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CHAPTER-1 

1. 1 Background 

The paper mills in India can be classifi.ed en 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 encouraging use of no.,­

conventional raw-materials so that the growing 

depletion of forest resources and environmental 

degradation can be halted. In order to come to terms 

with the problem, there is an urgent need to forml.;late 

a long term strategy, which by linking the mills with 

farm forestry, ..,i 11 take c:are of its raw-material 

reQuirements. 

Ind1a·s demand for paper board is estimated to be 3.4 

million tonnes and that for newsprint 1.03 million 

tonnes at the turn of the century. Under the 

assumption that 30 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 r~w 

materials. 

1 



I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

OPERATIONS RESEARCH GROUP DELHI 

tn the fclCE" of antL-deforestativn, anti-pollutton 

policies of the qovernment, the future of Indian paper 

industry rests on the smal 1 uni t·3 which u~e ;oon­

convent1onal materials. Particularly, the unit~ b~sed 

on wds te pd per ~t,ou l d be enc:.ouraqed. Handmade µ.3per 

-?•"llP l ·:> y .n~n t. 

by tne turn of t r.e r 1:>qu l r,.:>.nen t ·.> ~ 

nat1onal prodvct10n of paper is only 0.5 percent . .) t 

countr·y·'> 

7,000 t0nnes valued dt ~ore than Rs.7 crores. 

Notwithstanding the many pos1t1ve aspects of handmade 

pa.per, I i k e en vi ror .. nen t f,... i <?nd l i 1tess, er.erg y sa v i nq 

capacity, employment provider, etc. the! dndmade paper 

industry is s1ck. What ails hano~ade paper industry ~s 

a very pertinent question to ponder. It is understood 

that ;nark et inq i; the grey 

Whether it 1; the domestic market or e~port, var~vuS 

aspects of .r.arlceting related issues reqard1r.q u-.e 
over-a 11 growth of tiandma.de paper industry have to be 

considered. 

2 
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To gain further insight into the handmade paper ~arket 

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 

recommendation for ;narket ing approach for handmade 

paper. 

1.2 Ai• of the Project 

1. 3 

The ai~ of the project as described by UNIOO is to set 

up a testing laborator; and demonstration plant for 

handmade paper at Sanganer with the view 

1 ) 

l i ) 

. . . \ 111. 

to help the handmade paper industry in the 

country to start utilising a wide range and naore 

"ersa ti 1 e raw mater ia 1 and to deve I op appropriate 

pulping and paper making techniques 

to assist inJustry to produce high Quality 

handmade paper 

to increase sales ln India and 

improving the product1v1ty of the 

making it economically viable 

abroad, thus 

industry and 

Objective and Scope of Nork 

To strengthen the handmade paper industry, the study 

w•s c.a,-ried out w.ith the followinQ objectives in minds 

to understand the consumpt.ion trend of different 

Yar ieties of handmade paper and boa,.d within 

different market segments 

3 
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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 

1.4 Plan of the Study 

The study was planned in t~o parts: 

PART-I 

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 idea of this m1n1-

survey was that it would enhance the findings of the 

survey conducted by KVIC. This eicercise would not only 

confirm and supplement the find1ngs,but also bring to 

the fore insights into the domestic market. 

PART-II 

The second part of the survey was conducted by KV[C. 

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 OAG survey. 

4 
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1.5 Survey nethodology 

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 deal 0 rs were contacted and their 

opi0ion on the said produ~t was elicited. 

The third category of respondents were the consumer~ 

of handmade paper. Survey was carried out amongst 

captive consumers like important government 

bodies/off ices etc. and non-captive consumer-s like 

large private sector companies.Besides, a few 

potential individuals suctt 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 production and marketiGg. Sets 

of well structur-ed questionnaires designed 

specifically for each category was used as research 

instrument to collect relevant information and data. 

5 
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1.6 Geogrdphical Coverage an~ Sample Size 

As proposed, the survey w~s carried out in all four 

geographical zones of the country. The towns covered 

in edch zone are as be!0w: 

Fa5t Wec:;t North South 

P-=lt:na AhmC?d.:t!::>-~d Delhi Madr-as 
Calcutta Bombay Jaipur Bangalore 

Bar-oda Chdnd1qarh S1vakasi 
: _u,-:: k r' • .:Jw Tri va:idr-• :.-r. 

In ~ll 248 interviews were ~onrlucted und2r the ORG 

survey and 383 interviews under the KVIC survey. 

- - - - - - - - - - - - - -- - - - - - - - - - - - - -- - - -- - - - - - - - - - - - - - - -- - - -

---------------~----------------------------------

I 
r r 

I I I 

9 

10 
::0 

22 
20 
38 

63 
63 

122 
-------------------------------------------------

Total :,9 30 
- -- -- - - - -- - - - - - - - -- - - - -- - - - - - - - - - - - - -- - - -- - - - - -- - - - - - --

1.7 Li•itations of The Study 

Every study has its own limitations. Here the effort 

to cbtdin ~hformdt1on frcm the sample of respond~nts 

aJ .'aucity of data 

particular-ly in 

There is a general 

the Khadi outlets, 

tendency 

not to 

•na1.nta1n proper datd of sales and p1.;rchd,_,es. 

There are two t·1pes of vouchers available at the 

outlets. One is for al I items which fai I under 

the Khad1 category, for example te~t1les. The 

6 
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othe,... ic; for all pl'"oducts fallinq unde,... the 

vii !dqe in·ju:;tries cateqory. In thio:. situation 

whether honey or handmade paper is sold can not 

be made out. Further, what variety is sold can 

also not be ascertained. This led to qreat 

paucity of relevant data. 

Response Error: Response error occurs in the 

collection of information from an individual if 

the reported value differs from the actu~l value 

of thE variable concerned. Two types of resp~nse 

errors nave been felt. 

Inaccuracy : - '­
:1 L 

the stage of assimilation o~ the data and makinq 

it accessible for trans~1ssion. 

a.:::t•_.ally belie·.rad tr.at the correct ans .. er is ·'NO" 

or vice-versa. This is concurrent inaccuracy. 

ur a respondent could have answered "YES" to a 

._;•--~ , •: 1 •)r-. on '" i. I 1 t r.qr.ess to buy a p,.. G·j•__.c t at a 

life buying :;ituation. This is pred1ct1ve 

inaccuracy. Almost all consumer surveys are open 

to such inaccuracies. 

Ambiquity Though adequate precautions were 

taken ambiqui ty in interpreting spoken or writ ten 

words or behaviour might have creeped in. 

7 
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C._IAPTER 2 

The ffiost popular outlets for selling hanJmdde p•per in 

Ir.d ta are the various Khadi outlets such as l<nadi 

Bh.,:u.•an:;, I<: had i Bhandars, Gram St-.i l pas etc. T~ese 

out:.li:>ts a:--e qeneral ly under the admir.istrati".;'e C.Jntrol 

rJf K'JIC/KVIB. Besides, handi!lade paper- the3e ·="-' t 1-:?ts 

al5G 3-211 v-:S~iUuS Wthe~ pr.J.jiJCt3 t.all1.•q lit r:he 

village industries category. 

Howe"e..-, the sur-vey revealed that 37 outlets are 

under 

percer.t~ge 0f outlets :Tab!e ~.1>. 

TABLE 2.1 

OUTLETS SELLING H.M.P ANO OTHER V.l.PRODUCTS 

3.:;dp 
H.M.P 
Honey 
Ledther P..-oducts 
Agarbatti 
ou-.e..- Hor.J:;2llOld Prod1..;cts 
Oil 
Handicrafts 

Percent 

57. ~ 
58.7 
52.4 
41.3 
44.4 
~4.9 

23.8 
14.3 

Base - 63 Multiple re~ponse 

<ORG Survey> 

8 
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Despi t~ the f=ict that h:!.ndm=tde paper is sold by l.=tr~~ 

nurnb~r 0f ~h:ldi outl~ts. ~nd 3ls0 th~ Y~3.rs 5in~e !~53 

have seen .a significant increase in production. the 

total s.:les of handmade paper in 1991-92 was of 

Rs.107.21 million only. Though large number of 

0utlets ~re selling handmade paper. varieti~s which 

are sold by maximum number of outlets 3.re Coloured 2nd 

White card sheet. Writing paper and Dt.·awing paper. 

This is indicative that handmade paper is perhaps 

l::;rgely 11s.::d for art work. Lac:k of .awareness among the 

m:!.sses about the v2rious usages .:-,f h.3.ndmade p~per may 

t.e ,:.ne 0f "!'..Le important r.:a5on.s deterring :>alr:::s vf all 

.;ari,,:ti-=.:o. An0ther rea.5vn attributed t.0 lvw .i.;ma.nd ..:.·f 

mill made paper and the quality conscious market. 

The thicker v~rieties of ~aper board and other 

'.v:r,d!!l'l•it== ;:·:::;.-::t· ~r·.:··"!'.<-::~.::: :; 11.::h ~s !:'·:-1 :-•.u- ;::>'l ~ ;;-t-: ~!.-·'.!.:. 

Greyb·:·ard.:;, Card b0:rds. Insulation ~·!.·ess t-.:.ards. 

J=t·::kard bo.=trd5 etc. may find good mark-::t. provided 

11niformi t.y in thickness and shades and surface finish 

~re achieved on par with mill made products. 

:\ll 37 !<h~·.::. ·~··.:!.l,:;t.5 ~·~·:.ir~d 2..::l~ing : .. ::c·-1~::~.j..:- t:·-~;·..::?: ~..;·-:~··~ 

~sk~d at0u~ th~ 7~ri~ti~s they were 3~lling. Tables 

2.2 & Table 2.3 indicate the percentage of outlets 

.:el 1 ing di ff~rent varieti.?.5 of han.:fmade pap~r '2nd 

p~p~r pr1:·duc+. re3p-=ctiv~ly. These figures ~r~ :il.3·:· 

indicativ~ 0f the demand pattern for different 

vari-=ties. 
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TABLE 2.2 

KHAOI OUTLETS SELLING DIFFERENT VARIETIES OF HMP 

-------------------------------------------
Varieties Percent 

-------------------------------------------
Bond paper 

Writing paper 

Onion leaf paper 

Coloured card sheet 

White card sheet 

Th1c1< paper 

Ordw1.-·g iJciper 

T-yp1r.g pa~e·-

Bl·:Jtti.-:g ;::a:::er 

Tissue paper 

Water mar~ed paper 

Duplicating paper 

Others 

48.b 

Sb.7 

27 ·" 
67.5 

64.8 

37.8 

l". 8 

10.8 

32.4 

10.8 

10.8 

-----------------------------------------
Base - 37, Multiple response 

<ORG Survey) 

fABLE 2.3 

KHADI OUTLETS SELLING DIFFERENT VARIETIES OF HMPP 

----------------------------------------
Varieties Percent 
----------------------------------------
Matrix paper 
Handmade paper bag 
Greet.l.nQ card 
File cover 
File board 
Folders 
Cover Manila 
Others 

10.8 
24.3 
So.7 
64.8 
32.4 
54.0 
32.4 
27 .0 

----------------------------------------
Base - 37 Multiple response 

<ORG Survey) 
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w?re found to be sold by maximum number of outlets. 

These products are main'y used by ttie captive 

consumers. Carry bags which is relatively a new value 

added product of handmade paper industry was reported 

to be sold by onlf q out of 37 outlets. It :..as 

e~pected that this product would do very ~ell in the 

market but for certain inherent lacunae in the 

prcrjuct, as re~orted by respondents. o~ce these 

lacunae like crude finish, adhesl.on of seams choiCe of 

cJlours and sizes are overcome the product is likely 

to il.nd good mar~et. As in the Western ~ountr1es t~e.-~ 

. I ~ - - ·• -·.:t •• ~ _,._ .. 'O 
. ~ ... .i. • .... -

shift ..... .:. ! l not 

developl.ng countries like India.And this shift can be 

~arket1ng strat2gy for tnese value added products. 

1 t 

OELH-1 l 
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2.1 Popularity of Different Varieties of H"P/H"PP 

Ta 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 t~e 

responses indicated in tables 2.2 and 2.3 in the sense 

that the m~st popular varieties were those that were 

stocked a~d sold by maximum number of khadi outlets. 

Tables ~.4 ard 2.5 howe· .. er i.n,jicate the opinion c.f 

outlets on popularity uf different Vdrteties of 

HMP/HMPP. 

TABLE 2.4 

POPULARITY OF DIFFERENT VARtETIES OF Hl'1P/Ht1PP 

-- - -- -- - -- - -- - --------- - - -· - - -- - - - ·--- - - -- - -- --- -
Varieties of HMP 

WhLte card sheet 
Bond paper 
DrawLng paper 
Wr1t1ng paper 

Percent 

~8. '..> 

37.8 
27.0 
l 3. 5 
!3.5 

------------------------------------- ------·---
Varieties of HMPP 

_; • .-.er:;,;·.q . ...-i•?dd1;1q ·~~rd 

Fa l der 
Fi le Board 
Envelope 

j I . :. 

n .6 
19.9 
10.e 

--------------------------------------··--------
Bas~ - :57 Multiple response 

<ORG Survey) 

12 
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fABLE 2 .S 

POPULARITY OF DIFFERENT WVHErIF.S OF HMP/HMPP 

Varieties 

[.-npress1c:ii"l paper 
Bond ar;d M<i•• if .:i Id 
Wrapper 
Letter- pads 
t=ancy cover 
[nlanct letter 

i=" 1 1 e c.:iv;:.ir 

C-ir-a ~--.f:.?.it 

Card mil( 
Paper ::.~'"'et:~ 

Typ1nq P:i;:-e• 
Rice paper 
·.311~ CC!,-d 3~t?2': 

Plain sheet 
Drawl;;q p<:lj:•er 
.Jute p~j:'er 

File beard 

Base : 25 Multiple response 

<KYIC Survey> 

.3 t t --·t: 

r .-

•.• rt 
~tJ\.J 

Percent 

4 
4 
4 

4 
4 
4 

~0 

4 

4 
8 
4 

8 
4 

:0 
4 

4 

. - ... 
d' \.J 

Greeting/Wedding cards, File board etc are the popular 

var1et1es of converted 1tems. 

Lool.-ing ba.::I. dt the fables 2.2 and 2.3, we .i'1de-rstand 

tn.at the varieties wh.ich are stocktrd and 5old by 

ma~imum number of outlets are the v~rieties ~h1ch ~re 

most popular in the market. And this --~ not "ery 

surpr1s1ng as it 15 a general market rule thdt dedler~ 

w1ll mostly sell what is in demand. 

13 
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2.2 Popular Usages of Hand•ade Paper 

The 5~r~ey rew~d!ed thdt thcu~h dWdreness with regard 

to handmade paper per se was fairly high, the respo­

ndents in Khad1 outlets feel that awarness w.r.t. 

usages of HMP is relatively low. 

The most popular usdge, however, as expressed by over 

75 percent outlets is for File cover. Other popular 

usages are for •nak ing cards for various occas1ons I ike 

While File covers, as expressed, is used by offices in 

general and go~ernment offices <captive consumersl ln 

particular, cards for New Year was reported to be the 

cards. ft-11? •naJor ·=·.J•T'l;Jet.L t Lon r-.andmade paper cards tace 

is from UNICEF, CRY, Blind Cards, Arch1es etc. 

2.3 Regularity in Supply 

'., 
...... l -L.. ~ - ' ·. _, ':. ......... ; ·."'P ..... _.: -~ - .. · f 

r<?c.e1"e the ::;;.;ppl 1 Lr. t;.;ne or not. fhOL•.qh .nore than 6ill 

percent out~ets stdted that suppl~ is m~re ar less ln 

t1~e, it wa~ also expressed that this is not true for 

~11 varieties. And revamping the supply pos1t1on i~ 

rather necessary if HMP is to do well ln the market. 

There still e~1sts d demand and supply gap. And if 

this cont1nues for a lon9 time, as a market rule the 

demand 1r.ay qradua 11 y start dee 1 ining. Cne good reason 

14 
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fcir this situation is that the producers are not .fully 

aware of what i~ being demanded in the market. On the 

other hand the consumers and trad~rs too do not ~now 

~ho produces what. Despite the fact that KVIC helps in 

m~rketi~g hanrjmade paper through Khadi 8hawans, Khadi 

Bhandars, Gram Shilpas, etc. most of t~e ~anuiacturing 

units try to procure orders somehow and then supply 

.jirectly to the client. This also t-esults in the 

production of only those varieties +or which the order 

lS placed, -3iiecting regular -upply of ;:;ther 

...-dt- iet ie5. 

2.4 Proble•s faced in Selling 

One basic protle~ e~pressed Dy ~or~ than ~0 percent 

Khadi outlets is that there dre limited consumers of 

handmade paper and the demand is also not ~ery 

high.Inadequate supply, poor Quality and cost factor 

are some othEr :;i.gnifl.cant problems facc=d by tt·.e 

outlets in selling hondmade paper. 

Informal disc;..1ss1on with respondents revealed that 

.nost of the O•J ti >:?ts do not have proper st or i rig 

facilities and selling counters for paper. fh1s 

demotivates the marketing personnel to make efforts 

for pushing handmade paper. 

HowevF,-, the "'iew expressed in general was ttidt people 

at large a,..e ignorant about the usage of HMP. And 

those who are aware, carry some fiwed ideas such as 

while writing ink spreads on the paper, handmade paper 

is basically for art work, making files etc. 

15 
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fhese ~lsconcept1ons and infrastructural problems 

.:unswners, proper infrastructural i;nprove.-nents tro;n 

marketing angle is also necessary to contain these 

problems. 

fhe survey would carry little meaning if reasons for 

not selling t-.andmade paper was not elicited from 

outlets not selling the product. The reasons for ~ot 

~el ling handmade paper is highlighted in tt-1e table 

ueivw: 

TABLE 2.b 

t<HADI OUTLETS NOT SELLING Hl'1F/UMPP - REASONS 

--------------------------------------
Reasons Perc.?n t 

--------------------------------------

E.:pensive 
Irregular supply 
Otner;; 

3. :3 
1 l • 5 

:s. 8 
-::0.s 

--------------------------------------
Base : 2b Multiple survey 

( OHG •;urvey > 

Out of a total 63 contacts made by ORG in this 

.:ategory of .jeali?rs :;6 outlets wer? non -:;;::i,J J2r:; of 

t·.andmade paper. Inter· .. 1ew1nq tt··ese c.utlets, it w.,i:; 

found that low demand was the most important reason 

µreventing them from selling HMP. 

The KVIC in their survey covered 71 ~~ch outlets which 

were non-sellers of HMP. Out of these 71 outlets 23 

outlets were such which had made some attempt to sell 

HMP in the past. The following table, however, shows 

reasons of the remaining 48 cutlets ~h1ch ne~er made 

~ny attempt to 5ell HMP. 

16 
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TABLE 2.7 

REASONS WHY NO ATTEl'IPT WAS MADE TO SELL HMP/f-H>P 

-------------------------------------------
Reasons Percent 

Outlets 
-------------------------------------------

:....2s; Demand 
Lack of space 
Less ~upply/not available 
Lie~ of marketing ~~~1~1ty 
Never thought of/No idea 

F3r fr-om ;:it·y· 

EA1stence of another 
HMP sale ;:;hop 
:._de;; ·=»f fur.ds 
:"Je·.er tried 

Base : 48 

<l<VlC Survey> 

16.6 
16.6 
6.2 

10.4 
4. 1 
:? • 0 
4. l 

4. 1 
2.0 

The a~ove figures show that less demand is again the 

main reason why outlets never ~ttempted to sell HMP. 

product. and most of the c~tlets do not have proper 

selling counters or displ~y shelf. Coupled with this 

ir• the reason of less 5LiPP l 'I arid customer· s cno u:e not 

~va1lable. Availability of HMP per se may be there but 

when it comes to customers asking for specific 

varieties the outlets are found wanting. 

These problems requ1re serious attention and if such 

a huge number of Khadi outlets are to be motivated to 

sell HMP, prop~,.- marketing support and tra inl?d 

sal@smen are to be provided. 

17 



I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

OPERATIC"4S qESEA'tCH GROUP IJELHI 

.:s 

The domestic markec for hand~ade paper, with all its 

shortc0m1nqs has been developeo throu~h the ~fforts of 

v 111c, K'J!Bs and a +e..., private dealers, statior.ery 

~ ?dl<?r::> and the production units the•ns2l~·es. While 

KVIC and t<VIBs, through the Khadi outlets cater to the 

open market. It is estimated that the requirement of 

paper a~d ~aper b~3rd ~~ Central 3nd State [overnments 

and Public Sector undertakings is to the order of 7 

la~h tonnes per annuffi. On the otner nand non-capti~e/ 

~pen Market has tremenJous scope to ~~pdnd, prov1deQ 

prGduct ~e~elopment:~roducc research lS made and 

produ~ti..:.in !.::. 

can e f f ';?C ti v el y play their 

product ion and supp: y to the 

There is a growing 

letter head pads, 

demand for 

visiting 

role 

private de~ 1 ers also. 

converted items 

cards, qreetinq 

like 

and 

s~t tne eKp~r1ence re~ealed that prOduCtS CQnfQrm1nq 

to certain standards are not available in required 

quant1t1es and shades to cater to the needs of such 

cl 1entele. 

To understand po:rc:eptions and attitude of pr1vate 

d~alers, survey among a sample of private paper 

dealers w.as also cor11Juct2d. While the survey conducto?d 

by ORG covered bl such outlets, out of which only 30 

outlets were found to be dealinq ln h~ndmade paper, 

the survey conducted by KV IC covered 25 pr l vate 

outlPtc;. 

18 
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stores. fhere were very few retail outlets selling the 

product. The largest selling varieties, however, are 

Card sheets followed by Drawing paper. The popularity 

of tr.ese var iet ie:; is ii\ conformity with what the 

respondents of Khad1 outlets opined. The tables below 

show the percentaqe of private outlets selling 

different varieties of handmade paper, paper products. 

fABLE 3. l 

OUTLt::TS SELLING DIFFERENT VARIETIES OF HP1P/HP1PP 

Varieties 

Writing Papar 

Onion leaf paper 

Coloured card ~neet 

T 1·pinq paper 

Tissue paper 

Water marked paper 

Dupl1cat1ng paper 

Filter paper 

Oth:?rs 

Percent 
tJ:..l t l !? t 5 

-. L ~ 
... _ '...J. , 

.., .., 

. ..). ·.J 

50.0 

56.7 

1QI.0 

16.7 

.., .., 
·-' • . j 

13.3 

., 7 
. .;, • J 

10.0 

7 .., 
J • . .;, 

Base - ~0, Multiple Response 

<IJRG Survey> 
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fAl:JLE .S. 2 

---------------------·---------------------
Varietloi?S Percent 

Outlets 
------------------------------------------

File Cover/Bond 

HMP Bag 

Gr"'eet1nr,~/ 

Wedding Cards 

Base - .50, Mul t1ple Respo:v .. '>e 

<ORG Survey> 

36. 7 

16.7 

T!-'.e 3bove t.=ibles only reinforces that Car:j St-.eets, 

popular varieties of handmade paper and Fi!e Cover, 

Folders and Greet1n~ Cards the popular varteties of 

value added paper products. These varieties are sold 

by larqe number of private dealers. As pr1Yate oealers 

j - -? ~. I ~· , ~· ', "} • • •••• t t -:-_·' • .J i.. . . - .. ~ -_? • ;.:_; L ~=?- ' :.. ~ ••• . • • ' • : • 'i ~ t ,. i:! i .. 

far ~hich ther"'e is no aPmand. At the same time thef 

are the people who can create demand and promote the 

u3e •Jf r.andm.:ide paper. A cor.certed effort to •T1ot1vate 

more esnd :nor-e private dealers t'j deal in r,dnomade 

paper w111 go a long way 1n generating demand for­

handmade paper- in gener-al and among the non-captive 

~arket in particular. 

Ther-e are few vdr1eties like Cove~ Manila which was 

hardly stocked by KhdJl outlets. Similar-ly other- items 

can also oe identified which may not necessarily be 

demanded by the captlve consumer-s but can find qood 

market amonq the non-captive segment. 

?.0 
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from the table below 

TABLE 3.3 

OUTLETS SELLING DIFFERRENT VARIETIES OF HMP 

-------------------------------------------
Varieties Percent 

Outlets 
-------------------------------------------

Fancy & Gift Articles 
Stationery 
File Cc,.1er-s1Pads 
Note Books/Note lets 
Duplicating Paper 
Type Paper 
Bond Paper 
o..-awing sheets 
Greet1ngtWedd1ng Cards 
:.ar:J Be.ands 
·.;1I:.>?1-, rr~r2~d .:::lw.::or 

Lei:ter Heads 
Envelopes 
Post Card Pads 
Wrapping Paper 
Filler Paper/Pads 
Shas Kin Paper 
Blottinq Paper 
: __ o i 01Jr- :-.,~~~.~ 

:_ ;;rJ :j;·.2<-~::"' 

Pd.per 8 . .lqs 
Paper 80:.:es 

4.0 
12.0 
i "2. 0 
8.0 
:3. QI 
4.0 

lb.0 
1.~. Qj 

24.0 
1::. 0 

:_3 • IJ 
4.0 
4.0 
4.0 

12.0 
16.0 
4.0 
8.0 
4. ;U 

..: ,,. • IJ 
t.2.;J 
8.0 

-------------------------------------------
Base : 25 Multiple Response 

<KVIC Survey> 
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Generdl Stdtus of Dealers of HMP 

It was found ~he annual sales of most of the dealers 

is above Rupees 2.0 lakhs. <Refer Table 3.4>. Most of 

these dealers were attracted to this bus1ness 

perceivinq qood demand from customers, Ctables 3.4 & 

TABLE 3.4 

ANNUAL SALES OF HMP AS REPORTED BY No.OF OEALERS 

----------------------------------------------
No. ,:Jf Dea!ers 

----------------------------------------------

Less than 0.25 lakhs 
0.:s to ~.50 lakhs 
0.50 to 1.0 !akhs 
t .0 to 2.0 lal<hs 
More than 2.0 la~hs 

2 
1 
6 

13 

----------------------------------------------
Total 25 

No Response : 

<KVIC Survey> 

TABLE 3.5 

llUW er.Mt: IN fflt:. BIJS rnt;,s lll llMP 

----------------------------------------------
No. of Dealers 

----------------------------------------------
Introduced by Friends 
Through KVIC/KVIB 
Order by Government 
Demand of Customers 
By production Centers 
Traditional 
Own development 
Hiqh sale potential of HMP 
Others 

4 
1 
8 
7 
.j 

4 

1 
1 
7 . ..) 

---------------------------------------------
Total 25 

<K'J[C Sur;,1ey> 
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t ~-" i•~1._•_.; ,--:·:"": ._.,, __ ·. :.· .. ·~:...~ ~hl t~ :i~~r: ... ~-j.\. 

on self f1nanc:e. 

It was also reported by large number of dealers 

<appro~. 65 percent> that they c:onvert handmade paper 

in to other c:onsumer products. Th.e most common and 

~opular converted items reported were Envelopes, Cards 

for various occasions, Paper Bags, Files etc. It was 

foun,j that by dnd large the dealers r-ecei·v·e;j their 

supply of handmade paper from the manufacturing units 

and also from registered institutions. The most common 

practice of payment followed by the dealers is credit 

delivery is also followed by quite a number of 

dealer;;. Advance pavo11ent ;.ias reported by very few 

dealers. 

During the course of 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 

.. _, 

3.2 General Opinion of dealers regarding different 
aspects related Nith hand •ade paper 

The qeneral opinion of majority of the dealers 

contacted was that the supply side of handmade paper 

is irregular. And w1th irregular supply the dealers 

find it difficult to cope with the demand of 

customers. Also the,.e is variat1on the 

specification of the supplies received. In the event 

of irregular supply almost 50 percent dealers qo for 

23 
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units. Whd~ needs attention is the 50 percent dealers 

going for mill paper. They are the people akin to a 

dissatisfied customer, and may gradually ta~e into 

their fold other dealers too. And it is c2rtainly not 

who otherwise .-nay help give Ci boost 
.. _ ........ 

?'1-3ndmade j::.!uper industry should, out of dissatisfaction 

3.3 Cost 

Cost plays a very important role ln the success or 

failure of a product. The respondents were asked to 

give their opinion en the cost of handmade paper as 

:;c.mpared to .Toi 11 :r.ade paper. More than S:ll per;::.:r ~ 

than mill maoe paper <Table 3.6>. This may be true to 

the e)(tent that the cost of paper .jepends on t:.he 

variety, for example File Cover made of handmade paper 

may be cheaper than mill made. On the other hand there 

TABLE 3.b 

OPINION ON THE COST OF Hl"IP AS COMPARED TO MILU1ADE 

----------------------------------------------
Opinion Percent 

Dealers 

----------------------------------------------
Costlier 
Raasonable 
No d.1.f ference 
Cheaper-
Can· t say 

50.8 
12.7 
1.6 

12.7 ..,.., .., ,, .... 
--------------------------------------------
Base bl 

<ORG Survey) 
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To elic1.t specific reasons for liking or disliking 

handmade paper dealers were asked what did they 

particularly like and dislike about handmade paper. 

While many eMpressed that they liked the quality of 

handmade paper, more than 20 percent dealers opined 

that they like handmade paper because it is more 

durable. 

were di5l1ked by most of the dealers. In other words, 

Qu~lity and proper supply system should be ensured for 

the i~provement of this sector. 

aealers t5 shown in tne tables below : 

TABLE 3.7 

OVERALL IMPRESSION ABOUT Hl'1P 

. ·- - -- -- - - - -- -- -- ·- - -· . . -- - -- .. - - - -- -- - - - -

------------------- -------------------------------
Lu>cury Item 
Exclusi·.1e Item 
~l'?E'd v f th!? hour 
Fas~1onable Item 
Can't say 

~0 

:20 
5 

35 
~0 

---------------------------------------------------

Base : 20 

CORG Sur-vey) 

?.5 
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OVERALL IMPRESSION ABOUT Hl'IP 

----------------------------------------
Opinion Dealers ., 

'• 

-------------------------------~---------
LtJ"ury I te.11 
E'l(clusive Item 
Need .::-f the hour 

8 
44 

- - - - - - - - - - - - - - - - --- - - - - - - - -- - - - - - - - - - - . - - -

Ba'!>e : 25 Multiple Response 

CKVIV Survey> 

The findings of both the sur~eys CORG & KVIC> 

+astoior.aole Item and is used by select class of 

peopl~. Though this might be true to some e~tent but 

not necessarily for al! varieties of handmade paper. 

·1.: 
• • • - • ·- p-

..... :.t ·- -·- --· - ... ·. _ ... ·-: 

wh1cn prumotional steps ~ay directed. 

3.5 Varieties in De•and 

Referinq to specific varieties in demand major.ty of 

the dealers <•pproM. 30 percent> indic•ted that Card 

Sheets have the maximum demand followed by File 

Covers, Draw1nq Paper, File Boards, Folders etc. 

Var1et1es like Silken Thread Paper, Pale Colour Bond 

Paper etc. hdve little demand. And as the dealers 

would concentrdte ~ore on the varieties which have 

demand it is essential that appropriate step~ be taken 

26 
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varieties by giving them some incentives. As is 

evident that t~e demand presently is for ~arieties 

which are mainly consumed by captive consumers and if 

supp0rted by right µublicity campaign is i~perative. 

..1r.d ;:irivdt:e Jeale..-s can play a significant r-ole 1n 

covered 63 private dealers of paper/paper products. 

Out of tnese, only 30 dealers were found to oe selling 

harodi11ade paper. Tne various aspects with reqard to 

this is already discussed in the earlier sections. 

Cne important question addressed to 

:;ellinq. 

- I I ..... r.c.n-sei iers 

A very high percentage of dealers expressed that there 

is .-e..-·f little demand for handmade paper. hence it 

by KVIC/KVIB outlets. 

- •I , ...... ; 

The non-captive con~umer is a 

very :-;en~1t1ve buyer and generally the ·~'Jal1ty 3r,,j 

uncertainty about regularity in supply customers 

choice not available are discouraginq factor-s for them 

to qet into this Ousiness (refer table J.9). 
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Reason~ for not s~lling Hl'IP 

---------------------------------------
Perce;,t 
Deulers 

---------------------------------------
Less Demand 
Poor quality 
Irreqular supply 
:_.~:."' .-,arq ~ :-. ~::. t pr-0 t t t 
t"'pens1 ·-.;;;; 
:)t~;:_;rs 

84.8 
18.;? 
15. l 

T _.,_ -· ....... 
5 .0 

: 5. 1 

-----~--------------------------------

Base : 33 <non sellers) 

l'lultiple Response 

-. -e ~-

cent of t~ese dealers were conte~plat1ng to qet 1nto 

the business of hand~ade paper within a period ~f one 

year provided they get good incentive and support trom 

KVrCtKVIB with regard to surety lor quality product 

., :. ---- .. ; ... ·-· :·-. ·: .:•_. '"::''- -· -:-_· .... 
ta--.;_-. ~-·U, 2r· • 
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C • ' If'\ I _. I f I ~ 

For any marketeer, consumer is the ultimate goal whom 

he would like to impress and influence and the 

consu~e~ 15 ~lso the final 1udqe for the product. For 

this it is imperative for the marketeer to understand 

his consumer well - his preferences, his consumption 

( "".,... t the specific product : , -....... 
~· ·'-• 

dtslilces. This helps him to adopt ~n :ippropriate 

approach fo~ his customer. As this is true for all 

products, so is it true for handmade paper too. 

conducted among a sample of both capti·"e and non-

capti~e c~nsumers and they wer-e inter~ie~ed to elicit 

paper. 

ANareness 

•. ! ... . . -· ..... -.-·.J 

85 percent respondents showed awareness of handffiade 

paper. r~e hiqh awarQness level is a very encour~q1ng 

s1qn and the job of the marketeer becomes one step 

lesser to create awareness. A conce~ted e~fort to 

motivate people to use handmade paper and perhaps 

create awareness about the varieties and different 

usaqe$ of handmade paper is reQuired. The table below 

of handmade paper. 
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----------------------------------------------------
Varieties of HMP Aware 

( 'l. I 
Not aware 

----------------------------------------------------
Bond Paper 
~·Jr-it: t"q paper-
Gn 10n :~ai ~4oer-

Coloured card sheet 
White card ~heet 
Thick paper 
Draw1nq ptip;:ir 

3i.::;tt1.-.q pclper 
f i ssu~ pa~~e..-

~~ t~r ~drLea pdper 
GJpl1cating pdper 
Fl l t:;:>r paper 

Others 

48.7 
5.:1.6 
.:12. 8 
5q_7 

63.9 
53.8 
68. l 

53.8 

-~ 7 -- -·. -· 
"TC:: T 
... ·-·. -· 
6.7 

51 • 3 

-=? .., 
-· • • L 

40.J 
36. 1 
46.'2 
~ 1. 9 

.:lb. 2 

.-:-\J. 5 
o.S 

58.0 
.:-.:1.; 

93.3 
--------------------------------------------------

Base; 119 Multiple respon~e 

<OHG Survey) 

con form1 ty with .-nore number ot Khadi outlets and 

p~ i · .. .-ate ::.e>!li.nq .. 

;nar-i..ed pap.:r- is ,-:;st ly used -tor- ;nal.;i01g degrees or 

~0met1mes r-e~ear-ch findings do negate pre-conce1veo 

notions. 

Wltr· r~garJ to hdnumade paper products, awarer.ess of 

Gr-et:c>t:1nq cards was h.1.qhest. fh1s was fol lowed ui 

awareness of File Cover, File Board and Folder:.. 

(nterest1nqly awareness of handmade Paper baq, which 

has been launched newly is also fairly h1qh, though 

its :;ale 1s not ;o high, ( fat>le 4.~>. 
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AWARENESS OF DIFFERENT VARIETIES OF 
HANDMADE PAPER PRODUCTS 

---------------------------------------------------
\,'ariet ies .Aware Not aware 

---------------------------------------------------
Matri;< paper 10. 1 89.9 

Handmade paper bag 41.1 38.8 
Greeting card 80.7 19.3 

l=" ll t? cover 79.(ll 21.fll 

F; \.::? ba-lr,j 61. ~ ~8.: 

Folders 60. 5 39.5 
::;:.· .. -~,- Manila ..::~ • .3 .::.·~.? 

Ot~er-5 1:. . .:1 !"36 .. 6 

---------------------------------------------------

Base - l19 Multiple response 

<ORG Survey) 

to the respondents and they were asl-:ed to indicate 

whether they agreed to t~ese or not. <R~fer tables 4.3 

_,. ··-· -... 
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! :'.: H ~. l . ~. 

RESPONOENfS AGREEING/D[SAGREEING ro DIFFERENT ATTRIBUTES 
OF HANDMADE PAPER 

----------------------------------------------------------------
St a te.-"en t Percent 

Agr-eeinq 
Pere en t Can· t 
Oisaqr~e- Say 
LnQ 

----------------------------------------------------------------

a> Production of handmade paper 
provLde5 mor-e employment as 

u1 Hdn~maae pdper pr-oducts convert 
.... a:; t.e ta ~ea l th 

c> Mill sector ha; an ad~erse 
impact on environment 

.:J> L:>r-(ie :·.u.-nber- ;_:;f tr:::-e::. are save.j 
if handmade paper products are 

79.0 

72.3 

71. 4 

71.4 

t 0. 1 10.9 

~.2 L8.j 

9.2 19.3 

8.4 20.2 

- - - - - - - .. - -- - - - - - -- - ·- - .. -- - - - - - - -- - - - - -- - ·- ·- - - - -- -. - - - - - - - - - - - - - - - - - - - - -

Base : 119 

<ORG Survey) 

TABLE 4.4 

r··,.:· .. , , . 

:-.J(jt_ t·o..-1r2 

----------------------------------------------------------
a> Production of ~anamade paper 
provLdes more employment as 

compar-ed to mill paper products 

bl Handmade paper products convert 
waste to wealth 

c> M~ll sector has an ad~erse 
impact on envir~nment 

di Lar-ge number- of tree~ are ~dved 
lf handmade paper pr-oducts are 
1.JSed. 

76.1 

81 .8 

85.8 

8~.8 

2Ql. 6 

15.0 

12. 1 

12. 1 

---------------------------------------------------------
Base - 247 

<KV ff Survey> 

NOTE: As there .ire few ·No response· and can· t 
perc.eotdqes will not add up to 100 

1?. 
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using handmade paper. Inspite of it over all findings 

of the survey reveal that the demand is not very high. 

The reasons attributed to this <as per the survey) is 

ttiat: 

i • 

ii . 

iii . 

iv. 

there i5 a wide demand and supply gap 

the quality is not up to the mark 

L;t r-_he q. Li I 

3upply 15 irregular 

there may oe demand 

I. ·- ~ 

.1. ignorance at salsis µer:;on at the counter 

v11. attitude of sales person to motivate buyer 

4.2 ConsuMption Pattern 

The major portion of the handmade paper is con:;umed by 

the captive consumers ·.r1z. govern.l\en:: a~ern::ies and 

'- ... ..J ! !. • .- :· • ,.l • ·, ·.i "._ ~ ... ·- , - ! .... . " . · .. ~ .• - ; ' .... 

,_,.~ _. y =· ~ ~ • . - j ' ~-· • • • .:-• ....;, ,· .~j • 

Draw1nq papers etc. The non-captive consumers l 1ke 

b11sine:;3 r-.01...1'3es, hotels, .nanufact:ur-inq r:.:i .. 1p-3n1.::>s etc, 

con5u~e l~sser and their demand is a:~o tor t ir.er-

varieties like Oelu')(e Stationery, Gt..•?St Stationery 

Co.:ssters, Dalliers etc, besides the var-ieties consumed 

by captive consumers. 

lhe survey among consumer-s, who were from both tne 

seqments, captive and non-captive, showed that 61 

percent were currently using handmade paper, 15 

percent have used it sometime ear-lier but have 

discc>nt1nued for :>ome reason or t:he Q(ner and 

percent were non-users <Tdbl~ 4.j1. 
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(WUU::Nf /LAPSED/NON-USER OF HMP 

-------------------------------------------
Stc1tus of user Percentdge 

-------------------------------------------

Non-user 

61.3 

15.~ 

23.5 

--------------------------------------------

Aase 119 

<ORG Survey) 

The kVIC survey also showej that approl(1mately 64 

percent oi the respondents interviewed were currently 

using h~ndmade paper while 17 percent were non-users 

Most o+ the current 

Coloured/White Card 

- .. 

-:: ·- ·- • -·: ·, :: t.:,... 

ht:; :; ... ) • 

Li Sers 

sheets, 

reported 

Drawing 

that 

paper, 

-- . - .. ; ~ .. .. ~ ..- ~ -_: . 
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USERS BUYING DIFFERENT VARIETIES OF HANDMADE PAPER 

------------------------------------------
Varieties of HMP Percent 

respondents using 
------------------------------------------
Bond paper 
Writing µaper 
Onion leaf ~aper 

Coloured c~rd $heet 
White card sneet 
Thier.. pape•-
Drawing paper 
Typing paper 
Blotting paper 
Tissue paper 
Water marked paper 
Duplicating paper 
Fi I te.r paper 
Others 

9.6 

6.8 

t I "7 
.l •' • I 

1 9.:? 
17.8 
8.~ 

6.8 
6.8 

19.2 
., -r 
.4 • , 

6.8 
-----------------------------------------

Base 77 Multiple r~sponse 

<ORG Survey> 

TABLE 4.7 

ll';f-.l?S 8UYCNG OfFn::J·HNf Vi\fHf:f!f-S OF H(~~~DMf:'10E P0PfH PH!Jf)UCf 

-----------------------------------------------
Varieties of HMP Percent 

resp~ndents using 
------------------------------------------

Matr1>< paper 
Handmade paper bag 
Greeting card 
Fi le cover 
Fi.le board 
Folders 
Cover Manila 
Other-s 

1.4 
17 .8 
53.4 
23.3 
16.4 
12.3 

4. 1 

-----------------------------------------------

Base - 73 Multipl~ response 

<ORG Survey) 
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•JPE~.U!CNS .~~5EARC~ GROUP IJELHI 

Pl:.RCENT HESPONOENTS PUHCHASING Olt-fl:.RENT VARIETIES 
OF Hl"IP/HMPP FOR PRIVATE USE 

-------------------------------------------------
Varieties of HMP Percent 

respondent~ using 
-------------------------------------------------

Letter heads 
Stationery 
Greet1ng/lnv1tot1un cards 
Envelopes 

Paper baq 
wn1te/colour ooard 
Drawing paper 
Silk paper 
Marble paper 
Brown paper 
Research Cards 
lnde)( Card:; 
Art paper 
Letter pads 

Base - 241 

CKVIC Survey> 

4.3 Source of Purchase 

14.5 
15.0 
7.2 
l.6 

~.8 

8. l 
2.8 
QI. 8 
1.2 
0.8 
0.8 
0.8 
5.7 

• t ·~·. . . ~ } ....... _: + ,, .1: ·, ! -· ~ ·-= ; ) ,. - l ,._ •. ..! :· 

t...;r o·.i-er 20 percent of the total respondent currently 

using handmade paper are the Khadi outlets. Another 

important pl~ce for purchasing handmade paper are the 

respondents. However, a fairly significant percentage 

of respondents reported buying from Super markets too. 

Respondents were a-;ked '"".l co;nmerit if they face any 

difficulty in getting the handmade pdper. The table 

below indicates the type of problems faced by percent 

respondents. As h1gh as 80 percent of the respondents 

opined that the HMP wds not ava1laole near by <Table 

4.9) 
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OPERATIONS RESEARCH GROUP DELHI 

TABLE 4.9 

RESPONDENTS FACING PROBLE" IN GETTING Hf1P 

Type of probl.::m 

Not available near by 
Though available, shortage of variety 
Non-availability of adequate quantity 

Base - 159 

<KVIC Survey> 

4.4 General Opinion on H"P 

Percent 
respondents 

80.5 
37.7 
35.0 

While most of the respondents were fully aware of the 

posit.i~e aspect of using handmade paper at the same 

t1me about 60 percent responaents op.ined that handmade 

is the "need of the hour" It is worth pondering that 

where such a high percentage of consumer segment is 

aware about so many good points of handmade paper, 

wh~t actually prevents them from using .it. 

Other opinions expressed by consumers is that it is an 

·Exclusive .item·, ·Fashionable item· etc. <Refer Table 

4.10). 
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OPERATIONS RESEARCH GROUP OElHt 

TABLE 4.Uil 

PERCENT RESPONDENTS"S OPINION ABOUT TIE NATURE OF HttP 

Opinion 

Lu)(ury item 
Exclusive item 
Need of the hour 
Fashionable item 
Others 

Base - 247 

<KVIC Survey) 

Percent respondents 

9.7 
42.5 
58.7 
28.7 
4.8 

When asked what did they dislike about handmade paper. 

maJority of the r~spondents e~pressed that the problem 

of non-availability of their choice was greatly 

disliked, followo?d by t"iose who did not like the 

uneven size and fini5h of the product. 

4.5 Reasons for not using/Discontinuing H"P 

Poor qual1ty and customers cho1ce nut available were 

the two m~1n reasons highlignted by ma1or1ty of 

respondent~ for not using handmade paper <Tables 4.11 

and 4. 12 > 
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OPERA TIO NS RESEARCH GROUP DELHI 

fAALE 4. It 

REASONS FOR NOT USING Hl'1P 

--------------------------------------------
Reasons Percent respondents 

--------------------------------------------
Cost 
Customer·s choice 
not available 

Poor quality 
Do not require 

23.8 
23.8 

45.2 
7.1 

---------------------------------------------
Base : 42 <Non-users) 

<KVIC Survey> 

TABLE 4.12 

REASONS FOR DISCONTINUATION 

------------------------------------------------
Reasons Percent respondents 

------------------------------------------------
Poor quali.ty 
Expens:i.ve 
~ot easily d~ailable 
dS per requireme~t 
L1.1n ted cho1.ce 
Others 

45.2 
55.5 
o6.7 

50.0 
44.4 

------------------------------------------------
Base : 18 <Lapsed-users) 

CKVIC 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 h1m disccntin•Je it. And 

dissat1sf1ed customers is more dangerous as they can 

gradually take into their folds other dealers too. 
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OPERATIONS RESEARCH GRCUP DELHI 

Ct-tAP rER 

There is a growing awareness and market preference for 

products free from pollution and environmental i1npact. 

Thus, Gandhian Economics and thoughts of Dr. l<umarappa 

on rural Industry are much more relevant today than at 

tne time when they were enunciated. Handmade paper. 

... hi.ch i.s one of the good exa.-npl~s of ·envi.ron.nent 

friendly· products i.s fJ.nding good demand in tl"le 

western countries. In India the age old tradition of 

.naking handmade paper was adversely affected with the 

advent of British rule establishment of a number of 

paper mi 11 s and fore ing a large number of ski 1 led 

paper makers out of their profession. 

It was only after KVIC took up the industry in 1953 

that it directed its efforts towards saving the 

industry from going into obsolence. The efforts o::>f 

KVIC since then have certainly shown positive growth, 

but still steps have to be take~ as ~arket s1tuat1on 

Based on the survey conducted by ORG and KVIC and 

after e~am1n1ng the facts and fiqures the following 

steps are suqqested towa,..1s strengthening handmcide 

paper industry. 

5.1 Strengthening the Captive "arket 

The major portion of the handmade paper products are 

consumed by the captive market. Still there e:.cists 

vast potent1al for sustained demand fro~ this sector. 

At present total paper consumed by the government 1s 

~bout 7 lakh tonnes per annum. If only 10 percent of 

this 15 reserved for the handm~de pdper industry lt 
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This would not only help all existing HMP units ta 

work round the clock but would also pave way for the 

growth of uni ts in this sector thereby ger\erating 

tremendous employment potential. 

Apart from reserving certain items, price preference 

also needs to be given to handmade paper.It is 

suggested the KVIC - UNDP project take up this ~atter 

with the Central and State Govern~ents to work out the 

modalities for this. Further, steps to be taken prior 

to tt"ns are: 

i ) 

ii ) 

iii I 

Perfect liaison :hould be established 

between the kVIC - UNDP project and 

HMP marketinq +ederation 

Capacity and capability of each 

individual unit, willing to take up 

Govt. orders, be assessed before 

taking up bulk orders. This will help 

maint~in ti~e ~che~ule deliverie5 

System +or per+ect quality control and 

strict pre-despatch inspecticn should 

be evolved 

5.2 Developing non-captive •arket 

While the captive segment can not be ignored 

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 industry a boost. 
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the pre-requisites to any approach adopted for 

developing this market. This segment can be classified 

into two broad segments viz. institutional and non­

insti tutional. While the demands of institutional 

segment wi 11 be large. the demands of r;0n­

insti tut ional segment will be smaller. To tap these 

segment different marketing approach wili have to be 

adopted. 

~t present, the producers are small and can not market 

their pr-oducts aggressively. And there lS no 

organizction that can compensate for this weakness of 

the industry. 

5.3 Setting up of a •arketing organization 

Pr2:;e.-.t:l,-· the .11,.,.,...1..~ti.r.q .::~·-:ir,,-.e!~ -:.vailable to tr.e 

handmade paper sec tor fa 11 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 pd,-·•?,... is b~i.r.g ."l\.Jr-keted ti.asi.::-Jl ly throuqh t:hr?'.? 

.:_: ~.dni·,e .. .:> ... l .·• 

i ) 

ii ) 

1 i l) 

Production unit itself 

KVIC affiliated outlets 

Pr-iv.ate dealers 

But none of these three channels are effective in 

promoting the product well. Given the present 

situat1on, setting up of a central marketing cell is 

reQuired. fhe sole objective of this cell should be to 

channel1se whole of the handmade marketing. fhe cell 
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by market analysis to gauge the need and demand, to 

interact with production units to ensure Quality 

assu-ance. timeliness, good packaging and attractive 

prices. 

5.4 lnvolve•ent of NGO 

It i5 ~;_.qqeste.j th.it different ~JGOs be invol·•ed i.n 

tl"'aining and also setti.nq up production units l.fl 

But this will dlso require generati~g demand in tnose 

region~. Sett1nq up the unit alone will not suffice. 

B2s1jes, ;J,.-qani.:.;t1on5 li:...e AIMO, FIEO, Cultural 

organizations and environment conscious class should 

also be invol~ed in var10~3 3Ctiv1ties related with 

5.5 Behavioural Changes 

Certain amount of behavioural and attitudinal changes 

marketing skills adopted by the organised sector, it 

is rather impe,.-ative that KVIC also bring about 

certain ch.,ir.qes in its approach to mar-1,..etinq its 

products. 

Besides this, behavioural and attitudinal change~ of 

tl1e manufacturing units is also required. For instance 

to produce Qu.Jlity products it is essential thdt these 

uni ts mainta1n clean l .iness and dust free atmosphere ln 

the premises, particule1rly ln sect1ons where wet 

processing is done. The quality of raw material should 

also b~ selective keepinq ln view the end uses of the 

pr-oduct to be made. The attitude of the ma,..keting 

people in the KV(C sector also need to undergo a vast 
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require proper attention and professional approach. An 

indiffer-ent att.itude <which unfortunately has been the 

case) towards the customers directly affects the sale 

of the product. 

5.6 Production Sub Syste• 

Training art:isans: Proper training to art1sans shnu!d 

be lmparted so that they are able to produce quality 

products and products as per spec1fication. Pic~ing up 

the craft by way at 1 egac i •nay not be enough to 

produce product that can compete ln the open market. 

Constant Feedback 

product in demand should be evo l vi=d. It has been 

observed that there is a gap between demand and 

supply. The producers do not know what is being 

demanded in the market. Conversely the consumers and 

horizontal linkages with the production units could 

prov1de valuable feedback. 

~pdrt fr-om tti1s there :;hould oe pr-oper metr.od tu 

maintain records of sales and purchases. There is 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, 

prov1ding information 

proper data 

on I oc a t 1 on , 

storing dnd 

production 

capac1ty, areas of specialisat1on, time lag for 

supply, contact add,...esses etc, will be of immense 

value. 
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To ent"iance r.;anagement and maintain qual l. ty control, it 

is suggested tt-iat there should be more number of 

smaller units than few larger units. This will also 

facilitate better distribution of product and the 

units wil 1 be more sensitive to R & D f1;1edback. All 

units producing many varieties should be discouraged. 

The marketing cell, on the basis o~ unit's capacity, 

varieties to be manufactured by each unit. Ideally 

each unit should specialise in the production of only 

a +ew ~arieties. This will ensure good quality 

control, efficient handling o+ orders and adherence to 

Setting up value added production unit: Initially at 

each region should be setup. These units should 

produce up market items like personalised stationery, 

shopping bags, greeting carjs etc. New product desig,s 

should be introduced and designers from institute like 
•I ..... -· ~· - : T •• - - • ._ - ,. - -

.:. 1' ._: .. : ~~ ;..3~ .-. ..;·. ~e :-, :. ;-;_• .. 1. : ;·;~·se- . ,.-·1 i::-;. ' •-;,i 1 • .'. 1 •• ·• ~ .1 ~' I ._,. '- I.. o_ l_j • ,._. 

ce 11 • 

Besides these some other sugqest1ons to promote 

handmade paper are: 

Publicity 

i> Heavy publ1c1ty campaign should be taken up to 

create larqe scale awareness regarding the 

positive aspects of handmade paper 1n general and 

usages of different varieties in particular. The 

campa1gn should cons1st of a mi~ of push and pull 

strateq1es, advertising used to gain 

customer acceptance and trade promotion to get 

retailer push. 
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5.7 Focused Strategy 

Based on the survey findi,gs and above discussion and 

to cater to such a vast country 1 i ke India with 

diverse cultural and regional variations a focussed 

strategy by segment addressing both need generation 

obJective and demand generation objective is 

suggested. The suggested strategy can be well 

understood by the diagram below : 

ROLE PLAYERS AND THE INTERLINKAGES 

NIO OTHER 

~ 
i CENTR6 /STATE ! 
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the electronic media and point-of-purchase displays 

shou Id a 1 so be used to create awareness and spur­

sa l es. The campaign should be directed both to cater 

the need and also to create demand. The rampaiqn will 

have to be car~full/ aes1gned as the Sdme campaign ~ay 

not be applicable to all the consumer segments and 

thus the :nessaqe conte>:t, medium used 1"ill have tote 

c..ireful ty r-esearch 1Jpon. fhe +:eecbacL.. fr-0,11 the? 

.11arl.:etinq ·11•1 ts inay help to assess the ~?ed and ;jemand 

of t~e consum~r seqments. 

Trade promotion should comprise both pr- ice-off and 

free q1ft schemes. 

LdSt out not the lea5t a mon1tor1nq cell under tne 

monitor the 1mplementat1on of the marketing strateq1~s 

sugqested by various experts. This cell should closely 

monitor the implementation of the strategies and 

should be able to identify the bottlenecks and take 

rne in~erl1nkaqes and role o~ the functionaries are 

:<V IC - tJNDP 

* Interact inq and 1 iasoning with the Government <to 

d1scuss policy issues llke un1fo,.-mity in ta><, 

Q•Jota ,.-eservation etc>, research agencies, 

institute-:> like NIO for introduction o+ new 

des1qn, developing tactical strategies, 

identifying key players for each seqmenl cf 

strategy, coordinatinq ar 1 monitoring of the 

project. 
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Co-ordinating with KVIC-UNOP and the marketing 

units of the 4 regions 

ad~ert1sing and promot1onal steps 

Carry out ABC a~alysis of the existing HMP units 

for : 

8 

c 

~xp0rt ~ortny units/value added un1t5 

having necessary infrastructure, 

3dequate installed production 

capacity, technical and managerial 

capability. 

U•·it:. 1..;1.t;-; ii:1-.1t2d capacit·1 b•.•t: 

producing good quality papers for non­

captive domestic market. 

Uni ts fo, feeding captive markets 
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• 

t 

finalise limited range of 2 to 3 types of papers 

foe each unit. 

in for-mat.ion 

consu:net--::;. 

l i- I CC f, 

products 

.-- r " \._. 1.:.. 

Research 

regarding 

ASSOCHAM, 

To ~rocure orders 

Agencies; to networi.; 

need and demand of 

PHOl to pcpular1~e 

The R & D cell of CMU interlinkages with 

Production units to establish codes, 

specification of quality control. 

to maintain vertical linl<ageslwith CMLI & 

other for better marketing and effective 

distribution 

to interact with Research Agencies, NGO's for 

n~tworking 1nformat1on regarding need and demand 

of consuiTiers. 

Establish contact with 11rqe co-operate sectors 

to popularise handmade paper. 
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* To int~ract with dealers 

Production cell 

<R,, R:, R3 & R4, 

* 

* 

to interac: t with Marketing uni ts of their region; 

to have strong vertical linkages witn the 

pr0duct1.:;n units of A.B,C HMP units spre-3d 

across states/districts. 

to strateg1se production to meet demand, consumer 

choice 

Marketing Units <"> 

* 

* 

Consists of marketing divisions of various A, B. 

C, HMP Units. 

To interact with Marketing Units of R1, R:, R~ & 

R~, ~nd ~tth ~~~ler5 

* To co-orcJlnate, monitor their production unit for 

required production and quality control. 

Production Un.itc; <P> 

* 

* 

To interact with their marketing units, Dealers 

and users. 

To strategise production 

The focussed strategy should be governed by a strong 

infrastr1Jctural and communication network. As this 

strateg1es has tactical lmpl icat1ons, KVIC-UNDP can 

play a prominent role to identify the key players for 

the successful implementation of the project. 
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