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1. Executive Summary

This plan sets out a Veterinary Pharma Business in India — a maker/marketer of animal-health formulations
(medicines, vaccines-adjacent, feed supplements, nutraceuticals & specialty products) for livestock (cattle/dairy),
poultry & companion animals (pets), sold through veterinary distributors, vets, feed dealers & (increasingly) pet
retail/e-commerce. It earns manufacturing + marketing margin on animal-health products, monetising India's
large livestock/dairy/poultry economy & the fast-growing pet-care market — a business structurally similar to human

pharma but on the animal-health channel, regulated for veterinary drugs.

India has one of the world's largest livestock/dairy & poultry bases, plus a rapidly growing companion-animal (pet) market
— driving steady, large demand for animal-health products (therapeutics, feed supplements, nutritionals, specialty). A
veterinary pharma business is a regulated mfg + channel-marketing business: it needs veterinary drug

manufacturing/marketing licences (CDSCO/state, veterinary-drug regs) & GMP for manufactured products, & lives on
product range, brand, the vet/distributor/feed-dealer field network (livestock/poultry) & pet-retail/e-commerce
channels (companion). It can manufacture own or use third-party, own-brand or marketing-led. Revenue is own-brand +
third-party/marketing margin across segments; success rests on product range, brand, channel/field network,

quality/regulatory & segment focus — it is product-, brand-, channel- & segment-driven.

This is a regulated animal-health business — funded by promoter equity plus bank finance (plant if own-mfg + working
capital). This plan models a veterinary pharma business (mfg + marketing) requiring X3 crore (31.1 crore promoter + X1.9
crore bank finance), targeting ¥10 crore revenue in Year 1 and X24 crore by Year 3. (Veterinary pharma; own-brand +
third-party/marketing margin, product/brand/channel/segment-driven — figures illustrative; veterinary drug regs & GMP

prerequisites.)

2. Business Description, Vision & Legal Structure

Concept: A veterinary pharma business - animal-health formulations (therapeutics/supplements/nutritionals/specialty) for

livestock/poultry/pets, via vet/distributor/feed-dealer network & pet-retail/e-commerce, earning mfg + marketing margin.
Vision: To improve animal health & productivity with quality veterinary products.

Mission: Deliver effective, safe, quality animal-health products - across livestock, poultry & companion animals.

Legal structure options

¢ Private Limited / LLP — recommended for licences, brand, channel & funding.

o Proprietorship — possible for a small marketing-led start.

Regulatory anchor: a veterinary pharma business is regulated — veterinary drug manufacturing/marketing licences
(CDSCO/state, veterinary-drug provisions of Drugs & Cosmetics Act), GMP for manufactured products, feed-
supplement/FSSAI (as applicable), labelling/claims, & residue/withdrawal norms (food animals). Product range, brand,
channel/field network (vets/distributors/feed-dealers/pet-retail), quality/regulatory & segment focus determine success; it is

product-, brand-, channel- & segment-driven — similar to human pharma but animal-health channel.

3. Promoter & Ownership

Led by a promoter with veterinary pharma, animal-health, pharma or agri/dairy/poultry expertise & channel relationships.
The team includes production/QC (if own-mfg) or third-party liaison, product management, field force/veterinary sales

(livestock/poultry) & pet-channel, distribution & regulatory. Product range, brand, channel/field network & segment focus



are the differentiators. Ownership & stakes are editable inputs.

4. Market Analysis — India

India's huge livestock/dairy & poultry economy & fast-growing pet-care market drive steady, large animal-health
demand (therapeutics, supplements, nutritionals, specialty). Demand is livestock-/dairy-/poultry-/pet-driven &
productivity/health-linked. The market rewards product range, brand, channel/field network, quality/regulatory &

segment focus; it is product-, channel-, segment- & competition-sensitive, met with range, brand, channel & focus.

Demand drivers

o Large livestock/dairy & poultry economy.

o Animal productivity/health & supplements.

« Fast-growing pet-care (companion animals).

+ Veterinary awareness & institutional demand.

o Feed-supplement & nutritional growth.

Market sizing (illustrative framing)

TAM Animal-health in India Large & growing
SAM Segment (livestock/poultry/pet) & region Substantial
SOM (Yr 1-3) Products / channels / geographies Scaling

Target segments

o Livestock/dairy (cattle — therapeutics/supplements).
e Poultry (health/nutritionals).
o Companion animals/pets (pet-care/retail).

o Institutional/government & feed cos.

5. Competition & Competitive Advantage

Landscape: established animal-health cos (domestic & MNC), other veterinary pharma & feed-supplement players. The

business competes on product range, brand, channel/field network, quality, segment focus & price.

The business's edge

¢ Product range & efficacy.

e Brand & vet relationships.

o Channel/field network (livestock/poultry/pet).
¢ Quality/regulatory & segment focus.

¢ Pet-care growth positioning.

6. Products & Revenue Model
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Livestock therapeutics/supplements Mfg + marketing margin Core volume

Poultry health/nutritionals Margin (volume) Volume
Companion-animal / pet-care Higher margin (retail/brand) Growth/margin
Feed supplements / nutritionals Margin Volume
Third-party / institutional Conversion/volume Utilisation/volume

Livestock & poultry give core volume; companion-animal/pet-care is higher-margin & fast-growing (retail/brand); feed
supplements/nutritionals add volume; third-party/institutional fills capacity. Economics = volume X margin X
channel/segment mix; product range, brand, channel/field network & segment focus drive it — the decisive vet-pharma

levers.

7. Go-to-Market — Channel & Segments

« Vet/distributor/feed-dealer network (livestock/poultry).
o Field force & vet detailing (like MRs).

¢ Pet-retail/e-commerce (companion animals).

Product range & brand (efficacy/trust).
o Institutional/feed-co & third-party.

Sales approach

Build product range & brand - deploy field force/vet detailing + distributor/feed-dealer network (livestock/poultry) + pet-
retail/e-commerce (companion) —» grow segments & geographies - add third-party/institutional. Product range, brand,

channel/field network & segment focus build the business; pet-care growth & livestock/poultry scale are the twin engines.

8. Operations Plan (mfg + marketing)

Manufacturing (own or third-party): GMP veterinary formulations (or third-party contract), QC, batch/quality.

Product & brand: range across segments, branding, efficacy/positioning.

Channel & field: vet/distributor/feed-dealer network, field force, pet-retail/e-commerce.

Regulatory: veterinary drug licences, GMP, labelling/claims, residue/withdrawal (food animals).

Distribution & WC: inventory, trade credit, receivables.

Workflow

S P Ay
Product Range/mfg (own/third-party) Quality/mix
Brand Positioning/detailing Brand/demand
Channel Vet/distributor/pet-retail Reach/volume
Sell Segments/geographies Volume/margin

Comply Vet-drug/GMP/residue Regulatory



9. Regulatory, Licences & Compliance (India)

e Veterinary drug: manufacturing/marketing licence (CDSCO/state, D&C Act veterinary provisions); GMP.
o Feed/supplement: feed-supplement/FSSAI (as applicable); labelling/claims.
e Food-animal: residue/withdrawal norms; safety.

o General: GST; company; third-party tie-ups.

10. Organisation & Manpower Plan

Promoter / leadership

Field force / vet sales & pet-channel 8 18 32
Production/QC (if own-mfg) or liaison 6 11 18
Product, distribution & regulatory 3 6 10

Accounts & admin

11. Implementation Timeline & Milestones

Setup Month 0-4 Entity, licences/GMP (or third-party), range, channel, launch
Ramp Month 4-9 Field/distributor network, segments, volume

Traction Month 9-12 Segments & reach; X10cr revenue

Expand Year 2 Range/pet-care/geographies, X17cr

Scale Year 3 X24cr revenue; segments & brand

12. Financial Plan (lllustrative)

All figures are illustrative model assumptions for an Indian context, shown so the promoter can replace them with live rates.
They are not projections of guaranteed results. Vet pharma blends mfg (if own) & marketing/channel; product mix (pet-care

higher-margin), channel/field network & WC are core; veterinary drug regs & GMP prerequisites.

12.1 Project cost & means of finance

capital reqUirement _

Plant/GMP (if own-mfg) or setup + third-party tie-ups 1,30,00,000
Working capital (inventory + trade receivables) 90,00,000
Brand, field force & channel build 50,00,000

Licensing, QC & pre-operative 30,00,000



3'00’00'000

Promoter contribution 1,10,00,000

Bank finance (term + WC, MSME) 1,90,00,000

12.2 Projected Profit & Loss (3 years)

_

Livestock & poultry products 6,00,00,000 9,50,00,000 13,00,00,000
Companion-animal / pet-care 2,50,00,000 5,00,00,000 8,00,00,000
Feed supplements, third-party & other 1,50,00,000 2,50,00,000 3,00,00,000
COGS (mfg/third-party) & materials 6,20,00,000 10,40,00,000 14,40,00,000
Field force / sales & salaries 1,60,00,000 2,70,00,000 3,70,00,000
Brand, distribution & overheads 1,30,00,000 2,20,00,000 3,00,00,000
Interest & other 30,00,000 45,00,000 55,00,000

9’40'00'000 15,75'00’000 21'65’00'000
Net profit (before tax) 60,00,000 1,25,00,000 2,35,00,000

Net margin 6% 7.4% 9.8%

12.3 Unit economics & break-even

¢« Volume x margin x segment/channel mix: livestock/poultry are volume-driven (moderate margin via
distributor/field network); companion-animal/pet-care is higher-margin (retail/brand) & fast-growing; segment mix &
brand drive it.

o Channel & field network: vet/distributor/feed-dealer network & field force (livestock/poultry) + pet-retail/e-commerce
(companion) are the reach engines; product range, brand & efficacy drive demand.

« Break-even: at a volume/reach threshold covering field-force/overheads/interest; net margins improve with pet-care

mix, brand & scale.

12.4 Projected Cash Flow — Year 1 (quarterly, illustrative)

PartiCUIars (?) _m‘—

Opening balance 12,00,000 10,50,000 10,80,000 11,20,000
Collections 2,00,00,000 2,45,00,000 2,75,00,000 2,90,00,000
COGS, field-force & operating 2,01,50,000 2,44,70,000 2,74,60,000 2,88,80,000

Closing balance 10,50,000 10,80,000 11,20,000 12,40,000

Vet pharma carries inventory + trade-credit (distributor/dealer) WC & field-force cost; pet-care adds retail/e-commerce
dynamics. Segment/brand mix, channel reach, turns, credit discipline, CC & the WC line manage cash; the key risks are

competition, channel/field-force attrition, product-mix/margin, quality/regulatory (residue/food-animal) & receivables — met



with range, brand, channel, quality & segment focus.

12.5 Key Performance Indicators to Monitor

o Segments: livestock/poultry vs. pet-care mix; growth; brand traction.
e Channel: distributors/vets/feed-dealers; field productivity; pet-retail/e-comm.
e Margin: segment/product margin; mix.

o WC: receivable days; inventory turns; credit.

13. Funding Requirement & Bankability

Total ask: 1.9 crore bank finance against X1.1 crore promoter contribution — term for plant/GMP (if own-mfg) or setup
plus working capital (inventory + trade receivables), MSME-eligible; a marketing-led (third-party) model needs less capex.
Bankability rests on product range, brand, channel/field network, segment mix (pet-care growth) & quality; India's
livestock/poultry scale & pet-care boom support demand. Year-1 profit ~X60 lakh growing to X2.35 crore supports servicing;

segments, channel & brand are key. Product range, brand, channel/field network & segment focus underpin the model.

13.1 Funding utilisation

Plant/GMP (if own) or setup + third-party 1,30,00,000 43.3%
Working capital (inventory + trade receivables) 90,00,000 30%
Brand, field force & channel build 50,00,000 16.7%
Licensing, QC & pre-operative 30,00,000 10%

3'00'00,000 100%

14. Risk Analysis & Mitigation

Competition (MNC/established) Range, brand, channel/field, segment focus, pet-care, cost
Channel / field-force attrition Incentives, support, relationships, distributor economics
Product-mix / margin Pet-care/higher-margin mix, brand, range

Quality / regulatory / residue (food-animal) GMP, QC, residue/withdrawal compliance, labelling/claims
Receivables / WC Credit control, turns, WC line, distributor terms

15. SWOT Analysis

Strengths Weaknesses

Huge livestock/poultry base + pet-care boom; mfg + marketing; Competition (MNC/established); channel/field-dependent;

segment diversification; channel/field network; brand. margin/mix; quality/regulatory (residue); WC.



Opportunities Threats

Pet-care growth; livestock/dairy productivity; poultry; feed- Competition/price; regulatory/residue; channel shifts;

supplements/nutritionals; third-party; geographies. disease/cyclicality (poultry/livestock); imports.

16. Recommended AiSevak Tools for This Business

This veterinary pharma business would use AiSevak's Pharma vertical tools in delivery:
e Product & channel ops: product/segment-mix & brand, vet/distributor/field-force & pet-retail/e-commerce,
demand/reach tools.

o Mfg & compliance: GMP/QC (or third-party) & veterinary-drug/residue-compliance, WC/credit tools (with Legal,

Agritech & Finance verticals).

e Practice: Business Plan, segment-mix/margin and Break-even tools to model the business.

17. Key Assumptions & Notes

e Veterinary pharma: animal-health formulations (therapeutics/supplements/nutritionals/specialty) for
livestock/poultry/pets via vet/distributor/feed-dealer + pet-retail/e-commerce; mfg + marketing margin; own + third-
party.

e Volume x margin X segment/channel mix decisive; product range, brand, channel/field network & segment focus (pet-
care higher-margin/fast-growing) are the levers; similar to human pharma but animal-health channel.

e Term (plant/GMP if own) + WC (MSME); veterinary drug manufacturing/marketing licences, GMP, feed/FSSAI (as
applicable), residue/withdrawal (food-animal) prerequisites.

e Segments, channel, brand & mix drive economics; figures illustrative, exclude GST; veterinary drug regs & GMP

prerequisites.

» Use these tools now — free on AiSevak

Every tool referenced in this plan is available on aisevak.in. Open the Pharma toolkit to browse and use them all at

https://aisevak.in/verticals/pharma — or go straight to any specific tool at https://aisevak.in/service/<tool-name>.

No signup needed to explore; each tool guides you step by step.
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