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Abstract
English since several decades has been enjoying a very privileged 
position in every sphere of life. Being a multi-lingual country, 
Indians have turned to English as the only media for communicating 
with people belonging to the different states speaking their different 
regional languages. Therefore being a lingua franca, English has 
gained a very high status, yielding to the growth and development 
of India’s economy, social, and cultural position internationally 
across the globe. Several marketing strategies have evolved, and 
the faces of new products and goods in the world market require 
advertising these products nationally and internationally. The 
products having attained the global status through advertisement, 
millions of products have reached the drawing rooms of several 
homes in many countries and India is no exception. It has been 
very fascinating to see that Indians speaking and using English 
in the contemporary age have been growing at a very rapid stage. 
Moreover the code- switching has enlightened the fact that English 
has left an indelible mark in the regional languages. This paper will 
make an attempt to analyse the role and status of English enjoyed 
in Indian advertisement and how Indians feel more comfortable 
with the code-switching process involved in advertisement in all 
the states of India.
“English has been called, among other things a ‘decorative 
language’, ‘the most chameleon of languages’, ‘the gateway 
to dreams and faraway places’, ‘a semi-sacred language’, 
‘glottophagic language’, …”.
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I. Introduction
Indian advertisement has gained a prestigious status in a multi-
lingual country like India, where code-switching and code-mixing 
have made communication interesting and possible in the Indian 
sub- continent. Despite India speaking different languages, no 
one Indian language is pure and refined in itself. The history of 
languages has proved that no single language can depend on its 
own. A country cannot close its doors for the phobia of other 
languages gaining entry into their country because no country 
can survive on its own language. As K. Rajagopalan says, “… 
endogeny spells disaster for societies as well as their languages” 
(p.60). He is of view that, “the vitality of a living language is only 
guaranteed by inter animation with other languages” [1].

II. The Hybrid Identity of English Language
As English has borrowed many words, from Hindi, Urdu, Persian, 
similarly advertisement in Indian languages also do not depend 
only on one language. Its bilingual nature has made advertisements 
very popular irrespective of any state in India. We very often hear 
many Hindi and Urdu words that have gained entry got mixed 
in the English language. When we read books of Indian authors 
writing in English such mixing is found to a very great extent. 
Let’s look at Salman Rushdie’s Midnight’s Children. It has several 
glimpses of it:

Two men in business suits, one in pajamas, ran through the narrow 
gullies of the Muslim muhalla to the taxi waiting on Chandni 
Chowk…a young man with
a black metal peepshow box on wheels, 
a man holding a dugdugee drum: … 
(emphasis mine) [3].
This borrowing or code-mixing has rendered the fact that no 
two languages can exist independent of its own. The words 
‘pajamas’, ‘gullies’, ‘muhalla’, ‘dugdugee’, used by Rushdie 
are now taking its position in the English dictionaries. It is been 
seen that hybridity is bringing linguistic flavor in the English 
language and this concept has enriched the English vocabulary 
which is exponentially becoming popular in the globalised world. 
Rajagopalan calls English a ‘hoover language’ for he believes that 
‘it sucks in and devours everything it comes across its way. And 
since it has been around the world quite a bit, its bag is already 
bulging, but keeps on bloating!’(p.60).The above emphasized 
words from the Midnight’s Children does bring a native touch 
and the intermixing has left an indelible mark in the history of 
the English language. Table 1 shows the origin of these words 
and its meaning.

Table 1:
WORDS ORIGIN MEANING
Pajamas Hindi Leg garment 
Gullies Hindi Small lane
Muhalla Urdu Locality
Dugdugee Bengali  Small hand drum

Therefore English has devoured many ethnic words in its treasure 
house of vocabulary and its popularity is immense than any other 
languages in the world. 

III. Impact of English in Indian Advertisements
All advertisements in every Indian language have achieved greater 
impact in their advertising strategy due to the intermixing of 
English with the regional language. Therefore a native of South 
India is able to comprehend the advertisement of a particular 
brand of product in North Indian languages. For example: Let’s 
take the advertisement of Parle’s wafers:
 Parle’s Wafers
 20% extra
 Masala Masti
Translation: 
  Parle’s Wafers 
  20% extra
  Mixed Fun
This phrase, ‘masala masti’, adds more fun to the word ‘masala’ 
when it does add 80% extra ‘masti’ in the understanding of the 
wafer advertisement. Thus the impact and the status of Indian 
advertisements have reached its zenith due to the use of English. As 
creativity plays an added advantage, Indian advertisements have 
given a fillip to the English language through the advertisement 
industry. All Indian cinemas, TV soaps, street hoardings, daily 
newspapers have always kept a space for these advertisements. 
Cinemas and TV soaps call it as “commercial breaks”. These 
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commercial breaks dedicated to the advertisement, have proved 
how creative and important Indian advertisements can be. 

IV. Code-Mixing and Code-Switching
As Indian advertisement has seen a lot of liberal borrowing, mixing 
and switching, it has made Indian advertisement an interesting 
study. Here “mixing” is a process of combining the regional 
language with English and, this is not something very new in 
India’s linguistic history since Independence. This code- mixing 
is gaining immense popularity that sometimes some may feel (i.e 
linguistic purists) that it is threatening ones mother tongue. As 
Zhang says of her country in China:
For the young generation in mainland China, ‘mixing’ has 
become part of their everyday communication practices as they 
build multicultural identities, transform the traditional social 
relationships and practice their social responsibilities, using new 
communication technologies as well as their linguistic and cultural 
repertoire [5].
Some examples of code- mixing in Indian advertisements:

In Bengali
1.   white   (From Ponds cream)
Translation:
 Now white will be victorious.
2.  thick
Any style  pick (From Sun silk shampoo)
Translation:
When hair becomes thick
Any style you can pick.
3. Emami healthy  
(From Emami healthy oil)
Translation:
Emami healthy pure mustard oil
4.  best performance  

overall growth  (From 
horlicks health drinks)
Translation:
To me her best performance is not the big 
thing, 
I want her overall growth. 
5. - thinking (From Tobisha)
Translation:
This is called –thinking.

In Hindi
1. Ek hi click se aap off bhi kar sakthe hein 
(Godrej aer car fragrance)
Translation:
With one click you can off it.
2. Hamein mila hein aapna day of love 
(Platinum love bands)
Translation:
We have got our day of love.
3. Yahin rishthon ka time (Dominoes Pizza)
Translation:
This is the time for relations.
4. Tasty khana ko healthy banayein (LG oven)
Translation:
It makes tasty food healthy.
5. Yeh dil maange more. (Pepsi soft drinks)
Translation:
 The heart desires for more.

In Tamil
1. Cavities pathi jagaratha irunga (Colgate tooth paste)
Translation:
Be careful of cavities.
2. Top Ramen chinna pack, nariya maza 
(Top Ramen noodles)
Translation:
Top Ramen small pack, lots of fun.
3. Aar selai Vangunga Aezh selai free (Kancheepuram silks)
Translation:
Buy 6 saris and get 7 saris free.
6. Ella germs-u poiduchi (Domex floor cleaner)
Translation:
All germs have gone.

This vast code–switching and code–mixing in most of the desi–
products have made Indian advertisements an interesting study of 
the present time. In India, English has become a part and parcel in 
everyday communication. In fact, we can say that all sections of 
communication have appropriated the English language that it is 
no longer the language of the ‘other’. So in this context, to quote 
Crystal “code-mixing takes place to some degree everywhere 
that English is spoken along side other language, and is a normal 
feature of bilingualism”(qtd. by A. Iqbal Vishwamohan). The 
strong use of English in Indian advertisement raises the question 
of India’s national identity. The code-switching between the Indian 
languages and English is used naturally and with ease. Sometimes 
Indians use code-switching unconsciously and this default process 
of Hinglish (Hindi and English), Tinglish (Tamil and English) and 
Benglish (Bengali and English) in the ads have shown that India 
is linguistically heterogeneous. This has left a huge impact in the 
spread of English on the local culture of India. With this view, the 
position of English in Indian advertisement is unbelievably high 
and regardless of the Indians’ levels of proficiency of the language; 
it has taken an envious position over the regional languages of the 
country. Despite the so called ‘local patriots’ who refrain from 
using English in their day to day lived experiences, the users of 
English have outnumbered, leading to the high status, English is 
enjoying. This to a certain extent is redefining India’s culture and 
India’s position in the global market. 
India renowned world over for its vast cultural heritage, and worthy 
of its liberal social democracy, people of any religion feel at home 
in India. There are several commercial breaks in television serials 
and mega serials during all festivals in the televisions, which call 
for the advertisements of their products. During this time, we see 
all products advertised through the code-switching process. This 
has made India emerge and move towards gaining a prominent 
position as a world class country among the South East Asian 
countries. Moreover for Indian people, the knowledge of English 
is a symbol of social status and prestige in their every walk of 
life. Though the twenty eight states in India have laid greater 
emphasis on their mother tongue, there still remain the tensions 
of speaking it and the current craze associated with the English 
language. Knowing the fact that English may be a threat to India’s 
cultural traditions, it has been instrumental in the development 
of India’s powerful economy and the growth of the multinational 
companies. 
Further we can also see numerous code-switching and mixing 
occurring even in the naming of different Indian television 
channels. Let’s see the following names of the Television channels: 
Star জলসা (star Jalsa) sun TV, Jaya TV, K TV etc.
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Fig. 1: Sun TV

All these channels have a mixture of English with the local 
language. The word জলসা (Jalsa) in Bengali means ‘entertainment’ 
and combined with the English word Star, the phrase becomes 
linguistically stylish Benglish. Even when we look at Fig: 1 labeled 
‘Sun TV’, the Tamil television channel uses the symbol of the sun 
and labeling the name of the channel by using the English word 
‘sun’. Similarly we also find another South Indian channel whose 
TV channel is named after the English alphabet ‘K’ and the channel 
is called ‘K TV’. Therefore, the fascination for English alphabets 
and words has become inseparable in Indian ads.
So far we have been seeing that code-switching has been taking 
place in the domain of language. Here we shall see how it takes 
place also in English scripts. Now let’s study the figs. 2- 5. It 
shows how English has invariably taken its position among the 
local languages in Indian Advertisements. 

Fig. 2: Advertisement of Packaged drinking water using code-
mixing and code-switching in English script

C. Analysis of Some Typical Illustrative Examples
The word ‘jal’ in Hindi meaning water and ‘sutra’ meaning source 
definitely is a remarkable coinage. The use of the Hindi scripts along 
side the English alphabets – j al and su tra is a brilliant example 
of enhancing the mixing process. Therefore, code-switching not 
only takes place in English language but also in English script. 
This script changing is gradually becoming popular and gaining 
a strong momentum in the Indian ads. The effect of the product 
no doubt raises its recognition in the Indian market fig. 2.

Fig. 3: Advertisement of a Brand of Steel

The ad on ‘Elegant steel’ is a beautiful extension on its meaning 
where ‘There are few things in life you’re sure about’ and 

 meaning everybody knows so everybody 
buys is the best example of code-switching found in the Indian 
ads. The sentence “there are few things in life you’re sure about” 
couldn’t stand by itself, and therefore added the sub-slogan of 

, to render a perfect and complete impact of 
the ad. The elegance of this ad lies in the code-switching process, 
fig. 3.

Fig. 4: Advertisement of Gold Loan in One of the Indian Banks

This ad has considered the Hindi word ‘Bharosa’ (meaning trust) 
as though it is an English word. ‘Bharosa’ has very conveniently 
gelled with the English words and the difficulty to comprehend 
such terms have minimized. ‘Bharosa’ really gives 100% trust to 
people planning to take loan and this gives a tremendous focus 
on the advertisement tactics of the HDFC bank, fig. 4.

Fig. 5: Advertisement of a Brand of Coconut Oil

Balo ko nirmal rakhe aisa…maa ke pyar jaisa, meaning …
‘Keeps hair soft … just like mother’s love’, and it has a sub- slogan 
“with methi extracts”. Methi meaning fenugreek lying between 
two English words has rendered the coconut oil ad an impetus 
in the advertisement genre. If we look at the phrase ‘with methi 
extracts”, we see the word methi sandwiched between the English 
preposition ‘with’ and the noun ‘extracts’. This raises the question 
‘Are we tempted or fascinated with English words?’ Do some of 
our uneducated Indian masses understand the English words and 
phrases? Can we call it ‘linguistic pollution’? Whatever may be the 
fact ‘mixing’ has now become the order of the day and the problem 
of understanding its meaning has reduced to a large extent where 
the meanings are naturally comprehended by the consumers.

V. Conclusion
In order to ‘belong’ in the global scenario and in the global 
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community, India’s advertising industry is far ahead of its times 
to attain a distinctive identity of its own. This global identity 
and the need to belong and be at the level of other developed 
countries, India has been working hard to attain recognition 
at the international level. Thus the status of English in Indian 
advertisement is overwhelmingly high and equally envious.

VI. Acknowledgement
The author wishes to thank Professor B.N Biswas for his guidance 
and abundance help in carrying out this work. Sincere thanks also 
go to Professor M.K. Ghosh (former Professor, Bengal Engineering 
and Science University) and Professor B N Basu, Professor, Sir 
J C Bose School of Engineering for carefully going through the 
work and patiently correcting and editing this paper. The “thank 
you” list would not be complete if the author’s parents are left 
untouched. Their constant inspiration and encouragement have 
helped in the completion of this paper.

References
[1] S.Li.,“The use of English in China’s real estate advertising”, 

English Today, 28(3), pp. 53-59. September 2012. Print.
[2] K. Rajagopalan,“The ‘outer circle’ as a role model for 

the ‘Expanding circle”, English Today, 27(4), pp. 58-63, 
December 2011. Print.

[3] S.Rushdie,"Midnight’s Children", London: Vintage, 2009. 
Print.

[4] A. Iqbal Vishwamohan,“English in film  songs from India: 
an overview”, English Today, 27(3), pp. 21-24,  September 
2011. Print.

[5] W. Zhang,“Chinese-English code-mixing  among China’s 
netizens", English Today, 28(3), pp. 40-52, September 2012, 
Print.


