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Abstract 

Covid-19 Pandemic Has Ended In Massive Loss Of Valuable Human Lives And Their 

Family Members. It Caused Destruction Of Livelihoods As Well As Financial Crisis Of 

Unpredicted And Unexpected Levels Across The Globe. Indian Government In Association 

With Ministry Of Ayush Has Formulated Many Strategies And Preventive Measures To 

Handle The Situation Of Covid-19. These Strategies And Implementation Has Helped The 

People To Overcome The Early Stages Of Infection Caused By Corona Virus. Thus The 

Researcher Intends To Analyze The Perception And Preference Towards Ayurvedic 

Medicines After Covid-19 Among The General Public In Tamil Nadu. The Researcher Also 

Aimed To Find Out The Preference Given By The Respondents Towards Ayurvedic 

Medicines Frequently Taken By Them For Treating Different Types Of Illness. The Study 

Was Carried Among The Public Throughout Tamil Nadu. Convenience Sampling Method 

Was Used To Draw The Samples From The Study Area. The Sample Size Was 390 

Respondents. Research Model Was Framed With The Variables Perception, Usage, 

Preference And Satisfaction. Four Hypotheses Were Framed For This Research. Primary 

Data Was Collected Through Well-Structured Questionnaire. Variables Such As Perception, 

Usage, Preference And Satisfaction Were Used In The Questionnaire. The Data Collected 

From The Public Were Analyzed Using Spss Version 26 And Amos 23 For Structural 

Equation Modelling. The Correlation Coefficients Of Perception Towards Usage And 

Preference Towards Usage Are Significant At The 0.05 Significance Level. This Indicates 

That Usage As A Mediating Variable Partially Mediating The Relationship Of Perception Of 

The Consumers And Preference Of The Consumers Towards Ayurveda Medicines. 

Perception Towards Preference Are Significant At 0.05 Significance Level. On The Other 

Hand, Correlation Coefficient Of Usage Towards Satisfaction Is Non-Significant. The 

Proposed Research Model And Hypotheses Were Tested And Proved.  

Key Words: Ayurvedic Medicines, Covid-19, Perception, Customer And Preference.  

Introduction 

The Sanskrit Word Ayurveda Has Two Synonyms: Ayur, Which Means "Life," And 

Veda, Which Means "Knowledge." Science Is The Systematic Organisation Of Reasoning 

And "Knowledge" As A Result, Ayurveda Is Also Known As The "Science Of Life." It 
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Stems From The Ancient Vedic Literature, Which Encompasses The Body, Mind, And Spirit. 

Ayurveda, Which Has A 5,000-Year History (Rajani, 2016), Is Still Widely Practised Today. 

It Emphasises The Concept That Prevention Is Better Than Therapy, As Well As Nature's 

Curative Properties. Ayurveda Has Prospered Since The Vedic Period, When These Vedas 

First Taught And Propagated Their Principles (Girija & Anisha, 2020). (Pednekar & 

Mayekar, 2021). As A System Of Healthcare Medicine, Ayurveda Has Its Own Theory And 

Procedures For Treating Patients (Sathiyaseelan Et Al., 2015). During The Ancient Time, It 

Was Practised In The Nations Of South Asia. After Colonisation, Ayurveda Fell Out Of 

Favour And Allopathy Gained Prominence Among The Populace. Today, Ayurveda Has Re-

Entered The Healthcare Industry As A More Effective Treatment For A Number Of 

Disorders, Particularly The Most Prevalent Lifestyle Conditions Such As Obesity, 

Hypertension, Diabetes, And Heart Disease. Kerala, An Indian State, Offers A Complete 

Professional Ayurvedic Treatment To Both Domestic And Foreign Healthcare Consumers 

With More Competence In The Housing, Food, And Travel Arrangements 

(Suhail&Srinivasulu, 2021). Utilization Of Conventional Medicine Is On The Rise; Its Safety 

And Efficacy Have Been Established Over Time. If Demand And Supply Are Maintained, 

This Might Be Used To Improve The Health Of The Country. Both Domestically And 

Abroad, There Is A Growing Demand For Ayurvedic Formulations. Herbal Remedies Have 

Long Been A Part Of Traditional Medical Practises In India, Including Unani And Ayurveda. 

Ayurveda Uses 700 Species, Unani Uses 700, Siddha Uses 600, Amchi Uses 600, And 

Modern Medicine Uses Roughly 30 Species (Girendra Kumar Et Al., 2012). In General, 

People Prefer Herbal Medications For Minor Illnesses Such A Cough, Cold, Small Wound, 

Headache, And Body Soreness. In Deadly Disorders, They Are Less Frequently Employed. 

Among The Herbs That Are Frequently Used At Home Are Cardamom, Fenugreek, Giloy, 

Ginger, Cinnamon, Clove, Turmeric, And Many More. Clove Is Used For Toothaches As 

Well As Coughs And Colds, While Liquorice Is Used For Mouth Ulcers And Throat 

Infections (Yashasvi Sharma, 2021). Some Treatments, Like As Massages And Rejuvenation 

Therapies, Are Performed During The Monsoon Because The Cool, Dust-Free Air Opens The 

Body's Pores To The Greatest Extent And Makes It More Responsive To Ayurvedic Herbal 

Oils And Therapy (Sunitha, 2020). Numerous Characteristics Combine To Make Ayurveda 

The Total Health Solution. It Boosts The Immune System's Ability To Combat Illness, Which 

Progressively Aids Patients In Achieving Better Health Or Ayurveda Maintains Equilibrium 

To Repair Any Imbalances And Disorders. Because Ayurveda Values Natural Species And 

Places Equal Attention On Mental Wellness, The Environment Is Important In This System 

Of Medicine (Ranjan Et Al., 2020) (Bulsara & Yadav, 2017). Natural Remedies, Which Are 

General Daily Health Supplements, Assist In Treating The Underlying Condition While Also 

Calming Other Bodily Systems. The Human Health Can Be Rejuvenated And Revitalized 

With The Aid Of Holistic Treatments. Natural Herbal Medicines Address The Underlying 

Problem Rather Than Just The Symptoms And Hence Contributing To The Permanent Cure 

Of A Medical Condition (Arya Et Al., 2012). In Developing Nations, Tms (Traditional 

Medical System) Operate As A Natural Blessing And Play A Crucial Role For The Rural 

Poor. Additionally, Tm Is Experiencing A Worldwide Renaissance Due To Its User-

Friendliness And The Inherent Adverse Effects Of Contemporary Medications. In Fact, India 

Is The Home Of Traditional Medicine, Which Includes Ayurveda, Siddha, Unani, And 

Homoeopathy (Karunamoorthi Et Al., 2012). The Indian Government Is Aiming To 

Mainstream The Indigenous Medical System. According To Who Estimates, 70% Of Indians 

Use Traditional Medical Systems. Ayurvedic Products Saw Some Encouraging Trends At 

The Beginning Of The Twenty-First Century. Ayurveda Adopts A Comprehensive 

Perspective Of An Individual's Physical, Mental, Spiritual, And Social Aspects. Ayurvedic 
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Recommendations Are Essential To Communal Life Since They Are Tried-And-True And 

Can Be Used Regardless Of One's Socioeconomic Situation (Sawant, 2019). 

Covid-19 

The World Health Organization Classified The Covid-19 Outbreak A Global 

Pandemic In March Of 2020. The New Coronavirus Has Wreaked Devastation Around The 

Globe, Severely Impacting Public Health Systems And Human Health, As Well As Wreaking 

Havoc On Global Economies. The Majority Of Nations Implemented Preventative Measures 

To Slow The Spread Of Disease, Such As Multi-Sector Emergency Responses, The 

Installation Of Quarantine Or Isolation Centres, The Construction Of Diagnostic And 

Treatment Centres, And The Provision Of Necessary Intensive Care Services (Donia Et Al., 

2021). Due To The Pandemic, Many People Died All Across The World. Although The Loss 

Of Livelihoods Due To Trade And Financial Collapse Has Continued To Be Negative, 

Especially In Nations With Little Resources, The Loss Of Irreplaceable Human Lives Has 

Touched Both The Wealthy And The Impoverished (Nicola Et Al., 2020). (Rasul Et Al., 

2021). The Federal (Central) And Provincial (State) Governments Have Coordinated Efforts 

To Expedite The Vaccination Push, Along With Active Management Of All Positive Cases 

And Coordinated Preventative And Mitigation Initiatives, And It Is Anticipated That A Third 

Wave Will Occur (Joseph Et Al., 2021). Traditional Medical Systems Around The World 

Have Developed Guidelines For The Prevention And Treatment Of Early Covid-19 Based On 

Existing Practises And Understanding (Hussain Et Al., 2020) (Tillu Et Al., 2020) (Zhao Et 

Al., 2021). (Paudyal Et Al., 2022). The Government Of India's Ministry Of Ayush (Which 

Governs Ayurveda, Yoga, Naturopathy, Unani, Siddha, And Homeopathy) Advocated A 

Variety Of Ayurveda-Based Pandemic Prevention Measures As Early As March 20, 2020. In 

November 2020, The Ministry Will Publish The National Clinical Management Protocol For 

Ayurveda And Yoga Based On Ayurveda Treatise Knowledge, Empirical Data, Clinical 

Practise Experience, And Preliminary Findings From Ongoing Clinical Investigations 

(Ministry Of Ayush, 2022). Ayurvedic Medicine Has First Assisted In The Treatment Of The 

Covid 19 Epidemic. Thus, The Researcher Seeks To Examine The Public's Attitude And 

Preference Regarding Ayurvedic Medications In Tamil Nadu Following The Covid 19 

Epidemic. 

Review Of Literature 

Ayurveda Has A Bright Future In India Due To The Enormous Rise In Demand For 

Natural Therapies Including Stress, A Lack Of A Healthy Work-Life Balance, An 

Unorganized Lifestyle, And A Lack Of Mental Serenity. The State Of Affairs Is Getting 

Worse, Which Is Allowing India's Ayurvedic Business To Grow Significantly (Deshpande, 

2015).  

Ayush Is Quite Active In The Health Tourism Industry, But There Is Still A Lot Of 

Untapped Potential. Ayurveda, Being Herbal, Natural, And Preventive Medicine, May Offer 

A Lot As The World Moves Toward A Healthy, Natural Lifestyle (Verma Et Al., 2022). By 

2022, It Is Anticipated That The Indian Healthcare Market Will Be Worth About Rs 8.6 

Trillion (Us$ 133.44 Billion). By 2018, The Market For Medical Tourism In India Was 

Projected To Reach Us$ 6 Billion, Up From A Growth Rate Of 22–25% In 2017. The 

Government Of India Intends To Expand Public Health Expenditures To 2.5% Of Gdp By 

2025.  
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As A Percentage Of Gross Domestic Product (Gdp), Healthcare Expenditures Are 

Increasing (Rai Menon, 2019). Customer Buying Behaviour Is The Aggregate Of Consumer 

Attitudes, Preferences, Intentions, And Decisions Around How They Will Behave In The 

Marketplace While Making A Purchase (Mubarak & Mufeeth, 2020).  

Anthropology, Psychology, Sociology, And Economics Are Social Science Fields 

That Are All Relevant To The Study Of Consumer Behaviour (Joshi, 2017). Customer 

Perception Of A Brand Is Mostly Based On The User's Satisfaction With The Value They 

Obtain After Purchasing The Product And The Benefits They Want (Sharma, 2020) 

(Rajeswari & Aruna, 2017). The Public's Perception As A Whole Is Shifting In Favor Of 

Using Herbal Medications. Due To Negative Effects And Excessive Costs, Customers Are 

Switching From Allopathic To Ayurvedic Medications, As Seen By The Global Market For 

Herbal Medications' Steady Growth (Jawla Et Al., 2009). Many Businesses Have Opposed 

The Use Of Marketing Initiatives For Their Ayurvedic Product.  

They Emphasize That A Significant Factor In The Successful Marketing Of 

Ayurvedic Items Is The Product's Excellent Attributes. Additionally, Promotion Is Secondary 

To Pricing And Distribution (Mahesh, Et Al., 2011). In North And West India, Ayurveda Has 

Been Shown To Be Most Effective For Treating Both Major And Minor Disorders. 

Respondents In The North And West Region Concurred That Ayurvedic Goods Are 

Affordable, That They Regularly Consume Health Supplements, And That They Have No 

Negative Side Effects (Ahuja Et Al., 2020).  

Patient Satisfaction Is The Optimal Method For A Healthcare Service Provider To 

Make Consumers Happy And Retain Them As Future Clients. The Greatest Obstacle For 

Healthcare Organisations Is Competing With Other Hospitals On The Basis Of Superior 

Service Quality Components And Cost-Effective Service Delivery. People Today Perceive 

The Services Provided By Healthcare Institutions From Both A Holistic Social Approach 

And A Medical One. Customers Are Satisfied When Goods And Services Meet Or Surpass 

Their Expectations. Consumer Satisfaction Is A Crucial Component In Determining Whether 

Or Not A Customer Would Make Future Purchases (Mittal & Kamakura, 2001) (Jothi 

Lekshmi, 2020).   

Nowadays, The Majority Of Individuals Prefer Alternative Medical Approaches 

(Hanna Et Al., 2013). Alternative Medicines Like Homoeopathy, Ayurveda, Unani, And 

Siddha Do Not Have Any Negative Effects (Braun Et Al., 2010) (Vetriselvan & Yoganandan, 

2019). Herbal Medicines And Herbal Dietary Supplements Are Harmless (K Suleiman, 

2013). Most Of The People Are Using Herbal Products And Have Strong Belief In Herbal 

Medication Such As Ayurvedha, Siddha Etc. (Pujari Neelkanth Et Al., 2015).  

People Purchase Ayurvedic Medicines Because Of Its Chemical Free Properties And 

It Can Be Used For Long Duration (Khanal, 2019). The Most Trustworthy Sources Of 

Information Prior To Taking Otc Medications Are Doctors And Pharmacists. The Study 

Reveals That The Majority Of Indians Are Familiar With Over-The-Counter Medicines. 

Because More People Are Becoming Conscious Of Their Health, The Author Made The 

Argument That The Otc Market Will Eventually Overtake The Pharmaceutical Sector.  

In Order To Give Consumers Comprehensive Information About Otc Products, With 

The Help Of Fmcg Model To The Over-The-Counter Pharmaceutical Marketing In 

Conjunction With Conventional Marketing (Srivastava & Wagh, 2017). Consumers Are 

Increasingly Turning To Over-The-Counter (Otc) Medications As Their First Line Of 
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Treatment Against Common Illnesses Including Headaches, Fevers, And Colds And Coughs 

Since They Are Familiar With The Brands Available On The Market. Consumers Believe 

That Familiarity With The Otc Brand Is The Most Important Factor When Referring To Otc 

Brand Medications.  

Pharmaceutical Companies Should Take Into Account So That These Otc Products 

Are Effectively Marketed Across All Distribution Channels And That More Consumers Are 

Aware Of The Safe And Effective Use Of Otc Brand Medications (Dadhich & Dixit, 2017). 

Perception And Satisfaction Level Of Consumers Towards Herbal Products Influences 

Consumer Behavior (Ashok Kumar, 2019), (Chopra & Baxi, 2019), (Dubey & Sharma, 

2020). Customers Are Satisfied With The Quality And Price Of The Ayurvedic Products 

(Misra Et Al., 2020). The Majority Of Customers Know About The Product Through 

Advertisements (Rani, 2017), (Anupriya, 2017) (Salil & Vivek, 2019). 

Conceptual Model 

 

 

 

 

 

 

 

 

Hypotheses 

H1: Perception Positively Influences Usage of Ayurvedic Medicines.  

H2: Preference Positively Influences Usage of Ayurvedic Medicines.  

H3: Usage Positively Influences Satisfaction of Ayurvedic Medicines  

H4: Perception Positively Influences Preference of Ayurvedic Medicines. 

Materials and Methods 

This Study Relied On Descriptive Research. The Primary Purpose Of The Study Was 

To Examine Consumer Preferences And Perceptions Of Ayurvedic Medications In Tamil 

Nadu Following Covid-19. The Researcher Also Sought To Determine The Respondents' 

Preferences Regarding The Ayurvedic Medicines They Frequently Used To Treat Various 

Sorts Of Sickness. The Survey Was Conducted Among The Populace Of Tamil Nadu. 

Convenience Sampling Was Utilised To Collect Samples From The Area Under Study. There 

Were 390 Responders In Total. Consisting Of The Variables Perception, Utilisation, 

Preference, And Satisfaction, A Research Model Was Developed. In This Study, Four 

Hypotheses Were Developed. A Well-Structured Questionnaire Was Used To Obtain Primary 

Data. The Questionnaire Utilised Variables Such As Perception, Utilisation, Preference, And 

Satisfaction. There Are Seven Statements For Perception, Eight Statements For Usage, Seven 

Statements For Preference, And Five Statements For Satisfaction. Each Statement Was 

Evaluated Using Five-Point Likert Scales. The Maximum Degree '5' Indicates Strong 

Agreement, '4' Indicates Agreement, '3' Indicates Neutrality, '2' Indicates Disagreement, And 

The Lowest Degree '1' Indicates Significant Disagreement. Utilized Statistical Tools Such As 

The Henry Garrett Ranking And Percentage Analysis. Using Spss Version 26 And Amos 23 

Perception 

Preference 

Usage 
Satisfaction 
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For Structural Equation Modelling, The Obtained Data From The General Population Were 

Examined. The Cronbach's Alpha Test Was Calculated To Evaluate The Instrument's Internal 

Consistency And Reliability. The Aggregate Cronbach's Alpha For 23 Questionnaire Items 

Was 0.756, Which Above The Specified Minimal Level Of 0.07. (Hair, Black, Babin, & 

Anderson, 2010). Therefore, The Instrument Was Deemed Dependable For This Study.  

Reliability Of The Constructs 

Constructs No. Of Items Cronbach’s Alpha Value 

Perception 6 0.952 

Usage 6 0.962 

Preference 6 0.874 

Satisfaction 5 0.885 

Table 1 Frequency Analysis Of The Respondents 

Profile Category Frequency Percentage (In %) 

Gender Male 214 54.9 

 Female 176 45.1 

Age Below 30 Years 70 17.9 

 31-40 Years 214 54.9 

 Above 40 Years 106 27.2 

Education School Education 43 11.0 

 Ug 185 47.4 

 Pg 123 31.5 

 Professional 39 10.0 

Monthly Income Below 20000 101 25.9 

 20000-40000 229 58.7 

 Above 40000 60 15.4 

Marital Status Married 227 Married 

 Unmarried 163 Unmarried 

Occupation Private Employees 109 27.9 

 Agriculturists 114 29.2 

 
Government 

Employees 
73 18.7 

 Businessman 94 24.1 

Frequency In Using Ayurvedic 

Medicines 
Daily 61 15.6 

 Once In A Week 90 23.1 

 Monthly 113 29.0 

 Whenever Required 126 32.3 

Table 1 Displays The Frequency Analysis Of The Respondents Who Are Using 

Ayurvedic Medicines. Results Based On Gender Shows That 54.9% Of The Respondents 

Were Male And Remaining 45.1% Of The Respondents Were Female. Age Of The 

Respondents’ Shows That 54.9% Of The Respondents Were Between The Age Group 31-40 

Years Of Age. 47.4% Of The Respondents Were Completed Their Ug Degree And 31.5% Of 

The Respondents Were Completed Their Pg Degree. Based On The Income, The Analysis 

Shows That 58.7% Of The Respondent’s Monthly Income Were Between Rs.20000-

Rs.40000, 25.9% Of The Respondents’ Income Were Below Rs.20000 And 15.4% Of The 

Respondents’ Income Were Above Rs.40000. 58.2% Of The Respondents’ Were Married 

And Remaining 41.8% Of The Respondents’ Were Unmarried Who Participated In This 
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Study. Based On The Occupation, 29.2% Of The Respondents Were Farmers, 27.9% Of 

Them Were Working As Private Employees, 24.1% Of Them Were Businessmen, And 

18.7% Of Them Were Government Employees. Based On The Frequency Of Using 

Ayurvedic Medicines After Covid-19 Results Shows That 32.3% Of Them Use Whenever 

Required, 29% Of Them Use Monthly, 23.1% Of Them Use Once In A Week And 

Remaining 15.6% Of Them Use Daily.  

Henry Garrett Ranking Method 

Table 2: Ayurvedic Medicines Frequently Taken By The Respondents For Treating Different 

Types Of Illness. 

Medicines Total Mean Rank 

Dry Ginger Popularly Known As Sonth Or Sukku (Weight Loss, 

Indigestion, Nausea) 
19177 49.17 Iii 

Turmeric (Skin, Wound Healing, Joints Pain, Cosmetic) 18275 46.86 Vi 

Cinnamon (Digestive Issues, Loss Of Appetite) 18642 47.80 V 

Long Pepper – Thippili 18040 46.26 Vii 

Neem (Skin, Tooth Problems) 17576 45.07 Viii 

Tulsi (Sore Throat, Cough, Cold, Stomach Problems) 19048 48.84 Iv 

Amla (Immunity Enhancer, Vitamin C, Brain Tonic, Good For 

Eyes And Hair) 
21548 55.25 Ii 

Lesser Galangal – Chitharathai In Tamil (Cough, Cold) 22134 56.75 I 

Lesser Galangal Known As Chitharathai In Tamil Language, Dry Ginger Popularly 

Known As Sonth Or Sukku, Cinnamon, Long Pepper Known As Thippili, Tulsi, Neem, Amla 

And Turmeric Are The Eight Herbal Medicines Taken Frequently By The Respondents For 

Treating Various Illness. Table 2 Shows The Henry Garrett Ranking Results Among These 

Eight Medicines, Lesser Galangal Known As Chitharathai Was Ranked First With The Mean 

Score 56.75 Followed By Amla With The Mean Score 55.25. Dry Ginger Known As Sonth 

Or Sukku Ranked Third With The Mean Score 49.17. Tulsi Was Ranked Fourth With The 

Mean Score 48.84, Cinnamon Was Ranked Fifth With The Mean Score 47.80, Followed By 

Turmeric Was Ranked Sixth With The Mean Score 46.86. Long Pepper Known As Thippili 

Was Ranked Seventh With The Mean Score 46.26 And The Last Rank For Neem With The 

Mean Score 45.07.  

Structural Equation Modelling 

Structural Equation Modelling (Sem) Was Used To Test The Measurement Properties 

Of The Research Model Used In The Study (Hair Et Al., 2014). 
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Table 3 Model Fit Indices  

The Goodness Of Fit Indices Cut-Off Value Result Remarks References 

Chi-Square (X2) 
Expected To Be 

Low 
4.1333 Fit - 

Degrees Of Freedom (Df) Positive 2 Fit - 

Probability Level (P) ≥0.05 0.127 Fit 
(Joreskog & Sorbom, 

1996) 

Chi-Square Mean/Df ≤ 5.0 2.066 Fit 
(Marsh & Hocevar , 

1985), (Kline, 1998) 

Goodness Of Fit (Gfi) ≥0.90 0.995 Fit 
(Kline, 2010), (Hair, 

2019) 

Adjusted Gfi ≥0.90 0.974 Fit 
(Tabachnick & Fidell, 

2020) 

Comparative Fit Index (Cfi) ≥0.90 0.933 Fit (Bentler, 1990) 

Root Mean Square Error 

Approximation (Rmsea) 
≤0.08 0.052 Fit (Steiger, 1990) 

The Results Of The Goodness Of Fit Indicators For The Research Model Are 

Presented In Table 3. It May Be Concluded From This Table That The Value Of Chi-Square 

Mean/Df (2,066) Is Less Than The Suggested Value Of 5.0. This Demonstrates That The 

Proposed Research Model For The Study Is Adequate In Terms Of Goodness Of Fit. 

Table 4 Regression Weights  

Path Estimate Se Cr Sig. (P) 

H1:Perception Towards Usage -0.122 0.049 -2.506 0.012 

H2:Preference Towards Usage -0.165 0.057 -2.899 0.004 

H3:Usage Towards Satisfaction 0.027 0.040 0.670 0.503 

H4: Perception Towards Preference 10.809 2.828 3.822 0.000 

Table 4 Shows That All The Correlation Coefficients Of Perception Towards Usage 

And Preference Towards Usage Are Significant At The 0.05 Significance Level. This 

Indicates That Usage As A Mediating Variable Partially Mediating The Relationship Of 

Perception Of The Consumers And Preference Of The Consumers Towards Ayurveda 

Medicines. Perception Towards Preference Are Significant At 0.05 Significance Level. On 

The Other Hand, Correlation Coefficient Of Usage Towards Satisfaction Is Non-Significant. 

H1 States That Perception Positively Influences Usage Of Ayurvedic Medicines. H2 States 

That Preference Positively Influences Usage Of Ayurvedic Medicines. H3 States That Usage 

Positively Influences Satisfaction Of Ayurvedic Medicines And H4 States That Perception 

Positively Influences Preference Of Ayurvedic Medicines. From The Results It Shows That 

The First Hypothesis Is Rejected Because Perception Negatively Influences The Usage Of 

Ayurvedic Medicines. The Second Hypothesis Is Rejected Because Preference Negatively 

Influences The Usage Of Ayurvedic Medicines. The Third Hypothesis Is Accepted Because 

Usage Positively Influences The Satisfaction Of Ayurvedic Medicines. When Customers Use 

Ayurvedic Medicines For Their Illness And Got Cured They Get Satisfied With The 

Medicines And The Treatment. In This Way The Third Hypothesis Is Accepted. Likewise 

The Fourth Hypothesis Is Also Accepted Because Perception Positively Influences The 

Preference Of Ayurvedic Medicines. Perception Of A Person Influences Or Induce Them To 

Try The Products Which In Turn Makes Them To Prefer The Particular Products. Similarly 

Consumers You Have General Perception About Ayurvedic Medicines Prefer To Use The 

Medicines.  
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Conclusion 

Government Of India And Government Of Tamil Nadu Developed A Feasible 

Decentralized Model And Participatory Framework Model For Delivering Ayurvedic 

Treatment And Services To The Public Right From The Beginning Of The Outbreak Of 

Covid-19. This Traditional Healthcare System Has Gained Its Popularity During And After 

Covid-19 Among The General Public. Sometimes Perception Of The People Differ From 

Person To Person. Though The Ayurvedic Medicines Are Very Effective In Treating Covid-

19 Due To Some Side Effects Caused In Patients Makes Them Anxious About The 

Medicines/Treatment. Perception Towards Usage And Preference Towards Usage Are 

Statistically Significant. This Indicates That Usage As A Mediating Variable Partially 

Mediating The Relationship Of Perception Of The Consumers And Preference Of The 

Consumers Towards Ayurveda Medicines. Perception Towards Preference Is Statistically 

Significant. On The Other Hand, Usage Towards Satisfaction Has Not Significant On It. At 

This Juncture, Perception Does Not Influence The People To Use The Medicine. On The 

Other Hand, Preference Made By The People Do Not Create Any Impact Or Influence In 

Using Such Medicines In The Study Area. But Those Use The Ayurvedic Medicines Are 

Highly Satisfied With The Medicines. They Use Them On Regular Basis To Safeguard From 

Further Infections.  Moreover After Covid-19, Ayurvedha, Siddha, Unani, Herbal Medicines 

Etc Have Gained Its Importance And Popularity Among The People Across The Country. 

Finally It Can Be Concluded That Government Has To Take More Actions By Giving 

Importance For The Implementation Of Awareness Programs To Attract The People By 

Explaining The Benefits And Importance Of Ayurvedic Medicines/ Treatment Because 

Traditional Medicines Are The Root Of Our Culture. This In Turn It Will Be An Opportunity 

To Develop Tradition Medicine Tourism In Our Country. 

Future Scope For Further Research 

In Future Studies, It Will Be Important To Include Siddha Medicines And Customer 

View On It, So That Results Will Be Diverse. 

The Study Can Further Be Researched As Below For Distinguished Results  

1) Entrepreneurial Celebrity Endorsement And Its Effect On Siddha Products 

2) Entrepreneurial Celebrity Endorsement And Customer Perception Towards Siddha 

Product 
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