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Abstract 

This study directed to know the consumer satisfaction towards Patanjalikeshkanti shampoo. 

The  fundamental  target  of  to  recognize  the  different  factor  impacting  client  in  buy  of  the  

Patanjalikeshkanti , to know the consumer satisfaction level about this Patanjali product. The 

examination configuration utilized as a part of this investigation is spellbinding exploration plan. 

Information was gathered from 35 example respondent. Information was gathered through organized 

poll with the help of questionnaires.  Optional information were gathered from the accessible writing 

sources.  For appropriation  of  poll  to  the  respondents  irregular  testing  strategy  was  utilized  

and  to  gather  the respondents feeling, studies was taken  among the chosen test respondents. 

Information was examined utilizing factor examination, simple average method  using the excel . 
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Introduction 

The foundation of Patanjali ayurved Ltd. The operationis the legacy of researching nature. 

Patanjali Ayurved Ltd. is dedicatedto producinghighest quality Herb mineral medicines 

which involve the rigorous process for raw, in –process and final production of drugs.Even 

thoughtheBahamasand heavy metals are an inherent part of the ayurvedic  system  of  

medicine,  there  is  a  restriction  on  the amount  of  metal  that  is  allowed  in  Herb mineral 

preparations. Patanjali ayurved Ltdis committed to followingthe norms of national and 

international regulatory bodies and wantsto come out withavisionto produce the drugs 

withinpermissible limits for the four heavy metals. Final formulations of Patanjali Ayurved 

Ltd medicines are to be testedfor four metals according to the ordinance.Patanjali ayurvedLtd 

.will also has a “need-based” approach to research on medical plants including a screening of 

plants for biological activity. 

History of Patanjali Product 
Parma Pujiya Swami Ramdev Ji Maharaja and Acharya Balakrishna Ji Maharaja founded the Patanjali 

Ayurved Ltd. In 2006 with a determined objective and vision to bringAyurveda to the world in 
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scientifically approved form by the amalgamation of science with ancient Ayurveda wisdom. This 

includes are view of traditional Indian scientific texts, selecting and exploring effective, authentic 

herbs and safety tests to create safe and effective new products. The metals are the starting points 

of herbomineral preparation called Bhasmas and Rasa. Bhasmas are metals that go through a 

purification process that turns them into ash where as Rasas are Herb mineral material that under 

goes various traditional purification and  detoxification  processes  and turns into the rapeutically 

active material. The Journal of the American Medical Association (JAMA) report on heavy metal 

content in Ayurveda Medicines,  along  with  Canada  banning  the  import of herbomineral 

preparations  is  giving  the  industry  sleepless nights. 

Objectives 

 To study the satisfaction level of the customers. 

 To estimate the awareness of the consumers about the product. 

 To analyzing the influencing factors.  

Scope of the study 

1 This article covers the rural consumers. 

2 This data collected through total 35 respondents only 

3 This study talking about only customer satisfaction and findings and suggestions.   

Review of literature  

1 Ravald and Gronroos,( 1996)63Customer satisfaction also depended on perceived value (Ravald 

and Gronroos,  which could be defined as the consumer’s overall assessment of the utility of a 

product / brand, based on perceptions of what was received (benefits received) and what was given 

(price paid and other costs associated with the purchase. 

2 Tian (1998)65 through his study indicated that the general satisfaction resulted from a rapid 

assessment of customer experience of the product, whereas, satisfaction was one of the most 

important factors that helped in predicting customer satisfaction. He also concluded that satisfaction 

affected loyalty and it could be a strong predictor of behavioural variables such as predicting the 

intent of repurchases the product. Customer satisfaction resulted from a previous experience and 

appears through customer behaviour after making the purchase process. 

3.  Matzler et. al., (2004)68 found that must-be factors were attributes that customers took for 

granted and did not increase customer satisfaction. If the product or service, however, did not meet 

expectations, then customers would be dissatisfied. One-dimensional factors were attributes for 

which the relationship between attribute performance and dissatisfaction was linear. The more 
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(less) an attribute fulfilled the requirements, the more (less) customers were satisfied. Excitement 

factors were attributes that make customers very satisfied or even delighted if products or services 

achieved these factors fully. Customers were, however, not dissatisfied if products or services did 

not meet these requirements. 

4. Lin (2009)71 suggested that customer satisfaction had a significant influence on repurchase 

intention and that a higher level of customer satisfaction directly led to a higher level of brand 

loyalty. 

5. Neetu Sharma (2012)74 found that the satisfaction level of customers towards the company 

products revealed the customer needs and the quality of the product they required. Majority of the 

customers gave more preference towards the quality of the product followed by the price, design, 

sales and service. So it also dealt with knowing the customer requirements and their satisfaction 

towards the FMCG goods. 

 RESEARCH METHODOLOGY 

The study is explorative in nature, for the of the purpose of the study both primary and 

secondary data have been used, the primary data has been collected from the respondents by 

using a structured questionnaire.The questionnaire contains in total16 questions on the 

product. The respondents are randomly selected and the total number of respondents 

consulted for the purpose of the study is 35.The secondary data has been collected from 

various journals, published research papers, web sites etc. related to the title of the paper. 

DATA ANALYSIS AND INTERPRETATIONS 

The study deals with analysis of consumer awareness and satisfaction level of usage of 

shampoo. The responses from the respondents were subjected to simple percentage method, 

in order to know the inferences out of the collected data. 

Table 1.Gender wise of the respondents: 

S.NO Gender No of respondents Percentage of total 

1 Male 10 29 

2 Female 25 71 

Total  35 100 % 

Source of field study 

The above mentioned table reveals the out of 35 respondents. As reveal from the table it has 

been found that most of the 71 percentage of the female respondents and remaining 

respondents male  out of 35 respondents male having a 29 percentage. 
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Table 2.Age of the respondents: 

S.NO Age No of respondents Percentage of total 

1 15-25 27 77 

2 25-35 08 23 

Total  35 100 % 

Source of field study 

The above indicates age of the respondents. As it revealed from the table has been found that 

about 77 percentage of respondents age between 15to25. Then 23 percentage of respondents 

age of 25to35 so that in the above table majority of people 15to25 of the respondents. 

Table 3:Family monthly income: 

S.NO Income No of respondents Percentage of total 

1 Below 20000 13 37 

2 20000-30000 10 29 

3 30000-40000 4 11 

4 Above 40000 8 23 

Total  35 100 % 
Source of field study 

Here the above table highest 37 percentage of the respondents below 20000 family monthly 

income then second priority of the of respondents 20000 to 30000 they having 29 percentage 

of respondents , above 40000 monthly income respondents having a 23 percentage and 11 

lowest percentage of the respondents 30000 to 40000  their monthly income. 

Table 4:Users of keshkanthi shampoo: 

S.NO Users No of 
respondents 

Percentage 
of total % 

1 yes 27 77.14 

2 No 8 22.86 

Total  35 100 

Source of field study 
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Table 5: Buying influence of consumer : 

S.NO Users No of respondents  Percentage of 
total 

1 Discount offer 14 40 

2 Buy one get 
one 

11 31.42 

3 Combo pack 5 14.29 

4 Free gift 5 14.29 

Total  35 100 

Source of field study 

The above shows table out of35 respondents. most of the respondents purchasing on the basis 

of discount offer (40 percent) and second preferences of consumers buy one get one 11 

respondents (31.42 percent) and combo pack and free gift are both equal respondents (14.29 

percent) so finally conclude the above table are most of the consumers buy the shampoo on 

the basis of discount offer and buy one get one offer. 

 

Table 6: How they are satisfied: 

   

S.NO Variables Dissatisfied Partially 

satisfied 

Satisfied Total 

  

1 Price 6 13 16 35 

2 Quality & 

quantity 

4 11 20 35 

3 Benefits 3 18 14 35 

4 Natural 

ingredients 

2 12 21 35 

5 Average 4 13 18 35 

      

6 Percentage 

of total 
11.43 37.14 51.43 100 

Source of field study 
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In the above table dissatisfied respondents in price, quality & quantity, benefits and natural 

ingredients are consists of (6, 4, 3, 2) sum of all these respondents and then using the simple 

percentage method for defining the accurate respondents of dissatisfied 4 respondents (11.43 

percent)are dissatisfied with this brand .The most of the 18 respondents (51.43 percent) of the 

respondents are satisfied with the current brand.then partially satisfied 13 respondents (37.14 

percent). 

Table 7: Frequency of shampoo usage: 

S.NO Using 

frequency 

No of 

responders 

Percentage 

of total 

1 Weekly 12 34.29 

2 Monthly 14 40.00 

3 Bi monthly 4 11.43 

4 Quarterly 5 14.29 

Total  35 100.00 

Source of field study 

The above table shown most of the respondents purchasing the frequency of product on the 

basis of monthly basis out of 35 respondents in that monthly wise purchasing respondent are 

14 (40 percent), second one weekly purchasing respondents are 12 (34.29 percent) , on the 

basis of quarterly wise 5 respondents (14.29) and the lowest purchasing frequency of bi 

monthly  respondents are 4 (11.43 percent) . 

Table 8:To which mode of promotion consumer gets attracted: 

S.NO Mode of 

promotion 

No of 

respondents 

Percentage 

of total 

1 News papers 5 14.29 

2 TV 

advertisement 

25 71.43 

3 Store windows 5 14.29 

Total   35 100 

Source offield study 

The above table shows that by which mode of promotion consumer gets attracted. An 

examination of the table reveals that, most of the consumers preferred TV advertisements 
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,news papers, store windows. Majority of the respondents 71.43 percent respondents 

preferred to TV advertisements, 14.29 percent preferred news papers and store windows are 

the same percentage. Advertisement creates attention and stimulates the consumer to buy a 

particular brand.  

Findings: 

1. Here most 71 percent of the female respondents are aware of this product. 

2. Here 77 percent of the respondents are 15-25 in-between age of peoples. 

3. 77.14 percent of respondents using this product. 

4. Discount offer and buy one get one offer influence the consumers buying this product 

percent 40 and 31.42. 

5. 51.43 percent of the respondents are satisfied to use this product. 

6. Most of the respondents buying this product monthly basis 40 percent. 

7. TV advertisement attract to the customers, 71.43 percent of the respondents 

influenced by TV advertisement. 

Suggestions: 

1. If we scrutinize the gender wise table most of the respondents are females so that 

focus on females. Create an advertisement very attractively these advertisement may 

be generate a good sales and profit. 

2. Improve the quality and natural ingredients so much of dandruff and hair fall obtained 

age between15 to 25 this product useful for the youth. 

3. Most of the respondents purchasing on the basis of discount offer and buy one get one 

so providing more discounts then improve the more sales. 

4. This shampoo is low influence for the male candidates so that satisfy their needs and 

wants.  

5. If seen the respondents percent most of the respondents buying on the basis monthly 

wise so that distribute this product all rural and urban areas with required quantity for 

existing and new consumers. 

6. Need to improve customer loyalty because of low percentage of the people loyal this 

product. 

7. Improve the advertisement all social medias.   
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Conclusion: 

By analysing this paper we can know about that the users of keshkanthi shampoo are 70% 

and most of the consumers are attracted towards the discount offers. The customers are 

purchasing in the frequency of monthly for promotion part TV advertisement is best to grab 

the customers.  

REFERENCES 

1 Ravald, A., and Grönroos( 1996).C, “The Value Concept and Relationship Marketing”, European 

Journal of Marketing, Vol. 30 (2), pp. 19 - 30. 

2  Tian, S. (1998), “Testing the Efficacy of an Attitudinal Process Model of the Relationship Between 

Service Quality and Visitor Satisfaction in a Tourism Context”, Unpublished Ph.D. Thesis, Texas A and 

M University, Texas. 

3.  Matzler, K., Grabner - Kräuter, S., and Bidmon., S., (2005), “Risk Aversion and Brand Loyalty: The 

Mediating Role of Brand Trust and Brand Effect”, The Journal of Product and Brand Management, 

2005, Vol. 17 (3), pp. 154 - 162. 

4. Lin, C. (2002), “Segmenting Customer Brand Preference, Demographic or Psychographic, Journal 

of Product and Brand Management, 2009, Vol. 11 (4), pp. 249 - 268. 

5. Neetu Sharma,2012 “Standardization of Products and Consumer Satisfaction in India with Special 

Reference to FMCGs, International Journal of Marketing, Financial Services and Management 

Research, Vol. 2 (3), pp. 65 - 72. 

 

 

 

 


