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1. Customers’ Perception towards Patanjali Products: a
Study With Reference to Ponda — Taluka

Mr. Darshan S. Gaonkar
Assistant Professor, Department of C ommerce, Vidya Prabodhini College of Commerce,
Education, Computer and Management, Parvari- Goa.
Ms. Kalpita Ramnath Naik
Assistant Professor, Department of Commerce, SSPES, Goa Multi-Faculty College,
Dayanandnagar, Dharbandora-Goa.

Abstract

An Indian herbal market is flooded with numerous well-known and recognised herbal

brands. In pursuit of healthy lifestyle consumer have more persuaded towards ayurvedic

products, traditional life style, yoga, ayurvedic and natural therapies. The choice & use of
particular brand by consumer over a period has affected by benefits offered by the brands. The
Yoga guru Baba Ramdev and his naturally positioned Patanjali products have gained an
immense importance in the market. There are different types of products offered by the Patanjali.
The products focuses more about ayurvedic due to which it has gained more attention of the

people.Consumer satisfaction derived when the consumer compares the actual pertormance of

the product with the performance he or she has expected out of the usage of product.

The current research paperthrows light on the customers’ perceptions towards Patanjali
products in Ponda Taluka, and the factors that influences customers to buy the Patanjali products.
The respondents for the study were selected on random basis. The data collected has been
analysed and interpreted by using mean and standard deviation. The study concludes that
majority of respondents are purchasing the product due to its quality and its natural ingredients.
Kcywords: Perception, Patanjali, Herbal

Introduction

The introduction of ayurvedic products has changed the customers® perception towards
those products. Now-a-days people are more conscious about their health. This has ledo Increase
in the number of ayurvedic products. Introduction of Patanjali has gain lot of attention of the
consumers. The products are promoted widely throughout the country as Swadeshi products. The
growth rate of Patanjali products shows an in reasing trend in terms of sales and profitability. In
short, span of time they have introduced many products in the market. They have introduced
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various products ‘ ) i R
ion : icts has lot of influence
. o i¢ » perception about the produ
i 't of scision.In India, the percej
an impact of buying decis ‘ o .
iti i ts in the minds of people iy
buying decision of others. The company need to position their product peoj
. | i ; s 1 >nci c customer percepti
fer to increase the market share. There are various factors influencing the cust I ption
order t¢ R § g . .
anie i ase their sales. Patanij:
towards the product. These factors have help the companies to increase thei atanjali
Company has grown over a period.
Concept of Perception . .
ion 1 ic individual intc S ious stimuli received an
Perception is the process by which an individual interprets vari ‘
forms a picture of the world.

Literature Revicw

In the study of “Custoiner Perception towards Brand: A Study on Patanjali” by Khanna
Rupali (2015), shehighlighted that Consumers perception towards a brand depends on the
satisfaction of products after using the product by the customers. It was found that majorit s of
the users are satisficd from Patanjali products which will help them in customer retention.

In the study of “Consumer perception analysis and Market awareness towairds cco-
Jriendly FMCG products™ by Nagaraju and Thejaswini (2015), he analyses the fact that the
customers give more preference to eco-friendly FMCG products as they are very health and
environment cautious. Patanjali has rightly marketed its products in the same category.

According to S Anupriya in his, study“4 study on consumer's preference and perception
towards Patanjali product” states that the customers are aware about all the products from the

advertisements and they are satisficd with quality and price of the products. The findings show

ot

that there are various factors influencing the buying preferences of the consumers.
According toMunmun Ghosh and RuchiJaggi in their study titled

“Consumer Perception
of Patanjali Products: An Analytical Study”

concludes that Effective communication strategy,
atfordability, better quality has emerged as the key factor that h

as influenced the perception of
Patanjali products and created a positive

brand image for the same.
Raghavendran V and Frank Recma (2015) in their study made a great awareness amongst
'€ consumers on healthy lif¢ which emphasises medical tourism for the purpose of ay
and yogic treatments. This gives a significance

1l urvedic
boost to the Patanjali products.

According to Singh Surinder (2015) in his study “Consumer perception towards
IMCG in rural marker” ¢ rural customers are mainly
dvertisement and word of mouth. 1t pl .

tells about (h influenced by media, print
ays a significant role in the buying decision of the
customer in the rural areas,
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According to Sharma Chaitra (2015) in his study “Consumer Perception rowarcl?' online
Grocery stores”. 1t is analysed that customer buy grocery through online as it saves the time and
money: The customer buys gbods in online based on offer, discounts, product availability, free
home delivery and cash on delivery facility.

Objectives of the Study
I. To study customers perception towards Patanjali products

2. To ascertain the various factors that influences customers to buy the Patanjali products.

Significance of the Study

Perceptions are being formed by the individual all the time and being stored for future
references. Pcrceptions about a particular brand are important because customers rely on the
perception of their near and dear ones before actually buying or using the product. Perceptions so
formed will come into play when the individual has to take any consumption decisions.
Therefore, perceptions about a product or service that are formed in the mind of the consumer
are vital factors for the success of the product or services in the market and also affects our
decision to buy or not to buy the product

Research Methodology
This study is based upon primary and secondary source of data.
Primary source: Here the data is collected through questionnaires. A sample size of 50
users of Patanjali Products within Ponda — Taluka, were determined on a random basis, in Ponda
Taluka. The questionnaire designed to build up to know the use of Patanjali products, the re

for their buying such products and their post buying satisfaction level from that product.

ason

Secondary sources: The required information about ‘Patanjali’ brands has also been

collected through web source, Journals, articles, research reports.

The collected data was analyzed by using SPSS software. Mean and standard deviation
were calculated by using the data. The collected data was givennumerical coding in order to
make analyses its interpretations.

Limitations of the Study

* This study is entirely based upon the research conducted in Ponda Taluka, Hence it may

not be applicable to other parts of Goa.

* Due to time constraint, the study was conduct.

d only to one Taluka of Goa with a limited

50 respondents.
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About Patanjali Ayurved Limited

Patanjali Ayurved Limited was established in 2006 by yoga guru Ramdev and his partner
Sri Acharya Balkrishnaji with a thought of rural and urban development. The company is not
merely an organization but a thought of creating a healthy society through Yog and Ayurveda. In
June 2007, it was convertedinto a Public Ltd. Company. It is registered under the Companies
Act. 1956 and has its registered office in Bijwasan, New Delhi and 3 other offices in Haridwar.
The company was started with the vision of uplifting the life of Indian farmers by locally
sourcing the raw materials from them and making their lives better while at the same time
provide an opportunity to the Indian masses to move towards hcalthy lifestyle by promoting
Ayurveda and herbal products.

Baba Ramdev started off as a yoga trainer who featured in televised programs in Aastha
and Sanskaar channels and made Indians realize that they have forgotten Indian tradition and art
forms- one of them being yoga. He got wide acceptance and word of mouth publicity helped him
reach to a wider audience. He projected Yoga as a panacea to all the health problems. In its Lirst
year of operations, 2008, Patanjali generated a revenue of over 60 crores. Almost 10 yeais later,
the home-grown venture has grown to be a 5000 crores company and is posing a threat to the
well established companies in the FMCG domain.

Patanjali value their consumers and they believe by providing quality products. qu- ity
life can be created. Thus, it try to take every measure to ensure quality like the Unique ID sysiem
to stop fake products. Patanjali recognize farmers as their main assets. They provide herbal wnd
organic products on contract farming. The company takcs various initiatives for farmers to raise
their income and provide surety towards sale of their produce. Farmers are provided with all
sorts of technical-aid and necessary information about efficient farming. In the manufacturing
units process consumables like food items, medicines ete. These are made available to
consumers through a wide network of Authorized Patanjali Stores and retails shops.The efforts in
the sectors of social welfare, health, philosophy and spirituality are considered as values of
company. It consider ‘guru satta’ and ‘bhagwatsatta’ above everything else. It is also belicved
that optimuin utilization of capabilitics for the betterment of the society. Its functionality, values
and concepts make us a distinguished organization.

The increasing processing units, retail outlets across the nation and the flourishing sale-
profit figures illustrate the glorious journey so far. The consistency in growth and expansion is
due to the ever-increasing trust. Patanjaliis a leading name in the sector, which aims to grow and

expand to enhance the concept of wellness of individuals and the society

T’AR] I/ Peer Review d Rt’/(’l't'x'(l' and UGC Listed Jowr nal No. : 40776 o —_—



VOLUME - VIII, ISSUE - I- JANUARY - MARCH - 2(”‘3 )
AJANTA - ISSN 2277 - 5730 -IMPACT FACTOR - 5.5 (www.sjifactor.com)

The Patanjali Ayurveda Limited produces about 700 different types of prO.dUCtS. l.t .ha.s
products categories namely, Natural Health Care, Natural Food Products, Ayurvedic MC(]]C!I]'L,
Herbal Home Care, Natural Personal Care etc.It is sold in the tagline * Prakritikaauslzzru‘aac'l
Some of the Popular Patanjali products are Patanjali Dant Kanti, Patanjali Kesh Kanti, Patanjali
Chyawanprash, Patanjali Honey, Patanjali Ghee etc.

The Patanjali competitors are Dabur India, Procter and Gamble, HUL (Hindustan
Unilever Limited) Himalaya Herbal Healthcare etc.Patanjali Ayurved Ltd has achieved a
tremendous presence around the globe and throughout India in a very minor since its inception in
2006. W .th a growth rate of 130%, the Patanjali Group is planning to make a foray into major
global markets. As the group is already present in markets like the US, Canada, the UK, Russia,
Dubai and some European countries, it is willing to spread its wings wider and farther. It has
more than47000 Retail Counters, 3500 Distributors, 18 Multiple Warchouses, 6 Proposed
Factories Baba Ramdev established the Patanjali Ayurved Limited in 2006 with the objective of
establishing science of Ayurveda in accordance and coordination with the latest technology and
ancient wisdom.

Vision of Patanjali Ayurved Private Limited: Keeping Nationalism, Ayurved and yog

as our pillars, we are committed to create a healthjer society and country. To raise the pridec
glory of the world, we are
: H \

es. W

and
geared up to serve people by bringing the blessings of n

ature into their
ith sheer dedication, scientific approach, astute pl

anning and realism, we are poised to
wrile a new success story for thie world,

Mission of Ayurved Private Limited: Making India an ideal place for the growth and

velopment of Ayurveda and a prototype for the rest of the world.
Data Analysis and Intrepretations

de

Demographic P ofile

P | Educational ﬁf‘, N

g Qualification pation Marital Status
' Below 20 years | & | S.S.C. 2 Student [ 15 ‘Married 16
2130 Years |24 |HSS.C. |8 |Servico 17 [ Unr

7 | Unmarried '34

31-40 Years 12 | Graduate 13 ‘&"'"'“"
| Fmployed
40 Years and
’ e } 6 | Post-Graduate | 24

|
‘ lJ ) / ‘ |
| above nemployed | 6 ‘
‘ Others | 3| Others ‘ | 1

Total l 50 ; Total | 50 | Total S0 ,
— |

Total S0
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"] Aze | Education | Occupation | Marital
Qualification | Status
\ N | valid | 50 | 50 o ’56" .
1 [ Missing 0 | “()—“_Alﬂf ) } -0
| Mean 232 | 44 | 2 3 | 168

The dcmograplm profile of the respondents’ states that majority of the respondents arc 1n
the oge category of 21 years to 30 years. The score for educational qualification shows 4. 14 ie.

most of them have completed Post-Graduation. The respondents interviewed arc from working

category.
Source of information about Patanjali products
Response Frequency
Advertisement 35
Family 6
Friend 8
Other .
l Total 50
[N Valid 50
Missing 0
Mean 1.50

The mean score of 1.50 shows that most of the respondents have come to know about the
product from the advertisements. Some of them have come to know about the products trom
family, friends and relative.

Reasons for purchasing of Patanjali products

(Rv sponse F requencv
' Quahty 36
' Affordability 2 o
‘Brand Name |5
Natural 2 '
Other 5 |
' Total 50 l
‘\ N Valid 1 50 '
“ ‘ Missing | 0 1
| Mean } 1.76 ‘
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Based on the score, quality of Patanjali products is one of the reason for purchasing it.
Other reasons for purchasing the products is affordability, brand name and Swadeshi products.

Frequency of purchasing the Patanjali Products

7Rc§pohs’; : ' chqllency
| Du:-l)ji o A;_S_“h‘;
Weekly 12
ﬁl@lbnthly 29
Yearly 4
Total 50
N Valid 50
Missing | O
Mean | 2.64

The mean score of 2.64 reveals that majority of respondents are purchasing the products

on monthly basis. This shows that most of the respondents are purchasing the products on regul :
basis.

Type of products Purchased

Response Frequency
Health Care Products 35
Skin Care Products 7
Detergent 7
Other 1
Total 50

N | valid 50

| Missing 0

~ Mean o 1.48

The above analysis highlights that the health care products are purchased by most of
people. Along with it, they are also purchasing the products of the Patanjali. It can been said that
theie is also more demand for their health care as well as food products.

Place of Purchase

' Response | Frequency
Online Shopping I 5 i
, Patanjah shop [ 20 i
Super Markct | 13 |
Grocery store I \‘
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Lol |50

v s
B R
| Mean | 2.30 ]

Patanjali distribution shop is one of the major place from where the products are
purchased by the respondents. It is also observed that the Patanjali products are available at
Super markets and grocery store also. This shows that there is more demand for the products.

Patanjali products are of good quality

Response Frequency
Strongly Agree 15
Agree 19
Neutral 14
Disagree 1
Strongly Disagree 1
Total 50
| N | Valid 50
\ | Missing |
Mean 2.04
LStd. Deviation 832 ]

The score of 2.04 highlights that most of respondents agrees that the products offered by
Patanjali products are of good quality. The standard deviation of 0.8 reveals that very few of
them said that the Patanjali products are of not a good quality.

The price of the Patanjali products are reasonable

e - , e
'\ Response - Frequency
Strongly Agree IE

- Agree "3.\

| Neutral | 13

| Disagree o

| Stronglv Disagree 1

L ' !

| Total 50

| N Valid 50

1 | Missing | 0
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 Mean - 2_13
| Std. Deviation 814

The mean value depicts that the f«?svpdi-ldchhts'zigrée to the statement that price charged by
the Patanjali on its products are reasonable.

Patanjali products has natural ingredients

Response Frequency
_St‘rdxlgly Agree 9
Agree 22
Neutral 17
Disagree 1
Strongly Disagree 1
Total 50
N Valid 50
Missing 0
" Mean 2.24
Std. Deviation 7197

The value of standard deviation (0.797) show that most of the respondents have
that Patanjali products has natural ingredients. This is one of the reasons for incre

for the Patanjali products.

agreed

ase in demand

Patanjali products have given tough competition to other companies

Response Freguency

~Strongly Agree 18

" Agree | 23 B

Neutral s ]

Disagree o o

| Slrorngrly linu;;rce - NIL -

Total 50 -
N Valid | 50 '
‘{ ‘ Missing 0 }
| Mean ‘ | 1.84 ‘
( Std. Deviation 1 766 '
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) ) . . C e setition to other
It is evident from the above analysis that Patanjali has given a tough competiti

companies manufacturing similar products.

Observations

From the present study the researchers has observed that, the attributes such as better
quality of products, affordable price, natural ingredients, easy availability, wide range of
Patanjali products, brand image on the creditability of Baba Ramdev, Consumer awareness of

Patanjali Products, Swadeshi concept has played a very vital role in the success of Patanjali
Ayurved Limited.

Conclusion

Patanjali is fastest growing FMCG Company in India. It was established with the
objective of establishing the science of Ayurveda in accordance and coordination with the lat.st
technology and ancient wisdom.The study reveals that majority of the respondents are in the coe
category of 2lyears to 30 years. It shows that most of them purchase the products from the
Patanjali shop and super markets. They are purchasing the product because of the quality of the
products and its brand nam:. The study indicates that the price charged by the Patanjali on its
products is reasonable. They agreed that Patanjali has natural ingredients in its products. The

ctudy reveals that the Patanjali products have given tough competition to the companies
manufacturing similar kind of products.
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