






Work before joining with JEEViKA
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ASSOCIATION WITH

JEEVIKА

34%
42%

24%

less than 5 years 5 years (approx.) more than 5 years

AREA Vaishali

Araria

24% 18% Bhojpur

10% East

12% Champaran
12% Madhubani

20% 4%

Nalanda



Increase in

Monthly Inco
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28%
2% 20%

NO (UPTO (25-50%) (ABOVE
CHANGE 25%) 50%)

OPPORTUNITIES

Yes, regularly

Yes, sometimes
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No
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Additional support required

18%
14%

24%

44%

More training and

design support

Better access to

customers/markets

Easier loans/financial
help

Branding/online

promotion

CHALLENGES FACED

Others 4%

12%
Limited. 20%

High raw... 28%

36%

Improved Decision-making role

in family

Yes, completely 48%

Somewhat 28%

No change 24%

Not sure

OPPORTUNITIES



Age-Group of Respondents

21-30

43%

31-40

14%

41-50

7% ABOVE 50

1%

UNDER 20

UNDER 20 21-30

35%
31-40

41-50

ABOVE 50

ENCOURAGE OTHERS TO

JOIN JEEVIKA

28%

10%

%0

62%

Yes, strongły

Maybe

Not Sure

No

80%

60%

40%

20%

SUSTAINABLE LIVELIHOOD

OPPORTUNITIES

0%

Yes, definitelyTo some extent Very little Not at all



Handicraft Purchase Habit

Local fairs/haats

Exhibitions/empo
riums

18% 21% Online platforms

33% 28%
Directly from

producer

groups/SHGs

Frequency of Purchasing
Handicraft
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Influence Buying Decision
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MOST COMMON INTERVENTION

Institutional handholding
10%

Market exposure & sales

platforms 20%

Financial access & SHG

linkages

Skill development and training

305

405
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90%
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Assessment of JEEVIKA's Role
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Purchasing Handicraft

Supports Local Artisans

or Not

Yes

33%
Maybe

10% 9% 1%

57% Not much

No



Frequency of

artisan's engagement

ANNUALLY 0%

HALE- 10%

QUARTERLY 30%

MONTHLY 60%

50% 100%

Improvement After Joining Jeevika

Impact of Trainings provided by
JEEVIKA

60%

50%

40%
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TRAINING & CAPACITY

BUILDING

Highly Effective 75%

Effective to a... 20%

Effective to a...

Not effective



Percentage of artisans who

experienced Income rise

50% 50%

이 이

LESS THAN 20-40% 40-60% ABOVE 60%

20%

Improved Decision-making role
in family

Notreduced

Partially reduced 90%

Significantly reduced 60%

Completely reduced

0 0.2 0.4 0.6 0.8

MOST EFFECTIVE SALES

PLATFORM

209.0%

50%

30%

Local/state level

fairs and haats

Nationaal
exhibitions like

Saras Mela
Online commerce

International

trade expos

engagement



JEEEVIKA's INTERVENTION

ON WOMEN ARTISANS'

SOCIAL EMPOWERMENT

0

Limited change 0

이

Highly visible... 100%

0% 50% 100%

MOST IMРАСТFUL

FINANCIAL SUPPORT

Easy credit through SHGS

Subsidies and grants

Bank linkages and loans

Collective savings and producer group funding



LEVEL OF SUSTAINABILITY OF ARTISAN LED

ENTERPRISE

Strengthening.

Expanding

Promoting design..

Building stronger.
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MOST PERSISTENT

CHALLENGE

Unstable market
10%

Competition.
50%

Lack of product... 13%

Raw material...
27%

0% 20% 40% 60%

INTERVENTION

EMPOWERMENT






