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1) ABSTRACT

In this research, I have proposed a solution to the puzzle of branding in the Indian market using unique strategies
that are content marketing and storytelling with the help of IKS. What is it going to do? By introducing brands in
India for promoting hand-printed wearables and merchandise based on the ancient Indian art and history. Each item
comes with either a short story or a QR code along with an animated video that depicts the design’s story so that
it can be reached easily to the public. The model brings engineers, designers, farmers, and artisans together—so you
do not just get a product , you support jobs, culture, and sustainability all at once. In addition, to “Karma Scale”
which is like an award to brands doing things right such as ethical and eco-friendly activities. The research affirm
there is positive correlation between technology fusion into traditional practice among rural community to fostering
their cultural identity, making them relevant in contemporary society as well as creating urge for new way of doing
things within Indian marketing context.

2) INTRODUCTION

India is not just about stories, it is built on them- epics like the Ramayana and Mahabharata, fables like Panchatantra
and Jataka Tales, and a rich library of local legends. For many centuries these stories have been the narrative that
has determined what people believe in, how they live their lives, and sometimes even how they see themselves.
However as you look at most modern marketing in India you will realize it is more of Western- influenced - lot
selling a little connecting on a deeper cultural levels.

This is where the function of this research comes in. Picture a system supported by the government where Indian
brands make hand printed t-shirts, sarees, skirts, kurti and pants that are covered in ancient symbols, patterns and
portraits. Every product tells a story literally. There is a printed explanation or a QR code that directs you to an
animated video which depicts the meaning or history behind the design.

This technology transforms every piece of apparel or goods into a conversationalist. We have designers and
engineers who create animations and smart content, farmers who supply eco-friendly cotton, artisans who hand-
print the designs, and consumers who get something meaningful and educational—not just another product.

To sum up, there is ‘Karma Scale’ that can resonate to the buyers/employees loyalty. Brands get Good Karma
Points for being sustainable, ethical and culturally mindful. Those points can be translated into subsidies or
recognition.

Essentially, this model uses storytelling as the basis of combining business ,culture and sustainability, thus subtly
changing the manner in which Indian brands 'communicate to the whole world”

JETIRHKO06015 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 156


http://www.jetir.org/

© 2026 JETIR February 2026, Volume 13, Issue 2 www.jetir.org (ISSN-2349-5162)

3) REVIEW OF LITERATURE

After doing this research, it is crystal clear that people around the world just don't really want your product. They
want stories, culture, emotions and values. Studies show that cultural storytelling, sustainable practices and digital
content are now backbones for the success of a brand and it makes them stand out. Oii"

1. Content Marketing & Storytelling

Everyone agrees that storytelling works all the time. Even the marketing experts agree that storytelling marketing
makes people feel emotionally connected and it just makes them feel memorable.

A good story connects people with a brand.

Stories help people to remember, trust, and stick with brands.

Even simple things turn into memorable experiences when they come with stories.

So, storytelling isn’t just some normal strategy. It’s a real branding strategy that shapes what people think and feel
about the brand and even the market.

2. Indian Storytelling & Cultural Art Forms

India has vast history and that leads to marvelous unique art forms around the world . Traditional art forms like
Kalamkari, Warli, Madhubani, Pattachitra, and Gond not only look beautiful—they tell spiritual, social, and
cultural stories. That becomes a Pivotal part in branding and our lives.

What stands out:

Indian art is full of cultural values and lessons.

Cultural visuals create a strong emotional connect and help brands to gain their unique identity in the market.
Indian stories make brands feel more authentic , truly rooted in the culture and credible.

3. Indian Knowledge System (IKS)

IKS which is Indian Knowledge System focuses on values like sustainability, handcrafted work, respect for nature,
holistic living and never ending lessons. Scholars say IKS encourages natural materials, traditional skills, and eco-
friendly ways of working, which is important for us and our mother earth. Bringing IKS into branding helps
companies build trust and show they’re authentic and culturally responsible towards the society and our plant.

4. Sustainable Branding & Ethical Consumption

Global research is a proof of a big shift of people—especially younger buyers. They want brands that are eco-
friendly, ethical, and open about how they work, because that just makes them feel more indulged into buying
stuffs. Sustainability isn’t just a word, it's a serious responsibility of which everyone is responsible of. It actually
helps to grow brand value over the time. Because these buyers are searching something deeper than just a normal
product.

But here's a catch. Most sustainability models focus only on the environment. They shadow out our culture,
storytelling, and the people who actually make things beautiful —artisans. That’s the gap this research wants and
is willing to fill.

5. Rural Handicrafts & Artisan Ecosystems

Reports on Indian handicrafts is the loudest.

Artisans keep traditional skills alive through which our values are still existing.

Handicrafts give rural communities a way to earn a living and have a permanent skill for lifetime.

But here’s the problem: artisans don’t get much digital visibility or an individual identification, and their work
usually lacks the storytelling that could make it truly stand out the way it should.

My New Research & Its Fresh Take

Most research out there talks only about culture, sustainability, and marketing and their importance as separate
things. But i’m doing something different—I"m pulling all together into one big, connected idea which everyone
can feel.

Here’s what’s new:

1. Cultural Storytelling Merchandise System

Imagine wearing a shirt/saree/pant or kurti with hand-printed Indian designs by our talented artisans. Each piece
comes with a few line description or a QR code and when you scan it, you get an animated short story that gives
you explanation about the culture behind the art. And now suddenly, it’s not just a product; it’s an experience. It's
like old-school craft gets to meet digital storytelling.
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2. Multi-Sector Collaboration Model

I found out how people can work together:

- Farmers can grow the raw materials.

- Artisans can handle the hand printing.

- Designers can shape the final look.

- Engineers bring the QR code short animated stories into life.

- Consumers get the full and unique experience

It’s a whole new system that inclues the ecosystem, not just a supply chain. Culture, sustainability, and tech all
comes together here.

4) NEW AND UNIQUE RATING TOOL — "THE KARMA SCALE"

Brands talk a lot about being “green,” but there’s more to it. I’'m bringing out the first rating system that checks
brands on things like:

- How much percentage of their profit they should devoted to sustainable development of the country

- Whether they actually support artisans

- The quality of their product and whether they are truly eco-friendly

- Their social impact

This kind of rating just doesn’t exist anywhere.

4. Culturally Driven Branding Framework

Imagine a full branding model that brings together the Indian Knowledge System, handmade art, storytelling, with
digital engagement. Add a QR code or a few lines that gives description about that art, and now you’ve got a
product that feels personal and alive—way more than just a thing to buy and use.

5) OBJECTIVE OF THE STUDY

1. Mixing storytelling and the Indian Knowledge System into content marketing and brand building.

2. Building a sustainable branding model that helps to create jobs in rural areas and gives him 100% guaranteed
stable earnings with lifelong helpful skills.

3. Find out how consumers actually feel by running a market survey.

4. Launch the “Karma Scale” rating system.

5. Boost the emotional and cultural values in Indian brands and bring a new and Innovative way of brand building
and advertising.

6) RESEARCH METHODOLOGY

Type: Descriptive research

How I Collected Data: Direct survey/Manual Survey

Who I Asked: Local folks, small shop owners, students, and everyday consumers in Indore

Sample Size: 200-250 people

How I Analyzed: Through percentages and basic interpretation

7) DATA COLLECTION

I got all my information directly from raw survey: a big local survey in Indore. I talked to 241 people—students,
homemakers, shopkeepers, artisans, even street vendors. And their opinions opened my eyes!

The survey had a total of 45 questions, about things like how much people know about our values and cultural
storytelling, what they think about hand prints by our rural artisans, their views on sustainability, and how they feel
about short informative QR-based digital stories. I used a mix of yes, no, maybe , Likert scales, and open
opinions—so the data isn’t just about numbers or options. It is about what people actually think and feel about
clothing and dominant brands in our market.

And that led to total 10,845 responses. I sorted them into Positive, Neutral, and Negative to make it more clear to
understand. And the results were overwhelmingly positive—people are excited about mixing the Indian Knowledge
System with modern marketing and brand building.

To make everything easy, [ used pie charts and bar graphs to show the results. It’s clear, visual, precise and it makes
easy to see where people stand and see themselves in the upcoming future.

Everyone’s opinion was noted and bought into notice, to make a clear sense of the whole survey without any
confusion.
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8) DATA ANALYSIS

The feedback was crystal clear:

1. Every age group loved the idea of hand-printed merchandise with stories and values by our rural artisans.

2. Shopkeepers and sellers thought the concept was fresh and definitely something they could sell and trust for
their future earnings/income.

3. Street vendors and artisans saw real potential for steady income and long-term jobs.

People felt emotionally connected to this idea, and a lot of them were genuinely proud to support it since it also
supports the "MADE IN INDIA" slogan by the Government.

Overall Sentiment Distribution (Adjusted)
Overall Sentiment Distribution (241 People x 45 Questions)
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9) LIMITATIONS OF THE STUDY

1) Limited Sample Size & Location

The survey was conducted only in Indore with 241 participants. Which means that this sample does not represent
the entire Indian population and their interest. Consumer attitudes may differ across states, cultures, income groups
and their belives.

2) Self-Reported Data

The study totally relies on local survey responses, which means people may give socially desirable answers maybe
for the sake of social norms. Their actual behaviour in real buying situations can differ from what they reported
depending upon their style and paying capacity.
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3) Lack of Real Market Testing
The research is conceptual and hypothetical. Since there is no real-life launch of the merchandise, no stores or
outlets, and no actual sales data. So, the practical effectiveness of this QR-based storytelling merchandise idea is
not fully tested.
4) Artisan Participation Challenges
While the model supports artisans, the study does not measure:
* Whether artisans have the skills or tools to meet large-scale production demands
* How much training or investment they would require
So, actual implementation may face skill and infrastructure barriers.
5) Scalability of Hand-Printed Production
Hand-printed textiles are time-consuming. Large-scale production might be time consuming.
6) Possible Bias Toward Positive Feedback
Since the concept is new and culturally appealing, respondents may have shown enthusiasm out of patriotic or
emotional support. This may slightly inflate positive responses.
7) No Economic Cost Analysis
The study does not calculate:
* Cost of production
* Cost of artisan training
* Cost of animation and QR integration

Since, this idea is conceptual and hypothetical. So it's tough to estimate the finance required. As it depends upon
from where the raw material will be collected, which artisans will be recruited for working, the expenses for
training and brushing up their skills, even the expenses for making animated videos by engineers and the expenses
for marketing. So, therefore it gets difficult to estimate the financial feasibility for brands or the government.
10) RESULTS
Bringing culture, storytelling, job opportunities for the needy and deserving people with tech isn't easy, but it is
NOW POSSIBLE. This idea speaks to people from age groups of 18-60, it helps rural communities, encourages
sustainable goals, and keeps cultural identity alive and fresh. The Karma Scale pushes brands to do better—not
just for profit, but for the people of our society and the planet.
Because at the end it is not just about selling stuff. It’s about turning products into real cultural experiences , making
it memorable and money-worthy.
11) CONCLUSION
India has got everything which needs to lead the world in ethical, sustainable, and culturally rich marketing by
using our history and present. By bringing a fusion of traditional stories, handcrafted art, smart animation, and
hand-printing altogether. This model supports everyone—from artisans and farmers to people of all age groups
from 18-60 and brands. It gives “Made in India” a new platform to stand for heritage, creativity, and responsibility
which makes it UNIQUE and SPECIAL.
12) SUGGESTIONS:
1. The government should introduce a new national program that turns India’s cultural stories into a merchandise
that is innovative and unique, which is all made right here at home.
2. Set up workshops where students and rural youth get to learn-how to make accurate "Animated Videos" and art.
It can help them to become creative and experienced.
3. Bring farmers, artisans and engineers animation altogether. Because when they team up, everyone wins.
4. Share our unique cultural, heritage stories online. Use digital storytelling, reels, and social media to grab people’s
attention and spread it throughout the world with the help of "Influencers".
5. Launch the "Karma Scale" that ranks brands for their sustainability and how ethical they really are—reward the
ones doing things right through incentives, subsidies , tax-deduction and much more.
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