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A Change For
The Better
Does advertising merely reflect changes In
society or Is It also a harbinger of social
change? And how have role models In
advertising evolved to reflect that change?

AlA Patil shook her head in
disbelief. She was examin-
ing the pencil sketches of
the advertisement cam-
paign her agency Bennor
Griffin had created for
Kil'im, the new ladies' per-

fume from Parfum India. One sketch
showed a man inhaling the perfume worn
by his lady. The copy said: "Now this must
be Kil'im!" All the other advertisements in
the campaign also had the same copy.

"No way!" exploded Patil, as she swept
aside the sketches and called in the creative
head, Bali Deoras. "Your role modelling is all

, " wrong," she said. "Indians are not the same peo-
ple they used to be five years ago. Everything has
changed - the attitudes, the mindsets. The commu-
nication must address the change in the environment.
But I don't see that in your campaign," she said. "We can-
not package newwine in old bottles, Bali!" she said.

Later, she addressed the client servicing team for Parfum.
"We are saying that men like women to smell good, but we can't
assume that they can tell one perfume from another. Besides, a
man goes only so far as appreciating an attribute in relative terms.
He might say, 'You smell great', but he won't say 'now that has to be
Kil'irri," she said emphatically.

"Are you saying that men are not in touch with the brands
women use?" asked Tula Gera, one of the copywriters.

This case study was first published in BW,
8 January 1997.
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"Not in the least!" said Patil, "They are aware of Revlon and

Lakme and Coty, but they are not likely to attribute her looks to a
brand of cosmetics she is using. They may like her painted nails,
but they will not say 'nice nail polish'. They are more likely to say:
'Yourhands look good'," she said.

Gera felt Patil's observation was too sweeping. "Take the Rin
detergent ad," she said. "The female executive walks into the con-
ference hall wearing a spotless white sari and her male colleagues
say, 'It seems she has used a lot of detergent'. So, men are specific
about attributes, they do notice a lot about women and they do
whisper as much as women do," she said.

"Your assessment of men is based on the role modelling of
men done by that ad," countered Patil, "The fact is, it is not in a

man's nature to observe so keenly and then make a specific
observation relating it to a product she may have

used," she said.
Patil felt that there were some things about

women that men do not notice, yet some ad-
vertisements continued to portray men as

being so observant. "Take a recent ad,"
she said "in which this man watches a

good looking woman enter an air-
craft and wonders that she is not

even wearing makeup and yet
her skin looks so beautiful. A

man would never notice
whether a woman is wearing
makeup or not," explained
Patil, "Even if he did, he is
not likely to connect her
looks with makeup. like-
wise, he is not likely to
comment 'your skin feels
softer' or 'your skin looks
fairer'. He is more likely
to say, 'wow' and no
analysis will follow. Sub-
tleties are things only a
woman can tell, never a
man," she said.

Deoras mulled over
this. "There is something
to what she says," he said

to Gera. "The Fair & Lovely
ad is a case in point. When

the man sees his wife after six
weeks, he does not say, 'Meri

Sheela, kitni fair, kitni lovely'.He
just felt she was looking better,

more beautiful," he said.
"Incidentally," pointed out

Gera, "she is not Sheela anymore.
That was 20 years ago. Today, she is a

more modern Rashmi. Soon she will be-
come a swish Tanya or a Rhea. And I won-

der whether looking fair would be as impor-
tant in that mould," observed Gera.
"That's a valid point," said Patil. "Fairness cream

sales will shrink in the segments which no longer con-
sider fairness as a relevant attribute. Women have changed

theirattitudes significantly to most things in life. And that is what
weneed to understand," she said.

She felt that cosmetics advertising needed to use newer role
models to appeal to more women. Women were beginning to take
a ot more interest in their appearance, she felt. Also, the cosmet-
ics using segments had widened in age bands. "Ten or 15 years
ago, the relevant target groups were between 20 and 40 years of
age. But today it starts as early as IS," she said. "In urban areas, not
only younger women, but older women are also using cosmetics.
Coupled with that is the evolution of women themselves. They
have acquired a greater self esteem and a clear identity which
must come clearly in our visual expression," she said.

Patil was of the clear view that the advertising should not just
sell the product, but also address a wider band of consumers, in-
cluding the potential and the peripheral. "We should not only tar-
get users of competing brands but non-users also. Foreign brands
like Revlon are not merely trying to establish their brandnames in
India. They already command a strong brand equity. And they
certainly aren't investing crores merely to convert the users of
Lakme or Tips & Toes. Those companies are here also to expand
the market and reach out to those who have never used cosmet-
ics," she emphasised.

Deoras could see her point. MNCs from Kellogg to Reebok to
Motorola were targeting non-users. They were all singuIarlywork-
ing at finding new users, creating new consumer segments and
educating non-users about the generic values of a product before
coming to specific brand values. "Areyou implying that more than
promoting KiI'im as a brand upfront, our ad should promote the
generic product?" he said.

'And in the process of marketing a generic product," said Patil,
"we should draw attention to the kind of user in the ad by creating
credible role models. That kind of advertising reaches out to peo-
ple like my mother and your aunt who are 50 plus and entices
them to go and buy Kil'im,' she added.

Gera laughed. "I can now see that these campaign ideas which
has a man swooning over a KiI'im may not drive my mother to buy
Kil'im," she said. "Therefore, recast your women role models,"
said Patil, "In this ad for Kil'im, the portrayal of the woman is all
wrong. The appearance and the setting conveys seduction, which
is not the only attribute ofKil'im or the value delivery women seek
from a perfume," she said.

According to Patil, the modern woman was seeking a role be-
yond that of a wife, a girlfriend or a seductress. She was more
evolved as a parent, as distinct from a mother; as a friend and
partner than as a wife; and as a person with a clear identity. She
had a clear value statement to make about herself and sought a
clear identity for women as a gender. "Today's woman consumer
is singularly put off by ads that portray a deprecating definition of
women," said Patil.

"More than that," went on Patil, "even men would find that kind
of role modelling distorting their genre. Even men have been liber-
ated from their cavemen image. The modern man is far more ap-
proachable, and I dare say, even appealing," she said amidst laugh-
ter from her team. "Once upon a time, a man was supposed to be
macho. But after a point, it was felt that this role model had been
done to death. Now, there is a man who is above the macho man.
Hence, Raymond has created the concept of a 'complete' man,
which is quite appealing. Younow have a role model of a man with a
softer side. Such a man was not appealing once. But Raymond has
given man the licence to be soft and still be appealing."

"But that has not changed a lot of his perception of women,"
said Deoras. "The typical male personality is vivid in the car ads
which say, 'Me, my woman and my car. A man's best possessions'.
Here, a woman continues to be treated as a prized possession.
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Man's acquisitive nature, the power he derives from possessing
that has not changed," he said.

"But there has been a subtle shift in other durables," pointed
out Gera, who felt that the predominance of a man in deciding on
purchases had now changed. "Earlier, he was the decision maker
as also the financier of purchases. So, he came home and an-
nounced that he had bought a steel almirah. But now he is por-
trayed as a participative family man, and decisions are made
through a consultative process," she said.

EVERYONEagreed that the male role model was also under-
going a subtle change. Men were being shown more in the
family setting than among friends and bottles of beer.
"There is a clear shift in the portrayal of men. Today, we are
eady to see them in family settings, among children and in

festive settings. Yes,there is an emotional side to them," said Patil.
"Take the Whirlpool washing machine ad," said Deoras. "The

whole family including the man, is shown drying the bedsheet.
That's far removed from the old toothpaste ads where mother and
child are seen with the dentist and the father appears only for the
curtain call," he said.

"The fact is that the man has been included in an ad for an all-
woman product like a washing machine," said Patil, "and even if
the man's role is slightly undefined here, his very inclusion makes
a bigger statement: it is showing the complete family now. Adver-
tising today is promoting the family more aggressively than ever
before. As opposed to the earlier straitjacket roles of 'this is
woman', 'this is man' and you would never think of putting them
together as man and wife," said Patil,

Deoras recalled the earlier ads. "The husband was usually in a
very traditional role where he would sit to eat and the wife would
serve him puris fried in Dalda.

That was the era when their roles were clearly defined. And the
message was: 'This is the way it happens in my house'. Today, the
message is: 'This is the way I would like it to happen in my house
and the way it is going to happen in everybody's home in the fu-
ture," he said.

"So, the kind offamilies we show today in our advertising must
herald a social change. They must also reflect the change that has
already begun - the concept of a cohesive family and shared re-
sponsibility. The moment you move to a cohesive family, the roles
are not clearly defined. In a traditional family, both husband and
wife have defined roles. The husband goes to work, the wife does-
n't. The wife shops and cooks at home, the husband doesn't. As we
move towards nuclear families, the roles get fuzzy. Both partners
participate in decisions like which colour TV to buy or which
shade of paint to use.in the drawing room. And they expect the

viewer to empathise with this completely," explained Patil.
What had started off as a debate, was now veering to an in-

tense agreement on what the new role models in advertising
should be. Not just man and woman, but even the roles of chil-
dren and grandparents were slowly evolving, they agreed.

Grandparents were not very forbidding anymore. "Today, they
are shown in the role of grandparents rather than as awesome in-
laws," said Patil, "They are not in a governing role, but in an advi-
sory one. Therefore, they are shown as visitors, not as someone
staying with the family. So, you have the Real Value Vacumiser ad
which shows a child saying, 'Grandma, now that you have come,
make burfis for me'. This is indicative of the shift towards nuclear
families," she pointed out.

They could recall several other ads which portrayed this social
change. "Even in her role as head of the extended family, the
mother-in-law has evolved adequately to empower and emanci-
pate her daughter-in-law," observed Deoras: The newer ads for
some washing products wee clearly portraying her as accommo-
dating and in sync with the rest of the family, particularly her son's
wife, he felt.

Which brought them to the missing father-in-law. "Isn't this
role important in families anymore?" asked Gera. :'We have al-
lowed the woman to age enough to become grandmother or
mother-in-law. But what about the man?" she asked.

"A recent ad goes only so far as showing him meeting his
daughter's suitor," said Deoras. "That's the closest we come to
showing the role of the father-in-law. Otherwise, it has been more
as the father of a young son, a teenager or a bride. Thereafter, he
has been simply grandfather in the few ads that have used the role
model," observed Deoras.

There were a few ads that portrayed the grandfather, but he
was dignified and elegant as he aged. They recalled the elderly-
yet -elegant man in a cellular phone ad, in a chocolate ad, various
boardroom settings where age lent credibility. He was never
shown past his prime as a retired man with no activity or role. And
as he aged, the only relationship that was being portrayed was
that of a father. "and even in those settings, they exclude the
mother," pointed out Anita.

"Uncanny, but true," said Deoras as he recalled the ads for Bajaj
Super, Asian Paints and Titan watches. Importantly, he was no
longer dhoti -clad with bifocals and a rasping cough. He was healthy
and swish. "there is a subtle change. Our generation will notice it
more clearly but our children will begin to accept that role model for
fathers. Today, a man wants to see his father clad in trousers, if not
jeans. Not potbellied and sickly, but fit and well maintained. So, is
this representative of perception or reality?" he asked.

''Abit of both," said Patil. "To some extent men themselves are
seeking a new look, new image. Today, we want to see him

as friendly, not dictatorial. Even fathers, whether in
the Titan ad or the Asian Paints ad, drop their stiff

demean our. Or look at the Bajaj scooter ad. The
father is in bifocals but he is a friend, not an im-
posing dictator. We are consciously allowing
the father's role to evolve in his child's life.In
the Titan ad, the father excludes modernity,
unlike the Pan Parag days when the bride's fa-
ther looks much older and anxious. In those
earlier ads, fathers of brides were tradition-

ally garbed and even looked old and harassed.
But today we have allowed him to evolve and

look slick! More importantly, the father is more
demonstrative of his emotions today," she said.
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"Strangely, there is no mother in the Titan ad,"

pointed Deoras. "The emotional weight of the ad
is carried by the father. Ditto for the Asian
Paints ad. Therefore, the father has evolved to
carry off a wedding scene without the
mother. Clearly, he has come a long way in
today's social context," said Deoras.

"In a way, it is also changing a few set
scenes we have played in the past on the fa-
ther-daughter relationship and the man's
perception of a daughter," said Patil. "Like the
ad in which both parents give their profes-
sional daughter a set of diamond ear studs. It re-
inforces the role of jewellery as part of a woman's at-
tire but the ambience is more contemporary; a
professional daughter who has been allowed the space and free-
dom to choose a career. Ten years ago, the same diamond ad
would have used the setting of her wedding instead. In a way, we
have begun to accept the woman - the female child - in our en-
vironment. This theory finds acceptance once again in the Kissan
jams ad where a daughter also plays cricket, or in the Complan ad
where the mother feels proud about both daughter and son gain-
ing height. In all these ads, we are making a subtle statement
about the social changes around us," said Patil.

Patil had managed to convey that all the role models had
changed. Grandmothers were not admonishing anymore, moth-
ers-in-lawwere friendlier towards daughters-in-law. In fact, they
were not evn warring anymore. The kitchen was no more the do-
main of only women. Many ads showed the modern man un-
abashedly sashaying in and out of the kitchen.

"Weare still in the process of giving the man a break from his
traditional role model," said Patil. "While the man's personality
hasbeen redefined, the woman's personality has only evolved. We
are no longer averse to an all-daughter family (Titan) and we are
even encouraging women to evolve professionally (Pond's). In
fact, we are accepting daughters in a role that was earlier ear-
marked for sons. This emotion, even if it found expression in real
life,was not portrayed in advertising. But now we are comfortable
marketing the concept of daughters," reasoned Patil.

Indeed, itwas now acceptable to show the daughter having in-
terests similar to a son. "Take the Philips 14 inch television ad,"
saidPatil."The mother is shown as modern and progressive, who
enjoysthe same kind of jiving and music as herteenage daughter.
Thedaughter has a room to herself, she has her own TV.Besides
reflectingon the affluence, the ad is making a statement about al-
lowinga daughter self-expression and independence."

"[Jutfor all the evolving roles of women, we continue to have

ads that portray women in the old roles of seductress, simpering
wife and girlfriend," said Gera. Her example was an ad for an air-
conditioner where the wife plays seductress to convince her hus-
band to buy an air-conditioner. Or the ad for a hair care product
where the man loses interest in his graying wife, who then goes on
to dye her hair to appeal to him notfor her own sake. "Now that
kind of positioning of the woman is really going against the trend
we would like to see," argued Gera. "Therefore, are we moving
ahead with our contemporary approach to people or not? For you
have distorted the male and the female role model here," she said.

EORASfelt that the man-woman relationship had evolved
only where the family was to be portrayed. But where they
had to portray a couple, the resultant communication
seemed confused. He had seen the same confusion in the
ad which said that diamonds were the best way to express

undying love between man and wife.
"Also,"chipped in Gera, "it implies that you can actually buy a

woman's love and emotion with diamonds. Therefore, once again
the woman's portrayal is regressing."

"The portrayal should appeal to all target audiences," said
Patil. "Whatever the target audience, the role models we use
should be credible and contemporary. Advertising has to be re-
sponsible," she said. "It should reflect social changes; at the same
time it must also influence social change, Therefore, audit your
role models for credibility and modernity," she said. "Define the
customer and you will define the role model you want there in the
ad to sell your product," she said.

Deoras grinned as he withdrew the sketches of the Kil'im cam-
paign from Patil's table. "This is not Kil'im," he said with a laugh.
"But then again, a brand name like that itself is not very contem-
porary, is it?" he asked. _
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ANALYSIS I: ANAND HALVE

Sweeping, Simplistic
Statements
IIM-A alumnus Anand Halve is co-founder of chlorophyll brand and communications consultancy, Mumbai.

A
LL the discussions, arguments and
counter-arguments in the case re-
flect different points of view on
what may be considered valid role
models. The first thing that must be

recognised in any discussion on role mod-
els is the fact that, by definition, the notion
of a role model implies a 'typing' of people.
The question is which kind of typing is
valid and relevant for advertising.

The other thing to note is that this be-
lief is shaped by the individual perspective
of each person. Here is some data which
may help in looking at role models in ad-
vertising more objectively.
Metro-centric Thinking
The first thing to look at is who is doing the
'modelling'. I believe that a large number
of people involved in creating and approv-
ing advertising hold views which are
shaped by their own metro Al- plus socio-
economic consumer environment and
lifestyle. These people then tend to incor-
rectly assume that the changes in their
lives and the international trends they are
exposed to also apply to the population at
large. For instance, views such as:

"Dink (double income no kids) house-
holds are commonplace"; "all women wish
to be liberated from traditional roles";
"Large numbers of men are sharing house-
hold chores"; "The majority ofwomen want
to pursue careers" and so on.

I believe this is a simplistic way of ad-
dressing the issue. As simplistic as other
views such as : "All rural men must be
shown in dhotis and pugrees",
"Women in kitchens must be
shown wearing a mangalsu-
tra"and so on. Besides this 'bi-
nary' view of the universe pre-
sented in advertising, there is also
an unstated assumption about a
unidirectional, desirable path.

From man as caveman to one
who changes diapers, from
woman as doormat to liberated
career-woman, from daughter-
in-law as the nervous wreck fear-
ing her mother-in-law to the
smart cookie who, even as she

calls her maaji, is one up as she uses Ariel or
Everest masalas.

There are common terms to support
this sort of thinking: 'Satellite TV', 'MTV
Generation' and 'Liberalisation', I wish
these people would took a closer look at the
real world and the viewer ratings of MTV
(which far from sweeping the charts are
barely registering a blip on viewer meters).

That's because while changes are taking
place and should be reflected in the role
models used in advertising, it still leaves an
open question: in which groups are this
change happening? And, therefore, which
role models are valid for which products?
The Width Of Target Groups
Social change follows a trickle-effect,
spreading from the 'leading edge' con-
sumers to the mass public. For products
used by small, homogeneous groups a
particular role model may be valid, but for
mass products a different role model
works. There is a big difference in the us-
age/ ownership of products in different so-
cio-economic groups (see chart). Clearly,
what is relevant for perfumes and automo-
biles would be different from what holds
for toilet soaps and cooking oils.
Behaviour & Beliefs
We should not confuse apparent change
(behaviour) with realchange (beliefs). Every
kid who wears a baseball cap back-to-front
is not a rebel and every woman who seeks a
job is not seeking social revolution.Con-
sider the following: The Times of India, In-
dia's leading English language daily, still

Types of Women (%)
7

13

Who's Using What (%)

(Ownershipin different SEe groups)
Al B2 B

Contended conservative

categorises its matrimonial columns not
only by ethnic groups, but also by sects.
Buying Fair & Lovely to become fairer may
not be politically correct for some. But the
more liberated Pond's Complexion Defen-
ce offers exactly the same benefit! Clearly,
apparent change is not always real.
Plurality Of The Population
There is a wide spectrum of views held by
Indians and there are enough supporters
for every point on that continuum. For
every Wills Filter ad which celebrates the
'Made for each other' equality of the sexes,
there is a knight in Red &White to save the
damsel in distress. For every Trupti-using
aaj ki naari, there is a Captain Cook wife
who cooks hot chapattis while the surly
husband eats. For every Raymond's Com-
plete Man, there is an urbane Siyaram who
goes home to meet his wife who has given
birth to an heir in the village. And for every
couple getting mushy buying a Godrej
almirah, there is a Bharatanatyam-adept
wife who buys an Onida washing machine!

And there is data to support this exis-
tence of plurality. A study conducted by
Pathfinders India identified distinct clusters
of women in India based on lifestyles and
product usage (see chart).
It's only Advertising
We should also remember that while ad-
vertising is a potent force, its power is of-
ten exaggerated. It does not create change
in society and, therefore, the role models
only reflect changes already taking place.
Yes, it can support one trend against an-

other, but it is far weaker than
other forces, the strongest being
cinema. After all, the rhetoric of
change, the biggest hit in recent
times - Hum Aaapke Hain Kaun
- portrayed ideas (and roles)
which are thousands of years old.

Yes, it can reflect change, but
no faster than society's willing-
ness to accept it. Look at the re-
action to the Tuffs shoes and Ka-
masutra ads. Let us not, in all
these discussions, forget that the
purpose of advertising is to sell
products, not social change. _

Anxious rebel 14 Nail polish 51 47 28

16
Perfume
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30

100 100
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Cooking oil 98Affluent sophisticate 7 98 97

Contemporary housewife Automobiles19 24 9 o
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ANALYSIS II: lORAN KHALAP

A Mixed-up Strategy
Kiran Khalap is co-founder of chlorophyll brand and communications agency, India's first hybrid communi-
cations group. A chemistry graduate, he began his career as a teacher in an experimental school and graduat-
ed to copywriting. He also won the Asian Age International short story writing contest in 1995.

OMETHING is rotten in the state of
Bennor Griffin. Together, Patil and
Deoras disobey every instruction in
the standard operating procedure
manual for advertising, discussing

with purple passion the 'how' (role model-
ling) of communication before 'what' (sell-
ing the category need or selling the brand?)
and worse, 'what' before 'who' (segmenta-
tion), thus quickly achieving the blissful
state of analysis-paralysis. The only solu-
tion now is intravenous consultancy.

Before we pit our wits against those
three key issues, let's clear the decks by
agreeing that we shan't comment on the fol-
lowingthree issues that the case alludes to:
• The construction and management of a
brand: why has Patil named her brand
Kil'im?While constructing Kil'im has she
answered the fundamental questions: what
isthe role of this brand?What is its vision for
this category? And what is its identity?
• Patil'sinsistence that advertising should
influence social changes, not just reflect
them. Sorry,but advertising is like surfing: it
rides the waves of social change, it does not
create them. Why?That's because it cannot.
Ofcourse, in its wake, great advertising will
leavesome froth of change.
• And finally let's not crack our shins in the
Indian darkness of duality. For every state-
ment we make to help Patil and Deoras,
you'llfind an opposite that holds true. Let us
adopt 'I have no knowledge but I have no
doubts' as our mantra and move on. Let's
start with the first decision: segmentation.

WHO: Patil and Deoras need to answer
this first question of strategy, need to look at
every possible way of segmentation, in-
stead ofiooking for irrelevant ways to argu-
mentation. True, women like Patil's mother
and Bali's aunt are today willing to loosen
their purse strings, but it is a wise marketer
who commits all her eggs to one basket by
defining her marketing segment and adver-
tisingsegment ambiguously.

Right now, Patil is unclear about not
just the traditional segments of age and so-
cio-economic class, she's confounded the
issue by demanding that the same piece of
advertising address different (non-demo-
graphic) usage segments! There are only
four usage segments available to any mar-

keter: NCU (non-category user), BL (brand
loyal), OBL (other brand loyal) and BS
(brand switchers) and PatiI needs to decide
who she's talking to.

That brings us to decision number two:
the proposition.

WHAT: Converting the NCU is almost
always the privilege of a category leader
with deep pockets and Patil needs to be
warned that in marketing, ambition rides
a vehicle that's easy to recognise but hard
to find: horse sense.

So Kil'im's role should be restricted to
getting a share of OBLs or BSs, to seducing
females who are already educated in the
fine art of perfumery and are now looking
for a fragrant change. What Patil needs to
persuade them about is why buy Kil'im,
and not why buy perfumes.

HOW: How to communicate this pro-
position? The creative team has to find a
role model that's credible but not pre-
dictable, exciting but not inane, charming
but not chalu. Patil, Gera and Deoras have
discussed the changes in the family role
models, but advertising agencies have
done little to solve this giant 5,OOO-yearold
Rubiks cube called India.

It's easy to spot superficial changes. Ex-
ample: for the five possible roles in what we
call the decision-making unit (the pro-
poser, recommender, chooser, buyer and
the user), both husband and wife are equal
parties today. Similarly, in certain cate-
gories, children are the change agents forc-
ing experimentation in a loyal household.

But to really understand role models,
we will need to understand the subter-
ranean changes in roles. Here's what one of
my favourite classics Crossroads of Culture
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by Pulin Garg and Indira J. Parikh has to say:
"The culture of transience prevails in all
post-colonial societies ... Caught between
an agrarian, traditional ethos and and in-
dustrial western one, young people inter-
nalise contradictory and conflicting world-
views, lifestyles and modes of relating ..."

The authors say one is an ethos ofaffilia-
tion, the other of achievement. One is about
defining yourselfby your roles (X's son, Y's
father), the other defining yourself by your
self. One defines success as liberation (from
desire), the other as possession (ofdesirable
objects). Look closely, and we see our role
models reflecting this transience.

Look at Raymond's 'The Complete
Man'. Unlike any other role model in any
western country that I am aware of, 'the
Complete Man' gifts his prized possession,
his jacket, to the poor man shivering on
the streets. Isn't that a reflection of an ear-
lier ethos? At the other end is the Harry's
Collection man who possesses speedboats
and Hellenic beauties. Yet, both are meant
for Indian audiences.

Study the hippest role model for
youngsters: the self-made boy and girl in
the Weekender ads who urge you to 'wear
your attitude'. Their reference points are
still their parents. Both refer to how dad
and mum felt about their alleged depar-
ture from the norm.

At the other end of the spectrum is the
Tea City bride. Tremulous, nervous, serv-
ing her lord and master after the wedding
night, strengthening the archetype of wife
as server. Why is she on air in the first
place? Why is the advertiser not responsi-
ble enough in showing a new role model?

The truth is that despite Patil, Deoras
and all the English readers of this maga-
zine, India will continue to live in the di-
chotomy of the two ethos. For every liber-
atedWeekender girl who travels alone with
her pet dog, there is another who dreams
of fulfilling her role as a humble bride.

So Patil is right when she says: "Get your
target segment right and you will get your
role model right". But she is also wrong be-
cause there are no quick formulae for get-
ting it right. Like most of advertising, find-
ing the right role model in India is simple,
but not easy. •


