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Abstract 
 FMCG goods are popularly known as consumer 
packaged goods which are meant for daily of 
frequent consumption and have a high return. Key 
success factors for FMCG Products are Product 
Quality, Brand Equity, Distribution Network, 
Understanding consumer behaviour and developing 
new Products in order to meet consumer’s ever 
changing demand. Health and wellness is a mega 
trend shaping consumer preferences and shopping 
habits. There has been a change in consumer 
attitude towards a green lifestyle. Organisations 
have seen this change in consumer and are trying to 
gain an edge in competitive market by exploiting the 
potential in green market industry. In today's 
turbulent markets with changing customer needs and 

growing product variety, Baba Ramdev has developed 
a unique blend of Ayurveda and Vedic philosophy 
under the brand Patanjali to pull the market by 
offering value for his customers. Patanjali Ayurved 
Limited is one of the leading ayurvedic company in 
India, which was introduced in the year 2006. PAL, 
which started as a small pharmacy has expanded to 
sell the full range of consumer categories, from 
edible oils, biscuits and noodles to toothpaste, skin 
care, hair products and groceries. This paper aims to 
study the consumer perception of Patanjali products 
in FMCG sector which was previously dominated by 
big shot companies like HUL, P& G and Nestle. 
Keywords: FMCG, green lifestyle, Ayurveda, 
Consumer Perception 

 

Introduction 

 There are many medical systems in worldwide; among those systems Ayurveda follows 

traditional facts. Ayurveda is a medical system which cures diseases and ailments using herbal 

plants, roots, leaves, fruits, bark and seeds. There are many ayurvedic companies operating in the 

country and offer a wide range of ayurvedic products. The total value of the Indian Ayurvedic 

Industry is more than Rs 4,200 Crore, which is expected to reach the mark of Rs 7,000 Crore by 

2020. Also, the value of ayurvedic and herbal products exported to other countries is about Rs 440 

Crore. Patanjali Ayurved Kendra Ltd was founded by Swami Ramdev and Acharya Balakrishna on 

September 27th, 2007. The main aim of the company is to bring awareness among Indian people 

towards swadeshi products Patanjali Ayurved Limited (PAL) has three manufacturing units at 

Haridwar, Uttarakhand with its registered office in New Delhi. It started its operation in 

Katmandu, Nepal to provide holistic, natural and effective ayurvedic treatment. The initial project 

of Ramdev was his Patanjali Yogpeeth and since its inauguration in 2006, it has been labeled as 

one of the largest centers for research on yoga and ayurveda in the world.  

 Yoga guru Baba Ramdev started an association Patanjali Ayurved in 2007. Patanjali is also said 

that it will be very beneficial for consumer to shift in their preferences towards herbal and 

ayurvedic products which are deemed to be healthy and also closure to nature. Also the profits 

earn by the company will be either plough back or profits will be used for social welfare. The firm, 
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to increase its sales, also provides its products at discount. It has also placed itself as a swadeshi 

brand, which has a request among a class of consumers. 

 Patanjali Ayurved Limited manufactures a wide range of ayurvedic products that include 

health care, home care, grocery, personal care, medicine, nutritional products, etc., 

Chyawanprash, Honey, Jam, Soanpapdi, Badam Pak and Mustard Oil are some of the products of 

the company. Products made by the company are of premier quality and optimally priced. New 

launches of Patanjali include Sugar-free Chyawanprash, Power Vita Patanjali Noodles, DantKanti 

Advance, and Seabuckthorn dietary supplement and powdered hair dye. Other than the products 

related to lifestyle and health, the company has plans to touch every consumer category.  

 

Competitive Scenario 

 In the past fiscal year, the consumer products business under Patanjali Ayurved contributed Rs 

10,561 Crore, a third that of the listed HUL, which reported sales of Rs 34,487 Crore. The Himalaya 

Drug Company which is ranked second in the list of top 10 ayurvedic companies in India. The 

company manufactures a wide range of ayurvedic products that include pharmaceuticals, personal 

care products, nutritional products, wellness products, etc. The company started its operations in 

the 1930s and presently operates in more than 90 countries in the world. Dabur is one of the most 

trusted names in ayurvedic products and known for producing premier quality ayurvedic products. 

Incorporated in the year 1884, Dabur offers more than 380 products across 21 categories. 

Baidyanath is among the oldest ayurvedic companies in India 1918. The company manufactures 

more than 700 formulations, which are used in making Baidyanath products. Hamdard Laboratories 

is a leading ayurvedic and unani company incorporated in the year 1906. The company produces a 

wide range of food and beverages, consumer health products and unani health care products. 

Emami Limited is a big consumer goods company, which can be traced from the fact that in the 

last financial year, its sales figure crossed the mark of Rs 2,200 Crore. Emami Limited is 

incorporated in the year 1974, Emami Limited is among the leading fast moving consumer goods 

companies in the country. The company produces more than 250 ayurvedic products and operates 

in over 60 countries in the world. Boroplus, Navratna, Fair and Handsome, Kesh King and Vasocare 

are some of the popular brands of the company. Zandu is one of the most trusted names in 

ayurvedic products in the country as it offers ayurvedic products of premier quality. Zandu 

Pharmaceuticals Works Ltd has occupied seventh place in the list of top 10 ayurvedic companies in 

India. Incorporated in the year 1919, Zandu Pharmaceutical Works Ltd is a part of Emami Limited, 

a leading consumer goods company. Zandu Balm, Zandu Pancharishta, NityamChurna, Zandu 

KesariJivan and Chyavanprash are some of the popular products. Charak PharmaPvt Ltd came into 

came into existence in the year 1947 and presently among the leading players in ayurvedic 

products in India. The company operates three manufacturing units in the country and offer 

ayurvedic products related to nutraceutical, personal care, men‟s healthcare, general healthcare, 

etc. Vicco Laboratories is a part of the Vicco Group which is engaged in the manufacturing of 

various ayurvedic products like tooth paste, skin cream, shaving cream, etc. The company has 3 

manufacturing units in the country, which manufacture premier quality ayurvedic products. 

Vajradanti Paste, Turmeric Skin Cream and Narayani Cream are some of the popular products of 

the company. Surya Herbal Limited offers more than 400 products for different categories like skin 

care, child care, hair care, dietary supplement, respiratory, etc. 

 Patanjali is leading over its competitors due to following reasons- It introduces innovative 

Herbal and Ayurvedic products over the forecast period. Patanjali sells its product at a lower price 
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to meet consumer demands. Patanjali is able to sell its best quality product at a price which is 10% 

to 30% less than its competitors who spend 12% to 18% on advertising and promotion. Patanjali has 

given a tough competition to some of the FMCG majors in the area of hair care, oral care and OTC 

products across its brand portfolio through impressive brand marketing by Baba Ramdev. According 

to IIFL, Patanjali could attain a net turnover of Rs 20,000 crore by FY20.  

 

Statement of the Problem 

 Indian FMCG market size is expected to grow from US$ 30 billion in 2011 to US$ 74 billion in 

2018. The global and local FMCG brands investing more in is health and wellness. Leading global 

and Indian food and beverage brands have embraced this trend and are focused on creating new 

emerging brands in health and wellness. From toothbrushes to night suits to breakfast cereals, 

Patanjali has added a spiritual touch in each item for sale in Indian FMCG market. Patanjali 

Ayurved around 444 products including 30 types of Natural Food products. A motivated consumer is 

ready to act -how is influenced by his/her perception of the situation. Perceptions are more 

important than reality, because perceptions affect consumer‟s actual behaviour. This paper aims 

to study the consumer perception of Patanjali products. 

 
Objective of Study 

1. To study about the brand awareness of Patanjali products towards the market. 

2. To study the brand perception of Patanjali. 

3. To suggest the ways to improve the positive perception of the consumers. 

 

Scope of the Study 

 The study aims to identify the consumer perception towards Pathajali products in Avadi city 

only.  

 

Research Methodology 

 The study is based on primary data and it has collected from the customers who visited the 

selects Patanjali stores in Avadi city using structured questionnaire method. The sample size of the 

study is 100 respondents and the „convenience sampling‟ technique has adopted to select the 

samples from various Patanjali stores. The primary data has tested using various statistical tools 

like mean, standard deviation, Chisquare, ANOVA to get the results in scientific way. 

 

Findings of the Study 

Product Categories of Patanjali 

S. No Product Categories Percentage 

1. Cosmetics 30.0 

2. health care 40.0 

3. cooking product 6.0 

4. All 24.0 

 Total 100.0 

Number of Patanjali Product Used 

 S. No No of Products Used  Percentage 

1. One 42.0 

2 Two 34.0 

3 Three 24.0 

 Total 100.0 

  
S. No Factors influencing Choice Percentage 

1. Price 32.0 

2. company reputation 40.0 

3. natural ingrediants 18.0 

4. Variety 10.0 

 Total 100.0 

 
S. No Products Sense Hygienic Percentage 

1. Yes 74.0 

2. No 26.0 

 Total 100.0 
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S. No Influence for Brand Extension Percentage 

1. Advertisement 52.0 

2. word of mouth 38.0 

3. Popularity 10.0 

 Total 100.0 

 

S. No Popularity of the Brand Percentage 

1. Dabur 28.0 

2. godrej 10.0 

3. Patanjali 58.0 

4. Hindustan Lever 4.0 

 Total 100.0 

S. No Preference for Future Extension Percentage 

1. Stationeries 16.00 

2. Patanjali icecream 38.00 

3. Patanjali water 24.00 

4. All 22.00 

 Total 100.00 

 

 50% of the respondents are between the age group 15-20 who knew about the grand extension 

of Patanjali and 64% of them were undergraduates.48% of the respondent belongs to 4 

members in a family and 58% of the respondent belong to female gender. 

 46% of the respondents think that Patanjali is natural to consume and 16% of the people think 

of Baba Ramdev in relation to Patanjali. 

 40% of the respondents are aware of the health care in the product category of Patanjali. 

 42% of respondents use atleast one product out of Patanjali brand. 

 40% of the respondents agree that the factor influencing Patanjali was based on reputation of 

the brand. 

 60% of the respondents meant Patanjali for external use only. 

 46% of the respondents agree to the brand extensions of Patanjali. 

 Nearly 52% respondents think that the brand extension was influenced by advertisement. 

 58% of the respondents agree that patanjali is the popular brand in the market. 

 74% of the respondents are satisfied with the hygienic condition of the product. 

 38% of the respondent goes with Patanjali ice-cream as the product category that they prefer 

for future extension. 

 

Suggestions 

 From the survey almost all the respondent are aware of Patanjali brand and its brand 

extension.  

 Nearly 60% of the respondent perceives Patanjali for their external use that they believe in the 

Ayurvedic added in the product. The company should create image for food products through 

proper positioning. 

 Since quality of food products are not up to the expectation, the company should improve the 

quality of the food items. 

 The advertisment should focus on only swadeshi brand not on spiritualism. 

 To attarct youth consumers, the lifestyle products can be introduced.  

 Patanjali should keep on delivering consistent quality products sothat the consumers trust the 

brand. 

 

Conclusion 

 It is concluded that the customers are converting into „Ayurvedic‟ products with the intention 

of better health in Indian food market. Irrespective of „Swadeshi or Videsh‟ products all categories 
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of customers have preferred the Ayurvedic products. Based on the results, it is also concluded that 

Patanjali Company should promote their food products with the ayurvedic concept because most 

of the consumers perceive that Patanjali is only for external use only. As per the customers 

experience, Patanjali Ayurvedic and natural food products are going to occupy major share and 

becoming a leader in Indian food market. 
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