
HANDCRAFTED IN INDIA
CAMPAIGN

CAMPAIGN 
OBJECTIVE

• CREATE AWARENESS ABOUT 
THE adverse impact of 
present crisis on ARTISANS

CURRENT 
BARRIERS

• Low levels of knowledge
• Apathy

COMMUNICATION 
TASK

• bring a sense of urgency

• Create a buzz
• Make craft desirable/ 

instill pride of ownership
• Heritage
• Patriotic
• Fashionable
• Unique/Special/personalized
• Ethical
• sustainable

• Stimulate demand by 
Bringing craft products 
into people’s 
consideration set – for 
gifting, for the home, 
innovative applications 
(packaging)

• Not top-of-mind

• Considered infra-dig 
(general image of cheap, 
not classy)

• Not confident of quality

• Create a buzz

• Make craft desirable/ 
instill pride of ownership

Heritage
Patriotic
Fashionable
Unique/Special/personalized
Ethical
sustainable



TARGET
AUDIENCES

• Policy makers and influencers

• Craftpersons

• Potential buyers – particularly 
millennials 

• Corporates

• Hospitality industry

• Architects and designers



COMMUNICATION
STRATEGY

• PHASE 1: editorial led campaign to 
highlight the following:

– Importance of this sector

– Current plight due to pandemic

– Help that can be provided

• PHASE 2: Multimedia campaign to create a 
buzz and desire for craft products and 
assist in demand creation

– Craft can be hep

– By buying craft I can help craftpersons and the 
environment

– It is the patriotic thing to do



ROLE OF
SOCIAL MEDIA

• PHASE 1:

– Highlight human interest stories

• PHASE 2:

– Craft stories to impart knowledge and 
create interest

– Stories of craftpersons (people buy the 
artist & not the art)



CALL TO
ACTION

• Direct to campaign website

– Mirrors social media content (craft stories, 
craftspersons, buying tips, decorator blogs etc)

– Database of craftspersons

– Links to sellers

• Direct to campaign brand partners

• Create/promote platforms like periodic 
virtual haats to propel online sales


