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Introduc11 ons :- Advertising in one of the major* tools £ selling 

which manufacturers and traders have been using: since many cen­

turies .The Waist history of advertising spans the time since the 

town-crier or the seller shouted about his wares to the jwor 

people within ear-shot to the present daysleek commercials 

over the television which try to sell sometimes even to an 

entire nation at a time. The far-reaching power and influence 

to mass media coupled with messages based on the social scien­

ces like sociology and psychology and modern techniques like 

undo? marketing market research .have made advertising to day 

not only on art but a definitive science with more and. more 

predictable results, po wonder then tliat advertising fas now 

gained an importance as never before in its history so far,both 

as a supporting as well as an independent marketing and selling 

t ool.
Advertising plays an important role in social 1 i$e of 

man and more so in the economy of the industrially doveloping

and developed nations.

2. Birth of Advertising Agencies;- The first advertising

agency was started in 1907 at Bombay the other was launched in

1909. These agencies mainly secured advertisements and get them 
published in the newspapers, jn the period before the first world, 
war, most of the advertising was panned and produced by trie fore­
ign manufacturers themselves and arranged for its publication in 
India.

The statesman of Calcutta, was the first newspaper to 

Introduce rotary and linotype machines. This wan followed
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soon by other Important newspapers, molting it possible far 

the production of cheap newspapers, so that the circulations 

rose tremendously. However in the beginning the publications 

were reluct on t to part with a portion of the advertising 

revenue as commission to the advertising agents and persua - 

ded the clients to deal directly with the publications them - 

selves.

During the first world war the circulation of the news­

papers had a remarkable increase and in the post war period 

the markets were flooded by the foreign manufacturers with 

their goods, which increased the pace of the growth of adver­

tising in the press.

The scarcity of goods during the first world war gave 

Impetus to the indigenous industries and the rulers had no 

alternative but to encourage them .However their first pre­

ference was always in favour of the British manufacturers in 

the Indian market.
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From these beginnings advertising lias developed into 

a powerful business force.We are today able to advertise 

through many © media such as magazines, newspapers,direct 

mail, posters and hoardings bus panels films, cinema slides

radios T.V. we advertise not only to sefcl goals and services 

but to practise family planning to obtain recruits for the 

nations armed services or to donate blood far the jawann.

Th© Growth of Indian Advertising Agencies:-

During the first waS&r world war a few other Indian 

advertising agencies were started. It was realised during
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this time that the publicity through the printed word reached

but a few and hence the medium of outdoor advertising came 

into prominence .Hoardings panels on trams, Kiosks and other

outdoor outlets were exploited for advertising purposes.

After the great depression that started in 19it9 causing 

a setback to the growth of the press and advertising a steady 

expansion in both was witnessed after two or three years.

In 1931 the first full fledged Indian advertising agency 

was launched and soon many others sprung up.Competition grew 

stiff between the different agencies leading to heavy demands 

on high standards of copy layouts and printing on the part 

of foreign advertisers . This resulted in improvement in 

many directions— in designing and art work in block making 

and printing many foreign agencies employed Indian personnel

and quite a few of them were being sent abroad for training 

in the various aspects of advertising and publicity work.

I.E.H.5. la founded In 1939 the Indian and Eastern 

newspaper society was founded to protect and promote the 

intererts of the newspapers and to deal collectively with 

the Govt. (the advertising agencies and the advertisers and 

in 1941 the Indian languages .Newspapers Association was 

formed to deal with the special problem of the Indian lan - 

g uage newspaper s.

a) period of consolidation •- The period 1S30 - 39 just before
tal. PHIL.

IN the outbreak of the second world war could be termed as
CEMENT

the period of consolidation in the history of Indian adver­

tising. The number of advertising agencies grew steadily
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during this period, moreover the existing agencies also 

because of the threatened competition were expanding their 

services to make them more comperhensive. The further growth 

of local industries gave additional impetus to advertising.

This growth was partially due to the « Swodeshl « movement 

and the conseouent steep decline of the use of imported goods 

The waves of national consciousness were sweeping the country 

as the struggle for freedom was more and more interns if led.

b) The Second world war and After;-
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The 2nd W.W.upset the regular f 1 ow of life and in

doing so threw light upon some of the economic and industrial 

imbalances in the country. Imports could not be made on a 

scale hitherto done because tne vital communication lines 

had been blocked by enemy action and moreover, the factories 

in Europe, tj.*S .A. and Japan wore engaged in war production 

or were incapacitated or destroyed in the war.

Immediate steps had to be taken to improve the situation 

and as a measure a beginning was made in engineering indus­

tries particularly in machine tools and small armaments. This 

led to Indian emerging as the chief supplier of manufactured 

goods to the middle and the far East.

Because of rapid industrialisation there is impetus to 

advertising.

India become Independent By the end of the Und W.W. ,

the political and economic situation in India had undergone 

a radical cliange. Scarcity of goods had given an impetus 

to the light industries and the staratx small manufacturers.
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Many new industries sprung up and shortly after Independence 

import of consumer goods was totally banned thus protecting 

the local industries. However, ocOTp&ocfeisEt competition between 

manufacturers began grow ing, throwing a challenge to the 

advertising business to come out with newer techniques of 

marketing, selling and advertising. Advert is ing slowly began 

to come tf age and with Kficasci£ repid Industralination the 

techniques txa&x of market research , consumer research etc. 

were utilised to make advertising results more predictable 

and fruitful.

present Position of Advertising Agencies in India:-

We could not get sufficient clues in the literature 

available regarding the history of the advertising agencies 

in India. Subrata BanorJoe however, has briefly traced this 

history. The advertising agency business in India, according 

to him, has promoted in the late nineteen twenties and early 

nineteen thirties by the multinational agencies. But it was 

only during world war II, that Indian ad. agencies started 

coming up into their own. Two possible reasons could be 

attributed for this phenomenon. Firstly. foreign advertising 

per samel were being absorbed in the armed forces, thereby 

creat lip: a vac cu.m in the industry and secondly war pr op ogan da 

required a different approach to win over targe masses of 

population generally hostile or Indifferent towards the war 

efforts. These two developments, together with the growing 

desire for Indianlcation of advertising business gave an 

impetus to ad. agencies in India.

HA. PHIL. 
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I'he growth has been suite impressive. Although we 

couldnot lay our iiando on any authoritative statistics for 

the period, the statistics as given by the Times of India 

year Book for 1976 speak for themselves. Most of these agen­

cies were India- managed though many top agencies were also 

linked with various multinational corporations. The latter 

however had started diluting their holding by employees 

participation as found out in a study by the Economics 

Times Research Bureau. The came study further pointed out 

that mushroom growth of agencies resulted in stiff competition 

in this business which as a conseouence brought about unheal­

thy practices too. While terms and conditions offered by large 

sized units were more or less uniform,smaller agencies were 

undercutting and were eager to provide monedary and other 

benefits to clients. Many smaller agencies however,were fin­

ancially viable further agencies also offered services like 

market research public relations .consultancy etc. though these 

agencies were charged for.

Advertising Scene in India:-

Ml. PHIL. 
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India today is passing through a rapidly changing Socio­

economic political scene, it implications in day to day life 

are obvious and only » naive person would hold a view to 

the contrary. Therefore we considered it proper to know in 

this context, what agencies thought about.

a)advertioing in India in the context of changing environment; 

Mostly advertising in India was growing fact, it was
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passing through the take- off stage ^hopefully for brighter 

future. Advertising would be more responsible in future its 

standards and values would improve and it would entail more 

expenditure likewise the emphases would be on rural markets 

and consumers would become more duality and brand conscious 

due to advertising.

Advertising would have to be rational rather than

emotional and should be able to communicate something meani­

ngful. Another point of view was that advertising would pros­

per if government legislation did not interfere with distri­

bution margins jadai profits etc. as otherwise it (i.e. Govt.* 

cut interference) Intimately affected the advertising business^

• Advertising Agencies operation in In&la:-

A general view was that competition will increase in 

future resulting in better performance. This business would 

grow tighter and only financially sound agencies with less 

people had a chance and survival Another view point wan that 

buyers market in coming years would emerge giving a boost 

to ad. agencies business and also agencies would become more 

socially committed and less profit oriented. Agencies were 

also expected to get Involved more in marketing and public 

relations activities of clients. Professionalism in adverti­

sing would grow and specialisation would be in demand. 

Expansion and diversification of ad .agencies into related 

fields were also anticipated by an agency, pesldes, agencies 

which were urban oriented would concentrate more on? rural
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markets . Indian agencies were better which along w$re 

eligible for the public sector buni ness that ha.
A ST idy op

recently been growing rapidly. However none of the agencies 

forsaw the emergence of agencies in the public sector which 

could give a new shape to advertising business, as has been 

the case in other industries.

a) The advertising Agencies Association of India :

There are various schools of art have been established 

all over the country to impart education In applied art. The 

commercial Artists 1 Guild and the society of commercial 

Designers, Madras are making efforts to improve the lot of 

the commercial designers - various organisations arc .........

= The Advertising Agencies A nsoc iatlon of India ,1945

= The Indian society of Advertisers, 1959.

_ The Auait RjGKEBc&fc bureau acutot of Circulation ,1948.

= The Indian and Eastern News paper society.

= The Advertising club Bombay, 1962.

The Advertising agencies association of India was 

formed in 1945 to raise the standard of advertising and to 

regularise its practice amongest the fellow member adverti­

sing agencies by Introducing a code of conduct.

The Advertising Agencies Association of India too made 

various improvements to increase the importance of adverti­

sing. In TJ.S.i. otatffcotes are made in several states holding 

an advertiser guilty of his advertisement contain an asser­

tion or a representation or a statement which is untrue
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deceptive or misleading.

Bureaus have also been organised to bring to light un­

truthfulness and fradulent advertisements to get action tab ere 

against persons responsible for them to check upon the truth­

fulness of the statements and statistics appearning in adver­

tisements and to suggest to those that approach thorn that the 

alterations they have to make in the text of their advertise­

ments.

Members of the Advertising Agencies, Association of 
India work to a series of "bye laws " -

a) One of which prevents a member agency from soliciting 

an other s busine ss.

b) a member maynfct make contact with a client of a fellow 

member in a manner calculated to obtain advertising 

business unless the client lias directly and spec if i- 

cally invited such an approach.

c) Member siiall neither prepare nor place any advertisement 

in any medium which —

1) is knowingly a copy of any other advertisement of any 

kind

ii) hakes attack of a personal character.

lit) in indecent vulgar, suggestive repluoive or offensive 
either in treatment ar them.

iv' in objectionable medical advertising and an offer of 
free medical treatment .Advertisement that makes a 
remidial relief or curative otisxfas cliam.o either
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directly or by inference not justified by the facto of 

c ommon e xper ienc e .

^) Concerns a product known to the member to contain habit 

forming or dangerous drugs or any advertisements which

may cause money loss to the reader or injury in health

or morale or loss of confidence in reputable adverising 

and honourable businesses or which is regarded by the 

executive council of the Advertising Agencies,Asnoci -

at ions of India.

The Indian Society of Advertiser:-was formed in 1967 to pro­

mote the interest of the advertisers and to raise the stand­

ards of advertislng.lt represents about 70* of the national 

advertisers in the country.

The Ssbt Audit Bureau of circulation formed in 1948 helped 

to bring Indian newspapers in line with those of the advanced

industrial countries. Today almost all imortant publications 

whether dally weekly or monthly are members of the Apg . An 

AbC certificate can be relied on for verification of the 

circulations of the various newspapers and periodicals.

The Indian and Eastern newspaper Society apart from promoting

the common interests of member newspapers gives accreditation

to the various advertising agencies who are only then eligible 

for 15-f commission and other credit terms. The society has

helped to standardise advertising agency practice in the 

country, by prescribing and putting into effect the mini­

mum qualifications of ability experience and f inane ial re o ourc ? s
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The Advertising Club Bombay Registered in 196v presents annual 

awards for excellence in Advertising on an all India "basis. If 

also conducts oermlnars, discussions /debates, audio- visual si He

shows lecturers etc. on advertising and allied subjects.

Origin
6 . fiKgdfac and History of lot Advertising Agency in Kolhapur city

Mrs Jayendra Rarsiiaram Karkare - an unemployed^Vouth of 

about 25 years, after having tried in vain to secure come Job 

or vacation for his livelihood in places like Bombay, came to 

kolhapur in or around 1955-56. He was originally from vonkan but 

had his secondary high School education at Amraoti - Ai^ola in 

8®acR Berar with one of his parental relatives, no had loot his 

father at an early ago and had a sister and mothers to care for. 

He was a very date intelligent person with hadsome personality 

and a forceful and persuading tongue. He liad no technical oua - 

liflcation but by indination and observation had mastered handl­

ing of cinema projectors and minor machines in those days,while 

in search of a vocation, having failed to secure a Job of his 

liking, he must have thought of starting an independent business, 

which he did around 1959-40. He thought of advertising is 

indeed very creditable and remarkable than in those days a per­

son of his middle class background should have thought of adver­

tising business. There was practically no independent Indian 

advertising Agency even in Bombay although Indians were employed 

in agencies run by foreign companies. The word advertising 

agency toad. also not been evolved to extent of the shape and

size we might today visualise or associate with the words. But 
the concept was there---- a fact proved by subsequent developmentc
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when he started, It wan with accsxsck a noval Idea — a novel idea 1 

then which may seem totally outdated to-day. He started screening 

cine-slides in market places or at a prominent corner and charged 

his customers a monthly charge oaxk of rupees ranging from two to 

rupees ten. Being a fine canvasser he secured a good number of 

slides for screening. He had termed his trade as" Talking slides" 

under the banner of » Jayendra Publicity . ( The word publicity 

being followed by almost all the subneouent no called agent in 

and around Kolhapur.

He wan the pioneer person in thin field of business why 

' TaBeing slides *7 Yen indeed his slides were Talking of course 

for want of development and availability of sound producing eoul- 

pment as of now, he used to engage a normal loud speaker with 

microphone run either on electricity or a Dry battery and read out 

the message on the slide screened accompanied with his own commen­

tary in local language or In English and Hindi in a lucid manner.

• Further the screening used to take place for H to 3 hours every 

evening from 6.30 onwards. It would be monotenouo to keep the 

display or commentary running for such a length of time . He there­

fore, bought a gramophone a few popular records of songs and played 

them intermittantly, to attract the people passing by. Actually in 

a place like Kolhapur, there used to a number of idlers; and also 

passes by who made its their custom to gather at the street corner 

and kept on listening to the music played and the commentary made 

along with the visual display of the slides. So that was the beg­

inning of "Jayendra Publicity " a business of Talking slides.

•Wl. PHIL. 
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This was indeed commercial broadcasting which was then not heard 

of in India. It grew well by local standards but after the second
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world war It gradually become more difficult to beep the people 

attracted to this media of publicity In advantage position of the 

city, because of man£ factors. The traffic grew — so the regula­

tion came, police thought the gathering to be hindrance. Advent 

of radio and the growth of other entertainment media and also the 

speeding up of the pace of the peoples activities .resulted in 

thinning the crowds that u3ed to gather at the showground 1959, 

after some ten 12 years of Talking slides he switched on to press 

public ity, Hoarding display and incidental publicity Jobs - alth­

ough the slides display was on. He had by thin tire-less,, a effort! 

and the force of his driving personality made his financial posi­

tion reasonably secure, got married, in 194?, had 4 children liad 

earned a good name ( he used to compose poms and write good copy 

himself) . He was looking forward, to developing his business and 

also start some other trading lines which he was Quite capable 

of doing, nobody even dreamt of the trogedy that was looming large 

: over his head. He was a robust healthy person but had. sometime

after 19 5 5-56 found traces of diabetes in his system. He was by 

temperament dare-devil type of person and probably did not take

■VI. PHIL. 
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sufficient care of his health. He was certainly not ailing. Hut in 

1958 on 7th March, he died, at a comparatively young ago of 44-4® 

of sudden and violent heart attack. He had earlier his Talking 

slides branches at Poona and at pelgaum. These were looked after

by his employees, relatives or friends as the emergencies demanded 

His death was sudden and harsh below to the business and his

family.

jaycndra Publicity, immediately after his death was

on the verge of closure as there vias none who could run a business
KUftl. . f Ah LIBKAP

•M«»- A. ..................... K.UI.UAPWa
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of the kind. Hie eldest son was 10 years or age.
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As providence would have it, Balasaheb Dhopeshwarkar his 

wife's brother although around go years of age had relatively good

experience of outside world though not of advertising business.

Tils widowed sister nought his help and .he by resigning his earlier 

job at Belgaura came to Kolhapur to try his hand at Jayendra Publi­

city. ne too was not educationally or academically Qualified but 

wan and still is a very versatile person with interest in many 

fields of li£e. Ho had a familiar for languages and was particu­

larly good at English language. He could be a good copy writer 

without then knowing the vocabulary in the advertising profession 

He learnt-five trade by dbft+iwt of hard labour* $ continual work and 

got himself into the saddle firmly within the first couple of 

years. But there was no much capital for him to use (A-ll the money 

earned by Mr. Jayendra Harkare were firstly blocked because of the 

owner's death and subsequently withdrawn by his family as of 

necessity perhaps) and he had to struggle .hard to earn the mini­

mum required capital money required to run the business on sound 

foundation. Fortunately j.?. had earlier earned a good reputation 

and prestige and to some people the news of the death of its 

proprietor did not reach. Somehow w.B. Bh oneshwarkar continued.

He has today completed P5 years in this business and acte a talk 
with him reveals certain facts as under

When M.B.D. took over as Manager ( at the instance of his

elder widowed sister) he was not aware of the mechanic of the 
trade nor was temperamentally suitable for service - oriented 

profession. However, he shortly learned by experience that he 

could not only manage the established, although small business but
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can expand it. Naturally it was CNE - ?#*N - SHOW and he had to 

adapt methods suitable to his capacity and nature, pate Mr.Karkare 

was an outgoing personality and didnot care much for press Media, 

while MBD had also been a mail of multifarous activities ( what with 

his love for music drama, sports etc.) he found that ho could not 

match the physical energy and stamina Karkarc possessed. He was 

better at copy-writing so he concentrated on press Media although 

he did not neglect the already existing business of Hoarding 

display and ancillary jobs such as getting ad. material prepared 

from suppliers for the clients on commission basis. At this time 

of the period Kolhapur was coming up industrially. TJdyamnagar In­

dustrial Estate had started looking up to wider markets with their 

production of Oil Engines and pump sets etc. This industry was one 

of the mly two small scale successful industries complex in India 

by 1960-6J? ( The first one was at Ludhiana in Punjab) Mr.M.B.D. 

had a couple of clients from Bombay. One of the clients offered 

him an apportunity to go over to Bombay and handle their account

which Mr. m.B.D. declined. He was not money malting oriented, tto 

really desired to soil or oink with the then small industrialists 

of Kolhapur. These small industrial units could not afford to enga­

ge big advertising agencies from Bombay or other similar places, 

nor could be satisfied by the services of 11 space - buyers" who

J. PHIL. 
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had cropped up in Kolhapur after 1950. Some of these agents were 

only letter - head agents some so called Journalists with their 

naisance value influence could get some advertising business, so 

they also started scratching the available potential under names, 

"jayendra Publicity » van the only bonafide agency who could, fill 

the gap. Although the media and other business was small, the small
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scale industry was sure to grow eventually and they needed the 

services of such an ad. agency which could actually have a large 

outlook and knowledge of fundamentals of advertising including 

production of commercial literature, sales promotion etc. Shri M.B.I 

fitted the position so aptly that one would imagine as if he was 

sent to Kolhapur by providence to do the Job. He claimed during 

those days, in spite of the better opportunities at Bombay/ Poona 

that by serving the growing small industries he was actually doing 

a national service and talcing the local firms and persons ahead to 

compete with others from otner parts of Maharashtra. The history of 

the small scale industry in Kolhapur is indeed a remarkable one & 

speaks volumes for the enterprising spirit and venture of uneducated 

but (undaunted or) bold personalities wo shaped the modern Kolhapur 

in many respects.

Shri m.B.D. used to take parts in conferences, meetings etc 

of the trade not only in Poona or Bombay but also had by 1970 

attended International Advertising (Asia) congress and had. gathered 

a perspective of the whole operations of the advertising profession 

as such and had started adopting the onward outlook,by actually 

trainning his clients — even at the cost of free designing etc. 

Advertisers in the beginning did not pay anything for copy writing 

or new ideas or did not have large enough budget to accommodate 

ouch talent financially. But jAVTUNDPA PUBTIOITY knew perhaps for 

certain that sincere faith pays in the long term.

At the time of -taking the business in 1958 JP had a turnover 

of less than one lakh rupees (which was relatively Oulte good 

comparing the then conditions). To-day its turnover is at least

ten times more with a staff of artioto, medicaaosistant,accounts
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e jroc ut ive , acc ountants etc. By the Indian and Estern Be warn per* so­

ciety standards of the profession, a minimum Oualification in res­

pect of personnel and performance is required if the ad .agency is 

to claim that it is a full-fledged ad. agency. Jayendra Publicity 

has been claiming this distinction for the last over 20 years. 

Although non believe or non- accredit ( Mr. m.B.D. has certain per­

sonal views on this matter) it is today a complete agency.

While their main emphasis is on Press media, they also handle 

all the reouiremento of their clients right from commercial photo­

graphy (including modelling ), production of different types of 

commercial literature and propaganda material, hoarding display 8c, 

what not some of the clients have remained with them for over two 

decades now and have so complete a faith in their honest dealing 

and efficient performance, that they did not engage or have so far 

not engaged any other agency in spite of lucrative( so called)ince­

ntives by my of commission, entertainments etc. Che such client 

can be named prominently is Ghatge and Patil Automobiles Pvt .Ltd. 

These are others who are not so widely known therefore their men­

tion is not made here.

To-day they have as their clients Warna Milk project,Ghatge 

Patil group of'Industries RVS( Bajesh Group of Industries, Pa josh 

Motors, PVS Automobile services Pvt. Ltd.) Famila ice-cream,some 

i textile (Saree manufacturing units) units from Ichalkaranjl.During 

the last 15 to 60 years, there has not been a single advertiser 

in or around Kolhapur who has not at some time or other engaged 

jayendra Publicity as their advertising agents may be for casual 

advertisements or for long term advertising campaigns.

Jl. PHIL. 
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Jayendra Publicity in known to be the only standard ad. 

agency from nay rural area tiiroughout Kolhapur. An the major ad. 

agencies have been and are ntlll located in placen like Bombay : 

Delhi : Calcutta : Madras and a few at places like Poona etc. pu­

blications from upcountry area have on their lips the name of J.P. 

whenever they think of visiting Kolhapur for canvassing ad.business 

for their publications. The local newspapers and upcountry news­

papers and periodicals { even National dailies like the Times of 

India, -- Indian Express Bombay - statesman Calcutta, Hindu,

Madras - Deccan Herald from Bangalore and all the Poona papers)
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have approved JP as their agents and their business is unha si tat i- 

ngsly accepted as is the case with no other agency from Kolftapur 

Not that Jayendra Publicity has a very big turnover in terms 

of money, although thin could be achieved by slightely changing 

their basic policy of straight dealings (with out offering any un to­

wards incentives - as has become the practice with large ad.agencie 

the world over ) Mr. M.B.D, is a nan of principles it seems and 

lias stuck to liis guns. It is doubtful if he can hold .his flag dur­

ing the days to come as the total social content and the mo^al 

values have considerably changed during these ten fifteen years.

It appears that J.P. belongs (its management, I mean) to an earlier 

generation an far as moral standards in the trade are concerned, 

However, one can not stop the onslaught of circumstances and envir­

onments and to think that J.P. by force of circumstances will 

change its rigid moral approach( not that they would anything ) 

and get in the main- stream of the trade shortly with the joining 

of nr. M.B.D.'s son Deepakf who is adcQ.uately Qualified - academica­

lly and is actually handling a few accounts dLuringfto do work
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culckly I5 the last couple of years.

No doubt jayendra Publicity is filling a need that the clients 

feel. I have seen on other agency or a person who lias a comprehen­

sive perspective of the profession and its real scope, in Kolhapur 

than Mr. M.p.B. and the staff trained by him to meet the clients 

demands and to look forward to changing reeuirementc.

When and if the history of Advertising business in Kolhapur 

is writ&sv, the first and foremost name would be that of ,TP who have 

been responsible for not only doing reasonably good business but 

actually changing the tastes and approach of their clients and other 

towards good advertising by very subtle methods and actual results.

JP has developed their own process department (Block making 

with modern machinary and technical staff) as none other from 

Kolhapur could cater to their needs. So it can be said they are 

responsible for process department's development also in Kolhapur 

In Kolhapur, incidentally the-^e were hardly a couole of block _ 

makers come 20 years ago Today there are about 16-20 publicity 

organioations are present in Kolhapur city. History of other publi­

city organisations in Kolhapur city upto year 1985. Since 1940 

there was aaatzmx only one ad. agency working in Kofthapnr later 

addition of Bharat publicity which was managed by pate w .^apadekar 

started working in this line. The nature of work of this two
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agencies was a&aftxfcByaaKXftfffc to publ ish display advertisements in 

newspapers and also to accept .hoarding contracts when the newspaper' 

in Kolhapur gradually increased, the number of advertising agencies 

also started their own business with some new style of activity.
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The Chandrakant publicity, Bimal printers and Advertisers, cud in 

publicity, She New Advertising Beaura, S inha van i etc. The number 

of news papers and periodicals published in Kolhapur has to-day 

gone up to about 15. Most of the advertising agencies in Kolhapur 

are publishing their advertisements not only in newspapers a perio­

dical in Kolhapur, but also in outside newspapers (Please see in 

Appendix fjo. 6 . )
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Some of the new advertising agencies started working in the 

same manner as the previous agencies. But some of the working 

journalist associated themselves with the advertising business. 

Their contacts with industrialist and businessman and their ability 

to prepare good-layout and publicity material proved to b« an asset. 

This addition is very significant because while the previews agen­

cies were only limited to business activity of publishing adverti­

sement, Journalistic-merit and istyle of presentation as well as 

creative approach resulted in better material and proper display 

of products or subjects to be published.

All ad. agencies are not fully eouippcd with reouired staff 

or departments like designing, photography block making etc. how­

ever this services are easily available in Kolhapur . The most of 

the ad. agencies hire this services as and. when reguired and they 

are therefore not expected to .have their own special departments 

or additional staff.

Each ad. agency has its own style of working and significant 

phases of development.Chandrakant publicity for Instance,started 

in year 1958 by Mr. cIriandrakant with very ttX little capital and. 

no staff,After 8 years ( 1966) they employed a clerk and an office
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boy and later expanded their field of activity. Ao regards their 

style of working, they prepare the rough material first and finalise 

it after personal discussion with clients. They have also good 

number of clients interested in display of slides in cinemas. This 

is an additional activity besides newspaper publicity.
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Biraal Advertisers started in 19(3 5 by Mr. Champakabhai Shah

is a pr opr it ©ry concerns having no staff and they a^e hiring ser­

vices like designing and blocks from designed and block-makers. 

Their clientele is limited because their man activity is printing 

and advertioing business is their side activity.

In case of sudin publicity which started in year 1968 ,prin­

ting business is the main activity and advertising is the additional

one. mt. jaisingh Shinde who worked for seme years as a journalis1 

has now delicated himself to the profession of advertising, we says 

that his association with newspapers has helped in to study various 

aspects of advertising business. His non Mr. Vijaykumar Shinde has 

new joined him in the same business.

Sadhna and Panther Publicity which started in 1975 and ISSx 

1977 have limited clientele. Sadhana publicity in mainly interested 

in advertisements regarding sale and purchase of proerty while publ! 

ching scan type of advertisements they entered into business of p 

property transactions. Mr. joshi of Sadha publicity nays that his

previous experience of working in a cinema and accepting cine-slide 

and personal contacts with a few clients encouraged him to enter 

into this advertising business.

-c regards the Hew Advertising Beraeu which started in the

year 1977-78. The journalistic experience and personal c on tacts
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seems to be the main source of advertisement business in thin

propritery concern. Mr. prabhakar Kulkarni who workes 

as the advertisement executive in himself a full time Journalist . 

He works for the advertisement business on a part- time basis,when 

Mr. Kulkarni wan working an a correspondent of a Pune daily nakal 

when he acst was a college student, he started sending advertisements 

to Sakai. This wan the first experience of this business although 

it was limited to only one newspaper. He nays that Journalistic 

experience is useful for advertisement business because the copy- 

material which is to be prepared for advertisements*: is made more 

effective because of proper understanding of newssence and topi­

cality. Again " when to advertise ” is one of the important &atx 

aspects of advertising. A journalist known as to how and when rea­

ders are normally curious to read and as to how crew newspapers pre­

sent the new stories and also plan various pages of a newspaper, 

for instance, readers are normally more interested to see the sig­

nificant pdxafcssxacRfc: photos or reade speeches of dlgnitonen like 

the prime Minister or a Chief Minister of a state or even a descri­

ption of an interesting cricket match. On ouch occasions newspapers 

are widely circulated and advertisements in these issues are read 

widely and appreciated.

Mr. Subhas Desai of Sinhawanl advertisers which was establi­

shed in 1978 is also a Journalist and he could develop contacts 

with newspapers in Kolhapur and other areas. As representative of 

his agency he visited almost every news paper in T«aharashtra and

also at Delhi, Banglore Calcutta and Madras. He says that his 

personal visits to newspaper offices has created confidence in him 

wnile working in this advertisement business.
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Mr. V . 0 .My 3. e o of ” Advantage Publicity" which 3 tar ted in 198? 

had worked in a number of printing presses in G-uJrat and Maharashtra 

He has also worked an a Chief executive in an advertising agency, 

while working for hi3 ohm. ad. agency he has realised that creativity 

is the heart of advertisement and proper designing is most signi­

ficant aspect of good advertisement. ITe says that specialised ser­

vices like artistic designs, block making etc. are indispensable 

for ad. agency.

Mrs. Sanjivani Mohen ITavaldar is pr opr it or of Singer adverti. 

sere vmich. is established In 1981. Although Mrs. havaldar manages 

this agency as a pr opr iter,her husband ifr . Tlohen Havaldar helps 

her in securing business and preparing effective copy-material 

Mr. Havaldar is a Journalist and a sasocial worker and his per­

sonal contacts with a number of clients are the main source of 

advertisement business. Singer advertisers also undertake hoarding 

assignments.

The other ad. agencies e.g. SanJivani Klsan Vlkarant, Alankar 

are working In the same line and their experience of these business 

is similar to those ad. agencies mentioned above.

Most of the advertising agencies in Kolhapur arc members of 

the Dak shin Maharashtra Advertising Agents Association, '^his asso­

ciation is established recently and its silent features are...
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1. The membership is opened to any organisation,firm, company 

or individual working as ad .agency and conforming to the minimum 

standards of business practice and professional skill.

2. Those agencies and individuals who are not full-fledged 

advertising agencies are enrolled as affiliated members.
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3. The annual subscription there is from Rs. 150 to 750 members 

of all categories are entitled to participate in various activities 

of the association.

4. The Association expects that the members or advertising 

agencies should have ability to render services in reasonable 

*sat conformity to the standards of advertising profession in gen­

eral and to those framed by the association in particular.

5. The association has laid down some ethical and IxLsineso 

standards, according to which advertising agencies are expected

to abide by the rules and norms prepared by the association and 

to avoid unfa ire practices not only in regard to the clients 

but also to the media and the public.
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