
Understanding Brand Perception and Market 
Acceptance of FERTICEEV (Female Infertility Drug)

Stuti Sheth - IIHMR University, Jaipur



Table of contents

01

Introduction Methodology

02

Data Analysis 
and Findings

03

Result and 
Conclusion

04



Introduction 01



Infertility
Infertility affects millions globally, with a significant prevalence among 

reproductive-age individuals. The increasing incidence of lifestyle-
related disorders such as obesity, stress, and smoking has driven a 

growing demand for infertility treatments. 
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Methodology 

Literature Review: Analyzed scientific journals, industry reports, and reputable online 
resources to gather data on infertility treatments, market trends, and consumer behavior.

Surveys: Designed and distributed quantitative and qualitative surveys to gynecologists 
and pharmacists to assess awareness, perception, and usage patterns of Ferticeev.

Fieldwork & RCPA: Conducted Retail chemist prescription audits in Gujarat, Rajasthan, 
and Maharashtra to understand prescribing habits, market penetration, and feedback 
from physicians.

Comparative Analysis: Evaluated the composition, clinical efficacy, price points, and 
market share of Ferticeev against leading competitors to identify unique selling points 
and market positioning.



Data Analysis 
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The female infertility market in terms of supplements is 184 Cr. According 
to MAT, Aug’23 with a growth of 12% than the previous year.

SUPERGROUP SUBGROUP

Sum of 

MAT 

AUG'20

Sum of 

MAT 

AUG'21

Sum of 

MAT 

AUG'22

Sum of 

MAT 

AUG'23

VITAMINS/MINERAL

S/NUTRIENTS

V06E02 FOR 

FEMALE 

INFERTILITY

106.7 135.1 164.8 184.5
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The top brands in the market along with their MAT Value of the last 4 years 
and CAGR are as follows -

BRANDS
Sum of MAT 

AUG'20

Sum of MAT 

AUG'21

Sum of MAT 

AUG'22

Sum of MAT 

AUG'23
CAGR

NORMOZ 22.2 28.1 33.3 35.4 12%

FERTISURE-F 16.6 20.2 21.6 21.8 7%

OVACARE 16.7 21.1 20.8 20.6 5%

LYCORED 10.7 13.5 12.4 10.5 0%

FERTYL-F 0.2 3.7 7.6 9.0 147%

OVAFRESH 0.0 0.0 0.6 6.4 N/A

OVAFIRM-OD 1.2 2.7 4.3 6.3 52%

Data Analysis and Findings



Ferticeev data insights

BRANDS Sum of MAT AUG'22 Sum of MAT AUG'23

FERTICEEV 0.0 0.1

• Ferticeev brand was launched in 2022

• The Brand has a MAT Value of 10 Lakhs 
as per IMS Data Aug’23

• Ferticeev Brand is still a follower but we 
as a company are going aggressive on 
Ferticeev and it has created a good 
space in the minds of Gynaecologists at 
a local level.



Contain Mg 

Vitamin C (As ascorbic acid) 33.35 mg

Coral Calcium 53.2 mg 

L-Arginine 266.7 mg

N-acetylcysteine 300 mg 

Grape seed extract 34 mg

Lactobacillus acidophilus 0.5 Billion CFU

Composition
Ferticeev is a fertility supplement that contains a variety of nutrients, 
including vitamin C, coral calcium, L-arginine, N-acetylcysteine, grape seed 
extract, and Lactobacillus acidophilus.

Hence iut provides essential nutrients to support reproductive health.



Marketing Activity

To increase the user base, we have 
done the following activities: 

Free Samples 
and Trial Packs

Patient 
education 

leaflet

Round table 
meeting 

CMEs 

Doctor to 
Doctor Referral 

Program

Conference 
Stall 

Participation 
(for Brand 
Visibility)



Marketing 
Inputs of 
Ferticeev 
Brand  
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• The increasing prevalence of infertility and heightened health
awareness drive the market for infertility treatments.

• Factors such as lifestyle changes, increased awareness, and
the need for nutrient-rich supplements contribute to
Ferticeev’s growth.

• Ferticeev's unique composition and effective marketing
strategies position it well for wider acceptance.

• The adoption of Ferticeev is currently in the Innovator and
Early Adopter stages among physicians.

• But still Collaborative efforts with key opinion leaders in
female infertility medicines will be essential in promoting
Ferticeev
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• Infertility (no date) World Health Organization. Available at: https://www.who.int/news-room/fact-

sheets/detail/infertility (Accessed: 25 June 2024). 

• Female Infertility (2023) Weaver of My Web. Available at: https://www.medicanewstoday.com/articles/165748 

(Accessed: 25 June 2024). 

• Female infertility Symptoms and Causes (no date) Mayo Clinic. Available at: 

https://www.mayoclinic.org/diseases-conditions/female-infertility/symptoms-causes/syc-20354308 (Accessed: 25 

June 2024). 

• Infertility and Reproduction: Trying to conceive, symptoms, causes in men and women, tests, and treatments (no 

date) WebMD. Available at: https://www.webmd.com/infertility-and-reproduction/default.htm (Accessed: 26 June 

2024). 

• Fertisure F nutraceutical tablet with amino acids, vitamins, Minerals & Antioxidants: Buy strip of 10.0 tablets at 

best price in India (no date) 1mg. Available at: https://www.1mg.com/otc/fertisure-f-nutraceutical-tablet-with-

amino-acids-vitamins-minerals-antioxidants-otc564546 (Accessed: 26 June 2024). 

• Ovacare tablet: Buy strip of 15.0 tablets at best price in India (no date) 1mg. Available at: 

https://www.1mg.com/otc/ovacare-tablet-otc71094?wpsrc=Google%2BOrganic%2BSearch (Accessed: 26 June 

2024). 

• Cervifert Tablet: Buy Strip of 10.0 tablets at best price in India (no date) 1mg. Available at: 

https://www.1mg.com/otc/cervifert-tablet-otc156345?wpsrc=Google%2BOrganic%2BSearch (Accessed: 26 June 

2024). 

Reference 



Slidesgo

Flaticon Freepik

CREDITS: This presentation template was created by Slidesgo, including 
icons by Flaticon and infographics & images by Freepik

Thanks!

http://bit.ly/2Tynxth
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr

	Slide 1: Understanding Brand Perception and Market Acceptance of FERTICEEV (Female Infertility Drug)
	Slide 2: Table of contents
	Slide 3: Introduction 
	Slide 4: Infertility
	Slide 5
	Slide 6: Methodology 
	Slide 7: Methodology 
	Slide 8:  
	Slide 9
	Slide 10
	Slide 11: Ferticeev data insights
	Slide 12: Composition
	Slide 13: Marketing Activity
	Slide 14: Marketing Inputs of Ferticeev Brand  
	Slide 15: Results and Conclusion 
	Slide 16: Results and Conclusion 
	Slide 17: Reference 
	Slide 18: Thanks!

