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Executive Summary

The Problem

One of the key deficiencies in many rural communities especially in SC community is the lack of linkage to
local as well as the larger metropolitan area opportunity structure, including financial, technical, social and
political resources. Right kinds of physical and/or virtual connectivity that are required to increase both
bridging (external) and bonding (local) social capital of rural communities are grossly missing. Social capital
refers to the network of social relations that may provide individuals and groups with access to resources and
supports. Since rural communities are disconnected both physically and digitally from local as well as urban
opportunity structures, they have (i) less access to quality educational support, training, advisory services (ii)
less knowledge about the available local opportunities (community assets, sharable resources) (iii) less
access to market links (buyer, seller, micro-credit etc.) and (iv) less access to any forum to discuss their
problems with relevant agencies.

While the poor networking ties coupled with information, knowledge and market divide of rural Indian
artisans are a known fact, the situations have further worsened due to the ongoing pandemic scenario,
which marks the urgency of our research intervention in the context of overcoming extant rural
marginalization. Due to the COVID 19 pandemic, physical sales of handicraft goods have come to a halt.
Not only that, the ‘new normal’ has attempted in drastically changing the way socio-economic operations
were performed in modern society. Lack of opportunities towards spontaneous face-to-face physical
interactions have further pronounced the effectiveness of the virtual medium, where daily affairs in the
changed times are increasingly getting dependent on digital channels for successful execution. Amidst such a
scenario, if the rural artisans are not taught to optimally use the digital medium to attract socio-economic
benefits, then the nature of their marginalization will further become more acute and the rural members will
remain incapacitated in coping up with the changing socio-economic setting. Qur research intervention
keeps in mind the potentials contemporary digital technologies are endowed with and wishes to use the
same as a tool to usher holistic rural empowerment along socio-economic axis.

Our Objective

The objective of this project is to demonstrate how the current internet-based social technologies' has the
potential of building (business) knowledge capabilities and enhancing the entrepreneurial competencies of
rural producers by bridging rural-urban knowledge & information divide through the creation of a social
knowledge management framework. The project ultimately aims at creating rural business transformation
using social technologies in order to eradicate sharp economic, social, and cultural difference between rural
and urban producers. Rural transformation is only possible when there is livelihood enhancement and holistic
development of the rural community using social technologies.

Considering the current pandemic situation and the ""'new normal™ lifestyle that would follow the
pandemic situation, we have reoriented our intervention plan using a "‘distributed intervention strategy”
instead of a centralized intervention strategy. In this strategy, we do not need to use / install any capital
equipment to create centrally-located facilities but rely on the availability of smartphones with target user-
groups. We had an initial plan of creating three centralized internet kiosks and mobile internet kiosks and
our assumptions were (i) the target participants would come to these centralized facilities physically (in case
of centralized internet kiosks), or, (ii) our project personnel will go to the target participants physically ( in
case of mobile internet kiosks). Since this is not possible during this pandemic situation, we are now trying

social technology is an umbrella term used to capture a wide variety of terminologies depicting internet-enabled communications,
platforms and tools, e.g. web 2.0, mobile 2.0, social media, social software, etc., which has the potential to establish collaborative
connectivity among billions of individuals over the globe.



to implement a "distributed intervention" strategy, where everything is done remotely in an online, virtual
mode using online messaging tools (e.g. WhatsApp) and video conferencing tools (e.g. Zoom) and we are
approaching our rural target group using smart-phone enabled tools and platforms, as will be
illustrated below.

Target Beneficiaries

Rural artisans from all over Birbhum District of West Bengal, pursuing different art forms like kantha stitch,
batik, leather, khesh work, woodcraft, handpainting, dokra work, appliqué work, terracotta, bamboo craft,
jute craft and jewellery making, are our potential target beneficiaries. A special emphasis has been given in
our project to select a considerable number of artisans belonging to the Scheduled Caste background.
Ensuring a significant portion of SC artisans among our target group, our project attempts to create holistic
impact for the most disadvantageous within the community of artisans residing in Birbhum. We have
collaborated with District Industries Center (DIC), Birbhum and DC Handicrafts, Bardhaman of West
Bengal for this purpose. A description of target beneficiaries is provided in Chapter 3 of this report.

Architecting a Social Technology Driven Social Knowledge Management Framework

In this project, our objective is to utilize the potential of social technologies and socially enabled applications
in addressing problems related to marginalization and social exclusion of rural communities. We have
conceptualized a social knowledge management framework and developed a platform that empowers rural
communities by connecting them with urban markets, government agents, trainers, investors etc. Social
knowledge management in our context is a framework for rural empowerment using knowledge creation,
assimilation and dissemination through digital connections and social collaboration, enhanced by social
technologies. The suggested framework aims to digitally bridge rural-urban knowledge, information and
market divide, by connecting rural community members with relevant agents and opportunities online. We
propose to study the connection and collaboration among various entities that enables formation of virtual
communities to bridge knowledge, information and market divide of rural community. Formation of these
virtual communities has the most positive effect on social capital when they can increase network density
and facilitate the spread of knowledge and information.

Design Methodology: Our design methodology is motivated by Action Design Research (ADR) approach

and uses the following four interwoven activities:

e Problem Formulation: problem perceived in practice or anticipated by researchers.

e Building, Intervention, and Evaluation (BIE): Testing the initial design of the IT artifact in the context of
its usage. This phase “interweaves the building of the IT artifact, intervention in the organization, and
evaluation”.

e Reflection and Learning: This is an iterative process to build and refine a solution to make it applicable
to a broader class of problems.

e Formalization of Learning: Finalizing a solution that addresses the problem

This design methodology has been discussed in details in Chapter 5. Our social technology driven social
knowledge management framework is an outcome of our design methods discussed above and based on the
premise that just providing access to technology through computer and internet are not enough to empower
rural producers as active agents. Following the ADR approach, in the initial stage of our project intervention,
we have attempted in delving deeper into the problems faced by our target group. In order to have a grass-
root level idea, members of our Research Organization (RO) interviewed 70 artisans from Birbhum, pursuing
different art forms like kantha stitch, batik, leather, khesh work, woodcraft, hand-painting, dokra work,
appliqué work, terracotta, bamboo craft, jute craft and jewellery (Appendix II). In our project, we have
randomly selected artisans from different blocks all over Birbhum, namely Bolpur, Mohammad Bazar,
Nanoor, Rampurhaat, Labpur, Suri and Sainthia. A special emphasis has been given in our project to select a



considerable number of artisans belonging to the Scheduled Caste background. Ensuring a significant portion
of SC artisans among our target group, our project attempts to create holistic impact for the most
disadvantageous within the community of artisans residing in Birbhum.

The multifaceted hindrances faced by the artisans, as evident from our qualitative interactions, can be
categorized broadly into information, knowledge and market divide and poor social capital. Lack of
information regarding government schemes, can be categorized as information divide or lack of purely
factual data. Poor social capital of artisans gets reflected in the networking issues they face. Poor
communication channels with local as well as global buyers and sellers put the rural artisans in
disadvantageous positions. Knowledge divide, comprising of information divide coupled with lack in skill,
experience and attitude, gets reflected in the artisans’ ignorance regarding innovating new business
prospects, innovating new product and design ideas and related things. Innovating business prospects and
newer product and design ideas will not be possible if artisans have adequate information regarding business
prospects and product and design ideas. It is only when along with adequate information, artisans develop
their skills, experiences and attitudes, then only materialization in the form of concrete innovation can take
place. Finally, ignorance regarding emerging selling channels and bondage to middlemen, curbing direct
market access of artisans, ignorance regarding the market prospects that digital channels can offer can be
categorized as market divide.

If the entire artisan community of Birbhum is to be considered as our potential beneficiary, then a group of
70 can only be understood as the subset of the whole group. However, the findings of requirement analysis,
attained after conducting interviews with our initial group of 70 artisans, can be taken as a benchmark,
against which our intervention can be designed. The findings as discussed above indicate that artisans of
Birbhum face hindrances majorly along four-fold axes, namely, information, knowledge and market divide
and poor social capital, addressing which will be the concern of our project intervention. We have designed
our social knowledge management framework as a response to address the hindrances faced by our target
group along the four-fold axes. The motive behind our social technology driven social knowledge
management framework is to empower rural artisans and improve their socio-economic prospects by
overcoming their information, knowledge and market divide and improving their social capital. And this we
wish to achieve through the formation of purposive virtual communities, namely community of practice and
community of purpose among rural artisans and across rural-urban entities.

This design methodology has been discussed in details in Chapter 5.

Technology Development: Developing a Social Knowledge Management Platform (NCoRe)

We have designed our social knowledge management framework in a way so that it can be effective in
ushering holistic rural empowerment by improving social capital and mitigating information, knowledge and
market divide faced by rural artisans. In order to address the four fold hindrances stated above, we have
architected our social knowledge management framework by segmenting the framework into three concrete
components. In chapter 6, we have explained our technology development initiatives and narrate the design
and development of a Community Driven Social Knowledge Management Platform to bridge Knowledge
Asymmetry using Social technologies (NCoRe). In Chapter 7, we will show how the use of social media can
supplement our SKM Framework. We will explain how we have cultivated Community of Practice through
WhatsApp, enabling intra-and inter-community knowledge exchange; and, how we have cultivated
Community of Purpose through Facebook to promote market linkage for artisans.

A Community Driven Social Knowledge Management Platform to bridge Knowledge Asymmetry using
Social technologies (NCoRe): Our social knowledge management framework comes with a digital platform,
NCoRe. NCoRe is designed to facilitate the formation of both community of practice and purpose among
rural members and across rural urban entities. This has been discussed in details in Chapter 6.



The platform’s offering is divided into three segments:-

e Firstly, the platform offers the opportunity to urban consumers to co-create handicraft and handloom
goods by collaborating with a range of rural producers.

e Secondly, the platform acts as a classic exhibiting site for a range of products (garments, bags,
jewelleries, home décor items, etc.) created by artisans of Birbhum. The products are displayed in the
platform, along with the stories of their respective creators. NCoRe houses online shops of a vast range
of artisans from Birbhum, where stories of each artisan along with their videos and product photos are
displayed.

e Thirdly, NCoRe offers both rural and urban entities unhindered opportunity to avail for skill upgradation
prospects. The synchronous training facilities integrated in the platform while allows rural artisans to
upgrade their skill by virtually connecting with domain experts on one hand, on the other hand, NCoRe
also allows urban entities to get training from rural producers on indigenous art and craft.

Additionally, we have developed an “Artisan Profiling App” for collecting artisans’ profile in multi-media,
so that we can easily create digital shops for all the artisans in our NCoRe Paltform.

Use of Social Media: Cultivating Communities of Practice and Communities of Purpose

Creating Community of Practice through Whatsapp community chat: Triggering interactions between rural
artisans and across rural-urban entities by forming whatsap groups happens to be one component of our
social knowledge management framework. Through whatsapp, we have attempted in enhancing both
bridging and bonding social capital of rural artisans residing in Birbhum. We have created groups in
whatsapp, where rural artisans all across Birbhum have been incorporated and they get a chance to engage in
purposive knowledge exchange both within and across their community. It is through whatsapp, members of
our RO send rural artisans asynchronous videos to boost up their production capacity. This implies the
importance of whatsapp as a tool in our research intervention to facilitate cultivation of community of
practice among our selected target group. This has been discussed in details in Chapter 7.

Creating Community of Purpose through Facebook: One of the mottos of our social knowledge
management framework is to familiarize rural artisans of Birbhum with social media sites like Facebook and
Instagram and help them in using the same to derive business benefits. While through whatsapp, we have
attempted in cultivating community of practice among and across rural urban entities, through social media
sites like Facebook and Instagram, we have tried to transcend beyond triggering practice-oriented
communication to purposive communication culminating to economic exchange. It is the cultivation of
community of purpose leading to concrete business benefits that we have attempted to facilitate by taking
resort to social media sites. Members of the RO have opened Facebook and Instagram accounts of individual
members of the target group, where the products created by individual member artisans are exhibited, along
with their stories and journeys to a range of social media users. The intention is to connect these artisans and
their creations with the global pool of consumers, where purposive collaboration between the two is expected
to attract concrete socio-economic benefits for the artisans. Cultivation of community of purpose via social
media channels will not only improve social capital of rural members, but will also make a significant
contribution in addressing their market divide. This has also been discussed in details in Chapter 7.

Workshops and Trainings

As a part of our pre-pilot studies, we have conducted several awareness workshops for artisans with DIC,
Birbhum on (i) what is online business and how to do it (ii) digital photography and videography, (iii)
innovative product design and marketing using digital channels, etc. (discussed in details in Chapter 8).



Subsequently, we have planned to provide a systematic training to 700-800 artisans from Birbhum over a
period of one year in a batch of 15 to 20, where each batch will receive training for a period of eight weeks.
The training program is divided into three components:

(1) Online, live training sessions for 6 hours using Zoom Platform: These live training sessions
(synchronous) will be for two hours each day on Monday, Wednesday and Friday (total six
hours). Our weekly online training intervention operates along three major axes: Digital
Competency Training, Training on Photography & Videography, and, Innovative, Market-Oriented
Product Development Training (discussed in details in Chapter 8).

(i1) Following the online training, we will help each individual artisan to create their digital shops in our
online platform and Facebook and also form a WhatsApp group to enable intra-and inter-community
knowledge and information exchange.

(iii) Additionally, we will periodically distribute small video tutorials in Bengali on topics related to
digital marketing and entrepreneurship development. The duration of each video tutorial is 7 to 10
minutes. In a span of eight weeks, we plan to send around 60 video tutorials (one to tow tutorials per

day).

Please see Chapter 8 for details of the training program. To enable artisans to attend this 6-hours weekly
online training on ZOOM, we are recharging their smartphones with data vouchers from their respective
service providers, which would be sufficient to cover the internet cost for this 6 hours online training.

Expected Outcome of our SKM programme intervention (Figure 1)
The SKM framework helps the rural artisans to know the following:

e to know opportunities in local market and the dynamics of local production [through Whatsapp virtual
community formation]

e to know opportunities in non-local market [by giving information of boutique owners or other non-local
customers through SKM platform (NCore) and other e-commerce (e.g. Amazon) / social networking
websites (e.g. Facebook)]

e to know customers’ tastes and preferences through direct interactions with customers [using phone /
chat] and indirect information from e-commerce / social networking sites

e to know sources of finance and related welfare schemes from Govt agencies [through advisory service]

The SKM framework also helps the rural artisans in learning the following:

e to learn use of internet to search product / market related information

e to learn about how to click attractive photos of my products and make it exhibitable on online selling
channels

e to learn about new online selling channels and how to register and perform business successfully in e-
commerce sites

e to learn about how to use different social networking sites (FB, Instagram) to attain business benefits

e to learn about new designs and get insights on product innovation from domain experts

This smart-phone based intervention plan will help the rural artisans to use their mobile devices in
fruitful ways. Moreover, training the artisans to enhance their business prospects through smart phones will
help them in the long run to stay connected with online customers and acquire knowledge regarding market
operations easily. Optimal usage of smartphones for business related purposes will make our intervention
sustainable, where the artisans will be able to use the digital medium from their mobile devices only, without
depending on centrally-installed facilities by external entities.
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In a pre-intervention pilot study, we are able to successfully form active Whatsapp communities with a group
of artisans and onboard them to use a digital storefront (ncore.co.in). Using survey instruments on this pilot
sample, we first develop reliable scales for measuring the key constructs. The main takeaways are:

e There is no clear relationship between gender and any of our scale items. This indicates that a
successful intervention that is able to raise capability, competency and/or performance measures is
likely to have similar effects regardless of gender. A similar pattern holds for caste.

e For our e-readiness, capability and performance metrics, less experienced artisans have higher
scores. For competency however, there is a U-shaped relationship with years of experience.

e E-readiness and capability metrics are positively correlated with education levels. However, the
relationship is less stark for competency metrics. Hence, education level appears to play a smaller
role in predicting competency.

Next, we model correlations across our scales to better understand how they might be related to each other.
Linear regressions show that:

e E-readiness and capability are positively correlated
e (Capability and competency are positively correlated
e Competency and performance are positively correlated

The goal of our intervention is to eventually demonstrate that enhancing capability and e-readiness can have
a downstream effect on competency and performance. We conduct 2 preliminary mediation analyses to
examine whether this hypothesis is plausible.?

e First, we examine the effect of capability on performance, using competency as the mediator. We
find partial mediation (67%), which indicates that 67% of the effect of capability on performance is
through its effect on competency.

e Next, we examine the effect of e-readiness on performance, using competency as the mediator. In
this case, we do not find a direct effect of e-readiness on performance, and find full mediation
(92%), indicating that e-readiness affects performance ONLY through its effect on competency.

This is discussed in details in Chapter 9. This suggests that any intervention targeted at enhancing
capabilities can have positive trickle down effects.

Some Implementation Challenges and Next Step

Some implementation challenges have been discussed in details in Chapter 10. In Chapter 11, we have
discussed our scope of work from 1% April, 2021 onwards. This includes our structured intervention for 50-
weeks, which is now being deployed in the field following the stepped-wedge RCT as our impact assessment
methodology. The cluster randomized trial is a firmly established study design particularly useful for
pragmatic evaluations of interventions, such as changes to the way services are delivered, educational
interventions or public health type interventions, to name but a few?>. The stepped-wedge cluster randomized
trial (SW-CRT) involves the sequential transition of clusters from control to intervention conditions in
randomized order, until all clusters are exposed®. In our context, the SW-CRT provides a means to conduct a
randomized evaluation which otherwise would not be possible. As “social intermediaries”, we aim to
facilitate re-tooling and community building, both of which can be self-sustaining and have the potential to
bring concrete socio-economic benefits even after the intervention. In general, our findings can have large
scale policy implications for bottom of pyramid (BOP) entrepreneurs by identifying mechanisms through
which digital knowledge management tools can lead to greater entrepreneurial success in emerging markets.

2 https://en.wikipedia.org/wiki/Mediation_(statistics)
3 Murray DM. Design and Analysis of Group Randomized Trials. New York, NY: Oxford University Press, 1998.
4 Ellenberg SS. The stepped-wedge clinical trial: evaluation by rolling deployment. JAMA 2018;319:607-08.
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Introduction

In this project, our objective is to utilize the potential of social technologies® and socially enabled
applications in addressing problems related to marginalization and social exclusion of rural communities. We
have conceptualized a social knowledge management framework that is designed to empower rural artisans
by connecting them with urban markets, Government and non-Governments agencies, experts and other
related entities, collaboration with whom is crucial in the process of boosting the production and market
capacity of rural craft producers. The suggested framework aims to digitally bridge rural-urban knowledge,
information and market divide, by connecting rural community members with relevant agents and
opportunities online. We propose to study the connection and collaboration among various entities that
enables formation of virtual communities to bridge knowledge, information and market divide of rural
community and improve their social capital in the process. Formation of these virtual communities has the
most positive effect on social capital when they can increase network density and facilitate the spread of
knowledge and information.

Although there is a significant amount of research dealing with different models of knowledge management
in the context of business organization to enhance the organizational performance, there is no explicit
proposal for knowledge management in the context of society at large where the objective is to manage
knowledge for social development. Our innovation rests in bringing the concept of knowledge management
outside formal organizational boundaries. Our project combines the aspects of social technologies and social
development to derive a social knowledge management framework, addressing the challenges faced by
contemporary societies to bridge the rural-urban knowledge and information divide and to ensure holistic
development of society.

Social knowledge management in our context is a framework for rural empowerment using knowledge
creation, assimilation and dissemination through digital connections and social collaboration, enhanced by
social technologies. We will demonstrate the effectivity of social knowledge management framework by
showing how its collaborative premise is conducive in cultivating different communities, both within rural
members and across rural-urban members. We will show the effectivity of social knowledge management
framework in terms of cultivating community of practice and community of purpose. Community of practice
refers to a group of people who share a particular practice. Collaborations among the members of community
of practice, or practitioners in other words, results in collective learning, which makes community of practice
a collaborative learning space. Community of purpose is defined as a community of people, who are going
through the same process, or are trying to achieve a similar objective. In our research framework, we will
attempt to build both community of practice and purpose among rural-urban agencies to boost socio-
economic prospects of rural producers. In rural context, participants not just lack access to market but also
suffer from other ancillary factors, which in amalgamation contribute in sustaining their marginalization. It is
through community formation, through relevant dialogue and collaboration, attempts can be undertaken to
empower the rural marginalized on a holistic scale.

While the poor networking ties coupled with information, knowledge and market divide of rural Indian
artisans are a known fact, scenario have further worsened due to the ongoing pandemic scenario, which
marks the urgency of our research intervention in the context of overcoming extant rural marginalization.
Due to the COVID 19 pandemic, physical sales of handicraft goods have come to a halt. Not only that, the

> social technology is an umbrella term used to capture a wide variety of terminologies depicting internet-enabled
communications, platforms and tools, e.g. web 2.0, mobile 2.0, social media, social software, etc., which has the
potential to establish collaborative connectivity among billions of individuals over the globe.



‘new normal’ has attempted in drastically changing the way socio-economic operations were performed in
modern society. The ongoing lockdown has further pronounced the effectiveness of the virtual medium,
where daily affairs in the changed times are increasingly getting dependent on digital channels for successful
execution. Amidst such a scenario, if the rural artisans are not taught to optimally use the digital medium to
attract socio-economic benefits, then the nature of their marginalization will further become more acute and
the rural members will remain incapacitated in coping up with the changing socio-economic setting. Our
research intervention keeps in mind the potentials contemporary digital technologies are endowed with and
wishes to use the same as a tool to usher holistic rural empowerment along socio-economic axis. The
introduction to our project report is divided into two parts: Section 1.1 postulates the problem definition,
while section 1.2 is reserved to narrate explicitly the objective of our study.

1.1. Problem Definition

With the advent and proliferation of industrialization and concentration of employment opportunities in
urban areas, the Indian rural areas have started suffering from territorial disadvantages with respect to their
urban counterparts. From a social point of view, the isolation of rural areas contributes in keeping rural
communities ignorant of urban lifestyle and pattern of social exchange, while economic isolation negatively
impacts their market performance. This results in a rural-urban divide, where urban areas are better equipped
in terms of access to both physical and non-physical resources and the capability to utilize the same in
generating opportunity prospects. The rural disadvantages are not just in terms of lack of access, but
characterized by the inability of the rural communities to utilize extant resources in pursuit of nurturing
individual capability. In the absence of the above-mentioned credentials, the rural communities often fall
short in capitalizing on their individual capability to pronounce their opportunity scopes.

Extant rural disadvantages account to be much more than mere economic depravity of rural communities.
Lack of access to resources and exposure to unfavorable environment make rural communities victims of
social discrimination and exclusion, which subsequently contributes in making the community powerless
along socio-economic axis. Amidst this backdrop, centralized developmental policies often fall short in
addressing the issue at stake. By externally thrusting developmental aid, without analyzing whether the target
group is equipped to utilize the given aid for benefit, the conventional developmental paradigms seldom take
into concern empowerment of the intended beneficiaries. John Friedmann’s alternative developmental model
focusing on restoration of developmental aid to those in need offers a compelling way out from conventional
developmental measures (Friedmann, 1992)%. He rightly identified empowering the marginalized as an
alternative and effective developmental strategy. Empowering the marginalized refers to enhancing
individual capacities of marginalized members in acquiring the means to meet their own needs. This includes
possession of adequate agency among the target group which will develop their problem-solving skills by
overcoming extant hindrances and possession of necessary social capital, skills, resources and opportunities
to accomplish desired goals.

One of the key deficiencies in many rural communities especially in SC community is the lack of linkage to
local as well as the larger metropolitan area opportunity structure, including financial, technical, social and
political resources. Right kinds of physical and/or virtual connectivity that are required to increase both
bridging (external) and bonding (local) social capital of rural communities are grossly missing. Social capital
refers to the network of social relations that may provide individuals and groups with access to resources and
supports. Since rural communities are disconnected both physically and digitally from local as well as urban
opportunity structures, they have (i) less access to quality educational support, training, advisory services (ii)
less knowledge about the available local opportunities (community assets, sharable resources) (iii) less

® Friedman, John. (1992). Empowerment: The Politics of Alternative Development. Wiley-Blackwell.



access to market links (buyer, seller, micro-credit etc.) and (iv) less access to any forum to discuss their
problems with relevant agencies.

Since majority of the rural population in India can be categorized as marginalized, due to the dearth of
knowledge and lucrative opportunities, empowering them in holistic sense is the only way out in the process
of addressing rural marginalization. In this context, we try to address the issue of rural empowerment using a
knowledge-theoretic approach. Rural empowerment, the way we conceptualize it, can only be achieved by
equipping rural communities with necessary knowledge and its operating capacities through which the target
group will derive the capacity to take informed decisions. Possession of knowledge and its operating
capacities will enable the rural communities to collaborate across territories and communities: an
indispensable factor in cultivating and sustaining social capital (UNESCO, 2005)”. The resultant
collaboration and the capacity to operate knowledge in generating benefits have the potential in enhancing
opportunity scopes for members of rural community. With an enhanced social capital and opportunity
prospects, the rural communities will be better equipped to take informed actions and decisions.

While knowledge-driven rural empowerment happens to be the focus of our research intervention, inter-
connected spirit of contemporary digital technologies has served to be an implementing tool, which has made
it possible for us to architect a holistic scheme for rural empowerment. Contemporary digital technologies
have made today’s world an integrated space. With the provision to connect easily and smoothly, the digital
medium enables people to collaborate across territories and communities. With the advent of digital
technologies and the proliferation of information age, attempt to include marginalized sectors within the
mainstream was a major drive undertaken. Consequently, several efforts emerged, which attempted in
mitigating rural-urban divide virtually by extending digital services to rural communities with an attempt to
address their socio-economic marginalization (Lekoko, 2011)%. However, the sporadic nature of the schemes
coupled with rural communities’ inability to utilize digital technologies in pursuit of generating personal
benefits, heavily contributed in making majority of the initiatives ineffective. As an alternative, we have
attempted in deploying the inclusive spirit of digital technologies in cultivating rural empowerment on a
holistic scale. Instead of simply providing digital access to the rural marginalized, we have attempted in
empowering the target group to effectively use the medium in generating opportunity prospects. Our research
endeavor uses contemporary digital technologies to usher rural empowerment, where the medium has been
used to inculcate necessary knowledge and its processing abilities among rural target group.

1.2. Objective of the Study

Our research intervention attempts to further a prospective means to achieve holistic rural empowerment in
the context of developing nations like India, by facilitating community formation among rural urban entities
by using the connecting spirit of contemporary digital technologies. In this context, the objective of this
project is to demonstrate how the current internet-based social technologies has the potential of building
knowledge capabilities and enhancing the entrepreneurial competencies of rural producers by bridging rural-
urban knowledge & information divide through the creation of a social knowledge management framework.
The project ultimately aims at creating rural business transformation using social technologies in order to
eradicate sharp economic, social, and cultural difference between rural and urban producers. Rural
transformation is only possible when there is livelihood enhancement and holistic development of the rural
community using social technologies.

7 United Nations Educational, Scientific and Cultural Organization (2005). Toward knowledge societies. UNESCO
World Report. Conde-sur-Noireau, France: Imprimerie Corlet.

8 Lekoko, R. N. and Semali, L.(2011). Cases on Developing Countries and ICT Integration: Rural Community
Developmentl, IGI Publication. September, 2011. ISBN13: 9781609601171
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Our research intervention places knowledge possession and operating abilities to be the crucial prerequisite
in the process of achieving holistic rural empowerment. Our research intervention attempts in expanding the
notion of knowledge management to social knowledge management, referring to the aspect and effectivity of
managing social knowledge for rural empowerment. Social knowledge management in our context is a
framework for rural empowerment using knowledge creation, assimilation and dissemination through digital
connections and social collaboration, enhanced by social technologies (Bandyopadhyay, 2016)°. Our aim is
to architect as well as empirically validate a social knowledge management framework that would mobilize
knowledge resources, bridging the gap between the urban-rural communities and creating and building social
capital, leading to rural empowerment and, as a consequence, holistic development of the society.

Our research intervention advocates for a collaborative approach, to be realized by virtue of social
technology-driven social knowledge management framework, which will usher rural empowerment by
facilitating effective rural-urban information and knowledge exchange. The objective of the proposed
framework rests in cultivating virtual communities, where empowerment will usher through easy and smooth
knowledge exchange across rural-urban communities. This community formation is not simply derivative of
giving access to digital services to rural non-users. It is only when rural members develop the ability to
nurture individual capability through digital usage, incentives of self-prosper will evoke the need to
collaborate, the prerequisite for voluntary community formation. This implies that possession of knowledge
and knowledge operating capacities in amalgamation accredits rural members the ability to collaborate and
subsequently form virtual communities. Knowledge exchange and effective collaboration, derivative of
virtual community formation, not only bears the prospect of nurturing individual capability but also enables
the rural members to capitalize on the same and generate prospective opportunity outcomes. While
community formation has explicit socio-economic promises, it is only through effective collaboration
derivative of community formation that has the prospects of mitigating rural-urban information, knowledge
and market divide.

Our social knowledge management framework comprises of three parts: creating community of practice
through WhatsApp chat, creating community of purpose through Facebook and other social networking sites
and, finally, creating NCoRe : a community driven social knowledge management platform to bridge
knowledge asymmetry using social technologies, which is endowed to facilitate formation of both
community of practice and purpose. With the formation of purposive virtual communities, rural target group
will derive the opportunity to engage in effective information, knowledge and resource exchange, thereby
attaining socio-economic benefits for themselves in the process.

In this project, artisans from all over Birbhum District of West Bengal pursuing different art forms like
kantha stitch, batik, leather, khesh work, woodcraft, handpainting, dokra work, appliqué work, terracotta,
bamboo craft, jute craft and jewellery making are our potential target beneficiaries. A special emphasis has
been given in our project to select a considerable number of artisans belonging to the Scheduled Caste
background. Ensuring a significant portion of SC artisans among our target group, our project attempts to
create holistic impact for the most disadvantageous within the community of artisans residing in Birbhum.
We have collaborated with District Industries Center (DIC), Birbhum for this purpose.

Our research organization (RO) will be acting as an intermediary in the early years of community formation
using digital platforms. The role of RO is expected to be negligible once the rural participants start engaging
voluntarily to establish purposive virtual collaborations using digital platforms. During our RO’s tenure as a
social intermediary, we aim to enable our rural target group with the ability to know and learn certain things,
which in the long-run bears the potential to bring concrete socio-economic benefits for the rural target group.

° Bandyopadhyay, Somprakash, Sneha Bhattacharyya and Jayanta Basak (2020). Social Knowledge Management for
Rural Empowerment: Bridging the Knowledge Divide Using Social Technologies. Routledge. ISBN-10: 0367334933
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In summary, the objective of our social knowledge management (SKM) framework is to help the rural
artisans of Birbhum:

e to know opportunities in local market and the dynamics of local production [through Whatsapp virtual
community formation]

e to know opportunities in non-local market [by giving information of boutique owners or other non-local
customers through SKM platform (NCore) and other e-commerce (e.g. Amazon) / social networking
websites (e.g. Facebook)]

e to know customers’ tastes and preferences through direct interactions with customers [using phone /
chat] and indirect information from e-commerce / social networking sites

e to know sources of finance and related welfare schemes from Govt agencies [through advisory service]

The SKM framework will also help the rural artisans:

e to learn use of internet to search product / market related information

e to learn about how to click attractive photos of my products and make it exhibitable on online selling
channels

e to learn about new online selling channels and how to register and perform business successfully in e-
commerce sites

e to learn about how to use different social networking sites (FB, Instagram) to attain business benefits
e to learn about new designs and get insights on product innovation from domain experts

Digital Platform

This smart-phone based intervention plan will help the rural artisans to use their mobile devices in
fruitful ways. Moreover, training the artisans to enhance their business prospects through smart phones will
help them in the long run to stay connected with online customers and acquire knowledge regarding market
operations easily. Optimal usage of smartphones for business related purposes will make our intervention
sustainable, where the artisans will be able to use the digital medium from their mobile devices only, without
depending on centrally-installed facilities by external entities.
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3

The Project Area Profile and Target Beneficiaries
3.1 The Project Area Profile

Birbhum, the area of our intervention, happens to be a rich reserve of natural resources and artistic heritage.
Some of the notable forms of cottage industries of Birbhum include batik, kantha stitch, macramé (weaving
by knotting threads), leather, pottery and terracotta, woodcarving, bamboo and cane craft, metal works and
various tribal crafts. Other main industries in Birbhum are agriculture-based industries like textiles—
especially cotton and locally harvested tussar silk textiles, non-timber based forest products (NTFP) based
industries, arts and crafts.

The rich presence of multiple art forms inevitably makes Birbhum the house of thousands of skilled artists.
In our project, we have mainly attempted in devising empowering schemes for the non-farm producers
residing in different blocks across Birbhum. The objective of our research project is to architect a social
knowledge management framework to usher socio-economic empowerment of handicraft artisans residing in
Birbhum.

Selected blocks - We have triggered our project intervention by randomly selecting artisans from different
blocks all over Birbhum, namely Bolpur, Mohammad Bazar, Nanoor, Rampurhaat, Labpur, Suri and
Sainthia. We have collaborated with District Industries Center (DIC), Birbhum for this purpose.

Land use and Cropping Pattern - The major cropping pattern of the selected geographical area is Aman,
Aus, Paddy, Wheat, Vegetable, Oilseeds, Pulses, Boro Paddy. Paddy is the major crop of Birbhum which
covers an area of 94% of the total cultivated area of the district during kharif. Other major crops are
Oilseeds, Wheat & pulses, vegetables. The major cropping pattern of the District is Aman/ Aus
Paddy/Wheat/ Vegetable / Oilseeds/ Pulses/ Boro Paddy.

Practiced Art Forms — Birbhum is the melting pot of several indigenous art forms like batik, kantha stitch,
leather craft, Khesh work, terracotta, wood craft, bamboo and cane craft, dokra art, metal works and various
tribal crafts. A brief description of each of the major art forms practiced in Birbhum is given below, so that a
fairer understanding of the region’s artistic resources can be attained.

e Batik - Batik art form refers to the technique of wax-resist dyeing applied to the whole cloth. Although
this art form originated in Java, Indonesia, it is extensively practiced with intricate detail in India. The
applied wax resists dyes and therefore allows the artisan to colour selectively by soaking the cloth in one
colour, removing the wax with boiling water, and repeating if multiple colours are desired. The art form
requires flawless skill to get reproduced on a range of items. Birbhum of West Bengal, India, happens to
be one of the indigenous sites where batik is practiced extensively. The skills and expertise of the
craftsmen have witnessed reproduction of flawless batik work on a range of items and garments
following an eco-friendly way of production.
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Kantha Stitch - Kantha is described as several layers of white or light-coloured cotton cloth, such as
sarees, sewn or quilted together with predominantly white thread using successive rows of running
stitches. The poor man's Kantha seldom had designs but later the trend of decorative Kantha, called
Nakshi Kantha came into being. Patterns and special motifs were outlined with black, blue or red thread
in backstitch. Motifs included flowers, animals, scenes from rural life and sometimes even historical
figures. The creation of the cloth was usually considered a ritual as it was used for ceremonial purposes.
Birbhum of West Bengal, India, happens to be one of the indigenous sites where kantha stitch is
practiced extensively. The skills and expertise of the craftsmen have enabled Birbhum to earn the
Geographical Indication (GI) tag for kantha work, denoting the locale as the most authentic origin of the
art form.

Leather Craft - Leather crafts have been one of the most prominent artistic traditions of India,
particularly of Birbhum in West Bengal. The district houses a multitude of skilled leather practitioners,
whose skills and expertise lead to the creation of items of a vast range intricately made out of leather.
Ranging from bags to other accessories and items of home décor, leather craft exuberates a rich heritage
of traditional aesthetics, elegance, and modern artistic creations.

Wood craft — Wood crafting is one of the oldest arts of humankind. Wooden spears from the Middle
Paleolithic, such as the Clacton Spear, reveal how humans have engaged in utilitarian woodwork for
millennia. With a tradition of its own, at present a number of artisans from Birbhum are involved in
practicing the art form. With their skill and expertise, our artistic geniuses have been successful in
carving out a variety of items in wood, ranging from items of home décor to utilities.
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Terracotta - Terracotta is a traditional Indian art form that has taken shape over thousands and
thousands of years. It includes intricate moulding of clay to create sculptures, figurines, earthenware and
other varied elements. The art products in terracotta or burnt clay satisfied the creative impulse of the
artists and also met the domestic and ritual needs of ordinary man. Clay objects were either baked in the
sun or burnt into terracotta for hardening and durability and were used by man in his daily life since pre-
historic times. In contemporary times, the popularity and demand of the art form has led reproduction of
other items out of terracotta, like jewelleries and showpieces. Birbhum houses a significant number of
terracotta artists, whose intricacy, skill and expertise have redefined carvings out of clay into antique
pieces of aesthetic importance.

Khesh Work - Khesh Work is considered to be an aesthetic tradition of relatively recent origin, having
believed to originate from the aesthetic imagination of creative artists residing in Birbhum. The weaving
technique essentially involves tearing old sarees into thin strips - the warp has the new thread and the
weft uses the thin strips of sarees. The weavers collect cotton sarees and it is the women who tear the sari
into long strips. Infused with indigenous aesthetics, khesh work produced on a variety of items reflects a
fusion of traditional aesthetics and modern art.

Jute craft - The handicrafts of Jute is one of the oldest crafts known to man and India has a rich source
of jute materials. Artisans at rural shades have a practice to produce stunning utility and decorative jute
articles. While historically jute weaving was seen in the context of producing practical tools, at present
the popularity of the art form has enabled skilled craftsmen to produce a range of utility and home decor
items to innovative jute accessories, including bags and jewelleries. Birbhum houses numerous
experienced jute artists, whose skills and expertise make them proficient in making innovative items out
of jute.
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e Dokra Art - Dokra art is non-ferrous metal casting using the lost-wax casting technique. This sort of
metal casting has been practiced in India for the past 4000 years and at present dokra features to be one
of the major artistic heritage of the nation. This art form features to be the indigenous heritage of the
state of West Bengal, where districts Birbhum and Bankura house several skilled dokra artists of the
nation. The skills and expertise of the craftsmen have witnessed aesthetic reproduction of dokra art to
produce a vast variety of items ranging from intricate jewelleries, showpieces to figurines and idols
carved out of lost wax technique.

A brief description of the multiple art forms practiced in Birbhum reflects the aesthetic importance of the
district. An appreciation and intention to promote and preserve indigenous heritage is incomplete without
proposing empowering measures for the practitioners of the art forms. In order to do justice to indigenous art
forms and their practitioners, in our project we have attempted in randomly selecting artisans from all across
Birbhum, who are pursuing the multitude of art forms stated above. Following we will narrate details
regarding our target beneficiaries selected for the said project.

3.2 Target Beneficiaries

Artisans from all over Birbhum, pursuing different art forms like kantha stitch, batik, leather, khesh work,
woodcraft, handpainting, dokra work, appliqué work, terracotta, bamboo craft, jute craft and jewellery
making are our potential target beneficiaries. A special emphasis has been given in our project to select a
considerable number of artisans belonging to the Scheduled Caste background. Ensuring a significant portion
of SC artisans among our target group, our project attempts to create holistic impact for the most
disadvantageous within the community of artisans residing in Birbhum. We have collaborated with District
Industries Center (DIC), Birbhum and DC Handicrafts, Bardhaman, West Bengal for this purpose. An initial
list of target beneficiaries is provided in the Appendix III of this report.
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knowledge management offers hope in this prospect, because, apart from providing relevant market-related
connections, it also attempts in developing knowledge capability of rural members through purposive
collaborations.

7.2.2 Cultivating Community of Purpose through Facebook

In our research intervention, we have attempted in creating community of purpose among rural urban agents
through social media sites like Facebook. In Facebook, members of RO have created a Facebook page called
NCoRe Hand-e-Craft (https://www.facebook.com/ArtofBengal) and individual profiles of member artisans,
where their created products are displayed along with short snippets on the creator of the handmade goods
(https://www.facebook.com/pg/ArtofBengal/videos/). Since members of our target group are practitioners of
different art forms and creator of a multitude of different products, the NCoRe page hosts category-wise
image of handmade goods, namely, garments, jewelleries, home furnishings, bags, utilities and others.

Fig. 4. Screenshot of NCoRe Facebook page

Facebook provides a mobile-first shopping experience where an individual/business entity can easily create
an online store. As many businesses are creating and strengthening their digital presence online amidst the
ongoing pandemic scenario, we are building digital shops on Facebook to promote different handcrafted
items manufactured by rural artisans, so that the latter’s business does not affect much amidst the changing
setting. All items are showcased in Facebook with proper description and artisan name.
https://www.facebook.com/ArtofBengal/shop/?referral code=page shop_tab&ref=page internal

Every handcrafted item in the Facebook page is linked with the digital catalogue exhibited in our digital
platform, NCoRe, for more detailed explanation and visualization. Apart from that, this digital shop allows
customers to contact directly with the rural artisans through WhatsApp to resolve product-related queries,
offer support and more. Through Facebook, artisans are expected to connect globally with a pool of buyers
and sellers and benefit socio-economically from the purposive exchanges taking place. Fig. 4 and 5 are
screenshots of our NCoRe Facebook page, which depicts the way the page is designed, the products are
displayed and artisan details posted alongside the products to narrate holistically to the buyer the journey
behind the exhibited handmade good.
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Fig. 5. Screenshot of NCoRe Facebook page

Our

Fig 6. Product Description section in NCoRe Facebook Page

NCoRe Facebook page also comes with the provision of community formation, where artisans get the
opportunity to connect with other artisans, who are either pursuing same and different art forms and also
with a pool of global consumers. The community part in Facebook is similar to the community we have
formed over WhatsApp. However, the Facebook community being open in nature, as opposed to the closed
WhatsApp community, is endowed with the capacity to extend the reach of our artisans to a multitude of
global consumers, thereby bearing the prospect of ushering concrete socio-economic benefit. Figure 6 is the
screenshot of our Facebook community page.
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Fig 7. Screenshot of NCoRe Community Page

In today’s world, with the rapid and remote penetration of smart phones, every other rural member is
whatsapp user. However, the artisans’ familiarity with Facebook is not that high. Hence, at present we are
engaged in populating our NCoRe Facebook page and simultaneously creating Facebook accounts of
individual artisan members, who do not possess one already. Creating a Facebook account and to encourage
artisans in participating in purposive exchange through Facebook is a process, which we have just started.
With sustained cultivation of community of purpose over Facebook, eventually we can expect concrete
socio-economic benefits, where artisans will be able to complete transaction cycles independently through
social media sites.

We have also recently undertaken a similar venture as done in Facebook in Instagram also, where we are
currently engaged in opening an Instagram page and individual Instagram accounts of member artisans.
Familiarizing marginalized artisans with social media operations is a time-consuming process, where we can
expect results only eventually.

7.2.3 Facebook Page Analytics (https://www.facebook.com/ArtofBengal)

e Total number of products (made by artisans of Birbhum) in Facebook Page: 639
e Total number of Artisans engaged in Facebook Page: 70

Below are some detailed analytics of the NCoRe Facebook page which are collected from the insights
section of the page. Insights about a Facebook page provide information about Page's performance, like
demographic data about page visitors and how people are responding to posts. We can use Insights to:

e Understand how people are engaging with NCoRe Page.
e View metrics about Page's performance.
e Learn which posts have the most engagement and see when your audience is on Facebook.
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of study (figure 11.1). Each group entered the trial at the same time point and acted as a control until such
time as they were randomised to crossover from control to intervention.

Select 40 Areas in Birbhum District (40 Groups)

]

Randomize Areas

4

Recruit 10-15 artisans from Each Area

1

Group No.

Week 39

Week 40

(1-10 weeks)

(11-20 weeks)

(21-30 weeks)

(31-40 weeks)

Control
Group 2
Gr3 Control Control
Group 3 Group 3
Gr39 Control Control Control
Group 39 Group 39 Group 39
Gr40 Control Control Control Control
Group 40 Group 40 Group 40 Group 40
Period 1 Period 2 Period 3 Period 4 Period 5

(41-50 weeks)

Seq A (10 groups x 15
artisans each group)

Pre-study of 10
Groups (A)

First Post-study of
Groups (A)

Second Post-study
of Groups (A)

Third Post-study
of Groups (A)

Fourth Post-study
of Groups (A)

Seq B (10 groups x 15
artisans each group)

Pre-study of 10
Groups (B)

First Post-study of
Groups (B)

Second Post-
study of Groups
(B)

Third Post-study of
Groups (B)

Seq C (10 groups x 15
artisans each group)

Pre-study of 10
Groups (C)

First Post-study
of Groups (C)

Second Post-study
of Groups (C)

Seq D (10 groups x 15
artisans each group)

Pre-study of 10
Groups (D)

First Post-study of
Groups (D)

The detailed weekly intervention plan is shown in Table 11.2.
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Table 11.2 The detailed weekly intervention plan
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11.2 Planning and Execution of a Digital Marketing Strategy using Digital Channels

The Indian cottage industry, comprising mainly handicrafts and textiles, has been traditionally known for its
exquisite handiwork and a distinct mix of beauty and tradition. However, the advent of the internet and e-
commerce have posed stiff challenges. Patrons, past and potential, now prefer the convenience of shopping
online. While artisans have tried to themselves shift online, there are few success stories to speak of. Here,
we will explore a step-by-step process to redefine the digital marketing strategy for artisans:

Step 1. Build an engaging website — with online payment capabilities (we will discuss that in section 11.3)
Step 2. Leveraging social media

Now that we have a running site, we need to leverage it. We need to be active in all social media channeld.
Using social media can be divided into two buckets:

2a. Pay-per-click Advertising (Google and Facebook)

The power of advertising through both Facebook and Google is sheer customisability. Users pay only when
potential customers click on their ads. With proven ROI of upwards of 5x, Google Ads and Facebook Ads
are an instrumental tool that can help MSMEs grow inorganically.

https://ads.google.com/home/

2b. Embedding business in social media

We have fulfilled the basic requirement of embedding social media in our business by adding direct contact
options (such as links to WhatsApp/ Messenger chat). Now we have to do the far more important thing —
embed our business into social media.

WhatsApp and Facebook are places where people spend a huge amount of time, especially WhatsApp in
India. Through WhatsApp Pay and WhatsApp Business, it is emerging as the new place for people to
discover catalogues of new products and greatly increases ease of shopping for customers, just with the help
of the mobile number of the business.

https://netolink.com/whatsapp-business/

https://techvirendra.com/whatsapp-payments-in-india-how-to-activate-transfer-money/
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Step 3. Using e-commerce
3a. Private players like Amazon/ Flipkart

Amazon especially has been aggressively pushing to onboard MSMEs, with special programs and
onboarding subsidies for women entrepreneurs, emerging businesses and handicrafts.

https://www.amazon.in/b/?node=1618387803 1 &tag=1AMZT1

3b. Government push — Khadi India online portal

The MSME ministry under Modi government has also been trying to prop up MSMEs, especially after last
year’s Atmanirbhar appeals. On 31 December 2020, Khadi and Village Industries Commission (KVIC)
launched Khadi India’s official site, not only for Khadi products, but also all handicraft and other products
made by MSME:s. Sellers can register themselves on the platform. And start selling. What is significant is
that even Government of India and PSUs will make purchases from here, such as Indian Railways for linen
to be used in trains. This platform can be a significant source of demand in coming years with increasing
reliance on self-sufficiency.

https://www.ekhadiindia.com

https://www.goodreturns.in/news/msme-khadi-india-s-official-e-commerce-site-launched-1195950.html

For immediate lead generation: Influencer marketing
Process to be followed:

1. Tie ups with influencers: Try to reach out to social media influencers, and try to create a pro-bono
partnership, where influencers will post about the website and its products. Convince influencers for
a pro-bono partnership on the grounds of helping rural craftsmen, in addition to the fact that it is a
government initiative to help such artisans.
2. Send few products to influencers for their use and ask them to vehemently spread the word.
3. Identify influencers based on following parameters:
a. No of followers >10k
b. Fashion/Travel/Leisure focussed
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11.3 Design and Development of a Prototype Commercial Platform for Artisans using CS-Cart

NCoRe is a social marketplace with an objective to promote the artistic journey of rural handicraft artisans
along with their handcrafted products to urban consumers. In order to strengthen the market linkage of the
rural artisans, it is important to promote them through some online channels. Direct transactions between
artisan and customers regarding any product selling or purchase will require standard payment handling and
proper tracking mechanisms. Standard payment handling mechanisms include integration of payment
gateway, UPI, Smart cards (debit and credit card), mobile banking etc. Since NCoRe is a research project
and funded by the Department of Science and Technology (DST), Govt. of India, that's why the NCoRe
platform cannot manage or handle the monetary transaction between rural handicraft artisans and customers.

But to increase the sales volume of the rural artisans, it is very important to enable the artisans in such a
platform where all kinds of activities (which includes inventory management, vendor management, logistics
tracking, payment utilization etc.) regarding the product selling can be performed. As a solution, we have
plan to design and develop a commercial prototype version of NCoRe in a multivendor eCommerce platform
named CS-Cart.

A multivendor marketplace is an e-commerce platform that empowers multiple vendors’ i.e. rural artisans to
sell their products from one storefront. CS-Cart multivendor software supports an unlimited number of
artisans. It helps an artisan to market their products online, even globally. In CS-Cart, every seller (ie artisan)
has their own backend panel and a storefront: their own online store with all the necessary eCommerce
features.

Key Features in CS-Cart Multi-Vendor Platform (under development):

e Mobile App: Offer a more convenient way to buy from CS-Cart online marketplace. With a mobile app
for i0S and Android, customers can browse CS-Cart marketplace, add products to wish lists and carts,
and pay via offline payment method or PayPal Express Checkout. All the data is synced with virtual
mall: if it change categories, products, users, carts, wish lists, orders, and other data, the changes will
affect the app. Admin are free to customize the look and feel of application by changing a logo and
colors. When the app is ready, it will upload to Google Play and App Store and keep it up to date.

e Advanced Artisan Payout System: Automate payouts to artisans to save time. Payments management
is the most significant part of every online marketplace. It has to deal with commissions and distribution
of payments between artisans every day. CS-Cart supports automatic or manual artisan payouts.
Automatic payouts are carried out via abuilt-in "PayPal for Marketplaces" payment method.
It distributes the payment between artisans and sends commissions to respective bank account. With
PayPal for Marketplaces customers can pay for their orders in bulk—payments are not split into multiple
steps when a customer buys products from more than 5 artisans.

e Common Products for Artisans: Make marketplace catalog look nice, clean, and uniform. With the
Common Products for artisans feature, it can forbid artisans from creating new products. Enable them
to only use listings created and designed by platform owner. In such listings, artisans can only set their
prices and quantity. Of course, it is free to allow artisans to add their products as well.

The Common Products for artisans function adds a comparison table to a product page. If a product
is sold by several artisans, a customer can compare prices and choose the best listing.

e Configurable Artisan Plans: The platform owner can earn extra with artisan’s monthly payments.
In the Multi-Vendor system, it will allow to create subscription plans for artisans with different
conditions and limitations. Artisan plans is a flexible tool that helps to increase revenue. First of all, apart
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from commissions, it allows to take a monthly fee from artisans for selling in CS-Cart. Secondly, with
artisan plans, commissions are pre-set for each plan, and a new artisan just picks the most suitable
option. The artisan plans functionality will save from troubles with setting commissions for artisans
manually.

Category Commissions: Attract more artisans by offering affordable commissions on low-margin
products. Popular products such as facemask, handbags are sold with a low margin. To attract artisans
selling these kinds of products, set a lower commission for low-margin product categories. On the other
hand, it will allow setting a higher commission for high-margin products such as heavy katha stitch
saree, jewellery and getting more income from your artisans.

Multiple Levels of Administrative Access: Running a large-scale marketplace is much easier when
delegating certain duties with staff members. The Multi-Vendor platform allows registering employees
and set different levels of access to the admin panel.

Flexible Product Approval System: Make product management simple and efficient. In Multi-
Vendor, product approval is flexible and handy at the same time. It will have 3 options:

v Let your artisan’s showcase products without moderation.
v Check every product added by artisans.
v" Allow certain artisans to add products without moderation.

Advanced Order Management System: Offer customers the most convenient checkout process. CS-
Cart eCommerce marketplace will contain thousands of products. What if a customer orders 2 products
from different artisans? In Multi-Vendor, customers don’t need to place multiple orders to buy goods
from several artisans. They place only one order and make a single payment in this case. From the admin
panel side, 2 separate orders are created, and each artisan can see an order that contains only his or her
products.

Detailed Statistics and Reports: It is impossible to run a successful marketplace without deep analysis
based on statistics and reports. What does Multi-Vendor offer interms of statistics? Multi-
Vendor is integrated with Google Analytics. This service generates detailed statistics about website
visitors. It gives rich insights into website traffic and marketing effectiveness. Another built-in analysis
tool is called "Sales reports". It gives detailed statistics on the sales in marketplace. Statistics may
be represented in a form of graphical or tabular charts. For convenience, charts are grouped into separate
reports.

119



APPENDIX I

A Detailed Report on Analyses of Community Interactions through WhatsApp

From Artisans’ End

Date Response Sent By Pattern of Response Reply to Response
7t July, 2020 Tasnim Handicrafts | Tasnim Handicrafts requested the RO to add his friend | Nasim Akhtar was added to the
(9126397343) Nasim Akhtar in the group. Forwarded the said person’s | group
number
30t July 2020 Deepti Saha Sent her self video, which has been uploaded in NCoRe | Tasnim Handicrafts
(8167343605) (9126397343) appreciated the

Sent her product photos (Hand painted T-shirt, Panjabi
and Canvas Paintings)

products and enquired about
Deepti's address

300 July, 2020

Santiniketan Sarees

Sent 11 photos of kantha stitched salwar kameez suit

No response

(6296102355) piece
31t July, 2020 Satyajit Mondol Sent the photo of his business card and one sample photo | No response
(7407119937) of his hand-painting and natural dye on tussar silk
315t July, 2020 M.D. Sent 11 photos of kantha stitched skirts No response
(7679319587)
315t July, 2020 Biton Sent 13 photos of hand printed ladies kurti Amitayu Mukherjee appreciated
(7865034584) the photos
31t July, 2020 Manas Dutta Sent 10 photos of kantha stitched kurta, salwar kameez | No response
(7384153994) set, skirt and sent his contact number separately so that
interested people can contact him
31t July, 2020 Biswajit Saha Sent 18 photos of kantha stitched bags No response
(7001710187)
9t August, 2020 | Satyajit Mondol Sent one photo of his hand-painting and natural dye on | No response
(7407119937) tussar silk
11 August, 2020 | Deepti Saha Enquired if anyone in the group has plain or monochrome | Urmila Das (9732168059) replied
(8167343605) panjabi yes and further enquired
regarding the material (khadi or
cotton) required
11% August, 2020 | Rinku Das Sent photos of dokra jewelleries and hair accessories No response
(9851171831)
11" August, 2020 | Subhas Dhara Sent photos of jewelleries No response
(8759334881)
11" August, 2020 | Debalika Dalal Sent one photo of a jewellery set. Said that the same piece | Madhu Da
is available in varied combinations (9434633176) enquired about the
wholesale rate
Member of RO appreciated the
product picture
110 August, 2020 | India Posted his requirement of Panjabi and gave his contact | Sraboni Sarkar
(7001915162) details (9126397343) for artisan members to contact him | (9614226103) responded and

enquired further on the quantity,
size and colour of Panjabi
required

11 August, 2020

B.S. (7864932912)

Posted his wholesale requirement of Kantha stitched
gachi tussar saree

Sk Saifuddin shared his contact
details (7718331620) and 27
photos of kantha stitched sarees

11 August, 2020

Sk Saifuddin
(7718331620)

Posted 27 photos of kantha stitched sarees in response
to B.S.’s requirement

Biswa Shilpa Kutir
(8906868131) appreciated the
sarees and enquired about
Saifuddin’s address

Satyajit Mondol replied that the
posted sarees are not tussar and
asked Saifuddin to send pictures
of tussar sarees

11% August, 2020

Sk Saifuddin
(7718331620)

Posted photos of kantha stitched gachi tussar sarees in
response to Satyajit Mondol's requirement

Member of RO appreciated the
product picture
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B.S. shared his contact number
(8967136196) and asked to call
him the next day at 10am

Satyajit Mondol seemed satisfied
with the material of the sarees as
depicted in the photos sent in this
lot

12t August, 2020 | Rinku Das Sent photos of dokra jewelleries No response
(9851171831)

12t August, 2020 | Manas Dutta Sent photos of kantha stitch salwar kameez piece and | No response
(7384153994) sarees

12t August, 2020 | Tasnim Handicrafts | Shared his contact details and address and sample | Biswa Shilpa Kutir asked for more
(9126397343) photos for contacting him regarding any requirement on | photos, which Tasnim

Panjabi, kurti and top designing, cutting and stitching

Handicrafts posted eventually

12t August, 2020

Sraboni Sarkar

Posted photos of handloom sarees

No response

(9614226103)
18 August, 2020 | Debabrata Sengupta Posted requirement for kantha stitch batua bag No response
(8967136196)
19t August, 2020 | Debabrata Sengupta Posted his urgent requirement for appliqué kurti with | No response
(8967136196) photo and wholesale price
24t August, 2020 | Sannasi Das Posted photos of leather bags Member of RO appreciated the
(7865072811) product pictures

241 August, 2020

Biswa Shilpa Kutir
(8906868131)

Informed he has viewed his profile (Dipak Biswas) and
liked it immensely. However, rectified his pin

Member of the RO took note of
the change in pin and eventually
rectified the mistake in the
website

26 August, 2020

Ski needle work

Expressed his concern that this group should only

Member of RO assured the same

(9775234717) comprise of artisans and conversations must be all
business oriented
27t August, 2020 | Madhab Pal Posted 77 pictures of kantha stitch sarees (9735145323) appreciated the
(9679455534) photos and enquired about
Madhab Pal's address and the
type of materials in which he does
kantha stitch.
28" August, 2020 | Debolina Posted 10 photos of hand batik uttorio Biswa Shilpa Kutir, Sourav
(9474395558) Halder, Sannasi Das appreciated
the photos
Debabrata Sengupta enquired
about the price
28 August, 2020 | Mita Das Posted 19 photos of kantha stitch salwar kameez piece Madhab Pal enquired about the
(8759077388) price
28 August, 2020 | (9475852020) (9475852020) requested the RO to add Nabirul Mallick's | RO added the number to the
number (8944820052) in this whatsapp group group

31st August, 2020

Prashun Nasipuri
(9547017742)

Posted one photo of block printed saree

Satyajit Mondol sent his own
hand printed product photo in
response to assert the difference
between hand and block print.
Satyajit Mondol then asked
Prashun for more photos, which
he sent eventually

Madhusudan Biswas enquired
about Prashun’s address

31st August, 2020

Kshama Pal
9547503328)

Posted photos of kantha stitched jackets, blouse piece,
kantha stitched sarees

Member of RO appreciated the
product pictures

Shibani Dutta enquired about the
price of a kantha stitch saree and
blouse piece

315t August, 2020

Madhab Pal

Posted one photo of kantha stitch saree with price

No response

31st August, 2020

Prashun Nasipuri

Posted pictures of hand printed sarees

Satyajit Mondol (whose expertise
is hand painting) commented that
the products are not upto the
mark
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(Thursday Part II https://www.youtube.com/watch?v=v9OLF3KI d5g
Morning)
Video | Introduction to | C¥ (T SEIZ IR FACO 20T SARNCE SIACS 203 Sefetizn-d BIRFI-2f
8.5 online financial | RFSICI (FH FICH | FHRCACGH ARICI) SN ARGS9 GFIGH (AP S+
(Friday | transaction GGG BIFT SAS1CS T 8179 FHCS AR | feoa fofee BT (|
Morning) https://www.youtube.com/watch?v=L8fOB IaaAE
Video How to handle | ZDRCACGR JMKCH PSR BT 2T (AT AN H2HT GFTSCD “THRCAD
8.6 digital cash: | W% ST § ToeTg ARFCS 20 | ORI SN UPI 927 F(F etz &
(Saturday Some LT BIFT Sl &I FICO A | (67 G2l UPI 20eT @917-C (Google
Morming) examples Pay), CFIN-C7f (Phone Pay), C?G@ (PayTm) 3951W | S[eii3=-9 GIpl- o1
RS (T FACH, CTo1 &N 93 ffGe-T (73:
https://www.youtube.com/watch?v=qG5jw0bUvOM
Video | Cyber-crime | fGf&BIeT CACFGR 0o ABCR AOIRH, CHTH oo % Jfar B F 2R
8.7 and how to be
? P e ? G :
(Sunday | Safe from N33 F 13 5 2 e T FACI? CTBT TS (WY
Morning) | Cyber Attacks | https:/www.youtube.com/watch?v=BBNPbXxyz1Y

https://www.youtube.com/watch?v=v-vxF3flAbk
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APPENDIX V: TRAINING MATERIAL

(i) Digital Competency Training (Monday);
(i) Training on Photography and Videography (Wednesday);
(iii) Training on Product Development and Market Trends Analysis (Friday)
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NCoRe: A Social e-Commerce
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APPENDIX VI
Artisan Profiling App (Functional Flow)

[Slide-1]
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[Slide-2]

Instructions for Slide-2:

1. Put general voice over like “ Q2RI ANV I, I, %WT, ISR ERALIE]
PP
2. Change the font style (use Kalpurush) so that it looks nice throughout the entire app
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[Slide-3]

Instructions for Slide-3:
1. The demo image will be replaced by the artisan image
2. Open front camera of the mobile phone once the artisan clicks on the Camera button.
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[Slide-4]
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[Slide-5]
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[Slide-6]
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[Slide-7]
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[Slide-7.1]
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[Slide-15]

Instructions for Slide-14:
After clicking “¥=J]TN" button, the app will closes automatically.
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[Slide-16: Artisan Dashboard]

Instructions for Slide-15:
1. Once Artisan reopens the app, it will directly redirects to dashboard of the App.
2. If artisan clicks on the “®NTF (ATHIRA (MYTIT” then GOTO Slide-17

3. If artisan clicks on the “STNIF ©T ATHNTGL P then GOTO Slide-18
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[Slide-17]
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[Slide-18]

Instructions for Slide-18:
1. If artisan clicks on the “~N\Q« (ATTIB (M5 FACS BI2” then GOTO Slide-7
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