# AREA WHAT WE IDENTIFIED WHAT VARNRAAJ CAN DO

01 Positioning The category occupies an interesting space Move beyond product-level differentiation and
between mass-market home décor and traditional establish a sharper territory around
luxury craft. However, the proposition can easily contemporary Indian living and vibrant, living
become reduced to ‘colourful handmade décor'. craft.

02 Brand Personality Colour, craft and cultural expression provide Build a recognisable personality around
strong personality, but without a disciplined warmth, expression, cultural pride and
system the visual language can become busy or contemporary confidence while introducing
inconsistent. stronger visual restraint.

(0K} Brand Narrative Traditional craft and handmade production Turn craft into a central narrative. Explain
provide a rich cultural story, but craft can remain materials, techniques, regional influence,
secondary to the products themselves. people and process so the product carries

meaning beyond appearance.

04 Artisan Storytelling The artisan foundation is a strong differentiator, Create deeper maker stories, process
but generic 'handmade' communication does not narratives and craft-specific content that
fully capture the human value behind the work. makes craftsmanship visible, understandable

and emotionally meaningful.

05 Audience The audience is not simply looking for functional Frame products around lifestyles, moods,

Experience home décor. They are often searching for ways to ~ rooms and personal expression rather than
express personality, culture and taste through relying entirely on conventional product
their living spaces. categories.

06 Digital Experience A catalogue-first structure can communicate Transform the digital experience from a
products efficiently but may fail to establish a product catalogue into an immersive world
distinctive brand world before the shopping that lets visitors discover, feel, explore,
journey begins. understand and then shop.

07 Visual Identity The category naturally contains strong colours, Adopt a 'warm maximalism with restraint'
patterns and materials. Without direction, this can system using intentional colour, warm
create visual noise and reduce perceived value. foundations, tactile materials, editorial

typography and contemporary Indian interiors.

08 Photography Individual products can be visually attractive, but Prioritise editorial lifestyle photography,
isolated catalogue photography does not always real-world interiors, human interaction and
communicate scale, lifestyle or emotional context. ~ macro craft details to show both product and

atmosphere.

09 Product When many products are presented equally, the Introduce stronger curation, room-based

Presentation experience can feel catalogue-heavy and make discovery, shop-the-look experiences,
individual pieces less distinctive. material details and contextual product
storytelling.

10 Perceived Value Handcrafted products have inherent cultural and Increase perceived value through storytelling,
material value, but excessive catalogue curation, craft education, editorial
presentation can make the experience feel presentation and reduced dependence on
transactional. promotional communication.

11 Brand Many players can claim Indian, handmade, Own a stronger combination: vibrant Indian

Differentiation

colourful or artisan-led. These individual claims
are not enough to create a defensible brand
territory.
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craft designed for contemporary living,
expressed through a distinctive lifestyle
philosophy.
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# AREA WHAT WE IDENTIFIED

WHAT VARNRAAJ CAN DO

12 Conversion Traditional e-commerce encourages visitors to
Journey browse products, but browsing alone does not
necessarily create emotional attachment or
deeper discovery.

THE VARNRAAJ PERSPECTIVE

contemporary lifestyle context.

THE STRATEGIC OPPORTUNITY

FROM: Handcrafted décor as a product category
TO: Contemporary Indian living as a brand territory

Build a guided journey: Discover - Feel -
Explore - Understand — Shop, with
contextual CTAs and curated paths
throughout the experience.

The strongest opportunity is not to make handcrafted Indian décor look more premium for the
sake of appearance. It is to make the cultural and human value of the craft more visible inside a

The category already has colour, materiality, cultural depth and craftsmanship. What it needs is
a stronger point of view that turns those ingredients into a recognisable brand world.

The opportunity is to build a world where Indian craft is not treated as something preserved in
the past or used only for decorative occasions. Instead, it becomes a living part of modern

homes, personal identity and everyday expression.

CORE CONCEPT

Indian craft meets modern living.

CO NT E M PO RA RY Colour meets restraint.
I N D |A N L IVI N G Tradition meets personality.

Craftsmanship meets contemporary design.

DIGITAL EXPERIENCE DIRECTION
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DISCOVER - FEEL - EXPLORE - UNDERSTAND - SHOP

The digital experience should feel less like an online catalogue and more like entering a living Indian home.

The website should establish a world before presenting a large number of products. Visitors should encounter lifestyle,
craft, atmosphere and stories first, then discover products naturally within that world.

Priority experience areas: Editorial storytelling - Lifestyle-led hero - Curated rooms - Shop by mood - Craft stories -
Maker/process storytelling - Shop-the-look - Elevated product presentation - Community - Founder/artisan narrative

DESIRED PERCEPTION

A brand that makes a home feel uniquely alive, culturally rooted, personally expressive, and
modern without becoming generic.

THE VARNRAAJ CONCLUSION

The category does not need to become more traditional to communicate Indian craft, nor does
it need to become more minimal to feel contemporary.

Its strongest opportunity lies in the intersection: rich Indian craft, interpreted through a modern
lifestyle lens.

The strategic challenge is therefore not simply to redesign the interface. It is to build a
recognisable world in which the products, stories, people and craftsmanship all reinforce the
same idea.

ANONYMISED STRATEGIC WORK
Brand identity and identifying information have been withheld. This document represents a conceptual strategic analysis of the contemporary
Indian handcrafted home décor category and demonstrates VarnRaaj's Brand Intelligence methodology.
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