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CHAPTER I 
INTRQDUCTIQK

1 .1 . The handloom cra ft  has been one o f  the ancient
i

and trad ition  bound occupation as far as India is  
concerned'. This 1b evident from the references made

i

profusely ’ in the Vedas, the Puranas and the chronicles
i

o f envoys, and travellers who had come to  India. Indian 
te x tile s  found their way to  Greece, Rome, East Asia 
and Indonesian Archipelago. The Banaras brocades, 

Rajasthani handhanis, kalamkaris fabrics o f Andhra,
i

hinroo weaving o f Moghul period and jamaiwar weaving o f 

ancient Kashmir were renowned fo r  th eir ru stic  charm and 
sop h istica tion . The handloom Industry has a h istory  o f 
r ises  andupheavals often converging Into c r is is  and oc
casion a lly  diverging into new* s ty le s , processes and 
patterns.

The r ich  cu ltural heritage and past g lory  o f the 
handloom industry might be the reason why i t  s t i l l  occu
pies a dominant place in the Indian economy. Its  con tri
bution to the to ta l output o f fa b r ic s , provision  o f em-

i

ployment and share o f  contribution to the export have 
accorded a: unique ro le  to the industry in the economy.
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In 1970 nearly 53 per cent o f  the fabrics came out o f 
the decentralised sector* The share increased to 62 per 
cent in 1980. In 1985» it s  share o f  contribution to the1

t o ta l  production o f  fabrics accounted fo r  73 per cent.
Out o f  the aggregate produotion o f  te x t ile s  at the end

1
o f  1989-90, the share o f  decentralised sector i3 e s t i -V
mated to be 68.96 per cent (See Appendix I j .

The ro le  o f  handloom industry in the export trade 

is  an a ttesta tion  to  the capab ility  o f  the industry in 
opening up o f new v is ta s . In 1966, i t s  share in  the 
export business was fe 8*40 crores accounting fo r  10.64 
per cent o f  the to ta l  export earnings from the fa b r ics . 
I t  had risen  to  fis 109.49 crores in 1977 which constituted
18.07 per cent o f  t o ta l  fab rics  export. By 1985 though

!

the share o f  the handloom fabrics in export increased in 
absolute terms amounting to Bs 168.89 crores , i t s  percen
tage share however, declined to  11.12 per cent 
(Appendix I I ) .

Being a decentralised industry the employment po
te n tia l o f  handloom industry is  worth mentioning. The 
Economic Service (1986) revealed that during 1984-85 the 
employment in  handloom sector increased from 61.50 lakh 
persons to  74*66 lakh persons. During the Seventh Plan 
the additional employment to be generated is  estimated 
a t 25 .47  lakh persons.
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The handloom Industry has been playing a cru cia l 
ro le  in  the economy o f  Kerala too . Among the tradi
t io n a l industries o f  Kerala, handloom industry occupies 

a, second place* I t  comes next to  the co ir  industry. 
Kerala haa ranked tenth in respect o f  the number o f  looms 
according to the Handloom Census, 1982 (Appendix I I I ) .
In 1986,;they altogether produced 83*06 m illion  meters of 
c lo th . Ihrther, Kerala's share in the a l l  India produ
ction  o f  jhandloom came to  12 per cent. Tho handloom in
dustry in Kerala contributed one third o f  the t o ta l  value 
o f  handloom exports. The handloom industry provided 
employment to more than two lakhs o f Kerala population 
accounting for 22 -per cent o f  non-agricu ltural labour 
fo rce . Hie industry is  mainly concentrated a t  Trivandrum 
and Cannanore d is tr ic t s  (For d is tr ic t -w ise  d istribu tion

i

o f  looms, see Appendix IV ).

1 *2. _QbJeo.tiyoB_.pf_ study.

The study has been undertaken with the follow ing 
ob je ct iv e s .

1. To make an assessment o f  re la tive  impact o f  d i f fe -  
, rent marketing strategies follow ed by the Kerala State 

Handloom Weavers' Co-operative Society Ltd. (Hentex), 
the Kerala State Handloom Development Corporation 
(Hanveev) and private sector firm s.
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2 . To assess re la tiv e  merits and demerits o f  marketing 

strategies o f  the Kerala State Handloom Weavers' Co
operative Society (Hantex), the Kerala State Handloom 
Development Corporation (Hanveev) and private sector 
firm s.

3* To assess the price-spread under d iffe re n t marketing 
systems with sp e c ia l reference to sp e c if ic  marketing 
channels•

1.3* 3copa o f  the study.

Being a tra d ition a l industry with it s  innate rural 
nature, the hendloomv/ industry has attracted the atten-

k, i

tion  o f  the po licy  makers from time to time owing to 
varie ty  o f  reasons. 33aey may be lis te d  as fo llow s :

1• Capital f l ig h t

2 . Shorter geetation period
3. Labour intensive

4. Minimum requirements o f managerial and super-
!

v isory  s k i l l  
5* Dispersal o f  savings and development o f  rural 

entrepreneurship
6. Optimal use o f lo c a l resources
7. Balanced growth in the economy
8. Prevention o f  rural exodus



9 . Provision o f  0 subsidiary occupation to the agri

cu ltu ra l labourers.

These f&otB have particu lar relevance in the con
tex t o f  developing nations where there ia sca rcity  o f 
resources and abundance o f labour whioh lead to various 
economic and s o c ia l  e v i ls .  Nevertheless, small and 
cottage industry lik e  handloom is  not lik e ly  to o ffe r  
it s  fu l l  contribution to economic growth unle3e appro
priate measures are taken to  overcome many a disadvantage 
particu larly  that o f  the s iz e . The various measures 
adopted by the state say broadly be c la ss ifie d  into three:

1 .3 .1 . In stitu tion a l measures

These measures are designed to overcome the stru
ctural lim itation  like the smallness in s iz e . I t  causes 
diseconomies o f  scale in assembling o f raw materials and 
the sale o f the finished products. To avert th is , the 
state government has set up the Kerala State Handloom 

Weavers' Co-operative Hooiety L td .(1961) and the Kerala 
State Handloom Dovelopment Corporation ltd . (1966).

1.3*2.  Financial measures

In order to strengthen the fin an cia l base, the 
government has extended the refinance fa c i l i t ie s  to 
handloom u n ite . As a measure to popularise the handloom



6

item s, the government allows subsidy by way o f  rebate 
and 1 Janatn clo th  scheme'.

1 .5 . 3 . Protectional measures

The! protectiona l measures are mainly meant fo r  
saving the industry from the vagaries o f  com petition.
These measures include the reservation o f certa in  varie
t ie s  to be exclu sively  produoed in the handloom sector 
and the d irection  to  the government Department, to pur-

1

chase th e ir  requirements from the handloom sector .

There are few studies probing in to the e f fe c t iv e 
ness o f various government measures and the comparative 
performance o f  the in stitu tion s  which are formed to over
come the disadvantages due to smallness. There are a

1
number o f  studios explaining the status o f  the industry, 
i t s  latent problems in the f ie ld  o f  adoption o f  better 
technology, production and marketing, however, i t  appears 
that e s p e c if ic  study rela tin g  to the e ffo r ts  o f tho hand
loom firms to market their products and the impact of 
such e ffo r ts  in making the customers' attitude favourable 
to handloom products has not boen done, The present 

study la designed to understand the e ffectiven ess o f 
various marketing stra teg ies adopted by d iffe re n t organi
sations and. th eir re la tive  merits and dem erits. I t  is
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a ls o  intended to examine the producers1 share in the 
customers' p r ice . The study haa a lao mado an attempt 
to  measure the perception o f  customers towards tho 
handloom products.

1.4* Limitations o f  the study

The study is  based on the data collected  from three 
d iffe ren t seta o f  organisations whose records were not 
kept in uniform manner. The accounts and annual reports 
wore not made up-to-date by the sample units barring 
the Hantex. The deta ils  co llected  from private traders 
a lso  can not be stated to be complete and perfect as 

many o f them mre reluctant to  provide a l l  d e ta ils  need
ed for  reasons o f th eir own. Those d i f f i c u lt ie s  and 
d e fic ien c ie s  might have influenced the fineness o f  the 
ca lcu lations on pricor-apread. The regional d ifferences 
in the product mix and quality  have a lso posed problems 
in setting  standard varieties  fo r  comparison and factors 
influencing the preference o f  conoumors towards handloom 
products.

Since tho firms under study have not practised 
the marketing strategies on a s c ie n t i f ic  basis , the 
measurement o f  the e ffectiven ess o f  various promotion 
too ls lik e  advertisement, p u b lic ity , personal so ilin g ,
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sa les  promotion e t c .  could not be assessed with the help 
o f  modern measuring techniques such as d irect, ratings, 
p o r t fo lio  te s ts , r e c a ll  te s ts , recognition  te s t , exposure 
tests ana so on. The use o f  many a promotion to o l  simul
taneous1"  'naa exacerbated the problem. Hence the segre
gation or resu lts  o f  each promotional t o o l  and achieving 
p fa ir  degree o f  exaotltude have become d i f f i c u l t .  In 
order to tid e  over these lim ita tion s, an attempt has been

, r

made to  measure the consumers* attitude towards the hand
loom products and the marketing strategies of these firms

.t

with the help o f  summated ratings lik-ert method. Barring 
these lim itations a l l  e ffo r ts  have been taken to make the 
stud.v systematic and ob jectiv e .

1 *5« Structure o f the study

The thesis is  divided in to  six  chapters. The* f ir s t  
chapter deals with introduction , ob je ctiv e , scope, an& ilmi 
tations of: the study. The review o f  lite ra tu re  relating  
to  the problem and meaning and d e fin it ion s  o f the terms 
used in the study are given in the second chapter. The 
third chapter discusses the materials and methods used 

in the research work including the samplin*^/procedures- 
adopted fo r  measuring the variab les and s t a t is t ic a l  
procedures1. The to ta l marketing system o f the handloom
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industry io depicted in the fourth chapter. The f i f t h  
chapter had been devoted to resu lts and discuaBion.

The last chapter summarises the results and the general 
conclusion o f the study. The references and appendices 
are given in sequel to the last chapter.



Review of Literature



CHAPTER. II  
REVIEW OP LITERAL RE

An attempt is  made in  th is  chapter to  review some 

o f  the major research findings relevant to the area o f  
study, Be(8 idesy the review o f  lite ra tu re , th is ohapter 
a lso contains the d e fin ition  o f  terms and concepts used 
in the study. The review o f litera tu re  is c la ss if ie d  in 
to  the follow ing heads for  easy comprehension, v i z . ,

i

studies re la tin g  t o : -
i

1 , pY*nrtiiG-t;

2. Price,

3. Promotion
4 . Place (D istribution )

5. Karaev demand and market segments

6. Consumer behaviour, consumer tastes and 
preferences ■

7. Cost o f  production and related problems.

2 ,1 . Product

Shastii (1976) in his study observed thet quality 
improvement o f  the handloom was imperative. The handloom 
firms oucrht to bring out popular designs for which they 
ought to have the right type o f  looms and accessories .
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The Estimate Committee o f  Parliament (1978) had 
noted that most o f  the handlooa weavers were s t i l l  using 
obsolete and out-moded techniques o f  production and 
designs not in aocordance with market trends.

Serangdharan (1982) had found out that the handloom 
industry in Kerala laoked market research with the result 
th at, they could not predict the demand o f  the product 
according to  the design, colour and quality  which the con
sumers wanted. This naturally led to i l l -d ir e c te d  produ
ction  resu lting  In accumulation o f  the stock .

Samakrishna et a l .  (1985; had the opinion that the 

handloom co-operatives lacked aggressive marketing p o licy . 
To compete with the organised sector , the weavers' oo-opc- 
ra tlves ought to  have adopted new techniques o f production, 
coot reduction programmes to ensure that th e ir  products 
were w ell within the reach o f  the middle class and lower 
income.arroucs which formed the majority o f  the consumers.

The survey o f  Economic Time3 (1986) stressed that iv 
the handloom industry should give due importance to the 
twin Issues lik e  product adoption and quality  standards. 
This alone would help the Industry to fare w e ll in the do
mestic and export markets.
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She market study published in the Marketology (1987) 
pointed out that the foreign  buyers o f  Indian handloom 
disfavoured the product due to th eir poor quality  o f  the 
b a s ic  f ib r e , poor packing, unfa3t colour and ^Vdolay in 
d e liv ery  schedules.

balasubroiacinnyam (1987) id en tified  that the Tamil 
h'adu heavers1 Co-operative Society (Cooptex) had a broader 
product mix ranging from ordinary handloom clo th  o f  very 
cheap variety  to  sophisticated products lik e  polyester 

sh irtings and polyester ch iffon  eareea. As tastes and 
fashion would change frequently in the t e x t i le  market,
cooptex rea lised  the need for  fabric  development and plan-* »
ned to  go in  fo r  high quality  and value items.

Anonymous (1988) had a lso  endorsed the achievement 
o f  the Cooptex in bringing out acceptable kinds o f  pro
ducts.

2 .2 . Prioa.

TJnnikriahnan (1975) had observed that in co-operative 
sector  the pricing  was done mainly on cost basis esp ecia lly  
fo r  the medium and bazar quality  products v iz .  Shirtings, 
Towels, Thorthu. lungi. But the quality  products lik e  
iSarees, Kavaneea. Mundu-sets. Bed spreads and Casement 
materials o f high quality  were priced partly  on the basis
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o f  demand and partly on com petitive pric in g . Demand 

oriented pricing  p o licy  has a lso  followed by them in the 
case o f  few selected  items.

Krishnanfcutty (1985) had pointed cut that the hand- 
loom unite operated in a peculiar situation  whore product* 

prices were fixed much in advance while cost o f production, 
mainly o f raw materials were on the r is e .  The obvious 
compromise in such situation  was the s a c r if ic e  o f  the 
quality  to save oostly  raw m ateriel.

2 .3 . Promotion.

Textile Committee (1969) in th eir 3urvey found that 
aalee promotion techniques had influenced only one out o f  
every three individuals interviewed, Hacommendation o f 
the shop keepers at the point o f  sales influenced the pur
chases to  the tune o f  15 per cent. Shop displays and mass 
media advertisements influenced the urban consumers while 
shop-keepers' recommendation influenced the ru ra l fo lk .

Eangaswammy Committee (1969) found that major defect 
o f  our handloom industry in the international market was 
attributed to the poor p u b lic ity .
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Unnikriohnan (1975) observed that In the co-operative 
se c to r , the number o f exclusive show rooms were on the in

crease. Though they were organised to  a greater extent 
on modern lin e s , professional sales attitude was lacking 
among the sales personnel towards poten tia l buyers and 
non-commercial attitude towards stocking and their appro
priate sh iftin g  continued to remain and u ltim ately  a ffe 
cted the sa les volume and p r o fit s .

Iia&hakrishnan (1978) pointed out that the projection  
o f brand name and image building were important in marke
tin g . A c la ss ie  example o f  success achieved in th is f ie ld  
was that o f  "Khataua" whose name was synonymous with v o i ls .

2.4* Place (D istr ib u tion ;.

The Estimates Committee of Parliament (1978) held 
the view that only 10 par cent o f  handloom products could 
be marketed through organised channels and the rest depen
ded on themselves.

darnel (1983) observed that the private re ta ile rs  
dealing exclusively  in handloom products were found to be 
few in number in Kerala.

Eao (1985) found that a major share o f fa b rics  o f  
handloom industry was marketed by private traders dominated
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by master weavers and other dealers* Marketing through 
organised channels like co-operative so c ie t ie s  and other 
Corporationt,covered only a smaller share o f  the to ta l

7 '
turnover o f  the industry.

Sarah (1986) opined that in many states the apex 
so c ie t ie s  had fa iled  miserably in marketing handloo^ 
clo th s  produced by the weavers' co-operative soc ie ties*

Bajgopal (1986) id en tified  the follow ing marketing 

channel* fo r  primary and in du stria l handloom co-operatives 
in Kerala,

( i )  Jwn show-rooms and exh ib ition

( i i )  Commission Agents, public sector undertaking^ 
and other outside parties .

( i i i )  Apex Society (Kerala State Handloom Weaver*' 
Co-operative Society) and Kerala State Handloom 
Development Corporation.

2*5* Market Demand and Market Segment.

Sreenivasea (1969) pointed out that as fa r  aa te x t ile s  
were concerned the economy had already become a buyers' 
market and the cotton industry would have to
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equip i t s e l f  with techniques to meet the dynamic con
sumer preferences.

Hadlmbrishnan (1973) observed that the economic 
scene had presented a panorama o f  sophisticated urban- 
based fashion -  oonscicus te x t ile  demand at one end sha
ring the market with low priced mass consumption clothing 
which caters to the rural poor.

Motha (1986) explored that there had been a v is ib le
-*£?■

up-trend o f per capita:, consumption o f  clo th  in the country 
from 14 to 15 meters a few years ago to  over 17 meters 

currently. With the expected r ise  in population to over 

985 m illion  by the turn o f the century and the lojptg'&v&ient 
In the liv in g  standards o f masses due to the Implementation 
o f  progressive eoonomic p o lio io s  o f the Government, the 

demand for the te x t ile s  would be bound to go up quit© sub
sta n tia lly  in the years to  come*

She Plnanoial .Express (1987) in th e ir  study unearthed 
the fa ct that o f the to ta l  consumption o f  fa b r ic s , rural 
market accounted for  72 per cent and urban market account
ed on ly .fo r  28 per oent. The rural market purchased 77*3 
per oent o f cotton fabrics while urban market consumed 
only 22.7 per cent o f t o ta l  sa le  o f cotton fa b r ic s .
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Strolz (1987) ascertained that the demand fo r  the 
cotton garment had not "been adversely a ffected  by a two 
and a h a lf times r is e  in the cotton prices in the past 
14 months (from August 1986 to  September 1987) in the 

European markets.

Pas (1987) calculated that out o f the per capita con

sumption o f 17 meters o f  c lo th , cotton accounted fo r  only 
four meters in India, the balance was cornered by synthe
t ic s  since the g lob a l price o f  synthetic c lo th  was much 

lower than those in India.

Palasubramannyam (1988) was o f  the view that the 
f ib re  d iv e rs ifica t io n  and multitude o f designs were in
troduced to su it a l l  market segments by the Cooptex. This 

had resulted in higher wages to the handloom weavers and 
had also helped the handloom Industry to up-grade i t s  
products to meet the challenge o f dynamic customer taste 
and preferences. She new fabrics created new markets fo r  
handloom cloths in the face o f s t i f f  competition from 
m ills .

2 .6 .  Consumer behaviour, consumer tastes and preferences.

Textile Committee (1969) revealed that higher income 
group and e l i t e  class preferred non-cotton f ib r e s , while 
cotton had found greater preference with the advance in
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age*' I t  had loca tion a l e f fe c t  a lso as cotton was less 
popular in towns than in v i l la g e s .

Kadhakriahnan (1978) observed that the Job o f  mar

keting te x t ile s  was very complex since sa r to r ia l habits 

d iffe re d  considerably because o f customs, tra d it ion s , 
weather ana numerous other factors* Added to  th is was 
the new dimensions arisin g  from the recent innovation o: 
v e rsa tile  fa b rics  lik e  polyester, polynoaio etc*

I
Sen (.1978) viewed that the outer wear which origina

ted as a protection  against' clim atic vagaries or weather 
hazards had come to r e fle c t  not only personality but 
festid iouB 1 fashions and freedom o f  wear o f  the individual.

Kao vi 978 J was or the opinion that unlike many or tjB 
standardised consumer .items, te x t ile s  was a highly sensi
tiv e  commodity subject to larger d iv ers ity  and more 
vibrant consumer preferences* The present day consumer 
would be looking fo r  goods which would sa t is fy  Individual 
fancy, s o c ia l sta tu s, cu ltu ra l patterns, weaving comfort 

etc*

Strolz (1987) found during his market survey that
cotton te x t ile s  enjoyed a place o f pride in the European 

\ / 
continent despite the steep r is e  in the world cotton prices
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, Kohnna e t  al*(1988) opined that unlike the organi
sed sector o f  the m ill industry which produced fabrics 
based on market trends and consumers1 ta s te s , the weavers 
in  the handloom industry produced largely  without re fe 
rence to these and in iso la tion  from techn olog ica l advan
cements « The resu lt would be the chronic accumulation 
o f  stock,

2,7* Cost o f  production and the related problem.

The .-.Reserve Bank o f Indla-;5urvey on Handloom (1965) 
reported that the weavers were forced to s e l l  th e ir  pro
duce to  private traders due to  inordinate delay in the 
payment by the Society .

Sivaraman Committee (1974) id en tified  that the cru-
& —

cie .l problem o f handloom industry was the irregu lar 
supply o f  yarn to the weavers and uncertainty with re
gard to  the o ff-ta k e  or their produce.

Ram .fit al# (1985) attributed the shortage o f  hank 
yarn in the handloom sector  to  the over-drawl o f  the sup
p lie s  by the powerloom sector  and by those producing

v

fish ing  netst b a ll  threads, ropes and hosiery*

Krishnankutty (1985) calcu lated that the raw material 
coat in respect o f  coarse va rie ty  was high with 67.98 per
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cent whereas in th© cas© o f  fin er  varie ty , the share o f 
raw m aterial was 63*48 per oent o f the to ta l  production 
cost*

fiamakrishna (1986) established that the private firms 
manipulated the cost structure by way o f  den ia l o f  minimum

i

wages to weavers* Besides th is , they a lso  reduced the 
oost by means o f  manipulating the quality  o f  raw m aterials.

2 . Q .  S e x m x i i x o n  o x  c e r t a a  a n a  u o n o B P t B .

Advertising is  any paid form o f  non-personal presentation 

and promotion o f ideas, goods, or serv ices by a firm.

Brand is  a, name, term, Bign, symbol or design, or a oom- 
bination o f  them, which Is intended to id e n tify  the goods 

or services o f  on© s e l le r  or group o f  se lle rs  and to 
d iffe re n tia te  them from those o f  com petitors.

Cash discount is  a price reduction to buyers who pay
th eir b i l l s  promptly.

■>

Exoluaive d istribu tion  la the process o f  lim iting  the 
number o f intermediaries handling the products o f a firm , 
preferably a lio t in g  an area exclusively  fo r  each r e t a i l  

ou tle t .
/

Intensive d istrib u tion  is  a method o f using as many sales 
ou tlets as possib le  to  have maximum expansion o f markets.
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Marketing channel ia a set o f in stitu tion s which perform 
a l l  o f  the a c t iv it ie s  re la tin g  to  the movement o f  e pro
duct and i t s  t i t l e  from production to consumption.

Marketing mix is  tho mixture o f  con trollab le  marketingr; »
rarlablea. that' the firm  uses to  pursue the sought lev e l 
o f sa les in the target market. These variables are produot, 

p rice , place and promotion.

Marketing strategy is  the marketing lo g ic  by which the
r . •

business un it expects to achieve i t s  marketing ob jectiv es .
M a r k e ts  ntr « -h-res +:no*v fsnnnHfl’hn rvP Trmlrlnir iSflrH e«H n n o  on  t h e  b U Q i-

n ess 's  marketing expenditures, marketing mix, and marketing 
a lloca tion s in re la tion  to expected environmental and 
com petitive conditions*

Market segmentation is  the aot o f dividing a market into 
d is t in c t  groups o f  buyers who might require separate pro-

i

duots and/or marketing mixes. I t  is  a process o f  conver
tin g  heterogeneous markets and homogeneous groups. The 
d iffe re n t segmentation variables are-geographic, demogra
ph ic, psycnogrhphic and behaviouristic fa c to rs .

Persona-------------  ̂ i s  an ,oral presentation in a conversation
with one or more prospective purelmsere fo r  the purpose o f 
making sa les .
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Place re fers  to the various a c t iv it ie s  the company under

takes to make the product a ccessib le  and ava ilab le  to 
target consumers. Shis includes p o lic ie s  and strategies 

re la tin g  to physical d istribu tion  and ahannels o f d is t r i 
bution .

Prloe is  tho value that customers have to pay fo r  the 
product.

Price spread is  the analysis used to measure the marketing 
e f f ic ie n c y  by comparing producers' share in the consumers1 
price  under d iffe ren t channels o f  d is tr ib u tion .

Product is anything that can be offered  to a market fo r  

a tten tion , a cq u is ition , u se , or consumption that might 
s a t is fy  a want or need.

Product mia or product assortment is  tho 3et o f a l l  product 
lin es  and items that a particu lar se lle r  o ffe r s  fo r  sale 
to  buyers..

Psychological discounting is  a promotion pricing  technique, 
where the s e l le r  puts an a r t i f i c ia l l y  high price  on a 
product and o ffe r s  i t  at substantial savings.

.Promotion stands fo r  the various a c t iv it ie s  the company 
undertakes to communicate i t s  products' merits and to per
suade target customers to buy them.
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P u b lic ity  is  the non-personal stim ulation o f  demand for 

a product, service* or business un it by planting commer
c ia l ly  s ig n ifica n t news about i t  in a published medium 
or obtaining favourable presentation o f  i t  upon radio, 
te le v is io n , or stage that ie  not paid fo r  by the firm,

luj-j. s-cra-ceg.v is  a method o f promotion to bu ild  up con
sumer demand. Thus the consumers are persuaded and moti-

•  '  p

vated to  demand the products from the re ta ile r  who in turn 
p u ll down the wholesalers and producers fo r  the supply o f 
products..

Push strategy is  done with the sales force  and trade pro

motion to push the product through the channels. The pro

ducer aggressively  promotes the product to r e ta ile r s ; and . 
the re ta ile rs  aggressively  promote the product to  consumers.

Quantity discount is a price reduction to buyers who buy 
large volumes.

Rebate is  the price  o f f  that the se lle rs  allow to consu- 
mers w ith in „a sp ecified  time period.
Sales promotion is  short-term incentives -  monetary or non
monetary - . t o  encourage purchase or sale o f  a product or 
a erv ice .
Seasonal discount is  a price  reduction allowed to buyers 
who buy merchandise or services during particu lar seasons.
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CHAPTER I I I  

METHOD OLOG-Y

The materials used and the methods adopted in this 
study are presented under the follow ing se ction s .

1. Location of the study
2 . S election  o f  the sample
3* S election  o f variables and th eir measurement
4 . Techniques employed in data co lle c t io n
5. Methods used fo r  analysis.

3 .1 . Location o f  the study.

As far as organisational survey is  concerned the 

study is  confined to  Trivandrum and Cannanore d is tr ic ts  
fo r  the fo llow ing  reasons.

3 .1 .1* These two d is tr ic ts  account fo r  the 64: per cent 
o f the handlooma. The D istrict-w ise  loomage is  given in 
Appendix

3 .1 .2 . The headquarters o f the Kerala State Handloom 

Weavers * Co-operative S ociety  (Kentex) and the 'Kerala 
State Handloom Development Corporation (Hanveev) are lo 
cated in Trivandrum and Cannanore resp ective ly . The mar
keting strategies o f  these two organisations form the core 
area o f the present study.
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3*1 *3• Tke private traders and firms in handloom have 
a lso been polarised in the two d is t r ic t s .

However, fo r  the consumer survey Trichur d is t r ic t  
has been i jchosen because o f  i t s  central lo ca tion . The 
purpose o f the se lection  o f  a cen tra l location  has been 
due to  the fa c t  that i t  is  l ik e ly  to  have greater inten
s i t y  o f marketing e ffo r ts  in the markets near to se lle rs  
p lace. Such nearness would cause some bias towards brand 

awareness and brand preferences. The d iffu s ion  o f inten
s i t y  in marketing e ffo r ts  in fa r  away places would be 

neutral and hence Trichur has been selected  fo r  consumer 
survey.

3*2. Selection  o f  the sample.

According to  the Information provided by the per
sonnel o f the Regional O ffice  o f  the Textile Committee 
(Cannanore) 12 private handloom units have been found 
undertaking the production and marketing o f  the fa b r ics . 
Out o f  12 u n its , four units are selected  at random for  the 
study. The sampling frame accounts fo r  30 to 40 per cent. 
S im ilarly  enquiry has been made to  the traders in Balara- 
mapuram and has found that there are 11 private concerns 
which undertake handloom trade. Prom among 11 u n its , four 
are selected  randomly as sample un its.
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In se le c tin g  the sample units in the private s e c to r » 
tvo c r ite r ia  are looked in to . One is  the magnitude o f 

the sales volume and another being the functional aspect. 
Accordingly, the units which have higher sa les  volume are 
id en tified  and only those unite are selected  as far as 

possib le  for  the present study. Likewise, the unite which 

have undertaken the production and marketing functions 
o f  handloom products are included in the sample units 
wherever i t  is  possib le .

For the consumer survey the sample frame has boon 
1 5 0 . fh is ie s p l i t  up into 75 each to cover both urban 
and rural consumers. For the se le ction  o f  urban consumers 
750  addresses have been co lle c ted  from the three show 
rooms o f the Kerala State Handloom Weavers' Go-operative 
S ocie ty , Trichur and the exhibition  show room o f the Kerala 
State Handloom Development Corporation during the Vizhu, 
Onam, Christmas and frichur pooram fe s t iv a ls . Out o f 750 
addresses so  co lle c te d , 75 consumers are se lected  at 
random.

As fa r  as se le ction  o f rural consumers is  concerned, 
the consumers from the Attoor v illa g e  have been purposively 
se lected . She reason fo r  se le c tin g  Attoor V illage is  that 
i t  is c loser to  the Talappilly  taluk headquarters, where 
the show rooms o f Kerala dta'te Handloom Weavers'
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Co-operative S ocie ty , the Xerala State Handloom Develop

ment Corporation and the Cooptex are found working. The 
people o f Attoor v illa g e  had easy access to  the taluk - 
headquarters. The se le ction  o f consumers is  don© on the 

basis o f house l i s t  maintained by the Kullnrltkara panchayat 
o f f i c e .  From the house l i s t  75 households are randomly 
se lected .

For the study o f  price spread 10 primary handloom 
so c ie tie s  o f  Trivandrum are randomly se lected  and five  
each te x t ile  shops and hawkers o f Trichur d is tr ic ts  are 
chosen.

3*3* Selection  of variables and their measurement;.

Eroa tho a p rlor i knowledge i t  has been found that 
marketing strategy consisted o f four marketing mix e le 
ments namely product, p r ice , promotion and d istribu tion . 

Hence, in th is study these four variables have been in
corporated. F irst o f a l l ,  i t  is  ascertained how these 
variables o f marketing strategy are being framed by 
various units under study. Secondly, the Impact o f each 
such variable is  measured in terms of sales volume achie
ved. Thirdly the impact o f  advertisement is measured by 
th© brand awareness te 3 t . Price spread in measured by 
enquiring into the price at which various organisations 
sold  their products and by ca lcu lating th e ir  marketing
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expenditure wherever i t  ia p ossib le . The perception o f 
the consumers regarding the various marketing mix e le 
ments is  measured with the help o f  summated ratings or 
Likert method.

In the summated rating method statements regarding 

d iffe re n t aspects o f product, p r ice , promotion, place 
and customer serv ice  have been prepared in consultation 
with a panel o f  consumers and subject experts. These 
statements have been written ca re fu lly  to  include the 
universe o f contents about the psychological o b je ct . In 

th is  way 21 statements have been selected a fte r  editing 
to  meet the c r ite r ia  fo r  se le ction  o f  attitude statements.

The method in th is 3tudy has been adopted v;ith a 
d iffe ren oe . Cut o f 21 statements 15 statements have been 
distributed equally among the variables lik e  product, 
p r ice , and promotion. Six statements have been included 
in d istrib u tion  and customer service  variab les.

Tho responses are rated on a fiv e -p o in t continum 
v iz .  agree strongly , agree somewhat, no opinion, disagree 
somewhat and disagree stron g ly . The scoring procedure 
fo r  the positive  statement is given below'
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SI.Ho. Rea pons o (s ) Score

1 . Agree strongly 5
2. Agree somewhat 4

3. Ho opinion 3

4. Disagree somewhat 2

5. Disagree strongly 1

For the negative statements the scoring procedure 

is  reversed. Hence, the highest score fo r  a su b ject 
would be 25 fo r  product, price and promotion nnd 30 fo r  
the d istrib u tion  and customer service  i f  the subjects 
had marked a l l  favourable attitude and fiv e  and s ix  i f  
they had marked a l l  unfavourable statements*

We consider the frequency d istribu tion  o f  3 cores 
based upon the responses to  a l l  statements. We may then 
take the 23 (or some other) per cent o f  the subjects with 
the highest t o ta l  scores and a lso 23 per cent o f  subjects 
v ith  the lowest t o ta l  scores . We assume that these two 
groups provide cr ite r ion  groups in terms : .:of which to 
evaluate the Individual statements. This process has beez 
adopted both with the urban and rural consumers separately 
In evaluating the, responses o f  the high and low groups
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to  the individual statements, the ra tio  is  found o u t . 

by using the equation*

X B -  XL__________  (1)

3H2 + SjL
v nH nh 

where,

XB e the mean score on a given statement f o r ' 
the high group.

3fl-  ̂ the mean score on the same statement fo r  
the low group.

23E a the varianoe o f  the d istrib u tion  o f res
ponses o f  the high group to the statement.

23L * the variance o f the d istrib u tion  o f res
ponses o f the low group to the statement*

nH *1 the number o f subjects in the high group.
nil a the number o f  sub jects in the low group.

She value o f  ' t* is a measure o f the extent to which
a given statement d ifferen tia ted  between the high and low
groups. As a crude and approximate ru le  o f thumb, It 
might be regarded that any 't*  value equal to or greater 
than 1 .7 5 .as indicating that the average response o f the 
high and low groups to  a statement d iffe rs  s ig n ifica n t ly .



31

Since* the study has aimed only to  know the attitude 
o f  the consumers with regard to variables o f  marketing 

strategy  and also to  assess the in ten sity  o f  a ttitude 
towards each statements separately the ' t '  values in 
absolute terms have been taken fo r  in terpretation .

The interpretation  o f  an attitude saore on a summated 
rating scale can not be made independently o f  the d is
tr ib u tion  o f  scores o f  some defined group. I f  a subject 
obtained a score of 21 on a 21 item automated-rating 

scale* i t  could be Interpreted as unfavourable a ttitu de. 
Since* in order to  obtain th is score* the aubjeots have 
to  mark a strongly agree response to every unfavourable 
statement and a strongly  disagree response to every 
favourable statements. But th is situation  might not 
occur in every case. The scoring  would f a l l  in between 

those two extremes. In such case the interpretation  
might be done on the b a s is 'o f  the magnitude o f the ' t 1 

values. Jimenea gt a l .  (1988) stated that a higher mag
nitude o f  ' t 1 values indicated that the subjects shoved 
a favourable attitude to tho given statement and a low 
magnitude showed an unfavourable attitude to  the given 
s tatement•

i

Guttman f t  a l . (1947* 1950, 1944) found summated- 
ra tin g  sca le  to be apt in comparing the mean attitude 
scores o f two or more groups.
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3«4 . Techniques used In data c o l le c t io n *

Fo p  the data both primary and secondary aourcea are 
depended upon. The personal interview method has been 
used for  co lle c t in g  data from sample units and consumers 

which has formed primary source o f  data. The draft sche
dules have been pretested in a p ilo t  study in Cannanore,

i

Trivandrum and Trichur in 1967. Suitable m odifications 
have been made in the schedules on the basis o f the

V

p ilo t  study.

The schedule fo r  the organisational survey is  pre

pared in English. The schedule fo r  the consumer survey is  
prepared both in English and Kalayalam. The schedules 

served to the in stitu tion s and consumers are given in 
appendices Vhji and Vlfj resp ective ly . The p ro file  o f  
consumers is  given in Appendix VIlO» For the organisa
tion a l survey o f f i c ia l s ,  owners end managers o f  the res
pective firm3 have individually  been interviewed and 
th e ir  responses have been recorded. S im ilarly , fo r  the 
consumer curvey the oonoumers have been interviewed end 
th e ir  responses are recorded.

The book3 and accounts, annual rep orts . Census, 
Handloom Census, Reports o f  various Committees and Commi
ssions form the source o f  secondary data. The period o f 
study Is deoidcd to  be from 1900-81 to 1986-87.
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SHE HARKEXIHQ S l i 'M l  OF HAND LOOK PfiOSUCT IK iuiRAIiA

OHjU-TjSa IV

The term marketing system has two d is t in c t  connota

tions In marketing management concepts. One refers to 
the channel organisation and the other refers to the 
actors and forces that are external to marketing manage

ment function o f  the firm end that Impinge on the market 
management a b i l i t y  to  develop and maintain successfu l 
transactions v ith  it3 target customers (X otler , 1988).

i ’or the purpose o f  present study, the la tte r  concept 
has been adopted. Once the product leaves the producers 
he has absolutely no con trol in  the remaining process t i l l  
the product reaches the consumer. In add ition , the chan
ging and uncertain marketing environment v it a l ly  a ffe cts  
the industry. The marketing environment is in  continual 
f lu x , spinning o f f  new opportunities and new threats. 
Instead o f changing a lowly and predictably, the environ

ment ia capable o f producing major surprison and shocks 
(Me Carthy, 1960). Hence, a to ta l concex^t o f marketing 
system become more relevant in a study re la tin g  to marke
ting  aspects.



Given that marketing environment is  the sum of 

the e ffe c ts  o f opportunities and threats,, the firm must 
use it s  marketing research and marketing in te lligen ce  
ca p a b ilities  to monitor the changing environment. The 
marketing environment comprises o f micro-environment 
and a macro-environment (K otler, 1988).

The micro-environment consists o f the actors in 
the industry 's immediate environment that a ffe c t  its  
a b i l i t y  to serve its  customers namely, the company, 
market channel» customer markets, competitors and pub

l i c s .  The macro-environment consists o f the large 
s o c ie ta l  forces that a ffe c t  a l l  the actors in the in
dustry ’ s micro-environment, namely, the demographic, 

economic, techn olog ica l and p o l i t i c a l  fo rces .

4 .1 . The Micro-environment of the Industry

The major sectors that constitute the handloom 

industry in Kerala are co -operative , public and private 
se c to rs . They either undertake production or assist in 
production. They are algo involved in marketing of the 
products both in domestic and international markets.
In the co-operative sector there are primary handloom 
so c ie t ie s  and th e ir  apex a ocle ty  called the Kerala State 
Handloom Weavers’ Co-operative dociefcy Ltd. (Hantex).

34
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The apex so c ie tie s  of other states are a lso  in the fray. 
A ll Indie Handlooa itabrics Xarketing Society Ltd. with 
their show roome named Handloom House too is found in 
the marketing front in Kerala.

In the public sector there is  the Korala State 
Handloom Development Corporation Ltd.(Hanveev;. The 

National Handloom Development Corporation and Handicrafts 
and Handloom Export Corporation are a lso  found in the 
area o f marketing handloom products in Kerala.

In the private sector , various firm s, wholesalers, 
te x t ile  shops, hawkers and exporters have algo been found 
operating in the bend loom marketing scene.

4 .1 .1 . Kerala State liandloom Weavers* Co-operative 
S ociety  Ltd. (Hantex).

The Hantex was constituted in 1961 as the apex 
so c ie ty . The member soc ie tie s  are the production units.
The Hantex mainly undertakes input and output marketing 
services to the primaries. The apex so c ie ty  a lso  undertake£ 
the production o f  fa b r ics . 3y the end o f tho year 1985-86 

the to ta l number of members came to  be 374 out o f which 
371 were primary s o c ie t ie s , two spinning m ills and the 
State Government. The share ca p ita l was fo 2 ,26 ,52 ,750 /-
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The share ca p ita l contribution o f  the Government amoun

ted to as 1,9 6 l 19»300/- The ob jectives o f the apex 

so c ie ty  are:

1. To undertake loan disbursal which is  given by 

the various fin a n cia l intermediaries to  the 
primary handloom s o c ie t ie s .

2. To supply yarn and other inputs to the primaries.

3* To develop new designs end.production techniques 
and disseminate technionl advice to  the primaries.

4. To undertake the marketing for  member s o c ie t ie s .

The working results have been discussed elsewhere. 
The performance of the Hantex in marketing it s  members' 
products la illu stra ted  hereunder.

Table 4-1. The Total Production o f Primary Handloom 
S ocie ties  end the Procurement o f Hantex

Year Production in 
lakh meters

Procurement 
in lakh meters

Per cent of pro
curement to the 
to ta l production

1979-80 210.66 73.78 35*02
1980-81 242.82 68.88 36.60
1981-82 225.39 98.50 43-70
1982-83 242.46 101.64 41.65
1983-84 295.84 86.79 29.33

Source; 1. Annual Reports o f Hantex.
2. Report o f  the Survoy on Primary Handloom 

V/©avers* Co-operative Society , 1984.
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The' Table 4 .1 . illu s tra te s  that the Hantex has 
fa ile d  in absorbing the to ta l production o f  the member 
so c ie t ie s  in any o f  the year under study. Uhat it  
could procure is  only less than 44 per oent. In 1983-84* 
the ratei o f  procurement shows a declin ing trend. This 
situation.w ould ultim ately a ffe c t  the working o f  primary 
so c ie t ie s  as i t  mierht in it ia te  process o f accumulation 

o f  stock

4 .1 .2 .  Kerala State Handloom Development Corporation Ltd.
(Hanveev )

The1Hanveev was established in the year 1968 with 
it s  headquarters at Cannanore. Its orig in a l name was 
Kerala Handloom Finance' Corporation which was renamed 
subsequently as Kerala Handloom Finance and Trading Cor-

1 i
poration in 1975* Finally i t  was converted in to Kerala 
State Handloom Development Corporation.

The orig in a l aim o f the Corporation was to  enoourage 
and strengthen the private handloom enterprises by pro
viding them with working ca p ita l and fixed ca p ita l. 
B esides, they undertook the marketing a c t iv it ie s  too .
The Corporation was entrusted with the task of implemen
ting  Intensive Handloom Development Projects in Csnnanore 
and Trivandrum regions. Accordingly s ix  s o c ie t ie s  were
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se t  up in Cannanore region and seven soo ie tles  were es
tablished in Trivandrum reg ion . The aim of the project 
wag to  bring the weavers under the co-operative fold.. 
Another pro ject that had been shouldered by the Corpora

tion  was the Export Production Project with the aim of 
encouraging export o f high quality  handloom fa b r ics .

The so c ie t ie s  and 'C lu sters ' form the source of 

supply of fab rics  to the Corporation* However# 'c lu s te rs ' 
are the main source o f supply. 'C lusters ' are nothing 
but centres where the yarn is supplied to the individual 

weavers and manufactured goods are procured by the Hanveev. 

The weavers are paid wages. The Corporation has remained 
to be fa ir  weather friend to the weavers* Under this ar
rangement the Hanveev can avoid paying o f bonus and ouch 
other benefits which are otherwise to be paid when they 
procure fin ished fabrics from the s o c ie t ie s .

4*1*5* Private doctor.

Private traders have substantial hold in the produ-
I

otion and marketing o f  handloom products though their 
strategies end methods in production and marketing are 
not known e x p l ic i t ly .  In 1960, the private 3ector accoun
ted for  70 per cent of loora&ge. In 1973# i t  was reduced
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to  69 par cent which went up again to 75 per cent in 
1976. In 1984, th eir share in loomage however, was de
clined  to  48 per cent.

In sp ite  o f various concession to co-operative and 
public se c to rs , the private traders thrived and their 

share in the sales has been discussed elsewhere In the 
study. The conditions end practices ex istin g  in the 
f ie ld  often pave vay fo r  doubts that various concessions 
extended by the Soveramant u ltim ately  have routed to the 
private traders.

4*1.4* 1& port era ■

Hie trend o f export o f  handloom goods has been discus
sed previously. In herala there are 45 licensed agencies 
who are permitted to undertake export. Out o f 45 reg is 
tered export agencies 42 are the private dealers and the 
others are Hantex, Hanveev and Handicrafts Board.

4.1*5. Suppliers.

She raw materials o f the handloom industry are yarn 
end dyes, The yarn constitutes more than 60 per cent 
o f  the to ta l  co s ts . She Hantex and Hanveev purchased 
yarn mainly from the National Textile Corporation tHTC).
But i t  io  found that the apex soc ie ty  and the Corporation
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could hardly meet 30 per cent o f  t o ta l  consumption o f 
yarn by the handloom so c ie t ie s  and d u s te r s . For the 
re s t  o f th e ir  requirements they have to depend upon the 
private spinning m ills working Inside and outside the 
3 ta to . The major counts used by the handloom sector are
20 , 26 t 60 f 80 , 100  and 120  .s '  s o s s s
4 .1 .6 . Spinning Mills in Kerala.

There are to ta lly  26 spinning m ills in Kerala. Four 
o f them are in co-operative se c to r , four are owned by 

the Government o f Kerala, f iv e  are run by the National 

Textile Corporation (NTC) and 13 are owned and managed 
by the private 3 ©ctor. The production o f hank-yarn by the 
spinning m ills in Kerala ia given hereunder.

Table 4 .2 . Production o f  Hank-yarn by Spinning M ills o f
Kerala-1980 (quantity in kg and bales of 170 kg)

40  ̂ and below /hove 40 Totala , _

M ills Pales kg Bales kg Bales
^ ^___  §   no . _ ... . „no. n0«._

Co-operative 1390064 7654 45350 250 1435414 7904
State owned 187672 1033 314819 1734 502491 2767
m ills
M ills owned 2414452 13295 894271 4925 3308723 18220
by NIC
Private m ills___25H010__12§44___1252438__7448__3866448 2^2 £2
Grand to ta l 6506198 35826 2606878 14357 9113076 50183

Sources Quarterly statements furnished by spinning M ills
quoted in S ta t is t ic a l  Hand book on Handloom Industry 
in Kerala 1981, pp. 20-21. .
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'■Die '.Cable 4 .2 . unravels the production o f  hank- 
yarn by spinning m ills in Kerala. I t  is  found that the 
quantity o f hank yarn produced here is  not su ffic ie n t  to  
meet the requirement o f  hand looms in Kerala. The table 
rovea1b that the spinning m ills  in Kerala produce mainly 

the yarn o f lover counts. The share o f f in e r  counts is 
meagre to'm eet the domestic requirement. This has forced 
the handloom s o c ie t ie s  and other weavers to depend upon 

spinning m ills outside Kerala.

4 .1 .7 . Price o f  yarn.

The prioe o f  yarn d ir e c t ly  a ffe c ts  the price  o f 

handloom c lo th s . This has in turn a ffected  the marketa
b i l i t y  o f  handloom products • The wild flu ctu ation  in 
yarn prices is  a common feature in the industry. The

i

trend o f  yarn prioe is  given in  Table 4*3.

The Table 4*3. explains that in price o f yam has 
registered an increase year a fter  year. There is  an un
precedented price hike in the lover counts in 1984- In 
1987 there has been a general increase in the price  o f 
yarn fo r  a l l  counts with a more than proportional hike in 
f in e r  variety  yarn which is  around one third r ls o  in the 
previous year 's  p rice . Yam cost has an adverse e ffe c t  on
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cost  structure o f  handloom good3 • The flu ctuation  in the 
yarn price  is  stemmed from the demand and supply condition 
o f  raw cotton*

Table 4-3* Trend ox yarn price  \Average ox-mixx price
fo r  bundles o f 4

f’ ffliTi ■fepi Oct* Oct*Ho. Gounts 1978 1979

1 . 20a 70 73*50
2 • 26 76 84

3* 40s 98 117
4 * 60o (carded) 1 J0 152

0

5* 60 (combed) 145 1709
6 • 80 ( combed) 162 212s
7. 80 (carded) 198 242

8. 100g ( combed) 245 341
9 . 120a -  -

54 kg) (p rice  in Es)

Oct.
1980

A pril
1931

Aug.
1983

Aug.
1984

Aug.
1987

73*50 96 98 126 127
90 105 110 13 0 142
110 119 138 141 165
143
165

152

177
175
190

170

195
195

188

231
341

180

247
320

252
200

345

225-
250
195-
200
310-

330

316

415
500

Source* 1. S ta t is t ic a l  Hand Book on Handloom Industry 
in Kerala -  1981.

2* Charts maintained by Hantex.
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4*3«5» Supply and demand conditions of co tton ,

The dotton produotion has been erra tic  over the 

years. The demand has surpassed the supply. The demand 

end supply o f cotton has a bearing on the handloom indus
try  because yO per cent o f  the production in the handloom 

industry is based on cotton f ib r e . The Table No.4.4
y

would illu s tra te  the present d iscussion .

Tho Table 4.4 analyses the demand and supply o f
cotton fo r  the past 16 years and has surfaced the faot
that only in s ix  years , there has been some excess supply 
over demand fo r  cotton . In a l l  other years tho demand ia 
in  excess o f  supply. In the previous table i t  has been 
found that the prioe o f  yarn is  on the increase. The
reason fo r  the r is e  : o f price might be duo to the imba
lance between the demand and supply o f  cotton . Ihe im
balance o f supply is due to erra tic  trend in production 

.!
o f cotton which haa been discussed elsewhere and also 
due to changes In export-rimport p o licy .



Table  4 . 4 .  A v a i l a b i l i t y  and m i l l  co n s u m p t io n  o f  c o t t o n  ( i n  lakh b a l e s  o f  kgj

C o t t o n  y e a r  
( ended  3 1 s t  
A u g u s t )

C ott on  p r o d u c t i o n  
(Tra de e s t i m a t e s  
o f  c o m m e r c i a l  
c r o p )

E x p o r t  & Extra  
f a c t o r y  c o n 
su m pt i o n

A v a i l a b l e  f o r  
m i l l  consum
p t i o n  from d o 
m e s t i c  s o u r c e s  

( 2 )  -  ( 3 )

I m p o rt s
T o t a l  a v a i l a 
b i l i t y  f o r  
m i l l  consum
p t i o n  
( 4 )  + ( 5 )

T o t a l  c o n 
s u m pti on  
i n  m i l l s

D e f i c i t  
i n  demand 
and s u p p l y  
o f  c o t t o n

( 1 ) (2J ( 3 ) ( 4 ) (5J ( 6 ) ( 7 ) ( 8 )

1970-71 5 6 . 6 2 3 .0 6 5 3 - 5 6 9 . 1 0 6 2 . 6 6 6 2 . 6 7 - 0 . 0 1
1971-72 7 4 . 6 2 3 .5 3 7 1 . 0 9 7 . 9 0 7 8 . 9 9 6 7 . 3 3 11 .66
1972-73 6 6 . 3 6 2 . 9 0 63 .46 4 .68 6 8 .1 4 6 8 . 6 7 - 0 . 5 3
1973-74 6 4 . 0 4 4 . 7 2 5 9 - 3 2 1 .8 8 61 .20 72 .78 -11 . 5 8
1974 -  75 7 0 .3 9 2 .03 6 8 . 3 6 1.15 69.51 7 1 . 1 0 -1 .59
1975-76 66 .50 6 . 2 7 6 0 . 2 3 1 .6 6 61 .89 75 .45 - 1 3 - 5 6
1 97 6-77 5 9 . 5 0 2 . 3 9 5 7 . 1  1 6 . 2 2 6 3 -33 6 7 . 5 2 - 4 . 1 9
197 7-78 71 .03 2 . 1 0 6 8 . 9 3 6 . 1 6 7 5 . 0 9 6 6 .1 6 8 . 9 3
197 8-79 7 9 . 2 7 5 . 4 0 7 3 - 8 7 0.3 1 7 4 .1 8 69.81 4 . 3 7
1979-80 76 .98 7.81 6 9 . 1 7 - 69 -17 7 4 . 1 2 -4  .95
1980-81 7 8 . 0 0 9 - 9 7 6 8 . 0 3 - 6 8 . 0 3 7 6 .7 8 - 8 . 7 5
1981-82 8 4 . 0 0 7 .75 7 6 . 2 5 O.50 7 6 .7 5 71 .23 5 . 5 2
1982-83 8 3 . 0 7 1 1 .79 71 .2 8 - 7 1 . 2 8 75*61 - 4 . 3 3
1983-84 7 4 . 9 4 9.01 6 5 - 9 3 - 6 5 .9 3 8 0 . 2 0 - 1 4  .2 7
1 984-85 1 0 1 . 5 0 6 . 4 5 9 5 . 0 5 0 .7 5 9 5 . 8 0 8 6 . 8 8 8 . 9 2
1985-86 1 0 7 . 0 0 9 . 6 0 9 7 . 4 0 - 9 7 . 4 0 8 6 . 5 7 1 0 . 8 3

S o u r c e :  Handbook o f  S t a t i s t i c s  on C o t t o n  T e x t i l e s  I n d u s t r i e s  (ICMF)
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As far. as export-impoFt p o licy  o f cotton is  conoern-. 

©d i t  is c r it ic is e d  that the Government p o licy  has been 
a short sighted one. She Economic and P o lit ic a l  Weekly 
(19S7) has reported that the Government has entered in 
a long term contract to supply s ix  lakh bales o f cotton 
annually. The contract has commenced from 1-986-87 
(September-Augu3t) .  The anticipated crop fa ilu re  and 
the long term contract to export long staple cotton has 
caused the price o f cotton to r is e  by 45 por cent to 80 
per cent depending on variety .

The cotton price  depended to a greater extent on 
the p o lic ie s  o f procurement and d isposa l o f cotton  by 

the agencies which are entrusted with the task. According 
to  the reports of Economic end P o lit ic a l  Weekly (1987). 
i t  is  found that the Ootton Corporation-of India and the 
Maharashtra State Co-operative Cotton Growers' Sooiety 

had disposed o f the entire stock  on 1986-87 which has been 
cornered by the private m ill owners. I t  has helped them 
to have a monopoly position  in the supply o f raw cotton ,

4 .1 .8 .  Price o f Dyes.

Lika the price  o f  yarn, the price o f  dyes a lso has 
an impact upon the cost structure o f  the handloom goods.
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Since the price o f dyes and chemicals is  not ava ilab le  
in terms o f  th eir  quantity, the whole sa le price  index 
o f  the dyes has to  be depended, upon.

Table 4*5, Index Rumbera o f whole 3ale prices
(Revised aeries) (base 1970-79 = 100)

Year Price o f dye s t u f f s /  
chemicals

1971-72 99.80

1972-73 102.80

.1973-74 117.00

1974-75 169.80
1975-76 172.70
1976-77 176.20
1977-78 185.80
1978-79 194.20
1979-80 226.80
1980-81 253.90
1981-82 267.00 .

1962-83 275*70
1983-84 285.00
1984-85 299.90
1985-86 330.20

Source: Hand Book o f  S ta tis t ics  on Cotton Textiles 
Industry (ICHF)



The Table 4*5 throws ligh t upon the price situation 

o f  dyoa and chemicals uaed in the handloom industry for  
tho past 14 years. Tho price shows an upward trend in 
every year. Tho whole sa le  price indox for  the year 
1971-72 has been 99*60 which has riaed to 330.20 in the 
year 1935-86 registering  a three fo ld  increase. Thus the 
price r ise  o f  dye3 and chemicals has boon contributing fur* 
ther to lose the foot hold o f  handloom industry in the 
market.

4 .1 • 9 • WflfTQB .

In procuring the c lo th , the Hnntex f±xe3 the wages 

on the basis o f weight of materials used in the f in a l  
product. This is  included in the procurement prioe. In 
November, 19B7 the wage was re fixed . The comparative wage 
rates and the percentage increase ore given in the 
Table 4*6.

From the Table 4 . 6 . i t  is evident that there is  a 
considerable hike in the wage rate . I t  has ranged from 
30 per cent to 40 per cent. The unprecedented rise in 
the prices of raw materials and tho wage rate inorense 
would surely make the handloom product c o s t l ie r .

47
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Tabla 4*6* Wage rate fo r  solooted standard items

8 1 . Count Wages Wages Eor oent Wages.
num- Items p rior  to  refixed  increase per

Ko. ber re fix a tion  (per 'ICazhi'
(per kg) kg)- {re fix e d )

rate

1 o 20s Thorthu 11 .JC 15.80 ,39.82 3.59

2. 14.70 20.60 40.14 3-60

3. 20s. Other items 10*40 14.55 39.90 3.30

4- 26a
(; 13.70 19.20 40.15 3-35

5 . 3°S 15.80 22.10 39.87 3-35

6 . 40s * t 24.10 33.75 40.04 3.83

7. 60s r i 38.70 54.20 40.05 4 .10

6 . ‘ 80s t t 54.80 71.25 30.01 4.04

9 . 100a
s :

76.40 99.30 29 .97 4 .57
1 0. 120,' f » 110.00 143.00 30.00 5.41

Source: Circular o f  Hantex dated 28.11*87.

4 - 1 .1 0 .  Competition.

The major competitor o f the handloom industry is 
the organised m ill se c to r . They have better technologi
c a l base and methods o f production. Their resource base 
is al30 found to  be strong and varied. Batra (1978) had
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found that the productivity o f  the m ill sector  per 
worker was 30 to  35 meters per s h i f t  o f  eight hours 
while i t  was s ix  to  eight meters per day in handloom 
secto r . Goenka (1978) had observed that the then existed 

u tilise d  capacity o f  m ill sector  was 4800 m illion  meters 

in 1956 and 4120 m illion  meters in 1977. But its  f u l l
capacity could go up to  5000 m illion  meters. The u t i l l -

/ :\
aed capacity o f powerloom was 2000 m illion  meters, hut 
it s  f u l l  capacity could go upto 4000 m illion  meters.

The m ill sector  enjoys various economies o f sca le  
in the case o f procurement o f  yarn, dyes, managerial 
ta len ts, sales and other related a c t iv it ie s . The compo
s ite  m ills have the added advantages o f  assured yam sup
p ly  as they have some arrangements with spinning m ills .

The m ill sector  is  b etter  placed in the case of or
ganisational aspects as w ell. The m ill owners have their 
own national le v e l organisation lik e  Indian Cotton Mills 
Federation (ICMF) and the reg ion al le v e l organisations to 
protect their in terests and to do lobbeying fo r  their 
cause. The various t e x t i le  research organisations lik e  
South Indian Textile ' Research Association (SITRA), The 
Bombay Textile Research Association (BTRA), the Basti
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Indian Textile Research *.Association (EIXRA) have 
helped them to update the production techniques and 
b etter  the quality o f f ib re . Judging the m ill sector 
from the point view o f p r o f it ,  th eir competitiveness 

could better be understood. The foregoing chart 
presents th e ir  p r o fita b ility  r a t io .

The chart shows the p r o fita b il ity  ra tios  o f cotton 
te x t ile  industry for the past 15 years in terms o f  gross 
p ro fits  in re la tion  to the sales and p ro fits  a fte r  tax 
in re la tion  to the net worth. These ra tios have been - 
compared with the other industries taken as a whole.
I t  might be seen that the gross p ro fit  before tax shows 
a lower rate when compared to  other industries. As far 
as p ro fits  a fter  tax is concerned, fo r  the time period 

from 1972-75 to 1974-75 and from 1977-78 to 1980-81 the 
position  seems to be comfortable as has been evident 
from the comparison of such ratios to those o f  a l l  indus

tr ies  • The negative trend has been recorded only during 
the period o f 1975-76 to 1977-78.
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PROFITABILITY RATIOS
.„. t g *
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4 . 1 . 1 1 .  ftfchfir,fioiBMU1i.9ra

Besides the m ill se cto r  the hand loom industry o f 
Kerala faces s t i f f  competition from the powerloon sector. 

The i l le g a l  powerlooms and even the licensed power looms 
dump their products in the market under tho guise o f hand
loom products and snatch away the benefits  enjoyed by 
the handloom* This unhealthy practice has been unearthed 
by various Committees and Commissions appointed to study 
the problems o f  handlooms from time to time. The s t i f f  
competition from the handloom concerns o f  other states 
Is another challenge encountered by the handloom Indus try 
in Korala. Another threat that is  confronted by the tex
t i l e  industry in general and handloom industry in particu
la r , is  tho deluge o f  smuggled fa b r ic s . Das (1987) calcu
lated that the smuggled fabrics  worth & J00 crorea had 
found th e ir  way into our domestic market.

4*2. The Macro environment o f  the Industry.

Tho industry and it s  su pp liers, marketing interme
d ia r ie s , customers and pu b lics, a l l  operated in a larger 
maoro environmental forces that shape opportunities and 
pose threats to  the industry. Those forces represent 
uncontrollnbles which the industry ought to  monitor and• 1 t
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respond to  (K otler, 1983)* The macro environment con
s is t s  o f four major elements, vim* demographic, eoonomic, 
techn olog ica l and p o l it ic a l  forces*

4

4 .2 ,1 . Demographlo environment.

Marketers are keenly interested  in the s ize  o f  the 
population, i t s  geographical d istr ib u tion , density, 
m obility  trends , age d is tr ib u tion , b irth  marriage and 
death rates and s o c ia l ,  ethnio and re lig iou s  structure.
The rate o f  growth o f the population has great importance 
fo r  any business. The growing population means grovfing 

human needs * I t  means growing markets i f  i t  is  backed by 
purchasing power. Questions like  what to produce, fo r  whom 
to  produce, and how much to produce are to be answered by 
forcailating appropriate marketing s tra te g ie s .

A ll the demographic fa ctor oould not be produced in 
the discussion  as there is  the paucity o f  data. However, 
some o f  the major demographic variables are given in 
the subsequent pages*

The Table 4*7 shows a constant growth in the popula
t ion . The rate o f  growth o f  population fo r  the present 
decade is  found to be 1 .92 . The table has a lso  explained 
that there is  female domination in  sexwise r a t io . These 
figures would help to find out how much to produce i f  the
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per head consumption is known. Each firm might ascertain 
the quantity to be produced i f  i t  knew what was it s  market 
ahare. A sex-wise segmentation would a lso  he possible with 
these figu res .

4 .2 .1 .1 . Per capita consumption.

The knowledge o f  the population figures would alone
not help-the decision  o f  the quantity to be produced. It

' > 
may be supplemented by the probable per capita consumption
o f  te x t i le s . The Table 4 .3 . is  an attempt in th is  regard.

Table 4*7* Census o f  Kerala -  1901-1981.

Year
Persons in 

lakhs
Per cent
deoadal
variation

Kale in lakhs Female in 
lakhs

1901 63.96 - 31*91(49*89) 32.04(50.11)

1911 71.48 11.75 35.59(49.79) 35.88(50.21 )
1921 78.02 9.15 38.79(49.71) 39.23(50.29)
1931 95.07 21.85 47.02(49,46) 48.05(50.54)
1941 1 1 0 . 3 2 ' 16.04 54.43(49.34) 55.89(50.66)
1951 135.49 22.82 66.81(49.31) 68.68(50.69)
1961 169.04 24.76 83.02(49.11) 85.02(50.89)
1971 213.48 26.29 105.88(49.60) 107.60(50.40)
1981 254.45 19.24 125.25(49.22) 129.20(50.78)

Source: Census o f  India 1931.
Figures in parenthesis showed per oent to the 
t o ta l .
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Table 4*3. Per capita Consumption o f a i l  Text ilea  at 
D ifferent Income Levels -  A ll India

Annual household lnoome (in  fa) Year Quantity Value
in m in Es

1. less  than fa 3000/ — 1982 8.42 76.40
. ' 1983 8.87 90.47

1984 8.60 93.17
1985 9.86 107.93

2 « Es 3000/- to  & 5999/- 1982 10.71 124.64
1983 10.60 129.28
1984 11 *56 146.45-'
1985 12.49 164.75

3. Es 6000/- to & 9999/- 1982 14.01 194.23
1983 13.05 185.79
1984 13.59 203.04
1985 14.79 234.82

4* fa 10000/- to fa 19999/- 1982 16.79 275.55
1983 17.76 302.47
1984 16.01 295.73
1985 17.88 339.78

5. Es 20000/- to  fa 39999/- 1982 19.78 383.16
1983 17.17 384.49
1984 17.02 395.44
1985 18.02 428.86

6. fa 40000/ -  and above 1982 18.23 484-56
.1983 21.13 531.70
1984 19.83 531.70
1985 24.07 786.83

7 . Average o f  a l l  income 1982 13.52 205.24
group 1983 13.69 217.99

1984 13.83 235.57
1985 15.45 287.26

Source: Market Eesearch, Textile  Committee 1986.
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The census figures may be related with the quantity 
o f  consumption by the people aa shown in the Sable 4*8* 

Shough the people at higher strata  use more quantity 
o f  c lo th , i t  should be seen that the number o f  
people at that income bracket are re la t iv e ly  less in 
number. So segmentation on the basis o f  income would bo 
needed and produot mix should be developed according to 
the tastes and preferences o f  various income groups.
This table thus give an approximate clue as to  how much 
to produce fo r  each income group. I t  shows that there 
is  a poten tia l market fo r  handloom products but the ques

tion  is  how to reaoh them. It  is in this context that ap
propriate marketing strategies relevant to particu lar 

segments become inevitable*

4•2,1.2« Per Capita House Hold Consumption o f  Major 
Item o f  (textiles in D ifferent Areas.
* ‘ i

Area-wise segmentation would be very much desirable 
as the consumption pattern o f  people at d iffe re n t area 

varies* Hqnce, an illu s tra tio n  ha3 been made to show the 
d ifferen ce  in consumption pattern by consumers o f  d i f 
ferent regions.



T a b le  4 . 9 *  Per c a p i t a  H ouseho ld  c o n s u m p t i o n  o f  m a jo r  i tems o f  T e x t i l e s  
i n  d i f f e r e n t  a re a s  ( q u a n t i t y  i n  m)

Urban . R u r a l ___

1 H
 

1 H! 
^

11111111

I n d i a ___
1 983 1 984 1285 1982 1984

Items
D h o t i 0 . 8 2

( 5 . 1 9 )
0 . 8 5
( 5 - 4 )

O.92
( 5 * 2 9 )

2 . 0 6
( 5 . 8 )

1 .88 
( 1 4 . 2 1  )

1 .9 5  
( 1 3 . 1 7 )

1 .76 
( 1 2 . 8 5 )

1 .62 
( 11 .7 1  )

1 .7 0  
( 1 1 . 0 4 )

S a r e e s  5(m) 5.41
( 3 4 . 2 4 )

5 . 4 5
( 3 4 . 6 9 )

6 .0 5
( 3 4 . 7 7 )

3 . 3 0
( 2 5 . 3 3 )

3 - 5 8
( 2 7 . 0 6 )

4 .0 2
( 2 7 . 1 4 )

3.81 
. ( 27 .8 1 )

4 . 0 4
(29-21 )

4 . 5 2
( 2 9 . 2 6 )

Long c l o t h ,  S h i r t s  
Gray c l o t h

0.71
( 4 . 4 9 )

0 .7 3
( 4 . 4 5 )

0 .4 9
( 2 . 8 2 )

0 .6 2
( 4 - 7 6 )

0 . 5 9  ■ 
( 4 . 4 6 )

0 .5 1
( 3 - 4 4 )

0 .6 4
( 4 . 6 7 )

0 .6 2
( 4 . 4 8 )

0 .5 0  
(3 - 24 )

S h i r t i n g 2. 0 1
( 1 2 . 7 2 )

1 .99
( 1 2 . 68 )

2 .22 
( 1 2 . 7 6 )

1 .96 
( 1 5 . 0 4 )

1 .96  
(1 4 .0 1  )

2 . 20 
( 1 4 . 8 5 )

1 -97 
( 1 4 . 3 8 )

1 .96 
( 1 4 . 1 7 )

2 . 2 1
( 1 4 . 3 0 )

C o a t i n g /
S u i t i n g

0 .74
( 4 . 68 )

0 .74  
( 4 . 7 1 )

0 . 7 7
( 4 . 4 3 )

0 . 3 8
( 2 . 9 2 )

0 .3 6
( 2 . 7 2 )

0 .41
( 2 . 7 7 )

0 .4 7
( 3 . 4 3 )

0 .4 6
( 3 - 3 3 )

0.50
( 3 - 2 4 )

l a d i e s  d r e s s  
m a t e r i a l s

1 .09 
(11 .9 6 )

1 . 7 0  
( 1 1 - 3 3 )

1 .82  
( 1 0 . 4 6 )

1 .21  
( 9 * 2 9 )

1 .2 3  
( 9 . 3 0 )

1 -35 
( 9 . 1 2 )

1 .37 
( 1 0 )

1 .3 6  
( 9 . 8 3 )

1 .47  
( 9 . 5 1 )

Bod s h e e t /  
Bed c o v e r

0 . 5 2
( 3 . 2 9 )

0 . 5 2
( 3 . 3 2 )

0.62
( 3 . 5 6 )

0 . 3 7
( 2 . 8 4 )

O.36
( 2 . 7 2 )

0 . 3 9
( 2 . 6 3 )

0 .4 0
( 2 . 9 2 )

0 .3 9
( 2 . 8 2 )

0 . 4 4
( 2 . 8 5 )

To w e l /T u rk e y
Towel

0 . 2 3
( 1 - 4 6 )

0 . 1 5
( 0 . 9 5 )

0 . 2 8  
(1 .6 1  )

0 . 2 2
( 1 . 6 9 )

0 .1 5
( 1 . 1 3 )

0 . 2 6  
( 1 . 7 6 )

0 .23
( 1 . 6 8 )

0 .15  
( 1 . 0 8 )

0 . 2 7  
( 1 . 7 5 )

Readymade
Garments

1 .28  
( 6 . 1 0 )

1 .35
( 8 . 5 9 )

1 .01 
( 1 0 . 4 0 )

1 . 1 0
( 8 . 4 4 )

1 .1 2
( 8 . 4 7 )

1 .44  
( 9 . 7 2 )

1.14
( 8 . 3 2 )

1 .17
( 8 . 4 6 )

1 *53 
( 9 . 9 0 )

H o s i e r y  goods 0 . 9 7
( 6 . 1 4 )

0 . 8 6
( 5 . 4 7 )

1.04 
( 5 . 9 8 )

0 . 7 6  
( 5 • 8 3 )

0 .7 4
( 5 . 5 9 )

0 . 9 7
( 6 . 5 5 )

0.81 
(5-91  )

0 . 7 7
( 5 - 5 7 )

0 . 9 9  
( 6 . 4 1  )

Oth er s 1 .22  
( 7 . 7 3 )

1 .29 
( 8 . 2 1 )

1 . 3 8  
( 7 . 9 3 )

1 .05
( 8 . 0 6 )

1 .26 
( 9 . 5 2 )

1 .31 
( 8 . 8 5 )

1 .1 0
( 8 . 0 3 )

1 .29  
( 9 - 3 3 )

1 .32  
( 8 . 5 4 )

T o t a l 1 5 . 8 0  
( 1 0 0 )

15.71
( 1 0 0 )

1 7 . 4 0
(1 0 0 )

- 1 3 . 0 3  
( 1 0 0 )

1 3 .2 3
( 1 0 0 )

14.81
( 1 0 0 )

13 .7 0
(1 0 0 ) 111

(«V"* 
1 

CD 
O 

I 
• O 

[ 1
T*- W 

|

1 5 . 4 5
( 1 0 0 )

S o u r c e :  Handbook o f  S t a t i s t i c s  on Cott on  T e x t i l e  I n d u s t r i e s  ICMF p . 2 9 .



58

The Table 4.9 reveals that the seree is  the 
s in g le  dominant item in both urban and rural areas.
The second item showing a higher usage ra te  is  sh irting 
in  both the areas barring the year 1983 in rural area. 
'The dhoti has a substantial market in rural area while 
i t  is  very low in urban market. Ladies* dress materials 
form the next best market in both areas which is  f o l 
lowed by the ready-made item. This is in d icative  o f the 
fa ot that a proper market segmentation and further in 

depth study on the peculiar features o f  each segment 
would enable to id en tify  product va rie ties  to match 

d e fin ite  segments. In sh ort, there are s im ila r it ie s  in 
rural and urban consumption pattern in some respects 

but in certa in  others they have d iffe re d . Shis proves 
that segmentation based on area is  worthwhile. Hence, 
further analysis in the growth o f  urban and j.rural 
population is found to  be b e n e fic ia l.



Table 4 .10 , Indices o f  Growth in Urban Population o f  Kerala State 
D istriotw ise 1901-1981 •

D is tr ic ts 1981 1971 1961 1951 1941 1931 1921 1911 1901

Cannanore 1177 583 539 224 148 132 112 119 100
\vynad - - - - - — - -
Calicut 691 636 430 258 185 125 104 101 100
Malappuram 1683 1182 - 719 603 400 241 204 212 100
Palghat 553 366 255 251 170 126 117 109 100
Trlchur 1650 801 595 526 384 283 166 130 100
Brnakulaa 1352 857 533 353 256 203 130 118 100
Idukki 1292 731 HA 309 121 100 -  . - -
Kottayam 500 656 520 482 296 246 179 102 100
Alleppey 1218 1173 1012 724 4S4 394 287 129 100
Quilon 2359 1210 919 . 914 510 369 263 120 100
irivandrura 1133 987 775 531 308 231 176 110 100
Average for 
the State 1050 763 562 402 263 202 150 115 100

Source: Censes o f India 1981, aeries 10 Kerala, General population
Table part I I  A p .29.
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The Table 4*10 ha a thrown lig h t  upon the growth o f 

urban population over the decades in d iffe ren t d ia tr io ts  
in Kerala. The rate o f  growth shows an upward trend.
Quilon has recorded a  higher rate o f growth in urban popu

la t io n  which is  followed by MolappurBm. Trichur has the 
th ird  place in th is  regard. Palghat has recorded the lowest 
rate o f  growth in urban population. This sort o f  index 
would help the handloom marketing# organisation , to schedule 
product lin e  and to  formulate appropriate d istrib u tion  stra
tegy  in various d is t r ic t s  o f Kerala. The discussion would 
be incomplete unless the growth o f ru ra l population has not 
been explained.

From the Table 4*11# i t  is  understood that there is 
su bstan tia l growth in the rural population a ls o . This table 

could be supplemented with the previous table and related 
to  the consumption pattern to  get .the probable quantity 
that rural areas would require- This may a lso  help to 
formulate the d istrib u tion  strategy pertaining to the se le 

ct ion  o f rural r e t a i l  ou tle ts . The d istribu tion  strategy 
and decision  with regard to the number o f  outlets in the 
d istrib u tion  network can not bo assessed i f  the density o f  
population is  not ascertained.



Sable 4*11* Progress in Rural Population in the State o f  Kerala — 1901—1981 •
( Figur es in  lakhs )

Tear 1981 1971 1961 1951 1941 1931 1921 1911 1901

Personf 206.82 178.80 143-49 117*23 98.36 85-91 71-21 66-23 50.92
Hale. 101.68 88.52 70.79- 57.65 48-39 42-39 35-31 32-91 29-58
Female 105-14 90.28 72.70 59-58 49.97 43-62 35-90 33-32 29-34

Sources Census o f India -  1981, Series 10 Kerala, General Population 
Table Part I I  A. p . 32-

Table 4 -12 . Density o f  Population in Kerala 1901-81.

Year 1901 1911 1921 1931 1941 1951 1961 1971 1981

Population 165 1 84 201 245 284 349 435 549 655
per segt km .

Source: Census o f  India 1981. Series 10 Kerala General Population Table
Part I I  A p-33-
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It  has been ascertained from lab la 4*12 that the 
density o f population per square kilometer ia on the 
increase. She density fo r  the present decade la found 

to be 655 par sq km.

4*2.3 . Economic environment.

Market requires people «e v e i l  as purchasing power. 

Total purchasing power would be a function o f  current 

inocmo, p r ice s , savings and c re d it  a v a ila b il ity . Marke

ters should take the economic environment as a barometer 
in deciding appropriate marketing stra teg ies . These 

economic: ind icators are given in the further analysis.

The Table 4.13 shows that there la a steady growth 
in  th© gross national product both at current prices and 
the prices o f  base year. A trend akin to  net national 
product hascalao been found. In the per capita net national 
product a lso a sim ilar puce o f  growth is  n oticed , never
theless* the trend in the base year's price is  not found 
to  be proportional. The growth indicated a stagnancy in 
1982-83 and in the subs equent year • The growth o f  per 
capita net national product from 719*5 in 1981-82 to 721.0 
in  1982-83 is  not so high. However, the growth in 1984-85 
is  su bstantia l. The economic indicators thus show a 
comfortable s itu a tion .



T a b l e  4 . 1 5 .  Gross  N a t i o n a l  P ro du c t  and Net N a t i o n a l  P r o d u c t

Year
Gross N a t i o n a l  P r o d u c t  

a t  f a c t o r  c o s t  
( Bs c r o r e s  )

At currtent At 1970-71 
- p r i c e  p r i c e

Net N a t i o n a l  p ro d u ct  
a t  f a c t o r  c o s t  

( fir c r o r e s )
At c u r r e n t  At 1970-71 

p r i c e  p r i c e

P e r  c a p i t

At c u r r e n t  
p r i c e

a Net N a t i o n a l  
p r o d u c t
(HsJ

At 1970-71 
p r i c e

19 7 9 - 8 0 ( P ) 954 13 47233 88716 44136 1336.1 664 . 7
1980-81 ( F ) 113907 50793 105804 47496 1 5 5 8 .2 6 9 9 -5
198 1- 8 2 (  P) 130471 53467 120691 49935 1739.1 7 1 9 .5
198P -Q 3 (P ) 1 44884 54836 133457 51119 1 8 8 2 .3 721 . 0
1 9 8 3 - 8 4 (P) 171201 59043 157030 55100 2 1 8 0 . 0 7 2 1 , 0

1 9 8 4 - 8 5  ( P) 188459 61201 173207 57014 2 3 4 3 -8 771 .5

S o u r c e :  Handbook o f  S t a t i s t i c a  on C o t t o n  T e x t i l e  I n d u s t r y ,  ICMP, p . 108 .  

P .  P r o v i o i o n a l  Q. Q i i c k  E s t im a t e



Table  4 . 1 4 .  P e r  c a p i t a  Income o f  D i f f e r e n t  S t a t e s

A t _ c u r r e n t _ p r i c e ___________   2r ^2®
1970-71 1 9 7 9 - 8 0 1 980-81 1 9 8 1 - 8 2 1 9 7 9 - 8 0 19 80-81 198 1-82

Andhra Pradesh 5 8 6 ( 1 0 ) 1 1 6 7 ( 1 1 ) 1 3 1 3 ( 1 0 ) 1 5 3 6 ( 8 ) 6 3 1 ( 9 )  ■ , 6 4 9 ( 8 ) 718  (7 )
Assam 5 3 5 ( 1 ? ) 1 0 6 3 ( 1 2 ) • 1 2 2 1 ( 1 2 ) 1 380( 1 2 ) 5 1 6 ( 1 2 ) 5 5 8 ( 1 2 ) 5 4 6 ( 1 3 ;
B ih ar 4 0 2 ( 1 7 ) 7 9 5 ( 1 7 ) 8 7 0 ( 1 7 ) NA 4 0 5 ( 1 6 ) 4 2 0 ( 1 8 ) NA
Gu Jarat 8 2 9 ( 3 ) 1 64 1 (4 ) 1 8 6 6 ( 4 ) 2 2 1 1 ( 4 ) 8 5 2 (4 ) 8 6 5 ( 4 )  ' 9 5 0 ( 4 )
Himachal  P r a d e s h 6 7 8 ( 7 ) 1 2 8 8 ( 7 ) 1 5 2 3 ( 6 ) 1 6 5 9 ( 5 ) 6 4 6 ( 7 ) 6 9 4 ( 6 ) 7 1 9 ( 6 ;
Haryana 8 7 7 ( 2 ) 1 9 2 3 ( 3 ) 2 3 3 5 ( 2 ) 2 5 7 4 ( 2 ) 9 5 7 ( 3 ) 1 0 5 7 (2 ) 1 0 7 4 ( 2 )
Jammu & Kashmir 5 4 8 ( 12) 1 3 0 1 ( 6 ) 1 4 9 6 ( 7 ) 1 6 3 0 ( 6 ) ' 6 3 3 ( 8 ) 6 7 3 ( 7 ) 6 8 1 ( 8 )
Knrna taka . 685 ( 6 ) 1 2 0 8 ( 10) 1 3 M ( 9 ) 145 8 (9 ) 6 7 5 ( 6 ) 6 3 7 ( 9 ) 6 6 4 ( 1 0 )
K e r a la 5 9 6 ( 9 ) 1 2 7 1 ( 8 ) 1 38 2 (8 ) 1448(  10) 6 1 3 ( 1 0 ) 6 1 9 ( 1 0 ) 63 6 ( 1 1 )
Hndhya PradeBh 4 8 4 ( 1 5 ) 8 6 4 ( 1 6 ) 1 134 (15 ) 1 2 1 7 ( 1 4 ) 3 9 5 ( 1 7 ) 4 8 9 ( 1 5 ) 5 0 1 ( 1 5 )
Maharashtra 7 8 4 ( 4 ) , 2 048 ( 2 ) 2 2 9 4 ( 3 ) 2 5 1 9 ( 3 ) 9 9 8 ( 2 ) 9 8 0 ( 3 ) 1 0 0 8 ( 3 )
Manipur 3 7 7 ( 1 8 ) 9 4 5 ( 1 4 ) 1 0 5 2 ( 1 6 )  , 1 0 4 5 ( 1 5 ) 4 3 0 ( 1 4 ) 4 6 2 ( 1 7 ) 4 6 2 ( 1 6 )
Or is on 4 82(  1 6 ) ( 9 3 1 ( 1 5 ) 1 1 4 7 (1 4 ) NA 4 2 4 ( 1 5 ) 5 2 4 ( 1 4 ) NA
Punjab 1 0 3 0 ( 1 ) 2611(  1 ) 2 7 6 8 ( 1 ) 31 2 2 ( 1 ) 1 3 6 5 ( 1 ) 1 3 6 7 ( 1 ) 1 2 2 9 ( 1 )
Rajas  than 6 8 0 ( 8 ) 1 0 2 3 ( 1 3 ) 1277(11 ) 1 4 1 7 ( 1 1 ) 5 3 4 ( 1 1 ) 5 5 5 ( 1 3 ) 5 8 5 ( 1 1 )
Tamil  Nadu 5 8 1 ( 1 1 ) 1 2 1 0 (9 ) 1 1 9 7 ( 1 3 ) 1 3 7 3 ( 1 3 ) 6 4 6 ( 7 )  , 6 1 5 ( 1 1 ) 6 6 7 ( 9 )
Tr ip u ra NA NA NA NA NA NA NA
U t t e r  Prades h 4 86 (1 43 7 2 1 ( 1 8 ) 8 1 8 (1 8 ) 9 2 9 ( 1 6 ) 4 7 4 ( 1 3 ) 4 7 7 ( 1 6 ) 5 0 5 ( 1 4 )
West B e n g a l ■< 7 2 2 ( 5 ) 1 4 1 3 ( 5 ) 1 5 5 3 ( 5 ) 159 5(7J 7 1 6 ( 5 ; 761 ( 5 ) 7 2 0 ( 5 )
A l l  I n d ia

_______________ § 2 2 ___________ ■ _ ,_ 1 2 2 2_______ 1 £71 _ _ 1 2 5 °  —  . 667 JOO 220
3 o u r c o j  Census o f I n d ia  -  1981 F i g u r e s  in parenth.es ie showed the ra n k
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Prom the Table 4*14, i t  1b ascertained that the 
State of Kerala has only rather a backward position  in the 
per capita income when compared to other s ta te s . The marke
ters have to take the cue from th is . The price strategy 

should su it th is  low rate o f  income. The sa les promotion 
strategy  may be adopted in such a way that people could 
a fford  the products or arrange in that way the people could 
possess goods at easy terras, Bince the c lo th  being a thing

t

the use o f which oould be postponed, the p o licy  shoiild be 
one o f  push strategy . The coat reduction, roduood d is t r i 
bution and administration cost and proper inventory manage
m ent have to  be oared for*

It  is understood from the Table 4.15 that there is  a 
general price sp ira l in a l l  commodities. I t  had to be noticed 
that there is  a considerable r is e  in the price index o f food 
a r t ic le s . This hinto at the plausible consumption pattern 
o f  the people. Being an essen tia l commodity th© greater 

share o f the disposable inoom© would go to these primary 

a r t ic le s . That vould suggest that the consumption o f durable 
item might be dropped. At the same time there has recorded 

a price r is e  in the raw cotton , yarn and dye s t u f f ,  in th© 
recent years. A corresponding hike in prices o f m ill mad© 
c lo th  has a lso  been found. This situation  would require 
the e ffic ie n c y  in costa whether It  is  in production or d is 
tribu tion  le s t  the handloom products should bo considered 
c o s t ly .



2hble 4*15* Index Numbers o f  wholesale prices Bases 1970-71 a* 100

Period
A ll commo
d it ie s

Food a r t i 
cles

Haw
cotton

Cotton
yarn

Cotton
m illa

Cotton Bye 
te x t ile s  s tu ffs

Power
fu e l
e tc .

1979-80 217*60 186.6 164-4 221.6 192.6 198.2 226.8 283.1
1980-81 257.30 207.9 182.9 237-4 208.9 213.0 253.9 354.3
1981-82 281.30 235.1 227-3 251.4 231.3 228.2 267.0 427.5
1982-85 288.70 249.6 199-4 254.2 - 244.1 235.4 275.7 459.7
1983-84 316.00 283.2 221.6 262.6 252.8 246.4 285.0 494.8

1984-85 338.40 297.4 261.0 291.1 258.2 298.9 299.9 518.4
1985-86 357.80 317.8 215.5 291.? 269.6 265.4 330.2 579.9
1986-87 395.58 403.0 297.6* HA HA HA HA NA
1988 
July 23 432.8 408.2 314.8* HA HA HA HA KA

Source: Hand Book o f  S ta t is t ica  on Cotton te x t i le  Industry, ICHF, p .112. 
The Hindu Mar. 9* 1987. p .24-
* Figures were c o l le c t iv e ly  fo r  f ib r e .

o\a\
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4 *2 . 3 * Technological environment«

is  far as the technological environment o f the 
handloom industry is concerned, the improvement are found 
to he slow . Perhaps, the only noteworthy change that has 

occurred in the industry is  the s lig h t m odifications in 
some o f  the ex istin g  looms lik e  Kanchipuram, Nepal and 
CJhitaranjan looms. As a re su lt , their productiv ity  has 
gone up to some extent. I t  is  found that changes on 
the same lin e  when adopted to tra d it ion a l looms in Kerala 
have met with resistance. Another change that has taken 
place is the adoption o f man-made fibre  in the fib re  
mix o f  the handloom industry. The cred it fo r  this goes 
to  Hantex and Hanveev as pioneers in this f ie ld .

4*2.4* P o l i t i c a l  environment.

Marketing decision  is often affected  by changes in 

p o l i t i c a l  environment. This environment is  made up 
o f laws, government agencies and pressure groups that 
in fluence and create constraints to various organisa

tions and individuals in S ociety . However, the handloom 
industry has been enjoying a protective p o licy  since 
independence despite changes in p o l it ic a l  se t up.

To m itigate the hardships o f  the industry, the State 
has encouraged co-operativ isa tion  and the formation o f
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sta te  and national lev e l corporations to ensure un

interrupted supply o f  yarn at steady p r ices , The supply, 
o f  yarn is envisaged to  be channelised through the depots 
o f  the National Handloom Development Corporation. Pro
duction o f mixed and blended fa b r ics , reservation 
p o licy , removal of cost handicaps to make handloom pro
ducts com petitive, improving th eir marketing and promo
t io n a l e ffo r ts  and strengthening their data base through 
Handloom Censor and refinance f e c i l i t y  are some o f the 
measures implemented by the State to u p l i f t  the handloom 
industry.

To probe into the problems o f  the industry, the 
Government had appointed a number o f  Committees and 
Commissions, v iz .  Kaungo Committee, Textile Enquiry 

Committee, Government o f  India Study Team, Powerloom 

Enquiry Committee, Ashok Metha Committee, Pact Finding 
Committee, High Powered Study Team on Handloom or 
Sivaraman Committee.

The various Industrial P olicy  Resolutions and Textile 
P o lic ies  announced by the state from time to time have 
emphasized the dire need o f strengthening th is tradi
t ion a l industry.
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The Industrial P olicy  Resolution (1948) e x p lic it ly  
stated  that the Cottage and V illage indue tr ie s  had a 
very important ro le  in the national economy. I t  fo s 
tered indiv idual, v illa g e  or co-operative en terprises•

Having rea lised  the outlime featuros o f decentralised 
in du stria l se c to r , the In du stria l P olicy  Resolution o f  
1956, demanded that the State should r e s tr ic t  the volume

l
o f  production o f  the large se cto r , provide d if fe r e n t ia l

taxation and subsidies and in cen tives, provide fin a n cia l
/

assistance to modernise techniques o f production to in 

crease competitive strength, enoourago the formation o f  
in du stria l co-operatives and pay constant attention to 

sm all and cottage industries.

Industria l P olicy  Resolution (1977) brought about 

a revolutionary ohange in the f ie ld  o f decentralised 
se c to r . 'I t  stressed on the programmes o f quality  impro
vement, bettering  productiv ity , coat reduction and marked; 
innovation fo r  th is Beotor. The policy  statement created 
a new sector named ’ tiny  s e c to r ’ and suggested the. 
concept o f appropriate technology. Formation o f D Istriot 
Industries Centre to- provide a l l  the serv ice  except 
finance under a sin g le  umbrella, was a land mark in the 
provision o f  infrastructure f a c i l i t y  to the decentralised
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secto rs . .As a part o f  market expansion the Government 
Departments were directed to purchase their requirements 
from the decentralised se c to r .

The Industrial Policy Resolutions o f  1980 and 1985 

were sworn in to guarantee economic v ia b i l i t y  in the v i l 
lages through a wider net work o f  v illa g e  industries.

These policy  Btatenants emphasised upon the need for  up

dating production technology, quality Improvement, co -or
dinated e f fo r t  to provide c re d it ,  market support and 
fa c i le  supply o f  raw material.

The Textile Policy  (1978) stated that in the leas or
ganised end decentralised 3ector o f  handloom, khudl and 

ser icu ltu re , d i f f i c u l t ie s  regarding the supply of yarn, 
su itable  marketing arrangements and sim ilar factors had 
resu lted .in  a le3s than adequate growth ra te . D i f f ic u l 
t ie s  regarding the a va ila b il ity  o f  yarn at reasonable 
p r ic e s , marketing problems and competition from the power- 
looms had been some o f  the reasons for  this sorry state 
o f  a f fa ir s .

The Textile Policy  (1985) had transferred the pro
duction o f  controlled cloth  to  the handloom sector . 
PUrther, the share of Union Government in the rebate was 
reduced the 50 days which was otherwise shared equally
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by the State and Union Governments . Nov o f  the to ta l 
101. days o f  rebate* the Central Government would share 

only 30 days rebate. The res t  had to be borne by the 
State Government*

From the foregoing faots i t  is  evident that the 
micro and macro environments o f  handloom industry is  a 

mixture o f strength, weaknesses, opportunities and 
threats.' ,



Results And Discussion



CHAPTER V 

RR3UIiT3 ARP DDaGUSdlOH

This chapter i3 divided into four parts. F irst' 
part analyses the marketing stra teg ics followed 

by various organisations. Data fo r  this is  based on 

the response*! co lleoted  from the o f f ic e r s  o f  the orga
nisations and owners o f  the firm3 under study. The 
second part deals with the effectiveness o f  variou* 
marketing strategies adopted by the ©ample u n its . The 

third part comprises o f  consumer attitude towards mar
keting strategies o f  the handloom concerns. The. la st . 
part accounts fo r  the price spread o f  so lected  handloom 
items•

5•1• Marketing strategies followed br the organiaationa.

5 -1 .1 . Market segmentation.

The survey among the sample units revealed that 
none o f  the organisations appears to have made a cons
cious and s c ie n t i f i c  e f fo r t  to  segment the market. 

According to the information gathered, tho reasons for 
riot underteklng the market segmentation are, the financial 
constraints and paucity o f  personnel es fa r  as the kerala 
Jtate Handloom Weavers' Co-operative dooiety  and the
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Korala state Handloom Development Corporation are con
cerned. The private firms o f  Trivandrum have f e l t  that 

they enjoy already a certain assured market fo r  tradi

t ion a l products and hence, the process o f  market segmen
tation is not essentia l. The private firms o f  .
Cannanore have a d if fe ren t case. The bulk o f  their busi
ness Id based upon the orders received from the foreign 

buyers. They are required only to execute the orders 
canvassed according to the prsdecided s p e c i f ica t io n ,  
price and delivery  schedule. The challenging task, these 
f i r m  undertook is the securing o f  orders from the foreigr 
buyers. Hence, in essence the private firms of Cannanore 
a lso  are not in the habit o f  using market segmentation 
as a matter o f  strategy.

5 .1 .2 .  It  is noted that none o f  the firms undertake 
any kind of marketing research a c t iv ity ,  nor do they 
depend on any outside firms to perform the marketing 
research on th e ir  behalf.

5 .1 .3 .  Product.

The product line o f  the Kerala state Handloom 
Weavers4 Co-operative Society and the Kerala State 
Handloom Development Corporation consists o f
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1 • Dress materials
i* Traditional variesxes 

i i .  Modern varieties
2. Towels

3« Jurnishing materiala 
4. Bed room items 
5* .Readymade items.

The product lin e  o f.p r iv a te  firms in Trivandrum 
d is t r ic t  is  found to  have the follow ing:

1* Dress materials (Traditional v a r ie t ie s )

2 . Towels.

The prcduop line or private rirma in Gannanore
;

d is t r ic t  is  comprised o f;

1. Dress materials (Modern v a r ie tie s  with sp ec ia lisa 

tion  in cotton sh irting  m aterials)
2. Dress materials (T raditional v a r ie t ie s .o n ly  one 

unit is found to  trade in these v a r ie t ie s ) .
3* Furnishing m aterials.
4* Ready made items in cotton .
3. Bed room items except mosquito nets.

iProduct deslrm

As far as product designs are concerned only few 
design innovations are found p in the tra d ition a l
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v a r ie t ie s .  Hence, only two items v ia . cotton shirtings 
end furnishing mstorials are selected and the number 
o f  designs introduced in last four year3 are listed  
below.

Table 5*1• £Q3 ign Introduction in Cotton dhirtingg

firms
Humber of designs introduced

yeprs
in the

1984 1985 1986 1987

Hantex 9 14 16 23
Hanveev 8 15 17 21

Pvt 1 14 18 22 20

Pvt 2 12 24 18 26
Pvt 3 15 18 19 23
Pvt 4 1 0 16 18 25

Sources Primary data.
Pvt refers to Private firms under study.

The analysis excludes private firms o f  Trivandrum 
d is t r i c t  since thoy have nc sh irting  item in their 
product mix. The Table 5.1 chows that in introducing new 
designs in sh irt in g  materials, the private firms rank 

better and hence i t  may be presumed that they are conscious
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o f  product development. Between Hantex and Hanveev, 

Hantex appears to be more concerned with the espect 
o f  product development.

Table 5*2. Besign Introduction in Furnishings

Name o f  tho 
organisation

Number of dosigna 
years

introduced in

19S4 1985 1936 1987

Unntez 13 14 14 19
Hanveev 14 19 21 21
Pvt 1 33 40 47 53
Pvt 2 35 43 43 47
Pvt 3 40 48 45 50
Pvt 4 38 41 47 43

Source; Primary data
Pvt refers the private units under study.

The Tablo 5*2. accounts fo r  the numbor o f  designs 

introduced by various firms in furnishing materials.
The private firms o f  Trivandrum d is t r ic t  is  excluded, 
fo r  they do not trade in furnishing cloth s . It  reveals 
that the private firms are more concerned with the in
troduction o f  new designs than that o f Kentex and Hanveev
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Perhaps, this might he due to the fa c t  that Hanveev 
Rind Hant«x cater only to  the existing domestic markets. 

The approach o f the private firms in introducing new s 

designs1 can not "be considered as th eir own innovative
ness* Because th e ir  source o f design innovation is  found 
to be the foreign  buyers. The only exception found is  
a private firm in Cannanore where i t  uses the services 
o f  sp ec ia lis ts  in bringing forth  new designs and pat
terns on a continual basis.

As a general observation i t  might be derived that 
no firm undertook product development on a s c ie n t i f ic  
basis and did not appear to have considered i t  as a major 
marketing strategy.

Prom the Burvey i t  is  &1bo found thot none o f the 
firm has made product line analysis. 31nce the firm do 
not keep the sa les figures item-wiso, the contribution 
o f  d iffe ren t items to  the to ta l sales volume and p ro fi
t a b i l i t y  could not be ascertained.

A ll the firms under study except two private firms 
in  Trivandrum d is t r ic t  are found to  have used in stitu 
t io n a l brand name. Hantex and Hanveev and a l l  the four 
private units in Cannanore d is t r io t  have trade mark. 
Individual hrand name has only lim ited app lica tion .
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Only Hantex, Hanveev and one o f  the private f ir e s  In 
the Cannanore d is t r ic t  are found to be using in d iv i
dual brand name.

The use o f  individual brand name ae a powerful mar
keting strategy to  in a t i l  brand loy a lty  among consumers, 
however, has not attracted attention  o f  any o f  the units 
under study. Special packaging fo r  th eir products is  
found to ta lly  absent in handloom marketing.

5 .1 *4* -Price.
In setting  the price , a l l  the'firm s under study 

are found to  fo llow  only one step in the process o f  
pricing  v iz .  the estimation o f  the c o s t .

A ll the firms under study uniform '-lly follow  the 
cost-p lu s pricing  method. Nevertheless, Hantex and 
Hanveev have followed demand oriented prioing method too . 
In the pricing o f  now product the firms have adopted the 
oost-p lu s prio in g .

One private firm in Trivandrum and four private 
firms in Cannanore allow cash discounts and quantity 
discounts.- In addition to  those, one o f  the private 
firms in Cannanore resorted to  seasonal disoounts to 
combat the^rebate which is  allowed by the Hantex and 
Hanveev.



79

The Hantex and Hanveev have employed-the promo
tion a l pricing only and the method used in this respect 
is rebate. During the rebate period o f Hantex and 
Hanveev, one o f  the private firms in Trivandrum d is tr ic t  
is a lso found announcing rebate.

H istories 1 nrice fluctuation In Hand loom products.

The organisation survey brings about the price trend 
o f  handloom products in various year3. here only a few 
commonest items are selected for  the analysis. The se le 
cted varieties  include the double dhoti (Small boarder;, 
matching set (small boarder) 'k a i le e ' and 'thorthu '.

The Table 5-3* reveals that there is  wider change in 
the price tag o f various organisations. The Hantex and 
Hanveev have always the hlghe3t price tag in a l l  types of 
counts except:in the case o f  120 x 120 in the year 1988.S 3
Between Hantex and lianvoev, the former has a higher price 
tag in lower counts while the la tter  has a higher price in 
the f in er  count3 . The s ig n ifica n t  d ifferen ce  in price rang 
is noticed among the private firms voo. In a l l  the firms 

an unprecedented price rise  has been noticed in the year 
1988. This is due to the price  r ise  of yarn in this year 
which has been explained .elsewhere in the study.
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Table 5*3. -Price fluctuation o f Double Dhotiea
[fti a l

Year &an]e °£ the organisation Hantex Hanveev Pvt 1 Pvt 2 m  3 Pvt4

Counts: 60x60

1 984 35 31 29 27.50 HA 25
19S5 58 34 31 29 24 25
1986 40 36 32 31 25.75 35
19e7 42 38.75 33 33.25 27.50 36.25
1 988 47 43 44 41 41 45
Counts: 80x80

1 984 40 37 HA 34.25 30 29
1965 42 39 HA 34.25 32 29
1986 44 41 HA 34.25 35 39
1987 46 43 49 38 36 39.50
1988 52.70 48.75 49.50 55.50 50 50
Counts: 100x100 -

1984 45 46 Ha 44 39.75 35
1985 48 48 HA 46 40 35
1986 50 ' 50 HA 46 42 45
1987 52 55.25 41 48.50 45 49
1988 64.5 0 50.75 52.50 60 60 55
Counts: 120x120

1984 52 55 HA 4S HI1 40
1 985 54 58.75 HA 48 Hil 40
1986 56 61 HA 49.75 Nil 50
1987 58 64 63 54 Hil 55.75
1988 68 75 73 66 Nil 65

Sources Primary Data.
Note: Pvt refers to Private firms from where data collected
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Table 5*4. Price fluctuation  in Hatching seta
jjtt /?c J.

y .  Name o f the 
Z organiaation Hantex Hanveev m i Pvt 2 Pvt3 fv

——————~ — — — — ——

Counts: 60x6^
1984 46 48 43 41 39 36
1985 46 50 44 41 41 391986 51 52 47.75 41 41.75 42
1987 54 54 60 43 44 44
1988 59 57 65 50 49 55
Counts: 6Ux8Us
1984 52 53 45 44 37.50 41
1985 56 55 . 48 44 38 44
1986 58.25 57 49 45 41 49
1987 60 59 68 47 43 53
1988 63 62 76 55 5Q 57
Counts: 100x100a
1984 69 70 48 49 47.50 45
1985 72 71.50 51 49 50 49
1986 76 75 52 49 51.25 53
1987 79 77 70 51 67 57
1988 79 78 78 59 70 75

3 ource: Primary date*
Hotei Pvt re fers  to  private firm s.

The Table 5 .4  a lso  shows a s im ilar trend o f  prioe as 
has been found in the Table 5*5* but with an exoeptlon in 
the case o-p 1Pw+- 1 in the years 1987 and 1988. Her© the price 
o f  organised se c to r  has been found to  he lower than this 
particular u n it.
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Table 5*5 Price fluctuation  o f  'ICailee*
jjn

Ham© o f the 
Year organisation Hantex Hanveev Pvtl Pvt2 Pvt 3 Pvt 4

Counts: 40ax40s
1984 20.00 20.70 19
1985 2 1 .0 0 22.50 19
1986 23.00 24.50 21
1987 25.00 24-50 21
1988 28.00 27.00 24
Counts: 60sx60s

1984 24.00 24.75 20
1985 28.50 28.00 31
1986 30.00 29.70 23
1987 30.00 30.15 23
1988 31.00 30.15 27
Counts: 8Csx80s

1984 29.00 28.50 25
1985 3 1 .0 0 30.15 27
1986 32.25 31.05 30
1987 33.00 32.40 32
1988 53.50 34.20 35

Source: Primary data
Pvt refers to  the private unite under the study.

The price flu ctuation  o f  the three private firms is l e f t  
out because they procure Kailees from the Tamil Hadu powerlooms. 
The Table 5*5 reveals that there is  a price d iffe ren ce  between 
Hantex and Hanveev. In many a year the price  o f  Hantex has been 
found to be lower than the Hanveev. The price o f the private 
un it is seen to be much lower than the organised se c to r .
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Table 5 .6 . Price flu ctuation  o f 'Thorthu1 (Erezha grey)
[ i t  & ]

Year organisation Haat“  Hanvnev

Counts:! 2Qsx2Go 
S ize :. 28Hx54"

1984 3.50 3.75
1985 4.00 4.50
1985 4.50 5.00
1987 5.50 5*50
1988 6.60 6.25

Counts: 20sx20s
S ize : (24nx45n

1984 3 .00 3 .0 0
1985 3.50 3.75
1986 4.00 4.00
1987 5.00 5.00
1988 6.00 5 .00

Souroe. -**imary data.

The Table 5*6 excludes the price  flu ctuation  o f  
'thorthu ' in the private s e c to r  as th e ir  source o f  sup* 
ply  is  found to  be the powerlooms o f  Tamil liadu. Bet-

i
ween the Hantex and Hanveev the price tag o f Hantex la 
found tb, be comparatively lower.
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These tables In general show that there Is a oon- 

3tant r is e  in price o f handloom products year a fte r  year. 
There is a lso  a spurt in the prioe o f  items in tho year 

1988 which is  the highest leap in the period o f  last 
f iv e  years• The reason o f th is has been the unprecedented 
price rid e  o f  the yam in the year.

Another general observation is  that the price  of 

items in the organised sector  is  invariably higher than 
that o f  the private firm s. This may be due to their p r i
cing p o licy . The Hantex procures fabrics from the primary 
societies  allowing the so c ie t ie s  10  per cent p r o fit  margin 
over and above th eir production co s t . Above th is price* 
the Hantex takes a p ro fit  margin o f  25 per cent. So the 
f in a l price is  the sum to ta l  o f  production cost o f the 
primaries, 10  per cent p ro fit  allowed to the soc ie ties  and 
25 per cent p ro fit  margin o f  the Hantex. She Hanveev a lso  

follow s the same su it when i t  procures fa b rics  from the 
3o-operative S o c ie t ie s . In procuring fa b rics  from 

'C lu sters ' the Hanveev need not fo llow  th is procedure*

'me lower price  observed in the private s e c to r
r

night be attributed  to the proverbial e f f ic ie n c y  that the
/

jo le  proprietory firms have and the possible manipulation
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in  the payment o f wages, dearness allowance etc* The 
f in a l  price charged by the organieed sector i s ,  in 

e f fe c t ,  35 per cent over and above the production cost. 
But the primary soc ie ties  price  need not be in the same 
order as that o f Hantex' and Hanveev because, the p r i
maries take only 10  to 20 per cent o f  p r o fit  margin 
over the production co s t . During the rebate period, 
the s e llin g  price o f  items o f the primaries gets fur
ther relegated to 10  per cent less than the actual pro
duction cost fo r  the so c ie t ie s  which charge only 10  per 
cent p ro fit  margin or gets equated with the production 
cost in case o f  so c ie tie s  which charge 20 per cent 
p r o fit  margin since the Government rebate is  20 per cent. 
The private firms are lik e ly  to  purchase during this 

period, by which they get relieved  o f the risks o f pro
duction and at the same time they can compete with the 
organised se c to r  in respect o f  p rice .

5*1 *5* D istribution .

The handloom units in the private sector o f 
Trivandrum area undertake a l l  the marketing channel fun
ctions except market research and physical d istribu tion  
function while the private units o f  Cannanore area,
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Hantex and Hanveev take up aU  the marketing channel 
functions except market research.

The. Hantex and Hanveev follow  an intensive d is t r i 
bution strategy with numerous r e t a i l  outktswhile the

: ' 2  private organisations are found to  have been adopting an
exclusive d istribu tion  strategy where,; the r e t a i l  outlets
chosen are minimum. The reason fo r  this might be that
they are so le  proprietory concerns and have th eir own

lim itations in follow ing Intensive d istribu tion  strategy.

In the esse o f the d istribu tion  stra tegy , Hantex and
Hanveev are found to  fo llow  d iffe ren t methods. While

Hantex has se t up it s  own show rooms with the exception 
o f  two agency show rooms which are run by se rv ice  co
operative s o c ie t ie s , the Hanveev has 24 show rooms of 
th eir  own and 70 agenoy-show-rooms »«  ■*« 1 ^87- 88• tflie 
ageney-show-rooma are run mainly by the private fabrics 
shops who are paid commission fo r  the sa le s .

She wholesaling functions that the firms under study 
undertake are carrying o f  s to ck , delivery  o f  goods and 
owning and transferring t i t l e s  to  goods. I t  is  found 
that these organisations do undertake some ca lcu lation  , 
fo r  predicting the demand though in a rule o f  thumb manner.
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The production is scheduled on the basis o f  orders re
ceived from the foreign  buyers in the cage o f Cannanor© 
baaed u n ite . While other sample units have made fore 
cast on the basis of past sa les figu res .

In deciding the loca tion  o f  the r e t a i l  o u t-lo ts  the 
Hantex and Hanveev are said to  have followed the cr ite r ia  

lik e  the proximity to consumers a v a ila b ility  o f  space 
at lower rate o f rent e tc . The proximity to the consu
mers is judged on the basis o f  potential market centers.
As the private concerns have only a lim ited number o f 

show rooms, these considerations are not o f  much relevance

As far as the physical d istribu tion  functions are 
concerned, the four private firms in the Cannanore area, 
Hantex and Hanveev are found to undertake transportation 
and warehousing while private firms in Trivandrum take up 
only the storin g  functions. The firms have their own 
arrangements fo r  transportation.

The inventory management o f  the private firms could 
not be quantified fo r  want o f  data. However, they expres
sed the method in some d escrip tive  form. Private firms 
o f Cannanore region have usually  maintained the stock  o f 
finished products to meet the delivery schedules for
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three months and the stock o f raw-materiala for the two
• ' t '

months production. The private sector un its in Trivandrum 

maintained a certa in  per cent over and above the sales 
o f the la st year or previous season. The methods followed 
fo r  estimating inventory lev e l were also observed to be 

d iffe ren t in d ifferen t organisations under study. While 
one o f the firms in Trivandrum has maintained a stock o f  
raw materials to meet the requirement o f  three months* 

production, other three units have kept stocks s u ffic ie n t  
fo r  fourmonthB production requirements. Since shortage in 
the supply o f  raw m aterial has been common with both 
Hantex and Hanveev, the inventorying o f  the raw material 
has only re la t iv e ly  low importance. The inventories o f  
f in a l  goods have been analysed hereunder.

Table 5 .7 . Inventories o f  f in a l goods

 _________________ ______  (va3ne in l akh rupees)___
Hantex  _  Han? oev___________

Sales Closing stock  Hales oloaing stockYear

1 980-81 675*58 38 8 .18 116.37 164.37
19 8 1-82 791.61 468.76 174.71 209.96
1 982-QJ 886.67 572.34 — na
1 983-84 823.80 596.27 — na
1984-85 798.00 647.92 T— na
1985-86 811.00 707.10 --- na

3 ource: Annual Reports o f Hantex and Hanveev
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Prom the Table 5*7 I t  Is understood that the stook 

position  o f  the Hantex is  on the increase year a fte r  
year. In the case o f  Hanveev, data la not available 
fo r  a longer period. From the available data, i t  ap
pears that the stock position  o f  the Hanveev is  alarmingly 
high.

5 .1 *6 . Promotion.

She survey reveals that only two private fiima from 
the Cannanore d is t r ic t  have adopted personal s e llin g  in 
th e ir  promotion strategy. The personal s e ll in g  is  lim i

ted to  the meeting o f the wholesalers and re ta ile rs .

The advertisement as a promotion to o l  is  used by 

one private firm in Trivandrum, two private firms in 
Cannanore, Hantex and Hanveev» The media selected by 

the private units are confined to newspaper, brochures, 

and book-lets* She Hantex and Hanveev have in  addition  
broadcast and b i l l  boards.

The promotion expenditure includes expenditure on 
advertisement, Trade samples, Sales commission, oost in
curred fo r  exh ib ition  and fa irs*  The Table 5 .8  has c le a r ly  
explained the per cent share o f  promotion expenditure to 
the s alee and has found that the expenditure o f  Hantex 
is  more than one per cent and less than two. But the pro
motion expenditure o f Hanveev la found to  be fa ir ly  high 
between fiv e  to  seven per cent.
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Table 5*8. Promotion Expenditure
_(&. in lakha)

Hantex Hanv eev
Year Sales Promotion

expenditure
Sales Promotion

expenditure

1980-81 673.58 5.84(0 .86) 116.37 6.87(5 .90)
1981-62 791.61 8 .31 (1 .05 ) 174.71 12.94(7.41)
1982-83 866.67 7.55(0 .87) - na
1983-84 823.80 11.19(1.36) - na
1984-85 798.00 13.36(1.67) - na
1985-86 811.00 14.04(1.73) — na

Source: Annual Reports o f  Hantex and Hanveev,
Figures in parenthesis shou the per cent to 
s a le s .

The p u b lic ity  is  found to hove adopted only by the 
Hantex, Hanveev and one each firm from Trivandrum and 
Cannanore. The private firm in the Cannanore region 

has only the annual report aa a method o f  p u b lic ity  
while the private firm in Trivandrum has only the press 
f ( it .  Hantex and Hanveev have pressifit, annual report 
and public re la tion  as methods o f  p u b lic ity . However, 
the public re la tion  function i s  not undertaken by the 
organisations themselves but is  being in d lreotly  done by 
the Public Relations Department o f  the S tate.
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' Neither the target audienoe nor the medium o f  ad

vertisement is  c r i t i c a l ly  analysed. Thus the push-blend 
and' pull-blend is promotion strategies may be said to  be in 

vogue without any conscious effort*. Because, the impact 

o f  these methods are never found to have analysed in 
terms o f  products in the market e ith er during or a fter  

the promotional e ffo rts  have been put in to  practice . 
Further the private firms are found to give advertise
ment owing to the compulsion and persuasion o f influen
t i a l  people o f  the lo c a l i t y .  The Public Halations Depart
ment undertakes the p u b lic ity  by way o f  ch a rity , since 
i t  has been the p o licy  o f  the Government to  support the 
tra d ition a l industry.

Sales promotion to o l  is  used by a l l  the firms under 
study except three units in Trivandrum. Among the sales 
promotion t o o ls ,  the rebate ia'Used only by one private 
firm in Trivandrum. ' The rebate given by th is firm , in a

i

further a n a lysis , is  found to be merely a psychological 
discounting. The private firms in Cannanore region have 

adopted only fa irs  ami trade 3 hows as sales promotion 
to o ls .  The Hantex and Hanveev have fa ir s ,  trade-ahows, 
rebate (Government rebate) and cred it sa le3 to  Govern
ment, semi-government and workers in the se lected  Cor
porations in th eir sa les promotion mix.
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Ho u n it under study has a promotional budget with 
proper apportionment fo r  the d iffe ren t promotional mix 

elements. I t  appears that the importance o f  promotional 
e f fo r ts  as a powerful marketing strategy in linking the 
s e l le r  and the consumer is  never occurred to any unit 
surveyed, ffhio has also been evident from the consumer 
attitude survey undertaken fo r  the study and ia explain
ed at a la ter  part o f  th is chapter.

5*2. Jgffeotjyeness o f  Various Marketing S tra teg ies .

>Ihe organisational e ffectiveness and the e ffic ie n cy  
o f  various marketing stra teg ies are analysed by comparing 

the sales volume achieved by each organisation through 
various s tra teg ies .

5*2 .1 . Organisational effectiveness

2he organisational e ffectiveness is  attempted to>

be judged by the market share each sector has secured.
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 _____________________ _________ _____ ( Value fa
Private firms Private firnta

Table 5.9* Sale® volume o f  Sample units

Tear Hantex Hanveev o f  Trivandrum o f Cannanore

1980-81 673*58 
( - )

116.37
( - )

na na

1981-82 791.61
(17.52)

174.71
(50.13)

na ne

1982-83 866.67
(9*48)

270.62
(54.90)

172.46
( - )

324.80 
( - )

1983-84 823.80
(-4*95)

333.60
(23.27)

185.65
(7.65)

300.74
(-7 .4 1 )

1984-85 798.00
(-3 .1 3 )

211.16
(-36 .70) 197.53

(6-40)
395.15
(31.39)

1985-86 811.00 
(1 .62 )

113.90*
<-)

200.67
(1*59)

433.63
(9.74)

1 986-07 na 138.70*
(21.77)

204.41
( 1 . 86)

448.38
(3 .40)

Source: 1* Annual Reports and Boolso and Aooounts o f  
Hantex and Hanveev*

2. Annual Reports and Balance Sheet and P ro fit  
and loss Account o f  private firms o f  Cannanore

3* Primary data are co lle cted  from the dealers 
o f  Trivandrum*

Figures in parenthesis in d ica te  the per cent change in 
sa le* over the previous year.

*These figures ere fo r  the Cannanore region o f  Hanveev*
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The Table 5«9 shows the sales performance achieved 
by various ' firms • The sales figures o f  the private 
firms are given c o lle c t iv e ly  fo r  both the d is t r ic t s .
The table reveals that the Hantex has the largest market 
share. The four private firms o f Cannanore c o lle c t iv e ly  
accounts fo r  second place in the market share. Hanveev 
occupies only a third place in this regard. The table 
a lso  points out that Hantex and Hanveev have a fluctua
ting trend in the sales volume, while the privatG firms 
in Trivandrum and Cannanore have a constant up-trend 

barring the year 1983-84 in the case o f Cannanore based 
concerns. When we re la te  the wider net work o f show
rooms o f Hantex and Hanveev, v/ith that o f  private firms 
which have leas than three show-rooms each, the sales 

performance o f the Hantex and Hanveev could be stated as 

poor. The organisational support, th erefore , does not con
tribute in augmenting sales despite th eir higher physical 
coverage o f  markets.

5 - 2 . 2 .  Sales performance of Hanveev through own ahow- 
rooffis and agencies show-rooms.

Unlike Hantex, the Hanveev depends heavily  on the 
agency show-room fo r  th e ir  marketing. The agencies in
clude private fa b r ic  shops, co-operative sooietie3  and
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Departmental Stores. Hence, i t  became necessary to 

ascertain the relative share of these two type3 of  

channels.

fab le  5 .10. Sales Performance o f Hanveev Channel-wise
(Es in lakh)

Sales in Agencies dales in own 
Year show-rooms show-rooms

1983-84 332.32(99.60) 1.28(0.40) 333.60
1985-86 80.07(70.30) 33.83(29.70)* 113.90*

1986-87 103.24(74.43) 35.46(25.57)* 138.7)*

♦Figures related only to  Cannanore Region o f Hanveev.
Figures in parenthesis indicate the per cent to the 

- to ta l.

The fable 5.10 throws ligh t upon the share con tr i
buted by two types o f  channels to the to ta l  sales o f  
Hanveev. In the year 1983-84, i t  is  understood that 
almost the entire sales have been carried through the 
agencies• But in the later years the share o f  own show
rooms .is found to  have increased.

5*2 .3 . Rebate s a le s .

As u sales promotion to o l the rebate sales occupies 
e s ig n ifica n t ro le  in the marketing strategy o f Hantex
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and Hanveev. I t  has actu a lly  been engineered to sup

port the handlooio industry and formed a part o f  Qovem
inent p o licy  to  save the tra d ition a l industry. The actual 
coot o f rebate is  being borne by the Exchequer. However 
th is  is  taken as a part o f marketing strategy  for  the 
purpose o f  present analysis.

xaoxe p . m . oBiea penormance during the rebate season

(Rs in lakhs)

Tear
Rebate
sa les
o f
Hantex

Rebate 
sales o f 
Hanveev

Total sales 

Hantex Hanveev

Percentage to 
to ta l

Hantex Hanveev

1 980-81 441.55 NA 673.58 65.55
1981-82 496.13 HA 791.61 - 62.67 -
1 982-83 646.29 NA 866.67 - 74.57 -

1983-84 618.09 269.73 823.80 333.60 75.03 80.85
1984-85 610.72 174.95 798.00 211.16 76.53 02.55
1985-86 599.17 100.82 811.00 113.90* 73.88 88.51
1986-87 523,22 100.25 NA 138.70* NA 72.86

Source: Annual Reports and Hook of Accounts o f  Hantex 
and Hanveev.

* Eigurea relate only to  the Cannanore Region.
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TUg T able '5*11 baa elucidated that 60 to  77 per 
cent o f sa les take place during the rebate season in the

i

case o f Hantex and i t  is fa ir ly  more than 80 per cent in 

the case o f  Hanveev barring the year 1986-87• This state  
o f  a ffa ir  compells one to  believe  that the two major or

ganisations with re la t iv e ly  s u ffic ie n t  resources are not 
prepared to adopt other aggressive marketing stra teg ies .

5 *2 . 4 , Credit s a le s .

Tile cred it sales has a lso a cru cia l ro le  in  the pro
motional mix o f  the two major handloom marketing orga
nisations . There are d iffe ren t schemes fo r  the cred it 
sales -  cred it sales to  Government and Semi-Government 
employeesi cred it sales to  employees in seleoted  corpo
rations and ored it sa les to  the employees o f the marke
tin g  organisations themselves. The subsequent table 
exposes the share o f cred it sales to the t o ta l  sa les.

The Table 5*12 reveals that the cred it  sales accounts 
fo r  t;.more than 14  to  18 per cent to  to ta l sales for  a l l  

the years as fa r  as Hantex is  concerned. However, the con
tribu tion  o f  cred it sales to  to ta l  ' .sales has recorded a 
higher per cent In the case o f Hanveev. I t  regiaters;35 
per cent in the-year 1985-86 followed by a decline In the 
subsequent year.
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(Rs in lakhs)
 Credit J3 ales _  Tota l sales Percentage to

Year Hantex Hanveev Hantex Hanveev ------ - - - i --------
Hantex Hanveev

Table 5*12. Credit Sales

1980-81 95.91 ■m 673.58 - 14.23 -
1981-82 122.74 * r 791.61 - 15.51 -  ■
1982-85 142.77 » t 866.67 - 16.47 -

1983-84 125.55 * ? 823.80 - 15.24 -

1984-85 123.65 » * 798.00 -  ■ 15.49 1
1985-86 150.62 40.22 811.00 113.90* 18.57 36.31
1986-87 151.41 34.94 NA 138.70* — 25.19

Sources Annual Reports and Books of Accounts o f Hantex 
and Hanveev.

* Figures re la te  to  the Cannanore Region on ly.

5*2.5 . Exhibition sa le s .

Exhibition is  another major promotional to o l used by 
the two major - hand loom marketing organisation. The 

returns from the exhibitions in the case o f Hanveev could 
not be ascertained as the accounts are incom plete. As 
such ,the figures for the Hantex alone are used fo r  the 
analysis.
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Table 5*13* Exhibition sa le
(S3 in lakhs )

Year
Total
sa les

Share o f exhi
b it io n  sales

Per cent to 
to ta l

19 BO-81 673.58 41.87 6.22

1981-82 791.61 49.22 6.22

1 982-83 866.67 "3-CQ.c- 8.29

1983-84 823.80 45.07 5.47
1984-85 798.00 48.56 6.09
1985-86 : 811.00 57.01 7.03.
1986- 8? NA 78,95 NA

Source: Books and Acoounts o f Hantex

The Table 5*13 reveals that exhibition  sales have 
a s ign ifica n t impact upon the t o ta l  sales volume. The 
ahare contributed by th is sales promotion t o o l  remains to 
be between fiv e  and eight per cent.

I t  might be pertinent to add here that the rebate, 
cred it  and exh ib ition  sales periods often coincide and 
tho increase in sales has to be assumed as the cumulative 
contribution  o f  a l l  these methods. A s p l it  up analysis 
o f  individual strategies is  hence not p ossib le .
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5*2.6 . 3alea to Government Departments.

Though this is not a part o f any marketing stra

tegy emanated from the in it ia t iv e  o f the marketing or
ganisations, the share o f Government purchase from the 

organisations under study needs a mention. This is a 
privilege extended to the Hantex and Hanveev and accor
dingly the Government Departments are directed to pur
chase th e ir  requirement from these agencies. As the 
figures from Hanveev are not ava ilab le , the figures with 
respect to  tho Hantex alone are shown.

Table 5*14. Government purchase
  _______________           (fc_in_lakhs2___

Government Per cent to 
Tear Total sales purchase the to ta l

1980-81 673.58 40.00 5.94
1981-82 791.61 64.40 8 . 1 4

1982-83 866.67 59.36 6.85
1983-84 823*80 55.73 6.76

1984-85 798.00 43.52 5.45
1985-86 811,00 79.24 9.77
1986-87 HA 64.61 HA

Source: Books and Accounts o f Hantex.



The Table 5*14 Is s u ffic ie n t  to estab lish  the s iz e  
o f th is market segment* I f  the Individual consumers have , 
formed 94 per oent o f the t o t a l  market o f  Hantex in

r

1980-81, the Government agencies have accounted for  only 
s ix  per cent. I t  has grown to nearly 10 per cent in
1986-87. This market segment could be actu a lly  exploited 
by these’ firms further. In the interview with the o f 
f i c ia l s  , i t  is found that the Government Departments, 
Corporations and other 3emi-Government agencies are re- 
luotant to o ffe r  them the tender fo r  obvious reasons.

5 *2 . 7 . Export trade o f  major marketing organisation

The export trade o f handloom products needs a sp ecia l 
mention fo r  the follow ing reasons. One is that i t  is 

la lucrative business a s . i t  enjoys concessional finance, 
export incentives and duty draw-back. Secondly, It Is 
the outcome o f  a market development strategy which must 

be viewed cru c ia l as far aa th is trad ition a l Industry is  

Qoncemed. Thirdly, i t  is  a f ie ld  where much alertness, 
cost e f f ic ie n c y  and other managerial talents ©re needed 
the most. Hence, the performance in the export front 
could be Judged as the cr ite r io n  fo r  com petitiveness.
The Hantex does not undertake any export business. Tĥ  
private firms in the Cannanore mainly concentrate upon 
the export business. Only Hanveev in the organised sector
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undertakes export trade to  some .extent. The follow ing 
table  would explain the point further*

Table 5,* 15* Export Trade
(rs in l a k h s )

Hanveev 1 Private traders o f  
Y ear Cannanore

Total
sales

Export
sales

Total
sales

Export
sales

1980- 81, 116.37 28.49
(24.48)

NA

1981-82 174.71 ^3.84 
,13.65)

NA

*70.62 >0.31
17.50)

324.80 303.13v 
(93.32)

1 983-84 333-6.0 4.25
,1.3)

300.74 297.83
(99.03)

1984-85 211.16 N il 395.15 393.23
(99.52)

Sources i .  Annual Reports o f  Hanveev
2, Annual Reports o f  .Private Handloom units in 

Cannanore.
3. Balance Sheet and P ro fit  & loss Accounts o f

i

Handloom Units in Cannanore.
Figures in parenthesis show the percentage to the to ta l 
sa les .

The Table 5*15 indicates c le a r ly 'th e  performance o f  
sample un it3 . I t  reveals that the private firms in 
Cannanore have a commendable performance in the export
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trade. More than 90 per.cent o f their business concen
tra te  at the g lob a l market while the performance o f  

Hanveev 1b n eg lig ib le  in the export business. I t  has
i

a s ig n ifica n t performance in 1980-81 which has decreased 

year a fte r  year and f in a lly  vanished from the export 

bUBine33 by 1984-85.

v'u5'3* attitude o f Consumers towards the Marketing
Strategies o f  Handloom Marketing Qraaniaations

This part is  arranged in the same lo g ic a l  order ae 
that o f  the f i r s t  part v i z . ,  product, p r ice , promotion 

and other aspects but with a d ifferen t purpose* The atterap 
hore ia 'to  ascertain the effectiven ess o f marketing stra 
tegies from the point o f view o f  consumers.

The questions o f  consumer survey schedule form the 
basis o f th is analysis. For the attitude survey, 
aummated ratings or Likert method is  used. A group o f  
f iv e  statements are given to the consumers in respect o f 
various aspects related to produat, p r ice , promotion to 

assess the attitude of' consumers. The brand awareness
ii

and influence o f  media on purchase decision  o f  tex tiles  

in general a lso have been analysed.

5*3.1* Produot

Five statements re la tin g  to the various aspects o f  
products are given to the consumers to ra te . The
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statements and their ' t 1 values are given in the f o l 

lowing table#

Table 5*16. Likert 't* values o f the statements with 
regard to the product.

31 .
No. 3 tatements

Likert ̂ t 1 
Urban

values
Shral

1 . The quality  o f  most o f  the hand 2.987 3*010
loom products o f Kerala are upto 
the expected le v e l

(5) (4)

2 . Handloom products are less durable 4*223 * 4*752
<1) (D

3* Handloom products are not main 3*432 1 .4 2 1
taining old quality ( 2 ) (5 )

4 • There ia a variety  o f choices in 3*427 4*586
handloom products now (3) (2 ;

5* Thore is  s ca rc ity  o f good and 3*200 3*747
needed variety  o f  handloom produ
cts during rebate season

(4> (3)

Sources Primary data.

Figures in  parenthesis in d icate  ranking o f  ft ’ values 
in  order' o f  th e ir  magnitude.

The; Table 5*16 shows that the strongest fee lin g  o f 
the consumers is  in respect o f  the du rab ility  o f  the 
handloom products. The highest magnitude in this respect
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shoved that the majority o f the consumers f e l t  that the 
handloom products are less durable. In th is respect the 
opinions o f  urban and rural areas are converged. In the 
f i r s t  part o f this chapter i t  has been established that 
th© handloom firm^in Kerala have taken po step to under
stand the needs and requirements o f  consumers with res
pect to products and product a ttr ib u tes . The re la tive  
stagnant position  in the sa les as has been shown in part 
two might be due to  the negligence o f  the firms in deve
loping and creating awareness among consumers on product 
attr'* 1

The third statement occupies the second place in 
the in ten sify  o f  fee lin g  o f  the urban oonoumera. She 

urban consumers fe e l  that there i 3 a degeneration in the 
quality  o f  present day handloom products. But as fa r  as

i

rural consumers are concerned, th eir fee lin g  is  just the 
contrary. Both the rural and urban users o f  handloom 

products agree that there is  a variety  o f  choices in 
handloom5products. Hie rural consumers have expressed 
strongly  that there is  s ca rc ity  o f  good and needed variety

• i

o f  handloom product© during the rebate season. Neverthe
le s s , the urban users do not fe e l  the in ten sity  as is f e l t  
by the rural f 'o lk .
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The magnitude o f  the ' t '  values fo r  the f i r s t  
statement records low for  both rural and urban consu

mers. This show3 that the m ajority o f consumers have 
disagreed with the given statement. That i s ,  the quality 
o f  handloom products o f Kerala could, not r is e  up to  the 
expectations o f  the people in general. It  points out the 

weakness o f  the organisations in stressing on the produ
c t  features and product quality .

Besides th is the consumers have been served with an 
open-end question to e l i c i t  various product, complaints. 
This is presented in the Table 5*17*

Table 5*17. Product complaints

Frequency
Product    — - — ---
complaints Urban Uural Total

Unfast colour 58 62 120
Poor quality  Kaaavu 20 15 33
Incorrect measure 72 74 146
Laok o f fin ish in g 54 52 106
S u scep tib ility  to  wear . 
and tear 59 67 126
Shrinking 56 65 119

Sources Primary data.
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Hie Table 5*17 reveals that the Incorrect measure• i

is  the* stron gly  f e l t  product d e fect o f  handloom products - 
judging from the frequency d istrib u tion  among the sample 
group. Die complaint regarding the su sce p tib ility  to wear 
and tear has' ranked seoond. This is  in consonance with 
the ea rlier  finding in the Table 5 .16. The unfast colour 
i 3 the another major defeot noted b y th e  consumers.

ahrinkage and lack o f fin ish  are other produot defe

cts  which the consumers have recorded. The low frequency 
with respect to the poor quality  Kasavu might not be an in
d ication  that the people have less complaint about i t .  
Because, i t  fa l ls  under the co s t ly  variety  and hence the, 
no.rchase o f  Kasavu items might not be so frequent.

The aforestated findings particu larly  emphasize the 
fa ct  that .there are potentia l areas for product develop
ment. However, from the organisation analysis done supra 
provide +>>=>+, there is no conscious e f fo r t  done at their 

end to incorporate a ttractive  product features and to 
make the products well positioned in the market. I t  also 
points out the fa c t1 that the organisations under study market 
the products what.they could produce and not to produce what 
the consumers want barring, o f course, a few private firm s.
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In the matter o f price alao five  statements are 

used to measure the e.ttitude o f  consumers. The resu lt ia 

presented in the follow ing ta b le .

Table 5*18. Likert ' t '  values o f price element

5 . 3 . 2 .  P r ic e

S 1..
ITO . 3 tatement.

_ L ik e r t _ ^
Urban

_yalues<_
Rural

1 . Price o f handloom products are com
paratively high

4.513
(2)

3.527
(3)

2 . The benefit o f rebate is  not rea l 
as the prices of products are in
fla ted  for allowing rebate

5.675
(1)

3.727
(2 /

3 . There ia actual reduction in the 
prices o f janatha cloth

2 . 3 1 2
(5)

3.057
(5,

4 . The produces o f Hantex is  priced 
higher then that o f Hanveev

2.352
(4)

5.345
(1)

5 . The prices o f  handloom products o f 
Kerala (that i s ,  the clothings o f 
Hantex and hanveev e tc ) are higher 
than the products o f other states 
like  Cooptex

3.367
(3)

3.361
(4)

Source: Primary Data
Figures in parenthesis 3how the ranks c f  ' t 1 values in order c 
0 th eir magnitude.

The highest magnitude is  noted fo r  the second s ta te 
ment among the urban consumers. It  in d ica tes ' that the urban 
consumers have f e l t  that the ben efit o f  rebate is  not rea l.

Li.
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I t  hue only an c e f f s c t  o f psycho lo g ic a l  discounting. 'I'll© 

degree o f  in tensity  o f  attitude has ranked only second in 
the case o f  rural consumers fo r  the same statement. V.hat 

the rural users o f  handloom goods have f e l t  strongly is 
that the products o f  Hantex havebeen priced higher than 
that o f  Hanveev. The urban sample group are o f the opinion 
that handloom products are comparatively co s t ly .  The urban 
dweller3 have the view that the prices o f handloom clothes 
o f  other states are cheaper. This fee ling  is not quite 
agreeable to the rural consumers. The third statement has 
obtained the lowest *t* va lu e . This implies that the res
pondents are not in agreement with the given statement.

The cumulative e f fe c t  o f  a l l  those statements, how
ever, points out that inadequacies in the pricing policies 

followed by the organisations. It  has already been stated 
that only cost plu3 end demand oriented pricing polioies 

ere followed in general. I t  Is here that the segmentation 
o f  market become imperative so that price-quality-aegment 
could be reconciled . This ia supported by the fa ct  that the 
attitude towards 'Janata* c lo th  pricing is  given the last 
rank. Thle means that the consumers ore not bothered about 
the price of cheaper varieties  where i t  is  believed to be 
taken for  granted that quality In such coses la not at a l l  
a deciding fa c to r .
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In order to  measure the attitude towards the promo
tio n a l aspect o f  the handloom industry, fiv e  statements 

are framed* In addition , brand awareness on various 
products haa a lso  been measured. An attempt is  also 
made to ascertain  the varying degrees o f  influence ex
erted by d if fe r e n t  promotional to o ls  and media on the 
purchase d ecis ion  o f  te x t ile s  in general.

The rural consumers have th® opinion that the adver
tisement o f  handloom products emphasised on the quality 
aspect* For the same statement, urban consumers have 
accorded only a soaond p lace. For the urban users the 
highest magnitude is  fo r  the f i r s t  statement that is  the 
advertisem ent/publicity o f Hantex and Hanveev is  seen 
occasion a lly . Th© second highest *t* value o f  the rural 
consumer group Is a lso  found fo r  the same statement.
This means that the advertisement o f  these organisations 
i© not so frequent* The *t' value fo r  the f i f t h  state
ment stood to  be the third in order o f magnitude among 
the urban group and fourth among the rural mas3 . This 
indicates that th© sample group agrees with the 
statement.

5*3*3. Promotion
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Sable 5*19* Likert *t* values for promotion aspect

31* Statements i4 l " S .I i : jE 2 t e e S
Ho.  Drban Bnral

1* She Kavernaeszwnv/puuiiui^y 6*488 4*399
o f  Hantex and Hanveev are seen (1 ) (2 )
occasion a lly

2 . She advertisements o f  handloom 3*169 2*067
products are enjoyable (3 ) ( 5 )

3* She advertisement o f  handlooa 4*486 10*530
products emphasizes on tho ( 2 ) ( 1 )
quality  suspect

4* She advertisement o f  handloom 4*076 3*571
products emphasises on the (4> (3 )
price fa c to r

5• The advertisement o f  bandloom
producers o f  other states lik e  4*201 3*404
Go-optex etc* Is more appeal* (3 ) (4 )
ing and frequent than that o f  
Hantex and Hanveev

Sources Primary data.

She figures in parenthesis indicate the rank in .order 
o f  magnitude o f  ' t * values*
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9S&* opinion upon the second statement, ^ J s p 'a t ia iiy ’ in 
agreement* I t  scored the lowest in  the ru ra l and urban 
areas* This means that the sample group have voted against 

the' pleasantness o f  the message o f  th e ir  advertisement*

Xn the organisational survey i t  has been found that these 
tinea do not follow  any systematic approach in the 'area  
o f  advertisement* Some organisations give advertlaement 
because o f  external influence and fo r  some others i t  was 
only a routine procedure* Care is  i'not taken in  assessing 
target audience, preparing the message, s c ie n t i f i c  se le 
ction  o f media, timing and apportioning o f  expenditure 
among various promotional nix elements*

Another point that the analysis brought out is  that 
the respondents have tried  to  l is te n  to the advertisements,
taken pains to  understand the contents o f the a d vertise -

;

ments and] have a lso  judged it s  appealing nature* 3he time 
schedule o f  advertisement o f  Hantex and Hanveev have been 
looked in to  and found that i t  i s  invariably given during 
the fe s t iv a l  seasons*

An attempt is  a lso  made to  measure the brand awareness 
o f  major oraads o f  handloom items during the period o f stud5 

Brand awareness o f  in s titu tio n a l brands, product brand aware 
ness on n ation a lly  reputed brands end product brand aware
ness on region wise handloom products o f Kerala are measured
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Sable 5»20. In stitu tion a l Brand Awareness o f  Handloom 
Apox S ocieties  and Corporations

Urban Rural Total Percentage 
Brand name n»75 n*75 (2 )+ (3 ) to  to ta l

(1) (2 ) (3) (4 ) (5 )

Hantex 69 72 141 94
Hanveev 33 46 79 52.67
Cooptex 70 68 138 92
Pont ex 4 1 ■ 3 3.33
U.P.Stat© 

Handloom 23 5 28 18.67
Handloom

House 28 0 28 18.67

Source: primary data

The 3hble 5.20 reveals that th© Hantex hao a

better scoring in th© brand awareness* I t  is  followed 
by the Cooptex which has more or Isas an equal le v e l o f 
brand awareness among th© sample group. She Hanveev has 
only a third placs in the awareness le v e l. The U.P.State 
Handlooms and Handloom House have equal scoring and the 
awareness lo v e l on Pontez is  found to be the le a s t .
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Table 5 .21 . Product Brand Awareness on N ationally 
Remted Brands

\
Brand name■ ii;

Frequency 
Urban Bural 

na75 n»75

Total
<2+3)
n«150

Per cent 1 
to ta l

(2 ) (3 ) (4 )

Adayar 4 0 4 2.67
Banaras 70 70 140 95*33

i
Coimbatorei. 20 13 33 22.00

Dharmavram 16 6 24 16*00

Eanohlpuram 71 70 141 94*00

Harayenpett 2 1 3 2.00
Pochaapllly 45 16 63 42.00

Sholapur 35 43 78 52.00
Bengal 12 18 30 20.00
Venkatagirl 3 0 3 2.00
Kotta 11 0 11 7*33

Fro® theCl Table 5 *21 I t  Is understood that the
Kanchipuram end Banaraa ar© the two proninent brands that 
the sample group are w ell aware o f .  The le v e l  o f  brand 
awareness regarding the brands lik e  Sholapur, Pochaapilly, 
Bengal, Coimbatore and Kotta are a lso found to  be 
s ig n ifica n t.

Since, the handloom products o f Kerala are produced 
region-w ise, and the handloom goods o f each region have 
th e ir  own product attributes and these products are known
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in that name, i t  la necessary to assess brand vise evare- 
ness among the study group* The result obtained 1a 

given in the feble 5*22*

,Zable 5*22* Product Brand Awareness on Region Vise 
Handloon Products of £erala

Hams of the frequency Total Per cent
Region or Urban ftiral (2+5) to total
Brand n*75 n*75 n*150

Z ~ 7 ^  -  - - - - - - -

Balaranapuran
Handlooma 60 61 121 65*07

Chendeaangn lam 
Handlooma 36 55 71 47*33

Eaaragode Handlooms
il

35 15 50 33*33
Triohur Handlooma 18 26 44 29*33
Palghat Handloom 16 20 56 24*00

Cannanoro Handloom
l‘ 19 24 43 28.67

Karalksda 22 4 26 17*32

------^-TT-nwrV ]̂__ —  w v in mt __M

. The survey reveals that consumers are veil aware of 
the Bstlarhmapuram products which is  followed by the

■s
Ohendanangalam* She Kasragode handlooma has a third 

place in the degree of awareness among the study group* 
A ll other!, regional brands have relatively low rate of 
awareness.
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Brand awareness depicted in the above analysis 
gives a clue that marketing stra tegies based on market 

segmentation is  possible which would yield  good results 
in sp ec ia lis in g  production and marketing o f particular 
v a r ie tie s  in sp ecified  areas* However? as has been 
stated e a r lie r?  the organisations under study are yet to 
adopt th is  strategy*

5 °5*3* Influence o f  promotion too ls  on nurabaae o f  cloths

She study o f  the influence exerted by the d iffe ren t 
promotion to o ls  would be h e lp fu l to  decide what sort o f 
promotion too ls  to  be applied* An attempt Is made in 
th is regard* 12he table hag been arranged in  a fashion to 
get the degree o f  preference as recorded in the survey.
Per instance? stands fo r  the f i r s t  degree o f  preference 
and a2 tov  the second degree o f preference and so on.

Siiose who hold the view, that they are influenced by the 
advertisement in the f i r s t  plaoe, th eir responses would be 
recorded under and i f  the exhibition  exerted influence 
on the buying deoislon  only in the second p lace , that res

ponse would be marked under Bg aG  ̂ 80 on* & respondent 
thus can have f iv e  reeponses from â  to  a^. In order to 
know the s p a tia l d ifferen ce  the response ia categorised 
in to  urban and ru ra l.
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Table 5«23* Influence o f promotion Tools on Purchase 
'' D ecision.

Urban Rural
Promotion n»75 n»75
10018 Degree o f  Influence in rank order

___________ ( f r e q u e n c y ) __________________
a1 e2 a3 a4 a5 Bi a2 r 3 a4 ®5

Advertisement 20 22 30 1 - 23 18 28 5 1
Exhibition 22 26 27 - - 22 33 15 5 -
Reduction/
rebate 31 27 17 — - 27 23 21 4
Credit sale 3 - 1 20 23 2 1 9 55 8
Sales person -  ‘ •M - 18 21 1 - 2 6 24

_ | ___

The Table 5«23 I llu stra tes  that the promotional to o l  
lik e  reduction and rebate sales have the highest degree 
o f  influence on the purchase decision  o f  the study group 
irrespective  o f  urban and rural area* Inh ibition  is  the 
next highest item in  order o f  preference fo r  the urban 
area but advertisement is  the next highest item in th e 
ru ra l area. Exhibition has very  high in fluence in the 
ru ra l area as i t  fa l ls  in the column % while the redu
ction  and rebate continued to  be the highest in  column a^. 
Advertisement is  found to  be the highest second item Under
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the column in both area. Credit sa les and sa les  persona

have been the la st in  the order o f  preference*

5*3*4* Influence o f  mass-media oa mrohaae o f  c lo th .

As in the above case, the influence o f mass-iaedia on 

the purchase decision  o f  c lo th  has been analysed# Ibis 
might aid  in the media aelection  fo r  the bandloom firas*

In the sim ilar way as above th is  has been analysed* Xhe
table in this respect is  as follow s •

Cable 5*24* Influence, of mass-media on the purchase decision  
o f  clo th

______ ____ Decree o f  influence in rank order

— — — —
Qij a™

»*■ m o w
a4

> n a5 a6 -Hi.J liL
£l~ 

—2-
o

J2$- ,*6

Radio 12 21 29 9 4 - 23 27 11 10 3 1
te lev is ion  39 23 13 ftw - - 21 9 27 14 - ~
F ils 13 21 23 18 - - 19 24 31 - 1 -
Rows paper 5 9 4 30 23 4 11 20 5 33 2 4
Home
Magasin© 4 1 6 14 39 10 1 1 1 17 1 -

Posters 2 — — 3 10 47 - 1 1 37 27

the fable 5*24 shows that the te lev is ion  media 
. exerts the highest degree o f  influence on tho urban buyers. 

But the ru ra l buyers are mostly influenced by the rad io .



In the second place also the television media has influ

enced the urban group while the radio continues to be

the influencing media among the rural group* Him exerts

influence in the third place as far as rural consumer 

group la-concerned while radio Influenced the urban buyers< 
She hews paper as a media does not exert much Influence 

on the urban consumers • A significant score is found only

under the column a^. i  relatively better place for neve
 ̂ , r 

paper as a media influencing the purchase decision is

found in the rural area* However, considerable shore is

found under the column a^* Home magazine has recorded a

significant score in urban area though i t  is  only in fifth

rank. nevertheless home magazine has a lesser influence
s

on the purchase decision in the rural group* Poster has

only last place among the media. Sie radio, television

and film are found to be the prominent mass media.

5 .4 . &i3_tomer service and^rjijtehing. of. show rooms.

Besides price, product and promotion the shop patro

nage depends upon the customer service and appealing 
decorative furnishing* Hence, an effort is put in to as

certain the quality of customer service and the level of 
attractiveness of the show rooms of major handloom market

ing organisations under study. Here too hikeTt-method is 
used to measure these aspects. Six statements,have been 
asked w  wa© study group. The *t* values for this aspect 
is given in the Table 5.25*
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Sable 5*25* The Idkert 11' value* for customer aervioe 
and furnishing of show-rooms.

3 1 . _rM k erti 11 1 value
U0 axatomon-u Urban Hiral

1* Moot handloom retailers serve 2.009 2.171
the oustomer well (6) (5)

2 . Sales people of Hantex and 5*743 1.939
Hanveev show partiality espe- (2) (6)Cjftllv tori rust rabn t« aftanon

3 • Customer service of Hantex and 5-188 4*625
Hanveev is poorer than Oooptex (3) (2)
or other hand loon show rooms

4* . She cus tomer service of Hanveev 2.568 3*43?
ia better than that of Hantex (5) (3)

5 . Tho snow room of Eantex are more 6.240 7.135
appealing than that of Hanveev (1) (1)

6* ffae.ohGtif room of Cooptex are 4*770 3.207
more appealing than that of (4) (4)
Hentok and Hanveev

The figures in patontheais indicated, the rank in order 
of magnitude*

The Table 5*25 reveals that the show-rooms of Rantex 
are found: to be better f u r n i s h e d . Here the spatial d if

ference in opinion is not found. rue urban consumers 
have recorded high magnitude for the second statement*
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That is the sales people of fiantex and Hanveev show 
partiality especially during the rehate season. This 
means that su fficien t stock o f needed varieties are not 

'made available during the busy season like the rebate 
period* This problem reels out the lack of market research 
leading to wrong forecast of demand. But thi3 opinion 
is the weakest in the rural area. A stronger feeling 
has been recorded for the third statement in the rural 
area which is also somewhat shared by the urban dwellers 
though not in the same intensity. This fact unveils the 
poor customer service o f Eantex and Banveev compared to 
the services of Cooptex.

5*5* -Price spread

The Increased productivity and ensuring of fair 
return to the producers, presuppose an efficient marketing 
system* The efficiency of marketing system has two com

ponents -  technical efficienoy and economic efficiency*

The economic efficiency of the marketing system is generally 
measured in terms of price spread* The larger ie the price 
spread, the lesser ia the efficiency of the marketing 
system and vice versa*
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However, the price  spread can not be considered ae 
an absolute proof unless the factors causing changes in  price 
spread are id en tified  and measured accurately , For instance, 
changes in price spread can be caused by the e ffe c t  of sh ifts 
in  the demand fo r  and supply o f  products. Further more, the 
d irection  and magnitude o f  change in the price spread depends 
upon whether the price movements originate from the consumers 
demand or from the supply s id e . The price spread is  a lso  
influenced by the cost o f  inputs fo r  production including 
storage and transportation co s ts . In hand loom industry a l l  

these factors  do exert in fluence on prioe spread severa lly  
and J o in tly .

Methods o f Measurement o f  Marketing Margins

This is  the most important aspect o f price  spread.
Its  accurate measurement depends on how the d iffe ren t agen

c ie s  perform various marketing services* There are three 
methods generally used fo r  the ca lcu lation  o f marketing 
margins which are;

a ) follow ing the s p e c if ic  b a tch /lo t o f consignments 
through the marketing system and thene assessing the cost 
involved .at each o f the d ifferen t stages.
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b) Submission of average gross margins obtained by 
dividing aonoy value of sales minus money value of pur

chase by the number of units transacted by each type of 
marketing agency*

c ) Comparison o f  prices at d iffe ren t levels of mar

keting over the same period of time*

Considering the sp ecia l nature o f the product, f i r s t  

and th ird  method* have jo in t ly  been adopted in the study.
For th is analysis only one variety  fabric  is  se lected , v is* , 
double dhoti o f 60g at 6O0 count. As far afl the production 
coat o f  primary hand loom soc ie tie s  are oonoerned, the 
average cost of production o f 10 primary handloom so c ie t ie s  
o f  Trivandrum d is t r ic t  has been taken* The f in a l price  o f 
the so c ie t ie s  has d iffe red  from soc ie ty  to  so c ie ty , since 
they charge p ro fit  margin in varying rate3 . Nevertheless, 
i t  varies ' from 10 per oent to 20 per cent* For th is 
a n a lysis , 10 per cent o f  p ro fit  margin is assumed* Because, 
the procurement price o f  organised sector  is  based on th le 
method* I t  la id en tified  that the handloom goods o f  Kerala 
pass through the follow ing channels.

i )  Primary Handloom S ocieties -  Consumers*
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i i )  Primary Handloon S ocleties -  Hantex/Hanveev/ 
Handicrafts and Handlooa Export Corporation/
A ll  India Handlooa Fabrics Marketing Society -  
Consumers (dom eatic)/Distant Markets.

H i )  Private Handlooa Units -  Wholesalers -  Retailers -
Consumers.

It ) Private Handlooa Units -  Retailers -  Consumers.
v ) Private Handlooa Units/Primary Handlooa Society - 

Hawkers ■» Consumers.

v i )  Private Handlooa Units/Primary Handloom S ocieties -  
Commission Agents -  Distant Market.

v i i )  Private Handloom Units -  Distant Markets.
f

Of these channels, only f i r s t ,  second and third 
channels are selected  fo r  the present study and even 
among these the chtnnela involving d istant rmarket is  
a lso  om itted«

In channel I the handloom. products pass from the 

s o c ie t ie s  to the consumers d ir e c t ly . She price is  
r e la t iv e ly  low i f  the p ro fit  margin is  calculated at .
10 per. cen t. Phis, channel is  found to  bo the most 

e f f ic ie n t  one since the producers' share In the con
sumers' price  is  90 per cen t. Under th is channel both 
the c;jproducers and consumers are b en efittod .
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Table 5 ,26 . Margin for Double Dhoti (60B x 60^) under 
d ifferen t Marketing Channels

 __  (Amount in Rs)______
Channo1 Channel Channel IX] 

Particulars I I I

Cost o f  yarn and dye 21.65 - 19.97
Wages 9.80 - 8.00

Dearness allowance 3.92 - -

Bonus - - 1.60

Production cost/procurement 
price

35.37
(90)

38.95
(79.98)

28.57
(71)

Imputed rent 0.03 - 0.07
Interest on ca p ita l 

(at 10 per cent)
2.17 — 2.00

Packaging/forwarding 0.14 - 0.27
Transportation 0.18 - 0.27
Administrative charges 0.08 - 0.47
Other establishment charges 0.30 - 0.34
Marketing cost 2 .9 0

(7 )
- 3.42

(8 )
P rofit margin 1.47

(3)
9.75

(20.02)
8.28

(21)
Consumers prioe 39.00

(100)
48.70
( 1 0 0 )

40.28
(100)

S ouree t Primary Data
Figures in  parenthesis pertain to the perooutage
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In Channel II  the hand loon fabrica  ranch the consu
mers through the organised sector units lik e  Hantex(
Hanveev e t c .  The s e llin g  price o f  Hantex end Hanveev is  

worked out as 25 per cent on the procurement values.
Thus the ultimate price under th is channel is  found to  be 

the highest. As far as the primary so c ie t ie s  are concerned 
these organised marketing in stitu tion s have to  serve ae an 

extension to  th eir market. The very purpose o f  these ins
titu tion s  are to  achieve economics o f  sca le  in production 

and marketing operations. However the analysis reveals 

that share o f producers in the consumers’ price  is  only 

79*98 per cen t. Hence under th is channel the producers and 
consumers stand to lo se .

Channel I I I  is  found to  be the least e f f ic ie n t  one as 

the producers' share is  only 71 per cent in the consumers' 
p r ice . Unlike in  the channel I  the coat o f yarn and dye 
is  found comparatively, low, the benefit o f cost e ffic ie n o y  
does not percolate to producers or the consumers. However 
the f in a l price  o f the products is  low when compared to 
the Channel I I  *

The marketing coot o f  the re ta ile rs  could not be 
ascertained because handloom products formed only a minor 
part in to ta l  sale o f fa b r ics . The Channel V ±a excluded
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from the analysis since the f in a l price charged 

by the hawkers are discrim inatory. In Channel VI 
and V IIt .ths fabrics mowed to distant markets outside 

Kerala and abroad through either commission agents or 
through the private firms themselves* Price spread 
fo r  these channels could not be worked out for want 
o f  data and as i t  is  outside the purview o f  the item 
ee looted for  the analysis o f  price epread*



Summary
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She strength o f  the handloom industry l ie s  in  its  
r ic h  cu ltu ra l heritage and economic importance* Another 
noteworthy feature o f  the industry is  i t s  ru ra l bias and 
Its  dependence on the highly sophisticated spinning m ills 
fo r  i t s  raw m aterial aupply.

Considering the cru o ia l ro le  o f  the industry in  the 
economy, the state has designed three types o f measures 
to  overcome many o f  i t s  disadvantages. The f i r s t  type o f  
measure is  aimed to give the industry an organisational 
support to avoid the disadvantages arising  from Its  small 
e ls e .  Accordingly the Kerala dtate Handloom Weavers' 

Co-operative iioolety Lta* (1961) and the Kerala State Hand- 
loota Development Corporation Ltd. (1968) have been formed* 
The second type is  comprised o f  fin a n cia l support v is .  
subsidy, rebate e t c . ,  while the th ird group o f  measures 
consists o f  protection  p o lic ie s  such as reservations in 
production and marketing.

This study is  aimed at assessing the e ffectiven ess o f 
various marketing strategies that the marketing organisa
tions In the Industry have adopted. The atudy has a lso
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made an attempt to  analyse the price spread (margin) 
under various marketting channels. An attitude survey 
o f  consumers o f  handlooa products has also been condu

c t e d  with a view to  understand the effectiveness o f  mar
keting strategies as perceived by consumers.

For the organisational study, Trivandrum and 

Cannanore d is t r ic t s  arc. se lected , because these two d ls -  
t r ic t s  account for s ix ty  four per cent o f  the handlooms.

T

further, the head quarters o f  Kerala £tate handloom 

Weavera* Co-operative Society Ltd. (Hantex) and Kerala 
State Handloom Development Corporation Ltd. (Hanveev) 
are located resp ective ly  at Trivandrum and Cannanore. The 
private units are a lso found-to be concentrated In these 
two d is t r ic t s .

Trichur d is t r ic t  is  chosen fo r  the consumers survey 
because o f  Its  cen tra l loca tion  where the d iffu s ion  im
pact o f  the marketing strategies are expected to be 
normal.

The sample frame o f  the in stitu tion s consists of 
1 0 units -  four private units each from Trivandrum and 
Cannanore and Hantex end Hanveev.

The sample e lse  o f  consumers has been 150 consumers 

which is  equally d istributed  among rural and urban consumers.
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Por the analysis o f  price spread 10 primary handloom 

so c ie t ie s  o f  Trivandrum d is t r ic t  have randomly been s e le 

cted and fiv e  each fabric shops and hawkers o f  Triohur 
are also selected*

The primary data are co lle c ted  through structured 
schedules which are framed separately to  the organisations 
and consumers* The Annual Reports o f  various institu tions 
under study formed the secondary data*

Marketing Strategy has been defined as the marketing 
to o ls  and techniques adopted by the business units to  
achieve th e ir  marketing o b je ct iv e s . Marketing strategy  
con sists  o f  making decisions on individual marketing mix 
elements, marketing expenditure and marketing a llocation s 
depending on the in ternal and extern al environments in 
which the unit operates. Marketing mix elements are 
product, p r ice , promotion and place (d is tr ib u tio n ). Hence, 
the major part o f  the analysis is  based on the four varia

b les  o f  marketing mix. The price spread or margin under 
various marketing channels is  a lso  analysed* The price 
spread has been defined as the producers' share in  the 
consumers' price*

The methods used In the analysis are simple averages, 
percentages and attitude s ca le . The technique used in
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attitude scale is Likert Method. This has been used to 
measure the perception of the consumers towards the various

i

marketing strategies adopted by the organisations selected 
for the study.

Though marketing organisations employ powerful marketing 
strategies like rebate, credit sales e tc ., they lack a systematic 
and scien tific  approach. Market segmentation and market research 
are found to ba absent. The product line is wider for Hantex 
and Hanveev while i t  is narrower in the case o f private units.
In 1987 Hantex and Hanveev have introduced 23 and 21 designs in 
shirting respectively while i t  numbers 20 to 26 in the privets 
sector. In the case of furnishings i t  ranges from 43 to 53 in

I
the private sector while i t  is  19 and 21 in Hantex and Hanveev 
respectively. The sample units lack scien tific  basis for their 
product development and product line analysis is found to be 
unpractised. Institutional brand name has been used by 80'per

i

cent o f the sample units.' Only 60 per cent o f the firms (Hantex 
Hanveev and four private firms in Cannanore) have registered 
their brand name* Individual brand name has been used by 30 
per cent of the firms (Hantex, Hanveev and one unit from 
Cannanore).

In setting the price only one step in the process o f 
pricing is followed by the units under study viz*, the 
estimation of the cost* Most of the units under study 
have followed cost plus pricing while Hantex and Hanveev
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have followed demand oriented pricing  too* Cash discounts , 
quantity discounts and seasonal discounts are found to 

be used by private u n its , while Hantex and Hanveev have 
employed the rebate alone* The price  tag o f  Hantex and 
Hanveev la found to  be higher when compared with the price 
tag o f private units*

The private units o f  Trivandrum region have performed 

a l l  the marketing channel functions except market research 
and physical d istrib u tion , while other units have taken 
exception only to  the market research function. When Hantex 
and Hanveev fo llow  an intensive d istrib u tion  stra tegy , the 
private units adopt only a © elective stra tegy . Between 
Hantex and Hanveev, the mode o f d istrib u tion  d iffe rs*
Hantex re lie s  mostly upon own sales show rooms, while 
Hanveev depends heavily upon private fabrics shops as it s  
agents.

The firms under study have taken up a l l  the whole
sa lin g  functions. The forecast o f  demand ia based upon 
the past sa les figu res . In deciding the loca tion  o f  the 
r e t a i l  ou tle ts , Hantex and Hanveev oensider the factors 
v ie .  proximity to  consumers and a v a ila b ility  o f  space at 
lower rate o f  ren t. The physical d istrib u tion  function 
that the private sector  units o f  Trivandrum have undertaken,
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Is only the warehousing. However other units perform 
both warehousing and transportation*

The inventory management of the private firms could 
not be probed in detail. The inventory of final goods of 
Hantex and Hanveev has showed an increase year after year. 
The value of fclosing stock in 1985-86 has amounted more 
or less equal to that year's sales. The closing stock ex
ceeded the amount o f sales in the case of Hanveev, in all 
the years.

The personal selling has been adopted only by two 
private firms of Cannanore d istrict. The advertisement is 
the major promotional tool which has been resorted to by 
five units under study. The news paper, brochures and 
booklets are the major media* In addition, Hantex and 
Hanveev have depended on broadcast media too. Only a few 
handlcom units under study have used publicity 03 a promo
tion tool. The Public Relation Department of the State has 
undertaken publicity work on behalf of the Hantex and 
Hanveev. However, the sample units have not adopted scien
t i f i c  procedure in the promotion programme, Ther® is no sys
tematic assessment on the impact of the promotion measures 
on sales.

As a promotion strategy, the rebate has the major im
pact on sales. It accounts for 62 per cent to 76 per cent



134

o f  aal«s o f Hantex. The rebate sales tantamount to 72 to 
88 per cent o f sa les o f  Hanveev. Credit sale ia another 
promotion to o l  that Influences the sale3 volume. It  In
fluences the sa les o f Hantex to the tune o f  14 to 18 per 
cent* I t  1b 25 to 35 per cent ae In the case o f  Hanveev. 
The exhibition  sales has ranked next to the cred it  sa les . 

I ts  percentage share has varied from five  to  eight in the 
ease o f  Hantex. The degree o f  i t s  influence could not be 
ascertained in the case o f  Hanveev fo r  vent o f accurate 
data. The share o f government purchase from Hantex has 
worked out to f iv e  to  n ice  per cent o f  the t o ta l  sa le s .
The data with regard to government purchase from Hanveev 
is  not available.

The sales volume of the sample units is analysed and 
found that the Hantex has shown a positive trend in a l l  
the years except in 1983-84 and 1984-85. The Hanveev too 
show a positive trend except in t he year 1984-85• The 
private firms in both the d istricts  show an upward trend 
in sales growth in absolute terms except in 1983-84 aa 
far aa the Cannanore baaed units are concerned. Though 
the per cent growth in sales ia positive, it  shows a 
declining trend.

As far as the export trade ia concerned, 93 to 99 per 
cent o f the products o f private firms in Cannanore Is
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meant for export. The export trade o f Hanveev has shown 
a declining trend and it  is n il  in 1984-85•

The major chunk of sales o f Hanveev is found to be 
effected through the private agencies. In 1986-87,74*43 
per cent o f sales o f Hanveev baa been carried out through 
their agency ahow rooms.

Likert method is employed to measure the attitude of 
consumers toward various marketing mix elementa* The 
brand awareness, the influence of various promotional mix 
elements and media influence on the purchase decision o f 
textiles  have also been studied.

The attitude survey has revealed that irrespective of 
area, the consumers are dissatisfied with durability aspect 
o f  handlooa products. The urban consumers have fe lt  
that the handloom firms have failed to maintain old quality 
However the rural mass have not fu lly  agreed with this view 
The rural consumers hold the opinion that there la a 
variety of choices in handloom products though the urban 
consumers do not share this opinion. The rural consumers 
have already fe lt  the scarcity o f good and needed variety 
o f handloom products during the rebate season. This view 
has not been fe lt  in equal degree of intensity by the urban 
areas. The urban and rural consumers have remarked that
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the handlocra products o f Kora la are not up to  the expected 
level, Tha consumers have also fe lt  that the handlooia pro
ducts lackad fastness.of colour, good quality •Kasavu'# cor-

i

rectness o f  measure# finishing# durability and fineness o f 
texture#

The urban consumers have mistaken government rebate for 
psychological discounting# To a groat extent the rural group 
hav© shared the same view too# But in fact# i t  is a subsidy 
allowed by the government'to the handlooro consumers# Hence a 

clarification  is  exigent* The urban class o f consumers feel 
that p rice ,o f handloom products is  high# The rural consumer 
group do not feel i t  to the same magnitude# The rural con
sumers have strongly remarked that the produces o f Hantex ere 
priced high* The lowest magnitude o f *t * value is  found for 
the statement that there is actual reduction in the price of 
janatfc cloth.

The urban group fe lt  strongly that the advertisement o f 
Hantex end Hanveev ere seen only occasionally. To a greater 
extent the rural consumers have also shared the same view. The 
highest magnitude o f *t* value among the rural group is for thi 
statement emphasizing on quality aspect in advertisement# This 
statement has been placed second by the urban group. Xrrespe- 
cfcive o f spatial difference# the consumers hav© recorded the 
lowest magnitude for the statement that advertisement o f hand- 
locaa products are enjoyable.



The brand awareness test reveals that 94 per cent of 
sample group Is aware o f the brand named Hantex while Cooptex 
is  familiar to 92 per cent. Only 52.67 par cent o f consumers 
panel are aware o f the brand called Hanveov. Among the nationally 
reputed brands v is .tf Kanchipuram, (94 per cent), Banaras (93.33 
per cent) have the highest level o f brand awareness among the 
sample group. Sholapur (52 per cant) and Pochampilly (42 per 
cent) have also a considerable degree o f brand awareness, t  
The Balaramapuram handloom has the highest degree of awareness 
(65.07 per cent) among the region-wise handloom products of 
Kerala which is  followed by Chendamangalsm handlooraC 
(47.33 par cent)•

The influence of promotion tools end mass-roedia on the pur
chase decision of fabrics in general is  studied (see the Tables 
5.23 and 5*24) with a view to suggest promotion and media mix 
to the handloom Industry* The analysis reveals that, the pro
motion tool named reduction/rebate sales is the most effective 
one irrespective o f area despite the feeling o f the sample 
group that this method is merely a psychological discounting 
(see the Table 5.18). Exhibition is the next best promotion 
tool that influences the purchase decision o f urban dwellers.
But the advertisement is found exerting influence on the purchase 
decision o f the rural mass in the second place. Among the media, 
the television exerts highest degree of influence on the pur
chase decision o f cloth among the urban sample group. But 
the broad-cast influences the rural consumers.
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Irrespective o f the regions, the sample group hold 
the view that the ohov rooms o f Hantex are more appealing 
than that o f Hanveev. The urban sample group have a feeling 
that the aslaa people o f Hantex and Hanveev show partiality 
especially during rebate oeaaon. Shis view ia not at a l l  
shared by the rural group* Instead the rural consumer* 
have fe lt  that the customer service of Hantex and Hanveev 
ic  poorer than that o f Uooptex or other handloom show rooms#

For the study o f price spread seven marketing 
channels are identified# First three channels are discus
sed in deta il end others are excluded for either want of 
data or the product traded in those channels ore outside 
the purview o f the analysis. £h© firs t  channel is found 
to be most e ffic ien t one since the share o f producers in 
customers' price is 90 per cent. Under th® second channel 
the producers have received only 79*98 per cent of the 
consumers price. In the third channel i t  tantamounts to 
71 per cent only.
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A PPBNDIX I
P r o d u c t i o n  o f  w o v e n  F h b r i c 3  f r o m  c o t t o n ,  man-made f i b r e s  and b l e n d a  t h e r e o f  -

S e c t o r w l n e  in  I n d i a

Y e a r
M i l l  made D e c e n t r a l i z e d  s e c t o r T o t a l

C o t t o n B l e n d e d 1 0 0  p e r  c e n t  
n on  c o t t o n

T o t a l C o t t o n B l e n d e d 1 0 0  p e r  c e n t  T o t a l  
n o n c o t t o n

C o t t o n B l e n d e d 1 00  p e r  c e n t  
non  c o t t o n

Grand
t o t a l

1 9 7 0 4 1 5 7 87 1 4 24 5 ( 4 7 . 5 3 ) 3692 62 93 2 4 6 8 6 ( 5 2 . 4 7 ) 7 84 9 149 933 8931

1971 3957 148 2 4 1 0 7 ( 4 7 . 8 8 ) 3399 100 971 4 4 7 0 ( 5 2 . 1 2 ) 73 56 2 4 8 973 8 5 7 7

1972 4 24 5 9 8 1 4 3 4 4 ( 4 7 . 5 2 ) 3 7 7 7 101 918 4 7 9 6 ( 5 2 . 4 8 ) 8022 199 9 19 9 1 4 0

1 9 7 3 4 1 6 9 129 1 4 2 9 9 ( 4 8 . 2 6 ) 3602 121 886 4 6 0 9 ( 5 1 - 7 4 ) 7771 2 5 0 887 89  08

1974 43 16 124 N e g . 4 4 4 0 ( 4 7 . 5 2 ) 3 9 68 87 8 49 4 9 0 4 ( 5 2 - 4 8 ) 8 2 84 21 1 849 9 3 4 4

1975 4032 234 1 4 2 6 7 ( 4 6 . 1 4 ) 4 002 133 845 4 9 8 0 ( 5 3 - 8 6 ) 8034 3 6 7 8 4 6 9 2 4 7

1 97 6 3881 3 44 1 4 2 2 6 ( 4 4 . 2 5 ) 4 06 4 2 53 1 0 0 8 5 3 2 5 ( 5 5 - 7 5 ) 7945 5 9 7 1 009 9551

1 9 7 7 3224 891 7 4122 ( 4 3 . 0 7 ) 3 67 8 5 67 1203 5 4 4 8 ( 5 7 . 9 3 ) 6902 1 4 5 8 1 21 0 9 5 7 0

1 9 7 8 3251 9 8 3 12 4 2 4 6 ( 4 0 . 2 5 ) 40 74 765 1463 6 3 0 2 ( 5 9 - . 7 5 ) 7325 1 7 4 8 1475 1 0 5 4 8

1 97 8 32  06 942 6 4 15 4 ( 3 9 . 4 6 ) 4334 731 1 3 08  ■ 6 3 7 3 ( 6 0 . 5 4 ) 7 5 4 0 1 673 1314 1 05 27

I 9 6 0 3476 696 4 4 1 7 6 ( 3 8 . 4 0 ) 4 838 535 1324 6 6 9 7 ( 6 1 . 6 0 ) 8 3 14 1231 1328 1 0 6 73

1 981 31 47 9 19 7 4 0 73 ( 3 6 . 5 5 ) 4973 641 1458 7 0 7 2 ( 6 3 . 4 5 ) 81 20 1 5 6 O 1465 11145

1982 2 3 4 7 6 8 0 8 3035 ( 2 8 . 8 7 ) 5 4 9 0 585 1404 7 4 7 9 ( 7 1 . 1 3 ) 7 83 7 1265 1412 1 05 14

1983 2704 81 9* 5 3 5 28 ( 3 0 . 5 9 ) 5911 513 1 582 8 0 0 6 ( 6 9 - 4 1  ) 8615 1332 1 58 7 1 1534

1984 ( P ) 2 5 73 7 86 7 3 36 6 ( 2 8 . 4 4 ) 6 25 7 4 67 - 1 7 4 5 8 4 6 9 ( 7 1 . 5 6 ) 8 8 3 0 1253 1752 1 1835

1985 ( P ) ' 2 6 6 7 734 1 0 341 1 ( 2 7 . 4 5 ) 6634 515 1867 9 0 1 6 ( 7 2 . 5 5 ) 9301 1249 1 87 7 1 2 4 27

1 9 9 0 ( T ) Na Na Na Na ( 3 1 . 0 4 ) Na Na Na Na ( 6 8 . 9 6 ) Na Na Na Na

P m P r o v i s i o n  f i g u r e  
T = T a r g e t t e d  f i g u r e  

Neg = N e g l i g i b l e

F i g u r e s  i n  p a r e n t h e a l e  i n d i c a t e  th e  p e r c e n t a g e  to  t h e  t o t a l
S o u r c e t  H an db ook  Of S t a t i s t i c s  on C o t t o n  T e x t i l e s  ( 1 9 8 5 ) >  ICHF, Bomaby.



E i p o r t  o f  c o t t o n  T e x t i l e  a -  C a l e n d e r - y e a r  baa l a

APPENDIX II

.X£LA£_££2£f!5.i,
M i l l  made
c o t t o n
c l o t h

C o t t o n
y a r n

C o t t o n
a p p a r e l

C o t t o n
h o s i e r y

O t h e r  c o t t o n  
manuf  a c t u r e d  
i t e m

Handloom 
c o  t t o n  

c l o t h

Ha nd lo o m c o t -  P o v e r l o o m  
t o n  m a n u f a c t -  c o t t o n  
u r e d  i t e m s  c l o t h

P o w e r l o o m  T o t a l  f o -  
c o t t o n  ma -  r e i g n  e i -  
n u f a c . t u r e d  c h a n g e

1 96 6 4 9 . 1 4 ( 6 2 . 0 6 ) 8 . 6 9 ( 1 0 . 7 7 ) 2 . 5 5 ( 3 - 2 2 ) 0 . 1 7 ( 0 . 2 1 ) 1 0 . 0 6 ( 1 2 . 7 0 ) 6 . 7 3 ( 8 . 5 2 ) 1 . 6 7 ( 2 . 1 2 ) 0.  0 8 ( 0 . 1  0 ) 0 . 0 8 ( 0 . 1 0  ) 7 9 . 1 7 ( 1 0 0 )

1967 5 9 . 3 7 ( 6 4 . 9 5 ) 7 . 4 8 ( 8 . 1 8 ) 2 . 4 6 ( 2 . 6 9 ) 0 . 1 4 ( 0 . 1 5 ,) 1 2 . 7 6 ( 1 3 . . 9 6 ) _  6._84(7, .49)_ 1 . 8 5 ( 2 . 0 3 ) - 0 . 2 5 :( 0 ; 2 7 ) 0 , - 2 5 ( 0 . 2 7 )  91 * 49(1  0 0 )  -

19 63 6 6 . 7 7 ( 6 3 . 9 6 ) 1 0 . 6 9 ( 1 0 . 2 4 ) 3 . 0 3 ( 2 . 9 0 ) 0 . 2 2 ( 0 . 2 1 ) 1 4 - 6 1 ( 1 3 . 9 9 ) 4 . 5 9 ( 4 . 4 0 ) 3 . 5 8 ( 3 . 4 3 ) 0 . 3 0 ( 0 . 2 8 ) 0 . 6 0 ( 0 . 5 7 ) 1 0 4 - 3 9 ( 1 0 0 )

1969 6 3 . 0 9 ( 5 3 . 7 0 ) 2 3 . 7 4 ( 2 0 . 2 0 ) 4 . 3 7 ( 3 . 7 2 ) 0 . 2 5 ( 0 . 2 1  ) 1 3 . 7 4 ( 1 1 . 6 9 ) 7 . 1 5 ( 6 . 0 9 ) 4 . 1 6 ( 3 . 5 4 ) 0 . 4 2 ( 0 . 3 5 ) 0 . 5 5 ( 0 . 4 6 ) 1 1 7 . 4 7 ( 1 0 0 )

1970 6 5 . 6 6 ( 5 0 . 4 3 ) 2 6 . 8 8 ( 2 0 . 6 5 ) 7 . 7 4 ( 5 . 9 4 ) 0 . 2 6 ( 0 . 1 9 ) 1 5 . 9 6 ( 1 2 . 2 5 ) 7 . 4 2 ( 5 . 7 0 ) 4 . 9 8 ( 3 . 8 3 ) 0 . 6 1  ( 0 . 4 7 ) 0 . 6 7 ( 0 . 5 1 > 1 3 0 . 1 8 ( 1 0 0 )

1971 6 6 . 6 0 ( 5 2 . 7 1 ) 1 2 . 8 8 ( 1 0 . 1 9 ) 1 1 . 7 7 ( 9 . 3 1 ) 0 . 3 8 ( 0 . 3 0 ) 1 7 . 7 3 ( 1 4 . 0 3 ) 9 . 1 8 ( 7 . 2 7 ) 6 - 4 5 ( 5 - 1 1 ) 0 . 7 8 ( 0 . 6 1  ) 0 . 5 7 ( 0 . 4 5 ) 1 2 6 . 3 4 ( 1 0 0 )

1972 81 . 0 9 ( 4 6 . 6 9 ) 2 2 . 7 4 ( 1 3 . 0 9 ) 2 4 . 8 2 ( 1 4 . 2 9 ) 0 . 8 8 ( 0 . 5 0 ) 2 0 . 5 6 ( 1 1 . 8 3 ) 1 4 . 7 7 ( 8 . 5 1 ) 6 . 8 8 ( 3 . 9 7 ) 1 . 3 0 ( 0 . 7 5  ) 0 . 6 3 ( 0 . 3 6 ) 1 7 3 . 6 7 ( 1 0 0 }

1973 1 3 7 . 5 8 ( 5 1 . 8 5 ) 1 3 . 0 8 ( 4 . 9 2 ) 4 7 . 6 4 ( 1 7 . 9 5 ) 1 . 7 5 ( 0 . 6 5 ) ! 2 6 . 3 1  ( 9 . 9 D 2 6 . 4 7 ( 9 . 9 0 ) 7 . 8 8 ( 3 - 0 0 ) 3 . 7 2 ( 1 . 4 0 ) 0 . 9 0 ( 0 . 3 3 ) 2 6 5 . 3 3 ( 1 0 0 )

1974 1 5 3 . 2 9 ( 4 1 . 1 4 ) 1 9 . 3 9 ( 5 . 2 0 ) 9 2 . 0 7 ( 2 4 . 7 2 ) 5 . 2 8 ( 1 . 4 1 ) 4 3 . 9 2 ( 1 3 . 1 3 ) 3 3 . 2 3 ( 8 . 9 2 ) 1 4 . 2 8 ( 3 . 8 4 ) 4 . 0 9 ( 1 . 0 9 ) 1 . 9 7 ( 0 . 5 3 )  3 7 2 . 5 2 ( 1 0 0 )
t

1975 1 0 0 . 2 8 ( 3 2 . 3 9 ) 6 . 2 5 ( 2 . 0 1  ) l i t  . 9 0 ( 3 6 .  H ) 7 - 5 9 ( 2 . 4 5 ) 3 7 . 5 4 ( 1 2 . 1 2 ) 3 1 . 8 4 ( 1 0 . 2 8 ) 11 . 0 9 ( 3 . 5 8 ) 1 . 7 9 ( 0 . 5 7 ) 1 . 3 0 ( 0 . 4 2  ) 3 0 9 . 5 8 ( 1 0 0 )

1976 1 8 8 . 9 1 ( 3 1 . 6 5 ) 2 2 . 3 9 ( 3 . 7 5 ) 2 3 7 . 3 3 ( 4 5 . 7 9 ) 1 0 . 8 4 ( 1 . 8 1  ) 5 3 - 5 3 ( 8 . 9 6 ) 5 0 . 1 9 ( 8 . 4 1 ) 2 2 . 7 5 ( 3 . 8 2 ) 5 . 9 2 ( 0 . 9 9 ) 4 . 9 4 ( 0 . 8 3 )  5 9 6 . 8 0 ( 1 0 0 )

1977 141 . , 5 7 ( 2 3 . 3 6 ) 2 9 . 2 7 ( 4 . 8 3 ) 2 3 1 . 6 6 ( 3 8 . 2 6 ) 2 0 . 9 8 ( 3 . 4 6 ) - 5 6 . 2 9 ( 9 . 2 8 ) 7 8 . 4 5 ( 1 2 . 9 5 ) 3 1 . 0 4 ( 5 . 1 2 ) 11 . 72 (1  . 9 3 ) 5 . 3 7 ( 0 . 9 8 )  6 0 6 . 0 0 ( 1 0 0 )

1978 1 1 5 . 6 8 ( 1 9 - 5 3 ) 1 3 . 9 5 ( 2 . 3 5 ) 2 8 6 . 8 8 ( 4 8 . 4 5 ) 1 4 . 2 2 ( 2 . 4 0 ) 5 3 . 0 8 ( 8 . 9 6 ) 6 2 . 2 4 ( 1 0 . 5 2 ) 2 9 . 2 0 ( 4 . 9 4 ) 1 4 . 9 3 ( 2 . 5 2 ) 1 . 9 0 ( 0 . 3 2 )  5 9 2 . 0 8 ( 1 0 0 )

1979 1 7 7 . 9 7 ( 2 4 . 1 5 ) 1 7 . 2 3 ( 2 . 3 3 ) 3 4 3 . 1 4 ( 4 6 . 5 6 ) 2 0 . 3 4 ( 2 , 7 6 ) 6 3 * 9 4 ( 8 . 6 7 ) 6 1 . 3 8 ( 8 . 3 3 ) 2 4 . 6 0 ( 3 . 3 4 ) 2 5 . 8 4 ( 3 . 5 0 ) 2 . 4 9 ( 0 . 3 3 )  7 3 6 . 9 3 ( 1 0 0 )

1 980 1 7 5 . 8 5 ( 2 0 . 6 2 ) 1 7 . 4 9 ( 2 . 0 8 ) 3 9 4 . 8 3 ( 4 6 . 3 0 ) 4 2 . 8 9 ( 5 . 0 3 ) 8 1 . 6 3 ( 9 - 5 7 ) 8 2 . 7 2 ( 9 . 7 1 } 3 0 . 6 9 ( 3 . 6 0 ) 2 0 . 8 3 ( 2 . 4 4 ) 5 . 5 0 ( 0 . 6 4 )  8 5 2 . 7 3 ( 1 0 0 )

1981 1 5 6 . 0 6 ( 1 6 . 2 8 ) 2 2 . 5 0 ( 2 . 3 4 ) 4 8 3 . 7 5 ( 5 0 . 4 7 ) 5 6 . 4 7 ( 5 . 8 9 ) 9 4 . 3 6 ( 9 . 8 4 ) 8 3 . 0 0 ( 8 . 6 6 ) 4 0 . 2 0 ( 4 . 1 9 ) 1 6 . 6 5 ( 1 . 7 3 ) 5 . 5 0 ( 0 . 5 7 )  9 5 8 . 4 9 ( 1 0 0 )

1982 1 3 7 . 9 8 ( 1 5 . 0 0 ) 2 7 . 2 9 ( 2 . 9 6 ) 4 3 9 - 8 1 ( 4 7 . 8 3 ) 4 7 . 3 3  ( 5 ’ > 1 4 ) 8 0 . 6 5 ( 8 . 7 7 ) 6 6 . 3 5 ( 7 . 2 1 ) 6 7 . 8 7 ( 7 . 3 8 ) 2 3 . 6 4 ( 2 . 5 7 ) 2 8 . 3 9 ( 3 . 0 8 )  9 1 9 . 6 0 ( 1 0 0 )

1983 1 7 3 . 0 9 ( 1 7 . 9 8 ) 2 1 . 7 8 ( 2 . 2 6 ) 4 7 6 . 5 0 ( 4 9 . 4 9 ) 6 3 - 6 1 ( 6 . 6 0 ) 5 9 . 0 7 ( 6 . 1 3 ) 5 2 . 2 4 ( 5 . 4 3 ) 6 6 . 5 1 ( 6 . 9 1 ) 2 8 . 8 4 ( 2 . 9 9 ) 2 1 . 0 0 ( 2 . 1 8 )  9 6 2 . 6 4 ( 1 0 0 )

1984 2 7 6 . 5 6 ( 2 0 . 7 6 ) 3 6 . 1 9 ( 2 . 7 1 ) 6 3 8 . 2 1 ( 4 7 . 9 2 ) 89.-21 ( 6 . 6 9 ) 5 6 . 9 1 ( 4 . 2 7 ) 9 6 . 3 9 . ( 7 . 2 4 ) 5 9 . 8 0 ( 4 . 5 0 ) 5 5 . 3 7 ( 4 . 1 5 ) 2 3 . 0 6 ( 1 . 7 3 )  1 3 3 1 - 7 0 ( 1 0 0 )

1985 2 7 5 . 2 5 ( 1 9 . 1 0 ) 4 2 . 7 4 ( 2 . 8 1 ) 7 6 8  . 1 2 ( 5 0 . 5 3 ) 1  0 4 . 8 9 ( 6 . 9 0 ) 7 2 . 2 4 ( 4 . 7 5 ) 9 4 . 4 0 ( 6 . 2 2 ) 7 4 . 4 9 ( 4 . 9 0 ) 6 2 . 2 8 ( 4 . 0 9 ) 2 5 . 6 5 ( 1 . 6 8 )  1 5 2 0 . 0 6 ( 1 0 0 )

o p u r c e ! F o r  f i g u r e  u p t o  1900 -  D . G . C . I .  &■ 3> C a l c u t t a .  
For  f i g u r e s  f rom 1901 T e x p r o c l l / A E P C .

F i g u r e s  i n  p a r e n t h e s i s  r e p r e s e n t  p e r  c e n t  t o  t o t a l



Apppjmxx h i

8toteviao distribution o f looms in Co-operative Sector
a*i on 30*6*1982

31* 3tate/Union Total number o f Hank
Ho.- Territories looms (in lakhs) order

1 o Afedhra Pradesh 5.29 1

2 . Assam:l 2.00 5

5* B ih a r..' i 1.00 9

4*. Gujarat 0.20 16

5* Haryana 0.41 12

6. JaiMu. & Kashmir 0.37 13
7. Karnataka 1 . 0 3 8
8 . Kerala... - p 0.95 10

9 . Madhya Pradesh 0.33 14
10. Maharashtra 0.80 11

11. Manipur « o o 9
12. Orissa 1.05 7
15* Punjab 0.21 15
14. Rajasthan 1 d 44 6

15* Tamil Hadu 3.56 3
16. Tripura « o o 9
17. Utter Pradesh 5.09 2
18. ¥est Bengal 2.12 4
19. Other Btatea/frnion 

T erritories — Sa2Z 
30.22

13

Source: Annual Report & Review of All India Federation of 
Co-operative Spinning Hi11a Ltd. (19th) (1982-83), 
Bombay.



APPENDIX IV

D is tr ic t -v ise  d istrib u tion  o f loom -  1984

S I.
No. D istr icts

No. of 
looms

Percentage to  
t o ta l

1 . Trivandrum 21,000 22.10
2. Qailon 4,770 5.10

3. Alleppey 1 ,025 1.10

4* Kottayam 980 1.20

5- Idukki 500 0.60

6. Ernakulam 4,080 4-50

7. Palghat 4,800 5.10

8. Malappuram 1 ,563 2.10

9. Calicut 14,700 16.10

10. Cannanore 39,200 4 2 . 1 0

Total 95,038 . 100.00

Source; 1. Census of Handloom I960 and 1968
D irectorate o f Industries & Commerce, Govern
ment o f Kerala, 1968.

2. Industries, Industria l labour and Information 
(1975), Planning Board, Trivandrum.



APPENDIX V

A schedule to  c o l le c t  d e ta ils  regarding the marketing 

stra teg ies o f  organisations which market the handloom 
products;

The survey in conducted In p a rtia l fu lfilm en t of the 
course H.Sc.(C&B) (fiural Marketing Management), College o f 
Co-operation and Bonking, Kerala Agricultural U niversity.

Part I .  Marketing segmentation in practice

■ 1« Have your organisation tried  to  segment the market?
les/H o

2• I f  yea, on what basis?
a . Geographic Segmentation « . . .
b . Demographic Segmentation . . .

1. Age and l i f e  cycle
I I .  Sex 

i l l .  Income 

iv . M ultivariate
c .  Psychographic segmentation

1. S ocia l c la ss (11) L ife s ty le  ( H i )  Personality 
( iv )  Occasion (v ) R elig ion , (v i )  User status 
(v i i )  Usage rate ( v i i i )  Loyalty status 
( ix )  Attitude (x ) Any other (sp ec ify )

Organisation : Schedule



3* Had the market segmentation helped you to  increase 
the
a ) sa les volume (b) P ro fit  (c )  Product deve
lopment/add it ion /a lte rn a t ion (d ) To assess th©
impact o f  promotional mix (e ) other benefits
(sp ec ify )

4« I f  you have not tr ied  to  segment the market what are th© 
possible reasons?
a) Financial constraint (b) Paucity o f  personnel
c ) I t  is  not need in handloom industry, I f  so why? .,*•
d) Unaware (e ) fear o f additional coat
f )  Any other (sp ec ify ) . . . .

5* Save you estimated the possible cost o f undertaking 
the market segmentation programme Yes/Ho

6 . I f  yes, please give the d e ta ils  o f the C03t

7 . I f  you have attempted for segmentation, how have you 
chalked out the programme?
a) Taluk le v e l
b ) P ie tr ie t  le v e l
c )  State le v e l
d ) National Level.
e) International Level

8 . 33o you have your own market research wing/outside 
agency?

Yes/Ho



Part I I  -  Product

1 • Please l i s t  your product mix
2 . Please give the number and d eta ils  of new product/ 

designs/addltlons/m odiflections you have developed.

Tear Cotton man-made f ib r e  Blended items

1960

1961 

1902 

1963 

1-964 

1965

.1966
1987

1988

2• Bffw have you acquired new product Idea?
a. Corporate acquisition
b . Patent acquisition
c .  Licence acqu isition
d. Own R & D wing/design centre
e . Contract new product development
f .  Imitation
g . Others (sp ec ify )



3« In now product development® you fo llow  the sequence -
a . Idea generation
b . Idea of screening
e . Concept dev elopment/tes ting

d . Marketing strategy development
e. Business analysis
f .  Product development 
go Market testin g
h. CommercisIdeation.

4* Bo you have a product c la s s if ica t io n  system.
Yes/$o

5* I f  yes* on what basis?
a.
b .
c .

a.

6 . Do you make product line analysis? Yea/iJo
7. I f  yes, what is  the purpose?

a . ■to assess product lin o /item  wlo© p ro fit  
bo to  compare com petithrs1 product lines
c .  Others (sp e c ify )

is
i i .

i l l .

8 . Please give product line/item w iae sales since 1980s



9• Can you l i s t  out some of the product features o f 

your Items that your competitor doea not have?
a. D urability
b . R e lia b ility
c . Texture
d . Colour
e . Correct measure/weight
f .  Comofort

g. Finishing
h. Design
I .  Economy o f  price 

(sp ec ify ) 

i .
i i .  

i i i .

10. Use o f  brand/brand name/Trade mark.
a . Individual brand

b . only In stitu tion a l brand
c .  Ho brand name

d. Only brand name
e . Only brand nark
f* Both brand name and brand mark
g . Trade mark

11. Do you have sp ecia l packaging fo r  your product?

Tea/No



12. I f  yes, what ©re the typos and method of packing 

adopted? 
a,

t>'
e*

Part I I I  -  Price

1. In settin g  the price  you consider

a . 3e lectla g  a pricing ob jective  
b • Determining demand
e . estimating costs

d. analysing competitors p rice  and o ffe rs
e . aelecting a pricing method
f .  se lectin g  the fin a l price 
g* none o f  these.

2 , What is  the method o f  pricing you follow
a. cost plus
b . break-even analysis and target p r o fit  pricing
c .  porceived-value pricing
d . going-rate pricing
©. any other pricing (sp ec ify )

1.
i i .

. i l l .



In se lectin g  the fin a l pricing  you consider
a . psychological pricing
b. co a pony pricing

o . impact o f  price  on intermediate and f in a l consumption
d. government p o lic ie s
e . Any other (sp ec ify ) • •••

The various price  discounts and allowances allowed; 
a* cash discounts
b., quantity discounts
c . functional discounts
d.,seasonal discounts

e . trade-in  allowances
f .  promotional allowance
g . other allowances (sp e c ify )  . . . .

As promotional pricing you follow*
a. specia1-event pricing
b . rebates

o . psychologica l discounting 
d . any other .................

How do you price  a new product?
a . market skimming pricing
b. market penetration pricing
c . cost plus
d. any other . . . .



7. Please state the market prices o f  the follow ing 
Items from 1980 to 1988:

double Dhothi
60 x 60 0 s
30 s. 80„ s a

100, x  100s 0
120 x 120S 0

Matching aet 
60„ x 60e

80_ x 80 0 s
100a I  1003

Kailee

40s x 4O0

603 x 60s

0O„ x 806 0
1003 2 100s

Thorthu ( Eerozha )

28” x 54” 20 x 208 3
24” x 45” 2O0 x 20q



1. What are the marketing channel functions your 
organisation undertake?
a* Research 
b* Promotion
c .  Contact 
d* Matching
e . Negotiation
f .  Physical d istribu tion
g. Financing

h. T risk -tak ing
i .  Quality con tro l
3 . Others s p e c ify

i .
l i .

i i i .

2 . What are the strategies you fo llow  with regard to 
in tensity  o f  d istribu tion ?
a • intensive 
b* exclusive 
e* s e le c t iv e .

3 . What arc the wholesaling function that your organisa
tion  take up?
a, anticipation  o f  needs 
to* carrying o f  stock
c .  delivery  o f  goods

Part IV -  D istribution



d . granting cred it

e* providing information and advisory serv ice  
f  • provide part o f  buying function 
g* own and transfer t i t l e  to  goods

• How many r e t a i l  outlets you have?

I f  you have d iffe ren t ca teg ories , specify.them  category- 
wise*

a*

b .
c .  
d*

• What are the c r ite r ia  in deciding the loca tion  o f  the 
r e t a i l  ou tlet?
a . proximity to  target consumers
b . a v a ila b ility  o f  plaoe
c* a v a ila b ility  o f  space at lower cost
d . su ffic ie n cy  o f  the market
o .  Any other

i .
11.

» Vhat are the physical d istrib u tion  functions you 

undertake? 
a* Hfransportation 

b* Ware housing 
c* Both



7. What are tha mode of transportation usually selected  

fo r  the movement o f goods?

a , your own vehicles
\

b . public carriers

i .  lorry  

i l «  Train 

i l l .  Others (sp ecify ) . . .

3 . Hew do you place orders with the production u n its?

9. Do you manage your inventory? Yes/Wo

10. What are the techniques used fo r  inventory management?

•m

11* How do Hantes/iiarivr&ev n r r o c in » e  m»odiiepia o-P thAl* 
primaries?

b •
c .
d._
e .



12c What amount (quantity) o f  the to ta l  production o f

the primaries has been procured by the Hantex/fianveev
a . Whole production 1b procured 
b* only a part Is procured

13* I f  only a part o f  th e ir  production is  procured what 
are the reasons fo r  that?
a.
b .
Cc

d.

Part V, -» Promotion

1. What are the promotional methods you adopt?
a . personal s o ilin g  
b* advertisement
c . p u b lic ity

d. sales promotion

2 . In personal s e ll in g , you have your own sales people 
meeting

a# consumers
b . wholesalers
c . r e ta ile rs

, d . organisations
1. Government

i i .  Department stores 
i l l .  Consumer Federation
iv . Others sp ecify



Various advertisement media you depend on are:
•a. broadcast

b . te lecast 

o', motion pictures 

d . b i l l  boards 
,Qo home magazines

f .  sch ool and co lleg e  magazinea

g . broachures and booklets
h. news paper advertisements
i .  any other (sp ec ify ) 8 . .
P u b licity  methods you resort to  ares
a . Press k its
b . Speeches
c .  Seminars
d.- Annual reports
e. Any other (sp ec ify )
f . iu b lic  re la tion
She sales promotion t o o ls , you. follow  are 

, a* fa irs  and trade show3 
bo demonstration
c . , rebate
d . . couponing
e. contests
f .  games

g . cred it sa les to  government employees and others



6 * Ifonendlture on Promotion mis

1981 1982 198~5 1984 1985 1986 1987
a . ' Personal 

se llin g

b. Advertisement
c • P ublicity
d. Sales pro

motion

7* While deciding the promotional programme you consider:
a . id en tifica tion  o f  target audience
b* determine communication ob jectiv e?
o* design message

d . s e le c t  communication channel
e« develop the to ta l promotion budget
£• decide on the promotion mix

g . mesure the promotional resu lts
h» menage the coordinate the to ta l marketing 

communication process

3. What method do you adopt fo r  the promotion budget?
a . a ffordable method
b . percentage to  sales method
c . com petitive parity  method
d. ob jective  and task method
e. none o f the above
f .  i f  answer is  'e ' sp ecify  

other methods you fo llow : . . .



9® How do you apportion the promotion expenditure among 
various methods?

a*
b.
G.

Part VI -  Miscellaneous

1« Do you undertake export trade? Yes/Ho
2. I f  'Yea' how do you market your products'?

a. Order 
b» Design
c .  Price

d . .Export procedure

3® What are the problems you face in export trade?
' a® 
b •
p .

4® I f  *no' what are the reasons that prohibit you 
from export trade?

5® What are the marketing problems o f handloom products?
a®
b .
e .
a.
© *
f .
g®
h®

6. YJhat do you think w ill  be the prospects o f handlooa 
industry in Kerala?



& *
b .
C.
d.
*•
f .
g .

7. V?hat would be your valuable suggea-felons to  improve 
the plight o f  the handloom industry? 
a • ’ 
b*
C.
d.
©•
f .

Part VII -  Details o f the Organiaation

a . Ham© o f  the Organisation s
b • Address :
c* Year o f  establishment :
d* Type o f  ownership :

©• Uumber o f share holders s
f .  Share ca p ita l s
g . Reserves and surplus :
h . Short term loans/w*c. ;

i .  Long term loans j
Fixed ca p ita l :



4 B £ m n u g

Consumer survey saohsdule
The survey Is  conducted in p a rtia l fu lfilm ent o f  the 
oouree M.3 c«(CAB) (Bural marketing Han&geraent) ,  Kerala 
A gricu ltural U niversity.

Part I -  Details o f Respondents
Please give some information about youraeli
1 « Name:
2* Address:

3* Occupation;
4 • B eligi on/community;
5* Average ex peed itur© on cloth:
6* Age: to  20 years 20-30 30-30 over 50

7* Sex* Rale Jbiaale (Please put t ick  mark)
8 * Educations I l l i t e r a t e  School ' Secondary 

School College Hongraduate
Graduate Poat graduate

9» You lives In the ca p ita l in a c ity  in a town 
in a v illa g e

1 0 « Konthly. fam ily incomo:
Upto 63 200

201 -  400  "

401 -  600
601 -  800
801 -  1000

*001 -  1500 
1501-  2000 
Over lb 2000



Part II -  (lenera 1 details of mrchaaa of textlloa

1 • Please rank those who Influence In the purchase 
o f  c lo th s :
(Please en o irc le  the rank 1 2 3 4 5 6of vmir choi««1

Ranks

a) Family members 1 2 3 4 5 6
b ) Relatives 1 2 3 4 5 6
C) Friends 1 2 3 4 5 6
d ) Salesmen 1 2 3 4 5 6
e) Tailor 1i 2 3 4 5 6
f )  jseiarence group 1 2 3 4 5 6
g ) Others -  sp e c ify

U ) ( i i )  ( i i i )

2 . Please rank the sa les promotional measures that 
influence your purchase o f c lo th s .
(P lease, en oircle  the respective ranks)

a ) Advertising V .2 3 5 6
b ) Coatests/gemes 1 2 3 5 6
o ) Exhibition/shew rooms 1 2 3 5 6
d) Reduction sa les/rebate 1 2 3 5 6
e) Coupons/botteriear A 2 3 5 6
f )  Sales persons/sales 1 2 3 5 6

presentation <
g )  Any other -  sp ec ify

( i )  ( i i )  ( i n )



5* Please# rank the mass media that influence your 
purchase o f  cloths

(You may en circ le  the respective ranks)

a. Radio 1 2 3 4 5 6
b o 2.V. 1 2 3 4 5 6
c . Film 1 2 3 4 5 6
d« Hewa paper 1 2 3 4 5 6
© • Magazines 1 2 3 4 5 6
f . Fosters 1 2 3 4 3 6
S- Others (sp e c ify ) 1 2 3 4 5 6

( i )  ( i i ) ( i i i )

Part I I I  «  general deta ils  o f  Handlooms

Please put tiok  marks in the boxes which are relevant.

1» h’hat are the d iffe ren t brands of handloom products 
you are aware o f?

a . Hantex b* Hanveev o . Cooptex d . Any other
sp ec ify .

I .

i i .
i i i .

Iv .
V.

2 . Of the follow ing  handloom products of Kerala you are 
aware o f
a* Balaramapuram products
b . Chendamangalam products



c* Aagargoae aare#* 

d« Trichur products 
@* Palghat products 

f*  Ksralkada products
g . Any other,

5* OS -the fo llow ing national reputed handloom fa b r ics , 
you are awar# o f

a* Adayar f .  Harayanpet

b . Banaras g , Pochampilli
c .  Coimbatore h. S&olapur
d . Dharmavaram i .  Any other
e . Kanehipuram

4* Hare you got any complaints against the Kerala 
Handlooa products?
a*

b*
c .

d .
9*

■Part. IV -  Bank the follow ing statements

(Put,a t ick  mark against th© choice which you fe e l  as 
oorrect)

1* Ihe quality  o f  most o f  the handloom products o f  
Kerala are upto the expected level*
a* Agree strongly  b* Agree somewhat
c* So opinion d* Die agree somewhat
e» Disagree strongly .



2 • Handloon products are less durable
a . Agree stron gly  d . Disagree somewhat
b . Agree a one what ©. Disagree strongly
c .  No opinion

3* Handloom products are not maintaining old quality .
a . Agree atrongly d . Disagree somewhat
b . Aaree somewhat e .  Disagree strongly
o .  Ho opinion

4* There 3s variety  o f  choices in handloom products now
s'

a . Agree stron gly  d. Disagree somewhat
*

b . Agree somewhat e .  Disagree atrongly
c .  Ho opinion

5* There is  s ca rc ity  o f  good and needed variety  o f  
handloom products during rebate season.

a . Agree strongly  d . Disagree somewhat
b . Agree somewhat e .  Disagree atrongly

o . Ho opinion

Price

V. Prices !of handloom products are comparatively high
a . Agree stron gly  d . Disagree somewhat
b . ■,) Agree some what e . Disagree stron gly
c .  Ho opinion

2 • The ben efit o f  rebate is  not rea l as the prices o f  
products are in fla ted  fo r  allow ing rebate
a. Agree stron gly  . d . Disagree somewhat
b» Agree somewhat e* Disagree stronsrlv
c .  Ho opinion



3« There is  a ctu a l reduction in the prices o f Janatha 
c lo th .

a . 0Agree strongly  d« Disagree somewhat
b . Agree somewhat e . Disagree strongly
c .  Ho opinion

4* The produces o f  Hantex is  priced higher than that 
o f  Hanveev

a . Agree strongly  d® Disagree somewhat

b . Agree somewhat e* Disagree strongly
c* Ho opinion

5* The prices of handloom products o f  Kora la  (that i 3 , 
the clothings o f  Hantex and Hanveev e t c .)  are higher 
than the produots o f  other states like Cooptex e tc .
a . Agree stron gly  d® Disagree somewhat
b® Agree somewhat' ©. Disagree strongly
c . Ho opinion

Promotion

1. The advertisem ents/publicity o f  Hantex and Hanveev 
are seen occasiona lly .

a . Agree strongly  a . Disagree somewhat
b . Agree somewhat t .  Disagree strongly
c* Ho opinion.

2 • The advertisements o f  handloom products arc enjoyable
a . Agree strongly  d . Disagree somewhat
b . Agree somewhat e . Disagree strongly
c .  Ho opinion



3* Ihe advertisements of handloom products emphasise 
on the quality aspects*

a* Agree strongly d* Disagree somewhat

b. Agree somewhat e. Disagree strongly

o« Ho opinion.

4. 2he advertisements of handloom products emphasis# 
on the price factor

a) Agree strongly d* Disagree somewhat
b. Agree somewhat e. Disagree strongly
o. Ho opinion

5 . She advertisement of handloom producers of other 
states like Cooptex etc. is more'appealing and 
frequent than that of Hantex and Hanveev

a. Agree strongly d. Disagree somewhat

b. Agree somewhat e. Disagree strongly

c . Ho opinion

Cufltomer service and^yumlghing_of. showrooms

1 . Host handloom retailers serve the customers well

a. Agree strongly d. Disagree somewhat

b* Agree somewhat e. Disagree strongly ■
c. Ho opinion

2• Sales people of Hantex and Hanveev show partiality 
especially during rebate season

a. Agree strongly d. Disagree somewhat

b* Agree somewhat e* Disagree strongly
o. Ho opinion



• The customer service o f Hantex and Hanveev is  poorer 
than Cooptex or other handloom show rooms*
a . Agree strongly  d* Disagree somewhat
b . Agree aomowha'1' 9 . Disagree strongly
o . Ho opinion

The customer service  
Hantex•

a . Agree strcngly
b . Agree somewhat 
dm Ho opinion

The showrooms o f Ha: 
o f Hanveev*

a. Agree strongly

b . Agree somewhat
c . Ho opinion

The ahowrooms o f  Cooptex.are more appealing than that 
o f  Hnntex/Hanveev.

a* Agreo stron gly  d. Disagree somewhat
b* Agree somewhat o * Disagree strongly
c .  Ho opinion

o f Hanveev is  hotter than that o f

d * Disagree soiaewnav 
q» Disagree strongly

tex are more appealing than that

d . Disagree somewhat

e . Disagree strongly



AMBMKJEtt
Profile of the Consumers 

Surveyed

Table 1• Qccupational profile of the sample group

3 1 .
Ho. Occupation Urban Rural

1 . Government employees and
oompany employees 26 (34.67) 23 (30 .67)

2 . Businessmen and Labourers 11 (14.67) 9 ( 1 2 )

3. Agriculturist end 10 (13.33) 28 (37.33)
Labourers

4. Students 6 (8 ) 6 (8 )

5. ftrofessionale 10 (13.33) 3 (4 )

6 . Others 12 (16) 6 ( 8)

Total 75 ( 100) 75 (Too)

Sources Primary data.
Figures in parenthesis represent percentage to total

Table 2 . Religionwise distribution of the sample

Religion . Urban Rural

Hindu 35 43

Christian 28 17
Huslia 12  15

Total 75 75

Source1 Primary data



Table 3 * Annual Average Expenditure on cloth

31* Glass interval Urban Rural
g o ._________ _____________ ______ ________________________ ________________ _ _______

1. Upto Es 500 It (14.67) 25 (33.33)

2 . 501 -  1000 14 (18.67) 16 (21.33)

3 . 1001 -  1500 29 (26*66) 13 (17*3?)

4* 1501 -  2000 12 (16) 10 (13*34)

5 . 2001 -  2500 7 (9*33) 5 (6*67.)

6* 2501 end above 11 (14*67) 6 (8)

Total 75 (100) 75 (100)"*

Sources Primary data
Figures in parenthesis show percentage to total 

Table 4* Agewise distribution of the sample group

s 1£*• Age group Urban Rural

1. Upto 20 9 (12) 5 (6*67)

2 . 21 -  30 20 (26*67) 22 (29*33)

3 * 31- 50 , 33 ( 44 ) 34 (45*33)

4* 51 and above 13 (17*33) 14 (18.67)
Total 75 (100 ) 75 (100)"

Sources Primary Data
Figures in parenthesis indicate percentage to total



Sex Urban Rural

Beanie 36 (43) 24 (52)
Hale 39 (52) 51 (68)

Total 7 5 ( 1 0 0 ) 75 (100)

Table 5* Sexwise distribution of sample group

Sources Primary Data
Figures in parenthesis represent percentage to to ta l

Table 6* Educational status o f the sample group

Literacy le v e l  Urban .Rural
Ho.

1. I l l i t e r a te 3 6
2 . School 10 27
5* Secondary school 4 16

4. College 29 18

5* Graduate 14 5
6. Post graduate 15 3

Total 75 75

Source* Primary Data



Table 7. Ineoeiewice distribu tion  o f  the sample

31.
Bo,

Income group Orban Pural

1. Upto & 200 2 (2 ,6 7 ) 5 (6 .6 7 )
2 . 201 -  400 5 (6 .67) 19 (25 .32)
3. 401 -  600 8 (10.67) 12 (16 ,00)

4* 601 -  800 10 (13.33) 8 (10,67)

5. 601-1000 9 (12 .00) 12 (16)
6 . 1001 -  1500 8 (10.67) 5 (6 .67 )
7. 1501- 2000 20 (26 .66) 8 (10.67)
8 . Over te 2000 13 (17*33) 6 (8 )

f u mmrnt

Total 75 (100) 73 (too)

3 dure©* Primary Data

Figures in parenthesis represent percentage to to ta l
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ABSTRACT

*A Comparative Study o f  Marketing Strategies o f  

Co-operative, Public and Private Sector units in  Hand
loom Industry in Kerala’ , is  aimed at assessing the e f fe 
ctiveness and re la tiv e  merits and demerits o f  various mar
keting strategies followed by Hantex, Hanveev and private 
sector  firms and price spread o f  selected  fabric  under d i f 
ferent marketing channels*

The sampling frame consists o f  Hantex, Hanveev and 
four private sector firms each from Trivandrum and 

Canaan ore d is t r ic t s .  A consumer panel o f  75 consumers each 
was selected  from urban and ru ra l areas to  study the a t t i 
tude o f  consumers on the marketing strategies adopted by 
the sample u n its . The attitude was measured using Idkert 
s c a le . Price spread was analysed by co lle c t in g  data from 
ten primary s o c ie t ie s , five  r e t a i l  shops, and five  hawkers 
a fte r  identify ing  seven d ifferen t d istribu tion  channels.
A ll  the samples were selected randomly.

The various marketing s tra teg ie s , v ia . ,  product, price , 
promotion and d istribu tion  wore analysed. I t  was found 
that m ajority o f  the sample units were not in the practice 
o f  using these s tra teg ie s . Even where these stra teg ies 
were found in  vogue, they lacked s c ie n t i f ic  basis as is 
evident from the conspicous absence o f market segmentation



and market re soarah. Mong the promotional t o o ls , rebate 

period sal*3 ranked f i r s t  accounting for  75 to  80 per oent 

o f  sales fa ll in g  during rebate period# Though exhibition  
and cred it sales are e ffe c t iv e  promotional too le  they were 

used simultaneously during the rebate period# Thus, instead 
o f  spreading the use o f promotional t o o ls , they were aggre

gated to cause the sales to  be seasonal.

The attitude survey revealed that there arc serious 
d ifferen ces between conception o f  marketing strategies by 
the firms and th e ir  percept lone at tho consumero* le v e l. 
These d ifferences were found obvious in product features, 
p r ic in g , and uao o f  promotional t o o ls .  The variatione in 
the le v e l o f  brand awareneas affirm s this lag . The only 
exception found was in the case o f  Hantex whose brands got 

the highest score . I t  was a lso  found that opinions o f rural 
end urban consumers divergad in many aspects. This is  
again a pointer towards need fo r  using Market Segmentation 
and Market research techniques.

For the purpose o f atudying the price s pread seven 

marketing channels were id e n tif ie d . Tho direat channel found 
to  be appropriate both for  producers and consusers ensuring 
90 per oent share to  the producers on the consumer rupee. 
Inapite o f  the presence o f Hanveev and Hantex, the margin 
waa low in the second channel and third channel has given 
no benefit e ith er to  the producer or the conatuaor.




