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Abstract

I Indian scerario, pe:ceptions and preferences about a particular brand are imporiant
secavse Indian corsumers rely on ti.e perception of ‘hejr near and dear ones befre actuallv
buving or using the producr Perceptions are highly subjective a and thy us easily distorted. The
qualm of buying and pot buying continues inio the mind or the biack box of the prospective

consumer unless his decision is not supp(mc,d by many. Thus in erder to survive in the markcti

(:-

envircnment ot a develonin g couatry like In(.u hruads need to b2 positioned in the miidds of
censumers. India is alrea-:ly an atiractive destination fur brands to set i due 1o favourhle
marketing conditions, Patanjalf Avurved Limited, o Haridwar based Indien Fri10G cdmpany has
become Gie fastest growing Indian FMCG organization ti! date and its growth rate Las created
bigh benchmarks for compeutxon to cmulate. This study makes an atlempt to understand the
censumcers’ preference and perception towards Patanjali products in the staic of Goa. T'or the
purpose of the study 150 respondents from across the state of Goa were surveyed and their
responses analysed. The study concludes that most of the conswmiers are satisfied with Paraniaij
products and neither gender nor religion has an nfivence o the usage of Patanjaii products in
the state of Goa.
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Introduction

T ¢ [ndian consumer segment 13 broacily Segivgated into urban and rural markels, ainl is
atl-zcting marketers from -across the globe. Gi. byl cotporations view India a3 onc of (he L2y

markets from where future growth is likely to emerge. The growth in India’s corsumer market is

primarily diiven by a {avourable population composition uid increasing disposable inconie
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