Business and Management

ABSTRACT

My research is on the problem faced by the AMBICA CARE in becoming the global brand.Ambica care is the firm which is working on the domestic territory and being an excellent ayurvedic medicine firm they are still finding it difficult to capture the global market. 
The management of AMBICA CARE wants to expand their business by making them global enterprises. I have done my research on this issue, whether ambica care should expand its business by changing its company’s area of operation.After studying and researching the market situation of ayurvedic medicine, I came to the conclusion that AMBICA CARE should expand their business to overseas also. I have investigated and research on the growth and scope of ayurvedic and ayurvedic medicines in India and abroad and demand for ayurvedic medicines by foreign people over the internet, from newspaper and studying statistical data regarding its growing demand.
Hence my research question is,
“SHOULD AMBICA CARE EXPAND ITS BUSINESS TO BECOME A GLOBAL BRAND”
For my research, I have used the following analytical tools:
SWOT Analysis
Porter’s Five Forces
Ansoff’s Matrix
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RESEARCH QUESTION

Should

AMBICA CARE EXPAND ITS BUSINESS TO BECOME A GLOBAL BRAND?

Introduction
Ambica (Ayurvedic Health Care) is a private limited company which deals in manufacturing and trading of ayurvedic health and care products. Ambica is a sole proprietorship firm founded by Ms. Aneeta Sharma in year 2003   with merely one product named as Ambica Ayurvedic hail oil. This hair oil was merely a home experiment for the damaged hair by company’s founder Ms. Aneeta Sharma. This oil worked as mysterious and yielded fantastic result. Positive results of oil inspired Ms. Aneeta to leave her garment export and jewellery designer business and adopt this full time business of Ambica Research and Development Private Limited.   Soon after the success of Ambica hair oil, other Ayurvedic products such as common ailments like arthritis, piles, jaundice, diabetes etc provided this company a national presence and familiarity in 2007. Till the date the products of Ambica is spread and available worldwide. 
Ambica health care products are based on herbology as it promise of curative that is impressively effective and calm with slightest menace of side effects. Even, Ayurvedic products are recognized by WHO . World Health Organization has approves ayurveda with solid scientific proof that ayurveda contains zero toxicity with no side effects thereafter. Ayurvedic medicines are the oldest way to heal remedies with proper usage of natural herbs. In this modernization world, herbs play a keen role in human life where harm from food processing and over medication has

taken the frightening position. People in this modern era use more of chemically produced cosmetic products; consume processed food, beverages and medicines. In this alarming situation, there has a growing interest in ayurveda and it can be regarded as a movement for the changing way of living. People now believe that plants and herbs has deep potential for curing incurable diseases and they can be used in many ways. Further, the objective of using natural herbs remains the same which is direct interaction of herbs with human body chemistry. Herbs can be used in many ways such as cosmetics, food and medicines. However, for better result is should be noted that active constituents of herbs must be absorbed by the body for fetching desirable benefits. These attributes of Ayurvedic products are now gaining international popularity and hence, they are greater in demand in international markets. 
Hence my research is on “Should AMBICA CARE EXPAND ITS BUSINESS TO BECOME A GLOBAL BRAND?” by expanding its business operation to international market. 

Vision statement: To make AMBICA CARE a global household brand .
Mission statement: To research, develop and extend the brand the quality of life locally, nationally and internationally.
PRODUCT INFORMATION
Ambica manufactures almost every type of Ayurvedic products and even, offer home remedies   for around twenty different ailments . Ambica manufactures Ayurvedic medicines and skin care products such as Essence Hair Wash, Amgesic for joint pains, Amplie for piles, Ambiliv, Ambica hair oil and

various other products. 
Ambica is an India based company who conducts research and development under the supervision of Ayurvedic doctors and top professionals in this field. The company has full - fledge laboratory set up in Okhla, New Delhi. Another unit of its research and development department cum manufacturing unit is coming up in Baddi, Himachal Pradesh. The company is planning to set up its research institute all over the country and abroad. 
MARKET SITUATION
Ayurvedic market in India is growing at the rate of 10 – 15 % every year and this growth rate is expected to be continuing for the next ten years. Indian Ayurvedic market consists of more than 9000 manufacturing companies. And 85% of total domestic ayurvedic market of India has been occupied by the top three . 
Ayurveda is now apart of global medicine which helps in curing the many internal diseases which are generally considered being incurable and obstinate. This feature of ayurveda has gained a global image and hence, demand for the same has risen from last few years.   Ayurvedic market is affordable by each income group of customers and hence, demand for the same is rising at a rapidity rate. 
CURRENT ISSUES OF CONCERN
As the firm since its beginning acts as sole proprietor therefore its mode of operation is restricted to a very limited area. Boom in ayurvedic industry and simultaneous increase in number of small traders in ayurvedic industry has shrunk the market size of the firm. The firm is now facing a stagnant rate of return. Although, the firm has strong financial

resources but decline in its market sales has narrow down the scope for its growth. Thus, the management strongly believes that to maintain the return and market sales, the firm needs to expand its business.
Ambica as a sole proprietorship firm has limited sources of internal finance. To expand its business in international market, the firm will require external source of adequate finance from financial institutes like banks. 
As the firm is small in size and operating as a sole proprietor for a number of years, therefore while expanding its operation the firm will have to face the complexity of large size companies and they will feel difficult to manage the operations of the expanded business. 
Ayurvedic industry in India is fragmented with large and small manufacturing units which constitute to be around nine thousand in totality. The entire ayurvedic industry of India is dominated by three big firms who have occupied the 85% of market sales . Thus, Ambica will face threat of competitors while expanding its business.
OBJECTIVES
Ambica may be regarded as a new entrant in the ayurvedic industry who has less business experience but greater business quality. In very few years, the product of Ambica has gained a market reputation in terms of quality and effectiveness. Ambica has greater threat of large number of competitors and existing big players such as Dabur India, Sri Baidyanath Ayurvedic Bhawan and Zandu Pharmaceuticals, which together account for eighty five percent of India's domestic ayurvedic market. Hence, Ambica needs to

expand its business to gain reasonable market sales and rate of return. 
Ambica can increase its market sales by expanding its business in international market by exporting its product in other countries. 
I would suggest the management of Ambica to consider the option of expanding its current business in international market because demand for ayurvedic product and medicines is increasing more than the chemical ones. 

Procedure
For conducting my research successfully, I have collected all-embracing information through various sources. Primary data as well as secondary data has been used to interpret the report effectively.
Firstly, I interviewed Ms. Aneeta Sharma (Chairperson of Ambica Private Limited) to know about adopted business strategy of expanding business.
I interviewed (Name of concern person), Head of Research and Development Department, Ambica Private Limited and asked him about the scope of ayurvedic products in area of pharmaceuticals and health care products. He told me about the growing popularity of ayurveda and its products which are free from any kind of side effects. I also interviewed (name of concern person), Advisor, Ambica Private Limited to know about the opportunity of the business in ayurvedic industry. 
In order to find out the demand for Ambica products and medicines, I have personally done the market research by interviewing the dealers of ayurvedic medicines and health care products and asked them about the popularity and demand of Ambica’s product. I have also formulated the feedback form and asked

people walking at a garden at random to fill it to get a fair idea about ayurvedic products demand.
Secondary data such as Ambica’s financial documents like the balance sheet, sales account and the profit and loss account   has been used to analyze the proposal efficiently. Other sources of secondary data are collected from e- books, monthly magazines, online journals and articles, firm website. Internet has been used for finding out the relevant articles and acts for the report. 

Main Results
Ambica private limited id dealing in ayurvedic market since 2003 and during this few years of business it has able to cater to consumers residing in limited area. It is observed that Indian ayurvedic market is growing at rapid rate due to increase in its popularity and hence, consumers’ of ayurveda are spread across the nations. Since, Ambica was catering to limited group of people, as a result the firm was not able to capture reasonable market share with increasing demand of ayurveda. Hence, Ambica wants to expand its business in international market by spreading its product in global market. 
When I interviewed, Ms. Aneeta Sharma, Chairperson of Ambica Private limited, she told me that Ambica has well equipped ayurvedic laboratory with skilled ayurvedic doctors and top professionals in this field. Under their supervision, every product of Ambica ensures standardize quality and full satisfaction. Hence, the firm will not face quality problem in international market.
While studying the ayurvedic market, it was found out that domestic ayurvedic

market is disjointed with more than nine thousand mechanized units and the industry is dominated by just less than twelve firms. Major players in the industries are Dabur India, Sri Baidyanath Ayurvedic Bhawan and Zandu Pharmaceuticals with 85% of domestic market sales. Other major suppliers are include Himalaya Drug Company, Charak Pharmaceuticals, Vicco Laboratories, Emami Group and Viswakeerthy Ayurvedic Pharmacy, Ayurveda Pharmacy and Ozone Group. India is rich in natural herbal resources and one can find 960 different kinds of trees in the nation. Therefore, firm has advantage over the available resources and key integrants of ayurvedic products .
Ambica has another opportunity to expand its business. According to market analyst, available herbs are useful in manufacturing ayurvedic FMCG   products such as soaps, toiletries, toothpaste, shampoos apart from medicines. Furthermore, Indian ayurveda manufactures have access to good resources but they lack in terms of knowledge and skill to develop these resources in useful manner. India lacks skilled manufacturers who can use these resources in judicial manner. 
As per the findings of my investigation and analysis, I strongly feel that Ambica can easily expand its business in the international market by exporting a range of ayurvedic products. Hence the answer to my research question “Should AMBICA CARE EXPAND ITS BUSINESS TO BECOME A GLOBAL BRAND?”   is that Ambica should expand its current business in international market by launching a range of ayurvedic products and medicines.

Analysis
Ansoff

Matrix

Market Penetration: It means increasing the firm’s sales in the same market in which firm was earlier operating. It implies increasing the market share in the present area of operation. But for Ambica market penetration will not be the right thing to adopt as existence of large number of competitors would left nay scope for improvement. Ambica has already occupied the reasonable share of current market and there is no scope for expansion and growth.
Product Development: It means launching a new product line in the existing market. This is out of track proposal for Ambica as it specializes in ayurveda market and launching a entire new product would require plenty of money o be spend on research and development. Therefore, product development would not be much fruitful for the growth of the firm.   
Diversification: it means launching a new line of product in entire new market. Currently, this business strategy will not help Ambica in either way as diversifying the business will require new market and product information with plenty of capital to be used up on planning and execution. The firm, from last few years is dealing in manufacturing and trading of ayurvedic medicines and products and the management has acquired the specialization in its field. Thus, the firm will find it difficult to gain new skills and market strategy. Hence, firm is advice to not to approve the policy of diversification.

Market Development: Market Development means launching your existing product into a new market. This would be the

perfect thing to do for Ambica.
As per the Ansoff Matrix, Ambica falls under the category of Market Development. As explained above, market development means launching the existing product in the new market. Till now Ambica was catering only to domestic ayurvedic market, which is already dominated by its existing big players . But due to the stagnant sales of Ambica, the management thought of entering the international market catering to the global market, which would be a new market for Ambica. 
As Ambica has been catering to domestic ayurvedic market, it has been selling quality products at competitive prices but the consumer of the ayurvedic product has greater choice due to presence of large number of firms in the same industry. As a result Ambica has to expand its current business in international market where demand for ayurvedic product has been rising. Hence Ambica has to expand its business trading by launching its product in the international market.

SWOT ANALYSIS

Strength: - 
1) Ambica is in ayurveda market since 2003 and till the date it has earned a business image.   
2) Ambica research and develop variety of ayurvedic medicines and products and hence, it has benefit over rivals .
3) During this period of business in ayurveda, Ambica has developed a extensive range of distribution and it has been able to supply it products to almost all parts of the country, which the major ayurvedic firms are not able to achieve.
4) Ambica has intense laboratory system and it has been able to supply quality product under the supervision

of skilled professionals and therefore, Ambica has advantage of consumers’ satisfaction and trust. 

Weakness: - 
Ambica private limited is a sole proprietorship firm and it may face the complexity of large size operations and it will feel difficult to manage the operations of the expanded business.

Opportunity: -
1) Ayurvedic medicines and products are based on herbology as it promise of curative that is impressively effective and calm with slightest menace of side effects.   and hence, they are greater in demand. 
2) Ambica can capture the international market of ayurveda, as WHO has recognized it as a traditional medicine for internal ailments which are generally regarded as incurable. 

Threat: - 
1) Ambica’s main threat are the existing big firms like Dabur, Zandu, Himalaya, Ozone etc. moreover, there are large number of small manufacturers who produce FMCG ayurvedic products (such as toothpaste, shampoo and soaps).

Ambica India Private Limited is a well-established name as it is catering to ayurvedic market for last few years and hence it has gained a business image for the same. Ambica merely supply its products to the domestic ayurvedic market. However, it is found that product traded by Ambica is of high-quality so Ambica can expand its current business by exporting its products, which are of high-quality to occupy the worldwide market of ayurvedic consumers. 
Although, there will be financing tribulations as Ambica would not be able to finance the expanded business by its own. But, availability of external sources

will enable the company to enlarge its market supply. An additional prospect Ambica has got to raise its market supply is by fetching the market sales of international home remedies. 

Porters Five Forces Model

The Porters Five Forces Model Competitive Forces analysis is drawn on the basis of classification of five elementary competitive forces:
1) Entry of Competitors
As ayurveda is recognized system of medicine in India, manufacturing units of ayurveda is rising at a fast rate and now, ayurveda industry consists of 9000 manufacturing units fragmented in different fields like FMCG, skin care products and medicines. As a result, demand for ayurvedic medicines and ayurvedic products have also increased. The growth of ayurvedic industry offers more profit to be earned and therefore, attracts new firms in the industry. This implies threat of new competitors but as of now firm’s apex threat is existing big ayurvedic companies in the industry.
2) Threat of Substitutes
Ambica deals in ayurvedic medicines and products, and the perfect substitute for ayurveda is medical science merely. Few consumers might not prefer to consume the ayurvedic medicines and other ayurvedic products as they are quite expensive.
3) Bargaining power of buyers
Demand for ayurvedic medicines and products are rising at a gearing rate. Increase in demand implies reducing bargaining power of the consumers because there are only few dominating suppliers in the industry. However, it is estimated that in the coming future the figure of suppliers may increase.
4)

Bargaining power of suppliers
Bargaining power of suppliers of raw material is essential to be studied as they provide the basic thing require manufacturing the ayurvedic products and these products are not easily available. Hence, suppliers hold more bargaining power.
5) Rivalry amongst existing players
In current market situation, there exists large figure of competitors, and top three companies have already occupied the 85% of total ayurvedic market sales. Thus, there is huge rivalry amongst the existing producers of ayurvedic medicines and products.

Ratio Analysis:
Ratio analysis is conducted to find out the financial position of Ambica care in order to plan and execute the expansion process. The ratio analysis would be helpful in finding out the current financial position of the business and prospects of further expansion. For the purpose, following data has been extracted from the financial statement of the firm:
2008-2009 (In Rs.) 2007-2008 (In Rs.)
Sales 28,598,014.09 12,530,732.72 
Net Profit Before Tax (116,029.93 )
82,391.21 
Net Profit After Tax (PAT)                 (116,029.93)                     (20,858.70)
Current Assets Loans & Advances 19,124,785.14 17,216,387.96 
Current Liabilities & Provisions 7,990,636.24 7,942,619.62 
Fixed Assets 4,527,208.23 4,870,139.68 

To find out the profitability of the firm, I will conduct net profit ratio. Net profit ratio will be helpful in finding the actual profit of the firm after meeting all the operating and non – operating expenses. Calculation of net 

profit ratio:
Net Profit Ratio= (Net Profit)/Sales   ×100
Net Profit for the year 2007-2008 Net Profit Ratio= (82,391.21 )/12,530,732.72   ×100
0.65%
Net Profit for the Year 2008-2009 Net Profit Ratio= (-116,029.93)/28,598,014.09   ×100
(0.40%) (Loss)

The expansion plan will require various preliminary expenses for executing the plan of expansion. Thus, current ratio analysis has been done in order to find out whether the firm is in position to meet its short term expenses. Calculation of current ratio:
Current Ratio= (Current Assets)/(Current Liabilities)

Net Profit for the year 2007-2008 Current Ratio= (17,216,387.96 )/7,942,619.62 2.16
Net Profit for the Year 2008-2009 Current Ratio= 19,124,785.14/(7,990,636.24 ) 2.39

I will   find   out   whether   the firm is in position to increase its sales with the current available resources. For this purpose, I will calculate the return on assets ratio (ROA) to find out how much assets will require to increase the sales by $1. Calculation of ROA: 
ROA= (PAT )/(Fixed Assets)

Net Profit for the year 2007-2008 ROA= (-20,858.70)/4,870,139.68
(0.04)
Net Profit for the Year 2008-2009 ROA= (-116,029.93)/4,527,208.23
(0.02)

Analysis and Interpretation:
As per the results shown by net profit ratio, the firm has incurred loss in the succeeding year. The reason for the decline in net profit could be diseconomies of scale. Thus, it is advisable to the firm that it should execute the expansionary project in order to achieve economics of scale and hence, the firm will be able to increase

its profitability. 
Current ratio of the firm is showing a positive result which means firm will be able to meet its short term expenses which will be incurred during the expansionary project. The ideal current ratio is 2:1 which means current assets should be twice of current liabilities so that any firm can meet their short term expenses on time. For both the financial year, firm’s current ratio is depicting the strong financial position of the firm.
Return on assts ratio has been calculated to find out the relation of firm’s profitability with its total assets. As per the calculations, Ambica’s ROA has been showing negative results which means management of the firm is unable to utilize its assets efficiently to generate earnings. 
The ratio analysis of the firm is showing that firm is suffering losses since, it resources has remain unutilized due to its limited business operation. To have advantage of economies of scale, firm is require expanding its business so that profitability of the firm can be improved. 

Conclusion
1)   Ambica has been in ayurvedic market from last six years and till the date it is unable to capture reasonable market share because Ambica has catering to the same market over the period. Ambica have weak marketing strategy as it caters to limited consumers in limited areas only. Ambica deals in high quality ayurvedic products and it has also gained a brand image in this short span of its business. Till a few years back ayurvedic medicines were mostly restricted to only few groups of people but now it has become

a ‘Science of Life’ and even the people in the international market have greater demand of it. Hence the demand for ayurvedic medicines and product has also increased. 
2)   Sales of Ambica has not shown any remarkable improvement and if the same situation continues Ambica may suffer loses in coming future. thus, Ambica requires increasing its sales, which can be done only by capturing new market for its existing products. Hence Ambica requires expansion project for the business by catering international market by launching its quality variety of ayurvedic products of elevated quality so that it is in the reach of people residing outside the India. This will help Ambica increase its market sales.
3)   Ambica can easily distribute its product in international market through current distribution channel network. 
4) After the analysis, it is very difficult to estimate the sources of finance which is required for expansion project. As per ratio analysis also, company’s net profit ratio has been decline which depicts that Ambica may find it difficult to get its loan sanctioned from external sources.   
Ambica is in the early stage of its business and this period of business is the deciding phase for the life of any business. And if, Ambica is not been able to increase its market sales in early stage of its business, it may start occurring loses in coming future. Reason being the limited area of operation and therefore, management of Ambica is suggested to consider other field of the market such as different states and across the boundaries.
Another

advantage Ambica has is the Indian Ayurvedic medicines recognized by the WHO. Ambica can effortlessly confine the international market of ayurvedic medicines this will surely aid Ambica to increase its market sales. India has more than 30,000 branded and 1,500 traditional products in ayurvedic industry; hence, it had gained a global popularity in the international market. Ambica can take this advantage by expanding its business in the international ayurvedic market. 
Hence Ambica should expand its existing business in the international market catering to the foreign consumers by launching its existing products and medicines. The management of Ambica should also consider the option of capturing market of small manufacturing units in India.

Recommendation
Ambica India Private Limited needs to expand its current business because Ambica has facing low growth in its sales and if this situation continues after sometime it will enter the decline period. For the last years there has been no reasonable growth and no noticeable increase in sales can be seen. If such a situation continues, Ambica will enter in its declining stage and loses will start occurring. To avoid this Ambica needs to expand its business to enlarge its market sales by detaining the international ayurvedic market of medicines and other products. Hence, the management is planning to expand the business. 
With development of quality product, Ambica is able to earn a market position for its ayurvedic products and now the management of the firm uncertainties of manufacturing

the large quantity of its products because disturbance in its quality will result in losing its product quality and existing customer of Ambica may shift to other products available in the market.
According to my research and findings and interviewing   the management of the firm, I formulate that Ambica should expand its current business by catering to international market with existing products because demand for India’s ayurvedic medicines is increasing, the awareness for ayurveda and its products will also amplify and this market situation will help Ambica to increase its market sales. 
Secondly Ambica is having a distribution channel for its product who supplies its product in the domestic market only. Thus, to cater its product in the international market, Ambica has to incur extra cost of distribution.
Expansion of business will require extra raw material to be purchase from the suppliers. Ambica as a sole proprietorship firm may find it difficult to finance its requirement totally, thus it requires convincing the suppliers to supply the raw material on credit basis.
Ambica also has the opportunity to capture the market of small manufacturers of ayurvedic FMCG products such as soaps, toiletries and shampoo as there are large numbers of small manufacturing units. Due to this people might prefer a known brand name in ayurveda and they would buy medicines from Ambica. 
Hence on the basis of my research, I think that Ambica should expand its current business of manufacturing and trading ayurvedic medicines and product

in international market to increase its market sales. I recommend the management to expand its business in international market as all the factors explained in the project favour in this decision.
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Appendix – 1
http://www.expresspharmaonline.com/20080831/market01.shtml
Transforming Ayurveda
The Indian ayurvedic industry is re-packaging traditional healing principles into a modern avatar. Usha Sharma reports 
Before the evolution of Indian ayurveda into an industry, the practice of ayurveda was confined to physicians and was considered more of a service than a profession. The word 'ayurveda' is composed of two terms, 'ayush' meaning life and 'veda' meaning knowledge of science. Ayurveda is therefore that branch of science, which deals with the physical body. It includes herbal medicine, dietetics, surgery, psychology and spirituality. Thus etymologically, ayurveda means the science of life or biology. It has its roots in antiquity and has been practiced in India for centuries but Western culture and education coupled with the British regime pushed this ancient science into the background. However, recently efforts have been made to rejuvenate the almost 'lost art' of ancient healing, ironically due to the increased attention from the Western world. 
Market size 
Today, 

ayurveda is an officially recognised system of medicine in India. Globally, the World Health Organization (WHO) recognises it as Traditional Medicine (TRM). It is estimated that the total market size of the Indian ayurvedic market size is Rs 8000 crore and it is growing substantially between 10-15 percent, with the same growth rate targeted for the next 10 years. 
Overall, ayurveda products fall into two categories—branded and traditional. Currently, more than 30,000 branded and 1,500 traditional products are available in the market. At present, India manufactures ayurvedic drugs worth Rs 6,000 crore per year, of which Rs 1,500 crore are exported. About 60 percent of this is crude herbs to be manufactured into products outside India, about 30 percent is finished product shipped abroad for direct sales to consumers, and the remaining 10 percent is partially prepared products to be finished in foreign countries. 
Fragmented sector
The ayurvedic market in India is fragmented, with more than 9000 manufacturing units; most of them are quite small. The industry has been dominated by less than a dozen major companies for decades, recently joined by a few new entrants, taking the count to about 30 companies. 
The key suppliers in the ayurveda segment are Dabur India, Sri Baidyanath Ayurvedic Bhawan and Zandu Pharmaceuticals, which together account for 85 percent of India's domestic ayurvedic market. 
Other major suppliers are include Himalaya Drug Company, Charak Pharmaceuticals, Vicco Laboratories, Emami Group and Viswakeerthy Ayurvedic Pharmacy,

Ayurveda Pharmacy and Ozone Group. 
The products of these companies are included within the broad category of 'fast moving consumer goods' (FMCG; which mainly involves foods, beverages, toiletries, cigarettes, etc). Most of the larger ayurvedic medicine suppliers provide materials other than ayurvedic internal medicines, particularly in the areas of foods and toiletries (soap, toothpaste, shampoo, etc), where the main ingredients may be traditional herbal ingredients, which are projected as the unique selling proposition (USP) of these products. 
Ranjit Anand Puranik, General Secretary, Ayurvedic Drug Manufactures Association (ADMA), says, "Currently, Indian ayurveda industry consumes 1000 crore of medicinal plants and as per weight, we consume 1,53,000 tonnes of medicinal plants every year from 960 different medicinal plants. Indian ayurveda manufacturers have good resources but because of lack of knowledge and experience, we are not able to meet with industry challenges. In current scenario, every manufacturer must make effort to understand the resource and identities of its traditional plant input material and also concentrate upon investing in backward integration projects for attaining resources identity." 
Appendix – 2

MRP: Rs. 35
Qty :100ml 

[AMB005] ESSENCE HAIR WASH 
Description :
•   Beneficial effects of the shampoo 
•   Controls hair fall 
•   Remove dandruff 
•   Mild shampoo 
This mild hair wash is safe for frequent use and it controls hair fall and removes dandruff. 

More information   

  




MRP:

Rs. 79
Qty :250ml 

[AM006] ESSENCE HAIR WASH 
Description :
•   Beneficial effects of the shampoo 
•   Controls hair fall 
•   Remove dandruff 
•   Mild shampoo 
This mild hair wash is safe for frequent use and it controls hair fall and removes dandruff. 

More information   

  




MRP: Rs. 97
Qty :30 capsule 

[AM001] AMGESIC FOR ARTHRITIS / JOINT PAIN 
Description :
•   Visible results in 7days 
•   Safe anti-arthritic and joint care 
•   Relieve joint pain and stiffness 
•   Reduce inflammation and promotes mobility 
Recommended in – Chronic arthritis, osteoarthritis, sciatica, lumbar and cervical spondylitis, frozen shoulder and other neuromuscular pains. 

More information   

  




MRP: Rs. 180
Qty :60 Capsule 

[AMB002] AMGESIC FOR ARTHRITIS / JOINT PAIN 
Description :
•   Visible results in 7days 
•   Safe anti-arthritic and joint care 
•   Relieve joint pain and stiffness 
•   Reduce inflammation and promotes mobility 
Recommended in – Chronic arthritis, osteoarthritis, sciatica, lumbar and cervical spondylitis, frozen shoulder and other neuromuscular pains. 

More information   

  




MRP: Rs. 97
Qty :30 Capsule 

[AM007] AMPILE for HEMORRHOID/ PILES 
Description :
•   Visible results in 21 days 
•   Removes constipation 
•   Stops bleeding, checks infection 
•   Minimizes pain and irritation 
•   No surgery required 
Recommended in – Bleeding hemorrhoid /piles, non-bleeding piles, fissure and ano-rectal inflammation 

More information   

  




MRP: Rs.

180
Qty :60 Capsule 

[AM009] AMPILE for HEMORRHOID/ PILES 
Description :
•   Visible results in 21 days 
•   Removes constipation 
•   Stops bleeding, checks infection 
•   Minimizes pain and irritation 
•   No surgery required 
Recommended in – Bleeding hemorrhoid /piles, non-bleeding piles, fissure and ano-rectal inflammation 

More information   

  




MRP: Rs. 180
Qty :60 Capsule 

[AM008] AMBILIV 
Description :
•   Visible results in 10 days 
•   Detoxifies and vitalizes liver 
•   Corrects liver functions 
•   Corrects jaundice and hepatitis 
•   Ensures prompt and better recovery 
Recommended for – Liver disorders, jaundice, hepatitis, alcoholic liver disorders, drug induced jaundice, other hepatotoxicity 

More information   

  




MRP: Rs. 189
Qty :50ml 

[AMB003] AMBICA HAIR OIL 
Description :
•   Visible results in 21 days 
•   Hair nutrient 
•   Stimulates blood circulation and opens hair follicles 
•   Prevents hair loss, Stimulates hair growth and re-growth 
•   Removes dandruff and itching of scalp 
Recommended in – hair loss, falling hair, dandruff and itching of the scalp. 

More information   

  




MRP: Rs. 350
Qty :100ml 

[AMB004] AMBICA HAIR OIL 
Description :
•   Visible results in 21 days 
•   Hair nutrient 
•   Stimulates blood circulation and opens hair follicles 
•   Prevents hair loss, Stimulates hair growth and re-growth 
•   Removes dandruff and itching of scalp 
Recommended in – hair loss, falling hair, dandruff and itching of the scalp.
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