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A STUDY OF CONTRIBUTION OF PADMA VIBHUSHAN HOMAI VYARAWALLA IN 

pr. Anupama Patil, Principal, Bharati Vidyapeeth's, College of Fine Arts, Pune, Maharashtra 
Sam Chaure, Assostant Professor, Bharati Vidyapeeth's, College of Fine Arts, Pune, Maharashtra 

Abstract: 

UGC CARE (Group ) Journal 

THE FIELD OF PHOTOJOURNALISM IN INDIA 

Aeywonds: Women Photographer, First Women Professional Photographer, Homai Vyarawalla, First 

Women Photojournalist, Padma Vibhushan 

Introduction: 

Photography has long been a male-dominated field and there have been very few women 

photographers who practiced professional photography. Leave alone the pre and post-independence 

eras there is a dcarth of women photographers even in the 21st century. The number of the 

photojournalist is even smaller. As per the British Journal of Photography currently, about 85% ct 

photojournalists are men the figure maybe even more. The collective analyzed global newspapers and 

found the percentage of lead photos on front pages by women and non-binary photographers is 

shockingly low - just 7.2 per cent for the Wall Street Journal in the first quarter of 2022, for example 

(Green) 
Homai Vyarawalla is India's first photojournalist who took up photojournalism as early as 1930 is 

praiseworthy. She opened a new door for women to follow. She was a passionate photographer and 

treated her work seriously. This paper will envisage the life and work ofHomai Vyarawalla. 

Photojournalismn is an art where one engages with the head and the heart. As a graphic 

designer and a design mentor the magic captured by renowned photographers still fascinates me. 1 

commend them for telling fascinating stories, capturing the light, unfolding colors to feel like fantasy, 

and people becoming heroes in the limelight when caught by the discerning eye of a gifted 

photographer. The lens does not lie but the photographer gets ít to discover and capture moments 

beyond the obvious. One does not see many women venturing into the field of photojournalism as a 

profession. Having said this there is very few women photojournalist in India who are visible on the 

pages of the internet like Homai Vyarawalla, Dayanita Singh, Sooni Taraporevala, Paromita Chatterjee, 

and Cheena Kapoor. When I decided upon this subject of women professional photographers litle did I 

khow that there would be such a dearth even in modern times. I took to Google and tried tracing 

wemen photographers in the list of top 10 photojournalists in India, but was disappointed. Then 

Searched Wikipedia and was dismayed to find only a few names in the list of renowned women 

professional photojournalisnm in India. Then I got in touch with and interacted with some women 

photographers from Pune, Nagpur, and Mumbai, some of them very young and still working to carve a 

hiche in the field. Findings from their experience are noted and discussed further in this paper. 

Rational of the paper: 
Worldwide there are very few women working in the field of photojournalism and even fewer 

in India. With the change in social and cultural traits, women are venturing out into many 

ucoventional fields yet the number of women venturing into photojournalism is trivial On this 

tach ground contribution of Homai Vyarawalla is most significant and momentous. Not many are 

ware of her T work and her contribution to industry and India at large Itis simportant to through light on 

Such extraordinary women and 
herstupendous body of work 

Contribution ofHomal Vyarawalla in t the field of Photojournalism in India: 

Photography is a 
male-dominated field. and not many women have been able to make their 

(omes to choosing this rather 
non(onventienal field as a career vption due to fsnity pressures 

mark in professional Iphotvgraphy Even in 2 1st-century lndia there are tconstrsints onwuen het 

Vol. 83, No 07. January-june: 2023 

Page No 225 



HET ATdt (Madhya Bharti) 
UGC CARE (Group 1) \ourna 

to withdraw from rofessional photography. Photography is physically more demanding and at tiftes 
Marriage, childbith, mother thood, and family responsibilities are some of the factors that 

force wGten ficldwork is not possible. Hardly 1% or 2% of women sustain till the cnd in this field and this in the 

people in India have accepted women venturing into photography, but, when it comes to giving ar 
eason why one does not find women in top spots in professional photography. "t! is a good sign the 

Assistant Professor, Tanvi Bhadre; a y young dynamic photographer says "It is a r man's world. In 
the profession ofphotojournalism,women still have to face discrimination. The v women are still treats 

as amateurs. It is considered that what men can do, women can't. I have also faced I such gender-biased discrimination working in the feld. Homai Vyarawalla has been a personal inspiration, as she nee 
gave any importance to such comments. and discrimination, and kept working. With camera and ler. 
all the field work, assignments, uncomfortable places, crowd work, and even page3 events are no fuse 

Assistant Professor, Charuta Kharaokar; ads "women photographers have made a signifcars 
contribution to the field over the years, despite Women's facing various challenges and obstacles Ye 
there is ample scope for women in this field. Parents and family should encourage and support women to take up professional photography" From the statistics of my findings, it is clear that the number of women venturing into professional photography is fewer, so, to inspire young women I decided to follow the story of Homai Vyarawalla closely with a strong belief that it would inspire young women in mnore than one way. It is not just her talent of telling touching stories through her lens but her determination and guts to tell the story ofa time when women photographers were rare and being India's first Woman photojournalist. Vyarawalla not only made history but she was successful in emotively capturing it as well. Not many artists or photographers would know her name or her achievement's. When India was in its testing times going through an epic transition to independence which gave birth to great leaders, Vyarawalla recorded them through her camera. Homai Vyarawalla was surely as famous as the personalities she chronicled. She was notjust India's first female photojournalist but also a forerunner in many ways, becoming a motivation for many who believe thata woman of substance has ample Scope to make a difference if she has the courage. Homai Vyarawalla was born on 9 December 1913, in a Parsi family in Navsari, Gujarat. She studied at Sir J. J. School of Art, Bombay University, and started actively working in the 1930s. Through her long career she created a pool of many iconic, stunning photographs which exemplified the stories 
of independence, The Quit India Movement, the partition, and so many prominent events. She was shooting for social gatherings, the air drills, and the high profile meetings as well. Her contribution to 
the field of photojournalism won her the second-highest civilian award of the Republic of India, the 
Padma Vibhushan. 

Homai Vyarawalla's husband Maneckshaw Vyarawalla, was a photographer and it he whe 
taught her the basics of photography. Homai studied at Sir J. J School of Art, Mumbai, where her 
aesthetic capabilities flourished. She also came across LIFE magazine where she come across wOTs 

modern photographers. Her early photographs, mainly portraits snapped around 1930 were on t 
urban backdrop which covered the routine life of young contemporary women in Mumbai. lnital Illustrated Weekly and Bombay Chronicle published her work but under the name of her husband Maneckshaw. It was an irony her first published photo feature to carried her husband's bytine. Far 

some time she published her photographs underthe pseudonym'Dalda 13' Homai's career started in the 1930s. In 1938 she took off as a photojournalist with the Bombuy Chronicle. 1942 Homai Vyarawalla and her husband moved to Delhi. In the coming years Homa photographed many politicians, ,leaders of national importance, national guests which luminaries ha 
Indira Gandhi, Jawaharlal Nehru, , Dalai Lama, Mahatma Gandhi, Queen Elizabeth 1, U.S. First Lady Jacke 
Kennedy, Lord Mountbatten, and nany more. She also worked for the British Infornation Service She 
covered many important congress meetings. Jawaharlal Nehru was amongst her most favorite 
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she liked capturing her subject without their knowledge, as she belicved that the person 
becones 

COnscious if asked to the posse, his/her body l becomes stiffand the eyes enlarge which would 

never be 
anynwhere close to the natural self. Being a woman her aesthetic sensibilities differed 

ompared to that of a man and thatmade a difference. She was s noticed for her brilliant work. 
Asaphotojournalist, , she has covered a significantly important era ofhistory through her photo 

eports. She e published many of her black-arnd-white photographs in this magazíne till the end of 1970. 

These became iconic in the way that they were not mere reports but told a tragic story of war and 

society at large. Amidst this Homai gained significance and rose e t to become one of the most noteworthy 

storvtellers of the pre and post-Independence. She had lived the intimate moments of history througn 

UGC CARE (Group I) Journal 
ISSN: 0974-0066 

seme rare shots. She was also a witness to the meeting of the Congress Working Committee that 

ndorsed the infamous decision to Partition the country. 
In 1973 Homai Vyarawalla moved to Vadodara after the death of her husband, and decided to 

give up photography. This meant that for over 40 years, not a single photograph was shot through her 

camera. When asked why she quit photography while at the peak ofher profession, she said, "It was not 

worth it anymore. We had rules for photographers; we even followed a dress code. We treated each other 

with respect, like colleagues. But then, things changed for the worst. They [the new generation of 

photographers/ were only in terested in making a few quick bucks; I didn't want to be part of the crowd 

anymore"(Bhattacharya) 
Vyarawalla being simple at heart absorbed Mahatma's teachings in her everyday life. She lived 

a very simple life away from the eye of fane and name for many years. Homai Vyarawalla had one son 

Farooq who taught in BITS Pilani, Rajasthan, She moved with him to Pilani. After his death, in 1989, she 

moved to Vadodara in Gujarat and stayed alone there for rest of her life. 

Though Homai Vyarawalla was an untrained but skilled archivist. She methodically conserved her 

monochrome prints and negatives in boxes and hand-made negative jackets. It wasa daunting task for 

her to preserve and protect her negatives in Vadodara's humid weather until they were finally handed 

to the Alkazi Foundation in Delhi. 

Vyarawalla was nothing less than a perfectionist which showed in all that she did, like 

sculptures of driftwood, her polished walking stick, and her nameplate that was made of broken glass 

bangles. She wrote recipes and home remedies which were beautifully compiled in a handwritten 

book She could stitch her cloths, cut her hair, fix the plumbing and the list would be endless. Such a 

versatile personality! 
In January 2012, Ms. Vyarawalla had a fall from her bed and fractured a hip bone later 

developed medical complications, and passed away on 15 January 2012. 

Associate Professor, Dr. Sabeena Gadihoke, and author, at Jamia University, Delhi confesses 

Vyarawalla's role asa forerunner midst women photojournalistin early India. Her contribution to early 

photojournalism was nothing short than a colossal task, which created history. However she did not 

get the kind ofrecognition that her European counterparts got. 

Salute to this dynamic woman who made history as she recorded it, who inspired as she was 

inspired by the stalwarts, and who left huge gallery of historic masterpiece photographs to motivate 

young minds and photographers in particular. 

Conclusion: 
Homai Vyarawalla was and is an example to all the photojournalists in India. She changed th 

nature, culture, and aesthetic of 
photojournalism, In the man's world, Homai stepped up the ladder of 

India. 

success and contributed abundantly to create history. Today when Indians look back at the 

Independence, Homai's photographs are all we have. She captured the freedom of India through her 

lens, she clicked candid moments of Pt. Jawaharlal Nehru, Indira Gandhi, Mahatma Gandhi, and many 

prominent people. Pt. Jawaharlal Nehru was her favorite subject and she made him the icon of free 

Homai Vyarawalla's work is a great contribution to the history of post-independent India and 
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she is an inspiration to many young girls, , women, and upcoming photojournalists. Be the exitof Lrg Mountbatten, the flag hoisting of Independent India, the Parade of free India, or Mahatma 

Gandhis funeral; Homai was present everywhere. Hence, Homai Vyarawalla has given a face to pot independent India with her photographs. 
Reference: 
Green Graeme,"British Journal of Photography",2023 https://mapacademy.io/article /homai-vyarawalla/ 
Bhatacharya Sanchari, "Meet India's first Lady Photographer Homai Vyarawalla". Redif. .corm,2011 

https://www.bbc.com/news/world-asia-india-42349710 https://hundredheroines.org/hpblog/homai-vyarawalla-/ photographer-who-made-her-own-rules/332241/ https://theprint.in/theprint-profile/ /remembering-homai--vyarawalla-self-taught-firebrand. 
https://allkazifoundation.org/euphoria-pain-gandhi-and-nehru/ https://en.wikipedia.org/wiki/Homai_Vyarawalla http://www.photothatshooktheworld.com http://www.mapinpub.com 
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CONTRIBUTION OF NALINI MALANI IN THE FIELD OF CONTEMPORARYART
IN THE POST.INDEPENDENCE ERA

Dr. Saniay Bhalerao, Assistant Professor, Bharati Vidyapeeth's College of Fine Arts, pune
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ABSTRACT
Nalini Malini is the first Indian female artistwho made her reputation in the male-dominated

art world in the past four decades who is beyond her time in her art practices. Her out of the box ideas
created contemporary thinking and introduces new mediums in the field of Art like mixed medium
paintings, installation art video films, neon sculpture, photography, and theatre. Also, she use to draw
on literature, mythology, and history to create art and characters that have relevance across cultures
She uses old, historic myths of India as well as other countries in new media. This research paper
highlights Nalini Malini's pictorial subject matte4, narrative, pictorial style, installation, and piciorial
composition.
Keywords: Female artist, Mixed medium, Painting, Drawing, Printmaking, Video films, Neor
Sculpture, Photography, Installation art, and Theatre

INTRODUCTION
The explosion of new media in the 20th century changed the whole purpose of art. "New Media

Art" has gained respect and understanding because it covers the historicaiart movement and focuses
on the technologies especially conceptual strategies in the right direction. 'Artists no longer had to
reproduce reality faithfully as photographers could do it better, and films took on -iny of the
traditional narrative roles of painting, such as stories of battles and religious or historical subjects. The
invention of newmaterials also gave artistscope and freedom for

Image: T.lmage:2.
Can You Hear Me?: Nalini Malani L969-2OLB,lnstallationview atArario Galtery Shanghai.

Art today is characterizedby its uniqueness, diversity, and its sprightful lively nature. Contemporary
artists utilize a whole range of media and methods to explore the world around them everything from
hyblid painting using unfamiliar materials, to digitally manipulated photographs and video works.
Traditional materials and techniques are no longer been used by an artist today in the same sense they
did not want to be defined in any kind of set of disciplines or rules. They hold new technology as a
means of expressing, reflecting upon, and competing with new culiural landscapes ofLass-
communicator and entertainment.

Media that are initially perceived by the art world as 'new' fsuch as video in the 1960sJ soon
become familiar and even conventional. Artists have also been drawn towards non-traditional media
because they are specifically interested in exploring the [rapidly changing) relationship between
media, technology, and society. Photography displaced painting as the primary mode of pictorial
representation, living artists the freedom to experiment with new media and methodologiei. Cubist

Vol. 83, No. 07, f anuary-f un e:2023 Page No.78
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TRT J rI-- I:rg and the development of Abstractiion. Experimentation with new media by collaboration
': art forms, such as music, literature and dance with new mediums like film, video, and
' - Eraphs to make work that comprises text, Ianguage, sound, and performance with more focus on
' ':t and idea rather than its art forms, These technologies easily idopt and assimilate widespread- 
=es in various art fields such as digitalAr! Conceptual Art, Video Art, and Installation Art. Kinetic''linimal Art, Motion Graphics, Performance Art, Assemblage, Collage, etc. It has developed new

- =:rts that stimulate new ideas within society.
New media art has integrated into our society firmly and influence can be seen everywhere.

the past few decades, there has been a rapid shift of media in the contemporary art of India. India), LrrEr s _(rds uecu a r.aplq snl[ or meota tn tne contemporary art of India. India
-n art world that looks both ways, towards the west for its materials ,nd in iis roots for subject

\eon

,:]
: ,I'' MEDIAART IN INDIA

As the west is the herb of Art, India also follows its concepts since the mid-1990s, Video andnedia practice in India has dealt with issues of identity, Ciitiques of violence, narrative, and'- ':mance, and other subjects that come un de the umbrella of newissues. New Media art began to
':r in India since the inception of the 21st century, but the conditions for the growth of this art- rach existed in the works of Vivan Sundaram, Nalini Malam, Ved Nayar; and Rurimana Hussain in- - J90s.

' :itmpse of new media art in India is apparent in the work of artist, and tactician M.F. Hussain.
''ln's artistic practices have crossed the boundaries of traditional mediums of art and made an.-iation forthe firsttime later on itbecame a common practice in India'l!oia

!.tses
- -l !-;u L(

: the
. TL^r 11lu

iary
:om
rks,
h.y

ISS.

lon
dia

rial
r ist

Experiments in new media are common in the last two decades. A few instances of thisrl'ation are the reinvention ofthe uses ofjute and ceramics by Mrinalani Mukherjee, of bamboo and
''" 

to constructa site shrine by Lattika Katt. of Relics in burntwood and pulp paperby pushpamala, of' : cow during cakes by Sheila Gowda, of fiberglass, metal & sand bypritirpaisinln Ladi, of bone, paper
- p, & rope by Valsan Kolleri. In some cases, it is not the theme so much as the medium that has
' --ome the message. This observation is particularly in the case of Lattika Katt, who constructs her sati.:les from terracotta, bamboo, and both rags, alludingto the impermanence of life

During the 1990s, Nalini Malani, Vivan Sundaram & Rumana Hussain made powerful use of's:allation and performance art to purvey their message, focusing equally on issues of ecological
':fare as communal violence. Keenly aware of the pervlsive influence of the mass media. There is
- m for invention, but invariably the work is focused on contemporary values. Undeniably the visual-:s in India have been influenced by politics and have been createa witir the changing issues in each

=:ade

In search of vanished blood, Natini malani 2012
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NALINI MATANI AN ARTIST BEHIND THE BIRTH OF NEW MEDIA ART IN INDIA rtlllilliil ill,.ii

Nalani Malani at Art Musingj MumEai

_T:lf:ry_"_r::lr,t",.r.:ist-Nalani Malani wfio believe in modernism and is a buitdingbter

NALINI MATANI A NARMTIVE ARTIST
"l have come to realize that histories are written on the bodies of women,,.
NaliniMalani

Nalani

inchangingtheperspectiveoflndianArtwasborninKarachi inTg46inundividedlndia.Sheiskno.,"-
for her lush, superabundant, politically changed drawings, video, installations, and theatre wor:j
Malani studied diploma in Fine Arts from sir jamsetjee Jee]eboy School of Art in Mumbai, Even dun: .this time, she had a studio in the Bhulabhai Memorial Institute, Bombay, Where ,.,ir" rr""* a,ff;;;-.
fields like music, dance & theatre worked individually and collectively. ihe also received a scholarsh,:fromtheFrenchGovernmenttostudyfineartsinParisfrom rg1a-72&arecipien,"r,ir"a.ri"'rir*ri .,from the Gow. of India from 7gB4-Bg.After Malani graduated from || arts school ir;;;;,,;;;;;. ,few years working with photography and film, the-themes she chose or explored during this pe11c:
dealtwith the storytime that India was facing & experiencing during that era. She framed the politica, :,social events literacy of moving image by its population. Malani continued to explore techniques suc.
as the reverse painting method taught to herty Bhupen Khakard in the late BOs which she wou.:repetitively use in her future work. on the one side, she explored the different mediums of art & on th 

=other her role as a woman in it. In one of these roles, she organized the first exhibition of Indian wome:artists in Delhi [198S)

Nalini Malani, Remembering Mad Meg, 2007. Four -channel video/shadow ptay, with eight reverse-
painted Lexan cylinders, each 722 x 722 cm. Installation view
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.i,' r ememDertngMad Meg:-: --::: from 16th century Royal painting; she a
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r 

: 
;; ;' d ;1.H#ii?#ffi :lffiT: tr,il", :iT i HliflHr i^ T *11: :::evil from the land. Ifwe take that as a lii motif..i 

: : 
j,?##J_1,L1 th e wo iran,ymb o I i, e s ro r m e ;il;: il ff JH",fi X';: : ;t ft?jI:.:r is calied progress.

rn to the women,s voice,
: to male patriarchy and
gthe female voice.

to the instinct, that is the way we have to
now what are facing is extreme capitalism

go because what has
which is completely

104 exhibition the making of India, sahmat engaged with the artist to rethink the countryt,scultural and political histories.
i-.:iDiversity:

' :is installation orvideo playtakes place in an upper-middle-class Indian home. And the video' 'i ::r a guilty frame; with pictures of i'lehru ,na cri*ai ,na a whole period where we realized' *' and independence with the sadness that this cut the country into two parts pakistan and: -18 video starts with the work of traditional formalist artist Raja Ravi verma and in that< \ve see eleven women in different costumes from India. And through the costumes, their' -':ulture'societyeverythingcouldbejudgedwhichrho-rthedifferen,Ior".roflndiabutthey
::ther different instrumenls in harmony which show their uniry. irr" .,,rijlo 

"ra, up with a' : :arrying guns which shows her strengthio fight for herserrin this male aominating world. The' Iea was that the nation when it is foimed iritrr. ivur,.irian period, ,,we n"ii"u"a in a slogan- ': diversity because it was a diverse country with different religions ana rinatty all religion is= : by the women whether it is a hizab, nakab or a gh;;il;t;r bindi whatever it is, its women who: -r 'rve?r this' Now the whole idea of the work wis iroiar women were destroyed violently in the' -i 20a2 in the western state of Guiarat. It"s almost as if the mothering fig the woman who-. 3tes is the one who gets destroyed,
From 1969 after finishing the Aris school. Malani was very much interested in the Modernism: is manifested in India, the idea that the individual rrthe important person. where he comes-' lvhat he eats drinks' or what his religion is was of no. consequences because this was the'dual and therefore that period, t ".*o.t was to ao *iir, a quest of how she wourd bring the::i'nist image into her work' Time changed,and ttrings in;ociety change because a much more.:.tfiit#:ion exerting itself and this led to a kind orailenctrantment and also a kind of dystopia in
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Nalani Malani represents dffirentpanels expressing violence in Kashmir I
All we imagine as light: The title comes from the poem ofAfa Sahid Ali who was a Kashmiri J

and he wrote a set of poems called the country withouti post office. problems of r<rrf,.r ffi;ilil;
been ongoingfor decades, the separation between one's loied ones and terror in
the haven that is the theme of a work of art. Nalini Malani uses poetry in her work and she is very mucl
fascinated with literature and thing that are written because in Paris (196SJ she loves to read and wa
inspired by different writers like Simone de because, fean-Paul Sartre ,nd tuti.h"ll Leris, She alsl
studied about Indian cast system, French anthropologist Louis Dumont., she found in literature there il
a kind of intimacy, mystery a writer can create, Nalani also wanted to introduce that in her worl
without having any idea of the process.
CONCLUSION

Nalini Malani's work opened up a new dimension to India's still nascentvideo industry Nalini
isan artistwho explores new mediumi and versatile technologies i" fr". iin".;";*;;. iilil;;;;;;
who gave women and feminism in art a new way to look. Malani is the First artist to organize a woment
exhibition in Delhi. She feels that woman is not a weak model who is appreciated for her physical
appearance like the virgin of Titian but she is a strong mother; founder bi tnu culture, religion, and
society of any country. Malani worked with new mediums to give new approaches to women and even
the old histories. She narrates oldmythologies in anewwayin-a unique serru*ni.fi i, more expressive
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Abstract 

Second Author 

Kale Mugdha Prashant 

Assistant Professor, B.V. College Of Fine Arts, Pune 

The year 2020-21 is being seen as a very terrible time in human history. More than 200 countries 

were caught in the grip of the pandemic corona infection epidemic. Many lives were lost. Many 

people lost their lives. The whole situation was terrifying. To survive this, the whole world is trying 

to recover from this by implementing many remedial plans and rules. This epidemic has affected 

all sectors and many new options have become available. To survive the impact, the entire human 

race is trying to find new solutions to recover and sustain with newfound plans and rules. The 

effect of a pandemic was larger than life and has impacted all sectors. Though many new 

alternatives are also generated and now have well-established in aftermath of the pandemic. 

There were drastic changes in the working method in the education sector and professional sector. 

It seems that more and more all work services have started to be provided online. Along with all 

these fields, the field of art also seems to have been deeply affected. The effect of this can be seen 

sector-wise in Indian painting. As commuting and assembling were restricted, there were drastic 

http://www.irjmsh.com/
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changes in the working method in many sectors such as the education sector, and the professional 

sector It seems that more and more all work services have started to be provided online. When 

survival becomes crucial art field gets impacted deeply. The effect of this can be seen sector-wise 

in Indian painting. 

This research paper sheds light on how the coronavirus pandemic epidemic has affected Indian 

traditional painting and how its form and subject have changed. Focusing. 

Keywords: Covid-19, Pandemic, Indian Folk Art, Indian Traditional painting. 

 

Preface 

Folk and Tribal people and their art and painting styles are always get influenced by social, 

political, religious, and economic conditions. The style of painting keeps changing accordingly. 

Through such various invasions and transitions, these arts have endured their existence. 

Along with the reasons mentioned above, Covid-19, Pandemic, has also become a major reason 

for the change in Indian traditional painting. 

About Indian folk and tribal painting. 

Indian culture and tradition are very vibrant and this vibrancy reflects through its conventional arts 

and crafts. The states and union territories sprawled across the country have their own distinct 

cultural and traditional identities and are displayed through various forms of art prevalent there. 

Every region in India has its style and pattern of art, which is known as folk art. Other than folk 

art, there is yet another form of traditional art practiced by several tribes or rural populations, which 

is classified as tribal art. The folk and tribal arts of India are very ethnic and simple, yet colorful 

and vibrant enough to speak volumes about the country's rich heritage. 

Folk and tribal art, passed from one generation to the next, is the creative expression of people 

who live in harmony with nature. Traditionally, these art forms, though sometimes purely 

decorative, were used to mark different occasions such as celebrations, events to pacify malevolent 

deities or forces of nature, thanksgiving, harvests, the birth of a child, puberty, marriage, and 

cultural festivals. Painted narratives on various surfaces, such as walls, floors, cloth, wood, and 

paper became important sources of knowledge about local mythology, deities, heroes, epics, 

folktales, and customs. 

Some of the most famous folk paintings of India are the Madhubani paintings of Bihar, Patachitra 

paintings from the state of Odisha, Phad Paintings of Rajasthan, Kalamkari of Andhra Pradesh, 

Pichhvai Paintings of Rajasthan, Warli Paintings of Maharashtra, Nirmal paintings of Andhra 

Pradesh, Aipan of Uttarakhand, Pithoro paintings of Gujarat, Gond and Mandana Paintings of 

Madhya Pradesh, Kalighat paintings of Calcutta and many more forms. Some of these tribal folk 

paintings are Warli from Maharashtra, Gond from Madhya Pradesh, and Pithora from Gujarat. 

Madhubani painting: 

Perhaps one of the best-known genres of Indian folk paintings is the Mithila (also 

called Madhubani) paintings from the Mithila region of Bihar state. The Madhubani in literal 

translation means 'Forest of Honey' (Madhu-honey, Bans-forest or woods).These paintings 

http://www.irjmsh.com/
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are religious. The paintings are done by women predominantly at home, in smeared areas like the 

prayer room. Hindu mythology is the main theme in Madhubani 

Painting. It is an Indian living folk art inspired by the mythological epics of Mahabharata and 

Ramayana. It is a divine and playful expression of unconditional surrender and thankfulness to 

God. The contemporary art of Mithila painting was born in the early 1960s, following 

the terrible Bihar famine. The women of Mithila were encouraged to apply their painting 

skills to paper as a means of supplementing their meager incomes. Once applied to a portable 

and thus more visible medium, the skill of Mithila women was quickly recognized. The work 

was enthusiastically bought by tourists and folk art collectors alike. 

  
Image no.1 Image no.2 

Image no.3 Image no.4 

 

Kalighat painting 

Originated in the 19th century in West Bengal, India, in the vicinity of Kalighat Kali Temple, 

Kalighat, Calcutta, India, and from being items of souvenir taken by the visitors to the Kali temple, 

the paintings over a period of time developed as a distinct school of Indian painting. From the 

http://www.irjmsh.com/
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depiction of Hindu gods, gods, and other mythological characters, the Kalighat paintings 

developed to reflect a variety of subjects, including many depictions of everyday life. 

  
Image no.5 Image no. 6 

 

Image no. 7 

Kalighat painting continues today in the rural districts of West Bengal. Medinipur and Birbhum 

are two such areas where the practice of Kalighat painting has been kept alive by contemporary 

artists. Using organic dyes, as the original 19th-century patios did, the paintings they create focus 

on secular themes and current events as well as a mixture of religious depictions, executed in a 

modern style. 

 

Gond Paintings 

Gond paintings are the living expressions of the village people of Gond tribals of 

district Mandla in Madhya Pradesh, These paintings are deeply linked with their day-to-day 

lives The paintings are made by placing dots over the dots upward, downward, and 
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sideways to create final pictures. The theme of paintings is drawn from folktales and Gond 

mythology. They are not mere decorations but also instant expressions of their religious 

sentiments and devotions. The tribal folk art Gond paintings, based on local Indian festivals 

like Karwa Chauth, Deepawali, Ahoi Ashtami, Nag Panchmi, Sanjhi, etc. are done by women 

using simple homemade colors. Horses, elephants, tigers, birds, gods, men, and objects of 

daily life are painted in bright and multicolored hues. 

 

Image no.8 Corona Deity, Venkat Raman, Gond painting 

 

Warli Paintings 

Warli is principally found in the "Thane" district in the state of Maharashtra. They are 

also scattered to very few numbers in parts of Nashik and greater Bombay. Much has been 

written about how the tribe got the name Warlis. The word Warli comes from 'varal', a small 

patch of cultivated land that means an up lander. Their extremely rudimentary wall paintings use 

a very basic graphic vocabulary: a circle, a triangle, and a square come from their observation of 

nature; the circle represents the sun and moon, and the triangle is derived from mountains and 

pointed trees. Only the square seems to obey a different logic and seems to be a human invention, 

indicating a sacred enclosure or a piece of land. Warli art is a beautiful folk art of Maharashtra, 

traditionally created by the tribal women of the Tribes such as Warli, Malkhar Koli, Kathodi, 

Kokana, and Dhodi tribes found on the northern outskirts of Mumbai, in Western India. 

Tribal people express themselves in vivid styles through paintings that they execute on the 

walls of their houses. Warli paintings were mainly done by women folk. The paintings are 

beautifully executed and resemble pre-historic cave paintings in execution and usually depict 

scenes of human figures engaged in activities like hunting, dancing, sowing, and harvesting. 
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Image no.9 Image no.10 

Cheriyal Scroll, Telangana 

Cheriyal Scroll Painting is a popular and modified version of Nakashi art, considered highly rich 

in local motifs. This art form is unique to the state of Telangana. These scrolls are painted in a 

narrative format similar to a film roll or even comic strips and depict stories from Indian mythology 

as well as shorter stories related to the Puranas and Epics. Scroll paintings are known for their rich 

history and they also assume a significant role in Asia's artistic traditions. The scrolls earlier 

depicted the adventures and the exploits of local folk heroes. This is the first time that Nakashi 

artists are tackling a contemporary subject. And the story of the current situation. The biggest scroll 

depicts hospitals, social distancing in villages and cities, migrant workers walking home, and, on 

a positive note, how the younger generation is learning games and wisdom from their grandparents. 

 
Image no.11 
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Phad, Bhilwara, Rajasthan 

Historically, Phad paintings were made on cotton cloth from handmade natural paints, when 

ordered by priests who used the artworks during a song and dance ritual. This year, the expert 

painter gave a modern twist to them. Instead of the usual stories of Devnarayanji (incarnation of 

Lord Vishnu) narrated in Phad, their subject now is the coronavirus. Their latest paintings depict 

the origins of Covid-19 from China and its hike. The subject may be dark and miserable, but an 

artist has taken bright hues and bold strokes that have come to categorize vibrant storytelling in 

Phad portrays the pain of a subject in an isolation ward, life in quarantine, Prime Minister Narendra 

Modi addressing the nation, all of them carrying messages on social distancing and need for masks. 

 
Image no.12 

  
 

Conclusion: 

Image no. 13 Image no. 14 

The subjects of Indian traditional painting are mainly based on Hindu mythology and day-to-day 

life. The artist draws these pictures on the house wall on occasions for weddings, festivals, 

celebrations, or special occasions. And some draws these painting on paper and cloth, for 

entertaining and evangelizing. This is the main characteristic of this art form. But now we can see 

that the subject of painting changed and along with the mythological subject, it started depicting 

national and international events or impact. 
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The folk artist has taken this as an opportunity and challenge. India's folk artists have long used 

traditional art for social communication. Yet another event where we can see that they have used 

traditional art to spread awareness of the Covid-19 outbreak as well as to document their 

perspectives on the lockdown. The element of storytelling which is an essential part of most Indian 

traditional art has allowed artists to explore and put forward the idea of the pandemic in a creative 

manner. The mythological themes have disappeared, for the moment. And now artists have been 

reflecting on the pandemic situation through their art. 

Folk artists and craftspeople across India have produced these illustrations and paintings in 

traditional styles. They have conveyed the importance of social distancing, wearing face masks, 

washing hands with soap, and avoiding group travel. There are also scenes depicting hospitals 

treating Covid-19 patients. Some of them have incorporated social awareness messages into their 

narratives with appropriate paintings on their Cheriyal scrolls. Some have used the state's 

traditional 'Phad' painting to convey messages of social awareness to contain the pandemic. 

Everything from Madhubani, Warli , and Kalighat paintings to Cheriyal scrolls and Kangda art, 

Patachitra paintings, these folk arts across India decrease the timeline and show how the traditional 

lifestyle of the olden days would have looked with the modern pandemic containment rules in 

place. 

An important observation at the end of the study is that traditional painting seems to be more 

flexible and more adaptable to changes over time than classical painting. And these styles of the 

painting seem to be coming to the fore and as our art has played a big role in protecting and raising 

public awareness from Corona infection, these arts seem more people-oriented. 
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Image no.9. Dragon vomiting the virus, Anil Vangad, Courtesy by Professor Sudhakar Chavhan, Pune 

Image no. 10. Isolation wards, Anil Vangad, Courtesy by Professor Sudhakar Chavhan, Pune 

Image no.11 https://mobile.twitter.com/RakeshNakash/status/1282299472341426176/photo/1 

Image no.12. https://en.gaonconnection.com/a-veteran-artist-is-using-traditional-phad-paintings-to-raise-awareness- 

on-covid-19-in-rajasthan/ 
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Abstract 

Associate Professor, Bharati Vidyapeeth's College of Fine Arts, Pune 

e-mail: anupama.patil@bharatividyapeeth.edu 

Advertising promotional campaigns are collections of similar-natured promotional messages. 

They distribute the same themes and messages at predetermined periods through various mediums. 

The durations of advertising campaigns are set and clearly stated. An advertising campaign can 

help you through the process whether you plan to advertise your goods offline or online or whether 

you offer a product or service. 

A well-planned advertising campaign is essential for success. Effective planning and preparation 

for an advertising campaign helps keep the client's costs down and ensure that the right audience 

is reached. Additionally, you must have a plan that is clearly defined and founded on research, 

analysis, and a thorough understanding of both your target audience and the competition landscape. 

Emphasising the academic approach of the advertising campaign here as a teacher with more than 

15 years of experience in an applied art faculty. Additionally, the process of creating an advertising 

campaign as a class project for undergraduate students, from assignment planning to 

implementation of the finished product. 

This paper will highlight key aspects of planning and designing advertising campaign, creativity 

and common methods used while teaching it. Also offers a detail of the development of ideation, 

Brainstorming, refinement of the designing advertising campaign, generated through Product 

research, Market research, and Consumer Research. It concludes the assignment Plan, its process 

and final outcome of classroom projects with example of two students project work mentored by 

us. 

Keywords: Advertising, Campaign, Planning & Designing, Assignment 

Introduction 

Typically, in the military, the word "campaign" refers to a well-planned course of action or a series 

of actions. It refers to the strategic planning for all-around action that was done for a conflict while 

accounting for surface, air, and sea attacks by the army, air force, and navy. Similar to this, a multi- 

dimensional strategy is prepared for an advertising campaign using many media. Design for an 

Advertising Campaign should be practical as well as beautiful. This is because it should serve a 

purpose. A functional organic unity of copy, typography, illustration symbol, product, design as a 

mailto:pallavi.meshram@bharatividyapeeth.edu
mailto:anupama.patil@bharatividyapeeth.edu
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whole is typically well planned and produced after extensive thought and brain-storming sessions. 

Each component of the design as a whole should be directly tied to the others. 

The many advertisement layouts of a campaign should flow together and make clear the intention 

and expression of an idea through execution. The campaign's entirety, from A to Z, must be taken 

into account. Of course, the idea is crucial for the intended and effective outcome in addition to 

the purpose and technique of production. The concept should be given a focus to make it more 

actionable and result-oriented so that people will respond positively and sales will increase. The 

design of a campaign is only deemed successful at that point. The campaign's creative team strives 

to fix issues by first comprehending the advertising's aim. This may be: 

• to introduce and launch a new product or service. 

• to get the product used in place of the competitors. 

• to increase the frequency of use. 

• to create a new long-term habit. 

• to arouse interest and provide technical information. 

• to obtain seasonal sales where appropriate (cough syrups, air conditioners, room heaters etc.) 

• to impress the retail trade. 

After deciding the Objective, the following process of designing and planning an advertising 

campaign is as follows: 

Identify and Profile the Target Audience- One needs to start by creating a persona or profile of 

the best ideal customer. Be as precise as possible since this will be the focus of advertising and 

media choices. Go beyond age and gender to gain a deep understanding of what makes the most  

valuable customers stand out. 

It is possible to have more than one persona, depending on product or service offering. This will 

help you shape the theme for adverts which reflect not only messaging but also brand identity. 

Understand Competitors- It s necessary to understand what competitors are offering so that you 

can up your game. One needs to know where the company or service stands out from competition 

and who your competition is. Find out what one can offer that your competitors don’t. This will 

help drive the message to the target audience. 

Design the Campaign Plan- For a sound campaign strategy, one need to understand why the 

target audience should buy your product or service and why they should buy now. One needs to 

set precise goals which you aim to achieve in the short-term, intermediate and long-term. Whether 

you want to increase brand awareness, grow email subscribers, increase online traffic, increase 

leads or conversions; the goals should express your brand’s commitment to fulfilling them. 

Select Appropriate Media Choice- Knowing your audience will help you choose the right media 

that will deliver the advertising message more effectively. For example, if the target audience is 

teens, definitely newspapers will not be the most suitable place to place your ads. If advertising 

for property, for instance, you can run an advert in any flyers or mailers that the property 

management company distributes. 

Segment and Retarget- A good advertising strategy is one that creates general interest in a 

specific geographic area. Targeting should be based on parameters that segment targeted audience 
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into specific groups. These parameters may include gender, age and location. This increases the 

chances for engagement and conversions of your campaign. You can also retarget by orienting on 

conversions while focusing on branding. 

Print and electronic media are the two most common types of media equipment. Newspapers, 

magazines, pamphlets, banners, and hoardings are examples of print media. Radio, television, 

emails, text messaging on mobile devices, and telephonic advertising are all examples of electronic 

media. The main thing to keep in mind is choosing an appropriate frequency for the advertising 

campaign so that the message is conveyed to clients effectively. 

Not all campaigns have a set length of time. Seasonal campaigns and year-round campaigns both 

exist. The timing of each campaign varies. Advertising campaigns might be media-based, location- 

based, product-based, objective-based, or area-based. Advertising campaigns typically succeed, 

but if the goal is not achieved in any way, the theory is revised, the necessary modifications are 

made using the experience, and the remaining campaign is continued. 

Being a academician for more than 15 years in applied art faculty, I strongly believe that this is 

our responsibility to acquaint the learners with various perspective of modern industry as well as 

develop their skills and understanding for designing as per current trends. So, I am expressing here 

the academic approach of the advertising campaign. Also, the method of planning and designing 

the advertising campaign as a classroom project for  undergraduate level from planning an 

assignment to execution of the final outcome. Here follows the assignment plan for the same: 

Planning of an Assignment 

Subject : Communication Design (Promotional Advertising Campaign) 

Course Objective 

 Main aim of the course is to help students understand design and industry needs. 

 To promote any challenging mission to establish a brand, which is done through part one. 

 To analyze and understand any given brand / product/ service for its promotion / 

repositioning / brand establishment. 

Course content 

 Introduction and discussion to understand idea behind the campaign. 

 Why particular brand – their understanding 

 Research for Selecting topic or brand. 

 Selection of topic or brand 

 Research for selected topic or brand 

 Mind map for Campaign Planning 

 Mind Map for Concept and Idea finalization according to demographics and psychographics 

of targeted consumer and user 

 Visual Map, Mood Board, Colour palette 

 Media planning, Study of New & emerging Media. 

 Copy Platform, Typography, Layout as per media selection 
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 Final Execution 

Methodology 

 Introduction of whole process through PPT 

 Discussion and presentation 

 Showcase some previous portfolios. 

 Review of work on net i.e., Behance, Pintrest, etc. 

 Sharing of different links, books, websites, films etc. 

 One to one discussion on various aspects and stages of campaign 

 One to one correction on every step of campaign 

 
Assignment details 

 Research and process 

 Selection of topic or brand 

 Research for selected topic or brand 

o Mind map for Campaign Planning, Media planning 

o Visual Map, Mood Board 

o Copy Platform, Colour palette, Typography, Layout 

 3 major and 3 minor medias 

o Thought process, media selection, justification, Final Execution 

Student’s projects mentored by us 

Project – 1 

Portfolio link - https://www.behance.net/sharwarisapar 

Topic: Audible, Spoken Audio App 

Research and Planning of the topic: 

 

Research and Planning : 

Audible is a leading seller and producer of 

spoken audio content on the Internet. 

Content: digital audio books, radio and TV 

programs, audio versions of magazines and 

newspapers. 

Launch: Debut in India on 13
th

 November, 

2018. 

Catalogue: 200,000 global titles and 400 

Indian classic and contemporary titles. 

Language: English language and is soon 

expected to release regional titles. 

Mother brand 

Amazon.com, Inc. is known as the largest 

Internet retail company in the world. 

Amazon acquired Audible in 2008 for $300 

million in cash. 

The deal closed in March 2008 and Audible 

became a subsidiary of Amazon. 
 

Global presence of the brand - US, 

GERMANY, UK, FRANCE, AUSTRALIA, 

JAPAN, ITALY, CANADA, INDIA 

USP Offerings 

 

http://www.behance.net/sharwarisapar
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Free trials - 30 day free trial and 90 days for 

prime members 

World-class narrations - Great books 

narrated by great performers. With over 

200,000 audio books, you are sure to find the 

perfect listen. 

An Amazon company - Audible is a trusted 

Amazon company with millions of users 

globally so you can count on privacy, security 

and satisfaction. 

Categories: fiction, sci-fi, fantasy, romance, 

mysteries, young adult, spirituality, 

biographies, business, and self-development 

among others. 

First time listeners: In a bid to improve 

discovery, the service also offers curated lists 

like 'Great First Listens' apart from the 

traditional best sellers and new releases 

section. 

Audible Originals section: that offers audio 

books, podcasts and radio dramas created by 

prominent storytellers exclusively for the 
service and produced by Audible Studios. 

Other specifications 

Subscription: 30 day trial for all users and a 

90 day trial for Prime members, following 

which the service will be available for a 

recurring payment of Rs 199 per month. 

Standalone price: 1 month for Rs 299, 6 

months for Rs 1,345, 12 months for Rs 2,332 

Credit: 1 credit a month. Users can roll over 

up to five credits to the next month. 

Audible noted that members will get to keep 

all the purchased audio books in their Audible 

library, even if they cancel the membership. 

You can listen to your audio books on 

Windows Phone, iOS and Android devices, 

Windows and macOS machines, and any 

device with Amazon Alexa. 

Current market status 

Introductory stage: Though Audible is a 

very established company in the globally, it is 

at an introductory stage in the Indian market. 

Less awareness: Indian market is 

comparatively very new to the digital audio 

content. 

Competitors: Storytel and Google Play 

Books recent launch in India, there is no 

established brand in this sector. 

Opportunities: There is a vast scope of 

opportunities to explore and capture the 

market. 

Competitors 

Storytel 

Storytel is a digital subscription service that 

streams audio books for your mobile phone. 

You download an app for your mobile 

(iPhone and Android) and create a 

subscription. 

Storytel was founded in 2005. 

Launch: November 2017 

Offering: Audio books and eBooks (series, 

short stories and poems) 

Price: 14 days free trial and 299 later per 

month. 

Languages: English, Hindi, Marathi 
(planning to introduce other regional 

languages.) 

Google Play Books 

Last year, Google announced the launch of 

audio books on the Google Play. 

Launch: January 2018 

Offering: eBooks, textbooks, comic books, 

and – eventually – audio books. 

Price: No subscription-based service. Listen 

to a preview and pay for individual book. 

Languages: Audio books on Google Play 

store is available in 9 different languages 

across 45 countries worldwide. 

Features: It works according to what you 

instruct Google Assistant to do. You can just 

say, "Ok Google, stop playing in 20 minutes" 
and it will follow the same – basically you 
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Features: Changing audio speed option 

Setting a sleep timer 

can set a timer for the reading. Alongside 

narrating the book for you, audio books also 

reveal information about the author – to get 

that, all you need to say is -- "Ok Google, 
who is the author?" 

Indian Market condition for audio books 

Favorable market conditions- Country’s growing economy. Traffic snarls which offer an 

opportunity for audio books while driving. India has a tradition to listening to stories. So the culture 

already exists. Eyeing people already streaming other services like Netflix. Cost of high-speed 

data is falling rapidly. Smart phones are getting more sophisticated. 

Current promotional campaigns of audio books 

• Social media influencers: Audible India marketed itself by contacting social media 

influencers and putting up affiliate links for their large international audiences. We’ve seen 

many YouTube stars advertise Audible to incentivise reading to a wider demographic, portray 

reading as a fun activity, recommend books, offer a free credit and take home money per 

subscription. 

• With the Indian demographic actively online, Audible’s partnership program in India will 

necessarily mean an income source for Indian influencers, more scripted pitches, and in your 

face advertising for Audible. 

• If all the advertising works here, audio books will take over. Globally, they’ve practically 

replaced e-books. Amazon wants Audible to become a part of your routine — while 

driving, while commuting, waiting in line, going on a run — they are selling a lifestyle. 

Recent campaign of audio books 

• About 6 months ago, Audible launched its first kind of promotional video on YouTube. 

• The video focused on its feature with a promotional line- ‘Listen Anywhere, Anytime’ 

• The video didn’t garner much response and the concept was not promoted on different 

mediums. 

Objective of the campaign 

Create awareness 

• Audible, though having a strong presence globally, the concept of audio books is very new 

in India. 

• It needs a strong campaign to introduce itself to the Indian market. 

• At this stage of launch, the campaign should focus on introducing the concept of digital 

audio content by highlighting the features of the app. 

• This should be done by exploring different kinds of medias to aggressively reach out to its 

target audience, since its prime competitors are already launched in India. 

The Challenge 

To help Audible India raise brand awareness and connect with its target audience of book 

lovers, avid readers and non-readers to get them listening to audio books for the first time. 

 
Identifying prospective Customers 
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• Online payment users: Audible India’s target consumers are people who have access to the 

internet and have financial tools such as credit cards and debit cards. 

• Age: It will target younger audience whose age is less than 40 years. 

• Why: This age group may be busy with work and cannot afford time to sit back and read a 

book. Hence, can use the service while commute or doing some other work. 

• Language: It will target the English-speaking audience in India. 

• Prime target audience: The service will also target teens and young adults as they are the 

largest media audience that is always connected to their phones and devices. 

Target audience 

Demographics 

 

• Age : 16-40 years 

• Gender : Not gender specific 

• Area : Urban area 
• Occupation : students, professionals, 

house makers 

• Social status : Middle and upper class 

• Life cycle stage : Single, Married- with 

kids/without kids 

• Literacy status : well educated 

Psychographics 

 

• Personality : easy going, determined, 

ambitious, multi tasker, explorer 

(adventurous) 

• Values : optimistic, cost effective, 
convenience 

• Interests : Avid reader, travelling, art 

and craft enthusiast, literature , 

technology enthusiast, online streaming, 

social media, movies/T.V shows 

• Activities : long commuters, household 

work, exercise, trekking 

• Lifestyle : busy, stressful, device 

oriented 

 

SWOT Analysis 

 

Strengths: Largest collection of books, Huge 

parent company, Innovative content, Cheap 

subscription plans 

Opportunities: Few and new competitors, 

Associating digital audio content with the 

brand 

Threats: Growing streaming media 

availability 

Competitors outside the actual market i.e. 

streaming radio, digital video content. 

Weaknes : Very low consumer awareness, 

Not a strong advertising presence, New 

market 

Media Selection 

Considering the nature of the brand, it is 

important to target the people when they are 

bored or have some free time. 

Posters: Bus stops, subways, cabs, airports, 

gyms. 

Newspaper: Sunday times newspaper ads 

Radio: On apps like Gaana, Spotify and 

traditional radio. 

Kiosks: In malls/stores for educating or 

giving them an experience. 

Social media: increasing people interaction 

e.g. MY FIRST STORY by 

mom/dad/grandparents 

Merchandise: Audible.com branded 

headphones given away on flights. 

 
Sketches and Scribbles and Final Campaign Designs 
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Project - 2 

Godrej Locking Systems 

Research and Planning about the topic : 

About 

1. Godrej, the name etched in metal, secure 

almost every door in India. 

2. Since its inception by Ardeshir Godrej, the 

name Godrej has become synonymous with 

trust, protection and integrity. 

3. With exports of Godrej Locking Solutions 

and Systems spanning across various 

countries, the brand has come a long way in 

delivering world class locking solutions. 

Basic Facts about Godrej 

1. The New Godrej Logo was launched on 

17th April 2008. 

2. This Logo is the Visual Representation of 

‘Brighter Living’. 

3. The Change in the Logo symbolises 

Godrej’s new corporate identity and the 

refurbishment of its master brand. 

4. The main aim is to consolidate Godrej’s 

Presence in various business areas. 

5. The new logo retains the original font for 

reasons of continuity and empathy. 

History 

The Godrej story began in 1897 with the 

manufacture of Locks. Since then, Godrej 

Locking Solutions and Systems has set 

several benchmarks in the locks industry from 

the first spring less lock in 1907 to the iconic 

'NavTal' in 1954 to the ultra range in 1995 to 

the revolutionary 3KS in 2007. From a state- 

of-the-art manufacturing facility in a suburb 

of Mumbai, Godrej Locking Solutions and 

Systems provides locking solutions that reach 

homes, offices, industries and the hearts of 

millions of people in India and around the 

world for whom ‘locks’ means Godrej. 

 

Range of Products 

1. Main Door Locks 
2. Shutter and Grill Door Locks 

3. Bathroom Door Locks 

4. Baggage Locks 

Why Godrej Locks? 

1. Godrej is not just a brand, Its a symbol of 

trust. 

2. Throughout all these years, Godrej has had 

a tremendous response from the people. 

3. Godrej has seen its own highs and lows 

throughout this process of establishing their 

name in the industry. 

4. Godrej is one such company where values 

like Integrity, Trust and Respect are their 

corner stones. 

5. Godrej is an integral part of people’s lives, 

enriching it in ways that are more than 

imaginable. 

6. As there are less creative ads for the brand, 

it will be a fun experience working for a 

brand that is all about protection. 

7. Robbers are the kind of uninvited guests 

that we hate, hence, illustrating different 

scenarios for the same will be a challenging 

experience for me. 

 
Characteristics of Product 

1. Godrej Locks are one of a kind with features that makes it unbreakable or strong even in most 

uncertain conditions. 
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2. Often we presume that the main purpose for getting a lock installed whether on the front door or 

the interior doors, is to allow us to not worry about our belongings being stolen while we sleep or 

when we're away from the building. However, as any locksmiths will tell you a lock actually serves 

many more purposes than this, and it is precisely because they are so crucial that we often take 

some of their purposes for granted. 

3. For instance a lock not only provides security for our belongings but also for ourselves this way 

ensuring that no one can damage us financially or physically. This is far more important than the 

loss of earnings or belongings and means that when we go to sleep at night, we can feel safe that 

no one will break into the house and pose a threat to us. Often murders start as robberies gone 

wrong, so a locksmith and a good lock can prevent a whole range of crimes. 

USP’s of the Product 

1. High precision levers for extra toughness. 2. A durable, corrosion-resistant brass lock for all 

your indoor or outdoor uses, including your luggage or your home. 3. Rust resistant, giving you 

peace of mind for years. 4. A solid brass body gives it extra strength and durability. 5. Non- 

Duplication of the Key, hence less robbery. 6. Value for Money because the lock can be used by 

Generations. 7. 12 months’ warranty from the date of purchase. 8. Lock cannot be opened by any 

foreign material like a pin or so. 

Strengths - 1. Strong Brand Name, 2. Quality 3. Good Name among customers. 4. Great Service 

5. Long Lasting and trustworthy products. 6. Innovative aspects 7. Affordable Locks 8. No Key 

Duplication without original Key. 

Weakness - 1. Stiff Competition affects market share. 2. Cost of Product 3. Lac of Scale 4. No 

duplication of key. 

Opportunities - 1. Due to Rapidly growing rural market, Godrej locks can venture into 

international market. 2. The Quality of locks can be improved. 3. Can venture out into international 

market. 

Threats - 1. Intense competition from recognised companies, 2. Competition from unbranded 

products 3. Competition from products of lesser costs but low quality. 

Consumer Study 

Demographics 

1. Gender- Male and Female 
2. Age- Age groups for 19 to 40 

3. Class- Lower Class, Middle and Upper 

Middle Class 

4. Geographical Area- Urban and Rural 

Areas 

Psychographics 

1. Human Tendency- Trust, Years of usage, 

Belief. 

2. Affordability Tendency- 

3. Different Appeals- Fear, Trust, Peace of 

Mind, 

4. Purchase Behaviour- Locks are one such 

thing that people tend to buy once in a long 

span of time. Hence they choose what is the 

best. Necessity can be an aspect that people 

think over. 

Brainstorming and Ideation 
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Rough Scribbles 

 

 
Final Campaign Layouts 
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Conclusion 

We can state following points as conclusion that - Advertising campaigns are the groups of 

advertising messages which are similar in nature. They share same messages and themes placed in 

different types of medias at some fixed times. The time frames of advertising campaigns are fixed 

and specifically defined. 

The very prime thing before making an ad campaign is to know- Why you are advertising and 

what are you advertising? 
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Why refers to the objective of advertising campaign. The objective of an advertising campaign is 

to Inform people about your product, convince them to buy the product, Make your product 

available to the customers. 

An Overview on the process of Designing and Planning an advertising campaign is as follows: 

 Research: first step is to do a market research for the product to be advertised. One needs 

to find out the product demand, competitors, etc. 

 Know the target audience: one need to know who are going to buy the product and who 

should be targeted. 

 Setting the budget: the next step is to set the budget keeping in mind all the factors like 

media, presentations, paper works, etc which have a role in the process of advertising and 

the places where there is a need of funds. 

 Deciding a proper theme: the theme for the campaign has to be decided as in the colors 

to be used, the graphics should be similar or almost similar in all ads, the music and the 

voices to be used, the designing of the ads, the way the message will be delivered, the 

language to be used, jingles, etc. 

 Selection of media: the media or number of Medias selected should be the one which will 

reach the target customers. 

 Media scheduling: the scheduling has to be done accurately so that the ad will be visible 

or be read or be audible to the targeted customers at the right time. 

 Executing the campaign: finally, the campaign has to be executed and then the feedback 

has to be noted. 

If we see Designing and Planning an Advertising campaign in academic angle, we realize 

that the syllabus needs revision in terms of preparing the student for the professional 

scenario with relevance to practical needs and requirements. Technical advancement is the 

key to a substantial teaching system in today’s world and thus a great responsibility lies on 

the art curriculum to prepare students to uplift to meet global standards and align 

seamlessly to changing trends. 

-------------------------------------------------------------------------------------------------------------------- 
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dksfoM dk fOgT;qoy vkVZ dh f'k{kk izfdz;k] fon;kFkhZ vkSj f”k{kdksaij gqos izHkko 

dk vH;klA 

 

ys[kd &  

izk- MkW- [kSjs txfn”k 

vfl] izksQslj & 

Hkkjrh fon;kihB dkWyst vkWQ QkbZu vkVZl] iq.ks 

bZ esy – jdkhaire22@gmail.com 

izk- MkW- Hkkysjko lat; 

vfl] izksQslj & 

Hkkjrh fon;kihB dkWyst vkWQ QkbZu vkVZl] iq.ks 

bZ esy – bhalesanjay@gmail.com 

Lkkjka”k & 

1-1 Ikk”oZHkweh % vpkud ls vkbZ bl dksfoM 19 ok;jl dh vkdfLer vkink 22 ekpZ 2019 ls 

'kq: gqbZA vkSj lHkh txokfl;ksadk thou vLrkO;Lr gksx;kA blds ifgys dh lkekftd O;oLFkk ,dne 

lkekU; vkSj lq[kn vuqHkwfr FkhA ,slsa gkykr blls igys 100 lky esa dHkh ugh gqok FkkA ç/kkuea=h us 

ekpZ esa ykWdMkÅu fd;k] ,dne lh gekjh ftanxh can gks xbZ] tksadh vkt rd dk lcls Mjkouk] ?kkrd] 

vukdyfu; vkSj Hk;izn vuqHko FkkA blls lHkh {ks= izHkkohr gqosA lHkh tutkrh;ka] Ik”kq i{kh] tkuoj] 

gok] ikf.k] vUu ;gkard dh ge ,d nqljsls gkFkfeykuk Hkh eqf”dy gks x;k FkkA  

1-2 fjlpZ dk rfjdk % blh dk;Zdky esa] esSa ,d dkWyst dk izk/;kid gksus ds ukrs dyk ds 

v/;;u izfdz;k dks fdl rjg geus tkjh j[kk vkSj gekjh fOgtqvy vkVZ dh izWfDVdy dkslZ gksus ds 

ckotwn Hkh geus fdl rjgls ch- ,Q- ,- fMxzh ds Nk=ksadks ?kjijgh f”k{kk dk vuqHko fn;k blds ckjsesa] 

vkSj bl fQ+yi Dykl:e vkSj fMthVy O;oLFkk dk vuqaHko eSa ;gka vkids lkFk lka>k djuk pkgrk gwaA  

1-3% ifj.kke % dyk ds v/;;u izfdz;kdks v[kaMhr j[kusds fy, geus vkSj gekjh laLFkk & Hkkjrh 

fon;kihB] dkWyst vkWQ QkbZu vkVZl] iq.ks] us vFkd iz;kl fd,A ftlds ifj.kke Lo:Ik ;s gqok dh ge 

dksfoM ds Hk;izn le; esa Hkh fon;kFkhZ ds euesa dyk dh vkLFkk vkSj dyk ds izfr ,d vkuafnr Hkko 

tkxzr j[k ldsA dyk ds izfr tqMko] yxu] jfldrk] vuqla/kku dk;e j[kusesa ;”kLoh gqosA dyk vkSj 

fM>kkbZu ds fopkjksals vyx gks dj fon;kFkhZ fdlh vkSj {ks= ds ckjsaesa uk lksps blds fy, gekjs lHkh 

“kS{kf.kd fof/k;ka ,df=r vkSj Qksdl Fkh] ;s bl Hk;xzLr dk;Zdkyesa cgwrgh ljkguh ckr FkhA 

1-4% fu’d’kZ % Hkfo’; esa ,sls vuqHko vkuk ;k uk vkuk gekjs gkFkesa ugh gSa] ysfdu gj fon;kFkhZ dks 

vkuane; vkSj fo”okl] nq<rkls ftus ds fy, la?k’kZ dk egRo vkSj fd, x, iz;kl dk egRo crkukgh 

gksxkA vlkekU; ladVls mHkjus ds fy, dyk vkSj VsDukWykWthdk lgkjk Hkh ysuk iMs rksHkh oks fon;kFkhZ 

vkSj f”k{kd nksuksadks gh ysuk gksxkA f”k{kk esa v/;;u vkSj v/;kiuds u,s rfjds u,s ekWMsy ;k vyx 
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ifjHkk’kk,sa fodflr djuh gksxh] ftlls euq’; dk dyk ds izfr vkLokn de uk gksA dyk ekuo thou 

dk oks vax gS ftlls oks dHkh vyx u gks ldk gS] vkSj uk dHkh gksxkA  

 

dhoMZ & dksjksuk dky] f”k{k.k izfdz;k] fon;kFkhZ ds euesa dyk dh vkLFkk] dyk vkSj VsDukWykWth] 

fMftVyk;>s”ku] lks”ky feMh;k] f”k{kdksadh Hkwfedk 

 

izLrkouk & 

vpkud ls vkbZ bl dksfoM 19 ok;jl dh flP;q,'ku 22 ekpZ 2019 ls 'kq: gqbZ FkhA blds ifgys 

dh lkekftd O;oLFkk ,dne lkekU; vkSj [kq”kgky FkhA lc yksx viuk lkekftd thou ljyrk ls 

pyk;s gwos fn[kkbZ ns jgs FksA fdlh Hkh rjg dh dksbZ dBh.k ugh FkhA vkSj tSls gh dksfoM iwjh nqfu;k esa 

QSyus dh [kcjas vkrh Fkh] dh gekjs iMkslh ns'k phu] bVyh] ikfdLrku] usiky] Jhyadk ds lkFk gekjs Hkh 

ns'k es gS] gekjsa lHkh R;ksgkj gksyh ds ckn gesa blds ckjs es orZekui= U;wtpSuy baUQ‚esZ'ku feyhA tSls 

gh ç/kkuea=h us ekpZ esa ykWdMkÅu fd;k] ,dne lh gekjh ftanxh can gks xbZ] tksdh vkt rd dHkh ugh 

gqbZ FkhA  

fdlh us vuqeku ugha yxk;k gksxk fd dksfoM tSlk ok;jl vk,xk vkSj fcuk HksnHkko fd, ;g 

yksxksa dh thou'kSyh dks cny nsxkA dksfoM ds dkj.k gekjh nqfu;k esa dbZ cnyko vk,a vkSj lHkh dks U;w 

u‚eZy viukus esa FkksM+k le; yxkA dksfoM dk çHkko gj txg Fkk] ftlds ifj.kke Lo:i Ldwy dkWystsl 

vkSj vU; 'kS{kf.kd laLFkku can gks x,A çkjaHk esa] vf/kdka'k ljdkjksa us dksfoMds çHkko dks de djus ds 

fy, Ldwyksa dks vLFkk;h :i ls can djus dk fu.kZ; fy;k FkkA ckn esa bls dqN fnuds fy, fQj ls [kksy 

fn;k x;k] ftlls laØe.k nj dh la[;k c<+h vkSj fQj yacs le; ds fy, lc can gks xbZA 

2019 ekpZ ls “kq: gqbZ bl vkinkesa f”k{kd vkSj fon;kFkhZvksads fcp vkeus lkeus dh f”k{kki/nrh  

iqjh rjgls can gksxbZA Hkkjrh fon;kihB dkWyst vkWQ QkbZu vkVZl] iq.ks bl egkfon;ky;esa eSa [kqn ,d 

izk/;kid ds ukrs bl ifjfLFkrhdks eglwl dj jgk Fkk vkSj ,sls esa f”k{kk izfd;k dks “kq: j[kusdk iz;kl 

Hkh tkjh FkkA 2019 ekpZls 2022 ekpZ ds fcpesa bl dksjksuk dkyesa geus 240 fon;kFkhZvksads lkFk tks Hkh 

f”k{k.kizfdz;kdk vuqHko fy;k gS] oks vktrd dk lcls vyx vkSj fofo/k rkaf=d vkSj bysDVzkWfud 

midj.kksals Hkjk gqok FkkA  

 fOgtqoy vkVZ ds fo’k;ksadks fl[kuk vkSj fl[kkuk ,d Lrj ij cgwrgh eqf”dy yx jgk FkkA 80 

izfr”kr flyWcl izWfDVdy vkSj 20 izfr”kr fFkvjh gksus ls gesa bl fo’k;ksadks fl[kkusesa cgwrlh fnDdrsa 

vkbZaA  

eksckbZy] usV] fVOgh ,dek= lgkjk & 

“kq: esa rks lcdks ,slk yx jgk Fkk dh ;s isaMkfed vkt [kRe gksxk] gIrsa esa [kRe gksxk] vc efgus 

esa [kRe gksxk --------------D;k ekywe Fkk dh ;s nks lky rd pysxkA blfy, “kq:esa dksbZ bls flfj;lyh ugh 

ys jgk FkkA blls igys LokbZu Qyw dk vuqHko Fkk] fd gekjs Hkkjr ds ikl bruk iqjkuk vk;qosZn tks gS---

-gesa Mjus dh D;k t:jr gSA ysfdu tSls tSls bldh xaHkhjrk c<us yxh] oSls fon;kFkhZ vkSj ikyd Hkh 

cgwr ijs”kku gksaus yxsA bu fnuksesa] tks eksckbZy ge Dyklesa cWu dj jgs Fks blh dk laokn ds fy, tknk 

mi;ksx gksus yxkA gj jkst eksckbZy is gh >we] xqxy feV] fVe ,sls vWi yksM djds fefVax vVsaM djusdk 

flyflyk “kq: gaokA ;s fl[kusesa cPpksadk Hkh cgwr VkbZe pyk x;k vkSj vkfVZLV] xzkfQd fM>kbZujdks 

bldk D;k mi;ksx gS----;s rks flQZ pan fnuksads u[kjs gS-----,sls cgwrls rkus geusa bu fnuksa esa lqukbZ nsa jgs 
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FksA gj jkst cPpksads ifjokj ?kjij dksfoM dk lkeuk djusdk iz;kl dj jgs Fks] vkSj ge ,sls gkykresa Hkh 

vius dkWystdk flyWcl vkWu ykbZu foFk fQyi Dykl:e iqjk djus dk iz;kl dj jgs FksA ljdkj  

 

    
best – 1]2]3 % vkWuykbZu xqzi cukuk] OgP;Zqvy feVhaXt dk vuqHko vkSj vyx vyx vWi ds ek/;els ,d nqljsls laokn djuk ;s ,d vyx 

vuqHko jgk gSA 

ges VhOgh pWuy] eksckbZy ds ek/;e ls] U;wt ds ek/;e] ls fjaxVksu ds ek/;els] cgqr lh 

lko/kkfu;ka cjrusds fy, çsfjr dj jgh FkhA gj gIrs gekjs ç/kkuea=h dk Hkk"k.k gksrk Fkk mlh ds chp es 

gekjs jkT; ea=h jkts'k Vksisth dk Hkh ekxZn”kZuij Hkk"k.k gksrk FkkA vkSj ,sls esa pk;uk ds Mjkous eksckbZy 

eslstsl us rks vkSj Hkh Mjk j[kk FkkA  

geus gekjsa fon;kFkhZ;ksads lkFk laokn c<k;k] mUgs vkWuykbZu IyWVQkWeZ dk ;qtdjus ds fy, izsafjr 

fd;k] mldk Vszfuax Hkh ge ns jgs FksA vkWu ykbZu >we fefVaxesa fMLd”ku djuk ge lcds fy, ,d 

vk”p;Zdkjd vuqHko FkkA ,l rjgdk OgpZqvy laokn gekjs fy, ,d Nwr vNwr tSlk O;ogkj yx jgk 

FkkA ysfdu dkyds bl :idks le>uk gh le>nkjh Fkh] lks ge lc bl fptksals okfdQ gksus dk iz;kl 

dj jgs FksA blls cPpksadk fLdzu VkbZe dqN tknkgh c<us yxk FkkA  

dHkh dHkh rks ,slk yx jgk Fkk dh pk;uht eslst esa dksjksuk vk;k gS rks pk;uk ds yksx >qVk 

glus ds fy, fDyi Hkstrs Fks vkSj ges glk narsa FksA rks cgqr cMk Mjkouk ekgksy gekjh OgkV~lvi is Hkh 

cu jgk FkkA pk;uht tksd] fDyi eksckbZy ds tfj, lektesa Mj QSyk jgs Fks] ftlls irk py tkrk dh 

djksuk fdruk Hk;kud gSA vpkud ls yksx jkLrksais fxj jgs Fkss] yksx dg jgs Fks-----dqN gqvk gS fnyksa ds 

lkFk--------A dksjksuk ds efjt dks fdl rjg mBk ys tkrk gS fdl rjg ls idM ds ys tkrh Fks------ g‚fLiVy 

ds utkjs Hkh fdrus Mjkous FksA ,sls esa dkSu fl[kuk pkgsxkA lc igys viuh tku cpkuk pkgsaxsA ysfdu 

gekjh jkstdh vkWuykbZu Dyklls geus vlkbZUesaV dks iwjk djus dk iz;kl rks fd;kgh lkFkesa cPpksaesa vkSj 

muds ifjokj dk /;ku Hkh l[kkA mUgsa ftruh buQkWesaZ”ku ge ns ldrs Fks geus nhA vkSj dqN ifjokjksadk 

blls fo”okl Hkh c<k vkSj dqN rks lkekftd dk;Zesa Hkh ;ksxnku nsus ds fy, rS;kj gks x;s FksA  

fon;kFkhZ vkSj f”k{kdksaadk vixzsMs”ku & 

 gj cPPkk bu fnuksesa vkWuykbZu gh Fkk] lks cPPksadks ns[kus ds fy, ge lHkh f”k{kd tSls rjl x, 

FksA fon;kFkhZ;ksads fcuk dkWyst ,d lqulku okLrw yx jgh FkhA nu fnuksa gesa fon;kFkhZ;ksadh mifLFkrhdk 
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egRo irk pyk tks egRoiw.kZ FkkA ?kj es cSBus ls vyx vyx ऍfDVfOgVht ?kj eas pkyw gks xbZA yksxksa ls 

feyuk tqyuk can Fkk] ,d nqljs ls eksckbZy ;k fefVaxesa ckr djus ds rfjdsls gekjs ekufld Lrj ij 

cgksrgh cnyko djus iMs FksA vdsysesa vius vkils ckrs djrs fn[kusokyk gj oks vkneh dghuk dgh vkWu 

ykbZu fefVax vVsaM dj jgk gksrk FkkA cPpksadks vkWuykbZu vkusesa] usV dh gj txg gksusesa Hkh fnDdrsa 

vkrh FkhA gj oks bysDVkWkfud fMokbZlsl gks ;k usV b”kw dks ge le>dj] lkWYOg djds vkxs py jgs FksA 

vkfVZLV gksus ds ckotwn ;s lHkh fptksals dkWystdk ekgkSy tSls vk;Vh dk vkWfQl yx jgk FkkA fVplZ 

vk;Vh deZpkjh yx jgs FksA cPps ?kjij vkWu ykbZu deZpkjhdh rjg lqcg pkj ls ikap ?kaVs vkWuykbZu 

dWesjsds lkeus fn[krs FksA blls fon;kFkhZ dh ?kjdh n”kk vkSj lksp Hkh ekywe gksrh FkhA ?kjds gj ifjokjds 

lkFk ,d utfndh fj”rk Hkh cu jgk FkkA vkWuykbZu esa fl[kusdk f/kjsf/kjs cPpksadks etk vkus yxk FkkA 

ftldk gesa Mj yx jgk Fkk] dgh dkWyst dk gqfy;k uk cny nsaA  

dksfoM dks [kRe djusds vyx vyx vk;fM;k cPpksaesa vkuk ,sls oDresa dksbZ vyx ckr u FkhA 

D;k lp es dksfoM dk lalxZ gS] ;k fdlh us cksyk Fkk fd gsfyd‚IVj es ls vkS’k/kh;ksdh Qokjsa djsaxsaA lc 

lkQ gksxk] fQj Hkh cgqr cMh cMh e'khu yxk ds jkLrs lkQ fd;s x;sA fdlh fon;kFkhZds ?kjesa dksbZ 

efjt dks vxj DokjaVkbZu fd;k tkrk rks mlds ?kj dk ekgkSy vkSj Hkh Mjkouk gksrk vkSj cPpk vkf[kj 

fefVzesa vkuk gh can dj nsrk FkkA  

oMZ okbZYM vkWuykbZu IyWVQkWeZ vius eksckbZy ij vkusls lHkh cPpksadh vkRek tSls gj ns”kesa D;k 

py jgk gS ;s <wa<rh fQj jgh FkhA cPpsa fØ,fVfOgVh] lztukRedrk dks vyx vyx uftfj;sls ns[kus dk 

iz;kl dj jgs FksA vkWuykbZu MsekWUVzs”ku] ;qV;qc ds vkVZ fgLVzh ds pWuy ns[kuk] vkWuykbZu ykbZOg odZ”kkWi 

esa tkds ogkads vkfVZLV ;k fM>kbZujds lkFk laokn dk vuqHko ysuk] ;s rks vc jkst gksus yxkA ge lc 

vc bl fQyiDykl :eds QWu gksus yxs FksA ysfdu ,slk Hkh yx jgk Fkk fd blls cPps vkylh uk gks 

tk,saA flQZ ns[kusls dqN ugh gksxk] izWfDVdyh gkFkls tc vki dke djsaxs rHkh fLdy MsOgyi gksaxs vkSj 

LokuqHko vk;sxkA eSus Hkh blls izsfjr gksdj cgqr vPNh dfork fd gaS] isafVax dh gSaA ,d izk/;kid gksus 

ds ukrs tks fLdYl ge cPpksals vis{kk djrs Fks oks ge us Hkh [kqn dqN gn rd fl[ks gSA ,slsgh u;s u;s 

fLdYl fMftVy dkVwZUl cuk;s] fMftVy l‚¶Vosvj fl[ksa] ubZ lkbZVl <qa<h] xOguZesaVds vkWuykbZu 

IyWVQkWeZ tSls dh Lo;a] fn{kk] ikB”kkyk Hkh fl[ksaA laxhr] ukV;] eqrZdyk] fp=dyk ds {ks= dks VsDukWykWthds 

lkFk u;s u;s vfo’dkjksads lkFk vyx vyx :iesa lkeus vkrs geus ns[kkA  

ikWMdkfLVax] lkmaM jsdkWfMZax] OgkbZl fjeqOgj vWi] bafVfj;j dyfjax vWi] MkbZax vWi] dqVsUV jkbZfVax] 

“kCnksadks bestesa :ikarfjr djuk] vyx vyx vkoktksads lkFk [ksyuk] dyk ds vnohfr; uewus] nqfu;k dh 

fdlhHkh Hkk’kk dks fdlhHkh Hkk’kkesa :ikarfjr djuk] eupkgs fp=dsk csvlkbZVlls djok ysuk] eupkgsa 

okWyisij rS;kj djuk] vyx izdkjdh rdfudls Ldzhcfyax djuk vkfn ,sls cgwrls vkVZ izWfDVlsl geus 

vkWuykbZuds ek/;els fl[ksaA  

f'k{kd gksusds ukrs eSaus vius vkiesa vewykxz cnyko djusdk ;s volj fcYdwygh ugh NksMkA eSaus 

rks vyx vyx fo’k;ksads odZ”kkWi] lsfeuklZ Hkh vVsaM fd,A cnyrh uW”kuy ,T;qds”ku ikWfylhds rgr 

gksusokyh vusd osfcuklZ] lsfeuklZ] odZ'k‚Il v‚uykbZu fd,A gsYFk ds lsfeuklZ] fMcsV] QWdYVh MsOgyiesaV 

izksxzke] OdkfyVh bugkUl izkasxzke] ;qthlh] ,vk;lhVh ds vaMj gksusokys 1]3]5]7 fnuds gksusokys uW”kuy 

baVjuW”kuy osfcuklZesaHkh eSaus iwjh ,dkxzrkdslkFk viuk ;ksxnku fn;kA blh ctsls eq>s dHkh dksjksuk dkyesa 

f”k{kk izfd;kesa dksbZ deh ;k varj iMk gS ,slk ugh yxrkA eq>s [kqnesa cgksrls cnyko eglwl gqos tks 

esjh v/;;u v/;kiu izfdz;kesa eq>s cgwr ykHknk;d lkfcr gks jgsa gSaA  
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fMftVyk;>s'ku &  

bl dksjksuk dkyesa ,slk yx jgk Fkk] fd vxj fdlhds ikl usV ;k eksckbZy ;k dEiqVj ;k LekVZ 

fVOgh] gsM Qksu] osc dWesjk ugh gksxk rks oks fon;kFkhZ bl Hk;kud nkSj esa rks f”k{kk ls oafpr gh jgsxkA 

mijls usV yxokukgh iMrk] de fLiMesa feVhax gksrhgh ugh FkhA dksjksukds ctsls yksxksadh vkfFkZd vkenuh 

Hkh can Fkh] fdlhdks ;s lc [kfjnusds fy, etcqj dj ugh ldrsaA rks ;s tks uktwd ifjfLFkrh Fkh mlesa 

;s egaxk fMftVyk;>s”ku ,d fnekxh ?kksj cuk FkkA f/kjs f/kjs tc blds flok dksbZ vkWI”kugh ugh gS ;s 

le> vk;k rHkh iWjsaVlus ;s ysusdh rS;kjh dqN gnrd fn[kkbZA 

lpckr rks ;s gS dh bl izokgesa f'k{kd dks Hkh fMftVy ukWyst gksuk vfuok;Z gks x;k FkkA blds 

izHkkols f'k{kd Hkh bl çokg esa vkus yxsA tks f”k{kd ipkl lkyds vkxsds gS ok rks blls nwj Hkkxrs 

utj vk;saA blfy, ,T;qds'ku flLVedks viMsV djuk gSa rks vuqHko ls tknk fMftVyh viMsV gksukgh 

bl oDr dh ekax gSA ;gh ckr dqN lky igys gqbZ Fkh] dqN yksxksa dks crk;k x;k Fkk fd vxj vki 

xOgesaZV t‚c es gaS rks vkidks ,e ,l lh vk; Vh dkslZ djuk iMsxkA d‚EI;qVj fl[kusdh {kerk j[kus 

okys bls fl[ks] ysfdu ckadh ukSdjnkjksaus okWyafVvjh fjVk;jesaV ysyhA bldk eryc gesa 

fMftVyk;>ks”kudks viukusds fy, ekufld :ils rS;kjh djuk t:jh gSA ojuk ns”k izxrf”ky ns”ksadh 

drkjesa dSls vk;sxkA  

bl ,D>kEiy ls ges irk pyrk gS dh fMftVy vkSj VsDukslWOgh cuuk gekjh vktdh t:jr gS] 

rHkh ge gekjsa cPpksadks lcdslkFk leku volj nsa ldsaxsA ojuk vkfQzdk gksuk r; gSA  

  

dksjksuk dkyesa vkWuykbZu ऍfDVfOgVht c< x;h] blds izHkkols eksckbZy] dEiqVj] fVOgh dk 

fLdzuVkbZe c<us yxkA blls fon;kFkhZvksadh “kkfjjhd vkSj ekufld fLFkrh dks vPNk vkSj etcwr j[kuk 

Hkh ,d pWysat ds :Ik esa gekjs lkeus vk;k FkkA  

vuqHko ds Lrjij Hkkjh mBd iBd & 

  f'k{kk ds Lrj dskfoM ds igys gj fon;kFkhZ fdlhHkh fpt dks gkFk yxk ldrk Fkk exj vc ;s 

dksjksuk dky esa ugh gksxkA blls tks Hkh eVsfj;yfLVd vuqHko Fks] tSls dh feVVh] IykLVj ds lkFk dke 

djuk] dWUOgkl ykdj mlis dke djuk] fizafVax izsl fOgftV djuk] fizaVjls ckrsa djuk] ekWy] LVs”ku] vkVZ 

xWyjh esa tkdj ns[kuk] lkbZV fOgthV] O;ko;kf;d nqdkusa] QksVksxzkfQd LVqfMvksesa HksaV] dykdkjksads lkeus 

cSBdj ppkZ djuk] Mseks ns[kuk] oqM dkfOgZax] yksaxksals ckrsadjds fjlpZ djuk] odZ”kkWi] vkVZ bOgsaVl] ;qFk 

QsfLVOgy tSls vusd izdkjds izR;{kn”khZ vuqHkols fon;kFkhZ oafpr gks jgs FksA  
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 vkWuykbZu dk vuqHko nsuk ,sls oDr vfuok;Z gks x;k FkkA vkWuykbZu fefVsaXt] MsekWUVsz”kul] ysDplZ] 

ekbZdzkslkWQV fVeds tfj, ge izk/;kidksaus lHkhdk vVsaMUl] ewY;ekiu] ekdhZax flfLVe dks fl[kk vkSj bls 

geus nks lky rd pyk;k HkhA ;s gekjs fy, ,d ubZ miyC/kh FkhA  

 vkWuykbZu ,T;qds”ku esa fdlh xWyjh] osclkbZVl ;k fdlh Dyklsl esa viuk fQMcWd nsuk Hkh ,d 

u;k vuqHko FkkA Qslcqd] fVoVj] th esy] fiaVjsLV] fyadu ,sls vusdks vkWuykbZu IyWVQkWeZ ds tfj, 

fon;kFkhZvksaus vius lokyksads tokc <wa<us dk iz;kl fd;k] ubZ lkbZVl ns[kh] vkWuykbZu xWyjht nsa[kh] 

uW”kuy baVjuW”kuy fVplZ vkfVZLV] fM>kbZujls ckars dh] vuqHko “ksvj fda,A fQyi Dykl:e ;s ,d u;k 

vuqHko Fkk] LVqMaVl vkSj f”k{kdksads fy,A  

 

  
best & 4  % vkWuykbZu ekbZdzkslkWQVesa xqzi cukuk] vlkbZUesaV lHkh 60 fon;kFkhZvksadks nsuk] mls okil mlhdks rS;kj djds oghij viyksM djuk] 

vkSj fQj mls oghij psd djds fVeesagh mldk eqY;kadu djuk bl rjgls gekjs Dykl odZ dk dke gks jgk FkkA   

 

eksckbZy fefVaxds tfj, Hkh cgqrls ysDplZ] vlkbUesaVl+ geus vk;ksftr fd, vkSj mUgs djokus ds 

fy, vkWQykbZu fVe lkWQVosvj ds tfj,] fefVzXt ds tfj, mUgs geus ekbdzkslkWQV fVeesagh ekdZl Hkh 

fn,A vlkbZUesaV viyksM djuk] muds lkbZt esa cnyko djuk] QkbZy ds vyx vyx gsoh ykbZV lkbZtds 

QkbZYl dks cukuk ;s Hkh fon;kFkhZvksaus c[kqch fl[k fy;kA   

fu’d’kZ & 

dksfoM ds dky ussa ges ;s fl[kk;k gS dh iksLV dksfoM ds oDr esa lks'ky fMLVaflaxHkh dqN gn 

rd gesa lekt O;oLFkkesa ykuk gksaxkA bl nkSj esa jksM vWfDlMsaV Hkh de gqos FksA gj vkneh vius vkidks 

lqjf{kr j[kusdk gj dne iz;kl djrk FkkA bU”kqjUl dk egRo c<k FkkA gj vkneh fMthVy O;ogkj 

djusij etcwj gks x;k FkkA f”k{kk esa ubZ iz.kkyh dk mn; gks x;k vkSj ge vkWUykbZu dkslZdh rjQ tknk 

vkdf’kZr gks x;sA gekjh [kkus ihus dh vknrksaesa Hkh cnyko vk;kA vPNh rjg ls gkr /kksus ls ysdj [kkuk 

[kkusrd vkSj vius ?kj dks lkQ j[kusds gj ,d iz;kl geusa bl dky esa fl[ksa gSA O;fDrxr] dkSVqafcd 

o lkekftd LoPNrk dk egRo geus tkuk gSA  
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bl dkyesa [ksrh djus okysa fdlkuksadk egRo gekjh le>esa vkx;k dh vxj oks [ksrh uk djrs 

rks ge ?kjesa nks lkyrd D;k [kkrsA gesa cqfu;knh <kaps dks v|;kor djuk gksxk vkSj egkekjh ds chp 

fLFkfrdks laHkkyus vkSj gj cPps dks f'k{kk çnku djus ds rjhdksa ds ckjs esa lkspuk gksxkA Hkfo"; esa bl 

rjg vkus okyh gj isaMkfed esa gj vkusokyh ih<+h dh lgk;rk ds fy, gesa lVhd lkekftd O;oLFkk dh 

jpuk djuh gksxhA ?kj ij jgsa] lqjf{kr jgsa ;s ukjk tknk fnu rd py uk ldsxkA blls ns”kdh vFkZO;oLFkk 

ij cqjk vlj gks ldrk gSA  

Nk=ksa dh HkykbZ ds fy, lc dqN gks jgk gS rkfd os tkuysok ok;jl ls çHkkfor gq, fcuk ?kj 

ij lqjf{kr jg ldsaA muds ekrk&firk Hkh ltx gks tk;saA bl egkekjh us u dsoy Nk=ksa dks cfYd de 

ctV okys laLFkkuksa vkSj Ldwyksa dks Hkh çHkkfor fd;k gS] ftlds ifj.kkeLo:i mUgsa can Hkh djuk iM+k gSA 

dyk ds izfr ltx jgusokys gj ,d egkfon;ky; dks VsDukslWOgh gksuk gksxkA gj ,d izk/;kid 

dks ,sls dkyesa fon;kFkhZvksals laokn cukusdh dyk voxr djkuh gksaxhA fofo/k bysDVkWfud midjuksads 

lkFk tSls dh dWesjk] jsdkWfMZax LVqfMvks] fLdzu] yWiVkWi] usV b- ds mij egkfon;ky;ksadks [kpkZ djuk gksxkA 

fdlhHkh gkyr esa dyk f”k{kk dh izfdz;k dks gesa vfojr pykuk gksxkA lektesa dyk dh vkLFkk dks txk;s 

j[kuk gksxkA dykRedrk dk jlxzgu gh thou dh mPp vuqHkwrh gS] bls fon;kFkhZvksadks lka>k djuk gksxkA 

dyk dk VsDukWykWthds lkFk leUo; cukds gesa vkSj Hkh dqN vPNh izHkko”kkyh dyk dk fuekZ.k djus] 

iz;ksx djusds fy, fon;kFkhZvksads euesa dyk dh vkLFkk dks tkxzr j[kuk gksxkA  

 

lanHkZ & 

1- Hkkjr esa Ldwyh f'k{kk ij dksfoM&19 dk çHkko] vfHku; lqjs'k 
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Abstract  

Artificial intelligence in simple words nothing but intelligence given to the computer to conduct 

repetitive and laborious work, so that people can work on more important things. Several 

applications are using artificial intelligence to give competitive advantages to designers. 

In this paper, we will discuss the opportunity of artificial intelligence for designers, and it is the 

most trending and advanced technology in the design field.  

 Introduction  

Definition: artificial intelligence in simple words nothing but intelligence given to the computer 

to conduct repetitive and laborious work, so that people can work on more important things.  

Artificial intelligence and design field: do artists need to fear artificial intelligence? Not really, 

as initially it will be a threat to a few artists but in the future, it will be just a tool without which 

it will be difficult for artists. In the future job of designers will evolve with collaboration to 

artificial intelligence as it will become an inevitable tool for creative, faster, and efficient 

results. The best example similar to this is, in the ’90s when the computer was introduced for 

offices everyone thought their job would be at risk but actually, jobs evolved over the course of 

a period and computers are inevitable in any field.   

Artificial intelligence is a tool of design to simplify our creative workflow. It is a design partner 

that helps you with your creativity and saves the artist’s time.  

It is an essential tool for designers to make designer work more efficient.  

 Rational Of the Study (Aim) 

 Identifying opportunities for graphic designers with artificial intelligence. 

Objectives 

Where it can be used in design? 

1. The software which are used today for creating designs like Adobe, Coral and others will 

soon start completely using artificial intelligence for conducting various tasks. Also, in 

addition to that, there will be a few independent software’s which will carry out different 

tasks. 

2. Finding new opportunities with the help of Artificial Intelligence in graphic designing.  
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3. To be aware that Artificial Intelligence is a tool of today's new digital era, but it won't 

replace the graphic designer’s job.  

Hypothesis 

Artificial intelligence will be a blessing for designers. 

Graphic design and artificial intelligence relationship  

According to the American Institute of Graphic Arts (AIGA), graphic design is defined as “the 

art and practice of planning and projecting ideas and experiences with visual and textual 

content.” In other terms, graphic design visually communicates certain ideas or messages. 

(https://www.rasmussen.edu/degrees/design/blog/what-is-graphic-design/) 

Design is a field of expression and exploration. The creation of uniqueness in this field is 

sometimes very stressful and time-consuming. Designing is not just an art, it is creating 

something new and remembering things. Creating a particular artwork or design needs to take a 

long process, mind mapping, brainstorming, conceptualisation, referencing various case studies 

and the vision to reach the proper outcome. From concept to ideation to final output will take a 

lot of time and energy from the designers. Even if it is not digital a simple idea will take 

approximately an hour to sketch out.  

Artificial intelligence is mostly optimising speed as well as time. Artificial intelligence is a 

platform to create a different mixture of art, based on keywords that we need to set. We can also 

decide how much or how little we must consider its output, so there is never a loss. It will help us 

to create digitized and automated solutions which is the way of the world now. Creating new 

designs, discovering a new technique, and finding something unique is exactly required in 

today’s day-to-day competition. Hence, artificial intelligence shall prove to be helpful in every 

way. It can invent some new ways. It can save time on the first, we can also decide how much or 

how little we have to consider its output, so there is never a loss.  

Many organizations create automated AI-based support tools, for art/art forms Also, artificial 

intelligence is already creating paintings according to a verbal description. Artificial intelligence 

can be integrated into the steps before designing, the actual designing process as well and the 

solution that is being designed. 

Role of artificial intelligence in graphic designing  

Artificial intelligence will play the most important role in the graphic design industry. Artificial 

intelligence helps to learning process which makes the designer's work simpler at the actual time 

taken. It is a tool for artists not a replacement for creative minds. It also enhances the designer's 

mind and refines the work quality.  

http://www.casirj.com/
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Fig 1 

Types of artificial intelligence tools used in graphic design.  

 Let’s just find out in a short few software and what they do. 

1. Chat gpt – AI-powered chat for search results. 

2. Dall-e – ai powered text-to-image converter.  

3. Adobe Sensei – ai-powered photo editor 

4. Logojoy - AI-powered logo maker. 

5. Designscape – ai-powered layout designer 

6. Firedrop – ai-powered web designer 

7. Uizard - ai-powered prototyping tool 

8. Designs.ai – providing the tool for mock-up in a minute.  

Artificial intelligence has become a design partner not the replacement of designers. It creates 

different perspectives. With artificial intelligence, designers will explore more and they can 

boost their creativity, and productivity regarding their work. Especially in today’s digital 

demand, artificial intelligence will help designers to create unique artwork more comfortable 

user experience design. 

Need for artificial intelligence tools in graphic design.  

1. It reduces manual work.  

2. It gives multiple types of design versions in a minute.  

3. Artificial Intelligence can be a designer’s assistant.  

4. It has a collection of designs for every designer's benefit.  

5. It will help to increase the creativity of a graphic designer.  
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Fig 2 

Methodology (containing method, research design, sampling & tool) 

Secondary sources such as written materials, articles, the internet, and previously published 

research papers were used to get information for this paper.  

Analysis and data analysis 

After going through various articles, research papers, a few YouTube videos, and discussions 

with industry professionals my analysis is artificial intelligence will emerge in different tools for 

designers and designers of tomorrow will collaborate, co-exist & and excel with the use of 

artificial intelligence for their designs. Hence it proves that artificial intelligence will not be a 

curse for the designers, but it will make designers smarter and efficient by giving 

multidimensional perspectives The designs will be able to give more accurate solutions in less 

time & and energy. In my findings what I have observed is artificial intelligence will not be able 

to replace designers. The designers will be always required to give key inputs to artificial 

intelligence for accurate results. Hence emotional intelligence of designers will play an important 

role in coming future.   

Conclusions  

In today's digital technology industries, we combine various disciplines to achieve the highest 

degree in designing solutions. In the future designers may use artificial intelligence as a tool for 

designing. Artificial intelligence will make us smarter in the future.  

It is still believed to be one of the best design tools invented by humans, making designers' lives 

a lot easier, faster and more efficient. 

Hence artificial intelligence will prove to be a blessing for designers. 
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Covid-19 & Media 

It is believed that Coronavirus originated from Wuhan in Hubei 
Province, China. It is also said that the virus spread in the seafood market 
through faces of bats that were experimented in the Institute of Virology in 
Wuhan. Coronavirus started spreading in Wuhan in September 2019. 
Lockdown was declared in Hubei Province from 23rd January to 24th 
March 2020. In Wuhan city, the lockdown was called off on 8th April 2020, 
after which, China managed to control the number of people infected with 
Coronavirus. 

Corona has reached 195 countries in the world, out of which, 
America, Spain, Britain, Italy, Iran were affected the most. n reality, the 
virus took serious form in December 2019. In India, the first patient was 
found on 30th January 2020 in the state of Kerala. 55 days later, lockdown 
was enforced to control the spread of Coronavirus. 

During this period, information was being broadcasted through 
media on a large scale. Most of this included information and 
advertisements related to Coronavirus. Media played a major role in this. 
The main reason was the use of media was all-time high due to lockdown. 
Awareness about the Coronavirus was being spread using various platforms 
such as TV, radio, magazines, newspaper, WhatsApp, Facebook, 
Instagram, Twitter and YouTube. 

Covid-19: 
Corona is believed to be a man-made virus. Humans have caused 

this trouble through their own mistakes and put the world in danger. The 
effect of natural disasters eventually decreases. But the Coronavirus is 
taking even more serious form day by day. The State and Central 
Governments seem to have taken actions towards controlling the effect of 
Coronavirus. 

To put a curb on the spread of the virus, lockdown was imposed 
from 24th March to 14th April 2020. But it took too long for people to 
understand its importance. Some people were unnecessarily roaming in the 
streets. Many places were still crowded. People were not following the 
guidelines issucd by the Government. Doctors, Police and Corona \Warriors 
had to face the consequences of people's carelessness. 
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Corona virus has affected all aspects of human life. Since our life is 
dependent on many other things, it is largely affected by Coronavirus, be it 

directly or indirectly. Day to day activities stopped duc to lockdown. As a 
result of which, Government didn't get revenue. Many industries were shut 
Ldown. Private and Government offices, schools and colleges were closed. 

Since nost of thc sources of income were closed, the lower class of 
the socicty and daily wagers were severely affected. They had no work and 
Cventually, their savings started to dry up, which led to a major crisis. This 
crcated an urge to return back to their hometowns. Due to this, migration 

became a big issue. 
Corona virus took a serious turn in the month of March in India. 

Various kinds of religious programs, gatherings, festivals, etc. were banned. 
As of now, Maharashtra has the highest number of Covid positive patients. 
Especially Mumbai has a huge number of positives. The possibility of 
Mumbai's condition getting as bad as New York cannot be denied. Despite 
being the cconomic capital of the nation, the crisis management system in 
Mumbai seems to be ineffective. Because of that, the number of Covid 
positive patients is still growing, which is a serious matter. 

Doctors, nurse, Police department, cleaners, food grain distribution 
department, ctc. have a great contribution to this pandemic. Maharashtra, 
Gujrat, Tamilnadu, Delhi, Rajasthan, Madhya Pradesh, Uttar Pradesh, 
|Andhra Pradesh, West Bengal, Punjab and Telangana are largely affected 
by the virus. Since most of the businesses were shut down in these states, 
the daily wagers working at these businesses were adversely affected. This 

led to a critical situation in these states. 
What is Media? 

His term media, which is the plural of medium, refers to the 
communication channels through which we disseminate news, music, 
movies, education, promotional messages and other data. It includes 
physical and online newspapers and magazines, television, radio, 
billboards, telephone, the Internet, fax and billboards.It describes the 
various ways through which we communicate in society. Because it refers 
to all means of communication, everything ranging from a telephone call to 
the evening news on television can be called media. When talking about 
reaching a very large number of people we say mass media. Local 

pmedia refers to, for xample, your local newspaper, or local/regional 
TV/radio channels. 
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The media using which, information is sent to a larger number of audience is known as mass media. Many conventional ways are used to spread information to the audience. Newspapers, magazines, radio, TV, websites, text messages, digital media, etc. are some of the most prominent ways. 
Television: 

Advertisements broadcasted on TV get a huge response. It is found that people watching certain programs watch and listen to these ads with the same integrity. They even take actions according to these ads. TV ads are getting more popular nowadays due to the growth in TV audience as a result of lockdown. One of these ads is about social distancing which is a 30-second animated advertisement. In this ad, 3 girls and 4 boys are talking with each other without following social distancing guidelines. This group is surrounded by 2-3 viruses that are revolving around them. Social distancing is highlighted in this advertisement. Facebook: 
Facebook is a popular social networking site in the United States. Generally, anyone over the age of 13 can register as a member on Facebook, members can be linked to the account of another person you know as a friend, sending messages or photos to your friends, making an announcement in a way that all your friends can see, these and other features are available on Facebook. The first page that opens as soon as you enter Facebook is the home page. This page features announcements and photos published by members' friends, members can write their opinions on 
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these photos and announcements. If a member publishes their 

announcements and photos to everyone, all of that member's friends will 

see those announcements on their homepage. Currently, a large number of 
Corona ads are posted on Facebook during the Corona era. Some of the 
advertisements are being done using photographic illustrations and some 

raise awareness about Corona. 

YouTube: 
YouTube is Google's online video watch facility. This feature is free 

to all registered Google account holders so anyone can upload a video on 
it. Therefore, there are a lot of corona ads on you tube because you can 
create channels for free on you tube. So a lot of these ads appear on 
YouTube and some of the ads are animated and some of the ads are shot 
every time. This advertisement is done through graphical illustration and 
2D animation, the ads actually shows how the corona occurred. 

Coronc 

Splke Protein 

News Paper Advertisement: 

NO 
HUGGING 

NO 
HANDSHAKES 

Newspapers are considered to be the most important medium for 

advertising. Newspapers cannot survive without advertisements, a fact that 

has become universal. The revenue from advertising alone can keep the 
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sales price of newspapers affordable to the average rcader. Newspapcrs are 
regularly distributed to millions of readers duc to the valuable knowledge 
and infonation available at a very low cost. Thereforc, due to the large 
sCope of newspapers, the advertisement through this medium also rcaches 

millions of consumers as well as all the concerncd customers. That is why 

an inseparable, strong relationship has devclopcd between newspapers and 

advertising agencies, both newspapers and advertising agencics nced cach 

other's cooperation and coordination to survive. Therefore, these two 

clements have beconme complementary clements without being competitors 
of cach other. Although daily freshness is a constant feature of newspapers. 

for the same reason they are considered short-lived. Even the morning 

newspaper becomes stale in the afternoon and busy readers usually do nÍt 
read it. 

India becones a 
VacciNation! 

Amul 
Shot in the arm! 

Advertisements in newspapers are generally divided into two types: 
Visible ads (Display Advertisement) and classified ads are seen by 

manufacturers or distributors in this type of display, while the general small 
shopkeepers, commercial houses and individuals are seen in advertisements 
through classified ads. In India, awareness regarding corona is done on a 
large scale, because for that, the advertisement of Amul product has been 
advertised with the rescarch on how to protect from Corona by Tash method 
or how to take care of it as they are also advertised in the traditional way. 
Amul's character has been made by taking that water color and then the 
advertisement has been scanned and printed in the newspaper. In this way 
these advertisements have been made to create awareness about Corona. 
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Purpose: 
Awareness about Corona through the Media. Example: Different 

Media such as Youlube, Print Media, Facebook. 
Conclusion: 

What was the role of media in Covid-19? Among them, print media, 
social media and other media have created a lot of awareness about Corona, 
because during the lockdown, social media was widely used as no one was 
allowed to walk on the strects. So from waking up in the morning to going 
to bed at night, only advertisements or information were given in reference 
to the corona and through the main media such as Television, Radio, 
Magazines, Newspapers, WhatsApp, Facebook, YouTube, Instagram, 

Twitter, all these people. 
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Abstract 

Associate Professor, Bharati Vidyapeeth's College of Fine Arts, Pune 

e-mail: anupama.patil@bharatividyapeeth.edu 

Advertising promotional campaigns are collections of similar-natured promotional messages. 

They distribute the same themes and messages at predetermined periods through various mediums. 

The durations of advertising campaigns are set and clearly stated. An advertising campaign can 

help you through the process whether you plan to advertise your goods offline or online or whether 

you offer a product or service. 

A well-planned advertising campaign is essential for success. Effective planning and preparation 

for an advertising campaign helps keep the client's costs down and ensure that the right audience 

is reached. Additionally, you must have a plan that is clearly defined and founded on research, 

analysis, and a thorough understanding of both your target audience and the competition landscape. 

Emphasising the academic approach of the advertising campaign here as a teacher with more than 

15 years of experience in an applied art faculty. Additionally, the process of creating an advertising 

campaign as a class project for undergraduate students, from assignment planning to 

implementation of the finished product. 

This paper will highlight key aspects of planning and designing advertising campaign, creativity 

and common methods used while teaching it. Also offers a detail of the development of ideation, 

Brainstorming, refinement of the designing advertising campaign, generated through Product 

research, Market research, and Consumer Research. It concludes the assignment Plan, its process 

and final outcome of classroom projects with example of two students project work mentored by 

us. 

Keywords: Advertising, Campaign, Planning & Designing, Assignment 

Introduction 

Typically, in the military, the word "campaign" refers to a well-planned course of action or a series 

of actions. It refers to the strategic planning for all-around action that was done for a conflict while 

accounting for surface, air, and sea attacks by the army, air force, and navy. Similar to this, a multi- 

dimensional strategy is prepared for an advertising campaign using many media. Design for an 

Advertising Campaign should be practical as well as beautiful. This is because it should serve a 

purpose. A functional organic unity of copy, typography, illustration symbol, product, design as a 

mailto:pallavi.meshram@bharatividyapeeth.edu
mailto:anupama.patil@bharatividyapeeth.edu
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whole is typically well planned and produced after extensive thought and brain-storming sessions. 

Each component of the design as a whole should be directly tied to the others. 

The many advertisement layouts of a campaign should flow together and make clear the intention 

and expression of an idea through execution. The campaign's entirety, from A to Z, must be taken 

into account. Of course, the idea is crucial for the intended and effective outcome in addition to 

the purpose and technique of production. The concept should be given a focus to make it more 

actionable and result-oriented so that people will respond positively and sales will increase. The 

design of a campaign is only deemed successful at that point. The campaign's creative team strives 

to fix issues by first comprehending the advertising's aim. This may be: 

• to introduce and launch a new product or service. 

• to get the product used in place of the competitors. 

• to increase the frequency of use. 

• to create a new long-term habit. 

• to arouse interest and provide technical information. 

• to obtain seasonal sales where appropriate (cough syrups, air conditioners, room heaters etc.) 

• to impress the retail trade. 

After deciding the Objective, the following process of designing and planning an advertising 

campaign is as follows: 

Identify and Profile the Target Audience- One needs to start by creating a persona or profile of 

the best ideal customer. Be as precise as possible since this will be the focus of advertising and 

media choices. Go beyond age and gender to gain a deep understanding of what makes the most  

valuable customers stand out. 

It is possible to have more than one persona, depending on product or service offering. This will 

help you shape the theme for adverts which reflect not only messaging but also brand identity. 

Understand Competitors- It s necessary to understand what competitors are offering so that you 

can up your game. One needs to know where the company or service stands out from competition 

and who your competition is. Find out what one can offer that your competitors don’t. This will 

help drive the message to the target audience. 

Design the Campaign Plan- For a sound campaign strategy, one need to understand why the 

target audience should buy your product or service and why they should buy now. One needs to 

set precise goals which you aim to achieve in the short-term, intermediate and long-term. Whether 

you want to increase brand awareness, grow email subscribers, increase online traffic, increase 

leads or conversions; the goals should express your brand’s commitment to fulfilling them. 

Select Appropriate Media Choice- Knowing your audience will help you choose the right media 

that will deliver the advertising message more effectively. For example, if the target audience is 

teens, definitely newspapers will not be the most suitable place to place your ads. If advertising 

for property, for instance, you can run an advert in any flyers or mailers that the property 

management company distributes. 

Segment and Retarget- A good advertising strategy is one that creates general interest in a 

specific geographic area. Targeting should be based on parameters that segment targeted audience 
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into specific groups. These parameters may include gender, age and location. This increases the 

chances for engagement and conversions of your campaign. You can also retarget by orienting on 

conversions while focusing on branding. 

Print and electronic media are the two most common types of media equipment. Newspapers, 

magazines, pamphlets, banners, and hoardings are examples of print media. Radio, television, 

emails, text messaging on mobile devices, and telephonic advertising are all examples of electronic 

media. The main thing to keep in mind is choosing an appropriate frequency for the advertising 

campaign so that the message is conveyed to clients effectively. 

Not all campaigns have a set length of time. Seasonal campaigns and year-round campaigns both 

exist. The timing of each campaign varies. Advertising campaigns might be media-based, location- 

based, product-based, objective-based, or area-based. Advertising campaigns typically succeed, 

but if the goal is not achieved in any way, the theory is revised, the necessary modifications are 

made using the experience, and the remaining campaign is continued. 

Being a academician for more than 15 years in applied art faculty, I strongly believe that this is 

our responsibility to acquaint the learners with various perspective of modern industry as well as 

develop their skills and understanding for designing as per current trends. So, I am expressing here 

the academic approach of the advertising campaign. Also, the method of planning and designing 

the advertising campaign as a classroom project for  undergraduate level from planning an 

assignment to execution of the final outcome. Here follows the assignment plan for the same: 

Planning of an Assignment 

Subject : Communication Design (Promotional Advertising Campaign) 

Course Objective 

 Main aim of the course is to help students understand design and industry needs. 

 To promote any challenging mission to establish a brand, which is done through part one. 

 To analyze and understand any given brand / product/ service for its promotion / 

repositioning / brand establishment. 

Course content 

 Introduction and discussion to understand idea behind the campaign. 

 Why particular brand – their understanding 

 Research for Selecting topic or brand. 

 Selection of topic or brand 

 Research for selected topic or brand 

 Mind map for Campaign Planning 

 Mind Map for Concept and Idea finalization according to demographics and psychographics 

of targeted consumer and user 

 Visual Map, Mood Board, Colour palette 

 Media planning, Study of New & emerging Media. 

 Copy Platform, Typography, Layout as per media selection 
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 Final Execution 

Methodology 

 Introduction of whole process through PPT 

 Discussion and presentation 

 Showcase some previous portfolios. 

 Review of work on net i.e., Behance, Pintrest, etc. 

 Sharing of different links, books, websites, films etc. 

 One to one discussion on various aspects and stages of campaign 

 One to one correction on every step of campaign 

 
Assignment details 

 Research and process 

 Selection of topic or brand 

 Research for selected topic or brand 

o Mind map for Campaign Planning, Media planning 

o Visual Map, Mood Board 

o Copy Platform, Colour palette, Typography, Layout 

 3 major and 3 minor medias 

o Thought process, media selection, justification, Final Execution 

Student’s projects mentored by us 

Project – 1 

Portfolio link - https://www.behance.net/sharwarisapar 

Topic: Audible, Spoken Audio App 

Research and Planning of the topic: 

 

Research and Planning : 

Audible is a leading seller and producer of 

spoken audio content on the Internet. 

Content: digital audio books, radio and TV 

programs, audio versions of magazines and 

newspapers. 

Launch: Debut in India on 13
th

 November, 

2018. 

Catalogue: 200,000 global titles and 400 

Indian classic and contemporary titles. 

Language: English language and is soon 

expected to release regional titles. 

Mother brand 

Amazon.com, Inc. is known as the largest 

Internet retail company in the world. 

Amazon acquired Audible in 2008 for $300 

million in cash. 

The deal closed in March 2008 and Audible 

became a subsidiary of Amazon. 
 

Global presence of the brand - US, 

GERMANY, UK, FRANCE, AUSTRALIA, 

JAPAN, ITALY, CANADA, INDIA 

USP Offerings 

 

http://www.behance.net/sharwarisapar
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Free trials - 30 day free trial and 90 days for 

prime members 

World-class narrations - Great books 

narrated by great performers. With over 

200,000 audio books, you are sure to find the 

perfect listen. 

An Amazon company - Audible is a trusted 

Amazon company with millions of users 

globally so you can count on privacy, security 

and satisfaction. 

Categories: fiction, sci-fi, fantasy, romance, 

mysteries, young adult, spirituality, 

biographies, business, and self-development 

among others. 

First time listeners: In a bid to improve 

discovery, the service also offers curated lists 

like 'Great First Listens' apart from the 

traditional best sellers and new releases 

section. 

Audible Originals section: that offers audio 

books, podcasts and radio dramas created by 

prominent storytellers exclusively for the 
service and produced by Audible Studios. 

Other specifications 

Subscription: 30 day trial for all users and a 

90 day trial for Prime members, following 

which the service will be available for a 

recurring payment of Rs 199 per month. 

Standalone price: 1 month for Rs 299, 6 

months for Rs 1,345, 12 months for Rs 2,332 

Credit: 1 credit a month. Users can roll over 

up to five credits to the next month. 

Audible noted that members will get to keep 

all the purchased audio books in their Audible 

library, even if they cancel the membership. 

You can listen to your audio books on 

Windows Phone, iOS and Android devices, 

Windows and macOS machines, and any 

device with Amazon Alexa. 

Current market status 

Introductory stage: Though Audible is a 

very established company in the globally, it is 

at an introductory stage in the Indian market. 

Less awareness: Indian market is 

comparatively very new to the digital audio 

content. 

Competitors: Storytel and Google Play 

Books recent launch in India, there is no 

established brand in this sector. 

Opportunities: There is a vast scope of 

opportunities to explore and capture the 

market. 

Competitors 

Storytel 

Storytel is a digital subscription service that 

streams audio books for your mobile phone. 

You download an app for your mobile 

(iPhone and Android) and create a 

subscription. 

Storytel was founded in 2005. 

Launch: November 2017 

Offering: Audio books and eBooks (series, 

short stories and poems) 

Price: 14 days free trial and 299 later per 

month. 

Languages: English, Hindi, Marathi 
(planning to introduce other regional 

languages.) 

Google Play Books 

Last year, Google announced the launch of 

audio books on the Google Play. 

Launch: January 2018 

Offering: eBooks, textbooks, comic books, 

and – eventually – audio books. 

Price: No subscription-based service. Listen 

to a preview and pay for individual book. 

Languages: Audio books on Google Play 

store is available in 9 different languages 

across 45 countries worldwide. 

Features: It works according to what you 

instruct Google Assistant to do. You can just 

say, "Ok Google, stop playing in 20 minutes" 
and it will follow the same – basically you 
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Features: Changing audio speed option 

Setting a sleep timer 

can set a timer for the reading. Alongside 

narrating the book for you, audio books also 

reveal information about the author – to get 

that, all you need to say is -- "Ok Google, 
who is the author?" 

Indian Market condition for audio books 

Favorable market conditions- Country’s growing economy. Traffic snarls which offer an 

opportunity for audio books while driving. India has a tradition to listening to stories. So the culture 

already exists. Eyeing people already streaming other services like Netflix. Cost of high-speed 

data is falling rapidly. Smart phones are getting more sophisticated. 

Current promotional campaigns of audio books 

• Social media influencers: Audible India marketed itself by contacting social media 

influencers and putting up affiliate links for their large international audiences. We’ve seen 

many YouTube stars advertise Audible to incentivise reading to a wider demographic, portray 

reading as a fun activity, recommend books, offer a free credit and take home money per 

subscription. 

• With the Indian demographic actively online, Audible’s partnership program in India will 

necessarily mean an income source for Indian influencers, more scripted pitches, and in your 

face advertising for Audible. 

• If all the advertising works here, audio books will take over. Globally, they’ve practically 

replaced e-books. Amazon wants Audible to become a part of your routine — while 

driving, while commuting, waiting in line, going on a run — they are selling a lifestyle. 

Recent campaign of audio books 

• About 6 months ago, Audible launched its first kind of promotional video on YouTube. 

• The video focused on its feature with a promotional line- ‘Listen Anywhere, Anytime’ 

• The video didn’t garner much response and the concept was not promoted on different 

mediums. 

Objective of the campaign 

Create awareness 

• Audible, though having a strong presence globally, the concept of audio books is very new 

in India. 

• It needs a strong campaign to introduce itself to the Indian market. 

• At this stage of launch, the campaign should focus on introducing the concept of digital 

audio content by highlighting the features of the app. 

• This should be done by exploring different kinds of medias to aggressively reach out to its 

target audience, since its prime competitors are already launched in India. 

The Challenge 

To help Audible India raise brand awareness and connect with its target audience of book 

lovers, avid readers and non-readers to get them listening to audio books for the first time. 

 
Identifying prospective Customers 
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• Online payment users: Audible India’s target consumers are people who have access to the 

internet and have financial tools such as credit cards and debit cards. 

• Age: It will target younger audience whose age is less than 40 years. 

• Why: This age group may be busy with work and cannot afford time to sit back and read a 

book. Hence, can use the service while commute or doing some other work. 

• Language: It will target the English-speaking audience in India. 

• Prime target audience: The service will also target teens and young adults as they are the 

largest media audience that is always connected to their phones and devices. 

Target audience 

Demographics 

 

• Age : 16-40 years 

• Gender : Not gender specific 

• Area : Urban area 
• Occupation : students, professionals, 

house makers 

• Social status : Middle and upper class 

• Life cycle stage : Single, Married- with 

kids/without kids 

• Literacy status : well educated 

Psychographics 

 

• Personality : easy going, determined, 

ambitious, multi tasker, explorer 

(adventurous) 

• Values : optimistic, cost effective, 
convenience 

• Interests : Avid reader, travelling, art 

and craft enthusiast, literature , 

technology enthusiast, online streaming, 

social media, movies/T.V shows 

• Activities : long commuters, household 

work, exercise, trekking 

• Lifestyle : busy, stressful, device 

oriented 

 

SWOT Analysis 

 

Strengths: Largest collection of books, Huge 

parent company, Innovative content, Cheap 

subscription plans 

Opportunities: Few and new competitors, 

Associating digital audio content with the 

brand 

Threats: Growing streaming media 

availability 

Competitors outside the actual market i.e. 

streaming radio, digital video content. 

Weaknes : Very low consumer awareness, 

Not a strong advertising presence, New 

market 

Media Selection 

Considering the nature of the brand, it is 

important to target the people when they are 

bored or have some free time. 

Posters: Bus stops, subways, cabs, airports, 

gyms. 

Newspaper: Sunday times newspaper ads 

Radio: On apps like Gaana, Spotify and 

traditional radio. 

Kiosks: In malls/stores for educating or 

giving them an experience. 

Social media: increasing people interaction 

e.g. MY FIRST STORY by 

mom/dad/grandparents 

Merchandise: Audible.com branded 

headphones given away on flights. 

 
Sketches and Scribbles and Final Campaign Designs 



IRJMSH Vol 14 Issue 5 [Year 2023] ISSN 2277 – 9809 (0nline) 2348–9359 (Print) 

International Research Journal of Management Sociology & Humanity ( IRJMSH ) 
www.irjmsh.com 

Page 82 

 

 

 

 

 



IRJMSH Vol 14 Issue 5 [Year 2023] ISSN 2277 – 9809 (0nline) 2348–9359 (Print) 

International Research Journal of Management Sociology & Humanity ( IRJMSH ) 
www.irjmsh.com 

Page 83 

 

 

 

 

 



IRJMSH Vol 14 Issue 5 [Year 2023] ISSN 2277 – 9809 (0nline) 2348–9359 (Print) 

International Research Journal of Management Sociology & Humanity ( IRJMSH ) 
www.irjmsh.com 

Page 84 

 

 

 

 

 



IRJMSH Vol 14 Issue 5 [Year 2023] ISSN 2277 – 9809 (0nline) 2348–9359 (Print) 

International Research Journal of Management Sociology & Humanity ( IRJMSH ) 
www.irjmsh.com 

Page 85 

 

 

 

 

 



IRJMSH Vol 14 Issue 5 [Year 2023] ISSN 2277 – 9809 (0nline) 2348–9359 (Print) 

International Research Journal of Management Sociology & Humanity ( IRJMSH ) 
www.irjmsh.com 

Page 86 

 

 

 

 

 

 

 



IRJMSH Vol 14 Issue 5 [Year 2023] ISSN 2277 – 9809 (0nline) 2348–9359 (Print) 

International Research Journal of Management Sociology & Humanity ( IRJMSH ) 
www.irjmsh.com 

Page 87 

 

 

 

 

 

Project - 2 

Godrej Locking Systems 

Research and Planning about the topic : 

About 

1. Godrej, the name etched in metal, secure 

almost every door in India. 

2. Since its inception by Ardeshir Godrej, the 

name Godrej has become synonymous with 

trust, protection and integrity. 

3. With exports of Godrej Locking Solutions 

and Systems spanning across various 

countries, the brand has come a long way in 

delivering world class locking solutions. 

Basic Facts about Godrej 

1. The New Godrej Logo was launched on 

17th April 2008. 

2. This Logo is the Visual Representation of 

‘Brighter Living’. 

3. The Change in the Logo symbolises 

Godrej’s new corporate identity and the 

refurbishment of its master brand. 

4. The main aim is to consolidate Godrej’s 

Presence in various business areas. 

5. The new logo retains the original font for 

reasons of continuity and empathy. 

History 

The Godrej story began in 1897 with the 

manufacture of Locks. Since then, Godrej 

Locking Solutions and Systems has set 

several benchmarks in the locks industry from 

the first spring less lock in 1907 to the iconic 

'NavTal' in 1954 to the ultra range in 1995 to 

the revolutionary 3KS in 2007. From a state- 

of-the-art manufacturing facility in a suburb 

of Mumbai, Godrej Locking Solutions and 

Systems provides locking solutions that reach 

homes, offices, industries and the hearts of 

millions of people in India and around the 

world for whom ‘locks’ means Godrej. 

 

Range of Products 

1. Main Door Locks 
2. Shutter and Grill Door Locks 

3. Bathroom Door Locks 

4. Baggage Locks 

Why Godrej Locks? 

1. Godrej is not just a brand, Its a symbol of 

trust. 

2. Throughout all these years, Godrej has had 

a tremendous response from the people. 

3. Godrej has seen its own highs and lows 

throughout this process of establishing their 

name in the industry. 

4. Godrej is one such company where values 

like Integrity, Trust and Respect are their 

corner stones. 

5. Godrej is an integral part of people’s lives, 

enriching it in ways that are more than 

imaginable. 

6. As there are less creative ads for the brand, 

it will be a fun experience working for a 

brand that is all about protection. 

7. Robbers are the kind of uninvited guests 

that we hate, hence, illustrating different 

scenarios for the same will be a challenging 

experience for me. 

 
Characteristics of Product 

1. Godrej Locks are one of a kind with features that makes it unbreakable or strong even in most 

uncertain conditions. 
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2. Often we presume that the main purpose for getting a lock installed whether on the front door or 

the interior doors, is to allow us to not worry about our belongings being stolen while we sleep or 

when we're away from the building. However, as any locksmiths will tell you a lock actually serves 

many more purposes than this, and it is precisely because they are so crucial that we often take 

some of their purposes for granted. 

3. For instance a lock not only provides security for our belongings but also for ourselves this way 

ensuring that no one can damage us financially or physically. This is far more important than the 

loss of earnings or belongings and means that when we go to sleep at night, we can feel safe that 

no one will break into the house and pose a threat to us. Often murders start as robberies gone 

wrong, so a locksmith and a good lock can prevent a whole range of crimes. 

USP’s of the Product 

1. High precision levers for extra toughness. 2. A durable, corrosion-resistant brass lock for all 

your indoor or outdoor uses, including your luggage or your home. 3. Rust resistant, giving you 

peace of mind for years. 4. A solid brass body gives it extra strength and durability. 5. Non- 

Duplication of the Key, hence less robbery. 6. Value for Money because the lock can be used by 

Generations. 7. 12 months’ warranty from the date of purchase. 8. Lock cannot be opened by any 

foreign material like a pin or so. 

Strengths - 1. Strong Brand Name, 2. Quality 3. Good Name among customers. 4. Great Service 

5. Long Lasting and trustworthy products. 6. Innovative aspects 7. Affordable Locks 8. No Key 

Duplication without original Key. 

Weakness - 1. Stiff Competition affects market share. 2. Cost of Product 3. Lac of Scale 4. No 

duplication of key. 

Opportunities - 1. Due to Rapidly growing rural market, Godrej locks can venture into 

international market. 2. The Quality of locks can be improved. 3. Can venture out into international 

market. 

Threats - 1. Intense competition from recognised companies, 2. Competition from unbranded 

products 3. Competition from products of lesser costs but low quality. 

Consumer Study 

Demographics 

1. Gender- Male and Female 
2. Age- Age groups for 19 to 40 

3. Class- Lower Class, Middle and Upper 

Middle Class 

4. Geographical Area- Urban and Rural 

Areas 

Psychographics 

1. Human Tendency- Trust, Years of usage, 

Belief. 

2. Affordability Tendency- 

3. Different Appeals- Fear, Trust, Peace of 

Mind, 

4. Purchase Behaviour- Locks are one such 

thing that people tend to buy once in a long 

span of time. Hence they choose what is the 

best. Necessity can be an aspect that people 

think over. 

Brainstorming and Ideation 
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Rough Scribbles 

 

 
Final Campaign Layouts 
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Conclusion 

We can state following points as conclusion that - Advertising campaigns are the groups of 

advertising messages which are similar in nature. They share same messages and themes placed in 

different types of medias at some fixed times. The time frames of advertising campaigns are fixed 

and specifically defined. 

The very prime thing before making an ad campaign is to know- Why you are advertising and 

what are you advertising? 
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Why refers to the objective of advertising campaign. The objective of an advertising campaign is 

to Inform people about your product, convince them to buy the product, Make your product 

available to the customers. 

An Overview on the process of Designing and Planning an advertising campaign is as follows: 

 Research: first step is to do a market research for the product to be advertised. One needs 

to find out the product demand, competitors, etc. 

 Know the target audience: one need to know who are going to buy the product and who 

should be targeted. 

 Setting the budget: the next step is to set the budget keeping in mind all the factors like 

media, presentations, paper works, etc which have a role in the process of advertising and 

the places where there is a need of funds. 

 Deciding a proper theme: the theme for the campaign has to be decided as in the colors 

to be used, the graphics should be similar or almost similar in all ads, the music and the 

voices to be used, the designing of the ads, the way the message will be delivered, the 

language to be used, jingles, etc. 

 Selection of media: the media or number of Medias selected should be the one which will 

reach the target customers. 

 Media scheduling: the scheduling has to be done accurately so that the ad will be visible 

or be read or be audible to the targeted customers at the right time. 

 Executing the campaign: finally, the campaign has to be executed and then the feedback 

has to be noted. 

If we see Designing and Planning an Advertising campaign in academic angle, we realize 

that the syllabus needs revision in terms of preparing the student for the professional 

scenario with relevance to practical needs and requirements. Technical advancement is the 

key to a substantial teaching system in today’s world and thus a great responsibility lies on 

the art curriculum to prepare students to uplift to meet global standards and align 

seamlessly to changing trends. 

-------------------------------------------------------------------------------------------------------------------- 
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Head of Department, Dept. of Fine Art, Dr. Babasaheb Ambedkar Marathwada University, 
Aurangabad. 

Abstract: 

Aurangabad 

One of the major environmental issues is deforestation. Due to overpopulation, demand for 
land and other manufactured goods has increased. Industries are establishing new factory units in the 
rural area by clearing the forest covers and farmlands into barren construction sites. The ill-effects of 
urbanization can be seen in the case of Ghaziabad city. In this city, chemical waste was disposed of in 
the soil and was absorbed by the fruits and vegetables. Other types of pollution in India, like air 
pollution, water pollution, soil pollution and sound pollution. As mentioned earlier, the main reason 
for the contamination in India is over-population. India has the highest density of population in the 

world. Therefore, there is need for immediate action to stop pollution. The increasing pollution level 
has brought loss to nature and now is our last chance to fix that. The situation must change. Every 
citizen of India should step up to work together and equally for conserving nature. However, there is 
only awareness among people. Even after rallies and conferences on conservation, there is no change. 
Plans are planned only on papers and implementation never happens. Similarly, every year students of 
Fine Arts design posters for conserving nature encouraging people to stop pollution. 
Keywords: History of Advertising, Importance Role of Ilustration in Advertisements, 
Types of Pollution -Water Pollution, Air Pollution, Noise Pollution, Soil Pollution, Plastic Pollution. 
The Posters that spread social awareness about pollution, Pollution prevention measures 
Preface: 

Pollution can be defined as the undesirable changes in the air, water and ground. These 
physical, chemical, biological changes in the enironment hinder the life on earth, damaging animals, 
humans and their industrial progress, culture and daily lives. The extreme unnecessary interference of 
humans in nature has resulted in objectionable changes in nature, causing pollution. Researchers like 
Southwick have studied the relation between the increasing human population and increasing 
pollution levels. According to their research the more the populations, the more sewage disposal, the 
more generation of garbage, the more exhaustion of fuels, the more use of chemicals and pesticides. 

However, some scientists suggest that developing countries having a dense population are lss 
polluted than the developed countries. Therefore, the increasing population is not the only factor. 
Lack of sustainable development, urbanization, deforestation, increasing ignorance and exploitation of 
natural resources, capitalism, etc. are the other factors of pollution. Per head usage of food, pesticides, 
fertilizers and many other produced goods in a developed country is more than a developing country, 
And these produced goods are manufactured in the industrial factories that add up to increasing 

pollution. lndia is facing many environmental issues like air pollution, water pollution, exhausting 
natural resources and domestic sewage disposal. These issues have impacted India socially. 
financially and democratically. India has taken progressive steps to draw attention towards 
environmental problems and to improve the global ecological status. Despite taking such bold and 

progressive steps, India is still behind some developed countries in achieving sustainable 
development. Therefore, pollution has become a challenge and opportunity for India. Every year more 
than one crore people lose their lives due to increasing pollution. Over-populated cities, industrial 
waste, traffic congestion, sound pollution and air pollution are harming nature that includes 
mountains, forests, oceans, deserts, coral reefs, marine life, insects and mammals. Pollution has given 

birth to new bornc diseases and has impacted the health of local people. Nowadays, people are raising 
their awareness about pollution through posters and rallies that spreads the message of nature 
conservation and protection. Similarly, the Government of India has banned plastic. Plastic takes 
more than 400 years to decompose and once thrown into the water or forest the plastic can destroy the 

natural habitat of marine and forest life. This awareness has led to a change in advertising strategies. 
Products have become eco-friendly as well as advertisement is spreading social awareness messages. 
History of Advertising: 
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If we write the history of the last few decades, it will be difficult to decide the right 
chronology of the events and the weightage of cach topic. But one must admit that whatever gets 
included in history, 'Advertisement' will make its way as an important topic. In this era, 
advertisements are the most powerful mcdium to influence people. Advertisements have been a part 
of society for many decades. The origin of advertisement is yet unknown but some speculations were 
made by researchers. It wouldn't be inappropriate to say that the advertisements started from the timc 
when humans began communicating. The earliest ad was found in 3000 BC. These posters were 
drawn by the merchants on walls offering gold coins to the person who catches their slaves. Other 
advertisements were found in 500 BC promoting local business and politics. We can find such 
examples of the advertisement from di fferent era serving various objectives. 
Importance of Illustrations in an Advertisement: 

One of the main components in an advertisement is Illustration. As humans, we sce many 
objects and humans every day yet only a few things our brain perceives. The reason behind 
remembering a particular face or object is that they always create a feeling of curiosity or familiarity 
in us. Such feelings lead us to observe that object or faces in a close spectrum. Similarly, we see many 
advertisements every day. But the advertisement that we remember the most has an attractive and 
colorful visual or illustrations. These illustrations create a sense of familiarity or curiosity and attract 
us like a magnet. Therefore, illustrations act as a magnet in an advertisement 
and play a major role in conveying the right message to the audience. 
Natural and artificial Environments: 

Humans have changed and exploited natural resources according to 
their comfort. They used natural resources to create an artificial environment 
that would facilitate their needs. Their greed didn't stop at ful filling needs. 
Instead, it grew even more as humans gained more power to control nature. 
Humans used every inhumane way to fulfil his unsatisfying wants. He built 
dams, sky-scraper buildings, farmlands, factories, hydroelectric plants and other 
infrastructure for an ever increasing population. His greed has destroyed the 
mother earth. The environmental issues that he has created are listed below: 
Water Pollution: 

Water pollution is a major issue. In ndia, it happens due to the disposal of sewage wastes in 
natural water resources like lakes, rivers and ponds. There are no working sewage treatment plants in 
India. And the plants that are operating are either insufficient or incapable of purifying sewage. These 
plants are old and don't have modern machinery for more efficiency. Maintenance of these plants is 
not regular too. The untreated sewage water then accumulates in the ground and pollutes the natural 
water resources. 

This advertisement is done for spreading awareness that water is life. Without water our life 

and every living organism on earth is a waste. If sea water gets polluted through some reason it could 
affected the life beneath the sea badly. 
For example: - Plastic waste or other wastes that we dump is harmful for the aquatic animals and is 
resulting in deaths of these animals on a large scale. To stop these kinds of pollutions this poster or 
advertisement is done. In this poster, the status of sea shores is showed through illustration. 

Air Pollution: 

ENDANCERS 

Powerful messages are easily conveyed through illustraions. Such as, the waste that we dump 
can become the reason to deaths of these animals. To stop this kind of acts or waler polution, such 
advertisements are created through illustrations. 

In India, around 100 million people use exbaustble rsources 
like coal, wood or cow dung for cocking These resozces eI 
poisonous gases while burming. Overuse of thse resores in Inta bs 
led to air pollution. In urban cities, air pollution kapens de to indsra factories and gases emitted by vehicles. This adverises `ce is 
order to create awareness. In this advertiserment the IsEs á 
a graphical style which tells us about how the hamfs y the factories is increasing air pollution and boas ghe Due to air pollution, every living organism on escas 
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STOP icsE PouuTICNw 

Soil Pollution: 

brings harm to the human or wildlife can be defined as noise. And many such noises create noise 

pollution. Noise pollution in India is observed in an urban area. The vehicles outnumber the human 

population. Celebration of festivals ends with loud noises. The constant traffic and horn noises, the 

noise created by planes, loud party and other celebrations-all on tributeto noise pollution. 

Plastic Pollution: 

The damage that humans have done to nature is now affecting us. We are now facing the 

consequences of exploiting natural resources. Therefore, we need to conserve nature and take some 

action upon it. 

Today's age is known as scientific age. Due to this industrial 

reason various factories, companies; IT sectors are producing wastes 

like industrial waste, plastic, insecticides, chemical waste etc. which is 

causing soil pollution. Because of these reasons the soil gets affected 

badly and becones barren which eventually lacks growing plants and 

trees. To stop soil pollution Indian government ran various 

advertisements in order to spread awareness. Simple illustrations were 

used in the advertisements so that the message is conveyed clearly and 
easily to the common people. 

breathing 
Because of this 
harnful air, the 
whole ecarth nceds 

to wear a mask is 

conveyed easily 
through illustration. 

For example: In this advertisement awareness about noise pollution is conveyed in which we can see 

two students and an illustration of carth. How they are getting affected due to various sound mediums 

like aiplanc, loudspcakers, vehicles etc. 

jn 

The reason behind this illustration is that we ourselves have to change. Noise pollution can 

badly affect human health and has negative side effects such as, Blood pressure, decrease of hearing 

power, loss of concentration etc. so, to stop these negative effects, such 
advertisements are been done to create awareness. 

Due to industrial reasons plastic was invented and so mostly 

that 

Any sound 
disturbs and 

The Posters that spread social awareness about pollution: 

products were made using plastic. And so, availability and use of plastic started worldwide on a large 
scale but no one thought of any other option to plastic. Because of plastic dissolution requires 400 
years. And so, humans became dependent on plastic. 
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Pollution 

Throwing plastic products are becoming the reason of deaths of domestic animals around us 
as they consume it without knowing. Similarly, plastic waste like bottle caps, polythene bags ctc. are 
causing harm to the aquatic life. To stop plastic pollution in 2018 on World Environment Day, Indian 
government started a resolution of plastic free India under the 'Swachaa Bharat Abhi yaan'. 

llustrations through advertisements and posters helped in creating awareness. 

The objective of a poster is social, financial, promotional or cultural. The purpose of a poster 
Ds to convince the audience to take an action. It can be done by warning, urging, demanding, 
Lonvincing, pleasing. scaring and persuading the audience. 

Outdoor advertising media is any media that is visible in public and can reach a larger 
pudience. Types of out door media are hoardings, air balloons, banners and posters. The poster is one 
Df the famous and widely used outdoor media. Even if it is under the roof of a bus-stand or railway 
slation, it is considered as outdoor media as it is visible to all. Posters grab the attention of people 
nwillingly and effortlessly. The balanced ratio of visual and content in the poster makes it superior to 
other outdoor media. But this balance is hard to maint ain The words used in a poster are limited yet 

Noise Pollution: 
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ipact ful. There should be an element of surprise or curiosity in it. It will allow a person to observe 
and perceive the poster on a deep level. It will leave an impact on that person.Evcn today, humans 
haven't stopped exploiting nature. The pollution levels all over the world are incrcasing. Humans are 

Pollution prevention measures: 

inventing new gadgets and machines that help them to extract natural resources even more. The greed 
of human beings is costing us a huge price that we cannot pay. On a bright side, the Government has 
taken some progressive steps in planning sustainable development. The only challenge is to 
implement these programs and schemes effectively. For example- Plastic is banned in India yet we 
see many people using plastic bags and disposable plastic waste. This ignorance and carelessness have 
resulted in pollution.To create social awareness among people, Fine Arts students design posters on 
pollution as part of their academics. Other students take part in coimpetitions where they design 
posters on pollution. In these posters, different types of visuals and illustrations are used. The 
awareness is created by attracting people using illustrations and giving out a strong message in the 
content. But this should spread too many other sectors like industrial sector, finance sector, medical 
sector, etc. Only then the social awareness will turn into a combined action of implementing plans to 
stop pollution. 

Noise pollution: 

FUIR 

1. Turn off noise pollution. 
2. Keep yourTV,Radio etc. on low volume. 
3 Don't blow the car horn not needed. 

4. Keep the DJ volume low at the wedding. 
5. Know all the laws regarding noise pollution. 
Air pollution: 
1. Reduces the amount of toxic gases emitted from homes factories etc. 
2. Avoid the users of firecrackers. 
3. 

POLLUTION 

4. Use a pot or running gutter to spit. 

1. 

Put the garbage in the dustbin. Don't bun garbage. 

5. Know all the laws regarding air pollution and follow them. 
Water pollution: 

2 
Do not dump waste near well ponds and public plumbing schemes. 

Do not stir the pot near the water pipe. 
3. Do not dump plastic waste in ponds and dams in rivers. 
4. Know and follow all laws related to water pollution. 
Chemical pollution: 
1. Use organic manure instead of organic manure, polyester, cotton cloth, paper bags instead of 

plastic. 
2. Dispose of polythene bags properly. 
3 Plant and nurture as many trees as possible. 

Conclusion: 
4. Know and follow all laws related to chemical pollution. 

STOP 

Human's unnecessary intervention has affected the environmernt negatively. Due to use of 
various insecticides in agriculture on a large scale has resulted in inrease of land polution. The 
harmful smokes emitted by factories have also resulted in increase of ar pollution and harmful water 
released from these factories and our homes as well has resulted in increase of water pllution. Due to 
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industrial development reasons, forests have been clearcd on a large scale which has affected the 
environmental balance. To restore this balance, social change is very important. And so, illustration 

plays a crucial task in spreading awareness. As illustrations are casy to understand, it's easy to create 
a powerful message and convey it to every element of the society, Illustration plays an important role 

in creating awareness about pollution issues. 
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15. Art Education in the Pandemic of Covid-19-An

Aftermath!

Asst. Prof. Mugdha Kale

Assistant Professor, Bharati Vidyapeeth's College of Fine Arts, Pune.

Abstract

Art has always been influential on society in some or other form. Many approaches of art

have diversified effects on society at large. In different and difficult situations, art form of all

sorts has proved as recovery or supportive hand for humanity. Art form helps to express the

suppressed unspoken spirits and let human visualize things in a different way.

Art has been integral and key part of cultural systems, which has an important place in

educational systems.

But on the background of pandemic COVID 19, educational systems have got hampered

in many ways. Online teaching learning process has its pros and cones with multifaceted effect.

Syllabus lessening has hampered art and craft periods mainly in school systems. Art colleges

have suffered lack of human touch, practical knowledge and experience. How convenient online

teaching may seem, practical experience cannot be replaced. Many streams like art, have colossal

side effects of lacking practical experience. Art education has faced various adversities in the

online teaching practice. This paper attempts to evaluate the pros and cones of online teaching

and the overall effect of pandemic COVID 19 on art education at large.

Key words - Art education- Importance and empact of pandemic COVID 19, aftermath

of online teaching and learning for art education.
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coVID-19 has speedily and melodramatically changed our lives. Unfortunately,

students, specially, teenagers and young adults arc among those who may be most impacted as a

of the pandemic. COVID-19 pandemic drove many schools to rely on virtual learning to

keep 
students and teachers safe.

In this situation the physical "brick and Mortar" classroom has started to lose its

0
mination as the place of learning. The Internet has made online learning possible, and manyd

educators are interested in online learning to enhance and improve student learning outcomes

while battling the reduction in resources, particularly in higher education. It is indispensable that

educators are considering the effectiveness of online learning compared to traditional face-to-

face format. But, we cannot overlook the "effect of absence of practical experience". And also

the challenge at the moment is that only 24% of Indian homes have the Internet access they need

for this. While debating about the effectiveness of distance learning, it is vital to see how the

yu•despread closing of educational institutes might impact learning loss for students. While trying

to make up for lost learning, educational systems will regulate what subjects are deemed

important and what subjects somehow aren't. And often with these types of decisions, the arts is

on the cutting block, unfortunately.

Schools may have an option of cutting down art syllabus but higher level art education

has been impacted dreadfully. Though online teaching is need of time, it is unjustifiable to forgo

the importance of face to face experience in learning. "Bloom's Taxonomy', shows importance

of application in learning process and "Learning Triangle" explains it further, that practicing has

75% of weightage in learning process. It is even more valuable when it comes to faculties like

art.

THE
Bloom's Taxonomy LEARNING PYRAMID

s • Lecture
Reading

Audiovisual

analyze

appty
Practice

understand Others

Bloom's Taxonomy Learning Triangle
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Art Education

d, has an emotional connect with the 
view%Art influences human life to a greater exten

Is, increases self-esteem and decelerates
nurtures consciousness, enriches social skil

decline. Many studies show that activities like viewing a painting, listening to music or watchi

ng

a performance, reinforce learning, lessen anxiety and heal trauma. Arts are promoters ofhealthi

communities.

Sculpture and Painting Studios And academic mentoring

Creative sector with huge impact of COVID-19, may be among the last to recover from

the economic recession. Any course that demands practical knowledge and exposure is facing

loss and difficulties in the situation of online teaching. Knowledge is of different kinds and there

are different ways of obtaining each kind — like theory and the practical application of theory

Both types of knowledge are significant and together they help elevate learning. Some branches
of study, like art needs in person attention and guidance. Online platform may not provide
sufficient exposure and experience for such faculties. Art studies demands understanding Of
materials and different process of implementing theoretical knowledge, experimenting with
materials, live experiences and demonstrations which elevates the understanding of students•
Understanding only theory does not cater art education. Also lock down period brought
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s on available materials and exploration. This situation has diffcrcnt effccts on tcachcrs
gsttiction

d students and has impacted art education at large.

Online art ducation : Students' perception and execution is beyond teacher's control

Among much disagreement, art institutions began digitizing all interactions and creative

output months ago as part of their immediate response to the pandemic crisis. Students and

educators have been told to embrace the "new normal", putting future at greater risk. But

students are questioning the ability to measure creativity through a screen. When initially

teachers were trying to reprogram their courses online, reinventing the delivery of content and

re-estimating the outputs of the same, while supporting the anxious students and parents and give

them a sense of community, it was over tiring and exceeded normal working hours. It will be too

early to think that all creative learning can be moved online and that studios, class rooms, print

rooms, can all be reduced or even discarded. This needs to be assured that this digital

compromise doesn't become standardized and institutions preserve what makes them unique in

tems of beliefs, content and delivery. It's difficult to replicate all human-centered, human-touch

practice in a digital-only space. Online creative education is no substitute for the real thing.

Undeniably, institutes are the places where budding artists meet their lifelong peers and future

collaborators, and opportunities to interact in person. Socializing is a huge aspect of art life

which is expected to undergo its own transformation this year.

Eventually art and craft are more effective in this crucial period of home restraining

where loneliness has shown many adverse side effects, especially on students. Social Isolation,

Increased Stress & Anxiety, Virtual Learning Fatigue are some of the adverse effects of online

teaching. Apart from this, many students feel raided as in term of fee structures implicated by

Institutes this year. Students are asked to pays full fees as well as invest urgently into many

gadgets on their own. Some students also feel the need of personal interaction which lacks in

online teaching.
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While primarily a place of education, 
educational 

institutes are also the center

students' social lives. However, with institutes moving to virtual formats, students may feel

isolated, uninterested, or dejected without regular social interaction. It is evident that social

isolation can cause higher negative outcomes for the mental and physical health of

individuals. And it is more prone with the critical age of teens and college going In

such situation art can actually help as a remedy to divert the loneliness and help them put energy

into something innovative.

Beside the lack of social interaction, online class structure may affect young adults in 
a

number of ways: difficulty in focus and concentration, coping up with class works in digital

format, lack of interest, physical activity, self-motivation, finding extra educational support and

one to one conversations with peers as well as teachers, anxiety of being in front of the class in a

video, postural problems, increased screen time, family being observant for 24x7 and Struggling

to find their own time, practical explorations and experience, connecting with mentor artist

individually and absorbing essence of their personalities in live discussions and many more.

Besides, Virtual Learning Fatigue is more dangerous for the youngsters. Spending a significant

amount of time online can fatigue both students and teachers. A day full of video interactions is

so mentally draining is because our brains are unable to process information in the way it's

accustomed to. When this is coupled with the constant self-awareness of being on-camera in

front of others, stress levels can easily go up. This leaves students with less time to explore

practically.

40

Online art ducation - each individual student's response is different
Art Teachers also find the situation very demanding and exerting. It was a sudden shift

and expectation from them to upgrade themselves to newer technologies and technicalities. It is
also very tiresome to create videos as per technique and still wonder if students have perceived
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the tight content. It is impossible for an art teacher to find out if the creative, digitally submitted

the students, is original or copied and created by themselves or with any professional help. In

traditional classroom it was possible to monitor every particular student for their signature work

and ptogt•ess of the same. Art is all about feel, textures, creating textures through color

applications and all this experience becomes very restricted in online teaching. One cannot get

exact feel of strokes of a brush, thickness of paper, use of knife and variants created by using all

this material. It has to be explored practically and in learning process it has to be mentored to

achieve the desired effects. There are many techniques in art faculty that are best absorbed when

done practically. It is difficult to show the effect of etching of a plate in acid, how much time is

to be given to acquire particular effect, and when to wash plate, in a single video or to show how

simple pressure on a pencil can decide the depth of that drawing and the depth can be varied

using this technique. Though galleries are open online now but overall the dialogue is lost.

Alongside, teachers have to create an atmosphere for their students to keep them

engaged. It is tact to leam how to be variant about vocal tones to keep the conversation alive,

how to set up right type of background so that it looks official enough and still gives enough

warmth to be expressive. It is also a task to keep students motivated. Due to online structuring

and technicalities, videos are kept off to heightened bandwidth strength and conversation without

visual becomes even harder. Teachers can't see their students, can't judge their understanding

through their expressions, there could be delay in the responses due to net connectivity issues

and this all hampers the delivery of the educational content. Art teaching never works in

mathematical parameters and each individual student's response, perception and deliverable

varies. Online teaching restricts all these activities to greater extend reducing the outputs.

Conclusion

Many MOOC, e learning platforms are available now but here we are considering not

only acquiring certificate but the entire process of teaching learning. Learning art is not only

about gaining knowledge but also a multifaceted process of nurturing the students as per their

own pace which has become very precarious in online teaching. Art education has been

vulnerable with all these situational difficulties and struggling to overcome and give best

solutionsto save loss of students. An art is vital to develop critical thinking. Art bring us comfort

and heals. Art education beholds an important part in overall educational system. Pandemic has

taken troll on art education in many ways. Human touch and dialog is lost, interaction is lessened
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due to online teaching process. Students and educators have faced varied problems on their

individual level and are combating with all odds. Though hampered to large extend everyone in

art educational systems are taking exertive efforts to minimize the shortfall. And it is defiantly

promising, innovative and exciting to see where it leads the artistic education in future.
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CHITRAKATHI

Prof. Bhalerao Sanjay J.
Assistant Professor, B.V. College Of Fine Arts, pune.

-: - E FACE

According to rndian riterature Kamasutra and shani there' : =. :f a rt forms including dance. But painting, sculpture, drama,
:- r :erature are collectively called Lalitkala. Remaining art' . -:: f rom these five and hence they get their importanee.

Amongst this, poetry and painting comes under audio _ visual.'' 
"'fereas sculpture comes under visual and touch, drama comes

--='performance art and music under audio. To enjoy visual and
. -'r '.nance art one has to use the sensory organs like eyes, ears and
- - -- skin) when more than one sensory organ is used to appreciate a

- . -: :J ar art, it is noticeably seen that the artist as well as the viewers enjoy the-:'ught put forth by the artist reaches the spectator then one can say: .t--oiished.
'chitrakathi" is one of the traditional art form which ineludes art, music and performance, this is the

"'- - it appeals the viewers, where the art, artist and the viewers interact with each other at the same':

are 64
music
forms

58

art to the fullest. lf the idea
that the task or the art is

ln

'lvented,
;reserved.

AESTRACT

this new media or contemporary art period, where new experiments are being evolved or
traditional art should not be neglected. Because of this traditional art our culture and art is
This reflects our society and history. This is why we should focus on this subject.

106

tt4

tdia possesses a huge trodition of diversified art forms. Cove paintings, Ajintha painting, pat-jain,
""''e, Kolighat, Madhubani, Taniowar painting styles similarly among Tribal Art forms Saora, Gaud,-': )'cdhan, Worali and Chtrakothi ore some to mention. Some art forms are famous but some in spite of' , -.: e rior styles hove nat reoched out to people. Chitrakothi is one of those arts !

lhitrokothi.. ln spite of being tribal art form; is developed in skills ond in thought process to great' -.- Stecial efforts can be taken to be preservecl and to make it reachoble for coming generotions to
.

' :' lvoRLD : Chitrokathi, Kathi or Katha Pothi, Puranos, Pinguti, Thakkor tribe, poithan, Leather shodow.:: .

,,, -AT IS CHITRAKATHI:
Cnitrakathi Paintings (Maharashtra) These paintings which are arounrj 300- 400 years old are called

' :- cttrre) Kathi or Katha (story) in which stories of the Ramayana, the Mahabharata and puran are:l on handmade paper using natural colours. lt's an almost extinct art form practiced by the Thakkar
':mrrunity of Maharashtra. Chitrakathi artists are a community of migrating story* tellers found all

I

: 
" a lable online at www.lbp.world

tr,:rAtr
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oVerMaharashtraandsomepartsofAndhraPradeshandKarnataka'Theymadea'.ffir
paintings. All paintings belonging to one story were kept in a bundle called pothi.

. This practice played a very significant and interesting role during the period between the 17th and
l-Sthcenturies' A time when neither cinema nor theatre was known, chitrakathi was a famous form of art.
chitrakathi is usually performed on festive occasions in the village temples of the Konkan region in
Maharashtra. The oral narratives of chitrakathi, inspired from texts like Ramayana, Mahabharata and
Puranas, are performed in a keertan-like style using folk instruments like the dholki and the veena,.
accompanied by hand-made paintings portraying characters and events from the texts. The Naayak, or the
lead performer, is assisted in the performance by two to three co-artists. Chitrakathi is unique combination
of performing and painting complements each other.

HISTORY:

Pinguli was an area designated by the rulers of sawantwadifor the Thakkar tribe who were nomads
by origin and believed that they were the "secret service agents" to the ruler of Sawantwadi almost 300
years ago as well to Shivaji Maharaj. This seems the only logical reason for the Thakkars to be allotted a .
permanent area to settle down in pinguli.

R'V' Russel in his book "The Tribes and castes of the Central provinces of lndia" mentions these :
nomads' The book was commissioned by the British in the year 1916," explaining that research also shows
that when shivaji Maharaj and his entourage went on a hunting trip deep in the jungle, he heard some
people singing' on further enquiry, it came to be known that a nomadic tribe was reciting stories of the
Ramayana' on his return Shivaji ordered the chief of that tribe to be brought into court to enquire about
these people' The leader of this tribe informed the court that they were Thakkars, a nomadic tribe and
painted pictures on leaves with lime and soot from oil lamps that telltales of the Ramayana. This was a way
to familiarise the tribe with the epic and also provide a source of entertainment, after a hectic day of travel.
The pictures were accompanied by songs and music, from rustic instruments to keep a captive audience and
impart stories with morals.

Shivaji Maharaj was enchanted with them and issued a public notice stating that during the time of
Dussehra, the Thakkars will perform in the outer area of the Hindu temples. Not to cause any outrage among
the learned Brahmins and priests of the community, he ordered that the performance be held after the
temple closes, until it reopens the following day"The Thakkars held centre stage all night. They showed
pictures that they painted and recited relevant stories, often breaking into song. Thus the format of
combining "Chitra" - the picture and ,'Katha" _ the story was born.

since the Thakkars were also bards, they visited the nooks and corners of the viliages. They were
officially appointed as official spies Shivaji and later by the sawant Bhonsales of sawantwadi who even
allotted them some land in Pinguli near Kudalvillage - a reward for having supplied information for a major
battle thatthe Bhonsales fought in that period. Laterthese very bards were shunned as beggars.

STYLE OF PAINTING OR TECHNIQUE:
Pinguliand Paithan are two different streams in Chitrakathiwhich hold completely different styles ofpainting' ln Pinguli style paintings are hand painted on handmade paper. The Chithrakathi paintings were r:

done on handmarje or mill made paper of dimension approximate 22cms X 42cms to cater the need of
storytelling to a small audience of around 2o to 30 people. But the real demand of the style being extinct we
chose to stretch our canvass a little further to a dimension of 53 cms X 73 cms and all the artists worked on
their stories displaying them in six to eight paintings each. Being an experimental project the fragments of
the stories were done.

Available online at www.tbp.wortd
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PINGULI PAINTING

--=,lrrthrakathi paintings of Paithan resemble the structures
-= -sing natural pigments. However they opted to go in for

of the leather shadow puppe.ts and

the market available watercolour or

l

i
I

l

l

l

--: Chtthrakathi'isapictureofstorytellingtraditionandasacomplimentarytothevisual,narration
-:qoesontoelaboratethestorytogiveacompleteform. Evenafterthepictureswerepaintedthe

^ :ari of the tradition had to be completed for which we approached.

hese paintings deal with 74 stories and are in typical size (30x40 cms), mainly covering the two
. Tayana and Mahabharata along with the popular tales from the Vetal-Pahchavishi and
-:ndu Akhyana" Paithan in the lTthcentury was the main place of a peculiar folk style of painting,
-a'kable originality and boldness of brush-work. The paintings very likely originated as mementos for
-he large sizes of pictures were usually used to depict a visualstory to the pilgrims. The style in any
rusion of the art of the miniaturist with that of the temple muralist and the angularities of the
rdicate a relationship with not too distant Ellora. The pictures are drawn on hand-made paper and

s de of one picture is stuck to another in such a way that two seem to be front and back.

he Performers and the Speakers Mr. Ganpat Masge
1r, Ganpat Masge is a prominent Chitrakathi artist from village Pinguli in Sindhudurg district and

tc the sixth generation of the Masge family of tribal artist struggling to keep this art form alive. He

3f the 78 surviving sets of hand-painted narratives available in the state of Maharashtra.

PAITHAN LATHER PAINTING
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pinguli Chitrakathi though recognized as tribal artnot traditionally developed buishows"Maratha Dakkhanthat Thakar Tribe has adapted tfris styie uo'rr" need to lookto put it into tribal art characteristics.

form it is quite distinct from regular tribal art. tt isand Mughal impact on it. Rather it is noticeabte
at this style with different perspective than trying

ll'

The reason behind the distinct style seems tofor some special purpose.
be the contact of this Thakar tribe with Shivaji Mahara

Paithan style reflects bright colurs and rhythumatic lines of Ajantha. That shows any art forrrdevelops from social' political unJ?uiig,ors infruences. That is why For any art form to survive it needs someRoyal or local patronage or it takes no tiru to extinct. The conservation of art should be observed from ar
levels of society' To help chitrakathi io 

",,i* we need to arrange workshops in schoor, Corege, Art coregeGovernment organization' Malls, n,t meia, rntroduce i, .rii.ir, kala mela, shoping mail, yatra jatra etc. tcffii:'trfi :::,T:':,:Tjj: ly* ;lli**kil;l Encourage ,o puopr. to visit the pingu,e ,r we
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