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“Big companies in their boardrooms are now discussing
on Patanjali and they are chalking out strategy about
how to ﬁght with us,” Baba Ramdev quoted in an
interview1.
At a time when most fast-moving consumer goods
(FMCG) companies are still sceptical about a pick-up in
consumption resulting improvement in revenues and
proﬁtability, Baba Ramdev-promoted Patanjali Ayurved
is eyeing more than150% growth in FY16, according to a
recent Edelweiss Research report2. Coming out of
nowhere, Patanjali Ayurved is now India's fastest
growing consumer product brand. Established domestic
and global competitors are unnerved by the rocketing
sales of its wide range of staples, nutrition, cosmetics and
personal care products. The products of Patanjali, are so
popular that analysts are saying that it is 20 billion-rupee
($307 million) revenues during the year 2015 could pose
a threat to established age-old Indian consumer brands
such as Dabur, Emami and Marico. Unlike its rivals,
Patanjali Ayurved has not yet spent a dime on marketing
or advertising, and its products currently sell on wordof-mouth3.
During the month of April 2015 Kishore Biyani, India's
own Sam Walton, got a phone call from Baba Ramdev,
the co-founder of Patanjali Ayurved. What they talked
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about can be gauged from the fact that Biyani made two
trips to the Patanjali food park near Haridwar in
Uttarakhand in the weeks that followed. The astute
Marwari was bowled over by what he saw – neat and
modern production lines packaging a wide range of
FMCGs. He tasted some of the foodstuﬀ produced there
and instantly liked it. The aﬀair culminated in a deal
during early October 2015 under which Biyani will retail
Patanjali's 500 or so products: biscuits, juices, honey,
supplements, toiletries and instant noodles which are
sold through Patanjali's stores and some multi-brand
grocery stores; now they will be available in Biyani's Big
Bazaar supermarket chains. The deal could be a force
multiplier for Patanjali from Rs 2020 croes in 2014-15, it
hopes to log a turnover of Rs 5,000 crore during 2015-16.
During the year 2014-15, the company made a proﬁt of
4
Rs 316 crores .
“There is a great demand for their interesting range of
products,” said Biyani whose group is targeting 10
billion rupees in sales from Patanjali products during the
current year (2015). To compare Biyani's group sells 13
billion rupees worth of Unilever products annually. “I
Believe Patanjali products during the current year will
hit 50 billion rupees in revenues this year, double it next
year and in the next two-three years, become a Top Three
Indian consumer products brand,” said Biyani.

Vol. 2 | No. 1 | April, 2016

OAKBROOK
BUSINESS REVIEW

In the absence of Nestle's Maggi Noodles in the Indian
market, Patanjali took the advantage and launched its
own Atta noodles, saying it would also get into health
drinks for children with brand called Powervita, which
could compete with the likes of MNC products
Bournvita, Complan and Horlicks. This would be
backed by packaged foods such as pasta, oats,
5
cornﬂakes, all domain of foreign companies .

The Journey from Yoga to Ayurveda to
FMCG Products
As per the company's website , Patanjali Ayurved
Limited (PAL) is much more than a company. It is
CONCEPT – a concept that links the rising destiny of
millins of rural masses on the one hand and many more
suﬀering the onslaught of the unhealthy urban lifestyle
on the other. It is all about economically processing farm
products into daily use consumables ranging from
Ayurvedic health supplements to Foods and cosmetics
and then supplying them largely to the urban world.

Patanjali Ayurved

The man behind the company's meteoric rise is Baba
Ramdev, who left his home at the age of nine to study
Sanskrit and yoga. He partered with 'Acharya'
Balkrishna in the 1990s to manufacture medicines. The
brand name Patanjali Ayurved combines the name of
India's ancient herbal medicinal system of Ayurveda ,
and the famed yoga saint of yore, Patanjali. The
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During an interview with a journalist, Acharya
Balkrishna, the Managing Director of PAL, recalled how
Patanjali diversiﬁed from yoga and ayurveda into juices,
when farmers of amla6 (goose-berry in English)spoke to
Ramdev and him about the inadequate market for their
produce. “Swamiji (Ramdev) then said that we could make
amla juice, a form in which amla was traditionally never
consumed.” Baba Ramdev believed that he could make
the product popular through his yoga classes, especially
when his followers trusted his word. The company's ﬁrst
products were Aloe Vera Oil and Amla Juice. There was
no market for products like these. Nobody ever thought
that these would sell.
Patanjali Family includes - Patanjali Ayurved Limited ( a
for-proﬁt-entity incorporated as a company), Patanjali
Yogpeeth ( a not-for-proﬁt-entity registered as a Trust)
and Patanjali Foodpark ( a Special Purpose Vehicle –
Mega Food Park). See Table-1 for details.

enterprise was started as a small pharmacy by Baba
Ramdev and his collaborator, Ayurveda expert Acharya
Balkrishna, in 1997.
Patanjali Ayurveed was incorporated as a private limited
company in 2006. According to documents available
with Care Ratings dated May 2015 the company has
three manufacturing units located at Haridwar,
Uttarakhand; retail of the produce is done through
Patanjali Arogya Kendra, Patanjali Chikitsalaya,
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Swadeshi Kendra and more than 17,000 retail outlets
spread across the country7.
According to the report, 92 percent stake in Patanjali
Ayrved limited (PAL) is held by Acharya Balkrishna,
while a Scotland-based non-resident Indian couple,
Sarwan and Sunita Podar, hold the remaining 8 percent.
Baba Ramdev has no stake in the company, according to
this report. Despite having no stake in the company Baba
Ramdev is available whenever it him – for marketing its
products, featuring in ad campaigns, or even in
negotiating deals. His style is personal, conversational.
While Balkrishna says he is the Managing Director of the
company, the company website says he is the Chairman.
That aside, Balkrishna, along with Ram Bharat,
Ramdev's brother, manages the aﬀairs of the FMCG
enterprise.
The current structure of the company has Balkrishna at
the helm, Swami Muktanand and harat as board
representatives, a vertical head each for food, toiletries,
and ayurveda followed by vice-presidents for diﬀerent
functions such as exports, marketing and R&D. Deepak
Singhal is the chief strategy oﬃcer of the company. He is
a graduate of the Kurukshetra University and with over
10 years of professional experience. He joined Patanjali
when he was 34 years old. The company has about 200
employees in the cadre of general manager and above.
As a whole the company has staﬀ strength of about
10,000, including contractual workers. Largely,
employees are hired through job portals and references.
The company also has plans to hire MBAs from premier
institutes of the country.

Table-3: The Group’s Strategic Priorities
·
To establish state-of-art modern food,
juice and herbs processing plant with
latest technology at Padarth, Haridwar, in
the foot-hills of Uttarkhand.
·
Identify areas, villages, farmers,
cooperatives, self-help-groups (SHG) and
clusters for growing crops of desired
standards, for both quality and quantity.
·
To provide necessary technology and
know-how to the farmers of the
catchment areas of Uttarkhand and Uttar
Pradesh, for growing organic crops and
other premium plantations.
·
Liasoning with Central and State financial
corporations, banks and other sources to
finance the registered farmers enter into
forward marketing contracts with
registered farmers.
·
Collecting farm produce through mobile
collection centres and primary collection
centres. Safe and quick transportation of
the produce from the collection centres to
the main processing centres, with a view
to produce wastage of perishables.
·
Ensuring direct and decent remunerations
to the farmers. Low cost processing of
farm produce. High volumes will ensure
economies of scale.
·
Supply of quality products through a wide
network of Patanjali sale centres
throughout the country. Opening many
more such agro-based processing centres
in the rest of the country.
Source: Company website. Link:
http://patanjaliayurved.org/pal/?page_id=15#
accessed on 1March 2015.

Patanjali Yogpeeth
Patanjali Yogpeeth(Trust), founded in f bruary 2005 at
Haridwar in Uttarkhand, is one of thelarget yoga
institutes in the country. It is also the ﬂagship project of
Ramdev, whose name is inevitably preﬁxed by baba, the
9
term assumed by sanyasins (ascetics) . The Yogpeeth is
named after saint Maharishi Patanjali who is known for
his treatise on Ashtang Yoga (Yoga with eight limbs of
stages). Patanjali Yogpeeth appears from behind a
massive gateway. The exteriors of the buildings are in
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soothing pastel tones, with abundant greenery and
bougainvillea ﬂowers adding just the right amount of
brightness. There is not a spot of garbage in sight and
security guards all over make sure it stays that way.It
houses a hospital, pharmacy and several Patanjali trusts.
Patanjali Yogpeeth carry out work in the ﬁeld of medical
science, research in Yoga and Aurveda as well as
medicinal plants and herbs. It is a multi service unit,
spanning in about 20 acres land and housing Patanjali
Ayurved Chikitsalaya, Panchkarma & Shatkarma
Clinics, Research Centres, Ayurvedic Surgery Research
centre, Diagnostic research Centres (Pathology, X-Ray,
ECG) etc. Simultaneously, qualitative research activities
are one of its unique features to deﬁne Yoga nad
Ayurveda on the parameters of modern medical
sciences10.
An important wing of the Patanjali Group , the Patanjali
Yogpeeth, has seen surge in donations in the last few
years. The donations to the trust has increased to Rs
87.89 crores in FY14 (provisional data), against Rs 64.92
crores in FY13 and Rs 44.86crores in FY12, according to
data from Brickwork ratings dated July 2014. The net
proﬁt of the group in FY15 was Rs 316 crores compared
to Rs 186 crores in FY14. The growth in net proﬁts was 71
% in FY15 vis-à-vis 103% in FY14. Such remarkable
performance had made the group comparable to FMCG
leaders like Emami and Marico. Emami had recorded
net proﬁts of Rs 486 crores in FY15 (growth of 21% over
FY14) while Marico had recorded net proﬁts of Rs 574
crores (growth of 18% over FY14). These performance
ﬁgures have made the group talk of the town and a
competitor to be watched carefully11.

Patanjali Foodpark
Patanjali Food-park was established in 2009 as a special
purpose vehicle (SPV) for setting up a mega food-park in
Haridwar under the mega food park scheme of Ministry
of Food Processing Industries , Government of India.
The food park makes available services for establishing
backward and forward linkages covering the entire food
processing value chain. Patanjali Ayurved hold 49 %in
the SPV while the balance is owned by other companies
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who are not part of the Patanjali Group, according to
data from Brickwork Ratings, April 201412.

Product Categories and Price Comparison
Patanjali Ayurved Ltd produces quality herbo-mineral
preparations. To monitor quality, Divya Yog Mandir
Trust and Patanjali Yogpeeth grow many endangered
herbs on its farmland. The principles of Good
manufacturing Practices (GMP) are rigorously followed
in the plant and the company prides itself on being
environment friendly13. The product categories include
food, healthcare, toiletries, dental products, hair-care
and cosmetics. For details on revenues through these
product categories and the distribution channel see
Exhibit-1.
Pricing strategy of PAL is to price its products
substantially lower than those of its competitors.
“Product development at Patanjali works on three basic
principles,” says Balkrishna, “They are: competitive pricing,
purity of raw materials used and innovation.14” Table-4
provides details on product category and price
comparison.
Table-4: Product Category and Price Comparison
Product
Patanjali Rival-1
Rival-2
Category
ToothPatanjali Colgate
Dabur Red
paste
Dant
Active Salt Paste
(Rs
Kanti
(Rs 48)
47)
(Rs 25)
Mixed
Patanjali Kissan (Rs Tops (Rs 95)
fruit Jam
(Rs 75)
105)
(500 gm
pack)
Liquid
Patanjali Ezee
(Rs Genteel
Detergent Somya
90)
(Rs99)
(500
(Rs80)
gm/ml
pack)
Source: Business today Dec 6,2015
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According to Edelweiss Research, Patanjali Ayurved
that operates in three broad segments – foods(food
supplements, digestives, dairy, juices etc.), FMCG
(cosmentics – shampoo, soaps, face-wash; home care –
detergent cakes, powder, liquid etc; ) and ayurvedic
products ( healthcare products for blood pressure, skin
diseases, joint-pains etc). The company clocked a
turnover of Rs 2030 crores in FY15 with EBITDA
(earnings before interest, taxation, depreciation and
amortization) of around 20 %. “Growth is being driven by
the company's largest selling product, cow's ghee (expected to
be Rs 1200 crores in FY16) followed by Dant Kanti and Kesh
Kanti. PAL also has a robust pipeline of new products. Over
FY12-15, Patanjali registered revenue CAGR (compounded
annual Growth Rate) of 64.7 %. In FY15, of the total sales of Rs
2030 crores, food and cosmetics contributed Rs 800 crores each
while healthcare products comprised the balance. Besides
Patanjali Noodles, the new launches pipeline includes Dant
Kanti Advance, Sugar free Chyavanprash, PowerVita,
Seabuck thorn dietary supplement and powdered hair dye,”
says the Edelweiss report.
“We are giving a tough ﬁght to foreign companies in
each and every segment – be it medicines, herbal
cosmetics or foods,” says Ramdev adding that all the
products are 10 - 40 % cheaper than MNC brands in the
market. For instance, if Kellog's is selling ﬂakes for Rs 91
and Rs 159 (MRP for 250 gm and 475 gm respectively),
Patanjali ﬂakes are available for Rs 85 for 250 gm and for
Rs 145 for 500 gm. The aggression on the price front is
15
also visible in categories like detergents (vis-à-vis Vim) .

Building a trusted ayurveda brand
Patanjali broke into Trust Research Advisory (TRA's)
Annual Brand Report for the ﬁrst time in 2015, featuring
among the seven most trusted Ayurveda brands in the
country. TRA Chief Executive N Chandramouli says this
is partly because of Ramdev's own celebrity status in
business and political circuits. Ramdev took the
responsibility of popularizing yoga , while Balkrishna
focused on the product-side. “Ramdev was also the only
spiritual leader to ﬁgure in our top 21 personalities list, at
number 16 this year. This is the ﬁrst time four years since we
launched the report that a spiritual leader has featured in our
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personality list, otherwise dominated by Bollywood and cricket
players,” says Chandramouli.
Spurred by the popularity of brand Ramdev, Patanjali
Ayurved has come up one of the fastest growing FMCG
companies in India. Between FY13 and FY 14, the
company's net proﬁt grew by 103 %. “The game changer
was when the Aastha channel (spiritual TV) started featuring
Ramdev's yoga in the morning slot in 2003, which attracted
huge following,” adds the report.some experts conceded
that Patanjali has created reasonable brand equity, which
would have been impossible with loose quality controls.
The brands Patanjali Ayurved sells via its 15,000
exclusive outlets across the country and some one-lakh
stores that stock its products are evidence enough of
Ramdev's obsession with swadeshi.

Swadeshi connecting with masses

The word 'swadeshi17' means ethnic and implies selfsuﬃciency. “We want to create a situation in which
multinationals are unable to sell anything in India despite
their best eﬀorts to do so. We are hoping to give them a
headache,” Baba Ramdev said at a conference to
announce the deal with Biyani”. It was Biyani's swadeshi
roots that led Baba Ramdev to tie-up with the man often
called India's retail king. Biyani is the CEO of the Future
group. Not having a business plan does not mean that
the duo lack ambition. “In ﬁve years, I will the swadeshi
products of Patanjali to such great heights that foreign
companies will dwarf in front of them,” declares Ramdev.
This does not appear to be an empty threat. Patanjali will
focus on six big product portfolios to drive its growth: a
breakfast range including cornﬂakes, 'healthy' noodles,
ghee, Kesh Kanti (hair-care products), Dant Kanti (oralcare products), which is already a Rs 250 crores range ,
18
and Chyavanprash . See Table-5 for Achar ya
Balkrishna's responses to questions on competition and
human resources.

Product Quality, Innovation and Pricing

The product plans are based on identifying products
that Patanjali can produce economically. The research
faculty has more than 500 scientists who support in
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product development initiatives. The food park is
spread over 150 acres and located 25 kms from Patanjali
yogpeeth. Nearly 6,000 liters of amla juice is produced
every hour. For such large output, the food park has
warehouse that spans 100,000 square feet and can store
up to 11,500 tons of goods. This is also a zero-waste plant.
There is a dedicated bioresearch institute at Patanjali
that works towards how organic waste can be used as
fuel, fertilizer and fodder for cattle. The production lines
ae automated and comparable to the best in the country.
The company's key strength, apart from its superior
product quality, Edelweiss says, lies in pricing. The
company's products are priced around 15 % to 30 %
lower to competition, which makes it an attractive
proposition for consumers. Moreover, it is able to oﬀer
such discounts primarily because of having negligible
advertising and promotional (A&P) spend versus its
competitors that have A&P spends ranging from 12-18%
as a percentage of sales. Experts believe that this has
been possible through its strong sourcing back-end.
Explaining the 15 % proﬁt margin, Balkrishna says it is
because Patanjali's administrative costs is only up to 2.5
% of revenue as against 10 to 15 percent in larger
companies. “Our top management does not take any money
and this helps us scale up our operations while keeping costs
low” says he.
In one of the interviews with media personnel, Acharya
Balkrishna has told that the company has never done any
market research or market survey; they had focused all
their eﬀorts on R&D, product development and quality
control. The company never think of commercial
beneﬁts; it is guided by consumer demand. The
company and its key personnel immerse themselves
with the people and consumers, understand their
sentiments, needs and desires. For instance the company
started selling Aloe Vera Oil at Rs 200 when most MNCs
priced their product at around Rs 1300. The company's
focus was never on the size of the market, but on the
demands of the people19.
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Table-5: The Management’s take on Human Resources and
Competition
Questions
Response from Acharya Balkrishna
What do you
Our system is corporate, but our
look for in a job
culture isn't. We hire people that share
candidate
our line of thought. Incidentally they're
before you hire
also experts in their fields. We don't
them?
hire those who have non-vegetarian
fare, consumer tobacco or alcohol. They
must be patriotic and spiritual. We
routinely
receive
resumes
for
consideration. We scan them and
choose the best in case of vacancies.
We look at a relationship that can
survive the test of time. They work here
to serve society, not just to earn
money. I personally never charge a
rupee as a salary.
It's been in
If there are people in the system
the news that
willing to come to our side, it's
you're
adifferent thing. However, we never
looking to hire
target specific brands. We haven't
executives from
come this far by copying the financial
top
system or policies of any company, and
FMCGs.
we won't. We don't consider these
companies as competition.
Why don't you
For any FMCG product you'll have
market
your
raw material, processing cost and
products?
packaging. Nobody gives out of their
own pocket. Either one has to increase
the price or offer inferior quality. If we
invest in marketing we can't offer low
prices. MNCs might try to sell products
via marketing, we'll do the same with
quality.
Source: http://www.businessinsider.in/Exclusive-theaccidentalbusiness-PatanjaliAyurved/articleshow/49337393.cms
accessed on 1st March 2015.

Threats perceived by Competitors and
Beyond, FMCG
Large FMCG companies, notably multinationals are
worried at Patanjali's rise. Privately, they fear that with a
friendly regime at the Centre, it could infringe upon
their intellectual property. Also, a friendly government
could help Patanjali make inroads into the large
institutional markets like the armed forces canteen
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Exhibit - 1. Revenues from diﬀerent categories of
products in 2014-15.

Food

36.78

Growth Rate
(%)
over
previous year
99.57

Healthcare

19.13

30.58

Toiletries

14.56

53.77

Dental Products

10.93

45.86

Hair Care

10.78

51.35

Cosmetics

7.38

40.7

Product

Revenue
Share (%)

Source: Business Today December 6, 2015, Pg. 84
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Exhibit - 2: Patanjali Ayurved: Distribu on Network
Patanjali Chikitsalaya
[Dispensary with cer ﬁed
Doctors] 1,500 nos

72 Super
Distributors

Patanjali Arogya Kendra [
No Doctor present]
3,500 nos

Retailers More
than 300,000

Distributors 2,000 nos

Source: Business Today December 6, 2015, Pg. 86
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