I@IMILN0 GH08 Mwacue
o0 ALEINBMo

MEH@ allamalsoom
M©OAVE) ¢21030 Mo. 3568 22.8.2017-3 BQaISIQ”

83VaUHWIOW aflajerle:0)saandila. 8 @JaBaHM @3 A HCAINGS
QIZRIOOD (@ Ja6Y HMIN IR M0 MSaiS]

DO 0o
GaldB40 @12 b 0d. OavoelR Slajd
@l ag)av” wlareadd (@Reoon o MLIGan )M agoe
@) 0. af) V" DENIGTMILNN Udrq] BQD)T)
. o) @BEBIN” afl. SN fI8s1@3
@1 ofl. afl.aqve@gad

(o) | @Varwlonw MajeNsalesamolane (ag)) ene’!@ge‘r@”. Iy Neajrdslec
MHafInDaHeM@3 Aile, a6 s DR OO @WIMeas  Waidduoyes 2JBHKO
@Jaey SHTNUNT DI V00 BRAMNIMLOIWYT CaBaIRBaMD.

G I¥1CH60S” 8af). eaf).af)o. NSED W
alo®m 01Gajodg” eng’l%ﬁgcamao; QTR
Neapdgloer  @jwom W@ U3

)TN HH I

(enih) R WlntdB@woa:03 | () ANWRBIIW  2IB 2 UBAREUD O
msaflenssmmam” TS @1.9) 22al®20® MSais] MV NG0e8MB6M"
MSalsldud ) THI B WIETTY

(V1) | @Dava mdalosan amane.ud (o) UMD OEL. BWBIVDHEB OOITVAW. |
TB603 GRyQdes BRYYDa @103, M3 TUWaD. J
Wleay@davce.ud - 63D aHW

BRI 603 YT & leom

Qa1 @TVAIW] M@BHAMEGY gy
AUPOWICENI; af®1od @raylm”
HIVM ORI

(W) | 8varun  Mdemenan 2@IVHU3| (W) | 228a0Q8:u3 enrg’lcesafmm"lmmm)m;ri
GRyQYEe3 YW@ e:ge)o MOQWsNITWIH @) loHe g N
ams)nBaarn)o%s:gleJo o) OB HBM@MHs MSals]
@Rslwamlearw] af) ORSBANO M T fl@1 B8 0106mMe" '

B MSats] Aue:c1066097

CulL

OTVAHUM Bn0TTVD



(Brormsrimdo

e —

SUMMARY OF RECOMMENDATIONS

Oushadhi currently is a manufacturer and distributor of ayurvedic medicines {ethicals or prescription
medicines) with some attempts to faray into Over the Counter (OTC) medicines and consumer packaged
goods. Our analysis concludes that Oushadhi, in order to achieve its Vision of business goal of Rs. 500
crores in next 5 years need to go beyond distributing the Ayurvedic drugs in the existing manner.

Analysis also suggest that several growth options to bridge the startegic planning gap (difference between
the expected growth with current business capabilities and envisioned growth} are available.

On the basis of extensive analysis of market data and systematic assessment of internal capabilities,
following marketing and distribtion recommendations are detailed in this report to help achive business
goals of Rs. 500 crores:

1. On the basis of an analysis of growth options available, we suggest that Qushadhi significantly
enhances its distribution through non-exclusive retail outlets both within and outside Kerala. We
recommend the priority markets as Kerala, Madhya Pradesh and Himachal Pradesh followed by
Uttarakhand, Odisha and Punjab.

2. As the growth of the over the counter {OTC) and consumer & personal goods {CPG) amongst
herbal and ayurvedic segment is significantly higher, we suggest that QOushadhi should focus on
manufacturing, marketing and distribution of a few OTC and CPG products. it can either market
these products through other consumer product firms or set up its own marketing organization.

3. Since it is imperative for Oushadhi to strengthen its OTC and CPG markets, we recommend that
Oushadhi builds brands for atleast two products to begin with under Qushadi family brand: one
product in consumer health and another in beauty in personal care across Kerala. Further, we
recommend that these two products follow an umbrella branding architecture by promoting
Oushadhi as a brand. In the existing setup, Cushadhi is promoting each of the products rather
than at a family brand leve! (for example, hair tone is promoted as a product by Qushadhi). This
would aiso have significant spill-over effects in medium to long term.

4. If Oushadhi significantly augments its promotion for OTC and CPG products, we recommend that
Oushadhi starts distributing its products amongst modern grocery formats. This would help in
leveraging the benefits of significantly promoting the products especially in the OTC and CPG
products. ‘
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