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Abstract 

The research (inspecting) exploring the link between Corporate Propaganda and Indian 

Business Houses (IBHs) and its bearing on Brand Trust and reputation is (scarce) rare as 

studies in the role of trustworthiness in managing reputation of IBH have not been undertaken 

in a consistent manner.  An exhaustive literature review of available resources reveals the 

absence of any pre-existing work that has examined the activities of IBHs from the 

perspective (and as a means to generate) of Brand Trust generation. Corporate Propaganda 

has been leveraged by IBHs as a tool to help them grow from being identified as local trading 

entities to being transformed as multinational corporations.  The study traces the changing 

stance of IBH communication and their growth trajectory from trading entities to managing 

agents progressing to industrialist and multinational corporations.   

In this study, we focused on the elements of Corporate Propaganda that impact Brand 

Trust in twenty IBHs identified based on five research reports, namely Brand Finance 2018, 

BrandZ India 2018-Millward Brown, Inter Brand Survey 2018, and Brand Trust Report 2018, 

derived from the Trust Research Advisory. In addition, we validated the parameters of market 

capitalization, brand valuation, segment leadership, and generational leadership from 

available resources. The sources of market capitalization, brand valuation and segment 

leadership have been collated from research reports published in Business magazines 

including international magazines and reports on financial web portals, BSE, Money control, 

Rediff money, etc. Generational leadership information is traced from the organizational 

history published on corporate website  

Corporate narratives derived from available resources such as press releases, 

advertisements, marketing literature, SEBI disclosures, Chairman/CEO/MD messages, 

management discussions in annual general reports were carefully examined for propaganda 

themes. These themes were derived using methodologies of word cloud, discourse markers, 
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reoccurrence of phrases and persuasive rhetoric on websites. Consequently, themes such as 

green/sustainability, finance, corporate governance, advertising, marketing, human resource 

management, corporate social responsibility, and generational leadership emerged. The 

examination of narrative reveals that Corporates use economic development and employment 

to mask the damages caused to the environment by the non-compliance of regulations. 

Corporate stories loaded with the founders’ contribution to nation-building and pioneering 

efforts legitimize the use of national resources and help sway public sentiments for 

capitalistic gains. 

Analysis of collected data streams reveals IBHs circumvent the issues exposed in their 

financial reporting by controlling the media to influence stakeholders by using propaganda 

narratives for leveraging and defending their actions. Corporate governance and leadership 

emerging from the promoter family offering transparent, credible, and accountable reporting 

have been challenging for the IBHs. The use of family names as corporate brand names and 

vice versa and in the process ensuring the legitimacy of the business leader forms an integral 

part of corporate communication. The goals of corporate propagandist or communicator can 

broadly be classified into long and short term strategic goals - the primary being offering 

cognitive shortcut be it for product, service or organisational branding and the long term goal 

being defence and strengthening the position of the organisation or the brand to become 

iconic or near monopoly by inducing behavioural or ideological changes in the target group. 

Propaganda tools are used in advertising and marketing to offer cognitive shortcuts, 

arresting the option to exercise free will, and to seek behavioural changes; establish 

monopoly, which is the ultimate goal of every marketer and a goal of IBHs too. IBHs are 

increasingly using employee branding and corporate social responsibility (CSR) to promote 

their brands legitimizing the action and freezing social scrutiny, to generate credibility for 

their actions. This trend has developed in the past two decades and is gaining momentum 
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with the use of refined propaganda techniques. CSR (is also) used as a strategic tool (Porter, 

2006) to sustain businesses, to build Brand Trust, to invest in social capital for averting 

crises, and to safeguard long-term business interests, all of which together act as stimuli to 

establish Brand Trust.  

Based on their corporate operations and interrelatedness, the emerging themes are 

organised in four broad categories.  (into four sections,) They are 

 a)  Green Propaganda and Capitalist Propaganda Regime focusing on the use of 

natural resources by corporations for capitalistic gains presenting incomplete picture to the 

consumers and policy makers.  

b)  Propaganda in Finance and Corporate Governance (Propaganda) which 

emphasizes on the issue of management of finance and investor capital, issues of ethics and 

corporate governance norms its implementation and implication.  

c)  Propaganda through Advertising and Marketing. Corporations using use mediums 

and tricks to offer cognitive shortcut and to take advantage of ignorant consumers. They also 

use brand power to maximize gains.  

 d) Propaganda in Human Resource and Corporate Social Responsibility which deals 

with the use of self-governance and policy influence to fulfill the goals of IBHs, use of CSR 

as a PR and Marketing tool. This rhetoric of the emergent themes was appraised on the three 

variables of Truth, Clarity, and Actions to evaluate their effectiveness in brand trust building 

and reputation management as researched and as reflected in academic and corporate 

literature also established as an evaluating parameter by the international brand advisory 

brandtrust.com. 

This study is a novel attempt and contributes to praxis of corporate communication 

for brand trust and reputation management. Hence, a narrative analysis based on secondary 
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sources would not have done full justice to the subject. Therefore, a second study based on 

primary data was undertaken to validate the findings from the narrative analysis to develop 

theoretical proposition by interviewing industry experts as former directors of conglomerates, 

heads of digital media, advertisement agencies, brand, CSR, and Corporate sustainability 

managers, public relations practitioners, partners in proxy firms (with a minimum experience 

of 15 years in respective fields). One-to-one interviews were conducted using a semi-

structured questionnaire, and replies were transcribed and analyzed to derive inferences and 

develop propositions related to Brand Trust and corporate reputation. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



147 
 

References 

Various Aspects of Communism . (1946). Washington: US Congress. 

adanipower. (2018, june). newsroom/media-releases/Adani-Power-commissions-Kawai-

power-project. Retrieved from https://www.adanipower.com: 

https://www.adanipower.com/newsroom/media-releases/Adani-Power-commissions-

Kawai-power-project 

Adi Godrej, C. t. (2017, Dec 9). Corporate Governance in the Context of Family Controlled 

Businesses. (P. o. Sougata Ray, Interviewer) 

Anderson, J. C. (1987). An approach for confirmatory measurement and structural equation 

modeling of organizational properties. . Management science, 33(4), , 525-541. 

Anholt, S. (. (n.d.). Places: Identity, image and reputation. . 2016: Springer. 

Ann Mc Clintock. (n.d.). Propaganda Techniques in Todays advertising.  

Ann McClintock. (n.d.). 

Arora, S. (2016). Women on boards:A Gap analysis of India vis-a-vis World. Charted 

Secretary, 61-67. 

Bakir, V. H. (n.d.). Organized Persuasive Communication: A new conceptual framework for 

research on public relations, propaganda and promotional culture. . Critical Sociology, 

45(3), , 311-328. 

Bakir, V. H. (2019). Organized Persuasive Communication: A new conceptual framework for 

research on public relations, propaganda and promotional culture. Critical Sociology, 

45(3), , 311-328. 

Barber, B. M. (2008). Do retail trades move markets? . The Review of Financial Studies, 

22(1),, 151-186. 

Barney, R. D. (2003,2001). Ethics and Professional Persuasion: A Special Double Issue of 

the journal of Mass Media Ethics. Routledge.. 

 

Bartlett. (1994). Chaos,Self-Organization,and Psychology. American Psychologist, 51. 



148 
 

Bartov, E. G. (2002). The rewards to meeting or beating earnings expectations. Journal of 

accounting and economics, 33(2), , 173-204. 

Beder & Sharon. (2006). Free Market Missionaries. London: Routledge. 

Beder, S. (2006). how corporates drive the global agenda. In S. Beder, Suiting themselves (p. 

26). Newyork: earthscan from Routledge. 

Benkler, Y. F. (2018). Network propaganda: Manipulation, disinformation, and 

radicalization in American politics. Oxford University Press. 

Bernays, E. (1928). Propaganda. Newyork: Horace Liveright. 

Bernays, E. L. (2015). Crystallizing public opinion. . Open Road Media. 

Bhasin, S. (n.d.). book/business/the-inheritors-3/. Retrieved from 

https://penguin.co.in/book/business/the-inheritors-3/: 

https://penguin.co.in/book/business/the-inheritors-3/ 

Boles, R. E. (2010). Confirmatory factor analysis of the Child Feeding Questionnaire among 

low-income African American families of preschool children. . Appetite, 54(2), , 402-

405. 

brandtrust.com. (2018, 12 7). www.brandtrust.com. Retrieved Aug 6, 2019, from 

www.brandtrust.com: www.brandtrust.com 

britannica. (2017, 8 8). (https://www.britannica.com#ref508649) . Retrieved 8 8, 2018, from 

/art/motion-picture/Types-of-motion-pictures. 

Bushee, B. J. (2012). Investor relations, firm visibility, and investor following. . The 

Accounting Review, 87(3), , 867-897. 

Bushee, B. J. (2012). . Investor relations, firm visibility, and investor following. . The 

Accounting Review, 87(3), , 867-897. 

Carroll, C. E. (2011). Media relations and corporate social responsibility. The handbook of 

communication and corporate social responsibility,.  

Chambers, L. (1999). The Guide to Financial Public Relations. ABE books.co.uk. 

Chomsky, N. (. (2002). Media control: The spectacular achievements of propaganda (Vol. 7). 

Seven Stories Press. 



149 
 

Clark, R. A. (1994). The challenge of going green. . Reader In Business And The 

Environment,, 45. 

Collins, P. H. (2019). The Social Construction of Black Feminist Thought. Journal of women 

in culture and society, 45. 

Collison. (2003). 

Collison, D. J. (2003). Corporate propaganda: its implications for accounting and 

accountability. . Accounting, Auditing & Accountability Journal.  

Copper, S. (2018, August). sterlitecopper.com. Retrieved from https://sterlitecopper.com: 

https://sterlitecopper.com/blog/page/2/ 

Cottrill, M. T. (1990). Corporate social responsibility and the marketplace. . Journal of 

Business Ethics, 9(9), , 723-729. 

Coyle, K. (1997, April 4). https://www.csmonitor.com . Retrieved april 5, 2019 

CRBhansali. (n.d.). https://indiaforensic.com/CRBhansali.htm. Retrieved from 

https://indiaforensic.com. 

Cunningham, S. B. (2002). The idea of propaganda: A reconstruction. . Greenwood 

Publishing Group. 

Da, Z. E. (2011). In search of fundamentals. In AFA 2012 Chicago Meetings Paper.  

Das, S. 2. (2004). The Nehru years in Indian politics. Working paper no. 16 (2001). . 

Edinburgh papers in South Asian studies.  

Davis, G. F. (2005). New directions in corporate governance. Annu. Rev. Sociol., 31, , 143-

162. 

Davis, J. A. ( 2014, FEB 13). Managing the Family Business: Leadership Roles. 

https://hbswk.hbs.edu/item/managing-the-family-business-leadership-roles. 

Deephouse, D. (1997). How do reputations affect corporate performance? The effect of 

financial and media reputations on performance Part-IV. Corporate Reputation 

Review, 68-72. 



150 
 

Deephouse, D. L. (2002). Media reputation as a strategic resource: An integration of mass 

communication and resource-based theories. . Journal of management, 26(6), , 1091-

1112. 

Delhi, P. N. (2018, July 31). Sterlite copper unit shutdown led to Rs20K cr loss to economy. 

Retrieved from thehindubusinessline.com: 

https;thehindubusinessline.com/companies/sterlitecopperunitshutdown 

Deloitte. ( 2015, Dec). Corporate%20Governance/in-risk-global-trends-in-corporate-

governance-4Dec2015-noexp.pdf. Retrieved from https://www2.deloitte.com: 

https://www2.deloitte.com/content/dam/Deloitte/in/Documents/risk/Corporate%20Go

vernance/in-risk-global-trends-in-corporate-governance-4Dec2015-noexp.pdf 

Donaldson, T. &. (1995). The stakeholder theory of the corporation: Concepts, evidence, and 

implications. . Academy of management Review, 20(1), , 65-91. 

Edwards Jr, M. U. (2004). Printing, Propaganda, and Martin Luther. . Fortress Press. 

Ellul, J. (. (1973). Propaganda: The formation of men's attitudes . New York: : Vintage 

books. 

Emmott, M. &. (2008). The steady rise of CSR and diversity in the workplace. . Strategic HR 

Review, 7(5), , 28-33. 

Essamri, A. M. (2019). Co-creating corporate brand identity with online brand communities: 

A managerial perspective. . Journal of Business Research, 96, , 366-375. 

facinghistory. (2005). teaching-holocaust-and-human-behavior/power-propaganda. 

Retrieved from https://www.facinghistory.org: 

https://www.facinghistory.org/resource-library/teaching-holocaust-and-human-

behavior/power-propaganda 

Fiske, S. T. (2013). Social cognition: From brains to culture. Sage.  

Fombrun, C. &. (1990). What's in a name? Reputation building and corporate strategy. . 

Academy of management Journal, 33(2), , 233-258. 

Font, X. &. (2017). Sustainability and marketing in tourism: its contexts, paradoxes, 

approaches, challenges and potential. . Journal of Sustainable Tourism, 25(7), , 869-

883. 



151 
 

Francis, J. R. ( 1 Jul 2013). Auditor Style and Financial Statement Comparability. 

https://papers.ssrn.com, 52. 

Frank, W. A. (2005). Is All That Talk Just Noise? The Information Content of Internet Stock 

Message Boards. Journal of Finance, 1259-1294. 

French, J. L. (2007). Characteristics, Covariances, and Average Returns: 1929 to 1997. The 

Journal of Finance, 389. 

Garber, W. ((1942).). Propaganda Analysis-To What Ends?. American Journal of Sociology, 

48(2), 240-245. 

Garcia, J. D. (2011). “Reputation Management,The Key to Successful Public Relations and 

Corporate Communication. In H. F. John Doorley, “Reputation Management (pp. P 

19,chapter 14). New York: Routledge. 

Gaur. (n.d.). Essay-on-value-of-propaganda. Retrieved from 

http://www.preservearticles.com: http://www.preservearticles.com/sample-essay/685-

words-essay-on-value-of-propaganda/8047 

Gerbing, D. W. (1996). Viability of exploratory factor analysis as a precursor to confirmatory 

factor analysis. Structural Equation Modeling: . A Multidisciplinary Journal, 3(1),, 

62-72. 

Gerbing, J. C. (1988). Structural Equation Modelling in Practice: A review and recommended 

two step Approach. American psychological Association, 411-423. 

good-and-green.html. (2016, Jan 5). Retrieved july 5, 2019, from www.godrej.com: 

https://www.godrej.com 

Grambs, D. (. (1990). The Random House dictionary for writers and readers. . Random 

House Reference. 

Group, W. (2010, Dec 8). https://www.wadiagroup.com/philanthropy.html#. Retrieved from 

http://britannia.co.in/: http://britannia.co.in/ 

Habbershon, T. G. ((2002).). Enterprising families domain: Family‐influenced ownership 

groups in pursuit of transgenerational wealth. . Family Business Review, 15(3),, 223-

237. 



152 
 

Heinberg, m. h. (2018). Do corporate Image and reputation drive brand equity in India and 

China. Journal of Business research, 259-268. 

Heinberg, R. W. (n.d.). 

Henderson, E. H. (1943). Toward a definition of propaganda. . The Journal of Social 

Psychology, 18(1), , 71-87. 

Herman & Chomsky (2010). (2010). Manufacturing consent: The political economy of the 

mass media. Random House. 

Herman, E. S. (2010). Manufacturing consent: The political economy of the mass media. . 

Random House. 

hjohnson. (2018). https://hjohnson103.wixsite.com/website/blog/top-10-insights-of-learning-

about-propaganda. Retrieved from https://hjohnson103.wixsite.com: 

https://hjohnson103.wixsite.com/website/blog/top-10-insights-of-learning-about-

propaganda 

Hjohnson. (2018). top-10-insights-of-learning-about-propaganda. Retrieved from 

https://hjohnson103.wixsite.com/website: 

https://hjohnson103.wixsite.com/website/blog/top-10-insights-of-learning-about-

propaganda 

http://britannia.co.in/. (n.d.). 

https://en.oxforddictionaries.com/. (2018). definition/propaganda,. Oxford University Press. 

https://www.facinghistory.org/resource-library/teaching-holocaust-and-human-

behavior/power-propaganda. (n.d.). 

https://www.newworldencyclopedia.org/entry/propoganda. (n.d.). Retrieved from 

https://www.newworldencyclopedia.org/entry/propoganda. 

https://www.sterlitecopper.com/know-the-truth. (n.d.). 

Huang, C. C. (2015). Balance of relationship: the essence of Myanmar's China policy. The 

Pacific Review, 28(2), 189-210., 189-210. 

Huang, C. C.-2. (n.d.). 



153 
 

Hurley, A. E. (1997). Exploratory and confirmatory factor analysis: Guidelines, issues, and 

alternatives. . Journal of Organizational Behavior. 

Hurley, A. E. (1997). Exploratory and confirmatory factor analysis: Guidelines, issues, and 

alternatives. . Journal of Organizational Behavio, 667-683. 

Israel, M. (n.d.). Propaganda and the Press in the Indian Nationalist Struggle, 1920–1947. In 

M. Israel, Communications and Power. Toronto: University of , Cambridge 

University Press. 

Jan Kleinnijenhuis, F. S. (Apr 2015). How U.S. News Is Influenced by Public Relations and 

in Turn Influences Public Awareness, Foreign News, and the Share Price. 

Communication Research, 408-428. 

John O Shaunghnessy, N. J. (2004). Persuasion in Advertising. London: Routledge. 

Jowett, G. S. (2018). Propaganda & persuasion. . Sage Publications. 

Jowett, G. S. (2018). Propaganda & persuasion. Sage Publications. 

Jowett, G. S., & O'donnell, V. (2018). Propaganda & persuasion. Sage Publications. 

Jr., G. P. (2019). Propaganda, Inequality, and Epistemic Movement. Theoria: An 

International Journal for Theory, History and Foundations of Science, 345-356. 

Judith Nadell, J. L. (1987). The Macmillan Reader. Macmillan,. 

Jung, H. J. (2016). Good neighbors but bad employers: Two faces of corporate social 

responsibility programs. Journal of Business Ethics, 138(2), , 295-310. 

Kang, J. &. (2014). Building trust between consumers and corporations: The role of 

consumer perceptions of transparency and social responsibility. . Journal of Business 

Ethics, 125(2),, 253-265. 

Kardes, 1. (n.d.). 

Keys, T. M. (2009). Making the most of corporate social responsibility. McKinsey Quarterly,, 

38-44. 

Kim, D. K. (2004). The role of family conglomerates in emerging markets: what western 

companies should know. . Thunderbird international business review, 46(1),, 13-38. 



154 
 

Kim, K. A. (2005). Institutional herding, business groups, and economic regimes: Evidence 

from Japan. . The Journal of Business, 78(1), , 213-242. 

Koppang, H. (. (2009). Social influence by manipulation: A definition and case of 

propaganda. . Middle East Critique, 18(2), , 117-143. 

Koppang, H. (2009). Social Influence by Manipulation. Middle east critique, 121. 

KOSAR, K. (. (2005). The Law: The Executive Branch and Propaganda: The Limits of Legal 

Restrictions. Presidential Studies Quarterly, 35:, 784-797. 

Kudaisya, M. (1992). Public career of GD Birla 1911-1947. Doctoral Dissertation. 

Cambridge, USA: University of Cambridge. 

KUMAR, A. (. (2017, Jan 19). Gender Discrimination and Women Scientists in India. 

Forbes, p. 5. 

Lahiri, B. L. (2006). Indain Business groups :Evolution and transformation. Asia Pacific 

Journal of management, 42-55. 

Laitinen, R. E. (1997). Corporate control of media and propaganda: a behavior analysis.  

Lala, R. M. (2006). Jamsetji Tata,For the love of India. Mumbai: Penguin Books India. ISBN 

978-0-14-306206-6. Retrieved from https://www.bing.com: 

https://www.bing.com/search?q=https%3A%2F%2Fen.wikipedia.org%2Fwiki%2FJa

msetji_Tata&form=EDNTHT&mkt=en-

in&httpsmsn=1&msnews=1&refig=08003dca775a4988a156dab1a5596339&PC=LC

TS&sp=-1&pq=&sc=8-0&qs=n&sk=&cvid=08003dca775a4988a156dab1a5596339 

Lasswell, H. D. (1927). The Theory of Political Propaganda. The American Political Science 

Review, Vol. 21, No. 3 , 627- 631. 

Lasswell, H. D. (2017). Power and personality. . Routledge. 

Lehavy, R. &. (2008). Investor recognition and stock returns. Review of Accounting Studies, 

13(2-3), ., 327-361. 

Lewis, S. A. (1993). ADVANCED CAPITALIST HEGEMONY AND THE 

SIGNIFICANCE OF GRAMSCI'S INSIGHTS: A RESTATEMENT. Social and 

Economic Studies, 175-207. 



155 
 

Lewis, S. A. (JUNE & SEPTEMBER 1993). ADVANCED CAPITALIST HEGEMONY 

AND THE SIGNIFICANCE OF GRAMSCI'S INSIGHTS: A RESTATEMENT. 

Social and Economic Studies, 175-207 . 

Lijee Philip. (2018, Jun 26). company/corporate-trends/women-directors-at-family-firms-

face-competence-versus-kinship-challenge/articleshow/64741474.cms?from=mdr. 

Retrieved from https://economictimes.indiatimes.com/news/company/corporate-

trends: https://economictimes.indiatimes.com/news/company/corporate-

trends/women-directors-at-family-firms-face-competence-versus-kinship-

challenge/articleshow/64741474.cms?from=mdr 

Livingstone, S. (. (2009). Children and the Internet. Polity.  

Malvika joshi, S. S. (2018, Dec 17). Boards need to play active role in succession planning’. 

live mint. 

managementstudyguide. (n.d.). /ketan-parekh-scam.htm. Retrieved from 

https://www.managementstudyguide.com: 

https://www.managementstudyguide.com/ketan-parekh-scam.htm 

managementstudyguide. (n.d.). https://www.managementstudyguide.com/harshad-mehta-

scam.htm. Retrieved from https://www.managementstudyguide.com/harshad-mehta-

scam.htm 

Mazumdar, S. (2008, March). Crony capitalism and india before and after libralization. 

Crony capitalism and india before and after libralization. Delhi: Institute for studies 

in industrial development. 

McClintock, A. (. (2005). Propaganda techniques in today’s advertising. . College writing 

skills with readings, , 663-667. 

McCombs, C. E. (2003). Agenda-setting Effects of Business News on the Public's Images 

and Opinions about Major Corporations. Corporate Reputation Review, 37. 

McCombs, M. (. (2007). Agenda‐Setting. , 1-2.The Blackwell Encyclopedia of Sociology. The 

Blackwell Encyclopedia of Sociology. 

McCombs, M. (. (2007). Agenda‐Setting. The Blackwell Encyclopedia of Sociology, 1-2.  



156 
 

Melewar, T. C. (2015). An investigation of antecedents and consequences of brand love in 

India. . Asia-Pacific Journal of Business Administration., 38. 

Meyer, R. (n.d.). en.wikipedia.org/wiki/carbon black. Retrieved Aug 5, 2019, from 

International carbon black association: en.wikipedia.org/wiki/carbon_black 

Miller, D. &.-M. (n.d.). Managing for the long run: Lessons in competitive advantage from 

great family businesses. Harvard Business Press. 

Mora, N. (. (2009). Orientalist discourse in media texts. Journal of Human Sciences, 6(2), , 

418-428. 

Morley, M. (. (1998). In M. Morley, The Barriers. In How to Manage Your Global 

Reputation (pp. (pp. 35-44). ). London.: Palgrave Macmillan. 

Mota, M. (2019, June 21). 22 indian firms including reliance targeted fro hiding 

enviornmental impact. Business and finance international, p. 9. 

Mukherjee, A. (2019, March 24). Economic times.india times.com. Retrieved August 8, 2019, 

from Economic times.com: www.economictimes.indiatimes.com 

N.Chandramouli. (2018). BTR2018.pdf. Retrieved from http://www.trustadvisory.info: 

http://www.trustadvisory.info/tra/fullReportPdf/BTR2018.pdf 

Najaf, D. (. ((2019). ). Corporate Governance Mechanisms: An Empirical Study of Modus 

Operandi in Selected Indian Companies Based on Higher Market Capitalization. . 

International Journal of Commerce and Management,, 4(4). 

Nell, G. L. (2017). Society, the Collective, and Economic “Imperialism”. In The Driving 

Force of the Collective . Palgrave Macmillan, New York, (pp. 243-258). 

Nordquist, Richard. (2018, August 14). spin-communication. Retrieved August 15, 2019, 

from https://www.thoughtco.com: https://www.thoughtco.com/spin-communication-

1691988 

O’Shaughnessy, N. (. (1996). "Social propaganda and social marketing: a critical 

difference?". European Journal of Marketing, Vol. 30 No. 10/11,, pp. 54-67. 

O’Shaughnessy, N. (. (1996). Social propaganda and social marketing: a critical difference?. . 

European Journal of Marketing, 30(10/11), 54-67., 54-67. 



157 
 

Oberlechner, T. &. (2004). Information sources, news, and rumors in financial markets: 

Insights into the foreign exchange market. . Journal of Economic Psychology, 25(3), , 

407-424. 

O'Donnell, J. &. (1986). Propaganda and Persuasion. Los Angeles: SAGE. 

Ojha, K. a. (2006). Crony capitalism in India. Palgrave macmillan. 

Pandey, K. (2018, October 9). Retrieved from 

https://www.downtoearth.org.in/news/urbanisation/india-loses-natural-resources-to-

economic-growth-report-61836: 

https://www.downtoearth.org.in/news/urbanisation/india-loses-natural-resources-to-

economic-growth-report-61836 

Parmeshwaram, A. (2018). Sponge: Leadership Lessons I Learnt From My Clients. Mumbai: 

Westland . 

Paul Rutherford. (2000). Introduction advertising as propaganda. toronto: University of 

Toronto Press,. 

Pilger, J. (2013). The new propaganda is liberal: the new slavery is digital. New Statesman, 

14. 

Pinnick, C. L. (2003). Scrutinizing feminist epistemology: An examination of gender in 

science. Rutgers University Press. 

Pollock, T. G. (2003). Media legitimation effects in the market for initial public offerings. 

Academy of Management journal, 46(5), ., 631-642. 

Pollock, T. G. (2003). Media legitimation effects in the market for initial public offerings. . 

Academy of Management journal, 46(5), ., 631-642. 

Porter, M. E. (2006). The link between competitive advantage and corporate social 

responsibility. . Harvard business review, 84(12), , pp. 78-92. 

Press, O. U. (2018). definition/propaganda, . Retrieved August 6, 2018, from 

https://en.oxforddictionaries.com/. 

Publications Relating to Various Aspects of Communism United States Congress. (1946). 

Publications Relating to Various Aspects of Communism. United States Congress,. 



158 
 

Pushpa.B.V. (September 8, 2013). An Insight Into Nsel Scam. IOSR Journal of Business and 

Management (IOSR-JBM), 26. 

Qualter, T. H. (1962). Propaganda and psychological warfare (Vol. 41). . Random House. 

R.Dowling, P. W. (2002). Corporate Reputation and sustained Superior Financial 

Performance. Strategic Management Journal, 1077-1093. 

Rajan, D. R. (2014, Aug 12). Crony capitalism is the biggest threat to india. (TNN, 

Interviewer) 

rajan, S. m. (2011). Fly ash from thermal power plant. waste management overview, 12. 

Rajendran, R. &. (2010). The impact of liberalization, privatization, and globalization (LPG) 

on life insurance corporation of India (LIC). . African Journal of Business 

Management 4(8), 1457. 

Ravan, S. (. (2014). Impact of LPG on Indian Economy. Prime International Research 

Journal , 2349-2139. 

Rindova, V. (2005). Being good or being known:An empirical examination of the 

dimentions,antecedents,and consequences of organizational reputation. Academy of 

Management Journal, 1033-1049. 

S.Matejek. (n.d.). International business,DHBW mannheim. Organizational studies and 

Tilburg Sustainability Centre, pp. 1-9. 

Şağkaya Güngör, A. O. (2016). Advergaming-How does cognitive overload effect brand 

recall? Differences between in-game advertising (IGA) and advergames. 

Sanera, M. (2011, July). Facts not fear :A parents guide t Teaching Childeren About 

enviornment. 

Sanera, Michael. (2011, July). Facts not fear :A parents guide t Teaching Childeren About 

enviornment. pp. 44-45. 

Sau, R. (1972 ). And Now, Gentlemen, the New Strategy for Industrialisation. 

Schriesheim, C. &. (1993). Improving Construct Measurement in Management 

research:Comments and a Quantitative Approach for Assessing the Theoretical 

Content Adequacy of paper and pencil Survey type instruments. Journal of 

Management, 385-417. 



159 
 

Seo, H. (. (2014). Visual propaganda in the age of social media: An empirical analysis of 

Twitter images during the 2012 Israeli–Hamas conflict. Visual Communication 

Quarterly, 21(3), , 150-161. 

Shabo, M. (. (2008). Techniques of propaganda and persuasion. Prestwick House Inc. 

Shambaugh, D. (. (2007). China's" quiet diplomacy": the International Department of the 

Chinese Communist Party. China:. An International Journal, 5(01),., 26-54. 

Sheokand, A. (. (2012, Dec 3). Performance of initial public offerings (IPOs) in Indian capital 

market. Mumbai, Maharastra, India. 

Shiller, R. J. (2005). Behavioral economics and institutional innovation. 

Simon, H. A. (1957). Models of man; social and rational.  

Sims, R. (2009). Toward a better understanding of organizational efforts to rebuild reputation 

following an ethical scandal. Journal of Business Ethics, 90. 

sinha, Janmejaya. (2019). The global variations in family business structures. Mumbai: BCG 

India. 

Smith, B. L. (2016). Propaganda. britannica. com. Encyclopædia Britannica. 

Soules, M. (. (2015). Media, persuasion and propaganda. . Edinburgh University Press.  

Sparkes-Vian, C. (. (2019). Digital propaganda: The tyranny of ignorance. . Critical 

Sociology, 45(3), , 393-409. 

Speier, H. (. (1934). On Propaganda. Social Research,. 376-380. 

Sproule, J. M. (1997). Propaganda and democracy: The American experience of media and 

mass persuasion. . Cambridge: Cambridge University Press. 

Sproule, J. M. (1997). Propaganda and democracy: The American experience of media and 

mass persuasion. Cambridge University Press. 

Stanley, J. (2015). How propaganda works. . Princeton University Press. 

Stanley, J. (2016). Precis of "How Propaganda Works". Theoria: An International Journal 

for Theory, History and Foundations of Science, 287-294. 

Stauber, J. (11 October 2017, Oct 17). www.prwatch.org . Retrieved oct 4, 2019 



160 
 

Straus, N. (2017). Intraday News Trading: The Reciprocal Relationships Between the Stock 

Market and Economic News. Communication Research, 

https://doi.org/10.1177/0093650217705528. 

Strauss, A. L. (2017). Social psychology and human values. Routledge. 

Strycharz, J. S. (2018). The role of media coverage in explaining stock market fluctuations: 

Insights for strategic financial communication. . International Journal of Strategic 

Communication, 12(1),, 67-85. 

Suri, S. C. (n.d.). THE INDIAN INSTITUTE OF METALS DELHI CHAPTER.  

Suveen K Sinha. (2013, july 1). magazine/cover-story/rajiv-bajaj-bajaj-group-plan-and-

future/story. Retrieved August 6, 2019, from https://www.businesstoday.in. 

Taillard, M. O. (2000). Persuasive communication: the case of marketing. . Working Papers 

in Linguistics, 12, , 145-174. 

Team, M. D. (2013, October 18). Bizarre clean chit to indian corporates by transparency 

international. Retrieved from Moneylife.in/articles: www.moneylife.in/article/bizarre 

clean chit to indian corporates by transparency international/34944.html 

Teri. (n.d.). edugreen teri. Retrieved Aug 6, 2019, from teri.res.in: http://edugreen.teri.resi.in 

Tetlock, P. C. (2007). Giving content to investor sentiment: The role of media in the stock 

market. The Journal of finance, 62(3), , 1139-1168. 

Tetlock, P. C. (2015). The role of media in finance. In Handbook of media Economics (Vol. 

1, North-Holland., pp. 701-721. 

Thompson, J. B. (2013). Ideology and modern culture: Critical social theory in the era of 

mass communication. . John Wiley & Sons. 

Tripathi, D. (. (2004). The Oxford history of Indian business. . Oxford University Press. 

Trust, B. (2018). Building a trusted Brand. 

trustadvisory. (2018). tra/fullReportPdf/BTR2018.pdf. Retrieved from 

http://www.trustadvisory.info: 

http://www.trustadvisory.info/tra/fullReportPdf/BTR2018.pdf 



161 
 

US Educational Resources Information Center. (2014). National Institute of Education (US), 

2014). 

Van Riel, C. F. (2007). Essentials of corporate communications:Implementing practices for 

effective reputation management. Oxon: Routledge. 

W. Bruce Johnson, R. P. (1985). An analysis of The stock price reaction to sudden executive 

deaths: Implications for the managerial labor market. Journal of Accounting and 

Economics, 151-174. 

Webster, M. (2013). Merriam Webster dictionary online. Merriam Webster. 

Wies, S. &. (2015). Going public: How stock market listing changes firm innovation 

behavior. . Journal of Marketing Research, 52(5), , 694-709. 

Wikia. (n.d.). https://communpedia.wikia.org/wiki/Propaganda. Retrieved August 8, 2019, 

from https://communpedia. 

Witzel, M. (2010). Tata: Evolution of a Corporate Brand. New Delhi: Penguine. 

Wulfson, M. (. (2001). The ethics of corporate social responsibility and philanthropic 

venturesl. . Journal of Business Ethics, 29(1-2),, 135-145. 

 

 

 

 

 

 

 

 

 

 

 

 

 


