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ln a time when vcga has captured the attention across the globe, and all things lndian 'vhether It is

our cuisine, culture, or commodities market, are finding an surge in global audience, it shoulcl ccrne as

no surprise that sadhus are taking over as businessmen' The most prominent of them is Baba Ramdev'

a Harridwar-based yoga guru who has rarely strayed far from the spotlight since the Jan Lol<pal dranra

of 2011. He later lvent on to declare support for Narendra Modi during the 2014 Lol< sabha elections'

Having gained a substantial fan following through his televised yoga camps, RamCev revitalized his

nyu,veaa firm Patanjali Ayurved, which he began in 2006" Nobody saw it coming but Pataniaii is now

heading towards a billion dollar sales turnover'

Acharya Balkrishna established patanjali Ayurved Limited in 2006 along with Baba Ramriev rvrth tirl:

objective of establishing science of Ayurveda in accordance and coordinating with the tatest

technology and a ncient wisdom.

Patanjali's main promoter is Acharya Balkrishnan, who owns 93 per cent of the comparry; the

remaining stake is owned by Sarwan and Sunita Poddar, an NRI couple' Yoga teacher and television

personality, Baba Ramdev does not own any stake in the compgny, but he has played a huge part rn

the brand's gaining visibility, by marketing it in the numerous yoga camps that he holds across the

country.

Patanjali Ayurved Limited (PAL), the flagship company of the Patanjali group is an lndian FMCG

company. patanjali Ayurved was established in 2006 as a private limited company and subsequently

converted into a public limited company in2OO7.lt has 3 manufacturing units located in Haridwar for

manufacturing of its products with the retail sale of these products being carried through Patanjali

Arogya Kendra, Patanjali Chikitsalya, swadeshi Kendra and more than 177,000 retaii outlets spread

across the country. According to CLSA and HSBC, Patanjali is the fastest growing fast-movitrg ccnsurne r

company in lncjia. lt is vaiued at Rs 13000crore (USS1.9 billion) and some predicts revenue cf ils 5000

crore (USS 740 million) for the fiscal 2015-16.

Patanjali Ayurved produces products in the categories of personal care and food Ttre conrpany

manufactures 800 products including 45 types of cosmetic products and 30 types of foci proclucts

According to Patanjali, all the products manufactured by PAL are rnade from Ayurveda and rat':ral

cornponents. patanjali has now muscled into noodles, cornflal<es and cool<ies. The group empicys

about 15,000 PeoPle in its units.

Besides giving sleepless nights to MNCs like Nestle, Colgate, lTC, and lndian brands such ;rs'i,'rbur-and

Godrej, Patanjali's business growth shows a lot of similarities lr"ith the new generat on b'tsiness

models. As per a report by CLSA Research in August 2015, Patan.lali, which has seen its tevtnue:

quadrupl,: in the last four years, made more than Rs 2,500 crore in revenue during the lelsl frscrl' t i:

expected to double its revenue reaching Rs 5,000 crore by the end of this fiscal. A recent report sht-rvrrs

that they have already reached Rs 4,500 crore'

patanjali's advertising faced criticism frotn competitors as well as fr.orn ASCI(Advertising 5iai-rilards

Council of lndia) for misleading the consumer by exaggeration, unfairly clenigrate: the entir'e
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class/categ...iry oi lruit juices. in 1",''iay tnli year, ASCI n:i 
'.apLlec 

- 2''1' :r l

misleaciing'clein':s in its various adverti:;e:ments, incluriing, ils treir oii anc "r:-:ir:ir., :-r...rii:

while issuing list ior month of Marcil.
\

Apart fronr olfering an array of products ranging from toothpaste to heaith drini<s i;i.: ,i:l; r.::,.risc

r,,entured into the e-commerce space.

The growth, he adds, will come through expansions into everything from baby care '.1 ::..-ren1s.
,,Frombiofertiliserstohealthyfood,toorganiccCttonclothes,wewi1IproduceanyIhingti:?i

india and lndians beautiful.

e.14 - One of the Market Research report considered following factors behinci the :.'e':ir
success of Patanjali in lndian Market. ldentify and justify 2 most important iac''':rs ii-"-' i :
l;^+ 1o 
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Do not write more thon 8 sent?nces to exploin this answer. (4 sentences to explain one Jocict

1,. Point of Purchase

2. Premium (Sales Promotional tactics)

3. Personality Promotion (tactics which increase sales)

4. PatrioticAdvertising
5. Media attention and leverage

6. Personalselling
7. National level anti-Sweepstake program of 2016

Cl.18 - Being a brand manager of an ad agency, what is your 'expert view' on follorving ao i

Do not write more than 6 sentences to onswer this question (: I' arl"s;

e.1C - How do you relate'brand equity'of Patanjali in association with foilo,ving paragraph?

Do not write more thon 6 Sentences to dnswer this question (3 I'r'iari<r)
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The marketing team of Ford Motor Company of Southern Africa had to spread the message that Ford

was officially back in Soutir Africa. Ford tried to communicate this lxessage to as mar'7 pecple:s

possible in the shortest possible space of time.
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