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'GHAPTER I
INTRODUCTION

1.1, The handloom craft has been one of the ancient
and-tradiiion bound occupation as far as India is
concerned; This is evident f;om the references msde
profusely%in the Vedas, the Puranas and the chronicles
of enVOyB;and travellers who had come t0 Indis. Indian
textiles, found their way to Greece, Rome, East Asia

and Indonesian Archipelago. The Banares brocades,
Rajasthaé% handhaniQ,'kélamkaria fabrics of Andhra,
hinroo weéving of Moghul period and jamaiwar weaving of
ancient Kashmir were renowned for their rustic charm and
gophistication. The handloom industry has a history of
rises and.upheavals often converging into crisis and oc-
caglonally diverging into new styles, processes and

patterns.

~ The rich cultural heritage and past glory of the
hand loom fnduatry might be the reason why it still occu-
ples a doﬁinant place in the Indien economy. Its contri-
buticn to:the totel outmut of fabrics, provision of em-
ﬁloyment and share of contributibﬁ to the export have

accorded aiﬁnique rcle to the industry in the economy.



In 1970 nearly 53 per cent of the fabrics -came out of
the decentralised sector. The share increased to 62 per
cent in 1980. In 1955, its share of contribution to the
total production of fabricse accounted for 75 per cent.
Cut of the aggregate production of textiles at the end
o{ 1989—§0, the share of decentralised sector is esti-
mated to be 68.96 per cent (See Appendix I).

The ‘role of handloom industry in the export trade
18 an attestetion to the capabllity of the industry in
opening #p of new vistas. In 1966, its share in the
export business was i 8,40 crores accounting for 10.64
per cent.or the total export earnings from the fabrics.
It had risen to & 109.49 crores in 1977 which constitutec
18.07 per cent of total fabrics export. By 1985 though
the share of the hand loom rabricé in export increased in
absolute terms amounting to B 168.89 crores, 1ts percen-
taege share however, declined to 11.12 per cent

(Appendix II).

Beiﬁg a @ecentralised industry the cecaployment po-
tentiael of handloom industry is vorth mentioning. The
Economic Service (1986) revealsd that during 1984-85 the
employmeﬁt i;wiandloom sector increased from 61.50 lakh
persons éo 74 .66 lakh persona. During the seventh Flan
the additional employment to be generated is estimated
at 23.47 lakh persons.



The; hand loom industry has been playing a crucial
'role in the economy of Xerals too. Among the tradi-
tional industries of Keraln, hapdloom industry occupiss
ﬁaﬁ:eecomdtplen.fcm It comes next to the coir industry.
Kerala hgg renked tenth in rezspect of the number of looms
accordiné to the Handloom Census, 1982 (Appendix III).
In 1986, they altogether produced 83.06 million meters of
cloth. Further, Kerala's share in the all India produ-
ction of handloom came to 12 per cent. Tho handloom in-
dustr& 1ﬁ Kerala contributed one third of the totel value
of handl#om exports. The handloom industry provided
employmeﬂt to more then two lakhs of Kerala population
agcounting for 22.per cent of non-agricultural lsbour
force.‘ The industry is maiély concentrated et Trivandrum
and Cannanore districts (For district-wise distribution
of looms,'see hippendixz IV.).

1.2, Ubjectives of study.

The atudy hes been underteken with the following

objeqtivda.

1. To make an assessment of relative impeot of qiffe-
. rent markgting strategies followed by the Eerale 3tate
Hand loom ?eavers' Co-operative Society Ltd. (Hentex),

the Kefalg State Handloom Development Corporation

(Henveev) and privete sector firms,



2. To aspess relative merits end demerits of marketing
stratezies of the Kerale 3tate Handloom Weavers' Co-
operative Society (Hantex), the Xerals State Handloom
Development Corporation (lianveev) and private sector

Tirma.

Je To assess the price-spread under different marketing
ayotems with sreclial reference fo specific marketing

channelo.

1.3, Scops of the study.

Being a traditional industry with its innate rural
neture, the hendlooml/ induetry has attracted the atten-
tion of the policy makers from time to time owing to

variety of repsons. They may be lioted as follows:

1. Capital Dlight

2+ Shorter gestation periocd

3« Llabour intensive

4. Min%mum requirements of manageriael end super-
visory skill

e Disberaal of savings and development of rural
entfopreneurship

6 Opt%mal uge of locanl resources

Te Balénced growth in the economy

8. Prevention of rural exodus



9. P’rovision of a subsidinry occupetion vo the agri-

culturel lebourors.

These facts have particular relevance in the con-
text of developing nations where there is scarcity of
resources and abundance of lebour whioh lead to various
ggononic and soclal evils., leverthelsua, small and
cottage industry like handloom ip not likely to offer
1te full coniribution to economic growth unless appro-
priate messures are taken to overcome meny & disadvantege
rarticulerly that of the size. The various measures |

adopted by the state may broadly be classified into three:

1+3.1. Institutional measureg

Thess measures are designed fo overccume the atru-
ctural limitetlion like the smallness in size. I% causes
diseconomies of scale in asgembling of rov materinls and
the 88le of the finlshed products. 7To avert this, the
atate government has set up the Kerals Stmte Handloom
Weavers' Co-operative Loclety L1d.(1961) and the Kerzla
3tate Handloom Dovelopment Corporstion Ltd. (1968).

132« Finpncinl measures

In order to strengthen the financiel base, the
governrent haa extended the r#finance facilities to

handloom units. As & mesaure to popularise the handloom



itome, thﬁ government allows subsldy by way of rebate

and ' jJanata cloth scheme'.

1.3.3. Protecticnal measures

Th&fprotéctional measures are mainly meant for
saving fﬁg industry from the vegariss of competition.
These measures include the reservation of certain varle-

ties to be exclusively produced in the hendloon sector
'and the @iroction to the government Depsrtment, to pur-

chase their requirements from the handloom sesctor.

The}e are few studies probing into the cffective-
ness of ﬁarioua government measures and the comparative
performence of the institutions which are formed to over-
cone theldisadvantagos due to smallintss. There are a
number of studics explaining the status of the industry,
its latent problems in the fiecld of adoption of better
technoloéy, production and merketing. Ilowever, 1t appoars
thet e s';:ecinc study releting to the efforis of the hand-
loom firms to market their products and the impact of
such efrbrts in peking the customers' attitude favoursble
to handléom products has not been done, Tae present
study 1e 'designed to understand the sffectiveness of
various morketing strategies adopted by different organi-

sz ticns énd their relative merits esnd demerits. It is



also intended to examine the producera' share in the
customers' price. The study hes a lso mado an attenpt
0 measure the perception of customers towards thoe

hendloom preducts.

1.4, Iimitetions of the study

The study is based on the data collected from three

differsnt sets of organisations whose recordis were not
kept in uwniform ranner. The accounis and annual reports
were not mede up~to-date by fhe saxple units berring
the Hantex. fhe details collected from private traders
elso can not be stated %0 be complste and perfect =as
rmany of ther ere reluctent to provide all detalls need-
¢gd for remsons of thelr own. FShese diffiocultles and
deficlencies might hove Iinfluenced the finenesa of the
calculations on price~spread. The regional differences
in the product mi: and guality have alsc posed problems
in setting stendard varieties for comparison and fectors
influencling the proference of consunors towards handloom

products{

Since the firms under study have not practiased
the marketling stretegles on a2 scientific basis, the
messurement of the effectiveness of various promotion

tosls like advertisement, publieity, personal selling,



sgles proq@tion etc. could not be assessed with the help
of modern meavuring techniques such as direct ratinga,
portfolio teéts, recall tests, recognition test, exposure
tests ena so on. The use of rany a proﬁotion_tool gimil-
taneoy=tv hee sxmcerbated the problem. Hence the segre-
gation of results of each promotionél tool and achieving.
e fair degree of exaotitude have become difficult. In
order to tide over these limitations, an attexmpt haa‘been
made to meésure the cénsumera' attitude towards the hand-~
loom products end the marketing étrategies of these firms
with the ﬁélp of summated ratings L{ﬁert method. Barring
these limitotions 2ll efforts have been taken to make the

study systématio and objectiva.

1.5. Structure of the Study

The thesis is divided into six chapters. The. firat
chapter denla with introduction, objective, scope, ;7§ iimi
tations ofithe_Btudy. The review of literature relating
to the problem and meaning and definitions of the terms
used in the study are given in the aecond‘chapter. The
third chapter discusses the materials 2nd methods used
in the rea?aroh_work inclading the samplinqj/prooedgres~
adopted fo; measurlng the variables and stetistical
prooe&ureét The totel marketing aystem of the han@loom



industry 15 depicted in the fourth chepter. The fifth
chapter had been deveied t0 results snd discuasion.

The last chepter summerises the results and the general
conclusion of the study. The references and appendices

ere given 1n sequel to the last chapter.
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CHAPTER II
REVIEW OP LITERATURE

An éttempt is made in this chapter to reviaev some

of the major research findings relevant to the ares of

study. Beaineq/ the review of litermture, this ohapler

210 containe the definition of terms and concepis used

" in the study. The review of literature ig clmssified in

to the fﬁllowing heads for easy comprehension, Viz.,

atudles relating to:-

1.
2
34
4.
54

6.

Te

241,

Pradnot

Yrice

Prométion

Plsce (Distribution)

harzes demand znd market segments
Consumar behaviour, consumer tastes and
prafersnces -

Cost of production end related problems.

Product

Shashi (1976) in his study observed thet quality

" improvement of the haqdloom was impsrative. The handloom

firms ourht to bring out popular designs for which they

cught to have the right type of looms and accessories.
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The Estimate Committee of Farlisment (1978) hed
noted that most of the handloom weavers were still using
obsolete and out-moded techniques of production and

desigzns not in aocordance with narket trenda.

Serangdheran (1982) had found ocut that the bhandloom
industry in Kerala lacked market research with thé resuls
that} they could not predict the demand of the procduct
according fo the design, colour and quelity which the con-
suzers wanted. fThis naturally 1ed'£o ili~directed prcdu-

¢tion resulting in sccumilation ¢of the stock.

Ramakrishna gt al. (1985, bad the opinion that the
hand Loom cb-oparativea lacked aggrassive marketing policy.
To compete with the organised sector, the weavers' oo-ope-
ratives ocught to huve adopted new techniques of production,
co8t reduction programmes to ensure that their products
were well within the reach 0f the middle class and lower

income.arouns‘which.formad the majority of the consumers.

The sﬁrvey of Economic Times (1986) stressed that'ég
the hendloom induatry should give due~1mportance to the
twin issues like product adoption and quality standards.
This nlone ‘would help the industry to fare well in the do-

mestic and export markets.
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The market study published in the I-iarketology (1987)
pointed out that the foreizn buyers of Indian hand loom
digfavoursd the product due to the;r peor gquality ¢f the
besic fibre, poor packing, unfast colour and .delay in
delivery schedulss.

pelesubremnnnyam (1987) identifled that the Tomil
liadu Weavers' Co-operative uociety (Cooptex) had a brosder
prodnct'mi; ranging'from ordinery handloom cloth of very
cheap variéty to'sophieticated products like polyester
shirtings and polyester chiffon sarees. &3 tastes and
faahion would change frequently in the textile mﬁrket.
cooptex renlised the need‘for fabric developmen? and plan-~

ned to go in for high quality end value items.

Anonymous (1988) had mlso endorsed the achievement
of the Cooptex in bringing ocut accepteble kinda of pro-'

ﬁucts.

2els Frica.

Unnikrishnen (1975) had observed that in co-operative
sector the pricing‘waa done mainly on cost basis especially
. for the medium end bazer quality broducts vig. Shirtings,
Towels, Thorthu, Iungi. But the quality products like
' sarees, Kavanees, hundu-sets, Bed spreads and Casement
materlals of high quality were priced partly on the basis
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of demand and partly on competitive pricing. Demand
oriented pricing policy hss also followed by them in the

case of few selected items.

Erishnenkutty (1985) had pointed cut that the hend-
loom units operated in a peculiar situation where products
pricea were fixed much in advence while cost of production,
meinly of rav materials were on the rise. The obvious
compromise in such osltuation was the secrifice of the

quality to save oo8tly raw meterial.

2e3e _.Egomotj,on .

Textile Committee (1969) in their survey fourd that
8ales promotion teohnigues hed influenced omly one out of
svery thfoo individuals interviewed. Recommendation of
the shop keepers aft the point. of seles influenced the pur-
cheses to‘the tune of 15 per cent. 3Shop displays and mass
media sdvertisements influenced the urban consumers while

shop~kesapers' recommendation influenced the rural folk.

Bangeswanmy Committee (1969) found thet major defect
of our handloom industry in the internctional market wam

attributed to the poor publicity.
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Unnikrishnen (1975) observed that in the co-opaerative
seator, the nucber of exclusive show rooms were on the in-
crease, Though they were orzanised 4o a greater gxtent
on modern lines, profe#aional sales attitude wae lacking
anonz the sales personnel towards potential buyers and
non-commercial atiitude towards stockins and their appro-
pricte shifting condinued to remain and ultimately affo-

cted the sales volume and profits.

fndhaekrishnan (1978) pointed out thot the projection
of brand name and image building were importent in marke-
ting. A clessic example of success achleved 4in this field

was that of "Khatans" whose name was synonymous with voils.

2.4. Ploce (Distribution).

The Fstimetes Committee of rarliament (1978) held
the view thet only 10 por cent of hendloom pfoducts could
be nmarketed through orgenised channels and the rest depen-

ded on thomselves.

damel (1983) observed that the private retailers
dealing exclusively in handloom products were found o be

few in number in Kerals.

Fao (1985) found that o mejor shere of fabrics of

héndloom industry waa marketed by private traders dominated
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by mester weavers and other dealers. Marketing through
organised'chaﬁnels 1like co-operative osoclaties and other
Corporationg?overed only a smaller share of the total
turnover offkhe industry.

Sarah (1986) opined that in many statce the apex
societies had fmiled miserebly in marketing hand look

¢loths preduced by the weavers' co-operatlve societies.

Rajgopal (1986) identified the following marketing
chapnels for primary and industrial handloom co-operatives

in Kerala,

(1) Jn s8how~rooms end exhibition

(14) Jommission Agents, public sector undertaokinge,
ind other outside parties.

(13i1) Apex Soclety (Kerala State liand loon Weavers'
Co~operative Society) and Kerale State Handloom

Development Corporation.

2.5, Market Demand apd Market HJogment.

Sreenivesan (1969) pointed ocut that as far as textiles
were concerned the economy had already become a buyers'

market and the cotton industry would have to
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equlp itself with techniquea to meet the dynamic con-

sumer preferencen.

Raduakrishnan (1973) observed that the economic
scene had presented o panorams of sophisticated urban-
besed fashion - qonscicus textlile derand at one end sha-
ring the narket with lov priced nmuss consumption clothing

vhich caters to the rural poor.

%3;?3 (1986) explored that there hed been a visible
up-trend of per capita: consumption of cloth in the country
from 14 to 15 meters & few years agzo to over 17 meders
currently. ¥With the expected rise In population to over
985 million by the turn of the century end the fopeévodont
in the living standards of masses due to the implementation
of progressive economie pollolios of the Governmeni, the
demand for the textiles would be bound to go up quite eub-
3tantielly in the years to come.

The Pinanoial Express (1987} in their study unearthed
the fact that of the total consumption of febrics, rural
naerket acaounted for 72 per cent and urban narket acccunt-
ed only,for 28 per cent. The rural market purchased T7.3
per cent of cotion Iﬁbrics vhile urban market consumed

only 22.7 per cent of total sele of cotton fabrica.
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Strolz (1987) ascertained that the demend for the
cotton garment haed not been adversely affected by a two
and a half times rise in the cotton prices in the past
14 ﬁontha (from August 1986 to September 1987) in the

Muropean markets.

Des (1987) calculated that out of the per capite con-
sumption of 17 meters of cloth, cotton accounted for only
four meters in Indisz, the balance was cornered by synthe—l
tics since the global price of synthetic cloth was much

‘Lower than those.in India.

Balaaubramannyaﬁ (1988) was of the view thet the
fibre diversification -and multitude of designs were in-
troduced to suit all merket asegments by the Cooptex. Thig
hed resulied in higher weges to the handloom weavers and
had alsc helped the handlocom indusiry to up-grade its
products to meet the challenge of dynamic customer taste
and preferences. The new fabrics created new markets for
handloom cloths in the face of stiff competition from
milis.

2.6, Congumer behaviour, congumeyr tagtes and preferences.

Textile Committes (1969) revealsd that higher income
group and ¢lite cless preferred non-cotton fibres, while

cotton hed found greater preference wilth the advante in
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age. 1t hed locational effect also ag cotton was less

p&%ular 1nftowns than in villages.

Aadhekrishnen (1978) observed that the Jjob of mar-
keting texbtlles was very coﬁplsx since zartorial ﬁabita
differed dpnaiderably becanse of cuatoms, treditiong,
weather anﬁ numerous other factors. Added to this was
the nev dimensions arising from the recent innovation o:

versatile fabrios like polyester, polynosic ete,

- 8en (1978) viewed that the outer wear which origina-
ted as a protection egainst climastic vagaries or weather
hazards had come to reflect not only persanality but
roétidiousjfashions and freedom of wear of the individugl.

Reo {19/8) wes Of the opinion that unllke many oY tis
standardised EOpsumar_items, textiles was a highly sensi-
tive commodity subject to larger diverslity and more
vibrant cqnsumer preforencos. The present day consumer
would be looking for zoods which would setisfy individusl
fancys so§1a1 status, cultural pattsrns, weaving comfors:

etc.
Strolz {(1987) found during his market survey that

cotton textiles enjbyed 8 place of pride in the European
continent despite the steep rise in the world cotton price
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" Mobena et £1.(1988) opined thet unlike the organi-
Bed sgotor of the mill industry which vrecduced fabrics
based on market trends aﬁd consumera' tastes, the weavers
in the handloom industry produced largely without refe-
rence t0 these and in isolation from technological advan-
cements, The result would be the chronic mccumletion

of atook,.

2.7, Cogt of prcduction and the related problem.

The .'‘Reserve Bank of IndiaQSurvey on Handloom {1965)
reported thet the weavers were forced to sell their pro-
duce to private traders due to inordinste delzy in the
payment by the Soclety.

Sivaramen Committee (1974) identified that the eru-
ciel problem of handloom industry was the 1rr;§ﬁlar
supply of yarn to the weavers and uncerteiniy with re-

gerd to the off-take or their produce.

Ram et al. (1985) attributed the shortage of hank
yarn in the handloom sector to the over-drawl of the sup~
plies by the powerloom sector and by those producing
riaﬁing nets, Sall threads, ropes and hosiery.

Krishnankutty (1985) calculated that the raw msterial
cogt in respect of coarse varicty was high with 67.95 per
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cant wharefxa in the case of finer veriety, the shere of
rov matericl wans 63.48 per cent 0f the total production
cost.

Remakriashne (1986).established that the private firms
manipulated the cost structure by way of denial of minimum
wages to veavers. Besides this, they 2ls0 reduced the

"go8t by mezng of manipulating the quality of rew matericla.

e8¢ Dezinision uI_ cer ung UONCe UGS,

Agvggtggink is any pald form of non-personal presentation

and promotion of ideas, goods, or services by a firm.

Brend is a name, term, sign, symbol or design, or a com-
binetion of them, which is intended to identify the goods
or services of one seller or group of sellers and to

differentiate them from those of competitors.

gesh discount is e price reduction to buyers who pey
their bills promptly.

Exalusive digstridbution is the process of limiting the
number ¢f intermedlzries hand ling the products of a firm,

preferablf‘alloting an area exciusively for eagh retail
outlet.

Intensive distribution is a method of using &8s many pales

outlets aa‘possible to have maximum expznsion of marlkeis.
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Mérketingz channel is a set of institutions which perform
ell of the activities relating to the movement of & pro-
- quet and iéa title from production to consumption.

larketing mix is the mixture of controllable marketlng
rariablea.ﬁhat‘the firm uses to pursue the sought legvel
»f Bales in the target market. These variebles are preduct,

price, place and promotion.

Harketingrétratggg ig the marketing logic by which the
business unit expects to mchieve its marketing objectives.
Marketines strofacv anmniata of makinn Aasiaiona on the busi-
ness's marketing expenditures, marketing mix, and marketing
allocationé in relation %o éipected environmental and

" competitive conditions.

Harket segmentation is the mot of dividing a market into
distinct gioups of buyers who might require separate pro-
ducte and/er parketing mixes. It isla proéeas of conver-
ting heterogeneous markets and homogeneocus groups. The
different segmentation varigbles are-geographic, demogra-

phic, pasychogréphic and behaviouriaticmfactors.

Persone_ ~c==zu 18 81 .0ral presentation in a conversation
with one or more prospective purchasers for the burpose of

making sales,
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Place refors to the varicus activities the company under-
tekes to méke the product accessible and available to
target consumers. This includes policies and strategies
releting to physical distribution and chznnels of distri-
‘bution.

Pricg is the value that customers have to pay for the
product.
Price opread is the anslysis used to neasure the marketing

efficiency by comparing producers' share in the consumers'

price under different channels of distribution.

Product 15 anything that can be offered to a market for
attention,:acquisition. use, 6r consumption that might

aatisfy a want or need.

Product mix or product assortment is the set of all product
lines and items that a particular seller offers for sale

to buyera..

ngeholoai¢al discounting is 'a promotion pricing technique,
where the galler rits an artificially high price on a

product and offers it atd supetantial Bavings.

Zromotion stands for the various activities the company

undertakos to communicate its products' merits nand to per-

suade target customers to buy them,
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Publicity is the non-personal stimulation of demand for
a product, service, or business unit by planting commer-
cially sigﬁificant news about 1t in a published medium
or obtaining favoureble presentation of it upon radio,
television, or stage that is not paid for by the firm.

Pu+¢ scrategy 15 a method of promotion to build up con-
sumer demand. Thus the consumers are persuaded and moti-
vated t0 demand the products from the retailer who in turn
pull down éhe wholesalers and producers for fhe supply of

products..

Push gtrategy is done with the sales force and trade pro-
motion to push the product ﬁhrough the channels. The pro-
ducer aggressively promotes the product to retailers; and .

the retdilers aggressively promote the product to consumers.

Quantity discount is a price reduction to buyers who buy '

large volumes.

Rebate is the price off that the sellers allow to consu-
mersg wilthin.a specified time period.

Sg}gs‘p;gmotiog 1s short-term incentives - monetary or non-

.monétary 1£to encourage purehase or sale of a product or
8ervice.
Seagsonal discount is a price reductlon allowed %o buyers

who buy merchandise or services during particular seessons.



Methodology




CHAPTER III
METHODOLOGY

The materizls used and the methods adopted in this

s tudy are presented under the following sectionsg.-

1. Locetion of the study
2. Selection of the sample
%+ Selection of variables and their measurement

4. Technigques employed in deta collection

5. Methods used for analyslis.

3e1. Location of the study.
ig far ap organisationasl survey is concerned the
study is confined tc¢ Trivandrum and Cennanore districts

for the following remssons.

3+1.1. These two districts account for the 64 per cent
of the hendlooms . The District-wise loomzge is given in
Appendizx I¥.

%.142+ The headquarters of the Kerale State Handloom
Weavers' Co-operative Society (Hentex) and thé “Kerala
State Hendloom Development Corporation (Henveev) are lo-
cated in Trivandrum and Cannanore respectively. The mar-

keting strategles of these two organisetions form the core

area of the present study.
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%.1.3. The privete traders and firms in hand loom have
2lso been polarised in the two districte.

However, for the consumer survey Trichur district
has been_l:chosen baceuse of its central loecation. The
purpose of the selection of a central locafticn has been
due to the fzet that it is likely to have greater inten-
sity of marketing efforts in the markets near to sellers
place. 3Juch néarness would cause some blas towards brend
awareness and brand preferences. The diffuaién of inven=-
8ity in marketing efforts in feor away places would be
neutral and hence Trichur has bgen selected for consumer

BUIrvVey.

324 Belection of the sample.

According to the Information provided by the per-
sonnel of the Reglonal Office of the Textile Committee
{ Cannanore) 12 privete hend loom units have been found
undeftaking the production and marketing of the fabrics.
Cut of 12 units, four units are selected at random for the
study. The sampling frame socounts for 30 to 40 per cent.
Similarly enguiry has been made to the treders in Balara-
marurans and has found that there are 11 private concerns
which undertake handloom trade. From among 11 units, four

are selectod randomly es sample units.
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In selecting the sample unite in the privéte sector,
two criterie are looked into. One i3 the magnitude -of
the sales volume and another being the functional aspect.
Accordingly, the unites which have higher sales volume are
identified and only those unitas are selected as fer as
poasible for the present study. ILilkevise, the units which
‘have undértaken the production and marketing functions
of handloom products are included in the sample units

wherever 1% is posgsible.

For the consumer survey the sample freme hes beon
150. This is split up inte 75 each to cover both urban
and rursl consumers. For the selection of urban consumers
750 addresses have been collected from the three show
rocus of the Kerals State Handloom Weavers' Oo-Opérative
Society, Irichur ané the exhibition show room of the Kerals
State Han&loom Development Corporation during the Vizhu,
Onem, Christmes and Trichur poofam festivals. Out of 750
addreases‘so collected, 75 consumers are selected at

randon,

i3 faor as selection of rurel consumers is concerned,
the consumers from the Attoor villasge have‘been purposively
gelected, The reason for selecting Attoor Villege is that
1t is closer to the Taleppilly taluk headquarters, where

the show rooms of Kerala 3tzte Handloom Weavers'
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Co-operative Socliety, the Xerala State Handloom Develop-
ment Corporation and the Cooptex are found working. The
people of Attoor villege had easy access to the talulk .
headquarters. The selection of consumers is done on the
basis of house 1list maintained by the Mullurkkara pancheyast
offlce. From the house list 75 households are rendomly

gelected.

For the study of price spread t0 primary handloom
gocleties of Trivandrum are randomly selected and five
each textile shors and hewkers of Trichur districts are

chosen.

3. Selection of varlables and thelr measurement.

From the apﬁiori knowledgze it has been found that
marketing strategy consisted of foﬁr marketing mix eale~
nents namely product, price, promotion and diastribution.
Hlence, in thisttudy thege four variables have been in-
corporated., First of all, it is ascertained how these
variables of merketing strategy are being framed by
various uniis under study. Secondly, the impact of oeach
such varisble is méasured in terme of sales volume achie-
ved. Tairdly the impéct of advértisement is measured by
the brand awareness test, Prige syread 1o meesured by
enquiring into the price at which variocua organisations

80ld their productas and by calculating their marketing



28

expenditure vherever it 13 possible. The perception of
the consumers regarding the various marketingz mix ele-

ments 1s measured with the help of summated ratings or

Likert method.

In the summated rating method statements regerding
different aspects of product, price, promotion, place
and customer service have been prepared in consultation
with & panel of consumers and subject experts. These
statémenta have been written carefully to include the
universe of contents about the psychological object. 1In
- this way 21 statements have been selected after editing

to meet the criteria for selection of attitude statements.

The method in this atudy has been adopied with a
difference. Cut of 21 statemenis 15 statements have been
distributed egqually among the variesbles like product,
Price, and promotion. 91z gtatements have been included

in distribution and customer service variables.

The responses are rated on a2 five-polnt continmum
viz. agree atrongly, agree somewhat, no opinion, dlaagree
somevhat and dilsagree strongly. The scoring procedure

for the positive statement 18 given below. :=
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S1.N0. Responao(s ) “‘Score
1. Agfee strongly 5
2, sgree somewhat 4
3; Ko opinion 3
4. Disagree somevhat 2
S Disagree strongly 1

For the negative statements thg scoring procedure
is reversed. Hence, the highest score for a subject
~would be 25 for product, prioce arnd promotion and 30 for
the distribution and customer service if the subjects
had marked all favourable attitude and five end six if

they had marked all unfavourable statements.

Yo conslider the frequency dis%ribution of scorea
based upon the responaes to all statements. We may then
teke the 25 (or some other) per cent of the subjects with
the highest total scores and also 25 per éent of subjects
with the lowest total scores. We assume that these two
grourd provide criterion groups in terms :.:0f which to
evaluate the individual statements. - This proceas hams beez
adopted both with the urban and rursl consumera separatel;

In evaluating the response3s of the hizh and low groups
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%o the individual stetementsc, the ratio is found out.

by using the equation.

X H -5 (1) -
t = . — T
sE® + 3
nH nl

XH « the mean score on a given statement for -

the high group.

4
il

the mean score on tho same gtatament for

the low group.

SH" = the variance of the distribution of res-
ponses of the high group to the statement.

$L° = the variance of the distribufion.of res-
ponses of the low group to the statement.

nH = the number of subjects in the high group.

nl = the number of subjects in the low grouyp.

"The value of 't' is a measure 6f the extent t0 which
e given stetement differentiated between the high and low
groups. As a crude and approximate rule of thumb, it
might.be regarded that any ft} value equal to or greater
- then 1.75 as indicating that the average response of the
high and iow groups to a statement differs significantly.
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3ince, the study has aimed only to know the attitude
of the consumers witﬁ regard to varigbles of merketing
g6 trategy and also t0 epsess the intensity of attitude
towards each statements gseperately the 't valﬁea in

ahsoclute terms heve beon taken for interpretation.

The interpretation of an attitude score on a gummeted
rating scele can not be rmede independently of the dis-
tribution of scores of some defined group. If a subject
obtained & score of 21 on a 21 item summated-rating
scale, it could be interpreted as unfevouradble attitude.
Since,‘in order to obtain this score, the subjects have
to mark & strongly agree responase to every unfavourable
s tatemont and a otrongly disagree response to every
fovourable statementa. But this situntion might not
occur in every cese. The acoring would faell in between
these two extremes. In such case the interpretation
might be done on the bagis' of the magnitude of the 't!
values. Jimenec et al. (1988) stated thét 2 hizher mag-
nitude of 't' valuea indiceted that the subjects showed
a favourasble attitude to the glven statement and a low
magnitude showed an unfavourable attitude to the given

qtatement.

Guttman ¢t a2l. (1947, 1950, 1944) found summated-
rating scale to be apt in comporing the mean attitude

scores of two or more grours.,
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3.4. Techniques used in data collection-

For fhe deta both primary and secondary sources are
depended upon. The persqnal interview method has been
used for collectinz deta from sample units and consumer§
which haa formed primary source of data. The draft sché-
dules have been pretested in a pillot study in Cannanore,
Trivandrum end Trichur in 1987. Suitable modifications
have been made in the schedules on the basis of the
rilot gtudy.

The schedule for the organisational survey is pre-
pared in English. The schedule for the consumer survey is
prepared both in English and lMalayaslam., The schedules

'served to the institutions and consumers are given in
eppendices Viiend VI reapectively. The profile of
consumers is given in Appendiz VII, For the orgenisa-
tionmnl survey officialé, owners snd managers of the res-
pective firms have Individuelly been interviewed and
their reaponses have beegn recérded. 3imilerly, for the
consumer purvey the congpumers have been interviewed end

thair responses are rscorded.

The books and accounts, annual reports, Census,
Handloom Census, Reports of various Committess and Commi-
goions form the source of secondary data. The period of

' gtudy ia deoided to be from 1980-8% to 1986-87.
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CHAr TSR IV
THE MARKETING 5 Y5 TEM OF HANDIUUM FPRODUCT IN KsRALA

The term marketing systewm hes two distinct comnota-
tlons in marketing menagement concepts. OULne refers to
the channel orgenisestion and the other refers to the
actora and forces that ere external to markciting mansge-
ment function of the firm snd that impinge on the market
menagement ability to develop and meintain guccessful

trengactions with i1%ts target customers (Zotler, 1988).

For the purpose of present study, the latter concept
has been adopted., unée the product lezvez -the producers
he has nbsolutely no ccnirol in the romaining process till
the product reaches the econsumer. In addltion, the chen-
ginz and uncertain marketing environuent vitally afrects
the industry. The merketlng environment is in continual
flux, spinning off new opportunities and new threats.
Instead of chanzinz slowly and predictably, the environ-
ment 18 capable of producing me jor surcrisos and shocks
(ke Carthy, 19€0). Hence, a totel concept of marketing
syastem become more relevant in a study relating %o marke-

tinz aspecis.



Given that-marketing environnent 1s the sum of
the effecta of opportunities and threats,. the firm must
use itz marketing research and marketing intelligzence
copabilities to monitor the chanring environment. The
marketins environment comprises of mgcro-environment

and a macro-environment (Xotler, 1988).

The micro-environment consists of the actorgs in
the industry's immediate environment thet affect its
ability to serve its cus tomers namely, the company,
market channel, customer markets, competitors and pub-
lica. The macro-environment consists of the large
socletzl forces that affect all the ectors in the in-
dustry's micro-environment, nsmely, the demogrephic,

g cononic, technoldgieal and politiczl forces.

4.1. The Micro-environment of the Industry

The ma jor sectora that conmstitute the handloom
industry in Kerela are co-operative, public and privete
sectors. They either undertake production or masist in
production. They are also involved in marketing of the
products hoth in domestic end International markets.
In the co-operative gector there are primary handloom
socletles and their apex cociety called the Keralz State

Handloom Weaver3' Co-creretive 3oclety Ltd. (Hantexj.
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The apex socleties of other astates are also in the fray.
A1l Indie Hendloon fMabries zarketing Soclsty Litd. wilth
thelr show rooms named Hendloom House too i3 found in

the marketing front in Xerala.

In the public sector there is the Eeralg Stete
Handloom Development Corporation . Ltd.(Hanveev,. The
Rational Handloom Development Corporation and iandicrafis
and Handloom Export Corporation are also found in the

area of marketinz handleom products in Xeralsa.

In the private sector, verious firms, wholesalers,
textile gshopa, hawkers and exporters have =2lao been found

operating in the hendloom marketing scene.

4.1.1. Eerala State liendloom ¥eavers' Co-operestive
Society Ltd. (Hantex).

The iliantex was constituted in 1961 as the apex
society. The member aocietieas are the production unite.
The Hantex malnly undertakes input and output marketing
services t0 the primaries. The apex soclety slso undertake:
the production of febrics,., By the end of tho year 1985-86
the total nurber cf members came to be 374 cut of which
371 were primery sociletles, tvwo apinning mills and the
Stete Government. The share capital was & 2,26,52,750/~



The share capital contribution of the Govgrnment groun-
ted to & 1,96,19,300/- The objectives of the apax

aocliety are:

1+ To underteke loan disbursal which is given by
the various finencial intermediaries to the

primary handleocom societies.
2. To surply yarn and other inputa to the primaries.

3+ To develop new designs ond  production technigues

and disseminete technioal advice to the primaries.
4. To undertzke the marketinzg for member sccletilies.

The working results have been discussed clsewhere.
The performance ©of the Hanteix in marketing its members'

" products la illustrated hereunder.

Table 4.1, The Total Production of Primary Handloom
3ocieties 2nd the Procurement of Hanitex -

T e e G S S S R e 0 T S g I PR S e e S D W O T Gl e G e S S T W e Al dn ol e S g el e Sk S S P (A g . . R

Year Production in ZProcurement Per cent of pro-
. lakh meters  in lakh meters curement to the
total production

B S . s S i S A i e S Sy S Al Yok Sl e T T R PP S S G I e S P SN e e i s s e G . S (. et A AP

1979-80 210,66 73478 35 . 02
1980-81 242,82 88,88 36,60
1981-82 225,39 98.50 43.70
1982-83 242.46 101.64 41.65
19563-84 295.84 86.79 29.33

T i L B B i S kn i . iy S S — — — " — —— s e —— -t rn v ——

Scurce:; 1, Annual Reports of Hentex.
2, Eeport of the Survey on Primery Handloom
Vieavers' Co-operative Joclety, 1984,
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The Table 4.1, illustrates that the Hantex has
failled 1? absorbing the total production of the meuwber
gocleties in any of the year under study. Yhat it
could procure is only less then 44 per ocent. In 1933%-84,
the'rateiof mrocurenent ashovs 5 declining trend. This
sltuation.would ultimetely affect the working of primary
societieé a8 it micht initiete process of acecumulation

of atock

4.1.2., Keralg Stote ﬁandloom Development Corporation itd.

(Hanveev )

The 'Hanveev wes esteblished in the year 1968 with
ite headéuartera at Cannanore. Its original name was
Kerals Handloom Finance Corporation which was renemed
subseque%tly as Kerale Handloom Finance znd Trading Cor-
poratiOnjin 1975. Finally it was converted into Kerala
3tate Handloom Development Corporation.

The original eim of the Corporation was {0 encouraze
and strepgthen the private handloom enterprises by pro-
viding tpem with working cepital and fized capital.
Besldes, Ehey undertaok the marketing activities too.

The Corpo?ation wvas entrusted with %he task of implemen—
ting Intensive Handloom Develépment Pro jects in Csnnenore

and Trivandrum regions. Accordingly six societies vere
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sef up in Cannanore region and Beven societles were es-—
tablished in Trivandrum razion. The aim of the ﬁroject
wag t0 bring the weavers under the co-opegative fold.
Another_project that had been shouliered by the Corpora-
tlon was the Export Froduction Froject with the aim of

encoureging export of high quality heandloom fabrica.

The societies and 'Cluaters’ form the source of
supply of febrics %o the Corporstion. lowever, ‘'clusters’
are the méip source of supply. 'Clusters'! are nothing
but centres where the yarn is supplled to the individual
weovers and menufsctured goods are procured by the Hanveev.
The weavefs'ara paild wages. The Corperation has remocined
fo be fair weather friend to the weavers, Under this ar-
rangensnt the Henveev can avoid paying of bonua and such
other benefits which are otherwise to be paid when they

procure finished fabriés from the societies.

401-3. Frivate dﬁctg;_:-

Private traders have substantial hold in the produ~
ction and1merketing of handloom products though tuneir
strategiés and metheds in production and marketing are
not known explicitly. In 1968, the private sector accoun-

ted for YO per cent of loommge. In 167%, 1t was reduced



to 69 per cent which went up again to 75 per cent in
1976. 1In 1984, their sbare in loomaze however, was de-
clined 0 485 per cent.

In apite of various conceasion to co-operative and
public secltors, the privete traders thrived mnd their
ghare in the sales has been discussed elsewhere in the
study. The conditions and practices existing in the
field often pave way for doubts that verious concessions
extended by the Governmant ultinately have routed %o the

private traders.

401.40 Exgortarg-

The trend of export of hendloom goods has peon discus-
sed previously. In Kerals there are 45 licensed agzonciles
who are permitted to undertake ezport. Uut of 45 regzis-
tered caport agencies 42 are the private dealera and the

others are Hantex, Hanveev and Handicrefts Board.

401 050 SunEliE;:S .

Thé rav matorials of the hendloom indusiry are yarn
~end dyes. The yarn consiitutes more than 60 per cént

of the total cogtas. The Hantex and Hanéeev.purchaaed
yarn mainly from the Neticnal Text$ile Corporation (NIC).
ﬁut it is found that the apex pociety and the (orporation
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could hardly meet 30 per cent of totel consumption of
yarn by the handloom soc@eties and clugtera. For the
rest of their requirements they have to depend upon the
private spinning mills working inside and ocutgide the
stato. The major counts used by the handloom sector are

208. 263) 609, 803’ 1005 End 1208.

4e146. 3pinning Millg in EKerala.

There are totally 26 spinning mills in Kerala. Four
of them are in co-operative sector, four are owned vy
the Government of . Kerala, five mre run by the National
Textile Corporation (NTC) and 13 are owned and menaged
by the private sector. The production of hank-yern by the
spinning milles in Keralas is given hareunder.,

Table 4.2. Production of Hank-yarm by Spinning Nills of
Kerala-1980 (quantity in kg 2nd bales of 170 kg)

40B and below fbove 40a Potal
Mills kg Beles kg Bales kg Bales
no,. NO. - 1_10.

Co=operative 1390064 7654 45350 250 1475414 17904

State owned 187672 1033 514819 1734 502491 2767
mills

giléﬁcowned 2414452 13295 894271 4925 3308723 18220
y

Privete mills 2514010 13844 _ 1352438 _T7448__3866448 21292

. e A st o e . — - — -

Grand total 6506198 735826 2605878 14357 9113076 50183

. - Sy . S A Y S e — . M e ey S S S S A Sy T ——— — —

Source: Quarterly ctatements furnished by Spinning Hills
quoted in Jtatistical Hand book on Handloom Industry
in Kerala 1981, pp. 20-21, . ‘
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. fne Table 4.2. unravels the production of henk-
yarn by spinning mills in Kerala. it is found that the
quantity of henk yarn produced here is not sufficlent %o
meet the requirement of har‘ldlooma in Xeraln. The toble |
roeveals that the spinning mills in Keraslz produce mainly
the yarn of lower counts. The share of finer counts 1s
meagre to?meet the domesatic requirement. This hes forced
the handloom soccletles and other weavers to depend upon

spinning mills ocutside Kerala.

4.1.7. Erice of yarn.

The price of yarn directly affects the price of

handloom cloths. Thilg has in turn affected the markete-
bility of handloom products. The wild fluctuation in
yarn prices is & common featurs in the indu=try. The

trend of yarn price is given in Tabls 4.3.

The Teble 4.3. explaing thet in price of yarn has
.reglstered an increase year after year. There is en un-
precedented price hike in the lower counts in 1384. 1In
1987 there has been a general increase in the price of
yern for all counts with 2 more than proportional hike in
finer variety yarn which iz around one third risc in the

previcus year's price. Yarn cost has an adverse effect‘on
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cogt structure of handlooa goods. Tha Ffluctuation in the
_yorn price 1s stemmed from the demand and supply condition

of raw cotton,

Table 4.3. Trend oxr yarn price \&verage ex-mill price
for bundles of 4.54 kz) (price in &)

Sl. Oct, Oct. Cot. April Aug. 2Aug. Auge.

No, Counts 1978 1979 1980 1981 1983 1984 1987
1. 20, 70 T73.50 73.50 96 98 126 127
2. 26, 76 84 90 103 110 130 142
3. 40, 98 117 110 119 138 141 165
4. 60 (carded) 130 152 143 152 175 170 o5
5. Gob(ccmhed)-145 170 165 177 190 195
6. 80 (combea) 162 212 188 180 252 225

- 250 4.

7. -80_(carded) 198 242 231 247 200 ;(9)8

8. 1003(combed) 245 341 344 320 345 310-5 415
- : .33

9. 1209 - - - . - - - 500

Source: 1. Statistical Hand Book on Handloom Industry
in Xerale - 1981.

2., Charts meilntained by Hantex.



4.3.3. Supply and demsnd conditioms of gofbon.

The cotton produotion has been erratic over the
yeers. The demand bhas surpzssed the supply.  The demand
and supply of cotton has a bearing on the handloom indus-
try becauge 40 per'cent of the production in the handloon
1ndustry 13 based on cotton fibre. The Tuble No.4.4 |
would ill&atrate the Present disoussion.

The Teble 4.4 annlyses the demsnd and éupply of
cotton for the past 16 years and hes surfaced the faot
that only in six yeurs, there hmos becn some exceasa supply
over demend for cotton. In all other years the demand ias
in excess of supply. In tho previcus teble it has been
found tha# the prioe of yarn is on ‘the increzse. The
reeson for the rise :of price might be dus to the imba-
lance betﬁben the dewand and supoly of cotton. The im-
belance of supply 1s due to erratio trend in production
of cotton which has been discussed elgewhere and alao

due to changea in exporteimport poliecy.



Table 4.4. Availability and mill consumption of cotton (in lakh bales of k)

Cotton year Cotton production Export & Extra Available for Total availa-~ Total con- Deficit
{ended 318t (Trade estimates factory con- mill consum- _bility for sumption in demand
August) of commercial sumption ption from do- lmports * ;473 congum- in mills and supply
crop) megtic gsources tion of cotton
(2) - (3) {4+ (5)

(1) (2) (3) (4) (5) (6) (7) (8)
1970-71 56.62 3.06 53.56 9.10 62 .66 62.67 -0.01
1971-72 74.62 3.53 71.09 7.90 78.99 67.33 11,66
1972-73 66.36 2.90 63.46 4.68 68.14 68.67 -0.53
1973-74 64.04 4.72 59.32 1.88 61.20 72.78 ~-11.58
1974-7% 70.39 2.03 68.36 1.15 69.51 71.10 -1.59
1975-76 66.50 6.27 60,23 1.66 61.89 75.45 -13.56
1976-77 59.50 2.39 57T.11 6.22 63.33 67.52 -4.19
1977-78 71.03 2.10 68.97% 6.16 75.09 66.16 8.93
1978-79 79.27 5.40 75.87 0.31 74.18 69.81 4.37
1979-80 76 .98 7.81 69.17 - 69.17 T4.12 -4.95
1980-81 78.00 9.97 68.03 - €68.03 76.78 -8.75
1981-82 B4 .00 7.75 76.25% 0,50 76.7% T1.23 5.52
1982-83 83.07 11.79 T1.28 - T1.28 75.61 -4.33%
198%-84 74 .94 9.01 65.93 - 65.93 80.20 -14.27
1984 -85 101.50 6.45 95.05 0.75 95.80 86.88 8.92
1985-86 107.00 9.60 97.40 - 97.40 86.57 10.83 )
______________________________________________________________________________________________________________ -

Source: Handbook of 3tatistica on Cotton Textiles Industries (ICMF)
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As far as export-import policy of cctton is concern-~

ed it is criticiséd that the Governuent poliéy has been

a ahort &ighﬁed one. The BEconomic and rFolitlcel VYeelly
(1987) has reported that the Jovernment has entered in

a long term contract to supply six liakh bales of cotton
annually. The comtract has commenced from 198687
(Septembqr-August}. The anticipated ‘crop failure snd
the long term contract to export long staple cottoﬁ hag
caused the price of cotton to rise by 45 per cent to 80

per cent derending on variéty.

The cotton price depended 40 a zrenter extent on

the policiea of procurement and disposal of cotton by

the agancles which are entrusted with the task. According
_to the reports of Economic end Politicel Yeekly {1987),
4% 18 found that the Cotton Corporation-of India end the
Maharashtra State Co-operative Cotton Growers' Sooclety
had disposed of the entire stock on 1986-87 which has been
corneredlby the private mill owners. It hes helpad them

to have a monopoly poaition in the supply of raw cotton.

4.1.8. Price of Dyes.

] Like the price of yarn, the price of dyes also haa

an impact upon the cost structure of the handloom goods.
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Since the vrice of dyes and chemicals is not available
in terms c¢f their quantity, the whole sale price index
of the dyes has to be depended. upon.

Table 4.5. Index Humbers of whole sale prices
(Revised series; (base 1970-T79 = 100)

T R Al v S g S TR e e et S S S g R S Y g vy Yl S, S A e ) e e S B TH T W Sy S P . TP S ol T . GEp. Sy S S e e

Price of dye stuffs/

chemicalg
197172 99.80-
197275 102.80
1973-74 117.00
1974-175 169.80
1975-76 172.70
1976-77 176.20
1977-78 165.80
197879 194,20
1979-80 226.80
1980-61 253.90
1981-62 267,00 .
1962-83 275.70 -
1983-84 285,00
1984-85 299,90
1985-86 530,20

Source: Hend Book of Stetistics onm Cotdon Pextiles

Industry (ICHF)
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The Teble 4.% throws lizht uwvon the price gsituation
oY dyos and chemiculs uged in the handloom industry for
the pas?t 14 yeasxrs. Tho price showe on upward trend in
every year. The whole sale price index for the year
1971~72 haa been 99.580 which has rised %o 330.20 in ths
yoar 1985-86 rezistering a thres fold inersase. Thus the
price fiae 0f dyes and chemicels has teen eontributing fur-
ther t¢ losze the foct hold of handloom industry in the

narket.

4 -1 .9- uaﬂ'eﬁo

In procuring the cloth, the Hontex fixes the waqes
on the basisz of welzht of materiels used in the final
product. Thie is included in the procurement price. 1In
November, 1587 the waze wes refixed. The comparative wage
rates and vhe percenteze increase are given in the

Teble 4.6,

From the Table 4.6. it 1is evident that there is a
considersble hike in the wege rate. It has ranged from
30 per cent tc 40 per cent. The unprecedented rise in
the prices of rav natorials and the wage rate inoresse

would surely make the handloom product coatlier.



48

Table 4.6, ﬁage.rata for selacted standard items

- —— - - - - ——

51, Count ' Wages Wages Ier oent Vages
mn- ltexs prior to refixed increase per
Bo. ber refixaticn (per 'Kazhi '
(per kgz) Kg) - : {refixed)
rate
1. 20, fnortm 11.3C 15.80  39.82 3.59
2, "265 Ve 14.70 20.60  40.14 3.60
3. 20, Other items  10.4C 14.55  39.90 330
4. 26, Yy 13,70 19.20  40.15 3,35
5. 30, s 15.80 22.10 39,87 3435
6. 40, ., 24.10 33.75 40,04 3.83
T. 60, 'y 38470 54.20  40.05 4410
8. 'sos ’y 54 .80 71.25 30,01 4.04
9. 100, * . 76440 99.30  .29.97 4.57
1 0.120, . 110.00 143.00 30,00 541

Jource: Circular of Hentex dated 28.11.87.

4.1.10. Competition.

The ma jor compatitor of the handloom industry is
the orgaenised mill sector. They have vetter technolozi-
cal bese and methods of production. Thelr resource bese

is also found to be strong and varied. Batra (1978) had
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found that the productivity of the mill sector per
worker was 30 to 35 meters per shift of eight hours
while it wes six to eight meters per day in handloom
aector; Goenka (1978) had observed that the then existed
utilised capacity of mill sector was 4800 million meters
in 1956 and 4120 million meters in 1977. But its full
capacity 90{;1;3 g0 up to 5000 million meters. The utili-
ae& capacity pf powerloom was 2000 million meters, but

its full capacity could go upto 4000 million meters.

The ﬁill sector'enjoya various economies of scale
in the gaée of‘procuroment of yern, dyes, menagerial
telents, 8ales and other related ectivities. The compo~-
slte millg have the added advantagea of assured yarn sup-

Ply as théy have some arrangements with spinning mills.

The hill sector la better placed in the case of or-
ganisatiohal aspscts as well. The mill owners have their
own natio?al level organisaetion like Indian Cotton Mills
Federatio# (ICMF) end the regional level organisations to
protect their intereats and to do lobbeying for theif
gaeuse. fhe varioug textile research organisations like
South Indian Textile iﬁasearch Agsoclation (SITRA), The
Bombay Te?tile Research Associmtion (BTRA), the East
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Indisn Textile Research . Aspocilation (EITRA) have
helped them to updete the production techniéues and
better the quality of fibre. Judging the mill gector
from the point view of profit, their competitiveness
could better be understood. The forezoing chart

presents their profitebility ratio.

The chart ghowa the profitability ratios of cotton
textile 1ndustry for the past 15 yesrs in terms of gross
profits in relation to the sales and profits after tax
in relétion to the net worth. These ratics have been -
compered with the other industries taken as & whole.

It might be seen thaet the zross profit before tax shows

g lower rate when compared to other indvstries. Ag far
as profits after tax is concerned, for the time period
from 1972-73 to 1974-75 end from 1977-78 to 1980-81 the
position gseems ta be comfortable ss has been evident

from the compardson of such ratics to thogse of all indus-
tries. 7The negative trend has been recorded only during .

the period of 1975-T6 %o 1977-T6.
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»
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4.1.11. Qfher goppetitora

Besides the mil) sector the handloom industry of
Kerala faces sitiff cqmpetition'from the powerloon secto;.
The illegal powerlooms and even the licensed powerlooms
dump their products in the market under the guise of hand-
loom products end anatch awzy the bepefits anjoyed by
the handloom. This unhealthy practice has been unearthed
by varlous Committees and Conmigsions appointed to study
the problems of handlooms from time to time., The s tiff
competition from the handloom ooncerné of other states
is another challenge encountered by the handloom industry
in Kerala. Anothsr threat that is confronted by the tex-
tile industry in general and hand loom industry in particu-
lar, iz the deluge of amuggled fabrics. Das (1987) calou-
'1ated that the smugzled fabrics worth & 300 crores had

found theilr way into our domestic market.

4.2, The HMacro gnviromment of the Industry.

The industry end 1ts suppliers, marketing interme—
diaries, custoners and publics, all operated in a larger -
maoro environmental rorcaﬁ that shape opportunities and
pose threats {0 the industry. These forces represent

uncontrolinbles which,ﬁhe industry ought to nonitor and
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respond to (Kotler, 1988). The macro environment con-
simts of four major elements, viz. demogrephic, eoonomic,

teghnologioal and political forces .

4.2.,1, Demozrsphio environment.

Marketers are keenly interested in the sizs of the
popalation, its gaograppical distribution, density,
mobiiity trends, zge distribution, birth marriége and
deeth rates apd soclial, ethnio and religious structure.

The rate of growth of the population has great 1mporfan0;
for any businesa. The growing populatlion means growing
huran needes. It means growing markets i1f 1t is backed by
purchesing power. Questions like what to produce, for whom
to produce, ané how much to produce sre to be ansvered by

formulanting eppropriate merketing strategles.

All the demographic factor oould not be produced in
“the discussion ag there is the paucity of data. However,
some of the me jor demographic variables are given in

the avbaequent pages.

The Toble 4.7 shows a constant growth in the popula-
tion. The-réta of growth of population for the rresent
decade is found to be 1.92, The table has alao explained
that there is female domination in gexvise_ratio. These

figures would help to find ocut how mich to produce it the
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per head comsumption iz known. Each firm might ascertain
the quantity tc be produced if it knew what wap its market
share. A sex-wise segmentetion would also be possible with

tﬂase figures.

a2 o1ale EQ;: co E;ta Qonﬁump_tlog.

The knowledge of the population fizures would alone
not help- the decision of tho quantity to be produced. It
mnay be suéplemented by the probable per capita consumptioﬁ
of textiles. The Table 4.8. 1s an attempt in this regard.

Teble 4.7. Census of Xerala - 1901-1981.
;;;; Pg:ggga in izg;gzgf Male in lakhs Femg;;h;n
-..variation
1501 63.96 - 31.91(49.89) 32.04(50.11)
1911 T1.48 1.75 35.59(49.79)  35.88(50.21)
1521 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 110,32’ 16.04 54.43(49.34) 55.89(5C.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 26429 105.88(49.60) 107.60(50.40)
1981 254 .45 19.24  125.25(49.22) 129.20(50.78)

Source: Census of India 1981.

Figures in parenthe

totel.

8is showed por oent to the
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Teble 4.8+ Fer capita Conaumption'of‘all Textiles at
~ Different Income Levels - All India

- Annuel household income (in Bs) Year Guantity Value
_ , . inm in &

-

1. Less than B 3000/« 1982  B.42 76,40
o 1983  8.87 90,47

1984  B.80 - 9317

1985  9.86 107.93

. 2. B5 3000/~ to B 5999/~ 1082 10.7t 124.64
1983 10,60 129,28
1984 11.56  146.45-
1985 12.49 164.75

194.23

3. ks 6000/~ t0 B 9999/~ 1982 14.01
1583 13.05 185.79
1984 13,59 203.04
1985 14.79 234.82
4. B 10000/~ to & 19999/~ 1982  16.79 275.55
1983  17.76 302.47
1984 16.0f 295.73
1985  17.88 339.78
| 5. B 20000/~ to & 39999/~ 1982 19,78 '383.16
1983 - 17.17 3B4.49
1984 17.02 395.44
4985 - 18,02 428.86
6. B 40090/- and above 1982 18,23  4B4.56

1983 21.13 531.70
1984 19.83 531.70

7. Average 0f all income 1982 13,52 205.24
group 1983 $13.69 217.99

1984 13.83 235.57

1985 15.45 287.26

Source: Market Research, Textile Committee 1986.
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The census figures may be related with the quantity -

of consumption by the people as shown in the Table 4.8.

Though the people at higher atrafa uge more quantity
of cloth, it should be seen that the mugber of .

poople at that income bracket are relatively less in
number. So aegmentatidn on the basis of income would be
needed end product mix should be developed according to
the tastes and preferences of varicus income groups.
This teble thus give an approximete olue s to how much
to produce for each income zroup. It shows thgf there

ia a.poteﬁtial mérket for handloom products but the quea-
tion is how %o resch them. It i5 in this context that sp-
proprinte marketing strategies relevant to rarticular |

segments become inevitable.

4.2,1.2, Per Capita House Hold Congumption of Mnjor
© ltem of Textiles in Different Arcas. )

Argn-wise megmeniation would be very mich desirable
s the consumption pattern of people at different area
varies. UHence, an illustration hag peen made to show the
d1fference in congumption pattern by consumeras of dif-

ferent regions.



Table 4.9. Per capita Household consumption of major items of Textiles
in different areas (quentity in m)

_______ Urban________ —————e—__Rural . e Al) India - __
______ —— 1983 __ 1984 _ 1985 _______ 1983 ___ 1984 ___1985_ 1983 _1984 1985
Items :
Dhoti 0.82 0.85 0.92 2.06 1.88 1.95 1.76 1.62 1.70
(5.19) (5.4) (5.29) (5.8)  (14.21) (13.17) (12.85) (11.71) (11.04)
Sarees 5(m) 5.41 5.45 6.05 3.30 3.58 4.02 3.81 4,04 4.52
(34.24) (34.69) (34.77) (25.33) (27.06) (27.14) (27.81) (29.21) (29.26)
Long cloth, Shirts 0.71 0.73 0.49 0.62 0.59 . 0,51 0.64 0.62 0.50
Gray cloth (4.49) (4.45) (2.82) (4.76) (4.46) (3.44) (4.67) (4.48) (3.024)
Shirting 2.01 1.99 2.22 1.96 1.96 2.20 1.97 . 1.96 2.1
(12.72) (12.68) (12.76) (15.04) (14.81) (14.85) (14.38) (14.17) (14.30)
Coating/ 0.74 0.74 0.77 0.38 0.36 0.41 0.47 0.46 0.50
Suiting (4.68) (4.71) (4.43) (2.92) (2.72) (2.77) (3.43) (3.33) (3.24)
ladiea dress 1.89 1.78 1,82 1.214 1.23 1.35 1.37 1.36 1.47
materials (11.96) (11.33) (10.46) (9.29) (9.30) (9.12) (10 (9.83) (9.51)
Bed sheet/ 0.52 0.52 0.62 0.37 0.36 0.39 0.40 0.39 0.44
Bed cover {3.29) (3.32) (3.56) (2.84) (2.72) {2.63) (2.92) {2.82) (2.85)
Towel/Turkey 0,23 0.15 0.28 0.22 0.15 0.26 0,23 0.15 0.27
Towel (1.46) (0.95) (1.61) (1.69) (1.13) (1.76) (1.68) {1.08) (1.75)
Readymade 1.28 1.35 1.81 1.10 1.12 1.44 1.14 1,17 1.53
garments (8.10) (8.59) (10.40) (8.44) (B.47T) (9.72) (8.32) (8.46) - (9.90)
Hoslery goods 0.97 0.86 1.04 0.76 0.74 0.97 0.81 0.77 0.99
. (6.14) (5.47) (5.98) (5.83) (5.59) (6.55) (5.91) (5.57) (6.41)
Uthers 1.22 1.29 1.38 1.05 1.26 1.31 1.10 1.29 1.32
(7.73) (8.21) (7.93) (8.06) (9.52) (68.85) (8.03) (9.33) (8.54)
Total 15.80 15.71 17.40 . 13.03 13,23 14 .81 13,70 13.8 15.45
{100) (100) (100) (100) (100) {100) (100) {100 (100)

Jource: Handbook of Statistics on Cotton Textile Industries ICMPF p.29.

LS
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The Table 4.9 revealas that the saree is the
sinzle dominant 1fem in both urben and rural areas.
The seooﬁd iten chowing a hizher usage rate is shirting
in both the areas barring the year 1983 in rural aresa.
‘The dhotl has a substantial market in rural area while
it 1s very low in urban market. ILadies' dress meterials
form the next best market in both aress which is fol-
lowed by the ready-made item. This 1s indicative of the
faot thet a‘proper market segmentaetion and further in
depth study on the peculiar features of each gegment
would enable to identify product varieties to match
definite segmenta. 'fi short, there are similarities in
raral and urban congsumption pattern in gone rpapqcta
but in certain others they have differed. This pfoveu
that gegmentation based on area is worthwhile. Hence,
further enalysis in the growth of urben and :rural

poguiation is found to be beneficial.



Table

4.10, Indices of Growth in Urban Population of Xerals State.
Digtriotwise 1901-1981,

1941

Districts 1981 197% 1961 1951 1931 1921 1911 1904
Cannanore 1177 583 5359 224 148 132 112 119 100
Vynad - - - - - - - - -

Calicut 691 636 430 258 185 125 104 101 100
Malappuran 1683 1182 -  T19 603 400 241 204 212 100
Palghat 353 366 255 251 170 126 117 109 100
Prichur 1650 801 595 526 %84 283 166 130 100
Ernakulan 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
Allevpey 1218 1175 1012 724 464 394 287 129 100
quilon 2359 1210 919 = 914 510 369 2673 120 $00
Trivandrum 1133 987 7 531 308 231 176 110 100
Average for .
the State 1050 763 562 402 263 202 150 115 100

e s g

Source: Cengses of India 1981, series 10 Keralg, General Fopulation

Teble part II 4 p.29.

66
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The Table 4.10 has thrown light upon the growth of
urben populetion oﬁer the decades in different districta
in Kerslsa. rThe rate of growth shows en upward trend.
Quilon hes ?ecorded:a higher rate of growth in urban popu-
lztion which'ia followed by Malappurem. Trichur has the
third place in this regard. FPalzhat hag recorded thqllovest
rete of growth in urban popalation. fThis sort of index
would help the hendloom marketing, organisatlion, to achedule
product line end to formlate appropriate distribution stre-
tegy in various districts of Kerala. The discussion would
be incomplete unless the growth of rural population has not ‘

been explained.

From the Teble 4.11, it is understood that thsré is
aubatantiéiTgrowth in the rural populantion also. Thig teble
could be supplemented with the previous table and related
td the consumptiion pattern to get the probéble quantity
that rural éraﬁs would require. This may also help to
formlate the distribution strategy pertaining to the sele~
ction of rural reteil cutlets. The dietribution stratagy
and decisio#lwith regard to the number of outleta in the
distribution netwdrk can not bo samessed if the density of

poruletion ig not ascertained.



Iable 4.11. TFProgress in Rral Population in the State of Kerala - 1901-1981.

(Figares in lakhs)

Year 1981 1971 1961 1951 1941 1931 - 19214 1911 1901
Person 206.82  178.80 143.49 117.23 98.36 65.91  T1.21 66.23 50.92
. Hale . . 101,68, 88.52 . T0.79. 57.65. 48.30  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
Source: Censug of India - 1981, Series 10 Eerala, Goneral Fopulation
Table Part II A. p.32.

Table 4.12. Density of Yopulation in Korasls 1901-81.

Year 1901 1911 1921 1931 1941 1951 1961 1971 1981
Populstion 165 184 201 245 284 349 435 549 655
per sq km _ ‘

Source: Census of Indis 1981. Series 10 Xerzlas General fopulation Table
Part II A D.33. ’

b9
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It haa been mscertained from Table 4.12 thet the
donsity or population per square kilometer is on the
increase. The density for the present decade 1s found

to be 655 per sq km.

4¢2.3., Economig environrent.

Harkgt rogquires peopde as well em purchaa;ng POWET.
Total pu:chgeing power would be a function of current
incomo, prices, savings and credit availobility. HMarke-
ters shoﬁlﬂ take the economic environment as a barometer
in daciding appropriate marketinz strategies. Thenme

economic: indicators are giﬁen in the further anslysigs.

The Teble 4.13 shows that there is a sterdy growth
in the zross national profduct both st current prices and
the prices of base year. 4 tremd akin to net mational
ﬁrcduct‘hESﬂalso been found. In the jer capita net naticnal
product also a similer pace of growth 15 noticed. Rever-
tholeuafrﬁhe trend in the baae year's price is not found
%o be proportional. The growth indicated a stagnancy in
1982-83 ahd in the éubsequent year, . The growth of per
cepita 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 subataétiai.’ The economic indicators thus show a
comfortable situntion.



Table 4.13. Gross National Product and Net National Froduct

Grogss National Product Net National product ter capita Net National
Year at factor cogt " at factor cost roduct
(Bs crores) (ks crores) Bs}
At current At 1970-T71 At current At 1970-71 At current At 1970-71
-price price price price price price

1979-80(F) 95413 47233 88716 44136 13361 664.7
1980-81(F) 113907 50793 105804 47496 1558.2 699.5
1981-82(P) 130471 53467 120691 49935 1739.1 719.5
1982-8B%(F) 144884 54836 133457 51119 1882.3% 721.0
1983-84(P) 171201 59043 157830 55100 2180.0 721,0
1984-85(P) 188459 61201 173207 57014 2343.8 171.5

e T T p———— e T e B . Sk ey . O D ik e B e B B S e e e S S S St S o Y= = = et T W S it e . o e = St S

Jource: Handhook of Statistica on Cotton Textile Industry, ICMF, p.108.

¥. Yroviaional Q. Quick Eetinmmte
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Table 4.14. Per capita Income of Different States

_________ At_current price _______ ———__At _constant price ____

States 1970-T1 1979-80 1980-81 1981-82 1979-80 1980-81 1981-82
Andhra Pradesh 586(10) 1167(11)  1313(10) 1536(8) 631(9) . ,649(8) 718 (7)
Assam 535(13) 1063(12) -1221(12) 1380(12) 516(12) 558(12) 546(13)
Bihar 402(17) 795(17) 870(17) NA 405(16) 420(18) KA
Gu jarat 329(3)' 1641(4) 1866(4) 22114(4) 852(4) 865(4) 950(4)
Himachal Pradesh 678(7) 1288(7) 1523(6) 1659(5) 646{(7, 694(6) T19(6)
Haryana 877(2) 1923(3) 2335(2) 2574(2) 957(3) 1057(2) 1074(2)
Jammu & Kashmir 548(12)  1301(6) 1496(7) 1630(6) '633(8) 673(7) 681(8)
Karnataka 685(6) 1208(10)  1314(9) 1458(9) 675(6) 637(9) 664(10)
Kerala 596(9) 1271(8) 1382(8) 1448(10) 613(10) 619(10) 636(11)
Madhyn Pradesh 484(15) 864(16) 1134(15) 1217(14) 395(17) 489(15) 501(15)
Maharashtra 784(4), 2048(2)  2294(3)  2519(3) 998(2) 980(3) 1008(3)
Manipur 377(18) 945(14) 1052(16) , 1045(15) 430(14) 462(17) 462(16)
Orisan 482(16) 931(15)  1147(14) NA ‘ 424(15) 524 (14) NA
bun jab 1030(1)  2611(1) 2768(1) 3122(1) 1365(1) 1367(1) 1229(1)
Rajaa than 680(8) 1023(13)  1277(11)  1417(11) 534(11) 555(13) 585(11)
Tamil Nadu 581(1t) 1210(9) 1197(13)  1373(13) 646(7) 615(11) 667(9)
Tripura NA NA NA NA NA NA NA
Utter Pradesh 486(14) 721(18) 818(18) 929(16) 474(1%) 477(16) 505(14)
West Bengal - 722(5)  1413(5) 1553(5)  1595(7) T16(5 761(5) 720(5)
Arindia 633__ 1333 _____ 1871 _______1750_______ 667 S_700_ ________720 -
Jource: Censug of India - 1981 Figurea in parentheais showed the rank

¥9
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From the Table 4.14, 1t 1s ascertalned that the
State of Kerala has only rather a backward position in the
per caplta income when compared to other states. The marke-
ters have to take the cue from this. The price stratezy
should suit this low rate of income. The sales promotion
B trategy ﬁay be adopted in such a way that people could
- afford the producis or arrange in that way the people could
posaess zoods Bt easy terms. Yince the cloth being 2 thing
the use of which could be poatp&ned, the policy should be
ong of push strategy. The c¢ost reduction, roeduced distri-
_bufion and adminlstration cost and Froper inventory manage-

rment have t¢ be cared for.

It 1s understocd from the ITeble 4.15 that there 15 a
general price gpiral in all commodities. It had to be noticed
that there 1s 2 considerable rise in the price index of food
articles. This hints at the plousible consumption patitern
of the peoples. Being an esgenticl commodity the greater
share of the dis posable income would gc o these primery
articles. That would suggest thet the consumption of durable
item might be dropped. At the seme time there as recorded
a price rise in the raw cotton, yarn and dye souff, in the
recent yeara. A corresponding hike in priceg of mill mede
cloth has alsc been found. This siiuation would require
the efflciency in costa whether 1t 18 in produection or dis-
tribution lest the handloom products should be considered
coatly.



Table 4.15. Index Humbers of ﬁholeaale prices Bape: 1970-71 = 100

Pericd éi%ig;mmo- Fgggsarti- ggzton co;:gg cgfigi %2§Eg§eg gi:ffs ?%:gr
- _ ' o etc,:
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 25%.9  354.3
1981-82 281,30 235 .1 227.3  251.4  231.3 228.2 267.0 427.5
1962-85 288,70 249.6 199.4 254.2 - 244.1 235.4 275.7 459.7
1983-84  316.00 283.2 221.6 262.6  252.8 246.4 265.0 494.8
1984-85  338.40 267.4 261.0 291.1  258,2 298.9 299.9 518.4
198586  357.80 317.8 215.5 291.2  269.6 265.4 330.2 579.9
1986-87  395.58 403.0 297.6%  HA Na  NA NA NA

}3?? o3 - 432.8 408.2 314.8% NA NA NA NA HA

Sourcg: Hand Beook of tatistica on Cotton Textile Industry, ICHEF, p.ttZ.

—— e > —

The Hmdu MBI‘- 9, 1987. 'p.24.
.* Filgures were collectively for fibre.

——

99
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4+2+3. Technolozical environment.

A3 far as the technological environment of the
handloom indusiry is concerned, the improvement are found
to be slow. Perhaps, the only noteworthy change that has
occurred in the industry 1ls the slight modifications in
some of the existing looms like Eanchipuram, Nepal and
Chitaranjan looms. As a result, thelr productivity has
gone up to some extent. It is found thet changes on
the same line when adopted to traditional looms in Kerala
have met with resistence. Another change that has taken
place 15 the édoption of man-made fibre in the fibre
mnix of the handloom induagtry. The credit for thia goes

to Haentex end Hanveev as pioneers in this field.

4.2.4. Political environment.

Marketing decision is often affected by changes in
political environment.‘ This environment i3 made up
of laws, governmenf agenclies and pressure groups thet
influence and creste constraints to various organisa-
tions and individuals in Society. However, the handloom
indus try has been eﬁjoying e protective policy' 8ince

independence despite changes in political set up.

70 mitigete the hardships of the industry, the State

has encouraged co-operetivisation and the formation of
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staie and national level corpora#ions to ensure un-
interrupted supply of yarn at ateady prices. The supply,
of yarn is envisaged t0 be channelised through the depots
of the Netional Handloom Development Corporation. ZPro-
duction of mixed and §lended fabries, reaervation

policy, removel of cost handicaps to meke handloom pro-
ducts compe@itiﬁe, inproving their marketing and Promo-
tional efforts and atrengthening thelr date base through
Handioom Censyys and refinance fecility are some of the
measures implemented by the 3tate to uplift the héndloom

industry.

To probe into the problems of the industry, the
dovernment had sppointed & number of Committees and
Commissions, viz. Kaungo Committee, Textile Enquiry
‘Committee, Government of India Study Team, Powerloom
Inquiry Committee, Ashok Metha Committee, Fact Finding
Committee, ligh Powered Study Team on Hzndloom or

Jivaraman Committec.,

The various Industrial Policy Resolutions and Textile
Yollicies annocunced by the State from time to time have
emphesized. the dire nsed of strengthening this tradi-
tional industry.
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The Industrial Folicy Resolution (1948) explioitl‘j '
s tated that the Cottage and Village 1nductiries had a
very 1mpbrtant role in the national economy. It fos~

tered irndividusl, village or co-opsrative enterprises.

Havihg realised the subllime features of decontralised
1ndustri@l sector, the Industrial Folicy Resclution of
1956, demanded that the State should restrict the volume
of produétion of the large sector, provide diffarentizl
taiation' and subgidies end incentives, provide finencial
agsistance to ﬁodernise toechnlgquens of production to in-
crease cémpetitive atrenszth, enoourage the formation of
industriél co~operatives and pay constant attention to

smali end cottage indusgtriesc.

Industrial Policy Resolution (1977) brought about
a revolutionary chenge in the field of decentralised
sector. It stroosed on the programmes of quality impro-
vement, bettering productivity, cost reduction end marked
innovation for this sector. The policy statement created
a new seétor named 'tiny sector' and suggested the.
concept of appropriate teohnolégy. Formation of District
Industries Centre‘tO'provide all the service except
finance under a single umbrella, weg & land mark in the

provision of infrastructure facility to-the decentralised
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sectors. 48 a part of market expansion the Government
Departments were directed to purchase thelr requirements

from the decentralised sector.

The Industrizl Pollicy Resolutions of 1980 and 1985
were sworn in t0 guerantee economic viability in the vil-
lazes through & wider net work of village indus tries.
these policy statements emphasized upon the need for up-
dating preduction technology, quality lmprovement, co-or-
dinated effort to provide credit, market support and

facile supply of ravw material.

The Textile Policy (1378) otated that in the less or-
ganised end decentralised sector cof handloom, lthadl and
sericuliure, difficulties regarding the aupply of yarn,
suitable marketing arrangements and sirilar facitors had
resulted. in a less than adequebe growth rate. Difficul-
ties rezarding the availability of yarn et reasconable
prices, marketing rroblems and competition from the power-
looms had been some of the reasons for this sorry state

of affairs.

The Textile Policy (1985) had transferred the rro-
guction of controlleg cleth to the handloom sector.
Marther, the share of Union Government in the rabate was

reduced the %0 days which was otherwlae shared equally
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by the State and Union Governments. Now of the total
101.daya'of rebate, the Central Government would share
only 30 deys rebate. The rest had to be borne by the

State Governmente.

Fron the foregoing faots it is evident that the
micrc end macro environments of handloom indus try is .a
mixture of strength, weaknesses, cpportunities =nd

threats. .



Results And Discussion




CHAPTER V-

RESULPS AND DTs CUSSION

This chapter is divided into four parta. First:
part analjsﬁs:ii;the marketing strategics followed
by various organisa'tiona.l Data for this 1s based on
the responses collacved from the officers of the orga-~
nisations and ownera ©of the riims under study. The
seconé part deals with the effectiveness of various
marketing strategies edopted by the eemple units. The
third part comprises of consumor attitude toverds mar-
keting strategles of the handloum concerns. The. last .
part ac¢ounts for the price gpread of solecied hﬁndloom

itens.

5¢1¢ Marketin: stratenieg followed by the orranisetions.

5.1.1. Market segmentation.

The survey among the semple unito revealed that
none of_tﬁé organisations appezrs to have mzde a cons-
Eioua and sclentific effort to segment the market.
tecording to the information gathered, ﬁhc reasons for
not underteking the merket segmentation are, the financial
joratreints and raucity of personnel es far es the Zarels

jtate liexndloom Veavers' Co-operative sooclety and the
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Rerala Jtste liandloom Development Corporation are con-
cerned. The private firmg of Iriveandrum have felt thet
they enjoy elready a certaln assured market for tradi-
ticnal products end hence, the process of merket sezmen-
vation is not essentizl. The private firms of

Cannanore have a different case. The bglk of their busi-
ness ip hased upon the orders received frow the foreign
buyers. They are required only to execute the orders
c#nvassed according to the predecided spscificetion,
price and delivery schedule. The challenging task, these
firms undertook is the securing of orders from the foreigr
buyera., Hence, in essonce the private firms of Cannznore
als0 are not in the habit of using market segmentetion

as & matter of strategy.

5.1.2¢ It 15 noted that none of the firms undertake
cny kind of marketing reaezrch activity, nor do they
depend on any outside firms to perform the marketing-

resesrch on their behalf.

5 ol 30 Froduct.

The product line of the Kerels State Hend loom
Weavers ? Co-operative soclety and the Zermala 3tate

Handloom Develcopment Corporztion consisﬁs of
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1. D?aas meterials

1. Traditional variesies
ii. Modern vaerieties

2e waals
3. FMurnishing materials
4. Béd roon items

5. Readymade items.

The product line of .private firms in Trivandrunm
district is found toc have the following:

1. Dress meterials (Praditional varieties)

2. Towels.

The pProduct Line O private firms in Cannanore

district is comprised of;

1. Dress materials (Hodern varieties with specialisa-~
tion in cotton shirting meterials)

2. Dfesa materials (Traditional varietiea.only one
uéit-is found to trzde 1in these verieties).

3. Farnishing materiala.

4. Reaudy mede items 1n cotton.

5« Bed room ltems except mcasquito nets.

Iroduct desiég

Az far as product desizns are concerned only fevw -

design innovaetlons are found ‘i in the traditional
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varietiea. Hence, only twc items viz. couvton shirtings
gnd furnishing wetericls are sclected end the nunber
of degizns introduced in last four years are listed

below.

Tadle 5.1. TDegign Introduction in Cotton 3hirtinzs

Firmes e e TEEE oo
1984 1985 1986 1987

Hantex 9 14 16 23

Hanveev 8 15 17 21

Pvtli t4 18 22 20

vt 2 12 24 18 26

vt 3 15 18 19 23

Fvt 4 10 16 18 25

- P s e S o —— g T W v W S e -— -

Jource: Crimary data.
vt refers to Irivate firms under study.

The anolysis excludes privoie firms of Trivendrum
district since they have nc¢ shirtinz item 1n their
product mix. The Table 5.1 zhows that-in introducing new
designs in shirting meterials, the rrivate firms rénk

better and hence it may be presumed that they are conmscious
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of product development. Between Hantex and Hanveev,
Hantex appears to be more concerned with the espect

of product development.

Table 5.2+ Deaign Introduction in FMarnishings

LT - - e g . gy i - e ey e . S S g S W . s

Nare of tho umber of designg introduced in
organisetion years
1984 19285 1986 1987

fiantez 13 14 14 19
Hanvesv 14 19 21 21
vt 1 38 40 47 53
vt 2 35 43 43 47
kvt 3 40 48 45 50
vt 4 38 41 47 43

- — o — D e D B i R S g e S el D fupn S . g T e o

Source: Primary data
Iyt refers the private units under study.

The Table 5.2. acoounts for the numbor of designs
introduced by various firms in furnighingz materials.
The private firms of Trivandrum district i3 excluded,
for they do net trade in furnishing cloths. It reveals
that the privete firms are more concerned vwith the in-

troduction ¢f new degizns than that of Eentez nnd Hanveov
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Ferhape, this might be due to the fact that Henveev

and Hentex cater only to the existing domestic marketa.
The aprroach of the pri%ate firmg in introducing new °
ldesigns5can not be considered as their own innovative-
ness. Because their source of desizn innovation is found
to be the foreign buyers. The only exception fouhd is

a privete firm iﬁ Cannanore where it uses the services

of gpecialists in bringing forth new desians end pat-

terna on a continual basis.

A% a general observation it might ve derived that
no firm:undertook product development on a solentific
besis and did not appear %0 have comsidered it us a major

marketiﬁg strategy.

From the survey it is also found that none of the
firm ha§ wade product line analysis. 3ince the firm do
not keep the sales figures 1tem~wise, the contribution
of différent i{emas to the total saleo volume and profi-
tabilité could not be a60ertained..

All the firms under study exéept th private firmg
in Trivéndrum digtrict are found to have used institu-
tionel brend nsme. Hantex und Hanveev and all the four
privatefunits in Cannancre district have trade mark.

Individual brend nsme has only limited application.
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Only Hantex, Hanveev and one of the private firms in
the Cannanore dictrict are fcund to bs using indivi-

ducl brand nane.

The use of individual brand nams as & powerful mar-
keting strategy to inatil brand loyalty emong consumers,
however, hés not attracted attention of any of the units
under studj. Special packaging for. their products is
found totaily absent in hand loom marketing.

5.1.4. frice.

In setting the price, all the firms under study
are found to follow only one step in the process of
pricing viz. the estimation of the cost.

All tﬁe firms under study uniform-lly follow the
coat-plus ﬁricing method . Nevertheless, Hantex and
Lanveev have followed demand oriented prioing method too.
In the pricing of new product the firms have adopted the
cost~plus brioing.

Une pfivate 2irm in Trivendrun and four private
firmé in Cannanore allow c¢ash discounts and quantity
discounts.. In mddition to these, one of the private
firms in Cannanore resorted to seasomel discounts to
combat the:rebate which is allowed by the Hantex and

Hanveev.
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The Hantex and Hanveev have employed-the promo-
tional pricing only and the methed used in thils reapect
is rebate. During the rebate period of Hantex and '
Hanveev, one of the private firms in Trivandrum district

is also found announcing rebate.

Historicsl vrice fluctuastlon in ilendloom products.

The organisation survey obrings sbcut the price trend
0f handlcom products in various years. here only a few
commonest items are selected for the anelyais. The sele-~
cted verieties include the double dhoti (3Imall boarder;,

matching eet (small boarder) 'kallee' snd 'thorthu’.

The Table 5.3. reveals that there is wider change in
the price tag of various organisations. The Hantex and
Henveev have alwayg the highest price tag in all types of
counts exceptiin the case of 120, x 120s in the year 1988,
Between Hantex and Uanveev, the foxmer has a higher price
%2z in lower counts while the latter has a higher price in
the finer counts. The significent difference in price rang
is noticed among the privata-firms t00s In 2ll the firms
an unirecedcnted price risg has been noticed in +the year
1988, This is due to the price rise of yarn in this year
which hos beern explmined .elsewhere in the study.
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Tabls 5.%. Price fluctuetion of Double DhotiEél
[ﬁﬂ!%‘

e dr v il s P G D S - W . S D P T A Sl S e e St A T S Sy M S P D e My e S S Mt R P SR S S —

Kkame 0f the .
Year orgenisetion Hantex Henveev Fvti Pvt2 Pvt3 Pyi4

— — — - - o —— —— . A —

Countg: 60x60

1984 35 =1 29 2T7.50 NA 25
1985 38 34 31 29 24 25
1986 40 36 32 31 25,75 35
1ge7 42 28.75 33 3325 27.50 36.25
1988 47 43 44 41 41 45
Counts: 8Cx 80

1984 40 37 A 54«25 30 29
19865 42 39 RA 34 « 25 e 29
1486 44 41 HA 34425 5 39
1987 46 43 49 36 36 39.50
1988 52.70 48. 75 49.50 55 050 50 50
Counts: 100%100

1984 45 46 ey 44 9.7 35
1985 48 48 NA 45 40 35
1986 50 50 NA AS a2 45
1987 52 55.25 41 48450 45 49
{968 64.50 58,75 52.50 60 60 55
Counta: 120x120

19584 852 58 HA 4€ Nil 40
1985 54 58.75 HA 48 N1l 40
1986 56 61 NA 49475 11 50
1987 58 64 63 54 il 55.75
1988 68 75 73 66 Nil 65

R e g e S A S N P S e ooy G i S S - ) T A S S . D S Sl W . S e - . s B St o S e e B —— - W —

S ource: Frimzry Data.
Note: Pvt refers to Private firms from where data collected
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Table 5.4. Price fluctuation in Metching seta
[ Re ]

- —— J— — e - - - . Y A P Wiy dvv el gil mp

Naze of the : . .
organisetion Hentex Henveev FPevtl Ivi2 IFvi3 v

Yeor

Counts: 60x6Cs

1984 46 48 43 41 3g 36
1985 46 50 44 41 i 39
1986 59 52 47.75 41 M.75 42
1987 54 54 60 43 44 44
1988 59 57 65 50 49 55
Counts: BUxBUS |

1984 ' 52 53 45 44 37.50 41
1985 56 55 . 48 44 38 44
1986 58.25 57 49 45 a1 49
1987 60 59 68 47 43 53
1988 63 62 76 55 50 57
Gounts: 100x100x

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

Jource: Primery date.
Note: Pvt refers to private rirms.
The Tablé 5.4 also ghows & similnp trend of price ams
hag beén found in the Teble 5.3, but with an exoception in
the cose of Pt 1 in the years 1987 and 1988. Here the price
of organiged ssctor hes been found to be lower than this '

particular unit.
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Table 5.5 Price fluctuation of ‘Kailqg"
hﬂﬁ@]

- - - -

Name of the ' . '
Year orgenisation Hantex Hanveev Ivti Ivt2 Ikvi3 Evtd

W by

Counta: 408x40g

19084 20,00 20.70 19
1985 21.00 22.50 19
1986 23,00 24,50 21
1887 25.00 24.50 21
1688 28,00 27.00 24

Counta: 603x60s

1984 24,00 24.75 20
1985 28,50 28,80 31
1986 30,00 29.70 23
1987 30,00 30,15 23
1988 31,00 30.15 27
Counts: 80sx80s

1984 29,00 28,50 25
1985 31.00 30.15 27
1986 3225 31.05 30
1987 33,00 32,40 32

1088 33.50 34.20 35

- A s s g

S ource: Primery data
vt refers to the private units under the study.

The price fluctuation of the three private firms is left
out because they procure Kellees from the Tamil Nedu powerlooms.
The Table 5.5 reveels that there is & price difference between
Hantex and Hanveev. In many a year the price of Hantex has been
found to be lower than the Hanveev. The price of the private

unit is sesn to be much lower than the organised sector.
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Teble 5}6. Price fluctuation of 'Thorthbu’ Fﬁrezha grey)
[ih.Q$ ‘

Name of the

?aar orgenisation Hantex Hanveev
Countst 2083220z -

_Size:h28"154“
1984 3050 3075
1985 4,00 4,50
1985 4.50 5.00
1987 5.50 5.50
1988 6.60 6.25
Counta: ' 209x20s

Sizezyz4ﬂz45“
1984 3,00 3. C0O
1985 3.50 3.T5
1986 4.00 4.00
1987 5.00 5.00
1988 6.00 5.00

Source. - lmary data.

Thg Table 5.6 excludes the price fluctuation of
'thorth@‘ in the private sector ms their source of sup-
ply 1s found to be the powerlooms of Tamil Nadu. Bef—
wveen thé Hentex and Hanveev the price tegy of Hantex is

feund.tdlbe comparatively lower.



These tables in general show that there is a con-
3tant rise in price of handloom products year after year.
There is elso a spurt in the price of 1items in tho yeor
1988 whiéh 1s the highest leep in the period of lest
five yearé. The resson 0f this hes been the unprecedented

price rise of the yrrn in the yeazr.

Another general observation 1s that the price of
1tems in{the organised sector is invariably higzher than
that of the private firms. This may be due to their pri-
cing policy. The Hantex'ﬁrocurea fabrice from the primary
societieé alloving the societies 10 per cent profit margin
over and. above their production cost. Above thls price,
the Hantex takes & profit margin of 25 per cent. So the
final price ia the sum tofal of production cost of the
ﬁrimarieé, 10 per cent profit allowad to the gocieties and
25 psr cént profit margin of the Hantex. The Henveev alaso
follows the pame suit when it procures febrics from the
Co-operative Socie#iea. In procuring febrics from

'Clusters! the Hanveev need not follow this procedure.

tne lower price observed in the private sector

r
2izht be ‘attributed to the proverbial efficiency that the
10le proprietory firms have and the pogsible manipulation
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in the payment of wages, dearness allowance etc. The
final price charged by the organised gector is, in
effect, 35 per cent over and above tpe production-cost.
But the primary societies price need not be in the same
order as thet of Hantex and Hanveev because, the pri-
maries take only 10 to 20 per cent of profit ﬁargin
over the production cost. During the rebate period,
the selling price of items of the primaries gets fur-
ther relegated to 10 per cent lesa‘than the actual pro-
duction cost for the societies which chargé only 10 per
cent profit margin or gets equated with the prbductioq
cost in case of socleties which charge 20 per cent
profit margin since the Government rebate is 20 per cent.
The private firms are likely to purchase during this
period, by which they get relieved of the risks of pro-
duction and at the same time they can compete with the

organised sector in regpect of price.

_5.1.5. Distribution.

The handloom units in the private sector of
Trivandrum area undertake all the merketing channel fun-
ctiong ézcept market research and physical distribution

function while the private units of Cannanore area,
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Hentex and Hanveev take up all the merketing chennel

'runctioéa except market research.

The Hantex and Hanveev follow an intensive distri-
bution strategy with numercus retail outlebwhile the
private Brganiaations ére found to hafg been aébpting an
exclusive distribution atrategy where, ;he retail outlets
chosen é}e sinjmum. The reason for this might be that
th-ey are sole proprietory concerns and have their own

limitations in following intensive distribution stragegy.

Iﬁ the cese of the distribution strategy, Hantex and
Hanveev ére found to follow different methods. VWhile
Hantex hés set up its own ghow rooms with the exception
of two aéenoy show roomg ﬁhich are run by service co-
operativé gocletles, the lianvesv has 24 show rooms of
thelr ow@ and 70 egency-show-rooms nma 4n 1087-88, ‘he
ageneybshow—rooms are run mainly by the private fabrics

shops wh¢ are paid commission for the sales.

The wholesaling functions that the firms under study
undertakq are ocarrying of stock, delivery of goods and
owning aﬁd transferring titles to gocda. It is found
that these organigations 4o undertake some calculation .

for predlcting the demand though in 2 rule of thumb manner.
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The production 13 schaduled on the basis of orders re-
ceived from the forelgn buyers in the cage of Cannanore
based units. While other sample units have made fore-

ceat on the basis of past sales fizures.

In deciding the locatipn 0f the retail out-lets the
Hantex and Henveev are seid to have followed the criterie
like the prozimiﬁj to consumers, eveilability of apace
at lower rate of rent etc. The proximity to the consu—~
mers is judzed on the basis of potentigl market centers.
As the private concerns heve only & limited number of

show rooma, these considerations are not of much relevance

As far ag the physical distribution functions are
concerned, the four private firms in the Cannanore area,
Hentex and Hanveef are found to undertake transportetion
and warehousing while private firms in Trivendrum taske up
only the storing functiona. The firms have their oun

"arranzements for trangportation.

The inventory mansgement of the private firms could
not be quantified for want of data. However, they expres-
sed the method in some descriptive form. ZFrivate firms
of Cannanore region have usually mainteined the stock of

finished productg to meet the delivery schedules for
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three moﬁtha end the stock oflraw-materiala for the two
months pf;duqtion. The prfvate'seotor units in Trivandrum
maintained & certain per cent over and above the sales

of the last year or previous ooason. The methods followed
for eatiﬁating inventory level were also observed to be
different 1n differant organisations under study. Y¥hile
one of the firms in Trivandrum has maintained a stock of
rav matorials to meet the requirement of three months'
production, other three units have kept stoocks sufficient
for fourfﬁontha production requirements. Since shortage in
the supply of raw material has been common with both
Hantex and Hanveev.'the inventorying of the raw material
has only relatively low importance. The inventoriea of

final goods have been analysed hercunder.

Teble 5.7« Inventories of final goocds

(value in lakh rupees)
Hantex Henveey

Year Sales Closing stock Seles o0losing stook
1980-81  673.58 388418  116.37 164,37
1981-82  791.61 468.76  174.T1  209.96
1962-85  886.67 572.34 - ne:
198384 823.80 596.27 -- na
1984-85 798,00 647.92 - na
1965-86 811,00 707.10 -~ ne.

S ource: Annuel Reports of Hantex and Hanveev
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From the Table 5.7 1t is understood that the stock
positioﬁ of the Hantex ia on the increase year after
year. In the case of Hanveev, deta 13 not available
for a ldnger rericd. From the availeble data, it ap-
pears that the stock positiqn of the Hanveev is alarmingly
high. |

Selebe omet;on.

Thq survey reveals that qnl& two private_firms from
the Cannenore district have asdopted pesrsonal selling in
their pfpmotionlétrategy. The personal selling is limi-
teé to the neeting of the wholesmlers and retailers.

The edvertisement as a promotion tool ig used by
one privéte firm in Trivandrum, tvo private firms in
Cannanore, Hantex and Henveev. The media selected by
the private units are confined to nowspaper, brocimres,
end book~lets, e Hantex znd Hervcev have in addition
broadcasﬁ and bill boards.

The:promotion expenditure includep expenditure on
advertigément. Trede semples, Sales commission, oost in-
curred for exhibition and fmirs. The Tuble 5.8 hazg clearly
explained the per cent share of promotion expenditure to
thesaales and hag found that the expenditure ¢ Hantex
is more than one per cent and less than two. But the pro-
motion e;penditure of Hanveev 1la found toc be fairly high

between five to seven per cent.
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Table 5.8. Promotion Expenditure
(& in_1lakhs )

_________ Hentex _ ____________  Hanovesv __ _ _
Tear Sales Promotion 3ales Promotion
expenditure axpenditure

1980-81 673.58  5.84(0.86) 116,37  6.87(5.90)
$1981-82 791.61 8.31(1.05) 174.T1 12.94(7.41)

1982-83 866467  T7.55(0.87) - na
{983-84 823.80 11.,19(1.%6) ~ na
1984-85  T98.00 13.56(1.67) - " na
198586 B11.00 14.04(1.73) - na

Source:s Anmuel Reports of Hantex and Honveev,
Figures in parenthesls show the per cent to
gales.

The publicity is found to hove ndopted only by the
Hantex, Hanveev and one each firm from Trivandrum end
Cannanorg. The private firm in the Cannenore regiocn

has only the snmuzl report as a method of publicity
while the private firm in Trivandrum hes only the press
kit. Hentex and Haenveev have presskit, annual report
and public re¢lation ag methods of -publicity. Howsver,
the public relation function is not undertaken by the
orgsnisations themselves but is being ind irectly done by
the Mublic Relations Depariment of the State.
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* Neither the target audience nor the medium of ad-
vartiae@ent‘is criticélly analysed. Thus the push-blend
end’ pull-blernd rpromotion strategies may be seid to be in
vogue without any conscious efforts Becaueé, the imﬁact
of these methodé are neferlfbund to have analysed in
terms of yproducts in the market either during or after
the proﬁotiéngl efforts havé been put into practice.
Furtherfthe private firms are found to give advertise-
ment owing to the comrulsion and persuasion of influen-
tizl psople of the locality. The Fublic Relmtionas Depart-
ment undertekes the publicity by way of charity, since
it hes béén—thefpolicy of the Government to support the
$raditional industry.

Sales promotion tool is used by all the firms under
study except three units in Trivandrum. Among the gales
promotioi téols. the rebate 1s.used only by one private
firm in Trivandrum, ~ The rebate given by this firm, in a
further gnalysis, is found to be merely a psycﬁological
diecount;ng. The private firms in Cennanore region have
asdopted only fairs and trade shows as sales promotion
toolgs. The Hantex and Hanveev heve fairg, trade-shows,
rebate (Government rebate) nnd credit sales to éovern—
‘ment, seﬁi—government and workeras in the selected Cor;

porations in their salos promotion mix.
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No?nnit under study has a promotiocnal budget with
proper apportionment for thé different promotional mix
elements. It appears that the importance of promotional
‘erforts}as 2 powerrul‘marketing strategy in linking the
s eller énd theiconsumer is never occurred to sny unit
aurveyed. This hes algo been evident from the-consumer
attitude aurvey undertaken for the study end is explain-
ed at a later part of this chapter.

520 §1fggtzgen§ss of Various HMarketinz Strategies.

The organisetional effectivengss and the efficiency
,0f various marketing strategies are analysed by compering
the sales volume achieved by each organisation through

various strategies.

H5elatle Oiganigatiogal gffectiveness

Tae organigational effectivencss is attempted to

be judged by the merket shars each sector has secured.
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Table 5.9. Sales volume of Sample units

_{¥elue Bs in_lakhs)

Privete firma Private firms
Yeaxr  lantex  Hanveev of Trivaendrum of Cennenore

- - o Y

- -

1980-81 673.58 116.37 na na
(=) (=) :
1981=82 "T91.61 174.71 ne. ns
o (17.52) (50.13) .
1982-83 866.67 270.62 172.46 324,80
(9.48 (54.90) (~-) (=)
1983-84 823,80 333,60 185 .65 300,74
(-4.9%5) (23.27) (7.65) (=7.41)
1984-85. 798.00 211.16 197,53 395.15
- (=3.13) (-36.70)  (6.20) (31.39)
1985-86 811.00 113,90+ 200.67 433.63
| (1.62) (=) (1.59) (9.71)
1986-8T na 138, TO* 204 .41 448,38
(21.77) (1.86) (3.40)

Source: ‘1. innual Reports and Booka and Acoounte of
' Hentex and Henveev.

2. Annual Reports and Balance Sheet and FProfit
and Loas Lecount of private firms of Cannanore

3« Primery dnta are collected from the dealers
of Trivendrum.

Figuree in ﬁarenthesis»indicate the per cent change in
sales over the previous year.

*These figures ere for the Cennanore rezion of Hanveev.
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The Iable 5.9 ghows the sales performance achieved
by various firms. The sales fisures of the private
firmg ere given colliectively for both the districts.
fhe table reveals that the Hantex has the largest market
share, 1lhe four private fiims of Cannancre collectively
accounts for second place in the market share. Hanvegv
occuples only a third plece in this regzrd. The table
also points out that Hantex and Hanveev have a fluctua-
ting trend in the sales volume, while the privatec firms
in Trivandrum snd Cannanore have o constant up-trend
barring the year 1983-84 in the case of Cannanore based
concerns. When we relate the wider net work of show-
rooms Of Hantex and Hanveov, with that of private firms
vhich have less than three show-rooms each, the gales
parrormaﬁce of the Hantex and Hanveev could be stated as
poor. The organisational support, therefore, dces not con-
tribute in aﬁgmanting sales despite their higher physical

coverage of markets.

5ele2e Snles performance of Hanvesv through own ahow-
rooms and sgencles show-rooms,

Unlike Hentex, the Hanveev depends heavily on the

egency show-room for their marketing., The agencles in-

clude privete febric shops, co-operative sooietles and



Departmentel Stores. Hence, i1t cecame necsessary to
sgeertein the relative share of these tvwo types of

channecls.

Table 5.10. Sales Ferformence of Hanvesv Channel-wise

(s in lakh)
1983-84 © 332,32(99.60) 1.28(0.40) 333460
1985-86  80.07(70.30) 55,85(29,70)%  113.90%
1986-87  103.24(74.43) 55.46(25.57)7  138.7)%

- - o — -

EFigures related only to Cennanore Region of Hanveev.

- Figures in parenthesis indicate the per cent %o tha
total.

The Teble 5.10 throwa light upon the share contri-
buted by two types of channels to the totzl sales of
- Hanveev. In the year 198%-84, it is understood that
almost the entire sales hove been oarried through the
egencies. But in ths leter years the share of own show-

rooms is found to have in€reesed.
Ee2e3s Hebate sgles.

As u sules promotion touvl the rebate sales cccuples

e 8ignlficent role in the murketing stretesy of Hantex
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end Hanveev. It hes actually been engineered to sup—
port the handloom industry and formed & part of Jovern-
ment policy to save the traditional industry. The actual
cost of rebate is being borne by the Exchequér. However
this is taken as & part of marketing strategy for the

purpoae of préa ent analyais,

48048 D.ile DRLES periormence during the rebate aeason

(ks in lakhs)

Rebate Rebate Total sales FPercentagce to
Year %glea g:é:ga:f - total
) __Hantex Hantex Hanveev Hantex_ Hanveez
1980-81 441.55 WA 673.58 - 65 .55 -
1981-82 496.13 N 791.61 - 62.67 -
1982-83 646.29 NA  B866.67 - 7457 -

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 £2.55
1985-86 599.17 100.82 811,00 113,90% 73.88 88.5%
1986-87 523.22 100.25 NA  138.,70* A 72.86

Source: Anmual Reports end Book of Accounts of Hesntex
end Hanveev.

* Plgures relate only to the Cannenore Rezion.
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The Tuble '5.11 'has elucideted that 60 to 77 per
cent 0f sales take plzce during the rebate semson in the
case of Hantex and ié is fairly more than 80 per cent in
the case of Hanveev Sarring tﬁe year 1986-87. This state
of affair comnpells one to believe that the two major or-
ganisations with relatively aufficiéht resources are not

prepared to adopt other aggressive marketing strategies.

5+2.4. Credit sales.

The credit sales has also a cruciasl role in ﬁhe Pro-
motional mix of the two me jor handloom marketing 6rga-
nigafions. There ere different schemes for the credit
saleé - &redit seles to Government and Semi-Government
employeeé. credit sales to employees in selected corpo-
raetions and oredlt sales to the employees of the marke-
_tiﬁg—orgéniaationa themselves. The gubsequent table

exposes the share of credit sales to the total sales.

The Table 5.12 revesls that the credit ssles accounts
for i:more than 14 to'18'per cent to totel sales for all
the years as far as Hantex is concerned. However, the .con-
tributioﬁ of credit sales to total “3ales has recorded a
higher per cent in the case of Hanveev. It registers 35
per cent }n the -year 1985-86 followed by a decline in the

aubsequént year.,
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Table 5;12. Credit Sales

(ks in lakhs)
} - —a;éé;t sélea; o Totel sales *Percentage to
Tear Bantex Hanveev Hantex - Hanveev — —- otal
- — Hantex Hanveev
1980-81  95.91 WA  673.58 - .  14.23 -
1981-82 122.74 ’e 791.61 - 15.51 -
1982-83"142.77 vy 866.67 - 16.47 -
1983-84 125.55 'y 823,80 - 15 .24 -
1984-85 123.65  ,, 798,00 - 15.49 -

1985-86 150,62 40.22 811.00 113.90% 18.57  36.3
1986-87 151.41 34.94  NA  138.70% - 25.19

Source! Annual Reports and Books of Accounts of Hantex
and Hanveev.

* Figures relate to the Cannenore Region only.

5.2.5., Exhibition saleg.

Exﬁibition is another major promotional tool used by
the two major.handloom marketing organisation. The
returng from the exhibitions in the case of Hanveev could |
not be agcertained as the accounts are incompiefe. As
such the figures for the Hanbtex alone are used for the

ahalyais.
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Table 5.13. Exhibition sale

- (% in lakhs)
Total Share of exhi- Per cent to

Year sales bition sales _ , total
1980-81°  673.58 41.87 6.22
1981-82 791.61 49.22 6.22
1982-83 866.67 T1.84 8.29
1983-84 823.80 45.07 5447
1984-85 798.00 48.56 6.09
1985-86 . 811.00 57,01 7.03
1986-87 KA 78,93 NA

Sources Books and Accounts of Hantex

The Table 5.13 reveals that exhibition sales have
& siznificent impact upon the total salss volume. The
share contributed by this sales promotion tool remains to

be between five and eight per cent.

It might be rertinent to add here that the rebate,
eredit and exhibition sales periods often coincide and
$ho incresse in 8ales has to be assumed a3 the cumulztive
contribution of all these methods. A split up analysis
of individuel strategles is hence not possibile.
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5.2.6., S2les_to Government Departments.

Thoggh this is not a part of any marketing stra-
teagy cmansted frem the initiative of the marketing or-
ganisationa. the shere of lovernment purchase from the
organiegtions undser study needs =z mention. This is a
privilege extended to the iHantex and Hanveev and accor-
dingly the Government Departments are directed to pur-
chase their requirement‘from theae agencles. 43 the
fizures from Hanveev are noil avaiiable, the fimzures with

respect 10 the Hantex alone ere shown.

Table 5.14. Government purchase

v
Y i A e e AT S Y e AR S A A e v wl 'y G s ugr O WU i o

‘ Jovernment Per cent to
Tear Totel sales purchese the total
1980-81 - 673.58 40,00 5.+94
1981=-82 791.61 64.40 B.14
1982-83 866,67 59.%6 6.85
1983-84  B23.80 55473 6.76
1984-85 798.00 43.52 5.45
1985-86 811,00 79.24 .77
1986-87 KA 64.61 NA

L T - — —_——

Source: Books and Accounts of Hantex.



The Tablie 5.14 is sufficient to eséaﬂi;sg the Bize
of thig market segment, If the individual consumers have
formed 94 per cent of the total market of Hentex in
1980-81, the Government agencies have accounted for only
gix per cent. It hes agrown to nearly 10 ﬁer cent in
1986-87, This market segment could be actuslly exploiied
by these  firms further. Inp the interviev with the of-
ficials; it is found thet the Government Depsriments,

rCorporations and other Semi-Government agenfies are re~

Iuotant to offer then the tender for obvious reasons.

5e2.T7 Export tgade‘df major marketinz organisation

_The export trade of handloom products needs = special
mention for the followihg reasons. Une is thet it is |
" ‘a lucrative business as.it enjoys‘concessional finance,
export incentives &nd duty drav-back. Secondly, it is
the outcome of o merket development strategy which mist
mbe-viewad crucial ag far as thls traditicnal industry is
concerned. Thirdly, it is = fleld where much aleftness,
cogt efficiency and other mansgerial talents asre needed
the most. Hence, the performznce in the export .front
could be_judged as the criterion for competitifeneas.
The Hantex does not undertake any export business. The
privete firms in tﬁa Cannanore mainly eoncéntrate upon

the export'busingas. Cnly Hanveev in the orgzanised sector
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undertekes export trade to gsome .extent. The following

table H;;ould explain the point further:.

Table 5.15. Export Trade

L (s in lskhs) "
'Henveev Private traders of
Year . - Ceannanore
Total Export Total Bxport
sales sales sales sales
1980-81 116.37  28.49 NA
) : (24.48) '
1981-82" 174.T1 13,84 NA
) 1 3' 65 ) .
1982~835, 270462 20,31 324,80 303.13
'7.50) (93.32)
1983-84 " 333.60  4.25 300, 74 297,83
1984-85 211.16 Nil '395.15 393.23
' (99.52)

Jource:-1. Annual Reports of Hanveev
2. Annual Reports of.Private Handloom units in
Cannanore. :
3. Balsnce Sheet and Profit & Logs Accounts of
Handloom Units in Cannanore.

Figuresfin parentheslis ghow the -percentage to the total
sales.

- The Teble 5.15 indicates clearly the performance of
gample units. It reveals that the private firms in

Cénnanofe heve e commendeble performence in the exzport

K
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trade. ‘More than 90 per cent of thelr business concen-
_trafe at the global market while the performance of
Hanveev is negligible in the export business. It has
alaignificant performﬁnce in 1980-81 which hes decreased
yeer after yeer and finally vanished from the.export
|business by 1984-85.

7:9e3. Attitude of Congumers towards the Marketing
Stratezies of Hendloom llarketing Orzanilasations

This part 1s arranged in the same logical order as
that of the first part viz., product, price, promotion
and other aspeots but wiéh a different purposc. The ettemp
he;e 1s “to agcertein the effectiveness of marketing stre-

teglies from the point of .view of consumers .

The questions of consumer survey schedule form the
basis o:# this analysis. E_‘or the attitude survey,
sunmated retings or Likert method is used. 4 group of
five ptatements are given 0 the consumers in respect of
various aspects related to product, price, promotion to
agsess ﬁhe attitude of‘coﬁéumers. The brand awareness
and inflﬁence of media on purchase decigsion of textiles

in general also have been analysed.

5 03. i‘l Product

Five statements relating to the various aspebtﬁ of

prbduotsiare given to the consumers to rate. The
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atatements and their 't' values are given in .the fol-

lovwing table,

Table S5.16. Likert 't' values of the statements with

regard to the product.

51, Likert 't' vaiues
No. Statements Urben Rural
1. The quality of most of the hand~ 2.987 3.010
loom products of Eerala are upto (5) (4)
the expected level
2 Hand;oom products are leas durable 4E$%3 45??2
%« Handloom products are not main- 3.4?2 1.421%
teining old quality (2 (5)
4. Theré is a veriety of cholceg in - 3.427 4.580
hendloom products now (3) (2)
5. There i1s scarcity of good and 3.200 747
needed variety of handloom produ- (4, (3)

¢ts during rebate mseaaon

Sources Irimary data.

Flgures in parenthesls indicate ranking

in order of their maznitude.

of 't' values

The; Table 5.16 shows that the stirongest feclinz of

the consumers is in reapect of the durability of the

handloom products.

The highest megnitude in thia respect
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showed that the majority of the consumers felt that the

handloom products are less durable. In this respect the
opinions: of urban and rural areas are converged., In the
first part of this chapter it has been establighed that
the handloom firm;in Kerala have taken no step to under-
stand the needs and requirements of consumerg with res-

pect to products and product attributes. The relative

s tagnant position in the males as has been.shown in part
two might be due to the negligence of the firmm in deve-
loping apd cragting awareness amongz oconsumers on product

attritnton

The third statement occupies the second place in
the invensity of feeling of the urban conpumers. The
urban consumers feel that there is a degeneration in the
quality of present deay handloom products. But as far es
rural coésumera are concerned, their feeling is Jjust the
contraryr Both the rurel and urban users of handloom

products agree that there is & varlety of choices in
handloom?products. The rural consumers have eXxpresaed
strongly.that there is scarcity of good and needed variedy

of handloom products during the rabate season. Neverthe-

less, the urban users do not feel the intensity as is felt

by the rural folk,
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The magnitude of the 't' values for the first

statenment records low for both rurasl and urban conau=

mers. JThis shows that the majority of consumers have

dissgrecd wiik the given stetement. Thet i, the quality

of handloom products of Kerelg could not rise up to the

expectations of the people in generel., It points cut the

veskness ©f the organisations in gtressing on ths produ-

ct features and product gquality.

Besidea thias the consunmers have been served with ean

Open-end question te elicit veriocus product. complzints.

Thig is presented in the Table S.17.

Table 5.17. Product complaints

Product
complaints

Unfast colour

Poor gquality EKasavu
Incorrect measure
Lack of finishing

Susceptibility to wear .
and tear

Shrinking

— gt

Frequency

Urban Raral

S — —

58
20
12
54

59
56

Total

62
13
74
52
67
63

e v e s

120

33
146
106

Source: Primary data.
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The%TPble 517 reveals that the incorrect measure
is thy“atfdﬁgly felt product defect of handloom products.
Judging from the frequency distribution among the sample
group. Thpzcomplaint regarding the suasceptibility to wear
and tear hgé‘ranked seoond. This is in comsonance with
the eerlier finding in the Table 5.16. The unfast colour

is the andf@er ma jor defeot noted - by.the consumers.

Shrinkage and lack of finisp are Other produot.defe-
cta which_%he congumers have recorded. The low frequency
with reapéct to the poor quality Kasavu might not be an in-
dication that the people have less complaint about it.
Because, 1t falls under the costly variety and hence the

‘marchase of Kesavu items mizht not be éo frequent.

The ?forestatéd find ings ﬁarticularly emphasize the
fact that.%here are potential areas for product develop-
ment. However, from the organisation anazlysis done supra
provide £ho + there is no conscious effort done at their
end to incbrporate attractive product features amd to
make the pioducts vell positioned in the market. It also
proints out‘the fact that the organisations under study market
the broduéfs what they could produce and not to produce what

the consumers want barring, of course, a few private firms.
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BeSele Frice

In the watter of price aiao five statements are
used to measure the ettitude of congumers. The repult is

presented in the following tsble.

Table 5.18. Likert 't' values of price element

S e . Sy (P T L S AL Wil e e P et e e (A S il B S Wt i P M Y S A I B S - -— e S -

S1 _Likert 't' valueg

Tio. Statement. Urban Rural

1. Price of hondloom products are com— 4.513 3527
paratively high (2) (3)

2. The benefit of rebate is not real 5.675 36727
ag the prices of products are in- (1) (2)

flated for allowing rebate

3+« There is actual reduction in the 2e
prices of jenatha cloth (

4. ‘The produces of Hontex 1s priced 2.
higzher then that of Hanveev (

5« The prices of handloom products of 3
Kerala (that is, the clothings of
Hantex and lianvesev etc) are higher
then the products of other states
like Cooptex

O it S Plle gy s S e g - - TE . W —— - — i i e T S S A e AT i W S e

Source: Primery Data

Figures in porenthesis show the ranks c¢f 't' values in order oif
“>thelr megnitude.

The hizhest nmegnitude 1s noted for the second sizte-
ment among the urban cocnsumers. Lt indicates. that the urban

consumers heve felt that the beneflt of rebate is not real.
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It hus only an effect of psycholasical diaccunting. The
degree of intensity of attitude haa ranked only second in
the cage of rural consumera for the sane gtatement. What
the rural users of handloom goods have felt astrongly is
that the products of Hantex havebeen priced higher then
thet of Henveev. The urban saﬁple group are of the oplnica
thet handloom products are comparatively costly. The urban
dwellers have the view that the prices of handloom clothes
of other states are cheaper. This fesling is not quite
szreeable to the rural consumers. The third stetement has
obtained the loweat 't' value. This implies that the rea-

rondents are not in agreement with the given statement.

The cumulative effect of all those atetements, how~
ever, polints out that inadeguacies in the pricimg policies
followed by the organisations. It hes alresdy been stated
»that only cost plus snd demand oriented pricing policies
ere followed in general. It is here that the segmentation
of market become imperative so that price-~quality-segment
could be reconclled. This is supported by the fact that the
attitude towerds 'Jeneta' cloth pricing is given the lest
renk. This mesns that the consumers osre not bothered sbout
the price of cheaper verieties where it ig believed to be.
teken for groanted thet quality in such coses is net at all

8 deciding factor.
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5e3e¢J. Epomotion

In order to messure the attitude towarda the promo=-
tional asypect of the handloom industry, five piatements
are framed. In addition, brand awareness on various
preducts hes also beeon messured. An attempt is also
nade to egeertein the varying degrees of influence ex~
erted by different promotional tools and medin on ths

purchage decision of textiles in general.

The rural congumers have the opinion that the adver-
tisemgnt of handloom products emphamized on the quality
cgpect. For the same atatement, urban consumers have
accorded only a second place. For the urban users the
highest magnitude is for the first etateﬁent that is the
advertigsement/rublicity of Hantez 2nd Honveev 1o seen
ogcasionally., The second higheast ‘t' value of the rural
consuner group iz 2lso found for the came atatement.
This means that the advertisement of these orgmnisationg
is not so frequent. fhe 't' value for the Ffifth state-
pent atood to be the third in order of magnitude emong
the urban group ani- fourth smong the rural msss. This
indicatezs that the sample group agrees with the

stztement.,
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Table 5.19. Likert 't’ values for promotion aspect

sl.
Ho.

Btaﬁumonts

P Y FA R

1.

2

-

4.

Th. RAVEIrv2LDCBEPNG/ UMD L1C z.uy
of Hantexz and Hanveevy areo seen
oceamsionally

The advertisements of handloom
rroducts are enjoyable

The advertisement of handloom
preducts emphasices on the
quelity amspect

The edvoriticement of handloom .
Products emphagizes on the
price factor

Thoe advertissment of handloom
producers ¢of other states like
Go-optex etc. is more appsal~
ing and frequent then that of
Hantex and Hanveev

Jikert 't! values

Urban Baral
6,488 4.899
(1) (2)
3169 2,067
() (5)
4,486 10.530
(2) 1?
4,076 35T
(4) (3)
4.281 5+404
(3) (4)

Source: Pﬁimgry data.

The figures in perenthesis indicate the rank in.order
of magnitude of 't*' values.
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The oPinion upon the second statement. 'f* spatially in
agreonent. It soored the lowest in the rural and urban
a8, Thie means that the sample group have voted mgainst
the pleagantness of the message of their edvertisement, |
in fhe erganigsationael survey it has been found that these
firms ao:pot follow any systematic approach in t he ares
of advertisement. Sonme organieatiqns Zive advertinexzent
boecanse 6? external influence ani for soms others 1t was
only a rﬁhtino yrocedura. Csre is inot téken in agsessing
target angienqe; preporing the messege, scientific sele~
otion brgﬁedia, timing and epportioning of -xninditurnl
anong\vaiioue yromotional mix eloments.

Another point that the analysmis brought out is that
the respé@denta ﬁgye triad to listen t0 the advsrtisemeonts,
taken paiﬁa t0 understand the-ecnfants of the advertise-
nents andfhave also julged its appealing rature. The tioe
schedule %Jf pdverticemsnt of Hantex and Hanveev have been
looked into and found that 1t 1o invariably given during.

the foatival seasons.

An attempt iz eleo made to measure the brand avareness
of major orandes of handlbom items during the‘period of study
Brand nwa;eness of institutional brands, product brand avare
ness on nétionally repated brands snd product brand aware-

ness on région wige hondloom productas of Keralm are meagured
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Tahle $.204 Ingbtitutional Erand Awzsreness of Handloom
Apex Societies and Corvorations

Urban Rural Total Percentoge
Brand nanme =18 neTH (2)+(3) 0 total
- n=150 _

(1) (2) (3) (4) {5)
Hantex 6% T2 144 94
Hanveev 25 45 19 5267
cooptex 70 68 138 92
Pontex 4 1 -5 333
U .P.State

Hzndloom 23 5 28 18.67
Handloom'

Source: rrimery data

The Table 5.20 reveals that the Hentex has é
betier acoring in the brand awareness. It is followed
by the Cooptex which has more or less an egual level of
brand awareness smong the sample group. The Hanveav hep
only a third placs In the awareneas level, The U.l.3tate
Hendlooms and Hemnd lacom House have equal gscoring and ths

awareness level on Pontex ia found to be the lsast.
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Table 5,21, Product Brand Awarenessc on Hationally
"Reruted Brands

' | Irequency Total Per cent to
Brand name Urban Rural (2+3) total

:i n=75 n=Ts n=150
N 2 () (4) 6)
Lﬂayaf : 4 0 4 2.67
Banarag 70 70 140 935433
Coimbators 20 13 33 22,00
Dharzevras 18 6 24 16.00
Kenohipuran § 70 141 94,00
Sarayenpést 2 1 3 2.00
Pochauplily 45 18 63 42.00
Sholapur 5 43 7 52.00
Bengal - 12 18 30 20.00
Venkatagiri 3 0 3 2,00
Rotta "m0 1 7033

From the Teble 5.21 1% is understocd that the
Kﬂnchipufam and Bangraa are the two prominent brands that
the sample group are well aware of. The level of brand
awareness regarding the brands like Sholapur, Pochampilly,
Bengal, Coimbatore and Kotta are Blso found to be
significent. |

Since, the hendloom products of Kerala ars producsd
region-wise,—and the handloom goods of each région have

their own product attributes and these preoducts are known
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in that neme, 1% is necessary to essess brand wise avare-
ness among the situdy group. The result obtained is
given in the Iable 5.22,

,Teble 5.22. Froduot Brand Awareness on Region Wise
+ Hendloom Produets of Kerals

Hame of the . Freguenacy . Total  Pey cent
Region or Urban Rural (2+3) to total
Brand g nx75 =75 n=150
(1) - (2) (3) (4)  (5)

Balaramapran

Handloons 60 61 124 65.07
Chencdemanga lam

Handlooms 36 . 3% (! 4733
EKngragode Handlooms 35 15 50 3533
Triohur Handlooms i8 26 44 29.33
Falghat Handlooa 16 20 36 24.0Q
Oannénore Handloom 19 24 43 28,67
Karaltzda 22 4 26 17.32

. The survey reveals that consumers are wall aware of
the Balaramapuram products which 1g foilowed by the
Chendemangalam. The Kasragode handloona-ias a2 third
place in the degree of awareneas among the atudy group.
All .other.regional brards heve relatively low rate of

avAreness.
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Brend awareness depicted in the above analysis
gives o clue that marketing strategles bazed on marked
segmentetion is possible which would yield good results
in myeéiaiiaing production end marketing of particular
varietiesﬂin ppecified sreas. IHowever, as hag been
atated earliier, the organisntions under study aéo yet to

agdopt this strategy.

The gtudy of the influenco erxcrted by the different

rromotion tocis would be heiprul to decide what gort of
promotion tools to be appliei. An attempt is made in
this regerd. The %able hap been arrenged in a fashicn to
get the degree of preforence as recorded in the curvey.
¥or instance, a1‘éﬁanﬂs for the firat degree of ﬁroterenco
and a, for the second @egree of preference end p0 On.
These who hodd the view Lthat they are influenced'by the
advertisenent in the firat.plaee. their reaponses would be
recorded under a4 and 1f the exhibitién exerted influence
on the buying deolsion only in the gecond place, that res-
ponse would be marked under 8, and so on., & respondent
thus can ;ave five responses from g, to aﬁ. In order o
mow the spatial differsnce the responae 1s categorised

into urbanr and rural.
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Table 5.23. Influence of promotion Toola on Furchzae

Decision.

4 Urban ‘ ' Rural
Promotion =75 o b=T5
M
10013. Degres of Influence in rank order

{frequency)

3.1 82 EI.B. 9.4 35 31 32 8.3 El4 35

Advertisement 20 22 30 1 - 25 18 28 §5 1

Exhibition 22 26 27 - =~ 22 33 15 § -
Reduction/

rebvete 2 27 17 - = 27 23 21 4 -
Credit sale 3 « 1 20 23 2 1 9 5 8

Sales person - =~ = 18 21 1 -« 2 6 24

The Table 5.23 illustrotes that the promotional tool
liles reduction and rebate sgales have the highaaf degree
of influence on the purchase decislon of the siudy group
irreapective of urban and rural srea. Ixhibition iz the
next highest item in order of preference for the urban
area but advertisement is the mext highest item in the
rural area. LExhibition hes very high influence in the
rural are2 as it falls in the coluon 8o while the redu-
ction and rebate contirued to be the highest in column aé.

Advertisement is found %o be the higheat second item under
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the column aB in both area, Credit asles and sales peraons

have besn the last in the order of preference.

SeJede Influence of magoe-medim on purchese of cloth.

Ag in the zbove caze, the influence of mesg-medis on

the purchese decision of cloth has bgen analysed. Thig
nizht 8id in the medie aelection for the handloom firms.
In the similar way as above this has been analysed. The
table in this respect is ag follows.

Toble 5.24.I0flience of mass-zedia on the purchsse decision
of c¢loth

Dexree of influence in rank order

TPype of

Hedia : g:b‘?gn fi??

. Qg 85 83 8, 2 Bg By a, aé a4 a§ fg
Rzdlo 12 29 29 9 4 - 23 27 41 10 3 1%
Television 39 23 13 - - - 21 9 27 14 - =
Filnm 12 21 23 18 « - 19 24 31 - { =~
Rows paper 5 9 4 30 23 4 11 20 5 33 2 &
Home

Hagagine 4 T 6 14 3% 10 1 1 P17 1 -
Poatera 2 = = 3 10 47 -~ -1 - 1 37T 27

The Table 5.24 shows that the televigion wmedis
exerts the highest degree of influence c¢n the urban buyers.

But the rural buyers are mostly influenced by the radio.
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In the second place also the television media hes infiu-
enced the urban group while the radio continues to be

the influencing media emong the rural group. Pilm exerts
influence in the third place as far es rural consuxer
group is .concerned while radio intluenced the urban buyers.
The news peper as @& media does not exert much 1ntiu9nce
on the urban consumers. A4 significant score is found oniy
under the column Qe 4 relatively better place fof news
paper aa ‘a media influencing the purchese decision is
found in the rural area.  However, considersble sfore is
found under the column Bye Home magazine hes recorded g
significant gcore in urban ares though it 1s‘on1y in fiftth
renk. FKRevertheless home magazine hag a lesser influence
on the pﬁrehase declsion in the rural group. Poster has
only last place amonhg the mediz. The radic, telewvision

and film are found to be the prominent mass media.

5.4« Quatomer pervice snd furnishinz of ghow xooms,

Besides price, product and promotion the shop patro-
nage depends upon the customer service snd appealing
decorative furnishing. Hence, an effort is put in to ai-
certain the quelity of customer service and the level of
attractivéness 0f the show rooms of major handloom market-
ing organiaations under study. Here tco Iikert-method is
uged to meadure these aapeet;.‘Siz atatements,hafe been
asked vo wne atudy group. The 't' wvalues for this aspect
is given in the Table 5.25.
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'Table 5.25. The Likert 't' values for customer gervice

and furnishing of show-rooms.

Tikert 't valus

S1.

Ro. 8Tatomont Urban Darsl

1« HMost hendloom ratzilers serve 2,009 2.1T1
the customer well (6) (5)

2. Seles people of Hantex and 54743 1,985
Henveev ashow partialiiy espe- (2) 6)
¢ialls Anring rahonte asamon

3. Customer service of Hantex and 5.168 4.825
Hanveev is poorer then Cooptex (3) (2)
or other handloom show rooma

4. The cuetormer service of Hanveev 2.5608 3e4%2

" is better then that of Hantex  (5) (3)

5« The snow rcom of Hantex erv morw 6.240 Te135
appealing then that of Hanveev (1) (1)

6+ The show room of Cooptex are 4,770 3,207
more appealing than that of (4) (4)

Isntex and Hanveev

- The figurés in rerontheais indicated the rank in order
of magnituds.

The Table 5.25 reveals that ths show-rooms of Hantex
are found’ to be better furnished. Here the apatial dif-

:eranee in opinion iz not found. The urban consuners

heve recorded high magnitude for the second gtatement.
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That 1 the sales people of Hantex and Hanveev show
partiality esppecially during the rebaﬁe seagon. This
means that sufficient stock of needed varieties are not
‘made available durinz the busy season like the rebate
period, 'This problem reels out the lack of market research
leading to wrong forecagt of demand. .But this opinion ‘
is the weakest in the rural area. A stronger feeliﬁg
has been recorded for the third simtement in the rural
erea yhich is also somewhat shared by the urban duéllers
though not in the same intensity. This fact unveils the
poor customer service of Hantex and Eanveev compared to

the gervices of Cooptex.

S+5. Erice svresd

The incressed productivity and ensuring of faiy
raturn to the producers, presuppose an efficient narketing
systems The efficiency of marketinz system hes two com=
ponents ~ technical efficiency and economic efficiency.
The economic efficiency of the marketing aysten is generally
measursd 1n terms of price apread. The larger is the price
apread, the lesser is the efficiency of the marketing

system and vice versa.
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However, the price apread can not be considered as
sn agbsolute proof unleas the factors causing changes in price
spresd are i¢entiried and measured accurately. For lnstance,
changes in price spread ¢an be caused by the effect of shifts
~ in the demand for and supply of products. Further moro; the
dirgection end cagnitude of change in the mrice spread depsnds
upon whether the price movements originate from the consumers
demand or from the supply side. The price spresd is also
influenced by the cost of inputs for production ineluding
storage and transportation costs. In handloom industry all
these factora 4o exert influence on price spread severally

and jointly.

Methods of liemsurement of Harketinz Marzgins

This i1a the most important aspesct of price spresd.

Its accurate -measurement depends on how the different agen-
‘cles perform various marketing services. There are three
methods generally uaed for the calculation of marketing

margins which are:

a) following the specific batch/lot of consignments
through the marketing system and thens assessing the cost
involved at each of the different stages.



b) Submission of average gross marginc obtained by
dividing money value of sales minus money value of pur-
chaae by the number of unite transacted by each type of

narketing agencye.

¢) Comparison of prices at different levels of mar-
keting over the same period of time.

Considering the sapeciel nature of the moduct, firat
and third methods have jointly been adopted in the study.
For this analyais only one variety ?abric is selected, viz.,
doubles dhoti of 605 2 60% count. As far 22 the production
cost of pripary handloom societied are concerned, the
average cost of production of 10 primary handloom societies
of Trivandrum diatriot'han been taken. The final pric; of
the societies has differed from soclety to mociety, since
they charge profit margin in varying rates. HNevertheless,
it varies :from 10 per cent to 20 per cent. For this
eanalysis, 10 per cent of profit mergin is assumed. Decause,
the procurement price of organised sector is based on this
method. It is identified that the handloom goods of Kerala
pass through the following chennels.

i) Primary Handloom Socleties - Conpumers.
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1i) Frimary Hendloom Societles -~ Hantex/Hanveev/

B Handicrafts and Handloom Export Corporation/
41l Tndie Hendloom Pabrics #arketing Scclety -
Conasumers (domsstic)/Distant Markets.

444) Private Handlocm Units - Wholesalers — Retailers -
Consunmers .

iv) Private Handloom Units - Retailera - Qonauners.

v) Erivate Handloom Units/Primsry Handloom Scciety -
Igwkers ~» Consunmers.

vi) Frivate Hendloomr Units/Irimary Handloom 3ocieties -
Commission Agents -~ Distant Herket.

vii) Privstie Handloom Unite - Diztant larkets.

t

Cf these chsnnels, only firat, second and thirad
channels are selected for the Present study and even
anong these the chennels involving distant :warket is
also omitted. |

In channel I the hendloom products pass from the
societles to the consumers directly. The price is
relatively low if the profit mergin is calculated at
10 per cent. This channel is found to bs the most
efficient one since the producoers' share in the con=~
gumera' price is 90 per cent. Under this channel both

the cuproducers and consumers are benefitted.
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Table 5.26. Mergin for Double Dhoti (605 x 60_ ) under
different Marketing Channels
(Amount in Rs) ]
Channel Channel Channel II]

Partioulars I II
Cost of yarn and dye 21.65 - 19.97
Hages 9-80 ol 8. 00
Dearness allowance 3.92 - -
Bonus - - 1.60
Production cost/procurement 3537 38495 28.57
price - (90)  (79.98) (71)
Imputed rent 0.03 - 0,07
Interest on capital 2.47 - 2.00
(at 10 per cent)
Packaging /forwarding O.14 - 0.27
Transportation 0.18 - 0.27
Adminlstrative charges 0.08 - 0.47
Other establishment charges 0.30 - 0.34
Marketing cost - 2.90 - B.42
(7) (8)
Profit margin 1.47 9.75 8.28
(3) (20.02) (21)
Consumers Price 39.00 A8,7T0 40,28
{100) (100) (100)

Source: Irimary Data
Figures in perenthesls pertain to the percentage
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In Channel II the handloom fabrics reach the consu-
mexrs through the organised sector units like lantex,
Hanveev etc. The selling price of Hantex and Hanveev is
worked ocut as 25 per cent on the procurerent vzlues.

Thus the ultimate price under this chennel is found to be
the highest. As far as the primary soclieties are concerned
these orgenised marketing institutiona have to serve as an
extension to their merket. . The very purpoce of these ins~
titutions are to achieve economics of ecale in production
and narketing operctiona. However the anelysis reveals
that share of producers in the consumers! price is only
79.98 per cent. Hence under this channel the producers and

consumers 8tand t0 lose.

Channel III is found t0 be the least efficient one as
the producers' share is only 71 per cent in the consumers'
rrice. Unlike in the channel I the cost of yarn and dye
is found comparatively 1low, the benefit of cost efficienoy
does not percélate to producers or the consumers. However
the final price of the products i1s low when comparsed to
the Channel II.

The marketing cost of the retailsrs could not be
aacgrtained because handloom products formed only e minor

part in total sale of fabrics. The Channel V is excluded
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from the analysis since the final price charged
by the hawkera are discriminatory. In Channel VI
and VII, the fabrics moved to distant marketa outside
Kerala and abroad through either commisaion agents or
through _the Private firms themselves. Irrice apread
for these channels could not be worked out for want
of data and as 1t is outside the purview of the itex
eslcoted for the analysis of price epread.



Summary




CHAERIER Vi
SUNMARY

The eirenzgth of the handloom industry lies in ite
rich cultural heritage snd economic importance. Another
noteworthy feature of the industiry is its rural bias and
its dependence on the highly smophistioated spinning millas
for its raw material supply.

Considering the crucial role of the industry in the
econony, the stete hmo désigned thres t{ypes of measures
to overcome many of its disadvantages. The first type of
moasure is simed L0 give the industry an organigstional
support to avoid the disadvantages arising from iis small
sige. Accordingly the keralg 3tate Handloom Weavers'
Co-operative Soclety Lid. (1961) and the Keralas 3tate Hand-
loon Dcvoiopment Corporation Itd. (1968) have been formed.
The second type 12 comprised of financirl support vig.
subaidy, rebate etc., while the third group of measures
conaists of protection policies such as reservations in

production and marketlng.

This study is aimed at assesaing the effectivenscss of
varlous merketln: strategies that the marketing organisa-

tions in the industry have adopted., The study has also
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made ap attempt to mnmlyse the price syreed (marzin)
under various markettipg channels. 4in attitude survey
of consumers of handloom products has slso been condu-
‘oted with e view to understend the effectiveness of mar—

keting strategies as perceived by consumers.

For the organisational study, Irivendrum and
Cannanore districts are selected, because these two dis-
tricts account for sixtg four per cent of the handlooms.,
Farther, the head quarters of Keralg State Handloom _
Veavers' Co-operative Joclety Ltd. (Hantex) and Xerslg
State Handloom Development Corporation Ltd. (Heanveev)
are loceted roapectively at Trivandrum asnd Cannsnore. The
vrivate unite are also found to be concentrated in t hese
two dlasiricts.

Trichur distriat is chosen for the consumers survey
because of iis central locstion where the diffusion im-
pact of the marketing strategies are expected to he

nornmal,

The sample frame of the ingtitutions conaists of
10 units - four private units each from Trivandrum asnd

Cannanore and Hantex and Hanveev.

The sempls size of consumers has been $150 consumers

vhich is equally distributed among rursl snd urban consumers.
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For the snalysis of price spread 10 primery handloom
societies of Irivandrum district have randomly bean sele-
cted and five each fabric shops and hawkers of Irichur

are also selected.

The primary deta are collected through structured
echedules which are framed separately to the organisations
and consunera. The Annual Reports of various institutions

under study formed the secondary data.

Merketing Strategy has been defined as the marketing
t00ls and fechniquea adopted by the business units to
achieve their marketing objectives. larketing strategy
coneistas ©Of meking decisiona on individuzal marketing mix
elements, marketing expenditure and marketing allocations
depending on the intermal and external environments in
which the unit operates. HNHarketing mix elsments are
product, price, promotion and place (distriﬁution). Hanco;
the major part of the analyzis is based on the four varia-
bles of marketing mix. The price spread or margin under
various marketing channels i3 nlso analysed. The price
spread hes been defined as the yroducers' share in the

consumers' price..

The methods used in the analysis are simple averages,

percentagea and attitude scale. The technique used in
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attitude scale is Likert Method. This has been used to
meastire the percepgion of the coﬁsumefs towards the various
marketing strategies adopted by the organisations sélacted
for the study.

Though marketing organisations employ powerful marketing
strategied likg rabate, credit sales etc,, they lack a systematic
and scientific;approach. Harket segmentation and market research
are found to bé ahsant., The product line is wider for Hantex
and Hanvaeev while it is narrower in the case'of-private ﬁnits.
In 1987 Hantex and Hanveev have introduced 23 and 21 designs in
shirting respectively while it numbers 20 to 26 in the private
secter. In the case of furnishings it ranges from 43 to 83 in
th; privaté sactor while it is 19 and 21 in Hantex and Hanvsev
respectively., The sample units lack scientific basis for their
product development and product line analysis is f£ound to be
unpraétiséd. institutional brand name has been used by 80 per
cent of the sample units.r Only 60 per cant of the firme (Hantex
Hanveev and four private firms in Cannanore) have registered
their brand name, Individusl brand name has been used by 30
per cent of the £irms (Hantex, Hanveev and one unit £rom
Cannanore) . i

. In setting the price only one step in the process of
pricing is foliowed 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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kave followed demand oriented pricing too. Cash dlacounts,
quentity dilscounts end seasonal discounts are found %o

be used by private units, while Hantex and Hanveev have

enployed the rebate alone. The price teg of Hantex and

Henveev is found to be higher when compared with the price

tag of private unita.

The private units of Trivandrum region have performed
2ll the marketing channel functions except market research
and physical diatribution, while other units have taken
exception only to the merket research function. When fzntex
and Hanvoe% follow an intensive distribution strategy, the
privets units edopt only a selective strategy. Between
Hantex end Hanveev, the mode of distribution differs.
Hantex relies mostly upon own sales show rooms, while

Haenveev depends heavily upon private fabrics shops as ite

agents.

The firms under study have teken up sll the whole-
saling functions. The forecast of demand is based upon
the psast sales figgreu._ In deciding the location of the
retall outleta, Hantex and Hanveev ocnsider the faciors
vis. proximity %o consumers and availability of space at
lower rate of rent. The physical distribution function

that the private sector units of Trivendrum have undertaken,
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is only the warehousing, Howaver other units perform

both warehousing and transportation.

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

the years.

The personal selling has besn adopted only by two
private firms of Cannanore district., The advertisement is
the major promotional tool which has been resorted to by
five units under study. The news paper, brochures and
hocklets are the major medla., In addition, Hantex and
Hanveev have depended on broadcast medis too, Only a few
handleom units under stuay have used publicity as a promo-
tion tool. The Public Relation Department of the State has
undertaken publicity work on bzhalf of the Hentex and
Hanveev. However, the sample units have not adopted scilen-
tific procedure in the promotion programme. There is no sys-
tematic assessment on the impact of the promotion measures
on sales, |

As a promotilon strategy, the rebate has the major ime

pa&t on sales. It accounts for 62 per cent to 76 per cent
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of seles of Hantex. The rebaie sales tantemount to 72 to
88 per cent of ssles of Hanveev. Credit erle is snother
promotion tool thot influences the sales volume. It in-
Tluences the sales of Hantex %o the tune of 14 to 18 per
cent. It 18 25 t0o 35 per cent me in the case of lianveev.
The exhibition sales has ranked next to the credit sales.
Its percentege shere hss varled from five to eight in the
case Of Hantex. The degree of its influence could not be
ascertained in the case of Hanveev for went of accurste
date. The share of governzent purchese from Hantex has
wvorked out t0 five to nine per cent of ths total sales.
The date with roéard to government purchase from Hanveev

is not ayailablo.

The sales volume of the sample units is analysed and
found that the Hantex has shown & positive trend in all
the yeers except 1n 1983-84 and 1984-85. The Hanveev to00
show 8 positive trend except in ¢ he yeer 1984=85. The
rrivate firms in both the districts show an upward irend
in sales growth in ebsolute terms except in 1983~84 as
far as the Cannenore based unitis are concerned. Though
the per cent growth in salss is positive, it shows a
declining trend.

As far ez the export trade is concerned, 93 to 99 per

cent of the products of private firme in Cannanore is
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mernt for export. The export trade of LHanveev has shown

a declining trend and it is nil in 1984-E5.

The major chunk of sales of Hanveev is found to be
o frfected through the jrivate agencies. In 1986-87,74.43
per cent of sales of lsnveev has bheen carried out through

their agency show rooms.

Iikert method is employed to measure the sttitude of
consunerd toward various markeiing mix eloments. The
brend awareness,the influence of variouns promotlional mix
¢ lenents and media influence on the purchase decision of

textilsn have als30o been atudied.

The attitude survey has revealed that irrespective of
arez, the consurmersc are dimsntisoflied with durability aspect
ot.handloom products. The urban consumers have felt ..
that the handloom firma heve failed to maintain o0ld quality
However the rural mess have not fully agreed with this view
The rural consumers hold the opinion thet there is =
variety of choices in handloom products though the urban
consumers 40 not share this opinion. The rural consumers
have elresdy feli the scarciiy of good and needed variety
of handloor products during the rebvmte aeason. This view
hes not been felt in equal degree of intenaity by the urban

areas. The urban and rural congumers have rerarked that
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the handloom products of Kerala are not up to the éxpected
lavel. The consumers have also felt that the héndloam Pro-
ducts lacked fastness of colour, good quality 'Kasawu', cor-
‘rectness of measure, finishing, durability and fineness of
texture,

The urban consumers heve mistaken government rebate for
paychologi;al discounting, To a grgat extent the rural group
havs shared the smame view too, DBut in fact, it is a subsidy
allowed by the government to the handloom consumersz, Hence e
clarification iz axi@ent. The urban class of consumers fael
that price of handloom products is high. The rural consumer
grﬁup do not feel it to the same magnitude, The rural cone |
sumers have strongly remarked that the ﬁroduces of Hantex are
priced high, The lcwest magnituda of 't' velue is found for
the statement that there is actual reductien in the price of
janath e¢loth,

The urban group felt strongly that the'advertisemeﬁt of
Hantex and Hanveev are seen only cccasionally. To a greater
extent the rural consumers have also shared the sema view, The
hichest magnituda of ‘t' value among the rural group is for thi
statement emphasizing on quality mspectjin sdvertigement, This
statsment has heen placed sccond by the urban group. irraspe-
ctive of spatial difference, the consumers have recorded th;
lowest maghitude for the gtatement thet advertisemnent of hande

loom products are enjovebls,
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The brand awareness test reveals that 94 per cant'of
sanple grcuﬁ is aware of the brand named Hantex while Cooptex
is familiar to 92 per cent. Cnly 52,67 per cent of consﬁmars
panel are aware of the rtrand called Hanveev. ”mong the nationally
reputed brand9 viz., Kanchipuram, (94 per cent), Banaras (93.33
per cent) héve the highesat level of ﬁrand awvareness among tha
sample group. Sholapur (52 per cent) and Pochampilly (42 per
cent) have almo a considerable degree of brand awareness. t
The Balarsmapuram handlocm has the highest dégrae of awaraness
(65,07 per cent) among the reglon-wise hendloom products of
Kerala which is followed by Chendamangalam handloomi
'(47.33 par cent).

Tha influence of nromotion tools and mass-=medla on the pure=
chase decis;on of fabrics in general ie studied (sge 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 effactive
one irrespective of area despite the faeling of the sample
group that this methed is merely a psychologlcal diécounting
(see tha Table 5,28). Exhibition is the next kest promotion
tool that influences the purchase decision of urban dwellers.,
But the advertisement is found exerting influence on the purchase
decision of the rural mass in the second place, Among the media,
the television exerts highest degree of influence on the pur-
chase decis}on of cloth among the urban saﬁple group, But

the broad-cast influences the rural consumars,
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Irreapective of the regions, the sample group hold
the view that the show rooms of Hentex are more éppealing
than that of Hanveev. The urban sample group have a feeling
that the smles people of Hantex and Hanveev show partiality
eopocially during rebate season. This view i1s not at all
shared by the rural group. Instead the rural consumers
have felt that the customer service of Hentex and Hanveev

is poorer then thet of Uooptex or other handloom show rooms.

Por the study of price spread seven marketing
channels are identified. Firat three channels asre discus-
sed in detsil end others are excluded for either want of
data or the product traded irn those channels are outside
the purview of the esnalysis. The first channel is found
to be most efficiont one eince tho share of producers in
customers’ price is 90 per cent. Under the second channel
the producers have received only 79.98 per cent of the
consumers price. In the third chanmel it tantamounts to

T1 per cent only.
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Production of woven

APPENDIX I

Fabrics from cotton, man-made fibres and blends thereof -
Sectorwise in Indie

Mill made

P = Proviaion filgure
T = Targetted figure
Neg = Negligible

Figures in parenthesls Indicate the percentage to the total
Sourcet Handbook of Statiatica on Cotton Textiles (1985), ICMF, Bomaby,

. I Decentralised gsector __Total -
Year Cotton Blended 100 per cent Total Cotton Blended 100 per cent Total Cotton Blended 100 per cent Grand
. . non_fotton_ non cottoE_ _ _ non cgtton tSEEE
1970 4157 a7 1 4245 (47.53) 3692 62 932 4686(52.47) 7849 149 933 8931
1971 3957 148 2 4107 (47.88) 3399 100 97T 4470(52.12) 7356 248B 973 8577
1972 4245 98 1 4344 (47.52) 3777 101 918 4796(52.48) BO22 199 919 9140
1973 4169 129 1 4299 (48.26) 3602 121 " 886 4609(51.74) 7771 250 8g7 8908
1974 4316 124 Neg. 4440 (47.52) 3968 a7 849 4904(52.48) 8284 211 849 9344
1975 4032 234 1 4267 (46.14) 4002 133 845 4980(53.86) 8034 367 846 9247
1976 3881 344 1 4226 (44-35) 4064 253 1008 5325(55.75)} 7945 597 1009 9551
1977 3224 891 7 4122 (43.07) 3678 567 1203 5448(57.93) 6902 1458 1210 9570
- 1978 3251 983 12 4246 (40.25) 4074 765 1463 6302(59.75) 7325 1748 1475 10548
1978 3206 942 6 4154 (39.46) 4334 731 1308 6373(60.54) 7540 1673 1314 10527
1980 3476 696 4 4176 (38.40) 4838 535 1324 6697(61.60) 8314 1231 1328 10873
}981 3147 919 7 4073 (36.55) 4973 641 1458 7072(63.45) 8120 1560 1465 11145
1982 2347 680 8 3035 (28.87) 5490 585 1404 T479(71.13) 7837 1265 1412 10514
1983 2704 819- 5 3528 (30.59) 5911 513 1582 B006(69.41) 8615 1332 1587 11534
1984 (P} 2573 786 7 3366 (28.44) 6257 467 -1745 8469(71.56) 8830 1253 1752 11835
1985 (P) 2667 734 10 3411 (27.45) 6634 515 1867 9016(72.55) 9301 1249 1877 12427
1990 (1) Na Na Na Na  (31.04) Ne Na Na Na (68.96) Na Ka Na Na
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Export of cotton Textiles ~_Calender-year basla

(ks in crores}

72.24(4.75)

Jource: For figure upto 1980 - D.G

For figures

.C.I.
from 1981 Texprocil/AEPC.

& 3,

Calcutta.

Figurea in parenthesls represent per cent to totel

Mill made Cotton Cotton Cotton Other cotton Handloom

cotton yarn apparel hosiery manufactured cotton

clo?h . item cloth
1966 49.14(62,06) 8.69(10.77) 2.55(3.22) 0.17{0.21) 10.06(12.70) 6.73(8.52)
1967 59.37(64.95) 7.48(8,18) 2.46(2.69) 0.14(0.15) 12.76{13.96) _ 6.84(7.49)

1968 | 66.77(63.96) 10.69(10.24)  3.03(2.90) 0.22(0.21) 14.61(13.99)  4.59(4.40)

1969 63.09(53.70) 23.74(20.20) 4.37(3.72) 0.25(0.21} 13.74(11.69) 7.15(6.09)
1970 65.66(50.43) 26.88(20.65) 7.74(5.94) 0.26(0.19) 15.96(12.25) 7.42(5.70)
197 66.60(52.71) 12.88(10.19} 11.77(9.31) 0.38(0.30) 17.73(14.03) 9.18(7.27)
1972 81.09(46.69) 22.74(13.09) 24.82(14.29) 0.88(0.50) 20.56(11.83) 14.77(8.51)
1973 137.58(51.85) 13.08(4.92) 47.64(17.95) 1.75(0.65) ; 26.31(9.91) 26.47(9.90)
1974 153.29(41.14) 19.39(5.20) 92.07(24.72) 5.28(1.41) 48.92(13.13) 33.23(8.92)
1975 100,28(32.39)  6.25(2,01) 111.90(36.14) 7.59{2.45) 37.54(12.12) 31.84(10.28)
1976 188.91(31.65) 22.39(3.75) 237.33(45.79) 10.84(1.81) 53.53(8.96) 50.19(8.41)
1977 141.57(23.36) 29.27(4.83) 231.86(38.26) 20.98(3.46) - 56.29(9.28) 78.45(12.95)
1978 115.68(19.53) 13.95(2.35) 286.88(48.45) 14:22(2,40) 53.08(8.96) 62.24(10.52)
1979 177.97(24.15) 17.23(2.33) 343.14(46.56) 20.34(2,76) 63.94(8.67) _61.38(8.33)
1980 175.85(20.62) 17.49(2.08) 394.83(46.30) 42.89(5.03) B1.63(9.57) B82.72(9.71}
1981 156.06(16.28) 22.50(2.34) 483.75(50.47) 56.47(5.89; 94.36(9.84) 83.00(8.66)
1982 137.98(15.00) 27.29(2.96) 439.B1(47.83) 47.33(5.14) 80.65(8.77) 66.35(7.21)
1983 173.09(17.98) 21.78(2.26) 476.50{49.49) 63.61(6.60) 59.07(6.13) 52.24(5.43)
1984 276,56{20.76) 36.19{2.71) 638.21(47.92) 89.21(6.69) 56.91(4.27) 96.39(7.24)
1985 275.25(18.10) 42.74(2.81) 768.12(5C.53)104.89(6.90) 94.40(6.22)

Handloom cot- Powerloom Powerloom Total fo-
e e Re farechied Shampe
items earnings
1.67(2.12) 0.08(0.10) 0.08(0,10) 79.17(100)
 1.85(2.03) . 0.25(0;27)  0-25(0.27) 91.49{100) -:
3:53(3.43) 0.30(0.2B)  0.60(0.57)104.%9{100)
4.16(3.54) 0.42(0.35) 0,55(0.46)117.47(100)
4.98{(3.83) 0.61(0.47) 0.67(0.51)130.18(100)
6.45(5.11) 0.78(0.61) 0.57(0.45)126.34{100)
6.88(3.97) 1.30(0.75) 0.63{0.36)173.67(100)}
7.88(3.00) 3.72{1.40) 0.90(0.33)265.33(100)
14.28(3.84) 4.09(1.09)  1.97(0.53) 372.52(100)
11.09(3.58) 1.79(0.57) 1.30(0.42) 309.58(100)
22.75(3.82) 5.92(0.99; 4.94(0.83) 596.80(100)
31,04(5.12) 11.72(1.93)  5.37(0.88) 606.00{100)
29.20(4.94) 14.93(2.52; 1.90(0.32) 592.08(100)
24.60(3.34) 25.84(3.50) 2.49(0.33) 736.93(100)
30.69(3.60) 20,83{2.44} 5.50(0.64) 852.73(100)
40.20(4.19) 16.65(1.73) 5.50(0.57) 958.49(100)
67.87(7.38) 23.64(2.57) 28.39(3.08) 919.60(100)
66.51(6.91) 28.84(2.99) 21.00(2.18) 962.64(100)
59.80(4.50) 55.37{4.15) 23.06(1.73) 1331.70(100)
74.49(4.90) 62.28(4.09) 25.65(1.68) 1520.06(100)
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3tetewlae. distribution of looms in Co~oporative Sector
~=s on %0,6,1982

Sl..=3t§£éfﬁnion: Total puzber of Rank
Ho. Territories . looms (in lakhsg) order:
1. Andhre Pradesh '5.29 1
3. hssem 2,00 5
34 Bihar 1,00 9.
4.,.ﬁu3argt 0.20 15
5« .Haryara 0.414 12
‘6.  Japim & Kpehmir 0.37 13
7. :Kﬁinafaké_' ‘1.03 8
8. EKerala 0.95 10
9. Hadhqg Predesh 0.33 14
10, Mahaveshtra 0480 1
11. ﬁﬁnipur 1.00 9
12, Oriose 1.05 7
13, Punjab 0.21 15
14, Bajasthan 1,44 6
15, 7Tamil Neduw 3456 3
16, Tripura 1,00 9
17, Uttér Fradesh 509 2
18. VUesti Dengal 2.12 4
' s i

Soﬁrce: Anmaal Report & Review of ALl Indis Feda;ation of
§O;§perative Spinning Mills Ltd. (19th) (1982-83),
ombay.
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District-wise dlistribution of loom -~ 1984

31. ' No. of Percentage to
No. Districts loonms total
1. Trivandrum 21,000 22,10
2. Quilon 4,770 5.10
3 Alieppey 1,025 1.10
4. ﬁbﬁtayam 980 1.20
5. TIdukki 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 42.10
Total 95,038 . 100.00
Source: 1. Census of Handloom 1960 and 1968

Directorate of Industries & Commerce, Govern-

ment of Kerals, 1968.

2. Industries, Industrial Labour and Information

(1975), Planning Board, Trivandrum.
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Orgenispation : Schedule

A sché&ule to c¢ocllect detalls regarding the marketing
strategies of organisations which market the handloom

productse

The survey in conducted in paritisl fulfilment of the
courge M.5c.(C&B) (Rural Marketing Management), College of
Co-operation and Bankingz, Eerala Agricultural University.

Papt I. Markoting segmentation in practice

* 1., Have your organisction tried to segment the market?

Yea/Ho
2. If yea, on what basis?
a. Geographic Segmentation cesa
b. Demographic Segmgntation ona

i. Age and life cycle

ii1. Sex

11i. Income

iv. Ilultivariate

¢. Paychographic segmentation

1. Social clags (ii) Life style (iii) Personelity
(4v) Ccecasion (v) Religion. (vi) User status

(vii) Usage rate (viii) Loyalty status

(ix) Attitude (x) Any other (specify)



3. Hod the morket sezzmentation helped yon to increase
the - ..

&) sales volume (b) Profit (c) Product deve-
lopment/addition/alternation (a) P0 aasess the
impect of promotional mix (e) other benefits
(apecity) |

4. I2 you have not tried to segment the market whaet are the
posgible reasons?
8) Financisl constraint (b) Paucity of personnel
e¢) It io not need in handloom industry, If 50 WhY? ecce
| d) Unawere (e) fear of additional cost

f) Any other (gpecify) ceee

5. Have you estimeted the possible cost of undertaking

the market segmentation programme Yea /Ho

6. It yes, please glve the detailla of the cost
7. If you have attempted for segmentation, how have yaﬁ
chalked ont the programme?
2) Taluk level
b) District level
) State Level
d) Hotional Level.

e) Internantional Level

8. Do you have your own market research wing/cutside

agency?

Yes /No



Part II -~ Froduct

B ——

1. Plsese list your product mix
2, Plesase give the number and detaills of new product/
designs/edditions/medificetions you have developed.

Yeer . Cotton man-made fibre Blended items

1980
1951
1982
19863
1984
1985

11986
1987
1988

'2. Hew have you acquired new product idea?
a. Corporate acquisition

b. Patent acquisition

e+ Licence acquisition

de Owni R & D winz/desizn centre

e. Contract new pro@uct devolopment

f. Imitation

g+ Others (specify)



%o In nevw product development, you follow the sequence -
g, lded generation

"b. Idee of screening
" e. Qoncept development/testing
de. Harkefing strategy development
@¢. Business snalyais
?. Product development
go larket testing

h. Commercialdsetion.

4. Do you have a product classification systenm.
Yea/Ho.
5« If yes, on what basis?
e
b,
Ce
d.
6. Do you make product line analysis? Yas/No
T, 1T yes; vhat 1s the purpose?
2. 50 assess product line/item wise profit
b. to compare competitdrs' product lives
¢. Others (spscify)
4,
ii.
i1,
8. Plemge give product line/itemwise sale= since 1980:



9. Can you list out some of %he product festures of

your 1tems thet your competitor does not have?

Sa

b,
‘C.
a.
Ce
7.
Ze
h.
1,

Durability
Reliébility
Texture
Colour
Correct measure/veight
Comofort
Finishing
Desizn
Econony of price
(specify)
i.
ii.
iiji.

10. Ugse of brand/brand neme/Irade mark.

B Individual brand

be only Insgtitutional brand

¢, HO brond name

d. Cnly brand name

e. Cnly brand mark

f. Both brarnd neme and brand nark

£+ Trade mark

11. Do

you have gpecial peckaging for your product?

Yes/No



t2. 12 yes, whet are the types and method of packing
adopted?
a.
b

Ce

Fart 111 « Price

1« In getting the price you congider
a; 3electing a pricing objectivs
b. Determining demand
e. optimating coate
Qe analysing competitors price and offers
' aeleetigg a pricing nethod
f. selecting the final price

g; none of these.

2, What is the method of pricing you follow
a. cost plus
b. broak-even analysis and target profit pricing
¢. porceived-valug pricing
d; golng-raete priecing
€. any other pricing (specify)
1.:
1.
| - % I



3.

In

Ge

" Do

6.

Q.
da-

€.

selecting the finel pricing you consider
psychological pricing
conmpany pricing -

‘impact of price on intermediste and final consumption
governuent policies

Any other (specify) eees

The varioua price discounts and allowances eallowed:

LB

be

Ce.

Q..

e.

T.

ge

As

8¢

b
Ce

d.

cash discounts
gquantity discounts
funcitional discounts
seasonal discounts

trade-in zllowances

_promotionel ellowance

other cllowances (specify) « o« o »

-promotional pricing you follow:

apecial~event pricing
rebetesn
paychological discounting

any other o ¢« ¢ o &

How do you price s new product?

Ge
be
Ce

de

market skimming pricing
market penetration pricing
cost plus

any other . . . .



7+ Please state the market prices of the following
items from 1980 to 1988:

5oublé Dhothi
609 X 609

803 b4 8()‘_3
100@ X 1003
120z 120

B8 8

Matching et
605 X 60B

B{)s X 808'

100, = 100,

Kniles

405 2 40,

50s X 603

QOB X fims

1008 x 1008

Thopthu (Fevezha)

28" x 54n 203 x 20s

24% x AG® ?.OS X 205




Part IV ~ Distribution

1. vhat are the markefing channel functions your
organiaation undertake?
& Hesearch
b, Ppomotion
c. Contact
d. Matching
a. Negotiationl
f. Fhysical distribution
g+ Pinancing
he T risk-taking
i. Quality control
Jj. Others specify
1.
ii.
iii.
2., What are the strategies you follow with rogard o
intengity of distribution?
A, intensive
be cexclusilve
¢, selective.
3+ What are the wholesalingz function that your orzanisa-
tion teke up?
Qe anticipation of needs
b. carrying of atock
¢. delivery of gocds



ds grenting crsdilt
®. providing information and advisory service
£. provide part of buying function
g. own and transfer title to goods
4. How wany retail cutlets you have?
I2 you have different categories, specify them category-
wise.
:1y
be.
C.
de

5. What are the oriteris in deciding the location of the
retall cutlet?
a. proxinity to target consumers
b. availability of plmoe
c. availability of space et lowsr coat
d. sufficlency of the market
¢. Any other
i.
ii.
6. what are the phyaical distribution functions you
undertake?
a. Iransportation
b, ¥are housilog
c. Both



7. ¥bat ave the mode of transporiation usually selected
for the movement of z00ds?
fe your Own vehicles
b. miblic carrie;s
. i. lorey
ii. ‘i‘rain
iii. Gthers (specify) . . .
3. ﬁcw &0 you plece orders with the production unita?

9. Do you manage your inventory? Yea/No

10, VWhat are the technlques used for inventory managzoment?

Ll

‘H. How do Hontez/Vanvesv nroonre broducea of thaiw
primaries?

G
.
Ce
d..

€



12,

13.

What amount (quantity) of "the totzl production of

the primaries hes been procured by the Hantex/Hanveev
a. ¥hole produetion i1s procured

b, only a part s procured

If only a part of their production is procured what
are the reasons for that?

1=

b.

Ce

" a.

£art V. - Fromotion

‘

1.

2.

What are the promotional methods you adopt?
2. personal selling

b« advertiigement

ce. publicity

(. sales promotion

In personal selling, you have your own sales people
meating
B« COnsumers
b. wholesalers
¢c. rotailers
d. orgaﬁisationa
1. Government
_11. Department gtores
1ii. Consumer Federation

iv. Uthers specify



5+ Verious advertiserent medis you depend on ars:

4.

‘Be

Do
Ch

d.

. Qe

t.

Lo
h.
1.

broadcast

telscast

‘motion pletures

‘bill bosrdis

home regazines

scheol end college magegines

broachures and booklete
news paper advertisemsnts

any other (spooify) « . »

Fublieity methode you resort to are:

B
be

C.

é-'
Se

fn'

Pregs kits

Spzeches

Jeminars

Annual roports

Any other (specify)
sublic reletion

The sales promotlon tools, you follow are

. B

b.

Cw,
d..

'@,

£,
g

falrs and trade éhowé
demcnatration

rebote

couponing

contents

Zanes

credit sales to government employees and others



6o Expenditure on Promotion mix

To

3.

Bs'

b.

Qe

1081 1982 1983 1984 1985 1986__ 1987

Personal
selling

Advertisement
Nablicity

Sales pro-
motion

Potal

While deciding the promotional programme you considers:

Doe
De

Qe

‘de
‘@
> £
2
" he

Be

be

Ce
d.
Se

T.

identification of target audience
determine commnicaticn objective?
design meszage

select communication channel
develoyp thé total promotion budget
decide on the promotion mix- |
magurae the promoticnal results

nenasge the coordinate the total marketing
comminication process

¥hat mothod do you adopt for the promotion budget?

affordable methed
bercentage to sales method
conpetitive pariiy method
ob jective and task method
none of the above

if ansver is 'e! specifty
other methcds you follow: . . .



9.

How do you aspportion the promoiion expendlture among
various methoda?

Ea
b

Coe

Papt VI - Miscellanecuas

1.

2o

4.

6.

Do you undertalke export trade? Yoz /No

If '"Yes' how do ycu market your producta?
a. Crder
b+ Desiun

c. Price
d. Export procedure

‘what are the problems you face in export trade?

‘B

‘bo.

Co
I? *no' what are the rensons that prchibit you
from export trade?

¥hat are the marketing problems of hendloom products?

Qe
s

Ce

de

e

f.

e

he

¥hat do yocu think will be the prospects of handloom
industry in kKersles?



Be
b.

Ce

de

€.

f.

G

7« ¥hat would be your valuable suggestions to improve

the plight of the handloom industry?
fs -

be

Ceo

d.

1Y

f.

Part VII ~ Detsils of the Oraanilamition

2+ Hame 0f the Crmpenisation

D Addreﬁs H
Ce Yeé,r of estoblinhment ]
d. Type 61 ownership H

Ge Humbei- of share holders H

£. Share 'cupital

L 2]

Lo Reslerves end surplus :
h. Short term loans/w.c. :

1. Long termn loans

»a

J« Fixzed capltal

L L]



APPEEDIX VI

donguper égrvax:gcbeggla

The survc§ is conducied in partisl Mlfilment of the
course HM.3¢.(C&B) (Dural merketing Management), Eerala
Agricultural Univercity.

Part I - Jeteils of Resvondents
Plense giﬁe 3 oms iﬁformation about youfaeii
1. Neme:
2. Addresa:
3+ Occupration:
| 4, Beliginn/ﬂammuﬁity:
5. Average expanditure on cloth:
6+ 2ges to 20 years 20-_;30 30=50 over SO
7. Sexy ﬁalc Foemale (Fleaae put tick mark)

8. Education: Illiterate School * Seocondmry
School College Kongraduate
Graduate Pogt graduaﬁn

9, You live: 1In the‘capital in a city in a town
in a village

10, Honthlgﬁfamily incomo:
Upto & 200
201 - 400 -
401 « 600
601 « BCO
801 ~ 1000

1001 - 1500
1501- 2000
Cver B 2000



Pert I1 "- Gangral datalle of mpurchage of textiles

1a I’lease rémk those who influence in the purchase
of cloths.

(Please encircle the rank t 2 3 4 5

of vour choianl

fanks

a) Femily members 1 2 3 4 5
b) Relatives 1t 2.3 4 5
¢) Friends 1 2 3 4 5
d) Salesmen 1 2 3 4 5
e) I=ilor 1t 2 3 4 5
?) meierence group 1 2 3 4 5
g) Others - gpecify ‘

(1) (i1) (111)

2. Please rank the suales prouoticnal meaaures that
' influeme your purchsse of cloths.

(Fleage, enocircle the res peotive ranks)

Banks
a) Achlrertising ¥ 2 3 4 5
) Contests/gemes 1 2 3 & &
o) -Exhibition/zhow rooms 1 2 3 4 %
d) Reduction snles/rebate 1 2 3 4 5
e) COi;pons/Iofate:;ies A 2 3 4 5-
f) Sales persons/sales 1 2 3 4 S
presentation . '

g) Any other - specify

(i) (ii) (144)

N O O O O O

O OO OOy



3+ Please, rank the mess media that influence your
parchaege of cloths

' (You mey encircle the respective ranks)

Eonks
2. Radlo Tt 2 3 4 5 6
be TuVe 1 2 3 4 5 6
c. Fila T 2 3 4 5 6
l« Hewn paper 1 2 3 4 5 6
e. Hagazines 1 2 3 4 5 6
f. Pogters 1 2 3 4 5 6
g« Others (Specify) 1 2 3 4 5 6
(1) {12) (111)

Pagt IIY —~ General details of Handlooma

Please put tlok marks in the boxes which 2re relevant.
1. What are the different brands of handloom products
you are aware orf?

a. Hantex b+ Hanvaev ¢. Cooptex d. Any other
specify.

i.
ii.
iij.
iv.
VR

2+ Of the following hendloom products of Kerals you are
avware of

a2« Belaramapuram products
be. Chendomangalsm products



4

Ce ABRQAYTZOUE DATOSR
de Trichur proiucts
. Palgbat products
f. Karalkada products
Fe s Any other,

Of ‘the following national reputed handloom fabrics,
you are awere of

a, Adayar f. Narayanpet
b.aBanaras &+ Pochempilli
c.icoimﬁatore h. sholapur
d..Dharmavaram i. Any other

o, Kenchipuram

Have you got an¥ conpleints against the Eerala
Handloon producta?

s

De
Ce
[

e

Part IV - Rank the folilowinz statementsg

(Put a tick mark agoinst the choice which you feel as
sorrect)

. Rroduct

1,

The quality of most of the handloom producte of
Eerals are upto the expected level.

8 Agres strongly b. Agree somewhat

¢, Ho opinion d. Disagree somewhat
€. Disagree strongly.



3a

4.

S

Handloom products are leas dursble

8. Agree strongly d. Dissgree gomevwhat
be Agf?e somawhnt 6. Disegree strongly
8. No opinion

Handloom products ere not meintaining old gquelity.
a. Agree atrongly d+ Disagree gonevwhat
b. Aaraeiaonewhnt 8. 5iaagree gtrongly
0. No opinion

:Thsfb #s.variety of choices in hendloom products now

a. Agree strongly d. Disggree gomewhat
be. Agrée sonewhat 8, Disagree strongly

¢+ No opinion

There is scereity of good and needed varisty of
handloom produots during rebate semson.

a. Agreo strongly d. Digagreo sOmewhat
b, Agrée somewhat e. Disagree atrongly

c. No opinion

Price

1‘0

2,

-Prices ‘of handloom products are comparatively hizh
B. Agree gtrongly d. Disagree somewhat
be LnAgreo somevwhat e, Disagree ptrongly

c. Ho opinion

The benefit of rebate ls not re2l as the prices of
products are inflated for allowing rebate

a., Agree ptrongly . ds Digsagrec somevhat
b. Agree gocewhat ¢« Disagree stronzly

¢. Ko opinion



3. There ip aetual.re&uction in the prices of Janatha
cloth.

84 ~Agree strongly d+ Dissprece somevwhat
be  Agree somsvwhat 6. Disagree strongly
ce HNO opinion

4. The produces ¢f Hentex is priced higher than that
of Hanveev
a. Agree gtrongly d. Digagree somewhat
be Agree somowhat ©+ Disagree strongly
ces NO opdnion' )

5« The priess of handloom products of Kersln (that is,
the clothings of Hantezx and Hanveev etc.) are higher
then the producits of other gtates like Cooptex etc.
8. Agree strongly | d. Dispgree somevhat
b. Agrec somewhat' e. Disagree strongly
¢. No opinion

EFromotion

1. The advertisements/publicity of Usntex and Henveev
are seen occasionally.
g+ Agree strongly d. Disegrec abmewh&t
be. Agree gsomewhat "@e Dilsagres atrongly
c. No opinion.

2. The edvertigements of handloom products are enjoyable

as Agree ptrongly d+ Disggree scomewhat
be Agfee somevhat €+ Disagree atrongly

c¢. NOo opinion



3+ The adveriisements of handloom products emphanice
on the quality aspects.

a; Agree atrongly d. Disegree asomewhat
b. Agree aonevhat e. Disagres abrongly
c. NO opinion.

4., The advertisements of handloom products emphagize
~on the yprice factor

-a) Agree strongly d. Disagree scmevhat
b. Agree somewhat e. Dissggree strongly
o. Ho opinion

5. The advertisement of haniloom producers of other
states like Cooptex etec. is more aprealing and
Irequent than that of Hantex and Hanvesv
2. Agree strongly d. Disagree somewhat
b. Agree somewhat e. Disasree stronsly

¢« Ko opinion

tom () ce r ns o oOWYroo

1. Mosgt hendloocm retailers serve the customers well
a. Agree atrongly " 4, Disagree somevhat
be Agree somevhet e. Dintgree strongly -

- @¢ N0 oOpinion

2. gales people of Hantex =and Henveev show partiality
especlally during rebate gesson

a. Agree strongly d. Disagree pomewhat
b. Agree gomewhat e+ Disegree strongly
c. Ho opinion ‘



3+ The customer service of Hantex ani Hanveev 1s poorer
than Cooptex oxr other handloom show rooms.

2. Agree strongly de Dismgree somewhat
b. Agzrec oomewhat Qe Disagrae'strongly

¢, §o opinion

4. The customer service of Hanveev is better than that of

Hentex.
8. Agreec atragly de Disagree sonewnzv
b. Agroe somewhat as Disagree sirongly

¢« No opinion

the showrcoms of Hantex are more appealing than thet

5
_of lznveov.
a. Agree strongly  d+ Disegree somswhet
b. Agree somewhat - @. Disagree strongly

¢c. No opinion

6. The showrooms of Cooptex ere more npresling than thet
of Hantex/Henveov.

8. Agreo gtrongly d. Disagree somevhat
b. Agrce somewhat ¢. Disagree strongly

¢. No opinion



APERNDIX VIL

Profile of the Consunsrs

Surveyed

Table 1. chupational profile of the sample group

%%: Uccuﬁation Urban Raral

1. Government employees and : : - .
company employess 26 {34.67) 23 (30.67)

2e Businesamén and Isbourers 11 (14.67) . 9 (129

3. ﬁﬁéﬁ?ﬁ;ﬂm end 10 (13.33) 28 (37.33)

4. Students 6 (8) 6 (8)

5., Professionals 10 (13.33) 3 (4)

6+ Others 12 (16) 6 (8)

Tote.l 75 (100) 5 (100)

Sources Primapy data.

Figures in parenthesis represent percentage to total

Table 2. Religionvise distribution of the sample

Religion . Urban Rural
Hindu 35 43
Christian 28 17
Huglim 12 15
Total i) 15

Sonrces Primary data



Table 3. Annmual Average Expsnditure on cloth

Urban

S1. Class interval Rural
No.. =
1; Upto & 500 11 (14.67) 25 (33.33)
2. 50t - 1000 14 (18.67) 16'(21.33)
3. 1000 - 1500 20 (26.66) 13 (17.33)
4. 1501 - 2000 12 (16). . . 10 (13.34)
5. 2001 - 2500 7 (9.33). 5 (6.67)
6. 2501 end sbove 11 (14.67) 6 ¢8)
75 (100) | 75 (100)

Yotal

- Source: Primary dats

Pizures in parenthesis show percentesze to total

Table 4. Agowiao distribution of the sample group

gi’: Age group Urban Rural

1. Upto 20 9 (12) 5 (6.67)

2. 21 - 30 20 (26.67) 22 (29+33)

3« 31-50 335 (44) 34 (45.33)

4. 51-and ebove | 13 (17.33) 14 (18467)
. fotal 5 (100) 7 (100

Source: Frimary Data

Flgures in parenthesis indicate percentage to total



Teble 5. -~ Sexwise distribution of sample group

Sex Urban Raral
Feanle 36-(43) 24 (32)
Hple 39-(52) 51 (68)

Total 75 (160) 75 (100)

- ey Ll - -

Source: Priwmapy Data
Pigures in parenthesis represent percentage to total

Teble 6. Biucational status of the sample group

23}" Literacy level Urban Rural
t. Illiterate 3 6
. 2« dchool 10 27
3. dHecondery school 4 16
4. College 29 18
5. Graduate 14 8
6. Tost graduate 1% . 3
Total s s

- . -

Source: Irimery Date



Table 7. Incompewice dilatribution of the sample

ii’ ‘Income group Urban Raral
1. Upto & 200 2 (2.67) 5 (6.67)
2. 201 - 400 5 (6.67) 19 (25.32)
3. 401 - 600 & {(10.67) 12 {16.00)
4. 601 - 800 10 (13,33) 8 (10.67)
5. B801=1000 9 (12.00) 12 (16)
6. $001 = 1500 8 {10.67) 6 (6.67)
7. 1501~ 2000 20 {26.66) 8 (10.67)
8. Over & 2000 13 (17.33) 6 £{8)
Total 75 (100) 75 (100)

- - g -

Source: Primary Date
- Figures in parenthesis represent percentage to total
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ABSTRACT

'A Comparative Study of Merketing Strategles of
Co-operative, Fublic end FPrivate Sector units in Hand-
loom Industry in Kerala', is mimed at essessing the effe-
ctiveness and relative merits and demerits of various mar=-
keting strategies followed by Hantex, Hanveev and private
gector firms and price spread.of selected fabric under dif-

ferent marketing channels.

The sampling frame consists of Hantex, Hanveev and
four private sector firms each from Trivandrum and
Gannano;e districts. A consumer panel of 75 consumers each
was selscted from urban and rural areas to study the atti-
tude of consumers on the marketing strategies adopted by
the sempls unilts. The attitude wes meamsured using Iikert
scale. Priqe gspread was analyged by oqllécting data from
ten primery societies, five refail shops, and five hawkers
after ldentifying seven different distribution channels,.
All the samples were selscted randomly.

The various marketing strategies, viz., product, price,
hpromotion and distributicn were analysed. It was found
. that pejority of the sample unite were not in the practice
of using these strategies. LEven where these strategies
wore found in vogue, they lacked scientific baeis as is

evident from the comspicous absence of market segmentation



end market research. Amonz the promotional tools, rebnﬁa
period sales ranked first mccounting for 75 to 80 per cent
of aalns falling during rebate perlod. Though exhibition
and.orodit gales are effective promotiocnel tocls they were
used sinmultaneously during the rebate period. Thus, instead
of epreading the use of promotional tools, they were agire-

geted to oause the sales to be seasonal.

The attisude survey revealed that there are aerious
differences between conception of marketing strategies by
the firms and their perceptions at the consumers' level,
These differeonces were found obvious in rroduct feaiures,
pricinz, and use of promotional tools. The veriationa in
the level of brand awareness affirms tkis lag. The only
exception found wee in the ccae of Hantex whose brande got
the highesat 8CoTe . It wes alao found that opinions of rural
snd urban consumers diverged in many =mapcots. This is
aéuin a pointer towards need for using Herket Segmentetion
and Market research techniques.

For the purpose of studying the mrice s pread seven
marketing channels were identified. The direot channel found
t0 be approyriete both for producers and consumers ensuring
80 per cent share to the producers on the consumer rupese.
Inspite of the presence of Hanveev snd Hantex, the sergin
wes 1low in the smecond channel and ithird channel hoa given

no bencfit either to the producer or the conaunmsr.





