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A. PREFACE

The Domestic MarketSurvey on Coir Mats and Mattingvas conducted with
the intention of helping the MSME Sector of the coir Industries dfdia and Keala
in Particular. The studywas initiated by SIDBI as the leading organization for the
implementation of a multi -donor project supported by Govt. of India, World Bank,
DFID, KFW & GTZ. Thmoject was implemented asAlappuzha BDSProject by an
Ahmedabad based nofprofit, NGOname Cluster Pulse an@TF Group USA

The mission of this initiative is to strengthen the MSME Coir sector of
Kerala and particularly Alappuzha through developing a supporting belt of
efficient Business Development Service Providers. As part of this mission, it wa
felt that an All-India market survey of coir products would be helpful in
developing the marketing strategies of the Coir Cluster. Thassignment was
entrusted to CBRC which is a consortium of BDS Providefithe population of the
study was 3tier: consumers, retailers and wholesalers of coir floor covering
materials. The study was focused on to find out the consumption pattersnd
potential of the coir products in different parts of the nation.

The study was conducted on all Indi basesusing sampling method.15
representative locations were selected from all ove India which includes 5 metro
cities and 8 tire-2 cities and 2 small towns were selected for conducting the
survey. A sample size of 350 consumers, and 55 retailers and 55 wholesalers (¢
floor covering materials were planned to be covered in total spreadver different
selected locations. The actual sample sizesobtained are consumers 368,
wholesalers 60 and retailers 66.The interviews were conducted usingpreplanned
interview schedules. The interviews of the respondents of metro cities were
covered directly in person and the tire2 cities /small towns were covered
through telephone. The data collectedvas tabulated, ananlysed and presented in
the following pages of this report.

CBRC is indebted t@ ) $ "AJafugha BDSProject and particularly to Mr.
Ja@t Shah, Mentor of Cluster Pulse, Mr. Koteswar Rao, General Manager of Clus
Pulse andMr. Pankaj Ahir, who is in charge of Alapuzha BOSoject for assigning
this task of conducting an Al India study about coir market and providing
guidance wherever fand necessary.

| express ny gratitude to my colleagues of CBRC for undertaking their task
efficiently, and helping me by giving necessary guidance amadvicefor completing
the analysis and also to those who have prepared the database, carried out the
personal and telephonic interviews, tabulation of data, and other administrative
tasks. JosephM. Cherukara
Date : 5th April 2011 Hon. Secretary, CBRC

er

97



CLUSTER Putse

B. EOREWARD

3)$" )60 ! 1 AMBDdSE Bevelo@ndnt Services) Projecivas
launched on 7th July 2007 with an objective to build a self sustained loop of
specially trained BDS providers (Consultants) forOEA - 3- %60 | £
floor covering industry and to increase the competitiveness and capacity of
the Micro, Small and Medium enterprises ( MSME ) of the Alleppey coir
Al OO0OAOS8 4EA DOI EAAO EO 4&£01 ARAA A
developmental do nors, World Bank, DFIDUK, GTZ & KFWzGermany. Small
Industries Development Bank of India (SIDBI) is playing a role of nodal agency for

Govt. of India

SIDBI nominated Cluster Pulsgwww.clusterpulse.org ] an ISO certified
economic development agency to develop the competitiveness and capacity
building of the Micro, Small and Medium enterprises of the Alleppey coir
cluster by EI 1 AT AT OET ¢ Al ETT1T OAOEOA AT 14

A £ oA s s

[www.alappuzhabds.com ] within a period of 4 years.

Major interventions by the project

1 Conducted about 65 activities for the coir industry within 31/2 years of
implementation which includes awareness programmes in areas of
production, marketing, exports HR, IT training, awegness on
environmental issues & Management training for micro & small
enterprises.

1 The Project contributed Rs. 10 lakhs as a grant through SIDBor the
AAGAT T PI AT O T &£ "OOET AOO $AOGAIIT PI A
council (CSC) at Alleppey.

1 The Alleppey Coir industry found a place in the International Year of
Natural Fibres (IYNF) event calendar during 2009 as the coir design
competition was organised by Alappuzha BDS project in association with
ACCDS & FICEA.

1 Conducted the Coir Design Competition consecutively for 3 year2009,
2010 and 2011 for the benefit of the coir designers.

1 Taken a delegation of coir cooperative society to thelTF (India
International Trade Fair) 2010 at Delhi under the project with support of
Coir Board.

T &AAEI EOAOAA AAAARAOO Oi AOAAEO A& O
SIDBI.

1 Formed the Consortium of Service providers called CBRC (Centre for

Business Research and Counsellingiwww.cbrcindia.com to sustain the
services to the coir cluster.

T -1 OEOAOAA OEA i1 AEgi ¢ 1 &£ OEA 71/ 2,
company - Travancore Cocotuft Pvt.LTD for international brand promtion
of coir fibre & Alleppey.

$

\ADO

O
+*

I OA

Qu
O


http://www.clusterpulse.org/
http://www.alappuzhabds.com/
http://www.cbrcindia.com/

CLUSTER Putse

1 Undertaken the study on Coir Fibre availability Scenario in association with
Coir Board for finding out immediate and sustainable solution of coir fibre
shortages.

Though unofficial figures state that domestic market is m@ than the
export market, none of the major exporters have explored the domestic market. In
order to assess the domestic market potential, this project has undertaken &
Domestic Market Survey of Coir Mats and Matting Products.

Centre for Business Researctand Counselling (CBRC), an NGO, wa
entrusted the task of conducting the survey, on the basis of Terms of Reference, i
15 cities of India selected on the basis of geographical representation of east, wes
nort & south of India.

i

Five metro cities were plysically surveyed and 8 tier Il cities and 2 small
towns were surveyed by telephonic survey method.

The population of the survey was 3 tier including consumers, wholesalers
and retailers trading in floor covering materials like carpets and door mats.

Sepaite interview schedules were developed, on the basis of the Terms o
Reference, tested for suitability and used in the survey.

The physical survey in the metro cities was supervised by members of
CBRC, and local enumerators were used wherever necessary dgssistance in local
languages.

Telephonic survey was conducted using suitable enumerators with
communication skills and hold in local languages, and the survey was conducted
under CBRC supervision.

The sample size wa868 consumers, 60 wholesalers & 66 retailers .

The data collected were carefully tabulated, rechecked and analysed using
MS excel and SPSS software.

The results of analysis are presented in the form of tables and charts

Findings are presented separately as general findings and specific toetterms of
reference.

The project hopes that these survey findings would definitely help the
export community to understand the size of the market, consumer preferences,

buying pattern, wholesders & retailers practices etcto make a strategic domestic
market entry plan.

Jagat Shah
Date: 5t April 2011 Mentor, Cluster Pulse
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1.0 Background

MSMEs form the b& OT AE 1 £ + A OA | As dhéindiard eechomiz mdvés O
from low- to mid-income status, the economic relevance of MSMEs will also grow
further, with MSMEs accounting for an increasing share of both gross nationa
income and employment. Ensuring that MSMEs in Kerala have access to hig
quality business development services (BDS) is ceral to supporting their growth .

The Small Industries Devepment Bank of India (SIDBI) is leading the
implementation of a multi-donor project z Govt. of India, World Bank DFIQ KFW
& GTZ to increase the flow of credit and related support services to MSMEs i

+AOAIT AGO #TEO Al OOOAOh lexkEOE " $3 OAOOEH

Coir MSMEs are facing many challengesich asraw material shortage, labour
shortage, technology upgradation, need for new techniques andnnovations, and
need to compete in international market anddlomestic markets.

One of the reasons to conduct doestic market survey of coir producst is that
there is no authenticated data available for domestic market forcoir mats and
matting. A rough estimated domestic market of coir mats and matting aremore
than export market.

Most of the MSMEs in coir areskeptical about the possibilities of the domestic

market. The MSMEs are getting attracted towards exports market though the
export market for coir mats and mattingis about at Rs. ®0 G.

The main motive behind conducting domestic market survey of coir mat and

matting is that the survey can explore the potential of coir mats and matting
products in Indian market that can motivate coir MSMEs to target domestic
market instead of fighting for highly volatile export market.

3) $ " Aléppuzha BDS Project appointed professionally managed BDS
Consoritum - Centre for Business and Counselling (CBRC), Cochin, an NG
registered under Charitable Societies Act, to conduct the domestic market survey
of coir mats and matting products.

oous
h
]A ye
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14



CLUSTER Putse

2.0 Overall Objectives

The main objective behind conducting domestic market survey of coir mats

and mattings is to can explore the potential of coir mats and matting products in

Indian market.

2.1 Scope of the Work

The following were identified as the scope of the work

To identify the potential of the domestic market

To identify demand and buying pattern of domestic market with regards to
coir mats and matting products.

To highlight the major competition to the coir products and suggest ways to be

competitive in the domestic market.

2.2 Expected Outcome and Deliverables

1.
2.

Productsto be covered under survey:
Coir Mats (Plain, Rubberized, PVC tufted etc.)
Coir Matting

2.3 Expected Outcome:

Consumer Survey:

T
il
T
1
T
T
1
T
T
1

Buying pattern for mats

Price expectation

Quiality expectation

Availability of the products

Awareness about green concept of coir

Number of mats purchased in a year
Comparisonof coir mats with competing products
If buying coir mats, why?

If not buying coir mats, whynot?

Do they know about coif?

15
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Survey of the Wholesaler s/ Traders / Stockiest

= =/ =2 =4 -4 -4 -4 -4 -4 -2 -2 -5 - -

For how long theyhave beenin this business?

Do they deal in coir mats?

If Yes or No, What all mats they sell?

From where did you get the coir product®

Why not coir?Or Why Coir?

How is the supply of coir mats?

Are they satisfied with supply in terms of timing, price and quality?
Do they promote coir exclusively?

Do they know the green concept of coir?

Do they market coir products using green concept?

How the credit flows from manufacturer to trader and further to retailers?
Does the gason playany role in stocking the coir products?

Rough pricing of coir products in wholesale? Vis a vis other mats?

Coir product sale in comparison to other mat products sale

Survey of Retailer:

= =2 =/ =4 A -4 -4 -4 -4 -4 -2 -5 -5 - -

How long they are retailing the mat products?

Do they dal in coir products?

From where did you get the coir products?

How much percentage of their business is coir?

Do they know about green concept of coir?

Do they utilise green concepbf coir to sell coir products to consumers?
How do the retail prices of car products compare with those ofother mats?
Consumer preference as per the retailer view?

Major selling points of coir and other mats from the view point of retailer
Approximate requirement of coir products and against the demand
What kind of coir products do consumers prefer?

Do branded coir product have a market?

Does packaging plagnyrolein AT T O O budiap&exision?

Do they require support from manufacturer in selling coir products?

What support do they expect from manufacturer in promoting geen concept?

16
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3.0 Methodology
3.1 Population

Consumers: The population of consumers for the studysi the consumers all over

India. The consumers are classified into two groups: household and institution.

Wholesale/retail traders : Wholesale traders are thos who are engaged in the
distribution of floor covering materials generally known as carpet traders. The

coir floor covering materials are traded by carpetraders.

Retail traders are those who deal in floor covering materials generally

known as carpet traders

3.2 Sampling method

The principle used is the following:
1 Geographical representation

M Resource limit

First it was decided to select 19ocations all over India. Thelocations were
selected on the basisof geographical representation, as well as renal

significance.

It was decided to include 5 metro cities8 Tier-2 cities and 2 small towns.

It was decided to cover 30 consumers in each metro gjitand 2 consumers in

each one of the Tier2/small towns.

The Wholesale and Retail traders are to beovered in equal numbersFive
wholesalers/retailers were to be covered from eachmetro city and 3 each from

Tier-2 city/ small town.

17
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3.3 Data Collection

It was decided to do the data @lection from the metro cities by personal

visit and from the Tier-2 city /small towns by telephonic method.

The database of consumers of TieR city /small towns was taken from the

telephone directories, of the respective cities from internet.

The database of the wholesale/retail dealers of all cities were developed
from various databases of the internet. But it was decided to supplement the

database of the metro cities during the personal visit of the CBRC Members.

The data collection form the consumers of the metro cities as planned to
be taken using the conveniencand quota sampling method, i.e., meet the required
number of consumers by visiting various household/institutional consumers,
keeping care to select different respondents from heterogenic demgeographic

backgrounds.

Also it was decided to hire the service of enumerators at various metro
cities. Telephonic enumerators were hired from Cochin on the basis of their
knowledge of regional languages as well as theiability to conduct telephonic

survey.

3.4 Data Tabulation
The data tabulation was designedising Microsoft Excel sheets prepared

for the purpose.

3.5 Data Analysis
Data analysis wasdone using qualitative and quantitative statistical tools

such as mean, standard deviation, correlation, regression, etc.

3.6 Interpretation
Trends and tendencies werddentified and interpreted in order to enable

formulation of strategic plans for the achievement of the given objectives.

18
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4.0 Data Collection
Consumers, Retailers and Wholesalers

The following table shows thesizesof the samples collected for the survey

Table No.1: Samples used for the Domestic Survey on Coir Market

City Consumers | Retailers |Wholesalers Type of Survey
Ahmedabad 20 3 3 Telephonic
Bengaluru 38 9 6 Physical
Bhubaneswar 20 3 3 Telephonic
Chandigarh 22 3 3 Telephonic
Chennai 32 3 3 Physical

Cochin 20 3 3 Telephonic
Hyderabad 20 3 3 Telephonic
Indore 25 5 4 Telephonic
Jaipur 20 3 3 Telephonic
Jamshedpur 20 3 3 Telephonic
Kanpur 20 3 3 Telephonic
Kolkata 30 7 9 Physical
Mumbai 30 8 6 Physical
New Delhi 30 5 5 Physical
Patna 21 5 3 Telephonic
Total 368 66 60

The data was collected using interview schedules designed to collect the teged
data from each category. The interview schedule was pretested before
administering for data collection.

The assistance ofdcal personswas used in the physical data collection and one
member of CBR@vas in charge of eaclmetro city.

The telephonic survey was conductedunder supervision by enumerators with
knowledge of the respectiveregional language.

19
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5.0 Data Analysis

5.1 Data Analysis-Consumers
Q. No.3:Regions: Gender-wise Distribution of Consumers

Table No.2:
. Gender
Regions Male Fernale Total
Ahmedabad 9 11 20
Bengaluru 17 21 38
Bhubaneswar 10 10 20
Chandigarh 8 14 22
Chennai 28 4 32
Cochin 12 8 20
Hyderabad 14 6 20
Indore 21 4 25
Jaipur 9 11 20
Jamshedpur 16 4 20
Kanpur 12 8 20
Kolkata 19 10 29
Mumbai 24 6 30
New Delhi 22 8 30
Patna 11 10 21
Total 232 135 368

Q. No.5:Regions: Education -wise Distribution of Consumers

Table No.3:
Education
Regions Matriculate Under- |Graduat Post- Total
Graduate e Graduate

Ahmedabad 2 1 16 1 20
Bengaluru 4 11 17 6 38
Bhubaneswar 2 10 8 20
Chandigarh 1 2 12 7 22
Chennai 1 13 18 32
Cochin 1 2 9 8 20
Hyderabad 1 1 15 3 20
Indore 2 12 11 25
Jaipur 2 3 12 3 20
Jamshedpur 1 14 5 20
Kanpur 3 3 10 4 20
Kolkata 1 3 15 11 30
Mumbai 3 1 17 9 30
New Delhi 2 2 11 15 30
Patna 1 2 16 2 21
Total 23 35 199 111 368
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Q. No-4: Regions: Age wise distribution of the consumers sample

Table No.4:
Age
: Below Above | Total

Regions 30 31-45 | 46-60 60
Ahmedabad 9 7 4 20
Bengaluru 24 5 5 4 38
Bhubaneswar 6 10 4 20
Chandigarh 8 7 7 22
Chennai 11 11 7 3 32
Cochin 4 9 7 20
Hyderabad 6 12 2 20
Indore 4 9 12 25
Jaipur 9 9 2 20
Jamshedpur 3 9 6 2 20
Kanpur 8 9 2 1 20
Kolkata 2 8 18 2 30
Mumbai 7 13 5 5 30
New Delhi 11 12 7 30
Patna 8 9 3 1 21
Total 120 139 91 18 368

Q. No. 7: Regions:Annual Income wise distribution of the consumers sample

Table No.5:
Annual Income
Regions |Below 2 21k -5k Above | Total
Ik 51k
Ahmedabad 1 17 2 20
Bengaluru 18 14 6 38
Bhubaneswar 5 10 5 20
Chandigarh 2 16 4 22
Chennai 3 13 16 32
Cochin 8 9 3 20
Hyderabad 5 10 5 20
Indore 2 18 5 25
Jaipur 1 15 4 20
Jamshedpur 5 10 5 20
Kanpur 2 16 2 20
Kolkata 6 20 4 30
Mumbai 7 10 13 30
New Delhi 5 12 13 30
Patna 1 18 2 21
Total 71 208 89 368
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q. No.8: Have you heard about Coir Products?

Table No.6:

Regions No Yes Total
Ahmedabad 20 20
Bengaluru 6 32 38
Bhubaneswar | 1 19 20
Chandigarh 22 22
Chennai 1 31 32
Codin 20 20
Hyderabad 20 20
Indore 3 22 25
Jaipur 20 20
Jamshedpur 20 20
Kanpur 20 20
Kolkata 30 30
Mumbai 1 29 30
New Delhi 1 29 30
Patna 21 21
Total 13 355 368

Chart No.1: Have you heard about Coir Products?

no

yes
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q.No0.9:Which are the items you know as Coir Products?

Table No.7:
Coir Products Frequency Percent
Mattings 3 0.8
Wall hanger 3 0.8
Carpet 36 9.8
Door mat 150 40.8
Door mat + Mattings 176 47.8
Total 368 100.0

Chart No.2: Which are the items you know as Coir Products?
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100 1
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

CLUSTER Dutsc
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Table No.8:

Response Frequency Percent
None 12 3.3
Own use 193 52.4
Friends/relatives 19 5.2
Office 7 1.9
Shop display 23 6.3
Ads 56 15.2
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CBRC CLUSTER Dutse

Q. No.11: In which media do you have seen Ads about Coir Products?

Table No.9:
Media Viewership
None 15%
Cinema 2%
Press Ad 14%
Hoardings 21%
Shop Displays 26%
T.V. Ad 55%

Chart No.4: In which media do you have seen Ads about Coir Products?
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

CLUSTER Putse

Q. No.12: Do you think Coir Products are environment friendly?

Table No.10:
Response Frequency Percent
No 16 4.3
Yes 352 95.7
Total 368 100.0

Chart No.5: Do you think Coir Products are environment friendly?

no

yes
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

CLUSTER Putse

Q. No0.13: Are you using Coir Products?

Table No.11
Response Frequency Percent
No 68 185
Yes 300 81.5
Total 368 100.0
Chart No.6:

13. Are you using Coir Products?

no

yes
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

18 .isptdq )& OIAOER xEEAE AOA ¢
Table No. 12:
Response Frequency Percent
None 78 21.2
Carpets 24 6.5
Doormats 210 57.1
Door mats+ QGarpets 56 15.2
Total 368 100.0
Chart No.7:
14, | f &6Yes o6, whi ch ar
doormats+carpets

carpets

none

doormats
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CLUSTER Dutsc

Q. No.15: How much Coir Products did you purchased in a year?

Table No. 13:

Response Frequency Percent
1-4 nos 213 57.9
5-8 nos. 51 13.9
9-12 nos 22 6.0

13-16 nos 7 1.9

Nil 75 204
Total 368 100.0
Chart No.8:

15. How much Coir Products did you purchased in a year?
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

CLUSTER Dutee

Q. No.16: If 'No',why are you not using Coir Products?

Table No.14:

Response Frequency Percent
Negative feed back 37 10.1
Lack of awareness 36 9.8

Non availability 13 3.5
No need 9 2.4
Highly priced 6 1.6
Qeaning difficulties 2 0.5
Not stylish 3 0.8
Better substitute 2 0.5
Sip on floor 1 0.3
Health reasons 1 0.3

Chart No.9: Why are you not using Coir Products?
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

CLUSTER Dutsc

Q. No.17: Are you interested in buying Coir Products?

Table No.15:

Response Frequency Percent
Definitely yes 17 4.6
Probably yes 231 62.8

Neutral 75 20.4
Probably no 25 6.8
Definitely no 20 5.4
Total 368 100.0
Chart No.10:

17. Are you interested in buying Coir Products?

definitely no

definitely yes

probably yes
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

CLUSTER Dutsc

Q. No0.18: Are you satisfied with Coir Products that you ha ve used?

Table No.16:
Response Frequency Percent
Highly satisfied 25 6.8
Satisfied 238 64.7
Neutral 61 16.6
Unsatisfied 29 7.9
Highly unsatisfied 15 4.1
Total 368 100.0
Chart No.11:

18. Are you satisfied with Coir Products that you have used?

highly unsatisfied

unsatisfie

neutral higly satisfied
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q No.19: Will you purch ase Coir Products in future?

Table No.17:

Response Frequency Percent
No 48 13.0
Yes 320 87.0

Total 368 100.0
Chart No.12:

19. Will you purchase Coir Products in future?

no

yes
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

CLUSTER Dutsc

Q. No.20: Would you recommend to others to buy Coir Products?

Table No0.18:

Response Frequency Percent
Definitely yes 107 29.1
Probably yes 161 43.8

Neutral 62 16.8
Probably no 34 9.2
Definitely no 4 11
Total 368 100.0
Chart No.13:

20. Would you recommend to others to buy Coir Products?
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B CLUSTER Dutsc

Q. No.21: What recommendations would you offer for im proving Coir

Products?
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5.2 Data Analysis-Retailers

Region-wise :- Distribution of Retail ers for Floor Covering Materials

Table No.19: Distribution of Retars for Floor Covering Materials

Region Frequency Percent
Ahmedabad 3 4.5
Bengaluru 9 13.6
Bhubaneswar 3 4.5
Chandigarh 3 4.5
Chennai 3 4.5
Cochin 3 4.5
Hyderabad 3 4.5
Indore 5 7.6
Jaipur 3 4.5
Jamshedpur 3 4.5
Kanpur 3 4.5
Kolkata 7 10.6
Mumbai 8 12.1
New Delhi 5 7.6
Patna 5 7.6
Total 66 100.0
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q. No5: What kind o f coir product are you handling?

Table No.20:
Response Frequency Percent
No coir products 10 15.2
Doormat 20 30.3
Coir carpets 6 9.1
Cthers 30 455
Total 66 100
Chart No.15:
5. What kind of coir product are you handling?
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q. No7: How long have you been dealing in Coir Products?

Table No.21:
Years Frequency Percent
<1 year 2 3.0
1-3 years 4 6.1

4-7 years 10 15.2

8-10 years 11 16.7

above 10 years 39 59.1

Total 66 100.0

Chart No.16:
Q. No.7: How long have you been dealing in Coir Products?
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Q.No8: What are your annual sales of Coir Products?

Table No.22
Annual Sales of Coir
Frequency Percent
Products
60000 1 15
3000000 1 15
5000000 1 15
5500000 1 15
50000 2 3.0
200000 2 3.0
1500000 2 3.0
1200000 3 4.5
Total 13 19.7
Missing System 53 80.3
Total 66 100.0
Chart No. 17:
Q.No0.8: What are your annual sales of Coir Products?
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Q. No9 - Percentage of coir sales in total sales?

Table No. 23
Percentage of Sales Frequency Percent
.01 2 3.0
.02 2 3.0
.03 1 1.5
.05 2 3.0
10 11 16.7
A5 1 15
.20 4 6.1
.25 5 7.6
.30 4 6.1
.35 3 4.5
40 3 4.5
45 2 3.0
.50 3 4.5
.55 2 3.0
.60 1 15
.65 1 15
.70 2 3.0
75 1 1.5
.85 1 15
.90 1 1.5
.99 1 1.5
1.00 4 6.1
Total 57 86.4
Missing 9 13.6
Total 66 100.0

Chart N0.18:

30

20 1

10 o

Q.No0.9: Percentage of oir sales in total sales?

.01 .03 .10

.02 .05

.20 .30
.15 .25

.35

.45

.50
.55

.60

.70
.65

.85 .99

.75 .90 1.00

40




CBC CLUSTER Dutsc

CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q. Nol10: Do you have any complaints about Coir Products?

Table No. 24:

Response Frequency Percent
Yes 28 42.4
No 38 57.6

Total 66 100.0

Chart No. 19: Do you have any complaints about Coir Products?

Chart No. 20:
10. Do you have any complaints about Coir Products?
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CLUSTER Dutee

Q. No.11: For floor covering which product you will recommend to

Chart No.

your consumers?

Products Recommended

Table No. 25:
Product Frequency Percentage
Foam 1
PVC 1
Plastic 2
Non-Woven 2
Rubber 3
Woven 3
Cotton 3
Synthetic 3
Jute 6
Coir 29
21: For floor covering which product you will recommend to your
consumers?
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CLUSTER Dutee

Q.No.12. Do you think that dealing in Coir Products will be profitable

for you?
Table No.26:

Response Frequency Percent
No 8 12.1
Yes 58 87.9

Total 66 100.0

you?

Chart No.22: Do you think that dealing Coir Products will be profitable for

yes

no
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

CLUSTER Dutee

Q. No.23: Does the season play a role in stocking the Coir Products?

Table No. 27
Response Frequency Percent
No 27 40.9
Yes 39 59.1
Total 66 100.0

Chart No.23: Does the season play a role in stocking the Coir Products?

no
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q. Nol4: What is the market feedback that you get about the quality of Coir

Products in comparison with other products?

Table No. 28:
Response Frequency Percent
Very poor 2 3.0
Poor 5 7.6
Excellent 17 25.8
Very good 20 30.3
Neutral 22 33.3
Total 66 100.0

Chart No. 24: What is the market feedback that you get about t he quality of

Coir Products in comparison with other products?

very poor

poor

neutral

excellent

very good
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q. No.15: From where do you buy Coir Products?

Table No0.29:
Response Frequency Percent
Cutstation distributor 8 12.1
Local distributor 28 42.4
Direct from
30 455
manufacturer
Total 66 100.0

Chart No.25: From where do you buy Coir Products?

direct from manufact
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CLUSTER Pulse

Q. No16: What do you feel about the Price of Coir Products?

Table No. 30:
Response Frequency Percent
Low 1 15
Medium 17 25.8
High 48 72.7
Total 66 100.0

Chart No.26: What do you feel about the Price of Coir Products?
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q. Nol17: Do you think Coir Products are environment friendly?

Table No.31
Response Frequency Percent
No 3 4.5
Yes 63 95.5
Total 66 100.0

Chart No. 27: Do you think Coir Products are environment friendly?

no

yes
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CLUSTER Putse

Q. No18: Will environment friendliness help you in selling Coir Products?

Table No. 32:
Response Frequency Percent
No 14 21.2
Yes 52 78.8
Total 66 100.0

Chart No. 28: Will environment friendliness help you in selling Coir

Products?

yes

no
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CLUSTER Putse

Q.N019: Are you getting your supplies of Coir Products on time?

Table No.33
Response Frequency Percent
No 14 21.2
Yes 52 78.8
Total 66 100.0

Chart No. 29: Are you getting your supplies of Coir Products on time?
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q. No20: If you do not get coir products on time ,what are the reasons?

Table No.34
Reason Frequency
Export is more 1

Not Acceptable in local market

Transportation Problem

Raw Material Shortage

Labour Shortage

Labour Problem

AN NN P

Non-availability during season

Q. No. Z: Are you getting any p romotional Support for selling Coir Products?

Table No0.35
Response Frequency Percent
No 26 39.4
Yes 40 60.6
Total 66 100.0

Chart No. 30: Are you getting any promotional Support for selling Coir

Products?

21. Are you getting any promotional Support for selling Coir Products?
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q. No22: What kind of promotional support you are looking for to sell Coir

Products?

Table No.36

Hoarding | More margin to
TV Ad |Press Ad
S dealers

63.64% | 42.42% | 40.91% 31.82%

Chart No.31: What kind of promotional support you are looking for to sell

Coir Product s?
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q.No23: Do you think that branded Coir Products have a market?

Table No. 37
Response Frequency Percent
No 4 6.1
Yes 62 93.9
Total 66 100.0

Chart No.32: Do you think that branded Coir Products have a market?

no

yes
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CLUSTER Putse

Q. No24: Do you get customers asking for Coir Products?

Table No.38
Response Frequency Percent
No 13 19.7
Yes 53 80.3
Total 66 100.0

Chart No.33 Do you get customers asking for Coir Products?

yes

no
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CENTRE FOR BUSINESS RESEARCH & COUNSELLING

Q. No25: Type of purchase from Wholesalers / Manufacturer

Table No.39
Response Frequency | Percent
By cash 42 63.6
Payment in advance 12 18.2
On receipt of material 12 18.2
Total 66 100.0

Chart No.34: Type of purchase from Who lesalers/Manufacturer

on receipt of materi
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CBRC CLUSTER Dutac

Q. No25: Pattern of Payment by Credit

Chart No.35
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Q. No. &: Do you have any suggestion for improvement of the marketing

of coir products in your market?

Table No. 40
Areas suggested for improvement Response
Innovation 2%
Mechanisation 2%
Attractive packing 2%
Raw material availability 2%
Increased durability 5%
Improved availability 12%
Reduced price 21%
Stylish design 21%
Increased promotion 21%
Good quality 23%

Chart No.36: Do you have any suggestion for improvement of the marketing

of coir products in your market ?
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