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Yr, “says -JDMC, DU”. Students
who look for quick money and short
cuts cannot achieve successinlife. It
time to studyto enjoy universtty life, as
we anyway have to take up ajob later
in life to sustain ourselves.”

Mansi Soota, MBA (IB),
Final Yr Amity Business schqo
degree is intended to foster lifelong
learning and useful involvementin the
world around us. Oretlegree must
reflect ones knowledge base. Students
who eamwhile studying will realize the
importance of a quality degree
(knowledge-based) later in life.

Are degree courses relevant
on the current job situation

Ambika Kapogf BSc Hons. Ist yr
LIC, DU) says -“Dday a degree
definitely has become a stepping stone
towards finding a job, but it doesn't
hold true for all students.

The higher education degree
is still associated with enhancement of
Ieamingztransfe(r]I orf] knovvletc)ige across Vgl
generations and human betterment: e
Degreeis meantto gain knowledge firsg i 1€, VIESIETH CUI
andthenjob. ‘Eamn
while you learn’ is a \&stern concept,
but it can't justify the purpose of

K)Algzuzlnt;adegrees gibhav Jain, - gonam KapopiB.A. Advetising, lind

Daag Acchhey Hair??

Is your detergent killing the environment?
“Daag Acchhey Hain” and “Do bucket paani rozaana hai bachaana” go a poputgerdstadvertising
punchline, with none other than Shabana Azmi espousing the cause of the brand.
But have your ever thought what happens when you have washed your clothes and the frothy water goes
down the drain? \&ll, it pollutes our soil, water bodies and causes death of innumerable Watgsmis
like fish.
Why detergents are harmful

Detergents contain phosphates which eventually kill water bodies.

North America and Europe were caught napping when use of phosphate-based detergents
exploded in the 1950s and 1960&r attention was drawn to the menace when in the 1960s, the
Great Lakes of Canada were found swarming with ever-growing presence of algae and dead of dying
fish. The Great Lake region was of crucial importance to Camadahomy as by 1966, one out of
every three Canadian and one out of every eight American lived in the Great Lakes Basin.
How the environment won

Canada made regulations to bring down the levels of phosphates in detergents.

Other countries like Switzerland, Norw&gnezuela (and 12 states of the United States) have
gone a step ahead by completely banning the use of phosphates in detergents.
Good news!

In India, per capita detgent penetration and consumption in the consumer household fat 2.8
kgs per annum is low as compared to the developed countries of the world (12-20 kgs in Burope
and 28 kgs in the US) or even developing countries like Pakistan, Nigeria or Philippines whjch
consume 5-6 kg of detgents every year
But the downside!

Big companies like HLL and P&G are constantly trying to make consumers believe that they
should use more detgEnts.

The detergent industry anticipates a rise in use of high quality detergents by around 10 per cent
per annum. More and more rural consumers, who have traditionally used the detergent cake forywashing,
are being initiated into the dege@nt powder categary
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"vhile you learn’ is good but only

if it's followed in the right
spirit.”
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EDIT ORIAL

» Here comes our Ilird News lettétope you are all enjoying reading what we put
together for you, and if you don't, just come forward and tell us what you want and
how the change is going to happerm Neve thought of a plan to involve you in
even more ways than already outlined in our previous newsletters to you.
We are thinking of instituting a ‘KRISHNAward for you guys and gals in
the Consumer Club.
We wish for you to go out and become activists, like Krishna was. He led his
brigade of girls and boys and changed the face of where he lived by making a
difference. He rid theamuna of the Kalia of poisonous garbage ( the Dalimuna is waiting
for you all do the same for her!), planted tmma or Tlsi to rid \findavan of the mosquitoes
that infested the place with cows and their dung getting out of control. By taking the cow under
his wing, he raised its status and brought home to the residentsdafan, how important the
animal and its dung was to their agrarian way of life. He persuaded the girls not to carry the
milk they produced to King Kansatourt as tax. @are sure you know of many more things that
he did for his hometown and later for all humaniite to us and tell us if you like the idea,
and if some among you can think of doing things to change what you know needs to ahange.W
wish for you to think of yourselves as agents of change and take responsilityf you
were to look around , you will spot plenty of stuff that is crying out for some action in your school
campus, in your home, in your locality

Put on your activist hat and talk to us andls€e where we can take this idea.
Hope you are making and distributing copies of the ‘News Léftégllow students. Do put
copies in the library and on the Notice Board.

— . 'IIH
All the best! qﬂ—'_“"]*-w

it DIVAL|

A commercial Have you ever thought about ﬂ
Divali? how every yearthe market is |~ '”

Manikchand sponsors a Garbatak'r]g more hold of our Ilvgs,_ our .Lﬁ-
dance festival in Mumbai and festivals, culture, and religious™ &

~ The Tmes of India and ceremonies?
Hindustan Goup do the same |f it is Cadburys chocolate gift

for the Dandiya in Delni,  or Rakhi, it is the various car
corporates pitch in for Ganesh ’

Utsav in Maharastra, and  Prands that exhort consumers t

Gujarat markets see an  buy that a new four-wheeler on
accelerated demand for  Divali.

Bandhni style s@es and ¢ i ot possible anymore todays, than they are about actual
chaniya choli for Janmastami. .o e rate festivals without thecelebrations?
@ meemeemeg o8 shadow of brands falling over the: Do you get a high when

. - DANDI W\. celebrations. you shop during festivals? Do you

ﬂ-b Navaarei . DISCUSS! think celet_)rations_would not be so
f ) Do you agree that the much funifyou did not make that

0 . '+ market forces are running awaytrip to the Mall, or if your family

M # *2t (0 with our festivals — that have did not book a spanking new car

ik, > *).° Dbeen free from any ganised thisDivali?

(™

U A '* commercial influence for - Do you think you are
RLE \: } hundreds of years? being used/lured by the market as
~NAVRATRI Are festivals more about @ means of making more profit
'NAV RA/E;I;:!’/' shopping, sales, and loans thes@uring festival-time?
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SO SANIA MIRZA IS A
SUPERSTAR

The news is that Sania Mirza is next only to Indian sports brightest luminary — Saudhiter —
in the endorsement game. Her stature in the advertising industry is equal to that of Rahul Dravid (H
for each advertising contract), and some people are raising eyebrows, as to whether the 18-yea
idol deserves the quick rise to fame. “Is
she so famous, that she should be put on the cover

of Timeandindia Today?” they ask. Or the other Sania at rank

reaction is“Just because she is a girl, she is being 435 anq the
showered with all this attention”. ‘star Sania’ at
Sania is making waves on the consumer scene too. rank 31.

Thanks to hetennis coaching classes have sprouted
like mushroom across indieefnis-related sports gear
sales have witnessed an up swing, as have the sports wear
fashion. Sania’choices are fafcting the market scenario
as well.The advetising world is not far behind and she is fast
accquring the status of an allround icon of the youth.
Now;in a crowd of all-male, all-cricket scene,
there is Sania Mirza — a teenaged girl with an
attitude, whose ground strokes go blazing past
the likes of Serena Wams and Maria Sharapova.
She symbolises the Renaissance of Indian sports
—that wants to break free from the fetters of
the cricket frenzy that has for long held India
in its throes. Sania also brings hope to millions
of girls —who draw strength from
the fact that if a minority
community girl, who grew up
in an ordinary middle class family

can make it to the top of the Can Sania save the girl child?
WTA rankings, then maybe Being a celebrity is not just about million-
itis notthat difficult for rupee endorsements, but also about using
themto realise their dreams ones popularity for a social cause.
either? Sania has done just that. In 2004, Sania
Mirza was named as the ambassador for
ACTMTY _ the Year of the Girl Child. Her home
*Doyou think Indian sports is state, Andhra Pradeshfered Rs 1 lakh

cric ket y—dominated?
Yes [ o
- Do you think itis fair to give a
red-carpet treatment to cricketers?
Sachin Endular and Saurav Ganguly
have their own chain of restaurants,
whereas players of other sports,
even Olympians, have to live a life
o f__hardship?
Yes L]

to families with just one daughten a
bid to balance the lopsided sex ratio.

No
Is__Sania Mirzaan_icon for the teens?

'S 1 crore
ar old teen

Yes 31 L1 No




Context: Activity invite the students to explore advertising and its power and also show how as co
we can limit the impact of advertising if we are able to understand its purpose and intent.

Year Group: Upto class 12

Subject/Curriculum Reference:Citizenship, Geographgreativity and English
Topic Reference: Advertising, Consumer Behaviour

Time/Length: 2/3 x 55 minute workshop plus extension possibilities

Aims:
To identify the wide range of consumer information available through advertising
To explore the power of advertising ang &bility to influence our consumer decisions
Learning outcomes:
As aresult of engaging in these activities students will be
able to:
- Explore and discuss the purpose of advertising
Use consumer information to make informed consumer
choices
Discuss the differences between advertising and
independent consumer information
Identify some of the information required by law on specific
products/services
Explore the types and range of advertising
Evaluate the impact of advertising and discuss how it influences young
consumer and how advertsing uses children
Resources:
For display: Posters, books, leaflets on advertising and packaging
Artefacts: Examples of consumer information, including consumer magazines

Sumers

Teacher stating points

Discussion:ldentifying the types of consumer information available. The purpose and po
advertisingConsumer ResearchiWhich adverts have the most impact?The legal requirements for cor
information and advertising.

Student Activities

Talk about:What is advertising? What does it do? Who does it bengp&sTof advertisingClassioom
Task: Evaluate a range of consumer information and discuss how it might influence your ¢

wer of
sumer

hoices.

Investigation: The different styles of advertising. Stereotypes in advertising — advertising styles e.g.

glamour happy families,”infomercialConsumer SurveyWhich adverts are most liked/disliked? Wh
are recognised most easiReseach: What are the legal requirements for products/service informg
Who enforces this? How does it protect the consumer?What are the legal requirements for diffe
of advertising — T\radio, magazines? Who regulates this? Case Study: and analyse any one

women and children.

ch

tion?
rent types
ad using

Teacher Reflection:
This project allows students to explore the issues surrounding advertising; appreciate how product ir
can be used as a tool for making comparisons and effective consumer decisions. The projectisi
contribute to work in design and technology but it has relevant contexts to support work in Englis}
maths as well as exploring the consumer perspective.

Assessment opportunities/Homework/Extension activities:
Extension Activity: Design and make a simple product and include their own product packagi

information.Produce their own advert for magazine or newspggpfain who their tgiet audience ig.

Analysis of the language they have used to convey the image of the product they are promoting
Compiled and Designed by Bhoomik

formation
ntended to
), art and
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