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companies should be built as if they
will last in their current form forever,
and there should be a feeling of
permanence in systems, products,
people, and strategy. They claim
that this is the way to build
companies, which will last for very
long and will enjoy prosperity. On
the other hand, Tom Peters and Co.
advocates dynamism, flexibility,
agility and an ongoing air of “Creative
Chaos” being fostered across
organization. This point of view holds
that the world of business is changing
so rapidly that by the time the so-
called “Built to Last” concept enables
the company to realize its true
potential, it has already turned
obsolete! Their contention is that
companies shall be built to create a
major impact soon after their
creation and should evolve with
changing time with systems,
products, people, and strategy being
re-imagined and re-invented
frequently to take advantage of the
new market dynamics.
While the two schools fight it out for
supremacy of their respective beliefs,
I tend to completely agree with the
second group. Companies should be
built for growth and profitability,
and should be able to create new
phenomena, take a leadership
position, reap the benefits and move
forward to an advanced level while
others start entering that segment.
Nothing is permanent but change.
Unless our products, people, systems
and strategy can’t adapt to the
changing requirements, we will soon
find ourselves stranded in the middle
of a crowd where every company
will be fighting for a small share of
cake at the cost of its own and the
competitors’ blood!
I would like to leave you with a
quotation by one of my ideals Jack
Welch, the legendary CEO of General
Electric: “It is an immutable law in
business that words are words,
explanations are explanations,
promises are promises but only
PERFORMANCE is reality.”

Highlights of this Issue

From The Desk Of CEO

There is a fascinating debate going on
these days between two schools of
thought in management globally. One
group is led by Jim Collins, the author
of Good to Great and Built to Last, while
the other is being lead by Tom Peters,
the author of In Search of Excellence,
Passion for Excellence and Re-imagine.
The contention of the first group is that

Month of February witnessed the
launch of International reputed brand
for weight management, ForsLean.
This is an addition of highly acclaimed
& U.S. patented brand in NutraWay
portfolio which will set new
benchmarks in anti-obesity market.

To commemorate launch of ForsLean,
a full-day training session was
conducted in Karachi with sales team
of Pioneer, Challenger & affiliated
towns attending the event. Theme
of this launch was “Make it BIG -
ForsLean” with all the ingredients
in-place for this mega event starting
from training of sales team on
medical & product part, marketing
& selling strategies and last but not
the least the visionary & multi-
dimensional approach towards
making ForsLean BIG presented by
CEO. Launch of ForsLean in NutraWay
portfolio is reckoned as much
awaited product to fill the market
gap and provide the safe option for
medical community and people of
Pakistan.

ForsLean will not be another addition
in market but a complete system of
managing weight safely with full
support activities for consumers by
having dedicated web-site with
complete package for weight
management along with special
attention to our stakeholders who
will support us in Making it BIG!

MAKE IT BIG
ForsLean – The Future

BlockbusterThe air of excitement we witnessed
during the training of ForsLean was
a clear indication of how charged
up the team is for making this
product a Mega-Brand for Biovista.
The team is growing, the products
are being added, the concept of
nutraceuticals is gaining acceptance
rapidly, and these factors besides
BIOVISTA FM 101 CLINIC are making
Biovista one of the most talked about
company in the healthcare industry.
This gives COMPASSION a lot of share
with the team, making this forum
kicking with life and energy.
This issue covers launch of ForsLean
and Collagen Implants, recent
episodes of BIOVISTA FM 101 CLINIC,
the annual MUSIC GALA of Family
Education Services Foundation held
in Karachi, and of course, Sales Stars
in January. Know & Grow brings
knowledge to our team, and Deep
from Within is penned this time by
Ms. Samina Kauser, who has recently
joined Biovista. It is heartening to
see contributions coming from new
colleagues. We still need our sales
team to contribute more as we all
would like them to be an active
force behind COMPASSION.
Enjoy reading this issue and send
your contributions and views to make
COMPASSION even better.

Shehneela Farheen
editor@biovistapakistan.com

Editor’s Note
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Happenings at BIOVISTA

The faces of the sales team members
said it all: WE ARE GOING TO MAKE
IT BIG! This is what we all felt at
the launch meeting of International
reputed brand for weight
management, ForsLean recently held
in Karachi. The common feeling that
finally, we have the product which
has all potential of taking our stature
and revenue to the next level has
set just the right tone for the
company. This is an addition of
highly acclaimed & U.S. patented
brand in NutraWay portfolio which
will set new benchmarks in anti-
obesity market. To commemorate
launch of ForsLean, one-day training
session was conducted in Karachi
with sales team members of Pioneer,
Challenger & affiliated towns
attending the event. Theme of this
launch was “Make it BIG - ForsLean”
with all the ingredients in-place for
this mega event. The participants
were welcomed by Mr. S. Salman
Imam, the marketing manager. This
was followed by playing of BIOVISTA
corporate song, which never fails to
send waves of excitement through
audience. This was followed by the
medical part of training of sales
team handled by Dr. Saira Jafri as
amicably as ever. She explained the
most difficult concepts in her own
flowing style helping the attendees
to grasp all the required information.
Mr. Fareed Anwar, the product
manager the took over the stage
and explained the product profile
and competitive advantage of
ForsLean to the sales team showing
them clearly how big a possibility is
waiting them in the market. This
was followed a visionary & multi-
dimensional approach towards
MAKING ForsLean BIG presented by
Mr. Irfan Sattar, who as always came
up with creative ideas about
product’s positioning and focus
areas. His “Blue Ocean Strategy”
made it clear to everyone about
how to approach the launch of this
potential blockbuster. Mr. S. Salman
Imam’s concise and to the point
presentation on target audience,
objectives, and promotional and
communication strategy culminated
the training for the day at just the
perfect note. While these lines are
being written, news of ForsLean
prescriptions being generated all
across Pakistan are reaching the
head office and the promising future
of the product is very much in sight.

Make It Big

Celebrations
Ayub Hussaini Asst. Manager Finance 02-Feb
M Faisal Naseem Network & System Administrator 10-Feb
Irfan Sattar Chief Executive Officer 18-Feb
Zafran Khan MRO Rawalpindi Challenger 22-Feb
Azhar Ahmed Qureshi MRO Hyderabad Challenger 24-Feb

ForsLean on the Web citizen is always ready to support
such activities. It would appropriate
to mention that FESF is also our
partner in our recently initiated
SPECIAL EMPLOYMENT PROGRAM
under which Mr. Nadeem Sheikh is
already working as MRO with our
Karachi team.

BIOVISTA - FM 101
Clinic

The highly acclaimed Biovista FM
101 Clinic has so far aired six
episodes focusing on hypertension,
cold & flu, family health, benign
prostate hyperplasia, arthritis and
weight management in which leading
personalities from medical
community participated. It would
be appropriate to acknowledge the
participation of Dr. M. Saeed
Sheikhani, Dr. I. S. Burki, Dr. Riaz
Qureshi, Dr. Abdul Razzaq Memon
& Dr. Saeed Minhas for their valuable
contribution in these programs and
is an honor for Biovista and an
acknowledgement for our products
by opinion leaders. The response in
form of live-calls, follow up calls,
emails and SMS during and after the
programs is a moral booster for all
of us and a good confidence builder
for our target audience.

Family Education
Services Foundation

Winner of BIG IDEA
Contest

A highlight of ForsLean marketing
support is a dedicated web-site with
a complete package for weight
management. The website not only
contains complete details about
ForsLean, but also offer unique
features like creating a personal
weight management planner,
calculating BMI, getting exercising
tips, asking doctor about weight
management, and last but not the
least, an exclusive Mrs. Zubeda
Tariq’s Corner, where consumers
can get a recipe of the week and
can also ask question regarding
cooking healthy food!

Biovista in continuity of its focus in
supporting healthy activities
sponsored “Children Benefit Concert
2007” organized by FESF for special
children.This event took place in
Karachi with children from over 60
schools & institutes attending.
Biovista, as a responsible corporate

Mr .  Munnawar
Farooqui, AASM
Karachi is the first
winner of the BIG
IDEA contest par-
ticipated by all
ASMs/AASMs across Pakistan . It
was Munnawar who suggested that
ForsLean should be launched and
promoted by both PIONEER &
CHALLENGER teams, instead of
only PIONEER as planned earlier.
This idea could lead to the real
difference on ground with a large
number of our team members
promoting the product to a larger
audience, which will surely lead
to larger volumes at an earlier
time. Munnawar has been awarded
Rs. 5,000 cash prize, and a letter
of commendation from the CEO.

Sales Stars in
January

Following Biovista CHAMPS have
been able to set examples for
others to follow by achieving more
than 100% of their sales targets for
the month of January. Well done
CHAMPS! Keep it up! We are sure
this list will keep on expanding
every month.

Raja Sajjad Ahmed MRO Abbottabad 
achievement 113%

Sajjad Khan MRO Peshawar Pioneer 
achievement 102%

Wajahat Ali MRO Rawalpindi Pioneer      
achievement 100%

Clockwise:



COMPASSION

Know & Grow

The Right Approach
By Jane Y. Chin

Jane Y. Chin has a doctorate in
biochemistry and experience in sales
and medical affairs. She coaches
reps to be more scientifically
confident in communicating with
physicians. The following article was
published in monthly
“Pharmaceutical Representative” in
May, 2005 issue.

When I first started out as a sales
representative in psychiatry, one of
my products was a nonaddictive
anxiolytic. I couldn't wait -- I loved
discussing science, had a background
in cellular receptors and signal
transduction (with a doctorate to
boot), and was armed with a heavy
artillery of molecular and
mechanistic comebacks. I called on
a family physician and immediately
made my first mistake: I started a
general discussion about patients
with anxiety.
As predicted by the company
marketers who devised our sales
script, the physician said he'd had
great success using benzodiazepines
for his patients with anxiety and
panic attacks. After acknowledging
his prescribing choice ("I see"), I
committed my second faux pas: I
challenged the physician's
assumptions about the long-term
safety of using an addictive
medication.
Eager to outdo myself, I sealed my
fate in this call: I cited differences
between the nonspecific inhibitory
effects on receptors of
benzodiazepines versus the highly
specific partial agonistic effects of
the anxiolytic drug.
Imagine interpreting this as a
physician who has scores of patients
to see in the waiting room. My
information was complete: The
physician told me he knew what
worked for his patients and briskly
walked away. The interaction left
me deflated and puzzled. I said what
I had been told to say how I had been
told to say it, right down to the
mechanistic receptor talking points
I learned during sales training. What
went wrong?
Following is a description of how I
should have approached this doctor
with my information:
Make It Relevant. I should have made
our discussion relevant to the

physician's own patients rather than
a general, faceless anxiety-patient
population. Physicians aren't as
invested in coldly clinical analyses as
they are in improving care for their
own patients. They remember
patients' names and may have long-
term relationships with patients'
families. No matter how data-driven
they are, physicians ultimately treat
patients as individuals and make
prescribing decisions tailored to the
medical and socioeconomic situation
of the individual patient. If I had
thought about the types of patients
this physician treated on a daily basis,
I'd have recognized that he might
treat acute problems and refer those
with chronic conditions to a specialist.
The discussion would then have taken
a different turn.
Make It Patient-driven. Challenging
physicians' assumptions is a critical
part of the representative-physician
interaction. However, I have found
that the sales scripts provided for
this purpose are often trite and
counterproductive -- even
antagonistic or rude. I could have
checked my own premises about this
physician's assumptions; perhaps he
was aware of the long-term safety
profiles of the different anxiolytics
and had a good reason for his
prescribing choices. As eager as I was
to provide information that I
genuinely believed would be helpful
for his practice and beneficial for his
patients, I should have uncovered
this physician's decision-making
process before challenging his
assumptions.
Challenging assumptions is the fastest
way for a representative to build
credibility with a physician -- if the
representative demonstrates that the
challenges are motivated by a desire
to help improve the physician's
medical practice, not a desire to get
the physician to write more of the
company's drug. Improving a
physician's medical practice can
involve greater usage of the
company's product, but trust as a
healthcare partner can only be built
from a patient-centric motivation.
Physicians can usually tell what
motivates a sales representative.
Representatives who answer the
questions that patients will ask about
a medication can help physicians
respond when patients actually ask
those questions.
Customize scientific depth. Finally,
I should have checked whether the
physician cared to hear the level
of scientific detail I was providing.
In my January column, I highlighted

the differences between the
physicians most sales
representatives visit and those
medical science liaisons interact
with. Even if you find the molecular
effects of drugs fascinating, as I
did, not all physicians have the time
or inclination to engage in a
mechanism-of-action discussion.
Instead, I should have discovered
what scientific evidence this
physician found convincing. Whether
this evidence was a peer-reviewed
publication, a well-controlled
clinical study or receptor
mechanisms of action, I needed this
insight into my customer.

On my next visit with this physician,
I apologized for my presumption
and did what I should have done in
the first place. I asked questions
about his patients, learned how he
made clinical decisions and gave
him the level of scientific
information he wanted, and my
results have taken an upward stride
since then.

“If I identify the core benefits that
my product will deliver to patients,
and communicate those effectively,
the doctor will prescribe my brand.”
NO!
In today’s cut-throat competition,
communicating the core benefits
effectively is the prerequisite of
the sales job. All good salesmen are
doing that so what if you are doing
that too? This alone will not get you
the prescriptions. You also need to
make the doctor realize that you
are investing your time and your
company’s resources, and to fulfill
your job’s demand you need to sell
your products too. Unless you seek
active commitment, follow it up
regularly, answer all queries, and
make sure that the doctor knows
your genuine interest in being a
successful salesperson and your
confidence in your company and
the products you are promoting,
you will not get the desired results.
A good sales presentation is just
the first step in the long process of
producing results. Always
remember: With other things being
equal, the doctor will prescribe
product of the sales rep who shows
a greater desire to succeed!
MYTH BUSTED!

Myth Buster Series
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Deep from Within
“It is not democracy when a man
can talk about politics without
anyone threatening him; democracy
is when a woman can talk of her
lover without anyone killing her.”

(I came across this quotation and
after a while, as if me, Samina
Kauser, transcended into just any
woman)…
I am women with eyes to see, ears
to listen, brain to think and tongue
to speak………but…….I can not use
them. I am allowed to see and listen
to certain extent but……not allowed
to think, and if I do and speak of it,
I will be punished and considered
rebellious.
I am in search of my identity, my
face…although we are living in so
called democratic society but I don’t
have either of them.
I want to talk about flowers,
fragrance, rain, beauty, poetry. I
want to enjoy swimming, want to
sing, and want to learn to play
musical instruments, but I am not
permitted to do so because these
are nonsense things and will bring
disgrace to my family……….but if
my brother will do the same it will
be a matter of pride for my
family……why is this so???
My birth is still seen as a sad event
as I am a social and economic
liability. Because the only legitimate
roles given to me by my culture are
as wife and mother. Since this
'burden' on the family can be
transferred to another male only
through marriage, so I have to leave
all the nonsense and have to train
myself to become an obedient wife
and socialized lady with 'feminine'
qualities considered necessary for
my role as mother and wife.
I am daughter, sister, wife and
mother. I do not have my own
identity. My identity is wholly

defined by my relationship to
others. If I am daughter, my identity
is my father. If I am sister, my
identity is my brother. If I am wife,
my identity is my husband and if I
am a mother, my son is my identity!
I am supposed to be the ultimate
follower of virtual textbook of
morals. I am born to obey, not to
question…… my accomplishment
lies in leading an “exemplary life.”
I am submissive to men and
tradition. I am encouraged only to
perform domestic duties.
Procreation and obedience are
considered to be the basic traits of
my personality. Family decides the
course of my life, eventually my
destiny. Therefore I am bound to
obey my parents and husband in
all the matters of life. If I prefer
my own opinion ever and want to
take decisions by myself, I will be
considered rebellious, unruly and
often morally wrong.
In our society I am the symbol of
‘Honor’ and I am often killed by
my guardians for that………In my
life this “Honor” influences my all
daily activities. Men are the
protector of this honor. Rather than
possessing honor myself, I am a
symbolic vessel of male honor.
Therefore all my actions are
considered to reflect upon my male
family members. Because of this
vesting of such a socially crucial
male interest in me, men accord
themselves complete authority and
control over me in order to protect
their interest. Therefore, when I
take my decisions into my own
hands, or even exercise
independent freedom to act, I
disturb this concept….. and the
male responsible for controlling me
then takes action according to the
need………
I can’t choose my life partner……

how can my family permit me to do
such a shameful act? After all I am
their daughter, their honor…….so my
marriage is at their discretion. Once
I am married, I am treated like a
property of my husband....
irrespective of my social status….
Now the fate of the property is in
the hands of owner, which changes
me into a commodity instead of a
woman. I have to live where my
husband desires. I have to do
whatever my husband wishes. No
matter I like it or not, but I am not
allowed to say “No” to him And if
things do not work out between us….I
am not permitted to divorce him…..I
have to live with him…no matter
how….I can’t go back to my parents’
house because that was not my
house….It amounts to belonging
neither here nor there.
In most communities, I am formally
disinherited from parental property
at the time of marriage. I only have
the right to visit my parental home
occasionally, but not allowed to take
up residence in that home as a
member of the family ever again.
This makes me particularly
vulnerable to abuse in my marital
home. I cannot walk out of even
violent and demeaning marriage
simply because I have nowhere to
go. I continue accepting
maltreatment to avoid ending up in
my own parental home which after
my brothers' marriages is “bhabhiyon
ka ghar” (home of sisters-in-law)
and, therefore, really out of bounds.
What should I do?? Who am I?? What
is my purpose to live?? Why can’t I
do whatever I wish to do? Why can’t
I be myself? Why can’t I have my
own identity? Why can’t I have my
own face? After all I am women with
eyes to see ears to listen, brain to
think and tongue to speak....

By: Samina Kauser

On a Side Note

Purpose
“I am here for a purpose and that purpose is to grow into
a mountain, not to shrink to a grain of sand. Henceforth
will I apply all my efforts to become the highest mountain
of all and I will strain my potential until it cries for
mercy.”

Bruce Lee (from his biography)

Passion
“If there is no passion in your life, then have you really
lived? Find your passion, whatever it may be. Become it,
and let it become you and you will find great things
happen FOR you, TO you and BECAUSE of you.”

Alan Armstrong

Some Prerequisites for MAKING IT BIG!

Potential
“The greatest danger for most of us is not that our aim
is too high and we miss it, but that it is too low and we
reach it.”

Michelangelo
Pride
“Pride is a personal commitment. It is an attitude which
separates excellence from mediocrity.”

Ken Blanchard
Persistence
“One of my superstitions when I start to go anywhere or
to do anything, is not to turn back, or stop, until the
thing intended was accomplished.”

Bill Gates


