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1. Introduction

The global network of computers has developed in leaps and bounds in the last two decades of twentieth century. This development has fuelled innovative ideas to use such networks as a platform for business and commerce; and the term e-commerce was born. E-commerce is "electronic commerce" in short, and refers to the transaction of goods and services done through the Internet. The e-commerce process basically includes electronic presentation of goods and services, online order taking and bill payment, automated customer account inquiries, and online payment and transaction handling.

The concept of e-commerce is relatively new in Nepal. Still, many business houses, SMEs and individual artisans have started implementing the use of websites to conduct their businesses. They want their presence felt in the cyberspace. It also has become a status symbol for many. Many of these enterprises and individual artisans/entrepreneurs have spent money and time on developing websites without having any knowledge on how e-commerce functions or how one can really make money out of it. Though there are many Nepalese business/trade websites today, the big question is are all of them reaping the benefits of the e-commerce or their investment has already converted into sunk cost. Still looking at the global trend, it is entirely right to say that e-commerce has been a wonderful blessing for business purposes for people all over the world. And we feel confident that Nepal’s business too, has a bright future ahead with the use of e-commerce.  

2. Benefits of e-Commerce to SMEs and Artisans

· SMEs and artisans no longer have to depend solely on the local markets. e-Commerce expands the boundary of marketplace to national and international markets. They can get orders for their products from anywhere in the world. The whole web-surfing global population is their potential buyers. 

· It helps in reducing the long chain of market intermediaries. The traditional distribution network consisting of layers of stockists, distributors, wholesalers, commission agents, retailers etc is reduced to a larger extent. Today, thanks to e-Commerce, the multi-tier intermediary level can be reduced to one-tier (just one web portal between the artisan and final buyers) or two-tier (web portal selling wares on behalf of the artisans to the business buyer). 

· It enables SMEs and artisans to sell its products 24 hours a day, 7 days a week, all year round from almost any location. 

· It can provide relevant and detailed information to the buyers in seconds, rather than in days or weeks (when one has to depend on the postal system).

· SMEs and artisans can build a large catalogue on the web that would never fit in an ordinary mailbox. They can create online catalogues consisting of thousands of products.

· Improved customer interactions - With automated tools it is possible to interact with a customer in richer ways at virtually no cost. For example, the customer might get an email when the order is confirmed, when the order is shipped and after the order arrives. A happy customer is more likely to purchase something else from the company. 

· Direct interaction with the customers provides an opportunity to get feedback on the wares being sold online. This helps the artisans to correct any errors and customise the products according to the market realities. This in turn provides the SMEs and artisans with competitive edge in the market.

· It helps in increasing total sales for the SMEs and artisans. Increased total sales result in increased revenue and increased revenue means more profit for the producer groups. 

· E-Commerce creates win-win situation for both the buyers and the sellers. With reduced number of marketing intermediaries, the buyers can get the wares at lower price whereas the sellers can increase the profit margin by saving on the amount previously taken away by those intermediaries. 

3. Background of CatGen/PEOPLink and its involvement in Nepal

CatGen/PEOPLink (www.peoplink.org and www.catgen.org ) is a USA based non-profit organization that, in 1996, began helping grass roots artisan organizations all over the world to bypass middleman by marketing their beautiful handmade items over the Internet while showcasing their cultural richness. CatGen/PEOPLink has worked in 22 developing countries representing over 100,000 artisans. 

CatGen/PEOPLink equips trading partners with digital cameras and computers and teaches them to use digital imaging and Internet to showcase their products and cultural richness as well as to market abroad.  CatGen/PEOPLink is assisting individual artisans and artisan support organizations capable of handling e-commerce independently by enhancing their level of digital literacy, knowledge on e-commerce and developing marketing kills. 

Daniel Salcedo, CEO of CatGen/PEOPlink visited Nepal in 1998 during IFAT conference. He delivered speech on e-business and opportunity for artisans.  He conducted workshop for Fair Trade Group - Nepal members and taught about CatGen/PEOPlink model of webpage development under which all members developed their website under CatGen/PEOPLink.org domain. 

Each member was allowed to access to their folder on the server so that they could use pre-built template to edit and modify their website by simply using HTML coding. There have been several groups who have developed website under www.peoplink.org  domain and have been promoting their business.

PEOPLink introduced its new system CatGen in the year 2000 and tested its beta version throughout the year. It proved to be better than the old system as, CatGen is a stand alone tool that users can create website without being online and having knowledge on HTML. 

From the year 2003, CatGen/PEOPLink first piloted its project of online selling from Nepal. It collaborated with ESEWA (Enterprise Support for Empowering Women and Artisans) to handle shipping consolidation and payment part for producers. It developed a portal www.catgen.com/nepalcraft for artisans under which 7 artisan groups listed their products and started selling under CatGen/PEOPLink's main domain www.peoplink.org .

The model is called LBIBO (little box inside big one) under which CatGen/PEOPLink receives order and payment through its website www.peoplink.org. The order is passed down to ESEWA who then pass it on to producers in Nepal. Producers bring the order to ESEWA office and ESEWA pack it - addressed to customers. Twice a month, orders are consolidated and put in big box and shipped to CatGen/PEOPLink office in Maryland through DHL that takes about 4-5 business days. CatGen/PEOPLink receives the goods, splits the box and reships each packet through priority mail. After delivery confirmation is obtained, CatGen/PEOPLink transfers money to ESEWA for producers after deducting its commission. 

This model worked out successfully and ESEWA sold about US$ 20000.00 worth of goods within a year. 
Concurrently with this activity, CatGen/PEOPLink also helped ESEWA to conduct e-commerce workshops for artisans. ESEWA conducted over 25 sessions and trained about 250 artisan groups to do e-commerce and use CatGen. About 50 groups have already adopted CatGen to develop their website which is now hosted under CatGen domain. About 50% of them have responded positively that their business has grown due to the website. 

CatGen/PEOPLink now runs office in Nepal and provides technical support to not only Nepalese users but to its global clients.  

4. Technical Features of CatGen

CatGen (Catalog Generator) is a comprehensive digital communication platform designed specifically for use by Small and Medium enterprises (SMEs) and Artisans    linking the players in international trade. It is recently made as a open source system that anyone can download its code and software from Internet for free and they are free to modify for further enhancement.

CatGen is a unique system for creating dynamic business networks on the Internet. For individual SMEs and Artisans, it provides cost effective, user-friendly e-commerce solution with the following features:

1. Users anywhere in the world can download the CatGen application from www.catgen.com for free. Trade associations (like www.fairtradegroupnepal.org) can also distribute CatGen to their members on a CD-ROM if they want to. Despite the fact that it is free, it is in fact a very advanced technology solution (using XML, XSLT, etc); it is designed for integration with other standard e-commerce solutions and it is comparable in performance to products costing thousands of dollars. 

2. The CatGen application allows users to work offline (without internet connections) to create product and company information that they want displayed on their websites and published in their websites, such as the business association portal. Users do not need to be experienced IT professionals as the application has been designed for use by SMEs and artisans (and/or their respective trade associations) with only a basic understanding of computing. The application is sufficiently flexible that each company data set is password protected so many firms can share the same computer if it is necessary (as in an Internet café or in one shared computer located in the association).

3. Once they have created the content they want and selected a style of web design, colors etc, the information is held in database on their local computer. When the local database is ready, users register and upload their entire database to the CatGen server with two mouse clicks. CatGen supports multilingual instructions and web sites. Experienced users can also customize the design lay-outs by importing templates from other programs. It also supports inclusion of other files such as sound, video clips, graphics or any other document files. 

4. They use CatGen to maintain company and product information, and can print cost-effective paper catalogs to support their offline sales activities. The users have complete control of the web site (content and presentation), and by having this stored in a local database, can print off small runs of up-to-date paper catalogues for trade shows, mailings etc. They can replicate same content of the Internet to create compact disk (CD) for off line distribution.

5. Updating information becomes extremely easy and when changes are made users can simply access the Internet and replicate the changes to the CatGen server. Only the changes are replicated meaning that connection time on the Internet is short and costs are kept low. This feature is very valuable in allowing SMEs to use their web site and web catalogues to provide  up-to-date information for customers on such things as pricing, inventory, contact details, new products etc. It is a first step towards using their web presence for commerce - not simply using it as a static brochure. (Note: typically most SMEs and artisans have websites built by web designers who not only create the initial site but also manage any changes the customer wants to make. This takes time and costs a lot for the SMEs and artisans, and results in most web sites becoming static, outdated and not used for commerce).
6. In addition to allowing content management by the SME users, additional features are included in the application to facilitate using the web presence for active commerce. These features include support for differential pricing (allowing the SME users to control product pricing viewed by different buyers); paypal/shopping cart features, and support for various payment gateways. 

7. For the buyer accessing the SME website or the association portal, all product and company information is searchable. As templates are created progressively for each industry sector- using industry standard data tags - this will not only improve search functionality but will also allow data to be exported to their parties such as e-marketplaces etc. 

8. A business association (like www.catgen.com/ifat ) can automatically create a master catalog of all member catalogs simply by using the same downloadable CatGen application. This allows the association to create a dynamic e-marketplace for all their members using exactly the same content the users are creating for display on their own websites. The association can earn money (or justify their membership fees) via this service which will likely drive significant traffic to the members due not only to a higher budget web marketing activity, but also due to the back-office support the association can provide. 

9. CatGen's built-in eBay listing feature enables users to list products to world market place www.ebay.com directly from their CatGen site. They can pre-define the listing configuration and with click of mouse they can list entire products to eBay. 

10. CatGen is multi-lingual platform. By default, users can publish their websites in up to three languages. CatGen menu system itself can be developed to any local language. 

11. Users can point out their own domain name to CatGen site, they can have complete control over its control panel and can create emails of their need, analyze visitor statistics, record buyers' list and can completely customize by adding any additional features such as mailing list, online chat and more.

5. CatGen in comparison to other systems 

Based on Hossan's study, strengths and weaknesses of CatGen are evaluated as below.

Strengths of CatGen:

· Cost leader - Compared to other e-commerce service providers and websites, CatGen is the cost leader having a cost difference of US$ 235 with its nearest rival, X-Cart Gold. The main players in the sector, GoECart and Yahoo! Store are 10 – 13 times dearer than CatGen. All the service providers are charging both annual fee and start-up cost, whereas CatGen does not charge start-up costs. 

· Availability of support services – CatGen is providing telephone support to the users. It is providing technical support 24 hours a day, 7 days a week through e-mails. Except for GoECart, none has such services freely and fully available. Telephone support is almost non-existent in other service providers' cases. In the technical support, though others are also providing it, they have ensured that while providing technical support, revenue is also generates somehow for the company.

· Providing free trail – Only CatGen and GoECart are providing no-risk, free 30-day trial. Others are not providing such trial at all. In the case of IshoppingCart Pro, it also is providing 30-day trail but for US$3.95!

· Flexibility in payment mode for sign-up – CatGen does not stick to the credit card payment for the sign-up purposes. It accepts credit card payment via paypal as well as bank drafts. For others, credit card is the most.

· Higher visibility chances – It has search engine friendly architecture and also has built-in Search Engine optimised. These help in providing the user's website with higher visibility.

· Site statistics provided – It is one of the few platforms having the site statistics feature. This helps the users in analysing the visitor profile and planning the e-market strategies accordingly.

· Capability to work off-line – Working off-line helps in low bandwidth situations. Users do not have to be online to manage and update their websites. This also saves in telecom and Internet charges for the users.

· Catalog creator – It has features to print paper catalogs and to burn catalog CDs.

· It can operate in multiple languages. This helps to bring down the language barrier in e-commerce.

· It has links to eBay and Froggle. This is value addition for the users.

· It is the only e-commerce system with the capability to create metamarkets. Metamarket is the truly unique feature enabling SMEs and artisans to generate the visibility and credibility they need for international e-commerce. Each user can participate in numerous metamarkets while only maintaining one dataset.  

Weaknesses of CatGen:

· Unavailability of courier service to deliver the orders.

· It does not have shipment tracking system.

· Customer reviews option helps other customers to make-up their mind to buy or to buy more. This would have helped the users to sell more. But, the feature is missing in CatGen.

· Failure to provide a "Tell a friend" module is not helping in website referrals by the visitors.


6. Data Analysis and Observations

6.1 Study methodology

· The study is based on the responses from 23 (74%, n = 31) organizations using catgen generated websites and 8 (26%, n = 31) organizations using non-catgen based/generated websites. Altogether, 31 organizations have participated in the survey.

· The study initially identified 36 organizations using catgen based or generated websites. The study team contacted them and based on the convenience of the respondents, 23 out of 36 organizations were interviewed. 

· 8 organizations using non-catgen based/generated websites were randomly selected and interviewed.

· The study covers three districts of Kathmandu valley – Kathmandu, Lalitpur and Bhaktapur and two districts out of Kathmandu valley – Dhanusha (Janakpur) and Kaski (Pokhara).

· The study has used open-ended and closed-ended questions to generated both quantitative and qualitative responses.

6.2 Demography of the respondents

6.2.1 Associated with/member of

· 25 respondents (81%, n = 31) are associated with/member of at least one business membership organizations (BMOs) and/or a trade group. 6 respondents (19%, n = 31) are either an individual artisan or a micro enterprise that are not associated with any business related organizations.

· 16 of them (52%, n = 31; 64%, n = 25) are associated with/member of more than one BMO and/or a trade group.

· 9 organizations (29%, n = 31; 36%, n = 25) are associated with Fair Trade Movement.

· 16 of them (52%, n = 31; 64%, n = 25) are member of Handicraft Association of Nepal (HAN), an umbrella business-membership organization to protect and promote the interests of handicraft sector.

· 6 of them (19%, n = 31; 24%, n = 25) have membership with local chamber of commerce and industry.

· 7 of them (23%, n = 31; 28%, n = 25) are also associated with sector-based BMOs including Handmade Paper Association, Nepal Pashmina Association, Central Carpet Industries Association and others.

6.2.2 Skill involved in

The respondents and/or their artisan groups/employees possess different skills including:

· Carpet weaving

· Pashmina weaving

· Weaving Hemp/Allo based products

· Khukuri making (metal works)

· Jewellery (gold, silver, glass bead) making

· Painting Arts and Thankas

· Bamboo craftwork

· Leather products

· Woodcarving, sculpture

· Bag (cotton, woollen, Hemp, Allo, leather) making

· Paper crafts

· Felt and fabrics

6.2.3 Number of Artisans involved

· Artisans involved include the entrepreneur himself/herself, the artisans working as employees and the artisans from the artisan group attached/involved with the organization.

· 25 respondents (81%, n = 31) have provided data regarding the artisans involved with them, at the time of data collection (August 2005), whereas 6 respondents (19%, n = 31) were reluctant to share information with the study team. 

· The respondents who have provided data, 19 (76%, n = 25) are CatGen users and 6 (24%, n = 25) are non-catgen users. 

· Based on the generated data (in the month of August '05), following is derived:

	
	Catgen Users

(n = 19)
	Non-catgen Users

(n = 6)
	Accumulated

(n = 25)

	Total Artisans involved
	8176
	1055
	9231

	Arithmetic Mean
	430
	176
	369

	Median
	48
	48
	48

	Maximum Value
	5025
	800
	5025

	Minimum Value
	4
	4
	4


6.2.4 Involvement of women artisans

· 23 organizations (74%, n = 31) have some involvement of women artisans in their work whereas 8 organizations (26%, n = 31) do not have a single woman involved as an artisan.

· If we divide the women artisans' involvement percentage into four groups, we get the following chart:
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· If we cross-tabulate the women artisans' involvement percentage groups vis-à-vis e-commerce platform used, we can see that women artisans involvement is higher in the organizations using Catgen platform. One of the main reasons is, except for one FTG organization interviewed, all are using the Catgen platform and their workforce too has higher concentration of women artisans.

	Women participation in percentage
	Using Catgen platform 

(n = 23)
	Using non-Catgen platform (n = 8)
	FTG organizations 

(n = 9)
	Non-FTG organizations

(n = 22)

	Below 25%
	7
	5
	0
	12

	25% - 50%
	3
	1
	0
	4

	50% - 75%
	2
	1
	3
	0

	75% - 100%
	11
	1
	6
	6


6.2.5 Marketed product line

The respondents are offering the following product line through their websites:

· Carpet

· Pashmina products

· Woollen/cotton/silk knitwear 

· Hemp and allo garments

· Leather products

· Felt products

· Paper crafts

· Khukuris

· Oil paintings, water paintings, sketches, posters, charcoal

· Thanka, Pauva paintings

· Gold and silver jewellery

· Precious stones

· Bags and accessories

· Paper mask, painted mask

· Sculpture

· Frame

· Decorative window

· Leather and hemp bag, purse, shoe

· Decorative bamboo crafts

· Household textiles and garments

· Stuffed dolls

6.2.6 Legal Status

· 17 of the respondents have legal status as an enterprise (55%, n = 31); 8 of them are working as the support organization (26%, n = 31); 2 of them are cooperatives (6%, n = 31) and 4 of the respondents are working as an individual artisan (13%, n = 31).

· Comparing between the CatGen users and non-CatGen users, the legal status of the respondents can be seen from the cross-tabulation provided below. It is seen that all the individual artisan respondents are using the CatGen platform whereas the majority of non-CatGen users are the private enterprises.

	Legal Status
	CatGen Users 

(n = 23)
	Non-CatGen 

Users (n = 8)

	Individual Artisan (n = 4)
	4
	-

	Enterprise (n = 17)
	10
	7

	Support Organization (n = 8)
	7
	1

	Cooperative (n = 2)
	2
	-


6.3 Background Information on Websites

6.3.1 Platform used and e-commerce service provider

· As stated in the study methodology, 23 respondents (74%, n = 31) are either CatGen users or their sites are generated by CatGen but hosted in different servers. 8 respondents (26%, n = 31) are non-CatGen users. Few of the non-CatGen users are based on the local platforms including World Link and Everest Net but most of them are based on the platforms, which the respondents either are unaware of or are unsure of. They solely rely on the e-commerce service providers for the entire job and do not have enough background information on their own websites!

· Majority of CatGen users (87%, n = 23) are getting e-commerce services from Esewa. 3 CatGen user respondents (13%, n = 23) are using other e-commerce service providers or they have not divulged the information. The non-CatGen users are receiving e-commerce services from the local service providers including Everest Net, Dreams & Ideas and Mount Digit Technologies. Similarly, few of them did not reveal the information and/or they are getting assistance from their personal acquaintances (relatives and friends). 

	Service Provider
	CatGen Users 

(n = 23)
	Non-CatGen 

Users (n = 8)

	Esewa
	20
	-

	Everest Net
	-
	2

	Dreams & Ideas
	-
	1

	Mount Digit Technologies
	-
	2

	Nyatapole
	1
	-

	Information not provided and/or using personal acquaintances
	2
	3


6.3.2 Existence of previous and/or additional websites

Both Catgen and non-CatGen users were asked whether they have previous and/or additional websites apart from the current CatGen or non-CatGen websites. Responses provide the following information:

· 15 respondents, including both CatGen and non-CatGen users, (48%, n = 31) have previous and/or additional websites. Most of the old websites are still functioning and the respondents are using them as an additional marketing outlet. 16 respondents (52%, n = 31) are using websites to market their products for the very first time. 

· In the CatGen user category, majority of them (52%, n = 23) have a previous and/or additional website and in the non-CatGen user category, majority (63%, n = 8) are using the website for the first time. 

	Existence of previous and/or additional website
	CatGen Users 

(n = 23)
	Non-CatGen 

Users (n = 8)
	Both Users 

(n = 31)

	Yes
	12
	3
	15

	No
	11
	5
	16


6.3.3 Differences felt between currently used e-commerce solution and other systems

· In totality, 13 respondents (42%, n = 31) have felt some differences between the e-commerce solution they are presently using and the other systems. 12 of the respondents (52%, n = 23) are the CatGen users who have felt some differences between CatGen and other e-commerce solution, whereas only one non-CatGen user (13%, n = 8) has the same feeling.

· But the majority, 18 respondents (58%, n = 31), either does not feel any differences between the e-commerce solutions or they do not have the idea what those differences should be. The rationale behind this is, more than half of the respondents (52%, n = 31) are using web solution to market their products for the very first time. They are less aware of the technical advancements made in online marketing and sales. They also are unaware of the features provided by different e-commerce solutions. Hence, such respondents do not feel/see any differences between the e-commerce solutions. But, the respondents who already have an exposure to online marketing (having previous and/or additional websites) mostly feel/see differences between the e-commerce solutions. It is reflected in the following cross-tabulated table too.

	Differences felt
	Having previous website (n = 15)
	Not having previous website (n = 16)
	Both users 

(n = 31)

	Yes
	11
	2
	13

	No
	4
	14
	18


6.3.3.1 Differences felt by CatGen users:

The CatGen users felt the differences between CatGen platform and other e-commerce solutions in the following manner:

· There are more templates available in CatGen system.

· Colour combination is good in CatGen system.

· CatGen is easy to use, comprehensive and is more systematic.

· People can work offline to manage and update websites in CatGen.

· Catalogues generator is quite helpful tool provided in CatGen.

· One CatGen user dealing in handmade paper products, who previously had a website in other e-commerce system, shared his experience that CatGen helped in generating inquiries for his products whereas the previous system was totally ineffective as it could not generate any inquiries at all.

· Another CatGen user also dealing in handmade paper products feels that more inquiries are being generated as CatGen has helped in making its domain name rank higher in the search engines (because of the search engine optimisation).

· One of the Fair Trade Group member has used geocities for its previous website. He is of opinion that though geocities is a free site, people need good technical knowledge to develop a website. Not everyone is tech-friendly and IT is totally new world. Therefore ironically, they either could not fully utilise the potentiality available or have to hire an IT expert to develop the website for hosting on free server. The next difficulty was they needed to work online to manage and update the site. In CatGen, basic computer knowledge with little technical guidance is sufficient to develop and manage the website. The website can be created with ease and there are more personalised domain name available too.

· Another Fair Trade Group member operating from Pokhara is happy that since she started using CatGen, her website has changed into the dynamic site form the previously static one. New product information/designs can be uploaded as and when necessary which was not that easily possible in the previous system she was using. 

· An enterprise dealing in glass beadwork shares that in previous system they had bad experience. They could not change and edit anything in the website as and when necessary. They have to go through long process and time to get the website updated. It is very inconvenient as, if they do not upload the information/design on time, it would be obsolete. He further feels that CatGen is very easy, since he can manage the site himself and is easier to edit.

· One respondent who also had a previous website hosted on free space provided by geocities is of opinion that they could not have their own domain name and site management was also difficult with limited technical knowledge they had.

6.3.3.2 Differences felt by non-CatGen user:

The non-CatGen user who deals in Pashmina products has a previous website too. That website does not serve the purpose. Hence, he recently had a new website developed and launched. The old one is being upgraded to serve as an additional marketing outlet. Comparing between the previous and the new e-commerce solutions, he has the following issues:

· The previous website was not easy to browse through.

· Its links were not properly working.

· The new website is made to look more attractive and lots of new facilities are added.

6.3.4 Type of website
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Respondents were asked the type of their website. They were provided with four options – promotional website, wholesale website, retail website or combination of wholesale and retail website. The majority of the respondents (61%, n = 31) have chosen more than one option. They see their websites as the promotional plus the wholesale website or the combination of all the options. The enterprises in Nepal have not done much homework on market segmentation and hence they do not feel comfortable doing retail business through the web. They are unsure on the characteristics and requirements of their target market (retail). This is reflected in the responses too as none has selected retail as the type of their website. The respondents just feel that their website should make any visitor aware about the products available with them or the area of operation they are involved in (promotion) and if possible to get order in bulk (wholesale). 

6.3.5 Website usage/management

· 13 of the respondents (42%, n = 31) are managing and updating website on their own. Buyers are directly sending emails/fax or letter to them and they are responding in the same manner. These 13 respondents include 8 CatGen users (35%, n = 23) and 5 non-CatGen users (63%, n = 8). 

· 5 of the respondents (16%, n = 31) have let someone (or agent) manage and update their website. They are receiving emails/fax or letter through the agent and responding also through them. These 5 respondents include 3 CatGen users (10%, n = 23) and 2 non-CatGen users (25%, n = 8).

· 13 of the respondents (42%, n = 31) are using different options and combinations at the same time to use/manage their websites. These 13 respondents include 12 CatGen users (52%, n = 23) and one non-CatGen user (13%, n = 8). They are letting someone (or agent) just to manage and update their website but are directly corresponding with their buyers. Few of them are also using the local portal, thirdworldcraft.com, to sell their wares. Similarly, few respondents have also listed their wares in virtual market places such as alibaba.com and ebay.com on trail basis. Esewa, the local e-commerce service provider is assisting the enterprises and artisans to get their wares listed on the local portal as well as the virtual market place. 

· None of the respondents are relying solely either on listing their products/services on the local portals or just by listing in the virtual market places. 

6.3.6 Cost implications

The respondents were asked to provide cost breakdown for setting-up and managing their websites. They were asked to provide set-up cost, monthly cost and annual fees for cost implication analysis. Based on these costs, total annual operating cost for starting and running a website is also calculated. All the figures provided here are in US dollars.

6.3.6.1 Set-up cost:

It is seen that in an average US$ 151 is spent by the enterprises/artisans to set-up their website. Between CatGen users and non-CatGen users, CatGen users are spending in an average US$ 122 as the set-up cost whereas non-CatGen users have spent as much as US$ 236 in an average for setting-up their websites. Maximum amount spent by a CatGen user for set-up so far is US$ 225 and the minimum amount is US$ 50 only. In the non-CatGen category, maximum amount spent is US$ 630 and the minimum is US$ 140.

	
	Catgen Users

(n = 23)
	Non-catgen Users

(n = 8)
	Accumulated

(n =31)

	Arithmetic Mean
	122
	236
	151

	Median
	129
	151
	140

	Maximum Value
	225
	630
	630

	Minimum Value
	50
	140
	50


6.3.6.2 Monthly cost:

Monthly cost includes the cost of utilities including electricity, internet access charge and telecommunication charges; material preparation cost (in case of website updating); cost of the person involved and time factor. But, as these does not amount to big sum of money and the entrepreneurs/artisans take them as the normal process, only seven of the respondents (all of them are CatGen users) have provided some information regarding the monthly cost of operating the websites. They are spending in an average US$ 7 per month. Some of them are spending, as much as US$ 10 per month and the minimum monthly expenses recorded is US$ 4.  

6.3.6.3 Annual charges:

Enterprises/artisans are paying in an average US$ 126 as the annual charges. Average annual charges for CatGen users is US$ 82 whereas non-CatGen users are paying in an average US$ 252 annually for their website upkeep. Maximum amount spent by a CatGen user is US$ 254 and the minimum amount paid is US$ 14. In the non-CatGen category, the minimum amount paid is US$ 22. When it comes to maximum amount paid, one of the non-CatGen users, manufacturing and selling carpets, is paying the whopping amount of US$ 1667 as the annual charges. According to the lady who owns this business, it is the annual accumulated charges for website upkeep, internet access and hardware maintenance. 

	
	Catgen Users

(n = 23)
	Non-catgen Users

(n = 8)
	Accumulated

(n =31)

	Arithmetic Mean
	82
	252
	126

	Median
	70
	46
	70

	Maximum Value
	254
	1667
	1667

	Minimum Value
	14
	22
	14


6.3.6.4 Total annual operating cost:

Set-up cost is one-time investment for the artisans/entrepreneurs. In Nepalese context, such IT-related investments can be depreciated at the rate of 20% per annum. This helps the artisans/entrepreneurs to get invested money back into the system over a period of time. Recurring costs include monthly costs and annual charges. 

Total annual operating cost is the money spent within a year to operate the website. This includes the annual charges paid, accumulated monthly costs and depreciated value of investment. As less than ¼ of the respondents have provided information regarding the monthly cost, it may not be a good idea to use it for further calculations. Hence, we can calculate the total annual operating cost by adding the annual charges paid and depreciated value of investment. We can derive the formula as follows:

Total Annual Operating Cost (TAOC) = Annual charges paid + 20% of the set-up cost

Using the formula, it is seen that average TAOC is US$ 156. For CatGen users, it comes down to US$ 107 whereas for non-CatGen users, it goes up to US$ 299. The table below provides a brief outlook on total annual operating cost situation.

	
	Catgen Users

(n = 23)
	Non-catgen Users

(n = 8)
	Accumulated

(n =31)

	Arithmetic Mean
	107
	299
	156

	Median
	112
	76
	102

	Maximum Value
	286
	1695
	1695

	Minimum Value
	28
	28
	28


For CatGen users, though TOAC lies between the two extremes of US$ 28 and US$ 286 with an average value of US$ 107; majority of observations fall between US$ 50 and US$ 150. It is reflected in the scatter diagram provided below too.
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6.3.7 Satisfaction level and web hosting price

Both CatGen and non-CatGen users were asked whether they are satisfied with the price charged for web hosting under specific platform or not. Overwhelmingly, all the non-CatGen users responded positively. They do not have any problems regarding the price charged.

Majority of CatGen users (70%, n = 23) also responded positively. They are happy with what they are paying at the moment. One of them even added that he will happily pay even higher charges, if he could get more orders through the website. Another opined that the web-hosting price charged by CatGen is reasonable in comparison with others. 

13% of the CatGen users did not respond on this issue at all and 17% of them have shown dissatisfaction with the pricing mechanism. Though they did not provide any alternative pricing figures, they just opined that it should be less than what they are paying at the moment. One of them further added that it is expensive for micro business like his. Similarly, another respondent was dissatisfied, as she has to pay for the services, which initially was provided for free. 

6.3.8 Technical support

Regarding technical support to solve problems in CatGen, 13 respondents (57%, n = 23) have positive feelings. 3 respondents (13%, n = 23) remained silent on this topic. 7 respondents (30%, n = 23) are dissatisfied with the technical support. They complain that the service provider's service is not sufficient. They need more services. They also complain that the service provider little bit slow and could not provide enough time.

6.4. Usage of additional features

6.4.1 Study habit of visitor statistics

Very few respondents have the habit of studying visitor statistics. They either are not aware of this feature at all or they do not understand its importance. They feel that studying visitor statistics is wastage of time. Instead of spending time on such wasteful activities, they opine that they can spend time on productions, which will help them in earning at least few more dollars! Not only the artisans from grassroots level opine in such manner even the big exporters of pashmina and carpets do not feel urgency in studying the statistics. They are just happy that they are present in the cyber space. Customising the website to match the visitor's interest or developing e-market strategy is totally an alien idea at the moment. 

[image: image5.wmf]Study of visitor statistics by 

CatGen users

No

65%

Yes

35%

Among the non-CatGen users, only a single respondent has studied the visitor statistics so far and even this is an irregular phenomenon. The remaining users have never studied it. 

Though the majority (65%, n = 23) of CatGen users also have not studied the visitor statistics, at least they are aware of its importance. They state that they should have studied it and developed marketing plans accordingly but due to various reasons they have not done it so far. 8 CatGen users (35%, n = 23) have studied the visitor statistics at one time or another. One of the user who has studied the statistics has commented that though he sometimes study the statistics, he could not much time for analysis.  
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6.4.2 Usage of eBay listing capability

Only the CatGen users were asked about the usage of eBay listing capability. 6 users (26%, n = 23) have responded positively. All of them have listed their wares in eBay at one time or another with the help of Esewa and thirdworldcraft.com. They are satisfied with the result and the assistance provided by Esewa and thirdworldcraft.com.

6.4.3 Usage of paper catalogue production feature

None of the non-CatGen users have used their e-commerce solution to produce a paper catalogue. They are unaware of such a feature in their e-commerce solution and it is a totally new and unheard concept for them. For CatGen users, many are aware of this feature in CatGen but they still have to reap benefits from this feature. Only 6 of them (26%, n = 23) have used it so far.

6.4.4 Creating website in other languages

None of the CatGen users have used the feature provided in CatGen to create website in other languages so far. Similarly, non-CatGen users also have not created websites in other languages.

6.5. Sales and Marketing

6.5.1 Number of items marketed online

Both CatGen users and non-users are marketing number of wares through their websites.  The data for non-CatGen users are generated from the responses provided by them (n = 8). For the CatGen users, data of all the organizations/artisans (n = 28) using CatGen is generated with the assistance of Surendra Shahi. Total number of products listed online are provided in the following table:

	
	By CatGen Users
	By non-CatGen Users

	Number of products listed online
	4935
	1078


6.5.2 Visitor statistics information

As already mentioned in 4.1, respondents hardly are studying the visitor statistics. They are unaware of its importance and do not keep track of the records. When the respondents were asked for estimated number of monthly hits and number of unique visitors, they could not even provide a wild guess! All the non-CatGen users remained silent on both the issues. Even the non-CatGen user (dealing in Khukuris), who has mentioned that he studies these statistics in an irregular basis, could not give any numbers. 

In the CatGen user category, 5 respondents (22%, n = 23) have provided some estimated number of monthly hits. The average monthly hits derived from these responses are 2696 per month, ranging from as low as 8 hits per month to more than 6000 hits per month. 

In order to get more accurate picture, hit counter of CatGen users was directly derived from the CatGen website. This provides information on all 28 CatGen users. The average monthly hits are calculated at 8957. The minimum monthly hits are recorded at 50 and the maximum is 110,000. 

Both CatGen users and non-users could not provide information on unique visitors. But, even if we conservatively estimate that 10% of the monthly hits are from the first time visitors, we get an average of 896 unique visitors (10% of 8957) for CatGen sites. With respect to minimum and maximum monthly hits, the number of unique visitors also ranges from 5 (10% of 50) per month to 11,000 (10% of 110,000) per month.

6.5.3 Inquiries generated

17 of the respondents (55%, n = 31) mentioned that they are getting inquiries through their website. 5 of the non-CatGen users (63%, n = 8) have noted such inquiries. The khukuri-dealer non-CatGen user is heavily dependent on his websites to sell his wares. He states that through the three websites that he owns today, he is getting at least 30 inquiries per day, i.e. more than 900 inquiries per month. He added that it was not possible when his father started the first website in late 1990s. Just a handful of inquiries were received form that website. Later, when he (a young man in his mid-20s) joined the business, he brought along his IT knowledge. He ensured that the second website is registered with as many search engines as possible, plus he also is paying some money to make it appear earlier in the search pages. He has swapped and exchanged banners with different websites. He has done offline promotion of his websites too. And, most important of all, he makes sure that all the inquiries are responded as soon as possible. All his efforts are paying off today. But, when it comes to other non-CatGen users, scenario is totally different. They are receiving just a handful of inquiries or not at all.

Among the CatGen users, 12 (52%, n = 23) have recorded inquiries generated through their websites. In an average they are getting 8 inquiries per month. Minimum number of inquiry received is 2 per month for some respondents whereas one of them is receiving as high as 40 inquiries per month.

Respondents are mostly receiving wholesale inquiries (32%, n = 31) or the combination of different types of inquiries (29%, n = 31). It is true for both CatGen users and non-CatGen users. 35% (n = 23) of the inquiries generated for CatGen users are related with wholesale information and again 35% (n = 23) are of the mixed nature. In the non-CatGen category, 25% (n = 8) of the inquiries are for the wholesale information. 

6.5.4 Contacts developed

The non-CatGen user dealing in Khukuris remained silent on the number of contacts developed through the inquiries received. He just hinted that he has developed good rapport with many of the inquirers. When it comes to other non-CatGen users, only three of them have developed some contacts with the inquirers. Two of them are doing some business with two contacts and one of them, selling painting arts, is successful to develop 8 contacts. 

Among the CatGen users, 65% (n = 23) have developed at least a single contact thanks to their website. In an average, CatGen users have turned 15 inquirers into the buyers. Mostly these contacts/buyers are from USA and European countries. Third World Craft can be considered as the success story in this aspect. It has developed at least 200 contacts. These include both wholesale and retail buyers. 

	Contacts developed
	Among the CatGen users 
	Among the non-CatGen users

	Average number of contacts
	15
	2

	Maximum number of contacts
	200
	8

	Minimum number of contacts
	1
	2


6.5.5 Estimated sales

77% of the respondents have provided information regarding their estimated sales and the sales influenced by the website alone. This includes the information provided by 21 CatGen respondents (91%, n = 23) and 3 non-CatGen respondents (38%, n = 8). 

5 of the non-CatGen respondents did not provide any information regarding their sales volume. They commented that not a single sale is generated or influenced through their websites. They hope that may be the websites have helped them indirectly but there is no record of direct sales yet. Among the three respondents who have provided information, only one (again the khukuri-dealer) is doing good business through the website. He estimated that in 2004, out of total sales of US$ 24000, sales of US$ 14400 is influenced by his websites, i.e. 60% of his sales is generated though e-commerce. The next respondent, dealing in carpets and who has a web presence since 1998, is able to sell few carpets worth US$ 2800 only a month back (around June – July, 2005). This is the first sales generated through her website after waiting for seven and half years! The third respondent, dealing in Painting Arts, has so far sold one painting worth US$ 50 through his website. Hence, except for the khukuri-dealer, remaining sales have to be considered as isolated cases. The websites for the non-CatGen users are not playing the role of sales-generators. Its role is just limited to having a presence in the cyberspace and waiting with a hope that may be someday someone accidentally visit and place some order.

CatGen users' cases are totally different. Except for just 2 respondents (9%, n = 23), all others have recorded sales influenced through their websites at regular intervals. In 2004, 13 of them (57%, n = 23) have recorded sales generated through e-commerce. The total amount of transactions conducted through websites by these 13 respondents in 2004 stands at US$ 172, 148. Average sales influenced in 2004 for the CatGen users (n = 13) stand at US$ 13,242. The table provided below gives some light on different aspects of the total sales figure and sales influenced in 2004 for CatGen users.

	Total sales in 2004 (n = 20)
	US$ 1,765,514

	Total sales influenced by websites (n = 13)
	US$ 172,148

	Influence Percentage in 2004
	10%

	Average sales in 2004 (n = 20)
	US$ 88276

	Average sales influenced (n = 13)
	US$ 13242

	Average influence percentage in 2004
	15%

	Maximum amount influenced by websites in 2004
	US$ 45000

	Minimum amount influenced by websites in 2004
	US$ 211


The number of CatGen users having sales influenced through their websites has grown over a period of one year. In the period of one month alone (tentatively around June – July 2005), 19 of them (83%, n = 23) have recorded sales influenced by the website. The total sales, generated through websites within a month for these 19 respondents are US$ 35197. Average sales influenced in a month for them (n = 19) stand at US$ 1852. One of the respondents, thirdworldcraft.com, has generated businesses worth as much as US$ 14000 in the period. The following table provides a picture on different aspects of the total sales figure and sales influenced in a single month of 2005.

	Total sales of a month in 2005 (n = 20)
	US$ 209359

	Total sales influenced by websites (n = 19)
	US$ 35197

	Influence Percentage of a month in 2005
	17%

	Average sales of a month in 2005 (n = 20)
	US$ 10468

	Average sales influenced (n = 19)
	US$ 1852

	Average influence percentage
	18%

	Maximum amount influenced in the period
	US$ 14000

	Minimum amount influenced in the period
	US$ 28


6.6 Revenue Vs. Cost analysis

In order to verify whether the money spent on the website is a sound investment decision or not, we have to compare the cost involved for website development and management with respect to the revenue generated from those websites. Both CatGen users and non-CatGen users have provided information on set-up cost and annual charges. In the case of revenue influenced, effect is seen only in the CatGen user category with 21 out of 23 respondents recording sales through their websites. 

In the non-CatGen user category, majority (63%, n = 8) have not recorded any online sales yet. Even among the three non-CatGen respondents who have recorded sales, only one (the khukuri-dealer) is getting online sales on regular basis and remaining two has recorded one-time small sales. The revenue figure in this category is totally dominated by the individual sales of that khukuri-dealer. Besides the khukuri-dealer respondent, others have recorded zero or negligible return on their initial investment and annual costs. Taking all these issues into consideration, it is not seen feasible to conduct revenue vs. cost analysis for non-CatGen category.

Revenue vs. cost analysis for CatGen users is conducted by taking into consideration the revenue generated through websites (in 2004) and comparing it with investment made (set-up cost), annual charges (in 2004) and annual total operating cost (in 2004). 

6.6.1 Return on investment
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Set-up cost is the investment made by the artisans/entrepreneurs. Average set-up cost for CatGen users is US$ 122. Similarly, average online sales revenue generated for CatGen users in 2004 is US$ 13242. Therefore, in an average, CatGen users are not only recovering their investment within a year but also is making business worth more than 100 times of its investment value. 

The maximum investment value is US$ 225 and minimum online sales revenue (in 2004) is US$ 211. Even in this situation, investment made is almost recovered within a year by the CatGen user.

6.6.2 Annual charges vs. sales revenue

Average annual charge for CatGen users is US$ 82. Average sales revenue generated through online transaction for CatGen users in 2004 is US$ 13242. This shows that in an average, CatGen users are not only recovering their annual charges but are also conducting transactions worth more than 160 times of its yearly fees. 

6.6.3 Return on total annual operating cost

Total annual operating cost (TAOC) includes the depreciative value of investment made and the annual charges paid. The average TAOC for CatGen users is US$ 107; i.e. in an average CatGen users are spending US$ 107 on annual charges plus twenty percentage of the investment made is getting back into their financial system. Average online sales revenue generated for them in 2004 is US$ 13242. Hence, in an average, the CatGen users are recovering their expenses on the website development and management plus also getting business worth 124 times of their total annual expenses on the websites. 
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Assuming that the CatGen users are making a moderate profit of 15%, the average profit (with respect to average revenue) comes to US$ 1986 for 2004. This again shows that in an average the CatGen users are not only recovering expenses on the online transaction but are also making an average net profit of US$ 1879 (deducting average TAOC from average profit). 

6.6.4 Revenue vs. cost analysis – few case studies of CatGen users

· peoplehandicraft.com, dealing in paper crafts and glass items, is established in late 2004. It has spent US$ 197 as the set-up cost and US$ 30 as annual charges. The website features around 150 handicraft items. It seriously takes enquiries generated though the website and respond to them on time. This has helped in developing relationship with enquirers. Within a short span of few months, it not only has developed and maintained 20 business contacts, but also has generated online sales worth US$ 42,254 in a single month. 

· asiancrafts.com.np, featuring more than 50 items, is established in 2003. It has spent US$ 127 as the set-up cost. It also pays US$ 127 as yearly fees. Its total annual operating cost comes to US$ 152.40 (20% of set-up cost plus the annual fees). But the website owner is more than happy to pay this amount, as it has helped him to generate sales worth US$ 15,000 in 2004. Last month alone (between June – July, 2005), from the total sales of US$ 5000, online sales accounts to US$ 2000 (40% of the total sales). 100 artisans (with 50% women) are benefiting through this site. The site owner is happy with CatGen for providing him with good exposure on international markets and the increased sales. Today, this site is managed and updated by Esewa.

· www.catgen.com/wsdp is a website of Pokhara based cooperative. The website was established in 2002. There are more than 60 bags and accessories listed in the website. It is generating around 4 – 5 inquiries per month and so far around 21 short-term/long-term contacts are developed though the website. This site is developed for free. The only liability is the annual fee of US$ 113. In 2004, the website has generated business of US$ 34,507. This amounts to 35% of total transactions done that year. The website is helping the cooperative to create employment for more than 200 women artisans. They are excited to do online business as it has generated business worth more than 300 times of money spent on maintaining the website in one year alone. 

· www.thirdworldcraft.com is a merchant website created in 1999. Today, it lists more than 1500 items, ranging from felt products to knives and from paper products to jewelleries. Thanks to CatGen platform, the website is automatically submitted in different search engines. The outcome is - this site comes on top in major search engines and has helped to attract more than 80,000 visitors in a single year. It is receiving around 30 – 40 inquiries per month. So far, it has developed more than 200 retail and wholesale contacts. Around 500 artisans (70% are women) are benefiting from it. It has spent US$ 100 as a set-up cost. Its other costs include monthly costs of US$ 8 and annual charges of US$ 100. Its total annual operating cost is US$ 216 (summation of monthly costs for 12 months, annual fee and depreciative value of set-up cost). In 2004, it has recorded a total sale of US$ 60,000. 75% of the total sale, i.e. sales worth US$ 45,000, is generated from the website. Similarly, in 2005 also, it has sold online the wares worth US$ 14,000 within a period of one month. There is just no comparison between the cost involved for conducting online business and sales generated!

6.7 Employment generation

In 2004, 1058 artisans have directly benefited from non-CatGen user respondents and 6756 artisans have benefited from CatGen user respondents. Cross-tabulating the number of artisans benefited (employment generated) with respect to the enterprises/artisans having sales generated through the websites, we get the information on number of employment generated due to e-commerce activities. 

Altogether 1738 artisans benefited or employments created in 2004 due to online sales of their handicraft products. This includes 1672 employments generated through 13 CatGen users who have sold their wares online. In the first six months of 2005, the number of artisans benefiting or employment created has increased due to more CatGen-based enterprises/artisans selling their wares through Internet. The total number reached 4393 (an increment of more than 250%.), which includes 4213 employments created through 19 CatGen users who have managed to sell online during the period.

	Number of artisans benefited/ employment created due to e-commerce
	Through CatGen platform
	Through non-CatGen platform

	In 2004
	1672
	66

	In the first six months of 2005
	4213
	180


Similarly, respondents were also asked for the number of artisans associated/involved with them at the time of data collection (August '05). It is seen that altogether 9231 artisans were working for/with the respondents at that point of time. This figure includes 8176 artisans associated/involved with CatGen users and 1055 artisans associated/ involved with non-CatGen users. 

Apart from the artisans, other stakeholders have also benefited directly or indirectly. The employment opportunities created at e-commerce service providers is one such example. The leading service provider in this study, Esewa alone has provided employments to the fresh college graduates including Satyendra, Ram and Nabin. They have learnt CatGen and it has helped them in getting jobs.  

6.8 Impact on women artisans (CatGen based)

The respondents were asked to provide three different sets of information regarding the employment creation. They were asked the number of artisans involved with them or employed by them at the time of data collection (August '05); number of artisans benefited in the first six months of 2005 and the number of artisans benefited in 2004. They were also asked to provide the percentage of women artisans involved with them in August '05 and the percentage benefiting both in first six months of 2005 and in the year 2004. 19 of the respondents using CatGen platform have provided information on the percentage of women artisans involved with them in August '05. Similarly, 18 respondents using CatGen platform have provided information on the percentage of women artisans benefiting in the first six months of 2005 and in the year 2004. Using these parameters, the tentative numbers of women artisans, either involved with the respondents or employed by them during different timeframes, were calculated. 

Altogether, 7640 women artisans were associated/involved with the organizations/ enterprises using CatGen platform at the time of data collection (August '05). In 2004, 6291 women artisans and in the first six months of 2005, 4551 women artisans were associated/involved with the organizations using CatGen platform.

Similarly, cross-tabulating the number of women artisans in different timeframes and sales figures influenced due to internet, we have calculated the number of women artisans who have benefited from online sales in 2004 and in the first six months of 2005.

In 2004, 1215 women artisans involved in 13 different organization/enterprises, using CatGen platform, benefited from the online sales. 

	
	Number of women artisans benefited

	In 2004 
	1215

	In the first six months of 2005
	3869


Similarly, the data of first six months of 2005 shows that 2654 additional women artisans benefited through online sales. This is an increment of more than 200%. In totality, 3869 women artisans benefited from online sales during the first six months of 2005. 

6.9 Trainings and Awareness

6.9.1 Participation in e-commerce trainings

· 21 respondents (68%, n = 31) have participated in training on e-commerce solution. This includes one non-CatGen user and the rest, CatGen users. All of them have participated in CatGen training.

· 7 of the non-CatGen users (88%, n = 8) and 3 of the CatGen users (13%, n = 23) have not participated in any training on e-commerce solution so far.

· Majority (14 out of 21, 67%) have participated in training conducted by Esewa. 6 of them (29%, n = 21) have participated in training conducted by Fair Trade Group.

· In an average, training period is of 4 days.

· Training made the participants aware on different aspects of CatGen. Still, as the majority of the artisans participating in the training have limited educational background, face language barrier and are not techno-friendly; they did not use CatGen to develop their websites on their own. Majority (12 out of 21, 57%) have let Esewa to develop website for them. 9 of the training participants (43%, n = 21) have developed the site on their own. Later on most of these artisans, who have developed the site on their own, have also let Esewa to manage and update the sites due to their limited technical knowledge, language barrier and time constraint.

· The participants feel following as the most useful side of the training:

· Increased awareness on operating CatGen

· Information on different e-commerce systems, e-marketing tools and online payment system

· Knowledge on buyer contact and product presentation methods

· The entrepreneur operating www.beadshandicraft.com states, " I have learnt a lot about e-commerce during the training. Before that I did not have any knowledge about it. I have learnt how to build website on CatGen and now I can manage it myself".

· The entrepreneur operating www.thirdworldcraft.com says, "We learnt all about e-commerce from this training. Before CatGen, we were using free website which is not that good and beneficial".

· The participants feel following as the missing part in the training:

· Did not cover search engine optimisation process.

· Training did not cover much on practical aspect due to time constraint. It needs to provide more time on teaching the participants on how to develop website and give them practicing time.

· Need to cover more on promotional techniques.

E-Commerce Training Feedback for Esewa

Esewa has been conducting e-commerce training for some time. After each training, it is collecting feedback from the participants. So far it has collected 94 feedbacks. 

100% of the participants feel that the content of the training was useful. More than half of the participants (53%) believe that the time of the training was sufficient. But, 47% of the participants are against the idea. They comment that there was not enough time for practising what they have learnt. They suggest Esewa to provide more time for practical training. 

86% of the participants feel that the presentation of the training was either very good or good. 14% feel it satisfactory. They commented that they have gained knowledge on e-marketing which is the need of the 21st century. When they were asked to rate the training by choosing a number between 1 to 10, with 1 being the lowest and 10 being the highest, the majority has rated between 10 to 5. The participants' rating is shown in the figure provided below.
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6.9.2 Interest shown to participate in future programs

· Respondents have shown overwhelming interest to learn more web promotional techniques and to participate in a workshop on search engine optimisation.
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26 respondents (84%, n = 31) are interested to learn more web promotional techniques. This includes 19 CatGen users and 7 non-CatGen users. 5 respondents, who are not interested in such techniques, feel that they cannot benefit from learning these techniques as they have limited technical knowledge and do not manage the sites on their own.

· 28 respondents (90%, n = 31) are interested in participating in a workshop on search engine optimisation. This includes 21 CatGen respondents and 7 non-CatGen respondents. 

6.10 Strengths and weaknesses of CatGen platform 

The respondents have provided their view on likes and dislikes regarding CatGen and the benefits they have received from it. Analysing these issues, we can broadly categorise the strengths and weaknesses of CatGen.

	Strengths
	Weaknesses

	User can update and manage the website without any third party assistance.
	Since many of the users have lower educational background, they feel learning CatGen a complicated task.  

	User can work offline to update and manage the site. Online time saved means savings on telephone and internet charges.
	Users sometimes have faced an occurrence of technical problems.

	It is user friendly. The user does not need to have detailed technical knowledge and does not need to depend on web developer.
	At times, CatGen server is very slow and at times it is totally down

	It is linked with and focused on handicraft sector.
	Software is bit slow at times.

	It has helped in generating more queries.
	Complicated to add flash animations.

	CatGen is cheaper than other service providers in Nepal.
	Image quality degrades when software creates thumbnail images

	Everything is automated. 
	Only limited people are aware of CatGen. It needs to publicise more.

	User does not need to resize photographs.
	Spellings check facility unavailable.

	Paper catalogue producing facility.
	Limited design templates available.

	CD-ROM facility (catalogue facility)
	

	User has complete control over website and its contents. S/he can frequently change/ update the site.
	

	It is easier to keep track of product details.
	

	Pages having product ideas/designs can be password protected so that only desired visitors get access to them. 
	

	Visitor statistics facility provided.
	

	It is easy to conduct online transaction using paypal facility.
	

	Automatic submission of the link to search engines.
	


Respondents provided following suggestions to overcome the weaknesses of CatGen:

· Needs regular counselling on e-business.

· Software needs to be made faster.

· Needs provision for batch upload to avoid re-uploading of whole web content when the internet connection is disconnected or when the user have time constrain to upload all the material at one go.

· Needs to provide a facility for enquiry basket and feedback form.

· It would be good to have a shopping cart facility like that of 2checkout.com

· Having a spell-check facility would be an added advantage.

· www.beadshandicraft.com suggests, "When there is updated version available, we should be informed. Also I did not know I can see visitor statistics log. We need to be informed properly".

7. eCommerce - artisans' true friend: Case studies

Case Study 1: Kunchan Lama
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Kunchan Lama is an artisan involved in Thanka producing. He has 30 years of experience in painting Thankas. In the days gone by, it was hard for him to get good return on his paintings. Market size itself was small and there was a layer of intermediaries before his paintings can reach the buyer. Today, he, along with 47 other artisans, is associated with Lama Painting School and collectively selling their paintings online. Now, he has direct access to larger market and the layer of intermediaries has also shrunk. Currently, his average monthly earning is US$200.

He is selling online through www.catgen.com/thangka as a retail or B2C site and through www.thangkapainting.com as a wholesale or B2B site. During the year 2004 alone, approximately US$3000 worth of Thangka painting was sold online.
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He has sold online a single piece of Thangka with size: 35 x 48 inches, (as shown in the picture) for US$800. If he had to sell it offline in the local market, he would have got maximum price of US$400 only. The cost breakdown of this Thangka is as follows:

	Material (Canvas)
	US$ 15

	Colour
	US$ 15

	Wages (took two months to paint)
	US$ 200

	Gold
	US$ 50

	Total production cost
	US$ 280

	Add: Administrative overhead
	US$ 55

	Total cost of Thangka
	US$ 335

	Profit margin of 20%
	US$ 65

	Local Selling Price
	US$ 400

	Online Selling Price
	US$ 800

	Gross value added profit
	US$ 400

	Less: Shipping and Commission
	US$ 80

	Net additional profit from online sales
	US$ 320


By selling online, he has a net additional profit amounting to nearly 500% of the local profit margin.

Case Study 2: Laxman Maharjan
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Laxman Maharjan, 42 years old artisan looks young but he has 23 years old son and two daughters. Living in the outskirts of Patan, he starts his day by praying and then starts making prayer wheel (Mane). With very little education, he started working at his brother-in-law's workshop at a tender age of 12. 

Being a farmer family, their household income used to be considerably low. This has forced him to leave education at a young age and join the work. 

With many years of experience and skill under his belt, now he has designed several new types of prayer wheel. He also employs other 7 artisans at his workshop and produces around 1000 pieces of Mane in a month. He mostly sells his products to local shops including Fair Trade shop. 
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After hearing that Internet and computer can help sell his products, he sent his son to e-commerce training conducted by CatGen/PEOPLink. He is now thinking to develop his own website and sell directly in the international market. At the moment, his products are being sold online through ESEWA and Third World Craft. The prayer wheel, which fetches him a profit of US$3.00 in the local market, is giving him an additional profit amount of US$17.00 when sold through the websites of ESEWA and Third World Craft. The cost breakdown of that prayer wheel is as follows:

	Material Cost
	US$2.00

	Wages
	US$2.00

	Overhead cost
	US$2.00

	Total Cost
	US$6.00

	Add: Profit
	US$3.00

	Local Selling Price
	US$9.00

	Online Selling Price
	US$55.00

	Gross value added profit
	US$46.00

	Less: Shipping
	US$24.00

	Less: Miscellaneous expenses
	US$5.00

	Net additional profit from online sales
	US$17.00


Online sale has helped him to generate 6-times more profit than what he would have received from the local sales. During the year 2004, he has sold online the Prayer Wheel of total approximate value US$600.

Case Study 3: Sariban Banu
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Sariban Banu, 43 years old woman who lives at Dallu, Kathmandu; is an artisan involved in making glass bead jewellery. She has studied up to Grade IX before getting married at a tender age of 17. She lives with three children who are all grown-ups now. Her husband has a small watch service shop and she is supporting to cover family expenses by making glass bead jewellery.  
 

She has been supplying to AR Pote Bunai Udyog on piece rate basis for the last two years. It has a CatGen-based website - www.catgen.com/glassbeads. She is from Muslim community and glass beadwork is considered as one of their traditional occupations. She has learnt to make pote (glass bead), chura (bangles) and women's jewellery from glass bead from her mother when she was just 12 years old.  

Before producing solely for AR Pote Bunai Udyog, she used to make and sell her wares in the local market. It was hard times for her, as she could not get regular orders and the merchants in the local market at Indra Chowk did not pay her in time. Since she started producing for AR Pote Bunai Udyog, she is getting regular orders. She is glad for this. She earns about NRs.3000.00 (US$42.00) per month in average. And, in some peak months, her income goes further up. 

She has heard that her products are being sold through computers but she does not know how it works. She hopes when her son finishes the college, she will ask him to help her do business over the Internet, but at the moment she does not want to venture into totally unknown territory on her own. She is happy as her goods are being sold regularly through A.R. Pote Bunai Udyog, who pays her on time and provides her with regular job. She also does not know how price is calculated for her products and how much her products are sold for. She is not interested on doing marketing on her own at the moment. She is happy as long as she gets regular orders. 

 

She is planning to do business on her own only when she saves enough money required for investing in her business. She hopes to keep saving for next couple of years, as till now her earning was spent on her children's education and on household expenditures. She is happy that all three of her children are getting good education.  

Sariban thinks though glass beadwork is traditional occupation for her community; today women from other communities have also entered into glass bead jewellery production, which has resulted in tougher local competition. So, she is happy to sell in overseas market and she hopes with help of computer she will get more orders. She is thankful to AR Pote Bunai Udyog for buying her products and providing her with regular income.

 

Case Study 4: Indra Maya Maharjan

Indra Maya Maharjan is a single, unmarried, young woman artisan plus entrepreneur involved in glass bead products. This 26-year-old lady is from Manamaiju village in Balaju, Kathmandu. She is from a Hindu family traditionally involved in farming. Her large and joint family consists of ten members. 
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She was inspired to learn the glass beadwork when AR Pote Bunai Ydyog conducted training at her village. She learnt the art by just observing and was attracted to work on this while she was in school. So, she started producing small items and selling them to the local people. As time passed by, she learnt various skills and also started designing new items. She joined AR Pote Bunai Udyog's production team some seven years ago. Today, she is very happy that she is the production team leader/business woman and providing work to 110 women in three different villages.  

She comes once a week to the AR Pote Bunai Udyog, gets orders and redistributes them to women in three villages. She, herself, is also making products and helping to develop new designs and items. Currently, she is earning more than Rs.10,000.00 (US$ 150) per month. Now, she is very independent. She not only is paying for her own education, but also is supporting in her sibling's education and family expenses. As her parents are farmers and do not have adequate land to support their large family, she is the only one in the family earning cash. She has big responsibility towards her family as a breadwinner. However, she is able to balance time between her study in the morning, the work with AR Pote Bunai Udyog and the family. She is graduating from her college in the near future and is content with her current work
 

She hopes to finish her graduation soon and wants to become an entrepreneur in the future. She thinks she needs a lot of money to start business so she will try to save for this. She knows a little bit of computer and Internet but has not got enough time to learn it yet. She wishes to learn, when she gets an opportunity. She has seen her products on the Internet and is happy that her products are being sold in the overseas market. One day, she will acquire computer skill and will do business on her own. But till then, she is happy to supply for AR Pote Bunai Udyog, which is getting regular orders for her and other women in her network.

 

Case Study 5: Sobha Thapa

Sobha Thapa is 18 years old girl from Hetauda, Makawanpur. This single and unmarried young girl has to leave her studies after finishing Grade Five due to her father's weak financial position. Her father used to be security guard and was the only breadwinner at that time. Her mother died ten years ago when Sobha was just eight years old. As it was hard to survive in Hetauda, her father decided to migrate to Kathmandu valley with his children to find better opportunities. 
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While visiting Bhaktapur, Sobha saw lots of men making different types of paintings. Soon an idea came to her mind that she could also prepare paintings, as it does not require formal education. She asked her father to find a place for her to learn painting skills. Her father arranged her to get training at one workshop in Bhatkapur. There, she learnt basics of painting skill for couple of months.
She now has two years of experience and can now paint basic figures and prepare base for a painting. But, she still is not capable to make a complete painting, as it demands more skill, focus and creativeness. She hopes to learn to make a complete painting by next year.

 

Right now, she works at Lama Thangka Painting School (www.catgen.com/thangka and www.thangkapainting.com). The school is selling Thangka paintings both online and offline. It has sold Thangka paintings worth US$ 4000 online during the year 2004. Sobha earns around Rs.4000.00 (US$ 60.00) per month. She is excited that she could earn that much being a novice Thangka artist. She feels that she is going through a bit hard times at the moment as she has to balance between her training and work, but she hopes strongly that she will become a skilled artist soon. She is very confident, as it is unusual for a woman to engage in Thangka painting.  

She does not know about computer, but is happy to learn that her paintings are being sold through computer. One day she hopes to learn to operate computer too. She does not know how to price her paintings and how much the paintings are sold for because she is only able to work on the initial part of the paintings now. So, she is working on piece rate basis. Once she learns to prepare a complete painting without help from anyone else, then she will think about selling the paintings on her own. 

Through her earnings, she is helping her father to support the family.  She is happy that she is getting regular job at Lama Thangka Painting School. 
  

Case Study 6: Carpet weaving and online sales

Formation Carpets (Pvt.) Limited was founded in Kathmandu, Nepal, by Sulo Shrestha-Shah and Linda Gaenzle in early 1990s. Today, 135 weavers/artisans are involved with the company, all of them women. 

In 1998, it has launched its own website www.formationcarpets.com.np. The main purpose of the website was to promote the exclusive carpets designed and produced by the company. The focus never was to conduct B2C transactions, instead it believes in creating good understanding with the quantity buyer to develop long-term relationship. 

Each year, it is receiving 15-20 quality inquiries. Most of the inquiries are for wholesale buying. So far, it has developed at least two regular buyers through its online promotion. Similarly, it also has developed many irregular or one-time buyers. Though it has not segmented the sales volume influenced through the website, the entrepreneur Mrs. Shrestha-Shah feels that the website has helped a lot in expanding its business through the years. She also confides that the website has helped her in maintaining relationship/ contacts with the existing buyers and to showcase new designs to them. Ultimately, it is helping her to create job opportunity for many woman artisans. 

8. Lessons learned and opportunities for other countries

· E-Commerce does work in the developing countries of the South like Nepal too. Even with its constraints on technical infrastructure, government policy and the awareness level, it is generating employment for the people. 77% of the respondents in Nepal study indicating some influence in their sales due to their web presence validate the issue.

· People can do successful e-commerce without having expensive software (platform for websites) with big brand name. Hardly any respondents in Nepal study are using e-commerce solutions like GoECart or Yahoo! Store. Except for the CatGen users, others either do not have idea on which software they are relying on or it is the local host with local solutions.

· CatGen is comparatively better web solution for the third world country like Nepal. It has local physical presence, which helps in understanding the local realities and requirements.  Local presence is also helpful in providing technical support promptly.

· CatGen is cost effective too. Artisans using it have to pay in an average half the price of what they would have to pay if they have taken some other local solution. They feel the cost justified, as the sales will easily recover their investment and expenses. The artisan running the website www.thangkapainting.com opines, "I am not in loss. I am satisfied with the amount I spent for website. I already recovered it from the sales".

· SMEs and artisans are reaping benefits of e-commerce in Nepal, thanks to CatGen. The overwhelming majority (91%) of the CatGen users have recorded sales through their websites. In 2004, they have recorded 10% of their sales influenced by the websites with average sales of US$13,242.00. CatGen has provided them with additional marketing outlet.

· SMEs and artisans are receiving net additional profit from the online sales. This has helped in increasing their income level. 

· SMEs and artisans no longer have to rely solely on the local markets. The local macro-environment alone cannot influence in their earning potentiality. With the conflict situation going on in Nepal, tourism industry is down. This directly affects the artisans, as their wares are mostly demanded by the tourists. But, with the online presence, they not only could tackle the shortfall situation but also are reaching the larger audience.

· E-Commerce has helped the artisans to reduce the layer of intermediaries to the minimum level. There is just a single or double tier of intermediaries left with e-commerce taking place. These single tier and double tier intermediaries are the ones who are helping the artisans to sell their wares online. Currently, it is not feasible in a developing country like Nepal to do away with these levels of intermediaries. With the limited education and higher resistance to change, the artisans do not feel comfortable to operate and manage the sites solely on their own. The artisan running the website www.mleathercraft.com says, "It is better if someone do it for me. Because I don't think I can get return equivalent of my time spent on making products. If I spend two hours in website maintenance, I loose Rs.100 (approximately $1.40) because I cannot produce my production. So I will loose my production capacity". Another artisan running the website www.khukuricraft.com adds, "I don't like e-business because I don't understand computer. I am very confused on website. I like if someone do it for me. I am not educated enough to handle it". It may take at least a generation to change this situation. Hence, today it needs a reliable platform to make connections between the artisans and the buyers. 

· Majority of SMEs and artisans are totally unaware of e-commerce and its benefits. They do not know how it can help in generating more business for them. More awareness sessions/workshops are required to make target beneficiaries aware on the opportunity they have not tapped into yet.

· SMEs and artisans who already have websites are unaware on how to market their websites and how to generate larger traffic to their sites. Training/workshop on raising the awareness level on these issues are also required.

QUESTIONNAIRE

UNDP Sponsored Evaluation of E-commerce in Nepal

Dear Respondent,

This UNDP sponsored study is being conducted to evaluate eCommerce in Nepal. The results from the study will be used confidentially and your particular answers will not be revealed. We would like to thank you in advance for your kind assistance.

Name…….……………………………………………………...……….………….………………………………...  

Address:..…………………………… …………………………...……….………….……………………………….

Contact Telephone:..………………………………… E-mail:..……………………………………………………..

Associated with/Member of:.…………………………………………………………………………………..……..

Skill involved in:………………………………………… Number of artisans: …………Women (in %):…...…….

Marketed product line:………………………………………………………………….…………………………….

You are: (Individual Artisan
( Enterprise
(Support Organization 
(Cooperative

Total value of international sales (US$) from all channels in 2005 (estimated)…...…………. 2004..……..………

Web site URL: …………………………………………………………… Established date:………………………. 

Platform:……………...………..………..Provider of e-commerce services:………………………………………

	(Questions for non-CatGen users)
	Yes
	No

	Are you getting enough technical support to solve problems? 
	
	

	Do you study your visitor statistics?
	
	

	Do you think you need to learn promotional techniques?
	
	


How do you use/manage your website or information on the web to sell your wares? (Select appropriate option) 

(
We manage and update website on our own expenses. Buyer sends emails/fax or letters to us and we respond to it in the same way.

( 
We let someone (or agent) manage and update our website. We receive emails/fax or letter through them and respond also through them.

( 
We list our products/services in other portals (locally) by just giving them images of products and details of pricing, description etc and receive orders, inquiries through them.

( 
We list products/services in virtual market places such as alibaba.com, indiamart.com etc and receive inquiries through it and respond and do business with them.

Please provide cost breakdown for managing your website:
Set-up Cost (US$):.………..…………. Monthly Cost:……………………….Annual Fees:……………………….

Type of your website: 

( Promotional 
( Wholesale 
( Retail 
( Both wholesale and retail

Current number of items listed in your website: ……………………………………………………………………..

Monthly number of hits:…….…………….Unique visitors:……………..…Inquiries:.……………..………………

Type of Inquiries: 

( Wholesale 
( Retail 
( End Consumer 
( For new product, not featured on your website

Estimated number of contacts developed through these inquiries:…………………………………………………...

	Estimated sales (in US$)
	In the previous month
	In 2004

	Total sales generated
	
	

	Sales influenced by the website alone
	
	


Number of artisans benefited in last six month ……………… In 2004:...………………..Women (in %):...………

What do you like/dislike about the e-commerce solution you are using?  How could it be improved?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________________________________________________________________________________

________________________________________________________________________

Do you know of other e-commerce systems?  Why are you using the current system?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________________________________________________________________________________

________________________________________________________________________

Additional Comments

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

Do you want a copy of report? (If yes, we will make a copy available to you).    
(Yes 
(No

Additional Questions for CatGen Users

Have you attended training on CatGen? 
( Yes 
( No

If yes, who conducted it?…………….….…...………..……When?….…..……...……… For how many days?……

What did you find most useful side of the training program?  What is missing?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________

Have you used CatGen to develop website by yourself or have others built it for you? 

________________________________________________________________________________________________________________________________________________
What benefits have you received from using CatGen?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________

________________________________________________________________________________________________________________________________________________

Did you have website before using CatGen?

( Yes 
( No  
If yes, please provide URL:……………………………………… …… ………

Did you find any difference between CatGen and other e-commerce systems?

( Yes 
( No  


If yes, what are they?…………………………………………………………………………………………………

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Do you find the price of web hosting under CatGen reasonable?                       

( Yes 
( No  
If not, what should it be? …………………………………………………………

Are you getting enough technical support to solve your technical problem in CatGen?

( Yes 
( No  

What improvement do you think we need to make CatGen more user friendly?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________

Have you studied your visitor statistics in CatGen?

( Yes 
( No  

Have you ever used the CatGen eBay listing capability?

( Yes 
( No  

Have you ever used CatGen to produce a paper catalog?

( Yes 
( No  

Have you used CatGen’s other capabilities to create website in other languages?

( Yes 
( No  
If yes, which languages?…………………………………………………………...

Do you think you need to learn more web promotional techniques?   

( Yes 
( No  

Would you be interested in participating in a workshop on search engine optimization? 

( Yes 
( No  

Comments: 

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

Thank you!

Additional Questions for Non-CatGen Users

Have you attended training on any e-commerce solutions: 
( Yes 
( No

If yes, who conducted it?…………….….…...………..……When?….…..……...……… For how many days?……

What did you find most useful side of the training program?  What is missing?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________

Have you used that e-commerce solution to develop website by yourself or have others built it for you? 

________________________________________________________________________________________________________________________________________________
What benefits have you received from using that e-commerce solution?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________

________________________________________________________________________________________________________________________________________________

Did you have website before using that e-commerce solution?

( Yes 
( No  
If yes, please provide URL:……………………………………… …… ………

Do you find any difference between that e-commerce solution and other e-commerce systems?

( Yes 
( No  


If yes, what are they?…………………………………………………………………………………………………

………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Do you find the price of web hosting under that e-commerce solution reasonable?                       

( Yes 
( No  
If not, what should it be? …………………………………………………………

Are you getting enough technical support to solve your technical problem in that e-commerce solution?

( Yes 
( No  

What improvement do you think they need to make that e-commerce solution more user friendly?

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________

Have you studied your visitor statistics in that e-commerce solution?

( Yes 
( No  

Have you ever used that e-commerce solution to produce a paper catalog?

( Yes 
( No  

Have you used that e-commerce solution to create website in other languages?

( Yes 
( No  
If yes, which languages?…………………………………………………………...

Do you think you need to learn more web promotional techniques?   

( Yes 
( No  

Would you be interested in participating in a workshop on search engine optimization? 

( Yes 
( No  

Comments: 

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

________________________________________________________________________

________________________________________________________________________

Thank you!
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Common

		Case No.		Q1		Q2		Q3		Q4		Q5		Q6		Q7 (2005)		Q7 (2004)		Q8		Q9		Q10		Q11		Q12		Q13		Q14		Q15		Q16		Q17		Q18		Q19		Q20		Q21		Q22		Q23		Q24		Q25		Q26		Q27

		1				Hemp and Allo products		0		0		Hemp and allo garments		b						2001		no idea				no		no		yes		b								a

		2		Lotus Holdings				0		0		carpet, pashmina, allo, hemp, woolen, handloom		b						2004		enet		enet		yes		no		yes		a		140				22		b		15						5		e

		3		HAN		Khukuri making		45		0		Khukuris		b						2003		no idea		Mount Digit Tech		yes		yes		no		a		630				168		e		75				80 ppl/day		30/day		c				45		45

		4		Lotus Holdings		Carpet weaving		135		100		Carpets		b		150000		300000		1998		enet		enet		yes		no		yes		a		140				1667		a		8						20/year		a		2		135		135		100

		5				Painting Arts		21		14.3		oil painting, water painting, sketches, posters, charcoal		b						2002		Mount Digit Tech		Mount Digit Tech		yes		no		yes		a		162				70		d		300								c		8		21		21		14.3

		6		Gems and Jewellery Association of Nepal		Gold and Silver ornaments		4		0		Gold & silver rings, earrings, bracelets		b						2004		webchroma.net		friend		yes		no		yes		a		172						d		280												4		7		0

		7		Fair Trade Group		handicrafts		800		70		handicrafts		c						2001		no idea				no		yes		yes		e		140				free		a		200						25/year		c		2		800		800		70

		8		HAN		Pashmina weaving		50		40		pashmina products		b						2004		World Link		Dreams & Ideas		yes		no		yes		b		507				90		a		200						8		a				50		50		40

		9		Fair Trade Group		handicrafts		0		80		handicrafts		c		297183		260563		2002		Catgen										a		162				254		e		450						2		e		10		25		15		95

		10		HAN		paper crafts		24		90		paper crafts		b		42254		70423		2004		Catgen		Esewa								e		140						e				8				2		b		2		24		24		90

		11		Fair Trade Group		Dyeing, block printing, sewing		43		98		household textiles & garment, stuffed dolls, printed paper		c		1409		11268		2005		Catgen		Esewa								e		169						e		25												43		43		98

		12		Fair Trade Group				0		100				c						2004		Catgen										a		128.5				128.5		a		5						5		a		5		9		10		100

		13		Fair Trade Group		handicrafts		800		80				c				147887		2004		Catgen		Nyatapole								e		225				127		d		7						9		a		3		800		800		80

		14		Fair Trade Group		Leather, felt, fabric		82		60		Leather, Felt, Fabric		c		140845		126761		2002		Catgen		Esewa								a		50				50		e		100						2/month		e		3		82		82		60

		15		HAN		Precious stones & jewelry		0		0		Jewelry, stones		b		91549		80282		2005		Catgen		Esewa								a		211				70		d		600

		16		Fair Trade Group		knitting, weaving, carpentry		1000		99		woolen/cotton/silk knitwears; carpets		c		219714		189255		2002		Catgen		Esewa								a		155				155		e		350		20000		2000		15		e		7		70				100

		17		HAN		paper craft & glass items		0		0		paper products		b		140845		126761		2004		Catgen		Esewa								e		197				30		e		150								e		20		50				60

		18		HANPAS		paper crafts		80		85		paper products		b		176056		140845		2001		Catgen		Esewa								e		211				183		e		550								b		13		10		8		90

		19		HAN		food & handicrafts		165		100		agro products & crafts		d		164789				2002		Catgen		Esewa								a		155				14		e										e		51		50				100

		20		HAN		jewelry making		25		0		silver jewelry		b		19718		42254		2002		Catgen		Esewa								e		493				70		d		70		4500				2/month		e		1		20		25

		21		Fair Trade Group		bag making		200		100		bags and accessories		d		42254		98592		2002		Catgen		Esewa								e						113		b		62						5/month		a		21		200		170		100

		22		HAN				30		0		Khukuris		b		70423		56338		2004		Catgen		Esewa								b		70		5		50		e		100								a		1		30		30

		23		HAN		glass bead work		5025		100		purse, ornaments, bags, cushion acessories		b		239437		211268		2003		Catgen		Esewa								e		155		10		113		e		150								a				3000		5000		100

		24				paper mask, wooden mask		4		50		paper mask, painted mask		a						2003		Catgen		Esewa								e								e														4		4		50

		25				Wood carving, sculpture		5		20		sculpture, frame, decorative window		a						2003		Catgen		Esewa								e								e														6		6		17

		26		HAN		leather, hemp bag		5		20		leather & hemp bag, purse, shoes		a		11500		10000		2003		Catgen		Esewa								e		100		8		100		e				300				13		a				5		6		20

		27		Fair Trade Group		various craft marketing		500		70		felt, jewelry, wooden/metal ornament, hemp, paper, knife		c		75000		60000		1999		Catgen		PEOPlink								a		100		8		100		e		1500		80000		10		40/month		e		200		500		400		70

		28		HAN		bamboo craft work		25		90		decorative bamboo craft		b		2817		2817		2004		Catgen		Esewa								b		128		4		49		e		100				1		5		a				30		25		90

		29						100		50				b		60000		50000		2003		Catgen		Esewa								b		128				128		e		50								a		5		50		60		50

		30		HAN		Jewelry		15		50		silver jewelry		a		35211		30986		2004		Catgen		Esewa								a		60		5		60		e

		31				Thanka painting		48		10		Thanka, Pauva painting		b		70423		56338		2003		Catgen		Esewa								e		150		8		100		e		60						6		e		4		48		48



&CCommon Information



Sales

		Case No		Total Sales (A)		Sales Influenced (B)		Total Sales {C)		Sales Influenced (D)

		1		0		0		0		0

		2		0		0		0		0

		3		2500		1500		24000		14400

		4		150000		2800		300000		0

		5		0		0		0		50

		6		0		0		0		0

		7		0		0		0		0

		8		0		0		0		0

		9		37148		372		260563		1303

		10		5282		1056		70423		42254

		11		0		0		0		0

		12		0		485		4285		0

		13		0		0		147887		7394

		14		17606		176		126761		1268

		15		11444		0		80282		0

		16		27464		3000		189255		0

		17		17606		5282		126761		0

		18		22007		2201		140845		9859

		19		20599		206		0		0

		20		2465		123		42254		6761

		21		5634		1972		98592		34507

		22		5634		211		56338		3521

		23		2817		2817		211268		0

		24		704		211		4225		211

		25		704		282		28169		704

		26		4225		28		9859		0

		27		15000		14000		60000		45000

		28		7042		282		1409		0

		29		5000		2000		50000		15000

		30		0		0		0		0

		31		0		493		56338		4366

		Total		360881		39497		2089514		186598

		Mean		11641.32		1274.10		67403.68		6019.29

		Stan Dev		27399.95		2679.58		83308.98		12306.09

		Skewness		4.59		3.90		1.36		2.43

		Correlation		0.21				0.04





catgen

		Case No		Q1		Q2		Q3		Q4		Q5		Q6		Q7		Q8		Q9		Q10		Q11		Q12		Q13		Q14		Q15		Q16

		9		yes		Esewa		2004		7		yes		yes		no		should be less		no		no		no		no		no				yes		yes

		10		no								yes		yes		yes				yes		yes		no		no		no				yes		yes

		11		yes		Esewa		2003		4		no		no		yes				yes		no		no		no		no				yes		yes

		12		yes		Tara Nath Paudel		2004		4		no		no		no		It's expensive for small sized business.		no		no		no		yes		no				yes		yes

		13		yes		Esewa		2000		3		no		no		no		Initially it was free, but as it started to be charged, we do not feel good.		no		yes		no		yes		no				yes		yes

		14		yes		Esewa		2002		few hours		no		no		yes				no		yes		yes		yes		no				yes		yes

		15		yes		FTG		2002		2		yes		no						yes		no		yes		no		no				yes		yes

		16		yes		FTG		2002		3		yes		yes		yes		catgen is reasonable		no		yes		no		yes		no				yes		yes

		17		yes		Esewa		2004		5		yes		yes		yes				no		no		no		no		no				yes		yes

		18		no								no		yes		yes				yes		no		no		yes		no				yes		yes

		19		yes		Esewa		2004		5		yes		yes		no		85		yes		no		no		no		no				yes		yes

		20		yes		FTG		2002				yes		yes		yes						no		no		no		no				yes		yes

		21		yes		Esewa		2004		3		yes		yes		yes				yes		no		no		no		no				yes		yes

		22		yes		Esewa		2004		5		no		no		yes		I am happy to pay $150, if I get order from website.		no		no		no		no		no				no		no

		23		yes		FTG		2003		4		yes		yes		yes		But since I have not yet got direct business, the price is bit higher for me.		yes		yes		no		no		no				no		yes

		24		yes		FTG		2003		2		no		no								no		yes		no		no				no		yes

		25		no								no		no								no		yes		no		no				no		no

		26		yes		FTG		2003		3		no		no		yes				yes		yes		no		no		no				yes		yes

		27		yes		Esewa		2004		4		yes		yes		yes				yes		yes		yes		yes		no				yes		yes

		28		yes		Esewa		2004		5		no		yes		yes				yes		yes		no		no		no				yes		yes

		29		yes		Esewa		2003		4		yes		no		yes				yes		no		no		no		no				yes		yes

		30		yes		Esewa		2004		4		yes		yes		yes				yes		no		no		no		no				yes		yes

		31		yes		Esewa		2003		5		no		no		yes				yes		no		yes		no		no				yes		yes

				yes = 20		Esewa = 13						yes = 12		yes = 12		yes = 16				yes = 13		yes = 8		yes = 6		yes = 6		yes = 0				yes = 19		yes = 21

				no = 3		FTG = 6						no = 11		no = 11		no = 4				no = 7		no = 15		no = 17		no = 17		no = 23				no = 4		no = 2

						Others = 1										DN/CS = 3				DN/CS = 3

						Average =				4



&Ccatgen responses



non catgen

		Case No		Q1		Q2		Q3		Q4		Q5		Q6		Q7		Q8		Q9		Q10		Q11		Q12		Q13		Q14		Q15

		1		no								no		no		yes				no		no		no		no				yes		yes

		2		no								yes		no		yes				yes		no		no		no				yes		yes

		3		no								yes		no		yes				yes		yes		no		no				yes		yes

		4		no								no		no		yes				yes		no		no		no				yes		yes

		5		no								no		no		yes				yes		no		no		no				yes		yes

		6		no								no				yes				yes		no		no		no				yes		yes

		7		yes		Esewa						no		no		yes				yes		no		no		no				no		no

		8		no								yes		yes		yes				yes		no		no		no				yes		yes

				yes = 1								yes = 3		yes = 1		yes = 8				yes = 7		yes = 1		yes = 0		yes = 0				yes = 7		yes = 7

				no = 7								no = 5		no = 6		no = 0				no = 1		no = 7		no = 8		no = 8				no = 1		no = 1

														DN/CS = 1



&Cnon-catgen responses




