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Abstract 

In this paper the objective is to highlight the consumer satisfaction with Patanjali products, which has disrupted the entire 
FMCG industry with its unparallel growth trajectory. Patanjali's has promoted its goods as being traditionally and culturally 
indigenous so the Indian consumers has more trust on it. A questionnaire was created to gather information from consumers at the 
grassroots level about the research subject. The data for this research was collected online through questionnaire by using Google 
forms. For the analysis, descriptive and inferential statistical methods were used. Pearson's Chi– Square test showed no connection 
between certain demographic characteristics and certain customer satisfaction characteristics.  
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1.0 Introduction  

Patanjali Ayurveda established in 2006 in consultation with renowned yoga guru Baba Ramdev. The company is not merely 
an organization but a thought of creating a healthy society through Yog and Ayurved. Farmers are considered as the main asset for this 
company as they provide herbal and organic products on contract farming. The company is concerned for the income of farmers and 
they regular take steps to increase sale and income of famers such as provide technical-aid and information for efficient farming. The 
company organized their customer base through a wide network of authorized Patanjali stores and retails shops throughout the 
country. The company has focus on wellness of individuals and the society1. 

 
In this study our objective is to find the consumer satisfaction level in reference to Patanjali products as consumers tastes, 

preferences and requirements varies with factors like age, income, qualifications, and area of residence. Whatever may be conditions a 
consumer always wanted to maximize their satisfaction in terms of time, money, and effort, so it is necessary to understand the 
specific behavior of consumers. Consumers are now more concerned with their health and maintaining a high quality of life. They 
choose to eat items that help them maintain a healthy lifestyle while still providing a high level of satisfaction. The current situation 
suggests that customers are particularly interested in herbal and environmentally friendly products that do not have side effects. This 
particular trend has resulted in a surge in Patanjali product popularity, as well as a desire to learn more about the characteristics that 
have led to such innovative Patanjali product trends. So, the focus of this paper is to understand the customer preferences towards 
Patanjali in Hazaribagh district. The first section introduces the background of study, the second section discussed literature review, 
the third section elaborated objectives & hypothesis of the study, the fourth section depicted research methodology, the fifth section 
contains data analysis and finally the concluding remarks was presented in the paper. 
 
2.0  Literature review 

According to Gupta & Ojha (2019) in their study found that there is no correlation between independent variables and 
customer satisfaction. All demographic variables, such as gender, age, marital status, and occupation, have no bearing on satisfaction 
levels. The results of the study shown that the majority of respondents use Patanjali products because of the natural ingredients and the 
brand's image. The effect of brand image and ayurvedic products on consumer satisfaction was determined using a simple percentage 
analysis test, which yielded a significantly positive result. 

 
According to the report of Nayak & Prabhu (2020), Patanjali's unorthodox marketing methods have given many marketers 

a headache. In a short period of time, it has changed the entire FMCG market and brought about a revolution in the industry. The 
results of the study indicate that there are a number of important factors that come together to form the overall picture. According to 
the report, a large percentage of users are happy with Patanjali items, which may be due to a variety of factors. The Patanjali product's 
ability to satisfy a large number of customer's needs as per their conditions has made it popular. Customer retention is aided by 
customer satisfaction. 

 
According to Rani, Shukla &Kesarwani (2019), the current scenario shows that consumers are now more interested in 

herbal and eco-friendly items that have no side effects. This unique tendency that is now developing among consumers are responsible 

                                                             
1 http://patanjaliayurved.org/ 
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for extraordinary trends and interest to find out the characteristics responsible for such attributes are making Patanjali products more 
popular in India and abroad.  

 
According to Singh (2018), the findings of the study indicate that there are a number of important factors that contribute to a 

product's purchase decision. Consumer opinion of a brand is largely based on the user's level of satisfaction after purchasing the 
product. According to the report, Patanjali items satisfy a significant number of consumers. It may be because of the product's fair 
price or its ability to solve the core issue. Even if Patanjali has a competitive edge in the industry, it should not overlook its rivals. 
Patanjali must fulfil the company's claims in order to attract more customers before any other brand can target it and take away the 
advantages of spiritual marketing. 

 
3.0 Objectives of the study 

To find the association between the factors of demographic profile of respondents and the factors of customer satisfaction. 
 
Hypothesis of the study 
NH0: There is no significant association between the factors of demographic profile and factors of customer satisfaction. 
AH0: There is a significant association between the factors of demographic profile and factors of customer satisfaction. 
 
4.0 Research Methodology 

Data were gathered from both primary and secondary sources. The data collected from respondents in the format of 
questionnaires. Approximately 120 respondents were approached but however only data is available from 90 respondents only. The 
respondents were chosen randomly by visiting Patanjali stores located in Hazaribagh district. The sampling method used in the study 
was purposive sampling. The age group of the respondents are 20 and above and both types of gender were randomly selected. Data 
thus collected was processed, analyzed, and interpreted to draw the valid inferences. For analyzing the data and providing the realities 
of the research outcomes both descriptive and inferential statistics are employed to present data in the form of charts and tables. 
Pearson’s Chi-Square was applied to find results.  

 
5.0 Data Analysis 

Gender wise Classification 
Gender No. of Respondents Percentage 
Male 70 77.77 
Female 20 22.23 
Total 90 100 

 
Inference  
The above table shows that out of the sample customers, 77.77% of the customers are male and 22.23% of customers are 

female. It may be inferred that majority of the buyers are male in Hazaribagh. 
 

Age wise Classification 
Age No. of Respondents Percentage 
20-30 10 11.11 
30-40 18 20 
40-50 24 26.66 
50 & above 38 42.22 
Total 90 100 

 
Inference 

The above table signifies that Patanjali products are used by respondents of all age group but the maximum users belong to 
the age group of 50 & above. 

Qualification wise Classification 
Qualification Level No. of Respondents Percentage 
Higher Secondary 15 16.67 
Graduation 25 27.77 
Post-Graduation 40 44.44 
Illiterate 10 11.11 
Total 90 100 
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Inference 
The above table shows that out of the sample respondents, 44.44% of the respondents are post-graduate, 27.77% are 

graduate, 16.67% of the respondents have education up to higher secondary and 11.11% respondents are illiterate.  
Sources of Information about Patanjali products 

Sources of Information No. of Respondents Percentage 
Advertisement 45 50 
Friends 20 22.23 
Relatives 15 16.67 
Others 10 11.11 
Total 90 100 

 
Inference 

The above table shows that 50% of respondents were informed through the advertisement, 22.23% respondents got the 
information about Patanjali products through friends, 16.67% through relatives and 11.11% through other sources of information.  
Place of purchase about Patanjali products 

Place of purchase No. of Respondents Percentage 
Departmental Stores 21 23.33 
Local retail shops  25 27.77 
Online Shopping 6 6.67 
Patanjali Shops 38 42.23 
Total 90 100 

 
Inference 

The above table shows that 23.33% of respondents are purchasing Patanjali products from departmental stores, 27.77% of 
respondents are purchasing it through local retail shops, 6.67% of respondents are online purchasers and maximum of i.e., 42.23% of 
respondents are purchasing Patanjali products through exclusive stores. So, this model is very successful and proven as a competitive 
advantage for the company.  

 
Cross tabulation between the factors of demographic profile and factors of customer satisfaction. 

For cross-tabulation between the factors of demographic profile and factors of customer satisfaction, the three demographic 
factors were chosen age, gender & qualifications and the variables of customer satisfaction are affordable prices, quality products, 
packaging, performance & benefits. Selected demographic variables are individually cross tabulated with factors of customer 
satisfaction. 

Table 1: Cross-Tabulation of Age and Factors of satisfaction 

Age  

Factors of Satisfaction 
Affordable 
Prices 

Quality 
Products Packaging Performance Benefits Total 

20-30 1 5 1 2 1 10 
30-40 4 8 2 2 2 18 
40-50 5 10 2 3 2 24 
50 & above 4 8 4 10 12 38 
Total 14 33 8 17 18 90 

 
Calculated chi-square value is 13.996. P-Value = 0.3007 
P-value is greater than level of significance. So, null hypothesis is accepted. 
Hence, there is not any evidence of significant association between age of respondents and factors of satisfaction of Patanjali products. 
Thus, age has no association with the satisfaction level of Patanjali products. 
 

Table 2: Cross-Tabulation of Qualification level and Factors of satisfaction 

Qualification 
level 

Factors of Satisfaction 
Affordable 
Prices 

Quality 
Products Packaging Performance Benefits Total 

Higher 
Secondary 5 2 3 4 1 15 
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Graduation 10 6 2 4 3 25 
Post-
Graduation 12 10 5 8 5 40 

Illiterate 3 2 1 1 3 10 
Total 30 20 11 17 12 90 

 
Calculated chi-square value is 6.0528. P-Value = 0.9133 
P-value is greater than level of significance. So, null hypothesis is accepted. 
Hence, there is not any evidence of significant association between qualification level of respondents and factors of satisfaction of 
Patanjali products. Thus, qualification level has no association with the satisfaction level of Patanjali products. 
 

Table 3: Cross-Tabulation of Gender and Factors of Satisfaction 

Gender 

Factors of Satisfaction 
Affordable 
Prices 

Quality 
Products Packaging Performance Benefits Total 

Male 20 25 8 7 10 70 
Female  4 8 2 3 3 20 
Total 24 33 10 10 13 90 

 
Calculated chi-square value is 0.8906. P-Value = 0.9259 
P-value is greater than level of significance. So, null hypothesis is accepted. 
Hence, there is not any evidence of significant association between gender and factors of satisfaction of Patanjali products. Thus, 
gender has no association with the satisfaction level of Patanjali products. 
 
6.0 Conclusion 

It was found from analysis that there is no association between certain factors of the demographic profile of respondents and 
certain factors of customer satisfaction for Patanjali products, so all the respondents can be treated as a same. There is no specific 
group whose choice is biased in case of Patanjali products. The source of information and place of purchase is more important for 
customer satisfaction in the case of Patanjali products than the demographic variables. According to the results of the research, most of 
the consumers are satisfied with the affordable prices and quality of Patanjali products.  
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