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Dr. Juneja’s

Dr.Ortho

Ayurvedic Oil, Capsules, Spray & Ointment

——

Dr. Ortho is one of the most trusted and prominent brands

in joint pain management segment.

Dr. Ortho is the flagship brand of Dr. Juneja's house. The brand
was launched in 2012 and rapidly emerged as one of the
dominating brand in the Joint pain management market. All
products of Dr. Ortho are scientifically formulated using both
modern and traditional Ayurvedic methods. This fusion of
modern technology and ancient wisdom sets it apart from
other products in its category. Today, it is a household name
and one of the most well-known brands.
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DR. ORTHO RANGE

Ayurvedic Medicinal Strong Oil Ayurvedic Balm Knee Cap

_‘_ COMFORTABLE
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. Walking Experience
20% EXTRA

Ayurvedic Ointment Ayurvedic Balm Acupressure Slippers Posture Corrector

Back Support PU Foam Acupressure Slippers Knee Cap with Open Patella Wrist Brace with Thumb

Back Support Memory Foam Lumbo Sacral Support Belt Cervical Pillow Ankle Binder

yi WORLD BRAND SUMMIT
ASIAIS MOST g ‘ DUBAI 2016 (Ayurvedic Ortho Medicines)
Conducted by: World Brands R C i
PROMISING BRAND | ! 'i;\ucte yTor ran s(ivw% orporatg\
VALIDATED BY CONSUMERS & INDUSTRY \ ] 4 OSf rUSTe ran
Consumer & Product Survey by IBRANDS (2013-14) 3 OF ASiG 20 1 6




ABOUT
SANJEEV JUNEJA

Touted as a 'Brand Machine'
by the media.

An Indian Business Tycoon,
Investor, Philanthropist &
Founder of India’s Renowned
Company Divisa Herbals

Pvt. Ltd. who has worked
immensely to acquaint

new India with a modern
form of Ayurveda.

Mr Sanjeev Juneja’s entrepreneurial journey started in one room with Rs 2,000 in his pocket
and he is now ranked amongst country's top business tycoons. Atrue torchbearer of Vocal for
Local and Atmanirbhar Bharat, Mr Juneja has crafted multiple home grown Ayurvedic brands
such as Kesh King, Dr Ortho, Roop Mantra, Sachi Saheli, Petsaffa, Accumass, ltchku,
Badman and Eye Mantra among others.

Touted as a 'Brand Machine' by the media, Mr Juneja struck one of the biggest deals in the
history of Indian FMCG sector, when Emami acquired his six-year-old brand Kesh King. The
USD 262 million deal valued Kesh King more than five times its annual sale. Instead of
choosing to invest heavily in building a huge distribution infrastructure, Mr Juneja chose to
focus on core competencies of developing unique Ayurvedic products to suit modern lifestyle.




AWARDS & RECOGNIZATIONS

DR. ORTHO

Hure 3227 Asnl

WINNER OF
INDIA'S NO.1 BRAND AWARDS 2014

(IN INDIA'S BEST JOINTS PAIN RELIEF MEDICINE CATEGORY )
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Dr. Ortho
yurvedic Oil & Capsules

People's Choice Brand - Ayurvedic Ortho Medicines
(Asia)

Dr. Ortho [0

yurvedic Oil & Capsules CATEGORY: Healthcare / Wellness
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PRINT MEDIA CAMPAIGN
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PRINT MEDIA CAMPAIGN

Dr. Ortho

An Bywivede Mediciae O/il
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ELECTRONIC MEDIA CAMPAIGN
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ELECTRONIC MEDIA CAMPAIGN
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TOP Advertiser as per the TamAdEXx
(TAM media Reserch pvt. Ltd. )

Top 10 Advertisers and Brands of OTC Products in Print

SBS Biotech Chaturbhuj Range of Products 18%
Chaturbhuj Pharmaceuticals 23% Sachi Saheli Ayurvedic Range of Products 18%
lolly Pharma (India) 9% Dr Ortho Range of Products 5%
Shree Baidyanath Ayur Bhawan 3% Jolly Tulsi 51 Drops 5%
Pankajakasthuri Herbals India Right Sugar Tablet 5%
Dabur India 3% Jolly Fat Go Range of Praducts 3%
Louis & Clark Pharmaceutical 9 Dr Ortho Capsule 3%
Bakson Drug & Pharma 2% Baidyanath Range of Products

Ratan Ayurvedic Sansthan LC Immuno Gold

Sharangdhar Pharma 1% Pankajakasturi Breathe Eazy Range

SBS Biotech among the advertisers topped the OTC Products followed by Chaturbhuj
Pharmaceuticals together contributing almost 50% of the category ad space in Jan-May‘21*,
Chaturbhuj Range of Products was the top brand with 18% share closely followed by Sachi Saheli
Ayurvedic Range of Products with nearly equal share of ad space.

Top 10 advertisers and brands added 74% and 62% share respectively.

Note: Figures are based on Ad Space for Print: excluding house ads, promos and social ads Period : Jan-May"217 (*Till 18th May)

Top 10 Advertisers and Brands of OTC Products on Radio

58S Biotech Dr Ortho Range of Products

Tenshi Life Sciences 19% Enkor D 19%
Zoetic Ayurvedics lwall 17%
FDC 10% Electral Ors 10%
Val You Products 1 Amrith Noni 8%
Meghdoot Gramudyog Meghdoot Madhu Shoonya Churan 5%
Amines Biotech % Swasthya Setu

Fine Morning Pharma Bawaseal

Lupin Lupins Range of Products

Infinity Ecom Solutions Tapas Ayurvedic Herbal Smoke

Among the advertisers, 5BS Biotech topped with 24% of the ad volumes’ share in Jan-May'21*.

Dr Ortho Range of Products was the top brand with 24% share followed by Enkor D with 19%
share.

During January-May* of this year, the Top 10 advertisers and brands had 93% share of ad volumes
each.

Note: Figures are based on Secondages for Radio; Commercial ads only: excluding promos and social ads Period : Jan-May'21* (*Till 18th May)
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ENDORSED BY CELEBRITIES
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Movie Promotions
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Movie Promotions
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PRINT MEDIA COVERAGE

Ayurvedic 'Dr. Ortho' and 'Roop Mantra' declared s 0,1 Brand”
Mare than 5000 brands from different categories were shortlisted

Chandigarh—Based
on the product
quality, emplayees
dedication and an
excellent customer
care cell, the

r— ]
flagship producs of .
SBS Biotech unit I1', Ayurve
Ortho and Roop Mantr
lared as No-1 Brand.

IBC Infir Media Pyt

the company has
expressed  happiness
for gentimg the award
for its prestigious
products-Ayurvedic
Dr. Ortho il and
capsules and Roop
Mantra fairness

Ltd. (International Brand
Consultanis) that i known for
brand consultations and
research, has conferred the
award for D, Ortho as a No-1
Brand -2004, 5000 diffirent
brands were surveyed from
different categories ncross
India on the parameters of
satisfaction and quality. The

gt R e ...:-..g-
o | X

company's executives felt that
the award the
confidence of the company
and he dedicated this award 1o
all the staff, distributors, and
customers. He further stated
that the company would make
all the efforts 1o mamtain the
same high standards to keep all
s stakeherlders happy.

I-\IHF E‘I-u-:'. 0"‘5 also :halcrl

Relimes, Samsung, LIC, SB1, ICIC, Coca
Cola, HOFC, ITC, Toyets, Geogle, Al
bntel, Colgate, Mafosys, HEBC, Dabur,
Apple, Dish TV, Big Bazsar, TOL, Merck,
Kodak, Kingfisher, Dainik Jagran, ABP
news, Star, Mescafe, Asian painte, Yoo
tuba, zne lu ACC Cemem rm hm.
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:?;h Directed by Nishikant Kamat, Drishyam
mdsis a thriller drama and a remake of
;m:Malayalam film. Ajay Devagan (Vijay
:'h;SaIgaonker}, Shriya Saran (Nandini),
f%and Tabu (IG Meera Deshmukh) play
[‘:"‘m"lead characters in the movie. The film is
Mabnut a 4" grade failed, father two
' and a cable operator, Vijay

ar. With lot of difficulties, he

to manage the needs of his
'anwhllehegetsembroiiedln
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Market Presence of Dr. Ortho Products

Dr. Ortho Ayurvedic products are available in each state of India like Assam, Andhra Pradesh,
Arunachal Pradesh, Bihar, Chandigarh, Chhattisgarh, Delhi, Gujarat, Haryana, Himachal Pradesh,
Jharkhand, Jammu & Kashmir, Karnataka, Kerala, Manipur, Meghalaya, Mizoram, Madhya
Pradesh, Maharashtra, Odisha, Punjab, Rajasthan, Sikkim, Telangana, Tripura, Tamil Nadu,

Uttarakhand, Uttar Pradesh, West Bengal and their popular cities. You can also Buy Dr. Ortho
Products Online in India.

q Jammu &
Kashmir

Uttrakhand,

Uttar

Dr. Ortho Pradesh

e O sty Ot \ -
Rajasthan

Dr. Ortho JIEH ETS

Jharkhand
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Gujarat Madhya Pradesh

Maharastra

Dr. Ortho Orissa
i O g sy e

Andhra
Pradesh

Social Presence of Dr Ortho

Website: https://drorthooil.com

Facebook: https://www.facebook.com/drorthooil
In h

s://www.instagram.com/drorthooil
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ONLINE PLATFORMS

amazon
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