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PROJECT AUTHORIZATION 

Name of Countr~,~istau Nll!ll.1! of. Pro1et: t :	 S"c1ul ~1o!1rk~t1ng 

of Contraceptives 

Nu~ber of Project: 391-0484 

1. Pursuant to Section 531 of th~ Poreign As8i8~ance Act of 1961, a8 
amended, I hereby authorize tht:.: Sodal ::1&rltet1r~g; of Contraceptives 
Froject for the Islamic Republic ~f Pakistan involving planned 
obligations of not to exceed U.S. Dollars Twenty Million (U.S.
$20,000,000) in grant funds ove4 a five (5) year period from the date of 
authorization, subject to the availability of funds 1n accordance with 
the A.I.D. OYB/allotment prOC~8S, Co help in financing foreign exchange 
and local currency costs for the Project. 

2. The Project is de8igaed to increase contraceptive usage by 
promoting family planning and erpanding the availability of 
contraceptives through the private sector. Components to be financed by 
A.I.D. '-nclt.de: (a) operating coaes of the social Marketing program: (h) 
technical advisory aa8istance; (c) a management information system, 
market assessments and evaluation activities; (d) advertising, product 
promotion, packaging and product distribution; (e) training: and, (f) 
contraceptive supplies and other required supplies and equipment. 

3. The 8greement(s) which may be negotiated and executed by the 
officer(s) to WhOM such authority is delegated 1n accordance with A.I.D. 
regulations and Delegations of Authority shall be subject to the 
following essential terms, covenants and major conditions, together with 
such other terms and conditions as A.I.D. may deem appropriate. 

a. Source and Origin of Goods and Services 

Goods and services financed by A.I.D. under this Project shall 
have their source and origin in Pakistan or in the United States except 
as A.I.D. may otherwise agree in writing. Ocean shipping financed by 
A.I.D. unde~ the Project shall, except as A.I.D. may	 otherwise agree in 
writing, be financed only on flag vessels of the United States and 
Pakistan. 

b. Covenant as to Operational Autonomy of Firm 

The Parties agree co make every reasonable effort to	 assure 
that the firm stllected to carry out the purposes of th:f.s Project is 
allowed maximum operational autonomy and that, to the extent possible,
this firm is prOVided the latitude for managing ita operations, including 
product introduction and marketing, as is the practice in the Pakistan 
private sector. 



The Grantee shall, no less dum eVl::t'Y twelve· (12) mouths from 
the date of the signing of this Agreement, review all communication 
strategies and policies for this Project in order to assess the maximum 
perm:tssible use of media for the promotion of contraceptive :products 
under this Project. 't'Jl,:! Grantse aha1.1.~ no :Lp..:lS thllU evt'ry t....;te:lve (12) 
montna from the date of the:! aigJ.11ng oJ": th.:i.E< Agr::~!!'le::\t) furnish to A.LD., 
1n form and substance satisfactory to A.I.D., a written report of its 
deliberations and review, setting forth therein the permissible 
communication strategies and policies for the promotion of eontTRceptive 
products under th13 Project. T')r th~~ next twelvp. month period. 

d. Covenant as to Pre-Launch Evaluntion 

Prior to the nationwide launch of product distribution of 
contraceptives under this Project, the ?arties agree to ~onduct a joi~t 

evaluation of the performance ~nd e~perlence of the in~~1&1, limited 
distribution activity under this Projoct. l~e Par.t1~8 agree that, baaed 
on this evaluation and the review by A.I.D. of communication strategies 
and policias to be provided to A.I.D. as set forth in Section c. above, 
A.I.D. wj~l b~ ~king its determination as to the reasonableness, 
desirability and prudence of cont1~ucd A.I.D. funding of th!s Soc1al 
Marketing of Contracer-tivp.~ Proje(t. 

e. Covenant as to Project Evaluation 

The Parties agree to establish an evaluation program as part 
of this Project. E:t~"!pt as the Parties may otherwist! agree in writing, 
the program will tncludp., during the implementation of the Project and at 
one or more points thereafter: 

i. evaluation of progress towards attainment of the 
objectives of the Project; 

11. identification ~nd evaluation of problem areas or 
constraints which may inhibit such attainment; 

1ii. assessoent of how such information may be used to help 
overcome auch problems; and, 

iv. evaluation, to the degree feasible, of the overall 
development impact of the Project. 



f. Covenant 8S to Post Training Employment 

EXC'2pt Ct,:! t,\\f! ?",rties may ()ther-dae agree b" writing, theJ 
Gr&nte~,~, I\ct.tn,i!; t.hrough ittl }!(Ipulilti':ln. \~el;:a:re D1\·~ s,1<m. ehall make lilvery 
reasonable effort to re~uire that ea<:h person trained under this Project 
works in activities related to social marketing of contraceptives in 
Pakistan for not less than ~hree times the length of time of his or her 
training program provided, however, that in no event. shall ~uch an 
i~,di·,idual be sll"~'t;ld to wC::::'k in sodal marketing: of contraceptives 
activities fot' lestl thG.u one year nor he 'r.aquired to work in 80cial 
marketing of contracept!''le a.ctivities for mote than five years from the 
date of that individual's co~pletion of training. 

g. COVlmant 808 to Abortion/MR. 

Th~ Grantee shall not use any of the assistance provided by 
A.I.D. under this Project for abortion and/or menstrual regulation ("MR") 
related activities, including specifically but not 11mited to, 
information, education, lobbying, training or. communication programs that 
seek to, ,pr';;)l!lote abortion and!or MR. as a methoQ of fam.1ly planning. 
A.I.D. l1I&~., frolt time to time, :f:urtllt~I specify prohibited abortion and/or 
MR related activities by Project Implementation Lette~s. 

h. Covenant 8S to Sterilization 

The Grantee sha11. not use any of t~d ~ssi8tance provided by 
A.I.D. under this Agreement for any sterilization related activities. 

4. The following waivers of A.I.D. regulations are hereby approved: a 
waiver of FAA Section 636(i} and a sourc~/or1g1n/nationality waiver from 
A.I.D. Geographic Code 000 to Code 935 to permit USAID/Pakistan to 
procure one right-hand drive station wagon under the project in 
accordance with the vehicle waiver request in Annex H. 

Donor M. Lion 
~is8ion Director 
aSliD/Pakistan 

Date 
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I. SUMMAR.'~ A:;:r,; P..~':T~'!:'l'mA'1I::oP1!:.-===-..,;,;;... -.._-_.. ---.... -----..__.. 
A. Recommendations 

1. Punding 

It ie recommended that an ESP grant of $20 million be 
authorized for the Soci.l Marketing of Contraceptives (SHe) Project, 
which has a Project Assistance Completion Date (PACD) of December 31, 
1989. 

2. Geographic Code 

The project authorization should specify that except 
as A.I.D. may otherwise agree in writing: . 

a. Goods and services financed by A.I.D. under thi~ 

Project shall have th@ir source and origin in countries included in 
A.I.D. Geographic Code 000 or Pakistan; and, 

b. Ocean shipping of all commodities financed by 
A.I.D. under this Project shall be only on flag vessel. of the United 
States or Pakistan. 

B. §umm&ry Project Description 

1. Nature of the Project 

The proposed nearly six-year A.I.D. Project couaists 
of a $20 million ESF grant to finance the establishment of a Social 
Marketing of Contraceptives Project in Pakistan. The Project will be 
carried out by an existing, indigenous private sector firm (the Firm) 
which distributes cons~er products nationwide. The Pirm, which will be 
funded lruder a host country contract, will create a special Social 
Marketing of Contraceptive9 Unit (SMC Unit) to manag~ Project 
activities. In addition to funding appropriate operating cost. of the 
SMC Unit, A.I.D. will finance all contracp.ptive commodities required for 
the Project, technical assistance (TA), training/orientation, 
equipment/supp1ie8~ vehicle operating costs, evaluation costs, and other 
costs associated with marketing 9uch ss market research, printing, 
packaging and product promotion. Specific objectives of the Project are 
to: 

a. increase the number of retail outlets which stock 
condoms or oral contraceptives (orals) from the currently estimated 
27,000 to at least 54,000; 

b. distribute from the Firm at least 209,000,000 
condoms and 10,659,000 cycles of orals; 

c. prOVide at least 2,135,000 couple years of 
protection (CYP); and, 

d. avert about 450,000 births. 
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A combination of market (H'S'~SEml!nta:, (conduct,=d by tha Firm) Clnd a 
management information system (MIS) will be used to assess technical 
performance. These complementary methods plus the results of two 
contraceptive prevalence surveys (CPS) and three comprehensive 
evaluations will provide the necessary data for evaluation. Market 
assessments are critically important to this Pruject. They will be used 
e%tenaively to study and analyze every element which will be communicated 
to the public and to develop and refine detailed marketing plans. They 
will include measurements of perceptions and needs of different segments 
of the fertile population regarding contraceptive methods, product 
design, prices and promotion. Retailers will also he surveyed to 
ascertain their needs for and perceptions of Project products. Thus, in 
a very real sense, potential customers will be critically involved in the 
design of the products they will later purchase and use. 

2. Management of the Project 

The Firm, through its SMC Unit, will undertake the 
day-to-day management of the marketing activities. The management team 
for the SMC Unit will probably consist of a senior Pakistani marketing 
manager assisted by two experienced middle-management supervisors. In 
addition to support staff, the SHe Unit will probably also include 
"product-promotors~ who will assist in the distribution and promotion of 
Project products nationwide. The Firm, itself, will undertake as many 
marketing activities as possible, and will contract out for other 
activities, such as market assessment or printing, as required. 

In addition, there will be an SHC Advisory Board which will determine GOP 
policies for the social marketing of coatraceptives program and review 
and approve annual marketing plans before they are implemented by the 
Firm. The Population Welfare Division will communicate all decisions of 
the SHC Advisory Board to the Firm. Within the Population Welfare 
Division of ~he GOP, an SMC Cell will be formed. This Cell will prOVide 
staff functions to the SMC Advisory Board and identify issues for 
consideration by the Board. The SMC Cell will generally coordinate 
project activities and perform regular project monitoring activities for 
the GOP. The Resident Advisor will offer expert advice and guidance to 
the SMC Advisory Board, the GOP, USnID ~nd the Firm. Marketing policies 
for Project products will be developed Wit11 the assistance of market 
assessments and with gUidance by the GOP, aSAID, the SMC Advisory Board 
and the Resident Advisor. The National Development Finance Corporation 
(NDFC) will serve as general consultants to the GOP for SHC activities. 

3. Involvement of the Commercial Sector 

An effective system for marketing consumer goods 
already exists in the Pakistan ?rivate sector. Therefore, the Project 
will utilize an existing private sector Firm with an effective system for 
distributing consumer products. In addition, the Project will draw 
almost exclusively on local commercial expertise to design and implement 
the ~rogram. For example, the majority of the SMC Unit staff will be 
drawn from Pakistan's commercial s~ctor; many aspects of the Marketing 
Plans will be developed from the results of market ~ssessments undertaken 
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by highly CQ:Il.pctent lcc<,~. Q3:d,,!t rf~Sf!;lT.I::h firms; and product packages and 
promotional materials will be designed with the assistance of local 
advertising/promotion agencies and printed by local printing firms. 

C. Summary Findings 

This project is ready for implementation and is considered 
socially, financially, and economically sound, and administratively and 
technically feasible. 

D. Statutory Checklists 

The project meets all applicable statutory criteria. 
Appropriate checklists are included in Annex B. 

E. APAC Concerns and Design Guidelines 

The PlD approval cable (Annex A) identified the following 
areas of concern: (1) nature and functions of implementing entity, 
whether newly created or pre-existing; (2) the appropriate funding 
mechanism for implementation; (3) the role of the commercial sector and 
the implications of the project for the commercial market; (4) the roles 
and relationships among A.I.D., the implementing entity and the long-term' 
advisor; (5) program self-sustainability and recurrent cost implications; 
(6) a possible project objective of raising the population's knowledge of 
specific contraceptive methods; (7) the need for and scope of impact 
research; (8) the need for and scope of market research; and (9) 
available communication media. These concerns are all addressed in 
Section 111.0, Project Components, as well as in Section V, Project 
Analyses. 

F. Project I~ 

1. Sensitivities to the Marketing of Contraceptives 

Cultural and religious sensitivities toward family 
planning and the promotion of contraceptive products exist in Pakistan. 
These sensitivities are very important in the consideration and design of 
a Social Marketing of Contraceptives Project. Nevertheless, 
sensitiviti?s, similar to those found in Pakistan, are not new to the 
social marketing discipline. Three of the most successful social 
marketing of contraceptive projects are operating in Egypt, Bangladesh 
and Sri Laa~a where cultural or religious constraints exist. 
The strength of any social marketing project is in its ability to respond 
to such sensitivities and account for them in the design of its various 
components. Project planners in Pakistan are keenly aware of the 
socio-cultural and religious sensitivities and will be guided by chese in 
the selection and planning of the promotion and distribution components 
of the Project. The useful roles of market assessments in addressing 
these sensitivities are discussed in Section III.D., Project Components, 
and in Section V.B., Technical Analysis. 
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2. Product Pricing 

Product prices will be set low enoush to make them 
easily affordable by the majority of married couples, yet high enough to 
convey the image of a quality product in the eyes of potential 
customers. Prices should also be high enough to cover all distribution 
costs, namely all costs associated with moving the packaged products from 
the Firm to the consumer, using existing distribution networks. Using 
these criteria as guidelines, it should be possible, with the help of 
appropriate product design, distribution and promotion, to increase 
contraceptive use substantially. 

3. Self-Sustainability 

Given the fact that financial self-sustainability has 
not been achieved in other "successful" social marketing programs 
worldwide, it is not a goal of this Project. However, the 
anticipated product pricing structure is likely to result in prices 
exceeding the costs of moving the packaged products through the wholesale 
and retail networks, thereby producing revenue, which will be used by the 
Firm to offset marketing costs. This issue is discussed in Section V.B., 
Technical Analyais. 

4. Impact Upon the Commercial Sector 

Based upon experience in nearby countries with similar 
cultures and similar marketing sectors, the Program should have a 
positive impact upon the commercial sector. Between 8 and 10 importers 
currently market about forty brands of relatively high-priced condoms and 
about six brands of relatively high-priced orals in Pakistan. While 
these importers may experience an initial decrease in the sales of their 
existing contraceptive products, in fact most of the people who can 
afford these higher-priced brands will continue to purchase them from 
their usual sources. On the other hand, the entire market will be 
expanded greatly by the introduction of popularly-priced contraceptives. 
This will result in the sale of Project products through the same 
relatively few retailers who sell the expensive brands, plus sales 
through a much larger number of retailers. The total number of retailers 
who stock and sell condcms or orals is expected to increase by at least 
100 percent by 1989 from the current estimate of 27,000. This issue is 
addressed in more detail in Section V.B., Technical Analysis. 

5. Available Promotion ~edia 

The increa~ed contraceptive prevalence predicted as a 
result of this Project will ~equire not only increased distribution of 
Project products at affordaole prices, but also adequate promotion of the 
products reqUired to create demand. Successful SMC Projects in other 
countries such as Bangladesh, Sri Lanka and Egypt have used a mixture of 
media including personal promotion and mass media. This Project will use 
personal promotion in the form of retailers (including point of sale 
promotion) and product-promoters, but for optimum success will also need 



access to m'i./;;fl \lli:.::U-a, p:.:~rti(;'\1larly radio. Exploring the judicious use of 
radio, as i.1: ~1:>pHeY to the promotion of contraceptives in the Islamic 
Republic of Pakistan, is discussed in Section V.B., Technical Analysis. 

6. Social Marketing Guidance and Monitoring 

Social marketing of contraceptives is a function of 
two diff.erent but related considerations: harmonizing profit-making 
motivations of the private sector with the marketing of products for 
social benefits rather than simply monetary gain; and, the need to use 
marketing activities which reflect national family planning policies. In 
Pakistan, family planning policies include increasing the availability of 
and access to contraceptives in order t.o help decrease population growth 
rates. The strategy to Impl~ment these policies (as reflected in the 
Fifth and Sixth Five Year Plans) is to increase the availability of 
family planning services by using non-government organizations and the 
private sector to complement the efforts of the public sector program. 
The recognition of tha two SMC considerations is reflected in the 
administrative structure of the Project and in the type and degree of 
guidance provided to the Project by the selected Firm, the GOP, the SMC 
Advisory Board, and USAlD. 

Successful SMC Projects in other countries u~ually provide a strong 
commitment to social benefits through a very ~arefully designed pricing 
structure for their products, namely prices aimed at maximizing sales 
volumes. Within this context, the Firm will seek to maximize its 
revenues and profits. The pricing structure is usually controlled 
through an administrative system which employs a contractor to either. set 
up its own distribution system or to contract with an exist.ing firm for 
the distribution activities only. The contractor 1s therefore 
well-positioned to prevent conflicts of interest between the Project's 
needs for affordable retail prices and the distribution firm's needs for 
profit. 

This Project, however, is using a slightly different administrative 
system in which the GOP will contract directly with an existing 
distribution firm to undertake all marketing acti7ities. When using this 
approach, the major factor influencing successful implementation will be 
the use of a reliable firm. The GOP will contract with a reliable firm 
selected from the small number of manufacturing distributors of consumer 
products which have sound business practices and long records of success. 
Policy guidance to the Firm will be provided by the SMC Advisory Board. 

A second factor for success will be the adequate use of market 
assessments to assist in determining the most appropriate pricing 
structure in keeping with the concept of social marketing. Another 
important contribution to success will be the use of an experienced and 
successful Bocial msrketer of contraceptives as Resident Advisor 
throughout the duration of the Project. The Resident Advisor or an 
experienced expert obtained on a short-term basis Tdll assist with 
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initial market assessments, advise on the org;aaization of the SHC Unit in 
the Firm, and, assist with strategic plannin". reflected in the Annual 
Marketing Plans. These key components are ~es~riaed in Section III, and 
analyzed in Sections V.A. and V.B. 

For implementation to be successful, there are several important 
considerations. The first is the selected Firm's own marketing policies 
and procedures for new products. Reputable firma are prudent with 
respect to packaging, distribution and promotion of their new p~oducts, 

preferring adequate use of ~arket aaseS8mp-nts, Bu~veY8 and pre-testing to 
identify and analyze consumers' views on acceptability. Reputable firms 
are also very conscious of the need to be judicious in use of package 
designs and promotional messages in order to enhance the reputation of 
the products and of the firm, itself. Another important area will be the 
role of the SHC Advisory Board in providing guidance in the form af 
family planning policy gUidelines and in reviewing and approving the 
Annual Marketing Plan prior to implementation. The Advisory Board will 
have to be sensitive to the needs of the private aector and timely in the 
provision of guidance and decisions. 

The Importanceof market assessments in answering marketing questions and' 
in developing the Annual Markp-ting Plan; the nature of the Annual 
Marketing Plan; and, the roles of the GOP, the SHe Advisory Board, and 
USAID are described in Section Ill, Project Components; Section IV, 
Implementation Plan; and Sections V.A. and V.B., Project Analyses. 

G. Contributors to the Project Paper 

See Annex G. 

II. BACKGROUND 

A. usa - GOP Negotiations 

1. Overview 

The United States and the Government of Pakistan are 
into their third year of a renewed and strengthened effort to increase 
their economic and development cooperation. This effort was marked by 
high level U.S.-GOP consultations in 1981 which culminated in the 
negotiation of a $3.2 billion package of military and economic assistance 
which the U.S. will seek to provide to Pakistan between U.S. FY 1982 and 
U.S. FY 1987. The economic assistance component was designed not only to 
maximize its development impact but also to produce as favorable balance 
of payments effects as possible. The balance of payments objective 
reflects two critical purposes of. the agreed upon economic assistance 
program: (a) to ameliorate the burden created by Pakistan's increased 
military expenditures; and, (b) to reduce the constraints on development 
which balance of payments strains generate. In this manner, the 
economic, development and security interests of both nations are 
inter-related and supported. 
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2. Strategy 

The assistance package is one of the strategic 
elements of the renewed and eKpanded USG-GOP relationship. It is one of 
the instruments required to achieve the U.S. and GOP's mutual goals with 
respect to security and economic development. The assistance package is 
seen as an indispensable contribution to the shaping and implementation 
of a new U.S.-Pakistan relationship and to the critical role in the 
region which the U.S. Government seeks to assist Pakistan to play. The 
military-security-political position of Pakistan, including the burden of 
a massive refugee influx, accentuates the development problem to which 
the proposed u.S. economic assistance package responds. The economic 
assistance program is designed to help Pakistan, one of the world's 
largest and poorest nations, fulfill the bssic human needs of its 
people. At th- same time, it is designed to address the country's
foreign ezcha~6~ needs through quick disbursing activities while laying 
the foundation for more rapid economic growth. The program is shaped to 
assure the widest possible distribution of benefits. The program agreed 
to by the GOP and U.S. negotiating teams will: 

a. reactivate a long-term development assistance 
relationship, which the U.S. views as important because of Pakistan's 
size, poverty, strategic location, and other multi-faceted U.S. ,interests; 

b. provide balance of payments support to help
address short and medium-term foreign ezchange shortfalls, thereby 
reducing development constraints and strengthening the economy; 

c. address key economic problems, which will help 
enable Pakistan to achieve self-sustaining growth and manage its debt 
burden; 

d. complement and support IMP, IBRD and other donor 
assisted programs, and improve their overall impact; and, 

e. ezpand resource availability for local cost 
financing. 

It was in this context and because of the high priority assigned by the 
GOP and the USG to the population sector that A.I.D. agreed to support a 
Social Marketing of Contraceptives (SHC) Project in Pakistan. The SHe 
activity was one of the components of the GOP's Population Welfar~ Plan 
for the period PFY 1980-83 and has also been included in the GOP's Sizth 
Five Year Plan covering the period PFY 1983-88. 
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B. Demographic Characteristics 

In January 1984, the population of Pakistan was estimated to 
be 91.5 million. Approximately 72 percent of the population is rural, 
with about 55 percent engaged in agriculture. The population is 
distributed unevenly among the four provinces, with about 56 percent 
residing in the Punjab. Nearly 45 percent of the population is under the 
age of 15. The fact that such a large number of people is moving into 
the reproductive age group is compounded by the additional fact that 1 in 
5 of the present population is a female already in the reproductive age 
group. With the average age at marriage at les8 than 20 years, these 
factors indicate that high levels of fertility will continue unless the 
determinants of fertility are 80mehow influenced. 

The demographic changes which have occurred in Pakistan since the turn of 
the century characterize most low-income countries. The level of 
mortality has declined by more than half while fertility has remained 
relatively unchanged at very high levels. As a result, the rate of 
population increase, as of January 1984 of about 3 ~~rcent per year, 1f 
maintained, would lead to a doubling of Pakistan's popclation in less 
than 25 years. Pakistan, with nearly 46 percent of its population under 
the age of fifteen, has a very young age distribution, which could 
contribute to a continuing high growth rate. With such a large number of 
young people moving into the reproductive age group over the nezt 20 
years, an active family planning and population program becomes even more 
critical to bring about lowered fertility. Table 1, which was compiled 
using data from the Pakistan Fertility Survey (1975) and preliminary 
results from the 1981 Housing and Population Census, shows that the 
population of Pakistan has increased five-fold thus far this century. 

1. Fertility 

A comparison of the findings of the Population Growth 
Estimation Project (1962-1965) and the Population Growth Survey 
(1968-1971) suggests that relativp.ly little change in fertility has 
occurred since the early 1960s. Although some decrease in age-specific 
marital fertility was observed among the younger age cohorts, this was 
largely offset by the rise in fertility am~ng older women. Estimates of 
the u.S. Bureau of the Census (1971) indicate a slight increase from 7.2 
to 7.3 in the number of children per female of r.eproductive age between 
1961 and 1972. The 1975 Pakistan Fertility Survey also shows no decline 
in fertility. The 1981 census shows practically no decline in the birth 
rate. The GOP Planning Commission currently estimates the crude birth 
rate at 39.8/1000 and plans to decrease it to 36/1000 by 1988, the end of 
the Sixth Five-Year Plan period. 
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TABLE 1 

POPULATION GROWTH IN PAK1STAN, 1901-1981 

Population Intercensa1 Growth 
Census Year (in thousands) Percent Annual Rate!.1 

1901 16,576~1 - ­
1911 19,382 16.9 (7.1}£1 1.6 (O.7>S/ 
1921 21,109 8.9 0.8 
1931 23,542 11.5 1.1 
1941 28,282 20.1 1.9 
1951 33,740 19.4 1.8 
1961 42,880 27.0 2.4 
197~1 65,309 52.3 2.9!.1 
1981!.1 83,782 28.3 3 0 
1984.11 91,500 9.2 3.0 

Source: Pakistan Fertility Survey (1975) and preliminary results of 
the 1981 Housing and Population Census. 

!/ Compounded to the nearest tenth of 1.%. 

~I Excluding population of the Front.ier Regions. 

cl Excluding 1,622,000 persons of the Frontier Regions in 1911. 

~I The 1961-1972 intercensa1 period was 11.7 years. 

el Rate corrected for estimated underenumeration in the 1961 
census. 

!I The 1972-1981 intercensa1 period was 8.5 years • 

.II Estimated. 
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The high levels of U1acJ,ta:L fl:!r'~i.Ut'l :,;'ef:Lt!ct the facts of nearly 
universal marriage and the relatively young age at marriage. According 
to data from 1965, the percentage of never-married females in Pakistan is 
only 0.9. Although reliable data on female age of marriage (legally 16) 
are difficult to obtain, estimates from the 1975 Pakistan Fertility 
Survey place the average between 16 and 17. 

2. Mortality 

With the exception of an influenza epidemic in the 
early 1900s and the civil disturbances at the time of Partition, the 
decline in mortality has been steady since 1900. The decline in overall 
mortality can be attributed to a general improvement in liVing conditions. 
Improvements in transportation, communication, and agricultural 
production helped to stabilize food supplies, which, in conjunction with 
later preventive health programs, reduced the susceptibility of much of 
the population to disease and famine. During this period of mortality 
decline, the crude death rate declined gradually from about 40 per 
thousand to 30 per thousand by 1950. 

Between 1950 and 1960, this decline accelerated, dropping from 30 per 
thousand to 19 per thousand. The decline continued at a much slower pace 
during the 1960~, with recent comparative data suggesting a slow decline 
between 1962 and 1984. For planning purposes, the Government of Pakistan 
estimates that the crude death rate was 11.6 per thousand in 1983 and 
will be 10.2 per thousand by the end of the Sixth Five-Year Plan period 
(1988). Given the experience of the last decade, it seems doubtful that 
mortality will decline substantially over the next 5-10 years. 

3. Migration 

One unique feature of Pakistan's demographic past is 
the migratio~ betwaen India and Pakistan which occurred at the time of 
Partition. Ea~imated in-migration was about 2 million, with a large 
portion of these refugees settling in urban areas. Although the social 
disruption and urban or semi-urban settlement of the refugees might have 
been expected to result 1n lowered fertility, research findings indicate 
that this was not the case. Although international migration during 
other periods of time has been fairly significant, it is not expected to 
be a major factor in considering population growth in Pakistan in the 
near future. Large-scale short-term migration of males to the Middle 
East does not appear to have had a major impact on rural-urban population 
distribution. The large influx of Afghan refugees is assumed by the GOP 
to be temporary. They are not included in the 1981 census figures or 1n 
the 1984 population estimates. 
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C. Population Program Experience 

The preceding discussion clearly indicates that fertility is 
the demographic variable that must be affected if a reduction in 
population growth rates is to be achieved. In recognition of this fact, 
the Government has established a demographic gosl of reducing the crude 
birth rate from 40.0 per thousand to 36.2 per thousand by 1988~ 

1. Previous Programs 

Thus far, the major effort to reduce fertility in 
Pakistan ~~s been through family planning programs. The first organized 
program Tlas started in 1952 by the Family Planning Association of 
Pakistan (FPAP), a private group which served to pave the way for 
involvement by other groups. Between 1955 and 1960, the Government 
provided sup'port to these activities with an allocation of Rs 500,000 
($105,042)!7. In the Second Five Year Plan (1960-1965), the GOVE!rnment 
began providing family planning services, mostly IUDs, at maternal and 
child health clinics operated by the Ministry of Health and Social 
Welfare, and used field workers to extend the outreach capability of the 
program. 

In the Third Five-Year Plan (1965-1970), an autonomous family planning 
organization was created to administer a vertical type program•. The 
program concentrated on the use of dais (village midwives) for motivation 
and service, and the IUD was emphasized. The program was interrupted 
between 1969 and 1971 by the political chang~s which brought about the 
division of Pakistan into four provinces and the conflict which resulted 
in the loss of East Pakistan. The program lost considerable momentum due 
to the Government's preoccupation with these problems and the loss of 
foreign aid during this time. 

In the Fourth Five-Year Plan (1970-1975), the program emphasis shifted 
fro~ the use of midwives to full-time field motivation teams while 
largely abandoning the IUD in favor of condoms and orals. A new 
approl\ch, initiated in 1972, the Continuous Motivation Scheme (CHS), 
emphasized the importance of continued use rather than initial acceptance 
through regular visits by field workers to the homes of acceptors to 
motivate potential clients and to supply contraceptives. 

Following a review of the l,rogram in 1972, family planning was 
established 8S a vertical program within the Ministry of Health and 
Social Welfare with a two-year budget of Rs 204 million 
($18,545,454)~/. Shortly thereafter, the Government decided to 

11 Exchange rate between 1955-1960 was $1.00 • Rs 4.76 

~I Exchange rate in 1972 was tl.Oa • Rs 11.00. 
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initiate an intensive effort to minimize inadequate contraceptive supply 
as a barrier to acceptance, by pursuing a strategy of "contraceptive 
inundation", using both Government and private distribution channels. 
The inundation program began in March 1975 with A.I.D. providing the bulk 
of the orals and condoms required. The inundation program in Pakistan 
represented one of the first full-scale national level efforts to assess 
the extent to which the failure to use a modern method of contraception 
was due to the unavailability of contraceptives. 

A.I.D. and the Government of Pakistan jointly undertook an evaluation 
during 1977 to assess both the operatioD4l performance and demographic 
impact of the program. This evaluatio~1 indicated substantial 
weaknesses in almost every aspect of the public sector population program 
ranging from the lack of a sustained political commitment to promote 
population activities to poor planning, administration, and service 
delivery capabilities. Several of the recommendations of the evaluation, 
specifically the placement of population within the Ministry of Finance 
and Economic Affairs, the appointment of an energetic leader for 
population matters, and increased policy support to population activities 
from national leadership were accepted and implemented. 

2. Recent Developments 

In May 1976, the leadership of the Population Planning 
Program in Pakistan was elevated to that of a full Secretary" The new 
Secretary took over at a time when program morale was particularly low. 
The two major program approaches pursued by the GOP, namely, the 
contraceptive inundation approach and the Continuous Motivation Scheme 
(CMS), failed to bring about greater acceptance and increased use of 
contraceptive methods. In addition, the administrative and logistics 
support necessary to provide adequate supplies of contracept.ives at the 
Village level was not effectively provided. The 1975 Pakistan Fertility 
Survey showed that less than eight percent of eligible couples have ever 
used any form of effective contraception. This finding necessitated a 
major reassessment of the existing strategy. 

However, just as a newly developed strategy was being completed and 
implementation was initiated, the political disruptions that accompanied 
the national election of March 1977 and subsequent events led to the 
suspension of population program field activities. This decision set in 
motion a series of complicated internal reforms, reorganizations, and 
program realignments that had the cumulative effect of suspending field 
activities through 1979. Indeed, even up to the present, the program 
still has not operated at its pre-1977 level. 

A review of Pakistan's Expanded Population Planning Program, 
Family Health Care, Inc., December 23,1977 
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At about the same time that the suspension of field ope~ation8 occurred, 
foreign donor agencies began questioning the basic design and the actual 
implementation of the eMS/Inundation approach. The findings of the 
A.I.D.-GOP evaluation referred to above were confirmed by an early 1978 
World Bank assessment and a German Government study, both of which raised 
further doubts concerning the design and execution of the program. Donor 
support virtually dried up. Between 1978 and 1982, only the United 
Nations Fund for Population Activities (UNFPA) maintained an active 
although small program of financial assistance. A.I.D's population 
program support terminated at the end of 1977. The German and British 
Governments and several small donor agencies also cnded their support at 
that time. The World Bank, which had hoped from 1975 onward to provide a 
population loan, signed a project agreement only in May 1983. External 
aupport declined from a high of around $13 million in 1974-1975 to less 
tran $1 million in 1978-1979. Thus, by the end of 1978, the public 
sector family planning program in Pakistan was practically moribund. 

After some administrative changes, the responsibility for public sector 
population activities was transferred to the Ministry of Finance and 
Economic Aff.airs. A new and comprehensive Population Welfare Plan was 
developed for the period 1980-1983 emphasizing a revised and 
reinvigoratE!d "integrated approach" to population planning. This plan 
included thE~ distribution of contraceptives through government-operated 
clinics, as well as a social marketing of contraceptives program. The 
latter was included in recognition of the need for both private and 
public sector distribution of family planning services and commodities if 
the rate of population growth is to be reduced. The same national 
strategy has been included in the GOP's Sixth Five Year Plan for the 
1983-1988 period. 

3. Contraceptive Usage and Availability 

a. The Government Program 

The contraceptive use pattern in most countries 
indicates that couples often initiate coutraception using readily 
available methods such as condoms, orals, and foams, and later move 
towards clinical and surgical methods. In Pakistan, the condom has been 
by far the most popular contraceptive method followed by oral pills. In 
the mid-1960s, the GOP population program included foa~s, foaming 
tablets, IUDs, and diaphragms, in addition to condoms. However, because 
of higher cost, lower rate of effectiveness and special storage 
requirements, diaphragmA, foams and foaming tablets were discontinued. 
The GOP at that time decided to give high priority to IUDs. In 
1974-1976, while the program focused on condoms and orala, foam was again 
distributed but on a limited scale. 
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During 1977-1982, there was no new U.S. assistance to the population 
program, other donors also withdrew their support, and the program wae 
reorganized substantially, culminating in an extensive reduction of 
redundant field staff. During this period, delivery of contraceptives to 
clients became erratic as did the availability of contraceptive supplies 
for the program. Because of this situation and a lack of reliable 
information, it is difficult to calculate actual contraceptive prevalence 
with precision. 

All contraceptives available through the government distribution network 
are sold at uniform prices whether they are aold by population field 
staff at Family Welfare Centers (FWC), door-to-door (by other government 
agencies), or by non-salaried selling agents (mostly shopkeepers), 
appointed by the population staff. Many of these shops also sell condoms 
and orals supplied by the private sector. The only data available on 
contraceptive practice in Pakistan is the reported monthly sales of orals 
and condoms in the Government program. It should be noted that all 
reported sales do not necessarily represent sales to the users because 
supplies delivered to those retail outlets, which pay cash at the time of 
receiving the supplies, are also reported as 'sales'. 

These conditione make it difficult to use these data to accurately 
estimate contraceptive prevalence. Furthermore, the sales data are not 
reported or available for the small quantities of condoms and orals sold 
to the consumers through the commercial sector and through private 
voluntary organizations. However, it is generally accepted that the 
current contraceptive prevalence rate is around 5 percent. Of these 
current users, it is estimated that approximately 25 percent obtain their 
contraceptives from the private sector, while 75 percent use government 
facilities. 

A price change for government-supplied orals and condoms occurred in the 
last quarter of 1980 when the price of orals was increased from Rs 0.25 
to Rs 1.00 per monthly cycle, and condoms increased from Rs 0.25 to Rs 
4.00 per dozen. As seen in Table 2, this was accompanied by a dramatic 
decline in sales, which persisted till the end of 1981. The GOP 
increased the price for two major reasons: (i) it was felt that the low 
price conveyed the image of an inferior product, especially when compared 
with the urals and condoms available through the private sector; and, 
(ii) because of the low price of these commodities, some of the 
population field staff were suspected of buying contraceptives with their 
own money, thereby inflating sales reports to exaggerate their own 
performance. Thus~ sales reported prior to September 1980 as shown in 
Table 2 are regarded as somewhat on the high side. 
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In March 1982, the Government reduced the price of condoms from Rs 4.00 
per dozen to Rs 1.00 per dozen in an attempt to lILcrease demand. The 
price of orals has t'emaine<.t at Rr. 1.00 :.~P.':r monthly cycle. The Bubse.quent 
dramatic increase in condom sa.le13 can 'be attributed not only to the 
lowering of the price but also to the reactivation of FWCs after a 
suspension of field operations csused by a reduction in the work force 
and the need for retraining of FWC staff. 

b. The Commercial Sector 

Accurate information on the size of the 
commercial contraceptive market is not available. However, analysis of 
the findings of an indepen1ent commercial sector survey conducted in the 
urban areas in July 1980, as well .:is recent dis~t1ssions with relevant 
marketing and distribution fir.ms, indicate that this market is indeed 
very small. It is estimated that this market caters to the contraceptive 
requirements of only about 180,000 married couples of fertile age 
(HCFA). In other words, about 1.2 percent of HeFA (total of 15,100,000 
in 1983) are currently reached through the private sector network. 

As in the public sector, condoms represent the most prevalent method in 
this sector while orals constitute only a very small portion. Of the 
estimated 300,000 retail outlets in the country, it is estimated that 
50,000 - 100,000 retail outlets are needed to make an impact on 
coverage. However, according to the July 1980 survey, only about 26,000 
were stocking any contraceptives. Lack of effective demand and irregular 
supply were the main reasons given for not selling these items. Although 
condoms are imported commercially, the majority of retail outlets named 
the Government program as their main source of supply. Host commercial 
retail outlets stock several varieties of condoms. A recent small survey 
of a few drug and general stores in the metropolitan cities of Karachi, 
Lahore and Peshawar disclosed as many as 43 brands of condoms on sale. 
The majority of these brands is U.S. made, along with several Japanese 
and a few British, West German, Korean and Chinese brands. 

Of the 43 brands, 19 were "exotics"(i.e. scented, ribbed, or dotted). 
Thirty of the brands are offered in the "envelope" type consumer packs 
with 3 condoms each, while 13 are in "box" type packs containing 3, 6 or 
12 condoms each. The retail prices range from Rs 2.00 to Rs 6.50 per 
pack of three, with Rs 3.00 being the most common price. Since prices 
are not marked on the packages, the same product is sold for different 
prices in different outlets, and to different consumers by the same 
outlet, depending on the consureer's status or "what the traffic will 
bear'· • 



D. Major Lessons Learned 

1. Population Lessons Learned and Findings in Pakistan 

The following reflects a number of lessons learned and 
findings over the years from population activities in Pakistan: 

a. The approach to fertility reduction should not be 
based on a single-purpose program in Pakistan. A population program 
should be undertaken as an integral part of the national, social and 
economic development effort. Accordingly, in addition to making family 
planning services and commodities available, the total program must 
address the social, cultural and economic berriers to fertility changes; 

b. The contraceptive prevalence rate, as implied 
from data available in Pakistan, is one of the lowest in the subcontinent 
and far below Pakistan's population program expectations and goals; 

c. Reliable data on the extent and nature of the 
social and economic barriers to fertility changes either have not been 
available, or when available, not fully considered in policy, strategy or . 
program management decisions; 

d. Responsibility for population activities must be 
expanded from a single governmental unit to be shared by many ministries, 
other governmental organizations, and private and voluntary organizations; 

e. Program efforts should pay adequate attention to 
creating demand for family planning services; 

f. Active community level involvement and 
participation in the program are reqUired for program success; 

g. Contraceptives must be continuously and 
conveniently available to the consumer, and the consumer must be aware of 
their availability; and, 

h. The commercial sector should be encouraged to 
participate in the family planning program, and resources available in 
this sector should be utilized for increasing the demand and expanding 
the supply and availability of contraceptives. 

2. Lessons Learned from SMC Projects in Other Countries 

Consi.derable experience has now been accumulated from 
SHC activities around the world. This experience indicates that SHC 
programs can deliver significant contraceptive services through the 
private sector. SMC programs consistently complement and reinforce 
public programs by increasing contraceptive users rather than luring 
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clients away from existing programs. The experience also indicates that 
the introduction of SMC products and SMC product promotion can actually 
increase the general demand for contraceptives, a situation which 
benefits existing public sector and, over a long period of time, existing 
commercial distribution systems. Universally, it has also been shown 
that the private sector can be reliably and effectively used to socially 
market contraceptives. 

3. The Response 

The GOP has embarked upon its Population Welfare Plan 
which represents an intensive, broad-based approach to fertility 
reduction. It takes into account social, cultural and economic va~iables 

related to fertility and prOVides for an increased availability and 
analysis of policy-relevant data. As noted above, the Plan also calls 
for a social marketing of contraceptives effort through the commercial 
sector. 

It has long been recognized that the private sector possesses unique 
capabilities in making products generally available. The GOP, in 
1975-76, began to develop a social marketing s~heme for contraceptives in 
the private sector. However, due to poor communication between the GOP 
and the private sector, the scheme was n~ver launchec. Even so, the GOP 
plan for the scheme viewed the social marketing of contraceptives as a 
means to help create demand for family planning services and to 
complement the services prOVided through Government programs. The GOP 
recognizes that a private sector effort, to make contraceptives not only 
more widely available but also more Widely used, needs independent, 
private sector management. It therefore is proposing that a social 
marketing of contraceptives activity be undertaken within the private 
sector and has asked A.I.D. to finance this program. (See Annex C). 

E. Other Donor Assistance 

Between 1965 and 1978, donors prOVided approxi~tely $86 
million to the Pakistan population program. Of this, A.I.D. prOVided 
approximately $59 million in both dollars and Mondale rupees and the 
UNFPA $8 million. Between 1978 and 1981, UNFPA has been the only 
significant donor, prOViding a total of approximately $3 million. 

During the Sixth Plan period (1983-1988), population welfare activities 
are budgeted at Rs 2.3 billion (apprOXimately S170 million). At the 
present time, the World Bank, the Asian Development Bank (ADB), the 
United Nations Fund for Population Activities (UNFFA), the World Health 
Organization, UNICEF, the United Kingdom and the Government of Canada 
have committed a total of approximately $33.4 million in gract and loan 
funds. An additional $46.5 million in support 1s under negotiation from 
UNFPA, ADB and the United Kingdom. 
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No other donors are providing or plan to provide assistance to the 
proposed social marketing project. Due to A.I.D'e ability to provide the 
substantial supply of contraceptive commodities needed tor the program 
and because of A.I.D's broad experience in assisting social marketing 
projects 1n other countries, the U.S. is the most appropriate donor to 
support this effort. A.I.D's support of the project will not interfere 
with nor duplicate other donor efforts. Since the social marketing 
project will be entirely in the private sector, it will not depend on the 
pace of implementation of other donor programs, all of which are in the 
public sector. The promotional components of the project, in fact, are 
likely to increase the impact and effectiveness of the public sector 
programs 

F.	 Relationship to GOP Policy, A.I.D. Strategy, other A.I.D. 
Projects and A.I.D. Policy 

1.	 GOP Policy 

As presented in the Sixth Five Year PIau, the GOP is 
seeking, generally, to reduce population growth and, specifically, to 
avert 2 million births between 1983 and 1988. To achieve a reduction in 
population growth. the GOP is continuing an approach it adopted in 1980. 
This approach emphasizes the need for multi-sectoral involvement, 
community participation, firm political commitment, improved 
admir.listrative capabilities, sensitive handling of clients, and more 
effective communication strategies. 

The multi-sectoral approach acknowledges the interaction of fertility 
management (family planning) with other developmental changes. Thus, 
improving socio-economic conditions is seen as a means to reduce desired 
family size. Increasing income, employment opportunities, health 
services, and educational opportunities is part of the multi-sectoral 
approach to reduce fertility. 

Also related to the multi-sectoral approach is the involvement of 
government, non-government organizations, and the private sector in the 
delivery of family planning services. The SMC Project is the means to 
involve the private sector further in the delivery of these services. It 
is also one way in which the GOP can encourage and increase the 
involvement of the private sector in the attainment of its larger goal of 
reducing population growth. 

2. A.I.D. Strategy and Other A.I.D. Projects 

The United States commitment to global population 
issues, which 1s expressed in Section 104 of the Foreign Assistance Act 
of 1961, as amended, accords high priority to hoat country activities 
which seek to reduce the rate of population increase. The 1977 
USAID/Pakistan Multi-Year Population Strategy endorsed active family 
planning services de11ve~y, but also concluded that high fertility is so 
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much a part of the fabric of poverty, illiteracy, morbidity, and the 
status of women in Pakistan that it cannot be tackled in isolation from 
other problems. 

Pakistan's population has continued to increase at a rate of 
approximately 3 percent a year. If this trend continues, the 1984 
population of about 91.5 million can be expected to double in about 23 
years. Such a growth rate would impose an enormous burden on Pakistan's 
economy. The high rate of population growth adversely affects Pakistan's 
ability to maintain food self-sufficiency and provide adequate 
transportation, water, hp.alth care, educational facilities, jobs, housing 
and energy for its people. Recognizing the seriousness of the population 
problem existing in Pakistan and its linkage to other development 
constraints, USAID/Pakistan has assigned the support of populatlon 
activities in Pakistan its highest development priority. 

Population's linkages to such sectors as agriculture, health, and energy 
are described in the 1986 USAID/Pakistan CDSS for the period U.S. FY 
1986-U.S. FY 1990. The CDSS focuses upon contributing towards a 
socio-economic environment conducive to fertility reduction. The 
solution to high rates of population growth involves a coherent, 
integrated, across-the-board, long-term development effort. Clearly, any 
gains made in agriculture, health, nutrition, water supply, energy, and 
other sectors will be minimized or eroded if the rapid population growth 
rate continues. And shortfalls in the other sectors could adversely 
influence demographic patterns. Accordingly, the six-year A.I.D. 
economic assistance program to Pakistan responds to these linkages 
through projects in agricultural education, research and extension, 
on-farm water management, agricultural commodities and equipment, PL-480, 
malaria control, rural electrification, primary health care, development 
support training, energy planniilg, irrigation systems management, 
forestry planning, and food security management. 

Reducing the rate of population growth in Pakistan is a priority for both 
the GOP and A.I.D. This priority has been manifested in the development 
of the A.I.D-financed Population Welfare Planning Project which was 
designed to support the implementation of the GOP's Population Welfare 
Plan over the next three years. To further promote a reduction in the 
population growth rate, A.l.D. considera it essential to involve the 
private sector in population activities, specifically through the support 
of a social marketing of contraceptives project. USAID/Pakistan believes 
that a social marketing of contraceptives actiVity is a logical and 
necessary companion effort to the Population Welfare Planning Project. 
A.I.D's experience in supporting SHe efforts in other countries, such as 
Bangladesh, Egypt, and Nepal, has shown that such an approach can 
significantly increase contraceptive availability and use. This 
experience has also demonstrated that social marketing complements and 
can increase the effectiveness of public sector family planning efforts. 
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3. Relationship to A.I.D. Policy 

The A.I.D. Policy Paper for Population Assistance 
(dated September 1982), defines the two-fold objective of A.I.D's 
assistance in population aa follows: (a) to enhance the freedom of 
individuals to choos~ voluntarily the number and spacing of their 
children; and, (b) to encourage population growth consistent with the 
growth of a countr.y's economic resources and productivity. The SHC 
Project contributes to the first objective by making contraceptives more 
widely available amd more accessible within Pakistan. With respect to 
the second objective, the project is one activity the GOP has identified 
to help achieve the population growth targets established in the GOP's 
Sizth Five Year Plan. 

The SHC Project also supports another area of emphasis in A.I.D's 
population assistance policy. As noted in the Population Assistance 
Policy Paper, A.I.D. is placing greater emphasis on increasing the 
involvement of the private sector in the delivery of family planning 
services. The SHC Project would be implemented entirely within the 
private sector and is designed to use established marketing networks to 
distribute contraceptives. Therefore, the SHC Project is fully 
consistent with A.I.D. policy for population assistance. 

G. Project Rationale 

There is an urgent need for new and innovative approachee in 
order to increase family planning practice beyond its present level and 
to assist the GOP in its efforts to tackle the population growth problem, 
in Pakistan. What 1s needed is a system which is independent, 
cost-effective and flezible and one that can create new demand for 
contraceptives and meet this demand efficiently. Such a system lies 
dormant in the commercial sector in Pakistan. This project will utilize 
the resources available in this sector for the promotion and sale of 
contraceptives. 

Pakistan enjoys a very well-developed and sophisticated commercial 
sector. Promotion and sale of all types of consumer goods on a national 
scale, through an eztensive distribution network consisting of some 
300,000 outlets, are accepted long-standing practices in this country. 
Contraceptives, especially condoms, are among the products which are 
stocked and sold by the commercial sector. However, because of their 
relatively high price and limited availability in retail outleta, these 
products ~re out of the reach of a majority of potential users who 
otherwise regularly and frequently visit these retail outlets for 
purchase of their other daily requirements. It is therefore logical and 
economical to take advantage of the facilities and expertise ezisting in 
the private sector for the promotion and sale of high quality 
contraceptives at subsidized ~rices. The potential to supply 
contraceptives in retail outlets is vast since there are no legal 
restrictions on the type of outlets which can sell contraceptives nor on 
their display or in-store promotion. A full range of consumer-related, 
product-promotional media also exists in Pakistan. 
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The capabilities of the private sector are very appropriate to the aims 
and objectives of the SHC Project. These include advertising agencies, 
distribution firms, management skills and market assessment facilities. 
There are large numbers of advertising agencies in the country, several 
with excellent experience in consumer-oriented product-promotion and with 
in-house creative and production facilities. Distribution of consumer 
goods is also well-developed, and both marketing and distribution firms 
have a tradition of distributing consumer goods to small retail outlets 
on a national scale. Beriuse of the sophistication of the commercial 
sector, management resources in this sector are equally 
well-established. Utilization of market assessments as a management tool 
for decision-making and planning is relatively new in Pakistan and this 
capability has developed only in recent years. However, there is now 
adequate capability for standard consumer assessments which will be 
complemented with technical assistance provided under this project. 

As has been substantiated in many countries, when effective distribution, 
regular supply and promotion are ensured, the commercial sector will be 
more than willing to stock contraceptive products. Gradually, the 
distributors learn to treat these products like any other consumer 
product and the clients grow accustomp.d to purchasing them as such. 
These elements, combined with a well developed, culturally sensitive 
demand creation campaign, will inevitably stimulate increased and 
sustained use. Given :ae sophistication of the commercial sector in 
Pakistan, it is pQssible that this social marketing project could surpass 
achievements of similar efforts in other countries. 

Lastly, and importantly, the social marketing of contraceptives in the 
private sector complements the GOP's efforts to reduce population growth 
rate. It will be instrumental in increasing contraceptive prevalence 
rates, thereby helping to achieve the goals of the GOP's Population 
Welfare Plan. Government outlets for contraceptives serve a limited 
portion of the population. The availability of contraceptives at a 
subsidized price through the commercial market place has the potential of 
reaching a much larger population. With both the public and the enhanced 
private sector distribution of contraceptives, the availability of 
affordable, quality contraceptives will be dramatically increased. 

III. DETAILED PROJECT DESCRIPTION 

A.	 Sector Goal and Project Purpose 

1.	 The sector goal Is to reduce the rate of natural 
population increase as part of the goal of achieving 
national social and economic development. 

Reducing the level of fertility in Pakistan Is a 
priority for both the GOP and A.I.D. The GOP Population Welfare Plan 
projects a population ~rowth rate of 2.7 percent by 1984, down from the 
1972-1981 intercensal growth rate of 2.97 percent. This target 
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represents a beginning toward achieving a more optimal demographic 
profile. But, in the absence of other major demographic and social 
changes, this goal can only be reached through interventions to reduce 
the fertility component of the rate of population growth. Measurement of 
progress toward goal achievement will involve the analysis of data from 
the following sources: (a) decennial census figures; (b) contraceptive ' 
prevalence surveys; (c) birth and death registrations (vital statistics); 
and, (d) other relevant surveys. The most important assumption inherent 
in reaching this goal is that Pakl~tani couples of child-bearinR age are 
interested in and will practice effective contraception. 

2. 

contraceptives through 

By the end of the project, the selected Firm will be 
effectively managing the SMC Project nationwide. There will be a 
significant increase in the number of retail outlets offering 
contraceptives for sale. The geographic distribution of such outlets 
across the country will also have increased significantly. Adequate 
supplies of contraceptives will be regularly and easily available to 
these retail outlets. Through a management information system and other 
records, inventory, distribution and sales information will be readily 
available and maintained. Market assessments will be of high quality, 
timely, and used in program planninR alld decision-making. 

B. Project Inputs 

To achieve these results, the A.I.D. Project will finance: 
(1) technical advisory assistance; (2) contraceptiv@s and other require~ 
commodities; (3) a major portion of the local costs required to implement 
the Project including appropriate budget support for the SHC Unit in the 
selected Firm and the costs of promotion, packaging, printing, and market 
assessments; and, (4) short-term orientation trips for Project 
personnel. The GOP will cover the costs of: (1) establishing and 
maintaining an SMC Cell in the Population Welfare Division; (2) the 
8ervi~e8 and participation of the National Development Finance 
Corporation (NDFC); and, (3) establishing the SMC Advisory Board and the 
participation of GOP members at meetings of the Board. 

C. Project Outputs 

As a result of Project activities, the following outputs 
will be achieved: (1) an effective distribution system will have been 
established to move contraceptives from the port of entry into suitable 
packages and then through ~h')le9ale and retail outlets to conaumers; (2) 
product promotion activities will be regular occurrences; (3) affordable, 
packaged contraceptives ~ill be available for sale at a minimum of 54,000 
retail outlets throughout the country; (4) the Firm will have distributed 
a minimum of 209 million condoms an~ a minimum of 10.6 million cycles of 
orals; (5) a ~1nlmurn af 2.1 ~ill1on couple-years of ?rotection will have 
been provided; and a minimum of 450,000 births averted; and, (6) the Firm 
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will have experien~e ia and increased capabilities to manage social 
marketing activiti~s. 

D. Project Assumptions 

There are several important assumptions concerning the 
transformation of Project inputs into outputs. They are as follows: (1) 
a qualified Resident Advisor will be identified; (2) a qualified Firm 
will be identified; (3) the use of a Resident Advisor in the program and 
the creation of an SMC Unit in the selected Firm will provide the 
necessary social marketing commitment; (4) while seeking to maximize 
profits, the Firm will continue to operate within SMC guidelines; (5) the 
Firm will have the autonomy required to implement the project on a 
day-to-day basis; (6) review and approval processes for the Annual 
Marketing Plans will provide the neceasary basis for the continuation of 
marketing activities as planned by the Firm; (7) promotional activities 
as planned by the Firm will be implemented in accordance with GOP policy; 
(8) demand creation will be pursued by an expanding use of the media; and 
(9) the GOP will continue its strong cc~itment to the SMC Project. 

E. Project Components 

1. Organization and Management 

The Project will be implemented through an existing 
marketing/distribution Firm contracted by the GOP. The firm will be 
selected jointly by the GOP and USAID, and it will have the following 
minimum qualifications: 

a. legal incorporation in Pakistan; 

b. at least ten years of experience (ten years or 
more) in the successful marketing of consumer products such as household 
medicines, toiletries or packaged food, preferably manufactured by the 
firm; 

c. a nationwide distribution capacity; and, 

d. demonstrated financial soundness. 

The selected Firm either directly or by sub-contract will probably: 

a. create a sMall SMC Unit within its corporate 
structure which will have responsibility for the social marketing of 
contraceptives as its sole purpose; 

b. prOVide office space to accommodate the SHC Unit; 

c. prOVide three experienced senior professional 
marketing staff plua supporting staff to operate the SMe Unit; 
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d. consult with, as appropriate, a full-time 
Resident Advisor who will be under contract to USAID; 

e. perform strategic market planning, market 
assessments and product management activities; 

f. receive contraceptives from USAID; 

package inserts; 
g. print all necessary overpacking materials and 

h. overpack the contraceptives into consumer packs, 
retailer display packs and shipping packs; 

i. sell the packaged products into the distribution 
system of wholesalers, retailers, and the like, using a pricing framework 
consistent with social marketing policy (i.e. one which will ensure a 
retail price affordable by the target couples while at the same time 
providing an appropriate financial return to each level of the 
distribution system including the Firm itself); 

j. undertake promotional activities; 

k. provide approximately fifteen product-promotere 
whose sole purpose will be to promote the purchase of Project products by 
retailers and potential users nationwide; 

1. provide vehicular capacity for the 
product-promotors and other SMe Unit staff; 

m. w~.rk within relevant A.I.D. regulatory 
requirements as to competitive procurement, pricing of contrllcts. d~d the 
like; 

n. provide financial and other reports in keeping 
with GOP and A.I.D. requirements; and 

o. prepare and submit detailed Annual Marketing 
Plans to the SMe Advisory Board for approval. 

For illustrative purposes only, the proposed staffing pattern of the SHe 
Unit is shown in Table 3. The proposed structure is shown in Figure 1. 
All staff for the Unit will be provided by the Firm. The Unit Manager 
will have overall responsibility for strategic planning, designing a 
management information system, and designing an internal accounting 
system which 1s compatible with the Firm's system and with the 
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TABLE 3
 

ILLUSTRATIVE STAFFING PATTERN OF THE 

SOCIAL MAR.lQ: rING OF CONTRACEPTIVES UNIT IN THE FIRM 

Level Title quantity 

Executive Manager 1
 

Middle Systems Supervisor 1
 

Sales Supervisor 1
 

Field Product-Promotors 15
 

Support Secretary/Bookkeeper 2
 

Office Assistant 1
 

Drivers 2
 

Total -23
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FIGURE 1 

Ilaustrative Organization Chart or the SMC Unit'within the Private Sector Firm 
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GOP's and A.I.D's requirements for fiscal reporting. He will be assisted 
by a Systems Supervisor and a Sales Supervisor. The Systems Supervisor's 
responsibilities will include implementing the management information 
system and the accounting system and preparing monthly program and 
financial reports. The Sales Supervisor's responsibilities will include 
implementing and monitoring field promotion activities such as the 
product-promoters who will travel throughout the country proQoting 
Project products at the wholesale, retail and consumer levels. An 
expatriate Resident Advisor (RA) for Social Marketing will advise USAID, 
the GOP and the Firm about social marketing concepts and social marketing 
technical activities. In addition, short-term technical assistance will 
be provided as necessary in designing market assessments and in preparing 
marketing plans. 

As noted above, the Firm will submit annual marketing plans to the SHe 
Advisory Board for review and approval. The composition of the Advisory 
Board will ~e: the Minister of Planning and Development (Chairman); the 
Advisor to the President on Population (Co-Chairman); the Secretary of 
the Population Welfare Division (Vice Chairman); the Secretary General of 
the Economic Affairs Division; the Secre'~ary of the Ministry of Finance;' 
the Secretary or Additional Secretary of the Planning and Development 
Division; the Chairman of the National Development Finance Corporation; a 
representative of USAID/Pakistan; the Managing Director of the Firm; and, 
the Director General (Program) of the Population Welfare Division 
(Member/Secretary). However, consideration will be given to expanding 
the Board's membership as the project progresses. 

The SMC Advisory Board will meet periodically to review and approve 
marketing plans and to determine general policy guidelines for the SHC 
program. For example~ the Advisory Board will have the important task of 
defining permissible product-promotional parameters. The Board will also 
generally monitor the progress and results of project implementation at 
its meetings through the reporting made available to it. The Population 
Welfare Division will be the official channel of communication between 
the Advisory Board and the Firm. The Firm, however, will retain complete 
autonomy for day-to-day implementation operations. 

Within the Population Welfare Division, an SHC Cell will be established. 
This Cell will act as a staff office to the SHC Advisory Board. The SHe 
Cell will also perform general coor.dinating functions for the project and 
will monitor project activities. Reports from the Firm will be submitted 
through the SHC Cell. The Cell will be composed of a Director (a grade 
19 officer) and support staff. The GOP, as well, will use NDFC as a 
general consultant in SHe activities. Any costs resulting from the 
arrangement with NDFC will be paid from GOP. resources. 



2. Contraceptives 

a. Analysis of Contraceptive Prevalence in Pakistan 

In the absence of recent data, it is difficult to 
calculate current contraceptive prevalence. However, analysis of 
available information reveals the following: 

i. At the time of the Pakistan Fertility 
Survey (PFS) in 1975, only 5 percent of MCFAs were current users of an 
efficient method. There appears to have been no major change from the 
1975 level, which is currently used by GOP population officials for 
planning purposes. 

i1. The majority (75 percent) of women 
interviewed in the PFS reported that they knew of at least one efficient 
contraceptive method. This shows a substantial gap between knowledge and 
practice. 

iii. More significantly, a large number (44 
percent) of eligible women indicated that they did not want another child 
and an even larger number (62 percent) implied that they would use 
contraception in the future. 

iv. Pinally, the existing potential in the 
private sector is far from realized. Only a small percentage of retail 
outlets stock contraceptives. 

These data suggest that the potential for marketing of contraceptives in 
the private sector is vast. Accordingly, given the right product mix, an 
effective demand creation program, and an efficient distribution system, 
contraceptive usage 1s likely to increase significantly. 

b. Target and Needs Assessments 

Broadly speaking, the potential targets for the 
program can be defined as all married couples of fertile age who are not 
current users of effective contraceptive methods. However, a more 
realistic estimate is necessary to determine supply requirements and to 
establish a basis for measuring program achievements. Table 4 shows 
annual targets as percentages of the total market size and for couple 
years of protect jon (CYP). The target percentages shown in line 4 of 
Table 4 are derived from several factors including: the current use 
prevalence in Pakistan, the apparent unmet demand measured by the PPS, 
and. experience from other countries which have SHC projects. 
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The targets are further divided for condoms and orals, including changing 
annual proportions for each method, in Table 5. Since condoms are 
traditionally more popular with the trade and the consumers in Pakistan, 
they should be easier to sell and therefore initially represent a larger 
proportion of the total couple years of protection. However, based upon 
experience in other countries, when effective and continuous promotional 
activities for orals are put into op@ration, the demand for orals should 
gradually increase and as shown in Figure 2, the gap between the two 
products will begin to diminish after a period of time. Assuming 
distribution begins (on a pilot basis) in December, 1984 and a Project 
Assistance Completion Date of December 31, 1989, the Project covers a 
selling period of 61 calendar months. Distribution of the condoms will 
begin in selected areas by December 1984. Assuming a favorable pilot 
phase, a nationwide expansion is planned to take place in January 1986. 
Distribution of the oral contraceptives will begin in July 1986. Sales 
reports provided after the launch of each product will be used to modify 
the targets and projections shown in Tables 4 and 5, as required. 

c. Contraceptive Import Needs and Costs 

Specific quantities of condoms and orals expected 
to be used by the target market couples are shown in Table 6. Additional 
contraceptives must be provided, however, to fill the distribution 
pipeline and to keep it filled. Thus, total Project requirements, 
including consumption and pipeline needs, are provided in Table 7. 

Costs of procuring and delivering the Project contraceptives are also 
shown in Table 7. The first tranche of condoms will be ordered 
immediately after the Project Agreement is sign~d, and delivery is 
anticipated seven to eight months later. This proceJur~ ould allow 
enough time for packaging before the launch date. 

3. Packaging and Distribution 

After the GOP arranges clearance of the contraceptives 
from the Karachi Port and delivery to the selected Firm, the packaging 
process will begin. Packaging provides important protection to the 
contraceptives and plays a large role in providing an appropriate 
marketing image to the product. Market assessment results will be used 
to guide Project management in designing, pre-testing, and 
sub-contracting for printing of the packaging materials aa well as the 
physical packaging of the contraceptives into consumer packages, retail 
display packs and outer protective cartons in readiness for the 
distribution process to begin. 
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TABLE 4
 

ANNUAL TARGETS OF COUPLE YEARS OF PROTECTION (cyp)
 

SMC PROJECT, 1984-1989 
Un 000) 

1984 1985 1986 1987 1988 1989 
L Marr}ed Couples of Fertile -

Age!!. 18,397 18,949 19,517 20,103 20,706 21,327 

2.	 Less: 34 percent Pregnant, Infe­
cund, Wid?wed, Separated and 
Divorced! 6,255 6,443 6,636 6,835 7,040 7,251 

3.	 Potential Market (1 minus 2) 12,142 12,506 12,881 13,268 13,666 14 8 076 
I 
w .....4.	 Targeted Percentage of Potential 

Market (0.07) (0.63) (1.47) (3.09) (4.36) (6.02) 
I 

5.	 Targeted Number of Couple Years 
of Protection (CYP)~1 9 108 189 410 596 823 

6.	 Targeted Cumulative Total GYP 9 117 306 716 1,312 2,135 

al	 Extrapolated from 1980-1981 Census Bulletin No.1 using Pakistan Fertility Survey 
information. 

bl	 One couple-year of protection (CYP) is equivalent to one couple using either 
100 condoms or 13 cycles of orals for one year. In practice, one CYP can 
result from more than one couple each using smaller quantities of contraceptives. 
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TABLE 5 

ANNUAL TARGETS FOR CONDOMS AND ORALS
6

BY CYP, SHC PROJECT, 1984-1989 
Un 00 ) 

1984 1985 1986 1981 1988 1989
 

!.fo. (X) No. (X) No. (X) No. (X) No. (X) No. (X)
 

TOTAL 9 (100) 108 (l00) 189 (100) 410 (100) 596 (100) 823 (100)
 

CONDOMS g (lOO) 108 (100) 166 (88l 332 (81) 418 (70) 455 (55) i
 
w 
Iv 
I 

ORALS 0 (0) 0 (0) 23 (12) 78 (19) 178 (30) 368 (45) 
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Figure 2: Annual Couple Years of Protection by Method. 
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TABLE 6 

ANNUAL TARGETS FOR CONSUHER PURCHASES OF CONDOHS AND ORALS, SHC PROJECT, 

1984-1989 ~/ 

Cin 000) 

1984 1985 1986 1987 1988 1989 Total 

CONDOHS 

Couple Years of Protection 9 108 166 332 418 455 1,488 

Pieces Required at 100/year 

uRALS 

900 10,800 16,600 33,200 41,800 45,500 148,800 

I 
w 
~ 
I 

Couple Years of Protection 23 78 178 368 647 

Monthly Cycles Required at 
J3/year 299 1,014 2,314 4,784 8,411 

~I	 These figures represent requirements for consumption only. They do not include 
requirements for stocking the distribution pipeline, i.e. warehouses, wholesalers, 
and retailers. 
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TABLE 7 

PROJECTED CONTRACEPTIVE INVENTORIES AND COSTS BY METHOD AND YEAR 1984-19&9~1
 
Un OuO)
 

(1) (2) (3) (4) (5) (6) (7) (8) 
Calendar Inventory Received Tota.I!' Annua~' Inventory!!' Cost of~./ Funding 
Year	 as of during available use as of quantity year 

January 1 year DecelDber 31 imported 

CONDOHS 
1984 12.000 12,000 2,000 10,000 600 1984 
1985 10.000 47,000 57,000 25,000 32,000 2,350 1984 
1986 32,000 43.000 75,000 32,000 43,000 2,150 1985 
1987 43,000 50,000 93.000 43,000 50,000 2,700 1986 
1988 50.000 40.000 90,000 50,000 40,000 2,500 1987 

_. v_1989 40,000 77,000 117 ,000 57,000 60,000 5 ,100 -fl 1988 + ~:·'-'9f/ 

TOTAL 269,000 209,000 Sub-Total $15,400 !/	 w 
I 

l.n 
I 

ORALS 
]986 799 799 599 200 164 1984 
1987 200 1,814 2,014 1,514 500 391 1985 
1988 500 2,814 3.314 2,914 400 637 1986 
1989 400 9,824 10,224 5,632 6,000 1986 + 1989..Y 

TOTAL	 15.251 10,659 Sub-Total $2,328 !/ 

Total	 $17 ,728 i/ 

a/ 
bl
c/
d/
e/ 

Figures include pipeline requirements. 
Sum of columns (2) and (3). 
Ex-warehouse, i.e. retail sales plus distribution requirements. 
Carried forward to column (2) 
Column (3) multiplied by cost factors. Estimates for 1984 were based on the following 
prices: Condoms - $50/1000 (including freight) and Orals • $195/1000. For each year 
beyond 1984, an inflation factor of 5% compounded annually was added. 

f/ Includes likely additional project funding of about $5.0 million within projected 
six year life of this project. 
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Distribution of the P3ck.~\~ .(~ ""t~odu': ,,:". ',U 1 b.:; undl~rtaken by the selected 
Firm with the help of proGuct- VrliIlJ::·ters employed by the Firm for the SHC 
effort. Most firms feel that the promotional efforts of 
product-promoters are essential for new product launches and for 
nurturing existing products to help them to continually grow, year by 
year. The Project product-promoters will work closely with the 
distributor's large delivery "S':'l9, prclUoting only the Project: products 
(out of the 20 or 30 which are likely to be carried by the large delivery 
vans). The product-promoters will often assist the large delivery vans 
by making physical delivery of ordered goods to retailers using the 
opportunity to promote Project products while providing information, as 
needed, to answer retailers' questions about the products. 

Good marketing practice dictates that a new product should be "rolled 
out" ,.,' lally, so that salesmen and product-promoters can assess 
reta4 d' acceptance patterns and report findings back to management. 
These early reports can be used to facilitate modifications, if needed, 
as the roll-out proceeds and expands. Following this accepted practice, 
the Project products will probably be launched initially in a few 
selected areas and expanded later. 

4. Product Pricing 

The fInal determination of the selling price of the 
SHC products to the consumer is a very important and complex process. 
Several factors have to be considered including: market segmentation; 
socio-economic characteristics of consumer groups; sufficient incentives 
to retailers and wholesalers; the results of market assessments; 
consistency with social marketing principles; and, sufficient incentives 
to the distributors (the Firm). 

Recognizing the critical importance that the retail price has for the 
success of ;the SHC program, the determination of the actual retail price 
of SHC products will be a Bubject included in the Annual Marketing Plan 
prepared by the Firm. The final determination of the actual retail price 
will be given in the SMe Advisory Board's approval of the Anma! 
Marketing Plan. 

For current planr.lng purposes, however, the retail price for one dozen 
condoms 1s anticipated to be Rs 4.00 plus or minus 25 percent. An 
anticipated retail price is required for the GOP to estimate program 
revenues and the amount of aubsidy. 

5. Promotion 

The promotional efforts will be directed at maximizing 
the use of contraceptives 1n Pakistull while at the same time recognizing 
popular sensitivities, media restrictions, government policies and 
religious attitudes. 
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'['1m comn,:''''~ial .:1prrtl,i(:.1 oJ::t:r. l.l!'wd in oU~I:; c.::.Jl:,tl:i~u ::01: c(lnlfCJw~ 

including presentation of brand names, high-key product image and 
pictures of the packages appears to be inappropriate in Pakistan at the 
present time. It will, therefore, probably be necessary to begin with 
promotion directed more at increasing knowledge and accept~nce of a less 
sharply-deftuF!d pr.OdllC t I ".~ th ~j s"'.h:l~!quent,:~rad.unl1y-phased introduction 
of more di.!'ect m~138age9. I:ltenslve nrarket assessment, pretesting, 
consultation and advicf from informed local sources will be used to 
develop the best approaches. 

The infrastructure for advertising and promotion is highly developed and 
rel.:l.tively sophisticated in J?akiRt.~u. All cOi1.ventional media e:dat, 
although the two most commonly used for new product launches - radio and 
television - are currently prohibited from carrying explicit 
contraceptive advertising. It may be possible. however, to schedule some 
types of messages in these media to reinforce product messages in other 
media, and, in time, the re~trtction6 ~av L~ relaxed. 

Experimental use of media in pilot areas will be explored as a means of 
possibly expanding the use of media in the project. Eventually 
unrestricted use of radio will probably be necessary because of its 
excellent reach to important mar.ket segments. Other media may be 
explored for use \o"hich include: cinema:, billboards; posters; audio-visual 
vans (especially for more remote arep.~); pamphlets; car and bus cards; 
illuminated sights (on electric light and power posts); point of purchase 
material (mobile, shelf strips, stickers); newspapers (39 Urdu and other 
indigenous languages, 13 English); magazines (6 women's magazines, 
various othe!'s); and, Gpecial techniques (direc.t t!lall and special 
events). Actual selection of media used will be dependent upon the 
review and approval of the SMC Advisory Board. The most cost-effective 
media mix is the one which is carefully designed to cater to the needs 
and characteristics of specific target groups. In many cases, a medium 
which is most effective for generating demand in one particula~ segmect 
of the ~arket may be totally l~appropriate for Enoth~r. Therefore, 
selection of media mix will be based on a continuous nnalysis of market 
assessment findings, sales data, other market information systems, and 
government policies. 

In addition to th~ ~bove-menrioned promotional efforts, product-promoters 
will be used for fac~-to-face selling to retailers. Project 
product-promoters will be used solely to promote Project products. 
Successful nationwide Pakistani distributors use this type of system 
whereby the salesmen who sell products to the retailers are backed up by 
a system of prorlllct-p!:omoters - me!l who travel in small vehicles from 
town to town en6uriu,~ that lccal r~tili1er8 stock and display the 
products. They also moti~ate potential customers to purchase the 
products. Use of pronuct-promoters is neces8~ry and successful in most 
sub-continent countries where other media such as radio, television and 
press do not have adequate Qlltreach because of illiteracy, poverty, or 
restrictions on the use u~ ~a~s media. 
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F..nrly InvCJ1 Irel,r't1t ,,: .' "·T1,)~;: ..;..~;t ·~,i·-.Tf!' 1::i.~ling ngen,~r Is l:·lll:·(-:r.I'ltivl! to a 
SU(~,~;,:.o:;£ul prn!Uetto~:l. ': .: L,r::.. 'l'~';"';: !:o!i.)( .:.. tllan i\.d.~'t:t'ti9111g An8o(~:~atl(:r.. 

regulates business pra.cUcea in the advertising industry under rules 
which follow those of the International Advertising Association. 
Agencies are not permitted to produce speculative presentations ·in 
attempting to attract clients unless each is paid an identical fee for 
such a present:~tJ..""" Th,~ usual procedu:ra :f (~ to select :S or 8 agencies 
fl=om among the larger c:unaum'.!r gOOC,:J iidvertising agencies, and invite 
each to submit a brief "concept paper" indicating their approach to a 
product promotion campaign. This invitat.ion should contain basic details 
about the SMC Project and its goals, as well as the results of market 
assessments. Responses to this invitation will be evaluated and will 
Le'::1d to the selection '"If one or.:ior·.! agt!ocles to assist with product 
design, distribution strategy and all aspects of product promotion. Once 
contracted, agency advice will become an integr~! and very important part 
of the planning process. 

6. Market Assessments 

Market assessments are indispensable to any successful 
commercial enterprise. All decisions regarding products, pricing, 
advertising, promotion and distribution are based on the findings of 
market assessments. They provide material for the prep~ration of initial 
marketing plans as WE:ll as for revision and updating of subsequent 
marketing strategies. To be effective, therefore, market assessments and 
evaluations must be timely, accurate and adequate. However, because most 
assessments are costly and hecause of their importance to 
decision-making, careful plL'uning and execution of market assessments are 
essential. Assessments which are too old, inadequate or inaccurate 
rep~e~ent not only waated money, but they also lead to wrong and 
sometimes fatal decisions. 

Because of the special nature of the SMC Project and the sensitivity of 
the issues involved, market assessments are more than useful; they are 
essential. These aSSf'ssmeutG ldll he tm1ertaken before product launch as 
well as throughout the life of the Project. Approximately six 
person-months of short-term technical assistance will be provided under 
the project to help implement this component. The market assessments 
which will be undertaken can be divided into three categories: consumer 
assessments, trade surveys and product assessments. 

a. Consumer assessments establish up-to-date 
information on potential users, such as life style, purchasing habits, 
knowledge of family planning methods and attitudes toward family planning 
in general and modern contraception in particular. This type of 
aosessment provides essenttal data for a marketing plan and strategy, and 
is used for market segmentation. For example, since in Pakistan a large 
proportion of contraceptive products is purchased by the male, the 
challenge of developing successful promotional and distribution 
strategies aimed at "buyers" as well as "users" will be especially 
addressed in consumer ~ssessment9 of wives, husbands, and couples. 
Inclusion of males is edsential. 
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b. T~ade-oriented surveys provide detailed 
information about retail outlets and wIll be used to develop distribution 
and p~omotional strategies and for program assessment activities. This 
type of markee aS8e5smen~ ,iill ~ruvlde up-to-date information on the 
at~itude of the trade and will establish whether special public relations 
and orientation efforts are necessary for this group and how best to 
ensure their involvement and participation in the program. 

c. Product assessments ~ill provide specific 
information related to ~he product, such as brand name, package size, 
p~ices, and package design. It is essential for development of a product 
strategy. 

7. Orientation and Tralninp, 

Two types of orientation and training are included in 
the Project: (a) for the distribution and promotion functionaries, and 
(b) for P~oject management. Distribution and promotion functionaries 
such as wholesalers, retailers and product-promotors will be oriented 
about the Project and about the products prior to product launches. 
P~oject decislon-makerA, such ~8 the Manager and his assistants and 
possihly somp. GOP officials, will benefit f~om short-term observational 
visits to on-goin~ social marketing Projects in nearby countries. This 
process has proved valuable in other countries for orienting experienced 
marketers to the special needs of contraceptive social marketing. 

8. Evaluation 

A variety of techniques will be used to provide 
quantitative and qualitative information for evaluating the Project. 
Some techniques will be built In~o the regular marketing activities. 
Others will be used to provide Bp~cific forms of analysis. Zvaluation 
l1r.ti·;ities will fOCllS upon the Annual Marketing Plan, the management 
information system. post-launch assessments, contrac~pllve prevalence 
surveys, demoRraphic analysis, economic analysis and external evaluation 
studies. 

a. The Annu~l Marketing Plan 

The Annual Marketing Plan is the major technical 
and finand8l planning document upon which all field. activitias will be 
based. It will be developed from market asse3s~ent results by the Firm's 
SMe Unit prior to Idunc!Jing the first: proriuct ..mrt annual.ly thereafter. 
The Annual ~arketing P1.:.lr. wi~l serve t:lre~ major purposes. First, H 
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will pr.ovide the F!.rm with a detaileli plan of mark.eting op~rat1ona:;. 

Second, it will provide a description of the marketing rat:~onale and 
details of marketing plans. This description '\\'il1 he reviewed and 
ap?roved by the S~C Adv180ry Board before marketing activities occur. 
Lastly) it will serve as an evaluation tool, providing much needed 
baseline information by which Project progrer.s can be asseGsed. 

The Annual Marketing Plar, is likely to contain sections which describe: 
results of market assessments; transformaticp. of ffiarket assessment 
results into quantified marketing objectives and promotional objectives; 
product pricin~ structure; packaging and distribution strategy, schedule 
and budget; product prOffi0~i0! strategy, media plan, schedule and budget; 
further market assessmimt 1)·,.'.I,,·j, schedule and budget:; lJ0At-VlUnch 
::I ..H:l('.S!'l'Jl~n!, plans ~i".d prO('l':~ t development plaos. The pro!Iloti..:m strategy 
section of tlle plan is likely to include a detatled scope of work for the 
product-promoters, describing their pro~otlooal activities in d"tBil; 
specifics of ~etailer orientntion and training; descriptions of in-store 
displays; and a break-c.:- t r·;: ,.,~<1ia promotions such as tYFe, ·.r,~3ntlty and 
placement of outdoor media plus similar details for print med1a. 

b. :1~nagement Inform.. tinD S.J.s Lern 

Thp. ~anagem~nt infor~ti0n system (MIS) is a 
measurement technique used throughout the commercial sec~or f~r 

day-to-day informAtion-gather:l.n~, reporting ad deds~on-maklng. 7his 
system will be used to e'1'tbl~ tl."" Firm' 8 JlanagelUl::nt to control the 
movement nf cGntrace.ptives from th~ docks to the distributor, to 
whole <>nle1"s , to rptailers .:r.r. finally to custom.:1!."s. t'sing data or. 
imports, inventury, costs, sales and income, the performance of each 
prorluct in each sales area can be quickly and ecun0mic~llv analyzed and 
monitored. Such ~ precise instrument will allow the Firm to control. 
inputs, a3sess ~utputs and ('"nsequ~ni:~_y make n,~~e.g3ary modi fleations 
quickly and qysteillatically. The MIS will rely 011 several 90urce~ of data 
inr.ll1ding: contraceptive inventory records, di8trlbuto~fi' ~3~e~ ecords, 
van-prumoters' daily logs. and revenue record". Thls data base will be 
supplemented by thp results of Bpecific market asr0ssments. F0r example, 
an assessment of a repres~ntative stratified sample 0f ret~ilers, some of 
whom sell Project products, will provide d re1son~bJe catimate of the 
number of Project retailers plus invp.ntory t~rnovp.r i~£ormatioo ior 
riiffeI'er.t strat:;. ')f :-etailers. When cOlll~ined "oTt th ~!IS data. a uaeful 
pi-:ture of product flu'll i'CltLerns ~vill emcrgp' a~d .... H2o t"naH,~ th~ Firm's 
manag~ment: tfl lU,)dHy 11 ~t:.ibution plans as r"!quir~d. ~;e MIS system '"1111 
probably :;e .~oml1uterizcd. 
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c. Post-Launch ASResRments 

An assessment of the launch of each product will 
be undertaken during the first two months of each launch period to 
determine ni~~ribution patterns and the acceptability of the marketing 
components. :hese assessments will use standard marketing techniques 
including the management information gystem, and reports of salesmen and 
van-promoters and could lead to modifications in the marketing procedures 
for the products. After each product launch has been judged to be 
adequately underway and upon approval of the SMC Advisory Board, 
nationwide expansion will begin. 

d. Contraceptive Prevalence Surveys (CPS) 

Two rounds of the national CPS are scheduled to 
take place during the Project period as part of the A.I.D.-supported 
Population Welfare Planning Project. The information provided by the CPS 
will supplement information available through the MIS and market 
assessments and will provide useful data for demographic and economic 
analysis. 

e. Demographic Analysis 

The GOP has been in the forefront of demographic 
analysis of family planning programs for about twenty years and has 
developed a system for converting outputs, particularly quantities of 
family planning methods distributed or used, into an estimate of "couple 
years of protection" (CYP). CYP d~ta can be converted into numbers of 
"effectlye users" for each contraceptive method and into numbers of 
births averted. Numbers of effective users and births averted are 
measures of effectiveness or impact. Estimated numbers of effective 
uscrs and births aver.ted for the Project are provided in Table 8. 

f. Economic Analysis 

After product distribution figures have been 
converted into the output and demographic impu~t indicators described 
above, they will be compared to Project costs to pLovide estimates of 
cost-efficiency (such as cout per CYP) and cost-effectiveness (such as 
cost per effective user and cost rer birth averted). During the early 
year3 of the Project, costs will be relatively high but they should 
decre~~e dramatically during later years 19 9~les volumes increase while 
such overhean costs 38 market 1SH8ssments and promotion decrease (see 
Secrion V.~. for a complete discussion), 
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TABLE 8 

PROJECTED ANNUAL NUMBER OF COUPLE YEARS OF PROTECTION,
 
EFFECTIVE USERS AND BIRTHS AVERTED, BY METHOD
 

SMC PROJECT, 1984-1989
 
Cin 000)
 

1. Couple Years ,of 
Protection ~.t 
a. Condoms 
b. Orals 

1984.11 

9 

1985 

108 

1986 

166 
23 

1987 

332 
78 

1988 

418 
178 

1989 

455 
368 

Total 

1,480 
647 

c. 
d. 

Total 
Cumulative 

9 
9 

108 
117 

189 
306 

410 
716 

596 
1.312 

823 
2,135 

2,135 

2. Effective User~1 
a. Condoms 
b Orals 

5 65 99 
14 

199 
47 

251 
107 

273 
221 

892 
389 

c. 
d. 

Total 
Cumulative 

5 
5 

65 
20 

113 
183 

246 
429 

358 
787 

494 
1,281 

1,281 

3. Births Averted£1 
a. Condoms 
b. Orals 

2 23 35 
5 

70 
16 

88 
37 

96 
77 

314 
135 

c. 
d. 

Total 
Cumulative 

2 
2 

23 
25 

40 
65' 

86 
151 

125 
276 

173 
449 

449 

al The sale of 100 condoms or 13 cycles of orals results in an estimated 
output of one couple year of protection (CYP). Source: GOP Population 

bl 
Welfare Planning Plan. 
Each continuous user of condoms or orals results in an estimated output of 
0.6 effective users. 

c/ Each effective user results in an estimated effect of preventing 0.35 
births. 

d/ For one month beginning December 1, 1984. 

NOTE: The projections in this table ~ssume additional f.unding of about 
$5.0 million wilJ be made B'/ailable to procure contraceptives within 
the six year life of this project. 



g. External Evaluations 

External impact evaluations will be conducted 
during the life of the project and ar.e discussed in Section IV.I. 

IV. IMPLEMENTATION PLAN 

A. IMplementation Schedule 

Project activitieD are planned to take place over a period 
of about six years. A proposed iMplementation schedule is provided in 
Table 9. As shown in Table 9, the following priority activities will be 
undertaken as soon as possible after the Project Agreement is signed: (1) 
order condoms; (2) select and contract with the Firm; (3) begin 
neveloping the first marketing plan; and, (4) recruit the 
Resirlent Advisor. Since recruiting an expatriate Resident Advisor may 
take some time, short-term expatriate consultants may be used for various 
tasks to assist A.I.D., the GOP, the SMC A~visory Board and the Firm 
until the Resident Advisor arrives. 

Ordering condoms immediately is a1~o critical so tha~' Bupplies arrive in 
time for the intended launch date of the product. Another priority will 
be for the selected Firm to create the SMC Unit and to assign a 
senior-level marketing expert as Manager of the Unit. It will also be 
important to start market assessments early so that the results can be 
used to draft the first Annual Marketing Plan including detailed plans 
for printing, packaging, distribution, promotion, and additional market 
assessments as needed. After the Firm has prepared the Plan, it will be 
submitted to the SMC Advisory Board for review and approval. Post-launch 
assessment of the condom product tentatively scheduled for September 1985 
may point to the need for some modifications in the program, following 
which nationwide expansion will occur around January 1986. Launch of the 
orals product is tAntatively scheduled in July 1986. External 
evaluations are planned for September 1985, February 1987 and May 1988. 

B. Administrative and Monitoring Arrangements 

1. A.I.D. Responsibilities 

USAID/Pakistan's Office of Health, Population and 
Nutrition (HPN) will assume overall responsibility for USAID's management 
and monitoring of the Project. This office is currently staffed with 
three USDH and four Pakiotani professionals. The Mission's Office of 
Project Development and Monitoring (PDM) will assist HPN in all 
contracting and procurement actions under the project. AID/Washington 
will assist the Mission to procure all contraceptives required for the 
program. 
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TABLE 9 

PROPOSED IMPLEMENTATION 

A. SIGN PROJECT AGREEMENT 

B. ORGANIZATION/MANAGEMENT 
1. Contract firm 
2. Staff the SMC Unit 

C. TECHNICAL ASSISTANCE 
1. Resident Advisor 
2. Ma~ket Assessment 

3. Management Information System 
4. External Evaluation 

D. PROCUREMENT 
1. Condomr 
2. Orals 

E. MARKET ASSESSMENTS 
1. Consumer and Product 
2. Trade 

F. ORIENTATION/TRAINING 

G. DISTRIBUTION AND PROMOTION 
1. Packap,e Condoms 
2. Launch Condoms 
3. Expand Condoms Nationwide 
4. Package Orals 
5. Launch Orals 
6. Expand Orals Nationwide 

H. EVALUATION 
1. Internal 
2. External 

Note: For procurement activities: 
o • Order Placed 
P • Order Received 

SCHEDULE 

1984 1985 

x 

x 
X 

XXXXXXXXXX:XXX:IOOOOOO:XXXXXXXX 
X XX x X x 

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx 
X X X 

o o X X 0 X 0 X 0 X X 
o X 0 X 0 X 

XXXXXXXXXXXXXXXX X xx X 
XX XXX X X X X 

x X 

X 
X 

xxxxxxxxxxxxxxxxxxxxx 
x 
X 

xxxxxxxxxxxxxxxxxxx 

xxxxxxxxxxxxxxxxxxxxxxxxxxxx 
X X X 
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USAID/Pakiatan, with the assistance of AID/Washington, will recruit a 
long-term management consultant, experienced in social marketing of 
contraceptives, as the Resident Advisor. During the course of the 
Projec' , USAlD/Pakistan and AID/Waahington will assist in identifying and 
recru~cing short-term consultants as required. In addition, 
USAID/Pakistan will arrange for the observational visits of key project 
personnel to nearby countries which have SMC activities. 

The Mission's Population Officer will facilitate communication between 
the GOP, USAID/Pakistan, and AID/Washington and either he and/or A.I.D. 
Mission Director will serve as the A.I.D. representative on the SK~ 

Advisory Board. In cooperation and coll~boration with the GOP, A.I.D. 
will also: 

a. review and approve each Annual Marketing Plan 
prior to its implementation; 

b. participate in quarterly Progress Seminars to be 
held by the Firm. This will provide both Governments and the SHC 
Advisory Board with the opportunity to fully discuss Project progress 
with the Firm's executives at regular intervals; 

c. participate in major external evaluations; and, 

d. either directly, or through an agent, review and 
audit financial data and reports. 

2. Responsibilities of the GOP 

The GOP will ensure that all PC~l's and other 
documentation related to this Project are prepared and approved in a 
timely manner. The GOP will a190 contract with the Firm (in accordance 
with GOP and applicable A.I.D. regulations). In addition, the GOP will 
explore ways to expand the use of media to promote project products. 

GOP members of the SMe Advisory Board and, as appropriate, the Population 
Welfare Division will, in cooperation and collaboration with A.I.D.: 

a. review and approve each Annual Marketing Plan 
submitted by the Firm prior to the initiation or renewal of marketing 
activities; 

held by the Firm; 
b. participate in quarterly Progress Seminars to be 

c. participate in major external evaluations; 

d. establish and staff the SMC Cell within FWD; and, 

e. establish the SMe Advisory Board. 
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3. ResKonsibil1ties of the Marketing Firm 

The f'irm, through it~ G03::d ,)( i) 11:(,:.. (.I.!r!: ft •. d e:r.~!(:ut1ve 

management, will be responsible for. l.mplementing ti·· "lpP;:'::lved marketing 
plans and for staffing the SHe Unit. The SHe Uuit will be responsible 
for formul~ting strategic plans; developing and implementing a ~~nagelnent 

information oystem; implementing or sub-contracting for marketing 
activities; coordinating field promotion with prQdu~t distr:l.butionj 
public relations; budgeting; and ficanc1nl ~nd rrogr3~ reporting. 

4. Responsibilities of the SHC Advisory Board 

The Advisory Board will be responsible for reviewing 
and approving marketing plans prepared by the Firm. The Board will also 
provide guidance in regard to GOP and A.I.D. policies and regulations. 
As part of the review process of marketing plans, the Board will also 
monitor the progress and results of project implementation. The 
Population Welfare Division will officially communicate all decisions of 
the Advisory Board to the Firm. 

5. Responsibilities of the SHe CeU within PWD 

The SHC Cell will perform staff functions for the SMC 
Advisory Board. One of the Cell's functions in this capacity will be to 
identify issues for consideration by the Advisory Board. The SMC Cell 
will also monitor and coordinate the reRular implementation steps under 
the project. The Cell will also be responsibl~ f·)r coordinating the 
clearance of th~ 1m~orted contraceptives. The Firm will submit required 
reports to the SMC Cell. 

6. Responsibilities of NDFC 

NDFC will serve as a general consultant to the GOP. 
It will examine financial procedures; review marketing strategies; 
monitor implementation steps; and, generally advise the GOP. 

7. ResEonsibilities of the Resident Advisor 

The Resident Advisor will ~e responRible for prOViding 
technical expertise in social marketing to the SHC Advisory Board, the 
Firm, USAlD, the GOP, and the SMC Cell in PWD. The Resident Advisor will 
alao prOVide reports as assigned. 

C. Procurement Plan 

1. Technical Assistance 

The Project ~ill ~i~anc~ a total of 55 per.son-months 
of expatriate technical assistance (TA) 3S sho~~ in Table 10. The 
management TA wiJ.l consist of 48 months of long-tern (the Resident 
Advisor, f:om June 1984 to June 1938) plus J months of short-term 
consultancy. All expatri~te consultants '~ill be contracted directly by 
USAID/Pakistan. The Resident Adviaor will be hired under a c.ompetitively 
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TABLE 10 

PROPOSED TECHNICAL ASSISTANCE PLAN 

No. of Person-
Technical Area Months Schedule==;.;;..---

Management 51	 March 1984-Sept. 1989 

Management Information 
System 2 Oct. 1984 -Nov. 1984 

Market Assessment 8	 Apr. 1984 -July 1984 
July 1985 -Aug. 1985 
Feb. 1986 -Mar. 1986 

Evaluation 4	 September 1985 
February 1987 
May 1988 
(one consultant for 
each evaluation for 
about five weeks) 

Total 65' 
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solicited Personal Services Contract (PSC), or, if that mechanism is 
unable to result in a suitable candidate, the Advisor may be hired under 
an institutional contract. All short-term technical assistance will be 
procured either through PSCs, existing Indefinite Quantity Contracts 
(IQCs) or "buy-ins" to existing AID/Washington central projects. 

2. Marketing Firm 

The GOP will procure the services of a qualified 
marketing firm incorporated in Pakistan. In selecting and contracting 
with the Firm, the GOP will observe all applicable A.I.D. regulations for 
host-country contracting. The GOP will also involve A.I.D. in the 
preparation of advertisements for the services of a firm; in the 
selection of a qualified firm; and, in approving the contract agreement 
with the Firm. In approving the contract mode to be used for selecting a 
private sector marketing firm, the Mission and GOP officials considered 
both A.I.D. direct and host country contracting alternatives. Host 
country contracting was selected at the request of the GOP. A.I.D.'s 
concurrence to this request took into consideration the following factors 
which will assist in improving performance under the host country mode: 

a. An SMC Cell within PWD with overall 
responsibility for project implementation including contract 
administration, will be established and adequately staffed shortly after 
the Project Agreement is signed. 

b. The National Development Finance Corporation will 
be employed by the PWD throughout the life of the project as a consultant 
organization which will provide advice to tne PWD on the progress and 
direction of social marketing activities as a whole. Its scope of 
services will include a review of work undertaken by a firm contracted to 
conduct the marketing functions of the project. 

c. Within the Firm selected to perform Social 
Marketing services, an SMC Cell will probably be established and the Firm 
will provide adequate staff to carry out required SMC services including 
market planning, market assessments, promotion, advertising, and report 
preparation, consistent with project activities. 

d. A PSC expatriate advisor will work closely with 
the PWD, the firm, ~nd USAID in ensuring that social marketing services 
planned are carried out consistent with project objectives and the terms 
of a host country contract. 
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e. USAID/Pakistan will monitor performance in 
contract administration, timely GOP submission of vouchers for US!lD 
review and approval and provide any assistance if needed. 

The steps outlined above are intended to foster a sound administration 
and financial managaement of the contract. They will be monitored on an 
on-going basis to determine the type and nature of any changes warranted 
during contract implementation. 

3. Commodities 

a. Contraceptives 

USAID/Pakistan will arrange for the procurement 
of all contraceptives for the program throu3h the A.I.D. central 
procurement system. The projected order/~elivery schedule is as follows: 

Order Arrives 
Tranche Number Order Placed Karachi Port 

1 March 1984 October 1984 
2 November 1984 October 1985 
3 September 1985 August 1986 
4 September 1986 August 1987 
5 September 1987 August 1988 

The GOP will be responsible for facilitating customs clearance at the 
Port of Karachi. 

b. Vehicles, Office Equipment, Furniture and Supplies 

The Resident Advisor will need to visit a wide 
variety of project activities. Therefore, USAID/Pakistan will procure 
one right-hand station wagon for the use of the Resident Advisor. A 
vehicle waiver request is included as Annex H. Also from Project 
resources, USAID/Pakistan will procure for the Resident Advisor the 
necessary household furnishings, supplies and equipment as well as office 
equipment. USAID/Pakistan will also procure a micro-computer for use by 
the Resident Advisor in analyzing project performance and progress. With 
the exception of the vehicle, all commodities purchased under this 
project will have their source and origin in the U.S. or Pakistan. 
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D. Market Assessment Plan 

The Firm will undertake itself and/or sub-contract with 
other agencies to undertake market assessments. Because consumer market 
assessments require several months to complete, the field interviews 
should begin as soon as possible. Trade assessments will follow as soon 
as possible thereafter because their results must also be available to 
assist designing and undertaking product assessments. Product 
assessments should begin upon the completion of preliminary reports from 
the consumer and trade assessments. Various specific market assessments 
will probably be	 required throughout the life of the Project. 

E. Promotion Plan 

A contract must be executed between the Firm and the 
selected advertising agency as soon as possible so that preparation and 
pretesting of the promotion campaigns and media materials can be 
completed well before condom product launch in December 1984. A proposed 
and admittedly optimistic schedule for condoms is presented below: 

June 1984 Identify most qualified agencies through requests 
for expressions of interest; brief agencies; 
presentation of "concept paper" by the agencies; 
select three most qualified agencies. 

1984 Presentation of creative plans by the three 
agencies; selection of one agency and execution 
of contract. 

September 1984	 Orientation of agency executives to social 
marketing of contraceptives. 

October 1984	 Finalize and pretest creative campaign and media 
plan. 

November 1984	 Launch promotion campaign. 

December 1984	 Launch condom product. 

F. Printing and Packaging Plan 

On the basis of market assessment results, decisions will be 
made co~cerning the color, type, brand name and other characteristics of 
the outer packs for the contraceptives. The Firm will then probably 
sub-contract with local printers to produce the packages. A similar 
sequence of events, based upon market assessments, will take place for 
printing promotional materials. 
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G. Distribution Plan 

The selected Firm will use its existing distribution 
capacity to distribute Project products to jobbers, wholesalers, 
stockists and retailers. The Firm's distribution system will be 
supplemented by the product-promoters who will undertake small-scale 
distribution of Project products in addition to their promotional 
activities. 

The start of condom distribution is planned for December 1984 with 
nationwide expansion scheduled about January 1986; pills will follow in 
July 1986. This phased plan has two important advantages: it will allow 
full concentration by the Firm's small management team upon one important 
product at a time; and it will prevent any confusion in the minds of 
retailers and consumers about the nature of the two products. Both 
factors are important: preparation for any new product launch requires 
full attention to a surprisingly large number of details, and phasing of 
the two products will allow the necessary concentration upon one product 
at a t~me. Importantly also, th~ two products must be perceived by 
retailers and consumers as being different in several ways and yet being 
similar inasmuch as they are both ~sed to prevent unwanted pregnancies. 
Phasing will permit the differences and similarities to be properly 
understood and reinforced by standard marketing techniques including 
choice of package design and choice of promotional messages. 

H. Orientation and Training Plan 

Orientation of members of the distribution chain, including 
retailers, will be undertaken as an integral part of the promotion 
activities. It is planned to begin one month prior to condom launch, 
i.e. in November 1984. Orientation and training of key staff toward the 
needs of social marketing will begin as soon as those staff are in 
place. Observational trips to nearby countries are tentatively planned 
for June 1984 in order to provide the perspective needed for strategic 
planning of SMC activities. 

I. Evaluation Plan 

Internal evaluation of implementation activities and the 
results of marketing activities will be regular and on-going. The data 
available for these internal evaluations will be generated by the 
development of Annual Marketing Plans, the Management Information System 
within the Firm, and various market assessments, both pre- and 
post-product launch. The regular review of such information is common 
practice in any marketing program. Under the SMC Project, those 
individuals and entities reviewing this information to assess project 
progress will include: the Firm, the SMC Advisory Board, the SMC Cell 
within PWD, the Resident Advisor, and USAID!Pakistan. Issues for review 
in these internal evaluations will include but will not be limited to: 
appropriateness of product pricing; volume of sales of project products; 
extent of product distribution; appropriateness of brand names and 
package designs; adequacy of product promotional activities; and, media 
availability. 
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External evaluations are planned for September 1985, February 1987 and 
Hay 1988. The first external evaluation will examine institutional 
arrangements and socio-political factors regarding implementation of the 
pilot program. This evaluation will inc.lude an assessment of the use of 
available media and will provide recommendations about whether and when 
product distribution should begin nationwide. The second external 
evaluation will assess overall progress in the program, institutional 
arrangements and socio-political factors. In addition, the second 
external evaluation will measure the effects of limitations for product 
promotion on demand creation and progress toward relaxing restrictions on 
the use of media. The May 1988 external evaluation is scheduled at the 
time it is anticipated that additional funds will be required for the 
program; therefore, this evaluation will, inter alia, provide 
recommendations regarding continued support for the program. 

All external evaluations will be jointly planned and executed by the GOP 
and USAID and will possibly involve an external consultant aud/or an 
AID/Washington representative. The Resident Adviaor may assist in these 
evaluations on request. In addition to the data available for internal 
evaluations, external evaluations may also utilize the results of the 
Contraceptive Prevalence Survey (CPS). The first round of the CPS began 
in January 1984 and the second round is scheduled to begin in 1986. 

v. PROJECT ANALYSES 

A. Administrative Analysis 

1. Organizational Rtructure of the Project 

Given the nature of social marketing, the GOP and 
USAID agreed that the best approach would be to use an existing private 
sector firm capable of undertaking operational management of an SHC 
Project. The type of firm most qualified to undertake the SHC activities 
is a large, reputable, marketing /distribution firm incorporated in 
Pakistan. Such a firm would manage the marketing of Project products and 
distribute them along with its existing line of consumer products. 

It was decided that a contractual arrangement between the GOP and such a 
firm would provide a clear-cut, administratively simple and efficient 
system for implementing the Project. In order to provide the necessary 
commitment to the marketing of Project contraceptive products and to 
prOVide necesAary technical expertise, the Firm will be required to 
establish a Social Marketing of Contraceptives Unit, within its corporate 
structure. The Unit's single purpose will be the social marketing of 
Project products through the Firm's existing distribution network while 
sub-contracting with service agenci~s such as market assessers, printers 
and advertisers for their specialized services. In other words, the Firm 
would adopt Project products, treating those products very much as a 
product it normally marketed, and sub-contract for those services which 
it normally sub-contracted. 
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Compared to other administrative options, the chosen option has several 
advantages: 

a. Utilization of the private sector is maximized in 
both the management and distribution aspects of the program. 

b. Access to and involvement of the considerable 
existing marketing experience and expertise for introducing and marketing 
consumer products in Pakistan is ensured. 

c. An established firm will have extensive contacts 
and experience with using advertising firms, market assessment 
organizations, and printing and packaging services. 

d. Such a firm will already have a proven 
distribution network that includes wholesalers and retailers 

e. Given the inclusion of an SMC Unit within the 
Firm's corporate structure, commitment to Project products should be 
high. Commitment to the Project products should also increase since the 
SHC Unit's sole purpose will be to market these products. 

f. The chosen model probably requires less 
additional infrastructure and staff, with corresponding lower costs, than 
other models. 

The SMC Advisory Board, established by the GOP, will provide general 
policy directions to the Firm and review and approve the Firm's Annual 
Marketing Plans. Both the Resident Advisor and the Manager of the Firm's 
SMC Unit will be resources available to the Advisory Board for advice and 
consultation. In addition, the SMC Cell within the Population Welfare 
Division will provide staff services to the Advisory Board and receive 
reports and information from the Firm. The GOP will also use the 
National Development Finance Corporation (NDFe) as a general consultant 
in SMC activities. NDFC is a public corporation with some experience in 
public to private sector financial arrangements. 

2. Management Staff 

Executive management quality is a critical issue in 
SHC Projects because of the required high degree of commitment to the 
social concepts involved and the wide range of marketing skills. 
Furthermore, the commitment and skills must necessarily reside in a very 
small number of people because numbe~s of executive personnel should be 
kept to a minimum. For thi.s P~oject, two skilled marketing experts will 
be available full-time: the SMe Unit Manager prOVided by the Firm. and 
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the expatriate Resident Advisor (contracted by USAID). The Resident 
Advisor may be used by both the SMC Advisory Board and the Firm. 

3. Financial Incentives 

Most marketing operations operate on the basis of 
remuneration for selling specified units of products. This principle ia 
sound and has proven effective as an Incentive to maximize sales t wh!ch t 
in the case of an SMC Project, implies increased use of Project 
contraceptives. Several systems of contracting with the selected Firm 
are available to the GOP t including tying remuneration to units of 
contraceptives sold; reimbursing for certain specified costs; and 
providing specified fees for specified services. In the absence of 
explicit experience, the GOP will consider negotiating a combination of 
the above systems with a view to maximizing the Firm's commitment to the 
social aspects of the Project t maximizing sales of Project contraceptives 
and adequately remunerating the Firm for prOViding its resources. 

B. Technical Analvsis
« 

1. Contraceptive Selection 

SHC Projects have successfully introduced a wide range 
of family planning methods including condoms, oral pills, foaming tablets 
and IUDs in several countries, In Pakistan, however t whe~e current usage 
rates are low and non-users' pr~£erences relatively unknown, a new SHC 
Project should begin with relatively few producta which have proven 
marketability through the retail distribution system. Experience in 
Pakistan and in other sub-continent countries has revealed a high level 
of acceptance for both condo~s and oral pills. Thus, the Project will 
begin by introtiucing cne br"lnd o£ each of these two methods. How-evert 1n 
response to the m-lrk~teT.'3' axiom that "more products result in a larger 
market", at an approp~iate time, Project management may systematically 
and judiciously explore the possibility of introducing additional types 
of condoms and oral pilla, and perhaps foaming tablets and other methods 
such as rUDs t to satiefy p~rceived demand from specific market segments. 

2. Pro~uct Launch Timing 

In considering the timing of introduction of new 
products, marketing mana~ers must consider the amount of en~rgy and 
resources re1uir~~d to ?~.an 'mri prepare inr i:'1troducticn of each ne'.., 
product. They "Dust alsl) conside.r the e:fect~1 thr.lt .:l ne'''' product will 
have on existing prQdu~ts and ~n other new p:oducta that may be 
introduc~d at t;h~ Silme ~ ~.i'j':: , For thls Pro je!: t, ",-hid: wi 11 introduce two 
new products through d. 'ii.'lt:-ibutioll Firm ;,hich aJ,t'eady has existing 
prorlucts (that must con~inue to he distrihut~!l and featured from time to 
time), th~ mo~c r~tionaL a~prca~~ is to sc~e~u1e che launch of each about 
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a year apart. This policy will allow the small Project management team 
and the Firm's other staff involved in the Project to concentrate fully 
on one new product at a time, giving it their full commitment for several 
months. After the first product has been successfully launched, expanded 
nationwide and established, the second product will be launched. 
Separate launching will also allow stronger product image-building 
because each product will have a higher probability of being perceived 
clearly when it is introduced alone. If two family planning products 
were to be launched simultaneQusly, some retailers and some potential 
users may not distinguish clearly between them; but, there is less chance 
of this occurring with at least a one-year interval between launch 
times. Condoms will be launched first, primarily because they are 
slightly simpler to sell. They also require less education and 
instruction for retailers and consumers. 

3. Distribution Strategy 

The overriding consideration in formulating a 
distribution strategy is to ensure that the contraceptive products are 
available for sale in the most appropriate and accessible retail outlets 
for the majority of the target population. As is the case in most 
markets with a size and population approaching that of Pakistan (for 
example Bangladesh), consumer products can be distributed on both a 
regional and a nationwide basis. Several nationwide distributors operate 
in the Pakistani market, and there is an even greater number of regional 
distributors. The choice of distribution systems available to the SMC 
Project is outlined below: 

a. A nation wide manufacturer/distributor of a 
variety of consumer products which manufactures and packages the finished 
products and then distributes them through its owe system; 

b. An importer or manufacturer of a variety of 
consumer products which utilizes outside distribution services. 
Manufac~ured and packaged products are picked up by contract distributors 
who distribute them regionally or nationally as directed. These 
manufacturers often have their own salesmen and product-promoters who 
take orders from retailers and often also deliver these orders; and, 

c. A nationwide distribution company which contracts 
to distribute goods regionally or nationwide as directed. 

The GOP will contract with a national manufacturing/distribution Firm 
(option a. above). This system 1s recommended because, compared to other 
types of commercial firms, a ~anufacturer/distributor with nationwide 
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capacity can provide more of the necessary marketing components (such as 
strategic product planning, packaging, riistributiol'l and product 
management). This, in turn, means that Proj~ct ::'fl'1agen:ent infrastructure 
can be smaller and less sub-contrac:t:Lug ls required. 

4. Pricing Policy 

The unnerlying prin~iple in the pricing of 
contraceptives fer th:!.8 Proj~ct is to m.:.ximlze sales in a manner 
consist" ... h with f1:lancial Incentives throughout the marketing chain. 
Decisim._ ~S to the right price must be based on information collected 
through market assessments conducted prior to product launch and 
throughout the project. The answers to the questions regarding retail 
price and distribution C06ts will result fr.om actual cperatlng experience 
and market assessments. The final decision~ regarding both elements will 
be based primarily upon the goal of maximizing the market size. In other 
words, the retail price and the distribution costs will be based upon the 
principle of making program contraceptiv~s available to the largest 
number of fertile couples while ensuring that the retail price is 
perceived by potential customers as representing high value at affordable 
cost. Based upon experip.nce in other countries, it is anticipated that 
distribution costs will be considerably lower than the retail price, thus 
providing substantial revenues~/. 

5. Financial Self-Sustainabilitv---'-;...;...---------_.... 
Based on experience in other countries, program 

revenues may be enough to eventually cover a large percentage of 
operating costs such as product promotion, market assessments and 
management salaries. It is also quite possible that the revenues may 
exceed all operating C03ts t particularly after five or six years of 
successful operation, thereby helping to Jffset the cost of the 
contraceptives as well. There a~e se'ieral ways of achieving this 
objective including: k~epirl5 the SMC Unit lean and dynamic; continually 
offering fresh promotions to the market; and, particularly, by 
introducing additional contraceptives and other population welfare 
products and services (such 8S or~1 =ehv~ration salta and weaning 
foods). All of these products and servtces have been successfully 
introduced in some other countries. However, they should not be 
introduced until the initial project, involving only condoms and orals, 
is well accepted and established. 

4/ Population Report, "Social ~arketiDg Does it Work?", Series 
J-21, John Hopkins UniversHy, 1980. 
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6. Relationship with the Commercial Sector 

The commercial sector structure for the marketing of 
f:~equently purchased consumer products is highly developed in Pakistan. 
S,)me 300,000 retail outlets of all sizes offer a wide variety of 
products. They are supplied by a network of national and regional 
wholesalers and distributors and backed by sophisticated advertising 
campaigns making use of all conventional media. This network makes it 
possible to distribute consumer goods rapidly and inexpensively 
throughout the country. 

The marketing sector currently markets condoms and orals. Condoms and 
orals are sold primarily in affluent neighborhoods of urban centers at 
prices which place them out of the reach of the poorer population 
segments. There are no legal restrictions on the type of outlets which 
can sell these products, nor on their display or in-store promotion. The 
concept of family planning, the idea of a small family and child spacing 
are acceptable concepts for advertising in all media. But specific, 
explicit brand-name advertising of contraceptives is currently not 
allowed. 

Based upon exp~rience in other countries where SHC Projects have operated 
for several years, the commercial sector benefits, on balance, from the 
introduction of a social marketing system. The marketing sector depends 
upon innovation for its growth. New products, when backed up by strong 
advertising and promotion activities, provide dynamic inputs which are 
greatly welcomed by advertisers, distributors and particularly, the 
retailers. In a country such as Pakistan, the tens of thousands of small 
retailers do not often have new, highly advertised products to offer to 
their customers. wben such a product 1s introduced, particularly at a 
popular price, retailers eagerly purchase them, knowing that a demand 
will be created and that they will subsequently sell the new product from 
which they will derive some income. Thus, many thousands of commercial 
sector participants will henefit from the program although their net cash 
returns will be scall by Western standards. 

Clearly, the introduction of a new, low-priced product will change the 
contraceptive mix in the commercial sector. The tremendous growth of the 
entire market will entail a shift from relatively high-priced products to 
affordable products. In general, the small number of existing 
high-priced productR will continue to be sold by the same small number of 
urban retailers to those customers who can afford them, while those same 
urban retailers ,~ill also sell some of the new products to those new 
customers who are attracted by the new product at an affordable price. 

It is p08s1bl~ that the importation and sale of the high-priced products 
may drop somewhat and anticipation of this decrease may cause anxiety 
among foreign manufactur~rs and local importers. However, given the 
small quantiti~s of high priced condoms and pills sold in Pakistan, the 
actual negative effect should be very small indeed while the positive 
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effects throughout the marketing sector, including new income to tens of 
thousands of email retailers (who had never benefited from contraceptive 
distribution in the past) shoald be quite large. In short, the net 
effect of the Project upon the priv~te sector should be positive. 

7. Promotion Methods 

The Project will use a range of promotional methods to 
motivate potential customers to purchase and use its products. However, 
two mass media (radio and television) at least initially will not be 
employed because of government restrictions. In almost every country 
where S~~ project6 have been implemented, restrictions have existed prior 
to the expansion of distribution and advertising. This has occurred in 
both Western industrialized countries and in developing countries 
(including those of the sub-continent). However, the potential demand 
for birth-spacing has heen strong enough in each country that 
distribution and use of reliable contraceptives increased rapidly, even 
when the programs used less-than-overt advertising. In nearby countries, 
such as Sri Lanka, where strong cultural inhibitions prevented the use of 
such words as "contraceptive" or "oral pill" on radio, short radio 
messages related the benefits of birth spacing to "happiness" and 
suggested that listeners go to their local shop to discuss "happiness" 
with their community shopkeeper. After several months, "happiness" 
(which is the brand name of the product) became a household word and was 
discussed widely and openly without public outcry. 

One option for an SMC Project in a country such as Pakistan (which has 
strong cultural and political s~nsitivities concerning the discussion of 
contraceptives on mass media) is to purposefully delay the use of 
English language mass media, including newspapers, until the brand name 
and the product have become popularized through more popular local 
language media. This is a highly unusual practice for most advertising 
firms who aim most products at the English-speaking more affluent 
population, knowing that it r~presents a good market for most new 
products and that the products may be used later by Iesa affluent sectors 
of society. In Pakistan, however, a better strategy ~y be to start by 
using popular media, i~clud1ng person-to-person communication such as 
product-promoters and the local retailers, then to combine these two 
channels with judicious use of print media and radio (as the Family 
Planning Association of Pakistan does in Lahore). In time, the promotion 
plan, if im?lemented skillfully, may reduce sensitivities and inhibitions 
to the point where the broader use of all media, including radio, can be 
explored. This has been the experience in Sri Lanka and Bangladesh where 
mass media ads are no~ well-received. 

8. ~arket Assessments 

The type and quantity of market assessments planned 
for this P~oject are required for the purpose of introducing 
contraceptives to a new mar.ket, i.e. a population which has not yet been 
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reached through other progr~ma. The planned consumer asaessmenc, trade 
assessment and pronuct assessment ar.e all d~p.m2d essential to provide 
adequate information about what customers and retailers perceive as being 
in their beat lnterest9. All three types are needed to ensure that 
sensiti~1ties are not irritated when the products are introduced. 
Fortunately, market asseSSMents are, 1n themselves, not controvertia1 as 
illustrated by the smooth functioning of market studiea for many years in 
Pakistan. Even family planning research 1s not necessarily controvertlal 
as shown by the ~:igh response rates in the 1975 Pakistan Fertility 
Survey. Informa~ion collected from males as well as females is 
particularly necessary in Pakistan where men do much of the 
decision-maklng regarding family planning and household expenditures and 
also undertake a large amount of shopping. 

9. Contraceptive Quantities 

Estimating the quantities of contraceptives required 
for any new Project or program is al'~Y8 difficult because many factors, 
none of which can be estimated accurately, enter into the calculations. 
These factors include the number of retailers who will stock the product 
initially; the rate of increase in the number of retailers; the amount of 
promotion which retailers will wHl1ngly provide; the perceived value of 
the product when compared to its coat in the eyes or the potential 
consumers; the effectiveness of promotion; and the effect of the 
introduction of Project orals upon Project cor.dam sales. "'Thile 
acknowledging these somewhat intangible factors, three general guiding 
principles can be used to calculate estimated needs: (a) patterns of use 
in Pakistan; (b) experience of similar Projects in other countries; and, 
(c) the imperative to f1ll the distribution "pipeline", to expand it and 
to keep it filled. 

This Project io aimed at Market seKments relatively untouched by the 
public sector programs, namely those couples who do not use family 
planning clinics. w~ile the size of this group and the proportion of the 
group that will use Project producta year by year cannot be estimated 
until the results of nationwide consumer market assessments are analyzed, 
it is safe to asaume that the grQUp conalsta of several million couples 
and that a significant proportion of them will U6e the SHC products if 
the product8 ar2 made easily accessible at an affordable price. 

Experience with SHe Projects in other countries also provides aome 
insights into opportunities In Pakistan. In Bangladesh, for example, 
which haa a population of similar size and relatively lou total 
contraceptive prevalence, the SHe Project curren~ly provides 
contraception to approximately 7 percent of the ~CFA. The Pakistan 
Project :nay outperfor':ll the a::mgb.:ieah ?roject b.1Ca.U8~~ in Paicistan: 
communications and distribution networks are mc=~ highly developed; there 
is a gre.'1ter drive towards urbanization end modernization; and rural 
people probably have ~Qre cash ~t thei~ diaoo~al and much more ~obility 

dllowing them to ahop in r:'Jwn'l :'!lot'':! £reqllF.:ntly. 
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Filling the d1s~ribl!tion pipp.line and keeping it filled is a formidable 
challenge during the introduction period of any new product. The 
intangiblea of dealer demand are compounded by the unknowns of consumer 
demand, producing a picture which 1s very difficult to quantify until the 
product is in the field. On the other hand, it 1s pO~8ible to control 
pi.peline supply to some degree during the early stages of introduction 
while consumer off-take is being measured. TI1uB, it should be possible 
to feed the distribution pipeline in a systematic manner and meet the 
demand for contraceptives among the population currently unserved. 

10. ~lationship with the Public Sector Program 

As noted in earlier sections, the SHC Projec:t is 
intended to supplement the effort3 of the public sector's progr~m by 
making contraceptives readily available to those couples who do not 
normally use public sector facilities. The question of "cross-over­
arises with respect to the public sector program just as it does with 
respect to the existing private sector activities. To what extent will 
existing public sector clients :~ross-over to the new SHC Project? Given 
that the target markets are different, the crosa-over should be very 
small. 

Experience in other countries suggests that existing public sector 
programs do not decline when a new SMC project begins. In fact.. the 
demand creation activities of the SHC project can be enough to 
substantially increase knowledge about specific contraceptives. This has 
been well-documented in Sri Lanka, for example. SHC Project activities 
in demand creation promote a specific product, such as an oral 
cont~aceptive, resulting in greater knowledge about the product. Greater 
knowledge leads to increased public discussion about the product, its 
benefits, and its availabjlity and then to increased demand for the 
product. This increased demand can, of course, be satisfied by the 
public sector as well 6S the private sector. Thus, the SHC Project in 
Pakistan should lead, in time, to increased demand for public sector as 
well as private sector contraceptives. 

While the purpose and results of SHC projects complement, support and 
supplement public sector programs, it is important to note substantial 
differences 1n the nature of t~e target populations and the operational 
activities, both of which lead logically to different products. Whila 
the contraceptives themselves, for dxample, condoms, may be essentially 
identical, the SMe designers, working indep~ndently from public sector 
product designers, will almost certainly produce a product which differs 
substantially from public sector condom products in terms of package 
design, color, price and display. This product, when supported by 
complementary promotion will then be perceived differently from public 
sector condoms. These differences in products and perceptions are 
beup.ficial because they reflect the important fact that the target 
populationa differ in aev~ral ways such as their perceptions of 
a~propriate price or ap~ropriate plnce of purchase. 
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~. ~oci&l Soundn~a3 J~n~lys1s 

Ihe social soundneas analysis tor this project 1s on t1le at 
Ul:iAHI/l"akistan. 

D. ~conomic Analysis 

Social sector activities such ae family planning projects 
and programs are not read1ly amenab1e to standard economic analyse8 such 
as cost-benefit techniques, because the value of tuture benefits are very 
d1tt1cU1t to ascerta1n and quantity. However, econoa1c analYI18 ot 
tam11y planning activities has been developed to the point where 
generaLly accepted and usetul indicators ot costs per unit ot output and 
of effects can ~e generated from output data such as quantities ot 
contracept1ves distr1buted or sold. 

1. Output Analysis 

Ihe GOP has developed a syetem of reporting outputs 
and est1mating ettectiveness trom those outputs. Th1s system i8 being 
adopted internationally and will be u8ed for the e~onomic analysis ot the 
~MC ~roject. the system converts quantities ot contraceptives 
distributed, aold or consumed into t1couple years of protection" lCYP); 
tor example, thirteen cyc1es ot orals represent one CY~ because one woman 
requires th1rtel!!D cycles of orals to "protect" her from an unwanted 
pregnancy tor one year. One advantage ot the exp system 1s that the 
actual number of users is not an issue. If, tor esample, lJ women each 
use two cycles ot orals during one Project year, the resulting measure 
according to the CYP system provides two CYPs. Comparisons ot ~roject 

cost to quantlties ot CYPs 1s theretore a measure ot cost ettic1ency. 

2. Effectiveness Analya!! 

Ihe concept of "protection" u8ed above does not imply 
absolute protection trom a~ J~wanted pregnancy because, using oral pillS 
as an esasple, they can be lost, forgotten from time-to-time, or perhaps 
used redundant1y. Theretore, the 1;0(' uses II ayatem tor d1scountlng the 
quantity ot CYPs to produce a lIIeasure of "effective users" Uor orals, 
tne number ot CYPs 1s reduced by 40 percent to provide the number ot 
effective usera). An effective user i8 therefore aSlumed to be truly 
protected agalnst an unwanted pregnancy, and comparisons ot ~roject costa 
to the number of effective users is therefore a measure ot 
cost-ettect1veness. 

'1'0 provide a measurement of demographic impact, the GOP then transforms 
the quantlty ot ettect1ve users into the number ot "births averted". 
Oemographera have suggested that effective use for ~.~b years will, on 
average, result in on~ avert~d birth. A comparison ot ~roject costs to 
the ~stimated nUl'4ber of i)1rtha averted 1s .1nother measure ot 
cost-eftectiveness but naa two d1stinct Rdvantagas over tne other methods 
discussed above. Firstly, it prOVides a uoeful measure of demographic 
1~pact, wnich can be related to t~e goals or zam11y planning activities. 
Secondly, it can be usau by ~cunami~t6 dB a tasla tor calculating the 
econ~m1C c~nettt9 ot ~ne ~ct1v1t1c3. 
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3. Denefit Analvsis- . 

There are several types of benefits which accrue from 
averting births. Some of the most important are related to improved 
maternal health, improved child health, increased proportions of 
school-age children obtaining education, plus fewer people consuming 
scarce resources such as food and energy. All of these benefits imply 
less "consumption" of such public services as hospitals, schools, 
electricity and transport and therefore less public sector investment. 

As noted in Table 8 this Project 1s expected to result in up to 450,000 
births averted. This is a Bubstantial number and could possibly be 
transformed into some indicator of "savings" to the country. Economists 
have calculated monetary estimates of such savings, ranging from $157 to 
$600 for each birth averte~/, but the actual value is elusive, given
the difficulties of estimating the values of different benefits and then 
discounting them by some arbitrary percentage because they occur in the 
future. Furthermore, it is difficult to use this "human investment­
approach to coat-benefit analysis when comparing family planning 
activities between one country and another because the quantification and 
evaluation of the benefits may differ from country to country!/. For 
these reasons, family planning analysts ususlly use measures of 
cost-efficiency and cost-effectiveness rather than cost-benefit. 

In summary, two forms of economic analysis, cost-efficiency and 
cost-effectiveness, will be calculated using data generated by the 
Project. In practice, they will be calculated annually but are provided 
below on a total Project basis for illustrative purposes. Given a total 
Project cost of $20 million, including $12,655 million for 
contraceptives, and given the output and effectiveness projections 

51	 The Asian Development Bank, in ita November 1981 "An Evaluation of- the Population Program", Appendix 23, Appraisal of the Health and 
PopUlation Project in Pakistan, provided an estimated value of 
S157 for a birth averted. Pakistan's Sixth Five Year Plan (page 
400) estimates the same value at approximately $600. 

6/	 Yinger, N. et aI, "Third World Family Planning Programs 
Measuring the Coats". Population Bulletin, Vol.38, No.1. 
Population Reference Bureau. Washington, 1983. 
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shown in Table e, adjusted acco~ding to the level of funding currently 
available for contraceptives under this project, the following economic 
indicators should be obtained: 

Total Prnject Excluding Contra-
Cost- ceptive Costs 

Per CYP $10.37 S 3.94 

Per effective user $17.29 $ 6.57 

Per birth averted $49.26 $18.72 

By international standards, these indicators rep~esent very good levels 
of efficiency and effectiveness. A cost of $3.94 per CYP, for example, 
is very low by international standards. As actual indicators are 
developed during the Project, they can be compared with other projects 
and programs around the world such as the SHC Project in Bangladesh. The 
SHC Project l~ Pakistan is expected to be particularly efficient and 
effective because start-up costs should be relatively low given the 
organizational structure, i.e., funding an existing Firm should cost less 
than creating, accommodating and staffing.a new implementing organization. 

E. Financial Analysi~ 

1. General 

This project will provide $20,000,000 over a nearly 
six-year period to establish a Social Marketing of Contraceptives Program 
in Pakistan. The program will be primarily funded by A.I.D. Other 
donors are not contributing funds to the program; hence the activities 
are not dependent upon any other funding source for successful 
implementation. It should be noted that the amount of funds currently 
available for contraceptives under the exiating $20 million life of 
project funding level is judged to be insufficient to cover the 
anticipated contraceptive costs, based on projections of need and 
off-takes, for the project through the PACD of December 30, 1989. If, 
however, the projected targets are actually met and the program is 
functioning according to expectations in all other aspects, A.I.D. will 
consider the possibility of amending the project to provide additional 
funds for contraceptives. 

Table 11 prOVides a 9Umma!y of project costs by project component, 
expense category, and fiscal year. Table 12 provides a summary of 
project costs by expense category and foreign exchange and local costs. 
Project costa are defined as anticipated sub-obligat~ons or commitments 
of fundin~ thrcllgh, e.g. PIOs, contracts, or purchase ordt:rs. Inflation 
was calculated on the basia of ten percent for U.S. oa1aries, fifteen 
pero:ent fer all other fO!'f.dgn -=xcha.ng~ costs except contraceptives (five 
?~rcent), and t;~~nty ~ercer.t :or local coats, all compounded annually. 
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TABLE 11 

SUMMARY OF PROJECT COSTS 

BY PROJECT COMPONENT, EXPENSE CATEGORY AND FISCAL YEAR 
~1~ $000) 

PROJECT 
COMPONENT 1984 1985 1986 1987 Teltal 

--...-, ..­
1- Contraceptives	 3,480 3,030 3,195 2,050 12,655 

2. Printing/Packaging	 570 895 700 400 2,565 

3. Management 

a. Short-term	 T.A. 45 40 40 20 145 
b. Long-term T.A. 165 150 165 170 650 
c. Training 40	 40 
d. SMC Unit Operations 200 100 100 100 500 
e.	 Commodities 55 55 

Sub Total: 505 290 305 290 1,390-
4. Market Assessme.nts 

a. Short-t~!'m T.A. 35 35 30	 100 
b.	 Other.!.! 150 75 75 300 

Sub Total: ill 110 105 4'00-
s. Product Promotion	 560 820 485 300 2,165 

6. Evaluation 

a. Short-term	 T.A. 60 60 60 180 
b.	 Other.2,1 40 150 190 

Sub Total: lOti TIn" 6"tJ m 
7. Contingency 200 255	 455 

TOTAL: J;"mO 5,500 5,000 4,000 20,000 

!I For survey and associated market research costs. 

hI' Io provide project asseaament and !valuation services. 
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TABLE 12 

SUl1MA.L'tY OF PROJECT COSTS BY EXPENSE CATEGORY,
 
FOREIGN EXCHANGE AND LOCAL COSTS
 

Un SMO)
 

A.I.D. Life of Project Funding 

Expense Category PX LC!/ Total 

1. Commodities 12.710 12.710 

2i Technical Assistance 

8. 
b. 

Short-term 
Long-term 

Sub-Total 

310 
450 m 

115 
200 
!is' 

425 
650 

I,m 

3. Training 20 20 40 

4. Other Costa 

a. 
b. 
c. 
d. 
e. 

Printing/Packaging 
SHC Unit Operations 
Market Assessments 
Product Promotion 
Evaluatio~/ 

Sub-Total 
90 
W 

2,565 
500 
300 

2,165 
100 

5,OJO' 

2,565 
500 
300 

2,165 
190 

5,720 

5. Contingency 55 400 455 

TOTAL 13,635 6,365 20,000 

a/ Local costs expressed as dollar equivalents. 

~/ Costs associated with monitoring, MIS and periodic project 
assessments including external evaluations 
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Estimates for local costs were based on brief surveys of the local 
economy and on social marketing experience 1n other countries. 
Contraceptives. because of t~e long lead time required between orders. 
delivery and dintribution, are funded one or two years before intended 
use. 

The GOP will finance the costs of establishing aLd maintaining the SMC 
Cell within the Population Welfare Division. The GOP will also finance 
any costs associated with the involvement and services of NDFC. 
Similarly, ~undn for the coats of participation by GOP personnel on the 
SHC Advisory Board will be prOVided by the GOP. 

2. Summary Cost Estimate and Financial Plan 

The A.I.D. grant will fund: long-term expatriate 
technical assistance (3.3 percent); commoditiea (63.6 percent) which 
consist m~!nly of contraceptives (63.3 percent); evaluation activities 
(1.8 percent); product promotion (10.8 percent); printing and packaging 
(12.8 percent); and. market assessments (1.5 percent). Of these. 
contraceptives are the largest budget item, totalling $12.655.000. 
Success of the project is dependent upon the uninterrupted flow of 
contraceptives which will be assured by this project. The Project will 
also finance with dollar funds the international travel costs of all 
short-term training. A participant training travel waiver. which exempts 
the GOP firm hl~ing to cover these costs, has been signed by the 
USAID/Pakistan Mission Director and 1s included as Annex I. 

About 32 percent or $6.365.000 of the $20 million grant will be used to 
finance local costs. These include management and implementation costs 
of the selected private sector firm; local costs associated with the 
Bhort-te~m and long-term technical assistance; and, the costs of 
printing, packRging. promotion, distribution, and market assessments (all 
of which will be undertaken by Pakistani firms). 

Dollar grant obligations Bre scheduled as follows: $5.5 million in FY 
1984; $5.5 million in FY 1985 ;$5.0 million in FY 1986; and .$4.0 million 
in FY 1987. 

3. ~ods of Implementation and Financing 

Table 13 provides a summary of the proposed methods of 
implementation and financing for the subject project by component. in 
accordance with A.I.D'a Payment Verification Policy Impl~mentation 

Guidance dated December 30. 1983. No departu~e5 from the three preferred 
methods of financing are cont~mplated for this project. 



Table 13
 

Methods of I.pleaentation snd Financing
 

Approdaate
 
Pro 1ect Co.ponent Method of I.ple.entation Method of FinancinR Aaount (US $000)
 

1. Contraceptives 

2. Printing/Packing 

3. ~anage.ent 

a) Short-Term T.A. 
b)Long-Tera T.A. 
c)Training 
d)SMC Unit Operations 
e)Coma~ditles (Vehicle. 

micro computer. type­
writer. calculator(s). 
household furniture) 

4. Market Assessments 

a)Short-T,ra T.A. 
b)Other !! 

5. Product Proaotion 

6. Evaluation 

a)Short-Tjra T.A. 
b)Other k 

7. Contingency 

AID Central Procurement 

Host Country Contract 

AID Personal Services Contract 
AID Personal Ser#ices Contract 
AID PIO/P 
Host Country Contract 
AID Procure.ent 

AID Personal Services Contract 
Host Country Contract 
AID Institutional Contract 

Host Country Contract 

AID Personal Services Contract 
AID Institutional Contract 

Direct Payaent 

AID Reimburse.ent 

Direct Payaent 
Direct Payaent 
Direct Payaent 
AID Reiaburseaent 
Direct Payment 

Sub-Total 

Direct Payaent 
AID Reiaburse.ent 
Direct Pa}'1llent 

Sub-Total 

AID Reiaburseaent 

Direct Payaent 
Direct PC]Went 

Sub-Total 

12.655 

145
 
650
 

40
 
500
 

55
 

I 
0\ ..... 
I 

100
 
150
 
150
 
400
 

2.165 

180
 
190
 
370
 

Direct Payment or HC 
AID Rei.burseaent 455 

TOTAL 20.000 

a/ For survey and assocIated aarket researCh costa. 
b/ To provide project assessment and evaluation services. 



-68-


F. Environmentcl Statecent 

This project £al19 under Section 216.2(c) (viii) of A.I.D's 
Environmental Procedures which axcludes the requirement of an initial 
environmental examination or any other environmental documentation for 
"programs involving nutrition, health care or population and family 
planning servlc~s••••• ". 

G. Narcotics Impact St~tement 

The Social Marketing of Contraceptives Project, being 
basically humanitarian in natuLe. does not lend itself to specific 
actions or policies relative to narcotics suppression. It is one of the 
few projects in the proposed economic assistance program to Pakistan 
which, because of its basic thrust and mechanism for implementation 
cannot be meaningfully connected to the U.S. Government's continued 
efforts, in conjunction with the GOP, to curtail opium poppy cultivation 
and the processing of opium into heroin in Pakistan. The provision of 
family planning services and contraceptives does not prOVide a useful 
vehicle for suppression of narcotics activities. Accordingly, no poppy 
clause will be included in the Project Grant Agreement. 

VI. Conditions, Covenants and Negotiating Status 

A. Conditions Precedent to First Disbursement 

Except 8a A.I.D. may otherwise agree in writing, prior to 
any disbursement under the Grant, or to the issuance by A.I.D. of 
documentation pursuant to which such disbursement will be made, the 
Grantee shall furnish or have furnished to A.I.D., in form and substance 
satisfactory to A.I.D.: 

1. a written opinion of Cou~ae1 acceptable to A.I.D. that 
this Agreement haa been duly authorized and/or ratified by, and executed 
on behalf of the Grantee, and that it constitutes a valid and legally 
bi~ding obligation of the Grantee in accordance with all of its terms; 
and, 

2. a written statement setting forth the names and titles 
of persons holding or acting in the Office of the Grantee and 
representing that the namen person or persons have the authority to act 
aa the representative or =e~resentatives of the Grantee, together with a 
specimen signature of each such person certified as to its authenticity. 

B. Covenants 

1. iPerationdl Autonomv of Firm. The Parties agree to 
make every reaaonab.e effort to aesure'that t~e firm selected to carry 
out the p~rpose8 of ~his Project i3 allowed maximum operational autonomy 
and that, to the e~tent poos~ble, this firm is prOVided the latitude for 
managing its o~erations, includi~~ product introduction and marketing, as 
1s the practice in the Paklat~n private sector. 
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~. ~ommun1c~tion strategy. The Urantee shall, no less 
than every twelve tl~) months tram the date of the signing at this 
Agreement, review all communication strategies and policies tor th!S 
~roject 1n order to assess the ma%!mum permiss1ble use at ·med1a tor the 
pro~ot1on 0! contraceptive products under this ~roject. The Urantee 
shall, no less than every twelve tll) months tram the date ot the signing 
ot thls Agreement, turnlsh to A.l.U., 1n torm and SUbstance satistactory 
to A.l.D., a written report of its delibe~ations and review, setting 
forth therein the permissible communlcat1on strategies and policies tor 
the promotion ot contraceptiv~ products under th1s ~roject tor the next 
twelve month period. 

J. ~re Launch gvaluat1on. Prior to the nationwide launch 
ot prOduct d1otrlbu~ion ot contraceptives under this ~roject, the parties 
agree to conduct a jo1nt evaluation of the performance 'and experience ot 
the initial, ll~lted nlstrlbut10n actiVity under this ~roject. The 
Part1es agree that, based on this evaluation and the review by A.l.D. ot 
communication strateg1es and pOlicies to be provided to A.l.U. as set 
torth 1n Section Vi.B.l. above, A.I.D. will be making its determination 
as to the reasonableness, desirab1lity and prudence ot continued A.l.U. 
tunding of this Social Marketing of Contraceptives Project. 

. 4. ~roject ~valuat1on. The ~art1es agree to estab11sn an 
evaluation program aa part of thIs Project. ~xcept as the Parties may 
otherwise agree 1n writing, the program vill include, during the 
implementation of the Project and at one or more points thereafter: 

a. evaluation ot progress towards attainment jot 
the Objectives ot. th~ ~roject; 

b. identification and evaluation ot problem areas 
or constraInts wbich may 1nhibit such attainment; 

c. asseSSMent ot how such intormation may be used 
to help overcome such problems; and, 

d. evaluation, to the degree reasible, ot the 
overall development lropact ~t the ~roject. 

). Post Tr.inlng Employment. Except as th~ Parties may 
otnerwiae agree 1n ~iting, the ~rantee, acting through its ~opulation 

Welfare DiviBlon, shall make every reasonable etfort to require that eacn 
person tr.31u~a unaer thie rroject works in activities related to social 
marKeting ot contr~cept1ves ie Pa~19tan tor not less than three times the 
lengtn ot time ~! 11111 or :ler trt\1~lng program provided, nowever, tnat 1n 
no event shall sucn an individual be allowed to worK in social I18rketing 
or contr~c~pti~~B act1v1tles tor Lea~ than one year no~ be required to 
wor~ 1n qocial ~srk~t~ng of cJ~~=aceptive activities tor more than t1ve 
years tram toe ~ate or that i~'lv1dual's completion ot training. 
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6. Abortion/MR. The Grantee shall not use any of the 
assistance pr0v1ded by A.r.D. under this Project for ~bortion and/or 
menstrual regulation ("Ma") related activities, including specifically 
but not limited to, information, education, lobbying, training or 
communication programs that seek to promote abortion and/or MR 8S a 
method of family planning. A.I.D. may, from time to time, further 
specify prohibited abortion andlor MR related activ.ties by Project 
Implementation Letters. 

7. Sterilization. The Grantee shall not use any of the 
assistance provided by A.I.D. under this Agreement for any sterilization 
related activities. 

C. Negotiating Status 

This project, including the Condition Precedent and all the 
above covenants, bas been fully discussed with and agreed to by the GOP. 
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STATE 162211 

FM SECSTATE WASHDC 
TO AMEMBASSY ISLAMABAD PRIORITY 9060 
BT 
UNCLASSIFIED STATE 162211 

AIDAC 

E.0.12065 N/A 
SUBJECT: SOCIAL MARKETING PID - APAC REVIEW CABLE 
TAGS: 

REF: (A) ISLAMABAD 7743 (B) ISLAMABAD 8410 

1. APAC HET JUNE 3 AND APP10VED SUBJECT PID. DISCUSSION 
FOCUSED ON THE FOLLOWING POINTS, WHICH SHOULD BE TAKEN 
INTO ACCOUNT IN PP DE~IGN, \LONG WITH THE EXTENSIVE LIST 
OF DESIGN QUESTIONS INCLUDED IN THE PID ITSELF. GUIDANCE 
REQUESTED IN REF B WILL BE ?ROVIDED SEPARATELY. 

2. NEED POR AND ROLE OF A NEW IMPLEMENTING ORGANIZATION 
(10): THIS WAS MAJOR FOCUS OF TUE DISCUSSION. RECOGNIZING 
THAT IT MAY NOT BE POSSIBLE TO ANSWER ALL QUESTIONS AT PID 
STAGE, APAC FELT PP WOULD HAVE TO ADDRESS rULLY THE 
POLLOWING BASIC QUESTIONS: 

lA) ARE THERE ANY REPEAT ANY EXISTING ORGANIZATIONS 
(PRIVATE OR VOLUNTARY t PROFIT OR NON-PROFIT) THAT COULD 
UNDERTAKE THE PROPOSED FUNCTIONS OF THE 107 IF SO, THERE 
IS A STRONG PRESUMPTION IN ?AVOR O? UTILIZING SUCH 
ORGANIZATIONS, THUS O!VIATING THE NEED TO CREATE A NEW 
ENTITY. IN THIS PROJECT. IF ASSuMPTION IS THAT 
CONTRACEPTIVE COSTS WILL CONTINUE INryEFINITELY TO BE 
SUBSIDIZED BY AI' OR OTHER DONORS, TEMPTATION IS REAL POi 
STAPF OF 10 TO GROW AND FUNCTIONS TO EXPAND. DANGER THEN, 
AS MISSION IS WELL AWARE, IS THAT SUCH AN ORGANIZATION MAY 
FIND IT EXTREMELY DIFFICULT 10 BECOMR 3ELF-SUPPOaTING ONCE 
AID PROJECT IS PHASED OCT. THgREFOR;', NEED TO CREATE A 
NEW ORGANIZATION SHOULD B~ FULLY JUSTIFIED IN PP. 

(B) IP A NEW ORGANIZAT!ON IS INP.VITABLF., QUESTION ARISES 
AS TO TYPE OF 10 THAT WOULD BE HOST SUITABLE. UNDERSTAND 
MISSION AND GOP HAVE BEEN DISCUSSING A VOLUNTARY 
ORGANIZATION. PROJECT DESIGN SHOULD FULLY EXPLORE 
ALTERNATIVES. ?OR EXAMPLE, CO~LD NOT A NON-PROP IT TRADE 
ORGANIZATION OF PRIVA!! WHOLESALERS AND DISTRIBUTORS BE 
FORMED INSTZAD, TO INSURe IHAt PRIVATE SECTOR INT£RESTS 
ARE MORE FULL? RE?RESEN~?D? 

U~CLA~SIFIED STATE 162211 
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tC) IF A NEW ORGANIZATION IS TO BE FORMED, PROJECT DESIGN 
SHOULD ENSURE THAT SUCH AN ORGANIZATION BE KEPT SMALL AND 
LEAN AND FOCUSED ONLY ON TASKS THAT CANNOT BE CARRIED OUT 
BY EXISTING ENTITIES. PP SHOULD JUSTIFY IrS PROPOSED 
SIZE, AS WELL AS EXPLAIN HOW QUALITY OF ITS PROPOSED STAFF 
WILL BE ENSURED. REGARDLESS OF WHICH 10 IS USED, PP 
SHOULD DO FINANCIAL ANALYSIS WHICH WILL INDICATE CLEARLY 
TO BOTH AID AND GOP WHAT WILL BE RECURRENT OPERATIONAL 
COSTS, HOW THESE WILL BE FINANCED AND WHAT WILL HAPEN TO 
THE NEW ORGANIZATION ONCE AID SUPPORt IS PHASED OUT. 

3. FROM PID DESCRIPTION, IT APPEARS MISSION IS THINKING 
OF MAKING A GRANT TO A NON-GOVERNMENT, NON-PROFIT 
ORGANIZATION RATHER THAN TO A PRIVATE AND VOLUNTARY 
ORGANIZATION AS THAT TERM IS USED IN AID. GENERALLY A QTE 
PVO UNQTE IS, INTER ALIA, A NON-PRO~IT CHARITABLE, 
VOLUNTARY OR SERVICE ORGANIZATION THAT HAS EXISTENCE AND A 
PROGRAM INDEPENDENT OF THE ACTIVITY FINANCED WITH AID 
FUNDS. THE 10 DESCRIBED IN THE PID IS AN INSTITUTION 
CREATED SPECIFICALLY FOR THE PURPOSE OF IMPLEMENTING THE 
PROJECT. UNDER THESE CIRCUMSTANCES WE DO NOT BELIEVE THE 
10 WOULD BE A QTE PVO UNQTE AND THEREFORE IT WOULD NOT BE 
NECESSARY TO ATTEMPT TO REGISTER IT AS SUCH NOR TO COMPLY 
WITH THE OTHER POLICY REQUIREMENTS THAT APPLY TO AN OPG 
SUCH AS THE 25 PERCENT CONTRIBUTION FROM NON-AID SOURCES. 
IT IS NOT NECESSARY FOR THE 10 TO BE PVO IN ORDER FOR AID 
TO BE ABLE TO MAKE A GRANT TO IT. 

4. PRIVATE SECTOR ROLE: THE PRIVATE SECTOR ROLE SHOULD 
BE DETAILED IN THE PP, AND PRECAUTIONS TAKEN TO PREVENT 
SALE OF SUBSIDIZED CONTRACRPTIVES UNDER THIS PROJECT FROM 
UNDETERMINING EXISTING COMMERCIAL MARKET FOR 
CONTRACEPTIVES. PP SHOULD ANALYZE ANTICIPATED EFFECTS ON 
PRIVATE CHAN~ELS AND CONTAIN PROVISIONS FOR MONITORING 
THESE EFFECTS DURING LOP. 

5. CONTRACTUAL RELATIONSHIPS: IN OTHER CRS PROJECTS, 
AID/W HAS FOUNn IT USEFUL IN WITHSTANDING POLITICAL 
PRESURES TO HAVE A T.A. CONTRACTOR WITH SOME LEVEl. OF 
CONTROL OVER PR0GRAM DECISIONS. MISSION SHOULD E•. 3URE 
THAT LONG-TERM ADVISER AND/OR AID HAS CLEARANCE OR 
APPROVAL AUTHORITY AT KEY DECISION POINTS, IN THIS 
CONNECTIOI{, A COOPERATIVE AGREEMENT ~A1 aE MORE 
APPROPRIATE THAN A GRANT AGREEMENT. SEE CHAPTER ~~, 

HANDBOO~ 1, SUPPLEMENT B. 

b. SELF-SUSTAINABILITY: WHILE IT WOULD BE UNREALISTIC TO 
EXPECT THB PROJECT TO BE SELF-SUSTAINING IS FLVE YEARS, 

UNCLASSIFIED STATE 162211 
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LESSER TARGETS MAY BE ATTAINABLE AND SHOULD BE 
SPECIFICALLY ADDRESSED IN DESIGN. SALES REVENUES MIGHT 
COVER A SPECIFIC PORTION OR ALL OF THE LOCAL COSTS "IN A 
SHORTER TIME FRA~E. FOR EXAMPLE. 

7. OTHER TARGETS: A SPECIFIC OBJECTIVE OF THE 
PROMOTIONAL COMPONENT OF THE PROJECT WHICH SHOULD BE 
CONSIDERED MAY BE TO RAISE SPECIFIC ~iOWLEDGE OF 
CONTRACEPTIVE METHODS BY A SPECIFIED PERCENT WITHIN THE 
LIFE OF THE PROJECT tWITH CONTRACEPTIVE PREVALENCE SURVEYS 
TO PROVIDE VERIFICATION). 

ij. NEED FOR SOCIAL SCIENCE COMPONENT: CERTAIN 
SURVEY/RESEARCH INFORMATION IS NEEDED FOR MAKING DECISIONS 
ON MARKETING, PRICE POLICY AND PROMOTIONAL STRATEGY AS 
WELL AS FOR EVALUATING PROJECT IMPACT ON AWARENESS AND USE 
OF CONTRACEPTIVES. IN PARTICULAR. PROFILES OF THE TARGET 
MARKET, CONSTRAINTS TO ACCEPTANCE OF FAMILY PLANNING AND 
RESPONSES BY DIFFERENT GROUPS TO THE PROGRAM ARE NEEDED. 
IT WILL ALSO BE IMPORTANT TO KNOW HOW THE PROJECT 
.CONTRIBUTES TO THE GOAL OF BROADER DISTRIBUTION OF 
CONTRACEPTIVES COMPARED TO GOVERNMENT AND EXISTING 
COHMERCIAL CHANNELS. THE MISSION SHOULD CONSIDER 
RESERVING SOME PROJECT FUNDS FOR SUCH STUDIES. IN 
ADDITION, RESEARCH ACTIVITIES FUNDED UNDER THE POPULATION 
WELFARE PLANN!~G PROJECT MIGHT INCLUDE RESEARCH ON THE 
EFFECT OF TH1S PROJECT ON FAMILY PLANNING KNOWLEDGE AND 
ACCE~TANCE !~ GENERAL. 

9. MISSION HAS AUTHORITY TO APPROVE THE PP. HAIG" 

UNCLASSIFIED STATE 162211 



PROJECT CHECKLIST 

Listed below are statutory criteria 
applicable generally to projects with 
FAA funds and project criteria appli ­
cable to individual funding sources: 
Development Assistance twith a sub­
category for criteria applicable only 
to loans); and Econosic Support Fund. 

CROSS REFERENCE:	 IS COUNTRY CHECKLIST 
UP TO DATE? 

HAS STANDARD ITEM 
CHECKLIST BEEN 
REVIEWED poa THIS 
PROJECT1 

A. GENERAL CRITERIA FOR PROJECT 

1.	 Continuing Resolution 
Unnuabered; FAA Sec.634A; 
Sec.b53tb) 

(a) Describe how authorizing 
and appropriations Committees 
of Senate and HOUle have been 
or will be notified concerning 
the project; (b) il alsistance 
within (Operational Year 
Budget) country or inter­
national organi~ation alloca­
tion reported to Congress tor 
not sore than $1 million over 
that amount)? 

2.	 FAA Sec.611 (a) (1): Prior to 
oblig&tion in excess of 
SlOO,UUO, will there be (a) 
engineering, financial other 
plano necesssry to carry out 
the a.11ata~ce, and tb) a 
reasonably firs estisate of 
the co~t to the U.S. of the 
aSl1stance? 

ANNEX B
 

Yes 

Yes 

(a) Congressional notifica­
tion and Congressional 
Presentation. 

(b) Yet alsistance is within 
the 1~M4 operational year 
budget. 

Yes 



(2) 

FAA Sec.611 (a) (2): If 
further legislative action is 
required within recipient 
country, what il basis for 
reasonable ezpoctation that 
such action will be completed 
in tllle to perai t orderly 
accoap1ishment of purpose of 
the a8siatance1 

PAA Sec.611 (b) : Continuing 
Resolution Sec.501. If for 
water	 or vater-related land 
resource construction, has 
project met the standards and 
criteria as set forth in the 
Principles and Standards for 
Planning \, '.;:er and Related 
Land Resourcel, dated October 
25, 1~7J? 

5.	 FAA Sec.611 (e). If Project 
il capital as.iltance (e.g., 
construction), and all U.S. 
a••lstance for it will exceed 
$1 .il110n, has Mllsion 
Director certified and 
Regional Alsiltant 
Administrator taken into 
consideration the country'. 
capability effectively to 
maintain and utilize the 
project? 

6.	 FAA Sec.2U9. II project 
sU8cept1bl~ of execution as 
part of regional or ~ult.l­
later~l project? If so 
why ia project not so 
executed? Informatlon and 
conclusion whether assistance 
will encourage regional 
development programs. 

No further legislative action 
18 required. 

'H/A 

'KIA 

The project is not suscepti ­
ble to execution as part of 
a regional or multilateral 
project and aelistance will 
not encourage regional 
development programs. 



(3)
 

7.	 FAA Sec.o01 (a'. Inforsation 
and concluaions whether 
project will encourage efforts 
of the country to: (a) in­
crease the flow of inter­
national trade; (b) foater 
private initiative and 
compet10n; (c) encourase 
development and use of 
ccoperat1ves, and credit 
unions, and savings and loan 
alaociations; (d) discourase 
monopo1iltic practices; (e) 
iaprove technical efficiency 
of industry, agriculture and 
co..erce; and, (f) strengthen 
free labor unions. 

8.	 FAA Sec.601 (b). Information 
and conclusion on how project 
will encourage U.S. private 
trade and inve.t.e~t abroad 
and encourage private U.S. 
participation in foreign 
allistance programl (inc1udins 
use of private trade channels 
and the lervices of U.S. 
private enterprise). 

9.	 FAA Sec. 612 (b), 636 (h) 
ContInuing Relolution Sec. 
503. Describe Btep. taken to 
rnure that, to the udaum 
extent poslib1e, the country 
il contributing local 
currencies to meet the coat of 
contractual and other services, 
and foreign currencies owned by 
the U.S. are ut11ized 1n lieu 
of dol1arl. 

10.	 FAA Sec.612 (d). Does the U.S. 
own exce.s foreign currency of 
the country aud, 1f 80, what 
arranaements have been made for 
its release? 

(a) No. 

(b) The major··invo1vement of 
the local priv~te sector in 
this project ahould 
strengthen the commercial 
marketina of contraceptives. 
It 8hould also foster private 
initiative and competition in 
the marketing of these 
cOllllodit1es. 
ec) No. 
(d) No. 
(e) No. 
(f) No. 

u.S. private enterprise will 
participate &s suppliers of 
com-odit!es and technical 
service. for the project. 

Thi. 1s an lSF Project. 
Nevertheless, the GOP 
contribution to the Project 
will consilt of salariel of 
Itaff within the SHC Unit, 
consulting fees for the local 
General Con8u1tantl and all 
travelling expenses incurred 
on behalf of the Advisory 
Board. 

Disbursement for .11 1~~a1 

costs will be made with 
treasury-owned excess rupees 
in accordance with FAA Sec­
tion 6l2(b). TLe U.S. also 
OWU8 so-called "Handale" 
excess Pakiytani rupees. 
However, useD programmed for 
these funds currently exceed 
s"al1ab1l1l:y. 

r 
~.~/\ \r·1 



(4) 

11. FAA Sec.501 (e). Will the 
project utilize competitive 
selection procedures for the 
awarding of contracts, except 
where applicable procurement 
rules allow otherw1ae? 

Yes 

12. Continuing Resolution Sec.522. 
If asaistance i. for the 
production of ~ny commodity 
for export, is the commodity 
likely to be in surplus on 
world markets at the time the 

N/A 

resulting productjve capacity 
beco~e. operative, snd 1s such 
asaiatanee likely to cause 
sub8tantial injury to U.S. 
producers of the S8mP., 9imi1ar 
or coapetiug comaod1ty? 

13. PAI~~~r1at1on See.525: 
Wi 'ine funds for thIs project 
be used to lobby for abortion? 

No 

B. FUNDING CRITERIA FOR PROJRc-r 

1. ~el02~ent Aseiatance Project 
Criteria N/A 

a. PAA Sec.102 (b), 111, 113, 
281(a). Extent to which 
activity vill (a) effectively 
involve the poor in develop­
2ent, by extending access to 
econoay st local level, 
increaling labor-1nte:.siv'e 
production and the ua~ of 
appropriate t~~hnolog, spread­
ing !uve.taent out from cities 
to 8aal1 to'~8 and rural areas, 
«nd 1n8uring wide partjc1p4t.ion 
of the poor in the benefits of 
devl!lcplient on a 1I',l!)ta!n~li 

basis, u.ing th~ appro?ri!te 
U.S. 1~~t1tut1oQa: (b~ hel~ 

N/A 

d~velop coory~r~t1~p.9, ~spocially 

by technical D8ei~taut~, t~ 

assist rur~l ~n1 ~r~~a poor to 
help themuelvee :ownrd better 



(5) 

life, .nd otherwiae encourage 
democr.tic priv.te and loc.1 
governaenta1 institutions; (c) 
support ~h~ self-help efforts 
of developing countries; (d) 
proaote the participation of 
woaen in the national econo.ics 
of developing countries and the 
iaprovement of women's atatua; 
and, ee) utilize and encourage 
regional cooperation by 
developing countrie•• 

b. FAA Sec.103, 103A. 104. 
105. 106, 10~. Ia a••i.tance 
beinl ..de available: 
(including only applic.ble 
paraaraph which corresponds to 
source of fund. used. If aore 
than one fund source 1& used 
for project, include relevant 
par.ar.ph for each fund source). 

(1) [103] for agriculture, 
rural develop.ent of 
nutrition; if .0 (.) extent to 
which .ctivity i. specifically 
deaigned to increaae produc­
tivity .nd incoae of rural 
poor; l03A if for .gricu1ture 
r ••••rch, full account shall be 
taken of the needs of saa11 
f.r-era, and extenlive use of 
field t.'ting to adapt basic 
re•••rch to local co~ditlonl 
.hall be m.de; (b) extent to 
which assiltance 1s u.ed in 
coordination with programs 
carried out under Sec.l04 to 
help improve nutrition of 
the people of developing 
countrie. through encourage­
ment of increaled production 
of crops with greater 
nutritional value, improvement 
of planning, research, and 
education with ~eapect to 
nutrition, particularly with 
reference to improvement and 

N/A 

N/A 

r:,'\
.,- .'\
 \.' ) 



(6) 

expanded use of indigenously 
produced foodstuff; and the 
undertek1ng of pilot or 
desonstration of programs 
explicitly addres.ing the 
proble. of aalnutrition of 
poor and vulnerable people; 
and (c) extent to which 
activity increases national 
food security by inprov1ng 
food policies and management 
and by strengthening national 
food r~lerves, with particu­
lar concern for the needs of 
the poor, through measures 
encouraging dome.tic produc­
tion, building and national 
food reserves, expanding 
available storage facilities, 
raducing post harvest food 
los.es, and improving food 
dbtribution. 

(2) [104] for population 
planning under Sec.104(b) 
or health under Sec.104(c); 
if 80, (1) ex~ent to which 
activity emphasizes low-cost, 
integrated delivery .ystes. 
for health, nutrition and 
fasily planning for the 
poorest people, with parti ­
cular attention to the need. 
of sother. and young children, 
u.inS paraaedical and aux1liary 
medic.l personnel, clinics and 
health posta, commercial 
distribution systems and other 
mod.s of coamunity research. 

(3) [1051 for educat10n, 
public achdni8tration, or 
human relourC~8 development; 
if 10, extent to which 
activity strensthena nOT~ 

formal education, makes 
formal eduration more 
relevant, e~peclally for 
rural f.mltl~9 ~nd urban 

KIA 

NIA 

.. (\
 



(7) 

poor, or strengthens 
management capability of 
inatitutionl enablins the 
poor to participate in 
development; and (ii) 
eztent to which allistance 
provide I advanced education 
and training of people in 
developing countriel in such 
dilcip1inel al are required 
for planning and implementa­
tion of public and private 
development activities. 

(4) [106; ISDCA of 1980, 
Sec.304) for energy, private 
voluntary organizatione, and 
le1ected deYelopment 
actiYitiel; if 10, extent to 
which actiYlty 111 (i) (a) 
concerned with data collection 
and analylia, the training of 
skilled perlonne1, relearch on 
and deve1op.ent of lu1.table 
enersy sources, and pilot 
project I to telt new methods 
of energy production; (b) 
facilitative of seo1ogiea1 and 
geophysical lurvey work to 
locate potential oil, natural 
sal, end coal relerves and to 
encourase exploration for 
potential oil, natural ga8, 
and coal res~rvel; and (c) a 
cooperative program in energy 
production and conlervation 
through relearch and 
deve1op.ent and ule of small 
8ca1e, decentralized, rene~ 

&b1e energy soureel for rurs1 
areal; 

(ii) te~hnical cooperation 
and development, especially 
with U.S. private and volun­
tary or regional and 
international development, 
organizations ; 
(111) research into, and 

MIA 

MIA 

MIA 



(8) 

evaluation of, economic 
development proce'8 and 
techn1qu~8; 

(iv) reconetruction after 
natural or manaade disaster; 

(v) for apecial development 
problema, and to enable proper 
utilization of earlier U.S. 
Infraatructure, etc., asais­
tance; 

(vi) for programs of urban 
development, eapecially 8mall 
labor intensive enterprises, 
aarketing aysteae, and financial 
or other institutions to help 
urban poor participate in 
econoaic and aocial development. 

c. [107J ia appropriate 
effort placed on use of 
appropriate technology? 
(relatively 8asller. cost­
laving, labor using 
technologies that are 
gener3l1y aOlt appropriate 
for the aaall farms, small 
bU8inesses, and aaall 
incomes of the poor. 

d. FAA Sec.110 (a). Will 
the recipient country provide 
4t lea.t 25% ~f the coats of 
the program, project, or 
activity with respect to ~hich 

the slsistance.1a to be 
furnished (or haa the better 
cOlt-sharing requirement been 
waived".,,: c:. "relatively least 
dilvelopt c.o11IltryH 

e. PAA Sec.110 (b). Will 
grant capital ~asi8tance be 
dlsbur3ed for project over 
aore than 3 year!~ I: 80, has 
justlflc3t1on J~t13iactory to 
Co~gre~s been ~de, aod 
eifo~t~ fo: oc~~r finBncln~, 

01." 1:1 ':~'! ;:,~cip!.,m1: c'~l1nt:=7 
rtr!l,tiY~ly le~8t d~velopedrtl 

HIA 

MIA 

MIA 

~\
 
~i 



(9) 

f. FAA Sec.28l (b}. Describe
 
e%tent to which pros~am
 

recognizes the particular N/!
 
needs, deaire8, and capacities
 
of the people of the country;
 
utilizes the country's
 
intellectual resources to
 
encourage institutional
 
d~velopm~nt; and suppor.ts
 
civil education and training
 
in skills required for
 
effective participation in
 
governaental processes
 
e••ential to self-government.
 

g. FAA Sec.l22 (b). Doea 
the activity give reasonable N/!
 
pro.ise of contributing to
 
the development of economic
 
resources, or to the increase
 
of productive c@pacitlea and
 
self-sustaining econOMic growth?
 

2.	 Develo .ent Assistance This is an ESP Project 
Criteria Loans Only • 

a. FAA Sec.122 (b).
 
Information and conclusion on N/!
 
capacity of the country to
 
repay the 104n, at a re460n­
~ble rate of intereat.
 

b. p~~ S~c.S20 \0). If No
 
asaiatancf!: is fer. any
 
productive ent~=pr18e which
 
will compet~ with U.S. ~nter-

prise., Is there ~n agree~ent
 

by the recipient CO'lotry to
 
prevent export to the U.S. of
 
more than 20:: of the euter­
prise'a ancu~l ?rcd~ction
 

during tn~ life of the loan?
 



(10) 

a. ~AA Sec.53l (a). Will 
this a8sistance promote 
econosic or political 
stability? To th~ extent 
possible, does it reflect the 
policy directions of FAA 
Section 1021 

b. FAA Sec.531 (c). Will 
assistance under this chapter 
be used for military, or 
paramilitary activitiea1 

Yes, the Project will improve 
accessibility,to contracep­
tives, con~ribute to the 
reduction of the population 
growth rate, and thereby 
facilitate ~he achievement 
of the GOP's; 'relopaent 
goals as the' ~~late to 
economic and p~'ttlcal 

stability. 

No 
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GOP LETTER OF REQUEST MINISTRY OF fiNANCE AND 
FOR ASSISTANCE ECONOMIC AFFAIRS 

(ECONOMIC AFFAIRS DIVISION) 

r.,eg.... : ECONOMIC 
Tel.. ; ECOIV No. OMM 

~,CiNEBAL,
 

Rlcne:~06:l9
 

stWB:'1'1- s:x::IAL ~G OF ~ PIWEX:'r(39l-()484). 

Dear Mr. Lial, 

Ita part of our two ~tls ~t Q1 a aix-year 

$ 1.~5 blllial eccnanic assistance progt'SI, the Q:Mu:nImt of Pakiatan 

focnally requests fmn U.S.AIDI Pakistan belty millial a:>llars 

(U.S.$ .lO,OOO,OOO) in tnited States assistance to f\ni a SOCial 

Mu:k.eting of CcIltraceptives Project. 

f\:IldS provided by A.I.D. the project will be used to procute 

technical advisoly assistance, training, CXJlIIX:XIit.ie8 and privata sector 

aetVioes teqUired, aI'lDll1 other th..ings to: 

1.	 ~t the efforts of the public sector ~atial 

we.lfarlt Program to provide ccnt.raeeptive se.rvices to 

the public. 

2.	 increase ccntraceptive IJlio19El by expandinq the availability 

of CDltraceptives throJgh the private 8eCtOr. 

3.	 utilize the CXJ'lSiderable strenqtha of the pakistllni 

private sector in diatriliutinq ~ ~9 <Dltraceptivea 

in tetail 00t.1.ets. 

4.	 aeate, sURJOrt and strengthen sociallllAl:ketinq experience 

in Pakiatan. 

5.	 s\JRlOrt the preparatim of madceting plans ...nich take 

into account varioos marlc.et asse&SIlB'lta of c:cns\lller, 

trade and prcduoe variables. 

6.	 slJR:Ort the distrJ..butial of PIl)Ject products th.rough 

the dtlvel.op~t and usc of imaginative and appropriate 

oontd•••••pII. 
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'lh9 GOlJeInlle1t of Pakistan assw:es the thited States of 

its full ccx:peration in canying mt the Social MaI:keting of 

o:ntraceptives Project. 'Ihe personnel, financial and either i.np.1ts 

~ired of us will be provided with Federal sUR?Ort in an 

expeditious manner. Cl'lCe the Project Aqreenelt .is signed, A.I.D. 

is hereby aut~rised to pr.ooeed, with obtaining marlceti.ng services 

fran pakistan I s private sector t1mJugh the Pqru.l.ation welfare 

Division, procure o:::ntJ:aceptives, lCJ'lq-tel:m techrl.1c;a1 assistance, 

and to c::amUt and disburse funds as neoassary to carry cut these 

initially ilq:crtant pmject activities. 

we leek fonJard to a c:a1tinued effort by both our 

Govexnltents to inplesrent a pJ:Oductive and beneficial P:t09tau for 

the pF.q)le of Pakistan. 

(Ejaz A.Naik) 

or. D::nor M. J:.ia\, 
t:.L""':.'Cwr, 
mAlt\! P.aiWtan 
Islam.3bad• ...­

(\y
 
I 



AID to.l'O-.II·'. 'ROJ ECT DESIQI SUIIAlY 
LOGICAL fRAMEWORI 

P,oloct Tlllo & N....... _-,S:.:OC:.::..:.;IAl=-.:.:MA:..;;R~K:.=E..:..T::.:ING=-CF=:...-=C;:;lII::.T:..:.RA::..:.::.CE::;P,-,T:.:I;.;YE;:::S::....:.PR:.;:OJ=E;:.CT=-- _
 

08JfCTlVElY vERIFIABlE INDICATORS MEANS Of Yflll'lCAlION ~TANT ASSUWTKItS
 
p,.... _ Soc.. Gael: 1\e ........ oIojoclhro"
 A ""I 1 : 
""Iell ",....iocl c_l~o.: 

t. A reduction of the rite of IlItlONI I. o.cemla~ census 
populltlon IncnHse to less than the 

2. C'lIltrlcepthe prewalence surYl)'S. 
curr~t ~stt_te of 2.91 by th~ ~d- To reJuc~ th~ rate of natiONI population An Increasing nulllber of Plkistanl coupl~sof the Project. 3. Ilrth and de.tIl retfstration (vIllIIncrelS~. of chlld-belring Ig8 will practice effec

IlItlstfcs). ttve contraceptfon. 
to less than the pres~t level of 

2. A reduction of the crude birth rate 
4. Other survey datI. 

41 per 1000 by the ~d of the Project. 

e-4ltl... ...., .111 1n4ie-te,.,.... h.. ~
 

",,1...-4: W of ....oct ..."'••
 
-'To promote fa.II, planning .nd Incr~se
 I. An increul in the quantfty orout­ I. Market asse,.-Atl.

contr.ceptive us.ge by expanding tte I. The project will be all owed to deye I op andlets offering affordable contrlcep­ Z. The Drojectl .llIge-.t InforMtlon
.vailability of contrlceptlves through i~leMent Its own .rk~tlng strategies for 
the private sector. 

ttves. Iystnt _Ich _Hors flows of contra­
effectlv~ comp~tition In the ..rket plac~. 

butlon of such outlets. 
2. An expans ion In the geographic dtstrl ­ ceptives. 

l. Contraceptlye prevalence surveys. 2. The projec~ ",fll be able to expand froal a
l. Incre.sed outl~ts have ad~uate 4. Contrlceptlve sal~s slltlstlcs. regional to • nation.1 scope. supplies of contrac~ptlves. S. Project evaluaUons. 

3. AID succeeds In proylding suffIcient and4. An Incr~.s~ In contrac~ptlv~ sales. 
tlaely d~liverles of contraceptives. 

lence. 
S. An Incr~.se In contraceptive pr~Ya­

6. User Ind potentl.1 user population " nr_~ t_r ......_~~ .. ,,,. 
.....1........ 0..,.,.: -tfyes.
n......: A......I... f. ochl.."" -,.rI.:

I. Market ISSeSSRI1ts. 
" PJcka~ed contr.ceptlves .wlilable for Conditions Indlc.tlng Outputs hiye ~e~ 2. Sales reports and revenues recelwH. I. Non-prescription sal~ of contraceptlyes ",illsale In ret411 outlets. real fz~d: 3. Malllgntent Infot"Ntion systnt dall. continue to b~ allowed at rellil outlets.2. Pr motional activities for the contra­ 4. Project financial state.ents.1. Project contraceptlyes are being sold cE-.,tive preducts. 2. Th~re will b~ no additlon.l prohibitlnns onS. Monitoring of retiHer feed-blck.In retail outl~ts.3. A distrlb~:!on syst~ functioning to the adyertlsing of contrac~ptiYes .nd sa-e 6. SHe YIsHs. 2. Cons~rs and g~~rll populace areMOve the contraceptives through whole­ relax.tion of such prohibitions "'III be forU1. Mld-te~ and end-of-proJect evaluations. a.. r~ of br.nd naRS. product i_ge.

~Iers to retail outlets. ca.lng during project llf~. 
l. R~lI f1 outlets 9S l1y and regularly4. A private s~tor fi~ with experience 3. The sale of subsidized contraceptives In theable to obll In the contrlceptfves.In Nnaglng the soct.1 uritdin\l OC ca.en:tal sector contlnu~s to b~ allowed.4. AYlilabllft, of _net uses.-ntcontraceptives.
 

(contlnueci)
 r~sul ts. (continued) (continued 

1..I_NtI.. T..... (T,...,4 e.-tltrJ A.....I .." ......"'41... ,""".:...,.,ta: (all AID fun~ed)
 

Conditions IndiCiting Achieve.ent of
 1. Th~ project design Is approved .nd an 
Inputl: .g.....nt signed. 

2. funds continue to be aYailabl~ as planned. I. Technlc.1 asslstanc~ in socl.l 1. Resident advisor in piles. I. U.S.A.I.D. records. 
III'lrketlng IIInagellllflt. 3. A suilible resident advisor is found and a

Z. COo-:ldlties In the fo'" of contrl ­ 2. C~ltles purchases, shipped a"d 2. Fi,.. _1lIv-nt records. contract successfully negoti.t~d. 
c~ptlves. pri..rll,. and sa.e others. recelyed. 

4. A suitably qualified private sector fi,.. canl. local costs for Ir-ple.enlilion. 3. funds for IOCII costs "disbursed. 3. GOP records. 
" be recnllted and contract~d.4. Training of sa. Malllg_t sllff " 4. fundi for tratnlng disbursed. 

~~ .... 

Best Available Docu~en~ 
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LOGICAL FRAMEWORK (Sheet No.2 Continued) 

ria rrd t i ve SUnlJl.l ry	 Objectively Verifiable Indicators Means of Verification Important Assumptions 

Proje~t Outputs: 

5.	 A liiJnagement informa­
t ion and inventory 
r.::t!(wting system 
.-~~ik I.ioning. 

6.	 ;~ I da~t J SseS:imen ts 
(. uJfl~"1 t: te. 

Conditions Indicating Outputs 
nave been realized: 

5.	 The social marketing process 
launched dnd functioning. 

6.	 Appropriate individuals com­
pleted training. 

To	 achieve outputs: 

4.	 The selected private 
sector firm can 
successfully ass imilitte 
social marketing princi­
ples and management. 
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D£ ~JF3IL #2030/01 ~31 **
 
ZNR UUUUU ZZH CLASS': UNCLASSIFIED
 
o 311104~ JA~ 34 CHRGE: AID l/~I/e4
 
FM A~E~3ASSY ISLA~ABAD APP~V: DI?:DMLION
 
TO SECSTA~~ ~AS~CC I~MECIATE 1943 DRFTD: PDM : SFAZ1L : MF
 
BT CLEAH: 1.~¥N:RJA~SEN/CDAVI 

~NCLAS ISLAHABAD a2~30 DISTR: AMB DeM 'F.C O:~ 
(A I D-12) 

A!I')AC OFFrr:I.",1.. F'lLE
 
FOR ASIA/PO - PAT MATHiSON ?1)/1
 

E.0.12356 N/A
 
SUBJECT: 5::>OIAL '1ARI(!TING OF CONTRACEPTIVES ~tIG)_
 
P~OJECT (391-3484): DRAFT CONGRESSIONAL NOTIFICATION
 
(C N) 

1. S~M~AR!: THIS CABLE T~A~SMITS DRAFT LANGUAGE FOq

CONGRESSIONAL NOTIFICATION '~HICH TEX ~ISSION ~0ULD
 
APPRZCIATE YOUR ¥ROCFSSING ASAP AND NOTIFYING US
 
jHEN T~E 15-DA!'~AITING PERIOD EXPIRES. ~ND SUMMARl.
 

2. DRAFT ON LANGUAGE FOLLO~S: 

A. ACTIVITY DA1A SH~ET: 

CO U:-JT R[: PAi~ IS'!' A~ 

TITLF: SOCIAL MAR~ETING OF CONTRACEPTIVES 
NU ME~'R: 391-0484 
NE~ GRANT FUNDS: ESF 
PRIOR REFERE~CE: NONE 
PROPOSED OBLIGATION: F! - 5,5a~,~00 

LOP - 20,e~~,0~0 

INITIAL OBLIGATIO~: iT 84 
ESTIMATED FINAL OSLIGATION: FY 87 
ESTIMATED COMPLFTIO~ DATE OF PROJECT: DECEM FER 1~39 

3. ~ARRATIVE IS AS FOLLO~~: 

p~RPC3r: TO INCRBASE CONTRACEPTIVE USAGE BY P~O~OTING 
FAMILY ?LA~~ING AND ElFANDING THE AVAILA3ILITY OF 
CO~I'lRACE?'IIVES THf<OUGH THY. PRIVATE SECTO;t. 
B~CKCRC~ND: THE DEMOGRAPHIC CHANGES I~ PA~ISiAN SINCE 
THE TUR~ OF THE :ENTURY CH~RACTEHIZE ~OST LO~-INCOME 
C0UNl' RIE S. TIl F. L~ 'I EL .0 F M0 itTIH I 'I' '{ H.~ S D~~ CLIN ED B'{ 
MOR~ TH~N HALF ~HllE FBRTILITY HAS REMAINED RiLATIV~LY 
U~CHANGED AT VEUY HIGH LEVELS, RESULTING IN A CJNTrNU~D 

HIGH PCPULATION GROJrH RAT~ OF APPROXIMAT~Lf 3 PYRCBNT 
PER YEAR, THE IHGHEST 1'1 ASI~. THrs T~rNIi r,'1PO~ES AN 
ENORMOUS BURD~~ ON PAKIS!A~'S ECONOMY AND DF1fLOPM~NT 
El'FO!lTS. A',~ARE THA'r INCR:;ASEO PO?ULATIO;'J GRO'nll 
RE?RESENTS A SERIOUS nEVKLCP~ENT CONSTRAI~T, THE 
GOVERNMENT OF PArISTA~ DEVELOPED A ?OPJLATIO~ ~~LFAHE 
n.A,~ ~'oJR T:,f, PF.HIOJ 1930 - 1:;3~ \.. ~r.:p. CIILLf.0 FO:i II' 
SJCIAL ~A~~ETr~G OF CO~TqACEPTIVES ?ROGRA~ ~a 
c,:m?LE:1E~IT THE DISTRI:'lJTIO~1 0? CONTitACS?1'IVFS rFitO'.JGH 

• •• '... I fl' ", t.' ~l ~" 



1 UNCL ',ll'lED ISLAMAbAD 02~30 

GCVEllNf-1}iNT UPERATED CLINICS. T~F:SIX'l'H l:'IVE-'(T~At\ (J~,~!IJ 
(193~-1988) l~CLUnES A SCCIAL MAR~ETINC PROGRAM. T~~ 
GOP RECOGNIZES THAT TO ,;CHIEVE THE GOAl, OF RiDl1CED 
PO?~JLATIO~1 Gi\O'i:TH nATE, ~F:: ',rr.L-DEVEL01>ED ·pt\Kr:::TANI 
COMM sn cr AL ,. A~ :~rlT HIG SYSTBM S lWU LD BE UT ILL Zim 'f'O 
CIST~I?UT:': CCNT!1ACEPTI\'E8 "ND :1A1':E THEM MORE WIDELY 
AVAILABLE TO THE GENERAL POPUL,ICE. . 

PROJECT DESCRIPTrC~: THE P~OP~SED PROJECT CONSISTS 
O~ A DCLS 2~ ~ILLIO~ ESF GRANT OVER A P1RIOD OF 5P~D 
CNE-:!ALF YEARS TO FINANCE THE ESTA3trSHI1f,NT· O}' A 
SOtI~L MARKETING PROG~A~ FOR CONT~ACEPTIVES IN 
PAKISTA~. THE PROJECT ~ILL EE CARRIED OUT ~y AN 
EXISTING, ?AKIS!A~I. p~rVATB SECTOR ~AR~FTING rrqM 
FUNDED THROUGH A HOST COUNTRY CONTRACT. THE PROJECT 
WILL FI'JANCE: II) TBCH,'1ICAL ASSIST.~NCE; (2) COr.TRACRP­
!IVES A~D OTHER ~QUIPMENT REqUIRED FOR THE PROGRAM; 
(3) A MAJOR PORTIO~ OF THE LOCAL COSTS RE~UIRED TO 
IMPL~ME~T T]E PROG3A~, rNCLrrDING THE COSTS OF MANAGE­
MENT. PRODUCT FROMOTION, PRINTI~G, PAC~AGI~&, ANC 
M~.RK~T I~JG ASSESS'1ENTS; ANi), (4) SHORT-TERM TRA I NI NG 
FOR SELECTED M~MBSRS OF THg MARKETING FIRM AND 
GOVERNMENT OFFICIALS. 

THE'?ROGRA~~AIMS TO: INCREASE TFE USE OF C0NTRACEP~ 
TIVES. SPECIFICALLY CONDOM3 A~D ORALS. A'10NG MARR!~D 
COUPLES OF FER1ILE AGE (MerA) 4eo DO NOT USE NOR HAVE 
ACCE~S TO GO~ERNME~T FAHIL{ WELFARr CLINICS. THIS 
HILL fE ACCOMPLISHFoD BY ~A~ING An~QUATE SUPPLI~S OF 
CON'r~ACi:PTrVES U.SILY J\IW REGULARLY AVAILABLE I'J 
THCUSA~DS OF ~ETAIL OUTLETS IN PA!ISTA~'S ElTEVSIVE 
CO~M~HCI'L MARlETrN~ ~E1~O~~. A NJMBErl OF ASSESSMFNT 
ACTIVITIES ARE PLANNED ~HICH ~ILL ENABLE AID~ THE 
GOP AND THE S~LECTED FIRM TO CLOSELY MONITOR PROGRAM 
PROGRESS. THESE INCLUDE MARKET ASSESS~F.NTS, CO~TRACEP­

TIVE PREV~LE~CE SURVEYS, A MANAGEMENT INFORMATION 
SYST!M. A PRE-NATro~~rDI LAUN:H EVALU~TION, AND THUBR 
CCMP~EHENSIVE EXTERNAL ?ROJ~CT EifALJATIONS. Hf THE 
END Of ':EE PROJECT, IT IS F.XPECTEJ THAT THl Pt{OGRA~ 
JiILL GE~E~HT1': SU}'FIcn:NT ; EVENJES TO CO~!i:R Mosr It' 'JOT 
ALL O~ THE OPERATING COSTS OF TH~ PROGRAM, iITH THE 
EXCErTIO~ OF :ONTRACt?TIVES. 
ElI 
#203~ 
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FOR RSIA!P~ - PAi ~ATHESON 

:;.0.1~3=5 'J ,')\
 
SUBJECT: SOCIAL MARIITI~G or ClNTRACEPTIV~S (SMe)
 

RELATIONSHIP OF ?ROJECT TO A.I.D. COUNTay STRATiGi: IF 
THE TRIND IN PAKISTAN'S POPULATION GRO~TR KATE IS 
S~STAINED, THE 1934 PO?ULATION OF ARoaND 90 ~ILLIO~ 
',e'OULD DOUELE I:~ 23 YEARS. SJell A POPULATION GRO~~TII 
WOUL!) 1M PC~ F. .E "JOll.~'Ol1 spun D}:NS ON TH E COON TR Y. H' 
WOULD ~RAVELI IMPEDE PA~I5TA~'S ABILITf TO AC~IlV~ 
FOOD SELF-SUFFICIENCY AND TO PROVIDE ADl!:~1JA'rE 
TRANSPORTATIO~, ~ATER, HEALTH CARE, ECUCATION, AND 
ENERGY FOR ITS PEOPLE. RECOGNIZING THE SERIOUSNESS OF 
THE ?O.t?ULATIOi'l P:{O~tE~' }~XISTING IN PAl(ISTAj~, A.Ion. 
HAS PLACED THE SUPPO:i1' OF POPULATION ACTIVITIES IN 
PAKISTAN AS O~l OF ITS HIGHEST DEVELOPM~NT PHIOHITIE~ 
SINC~ POPULATION IS INF.VITAtL¥ LINKED ~ITH OTHE~ 
SECTORS IN THE DEVELCPMENT PROCESS. TO FURTHER 
PROMOTE A REDUCTION IN TP~ POPULATIO~ GHOWT~ RATE, 
ITIS CON 5IDERED E5SEN TI AL T:) INV0TJ VET H:~f. f' R1VATE 
SECTOR I~ POPULATIO~ AC'TIVITIES SPECIFICALLY THllOUr.H 
THIS P~OJECT. CLEARL{,· ANi GAINS MADE IN AGqICULTURE, 
H~ALTH. NUTRITION, ',:A'l'f,R SUPPLY, E~EHGY .~ND O'rH.I!:R 
SECTORS ~IILL BE MI~IMrZED IF THE RAPID POPULATION 
GRO~~H RATE CO~TINUES. AS PART OF A.I.D.'S OV~RAtl 
DEVEtO?~!NT STRATEGY TO STABILIZE ~ND DEVELO~' 

P'It< I 3T AN' S ECO~OM t AND IM?R O'IE Tni'": ~tJ ALI TY OF LI:FE 
OF I'TS PEOPLE, IT IS THEREFORE ESSENTI/.L THAT A.I .0. 
ASSIST PA~ISTAN IN TAC~1I~G ON~ OF ITS MOST PRESSING 
PROEL~MS, !~CESSIVE POPULATION GROWTH. THIS PROJECT 
IS PART OF A.I.D.'S TWO-PRO~GED APPROACH TO PA,IST~N'S 
POPULATION ~ELFAR~ PLANNING PROJECT. THESE T~O PROJECTS 
TOGETHER CONSTITUTE A.I.D.'S SUPPORT OF THE GOVERNMENT 
OF PAKISTAN'S FAMILr PLA~NING pnOGRAM. 

BENEFICIARIES: THE DIRECT PE~~FICIARIES OF THIS PROJECT 
~ILL INCLUDE THE ~ILLIONS cr COUPLES IN THE FERTILE 
AGE CROUP, INCLUDING LOW-I~COME fAMILIES, ~HO ~ILL 

HAVE ~R!ATER ACCESS TO ~UALITr CONT~ACEPTIVES AND iHO 
DO ~OT USE NOR HAVE ACCESS TO GOVERNMENT FAMILY 
~ELFARE CLINICS. THE PRIVATF. SECTOR WILL ALS~ B~~FFrT 
BY TPB I~VOLVEMFNT or MANY COMMERCIAL ORGANIZATIONS 
I~ ~RI~TING, PAC~ACING, DISTRIBUTION, ADVERTISING AND 
raCMOTION, AND MAR~ET RISE~RCH. ~HOLESALERS AND 
RETAILERS ~HO PARTI~IPATF IN THIS P~OCRA~ iILL ALSO 
EENEFIT. cr3TAI~ ~TArF OF THE SELECTED FIRM ~ILL 
BENEfIT FROM S~ORT-TEHM TRAI~ING IN SOCIAL MARKETING 
MANAGEMENT. MORE PROADLf, A CONTRIBUTION TO TH~ GOP'S 
E?FOaTS TO REDUCE THE COUNTRylS RATE or POPULATICN 
GROWTH ~AY BE ON~ OF rHE ~OST VALJA~LE OF A.I.D.'S 
ASSISTANCE AC~IVITIES I~ PAKISTAN ~ZCAJSE OF TH~ 

I~?O~TANCS or SUCH AN OUTCOMF TO NAcrONAL ECONOMIC 
~20~TH. DEVELOPMENT A~n STABILITf. 
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HOST CO:r:-JTRl AND OTin:~ DO~;ORS: THE GOVER~~ENT QF 
PAKI5TA~ ~ILL 3E CO:-JTRIB~TI~G FUNDS TO COVER THE COSTS 
OF A ~OCIAL MA~<ETI~G C~LL IN THE POPULATION ~EtiARE 
DIVISION \ND THE SCSTS Of THE S~RVICjS OF I~S JEN~HAL· 
CONS:JLTANT, THE ~ATIONAL DEV'r.Lt.L"1E,'JT FI~ANCE COrlPORA-. 
TION. OTHER DONORS ARB NOT CON'dUBUTING TO THE FUtmING 
OF· 'IHIS PROJECT. NEVERTHF.LF.SS, THE GOP AND OTHER 
DONORS ARE PROVIDING VERt SUBSTANTIAL RESOURCES TO 
OTHER CO~PO~ENtS OJ THE GOP'S TOTAL POPULATION EFFO~T. 
DUE TO A.I.n.'S ABlLITf TO PROVIDE THE SUBSTANTIAL 
SUFPLY O! CONTRACEPTIVE COMMODITIES ~Er.DED IN THIS 
PROJECT AN~ !ECAUS~ OF A.I.D.'S BROAD EXPERIENC~ IN 
ASSISTI~G SOCIAL MA~K~TING PROJ3CTS IN OTHEH COUNfRIES, 
A.I.D. IS TnE ~OST APPROPRIATE 
PROJECT l~ PA~ISTAN. 

DONOR TO SUPPORT THIS 

MAJ 0:( CUT?UTS: 

ESTABLIRHM~NT OF AN 
MAR~~TI~G NET~QRK 

EFFECTIVE SOCIAL 
1 

EVALUATIONS, MAR~ET ASSESSMF.NTS, 
MANAGEMENT INfORMATION SYSTEM 1 

INCREASE OF R~TAIL SALES OUTL~TS 
CONTRACE?TIVES fROM AN ESTIMATED 
~7 ,iM0 TO 54:, 0aC3 
PIECES OF CONDOMS DrSTRIRU~ED 

FOR 

54,~00 

1 ~~2 , rJ0~ ,00'" 

CYCLES OF O~ALS DISTRIBUTED 9,~~0,000 

PROVrSION OF 
BT 

#20'.313 

A MINI~~M NUMBER OF 

NNNN 
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AI DAC 

FOR ASIA/PD - PAT ~ATHEeON 

E.0.12356 N/ A
 
SUEJECT: SOCIAL MAR~~TING OF C(NTRACEPTIVES (SMC)
 

COUPLE YEARS Of paOTECTION (CYP) 1,90et,00~ 

MINIMUM ~UMBER OF EIRTHS AVERTED 

TRAINED PROGRAM PERSONNEL 5 
A.I.D. FINANCED INPUTS LIn: OF PROJoEC'r 

(DOLS 000) 

TECHNICAL ASSISTANCE 1 r 075 

TRAINING 40 

COMMODITIES 

EVALUATIO,\~ 

OTHZR COSTS CONSISTING OF PRINTING/

PACKAGING, SOCIAL MARK~TINC UNIT
 
OPERATIONS, MAR~rT ASSESS~ENrS,
 
?ROtUCT PROMOTION 5,53"
 

CONTIN'}ENCY 455 

TOTAL 

U.s. FINANCING: 

PROPOSZD FY 84 OBLIGATIO~S 5, 5th' ,000 

FUTURE YEAR OBLIGATIONS 

!;S ~'IMATEoD TOT AI, 

PRINCIP'L CONTRACTORS OR AGZNCY: U.s. CON1RACTOnS AND 
?AKISTA~I PRIVATE SBCTOR FIHMS SELECTED IN ACCOHDANC~ 
~ITH A.I.D~ CO~PETITI~l P~OCJREMENT P~OCEDURES. HINTON
BT . 
N2et30 

NNNN 
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D1W"1' PR.OJ!CT DESCRIPTION Fa! INCLUSION IN PltOJECT AGR.!!M!NT 

Th1a five y.ar .20 a111iou project ia d.ailDed to e.tabli.h a 

aocial aarketins prograa for contraceptives in Pakistan in order to help 

reduce the rate of population increaae. Redue1ns the level of fertility 

in Paki.tan ia a priority for both the Gove~nt of Pakiatan (GOP) and 

A.I.D. Th. GOP'a Sisth Five Year Plan baa aet aa a tar.et to reduce'the 

population growth rate to 2.6 percent by 1988. 

The S!'8cif1c purpo.e of the A.I.D. project 18 to prOllOte faaily 

planning and increa.e contraceptive u.ase by expanding the availability 

of contraceptivea throuah the private .ector. To do ao. the project 

e.tabliah. a functionins aocia1 marketing program for contraceptive•• 

The coaponeDt. of .uch • program include: a contract with a private 

.ector fira which ..nase. the loci.l marketins effort; .n adequate .upply 

of contraceptive.; the proaotion of contraceptive product.; the 

dl8tribution and aale. of contraceptives; and. II&rket nt. on 

contraceptive product. and u.er•• 

By the end of thi, project, the loeial marketina of contraceptives 

"ill be well e.tabll8bed .nd nationwide. There will be a I1p1ficant 

incresae in the quantity of retail outleta offering contraceptives for 



ANNEX F-2·· Page 2 

.a1e. Adequate lupp1iel of contraceptives will be regularly and easily 

available to these retail outletl. Through a management 1ntoraation 

system and other records, inventory distribution and .ale8 (produce-use) 

information will be readily available and ..intained. Market asse••aentl 

will be of high quality, t!aely and used to help uke decil1on. re.ardil1l 

the .ocial marketina Project. 

To achieve the.e objectives, the A.I.D. project will: (1) provide 

techD1cal advi.ory al.i.tance in .ocial marketins; (2) .upply the 

contraceptive. and loae other cOMaoditie. required for the project; (3) 

finance the local COlt. for !apl_entil1l the Project; and, (4) will 

provide .hort-tera train1n. for lelected aember. of the GOP and the 

private .ector fira'. manaseaent concerned with the Project. 

The Project'. iapleaentation will be accomplished through a ho.t­

country contract with a private .ector fira. The Fira will prepare AnDual 

Marketins Plana and ..y sub-contract with other private-.ector fira8, a. 

nece••cry, to a••i.t in the preparation of the.e Plan.. A Social 

Marketins ot Contraceptive. (SHC) Advisory Board il expected to review 

and ~pprove the Karketina Plan. and once app~oved, the Fira will ezecute 
I 

each plan. A.I.D., ley GOP cfficials, and private .ector intere.tl will 

be represented on the Advi.ory Board a. orisinally c0D8titut.d or a. 

later modified. 

The Pira will have full autonollY in the preparation of Marketins 

Plan.. After Plana have been approved by the SHe Advi.ory Board, the 

Fira will have full operational autonollY in the day-to-day implementation 

,: \ 1i , 

I I 
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of thi. Plan. r.pleaentation of the Plan. i. ezpected to involve 

additional lub-contract. with other private-.ector firas for such 

servicel .a market •••e.laeuta, packalinl, and product pro-atiou. 

A loq tens, Relident Advisor vill be contracted for by A.I.D. 

under the Project who i. an espert in the .ocial aarketina of 

coutracep~ivee and who has espedence in iaple..nt11l1 aiaUar prolrue in 

other countries. The ae.ident Advilor will proTide adTice and esparti.e 

to the SHC Adviaory Board, the GOP, A.I.D. and the rira. It il probable 

that the Resident Advi.or will work closely with the P11'11. 

All commodities vill be procured by A.I.D. Contraceptive 

commodities will be procured throulh A.I.D.'. central procur..ent proc•••• 
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CONTlUBUTOR.S TO THE PROJECT PAPER. 

A.I.D. AND OTHER. USG 

Mr. M. Hafiz Ahmad 
Mr. John Blackton 
Dr. Cornelia E. Davis 
Ma. Shahida Fazi1 
Dr. Willi.. R. Jau.aen 
Dr. Donor H. Lion 
Dr. Linda N. Lion 
Mr. Edward Muu.iak 
Mr. Robert Pratt 
Ma. VirllD.1a Sewell 
Mr. Maaud A. Siddiqi 
Mr. Stephen J. Spielaan 
Hr. Jir.d.e Stone 
Hr. Eusene J. Szepeay
Hr. M. A. Wasey 

CONSULTANTS 

Mr. John Daviea 
Ma. Shabla Kaua.ari 
Mr. Terry Louis 
Ha. Susan Saunders 

GOVERNMENT OP PAKISTAN 

Dr. Attiya Inayatullah 
Mr. M.A. Kareea Iqbal 
Mr. S. It. Mahaud 

Mr. Matlbub ,'Julad 
Mr. Khan Ahmed Goraya 
Mr. S. Abid Hussain Kazm1 
Dr. Khalil Siddiqui 

PM 
no 
HPM 
PDH 
HPM 
Director 
PDH 
ASIAITR. 
ASIA/AID/W 
HPM 
lPorur) no 
JlLA 
Deputy Director 
PaO 
UrN 

SM Manalellent. Honolulu. Hawaii 
SM International. London. EllIlaDd 
SH Con8Ultant. Sri LaDka 
Triton Corporation. USA 

Advisor 
Secretary. PWD 
(Por.er) Additional Secretary.
PWD ' 
Joint Secretary. PWD 
Director General. PWD 
Director. PWD 
Director. Pop Dev. Center 

NATIONAL DBVELOPMENT PINANCB CORPORATION 

Mr. Zafar Iqbal Chaiman 
Syed Ghul.. Abba. Le.a1 Advisor 
Mr. S. S. Shamai Senior Vice President Marketing 

PAMILY PLANNING ASSOCIATION OP PAXISTAH (PPAP) 

BelUll SuraYYIl Jabeen Executive Director 

.
 
C\ \f' 



Anno H
 
Page 1 of 3 page.
 

VEHICLE WAIVER REQUEST 

ACTION MEMORANDUM FOR THE MISSION DIRECTOR 

Subject:	 Source/Origin/Nationality Vehicle Procurement Waiver for Social 
Marketing of Contraceptives (391-0484) 

I. PR.OBLEM: 

You are beiul requested to waive the requirements of Section 636(i) 
of the Foreign A8sistance Act and to waive source/or11!n/uationality 
requirements from AID Geographic Code 000 (US only) to AID Geographic 
Code 935 (Special Free World). 

II. Background: 

A. Cooperating Country:	 Paki.tan 

B. Authorizinl Docuaent:	 Project Authorization 

c.	 Project: Social Marketing of
 
Contraceptives 391-0484
 

D. Geographic Code of Project:	 000 and Pakistan 

E.	 Importer of Commodity: USAID/Pak1lJtan on behalf of the 
Population Welfare Division,
Government of Pakistan 

r.	 Deacription of Commodity: (1) Right hand drive Station 
Wagon, Pour Cylinder Gasoline 
Engine, Ai~onditiouing for an 
eatiwated $5,200. 

G. Mature of Pundinl:	 ESP Grant 

E. Procurement Source:	 Japan 

III. Discussion and Justification: 

The primary purpose of the Social Marketing of Contraceptives 
Project is to promote family planning and increase contraceptive usage by 
espandinl the availability of contraceptives through the private lector. 
To do so, the project establishes a functioning Bocial marketing program 
for contraceptives. The components of such a program include: a contract 

(\ \
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with a private sector firm which manages the Bocial marketing effort; an 
adequate lupp1y of contraceptives; the promotion of contraceptive 
products; the distribution and salel of contraceptives; and market 
assessments on contraceptive products and uses. 

Under this project AID will finance the services of a long-tera Technical 
Advisor on social marketing and at l~aat 2 Pakistani marketing 
specialists and a1ao provide other US short-tera technical assistance 
over the five year life of the project. 

Project activitiel require extensive visits, to both urban and rural 
areas, by the AID financed advisor and other consu1tanta t~ various 
private sector firma to carry out their aS8ignments. Theae include 
introducing contraceptive productB to the private sector firms, mar~~t 

assessmenta and marketing techniques and the sale of the producta throulh 
retail outleta of distributors. In light of the extenaive required field 
viaita a vehicle 1a required to transport the long-tera expatriate 
adviaor and other project personnel. 

The required vehicles must have right hand drive, a critically important 
8afety factor in Pakistan where traffic movea on the left hand side of 
the road. Air-conditioning 1. also required because of the extreme 
teaperatures which are experienced Beveral sonths of the year, especially 
in Karachi and outlying areas of the Sind province. A Station Wagon ia 
required for U8e by the long-term Advisor and Pakistani counterparts, aa 
it containa auffic1.ent space to carry at least 5 persons comfortably as 
well .a transport project materials. 

IV. Authority: 

Section 636(i) of the Poreign Assistance Act of 1961 requires AID to 
procure a US manufactured vehicle but also providea that the requiraenta 
may be waived under special circumstances. AID Handbook 1, Supplement I, 
Chapter 4C2d(l)(a) describea aome of the special circumstancea which may 
support a waiver, including the "inability of US manufacturera to provid~ 

a particular type of needed vehicle, e.g. right hand drive 
vehicles ••••etc.· Handbook 1, Supplement H, Chapter 4C2d(3) and 
Rede1egation of Authority No. 40.10 delegates to Miaaion Directors 
authority to vaive source/origin/nationality requirements in this 
instance up to a limit. of t50,000. 

V. Certification: 

In approving this ¥aiver request, you will be certifying that 
exclusion of Vrocurement from Free World Countriea other than the 
Co-operating Country and Geographic Code 941 countriea would aeriously 
impede attainment of US foreign policy objectives and the objectives of 
the Pureign A4s1stance Progr&m. 
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VI. RecolIRudllt1on: 

That you approve a waiver of Section 636(1) of the FAA and a 
source/origin/nationality waiver to permit procurement of the required 
vehicles froll AID Geolraphic Code 935 (Special Pree World). 

~~~.~Approved _ 

Diaapproved. __ 

. Date_3_"__ __'2~_tl_g_tf
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UIITED ITATES AGENCY Fill 'ITEIIArIDIAL DEVELOPMEIIT 
MiSSiON TO PAKISTA~ 

Cabl. I UI.AIDPAK t:tIADQUARTlIl. OPf.CI 

IILAMABAD 

THE OlMCTOA. 

USAID!PAKISTAN M!SSION DIRECTOR'S WAIVER FOR A.I.D. 
PAYMENT OF INTERNATIONAL PARTICIPANT TRAVEL COSTS 

A.I.D. Handbook 10, Chapter 15Bl, provides that the cost 
of international travel, including incidental costs 
en route as well as the cost of travel between the 
participant's city and the points of departure and 
return in the participant1s home country, shall be paid
by the host government or other sponsor unless, in the 
case ~f Mission-funded programs, the Mission Director 
has justified and authorized full or partial waivers 
and has· so notified S&T /IT. 

Training and institution-building are important components 
of the S1.625 billion economic assistance program
negotiated between the Governments of the U.S. and 
Pakistan. USAID/Pakistan's experience, however, has 
been that the Government of Pakistan (GOP), due to 
serious foreign exchange and budgetary constraints, has 
been historically unaple to fund international travel 
costs for short-term training programs. The consequence 
has been that Pakistani participants have, on numerous 
occasions, been denied w~rtbwhile and much needed training, 
inhibitblg the achievernen~ of project targets • 

.. 
I have caref.ully reviewed the advisability of requiring 
full GOP funding for travel costs for participant training 
of one year or less and the alternative of funding such 
travel with grant and loan funds provided through 
USAID/Pakistan to the GOP. Recognizing the objectives
of Many of·our projects and the fact that project success 
will be enhanced by encouragin~ opportunities for short­
term training, I have determined that it would be 
prejudicial to U.S. interests to require that the GOP 
pay the entire international participant travel costs 
for training programs of one year or 1es8. 
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Therefore, on all Mission-funded trainin~ programs up to 
and including one year. USAID/Pakistdn shall be responsible 
for the entire cost of the round-trip economy class air 
ticket and other necessary incidental costs en route. 
Where a PIO/P has been originally written for a program
of one year or less~ but, after the participant has . 
initiated his or her. program, the program is extended 
so that it exceeds one year in total. USAID/Pakistan shall 
also fund the round-trip ticket. The justification for 
funding programs that are extended is to minimize 
administrative problems which are otherwise likely to 
occur. 

On the basis of the above justification and pursuant 
to Handbook 10, Chapter 1581a, I, Donor M. Lion, principal 
officer of the Agency for International Development in 
Pakistan, do hereby waive the requirement .th~t the host 
government fully fund international travel for training 
courses of one year or less and authorize payment with 
USAID/Pakistan loan and grant funds for travel costs as 
,!pecifi~d. above. 

Donor M. Lion 
Director 
USAID/Pakistan 

Date 


