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While it is too

eatrly to say if the

new trend is jus
a passing fad,
artisans are not

very confident
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rafted tales of product markets

Smrﬁtps are connecting artisans to the urban consumer by providing
them an online market to showcase their cmft reports Sabreen Haziq

traditional appeal. Be it pottery,
pippetry, handloom, painting or
weaving, each craft involves deep-

. Indlan crafts are known for their -

. seated knowledge and technique that |

has been handed down to artisans for
generations. Sadly, many Indian crafts
are now dying a slow death, thanks to
industrialisation. What used to be pro-
duced by artisans with the locally avail-
able raw material is now mass produced
in factories, and profit-driven traders
havepvershadowed hardworking arti-
sans,lthreatenmg generations of skill
and wisdom. «

But there is a silver lining. While
‘crafls may be experiencing dedline,
theirdemand is on the rise since many
uppe-class Indians want the traditional
10 adorn their modern homes. Entre-
preneurs see this as a business oppor-
tuniy. Startups are providing artisans
an Gnhne platform to feature and sell
theif products while showcasing the
lost glory of Indian craft.

Spectrahut is one such venture.
Husband and wife Apkit and Khush-
boo Sharma spent four months travel-
ling4nd researching on Indian art and
handicraft before launching their busi-
nessin Meerut, Uttar Pradesh, in Sep-
tember 2013. “The idea was to create
opportunities for women and under-
privileged artists,” Khushboo says.

Spectrahut was launched with Ter-
racotta Diwali Collection, which, Ankit
says,was a big risk. “We were apprehen-
sive about starting an online shopping
storewith terracotta products which are
breakable and difficult to transport. We
had initially invested Rs 45,000, says
Ankit. The couple recovered approxi-
mately 35 percent of this in less than
three:months.

Spectrahut works with about 10
award-winning handicraft artisans
fromall over the country and also trains
housewives around Meerut to make
such traditional products. The online
storethas a vast range of hand-made
artificial jewellery, accessories, home
décor products and kitchenware. Prices
start from as low as Rs 135. Hanging
lamps and wooden spice boxes are
the bestsellers. “I love the beautiful
gel candles of Spectrahut, especially -
the scented candles for spa,” says Zeba
Khan, a resident of Zakir Bagh, New
Delhi.

All products are produced at the
artist’s place, from where they are pur-
chased in bulk. Orders are dispatched
after a quality check. The company gets

10-15 orders on an average every day;
this goes up to 30-40 during the festive
season. “Each artisan we work with
earns Rs 12,000-Rs 18,000 monthly,
Ankit adds. While Spectrahut earned
a profit of 25 percent in its first year,
it had a turnover of Rs 5 lakh in 2014.

Bridging urban-rural gap

CraftCanvas in Ahmedabad, Guja-
rat, is a similar venture. Started by
NishaVikram, CraftCanvas sells gifts,
accessories, garments, and jewellery,
kitchenware and home décor items.
While the price of accessories and jew-
ellery range from Rs 599-Rs 899, Gond
paintings and Pattachitra works cost
whopping Rs 4,000-Rs 24,000.

What differentiate this initiative
from Spectrahut is its customised craft
murals. CraftCanvas aims at bridging
the gap between the rural producerand
urban consumer by taking their tradi-
tional craft to city residents in the form
of installations and decorative wall art.
Spectrahut designs spaces in corpo-
rate offices and homes as well as public
places. Since its inception, the com-
pany has employed over 200 artisans,
on whom at least 60 percent of the rev-
enue is spent. “Our profit margin is not
very high. It is a conscious decision to
keep the margin around 10-15 percent
to expand the scope of our work, Cus-
tomised craft is viewed as a highly elit-
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ist industry and we want to change that
perception,” Vikram explains, Craft-
Canvas works with 20 communities of
artisans across Andhra Pradesh, Bihar,
Guyjarat, Himachal Pradesh, Odisha and
Rajasthan. Team members visit villages
to interact with artisans and understand
their work and experience. They also
organise workshops to train artisans
on design drawings, colours and other
techniques.

Gaatha is another project promot-
ing Indian art and craft. The e-por-
tal was originally created to research
and document Indian crafts that are
experiencing a decline. Since its for-
mation in 2009, the founders of Gaatha
have invested more than Rs 2 crore to
develop their portal which serves as an
online repository of the various Indian
craft. Last year, the team expanded their
work to e-commerce. Gaatha has a wide
inventory ranging from intricate pot-
tery and expensive Pashmina shawls to
simple items of daily use like ropes and
kitchen- ware. It works with artisans
in Gujarat, Madhya Pradesh, Rajast-
han, Jamimu and Kashmir and Odi-
sha, where it holds sessions in villages
to help artisans market their products.

Does it really benefit artisans?

While it is too early to say if the new
trend is just a passing fad, artisans are
not very confident. “We have been sell-
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ing locally made products at a reason-
able price for neatly 35 years. We have
a slim profit margin, but we manage
to recover our cost. Online websites
sell our products at very high rates,”
says Anju Uremia, who sells traditional
sarees, skirts and bags at the Gujarati
lane near Janpath market in the capital.

Besides, not everyone is a fan of
traditional products sold online. “All
thete fancy websites seem to be minting
money. I have bought the same prod-
ucts they sell for less than half the price
from artisans in Jodhpur,” says Udyan
Biswas, who loves street shopping.

N C Joshi, director, Centre for Cul-
tural Resources and Training, Dwarka,
believes that such business ventures do
not give local artisans their due. “There
have been instances in the past when
Iocal artisans have been lured by busi-
nessmen who purchase their produce at
a cheap rate and then sell the same at
exhibitions for lakhs of rupees;” he adds.

But some are hopeful. Ruchika
Ghosh, the chairperson of the National
Handicrafts and Handlooms Museum,
New Delhi, says that the Ministry of
Textiles is trying to expand the market
for local artisans through tie-ups with
online shopping stores such as Flip-
kart. “T am apprehensive, but I hope
this new marketing strategy works,”
she adds. DOWN TO EARTH



