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1. INTRODUCTION
The following report provides an account of the activities of the Social Marketing program and its results during the period covered between September 2011 and September 2012. In this report we will cover aspects which are related to the Social Marketing program, the increase in the sale of contraceptives, the communication activities for behavioral change and the promotion of reproductive health and family planning as well as the prevention of STD´s and HIV-AIDS.

In the elaboration of this report we took into consideration the quarterly reports of the regional teams as well as the central office of the program, which were sent by each of the coordinators. These reports included information regarding the specific activities that were carried out with inter institutional coordination, as well as reports regarding the distribution and sale of products, data which was obtained from the integrated administration system (SAI)

The objectives of the program for its first year of execution are within the framework of the Cooperation Agreement No. AID-511-A-00002 which is financed by USAID/Bolivia and which is described ahead:

General objective: 
To expand access to contraceptive methods, and to contribute a behavioral change in sexual and reproductive health through the strengthening of the Social Marketing program (PROMESO) in order to increase the number of people that use contraceptives, thus having incidence in the reduction of infant and mother mortality as well as a low prevalence of HIV-AIDS.  

Specific objectives

Specific objective # 1
Strengthen and consolidate capacity of administration of Social Marketing in order to consolidate the availability and access to the products and services of reproductive health, and to fulfill the strategic objectives of the Social Marketing program.

Specific objective # 2:
Extend PRSALUD´s market coverage and increase the sale of the products of Social Marketing by opening new distribution channels in the public and private sectors and developing marketing strategies that improve the access and availability of the products to the Bolivian population.

Specific Objective # 3: 
Contribute to the improvement of knowledge, attitudes and practices of sexual and reproductive health services with emphasis in teenagers, indigenous population, men, and rural population as well as to increase the demand of family planning and contraceptives services in the PROSALUD network through the implementations of strategies in IEC (information education and communication) and CCC (communication for behavioral change).


Specific objective # 4: 
Increase the population access to the services of Voluntary Counseling Testing (VCT) in those areas that are covered by PROSALUD, with emphasis in groups with the highest risk behavior as well as cities that have the greatest number of reported cases as well as cities are located neighboring the national borders. 

2. Expected results and administration achievements

Based on its objectives, and the expected results, the advance of the PROSALUD/PROMESO project to the 30th September 2012 is the following: 

2.1. Result # 1: strengthened capacity and efficiency in Social Marketing contraceptives management.

The activities that were carried out during the quarter of 2011 were complemented with the planned activities of the AID-511-A-00-02-00295 project, besides carrying out the purchase of contraceptives products with resources from the rotating funds, in that understanding, the direct management which is the result of the new project, primarily allowed the start of the initiative of hiring new personnel through human resources (RRHH) for the new positions that had been defined in the new structure with the creation of new positions, such as is the case of a marketing and sales coordinator, an administration finance coordinator, IT software coordinator for marketing, a person in charge of monitoring, a warehouse production supervisor amongst the most important ones.

Also as for the production of the PROSALUD/PROMESO project in regards to result #1 another relevant activity of the administration was to adequately equip the offices as well as the warehouses which allowed the increase in the flow of products in an adequate and timely conditions allowing for the continuous supply of contraceptives at a national level, which is one of the factors that contributed to exceeding the expected results of the Couple Protection Years (CWP)  by 9 % for the fiscal year 2012.

Within the framework of good practices for product commercialization, we were able to maintain a good relationship with the different products suppliers, strengthening the alliance and commitment while creating an emphasis on the importance of the shared objective of working together to create a positive impact in the health situation of the country. The exception to this task was marked by the decision of the supplier Bayer Inc, which provided us with the Minigynon 30 contraceptive pill, with their determination to change the pricing policy thus directly affecting the social focus of the program thus making it unsustainable and forcing us to proceed with the rescission of the contract as well as having to identify a new supplier. 

Another important achievement for Result # 1, was to guarantee the availability of products not only in the central warehouse but also in making them available to the distributing companies that have a contract with PROSALUD, applying logistics management for distribution at a national level.

One of the benefits of the program which was the result of the new hires as well as the purchasing modality under direct agreements with the manufacturers, has allowed us to optimize the costs of conditioning given that the products are received at reception in the warehouses packaged in parcels in accordance with a delivery plan that is useful and convenient for the program. 


2.2. Difficulties

It is important to highlight, that despite incorporating products to the contraceptives market, it is still a challenge for the Program to recover the cost of the high subsidy cost of Depoprovera (up to  40%) and Reality (up to 72%). It is worth pointing out that this is been considered in internal scenarios of PROSALUD as well as with the participation of USAID/Bolivia, and given the necessity to ensure access and to avoid economic barriers, during this period there was no review regarding an increase in the pricing structure.

The greatest difficulty during this period, was centered in the management of human resources  due to a lack of availability of people posting for the job openings, and in the case of the person in charge of monitoring, the individual that was hired was not able to adapt itself to the position because he was unable to comply with certain established criteria regarding experience and attitude for that position. This in turn created number of difficulties in the elaboration of the monitoring plan as well as the ability to complement the activities of the different supervisors of that area.

Amongst the measures that were taken to correct this deficiency, was to document evidence regarding this individuals poor performance, so that then in accordance to current legislation would could proceed to terminate this persons services.

2.3. Result # 2: Extension of coverage and increase of product sales of the PROSALUD Social Marketing program. 
With the objective of expanding the market coverage stemming from the knowledge that was generated by a CAP (Behaviors Attitudes and Practices) study regarding reproductive and sexual health of the nine states/departments of the country in addition to 3 other marketing studies; this administration was able to better address and manage the social and commercial strategies both at the distributorship level as well as at point of sales level. The actions initiated to project within the community had coordinated support of the PROSALUD services network as well as the mobile units in El Alto and Santa Cruz, taking medical services as well as training to suppliers, as well as orientation in family planning directly with the PROMESO staff, which motivated the demand both in actions by the IEC (Information Education and Communication) as well as an increase in the purchase of contraceptives.

With this last goal, that is to say, to diminish the unmet needs of Planned Parenthood, during this period the administration was able to carry out the re-launching of the Reality female condom, a product which up until 2009 had been donated by USAID/Bolivia, and which due to 2010 new import regulations of the country had its distribution discontinued and that left the responsibility of directly importing this product to the Social Marketing program.

During the 2012 period 8.837.803 have been distributed, reaching 84% of the quantities which had been planned, but exceeding the APP (Years of Couple Protection) goal by 9%, whose projection was 327.677 APP and the achievement was 361.296 APP was what was achieved, as is reflected in chart N° 1.                                                                                                                                                                                                                                                                                                                                          







Chart N°1
Product distribution fiscal year 2012
Expressed in units and APP

	PRODUCT
	GOAL              FY 2012
	DISTRIBUTION          FY 2012
	APP
	ACHIEVED

	
	
	
	FY 2012
	% 

	CONDOMS   (Units)
	8.967.779
	7.494.048
	62.450
	83,57%

	MINIGYNON 30    (cicles)
	603.294
	562.022
	37.468
	93,16%

	DEPOPROVERA (units)
	545.255
	426.130
	106.533
	78,15%

	CYCLOFEM         (units)
	58.567
	42.028
	3.233
	71,76%

	IUD       (units)
	20.064
	30.653
	141.004
	152,78%

	CYCLE COLLAR (Calendar Method)
	2.615
	15.913
	10.609
	608,53%

	VITALDIA           (blíster x 10)
	251.854
	267.009
	0
	106,02%

	10.449.428
	8.837.803
	361.297
	 



The level of fulfillment of the distribution goals of the products of Social Marketing is due to the combined strategy of a promotion (which included bonuses) and the activities of the IEC (Information Education and Communication) campaign
The first of which was directed to assure the availability of products at the point-of-sale and the second to the generating the demand; it is worth highlighting that the Cycle Collar (calendar method) which attained 608% achieved due to the fact that this item had municipalities as its primary public, nevertheless, opening this market to the private sector (pharmacies), had a response exceeded our expectations. Another factor that was favorable in achieving our goals particularly for the APP´s was the number of people that converted to the IUDs. 

2.4. Difficulties

Within the results that can be observed in chart #1, it is important to mention the noncompliance of units according to what was expected which is primarily due to the contraceptives being offered by the (CEAS) (the Central Supplies Supplier) of the Ministry of Health and Sports which under the agreement of UNFPA are in charge of supplying contraceptives to the public health system, which makes the Social Marketing program share these institutional market (institutional pharmacies) and that in some of the municipalities, the Social Marketing program has been displaced by the CEAS. 
In order to revert the situation and based on market investigations carried out with the technical assistance of ABT, during the 2013 period we intend to develop new markets as well as undertaking the distribution with emphasis in rural areas and nontraditional points of sale such as neighborhood stores and popular markets in the country; whose scope is foreseen in the PROSALUD/PROMESO agreement. 


On the other hand regarding the low distribution of the Reality product, this was due to the discontinuity of the contract with Ibis Hivos, the organization which was in charge of the supply for the HIV-AIDS program of the Ministry of Health and Sports which had committed to the purchase 70,000 units and due to a breakdown in the stock due to the new regulation of donations for they withdrew from going ahead with the purchase thus harming the Social Marketing administration. This situation has forced us to carry out a revision of the prices as well as the joint strategies with other organizations who share the objective of having women have access to this type of contraceptives which also has the purpose of diminishing STDs and HIV-AIDS, we call for an alliance with UNFPA, and APCOB y and the Commercial Sexual Workers Groups whom we reach with promotion regarding SSR (Sexual and Reproductive Health) for training regarding the correct condom use.

2.5. Result # 3: A motivated population with a greater awareness regarding their rights and opportunities regarding their sexual and reproductive health.  
The most relevant actions for this achievement are the activities carried out by IEC (Information Education and Communication), such as was the case of the educational campaigns that reach out with messages regarding prevention and awareness to the Bolivian population. It is also worth noting the participation in massive fairs where direct information regarding sexual and reproductive health (SSR) is made available. On the other hand the educational materials that are produced are a fundamental support for the communication activities in changing behavior. Also, the promotional articles for Social Marketing products allow the strengthening of image as well as positioning the brands.  
The production and distribution of materials during fiscal year 2012 according to the target public are detailed in the following chart e:
CHART N° 2
Events that were carried out and materials that were produced 
October 2011 a September 2012

	Type of event and target audience
	Central theme
	Material 
	Quantity 
	Approximate population reached.

	Medical and promotional visit (health personnel and prescription issuers)
	General information of the Social Marketing products
	Foldable
	5.000
	5.000

	Medical and point-of-sale visits (health personnel and general population)
	Promotional information regarding Cyclofem y Protektor products 
	 Flyers 
	80.000
	80.000

	Exposur international fair–Tarija general population
	Promotion of sexual and reproductive health services
	Flyers
	10.000
	10.000

	HIV-AIDS campaign general population
	Prevention messages regarding HIV-AIDS
	Agendas
	15.000
	5.000

	Promotion of Social Marketing products within the PROSALUD network 
	Promotional information regarding the products of Social Marketing and the Social Marketing program

	Agendas
	1.000
	1.000

	Type of event and target audience
	Central Theme
	Material 
	Quantity
	Approximate population reached.

	IEC Carnival campaign through mass  media communication for the general public 
	Preventing Pregnancy and Sexually Transmitted Infections and HIV / AIDS
	spot 
radio spot
	2
1
	300.000

	Educational campaign the PROSALUD network for the prevention of sexually transmitted diseasesl
	Prevention of sexually transmitted infections and cervical and uterine cancers 
	Flyers

	10.000
	10.000

	Educational campaign with prep company (Biopetrol)  and the general population 
	Prevention of teenage pregnancies and sexually transmitted diseases and HIV-AIDS 
	Leaflet 
Flyers
Packages
Pasacalles
	5.000
5.000
3.000
3
	11.000

	Feicobol International Fair –Cbba – Cochabamba general population 
	Promotion of services for sexual and reproductive health 
	Flyers
	10.000
	10.000


	Publication and printed media ( Farmacorp Magazine and Gloria - pharmacies) 
	Informing the population regarding sexual health responsible reproduction and the options for Planned ParenthoodI
	Publication
	12
	600.000

	Promotion of the Social Marketing products in the PROSALUD network aimed at the general population 
	Promotional information regarding the Social Marketing products
	Bags
	150.000
	150.000

	Promotion of Social Marketing products within the PROSALUD network
	Educational information regarding the calendar/rhythm method 
	Three part Flyer
	10.000
	10.000

	
Reprinting of the educational campaign materials with the  private company (Biopetrol)  general population
	
The prevention of teenage pregnancies as well as sexually transmitted diseases and HIV-AIDS 
	

Two part leaflet
	

20.000
5.000
	




25.000

	
Type of event and target audience
	
Central theme 
	
Material 
	
Quantity 
	
Aproximate population reached.

	Impression of printed materials for traditional point of sales as well as nontraditional 
	Promoting the Social Marketing products 
	Flyers 
	720.000
	720.000

	Expocruz International Fair for the general population

	Promotion of the Reality and Pantera brands 
	Pens, coin purses and pamphlets
	500
500
200
200
5.000
	6.400

	Campaign for the prevention of teenage pregnancy. 
	Messages for the prevention of teenage pregnancy. 
	Agendas
	10.000
	3.000






2.6. Result # 4: Increased counseling and voluntary testing (APV) for HIV-AIDS in those areas in which PROSALUD provides coverage
As part of the institutional commitment regarding the sustainability of the actions, the PROSALUD centers which were strengthened for the integration of voluntary diagnoses of HIV within their services, give continuity to the offer of free HIV test, test which was carried out that was offered to the whole and also by creating awareness through medical and gynecological staff to those women in reproductive age, during their prenatal control as well as with patients which had a tuberculosis diagnosis. The centers where the services were provided were: Clínica 16 de Julio de El Alto, Clínica Cochabamba, Centro Puerto Quijarro, Clínica Yacuiba, Centro El Molino y Clínica La Tabladita en Tarija.

On the other hand different awareness actions were carried out through meetings within the PROSALUD centers network, and also in a personalized manner to promote compliance of pre-and post HIV testing counseling, establishing a flow internal reference that would allow access to the population that spontaneously demand the test, and through the gynecological doctors or general doctors who treat women during their prenatal control as well as patients have been diagnosed with tuberculosis. 
Finally the actions undertaken during this period allowed an increase in the offer of voluntary testing according to national norms and standards in the following centers within the PROSALUD network: 

La Paz y El Alto: Alto Miraflores, Irpavi, Chuquiaguillo en La Paz y Villa Ingenio en El Alto.
Santa Cruz: Los Lotes, La Cuchilla, La Ramada, El Carmen.
Riberalta: Clínica Riberalta















3. INDICATORS
Performance Data: PROSALUD/PROMESO
Period encompassing October 2011 to September2012
	Number of PMP/OP
	INDICATORS PMP/OP
	USG Fiscal Year Targets
	OBS

	
	
	Source
	Periodicity
	Current Goal/

	FY12
	Q1
	Q2
	Q3
	Q4
	

	

1
	
PMP. Number of counseling visits for family planning and reproductive health 
	Registry
	Quarterly
	Goal
	32.370
	7574
	7412
	9407
	7977
	

	
	
	
	
	Achieved
	32.744
	7574
	7412
	9407
	8351
	

	

2
	OP. Number prenatal control visits the arcade out by health supplies that have been trained by the support services of GUSA
	Registry
	Quarterly
	Goal
	33.106
	8998
	7977
	7855
	8276
	

	
	
	
	
	Achieved
	34.215
	8.998
	7.977
	7.855
	9385
	

	

3
	PMP. Number of newly born that received essential newborn attention through the programs that are backed by the  United States government 
	Registry
	Quarterly
	Goal
	3.102
	748
	798
	813
	743
	

	
	
	
	
	Achieved
	3.111
	748
	798
	813
	752
	

	




4
	




OP. Years of couple protection APPs
	Registry
	Quarterly
	Goal
	327.677
	82.352
	60.889
	83.507
	100.929
	Report SIPAD Q1, Q2, Q3, with a new conversion and including into the calculations natural methods as well as the supplies (implants, patches, etc.)

	
	
	
	
	Achieved
	362.641
	83.299
	49.253
	71.289
	158.800
	The report includes  MELA y AQV methods which are reported in the services 



	INDICADORES PROYECTO
	Source
	Periodicity
	Goal/
Actual
	FY12
	Q1
	Q2
	Q3
	Q4
	OBS

	6
	Number of condoms sold 
	Registry
	Quarterly
	Goal
	8.967.779
	2.241.945
	2.241.945
	2.241.945
	2.241.945
	

	1. 
	2. 
	
	
	     Achieved
	7.494.048
	845.838
	1.670.937
	2.426.940
	2.550.333
	

	
7
	[bookmark: _GoBack]PMP.  Percentage of births that were attended by trained health personnel 
	Registry
	Quarterly
	Goal
	100%
	100%
	100%
	100%
	100%
	

	
	
	
	
	Achieved
	100.2%
	100%
	100%
	100%
	101%
	

	8
	Number of people trained 
	Registry
	Quarterly
	Goal
	600
	20
	40
	220
	320
	

	
	3. 
	
	
	Achieved
	1659
	0
	19
	158
	1482
	

	9
	Number of public sector pharmacies assisted
	Registry
	Quarterly
	Goal
	150
	35
	40
	37
	38
	

	
	4. 
	
	
	Achieved
	204
	40
	41
	55
	68
	

	10
	Number of communication campaigns that were implemented 
	Registry
	Quarterly
	Goal
	14
	3
	3
	6
	2
	3 generic and  11 commercial

	
	
	
	
	Achieved
	14
	3
	3
	5
	3
	

	11
	Information Quality > 95%
(Quality value of information >95%)
	Registry
	An all will nual
	Goal
	
	
	
	
	
	

	
	
	
	
	Achieved
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