The Relevance of New Media Art in Contemporary India

This research paper utilize both new media art literature,
news sources and other relevant documents to compare
the role of new media art as interactive, immersive and
experimental art in contemporary India.

2. ASPECT OF NEW MEDIA ART

As early as the second half of the 19" century the
appearance of a new technology — photography — in
everyday life gradually changed the nature of new media
art. At the beginning of the 20" century artist were
influenced by the fundamental indeterminacy of
observation brought about by changes in the scientific
paradigm.

In the last three decades, the term new media art gained
massive popularity and became the official label for a
wide range of artistic practices that use new media
technologies. However, defining this type of art is
“almost as difficult as defining art itself”, as Pereira
notices—since the diffusion of new media into art
practices 1S a continuous process, constantly
redeveloping and redefining itself. In an effort to come
to a broader understanding of this term, theoreticians
Graham and Cook define it as:

“What is meant by the term new media art is, broadly,
art that is made using electronic media technology and
that displays any or all of the three behaviours of
interactivity, connectivity and computability, in any
combination.”

Accordingly, new media art uses the new technologies
as a medium. This implies that new media is grounded in
the progressive use of technology as a medium; and
technology can easily become a barrier between new
media art and its audience. More specifically, by using

technology, art becomes reproducible and loses its aura—
its sense of authenticity.

Various names have been given to these computer- and
multimedia-based creative processes over the years, but
it is now generally acknowledged by the broad term
"new media art," which encompasses subdivisions such
as digital art, interactive art, video art and net art while
focusing on forms of artistic practice that appear with
emerging technologies.

3. INFLUENCES OF NEW MEDIA ART ON
CONTEMPORARY INDIA

Many modern artists use high technology equipment in
their works. Whereas traditionally artists used a pencil or
brush to make beautiful works of art, artists in the early
twenty-first century are now using sound, video or
computer generated images. Digital art developed from
simple patterns and shapes made using computer
programs to finished works of art which can look as
realistic as a watercolour or oil painting.

Modern art exhibitions often include more videos and
installations than traditional painting or drawings. Even
artists which use traditional techniques increasingly use
modern technology such as the internet to display their
works and communicate with other artists. Modern
technology provides a means for artists to create works
faster with more tools than ever before.

In this paper, especially focus on the experiential
artwork of Shilpa Gupta and the Interactive sound
installation artwork of Farah Mulla as examples of artists
today who use new media art technology.

Shilpa Gupta, Turner Road, 2008, photographs with
sound, 11.8x9.2x1.5”.
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Shilpa Gupta is an artist who experiments extensively
with new media, Shilpa Gupta likes to blur the boundary
between artist, artwork and viewer. Her interactive art
explores the political and cultural world around her by
relying heavily on the reactions of the people who view
them. Several of her works are concerned with national
issues such as borders, security and surveillance.

As an artist, Shilpa Gupta is interested in showing work
in spaces where there is an audience besides the one
coming to a private art gallery. In order to reach out to a
larger audience, she deliberately uses visual codes and
interface which the audience is familiar and at ease with.

Gupta believes that media work is more accessible and
democratic- they can be massproduced, are easily
transportable and can be seen and shared by several
people. By doing so, Gupta inevitably challenges the
capitalist structure of the art world that emphasises
uniqueness and not-shared nature of the art work.
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Shilpa gupta, Blessed-Bandwidth.net, 2003, Internet,
commission by Tate Online

Mumbai-based Farah Mulla’s art questions the infinite
possibilities of humans’ experience with their
surroundings, in terms of time, space, sights and sounds.
She uses her background in science in the creative
practice and brings it into the lives of the viewers. Her
artistic experimentations range from installations to
sculptures and sound recordings.

Sound for her is art — we may dismiss noise as chaotic
but Mulla find inspirations in the aural and encourages
viewers to explore the same from various perspectives.

But it’s not just acoustics how we traditionally
understand it. Her installation ‘The Invisible Generation’
for example consists of newspapers of different dialects
that are illuminated from within accompanied by
recorded readings of the same which, as she writes,
signifies “means of visually recording the not so
transparent media.”

'The Invisible Generation' by Farah Mulla; source -
Farah Mulla

New media art technology is having a huge impact on
recent art. Modern artists are using new materials and
techniques to produce their artworks. Whereas in the
past painting and drawing were the main mediums used
by artists in their work, now in the 2Ist century
installations, sound, video and computers are becoming
more widely used and popular. Artists today are
continually experimenting with new technology in
different ways, finding new ways to use old mediums
and finding new mediums as well.

In modern art displays such as the various Biennales
held around the world, video plays a dominant role, as
well as installation art and increasingly, digital art.

The impact that these technologies is having on
contemporary art is sometimes hard to pin down at one
time since they are moving so fast that they are
constantly changing and being updated. However, while
modern technology provides artists with many
opportunities and ways to produce art, it still functions
similar to any other artist’s tool of the past.

4. INTERACTIVITY, VIRTUALITY &
MULTIDIMENSIONALITY OF NEW MEDIA ART

It is different from traditional art that process and
properties of new media art can a special entirely below
different forms of new media art which can be presented
perfectly.
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Interactivity

The artistic value of new media art work is created by
both artistic and consumers. A good artistic work
changesits image and furthers its theme by thousands of
individuals who affect the work. The creation process
ends until the work reaches a consensus when the
audiences and artists and the consumers have their own
understanding and inspiration and then enrich their
experience.

Virtuality

New media art is different from traditional art in the
ways of existence and forms.

Multidimensionality

New media art not only integrates various media, builds
new art forms by interacting with media but also makes
use of the sufficient high-tech experience to realize the
interaction between technology and art.

5.  EXPERIENTIAL, IMMERSIVE,
INTERACTIVE: CASE STUDY

In this paper two case studies are also presented, Shilpa
Gupta's 'Shadow’ art work and experimentation with
different media — from installations to sound recordings
by Farah Mulla.

Shilpa Gupta: Interactive and engaging

Shilpa Gupta's 'Shadow 3' (2007)

Contemporary artist Shilpa Gupta's 'Shadow 3' (2007) at
IAF had objects like a map of Kashmir, a child and
woman with amputated limbs among other symbols of
war that 'fall' on the simulated shadow of the viewer in
the live interactive video projection. Shadow 3, Gupta
says, draws from multiple references, including the 2007
Copenhagen Climate Change conference. "It is also

about visibility and invisibility, about the way the human
mind functions. Ten percent of our actions come from
conscious decisions and the rest from the unconscious,"
says the Mumbai-based artist, who works with new
media, found objects, performance, web-installations
and non-digital interactive art to put forth her point on
borders, terrorism, consumerism, religion, borders and
identity.

Interactive and engaging, Shilpa Gupta’s works draw
viewers in, provoking them to think, take their
experience with them, and act. Each object and
installation picks up on thought-provoking issues—
political, social, and economic concerns that are part of
daily life. Combining everyday, innocuous things—balls
of thread and string, microphones, soap, stone slabs,
mirrors, and books—Gupta brings out interesting
nuances that encourage reflection, reconsideration, and
the questioning of assumptions.

Gupta says, “I use a combination of light and sound and
play with the gallery to create an experience for the
viewer.” This emphasis on interaction sometimes
transforms the viewer into a sutradhar, or storyteller.
Because there are umpteen possible meanings, each
viewer is free to interpret the experience with a personal
spin. Gupta relies on these myriad interpretations: “I am
generally interested in perception and the translation
which takes place—basically, the shift of information
from one place to another.”

Farah Mulla : Interactive sound installation

Outdoor installations

feature
Serendipity Arts Foundation) at IAF 2020

Farah Mulla (by
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With a background in science, multimedia artist Farah
Mulla presents an interactive installation exploring the
connections between the audience, space, sound and
colour vibrations.

At the India Art Fair 2020, the artwork showcased at the
Fair prominently features emerging artists from the
region like Farah Mulla, who participated at the Dharti
Arts Residency Programme 2019. Farah is an artist
based in Mumbai and Cambridge and her project is
called Crosstalk.

Crosstalk is a sound-activated interactive installation that
explores the subjective connections between the
audience, space, sound and colour vibrations, visualised
by a tangible medium. Sound and movements are
translated and bathe the viewer in shards of emissive
light with seemingly omnipotent force, obscuring all
external stimuli and creating a mise en abyme
experience for the viewer. Assuming the form of an
ambiphonic gateway, visitors are invited into their own
atmospheric world ranging from moments of synesthetic
quality to moments of dissonance. This interplay
between the present forces creates a heightened sensory
awareness that is syncopated through the individual’s
own movements. Crosstalk explores the space in
between, the sensory thresholds where harmony might
not be present in the environment but fabricated by our
cognition.

Indian artist Farah Mulla’s research revolves around
sound and its effects on human neurology and human
subjectivity. She explores the varied possibilities of
human experience in relation to time, space, the visual
and the aural. With a background in both science and art,
her research takes the form of sound installations,
workshops and creative collaborations with scientists
and artists. Excited by the varied possibilities of the
listening experience, her works bring the viewers’
attention to the aural through multiple modes of
perception. Farah’s work is on at “geometries of desire
and decay”

"There are some things science can’t explain and some
which art can’t. It’s at their intersection where my
experiential installations begin to take shape.”Farah
Mulla's immersive and interactive sound installations are
best experienced by giving oneself up to aural
experiences the artist creates.

In all these cases, it was experimented that how
information is playing a role in change and in what
perspective.

6. CHALLENGES AND OPPORTUNITY OF
NEW MEDIA ART IN CONTEMPORARY INDIA

New media art still has to be more theoretically and
conceptually developed. It seems that artistic practices
are faster — experts and theoreticians are not able to
follow all the new developments in this genre.

And it seems that new media art has quite a bright
future. First, with the unprecedented development of
technology, it is probably to expect that the number of
young artists will embrace this genre. It’s also expected
that the popularity of this movement will be constantly
increasing. Also, a number of artist from more
“traditional” art movements are beginning to use all
possibilities new media art offers — they are not
necessarily becoming new media artist, but they use
some elements of the genre.

And challenges of new media art: Insufficient public
support and lack of funding, Inadequate infrastructure,
Lack of qualified/skilled personnel, Lack of regulations
andtransparency, Art forgery, Inherent lack of art
awarenessand exposure, Minuscule percentage of
wealthspent on arts.

The funds allocated to the Ministry ofCulture are not
getting utilised 100per cent year after year, primarily
dueto low involvement of private playersin strategizing
the future course of the industry and its key focus
areas.The government needs to engageprivate players
while making importantdecisions to be able to utilise
thesefunds optimally. Doing so will alsoallow
government officials to havea clear view of the industry,
and itsrequirements and challenges. Forinstance, the
Rajasthan governmenthas recently carried out a few
projectsin the visual arts space that have beenquite
successful. The success was,in parts, due to the full
autonomyprovided to private players.

- Subodh Gupta, Renowned artist

A major question that everyone istrying to answer is
where does art fitin the entire gamut of things in
India.The industry has experimented alot over the years,
however arts stillseem to be struggling for an identity.A
strong connect at the grassrootslevel is needed. We need
tointernalise arts, as what is currentlybeing taught under
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arts at the schoollevel is very different from the
truedefinition of arts.

- Adwaita Gadanayak Director GeneralNational Gallery
of Modern Art (NGMA)

As always, new technologies provide new opportunities
and challenges.

7. DISCUSSION

Computers can today perform many functions for the
artist, from creating artworks through altering
photography or by flipping shapes, changing colours,
adding tones and a seemingly infinite amount of other
uses. Computer artists can create interactive images,
robot installations, digitalised and/or 3 dimensional
images.

Many of the ways which this latest technology is used to
create art makes art into a genre becoming close to being
a video game or a movie. In her research on computers,
Schwartz discusses whether art produced wholly by
computers can be considered as art, the question is asked
as to what a work of art means, “Is it the final piece of
art (or output) by which creativity is judged, or is
creativity independent of the art.” (Schwartz 1992: 256)
She asks whether it means that something must be
produced creatively, or are people impressed with the
craftsmanship and effort that has gone into a work such
as a Michelangelo or Titian when they think of it as art.

For if it is only the craftsmanship which makes a work
of art then computers can surely produce artworks since
they have the ability to work faster than humans in many
ways. Paint and brushes can be regarded as technology
of sorts because they are implements which are made for
the artist to use in his painting, just as a painting
computer program is there for an artist to create his
works on. The Renaissance artists had assistants to mix
paints, prepare canvases, or in the case of Rubens even
finish off the painting. The computer can be regarded as
assistant which allows the artist greater time to put into
creative ideas, and less into repetitive tasks which can
easily handled by a computer.

The computer is very much like an apprentice... Since
the master (the programmer or artist) does not have to be
present for many of these operations, it seems as if the
computer is acting in place of the artist. We have again
found our scientist-artist, and it is the computer itself.

Video and computers are having a huge influence on
modern art. Modern art exhibitions are increasingly
incorporating the use of both video and computers, as
well as other technologies.

In addition, artists such as Moffat are using ideas
obtained from new media such as television and
Hollywood movies which are being displayed in art
galleries. Schwartz uses computers to manipulate images
and create new works of art.

Art is continuing to change with the introduction of new
technologies. Artists are effectively using these
technologies in their works, and will almost certainly
continue to do so in the future. Moffat’s use of film and
Schwartz’s use of computers shows that these new
media can and are often used in art, and are every bit as
valid a medium as a paintbrush or pencil.

8. CONCLUSION

Visual arts comprise many forms of art—painting,
drawing, sculpture, music, literature and performance art
being the most widely recognized. However, with the
technological revolution, others forms have emerged.

The truth is that technology has been providing artists
with new ways to express themselves for a very long
time.Still, over the past few decades, art and tech have
become more intertwined than ever before, whether it’s
through providing new ways to mix different types of
media, allowing more human interaction or simply
making the process of creating it easier.

More and more artists are integrating technology into
their work; sculptors have easy access to a variety of
mediums and raw materials. Art installations using
sophisticated electronic devices and printing technology
has made available first class prints, which can be
accessed by art lovers all over. Technology has made
quantum changes in other allied fields such as music and
movies too.

While art continues to be bought by individuals for their
personal viewing, corporate India has also assumed the
role of a patron whether it's through ownership of art or
sponsorship of art events.

This technology has allowed creatives to approach the
traditional physical form of a sculpture by mixing the
computational base of new media art with its basic
concepts.There are opportunity in new media art as
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makers space and creative 3D technologists, interactive,

exhibition designer,
developer,

digital game
visual art

designer and

programmers consultant,

installation artist and set designers.
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Analyzing the Efficacy of Brand Storytelling via Web Series
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ABSTRACT

Storytelling is an age-old art form that builds a deep emotional connection between humans. It has been an effective and
influential way of communication as they give meaning, invoke imagination, and make the facts unforgettable. Brand
storytelling is not completely a new thing in advertising as many brands are practicing this from a long time. But with
the increase in competition, media clutter and the frequent bombardment of advertisements, the advertisers are
searching for alternatives to grab the consumer’s attention. Today the new age consumer prefers to have a two-way
communication to connect with the brand and to facilitate this, advertisers are trying to reach the audience through
online content. Brands must bring content and storytelling together to create engagement with the consumers and this
give rise to brand placement in web series.

Brand placement or branded content in web series refers to the inclusion of a brand within an episode either through
visual presence, verbal mention or integration into the story line to increase the brand recall and influence the
consumer’s perception towards the brand. The growth of digital media in India results in the growing popularity of web
seriesand this persuade advertisers to employ web series as an advertising media to connect with consumers. This paper
endeavors to investigate that how brands can effectively utilize web series to bring content and storytelling together in
this digital era. To verify the effectiveness, an online questionnaire survey is carried out for analyzing the level of brand
recall of the placements. This research focus on new approaches of storytelling using branded content with emphasis on

content by web series.

Keywords: Advertising, Storytelling, Brands, Digital media, Web series, Branded content, Branded entertainment

1. INTRODUCTION

The more story-appeal there is in the picture or in the
photograph, the more people would look  at your ad.”
-David Ogilvy

Advertising is a way to influence and attract people,
communicate with them, and leave imprints on their
minds. In current scenario the traditional advertising
media is losing its charm due to busy lives, less attention
span, media fragmentation and expansion of technology.
Earlier the main aim of advertising was to get the
product or service in front of a customer but today due to
huge competition and so many advertising messages the
situation has changed, now advertising is all about
integrating brands in customer’s daily life in some way
that they can relate with it.

To stand out in the market and to build a deep
connection with the audience is very challenging for a
brand as well as advertiser. In this digital age, everyone
is using internet and smart phones whether to
communicate with your dear ones or to watch your
favorite shows, everything is happening online. India has

currently 560 million internet users and these numbers
will only increase with time. This rapid growth of
technology and changing trend in entertainment
consumption persuaded brands to look for alternative
media such as brand storytelling.

Storytelling is an age-old art form that builds a deep
emotional connection between humans. It has been an
effective way of communication which travelled through
various mediums from grandmother’s stories, radio
programs, and television advertisements to new age
digital media and social media platforms like Facebook,
Instagram, and YouTube.Brand storytelling is not
completely a new thing in advertising as many brands
are practicing this from a long time. But with the
increase in competition, media clutter and the frequent
bombardment of advertisements, the advertisers are
searching for alternatives to grab the consumer’s
attention.

Storytelling can breathe life into a brand by informing
audience about the benefits through engaging them in
the content and creates empathy and connection to the
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brand and leave a remarkable impact on them.According
to Seth Godin, “People do not buy goods and services.
They buy relations, stories and magic.”But today’s
youth do not want to be preached and for this new age
consumer brands must approach storytelling differently.
Therefore, brands started to integrate content and
storytelling to create engagement and communicate their
idea effectively to the consumer.

Recently the trend of web series comes up in Indian
market which is mainly youth oriented and that is why
the content revolves around the daily lives of youth and
the stories related to them unlike Indian soap operas.
With the emergence of online channels like Hot star,
Netflix and platforms like YouTube, Facebook there has
been a tremendous increase in the viewership of web
series in India. Considering this many brands have been
closely following the trending web series and developing
their branding strategies within the content of the story.

The integration of brands with entertainment media like
movies, tv shows, video games and web series are
attaining popularity in India with an aim to influence and
engage customers. The objectives of this research paper
are to formulate the conceptual framework ofadvertising
in web series, to discover and understand its entire
perspective in India and to study its effectiveness in
brand awareness and building connectivity with
consumer.

2. LITERATURE REVIEW

Brand placement in web series is the inclusion of a brand
within an episode either through visual presence, verbal
mention, or integration into the story line to increase the
brand recall and influence the consumer’s perception
towards the brand. Brand integration in web series or
branded web series has a background of bartering. Since
a long time, there is a mutual dependency among
producers, media, and advertisers and due to their close
associations, the bond between them has been generated
some exchange, which in terms of advertising known as
bartering. Barter deal can be in form of offering the
products to carry, wear, eat or use in some manner and in
return providing a product placement or in the form of
cash deal.

Brand placement can be defined as an indirect way of
advertising. According to Balasubramanian, “Product
placement is a paid product message aimed at
persuading audiences through the planned inclusion of a

branded product into a movie or television program.”’
Simon Hudson and David Hudson suggested that
branded entertainment is the industry’s latest term to
describe product placement’s evolution within an
increasingly sophisticated entertainment industry taking
advantage of new technologies to distribute their
content. They also said that branded entertainment is a
convergence of advertising and entertainment that blurs
the line between the two mediums.”

Lehuexplains  that  with  technology-empowered
consumers increasingly able to skip television ads, brand
owners are turning more and more attention towards
product placement as an alternative means of connecting
with their target audiences. He outlines the origins of
and reasons for product placement and brand
integration.’

Today India is experiencing digital revolution that is
mainly driven by increased accessibility of smart
phones, rise of 4G, reduced data costs and thus more
time spent on mobile phones. This digitization triggered
transformative changes in many sectors and advertising
is one of them. According to a report of Dentsu Aegis
Network, the digital advertising continues to grow and
will grow at 27% in the current year to reach Rs 17,377
crore by the end of 2020 and cross Rs 50,000 crore mark
by the end of 2025, growing at a CAGR of 27.4%.
Ashish Bhasin, CEO, APAC and chairman, India - DAN
said, “The media and advertising industry is shifting at a
rapid speed and digital is certainly taking charge. 2020 is
expected to witness a major change in advertising in
India, with digital becoming a bigger medium. In fact,
by 2021, its growth should surpass that of print.”*

This explains the potential of brand integration in
various digital platforms including web series which has
a pre-existing target audience. Considering this many
brands closely monitor the numerous upcoming web
series and review the brand fit to establish brand value
by placing the product in the content or by sponsoring
the web series. The digital media is an extremely
interactive platform where a viewer can search and get
information about any brand shown in the video or web
series.

According to Wikipedia, Web series is a series of
scripted or non-scripted videos that are released on the
Internet, generally in episodic form, and is part of the
web television medium. A single instance of a web

. . . 5
series program can be called an episode or "webisode".
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The viewership of web series is increasing rapidly as
majority of the people use smartphones and this gives
them the benefit of watching it anytime and anywhere
with privacy.

In India, some popular producers of web series which
constantly comes up with new plots and different story
line to engage youth are The Viral Fever (TVF), All

India Bakchod (AIB), Y-Films and Arré. The manner of
content consumption on digital space is providing huge
opportunities of advertising to brands and advertisers.
The Viral Fever lead the way of web series in India by
releasing Permanent Roommates in 2014 which was the
second most-viewed long-form web series in the world
by June 2015.°

¥ SR

Fig. 1.1. OLA in the web series “Permanent Roommates 2”

According to TVF team the series was conceived for a
real estate portal Common Floor which was integrated in
the story of a young couple who are trying to find a
house to live-in together in Mumbai. The CEO of
Common Floor states, “The key brand message of
Common Floor is to remove the users fear and anxiety
and to help them in their search for a dream home.
Permanent Roommates delivered this in a seamless and
contextually relevant manner. This association also helps
to build a brand image of being a youthful, quirky and
bold brand that does not shy away from taking the road
less travelled”.”

In the second season of Permanent Roommates the brand
Ola was perfectly integrated while the journey of couple

continues. TVF has 7.14 million subscribers on
YouTube as of May 2020 and is among the highest in
demand content creators in India. It has associated with
around 150 brands and some of them are Flipkart, Ola,
Tata, Bharti Airtel, Snapdeal, OnePlus, Xiaomi,
Kingfisher, Oyo, Vodafone, and Procter & Gamble.

Another web series of TVF that strike a chord with the
audience is Tripling (2016) that features the newly
launched Tiago of Tata Motors. The web series is a story
of sibling’s road trip and their journey of reshaping their
lives and relationships. Tiago was weaved in the content
very smartly by showing the road trip full of adventure
and emotions giving the brand message of enjoy life-on-
the-go.

+155 ¢



NCIVA"20: Education 4.0 Perspectives on Visual Arts Practice, Pedagogy and Representation

7™ Oct. 2020

Fig. 1.2. Tata Tiago in the web series “Tripling”

Source: Online

Tata also integrated their car Nano GenX in the web
series Confessions created byFreemantle Media India in
which a father gifts car to his daughter. The cosmetics
brand Lakmé became the title sponsor in the Y-Films
popular web series Bang Baaja Baaraat which was a

crazy wedding story. According to HUL vice president -
skin care, “Lakmé sponsored for the series as it was a
good opportunity to strengthen Lakmé’s image on
styling for special occasions such as weddings, a pivotal
moment in a woman’s life.”®

Fig. 1.3. Lakmé in the web series “Bang Baaja Baaraat”

Source: Online
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Another incredible example of advertainment through
web series is the collaboration of Edu-tech platform
Unacademy with TVF’s web series Kota Factory. This
is India’s first black and white web series depicting the
lives of IIT aspirants who move to Kota, Rajasthan for
the preparation of competitive exams. Shweta
Sivasankaran, Marketing Head, Unacademy said, “We

are thrilled to team up with TVF on Kota Factory.
Unacademy app is a platform that provides expert
educators and ambitious students together. The series is
a tribute to the principles and ethics that Unacademy
stands for. It is also a chance to fortify our brand story

while associating with our students in an engaging
,79

TVF | ORIGINALS
!unacademy PRESENTS

Fig. 1.4. Unacademy in the web series “Kota Factory”
Source: Online

The mobile brand OnePlus sponsored the Arré web
series Official Chukyagiri which showed how the
politics in an office affect the life of an intern. Himalaya
Herbals effortlessly integrated in the comedy web series
Life Sahi Hai which portrays the lives of four youngsters

R e *
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dealing with every day challenging situations. An online
jewelry brand VelvetCase was included in the series
Little Things, based on an urban couple live-in
relationship.

app “.'. :

Fig. 1.5. VelvetCase in the web series “Little Things”
Source: Online
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Through these instances it seems evident that brands
want to integrate in web series sensibly so that it
becomes a part of the plot and does not look
inappropriate or forced. The main bright spot of brand
integration in web series is that the expenditure of
producing a web series is less than the cost of a full-
scale advertisement. Web series captivate a huge
audience that regularly tune in and watch them and this
opens the window of opportunities to advertisers to
integrate brand in the content, place the product,
integrate logo, create character for brand, become the
title sponsor etc. Hence, brands are developing creative
strategies and constantly exploring the new prospects of
digital media and web series.

3. RESEARCH METHODOLOGY

This research paper evaluates the effectiveness of brand
placement in Indian web series based on brand recall. To
analyze this, existing literature and articles have been
reviewed and an online survey is carried out through a
questionnaire. The study is restricted to a small sample
of 162 respondents mostly college students and young
professionals within age of 18-40 years, located in Delhi
and NCR region.

Age Group Percentage of Respondents (% )

18 years-24 years |65

25 years- 32 years |27

33 years- 40 years |8

assistance to the fact that the trend of web series is
growing rapidly in India as most of the respondents
spend over an hour per day in consuming visual
entertaining content (Refer Table 1).

YouTube is the most preferred internet platform to
watch entertainment content followed by Netflix and
Amazon Prime. The reason behind this can be the unpaid
streaming service of YouTube unlike Netflix and
Amazon Prime (Refer Table 2). 81% of the respondents
watch web series and 9% said they do not watch web
series. This indicates the good opportunities for
advertisers to explore this media and create an impact
with increasing viewership.

TABLE 2: Preferred Internet platforms to watch entertainment
content (Respondents could choose more than one option)

Particulars Percentage of Respondents (% )
84

Netflix 76
44

Amazon Prime 62

TVF 22

Alt Balaji 12

Others 5

TABLE 3: Reasons for watching web series (Respondents could
choose more than one option)

4. ANALYSIS & FINDINGS Particulars Percentage of Respondents
TABLE 1: Time spent watching visual entertainment content (%)

Particulars Percentage of Content o4
Respondents (% ) New concept 45

Less than 30 minutes per day 6 Bored of TV content 21

Between 30-60 minutes per day 40 Keep up with trends 18

More than 1 hour per day 46 Short duration 32

Depends upon time 6 Limited TV access 5

Others 2

The data was analyzed using simple percentages of
respondents answering the various options by making
tables and charts for presentation. The data give

The most important reason for watching web series is its
content and concept (Refer Table 3). This shows the
importance the audience gives to the story and concept.

TABLE 4: Frequency of watching web series
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Particulars Percentage of Respondents Particulars Percentage of
(%) Respondents (% )
Relevant 38 The presence of brand in web 32
series is distracting
Irrelevant 35
) Brands are ignored due to 51
Sometimes relevant 27 concentration on story
54% of the respondents watch web series every day and Entertainment medlums are not 6
this shows the high involvement of audience with web meant for advertisement
series for entertainment (Refer Table 4). Respondents Failure of web series makes 11
were asked if they have ever noticed any brand in web brand dull
series, 82% have noticed and 18% have never noticed.

TABLE 5: Relevance of placing brands in web series

Particulars Percentage of Respondents (% )
Agree 64
Disagree 36

Through Table 5, we can illustrate that marketers and
advertisers need to make brand placements more
relevant to influence customers as only 38% respondents
find the placement in web series relevant. When
respondents were asked about whether the brands shown
in the web series influence their buying decision, 62%
agrees to it and 38% disagrees.

TABLE 6: Response on the statement “Advertising brands
through web seriesenhances the brand awareness and brand
recall”

Particulars Percentage of Respondents (%)
Everyday 54
Once a week 23
Twice a week 15
When something 8
new comes

The majority of respondents agreed that Advertising in
web series enhances the brand awareness and recall of
customers (Refer Table 6).

TABLE 7: Reason to Agree (64% respondents) with the above
statement

Through Table 7, we can interpret that placing the
brands in web series is less annoying and irritating, make
them attractive, subconsciously affect the viewer and
distinguishes them from other brands. But the
respondents who disagree with the statement gives the
reason that brands get ignored due to concentration on
story and characters, followed by other reasons like
brand distracts and irritate, failure of web series effect
the brand image, and web series are for entertainment
not for advertisement (Refer Table 8).

TABLE 8: Reason to Disagree (36% respondents) with the above

statement
Particulars Percentage of
Respondents (% )
Brand look more attractive in 21
web series
Subconsciously affect the 56
audience while watching web
series
Less annoying and can be 15
easily communicated
Web  series  helps in 8
distinguishing the brands

The above data clarifies that the respondents consider
Advertising through web series is an effective tool to
spread awareness and identification of the brand in the
market.
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5. CONCLUSION

This study shows that web series as an advertising
medium has an extensive scope as digital platforms and
social media is on boom. Although this interesting trend
is still emerging and very few brands endeavor it as an
advertising platform but the kind of interactivity and
entertainment it provides it can become an influential
promotional tool. Brands can establish a close bond with
the audience through placement in web series as the
content it offers is usually innovative, perceptive, and of
short duration. This media is also approachable to those
audience who generally tends to avoid traditional
advertisements.

After undertaking this research, it has been found that
majority of respondents had a positive perception of
communicating brand message through web series. A
conclusion can be drawn from this research paper is that
the advertisers, media planners, scriptwriters and
producers should keep in view that innovation and
creativity play a major role in creating brand recall. The
contentshould be developed as per the target audience
and should mention the product features verbally in the
series. This media has great possibilities in terms of
brand recall and awareness.
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ABSTRACT

Visuals play a very vital role as a part of learning. Animation plays a key role in interest of children and visual creativity
because of its effectiveness and ability to create the emotive and learning attachment with the audience.

Indian Animation has been evolving since the initiation in 1956, but still, there is a lot still left to explore to become
indigenous. This paper focuses on the various tendencies in Indian Animation Industry. A comparative study has been
done between Indian and Western Animation series to provide a better prospect upon differences and similarities

between the two.

Keywords: Animation, Visual Impact, Behaviour, Child Psychology

1. INTRODUCTION

Indian Animation Industry started with establishment of
Film Division of India (FDI) establishing Cartoon
Division in year 1956. Mr Clair Weeks, who was
animator at famous Walt Disney Studios was invited by
FDI to establish animation in India.

One of the pioneers of Indian Animation also termed as
Father of Indian Animation Mr Ram Mohan was the part
of the team which created first Indian animation ‘The
Banyan Deer’, in year 1957. No earlier prominent
instances to this are noted in history of animation in
India apart from puppetry which was famous source of
entertainment. One of the major examples were leather
puppet show of Andhra Pradesh also termed as “Tholu
Bommalata’ and wooden puppets of Rajasthan termed as
‘Kathputli’

Next milestone was achieved by Indian Animators,
directed by Ms Vijaya Mulay 1976 when the team of
Cartoon Division created “Ek Anek Aur Ekta”. The
objective of film was to teach children unity in diversity.
Indian VFX industry has made its remarkable
significance with Dada Saheb Phalke’s movies like Raja
Harishchandra & Kaliamardhan (1919). He was a
versatile person and even with lack of resources in that
era created, acted, directed and also screened his movie.

Indian animation industry has produced many movies
such as Ramayana: The Legend of Prince Ram, made in

year 1992 by Indo-Japanese Traditional Animation and
was produced and directed by ‘Yugo Sako’.Pandavas:
The Five warriors released in 2000 followed by
Hanuman, animated movie produced by Percept Pictures
Communication in year 2005 was yet another land marks
followed by sequels. Bal Ganesh released in 2007
directed by Mr Pankaj Sharma followed the trend.
Common factor in all these productions were that they
were only following Indian folklore.

In Year 2008 ‘Jumbo’ was released which was having
voice overs by many famous Bollywood actors. The film
was thought to be the new era of Indian animation but
was not able to make its significance on the box office.
Film was originally the remake of ‘Khan Kluay’ released
in year 2006.Yet another land mark was seen in 2008
when ‘Yashraj Films’ collaborated with world pioneers
of Animation ‘Walt Disney’ to produce ‘Roadside
Romeo’. The film was highest gross movies for Disney
India production till 2008.

Indian television animation like ‘Chhota Bheem’,
‘Akbar Birbal’, ‘Motu Patlu’ have also attracted Indian
audience and children are closely able to relate them
with these characters.

In this paper we will be focusing upon a comparative
study between Indian & Western Animation series to
explore the role of characteristics features, story line,
character study as precepted by young audience. The
most efficient series for comparison taken upon is
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Chhota Bheem from Indian Animation & Peppa Pig
which is a British animated series, as they both are
contemporaneous.

The study deliberates fivefeatures which will be taken
into account of: Context Framework, Story line &
Theme, character study, emotional communiqué,
commercial saga.

2. CONTEXT FRAMEWORK

Peppa Pig: Peppa Pig is a British animated series which
is basically focused on pre-school learning of children. It
is produced by Astley Baker Davies with association of
Entertainment One, Nick Jr & Channel 5. The series is
focused on a female character Peppa wo lives with his
parents and younger brother.

Apart from parting knowledge of pre-school learning,
series also focuses on learning of moral behaviour and
acquaintance to western culture. Peppa Pig cartoon
series, which is now shown and broadcast in 180
countries and territories.

Chhota Bheem: Chhota Bheem is an Indian animated
series created by Rajiv Chilka who is also the owner of
Green Gold Animation. Series got aired in 2008 for the
first time on Pogo TV.Story revolves around village of
Dholakpur, where Chhota Bheem with her female
companion Chutki and his other friends resides. The
objective of series is majorly for entertainment and
sometimes focuses on moral learnings.

3. STORY LINE & THEME

Being a character of pig, Peppa wear clothes like
humans, have life styles like human e.g. having a house,
car going to schools where various other animals also
visit with similar sort of characteristics. Language of
communication remains English however many cultural
diversities are also displayed in various episodes where
sometimes characters from different countries visit
Peppa or Peppa goes out with her family to destinations
like Paris, Australia, Italy, etc. which also demonstrates
cultural variances and importance of those specific
countries.

Other characters, which are going to school with Peppa,
like best friend sheep, rabbit, dog, also bears the typical
human like qualities and at same time also demonstrates
specific animal qualities like rabbits living in burrows of

hills etc. The character also likes to play in muddy
puddles which demonstrates characteristics of pig.

e .‘.'“‘-F-r e e

Chhota Bheem & Friends

Image Source: Internet

Chhota Bheem lives with his friends in village of
Dholakpur. The family of the character includes her
mother who remains unnamed, his grandfather who is a
fighter like Bheem, his father who resides in some other
town as a labour and is rarely shown in episodes.

Rather character is always shown with his friends like
Chutki who is a young girl, who makes ladoo (Indian
sweet) for Bheem which gives him power to fight
against enemies. She is one of the most intelligent of
them all. Raju is a child who is funny, a monkey who
also talks like humans named Jaggu, Kalia a greedy boy
with his two identical twin companion Dholu & Bholu.
Bheem who is having super powers is looked upon
whenever Dholakpur is under any tensed situation and
Bheem with help of his friends resolve the issue.
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4. CHARACTER STUDY

Peppa Pig series characters are simple line drawn 2D
animated character. Characters have three fingers on
both hands. Peppa wears western outfits and her mother
‘Mummy Pig’ also wears jewelry sometimes. Her
younger brother George wears a blue jumpsuitand Father
‘Daddy Pig’ goes to office in formals and is a cement
expert.

All the animals, after completing the statements use their
natural voices, like Peppa after completing her sentences
will ‘grunt’ like pig and Suzi sheep, best friend of Peppa
will ‘baa’.

Peppa’s Granny & Grandpa pig are shown formally
dressed where granny pig always carry hat which also
symbolizes important part of British attire. They also
have a pet named ‘Polly Parrot’ and some other
characters also possess pets like Tortoise, Chameleon
etc.

Chhota Bheem character is an Indian character and to
associate the same character’s attire is dhoti and a filak.
Character is muscular with triangle shaped body. Chutki,
the girl companion to Bheem has been shown as a lean
character and wears long Indian skirt with top. She also
wears large bindi on forehead generally used by Indian
women as part of shringar. Kalia is a large muscular
male character as he is shown bullying everyone. He
generally dresses like a Indian wrestler. A monke, Jaggu
speaks like human is and is blue colour monkey. A
young boy named Raju is a clever young boy. Despite
the character is shown very young in the series and who
wears a blue underwear is shown as a character with
great knowledge and great skills with archery.

S. EMOTIONAL COMMUNICATION

In Peppa Pig despite being animals, characters reflect
human like emotions like blush, sadness, laugh etc. It
reinforces expressions like “oh dear” “look out” and also
satirical ways to express the emotions of characters. In
class room Peppa and her friends greets their teacher
‘Madam Gazelle’ and also shows class room behaviours
which is a learning aspect amongst the audience which is
also young kids. Different expressions, language is used
when Peppa is with family and when with friends.

Chhota Bheem is emotional character and plays a heroic
role. He is the key person and can resolve all the issues,
fighting out with villains in the story and is shown

defeating the enemies. He is generally representing
Dholakpur estate in competitions with other states and
will always win the competition. Stealing laddus is the
only drawback of the character.

6. COMMERCIAL SAGA

Apart from broadcast revenue, both the characters are
doing well commercially in the market and also have a
major stake in commercial aspects also.

Peppa Pig is also having a theme park located in USA at
three locations as Chicago, Michigan, Dallas and in Asia
is located at Shanghai which also reflects immense
popularity of the character in the world.

According to The Guardian, “Growth has been steady
but startling. Peppa Pig has been sold to 118 territories,
but a good chunk of its $1.3bn (£1.1bn) in global retail
sales last year came from China. Pei Pei Zhu rolled up
there in 2015 and has been celebrated this year — China’s
year of the pig — with a hit movie. She has sold more
than 40m books in Mandarin, and scored more than 60bn
views on China’s streaming platforms.” (the guardian,
n.d.)

Chhota Bheem character is also famous amongst the
Indian kids. Green Gold has ten dedicated merchandise
stores in India and many other stores have also got
collection of these products. Indian kids can easily relate
themselves with the character and hence character hold
heroic position.

Financial Chronicles says “Chhota Bheem has become
the first Indian cartoon character to sell merchandise
worth Rs 200 crore. In four to five years, Chhota Bheem
merchandise is expected to clock Rs 500 crore revenue
as per reports”. (mydigitalfc, n.d.)
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Merchandise Stores (left Chhota Bheem, right Peppa
Pig) — Image Source: Internet

7. CONCLUSION

The study infers that there is lot of scope to be
incorporated in India animation content.

Character quality of Chhota bheem which is a much
detailed muscular character and reflects unity, sharing,
playing as team, welcoming guests and respecting
elders. Animation series of Chhota Bheem is only for
entertainment purpose and that of Peppa Pig has
educational aspects attached apart from entertainment. It
has also been observed that Chhota Bheem being a
popular character amongst children has also initiated a
social issue of protection against Corona Virus (COVID
-19) but it was not a part of main stream series.

There is a male patriarchy represented in Chhota Bheem
series where male characters have all the powers and the
female companion’s work is to make ladoos for
Bheem.However, Peppa Pig series on other hand reflects
gender neutral&women empowerment where Daddy Pig
cooks, let Mummy Pig drive a car and also is
embarrassed because of over-confidence at times.

One perception which is reflect in Chhota Bheem is that
he always wins in any situation though it is not the case
with Peppa. It is very important for kids to understand
that winning is not the only motive of participation;
losing a competition and accepting the mistakes is also
essential learning part of human behaviour.

Study finds scope to make education animated series in
both regional languages and in English language and not
only focus on entertainment purposes. This study also
finds that animation plays a very vital sense of learning
amongst children and social issues should be always
touched upon while scripting any educational
informative animated series, such as Character like
‘Meena’ launched in 1993 and was first aired on
Bangladesh TV was very famous character of a girl
representing South Asia created by UNICEF focused on
gender, health & social issue should be recreated.
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