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Editor’s Note

In the month of February, Biovista
completed 12 months of operations.
This journey of emerging as a
potential leader with clear
indications of becoming a force to
reckon with has been a fascinating
experience for every member of the
team during this period. The
corporate identity of Biovista being
recognized not only within the
industry, but amongst general
population is a matter of satisfaction
for all of us.

Marketing communication activities
right from the unique cor#)orate gifts
to regular publication o
COMPASSION have been integral part
of aggressive marketing strategy.

We are still looking forward to more
contribution coming in from our sales
team. The guys who are on the
frontline should be more active in
sharing this forum so that we have
a vibrant corporate culture based
on open and constructive
communication across the board.
We would like next month’s “Dee
from Within” to come from one o
our sales management staff. Let’s
see who takes the initiative to be
the first one.

Enjoy reading this issue and send
your contributions to the address
given below.

Shehneela Farheen
editor@biovistapakistan.com

From The Desk Of CEO

Every now and then | feel that repeating

almost similar thoughts every month
might lead to a loss of value of this

column. Then the fact that repetition
has its own value compels me to write

more.

its becoming a part of the system. |

hope this really happens. | can’t do
much about not being able to bring
in variety in my passages. | am a
person with very simple philosophy
whether it is about business or about
life in general. | believe in ethics,
and that applies to every facet of
the activities | get involved in. |
believe in dignity of human beings
and that also surfaces in all my
dealings. | believe that businesses
can be managed successfully without
being mean to people, and without
compromising the basic values. | also
believe in that if you give an
opportunity to people to perform
and be fair to them, more often than
not, they respond positively. That is
why even after twelve months of
continuous investment, and with
return not truly in line with our
expectations, we have remained
positive. We sincerely believe that
this team now is at the verge of
coming of age. It is simply great to
see a long list of our team members
achieving 100% or more of their
targets in February with sales
reaching well past the 2 million mark.
The launch of ForsLean has surelly
made a difference in overall results.
Now it is important thing that this
exciting new product, which has given
the much required impetus, should
not lose the momentum it has gained.

There are still some areas of concern,
with couple of territories even after
a long period not coming up to the
mark, and a few people in the team
probably not taking their jobs
seriously. | made it clear last time
and | repeat; if you want to work
hard to build a prosperous career,
Biovista is the best company you can
ever work with. However, if you are
looking for a job in which you can
survive with bare minimum
contribution, then probably you have
made a wrong choice. March through
June is a period of great importance.
There are a couple of great products
to launch and ForsLean to become a

They say that it takes time for things to g|g prand. Let’s keep progressing!

sink in and more we hammer the core
message, the greater is the chance of

Irfan Sattar
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e- The 30 Seconds Approach - by Jim Edwards
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By Marketing Manager

Dear Champs:

We are into very exciting &
challenging phase of our association
with Biovista. We have a mixed bag
of performance during last twelve
months with ups & downs, goods &
bad, successes & failures, but one
thing is for sure & encouraging that
we are on right path & the concept
of Nutraceuticals is gaining
confidence of medical community
across country. This coupled with
strong appreciation received for our
high standard marketing has earned
us recognition in the industry.

At this stage | also like to recall what
we committed at launch, why we
introduced products in reduced
ﬁacks, what was the purpose of

aving parallel teams, why we
expanded our operations to affiliated
towns and finally, what we owe to
our company.

It is always ?ood to analyze the past.
| request all of you to evaluate your
performance. Do self-analysis, find
the shortcomings and how can we
overcome them. The greatness of a
person lies in accepting own
mistakes, learning from the
experience and trying not to repeat
mistakes. It will help all of us to
develop the course of action for a
brighter future, for ourselves and
for our own Biovista.

Let’s set the tone right... let’s get
into habit of hitting the targets....
Let’s be the CHAMPS!!!

Look ahead - forget the past
Sweet or bitter, 1t will not last
The future is bright and vast
Away all fear and worry cast
Cheer up now and look ahead.

Look ahead - it’s really worth;
“Love and be positive” the sage
quoth;

Sorrow and joy, we need them both;
Give up pride, anger and sloth;

Be brave, and firmly - look ahead.

S.Salman Imam
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Nutraway Crosses 2

Million Rupees Sales

NutraWay division of Biovista crosses
its Two Million Rupee sales in the
month of February. Another
milestone achieved in short span of
time after introduction of blister
packs. This was a just a glimpse of
the potential NutraWay range has
got and shows immense future for
Nutraceuticals.

The growth continued during the
month of March, and now over 3
million sales is well within reach for
us during April, 2007.

Forslean - after the

Launch

Biovista Champs all across Pakistan
were very thrilled, excited and
motivated after the launch of
International reputed brand for
weight management, ForsLean.
Everyone has started expanding
benefits of ForsLean, highli/)
acclaimed & U.S. patented brand in
NutraWay portfolio in their
respective areas to potential
customers.

The launch of ForsLean was generally
very well appreciated by medical
community all across Pakistan and
they feel more reasons now to pass
on the benefits of natural anti-
obesity product to their patients
which will set new benchmarks in
anti-obesity market. Team is all
geglrgq—up across Pakistan for Making
It !

Rheumatology

Conference

Biovista showed its very strong
presence in medical event by
participating in 11th International
Rheumatology Conferenceg’ointly
held by Pakistan Society o
Rheumatology & Baqgai Institute of
Diabetes & Endocrinology in Karachi
from 4 - 6th March 2007. This 3-day
event was a big success for Biovista
attracting attention of large number
of doctors and has really
strengthened the corporate image
and marks a very strong introduction
of Biovista to doctors from specialty
related to Orthopedics & allied
diseases. A great majority of doctors
were very interested to know about
NutraWay range and specially
Arthicare & ForsLean, their role in
health ailments, benefits and had
very interactive discussions with our
team. This 3-day event was a terrific
experience for Biovista team.

SZABIST Convocation

Biovista in continuity of its focus on
supporting academic activities
sponsored graduation ceremony of
SZABIST, leading academic institute
of Pakistan. It is in-line with our
corporate philosophy & being
diamond sponsors of the event,
Biovista marked prime
representation at the event &
communicated strong corporate
image. Gold Medal for the best
student of Pharmaceutical Marketin
was also sponsored by Biovista an
itself was a great recognition at
corporate level.

BIOVISTA - FM 101
Clinic

Biovista continued this month its
campaign of public & patient
awareness on different diseases
through Biovista - FM 101 Clinic. This
branded weekly program aired five
episodes this month focusing on
obesity & weight management,
female reproductive health,
osteoporosis, depression & high
cholesterol in which leading
personalities from medical
community participated. It would
be appropriate to acknowledge the
participation of Dr. Saeed Sheikhani,
Prof. Rubina Hussain, Dr. Khalid
Niaz, Dr. Raza-ur-Rehman & Dr.
Obaid Hashmi for their valuable
contribution in these programs and
is an honor for Biovista and an
acknowledgiement for our products
by opinion leaders. This should be
a moral booster for all of us and a
good confidence builder for our
target audience.

BIOVISTA Expands
Globally

Biovista expand its international
presence by signing a collaboration
agreement with a leading healthcare
company in Turkey, and also able
to secure the first order worth US$
25,000 to be shipped in April. This
will be just the beginning. The
company has also requested us to
produce marketing support material,

Happenings at BIOVISTA

training manuals, etc as they felt
that the quality of our material is
absolutely world-class! The revenue
and profit is not the only reason
to be happy about. More so, it is
a commendation from global
market for quality of our products,
our marketin% strength, and above
all, the capability of our team.
It’s a great achievement and we
are all set for emerging as the first
global nutraceuticals company from
Pakistan.

Sales Stars in
February

Following Biovista CHAMPS have
achieved more than 100% targets.

Fayyaz M Igbal
MRO Peshawar Challenger

1st Row o
Adnan Mukhtar, MRO Peshawar Pioneer

Zahid Rashid Bahtti, MRO Islamabad Pioneer
Asif Raza, MRO Rawalpindi Pioneer

2nd Row :

M Shoaib, MRO Lahore Pioneer

M Imran Malik, MRO Lahore Pioneer
Kashif Rehman, MRO Lahore Pioneer

3rd Row :

Sheikh M Waseem, MRO Karachi Pioneer
M Sagib Siddiqui, MRO Karachi Challenger
Nayyar Azam, MRO Karachi Challenger

Celebrations

Muhammad Adil

Zahid Igbal
Aizad Igbal Mufti
M Sagib Siddiqui

Asst. ASM Lahore Challenger
MRO Peshawar Challenger
MRO Faisalabad Challenger
MRO Karachi Challenger

04-March
07-March
08-March
23-March
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The 30 Second

Approach

By Jim Edwards.
Published in Pharmaceutical
Representative, March 2007 issue

Practicing a 10-minute sales
presentation in a 30-second world
Is like perfecting your forward
defense while preparing for a 20/20
cricket match where long-handle
swings will be the required
approach. If we know we're onl
going to get 30 seconds on a call,
why don't we create a 30-second
system, one that is so solid that it
frequently yields the full
presentation we hope for? The
purpose of this piece is to provide
representatives with just such an
answer.

Ideally, the world would slow down
at the moment I%/ou start your
presentation. The physician would
invite you to have coffee and
beseech %lou to deliver every single
morsel of the message that you
rehearsed at your last training
meeting. All the while he would
lean forward appreciatively, nod
with affirmation and then vow to
wear out a fleet of pens writing your
brand. Oh, to live in that imaginary
world! Since sales calls obviously
don't proceed that way, we must
conquer them the way they really
unfold.

During my years in pharmaceutical
sales | have seen many magnificent
sales models. Some were practical.
Some were innovative. All had
components that were useful for
the times. But about three years
ago, | began to notice that the
dramatic changes in access and time
dynamics were beginning to render
even the best of these models
ineffective. Their flaws were not
only structural, they were tactical.
Like many massive airliners, their
bulk and maintenance needs were
outweighing their usefulness, and
giving way to leaner, more efficient
designs.

And so it is with modern
pharmaceutical sales. Limited access
and time constraints demand a
leaner structure, more rapid
emotional engagement and a
ramped-up message. In most cases
this emotional engagement must
occur within the first 10 seconds of
a call. Thoughts must be fluid,
logical and potent. The age of
needless duplicity and superfluous
bombardment of physicians is over.
This is the age of real-world
efficiency. The companies that
understand and adapt to this

Know & Grow

a new system, | am presenting a
model, which | call “The FourChamber
Model”, which is in line with today’s
high paced environment.

The Four Chambers

dynamic will thrive. The companies
that do not will stall in the wake of
their own monotony.

In assessing the compelling need for
To meet the demands of the changing
times | am proposing one possible
solution to modern messaging. I've
broken the solution into four parts,
or chambers. The goal of the "Four
Chambers" model is to gain the
physician's attention, increase selling
time, intensify confidence and
en”)ower the rep to close on every
call.

In the example below you will find
a description of each of the
chambers, as well as a sample detail
for a fictional brand called Brand X.
While this sample is vastly
oversimplified, real-life versions of
this model produce dramatic results.
In fact, as representatives grow
accustomed to the versatility and
nature of the model, they become
veay adept at matching the intent
and complexity of the call based on
the actual situation at hand.

CHAMBER I: Gain attention. You
must be able to turn your doctor's
head and get her interested in you
(and your brand) right away. After
that, quickly define the purpose of
your call.

A perfect example of this is, "Doctor,
| need 30 seconds to arm you with
information that might improve your
patients' lives today!"

CHAMBER II: Paint the problem.
Explain to your client exactly what
the situation is and how your call
can help resolve it. Try to create a
moderate sense of urgency.

Try using a construction such as, "I
don't know if you've seen the latest
data, but patients across the nation
are suffering at an alarming rate
from Disease Y. Even more alarming
is the fact that our city leads the
nation in those cases. Is this
something that you are seein%? (If
"no," it's coming. If "yes," it's here.)
Let me share with you five reasons
why Brand X is your best choice for
treatment."

CHAMBER lll: Establish VALID proof.
VALID is a simple acronym that can
help you remember five ways to
convince your physician of your
brand's superiority:

Very distinctive chemical structure
- why your product is better and its
benefits.

Action at the source of the problem
- why it's superior and its benefits.

Lower side effects - why your
product is safer.

Indications - FDA-approved proof
and paper.

Dosing - it's easy to choose and
easy to use.

CHAMBER IV: Power close.
Drawing from what you've told your
client in Chambers Il and Ill, close
strongly by tying everything
together:

"Based on its superior power, safety
and proof, will you write Brand X
first when you battle Disease Y?
Thank you, Doctor. In closing, |
want to leave you with this paper
from Journal Z that describes the
success of Brand X. | also want to
leave you with my card. If you
should have questions, | am just a
phone call away."

Closing time

So, what are the true effects of
each of the chambers? When
representatives were asked, they
reported the following assessments
of what each chamber
accomplished for them in the field:
Chamber | established confidence
in the purpose of the call; Chamber
Il empowered them by creating
urgenc¥ and establishing the rep
as a valuable resource; Chamber
Il posed a solution to the problem,
reassured the physician and
transitioned into the close;
Chamber IV provided a resolution
and created an agreement that the
call made a positive difference.

In the challenging and ever-evolving
world of pharmaceutical sales, the
Four Chambers system offers many
practical advantages over more
complex models. Messages are easy
to remember and easy to evaluate.
With new representatives, it

uickens the learning curve and
slashes personnel downtime,
subse?uently reducing the bottom
line of training budgets. The Four
Chambers also allows 30 seconds
of real selling time on every call,
which will si%nificantly expand face
time with physicians. Veteran
representatives are finding that
this system also provides a
streamlined format for more
advanced messaging and that the
chambers can be altered or
enhanced to match physician
personality types.

When understood and properly
delivered the Four Chambers model
can become a positive force for
bringing back the art, science and
respect of pharmaceutical sales.
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Scene 1.

Me: Good morning. May | speak to
Dr. Linda Hamilton please?
Operator: Your good name Sir?

Me: Irfan Sattar. | am visiting from
Pakistan. | met Dr. Hamilton when
| was here a year back. | wonder if
| can see her again this time?
Operator: Hold on Sir. I’ll put you
through to Dr. Hamilton.

Dr. Hamilton: Dr. Linda Hamilton
speaking.

Me: Good morning ma’am. This is
Irfan Sattar. | wonder if you
remember me. | visited you last time
through the reference of Dr. Absar
Ahmed and we discussed about
nutraceuticals....

Dr. Hamilton: Oh Irfan...of course

| remember you. How are you doing?

Are you in town?

Me: Yes. | was wondering if we can
meet this time around too?

Dr. Hamilton: Ok...let me see...how
about coffee at 6? We can meet at
Tim Hortonwhich is there in my
clinic complex.

Me: Sure | have seen it. | will be
there at 6.

Dr. Hamilton: Ok. See you then.
Me: Thanks a lot. See you.

Scene 2.

Me: The snow is coming down really
hard. | wonder how these people
still get out of their homes and carry
on with their routine?

Dr. Hamilton: Because we have
decided that nothing can prevent us
from what we want to do. We make
some adjustments, and the life goes
on.

Me: | am sure medical reps wouldn’t
be bothering you in this weather?
Dr. Hamilton: They do. In fact one
is going to come here in a while.
They never compromise their
schedule. No way!

Me: This is really amazing.

Anyway...did you get a chance to
read the email | sent after speaking
to you?

Dr. Hamilton: Oh yes | did read it.
So Biovista is off the ground....| am
very glad to know. After reading
your mail | also visited your website.
| must say you guys have done a
splendid job.

Me: Thank you Dr. Hamilton. So
where do we go from here?

Dr. Hamilton: Well | am glad that
the discussion we had last time had
helped you to build a good
portfolio. Now the important thing
would be to move up towards value
added products. Move up from
standard single ingredient simple
formulations. These were good to
start with. Now try adding products
which are focused on niche
segments. Your sales team would
play a vital role. They must
understand that they are far ahead
of time in their market and this
uniquely places them to become
pioneers In this segment. This is
the market of the future, and to
be successful they have to be
aggressive and positive. They must
understand that every molecule is
once new for the doctor. If they
wouldn’t accept new ideas, the
growth of pharmaceuticals would
have stopped years back. But they
do accept new concepts, only if
you know how to convince them. |
am happy you are standing by your
decision to focus on nutraceuticals.
This will surely pay you. Oh here
is Marvin. Irfan meet Marvin. He
works for Apotex, a leading
company here. He has an
appointment with me, but since |
wanted to accommodate you so |
asked him to come here. Hope you
don’t mind?

Me: Of course not.

Dr. Hamilton: Marvin meet Irfan.
He is the CEO of Biovista, a
company in Pakistan, and a friend.

On a Side Note

Deep from Within

Marvin:Oh pleasure meeting you.
How are you Sir?

Me: | am good Marvin thanks.

Dr. Hamilton: Ok Marvin, so what is
it this time? Same antibiotic?
Marvin:Yes Doctor. This time | have
a solid reason for you to prescribe
my brand to every patient of upper
respiratory tract infection whom you
see them by a dozen in this weather!
Dr. Hamilton: Ok....let’s see....so what
is your argument?

Marvin:Last time when | was waiting
outside for rain to slow down, you
gave the samples | left with you to
Mr. Chevas. He was kind enough to
give me his phone number. | spoke
to him today. He has taken it for 3
days and his symptoms are gone.
What stronger argument can be then
a patient healed?

Dr. Hamilton: hmm...let me confirm
with Mr. Chevas.

Marvin:That you surely do ma’am.
But if he confirms, should | expect
a priority share for my brand this
season please?

Dr. Hamilton: Sure you have got it
then.

Marvin: Thanks Doctor. Here is my
card again. Me and my marketing
team is just a dphone call away if you
ever need to discuss anything about
our products. Thanks Doctor. Have
a good day Mr. Sattar. Hope you are
enjoying your stay in Canada. Here
is my card. It will be my pleasure to
be of any service to you Sir.

Me: Thanks. You have a good day

too Marvin.

Dr. Hamilton: Did you see this young
man? Wasn’t it creative on his part
to find out what will convince me?
And did you see that he was here on
time in this snow and minus 33
degrees? This is what your team
needs. | do understand that there
are cultural differences, but the
spirit should be this. When they are
willing to go all the way, they always
find a good route to success.

Irfan Sattar

Staff Contribution

It is a blessed thing that in every age someone has had
enough individuality and courage to stand by his own

convictions.
Ingersoll, Robert G

The world is moving so fast these days that the man who
says it can’t be done is generally interrupted by someone
doing it.

Fosdick, Harry Emerson

Your aspirations are your possibilities.
Jhonson, Samuel

There are two ways of spreading light; to be the candle

or the mirror that reflects it.
Wharton, Edith

People deal too much with the negative, what is
wrong...Why not try and see positive things, to just touch
those things and make them bloom.

Hanh, Thich Nhat
We can do anything we want as long as we stick to it long

enough.
Keller, Helen

Success is the ability to go from failure to failure without
losing your enthusiasm.

Churchill, Winston
Do not confuse motion and progress. A rocking horse keeps

moving but does not make any progress.
Montapert, Alfred A.






