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Participatory Budgeting at the Sub-national 
Level in Bangladesh

Parvaz Azharul Huq
Professor, Dept. of public Administration, University of Rajshahi, Bangladesh. 

E-mail: parvazhuq@ru.ac.bd 

Abstract: Participatory Budgeting (PB) has the potential to alter the political 
calculus in local government institutions by giving individual citizens the right 
to express their preferences and interests (voice) in public venues, along with the 
right to choose specific policies and projects. It is a new practice in Bangladesh 
which has been introduced to identify problems and their tentative solutions by 
engaging people in the scrutiny of local project demands, finalising projects and 
approving resource allocations. Against this backdrop, this study explores the 
nature of people’s participation in the Union Parishad (UP) budgeting process. 
The paper is based on a field study which was conducted in the Rajshahi district 
in Bangladesh. In-depth interviews and focus group discussions (FGDs) were 
conducted to collect data from respondents in the study area. The findings show 
that the UP’s PB process remains a consultation process that fulfils the purpose 
of obtaining public feedback on budgetary decisions and is still far behind the 
process of empowering local people leading to social transformation.

Introduction

In the last few decades, the issue of bad governance and corruption has frequently 
been discussed in development discussions. Many have argued that the reason 
behind this is the lack of transparency and accountability of the government 
agencies and, most importantly, a large population which remained unaware 
of what is happening around them that makes them powerless. Against this 
backdrop, participatory budgeting (PB) or participatory planning (PP) has 
become a common practice in many developing and developed countries in 
Asia, Africa, South America, North America and Europe. For example, Kerala’s 
PP in India and Porto Alegre’s PB in Brazil are two flagship PB practices. After 
its tremendous success in India and Brazil in the 1990s, claimed by many 
development practitioners and academicians, the practices of PB/PP spread to 
several countries, including the USA, UK, Canada and South Africa. In line with 
the global trend, PB is a new practice introduced at the Union Parishad (UP)1 
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planning process in Bangladesh to bring transparency to local governance and 
ensure people’s ownership in decision-making at the local level. PB in Bangladesh 
has been aiming to identify local problems and their tentative solutions by 
engaging people from ward-level meetings to scrutinise project demands 
and finalise projects and their allocations. The study explores the nature and 
extent of people’s participation in the PB process. More specifically, the 
paper answers two main research questions: how inclusive is the PB process? 
And how much control does the PB process confer to citizens over the 
budgetary decisions? 
Participatory Budgeting: The Theoretical Perspective

PB, in general and in its broader sense, refers to a method of incorporating 
citizens in decisions on how to allocate public funds. PB enables non-elected 
citizens to participate in the planning and distribution of public finances. In 
practice, it encompasses a wide range of models and approaches, and as such, 
there is no commonly accepted definition. When referring back to the original 
experiments of the PB approach in Brazil, it is a public participation process 
which is: (i) open to all interested citizens, (ii) combines direct and representative 
democracy (iii) involves deliberation rather than merely consultation in 
redistributing resources in favour of the poor, and (iv) self-regulating, meaning 
that participants contribute to the definition of the rules governing the process, 
such as the standards by which resources get distributed (Goldfrank 2007). 
But there are a plethora of participatory practices worldwide that may fail to 
satisfy the above criteria fully but are still vibrant and worthy of fulfilling some 
essence of participatory governance. Hence, a more open definition of PB 
might be in play. For example, according to Wampler (2007), “Participatory 
budgeting is a decision-making process through which citizens deliberate and 
negotiate over the distribution of public resources”. According to this concept, 
nearly every PB process includes participants at the local or municipal level 
in an effort to boost local participation in politics. Apart from permitting 
non-elected citizens to take part in the planning and/or distribution of public 
finances, PB must have five essential characteristics: firstly, the participatory 
process is centrally based on the question of how a limited budget should be 
used; secondly, the involvement of local level (city/town/sub-national) elected 
bodies of representative democracy; thirdly, it has to be a repeated process over 
the years; fourthly, some form of public deliberation must be included within 
the framework of specific meetings/forums; and finally, some accountability 
is required so that the output reflects the public will, for example, through 
annual meetings or pub lications (Herzberg, Sintomer et al. 2013). 



Participatory Budgeting at the Sub-national Level in Bangladesh 3

Therefore, PB is a process that seeks to transform society by increasing 
the influence of citizens over the formulation, execution, monitoring, and 
evaluation of local government policies. Many different conceptual models can 
be used to explain how citizens can participate. Figure 1 illustrates one of these 
models and describes the function of the general public in any process involving 
public engagement. The International Association of Public Participation 
(AIP2) developed the spectrum used globally.

Figure 1: Spectrum of  Public Participation

Source: https://www.iap2.org/resource/resmgr/pillars/Spectrum_8.5x11_Print.pdf

Alongside the above participation spectrum Williams, Denny et al. (2017) 
have summarised some common dimensions of various PB modalities. The 
first dimension is the level of participation. That means how much control 
participation entails (e.g., giving input versus making decisions) and if PB is 
used to empower participants or as a consultation process with little change in 
power dynamics and impact. Second, who is involved? Participants can be, for 
instance, individuals, representative groups, NGOs, or for-profit corporations. 
Third, at what stage are participants involved? In general, there are four 
stages: identifying needs, creating projects, choosing projects to support, and 
monitoring effects. All of these processes may or may not involve participation. 
The fourth is the method of involvement. Among many, there are two main 
types, e.g., ‘deliberative’ and ‘aggregative’. The ‘deliberative’ method involves 
some sort of discussion among the participants, whereas the ‘aggregative’ method 
involves people voting on the outcome they like. PB frequently combines both 
approaches. The fifth dimension is the scale of PB. The implementation of PB 



4 Intellection: A Bi-annual Interdisciplinary Peer Reviewed Journal, 2022, Vol. X, No. 1 

may occur at different spatial scales (for example, at the national, local, and 
neighbourhood levels), with different types and amounts of budget, and with 
different foci (e.g., making choices within a policy or thematic area, such as 
health, or across themes but within a geographical area). And finally, whether 
and to what extent PB is redistributive. For example, if PB has been used to 
redistribute wealth by allocating more resources to the poorest areas.

While the current scholarship on PB is rich, the research findings regarding 
its impacts on enhancing people’s participation and empowerment are 
contested. A plethora of research suggests that PB has empowered local people 
by ensuring their participation in local governance (Fung and Wright 2003, 
Weiser 2006, Shah 2007). On the contrary, several research findings show that 
participatory budgeting has not created widespread local success in encouraging 
citizen participation, fiscal transparency, and effective municipal government 
(Wampler 2007). Reviewing the experience in Brazil and Porto Alegre, a World 
Bank paper points out that the lack of representation of extremely poor people 
in participatory budgeting can be a shortcoming. Participatory budgeting may 
also struggle to overcome pre-existing  clientelism (Bhatnagar, Rathore et al. 
2003). PB can also be an instrument of co-opting local support in favour of 
the government’s priorities and agenda (Wampler 2012). One common tenet 
of various research findings is that PB outcomes largely depend on the local 
socio-economic, political and institutional factors.

Research Method

The study follows a qualitative research approach. Qualitative research is usually 
concerned with meaning, mainly how people make sense of the world and how 
participants experience events from their perspective. The exploratory nature of 
this study, thus, best suits this research approach. This study covered seven out of 
eight UPs2 of Paba Upazila under the Rajshahi district in Bangladesh. To gather 
respondents for this research, the purposive sampling method was employed. 
The respondents included: UP chairmen, UP members, UP office secretaries, 
members of the standing committees, civil society activists and residents. A 
total of 25 (five UP chairman, seven male members, seven female members 
and six UP secretaries) face-to-face in-depth interviews were administered with 
the help of semi-structured questionnaires. Apart from that, there were 2 FGD 
sessions in each union. Seventy respondents, including UP residents (male and 
female) and representatives of various civil society organisations, participated 
in those 14 FGD sessions. Besides these, key documents, for example, various 
official reports, published journal papers and books, were studied and used. 



Participatory Budgeting at the Sub-national Level in Bangladesh 5

The Introduction of Participatory Budgeting at the Sub-national Level in 
Bangladesh

PB at the sub-national level is a relatively new concept and practice in 
Bangladesh. One of the flagship pilot programs of such kind was Sirajganj 
Local Governance Development Project (SLGD), which UNDP, Bangladesh, 
implemented from 2000 to 2006. Afterwards, several development agencies 
and NGOs, for example, ADB, World Bank, USAID, Democracy Watch, 
TIB Bangladesh Chapter etc, implemented several projects to advance PB 
in Bangladesh. These donors funded initiatives prepared the ground for 
introducing PB nationally at the UP level. Immediate after coming to power 
in December 2008, the incumbent Awami League government enacted the 
Local Government (UP) Act, 2009. The Act rightly recognised the importance 
of community participation, transparency and accountability by including 
specific provisions of forming Ward Shava (ward committee), organising 
Ward Shava (WS) meetings and organising Open Budget Meetings (OBM). 
The Act also emphasises participatory planning, access to information, and 
extended authority of the standing committees (SC) (Aminuzzaman 2010). 
According to this Act, UP consists of nine wards with one chairman and nine 
members elected by the voters. In addition, the nine wards will be divided 
into three reserved wards for women, and three women members (one from 
each reserved ward) will be elected directly by the voters. The tenure of office 
of UP will be five years. Chairman will enjoy the executive power of the UP. 
The primary functions of the UP include administrative and establishment 
affairs, maintenance of public discipline, serving people’s welfare activities, and 
preparation of plans and their implementation for local economic and social 
development. 

According to the Act, the UP must follow a participatory budgeting process 
in preparing the plans. The UP manual 2012 describes the participatory 
planning process into five stages: (i) preparatory work for organising ward 
meetings (ii) collecting preliminary information (iii) organising ward meetings 
(iv) preparing union development plan, and (v) publication of the budget for 
public knowledge. At first, the UP will make decisions for organising ward 
meeting through WS. Therefore, a WS will be formed in each ward of a UP, 
including individuals on the voter list. Then, residents will be divided into small 
groups and will be engaged in identifying and estimating development needs. 
The initiative will be taken to collect preliminary information on development 
needs using a prescribed form through social mapping, direct observation, asset 
categorisation, and group discussion. A compilation of these priority-based 
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demands must be presented in the WS meetings. The WS meetings will be 
held at least twice a year in an open place. Immediately after the WS meetings, 
a report gets prepared.

The PC of the UP, who has access to all WS reports, gathers and electronically 
records the requests from each of the nine wards. First, the PC translates 
these needs into sector-specific plans that comprise a title, location, size, and 
anticipated cost. Considering historical and expected annual development 
expenditures, the PC splits the planned schemes into fiscal years, often five 
years. Then the PC forwards the draft plans to the concerned SCs. The SCs 
then prepare a priority-based demand list based on the demand list adopted in 
the WS meetings and the availability of funds and send it back to the PC. The 
PC then prepares draft five-year and annual development plans and presents 
them to the union development coordination committee (UDCC) and UP 
council meeting for approval. The yearly plan is prepared based on the five-
year plan. The approved annual and five-year plans then should be displayed 
on the UP’s notice board, hoisted at various important places of the wards and 
published on websites. The WS must inform people about the draft plans. 
Then, UP will further present the draft budget in an OBM where residents, 
UP elected members and other standing committee members remain present 
and receive participants’ comments and opinions for making the necessary 
corrections and changes through discussion and consultation. Finally, UP will 
approve the budget in their council meeting and send it to the Upazila Nirbahi 
Officer (UNO) for final approval. The UP budget-making process reveals that 
WS meetings and OBM are the two most essential instruments through which 
general people can get involved directly in the planning process. Against this 
backdrop, the paper doesn’t focus on the entire UP budgetary process; instead, 
it focuses on the two newly created participatory forums: WS and OBM.

The Nature of Citizen Participation in the PB Process

The creation of new participatory forums, i.e. WS and OBM, bestow a new 
kind of role and responsibilities to the residents of a UP. According to the 
typology of participatory spaces, developed by the Participation, Power and 
Social Change Group of the Institute of Development Studies (IDS), these new 
forums can be called ‘invited spaces’, where the citizens receive an invitation to 
participate (Gutierrez 2006). Through this newly created participatory space, 
citizens can play a legitimate role in local planning. The following discussion 
explores the nature and extent of citizens’ participation in WS, WS meetings 
and OBM.



Participatory Budgeting at the Sub-national Level in Bangladesh 7

Ward Shava (WS) and WS Meetings

The UP Act of 2009 (article 4) states that every ward should have a WS, but 
neither the Act nor the UP operational manual (2012) specifies the structure 
and composition of the committee. The Local Governance Support Project 
(LGSP) Manual (2007) defined the structure and composition of WS (Ministry 
of Local Government Rural Development and Cooperatives 2007). According 
to the manual, a WS should consist of 7 members, including the concerned 
ward member (acting as the convener), the female ward member from the 
reserve seat (acting as co-convener) and five voters, at least two would be female 
members. The Act of 2009 enlists 20 definite functions for the committee, 
including assisting the UPs with all vital information for formulating the 
UPs development plan, preparing project proposals and prioritising the 
implementable schemes and development programs, and preparing the final 
beneficiary list of various government programs and so on. One of the WS’s 
most essential responsibilities is organising ward-level meetings. A minimum of 
two meetings should be held annually. The quorum of WS meeting requires at 
least 5% of the total voters of a ward. Public announcement using loudspeakers 
or as such notice will be issued at least seven days before holding a meeting 
which will be presided over by a ward member. Chairman is supposed to 
ensure such issuance of notice. Women members of the reserved ward will be 
the advisor of WS meetings. WS is entrusted with several tasks, for example, 
(i) preparing project proposals (ii) creating awareness among local people 
about tree plantation, environment preservation, prevention of environmental 
pollution and corruption (iii) organising sports and cultural events and (iv) 
preventing dowry, child marriage and acid throwing and so on.

Therefore, WS remains central to inducing participation in the PB process. 
It is crucial to remember that forming the WS is the primary step of any attempt 
toward involving citizens in the UPs’ PB process because this committee 
provides technical and logistical support for ward-level meetings and discharges 
other functions that are conferred to them. All the 14 wards under the 7 study 
UPs included in this study had formed WSs for their respective wards under 
the auspices of LGSP II. The Ward Development Committee of LGSP II were 
considered the WSs in the study UPs with a mandate to organise and facilitate 
ward meetings to identify and prioritise UP needs. It was evident that the 
WS possessed a considerable capacity to shape the nature of the participatory 
process by controlling information flow, setting the agenda of discussion and 
influencing the decisions of the meetings. As such, it was essential to explore 
the WS formation process to know who were included and how.
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The responses to the question, ‘do you know how the WS was formed?’, 
varied between those who had experience participating in WS-related activities, 
for example, attending ward meetings, and those who did not. Again, the 
answers varied considerably between the UP officials (including the elected 
representatives) and the voters. Most officials strongly opined that the villagers 
chose the WS members in the ward-level meetings. For example, one of the 
UP chairmen said:

“This is a forum by the people and for the people. The villagers themselves 
select the members of the committee. We [the elected members of the UPs] 
do not interfere in the process. Moreover, we can’t influence the selection 
process ….”

Another UP chairman echoed the same notion by stating that the committee 
selection took place in the WS meeting with the presence of the villagers, where 
everyone was free to give their opinion in the selection process. A UP member 
expressed his opinion in this way:

“We consider the committee is pivotal to enhancing the pace of true 
development by ensuring people’s participation in every aspect of any 
developmental work. Therefore we mostly rely on the opinion of the villagers 
….” 

The statements mentioned above demonstrate the positive attitude of the UP 
officials. They were aware of the importance of democratic values and their 
relationship with citizen participation in the development process. And more 
importantly, they didn’t treat this new mode of accountability mechanism as a 
threat to their power and authority. One of the female UP members described 
the WS member selection process in this way:

“In the meetings [WS meetings], we first inform the participants that a 
new WS would be formed for the coming year. Participants were free to 
propose anyone’s name. But we consider many things before nominating the 
members, for example, the educational qualification, personal reputation and 
availability of a person etc.” 

At first glance, the statement looks innocent and gives an impression that there 
is nothing to worry about regarding the WS member selection process. But a 
deeper look at the statement may reveal some points worth considering while 
judging the selection process’s fairness. Firstly, the selection process follows 
an open discussion instead of secret voting. Secondly, the selection process 
might have been skewed towards better-off individuals who are more educated, 
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wealthier, and reputed. By reviewing the profile of the WS members, it was 
found that, with a few exceptions, most of the members came from well-
off families, were somehow powerful, and had a better connection with the 
local power structure. Research data gathered through FGD with residents 
shows that the responses differed from those of the above-mentioned elected 
representatives. It indicates that the committees were formed beforehand and 
that the meetings were instrumental in legitimising the decisions. One of the 
FGD participants said:

“I participated in the last WS meeting. The ward member [the concerned UP 
member] read out the names [proposed WS] and asked if we had supported 
them. Nobody raised a question, and the committee got formed.”

In reply to a subsequent question, the respondent further said:

“We are not intimate with our UP chairman and the ward member. They 
would never propose our name for the committee. Even if someone proposes, 
the ward member would not consider me. All the committee members are 
near and dear to them [UP officials].”

The above two statements tell that the elected representatives somehow influence 
the selection process of WS. A further investigation reveals that the WS was 
composed of well-off and influential community members. After a discussion 
with a woman UP member, it became evident that UP chairmen sometimes 
influenced the WS selection process by proposing names beforehand. When 
the issue was raised during the interview with another UP member, he said:

“Yes, it happens sometimes. We should remember that the people elected the 
chairman, and he represents the whole UP. Therefore, we need to value his 
choice. He knew better who were fit for the positions. It was not the case that 
he was always politically motivated.”

The above statements presented so far give enough evidence that the powerful 
members of the society somehow influenced the formation of WS. Once 
formed, the WSs were responsible for organising ward-level meetings and 
many other PB-related tasks. Research data show WS meetings were held in 
all the study wards following the Act of 2009. Research respondents, who had 
participated, or had been informed about the WS meetings, confirmed that at 
least two of such meetings were organised each year in their respective wards. 
But some research respondents knew nothing about the meetings. For few of 
them, as it seems, the information regarding the ward meetings was something 
new, as if they had heard it from the field researchers for the first time. And this 
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finding illuminates one of the well-discussed caveats of participatory practices, 
for example, exclusion. As discussed in the theoretical discussion section of 
this paper, participatory spaces, here WS and WS meetings, are not neutral 
and require a subtle analysis of power dynamics that work inside and around 
such spaces.

The first thing common in all the study wards was that the official participants’ 
list of the WS meetings enlisted names enough to meet the quorum requirement. 
But it became evident after discussing with the research participants that the 
actual number of participants in those meetings was lower than the number stated 
in the official documents. This finding is well supported by Chowdury (2015). 
In her study on some UPs in the northern part of Bangladesh, Chowdury (2015) 
finds that most of the committee members were nearest persons to the influential 
people—mainly the elected members of the UPs. The official participant lists 
recorded many names who did not participate in those meetings. Since the 
official record doesn’t reveal an accurate picture of the process of participation in 
the study area, the researchers inquired about the mode and nature of people’s 
involvement, for example, who were the participants—in terms of gender, age 
group, socio-economic condition, educational background, profession, and 
religion etc. In this respect, one of the respondents described:

“As far as I can remember, about 40 people, including a few women, 
participated in the last meeting. Some were farmers, shopkeepers, school 
teachers and small business owners. There were people from various age 
groups, i.e. elderly and young.”

According to the interview data, the number of actual participants in other 
wards under various UPs was more or less the same. In most study wards, 
the concerned ward members announced the meeting date in advance and 
took the initiative to inform people about it. In places, the concerned ward 
members arranged for public announcements using loudspeakers.

One of the ward members informed that:

“I arranged for public announcement using loudspeakers. In addition to 
that, I sent messengers to almost every household. I believe nobody was left 
unknown about the meeting last year.”

But field data reveals that some residents in every ward did not know about 
the meeting through the official channel and did not participate in the WS 
meetings. When the respondents were asked why the participation rate was low 
in the meeting, similar responses were found. A resident said:
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“In our ward, the concerned ward member sent messengers to almost every 
household to invite the people to the meeting, but only a few of them showed 
up. Very few of the villagers were interested in the meeting.”

In explaining the reason for low participation, one of the residents (a school 
teacher) said:

“People are still unaware of the importance of such meetings. In the past, 
there was no such practice of participation in local-level planning. Again, 
most villagers are not skilled enough to have confidence speaking publicly.”

One of the UP members said:
“People are becoming interested gradually in participation in the WS meetings. 
When the ordinary people observe that their voices are being heard, they are 
becoming interested in participating in the meeting and the overall local level 
development process.”

The above responses present an optimistic view about the success of ward 
meetings. The literature on PB often suggests it as a learning process where the 
ordinary people and the office holders cooperate to identify local problems and 
plan accordingly as a joint venture. Many studies show that the success of PB 
depends much more on the positive mindset of the officeholders who take it as 
a political agenda rather than a blueprint-type policy instrument. Here social 
innovation is crucial. 

But in contrast to the scenario presented above, many respondents, 
especially ordinary voters, expressed their concerns. Many respondents opined 
that they did not participate as they felt the WS members would not hear their 
voices. One of the villagers said:

“It is worthless to join the meeting since whenever we make some demands, 
we hear that there was not enough money to address our need.”

Another respondent, who recently participated in such a WS meeting, said:
“There were so many problems in our village. We expected that the UP 
member would discuss all of those. But in reality, the discussion was limited 
to the problems identified by the ward member himself. The meeting time 
was short, and I was allowed to talk only once.”

But a more serious allegation was made by a few respondents. For example, one 
of the residents said:

“I shall not participate in such meetings in future. My experience is that 
whatever we [ordinary voters] say, those would not be considered unless some 
powerful people support our proposal.”
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The above quote suggests that getting people in a formal assembly in community 
work has also been difficult in many developed countries (Su 2012). By 
referring to several research works, Su (2012:2) points out that the poor’s 
participation is influenced by a number of factors, including a perception that 
the authorities may not welcome them, their lack of resources and contacts, 
and lack of opportunities.

The Open Budget Meeting (OBM)

According to the UP Act 2009 and Union Parishad manual 2012, UP must 
prepare a five-year and annual development plan by April every year and is 
obliged to organise an OBM by the end of May to present the draft budget 
before the UP residents and other stakeholders. One of the underlying spirits 
of OBM is to bring transparency and accountability to the local development 
process. There was a common practice, with some variation, in the study UPs 
that a couple of pre-PB sessions took place before the annual OBM. Research 
data shows that ordinary people’s participation in those pre-budget sessions 
was nominal. In most of the UPs under the study, it was found that the pre-
budget sessions were organised mainly with the presence of WS members. 
The UP members and chairmen severely dominated the sessions on many 
occasions. The office holders determined the priority list of the proposed works 
and projects. In this respect, one of the UP chairmen said:

“Making future work plans and selecting various projects per the future 
allocation is technical know-how. General people would not understand it. We 
select work and projects according to the demands of the community. But it is 
impossible to accommodate all the demands made in the ward level meetings.”

A woman UP member said:

“… I don’t know the technicalities of the budget formulation process. With 
the assistance of the project officials [LGSP II], the office secretary prepares 
the draft budget for approval.”

The two comments above by the UP officials indicate that general people did 
not have access to pre-budget sessions. 

Every UP announced a date for OBM in advance. The sessions were open 
to the public, where the draft budgets were presented before the UP residents 
for their approval. People generally attended to those OBMs in a festive mood. 
The meeting places were decorated with colour papers and festoons, and the 
UPs offered food and drinks for the participants. It was found the sessions were 
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mainly for information sharing but not for discussion leading to deliberation. 
Although it was said that the items placed in the proposed budget could had 
been changed upon receiving feedback from the people, it did not happen in 
reality. In describing the reason, one of the UP secretaries said:

“… due to the tight deadline for submitting the final budget to the approving 
authority, it is tough to make changes in the draft budget. We usually overlook 
the demands for changes by saying that those will be considered in the next 
year’s budget.”

One of the residents, who joined in such an event, said:

“We could not follow the discussion on the budget. The session started with 
long speeches from the elected members, chairmen and other guests. Then 
the budgetary information was announced that we hardly could follow.”

Therefore, the OBM were such a public event that the participants hardly had 
the chance to raise their voices. 

Discussion

The UP’s PB process meets the general criteria of its kind that Herzberg, 
Sintomer et al. (2013) mention. Firstly, it deals with the issue of public funds. 
Secondly, UP is an elected body of representative democracy at the sub-national 
level in Bangladesh. Thirdly, it is a repeated process over the years. Fourthly, 
public deliberation has been sought through WS meetings and OBM. And 
finally, some accountability mechanism has been established through the 
publication of the draft and the final budgets. But, to be transformative, 
the PB process requires empowering the citizens by giving them decision-
making power through deliberation. The WS meeting and OBM are the most 
important forum where the local people get a chance to raise their voices, make 
demands and set priorities. It is a place where people can ask questions to the 
elected members. Ward meetings and OBM are simply a new official domain 
that has opened up a chance for the local people to ensure accountability of 
the UP office holders. But, several factors can be identified that are detrimental 
to the effectiveness of the PB process. WS is the key and the only player in 
mobilising citizens and engaging them in collecting preliminary information 
regarding local needs and development priorities. This body is also responsible 
for organising ward meetings, preparing project proposals, prioritising the 
implementable schemes and programmes, preparing the final beneficiary list of 
various government programmes, and also being entrusted with coordinating 
and monitoring tasks. It becomes evident that the WS members (five voters) 



14 Intellection: A Bi-annual Interdisciplinary Peer Reviewed Journal, 2022, Vol. X, No. 1 

were selected on the basis of limited discussion with the voters. The UP 
chairmen and members influenced the selection process.

The members were allegedly hand-picked in many cases, considering their 
better socio-economic status and intimacy with the elected representatives. 
This kind of selection may pose two concerns: firstly, exclusion of the poor 
from participation in WS; secondly, reinforcement of the existing clientelism. 
Excluding the extreme poor from such a key body may be detrimental to 
pro-poor development (Bhatnagar, Rathore et al. 2005). On the other hand, 
clientelism seriously threatens citizen empowerment. Historically, the local 
government institutions in Bangladesh have always been used for co-opting 
local support in favour of the government’s priorities and agenda (Khan 1997, 
Siddiqui 2014). Although the WS meetings were regularly held, local people 
were inert to participate in them since many of them were unaware of the 
importance of such meetings. Again, the participants were offered limited 
opportunities to talk due to the short duration of the sessions. In many instances, 
organising WS meetings was considered a mere requirement to get LGSP II 
funds. But the incumbent elected representatives and other UP officials did not 
adequately comprehend PB’s main spirit. Here it is important to note that PB 
is a learning process where the ordinary people and the office holders cooperate 
to identify local problems and plan accordingly as a joint venture. The success 
of PB depends much on the positive mindset of the elected representatives who 
take it as a political agenda rather than a blueprint-type policy instrument. 
Here social innovation is very important. While WS meetings and OBM were 
expected to be a forum for deliberation, on many occasions, participants were 
left with limited or no opportunity to discuss the matters of fund distribution. 
Participants were provided with little information during the meetings and 
lacked the necessary knowledge and expertise to understand the technical 
issues of the budgetary process. Hence, it becomes important to involve 
various civil society organisations, working at the local level, in mobilising 
local people, educating them and giving them a legitimate role in the UP’s PB 
process. Considering the nature and extent of people’s participation—resulting 
from the various existing socio-economic, political and institutional factors—
the UP’s PB process can be regarded as a consultation process that fulfils the 
purpose of obtaining public feedback on budgetary decisions.

Conclusion

PB is a relatively new practice introduced in UPs to bring transparency in local 
governance and ensure people’s ownership in decision-making at the local level 
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in Bangladesh. It aims to identify problems and their tentative solutions 
by engaging people at a grassroots level. The PB process in Bangladesh has 
obviously offered the rural people an opportunity to get a legitimate role in 
local development. Through their participation in the WS, WS meetings and 
OBM, some of the primary conditions of deliberative democracy has been 
ensured. But the practice—how it has been managed—is still far behind the 
process of empowering local people leading to social transformation. The PB 
process is characterised mainly by non-inclusive and non-deliberative, partly 
due to, firstly, the general voters are not skilled in understanding the technical 
sides of the budgetary process. Secondly, the UP officials work under time 
constraints and strict central government guidelines. Combined with these 
factors, the PB process has been exposed to the risk of becoming a mere 
instrument of political co-optation and clientelist politics. One way out could 
be involving and offering local civil society groups legitimate roles in 
mobilising and educating ordinary citizens and the elected representatives.

Notes
1. UP is the smallest rural administrative and local government unit in Bangladesh.

2. Baragachhi, Damkura, Darshan Para, Haragram, Harian, Haripur and Hujuri Para.
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Abstract: Advertising was transformed into an utterly new level after the invention 
of television advertising. After 2000s we saw a change from the traditional 
advertising including radio, newspapers, etc. to the online advertising. Redundant 
stereotypes can be created in the same fashion as males and females are portrayed in 
advertisements. Commercials often envisage the perfection of the physical beauty 
of females as a concept for male viewing pleasure. Women are classified as loving 
mothers, emotional wives, or girlfriends within the domestic boundary. Studies 
show that this type of image portrayal of women often lead to the difference 
in the relationship commitments by men and women. Advertising in India was 
initiated under the British Regime. The first newspaper was published in the year 
1780 in Calcutta by an Englishman James Augustus Hickey. Radio Commercials 
came into the limelight by two non-governmental transmitters in 18th century. 
Television commercials emerged as a big hit continuing from then till now.
This study analysed the changing landscapes of women as portrayed in TV 
advertisements in India. The study primarily focused on female portrayal in 
television advertisements pre and post 2000 and examines the role portrayal of 
women in both commercial and non-commercial adverts across two time periods. 
In this study the role or portrayal of women in six advertisements aired after 2000 
were examined and studied in detail. The results demonstrated changing landscapes 
of women as portrayed by TV advertisements in India. Prior to 2000 women were 
portrayed in more traditional and stereotypical roles, as submissive and emotional 
creatures within the domestic boundaries. Women after 2000 are portrayed as more 
independent, financially strong, physically active, outgoing, bold, empowered, 
employed, passionate and ready to break taboos associated with ideal woman.

Introduction

Advertising is a multimedia form of communication, spreading non-
personalized information to the customers to make them buy products and 
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attain services (Stanton, 1984). The message sent through advertising is called 
advertisement, which is transmitted using various media forms like radio 
broadcasting, newspapers, TV, billboards, emails, internet advertising, social 
media advertising etc. (Suggett, 2017). The information can be conveyed to any 
a large audience or in a personalized manner, like personal selling. Evidences 
reveal that before the development of the medium of transmissions, Word-of-
Mouth has presumably continued to persist as long as people starte trading and 
exchange goods and services, in ancient times announcements for the sale of 
cattle and slaves was done by shouting or calling out loud in Greece (Schutt, 
Roberts, & White, 2016). The year 2000 before Christ saw development of 
the classified type of media forms which are used for advertising, out of which 
the oldest one can be traced back to the times when the ancient Egyptians 
invented outdoor advertising also called as billboard advertising where they 
slashed public information into steel, notices, and announcements to promote 
products and services to the customers and wall placards were con- structed 
using Papyrus, a thick paper (Michelle, 2013). The period between 11th to 
7th century BC, word-of-mouth advertising as recorded in the bamboo flutes 
has been registered in ancient China (Commercial Advertisement, n.d.) Inked 
papers and signboards were the familiar ways in which advertising was done. 
An advertisement printed as “we buy high-quality steel rods and make fine 
needles” was written on a cube shaped metal panel/plate, usually made up 
of copper, this is believed to be the world’s oldest or the worlds first printed 
medium of advertising (Liu, 2017). 

Following the advertisements on the metal plates, William Caxton, in 1468, 
printed the fi ever advertisement in a book (Kwakkel,), that was the period 
when print media advertising was proposed, but it took almost a whole century 
for the newspapers to come into the category of daily circulated media form. It 
was seen, that by the end of the 16th century, advertisements appeared in most 
of the national dailies in England and other countries, the 16th century ended 
with a nominal increase in the revenue the agencies got by the advertisements 
in the newspaper (O’Barr, 2005). Further development of the Print media led 
to a myriad change from impacting political and personal life and attaining 
universal literacy. Print media undeniably has a very long history. Newspaper as 
a source of prod- uct advertising continued with a monopoly only till the year 
1922, when the fi paid Radio commercial was broadcasted by New York radio 
station WEAF for Hawthorne court apartments in Jackson heights, with that, 
the era of radio advertising began and evidence reveal that behind the birth 
of Commercial Radio was the Bell Telephone Company(MCDONOUGH, 
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2012), initially Radio was presumed to be very infringing medium, but later on 
during the mid-1920s it was transformed into an accepted mode of advertising 
with a rise in the number of people buying and using Radios in their homes. 
Later in this decade Radio advertising turned out to be an inherent part of 
promoting goods and services, it was through advertising that world war one 
got popularity, so it was a win-win situation for advertising and the World 
War I, as the war helped advertising gain much more fame, and advertising 
led to more recognition of the war. Thus, 1920s was the era of remarkable 
exception (O’Barr, 2005). Another classified medium of advertising is called as 
billboard advertising, also called as hoarding which is placed in large de- signs 
placed at crowded public areas which are visible to many people passing down 
the street. Billboard advertising was not that popular before the early 1900s; 
post-1900s saw a change in the use of billboards, there was a rise in production 
of billboards, companies ranging from soaps, shampoos to drinks and foods 
used to advertise products using hoardings. This practice was initiated form 
1913 and is continued till today (Bernstein, 2015). It was not much later that 
another invention in the fi of media advertising was presented in front of the 
world, it was in the year 1941, in which the fi television commercial came 
into sight in the America for the company Bulova clocks and watches, which 
featured Brooklyn Dodgers and the Philadelphia Phillies (Wood, 1958). 

Advertising was transformed into an utterly new level after the invention of 
television advertising. Research reveal that because of its added explicit pictorial 
effects, and visual elements involved, commercializing on television turned out 
to be a favoured media type for advertisers (Boyd, n.d.). Before the 1990s 
television advertising implied significant and notable investments which only 
the big enterprises can afford within all its financial means, but after the onset 
of desktop video, several small businesses were also able to construct television 
advertisements (Hannah & AJ, n.d.). TV advertising creates simulations to 
achieve desired reactions from the targeted audience; television commercials 
are of some seconds including diff t characters each playing a unique role from 
the real lives involving dance, music, etc. Though whatsoever pattern or type 
advertisements may create, Television advertising is all about influencing the 
customers about the targeted products using visual representation which is 
easy to comprehend and allow the customers to get information about the 
product (Sanes, n.d.). After 2000s era we saw a change from the traditional 
advertising including radio, newspapers, etc. to the online advertising with the 
rise in the number of people availing internet services and further up-gradation 
in the world wide web led to complete transformation of advertising, YouTube 
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and other online marketing and social networking sites have gained much 
popularity. (Ganahl, Prinsen, & Netzley, 2003). However, whatsoever may be 
the form of media used for advertising a product, advertising is ubiquitous, 
and is thus a very signification agent to slice out or to mould the perception 
of people about the role of women and men in the society (Gauntlett et al., 
2008). Redundant stereotypes can be created in the same fashion as males 
and females are portrayed in advertisements, i.e. the general notions about the 
physical and social attributes or traits related to gender (How Americans get 
their news, 2014).

Women in Advertisements

All around the world, advertisements are mostly structured using the under- lying 
patriarchal ideology, in which the societal norms and the social organization are 
conspicuous to the dominance and the superiority of the males in the society, 
the social structure is marked by the supremacy of the male head of family, and 
the summation of descent and inheritance following the male line, broadly it 
can be stated as the control or dominance by men and a disproportionately 
greater allocation of power as compared to the females (Lopukhova, 2015). 
Women have always been considered as the weak gender and are objectified in 
every form of advertising media and in every part of the world, objectification, 
many a times leads to insult or degradation of women (Suggett, 2016). Though 
portrayal of women may have diff t meaning in various parts of the world due to 
the disparities in cultures and the traditions present, a women wearing a Saree 
in any advertisement is okay in India, but not in Paris, likewise objectification 
of women may have different meanings but the core scenario remains the same. 
Commercials often envisage the perfection of the physical beauty of females 
as a concept for male viewing pleasure; there are many instances where the 
promoters use women in wrong ways by fragmenting and degrading their images 
to make the product, which is advertised, popular. Studies show that this type 
of image portrayal of women often lead to the difference in the relationship 
commitments by men and women, men usually have a casual outlook towards 
occasional casual and random sex, while women value the feelings involved in 
getting intimate and making commitments in relationships (Dahl, Sengupta, 
& Vohs, 2009). Another aspect of gender advertising (since time immemorial) 
is that women are classified as loving mothers, emotional wives or girlfriends 
within the domestic boundary and are portrayed as the one who is responsible 
for raising children, doing laundry, making delicious food, washing utensils, 
cleaning and sweeping the house and gossiping around with other females. 
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On the contrary males have been portrayed as someone who constantly deals 
with the matters and is the bread earner for the family, little boys are also 
represented to be career focused since their childhood, pampering the girls, 
and protecting their sisters with all their strength. This is the reason why a 
difference is created, and discrimination starts, and girls are believed to be the 
weak gender involved in low position work (Wolska, 2011) advertisements 
often depict that women often love to be dominated. Some commercials target 
skinny woman who are considered ideal for advertising purpose, for increasing 
the sale of their products, this indeed has a very negative implication, because of 
this the definition of what beauty means changes and non-achievement of these 
targets leads to discontent and unhappiness within those people and soon they 
start losing confidence in oneself (Harper & Tiggemann, 2008). For centuries, 
women all over the world are presented in stereotypical forms although the 
interpretation of stereotypes diff across diff t countries, conventional norms can 
be seen in every kind of advertising be it in newspapers, magazines, billboards 
or television, the internet, etc.

Women in Indian Advertisements

Advertising in India was initiated under the British Regime thus synchronising 
with the developments in England, the first newspaper was published in the 
year 1780 in Calcutta by an Englishman James Augustus Hickey, this paper is 
known as the Calcutta General Advertiser or Hickeys Bengal Gazette. While 
newspaper was published in the year 1780s, advertisements started to cover 
the page from the 18th century and the newspaper commercials continued 
to be the strongest and the most dominating medium of advertising till 
the early 90s (Sumangal, n.d.). After the boom of press media was the 
invention of Radio Commercials which came into the limelight by two 
non-governmental transmitters placed in Calcutta and Bombay. In the year 
1930, it was overtaken by the government of India, the government further 
operated them as the Indian Broadcasting Service, under the aegis of the 
Posts and Telegraphs Department. In 1936, its name was transformed into 
All India Radio (AIR) and in 1957 to Akashwani (Xavier & Hashwer, 1993). 
Listed next was the television which was introduced experimentally in 1959, 
by the Akashwani or the All India Radio, the telecasting was limited to three 
days of a week. In the year 1965, regular broadcasting started in Delhi, 15th 
of August in the year 1982 witnessed colour transmission on Doordarshan. 
Regular services extended to other cities apart from Delhi, Asian games of the 
year 1982 held in Delhi proved to be a catalyst for this advancement. (Jurabi, 
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n.d.) and soon television commercials emerged out as a big hit continuing
from then till now.

Whatever the era may be, women have always been portrayed as submissive 
caregivers who are presented doing the domestic work, raising children, and 
pleasing the in-laws or in the ways that are appealing to the opposite gender. 
Looking at the timeline, we can see that in the television advertisements of 
80s and 90s women are portrayed as the one whose duty is to sacrifice for her 
family’s welfare and that she find herself to be fortunate when the males of 
the family value her or recognize her worth (Indian Advertisements and the 
Portrayal of Women, 2015) According to many researches, stereotypes have 
existed in the print advertisements since its very advent, men are represented 
as sole bread earners and handling the financial matters, on the other hand, 
women are always used for promoting household products like washing 
detergents or utensils and the products for male use like men’s perfumes or 
men’s undergarment etc. In the columns related to women in newspaper and 
magazines what all is discussed is gossips, make up, glamour etc. Issues like 
sex objectification of women was also prominent in the electronic media, the 
picture of a woman presented is indecent and profane (Roy, June 2012). The 
advertising agencies have always been dominated by males showing them in roles 
of higher position, strong, protective, non-emotional beings who cannot cry at 
all because according to Indian advertisements only a girl can cry. Commercials 
often consider women as a superhuman of the house who can manage every 
tedious household chore with a smile on her face (Patowary, 2014). Since 
decades advertising agencies have used women for indecent purposes, but now 
we see a difference, the period after the year 2000 can be considered as the 
period of change for the Indian television advertising industry. There have been 
changes in the way women are represented in the advertisements breaking the 
existing stereotypes and taboos. But still, there is a long way to go to bring the 
equality in the portrayal of gender on the television screens in India.

Objective

The study primarily focuses on female portrayal in television advertisements 
pre and post 2000 and thus analysis the changing landscapes of women as 
portrayed in TV advertisements in India. The objectives of the study are:

1. To analyse women’s role in TV advertisements in two different time
periods.

2. To examine the change in the role portrayal of women.
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Methodology 

The objectives of the study were attained by using detailed analytical Method. In 
this approach, facts and information which is available and is attainable are used 
to examine the material critically. In this study, information assessable about 
the portrayal of women in Indian television industry is analysed precariously. 
Information and facts used in this study are availed from the secondary sources 
of data, such as books, magazines, periodicals, journal, articles, and various 
websites.

Women in Indian TV Commercials

The portrayal of Women in television commercials related to products or 
humans, profoundly affects the societal attitudes towards gender image in 
general, because of the wide reach and visual representation of television 
advertising industry. Indian television since its advent has always portrayed men 
and women in certain stereotypical ways following the old norms which were 
considered appropriate by the society. Men in general are mostly de- scribed as 
bread winners where as a woman is either represented inside the house, as an 
affectionate mother who is ready to sacrifice everything for her children or as a 
wife who is always shown in the kitchen making tasty and healthy food at the 
demand of the entire family, cleaning utensils and eventually feeling happy and 
satisfied after its done, cleaning the house in order to make a safe place for her 
family, doing laundry etc. Females are often also portrayed as sex objects in the 
advertisements, some advertisements present women’s image in a very wrong 
direction, like women in the advert of per- fumes, cigarettes, etc. to make the 
product popular. 

Another aspect that is inferred is the physical image of the women, in 
Indian television advertisements women are presented having a fairer skin tone, 
an appealing physique with a revealing attire, and are envisaged as someone 
who always has a big smile on her face even after hours of toiling and tedious 
household chores. Since time immemorial women are always believed to be less 
strong and the one who do not perform stunts, as less confident who cannot 
raise her voice against any issue. As someone who is not comfortable with her 
skin ever and skin tone. According to the marketers females always need some 
protection and pampering from the male counterpart, could not handle the 
the responsibility for the fi matters. 

The Indian TV advertising industry has always considered women as the 
one, who cannot say NO to anything, or raise her voice against anything 
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because she is willingly ready to accept every ill and boring work and perform 
everything for her family without even giving a second thought. Fortunately, 
the period after the year 2000 can be considered as the period of change for 
the Indian television advertising industry. There has been a kind of change 
in the way women are represented in the advertisement breaking the existing 
stereotypes and taboos. But still, there is a long way to go to bring the kind of 
change we the people want in the society.

Several ads are having a take on this issue, but for the sake of this study, we 
are looking at Six Advertisements aired after the year 2000 covering products 
ranging from Jewellery, Fashion, washing detergents, Electric fans, watches, 
Electronic appliances. Dealing with Five issues namely,

1. Woman’s Remarriage

2. Homosexuality

3. Strength

4. Patriarchy

5. Female Education

These are randomly selected from the website YouTube, and these are de- 
scribed in the following sections dividing them thematically under a few major 
issues:

Women’s Remarriage

Tanishq

This TVC was launched by the Indian Jewellery brand Tanishq and was Aired 
on 25 October 2013 to launch the Jewellery Designs in the wedding season, 
this ad is believed to break grounds in advertising. This Advertisement has 
been directed by Gauri Shinde and was created by Lowe Lintas and Partners, 
featuring actress Priyanka Bose. 

Tanishqs remarriage advertisement begins with a bride and some of her 
friends helping the bride to get ready for her wedding with some traditional 
music of shanhai playing in the background. The bride is shown wearing an 
exquisite and elegant set of jewellery by the brand Tanishq for her marriage. 
A young girl is peeping inside the room from the door with a smile on her 
face; the bride asks the young girl to come inside. The girl was dressed up for 
some occasion, and the bride is featured adjusting the girl’s jewellery. Together 
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they proceeded to the wedding ceremony, and the girl sits on the fl or in the 
audience. The bride and the groom started walking around for the Pheras (an 
Indian tradition to walk around the fi during marriage) and the girl hopped up 
and asked the elderly couple seated next to her that she wants to join the bride 
and the groom in this traditional ceremony, later, she asks the bride if she can 
join them, calling her as Mamma, this revealed the relationship between the 
little girl and the bride, her mother waved her to keep quiet and continues to 
walk around, abruptly the groom lifts her up in his arms and then the three of 
them together took the pheras, leaving his bride with a mixed feeling of smile 
and emotions .The advertisement ends on a good note, with the young girl 
asking the groom (Aaj se daddy bulau) if she can call him as father. A voice, in 
the end, says Tanishq- a wedding to remember.

The advertisement named the wedding fi come out with the rendition 
of forwarding looking, empowering and out-going mindsets continuously 
synchronising with the dynamically changing Indian society. The ad depicts 
that when a woman can buy Tanishq jewellery, money or the financial position 
can also come into context, women of today are bread earners for themselves, 
there is a much greater degree of interdependence. This advertisement high- 
lights a very bold and much-needed change of making the women realize their 
potential, raising their voices against the pre-existing stereotypes associated with 
the Widow’s re-marriage in the society and thus believing in herself. It shows 
that for today’s bride and her family what matters is not shoo-shah, gaudy or an 
over the glittery celebrations, what is important is simplicity, and confidence in 

Figure 1: Tanishq celebrates remarriage in Advertising
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oneself, as depicted in this advertisement which highlights a dusky bride, apart 
from the usual fairer ones covered with makeup blends.

People were amazed to see such a bold step to change in the Indian advertising 
industry. Twitter saw the most buzz on the ad with conversations being ruled 
majorly by the hashtags #Tanishq, #AWeddingToRemember, #Remarriage and 
#Advertising. An increase in the number of followers by 203% on twitter page 
was also seen after the release of this wedding film. The twitter handle depicts 
the higher number of mentions, the ratio of the mentions and followers shows 
24.2% greater than the average or usual 2.0% on the social networking twitter. 
Some of the tweets in appreciation were:

A dusky bride with a daughter in an ad? Well done @Tan-ishqJewelry for 
breaking stereotypes with grace & power #tanishq
—Naveen Jindal (@MPNaveenJindal) October 28, 2013

And those who think divorcees are untouchables in India... Please check the 
new @TanishqJewelry ad. The ad celebrates new beginnings
—Mitra Joshi (@mitrajo) October 28, 2013

so proud 2 have lived to see a time in advertisement where caramel skin & 
remarriage r celebrated unabashedly by a leading brand #Tanishq #love
—Masaba Gupta (@MasabaG) October 28, 2013

@sameeratweeter @TanishqJewelry The industry has fi grown up. This is a 
milestone ad.
—Nikhil Kulkarni (@VocabSahab) October 28, 2013

The advertisement was also appreciated by Deepika Tewari, General Manager, 
and Head - Marketing (Jewellery Division), Titan Company who said:

Women have greater empowerment and greater independence. With this 
wedding campaign and TVC our strategy was to position Tanishq as the 
wedding jeweller for this modern Indian woman (bride-to-be), who believes 
in her- self. Remarriage is a reality, and we are simply mirroring that. 
(Ambwani, 2013)

Ambwani (2013) fi this advertisement as a new attempt against social stereotypes 
concerning presentation of women or girl child in TV commercials. She also 
pointed out that there is a gradual increase in such advertisement focusing on 
social change through various media. A parallel and similar campaign were also 
launched around that time by a Chennai-based NGO called Dark is Beautiful 
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with the message Stay Unfair, Stay beautiful. The campaign reflects the trend 
against the social inclination towards the primacy of fair skin.

Homosexuality

Myntra

Figure 2: Myntra features Homosexuality in Advertising

Indian fashion e-commerce marketplace Myntra launched a TVC named 
The Visit under the series Bold is Beautiful released on May 28, 2015, for 
launching the ethnic brand Anouk. This advertisement is conceptualized by 
Ogilvy & Mather and produced by Hectic Content; the ad features Anupriya 
Goenka and Neha panda as a lesbian pair.

Anouk’s Advertisement titled, The Visit, is three minutes twenty-two 
seconds long film that begins with featuring a girl and her girlfriend as 
housemates. One girl with long curly hair is getting ready, tying the knots 
of her blue kurta, a traditional Indian dress for women. Her girlfriend with 
short hair is just getting up from the couch at 16:00 hours to take a shower to 
get ready and meet the girl’s parents. In the meantime, the girl with long hair 
called up her parents to ask where they have reached. Her girlfriend came out 
of the shower; all dolled up wearing an orange kurta stating that she wants 
to be liked by her friend’s parents as she was earlier informed that the girl’s 
mother loves the orange colour. After this, the advertisement features a slight 
anxiety and doubts about their relationship, which were further sorted when 
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the girl wearing blue kurta says that she was sure about them, and they were all 
ready for the day when they would reveal their relationship to the girl’s parents. 
Further, the ad features a sort of chemistry between the two girls playing with 
each other’s hair and kissing on the forehead. The film ended when the mobile 
phone rings and they went out of the house to meet the parents. The ad signs 
off with a note bold is beautiful.

The advertisement titled The Visit brings out the bold, self-confident look 
of modern women who are ready to be real and accept herself in the way 
she is and can even break the subsisting notion of the lesbian identity in the 
Indian society. The kind of attire this advertisement reflects is again a great 
concept because In India wearing Kurta is considered be a safe option, unlike 
other western attires. Also, some people fi hanging traditional wear a sign of 
a different and a shy personality. This advertisement breaks this mindset and 
reflects the two girls having bold personalities. The concept of this advert is 
beautiful and heart-warming, it highlights the fact that love do not consider 
any flaws and rules, the emotional connection, and the courage to stand out 
of the box that changes the way society looks at the lesbian or gay couples, I 
believe its better to reveal than to hide what you feel, and this film does an 
excellent job of making people realise this and stand out as an example of 
thousands of people out there who try to hide their feelings.

The ideology behind the advertisement was given by Avishek Ghosh, co- 
partner of Hectic Content, the production house who said:

We tried to avoid the stereotypes associated with gay people. There was no 
one woman looking more masculine or feminine in the film. We tried to give 
it a candid feel like it is any other couple being apprehensive about meeting 
the parents. (Fernandes, 2015)

The advertisement was also appreciated by LGBT rights activist Ashok Row 
Kavi who said:

This is a bold statement. Lesbians around the world have been in the news, 
they are getting married and fi ting for their rights. This is what society sees, 
same-sex couples living happily, and there is a huge audience that accepts this. 
(Fernandes, 2015)

Women’s Strength

Nirma
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Figure 3: Nirma features women’s strength in Advertising

Nirma, a group of companies dealing in a variety of product ranges launched 
a TVC, named Nirma Washing Powder Ambulance advertisement aired on 
21st March 2011 for promoting Nirma Washing Powder. This advertisement 
is directed by Manan Soni associated with Purnima Advertising. The creative 
team for the commercial is Agnellio Dias and Santosh Pasha. The production 
house is Dungarpur Films. The ad features Anjala Zaveri, Shilpa Anand, Shweta 
Salve and Sonal Sehgal.

Nirma’s Ambulance Advertisement is forty seconds long film that begins 
with featuring some people running out their cars to tag along with the standing 
crowd of some young men and women who were chatting, expressing soreness, 
taking photographs of an ambulance stuck in a nasty mud pit. On seeing this 
sight four leading ladies, namely Hema, Rekha, Jaya, and Sushma (as the music 
jingle plays in the background calling out their names) enter the fi y puddle to 
tow the car out of the mud pool, with all their strength and without bothering 
about the stains of dirt and mud on their neat and clean clothes, the fi ends 
leaving people amazed and the men in front ashamed.

The Nirma’s Ambulance Advertisement brings out the strong, robust 
and a proactive, woman of today’s changing world. The ad shows that the 
female counterpart is no less to male counterpart when it comes to strength or 
power. The portrayal of women somewhere outside the homes is a big change 
in itself, it shows todays modern women are all set to take responsibilities 
in their hands, then be it inside the house or outside the house, this brings 
out a diff rent notion as compared to the ads where a woman is portrayed in 
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stereotypical ways, always in need of security, protection, and pampering from 
the male counterpart. The concept of the advertisement which shows women 
not worrying about the stains of dirt on their clothes is a significant change 
in the portrayal of women in Indian TVC. Gone are the days, when getting 
dolled up, becoming fairer or beautiful, wearing bright clothes is what all was 
associated with the ladies. As compared to the old 90s advertisements, this 
advertisement highlights a change in women’s attire. Also, today’s women carry 
herself confidently and don’t bother about what the society will think. Today 
strong is the new pretty.

The advertisement was appreciated by Manan Soni, Director, Purnima 
Advertising who said: “The TVC has a new dimension. It is appropriate for 
today’s women, who are raring to go. The ad has a modern outlook to it” 
(Gharat, 2011). Gharat (2011) finds this advertisement as a new attempt to 
portray women of today’s changing the world. She also pointed out that today 
women there is a significant contribution by the women of the society. The 
advertisement was praised by Divya Radhakrishnan, MD, Helios Media who 
said:

Advertisements are based on two counts. One, reflection of society and, two, 
aspirational ambiance. Therefore, it can’t stray far from its surrounding, if it 
has to stay relevant to the audience. (Nair, 2016)

The Commercial was also praised by Santosh Padhi, Co-founder and Chief 
Creative Officer, Taproot Dentsu India who said:

Advertising always is what is happening in society. Thirty years back the trend 
was that a woman has to take care of the house, the kids and the daily chores. 
Many detergents, including Nirma, showed women enjoying washing clothes 
and they probably did enjoy it because of how they were raised and what they 
were taught growing up. But in the last 30 years, the role of the same Hema, 
Rekha, Jaya, and Sushma, who were the voices of Nirma, has changed. They 
are still running the houses but they have a different hold in our society. 
(Nair, 2016)

Patriarchy

Havells

Havells is an electrical equipment company based in India which launched a 
TVC, under its campaign Hawa badlegi that was aired on Feb 24, 2013. This 
advertisement is created and conceptualized by the ad agency Lowe Lintas, a 
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marketing communication company. Havells, Advertisement, is a twenty-five 
second film under the company’s Hawa badlegi campaign. A newly married 
couple walks into the marriage registrars office, the officer following the culture 
asked the wife to change her surname after marriage, to this the husband 
explains to the registrar that he would adopt his wife’s last name. A voice signs 
off as- Havells Hawa badlegi.

Figure 4: Havells breaking taboos in Advertising

The Havells Advertisement reflects a change in the mindsets of the people, 
marking the end to patriarchy to some extent in the society. Empowerment of 
women cannot just come into the light with only women standing out for it, 
men of the nation need to raise their voices also. This is a bold step, usually, still 
not accepted by many. The advertisement was also appreciated by Amer Jaleel, 
national creative director of Lowe Lintas and partners who said:

When you create love for your brand, people opt for you. We thought the 
best way to get into people’s mind in such a low-involvement category like 
fan was to put the brand in your head. The communication had to generate 
a fresh breath in consumers’ thinking; winds of change if you like. (Menon, 
2013)

Titan Raga

Titan Raga, a sub brand of Titan dealing in watches launched a TVC, named 
The airport ad aired on the 8th Dec 2014 under the campaign, The New 
Indian women, for promoting female watches. The advertisement fi h a s 
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been directed by Vivek Kakkad from Curious Films, an ad fi production house. 
The ad agency behind the ad is Ogilvy & Mather, and the national creative 
director is Rajiv Rao. The fi features Bollywood actress Nimrat Kaur.

Figure 5: Titan Raga features Woman’s Choice in Advertising

Titan Ragas Airport, is a 65 seconds long film where a girl runs into her ex-
boyfriend at the airport lounge After some conversations, when the guy realises 
that she is not married, he stated that they could have made it worked if she 
quitted her job, this is when we understand what separated them in the fi place, 
to this the girl questioned him that there was also an option for him to quit 
his work, with surprised expressions, the guy answered that his case is different 
and further added how can a man not work, the girl looks at her watch and 
comprehends that her ex-boyfriend is still the same as he was at the time when 
she left him. A voice signs off - Khud se Naya Rishta.

The Titan Ragas Airport Advertisement celebrates the new Independent 
Indian women with a confident and passionate personality .the advertisement 
reflects the portrayal of women in a diff t form, where a woman is not featured 
as some emotional being, who would change herself for a relationship with a 
guy, instead this commercial highlights a bold and an unapologetic elegant 
woman who is passionate about her work and respects herself for her decisions. 
Today’s woman belongs to her before anyone else and will not sacrifice her 
career for any relationship. The advertisement was appreciated by Piyush 
Pandey, executive chairman and creative director of Ogilvy & Mather, South 
Asia, who said: “Raga is an ’evolved’ watch for the ’evolved’ woman of today - a 
woman who is self-respecting and confident.” (Sen, 2014)

According to Raj Nair, chief creative officer, BMB India, the advertisements 
portray the new women of today’s world who said:
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The man comes across exactly the way he is portrayed - a male chauvinist 
pig. And the woman comes across as a self- assured, confident, clear-minded 
personality who has made her life choice - that of leaving her man rather than 
her work. (Sen, 2014)

Presenting his words of appreciation Manoj Bhavnani, senior creative director, 
DDB Mudra West said: “It has been subtly introduced just when she is about 
to put the guy in his place. This brings alive the fact that times have changed, 
and that some people have not.” (Sen, 2014)

Education

Samsung

Figure 6: Samsung features education of  the girl child

Samsung Group, a multinational conglomerate launched a TVC titled, ’We 
care for the girl child published on May 29, 2017, under the #SapneHueBade 
[dreams grew bigger] campaign as a part of its CSR initiative. The film that has 
been crafted and conceptualized by Cheil Worldwide. Directed by Shashank 
Chaturvedi. The singer of the song jugni ve, (the background music) is by 
qawwali duo Wadali Brothers.

Samsungs advertisement ‘We care for the girl child’ is three minutes thirty 
seconds long film which begins with three men waiting outside the hospital, 
praying for a son’s birth, but as soon as they were informed it is a girl, a feeling of 
disappointment covers their faces. The father raised her as his son and constantly 
addresses her as beta. The video features an instance (Firstly, when Seema (the 
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girl) tries to fly a kite and secondly, when she was trying the repair an electric 
board ) the males of the family constantly under estimate and belittles Seema 
because of her gender. Even her father did not accept her as his girl child and 
consider him as a son, and this was reason he allowed her to go out the village 
to study in the Samsung technical school, even after the denial of his brothers, 
who were not ready to send her out of the town because of the stereotypical 
culture that girls that cannot go out of the town and study. In the next part, 
Seema is featured studying at the Samsung technical school in Jaipur, When 
she came back after completing her studies, she solved some technical problem 
in the electric board during a marriage in her house and was appreciated by her 
uncle, father, and every- body present there, the confidence and appreciations 
gives wings to, Seema’s dream, the ad ends on a good note, when the proud the 
father for the fi time called her as pyaari beti (lovely daughter).

The advertisement titled by Samsung as We care for the girl child represents 
that even today there are families where the birth of a girl is considered as a 
disgrace, this video reflects the change in mindsets, and I believe this change 
can only occur if daughters are also given the right to education. Education 
empowers everybody, without differentiating between the genders, of course, 
education is a dynamic and powerful engine of self-confidence which creates 
change in mentality and leads to personal development. The video high- lights 
the fact that, give her wings and let her fly, don’t be an obstacle in her path and 
she will create wonders. This is a real story of a girl named Seema Nagar, who 
went through all this and today Seema stands as a role model for many girls like 
her who are still not accepted by the families and are considered as disgrace, 
well, talking about the theme, this ad is no exception as under the campaign 
called “Beti bacho, beti padho” there are many videos and advertisements like 
this which highlight equality and empower girl child through education, but 
the way this whole film is represented and the way the father in the end says 
that daughter is a daughter brings out the fact that it is only through education 
that equality can exist, though it is a tough road but advertisements like this 
definitely give wings to the dream of those girls there who cannot gather 
courage to even ask for their fundamental rights. Rahul V. Sirsikar, associate 
creative director, World Wide Open said:

It’s actually a well-directed film, and the music portrays the different emotions 
beautifully. I especially loved the fi dialogue where the father recognises the 
girl by her own identity rather than comparing her with a boy. That being 
said, the storytelling is too linear. (Dikshit, 2017).
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Apart from this, the advertisement was shared by a lot of people on the social 
media sites including Twitter, Facebook, etc., under the hashtag #sapnehuebade 
and many appreciations.

Discussion 

Advertisement content in general in television in India have portrayed women 
as a submissive creature within the domestic walls, represented in the traditional 
roles of happy housewives, affectionate mother, caring daughter or a happy 
and hardworking homemaker so there is no exception that the highlighted 
dilemma of an Indian woman is to clean the dirty utensils, wash laundry, 
prepare delicious variety of food, clean and decorate the house, maintain her 
slim film figure, buy daily utilities for the home, make tea for her husband, 
raise her children, sacrifice and adjust for everything giving up her own life 
to be appreciated by her in laws and husband. These stereotypes have been 
attached to the image of women in Indian television advertisements. The 
common stereotypes can be summed up as follows:

• Women works only inside the home/house or the domestic arena.
• Mother is the one who is responsible for raising children.
• Females cannot handle financial and professional tasks.
• She should always be polite and cannot argue.
• She cannot protect herself and needs to be safeguarded by males.
• She will sacrifice almost everything for the welfare of her family.
• She cannot roam around wherever and whenever she wants.
• She must prepare tasty food.
• She must wash all the soiled clothes and utensils.
• She must be pretty then only people including her husband would like

her.
• She cannot be fat and dark, her body should be slim and skin colour

must be fair.

The women not having all the above-stated traits were put into a negative 
light and was not considered as ideal women. These are some amongst a lot of 
stereotypes associated with the Indian women, such notions do exist even today, 
However, when a comparative study was conducted between Indian television 
commercials launched before the year 2000 and after the year 2000, it was 
found that in the pre-2000 period, the degree of stereotypical roles associated 
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with women was much greater as compared to the period post 2000. Some 
advertisements can be seen which are on fi breaking these stigmas and evolving 
as the 21st century Indian advertisements.

Analysing the advertisements present in the period before 2000 it can 
be seen that, only men are the leaders, because of the belief that men speak 
the language of Power and Value, according to the old Indian advertisements 
women has no capability to take decisions, she cannot even buy a pressure 
cooker on her own and it was also portrayed that women always live inside 
the domestic boundaries waiting for her husband to come from the office and 
make food for him. Women are the only one who asks for gifts and never 
pays any bills. Ideal women cannot say no to anything, and she has no choice 
to go against her family on any issue. Also, role of a mother was also very 
traditional, she was the only one responsible for raising up their children and 
imbibing moral values in them, like brushing their teeth daily, washing hands 
with Dettol, etc. In such advertisements a man is rarely the principal caretaker 
of children. It is also believed that women do not talk about ideas, gossip is all 
that a woman do.

Moreover, objectification of women has also existed ever since advertising 
started on the television, companies commercializing soaps and other beauty 
products portray women in inappropriate ways. The advertisements for body 
fragrances for men are the worst example and swell the issue of objectification 
even more. Nevertheless, the scenario is not all the same anymore after an 
entire decade. It’s not that women are no more visualized in traditional roles or 
not at all objectified, but the landscape is changing gradually. There are many 
advertisements published after the year 2000, that portray the new Indian 
women of the 21st century.]

Now, women can be seen raising their voices against the ills happening 
to them, the new Indian women is in no need of protection from male 
counterpart, they are capable enough to handle every situation and even lead 
it. Also, today women are not only concerned about the way she looks, but 
the belief that beauty exists within the self is also persistent today. She acts 
like a responsible citizen of the society and will not hesitate in standing up 
alone if things go against her or when the nation needs her. One more To- 
days women have the potential to juggle up between work and home, thus 
balancing both. She is unapologetically passionate for her ambitions and is very 
much career centric, marriage with a handsome and well earning guy or getting 
dolled up to look slim and pretty is not her only aim. She carries herself boldly 
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and confidently and prefers simplicity over other gaudy things. Furthermore, 
men are not the only one now who are portrayed as playing any tough sports 
and performing physical activities, women are also equally involved in such 
activities, and even women do play outdoor sports. Mothers today are not only 
pictured as the one preparing food and asking her children to wash their hands, 
the role of the mother has also changed, instead of sacrificing her own life, 
she encourages her child to live freely and do let their heart out, the situation 
is dissimilar to what was there during the 90s, where the girls assisted their 
mothers in household chores, and the boys were the one who helped their 
fathers in the professional and financial matters, now girls and boys have equal 
stand in the Indian families. Some advertisements also portray that a mother 
is helping her daughter to learn boxing, this is a highlighted advertisement 
because boxing was considered a taboo for girls. The transformation of the 
advertisements from the portrayal of a woman entirely in the traditional roles 
to less traditional roles has come up to match the awareness and thought the 
process of present ideology.

Today women are not only advertising household products like soap, 
detergents, packed food, beauty essentials or the kitchen appliances, but we 
can also see them buying an automobile on their own, buying jewellery for 
themselves, working as a boss and promoting Telecom products. Indeed, 
portraying women moving out of the house and working at par with the males 
is a big change in the Indian advertisements.

The Tanishqs widow remarriage advertisement (discussed in chapter 2) is a 
big change in itself which depicts the changing landscapes in India, the idea of 
widow remarriage was never brought out on the television screens before the 
year 2000, this describes that the mindset has changed and woman’s remarriage 
is not a social taboo anymore.

Next is the Myntra advertisement featuring Homosexuality, while there was 
no advert taking a stand on this issue before 2000, earlier homosexuality was 
considered as an issue to be mocked upon, there have been three ads talking 
about lesbian and gay couples after 2000. When we look at the advertisement for 
washing detergents by Nirma before 2000, it revolved around the women who 
were doing laundry as responsible and happy homemakers, dancing all around 
and enjoying their work, wearing pure white clothes, giving the message that 
women should enjoy doing laun- dry as washing clothes was considered a women’s 
job. With Nirma and the marketers make it imperative to buy Nirma washing 
detergent if she wants to get appreciated by her family, which was considered as 
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the sole aim of a woman by the advertising agencies, on the contrary in the TVC 
launched for washing detergents by Nirma in the year 2015 (discussed in chapter 
2), where four women are portrayed pulling out an ambulance out of the mud 
pit without showing any concern about the soiled clothes, this highlights that 
Nirma detergent is an add on for a 21st century proactive woman, who is at par 
with the men, to be a liable and strong citizen of the world.

On comparison with the 90s advertisements, strength was not something 
as- sociated with females, in the advert by Limca aired in the 1990s decade, the 
father and his son is portrayed as pushing the car while the wife and her daughter 
sit inside the car. This was because of the belief that women cannot do stunts 
involving strength. Talking about the Prestige pressure cooker advertisement 
launched in the 90s era, where the woman is shown as a submissive creature 
who did not speak any word in front of the shopkeeper and her husband when 
they went to a shop to buy a pressure cooker for kitchen, this again highlights 
that women cannot take even these decisions on her own, on the contrary, 
talking about advertisements like titan raga airport advertisement (Figure 
5) and Havells commercial (Figure 4)) which mark an end to patriarchy in
the society featuring that women can leave her boyfriend or husband for her 
career and that males can empower women too. While there was no TVC re-
enforcing education for the girl child before 2000, Samsungs we care for the 
girl education (Figure 6) comes out as a messenger for change in the Indian 
societies thus eliminating discrimination.

Nevertheless, today also, traditional role of women exists within the roots of 
the Indian television commercials, men are not portrayed frequently inside the 
house, while women can be seen struggling between her work and household, 
however, there are advertisements that present a man taking care of the child at 
home while her wife is out for work.

However, some things have not changed like Objectification of women 
especially in advertisements related to fragrances for men, these advertisements 
indubitably bring out the very wrong mindset that the markets have for women 
in the society. Likewise, women are portrayed as a young, slim and a fair lady 
performing all the task for her in laws and husbands, the physique of women 
in advertisements is a big issue that needs to be handled because advertisements 
reach out to a lot of public in the country, such objectification needs to be 
eliminated from the roots, some commercials also portray that a husband only 
notices her wife when she looks lovely and maintains her fi but this is not 
true, in the real world a woman is recognised by her work and her confidence 



Changing Nature of Gender Portrayals in Indian TV Commercials 39

and not by the way she looks. Gone are the days when the only aspects of 
appreciations for a woman was her perfection in the round chapattis that she 
prepared or her fairer skin tone.

Today’s era is the era of change, change in the mentality of people, change 
in the ideologies and I believe this change is possible because of the increase 
in the literacy among women and men of the country, film independence and 
employment ratio. Today women are not the only one fi ting for their rights and 
issues, but men as well play a significant role by denying to ac- cept the wrong 
done against women. Women are no more portrayed taking any decision by 
drowning in emotions, the literate, educated and aware women of today know 
to say NO, her dreams and passion has no boundaries, today she is breaking 
taboos like widow remarriage and homosexuality, these are one of those topics 
about which no body dares to talk about a decade before. The new Indian 
women respect her decisions and know where she stands; time is changing so 
are the mindsets. Further, the advertising companies understand the fact that 
they cannot gear up the sales and promote their products if they rely on the old 
techniques of portraying the women in traditional roles, since women form a 
large part of the targeted consumers, the approach and methodology need to 
be changed.

Media plays a significant role in constructing an image of the society 
since advertisements are an important socializing agent which people relate to 
with real life situation. The new Indian woman is strong, bold, empowered, 
challenging, passionate and beautiful in her own ways, so the advertisers need 
to portray them in the roles which uplift them and appeal to their emotions. 
The landscape is changing, and the markets are no more trapped in the prison 
of stereotypes (See Table 1).

Table 1 
Table Showing Changing Landscapes

No Issues Product TVC 
(Before 2000)

TVC 
(After 2000)

I Remarriage Jewellery None Tanishq

II Homosexuality Fashion Brand None Myntra
III Strength Household Product

Processed Food
Limca Nirma

IV Patriarchy Household Product
Appliances
Watches

Nirma
Prestige

Titan Raga
Havells

V Education Household Appliances None Samsung
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We agree that the situation has not changed completely but the gradual 
shift which we see in the advertisements discussed in second chapter represent 
that we are moving forward towards an even handed or unbiased society. The 
scenario will change even more when there is nothing like gender difference 
and equality will prevail.

Conclusion

The results demonstrate changing landscapes of women as portrayed by TV 
advertisements in India pre-2000 and post-2000. In total Five issues were 
considered namely, widows’ remarriage, homosexuality, strength, patriarchy, and 
education of the girl child. For this study the role or portrayal of women in Six 
advertisements aired after the year 2000 were examined and studied in detail and 
three advertisements on the same issues aired before the year 2000 were reviewed, 
all these advertisements promoted different products ranging from jewellery to 
clothes, and other fashion accessories, washing detergent, electronic appliances, 
watches and soft drinks. These were studied to conduct a comparative study 
between the portrayals of women between the two different periods.

The films indicate that in the Indian Television advertisements women were 
portrayed in more traditional and stereotypical roles, as submissive and emotional 
creatures within the domestic boundaries in the period prior to 2000 as compared 
to the presentation of women in advertisements post 2000, Women after the year 
2000 are portrayed as more independent, financially strong, physically active, 
outgoing, bold, empowered, employed, passionate and the one who is ready to 
break the existing taboos associated with an ideal woman.

The study emphasizes that portrayal of women by media plays an important 
and a major role in constructing the image as the society see a woman. 
Advertising is ubiquitous and therefore should reflect the changing scenario. 
It was found that the more a brand relates to the real-life situation, more are 
the chances for the success of the brand. Although this research report was 
carefully prepared, very few advertisements were analysed due to the limited 
period. Further research covering a greater number of advertisements would 
substantiate this work. 
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Abstract: Based on a descriptive and fundamental factor-based analysis, this 
study provides a causal explanation for the relevant cases. This justification is 
based on remarks made by individuals and how false information affects the 
Indian audience. Since they were well-known on social media at the time, it was 
challenging to collect data on misleading news for the two random samples. One 
explanation for selecting samples. You must comprehend how each person reacted 
to the truth in order to evaluate it. Based on her results, the researcher discusses 
the context of the movie and her hypotheses. The researcher’s assumptions are 
also mentioned. The study does further our understanding of some of the most 
important traits of false news, such as how it causes people to experience an 
adrenaline rush and how it spreads more readily in India because of the country’s 
diverse population and stark economic disparities. The results show that COVID 
19 has the highest percentage of fake news over the past ten years. Correct. A 
qualitative research is therefore necessary.
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Introduction

The COVID-19 pandemic has not only generated serious challenges for 
worldwide health systems, but it has also fostered a rush of rumours, hoaxes, 
and disinformation regarding the disease’s aetiology, repercussions, prevention, 
and treatment. The distribution of COVID-19 vaccine disinformation on 
social media and other means may damage vaccination confidence. The term 
“misinformation” has a variety of meanings. Misinformation, according to 
Scheufele and Krause, is erroneous information that is the most probable 
outcome of an accident (Scheufele & Krause 2019). (Scheufele & Krause 
2019). Health misinformation, according to Chou et al., is defined as “health-
related claims of fact that are currently inaccurate due to a lack of scientific 
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evidence” (Chou et al. 2018). (Chou et al. 2018). However, for the sake of 
this study, the researcher defined “misinformation” to be a “mother-term” 
that encompassed both (mis and dis) (mis and dis) I faulty information 
shared subconsciously by those who believe it is true, and –(ii) inaccurate 
information shared intentionally by persons who realise it is untrue. When 
there are knowledge gaps or unresolved science, human nature attempts to 
reason, better comprehend, and fill in the gaps, which leads to misinformation. 
False information is transmitted by persons who have no intention of fooling 
others. With a hostile intent, misleading information is actively generated 
and circulated. Vaccine confidence and vaccination rates can be impacted 
by both sorts. COVID-19 vaccine misinformation has largely focused on 
vaccine development, safety, and efficacy, as well as COVID-19 denial (Hoi, 
2019). (Hoi, 2019). According to Harold Lasswell’s opinion, mass media 
play a significant role in information distribution. Information on social 
media spreads quicker in our current technological age, and individuals have 
no means of verifying whether the information is accurate or not. To put it 
another way, social media fosters the dissemination of bogus news. Brennen 
et al. claim that spreading false information about the epidemic has negative 
repercussions for both public health and response efforts (Brennen et al. 2020). 
In addition, a number of industry experts have asserted that social media is to 
blame for the widespread transmission of false information regarding health 
and COVID-19. Twitter, one of the most prominent social media networks, 
may be an effective tool for evaluating public awareness, personal experiences, 
and the requirements for health information. A snapshot of health knowledge 
may be gathered through the analysis of data from Twitter, which can then be 
utilised to inform the delivery of health information in a more focused manner. 
Because of its interactive nature, it also has the potential to serve as an effective 
instructional tool for purposes relating to health-related activities (Sinnenberg 
et. al., 2017).

In spite of the fact that social media is frequently used to disseminate 
information regarding vaccines, it has also enabled easy access to false information 
and ignorant viewpoints, in addition to the denial of scientific findings, leaving 
anxious families vulnerable to loudly voiced incorrect media opinions (Dubé et 
al., 2015). On social media sites such as Twitter, misinformation and rumours 
concerning the present pandemic have swiftly disseminated, which has had a 
detrimental influence on COVID-19-related health behaviour (Tasnim et. al., 
2020). On social media, particularly on Twitter, where anti-vaccine attitudes 
make for a considerable number of tweets connected to vaccination, anti-
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vaccine proponents are quite active. According to the findings of a number of 
studies, being subjected to negative emotions, misinformation, and rumours 
regarding vaccination on Twitter leads to an increase in vaccine hesitancy and 
refusal, as well as a decline in vaccination uptake (Tomeny et. al., 2017; Dyda 
et. al., 2019; Dunn et. al., 2017).

Given Twitter’s popularity and ability to reach a large number of people, 
the researchers decided to do sentiment analysis on tweets in order to gain a 
more comprehensive understanding of how individuals feel about a COVID-19 
vaccine.

Research Objective

The research objectives are as follows:

• To study how far has fake news on social media infiltrated India’s
COVID-19 vaccination campaign.

Methodology

The method include qualitative descriptive case studies. A descriptive study 
is an investigation that collects data in a manner that does not influence the 
surrounding environment in any way (i.e., nothing is manipulated). Common 
names for this kind of research include correlational studies, observational 
studies, and causal studies. “any study that is not actually experimental” is 
deemed to be descriptive research, as stated by the Office of Human Research 
Protections (OHRP). A descriptive study is one that may be used in human 
research to offer data about a group’s typical behaviour, beliefs, or other 
characteristics, such as their natural condition of health. This type of study 
is known as a “descriptive” study. In addition, descriptive studies are done 
in order to demonstrate relationships or connections between the numerous 
aspects of your environment that you are surrounded by.

In a descriptive study, the participants may just talk to one another once 
(like in cross-sectional research), or the study may follow them for an extended 
amount of time (longitudinal study). It is common practise in descriptive 
research for the participant and the researcher to engage in some form of 
interaction, and data collection tools such as questionnaires and interviews may 
on occasion be utilised. Studies that make use of already existing records for data 
collecting and studies that observe individuals in their natural environments 
are both considered to fall under the category of descriptive studies. During 
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these kinds of tests, the researcher has no contact with the person being studied 
in any way.

Case studies are a specific kind of research approach that produce an in-
depth and multi-faceted understanding of a challenging issue in the context in 
which it actually occurs. It is a well-known approach to study that is frequently 
utilised in a diverse variety of subjects, particularly the social sciences. Case 
studies are a method that may be utilised to investigate, explain, or characterise 
events or occurrences as they occur in their natural settings. These, for example, 
can be helpful in grasping and describing the causal links and pathways that 
result from the formation of a new policy or service. This can be done through 
the use of a network diagram. Case studies are a useful method for obtaining 
information that may be used to answer more in-depth “how,” “what,” and 
“why” questions. For example, “how is the intervention being implemented 
and received on the ground?” can be answered using case studies. In contrast 
to experimental designs, which aim to test a specific hypothesis by purposefully 
manipulating the environment (such as, for example, in a randomised 
controlled trial giving a new drug to randomly selected individuals and then 
comparing outcomes with controls), the case study technique can provide 
more information about any delivery gaps or the rationale behind the selection 
of one implementation strategy over another. For example, in a randomised 
controlled trial giving a new drug to randomly selected individuals and then 
comparing outcomes with controls. As a direct consequence of this, theory 
may either be developed further or improved.

The researcher uses these methods as a means of deriving the length in 
which fake news has infiltrated the minds of the Indian public when it comes 
to fake news on social media 

Misinformation on Social Media about COVID-19:

The propagation of erroneous information is as ancient as mankind itself, and 
it is a dreadful concomitant of the modern digital image that the transmission 
of medical deception is being magnified and accelerated (Perakslis & Califf, 
2019). In order to advance their own agendas, a lot of people are spreading 
purposefully incorrect information on social networking sites like Facebook, 
Twitter, YouTube, and WhatsApp. This creates an environment of uncertainty 
and panic, which helps those people further their own objectives. The spread 
of untrue rumours has also gotten easier because to the rise of social media 
as a distribution channel. In the current day, which is characterised by the 
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development of fake news and disinformation, it is conceivable for incorrect, 
inaccurate, or deceptive medical advice to be delivered all over the world 
before anybody has the time to contradict it (Ali et. al., 2021). The social 
media platforms such as Facebook, Instagram, Twitter, YouTube, Snapchat, 
Reddit, WeChat, and Tencent are at the centre of the problem. Right now, 
we are dealing with a crisis of public understanding on a magnitude that has 
never been seen before. On the various social media platforms, erroneous 
information may be purposely spread or unintentionally spread without the 
user’s knowledge. It has the potential to expand rapidly because to the fact that 
virtually anyone may communicate with virtually anyone else online and that 
there are billions of people online every single day. In addition to this, it has 
become widespread across a variety of digital sources that do not have editorial 
control, and it is simple to believe or take seriously (Paul W. Armstrong, C. 
David Naylor, 2019). Platforms like as these, which also operate as facilitators 
for the distribution of false information about Covid-19, are responsible for 
the propagation of misinformation to an ever-greater extent.

Tedros Adhanom Ghebreyesus, the Director-General of the World 
Health Organization (WHO), took note of the urgent actions that need to be 
implemented right now in order to confront the “coronavirus infodemic,” and 
he mandated that these measures be taken immediately. He also took note of 
the urgent actions that need to be implemented right now in order to confront 
the “coronavirus infodemic.” This infodemic makes it more difficult to respond 
to outbreaks since there is a growing public misunderstanding regarding the 
credibility of information sources. It does this by disseminating false rumours 
and claims that are exaggerated and cannot be proved, which in turn produces 
fear and panic. Even after the COVID-19 pandemic is over, governments, 
public health authorities, and digital enterprises will still be required to not only 
promote digital literacy but also combat the irreversible post-truth age that has 
been generated by the influence of social media. This requirement will remain 
in place even after the pandemic has been contained. Independent of any efforts 
made by the platforms themselves, policymakers and civil society organisations 
could take steps to improve media literacy by implementing programmes that 
could potentially have an effect on the patterns observed in social media. This 
would be a step that would improve media literacy (Brindha et. al., 2020).

Case Studies

Case study 1: A video of a man and a woman posing for vaccination images has 
been spreading on social media, with the assertion that authorities in Tumkur, 
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Karnataka, are faking it for the cameras by receiving Covid-19 injections. The 
video shows the man and the lady posing for the photos in front of a white 
background. A nurse may also be seen in the 43-second video appearing to 
pose as though she is injecting the two people in question. The Anti-Fake 
News War Room of India Today came to the conclusion that the allegation was 
not true (AFWA). Both the district health officer (DHO) for the Tumakuru 
area, Nagendrappa, and the principal of the district health coaching centre, Dr. 
Rajani M, are featured in the video. In response to a request from the media, 
they struck a stance for the camera. They were reportedly immunised later that 
day, as stated by the district magistrate for the Tumakaru area.

The district magistrate of Tumakuru, Rakesh Kumar, has stated that the 
officials who can be seen in the video did, in fact, get the vaccination. The 
procedure of immunisation was held up on that particular day as a result of 
technical issues. For instance, the Co-Win programme did not automatically 
allocate sessions to registered applicants; as a result, the assignment of sessions 
had to be done manually by the relevant authorities. On the other side, the 
media could hardly contain their excitement as they awaited the beginning 
of the formal immunisation procedure. Because of this, the authorities posed 
as they did in the manner that they did. They were all vaccinated at a later 
time. In addition to that, they informed the appropriate authorities about the 
incident by submitting a report (Dheeshma Puzhakkal 2021).

Case Study 2: A video clip has been going around on social media networks 
showing a number of military personnel collapsing and falling to the ground 
while they are out in the field. The caption that accompanies the video that 
has gone viral asserts that the army men passed out as a result of receiving a 
vaccine for the coronavirus. In addition, it mentions that a number of troops 
experienced heart attacks as a direct effect of the conflict. Following the 
dissemination of the message that contained the video clip, it has been widely 
disseminated through various digital media.

The Press Material Bureau (PIB) conducted an investigation to debunk 
the misleading information and came to the conclusion that the claim made 
in the viral video is not true. PIB continues by noting that the fainting episode 
happened because to the high temperatures and humidity that were present 
throughout the training session. There is absolutely no comparison to be 
made with the COVID-19 immunisation. On various social media platforms, 
countless comments on the vaccines have been published, many of which are 
false and/or misleading, and the COVID-19 vaccination campaign has been 
running since the beginning of January.
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Findings 

The most important findings from the events lend credence to the theory that 
there is such a thing as fake news when the vast majority of people think it to be 
genuine. The vast population of India contributes to the rapid dissemination 
of false information. In the first case study, we have no trouble seeing this 
at all. Fake news is debunked and eliminated whenever the general public 
acquires knowledge about a topic from a trustworthy source. The research 
came to the surprising conclusion that people frequently fail to learn from 
their own mistakes and continue to make new ones even after doing so. This is 
made abundantly clear in the second case study, in which the consequences of 
vaccination are mostly discussed with the intention of convincing individuals 
not to obtain the vaccine. According to the findings of study that looked at case 
studies and how people reacted to them, one instance of verifying that a piece 
of fake news is untrue does not prevent individuals from making the error 
repeatedly. until it is impossible for anyone to differentiate between the two.

Conclusion

According to a highly descriptive and fundamental factor-based analysis, all 
that this study does is offer a causative explanation for the incidents that are 
in question. This explanation is based on descriptive observations of people’s 
responses and how much of an impact the fake news had on the Indian 
audience. One of the limitations of the study is that it was difficult to obtain 
data on fake news for the two samples that were picked at random since they 
were the films that were trending the most on social media at the time. This 
was one of the reasons why the samples were chosen. However, in order to 
determine the reality, it requires a significant investment of time and effort to 
comprehend the manner in which every single person responded to it. As a 
consequence of this, the researcher discusses the context of the video as well as 
the hypotheses that she developed based on her observations. Additionally, it 
includes the researcher’s preconceived notions on the topic matter. However, 
the study does contribute to our understanding of some of the most important 
aspects of false news, such as the fact that it makes people feel as though they 
have a surge of adrenaline coursing through their bodies and the fact that it 
spreads much more easily in India than in other countries due to the diversity of 
the population and the stark economic disparities that exist there. According to 
the analysis, COVID 19 was the source of the greatest quantity of bogus news 
that we have come across in the past 10 years. This statement is accurate. As a 
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consequence of this, there is a compelling argument for include a qualitative 
element in the research.
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Abstract: In recent years, people from all walks of life have become increasingly 
aware of gender differences. Under the context of new curriculum changes, 
attention to individual student diversity becomes one of the most important 
doctrinal and ethical subjects, and gender diversity is a necessary link. This 
concept is based on the teaching of English higher education in high school, 
beginning with the point that “gender differences are the differences made by 
men and women in the learning profession”, and prioritizes opposing approaches 
to teaching differences, ranging from gender differences to English learning in 
various sports, such as English learning style, learning memory, the motivation for 
learning and the concept of gender diversity and the choice and implementation 
of a learning strategy. This paper aims to find the negative impact of gender 
and cultural differences in English language learning and to improve the higher 
education of English-speaking students to some degree. Such results support 
language and social discovery that female students outnumber men as they 
are more open to new forms of language in the target language and complete 
different language forms from language target systems more easily than their male 
counterparts. However, these findings were not reflected in the observations of 
student and teacher. Both groups had a strong belief that gender played a major 
role in learning English. This paper summarizes by describing the specific impact 
of gender and culture on English learner and education as well as outcomes for 
education policy makers and foreign language teachers.
Keywords: Learning English, teaching, gender, education

Introduction

At Present, the English language is widely regarded, and is widely accepted as 
an international language, so being able to use this language is a very important 
skill. When a person decides to learn English as a second language, it is 
important to know that they are also learning through culture the language in 
which they are bound. It is often said that language and culture are inseparable 
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from society. One would think that language without culture is nothing and no 
culture without language. In terms of vocabulary, for example, culture plays a 
role in the vocabulary of words and can change the statement as a whole. In the 
sentence, “Dressed in white, you approach with tears in your eyes.” for westerners 
and other people who believe in marriage; they may imagine a young woman 
wearing a white dress celebrating her wedding day. It is understandable that you 
know that it is customary for a bride to wear a white dress at her wedding. But 
for Chinese people, wearing white is a symbol of mourning; they wear white 
when a family member or relative has died. To learn the language completely, 
one needs to not only listen to it but also to have a good understanding of its 
culture and to maintain a deep understanding of its culture. With this kind 
of practice, they can make language learners understand the context of the 
language while learning the language itself. Shishavan and Sadeghi (2009) 
believe that in order to maximize the effectiveness of any education system and 
the quality of the learning process, teachers are more efficient and effective, 
and they are the only ones who should manage. A year later, Shishavan (2010) 
added that the Teaching English as a Foreign Language (TEFL) has a specific 
structure, and that more important relationships should be given to teacher-
student relationships, especially in countries where language learning is most 
prevalent in the classroom. Teachers, in general, and English language teachers, 
in particular, play an important role in the success of their students and in 
achieving lessons (Steward, 2015). However, that is not a requirement for them 
to view them as effective teachers from the student body. The word “work” itself 
varies from person to person and from culture to culture. Moreover, what a 
teacher must do to be successful in the eyes of his students is a complex matter. 
Culture can explain such an important issue. Many researchers have gone to 
great lengths to define what it means to be an effective teacher or to be a good 
teacher; some of them are problematic from the perspective of students and 
some from the perspective of researchers and the third major sector from the 
perspective of the teachers themselves (Humphrey, Wechsler, & Hough, 2008) 
but almost none, to my knowledge, once attempted to explore the role of 
culture in shaping students’ perceptions of teachers which is the main purpose 
of this research paper.

Culture

Defining culture is not an easy task because differences in interpretation arose 
through cultural and scientific changes. However, issues common to the formal 
formation of culture are more than differences. The majority of pioneers in the 
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field of culture have acknowledged that culture incorporates values, customs, 
beliefs, values, and traditions shared by society and use them to make judgments 
and interpret interpretations (Gallagher, 2001; Tylor, 1871). Therefore, the 
indisputable fact is that culture is a shared system that plays a very important 
role in communication. Human anthropologist E. Holo was the first to divide 
communication on the basis of culture into two types, so we got the so-called 
high culture and low culture. According to Hall, the main difference between the 
two types is how communities transmit and interpret messages. Those who have 
more to say, using words than symbols and body language (in other words: strikers 
around a tree) are called low-income communities (1971). On the other hand, 
body context, consisting of tone of voice, facial expressions, and body actions, 
that is, non-verbal communication, plays an important role in determining what 
Edward calls a culture of high content. Hall descriptions present a complete 
picture of people interacting, either verbally or indirectly. However, Hofstede 
(2009) emphasized having his own mark; raised the magnitude of the two 
cultures. Personal autonomy, which means the most straightforward words, refers 
to personal freedom and achievement. On the contrary, the reunion emphasizes 
the integration of people into a larger group. In other words, Hofstede’s size 
reflects the interaction between the people in the larger picture. In addition, 
he coined new terms to describe the relationships between each senior official 
(executives, principals, directors, ministers, presidents and chiefs). The highest 
level of power was the first to pay close attention to the sign of authority. They 
traditionally accept a different distribution of power. Low energy people expect 
to be involved in decisions that affect their health (Hofstede, 2009). 

Culture and curriculum

The term “curriculum” has many meanings based on the views of participants, 
example- teachers, students, administrators, researchers, assessors with their own 
agenda. Early curriculum definitions were limited to curriculum concepts such 
as the collection of information, subjects, or enduring concepts of mathematics 
and mathematics, grammar, literacy and numeracy (Dzuback, 1991; Schwab, 
1969). However, the final experience shows that the curriculum is “structured 
outcomes” (Marsh, 2009) or items that serve the purpose of promoting learning 
(Morris & Adamson, 2010) or “all the experiences children have under teacher 
guidance” (Allan, Caswell, Campbell, and Rakitin, 2019). Culture or cultural 
transfer is the way we, as a society, pass on our culture from one generation 
to the next (Bishop, 1991). Parents, in the lives of young people, are often 
the initiators of such a process, inculcating in children a variety of beliefs and 
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practices that are considered socially acceptable in their culture. However, there 
are many factors that play an important role in this process, such as news, the 
internet, and schools. Schools say three critical things; teachers, colleagues and 
curriculum. Many researchers believe that those three components play a key 
role in shaping a child’s personality after parents (Bekerman & Kopelowitz, 
2008). Barton & Armstrong define culture as the “human way of life” of dress, 
food, speech, forms of worship, worship practices, and their art (2007). The 
curriculum plays a major role in the transmission of culture; a way of life known 
from one community to another can be created through education. One way 
in which the curriculum is closely linked to culture is in the process of tackling 
social unrest (Nola & Irzik, 2006). It is believed that culture should not be 
limited to the study of four skills but should also be accompanied by a first class 
that the teacher says will learn any language (Kramsch, 1993). Al-Ja’bari has a 
similar idea, but he said that in the English study of Palestine, culture is often 
overlooked in the EFL or, otherwise, it comes as a supplement to language 
teaching (2010). Reviving his claims, the researcher said that although a 
letter issued by the Palestinian Ministry of Education stated that there was an 
emphasis on improving cultural understanding of English columns, it appeared 
that the Department had not shown a valid application.

Gender

Gender is a socially constructed definition of women and men. It is not the 
same as sex (biological features of women and men) and it is not the same as 
women. Gender is determined by the pregnancy of the functions, duties and 
roles assigned to women and men in society and in public and private life. The 
gender approach is different because it focuses on women and men and not on 
independent women alone. 

• The differences between the interests of women and men even in the
same house and how these come together and are expressed.

• Meetings and positions defining the position of women and men in
the family, community and society as a whole, where women are often
dominated by men

• Differences between women and men, depending on age, wealth,
ethnic background and other factors

• Gender roles and relationships change, often very quickly, due to social,
economic and technological factors.
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Gender equality requires equal enjoyment by women and men for socially 
important assets, opportunities, resources and rewards. Gender equality does 
not mean that women and men are the same, but that their opportunities and 
life prospects are equal. Gender analysis looks at the socio-economic differences 
between women and men at each stage of policy development with the aim of

• Identify the potential impact of policy, program and legislation on
women and men;

• Ensuring equitable outcomes for women and men, boys and girls, in
the design and implementation of measures

Gender differences in learning strategies

Learning strategies are a way for students to store and process information. In 
terms of information processing, linguist Mott divided strategies into three 
categories: encountered cognitive strategies, cognitive strategies and social / 
affected strategies. With the right strategy, students can correct misbehavior 
in finding a second language at any time, create more self-study guides, and 
higher efficiency. From what we have seen every day in teaching, it can be easily 
found that the English girls ‘strategy knows better than the boys’ strategy. Their 
learning strategies include program and presentation. A good school culture 
can be described in detail (Character Education Partnership, 2010):

• A social environment, including a safe and caring environment in which 
all learners feel welcome and valued, and have a sense of ownership of
their school; this helps students in their moral development

• An attitude, in which all learners in all classes are supported and
challenged to do their best and achieve quality work; this includes
a rich, strong and attractive curriculum, as well as a strong teaching
curriculum

• Laws and policies that hold all school members accountable for a high
standard of learning and behavior

• Values   and practices built on shared values   that respect and strengthen
the educational and social standards of the school

• Structures to give staff and students a voice, and share the task of
resolving problems and making decisions that affect the school
environment and their general health

• Effective ways of working with parents to support student learning and
growth of students
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• Relationships and behaviors that build a professional culture of ethics
and ethics.

Specific Teaching Steps

In view of the above, we can clearly come to the conclusion that our teachers 
should teach on the basis of gender diversity in teaching a second language. 
For female students, what we should pay close attention to is: First, teachers 
should take advantage of their critical understanding, and make full use of 
the concepts of comprehension theory and girls are more likely to understand 
the visual language described, and to produce or rearrange the memory 
representation to create a new image. We should therefore maximize their 
benefits of making them fluent in second language. Second, to incorporate 
information on memory, teachers should actively guide the girl in using image, 
emotion, memory, motor memory and better memory for boys, and improve 
their memory and their ability to learn English in various ways. Thirdly, we 
should guide them to understand how to summarize a series of comprehensive 
experience and reading materials carefully, allowing them to gradually 
articulate an important element of common sense in order to improve general 
performance and abstract thinking, thus improving overall English learning 
performance. For boys, more attention should be given to the following aspects: 
First, teachers should lead them to fully play to become acquainted with the 
strong points of abstract thinking and the ability to summarize, and to fully 
grasp the logical knowledge of teaching materials. Therefore, they can use these 
benefits to get them a good mark in the English subject, especially in the case 
of gestalt filling and learning comprehension. Second, we should guide them to 
take full advantage of their memory and comprehension to improve memory. 
For example, we can use integrated memory and cognitive memory to improve 
their memory performance, in order to improve their word processing. Third, 
to show them that they have to consider material objects with understanding, 
and to strengthen their visual imaginative training in second language 
learning. They can quickly set a new picture of things, and improve their 
visual acuity, level of precision hearing, comprehension, so that they make it 
necessary for them to think in pictures in English learning and get good marks. 
Fourth, it led them to talk to girls as much as possible to develop language 
sense and language skills, and to actively direct them to read English essays 
simultaneously to increase their knowledge, and strengthen writing guidance 
and improve overall performance. However, gender differences between high 
school students do their homework with a different color of sex and senseless 
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devotion. As educators, we must not only have the ability to guide students 
to give full play to their gender advantages, but also to allow male and female 
students to learn and challenge each other in collaborative learning, constantly 
making learning progress.

Conclusion

By comparing and analyzing the factors that affect male and female students 
in education for second language acquisition, it is not known that male and 
female students are different from second language acquisition. Therefore, 
the differences between male and female students in the second language, 
especially in English, should draw the attention of students and teachers. 
We educators need to embrace this type of diversity, attach importance to 
these differences in terms of gender diversity, learn their conceptual benefits 
in the teaching of gender diversity, and improve the effectiveness of English 
teaching and learning. As education staff, we should teach according to the 
characteristics of male and female students and the provision of educational 
materials. And we must not only understand the differences between male and 
female students psychologically, to correct uncommon sexual discrimination 
and gender stereotypes, we must do more in terms of educational differences, 
and at the same time, but also play the right benefits male and female students 
according to teaching differences to help them avoid short points. It is therefore 
recommended that collaborative reading, especially a collaborative learning 
group for boys and girls in language teaching in high schools.
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Abstract: As Bapsi Sidhwa is in her real life so are her women characters in her 
fictional world. The protagonists in her novels are females who are in constant 
search for meaning and value of life. Along with it they also try to cope with the 
parental, societal and cultural pressures in life, but at the same time if they find 
their very life and identity in danger they throw off all the shackles and deny to 
flow along the current and refuse to submit their individual self. Bapsi Sidhwa 
in her novels traces a woman’s journey from self-sacrifice to self-realization, from 
self-denial to self-assertion and from self-negation to self-affirmation. 

Keywords: Man-woman relationship, anguish, frustration, struggle, quest. 

Introduction

Women novelists have been presenting females as the centre of concern in their 
works. A woman’s quest for identity is a recurrent theme in their fiction. The 
quest for identity, need for freedom and the need to be accepted as a human 
being has been the motive of Bapsi Sidhwa’s writings. Her woman protagonists 
are caught in the conflict between responsibility to oneself and conformity to 
the traditional role of wife, daughter, sister etc. they do not accept to be merely 
an object of gratification. They struggle to seek a balance of power between the 
sexes. As Randhir Pratap Singh, points out that Sidhwa’s protagonists try to 
escape from the shackles of patriarchal society, “All her novels are gynocentric 
but her second novel The Pakistani Bride, based on a real-life story, is an exclusive 
paean to women’s zest for life, their adaptability and indomitable courage.” 

The Pakistani Bride is an impeachment of the Kohistani community with 
regard to its brutal treatment of women. Zaitoon, the protagonist of the novel 
is introduced for the first time as a yong girl along with her parents Sikander 
and Zohra on the Indian side of Punjab province. Zaitoon, whom everyone 
called Munni at that time, saw her parents killed before her eyes during the 
attack on sikhs.. It is than she blindly runs to Qasim and clings to his legs 
saying “Abba, Abba my Abba!”1 Moved to tenderness Qasim says, “Munni you 
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are like the smooth, dark olive, the Zaitoon, that grows near our hills… The 
name suits you… I shall call you Zaitoon.”2 Thus Randhir Pratap Singh rightly 
said:- 

Munni thus becomes Zaitoon and Qasim her new father. By thrusting herself 
on Qasim, she makes it amply clear at the very beginning that she is not going 
to be cowed down by adverse circumstances. She is of humble origin but 
being naturally equipped with courage and forbearance, she can overcome 
any difficulty in life. (Sidhwa) 

At the refugee camp in Lahore, Qasim and Nikka Pehelwan who was from 
Pannapur in Amritsar become good friends. Nikka’s wife Miriam has no child 
hence she treats Zaitoon like her own daughter. Zaitoon is sent to a school till 
class 3, but at the age of eleven when she becomes pubescent, Miram suggested 
Qasim to stop sending her to school and starts to train Zaitoon in household 
chores. In the spare time Miriam takes her to neighbours and through this we 
get a clear description of the treatment given to women, they were expected to 
live in the four walls of the house. 

Rooms with the windows open to the street were allotted to the men: the dim 
maize of the inner rooms to the women- a domain given over a procreation, 
female odors and the interminable care of children. Smells of urine, stale food 
and cooking hung in the unventilated air, churning slowly, room to room 
permeating wood, brick and mortar. Generation of babies had wet mattresses, 
sofa and rugs spilled milk, sherbets and food and wiped hands on ragged 
curtains; and just in case smell should fade, armies of new born infants went 
on arriving to ensure the odours were perpetuated. (Sidhwa) 

The description shows the pathetic condition of a woman in the house. Similarly 
decision making is only a right and the power of men. Whatever men decide 
women were suppose to blindly follow it without any objection or resistance. 
When Qasim decides to marry Zaitoon to a man of his own tribe, Miram 
opposes it and forces Zaitoon to reject her father’s decision. But Zaitoon on the 
contrary neglected her suggestion by mentioning “I cannot cross my father.”3 
Hence it can be rightly said that: 

The rules for women of the household are never fixed and continuously shifting 
thus preventing one from resisting and creates an unstable atmosphere which 
means that “wife” is an ambiguous and not a closed position. The women 
become “spaces” on which the “status” of “their” men is marked, they could 
either be husbands, fathers or brothers. The notion of “honour”, “shame” 
and “social position” are all imposed on a woman’s body and actions attain 



Treatment of Women in Bapsi Sidhwa’s the Pakistani Bride 63

honour and status.Thus the incessant obsession with men to have “control” 
over their women. The society places man’s “honour” in the achievement of 
his woman’s rather than his own.4 

The society reflected through the novel clearly shows that men are considered as 
God whereas women as non-essential entity. So Zaitoon worships her husband 
Sakhi. “She wanted to touch not his face but his feet to rub her lashes on the 
soles of his feet and kiss them; to hold his legs to her bosom in an ecstasy of 
devotion.”5 Zaitoon fails to emerge beyond the system in which she grew up, 
she considers her husband as her God and could not understand that for him 
she was just like a puppet or a commodity which he used as per his needs. As 
we see in the novel, “She now lives only to placate her husband. He beats her 
on the slightest pretext but she bears him no grudge, like a beast of burden she 
toils all day. Her instinct for self-preservation alone keeps her going.” (Sidhwa) 

Due to Sakhi’s persistent brutality Zaitoon gradually and ultimately realises 
that this weakness of her own self was killing her, and it was time for her to 
break the shackles and free herself from this suffering. She ultimately decides to 
run away from the place. As she now knew that in flight alone lies the hope of 
her survival. For nine days she wandered through the mountains to reach the 
army for help. She believes that Major can help her. Sakhi after knowing his 
wife’s act decides to find and kill her. Killing women is considered as a code of 
honour. “It would seem that the entire code of honour of the tribe rests on the 
notion of sexual superiority and possessiveness.” 

Conclusion

Thus Zaitoon’ s act shows her existential struggle of a woman who denies 
to flow along the current and refuses to submit her individual self. In Bapsi 
Sidhwa’s novel, ThePakistani Bride, the protagonist, Zaitoon experiences the 
agony and suffocation in a male dominated and traditional bound society, but 
still, “The prime concern of Sidhwa’s women is preservation of life. Despite 
being brutally treated everyday for months together, Zaitoon, for example, 
does not commit suicide. She is raped by two men for two hours on the beach 
of the river Indus but she doesn’t jump into the river to end her life. Probably 
she feels one can fight only when one is alive.” 

Therefore, The Pakistani Bride presents the patriarchal society of Pakistan 
and women’s status in that society. As the novel is based on a true story, in 
which the young girl showed utmost courage and Sidhwa was influenced by 
her. Her struggle against the norms of a patriarchal society. Though the true 
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story ends tragically, Sidhwa allows her protagonist to run, fight and survive 
against all odds.
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Abstract: Letterforms takes the shape of reading materials that plays an important 
role in our daily life for communication purposes. But there are also other forms 
of visuals like logos, mascots, identity marks that we come across in newspapers, 
magazines, advertising messages, poster, textbooks, packaging etc. that not only 
plays a dominant role in reading messages and information but also claim to be 
used as a very vibrant visual element in expressing the content and value of the 
message in order to transfer an idea of the textual message into an assertiveness 
visual expression through standardised colour scheme, space, personality, in an 
effective and expressive way. In this context, the paper focuses on the important of 
the application of visual identity design in the shape of a logotype or a letter mark, 
which is a form of brand identity design where the letters, numbers, minimal 
forms takes the shape of pictorial marks in order to identify and distinguish any 
consumer brand, corporate institution, product by its name from another brand. 
The study focuses on the understanding of various anatomical components of a 
brand identity, research and design process, and concept development process for 
better understanding on the visual identity design in terms of the structural form, 
colour scheme, and typographic systems.

Keywords: Typography, logo, graphic design, typeface, visual communication.

Introduction

The written words in the form of letters that we see around us in books, 
poster design, magazine, signs etc. are meant to be read which also designed 
to be recognised for any visual communication purpose. Designing and 
expressing with type for the purpose of visual communication is many fold, 
where typefaces are the key tools of communication. It is analytic, instructive, 
dramatic and creative, at the same time it is conceptual in character which 
tends to become interpretive. It is a refined expertise which transforms written 
language to visuals in order to make it a more appropriate communication 
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device. They convey information as well as creates emotions. An important 
aspect of understanding typography and it function lies with a distinct, 
consistent visual design forms known as the typeface that influences visual 
communication through its appearances and legibility in the form of logo/
logotype. It is an important element of visual communication among a wide 
range of communication tools extensively used in printed forms specially 
brand identity, brand name, advertising and promotional materials, display 
types etc. A wide recognition and faith on the brand lies on the projection of 
the image of the product, institution, and name in the form of brand name 
and brand identity that’s takes the shape of many visual identification marks 
irrespective of its application and consumer acceptance. Since brands has 
become an integral part of our society which are used to promote everything, 
therefore it is important for any consumer to understand the key components 
of a brand which takes various vocabulary of expressions, irrespective of its 
structural form and design process.

Brand Anatomy

Every brand, institution, product takes a unique shape of representation 
where certain key components and structure makes the brand identifiable and 
distinct from one another that makes an impact on the buying proposition 
of a product. The key consideration for a identity design lies upon the shape, 
colour, symbolic interpretation and more precisely the letterform used as an 
identification mark. 

A logo can take various forms like brand name, brand mark or brand icon 
that symbolises the value quality and promise offered by the manufacturer 
that build up the brand image. It is defined as a corporate visual identity of 
an organisation that represents its reputation, image. Appropriate content and 
style of a logo creates an effective logotype that may take the shape of pictorial 
mark, abstract mark, wordmark, combination mark, symbolic letterforms or 
letter mark, badge marks and mascots.

Letter marks: Letter marks makes use of the typographic presentation 
that may use the initials of the letterform in order to minimise the special 
arrangements. For example Hewlett Packard, General Electric makes use of 
the initial letter of the name instead. One key consideration with this type of 
identity design is the typographic systems utilised to bring about the essence 
of the image. Application of appropriate type weight add visual appeal to the 
design.
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Pictorial marks: Contrast to letter mark, pictorial mark combined picture 
with letterform. A combination of letter mark and picture is the salient feature 
of the visual design. They are the simplified form that utilises symbolic icons 
to represent the brand. Twitter for example is a unique example that utilises 
symbolic presentation of bird.

Wordmarks: The word based logos are known as the wordmarks. What 
separates the letter mark from the wordmarks is that letter marks are the initial 
or abbreviated or acronyms while the wordmarks are the entire word. The most 
important aspect of the visual identity design is the recall value which is harder 
to remember if the name is long. Artistic fonts, individual letter shapes, type 
weight are considerable aspect of design process for a successful wordmark. 
NASA, GOOGLE, ISRO etc. are the typical examples of wordmark.

Abstract marks. Whereas pictorial marks use images of real things, abstract 
marks makes use of original shapes to represent the brand. Abstract marks are 
the minimal representation of the essence and value of the brand that requires 
shape psychology, colour application and may not be typographic dependent 
in nature. NIKE, PEPSI, ADIDAS etc. utilises the best abstract forms for 
brand positioning. 

Combination marks: As the name suggests, combination marks makes use 
of both letterforms and pictures as the key components of the visual identity 
design. They are best suited for customised brand identity design that creates 
easy association between the pictures used and the company name. KFC, 
BURGER KING utilises the pictorial as well as a distinct colour scheme and 
typographic systems to represent the completer picture of the brand.

Design and concept development process

A successful visual identity design is made up of series of interlinked elements 
that all aim to communicate the value of the brand through visualisation. The 
foremost task for any design process is the research on the problem in the 
design that start with the analysis of the existing design which is a detailed 
examination and evaluation that involves asking questions and seeking 
evidences. The creative brief is the next step to put forward the summary of the 
actual requirement of the client. An extensive research is carried out to structure 
the design process. Discussion is an important factor in order to explore the 
need of the client which helps the designer to work on the brief. Brainstorming 
is another vital task in the design process where individual perception about 
the design is brought into a collective mannerism. A semantic understanding 
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of the symbols, colour scheme, typographic elements, emotional attributes, 
appeal etc. find elaborate space for understanding the process of design. The 
concept development process is the creation of many different ideas. 

The concept development starts with the analysis of the keywords developed 
and structured on the brief that starts with thumbnail sketches, rationalising 
the development process. The rough sketches are then reviewed by the team 
against the brief provided which are thereafter refined for finalising the design 
which clearly communicate the final desired message in the form of visual 
identity design. The design team produces a wide range of ideation in terms 
of scaling large to small, in reverse, in B/W and use of appropriate colour. 
The final development stage of the design after the client’s approval with take 
place with the finished artwork. Testing the design to order to get the feedback 
from consumer is an important stage of the design process that aims at the 
effectiveness of the design.

Conclusion

Creating a powerful visual identity design is an important factor for brand 
recognition where the design process plays a crucial role in creating the 
desires attention towards the visual design. Use of appropriate typographic 
systems, fonts, colour schemes deploys an effective impact in the mind of the 
consumers that establishes the value and trust among the consumers. But it is 
also pertinent to realise the fact that many of the visual identity design lacks the 
desired impact due to the frequent changes and alternation done to the visual 
contents, creates chaos among the consumers in recalling the brand. It is also 
been observed that due to lack of understanding of certain visual grammar and 
lack of interest on the design, the visual structure get distorted and sometimes 
get unnoticed by the consumers.
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The present paper deals with mind and art in the fictional world of Kiran Desai. 
Kiran Desai, daughter of a renowned fiction writer Anita Desai, has charted 
a territory of her own. In her debut novel Hullabaloo in the Guava Orchard a 
voice and a huge imagination leap from one page to another. It won the “Betty 
Task Award. Th novel recreates in our mind that images although pleasing and 
sometimes quite general, can suddenly become an irritation and confusion. All 
of us at one time or another, are fed up with everything and everyone around 
us and want to flee from every situation just like Sampath, the hero of the 
novel, runs away from home and takes refuge in the branches of the guava 
tree. It describes man’s craving to escape from his ‘real world to his imagined 
world of freedom, peace, space and solace. It is also a reminder of the chaos of 
Indian religion, superstition, fervor and the role of bureaucrats in our society. 
The main issue Desai confronts in the novel is that of nature versus man. Desai 
invites the readers to react to the ‘environment’ of the story as text, which is 
value laden and richly symbolic. The final message that strongly comes forth is 
that the destruction of nature will eventually lead to destruction of man. She 
makes strong statements throughout the book regarding the man’s intrusion 
upon the natural order of things. At the start of the book, Mr Chawla reads 
aloud a newspaper that reports an explanation for the drought that Shahkat is 
experiencing. The monsoon was awaited by the people of the town, and they 
feared for their crops and their livelihood and seek solace in discussing reasons 
for the absence of monsoon. They used to look for something or someone to 
blame for this situation.

The most notable quality of this novel is its vivid description that makes 
each event of the novel far grand. When Kulfi, protagonists’ mother is pregnant 
with him, she is not just hungry; she is totally obsessed with the idea of food. 
Her stomach grew larger. Her dreams of eating more extravagant. She became 
desperate for another landscape, she found a box of old crayons in the back of 
cupboard and ... began to draw ... as her husband and mother-in-law retreated 
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in horror, not daring to upset her or the baby still inside her. She drew a parade 
of cooks beheading goats.

Sampath, a boy, frustrated by the life and a strictly structured society, runs 
away from his home but instead of running to a new place he climbs up a guava 
tree and decides to stay there. 

The descriptions are rich and magnificent, but do not sidetrack us from 
the story. The author has handled the dreams of a middle class family with a 
rare humour which adds zest and deeper dimension to it. The novel’s strength 
is the steady fluidity in which the story unfolds itself using brilliant lucid 
images, along with a distinct choice of vocabulary, phrases and a realistic set 
of characters. Desai unravels the narration in a series of gossipy asides and 
subplots, almost imperceptibly mimicking the diction of her characters. The 
writing shifts between passages of subtly observed dialogues and evocative lists 
compiled from the names of exotic fruits and birds, and the ingredients of lavish 
imaginary meals. The result is a thoroughly charming, funny and occasionally 
touching insight into the absurdities and ambiguities of life in a small town of 
India. Kiran Desai has beautifully blended the setting and characters. The story 
is set in a remote part of North India, Shahkot. 

Protagonist, Sampath was born at the time when a drought Sampath 
was born at the time when the drought which troubled the lives of people of 
Shahkot came to an end. All signs being auspicious, the villagers triumphantly 
assured Sampath’s proud parents that their son was ordained for greatness. But 
the child, like most of his family, was touched with a hint of insanity himself. 
Young Sampath Chawla, the protagonist has one special goal in life, to find 
the perfect place to take his cherished afternoon nap. He is insensible of these 
makers of the society within which they are physically embedded; he is in fact 
wrapped up in his own thoughts. He is a lazy dreamer lacking the common 
sense. His innocent cross dressing and stripping antics at the wedding reception 
reveals the strangeness of his way of thinking. It is noticeable that he is not at 
all ashamed of the scene he makes of himself, yet when he tries to conform 
to “normal” code of conduct, echoing to his superior the crisp yet properly 
obsequious reply sternly advised by his father, he not only feels ridiculous but 
is self-conscious for the first and only time in the novel. He runs away to 
escape from the established structures of the world and stays on a guava tree 
where he ultimately finds the peace he always wanted, but this pastoral idyll 
is also shattered by the arrival of a riotous tribe of alcoholic monkeys, who 
move in to Sampath’s tree, leaving only to make smash and grab raids on local 
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liquor store and to harass the young women of Shahkot. He worked in the 
post office where he read the letters of locals in the town, when he was expelled 
from the job and he decided to stay on the tree, he used to ask the passersby 
personal questions of their life, and through this natives thought he had some 
kind of power. Soon he gained popularity worldwide and, a spy for the local 
atheist society vowed to expose Sampath as a fraud. “It was precisely people 
like Sampath who obstructed the progress of this nation keeping honest, 
educated people like him in the backwaters along with them”, the spy thinks. 
“They ate away at these striving intelligent souls, they ate away at progress and 
smothered anybody who tried to make a stand against the vast uneducated 
hordes, swelling and growing toward the biggest population of idiots in the 
world.” Monkey culture, in the context of the novel has been purposefully 
recreated by the novelist. These modern disciples of God Hanuman behave 
according to human instinct and passion. They rob beautiful girls and women. 
The novelist intends to liberate the shackled mind from the orthodox Indian 
culture. The socio-cultural maladies have been interpreted in a comic mode of 
discourse and parody blended.

Depicting the ensuing descent into anarchy, Desai is in her element, 
sorting the various insane schemes proposed by the town’s leading citizens 
to solve the monkey problem. The comedy is tempered with a genuine 
pathos as Sampath helplessly watches the destruction of his paradise by his 
community’s endlessly baulked desire to impose an order on a chaos of its 
own making. Events spiral even further out of control however, the novel 
begins increasingly to read like one of Sampath’s more obscure mystical 
utterances. Sampath is truly his mother’s son, his eventual metamorphosis 
put him in contact with the natural elements, his mother spends her time 
searching the hills for his dinner, she brings herself closer to him in many 
ways. Kulfi is social outcast. She has developed her own society within which 
she is physically implanted. She remains wrapped up in her own thoughts. 
Her isolation from the society is established at the outset, her blooming 
pregnancy is borne alone in the rooms cut off from the world wide whispers 
of her husband and mother-in-law. During her pregnancy, we are introduced 
to the unconventional behavior which surrounds her persona in the eyes of 
the town people. “Oh dear what is going to become of this woman?” said 
Lakshmiji the Raipurs, the Bengali teacher and all others when they looked 
out of their windows, they gossiped at the tea stall or sat in each other’s 
houses eating peanuts together. There was always something odd about her, 
they said.
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Each character in Hullabaloo in the Guava Orchard stands out on his own 
merit, each of them woven in the story but having their own identity-a young 
man Sampath, who loses his mind and climbs up the guava tree to escape 
from the world of men and then finds himself worshiped by the people of 
his village and even by the local monkeys as a prophet; a father who has big 
plans for his son and later on makes an industry out of his son’s madness: a 
mother who is simply obsessed with food and understands the feelings and 
emotions of his son; Pinky, Sampath’s sister who bites off the ear of an ice-
cream boy to declare her passion for him; a grandmother who is hopeful for 
Sampath’s future and says “the world is round wait and see”. There is also a 
journalist determined to expose Sampath as a fraud and is after Kulfi’s recipes, 
and then there are the town officials, charged with containing the hullabaloo 
surrounding Sampath, Vermaji, a monkey expert who is puffed up with self-
importance, the brigadier who would rather count the birds in his garden than 
preside over his troops and the superintendent of police who neglects his duties 
in hopes of being demoted. Last but not the least, a horde of monkeys with a 
taste for liquor. Later nature is linked through monkeys, who have a parallel 
existence in the novel and are symbolically present in the lives of the people of 
Shahkot. Humanization of monkeys and their change as alcoholics symbolizes 
a ‘speculum of the evil in man’.

The conclusion, notes the absence of the figure of undocumented labour 
in this study and considers whether such workers are the exemplary figure of 
precarity as a contemporary phenomenon. Using Kiran Desai’s The Inheritance 
of Loss (2006) and Monica Ali’s In the Kitchen (2009), it sketches out potential 
methods for depicting undocumented labour as political action. Relating this 
idea to Judith Butler’s discussion of appearance, it speculates whether it is 
possible to depict these workers’ precarity without surrendering a critique of 
capitalism as a mode of economics that depends upon precarious work.
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Abstract: Higher education for women contributes significantly to a country’s 
human capital and overall socio-cultural and economic growth. In India, 
women’s enrolment in higher education has risen from less than 10% on the 
eve of independence to 48.6% in 2018-19. Gender inequalities have reduced 
significantly over the years. Despite this, the majority of women at higher 
education institutions choose to teach. Their representation in management-
related professions is minimal.

There are many misunderstandings among students and their parents that it is 
not a smart idea to go outside of their comfort zone and attend B-School. In 
terms of the problem at hand, marriage pressure, every encounter I’ve had with 
my responses has highlighted this as a key worry. The research found that working 
under men, even when they are capable, produces a lot of problems in the male-
dominated business. Financial issues can have a significant influence on MBA 
students, particularly female candidates. As a result, they must struggle greatly 
if they are away from their hometown and in a city about which they know very 
little or nothing.

The majority’s perspective on gender inclusion in corporate India was shared 
exclusively with ET Magazine. Eight out of ten managers feel that giving extra 
assistance to women, such as flexible working hours, is only possible if they are 
great achievers. When work-life integration gets difficult, half of them believe it is 
best for women to take a professional hiatus. Financial issues can have a significant 
influence on MBA students, particularly female candidates. As a result, they must 
struggle greatly if they are away from their hometown and in a city about which 
they know very little or nothing.

It necessitates them incurring significant financial loans and spending more 
money than they have available. The problem of giving males greater advantages 
and resources than women is a big challenge for female MBA applicants. Women 
had lower GMAT scores and substantially less job experience than males, but 
better grades. Less job experience may cause them to be less confident in their 
previous achievements and less definite about their future career prospects.
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Introduction

The Higher Education of women plays a significant role in building the human 
capital and the overall socio-cultural, economic development of a country to 
make it sustainable. Higher Education contributes a substantial role in the 
development of a country. Female empowerment can be strengthened through 
higher education. Higher education assists females in two ways. It empowers 
qualified women to become leaders in society and it permits them to become 
role models for younger girls. It also helps women to choose domains of 
expertise, whether this is as decision makers through influence on policy issues 
related to social, economic, and cultural development, or by their participation 
in family and community life (Shaukat & Siddiquah, 2013).

Women’s enrolment in higher education in India, which was less than 10% 
of the total enrolment on the eve of Independence, has increased to 48.6% in 
2018-19. The total enrolment in higher education has grown considerably to 
37.4 million, with 19.2 million male and 18.2 million female. Females per 100 
male students have also increased significantly in central universities, deemed 
universities, and government-aided institutions.

But on the other hand, the share of male students enrolled in engineering 
and technology is 71.1% compared to female enrolment, which is just 28.9%. 
The enrolment of females was lower in the Indian Institutes of Technology 
(IITs) and National Institutes of Technology (NITs) in comparison to the 
overall enrolment of women. The total number of women in NITs has grown 
from 14.17% in 2017 -18 to 17.53% in 2019-20 and from 8% in 2016 
to 18% 2019-20 in IITs in the B.Tech programme. In accordance with the 
rise in the enrolment of females in higher education, there is a need for a 
systemic expansion of the delivery system. A total of 993 universities, 39,931 
colleges and 10,725 standalone institutions are registered on the AISHE portal. 
The number of female-only universities has increased from 11 to 16 from 
2013-14 to 2018-19 and 10.82% of colleges are exclusively for girls (AISHE 
Report).

In higher educational institutions, women representation is also far from 
satisfactory level both in employment and enrolment. In rural areas situation 
is more alarming because there are very few colleges and universities therefore 
access of women to higher educational institutions is still a big problem. 
Women access to higher education in India is not that much accessible and 
very limited. Still most of the women in higher educational institutions adopt 
the field of teaching especially in rural areas. Their ratio in the management 
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related fields is low. Social and cultural barriers prevent women to take part in 
managerial positions.

A norm followed by many Indian families is that a woman should prioritize 
housework rather than higher studies and professional work (C., Anita and 
Ravindran, D., 2020). A serious problem in the higher education system is a 
very high degree of inequity between different social groups, between men and 
women, between rural and urban areas, and between the rich and the poor. 
Gender differences have narrowed down over the years to a substantial extent. 
Currently about 40 percent of the enrolments are women, though there is a 
concentration of them in some areas of study. The aspect of gender difference 
does not confine to the walls of households. This is evident from the very 
foundations of even the old and reputed Universities of India. The women 
students at educational institutions encounter the discouraging phenomenon 
which causes them to remain at the backstage in higher education (Naseem 
Ahmad Khan, Dec 2017).

Knowledge is life of every Indian woman. It results with the experience that 
she gains from environment and the supporting world around her, which allow 
her to live as knowledgeable productive members of the society. The homely 
environment with mother’s love is the first source of learning for the child a 
and an educated mother would create an environment, allowing her children 
to gather and analyse information, which helps in adapting to bigger society in 
future. Critical thinking and analysis will make the children better members of 
society. To educate someone is to deliberately teach them something new and 
higher education for women is most powerful means to evolve through/beyond 
current economical and social crisis in India and to teach her children the art of 
thinking and analysis before entering the school for education (Packianathan 
N, Anushree S M, Manjunatha B, 2016). Higher education leads a woman to 
“Complete living” with: Self-confidence: Higher Education helps the women 
not only in gaining knowledge but also enables her to earn a living. Necessity 
of life: Money is necessity in maintaining life and education helps in preserving 
life. Family welfare: An educated woman plays an important role in a family, 
dealing with both Health care and financial support to the family. Involvement 
in Social and political activities : Higher education helps women to have a 
better understanding of social and political processes beyond the home in far-
reaching social structure and makes her a wise citizen with effective social and 
political action. Complete Living: Complete living includes, being physically 
strong, earning a living, being a responsible parent and an earnest citizen.
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It is impossible to ignore their rights to education, especially higher 
education. Education is a key element that can allow girls to grow and develop. 
Therefore, specific importance must be imposed on womens’ education. It is 
high time that male dominated society should consider womens as a human 
being which should get all rights as men are getting. Women nurture society, 
they are an inseparable part of it. The functionalist perspectives of education 
clearly state that for the survival of society, there must be homogeneity. 
This homogeneity can be achieved only through education. Achievement of 
homogeneity in society will eradicate gender discrimination and bring gender 
equality. Awareness about the importance of higher education for women 
among the members of society is important (Aradhana Kumari & Prof. 
Manukonda Rabindranath, 2019).

Education, in reality, is the most valuable gift that parents can give to their 
daughter. If a girl is educated, then she can also opt for a job if the need arises. 
So she would not be considered as a burden on the family. As an educated wife 
she would be interested in family planning as well. Studies have shown that 
illiterate women have high fertility and mortality rate. Many women prefer 
to have more children so that they could look after her in old age. But being 
educated she would certainly understand the advantages of a small family. Also 
being educated she would be able to participate in the day to day proceedings of 
the family (K. Illakiya, Dr. S. Kanchana Ratnam, 2018). According to notable 
economist Lawrence Summers, “Investment in the education of girls may well 
be the highest-return investment available in the developing world”, as girls are 
more focus and determined about the work given to them. They have a special 
ability to thinking in a pattern for all, regardless of the biased nature of the 
society. They also have specific and certain decision-making advancement over 
boys, they just know what they are doing and what they should be doing. They 
are also very aware of the consequences of their work, which makes them more 
unique than their entitlements. 

Women should be given the opportunity to work for money and own 
businesses. If women were offered the same salary and job opportunities as 
men, then they could be a source of income for the family. India has a huge 
population problem, and educating women would be the deciding factor 
in reducing the population in coming years, since women are less likely to 
have many children if they are educated and have the ability to compete in 
a job market with men. The international community must help women in 
every way, so women can soon be considered equal to men (K. Illakiya, Dr. S. 
Kanchana Ratnam, 2018).
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In the words of Mahatma Gandhi, “If you educate the man, you educate 
the person but if you educate the woman, you educate the nation”. One of the 
most significant transformations in education in India over the past several 
decades is the drastic increase in women’s access to colleges and universities. 
Formulating and implementing stringent and powerful laws and policies have 
addressed the malice of gender discrimination of Higher Education. Most 
Indian women, with the possibility of economic independence, through 
respectable employment, have becomes an important earning member of the 
family. An educated woman has the skills, the self-confidence and the power 
to be a better citizen. Women have all the power and capacity as that of men 
and they are manifesting themselves amongst different opportunities provided 
through higher education (Packianathan N, Anushree S M, Manjunatha B, 
2016).

Women graduates must be seen as part of the essential human resource 
base in the country. As such, they have the right to the same access and career 
opportunities as their male counterparts. Discriminatory practices are not 
only unjust but a flagrant wastage of valuable expertise, which, today, is vital 
for the nation. In higher education academic resources reform is the priority. 
Indian Universities should foster a gender-inclusive culture through education, 
including tautology, in order to promote sustainable human development and 
peace.

Women in MBA/Management in India

According to a report by Pew Research, only 26 women are in CEO roles at 
Fortune 500 companies, making up 5.2% of the female population. The role 
of women, are changing day by day, but in good way. They are challenging 
the male dominated society, as they say that “The grip of traditional is 
weakening”. According to an article, by Grant Thornton “India ranks third 
lowest in having women in leadership roles for the third consecutive year”. 
According to AMBA applicant and enrollment report 2020 “India had 
the most unequal cohorts for gender — only 19% of both applicants and 
enrollees in 2019 were females”. According to a articles published by Rica 
Bhattacharyya, ET Bureau “the highest number of women professionals 
with 280 women (31%) in a batch of 903, the biggest increase since the 
programme’s inception 15 years ago. ISB’s first class of Post Graduate 
Programme in Management in 2002 had 128 students, out of which 26 
were women (20%)”.
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Figure 1: Indian B-School gender diversity ratio

The corporate culture is evolving. More women are entering the workplace. 
As a result, companies coming for placements specifically enquire about the 
number of women candidates in the batch but no Indian B-School has been 
able to strike a decent balance between male-female ratios. The percentage of 
women candidates hover around 25% to 35%.

Even educated Indian families concentrate on finishing studies quickly so 
that girls can be married off by 23-24 years. Societal outlook, biological clock 
and various other reasons are given to justify this decision. A quality B-school 
degree isn’t part of their plans,” informs a senior officer from IIM-Bangalore, 
who wishes to remain anonymous.

Missing Women in Indian Higher EducationUN report says that 
education for women is the single most effective way to improve lives and 
health of a family and a society at large. A woman with education is a powerful 
person, she has the power to educate the children in her family, guide them in 
taking effective decisions, contribute economically and gives valuable inputs 
for improvement on home and society both. Women constitute nearly half of 
a country’s population, when 50% of the population is left without education 
– a nation remains underdeveloped. Empowered women contribute to the
development of the society, community and nation in several ways.

Education is the most important power that outlines the lives of manhood. 
It empowers with the ability to think, take appropriate decisions and protect 
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women’s in India from oppression & abuse. In most of the developing world 
around the world including India, women are often deprived of education 
opportunities. In spite of, women constitute 48% of the total population in 
India – the women literacy rate in urban area is 79.11% as against 88.76% 
males, and the figures are even lower in the rural situation where 57.93% 
women are literate as against 77.15% literate males.

Following are the major barriers preventing the participation of women in 
Higher Education and at the various decision-making positions.

• Poor access to education, especially management or business
administration, sociological, psychological and anthropological areas
of higher education.

• Discriminatory appointment and promotion practices;
• The stresses of dual family and professional roles.
• Family attitudes.
• Societal pressure for marriage.
• Cultural stereotyping;
• Alienation from the male culture and continued resistance to women

in management positions.
• Absence of adequate policies and legislation to ensure the participation

of women.

Women in Higher Education in Assam

The educational status of women in Assam is lagging far behind as compared 
to the other states of the country. The female literacy rate is highest in upper 
Assam 60.35% which is quite higher than state average 54.61%. Central 
Assam and lower Assam show the poor performance in the field of final literacy 
rate compared to the upper Assam. These rates are 52.61 percent and 52.53 
percent respectively. The proportion of female enrolment in different stages of 
education is very poor. In almost all the district of the state, in primary level 
enrolment rate is almost fifty percent in middle and high school level, the 
percentage of enrolment is around 45 percent. However, in higher secondary 
and junior colleges the female enrolment is much lower i.e. below 40 percent 
(Lila Bora, Nayana Teron, Rupali Boro, 2019). 

After independence government of Assam has taken various steps for the 
expansion of women’s education. As a result the number of literate women 
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is increasing in Assam year after year. Before independence, there were only 
three girls’ colleges in the state. But, now the number has increased to more 
than twenty it the state. Many schools and colleges are still co-education 
of institutions. Since the establishment of the Gauhati University in 1948, 
Dibrugarh University in 1965, Tezpur University in 1994, Assam University 
in 1994, and Cotton University in 2017, Assam Science and Technology 
University in 2010 large number of girls have been prosecuting post-graduate. 
Many girls have been receiving their education in some other states of India 
also (Poli Konwar, 2015). A Women University is established by Govt. of 
Assam at Jorhat in 2009. It is quite clear that the educational attainment has 
increased during the post decade and now in Assam. 

We know that Assamese women are not yet empowered. Employment 
of women is essential as their thoughts lead to the development of a good 
society. In the context of the present liberalized economy, it also recognized 
that women’s education is the key to all aspects of development. Narrowing 
the gender gap in literacy is very much necessary in Assam. There is an urgent 
need to ensure gender sensitive targeting and create social consensus about the 
significance of women’s education in the under developed state (Poli Konwar, 
2015).

Objectives

(a) To analyse the problem faced by corporate women and female MBA 
student at B-School and while joining corporate.

(b) To suggest guidelines to solve these problems and minimize their impact.

Methodology

The study was semi structure interview and survey type which is qualitative 
approach. Major purpose of the study must analyse the problems which women 
face in higher education in India especially in Management and problem face 
by female MBA students in Indian B-School. Interview were taken from 
different B-School’s Students & Corporate Women, B-School (No. of students 
= 15), Corporate (No. of Women = 15). Participants were taken from random 
B-School, University and Corporate. All participants were females (Total No. = 
30). The ages of the participants ranged from 21 to 60, although the majority 
belonged to the younger group of 20 to 30 years (No. = 24). The data is 
collected through Google Form, Telephonic Interview & Physical Interview. I 
connected using professional Social Network (i.e., LinkedIn), and varies public 
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domains. Prepared a questionnaire related to our research topic which consists 
of overall 20 questions.

Findings
Table 1: Profiles of  women respondents from Corporate Sector

Sl. No. Problem they faced No. of respondents
1 Job location problem 4
2 Dominated by male colleague 9
3 Expectations are lower than man 6
4 Work life balance 9
5 Gender Biasness 9
6 Lesser opportunities than male 6
7 Lack of encouragement to perform a leadership role 3

As by the statement given by the respondents to the first problem was 
that moving out of the comfort zone to join corporate. In some cases, the 
respondents was comfortable for relocation for her job but the problem was 
from the family side, the family prospective was that it is not an easy task for a 
women to relocate just because of her job in such a city which she don’t know 
anything about and their concern was also that how will she manage her job 
along with her non-working life. And the respondent Neha said:

“My personal opinion being a girl is it is also not very safe for me to move 
out to a city where I won’t be able to find any known help to cope up to any 
emergency or any critical situations”. 

Apart from relocation respondents also stated that somewhere she was feeling 
inferior problem because of domination of male colleague which she was not 
finding appropriate. A respondent Kavita said:

“The job that I can perform was usually given to my male colleague because 
the thought process of the authority was more like this, stressful and 
pressurized work can be done by the male colleague more efficiently rather 
than a woman”. 

As of the matter concern of usually lower expectations for women is that 
women are usually given lower reward because their expectations are not as 
high as their male colleague. During my interaction with Savita, she said: 

“We are generally given less reward because the work that given to us is of less 
important because the administration assigned our work by seeing our gender 
rather than our skills”. 



84 Intellection: A Bi-annual Interdisciplinary Peer Reviewed Journal, 2022, Vol. X, No. 1

The discussion between me and the respondents was more concern about 
the personal and professional life out of a bunch of respondents one of the 
respondents named as Babita stated:

“I was finding it very tuff to manage my work and non-work life together. As I 
was considering both side of my life, I always end up giving one more priority 
rather than the other.” 

I have generally found that the basic reason for not having an equilibrium work 
life balance because of a non-supportive family background. Out of all the 
corporate respondent some of the respondent express that there is still gender 
biasness in some sector. One of my respondents named as Mamata said:

“They still suffer from performance support biasness where the employer provides 
more resources and opportunity to one gender (typically men) over another.” 

Coming to the Part of lesser opportunities to female than male. One of the 
respondents, consider this a big problem in corporate because women are 
usually not considered for bigger opportunities even after having the same and 
even more skills as compared to her fellow male colleague. Alexa, one of my 
respondents gave a specific statement:

that “She is usually, not given more decision-making power, she had to suffer 
more and struggle more to prove her skills, so that she can get the increment 
not only in monetary but in position as well.” As the mentality of the higher 
authorities is that women do not consider her work as important as male 
and usually take opportunities for granted. And some of the respondent 
also pointed out that they don’t get any encouragement for performing any 
leadership role, as they do get consider for handling a team or to handle any 
deadline as per work. They are usually called subordinate in the organization 
rather than the leader. There is one more thing that the respondent said that 
they have been told “male has these heredity leadership skills as compared to 
female.”

Table 2: Profiles of  female respondents from MBA class

Sl. Problem they faced No. of respondents
1 Financial Problem 10
2 Marriage Pressure 5
3 There's a lot of misconceptions in students as well as their parents 

that it is not a good thought to out of their comfort zone to join 
B-School for MBA (especially, in case of Female)

11

4 Problems regarding different academic background 13
5 Problems regarding to convince parents to pursue MBA 12
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Problems regarding Financial Stress in joining B-School, in my interaction 
with respondents some of the respondent said that they find it very difficult to 
convince their parents to pay the fees or to get education loan to join B-School 
for MBA. The guardians and parents were very concern about the pay off the 
loan or how they will manage the fees as the fees of IIMs, or any other B-School 
is quite huge. One of the respondents named as Geeta stated:

“I find it bit stressful to acquire loan to join B -School, which creates a bit 
pressure on me to get and to do little more extra in my B-School to get a 
better package, so I can pay off the loan.”

As of the matter concern that is the Marriage Pressure, in every interaction 
with my respondents, In fact all of them point out this issue as a major issue. 
They had at some point of studying they got this pressure as everyone out there 
had traditional mindset that women should get married as early as possible. 
One respondent of mine named as Rita expressed:

“When, I told my parents that I would like to continue my study and I had 
decided to pursue MBA, my parents were bit rigid and said that this Business 
is not for women as it requires a lot of hard work which as of them, I can’t 
perform.”

In my interaction with MBA students, they said that they were somewhere 
not so sure and not so confident about going out of their comfort zone to join 
B-School, especially where they will meet a lot more diversified student. One 
respondent named as Mita said:

“I was bit afraid about going out of my zone to pursue MBA, as in mind I 
was not at all prepared to face any non-academic issue which I was definitely 
going to face in there.”

As of parents they were concerned about how her daughter will manage things 
of her own along with study. They were more into what kind of people she’ll 
meet there what kind of impression they’ll create in her.

As of the matter regarding Different Academic Background. What I find 
out with my interaction with respondents is that students who had Business 
background they find it less difficult to cope up with MBA study and ambience 
patter but the students who had no relation with business in their earlier 
academic fields it is very hard and very complex. As, this academic course is 
something very strange and unique, it does not come under any traditional 
course. Instead, it had created a different path of itself. One of my respondents 
named as Sita expressed:
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“I am from Literature and Humanity background it was totally strange for 
me to understand the study pattern but in the process of preparing for the 
entrance I got a bit idea about how it ought to be. But that doesn’t help me 
always. I had to always work a bit more to cope up with the students who 
belong from business background”.

As of the major concern and foremost concern of the students was to convince 
their parents to let them pursue MBA. In my interaction with respondents, I 
found out that it was a very difficult task to convince parents to let them pursue 
MBA (especially for girls) & it was more difficult because not everyone or not 
every parent knows about MBA. As they had faced in their time that business 
study and doing business is very risk. As everyone in the society including parents 
hold this traditional mindset that female is perfect for literature and humanity 
only, not with something very risk (especially Business Administration). One 
of the respondents named as Nita stated:

“I somewhere backed off because I was tired of convincing my parents that 
MBA is very good but they are holding this ancestors mindset, failed to 
understand but somehow I managed them to counsel and let them understand 
that it is different and unique that’s why, it is good. As it includes risk, but it 
includes rewards as well”.

Discussion

The Findings of the present study shows that, women in corporate sector are 
finding it very difficult to cope with the Dominant of male in the corporate 
sector because of which they get unnecessary obstacles to do their work 
allotted to them. The study highlighted that male dominated sector creates 
a lot of things, such as working under them, even after they are capable of 
leading them. It also creates chaos over work culture for women especially. It 
also shows that, as of the data availability says that 53 % of the women face 
problems due to male dominance in corporate (The Hindu). More than a third 
of all job advertisements in India explicitly specify the preferred gender of the 
prospective employee which often is male. Six in every 10 such jobs prefer male 
candidates even as women continue to be preferred for low-quality, low-status 
and low-paid informal jobs, a new World Bank  report  has found. It shows 
that, in both blue and white collars, males get more preference as compared to 
women in job offer, salary and other allowances (World Bank Report, an article 
by Live mint). Men and women continue to be preferred for different kinds 
of occupations. Machine-related jobs (including driver and garment worker) 
positions in sales and relatively high-intensive outdoor jobs specifically prefer 
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men. Due to there is very low and less employment opportunities available in 
corporate because they does not preferred women, as they thought that women 
is not good in handling pressure and deadlines as effectively as men.

Another major issue as per the study is work life balance; today work-life 
balance has become an increasingly pervasive concern for employers as well as 
employees. It usually means more choice about the time and location of work. 
The most common examples are flexibility and part-time working for the 
timing of work and home working for the location of work. The move towards 
flexible working is not only a practical change but is also a significant cultural 
shift. It involves trusting staff and measuring outputs and achievements, rather 
than process. It also shows the mental stress involved in handling the work 
and personal life together. Sometimes employers get confused and create a lot 
of chaos because of the wrong equation of work and life (Andukuri, Sagar & 
N. Deepa, 2013). After overcoming many inherent disadvantages related to 
the deeply embedded traditional mindset and stringent etiquette, today we 
find Indian women engaged in different types of traditional and professional 
work. But even after this achievement they have to always choose between their 
professional and personal life so that the society and the organisation they are 
working with cannot point out that they are not able to balance work along 
with life.

According to this study the more common issue faced by corporate 
women is work life balance. An ET survey shows that “About 35% of the 
respondents in a pan-IIM survey said they do not have equal opportunities for 
career growth as the men in their organisations” (Sreeradha Basu, ET Bureau). 
Corporate India’s gender diversity agenda largely remains an empty promise 
and an unfinished task as its managers are neither sensitised nor equipped to 
drive it. Male managers do not look at gender diversity as a business case and 
organisations are not doing enough to push them, reveals a survey of 1,067 
managers across different companies and sectors carried out by diversity and 
inclusion consulting firm Avtar. The Higher Administration of the firm do not 
believe in giving opportunities to women, because they are more into believing 
that, men are more capable of doing the job in short time frame with more 
possessions Rather the their female colleagues. Corporate and the sector related 
to it, shows sympathy for women, rather than giving them the way to lead. All 
Gender Inclusion in Corporate India from the Majority’s Perspective shared 
exclusively with ET Magazine show that eight out of 10 managers believe 
that providing women with additional support like flexible working can be 
done only if they are high performers while half of them say it is better that 
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women take a career break when work-life integration becomes challenging. It 
is because of the softness image of women in corporate, male colleagues and 
male superior sees that, as a challenging circumstances for women. Women 
should use this as a ladder to go higher up and to perform out of the box and 
shows their skills and experience as and when required which will eventually 
change the view of women in corporate (Economic Times).

The reason for lesser growth of women in corporate is because of expectations 
are lower than male because of which they get very less opportunities to perform 
and showcase their talents in the organization. The Business Today report said 
that “while many women in India have the flexibility of working from home, 
they face other barriers including lack of time and discrimination for family 
care. Lack of time is the topmost barrier for working women. One out of two, 
or 50 per cent, women feel that gender is a barrier when it comes to attaining 
opportunities”. Two in three women have said that they have faced lack of 
guidance through which they can grow their opportunity network. Because 
of lesser expectations they usually don’t get promotion as frequently as their 
male colleagues. And one more reason behind it is that some of the traditional 
mindset corporations see women as less productive and less likely to deliver 
and outstanding work as male. They are generally given less reward because of 
the work that given to women is of less important because the administration 
assigns them the work by seeing their gender rather than their skills, which 
shows they won’t be able to handle pressure and stressful work just because they 
are women. They usually give the same work again and again rather than trying 
their skills in something new, which is somewhere risky, and they won’t be 
taking any risks with female co-workers, especially. Women colleagues usually 
have to suffer from losing the courtesy for her work.

Another major issue is financial problem; Financial resources, commitment, 
and to some extent preparedness barriers are significantly higher for women 
than for men. Female respondents were significantly more likely to indicate 
the following reservations related to financial barriers. It requires them to take 
on large financial debts and it require more money than they have available. 
Financial Issues, also makes a major impact on pursuing MBA, especially for 
female candidates. Apart for financial loan it also got them mental stress which 
will ultimately have an effect in their career.

There are a lot of misconceptions in parents and in students as well, that it 
is not a good thought to go out of their comfort to join or to purse B-School 
for MBA, especially for women candidates. As, they have to struggle a lot if 
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they are out of their hometown in a city which they know very less about or 
nothing about. Even if the student who want to make it there usually do not 
get the permission or grant to go out of their comfort zone because of the 
traditional mindset of the parents, they are concern about the ambience in 
which there’s girl will be or the kind of people she will be having around them, 
is a major reason to not grant the permission to get out from the comfort 
element. And one of the major concerns is that in higher education women are 
not given specific encouragement the results of which makes women students 
to stand and to act only as a helping hand rather than acting as a steppingstone. 
The phenomenon of granting more advantage and resources to male, instead 
of women, is a major issue for female candidates in MBA. They must entirely 
depend on male to give an opportunity to perform or to lead in any ways.

The most genuine and essential problem is being from different academic 
background to pursue MBA. On average, total GMAT scores are lower for 
women than for men (GMAT Interactive Profile, 2005). Furthermore, the 
quantitative scores of the GMAT exam, on average, are lower for women 
than for men, which is consistent with the performance of women on the 
quantitative sections of standardized tests overall (Willingham & Cole, 1997). 
Women, on average have lower GMAT scores and significantly less work 
experience but higher undergraduate grade point averages than men (Janet 
Marks and Rachel Edgington, 2006). It seems that women are realistic in their 
assessment of some aspects of their preparedness—citing concerns about their 
scores, essays, and interviews. However, women also appear to underestimate 
the importance of work experience in their own assessment of preparedness. In 
fact, their level of work experience may be responsible for their concerns about 
performance on essays and interviews. That is, less work experience may lead 
to less confidence in their past accomplishments and less certainty about their 
desired future career paths.

Conclusion

The study concluded that joining higher education especially in the field of 
Management and in corporate is day by day increasing but even after this 
increment majority of the women is facing problem in B-School as well as in 
corporate the reason behind it is the traditional mindset of the society which 
makes them think that women can only performed an excel in creative or 
any other less pressure work. It is important for women in B-School and in 
corporate to join and participate in more challenging works to break these 
stereotypes. It is also very essential and necessary to maintain their uniqueness 
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which makes them different from the male. Therefore, it is the need of the time 
for women to come up in corporate with great and more effective ideas and 
strategies to show the male dominated sector that women can also be at the 
same level, even higher than man.
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