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Abstract 

Brand awareness is a key indicator of a 

brand’s competitive market performance. The 

importance of brand awareness in consumer 

purchasing decisions, marketers have developed a 

number of metrics designed to measure brand 

awareness and other measures of brand health. 

These metrics are collectively known as awareness, 

attitudes and usage (AAU) metrics brand 

awareness is related to the functions of brand 

identities in consumer’ memory and can be 

measured by how well the consumer can identify 

the brand under various conditions. Brand 

awareness is also central to understanding the 

consumer purchase decision process. Strong brand 

awareness can be a predictor of brand success. 

Keywords: Brand awareness, Marketing, 

Consumer preference, Brand, Satisfaction. 

I. INTRODUCTION 

                Marketing begins with the fundamental 

idea that most human behavior is a purposeful 

quest for need satisfaction and this activity is 

rooted in “exchange” notion. Marketing requires 

the existence of two or more persons or groups 

each believes that his total satisfaction will be 

increased if he exchanges some of the products that 

he possesses for some of the products of the other 

party. Exchange is, therefore, the process of 

satisfying human wants via trade. 

Brand awareness 

Brand awareness refers to the extent to 

which customers are able to recall or recognize a 

brand. Brand awareness is a key consideration in 

consumer behavior, advertising management, brand 

management and strategy development. The 

consumer‟s ability to recognize or recall a brand is 
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central to purchasing decision-making. Purchasing 

cannot proceed unless a consumer is first aware of 

a product category and a brand within that 

category. Awareness does not necessarily mean that 

the consumer must be able to recall a specific brand 

name, but he or she must be able to recall sufficient 

distinguishing features for purchasing to proceed. 

For instance, if a consumer asks her friend to buy 

her some gum in a “blue pack”, the friend would be 

expected to know which gum to buy, even though 

neither friend can recall the precise brand name at 

the time. 

Measuring Brand awareness: 

Brand awareness is the combination of 

both firm and product awareness. High brand 

awareness indicates that a firm has successfully 

garnered attention across their product lineup. The 

first component of our brand awareness measure, 

firm awareness, captures the breadth of attention a 

firm is able to command from consultants. Firm 

awareness is measured through the quantity of 

consultants that review at least one of a firm‟s 

products during a given quarter. The more attention 

a firm has from unique consultants, the broader its 

awareness is in the industry.  

The second component, product 

awareness, captures the breadth of attention a firm 

is able to command within its product lineup. Firms 

with higher product awareness will be able to 

leverage the consultant attention they receive 

across their products. For each firm this is 

measured by the average number of distinct 

products reviewed per consultant in a give quarter. 

The more products a consultant reviews from a 

firm, the deeper its awareness is in the industry.                      

Statement of the problem 

 Every manufacturer has attempted to 

attract new customers in order to keep the current 

customers. Therefore, the customer satisfaction is 

not sufficient and marketer should focus more to 

promote their loyalty. The main point for 

developing successful marketing strategy is a clear 

understanding of the consumer‟s mind before, 

during and after a purchase. However, more 

attention must pay to the branding strategies. 

Positive brand image enhances the goodwill and 

brand value of an organization. 

 The consumers have certain expectations 

from branded items in terms of its quality, price 

and packaging. The focus of everyone‟s attention is 

shifted towards natural products. Many product 

purchases may require the evaluation of a variety of 

economic, social and psychological factors. 

Therefore, it is identified that there is a need for 

research work in the field of Brand awareness in 

Patanjali products in Vellore city. 

II. SCOPE OF THE STUDY 

The purpose of the study is to find out 

certain factors that have led to the growing boom of 

Patanjali products in the market. Many studies have 
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been made on Brand awareness, but no study is 

undertaken in the study area in Patanjali products. 

However, a study on the Brand Awareness in 

Vellore city in relation to Patanjali products has not 

so far been carried out. So the present study aims to 

probe into the Brand awareness with Patanjali 

products. The scope of the study has been limited 

to certain buying behavioural aspects of the 

purchase decision process, product awareness, 

information search, brand preference, satisfaction 

level and purchase behaviour. The empirical study 

seeks to identify the Brand awareness in Patanjali 

products. 

III. OBJECTIVES 

1. To measure the brand awareness of 

„PATANJALI‟ in minds of Consumers. 

2. To study the satisfaction level of consumers 

after using „PATANJALI‟ Products. 

3. To analyze the purchase decision of the 

consumers. 

4. To study the factors influencing the customers 

to purchase PATANJALI products. 

5. To find the influence of demographic profile of 

consumers on their Brand awareness 

perception. 

Limitations: 

 The study is limited to Vellore city only. Due 

to time constraint and the cost, the study is 

restricted to only Vellore city. 

 The study is limited to the 50 responses to 

Patanjali consumers in Vellore city. 

 The study has been conducted based on the 

responses of the selected respondents of 

Vellore city. 

 The study covers 3 popular products in Vellore 

city. No attempt has been made to study all the 

Patanjali products as it is a wider area of the 

study. Hence, the generalisation of the findings 

of the study is subject to these limitations. 

Review of Literature 

  Shabir Majeed [2014] conducted a study 

on brand awareness in rural area: a case study of 

fast moving consumer goods in pulwama district of 

J&K state. He made an attempt to analyze the 

brand awareness on fast moving consumer goods in 

rural areas and to know the interest of the 

consumers in buying the branded products of fast 

moving consumer goods. He has studied the impact 

of media on the brand awareness and preference. 

He has selected 100 respondents from the selected 

10 villages of 4 blocks in the pulwama district 

using simple random sampling technique. He found 

that the brand awareness of consumer towards 

goods consumed daily has been steadily increasing. 

He has concluded that the usage of branded goods 

is seen as status elevator in villages. 

  Aghaei (2014) found a positive 

association between the concept of brand 

awareness dimensions and services marketing mix 
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in chain stores. According to their correlation 

coefficient the results indicated a positive 

relationship between perceived quality and brand 

equity and also direct and positive relationship 

between brand loyalty and brand equity.         

  Dr. K. Krishnakumar [2014] indicated 

that Brand awareness on brand which constitutes 

the success of a brand. The present study is an 

attempt to update their understanding of the 

attributes of the products and the role of brand 

awareness of personal care brands among in 

Chennai district respondents. The questionnaires 

were distributed hundred respondents by using 

convenient sampling techniques. Data was 

analyzed by Simple percentage and one sample„t‟ 

test for this study. 

Hafiz Kashif Iqbal [2013] the aim of this 

endeavor is to identify the effect of brand 

awareness and brand loyalty on purchase intention. 

Questionnaires were distributed to collect the 

responses from the employees in services sectors 

and conveniently available general public while 

descriptive statistics and regression analysis were 

used to analyze the data and draw the conclusions. 

Brand Awareness and brand loyalty have strong 

positive association with purchase intention. 

Managers all over the world should strive to 

promote the brand awareness along with brand 

loyalty as both of them contribute towards positive 

purchase intentions  

Mohammad Ali Daud [2013] aimed to 

examine the brand awareness in rural area and to 

study the interest of consumer in branded products 

of fast moving consumer goods. He collected 

primary data from the rural consumers of 7 villages 

in 2 districts of Lucknow and Varanasi in Uttar 

Pradesh. He found that the brand awareness in rural 

areas was increasing and the consumers both 

literate and illiterate prefer branded goods with 

belief that quality is assured as the manufacturers 

are the reputed companies. 

Company Profile: 

Patanjali Ayurved Kendra Ltd was 

founded by Swami Ramdev and Acharya 

Balakrishna on September 27th, 2007. It started its 

operation in Katmandu, Nepal to provide holistic, 

natural and effective ayurvedic treatment. Patanjali 

Ayurved Limited (PAL) has three manufacturing 

units at Haridwar, Uttarakhand with its registered 

office in New Delhi. The initial project of Ramdev 

was his Patanjali Yogpeeth and since its 

inauguration in 2006, it has been labeled as one of 

the largest centers for research on yoga and 

ayurveda in the world. 
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Sampling Design 

Sample size 

In this study sample size is restricted to 50 

Construction of tools 

The tool used for collecting data is a 

questionnaire is a simply formalizes schedule to 

obtain and record specified and relevant 

information, with tolerable accuracy and 

completeness. In other words, it directs the 

questioning process and promotes the clear and 

proper recording. 

The data collected through a specially 

designed questionnaire with the Likerts five point 

scale for the present study. 

Sources of data 

Both the primary data and the secondary 

data are collected and used for the purpose of the 

study. 

Chi- square test: chi square test is used to 

determine if there is any association between two 

opinions. It is also used to find the effectiveness of 

any opinion or preferences. Chi-square is a non-

parametric used by researcher to test hypothesis. 

This test is employed for testing hypothesis when 

distribution of population is not known and when 

nominal data is to be analyzed. If the calculated 

value is greater than the table value then 

Alternative hypothesis (H1) is accepted. If 

calculated value is less than the value then Null 

hypothesis (H0) is an accepted. 

Data Analysis and Interpretation 

Table-1 - Age 

Particular 
No. of 

respondents 
Percentage ( % ) 

20-30 22 44 

31-40 8 16 

41-50 14 28 

50 above 6 12 

Total 50 100 

INFERENCE: 

              From the above table revealed that 44% of 

the respondent‟s age is in the group between 20-30, 

28% of the respondents between 41-50, and 16% of 

the respondents age is in the group betweens 31-40, 

12% of the respondents above 50 years. 

Chart-1 - Age 
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Table-2 – Gender 

 

Gender 
No. of 

respondents 

Percentage 

( % ) 

Male 10 20 

Female 40 80 

Total 50 100 

 

INFERENCE: 

From the above table, it is found that 80% 

of the respondents are female and 20% of the 

respondents are male. 

Chart-2 – Gender 
 

 

Table-3 - Marital Status 

 

Marital 

status 

No. of 

respondents 

Percentage 

( % ) 

Married 31 62 

Unmarried 19 38 

Total 50 100 

 

INFERENCE: From the above table shows that 

62% of the respondents are married, and 38% of 

the respondents are unmarried. 

 

 
 

 

Chart-3 - Marital Status 

 

 

              

 

Table-4 - Monthly Income 

Monthly income 
No. of 

respondents 

Percentage 

( % ) 

Below Rs.20000 28 56 

Rs.20000 to 30000 11 22 

Above Rs.30000 11 22 

Total 50 100 

 

INFERENCE: From the above table shows that 

56% of the respondents are Below the Income level 

Rs.20000, 22% of the respondents are between  

Rs.20000 to 30000, and 22% of the respondents are 

Above Rs.30000. 

Table-5 - Level Of Awareness About Patanjali Product 

Level of 

awareness 

No. of 

respondents 

Percentage 

( % ) 

Excellent 29 58 

Moderate 21 42 

Bad 0 0 

Total 50 100 

 

INFERENCE: It is found that 58% of the 

respondents are Excellent, 40% of the respondents 

are moderate, regarding the level of brand 

awareness towards Patanali product. 
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62% 38% 38% 
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Chart-5 Level of awareness about patanjali product 

                  

 

Table-6 - Satisfaction With The Quality Of Patanjali Product 

Level of 

satisfaction 

No. of 

respondents 

Percentage 

( % ) 

Highly 

satisfied 
34 68 

Satisfied 16 32 

Not satisfied 0 0 

Total 50 100 

 

INFERENCE: It is found that 68% of the 

respondents are highly satisfied, 32% of the 

respondents are satisfied, and 0% of the 

respondents are not satisfied with the patanjali 

product. 

 Thus Majority of the respondents are 

satisfied with the quality of Patanjali products. 

Chart-6 

Satisfaction with the quality of patanjali product 

 

Table-7 - Usage Of Patanjali Products 

 

 

Particular 

No. of 

respondents 

Percentage 

( % ) 

Regularly 28 56 

Sometimes 13 26 

Rarely 9 18 

Total 50 100 

 

INFERENCE: From the above table shows that 

56% of the respondents are regularly buy the 

Patanjali products, 26% of the respondents are 

sometimes, 18% of the respondents are Rarely. 

Chart-8 - Usage of Patanjali Products 

            

 

Table- 9 

Popularity of patanjali products in the market 
 

Particular 
No. of 

respondents 

Percentage 

(% ) 

Strongly agree 30 60 

Agree 20 40 

Disagree 0 0 

Total 50 100 

 

INFERENCE: From the above table shows that 

60% of the respondents are Strongly agree, 40% of 
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the respondents are agree, with gaining popularity 

in the market. 

Chart-9 Popularity of patanjali products in the market 

          

 

Table-10 
Patanjali gained reputation because of superior quality       

products 

Particular 
No. of 

respondents 

Percentage 

( % ) 

Strongly agree 21 42 

Agree 25 50 

Disagree 4 8 

Total 50 100 

 

INFERENCE:  

          From the above table shows that 50% of the 

respondents are Agree, 42% of the respondents are 

strongly agree, and 8% of the respondents are 

Disagree. 

Chart-10 Patanjali gained reputation because of superior 

quality products 

       

 

Table-11 

Age and popularity of patanjali products in the market 
 

AGE 

Popularity 

in the 

market 

20-

30 

31-

40 

41-

50 

50 

and 

Above 

Total 

Strongly 

agree 
18 2 8 2 30 

Agree 4 6 6 4 20 

Disagree - - - - - 

Total 22 8 14 6 50 

 

Null Hypothesis (H0): 

       H0: There is no significant difference between 

age and patanjali products are gaining popularity in 

the market. 

Alternative Hypothesis (H1): 

       H1: There is a significant difference between 

age and patanjali products are gaining popularity in 

the market. 

Degree of freedom: 

              V = (R-1) × (C-1) 

                  = (3-1) × (4-1) 

                  = 2 × 3 

                  = 6 

Table value @ 5% significant level V = 6 is 12.6 

Calculated value = 9.0306 

Conclusion:  

The calculated value is less than table 

value @ 5% level of significant, so Null hypothesis 

is accepted, and  is Alternative hypothesis is 

rejected. Hence it is conclude that there is no 
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significance difference in age and patanjali 

products are gaining popularity in the market. 

IV. FINDINGS 

 It is found that 44% of the respondents are 

belong to 20 years to 30 years. 

 It is found that 58% of the respondents are 

aware of Patanjali products and 2% of the 

respondents having low level of brand 

awareness. 

 Majority of the respondents agree with the 

quality of Patanjali products. 

 It is found that 50% of the respondents are 

purchase patanjali products regularly. 

 It is found that 60% of the respondents are 

strongly agreed about the popularity of 

Patanjali products in the market. 

 It is found that 56% of the respondents agree 

with the easy availability of patanjali products. 

V. CONCLUSION 

 The consumers are more health conscious 

about obesity, tensions and adverse health effects 

from food and other ingredients. In this scenario 

Patanjali has positioned them in a right path and 

continuing the delivery of quality products will 

definitely help them to reach the pinnacle of 

success. 
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