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RIGHT FROM THE START ALL THREE OF  THE 
INTERNATIONAL GROUPS CAME UP WITH SIMI-
LAR IDEAS SO WE DECIDED TO WORK TOGETH-
ER AS ONE LARGE GROUP. BY TALKING TO THE 
ARTISANS AND OBSERVING WE DETECTED 
THREE PROBLEMS THAT NEEDED A SOLUTION:

1.  COMMUNICATION FROM ARTISANS   
 TO CUSTOMERS.

2.  SHOW HOW STORIES ARE TOLD IN   
 MATA NI PATCHEDI

3.  KEEP THE KNOWLEDGE AND TRADI  
 TION OF MATA NI PACHEDI ALIVE

BASED ON THESE TOPICS WE DEVELOPED 
THREE DIFFERENT PROJECTS. 

1.  SOCIAL MEDIA SOLUTION 
 (WEBSITE, FACEBOOK, MAIL)
     
 TO REACH MORE URBAN AND INTER  
 NATIONAL CLIENTS

2.  TOOLKIT TO EXPLAIN THE MEANING  
 OF THE SYMBOLS 
 (INFORMATIONCARDS)
    
 MEANT FOR EXHIBITIONS AND WORK 
 SHOPS. TO ENABLE AN EASY ACESS  
 TO THE RELIGIOUS EPICS 

3.  DIY-KIT FOR SCHOOL CLASSES AND   
 PRIVATE USE 
 
 TO GET AN APPROACH TO MATA NI   
 PACHEDI BY DOING IT YOURSELF

— INSIGHTS
MATA NI PACHEDI, IT’S CRAFT AND THE ARTI-
SANS WERE A MYSTERIOUS ENCOUNTER, AS WE 
DID NOT KNOW ANYTHING ABOUT IT AT ALL.
BUT TO SEE IT BEING CREATED AND THE 
TIME AND PATIENCE IT TAKES TO PRODUCE 
A SINGLE FABRIC HAS LEFT A FEELING OF RE-
SPECT AND ADMIRATION FOR THE ARTISANS.
EVEN THOUGH THE CRAFT HAS BEEN KEPT 
ALIVE BY THE ARTISANS, THE STYLE AND 
TECHNIQUE HAVE NOT CHANGED AT ALL, 
AT FIRST WE THOUGHT THAT WAS ODD, GIV-
EN THAT MOST OTHER CRAFT WOULD HAVE 
ADAPTED TO THE NEEDS OF THE MODERN 
WORLD. SHORTLY AFTER WE REALISED, THAT 
IT’S UNCHANGING NATURE IS ACTUALLY A 
MAIN FEAT THEY CAN PRESENT, BECAUSE THEY 
ARE KNOWN FOR THEIR STYLE AND IN A TIME 
OF INDUSTRIAL MANUFACTURING IT STANDS 
OUT AS MORE PRECIOUS AND PERSONAL.

— THOUGHTS ON A POSSIBLE  
FUTURE OF THE PROJECT
FOR US, THE MOST BASIC WAY OF THINKING 
ABOUT OUR APPROACH, WHICH WAS NOT PROD-
UCT BUT SERVICE DESIGN ORIENTED, WAS TO 
KEEP IN MIND, THAT THE DESIGN SOLUTIONS 
WE WOULD FIND, CAN ALSO BE KEPT ALIVE BY 
THE ARTISANS THEMSELVES, AND ALSO THE 
PRODUCTS THAT WOULD BE SPAWNED OUT OF 
THIS INTERNATIONAL COOPERATION, MAY BE 
EITHER OF ESSENTIAL USE TO THE ARTISANS 
OR EVEN BE SUSTAINED OR REPRODUCED BY 
THEM.
ONLY TIME WILL TELL, IF OUR EFFORTS WILL 
BE AWARDING.

— REFLECTION ON ENCOUNTERED 
CHALLENGES 
THERE WAS NO NEED TO REINVENT THE CRAFT 
OR THE PRODUCTS, THE ARTISANS WERE DO-
ING FINE IN THEIR OWN WAY, EVEN IF WERE 
NOT ABLE TO FULLY GRASP IT, AND THEY HAVE 
BEEN DOING SO FOR A LONG TIME AS WELL. S 
IT WAS MORE ABOUT FINDING OUT WHAT THEY 
STAND FOR, SO THAT WE FIND A WAY TO POR-
TRAY IT AND GIVE IT MORE EXPOSURE TO THE 
WORLD, SO THAT MORE PEOPLE WOULD KNOW 
ABOUT THEM AND KEEP THEIR CRAFT ALIVE.
SO WHAT WE LEARNED FOR OURSELVES IS, 
THAT WE OFTEN JUMP THE BASICS OF WHAT 
THE PEOPLE WE’RE TRYING TO HELP REALLY 
NEED AND INSTEAD RUSH TO FIND COMPLICAT-
ED (EVEN IF WELL THOUGHT OUT) SOLUTIONS, 
FOR PROBLEMS THAT NEED NOT ADRESSED AT 
THAT TIME. 
BY COMMUNICATING A LOT WITH THE ARTI-
SANS, TALKING TO THEM, EVEN IF NOT SERI-
OUS, BY QUESTIONING AND BY LISTENING WE 
FOUND OUT WHAT THE RELEVANT PROBLEMS 
WERE, SO WE HAD A BASIS TO COME UP WITH 
CONCEPTS THAT MIGHT ACTUALLY HELP THEM.

1.  PROJECT
     WEBSITE &
     BUSINESSCARD OUR APPROACH

WHAT WAS STILL MISSING FOR THE ARTISANS 
WAS ANY FORM OF BASIC ONLINE REPRESENTA-
TION, A NEED THAT WE TRIED TO SOLVE DUR-
ING THE WORKSHOP.  SO TO GET THEM A DIG-
ITAL FACE, THEY HAD TO HAVE A WEBSITE AT 
LEAST AND BECAUSE OF THAT ADDITIONAL 
INFORMATION SOME NEW BUSINESS CARDS AS 
WELL.

MAIN FEATURES
IMMEDIATELY BE ABLE TO GET IN CONTACT 
WITH THE ARTISANS, KNOW HOW THEY CAN 
CALL AND EMAIL AND WHERE THEY CAN FIND 
THEM.
SIMPLICITY WAS IN OUR HEADS THROUGHOUT 
THE WHOLE PROCESS, BECAUSE WE WANTED 
KIRIT, THE YOUNGEST OF THE ARTISANS TO BE 
ABLE TO MAINTAIN THE WEBSITE BY HIMSELF.
GIVING AN IMPRESSION OF THE BEAUTY OF THE 
ART OF MATA NI PACHEDI, MOSTLY THROUGH 
PICTURES.
GIVE AN EMOTIONAL BOND TO THE VISITORS, 
BECAUSE WE FELT THAT CONNECTION WHILE 
WE SPENT TIME WITH THE ARTISANS.

WHAT WE TRIED
WE THOUGHT OF DIFFERENT POSSIBILITIES, 
WE CREATED SEVERAL PAGES HOSTED BY 
DIFFERENT FREE PROVIDERS (FACEBOOK,SIX.
COM,TUMBLR.COM,WORDPRESS.COM), THESE 
PROTOTYPES PURSUED THE FUNCTION OF 
FINDING OUT WHICH TOOL WOULD BE MOST 
USEFUL FOR US AND THE ARTISANS.
WE DECIDED TO CREATE THE WEBSITE WITH 
THE WEB TOOL BY WIX.COM. ADITIONALLY 
WE MADE A FACEBOOK SITE, THAT WORKS AS 

A BLOG FOR UPCOMING NEWS, WHERE THE 
YOUNGEST MEMBER OF THE FAMILY, KIRIT 
CAN PUT ON NEWS, PICTURES AND UPCOMING 
EVENTS.
 
CHALLENGES FACED
GENERALLY, WE DIDN’T TRY TO FIND A NEW 
BRAND FOR THEM, BECAUSE THEY ALREADY 
HAD AN EXISTING IDENTITY THROUGH THEIR 
ART CRAFT AND FAMILY HISTORY. WHAT WE 
DID, WAS TO VISUALISE THEIR EXISTENCE BY 
TELLING THEIR STORY AND TO GIVE THEM 
A LOGO, WHICH THEY HAVE DRAWN THEM-
SELVES.
FOR STRUCTURING THE WEBSITE, WE ALSO DID 
RESEARCH ON INDIAN CULTURE, TO FIND OUT 
WHAT IS IMPORTANT. FOR EXAMPLE WE FOUND 
OUT THAT INDIAN USUALLY PREFER THEIR 
PHONES AS THE MAIN MEANS OF COMMUNI-
CATION – SO CONTACT INFORMATION NEEDED 
TO BE VISIBLE ALL THE TIME. AN OTHER EX-
AMPLE IS, THAT INDIAN ARTISANS ARE OFTEN 
PRODUCING BY ORDER AND NOT PRODUC-
ING IN ADVANCE AND THEN OFFERING WHAT 
THEY HAVE IN STOCK, SO THIS NEEDED TO BE 
THOUGHT OF AS WELL. ALL THESE SMALL IN-
FORMATIONS INFLUENCED THE DESIGN OF THE 
PAGE AND WHAT FUNCTION IT SERVES.





2. PROJECT
 DIY-KIT
PRODUCT DESCRIPTON
A DO IT YOURSELF KIT THAT GIVES THE EXPERI-
ENCE OF THE CRAFT TO CHILDREN AT SCHOOL, 
AND GIVES THE CRAFT OF MATA NI PACHEDI 
MORE EXPOSURE.

POSSIBLE FUTURE
THE PROTOTYPE THAT HAS BEEN PRODUCED 
SERVES AS AN EXAMPLE OF HOW THE CRAFT 
CAN BE SHOWN TO PEOPLE AS AN EXPERI-
ENCE. BEST CASE SCENARIO WOULD BE FOR 
SCHOOLS TO PICK IT UP AS PART OF THEIR ART  
EDUCATION.

QUESTIONS RAISED
WHAT ARE THE BEST FORMS AND EASIEST 
AVAILABLE MATERIALS TO BUILD THIS KIT, 
KEEPING IN MIND THAT THE FIRST THOUGHT 
WAS THAT THE ARTISANS WOULD BE ABLE TO 
PRODUCE THESE THEMSELVES.
WHAT NEEDS TO BE INCLUDED IN THE KIT, SO 
THAT THE EXPERIENCE OF MATA NI PACHEDI 
OR KALAMKARI CAN BE GIVEN AS A WHOLE 
AND NOT JUST PARTS OF IT.
HOW CAN IT STAND ON IT’S OWN WITHOUT 
ANY EXPLANATIONS NEEDED.
HOW CAN THE CHILDREN’S ENTHUSIASM BE 
STIMULATED BY THE PRODUCT.

THE FINAL PRODUCT
BAMBOO WAS USED AS THE MAIN MATERIAL, 
THE ARTISANS USE IT A LOT THEMSELVES IN 
THEIR WORK, IT’S EASILY AVAILABLE AND NOT 
COSTLY. IT ALSO REFLECTS THE ORGANIC AND 
NATURAL NATURE OF THE CRAFT, EVEN THE 
PENS ARE MADE OUT OF BAMBOO.
THE FABRIC IS SIMPLE COTTON, IT SERVES AS 
A COVER AND AS MATERIAL TO PAINT ON, SO 

AFTER IT HAS BEEN USED, THE CHILDREN WILL 
HAVE CUSTOMISED THEIR OWN BOX COVER 
WITH THEIR PAINTINGS.

THE PRODUCT INCLUDES
A BAMBOO TUBE WITH TWO OPENINGS, THAT IS 
USED FOR STORAGE OF THE MATERIAL
TWO CAPS THAT ALSO SERVE AS CONTAINERS 
FOR THE COLOR
A LONG PIECE OF FABRIC THAT WRAPS THE 
TUBE AND PROTECTS IT AND ALSO GIVES IT 
COLOR AFTER USAGE
FOUR PENS AND SEVERAL STAMPS, SIMPLE TO 
USE FOR THE CHILDREN
AND A RUBBER BAND THAT HOLDS IT ALL TO-
GETHER.

 





3.  PROJECT
     VISUAL FRAMEWORKS
PRODUCT DESCRIPTION
A FRAMEWORK OFFEREING VISUAL ASSIS-
TANCE FOR THE ARTISANS TO COMMUNICATE 
THEIR STORIES TO A GLOBAL AUDIENCE

POSSIBLE FUTURE
THE FUTURE OF THIS PRODUCT LIES IN THE 
HANDS OF THE ARTISANS. THERE IS A HUGE 
POTENTIAL IN ITERATING THE BASIC FRAME-
WORK. THE PURPOSE OF THE PRODUCT CAN 
REMAIN THE SAME, HOWEVER, THE FORM 
COULD BE REDESIGNED. 

QUESTIONS RAISED:
THE IDEA INITIALLY WAS TO BRIDGE THE COM-
MUNICATION GAP BETWEEN THE 
ARTISANS AND THE BUYER, SO THAT IT IS EASY 
FOR THE ARTISAN TO EXPLAIN THE STORY ON 
THE FABRIC. 
1) PURPOSE OF THE PRODUCT?
2) WHAT MARKET DOES IT CATER TO?
3) WILL THE ARTISANS BE ABLE TO REPLICATE 
THEM?
4) TO SELL OR NOT TO SELL
BUT THE IDEAS WE CAME UP WITH INVOLVED A 
LOT OF LABOR AND HENCE DID NOT SEEM FEA-
SIBLE TO GIVE IT AWAY FOR FREE.

PURPOSE OF THE PRODUCT.
- TO GIVE THE VIEWER A ZOOMED-IN VISION 
OF THE FABRIC, WHICH EXPLAINS THE SIGNIFI-
CANCE OF EACH ELEMENT AND MOTIF
- SERVES AS A MEANS OF STORY TELLING, 
HENCE BRIDGING THE 
COMMUNICATION GAP.
- NOT TO BE GIVEN AWAY AS A FREE PRODUCT 
AS THE PROCESS INVOLVED IS TEDIOUS

PROBLEM SOLVING: 
THE CHITARA FAMILY HAS BEEN PRACTICING 
THIS CRAFT SINCE 300 YEARS.THEIR PRODUCTS 
HAVE EVOLVED GRADUALLY OVER THE YEARS 
BUT NOT THEIR PROFIT MARGIN. THE REASON 
BEING THE COMMUNICATION GAP BETWEEN 
THEM AND THE GLOBAL MARKET. 

EACH ‘MATA NI PACHEDI’ FABRIC HAS A BEAU-
TIFUL STORY THAT THE BUYER IS USUALLY 
NOT AWARE OF. HENCE, THERE HAS TO BE A 
MEDIUM WHICH CAN ACT AS MEANS OF EX-
PLANATION AND INCREASE THE VALUE OF THE 
CRAFT.




