Artisan Market Development —
Provenance, Certification, and
Premium Access

A Pattachitra painting produced by a Chitrakara family in Raghurajpur with three
generations of practice, using traditional natural pigments, following the traditional
compositional grammar of the form — and a Pattachitra painting produced by a

factory in another state using synt...
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Provenance — the documented origin, identity, and process of a handmade product —
is not merely cultural protection. It is a market access tool. Buyers who pay premium
prices for authentic handcrafted goods need verifiable proof of authenticity. Without

documentation, the genuine and the fake are commercially identical.

Gap 2: The market access gap

Even artisans producing exceptional work typically have access to only local and
tourist markets — where prices are set by the local economy, not by the premium
market where the work's actual value would be recognised. The pathways to premium
markets (Delhi craft fairs, urban lifestyle retail, export buyers, e-commerce platforms
reaching global consumers) require: relationships that most artisans don't have;
photography and product presentation skills they haven't needed; packaging and
logistics infrastructure that doesn't exist in their villages; and market intelligence

about what premium buyers want that they have no way to access.



Gap 3: The aggregation gap

An individual artisan producing three Pattachitra paintings per week cannot maintain a
reliable supply relationship with a premium buyer who needs consistent monthly
delivery. A collective of thirty artisans — organised, quality-standardised, with an FPO
or cooperative managing procurement and delivery — can. The economics of premium

market access require aggregation that individual artisans cannot achieve alone.

The Market Development Pathway: Five Stages

Stage 1: Documentation and provenance building

Before any market development work, every artisan in the programme needs a
documented profile — not as bureaucratic overhead, but as the market asset that

enables premium pricing.
The artisan profile includes:

 Name, family lineage, village (how many generations in this craft?)

Technigue documentation: what materials, what processes, what distinguishes

their specific approach

Photo documentation of the artisan working — process photos, not just

product photos

Short video of the artisan at work (smartphone quality is sufficient;

authenticity matters more than production quality)

Digital presence: at minimum, an artisan ID in the PM Vishwakarma scheme

and a profile on the Government of India's Indiahandmade.com platform
The product profile includes:

e Materials: natural vs. synthetic pigments for Pattachitra; source of metal for
Dhokra; origin of thread and natural dye for Kotpad
e Process: time to produce, steps involved, traditional vs. contemporary

elements



e Gl tag status: which GI covers this product? Is this artisan an authorised user

of the GI?

e Dimensions, weight, price at which comparable work has sold

This documentation takes one to two days per artisan to complete properly. It is not

glamorous work. It is the foundation of everything that follows.

Stage 2: Gl tag activation and enforcement

Odisha's craft traditions with active Gl registrations include: Pattachitra, Sambalpuri
Ikat handloom, Kotpad handloom, Dhokra (covered under broader metal craft Gls),
Bomkai handloom, Gopalpur Tussar silk, and Odisha handloom. In 2024, the Similipal
Kai Chutney (red weaver ant chutney from Mayurbhanj) received a new Gl tag — a

first for a tribal food product in Odisha.

What GI tag status does:

e Provides legal protection against use of the geographic name for products not
originating from the designated area

e Signals authenticity to buyers who understand Gl protection (primarily
international buyers, premium domestic buyers, and e-commerce platforms
that feature GI products)

e Enables access to government promotion programmes specifically for Gl
products (HEPC exhibitions, Indiahandmade.com Gl section, Ministry of

Textiles Gl promotion activities)
What GI tag status does not do automatically:

e Create premium markets (the tag is a credential, not a market)

e Prevent imitation (enforcement of Gl protection is weak in practice; fake
"Sambalpuri" sarees sold by Surat mills continue to undercut genuine
weavers)

e Guarantee any income improvement (without market development work, the

Gl tag sits unused)



For NGOs: Ensure that every artisan in your programme who is producing a Gl-
registered craft is registered as an authorised user of the Gl. The registration is free
and can be done through the state government's Textiles Department or through the
Gl Registry. Without this registration, the artisan cannot legally use the GI tag on their

products — and cannot access Gl-specific promotion programmes.

Stage 3: Quality standardisation

Premium buyers — retail chains, export buyers, institutional procurement — need
consistent quality across orders. An artisan who produces exceptional work sometimes

and mediocre work when rushed is not a reliable premium supplier.
Quality standardisation in artisan contexts means:

e Agreed specifications for the primary product category: standard dimensions
for Pattachitra sizes (6"x4", 12"x8", etc.); standard thread count for
Sambalpuri; standard alloy composition for Dhokra

e Quality grading: Grade A (premium, meets all specifications); Grade B
(marketable, minor variations); Reject (not marketable)

e Inspection before sale: a trained community member (ideally from among the
artisans themselves) inspects products against specifications before they go

to buyers

This is uncomfortable work. Artisans whose self-assessment is "my work is excellent"
may not accept quality grading initially. The case for it: a buyer who receives
inconsistent quality from one order to the next does not reorder. The artisan who
produces Grade A work consistently earns consistently. The artisan who ships mixed

quality loses the market.

Stage 4: Platform selection and market approach

The right market channel depends on the craft, the artisan's production capacity, the

quality standard achieved, and the NGO's own relationship and advocacy capacity.



For domestic premium markets:

TRIFED's Tribes India: The government's tribal products retail network with stores in
major cities and an online platform. Procurement is at better-than-local prices; the

volume absorbed is limited but reliable. Contact: TRIFED regional offices.

Craftmark certification (AIACA): The All India Artisans and Craftworkers Welfare
Association's handmade certification provides the provenance credential that premium
domestic and export buyers require. Certified products can be sold through AIACA-
linked retail channels. Application requires documentation of handmade process;

inspection by a Craftmark assessor; ongoing compliance.

GeCo (Government e-Marketplace): The central government's procurement platform
now includes a section for handmade products. Government institutions — hotels,
departments, state guest houses — can procure certified artisan products through

GeM. For artisans who can produce at institutional scale, GeM offers reliable volume.

Urban lifestyle retail (Fabindia, Good Earth, social enterprise chains): These buyers
have established quality, quantity, and packaging requirements. Approach through the
NGO's own network, not cold outreach. The relationship matters as much as the

product.
For e-commerce:

Direct sale on Amazon Karigar, Flipkart Samarth, or GoCoop is feasible for artisans
who have: reliable internet access (or an aggregating organisation that manages the
digital interface); packaging materials; a logistics arrangement with a courier that
serves their pincode; and the management attention to respond to customer queries

and returns.

Most individual artisans in remote tribal areas cannot manage all of these
independently. The model that works: an FPO or SHG federation manages the e-
commerce account, aggregates products from member artisans, handles fulfilment,

and distributes revenue proportionally.



For export:

Export buyers (primarily US, EU, Japan for Indian handicrafts) require: consistent
quality across large orders; export documentation (GST registration, Aadhaar-PAN
linkage for MSME registration); packaging that meets import country standards; and
reliability of supply. This requires FPO-level organisation, not individual artisan

capacity.

The Export Promotion Council for Handicrafts (EPCH) organises buyer-seller meets and
India International Trade Fair participation specifically for handicraft exporters. Artisan

collectives with export-ready products should explore EPCH membership.

Stage 5: Direct storytelling and artisan identity

The most powerful market development tool for premium artisan products in the
current market is not certification or platform presence — it is story. A consumer who
knows the name of the person who made an object, understands their practice and
lineage, and has seen a short video of them working, will pay significantly more than a

consumer who sees an identical object with no human story attached.

Research from premium lifestyle retail confirms: markedly higher conversions on
platforms emphasising provenance. A single handwoven saree or block-printed piece

becomes more than merchandise — it carries cultural continuity.
Practical storytelling for artisans:

e 60-second Instagram Reel of the artisan at work, in their own language with
subtitles, showing one step of the production process. Posted by the NGO or
FPO account; tagged to the artisan if they have a personal account

e A QR code on the product packaging that links to the artisan's profile page
and process video

e A product hang tag with: artisan name, village, years of practice, material

description — in both English (for the buyer) and Odia (for the community)



This storytelling infrastructure can be built for a collection of thirty artisans in one
week of fieldwork and photograph/video production. Once built, it is reusable across

platforms, buyers, and years.

What NGOs Should Not Do

Run craft fairs without building sustained market relationships. A craft fair is
an occasional market event. The artisans who generate income from it are those who
would have found markets anyway; the others leave with unsold inventory and
reduced confidence. Craft fairs are useful for testing new products and meeting

buyers; they are not a market development strategy.

Focus on design intervention before market development. Well-intentioned
design collaborations — urban designers working with tribal artisans to produce
"contemporary" versions of traditional craft forms — have a mixed record. When the
contemporary design finds a market and the artisan retains skill and agency, it works.
When the contemporary design becomes the only marketed form and traditional forms
are abandoned, cultural and eventually economic loss follows. Design intervention
should follow, not precede, understanding what premium buyers want for genuine

traditional products.

Accept that low artisan income is inevitable. Artisans earning X300 per day for
extraordinary skill that produces products selling for 3,000 in Delhi is not an
economic law. It is a market failure that sustained, patient market development work

can address.
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