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Introduction »
mineral-based S
medicines to treat a range of ailments. The FMCG scctor plays a vitalrole in the economi¢ ks
in India has

Ayurveda an ancient Indian medicinal system that mostly use herbal and

development in India. It is the 4th largest revenue generating sector. Ayurveda rooted

a history of several thousand years. It has in many ways been a science of observation amongst

the Indian practitioners. Ayurveda is a system of medicine that deals with the cure of diseases g

and ailments using herbal pluuts. roots, leaves, fruits, bark and seeds. The Top players in the
Ayurvedic space in India are:

. Patanjali Ayurved Limited

. The Himalaya Drug Company A

+ s Dabur

. Baidyanath

. Hamdard Laboratories
. Emami Limited
k . 7Zandu Pharmaceuticals Works Ltd

. CharakPharma Put Ltd

. Vicco Laboratories
. Surya Herbal Limited
Over the years Ayurveda hasgained its popu larity as a system of medicine not only in

India but all over the globe. Since India is a hub for Ayurvedic products. Indian Ayurvedtc .-:

products is valued for more than Rs. 4200 crore and is expected to grow

Crore by 2020. Indian Ayurvedic products market is projected to re;

during 2016-2021.

Need for the Study
Ayurvedic FMCG products find massive appeal among, b4:)t.‘n,e

and rural markets as well as among older consumers already fa

ingredients.

This study is primarily being carried out to understang
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Research

According to a research paper conducted by International Journal of Multidisciplinary
Research and Devel-opment “Ayurvedic and H erbal remedies are av ailable in all patanjali and
accepted by customers.

organic stores. Ayurvedic products are reasonably cost effective and W ell

They are easily available and do not have side effects.”

Estimated growth of India's Ayurvedic market

N Rs3 C
TR

“The market size of Ayurvedic products in Asia’s third larges

According to Nomura
between 2016 and 2020”. The AS a Ayury

o grow at 15%

economy is expected 1
10.7% in the last 5 years. AbC

market has grown at a CAGR of

rbal products are exported from India to other countr

Ayurvedic and he
is a market for Ayurvedic FMCG products in India. The top 3

HUL’s Ayush & Dabur amongst the others. The main sellin

Patanjali,
products made of natural herbs and mineré

‘that they are chemical frce
”‘“‘ Research Objective
1) To understand Consumer Buying Behaviour in relatio
2} "To study the perception of people about Ayurvedic FM l G

o

nto.
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Who influence 3mrpr¢femce for brands?
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Interpretation: There are no specific influencers while purchasing Ayurvedic FMC
b
E Products. -
4 ‘Customer Value
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Figure 11

’Epistemic Values
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Interpretation: Most respondents feel that
accepted and a brand as compared to if referred by a friend.
Figure 13

.' 'Social Reference Value

i i

lpmdﬁpﬁtmulmﬁxcnrnfmb}'mm! I prefier the produces :hgppq::
L drwresmng the produg the chesses of people rasnd me w hen purchace 23 3 references wiule
. detrmening S produc purcheans 2 product

J Wirangy Amee SAges SNews SDusgree @ Swongly Dizasee ]

the product they buy should be soq"

a

i

e
S

Customer Produoct Imvelvement

Figure 14

Product Involvement

'“‘l I-ll_.

|H-tutd-uh
e vkt iy ',' sk oy




E o e b ek det 4 O At SRR

VOLUME - VIIL, ISSUE - T - JANUARY - MARCH - 2019
AJANTA - ISSN 2277 - 5730 - IMPACT FACTOR -5.5 (www.sjifactor.com) e

—

atures when they considered

Interpretation: Respondents always think of certain fe
al groups, price

hﬁ purchasing particular brands products. Purchase decision is influenced by soci

y*3

et and brand.
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Interpretation: Respondents are

before the purchase decision and most people are neutral about the price of the p

compared to other benefits that are attached to it.

Information Process
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Exposure [
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' pretation: Most respondents get product information from their friends, colleagyeg

ily, adver-ti ; :
Iy cr-tisements or social media, Most people are neutral about gather information

therr purchase.

Most res . :
pondents gather information from previous users than get influenced py

iIsements.

Figure 19

Attention and Perceptual Encoding
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Figure 20

ﬁlﬁurmaﬁnn Acquisition and Pjvalmﬁ_ﬂ
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Occupation
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Interpretation: Maximum of the respondents is above the age of 46 most of the

- “c'..- "

respondents work in the service sector.
Limitations
The number of respondents was only 65.
Most of the respondents were in the age group of 45 years and above
Summary of Findings
The survey indicated that maximum raspondents prcfer Sl'loﬂl?ng fro

t 3 these products.
Mm‘, Patanjali, Himalaya Wellness and Baidyanath are ﬂlq
ndents how-ever few people are aware of Ayush by HUL‘EJ ]
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kinara stores. prondmu

our country they are happy to use Aytu-vudm FMCG pry
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