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India means business

Japan turns to traditional Indian medicine and fragrances

ndia’s  traditional  health
Icare and medicine culture

(Ayurveda) have been em-
braced by people around the
world, but products rooted in
Ayurveda have been successful-
ly exported from India by only a
few companies. Dr. Muhammed
Majeed recognized an oppor-
tunity more than 25 years ago
when he founded the Sabinsa/
Sami group, and he has perfect-
ed his recipe for success.

“We know what people want
and what people need.” says
Majeed. “It’s a matter of listen-
ing.”

g.
‘What started out as a small
business for Majeed is now
one of the world’s leading

manufacturers and distributors
of phytonutrients,

Ayurvedic

demands of new and emerging
markets,” he continues. “But nu-
trition and health will always be
important, and we intend to po-
sition ourselves at its forefront.”

Ayurvedic medicine pioncer

After growing up in India,
Majeed moved to the U.S. in
1975 in pursuit of a master’s and
doctorate from Long Island Uni-
versity and St. John’s University
in New York.

In 1988, he established Sa-
binsa in New Jersey. Soon af-
ter, he introduced a new line of
products based on Indian herbal
plants to the U.S. market.

Majeed’s rescarch and propa-
gation of Ayurveda — a system
of traditional Hindu medicine
that is integrated in the Indian
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Dr. A.P.J. Abdul Kalam, former President of the Republic of India,
addresses senior scientists at Sami Labs.

herbal extracts and specialty
fine chemicals for the nutrition,
pharmaceutical and food indus-
tries around the world. Since its
foundation, Sabinsa has taken
home one international accolade
after another, pioneered numer-
ous ingredient products, and ac-
cumulated more than 92 patents.

“Many industries have not
been able to keep up with the

national healthcare system and
used by millions — persists
through Sabinsa’s constant re-
search and development of new
products and treatments. Fol-
lowing  Ayurvedic  tradition,
Sabinsa focuses on prevention.
This focus is clearly seen in
products currently in the pipe-
line, including agents for liver
protection and weight reduction.

We currently have
about 15 percent
market share in Japan,
and we certainly see
the potential for it to
grow all the way up to
40 percent.”

— DR. MUHAMMED MAJEED
Founder
Sami Labs
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“My industry will continue to
be more focused on research and
new natural products,” he says.
“I will be going global with that
focus. Nutritional health, R&D
and natural products will contin-
ue to be our main priorities for
the coming years.”

Moreover, Sabinsa continues
to be recognized by international
organizations for its innovation
and creativity, bagging the Na-

perine® in 2005 for topical ab-
sorption enhancement.

Looking to the Far East

The Japanese market con-

tinues to be an integral part of

Sabinsa’s international strategy.
After 14 years in the country
through the Sabinsa Japan Cor-
poration, the Indian brand is well
respected in Japan’s pharmaceu-
tical and biotech industries.

Sabinsa continues to be recognized

by international organizations for its

innovation and creativity, bagging the

National Award for

tional Award for R&D in 2002
and 2012, from the government
of India and FICCI, respectively,
as well as the Nutra Excellence
Award in 2013. Sabinsa received
the Thomas Alva Edison Patent
Award for its bioavailable com-
position of natural and synthetic
HCA in 2009 for GarCitrin®,
ForsLean® for increasing lean
body mass in 2004, and Cosmo-

R&D in 2002 and 2012

“We currently have about 15
percent market share in Japan,”
says Majeed, “and we certainly
see the potential for it to grow
all the way up to 40 percent.”

Sabinsa’s ~ Japanese  sub-
sidiary currently provides a
diverse array of products to
its target demographic in the
country, apart from marketing,
warchousing and distributing

customized Ayurvedic health
food supplements. While Sa-
binsa has a robust presence
in Japan today, Majeed pas-
sionately believes more can be
done.

“For the near future, we see
potential opportunities in open-
ing a manufacturing facility in
Japan,” he adds. “We are also
looking into purchasing perma-
nent office space there.”

For Sabinsa, relations with
the Japanese have never been
better. “I have a great respect
for Japanese culture, its disci-
pline and the values its soci-
ety upholds,” Majeed muses.
“I have always had excellent
experiences working with com-
panies and individuals from
Japan, so I am always open to
new relationship opportuni-
ties.”

Opportunities in aromatics

While Ayurvedic products are
still Sabinsa’s bread and butter,
Majeed has other interests likely
to pick up steam soon.

The subsidiary Organica Aro-
matics was set up to take advan-
tage of India’s international rep-

cesses and products for estab-
lished manufacturers of flavors
and fragrances. Together with a
firm commitment to eco-friendly
production, Organica Aromatics
works under safety measures
that match international stan-
dards.

The subsidiary Organica Aromatics
was set up to take advantage of

India’s international reputation in

flavors and fragrances

utation in flavors and fragrances
by developing high-quality aro-
matic chemicals and perfumery
compounds  for consumption
across India, as well as major
markets around the globe. Set
up in 1999, it is now looking to
play a major role in the $20 bil-
lion industry.

The sophisticated R&D tech-
nology developed at Organica
Aromatics is an invaluable as-
set to the Sabinsa/Sami Group
of Companies, utilizing innova-
tive technological measures to
develop custom designed pro-

“We want to continue to di-
versify our product portfolio
and touch a variety of customers
through different channels,” says
Majeed. “This is just one of the
companies that we are looking to
prioritize in the coming years.”

His main concern, as well as
that of Sabinsa’s partners, is to
make a strong and lasting impact
on customers’ lives.

“We are in the business of
improving lives,” Majeed con-
cludes. “Everything we do is for
this exact purpose.” #
www.samilabs.com
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Promotes Lean Body Mass

‘ Coleus forskohlii

farming experience.
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backing of toxicity, pre-clinical plus six major clinical and efficacy studies.

Discard imitations of Forslean®. They do not have any scientific backing.

We are fully committed to our farmers and our research.
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SABINSA JAPAN CORPORATION

TEL: +81 3 5979 7240 . info.japan@sabinsa.com « www.sabinsa.ca.jp
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Some brands you trust and fall in love. Trust only the brand ForsLean® in your

weight management product.

Trust ForsLean®, the brand from the original inventor, SABINSA. The only

intellectually protected and internationally acclaimed Coleus Forskohlii brand with the

25 years of relentless pursuit of excellence in original research and decades of contract




