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Abstract: This research paper delves into the intricate interplay between humor and cultural context in the advertising
strategy of Amul, one of India's most iconic dairy brands. Renowned for its topical and witty advertisements, Amul has
consistently leveraged humor as a tool to engage audiences across generations. These ads, often appearing as billboard
hoardings and digital posts, are known for their clever wordplay, visual satire, and timely commentary on current events,
politics, cinema, sports, and social issues. Through a qualitative content analysis of selected Amul advertisements over the
past few decades, this study seeks to decode how humor, when rooted in cultural relevance, enhances audience engagement
and brand recall. By examining the language, imagery, themes, and socio-political references used in these ads, the research
highlights the importance of cultural literacy in crafting effective advertising messages. The study also explores how Amul's
humorous approach not only reflects but also shapes public discourse, positioning the brand as a cultural commentator in
Indian society. The findings reveal that humor—when aligned with shared cultural values, popular narratives, and current
events—can serve as a powerful communicative tool in advertising. This research contributes to broader discussions on the
role of semiotics, humor theory, and cultural studies in advertising, offering valuable insights for marketers, advertisers, and
media scholars interested in culturally resonant branding strategies
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I. INTRODUCTION

Amul advertisements have become an iconic part of Indian pop culture, known for their clever use of humor and timely
references to current events. This study investigates the elements that contribute to the success of Amul's ads, focusing on the
interplay between humor and cultural context. By examining a selection of Amul advertisements, this research seeks to
decode the strategies used to craft engaging and resonant messages

Amul advertisements, henceforth referred to as Amul ads, stand out for their unique appeal and are appreciated by both the
general public and linguists. These iconic Indian ads, primarily presented in billboard format, have been captivating audiences
for over 50 years. They primarily promote Amul butter, though the Amul brand encompasses a diverse range of products,
including milk, ice creams, cheese, chocolates, milk powder, and beverages. By 2005, Amul had successfully ventured into
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the global market. While Amul produces various other commercials across different media, the butter billboards remain the
most popular and consistently engaging. These billboards, strategically placed in key locations across different Indian cities,
are updated on a weekly basis to maintain their relevance and impact.

Amul ads are composed of three main elements: the picture, the main text, and the slogan. The picture is the initial eye-
catcher, designed to pique the audience's curiosity and encourage them to read the accompanying message. Contextual
knowledge plays a crucial role in forming a cohesive link between the textual message and the event depicted in the image.
The slogan typically references the event or individuals and cleverly ties them to the butter product in a humorous manner.

Fig.1. BJP gets set for a historic third term, June 2024

Gulaabi Saadl Peela Butter
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Fig. 3. The addition of sign language commentary in IPL, April 2024

Amul
BUTTER
OF LIFE!

Fig. 6. Ayodhya Ram Temple Inauguration, January 2024
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II. METHODOLOGY

This qualitative study employs content analysis and semi-structured interviews to gather data. The research methodology
includes:

e Content Analysis: A systematic examination of a selection of Amul advertisements from various time periods.
o Criteria for Selection: Ads that reflect significant cultural events or trends.
o Analytical Framework: Identifying themes, humor techniques, and cultural references.

e Interviews: Conducting semi-structured interviews with diverse consumers.

o Interview Questions: Focused on perceptions of Amul ads, the effectiveness of humor, and the role of
cultural context.

Data Collection

o Sample: A purposive sample of Amul advertisements called Amul Hits from Jan to June 2024
e Sources: Official Amul website, online databases, and social media platforms.

e Participants: Diverse group of consumers from Patan, Mehsana, Palanpur and Gandhinagar with various
demographic backgrounds.

1. DATA ANALYSIS

Coding: Transcription and coding of interview data to identify recurring themes and patterns.

Thematic Analysis: Grouping coded data into major themes such as humor types (satire, parody, etc.), cultural
elements

(traditions, social norms, etc.), and audience reception.

This thematic analysis is based on qualitative content analysis of selected Amul advertisements and audience responses
gathered from various cities in North Gujarat (Mehsana, Patan, Gandhinagar, and Palanpur). The study identified
several recurring themes that demonstrate how humor and cultural context shape the effectiveness of Amul’s
advertising in regional urban settings.

3.1 Cultural Relevance and Localization

Theme Summary: Amul advertisements often incorporate culturally relevant themes, local festivals, language
nuances, and regional socio-political issues, which deeply resonate with the audience in North Gujarat.

Observations:

e Use of Gujarati language or Gujarati-inflected English in taglines.
o Reference to local events or personalities, making the message feels regionally tailored.
e Visuals or motifs reflecting local attire, food habits, or rituals.

Implication: Localization builds trust and reliability, showing that the brand understands and respects local culture.

3.2Topical Humor and Timeliness

Theme Summary: Amul ads are known for their "moment marketing"—reacting quickly to national and global events
with humorous takes. This theme shows how time-sensitive humor appeals to urban audiences with media exposure.

Observations:

e Ads featuring current political events, cricket matches, Bollywood releases, or social media trends.
e Viewers in urban North Gujarat appreciated the quick wit and shared the ads on social platforms.
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Implication: Topical humor creates immediacy and virality, encouraging audience engagement and brand recall.
3.3Social Commentary through Satire
Theme Summary: Amul uses subtle satire to address deeper social or political issues, blending humor with critique.
Observations:

e Ads subtly critiquing inflation, corruption, or governance, often using pun-based headlines.

e Audience members recognized and appreciated this approach, especially among educated youth and

professionals.
Implication: This balances entertainment with awareness, positioning Amul as a socially conscious brand.

3.4Emotional Connection and Nostalgia

Theme Summary: Amul ads often evoke nostalgia and emotional resonance, linking the brand to shared memories
and values.

Observations:
o References to classic Bollywood, historical events, or childhood memories with Amul products.

e  Older participants in North Gujarat associated Amul with trust and tradition.
Implication: Emotional branding strengthens long-term consumer loyalty, especially in semi-urban and culturally

rooted regions.

3.5 Visual Simplicity and Symbolism

Theme Summary: Amul’s consistent visual style—cartoon characters, minimalistic designs, and bold text—
contributes to brand identity and ease of understanding.

Observations:
e Participants noted the instantly recognizable Amul girl and style, even without reading the full message.

e Visual cues often carried layered meanings, appreciated more by culturally aware audiences.
Implication: Consistent visual branding aids memorability and accessibility across demographics.

3.6 Urban vs. Semi-Urban Audience Interpretation

Theme Summary: There was a noticeable difference in how urban and semi-urban populations in North Gujarat
interpreted humor and references.

Observations:
e Urban respondents (e.g., in Gandhinagar) showed higher familiarity with political references or English
puns.
e  Semi-urban respondents (e.g., in Patan or Mehsana) preferred culturally grounded humor or ads in Gujarati.
Implication: Understanding audience literacy, exposure, and context is crucial for tailoring humorous content.

3.7Content Analysis: Detailed analysis of selected advertisements to map out the use of humor and cultural
references.
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Advertisement 1: "Pradhanmanthree!"

Visual Elements: A caricature resembling a popular Indian political leader (likely Narendra Modi), holding a piece of
buttered bread, surrounded by celebration and BJP party flags.

Language & Wordplay:
e  “Pradhanmanthree” — A pun on Pradhan Mantri (Prime Minister) and the word “three,” suggesting either a

third term or humorously linking to butter (Amul = 3rd main course?)
e  “Coalition of health and taste” — plays on political coalition vs. food quality.

Pradhanmanthree!

b

v Y

)

Fig. 7. Cultural References: Indian politics, elections, Modi’s leadership.
Theme: Political satire; humor tied to election outcomes.

Advertising Strategy: Timely and topical. Taps into current political climate for immediate relevance.

Advertisement 2: "Gulaabi Saadi, Peela Butter"

Visual Elements: Characters resembling rural folk, including a woman in a pink sari (gulaabi saadi) and a man
looking flustered. Background suggests a rural Indian village.

Language & Wordplay:

e  “Gulaabi Saadi, Peela Butter” — Literal translation: Pink sari, yellow butter. Humorous rhyme referencing the
popular viral video “Gulabi Saree” song that went viral on social media.

e  “Naachrally popular” — A pun on “Naturally” + “Naach” (dance), referencing the folk dance in the viral video.

Cultural References: Viral content from Indian rural YouTube, regional dance and dress, social media virality.

Theme: Rural pop culture, virality, and humor.

Advertising Strategy: Amul’s flexibility in responding to viral social media trends.
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Advertisement 3: "Signs of Good Taste!"

Visual Elements: Two commentators (likely referencing sign language interpreters or commentators during IPL). IPL
trophy in the background, hand gestures forming sign language.

Language & Wordplay:
e  “Signs of good taste” — Dual meaning referring to both sign language and good food taste.
e “Universal language of flavour” — Reinforces the idea of inclusivity.
Cultural References: Indian Premier League (IPL), inclusion of differently-abled communities, signs language.
Theme: Accessibility, sports, inclusivity, entertainment.
Advertising Strategy: Inclusive branding with current event relevance (IPL, disability awareness).

Advertisement 4: "First Desert, Then Main Course!"
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Visual Elements: Characters resembling actors from the Bollywood movie Dune (desert-based sci-fi). Holding
buttered bread, dressed in sci-fi warrior costumes.

Language & Wordplay:

e  “First Desert, Then Main Course” — Pun on “Desert” and “Dessert” and referencing the film’s desert
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setting.
e  “Butter of life!” — Play on the phrase “bread of life,” suggesting Amul butter is essential.
Cultural References: Hollywood film Dune, popular in Indian urban circles.
Theme: Pop culture crossover, global entertainment.

Advertising Strategy: Global appeal with clever punning for Indian audience.

Advertisement 5: "Makhanauts!"

Visual Elements: Cartoon versions of ISRO astronauts wearing space suits, holding buttered toast.
Language & Wordplay:
e “Makhan + Astronauts = Makhanauts” — Invented term combining Amul’s butter (“makhan”) with Indian
space mission astronauts.
e  “Sky is the limit” — Standard idiom, here used literally for a space context.
Cultural References: ISRO’s Chandrayaan or Gaganyaan mission, India’s achievements in space exploration.
Theme: National pride, science and technology, progress.

Advertising Strategy: National sentiment, patriotism, pride in Indian innovation.

Advertisement 6: "Temple of a Billion Hopes"

Visual Elements: The newly constructed Ram Mandir temple in Ayodhya, with the Amul girl looking in admiration.
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Language & Wordplay:

e “Temple of a billion hopes” — Emotional and religious appeal.

e “Amul: Welcome it” — Double meaning, welcoming the temple and Amul products.
Cultural References: Ram Mandir inauguration, Hindu religious symbolism, national unity.

Theme: Faith, tradition, national pride.

Advertising Strategy: Emotional and cultural bonding, respectful yet strategic placement in a religious-political

moment.
TABLE 1
SUMMARY OF PATTERNS ACROSS ADS
Theme Examples Strategy
Political Satire Pradhanmanthree! Topical, humorous engagement
Viral/Pop Culture Gulaabi Saadi, Dune parody Youth and internet appeal
National Pride Makhanauts, Temple of a Billion Hopes Patriotic emotional connection
Sports and Signs of Good Taste (IPL) Mass entertainment targeting
Entertainment
Inclusivity Sign language, women, rural India Brand values and awareness
Language Play All posters use puns, bilingual references Memorability and wit

1V. FINDINGS
The analysis reveals several key insights:
5.1. Humor Rooted in Cultural and Social Contexts

o Amul advertisements effectively use humor that is deeply rooted in Indian cultural, political, and social events.

e Wordplay, puns, and satire are tailored to both urban and semi-urban audiences, often requiring cultural literacy to
fully understand the reference.

e This humor not only entertains but also informs, making the ads memorable and shareable.

5.2. Timeliness and Topicality Drive Engagement

o Amul's ads are quick to respond to current events—Dbe it politics (Pradhanmanthree!), sports (Signs of Good Taste!),
space missions (Makhanauts!), or viral social media trends (Gulaabi Saadi).
e The brand’s agility in producing timely content ensures consistent public engagement and high recall value.

5.3. Strategic Use of Visual Identity and Consistency

e The recurring cartoon format, presence of the Amul girl, and recognizable visual style ensure brand consistency.

e Despite changing contexts and themes, this visual uniformity makes each ad instantly recognizable as part of the
Amul brand.

5.4. Promotion of National Sentiment and Pride

e Several ads (Makhanauts!, Temple of a Billion Hopes) evoke patriotic feelings and national pride by celebrating
Indian achievements in science, culture, and religion.
e This helps foster an emotional connection with consumers beyond just product promotion.

5.5. Inclusivity and Representational Diversity
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o Amul advertisements reflect India's diverse demographics and values by portraying rural communities, differently-
abled individuals, women, and various regional cultures.
e  This inclusive approach broadens the brand’s appeal and positions Amul as a socially aware entity.

5.6. Effective Localization in Messaging

e Language choices (bilingual puns, Hinglish, regional phrasing) are carefully tailored to resonate with different
segments of the Indian population.
e This localization enhances relatability, especially in culturally rich areas like North Gujarat.

5.7. Amul as a Cultural Commentator

o Amul does more than sell butter; it engages with public discourse by offering commentary on current affairs, societal
issues, and pop culture through satire and parody.
e The brand is perceived not just as a product but as a humorous, insightful observer of Indian life.

5.8. High Recall and Emotional Bonding

o Due to the combination of humor, relevance, and cultural connection, Amul advertisements enjoy high recall among
audiences.
o Nostalgia, patriotism, and humor help establish a long-term emotional bond between the brand and its consumers.

The findings of this study indicate that the effectiveness of Amul’s advertisements lies in their deep cultural resonance
and timely relevance. By tapping into the collective consciousness of the Indian public, these ads manage to bridge
entertainment and marketing in a way that feels authentic and relatable. The humor employed in Amul's advertising is not
generic or superficial; it is layered with socio-political commentary, linguistic playfulness (including bilingual puns and
colloquialisms), and visual satire that reflects current events and shared cultural experiences.

Amul's ability to consistently align its messaging with national sentiment, festivals, political developments, and even
global events—while maintaining a light-hearted tone—demonstrates a sophisticated understanding of its audience. This
cultural literacy ensures that the brand is not merely selling products, but also participating in and shaping public
discourse.

Furthermore, this strategy contributes to the emotional branding of Amul, fostering a sense of nostalgia, humor, and
familiarity. In a multicultural and multilingual country like India, where audience demographics vary significantly, the
brand’s use of universally understood cultural markers and humor creates a unifying effect. This positions Amul not just
as a food brand, but as a cultural icon.

The broader implications of these findings suggest that in multicultural markets, advertising strategies that are culturally
embedded and contextually relevant can significantly enhance consumer engagement. Brands that aim to enter or succeed
in such markets must invest in understanding the socio-cultural landscape and develop content that reflects, respects, and
responds to local values and narratives. Humor, when used thoughtfully, becomes a powerful tool—not just for attention-
grabbing, but for building lasting brand affinity.

V. CONCLUSION

Amul’s advertising strategy serves as a compelling case study in the power of culturally-informed humor in marketing.
The brand’s ability to blend timely humor with culturally significant themes has not only differentiated it in the Indian
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market but has also elevated its status as a voice of popular culture. These advertisements are more than just promotional
tools; they are reflective commentaries that resonate with audiences because they speak their language—both literally and
figuratively. For marketers and advertisers, Amul's success underscores the importance of cultural sensitivity, contextual
relevance, and creative engagement. In an era of global marketing, where brands often seek to communicate across
diverse and fragmented audiences, Amul's example shows that the key to effective messaging lies in authenticity and
cultural intelligence.

Future research could expand this study by comparing Amul’s strategy with similar brands in other cultural contexts to
evaluate how humor and cultural references function in different advertising ecosystems. Additionally, longitudinal
studies could explore how such advertising impacts brand perception and consumer loyalty over time, particularly in an
evolving digital media landscape.
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