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 “If I have the belief that I can do it, I shall surely acquire the capacity to do it even if I may not have it at the beginning.” - 
Mahatma Gandhi 
 
Abstract - Birth of Indian social entrepreneurship From time immemorial, there have always been a few individuals who 
have risen above mere personal gain, to devote their lives to solving pressing social and environmental ills plaguing society. 
They did this by employing innovative new methods that were hitherto unknown, or known but not applied. Going by that 
definition, the Father of our nation, Mahatma Gandhi, can be considered as one of India’s first social entrepreneurs. 
In this age of digital disruption, one would have least expected  that a yoga guru with no formal education to shake the roots 
of established FMGC majors ,using a brick & mortar model, forcing them to rethink on their strategies. It’s intriguing as to 
how Patanjali managed to achieve so much in such a short time, basically the last 5 years. Among brand sagas, the one, 
which is firmly etched in the annals of marketing, is Nirma which took on Hindustan Lever in the 1980s displacing the 
multinational to become the largest in the detergents space. Formal Business Management Education teaches you to 
concentrate on your core competence but for Ramdev, core competence doesn’t seem to be yoga, nor Ayurveda or FMCG – 
It’s about selling anything and everything. How else can one explain the ever growing SKUs as well services? The group 
continues to surprise with entry into unrelated areas such as textiles, restaurants, security services and now movies. A few 
more sectors which may be under consideration could be airlines, telecom, infrastructure…..there is no limit for imagination. 
“Start-ups are more than commercial success stories. They are powerful examples of social innovation. “- Prime 
Minister Narendra Modi 
 
Keywords - Patanjali, FMCG, Innovation, Business, Ayurvedic, 
 
I. INTRODUCTION 
 
The seeds of Patanjali were sown in 1995 when 
DivyaYog Mandir Trust was floated to promote Yoga 
and Ayurveda which was followed by the number of 
other such organizations and expansion of product 
range. In the meanwhile, the growth of electronic 
media, especially in early 2000, gave Ramdev a huge 
opportunity to reach out to people through the ‘paid’ 
spiritual and cultural channels. Although there was no 
dearth of Yoga Gurus in India, but nobody had caught 
the imagination of the nation like this stomach 
churning baba. This coupled with 
YogShivirs  (camps) across the nation attracted 
people, mainly the middle and the lower middle class 
since the upper class had latched onto the more 
sophisticated ones. But how does one describe his 
ability to charm people? “A little bit self-deprecating, 
little bit funny, he can make himself endearing very 
easily” said Priyanka Pathak-Narain, author of 
Ramdev’s biography in one of her published 
interviews. 
 
Thus, a popular baba, by now the face of Yoga in 
India needed to move up from a teacher to a leader, 
and politics was the natural path. In politics, one 
needs to strike the right chord for immediate success, 
which brought to fore the issue of black money and 
corruption. He found his bearings in 2011 with the 
Jan Lokpal Bill and there was no looking back 
thereafter. However, these issues would have meant 
heightened popularity, but would do little for his 

business goals which was transforming it into a 
FMCG player. 
 
In 2014, with the BJP led NDA government in the 
straddle, which to an extent owes a part of its 
electoral success to relentless campaigning by Baba 
Ramdev, ensured that his business campaign gets an 
official stamp. Normally a small player wouldn’t dare 
to challenge the leader many times its size unless it 
has the backing of the mighty & powerful, but for 
Patanjali, everything seems to have fallen in place at 
the right time. The government’s focus on yoga, as 
well as Ayurveda, seemed to go well with the 
objectives of Patanjali. 
 
The next 3 years saw the turnover of Patanjali 
doubling every year, making it the second biggest 
FMCG player as patanjali products portrayed 
nationalism.  Every other organized retailer was 
queuing up for a pie of Patanjali’s success as they 
couldn’t ignore the consumer demand. One of the 
USPs of Patanjali was the low overheads including 
advertisement expenses. However, by 2016 they were 
the 3rd largest spenders which are expected to double 
this year. Looking the top line growth, the percentage 
spend may not still be significant to eat into the 
margins.Although, it is dubbed as “not for profit”, 
wherein Baba Ramdev has confirmed that all the 
profits are used for charity. But on the other hand, 
they are planning to raise Rs 1,000 crore for 
expansion. 
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II. STATEMENT OF THE PROBLEM 
 
Surging Ahead-Patanjali to help India become an 
economic superpower. This research has been taken 
up to find out the solution to the problem that whether 
Baba Ramdev’s Patanjali in deed is helping India 
grow and become a Super power. 
 
'Patanjali to help India become an economic 
superpower’, Baba Ramdev- Yoga Guru, the saffron 
clad holy man besides doing yoga is hoping to 
contribute to make India an economic super power on 
multiple levels. His Patanjali Ayurved has already 
sold consumer brands from shampoos to noodle 
overtaking multinational ones.  
Patanjali now aims to make India an economic super 
power by 2040, Growth will be driven by local 
brands. Patanjali would also double annual 
production and distribution capacity this year to 
"become biggest swadeshi brand within one to two 
years". 
 
The success of Patanjali has helped the entire 
Ayurvedic consumer products segment 
Patanjali Products have ventured into health care, 
grocery, medicine, home care, personal care, etc.The 
runaway success of Baba Ramdev's Patanjali brand 
has had a halo effect on the entire ayurvedic 
consumer products segment, helping it outpace the 
overall consumer products industry in growth, 
according to the latest data. 
Patanjali Ayurved expected revenue to touch Rs 
20,000 crore in FY18. Baba Ramdev-led Patanjali 
group, which has given sleepless nights to FMCG 
giants like HULBSE -0.81 % and Colgate, reported 
111 per cent rise in turnover to Rs 10,561 crore in 
FY17. 
Creation of Employment: Baba Ramdev has also 
spoken about creating five lakh jobs in coming years. 
 
III. HYPOTHESIS 
 
The study is designed to assess the hypothesis, that 
the Patanjali products will be leading India ahead 
economically, by leaving behind all the MNCs, by its 
innovation in Business Strategies. India will thus, 
become a Super power. During the course of this 
research work the major focus will be a tentative 
explanation of this strategy based success only, by 
Baba, A yoga guru, who is not educated in 
Management, but still manages the show of Patanjali 
as a protagonist, leaving behind all the FMCGs 
companies. 
 
IV. METHODOLOGY 
 
This paper is based on descriptive study. It is an 
elaborative research. The data for this research paper 
is collected from the secondary sources, newspaper 
articles, online reports; etc.The information is also 

gathered from television/newspaper advertisements. 
Qualitative and quantitative both the approaches have 
been adopted in this paper. A detailed comparison of 
theories in terms of their applicability has been done 
here. 
 
V. SIGNIFICANCE OF THE STUDY 
 
The study of various competitors of Patanjali- 
Data Analysis: 
Ayurvedic products now reach 77% of Indian homes, 
up from 69% two years ago, even as top fast-moving 
consumer goods (FMCG) companies, including 
Hindustan Unilever and Colgate-Palmolive, have 
been aggressively launching natural products and 
extending their reach to stop Patanjali and other 
ayurvedic product makers such as Dabur from eating 
into their market share. 
In the quarter ended March, ayurvedic products grew 
60% in volume from the year earlier while the overall 
FMCG segment grew 6%, according to data from 
Kantar World panel, the consumer insights arm of 
WPP.  
The overall FMCG segment added 2.8 million 
households during the quarter to reach about 275 
million homes. 
Ayurvedic brands had significantly higher addition of 
23 million during the same period and increased 
penetration to 183 million households.  
Experts attribute the rapid growth of this segment to 
Patanjali, which harnessed the wellness platform to 
challenge multinationals such as HUL, Colgate and 
Nestle in the consumer products space with several 
ayurveda-based products including toothpaste, 
shampoos, and cookies that helped it grow into a Rs 
10,000-crore company in less than a decade. 
"Companies that lacked ayurvedic or natural 
offerings within their portfolio have now joined the 
bandwagon as they have realized that the opportunity 
is huge and consumers are moving in that direction," 
said Devendra Chawla, group president, FMCG and 
brands, Future Group. "Also, they are tweaking their 
existing products to include herbal variants, which in 
turn have grown the overall market." 
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Fig. no (1) 
L'Oreal, for example, has launched a hair care range 
under Garnier Ultra Blends made with "natural 
ingredients", while Colgate brought the Cibaca 
Vedshakti brand to the market.  
The country's largest consumer products maker HUL, 
which launched the Lever Ayush brand last year, 
recently brought Citra, an organic skin care brand 
from Indonesia, to the country and has also rolled out 
a naturals variants under brands like Tresemme and 
Fair & Lovely. 
 
FINDINGS OF THIS STUDY 
 
BIG PLAY 
1. Patanjali has also fuelled the expansion of the 
country's herbal products: 
It was  sensed that 'natural' will become a big play 
nearly 15 years back, but it was a bit ahead of time. 
Natural as a phenomenon is not just restricted to 
India, but we are seeing this in different parts of the 
world and are manifested in different ways such as 
chemical free, organic, herbal, khadi or ayurveda. 
 
2. Patanjali: Indian FMCG's new Baahubali : 
Fast-moving consumer goods company Patanjali’s 
aim to outclass multinational rivals in the domestic 
market appears well on course. The Baba Ramdev-led 
company clocked revenue of Rs 10,561 crore in 
FY17, making it the second-largest pure-play FMCG 
player after market leader Hindustan Unilever BSE -
0.93 %. What’s even more impressive is that 
Patanjali’s revenue put in the shade the combined 
sales of MNC giants Colgate-Palmolive. 
 

 
Fig. no (2) 

 
3. On Independence Day: Patanjali leverages 
Swadeshi Movement to attack MNC rivals- 
Patanjali is one of the leading FMCG players in India 
that has established a huge market for itself in no 
time. Several reports suggest that the brand founded 
by Baba Ramdev, a renowned Yoga Guru is targeting 
revenue above 20,000crores in the next financial year 
2018.Be it shampoos, soaps, detergents, honey, facial 
creams, ghee, oil, sugar,etc or any other FMCG 
items, Patanjali offers it all via their single brand  and 
multi brand retail stores.The brand has expanded its 
presence across every nook and corner of the country 

and has a strong hold in  North, East & West and 
spreading its wings in the South too. In doing so, 
Patanjali has eaten into the market shares of these 
multi national brands and has a strong word –of- 
mouth, if not more. Patanjali enjoys huge public 
support and has been promoting the brand with the 
idea of adulteration free products, through its 
marketing campaigns. 
Over a period, it has emerged as a huge challenge to 
some of the traditionally strong players as HUL, 
Colgate, RB, and Nestle. Patanjali’s founders have 
been regularly making statements attacking these 
MNCs and creating a movement that will corner these 
players in the market. 
In its latest advertisement campaign around the 
Independence day this year, Patanjali has released an 
ad where it is urging people to contribute in the 
economic freedom of the country, by adapting its 
products, that are made in India.The brand further 
tells people that it is using the profits to grow the 
country, unlike the MNCs.The idea clearly attacks its 
multinational rivals and promotes a Swadeshi 
movement such that people do not swear by the 
latter’s product. The brand is running these spots 
across different media. 
It is not the first time when Patanjali has tried to 
attack its rivals via advertising.In 2016, attacked 
these companies by comparing them to the East India 
Company (a British company that colonized India in 
19th century). It ran spots across media urging people 
to boycott the product from these companies and 
adopt Patanjali.The brand charges these companies of 
robbing the consumer by selling their products at 
exorbitant prices and then instead of using the profits 
to build India, they take that money out of the 
country. 
As per reports, one of the print Ad in 2016 (around 
Independence Day) read, "Though we got political 
freedom 70 years back, economic freedom is still a 
dream. The way East India Company enslaved and 
looted us, multinational companies are still doing the 
same by selling soap, shampoo, toothpaste, cream, 
powder and similar daily items at exorbitant price." 
 

 
Fig. no (3) 

 
4. Campaigns met with resistance: 
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Led by Baba Ramdev, these campaigns met a lot of 
resistance from several players who complained 
about Patanjali to different industry watchdog bodies 
for misleading consumers and violating laws. Several 
industry stakeholders spoke against Patanjali and 
term their advertising as a marketing gimmick. 
However, Patanjali seems to have not paid much heed 
to those claims, since it is back with a fresh attack. 
 
5. The Attack Continues:  
Over a period, Patanjali has emerged as a popular 
advertiser in the country and has been promoting its 
products such as toothpaste, shampoo, soap, mustard 
oil and many others. The brand is regularly 
advertising across mediums to reach out to masses 
and aware them. 
 

 
Fig. no (4) 

 
6. Business Innovative Strategy: Ayurveda and 
Adulteration free Products: 
In one of the ads for its toothpaste brand - Dant Kanti, 
Patanjali showcases how several toothpaste brands 
have been showing models posing as doctors 
(wearing white coat), and misleading the consumers. 
Patanjali focuses on using herbs from nature for its 
product that will benefit the dental health of the 
consumer. In another ad for Kachi Ghani Mustard 
Oil, Patanjali attacks brands for selling adulterated oil 
which is not good for consumers. The film 
emphasizes on how Patanjali produced Mustard Oil is 
good for health of the consumers. 
 
Patanjali’s positioning is extremely simple - no 
adulteration stops misleading consumers, low 
pricing, Swadeshi products and promote use of 
herbs and natural ingredients. 
Baba Ramdev is the protagonists in several 
campaigns. With more than 350 products ranging 
from noodles and biscuits to shampoo and toothpaste, 
Patanjali's success has shocked its rivals into 

acknowledging it as a serious contender in the fast-
moving consumer goods market. 
7. Patanjali’s Marketing Strategy: 
For years, some of the large FMCG multinational 
brands refused to consider Ayurveda products and a 
market around them, as per several industry experts. 
Thus, they never created a portfolio. On the other 
hand, Patanajali leveraged Yoga and Ayurveda and 
both having origins in India got immediate attraction 
of the consumers. The proposition has given Patanjali 
a huge first mover advantage in the category. 
Patanjali takes the luxury in attacking its competitors 
for their products being chemically processed. 
However, there is no doubt that Patanjali has 
forced FMCG giants to accept Ayurveda and a 
market around it. 
 
There is a large community that likes it, and similarly 
one that disapproves it. The brand has a strong word 
of mouth as it evokes a reaction. In such a scenario, 
the brand becomes a point of conversation among the 
audiences. 
 

 
Fig. no (5) 

 
8. Strategy of using sub-brands; low prices, 
'natural and pure' proposition and 'swadeshi' 
positioning. 
Interestingly, all the products are promoted under one 
single brand name - Patanjali. 
The cocktail of ‘ natural and pure' proposition and 
'swadeshi'  seems to be the reasons behind success 
supported by a simple yet strong distribution strategy 
in driving this exceptional growth trajectory. 
Unlike many other players, they have not adopted the 
strategy of using sub-brands to capture more market. 
One of the bigger pull for Patanjali is the image of its 
founder as a renowned yoga guru across the world. 
Over the years, people are turning to better health 
practices, and are much more conscious than ever, in 
such a scenario Patanjali emerged as a brand 
promoted by a yoga guru. This added to the 
advantage of brand and immediately got millions of 
followers across the country. Since the start, Patanjali 
has followed the combination of low prices, 'natural 
and pure' proposition and 'swadeshi' positioning. 
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The journey does not seem to stop anywhere in the 
near future. It is getting into more and more 
categories and has set an example for FMCG brands 
on how to operate in the complex market of India. 
Patanjali has definitely grown beyond everyone's 
expectations. 
 
9. Comments of Baba Ramdev: 
a)"Colgate will be below Patanjali by this year, and in 
three years, we will overtake Unilever," Ramdev told 
reporters while announcing Patanjali Ayurved's Rs 
1,000-crore investment plan this year for setting up 
five or six new processing units in Assam, 
Maharashtra, Madhya Pradesh, Rajasthan, Haryana 
and Uttar Pradesh. Baba Ramdev has thrown down 
the gauntlet at his FMCG rivals, predicting that 
Patanjali Ayurved had the potential to upstage big 
names Colgate, Unilever and Nestle in a matter of 
few years. 
b)"Patanjali would shut the 'gate' in Colgate. The 
birds in Nestle's nest (logo) will also fly away," 
Ramdev said in a direct dig at his rivals. 
c)"Pantene ka to pant gila hone wala hai, aur do saal 
me Unilever ka lever kharab ho jayega," the yoga 
guru said, mocking his competitors. 
 
d) When asked whether his firm was eating into the 
market share of MNCs, Ramdev said: "We are totally 
vegetarian." 
 
10. Go Global strategy: 
The Ayurveda-based company -Patanjali, which has 
been growing exponentially in the last four years, 
plans to venture into exports and e-commerce this 
year."We will be exporting honey and cosmetics to 
10-12 countries, including US, Britain, Canada, 
African and Arab countries," said Patanjali managing 
director Acharya Balkrishna. Patanjali reached its 
revenue target of Rs 5,000 crore for the year ended 
March 31, said Balkrishna. 
 
11. Venturing into Clothing and Apparel too: 
The company also wants to expand its product base to 
dairy products and yoga clothing. 
Ramdev is drawing up a strategic plan to launch a 
pincer movement on MNCs. On one hand, he is 
planning to open Patanjali mega stores across India 
starting with Nagpur and Luck now, while on the 
other he has readied a premium brand 'Soundarya' to 
take on the likes of big cosmetics brands such as 
L'Oreal and Maybelline. 
 
"We have made profits of 8-12%," he said. "And we 
are just getting started. Wherever we see MNCs 
taking advantage of Indian consumers, we will enter 
that segment with better quality natural products and 
affordable pricing. At the same time, we need to get 
more competitive in modern trade. These mega stores 
will help us get there," he said. 
 

The proposed Patanjali mega stores that will sell 
everything from noodles and biscuits to ayurvedic 
medicines and ghee, will measure around 5,000 
square feet, according to Balkrishna. Currently, apart 
from e-commerce channels, Patanjali products are 
sold through 1,200 Ayurvedic Chikitsalayas, 2,500 
Arogya Kendras and 8,000 Swadeshi Kendras. Add 
to that thousands of kirana stores across the country 
and partnerships with modern retail chains such as 
Big Bazaar. 
 
12. Lesson to Indian FMCG Sector: 
Patanjali teaches to India's FMCG Sector- A decade 
ago it was modern trade which changed the way 
Indians shopped.Then came e-commerce and online 
shopping. And this time around it is Patanjali 
Ayurveda - the latest force to disrupt the branded 
consumer goods sector. Its raging popularity and 
strong brand resonance have some incisive lessons 
for the Indian fast moving consumer goods (FMCG) 
sector. 
 
The FMCG industry is caught in a bind today; Q3 
results for FY2015-16 indicate that sales volumes are 
not growing as rapidly. According to a report by 
Nielsen (Anticipate with analytics: The future of 
FMCG) growth margins have diminished, leading to 
growth at a pace far slower than FMCG companies 
are used to. All major players have been hit; HUL’s 
revenue growth in the past seven quarters has 
consistently fallen, from 13.2 per cent in the June 
2014 to 3.2 per cent now. ITC’s non-
cigarette FMCG business has fallen from 11-12 per 
cent then to seven per cent now.These numbers stand 
starkly in contrast to the huge marketing and 
expansion blitz unleashed by one of the most recent 
entrants into the sector, the Rs 2,000 crore strong 
Patanjali Ayurved. It is expanding into every possible 
daily-use item categories shocking competitors and 
impressing investors with rapid growth in its 
consumer base across income groups. 
 
Unlike other FMCG customers, we should 
remember that most of the patanjali customers 
are consumers of faith, some of whom are blinded 
by trust reposed in Ramdev. 
 
13. Comments of other Competitors: 
a) Emami: The fallout has been that there is greater 
awareness today about herbal and ayurvedic concepts 
and thus greater consumption of Patanjali products. 
Rivals are now hoping that they can also reap benefits 
from the emerging ‘herbal trend’. “It is good for the 
industry if more companies enter. Previously, people 
were not taking the herbal space seriously but they 
are now,” Naresh Bhansali, CEO of finance, strategy 
and business development at Emami. 
Emami recently acquired the Kesh King brand of 
medicinal hair oil and has also launched sugar-free 
honey. It was in the race to acquire Indulekha 
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(a herbal hair oil brand) before bowing out to HUL. 
HUL has, in turn, revived its Ayush portfolio of 
brands apart from getting back into the  herbal hair oil 
category, one that it had moved away from not so 
long ago. 
Are these companies ready to compete 
with Patanjali? Most say that their products are 
different and hence do not directly clash. But “There 
would be potential competition in the times to come,” 
Bhansali said. 
b)Dabur:“We feel that the entry of more players in 
this market would actually push demand and 
accelerate growth in this segment as there will be 
more awareness about this ancient science and its 
benefits,” Dabur India’s chief financial officer Lalit 
Malik said. In the past the herbal category has 
suffered for the lack of credible players and poor 
labeling of products and of course, low consumer 
awareness. The advent of Patanjali has changed all 
that. 
c) Himalaya Drug Company, which has registered a 
CAGR of 25 per cent across categories like face 
wash, toothpaste and shampoos, believes 
that Patanjali will help competition intensify after 
expanding the playing field. “There is an affinity 
for herbal products amongst consumers 
and Patanjali will help grow this segment,” Rajesh 
Krishnamurthy, business head of consumer products 
division at the Himalaya Drug Company said. 
d) KPMG-“Another factor as to why herbal products 
didn’t pick up well in the past is because of the 
prevalence of herbal home remedies. Sourcing of the 
quality ingredients for consumer products is also 
tough as well as the scale which is needed to sources 
them,” Rajat Wahi, head of consumer market at 
KPMG said. Besides, herbal products were also seen 
as expensive and premium offerings. 
Patanjali tackled the problem on both fronts. It has 
consistently advertised its products harping on quality 
and purity thereby hoping to dispel consumers’ 
doubts on that score. And it has managed to keep 
prices low. Most importantly, it has consistently 
communicated the special features of its products as 
well as the price. It is currently aggressively 
advertising its honey as 43 per cent cheaper than a 
competitor’s product (Dabur honey) for a 250 gm 
pack. Dabur’s 500gm honey is priced at Rs 
199; Patanjali honey 500gm is available for Rs 135 
(32 per cent cheaper).Patanjali has also steered away 
from celebrity endorsements. 
“While lower price tags may help them gain market 
share in the short-term, we feel that in the medium to 
long term, entry of these new players will help 
expand the market pie and will be beneficial for all,” 
Malik said. Dabur believes that consumers will 
always settle for quality. “They purchase and they 
match the quality of the products with the price tags,” 
he added. 
Himalaya, which is pitted against Patanjali Ayurved 
is also aggressively branding and marketing its 

products. “We have an 80-year-old legacy in herbal 
pharmaceuticals with leading brands that impart 
credibility to Himalaya and help us gain consumer 
trust,” Krishnamurthy said. Patanjali, meanwhile, 
continues to take its peers head on. 
 
14. Brand Premium Strategy: 
A brand doesn't have to charge a premium to resonate 
better with its consumers. Patanjali products are 
cheaper than its peers in the same category. The 
whole logic of brands charging premium and using 
that premium to advertise more has been turned 
upside down by Patanjali products. 
 
15. Product Efficacy - the ultimate USP: 
Patanjali has brought the focus back on product 
efficacy. Rising above the noise of advertising, 
products have to first deliver value to the consumers. 
Ghee and tooth paste are the two most popular 
products of Patanjali - even though both of these have 
enough local and multinational competitors in the 
organized sector. According to a recent sector report 
by Spark Capital, while disruption is painful in the 
short term, it is slated to bring back a key value 
proposition of FMCG products - product's efficacy. 
 
16. A Strong Brand Ambassador: 
The fact that Baba Ramdev, a yoga guru himself, 
promoting the herbal and organic Patanjali products - 
has proved that celebrity endorsements work if there 
is a high connect between the endorser and the 
features of the brand. The Maggi ban last year had 
showed how brand ambassadors can receive flak in 
case the brand falters. 
 
17. Consumers have the last laugh: 
Emergence of Patanjali helps keep the established 
players on their toes and provides the consumer the 
benefit of more efficacious products at lower prices. 
It reminds the FMCG companies that peak margins 
cannot be sustained at the cost of the consumers. 
 
18. Scope for Innovation or Disruption: 
Patanjali has reinforced that there is scope for 
disruption at any point in the industry. Despite the 
high clutter & penetration and subdued consumer 
demand, Patanjali products could make a mark. "This 
shows that there is always scope for creating new 
moats - which are not easy to replicate or compete 
with", says an analyst tracking the FMCG industry. 
 
19. Formal managements can over-sophisticate: 
The swift rise of Patanjali in becoming a Rs 5000 
crore company. FMCG business in the past few three 
years dwarfs the performance of FMCG companies 
that took several years to reach a similar size. Formal 
management structure can at times slow down the 
growth of the business due to over sophistication. 
 
RECOMMENDATIONS 
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1. Patanjali should stick to the ground realities too, 

simply targeting the players in the market, will 
not make Patanjali successful. Other things 
ethically should also be considered in this regard. 

2. Quality of the products is equally important to 
rule the market and win the heart of consumers. 
It should be maintained with consistency. 
Managing growth, supplies, quality and retention 
of key personnel should be addressed with utter 
care. 

3. Only and merely having a strong brand 
ambassador image will not help Patanjali to 
make ventures in new markets. 

4. Brand value of the products is equally important, 
to sustain in the market. Value for money is 
crucial in this regard. 

5. Ayurveda, Swadeshi, Adulteration, and Herbal 
are not enough to win over the consumers, 
although it is a good strategy, but consumers are 
also aware of the fact that occasions like 
Independence Day, etc.cannot always be used for 
promotions. 

6. Patanjali should be able satisfy the growing 
demand without much disruption and maintain 
quality. 

 
CONCLUDING COMMENT 
 
Patanjali Ayurved has prised open the herbal and 
ayurvedic market for personal care products and 
foods, setting the stage for a fresh battle of brands in 
the categories. 
 
We believe the world can never get enough of 
magical products and experiences. Making them 
requires a balance of art and technology, as well as a 
maniacal focus on delivering joy to the people who 
use them. When a product is truly special, it leaves an 
indelible mark. One feels it, when he feels the 
change. 
The people who make those products are creative, 
high-energy, and have a sharp intellect. They are 
technologists with the heart of an artist. They have 
imagination, guts, and drive. They have unique 
insights into how people work and play, and they aim 
to touch the lives of hundreds of millions of people. 
They might be equally as likely to be inspired by the 
works of Baba Ramdev. 
The simple explanation for such phenomenal success 
would be to be in the “Right Place at the Right 
Time”, with a flawless strategy executed well. 
However, if it was so simple, we would have had 
hordes of such stories with Baba Ramdev, it was a 
well-planned strategy built brick by brick over nearly 
two decades with an ability to maneuver oneself to be 
in the right place sprinkled with loads of good fortune 
of getting the timing right which helped him to get on 
to an exponential growth path, he too possibly may 
not have envisaged. 

A product’s success is based on a few parameters – 
ability to connect with the consumers and build a 
strong pull factor through continued delivery. The 
connecting factor is enhanced with an endorsement 
from someone whom you possibly trust.Finally, the 
right pricing. However, it’s also important that one is 
able to satisfy the growing demand without much 
disruption and maintain quality. 
To create a new market, it needs awakening among 
the consumers and this came in the form of the call of 
“swadeshi” (nationalism) to promote herbal and 
Ayurveda to fight the flight of money “looted” by 
international majors operating in India. This resulted 
in an enlightening the customers about the benefits of 
natural & herbal products. The Modi government 
ignited the nationalist passion as the plank to 
channelize the citizens to a common goal. Both these 
resulted in ferociously expanding a comparatively 
dull market hitherto. 
The yoga guru-cum-business czar is not only among 
the highest advertiser on television today, but by 
doubling up as brand ambassador for his company, he 
is increasing awareness for all ayurvedic-
herbal products and further opening up the space. 
And companies such as Emami, Hindustan Unilever 
(HUL), Dabur and Humalaya Drug Company are 
rebooting their category strategies and investing in 
new products and making new acquisitions to reap in 
the promise of the herbal age. Even as 
Indian FMCG (fast moving consumer goods) 
companies battle an industry-wide slowdown in 
growth, many are hitching their wagons to the herbal-
organic consumer products category, following in the 
footsteps of the Baba Ramdev’s Patanjali Ayurved. 
The moot point, however, is whether the group can 
sustain this stupendous growth, managing the 
supplies as well as the product quality as they 
continue to spread themselves thinly. The top 5 
products account for nearly 45 pct of the top line. 
Although there is a team of competent professionals 
working behind the scene in the state-of-the-art 
facilities, and huge expansion of facilities is planned 
across the country with largesse from friendly state 
governments, the question comes back to managing 
growth, supplies, quality and retention of key 
personnel. 
The external risks for Patanjali seem low given the 
bonhomie with the incumbent government and 2019 
too seems to suggest a continued rule of BJP-NDA 
unless there is surprise like 2004.  However, as 
mentioned earlier, the internal risks are high of 
managing growth, employees, quality and supply. 
The juggernaut will continue chugging along as long 
as the founders do not commit a major blunder or a 
surprise change in power equations at the centre. 
Although there have been murmurs of an IPO, 
wondering whether they can afford to comply with 
the disclosures required, thus settling for debt which 
is available a plenty. 
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Study Design Limitations: Although this research 
was carefully prepared, I am still aware of its 
limitations and shortcomings, even though the 
research paper has reached its aim. First of all, the 

research was conducted in the two weeks span, it 
would be better if it was done in a longer time. 
This study has not focused on the shortcomings of 
Patanjali Products at all, as the purpose was to 
showcase the innovation in Business Strategies. 
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