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ABSTRACT

Introduction: Advertising is used as an effective tool to promote various products and ideas in the desired economic goals. In
contemporary time digital media has been used as a powerful medium, it has the potential of reaching millions of consumer. In
such conditions, advertisers have influenced society through embedded content such as dialogues, text and visual narratives.
These Deceptive practices in advertising have created challenges for regulatory bodies. Although the Advertising Standard
Council of India (ASCI,1985) were formulated various codes of conduct to control misleading advertisements. In this paper, com-
mercials of Patanjali Ayurveda, an Indian consumer goods company that has reached new heights in the international market
has been studied.
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Objectives: This study aims to analyse the narratives of TV commercials of Patanjali products, to examine the ASCI codes and
ethics in advertisements of Patanjali and the audience perception about the Patanjali advertisements.

Methods: Keeping the study objectives in view, the authors adopted a narrative analysis method for examining the content of
selected advertainments. The questionnaire was administered through a google form. A random sample from the target audi-
ence group was selected for the study.

Results: A total of one hundred and eighteen respondents responded to the survey. In which 44% and 49% of respondent feel
that Patanjali has used patriotic and cultural themes for promoting their products. 51% of respondent feel that boycotting the
other products is not justified and 21% of respondents think that linking patriotism in the marketing of goods is beneficial, 45% of
respondents believe that it is not justified. The majority of respondent believes that promoting negative sentiments in advertising
practices is not good for the country’s social fabric and economic goals.

Conclusion: The study has found that the cosmetic and dairy products ads had included misleading content in the narratives;
the emotions of patriotism and faith have been used for the economic benefit of Patanjali by using a national icon, symbols and
false claims in their advertisements. They appreciated social stereotypes and unfairly targeted competitive MNCs through the
ads narratives. it promotes unfair competition in the market. Also, some advertisements of the Patanjali products has violated
the ASCI codes and fined for harmful and misleading content by the regulatory bodies. Although such ads were banned for air-
ing on television, all these ads continue to exist on digital media under the name of Patanjali Ayurveda and ASCI is failed to ban
such ads on Digital media platforms.
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INTRODUCTION has kept pace with the growth of multinational companies in

o . ) . India. It has a far-reaching influence on the social, cultural and

The Oxford dictionary explains advertisement as a public an- 1,111 values of the society.? It has come across innumerable
houncement of g(?ods. to promote sale;s and the primary _Ob' images, audios, text for various products. The excessive use
jective of advertising is to sell something through persuasion. o various forms of media for the promotion of Goods and
Today, these commercials have become an important social  garvices cannot be ignored in our day to day lives. Advertise-

and economic force in the world.' After globalization advertis- 1 ants affect our life to a large extent and it is necessary to de-

ing industry has expanded in a very progressive manner and  yejop an understanding of the effective relationship between
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promotional messages and consumers, be would undertake
some social responsibility in the sending messages.> Goldman
has opined that advertising as a major social and economic
institution, strives to maintain cultural hegemony by providing
us with socially constructed ways of seeing about the world.
According to Ewen and Ewen, “advertising not only sells us
the product or services but it also indirectly tells us ways, to
understand the world”.*

There are numerous instances where advertisements have
mislead with hidden propaganda and false claims through
TV and digital media platforms. So, the government has es-
tablished professional organization like ASCI (The Adver-
tising Standards Council of India) as a non-statutory tribunal,
as its executive aim is to receive complaints about mislead-
ing advertisements and create a self-regulatory mechanism
of ensuring ethical advertising practices for the industry”.’
It exercises the influence in motivating advertisers to self-
regulate by observing honesty and truthfulness in the content
and fair promotional practices among advertisers.®

In this context, Patanjali Ayurveda “a leading herbal and
ayurvedic product manufacturer has been included in the top
three advertisers in television until 2017. In the same year,
Patanjali significantly ramped up its online presence, it has
created advertising narratives in regional language for dif-
ferent states.” The channel name ‘Patanjali Ayurveda’ on
YouTube which is started in July 2014 has more than 96.000
subscribers and reached 3 million views in the first month of
2017; and after collaboration with Google, it has climbed to
15 crore views. It also started an online campaign for boy-
cotting foreign products with the “Go swadeshi (indigenous)
movement”. Acharya Balkrishna CEO of Patanjali Ayurveda
told “The print’ in an interview that “the company had con-
sciously reduced its TV ads and plane to give more focus on
digital media and we are planning to increase more spends
on digital media in some months”.?

The ASCI guidelines have been overlooked many times by
the Patanjali Ayurveda Ltd. In December 2016 it was fined
Rs 11 lakhs for “misbranding and putting up misleading
advertisements” of their products in the District Court of
Haridwar, Uttarakhand, India. The products were found to
be in “violation of Section 52 (misbranding) and Section 53
(misleading advertisement) of Food Security norms and sec-
tion 23.1 (5) of Food Safety and Standard (packaging and
labelling) Regulation”.? The researcher like Morden found
that the basic function of “Television commercial is to create
awareness about the goods and services so that viewers of
the advertisement can take the rational decision from their
mind.'® Advertising is always a subject of monitoring be-
cause healthy and fair practices among the companies are the
primary objective of ASCI (Advertising council of India).?

The book “Advertising and sales promotion” explain the typ-
ical form of untruths in the advertisements which have exag-

gerated facts, misinterpretation, false claim, unfair compari-
son etc. she states that today the numbers of unethical and
obscene advertisements are increasing instead of decreasing,
the government is not in favour to regulate advertisements
by his enforcement.!!

Hence, the study has tried to analyse the commercials of Pa-
tanjali Ayurveda.

* Toreview the commercials of Patanjali product.

* To analyse the narratives of cosmetic, dairy product
advertisements.

* To examine the violations of ethics in the advertise-
ment of Patanjali products.

The questions for this study as follows

* Did Patanjali advertisements use misleading content?

* Is there any agenda in advertising content?

* Did Patanjali commercials follow the advertising eth-
ics?

The Bogdan Nichfor States that “Advertising is a tool of
mass communication and Its content and performed func-
tions are not yet defined in generally recognized theory”.!?
So, the study, deal with Affective response theory which
focuses on the emotional response that advertising content
can generate. It refers, “consumers and their preferences are
based on pleasure, feelings and emotions which arise from
exposure to the message, the objective characteristics of the
product playing a less important role in this direction”.'
The Agenda-setting theory of McCombs and Donald Shaw
opined that “media sets the agenda for the masses. This the-
ory suggested that media do not tell people ‘what to think’,

but they may tell people ‘what to think about.'

MATERIALS AND METHODS

The research work is analytical. It has used primary as well
as secondary data for analysis. A close-ended questioner
was administered through a Google form, A random sample
method used for primary data collection from the target audi-
ences to get viewers insight on commercials, that is provide a
quantitative description of the Patanjali Ads pattern. In Qual-
itative nature, research was used narrative analysis technique
as Coulter and Barone to understand the Pattern of Patanjali
advertisements.'¢!” Suitable multivariate techniques were
used for data analysis.

The secondary data for the research is largely based on infor-
mation that is already available and accessible from televi-
sion, web media, news, articles, blogs etc. Advertisements
that have been used for content analysis are selected from the
official website of Patanjali Ayurveda and YouTube channel.

e In the qualitative procedure, Patanjali advertisements
were selected by purposeful sampling to analyse and
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understand the advertisement content (text, language,
images, narration).

* In the quantitative technique, a study has chosen 120
students as a sample size (Male and Female). The ran-
dom sample is used for the collection of 120 responses
of undergraduate students from Manipal University
Jaipur and a close-ended questionnaire was used for
data collection. 98% of respondents come from the
18 to 24 years of age group. The questionnaire was
administered through a Google form. A total of 119
students were responded to the survey.

Data analysis and Interpretation

A. Judiciary and Regulatory Proceedings against Patan-
jali Advertisement

In Sep 2017 Delhi High court stopped the airing of Patanjali’s
‘Chyawanprash’ ads when competitor brand Dabur accused
that the commercial of Patanjali disparaged his product.'®
Former Minister of State for Information and Broadcasting
Rajyavardhan Rathore told the Lok Sabha in a written reply
that “the government has received 33 complaints from April
2015 to July 2016 against Patanjali ads.'® As per the findings
of the consumer complaints council (CCCI), ASCI and the
department of consumer affairs has informed the Legisla-
tion assembly that 25 out of 33 complained against Patanjali
advertisement were considered to violation of Advertising
Standards Council of India codes”.'*"”

B. Distribution of Patanjali Ads

A report of the Broadcast Audience Research Council
(BARC)® mentioned that Patanjali Ayurveda had stepped
its advertising promotion, and became among one of the top
three brands (2017).

Top 5 Genres where Patanjali Adverised
the most in 2017

3

= News Channels = Movies Business news Kids = GEC

Figure 1: Distribution of Patanjali Ads (Source: BARC India,
2017).

Distribution of Advertisements

News Channel 84.4%
Entertainment Channel 5.45%
Movies Channel 3.35

Kids Channel 3.35%.
Business News 2.45%

In the BARC report (Broadcast Audience research council
provides reports on TV audience measurement) the total
distributions of Patanjali Ads on the News Channel are 84
%. Figure (1) Indicate the total distribution of Patanjali ad-
vertainments on different media outlets. Thus, Patanjali has
used news channels as an effective tool for his Business Mar-
keting.

Interpretation and analysis of Patanjali Adver-
tisements -

1. Patanjali Beauty Product Advertisement.

In the below-mentioned figure (2) Patanjali’s advertise-
ment for its ‘Soundarya skincare product’ begins with two
sisters, Saundarya and Aishwarya, the narration describes
them as, Saundarya ( a girl) “Paramparaon ka Paalan karne
wali (follows old traditions and cultures)”, Aishwarya (an-
other girl) “badass, wannabe type girl”. The ad goes on to
establish that Saundarya received more and more compli-
ments while Aishwarya tries more make-up to hide her
blemished skin. Young boys and girls praise Saundarya for
her beautiful skin while the same group of people ridicule
and shame Aishwarya because she is using cosmetics prod-
ucts of another brand. she upset with the acne on her face.
due to the state of her skin, college mates make poke fun
at her beauty.

Figure 2: Patanjali Soundarya line products Advertisement
(Source- YouTube).?!

The words ‘bindass and wannabe type girl’, “which is usually
a colloquial Hindi term for ‘carefree’, as something negative,
shades of sexiest, this advertisement not only mocks wom-
en but also implies that being ‘carefree and cool’ is bad”.?
The advertisement is centred on its regressive nature, the ad
claims that people seem to look down upon women who are
not traditional and didn’t use Patanjali product are ‘wannabe
type or uncultured girl’. These ads broadcast at a time when
other brands across the market are making attempts to cre-
ate progressive ads that break gender and racial stereotypes.
While these ads have portrayed girls using Patanjali product
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as modest, beautiful and have cultured values whereas other
girls who have not used this Patanjali product are ‘carefree’,
‘immodest’ and ‘uncultured’. This ad promotes moral polic-
ing and insulting the woman’s freedom of choice. The narra-
tive, visuals of the ad are violating the ASCI codes.

2. The Advertisement for Patanjali ‘Dant Kanti Tooth-
paste’.

In the above figure (3) Patanjali ‘Dant Kanti’ toothpaste
ads, the advertiser claims that India is suffering from for-
eign enemies who are establishing their businesses or in-
vesting in our country and extracting money from our
country. Furthermore, the advertisement appeals, “Just
like crores of “Deshbhakt” (Patriotic) Indians, shopkeepers
and customers in the country who are aware of this for-
eign economic atrocity should give priority to Patanjali’s
products in their shops to contribute in the service of the
country, using Patanjali products will help in fulfilling the
dreams of Mahatma Gandhi, Bhagat Singh etc. Opposite
to this, the promoter of Patanjali claims that profits earned
from the sale of products are accrued in the account of any
person. However, the CEO of Patanjali Ayurveda limited
Balkrishna owns 94 per cent of the shares of Patanjali
Ayurveda Limited. Forbes magazine listed Balkrishna as
India’s 25th richest individuals in 2018-19. As the adver-
tisement states that people should use Patanjali products
like ‘other Deshbhakts (patriots)’. It raises a question mark
on the nationalism of every Indian citizen as if, who do not
use Patanjali products, are the supporters of Britishers. Its
means they exploiting patriotic sentiments of the masses
by advisements for sheer profit. This ad is a clear violation
of the ASCI code because it leads to unfair and unethical
competition in the market.

»l o) 0:06/1:05

Patanjali Ad Misuses The Cross To Portray Christians As Outsiders & Enemies!

Figure 3: Dant Kanti Freedom Ad (Source- YouTube).

3. Patanjali Ad on ‘Independence Day’.

This ad (Figure 4) recreates a scene from pre-independence
India with a black-white clip depicting the Swadeshi move-

ment on Boycott of foreign products by our freedom fight-
ers for Independence The ads suddenly zoom to India’s map
where three crosses projecting out in three directions and
between the crosses the words E, I and Co. It depicted the
East India Company which subsequently paved the way for
British colonial rule in India. During the visuals narrator of
the ad baba Ramdev starting his appeal (Which have a false
claim and misleading content), “Videshi companiya hamare
desh ke liye bahut hi khatarnak hain kyunki desh ka dhan
desh ke bahar lekar ja rahi hain or desh me koi bhi bada
kaam charity ka nhi karti hain , in sabka vikalp hai Patanjali
ka satvik swadeshi abhiyan’ (Translation: Foreign brands are
very dangerous for our country because they are exporting
our own mony to abroad and even they are not doing any
charity in the country, using of Patanjali product are the only
solution for the problem); they narrate, ‘Patanjali ka profit
kisi vyakti vishesh ke liye nahi balki charity ke liye hai, Aaj
Azadi ke 71 saal baad bhi China, US, UK jaisi companiyan
loot kar rahi hain’.

Patanjali Ad Misuses The Cross To Portray Christians As Outsiders & Enemies!

Figure 4: Patanjali
(Source- YouTube)

Independence Day Advertisement!

The Patanjali brand has been aggressively portrayed its in-
digenous identity and pitching multinational companies as
“thieves” in their ads. Patanjali has compared its global ri-
vals to the East India Company and portrayed MNCs as a
symbol of colonisation and oppression of Britishers. He ap-
pealed to achieve complete freedom or “swaraj” from them.
The advertisement states that MNCs are the same way, as
“East India Company enslaved and looted us, multinational
companies are still doing the same by selling soap, shampoo,
toothpaste, cream, powder and similar daily items at an ex-
orbitant price”. Patanjali doing his business for charity pur-
poses without making any profit. When this ad was aired on
TV, the Christian community protested against Patanjali for
uses religious symbols like the Cross in their ad and portray
Christians as outsiders.?® This type of commercial elements
degrades other cultures and provoke sentiments to spread ha-
tred in the majority of people against minorities. This kind of
ads has affected the morale and the secular fabric of India.

1Celebrate This Independence Day with Patanjali Products (2016). Retrieved from
https://www.youtube.com/watch?v=Lh2GLVba3CU
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4. Patanjali ‘Cow Ghee’ Ads.

In the below-mentioned Advertisement (figure- 5) Baba
Ramdev explicates some of the facts regarding cow and their
sacredness and benefits i.e. Population, ghee production and
consumption.

Patanjali Cows Ghee | Product by Patanjali Ayurveda

Figure 5: Patanjali Cows Ghee | Product by Patanjali Ayur-
veda (Source- YouTube).

The voice-over adds, “Nirantar ho Rahi Goukashi (cow
slaughter) Ke Karan Kuch Log Sochte hen Ki Itne bade
Paimane par Ghee Kaise Tayyar ho rha hai? Desh me 12
crore Gai haain. Translation of VO is (Due to continuous
slaughtering of cow peoples thinks how they are being pro-
duced Ghee at such a large scale because there is only 102
million cow in India). Another Patanjali Ad emphasises,
“Patanjali Ghee Apnaye, Gou Mata ko Katal Khano me
Jaane se Bachayein (use Patanjali Ghee and stop the holy
cow from slaughtering”). Through the narrative of the ad-
vertisement, Baba Ramdev is spreading propaganda about
cow slaughtering and facts related to the cow population.
Whereas the Government statics’ official data about the
cow population according to the National Dairy Devel-
opment Board (2012) census is 267.6 Million (Approx.:
26.7600000 crores.* This ad targets a particular commu-
nity that are involved in the Cattle business. now India is
suffering from a ‘Mob lynching’ kind of attacks. It also
coerces the viewers to use and purchase Patanjali ghee to
save the ‘Holy cow’ from other communities. it is a direct
violation of ASCI codes.

QUESTIONNAIRE RESULTS

A close-ended questionnaire was used for the data collection
through the Google form.

Demographic characteristics of respondents
All respondents (120) were students pursuing graduation in
journalism at Manipal University Jaipur. The data indicate
the pattern of Patanjali advertisement, preferences of both
consumer and advertiser. It also presents the audience per-
ception of the Patanjali advertisements.

Table 1: Questionnaire results

S. Question
No.

Options Responses Percentage

1. Doyou like Yes 68.1 68.1
VYatching Adver- (o 319 319
tisement?

2. Which Source Print 21 17.6
doyou generally v, 89 74.8
access for Adver- )
tisement? Radio 15 12.6

Web 69 58

3. Generally, in Print 37 311
which medium 1y, 102 85.7
do you see Pa- )
tanjali Advertise- Radio 8 6.7
ment Web 21 17.6

4. During which Daily shop 43 36.1
Program have
you watched Ne.ws Bul- 55 462
Advertisement  l€tin
of Patanjali Prod- Sponsored 26 21.8
uct? program

Entertain- 49 41.2
ment

5.  What basicdif- Sentimental 22 18.6
ferences do you o
feel between Patriotic 53 44-9
Advertisements Religious 58 23.7
of Patanjali Prod-
uctand another ~ Cultural 58 492
brand?

6. Doyou think that Yes 18 15.3
Rromotipg nega- 61 517
tive sentiments ,
by criticizing ~ Cantsay 37 314
and boycotting  Don’t Know 10 8.5
foreign product
through Patanjali
Advertisement is
justified?

7. Do you think Yes 25 21.2
that' linking Pat- 53 449
riotism through )
advertisement of Can‘tsay 25 21.2
Patanjali product ) o how 19 6.1

is Justified?

RESULTS

The respondents like to watch an advertisement for informa-
tion regarding product and services (Table-1). Most of the
respondents’ access TV and web media to watch advertise-
ments, Patanjali advertisements most seen on the TV during
news bulletins, according to respondents Patanjali advertise-
ments based on patriotic pattern and cultural themes, Major-
ity of respondents believe that linking patriotism with the

ro=... .| :
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advertisement is not justified. Its influences consumer be-
haviour towards products and create unfair competition with
other brands. India has relaxed its FDI (Forging Direct In-
vestment) norms to allow 100% investment in the trading
of food products made in India,” free trade doesn’t come
with disadvantages, like potentially giving enough power to
international companies to influence our domestic policies
in favour of their business. So, questioning the credibility
of MNC’s (Multinational Companies) is not justified. The
narrative text of the Patanjali Ayurveda advertisement has
taken his multinational competitors like vultures or ‘lootera’
(thieves) by comparing them to the East India Company.?
Though it is not good for the PM’s policies such as ‘Make In
India’ and the Indian economy. It is also noted that Patanjali
advertisements have spread wrong facts and misleading nar-
ratives in Patanjali Ghee, Dant Kanti and Cosmetic Ads.

CONCLUSION

The study concluded the consumers are accessing TV fol-
lowed by web media for getting information regarding the
company goods. Advertisers have used digital media as a
substance for adding content that is banned or subject to vio-
lation. The viewers think that Patanjali advertisements link
patriotic and religious sentiments with promotional content
is not good practice. Patanjali’s multitude of TV commer-
cials aired during news bulletin gives plenty of scopes to
spread the message. The narratives in dairy and cosmetic
Ads design as agenda-setting, It obliquely spread messages
with misleading information and objectional content. The
sanctified emotions of patriotism and faith are exploited in
Patanjali ads by using false claims, national icons, symbols.
This type of ads content has the potential to influence pub-
lic behaviour from a negative perspective and promote ani-
mosity among different communities. As mentioned by the
ASCI, Patanjali ads have violated the ASCI codes. Patanjali
ads fined by the court for harmful and misleading content
and banned on television, but all ads that exist in the digital
media platform of Patanjali Ayurveda and ASCI is failed to
stop such ads on digital media platforms. They also tried to
establish a different kind of economic system of their inter-
est. Through advertising, Patanjali Ayurveda tried to tell peo-
ples what to think about other brands, what to think about
someone’s nationality, what to think about cultures, what to
think about women, what to think about Patriotic values with
the promotion of consumers goods.
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