt or
partially absorb the western model, and its citizens' level of willingness to conform to
western models. Even if the influence of dependency on development is actually
diluted by the presence of other factors, it would be one of the important factors in that

mix, and thus worth examining. The following section will explore the role of the
multinational corporations in the cultural development of developing nations.

2.1.2 The Role of the Multinational Corporations
The recent growth in the penetration of multinational corporations
(MNCs) into less developed nations could be examined in the light of dependency
theory. It is important to consider the consequences of MNCs that originate in
economically stronger nations trying to gain entry into economically weaker emergent
markets. If the MNC is to succeed in an emergent market, it must create a market for
its products. Given the MNCs "great potential for translating knowledge and
experience from more sophisticated markets to those that are a phase behind them"
(Mattelart, 1979, p. 254), this could then lead to Western models of development
being imposed on these emergent markets. The transfer of these models could occur
through type of products being marketed in emergent countries, products that embody
the values and lifestyles of another culture, and also through the ads for these products.
If MNCs do contribute to the process of imposing westernized models on emergent
nations, then they can be viewed as agents of the process of dependency. The
mechanism of dependency, then, can be studied by examining the effect of MNC entry
into emergent markets. The specific case of the entry of the multinational corporations
into India in the wake of the liberalization of the Indian economy thus provides a
readymade case study for the issue of cultural dependency.

2.2 The Mechanism of Economic Dependency: Cultural Imperialism
If e c o n o d c dependency is fueled by and encourages the import of
conceptual models from the stronger to the weaker nation, then the import of these

models must occur through some channels linking the nations in question. Culture is
one such channel, and cultural imperialism may be viewed as the mechanism through
which such imports gain prominence.
Yoon and McLeod (1988) explicate Schiller's theory of cultural
imperialism, defining cultural imperialism as the process that leads to the propagation
"of the values and structures of the dominant center" nations (Yoon and McLeod,
1988, p. 10). Hebdige (1993) presents Marx and Engels' theory proposing that
dominant material relationships are expressed in the dominant ideas of a society. If the
dominant material model is a western one, then it can be expected that the ideas that
are found in the content of the mass media of a dependent nation will reflect and
reinforce western ways of living and thinking. In line with the Marxist idea of the
economic base determining to a large extent the socio-cultural superstructure of a
society, Murdock and Golding (1979) examine Adorno's assertion that the process of
"cultural domination" originates from the economic relationships within the "culture
industry" (Murdock & Golding, 1979, p. 18). The culture industry, as represented by
the cultural productions for the mass market, including mass media content, could thus
be hypothesized to contain the ideology of the ruling economic orientation of a
society.
This paper adopts a neo-Marxist stance, in that it does not consider the
economic system to be the only determinant of culture and society. Instead economics
is viewed as "the most powerful of the many levers operating in cultural production"
(Murdock & Golding, 1979, p. 20). This study operates on the premise that
"economics is always historically significant, occasionally determining, but usually
not decisive1' (Gorman, 1982, p. 243). This study also operates under the assumption

that advertisements do contain cultural messages dictated by economic imperatives,
but that in understanding their effect one has to look beyond economics to other
factors too complex to examine here. This study will thus focus upon the issue of
whether a change in the economic model adopted by a developing country will
manifest itself in cultural artifacts such as advertisements. The question of the effect of
such a change could be examined in subsequent research studies.

2.2.1 Cultural Imperialism via Mass Media
The role of the mass media is to provide a convenient and
pervasive platform for the dissemination of ideas to national audiences. Link (1989)
explores this role of the media by maintaining that cultural imperialism operates
through communication, and that cultural imperialism performs the function of aiding
economically and politically stronger nations in maintaining their dominance. The
process of the transmission of conceptual models from 'imperial' nations to dependent
nations can be studied by examining the mass media of the dependent nation. If
Western cultural cues are present in the mass media content of a dependent nation,
then a possible indication of ideological import, or cultural imperialism is identified,
and research can progress to the broader issue of the ramifications of cultural
imperialism. The mass media also offer the opportunity to examine change over a
period of time, and such longitudinal analyses are important in theorizing about long
term cultural changes.
The choice of the mass media as a litmus test for the process of cultural
imperialism can be further supported by the current increase in the volume of mass
media import to Third World nations from the First World. In the new communication
environment, not only are the mass media channels expanding, but they are also more

easily available and accessible in nations that were previously unconnected to the
mainstream Western media channels. In Asia, for example, Star TV, the BBC, and

CNN are regularly beamed into the average urban Indian living room. If the flow of
communication remains as unidirectional as at present, the question of cultural
domination retains its pertinence in today's context. As an example of this phenomena,
the American television serial Bay Watch is prominently featured on Indian television,
but corresponding Indian programs are largely unfamiliar to American television.
Haynes (1989) in his discussion of Galtung's theory of biased media flow,
explains that the "center" or economically and politically powerful nations determine
the direction and content of media flow to the "periphery" or less economically and
politically powerful nations can be used to explain the transnational flow of cultural
communication. In the course of such transnational flows, cultural cues in the media
can be expected to be under the control of the center and not the periphery. This,
again, would lead us back to the theory of cultural imperialism and economic
dependency. The mass media, then, offer a valid data bank for the analysis of the
process of dependency via cultural imperialism.

2.2.1.1

Cultural Imperialism and Advertising
If the mass media of a nation represent, to a large extent, the ideas of

the economic model predominant in that nation, media content cues will be likely to
be consonant with this dominant economic model. In the case of advertising, the cues
provided in ad content would be consonant with the dominant economic model as
well. If advertising is indeed "capitalist realism" invoking "values in the service of the
marketplace" (Schudson, 1984, p. 221), then it seems to provide an entire canvas of
consumer values for its audience to absorb.

In the case of nations trying to adopt the economic model of consumerism,
advertising content can be expected to serve as a channel for cultural imperialism. The
neo-consumers in emergent markets in the Third World' encounter "advertising
appeals that help create modem voracious consumers" (Tse, Belk, & Zhou, 1989, p.

457). Exposure to advertising appeals could be argued to be a factor in their decision
to follow this way of living, to the mutual benefit of MNCs and indigenous
manufacturers.
Advertising, as a manifestation of the culture of commodification, is a
vehicle for the dissemination of consumer society values. In the case of emergent
Third World markets, advertising could be expected to lead the way to the imposition
of cultural patterns of the consumer society, especially in the case of MNC entry from
stronger nations that would benefit enormously from the adoption of this pattern in the
weaker nation.
2.3 Theoretical Model

The theoretical model that emerges as the base for the study proposed in
this paper can be outlined as follows on the next page. This model will serve as a
guide for formulating the hypotheses that will guide this study.

RELATIONS OF DEPENDENCY BETWEEN TWO NATIONS

+
LIBERALIZED TRADE RELATIONS BETWEEN THE TWO NATIONS

ENTRY OF THE MNCs INTO WEAKER NATION
MARKETING EFFORTS BY THE MNCs IN THE WEAKER NATION
THROUGH USE OF THE MEDIA SYSTEM

ADVERTISEMENT OF MNC PRODUCTS

.L
(Part of the process of cultural imperialism)

.L
ADVERTISLNG CONTENT THAT CONTAINS ,CULTURAL CUES
{CAPITALIST / CONSUMER SOCIETY CUES) BASED ON
STRONGER NATION'S ECONOMIC MODEL

(Mediated by factors such as the government's trade and media policies in the weaker
nation, the citizens' level of willingness to adopt the consumer society model, extant
level and direction of development, political ideology)

WEAKER NATION ADOPTING CONSUMER SOCIETY MODEL

Figure 1:

A process outlining the transfer of the consumer society model

Chapter 3
CASE STUDY: INDIA POST-LIBERALIZATION
This study seeks to test the relationship between two variables within
the proposed model. The independent variable is taken to be "dependent relations and
liberalized trade relations between two nations" and the dependent variable is taken to
be "ad content that contains cultural cues based on the stronger nation's economic
model." This study seeks to examine the hypothesized model presented in the
theoretical review in the context of MNC entry into India post-liberalization. Let us
examine the background to this case and its fit with the hypothesized model.

3.1 The Economic Background and Impetus for Liberalization in India
India celebrated its 50th year of Independence last year, and these 50
years have witnessed the progression of the economic policy of the country from a
semi-socialist stance to a would-be capitalist one. Kumar (1994) outlines the economic
history of the country post Independence. The Industry Policy Resolution of 1948 was
the first economic policy of the post-World War era. This policy acknowledged the
need for foreign capital, along with the need for regulation of the economy in order to
safeguard national interests. In 1956, a new policy was drawn up in order to give the
economy a socialist slant. The public sector encompassed key industries, and the
private sector, both indigenous and foreign, was restricted. The Foreign Exchange
Regulation Act of 1973 limited the percentage of foreign equity participation in the
country, giving preference to those companies that could provide technological know-

how to the country. However, the continued failure of the Indian economy on the road
to growth both internally and in the world market, fostered by the lack of technology
and poor marketing skills due to the lack of a competitive environment in the Indian
market, led the government to rethink its policies. The 1980s thus marked an era of
gradual liberalization.
The policy of licensing industries, and of granting concessions to public
sector industries rather than to the private sector gave way in 1991 to the policy of
liberalization. Bhagwati (1993) outlines the implications of this policy. Licensing was
removed from almost all industries and the scope of the inefficient public sector was
limited. The barriers to entry for foreign companies were removed. India emitted a
clear signal to the world. The former "severe restriction of direct foreign investment "
(Lall, 1985, p. 82) was a thing of the past, and the capitalist free-market model was on
its way to implementation.
Indian economists and policy makers tend to regard this policy with
favor. Parikh (1996) endorses the need to create a competitive environment, facilitate
ease of entry for foreign investors, and import techniques of marketing. However,
there are some concerns expressed as to the evidence of "a growing appetite for
consumer goods" on the part of the Indian populace (Sengupta & Pashupati, 1996, p.
182). Further, some critics cite findings such as the association of the process of
liberalization with a "decline in the aggregate saving ratio" (Chattopadhyay, Maiti, &
Rakshit, 1996, p. 23). The attempt to do away with the socialist slant in government
planning could also invite criticism. With 40% of the rural population and 27.7% of
the urban population in India living below the poverty line as recently as in 1985,
government policy that seeks to alleviate this situation would be expected to be put

into motion. However, "three decades of policies directed" towards this problem do
not seem to have made a substantial dent (India to 1990, 1988, p.26). The new policy
seems to be adopting a different track altogether in order to jump-start the economy.
The role of international institutions in this process is substantial. The International
Monetary Fund (IMF) and the World Bank, responsible for loans to the Indian
government, have "pointed Indian authorities in the direction of policies with
implications for liberalization" asking for "steps to allow the forces of international
competition to operate more freely" (India to 1990, 1988, p. 41). Mattelart (1983)
discusses the pressure from international organizations to incorporate Third World
economies into the dominant economic model of the developed nations, and India, too,
appears to have faced this pressure to conform. In the light of the poor performance of
its previous economic policies, India thus adopted its current policy of liberalization in
1991.

3.2

Implications of Liberalization: The Entry of the MNCs
One of the main repercussions of economic liberalization in India was

the entry of multinational corporations into the Indian market. The MNC may be
viewed as an agent of the long arm of capitalism. After all, the creation of consumer
societies is what the MNC draws its profits from. The MNC seeks to gain a foothold
in emergent markets and to then expand these markets to accommodate all of their
products. Let us examine the implications of the introduction of the MNCs to the
hitherto protected Indian scenario.

3.2.1 The MNCs and Administrative Changes
"The more a TNC (transnational corporation) can improve its
legitimacy in various networks" within the host country, "the easier it is to reach
efficiency goals" and TNCs thus engage in a process of overt adaptation to the host
countries "political and administrative interests" so as to ultimately gain legitimacy,
and approval through licenses and policy changes in their favor, so that "in the long
run, efficient operations of a firm in a country may even alter national values and
norms" (Jansson, Saqib & Sharma, 1995, p. 59). Along with pressure from the MNCs,
the government in India, which seeks to maximize its newly-adopted policy, will try to
smooth the path of the MNCs. An example of the change in administrative practices in
India post-liberalization is the time taken to approve of foreign investment. "It took the
government five years to give approval to Pepsi-Cola to enter the Indian market in
1990; only two years later it took only three months to grant approval to Coca-Cola"
(Ahluwalia, 1996, p. 30). The entry of the MNCs and their smooth functioning appears
to be leading to the gradual incorporation of their demands into administrative
decisions. Unless their presence is examined and questioned, the likelihood of their
entrenchment in the domestic Indian market seems very high. Even protests by local
groups, like the recent imbroglio at Bangalore, where enraged farmers protested
against the installation of Kentucky Fried Chicken outlets, die out fairly quickly. After
all, the resources and legal know-how lies in the hands of the MNCs rather than the lay
protester, and in the face of governmental approval of the entry of these corporations,
there is not much that the populace can do in the way of protest until the next
elections.

3.2.2 The MNCs and Socio-Cultural Changes
The impact of the entry of MNCs does not remain confined to the
economic sphere alone. India can be viewed as an economically weak nation, trying to
alter its status through policy changes partly dictated by institutions from the
economically stronger First World. The entry of the MNC from the 'First World' into
this nation signals the entry of consumerist products and a way of living associated
with those products into the nation. The socio-cultural implications of the entry of
MNCs into India thus bear examination.
"The role of the MNC in transferring consumption patterns of advanced
capitalist countries to underdeveloped countries and the relationship of that
phenomenon to the larger question of dependence" (Kobrin, 1984, p. 195) is a key
issue to be explored in this context.
Mattelart (1983) proposes that transnational corporations bring with them
an idea of development that defines what constitutes development, and how that can
be measured, in terms of growth in consumption and a definition of communication
that relegates the communication network of a nation to the role of mere channels of
distribution of products and ads. Furthermore, other notions that transnational
corporations carry are those regarding the organization of society, based on the need to
target and isolate consumers, that runs counter to the idea of the organization of
society on lines of community and solidarity; a definition of daily life that dictates
how life should be lived in the context of commodities; and, lastly, a definition of
change that measures change in terms of change in production and technology alone.
If the MNC in India is able to affect government policy and the lifestyle of the
populace, then these notions could well become the basis for the development of the
ideal consumer society as envisaged by the MNCs. While it might be argued that for

an economically underdeveloped country like India, the adoption of notions of change
based on technological progress might not be a bad idea, it is the realization that it is
difficult to accept only one facet of the NINC ideology that is worrisome. The Indian
government did attempt to block out the MNC ideology by restricting the entry of
MNCs into the country, but the road to development seemed to be through the
gateway of liberalization. Liberalization at the economic level brings with it other
changes, both at the level of administrative and government policy and at the level of
society and culture. Thus the entry of the MNCs can be expected to have a sociocultural effect as well as the more visible effect of increasing the type and number of
consumer goods on Indian shop shelves.

,

3.2.3 The MNCs and Advertising
In the MacBride Report (1984), commissioned by UNESCO to determine
the current state of international mass communications, advertising was cited as an
important factor in the alteration of societies. The report stated that research " should
ascertain the direct and indirect, intentional and unintentional effects of
advertising...how can commercial considerations be harmonized with broad social and
cultural goals? How can any negative effects be lessened?" (Lester, 1994, p. 5). If the
entry of MNCs into the Indian market implies a change in the advertisements in that
country, then the possibility of society-alteration has to be acknowledged. Several
facets of liberalization in India help MNCs and local manufacturers to produce and
distribute advertisements geared towards making the Indian neo-consumer a fullfledged consumer. This attempt towards promoting a consumer society is aided by
factors such as the recent media boom in India and the changing face of the Indian
advertising agency.

3.2.3.1 The Media Boom, The MNCs and Advertising
The entry of the multinational corporations into India postliberalization, and the accompanying media boom, along with the structural changes
within Indian advertising agencies have produced a climate conducive to a change in
the cultural content of Indian advertisements. This section will examine the
implications of these concurrent phenomena.

3.2.3.1.1 The Media Boom: Mass Communication in India before and after
Liberalization
The recent media boom in India that has been evident after liberalization
plays an important role in providing advertisers access to the Indian consumer. In the
space of a couple of decades, India has witnessed enormous changes on the media
landscape, with liberalization leading to the explosion of media channels. A brief
overview of the change witnessed in some of the important mass media channels can
explain why the Indian consumer is becoming increasingly accessible to western
media programs and advertising, and why the likelihood of westernization within
Indian ads has increased post-liberalization. The ripple effect of contact with the
consumer society model through increased access to western media and westernized
Indian media will be under discussion in this section.

3.2.3.1.2 Television
"Indian television.. .in 1975.. .broadcast to 2400 villages.. .by 1990, an
estimated 15 percent of Indian households will regularly watch television" (Singhal &
Rogers, 1989, p. 32). Television made its first appearance in India in the 1970s,
featuring one government-controlled channel, Doordarshan, which had an agenda
determined by the Information and Broadcasting ministry. Educational programs,

some poor quality entertainment segments, some programs ostensibly catering to the
rural populace, and the news comprised the fare doled out on TV. Within the next
twenty years, however, TV had undergone a sea change. CNN, BBC, and a host of
other international channels were being beamed into Indian living rooms, along with
Indian-owned channels that showed dubbed versions of Bay Watch, and churned out
their own, Indianised versions of Dynasty. Doordarshan is currently trying to smarten
up its act, although the viewers with a choice are increasingly deserting it for the new
fare. Even among the rural sector, television appears to be fast becoming accessible
and popular. A description of two villages in India states that "modern times have
reached Harinagar.. .the Chauhan family owns no fewer than three TVs.. .Sultanpur
has cable" (van Straaten, 1996, p. 16). The liberalization policy, then, has led to an
explosion of TV channels, and a corresponding audience influence over what
constitutes commercially successful TV. It must be noted that these conceptions of
popular programs are derived from extant western models - Indian Wheel of Fortune,
anyone?

3.2.3.1.3 Radio
"Radio has certain unique advantages under Indian conditions. Unlike the
press, it can get through to illiterates" (Singhal & Rogers, 1989, p. 32). Despite these
advantages, with the advent of TV twenty years ago, radio, which was the reigning
mass medium, witnessed a slump. People tuned in only for specific events like a
cricket match, as the portability of the radio rendered it an ideal travel companion. The
1990s, however, witnessed the resurgence of this medium, with the advent of privately
sponsored FM channels. Akashvani (literally, "voice of the skies"), the government
owned radio monopoly slowly ceded its place to peppy chat shows and song

countdowns that imitate MTV's popular Billboard Hits. New audiences like the
business executive driving to work were pulled in to swell radio's target segment
audience. Rural India is slowly succumbing to TV, but the radio still commands
respect as a cheap and easily comprehensible mass medium.

3.2.3.1.4 Magazines
The liberalization process has precipitated the scramble for the Indian
magazine market, and Cosmopolitan now graces the magazine stalls all over India.
While Cosmopolitan has acquired an Indian slant for this market, the focus and
direction of the magazine remains essentially American. In keeping with the theories
regarding the unequal flow on information from economically underprivileged
countries, India imports magazines from countries like America, but exports
magazines only to other Indian sub-groups abroad. Thus the flow of information
appears to be heavily loaded in favor of the more economically privileged country,
which is moving into the Indian market with information formulated with their own
cultural agenda in mind.

3.2.3.1.5 Newspapers
Both regional and national newspapers form a flourishing print media
climate in India. "India publishes more daily newspapers than any other country in
Asia7' according to Singhal and Rogers (1989). While newspapers tend to concentrate
on the urban, literate segment, even within this segment there is wide differentiation as
to the language the newspaper should be in, and the kind of news it should publish.
With TV invading almost every urban household, newspapers are trying to keep up
with the news programs on TV. The news, then, tends to be increasingly influenced by

what television considers news. Despite the growing influence of TV, though, the
newspaper is still to a large extent a medium with a mind of its own. Regional papers
are still focused on local, rather than national TV-type news. Advertisements that
appear in newspapers, then, appear to be the focused on local products, with the MNCs
(Coke, Pepsi) advertising sporadically in this medium and concentrating on the urban
papers. Liberalization is thus making only a small dent in this advertising medium.

3.2.3.1.6 Cinema
"Since 1971, India has been leading the world in film production, and over
the last decade or so, the film factories have churned out an average of 80 films a year"
(Chakravarty, 1993, p. 9). The Indian film industry is the most prolific in the world.
Each state has its own regional cinema, and movies are released every Friday, all over
the country, in different languages and depicting different ways of life. With the postliberalization advent of Hollywood movies in dubbed forrn, audiences previously
restricted to regional movies can now flock to see Jurassic Park in Hindi, the national
language. Mainstream or popular cinema in India is becoming increasingly formulaic,
and past masters like Satyajit Ray of Pather Panchali fame are no longer featured in
movie halls, with "art" films fading out. Hollywood is increasingly entering the
consideration set of the Indian movie-going public. With American films already
enjoying an aspirational status among the upper middle class urban segment, and their
dubbed versions catching the fancy of the rest of the country, the current availability of
these films is proving to be an irresistible draw for country-wide audiences.
Advertisers can thus utilize this medium to disseminate western style ads whose
message will be further reinforced by the increased exposure of the movie-going
public to films depicting the western way of life and consumption.

3.2.3.1.7 Music
Film music and classical music used to form the main categories of
music listened to by mass audiences in India, but recent years have witnessed the birth
of Indian pop singers, remixes of film music with heavy doses of rap interspersed, and
an MTV-like channel, Channel V, airing would-be Madonnas and Michael Jacksons.
The influence of American music is made more pervasive by the satellite TV
revolution, which makes available the latest American pop music. It is not uncommon
to hear Hindi versions of the Macarena blaring at the roadside tea stall, illustrating the
increased penetration of western culture post-liberalization.

3.2.3.1.8 The Link between the Media Boom, MNCs and Advertising
The extensive network of channels available to both MNCs and national
manufacturers in India today means that advertising can now reach a larger arid more
diverse audience of potential consumers, both literate and illiterate, urban and rural,
across classes and regions. The spread of advertising can be expected to be even more
pervasive in post-liberalization India, and, consequently, its effect can be hypothesized
to be more powerful. Analysis of advertising, then, holds added relevance in the
current scenario.
The impact of the multinationals on the media is not related to the increase
in advertising alone. A multinational conglomerate like Unilever, with an advertising
budget of 1.4 billion rupees (a dollar is equivalent to roughly 36 rupees) can call the
shots with even government media channels like Dooordarshan, the governmentowned TV network.
The network is willing to listen to ideas from Unilever's media cell on
how to earn more revenue from its programs by changes in policy (Sengupta &

Pashupati, 1996, p. 173). MNCs are thus beginning to influence even government
media policy with their increasing clout in the Indian market.

3.2.3.2

The MNCs and Indian Advertising Agencies
While media options have multiplied in response to liberalization in India

today, the advertising industry is not far behind. " 11 of the top 20 advertising agencies
in 1992-93 had affiliations with multinational agencies (with access to their) research
and training methodologies" (Sengupta & Pashupati, 1996, p. 167). These figures
seem to imply that the advertisements produced in these agencies with western
affiliations will follow the cues provided by western advertisements, as the western
partners gain more of the stock and will thus have more of a say in the advertisements
produced. Not only are Indian advertising agencies increasingly affiliated with
multinational agencies, but their client list is also increasingly multinational. "Six of
the top 10 advertisers in 1992, Hindustan Lever, Procter & Gamble, Colgate
Palmolive, Nestle, ITC and Philips are affiliates of multinational corporations"
(Sengupta & Pashupati, 1996, p. 172). With advertisers and agencies thus increasingly
turning multinational, it is to be expected that advertisements in India today will
display western consumer society cues that support the creation of an audience for the
consumer goods flooding the market. The import of marketing techniques from the
West (Phillip Kotler is widely read by Indian advertising executives as the marketing
"guru") further ensures that the content incorporated in Indian advertisements postliberalization will reflect western, rather than traditional Indian value-orientations and
lifestyles.

3.2.3.3 The American MNC in India: Influence on Advertising and the Indian
Consumer
The increasing American presence in the Indian market, both in the
consumer goods sector (Coke, Pepsi, Levi's, Kellogg's), and in the advertising agency
sector (McCann Erickson, Leo Burnett, Ogilvy & Mather) implies that the portrayal
of lifestyles and values will be increasingly influenced by American values and
lifestyles propagating the idea of consumerism. Both the MNC and the savvy Indian
manufacturer have much to gain from disseminating the idea of the American
consumer society in India. By "creating dependencies on products" (that go along with
such a society and its lifestyle) "that people do not want or need," MNCs end up
"earning enormously high profits" (Ekelund & Saurman, 1988, p. 153). Further, the
aspirational value that accrues to all things American for the Indian consumer can only
help these American MNCs in their quest for larger profits.
The mindset of the Indian consumer is definitely undergoing a sea
change in the face of the entry of American MNCs. Sengupta and Pashupati (1996)
analyze this change by classifying the pre-liberalization Indian consumer as "fiscally
conservative," one who would frown upon the idea of debt, spend from their savings
only, and carefully consider the price-value equation before buying goods. Postliberalization, the Indian consumer is viewed as possessing a different set of "fiscal
values." This is illustrated by a study commissioned by the Housing Development and
Finance Corporation in 1993, which estimated that the percentage of Indian middleclass homes that had taken a loan to buy consumer durables had doubled in 3 years.
This study also identified three segments of Indian consumers in terms of their attitude
towards credit. The "hedonists" believe in instant gratification and are thus more likely
to buy now and pay later, the "hard-nosed realists" will pay for their consumer desires

only after rational assessment of the deal offered, and the "die-hard traditionalists"
who are likely to be debt-averse to the point of indefinitely postponing purchases not
within their immediate means. The question that springs to mind is whether the entry
of the (largely) American MNCs will push the Indian consumer to the first of these
categories, and whether current Indian advertisements would play a role in this
movement by portraying the lifestyles and values that would ultimately support
consumer hedonism. This study is a first step towards examining this possibility.

3.3 Linking the Theoretical Model and the Case Study
In the light of the above review of the Indian scenario post-liberalization,
we can propose that the theoretical model formulated in the previous section of this
thesis may lend itself to testing through application to this case-study. Some factors
that are instrumental in fostering the conditions essential for dependence and cultural
imperialism are the liberalization of the Indian economy in 1991, the subsequent entry
of predominantly American MNCs and the government go-ahead for the free operation
of these corporations in the Indian market. Along with this first step of liberalization,
other factors also contribute to the dependent relation between India and America, as
India depends on the USA for much-needed foreign capital. Organizations like the
IMF also lobby for the Indian government's adoption of the American free-market

model. The media boom in India post-liberalization and the subsequent advertising
access to the large Indian audience thus has a role to play in the proposed phenomenon
of cultural imperialism in India today. Equally important to this phenomenon are the
alliances formed between Indian and American advertisement agencies, with strategies
and values of the American partner influencing the type of advertisement produced in
India.

As the case study appears to fit the theoretical model proposed earlier,
this study will attempt to examine the validity of the model through examining the
case study, and conducting a comparative analysis of the content of Indian
advertisements pre- and post-liberalization.
Liberalization was a turning point for economic and subsequent cultural
changes including the emergence of a consumer society orientation rather than the
traditional Indian socio-cultural orientation. Liberalization could thus provide a valid
marker for the beginning of culturally dependent relations between India and America,
which would in turn be hypothesized to lead to cultural imperialism via current Indian
advertisements. Cultural imperialism would be expected to be reflected in an increased
depiction of American consumer society values, and decreased depiction of traditional
Indian cultural values in Indian advertisements today as compared to advertisements
before liberalization.

3.4 Hypotheses
The hypotheses that emerge as a guideline for this study are as follow:

H 1: Indian advertisements post-liberalization of the Indian economy in
199 1 will contain an increased number of American consumer society cultural values
as compared to Indian advertisements pre-liberalization.

H2: Indian advertisements post-liberalization of the Indian economy in
1991 will contain a decreased number of traditional Indian cultural values as compared
to Indian advertisements pre-liberalization.

Chapter 4
PROVIDING A RATIONALE FOR THE HYPOTHESES: A STUDY OF
CROSS-CULTURAL RESEARCH ON ADVERTISING CONTENT
The hypotheses proposed in this thesis are based on the expectation that
there will be an increase in the presence on American consumer society values and a
decrease in Indian traditional cultural values in Indian ads after liberalization, as
compared to Indian ads before liberalization. This study will test these hypotheses by
performing content analyses on a sample of Indian ads. An examination of the findings
of past research and cross-cultural analysis of ad content will provide a rationale for
the hypotheses.

4.1 Past Research Relevant to the Hypotheses and Rationale
This section will examine past research pertinent to the study. The results
obtained and methodologies employed by past researchers will aid in the theoretical
and methodological formulation of the current study. The hypotheses formulated in the
previous section of the thesis will be reformulated in terms of the specific cultural
indicators that will be used in the actual content analysis.

4.1.1 Cross-Cultural Analysis of Advertisements
Zandpour, Chang, and Catalano (1992) examined differences and
similarities between French, American and Taiwanese television advertisements,
categorizing them by strategy, content, and form. Their analysis reveals that the
sample of advertisements differed significantly on all three dimensions. American

advertisements, for example, focus on product benefits and use data-based arguments.
French advertisements use drama and symbolism unrelated to the product. Taiwanese
advertisements link the product to traditional Chinese consumer values.
Di Benedetto, Tamate, and Chandran (1992) examine differences between
American and Japanese advertisements. These advertisements differed in terms of the
use of indirectness, the use of brief dialogue, and the lack of correlation between the
advertisement content and the product being advertised, lending credence to the idea
of advertising embodying cultural differences.
Another study on the differences between advertisements produced in
different cultures is that conducted by Ramprasad and Hasegawa (1992). This study
also compares American and Japanese commercials, finding that American
advertisements use hyperbole and comparative strategies, while Japanese ads use the
distinctive nature of the product and preemptive strategies. If' research has revealed
distinct differences in advertisements across cultures, it can be assumed that Indian
advertisements, too, will display a distinct character. Examining its changing nature
over time could provide cues as to cultural changes.

4.1.1.1 Linking Past Research and the Hypotheses
These studies lend further credence to the theory that different cultural
environments produce different advertisements. The study proposed in this paper aims
to elaborate on this finding. If different cultural environments do have an impact upon
ads, then the hypotheses that current Indian advertisements are different from past
Indian advertisements as the cultural environment is different for each set of
advertisements seems to be a reasonable one. This study seeks to examine what
happens when a different cultural environment is imposed on an existing culture. In

other words, if liberalization is leading to the Americanization of Indian culture, will
Indian advertisements reflect this change?

4.1.2 The Role of Culture in Advertising in International Markets
Harvey (1993) proposes that the decision to standardize or localize
advertisements for an international market depends upon six variables that include the
cultural and societal impact of the advertisement on the consumer in such a market.
Specifically, he raises the question of whether advertisements for multinational
products in international markets should try to maintain the same cultural approach as
in the home country of the company, or whether they should try to customize these
advertisements in order to reflect the culture of the local market.
Standardization should produce advertisements that contain values that
are more reflective of the country of origination. Localized strategies should produce
advertisements that have values more consistent with the host culture.
Kanso (1992) studied the effect of culture on advertising, and revealed that
the culturally oriented advertising executive tends to favor the localized approach to
international advertising, whereas the non-culturally oriented advertising executive
does not. However, the study does not claim to examine the extent to which the
advertising executive actually implements these professed approaches in such
advertisements, leaving this question open for future research. The study does
establish, however, that the role of cultural orientation is important in the formulation
of advertisements for international markets. In applying this finding to the proposed
study, one can argue that advertising executives in an overseas market like India today
are increasingly being trained in the western approach to advertising. This is especially
the case for agencies owned by western MNCs.

A study by Shao and Hill (1992) indicates that 34.3% of the American
agencies interviewed as part of an attempt to gauge the perceived shortages in terms of
agency skill and personnel in the overseas branches of these agencies report that
cultural advisors are in shortage, while 45.3% report that creative directors are lacking.
The agencies in India report that copy translators, creative directors, broadcast
producers and directors, art directors and legal advisors, among others, are in short
supply. These findings appear to further stress the case for western training of overseas
agency personnel, as indigenous talent appears to be missing or perceived to be
missing. Such training could be seen as leading to the production of western cultnreoriented advertisements by these agencies.
Zandpour, Campos, Catalano, Chang, Cho, Hoolyar, Jiang, Lin, Madrid,
Scheideler, and Osborn (1994) examine the role and effect of cultural differences in
the formulation of advertisements that appear in a range of countries around the world.
Their use of cultural differentiators, or markers for cultural difference within the
advertisement, is especially relevant to the study proposed in this paper. Some of the
cultural differentiators in use are the orientation of a culture towards the notions of
individualism versus those of collectivism, towards the notion of power distance, or
the extent to which people see authority as a basic part of their society, and towards
the notion of uncertainty avoidance, or the extent to which people of a culture feel
threatened by ambiguity. Other differentiators include cultural perceptions of time,
whether monochronic in nature, where people do one thing at a time and seek explicit
and verbal information, or polychronic in nature, where people multitask, and rely
more on implicit and non-verbal information. This thesis will seek to use similar
cultural differentiators in formulating a coding scheme for the categorization of Indian

advertisements pre- and post-liberalization into traditional Indian culture-oriented
versus American culture-oriented groups.
Zandpour et a1 (1994) categorize Indian advertisements within a
polychronic, high power distance, low uncertainty avoidance, and high collectivism
framework while American ads are placed within a monochronic, low power distance,
high uncertainty avoidance and high individualism framework. This study will draw
upon some of these classifications in order to differentiate traditional Indian from
American-oriented Indian advertisements.
Another interesting point raised by the Zandpour et al. (1994) study is the
influence of US advertisers and advertising agencies on the advertising message on a
pre-existent national advertising approach. "US corporations' communication policies
and practices could potentially influence national advertising, especially if they are
using a standardized approach in their marketing communication" and " due to the size
and prestige of US advertising agencies, it is reasonable to assume that strong presence
of US ad agencies in a market may potentially affect the tone of the advertising in that
market" (Zandpour et al., 1994, pp. 37-38). If the Indian context today, which is
witness to the increasing presence of both US advertisers and advertising agencies, is
indeed undergoing changes because of this presence, the proposed study will aid in
revealing these changes.

4.1.2.1 Linking Past Research and the Hypotheses
Research appears to indicate that culture does play an important part in the
production of advertisements for international markets. Western MNCs appear to have
the deciding vote on advertisements released for their products overseas, and, in the
specific case of India, the dominant western partnership in Indian advertisement

agencies post liberalization has led to the implementation of training of ad agency
personnel in the western way of creating ads. The proposed predominance of western
lifestyle and cultural cues in the content of post-liberalization ads thus appears to be in
line with past research.
The operationalization of the hypotheses in terms of content analysis is
also backed up by the studies already conducted using the premise that cultural
differentiators exist in advertisements and can be classified for further analysis.
Further, Zandpour et al. (1994) provide valuable data on the categorization of
American versus Indian culture in the context of the analysis of advertisements. This
information is directly applicable to the methodology of the proposed study.

4.1.3 Westernization of Advertisements in Non-Western Markets
Mueller (1992) opens up a hitherto unsuspected aspect to the research
question under study. Mueller's study examines westernization in Japanese
advertising, and attempts to classify Japanese advertisements over a period of time
(1978 to 1988) in order to determine whether westernization (in this case assumed to
be synonymous with Americanization) has increased or decreased. The study classifies
Japan as a high context society that stresses interpersonal relationships, non-verbal
communication and awareness of social settings, while classifying America as a low
context society that stresses explicit, verbal communication. The Japanese orientation
within an advertisement is then labeled as soft sell, or the creation of a mood and the
use of an indirect manner. The American orientation is divided into two possible
categories, product merit, which highlights product features, and hard sell, which
aggressively and directly promotes the product, sometimes using comparative
techniques to rule out competitors. The findings of this study appear to be divergent

from Ramprasad and Hasegawa (1992), in that the Japanese advertisement, rather than
the American advertisement, is classified in their study as using specific productrelated content. The anomaly could be due to difference in formulation of the coding
instrument, leading to non-comparable results.

4.1.3.1 Linking Past Research and the Hypotheses
Mueller's (1992) analysis reveals that despite the concern over the
westernization of Japanese society, Japanese advertisements are in fact becoming more
Japanese over time. The findings of this study, isolated though it is, could have
implications for the proposed hypotheses. Are Indian advertisements becoming more
Indian over time, rather than more western, as is stated in the hypotheses? Or is the
socio-political and cultural environment of Japan sufficiently different from the Indian
context, and thus indicative of a different result post analysis? In either case, Mueller's
study comes closest to the proposed one, and will thus serve as a benchmark of sorts
for the proposed study.

4.2 Relating the Hypotheses to the Cultural Differentiators
This study will utilize two dimensions of McCarty's (1994) classification
of cultures. The first dimension to be used will be "time orientation," defined as the
emphasis placed by people of a culture on the past, present, or on the future, and the
importance of time in that culture. The second dimension to be used will be
"relationship with nature," defined as whether people in a culture see themselves as
conquerors of nature, or not. McCarty perceives America as having a time orientation
for the present, and having the relationship of conqueror with nature. India has a time

orientation towards the past or the future, not towards the present, and has a symbiotic
relationship of cooperation with nature.
Hofstede and Bond (1984) discuss the classification of cultures along
various dimensions, and the dimension of "individualism" versus "collectivism" from
their system of classification will be utilized in this study. Classification on this
dimension indicates that America is individualistic, while India is collectivist-oriented.
The hypotheses guiding this study can, then, be related to specific cultural dimensions
and categories. It is hypothesized that the sample of Indian advertisements postliberalization would contain an increased incidence of cultural cues that fall into the
category of American culture, and a decreased incidence of cultural cues that fall into
the category of Indian cues. The American cultural cues would be related to instant
gratification, and efficient use of the consumer's time, along with an emphasis on the
individual, and on controlling nature. The Indian cultural cues would be related to
delayed gratification, and not-so-efficient use of the consumer's time, along with an
emphasis on the group, and on cooperating with nature. The sub-hypotheses that will
be utilized in conducting the study are outlined below.
Hypothesis 1: The incidence of product and theme types associated with
instant gratification of consumer needs will be higher in the post-liberalization
magazine advertisements than in the pre-liberalization advertisements, and the
incidence of product and theme types associated with delayed gratification of
consumer needs will be higher in the pre-liberalization than in the post-liberalization
advertisements.
Hypothesis 2: The incidence of product and theme types associated with
efficient use of the consumer's time will be higher in the post-liberalization magazine

advertisements than in the pre-liberalization advertisements, and the incidence of
product and theme types associated with inefficient use of the consumer's time will be
higher in the pre-liberalization than in the post-liberalization advertisements.
Hypothesis 3: The incidence of product and theme types associated with
intended benefit of the individual will be higher in the post-liberalization magazine
advertisements than in the pre-liberalization advertisements, and the incidence of
product and theme types associated with intended benefit of the group will be higher
in the pre-liberalization than in the post-liberalization advertisements.
Hypothesis 4: The incidence of product and theme types associated with
intended product usage by the individual will be higher in the post-liberalization
magazine ads than in the pre-liberalization advertisements, and the incidence of
product and theme types associated with intended product usage by the group will be
higher in the pre-liberalization than in the post-liberalization advertisements.
Hypothesis 5: The incidence of product and theme types associated with
benefits related to control over Nature will be higher in the post-liberalization
magazine ads than in the pre-liberalization advertisements, and the incidence of
product and theme types associated with benefits related to cooperation with Nature
will be higher in the pre-liberalization than in the post-liberalization advertisements.
Hypothesis 6: The incidence of product and theme types associated with
product usage related to control over Nature will be higher in the post-liberalization
magazine advertisements than in the pre-liberalization advertisements, and the
incidence of product and theme types associated with product usage related to
cooperation with Nature will be higher in the pre-liberalization than in the postliberalization advertisements.

Hypothesis 7: The incidence of theme types associated with settings
depicting control over Nature will be higher in the post-liberalization magazine
advertisements than in the pre-liberalization ads, and the incidence of theme types
associated with settings depicting cooperation with Nature will be higher in the preliberalization than in the post-liberalization advertisements.

Chapter 5
METHODOLOGY
This study will analyze the symbolic content using two samples of Indian
print advertisements, from randomly selected back issues of an Indian magazine -India
Today - for two time periods, 1982 and 1996-97, before and after the 1991
implementation of the policy of economic liberalization. Statistical analysis of the data
obtained through content analysis will reveal whether the proposed hypotheses are
significant or not.

5.1 The Sample
The sample was obtained from a fortnightly Indian current affairs
magazine, India Today, first published by Living Media (India) Ltd., New Delhi in
1972. The target audience for this magazine is the urban, largely middle class, English
language speaking reader. The advertisements placed in this magazine are likely to be
for mainstream, fairly conservative products like consumer goods and financial
services. The use of this sample is partly dictated by convenience, as back issues of
this magazine are readily available in the United States, and partly by the quality of the
sample. While choosing a less conservative publication may cast doubts on the
widespread applicability of the findings, choosing a magazine like India Today would
present a more accurate depiction of mainstream changes in cultural content.
The sample was restricted to full page advertisements, as most of the
advertisements in this magazine are full page, and examining the smaller

advertisements would not yield comparable results as they would be more condensed
and contain less information than the larger advertisements. Each issue of the
magazine contains approximately 25-30 advertisements. The sample size was set at
400, with 200 advertisements selected by interval sampling from issues of the

magazine from each of the two time periods selected. No duplicate advertisements
were coded.

5.2 The Unit of Analysis
The unit of analysis was a single, full-page magazine advertisement. As
most of the advertisements in the selected sample fall into this category, the sample
will be large and the advertisements will be comparable and not disparate due to
changes in content that may occur for advertisements that are smaller in size than full
page advertisements.

5.3 The Concepts, Variables and Coding
The first step in setting up a coding scheme was the choice of a few
cultural dimensions on which each of the two cultures in question, Indian and
American, vary. The choice of the dimensions to be used in this study was dictated by
two factors. Firstly, the two nations under study should vary on these dimensions, and
secondly, these dimensions should translate readily into advertising content. The subhypotheses proposed in the previous chapter were operationalized in order to
formulate a coding framework for the study. For the purpose of testing the hypothesis
guiding this study, the three dimensions of time orientation, orientation towards
individualism versus collectivism, and attitude towards nature were operationalized by

linking them to categories related to product and theme type. The following section
will outline the details of this process.
In addition, the coding instrument included structural variables. The mode
of operationalization of these variables is summarized in the next section. The coding
instrument is part of the Appendix, and follows the structure of Sen's (1992) study.
5.3.1 Structural Variables
The structural variables will indicate the location of the advertisement
being coded within the sample set. A brief description of each of these variables
follows.
Magazine type based on the year of publication: Used in order to identify
the magazine type by the year of publication of the issue in which the ad was printed.
Month of Publication: Used to identify the month in which the
advertisement appeared.
Date of Publication: Used to identify the date on which the advertisement
appeared.
Advertisement Number: Used to identify the advertisement being coded.
5.3.2 Product and Theme Type-Related Variables
Product and theme type (theme being defined as the idea underlying the
advertisement as evidenced through the visual and written components of the
advertisement) as depicted in the advertisements was divided into several categories
based on the three cultural dimensions under study. The variables related to product
and theme type aided in classifying the advertisements being coded into the cultural
dimension-related categories.

The dimension of time orientation was measured by examining the
association of the product or theme with the benefit of instant versus delayed
gratification of the intended consumer's needs. This dimension was also measured by
examining the association of the product and theme with the benefit of using the
consumer's time efficiently versus inefficiently. The two variables that were
formulated in order to measure time orientation are outlined below.
Product and theme type by association with instant versus delayed
gratification: Used to identify the product and theme in the advertisement being coded
as offering the benefit of instant gratification of the intended consumer's needs or
delayed gratification of the intended consumer's needs. An example of the former
would be an offer of 'buy now pay later schemes'. An example of the latter would be
an offer of earning money over the years like savings accounts or life insurance
schemes.
Product and theme type by association with efficient versus inefficient
usage of the consumer's time: Used to identify the product and theme in the
advertisement being coded as offering the benefit of efficient usage of the intended
consumer's time. An example of the benefit of efficient time use is the offer of
multiple simultaneous product benefits (moisturizer plus sunscreen). An example of
inefficient use of the intended consumer's time is the offer of one product benefit only.
The dimension of individualism versus collectivism was assessed in
two ways. Firstly, by examining the association of the product and theme with the
intended benefit of the product for the individual versus the group, and secondly by
examining the association of the product or theme type with the intended usage of the
product by the individual or by the group. The two variables that were formulated in

order to measure orientation towards individualism versus collectivism are detailed
below.
Product and theme type by intended benefit, whether individual or
collective: Used to identify the product and theme advertised in the advertisement
being coded as being associated with individual versus group benefits. An example of
the former would be an offer of individual increase in status through the use of a
product like a new car. An example of the latter would be an offer of increase of group
security through the use of insurance for the family. The variables in use are outlined
below.
Product and theme type by intended usage, whether individual or
collective: Used to identify the product and theme advertised in the advertisement
being coded as being associated with individual versus group product usage. An
example of the former would be an offer of a product geared towards individual use
like a personal electric shaver. An example of the latter would be an offer of a product
geared towards group use like a family vacation in a resort.
The dimension of control or cooperation with nature was measured by
examining the association of the product and theme with the benefit of controlling
nature versus the benefit of cooperating with nature. This dimension was also
measured by examining the association of the product and theme with the benefit of
product usage that related to control over nature, (the benefit of disposability) versus
the benefit of product usage that related to cooperation with nature, (the benefit of reusability). Lastly, this dimension was explored by examining the association of the
theme and setting of the advertisement with depictions of man gaining control of
nature versus depictions of man cooperating with nature.

Product and theme type by association with benefits related to control
versus cooperation with Nature: Used to identify the product and theme advertised in
the advertisement being coded as offering the benefit of controlling nature through use
of technology or the benefit of cooperating with nature. An example of the former
would be the offer of regulating the temperature of your environment through the use
of air conditioners. An example of the latter would be the offer of all-natural, herbal
ingredients in a product.
Product and theme type by association with product usage related to
control versus cooperation with Nature: Used to identify the product and theme
advertised in the advertisement being coded as being associated with the benefit of
controlling nature or the benefit of cooperating with nature. The former would be
exemplified by the offer of the benefit of disposability, as in the case of 'use and
throw' paper napkins. The latter would manifest itself in the offer of the benefit of
reusability or recycling, as in the case of products that use recycled materials or last
for a lifetime of use like a house.
Theme type by association with settings depicting control versus
cooperation with Nature: Used to identify the setting advertised in the advertisement
being coded as depicting control over nature or depicting cooperation with nature. An
example of the former would be a high technology setting or a picture of all-terrain
vehicles conquering mountainous territory. An example of the latter would be a natural
landscape within which man is shown as coexisting with his surroundings, not
conquering them.

5.4 Analysis, Reliability and Validity
Content analysis was carried out by two coders in order to determine the
reliability of the variables in use. The data obtained after the final content analysis was
analyzed statistically, using the SPSS Program, in order to test the hypotheses for
statistical significance and validity.
The results of the preliminary testing of the variables for reliability are
reported below. The results of this test determined the use of each the variables for
further content analysis.

5.4.1 Results for Reliability of Variables
The results of the reliability test (using the Krippendorf's alpha) for the
variables utilized in the study are presented in tabular form on the following page.
These results determined the use of variables for subsequent analysis. The variables
that were found to be unreliable were not utilized in testing the hypotheses

Table 1: Reliability coefficients for the variables used in the study
VARIABLE LIST
TIME ORIENTATION :
GRATFICATION
TIME ORIENTATION: EFFICIENCY
INDIVIDUAL1
COLLECTIVE: BENEFIT
INDIVIDUAL1
COLLECTIVE: USAGE
NATURE: CONTROL1
COOPERATION: BENEFIT
NATURE: CONTROL1
COOPERATION: USAGE
NATURE: CONTROL1
COOPERATION:

RELIABILITY COEFFICIENT
0.85
0.76
0.83
0.92
-0.04
0.83
0.64

I

SETTING

While most of the variables were found to be reliable, the variable Nature:
Controll Cooperation: Benefit was discarded because it was found to be unreliable,
possibly because most advertisements did not have a clear cut technological or naturerelated benefit to offer, making their classification into one or the other category
somewhat subjective. The variable Nature: Control1 Cooperation: Setting had a lower
reliability than is usually acceptable (0.75 or higher), possibly because it was difficult
to determine what category a setting without a clear cut natural or technological theme
would fall into, but the variable was included in the subsequent analysis as it was close
to the cut-off point.

Chapter 6
RESULTS

6.1 Introduction to the Analysis
The study commenced with an analysis of reliability from the data
obtained from two coders who used the coding instrument (see Appendix) to code a
part of the sample. The entire sample of 400 advertisements was then coded, each
advertisement was categorized for each of the variables in turn, and the data obtained
was analyzed in order to obtain Chi-Square values and to determine the significance of
the results. The results are presented for both categories of each variable, while the
advertisements that could not be coded into either category have been treated as
missing data.

6.2 Results: Testing the Hypotheses Using Cross Tabulation

Table 2: Cross tabulation of gratification by pre-liberalization sample vs. postliberalization sample

1

Pre-liberalization sample
(n = 167)
) 59.9%
40.1%
100%

Instant Gratification
Delayed Gratification
TOTAL
N = 351
X2 = 43.90, df = 1, p. = .000

1

Post-liberalization
(n = 184)
90.2%
9.8%
100%

Hypothesis 1 proposed that instant gratification would be more frequent in
the post-liberalization than in the pre-liberalization sample, and that delayed
gratification would follow the reverse trend, and this hypothesis was supported by the
findings. The chi-square value of 43.90 (df = 1) was significant at the 0.000 level.
While 90.2% of advertisements in the post-liberalization sample had the attribute of
instant gratification as compared to 59.9% of advertisements in the pre-liberalization
sample; 40.1 % of advertisements in the pre-liberalization sample had the attribute of
delayed gratification as compared to 9.8% of advertisements in the post-liberalization
sample. This indicates a growing trend in the incidence of cultural cues associated
with the western capitalist economic model post-liberalization of the Indian economy.

Table 3: Cross tabulation of efficiency by pre-liberalization sample vs. postliberalization sample

Time efficiency
Time inefficiency
TOTAL
N = 367
X 2 = 1.61, df

Pre-liberalization sample
(n = 190)

Post-liberalization sample
(n = 177)

9 1.6%
8.4%
100%

94.9%
5.1%

= 1, p. = .205

Hypothesis 2 proposed that efficient use of the consumer's time would be
more frequent in the post-liberalization than in the pre-liberalization sample, and that
inefficient use of the consumer's time would follow the reverse trend, but this
hypothesis was not supported by the findings as the chi-square value of 1.61 (df =1)
was not significant at the 0.05 level. This indicates that time efficiency may not be a

good measure of the difference in the pre and post-liberalization samples. An
explanation of this finding may be that efficiency as it is defined in this study (offering
multiple benefits with the use of one product) could be an essential ingredient of
advertising per se, whether it was advertising pre or post-liberalization. Another
explanation could be that the variable was not defined correctly, leading to difficulty
in coding the advertisements for the variable, such as in the case of an advertisement
for a product that stresses a single product benefit that yet saves the consumer time,
like a car that is advertised as offering the benefit of not requiring servicing regularly.

Table 4: Cross tabulation of individuaVcollective benefit by pre-liberalization
sample vs. post-liberalization sample
Pre-liberalization sample
(n = 188)

Post-liberalization sample
(n = 181)

--

56.4%
Individual Benefit
43.6%
Collective Benefit
TOTAL
100%
N = 369
X2 = 39.79, df = 1, p. = .000

86.2%
13.8%
100%

1

1

4
I

Hypothesis 3 proposed that individual benefit through product use would
be more frequent in the post-liberalization than in the pre-liberalization sample, and
that group benefit through product use would follow the reverse trend, and this
hypothesis was supported by the findings. The chi-square value of 39.79 (df = 1) was
significant at the 0.000 level. While 86.2% of advertisements in the post-liberalization
sample had the attribute of individual benefit as compared to 56.4% of advertisements
in the pre-liberalization sample; 43.6% of advertisements in the pre-liberalization

sample had the attribute of group benefit as compared to 13.8% of advertisements in
the post-liberalization sample. This finding further strengthens the notion that western
cues are becoming increasingly predominant in Indian advertisements.

Table 5: Cross tabulation of individuaVcollective usage by pre-liberalization
sample vs. post-liberalization sample

I

) Pre-liberalization sample
51.1%
Individual usage
48.9%
Collective usage
TOTAL
100%
N = 370
X2 = 52.99, df = 1, p. = .000

( post-lib~rali~atio~sarn~le~l
86.3%
13.7%

Hypothesis 4 proposed that individual usage products and themes would
be more frequent in the post-liberalization than in the pre-liberalization sample, and
that group usage products and themes would follow the reverse trend, and this
hypothesis was supported by the findings. The chi-square value of 52.99 (df = 1) was
significant at the 0.000 level. While 86.3% of advertisements in the post-liberalization
sample had the attribute of individual usage as compared to 5 1.1% of advertisements
in the pre-liberalization sample; 48.9% of advertisements in the pre-liberalization
sample had the attribute of group usage as compared to 13.7% of advertisements in the
post-liberalization sample. This indicates that the emphasis of Indian advertisements is
shifting towards a predominantly western cultural climate - that of individualism.
Hypothesis 5 was not tested due to the fact that the variable related to this
hypothesis was found to be unreliable.

Table 6: Cross tabulation of controYcooperation with nature related usage by
pre-liberalization sample vs. post-liberalization sample
Pre-liberalization sample
(n= 173)
13.9%

Control over nature related
usage

Post-liberalization sample
23.3%

g
1 related usage

1
TOTAL
100%
N = 336
X2 = 4.97, df = 1, p. = .02h

I

100%

Hypothesis 6 proposed that control of nature related usage would be more
frequent in the post-liberalization than in the pre-liberalization sample, and that
cooperation with nature related usage would follow the reverse trend, and this
hypothesis was supported by the findings. The chi-square value of 4.97 (df = 1) was
significant at the 0.026 level. While 23.3% of advertisements in the post-liberalization
sample had the attribute of control over nature related usage as compared to 13.9% of
advertisements in the pre-liberalization sample; 86.1% of ads in the pre-liberalization
sample had the attribute of cooperation with nature related usage as compared to
76.7% of advertisements in the post-liberalization sample. This indicates that the
liberalization of the Indian economy has indeed paved the way for depictions of
western cultural orientations in Indian advertisements.

Table 7: Cross tabulation of controYcooperation with nature related settings by
pre-liberalization sample vs. post-liberalization sample

1

I

I Pre-liberalization sample I Post-liberalization sample)
(n = 152)
67.1%

Control over nature related
settings
Cooperation with nature
32.9%
related settings
TOTAL
100%
N = 286
X2 = 6.64, df = 1, p. = .009

(n = 134)
80.6%
19.4%
100%

Hypothesis 7 proposed that control over nature related settings would be
more frequent in the post-liberalization than in the pre-liberalization sample, and that
cooperation with nature related settings would follow the reverse trend. This
hypothesis was supported by the findings. The chi-square value of 6.64 (df =1) was
significant at the 0.009 level. The comparatively large number of missing cases could
be because advertisements that lacked a pictorial backdrop and failed to mention
nature at all in their body copy could not be classified for this setting-related variable.
While 80.6% of ads in the post-liberalization sample had the attribute of control over
nature related settings as compared to 67.1% of advertisements in the preliberalization sample; 32.9% of ads in the pre-liberalization sample had the attribute of
cooperation with nature related settings as compared to 19.4% of advertisements in the
post-liberalization sample. This last finding seems to further reinforce the assertion of
the hypotheses underlying this study, that changes in economic policies do have an
impact on cultural content of the media, and that the dominant western cultural model
is slowly seeping into Indian advertisements as the economic climate of the country
changes.

Chapter 7
DISCUSSION AND CONCLUSIONS

7.1 Implications of the Results of the Study
This section will explore the implications of the findings in detail. The
three broad areas under examination will be the implications of the results for India,
the implications for other developing countries undergoing economic change, the
implications for the theoretical model proposed in this paper, and directions for future
research. Some of the main limitations of the study will also be discussed.

7.11 Shift in Cultural Content of Advertisements Pre- and Post- Liberalization
The findings of this study seem to point toward a definite shift in the
cultural content of Indian advertisements between the two time periods, consistent
with the pre and post adoption of the economic liberalization policy. This shift implies
that the proposed westernization of Indian advertisements is indeed in evidence and
that the theoretical model formulated in this thesis is validated within the scope of the
study. Let us examine a "typical" Indian advertisement from the pre-liberalization era
versus one from the post-liberalization era. The results of this study would indicate
that the post-liberalization ad would contain more emphasis on instant gratification of
consumer needs, individual benefits from and individual usage of products, and
controlling nature through product usage. The pre-liberalization advertisement would
contrast sharply with these cues of capitalist culture by emphasizing delayed

gratification of consumer needs, collective benefit from and usage of products, and
cooperating with nature through product usage. The western economic model of
capitalist society thus seems to be replacing the traditional Indian model with
liberalization acting as a trigger factor, unlike the Mueller (1992) study that found
evidence for an increased Japanese influence in Japanese advertisements over time.
The cultural and economic differences between India and Japan could be a reason for
the disparate findings in the two cases.
The differences in cultural content in the pre- and post-liberalization
sample lead us to questions of whether such differences will lead to changes in the
manner in which Indian society defines itself, and if so, to what degree will this
change occur? The other possibility to be considered is whether the changes in the
advertising reflect a larger socio-cultural change in India.
If it can be demonstrated that advertising in this case is leading ssociocultural change, then the cues of instant gratification that occur in such large numbers
in the current sample of Indian advertisements seem to indicate that the Indian
consumer will succumb sooner or later to the urge to live beyond his or her means (an
advertisement in the post-liberalization sample commands the consumer to "move up
in style" instantly with the purchase of a sleek leather briefcase). In a country that has
yet to achieve the standards of living that are taken for granted in most developed
countries, the spread of the credo of instant gratification may well produce people
either heavily in debt or dissatisfied with their inability to achieve their consumer
needs immediately, or both.
The trend towards an increasing emphasis on individual needs and
products geared towards those needs in the post-liberalization sample (an

advertisement from the post-liberalization sample for a handicraft shop not only offers
"infinite ways of self expression" but also asserts that "status is measured by what you
possess") raises the issue of the impact of such an emphasis on the largely traditional
structure of Indian society. Although the shift of family structure from the joint family,
consisting of several generations of people within the same family staying under one
roof, to the nuclear family, consisting of couples living independently with their
children, is already in evidence in India, the increased focus on the individual may
well precipitate this shift on a larger scale. What consequences will this shift have on
issues such as caring for the elderly, sharing rather than dividing up resources, and the
added strain on housing facilities?
Lastly, if controlling nature through product usage continues to gain
importance in advertisements ("when there is an overwhelming fear of driving rain it
is important that you do not bow down" proclaims an advertisement for tires), the
impact on Indian society could be a point of concern. India has traditionally leaned
towards an attitude of cooperation with nature, and herbal remedies, exercise modes
which claim to renew one's connection with one's body and with nature like yoga, use
of ecologically friendly packaging made of natural materials like jute, coir and clay,
and ingenious recycling of almost any type of packaging are part of the Indian way of
life. However, if cooperating with nature becomes secondary to controlling it, we can
expect to see the same disregard for the environment in terms of the use of nonbiodegradable packaging that "developed" nations once had and are now trying to
reform. While some aspects of controlling nature through use of consumer products
will definitely improve the lifestyle of the average Indian consumer, (temperature
control, for example, can be viewed as a welcome option in a largely tropical country),

the question to be asked is whether such changes will be implemented in an ecofriendly manner or not. Thus an important consequence of the increased and often
pervasive westernization of cues in the media may well be the unchecked import of
practices now considered harmful in the developed nations to developing nations.
The stress on western consumerist cues and on products that endorse such
cues in recent Indian advertisements also leads us to conjecture about the direction that
Indian culture will take in the future, and how that direction will affect Indian society
in the long term. As an illustration of this point, if we compare a pre-liberalization or
more traditionally Indian advertisement versus a post-liberalization or more western
advertisement for a product like paint, we find that the first advertisement stresses
collective benefits from using the product, while the second advertisement stresses
individual benefits. Are such changes a natural expression of a changing society's
needs, or are they, in a sense, forced on the society in question in order to raise profit
margins, without much thought given as to their impact on that society?
While a changing society cannot, in the short term, be judged as moving
towards a positive or negative direction, and while the very concept of judging societal
shift is fraught with problems, the findings of this study seem to indicate that the
nature of such changes are dictated largely by the economically stronger section of the
world, and cultural imperialism then becomes a valid issue to consider. Thus the
concerns voiced on behalf of the developing nations exposed to a barrage of economic
and cultural dos and don'ts from the developed nations certainly deserve attention.
Some of the issues that spring from this concern are examined in the following
section.

7.1.2 Economics, Media, Advertising and Culture
The study also seems to validate the proposed link between change in the
economic model adopted by a nation and change in the content of advertisements. The
flow of information from the economically stronger western1American nation does
seem to be impacting the less economically powerful nation, as was explicated in
Haynes' (1989) discussion on Galtung's theory of biased media flow. The role of the
mass media in effecting this flow is also an important point to be noted, as the open
door policy adopted by India as regards trade and information flow from the capitalist
nations via mass media can be seen to contribute towards the phenomenon of the
westernization of Indian advertisements post-liberalization.
If economics can affect the cultural content of advertisements, then the
question of cultural imperialism is not far behind, especially when an economically
disadvantaged nation adopts a policy that allows stronger nations to affect traditional
culture within a few years of the adoption of the policy, as is evidenced by the Indian
case study. As stated in the introductory chapter to this dissertation, the leap from
change in advertising content to change in the culture of society as a whole is not a
straightforward one. Even if liberalization did lead to more westernized cultural cues
in Indian advertisements, it is a debatable issue whether these advertisements will
change Indian cultural traditions overnight or even at all, or whether the westernized
cues arise from cues within Indian society itself. Nevertheless, the finding that
advertisements act as a barometer of economic change, at least in this study, is
significant as it opens the way for further and more wide-ranging research on the
subject.
The role of the MNCs in bringing about the westernization of Indian
advertisements is also an interesting one. These multinational corporations were one of

the first manifestations of the liberalized climate in India, as in many other developing
nations around the world, and their role in bringing in a new era of advertisements
which propagate capitalist lifestyles and cultural orientations is a significant one. As
discussed in the theoretical review section, MNCs stand to benefit hugely from the
adoption by new markets of ideologies like "buy now pay later". The conversion of
fledgling markets to consumerist supermarkets is definitely to the MNC's advantage,
and the study indicates that the entry of the MNCs into India did play a role in
changing the cultural landscape of Indian advertisements. Again, further research is
needed in order to flesh out this finding, and examine the translation of these
advertisement-related cues into any change in the buying habits or lifestyle of the
Indian consumer.
The recent structural economic changes in India that are leading to the
adoption of the capitalist model thus seem to have worked their way through the
agency of MNCs and the mass media into advertisements. Advertisements driven and
shaped by both these agencies are displaying a tangible cultural shift towards the
western consumer society model. Is cultural imperialism at work here, in the classic
tradition of a stronger nation replacing a weaker nation's culture with its own for
economic motives? Or is the equation more complex, with the weaker nation adopting
some but not all of the new cultural cues as its society sees fit? Are these cues
changing the cultural fabric of the weaker nation or are they modifying superficial
habits while remaining unable to penetrate the traditional cultural base of the host
society? Are there other indicators of this change and if so what is their relative and
collective impact on the cultural psyche of the host nation? The findings of this study
pave the way for further exploration of these issues.

7.2 Limitations of and Future Directions for the Study
The limitations of this study arise from its limited examination of the
theoretical model proposed earlier in the dissertation. An in-depth examination of this
model would call for specially designed studies testing the link between the various
steps in the model. The current findings illustrate that a link does exist between the
economic changes in a nation and the changing cultural content of advertisements.
However, the cause-effect explanation is not easily validated due to the host of other
factors that could influence and mediate this change. Furthermore, examination of
advertisements from one type of magazine only could be limiting as far as the
implications of the results go. Using a varied sample, varied in both intended
readership and language (English language versus regional language magazines)
would allow for a greater understanding of the phenomenon under study.
The coding instrument in use could also be fine-tuned by adding more
cultural dimensions to it, and testing the reliability of a larger number of indicator
variables. The variable measuring time efficiency versus time inefficiency needs to be
re-defined in order to improve its reliability. Lastly, the study could increase its impact
on mass communication research by an examination of the proposed phenomenon
(increased western cultural cues in the wake of increased adoption of western market
models) in various mass media vehicles and in various nations.
Future directions to this study will now be discussed in detail. Firstly, the
theoretical model proposed as the underlying rationale for this study could be
examined closely as to its explanatory power and efficacy in multiple situations. For
example, the model could be modified through research to fit the special conditions of
other nations like Thailand or the Philippines. This would allow for a comparison of
the effects of spreading global consumerism in various parts of the world. Secondly, as

mentioned in the previous paragraph, the coding instrument could be improved and
applied to a variety of mass communication materials in order to test the ~ossibilityof
increased western cues in all mass media. For example, the cultural content of
television programs could be studied before and after changes in a nation's economic
policy, and this study could again be extended across nations in order to compare
relative differences and similarities. The question of whether uniform economic
changes produce the same type of shift in cultural cues in mass media content in
different nations would be addressed by research of this nature. For example, would
the adoption of a free market model in, say, Bangladesh, lead to the same increased
frequency in western cues in mass media as in India?
Thirdly, the effect of changes in the cultural content of advertising on the
audience for such advertising would provide another avenue for research. A series of
focus groups directed towards consumer decoding of these cues would lead to answers
on the effect of these advertisements. In order to study this question further, the
consumers could be exposed to different sets of advertisements, some more
westernized and some more traditional, and their subsequent buying patterns could be
tracked for traces of western-style buyer behavior versus traditional buyer behavior.
Studying differences in cultural perceptions among different generations of people in a
nation undergoing capitalist-style economic restructuring would also yield important
results. In a country like India, for example, or Germany, the pre and post-capitalist
generation might be expected to possess different cultural viewpoints, and the role of
the mass media in fostering these perceptions could be examined.
Next, studies on the long-term versus short-term effects of exposure to
mass media content portraying consumerist cultural cues could aid in developing more

insight into the type of world view inculcated among the audience for such media.
Does this world-view differ in terms of cultural stances and issues? If so, what are
some of the mediating factors - like age, or education levels? Lastly, a pertinent
offshoot of this line of research would be to examine what role, if any, does the
Internet play in the dissemination of cultural cues, specifically consumerist cues? An
examination of Internet advertisements on sites popular across nations could determine
whether the cues present in these advertisements reflect one type of culture more
strongly than another type.
7.3 Conclusions
This study set out to examine whether the cultural cues in Indian
advertisements displayed change as the economic policy of the country changed. The
results indicate that this is true. Furthermore, there, is a valid reason to research cultural
impact of economic policies in the case of developing nations. The important findings
of this study include validating the link between economic changes and cultural
changes in advertisements, and providing a coding instrument that can be reliably used
in order to perform comparative research across media and nations.
This study provides empirical evidence for the proposed phenomenon of
the westernization of Indian advertisements in the light of economic changes. These
findings lead us to the larger question of whether the socio-cultural base of a nation
undergoing similar economic changes will also display similar changes in media
content. If so, what are the implications of such change? The avenues for future
research are wide open, and this issue lends itself to further study.

APPENDIX

CONTENT ANALYSIS: CODING INSTRUMENT

Col.

Variable

1.

MAGAZINE TYPE BY YEAR OF PUBLICATION
1= INDIA.TODAY 1982

2= INDIA TODAY 1996197

2-3

MONTH OF PUBLICATION

4-5

DATE OF PUBLICATION

6-7-8

ADVERTISEMENT NUMBER

9.

GRATIFICATION
Which of the following categories does the advertisement fall into?
1 = Offers instant gratification of the needs of the consumer: Products and

themes offering quick or instant results, products offering benefits that will transform
the consumer's lifestylelappearancelabilitiesinstantly, products offering 'buy now pay

later' schemes. Some examples include cosmetics and fragrances that offer to change
one's appearance or attractiveness instantly, food products that are 'ready to eat',
medicines that immediately alleviate illness or enhance productivity, holiday homelcar
purchaselbank loan and other schemes that offer payment by installment options.
2 = Offers delayed gratification of the needs of the consumer: Products

and themes offering benefits that will take time to transform the consumer's lifestyle1
appearance1abilities. Some examples include cosmeticslfragrances that will work over
time to meet the consumer's needs, food products that are in an unprocessed or semiprocessed form i.e. not 'ready to eat', medicines or other products that need to be taken
on a long-term basis in order to show results.
3 = Products and themes that do not fit into either of the above

categories.

10.

EFFICIENCY
Which of the following categories does the advertisement fall into?
1 = Offers the benefit of efficient use of the consumer's time. Some

examples include products that offer multiple simultaneous benefits, like moisturizers
with sunscreen or electronic equipment with multi-functions like a TV with a VCR,
products that need to be used just once yet promise to yield good results, like vaccines
or waterproofing sprays or money yielding schemes like lotteries or mutual funds.
2 = Offers long-term benefits, taking up more of the consumer's time.

Some examples include products that offer only one main benefit, and products that
need to be used over time in order to yield good results, like life insurance schemes,
health food, educational institutions.

3 = Products and themes that do not fit into either of the above
categories.

11.

INDIVIDUALICOLLECTIVE BENEFIT
Which of the following categories does the advertisement fall into?

1 = Offers any of the following or other benefits related to the needs of the
individual: increase in individual status1 attractiveness1 distinctiveness1 good health/
popularity1 success in relationships or in one's career1 prosperity1 comfort level1 level
of relief from boredom/ level of happiness.
2 = Offers any of the following or other benefits related to the needs of the
group (family1 society1 nation1 world): increase in group status1 harmony1 levels of
comfortl good health/ prosperity1 happiness.

3 = Products and themes that do not fit into either of the above categories.

12.

INDIVIDUALiCOLLECTIVEUSAGE
Which of the following categories does the advertisement fall into?
1 = Advocates product use by the individual. Some examples include

cosmetics, clothes, accessories, electronic gadgets, etc. intended for one-person usage.

2 = Advocates product use by the group. Some examples include vehicles,
food products, household goods, etc. intended for multi-person usage.

3 = Products and themes that do not fit into either of the above categories.

13.

CONTROL VS.COOPERATION WITH NATURE: BENEFIT
Which of the following categories does the advertisement fall into?

1 = Offers the consumer the benefit of controlling natural forces or
elements. Some examples include temperature control equipment like air conditioners,
products that protect the consumer from the weather, UV rays, insects, viruses,
bacteria, and other natural threats, and products manufactured using advanced
technology, like computers.

2 = Offers the consumer the benefit of gaining through cooperation with
nature. Some examples include herbal remedies, food products grown organically,
natural fertilizers, and products with all-natural ingredients.

3 = Products and themes that do not fit into either of the above categories.

14..

CONTROL VS. COOPERATION WITH NATURE: USAGE
Which of the following categories does the advertisement fall into?

1 = Offers the benefit of disposability. Some examples include trial
product offers, disposable packaging, household products, batteries, pens, tissues,
disposable diapers.

2 = Offers the benefit of re-usability. Some examples include products that
are easily recycled, or are made from recycled material, products that are handed down
through generations, products that retain their utility for multiple uses and are not 'use
and throw'.

3 = Products and themes that do not fit into either of the above categories.

15.

CONTROL VS. COOPERATION WITH NATURE: SETTING

Which of the following categories does the advertisement fall into?

I = Depicting control over nature, for example depiction of
technological settings or all-terrain vehicles conquering mountainous territory,
adventure sports in which man is shown conquering the natural elements, etc.
2 = Depicting cooperation with nature, for example the depiction of a
natural landscape or a beach, people sightseeing in natural surroundings, etc.

3 = Products and themes that do not fit into either of the above categories.

16.

PRODUCT TYPE:
List the type of product depicted in the advertisement.

17.

CODER IDENTIFICATION NUMBER

Instructions for the coder:
The category that the advertisement falls into may be identified by
studying the different elements of the advertisement. For example a line in an ad for an
umbrella which says "Protects you from the worst weather" is directly offering the
benefit of protection from natural elements, and should be classified in 13 as 1. At
other times the advertisement may imply the type of benefit offered through a picture,
for example depicting a man under an umbrella braving it through a storm. Thus the
advertisement has to be studied as a whole before classifying it under the various
categories.
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