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AllantanAsha Chaudhary rules
the handcrafted rug industry,

Princess of Prints

Asha Chaudhary and her clan are rug royalty.

Jaipur’s moniker comes from the home city of the
company’s founder, N.K. Chaudhary. Dubbed the Pink
City, this jewel of India boasts some of the most iconic
images of architecture in the world. No wonder Chaud-
hary found so much design inspiration here. The ethi-
cally minded entrepreneur helmed Jaipur for 32 years
following its founding, finally placing his daughter,
Asha, in charge of the U.S. division in 2006. Happily,
she shares her father’s fresh approach and global values,
with the added bonus of modern business acumen.

“My dad always says we're not in the business of
making rugs, but of connecting, craftsmen to consumers,”
Asha says. The heart of her world is collaboration, relying,
on the fundamentals of hard work and passion, giving these
rugs a much deeper meaning than sheer decoration. While
Asha may be versed in the more modern conceits of social
media marketing and contemporary design, her father was
instrumental in forging a philanthropic component for the
business—one he maintained with every rug he produced.

In India, Jaipur spearheads a manufacturing pro-
cess that’s revolutionizing the floor covering industry.
District managers go directly to the homes of the arti-
sans who produce rugs for the company by hand—all
told, some 45,000 (mostly women) weavers—and
extend financial support to their families for as many
as eight months. The charitable model has worked so
well it’s got top economists talking, and a Harvard
University case study on Jaipur is in the works.

Jaipur also is creating a cottage industry in the
process. Examining a Kala rug, Asha describes the
craftsmanship used to create it. “It’s almost an art,”
she says. “Making these is not easy; some of the
hand-knotted rugs, such as an 8-by-10-foot size, can
take anywhere between five to 10 months to create.”

By linking families, artisans, designers and cus-
tomers in a scamless way, Jaipur somehow makes the
world seem a lot smaller. And on the design front,
the company is actively adapting to the changing
times, churning out items that are “traditional with
a twist,” Asha says. Gone are the tired designs of old;

today, it’s all about new takes on classic motifs.

t's casy to see why Mitchell Gold + Bob Williams’ proprietors have Aline of pillows and textiles are slated for an April 2012 launch,

a penchant for working with Jaipur rugs, often using the pieces with accent furniture to follow shortly thereafter. Jaipur also will

in their Buckhead showroom displays. The luxury line of styl- push for aggressive growth in production in the next three years,

ish floor toppers—with U.S. headquarters in Norcross—offersa ~ augmenting its work force with 55,000 new artisans, bringing their
color palette ranging from muted to bright, with motifs such as eye- ~ numbers to an impressive 100,000. Until then, Asha and the compa-
catching botanicals and interesting patterns that are often years ahead  ny her father created will continue to masterly balance their own his-
of trends. But this local success story easily transcends its aesthetics.  tory with modern integrity, bringing about social change and global
Jaipur’s foundation is about more than the starting point of a well- awareness, one rug at a time. 888.676.7330, jaipurrugs.com
designed room; it comprises a rich family heritage as well. —Dana Hazers SermH

JEZEBEL 112 MAGAZINE

Portrait of Asha Chaudhary by Christina Wedge
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