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Project Background 

To conduct pan India market survey for understanding the nature of demand for Khadi and Village Industry (KVI) products, 

the Client has laid down ñterms of referenceò as: 

1. A study of the prices, sales promotion offers, discount, offers and market positioning of Khadi vis-à-vis competing 

brands 

2. A study of retailers, wholesalers, and other trade channels to understand the trade terms, payment terms, sales 

promotion techniques, discounts, margins, publicity etc. 

3. Consumer purchasing behaviour and factors that affect purchase decisions (colour, fragrance etc.) 

4. Details of market share and market leader across products 

5. Total market potential across products 

Terms of Reference 

Á The Client is currently assessing perception of customers, retailers, wholesalers, and industry experts on Khadi ï to 

understand opportunities with respect to Khadi through a primary survey across identified 20 cities in India. 

Á In this context, Aranca ï a leading advisory and consulting firm will provide in-depth market research results to enable 

the Client to undertake certain strategic decisions. 

Project  

Objectives 

Á Headquartered at Mumbai, India, the Khadi and Village Industries Commission (the Client) is a statutory body formed 

by the Government of India, under the Act of Parliament, 'Khadi and Village Industries Commission Act of 1956'. 

Á It is an apex organisation under the Ministry of MSME, with regard to Khadi and Village Industries within India, and 

seeks to - plan, promote, facilitate, organise and assist in its establishment and development in the rural areas in 

coordination with other agencies engaged in rural development wherever necessary. 

Client  

Background 
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Methodology: B2B entities & End-consumers 

Aranca conducted exhaustive secondary research & primary interviews across 20+ cities with 

around 10,000+ key stakeholders in the industry 

Terms of Reference to be covered: 

1. A study of the prices, sales promotion 

offers, discount, offers and market 

positioning of Khadi vis-à-vis 

competing brands 

2. A study of retailers, wholesalers, and 

other trade channels to understand 

the trade terms, payment terms, sales 

promotion techniques, discounts, 

margins, publicity etc. 

3. Consumer purchasing behaviour and 

factors that affect purchase decisions 

(colour, fragrance etc.) 

4. Details of market share and market 

leader across products 

5. Total market potential across 

products 

20+ cities and respondent categories to be assessed 

B2B Entities to be covered: 

Á PSUs/Government Organizations 

Á Experts in Fashion Design & Textile 

Á Bulk Purchasers 

Á Modern & Traditional Retailers and 

Wholesalers 

Á Exporters 

Á KVIC outlets 

 

End-consumers to be covered: 

Á Male 

ï Office Goers 

ï Teenagers 

ï Senior Citizens 

Á Female 

ï Office Goers 

ï Teenagers 

ï Senior Citizens 

Cities: 

Á Mumbai 

Á Chandigarh 

Á Kolkata 

Á Hyderabad 

Á Pune 

Á Chennai 

Á Patna 

Á Delhi 

Á Bengaluru 

Á Rajkot 

Á Guwahati 

Á Varanasi 

Á Bhubaneswar 

Á Ahmedabad 

 

Á Coimbatore 

Á Kochi 

Á Jaipur 

Á Gangtok 

Á Lucknow 

Á Indore 

Á Nagda 

Á Nagpur 

Á Hapur 

Á Hubballi 

Á Tirupur 

Á Ludhiana 

Á Dehradun 

Á Gondal 
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Cities Covered: B2B entities 

Aranca selected the sample for B2B entities, according to the hub for exports of textile & wholesale, 

headquarters for PSUs and hub for experts in fashion design and textile 

Kolkata 
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Number of Respondents: B2B entities 

 

Coverage of key stakeholders in the value chain of the industry 

Entities/Stakeholders Number of respondents covered 

PSUs/Government Organizations 20 

Experts in Fashion Design & Textile 20 

Bulk Purchasers 50 

Modern & Traditional Retailers and Wholesalers 180 

Exporters 20 

KVIC outlets 20 

Total 310 
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Cities Covered: End-consumers 

Aranca divided the sample proportionally for office goers, teenagers and senior citizens as per the 

population of a city, however for fair representation it has been adjusted for mid/small size cities 

Sample size : 1,000 & above 

Sample size : 500 to 700 

Sample size : 100 to 400 
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GRAND 

TOTAL 

Male 

Office 

goers 
247 260 55 52 258 51 547 24 43 202 114 168 27 270 135 463 105 181 70 78 3,350 

Senior 

Citizens 
51 73 20 21 69 19 156 02 10 58 20 40 22 63 40 102 29 00 13 18 826 

Student 150 435 133 111 113 128 120 23 45 169 199 348 48 139 135 164 147 187 154 129 3,077 

Total 448 768 208 184 440 198 823 49 98 429 333 556 97 472 310 729 281 403 237 225 7,288 

Female 

Office 

goers 
102 140 26 33 142 33 261 19 37 98 50 91 23 133 68 337 54 95 33 35 1,810 

Senior 

Citizens 
16 07 00 02 02 01 04 01 10 02 10 00 00 07 00 67 00 00 02 03 134 

Student 60 207 50 09 60 73 61 30 55 83 01 52 27 41 47 99 07 71 44 53 1,130 

Total 178 354 76 44 204 107 326 50 102 183 61 143 50 181 105 503 61 182 79 91 3,138 

GRAND 

TOTAL 
626 1,122 284 228 644 305 1,149 99 200 612 394 699 147 653 425 1,232 342 585 316 316 10,378 

Number of Respondents: End-consumers 

 

Coverage of male & female across office goers, senior citizens and students 
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Primary Research Objectives: B2B entities & End-consumers 

Aranca validated and analysed raw data collected through extensive face-to-face interviews with all 

the key stakeholders of the industry with the help detailed questionnaires 

Á Detailed questionnaires with a mix of open and closed ended questions 

Á Inputs were gathered from face-to-face and telephonic interviews 

Preparation of customised questionnaires for each of 

the entities/categories of the value chain of the 

industry 

Data collection and validation 

Analysis of the data 

collected 

Findings and Relevant 

Recommendations to 

the Client 

Elimination of errors and outliers, if 

any 

Á Raw data collected, managed and collated diligently 

Á Data validation done through cross-checking of data with the help of 

industry experts and stakeholders 

Á Errors and outliers eliminated 

Á Analysis of the data and inferences drawn 
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Khadi and village industry products such as fabric, honey, health cosmetics and agro-based & food 

processed products are high in demand though lack in terms of market reach 

KVIC should tackle supply chain and infrastructure related problems to boost sales of its products 

Khadi and Village Industry Product Categorisation Based on Demand (High, Medium and Low)é 

Key Takeaways / Findings 

Product Categories Demand Key Advantages / Challenges 

Fabric 
Å Quality of Khadi fabric is good, though measures are to be taken to increase its market 

penetration and has to be well-priced vis-à-vis other competitive brands. 

Honey 
Å Honey by KI / VI units vis-à-vis other competitive brands is well-priced along with the 

quality of the product.  

Handicraft items Å Not available at all places, seasonal and only available at Exhibitions. 

Agro-based & Food 

Processed 

Å Agro-based & food processed products by KI / VI units vis-à-vis other competitive brands is 

well-priced along with the quality of the product.  

Health & Cosmetics 
Å Health & cosmetics by KI / VI units vis-à-vis other competitive brands is well-priced along 

with the quality of the product and product availability. 

Hand-made Paper Å This is almost a dead category as there are cheaper substitutes available. 

Low Medium High 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted for Khadi Products | Overall Khadi Apparels 

Strategies to be adopted to increase retail reach and awareness of Khadi Apparel: 

Á KVIC should identify top 4ï5 traditional or unorganised retail outlets (local apparel retailers with a store size of 200ï400 sq.mt.) across 3ï4 tier 

I and 10ï15 tier II cities in India, as once the intended market penetration is achieved, similar/stronger strategy may be applied for scaling up 

in phased manner for Khadi apparel. 

Á For modern or organised retail outlets (with a store size above 2,000 sq.mt.) such as supermarkets, hypermarkets ï where the shoppers are 

offered with a one-stop shopping experience. The idea behind this big box store is to provide end-consumers with all the goods (branded or 

multi-branded) they require, under one roof. KVIC should initiate talks with such renowned multi-brand retailers such as Westside, HyperCity, 

Shoppers Stop, Pantaloons, FBB (Big Bazaar), Brand Factory etc., ï identify respective outlets (to promote Khadi apparel) under each retail 

brand (in terms of store/location with highest customer footfall, number of staff/salesperson these stores can dedicate for KVIC apparel and 

cost-bearing for promotional offerings by KVIC and retail outlets) ï to increase KVIC apparelôs presence and visibility. 

ÁOnce the relationship has been initiated with the top aforementioned traditional & modern retailers, KVIC must promote the use of óKhadi markô 

to spread awareness that all its products have the óKhadi markô to ensure KVICôs competitive edge over its peers and also to make the 

consumers aware of the genuineness of KVICôs products. 

Á KVIC must also create presence for Khadi apparel across all the major apparel and multi-category and multi-brand online retail channels such 

as Amazon, Flipkart, Myntra, Jabong and Snapdeal to ensure that its products are available not only on its own e-commerce website but also 

across these major e-tailers. 

Á To deal with the obstacle of absence of variety in designs, KVIC must tie-up with design schools to undertake projects on Khadi apparel which 

will help in creating awareness about the fabric and its benefits amongst budding designers. 

Promotional strategies to be adopted for Khadi Apparel: 

Á KVIC must encourage and approach renowned male and female celebrities as brand ambassadors who can be easily associated with KVICôs 

core element of óMade in Indiaô or óSwadeshiô to promote Khadi Apparel (shirts, kurtas, sarees, home furnishings, etc.) through audio-visual 

advertisements (as consumers imitate fashion trends followed by celebrities from these fields). 

Á KVIC should introduce various discounts and promotional offers for Apparel retailers (modern and traditional) such as retailer of the year, end 

of season sales, etc. 

Á KVIC should distribute fabric samples to designers to incorporate them in their designs and also to public as well as private corporations to 

utilise the fabric for employee uniforms. 

Note: The recommendations for apparel and its sub-categories are applicable for all fabric type by Khadi such as cotton and silk. 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted for Khadi Products | Khadi Apparels | Shirts 

Strategies to be adopted to increase retail reach and awareness of Khadi Shirts: 

Á KVIC should focus on promoting its shirts by highlighting key features that Khadi shirts offer such as low maintenance (audio-visual 

advertisements featuring Khadi shirts can be used on a daily basis ï in terms of comfort for wearing in all seasons, wrinkle-free, cold water 

wash or machine wash). 

ï KVIC should market its shirts by promoting it as a kind of lifestyle product by highlighting features such as its ease of use, fun and 

fashionable, availability of variety, colours and designs, etc. 

Á KVIC should create a clothing environment offered by custom-made Khadi shirts, which would connect with the target audience. 

ï Cotton shirts to be priced low or at mid-range with muslin shirts slightly at premium. 

Product promotion strategies to be adopted for Khadi Shirts: 

Á KVIC should promote its shirts based on exclusive target customers such as men or women  and or youth (in both the categories ï men and 

women) ï with features applicable such as: 

ï 100% cotton that is wrinkle-free 

ï Easy-to-wash 

ï Comfortable for daily use and an all-season product (features/quality of Khadi fabric - warm in winters and cool in summers), and  

ï Available in variety (different colours, designs, and patterns). 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted for Khadi Products | Khadi Apparels | Kurtas & Kurtis 

Strategies to increase retail reach and awareness and product promotional activities to be adopted for Khadi Kurtas and 

Kurtis: 

Á KVIC should focus on promoting features such as traditional feel, Indian-ness, and a ósense of prideô (work of artisans in India, for rural 

development and a product of high quality at affordable prices) offered by Khadi kurtas and kurtis. Promote a ñsense of pride to wear óMade in 

Indiaô productò and affordable fashion with trending designs and vibrant colours. 

Á KVIC should categorise Khadi kurtas and kurtis into ï basic (daily use) and premium (occasions and formal and traditional events) and market 

them with the help of audio-visual advertisements: 

ï Kurtas and kurtis basic (daily use): features such as all-season use, easy-to-use, affordable, and available in variety of colours and 

patterns. 

ï Kurtas premium (occasions and formal and traditional events): features such as all-season use, affordability, available in variety in terms 

of pattern and colours, and custom made for formal events such as social functions, business meeting, etc. 

ï Kurtis premium (occasions and formal and traditional events): features such as all-season use, affordable (when compared to other 

competing designer brands), available in a variety of vibrant and trending colours and patterns, and/or custom made for occasions such 

as weddings and festivals. 

Á KVIC must also focus on the youth by highlighting features such as availability of vibrant colours, availability in terms of designs, affordable 

prices ï of the Khadi kurtas and kurtis that can be easily associated with the ever-changing demand of the youth in the country. 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Overall Herbal Health & Cosmetics (I/III) 

Strategies to be adopted to increase retail reach and awareness of Herbal Health and Cosmetics by KI / VI units: 

Á KVIC should increase its retail reach by making its product available across all the retail outlets (modern and traditional). 

Á KVIC should tap traditional stores such as medical shops and convenience stores, especially in tier II cities to increase its retail reach initially, 

with products such as face wash, moisturisers and lip balms. The reason being, tier II cities are largely dominated with traditional retail outlets 

and reach a larger group of target end-consumers. 

Á For modern retail outlets, KVIC should initiate talks with renowned multi-brand retailers such as Big Bazaar, HyperCity, Shoppers Stop, 

Lifestyle and D-mart ï identify respective outlets under retail brand (in terms of store/location with highest customer footfall, number of 

staff/salespersons these stores can dedicate for KVIC herbal health and cosmetics, and the associated cost for promotional offerings by KVIC 

and retail outlets) ï to increase presence and visibility of KVICôs herbal health and cosmeticsô range. 

Product promotion strategies to be adopted for Herbal Health and Cosmetics by KVIC: 

Á KVIC must initiate talks with the traditional and modern retail outlets in terms of promoting its herbal health and cosmetic products by using 

techniques such as: 

ï Point-of-Purchase or POP display (where the marketing or advertising material provided by KVIC for its products is placed next to the 

merchandise, KVIC wants to promote). This POP material (marketing or advertising material) can be provided free to be used in retail 

stores. This material would effectively highlight the products and draw the customers' attention to it, which is important in a retail store 

crammed with similar merchandise. For example, a retailer may use a ï óshelf talkerô (a sticker stuck to the end of the shelf to draw 

attention as the customer walks down the aisle of a grocery store) which is a small visual aid. Alternatively, retailers may create a full 

display where KVIC products are merchandised inside it. 

ï Eye-level merchandising (where products are placed at eye-level height of the average customer at shelves at the retail store to increase 

visibility) must also be used as one of the promotion techniques as it has been established that ñeye-level is buy levelò. This technique 

comes at a premium as other competing brands are also in line to use this technique. 

Á The KIs need to be provided appropriate training in marketing through these channels. Initially, KVIC may have tie ups at Mumbai or similar 

location and pilot it, disseminate the results during ongoing trainings ï demonstrated results are convincing for traditional KIs / VI institutions to 

change their approach 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Overall Herbal Health & Cosmetics (II/III) 

Product promotion strategies to be adopted for Herbal Health and Cosmetics by KVIC: 

Á KVIC must provide sales promotion in KVIC-owned and other retail outlets (modern and traditional) such as: 

ï Free samples and trial packs for end-consumers to try 

ï Free gifts and discounts on bulk purchase (to retailer of certain variants that KVIC offers to push for sale for a particular variant or a 

product under this category) 

ï Testers [SKU (Stock Keeping Unit or SKU is a product and service identification code for a store or product, often portrayed as a 

machine-readable bar code that helps track the item for inventory) similar to the fastest selling product under this category] of new 

variants or variants that KVIC wants end-users to try in store, in modern and traditional retail outlets as well as at KVIC-owned retail 

outlets 

ï At modern retail outlets, KVIC can have dedicated sales person(s) (who are paid incentives to sell) to educate and promote herbal health 

and cosmetic products under their brand 

ÁKVIC should also promote its herbal health and cosmetic productsô range through print media such as magazines and newspapers by: 

ï Illustrating benefits of the product ï 100% organic, affordable price-points, free from harmful ingredients such as Paraben and Sodium 

Lauryl Sulphate. 

ï Illustrating value added features such as to tap into its competing brandsô market share: 

Å Single variant of the product suitable for all skin types 

Å Single variant of the product offering two features (such as moisturiser with sunscreen benefits; face wash with skin lightening and 

sunscreen benefits; lip balm offering moisture and sunscreen benefits) 

ÁKVIC should promote and must have all its products bear a similar óKhadi markô or óKVIC markô as the apparels. Also, provide retailers the 

authority to use it, thereby providing a competitive edge and also ensuring that the target audience is conscious of the genuineness of KVIC 

products. 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Overall Herbal Health & Cosmetics (III/III) 

Product promotion strategies to be adopted for Herbal Health and Cosmetics by KVIC: 

Á KVIC must try and appoint brand ambassadors to promote its herbal range of health and cosmetics ï renowned personalities from film 

industry / media etc. (such as Deepika Padukone or Priyanka Chopra) ï as these celebrities are acknowledged as the face of India worldwide. 

Á KVIC should provide authority to the KVIC outlets, KVIC authorised outlets (Khadi Bhavans, trusts/association/institutions and Gram Udyog 

outlets selling Khadi herbal health and cosmetics) and other retailers to promote products according to demand it attracts in that particular 

area ï this can be clubbed with the KVIC strategy to promote or push certain product(s). 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Herbal Health & Cosmetics | Body Wash 

Strategies to increase retail reach and awareness and promotional activities to be adopted for Khadi Body Wash: 

ÁKVICôs range of body washes is low-priced; however, the organisation should focus on increasing  awareness through television 

advertisements by highlighting key product  features such as: 

ï 100% organic ingredients 

ï Suitable for specific to a skin type (such as dry skin, oily skin and all-skin types); offering benefits such as anti-acne, basic cleansing of 

skin, glowing skin, anti-dryness, etc. 

ï Paraben-free range of body wash (paraben is a preservative which can cause cancer) 

ï Manufactured by KVIC certified suppliers with óKhadi markô as proof of genuineness of the product  

Á KVIC should strive to increase its retail distribution channels and make its range of body washes available at all types retail outlets and offer 

sales promotion to retailers such as: 

ï Discounts on bulk-buying 

ï Free samples or gifts 

ï Small trial packs or SKUs of 20ml (free of cost) to be offered in modern and traditional retail outlets and KVIC-owned retail outlets to 

existing or new end-users clubbed with the fastest selling Khadi body wash variants (such as SKU 210 ml) 

ï Testers (SKU similar to the fastest selling product-SKU under this category) of new variants or variants that KVIC wants to push to end-

users at in-store, in modern and traditional retail outlets and KVIC-owned retail outlets 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Herbal Health & Cosmetics | Face Wash 

Strategies to increase retail reach and awareness and promotional activities to be adopted for Khadi Face Wash: 

Á KVIC should promote its range of face washes by highlighting its feature-offerings such as: 

ï 100% organic ingredients 

ï Suitable for specific skin type (such as dry skin, oily skin and all-skin types); offering benefits such as anti-acne, basic cleansing of skin, 

basic cleansing & for glowing skin, anti-dryness, etc. 

ï Paraben-free range of face wash (paraben is a preservative which can cause cancer) 

ï SLS-free (Sodium Lauryl Sulphate is an additive that gives lather or foam in the product, and its residues in larger quantities have proven 

harmful to human skin) 

ï Manufactured by KVIC certified suppliers with óKhadi markô as a proof of genuineness of the product 

Á KVIC should make its range of face washes available at all types retail outlets and offer sales promotion to retailers such as: 

ï Discounts on bulk-buying 

ï Free samples or gifts 

ï Small trial packs or SKUs of 9ml (free of cost) to be offered in modern and traditional retail outlets and KVIC-owned retail outlets to 

existing or new end-users clubbed with the fastest selling Khadi face wash variants (such as SKU 210 ml) 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Herbal Health & Cosmetics | Moisturiser 

Strategies to increase retail reach and awareness and promotional activities to be adopted for Khadi Moisturiser: 

Á KVIC should promote its range of moisturisers by highlighting its feature-offerings such as: 

ï 100% organic ingredients 

ï Suitable for specific skin type (such as dry skin, oily skin and all-skin types) 

ï Manufactured by KVIC-certified suppliers (these suppliers should also be given the óKhadi markô or óKVIC markô similar to that of apparels) 

as a proof of genuineness of the product  

ï Specific to needs of men/women or products should be positioned as ósuitable for all age-groups of a familyô, for e.g. Vicco Turmeric 

Cream. 

ï Paraben-free range of moisturisers (paraben is a preservative which can cause cancer) 

Á KVIC should make its range of moisturisers available at all retail outlets and offer sales promotion to retailers such as: 

ï Discounts on bulk-buying 

ï Free samples or gifts 

ï Small trial packs or SKUs of 30ml (free of cost) to be offered in modern and traditional retail outlets and KVIC-owned retail outlets to 

existing or new end-users clubbed with the fastest selling Khadi moisturiser variants (such as SKU 210 ml) 



23 
Final Report 

Pan India Market Survey ï B2B and End-consumers | Khadi and Village Industries Commission (KVIC) | Strictly Confidential | June 2017 

Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Herbal Health & Cosmetics | Shampoo  

Strategies to increase retail reach and awareness and promotional activities to be adopted for Khadi Shampoo: 

Á KVIC should promote its range of shampoos by highlighting its key feature-offerings such as: 

ï Specific to men/women 

ï 100% organic ingredients 

ï Specific to scalp type (such as dry, normal, or oily scalp) 

ï Manufactured by KVIC-certified suppliers (these suppliers should also be given the óKhadi markô or óKVIC markô similar to that of apparels) 

as a proof of genuineness of the product  

ï Benefits such as deep cleansing, moisturising and nourishment for dry and damaged hair and prevention of premature hair fall 

ï Paraben-free range of shampoos (paraben is a preservative which can cause cancer) 

Á KVIC should make its range of shampoo available at all type retail outlets and offer sales promotion to retailers such as: 

ï Discounts on bulk-buying 

ï Free samples or gifts 

ï Small trial packs or SKUs of 6ml to 8ml (free of cost) to be offered in modern and traditional retail outlets and KVIC-owned retail outlets to 

existing or new end-users clubbed with the fastest selling Khadi shampoo variants (such as SKU size of 210 ml) 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Herbal Health & Cosmetics | Face Scrubs 

Strategies to increase retail reach and awareness and promotional activities to be adopted for Khadi Face Scrubs: 

Á KVIC must identify target market for its range of face scrubs: 

ï Mass market ï KVIC must increase presence and visibility of its range of face scrubs in traditional outlets and medical shops. Moreover, 

KVIC should consider bringing prices of its range of face scrubs at par with the leading brands such as Lotus and Himalaya as KVICôs 

range of face scrubs are currently priced on the higher side (by almost 200%). 

ï Premium market ï KVIC should focus on creating awareness by increasing its retail reach by tapping modern retailers such as Shoppers 

Stop and Lifestyle. 

Á KVIC must focus on promoting its range of face scrubs by highlighting key features such as: 

ï 100% organic ingredients 

ï Specific to men/women 

ï Suitable for specific to skin type (such as dry, normal, oily or sensitive skin) 

ï Manufactured by KVIC certified suppliers with óKhadi markô as a proof for genuineness of the product  

ï Benefits such as natural exfoliating scrub, gentle exfoliation of skin, exfoliation provided with natural glow of the skin 

ï Paraben-free and SLS-free (as these two agents are harmful for human skin) 

Á KVIC must create awareness about the authenticity and natural quality of its face scrubs range. 

ÁKVIC should make it mandatory for its range of face scrubs to bear the óKhadi markô similar to that of apparels as a proof of genuineness of the 

product. 

Á KVIC should also take measures to monitor and ensure that its suppliers are adhering to compliances such as Agmark/FSSAI or any other 

applicable to products under this category. 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Herbal Health & Cosmetics | Lip Balms  

Strategies to increase retail reach and awareness and promotional activities to be adopted for Khadi Lip Balms: 

Á KVIC must focus on increasing the presence and visibility of its range of lip balms across traditional and modern retail outlets and offer sales 

promotion such as: 

ï Discounts on fastest selling SKUs or variants (to retailers) 

ï Free samples or testers of new variants or variants that KVIC wants to push to be offered to end-consumers at in-store, in modern and 

traditional retail outlets and KVIC-owned retail outlets 

Á KVIC should promote its range of lip balms by highlighting its key feature-offerings such as: 

ï 100% organic ingredients 

ï Natural healing properties 

ï Long-lasting moisturising effect 

ÁKVIC should make it mandatory for its range of lip balms to bear the óKhadi markô similar to that of apparels as a proof of genuineness of the 

product. 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Henna Products 

Strategies to increase retail reach and awareness and promotional activities to be adopted for Khadi Henna Products: 

Á KVIC must focus on increasing the presence and visibility of its henna product across traditional and modern retail outlets and offer sales 

promotion such as: 

ï Free samples or testers of variants or new variants that KVIC wants to push to be offered to end-users at in-store, in modern & traditional 

retail outlets and KVIC-owned retail outlets 

Á KVIC should promote its range of henna products by highlighting its key features such as: 

ï 100% organic ingredients 

ï Use of ótested herbal dye coloursô that have no harmful effects on the human skin and hair 

ï Use of age-old trusted ingredients such as Tulsi, Bhringaraj and Brahmi 

ï Ingredients used offer soft, shiny hair without destroying hairôs natural pH value 

ï Manufactured by KVIC certified suppliers and should make it mandatory to bear with óKhadi markô or óKVIC markô similar to that of apparel 

as a proof for genuineness of the product  
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Overall Agro-based & Processed Food Products  

Strategies to increase retail reach and awareness of Khadi Agro-based & Processed Food products: 

Á KVIC should focus on increasing its retail reach by making its agro-based & processed food products available across all the retail outlets 

(modern and traditional). 

Á KVIC should focus on tapping at least 7ï8 prime/renowned traditional stores across tier I and II cities to increase its retail reach initially, for 

products such as jams, jelly, pickles, papad and squash. 

Á KVIC should initiate talks with 3ï4 renowned multi-brand modern retailers such as Big Bazaar, HyperCity, Shoppers Stop, Lifestyle and D-

mart across tier I and II cities ï to identify respective outlets under each multi-brand modern retailers (in terms of store/location with highest 

customer footfall, number of staff/salesperson these stores can dedicate for KVIC food products and cost-bearing for promotional offerings by 

KVIC and retail outlets) ï to increase presence and visibility of KVICôs range of agro-based & processed foods. 

Á KVIC should make it mandatory to use óKhadi markô or óKVIC markô as a proof of genuineness of its product. 

Á KVIC must take the necessary actions to ensure consistent or demand-specific (of the city or region) supply of agro-based & processed food 

products throughout all retail outlets ï especially for products such as jams, fruit jelly and squash. 

Product promotion strategies to be adopted for Khadi Agro-based & Processed Food products: 

Á KVIC must initiate talks with traditional and modern retail outlets in terms of promoting its agro-based & processed food products by using 

techniques such as:  

ï Appoint or assign salespersons (exclusive to KVIC) who can demonstrate about feature-offerings of KVIC agro-based & processed foods 

such as 

Å 100% organic and natural ingredients used 

ÅMake it mandatory to use óKhadi markô or óKVIC markô for authentication and genuineness of its agro-based & processed food products 

Å Manufactured or crafted by group of artisans/suppliers recognised by KVIC to promote a greater cause of developing small-to-medium 

enterprises, generating employment for women (in the case of papad ï Lijjat ï a brand from Mahila Gruh Udyog) and generating 

revenue for products Made in India instead of foreign brands 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Overall Agro-based & Processed Food Products  

Product promotion strategies to be adopted for Khadi Agro-based & Processed Food products: 

ï Eye-level merchandising (where products can be placed at eye-level height the average customer at the shelves at the retail store to 

increase visibility) effective technique to promote and spread awareness about products (especially jams, fruit jelly and squash). 

Å This technique comes at a premium as other competing brands are already benefitting from. 

ï Point-of-purchase or POP display (where the marketing or advertising material provided by KVIC for its products is placed next to the 

merchandise that KVIC wants to promote). 

Å This POP material (marketing or advertising material) can be provided free to be used in retail stores. 

Å This material would effectively highlight the product and draw customers' attention, which is important in a retail store crammed with 

similar merchandise. 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Agro-based & Processed Food Products | Jams 

Strategies to increase retail reach and awareness, and promotional activities to be adopted for Khadi Jams: 

Á KVIC should focus on increasing its retail reach (as the market is consolidated with a few competing brands in this category) by making its 

range of jams available across all KVIC-owned retail outlets, Khadi Bhavans and other retail outlets (modern and traditional) 

Á KVIC must take the necessary action to ensure consistent or demand-specific (of the city or region) supply of jams throughout all retail outlets. 

Á KVIC must initiate talks with the modern retail outlets in terms of promoting its range of jams by making the end-users aware of the following  

facts: 

ï Khadi jams are manufactured or crafted by group of suppliers recognized by KVIC ï to promote a greater cause of developing small-

medium enterprises and generating revenue for products Made in India instead of foreign brands 

Á KVIC can also promote its products by deploying the eye-level merchandising approach (where the products can be placed at eye-level height 

of the average customer at the shelves at the retail store to increase visibility), which is a very effective technique to promote and spread 

awareness about the range of Khadi Jams. 

ï This technique comes at a premium as the competing brands are already benefitting from 

Á KVIC should introduce new variants under this category such as ï jams with more natural fruits (which KVIC is already fulfilling) but with less 

of sugar content (as the end-consumers are consciously shifting towards healthier options that offer low sugar content and higher fruit 

concentrate) 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Agro-based & Processed Food Products | Fruit Jelly 

Strategies to increase retail reach of Khadi Fruit Jelly: 

Á KVIC should focus on increasing its retail reach (as the market is highly fragmented with a large number of regional and international brands 

competing in this category) by making its range of Fruit Jelly available across all retail outlets (modern and traditional). 

Á However, KVIC must consider ï attaining a significant market share in this category is highly challenging due to:  

ï The presence of large number of local/regional players along with international brands  

ï Difficulty in product and price differentiation as there are similar SKUs/variants/flavours amongst existing players 

(local/regional/international brands) 



31 
Final Report 

Pan India Market Survey ï B2B and End-consumers | Khadi and Village Industries Commission (KVIC) | Strictly Confidential | June 2017 

Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Agro-based & Processed Food Products | Papad 

Strategies to increase retail reach and awareness of Khadi Papad: 

Á KVIC must make its range of papad available at all retail outlets (modern and traditional) ï as the footfall of end-consumers is more at these 

retail outlets as compared with KVIC-owned outlets/Khadi Bhavans (in the papad category). 

Á KVIC must make use of audio-visual advertisements to revive the sales of its range of papad, such as the evergreen and famous television 

advertisement that Khadi Gram Udyog had created for its brand Lijjat papad (featuring a family of bunnies). 

Á KVIC must initiate talks with traditional and modern retail outlets in terms of promoting its range of papad by highlighting facts such as:  

ï The papad is manufactured or crafted by group of suppliers recognized by KVIC ï to promote a greater cause of developing small-to-

medium enterprises and most importantly, generating employment for women as Lijjat ï is the brand by Mahila Gruh Udyog 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Agro-based & Processed Food Products | Pickles 

Strategies to increase retail reach and awareness of Khadi Pickles: 

Á KVIC must make its range of pickles available at all the retail outlets (modern and traditional) - as footfall of end-consumers is more at these 

retail outlets as compared with KVIC-owned outlets/Khadi Bhavans (in this category). 

Á KVIC does not need to alter its pack sizes (SKU sizes) and/or packaging as the available SKUs in the market are the fastest selling. 

Á KVIC must initiate talks with traditional and modern retail outlets in terms of promoting its range of pickles by using techniques such as: 

ï Pickles by KI / VI units are manufactured by group of suppliers recognised by KVIC ï to promote a greater cause of developing small-to-

medium enterprises and generating revenue for products Made in India instead of foreign brands  

ï Appoint or assign salespersons (exclusive to KVIC) to demonstrate feature-offerings of pickles by KI / VI units such as: 

Å Manufactured with 100% organic, natural ingredients, no artificial flavours/colouring agents 

ÅóKhadi markô to authenticate genuineness of Khadi products 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Agro-based & Processed Food Products | Squash  

Strategies to increase retail reach and awareness of Khadi Squash: 

Á KVIC must make its range of fruit squash available at all retail outlets (modern and traditional) ï as footfall of end-consumers is more at these 

retail outlets as compared with KVIC-owned outlets/Khadi Bhavans (in this category).  

Á KVIC must initiate talks with traditional and modern retail outlets in terms of promoting its range of fruit squash. 

Á KVIC must also make its end-users aware of the fact that fruit squash manufactured by a group of suppliers recognised by KVIC to promote a 

greater cause of developing small-to-medium enterprises and generating revenue for products Made in India instead of foreign brands. 

Á KVIC can appoint or assign salespersons (exclusive to KVIC) to demonstrate feature-offerings of the fruit squash by KI / VI units such as: 

ï Manufactured with 100% organic, natural ingredient, no artificial flavours/colouring agents 

ï óKhadi markô to authenticate genuineness of Khadi products 
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Product-wise Strategies to be adopted by Khadi and Village Industries Commission 

Strategies to be adopted by KI and VI Products | Honey 

Strategies to increase retail reach and awareness and promotional activities to be adopted for Honey by KI / VI units: 

Á KVIC must initiate talks with traditional and modern retail outlets to increase its market penetrations and to reach a larger group of target 

market for its variants of honey (such as litchi flavoured honey). 

Á KVIC must also make its end-users conscious of the fact that fruit squash by KI / VI units are manufactured by group of suppliers recognized 

by KVIC to promote a greater cause of developing small-medium enterprises and generating revenue for products Made in India instead of 

foreign brands. 

Á KVIC should promote through television advertisements using feature-offerings such as: 

ï 100% organic ingredients 

ï No use of artificial preservatives 

ï óKhadi markô to authenticate genuineness of Khadi products 
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Prices of Khadi shirts are on the lower range as compared to its competing brands 

Á Since prices of Khadi shirts are lower as compared to other brands, KVIC must focus on creating awareness regarding its low prices. 

This is because more than 75% of B2B respondents of the survey perceive Khadi to be a highly priced fabric. 

Á Since most of the competing brands cater to the premium class of customers, KVIC must target a similar segment that would 

concentrate more on the quality, design and look of the apparel as compared to its prices. 

A Study of Prices ï Apparels | Shirts | KVIC vis-à-vis Other Competing Brands 

Key Takeaways / Findings 

      
Prices of Different Brands (in INR) 

Product 

Category 
Sub-category Fabric Type KVIC Fabindia Park Avenue 

Wills 

Lifestyle 
Provogue 

Peter 

England 

Apparel 
Full-sleeve 

Shirts 
Cotton 900 1,290 1,259 1,999 1,599 1,299 


