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Quarterly report 
April to June 2012 

The purpose of this report is to give account of the activities of the PROSALUD/PROMESO Social Marketing program and the results during the period extending from April to June 2012. This report addresses aspects relating to the administration of the Social Marketing program, the increase in sales of contraceptive products, communication activities, behavioral changes, and the promotion of sexual and reproductive health with family planning and the prevention of STDs and HIV-AIDS.

In order to elaborate this report, monthly reports from the regional and main office teams which were sent by each coordinator was taken into consideration, reports of specific activities that were carried out in inter institutional coordination, besides the reports of distribution and sales, data which was obtained from the integrated administrative system (SAI).

1. DESCRIPTION OF ACTIVITIES 
The description of activities that were carried out, according to the goals and achievements that were expected for the PROSALUD/PROMESO project, are detailed as follows

1.1 MANAGEMENT OF SOCIAL MARKETING PROGRAM 

Objective 1: Strengthen and consolidate the capacity for administration of the Social Marketing program to assure the availability and access to products and services of reproductive health, to fulfill the strategic objectives of the Social Marketing program.

1.1.1 Equipment for new warehouses.-
With the purpose of increasing the storage capacity, improve the logistical administration and thus guaranteeing the availability of contraceptives, in April we had the delivery and inauguration of the refurbished warehouses, which were conditioned and equipped in accordance to norms complying with good storage warehouse practices at the Km. 12 ½ of the Doble Vía La Guardia in Santa Cruz. During this same period we proceeded to inaugurate the Centro de Capacitación “La Ramada”, ("La Ramada” training center) whose purpose is to support and to facilitate information and educational events with regard to sexual and reproductive health which are directed to health professionals, students and the general population. 
1.1.2 Coordination with other institutions and cooperation agencies.-
On a monthly basis we have been participating in mechanisms of national and state coordination events which are being led by the representatives of the ministry of health and sports, such as the case of the maternity table and safe birth, the central office of PROMESO, and the regional teams were able to consolidate coordinated actions, information and awareness conversations with the Santa Cruz healthy municipality project, the Obispo Santi Esteban network administration, The SEDES health promotion and the education district direction. In La Paz, Cochabamba and Santa Cruz The signing of agreements are underway which include actions and IEC with the beneficiaries of CRECER and the establishment of points of sales for this population group which is in its majority female.
In an institutional representation, we participated in a workshop "A call to action, let us advance to the assured availability of supplies (DAIA): improving the access to the teenage young population" which took place on the fourth and seventh of June in the city of Guatemala. We were able to learn the policies and strategies of other countries which are applied to a teenage and young population, different experiences were analyzed and shared and two strategies were agreed upon for implementation in Bolivia, which include establishing distribution mechanisms that are more adequate for teenagers and young people. Strategies which coincided with the purposes of PROMESO, which in turn presented us an opportunity to work jointly with the ministry of health and CIES.

1.1.3 Recruitment of personnel for new positions.-
The hiring of operation personnel for PROMESO for the La Paz, Cochabamba, Tarija, Riberalta y Santa Cruz regional office as was consolidated.

1.1.4 Training and improvement of skills in order to talk about and approach subject related to SSR
With the purpose of strengthening methodological approach of the PROSALUD/PROMESO team with the target group (teenagers, men and women of reproductive age) regarding sexual and reproductive health gender-based violence, a training workshop was carried out in the city of La Paz which was facilitated by an international professional Lic. Mario Zárate. Who has extensive experience in the subject matter. At this workshop we were able to develop participative techniques to approach the subject of integrated sexual and reproductive health, taking into consideration life skills and what each one of us from our individual working set had to offer insofar as providing education to promote healthy lifestyles based on rights and the prevention of violence, focusing on participative approaches to reach different groups such as teenagers, and men and women, with information for the construction of a healthy sexual life, the prevention of unplanned pregnancies and STDs and HIV. Completing the objectives of the workshop we were able to strengthen the skills of the staff that participated during the four days 14th  to 17th  of May in which the workshop took place and which lasted 32 hours and had 28 people who participated from PROSALUD  nurses, doctors as well as the sexual and reproductive health teams as well as the social marketing teams of each regional office .


1.1.5 Software system for the Social Marketing program.-
During this time, the development of the software has been able to link the database of the integrated management system SAI in order to obtain administrative reports. There still needs to be adjustments in the program for it to be implemented in all the regional offices.
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1.1.5 Strategic alliances.-
The terms of reference were consolidated for a condom study with the UNFPA and in the month of July an announcement will be published to hire the company for the study. This study will contribute with evidence for the formulation of a strategy that will allow a more universal access to condoms with emphasis on the female condom promoting its double function (contraceptives and the prevention of HIV) 
An agreement was also signed for the distribution of the social marketing products with MINOIL, a company which is specialized in the distribution of mass products and that has national reach and presence with liquor stores, supermarkets and neighborhood stores all over the country. 
An educational campaign for the prevention of unplanned pregnancies and HIV-AIDS has been developed along with the state government of the department the Santa Cruz with the Santa Cruz Department of Health STD HIV program, and PROSALUD to intervene the municipalities of Guarayos and Montero, this proposal is in the process of being approved by all the parties involved.                                                       
BELCORP Corporation, who is involved in the import and distribution of cosmetics requested PROMESO to intervene with educational and awareness sessions for their executive staff which are all women, regarding HIV-AIDS theme. Nevertheless, in this aperture the theme of reproductive health was included and as a result of the awareness process we were able to integrate the offer for family planning, carrying out HIV tests as well as Papanicolaou sampling through the PROSALUD mobile unit with medical staff that had been trained for that purpose. We were able to reach 121 women to provide orientation and information and family planning as well as being able to sell and distribute male and female condoms

In a strategic alliance with the BIOPETROL a company which owns and operates five gas stations we were able to carry out educational campaigns directed at chauffeurs, and clients of the gas stations for the prevention of unplanned pregnancies and HIV-AIDS. 19 employees from the firm were trained and working jointly were able to reach 10,000 people with information and promotion to increase use of condoms a product which is sold at the gas stations themselves. 
1.2 	INCREASE IN CONTRACEPTIVE AND SALES 
Objective 2: Increase market coverage and increase the sales of the PROSALUD social marketing products by opening new channels of distribution to the public and private sector and developing marketing strategies that improve the access and availability of the products to the Bolivian population.


1.2.1 Medical visits and promotion of the social marketing products
Medical visits were carried out by the medical promoters particularly in the regional offices of La Paz, Cochabamba, Santa Cruz (on the alternate exit routes outside the city) with the purpose of particularly promoting hormonal contraception's as well as VitalDía multivitamins. During each round of visits a product is promoted. Generally this work was accompanied by a promotional article or “priming” booklet that would provide knowledge or updated information of the product by the doctor. These types of promotional visits are provided both to the doctors at the PROSALUD centers as well as private individual doctors and public sector doctors.
Work which is similar to the medical visitor is carried out by the promotional driver/chofer in what are considered nontraditional point of sales such as: brothels, escort service houses motels and others where predominantly Pantera, Protektor; Reality condoms are promoted.
What follows is a recap of the control visits to pharmacies, doctors and nontraditional point-of-sale ( PDV-NT) in the quarterly analysis. 

Scope of work supervised by marketing and sales during the quarter 

	ACTIVITIES
	SC
	LP
	CBBA/ORU
	RIB

	Pharmacy Control 
	493
	273
	412
	16

	Medical Visits Doctors
	54
	164
	96
	

	Visits PDV-NT
	
	
	108
	

	TOTAL
	547
	437
	616
	16



1.2.2 A new image was developed for the Pantera, brand-name the photograph of the couple was eliminated and it was replaced by a drawing of the silhouette of couple, this process was validated by the target group. We also began a process of differentiation strategy even the packaging including the word “Classic” this strategy will have continuity when we develop new products which will differentiate one product from the other according to its qualities.

1.2.3 We began the process of developing the Pantera brand with different attributes such as textures, color, aromas, and the graphic design agency has provided us with various options that are in the process of being selected to then proceed with the corresponding validation. 

1.2.4 A new presentation has been developed both for Pantera as well as Protektor, a dispenser with 12 packages which is to be used in nontraditional point-of-sale.

1.2.5 A new presentation for a dispenser has been developed and designed for 12 units for the Minigynon, Depo Provera y Cyclofem, products. With this we will proceed with the printing of materials which will allow small vendors to have access to it so as to have this product for their female users.

1.2.6 Expansion of market coverage : 
Publications were carried out in the Farmacorp and Farmacias Glorias magazines; and the Preciosos Faramacorp magazine the Pantera and Protektor products were promoted. In the Farmacias Glorias magazine articles were prepared regarding the social marketing products in general for the condoms Pantera, Protektor and Reality as well as publicity for Protektor. Commercial campaigns were implemented through sales packages and discounts for cash purchases at a distributorship level that attend the pharmacies market, thus being able to have a better placement of the product during this time.
1.3 COMUNICATION FOR BEHAVIORAL CHANGE , IEC
Objective 3: Contribute to improve the knowledge attitudes and practices of sexual and reproductive health with emphasis on teenagers, indigenous population, man, world population and to increase the demands for family planning services and contraception in the PROSALUD network through the implementation of IEC and CCC strategies .
1.3.1 We participated in the Cochabamba international fair FEICOBOL promoting the social marketing products which generated the sale of some of them such as  Pantera, Protektor, Vitaldia according to the following detail:


PRODUCTS DISTRIBUTED TO THE VISITORS WHO CAME BY THE FAIR BOOTH
	PRODUCT
	Amount sold 

	PANTERA
	1734	 Units 

	PROTEKTOR
	1251 Units 

	COLLAR DEL CICLO (calendar rhythm method collar)
	25    Units

	CONDON REALITY
	24    Units

	VITALDIA  	
	565 Units



1.3.2 Production of printed material, flyers and pamphlets were developed for all of the social marketing products which were educational and promotional because it includes the promotion of the brand as well as information regarding the advantages and benefits of the use reach product. The printing of this material is in process.

The placement of adhesives to promote sexual and reproductive health orientation was concluded for the social marketing products at the PROSALUD center in Villa Pillín  PROSALUD.
In order to have the educational material to carry out interventions with specific groups we have included the design and content of a flipchart regarding reproductive and sexual health, the pamphlet for family planning and contraceptive methods as well as the pamphlet for condoms. This material is in the process of being validated in order to be printed later on.
1.3.3 Information and awareness events we have a working agreement with the singer-songwriter Aldo Peña so that through a television program that is produced by the University television channel, educational messages of prevention can be transmitted as well as the display of a TV spot commercial and also interviews with medical and technical personnel as well as comedy sketches regarding sexual and reproductive health, this contract is valid for six months.
 
1.3.4 Community health fair : In Tarija, with previous coordination with the person in charge of the nurses of the clinic the participation at the Health Fair was programmed for the well-being of the student body of the UAJMS. Fulfilling what had been programmed on 8 June the fair is carried out and we are provided with a booth in which we hand out information regarding contraceptive methods STDs HIV-AIDS and we promoted the social marketing products, the method which catches the most attention of young people is the cycle collar (calendar/rhythm method) at all the affairs that have been carried out the most visited booth/stand is PROSALUD, the number of people reached at this opportunity was 400 people.
Health fair at Plazuela Sucre , with previous training of the business administration students of the Universidad Autónoma Juan Misael Saracho in regards to PROSALUD in various areas such as mission and vision, how the institution is born, what is its organizational chart, how many clinics and centers it has in all of Bolivia, what services the institution offer, they also received training in STDs, HIV-AIDS, family planning, social marketing products, so that they could provide information to the population.
Health fair in Humanata (La Paz),  with the assistance of 1,500 dwellers from seven regions that were next to the Camacho Province, they showed interest in the subjects thus breaking the taboo of talking openly about sexual and reproductive health methods of contraception in rural communities, where one would think that their customs and beliefs would prove to be a barrier in this occasion quite the contrary was proved, the population was able to identify with its health problems and participated in  seeking solutions and ways of preventing disease.

2 DIFICULTIES

The delay in the hiring personnel for the regional teams, the main office also delayed the beginning of certain activities in PROSALUD/PROMESO.
 
3 ACTIVITIES TTHAT ARE PENDING

· Consolidate the hiring of a finance and administrative coordinator for the central office, medical spokespersons and nurses to support the training and promotion of the networks that provide coverage to healthy communities.
· Acquisition of vehicles to expand the distribution of products in the rural areas of the country.
· Production of support articles for the exposition of printed material that is in accordance to the type of point-of-sale (health centers, private and municipal pharmacies, and other institutions).
· Support the continued distribution of printed material for the promotion of social marketing products at the PROSALUD centers network.

4 DISTRIBUTION OF SOCIAL MARKETING PRODUCTS 

The sales for the quarter from April to June in a general way present an important increase in regards to the previous quarter, there was an increase of 43.63%. At the end of the first semester of the 2012 period, we have a 40 % achievement of the general goal. Particularly in the quarter being analyzed we observe an increase in almost all of the products except Protektor (-83.28%) and Reality (-33.89%). 

Chart 1
distribution of social marketing products 
Abril toJunio 2012
Expressed in Units

	Product
	Monthly distribution 
	Quarter totals 
	Previous quarter 
	Accumulated total 
	Increase 
%
	Total goal *
	Achievement 
%

	
	APR
	MAY
	JUN
	
	
	
	
	
	

	PANTERA
	307.008
	1.432.638
	668.579
	2.408.270
	1.570.302
	3.978.572
	53
	9.369.230
	42

	PROTEKTOR
	4.968
	5.472
	5.760
	16.200
	96.899
	113.099
	-83
	596.171
	19

	MINIGYNON
	80.784
	22.608
	15.164
	118.556
	105.770
	224.326
	12
	610.026
	37

	DEPOPROVERA
	40.992
	29.304
	26.540
	96.836
	69.048
	165.884
	40
	496.853
	33

	IUD
	300
	2.420
	1250
	3.970
	2.322
	6.292
	71
	17.368
	36

	REALITY
	434
	268
	1768
	2470
	3.736
	6.206
	-33
	26.697
	23

	CICLOFEM
	2.472
	552
	1992
	5.016
	3.528
	8.544
	42
	57.151
	15

	MDF –COLLAR
calendar/rhythm method
	55
	35
	45
	135
	18
	153
	650
	2.785
	5

	VITALDIA
	19.290
	10.200
	6.840
	336.330
	19.677
	56.160
	85
	219.476
	26



*Calendar year 

In order to come closer to the planned goal, we will continue the marketing actions that are directed at creating a greater demand for the products, in that regard we are  executing various joint activities with distributors that have coverage in the rural area of the country and as of August with direct interventions in the prioritized networks of La Paz and Chuquisaca. 
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