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ARTICLE INFO ABSTRACT
Purpose: In the dynamic landscape of the beauty and personal care industry,
marked by the dominance of traditional advertising, Biotique emerges as a
distinctive player, achieving remarkable success through unconventional means.
Founded in 1992 by Vinita Jain, Biotique has carved its niche as a household
name, showcasing the efficacy of Ayurveda and biotechnology in the realm of
beauty and skincare. This article delves into the unique strengths, weaknesses,
and future opportunities of Biotique, emphasizing its exceptional organic
growth, strategic digital transformation, and the challenges it confronts in the
swiftly evolving market.
Design/Methodology/Approach: This qualitative research study relies on
secondary data gathered from research papers in reputable journals, accessed
through platforms such as Google Scholar and ResearchGate. Additionally,
information is drawn from newspapers, books, and articles to provide a
comprehensive analysis.
Findings/Result: The key findings underscore Biotique's need to enhance its
digital presence, especially in the retail sector, and explore collaborations to
elevate its global standing. The study reveals a potential focus on customer-
centric services, recommending surveys to discern consumer needs. Despite its
success, Biotique could consider diversifying its product range and targeting a
broader demographic segment.
Originality/Value: This paper accentuates the overall performance analysis of
Biotique, shedding light on its pioneering green initiatives for environmental
sustainability. Biotique's distribution of organic products through digital
channels underscores its commitment to eco-friendly practices.
Paper Type: Research case study

Keywords: Ayurveda, Biotechnology, Organic Growth, Digital Transformation,
SWOC Analysis, Environmental Sustainability.

I. Introduction

In recent years, the personal care industry has undergone a profound transformation, witnessing a notable
shift in consumer preferences towards products that align with their increasing concerns for health,
sustainability, and holistic well-being. At the forefront of this evolution are Ayurvedic and green or natural
products, reflecting a broader societal trend towards environmentally conscious and health-oriented choices
in personal care. This research paper aims to delve into the extensive body of literature and industry insights
that illuminate the integration of Ayurvedic principles and the ascendancy of green and natural formulations
within the personal care sector. Understanding the impact of these trends on consumer behavior, industry
dynamics, and the broader market landscape is crucial in navigating this rapidly evolving space. A pivotal
case study in this exploration is Biotique, a company founded in 1992 by Mrs. Vinita Jain, which has
positioned itself as a leading provider of Ayurvedic and organic products in the Indian market. Biotique's
journey reflects a harmonious fusion of traditional Ayurvedic wisdom with cutting-edge 2ist-century
biotechnology, offering consumers a range of skincare, hair care, body care, and makeup products. This
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research seeks not only to analyze existing literature on green and Ayurvedic products but also to incorporate
practical insights from the market, with a specific focus on Biotique. By examining Biotique's strategies,
market positioning, and unique contributions to sustainable and eco-friendly beauty products, this paper
aims to contribute valuable insights to both academia and industry practitioners. Furthermore, the research
endeavors to address prevailing gaps in the current body of knowledge, shedding light on the dynamics of
Ayurvedic and green products in the personal care industry. Through a comprehensive review, the paper
aims to provide a nuanced understanding of consumer preferences, industry trends, and the strategic
landscape of companies operating in this space.

II. Literature Review

In recent years, the personal care industry has witnessed a paradigm shift, with consumers increasingly
gravitating towards products that align with their growing concerns for health, sustainability, and a holistic
approach to well-being. At the forefront of this transformation lies the surge in interest and demand for
Ayurvedic and green or natural products. This literature review aims to delve into the extensive body of
research and industry insights surrounding the integration of Ayurvedic principles and the rise of green and
natural formulations in personal care, exploring their impact on consumer preferences, industry trends, and
the overall landscape of this dynamic sector.

Table 1: Literature Review
S.N | Author & Year of

Focus Area/Description

o} Publication
No product can be completely green, 6 golden R’s
! Charter (1992) for organizations to make their products green
o Dangelico & | Complex nature of green products, involving
Pontrandolfo (2010) multiple green features
Kapoor & Chaudhary | Forest Essentials and Kama Ayurveda positioning
3 (2017) as luxury Ayurvedic brands
Sivasamy & | Products saving energy and organic in nature as
4 Yoganandan (2017) green products
Dr . A, s, | 28 o nerasing s, and it
S N. Dheivanai (2018) ’ ¥ &
products
6 Goyal (2018) Synonymous terms for green products
. PWC (2018) Overview of Forest Essentials and Kama Ayurveda

as premium-ranged luxury Ayurvedic brands

Customer perception of eco-friendly Fast-Moving
8 Goyal & Bansal (2018) Consumer Goods (FMCG) products and the factors
influencing their purchase.

Green initiatives, including the use of renewable

Sharma, M., & . . .
9 resources, recyclable packaging, and incorporation
Mahlawat, S. (2021) .. A
of natural and Ayurvedic ingredients
Mamaearth as a non-toxic personal care brand,
10 Ashwini, V., & Aithal, | emphasizing its commitment to safety, quality,
P.S. (2022) environmental sustainability, and community
development.
How the pandemic has affected Green Marketing
11 Pinki Rai. (2022) in the FMCG sector, as consumer demand for
environmentally friendly products increases.
Patil, P. R., Deshmukh, | Analyzing changing consumer preferences in the
12 Y., Kulkarni, A., et al. | Indian skin care market, including the impact of
(2022) new brands.
Shrivastava, A., | Green cosmetic products, emphasizing the shift
13 Ranawat, P., | towards natural and organic alternatives driven by
Vaishnava, A., & | environmental concerns and health

Pandey, N. (2023) considerations.
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II1. Research Gap

In the evolving landscape of consumer preferences, there is a discernible trend towards sustainable and eco-
friendly products. Numerous companies are actively engaging in the promotion of green practices to cater to
this demand. Notably, in India, Biotique emerges as a key player with its commitment to Ayurvedic and
organic formulations. While the market witnesses a surge in the demand for organic cosmetics, the landscape
is characterized by a limited number of enterprises specializing in green cosmetics. This research endeavors
to address this research gap by delving into the significance of adopting green products, with a specific focus
on the case of Biotique. The study will offer insights into Biotique's strategies and positioning in the market,
exploring its unique contributions to the realm of sustainable and eco-friendly beauty products.

IV.Objectives of the Study

1) To study the company's History and Milestones.

2) To investigate and analyze Biotique's overall business strategy, including marketing, financial, and
operational aspects.

3) To identify Biotiue’s competitors, products, and services.

4) To explore challenges and opportunities in Biotique's succession planning.

5) Strategic Recommendations for Performance Enhancement.

V. Research Methodology

This study is purely based on secondary data. It collects data from secondary sources

namely, articles, journals and websites in order to have a detailed study the company’s history, its milestones,
start-up, products and services, revenue and growth, financial position, challenges, competitors and future
plans.

VI. History and Overview of Biotique

BIOTIQUE, established in 1992 by Mrs. Vinita Jain, stands as a prominent provider of Ayurvedic products in
India. Headquartered in Noida, the company has positioned itself as a leading name in the realm of
Ayurvedic and Organic offerings, becoming one of the largest Ayurvedic firms in the country. Operating
under the banner of Bio Veda Action Research Co., BIOTIQUE is renowned for manufacturing and marketing
a diverse range of prestige skincare, hair care, body care, and makeup products.

A harmonious fusion of proven Ayurvedic therapies and 21st-century bio-technology, Biotique sets itself
apart in the industry. The company's product formulations are grounded in botanical extracts derived from
plants, herbs, and trees, utilizing the protein-rich content found in their roots, leaves, flowers, and fruits. A
distinguishing feature is their commitment to being 100% vegetarian, environmentally friendly, and
biodegradable. Dermatologist-tested, organically pure, and preservative-free, all Biotique products embody a
holistic approach to wellness and beauty. This introduction encapsulates the essence of biotique's journey,
symbolizing a dedication to Ayurveda, innovation, and ecological consciousness in the realm of herbal beauty
and wellness.

6.1 The Genesis of Biotique: A Start-Up Journey in 1992

Founded in 1992, Bio Veda Action Research, led by Vinita Jain, actualized her vision, initiating the
production of Biotique's health and beauty products. Crafted meticulously from 100% organically grown
botanical extracts, sourced from Himalayan foothills' plants, herbs, and trees, these products are propelled
by innovative Swiss biotechnology. Biotique's hallmark is purity—no chemicals, preservatives, and a firm
anti-animal testing stance. Dermatologist-tested and packaged in eco-friendly materials, the brand, under
Vinita Jain's leadership, epitomizes entrepreneurial prowess. With a team of Ayurvedic Doctors, Scientists,
and Swiss Cosmetologists, Biotique blends natural Ayurveda with advanced science, delivering superior
results through in-house formulation, manufacturing, and packaging.

6.2 The Inspirational Journey of its Founder

Vinita Jain, founder of Biotique, draws inspiration from Himalayan Ayurvedic traditions. Raised amidst
teachings of Himalayan Masters, her family's connection with these sages shaped her holistic health and
beauty approach. Immersed in Ayurveda's remedies on tea plantations, her belief in botanicals strengthened.
Studying Sanskrit and ancient Ayurvedic texts fueled her quest for natural beauty insights. After
biotechnology and business studies, Vinita returned to India, integrating 21st-century science with Ayurvedic
wisdom. Leading a team at Biotique, they blend ancient recipes with Himalayan ingredients, creating
clinically developed products. Vinita's journey reflects dedication to advancing Ayurveda for global well-
being.
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6.3 Biotique - Mission
Biotique mission is to satisfy the diverse beauty needs of customers and cultures who seek natural beauty
products that are as effective as they are environmentally responsible.

6.4 Company Logo

®

BIOTIQUE

BOTANICALS

6.5 Biotique Ingredients

The cornerstone of Biotique's success lies in its commitment to purity. All products are crafted from 100%
organically-pure, preservative-free ingredients sourced from renewable resources in the Himalayan foothills.
Almonds, apricots, avocados, basil, and berberry are just a glimpse of the natural bounty harnessed by
Biotique.

6.6 Brand Overview: A Symphony of Ayurveda and Beauty at Biotique

Biotique, an esteemed Indian Health and Beauty company headquartered in Uttar Pradesh, seamlessly
blends the ancient wisdom of Ayurveda with modern science. Ayurveda, derived from 'Ayur' meaning life and
'Veda' signifying science, embodies a holistic approach to well-being, aiming to harmonize mind, body, spirit,
and senses. Drawing inspiration from Ayurvedic principles, Biotique offers a diverse range of skincare,
haircare, body care, and baby & kids' products, emphasizing both prevention and cure in promoting overall
wellness.

Table 2: Product Categories and Subcategories Offered by Biotique

CATEGORY SUBCATEGORY
Face Wash, Face Cleansers, Toners, Serums,

FACEC Moisturizers, Face Scrub, Treatment Oil, Face Pack,
Eye Care, Lip Care, Sun Protection
HAIR CARE Shampoo, Copdltloner, Hair & Scalp Oil, Hair
Treatment, Hair Color
ARE Soaps, Body Wash, Body Lotion, Body Oils, Body
BODY C Powder, Body Scrub, Travel Kit
BABY CARE Baby Shampoo, Body Wash, Sun Care, Lotions and

Creams, Dryness, Baby Soap
MEN'S CARE Men's Combos
FRAGRANCES | Fragrance Combos
MAKEUP Lips, Eyes, Face

6.7 Biotique's Integrated Business Approach: 'Farm to Store' Philosophy and Statistical
Analysis of Growth and Performance

Biotique's business strategy centers around a 'farm to store' approach, ensuring the availability of organic,
therapeutic products that deliver tangible results. Sustainability is a core value, evident in the use of
biodegradable packaging, reflecting the brand's commitment to environmental responsibility.

Despite previously abstaining from TV advertising, Biotique is considering exploring television commercials
in response to market growth. Additionally, the brand places significant emphasis on consultancies for
personalized skincare advice, going beyond conventional advertising methods.

Biotique maintains a B2C presence in various Consumer Goods market segments, prioritizing holistic growth
and sustainability in its offerings.

Below are demographic insights shaping Biotique's online presence, including traffic channels, gender
distribution, and age demographics, highlighting the diverse audience engaging with the brand online.
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Table 3: Key Business Metrics and Strategies

No. of
Physic Year of
al Going
Busine Retail Online:Offli Year of Omni
ss Size Touch- ne Sales Foundati chann Omnichannel
(inCr.) points Ratio on el Strategies
1. Aggressive  store
expansion
600 1,02,00 .o 1992 2019 2. Global expansion
0 : 3. Social  media

marketing, content,
influencer campaigns

Source : Omnichannel experience index 2023

Graph 1: Channel Traffic Metrics

Channel traffic

Oct 2023 « Dec 2023 Worldwide Al traffic
c —_— o Channels
e —— . & Dect 85124
e : 8 Emal <5000
5000 B Reforral « 5000
Socul 41,607
B Organic Search 332
Ao Paid Seacch N/A
@ Display Ads <5,000
Source: similarweb.com (For the period Oct 2023 - Dec 2023)
Graph 2: Demographic Metrics
Gender Distribution Age Distribution

® Male ey 3831%
61.38% o
st & o, 981 8.30% 6 40%
3 F H = = -

Source: similarweb.com (For the period Oct 2023 - Dec 2023)
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6.8 SWOC Analysis for Biotique:

Strengths Weaknesses Opportunities Challenges
v ..
em litg?sng on Y Limited global Growin,
Aylfrvedic heritage brand  awareness awareness i and
and natural gompargd 10 demand for v Int.e'nse.

. international . competition in the
formulations. competitors Ayurvedic and beaut and

P ) natural beauty e Yo
v" Long-standing . products. skincare industry.
presence since ' Reliance — on
1992, worcll(—(zf—mouth v Increasing v 'd?daptmgl to
parltng - may - Ggaaion ofrs S0, evbing

v' Internally expansion P opportunities  for & pes.
funded and debt- P ) online expansion. v Balancing
free, indicating Potential traditional values

financial stability. v" Collaboration

internal challenges . o with modern
in digitally With ~ celebrities =y etin
v Diverse transformin i 217 (e.g, ~ Sara Al strate iesg
product portfolio in o 8 Khan) for brand BIes.
. traditional .
skincare and o promotion.
beauty. organization.

6.9 Competitor Analysis of Biotique
Biotique competes with brands Mamaearth, Plum, and MCaffeine, known for diverse product ranges and
eco-friendly focus.

Table 4: Competitor Analysis
Foun | Funding | Key
Ra | Competi ded (USD Strengt | Opportuni
nk | tor Status | Year millions) | hs ties
Multi- Expanding
category | product
organic | range,

Mamaea | Unicor Undisclos .
1 2016 product | targeting
rth n ed .
s, strong | diverse
investor | demographi
S cs
Or_ganlc Growing
skincare d
. , Series pro IHCt
2 Plum Soonico 2013 $51.0M C catalog,
m funding emphasizing
. > | vegan
Unilever d
backing products

Caffeine | Expanding
-infused | product

MCaffei | Soonico personal | line,

3 ne rn 2015 $45.6M care, leveraging
Series C | unique
funding | positioning
Organic | Emphasizin
beauty g  product

4 ‘SA{(?IIN Soonico 2014 $98M product purity,‘

Science m S, expanding
diverse customer
catalog base
Online Enhancing

Purepla . discover p;‘oduct

5 y Skin Soonico 2013 $51.3M discovery

Sciences | ™ ) platform | platform,

, Series | expanding
C offerings
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funding
Hand Div(eirsifying
andma | product
Juicy de,natur | range,
6 Chemist | Series A | 2014 $7.56M al, vegan | targeting
ry product | natural and
S vegan
market
Multi- Leveraging
category | personalize
The o ayurvedi | d
Ayurved Minicor 2051 $15.2M c reg:ommend
7 a Co n ’ product | ations,
s, Series | expanding
A ayurvedic
funding | range
Multi- Emphasizin
category .
. organic § orsamc
Minicor products
8 Clensta 2016 $12.7M product >
n . expanding
s, Series | .
A nto more
funding categories
Multi- Expanding
product
category offerings
o e . beauty o™
9 Pilgrim Series B | 2019 $19.7M care focusing on
product }/egan .
S ormulation
S
I?ternet Promoting
-first
natural and
brand, .
10 Nat Series A | 2019 $7.04M eco- eco-friendly
Habit ) . products,
friendly | - .
increasing
product
S awareness

Source : Tracxn.com

HwhE

VIII.Recommendations

VIIL.Findings

Brand Building: Biotique's unique brand growth emphasizes word-of-mouth over traditional ads.
Digital Transformation: Biotique adapts online, expanding retail and SEO presence.
Sustainability: Eco-friendly campaigns, led by Sara Ali Khan, promote natural beauty.
Competition: Biotique faces rivals like Mamaearth and Plum in the beauty sector.

Biotique to boost global presence through collaborations, targeted marketing, and e-commerce expansion.
Diversifying product range and enhancing customer engagement vital. Study highlights digital growth, global
expansion, and strategic alliances. SWOC analysis reveals strengths in Ayurveda, opportunities in
digitalization, challenges in competition and tradition. Biotique's blend of Ayurveda and biotechnology
ensures market success.

IX.Conclusion

In conclusion, this research paper provides a comprehensive exploration of the evolving landscape of the
personal care industry, with a specific focus on the integration of Ayurvedic principles and the rise of green
and natural formulations. Biotique, as a pivotal case study, exemplifies the successful fusion of traditional
Ayurveda with contemporary biotechnology, offering a diverse range of skincare, hair care, body care, and
makeup products. The findings underscore Biotique's commitment to environmental sustainability, strategic



634 Monika Sharma et al. / Kuey, 30(4), 1526

digital transformation, and its unique position in brand building without traditional advertising. The
recommendations emphasize the importance of enhancing global brand awareness, strengthening digital
presence, diversifying the product range, and prioritizing customer engagement. The paper contributes
valuable insights to both academia and industry practitioners, shedding light on the dynamics of Ayurvedic
and green products, consumer preferences, and the strategic landscape of companies operating in this space.
Biotique's journey serves as a testament to the successful navigation of challenges and opportunities in a
rapidly evolving and competitive beauty industry, positioned for sustained success with a harmonious blend
of tradition and innovation.
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