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EXECUTIVE SUMMARY 

 

This project titled “A Study on Product Positioning and Customer Acceptance of 

Patanjali Product’s with reference to Patanjali Ayurved Limited, Bengaluru” is 

submitted in partial fulfilment of the requirement for the award of master of business 

administration. The project is concerned with the Product positioning strategies and 

customer acceptance of Patanjali products. 

Product positioning and customer acceptance plays vital role in any of the company as 

the sales and growth of the company depends on the product positioning strategies used 

by the companies to attract the customers, the sales can be increased using the product 

positioning and customer acceptance. In this scenario an attempt is made to study the 

Product positioning and customer acceptance of Patanjali products. 

In the first stage, an attempt is made to identify, understand and analyze various product 

positioning strategies. In the second stage, random customers were selected to know 

their view on the Patanjali’s products positioning and customer acceptance with 

designing well-structured questionnaire with the help of internal and external guide. 

 

A sample of 100 respondents were selected from customers of Patanjali, the 

respondents opinion for the designed questionnaire is collected. The collected data were 

tabulated and analyzed using percentage analysis and inference is drawn for each set of 

questions. 

 

One way ANOVA is used in order to test the effectiveness of the product positioning 

and customer acceptance will make any impact on the buying behavior of the customer 

of Patanjali, as the outcome of the test, it is inferred that product positioning and 

customer acceptance has huge impact on attracting the customers, retaining the existing 

customers and increasing the sales. 

 

 

 

 


