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sold Alofe] Geuleed
Herbal Soap Manufacturing

uRyy (Introduction)

. QUdU[YUs] 68U (Business Goal): AUdsil [AYa sedl AAu1Hedl 2
dlaldudl (abundant natural resources and rich biodiversity) o)
GULL 531 G-I I LA, §5)-3o5dl (high-quality, eco-
friendly) cU[sdold AHLN Blleetld Gllest 59,

Hidlell WIUIR (Demand Driver): RARIRL-¥1HLRd Gellgaileil
Slless WA (harmful effects of chemical-based products) (a9l
dtid] 219)[dal 5120 HRAHI Sold B RUIURIY Sl

(herbal and chemical-free) Hl%oﬂ HidH luyla aulR) &) 8.

. OloRell gE Ll (Market Trends):

o Stdl ¥al 3l [e1s e12 s (natural and organic ingredients) 412
deldl ueail.

clle, Juilsiz] o udldeily Rerrdl
(health, wellness, and environmental sustainability) Uz qudl
M.

dtdl HeaH ddiefl qedl (expanding middle-class population)
U qidl ([SRULPoid Hids (rising disposable incomes)
VLM Gellesdl URetl WA ddRl 52 8.

. 01%129] [Af11%el (Market Segmentation):

o &3 (AR (urban areas) Hi Hidl dy 8, Ui ALES) el
UINEL W GUALRLHS dRiH]d Lol Gallesd) Ui 52 8.
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o Gaulled AlugHiedl @169l Yo% AHLBL iR (50% of soaps °

produced are sold in rural markets) Hi dY1Y &, ¥ q[€c;°ﬂ dsl
Yyl uls 8.

o &u{d A1 (Herbal soap) W &l12clell AUlo] W4 el psueil
[asAudl Asil (fastest-growing category) 2]

AW WA (Government Impact): 2@ Hld (121
(Swachh Bharat Mission) %dl 425131 U1 Ale Glleet GElLeil
[asiuui Aldleled IR BD.

SICESRIE ESYsil (Business Strategy):

o JoUdell euLlets WtAUiell (local region of Gujarat) 251G ld
Roddl w1dus dd), SISl via ©91Sell 1
(essential oils, herbs, and plant extracts) J| UYed, Ulogef Bllee
59,

L[5 Wsdl wal HYe e 28] AUl 1 AW 1ReA sl
(employment opportunities) Gl¢{l s wiL(els (As1Aui
Ad1E Lol 3[4,

el1[els

o112 qleg
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o201l Hidl Wl gdl (Market Demand and Trends)

dtdl Hidtell 21U

sedl Gauleedledl audl uist

l 212 ol YullsiRledl audl
o3} [d

I 21 Vol JullsiRledl audl
o3} [d

oloR0eil Hidl 4 aqll

olo1R A2 qfeg

. qddl Hidtell A1HIR (Basis of Rising Demand):

o A(RlS WA L[S 2 woxU Aluuls gfeg o)l Hotl €l ], %
e, RAUBIY S Wa ©51-3056] (natural, chemical-
free, and eco-friendly) U [Sddld AHIN Bdlesil ds AleS)eil
UAelell wedlda 5k 8.

. Yu ddil (Major Trends):

o §tdl Galleollefl audl Hist
(Rising Demand for Natural Products): Al&5| (4925
[dseld wed ayal dy soie el wi[es Geulesil
(herbal and organic products) U4¢ 531 @&l 9.

212 ol YuilsiRledl audl @noyld
(Growing Health and Wellness Consciousness): Aoyl
cdylei] Adeetilddl (allergies, skin sensitivity) ogcil
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AURY M deR) Adlal 51RE), Adldrl, dlus), dal
(aloe vera, neem, Tulsi) %Bcll €25l euid Gallgetlefl Hidl gt
e 8, % AdL[etalRS aletl (therapeutic benefits) Utlel 539,

U132 Aueled Wl udd

(Government Support and Initiatives): As 9el Blesul

(Make in India) 3l MSME 12 dM el (support for MSMEs)
Bl Aoyt vl Gl MIRclU Y5101 @old wal RYd(Es GEIL
(herbal and Ayurvedic industries) Hleell 251 geg UL 50
cAldldRL YD UIS . o521 wldl HlsA) HI2 w1eol dog,

(ideal for such ventures) 8.

01912 AN 22U qﬁg (Market Segmentation Growth):
oS1HL 0{°8R°i a[au-l!slh.’l (market diversification) of\cll Huil
28] B, BUi Ve2l-viseRud, Rset-uliv2lsidl (anti-

bacterial, skin-brightening) el A1s5Y ccdyl USRI wojey

Gauleedl dl [dAl® Gadlesil (niche products) UR &lel Slegd
sAMi w14 8.

UHl22 HI2 989eilY Gl Sl (Desired Qualification for Promoter):

dailCLs
N umelfl

UHl2R HI2 889e(lY dluSsld
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. daials \{B(‘Lﬁl (Educational Background):

o SUIRY[RsA U, AR seilc%), B012] wadl SRS
25911419 (Cosmetic Technology) Hi [SA] €ld], U12 Gellesl
s13[d21e1, dyldrilell {121 i [AuHeA512] SRl
(product formulation, quality standards, and regulatory require
ments) ofl AH% Eldil 3] B

o WU Weydl (KR HawHeaui [Swlul
(MBA or Diploma in Business Management) eldl.

. Sllol W Wl (Knowledge and Experience):

o Iyde ua old Geulesil (Ayurveda and Herbal Products) <
Sllet.

o quiftd G&loLedl WM (Industry Experience).

. USUdL HI2ell URWN) (Factors for Success):

o dseil$] [[Yuldl, (G1naAy AaA%sAe2 $12ARI via GEldlell Sliel
(technical expertise, business management skills, and industry k
nowledge) o} A=, B WS Y[elesfl @1UsAL o [As1 HIR
A 1AUS B.

Ay 1Y £[B518L al dS) (Business Outlook and Opportunities):

serdl/solq
His1 qleg
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Gawdn M[AX (Bright Future): dt d15] §6cl ¥ol R4 1ARIY Sl
(natural and chemical-free) | [Sddld AL CGalleadlefl el sl
ela il w1 Gl ¢d) Garan 8.

Hidi gyl (Increasing Demand):

o e, YUIsI?) (health, wellness), 1l ol sl
(herbal ingredients) (B4 ¥ €115, NG1d2L M de ) «il
s11e1) (ARl dudl o9)d 241 Hidla ddL WY 8.

U1 d4Ql ASA ol AL (AR

(cities and even in rural areas) Hl U qyf] Qéj, 8, 512315 dlsl
e 1-AAYBI (skin-friendly) e WIRA9U HI2 dY AIRL Gllesdl
Ue 53 9.

e VleddlEel U] el uis(2al (Online Sales and Marketing):

o §-514A We sl ua HlRud HI(SUL g2l HIRdH] A Al5ds

2R (globally) AUIL 5 401 W] B,

o [Slesed HI5(3alell GUALL 53] Ay AULES) (more customers)
Yl uell asiy 8.

. Ulsdl 4l Q%2112 €LIG (Benefits to Farmers and Employment):

o L[5 vlsdl (local farmers) Uld2ll aSley2lad] wWal ¢91S Wilela
AHell Hie [RelR LA S (steady income) BL{] 53] S B.

o BaUleet wa HIS[Eo1H] @uLlels dlslal AR Ul Hg).
. C{ﬁqoﬂ dsl (Growth Opportunities):

o dBldrliysd Gadleell (quality products) #{1§2 $3la wal ©5l-
Y5l Ws2[RAA (eco-friendly practices) UR 1l Sl 53]a w41
AU Y HIRclY el WARJATTY WU As0N WA A §LSIRS
AlEA™ (successful and profitable venture) olof] 215 8.

6
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oion2eil Aetldell via HIB[Eo1 e 1A
(Market Potential and Marketing Issues):

u{Reil Aelldell (Market Potential)

. »sul qleg (Rapid Growth): §ecl ¥l R_AIUBIY S
(natural and chemical-free) cU[Sscold deilo Gallestlell dud] Hiole
SIRQL HIRAH] AA RS 2R iR Bsueil dl (growing rapidly) 28
8.

UidUi quRl (Rising Demand): G5\ dy 2cl1e-U@lel (health-
conscious) ¢eil 2Ll 8 W dlus), Adld1 wal del

(neem, aloe vera, and Tulsi) Bdl g2 s\H{e]l WAl so{d Gldlgeil
(herbal products) ol Ue 52 9.

L& A AB{lLL vinRledl gfeg
(Growing Urban and Rural Markets):

o ASAH| €15 euld el B8)-Fosel Geuleell (herbal and eco-
friendly products) HI2 dy (54d Ysddl dUR B,

o AR [AARIHL UL L A6l atl 28] 8.

¢-511 q[?g (E-commerce Growth): Amazon, Flipkart %4l solq
(ANl RV Bl letdleSel W2 511 (online platforms) #l[dlS
R1AUL R 5181 sul (Astl Hlel Ales ddi (larger audience) Yl
usldle] A0 Weild .

Ud Mol Aal e1Lle1s QUL (GriLuis el

(Tourism and Local Sales): 215 cl5(Ud vl @10

(popular tourist destination) €lalal 128l GriAWSHI Ud {l»{1a
2eU1[els A wadl sold Gedlesil (locally-made herbal products) e
wedl AeREL ds dudief] Aeildel 8.
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uis(2al ﬂ&lbﬂ (Marketing Issues)

. Al (Competition): 6ios12Mi udae]l o 8.l YURieg soid wal

§E.?.cﬂ GlleSH (many well-known herbal and natural brands) &l%? 2]
oldl| Y 1Al AEIL dR] lddl (stand out) Wl ALeSell [l
(customer trust) WellddHi Yud Héeld s3] Usel.

2|l (Awareness): 52615 Cl5) €% ULl suid Alsil sluslp{1eil
WAL (unaware of the benefits) 8. Hidl duRdAl HI2 su{d Gallgsilel
SlAe) (A9 WASIRS HIERIL v [21&13L

(Effective marketing and education) 13| 8.

AU LY Bely2Y el ALHUledl ¥Rl
(Business Inputs and Material Requirements)

Hu Geulesl ALHAL (Core Production Materials)

%51‘53'1?1{'1 Ul 9\Sell A5 (Herbs and Plant Extracts): dHsil §E.2cﬂ
sIRALI) UL lus), Adldrl, dadl, [UsLsLs, AnYs (Hibiscus) e

Y{HULL (Neem, Aloe Vera, Tulsi, Shikakai, Hibiscus, and Amla) %3]
2}

Yu2 825 (Main Ingredients): Gallesl HI2 2165 ULASR, Ul | SEY,
Sl¥Y cileR (TALC Powder, Soap Noodles, DM Water) %ol B4 (Gel)
ol GUldL A B

sedl dd el Y] (Natural Oils and Fats): A1 o 5[50 WA
AHoS cdlsil UINEL HI2 oil(0idR dd, w6 dd, UM dd w4 (edd
(castor oil) (Coconut oil, olive oil, palm oil, and castor oil) dUz:lYy 2

1dUS Ad (Essential Oils): 3Yitl A4 AdA[eAcls Q] HI2
AdesR, s, 2l 21, «{laP1R] (Eucalyptus) ¥al clojeil dd
(Lavender, Sandalwood, Tea Tree, Eucalyptus, and Lemon oils) =il
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GU1dL 524l

. $tdl ¥[s2cy (Natural Additives): H16%218(55 HI2 PeRet
(Glycerin), AH% %4, SLES, TA, 231, USYH 4ol HY
(clays, SLES, TA, Colour, perfume, and honey) Bl W YR § uglell,

U (exo1 11211 (Packaging Materials)

. GlleSeil Hoswyd ©90{] Gielldal HI2 wLSNS vl BS)-Fesel Wk[Fo1
(Attractive and eco-friendly packaging) 1dys5 2]

AHA ML Rifaslet Al e, WRALSASHE s1g2 WUR, Auey
Vol 20

(Silicone Soap Sleeves, Biodegradable Kraft Paper, Labels and Tags),
uel 5121 Bl Gil5A (Cartons and Boxes) o1l U142 &l B,

V{lu2le Wl U Uls5UL (Operations and Execution Process)

Geuleet Hlee(l Yy U[sUL (Core Manufacturing Process)
. SIULHIGYg] ARD>L (Sourcing Raw Materials):

o UUH YIIG dPosUdell AYeg detU [ (Gujarat's rich flora) Higil
AdldzL, dlus), dail (aloe vera, neem, Tulsi) Bl G-
JBldldLull sold gesl (herbal ingredients) ﬂUlClQLoj, 2

o V1d2Us Ad), «il[AR Ad 1 Vil[ag dd
(essential oils, coconut oil, olive oil) Bl A e25] UM L[S
A A (certified suppliers) ylaell doggiHi 2119 9.

. {s]l-liaﬂo'l B{a] 21\l (Formulation and Research):

o [aldy cayl Aeilneil {nuuuﬂ (skin care benefits) HI
S E1 ) Wal Ads] ALY 1%t y[eA(%ld $cl ULSS
s112]A2lel (product formulations) Wstldd,
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o Gaulestl o ldriletl HIRRI (quality standards) ol Y&l 53 A
&R AdLleAdlRS AR (therapeutic effects) Utlel 53 defl
ULd3] sdl Hie ulall sd,

AlY osilde v AARAMSLS ulsul (Soap Making and Chemical Process)

. AUloye AA1U[CGLS YIUIR (Chemical Basis of Soap): Alo{ A ddgeil
V| (\{sa'l ﬂﬁ{S) (oil molecule - fatty acid) o) HL[SUH W[ Y19
1513l sclefl AYRL AU [BLS Uldl5UL (full chemical reaction) o
uRei 8.

d11dril (M8l (Quality Creation): 412U 521 ARAUS Uit sA A
Aol 412U UHIQH (H3Hd 530, diotl Ay Yl 251 & ddl wRU slal,
Hal2ldlyl 181 (creamy, fluffy lather) wsl dHlRle] H1O 2[5
(extra moisturizing) gl &R URRLH] Aadl sl 8.

Geuleel Ugld (Production Method): Stcll U520 o sold
) (Natural surfactants and herbal extracts) o ULf] 249 A9 H18
[M[8ld saH] w1d Q. AL MRl HUHIRUSIOS (emulsified), AR K4
M[8d s3] 218 UMl Aleged]l MUYIR (consistent soap base)
WellddHi w1d B, B uglefl 63 531, Ydiltid 53a 1 Us(2l
sAIU 211d 8.

ds(Cus Geulest Ui (Alternate Manufacturing Steps)
o sidL Hidal (591 ¥edui (cooking kettle) Ysd).
[H211e (1oL [fsAR (sigma mixer) Hi [H(8id 5?.{4;.

W15/ 54 25R (plodder/ extruder) «il Hegell AMAlA WsIR sladl
(extrude).
BifdH WIB2yea 8Revd 25SIHIUIL s1ug,

AUlogetl USA UR M1 (Stamping) 5.

10
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ildH yolai (Final Steps)

. dlldril EUETE] (Quality Control): 4+ Gculeel e Lol JA2lddl,
25UUR, Y2iY Vel YUl
(consistency, texture, fragrance, and safety) 3 [el[%ld $dl Ul duly
5dl. pH Addel (pH balance) ¥{al HISSIGLIAE £NSL
(microbial contamination) Hl2 URl UKL s 1Hi 2414 9.

U351 (Packaging): Gculled diqailal ©5l-}esdl, v1sNs W(Eo1
(eco-friendly, attractive packaging) i Us 5, ¥ Gaulgelsil §£.2cﬂ
wal ¥ [els DJQR (natural and organic qualities) A Uld(oiod 3.

Hleldunefl %= RULd (MANPOWER REQUIREMENT)

CRI clfsd |[avui |[HLRs dlfs v
(Particulars) Wlefl | UlSell | WIR/Adel | (Re. dlViUi)
AuAl | (No.of |(Re. dlWHi) |(Annual
(No. of | months | Salaries per | Expense
Person) |in year) | month Rs. In Lakhs)
(Rs. In Lakhs)
AR (HLlEs -
AERELE)
(Self-employed-
Owner and

Manager)

[¢1e1-g2 811 (Un-
Skilled Labour)
HselYs (Helper)
AL A U521
(s

(Sales and Marketing
Person)

54 (Total)
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VUG YHYYUAS (IMPLEMENTATION SCHEDULE)

g« el UUY (U[Ee11ui)
(Activity) (Time Required in monthes)
2 lofl ULl (Acquisition of premises) Q
oliusiu () dl2) sly dl) LY
(Construction (if applicable))
W lo2 ol H2(letlell WRlEl wal Y
$o22ld2lel (Procurement & installation
of Plant & Machinery)

ol1lieil cudzeyl

(Arrangement of Finance)

%] Hleldouieil 1Rl

(Recruitment of required manpower)
54 %3] qHU (32dls ug(dal 1su1
QHC'[@) (Total time required)

some activities shall run concurrently)

UlBs2¢il (4 (COST OF PROJECT)

GEIG U (. dlWU)
(Particulars) (Amount-Rs. in lakhs)
23l (Land) -
Uslel (MLLS) (Building (Rented)) 012
o2 Wl U2{lel3] (Plant & Machinery) 0.90
Al A 1HA] A slefu WA 0.9%
(Equipment and Furniture Exp.)
YR [e1[8dd v128UIUA (Misc. Fixed Asset) | 0.02
Yd-AAldel Wl UIR(GS WA (Preoperative & | 0.09
Preliminary Exp.)
s1Us12 YS| (Working Capital) LR 9%
56 W52 W (Total Project Cost) R03.21
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ollQliell ¥Alcll (MEANS OF FINANCE)

SH (. dlVHi)
(Amount-Rs. in lakhs)-§€ (Total)-R03.3

RN P RN ETA L]
(Promoter’s contribution)

mols (H1sL (Bank Finance)

QR1.CC

3] HRAlel] wal AltaA 1Al YR
(LIST OF MACHINERY AND EQUIPMENT)

H2(le1l (MACHINERY)

(ao1dl
(Particulars)

AsU els (SUd
(Re. dluini)
(Price per Unit
(Rs. in lakhs))

N
(Unit)

5C WU

(Re. GLWHI)
(Total Amount
(Rs. in lakhs))

531324
(Cooking kettle)

¥.4o

¥.\o

Roul [MsAR
(Sigma mixer)

q.00

.00

WIS/ 5A2SR
(Plodder/extruder)

3.00

3.00

52 (Cutter)

X2 W SIY (Stamp &
dye)

U [eso1 Heilet

(Packaging machine)

§4 54 (Total Amount)
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(el el AUl 1M (FURNITURE & EQUIPMENT)

(ao1dl sy | dsH ele |5 WU
(Particulars) (Unit) | (51d (. QlVLHI)
(Re. dlVHl) | (Total
(Price per | Amount-
\Unit- Rs. in lakhs)
i Rs. in lakhs)
261 (RAR221 Ulet, A 2, 0.0Y 0.0y
BoS5q1, HiUdlell AHAUL LML,
d.ﬂi) (Tools-

Roasting Pan, Gas Stove, Induction,
measuring spoon, pot etc.)

s(elUR el Q2 v (U5 2ud, 21%
les, Ul[¥o1 222101, dd1?)

(Furniture and Set Up (Work Table,
Storage shelves, Packaging

Station etc.))

(55U (dloe, Uudl, 3(uia2, adR)
(Fixture (Light, Fan, Cabinets etc.))
oy (QuifEd] AULkall, d6lcy, HIRS,
QIIR) (Others-Labelling Equipment,
Gloves, Masks, etc.)

SA SH ()

dUIQleil aydid W 51515l
(SALES REALIZATION AND PROFITABILITY)
Geulgel U (Re[UALni)
(Product) (Amount (INR))
&0ld 19y (Herbal soap) | €,U9,00,000

54 (Total) €,49,00,000
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1515125 lell 21R1d4] (PROFITABILITY CALCULATIONS)

$H
(Sr. No)

(ao1dl
(Particulars)

SH (. ALWH)
(Amount Rs. in lakhs)

AY|Qlefl dyCld (Sales realization)

<49.00

GeUleol W (Cost of production)

$1U) H14 (Raw materials)

3Yyo. 00

y2adly (Utilities)

03¢

Hleld {01 Wi (U2LIR/Adet)
(Manpower Cost (Salaries/wages))

¢

aslddl wa] (Administrative expenses)

04¢

DEICSTRNE) (Packaging Cost)

oo

M &AAG A HAA WA
(Material Lost Cost)

090

AYIQL A (AWl W (Selling &
distribution expenses)

0.5%

UURSIH A HNdR] (Repairs &
maintenance)

090

LS (Rent)

0.R3

1% (Interest)

U8l W] (Misc. expenses)

5¢l (B) (Total (B))

56 ol5l/si5Ulel (A - B)
(Gross profit/loss (A - B))

Wlg: ey IR (Less: Depreciation)

PBIT (CUI% A 52 U&Glell oi§l)
(PBIT)

SIEER (Income-tax)

Ylun] o1 5l/e1 51l (Net profit/loss)

Y54l (@LNS) (Repayment (Annual))

eingl AVIE BN (E - F)
(Retained surplus (E-F))
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ulseyclel Bell[G[R11 (BREAK-EVEN ANALYSIS)

(a21dl
(Particulars)

SH (. AIWH)
(Amount (Rs. in lakhs))

(ol (8dd W3] (Fixed Cost)

1{lel Vil USlolef LS (Land & Building Rent)

0.R3

gy Rl (Depreciation)

1.0¢

Q% (Interest)

20.%0

HlsldW Ul (Manpower)

¥

§4 [c[sdd W3l (Total Fixed Cost)

R¥.¥0

A[Gd WA (Variable Cost)

PRI (Raw materials)

3Yyo.o0

y(2lally (utilities)

03¢

Hleld Wl (Manpower)

Y.co

dsladl wa (Administrative expenses)

0.1¢

AL Bl (AL W
(Selling & distribution expenses)

0.%5%

§4 U[@d W3 (Total Variable Cost)

\‘slUﬂ H[oge (Contribution margin)

Y| B 58de Ulge
(Break-Even Point in Value)

cold Loy Geuleel HI2 AUllels HogA)
(STATUTORY APPROVALS FOR HERBAL SOAP MANUFACTURING)

q. -3583?] CleUs™ (Factory License - Factories Act, 1948):

o 90 el ay SIMEIR] (UldR A2l

(more than 10 workers using power) »&d| 0 efl qy CTRITAR)|
(MldR ﬁdl) (more than 20 workers without power) Y:lddl
Baulesl W sHL UL sA%FAULd (mandatory) 8.
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o Iuldell HH (cieto1 (Labour Department) o WD) sl

o UM WIRLY B ¥ v
(safety, health, and labor standards) < Ul€el %;l,[:iﬁcld 52 8.

R. 1% UENSL (o181 6ilS (GPCB) il ¥l
(Gujarat Pollution Control Board Approval):

o UIUQUeY 2 SAcll USH( @ULUell HI AH[d
(Consent to Establish - CTE) el AUl HI HH[d
(Consent to Operate - CTO) Huidd] %3] 8.

o SU cUdRel Yol Vol Gei%el (1AL
(waste management and emissions control) 4(&dll uyiaely
[st44) (environmental regulations) < Ul€e {;l,[;i@ld 52 8.

3. sl 25U Geuleel Iy (FSSAI/CDSCO)
(Cosmetic Manufacturing License - FSSAI/CDSCO):

o ©u{d Ylofal $IY WeS SIR(2sA Vs
(Drugs and Cosmetics Act) ol sl[es (cosmetic) a5
Ao{l5d SAM] A11d 8.

GLIRAHI 512U Gelleel HI2 Ao2d $IU eSS 521
w13et 1o P2l (CDSCO) UlAL]l Gedltsl AlDUY
(manufacturing license) M1dYs 8. (e1ltl: %15 FSSAI ol Gedw
B, d §S Hle B; sl [25u HI2 Hu AL CDSCO ).

¥. GST «lluwil (GST Registration):

o %\ dH1> dl¥s 2eluildR ¥o dlweil ay
(turnover exceeds 40 lakh) €13, dl Ul6ys] SIUEU Gldlesl Wal
ALY 5dl Ml GST «lluwil (GST registration) Audd] %3] 8.

o AYULLL YR s Wes AldA 254 (GST)

17
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(Goods and Services Tax - GST) A S[Ad Sl 2ol YHL Sl
RN CIE RTINS )

dAldlH o) el 21eAULASH] (TRAINING CENTERS AND COURSES)

. 8leaye vils 21s NeydsuRoL Ws2RiA olesul
(Institute of Good Manufacturing Practices India - IGMPI):

o HLS: A4l / (A4 [Hd H1S (Online / Regular Mode)

o VEALMSHL: i1 el AYdles sl]deled, sold sljdled
ol sold ALSRLel Ui (AANAL HRddL WlRe Aorjule [Swlul
v d[sHsyled (Swlul
(Post Graduate Diplomas and Executive Diplomas) bﬂfs{ 529,

ol J[ogd: GMP (315 Ny 3suR21 N2 ), 2 laril (1Al
e [cAyUais1] Uldet

(GMP, quality control, and regulatory compliance) U #I[2
Ysdldi 11d 8.

. 9lesusi v11yde 334 (Indian Ayurveda Academy):
o HLS/ellel: ¥{)od 1541 / [aldy @101 (Online / Various Locations)

o VEALMSHL: i1 el A1Ydles vlsse AlEo1 AR [s3e sl
(Ayurvedic Product Making Certificate Course) Uled afé[%%a
URLASHL Uelel 52 8, BHI dd, dinnedl LN, cadlsil ieitn
el By Aled UALYeil
(oils, hair care, skin care, and other cosmetics) =il Sl”ia%lohﬂ
A4 AR B,

a2leid Bleeye ¥ils AUIYde (NIA), FUYR
(National Institute of Ayurveda)
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Adl21 el (Apex Institute): NIA G1l12d Y5101 YN HALGY
(Ministry of AYUSH, Govt. of India) @69e{l A5 Al 2ciud Sls g
ofl g(&qﬁia’l (apex autonomous Deemed to be University) 2}

21&1(@:15 siAsH) (Academic Programs): 3| el BAMS, MD/MS
E11ydeni), Ph.D. A1 [(Sudlul w4 (cldu 42 [s32 Sl
(various Certificate Courses) Uled dHIH R wg,&[és WYY SH]
Ueldl 52 8.

&old Geuleel HI2 UIRIBLSdL

(Relevance to Herbal Manufacturing): NIA z»uq,éﬂis QR{QQM
ol sold SIA21EN1%) Auiltd 251 Al0lstl el WUt WAL SH) UL
Yd1d B, B e6id Al Gllesl Bl UIB52U HI2 %3] Ulle] wa
dseils] stiel (foundational and technical knowledge) 1133 uls 9.

ol 3ol (Focus): 241 el w1ydesil dHIH UIMIH] [Rlasl,
dlell, (saleise il e 2i1lel

(teaching, training, clinical services, and research) =il Gd4 e
[asdlddl uR eulet Sled 52 8.

eicilel HIE(221 cysUsil (INNOVATIVE MARKETING STRATEGY)
ALsS1A secdl Gllest] ds viLsNdL HIR:

. '9edl[SYc2 213N Bulal: US(¥0L UR o Gudl 3 "l UleyHi duidg
1S\ IlRell orau o] wic) 8", Wl UsIRetl 41[e1s dld ) AlsS)
U1 ldellcHs ISILL dHR .

SRULOD2UeA: ALsSla UldlLeil Uiedflefl 420t (Fragrance) A dd Urie
5dls{] 92 W 1Ud] 4 'Make Your Own Soap' (52 dudl.

Al025Q101 6L5A: (A ALES UL €2 HSA 3-¥ Uluys] KI5y &R
yeluLsg (ML 611d), el Rule duiel g,
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o AW[EdL: S12d ol RAUN2UUI cllotl el Aloy Hd weldl Al €2
1 Yall, el Udlll vllesa wlau,

dseil$] 24U 321l (TECHNOLOGICAL UPGRADATION)

" e® o
v{l2lnes s(ea1 ©
o H2llet

Cp o @
@@

(s[es2d pH Hl2?

Gl UlSU 1ol BL1E W SIASH Gledlclc] HIR:

. dl2lies s(2a1 Heilet: slael] siudla Wed qluR 522 Hellel dluq,
Bl €35 AL0Ye] doet Wl WLSIR WSHA] RE.

[S(ewed pH HleR: ALyl allRludl (Alkalinity) Hiudl Hie ([@eHy QUR4
016 U155 [Slased Hlewedl GUrILL 524, %8 ccluledl e lHdl Hie o3
]

podoe3] Helogtor Alg2dr: SIAUL HIG (Qd, Y2it) ol WsAUIUI] 52 Wal
1S Add UR o{%R 2Audl Ul ERP (MeH.

SWOT [cl2dN &L (SWOT ANALYSIS)

(sl (Strengths) A1) WV EELGESTED)

- 900% §tcil W BH5E-Y 5 - (oA (25 Al Sl [(SHd ay,
Gculest. - 31§ Q&5 418 (S8l ddal
- oAUl s1UL HIGe]l 4R 51R4Q)).

GudeHdl. - oM UL U GhleSUsll .
- 16 YS1 ASLQL A G1Y L[,
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dsl (Opportunities) MU /USSIR (Threats)

- [AAsIH GoR (WL SAA YRAU Wal - SIALHIG (A4 o1l HldHi gde.
He| yd). - oi5¢] sodd Gaulgsllell Alsseil
- 53] UL e of[2s Slecui (1.

A1, - 555 Sl s (M) A

- Pulsa vise (dediRui Sru). el (=421,

S\uiH el [Usl (RISK MANAGEMENT)

. AUsuls2l (Rancidity): el dd dioil AHA UESl WL did HIZL A
8.

o (91261 sl Mndecd (BU 3 [delfMet E dd wedl A»AR)
u15) oll GUALIL $2d) uel sty W (0L Audd,

. A 2y s AlsslA ALssA wSleg2l ¥ Adsfl Weo] S1 2.

o [A4qRQIVB[¥3L U dUIMY ees) (Ingredients) =il YlEl JUB dud]
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W WY 22" (Patch Test) ol UGLE ¥ludl.
o GAlltel Alded: €35 WYofl 23 Wal Y2 WEI| 18 QU
o [A4GREIR1eSS VU2 ULR%R (SOP) ulal ALSSY close]
HIUESle] Uldel 524,

Esu.iloj, |||l (Waste Management - Zero Waste)

Alu ¥ (Soap Scraps)

e 5[231 e (2121 LR (ML o{lsUdl Ulofell 2551 Fsdla
Weq dal 1ALl F-QY H16] slsilddl #eud] Gles]
Ulds dild dydl.

wiRes ysd Ul(x1

RS A Wed 22 QUR, SISKS ol sy aded]
51uSeil Adlell GulaL 4.

uIRile] RAuLulsE1

o 1R UL Ul dUAAG ULl (BHL 1e SlU B) dal
[s€22 53l sallR (salleidl Hle dlurd,

dlRidril (o123 ¥ vl (QUALITY CONTROL & ASSURANCE)

¥y lof] Y8l ¥ ALSS AN HLe:

. SULR>L 218U (Curing Time): 5165 WA 416 MNOIH| W11 ¥-€
wsdLSUL Yl 'KAR (Ysddl) tal, el d 5681 Ha dio]l yHU UG
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ddll 64al.

Aoy 2[R231: €35 oldl WU} QWU TFM (Total Fatty Matter) 2221
5144, G TFM Wed AIR] A ldL.

el dUlA: U591 52l USHl €35 AUlode] 4ol WRAWR B 5ol d AS
5q,

GMP Uldel: 'Good Manufacturing Practices' 456 22691l sl
SHER1efl S1Eet 2nddl.




wd\g(c/Disclaimer

Vil WI9ES2 UiSIBA HIdled 241 MiARs AfAEA HI2 9 ©. vl
VA ASISRScl AlSdAl ARUSIU AissRAl aRRURAL WR
BUUARA YuUs Vielwl O A dHi §FR UGS AS O. dull
YRS AsAdlAl SIS RA 2l ). GaPRILsRisIv
Uldidl Ayl ook AR, ARUSIU UPRU WOURA, -
SIMESIY Uldd ASIRURN (WAl ASRARN Vid o¥3A  dHIH
WAL 24 HRRAL Hanaal AlEd) sl gAFuld ©.
SISURL AISSAU HRAHR, AARR, WAL dAldld f2AL A HIAL
ISl feei W2 Al M B WA d S8 AL
A2L.v1l HUSAl UldARS ARUSIU § ds-IS Adls -l [Aseu
2], VA B FULRAAL BULUR Al ([l Adl siTuet
A5AL HI2 UELAL I8 FUAHER] Al 2]\

This project profile is for guidance and preliminary research
only. The financial figures, including costs and profitability,
are indicative estimates based on assumptions and are
subject to change. They are not a guarantee of commercial
success. Entrepreneurs must conduct their own thorough
market surveys, financial due diligence, and legal
compliance checks (including verifying costs and obtaining
all necessary licenses and approvals). The name of any
specific machinery, supplier, or training institution is
provided purely for informational reference and does not
constitute a recommendation. This information is not a
substitute for professional financial or technical advice, and
the provider holds no liability for any losses incurred from
decisions based on these profiles.




