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ABSTRACT 
Caricatures and Cartoons, frequently viewed as instruments of satire plus enjoyment, 
present unexplored opportunities inside visual branding's scope. These expressive forms 
are rooted as deeply within the traditions that define fine arts. They serve as artistic 
strategies for delivering powerful branding messages, not just vehicles of humor. This 
paper investigates how fine arts, commercial illustration, and branding intersect since it 
analyzes caricature and cartoon use throughout visual identity systems, advertising 
campaigns, and promotional storytelling. The study elevates the aesthetic and the 
conceptual value for these forms beyond functional design through adopting a fine arts 
lens. The research uses visual analysis, comparative studies, along with selected Indian 
and international branding case studies. Artistic distortion, line work, narrative 
expression, along with emotional resonance all play a role in consumer engagement, as 
highlighted by the research. The paper advocates for re-evaluating caricature and 
cartoon as artistic expressions shaping market perception, cultural symbolism, and 
brand memorability, not mere visual devices. 
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1. INTRODUCTION 
In a visually-saturated world where the fleeting fraction of a second of 

perceivable attention is a battleground where brands fight for prevalence, the 
authority of image-construction is hardly overstated. Within all the arsenal of 
visuals to which advertisers have access, cartoon and caricature have not only 
emerged as weapons of satire and humour but as rich visual languages that are 
capable of interpreting profound brand narratives. This paper suggests examining 
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cartoon and caricature's aesthetic integrity as fine art practice becoming an integral 
part of the modern brand's identity and memorability. 

Caricatures and Cartoons, underappreciated as art forms of entertainment or 
satire, have been performing complex cultural functions for a long time. As 
examined in G. Bruce Retallack's landmark book Sketching Boundaries: Gender, 
Class, Race, and Nation in Canadian Editorial Cartoons since 1840–1926, cartooning 
has existed as a system of code for reading cultural fears, national identity, and social 
power for centuries. Retallack's book contends that cartoons are far from ephemeral 
trends but are founded upon the iconography of social order. This is useful when 
thinking about cartoons and caricatures in branding when they become 
representative symbols of symbolic power—defining the face, tone, and affective 
tone of a brand. 

In commercial contexts, caricature and cartoon have become invaluable when 
creating brand identities that are understandable, engaging, and visually distinctive. 
Ads such as Amul's Immodest Cartoons or logo Imagination of Air India's Maharaja 
and Chacha Chudhary for LIC Mutual Fund are the epitome of narrative and design. 
They're not just marketing strategies they're on an aesthetic level where line, form, 
distortion, and humor generate suffocating affective experiences with the viewer. 
Successful as they are, such forms are hardly ever deemed to be actual artistic 
practice in art studies. 

The fine arts have long struggled with concepts of abstraction, distortion, and 
semiotic hyperbole—principles themselves native to cartoons and caricatures. 
Artists such as Honoré Daumier, George Cruikshank, Mario Miranda, and J.W. 
Bengough refined a blend of aesthetic purpose and social censure and created art of 
beauty as well as of politics. Retallack discovers that even the earliest cartoons in 
Canada employed devices like the "gaze," symbolic difference, and ironic framing to 
load rich ideological narratives. These are barely distinct from what brands employ 
now: humor and exaggeration to comment, persuade, and appeal. 

As branding has developed over print, television, and new media, consumption 
of form has followed suit. Now, designers and marketers borrow from earlier 
caricature and cartoon tradition—now computer-generated and animated—to 
leverage rich brand stories. From doodles to high-end mascots and avatars, the 
distinction between commercial illustration art and design becomes increasingly 
washed away. Such a revolution demands a new conceptual framework—a one 
based in the fine arts—to critique the artistic and cultural value of cartoon-based 
branding. 

Such a study thus seeks to recontextualize cartoon and caricature as utilitarian 
fine art in the context of visual branding. It considers how such images balance their 
expressive integrity and artistic basis with their commercial communicative needs. 
Through the application of a visual arts research paradigm to specific advertising 
case studies, the article aims to describe the aesthetic, symbolic, and affective logic 
of such models as successful branding tools. In addition to that, it will also 
investigate how the exaggeration, anthropomorphism, stylization, and humor 
modes of caricature/cartoon are applied as fine art techniques of consumer 
persuasion. 

Thus, the work adds to an increasing wealth of inter-disciplinary knowledge 
that combines art history, visual semiotics, branding psychology, and cultural 
studies. It demands a wider definition of branding—not in opposition to art mais 
oui, but as a field on which contemporary visual culture and art heritage intersect. 
Here, cartoon and caricature are no longer merely lines that tease our sense of play 
or call upon our consideration—but lines that sell. 
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2. REVIEW OF LITERATURE 
The application of caricature and cartoons as branding is positioned at the 

intersection of visual culture, communication theory, advertising practice, and fine 
art. While widely applied to marketing purposes, these visual representations have 
at times been less studied as serious scholarly objects of research, partially with 
respect to their aesthetic, narrative, and symbolic richness. Literature review 
identifies the available research literature on your subject in five broad areas: 

1) Fine arts tradition caricature and cartoon 
2) Growth as editorial and commercial artwork 
3) Psychological and emotional resonance in branding 
4) Indian and global advertising case studies 
5) Visual studies and cultural semiotics theory 

 
2.1. CARTOON AND CARICATURE IN FINE ARTS TRADITION 
Cartoon and caricature have traditionally been characterized in relation to 

satire, but they have an artistic heritage. Art historians such as Gombrich (1963) and 
Kris (1934) also define caricature as an aesthetically willful simplification that 
discloses more profound verities than realism can ever disclose. They employ line, 
emphasis, and symbolic metaphor—the very same methods of high art—to create 
meaning. Artists such as Leonardo da Vinci, Honoré Daumier, and George 
Cruikshank have employed caricature to criticize power systems, without 
necessarily watering down hard forms of art. 

Daumier's lithos, to take but one instance, combine academic drawing and 
irony, which reveals the ways caricature works as visual protest and formal 
innovation. His paintings soften the distinction between social commentary and 
high art, a category that is key to understanding how current branding deploys 
visual hyperbole in order to attract notice and retain aesthetic principle. 

 
2.2. EDITORIAL CARICATURES AND CARTOONS AND GRAPHIC 

CODES: LESSONS FROM RETALLACK'S THESIS 
G. Bruce Retallack's Drawing the Lines: Gender, Class, Race and Nation in 

Canadian Editorial Cartoons (1840–1926) is a crucial read on how cartoons evolve 
and embed cultural code. Retallack considers editorial cartoons as tools of "graphic 
shaming," referencing their potential to reinforce or challenge dominant narrative 
through visual literacy, symbolic framing, and viewer positioning. 

Among his many contributions, one of the most significant is the concept of a 
"deep code" of visual language—where line quality, direction of gaze, spatial 
alignment, and repeating motifs create an underlying logic in how cartoons affect 
perception. Though his own studies are oriented toward political cartoons, the same 
overall template can be taken to branding: caricatured mascots, logo characters, and 
comic-based advertising are all based on this codified visual language. 

Retallack's reading also gives credit to the notion that caricatures and cartoons 
are reflections of the culture—ideologies that reflect and create, which brands are 
now increasingly using to localize identity, generate a sense of nostalgia, or evoke 
engagement. 
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2.3. CARICATURES, CARTOONS AND BRANDING: FROM AMUL 

TO AIR INDIA 
Cartoons and caricatures have served well in advertising in creating iconic 

brand identities. Indian instances are most helpful to learn from: 
• Amul's cartoon topical advertisements have employed wit, pun, and 

character-based narrative for more than five decades. Researchers such 
as Vilanilam (2009) and Pande (2011) contend that Amul has redefined 
the manner in which cartoons may make social commentary in the 
moment without compromising brand visibility and cultural context. 

• Bobby Kooka and Umesh Rao introduced the Air India Maharaja in 
1946, a caricature as brand personality. The exaggerated features—
thick nose, curled 'tache, and genuflecting stance—are tickle both 
humor and familiarity. Kapferer (2012) states that this is an 
"anthropomorphic branding," where cartooned figures represent brand 
essence in a visually compact and emotionally arresting format. 

• It was more recently that cartoon characters such as Vodafone's 
ZooZoos or LIC's Chacha Chaudhary introduced comic-form visual 
storytelling onto TV and digital branding. 

• These examples reinforce the fact that caricature/cartoon branding is 
not just decoration—it is narrative, emotive, and symbolic and provides 
high consumer involvement. 

 
2.4. PSYCHOLOGICAL AND EMOTIONAL IMPACT OF CARTOON 

VISUALS 
Psychologically, caricature and cartoon visuals are "attention magnets". 

Consumer psychology research Scott (1994), McQuarrie & Mick (1999) indicates 
cartoons enhance recall of ads, assist comprehension, and induce positive emotions. 
Cartoons deflect resistance to message aimed at persuasion—a reason why public 
health initiatives, political campaigns, and causes use them very extensively. 

Exaggerated imagery increases cognitive fluency, and the less effort required to 
process, the faster emotional attachment between consumer and brand. Cartoons' 
"simplified realism" in the semiotic sense allows the viewer to project their own 
meaning onto characters, resulting in personal significance and brand allegiance 

 
2.5. THEORETICAL LENSES: SEMIOTICS, VISUAL CULTURE, 

AND ART CRITICISM 
Barthes' mythology theory (1972) offers us the mechanism for understanding 

the manner in which cartoon imagery directs cultural myth into advertising text. 
Cartoons tend to operate as signs, wherein pictorial signifiers (large eyes, swooping 
lines) represent virtues such as innocence, humor, or nostalgia. These signs become 
part of brand identities that hook into shared cultural memory. 

In fine arts, this interaction of form and meaning is known as aesthetic 
communication. Mitchell (1994) refers to the "pictorial turn" of visual studies 
wherein caricatures and cartoons are inscribed into the broader field of image-
conscious thought—a domain traditionally dominated by painting, sculpture, and 
photography. 
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This fits with Retallack's vision that cartoons are not on the fringes of art, but 
are at the center of how societies reflect on power, ethics, and desire. If brands take 
on these genres, they are tapping into a deeper cultural and artistic well than has 
been conventionally recognized. 

There is a robust literature basis for the central thesis of this paper: that cartoon 
and caricature are not merely funny accretions to branding, but richly aesthetic, 
psychologically charged, and culturally dense works of art. Relying on fine art 
theory, visual culture, and branding practice, the texts examined here emphasize the 
need for more thoughtful research sensitive to the artistic validity of these genres in 
business. 

This research draws upon these comments and dwells on the visual choices and 
the appearance of caricature/cartoon-driven branding, namely the way it is 
examined in the context of fine arts. It looks to bring about a convergence between 
commercial success and visual truthfulness—assuming these perimeters don't just 
delight; they sell, represent, and communicate. 

 
3. THEORETICAL FRAMEWORK 
In order to look at caricature and cartoon as both high-art forms and brand 

tools, we must access theories that cross aesthetics, visual communication, and 
consumer psychology. Doing so uses fine arts, semiotics, and branding scholarship 
to engage, enabling us to study these visual forms not only because of their usability 
as designs but also for their symbolic value and art history. 

 
3.1. THEORY OF FINE ARTS: CARICATURE AND CARTOON AS 

AN AESTHETIC PRACTICE 
Fine arts tradition gives value to such aspects like line, shape, exaggeration, 

balance, and emotional content. Caricature and cartoon rely on such methods, 
particularly line distortion and symbolic representation, in order to highlight such 
traits or provoke such spectator responses. 

• Ernst Gombrich (1963) defined caricature as a valid way of visual 
representation, distorting reality to expose psychological or social 
realities. 

• Honoré Daumier and George Cruikshank employed cartooning 
hyperbole to create what art historians refer to as "moral satire with 
aesthetic sophistication." 

• Formalist theory argues throughout, focusing on the paintings' internal 
visual vocabulary (line, shape, rhythm) as sign-making, similar to 
branding as well. 

Therefore, as a form of branding, the deployment of caricature and cartooning 
may be regarded as a form of fine art intervention in mass communication. 

 
3.2. SEMIOTICS: THE LANGUAGE OF VISUAL SIGNS 
Semiotics, as the study of signs and symbols, offers a good theory of how 

cartoons and caricatures operate as coded language in branding: 
• Roland Barthes' "Mythologies" (1972) examines how popular images 

construct cultural myths. Brands employing cartoon shapes and 
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outlines frequently exploit the childhood, innocence, rebellion, or 
satirical nostalgia—signs carrying built-in emotional codes. 

• Charles Peirce's threefold model (icon–index–symbol) may be used to 
describe how a cartoon figure (icon) can stand for brand personality 
(index) and represent abstract values such as fun, trust, or satire 
(symbol). 

• This is also related to Retallack's theory of the "deep code" of editorial 
cartoons—a collection of images that conveys notions of hierarchy, 
judgment, and identity. These codes are translated into means to 
position the brand, shape perception, and build emotional connection 
in branding. 

 
3.3. THEORY OF VISUAL BRANDING: EMOTIONAL 

IDENTIFICATION THROUGH DESIGN 
Cartoons and caricatures also find meaning through branding and design 

psychology: 
• The "anthropomorphic branding" hypothesis suggests that giving 

human-like traits to brand characters or mascots (e.g., Amul girl, 
Maharaja of Air India) results in stronger emotional connection. 

• Kevin Lane Keller's Brand Equity Model also suggests that imagery 
causing salience, Brand recall is reinforced through performance, 
striking imagery, and resonance. Overemphasized imagery in ads has 
been demonstrated by McQuarrie & Mick (1999) to increase attention, 
memorability, and favorable consumer attitudes. 

Cartoons and caricatures thus excel both as design strategies and psychological 
triggers. 

 
3.4. INTERDISCIPLINARY INTERSECTION: ART, TRADE, AND 

CULTURE 
• This study is located at the intersection of three theoretical approaches: 
• Theory of Fine Arts (purposes in art, visual simplicity) 
• Semiotics & Visual Culture (symbols, cultural symbols) 
• Branding & Consumer Psychology (identity, emotion, loyalty) 

By combining these, the study positions caricature and cartoon neither "low 
art" nor "just content," but as cultural and artistic agents in the branding ecosystem, 
potent, expressive, and compelling. 

 
4. RESEARCH OBJECTIVES 
This research is intended to investigate and confirm the artistic value of 

caricature and cartoon as part of visual branding. It is intended to look at them not 
merely as design constituents, but as visual languages stemming from fine arts and 
able to convey emotion, identity, and symbolic meaning. 

The major objectives of this study are: 
1) To analyze the visual and artistic components used in caricatures and 

cartoons within branding campaigns, including line, exaggeration, 
composition, and symbolism. 
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2) To learn the function of caricature and cartoon as emotional engagement 
devices, memorability devices, and consumer-bonding tools in branding. 

3) To understand how such visual forms preserve artistic integrity while 
serving commercial ends. 

4) To follow the cultural, historical, and stylistic development of caricature 
and cartoon from high art traditions to their present use in advertising 
and branding. 

5) To explore chosen case studies (mainly Indian, with international 
comparisons) where Cartoon and caricature aesthetics lie at the core of 
brand storytelling.  

 
5. METHODOLOGY 
This study takes a qualitative, interpretive approach that is based on the fields 

of fine arts analysis, visual semiotics, and cultural studies. Rather than quantifying 
audience reception, this article is concerned with how caricature and cartoon visual 
branding communicates meaning, maintains artistry, and influence brand 
perception through its formal and aesthetic characteristics. Taking into account the 
visual and cultural aspects of the subject, the research approach. employs visual 
analysis, comparative case study, and contextual interpretation based on artistic 
theory, branding psychology, and semiotic codes. 

 
5.1. RESEARCH DESIGN 
The research is built upon: 
1) Visual Analysis of Sample Case Studies 

• Analyzing prominent branding campaigns (Amul, Air India, etc.) that 
use cartoon and caricature-based imagery. 

• Applying fine arts principles (line, form, exaggeration, composition) 
and semiotics (icon, index, symbol) as tools for analysis. 

2) Thematic Interpretation 
• Interpreting the symbolic, emotional, and cultural themes inherent in 

these graphics. 
• Grasping how these graphics work as a part of a brand's story and 

identity. 
3) Comparative Aesthetic Framing 

• Comparing cartoon/caricature-driven graphics with conventional 
branding strategies to determine originality and visual impact. 

 
5.2. DATA COLLECTION 
The main sources of data are: 

• Advertising archives and visual branding examples from India (Amul, 
Air India, LIC, etc.) and selected international brands (e.g., Michelin 
Man, Mr. Clean). 

• Print and digital media ads, packs, character mascots, and social media 
images. 
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• Secondary sources like books, academic journal articles, and uploaded 
thesis by Retallack that address caricature/cartoon history and visual 
codes. 

 
5.3. ANALYTICAL FRAMEWORK 
This study borrows from the following theoretical and analytical frameworks: 

• Fine Arts Analysis: Applying tools including line quality, distortion of 
form, balance, color scheme, rhythm, and symbolic representation to 
evaluate visual design. 

• Semiotic Analysis (Barthes, Peirce): Comprehending how branding 
images function as signs and symbols transmitting emotional or 
ideological meanings. 

• Cultural Reading (Retallack): Reading how character-based branding 
represents cultural characteristics, social order, or humor within 
national identity paradigms. 

 
5.4. SCOPE AND LIMITATIONS 
Scope: 

• Discussion of Indian branding campaigns with international 
comparisons. 

• Focus on still and digital imagery (no animation or TVCs). 
• Analysis from a fine arts and communication theory standpoint. 

Limitations: 
• No quantitative consumer surveys or experimental testing. 
• Aesthetic and symbolic interpretation is subjective, but theoretically 

based. 
• Selected campaigns are representative-rich, rather than merely best-

selling. 
 

5.5. ETHICAL CONSIDERATIONS 
• All images utilized are publicly available in print, digital, or archival 

media. 
• Artistic and cultural interpretations are approached with scholarly 

responsibility and without misrepresentation. 
• Appropriate credit and citation is preserved throughout. 
 

6. VISUAL ANALYSIS AND CASE STUDIES 
This section examines actual brand examples in which caricature and cartoon 

have been employed not only as a styling visual, but as primary storytelling devices 
that incorporate artistic methodologies and impact brand perception. Each example 
is explained through a fine arts paradigm (line, form, composition, symbolism) and 
semiotics (how meaning is encoded and decoded). 
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6.1. AMUL'S TOPICAL CARTOONS: BRANDING THROUGH 

VISUAL SATIRE 
Few branding campaigns globally have managed to keep public fascination 

going with as much humor and artistic integrity as Amul's relevancy cartoon 
advertisements. Designed by Sylvester daCunha and further developed by artist 
Rahul daCunha and cartoonist Manish Jhaveri, the Amul girl is a character-based 
brand mascot who reacts instantly to socio-political developments. 

Fine Arts Orientation: 
• Plain line work, solidity of lines, and larger-than-life scale create the 

illusion of editorial cartooning—a mode with its roots in fine arts 
tradition. 

• The active facial expressions and freehand sketchy character of each 
weekly cartoon exhibit mastery of character design, movement, and 
rhythm—abilities used to traditional figure drawing and comic art. 

Semiotic Value: 
• Amul girl is the face of the typical Indian, exuding humor, helplessness, 

or joy in harmony with the message being delivered. 
• "Topicality" of the advertisement provides an instant feel, and short-

term familiarity and affect memory develop through the repetition of 
visual style (always a three-line punning line + cartoon). 

Amul cartoons form part of the lexicon of images and culture of contemporary 
India, and they are a strong case for cartoons as public art and brand strategy. 

 
6.2. MAHARAJA OF AIR INDIA: WHIMSY AND LUXURY AS 

CARICATURE 
The Maharaja mascot, created in 1946 by Umesh Rao and Bobby Kooka, is an 

example of caricature as luxury brand. With florid ornamentation—a curled 
mustache, curved shape, huge nose—the figure combines Indian cultural 
iconography and cartoonaceous lightness. 

Fine Arts Perspective: 
• The design of Maharaja borrows openly from standard caricature, a 

methodology of grossed-out features in the service of representing 
status, charm, or irony. 

• All graphic representations (on posters, luggage stickers, or airline 
napkins) are similar in visual line, gesture, and costume design and 
express visual rhythm and principles of equilibrium. 

Semiotic Value: 
• The character was an index of Indian heritage and hospitality and 

contained visual reminders about royalty and travel. 
• By way of humorous situations (e.g., relaxing in Rome, golfing in 

London), the Maharaja was a generation storytelling ambassador that 
revolutionized Air India with an across-cultures brand image. 

Where grounded in humor, the Maharaja is warm and inviting, testifying to the 
proposition that caricature as a luxury branding device need not take away from its 
humor. 
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6.3. LIC'S CHACHA CHAUDHARY: COMICS AS CULTURAL 

CAPITAL 
In 2021, LIC Mutual Fund joined hands with Diamond Comics to develop 

financial literacy campaigns from Chacha Chaudhary, India's favorite cartoon 
character of Pran Kumar Sharma. 

Fine Arts Perspective: 
• fine art approach of Chacha Chaudhary is sequential art on thin lines 

and high forehead, large eyes, and gestures to indicate wisdom and wit. 
• Comic panel use (as a passive poster) brings with it narrative structure, 

rhythm, and pace—straight from the history of graphic art storytelling. 
Semiotic Value: 

• Chacha represents cleverness, reliability, and informality—something 
LIC wanted to equate with financial decision-making. 

• The campaign uses a real-world iconic figure in an attempt to shift trust 
and familiarity on to a higher-brow product (mutual funds). 

This effort demonstrates the possibility of comics—so-called "low art" to 
some—"to be a means of social education and brand recognition if handled with 
visual literacy and respect." 

 
6.4. INTERNATIONAL REFERENCE: MR. CLEAN (USA) 
The Mr. Clean character, introduced in the 1950s, is a bald, muscle-bound 

white-t-shirted white male sporting a hoop earring. Although not technically a 
cartoon, he is a grossly exaggerated character with heavy-lined looks and strongly 
defined brand personality. 

Fine Arts View: 
• Minimal shading, heavy lines, and commanding pose obey the canons of 

modernism poster design conventions and comic book appearances. 
• Mr. Clean's face and body are representative of ideal form, reminding 

us of the figure sculpting of heroic ancient forms. 
Semiotic Value: 

• He represents ruggedness and cleanliness, and his graphic simplicity 
makes him recognizable worldwide irrespective of cultures. 

• As a living logo, Mr. Clean embodies competence and credibility, and 
with emotional resources accumulated over decades. 

The above example contends that cartoon-like brand needs to be clean, 
uplifting, and extremely artistic but not infantile. 

 
7. FINDINGS AND DISCUSSION 
The visual critique and case studies above highlight an interesting fact: cartoon 

and caricature, in branding application, are more than concerns of visual stylistic 
choice—i.e., they are concerns of visual strategic choice grounded in fine arts 
practice, semiotic power, and emotional power. The second section of the chapter 
describes what conclusions were drawn from those examples about how and why 
these shapes work, and what those conclusions mean about the convergence of art 
and business in visual branding. 
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7.1. ARTISTIC INTEGRITY IN COMMERCIAL CONTEXTS 
One of the most potent implications to emerge from this study is that caricature 

and cartoon retain artistic integrity, despite being practiced in commercial contexts. 
Abetted by tradition within fine art, their working with line, stylization, and 
composition are premised upon ancient and modernist paradigms. 

• Recurring cartoon aesthetic in Amul advertisements, i.e., possesses a 
recurring visual appearance of hand-drawn lines and compositional 
balance akin to editorial cartoons and painting posters. 

• Representing caricature use, Air India Maharaja represents a blending 
of artistic exaggeration to produce a character that is comically creative 
and royally cultivated, akin to 19th-century satirical drawings. 

This means that the aesthetic quality of cartoon and caricature is not watered 
down by branding but offers an additional avenue for their creation—"functional 
art." 

 
7.2. EMOTIONAL CONNECTION THROUGH VISUAL CHARACTER 
Another evident trend is the use of character imagery to create emotional 

connections with consumers. Whether Chacha Chaudhary makes the mutual fund or 
Mr. Clean stands for cleanliness, the sight of a recognizable, expressive face evokes 
confidence, nostalgia, and identification. 

• Cartoon and caricature work best in emotional branding markets. They 
reduce visual detail to the point that consumers are able to connect with 
brands at an unconscious or intuitive level. 

• At the level of art, such images work not by being realistic but by being 
symbolically distorted—a strategy some centuries old in painting and 
sculpture for conveying mood, status, or abstraction. 

Thus, cartoon/caricature brand can be viewed as a modern-day expression of 
symbolic portraiture—the kind followed in fine arts to symbolize beyond physical 
similarity. 

 
7.3. LOCALIZATION AND CULTURAL IDENTITY 
The caricatures and cartoons also turn out to be effective tools of cultural 

encoding. They can be designed to portray local beliefs, customs, and political 
opinion too—such that brands could speak the language of their consumers without 
even saying a word. 

• The Amul girl wears Indian clothing, uses Indian idioms and has a very 
Indian sensibility, sense of humour, and therefore an instant 
identification figure in class and language terms. 

• Maharaja of Air India uses colonial references and Indian truisms of 
hospitality for homely familiarity and aspirational exoticism. 

• Retallack's thesis supports this function, illustrating that editorial 
cartoons are built up through "graphic codes" which sign class, gender, 
and nationality—a construct also pertinent to character-based 
branding. 

What this means is that cartoon/caricature branding markets not merchandise, 
but identity—a fact at the heart of global branding activities. 
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7.4. SEMIOTIC IMPACT: SIGNS, SYMBOLS, AND STORYTELLING 
Cartoon and caricature characters, as semiotic signs, function on multiple 

interpretive levels: 
• Iconically, they symbolize a visual concept (a contented consumer, a 

royal person, a sage old man). 
• Indexically, they indicate attributes such as dependability, humor, 

simplicity, or luxury. 
• Symbolically, they represent abstract values—trust (LIC), quick wit 

(Amul), or purity (Mr. Clean). 
Their power comes from condensing and intensifying meaning—an essential 

element of effective messaging and a subtle artistic achievement. 
From a theoretical level, these images work like myths of Barthes: they capture 

cultural stories and condense them into friendly, reproducible images. This is visual 
narrative in its most economic and expressive form—a distinct convergence of fine 
art and advertisement sensibility. 

 
7.5. COMMERCIAL INTENT AND ARTISTIC AUTHORSHIP 
One central concern of the visual arts is whether commercial work can qualify 

as "real art." This study contends yes—if the principles of art, intent, and integrity 
are involved, even commercial illustrations join the larger visual arts conversation. 

• Many cartoon and caricature branding images are artist-led, created by 
educated illustrators or designers who approach each frame, character, 
and layout as part of a visual art practice. 

• The fact that these pieces are intended for mass appeal does not exclude 
their aesthetic richness—in fact, it provokes the world of fine art to 
rethink its classic limits. 

• As branding becomes increasingly embracing of handcrafted, story-
driven, and character-driven imagery, it finds a place where fine art 
sensibility converges with mass communication. 

 
8. CONCLUSION 
In a time when visual identity needs to work faster, yell louder, and feel nearer, 

the survival of caricature and cartoon in advertising proves that they are as relevant 
again—not just as tools of humour and identification, but as powerful art forms. The 
study was done to explore caricature and cartoon not under the limiting framework 
of commercial design, but under the aesthetic and conceptual depth of fine arts. 

The Amul, Air India, and LIC Mutual Fund case studies and international 
examples such as Mr. Clean illustrate how cartoon and caricature are employed for 
so much more than as ornamentation or within comic books. Cartoon and caricature 
are visual methods founded on line, exaggeration, rhythm, composition, and 
symbolic meaning—fine arts practice construction blocks. Applied to branding, 
these styles are not sacrificed of their artistic substance, providing brands with their 
own voice, emotional appeal, and cultural fit. 

By examining these images through a perspective of visual semiotics, cultural 
theory, and fine arts aesthetics, the research discloses how such branding speaks on 
various levels: 

https://shodhshreejan.com/shodhshreejan/


Mahima Singh, and Dr. Meenakshi Thakur 
 

ShodhShreejan: Journal of Creative Research Insights 55 
 

• Emotionally, by creating nostalgia, humor, or trust; 
• Culturally, by incorporating local or national identity; 
• Artistically, by utilizing techniques based on caricature, illustration, and 

expressive distortion. 
The mixing of caricature and cartoon in visual branding, essentially, brings 

about the boundaries between art and business. These characters—whether the 
cool Amul girl or kingly Maharaja—are not only kept within commercials but also in 
everyday cultural awareness. They are as much part of visual culture as works of art 
in museums, for they engage with creative intent, visual restraint, and socio-cultural 
judgment. 

Moreover, what historians like G. Bruce Retallack writes also contributes to the 
verification of cartooning conventions' symbolic and social value. His theory of 
"graphic codes" and the cultural coding of identity and power in editorial cartoons 
parallels the way in which brands utilize visual augmentation to inform consumer 
perceptions—confirming that such commercial sketches constitute a very rich 
tradition of communicative art. 

This work also disabuses the notion that only non-functional, theoretical art can 
be "serious." Not on your life, caricature and cartooning as a form of art in branding 
is serious in intent, expert in execution, and impactful in impact. It engages the 
people not in gallery quiet, but in shared laughter, recognition, and recall. 

 
9. FUTURE SCOPE AND RECOMMENDATIONS 
There is vast scope for extending this research to allied fields: 

• Animation and motion: How cartoon animation extends visual brand 
over media. 

• Audience perception empirical research: Scientific experiments on 
the way customers perceive character-based branding. 

• Cross-cultural analysis: How different societies use 
caricature/cartoon in branding to convey cultural values. 

• Virtual caricature and AI software: Examining how hand-drawn 
authenticity is preserved or eroded in the age of generative AI. 

In a nutshell, cartoon and caricature branding are not "lesser arts" but rather 
more advanced and responsive forms of graphic storytelling that prove to us that a 
line drawn can carry not just humor but identity, emotion, and even legacy. With the 
skilled hands of great artists and caring brand strategists, these forms become not 
just lines of commerce—but lines of communication.  
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