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SARDAR PATEL: MAN WHO UNITED INDIA
Dr. Saroj Kumar Rath

I n the midst of British imperi-
alism, Ladbai, the wife of a

Nadiad farmer and ex-infantry-
man in the army of Jhansi,
Jhaverbhai Patel, gave birth to
her fourth son and fondly
named him Vallabh.
Etymologically, among other
meanings, Vallabh meant   to
beloved, supreme and a chief
herdsman, which the boy prac-
tically and literally earned for
himself within his lifetime. He
was born on 31 October 1875.  

Vallabhbhai divided his
childhood in between his
ancestors’ fields and school at
Karamsad and Nadiad and
took 22 years to complete his
matriculation. Unable to afford
higher education, and mean-
while Vallabhbhai married to
Zaverba in 1893, qualified the
District Pleader exam in 1900
and went on to Godhra to
become a country lawyer. In
1902 while treating his friend,
he contracted plague that
forced him to shift to Borsad
where fame was waiting to
embrace him as a seasoned
criminal lawyer. Blessed with a
daughter Maniben and son
Dahayabhai in 1903 and 1905

respectively, he was cross-
examining a murder witness at
the Session Court of Anand in
1909 when his assistant
slipped a chit stating that his
wife for 16 years died for some
abdominal malady in a
Bombay hospital. Though grief
engulfed him, he finished the
case before lighting the funeral
pyre of his beloved wife.

Vallabhbhai devised a
novel plan to resist remarriage
pressure and exactly a year
later, sailed for England’s
Middle Temple Law College to
get himself admitted in the Bar
at Law course in 1910 and
topped the final examination in
1912 to solicit a 50 pound cash
prize. After his return, he
restarted his flourishing law
practice in Ahmadabad and
accepted the membership of
Gujarat Sabha to participate in
the Lucknow session of Indian
National Congress  in 1915
where he met Mohandas
Karamchand Gandhi for the
first time. 

Meeting with Mahatma
Gandhi resulted in precipitat-
ing a series of Satyagrahas
like the nascent but successful

1918 Kheda No Tax campaign;
the 1923 protest against the
punitive Haidiya Tax of Borsad;
and the legendary 1928
Bardoli Satyagraha to oppose
arbitrary increase of land rev-
enue, all led by Vallabhbhai.
The Bardoli event made him a
household name and local
women started fondly calling
him Sardar, an untranslatable
Hindi word borrowed from
Persian lexicon nearly mean-
ing unquestionable and incor-
ruptible leader with limitless
capacity. Moved by the tower-
ing rise of Vallabhbhai, a sub-
liminal 1928 Calcutta

Congress Session gave the
title Sardar before his name.
Shy of publicity, the Sardar,
presided over the 1931
Karachi Congress Session
and remained indispensable
for Mahatma Gandhi’s grand
plan to patiently liberate India
from the clutches of British
imperialism.    
Elevated to Grand Sardar

In the year 1947, when the
air over India’s independence
was cleared, Vallabhbhai
Patel, the grand Sardar of
India, was already 72 years.
He survived a mere three
years to shape India’s physi-
cal, constitutional and moral
unity.

Few historians and still
hardly any observer have ever
gone beyond Sardar’s own
captivating charm and tried to
judge him through the prism of
his legendary colleagues, his
untiring and steely bunch of
bureaucrats, and his charis-
matic secret emissaries and
assistants. 

Sardar’s role in uniting
India was not only exceptional
and grand but also essential
and central. 

The British left India with a
vengeance and wanted to
ensnare the entire country by
reducing the landmass into a
playground of a bunch of ‘hol-
low, shallow and proud’
princes’ fiefdoms – a replica of
18th century India when they
first entered into the country.
The Political Department, in
the spring of 1947, led the
princes to believe that they
could become independent, if
they wished. 

The trap was not spread by
the distant Queen’s office
exclusively. Mohammad Ali
Jinnah, the Governor General
of newly created Pakistan
through secret channels, apart
from the Muslim rulers of
Bhopal, Junagarh and
Hyderabad contacted Hindu
Rajput rulers of Jodhpur,
Bikaner and Jaisalmer to join
Pakistan and protect their
independence. As the famous
story tells us, ‘Jinnah signed a
blank sheet of paper and gave
it to Maharaja Hanwant Singh
of Jodhpur, along with his own
fountain pen, saying you can
fill in all your conditions.’

Continued on page 40

Indian Air Force invites applications for
Recruitment of 39 Group C Posts.
Last  Date  :  30  days  after  publication (pg  13)

IAF

Naval Dockyard, Visakhapatnam requires
161 Tradesman (Skilled).
Last Date : within 30 days after
publication. (pg 22-23)

NAVAL DOCKYARD

Nuclear Power Corporation of India Ltd.,
Rawatbhata requires 35 Assisant Gr. 1,
Nurse, Pharmacist/B etc. under Special
Recruitment Drive for PwDS.
Last Date : 20.11.2015 (pg 9-12)

NPCIL

JOB HIGHLIGHTS

@Employ_NewsFollow us on:

Visit our facebook page

WEB  EXCLUSIVES
Following item is available in the Web
Exclusives section on www.employment-
news.gov.in

Mahatma’s legacy:Khadi sales spike
For Informative articles on current affairs
you can also visit
www.facebook.com/yojanajournal
www.facebook.com/publicationsdivision

Turn over the pages for other vacancies
in Banks, Armed Forces, Railways, PSUs
and other Govt. Deptts

CAREER IN ADVERTISING

A dvertising is the art of conveying a message to the
masses. It is a non-personal tool of promotion by which

the advertiser tries to inform, persuade and remind the tar-
get audience about its goods, services and ideas. The
advertising industry in India is worth Rs 49,000 crores with
digital media seeing the fastest growth. 
International focus

The global impact of the Indian aptitude with respect to
the advertising industry is not only being noticed but appre-
ciated worldwide. Indian agencies today handle both nation-
al and international assignments. This is primarily because
of the reason that the industry offers a host of functions to its
clients. Some of the offerings include end-to-end solutions
that consist of client media planning, servicing, media buy-
ing, pre and post campaign analysis, creative conceptual-
ization, market research, marketing, public relation services,
and branding. 

The advertising industry consists of the advertising agen-
cies, the advertisers, the media, the ancillary services and
the free-lancers. Each of these constituents offer lucrative
career options to prospective candidates.
1. Advertiser: All major advertisers ie, manufacturers, dis-

tributors, public sector companies or government main-
tains an advertising department. The advertising man-
ager reports to the Chief Executive or Director Marketing
or to the Divisional Head. He is responsible for interact-
ing with agencies and the media. He takes part in cam-
paign planning and media planning. He gives the neces-
sary briefing to the Accounts Executive of the advertising
agency. He get the point of purchase material prepared
and also is behind sales promotions and merchandising.
He maintains press relations and Public Relations func-
tions. He further decides about the advertising budget.

Students who have pursued BBA, B Com or have an
MBA or M Com Degree with specialization in marketing
and advertising can join as an advertiser.

2.  Advertising Agencies: An ad agency is a team of
experts appointed by clients to plan, produce and place
advertising campaigns in the media. Some of the career
options in an advertising agency are:

a) Advertising Account Executive: It is a key career
option in an advertising agency. Account Executive is a
link between the client and the advertising agency.
He/She is briefed by the marketing or sales or advertis-
ing department of the client. He/She communicates this
to the agency people. Indian advertising agencies are
being hired to service accounts which operate world-
wide.

b) Copywriters: Copywriters or creatives are the word-
smiths who do the wording of an advertisement. They
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Curiously none of the 10 Pakistani
princely states (Bahawalpur, Khairpur,
Kalat, Makran, Las Bela, Kharan,
Chitral, Amb, Dir and Swat) accepted
the treaty of accession with Pakistan
after independence (the princely states
of Pakistan had acceded with Pakistan
starting 5th October 1947 to 31st March
1948). 

Congress party could only reckon to
the administrative sharpness and
stealth of the grand Sardar to enlist the
merger of more than 562 princely
states. The Sardar never disappointed.
Through a series of lunch parties, the
Grand Sardar sought the support of his
princely guests to help Congress frame
a constitution.

The whole exercise and the mis-
chief of various princely states are
widely covered by the Indian media.
There have been enough research and
documentation on how three princely
states (Bhopal, Travancore and
Jodhpur) before 15 August 1947 and
three more princely states (Hyderabad,
Junagarh and Kashmir) after that date
troubled the Sardar for their merger
with India.
The Single Most Heroic Protagonist 

In 1947, when colonial rule came to

an end, Britain left behind 562 princely
states with as many Kings, Queens,
Nawabs, Begums, Princes and
Princesses who possessed unimagin-
able amount of wealth, uncountable
riches and intricately allotted power. As
per the Constitution of 1935, which
came into force on 1 April 1937, a
British Crown appointee
(Governor General) would
continue to function ‘in his
discretion’ at New Delhi. He
was not subject to a legisla-
ture in India but to British
parliament and the 562
princely states and few Indian
States would be regulated by as
many separated territorial jurisdictions
each ruled by its Chief, subject to the
paramountcy of the British Crown
through the Governor General. 

So there were two set of adminis-
trations – one regulated by the princely
states and Indian provinces and the
other under the Governor General
known as the all-powerful Political
Department. 

Their merger with India was a sub-
tle but Himalayan challenge for the
nascent state. By virtue of new-found
sovereign status, the government of
India owned all properties, powers and
sweeping decision making about the
newly formed state. However it was

easier said than done. Painstakingly,
Sardar Patel negotiated about the
properties of all rulers and arrived at
amicable settlements without letting the
world know the depth of hazardous-
ness attached with his job. He singular-
ly tackled all the theatrics, threats and

revolts of the rulers of the princely
states and strategically avoid-

ed even the remote possibili-
ty of a recurrence of another
1857. 

The Sardar had a robust
phalanx of support staff.

Among the most agile and
incisive were V.P. Menon,

Advisor, M.K. Vellodi, Secretary, and
N.M. Buch, Joint Secretary, all from the
eponymous Ministry of States. For the
Hyderabad imbroglio the Sardar had
Maj. Gen. J.N. Choudhry. Through
these able officers, the Grand Sardar
essayed India’s evolution as a sover-
eign state with a workable constitution. 

However, there is more to Sardar
Patel’s grandstanding than what histori-
ans have authored about him. The orig-
inal files related to settlement of Privy
Purse of Princely States; Settlement of
Inventories; Merger of Princely States
with India; Official Communications in
between the various Princely States
and Government of India and other

related information all post 1947 are
the living testimony of Sardar Patel’s
comprehensive engagement outside
the portals of history narrated till date. 

The Sardar was a visionary with
penchant for the unification of a plural
India. Countless historians and journal-
ists talks about the riches and wealth of
Indian rulers but nobody know the
exact amount. Sardar Patel initiated the
listing of the last princely article and
treasure when nobody knew what
exactly he was doing. The present geo-
graphical shape of the celebrated
ancient land of India, its secured
perimeter, and its cherished democracy
with a diverse but peaceful conglomer-
ation of humanity is standing on the
achievements of the grand Sardar. 

(The Author is Assistant Professor
of History at an affiliated college of
the University of Delhi.)
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produce the written words or ‘copy’
for advertisements. This could be
anything from slogans and text for
printed ads and leaflets, to radio
jingles and scripts for TV commer-
cials. If a person is creative, imagi-
native and has excellent writing
skills, the job of a copywriter could
be perfect for him.
Thus, written communication skills
are being used by a copywriter to
get its message across and catch
people’s attention. A good business
sense and a good understanding of
the advertising industry helps copy-
writers to write successful advertis-
ing campaigns.

c) Visualisers: These are artists who
put on paper what has been
thought out by the copywriter. They
in fact design the ad. Many stu-
dents good at fine art/ commercial
art, graphics, animation can take
up this as a career.

d) Creative Director: He coordinates
the copywriting and designing. He
is a senior professional who is sea-
soned in an existing advertising
agency set-up to take up this man-
tle.

e) Production Department: Persons
of diverse talents like printing tech-
nology, photography, typography
can be employed here. 

f) Media Planner: He has to allocate
the advertising budget amongst
media. He has to select the appropri-
ate media. He decides about the fre-
quency, size and position of an
advertisement. He decides about its
publication date. He receives the
tear-off copies from the media when
the ad is published. He is guided by
the media research which he under-
takes or by research undertaken by
an outside agency.

g) Marketing Research: Research
data becomes very useful as input
to the creative process. 

3. The Media: Many career options
and space are now available in
space selling/marketing depart-
ments of media for prospective
candidates.

4. Ancillary Services: They are
needed to produce/ create adver-
tisement. A whole range of services
like studio service, photographic
service, printing service, gift item
producers fall into this category.

5. Free-Lancers: These are profes-
sionals who work independently
and have a successful track record.
They are copywriters, jingle
singers, radio announcers, artists,
visualisers, technical writers.

Courses and Institutes where you
can study:
1. BA (Advertising, Sales Promotion

and Sales Management (ASPSM)).
Delhi University offers a Course in
BA Programme called ASPSM. In
this course students specialize in
the field of marketing, advertising
Public Relations and Sales
Management. Some of the colleges
which offer this course are Kamala
Nehru College, University of Delhi
(New Delhi), Delhi College of Arts
and Commerce University of Delhi
(New Delhi), Lakshmi Bai College,
University of Delhi, Vivekananda
College, Delhi University.

2. Indian Institute of Mass
Communication, Aruna Asaf Marg,
JNU, New Campus, New Delhi -
110 067 URL : www.iimc.nic.in
The Indian Institute of Mass
Communication (IIMC), New Delhi
is one of India's prime institutes for
training and research in mass com-
munication. It was set up by the
Government of India in 1965 on the
recommendation of a team of inter-
nationally known mass communi-
cation specialists from UNESCO
and the Ford Foundation. The
Institute is affiliated to Jawaharlal
Nehru University. There is an
entrance exam which is conducted
for students seeking an admission

in Post Graduate Diploma in
Advertising and Public Relations.
Graduate in any discipline with
minimum 50% marks in graduation
can apply for the above mentioned
courses. 

3. Mudra Institute Of
Communications (MICA), Shela,
Ahmedabad - 380 007, Gujarat
URL http://www.mica.ac.in
MICA is an autonomous, non-profit
institution whose programmes are
approved by the All India Council
for Technical Education (AICTE),
Association of Indian Universities
(AIU) and recognised by the
Department of Science and
Technology (DST), Government of
India. It offers programmes such
as, Post Graduate Diploma in
Management - Communications
(PGDM-C) which has set a remark-
able pace for itself since its incep-
tion in 1994. This programme is
approved by the All India Council
for Technical Education (AICTE)
and the Association of Indian
University (AIU), which equates it
with an MBA degree. It also offers
Post Graduate Certificate
Programme in Advertising
Management and Public Relations
(PGCPAMPR) – online. Mudra
Institute of Communications,
Ahmedabad (MICA) takes in stu-

dents through CAT (IIM). It is fol-
lowed by a group discussion and
interview.

4. Narsee Monjee Institute of
Management Studies, V.L.Mehta
Road, Vile Parle(West), Mumbai -
400 056, Maharashtra URL:
www.nmims.edu
It offers a Course PGDBM ( with
specialisation in Advertising). It
also selects candidates through an
entrance examination.

5. Xavier's Institute Of
Communication, St. Xavier's
College , 5, Mahapalika Marg,
Mumbai - 400 001 , Maharashtra
URL: www.xaviercomm.org
Courses: PG Diploma in Public
Relations (for graduates).

6. Symbiosis Institute of Media and
Communication, Pune URL : www.
simc.edu
Courses (2-year): Master’s
Programme in (Mass
Communication/ Communication
Management).
Besides these, Bhartiya Vidya
Bhawan, YMCA and YWCA cen-
tres all over the country offer cours-
es in PR and Advertising. The list is
indicative only.

(The author is Associate Professor,
Department of Commerce, Kamala
Nehru College, University of Delhi
email-sheetal_kprhotmail.com )
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