Fosnend
hewon 82 International Journal of Scientific Research in Engineering and Management (IJSREM)
W Volume: 09 Issue: 08 | Aug - 2025 SJIF Rating: 8.586 ISSN: 2582-3930

Consumer Perception on Patanjali Products

Ms. Chetna Hariram Tiple Ms. Swati P Doye
(Student) (Assistant Professor)
Commerce & Management Commerce & Management

Aakar Institute of Management & Research ~ Aakar Institute of Management &

Studies, Hingna, Nagpur,India Research Studies, Hingna,
Nagpur,India
Chetnatiple2004@gmail.com swatidoyesmile@gmail.com
Abstract

Patanjali Ayurved has emerged as a key player in India's FMCG sector, emphasizing Ayurvedic and
natural products. This study explores consumer perceptions based on brand trust, product quality,
affordability, and marketing strategies. The research utilizes secondary data and a survey analysis to
identify key factors influencing consumer choices. The findings highlight how consumers perceive
Patanjali's brand positioning, the impact of its marketing strategies, and the challenges it faces in the highly
competitive FMCG landscape.

Additionally, the study examines the role of celebrity endorsements, particularly the influence of Baba
Ramdev in shaping brand perception and consumer loyalty. It also evaluates Patanjali’s distribution
network, pricing strategies, and product diversification in comparison to its competitors, including
multinational FMCG giants and other indigenous brands. The research delves into consumer expectations,
potential areas for growth, and the sustainability of Patanjali’s market dominance in an evolving FMCG
environment.

1. Introduction

Patanjali Ayurved, co-founded by Baba Ramdev and Acharya Balkrishna in 2006, has become one of India’s fastest-
growing consumer goods companies. The brand has gained prominence by offering herbal and Ayurvedic products,
catering to a growing demand for natural alternatives in personal care, food, and wellness categories. Patanjali’s rise
has been attributed to its unique positioning as a brand that promotes indigenous, chemical-free products with a
strong connection to Indian traditions and Ayurveda.

The Indian consumer market is undergoing a significant transformation, with a growing preference for organic and
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herbal products. This shift is driven by increased health consciousness, awareness about the harmful effects of
synthetic chemicals, and an inclination towards traditional remedies. Consumers are seeking products that align with
their values of wellness, sustainability, and natural living. Patanjali has effectively leveraged this trend, positioning
itself as a trustworthy brand offering affordable and natural alternatives to conventional FMCG products.

Patanjali’s brand image is heavily influenced by its association with Baba Ramdev, a well-known yoga guru and
proponent of Ayurveda. His influence has played a crucial role in building consumer trust and brand loyalty.
Consumers perceive Patanjali not just as an FMCG company but as a movement advocating for Swadeshi (self-
reliance) and promoting Indian heritage. This nationalistic appeal has further strengthened its market presence,
making it a preferred choice among consumers who wish to support indigenous brands over multinational
corporations.

’ Consumer perception of Ayurvedic and natural products has been widely studied in marketing and
consumer behavior research. Multiple studies highlight that the increasing preference for herbal products is driven
by growing health consciousness, concerns over synthetic chemicals, and a shift towards organic alternatives. The rise
of Patanjali Ayurved has been a significant case study in the Indian FMCG sector, demonstrating how a brand can
disrupt an industry dominated by multinational corporations through strategic branding and product positioning.

0 A study by Sharma & Singh (2020) indicates that consumers trust Patanjali due to its emphasis on Ayurveda
and herbal ingredients. The research highlights that Patanjali’s strong association with traditional Indian medicine
has influenced purchase decisions, particularly among health-conscious individuals and those seeking chemical-free
alternatives. However, it also points out inconsistencies in product quality, leading to skepticism among some
consumers.

0 According to Gupta & Verma (2019), the nationalistic appeal of Patanjali plays a crucial role in shaping
consumer perception. The brand has successfully leveraged patriotism and Swadeshi sentiments to attract customers
who prefer Indian-made products over international brands. This aligns with a broader trend observed in emerging
economies, where locally produced goods gain consumer preference when tied to cultural and national identity.

0 Despite the positive consumer sentiment, several research papers highlight quality concerns as a recurring
issue. A report by the Consumer Guidance Society of India (2021) found that while Patanjali products are generally
well-received, instances of product recalls and regulatory interventions have impacted trust. The study suggests that
consumer perception is dynamic and subject to change based on brand reputation management and quality control
measures.

' A comparative analysis by Das & Chatterjee (2022) examined the competition between Patanjali and other
Ayurvedic brands like Dabur and Himalaya. The findings suggest that while Patanjali enjoys strong brand recall,
consumers often compare its products with those of competitors before making a purchase. Factors such as
packaging, pricing, and perceived effectiveness influence consumer decisions, indicating that Patanjali must
continuously innovate to maintain its market share.

' Another aspect of consumer perception is price sensitivity. Research by Mehta & Rajan (2021) emphasizes
that Patanjali’s affordability is a key driver of its success, particularly among middle-class consumers. The brand’s
pricing strategy makes Ayurvedic and herbal products accessible to a larger audience. However, the study also warns
that consumers tend to equate price with quality, and any perception of inferior quality could affect sales in the long
run

3. Research Methodology

This study employs a mixed-method research approach, combining both qualitative and quantitative methods to gain
a comprehensive understanding of consumer perception towards Patanjali products. The research is conducted
through primary and secondary data collection techniques.

' Primary Data Collection: A structured survey was designed and distributed to 200 respondents across
different demographic segments in India. The survey included questions related to brand perception, product
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quality, pricing, trustworthiness, and comparison with other Ayurvedic and FMCG brands. The respondents were
selected through a stratified sampling method to ensure representation from various income groups, age categories,
and geographical locations.

0 Additionally, in-depth interviews were conducted with 10 industry experts, including FMCG analysts,
Ayurvedic product specialists, and marketing professionals. These interviews provided insights into market trends,
consumer behavior, and competitive strategies adopted by Patanjali and its competitors.

0 Secondary Data Collection: Secondary research involved analyzing existing literature, market reports, and
consumer studies related to Patanjali. Reports from organizations such as the Consumer Guidance Society of India,
FMCG industry analysis reports, and research papers from academic journals were examined. Data from news
articles, business magazines, and online sources were also used to supplement the primary findings.

4. Data Analysis Techniques

0 The quantitative data collected from the survey was analyzed using a combination of statistical tools to
ensure a comprehensive interpretation of consumer perceptions. Frequency distribution was used to categorize
consumer responses and identify prevalent trends, while cross-tabulation helped establish relationships between
demographic factors and purchasing behavior. Correlation analysis was applied to assess the strength of associations
between variables such as product quality, pricing, brand trust, and purchase intent.

’ SPSS software was employed to conduct statistical analysis, enabling an in-depth evaluation of consumer
sentiment and behavior patterns. The data was further analyzed using regression analysis to determine key predictors
of consumer satisfaction and brand loyalty. Descriptive statistics provided an overview of consumer preferences,
while inferential statistics helped draw conclusions that could be generalized across a broader consumer base.

0 The qualitative data from expert interviews were analyzed thematically to highlight recurring patterns,
industry perspectives, and emerging trends in the FMCG and Ayurvedic product market. Common themes such as
trust in Ayurveda, marketing effectiveness, and competitive positioning were identified and compared with the
survey findings to offer a holistic view of consumer perception towards Patanjali products.

5. Scope and limitations

This study primarily focuses on Indian consumers, as Patanjali has a strong market presence in India. While the
company has expanded internationally, consumer perceptions in global markets may differ due to cultural
preferences, regulatory frameworks, and competition from local brands, which are beyond the scope of this research.

Furthermore, while the survey includes a diverse group of respondents from different demographics, it may not fully
represent every consumer segment, especially in rural areas where purchasing behavior and product accessibility
could vary. The study is also limited to the categories of products that Patanjali offers, such as personal care, food,
and wellness, and does not explore potential expansion into new product lines.

External factors such as economic fluctuations, evolving government regulations, and increasing competition from
multinational FMCG giants also pose challenges in assessing long-term consumer perceptions. Additionally, media
influence, word-of-mouth recommendations, and shifting health trends can further impact consumer attitudes over
time, making it necessary to interpret the findings as a reflection of the current market scenario rather than a static
representation of consumer behavior.

6. Findings and Analysis

' Brand Trust and Image: Patanjali enjoys significant consumer trust due to its strong association with
Ayurveda and Baba Ramdev’s influence. The brand is perceived as a pioneer in promoting health-conscious
living and traditional remedies.

0 Product Quality Perception: Consumer opinions on product quality are mixed. While some appreciate
the herbal ingredients and affordability, others express concerns about product effectiveness, safety, and
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consistency. Negative media coverage of certain product recalls has also influenced consumer confidence.

' Pricing and Affordability: Patanjali’s pricing strategy plays a crucial role in attracting middle-class
consumers. The brand offers competitive prices, making herbal products more accessible to a larger segment of the
population. However, consumers compare its pricing with similar products from established brands before making
purchase decisions.

0 Marketing and Nationalism Influence: Patanjali leverages its Swadeshi (Made in India) ideology to
attract consumers who support indigenous products. Marketing campaigns highlight the use of natural ingredients
and the rejection of chemical-based alternatives. The brand’s messaging resonates with consumers who associate
Ayurveda with purity and holistic wellness.

' Challenges and Criticisms: Despite its success, Patanjali faces several challenges, including skepticism
regarding product efficacy, regulatory scrutiny, and increased competition from established FMCG brands that
have entered the Ayurvedic product segment.

7. Conclusion

Patanjali enjoys a positive perception among Indian consumers due to its affordability, herbal benefits, and
nationalistic appeal. However, concerns about product quality, regulatory transparency, and increasing competition
from established FMCG brands influence purchasing decisions. To maintain its market leadership, Patanjali must
address these concerns by improving quality assurance, enhancing product innovation, and reinforcing consumer
trust through transparent communication and stringent compliance with regulations.

Moreover, Patanjali should focus on expanding its research and development (R&D) efforts to enhance product
efficacy and introduce scientifically backed Ayurvedic formulations that cater to evolving consumer preferences.
Strengthening its supply chain and improving raw material sourcing practices can also contribute to consistent
product quality and sustainability.

In addition, diversifying its product portfolio to include more health-conscious, organic, and specialized wellness
products can help Patanjali tap into emerging market trends. Strengthening its presence in the e-commerce sector and
leveraging digital marketing strategies will enable the brand to connect with younger, tech-savvy consumers and
enhance customer engagement.

Patanjali must also focus on global expansion by adapting its products to international quality standards and
addressing cultural preferences in different markets. Collaborations with scientific institutions and regulatory bodies
can help build credibility and improve consumer confidence in its offerings.

By continuously innovating, improving transparency, and strengthening its brand positioning, Patanjali can sustain
long-term growth and remain a dominant player in India's fast-evolving FMCG sector. If it successfully navigates
these challenges, the company has the potential to not only retain its loyal consumer base but also expand its
influence in both domestic and global markets.
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