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ABSTRACT In today’s world the nutraceutical market if an emerging market. Indian nutraceutical market is also booming 
with a good growth rate. The study tries to find out various determinants that affect the nutraceutical market 

and are important to be considered while making the strategies for this market. However this study also tries to examine the 
various key determinants involved in the purchasing behaviour of consumers while purchasing their cosmeceutical product. 
The target sample was above 15 years. The study was carried in Delhi, India and the data was collected from 120 respond-
ents who are using the nutraceutical products. The sampling method used is the random sampling method. The instrument 
used to collect primary data is the questionnaire. The data is finally analyzed through analytical software named SPSS version 
16. The study also helps various nutraceutical companies to make their strategies for retention in this market.

INTRODUCTION
The term Nutraceutical itself explains its meaning that is a prod-
uct having nutrient along with a medicinal property. It can be 
said as a purified form of food which is available in medicinal 
form. Dr. Stephen L. Defelice first coined the term Nutraceuti-
cal. These nutraceutical products are the health products having 
medicinal benefits which can be used for the prevention and 
treatment of various diseases. Two most dominating categories 
of nutraceutical products are phytochemicals and antioxidants. 
Nutraceutical products having phytochemicals are helpful in the 
protection of disease while nutraceutical products having anti-
oxidants helps in the prevention of the disease. There is a boom 
in this market and the reason may be due to the increased pop-
ularity of these products. This boom in the nutraceutical market 
may be due to the following reasons: 

1. Self medication is easy in case of nutraceutical products.
2. Due to less adverse effects

The global nutraceutical market
We can define the global nutraceutical market as the collec-
tive sales beverages, supplements and functional foods having 
bioactive ingredients that include proteins, fibers, peptide, vita-
mins, minerals etc. There is a need of a blockbuster model for the 
nutraceutical market that dominates. Today the food industry s 
moving towards the premiumisation and low pricing this may be 
due to the pressure of performing well with reducing margins 
and rising costs. The BCC research carried out in 2007 gives a 
picture of various trends in the nutraceutical industry through 
2007, and makes market projections over a 5-year period, from 
2008 to the end of 2013. This report contains a detailed assess-
ment of seven bioactive ingredients, 18 food product catego-
ries, eight application areas, and four geographic areas, thereby 
providing compre hensive market estimates for more than 1,200 
market sub segments. In a recent comprehensive global report 
on the nutraceuticals market (September 2010), Global Industry 
Analysts, Inc. reported that the global nutraceuticals market is 
projected to exceed $243 billion by 2015. The U.S., Europe and 
Japan dominate the global market and account for more than 
85 percent market share.

Figure: 1

•	 The	global	market	for	nutraceutical	products	increased		
from $117.3 billion in 2007 to an estimated $123.9 billion 
in 2008. It should reach $176.7 billion in 2013, a com-
pound annual growth rate (CAGR) of 7.4%. 

•	 Nutraceutical	 foods	 currently	 have	 the	 largest	 share	 of	
the market and were worth $39.9 billion in 2007. This is 
expected to increase to $40.6 billion in 2008 and $56.7 
billion in 2013, for a CAGR of 6.9%.

•	 Nutraceutical	beverages	generated	$38.4	billion	in	2007	
and an estimated $42.8 billion in 2008. This segment is 
expected to dominate the market in 2013 with revenues 
of $71.3 billion, for a CAGR of 10.8%.

The Indian nutraceutical market
Among the various markets in India nutraceutical market is 
one of the booming markets. The boom in this segment of 
market leads to the diversification of various industry players 
into this market. The growth of the nutraceutical market in 
India is 21 percent annually Some other factors which lead 
to the growth of this market are support from the govern-
ment bodies and increasing demand from the consumers. 
The country’s demand for these compounds will increase 8.0 
percent annually to $1.1 billion in 2013 (Freedonia, 2009). 
The Indian market is one of the largest food, beverages and 
pharmaceutical market in spite of its underdeveloped prima-
ry health care system and developing economic status. There 
are many big firms in this industry in India among which the 
leading once are Britannia Industries (baked goods and dairy 
products), Nestle India (milk, nutritionals, functional drinks, 
prepared dishes and confectionery products), and Tata Tea 
(conventional and specialty teas). Spurred by trends in the 
domestic production of end-use products, demand for herb-
al and non-herbal extracts in India is forecast to advance 7.5 
percent annually to $128 million in 2013. (Freedonia, 2009)

LITRATURE REVIEW
Nutraceuticals are commonly defined as any substance that 
is considered a food, a part of a food, a vitamin, a mineral, 
or an herb that provides health benefits, including disease 
prevention and/or treatment, and they were first identified 
in 1989 (Kalra, 2003). In Indian market most of the nutra-
ceuticals which are available are from the traditional Indian 
Ayurvedic Medicines and these are marketed under different 
brand names (Patwardhan et al., 2005). In terms of market-
ing these nutraceutical products from natural origin such as 
herb, tree species etc, there is not much of competition in 
India (Datta Banik & Basu, 2002; Patwardhan et al., 2005). We 
have also seen that there are no strict pharmaceutical regula-
tions meant for these nutraceutical products in India. In India 
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a range of these nutraceutical products is available as over 
the counter i.e. without the medical prescription (Patwardhan 
et al., 2005). India’s major export destination is the USA and 
Japan (Patwardhan et al., 2005). Even today no strict label-
ling and branding is required for these products. In addition 
cost of production typically is low, making this produce highly 
competitive in Asian and African markets (World Nutraceu-
ticals, 2006). Estimated value of the industry is $10 billion 
per annum with exports of $1.1 billion per annum making a 
significant contribution to the export market (Singh, Singh & 
Khanuja, 2003).

The United States of America (USA) currently possesses the 
largest and most rapidly expanding functional food and nu-
traceutical market in the world (World Nutraceuticals, 2006). 
Its strong domestic market supports major imports from Ja-
pan, North and South Korea, China, India, Brazil, the Euro-
pean Union (EU), Australia, New Zealand and other parts of 
the world (World Nutraceuticals 2006). For the USA it has 
been suggested that about 50% of its multi-billion dollar 
food market can be related to use of nutraceuticals and func-
tional food products (Belem, 1999). In 2003 Canadian trade 
in nutraceuticals and functional foods represented 3% of the 
global market compared to the USA (35%) and EU (32%) 
(D’Innocenzo, 2006). 

OBJECTIVES OF THE STUDY
To find out the most preferred group which are using these 
nutraceutical products.

To find out the role of influencers in the marketing aspects of 
these nutraceutical products.

To find out the least preferred attribute and most preferred 
attribute related to the nutraceutical product.

RESEARCH METHODOLOGYt
Sources of Data
To analyse the consumer’s preferences on nutraceutical prod-
ucts both primary and secondary data were used. Primary 
data was collected from the respondents through question-
naire by face to face interaction. Secondary data was collect-
ed from various books, journals and websites.

Sampling technique and sample size
A convenience sampling technique was adopted and a total 
of 120 sample size of respondent if taken from Delhi. 

Data Collection tool
A well structured questionnaire was prepared for the purpose 
of collecting the data.

Limitations of the study
The study is limited to Delhi only. Because of this reason the 
study cannot be generalized to whole of India. 

FINDINGS

According to table 1 the most preferred category of nutra-
ceutical product ingredient is the vitamin which is followed
by antioxidants.

Table 2 indicated the adverse effects/side effects of the nu-
traceutical products. Here we came to know that 73.3 per-
cent people feel that there are no side effects of nutraceutical 
products but 10 percent people say that they have dizziness.

Table 4 shows that 40.8 percent people are influenced by the 
advertisement to buy a nutraceutical product. Hence we can 
say that mostly people are influenced by the advertisements 
to buy these products.

When it comes to the purpose of using the nutraceutical 
products then as per table 4 we say that 58.3 percent people 
are using the nutraceutical products to improve their body 
function. The next major reason is to improve the mental per-
formance.

Table 5 shows that 68.3percent people prefer to buy their 
nutraceutical product at a cost of rupees 100 to rupees 150.
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According to table 6 about 48.3 percent people under the 
study become aware about these nutraceutical products 

though the advertisement. Hence we can say that advertise-
ment plays a vital role in the awareness of people about these 
products and hence increases the sales of these products.

When asked about the time period in which they feel the 
action of these products then get to know from table 7 that 
72.5 percent people are benefited by these products within 
3 months.

Table 8 shows the most preferred nutraceutical product by 
consumers and we can say that 42.5 percent people prefer 
to use Horlics over other nutraceutical products. The second 
most preferred nutraceutical product comes out to be Bourn-
vita.

When we do crosstabulation between the products and its 
most preferred attributes then we came to know from table 
9 that reliability is the most preferred attribute for consumers 
related to nutraceutical products.

When we do crosstabulation between the products and its 
least preferred attributes then we came to know from table 
10 that price is the least preferred attribute for consumers re-
lated to nutraceutical products. That means that for consum-
ers price is not an important factor. They want their product 
should be reliable and is of high quality.

Table 11 shows crosstabulation between the occupation of 
the person and the product type. Here we came to know that 
mostly athletes and body builder are using these nutraceuti-
cal products.

When we did crosstabulation between age group and the 
product type as shown in table 12 we came to know that the 
age group which is using these products is between 25 years 
to 35 years which can either be athletes or body builders.

CONCLUSION
The nutraceutical products category is an emerging field and 
most of the companies are now focusing towards this area. In 
this study we came to know about the age group which uses 
these nutraceutical products the most and people of which 
occupations are using these nutraceutical products. The 
study also tells us about the source buy which consumers are 
getting aware about these products and also the purpose for 
which they are using these nutraceutical products. In today’s 
world there are two most emerging fields in the pharmaceuti-
cal industry one is the cosmeceutical products and the other 
is the nutraceutical products. So this study will help various 
nutraceutical manufacturing companies to make their strat-
egies regarding the sales and marketing the nutraceutical 
products and how to improve their nutraceutical products.
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