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CEOCFO: Ms. Hayat, what is the idea behind Prizm Media?
Ms. Hayat: Prizm Media is a patient-centered technology company. We help consumers with chronic health conditions 
connect to the health and wellness industry. We simplify their health journey through our entire e-health ecosystem.

CEOCFO: How does it work? At what point might consumers be interacting with Prizm? 
Ms. Hayat: Consumers who have chronic health conditions are the people who need their health products and services 
delivered conveniently. So they connect with us through one of our different properties, either rxtome.com or 
truetolife.com, and we help by partnering up with pharmacies, medical equipment providers, and diagnostic test labs to 
give the products and services those individual people need.

CEOCFO: Would there typically be people without health coverage? Where does Prizm come into play?
Mr. Hayat: We help people that have healthcare coverage or use cash pairs. We help people from Canada and America 
find the services and products they need for optimal health and we facilitate the market through our media channels. 
Prizm comes in at the point of when the inquiry is made by the consumer. For example, when someone has diabetes and 
has private insurance, is under the age of 65 and is looking for a specialist, for example, sends over diabetic supplies to 
them through mail orders so that they don’t have to go to the local pharmacy to pick up those supplies. So Prizm provides 
convenience, helps connect that patient to a pharmacy that can actually service a patient. Basically, that’s where we come 
in and connect the two together.

CEOCFO: Often, a lot of companies with a lot of claims, are somewhat difficult to navigate when making choices. 
How do you simplify?
Ms. Hayat: We simplify the process for people by making it available digitally, both on mobile and web. This allows us to 
be very responsive. We also made it available through traditional channels. Our goal is to make our process convenient 
and simple for patients. Patients can call a 1-800 number, speak to an agent live, or they can help us an automated 
system to complete their profile. Once their profile is complete, then we understand what the consumer needs and we pair 
them up with the appropriate company that can help them.
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“We help people that have healthcare coverage or use cash pairs. We help people from Canada and 
America find the services and products they need for optimal health and we facilitate the market through 
our media channels. Prizm comes in at the point of when the inquiry is made by the consumer. For 
example, when someone has diabetes and has private insurance, is under the age of 65 and is looking for 
a specialist, for example, sends over diabetic supplies to them through mail orders so that they don’t 
have to go to the local pharmacy to pick up those supplies. So Prizm provides convenience, helps 
connect that patient to a pharmacy that can actually service a patient. Basically, that’s where we come in 
and connect the two together.”- Zeeshan Hayat

Mr. Hayat: We also vet our partners on the service side to ensure that they abide by all of the compliance, ethical, and 
moral values of the industry. 

CEOCFO: Do you review the providers every year or so to be sure they’re still providing the level of service that 
you require?
Ms. Hayat: It is done on a quarterly basis. We have a quarterly review for all of our other areas of business including our 
employees and clients. This helps us understand what additional capabilities they can have or if they’ve not been able to 
set up a new insurance or they lost a contract. Based on our clients and employee’s feedback and growth we’re able to 
adjust things so that the patient is partnered up with the right partner.

CEOCFO: How are you able to facilitate when there are so many different rules, so many different plans and so 
many different items? What’s the key to really being on top of everything, coordinated, and come up with a 
product that’s really good for people?
Mr. Hayat: There are many different products and services within the healthcare arena; there’s home care, there’s 
durable medical equipment, you have hearing aids, you have sleep apnea machines, you have power wheelchairs, you 
have COPD machines. It can be a bit hard to manage at times, so we focus completely on people with diabetes. Our 
primary focus around people with diabetes allows us to reach out to some of the closer areas within the healthcare 
industry. Are main focus around diabetes is patients who are mostly prone to diabetics, such as weight loss, heart 
disease, cardiovascular problems, pain, and people with arthritis. By focusing on this particular area, we can narrow down 
the market to where we can serve and stay on top of compliance.

CEOCFO: How are you reaching out to providers, pharmacies and equipment people so they want to work 
through you? 
Ms. Hayat: The majority of our clients find us. We receive a lot of referrals. Receiving referrals is one of the best ways 
and is a great compliment. Another way that new partners can find us is when we attend trade shows or events. By 
interacting with people face-to-face, they learn more about all of our services and products faster. The big advantage that 
we have is that we own our technology. To answer your question, how do you manage this, how do you fit everything 
under the lid and ensure that everything is compliant, is that a lot of the technology that we have in place automates those 
focuses for us. This allows us to not only have an eagle eye view of what is going on at all times but also makes it 
possible to get very granular with everything and clients like that because then they know that they can be reliant on our 
compliance.

CEOCFO: Are there certain areas, let’s say weight loss as opposed to perhaps a back brace, that companies are 
looking more for? Are there areas that are not gaining enough attention?
Ms. Hayat: I think healthcare industries are lagging behind. I also believe there might be this big myth in the marketplace 
around personalized nutrition. There seems to be a lot of companies out there that are supplying a quick fix to weight loss. 
Industries are looking to cater to the consumer’s thinking that there’s a cure-all pill that will solve all weight gain problems. 
But there isn’t one. At the end of the day, you need to understand your body, personal habits, and lifestyle, and then you 
find a personalized plan tailored for you, and that is where our truetolife.com product has come about. That’s why we built 
technology that allows the consumer to understand exactly what they’re doing in their lifestyle, what they’re eating, how 
their actions affect their health. Then we start creating an ecosystem with healthcare and holistic providers that create 
personalized plans for those individuals. So if somebody has diabetes, they’re able to eat an entire meal plan that is 
personalized to their particular condition. If somebody has pain or has arthritis, they have something to eat and a guideline 
of what they should be eating based on something that is not going to increase inflammation in their body, etc. So I think 
that personalized health is the key that many companies have missed. We want to fill this hole.
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“I think healthcare industries are lagging behind. I also believe there might be this big myth in the 
marketplace around personalized nutrition. There seems to be a lot of companies out there that are 
supplying a quick fix to weight loss. Industries are looking to cater to the consumer’s thinking that there’s 
a cure-all pill that will solve all weight gain problems. But there isn’t one. At the end of the day, you need 
to understand your body, personal habits, and lifestyle, and then you find a personalized plan tailored for 
you, and that is where our truetolife.com product has come about. That’s why we built technology that 
allows the consumer to understand exactly what they’re doing in their lifestyle, what they’re eating, how 
their actions affect their health. Then we start creating an ecosystem with healthcare and holistic 
providers that create personalized plans for those individuals. So if somebody has diabetes, they’re able 
to eat an entire meal plan that is personalized to their particular condition. If somebody has pain or has 
arthritis, they have something to eat and a guideline of what they should be eating based on something 
that is not going to increase inflammation in their body, etc. So I think that personalized health is the key 
that many companies have missed. We want to fill this hole.”- Karina Hayat

CEOCFO: How do you qualify and verify your leads?
Ms. Hayat: Verification and Qualification depend on what the clients can service. We obtain permission from all 
consumers in the entire process, once they provide us consent to continue the process, and then we can verify 
immediately online if they’ve entered the system through our app or our website. If the consumer has called in, then we 
will verify all of their information through a call agent and proceed in that manner.

CEOCFO: Any reluctance from people to give all their information rather than just look yourself and find a 
product you want? Or are people so anxious to find the right thing that they don’t mind sharing?
Mr. Hayat: In our particular case, we do a lot of our marketing through direct response, so the people that have opt-in to 
our marketing channels through either web, TV, social media, or our app are doing so at their will. We are not cold calling 
anyone out of the phone book. People are filling out forms online where they’re requesting for more information, or they’re 
picking up the form and calling us through our 1-800 number and requesting more information. Once they request more 
information, we then go back and do further qualifications to fully understand exactly what they’re looking for, what they’re 
diagnosis may be and gather enough information so that we can help connect them to the right party. We don’t see that 
type of issue in our business, predominantly because we’re focused on direct response marketing.

CEOCFO: How do you standout in the crowd so that people will look at what you’re offering?
Mr. Hayat: I think we stand out in 2 main areas. The first is that we put a heavy focus on compliance. We ensure that we 
are following procedure and are within the boundaries of what is allowed. Second, we put a high focus on our technology. 
Our technology allows us to do things that our competitors may not be able to do. For example, by using our technology 
we can dig into patient’s nutritional levels to see what other diagnosis a person that has initially opted into diabetes may 
have by learning about their behavioral analytics and their health analytics through our apps.

CEOCFO: How does a potential customer understand the depth of your offering?
Ms. Hayat: I think that our ads are very patient focused. We’re here to help the consumer find a solution that’s going to 
simplify their lives. We communicate with our audience through clear messages that we then spread out to all of our 
media. We tell and share meaningful stories of how a particular user came to us and had a positive experience. These 
stories are relatable and give proof that we are here to help new patients. I think that that’s the value that patients receive. 
We want our voice and messages to reach new patients organically; it is not a constant sell, sell, sell. We want to work 
with patients and figure out how we can optimize their health. We focus on what we can do for them. We have free 
recipes that we post on a weekly basis, blog entries that educate consumers about different health conditions and how 
they can eat better, how they can obtain their medications and supplies much faster without having to spend any extra 
money that they’re currently spending. We just really feed off that delivery of care that’s so important to achieving health 
outcomes.

Mr. Hayat: In addition to that, we have another app called rxtome.com, which is a pharmacy prescription delivery app. 
RxtoMe allows our patients to skip the trip to the pharmacy and submit the prescription into our app after they have seen 
their physician. We then securely find the closest pharmacy to that particular patient and the pharmacy’s able to deliver 
and fill the prescription within the same day. Our technology is focused around providing convenience for the patient, and 
we display those messages throughout our online presence. Our technology helps patients accelerate what they are 
looking for quicker than other partners may be able to do.
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CEOCFO: What changed in your approach as Prizm Media has grown and evolved?
Ms. Hayat: I would say the significant change came about in 2008, 2009 when we started to invest in technology when a 
lot of other companies were either leaving the state or scaling back. Instead of following our competitors we decided to 
invest in our technology and automate as much of the process. This allows us to keep an unyielding eye on compliance, 
on the delivery of care, and on the consumer is at the core.  

CEOCFO: Prizm has been recognized on the profit list, you’ve also been individually and together recognized in a 
number of different ways. What’s next for Prizm Media? 
Ms. Hayat: We are in the connected age now, in digital health, and we now have the ability to transform the path we are 
taking for our health and our health journey. The future is in using machine learning and predictive analytics to understand 
a patient better. This is coming from our personal experience; we’re both significantly impacted by diabetes. I didn’t get a 
chance to meet my grandmother growing up; my grandmother passed away when my mother was 15 years old. My 
mother has diabetes; I’ve had gestational diabetes twice. Zeeshan’s family has had amputations and renal failures; you 
name it. So this is our vision, this is our goal - we keep noticing that food is the common denominator in all of this, and we 
think that machine learning and predictive analytics can help solve a large part of this problem.

CEOCFO: Final thoughts? 
Mr. Hayat: Regarding future plans for the company, as Karina mentioned, our goal is to continue to evolve in the 
healthcare industry. As you mentioned already, it’s an immense marketplace; there’s so many products, so many 
services, so many areas that you can cover and touch, and we feel that diabetes is at the center of many health problems 
and unfortunately it is a growing problem. Having worked with people with diabetes at pharmacies and healthcare 
providers for the last eight years now, was one of the main reasons why we came up with new technology that will help 
prevent or prolonged diabetes. And at the end of the day, what we find from talking to our patients is that many of them 
live with diabetes without knowing it for a very long time. If our patients knew earlier, they may have been able to control 
their diabetes and could have prevented it from affecting other areas of their body. Our goal is to help people become 
more aware of their health. We want to provide people with the guidance, resources, and services they need to achieve 
their optimal health.


