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Abstract 

India is one of the leading suppliers of handicrafts in the world market.  Among Indian states, 

Tamil Nadu is a place for its rich history of culture &tradition in the Handicrafts Industryand  

occupies an important place in this sector. In Tamil Nadu,Thanjavur handicrafts play a vital role 

in the Handicrafts industry. The aim of  the study is to find out the retailers‟ ideology towards the 

business prospects of handicrafts products in thanjavurdistrict.The data was collected from the 

retailers through a structured questionnaire, which was translated into the vernacular language 

(Tamil) for better understanding. The population of the study are the  retailers who sell 

handicraft products and the sampling technique used for the study is convenience sampling. The 

study‟s findingconcludes that the government should take necessary steps to educate and create 

awareness and should step in, conducting programs on  manufacturing training, marketing skill 

development, value addition and consumer research. 

 

Key words:Business Prospect, Artisans, Handicrafts retailing, Thanjavur Handicraft Products 

 

Introduction  

Thanjavur, the “Granary of Tamil Nadu” or “Rice bowl of Tamil Nadu” is famous for its 

unique and traditional art&crafts, architecture, music, silk weaving, agriculture etc. Thanjavur is 

also well known for its artistic activities like art making, painting, icon manufacturing,Toys 

,Veena,Thavil, lamps and bell metal products manufacturing which are the major exportable 

items. Thanjavur is also famous for its traditional handicrafts such as Thanjavur art plates, Icon 

works, pith works, art plate, glass plate, musical instruments, bell metal lamps, Thanjavur 
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paintings. These traditional activities have been patronized from the times of Maratha rulers of 

the late 17
th

 century. Kumbakonam is another important trade center that is famous for metal 

ware, brass utensils, lamps and silk sarees providing considerable employment opportunities to 

the local people.  

Even though Thanjavur is the origin of many unique handicraft products, recently the 

industry has quite a number of problems like scarcity of raw materials, poor income etc., which 

are still hidden from the eyes of industrial development agencies of both Government and Non- 

governmental organizations. Therefore, this study  focused on the various problems and solutions 

to handicraft  industry, for its enhancement.The study also focuses on identifying the challenges 

and problems faced by the artisans in the marketing domain,froma retailer‟s perspective, who are 

involved in selling handicrafts in Thanjavur and Kumbakonam. The research also tries to study 

the requirement and the basic need of artisans for developing their business during  an economic 

slowdown  and to sustain employment. 

 

Statement of the problem 

The Handicraft industryis a decentralized industry of India,which reflects the culture and 

the rich ancient heritage. Though it contributes a large part to Indian exports as well as to the  

Indian economy, this industry has quite a number of problems which are still hidden from the 

eyes of industrial development agencies of both Government and Non- governmental 

organizations. Artisans and Handicraft producers have been gradually reducing in numbers due 

to problems in the industry,over the past few years.Problems like low income, unavailability of 

raw material, low-profit margin, financial disabilities, etc.have been influencing the growth of 

the industry. Therefore, this study needs to focus on the various  challenges ,problems and 

solutions to this industry for its enhancement, especially to study the problems in the industry 

from a retailer perspective because they are the one who have theopportunity to interact directly 

with the customers and wish to offer possible and practical solutions to overcome the  marketing 

problems. 

Objective  

The main objectives of the study are;  

 To understand the demographic profile of the retailers who sells handicraft products. 
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 To find out the  retailers‟ ideology towards the business prospects of handicrafts products 

in thanjavur district. 

 To suggest strategies for handicraft retailers for  enhancement of their business. 

Literature Review 

(Amir, 2013), explain the nature and importance of handicrafts sector marketing 

practices, rural artisans and their marketing innovation and the marketing pedagogy they are 

following to sell products. The important marketing aspects are discussed under the heads of 

Product, Price, Place, Promotion and the researchers provide suggestions for the enhancement of 

the industry. 

(Chanchal khurana, 2014), focuses on the problems being faced by the small scale 

handicraft industry and gives some suggestions for improvement with respect to Jaipur. Though 

Jaipur has a variety of unique craft items, it has now become almost totally artificial and 

mechanized. The researcher clearly states that this sector is facing a lack of recognition and also 

states that Urbanization and Westernization have calamitous impact on the art and crafts, which 

lead to change in originality of craft items, which were done in earlier days by the artisan, 

craftsmen.  

(Dilip Kumar, 2013), attempts to understand the soul of the art in the Indian 

handicrafts, which have a large demand in international market. They focus on the opportunities 

and impact of global recession of the industry, recession and its causes, challenges faced by the 

Indian artisan community. To improve the revenue of the industry they tried to deliver some 

suggestions mainly in marketing techniques to be followed by the artisans. 

(Gaurav Srivastav, 2016), tries to deliver insights about the Indian Handicrafts 

industry which consist of a strong background, the evolution of the industry from older days. It 

majorly focusing on globalization and it‟s both positive & negative impacts of the industry. 

Crafts and its major cluster performing in the country are listed, varieties like wood, metal, hand 

printed, embroidery, marble, terracotta, sari crafts are also discussed. The author strongly pointed 

out the contribution to the economy by exports and various government initiatives taken for the 

improvement of the industry. 

(Towseef Mohi-ud-din, 2014) Discussed the present scenario of the Handicrafts 

industry which includes rate of exports, demand in foreign markets, and existing varieties of 

crafts around the nation and suggestions for the sustainable growth of the industry as well as the 
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standards of artisan livelihood. In particular, their focus is on the challenges of artisans due to 

globalization with huge competition by the arrival of low-cost machine made substitutes. 

Because of this artisans economy goes down and Government is in a position to uplift the artisan 

community. 

(Vaishali Dhingra, 2017)Have discussed the Indian Metal ware handicraft industry 

from the perspective of the artisans, where the researchers analyze the availability of a safe 

environment for the working of the artisans. The researchers have analyzed factors such as 

physical working conditions, ergonomics, workplace safety, working hours etc., and have 

concluded that these factors can help reduce the employee related expenses such as injury, 

medical allowance etc., and can also lead to a healthy environment.  

(Ghouse, S. M,2012) Handiworks are a vital beneficial division and fare item for 

some creating nations and in a few nations constitutes a huge piece of the fare economy. The 

development of worldwide markets for home adornment items and expanded enthusiasm for 

worldwide products has opened up new-showcase open doors for craftsmen. In India, handiwork 

industry is a noteworthy wellspring of wage for rustic groups utilizing more than six million 

craftsmen‟s including a substantial number of ladies and individuals having a place with the 

weaker segments of the general public. In any case, spectators of the handiworks division foresee 

that the rising number of independent ventures swinging to craftsmanship generation is probably 

not going to decrease fundamentally in the future. The present investigation involves the 

different issues of the handiwork business which can be worked upon by the shared affiliation 

ship of the Indian government and the handiwork exporters keeping in mind the end goal to help 

and advance the customary division. 

(Dasgupta,A.,&Chandra,B,2016) it attempts to segment Indian handicraft consumers on the basis 

of three cultural dispositions stimulated by globalization, viz. consumer ethnocentrism, 

materialism, and world-mindedness.  An exploratory factor analysis was run for a dataset of 202 

responses collected from a sample prepared by judgmental sampling technique and using a self-

administered 33 item questionnaire. A combination of hierarchical and non-hierarchical cluster 

analysis was performed based on the regression factor scores. A two-step cluster analysis was 

finally performed to explore the demographic as well as psychographic profiles of respondents 

Handicraft marketers can get further insights for segmenting Indian consumers on the studied 

dimensions. The artisan communities can become more competitive by such segmentation. 
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(Sharma, B &Sezhiyan, T, 2014) In India handicraft industry is a major source of income for 

rural communities employing over million artisans including a large number of women and 

people belonging to the weaker sections of the society. Handicrafts are an important productive 

sector and export commodity for many countries and in some countries constitutes a significant 

part of the export economy. The growth of domestic and international markets for home 

accessory products and an increased interest in global goods have opened up new-market 

opportunities for artisans 

(Ghosh,A,2013)people across the globe are working in the informal sectors possesses traditional 

skills and knowledge, of which a large number makes a living by producing traditional 

handicrafts. The informal sector in India provides opportunities of employment to more than 330 

million workers. The grave problems in the crafts sector in India are lack of knowledge and 

access to means for enhancing quality and productivity. It has also been pointed out that areas, 

such as, innovation in design and form, skill development, safety, environmental awareness, 

technical improvement and market development need greater attention 

(Hashmi,S.K,2012) The Indian handicrafts industry is highly labor intensive cottage based 

industry and decentralized, being spread all over the country in rural and urban areas. Numerous 

artisans are engaged in crafts work on part-time basis. The industry provides employment to over 

six million artisans who include a large number of women and people belonging to the weaker 

sections of the society. The Handicrafts Sector plays a significant & important role in the 

country‟s economy. It provides employment to a vast segment of craft persons in rural & semi 

urban areas and generates substantial foreign exchange for the country, 

(Kumaj Jena,P.2010). Which refers to the growing integration of societies, economies and 

cultures around the world, has become one of the most hotly-debated topics and key area of 

research among the policy makers, statesmen, corporate, politicians and academia respectively 

over the past few years. As India opens up her doors to the multinationals during the era of 

economic reform and liberalized market, putting an end to the „license raj‟, it is not only the 

economies that often meet in the global market sphere, but also the people and cultures, which 

bring a new dimension to the multi-cultural setting. What we can see in present day modern 

world is that there is always a cross-cultural interaction between the „local‟ and „global‟ and the 

much discussed „global village‟, 
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(Bhat,JA.&Yadav, P,2016).is a diverse economy encompasses of agriculture, agribusiness, a 

wide range of modern industries, and multitude of services sectors, categorized under private and 

public sectors. But due to the availability of abundant natural resources, favorable climate and art 

of agribusiness, India after independence have shown more trust to invest on agricultural for the 

development of its agro based economy. Fundamentally India economy relies on agricultural and 

its allied industries that are agribusiness industries (by agribusiness we mean collective business 

activities that are performed from farm to fork) it includes textile, silk, handicrafts, and other 

small scale indoor 

 

Methodology 

The researcher used descriptive research design and the population of the study pertains to  

selected retailers located in Tanjore and kumbakonam who deal with handicraft products. The 

sampling frame is the retailers list taken from retailer‟s association. The research is based on 

both primary and secondarydata, were the source for secondary data is obtained through the 

related journal articles, research reports, News articlesandinternet sourceetc.,in order to find out 

deep insightsabout themarketing challenges and problems faced by artisans in the handicraft 

business. The data was collected from the selected retailers of Thanjavur and Kumbakonamarea 

and questionnaire was self-administered,whichwere developed from the literature matrix 

andvalidated by academicians,handicraft manufacturers and retailers of handicraft products.  The 

sampling technique used for this study is non-probability convenience sampling and the number 

of responses collected for this study is eighty-seven retailers( 40 in Thanjavur and 47 in 

Kumbakonam), who are involved in selling handicraft products based on their availability and 

accessibility. The statistical tools used for the study is frequency-percentage analysis and 

multiple regression analysis .The statistical package for social science -SPSS Version 20 for 

analysis of the data . 
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Results and Discussion 

 

Table 4.1: Demographic Variables 

Gender 
Male Female 

74(85.1%) 13 (14.9%) 

Marital status 
Unmarried Married 

5(5.7%) 82(94.3%) 

Age 
20-30 31-40 41-50 51-60 

6(6.9%) 25(28.7%) 50(57.5%) 6(6.9%) 

Education 
6-10 Std HSC UG Diploma 

14(16.1%) 35(40.2%) 36(41.4%) 2(2.3%) 

Previous Occupation 
Artisan Others 

50(57.5%) 37(42.5%) 

Dependents in family 
Two Three  Four Above Four 

10(11.5%) 57(65.5%) 10(11.5%) 10(11.5%) 

Employees count in the outlet 
One Two Three & 

Above 

Nil 

16(18.4%) 39(44.8%) 4(4.6%) 28(32.2%) 

Age of the outlet 
Within 1 

Year 

1-5 Years 6-10 Years 11-15 

Years 

16-20 Years 20 Years & Above 

2(2.3%) 37(42.5%) 31(35.6%) 3(3.4%) 8(9.2%) 6(6.9%) 

Type of Ownership 
Sole 

Proprietor 

Ship 

Partnership 

82(94.3%) 5(5.7%) 

Is it a family business? 
Yes No 

37(42.5%) 50(57.5%) 

Main products they sell 
Painting Dolls Art Plate Glass 

plate 

Pith  Kalamkari Musical 

Instruments 

Combined 
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27(31.0%) 12(13.8%) 6(6.9%) 2(2.3%) 4(4.6%) 4(4.6%) 2(2.3%) 30(34.5%) 

Major sales period 
Throughout 

the year 

Dasara/ 

Festival  

Occasion 

During Vacation 

43(49.4%) 19(21.8%) 25(28.7%) 

Annual Turnover 
<50000 Rs.50000-

1Lakhs 

2-3 Lakhs 5 Lakhs & Above 

18(20.7%) 20(23.0%) 41(47.1%) 8(9.2%) 

ROI 
10 % - 20 % 21 % - 30 

% 

31 % - 40 % 

28(32.2%) 45(51.7%) 14(16.1%) 

Involving in exports 
Yes No 

36(41.4%) 51(58.6%) 

Amount invested 
< 1 Lakh 2-5 Lakhs 6-10 Lakhs 

19(21.8%) 56(64.4%) 12(13.8%) 

Specify from whom you get your products 
Directly 

from 

artisans 

From 

dealers 

From  

Wholesalers 

Own Manufacturing 

4(4.6%) 7(8.0%) 16(18.4%) 60(69.0%) 

Procurement of  raw materials (Artisan) (Place) 
Within 

Thanjavur 

Outside 

Thanjavur 

Not an Artisan 

65(74.7%) 6(6.9%) 16(18.4%) 

Payment method for Raw materials 
Installments Loan Full Payment 

20(23.0%) 43(49.4%) 24(27.6%) 

Area where buy products for business 
Within 

Thanjavur 

Outside Thanjavur 

63(72.4%) 24(27.6%) 

Willingness to give training 
Yes No Not an artisan 

53(60.9%) 16(18.4%) 18(20.7%) 

Product Price range (min) for per unit 
< Rs.100 Rs.500- 

Rs.1000 

Rs.1000-Rs. 5000 

33(37.9%) 28(32.2%) 26(29.9%) 

Product Price range (max) for per unit 
Rs. 5000- 

Rs.10000 

Rs.10001- 

Rs.15000 

Rs.15001 & Above 

17(19.5%) 22(25.3%) 48(55.2%) 
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Inference:It is inferred from the above table 1, that the composition of the retailer gender is 

predominantly male 74(85.1%) and rest are  female respondents who are involved in handicrafts 

retailing ,of which 82(94.3%) are married. Above 50(57.5%) of the retailers  belong to the age 

group of  41-50 years and 25(28.7%) retailers fall into the age group of 31-40 years. 36(41.4%) 

of the retailers are under graduates and 35(40.2%) are educated upto the higher secondary level 

of education. Before entering into the retail business 50(57.5%) of the respondents are artisans. 

More than 50(65.5%) of the respondents have 3 dependents in their family. 28(32.2%) of the 

respondents do not employ any staff in their premises and 39(44.8%) respondents employ upto 2 

staff in their premises. 37(42.5%) respondent retail outlets are between one to five years and 

31(35.6%) are above five years. Majority of them are doing business under sole proprietorship 

and the rest is under partnership. Retailing handicrafts is not an inherited family business, for 

more than 50 percent of the respondents (57.5%) reveals like that  and 37(42.5%) claims that, it 

is aninherited family business . 34.5% respondents are doing retail business with a variety of 

handicrafts in a combined basis.  

Even though Thanjavur is famous for many handicrafts, among which painting 27(31.0%) and 

dancing doll12(13.8%) constitute the major volume of sales among handicraft products. , there is 

no particular time period or season for large volume of sales ,because Thanjavur is visited by 

tourists from all parts of India as well as from foreign countries throughout the year and 

43(49.4%) respondents agree that they sell handicrafts throughout the year.41(47.1%) 

Idea to Expand the business or diversification 
Yes No 

21(24.1%) 66(75.9%) 

Customer satisfied with products 
Yes No 

84(96.6%) 3(3.4%) 

Offers and discounts 
Offers Discounts No Sales Promotion activities 

7(8.0%) 4(4.6%) 76(87.4%) 

Your target customers from 
District Region State level International customers 

9(10.3%) 17(19.5) 33(37.9%) 28(32.2%) 

Promotuion 
Bill Boards Flyers Word of Mouth News 

Paper 

Local Channels 

11(12.6%) 4(4.6%) 64(73.6%) 6(6.9%) 2(2.3%) 

International Journal of Pure and Applied Mathematics Special Issue

2297



10 

 

respondents get an annual turnover between two to three lakhs and 23% respondents get annual 

turnover between Rs.50000-100000. 51.7% respondents get ROI between 21% - 30% and 28 

(32.2%) respondents get 10% - 20% ROI. 36 (41.4%) respondents are involved in exports and 51 

(58.6%) are not involved in exports.There is no particular time period or season for large volume 

of sales because Thanjavur is being visited by tourists from all parts of India as well as from 

foreign countries throughout the year and 43 (49.4%) respondents agree that they sell handicrafts 

throughout the year.56 (64.4%) respondents were invested between two to five lakhs and 19 

(21.8%) were invested less than one lakh in the retail business.  

 60 (69.0%) respondents sell self-manufactured products in their outlet while 16(18.4%) get 

the product from wholesalers. 65 (74.7%) respondents are procuring raw material from within 

Thanjavur and 6 (6.9%) respondents are procuring raw materials from outside Thanjavur. 43 

(49.4%) respondents are getting handicrafts on the payment method of loan and 24 (27.6%) 

respondents are getting handicrafts on full payment. 63 (72.4%) respondents are getting 

handicrafts  for their business within Thanjavur and 24 (27.6%) respondent are getting product 

from outside Thanjavur. 53 (60.9%) respondents have shown their interest to give training and 

16 (18.4%) respondents are not willing to give training. 33 (37.9%) respondents are selling 

handicrafts at less than Rs.100 as a minimum price range of the products in their outlet and 26 

(29.9%) respondents are selling handicrafts between Rs.1000- Rs. 5000 as minimum price range 

of the products. 17(19.5%) respondents are selling handicrafts at rates between Rs.5000 to 

Rs.10,000 as a maximum price range of the products in their outlet and 48 (55.2%) respondents 

are selling handicrafts above Rs.15000 as a maximum price range of the products.  

 21 (24.1%) respondents are having an idea to expand / diversify their business and 66 

(75.9%) respondents are not interested to expand their business. 84 (96.6%) respondents  able to 

satisfy customers requirements  and only 3 (3.4%) respondents areable to justify the satisfaction 

of the customers. 76 (87.4%) respondent is not doing any sales promotion activities to improve 

their sales, only 7 (8.0%) respondents are giving offers during special vacation-seasons and only 

4 (4.6%) respondents are giving discounts to their customers. 33 (37.9%) respondents are having 

customers from the state level and 28 (32.2%) respondents are having international customers to 

their retail outlet. 64 (73.6%) respondentsare running their business with the help of word of 

mouth from the existing customers as an advertisement, 2 (2.3%) respondents are giving 

advertisement through local channels, 6(6.9%) are giving advertisement through newspapers. 
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Opinion about handicraft products by the Retailers 

 

Table 2 Analysis of Demographic Variables  

Total Responses: 87                                                                       

S.No Opinion about 

handicraft products 

by the Retailers 

Strongly 

Agree 

Agree Neither Agree 

nor Disagree 

Disagree Strongly 

Disagree 

1 Satisfied with my 

profit margin 

10(11.5%) 67(77.0%) 10(11.5%) - - 

2 Marketing problems 

are manageable 

- 46(52.9%) 27(31.0%) 14(16.1%) - 

3 Business is growing 46(52.9%) 39(44.8%) 2(2.3%) - - 

4 The market trend is 

favorable 

4(4.6%) - 40(46.0%) 33(37.9%) 10(11.5%) 

5 The financial 

assistance of the 

government is 

adequate 

- - 19(21.8%) 59(67.8%) 9(10.3%) 

6 Marketing problems 

are increasing day by 

day 

64(73.6%) 23(26.4%) - - - 

7 Product matches the 

customer expectation 

according to modern 

trends 

34(39.1%) 53(60.9%) - - - 

8 New technology is 

adopted by artisan in 

producing handicrafts 

- - 75(86.2%) 12(13.8%) - 

9 Demand for products 

are increasing 

38(43.7%) 46(52.9%) 3(3.4%) - - 

10 Repeat customers 51(58.6%) 36(41.4%) - - - 

11 Rivals/ Competition 

is growing 

67(77.0%) 20(23.0%) - - - 

12 Existing customer 

referring my products 

to new customers 

55(63.2%) 32(36.8%) - - - 

13 Presence of creativity 

in the physical looks 

of the products is very 

much essential 

70(80.5%) 15(17.2%) - 2(2.3%) - 

14 As a retailer,require 

value addition to the 

existing products 

22(25.3%) 18(20.7%) 38(43.7%) 9(10.3%) - 

15 "Y" generation having 

a good level of 

willingness to buy 

handicrafts 

39(44.8%) 48(55.2%) - - - 

16 New entrants are 50(57.5%) 37(42.5%) - - - 
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coming into the 

Industry 

17  Banks financial 

support is sufficient 

4(4.6%) - 10(11.5%) 47(54.0) 26(29.9%) 

18 Overall satisfied with 

handicrafts retailing 

54(62.1%) 31(35.6%) 2(2.3%) - - 

 

 

Inference: The above table 2, clearly shows the opinions of handicrafts‟ retailers about their 

business in the industry. From the table it is inferred that, 67 (77.0%) respondents agree that they 

are satisfied with the profit and 10 (11.5%) respondents strongly agree with the satisfaction of 

profit. 46 (52.9%) respondents agree that the business problems are manageable and 14 (16.1%) 

respondents have shown their opinion to disagree that business problems are manageable. 

46(52.9%) respondents strongly agree that business is growing day by day and 39 (44.8%) 

respondents agree that the business is growing day by day in the industry. 40 (46.0%) 

respondents neither agree nor disagree with the factor that market trend is favorable and 33 

(37.9%) respondents disagree with the factor market trend is favorable. 59 (67.8%) respondents 

disagree with the factor financial assistance of the Government is adequate and 19 (21.8%) 

respondents neither agree nor disagree with the factor that financial assistance of the 

Government is adequate. 64 (73.6%) respondents strongly that the marketing problems are 

increasing day by day and 23 (26.4%) agree that marketing problems are increasing day by day. 

53 (60.9%) respondents agree with the factor that product matches the customer expectation 

according to modern trends and 34 (39.1%) respondents strongly agree with the factor that 

product matches the customer expectation according to modern trends. 75 (86.2%) respondents 

neither agree nor disagree with the factor new technology is adopted by artisan in producing 

handicrafts and 12 (13.8%) respondents disagree with that the artisans are adopting new 

technology in producing handicrafts. 46 (52.9%) respondents agree that demand for handicraft 

products is increasing and 38 (43.7%) respondents strongly agree that demand for handicraft 

products is increasing. 36 (41.4%) respondents agree that they are having repeat / regular 

customers to their retail outlet and 51 (58.6%) respondents strongly agree that they are having 

repeat / regular customers to their retail outlet. 67 (77.0%) respondents strongly agree that 

Rivalry/ Competition is growing in the market and 20 (23.0%) respondents agree Rivalry/ 

Competition is growing in the market. 55 (63.2%) respondents strongly agree that existing 

customers refer new customers to the handicrafts retail outlet and 32 (36.8%) agree that existing 
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customers refer new customers to the handicrafts retail outlet. 70(80.5%) respondents strongly 

agree that creativity in the physical looks of the products is very much essential, 15(17.2%) 

respondents agree that creativity in the physical looks of the products is very much essential and 

only 2 (2.3%) respondents disagree that creativity in the physical looks of the products is very 

much essential. 22 (25.3%) respondents strongly agree that they made a value addition to the 

existing product, 38(43.7%) respondents neither agree nor disagree with the factor of adding 

additional value to the existing finished handicraft product and only 9(10.3%) respondents 

disagree with the factor of adding additional value to the existing finished  handicraft product. 

48(55.2%) respondents agree that the "Y" generation has a good level of willingness to buy 

handicrafts and 39(44.8%) respondents strongly agree that the "Y" generation has a good level of 

willingness to buy handicrafts. 50 (57.5%) respondents strongly agree that new entrants are 

coming into the industry and 37 (42.5%) agree with the factor that new entrants are coming into 

the industry. 26 (29.9%) respondents strongly disagree that banks support is sufficient, only 4 

(4.6%) respondents strongly agree with the factor that banks support is sufficient and 10 (11.5%) 

respondents shown their opinion that they neither agree nor disagree with the factor that banks 

support is sufficient. 54 (62.1%) respondents strongly agree that they overall satisfied in doing 

handicrafts retailing, 31 (35.6%) agree that they overall satisfied in doing handicrafts retailing 

and only 2 (2.3%) respondents are expressing their opinion as they that they neither agree nor 

disagree with the factor overall satisfaction in retailing handicrafts. 

 

 

 

 

Multiple Regression Analysis 

 

Table 3: Model Summary 

Model R R Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

1 .633(a) .401 .253 .46524 

 

a  Predictors: (Constant), 17_ Banks support is sufficient, 7_Product matches the customer 

expectation according to modern trends, 3_Business is growing, 14_As a retailer I make value 

addition to the existing product, 15_"Y" generation having good level of willingness to buy 

handicrafts, 1_Satisfied with my profit, 4_Market trend is favorable, 13_Presence of creativity in 
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the physical looks of the products is very much essential, 16_New entrants are coming to the 

industry, 8_New technology are adopted by artisan in producing handicrafts, 9_Demand for 

products are increasing, 12_Existing customer referring my products to new customer, 

6_Marketing problems are increasing day by day, 11_Rivals/ Competition are growing, 

5_Financial assistance by Government are adequate, 2_Business problems are manageable, 10_I 

have repeated customers 

 

Inference:  The above table displays R,R
2
, adjusted R

2 
and standard error 

R (.633) denotes the multiple correlation coefficient i.e., it is the correlation between the 

observed and predicted values of the dependent variable. R
2 

(.401) is the proposition of variation 

in the dependent variable explained by the regression model. Sample R
2 

tends to optimistically 

estimates how well the model fits the population. Adjusted R
2 

(.253) attempts to correct R
2
 to 

more closely reflect the goodness of fit to the model in population. 

 

Table 4 ANOVA (b) 

Model  

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regressi

on 
9.984 17 .587 2.713 .002(a) 

 Residua

l 
14.935 69 .216   

 Total 24.920 86    

 

 

a  Predictors: (Constant), 17_ Banks support is sufficient, 7_Product matches the customer 

expectation according to modern trends, 3_Business is growing, 14_As a retailer I make value 

addition to the existing product, 15_"Y" generation having good level of willingness to buy 

handicrafts, 1_Satisfied with my profit, 4_Market trend is favorable, 13_Presence of creativity in 

the physical looks of the products is very much essential, 16_New entrants are coming to the 

industry, 8_New technology are adopted by artisan in producing handicrafts, 9_Demand for 

products are increasing, 12_Existing customer referring my products to new customer, 

6_Marketing problems are increasing day by day, 11_Rivals/ Competition are growing, 

5_Financial assistance by Government are adequate, 2_Business problems are manageable, 10_I 

have repeated customers 
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b Dependent Variable: 18_Overall satisfied with handicrafts retailing 

 

Inference: The above table summarizes the results of the analysis of variance. Sum of squares, 

degrees of freedom, mean square are displayed for two sources of variations, regression and 

residual. The above output for regression displays information about variations accounted by the 

model. The output for a total (24.920) is the sum of information for regression (9.984) and 

residual (14.935). A model with a large regression sum of squares in comparison with residual 

sum of squares indicates that the model accounts for the most of the variation in the dependent 

variable. F statistics (2.713) are the regression mean square dividend residual mean squared. 

Regression degrees of freedom are the numerated degree of freedom and the residual degree of 

freedom is the denominator degree of freedom for the “F” statistics is small (0.05), then the 

independent variable does a good job in explaining the variation in the dependent variable. 

 

Table 5Coefficients(a) 

 

Model  

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

  B 

Std. 

Error Beta   

1 (Constant) 1.763 .845  2.087 .041 

 1_Satisfied with my profit .341 .143 .306 2.384 .020 

 2_Business problems are 

manageable -.363 .133 -.506 -2.731 .008 

 3_Business is growing .290 .136 .294 2.136 .036 

 4_Market trend is favorable 
-.233 .150 -.329 -1.559 .124 

 5_Financial assistance from 

the Government are adequate .072 .172 .074 .417 .678 

 6_Marketing problems are 

increasing day by day -.370 .208 -.305 -1.782 .079 

 7_Product matches the 

customer expectation 

according to modern trends .069 .164 .063 .423 .674 
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 8_New technology is adopted 

by artisan in producing 

handicrafts 
-.200 .198 -.129 -1.008 .317 

 9_Demand for products are 

increasing .253 .125 .263 2.032 .046 

 10_I have repeated/ regular 

customers -.389 .256 -.358 -1.518 .134 

 11_Rivals/ Competition is 

grow ing .532 .256 .419 2.077 .042 

 12_Existing customer 

referring my products to new 

customers 
.095 .164 .086 .578 .565 

 13_Presence of creativity in 

the physical looks of the 

products is very much 

essential 

.416 .154 .441 2.710 .008 

 14_As a retailer I make 

value addition to the 

existing product 
.150 .069 .274 2.191 .032 

 15_"Y" generation having a 

good level of willingness to 

buy handicrafts 
.733 .197 .681 3.727 .000 

 16_New entrants are coming 

into the industry -.228 .134 -.211 -1.701 .093 

 17_ Banks support is 

sufficient -.324 .118 -.550 -2.751 .008 

 

 

 

a  Dependent Variable: 18_Overall satisfied with handicrafts retailing 

 

Ŷ=1.763 +(.306)x1+(-.506)x2+(.294)x3+(-.329)x4+(.074)x5+(-.305)x6+(.063)x7+ 

(.129)x8+(.263)x9+(-.358)x10+(.419)x11+(.086)x12+(.441)x13+(.274)x14+(.681)x15+ 

(-.211) x16+ (-.550) x17 

     Where Ŷ is the overall satisfied with handicrafts retailing. 
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Inference: The above equation shows the impact of store image factors onoverallsatisfaction 

with handicrafts retailing. The above equation states that, on an average, if the factor 1 changes 

by one unit, there will be a (.306) unit increase in the Overall satisfisfaction with handicrafts 

retailing. The result of the t test reveals that the calculated significance of the partial regression 

co-efficients (.306, -.506, .294,-.329, .074, -.305, .063, -.129, .263, -.358, .419, .086, .441, .274, 

.681, -.211, -.550) is valid at the 1 percent level respectively. The multiple R is found to be .633, 

which reveals that there exists a relationship of 63.3 percent between the factors overall satisfied 

with handicrafts retailing. 

The R square value of .401 confirms that the explanatory factors explain only 40.1 

percent of variation in the overall satisfaction with handicrafts retailing. The f-test shows that the 

explained variation was highly significant at the 1 percent level. From the above co- efficient 

table, it has been concluded that the above factors were dominant variables for the overall 

satisfaction with handicrafts retailing. 

Findings, Recommendations and Conclusion 

Findings 

More than 50% of the retailers are not exporting their handicrafts.This business has not yet 

been able to earn a good reputation in the international field. The reason is that there is no fixed 

price and quality in handicraft ts. Some of the previous research articles have also highlighted 

this finding.The foreigners are ruthlessly cheated in this business by the retailers. The quality and 

looks of the finished products are not well and good to meet the standards in all aspects because 

of the traditional method of production. The tourists‟ role is vital for local retail sales. More the 

number of tourists who visit Thanjavur, more will be the sale of these goods.Since it is an artistic 

industry, less number of women are engaged in the retailing business due to family issues, 

cultural issues, and social constraints.Due to the decline of the industry, sales retailers hesitate to 

invest further, not showing any interest towards expansion or diversification of the business. 

They are interested in doing business with all types of handicrafts of Thanjavur together and not 

towards the exclusive outlet for particular handicraft products of Thanjavur.The majority of the 

retailers do not purchase the handicrafts products directly from the artisans, they purchase from 

the wholesalers and hence the artisans are not given a chance to fix price for their own 

products.Thanjavur is one of the tourist attractions in Tamil Nadu, there is no particular season 

International Journal of Pure and Applied Mathematics Special Issue

2305



18 

 

of sales. Throughout the year the retailers earn from tourists and the frequency analysis also 

supports this finding.The majority of the retailers are not doing sales promotion activities to 

enhance the business and the only advertisement technique which supports the business is „word 

of mouth‟ by the existing customers.Since the business doesn‟t fetch enough profit, very less 

number of persons and families involved in production and sales.The major problems faced by 

the retailers are competition and sales improvement of their business.Skilled artisans are very 

less as the younger generations look for better occupations to earn more.The artisans and 

retailers borrow loans from private money lenders as it is available quickly, which takes away 

their profit by paying higher interest.From the results of regression, it is predicted that profit 

satisfaction, manageable business problems, growing business environment, demand increment, 

rivals or competition and adding value to the existing product are the most important factors 

which influence the overall satisfaction of a retailer in dealing business with handicraft 

products.Guidance for marketing and exports are the major facilities required by the retailers to 

enhance their business. 

Recommendations 

The technique of production should be modernized. As far as possible tools and machines should 

be introduced as this will hand works largely. Through this quick and mass production becomes 

possible. New technique and design patterns must be investigated, which would lead to adequate 

and timely production, and goods sale. The technique of finishing too should be improved for a 

better market.Regular and sufficient availability of raw materials at a reasonable price for the 

production or handicraft is one of the most important needs. For getting a successful market in 

the international countries, a product should buy of attractive design and standard quality of the 

product should be maintained.The modern handicraft goods, which are mostly sold in the 

overseas market, must represent the artistic craftsmanship of the past tradition.Another important 

aspect in the promotion of a product is packaging. There should be a consistency of packaging 

and package size. An attractive and efficient packaging can be a very good way of gaining 

popularity and prestige.Organized and attractive publicity and promotional measures of the 

handicraft items is required.Appropriate training centers with modern and sophisticated facilities 

should be set up for providing training to the artisans and youngsters in order inculcate interest 

and increase the count of artisans which leads to meet the demand an generating employment. 

The trained craftsmen can enhance the design and quality of the handicraft goods.A proper and 
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adequate market research can always be a great help for the Thanjavur handicraft to survive in 

the foreign market.Retailers should focus and more attentive towards variables such as sales 

promotion activities (offers, discounts, coupons etc), advertisements (local channels, newspapers, 

pamphlets etc), value addition to the handicraft products.A managerial training program should 

be offered, covering marketing, human resource management, accounting, production, supply 

chain & logistics for wholesalers and retailers to make them professional businessmen.Free stalls 

should be given in the Government exhibitions and trade fairs.Creating an attractive website with 

the database of artisans, retailers, wholesalers, exporters, government emporiums will be useful 

to promote this trade by the state and central government.Special incentives and subsidies should 

be given to encourage export.A new government training website should be started to produce 

skilled labor for these crafts in Thanjavur. On the whole, this is a traditional industry in 

Thanjavurand its development in thewell balanced and organized manner will definitely lead to 

the improvement of the economic standard of the people to some extent through new 

employment opportunities and uplift artisans and small - scale retailers in their standards of 

living. 

Conclusion 

Hence, ThanjavurHandicrafts represent the past tradition, culture, and skills of artisans. It 

would generate employment opportunities, especially for rural artisans including women artisans 

which would lead to the enhancement the present status of retailing and also would also help new 

entrants into the industry as retailers. In order to reduce the problems and challenges of the 

industry, the retailers and artisans involved in the production of handicrafts should be educated 

in various aspects training, skill development, sales promotion, advertising strategy, pricing 

methods, market research etc. Also, the government should take necessary measures to market 

the handicraft products from the artisans by conducting trade shows, exhibitions in regular 

interval of time. 
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