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Abstract 

The present study is aimed to investigate the perception of marketing intermediaries such as retailers and whole sellers 
towards organic and ayurvedic products. Both Primary and Secondary data have been collected by physically visiting 50 Patanjali 
outlets and 20 general Organic outlets in Visakhapatnam City. The study has considered the non-profitability sampling method 
(convenience sampling). Data has been collected using a self-administered questionnaire by interview method. From the study, it is 
quite evident that it became incumbent on the part of retailers and dealers to have a comprehensive understanding of consumer 
behavior from various facets as the customer plays a predominant role in generating and boosting sales. Unlike the other FMCG 
products, the Patanjali retailers and dealers should have a different kind of obtaining and assessing the customer feedback like making 
an immediate note of the customers' feedback either verbal or written, be it the quality, price, appearance, product literature, 
modifications based on the existing products if any. The points of sale (POS) played an excellent supporting role in increasing the 
retailers and dealers' sales volumes and as such the retailers and dealers are suggested to establish as many points of sale as possible at 
various places like rural market fairs which are held weekly, exhibitions and trade fairs, at temples during religious occasions. 

 
Keywords: Patanjali, Ayurveda, Organic, Retailer, Wholesaler. 
 
Introduction 

In the recent past, organic products are becoming popular and people choose them for various distinct advantages from a 
health perspective. The terms Herbal, Ayurvedic, Natural and Organic are not synonymous but distinct in terms of their properties and 
functionality as there is a huge variance in their applications. The present research paper discusses the perception of retailers and 
dealers, as they play a vital role in the retail market of organic products. 

 
Consequent to the onset of organic products globally, consumers have been gradually shifting from conventional products to 

organic products because of numerous advantages, leading to the improvement of health and lifestyle that has marked a changing face 
in the consumption of organic products. Due to this transition, there has been a phenomenal growth in the awareness and consumption 
of organic products. It is seen that more urbanites are turning into fitness freaks and rural people are also becoming aware of the merits 
of organic products and the demerits of conventional products in many cases. 

 
As elucidated that the organic products in the modern markets are influencing in a significant way the consumer motivation, 

perception, intention and interactions, which is invariance with a general attitude of the consumers, leading to a paradigm shift in 
consumer behavior. Due to the launch of the wide variety of products by Patanjali Ayurveda Limited, a lot more than other retailers, 
the multitude of people across India was attracted greatly to purchase the Patanjali brand organic products. However, during the last 
eighteen months, there has been a gradual decline in Patanjali revenues as most of the initial consumers of the Patanjali brand are 
moving towards other popular organic producers like Dabur, Himalaya, Ayush, etc. This necessitates a study to examine the reasons 
for switchover from the perspective of dealers and retailers, who are in direct touch with the consumers in the market. The scenario 
cited thus warrants an elaborate study on the dynamics of consumer behavior from the retailer and dealer perspective to unearth the 
root causes for the declining sales performance of Patanjali Ayurveda Limited. 
 
Objectives 

i) To review the current status relating to the consumption of organic products in India.  
ii) To analyze retailers and dealers’ perceptions, motives, intentions, expectations and apprehensions towards organic products 

offered by Patanjali Ayurveda Limited 
 

Review of Literature 
At the outset, the study and understanding of consumer behavior are of paramount importance and a prerequisite for 

marketers. It is based on the psychological bent of mind of the consumer (Sharma and Singhvi 2018; Bagher et al. 2018; Balaji and 
Injodey 2017). Consumer behavior starts from the third stage of Maslow's theory of hierarchy of needs and it is true in all its 
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prevalence and it becomes more and more complex depending on the consumers' growth & advancement financially, culturally, 
socially and educationally. It is always giving a vent to unpredictability & complexity in the interactions with references to changing 
times and trends posing a challenge to the sellers. In this respect, a recent study by  

Hariyanto (2018) focused on the green awareness and purchase intention for organic products in the Indonesian context, 
where he observed that the awareness of Indonesians on organic vegetables & knowledge of organic products is poor and there is an 
intense need of creating awareness and trust among consumers. Besides that, the location of urban customers also gives impetus to 
customer behavior toward organic products. This study also concludes that a marketing strategy which correlates with the environment 
is needed to improve customer awareness in selecting environmentally friendly products. A similar situation prevails in India also and 
hence the level of confidence to pursue the study has been bettered. 

 
Prabusankar (2016) also observed that in recent times, consumers are getting more interested in food safety and health-

consciousness and many of them are willing to pay a premium for eco-friendly products. His study reveals that there is a significant 
difference between the socio-economic characteristics of consumers and their perception of eco-friendly products. Moreover, larger 
and positive influence on the purchase intentions of consumers for eco-friendly products followed by healthiness, quality and 
worthiness.  

 
Chiciudeanet al. (2019), the organic food market follows a positive trend, although the consumption rate is still very low 

compared to the European Union; therefore, it is necessary to identify the main barriers to consumption but also the factors 
influencing the increase in demand for this category of food products. The outcome of the study indicated three main influencing 
factors which marketers and managers should look for because they often represent barriers to the consumption of organic food 
products: Influence and marketing (referring to insufficient promotion for organic food products); mistrust (not perceiving advantages 
of organic food consumption); and financial (high prices and personal financial status). This paper has helped the current study largely 
in understanding the consumer perceptional factors towards the usage of organic products. 

 
Poyearleng et al. (2019) observed that place, product and promotion factors have higher impacts on organic vegetable 

consumers' decision process; whereas, the factor with a medium level is price. Results showed the strong support for consumers' 
attitude toward organic vegetables is influenced by product-specific attitude, health consciousness, perceived price and knowledge of 
organic vegetables. 

 
Kavitha & Fathima (2017) opined that herbal products play an important role in consumers' lives to protect them against 

various health issues in their identifying the levels of customers’ satisfaction with herbal products in Erode district. They observed that 
age, gender, educational qualification and type of family have a significant association with customers' level of satisfaction with herbal 
products. The research concludes that customer satisfaction plays a vital role in determining the usage of herbal products.  

 
Matić and Puh (2016), indicated that there is a strong positive correlation between purchase intentions towards natural 

cosmetics and consumer references to natural cosmetics. The authors feel that their results largely help online retailers, as well as 
marketers to recognize and better understand the new trends taking place in the cosmetic industry.  

 
Anu and Krishnan (2016) have made a comparative study on the perception and buying behavior of personal care products 

and claimed females and married consumers with at least one child, prefer personal care products because those are environment 
friendly. They recommended to the companies to give more emphasis on advertising to create market awareness and to make a brand 
image in the minds of investors. 

 
Rao (2015) studied the consumers' attitudes and perceptions to assess the influencing factors to the purchase and 

consumption of personal care products and cosmetics. The objectives of the study are to assess the perception and buying behavior 
about cosmetic products as well as personal care products and their demand in the market and to analyze the market share. The 
outcome of the study indicated that the customers are interested in the best quality, and additional benefits with the product and 
advertisements influence them to purchase personal care products and cosmetics.  

 
Thelkar and Desphpande (2017) studied in the ayurvedic sector and observed that there is a strong relationship between the 

type of disease and medication used for treatment, no relationship between brand and preferred medication, and there is a significant 
relationship between the treatment of common and specific diseases on brand preference and a majority of the consumers use 
ayurvedic medicines for common diseases like allergy, cough and muscular pain along with others such as BP, anxiety, colic problems 
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etc. Similarly, studies also observed that the customers prefer a specific brand because of the chemical-free and quality of the products 
and the respondents with different age groups have different perceptions  

 
Methodology 

The methodology is the systematic, theoretical analysis of the methods applied to a field of study, which comprises the 
theoretical analysis of the body of methods and principles associated with a branch of knowledge. Typically, it encompasses concepts 
such as paradigm, theoretical model, phases and quantitative and/or qualitative techniques. The current research is descriptive. We 
have followed both qualitative and quantitative methodologies from a panoramic angle addressing several intricate factors.  

 
The scope of the study is confined to the dynamics of consumer behavior in select organic products of the Patanjali Ayurveda 

Limited viz. personal care, homecare, medical, groceries and healthcare products in Visakhapatnam City. 
 

Data: Both Primary and Secondary data have been collected by physically visiting 50 Patanjali outlets and 20 general Organic outlets 
in Visakhapatnam City. Primary data collection has been collected using a questionnaire survey method. Secondary data has been 
collected from research papers, conference reports, online journals, business magazines, newspapers, annual reports etc. 
 
Sample: The study has considered the non-profitability sampling method (convenience sampling). The salient sampling techniques, 
their application and subsequent selection of the total population size and related subsets, to suit the situation in the current research 
have been considered to finalize the sample size. 
 

The second part of the survey was conducted by interacting with thirty retailers and dealers and the following formula has 
been used for the selection of the sample. This research due to its high magnitude and scope needs to adopt both qualitative and 
quantitative approaches. As necessitated the result for each type of variable in respect of qualitative data is presented as frequencies 
and percentages. In the case of quantitative variables, the presentation is as means and deviations. The process of analysis calls for the 
application of several statistical test methods to arrive at justifying the hypotheses. Because of the complexity involved in the whole 
process one way ANOVA test has been applied since it is used to determine whether there are any statistically significant differences 
between the means of three or more independent (unrelated) groups. 

 
Analysis and Interpretation of Results 
Table-1: Number of Dealerships Held 

Name of the Company Responses (%) 
Patanjali (exclusive) 50 71.43 
Patanjali & Other Brand (Single) 3 4.29 
Patanjali & Other Brands (More than two) 17 24.28 
Total 70 100.00 

 
As Table-1shows, out of 70 retailers and dealers surveyed 50 (71.43per cent) are exclusive dealers of Patanjali products, 3 (4.29 

per cent) have a single additional dealership and 17 (24.28 per cent) hold more than two dealerships apart from Patanjali. 
 

Table-2: Retailer & Dealers' Business Experience 
Years of Standing Responses (%) 
Below 1 Year 9 12.86 
1 – 3 Years 22 31.42 
3 – 5 Years 21 30.00 
More than 5 Years 18 25.72 
Total 70 100.00 

 
As is represented in Table 2, 9 (12.86 per cent) out of 70 retailers and dealers studied are in business below one year, 22 

(31.42 per cent) are in business for 1-3 years, 21 (30 per cent) 3-5 years and 18 (25.72 per cent) more than five years of experience in 
this business.  
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Table-3: Firms Dealing with all Patanjali product categories 
Response Responses (%) 
Yes 55 78.58 
No 15 21.42 
Total 70 100.00 

 
  From Table-3, it can be inferred that out of 70 retailers and dealers, 55 i.e.78.58 per cent sell all the categories of Patanjali 

products and 15 i.e. 21.42 per cent deal with some of Patanjali products. 
 

Table-4: Patanjali Health care products dealt with by the Respondents 
Health Care Products Responses (%) 
Digestives 38 54.28 
Health and Wellness 46 65.71 
Chyawanprash 48 68.57 
Badam Pak 48 68.57 
Ghee 58 82.85 
Honey 64 91.42 
Health drinks 8 11.42 
Fruit Beverage 12 17.14 
Diet Food 22 31.42 

 

 
Figure-4: Patanjali Health Care Products Sold by the Dealers/Retailers 

 
Concerning selling Natural Health care products of Patanjali products by 70 respondents, Table-4 shows that: i) 38 (54.28 per 

cent) sell digestives categories. ii) 46 (65.71 per cent) sell Health/Wellness products. iii) 48 (68.57 per cent) sell Chyawanprash 
products. iv) 48 (68.57 percent) sell Badam pak v) 58 (82.85 per cent) sell Ghee products. vi) 64 (91.42 per cent) sell Honey 
products.vii) 8 (11.42 per cent) sell Health drinks. viii) 12 (17.14per cent) sell Fruit beverages. ix) 22 (31.42 percent) sell Dietary 
products. 

 
Table 5: Patanjali Food Products Dealt by the Respondents 

Natural Food Products Responses (%) 
Biscuits and Cookies 52 74.29 
Spices 54 77.14 
Candy 32 45.71 
Herbal tea 48 68.57 
Jam 51 72.86 
Murabba 45 64.29 
Natural Sweeteners 40 57.14 
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Dalia, poha and Vermicelli 69 98.57 
Flours  65 92.86 
Sauces and Pickles 46 65.71 
Corn Flakes 52 74.29 
Dal Pulses 61 87.14 
Rice 70 100.00 
Noodles 49 70.00 
Oats 44 62.86 
Papad 41 58.57 
Namkeen 40 57.14 
Edible Oil 41 58.57 
Sweets 38 54.29 

*The above data pertains to all 70 Retailers and dealers (Multiple Responses) 

 
Figure-5: Patanjali Natural Food Products Dealt by the Respondents 

 
Regarding Patanjali Natural Food products, Table 5 shows that out of 70 respondents: 

i) 52 (74.29 per cent) sell Biscuits and Cookies. ii) 54(77.14 per cent) sell Spices.iii) 32(45.71 per cent) sell Candies. iv) 48 
(68.57 percent) sell Herbal Tea v) 51 (72.86 percent) sell Jams.vi) 45(64.29 percent) sell Murabbas.vii) 40 (57.14per 
cent)sell Natural Sweeteners viii) 69 (98.57 percent) sell Dalia, Poha and Vermicelli. ix) 65(92.86 percent) sell Flours. x) 
46 (65.71 per cent) sell Sauces and Pickles. xi) 52 (74.29 per cent) sell Corn Flakes.xii) 61 (87.14 per cent) sell Dal 
Pulses. xiii) 70 (100 per cent) sell different types of Rice. xiv) 49 (70.00 percent) sell Noodles. xv) 44 (62.86 per cent) 
sell Oats products. xvi) 41 (58.57) per cent sell Papads. xvii) 40(57.14per cent) sell Nankeens’. xviii) 41 (58.57 per cent) 
sell Edible Oils. xix) 38(54.29 per cent) sell Sweets. 
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Table-6: Patanjali Ayurvedic Medicines Dealt by the Respondents 
Ayurvedic Medicines Responses (%) 
Kwath 15 21.43 
Packages for Diseases 12 17.14 
Vati 8 11.43 
Bhasma 12 17.14 
Churna 12 17.14 
Guggul 46 65.71 
Parpaati / Ras 16 22.86 
Pishti 36 51.43 
Arishta 32 45.71 
Asava 8 11.43 
Syrup 26 37.14 
Gordhan Ark 16 22.86 
Oil 35 50.00 
Lep 8 11.43 
Balm & Inhaler 24 34.29 

*The above data pertains to all 70 Retailers and dealers (Multiple Responses) 
 
Important Observations  

Out of 70 retailers and dealers surveyed 50 (71.43 per cent) are holding exclusive Patanjali dealerships, 17 (24.28 per cent) 
hold more than two dealerships including Patanjali and the rest 3 (4.29 per cent) hold one other brand including Patanjali. Business 
experience counts in the interactions upholding consumer behavior and from this angle, it has been found from the survey that 9 
(12.86 per cent) of the respondents have business experience of less than 1 year, 22 (31.42 per cent) 1-3 years, 21 (30 per cent) 3-5 
years and 18 (2.72 per cent) have more than 5 years of business standing. It is observed from the analysis that 55 (78.58 per cent) 
respondents deal with all the Patanjali product categories and the rest 15 (21.42 per cent) with few products only. In the category of 
natural health care products, the study shows 38 (54.28 per cent) respondents deal in digestives, 46 (65.71 per cent) products tackling 
health and wellness, 48 (68.57 per cent) each Chyawanprash and Badampaks, 58 (82.85 per cent Ghee varieties, 64 (91.42 per cent) 
honey and rest are insignificant as their sales of products like health drinks, fruit beverages & diet food is quite meager. 

 
Suggestions  

It is quite evident that it becomes incumbent on the part of retailers and dealers to have a comprehensive understanding of 
consumer behavior from various facets as the customer plays a predominant role in generating and boosting sales. It is therefore 
suggested to chalk-out various plausible strategies to deal with consumer behavior. The retailers and dealers are suggested to have an 
efficient team to carry out market research and to tap the growth potential not only in the product but assess the complexity of the 
mindset of different strata of customers and advice the management to formulate their strategies accordingly. Providing consumer 
education and imparting knowledge on the products (in this case organic products) is a must for all the retailers and dealers in an 
easily understandable manner enabling consumers to perceive the content. The retailers and dealers are suggested to initiate the 
passing of information to consumers on organic products through various communication modes viz. personal interactions, magazines, 
publications, websites, local advertisements, pamphlets, conducting events and providing sponsorships for the events. The retailers 
and dealers are advised to study the customer psychology in the changing trends and accordingly interact with them. Currently, the 
female participation is less compared to males in terms of shopping not only for groceries and other household items but also for other 
Patanjali products like personal care, health care and Ayurvedic medicines etc., the retailers and dealers should concentrate on this 
area and gradually enhance female customer base. The points of sale (POS) can play an excellent supporting role in increasing the 
retailers and dealers’ sales volumes and as such the retailers and dealers are suggested to establish as many points of sale as possible at 
various places like rural market fairs which are held weekly, exhibitions and trade fairs, at temples during religious occasions etc. 

 
Conclusion 

The retailers and dealers can explore the possibility of getting tied up with some of the leading enterprises for selling 
Patanjali products. Unlike the other FMCG products, the Patanjali retailers and dealers should have a different kind of obtaining and 
assessing the customer feedback like making an immediate note of the customers' feedback either verbal or written, be it the quality, 
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price, appearance, product literature, modifications based on the existing products if any or other product/service-related issues and 
update the manufacturer often. It is widely observed that this is not happening at the store level. Huge varieties of Patanjali products 
are entering the market but it has been observed that a majority of the retailers and dealers do not have adequate knowledge of the 
organic products; thereby they are not able to penetrate those products in the market. The average consumer is not aware and is not 
curious to know about the developments also. As such the retailers and dealers must make the customers aware of such products in an 
effective manner by resorting to appropriate market promotional measures. 
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