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1. Executive Summary 

This research report presents an exhaustive critical re-evaluation of Patanjali Ayurved Limited 
(PAL) as of 2025, analyzing its trajectory from a quintessential market disruptor to a 
conglomerate besieged by regulatory and legal crises. Founded in 2006 by Yoga Guru Baba 
Ramdev and Acharya Balkrishna, Patanjali redefined the Indian Fast-Moving Consumer Goods 
(FMCG) landscape by operationalizing "Swadeshi" (indigenous) sentiment, effectively 
challenging established multinational corporations (MNCs) such as Hindustan Unilever (HUL), 
Colgate-Palmolive, and Nestlé. The company’s meteoric rise between 2010 and 2019 serves as 
a paradigmatic case study in "Blue Ocean Strategy," where it successfully created an 
uncontested market space for affordable, Ayurvedic-based mass-market products, growing its 
revenue from ₹1,000 Crore in FY2011 to a peak of ₹10,526 Crore in FY2017. 
However, the subsequent period from 2020 to 2024 is characterized in this report as a phase of 
"hubris and overreach." The analysis dissects the severe legal challenges that culminated in the 
landmark 2024 Supreme Court of India proceedings (Indian Medical Association v. Union of 
India), where the company faced contempt charges for misleading advertisements and 
derogatory claims against evidence-based medicine (allopathy). The report details the judicial 
intervention led by Justices Hima Kohli and Ahsanuddin Amanullah, which resulted in the 
suspension of manufacturing licenses for 14 key medicinal products by the Uttarakhand State 
Licensing Authority for violations of the Drugs and Magic Remedies (Objectionable 
Advertisements) Act, 1954. 
Financially, the group presents a dichotomy in 2025. While the flagship private entity, Patanjali 
Ayurved Ltd, has seen revenue stabilization and divestment of core food assets, the listed 
entity, Patanjali Foods (formerly Ruchi Soya), has become a financial powerhouse with 
revenues exceeding ₹31,000 Crore. The report utilizes a PESTLE framework to interpret these 
shifts, highlighting how the Political tailwinds that once aided the brand have been complicated 
by Legal headwinds driven by judicial activism and a re-assertion of consumer protection laws. 
The findings indicate that while Patanjali’s "Swadeshi" brand equity remains potent among a 
core loyalist demographic in Tier-2 and Tier-3 cities, its broader trust among urban consumers 
has been eroded by scientific scrutiny. The future outlook posits that Patanjali is currently in a 
forced consolidation phase, necessitating a pivot from "faith-based marketing" to "evidence-
based Ayurveda." The report concludes with strategic recommendations focusing on the 
decoupling of the FMCG and Pharmaceutical divisions, the institutionalization of corporate 
governance to mitigate "founder risk," and the adoption of rigorous clinical validation to survive 
the tightening regulatory noose. 

2. Introduction & Company Profile 

2.1 History and Founding Vision: The Genesis of a Challenger 

Patanjali Ayurved Limited was incorporated in 2006, but its ideological and commercial roots 



trace back to the early 2000s, emerging from the rising popularity of Baba Ramdev’s yoga 
camps (Shivirs) broadcasted on the Aastha TV channel. Unlike traditional FMCG companies 
driven by shareholder value maximization, Patanjali was positioned as a "Not-for-Profit" 
organization—though legally structured as a private limited company—with a vision to rid India 
of "economic imperialism" imposed by foreign MNCs. The founders, Baba Ramdev (the brand 
ambassador) and Acharya Balkrishna (the operational head and primary shareholder holding 
94% equity) , sought to intertwine health, nationalism, and spirituality into a singular commercial 
entity. 
The company’s mission was explicitly disruptive: to provide "world-class products with low profit 
margins" by eliminating the "middlemen" and minimizing advertising costs through direct 
evangelism during yoga sessions. This unique "direct-to-devotee" model allowed PAL to bypass 
the high customer acquisition costs (CAC) that typically burden traditional FMCG players, 
creating a fiercely loyal initial customer base that viewed consumption as a patriotic duty. 

2.2 Product Portfolio Mix 

By 2025, Patanjali’s portfolio had expanded into a massive conglomerate, although recent 
restructuring has shifted many food categories to the listed entity, Patanjali Foods. The portfolio 
is categorized below, illustrating the breadth of its ambition to capture share of wallet across the 
entire household consumption basket. 
Table 1: Patanjali Ayurved Product Portfolio Mix (2025) 

Category Key Sub-Segments Flagship Products Strategic Role & 
Market Positioning 

Personal Care Dental Care, Skin 
Care, Hair Care 

Dant Kanti 
(Toothpaste), Kesh 
Kanti (Shampoo), Aloe 
Vera Gel 

High-margin volume 
drivers explicitly 
designed to challenge 
Colgate and HUL on 
the "Herbal" platform. 

Ayurvedic Medicine Proprietary Medicines, 
Classical Ayurveda, 
Ghan Vati 

Divya Mukta Vati (BP), 
Madhu Nashini 
(Diabetes), Coronil 
(Immunity), Swasari 

The core ideological 
products; source of 
high trust among 
devotees but the 
primary epicenter of the 
2024 legal controversy. 

Food & Beverages Staples, Impulse 
Foods, Fats/Oils 

Cow Ghee, Atta 
Noodles, Patanjali 
Honey, Mustard Oil, 
Chyawanprash 

Revenue churners; 
Cow Ghee is a cash 
cow, while Noodles 
challenged Maggi 
during its lead crisis. 
Much of this is now 
under 'Patanjali Foods'. 

Home Care Detergents, Puja items, 
Dishwash 

Dishwash Bar, Herbal 
Detergent, Agarbatti 

Low-cost entry points 
into rural households, 
leveraging the 
distribution network of 
Kirana stores. 

Nutraceuticals Supplements, Protein Nutrela (via Ruchi Soya 
acquisition), Women's 
Superfood 

Capturing the post-
COVID wellness surge 
and premiumizing the 
offering. 



2.3 Problem Statement: The Shift from Distinctiveness to Controversy 

For the first decade of its existence (2006-2016), Patanjali’s primary challenge was managing 
hyper-growth and supply chain bottlenecks. However, as the company scaled, its marketing 
strategy evolved from promoting Ayurveda to aggressively denigrating competitors and modern 
medicine. The "Swadeshi" disruption, which initially garnered immense goodwill, mutated into a 
"Regulatory Crisis" when the company began making unverifiable medical claims—such as 
curing Type 1 Diabetes, Glaucoma, and COVID-19—in direct contravention of Indian statutes. 
This strategic shift from "FMCG Challenger" to "Alternative Medicine Evangelist" attracted the 
scrutiny of the Indian Medical Association (IMA) and subsequently the Supreme Court of India. 
The central problem analyzed in this report is how a brand built on the pillars of "Truth" (Satya) 
and "Purity" came to face contempt charges for misleading the nation, and whether the 
consequent erosion of trust among the rationalist consumer base is reversible in the current 
competitive landscape. 

3. Literature Review & Theoretical Framework 

3.1 Ethnocentric Marketing & The "Swadeshi" Appeal 

The theoretical underpinning of Patanjali’s meteoric rise is best explained through the lens of 
Consumer Ethnocentrism, a concept defined by Shimp and Sharma (1987) as the belief held 
by consumers about the appropriateness and morality of purchasing foreign-made products. 
Patanjali operationalized this theory by framing the consumption of MNC products (like Colgate 
or Maggi) not merely as an economic choice, but as a moral failing—a betrayal of the nation. 
Academic literature on Patanjali (e.g., Khanna, 2015; Ali & Yadav, 2015) highlights how the 
brand successfully conflated "Ayurveda" with "Nationalism." By using the "Swadeshi" label, 
Patanjali significantly lowered the price sensitivity of consumers; buyers were willing to overlook 
perceived quality inconsistencies (e.g., packaging issues or shelf stability) because they 
believed their purchase supported Indian farmers and prevented capital flight. This strategy 
effectively erected a psychological barrier to entry for foreign competitors, who, despite having 
extensive local manufacturing histories in India, were branded as "economic drains." 

3.2 Disruptive Innovation & Cost Leadership 

Clayton Christensen’s theory of Disruptive Innovation is crucial to understanding Patanjali’s 
entry strategy. MNCs like Colgate and Nestlé were largely focused on "sustaining innovations" 
(e.g., better packaging, premium variants, whitening strips) aimed at the urban upper-middle 
class. Patanjali entered at the bottom of the pyramid with a "low-end disruption"—products that 
were "good enough" in performance but significantly cheaper and aligned with local cultural 
values. 
Furthermore, Patanjali employed a Blue Ocean Strategy. Instead of competing in the crowded 
"chemical cosmetic" red ocean, it created a new market space: "Modern Ayurveda." It did not 
compete on the same parameters as HUL (glamour, sex appeal in ads); instead, it competed on 
"purity," "health," and "tradition." 

● Cost Leadership: Patanjali achieved this through vertical integration (sourcing directly 
from farmers, owning the food park) and, crucially, zero-cost marketing in its early years 
(relying on Baba Ramdev’s Aastha TV channel). This allowed them to price products 15-
30% lower than competitors, disrupting the pricing equilibrium of the entire FMCG sector. 



3.3 SWOT Analysis (2025) 

Table 2: SWOT Analysis of Patanjali Ayurved (2025) 

Strengths Weaknesses 

1. Brand Recall & Loyalty: Synonymous with 
Ayurveda in India; strong recall in Tier 2/3 cities 
and deep loyalty among the older demographic. 
2. Cost Structure: Vertical integration and 
reduced marketing costs (relative to MNCs) 
allow for aggressive pricing. 3. Distribution 
Network: Massive network of exclusive 
Chikitsalayas (clinics) and general trade 
coverage via Kirana stores. 4. Diversified 
Portfolio: Presence in Food, Pharma, and 
Personal Care mitigates sector-specific risks; 
Patanjali Foods (listed) provides capital access. 

1. Credibility Crisis: The 2024 SC verdict and 
public apology severely damaged trust among 
the educated urban consumer base and 
rationalists. 2. Founder Dependence: Extreme 
over-reliance on Baba Ramdev’s persona; his 
controversies and legal troubles directly impact 
brand equity ("Founder Risk"). 3. Quality 
Consistency: Historical issues with FSSAI 
(e.g., Noodles, Ghee) and recent drug license 
suspensions raise quality assurance concerns. 
4. Lack of R&D Perception: Viewed as 
"pseudo-science" compared to the clinical 
rigour of MNC competitors. 

Opportunities Threats 

1. Evidence-Based Ayurveda: Investing in 
real clinical trials to scientifically validate 
products like Coronil or Livogrit to regain trust. 
2. Premiumization: Expanding the "Nutrela" 
and "Saundarya" ranges for high-income 
segments who value "Clean Label" products. 3. 
Export Markets: Global demand for 
organic/herbal products remains high, provided 
regulatory standards (USFDA/EMA) are met. 4. 
Digital D2C: Leveraging e-commerce to 
bypass traditional retail bottlenecks and reach 
younger consumers directly. 

1. Legal & Regulatory Action: Continued 
scrutiny under the Drugs and Magic Remedies 
Act; potential class-action suits or further 
license cancellations. 2. Competitive 
Response: HUL (Ayush), Colgate (Vedshakti), 
and Dabur have successfully launched herbal 
counter-products, neutralizing Patanjali's USP. 
3. Political Shifts: Any change in the central 
government could reduce the perceived "soft 
protection" the brand has allegedly enjoyed. 4. 
Activism: The IMA and consumer bodies are 
now hyper-vigilant against misleading claims. 

4. Research Methodology 

This report employs a qualitative research methodology based on a rigorous analysis of 
secondary data. The study adopts a case study approach to provide a holistic view of the 
organization’s evolution. The primary sources of data include: 

1. Judicial Records: Orders, affidavits, and judgments from the Supreme Court of India 
(specifically IMA v. Union of India, 2024) and orders from the Uttarakhand State Licensing 
Authority. 

2. Financial Disclosures: Annual Returns and Financial Statements of Patanjali Foods 
(formerly Ruchi Soya) and ROC filings for Patanjali Ayurved Limited (private entity). 

3. News Archives & Industry Reports: Data from reputable financial news outlets 
(LiveMint, Economic Times, Business Standard), market research firms (Nielsen, Kantar), 
and academic journals published between 2015 and 2025. 

4. Statutory Acts: Detailed legal analysis of the Drugs and Magic Remedies (Objectionable 
Advertisements) Act, 1954 and the Drugs and Cosmetics Rules, 1945. 

Limitation: As Patanjali Ayurved Limited is a private entity (distinct from the listed Patanjali 
Foods), some granular financial data regarding specific profitability of the pharmaceutical 
division is based on estimates and press disclosures rather than audited public statements 
available to the general public. 



5. Findings Part I: The Disruption Phase (2014-2019) 

5.1 The "Blue Ocean" of Mass-Market Ayurveda 

Between 2014 and 2019, Patanjali grew at a pace unprecedented in the history of the Indian 
consumer goods sector. In FY2011, revenue was a mere ₹1,000 Crore; by FY2017, it had 
surged to ₹10,526 Crore. This "hockey stick" growth curve was driven by the "Blue Ocean" 
strategy of creating a new value curve that combined price, health, and nationalism. 
While competitors like Colgate and Unilever were locked in a "Red Ocean" of competition 
focusing on cosmetic benefits like "fresh breath" and "whiteness," Patanjali focused on "gum 
strength," "herbal ingredients," and "Swadeshi" with Dant Kanti. This forced the consumer to re-
evaluate their criteria for toothpaste purchase. Similarly, in the noodles category, Patanjali 
attacked Nestlé’s Maggi during its 2015 lead crisis not just on taste, but on "health" (claiming no 
lead/MSG, whole wheat Atta) and "price" (₹15 vs ₹25). 

5.2 Comparative Pricing Strategy: The Disruption Engine 

A critical component of this disruption was aggressive pricing. Patanjali consistently undercut 
market leaders, forcing them to either lower prices or launch "fighter brands" to protect their 
market share. The cost advantage was derived from low marketing spends and a simplified 
supply chain that leveraged the voluntary labor of yoga camp attendees. 
Table 3: Comparative Price Analysis (Peak Growth Phase ~2016-2017) 

Product 
Category 

Patanjali 
Product 

Price (₹) Competitor 
Product 

Price (₹) Difference Insight 

Toothpaste Dant Kanti 
(200g) 

₹75 - ₹85 Colgate 
Dental 
Cream 
(200g) 

₹95 - ₹105 ~20% 
Cheaper 

Forced 
Colgate to 
launch 
Vedshakti to 
compete on 
herbs. 

Honey Patanjali 
Honey 
(500g) 

₹135 Dabur Honey 
(500g) 

₹199 ~32% 
Cheaper 

Triggered a 
price war in 
the honey 
segment. 

Noodles Atta Noodles 
(70g) 

₹15 Maggi Atta 
Noodles 
(70g) 

₹25 ~40% 
Cheaper 

Capitalized 
on the Maggi 
ban vacuum 
(2015). 

Ghee Cow Ghee 
(1L) 

₹450 - ₹500 Amul Ghee 
(1L) 

₹490 - ₹560 ~10% 
Cheaper 

Became a 
category 
leader by 
volume in the 
cow ghee 
segment. 

Face Wash Saundarya 
Face Wash 

₹60 Himalaya 
Neem Face 
Wash 

₹75 ~20% 
Cheaper 

Disrupted the 
herbal 
skincare 
market. 

Analysis: The data shows Patanjali did not just match prices but offered significant savings, 



often between 20-40%. This "price-value" equation was irresistible to the inflation-hit Indian 
middle class, especially when layered with the "Swadeshi" moral incentive which posited that 
buying Patanjali was an act of nation-building. 

5.3 Revenue Growth Trajectory 

The following data illustrates the explosive growth followed by a period of stagnation and 
subsequent restructuring, highlighting the limits of the initial disruption model. 
Data for Visualization: Revenue Growth Chart (2010-2024) 

● 2010-11: ₹1,000 Cr 
● 2011-12: ₹300 Cr (Dip due to operational restructuring) 
● 2012-13: ₹841 Cr 
● 2013-14: ₹1,184 Cr 
● 2014-15: ₹2,006 Cr 
● 2015-16: ₹8,000 Cr (The breakout year; 150% growth) 
● 2016-17: ₹10,526 Cr (Peak Disruption Phase) 
● 2017-18: ₹9,500 Cr (Impact of GST implementation and Demonetization) 
● 2018-19: ₹8,330 Cr (Distribution inefficiencies and competitive response kick in) 
● 2019-20: ₹9,022 Cr 
● 2021: ₹9,872 Cr 
● 2023-24 (PAL Private): ₹9,335 Cr (Recovered, but growth slowed; figure aided by 'other 

income' from Ruchi Soya divestment). 
● Note on 2024: The massive revenue figure of ~₹31,000 Cr often cited belongs to 

Patanjali Foods (the listed entity, formerly Ruchi Soya), which now houses the edible oil 
and food business, separating it from the private Ayurvedic entity. 

This trajectory reveals that the "disruption phase" peaked in 2017. Post-2018, the novelty wore 
off, and operational challenges (stockouts, quality complaints) began to surface, forcing the 
company to consolidate and acquire Ruchi Soya to maintain growth momentum. 

6. Findings Part II: The Regulatory Crisis (2020-2024) 

The transition from a market disruptor to a legal violator began when Patanjali started 
positioning its products not just as "supplements" or "FMCG" but as "cures" for chronic and 
incurable diseases, directly challenging the scientific consensus and regulatory statutes of India. 

6.1 The IMA Lawsuit and the "Coronil" Controversy 

The conflict escalated dramatically during the COVID-19 pandemic. In June 2020, Patanjali 
launched Coronil, claiming it was a "cure" for COVID-19 with a 100% recovery rate within 7 
days, backed by clinical trials. The Ministry of AYUSH immediately barred the company from 
selling it as a "cure," relegating it to an "immunity booster." However, Baba Ramdev continued 
to disparage allopathy, calling it a "stupid science" and blaming modern medicine for the deaths 
of lakhs of people during the pandemic. 
This prompted the Indian Medical Association (IMA) to file a writ petition in 2022 (Indian 
Medical Association v. Union of India), alleging a smear campaign against the national 
vaccination drive and modern systems of medicine. The IMA argued that Patanjali’s 
advertisements were not just misleading but dangerous, as they encouraged patients to 
abandon evidence-based treatments in favor of unverified herbal remedies. 

6.2 The Supreme Court Verdict (2024) 



The legal battle reached its zenith in 2024 before a division bench comprising Justice Hima 
Kohli and Justice Ahsanuddin Amanullah. The Court took extreme exception to Patanjali’s 
continued advertisements claiming to cure diseases like diabetes and blood pressure, despite 
an earlier solemn undertaking given to the Court in November 2023 to cease such ads. 
Key Aspects of the Verdict & Proceedings: 

1. Contempt of Court: The Court issued contempt notices to Baba Ramdev and Acharya 
Balkrishna personally for violating their undertaking. The bench refused to accept their 
initial apologies, labelling them "lip service," "perfunctory," and "a game of dice". 

2. The "Unconditional" Apology: It was only after severe reprimands, where the Court 
threatened to "rip them apart" for perjury, that the founders tendered an "unconditional 
and unqualified" public apology. They were forced to publish this apology in newspapers 
with the same size and prominence as their misleading advertisements. 

3. Suspension of Licenses: As a direct fallout of the SC's scrutiny of the Uttarakhand State 
Licensing Authority's inaction ("keeping their eyes shut"), the state government 
suspended the manufacturing licenses of 14 products in April 2024. 

4. Self-Declaration Mandate: In a sweeping reform, the Court expanded the scope to the 
entire FMCG sector, mandating that all advertisers must file a "Self-Declaration 
Certificate" on the Broadcast Seva Portal before publishing ads, confirming that no 
misleading claims are made. 

6.3 The "Drugs and Magic Remedies Act" & The 14 Banned Products 

The core violation cited was under the Drugs and Magic Remedies (Objectionable 
Advertisements) Act, 1954 (DOMA). Section 3 of the Act strictly prohibits advertising cures for 
54 specific diseases/conditions listed in Schedule J, including Diabetes, Glaucoma, High Blood 
Pressure, and Obesity. Patanjali’s advertisements claiming to "cure" these conditions were a 
direct violation of this statute. 
Table 4: List of 14 Suspended Patanjali Products (2024) Source: Uttarakhand State 
Licensing Authority Order, April 2024 

Product Name Claimed Indication 
(Violative) 

Condition in Schedule J 
(DOMA 1954) 

Reason for Suspension 

Swasari Gold Respiratory Cure Asthma Misleading ad claiming 
cure 

Swasari Vati Respiratory Cure Asthma Misleading ad claiming 
cure 

Bronchom Bronchitis Cure Asthma/Respiratory Misleading ad claiming 
cure 

Swasari Pravahi Respiratory Cure Asthma Misleading ad claiming 
cure 

Swasari Avaleh Respiratory Cure Asthma Misleading ad claiming 
cure 

Mukta Vati Extra 
Power 

Blood Pressure Cure High/Low Blood 
Pressure 

Claiming permanent 
cure for BP 

Lipidom Cholesterol Cure Heart Diseases Claiming to reduce 
cholesterol/heart risk 

Bp Grit Blood Pressure Cure High/Low Blood 
Pressure 

Claiming cure for BP 

Madhugrit Diabetes Cure Diabetes Claiming to cure 
Diabetes 

Madhunashini Vati Diabetes Cure Diabetes Claiming to cure 



Product Name Claimed Indication 
(Violative) 

Condition in Schedule J 
(DOMA 1954) 

Reason for Suspension 

Diabetes 

Livamrit Advance Liver Cure Liver Disorders Misleading claims 
regarding liver health 

Livogrit Liver Cure Liver Disorders Misleading claims 
regarding liver health 

Eyegrit Gold Eye Disease Cure Glaucoma/Cataract Claiming to cure eye 
diseases 

Drishti Eye Drop Vision Improvement Disorders of Optical 
System 

Claiming to improve 
vision/remove specs 

6.4 Legal Timeline of the Crisis 

Table 5: Legal Timeline of IMA vs. Patanjali (2022-2024) 

Date Event Key Detail & Impact 

Aug 2022 IMA Files Petition IMA sues Patanjali for smear 
campaign against Allopathy & 
Vaccination. 

Nov 21, 2023 Patanjali's Undertaking Patanjali assures the Supreme 
Court it will stop misleading ads 
claiming "permanent cures" 
and will not disparage other 
systems of medicine. 

Nov 22, 2023 Press Conference Only a day later, Baba Ramdev 
holds a press meet reiterating 
claims, essentially defying the 
SC undertaking. 

Feb 27, 2024 Contempt Notice SC issues contempt notice to 
Patanjali and Balakrishna for 
continued ads, pulling up the 
Centre for inaction. 

April 10, 2024 Rejection of Apology SC rejects the second affidavit 
of apology, warning "we will rip 
you apart" for perjury; refuses 
to accept "media department 
error" excuse. 

April 15, 2024 License Suspension Uttarakhand Govt suspends 
manufacturing licenses of 14 
products under pressure from 
SC scrutiny. 

April 23, 2024 Public Apology Patanjali publishes 
"Unconditional Apology" in 
newspapers, acknowledging 
the breach of the SC order. 

May 7, 2024 Expanded Scope SC expands the case to include 
all FMCG/Consumer goods 
companies, questioning the 
mechanism for self-declaration. 



Date Event Key Detail & Impact 

Aug 13, 2024 Proceedings Closed SC accepts the apology and 
closes contempt proceedings 
but warns of future strictness if 
violations recur. 

7. Discussion: PESTLE Analysis 

The Patanjali crisis is not merely a legal event; it represents a complex convergence of political, 
social, and economic forces that have reshaped the operating environment for the company. 
Table 6: PESTLE Analysis of Patanjali Ayurved (2025) 

Factor Analysis & Implications 

Political Patronage vs. Liability: Patanjali initially 
benefited from the nationalist (Hindutva) 
political climate, aligning its brand with the 
government's promotion of AYUSH and 
Atmanirbhar Bharat. However, the 2024 crisis 
demonstrated the limits of this patronage. The 
Supreme Court forced the State Government 
(Political Executive) to act against the 
company, exposing a rift where the Judiciary 
overruled political inaction to uphold statutory 
law. 

Economic Inflationary Pressure: As inflation rose in 
2023-24, Patanjali's "low price" USP eroded. 
With raw material costs for authentic herbs 
rising, the company could no longer subsidize 
prices without hurting margins, leading to a 
stabilization of revenue rather than the 
explosive growth of the past. The acquisition of 
Ruchi Soya was a strategic hedge against this. 

Social Faith vs. Science: The brand relies on the 
"Guru-Shishya" tradition where the Guru's word 
is law. The crisis revealed a demographic split: 
the "Faith" segment remains loyal, while the 
"Aspirational/Rational" segment (urban youth) 
has moved to "Clean Label" brands that offer 
transparency, not just rhetoric. The apology 
was a blow to the "infallible" image of the Guru. 

Technological Digital Amplification: The same digital 
channels (YouTube, WhatsApp) that built the 
brand became its undoing. The videos of 
Ramdev mocking oxygen cylinders during 
COVID went viral, creating irrefutable digital 
evidence for the IMA's case. The SC used this 
digital trail to hold the founders accountable. 

Legal Judicial Activism: The activation of the Drugs 
and Magic Remedies Act (a dormant 1954 law) 
by the SC sets a precedent. It signals the end 
of the "soft regulation" era for AYUSH products. 



Factor Analysis & Implications 

The "Rule 170" fiasco—where the SC slammed 
the government for trying to omit the rule 
regulating AYUSH ads—showed the judiciary's 
willingness to strike down executive 
deregulation if it harms public health. 

Environmental Sourcing Sustainability: With massive scale 
comes the challenge of sourcing authentic 
herbs. Questions regarding the sustainability of 
sourcing rare herbs for mass production remain 
a latent threat to the "Purity" narrative. As 
volume grows, the pressure to dilute quality 
increases, creating a vulnerability. 

7.1 Critical Interpretation: The Political-Legal Clash 

A profound insight from the 2024 crisis is the failure of "Regulatory Capture." For years, 
complaints against Patanjali languished in state departments, particularly in Uttarakhand where 
the company is headquartered. The Supreme Court's intervention was an indictment of the 
Executive branch. The Court explicitly asked why the State Licensing Authority "kept its eyes 
shut" and waited for the Court to pass orders before acting. This indicates that while Patanjali 
may have enjoyed significant political goodwill, the Indian Judiciary remains an independent 
arbiter capable of dismantling such protection when public health is at risk. 

7.2 Impact on Brand Trust 

Has the "Ayurveda" label lost its shine? The crisis has likely caused a bifurcation of the brand's 
equity: 

1. Generic Damage: The "Ayurveda" category as a whole faces higher scrutiny. Consumers 
now demand "Certified" Ayurveda rather than "Trusted" Ayurveda. 

2. Brand Specific: Patanjali's "Chyawanprash" or "Toothpaste" (FMCG) might survive 
because they don't claim to cure cancer. But its "Medicines" (Divya Pharmacy arm) face 
an existential crisis of credibility. The "Dhoka" (Fraud) label stuck by the Delhi High Court 
in a separate case regarding Chyawanprash ads reinforces this negativity and arms 
competitors with powerful counter-narratives. 

8. Conclusion & Future Outlook 

In 2025, Patanjali Ayurved stands at a critical crossroads. The era of "unbridled disruption" 
(2010-2019) is definitively over, replaced by an era of "enforced compliance" (2020-2024). The 
company successfully broke the hegemony of MNCs and mainstreamed Ayurveda, a 
monumental achievement that permanently altered the Indian consumer psyche. However, its 
transition from a challenger to a market leader was marred by a refusal to adhere to the 
scientific and legal boundaries that govern the healthcare sector. 
The Supreme Court's 2024 verdict is a watershed moment. It established that commercial 
speech (advertising) cannot override the right to life and health (Article 21). The apology 
tendered by the founders was a humiliation for a brand built on "pride" and "truth," but it was a 
necessary capitulation for survival. 
Future Outlook: 

● Consolidation: We will see a cleaner separation between the "Safe" FMCG business 



(Foods, Home Care) and the "Risky" Pharma business. The FMCG arm (Patanjali Foods) 
will likely distance itself from the controversial medical claims to protect its stock price and 
institutional investors. 

● Normalized Growth: The days of 100% YoY growth are gone. Patanjali will grow at 
industry standard rates (8-12%), competing on fundamentals (distribution, price, quality) 
rather than novelty or nationalism. 

● Regulatory Watch: The "Sword of Damocles" hangs over the company. One more 
violation could lead to custodial sentences for the founders, given the "unconditional" 
nature of their apology. The brand must now operate with a level of compliance it has 
never before deemed necessary. 

9. Recommendations 

To regain trust and ensure sustainability in 2025 and beyond, Patanjali must adopt the following 
strategic initiatives: 

1. Strategic Decoupling of Brand and Medicine: 
○ Action: Distinctly separate the branding of FMCG products (Toothpaste, Ghee) from 

Therapeutic Medicines. Use a sub-brand (e.g., "Divya Clinical") for medicines and 
subject them to rigorous, peer-reviewed clinical trials before advertising. 

○ Rationale: This prevents controversies in the medical wing (like the Coronil 
debacle) from tainting the safe, revenue-generating FMCG portfolio. A distinct 
identity helps insulate the core business from regulatory shocks in the pharma 
sector. 

2. Invest in "Evidence-Based Ayurveda" (R&D): 
○ Action: Move beyond "Shastra-based" (textual) claims to "Science-based" (clinical) 

claims. Partner with independent medical universities to conduct double-blind 
placebo-controlled trials for flagship medicines like Madhunashini and publish 
results in reputable journals, not just press releases. 

○ Rationale: To win back the urban, educated consumer, Patanjali must speak the 
language of science. "Faith" is no longer sufficient currency in the post-pandemic 
health market where efficacy is scrutinized. 

3. Institutionalize Corporate Governance: 
○ Action: Reduce the "Founder Risk" by empowering a professional CEO and a 

scientific advisory board comprising neutral experts. Limit the founders' direct 
involvement in day-to-day advertising claims. 

○ Rationale: The 2024 crisis was exacerbated by the founders' personal press 
conferences and public defiance. A professional corporate communication strategy 
would mitigate the risk of loose statements leading to contempt of court and ensure 
that marketing claims pass legal muster before release. 
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