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The purpose of this report is to provide an account of the activities of the PROSALUD/ PROMESO Social Marketing program and the results during the period of October to December 2011. This report addresses aspects regarding the management of the Social Marketing program, the increase in sales of the contraceptive products, communication activities for the change in behavior and the promotion of sexual and reproductive health along with family planning in the prevention of STDs and HIV AIDS 

For the elaboration of this report we took into consideration the monthly reports of the regional teams, as well as the central office of the program, which was sent in by each coordinator, reports of specific activities that were carried out in inter-institutional coordination besides the distribution and sales reports of products, data which can be obtained from the integrated administrative system Sistema Administrativo Integrado (SAI).

1. DESCRIPTION OF ACTIVITYS

The description of the activities that were carried out, along for guidelines which were determined by the goals, the expected results for the PROSALUD/PROMESO project and which will be detailed as follows: 

1.1 Administration of the Social Marketing program 

Objective 1: To strengthen and consolidate the capacity of administration of the Social Marketing program in such a way that it assures the availability and access to products and services related to reproductive health in order to fulfill the strategic objectives of the Social Marketing program.

1.1.1 Workshop for operational planning 2012.-
With the objective of initiating the implementation of the PROSALUD/PROMESO project and national workshop was carried out with the regional operational teams, in which we had the participation of the people responsible for sexual and reproductive health, educators, visitors – promoters from the regionals and pharmaceuticals from La Paz and Oruro and a general doctor from Riberalta. In this opportunity the guidelines and objectives of the project, the CCC strategic plan, the social marketing information system and the results of the CAP were socialized. Likewise at this national gathering a presentation was made of the strategies which have been carried out in the 295 project in order to explain the successful experiences carried out and 295 extended project (during the 2011.) Seeking to strengthen them as focused on the PROMESO goals. We took advantage of this workshop to carry out an updating process regarding Social Marketing products where the Bayer and Pfizer companies presented their products Minigynon y Depoprovera all with the support of gynecological doctors who serve as facilitators and where many of the concerns of the participants regarding the products were answered, at this time we also had the participation of the pharmaceutical staff of the Santa Cruz PROSALUD centers network.
1.1.2 Coordination with other institutions and cooperation agencies.-
We participated in mechanisms of national and state coordination which are led by the representatives from the health and sport ministry as well as the roundtable for maternity and safe birth we also coordinated with the UNFPA for the development of quality quantitative study regarding the dual use of the condom. This study is being thought out so that it will have extensive national coverage with emphasis on the female condom. This is a project that is still in the design and organizational phase. 

1.1.3 Recruitment of personnel for new positions.-
The processes for staff recruitment to completed the social marketing team with the support of the national human resource management as well as the regional administrations in La Paz and Cochabamba.  

1.1.4    Software system for the Social Marketing program.-
Two new servers were installed and web space was rented in order to develop a new software system for the program which is currently in the process of being designed.

1.1.6 Expansion of the warehouse capacity for social marketing.-
Conditioning of the warehouse at Km12 with new infrastructure and which has 300 m² of available space, and was built in accordance to better practices norms (BPA) in regards to the floor, walls, ceilings and non-fluorescent lighting.

1.2  INCREASE IN THE SALE OF CONTRACEPTIVES 
Objective 2: To expand market coverage, and increase the sale of PROSALUD´s social marketing products by opening new distribution channels in the public and private sector, and developing marketing strategies that can improve the access and availability of the products to the Bolivian population.

1.2.1 Medical and promotional visits for the social marketing products 
A number of daily visits were carried out to the pharmacies by teams of medical visitors where the following merchandising activities were carried out:
1) checking the physical presence of the social marketing products at the point-of-sale
2) checking the good exposure of the products 
3) promotion of the product brands to direct interventions with pharmaceutical sales people
4) distribution and replacement of printed material (flyer pamphlets and others)
5) gather information from the competition, prices promotional campaigns and the appearance of new products or brands 
6) support in the dissemination campaigns to promote the products 
    
Work which is similar to the medical visits is carried out by the promotional driver at the nontraditional points-of-sale such as: brothels, escort service homes, motels and others where he primarily promotes the Pantera, Protektor and Reality condom brands. The work of the visiting doctors along with the educators was not only carried out in urban areas, but in rural areas having incidence in provinces such as Capinota, Punata, Arani, Cliza, Tiquipaya in the department of Cochabamba, for the sale of MS products to the municipalities with a leaving aside the opening of new nontraditional points-of-sale in the city he visits brothels and motels are visited promoting and verifying the rotation of PANTERA, PROTEKTOR and REALITY.
1.2.2 Expansion of market coverage
there was participation in the health fairs of the rural communities which were called upon by the local health system, in the municipalities of the Santa Cruz region, El Carmen Rivero Torrez and San Julián, opportunity in which the direct communication products were promoted with the participating community at the fair, private pharmacies were also visited as well as organize groups such as drivers to provide them with information talks in the promotion of the use of condoms under the focus of double protection. 
In Santa Cruz three wholesale companies were contacted for the distribution of mass products primarily at the neighborhood shops, supermarkets and liquor stores seeking common interests that would allow implementing a new strategy for coverage through nontraditional point-of-sale. We were able to get the interest of the MINOIL Company which is a mass product distributor that has national coverage.
Commercial campaigns were implemented by the creation of sales packages and discounts for cash purchases at the distributor level who attend the pharmacies market, thus being able to have a better placement of the product during that period.
1.3 COMUNICATION FOR BEHAVIORAL CHANGE, IEC
Objective 3: contributing to improve the knowledge attitudes and practices of sexual and reproductive health with emphasis on teenagers, indigenous population, men, world population as well as increasing the demand for family planning and contraceptives in the PROSALUD network to the implementation of IEC and CCC strategies. 

1.3.1 Joint interventions with the local educational system 

Through an integrated approach to the PROSALUD centers from within the institution the training of volunteer trainers that would be part of other organizations and projects (teachers, staff from the PROSALUD centers, health personnel from the municipalities at the intervention level students and others) both in the cities as well as the prioritized municipalities with the purpose of reaching the target groups: teenagers, men and women in reproductive age, and through the methodology of training of trainers, a letter of understanding was established with the healthy Santa Cruz project. 

From La Paz after local coordination with an independent distributor “TLC”, professional health visits were organized along with educational chats at the schools in the following cities: Caranavi, Coroico, Rurrenabaque, San Buenaventura, Yucumo, Palos Blancos and San Borja. 

In Cochabamba through the EMBOL Coca Cola, company we were able to reach 420 workers between transportation drivers, distributors, resellers and others were during four days informational chats were held to promote the prevention of STDs HIV and unplanned pregnancies through the use of a condom is a method which serves a double function. We also took this opportunity to offer and carry out free HIV tests that were done voluntarily since we had the reactors that have been donated by the state STD HIV-AIDS program.
1.3.2 Socialization and induction of the PROSALUD services network project
Meetings were carried out with management at the central office and visits were arranged with the center networks to present the PROSALUD/PROMESO goals in all the regional offices. This allowed us to create commitments with key staff at the centers (directors and nursing supervisors) to begin the first phase in the strengthening of the family planning services and all of the PROSALUD units 
1.4 Promotion of reproductive health and the prevention of STDs and HIV-AIDS 
Objective 4: Increase the population’s access to the Voluntary Counseling Testing (VCT) service in the areas which have coverage by PROSALUD, with emphasis in those groups which have higher risk behavior and in the cities that had the greater number of registered cases as well as borderline frontier cities.

1.4.1 Massive campaigns 
In coordination with the national program of STDs and HIV-AIDS support and shared resources were provided with project 295 for the national campaign to fight HIV-AIDS, we had the intervention of the country's nine states. At the launching event of the campaign that was in charge of the Ministry of health the institution received recognition for the activity that have been developed around that theme.
1.4.2 VCT systematized attention model to be replicated at the PROSALUD centers:

A systematized strategy process was developed from those that have been applied at the VCT PROSALUD where the services of sexual and reproductive health, family planning and voluntary HIV diagnosis has been integrated thus defining the most efficient elements which allowed to structure proposal for a service model. This process is under revision at this time and will be presented to the Board of Directors of PROSALUD and USAID for its approval.

 DIFICULTIES

The delays in hiring personnel to complete the regional teams, has also delayed the beginning of certain PROSALUD/PROMESO activities.
 
2. Pending activities

· Consolidate the operational teams in Cochabamba Riberalta and Tarija.
· Supervise the implementation of activities at the Cochabamba and Tarija regional offices. 
· Consolidate strategic alliances with local organizations and private companies that have social responsibility to carry out activities with groups of teenagers, men and women in reproductive age with the signature of letters of understanding arguments for inter-institutional cooperation.
· Produce support articles for the display of printed material in accordance to the type of point-of-sale (health centers, private pharmacies in his abilities and other institutions)
· Support the continued distribution of printed material for the promotion of the social marketing products within the PROSALUD centers network
· Development of printed materials promoting the social marketing products brands.

3. DISTRIBUTION OF THE SOCIAL MARKETING PRODUCTS 

Chart # 1
Distribution of social marketing products 
October to December 2011 
Expressed in units 

	Product
	Monthly distribution
	Quarterly total 
	Total yearly accumulated 
	Total goal
	achieved
%

	
	OCT
	NOV
	DIC
	
	
	
	

	PANTERA
	168.964
	195.480
	434.520
	798.964
	6.868.536
	6.739.859
	102

	PROTEKTOR
	2.300
	41.022
	3.312
	46.634
	462.461
	538.959
	86

	MINIGYNON
	28.800
	152.192
	17.256
	198.248
	606.920
	713.060
	85

	DEPOPROVERA
	36.768
	97.824
	15.240
	149.832
	445.032
	700.965
	63

	IUD
	1.366
	3.570
	278
	5.214
	17.881
	24.860
	72

	REALITY
	0
	0
	240
	240
	240
	25.000
	1

	CICLOFEM
	2.016
	1.920
	1776
	5.712
	53.861
	50.000
	108

	MDF -COLLAR
	715
	124
	0
	839
	2.834
	2.130
	133

	VITALDIA
	15.570
	79.770
	22.920
	118.260
	199.080
	287.535
	69




This graph reflects the sales and distributions that were carried out with all the products within achieved average of 80% during the October to December 2011 period. This result affected the relationship to the program goal, due to a lack of sales of the feminine condom as well as the diminished demand for Depoprovera. It is worth pointing out that the female condom had a delay in being incorporated into the offer due to delays created by the sanitation registry which is issued to the medications department of the Ministry of health. In the case of Depoprovera the, marketing through institutional channels has been replaced by supply through the CEAS which has an important stock that has been donated by the  UNFPA whose objective is to reach through the municipalities the contraceptive methods which are listed in the SUMI list.

In order to reverse this situation and to cover the gap generated in relation to the goal we're looking into evaporating marketing plan that has a greater emphasis on the private channels (pharmacies and nontraditional point-of-sale) and social marketing with the municipal sector which is erected at strengthening the services of family planning, the capacities and logistical management and the positioning of the social marketing brands with suppliers, authorities and the general population in the prioritized municipalities 

In the case of the female condom, it requires as a priority to for a re-launching of the product at all levels, for which in coordination with UNFPA and the ministry of health a "situational diagnoses of male and female condoms in Bolivia" will be carried out which will then be complemented with a specific condom marketing plan.
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