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Risks from Smoking

Smoking can damage every part of the body
Cancers Chronic Diseases

Stroke
® Blindness

i or Neck #

® Gum infection

Lung ¢

Leukemia e e Aortic rupture

e Heart disease

i ¢ Pneumonia
Ltomacn e

Kidney o o Hardening of the arteries

Pancreas - Chronic lung disease

Colon Tl & asthma

® Reduced fertility

Bladder : W
Cervix e (e —= Hip fracture
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® Male

@ Female

& Other
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@ 16-22
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30-45
@ 45 and above
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1.- Ritional Reading Era.

2.- The Emergence of the Digital era.
3.- Factors driving the Transition.

4.- Impact on Reading Practices.




AIMS & OBJECTIVE

® To understand the impact of technology on reading habits and
;;m: explore the role of digital media in promoting reading habits.
" . To identify the factors that influence reading habits among
individuals, including personal, environmental, And cultural factors.
"« To evaluate the effectiveness of different reading habit from different

platform.

e To conclude the changes on the reading habit in the society due to

digitalization.




HYPOTHESIS

In this study it is seen that with the time the traditional
reading habit has grown through a lot more changes. For
the generation of this digital era the digital reading habit
is more adaptable. Though the older generation is

adapting this digital habit too by the time



RESEARCH METHODOLOGY

This paper primarily is a mixed method i.e., both Quantitative and Qualitative research methodology.

A. Qualitative Method:

Content Analysis: LIBRARY
BYJU’S
KINDLE

B. Quantitative Methods:

® Survey: A survey has been conducted online among the age group of 20-30 years.

® Interview: Interview with Dr. SIVA PRASAD SENAPATI( Public Information Liaison Officer(PILO) of
National Library) has been conducted.
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SURVEY

17. Overall your reading experience which is better??
151 responses

@ Traditional book

@ E-Book

@ PDF Books

@ Others

@ Both E-book & traditional books
@ Now-a-days traditional books and digit...
@ |n traditional books feel more comforta...
@ Can't choose! Both work for me beauti...

12V




8. Have you ever switched from traditional reading to digital reading because of the pandemic and

the resulting lockdowns?
151 responses

® a) Yes
® b) No

@ c) | don't read in either format
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“XPERT INTERVIEW

1:- Have you observed any changes in number of library readers in last few years?
ANS:- A number of Readers has been decreased that is true, but a particular

category of reader has been increase as well.

2:- In your opinion what type of archive method is more efficient for library
digital archive or traditional archive??

ANS:- It depends on what kind of content searching for. Some contacts are arrival
better on online media or pdf and some topic or content are search for efficient

reliable on traditional book for document.



MAJOR FINDINGS

Form the ancient era to the modern era reading habit has changed
immensely over the years.y

Due to technological involvepgeilt and others socio economic reasons
the change happed. , ’_ 55 _

There are pros and cons in this digital reading habit but the young
generation mostly prefer it.

This change has great social and cultural impact in the society.
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INTRODUCTION

Satyajit Ray being one of the most prominent and very much recognized
directors of the Indian New Wave of cinema. His recognition is not only
for his direction or cinematography, but also the way his composed and
directed music for his films made him one of the best directors not only
in India but also all over the world. Sound or music in a film plays a great
role among the audience. Music has the only power to establish a
particular scene in a more prominent way to the audience. We see in the
silent movies of Charlie Chaplin, only the background score and the body
language of the movie characters establishes the full-length movie. We
can even see, if a motion picture without any background score is being
played in front of a huge audience, it will be more a boring show rather
than something interesting. One of the best examples of a silent movie
with great background music is “Battleship of Potemkin”, by Sergei
Eisenstein. Though it had no dialogue but the struggle of the workers is
being clearly portrayed through music according to the scene. Ray used
to watch many films from all over the world. This was a great positivity
of him that helped him to know and do experiment on music over
screenplay.

Satyajit Ray since his childhood had a great knowledge on Western
classical composers like Wolfgang Amadeus Mozart, Ludwig Van
Beethoven or Sabastian Bach. Thus, he was not only a great director but
also a great well-trained musician. Satyajit Ray was also very much fond
of the rich Indian classical music. He used classical ragas according to the
moods of the scenes. In a melancholic scene he used ‘Vasantha Bhairavi’
as the background score whereas in the morning scenes, just the touch of
‘Bhairavi’ was enough for him to portrait the scene perfectly. In his movie
‘Jalshaghar’, Ray was much advanced than other directors during his



generation, whether the way of filmmaking or it be the script. But his
music was extraordinary and was a generation advanced. There were
immense uses of modes, different types of minor scales (harmonic,
melodic or natural). Satyajit Ray in the beginning of his career as a film
director, worked with some greatest musicians like Pandit Ravi Shankar,
Ali Akbar Khan, Ustad Vilayat Khan and many more. Since Teen Kanya
(1961), Ray started composing his own music for his films. Ray was a
director who completely believed in the plot twist through music.

He proved that, music can create a great impact on the scene and makes it
easier for the audience to understand the particular scene. Ray’s music
always concentrated on the imagination of the scene through the
background score and Ray himself always started working on the music
before the shoot. He always had a great taste of fusion music that can be
of Indian classical to Western Classical. He believed that only classical
music can’t create any impact on the audience as people are habituated
with some western tones and pitches may be due to early colonial rules or
westernization. Ray believed that music and film are two art forms that
existed parallelly and changed its course from time to time. So, he clearly
shows through his films that why a music or sound is very much important
for a film.

Ray’s treatment of sound in most of his films is made primarily with direct
recording and analogue single-channel synchronized sound rendered for
monophonic mixing, as well as mono reproduction. His use of sound
generally highlights a distinct recognition of and attention to the location
depicted on-screen with the synchronized sound strategy. Music creates
situational feelings and emotions in Ray’s films.

The natural sound creation and observation was an important aspect that
was manifested in Ray’s early works like Pather Panchali, Paraspathater
and Jalshaghar. These films make the aesthetic choice of an inclusive and
layered design of synchronized sound. In the film Pather Panchali



representations of different locations from the village Boral in West
Bengal, where the film was shot. The sound of the film was done by
creating situations of listening-in-place in the use of synchronized sound
centered behind the screen within a monaural framework.

Ray once quoted,;

In our house there was a record of the 20s, one movement of Beethoven'’s
violin concerto. Its ownership hasn’t yet been traced but I have been
listening to it since | was seven. After reading about the great composers
in the Book of Knowledge, especially about Beethoven, | came to worship
him as my hero. If anyone were to ask me now to do a biography of
Beethoven, | would jump at it. Someday, perhaps, | might seriously make
a suggestion to East or West Germany that | do a movie on his life.

His words completely show how much western classical music lover he
was since his childhood. In this context it is clear that Ray especially used
Western classical music in making a fusion with the Indian classical
music in his films. Even in Jalshaghar, the movie which was totally Indian
classical music-based film, Ray used western instruments like the violine
in place of tanpura for making the base of the music. This was the
brilliance of Satyajit Ray which was reflected in the music compositions
in his movies.



Hypothesis

Satyajit Ray has used music as a tool of meaning establishment. Music
had kept a huge impact on the audience’s mind while decoding scene to
scene portrayal whether it is through background music, ambient tone,
independent songs or it be adapted music.



Aims and Obijectives

There is a clean target of this project and it is totally based on those who
have interest and knowledge on film studies specially who have a will to
know more about Satyajit Ray and his brilliant works. The way he
implemented music in his films and the efficiency in giving a base to the
films through music.

All the objectives are being mentioned below through bullet points:

» In Ray’s films the use of Western classical and Indian classical was
implemented by making a fusion form of it, as the pure form of any
kind of music was not so much familiar and people were not used to it.
This was due to the western influence and Satyajit Ray tried to make
people understand the music through the info-entertainment pattern of
film making.

» It was not only independent song that played a great role in Ray’s film
but also the sound like the background score and the ambient music
also played one of the important roles in establishing the scenes of the
movies. Mostly the ambient sound was an important aspect in the
screenplay and understanding the storyline was from the audience seat



Research
Methodology



Content Analysis

This will contain five important films that changed the musical
excellence of Satyajit Ray. This is the analytic view of the movies
concentrating more on the relevance of music or sound while
portraying movie scenes and even establishing the film in gist by
Satyajit Ray. There are many films and we cannot skip any one of it as
each and every film has some importance as more Ray got matured as
a director. But there are few important movies that can give a gist of
the work on Ray’s music in his films. This are the following movies to
be analyzed.

Pather Panchali (Song of the roads)1955

Pather Panchali was the debut film by Satyajit Ray as a director. It was
released on 26" August 1955. But the shooting was started in the year
1952 and finally ended on 1955 and got released. It was actually an
adaption of Bibhutibhushan Bandhyopadhaya’s 1929 novel “Aam antir
bhepu”. During this time movies were more melodramatic and was having
an info-entertainment in nature so independent songs were much in use
and people used to adopt it more than any other feature films. So, it was a




challenge for Ray to establish such a film that is Pather Panchali, which
has no such features.

Ray was such an intelligent that he used music in Pather Panchali in the
form of ambience and theme of the movie. Independent music was totally
remained unused in this movie. The ambience tones were totally natural
and there was no such imperfection. There were such scenes which were
taken many a times for gaining that perfection.

Backqground score as a part of Ray’s music.

The opening scene we see the movie starts with the raga form of music
which was its theme where all the personnel were given their respective
courtesies. The theme was composed and played by the maestro Pandit
Ravi Shankar. This theme was used in many scenes with cut-to-cut form,
that is small parts from the music were used in some scenes to bloom the
beauty and relevance of the scenes. The movie without this theme as
background score in some scenes could have been not such.

In the first scene when Durga steals fruits from her relative’s garden and
when she was caught by her aunt, she starts running. While she was
running, as a background score Ray used Indian Classical music and
instruments like sitar, tanpura, tabla and many more. That background
score was joyful and magically made the scene complete. It completely
portrayed the joy of the little girl who got some fruits for her old aunt
(Indira Thakrun) also for herself. Ray had this much depth and clear view
about what he wants to show to the audience through the emotion of his
music and screenplay. Whoever watched this film, they always loved all
the background scores that Ray used with the help of Ravi Shankar. The
music was also a part of ambience tone as it always satisfied scenes
wherever the it was introduced. Audience always had an emotion on the
music of Pather Panchali as it always felt something close to the heart
and this only carries heavy feel of Bengali art form and culture.



Folk culture and rural music

The character of Indira Thakrun (Durga’s aged aunt) played by Chunibala
Devi played a great character and always had to live her life musically
whether by passing time by means singing unprofessionally and
portraying every aged rural people or by his dialogues which always felt
a song of the road of one’s life. She sings “Hari din to gelo sandhya holo
par koro amare”, which means she is praying for the freedom from life
that is her death to God. She beliefs that she has spent many years of her
life and is less willing to continue her life as she is tired of everything.
Whenever she used sing, the lyrics of her songs always portrayed the
present condition of her life. Those songs were always had the quality of
rural music, which every rural people used to sing or even in villages at
present day people use to sing those kinds of songs.

In a scene where Indira Thakrun was swinging Apu on a swing and was
singing a song (khoka ghumalo), has a great significance with the scene.
This song clearly shows the pampering of the baby and also a wish of the
aunt that the baby will one day gain success out of his class, color and
creed. We also see that Durga and Indira Thakrun sitting on the floor but
Apu was kept on an elevated position that is the swing. The song and the
scene, clearly signifies that the protagonist will one day lead his family
and will take care of his family in every situation very strongly. This is
how Satyajit Ray used music in establishing scenesin his movies.

Then we see the rural folk culture ‘Jatra’. This is one the oldest folk art of
West Bengal. This folk art is a kind of drama which was accompanied by
music or can be said a kind of background music which was created using
various rural classical instruments like dhol, Sanai and many more. In this
scene Ray shows that the jatra was playing a drama of a king where his
daughter willing to marry a guy whom her father does not accept as son-
in-law and so he orders his son Mahakal to kill the guy named Kusha.
Here the music of suspense continues and then Ray shows Apu who by



seeing the Drama wears a crown made of paper. This shows a very
significant part where Apu himself wants to be a leader but not a brutal
king. The background score and wish of Apu creates a great significance
and also shows the Rural Folk culture of early Bengal through music.

Ambience sound and events

In Pather Panchali, ambience sound effects were taken naturally and
whatever we hear such sound in the movie was quite a piece of art that is
irreplaceable. If it is a chirping of a bird or the roar of thunder, everything
was shot and recorded at the actual time when the event happened. In the
scene of the rain where Durga was willing to drench in the rain, shows the
sense of her fertility and maturity to know the willingness of being
drenched in the feeling of adulthood. With the ambience sound of rain and
thunder with the background score of classical jhala or riff on sitar, Durga
dancing out of inner joy, beautifully painted a great form of art and that
shows how much excellent music analyst Satyajit Ray was. This can be
regarded as one of the best scenes where Ray’s music and framing got
mixed and came out as a fantastic form of art and knowledge.

Monoaural

Then there another scene when Indira Thakrun receives her eternal sleep
or death. In this scene we see Durga and Apu were playing in the woods
and suddenly Durga noticed Indira Thakrun sitting quietly in a corner.
When Durga goes to call her aunt, she founds Indira was dead. During
this scene Ray kept the ambience silent just like the nature knows about
the end of a life just like the situation before a storm hits the shore. There
Is also an instrument that was played in the background. That instrument
was the khanjani, which is a percussion instrument made of brass. In
Hindu culture, when a dead body is taken for cremation, people do play
this instrument. Ray used this instrument to portray the death of Indira



Thakrun and an end of a precious life. At the last when we see Indira.
Thakrun was carried upon the shoulders for her last rites, the song “Hari
din to gelo”, being put by Ray to show that her wish came true and she
got her freedom from her life, with which she was not happy.

Jalshaghar (Music room) 1958

Jalshaghar another music rich film that contains vast form of Indian
classical music and also Indian classical dance. In this film we see the
excellent performance of Chhabi Biswas gives as the decaying landowner
and pathos Padma Devi as his wife and about of eloquence of the Indian
classical music and the aur of the mise en scene.

L_ove for music

In this movie we see a man living in his past, finally destroyed by his own
inflexibility. The opening scene sets the tone. The ageing zamindar
Biswambhar Roy is reclining motionless in a chair on the roof of his place
at dawn. His servant brings him his sherbet and place it beside his hookah.
After his servant is gone, his peace was disturbed by festive shehnai



drifting over the roof. The sound was actually his neighbor, the money
lender and the businessman Ganguli, is holding a celebration of his son’s
upanayana.

Roy got back those memories when he was at the height of his powers.
After all celebrations and fireworks, at the end he used organize a music
soiree (jalsha) in his favorite music room or jalshaghar. This meant more
than anything else to him. This shows the love for music that he used to
carry in him. We also see, after this scene Roy and his wife was having
triggered quarrel on his way of spending money on soiree in every
occasions. This was a character trait of Roy, he used to organize a music
soiree in every auspicious and happy occasions. Even we see that, Roy
said his wife that he will spend his last penny to listen music and spent
time in his Jalshaghar or music room. This shows how Biswambhar Roy
was passionately in love with music. This love for Indian classical music
signifies that, every Indian should know and love Indian music like
Biswambhar did in his whole life. Satyajit Ray explained that even Indian
music is also a beautiful form of music like the other music genres and
everyone should also understand it as like other form of music. This is
because, Indian classical music can be regarded as the rich culture of
India.

Context of sound (single track, multiple output)

Satyajit Ray in this film used the ambient sound more vividly. In a scene
the protagonist Bishwambhar Roy was listening to the Hindustani
classical Vina played by a musician in his music room and suddenly he
hears the gusting sound of the generator and he asks his porter “what
sound it 1s?”. The porter informs that Roy’s neighbor Mahim Ganguly is
installing electricity in his house. Then suddenly the music of the
Vinastops, Bishwambhar the landowner comes to the rooftop and he
experiences that the sound of the generator engulfing the whole area
which indicates modernity where the rich culture of music rather art is
being dominated by advanced technologies. Though many critics say that



Ray did not create a conflict between modern and traditional world but
gave a wider and detailed framing that shows the sonic world substances
through the use of sound in Jalshaghar.

Use of classical music

While much of the music in the film is pure classical, including of courses
all the performances in the three jalsas, some of it is an unorthodox
combination of western and eastern instruments which shows how
classical fusion is being used by Satyajit Ray, before the expanded form
of experiment when Ray started composing music for his from Teen
kanya, 1961 onwards. In the opening scene we hear a morning raga, Todi.
This indicates a beginning of something. Here, Ray used violine instead
of tanpura for the backbone or the support of the music where a string is
an essential element as many musicians know how important string
instruments are in composing a music. This sounded like a concert
performance, more depth and more compact.

In the middle of the film, when the Zamindar is in high spirits, a pure raga
IS being used in several points to express Roy’s sense of tradition. As the
dusty and shrouded music room opens up for the last time and made ready
for the jalsa, Vilayat and Imrat Khan played a duet. It was a south Indian
raga now used in north Indian music. Satyajit Ray claimed it to be loud
and wonderful bright sound that portrays a very energetic and joyful
scene.

Even Ray used the finest characters in his movies to keep the balance
between music and the casting dialogues. He used Begum Akhtar
fromLucknow for thumri, Salamat Ali Khan to sing kheyal, and Roshan
Kumari for the Kathak dance.



Conclusion

Thus, jalshaghar can be regarded as an in depth movie that contains music
language to portray scene to scene in reference to the way of living of the
protagonist surrounded by his music room or jalshagghar.

People know ragas have moods and even the ecology has its own raga.
This statement was proven true by Satyajit Ray through the music of this
movie. Every swing of the moods of the film contains music that
beautifully portrays the frame and makes a communication medium for
the audience. This is the excellence of Satyajit Ray’s music in Jalshaghar.

Two 1964 (documentary)

Two was made in 1964 as part of Ray’s short films trilogy
commissionedby the US public television service under the banner ‘Esso
World Theatre’. Ray made one of the best silent cinemas and gave it a
great structure by the use of various sounds in the short film Two. In this
film Ray greatly showed the domination that the lower class faces from
the upper-class people of the society. Though there is no dialogue but only
the use of music made it a meaningful subject for the audience. Thus, Two
can be regarded as one of the efficient works of Satyajit Ray on music in
his movies. There are no such independent songs but use of sounds which



explains the mind game between both of boys with different class and
status.

Music to explain class difference

Ray used the soundscape for explaining how society had been divided into
two different classes and how one dominates the other class. He used two
teen boys; one is from a rich family of Calcutta and the other is from the
slum who lives just beside the rich boy’s mansion. At first, we see that the
rich boy hears a melody of flute coming from outside of his house. He
discovers a boy the slum playing a handmade low-quality flute and
enjoying his own company. Whereas, the rich boy having so many
electronic gadgets and toys then also he feels lonely and bored of the
things he has. In this scene the sound of the flute and the chaos outside
creates a difference. The house is well decorated, the boy is having many
toys to play but is lonely and the house is dead inside with no such
soundscape in the house. Then the sound of the flute makes the inner
atmosphere of the house alive again and the rich boy stopped feeling bored
and alone. This is where Ray used sound to make a transition of mood of
the scenes.

Then we see that there starts a conflict between the rich boy and the slum
boy to show who is superior but ends with a result that shows who is
happy. Ray clearly explains that being filled with joy and not being alone
Is the ultimate win that one can achieve in life. We see that when the slum
boy comes up with a flute, the rich boy shows his premium quality
trumpet; more durable and effective than the low-quality flute of the slum
boy. The sound of the two wind instruments shows the class difference
and their power to survive.

Single track, multiple sounds.




Satyajit Ray was much strong and efficient with the use of technologies
in a different way. In his films he used the available technologies in a
way that seemed much more advanced and was always more artistic and
out of the box. His experiments were always had some meaning to be
portrayed to the audience.

In Two, we see that Ray used a technique where he recorded several
sounds in a single track using several microphones placed in different
positions to give an effective feel of reality. Realism was not only
present in his movie scripts but also his use of sounds shows the reality.
In this movie we see that both the boys were indulged into the race of
winning and showing what they have and these scenes contained many
sounds but not dialogue. The flue, mechanical trumpet, the sounds of the
mechanical toys and many more, makes the scenes compact and less
boring to the audience. Even this technique helped how that race went to
a serious point where Ray showed class conflict through the sound and
not even a single dialogue.

Conclusion

Thus, Ray totally made this short film depending upon the sounds he
used for the ambient relevance. He had a habit of making the music first
and then starting the shoot of the movie. Thus, this showed how Ray’s
movies were much more dependent on the music for the screen-to-
screen portrayal.

The use of the sound was in use since the silent film era of Charlie
Chaplin and many more but, in the year 1964 silent movie was much a
backdated to the foreign countries but Satyajit Ray in his short film used
the technique of silent screenplay in such a way that he got recognition
even in the foreign countries. Thus, we can acknowledge how much
intriguing his music is that it can never be explained in such a way.



SURVEY

1) Which film has the best music composition by Satyajit Ray?

54 responses

@ Pather Panchali

@ Jalshaghar

& Goopy Bagha series
@ Feluda series

e Both Pather Panchali and Goopy Bagha series got 37%, as a cinephile e can
regard Goopy Bagha as the best work of Ray as Pather Panchali’s music was
not composed by Satyajit Ray, but Goopy Bagha series soundscape was
composed by Ray himself.

2) Why is Satyajit Ray's music so influencing among the film makers?

54 responses

@ Due to his use of musical fusion
@ Due to the use of Indian classical music

© Due to the use of Western classical
music

Satyajit Ray was really an excellent in mixing various genres of music
especially Indian and Western classical music and it is very much clear in his

films.




3) Do you think Ray's music was much more ahead than the concept of film music in the present
days?
54 responses

@ Strongly agree
® Agree

@ Disagree

@ Strongly disagree

e Many have agreed that Ray,s concept on music or sound was much advanced
In that time and it is true. This quality is being reflected in the fusion form of
music he used.

4) Ray quoted, " There's always some room for improvisation ". Do you think his music composition
in his films also have a place for improvisation to make it more prominent and better?

54 responses

@ Yes
® No
& Maybe

o Though we cannot question Satyajit Ray’s music but maximum believes that
maybe we can find a room for improvisation in Ray’s works as he himself said
“there’s always a place for improvisation”.



5) Which form or genre of music you belief that Ray used most of the times in his films?
53 responses

@ Indian classical music
@ Western classical music

@ Folk music
@ Fusion form of music

e Again, the survey says many believes that he used fusion form of music and
that is true in his movies. Though he was much more interested in Western
Classical music.

6) "At the age when Bengali youth almost inevitably writes poetry, | was listening to European

classical music" said Satyajit Ray. Which film you t... reflects his passion for European Classical music?
54 responses

@ Feluda series

@ Nayak

) Hirak Rajar Deshe
@ Kanchenjunga

e Many answered that Feluda theme is a direct influence of western influence
and this is very much true as it is a part of Mozart’s symphony.



7) Do you think the lyrics of the songs used in 'Hirak Rajar Deshe' also have a satirical touch by
Satyajit Ray?

54 responses

@ Yes
@® No
@ Maybe

e InHirak Rajar Deshe every important situation was explained through Goopy
and Bagha’s songs. These songs have some strong lyrics and beautifully
explains the situation of the world through the storyline of the movie. And
maximum in amount agreed with it.

8) Ray quoted, "The conception of background music is changing. You use less and less of it these
days". Do you think this is the present scenario according to him?

54 responses

® Yes
® No
@ Maybe

e 46.3% agreed that concept of music is changing in cinemas at the present era

and this is very much true according to Satyajit Ray.



9) Which theme music of Ray's film has both the influence of Indian and Western classical music?

54 responses

@ Feluda theme

@ Charulata theme

) Goopy bagha theme
@ Teen kanya theme

e 48.1% agreed that Feluda theme has a great influence of both Western and
Indian influence.

10) With the help of which music composer Satyajit Ray created the best music in his filmmaking
career.

54 responses

@ Ravi Shankar (Pather Panchali)
@ Ali Akbar Khan (Devi)
) Ustad Vilayat Khan (Jalshaghar)

e Many have agreed with the works of Ravi Shankar in the theme of Pather
Panchali and it is true that Pandit Ravi Shankar contributed his masterpiece
in Pather Panchali theme.

_-_X_--



Interview (Expert advise)

Prof. Subho Roy Chowdhury (Research Scholar at Jadavpur
University. Dept — Film Studies)

1)How did music create an impact in Satyajit Ray's movies?

Ans. | can give two or three reasons for answering this question in short—

a) He was inclined towards Western Classical from his young age. He
purchased symphony, and 78RPM records. He would visit music stores in
Kolkata, and collected printed notations of the composition he had. And
then, when he was in Shantiniketan, his friendship with professor Alex

Aronson worked as catalyst to Ray's passion for Western Classical.

When Satyajit Ray visited London while working at Keymer's, he not only
watched European art films, but also travelled to catch up Western

Classical concerts.

Back to India, he listened to a variety of composers: Joseph Hayden,
Johann Sebastian Bach, Johannes Brahms amongst others. But he loved
mostly Ludwig von Beethoven, and Wolfgang Amadeus Mozart. He
talked about it in his first radio-talk titled 'What Beethoven Means to Me."

When Ray started to compose music for his films, his love for Western

Classical music had a major role, e.g., 'Teen Kanya'.



b) Secondly, it is the great chemistry with Pt. Ravi Shankar. Ray
discovered his true musical soul working with the sitar-maestro. For

example, we can take 'Pather Panchali', 'Aparajito’, and 'Paras Pathar".

2) How ambient sounds became a part of music in Ray's films?

Ans.  We know, ambient sound articulates a significant meaning of a
film-image. In Sound film, ambient sound can change spectator's idea
about the images showing on the screen. In general, genre films are best
examples. With ambient sound, a filmmaker can create extra spaces out
of the frame. Anyway, It can be a long discussion. If we hear Ray's film
music with our eyes closed, still we can be able to understand setting—
mise-en-scene. Before Ray, our cinema had been predominantly voice-
centric (like stage-play, Yatra, and Nautanki) since evolution of sound
technology in the 1930s. Yes, there were some exception or endeavor to
change conception of background music; but Satyajit Ray started a
tradition of autographic realism in Indian Art cinema. Again, his
knowledge about European cinema helped him to think differently. In his
films, ambient sound contributes to create an auditory-setting and to
construct a sense of reality. For example, in Mahanagar, the middle-class
neighborhood comes alive with a rich depth of sounds, from children
shouting on the street, temple bells, bicycles, rickshaws, and radio. All of

these sounds are off-screen, creating an expanded diegetic space around



the North Kolkata neighborhood, making the auditor feel situated at the

site, being aware of an expanded universe larking around.

3) How music in Satyajit Ray's films is different from other directors'

films?

Ans.) Already | have told that before Satyajit Ray, Indian film music was
relatively verbose— relying on the dialogue between characters as
forming the narrative. Then the films lacked the realistic treatment of
sound to articulate the sense of realism. Ray thought Western Classical
music can create significant meaning of the narrative and construct a
character's mindscape. On the other hand, his contemporary filmmaker,
Ritwik Ghatak was different about this theory. In most of his films,
Ghatak used only Indian Classical music to create his narrative
meaningful and realistic. For example, in '‘Meghe Dhaka Tara’, Ritwik
Ghatak used raga Hamsadhvani (Lagi Lagan Pati Sakhi Sangh) to explain
three stages of Nita, and meta-narrative. In Komal Gandhar, he explored
more with Indian folk music, classical music, and IPTA songs. Literally,
this film became one of the best for studying film music. Ghatak took the
challenge and showed Indian Classical music can create same aural sense

for film narrativity. So, it depends on how a maestro thinks and creates.



3) Can Ray's music be regarded as a specific genre that was created

while production? State the reason for the answer.

Ans. | am not a music expert. In short, | think it can be regarded as
specific genre. Specially, when he put together Western Classical music
and Indian Classical music. This never happened before Ray. At a
certain point, he started to convert western notations to Indians,
particularly Bengali, and the rest is history, e.g., ‘Jalshaghar’

4) Can we say that without the music, Satyajit Ray's films will
remain void to the audience?

Ans. Yes, we can say that easily. In Sound film era, Image along with
sound create realism and structure film narrative. Think about Mrinal
Sen's 'Bhuvan Shome' title track, background music with the image of rail
track constructed the character of protagonist. Music in film plays a major
role in developing the themes, tone, non-diegetic spaces, emotions etc.
Imagine 'Jalsaghar' without music track, you would not feel any nostalgic

aural
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Research Findings.

There are several believes and findings on Satyajit Ray’s cinematography
and script but many kept the importance of music aside in his films. This
research searches and finds how much important and why it is important
in Ray’s movies. Though, there is no end of the finding new things in Ray
films, but this research is little approach to reveal or show the actual
artistic side of Satyajit Ray. The following points are some of the
important findings of the research paper;

1. How Satyajit Ray used fusion form of music to attract the audience
and not to make it boring for them. This is because people were
inclined to western world since a long time and it was not easy to
make them understand pure form of genre. Thus, Ray chose to use
fusion form or mixing the Western and Indian classical music in his
movies.

2. The ambient sound was important since a long time and it helped to
portray every scene and descripted frames in Satyajit Ray’s films.
This is being explained in details in the complete analysis of the
research. This can be regarded as an unknown part of Satyajit Ray’s
music as this is not being explained in details till now in many
research works.

3. The way of recording sounds by Ray was unique and advanced. He
used several microphones placed in several angles and positions on
the actual spot of shooting. This gave an original soundscape to the
audience. He also used the monoaural method of track editing to
give a special effect even in the mono sound output.

4. A simple thing we can found in Ray’s music, that he was much
passionate and loved music since his teenage. He always gave
importance to the music and was much clear that he has to create
soundscapes that will surely attract the audience.

Y



Scope of the research

There is specific scope for the next days of the research which may help
many scholars to do illustrated research on the maestro Satyajit Ray and
his filmmaking. The research specifically concentrates on the music and
soundscape that were used by Satyajit Ray in his films. Some of the future
scopes that will create a helping hand to some research scholars and pupil
are;

e If anyone concentrates on more in-depth research on musical part of
Satyajit Ray then he or she can easily go through this research to
find more things that can be something very different and new about
it.

e One can easily get some knowledge how camera framing was linked
with music in Ray’s films. This is an important part of scene
establishment in Ray films and will help in further studies.

e This research gives a detailed explanation of a new form of musical
genre which will attract people to know about it and will also initiate
them to do research on the music of Satyajit Ray in his films.

Thus, we can say that this research is subject to some little information
about the Satyajit Ray and his music. This may help the next cinephiles
who seek to know about cinema in details.
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Survey Questions

1) Which film has the best music composition by Satyajit Ray?

o Pather Panchali

o Jalshaghar

o Goopy Bagha series
o Feluda

2) Why Satyajit Ray’s music so influencing among the filmmakers?
o Due to the use of musical fusion
o Due to the use of Indian Classical music
o Due to the use of Western Classical music

3) Do you think Ray’s music was much more ahead than the concept
of film music in the present?

o Strongly agree

o Agree

o Disagree

o Strongly disagree

4) Ray quoted, " There's always some room for improvisation . Do
you think his music composition in his films also have a place for
Improvisation to make it more prominent and better?

o Yes

o No

o Maybe



5) Which form or genre of music your belief that Ray used most of the
times in his films?

o Indian classical music

o Western classical music

o Folk music

o Fusion form of music

6) "At the age when Bengali youth almost inevitably writes poetry, |
was listening to European classical music,” said Satyajit Ray. Which
film you think reflects his passion for European Classical music?

o Feluda series

o Nayak

o Hirak Rajar Deshe

o Kanchenjunga

7) Do you think the lyrics of the songs used in 'Hirak Rajar Deshe'
also have a satirical touch by Satyajit Ray?

o Yes

o No

o Maybe

8) Ray quoted, "The conception of background music is changing. You
use less and less of it these days". Do you think this is the present
scenario according to him?

o Yes

o No

o Maybe



9) Which theme music of Ray's film has both the influence of Indian
and Western classical music?

o Feluda theme

o Charulata theme

o Goopy bagha theme

o Teen kanya theme

10) With the help of which music composer Satyajit Ray created the best
music in his filmmaking career;

o Ravi Shankar (Pather Panchali)

o Ali Akbar Khan (Devi)

o Ustad Vilayat Khan (Jalshaghar)

11) Which film you believe to be the best form of fusion music
portrayal by Satyajit Ray?

% Ans.
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INTRODUCTION

Over the years, the role of women in Indian advertisements has undergone a
significant transformation, reflecting the changing societal attitudes towards
gender roles. From being portrayed as passive objects of desire and submissive
homemakers to empowered individuals challenging traditional norms, Indian
advertisements have come a long way. These changes in the portrayal of
women in advertisements reflect the evolving social and cultural landscape of
India, which has seen a rise in women's participation in various fields and their
increased visibility in public life. However, while some advertisements have
been progressive in their portrayal of women, others continue to reinforce
harmful gender stereotypes, such as the objectification of women's bodies and
the perpetuation of traditional gender roles. (The Role of Advertising in
Portrayal of Women, 2016)

The changing role of women in Indian advertisements is significant because
advertisements are a powerful medium that not only reflects but also shapes
the attitudes and perceptions of society towards women. As such, the
portrayal of women in Indian advertisements has a direct impact on how
women are perceived in society and how they are expected to behave.
Advertisements play a crucial role in shaping the cultural norms and values of
society, including those related to gender roles and expectations.

In recent years, there has been a growing awareness of the need to challenge
gender stereotypes in Indian advertisements and to promote gender equality.
Several campaigns have been launched to highlight the harmful impact of
gender stereotyping in advertisements and to promote more positive and
diverse representations of women. These campaigns have been successful in
raising public awareness and in encouraging advertisers to rethink their
approach to gender representation in advertisements. (Gender Bias &
inclusion, 2021)

However, there is still a long way to go before Indian advertisements can be
truly gender-inclusive and diverse. Many advertisements continue to reinforce
harmful gender stereotypes and perpetuate narrow ideas of femininity and
masculinity. The societal response to these advertisements has been mixed,




with some viewers expressing outrage and calling for boycotts, while others
remain indifferent or even supportive of such advertisements.

This paper will examine the changing role of women in Indian advertisements
and the societal response to these changes. It will explore the historical and
cultural context of the portrayal of women in Indian advertisements, the
evolution of gender roles and expectations in Indian society, and the impact of
advertisements on shaping societal attitudes towards gender. The essay will
also examine the progress made towards promoting gender equality in Indian
advertisements and the challenges that still need to be addressed to achieve
truly diverse and inclusive representations of women in advertising.

This paper will examine the changing role of women in Indian advertisements
and the societal response to these changes. It will explore the historical and
cultural context of the portrayal of women in Indian advertisements, the
evolution of gender roles and expectations in Indian society, and the impact of
advertisements on shaping societal attitudes towards gender. The essay will
also examine the progress made towards promoting gender equality in Indian
advertisements and the challenges that still need to be addressed to achieve
truly diverse and inclusive representations of women in advertising.




AIMS AND OBJECTIVES

The aims and objectives of research on the changing role of women in
advertisement and its societal effect may include:

1. To examine the historical portrayal of women in advertising and how it
has changed over time.

2. Toinvestigate the current trends in the representation of women in
advertising and how these trends reflect societal attitudes towards
women.

3. To explore the impact of the changing role of women in advertising on
consumer behaviour and attitudes towards gender roles.

4. To analyse the ways in which women are objectified, stereotyped, and
sexualized in advertising and the potential negative effects on women's
self-esteem and body image.

Overall, the research aims to provide insight into the ways in which advertising
both reflects and reinforces societal attitudes towards women, as well as the
potential for advertising to challenge and reshape these attitudes.




HYPOTHESIS

Role of women in advertisements has changed a lot over the period. This study
aims to explain how advertising has changed in a positive way over the time.
Form using women just as an attractive object to empowering them, made a
huge change in advertisements.

The reasons behind this change is interdepended. The societal change has
influence on advertisements and the advertisements also make some societal
impact.




RESEARCH METHODOLOGY

In this paper the mixed method research has been followed. Both the
Qualitative and Quantitative method has been used to identify different
concept.

Quantitative Method

Survey has been conducted among 90 people under the age group of 18 to 60
through online (Google Forms).

Qualitative method:

| have chosen a content analysis method for analysing the content of the
selected Advertisements and interview of an experts was taken to substantiate
the title of the Dissertation.




PAST TREND OF WOMEN PORTRAYAL IN ADVERTISEMENTS

In the past trends the stereotype, objectified and sexualized portrayal of
women role was really common. Highlighting some example the scenario can
be easily understood.

Objectification, Sexualization and Stereotyping of women in Advertising:

Media is said to be the fourth pillar of our society and how women are
portrayed in media remains a debatable issue and an important area of
research till date. Advertising being an important part of media is not
untouched from similar debates.

Sexualization and Objectification (1990s-2000s): Objectification is
representation of women in media as an object rather than as a whole human
entity. Media often portrays women in vulnerable and easily overpowered
situations. It equates women to their bodies and exploits them. Women are
being objectified every day without there any visible efforts to reverse it.

Women are often viewed as a sex object because they are
identified by their physical attractiveness and their sex appeal. Most often in
advertisements especially they have no relationship with the products but they
are chosen and shown anyway because of what their can offer. Advertisement
also portrays women as insufficiently clad. A women’s body can be used to
push through any product in the market.

Example 1: A print advertisement for Raymond

Raymond’s print campaign has the slogan “The Complete Man,” with the
majority of the ad attempting to meet the notion of a protective man. It
manifestly exalts a type of power and dominance over the ‘female’ self. This
comprises the male presence of size, power, and stiffness in contrast to the
fluidity of the female figure, which is seen in the majority of Raymond’s
advertising. In the print advertisement, the woman’s “arm-link” symbolises her
helplessness and surrender to the man’s direction.

In order to conform to the image of a ‘complete man,” advertisements for
numerous suiting manufacturers, including Raymond, are primarily motivated
by the concept of feminine body ownership and protection. The female body




therefore becomes an ornament that should be possessed and personalised.
(Neogy, 2015)

Example 2: A comparison between Lynx Deodrant (women’s deodorant) and
Mankind’s Kustody.

While the concept of adorning women as a reward, as seen in the preceding
example, can be a more subtle display, there is advertising that encourages the
objectification of women overtly through the use of unnecessary body display.
Indian corporations have embraced aggressively sexualized depictions of
women to boost product promotion. Lynx, one of the sub-categories of Axe
deodorants, has crafted its print advertisement with extremely specific and
improper goals.

This commercial is promoting a deodorant for women, yet the picture is
excessively sexualized and exploitative. It is explicitly oriented around the
concept of “masculine gaze.” In the advertisement, the woman is pushed to
wear lingerie needlessly, and the camera angles capture herin an
inappropriate manner, none of which appears to be relevant to the advertised
goods. There are several other methods for selling the goods that do not
include sexualizing the female model and using her as a tool for sexual
persuasion.

Compared to two deodorant advertisements (one for women and one for
men), this indicates that, despite catering to the desires and requirements of
the opposing genders, the gender that is most commonly objectified as a sex
symbol stays the same. In contrast to the Lynx deodorant campaign, the
Kustody for mankind advertisement has the slogan “Take them into custody.”
This tagline says that men can catch women by using the deodorant, which is
shown by the picture of three men chasing a sexualized Bipasha Basu.

Example 3: 2013 Ford Figo advertisement

In the campaign, former Prime Minister Silvio Berlusconi was depicted as a
cartoon with three ladies entangled in the trunk of a car, along with the slogan
“Leave your worries behind with the Figo’s extra-large trunk.” The cartoon
depicted the women in semi-naked attire in a highly erotic manner. In
addition, the women were actually bound in rope with tangled bodies to
demonstrate the size of the trunk. In every way, the campaign made women
look like victims, while men were shown to be too masculine.




Example 4: Axe Effect Advertisement

The topic of the axe effect advertising is the so-called impact of the deodorant
on attracting swarms of ladies to a man who has sprayed the product. The
ladies in this advertisement are represented not just as objects of sexual desire
serving the male gaze, but also as mindless and identityless bodies. The models
in these advertisements are similarly designed to appeal to male inclinations;
they are slim, have large breasts, and wear bikinis or similar attire.

Example 5: Slice

The iconic campaign for the juice company Slice, which starred Katrina Kaif,
saw the actor sensuously caressing a bottle of the mango drink, with the
beverage flowing down her lips as she dances around in an ultra-focused and
sexual manner. In a subsequent version of the advertisement, the term
‘Aamsutra’ became associated with the beverage, alluding implicitly to the
Kamasutra.

It is fascinating to observe how sexism and masculine gaze in beverage
marketing advantage males invariably. The advertising techniques deployed
objectify women in order to associate them with the product, frequently
without adding any value to the marketing of the drink itself. The same holds
true for the hugely controversial Imperial Blue advertisement. In other
advertisements for carbonated beverages, such as the thumbs up ad featuring
actor Ranveer Singh, there is a stark contrast to the Slice ad previously
discussed. In the thumbs up advertisement, Ranveer Singh was presented as a
hero participating in daring deeds including speed, wrath, danger, and so on.

Stereotypical Roles (1950s-1960s): In the mid-20th century, women were often
portrayed in advertisements in traditional gender roles, such as homemakers,
caregivers, or objects of desire. They were typically depicted as being
submissive, dependent on men, and focused on domestic responsibilities.

Example 1: Johnson’s Baby advertisement

Johnson’s Baby is a brand that makes baby products. But in most of the ads,
only the mother is shown taking care of the child. For example, when it is a
soap product, the mother bathes the child, or when it is an oil product, the
mother massages the baby. It is like only a mother is responsible for child-
rearing, and the father plays no role in taking care of the infant.




Example 2: Kinder joy advertisement

Kinder joy is a chocolate product, which is currently famous among children. In
the advertisement for this product, they show a pink kinder joy package for the
girl and a blue one for the boy. Moreover, the gifts opened by the girl are
generally Barbie dolls, rings, kitchen related kits, sewing machines, and others
which are considered to be enjoyed by girls only. And for boys, they put gifts
like cars, superheroes, airplanes, transformers, and so on.

These ads exploit the idea that colour preferences should be gender-based. If a
boy happens to like the colour pink, he will be teased. They try to imply that
girls should play with Barbie dolls and kitchen kits because they are supposed
to do that in the future, whereas boys are entitled to be free and drive around
and are strong and powerful like superheroes.




ROLE OF WOMEN IN ADVERTISEMENTS IN TODAYS WORLD

The role of women in Indian advertisements has undergone a remarkable
transformation in recent years, reflecting the shifting social and cultural landscape
within the country. From being confined to traditional gender stereotypes to
embracing more diverse and empowering portrayals, Indian advertisements are
now striving to depict women in a progressive and inclusive manner. This shift
signifies the growing recognition of women's agency, empowerment, and their
multifaceted contributions to society. In this essay, we will explore the changing
roles of women in present Indian advertisements, examining the key themes and
providing examples to illustrate these shifts.

Financially Independent and Career Conscious

One significant change in the portrayal of women in Indian advertisements is the
emphasis on financial independence and career success. In the past, women were
often depicted solely in domestic roles, limited to household chores and family
responsibilities. However, contemporary Indian advertisements increasingly
showcase women as professionals, highlighting their achievements in various
fields. For instance, advertisements for banking and financial services frequently
feature women as successful entrepreneurs, corporate leaders, or independent
individuals managing their finances. These portrayals challenge traditional gender
roles and reinforce the idea that women are capable of pursuing successful
careers and being financially self-sufficient.

Breaking Social Norms:

Another notable shift in the depiction of women is the breaking of social norms.
Indian advertisements are increasingly challenging societal expectations and
breaking traditional stereotypes. For example, a recent jewellery advertisement
depicted a single mother remarrying, emphasizing the importance of love and
acceptance in unconventional family structures. By showcasing alternative
narratives, this ad defied societal norms and portrayed women as agents of their
own lives, capable of making independent choices that may go against traditional
expectations. Such portrayals not only empower women but also contribute to
reshaping societal norms and promoting acceptance of diverse family dynamics.

Health and Fitness:

The promotion of women's health and fitness has also gained prominence in
Indian advertisements. Advertisements for fitness products or health




supplements often feature women engaging in physical activities such as running,
weightlifting, or practicing yoga. These portrayals aim to inspire women to
prioritize their physical and mental well-being, emphasizing the importance of
leading an active lifestyle. By focusing on women's health and fitness, these
advertisements challenge the notion that women's bodies should be solely
associated with beauty and aesthetics. Instead, they encourage women to
embrace their strength and take charge of their overall well-being.

Empowerment and Social Issues:

Furthermore, Indian advertisements are increasingly leveraging empowerment
and addressing social issues that affect women. Many brands have embraced the
opportunity to shed light on women's empowerment and promote gender
equality through their ad campaigns. For instance, a recent advertisement for a
sanitary pad brand featured a renowned female athlete discussing menstrual
health openly, breaking long-standing taboos associated with menstruation. By
initiating conversations about menstrual hygiene, this ad aimed to empower
women and dismantle the stigmas surrounding menstruation. These
advertisements not only create awareness about critical issues but also challenge
societal norms and promote inclusivity.

Cultural Diversity and Inclusivity:

Inclusivity and diversity are also gaining prominence in the portrayal of women in
Indian advertisements. Brands are recognizing the importance of representing
women from diverse cultural backgrounds and regions. Advertisements now
celebrate the beauty and diversity of Indian women, showcasing different skin
tones, body types, and ethnicities. This shift towards inclusivity challenges the
long-held preference for fair skin and reinforces the idea that beauty comes in all
shades. By representing a broader spectrum of Indian women, these
advertisements contribute to fostering a more inclusive society and promoting
self-acceptance among women.

While the changing roles of women in Indian advertisements are promising, it is
important to note that there is still progress to be made. Some advertisements
may inadvertently reinforce stereotypes or continue to objectify women.
Advertisers must remain vigilant in their efforts to avoid harmful representations
and ensure that their messaging aligns with the principles of gender equality and
empowerment.




REASONS BEHIND THIS CHANGE

The immense changing role of women in advertisements can be attributed to
several factors that have influenced societal perceptions, cultural shifts, and
the demands of consumers. These factors include the rise of feminism, the
changing dynamics of the advertising industry, the increasing social awareness
and demand for inclusivity and authenticity, and the influence of women in
various spheres. The transformation in the portrayal of women in
advertisements has had a significant social impact, including the
empowerment of women, the promotion of gender equality, the challenge of
harmful stereotypes, and the shaping of societal norms.

One of the primary reasons for the changing role of women in advertisements
is the rise of feminism and the advocacy for women's rights and equality.
Feminist movements have pushed for greater representation and visibility of
women in various domains, including media and advertising. As women gained
more prominence in different spheres of life, their expectations and
aspirations changed. They sought to be represented in advertisements as
empowered individuals, breaking free from traditional gender roles and
stereotypes. Advertisers have recognized the importance of reflecting these
changing aspirations and have adjusted their strategies accordingly.

The changing dynamics of the advertising industry have also played a crucial
role in transforming the portrayal of women. Advertisers have realized that
their target audience includes women who are discerning, informed, and seek
authentic representations. Advertisements that perpetuate harmful
stereotypes or objectify women are increasingly being scrutinized and
criticized. Advertisers, therefore, have a vested interest in creating campaigns
that resonate with their audience and reflect the evolving attitudes towards
gender roles and equality. This has led to a shift towards more inclusive,
diverse, and empowering representations of women in advertisements.

The increasing social awareness and demand for inclusivity and authenticity
have also contributed to the changing role of women in advertisements. In
recent years, there has been a growing recognition of the importance of




representation and diversity in media and advertising. Consumers are
demanding advertisements that reflect their realities and embrace a broader
spectrum of identities. Advertisers have responded to this demand by
featuring women from diverse backgrounds, body types, and ethnicities. This
shift aims to challenge narrow beauty standards, promote inclusivity, and
provide a more authentic representation of women in society.

Additionally, the influence of women in various spheres, such as politics,
business, sports, and entertainment, has played a significant role in reshaping
the role of women in advertisements. Women have shattered glass ceilings,
achieved remarkable success, and become influential role models. Their
achievements and stories have been incorporated into ad campaigns,
highlighting their accomplishments and challenging societal norms. By
showcasing successful women from diverse backgrounds, advertisements aim
to inspire and empower women and contribute to a more balanced
representation of gender in society.

The changing role of women in advertisements has had a profound social
impact. Firstly, it has empowered women by providing them with positive role
models and challenging the notion that their worth is solely tied to traditional
gender roles. Advertisements now portray women as leaders, professionals,
and individuals who can shape their own destinies. This portrayal has a ripple
effect on society, inspiring women to pursue their dreams, challenge societal
expectations, and achieve success in their chosen fields.

Secondly, the changing role of women in advertisements has promoted gender
equality by challenging and dismantling harmful stereotypes. Advertisements
that once reinforced restrictive gender roles now depict a more balanced
representation of men and women, emphasizing their equal capabilities and
aspirations. This portrayal helps break down societal barriers and encourages a
more inclusive and egalitarian society.

Furthermore, the changing role of women in advertisements has had a
significant impact on shaping societal norms and perceptions. Advertisements




play a powerful role in shaping cultural narratives and influencing public
opinion. By showcasing diverse representations of women, advertisements
challenge preconceived notions of beauty, success, and gender roles. They
contribute to the normalization of inclusive ideals, such as body positivity,
diverse beauty standards, and the recognition of the contributions of women
in various domains. These shifts have a cascading effect on society, leading to
more positive attitudes towards women, greater gender inclusivity, and a more
equitable representation of gender roles.

However, the changing role of women in advertisements is not without its
challenges and limitations. While there has been progress in terms of diversity
and inclusivity, many advertisements still perpetuate harmful stereotypes,
objectify women, and promote unrealistic beauty standards. Additionally, the
commodification of feminist ideals and the use of tokenism in advertising can
be seen as exploitative and superficial.

In conclusion, the immense changing role of women in advertisements can be
attributed to a complex set of factors, including the rise of feminism, changing
dynamics in the advertising industry, demand for inclusivity and authenticity,
and the influence of women in various spheres. This transformation has had a
significant social impact, empowering women, promoting gender equality,
challenging harmful stereotypes, and shaping societal norms. However, there
is still a long way to go in terms of achieving a truly equitable representation of
women in advertising and creating a more inclusive and diverse society. It is
essential for advertisers and society as a whole to continue to push for
progress and challenge harmful norms and stereotypes.




CONTENT ANALYSIS

To understand the change in women portrayal some advertisements are
needed to be analysed. These advertisements have broken the stereotypical
portrayal of women as well as the mind-set of the society.

Some of these advertisements are online advertisements and rest are
television advertisements.

Airtel’s Boss Advertisement

This ad features a modern day couple. In the advertisement we can see, a boss
tells the two men on her team that they've got to work on a very tight
deadline. One of the men protests, saying it's not possible. She makes a
sympathetic face, tells them they'll just have to manage and dismisses them.
But as the scene transform, coming home she started cooking for her husband
and become a traditional wife. Again the scene shifts and the can see the
employee whose wife was calling him for dinner. The twist here was his wife
was actually his boss, whom we have seen giving the task previously.

The ad beautifully portrays a relationship where a woman knows how to juggle
her work and personal life. Here the stereotypical concept of the society
breaks everywhere, firstly working women can also do household works even
after a full day of office work. Secondly, it is not necessary to be for the
husband on higher authority or designation between husband and wife to be
in a healthy relationship.

Titans Raga watch:-

This advertisement begins in an airport where a girl met his ex-boyfriend after
a long time. When they were getting nostalgic the boy told the girl they
could've worked out as a couple if she quit her job. Then the girl replied him
that he could also have left her job. In response to that the boy protested that
how can a man not working. Which reflects that it's normal for a woman to
quit her job and act as a housewife. On the other hand it reinforced the
stereotypes that men are destined to take care of family and handle everything
and be an omnipotent person.

This advertisement breaks the stereotypes and supports/encourages women
to take charge and follow their dream, whatever they want to do they should




do. According to Titan, they celebrate the woman who is modern, progressive,
confident and passionate.

Tanishq Remarriage Advertisement

The advertisement opens with a bride getting ready for her wedding with the
traditional shahnai playing in the background. She sees a young girl standing at
the door and asks her to come in. The bride adjusts the jewellery on the little
girl’s forehead. Then they walk hand-in-hand into the ‘mandap’ (stage). The
ceremony starts and the couple begins to walk around the ‘havan’. The little
girl also wants to walk around the fire and then asks the bride, addressing her
as ‘Mama’. The bride tells her not to do it and continues walking but the groom
tells the little girl to come and he lifts her in his arms and they continue to walk
around the ‘havan’. The film ends with the little girl asking the groom if she can
call her ‘Papa’.

There are two elements that defy convention and could be termed as path-
breaking. Firstly, using a second marriage to showcase the wedding collection
and using a woman who is dark skinned. The rewards for going against the
grain are already obvious. It's definitely one of the most provocative and talked
about ads in the category.

Prestige Ad on Equal Responsibility of Kitchen

Prestige has launched several advertisements on equal responsibility of
kitchen. In different campaigns with different taglines they have portrayed the
message of equality. One of these advertisements will be discussed here.

TTK Prestige has launched a new campaign on mother’s day that echoes its
progressive views of gender role in the kitchen. In this advertisement we can
see a father and son cooking in the kitchen. While struggling to cook the son
askes his father if it’s really necessary to learn cooking. His father says, because
we all eat that’s why it is really necessary to learn cooking for all.

This advertisement shows that responsibilities have no gender tags, it should
be equal for everyone.




SURVEY REPORT

CHART 1. AGE & GENDER

AGE IO copy GENDER IO copy
90 responses 90 responses
@®12-18 ® Male
®19-25 ® Female
® 25-35 @ Prefer not to say
®35-70
AGE NO OF RESPONSES PERCENTAGE OF
RESPONSES
12-18 1 11
19-25 70 77.8
25-35 10 111
35-70 9 10
GENDER NO OF RESPONSES PERCENTAGE OF
RESPONSES
MALE 35 38.9
FEMALE 55 61.1
PREFER NOT TO SAY 0 0
OTHERS 0 0




CHART 2

Do you think the portrayal of women in advertisements has become more diverse in

recent years?

I [ WA SEA AFA9F IGIBTEAS [ AT BB HES
ATy =00R?

90 responses

® YES
@ NO
® Maybe
RESPONSE NO OF RESPONSES PERCENTAGE
Yes 79 87.8
No 4 4.4
Maybe 7 7.8




CHART 3

Do you agree that the media's portrayal of women in advertisements reinforces gender
stereotypes?

[STEREOTYPING Women means to believe unfairly that all people or things with a
particular characteristic are the same.]

S [ W S (T NG [ " SoF A1 [ AKad PoE eI
A [RITG *fe*11at Ha?
[Iitnd FEIRSBIR: 2 AUS R 6ida g9: Ry Moo a9 9 441

90 responses

@ Strongly Agree

® Agree

© Disagree

@ Neutral

RESPONSE NO OF RESPONSES PERCENTAGE

Strongly Agree 17 18.9
Agree 50 55.6
Disagree 12 13.3
Neutral 11 12.2




CHART 4

Have you ever felt pressured to conform to certain beauty standards because of

advertisements?

ISR FIECT WA S Y6 [F7 CTWMEAT W (NN 5100 Bl S[wd FRN?

90 responses

@® Many times
@ Sometimes
& Once in a while

@ Never
RESPONSE NO OF RESPONSES PERCENTAGE
Many times 9 10
Sometimes 50 55.6
Once in a while 9 10
Never 22 24.4




CHART S5

Do you believe that the representation of women in advertisements can have a
negative impact on young girls' self-esteem?

I F T Saw (3 e IRame AfSHEg gt (ms SR

AFSAHTE AWK (FATO ANG?

90 responses

@ Strongly Agree

@ Agree
@ Disagree
\\, 15.6%
E

RESPONSE NO OF RESPONSES PERCENTAGE
Strongly Agree 14 15.6
Agree 38 42.2
Disagree 38 42.2




CHART 6

Do you think there is a need for more positive representations of women in
advertisements?

S [ NN FEA [RHTH VA WS ZO65 BAZATHI ATAGH H(R?

90 responses

@ Yes
@ No
@ Maybe
RESPONSE NO OF RESPONSES PERCENTAGE
Yes 74 82.2
No 2 2.2
Maybe 14 15.6




CHART 7

Do you think the portrayal of women in advertisements has improved in recent years?

A S WA I Arf©F IRIGTATS [ NHAF BIIA OB Oafe
TAR?

90 responses

® Yes

® No

@ Maybe

@ Not Sure
RESPONSE NO OF RESPONSES PERCENTAGE
Yes 51 56.7
No 9 10
Maybe 19 21.1
Not Sure 11 12.2




CHART 8

Do you think that advertisements have the power to shape societal perceptions of

gender roles?

A B N FEAN (T [ S{e 779 (S0 J4F GNP ST0F

TG OIS NI FAF FNO] 910Y?

90 responses

@ Strongly Agree

@ Agree
@ Disagree
@ Neutral
RESPONSE NO OF RESPONSES PERCENTAGE
Strongly Agree 19 21.1
Agree 51 56.7
Disagree 7 7.8
Neutral 13 14.4




CHART9

Have you noticed an increase in the representation of women in leadership roles in
advertisements?

wr+{f 3 IS (Forga ofien NEane Afefaiiy 3fa o sarg?

90 responses

@ Yes
@ No
) Rarely
RESPONSE NO OF RESPONSES PERCENTAGE
Yes 77 85.6
No 3 3.3

Rarely 10 11.1




CHART 10

Do you agree that the advertising industry should do more to promote gender equality
in its campaigns?

I F TN FEA (T [T AGRTSIANA 7% U@l ABMI G WG9S (J
5 391 Gfbw?

90 responses

@ Strongly agree

® Agree
@ Maybe
@ Disagree
RESPONSE NO OF RESPONSES PERCENTAGE
Strongly Agree 27 30
Agree 50 55.6
Disagree 2 2.2
Maybe 11 12.2




CHART 11

Do you think that positive representations of women in advertisements can help
promote gender equality in society?

WA [ WA BN (T [RGB VRATHI 2016 SAZIAN AN [e15F SN0
GRS F0O AR FIACO AH?

90 responses

® Yes
@ No
@ Maybe
RESPONSE NO OF RESPONSES PERCENTAGE
Yes 75 83.3
No 5 5.6
Maybe 10 11.1




EXPERT INTERVIEW

1. Inyour opinion, how have you observed the role of women in
advertisements changing over the past decade or so? What significant
shifts have you noticed?

Indian advertising has gone significant transformation in past years. The
way women are depicted in advertising has changed, reflecting the
transformation that has simultaneously taken place in the society.
Advertising in one of the major medium that affect us in our daily lives
whether consciously or unconsciously. It plays a significant role in shaping
society in @ much border perspective.

Portrayal of women in advertisements has transferred form women as
sex object or women as wives and mothers, women obsessed with
cleanliness to the image of Super Women.

The status of women improves in the society and defines themselves with
the empowered roles. They are likely to respond more favourably in such
advertisement that portrays such roles.

2. From your perspective, what social impact do you believe
advertisements featuring women have on society? Are there any
specific positive or negative consequences that stand out to you?

Socio typical depiction of women presents in Indian
advertisements. The dominant female role portrayals in advertisements
are identifies as sex objects, housewife and as celebrity. Portrayal of
women in the role of housewife reflects the fact that in India prime
responsibility of a woman is towards her family where she is expected to
do her duty as wife and mother than any other role. The advertisements
prefer to underplay the employment status of women than these socio
typical roles.

Even today women are portrayed in typical ways as housewives or
mother in household events. Such portrayals in advertising media are
reflective of societal and cultural expectation. The frequency of
appearance of women is high per products like home, food and
beverages, clothing and fashion. Advertisements believe that attractive




representation may prove to be an effective way to gain hold viewers’
attention. They are still in dilemma whether to portray positively in
progressive or non-traditional roles or in stereotypical or inappropriately
objectified role to make it attractive for the viewers.

. Could you describe any notable trends or patterns you’ve observed
regarding the portrayal of women in different types of media, such as
print ads, television commercials, or online campaigns?

Though we say that advertisements mirror the change in society,
ad also have the power to affect the society and culture and thereof it
creates a cycle. When we take a look at advertisements today, there are
wide range of television or newspaper advertisements with some
depicting women in the age old roles of housewives or homemakers
taking care of their families as their main responsibility.

Ads have also role in portraying strong women in their changing roles in
the socio-economic or industrial used as business people and even some
at the top of hierarchies. These stereotype breaking ads can be mostly
seen in online media.

So there a slight difference can be noticed between traditional media
and new media.

. How do you think the representation of women in advertisements
affects gender norms and stereotypes in society? Are there any specific
examples or campaigns that you believe have made a particularly
significant in challenging these norms?

In earlier times, portrayal of women has always varied form one
stereotype to another — such as girl child, mother, and a woman as a sex
object or an eye catcher or as a homemaker. They are not even
preferred for endorsing products and series of huge involvement. In case
of voice over preference male voice over is seem to be dominant as
compare to female voice over especially when communicating key
messages. There are such prevalence of gender typecasting in Indian
advertising. Although women are placed in higher roles and position in
advertisements now, stereotypical portrayal is still common. To reduce
the differences created by gender stereotypes, it is necessary for
advertisers to improve the status of women role portrayals. Advertisers
should also be careful when using certain role portrayals of women as it




may generate more negative appeal than others, especially depicting
women as subservient and weak.

There are few ads that are trying to break the stereotype, for example -
Jewellery brand Tanishq’s commercial on remarriage continues to sting a
cord with consumers, the form attempted to break the taboo about the
concept of remarriage.

Havells’s campaign “Respect for Women”, Titan’s Raga’s “Her Life Her
Choices”, Hero Honda “Why should boys have all the fun”.

. From your expertise, have you noticed any differences in how women
are portrayed in advertisements targeted towards different
demographics, such as groups, cultural backgrounds, or regions? If so,
what are some notable variations you’ve observed?

Portrayal of women in advertisements targeted at different

demographics —

(i) Indian girls are taught form young age that “Fair and Lovely” go
hand in hand, which lead to successful marriage and career, while
on the other hand, darker Indian girls have few prospects.

(i)  “Olay” uses actress Kajol to advertise the ‘Total Effect’, how it has
helped her look young and beautiful throughout her life. It passes
the message to women that they should not neglect their body
image or beauty at any stage of their life.

Besides costume ads, even ads for products that have no
connection with beauty and body image targeted at different
demographics such as Complan health drinks, Slice, Sunfeast Dark
Fantasy biscuits, Tide detergents, Philips Iron and many more, all
mislead women and girls by portraying underweight, slim, models,
fixing a standardized body image and beauty in public’s
imagination.

. In your research or experience, have you come across any specific
advertising campaigns that have successfully empowered women or
promoted gender equality? What made these campaigns effective, and
what were the outcomes?

These advertising campaigns successfully empowered women and
promoted gender equality. The Hero Honda Pleasure campaign




challenged gender stereotypes by emphasizing women's potential and
breaking the notion that outdoor fun is only for men. Dove's "Real
Beauty" campaign celebrated women of all shapes, sizes, and ages,
sparking conversations about self-esteem and challenging traditional
beauty standards. These campaigns used authentic messaging, real
women, and relatable stories to connect with viewers emotionally. They
challenged societal norms, generated awareness, and had positive
impacts on brand reputation and customer loyalty. These campaigns
inspired other brands to follow suit and contribute to the broader
movement for empowering women. Overall, they demonstrated the
power of advertising to shape cultural narratives and promote a more
inclusive society.

. From your research or experience, are there any specific global or
regional differences in the portrayal of women in advertisements?
How do cultural, societal, or economic factors influence these
variations?

Yes, indeed the Global and regional differences in the portrayal of
women in advertisements exist due to cultural, societal, and economic
factors. Cultural norms and values shape the roles assigned to women in
ads, ranging from traditional to empowered portrayals. Societal factors
such as gender equality and women's rights influence how women are
depicted. Economic factors play a role as advertisers target specific
market segments. In regions where women have economic influence,
they may be portrayed as professionals or savvy consumers. Legal
frameworks, historical contexts, and industry standards also contribute
to these variations. It's important to critically analyze these portrayals
and their impact on gender equality.

. In the context of changing gender roles and evolving societal
expectations, how do you see the role of women in advertisements
evolving in the future? Are there any emerging trends or predictions
you can share?

The trend of changing gender roles and evolving societal
expectations is positive. Since advertisements are mirror of the society,
with changing role of women in the society, empowering should also
emphasize on the role that modern women plays in the society. Ad




product acceptance and advertising appeal are correlated, marketers
should take great care in portraying women in their accurate role for all
categories of product to achieve their objectives in this highly
competitive market. Ads in India are not fulfilling their duty towards the
society. The projection of women in Indian advertisements can be done
for highlighting the real uses of women lives, for the upliftment, for the
awareness among people about the rights of the women, for the
empowerment of women. And somewhere now due to various reasons
the stereotype portrayal is decreasing year by year. So it can be assumed
in near future this will be much more decreased.

As we can see the emerging trend of women role is now empowered,
strong, sometimes carefree and straight forward. This stereotype
breaking roles are attracting the audience as well as the new generation.
So observing the societal reacting it can be said the stereotype breaking,
strong personality of women can be the new trend.




FINDINGS

The changing Role of Women and its Social impact has been analysed in this
study. Form various perspectives the portrayal of women in Indian
advertisements has changed. To signify the change the past trend of
advertisements has been analysed through various examples of advertisement.
The past trends of sexualize, stereotype and objectifying women is now not in
the trend. Now we can conclude the study with some points.

The change in women portrayal is positive. This changes in advertisements
shows the society the importance women in the society, also disseminate
messages to respect them and aware the society about equal right. Advertising
as a very strong mass media has brought his change in the society as well as in
the mind-set of the people.

It is said that Advertisement is the mirror of the society. Behind this change of
women portrayal in advertisement there are many reasons but the major role
of the society is worth mention. Due to the societal changes now women are
being much more independent and strong. So with the societal change the
advertising industry has to change its perspective as well. On the other hand
the stereotype breaking advertising help people to change their view point
towards women. So it is true that the societal improvement for women is
necessary to bring the positive change and vice-versa.

Though the change of women portrayal in advertisement can be seen in almost
every media but the stereotype breaking advertisement can be seen majorly in
new media. So it can be said there is a mention worthy role of new media in
this changing role of women in advertisement. And it is clear from the survey
the study that people, especially the young generation is appreciating this
change. So it can be predicted that, as the growing change in women portrayal
in advertisement can be increased in future.

But it cannot be said that the advertising industry is now totally out of the
trend of stereotyping, objectifying and sexualizing women. Still there are some
advertisements of men product and perfume those unnecessarily objectify and
sexualize women. In kitchen products or home decors we can mostly see
women cooking or doing household works. But the number of stereotype
advertisements has definitely decreased. And the number of stereotype
breaking advertisements are increasing.
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