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Introduction:
Ayurveda, the traditional Indian system, is in use 
even today and the awareness and inclination of 
people towards it is increasing in India as well as in 
other countries due to the side effects of chemical 
based or synthetic drugs. Ayurveda is based on 
holistic approach which attempts to cure the root 
cause of any disease. Ayurvedic medicines are the 
preference of many people world over as an 

1alternative and complementary therapy.
Advancements of technology now a day have 
p r o v i d e d  p r o s p e c t s  t o  p r o m o t e  v a r i o u s 
complementary and alternative medicines on social 
media. People seek information on social media for 
alternative and complementary therapies due to 

many reasons like cost saving, convenience of 
buying online, dissatisfactions due to improper 
health services etc. Many times, people find 
predatory marketing and promotional offers on 
social media. Therefore strategies need to be 
developed to monitor the spread of alternative and 

2complementary medicines.
Researcher in present study attempts to understand 
the impact of social media on consumer behaviour 
towards Ayurvedic medicines in Pimpri- Chinchwad 
area. 
Significance:
The study of impact of social media on consumer 
behaviour towards Ayurvedic medicines will be 
useful for understanding the changing consumer 
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behaviour with reference to Ayurvedic medicines.
This study would also provide insights to Ayurvedic 
medicines manufacturers and marketers to promote 
the medicines effectively and efficiently through 
various media that have emerged on account of 
advancement of technology.
Review of Literature:

3Dr.Balasubramanian S.Dr.Aruna (2018) , studies the 
consumer behaviour with reference to herbal 
products and cosmetics in Pune region. On the basis 
of the findings he recommends that today there is 
great influence of electronic media on consumers. 
Consumers can be made aware of various herbal 
products and cosmetics through various TV shows 
and realty show. He further says, for herbal products, 
promotion being natural and free of side effects 
would be more effective.

4Dr.SinhaGurvishal (2018) , in his study made an 
attempt by using factor analysis to identify various 
factors that affect the mind-set of people residing in 
Noida region and made them switch from chemical 
based medicines to  Ayurvedic medicines. On the 
basis of findings of the study, he suggests that the 
Ayurvedic medicines manufacturers and marketers 
should put more emphasis on right consultation. 
Further he says,Ayurvedic products need continuous 
improvement in terms of product development. 
They require support in various areas like 
distribution, promotion, publicity, word of mouth, 
and advertising.

5Dr.SahuMukesh (2017) , in his paper studied the 
PatanjaliAyurved and its marketing strategies in 
current scenario. He describes various factors that 
contribute to growth of Patanjali. One of the factors 
he quoted is the strategy of awareness through social 
media. Social media is one of the effective and 
prompt medium to spread the awareness of products 

over world. Patanjali has made effective use of the 
social media to increase awareness and promote its 
products. 

6PathakDhanjit, Borah Rahul (2019) , conducted a 
study on consumer behaviour towards Ayurvedic 
medicines in Tezpur. Based on the findings they 
mentioned suggestions. In one of the suggestions, 
they say that on social media young population in 
India is very active. Ayurvedic medicines 
manufacturers and marketers can make the best use 
of this platform to increase awareness and establish 
superiority of various Ayurvedic products in their 
minds. 
Methodology:
For the present paper, primary data was collected 
through a structured questionnaire and personal 
i n t e r v i e w  w i t h  1 0 0  r e s p o n d e n t s  i n n 
PimpriChichwad area. A convenience sampling 
method was used to select the sample for study from 
population. Secondary data was collected through 
websites and journals. Data was analysed by using 
MS Excel.
Objective:
The objective of the present study is to study the 
impact of social media on the consumer behaviour 
towards Ayurvedic medicines with reference to 
Pimpri-Chichwad area
Data Analysis:
Table-1: Respondents' preference of treatment for 
immediate relief
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Among the respondents, most of the respondents 
i.e. 78% prefer Allopathic medicines for immediate 
relief.
Table-2: Respondents' preference of treatment for 
chronic diseases

Among the respondents, most of the respondents 
i.e. 67% prefer Ayurvedic medicines as a treatment 
for chronic diseases.
Table-3: Respondents' attention to posts related to 
Ayurvedic medicines on social media

Among the respondents, most of the respondents i.e. 
76 % read the posts related to Ayurvedic 
medicines/treatments on social media
Table-4: Purchase of Ayurvedic medicines 
recommended on social media.

Among the respondents who read the posts on social 
media related to Ayurvedic medicines, most of the 
respondents i.e. 84.2 % purchase Ayurvedic 
medicines.
Table-5: Respondents' behaviour of recommending 
Ayurvedic medicines to friends/relatives on social 
media

Among the respondents who read the posts on social 
media related to Ayurvedic medicines, most of the 
respondents i.e. 76.3% recommend Ayurvedic 
medicines to their friends or relatives.
Table-6: Type of diseases for which Ayurvedic 
medicines are referred on social media

Among the respondents who read the posts on social 
media related to Ayurvedic medicines, majority of 
the respondents i.e. 55.2% prefer Ayurvedic 
medicines for chronic diseases and 38.1% prefer 
Ayurvedic medicines for building immunity and 
maintaining good health.
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Table-7:  Reason for  which respondents ' 
recommend Ayurvedic treatment/ medicines on 
social media

Among the respondents who read the posts on 
social media related to Ayurvedic medicines, 38% 
respondents recommend Ayurvedic medicines to 
others due to the benefits of Ayurvedic medicines 
and 36.8% recommend Ayurvedic medicines to 
others due to the side effects of chemical based 
medicines.
Findings:
Among the respondents, 
i. Most of the respondents i.e. 78% prefer 
Allopathic medicines for immediate relief. (Ref. 
table-1)
ii. Most of the respondents i.e. 67% prefer 
Ayurvedic medicines as a treatment for chronic 
diseases. (Ref. table-2)
iii. Most of the respondents i.e. 76 % read the posts 
related to Ayurvedic medicines/treatments on 
social media. (Ref. table-3)
Among the respondents who read the posts on 
social media related to Ayurvedic medicines,
i. Most of the respondents i.e. 84.2 % purchase 
Ayurvedic medicines. (Ref. table-4)
ii. Most of the respondents i.e. 76.3% recommend 
Ayurvedic medicines to their friends or relatives. 
(Ref. table-5)

iii. Majority of the respondents i.e. 55.2% prefer 
Ayurvedic medicines for chronic diseases and 
38.1% prefer Ayurvedic medicines for building 
immunity and maintaining good health. (Ref. 
table-6)
iv. 38% respondents recommend Ayurvedic 
medicines to others due to the benefits of 
Ayurvedic medicines and 36.8% recommend 
Ayurvedic medicines to others due to the side 
effects of chemical based medicines. (Ref. table-7)
Conclusion:
The present study reveals that for immediate relief, 
most of the people prefer Allopathic medicines, 
however in case of chronic diseases; due to the 
long duration of treatment people give more 
preference towards Ayurvedic medicines.
Most of the people read the posts on social media 
related to Ayurvedic medicines and make purchase 
for use. They recommend Ayurvedic medicines to 
their friends and relatives on social media. Most of 
the Ayurvedic medicines are recommended on 
social media for treatment of chronic diseases and 
for building immunity and maintaining good 
health. People recommend Ayurvedic medicines to 
others on social media due to the benefits of 
Ayurvedic medicines and the harmful effects of 
chemical based medicines. 
Scope for future research:
The present paper studies the impact of social 
media on consumer behaviour towards Ayurvedic 
medicines in Pimpri-Chinchwad area.  The scope 
of research can be extended over a wide 
geographic area to understand the effect on 
consumer behaviour in broad view.
The impact of factors other than social media on 
consumer behaviour towards Ayurvedic medicines 
can also be undertaken as a future research.
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