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ABSTRACT

Withthegrowingawarenessoflifestylediseasesandriskrelatedtochemical-basedproducts,there
hasbeenanincreasinginterestingreen/naturalproducts.Thepurposeofthisstudyistoanalyze
the recentsurge in thegrowthrateofAyurvedMarketand toexplore factors thataredrivingor
inhibitingthesaidpattern.Thestudywillusedescriptivestatisticsandexploratoryfactoranalysis
tounderstandthefactorinfluencingtheconsumerperceptionofAyurvedicproducts.Thestudywill
alsoinvestigatetherelationbetweenthedemographicfactorsandpreferenceforAyurvedicproducts.
Thestudyidentifiesthefactorswhichinfluencethebrandpreferencesandtoknowhowthesefactors
arefurtherinfluencedbydemographics.Theresultofthestudyindicatesthatthefactorsoftrustand
satisfactionhavepositiveandsignificantimpactonthebrandpreferences,whereaspricehasnegative
butinsignificantinfluenceonbrandpreferences.Thisstudyisanattempttounderstandtheroleof
Ayurvedinfoodscienceaswellasmedicalscience.
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1. INTRodUCTIoN

Overlasttwodecades,asignificantchangehasbeenseeninthebuyingbehaviorofIndianconsumers.
Indianconsumersarenowmoreconsciousabouttheenvironmentimpactofproductsandthishas
led to a major change in their buying behavior. Consumers have started preferring eco-friendly
products.Theconsumptionrateofsucheco-friendlyproductsinIndiansemi-urbanandruralmarket
isgrowingappreciably.FMCG(fastmovingconsumergoods) industryalsobankson themasa
significantsourceofrevenue.Theratioofrural-urbanpopulationinIndiais68.84%isto31.16%.
ThisimpliesthatthereareimmensegrowthprospectsinruralIndia(indiafacts.in/india-census-2011/
urban-rural-population-of-india).Thebuyingpropensityinruralareasisacceleratingatabalanced
rate.Asaresult,ruralmarketisreflectingescalation,particularlyinproductcategoriesliketoilet
soaps,vanaspatighee(edibleoil),tea,hairoil,talcumpowder,etc.

Ayurvedaisasystembasedonthenotionofbalance,predominantlypracticedinIndiaandhas
beeninexistenceforalmostfivethousandyears.Itcomprisesofdietandherbalremedies,while
emphasizing thebody,mindandspirit indiseasepreventionand treatment (Morgan,2002).The
ancientVedictraditionsaredeeplyembeddedintheIndianculture.AccordingtothestudybySawant
(2013),theconsumersoftheruralareashavemoretrustinnature-based(Ayurvedic)products,as
theyrelatesuchproducts to indigenous treatment. Inruralareaspeopleofallages,gender,with
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differentacademicqualificationand incomelevelssharesimilarperceptionaboutsuchproducts.
AccordingtoSinhaandSingh(2015),inIndia,FMCGcompetitioniscontinuouslyrisingbetween
theinternationalbrands(chemical-based)andtheindigenousherbalbrands(nature-based)incosmetic
category.InarecentresearchdonebyAnuteet.al.,2015,ithasbeenfoundthattheyoungerfemale
populationismoreattractedtowardsthenaturalproductsandthisneedsarecalibrationamongstthe
establishedcosmeticbrandstoadjustaccordingly.Thesurvey,conductedbytheAssociatedChambers
ofCommerceandIndustryofIndia(ASSOCHAM),hasbroughtoutthatseventy-twopercentof
thecorporateemployeesareswitchingtotraditionalhealingtherapieslikemassageandacupressure.

AccordingtoSawant(2013),thegeneralpopulationandspecificallytheruralpopulationdorelate
Ayurvedicproductswithnativetreatment.ThissegmentisquitepromisingforanymarketerinIndia,
butitalsooffersitsownsetofchallenges.AsperthefindingsofKewlaniandSingh(2012),brand,
advertising,awareness,packagingandavailabilitywereimportantfactorsthatinfluencetheperception
ofthemassestowardsspecificAyurvedbrandedproductsandtherapies.AccordingtoThaisornet.
al.,(2012),inflationalongwiththe4Psofmarketingmix(i.e.product,price,placeandpromotion),
werethecrucialfactorsthatinfluencedtheperceptionoftheThaiconsumersaboutherbalcosmetics.

AWHO(WorldHealthOrganization)studyestimatesthatabouteightypercentoftheglobal
populationreliesonnaturalproductsfortheirhealthcareascomparedtomodernmedicines(Sharma
et.al., 2008). The primary reasons for the preference of Ayurvedic products were found as the
consequencesofusingharmfulchemicalbasedproductsandthecostofmodernmedicines(Sharma
et.al.,2008).

Snapdeal,oneofthemajore-commercegiantinIndia,haswitnessedninetypercentsurgeinthe
salesofAyurvedicproductsfromtheyear2014to2015.Thissignificantgrowthinthepreference
ofherbalproductshasbeenobservedinallthesegmentsinclusiveofhealth,food,groceryproducts,
fitnessandfitnessequipment.Themantraofahealthylifestyleisverypopularamongcustomers,
specificallythoseinmetros.PatanjaliAyurvedisoneoftheleadingandfastestgrowingAyurveda
giant,ledbythewell-knownyogaguruBabaRamdev.PatanjaliAyurvedahasalmostdoubledits
revenueto3,266.97croresascomparedto1,587croresintheyear2015.Patanjali’sgrowthhasdefined
Ayurvedaphilosophyasadifferentiatorforthewellbeingofentireglobeandalsosetabenchmark
fortheothercompaniestoflourishinIndianmarket.(http://www.business-standard.com)

Sincethereisalotofscopeforthegrowthofherbalproductsmarketwithinthecountryespecially
inruralareasandabroad,itwouldbeappropriatetohighlightthemarketpotentialofherbalproducts
(Sharmaet.al.,2008).Withtheseobjectives,wetriedtoreviewthemarketpotentialandthefactors
responsibleforthepreferenceofherbal/AyurvedicproductsinIndia.

2. LITeRATURe ReVIew

2.1. Consumers Brand Preference and demographic Factors 
Consumerbrandpreferenceisattributedtothebrandperformanceandtothevalueofitssharesin
themarket(Srirametal.,2006).Therefore,understandingtheexactneedofthecustomerwillhelp
increatingstablebrands,whichcansustaina longandloyalrelationshipwithconsumers.Many
researchershaveestablishedtherelationshipbetweendemographicvariablesandbrandpreference.
TheempiricalstudyconductedbyMenon,MahendranandMahendran,(2015)ongenderdifferences
inbrandpreferencesforbackpack,foundthattherewasasignificantdifferenceintheinclination
towardbuyingabackpack.Maleconsumersputmoreemphasisonutilityfeatureslikesturdiness
andqualityofzipwhereasfemalehasmoreinclinationtoattributeslikecoloranddesign.Taleghani
andTaghizadeh,(2012)observedgender-wisedifferencesinperceptionofconsumersasfarasbrand
loyaltyisconcerned.Impactofadvertisingandpromotiononfemaleconsumerismoreascompared
tomaleconsumers.Femalealsogetsmorefascinatedbythepromotionalactivitieslikefreegifts,
festivaldiscountsandothers.Loyaltyofmaleandfemalecanbedrivenbydifferentreasons.Melnyk
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etal.(2009)foundthatloyaltiesofmaleandfemalecustomeraredissimilar.Femaleconsumersare
likelytobemoreloyalthantheircounterparts.Thispatternisinvertedwhenloyaltyismeasured
foragroupofpeople,oranorganization.Nobleetal.(2006)foundthatwomen’sloyaltytowards
organizationisdeterminedbysocialreasons;whilemen’sloyaltytotheorganizationisattributed
totheinformationtheycollect.AsperPerezet.al.(2011)study,brandpreferenceisinheritedfrom
onegeneration toanothergeneration. If theparentsare loyal tosomeproduct/service, there isa
probabilitythattheoffspringwillalsoinheritthelikingforthesameproduct/serviceattributedto
thetrustdevelopedforthesame.

Thedecisionmakingprocessforbuyingaparticularbrandbyaconsumerisverydifficultasitis
basedonseveralfactors.Consumers’purchaseintentionisusuallyrelatedtotheirbehavior,attitude
andpreference.Purchasebehaviorplaysthemostimportantrolewhileconsumersassessaproduct
(Keller,2001).Forpredictingthepurchaseprocess,purchaseintentionisanoperationalinstrument
(Ghosh,1990).Oncetheconsumersdecidetopurchasetheproductofaparticularbrand,theywillbe
motivatedbytheirownintention.However,purchaseintentionmightbereformedbytheinfluenceof
price,perceptionaboutqualityandpreferenceforthebrand(Zeithaml,1988;Grewalet.al.,1998).
Middle-agedfemaleandoldergenerationarethekeybuyersoftheherbalcategory,especiallyinthe
foodcategory.Besides,thoughtfulnesstopreventativehealthcarehaveincreasedthedemandfor
healthbeneficialherbalsupplements.AsperthestudyconductedbyChandiralekaandHamsalakshmi
(2016), the factors thataremost important in increasing thebrandpreference,especially for the
Ayurvedaproducts,aretheuseofnaturalingredientsandtheirhealthbenefits.

Growinglikingfortheherbalproductsisowedtoa‘backtoroots’movement,amongconsumers
fromdifferentdemographiccharacteristics.Thisisoneupcomingtrend,whichisexpectedtohave
asignificantimpactonconsumerbehaviorandconsumption(DaburIndiaLimited,AnnualReport,
2015-16).

AspertheresearchconductedbySubrahmanianandVenkatesan(2011),ithasbeenfoundthat
ageingmalesaremoreawareabouttheAyurvedicproducts.But,lackoffacilityandaccessibilityto
herbalproductswasthemaindrawbackwhichinfluencesthepreferenceofsuchproducts.

Theabilitytoofferreasonablepricesandtosuccessfullymeetconsumer’sexpectationsarethe
keyingredientsinanymarketingcampaign,thereforethepriceconcernsbothbeforeandafterthe
purchaseremainsamajorconcernformarketingmanagers.Consumersatisfactionisdependenton
thevaluetheyreceivefromaproductorservice,whichinturndependsonpricetosomeextent.
Priceinformationisacrucialvariableinincreasingconsumersatisfaction.Theframeworkincludes
comparisonoftheresultsacrossproductswithdifferentpricesinadditiontoacrossconsumerswith
differentincomes(Chanetal.2003).

Thedemographicvariables(example;age,genderandincome)ofaconsumermayaffecttheir
concerninproductsinadditiontotheircapabilitytopayprices(Munnakka,2008).Ithasbeenindicated
thatthefemalesaretheoneswhomakesthemajorproportionofpurchaseofgroceryproductsand
aremorewell-informedaboutthepricesinthiscategorycomparedtothemales(MarketResearch
Bureau.2004).Estelami(1998)hasfoundasignificantimpactofdemographicsonthepriceknowledge
inthegroceryshoppingindustry.

2.2. Trust
It has been recognized in the preceding studies, that the brands who have trusting relationships
withthecustomers(BrynjolfssonandSmith,2000)havenoteworthyadvantagesoverotherfirms.
Literaturedefinedthreemeasurementsofconsumertrust:Firstoneisthe‘competence’thatis,the
capabilityofthecompanytosatisfytheassurancesthatwerecommunicatedtoconsumers.Then,the
seconddimensionis‘benevolence’thatis,placingthebenefitandconcernofconsumersfirstbefore
thecompany’sinterest.Athirddimensionis‘integrity’thatis,continuouslyfulfillingthepromises
(ChenandDhillon,2003).AllthesethreedimensionsaresignificantlyimportantintermsofAyurvedic
products.AsperAryaet.al,(2012)consumershaveapositiveapproachtowardsAyurvedicdrugs
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andproducts.Infact,theyevenuseAyurvedicdrugswithoutadoctor’sprescription.Parmar(2007)
conductedanempiricalstudyontheusageofcosmeticproducts.Thefindingsshowedthattheusers
preferredeitherhomemadeorherbalcosmeticscomparedtothesyntheticcosmetics.Makkaretal.
(2007)intheirstudy,concludedthatthecustomershaveasignificantandpositiveperceptiontowards
herbalcosmeticsandtheseconsumersareevenwillingtopurchasepremiumpricedproducts.Vaish
(2006)inhisstudystatedthatthemajorityofthecustomershavebrandloyaltytowardsAyurvedic
products and there is a growing inclination towards the purchase of herbal products, which are
supposedtobelessdamaging,comparedtothechemicalbasedproducts.Thetrendisespecially
observedamongtheyouth(18-24years).Thestrongestargumentsmadetowardsthepreferenceof
herbal/Ayurvedicmedicineswereassociatedwiththefactthatthenaturalproductsaregoodforhealth.
Asperthestudyconductedby(Stjernberg,BerglundandHalling,2006)ageandgenderaffectthe
useofherbalmedicine.Theusageofherbalmedicineswasfoundtobesignificantlyhighinwomen
andelderlypeople.Ingeneral,thepreferenceandusageofherbalproductsisincreasinginwestern
contextalso(Pharand,Ackmanetal,2003).Canadianpatientswithcardiovasculardiseasehaverelied
ontheuseofherbalproductsandvitamins,citingthereasonofthesafenatureofherbalproductsand
lessprobabilityofadversereaction.Tstatisticwasusedtotestforsignificantdifferencesofmeans
andpercentagesbetweengendersandagegroups.Thestudyrecognizedtheimpactofgenderand
age-groupinevaluatinginformationregardingdrugknowledge.Aspertheempiricalstudyconducted
byMekuriaetal(2017)inEthiopiatheuseofherbalmedicineduringpregnancyisapracticeand
relatedtoresidency,levelofeducationandaveragemonthlyincome.Theprimereasoncitedforthe
sameistraditionalandculturalbeliefinherbalmedicines(BMCComplementaryandAlternative
Medicine,2017).

ResearchenvisagedherbalremediesasanimportantpartofmainstreammedicineinaSouth
Africanhospital.Ingeneral,thiswillbebeneficialtothousandsofHIV/AIDSpatientswhodon’t
havesufficientfundsforcostlyanti-retroviraltherapy.(https://www.hst.org.za/news/herbal-remedies-
work-wonders-hiv-patients).Finally, trust isavery importantconstruct indetermining thebrand
preferenceoftheconsumers.

H1:Trusthavepositiveinfluenceonbrandpreference.
H1a: Levels of trust vary significantly across consumer demographic variables (a)gender, (b)

relationshipstatus,(c)familytype,(d)age,(e)qualification,(f)occupationand(g)income.

2.3. Price
Withliberalization,Indiancustomersgotachancetoselectfromawiderangeofbasketswhichinclude
syntheticaswellasherbalproducts.Thus,thepricewillbeoneofthesignificantparametersonwhich
theirpurchasingdecisionwillbebuilt(Hoch,BradlowandWansink,1999).Pricehasincreasingly
becomeafocalpointamongconsumers.Thekeyelementofpriceiswhattheconsumerisprepared/
willingtopay,whichwillbefurtherassociatedwithanumberofotherfactorsincludingquality.

AsperthestudyofKotler(2003),irrespectiveofhowaproductis,acertainsegmentofthe
populationwillnotbecapabletopaymorethanadefiniteprice.Theothersetofpeoplehavethepaying
capacity;however,theyconsiderthattheycanspenditsomewhereelse,leadingtomoresatisfaction.
Aspertheliterature,fairnesshasbeendefinedasaresultofwhetheranoutcomeand/ortheprocess
toreachanoutcomearereasonable,acceptable,orjustified(e.g.,Bolton,Warlop,andAlba2003).

Ontheotherhand,low-priceisnottheonlycriterion;theremustbesomeminimumexpectation
fromtheproductthatmustbefulfilled.Incaseofhigh-endproducts,premiumpricingcreatesmore
desirabilityfortheproductsascomparedtoamoderatelypricedorlowpricedone(Vigneronand
Johnson,2004).Amountpaidforaproductisoneofthecomponentsofcostexperiencedbyconsumers.
Othercomponentsincludetimespent,transpositioncostandemotionalcosts.Priceisoneofthecritical
variablesthatplaysanimportantroleintheirbuyingdecision.Aspertheresultofarecentstudywhere
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theobjectivewastofindthedeterminantsinconsumerselectionofaproduct;theresultindicates
priceconsistentlyasamajorinfluencingfactor(GfKShoppingMonitor,2016).Suchafindingis
alignedwiththeframeofmindofretailers,whospecifiedpriceasasignificantcriteriontomeasure
consumerselectionofproduct(AgardiandBauer,2007).Itisalsoexperiencedthattheemotional
benefitnotonlycomeswithhighpricing,amedium-pricedbrandthatofferssatisfyingexperienceto
theusersarealsoaspreferredasapremiumbrand.Afairandreasonablepricingisdirectlyproportional
tothecustomersatisfactionandresultsinprofitabilityforthecompany.(Herrmannetal.,1992).
AccordingtoByungandKannan(1999)priceperceptionsdirectlyinfluencesatisfactionjudgments.
Iftheservicesreceivedaremorethanwhatcustomerexpectedfromthebrand,customerexperience
withtheproductwillleadtohighercustomersatisfaction.Peopleperceivethatthehigherpriceofa
productmeansmoreliquidityfortheresources.Thisleadstohighqualityproductandthelowerprice
indicateslessresource,whichisalimitationinproducingahigherqualityproduct.

H2:Pricehasnegativeimpactonbrandpreference.
H2a:Thereisasignificantdifferenceamongtheperceptionforreasonablepriceacrossconsumer

demographicvariables(a)gender,(b)relationshipstatus,(c)familytype,(d)age,(e)qualification,
(f)occupationand(g)income.

2.4. Satisfaction 
Customersatisfactionmaybedefinedashowproductsandservicesproducedbyacompanyareable
tomeetorexceedcustomer’sexpectations.Customersatisfactionisacriticalconstructindeciding
customer’sprospectivepurchases (Mittal&Kamakura,2001).AsperParasuramanetal. (1991)
satisfactionisaresultdrawnaftertheexperience.Forformulatingasuccessfulproduct/service,the
companymustconductconsumerstudiestounderstandwhatattributeofproductorservicearemost
likedbytheconsumer.Foranyfoodormedicinalproduct,safetyandqualityareofhighestpriority
andtheyarethekeyenablerinattainingandretainingtrustoftheconsumer.Theprimeaimofany
companyistoincreaseprofitsandtoreducecost.Oneofthemajorreasonsthatcanleadtoincrease
insalesiscustomersatisfaction(Wilsonetal.,2008,p.79).Asthecompetitionincreases,itisthe
utmostneedofeverycompanytosatisfytheircustomerstoincreasesalesandprofit.

Asper(RekhaandGokila,2015)manyconsumersexperiencedoneormorechemicalsinthe
cosmetics,whichcouldleadtomanysideeffects.Hence,theyhavestartedmovingtoherbalbased
cosmetics.Mostofthecosmeticmanufacturingcompany,afterassessingtheneedoftheconsumer,
startedprovidingherbalbasedcosmetics.AspertheempiricalstudyconductedbyKaur(2016)(http://
eminencejournal.com/images/pdf/Z10.pdf),mostofthepeoplesurveyedwerefoundtobesatisfied
withthequalityandpriceofherbalcosmeticproducts(Khanna,2015).Theirstudyconcludes,the
majorityoftheusersweresatisfiedfromPatanjaliproducts.Thereasonsforthesamearerational
priceoftheproductaswellascapabilityoftheproducttotreattheproblem.

Satisfactionmaybesubjectedonbothpsychologicalandphysicalvariables.Consumersglobally
are turning for green/organic products and this is very much apparent in the cosmetics market.
AyurvedicandtraditionalChinesemedicinesaregloballyacknowledgedfortheirnaturalconstituents
andvariousbenefits.Consumersarebecomingsensibleanddocarefortherawmaterials/ingredients
thatconstitutetheproductthattheyaregoingtouse.Theyarealsoresistanttochemicalsthatmaylead
toadverseeffects.Joshi(2008)inhisstudyconcludedthattheopinionofpeopleforherbal/Ayurvedic
medicineispositiveandunderlinedtheneedtoencouragethepracticeofherbalmedicines.Customer
satisfactionisacriticaldifferentiatorandhelpsinretainingcustomersandattainingnewones.

H3:Satisfactionhasapositiveinfluenceonbrandpreference.
H3a:Satisfactionlevelsvarysignificantlyacrossconsumerdemographicvariables(a)gender,(b)

relationshipstatus,(c)familytype,(d)age,(e)qualification,(f)occupationand(g)income.
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3. deSIGN oF STUdy

3.1. Context of the Study
Thecurrentresearchintendstomeasuretheimpactofdemographicvariablesonthefactorsaffecting
thebrandpreferenceofAyurvedicproducts.Theresearchwasconductedindifferentphases.Thefirst
phaseincludedaliteraturereviewandpreparationforthestudy.Inthesecondphase,apilotstudy
wasconductedtounderstandtheapplicabilityoftheinstrumentandprosandconsoftheresearch.
Thedatawerecollectedinthethirdphase,whereasinthelastphase,dataanalysiswasconducted.

3.2. Questionnaire design
Structuredquestionnairewasusedforcollectingthedata.Thequestionnaireconsistsofthreesections.
Thequestionsincludedinthefirstsectionofthequestionnaire,intendstomeasuretheconsumer’s
wakefulnessforAyurvedicproducts,whereasitemsincludedinthesecondsectionwastounderstand
andidentifythefactorswhichaffectsthepreferenceoftheconsumertowardsAyurvedicproducts.
Alltheitemsincludedinthesecondsectionweremeasuredin5-pointLikertscale(1=Strongly
Disagreeto5=StronglyAgree).Thelastsectionofthequestionnaireincludedthequestionsseeking
thedemographicinformationoftherespondentsandtheirlevelsofhealthconsciousness.Afterthe
successfulcompletionofpilotstudy,datawascollectedinthemonthofSeptember2016,whichwas
self-administeredbytheresearchers.

3.3. Sample and data Collection
Atotalof280questionnairesweredistributedoutofwhich160questionnaireresponseswerereturned.
Further,therewere9questionnaireswithincompleteinformationandhencenotfoundrelevantfor
theanalysis,leadingtoafinalresponserateof53.9percent.RespondentsfromDelhiNCRregion
participatedinthestudy;thereasonbeing,itisoneofthedenselypopulatedanddiversifiedurban
regionsofIndia.Nonprobabilityconveniencesamplingmethodwasusedtoselecttheparticipant
ofthestudy.ThedatawereanalyzedusingIBM,SPSS(Version20).Exploratoryfactoranalysis
wasusedtoidentifythefactorsaffectingthebrandpreferenceoftheAyurvedicproducts.Further,
regressionanalysiswasusedtomeasuretheimpactofidentifiedfactorsonbrandpreference.Totest
thehypothesesrelatedtodemographicvariablesT-testandANOVAwereused.

4. dATA ANALySIS ANd ReSULTS

Thepresentstudyincludessevendemographicvariables–gender,relationshipstatus,familytype,
age,qualification,occupationandincome.Basedontheliterature,ithasbeenobservedthatthefactors
influencingconsumerpreference for thebranddiffer significantlywith respect to thementioned
demographicvariables,consequentlytheyhavebeenusedinthestudy(Table1).

4.1. Reliability Analysis
Totestthereliabilityofthescale,Cronbach’sAlphamethodhasbeenused.Theinternalconsistency
isjudgedaspertheacceptableCronbach’salphalevels.Fortheinstrument,theCronbach’salpha
was0.86.Facevalidityoftheinstrumentwastestedanditwasfoundtobeveryhigh.Theresearcher
alsoattemptedtoestablishtheconstructvalidityoftheinstrumentthroughdiscussionswitheminent
professorsintheareaofmarketing,retailersandconsumers.

Bartlett’stestofSphericityandKMOtestwasimplementedtocheckthesuitabilityofdatafor
applyingfactoranalysis.HighervalueofKMO(greaterthan0.5)showsthatthefactoranalysiscan
beappliedtothegivendata,whereasalowvalueofKMO(belowthe0.5)suggeststhatapplying
factoranalysismaynotbesuitable.Forthecurrentstudy,theBarteltt’stestofsphericity(χ2=1855;
df=136;p=.000)andKMO(0.88)indicatesthatthedataareappropriateforfactoranalysis.Thus,
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itconfirmedthattheexploratoryfactoranalysiscanproductivelybeappliedontheitemsconsidered
forthepresentstudy(Tavşancıl,2010).Factorsthatmeasuresbrandpreferencewereidentifiedand
namedastrust,reasonablepriceandsatisfaction.Atotalof65.09percentofvariancewasexplained
bythesefactors.Theitemswithfactorloadinglessthan0.50wereremoved.Theresultsofthefactor
analysisarepresentedinTable2.

4.2. Multiple Regression Analysis 
Multipleregressionanalysiswasfurtherconductedtoidentifytheimpactoftrust,reasonablepriceand
satisfactiononthepreferenceforAyurvedicproducts.Itwillfurtherascertainthatwhatpercentage

Table 1. Sample demographics

Demographics Frequencies Percentage

Age

Young(15-30years) 74 49.0

MiddleAged(30-50years) 64 42.4

Old(Above50years) 13 8.6

Gender

Male 59 39.1

Female 92 60.9

Relationship Status

Single 48 31.8

Married 103 68.2

Occupation

Student 45 29.8

Servicemen 38 25.2

Businessmen 44 29.1

Housewife 24 15.9

Education

Lessthangraduate 12 7.9

Graduate 75 49.7

PostGraduate 49 32.5

Doctorateandhigher 15 9.9

Monthly Household Income (in INR)

Upto15000 7 4.6

15000–30000 31 20.5

30000–45000 74 49.0

45000&Above 39 25.8

Family Type

Nuclear 49 32.5

Joint 102 67.5
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ofvarianceinpreferenceforAyurvedicproductsisexplainedbyitspredictorsi.e.trust,reasonable
priceandsatisfaction.

Theresultsobtainedfrommultiplelinearregressionindicatesthattheidentifiedfactorssuch
astrust,reasonablepriceandsatisfactionhaveworkedwellinexplaining54.5%ofvariationinthe
preferenceoftheAyurvedicproduct(F=58.59;p=0.000).FromTable3,itisclearthatbothtrust
andsatisfactionhaveasignificantpositiveimpactonthepreferenceforAyurvedicproducts,whereas
priceexertsnegativeinfluenceonthepreferenceforAyurvedicproducts.Although,inthepresent
study,thepricedoesnotshowanysignificanteffectonthepredictedvariable.Theresultsarein
alignmentwiththepreviousstudiesdonebyChiou&Droge,2006;Ozer&Aydin,2004,Shiet.
al.,2006.Furthert-testandANOVAwasusedtostudythedemographicdifferencesinthefactors
namelytrust,reasonablepriceandsatisfactionresponsibleforthepreferenceoftheconsumerfor
Ayurvedicproducts.

Table 2. Factor analysis

Factors Measurements Factor 
loading

Eigenvalue Cronbach 
α

Trust highqualitynaturalandgenuinerawmaterial 0.598 8.268 0.81

highmedicinalvalue 0.872

moresaferincontrasttootherchemicalbased
products

0.826

Widerangeofproducts 0.705

highlyassociatedwiththephilosophyofYog-
gurus.

0.625

Reasonable Price decentlypriced 0.651 1.621 0.683

qualitymatcheswiththepricecharged 0.761

productsrelativelycheaper 0.715

Satisfaction happythatthisrangeisavailable 0.580 1.177 0.895


morepreferred 0.537

fulfillmyneeds 0.734

lookforwardtousetheseproducts 0.602

IshallcontinuetopurchaseAyurvedic
products.

0.670

Table 3. Regression analysis

Hypothesis Independent 
variable

Dependent 
variable

Beta R2(AdjustedR2) F-Value

H1 Trust
Preference

forAyurvedic
products

0.409**

0.545(0.535) 58.59***H2 Reasonable
Price

-0.204

H3 Satisfaction 0.769***

Note:***p<0.01(1%levelofsignificance);**p<0.05(5%levelofsignificance)
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4.3. T-Test and ANoVA
T-testforIndependentsamplesisusedwhenweneedtotestthattwo-populationmeansaresignificantly
differentfromeachother.Here,thistestisbeingcarriedouttofindthatwhetherthefactorsaffecting
the brand preference differ significantly with respect to the demographic variables like gender,
relationshipstatusandfamilytype.One-wayANOVAisanextensionofindependentsamplet-test.
One-wayANOVAisastatisticaltechnique,totestthatthemeanofthreeofmoregroupsissignificantly
different,i.e.ithelpsustotestthatthemeanvalueofavariabledifferssignificantlyamongthree
ormoregroupsofafactor.So,forotherdemographicvariableslikeage,education,occupationand
incomewithmorethantwogroups,ANOVAisusedtomakecomparisonforthefactors.Further,
toidentifythepair-wisedifferencesinthepreferencesofconsumerofdifferentage,qualification,
occupationandincomegroups,Duncan’sposthoctestwasapplied.Theresultsofindependentsample
t-testandANOVAaretabulatedasfollows:

4.3.1. Influence of Demographic Variables on Trust
Table4and5explains,thatasfarastrustisconcerned,theresultsarestatisticallysignificant(p<
0.05)withrespecttothedemographicvariableslikegender,familytype,occupationandincome,
whereasforotherdemographicvariablelikeage,educationandrelationshipstatus,theresultsarenot
statisticallysignificant(p>0.05).Thatis,withrespecttothedemographicvariablesgender,family
type,occupationandincome;thereexistsdifferentgroupswithinthevariablesforwhichthemean
differssignificantly.TheresultsofDuncanpost-hoctestappliedalongwithANOVAindicatesthat
withrespecttotheoccupation,businessmenandhousewiveshavehighleveloftrustascompared
tostudentsandservicemen.Probablytheyaremoreprofessionalandautonomousinmakingtheir
decisions.This isbecause thestudentsaredependenton theirparentsandaserviceprofessional
thinksalotbeforemakinganypurchasedecision.Thesetwogroupsmayalsodifferintermsoftheir
consumptionpattern,thewayofhandlinginformation,theprocessofmakingdecisionsandpersonas.
Whereaswithrespecttotheincomegroups,thosewhobelongtohighincomegroupmaytrusteasily
incontrasttothosewhobelonglow-ormedium-incomegroup.

4.3.2. Influence of Demographic Variables on Reasonable Price
Table4and5explainstheresultswithrespecttonextfactorthatisperceivedreasonableprice.Ithas
beenobservedthattheresultsarestatisticallysignificant(p<0.05)withrespecttogender,familytype
andincome,whereasfortheotherdemographicfactorslikerelationshipstatus,age,occupationand
education,theresultsarestatisticallyinsignificant(p>0.05).Foridentifyingsignificantlydifferent
groupswithintheincomelevel,Duncan’spost-hoctestwasapplied.Itwasfoundthatthepeople
fromhighincomegroupsarelessbotheredaboutthefairnessofpriceincomparisontothepeople
fromlow-andmiddle-incomegroup.

4.3.3. Influence of Demographic Variables on Satisfaction
Forthelastfactor,i.e.satisfaction,thedifferenceswithrespecttothedemographicfactorslikeage,
occupation,income,genderandfamilytypearereallysignificant(p<0.05),butfortheothertwo
demographicvariablesi.e.educationandrelationshipstatustheresultsarenotstatisticallysignificant
(p>0.05).Theseresultsarementioned inTable4and5.Forvariablessuchasage,occupation
andincome,Duncan’spost-hoctestwasappliedtoidentifythesignificantlydifferentgroupswith
respecttosatisfaction.Itwasfoundthattheoldagedpeopleeasilygotsatisfiedincomparisonto
theyoungpeople.Thismaybebecauseofthereasonthatyoungpeopleliketoexplore,andtheyare
morecurious.Also,students,housewivesandself-employedpeoplewerefoundtobemoresatisfied
incontrasttoserviceprofessionalwhereaswithrespecttoincome,peoplefromthemiddle-income
grouparemoresatisfiedthanlowandhighincomegroup.
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5. CoNCLUSIoN ANd IMPLICATIoN

Thestudywasundertakenwiththeobjectiveofidentifyingthefactorswhichinfluencethebrand
preferenceandtoknowhowthesefactorsarefurtherinfluencedbydemographics.Atotalofsix
hypotheses were formulated during the study. Although all results were not significant but has
supportedallthepostulatedhypothesiswhichareconsistentwiththepreviousstudies(Chinomona
et.al.,2013;Chaudhuri&Moris,2001;HongandCho,2011).Theresultsofthestudyindicatethat
trustandsatisfactionhaveapositiveandsignificantimpactonbrandpreference,whereaspricehas
negativebutinsignificantinfluenceonbrandpreference.Priceoftheproductmaynotbeanimportant
criterionforthecustomers,however,oncetheyhaveestablishedtrustontheproductandaresatisfied
withit.Satisfactionandtrustwereidentifiedassignificantfactorswhichinfluencethepreference
ofAyurvedicproducts,whereasthereasonablepriceoftheproductwasfoundimportantbutnot
significantinpreferenceofAyurvedicproducts.

Ayurvedaisafive-thousand-yearoldscience.Ayurveda’sarehonoredtobeapartofthislong-
standingscience,still theresearchinthefieldofAyurvedalacksbothdirectionandquality.The
awarenessandpreference forAyurvedicproducts isgrowing,consequently thenumberof stores
sellingAyurvedicproductsarealsoincreasinginIndia.AyurvedahasitslegacyinIndianVedasand
hasarichheritageinIndianmedicine.InthehistoryofIndiathereareevidencesthatAyurvedic
medicineshavebeenusedtocurethesmallailmentsrangingfromdigestivedisorderstoailments

Table 4. T-test

Trust Mean SD t-value p-value

Gender Male 4.09 0.69 -2.023** 0.046

Female 4.31 0.52

RelationshipStatus Single 4.15 0.64 -1.046 0.298

Married 4.26 0.58

FamilyType Nuclear 3.91 0.69 -4.298*** 0.000

Joint 4.38 0.49

Reasonable Price Mean SD t-value p-value

Gender Male 3.93 0.66 -2.204** 0.029

Female 4.16 0.59

RelationshipStatus Single 4.03 0.58 -0.500 0.618

Married 4.09 0.65

FamilyType Nuclear 3.88 0.70 -2.404** 0.019

Joint 4.16 0.57

Satisfaction Mean SD t-value p-value

Gender Male 4.12 0.81 -2.280** 0.025

Female 4.40 0.60

RelationshipStatus Single 4.27 0.73 -0.210 0.834

Married 4.30 0.69

FamilyType Nuclear 3.91 0.69 -4.025*** 0.000

Joint 4.38 0.49

Note:***p<0.01(1%levelofsignificance);**p<0.05(5%levelofsignificance)
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ascomplicatedascancer.Theseproductsarecheaperincomparisontosyntheticchemical-based
productsandtrustedbypeopleastheyaresupposedtohavenosideeffects.

WiththegrowthinthemarketofAyurvedicproductsinIndia,Indiawouldgettheresponsefrom
thewholeworldastheseeco-friendlyproductsareincongruencewiththenature.Ayurvedahasbeen
relishingtheuniversalresurgence.Ayurvedagottheappreciationandhasbeenacceptedworldwide.
Overtheyears,especiallyinrecentdecade,Ayurvedahasbecomeprevalentinthesegmentoffood
supplements.PeopleconsiderAyurvedicproductsnotascurebuttheyhavebecomeawayoflifefor
thecustomers(Arya,Kumar,&Kumar,2012).CustomerarepositiveaboutAyurvedicproductsand
giveemphasistostrengthentheAyurvedecosystem(Joshi,2008).Ayurvedahasdefinitelyapotential
tomeetmedicalrequirementsforthemasses,especiallyforthosewhohavebeendeprivedfrombasic
medicalfacilityandallthestakeholders,includinggovernment,arecontendedtomakeAyurvedaas
amainstreammedicalsystem(SenandChakraborty,2015).

ThereisadireneedtoputtheaccentononthenecessitytoinitiatearesearchinAyurveda,so
thatancientAyurvedicpracticeswhichhavebeenfollowedinIndiaforlongcouldbevalidated.The
flipsideisthereisapaucityofresearchbeingdoneinthefieldofAyurvedaasitisbeingpracticed.
AlthoughthephilosophiesofAyurvedaarealwaysrelevant,however,thereisanecessitytobeup-
to-datewiththelatestscientifictrendsforthesocietyaswellasfordevelopingAyurvedascience.
GovernmentofIndiaisenteringintoanagreementwiththeWorldHealthOrganizationtopromote
AyurvedaGlobally.TheGovernmentstandsfirmtomakeAyurvedaasthemostpreferredhealthcare
systemofthecountry.

Togetherwithapropermarketingstrategy,soundagriculturalandmanufacturingpractice,Indian
Ayurvediccompanycancapturegoodshareofmarketglobally.

Table 5. ANOVA

Demographic variables Trust Reasonable Price Satisfaction

Mean SD F Mean SD F Mean SD F

Age 15-19 4.20 .61 1.433 4.20 .59 0.312 4.26 .96 2.467**

20-30 4.24 .58 4.08 .52 4.36 .57

31-40 4.37 .52 4.07 .74 4.42 .61

51-50 4.05 .60 4.00 .62 4.17 .63

51&Above 4.06 .85 3.97 .81 3.78 1.09

Qualification LessthanGraduate 4.42 .54 1.915 4.25 .41 0.768 4.37 .91 1.104

Graduate 4.31 .55 4.08 .64 4.38 .55

PostGraduate 4.09 .69 3.99 .68 4.16 .85

Doctorate&higher 4.12 .51 4.18 .50 4.20 .67

Occupation Student 4.20 .62 3.380** 4.02 .59 0.694 4.33 .69 3.817**

Housewife 4.42 .41 4.14 .62 4.48 .45

Businessmen 4.46 .57 4.13 .62 4.30 .73

Servicemen 3.93 .77 3.94 .73 3.89 .85

Income Lessthan15000 4.11 .77 16.436*** 4.00 .67 7.441*** 4.02 .75 15.383***

15000-30000 4.47 .35 4.29 .43 4.56 .38

30000-45000 4.40 .46 4.18 .54 4.49 .46

45000&Above 3.73 .68 3.70 .76 3.74 .93

Note:***p<0.01(1%levelofsignificance);**p<0.05(5%levelofsignificance)
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