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ABSTRACT

India is a land of diversity where we find varieties of culture at each step throughout the country. The 
various approaches discussed in this chapter have emotional connect so that the communication will be 
applicable to culturally diverse groups using a common creative theme. Communication such as the above 
requires skills like persuasion, comparison, response generation, image building etc. Many advertising 
methods and attempts suggest that the audience must derive meaning and use imagination to recreate 
cultural context and meaning. This chapter presents an emotional approach applied to various products 
to carry meaning in what is influenced by the cultural orientations across India. . The purpose of this 
paper is to discuss overall fundamental dimensions of Indian culture and its core values and resultant 
marketing implications. A few examples have been taken and primary research has been conducted to 
understand the connection between emotions and brand appeal in India.

INTRODUCTION

India’s culture is amongst the oldest in the world and our civilization can be dated back to about 4,500 
years ago. It is said that “Sa Prathama Sanskruti Vishvavara” which means ‘the first and the supreme 
culture in the world is India’. It is a land of cultural diversity and rich heritage as many religions co-exist 
and practice in complete conglomerate in this country. An old saying in India is “Atithi Devo Bhava” 
which means a place where every guest is treated as God. This land was invaded, lived and thrived by 
Aryans, Persians, Mughals, French, British and many more. All were welcomed with equal gratitude, 
humbleness and hospitality. India has become the land where cultures and thoughts interact to provide a 
new way of living to all with different caste, creed and color. The influence of various cultures on each 
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other is evident from the architecture styles, language as well as the religious practices followed. India 
is also referred to as the epitome of the world in many countries.

In his research, A.W. Green defines race as a large biological human group with many distinct char-
acteristics. The 1961 Census of India has listed 1,652 languages that are a part of our democracy out of 
which few languages are regional. In the 8′th Schedule of our Indian Constitution, 22 languages have 
been recognized, out of these 4 are derived from Sanskrit while the languages like Kashmiri, Nepali and 
Sindhi do not belong state specific but have a rich cultural heritage are mentioned in ancient literature. 
In the words of A.R. Desai, “India presents a spectacle of museum of tongues.”

Culture is the united thought that includes knowledge, faith, customs and many traditions attained by 
people in the society. India is a land of diverse cultures and this unique intermingling of cultures impacts 
on consumption patterns of people. The consumption pattern is usually looked at through the cultural 
philosophy lens for consumers. This creates an opportunity as well as problems for the marketers, busi-
ness houses to promote their brands for appealing to consumers/ people / Individuals.

A brand, to compete and to co-exist and be accepted by the customers, has to overcome the first 
roadblock of this cultural situation. Brand has to adopt the new strategies in line with this prevailing 
cultural philosophy so that the brand can represent the Indian culture. One of the important evidence 
of branding is to reduce the hunt and danger taken by customers so that the overall cost is reduced. Ev-
ery brand will be known and recognized by any customer by standard images, tag-lines, attributes and 
features conveyed through different modes of communication. Most of the brands endeavor to maintain 
their identity and image across the different markets. This standard brand has to grow and adopt across 
countries culturally and as per customers preference.

Marketers should adopt strategy and models so that cultural meaning is assigned to their consumer 
brand through activities like expansion, emotional communication of brand and brand strengthening. The 
brand itself must have attributes with emotions relating to cultural appeal such as ‘natural’ for Dabur or 
‘high interest rates’ for ICICI. Fundamental dimensions of Indian culture should be imbibed in the brand 
for emotional communication and strategies should be adopted for brand development and influence. 
Other emotions and techniques must also be added to develop flavor like aligning pricing and product 
placement (Nokia mobile handsets for rural areas), promotion and packaging (Like sachets by HLL /
Unilever for rural areas) to connote the cultural sense.

Emotional branding in a layman’s language can be understood as the exercise of building the people’s 
desire towards a brand by creating appeal that directly relate to a customer’ emotional state. It is a very 
effective tool in India as it Indian people are sensitive and this sort of brand appeal can trigger an emo-
tional response and Indian consumer, is too much emotionally attached to a product (dead or alive) and is 
not fully rational. Emotions when related to a brand cause a trigger to disrupt and impact on our attitude, 
behavior and thoughts because of the consumer practices which are related to a brand are attached with 
emotions like love, happiness, sadness etc.

Branding is not only related with the quality of the product being advertised but also talks to the 
people about various other facets attached to the product or service. The emotional connect or people 
centric behavior has been followed since the start of human civilization when the livestock owned by 
then humans was branded with signs to indicate ownership. Any livestock like human (when slavery 
was practiced) and others (cattle and sheep) was given a special mark to categorize them or brand them. 
Even during the World War the soldiers, prisoners were all given an identification number so that the 
recognition and registration was easy. After the world war, the economies grew and competition deep-
ened with so many consumer goods pouring into the market. Marketers came up with ingenious brand 
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