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C
o

n
cep

t:

T
he S

H
A

K
T

H
I project aim

s to set up w
om

en entrepreneurs from
 S

H
G

s [S
elf H

elp
G

roups] as retailers1 selling branded consum
er products, predom

inantly soaps and
detergents in order to prom

ote rural livelihoods. In the district of N
algonda, w

here this
effort has been studied, the project is a tripartite venture betw

een H
industan Lever

Lim
ited [H

LL] India; the S
H

G
 groups in the district of N

algonda, and their prom
oting

organisation, W
om

en E
m

pow
erm

ent and S
elf E

m
ploym

ent; D
ept of R

ural D
evelopm

ent;
G

ovt. of A
ndhra P

radesh [A
t the district level, D

R
D

A
]. T

he project involves identifying
and setting up of w

om
en entrepreneurs from

 rural S
H

G
s previously engaged in thrift

activities, building their capacities as retailers, creating m
arket inform

ation and feedback
channels for the H

LL products, and reaching rural consum
ers w

ith quality product that
is affordable from

 the H
LL range of products. T

his study looks at the livelihood prom
otion

learning and potential of the project.

B
ackg

ro
u

n
d

 o
f th

e th
ree o

rg
an

isatio
n

s invo
lved

:

T
he S

H
G

 m
ovem

ent in A
ndhra P

radesh:

In its m
ost basic form

 the S
H

G
 is a self-help group, usually a group of like-m

inded/
com

m
on affinity group of w

om
en w

ithin a geographic area. Initially prom
oted by non-

governm
ent organisations as enabling collectives for w

om
en, w

ith an intention of providing
stronger bargaining positions, they m

ainly becam
e instrum

ents for thrift and credit
activities. In a country w

here institutionalised credit is not available to a large proportion
of the population, the S

H
G

 m
echanism

 has been m
ost effective in helping poor w

om
en

save, and providing credit to its m
em

bers; on a sustainable basis. In order to achieve
this the S

H
G

 builds its ow
n capacities and capital, w

ith prom
oting agencies only playing

a facilitating role in helping the S
H

G
 articulate and reach its goals.

T
he m

ovem
ent starting in the early 1980s has now

 spread across India, and is being
perceived as a tool to em

pow
erm

ent through various initiatives."... Initial success has
attracted considerable attention of developm

ent practitioners, policy m
akers, funders,

academ
icians, researchers and even corporate bodies. S

H
G

 today has becom
e a vehicle

to pursue diverse developm
ental agenda and even profit m

otive..."
2

T
he governm

ent of A
ndhra P

radesh further has been actively prom
oting S

H
G

 as an
institutional m

echanism
 for poverty alleviation. S

ubsidies and benefits are provided to
S

H
G

 m
em

bers, such as gas and pow
er connections.  S

H
G

s in som
e places participate

in village developm
ent through govt-sponsored program

s. B
anks and financial institutions

are being encouraged to lend to rural areas through the S
H

G
s, through the active

intervention of institutions such as N
A

B
A

R
D

. S
im

ultaneously the state provides m
atching

grants equal to the savings of the S
H

G
s, in order to im

prove their productivity and
incom

e generation capability. T
he S

H
G

 is being encouraged to think in term
s of econom

ic
productivity and prom

ote livelihoods for its m
em

bers, and not lim
it itself to thrift.

T
h

e D
ep

t o
f W

o
m

en
 E

m
p

o
w

erm
en

t an
d

 S
elf E

m
p

loym
en

t:

T
he D

ept of W
om

en E
m

pow
erm

ent and S
elf E

m
ploym

ent; D
ept of R

ural D
evelopm

ent;
G

ovt. of A
ndhra P

radesh is the agency w
hich co-ordinates and provides support to the

S
H

G
s in A

ndhra P
radesh. In this particular project the D

istrict R
ural D

evelopm
ent

A
gency [D

R
D

A
] of N

algonda district has played a key role in co-ordinating and
im

plem
enting the program

 as part of prom
oting rural livelihoods through S

H
G

s.

H
in

d
u

stan
 lever lim

ited
:

H
industan lever lim

ited [H
LL] is a subsidiary of the m

ultinational U
nilever; a m

ajor player
in the w

orld w
ide soap m

arket. H
LL is the largest soap and detergent m

anufacturer in
India w

ith a $2.4 billion in sales [2001] the largest profit centre is soaps and detergents,
w

ith food and beverages, personal products and specialty chem
icals follow

ing.

H
LL's m

ission outlines a broad philosophy of serving all Indians across all spectrum
s

in order to '... w
ith branded products and services w

hich raise the quality of life'3. To
this end H

LL has built research and developm
ent, distribution and m

arketing capabilities
to the different m

arkets.

H
LL has built its brand around the issue of fam

ily health and safety from
 diseases, and

hopes to increase its share in the m
arket by using the platform

 of hygiene. M
arkets for

soaps in developed countries are expecting to be stagnant, w
ith m

ost grow
th potential

in developing countries. Lessons in m
arketing from

 India can also benefit U
nilever in

leveraging m
arkets in other developing countries, on the sam

e platform
 if health.

1 1 W
hile on the field the w

om
en entreperenuers w

ere referred to as retailers, H
LL later clarified that they

are seen as distributors, and under the H
LL um

brella.
2 B

ackground paper has developed by S
a-D

han to facilitate the process of discussion at sub-com
m

ittee
m

eeting on S
H

G
 standards (13 M

ay, 2003 H
yderabad).

3 T
he fortune at the bottom

 of the pyram
id........C

K
 P

rahlad
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Id
en

tificatio
n

 o
f o

p
p

o
rtu

n
ity an

d
 w

o
m

en
 en

trep
ren

eu
rs-

th
e p

ilo
t stag

e:

A
 national-level organization M

A
R

T
 has been em

ployed by H
LL to w

ork in its program
w

ith the S
tate D

epartm
ent for R

ural D
evelopm

ent's A
P

 R
ural Livelihoods program

 in
N

algonda district to identify m
arket-driven private partnership opportunities. M

A
R

T
's

expertise in linking poor to the corporate by identifying m
utual needs that can be fulfilled

by each other has been achieved through w
ork done across the country. M

ostly, they
have been associated w

ith efforts of backw
ard integration tie-ups w

herein the poor have
produced goods required by the corporate for their operations. In this case how

ever,
instead of a m

anufacturing activity, they w
ere able to tie-up retailing activity for H

LL
products like branded soaps and toothpastes.

M
A

R
T

 did a scan of local opportunities and felt that tie-up w
ith H

LL for retailing their
products is possible. A

fter detailed discussions w
ith H

LL representatives and field visits
by their senior staff, details of the collaboration w

ere w
orked out. H

LL, M
A

R
T

 and D
R

D
A

w
ere all involved jointly in the identification of the w

om
en entrepreneurs. In a few

 cases
D

R
D

A
 staff and M

andal officials also got involved in identification and selection.

M
A

R
T

 had also m
ade random

 assessm
ent of the existing S

H
G

 federations along w
ith

D
R

D
A

 staff w
hich w

as used as input for designing the program
m

e im
plem

entation.
Initially, it w

as decided to im
plem

ent the program
m

e through federations, since this
afforded a bigger scale on w

hich to carry out the operations.  B
ut certain practical

difficulties w
ere noticed. F

irstly, the federation w
as not w

illing to bear all the expenses
incurred, as the expenses included building infrastructure for the retailing unit, and
further the federation w

as unw
illing to rem

unerate m
em

bers w
ho m

anaged the business
for their services; despite the fact that they w

ere m
em

bers and O
ffice bearers of that

particular federation itself. T
his w

as found unviable, as roles and rem
uneration for

perform
ance w

as problem
atic. B

ased on this experience, som
e of the m

em
bers w

ere
encouraged to take up the activity im

plem
entation on their ow

n, w
hich started yielding

better results. H
LL, w

ith the help of the D
R

D
A

, then identified individual entrepreneurs
in the group w

ho could invest and take up the activity for each village.

H
LL representatives visited m

any villages in the area and identified villages covered
w

ith 1000 to 2000 populations, w
hich w

ere taken as stock point villages. M
ajority of the

S
tock dealers are S

angha P
riyas, S

H
G

 leaders and F
ederation leaders. H

ow
ever, they

identified only such people w
ho had the capacity of their ow

n capital to invest for the
activity, w

hich precluded participation of m
em

bers w
ho w

ere not so w
ell off. A

lm
ost all

the m
em

bers selected as retailers are those w
ho are either the anim

ators or the group
leaders or active m

em
bers of the S

H
G

s.

T
hrough group m

eetings, entrepreneurs from
 w

ithin the S
H

G
 w

ere chosen for the
activity. T

he im
plem

enting agency H
LL and D

R
D

A
 provided joint trainings to the selected

entrepreneurs. T
hey linked ten entrepreneurs to banks for financial support. T

he H
LL

team
 in N

algonda independently built brand for the projects through local resource
people, and in schools, after com

pleting a survey of the area in term
s of usage and

access to the H
LL products. T

hey also actively found sm
all shops w

ho could directly
buy from

 the w
om

en entrepreneurs in order to increase turnover, com
ing up w

ith a
m

odel w
here the investm

ent and m
argin to the w

om
en could stay the sam

e, w
hile

increasing incom
e using the increased turnover. H

LL professionals also gave hand-
holding support to the w

om
en entrepreneurs till they w

ere able to continue the activity
on their ow

n, w
hich on an average took about a year.

H
L

L
's strateg

y to
 reach

 ru
ral m

arkets:

P
rior to this project H

LL had already set up its ow
n distribution netw

ork, w
ith tow

ns of
population m

ore than 3000 through H
LL stockists w

ho stock the com
pany's products

w
hich include soaps detergents and som

e beauty products for w
om

en. P
roject S

hakthi
sets up w

om
en entrepreneurs from

 self-help groups to take up m
arketing of these

products in villages w
ith populations of less than 3000. S

m
all shops that stocked and

supplied H
LL products along w

ith other consum
ables and provisions for the village w

ere
previously servicing these. H

LL strategically chose villages of populations betw
een

1500 and 2000 to pilot its distribution through the S
H

G
 as the stock point. V

illages less
than 1500 population w

ere seen as satellites that could be serviced by nearby stock
points. In the district of N

algonda, there are a total of 1021 villages in the required
population range and of these currently only 10-15 are yet to be covered using this
strategy. 231 stock points have already been created, w

ith w
om

en entrepreneurs from
the S

H
G

 m
ovem

ent taking up the responsibility of sole distribution and sale of H
LL

products. S
ince the S

H
G

s them
selves reach a lot of households in each village, in effect

m
ost of the households in each village are reached, and as the m

ovem
ent itself grow

s
and accesses m

ore w
om

en, organically the product too w
ill reach these w

om
en.

R
ecognizing that the returns on sale to individual custom

ers w
as not very rem

unerative
on the capital investm

ent, H
LL undercut its ow

n stockists in the sem
i-urban areas that

provided stock to the local shops in villages w
here S

H
G

 entrepreneurs took up stock
points. Typically a stockist in a sem

i-urban tow
n provided the stock to local shops in

nearby villages at 92%
 of retail price, allow

ing for an 8%
 m

argin for the local shop
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ow
ner. T

he sem
i-urban stockist him

self w
as supplied stock at 88%

 of retail price,
allow

ing him
 a m

argin of 4%
 w

hen he sold in bulk to the local shop ow
ner. H

LL, in
parellel supplied stock to the S

H
G

 dealer/stock point at 89%
 of retail price, w

ith a
condition that she could supply to the sam

e local shops in the area at a 3%
 m

argin,
the transport cost being borne by the com

pany. T
he advantage to the local shop ow

ner
w

as that he w
as able to get stock at 92%

 of retail cost, w
hich w

as the sam
e as from

the sem
i-urban stockist, but he did not have to pay transport cost, as the w

om
an

entrepreneur in his ow
n village delivered stock at his doorstep as and w

hen required.
T

his tie-up w
as encouraged by the H

LL professional in order to increase the volum
e of

sale at the stock point and im
prove returns to the S

H
G

 dealer on her capital. T
he

m
onthly sale is a function of the num

ber of tim
es the initial w

orking capital input w
as

rotated in a m
onth. D

epending on the dealers' skills, 30%
 to 70%

 of m
onthly sale cam

e
from

 volum
e sale to sm

all shops. T
he rest of the sale w

as m
ostly to S

H
G

 m
em

bers,
w

ho could avail a 5%
 reduction on the retail price, leaving a m

argin of 6%
 to the dealer

on direct sales. T
he dealer herself w

as com
m

itted to sell only H
LL products, except in

non-com
petitive segm

ents like biscuits or w
om

en's im
itation jew

ellery or groceries.

S
ince the com

pany bore the cost of the transport, local shops chose to order from
 the

S
H

G
 dealers' stock point as against the nearby stockist. T

he S
H

G
 m

em
ber got a

reduction of 5%
 on the product and also som

e credit period that w
orked for her. O

ut
of three dealers visited, tw

o sold only to S
H

G
 m

em
bers in her village, w

hile one also
had non S

H
G

 custom
ers. T

he lack of transport cost also encouraged the S
H

G
 stock

points to re-order in sm
all lots as and w

hen stock w
as needed; increasing the m

onthly
sale, and returns to the stock point, w

ithout needing additional capital injection.

R
even

u
e m

o
d

el fo
r th

e S
H

G
 lead

er, su
p

p
o

rt p
rovid

ed
 by

H
L

L
-S

calin
g

 u
p

:

W
hile originally the activity had been seen as a livelihood intervention by the S

H
G

, it
w

as found that individual entrepreneurs from
 the group w

ere m
uch m

ore effective in
setting up and running the enterprise. Typically either a prom

inent w
om

an w
ith visibility

in the village or a functionary of the group took up the activity after som
e training from

H
LL. T

he w
om

an also had the ability to raise the necessary capital that ranged from
10,000 to 50,000. In one case the w

om
an w

as the chief anim
ator of four S

H
G

s herself,
and had a captive consum

ption in her S
H

G
 m

em
bers. H

er village has a population of
around 1500, of around 300 fam

ilies m
ost of w

ho are S
H

G
 m

em
bers. H

er custom
er

base is of 116 fam
ilies w

ho on an average buy betw
een R

s.50-R
s.3004 w

orth of soaps,
detergents, and som

e cosm
etic products such as talcum

 pow
der. T

here are four larger
shops w

hich stock m
ost of w

hat the village needs in term
s of provisions or consum

ables.
T

he infrastructure costs included a stock room
, w

hich doubled as the outlet. P
roducts

other than the H
LL included sarees, insurance policies, provisions, stationary and locally

m
ade food item

s in sm
all quantities. In the second case, the w

om
an had additionally

invested R
s.50,000 in sarees, w

hich she sold along w
ith H

LL products. In the third case,
the entrepreneur had an elastic stock range, borrow

ing and buying provisions for sale
during the festive seasons. In all the stock points w

om
en are encouraged not to sale

com
petitors products in the H

LL range of products.

W
hile the w

om
an entrepreneur had to invest in stock, H

LL guaranteed an exchange on
products that had not sold in over a m

onth. S
ince perishability w

as not a concern for
soaps and detergents, this m

itigated the risk of investm
ent in unsaleable stock. In order

to further supplem
ent the entrepreneur's incom

e, the distribution function to local shops
of H

LL products w
as also done through this stock point, adding to her incom

e. T
his w

as
done by H

LL at the cost of undercutting their ow
n stockist in the nearest tow

nship; by
providing free transport at the sam

e cost of product to the shops that placed orders
through the stock point. A

 professional from
 H

LL, w
ho actually m

ade and m
aintained

contact w
ith local shops, also supported the w

om
an entrepreneur during the initial

stages.

E
ach individual fam

ily in the village earning 1500-2000 on an average spent betw
een

100 to 300 on soaps and detergents. B
randed products like H

LL w
ere m

ore expensive,
especially as locally m

ade non branded products w
ere available. M

ost local shops
stocked both products; but S

H
G

 m
em

bers w
ere given a 5%

 discount on their purchases
from

 the S
H

G
 stock point. T

he S
H

G
 m

em
ber w

as also treated as valued custom
er by

the w
om

an entrepreneur and given som
e credit as the w

om
an entrepreneur generally

knew
 her circum

stances, and could w
ait for paym

ent. T
his incentivised the shift of the

S
H

G
 m

em
bers to the H

LL-S
H

G
 stockpoint, even in the face of cheaper product being

available in the local shops.

T
he S

H
G

 m
echanism

 ensured that there w
ere no defaults on the paym

ents. P
roducts

such as fair and lovely priced at R
s.26 per tube also sold, due to the exposure of these

custom
ers to the television ads w

hich prom
oted the product. A

ssum
ing a break-up of

50-50 of the total turnover betw
een sale to the shops at 6%

 m
argin and to the S

H
G

m
em

bers and other custom
ers at 4%

 m
argin, an average of 5%

 turnover is m
ade as

profit by the individual entrepreneur. O
n an average this am

ounted to betw
een R

s.1500
to R

s.2000 rupees return on an investm
ent of R

s.20, 000. O
n H

LL's com
m

itm
ent to the

4 H
LL clarified that the average consum

ption on these goods in each fam
ily w

ould be R
s.100 per m

onth
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local econom
y, sourcing of locally produced lim

es, sw
eet oranges for their food and

beverages section has been tentatively discussed.

B
u

ild
in

g
 b

ran
d

 an
d

 p
ro

m
o

tio
n

, m
arket creatio

n
 an

d
co

m
p

etitio
n

A
 com

bination of aw
areness cam

paigns, both face to face  and m
edia; m

ostly television,
incentives to distributors and custom

ers, special S
hakthi cam

ps as w
ell as reaching to

schools created m
arket reach, and supported the distributors and built brand in the

target group.

A
 P

racharini w
ho is a local w

om
an w

ho w
orks w

ith H
LL to build brand gave further

support to the product through brand prom
otion. T

hese prom
otion agents organized

events w
here they dem

onstrated the better quality of their product in prom
oting hygiene.

O
ne other area of m

arket creation and branding w
as through the local schools. W

hile
m

ost of the older w
om

en used soap and detergent, products like the one rupee sachets
of sham

poo and dental products needed to build a consum
er base. In order to build

aw
areness of the brand and utility of the product dem

onstrations w
ere held at schools

specifically targeting children and youth, strategically turning them
 into consum

ers.

T
he H

LL professional m
onitored the sale volum

es in each village, providing handholding
till the stock point entrepreneur w

as confident and stable. S
tarting w

ith six professionals
the team

 is now
 dow

n to tw
o in N

algonda, w
ith the others m

oving on to new
 areas

w
here stock points are to be started up. To quote the H

LL m
arketing executive in charge

of the project in N
algonda; in response to queries on the grow

th potential in the villages
"all w

e need to do is m
ake the product available, and people buy". T

his is probably a
function of the large m

edia cam
paign.  T

he brand equity of the product is high, and
access to television is one of the m

ain criterions that the com
pany keeps track of in its

partner stock points; 70%
 of households ow

n televisions.

A
nother huge investm

ent in brand w
as done through the I-shakthi project w

hich w
as

conceptualized as the internet service point offered in conjunction w
ith the stock point.

Inform
ation on health, agriculture, personal care, etc are offered on an online basis on

the H
LL site. A

 tie-up w
ith W

IP
R

O
 allow

s the users to access adult literacy program
m

es
on dem

and. C
hildren's gam

es are also available on registering w
ith the stock point

entrepreneur. T
his strategically involves children as w

ell as youth, w
ho use this inform

ation
to access exam

ination results and job prospects in distant tow
ns.

A
 m

atrix is thus form
ed, as strategy across ages and sex, as w

ell as for covering the
geographic area, divided into urban, sem

i-urban and ham
lets. C

urrently the sale from
the district of N

algonda; not including N
algonda tow

n is 23 Lakhs, w
ith a target of

double the figure in the next year. Initially starting w
ork w

ith a team
 of 7, now

 H
LL is

able to service the entire district w
ith tw

o field staff, supervised by the area m
anager

for A
ndhra pradesh. T

he H
LL staff, w

ho initially needed support from
 D

R
D

A
 in starting

the venture, are now
 confident of their ability to w

ork in rural areas; and are independently
negotiating w

ith the w
om

en, w
ithout the intervention or m

ediation of either the S
H

G
, or

the D
R

D
A

.

Im
p

act o
n

 en
trep

ren
eu

r, S
H

G
, lo

cal eco
n

o
m

y an
d

 H
L

L
:

T
he tripartite project has had cost and investm

ent im
plications to all the partners

concerned. T
he S

H
G

 m
ovem

ent has been hugely invested in by the departm
ent of

A
ndhra P

radesh. E
m

pow
ering of w

om
en has been a critical agenda, and support from

D
R

D
A

-V
E

LU
G

U
 has been constant over the past ten years. Infrastructure, capacity

building, production and m
arketing support, loans and subsidies have been provided in

order to build the institution of the S
H

G
 and its credibility and effectiveness. E

ach S
H

G
has also invested in itself, in term

s of tim
e and resource; m

ost of the leaders are w
om

en
w

h
o

 
h

ave
 

se
e

n
 

th
e

 
S

H
G

 
th

ro
u

g
h

 
th

e
 

te
e

th
in

g
 

tro
u

ble
s 

o
f 

cre
d

it 
a

ctivity. T
h

e
ir

entrepreneurial skills have been built through the S
H

G
 activity, supported by the various

N
G

O
s and governm

ent projects that have been ongoing for the past m
any years.

H
LL has piloted and taken to scale the S

H
G

 retailer m
odel from

 a couple of villages in
N

algonda to the entire district and there on to entire state of A
ndhra P

radesh as w
ell

as neighbouring states. Investm
ents in m

anpow
er, capacity building for the w

om
en

entrepreneurs, brand building locally as w
ell as through the m

edia have been m
ade,

w
ith the intention of increasing reach into the rural m

arket. Innovative w
ays of reducing

costs have been used, using local netw
orks as w

ell as local resource persons such as
the P

racharini for cam
paigning. E

xisting netw
orks of distributor points have been

harnessed in order to further reduce cost and gain effectiveness.

C
o

m
m

en
ts o

n
 so

m
e p

aram
eters fo

r im
p

act:

l
Livelihood prom

otion through S
H

G
s: T

he S
H

G
 m

ovem
ent has been able to

build the entrepreneurial skills of rural w
om

en S
H

G
 leaders, but livelihood

activities are still incipient.
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l
S

calability and E
xpansion for H

LL: H
LL has piloted and taken to scale the idea

from
 a couple of villages in N

algonda to the entire district and to entire state
of A

ndhra P
radesh and neighboring states also. H

ll's system
atic investm

ent in
building netw

orks and capacities to reach rural households show
s a form

idable
strategy in dealing w

ith dispersed and sm
all consum

ers.

l
C

reating livelihood opportunities by C
orporates: U

sing the S
H

G
 as a base to

enter the rural m
arket, H

LL has used aw
areness cam

paigns, incentives, special
S

hakti cam
ps, reaching to schools in order to increase the consum

ption of its
products. Initial investm

ent costs have been reduced w
ith use of local resource

persons for cam
paign and through using existing H

LL distributor netw
orks in

sm
all tow

ns as stock suppliers. T
his in turn has created an opportunity for the

w
om

en entrepreneurs from
 the S

H
G

s to earn R
s.1500-3000 depending on

turnover. T
he w

om
en also have an opportunity to link to the larger H

LL resources,
w

hich if com
m

itted to the delivery channel of the S
H

G
s to expand into the rural

m
arket, increases stability and has possibility of grow

th in incom
e for the

w
om

en. O
n the dow

n side, lack of docum
entation of the investm

ent m
ade in

creating the S
H

G
 or the w

om
en entrepreneur by the G

overnm
ent of A

ndhra
P

radesh or concerned N
G

O
 has led to an under valuation of the channel

created. In consequence, the C
orporate does not recognise the investm

ent as
such and therefore does not contribute its share by paying for its use, to the
G

overnm
ent of A

ndhra P
radesh or to the S

H
G

.

l
R

isk 
m

a
n

a
g

e
m

e
n

t: 
S

in
ce

 
th

e
 

p
ro

d
u

ct 
w

a
s 

n
o

n
-p

e
rish

a
b

le
, 

a
n

d
 

w
a

s
interchangeable w

ith cash, the investm
ent of the w

om
en entrepreneur w

as
protected. H

LL w
as w

illing to exchange left-over stock for m
ore saleable stock

at any point of tim
e, w

hich reduced risk of the entrepreneur being left w
ith dead

stock. T
he investm

ent risk w
as H

LL's w
hich it am

ortised over its larger holdings,
in the interest of increasing brand penetration in the rural m

arket

l
S

ustainability and revenue m
odel: M

arket/future m
arket has been created for

continuation of the business how
ever at the m

om
ent the costs are partly covered

by H
LL (transportation costs). 231 active m

em
bers/leaders/facilitators of S

H
G

m
ovem

ent in the district are engage. U
sing these entrepreneurial skills developed

these individuals have a greater scope for long term
 business.

l
Im

pact on the S
H

G
 m

ovem
ent: N

ot conducive to building affiliation for the
group, as the com

bination of investm
ent and entrepreneurship w

hich needs to
be put in does not offer enough m

argins for the returns to be split betw
een the

tw
o inputs. T

his forces the individual entrepreneur to raise her ow
n capital, and

the S
H

G
 does not earn anything out of the enterprise.

l
C

overage and G
row

th: P
ossibility of grow

th in num
ber of livelihoods prom

oted
does not seem

 to be very large. D
espite huge investm

ents m
ade by H

LL in
building brand, investm

ents m
ade by the state in the S

H
G

 entrepreneurs, the
total num

ber of entrepreneurs w
hose livelihoods have been prom

oted in the
district of N

algonda is 231, w
ithout m

ore then 10-%
 potential in grow

th in
num

ber. A
ny increase in incom

e for the w
om

an entrepreneur depends on the
local econom

y im
proving, w

hich the project does not directly address. W
hile

the m
odel effectively accesses the individual rural consum

er as m
arket for the

H
LL product, by increasing usage of branded hygiene/cosm

etic item
s; not

m
uch is put back into the local econom

y. O
ut of R

s.28 Lakhs sale in the district
of N

algonda through S
H

G
s, the injection back into the local econom

y through
the entrepreneurs is R

s.1.4 Lakhs.

l
C

ollaborations-leverage and F
lexibility: T

he project exhibits excellent collaboration
betw

een W
E

&
S

E
, A

P
R

LP, S
H

G
s and H

LL. S
tarted w

ith federation of S
H

G
s-

S
H

G
 as stock points, in the interest of scaling up business the stock shops

w
ere m

anaged by m
em

bers as individual retailers. B
y investing in this m

odel
w

hile H
LL is able to build brand, there is no M

O
U

 or form
al agreem

ent either
w

ith the entrepreneur or the D
ept of W

om
en's E

m
pow

erm
ent/G

overnm
ent of

A
ndhra P

radesh through w
hich it is bound to support the w

om
an entrepreneur

from
 the village. If for instance H

LL w
as to start charging transport costs, it

w
ould w

ipe out the m
argin for the S

H
G

 entrepreneur.

l
C

ost of the subsidy: H
LL invested in its ow

n brand, in a w
ell thought out and

im
plem

ented strategy w
hich m

ade m
axim

um
 use of its ow

n m
edia investm

ents
in advertisem

ents targeting the m
arket segm

ent w
here it w

anted to grow
, w

hile
grow

ing the capability of its ow
n hum

an resource in reaching the rural m
arket.

T
he financial bottom

 line in this case is being m
easured very carefully, in order

for it to be sustainable in the long term
 for both the w

om
an entrepreneur and

the H
LL C

om
pany. T

he sam
e rigour does not seem

 to exist w
ithin the

governm
ent body, w

here no evaluations on 'social' or financial bottom
 lines are

being m
ade, either in term

s of cost of investm
ent in the S

H
G

 itself, or the
fallout on the m

ovem
ent because of breaking up the activity and offering it to

individual entrepreneurs w
ithin the S

H
G

. O
ther social indicators too need to be

studied, such as the effect of converting rural consum
ers from

 using local
products to branded ones, im

provem
ent in general health conditions because
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of the use of the said branded products, as being advertised on the m
edia; and

the cost benefits of the sam
e; given the large investm

ent m
ade by the

governm
ent into the S

H
G

 m
ovem

ent. W
hile consum

ption patterns are being
affected, production patterns and equity w

ithin the production value chain stay
low

, w
hich is a cause for concern. Livelihood prom

otion activities that increase
cost of living in rural areas w

ithout sufficient benefits cannot be tenable in the
larger social fram

ew
ork of livelihood prom

otion as a m
eans of em

pow
ering

w
om

en.


