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CHAPTER—1

INTROIDUCT ION

1.1 Background

The paper mills in India can be classifled on the
basis of the raw material consumed - forest based raw
materials, waste paper and agricultural residues. The
dependence on forest-based raw materials poses serious
problems, as today environment protection has
transcended national boundaries and has become a

global issue. Under the National Forest Policy, the

government is committed to bringing 33 percent of the
country under forest cover from the present 23
percent. The government is encouraqing use of non-
conventional raw-materials so that the growing
depletion of forest rescurces and environmental
degradation can be halted. In order to come to terms
with the probliem, there is an urgent need to formulate
a long term strateqgy, which by linking the mills with
farm forestry, will take care of its raw-material

requirements.

India’'s demand for paper board 1s estimated to be 3.4
million tonnes and that for newsprint 1.83 miliion
tonnes at the turn of the century. Under the
assumption that 3@ percent of total paper demand would
be met by production based on waste paper and non-
conventional raw materials, nearly 2.38 million tonnes
of newsprint would be dependent on forest based rew

materials.
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In the face of anti-deforestation, anti-pollution
palicies of the governmenrt, the future of Indian paper
industry rests on the small units which use 2on-
conventional materials. Particularly, the unmits biased
0N waste paper should be encouraged. Handmade pager
industry 15 one such 1ndustry which can play a +i1tal
rale in production  aF paper by utilicing waste
matarial, 15 -Gaviceonsent friendly and Can R R R

anploynent.

At present, thare are about (WA Handmade Paper .oits

wn [ndia. [t 15 visualirzad Dy the a2xpert Jroups trat
by trhe turn Of the Century, ne requirewent oS¢
paper/baard w~ould he arouic 32 lakh toanes hasidss

arcuad 1@ lakh fonines Gf cewsprici.
[

e contribution of nandmade paper 1Ndustry o tne
national productiun of paper 15 anly B@.3 percent of
the country’ s totar raquirement Of paper . The
production of nandmada paper Jdurifg 1989-98 was atout

7,008 tonnes valued at more than Rs.7 crores.

Notwithstanding the many positive aspects of handmade
paper, like environwent friendliness, energy saving
capacity, employment provider, etc. the | andmade paper
industry is sick. What ails band.nade paper i1ndustry i3
a very pertinent question to ponder. It 1s under stsod
that marketing 13 the grey area of this 1ndustir /.
wWhether 1t 15 the domestic market or eaport, varicus
aspects of marketing related issues regarding the
overall growth of handmade paper 1ndustry bave to he

considered.
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To gain further insight into the handmade paper market
in India and eccnomic viability of different grades of

paper and board a market survey was conducted.

This report presents, the findings of the survey and
on the basis of the findings gives a detailed
recammendation for marketing approach for handmade
paper.

Aim of the Project

The ain of the project as described by UNIDO is to set

up a testing laborator, and demonstration plant for

handmade paper at Sanganer with the view

1) to help the handmade paper industry in the
country to start utilising a wide range and more
versatile raw material and to develop appropriate

pulping and paper making techniques

1i} to assist industry to produce bigh gquality

handmade paper

iii} to Increase 3sales in India and abroad, thus
improving the productivity of the 1ndustry and

making it economically viable
Objective and Scope of Work

To'strenqthen the handmade paper industry, the study

was carried out with the following objectives in minds

- to understand the consumption trend of different
varieties of handmade paper and board within

different market segments
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- to know the popularity of different grades of

handmade paper and boards

- to know the various uses of handmade paper and

paper board and their popularity

- to know the perceived advantages of handmade

paper vis—-a-vis mill made paper

Plan of the Study

The study was planned in two parts:

PART -

The first part of the study involved carrying out a
mini-survey among the dealers and large consumers of
handmade paper and paper board. The i1dea of this mini-
survey was that 1t would enhance the findings of the
survey conducted by KVIC. This exercise would not only
confirm and supplement the findings,but also bring to

the fore insights into the domestic market.

PART-11

The second part of the survey was conducted by KVIC.
The data obtained from this survey was analysed by
ORG. However, the findings presented in this report
are based on the data generated by KVIC survey as well

as ORG survey.

OELH
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Survey Methodology

The study was based on primary survey amongst three
respondent categories. The first category comprised of
all types cf Khadi outlets such as Khadi Bhandars,
Khadi Bhawans, Gram Shilpas, Gandhi Ashrams and other
outlets run by various institutions. The second
respondent category was private dealers of handmade
paper. Wherever private dealers of handmade paper were
not found large paper dealers were contacted and their

opinion on the sald product was 2licited.

The third category of respondents were the consumers
of bhandmade paper. Survey was carried out amongst
captive consumers like important government
bodies/offices etc. and non-captive consumers like
large private sector companies.Besides, a few
potential 1individuals such as commercial artists,
calligraphers etc, were also contacted to elicit their

views.

Besides, a sample of production units were also
contacted to gain better understanding of the product
and problems related to procduction and marketing. Sets
of well structured questionnaires designed
specifically for each category was used as research

instrument to collect relevant information and data.
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1.6 Geographical Coverage and Sample Size

As proposed, the survey was carried out 1n all four
geographical zones of the country. The towns covered

in each zone are as beiow:

East West North South
Patna Ahmedabad Delh: Madras
Calcutta Bombay Jaipur Bangalore
Baroda Chandigarh Sivakasi
Purkaow Trivandram

In all 248 interviews were canducted undar the ORG

survey and 383 1nterviews under the KVIC survey.

The conewlise distribution of TRG sample 3128 15 ancWwn

below:
Categary fast “est Morth  South  Tortad
9 z 2 19 63
18 13 2 2 63
IO < 2 3 3 122
Total 9 36 33 73 248

1.7 Limitations of The Study

Every study has its own limitations. Here the effort
to cbtain information from the sample of respondents

was subiect to two major limitations,

a’ aucity of data : There 13 a general tendency
particularly in the Kbadi outlets, not to
maintain proper data of sales and purchases.
There are two types of vouchers available at the
outlets. One i3 for all 1tems which fall under

the Khadi cateqory, for example textiles. The
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other 1is for all products falling under the

viilage 1njustries cateqory. In this situation

whether honey or handmade paper 1is sold can not
be made out. Further, what variety is sold can
also not be ascertained. This led to qreat

paucity of relevant data.

o Response Error: Response error occurs 1in the
collection of information from an individual If
the reported value differs from the actual value
of the variable concerned. Two typess of response
errors have been felt.

i Inaccuracy : [saccuracy i3 the @rror arisiing at
the staqge of assimilation of the data and making

it accessible for transmiss1GH.

A rzspondant Couic have answerad CYET ameEn 6E
actually believed that the correct answer i3 "NOT

or vice-versa, This 1Is concurrent 1naccuracy.

Jdr a respondent could bave answered “YES" to a
Gie=staion on willingrness to buy a product 3t

Lartisular price angd vacked Sut at o {ater rsal-
life buying situation, This is predictive
1naccuracy. Almost all consumer surveys are open

to such Lnhaccuracies,

ii) Ambiguity : Though adequate precautions were
taken ambiguity in interpreting spoken or written

words or behaviour might have creeped in.
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CHAPTER — 22

<HADI COUUTLETS

The most popular outlets far selling handmade psaper in
India are the wvarious Khadi outlets such as Khadi
fhawans, khadi Bhandars, Gram Shilpas etc. Thoase
autlets are gqeneraliy under the administrative control
of ¥WIC/KVIB, Besides, handmade paper thesze outlats

ais0

ul

=1l various other producis #31li10g 16 the

village industries cateqory.

However, the survey revealed that 37 outlets are
58iiing nNandmade psper foilowed closely Ly 3048p
F3nurtac turad dander viilage induystries., NHonay,
Agarbatii (Jocss sticts! are also sola oy fairly bigh

percentags 5f cutlets (Table Z.15.

TABLE 2.1
OUTLETS SELLING H.M.P AND OTHER V.I.PRODUCTS

V.i.Prodouces Percent
;cap P
H,M.P 58.7
Honey 52.4
Leather Products 41 .32
Agarbattl ’ 34 .4
Otrer Hous2hold Produacts 4.7
011 .8
Handicrafts 14,3

- - ———————————————— — —————— . ——— —~—

Base - &3 Multiple response

(ORG Survey)
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Daspite tha fact that handmade paper is sold by larze
niimbar of Yhadi cutlats, and also the y=2ars since 1353

have seen a3 significant increase in production, the
total sales of handmade paper in 1991-92 was of
Rs.147.21 million only. Though large number of
atlats 2r2 selling handmade paper, varistiss which
are sold by maximum number of ocutlets are Colourad and
Ahite card sheet, Writing paper and Drawing paper.
This is indicative that handmade paper is perhaps
lsrsaly us2d for art work. Lack of awareness among the
masses about th2 various usages <f handmade paper may

e one of tha2 important reasons deterring sales of alil

sari=tizs. Another rsason atiributed to luw demand of
sther thinnay variztizs i3 the tough coapstiticon Sron

mill mades paper and the quality conscicus market.

The thicker varieties of paper board and other
handmade pzpery produsts zuch o 2as Colosuar puighoarvds,
3reyb-sards, Card beards, Insulation press boards,
Jackard heoards etc. may find good markst provided
uniformity in thickness and shades and surface finish

are achieved on par with mill made procducts.

VI 57 Ahaz: otlets

,\

3

LA AE R

ing tarndmades oo

ni

ask=2d akout the variatiss they were s321lling. Tables
2.2 & Table 2.3 indicate the percentage of wutlets
selling different varieties of hanimade paper and

papar pradunt raspectively. These figures ars alse

cr

indicative <f the demand pattern for Jdifferen
vari=aties.
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TABLE 2.2
KHADI OUTLETS SELLING DIFFERENT VARIETIES OF HMP

Varieties Percent

Bond paper 48.6
Writing paper 536.7
Onion leaf paper 27.0
Coloured card sheet 67.5
White card cheet 64.8
Thick paper 43,9
Drawisg paper S6.7
Typing paper 7.

Blotting pacer 1€¢.8
Tissue paper 12.8
Water marteg paper 21.46
Duplicating paper 2.4
Filter papsre té@.8
Others 10.8

Base - 37, Multiple response

(ORG Survey)

TABLE 2.3
KHADI OUTLETS SELLING DIFFERENT VARIETIES OF HMPP

Varieties Percent
Matrix paper 10.8
Handmade paper bag 24.3
Greeting card 96.7
File cover 64.8
File board 32.4
Folaers 54.0
Caover Manila 32.4
Others 27.0

Base - 37 Multiple response

(ORG Survey)

10




CPERATIONS RESEARCH GROUP DELHI

2
-
rt
J
o
&Y
=
*
*s
L
h

ant varieties af handmade paper products,
File covers, Greeting cards, Folders ang rile toard
ware fcund to be scld by maximum number of cutlets.
These products are main'y used by the captive
consumers. Carry bags which is relatively a new value
added praduct of handmade paper industry was reported
ta be zold by only 9 out of 27 ocutlets. [t was
expected that this praoduct would do very wall in the
market but for certain inherent lacunae in the
praduct, as reported by respondents, Once these
lacunae like crude finish, adhesion of seams choiCe of
colours and sSices are overcome the procduct 1s likely
ta find guod Maerket. As 15 the Western countries (nere

33Li0 D577 3833 RO

2.5 snlEs fram s of
hage made of recvcled 3and handmade paper, there 1s aa
raazan 8. this shift will not take placs i atner
developing countries like India.And this shift can be

FE S = s

g anly w-=n thars 13 a3 Jyopar and

WY

o373

al
T
m
)
a
a4
h

marketing strategy for fnhese value added products.

11
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2.1 Popularity of Different Varieties of HMP/HMPP

To gain further insight into the handmade paper market
all Khadi outlets selling HMP were asked to opine on
the popularity of different varieties of HMP and HMPP,
The responses, however, were natural corollary to thre
responses indicated in tables 2.2 and 2.3 in the sense
that the mast popular varieties were those that were
stocked anrd sold by maximum number of khadi outlets.
Tables 2.8 ard 2.5 howev2r iIndicate the opinion of
autlets on populasrity of different varieties of

HMP/HMPP .

TABLE 2.4
POPULARITY OF DIFFERENT VARIETIES OF HMP/HMPP

ol surz2ag card shesT 3.5
Wwhite card sheet 37.8
Bond paper 27.0
Drawing paper 13.5
writing paper 13.9

Varieties of HMPP

siie T S1.7%
Jresting 420dlng ward 2.3
Folder 21.6
File Board 13.9
Envelope 10.8

Base - 37 Multiple response

(ORG Survey)

12
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FTABLE 2.3

POPULARITY UF DIFFERENT VARIETIES OF HMP/HMPP

VVarieties Percent
Iapression paper a
Bond and Manifald 4
Wrapper 4
Letter pads 4
Fancy cover 4
[nland letter |
Fils covar o
Card znaet 3
Card mix a

Paper sheets
Tvplng oager 3

Rice paper 4
Blik cargd steec B
Plain sheet 4
Crawing oaper @
Jute paper 4
file bcard 4
Ms-ble paner 2

Base : 29 Multiple response

(KVIC Survey)

& somparstice look at tme figgres of OR3 ZTurwey amd
v - o, . - - - - . - v ~ - . . - - P
» - oo rgT D v - o s Ty 3 . ~ oL LT -
3788i5, Lrswing gfape~ 4nd Sond paper a-@ popular

variaties of handmade paper, while ¥ris Zovers,
Greeting/dedding cards, File bocard etz are the popular

varieties of converted i1tems.

Looking back at the Tables 2.2 and 2.3, «we .ngerstand
that the varieties which are stocked and sold by
maxinum number of outlets are the varistias which are
most popular 1n the market. And this i3 not very
surprising as 1t 15 4 general market rule that dealers

will mostly sell what 15 1n demand.

13
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2.2 Popular Usages of Handaade Paper

Tha survey reveadied that thcugh awareness with regard
to handmade papger per se was falrly high, the respc-—
ndents 1n Khadl outlats feel that awarness w.r.t.

‘usages’ of HMP 15 relatively low.

The most popular usage, however, as expressed by over
75 percent cutlets is for File cover. 0Other popular
usages are ¢or wmaking cards for various occasions like
wedding Or ygreeting cards tc, and tOor dJdrawlng
purpos@. The o3¢ cf handmade papger for decorative

Durpcose was repcrtad to be L2y 1ow.

While file covers, as expressed, 15 used by offices in
general and government offices (captive consumers) in
particular, cards for New Year was reported to be the
larj2st Ioapsoent Of "na ToTal darkat for graartiog
cards. The major competition handmnade paper cards tace
is from UNICEF, CRY, Blind Cards, Archiss etc.
2.3 Regularity in Supply

AUl Dutletn Lelluay MP seer 3 san a3 Ahather L,
raceive the supply 10 time or not. Though more than 49
percent outiets stated that supply 13 more or less 1n
time, It was also expressed that this 15 not true for
all varieties. Angd revamping the supply position 13
rather necessary 1f HMP 15 to do well in the market.
There still exists a demand and supply gap. And 1f

this continues for a long time, as a market rule the

demand may gradually start declining. One good reason

14
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far this situation is that the producers are not fully
aware of what is being demanded in the market. On the
other hand the consumers and traders too do not know
who produces what. Despite the fact that KVIC helps in
rarketing handmade paper through khadi Bhawans, K&hadi
Qhandars, Gram Shilpas, etc. most of the manufacturing
un1ts try to procure orders samebow and then supply

directly to the clieat. This also results 1n the

production of only those varieties far which the order
15 placad, atfecting regular ~upply of cther

variaties.
2.4 Problems faced in Selling

Gne basic problem expressad by morz than I8 peroznt
Khadi outlets is that there are limited consumers of
randmade paper an the demarnd 1s also not very
high. Inadequate supply, 900r quality and cost factor
are some other significant problems faced by the

outlets 1n selling handmade paper.

Informal discassion with respondents revealed that
most of the outists do not bhave proper storing
facilities and <=elling counters +or paper. This
demotivates the marketing personnel to make efforts

for pushing handmace paper.

Howeve~, the view expressed in general was that people
at large are ignorant about the usage of HMP., And
those who are aware, carry some fixed 1deas such as
while writing ink spreads on the paper, handmade paper

is basically for art work, making fiies etc.

15
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These misconceptions and infrastructural problems
Giltinately affect sale of the product. Whils 2ducating
consumers, proper 1nfrastructural improvemants from
marketing angle is also necessary to contain these

problems.

The survey would carry little meaning if reasons for
not selling handmade paper was not elicited from
outlets not selling the product. The reasons for not
selling bhandmade paper is highlighted in the table
oeicw:
TABLE 2.6
KHADI OUTLETS NOT SELLING HMF/HMPP - REASONS

Reasons Percent
Suti=ats

Lass damand A
Scr Gudalitly 3.3
Expensive 11.5
[rreqular supply 3.8
Others 73.38

Base : 26 Multiple survey

(NORG Survey)

ODut of a total 63 contacts made by ORG 1n this
zategory of dealers 16 nutlets wer2 non-s2llers of
nandmade paper. Interviswing these outlestsz, 1t was
found that low demand was the most i1mportant reason

areventing them from selling HMP,

The KVIC 1n thelr survey covered 71 such outlets which
were non-sellers of HMP. Qut of these 71 outlets 23
sutlets were such which had made some attempt to sell
HMP in the past. The following table, howevar, 5hows
reasons of the remaining 48 cutlets which never made

any attempt to sell HMP,

16
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TABLE 2.7

REASONS WHY NO ATTEMPT WAS MADE TO SELL HMP/HMPP

Reasons Percent
Qutlets
Lass Demand 23.3
Lack of space 16.6
tess supply/not available 16.6
_ack of marketing +aZility .2
Never thought of/No idea 10.4
N anstructiun feonm 2,0, 3.1
Car from ity 2.0
Existence of anather 3.1
“MP sale shop
Lack af furnds 3.1
Movar triadg 2.0
Base : 48

(KVIC Survey)

The above figures show that less demand is again the

main reason why outlets rnever attempted to sell HMP.

N .
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product, and most of tfthe cutlets do not have praoper
selling counters or display shelf. Coupled with this
1n the reason of less supply and customer’ s choiwce not
svallable. Availability of HMP per se may be there but
when 1t comes to customers asking for specific

varieties the outlets are found wanting.

These problems require serious attention and 1f such
a huge number of Khadi outlets are to be motivated to
sell HMP, proper marketing support and trained

salesmen are to be provided.

17
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CHINI>T LI — 5§

DEAL FIRS AND TRADERS

The domestic market for handmnade paper, with all its
shortcomings has been developeo throuqgh the 2fforts of
vuic, XvIBs arnd a few private dealesrs, staticnery
. alars and the production units themselves. While
KVIC and KVIBs, through the Khadi outlets cater to the
Cagtivae marked, privat2 dealers catar rocshly t7 re
open market. It is estimated that the reguirsment of
cager and saper board Uy Central and State Covernments
and Public Sector undertakings is to the order of 7
lakh tonnes per annum. Bn the otner hand non-captive/
Jpen market has tremenddus Scope to =2xpand, provided

product Jdevelsp

nent product research is  nade  and
production 13 ragulated according to the  amarket
ragulsenents, [Ne 230737100, if farned and adtivisag
can effectively play their role 10 oOrganising
production and supply to the private dealers also.
There 1s a growing demand for converted items like
letter bead pads, visiting cards, gqreeting and
el atiun Jar 33 r2asLa 23 oy large roannrs tal runes,
Dig horals, publiz s=2=otir entarprises (oo luding Dank 5.
But the experience ra2va2aled that products conforming
to certain standards are not available in required
quantities and shades to cater to the needs of such

clientele.

To understand perceptions and attitude of private
dealers, survey among a sample of private paper
dealers was also conducted. While the survey conducted
by ORG covered 6% such outlets, out of which only 3@
outlets were founog to be dealing in nandmade paper,
the survey conducted by KVIC covered 23 private

outlets.

18
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T owas taet mmat S imdnade 0aaer was baroale ioiAa by
ARSELN S IR S Y G ST B A R A AN P TR S R LA B SRR AT g
stores. There were very few retail outlets selling the
product. The largest selling varieties, bhowever, are
Card sheets followad by Drawing paper. The popularity
cf these varieties 15 10 conformity with what the
respondents of Khadi ocutlets opined. The tables below
show the percentage of private outlets selling

different varieties of handmade paper, paper products.

TABLE 3.1

OUTLETS SELLING DIFFERENT VARIETIES OF HMP/HMPF

Variatiz=s Percent
Sutl=ts
Bormg Paper S507
Writing Papsr 20.@
Ornion leaf papser 3.3
Coloured card sneet 50.0
Wivits card shsst STL%
TR LR Dager %
Crawing paper 56.7
Typing paper 10.0
Blutting paper 16.7
Tissue paper 3.3
Water marked paper 13.3
Duplicating paper 3.2
Filter paper 10.0
Others 3.3

Base - 70, Multiple Response

(ORG Survey)
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fABLE 3.2

CUTLE TS SELLING DIFEERENT VARIELTIES UF HMPP

Varieties Percent
Outlets
T elle CoversBand 6.7
Folders 23.3
HMP Bag 16.7
Cover Manila 12.9
Graetings/ 5.7

Wedding Cards

Base - 3@, Multiple Response

(ORG Survey)

Tta ahove tables anly reinforces that Card Sheets,

St S S T3S T

Urawleny fagec, npls S55er B S A ¥

Y

Dl
fh
1)1

popular varieties of handmade paper and fFile Cover,
Folders and Greeting Cards the popular varieties of
value added paper products. These varieties are sold
by large number of private dealers. As private gealers

[ B - - Y - - . .

PRICEEELT PN S T S TS BT VRS S0+ F - LI SIS NIRRT S S SO < B
TRAt TS2. wiid 3TO0K, A0 d2al 10 prooul T sarieEties
for which thera 15 N0 dJemand. At the same time they
are the people who can create demand angd promote the
use2 of handmiade paper. A concerted effort to motivate
more and more private dealers to deal 10 handmade
paper will go a long way 1in generating demand for
handmade paper in general and among the nomn-captive

market in particular.

There are few varieties like Cover Manila which was
nardly stocked by Khall outlets. Similarly other items
can also be 1dentified which may not necessarily be
demanded by the captive consumers but can find qood

market among the non-captive segment,
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from the table below :

TABLE 3.3

QUTLETS SELLING DIFFERRENT VARIETIES OF HMP

Fancy & Gift Articles
Statiognery 1
File Covers/s/Pads

Note Books/Note lets
Suplicating Paper

Type Paper

Borna Paper

Drawing sheets
Greeting/Wedding Cards
Tard Boands

Silras Inr2ad “acar
Letter Heads
Envelopes

Post Card Pads
Wrapping Paper
Filler Paper/Pads
Shas Kin Paper
Blotting Paper

LOTOur Papes

[
. . . " e

- R v e

DM ELEDPENBRREELMNETT BUDIINS

L5 EO0088C06RG08GS66

[ )
.

Lard Sheens
Pager Bags
Paper Borxes

Laadil SN

Base : 29 Multiple Response

(XVIC Survey)

21




QPERATIOMS RESEARCH GRCUP DELH!

3.1 General Status of Dealers of HMP

It was found *the annual sales of most o¢ the dealers
is above Rupees 2.8 lakhs. (Refer Table 3.4). Most of
these dealers were attracted to this business
perceiving good demand from customers, (tables 3.4 &

',

2
1Jl

TABLE 3.4

ANNUAL SALES OF HMP AS REPORTED BY No.OF DEALERS

Ltess than @.25 lakhs 2
B.23 to 8.33 iakhs 1
.58 to 1.2 lakhs )
1.9 to 2.0 lakhs -
More than 2.@ lakhs 13

Total 29
No Response : 3

(KVIC Survey)

TABLE 3.9

HOW CAME IN THE BUSINESS OF HiMe

Introduced by Friends

Through KVIC/KVIB 4
Order by Government 1
Demand of Customers 8
By production Centers 3
Traditional 4
Own development 1
High sale potential of HMP 1
Qthers 3

Total 25

(KYIC Survey)
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on self finance.

It was also reported by large number of dealers
(approx. 69 percent) that they convert handmade paper
into other consumer products. The most common and
popular converted items reported were Envelopes, Cards
for various occasions, Paper Bags, Files etc. It was
foynd that by and large the dealers received their
supply of handmade paper from the manufacturing units
and also from registered institutions. The most common
practice of payment followed by the dealers 1s credit
far threse sonths, However, payment at the time of
delivery 1is also followed by quite a number of
dealers. Advance gpayment was reported by very few

dealers.

During the course ot the survey the dealers were asked
whether they need any help from KVIC/KVIB. Most of the
dealers expressed that they would welcome help from
KVIC/KVIB, particularly financial assistance and
proauact resoarch n2in such as lanoarataor. faTilit, o

Ll Tivee Daper.

3.2 General Opinion of dealers regarding different
aspects related with hand made paper

The general oplnion of majority of the dealers
contacted was that the supply side of handmade paper
is irreqular. And with irregular supply the dealers
find it difficult to cope with the demand of
customers. Also there 15 variation 1N the
specification of the supplies received. In the event

of irregular supply almost S@ percent dealers go for
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Czmalnang S8 perceat try s plage arder with ouner e

units. What needs attention is the 5@ percent dealers

going for mill paper. They are the people akin ta s

dissatisfied customer, and may gradually take into

their fold other dealers too. And it is cartainly not
1 2 that such large percontage of  privats

dealers, who otherwise may help give & boost o
d

made paper industry should, out of dissatisfacti

=
C)
a

sk ft to aill paper.

3.3 Cost

Cost plays a very 1important role in the suctcess or
failure of a product. The respondents were asked (o

give their opiniocn en the cost of handmace paper

E3

/Y]

zomparsed to mill made paper. More than 353 percerc

[ - -

~25p0Ndents fa.prEssed N3l mandmade ga,02r L3 S050

-

LY

than mill made paper (Table 3.6). This may be true to
the extent that the cost of paper depends on the
variety, for example File Cover made of handmade paper
may be cheaper than mill made. On the other hand there

ERRE TR IS SRR 1 s T S D T R e o e Lie T30

TABLE 3.6

OPINION ON THE COST OF HMP AS COMPARED TO MILLMADE

Opinion Percent

Dealers
Costlier S0.8
Reasonable 12.7
No difference 1.6
Cheaper 12.7
Can 't say 22.2

Base 643

(ORG Survey)
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3.4 Reasons for Likes/Dirsl k2§

To elicit specific reasons for liking or disliking
handmade paper dealers were asked what did they

particularly like and dislike about handmade paper.

While many expressed that they liked the Qquality of
handmade paper, more than 20 percent dealers opilined
that they like handmade paper because it 1s more

durablea.

Fougjhnss3, variation i tnickn2ss, absorbing moistur2
3id AoR -3valiability wer2 some of the points which
wera dislived by most of the dealers. In other words,
quality and proper supply system should be ensured for

the 1mprovement of this sector.

impre33100 About mandnads cacer L-20 Dy 3l

gealars 13 shown in trh2 tables below @

TABLE 3.7

OVERALL IMPRESSION ABOUT HMP

Spioaon Poroant LaLars
Luxury [tem Py
Exclusive [tem 20
*aad of the hour 3
Fashionable [tem X5
Can 't say 20
Base : 20

(ORG Survey)
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IR 1.3

OVERALL IMPRESSION ABOUT HMP

Luvury [tem a
Exclusive ltem 34
Meed of the hour 22
Fazsnionable [h2mw =@
ifan t =3y 3

Base : 29 Multiple Response

(KVIV Survey)

The +findings of both the surveys (URG & Ky IC)

Y]

irdicstad that the gemeral Spinish, INE JEa18rs NaE

that It 13 &0 8aCiusivd ang

Wi

about Sandmade pefper i
fzshicnable item and is used by select class of
people. Though this might be true to some extent but
not necessarily for all varieties of handmade paper.
But this cpinion of the dsalers can alsas B2 Tansidersd

357

[l St S

Ji

15 & Jood potential tarjel towards
3

n
C

B

whicn prumctional steps may directed.
3.5 Varieties in Demand

Refering to specific varieties in demand major.ty of
the dealers (approx. 38 percent) indicated that Card
Sheets have the maximum demand followed by File
Covers, Drawing Faper, File Boards, folders etc.
Varieties like Silken Thread Paper, Pale Colour Bond
Paper etc. have little demand. And as the dJdealers
would concentrate more on the varieties which bave

demand 1t is essential that appropriate steps be taken
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paxsibly ©e gone oy activatiang Joalers o seir (tnegs2
variaties by gqiving them some incentives. As is
avicent that the demand presently is for varieties
which are mainly consumed by captive consumers and if
the nan--aptive consumers are to be targeted., other
e aSdded products

193

hd strisgent guaiity control

Y]
gl

supported by right publicity campaign 1s imperative.

Arnd arivate dealers can play a significant role in

—— =
LevL D .

i

o rantionad earliar, the sarv2ay canducted by ORG,
coverad 63 private dealers of paper/paper products.
Out of tnese, only 30 dealers were found to be selling
hanamade paper. Trhe various aspects with regard to
this is already discussed 1in the earlier sections.
On=2 1mportant question addressad to 3ll non-ssilers
30 of mandmade paper was to elicit r2asuns tor Aot

selling.

A very high percentage of dealers expressed that there
1s very little demand faor bhandmade paper., hence it

T -SNr At B e S T e S S T I [ B A T IR Y] o3 e

O

)

s 1z, 3 Sangng,., Farther, sooe addasd thal wnat 2.3r

~

1

demarnd 13 trnere (mostly from captive Zonsumers) 13 mat
by KVIC/KVIB outlets. The non-captive consumer is a
very 5en51tive buyer and generally the guality and
uncertainty about regularity 1in supply customers
choice not available are discouraging factors for them

to get into this business (refer table 3.7).
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Reasonc for not salling HMP

Dealers
Less Demand
Poor quality
[rregular suppl
L3N Sa3rgans St prafyt

e - )

Expensi.s

Irers

~

e

Base : 33 (non sellers)

Multiple Response
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ca
cent of trese dealers were conteaplating to get into
the business of handsade paper within a pericd 3+ orne
year provided they get good incentive and support from

KVIC/KVIB with regard to surety for guality product
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CONSLAERS

For any marketeer, consumer is the ultimate goal whom
re would like to impress and influence and the
comsume~ 15 also the firmal judge for the product. For
this it 15 imperative for the marketeer to understand
his consumer well - his preferences, his consumption
hsbit (w.r.t the specific praduct:, his likas a¢d
dislikes. This helps him to adopt an appropriata
approach for his customer. As this 1is true for all

products, SO 1S 1t true for handmade paper too.

To ba.e an understanding of the Zonsumars, SUrvey wis
conducted among a sample of both captive and nNon-

captive consumers and they wera interviesed to =licit

SOi1cion st rEzactLos TH L3053 BESS0T5 S Tabhgde
paper.

Awareness

e oso2 s omal osample e I3 s aOan 22T ES LA |
LSS UL L 3O GEy AN Lol il SR Buar ety P er TR
99 percent raspongents showed awareness of handmade

paper. Tre high awareness level 15 a veéry encouraging
sign ang the job of the marketoer becomes one s3tep
lesser - to create awareness. A concerted ettort to
motivate people to use bhandmade paper and perhaps
create awareness about the varieties and different
usages of handmade paper is required. The table below
shws thie awareness with r2gard to different varieties

of handmade paper.
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Bond Paper 3.7 31.2
Uriting naper 33.6 iZ.3
idnion 33+ sager 142.8 7,2
Coloured card sheet 9.7 9.3
wWhite card sheet 63.9 36.1
Thick paner 23.8 36,72
Drawing papar 8.1 1.9
TLoUn Tarer 7.3 =27
distting paper 33.8 6.2
f1ssue pager 9.3 .5
wWater TarksSg passSe 2.3 "85
Cuplicating pager 12.3 3.9
Filter paper 5.3 24,7
dOthers 6.7 23.3

Base : 119 Multiple response

(UJRG Survey)

The nigh awsraness wiih regard to drawing paper 1s in
conformity with @ore number of Khadi outlets and
nrivate tealers selling this wvariaft,., Swiraness

.....

i3 conparativaly 0w,
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marked papar 15 ~ostly used for making degrees or
certificAatan, 151 awaroan2ss L0uld e falrly Sigh, hut

sometimes rasearch fingings do negate pre-conceived

notions.,

Wit ragard to handmade paper products, awareress of
Greering cards was bighest. This was followed oy
awareness of File Cover, File Board and Folders.
Interestingly awareness of handmade Paper bag, which
has been launched newly 1s also fairly high, though

1ts sale 1s not 30 high, (Table 4.2).
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rapty. 3.7

AWARENESS OF DIFFERENT VARIETIES OF
HANDMADE PAPER PRODUCTS

¢ ¢

Matrix paper 10.1 87.%
Handmade paper bag a1.1 38.8
Greeting card 80.7 19.3
File cover 79.98 21.2
Fii=z baardg &1.73 8.7
ralders &.3 32.9
covar Manils i IS &7, 7
Qthers 17.4 6.5

Base - (19 Multiple response

(ORG Survey)

E ,roime, "3 Qange 3WarSTe33 3r DR 3IIian 2de TnETED

of usinGg handmade paper, s few statements highlighting
the npositive aspects of nandmade paper ware read out
to the respondents and they were asked ta 1ndicate
whether they agreed to these or not. (Refer tables 4,3
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RESPONDENTS AGREE ING/DISAGREEING TO DIFFERENT ATTRIBUTES
OF HANDMADE PAPER

Statement Percent Percent Can " t
Agreelng Disagree- Say
1ng
a) Production of handmade paper 79.0 18.1 18.9
proviges more =nployment as
compsrad o aiil opaper Geoslults
) Hoendmade paper products convert - 72.3 7.2 18.3

- - - 1
ws3L2 1o weatth

-Y Mill sector has an adverss 71.4 ?.2 t?.3
impact on environment

4) Large numwber o5f trzes are saved 71.4 8.4 20.2
1¥ handmade paper products are
‘JSE‘G.
Base : 119
{ORG Survey)
TABLE 4.4
Do it v -
5ta IR L LAt Mo T theralm 2
a) Production of hanamade paper 76.1 8.6

provides more employment as
compared to mill paper products

b) Handmade paper products convert g81.8 15.8
wast2 to wealth

c) Mill sector has an adverse 85.8 12.1
impact on environment

d) Large number of tre2es are saved 83.8 12.1
1 f handmade paper products are
used.

Base - 247

(KVIC Survey)

NOTE: As there are few 'No response’ and can’'t say
percentages will not add up to 106
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using handmade paper. Inspite of 1t over all findings
of the syrvey reveal that the demand is not very high.

The reasons attributed to this (as per the survey) 15

1. there is a wide demand and supply gap

il. the quality is not up to the mark

i1i. thare 13 lack of consist=acy 10 nhe Quial oo,

v, supply 13 irregular

v, customer s cholce 1s not available, though
thare may be demand

vi. lgnorance of 3sal2s person at the counter
regarding +arlous varizties

vil. attitude of sales person to motivate buver

and help oin t1nd the right Zholicd

4.2 Consumption Pattern

The major portion of the handmacde paper 15 consumed by

the captive consumers viz. goveramen: ajencies and

-— i .- P e a . - . - B .- . e s

IS I S BN AP PR T P L ety ; P LT S
a3 lesy D, TRES et T w2 e T IS, VRO AT T,
Wr3ppers, Cover paper for text books, Sroeting ards,
Drawing papers etc. The non-captive consumers like
business houses, hotals, nanufacturing Ccampani2s 2tc,
consune l2sser and their demand 15 a3l 30 tor finer
varieties like Deluxe Srationery, Guest Stationery
Coasters, Dolliers etc, besides the varieties consumed

by captive consumers.

the survey among consumers, who were from both tre
segments, captive and non-captive, showed that 61
percent were currently using handmade paper, 15
percent have used it sometime earlier but have
discontinued for some reason Or the ouwner and 27

percent were ron-users (Table 4,3).
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[T T 1.9

CURHENT/LAPSED/NCON-USER OF HMP

Status of user Percentage
Cuirrent uyser &61.%
Lepsed user 15.2

Non-user 23.5

Base : 119
({ORG Survey)

The KVIC survey also showed that approximately 64

percaent of the respondents interviewed were currentiy

using handmade paper while 17 percent were non-users

and acara<imatsly 1@ perosnt Rave dizcuntinued use o¢
SANONGJE paper

Mast of the current users reported that they use
Coloured/White Card sheets, Drawing paper, Writing

paper ato under handmade paper categorv and File

i
3
i
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1nGiE 4.6

USERS BUYING DIFFERENT VARIETIES OF HANDMADE PAPER

Varieties of HMP Percent
respondents using

Bond paper 3.6
Writing paper 16.3
Onion leaf naper 6.8

Caloured card sheet 2.9
White card sheset 4.2
Thick paper 13.7
Drawing pagper 19.2
Typing paper 17.8
Blotting paper 8.2
Tissue paper &.8
Water marked paper s.8
Duplicating paper 19.2
Filter paper 2.7
Others 6.8

TABLE 4.7

GRS BUYING DIFFERFNT VARIETIES OF HANDMADE PAPER PRODUCT

Varieties of HMP Percent
respoundents using
Matrix paper -
Handmade paper bag 1.4
Greeting card 17.8
File cover 53.4
File board 23.3
Folders 16.4
Cover Manila 12.3
Others 4.1

Base - 73 Multiple response

(ORG Survey)
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e 4.9

PERCENT RESPONDENTS PURUHASING DIFFERENT VARIETIE
OF HMP/HMPP FGR PRIVATE USE

v

Varieties of HMP Percent
respondents using

{etter heads 14.5
Stationery 15.9
Greeting/Invitation cards 2
Envelopes 1.6
Paper bSag 2.3
wni1te/colour board 5.7
Crawing paper 3.1
Silk paper 2.8
Marble paper 2.8
Brown paper 1.2
Research Cardads 2.8
Index Cards 3.8
Art pap=ar 2.8
Letter pads 3.7

Base - 247

(KVIC Survey)

4.3 Source of Purchase

- R - . R : . R T T, . -
3 MO SN Ty - P S L ILAS TR ISR Th i R SRR

f3r over 28 percent of the total respondent currently
551ng handmade paper are the Khadi outlets. Another
1mportant place for purchasing handmade paper are the
staticnery stor2s 3n ra2gsrtzd Dy almost /3 percent
respondents. However, a fairly significant percentage

of respondents reported buying from Super markets too.

Respondents were asked ‘o comment 1f they face any
difficulty 1n getting the handmade paper. The table
below indicates the type of problems faced by percent
respondents. As high as 8@ percent of the respondents
opined that the HMP was not available near by (Table
1.9)
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TADLE 4.9

"RESPONDENTS FACING PROBLEM IN GETTING HMP

Type of problam Percent
respondents
Mot available near by 8.9
Though available, shortage of variety 37.7
Non-availability of adequate quantity 35.8
Base - 139

(KVIC Survey)

4.4 General Opinion on HMP

While most of the respondents were fully aware of the
pesitive aspect of using bandmade paper at the same
time about 68 percent responaents opined that handmade
1s the "need of the hour™ It i1s worth pondering that
where such a high percentage of consumer segment 1is
aware about so many good points of handmade paper,

what actually prevents them from using 1it.
Other opinions expressed by consumers is that 1t i1s an

"Exclusive 1tem”, 'Fashionable item etc. (Refer Table
4.10).
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TABLE 4.10@

PERCENT RESPONDENTS'S OPINION ABOUT THE NATURE OF HMP

Opinion Percent respondents
Luxury 1tem 9.7
Exclusive 1i1tem 42.95
Need of the hour 38.7
Fashionable i1tem 28.7
Others 4.8
Base - 247

(KVIC Survey)

When asked what did they dislike about handmade pager,
majority of the respondents expressed that the problem
of non-availability of their choice was greatly
disliked, folilowad by those who did not like the

uneven size and finish of the product.

Reasons for not using/Discontinuing HMP

Poor quality and customars choice not available were
tha two Main r2as0ns highligntad by majority of

respondents for not using handmade paper {(Tables 4.11
and 4.12}
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TARLE 4.11

REASONS FOR NOT USING HMP

Reasons Percent respondents
Cost 23.8
Customer ' s choice 23.8

not available

Poor quality 45.2
Do not require 7.1

Base : 42 (Non-users)

(KVIC Survey)

TABLE 4.12

REASONS FOR DISCONT INUAT ITON

Reasons Percent respondents
Poor guality 45.2
Expensive 35.5
Not easily availabple 55.7
as per regulraanent
t.imrtecg choice 50.0
Gthers 44.4

Base : 18 (Lapsed-users)

(KVIC Survey)

It is evident that poor quality, irregularity in
supply and non-availability of customers choice are
the deterring factors which either prevent consumers
to use the product or make him disccntinue 1t. And
dissatisfied customers is more dangerous as they can

gradually take 1nto their folds other dealers too.
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COONCLUSION AND  FRECOOMMENDAT IONS

There is a gqrowing awareness and market preference for
products free from pollution and environmental iImpact.
Thus, Gandhian Economics and thoughts of Dr. Kumarappa
on rural Industry are much more relevant today than at
tne time when they were enunciated. Handmade paper,
~hich 13 one of the good examples of ‘environment
triendly’ groducits 1s finding gqood demand 1n the
wastern countries. [In India the age old tradition of
aaking handmade paper was adversely affected with the
advent of British rule establishment of a number of
paper mills and forcing a large number of skillled

paper makers ocut of their profession.

[t was only after KVIC took up the i1ndustry 1n 1953
that it directed 1its efforts towards saving the
1ndustry from going 1nto obsolence. The efforts of
KVIC since then have certalinly shown positive growth,
but stiit steps have to be taken as market situastion

nas alsc besn Thanging.

Based on the survey conducted by ORG and KVILC ara
after examining the facts and fiqures the following
steps are sujgested towards strengthening handmade

paper industry.

Strengthening the Captive HMarket

The major portion of the handmade paper products are
consumed by the captive market. Still there exists
vast potential for sustained demand from this sector.
At present total paper consumed by the government is
about 7 lakh tonnes per annum. [f only 1@ percent of

this 15 reserved for the handmade paper i1ndustry 1t
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This would not only help all existing HMP yualts to
work round the clock but would also pave way for the
growth of units in this sector thereby generating

tremendous employment potential.

Apart from reserving certain items, price preference
also needs to be given to handmade paper.It 1is
suyggested the KVIC - UNDP project take up this matter
with the Central and State Governments to work out the
modalities for this,. Further, steps to Ge taken priar

to this are:

1} Perfect liaison should be established
between the KVIC - UNDP project and

HMP marketing federation

i1 Capacity and capabllity of each
individual unit, willing to take up
Govt. orders, be assessed before
taking up bulk orders. This will help

maintsin time schedule deliveries

111} Syatem for perfect guality control and
strict pre-despatch inspecticn should

be evolved
5.2 Developing non-captive market
while the captive seqgment can not be 1ignored
dependence on only the captive segment will not help

the industry in the long run, The non-captive market

has to be developed to give the 1industry a boost.

41




IPERATIONS RESEARCH GROUP CELHI

fhis 15 the most <ongetitis@ and guality Consgicus
Agrket, Sroagt Ser. e Gied ger raot Guality Cantral are
the pre-reqguisites to  any approach adopted for
developing this market. This segment can be classified
into :two broad segments viz. institutional and non-
institutional. While the demands of institutional
segment will be large., the demands of non-
institutional segment will be smaller. To tap these
segment different marketing approach wili have to be

adopted.

At present, the producars are small and can not market
their products aggressively. And there 135 xYs}
organizction that can compensate for this weakness of

the industry.

5.3 Setting up of a marketing organization
Prazsarmtly the marketing ohans2ls svallable ta 1the
handmade paper sactor fall too short of the
requirements and lack in effectiveness. The
Directorate has one sale unit in Bombay which markets
a meager quantity to the tune of Rs.50 lakh per annum,.

The paner 13 baing marketed hasically through rthree

i) Production unit itself

ii) KVIC affiliated outlets

1i1) Private dealers

But none of these three channels are effective 1iIn
promoting the product well. Given the present
situation, setting up of a central marketing cell 1is
required. The sole objective of this cell should be to

channelise whole of the handmade marketing. The cell
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by market amalysis to gauge the need and demand, tao
interact with praduction units to ensure gquality
assu~ance, timeliness, good packaging and attractive

prices.

Involvement of NGO

It 15 suggested that adifferent NGOs be 1nvolved o
training and also setting up production units 10
rejlons where there 15 scarcity of groguction wunit,
But this will also requir2a garnerating demand in trhose
regionc., Setting up the unit alane will not suffice.
Besi1des, arganizstions like AIM), FIEQ, Cultural
organlizations and environment conscious class should
also be 1nvolv.2d 1n various activities related with

mandmads Saner L oiuste g,

Behavioural Changes

Certain amount of behavioural and attitudinal changes

s - T TS SN Y BRIt O EERNDAE S R

h

S R S
o gpaEngrar and FVIL in Sarticalar. With dynamis
marketing skills adopted by the orqanised sector, 1t
is rather 1mperative that KVIC also bring about
certain charges 1n 1ts approach to marketing 1ts

products.

Besides this, tehavioural and attitudinal changes of
the manufacturing units is also required. For instance
to produce quality products it 15 essential that these
units maintain cleanliness and dust free atmosphere 1n
the premises, particularly 10 sections where wet
processing 15 done. The quality of raw material should
also be selective keeping in view the end uses of the
product to be made. The attitude of the marketing

pecple in the KVIC sector also need to undergo a vast
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SEAR AT 15 IS e man eTaptive s2gment. The auns
SRR L L L T mLTIE i3 G sy FERILTLV TRy 20 a0 Y S
require proper attention and professional approach. An
indifferent attitude (which unfortunately bas been the

case) towards the customers directly affects the sale

of the praduct.

S.6 Production Sub Systems

Training artisans : Proper training to artisans should
be imparted so that they are able to produce quality
progucts and products as per specl1fication. Plicking up
the craft by way of legacy may not be enough to

produce product that can compete in tha open markat.

Constant Feedback

Mach3o: an tS Sravide consnant f2agdback about  the
product 1in Jdemand should Ce evolved. It has been
observed that there 15 a gap between demand and
supply. The producers do not know what 1is being
demanded in the market. Conversely the consumers and

¢

s idzen 45 A0t sA0e PG produias «h3t, Therefors, 3
vhoofg e€rtic 3. fivedge wiln TR each2Ling cell andg
horizontal linrkages with the production units could

provide valuable feedback.

Apart from this there should bDe proper method o
maintain records of sales and purchases. There 1is a
tendency to neglect one of the most important task -
maintaining records. This has led to great paucity of
relevant data to study the trend and past performance
of the industry. Also, proper data storing and
providing information on location, production
capacity, areas of specialisation, time lag for
supply, contact addresses etc, willl be of 1immense

value.
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More sunbioor nf o snagltar anets than fow larger anaits

To enhance management and maintain quality control, it
is suggested that there should be more number of
smaller units than few larger units. This will also
facilitate better distribution of product and the
units will be more sensitive tao R & D fe=edback. All
units producing many varieties should be discouragad.
The marketing cell, on the basis of unit’'s capacity,
efficiency, expertise, and location should i1dentif,
varieties to be manufactured by each unit. Ideally
gach unit should specialise in the production of only
a +ew varieties, This will ensure good guality
controi, effici=nt handling of orders and adherence to

time schedule.

Setting up value added production unit: [nitially at

SClLZicF 23108 addREd Fro0uTilIN LWhins, She 16

g
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ach r=gion should be setup., These umits should
produce up market items like personalised stationery,
shopping bags, greeting cards etc. New product designs
should be introduced and designers from institute like

P S S - -
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cell.

Besides these some other suggestions to promote

handmade paper are:

Publicity

1) Heavy publicity campaign should be taken up to
create larqe scale awareness regarding the
positive aspects of handmade paper i1n general and
usages of different varjeties in particular. The
campaign should consist of a mix of push and pull
strateqies, with advertising used to gqain
customer acceptance and trade promotion to get

retailer push,
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9.7 Focused Strategy

Based on the survey findings and above discussion and
to cater to such a vast country like India with
diverse cultural and regional variations a focussed
strategy by segment addressing both need generation
objective and demand generation objective 1S
suggested. The suggested strategy can be well

understood by the diagram below :

ROLE PLAYERS AND THE INTERLINKAGES
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POV Va2t N2d13s% OF Newspaper s 3nd nagazines, out
the electronic media and polint-of-purchase displays
should also be used to create awareness and spur
sales. The campaign should be directed both to cater
the need and also to create demand. The campaign will
have to be carefully cesigned as the samne campaign mnay
not be applicable to all the consumer segments and
thus the m2ssage context, medium used will have to ke
caraftully rassarch  wpon. The ta2acbachk from the
marketing :1ini1ts may halp to assess the ~2ed and demand

of tre consumar segments.

Trade promotion should comprise both price-off and

free gi1ft schemes,

Last pbut not the l=2sast a monmitoring cell undsr the
I -UNCP project snouid Se targed o 2vaidaate aod
monitor the implesentation of the marketing strateqies
suggested by various experts. This cell should closely
mopitor the implementation of the strategies and
should be able to identify the bottlenecks and take
e

L S S T LR AR R G e A RV T O A T

The interlinkages and role ot the functionaries are @

XKVIC - UNDP

X Interacting and liasoning with the Government (to
discuss policy issues like uniformity 1in tax,
Quota reservation etc), research agencies,
institutes like NID for 1ntroduction ot new
design, developing tactical strateqgies,
identifying key players for each segment cof
strateqy, coordinating ar 3 monitoring of the

project.
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enteal Mar et pog it

x Co-ordinating with KVIC-UNDP and the marketing

units of the 4 regions

% advertising and promncticnal steps
3 Carry out ABC analysis of the existing HMP units
for :
A - Export wortny units/value added units
Naving nec255ary infrastructure,
adequate installed production

capacity, technical and managerial

-apabillity.
B - Units wiED iimitad capacity but
progucing go0d quality papers for non-

captive domestic market.

C - Units for feeding captive markets
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af R., Ra, Rz & R,, conduct swot anadivsis Lo

finalise limited range of 2 to 3 types of papers

foe each unit.

Ra H NLO =3 Research «\gencles; to network
information regarding need and demand of

ConsSumers.

Extablish contacts with Chamiers of Cowmerce
G- ICCI, CIi, ASSOCHAM, PHDY  to popularise
products

To procure oroers

Trganising Traain1ig Programag

The R & D cell of CMU interlinkages with

Production units to establish codes,

specification of quality control.

Marketing Unita

(R,

Rz, R= & Ra>

to maintailn vertical linkages/with CMU &
aroduction units horizontal linkages with each
other for better marketing and effective

distribution
to interact with Research Agencies, NGO's for
networking 1nformation regarding need and demand

of consumers.

Establish contact with large co-operate sectors

to popularise handmade paper.
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To interact with dealers

Praoduction cell
(R[, R:' Rs & Ra>

to interact with Marketing units of their region;
to have strong vertical iinkages witn the
producticn units of AR.B,C HMP units spread

across states/districts.

X to strategise production to meet demand, consumer

choice

Marketing Units (M)

| Consists of marketing divisions of various A, B,

C, HMP Units,

X To interact with Marketing Units of R, Rz, R= &
Ria, and with dAzalers

X To co-ardinate, mopnitor thelr production unit for
required production and guality control.

Production Units (P)

¥ To interact with their marketing units, Dealers

and users.

¥ To strateqgise production

The focussed strategy should be governed by a strong
infrastructural and communication network., As this
strateqgies has tactical implications, KVIC-UNDP can
play a prominent role to identify the key players for

the successful implementation of the project,
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