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ABSTRACT

Advertisementsre useclto get the attentioriof peopletherebyforminga distinct image in one’smind. Alcohol
and cigarette advertisementa/ere found to havesevereimpacton peopledueto increasedconsumptiorrate. So Indian
governmeribannedalcohotand  cigarettadvertisement®1995(Nathwani  2016)[6]. This gavebirth to the rise of
surrogateadvertisemen® India. Surrogat advertisemenit a form of advertisementisecit advertisebannedproducts
by replacing them with a surrogateproduct. In India we canfind many surrogate advertisementsike Bacardi using
musicCD’s, McDowell's and Bagpiperusing sodawater as surrogateto promoteits alcoholic products.The purpose o
this studyis to studythe how surrogateadvertisementasevolved,ncidentsleadingto rise of it, effect of surrogate
advertisemenin India. How these advertisementsan effectyouth,whethe theyareinfluenced bythe role models

pitchedin to advertisethe brand.
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INTRODUCTION

Advertisementsare a mode of communicatiorusecito createa distantimageof a productin one’smind aimed
atincreasingsales. Asuccessfaldvertisingcampaigrwill spreadword aboutthe product,attractcustomer'sandincrease
sales. There are various modesdvertise an the mostsuitable advertisementfor a specificproductdepend
on customers;For exampleif you know customersiuse specific website ther goingfor online advertisemenis a better

option
LEGAL BOUNDARIES

Thereis no centralstatutoryauthority in India regulatingthe advertisingindustry. Indian Advertising market is
controlled by the AdvertisingStandardCouncit of India(ASCI), which is a non-statutorypody. And it has imposed
certain regulation onthe advertisemenof the banned productslike Tobacco, Alcohol, cigarettesetc. The Cable
TelevisionNetworksrule[7], 1994underthe Advertisingcod imposed a Banon the direct or indirect promotionof the

sales productionandconsumptioiof cigarettesifobaccoproductswine, alcohol,liquor or other ntoxicants.
ASCI codeanc CableTelevisionNetworksrule,1994statethat

e  Visual contentof the advertisememhust depictonly the productbeing advertisedand not the prohibited or

restrictedproductin anform or manner:
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»  Theadvertisemeninustnot make:any direct or indirectreferencio the prohibitedor restrictedproducts
e Theadvertisemeninustnot createany nuance or phrasegpromotingprohibitedproducts

» The advertisemenmustnot usparticular coloursand layoutor presentatiorassociateavith prohibited or

restrictedproducts

« The advertisemenmustnotusesituationstypical for promotionof prohibited or restrictedproductswhen

advertisingthe otherproducts.
Origin of Surrogate Advertisements

Now this led the companiego find the loopholesin the rulesto promotetheir brand and recoversthe lossthat
hasrisenfrom the bar.on the advertisementf alcohol. Companiestartedaunchingnewlegal productswith samebrand
name sdhat consumergar be aware abouttheir brand.And thisledto theorigin of surrogatadvertisementm the
nameof “brand extension”.There:are numeroussuchexamplelike 502 patakachaiis a “Brand Extension”of 502 biddi,

BacardiMusic Cdsis “Brand Extension”of BacardiWhiskey.

Advantagesiof Surrogate Advertisement
»  Thesecompanieare someof highestrevenuerdor the governmertlueto high taxesanc otherregulations.
e Createbrancawarenesand brancdimageto the people
e Thesebrandsprovidegoocvalu for money.
e Brandsorganizecharityandvariouspublic awarenessvents.
»  Givesachanceao bannedoroductsto gel marketexposure.

Disadvantageof Surrogate Advertisement

*  Publicawareness:- therearetwo aspectsof it, one where peopleunderstandhe surrogateadvertisemenand
hidden meaningbut those people are alreadyusingthat product. Other is those who don’t understanguch
advertisemeniaveno effect of suchadvertisementPublicis not so naive that they will justgo and buy your
branclon the basisof your brand.

e Wastage of money: - Alcohol and tobaccocompaniesre spendingots of moneyonthe advertisementsto
createawarenessf brandeventhoughtheyare not allowedto useassociat¢heir brandandproduct.

LITERATURE REVIEW

The attemptof the studywas to find the consumemperspectiveon the surrogatmdvertisemenbf the alcohol
industryin India. 2. [4] Accordingto Singh(2015] surrogatmadvertisementiterally meanghe methodof duplicating the
brancimageof a particularproductextensivelyfor the promotion of anothemproductof the samebrand.It is generally
donewherithe advertisemenof one productis not allowecin a particularcountry [4]Singh (2015] reported the various
industrieswhich usesthe surrogate advertisemenimethod for theirads ancdpromotions andtheir surrogatsproduct
throughwhich they promoteit. It alscstatedthe variousilaws and regulationwhich ar therewhich forcestheseindustry

for the use of surrogate butit neitherreportedthe consumer’perceptiorof these advertisement methodology.
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Accordingto Panda2017] the essenticibneof the importantfeatureshatsurrogatedoesis therecall of the brandamongst
the consumersatheronly sales.In surrogatthe advertisementould eitherresembleof he original productor it carbea
new ancdifferentproduct altogether. Various otherresearcrstudies were conducted to identify the surrogate
advertisemenin India. Why is surrogatmadvertisemenimplementedin the country?In India surrogateis generallyused
for the promotion of liquor anctobacco products. Accordingto the article Advertisemertawin India (2012)it
implementsvariousilaws which  prohibit the direct advertisemendf alcohol anctobaccoin the country. Accordingto
Pandaheselaws wereimplementetbecausetheseproductsput adverseeffectsion the health and mind of anindividual
andleactheindividual to substancewhich havean additive effect. It is alsoresponsibldor the discomfor:to the public.
Thetobaccoand the alcohol industryhave to put variouseffortsto promotetheir productamongstthe consumerdy
various meandike sponsoringgportseventsor cultural meets,advertisementn newspaper etcPanda[5](2017]tried to
understandhe meaningof surrogatein India.Why is surrogatmeededin the country?It alsotells us aboutthe ethical
issueand whether to bartheseindirect way of advertisingin the country. The study also suggestedew waysthrough

which thelegislationmaytackl the problemof the increasen surrogate advertisement.

AccordingtoDodrajka(2011)in which she analyzed the liquor salesin Delhi and concludedaboutthe increase
in salesin theindustrydueto surrogat advertisementin the studyit was alscstatedthat they conducteda surveyto find
the effect of theseadvertisemenamongsthe consumers$n which shetook a surveyof about100 consumersandtried to
comeup with ananswer.Shetoo all theindustry undera singleumbrellaand didn’t differentiatethe tobacco,cigarettes
andthealcoholindustryseparateheithershecomeup with the gender differencesn the perceptiorof the population.Our

studyaimsin finding the perceptiorof alcoho'industry’s surrogatsadvertisemenon the consumer.
RESEARCH OBJECTIVE

The main objective of the researc'is to studythe consumer’perceptionof surrogateadvertisemenbf alcohol

industryin India. For the givenobjectivesomeotherobjectivesfor the studyare:

» Tofind theawarenesof consumemaboutsurrogatadvertisement.e. s the companysuccessfulin surrogate

advertisements?
»  Toanalyzewhataremoreeffective modesof effectiveadvertisement?

INFERENCES
Objective 1

To find the awarenesof consumemlboutsurrogateadvertisemenite.is he companysuccessfulin surrogate

advertisements?
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Drinkers

Figure 1: Showing the Awareness of Surrogate Adveiding in Drinkers among Different Groups

The abovepie chartshowsthat only 50% of the peoplewho drinks whetheoccasionallyor regularlywere aware
aboutthe surrogateadvertisementSo it caribe inferencethat everipeoplewho are usingthe productare not gettingthe
messagéehat companywantsito convey. Among the total samplesize femaleswere 32.6% And from the abovedata it is

clearthal genderhasino particularimpacton the perceptiorof advertisement.
Objective 2

To analyzewhataremoreeffective modesof effective advertisement?

Table 3. Analysis of total sample

Sample '
Deviation Deviation
-

4156 203 1488 1985
Television 3157895 L3 16238 1.268 16078
Newspaper  Fri v 14) 10197 1039 1014 1082
Radio L2053 10312 1.0634 1026 1064

QIIOES S 7 L4384 2068 14384 s
Mouth

The advertisemenportrayeddrinking asa greatway to meet people |The male and femaleactors who were
drinking werephysicallyattractecto eachother| The advertisemen'aere funny | The peopledrinking looked attractive |
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The peopledrinking lookec like they hac strengthanc muscularThe peopledrinking looked attractive| Advertisement

weremotivational | Celebritywas partof advertisemeniost of the consumerg47.7%) saicthat alcohol adsportrayed

drinking asa grea:way to meetpeople While ¥4th of the populationi.e. (25%)found the adsto befunny.
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