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ABSTRACT 

Brand image plays a significant role in decision making by 
consumers. Brand image is considered as one of the 
important variable along with other variables which 
affects the buying behaviour. Present study attempted to 
understand the effect of consumers’ perception about a 
brand, analyse customers’ loyalty towards a brand and 
identify important factors influencing customers’ buying 
behaviour. Main focus was to compare two major 
companies viz., Patanjali and Baidyanath through a 
primary survey. 
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1. INTRODUCTION 

Consumer buying behaviour is a very complex process. 
With the unlimited brands available in the market, 
consumers try to have their buying decisions based on 
different parameters.  These factors can be categorised 
into various groups like Social factors, Psychological 
factors, Economic factors, Lifestyle etc. (Bharti, Sharma, & 
Agarwal, 2020; Parsad, Prashar, & Vijay, 2019)highlighted 
the role of personal, psychological, social and cultural 
factor on the buying behaviour of customers. According to  
Mero & Tosi (2003) consumer behaviour is a set of 
activities through which a consumer passes before a 
purchase decision. Among the factors brand image, pricing 
policy, and promotion by the companies are among the 
most important parameters (Gupta & Mittal, 2015; Mittal & 
Raghuvaran, 2021).  

Netemeyer et al., (2004) explored that the consumers 
would prefer a brand where the brand image is consistent 

with their self-concept. (Gronholdt et al., 2010) identified 
the significant impact of brand image on customer 
satisfaction. 

We understand that repeated purchase behaviour of 
consumer is termed as brand loyalty. And customer loyalty 
can be considered as the result of customer satisfaction. 
According to (Keller, 1993) Customer loyalty generates 
when customers approve a brand, resulting in repeated 
purchase. Brand image is considered as a significant factor 
with respect to customer loyalty.  Koo (2003) found that 
favorable store image in retail stores strengthens the 
customer loyalty. According to De & Singh, (2017) brand 
image influences consumers’ purchasing behaviour. 

No doubt, brand image is one of the key drivers and affects 
the purchase decision along with other factors. Marketers’ 
main focus is to position their products into the minds of 
the consumers and establish a positive brand image so that 
consumers’ buying behaviour gets stimulated. Kotler & 
Keller (2012) study the role of price in purchase decision 
along with brand image. According to (Fandy, 1981) price 
has got an impact on brand image and brand positioning 
strategy. Khachatryan et al., (2018) in their study 
concluded that price plays as an important role in 
influencing the purchase decisions of the consumers.  
Ordun (2015) also found price as an influencing factor. 
Furthermore,  Ramaseshan et al. (2017) stated that price is 
one factor that helps in improving brand image.  

All companies need to put efforts to increase the sales and 
have competitive advantage. For the purpose they use 
advertising and sales promotion. It is important to 
understand the role of promotion on consumer buying 
behaviour. Sales promotion influences the consumer 
behaviour in general subsequently in purchase decision. 
Husnain et al., (2019) analysed the effect of discounts on 
consumer purchase behaviour.  Santini et. al. (2015) tried 
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the influence of sales promotion on different consumer 
behaviour factors. 

For ayurvedic products both Patanjali and Baidyanath are 
household names in India. Both the companies are 
successful in their operations and established themselves 
in the Ayurveda industry (Vishnu P.M. & Rinu Joy, 2019). 
Still, companies observe competitions among themselves 
and try to increase their customer data base and profits. 
They strive to achieve top position in the respective 
industry (Bhatia & Mittal, 2019). In case of Patanjali and 
Baidyanath it is observed that Baidyanath has an 
experience of over hundred years while Patanjali was 
established only in 2007. However, it is observed that 
Patanjali has gained immense popularity in a very short 
span of time (Katole, 2018; Sharma, 2020).  

The present study is an attempt to compare two brands 
Patanjali and Baidyanath on the basis of brand image, price 
and sales promotion as identified the most important 
variables. 

2. LITERATURE REVIEW 

There have been few studies conducted in some states to 
study the customer satisfaction level and consumer 
behaviour but they were Patanjali product specific only. 
But to test and interpret a general theory research must 
focused on more than one company. The new technology 
including big data and AI have played a role in 
understanding consumer behaviour and delivering 
product with efficiency (Mittal, 2020c, 2020a, 2020b). 
Siddhesh S. Narvekar (2019) focused to analyse the overall 
satisfaction level of Patanjali customers in Goa and found 
that customers’ perception towards a brand is built on the 
satisfaction level of consumer.  

Souiden et. al. (2019) researched on the customer 
perception & satisfaction on Patanjali products with 
special reference to Ernakulam District (Kerala) and found 
that Patanjali has to improve the customer care service 
and accessibility of the product to the customer effectively.  
Khanna (2015) studied the consumer perception of 
consumers in Mohali, Punjab for Patanjali brand and found 
that customer is satisfied either because of price of the 
product or product’s ability to fulfil the need (Mittal, 2010; 
Verma, Bansal, & Mittal, 2020). Hemant Katole, (2018) 
aimed to study consumer behaviour on Patanjali products 
in Pune and resulted that Patanjali products are somewhat 
more preferred than other branded and unbranded 
products. Pandey & Kaur, (2017) conducted a primary 
survey in Punjab and researched on the customer 
perception towards a brand i.e, Patanjali and tested a very 
different dimension of brand image. She concluded that 
Patanjali is getting advantage in market through 
spirituality element involved in its products. 

3. METHODOLOGY 

3.1 Objectives of the Study 

The major objectives of the current study are: 

•  To analyse the effect of consumers’ perception about a 
brand.  

•  To analyse customers’ loyalty towards a brand.  

•  To analyse and identify important factors influencing 
customers’ buying behaviour.  

3.2 Techniques of Data Collection 

Secondary data was collected through sources like journals 
and other published material. Primary data for the study 
was collected through a questionnaire floated through 
social media platforms. The questionnaire consisted of 
twenty-five items out of which six items belonged to 
demographic information. 100 respondents were targeted 
for the purpose of study in Delhi-NCR using simple random 
sampling technique. We received 66 responses. Initial 
exploratory analysis was done to gain a basic 
understanding of the dataset and hypothesis testing using 
chi-square test. 

3.3 Hypotheses  

The factors that motivate an individual to purchase a 
product are satisfaction level, discount schemes, 
advertisements, product accessibility, pricing, quality etc. 
The following hypotheses are built considering these 
variables: 

H1: Brand image does not affect the customer loyalty. 

H2: Brand preference of a customer is not associated with 
products price.  

H3: Influence of discounts does not depend on the gender of a 
customer.  

H4: Promotional and discount offers does not enhance the brand 
image.  

H5: Brand preference does not depend on the monthly income of 
a family. 

4. RESULTS AND ANALYSIS 

4.1 Demographic Data of Respondents 

Table 1: Gender, Age and Family Income in per cent 

Gender Age Monthly Family Income(INR) 

Male Female 21-
30 

31-
40 

Upto 
25,000 

25,000-
50,000 

50,000-
75,000 

Above 
75,000 

65.2 4.8 6.4 3.6 10.5 16.7 16.7 56.1 

4.2  Preliminary Result Analysis 

4.2.1  Preference for Ayurvedic Products 
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Figure 1: Ayurvedic Products Preference 

For 78.8% of the respondents Patanjali is the first 
preference for ayurvedic products and only 19.7% of the 
people prefer Baidyanath. This huge difference might be 
driven by brand image and consumer perception about the 
brand. 

4.2.2 Customer Satisfaction in terms of quality 

 

Figure 2a: Customer Satisfaction for Patanjali 

 

Figure 2b: Customer Satisfaction for Baidyanath 

Every third person is satisfied with the quality of Patanjali 
products, on the other hand only 16.6% of the respondents 
say they are satisfied with the Baidyanath products. 

4.2.3 Influential factor in making buying decision 

 

Figure 3: Factors influencing buying decision 

Product quality is the most influential factor in making 
buying decision. Swadeshi brand, lower price and discount 
offer may or may not be significantly influential, so we 
need to test hypothesis to make some conclusion. 

4.2.4 Impact of Advertisement and discount on 
purchase 

Figure 4a: Impact of Advertisement 

 

Figure 4b: Impact of Promotional discount 

Among all the advertisement platforms TV is the most 
influential medium and 73% respondents say promotional 
offers or discount offers influence their buying decision. 
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4.2.5 Recommendation of products to others 

  

Figure 5a: Recommendation to potential buyers- Patanjali 

 

Figure 5b: Recommendation to potential buyers- Baidyanath 

Where only 16.7% respondents would like to recommend 
Baidyanath brand to others, there are ~50% respondents 
who say they would recommend Patanjali brand to others. 
This shows a huge difference in customer loyalty and 
perception towards the brand. 

4.3 Hypotheses Testing  

Considering the small dataset we will be testing all the 
hypotheses at 10% confidence interval. 

Hypothesis-1  

Ho: Brand image does not affect the customer loyalty.  

Ha: Brand image affects the customer loyalty. 

 

Figure 6a: Chi Square Test 

 

Interpretation: Here p-value (0.09) < 0.1 hence, we reject 
the null hypothesis. This implies when a customer visits a 
store then first, he/she looks for the products of his/her 
preferred brand which means brand image affects the 
customer loyalty. 

Hypothesis-2 

Ho: Brand preference of a customer is independent of 
product pricing.  

Ha: Brand preference of a customer is not independent of 
product pricing. 

 

Figure 6b: Chi Square Test 

Interpretation: Here p-value (0.01) < 0.1 hence we reject 
the null hypothesis. Which means brand preference of a 
customer is associated with products pricing. 

Hypothesis-3  

Ho: Influence of discount offers is irrelevant to the gender 
of a customer.  

Ha: Influence of discount offers depends on the gender of a 
customer. 

 

Figure 6c: Chi Square Test 

Interpretation:  Here p-value (0.31) > 0.1 hence we do not 
reject the null hypothesis. Which means influence of 
discount offers is irrelevant to the gender of customers. 

Hypothesis-4  

Ho: Promotional and discount offers do not enhance the 
brand image  

Ha: Promotional and discount offers enhance the brand 
image 
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Figure 6d: Chi Square Test 

Interpretation: Here p-value (0.29) > 0.1 hence we do not 
reject the null hypothesis. Which means promotional offers 
and discount schemes do not enhance brand image. 

Hypothesis-5  

Ho: Brand preference does not depend on the monthly 
income of a family  

Ha: Brand preference depends on the monthly income of a 
family 

 

 

Figure 6e: Chi Square Test 

Interpretation: Here p-value (0.31) > 0.1 hence we do not 
reject the null hypothesis which means brand preference 
do not depends on the monthly income of a family. 

5. CONCLUSIONS  

The findings in the paper show that customers who have a 
positive image of a brand they purchase products 
consistently and frequently as they feel very satisfied with 
that brand and show loyalty towards the company by 
recommending the brand to other people also. The factors 
resulting in popularity and the great success of Patanjali 
products are quality and pricing of Patanjali products. In 
fact, more respondents are excited to recommend Patanjali 
products rather than Baidyanath products to relatives and 
friends and hence they are delighted. This research 
suggests that the impact of advertisements, promotional 
offers and discount schemes is independent of the gender 
of customers and people of different professions have 
different image of a brand. So company should keep in 
mind the professions of the targeted consumers in brand 
positioning. Another important finding is the schemes and 

offers may result in increase in the sale but they don’t 
enhance the brand image.  

REFERENCES 

Arora, A., Chakraborty, P., Bhatia, M. P. S., & Mittal, P. 

(2021). Role of Emotion in Excessive Use of Twitter 

During COVID-19 Imposed Lockdown in India. Journal 

of Technology in Behavioral Science, 6(2), 370–377. 

https://doi.org/10.1007/s41347-020-00174-3 

Bharti, B., Sharma, A., & Agarwal, B. (2020). Antecedents of 

Consumer Response Towards Sales Promotion 

Technique in Organized Retailing: A Conceptual 

Overview. An International Journal of Research in 

Management, 6(1), 10–18. 

Bhatia, A., & Mittal, P. (2019). Big Data Driven Healthcare 

Supply Chain: Understanding Potentials and 

Capabilities. SSRN Electronic Journal. 

https://doi.org/10.2139/ssrn.3464217 

De, D., & Singh, A. (2017). Consumer’s Perspective and 

Retailer’s Consideration Towards Purchase of Private 

Label Brands. Procedia Computer Science, 122, 587–

594. https://doi.org/10.1016/j.procs.2017.11.410 

Fandy, T. (1981). Pemasaran Strategik. Journal of Chemical 

Information and Modeling, 53(9), 1689–1699. 

Gupta, S., & Mittal, P. (2015). Base Erosion and Profit 

Shifting: The New Framework of International Taxation. 

Journal of Business Management and Information 

Systems, 2(2), 108–114. 

https://doi.org/10.48001/jbmis.2015.0202009 

Husnain, M., Rehman, B., Syed, F., & Akhtar, M. W. (2019). 

Personal and In-store Factors Influencing Impulse 

Buying Behavior among Generation Y Consumers of 

Small Cities. Business Perspectives and Research, 7(1), 

92–107. https://doi.org/10.1177/2278533718800625 

Katole, H. (2018). a Study of Consumer Behaviour on 

Patanjali Products. Paripex - Indian Journal of 

Research. 

Khachatryan, H., Rihn, A., Behe, B., Hall, C., Campbell, B., 

Dennis, J., & Yue, C. (2018). Visual attention, buying 

impulsiveness, and consumer behavior. Marketing 

Letters, 29(1), 23–35. https://doi.org/10.1007/s11002-

018-9446-9 

Kotler, P., & Keller, K. L. (2012). Marketing Management. 

Upper Saddle River, N.J. : Prentice Hall. 

Mero, N. P., & Tosi, H. (2003). The Fundamentals of 

Organizational Behavior. Blackwell. 

Miss Rupali Khanna. (2015). Customer Perception towards 

Brand: A Study on ‘Patanjali.’ Global Journal of 

Management and Business Research: E Marketing. 

Mittal, P. (2010). E-Supply Chain & Digital Technologies: A 

Vision. IME Journal, 5(2), 9–11. 

Mittal, P. (2020a). A multi-criterion decision analysis based 

on PCA for analyzing the digital technology skills in the 



11  

DOI: https://doi.org/10.48001/veethika.2021.07.02.00210 

 

effectiveness of government services. In 2020 

International Conference on Decision Aid Sciences and 

Application, DASA 2020 (pp. 490–494). IEEE. 

https://doi.org/10.1109/DASA51403.2020.9317241 

Mittal, P. (2020b). Big data and analytics: a data management 

perspective in public administration. International 

Journal of Big Data Management, 1(2), 152. 

https://doi.org/10.1504/ijbdm.2020.112415 

Mittal, P. (2020c). Impact of Digital Capabilities and 

Technology Skills on Effectiveness of Government in 

Public Services. In 2020 International Conference on 

Data Analytics for Business and Industry: Way Towards 

a Sustainable Economy, ICDABI 2020 (pp. 1–5). IEEE. 

https://doi.org/10.1109/ICDABI51230.2020.9325647 

Mittal, P., & Raghuvaran, S. (2021). Entrepreneurship 

education and employability skills: the mediating role of 

e-learning courses. Entrepreneurship Education, 4(2), 

153–167. https://doi.org/10.1007/s41959-021-00048-6 

Netemeyer, R. G., Krishnan, B., Pullig, C., Wang, G., Yagci, 

M., Dean, D., … Wirth, F. (2004). Developing and 

validating measures of facets of customer-based brand 

equity. Journal of Business Research, 57(2), 209–224. 

https://doi.org/10.1016/S0148-2963(01)00303-4 

Ordun, G. (2015). Millennial (Gen Y) Consumer Behavior 

Their Shopping Preferences and Perceptual Maps 

Associated With Brand Loyalty. Canadian Social 

Science, 11(4), 1–16. https://doi.org/10.3968/pdf_294 

Pandey, A., & Kaur, A. (2017). Retail Marketing: A Critical 

Analysis. TRJ, 3(6), 41–45. 

Parsad, C., Prashar, S., & Vijay, T. S. (2019). Comparing 

between product-specific and general impulse buying 

tendency: Does shoppers’ personality influence their 

impulse buying tendency? Asian Academy of 

Management Journal, 24(2), 41–61. 

https://doi.org/10.21315/aamj2019.24.2.3 

Ramaseshan, B., Wirtz, J., & Georgi, D. (2017). The enhanced 

loyalty drivers of customers acquired through referral 

reward programs. Journal of Service Management, 

28(4), 687–706. https://doi.org/10.1108/JOSM-07-2016-

0190 

Santini, F. de O., Sampaio, C. H., Perin, M. G., & Vieira, V. 

A. (2015). An analysis of the influence of discount sales 

promotion in consumer buying intent and the 

moderating effects of attractiveness. Revista de 

Administração, 50(4), 416–431. 

https://doi.org/10.5700/rausp1210 

Sharma, P. (2020). Customer preference and perception for 

Patanjali products with special reference to the 

households in district-Mathura (UP)-India. International 

Journal of Scientific and Technology Research, 9(3), 

171–175. 

Souiden, N., Chaouali, W., & Baccouche, M. (2019). 

Consumers’ attitude and adoption of location-based 

coupons: The case of the retail fast food sector. Journal 

of Retailing and Consumer Services, 47, 116–132. 

https://doi.org/10.1016/j.jretconser.2018.11.009 

Verma, C. P., Bansal, R., & Mittal, P. (2020). Control of 

COVID-19: A Counter Factual Analysis. Administrative 

Development, Journal of HIPA, Shimla, 7(1), 1–24. 

Vishnu P.M. & Rinu Joy. (2019). A Study on Customer 

Perception & Satisfaction on Patanjali Products with 

special reference Ernakulam District - RESEARCH 

REVIEW International Journal of Multidisciplinary. 

Research Review Interntional Journal of 

Multidisciplinary, 4(2), 15–20. 

https://doi.org/10.5281/ZENODO.2561561 

 


