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PROJECT AUTHORIZATION

Name of Country—+Pzkistan Name of Project : Social Marketing
of Contraceptives

Nunber of Project: 391-0484

1. Pursuant to Section 531 of thr. Poreign Assimszanca Act of 1961, as
amended, I hereby authorize the Sowlal Marketing of Contraceptives
Project for the Islamic Republic of Pakistan involving planned
abligations of not to exceed U.S. Dollars Twenty Million (U.S.
$20,000,000) in grant funds over a five (5) year period from the date of
authorization, subject to the avallability of funds in accordance with
the A.I.D, OYB/allotment proc:ss, tc help in financing foreign exchange
and local currency costs for the Project.

2, The Project 1s designed to increase contraceptive usage by
promoting family planning and expanding the availability of
contraceptives through the private gector. Components to be financed by
A.I.D. include: {a) operating coats of the social marketing program; (b)
technical advisory assistance; (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 agreement(s) which may be negotiated and executed by the
officer(s) to whom such authority is delegated in accordance with A.I.D.
regulationa and Delegations of Authority shall be subject to the
following easential terms, covenants and major conditions, together with
such other terms and conditions as A.I.D. may deem appropriate.

a. Source and Qrigin of Goods and Services

Goods and services financed by A,I1.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
4.I.D. under the Project shall, except as A.I.D. may otherwise agree ia

writing, be financed only on flag vessels of the United States and
Paklatan,

b, Covenant as to Operational Autonomy of Firm

The Parties agree to make every reasonable effort to assure
that the f£irm selected to carry out the purpcaes of this Project is
allowed maximum operational autonomy and that, to the extent possible,
this firm is provided the latitude for managing its operations, including
product introduction and marketing, as is the practice in the Pakistan
private sector.
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¢, Coverent as to Comandcation Stratagy

The Grantee shall, no less than every tweive (12) months from
the date of the aigning of this Agreement, review all communication
strategies and policles for this Project in order to assess the maximum
permisaible use of media for the promotion of contracaptive products
under this Prcject. The Grantee shall, no leas than every twelve (12)
monthas from the date of the signlog off this Agriemeat, furnish to A.1.D.,
in form and substance satisfactory to A.I.D., a written report of its
deliberations and review, setting forth therein the permisaible
communication strategies and policies for the promotion of comtraceptive
products under this Project for the nexv twelve moath period.

d. Covenant as to Pre-Launch Evalusation

Prior to the nationwide launch of product diastribution of
contraceptives under this Project, the parties agree to conduct a jolut
evaluation of the parformance and esxperience of the ini+ial, limited
distribution activity under this Project. The Partics agree that, based
on this evaluation and the reviasw by A.I,D. of communication strategies
and policies to be provided to A.I.D. as set forth in Section c. above,
A.I,D. will be naking its determination as to the reasomableness,
desirability and prudence of continued A.I.D. funding of thls Social
Marketing of Contracertivee Project.

e. Covenant as to Project Evaluation

The Partiea agree to establish an evaluation program as part
of this Project, Exc2pt ag the Parties may otherwise agree in writing,
the program will {nclude, during the implementation of the Project and at
one or more points thereaftar:

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

i1, identification and evaluation of problem areas or
constraints which may inhibit such atrainment;

141, aggegsnent of how such information may be used to help
overcome such problems; and,

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



£. Covenant as to Post Training Fmployment

Excapt a2 tie Parties may otherwise agree in writing, tha
Grantee. ancting through ite Population Welfare Division, zhall meke wvery
reasonable effort to require that each person trained under this Project
works in activities ralated to social marketing of contraceptives in
Pakistan for not less than chree times the length of time of his or her
training program provided, however, that in no eventf shall such an
{ndividual be allswed ro werk in social marketing of coantraceptives
activities for less then one year nov he raquired to work ir sacial
marketing of contraceptive activities for more than five years from the
date of that individual's completion of training.

g. Covenant as to Abortion/MR

The Grantee shall not vee any of the assnistance provided by
A,I.D. under this Project for ahortion and/or menstrual regulation ("MR")
related activitlies, including specifically but not limited to,
information, education, lobbying, trainizg or communication programs that
seek to promote abortion and/or MR as a method of family planning.
A.I.D, may, frow time to time, further specify prohihited abortion and/cr
MR related activities by Prcject Implementation Letters.

h. Covenant as to Sterilization

The Grantee shall not use any of tiia aselatance provided by
A.I.D. under this Agreement for any sterilization related activities.

4, The following walvers of A.I.D. regulations are hereby approved: a
waiver of FAA Section 636(1) and a source/origin/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 raqueat in Annex H.

XKoo L.

Donor M. Lion
Mission Director
USAID/Pakistan

3/za/8y
Date
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1, SUMMARY A¥L R IMACHDATIONS

A. Recommendations
1. Funding

It is recommended that an ESF grant of $20 million be
authorized for the Social Marketing of Contraceptives (SMC) 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 this

Project shall have their source and origin in countries included in
A.I.D, Geographic Code Q000 or Pakistan; and,

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

B. Sdmnagz;?roject Description

1. Nature of the Proiject

The proposed nearly six-year A.1.D. Project consists
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 consumer products nationwide. The Firm, which will be
funded umder a host couatry contract, will create a special Social
Marketing of Contraceptives Unit (SMC Unit) to manage Project
activities. In addition to funding appropriate operating coats of the
SMC Unit, A.I.D. will finance all contraceptive commodities required for
the Project, technical assistance (TA), training/orientation,
equipment/supplies, vehicle operating costs, evaluation coets, and other
costs asgociated with marketing such as market research, printing,
packaging and product promotion. Specific objectives of the Project are
to:

a. 1ncrease the number of retail outlets which astock
condoms or oral contraceptivea (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 birtha.
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A combination of market assasements (conductzd by the Firm) and 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 Project. They will be used
extenagively to study and analyze every element which will be communicated
to the public and to develop and refine detailed marketing plana. 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
agcertain 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 senlior Pakistani marketing
manager asslsted by two experienced middle~management supervisors. In
addition to support staff, the SMC 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 SMC 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 SMC Advisory Board to the Firm. Within the Population Welfare
Divislon of the GOP, an SMC Cell will be formed. This Cell will provide
staff functions to the SMC Advisory Board and identify issues for
considerarion by the Board. The SMC Cell will generally coordinate
project activitles and perform regular project monltoring activities for
the GOP. The Resident Advisor will offer expert advice and guldance to
the SMC Advisory Board, the GOP, USAID ond the Firm, Marketing policies
for Project products will be developed wit't the assistance of market
assessments and with guidance by the GOP, USAID, the SMC Advisory Board
and the Resident Advisor. The National Development Finance Corporation
(NDFC) will serve as general consultants to the GOP for SMC activities.

3. Involvement of the Commercial Sector

An effective system for marketing consumer goods
already exists in the Pakistan private 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 program. For example, the majority of the SMC Unit staff will be
drawn from Pakistan's commerclal saector; many aspects of the Marketing
Plans will be developed rfrom the results of market zssessments undertaken
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by highly cozpeteut lsczl mariet research firms; and product packages and
promotionz] 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 1s considered
socially, financially, and economically sound, and administratively and
technically feasgible.

D. Statutory Checklists

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

E. APAC Concerns and Design Guidelines

The PID 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 populaticn'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 II1I.D, Project Components, as well as in Section V, Project
Analyses. '

F. Project Issues

1. Sengitivities to the Marketing of Contraceptives

Cultural and religious sensitivities toward family
planning and the promotion of contraceptive products exist in Pakistan.
These gensitivities are very important in the consideration and design of
a Social Marketing of Contraceptives Project. Nevertheless,
gensitivitias, similar to those found in Pakistan, are not new to the
goclal marketing discipline. Three of the most successful social
marketing of contraceptive projects are operating in Egypt, Bangladesh
and Sri Lanka where cultural or religlicus 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
goclo-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.



2. Product Pricing

Product prices will be set low enough to make them
easlly affordable by the majority of married couples, yet high enough to
convey the image of a quality product in the eyeas of potential
customers. Prices gshould also be high enough to cover all digtribution
costs, namely all costs associated with moving the packaged products from
the Firm to the consumer, using existing distribution networks. Using
these criteria as guildelines, 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"” gocial marketing programs
worldwide, it 13 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 Analysis.

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 commerclal 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 pecople 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 1s 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 Sectiom V.B., Technical Analysis.

Se Available Promotion Media

The increased contraceptive prevalence predicted as a
result of this Project will vequire not only increased distribution of

Project products at affordable 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
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access to maiss melia, particularly radio. Exploring the judicious use of
radio, as 4 applies 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 1s a function of
two different but related considerations: harmonizing profit-making
motivations of the private sector with the marketing of products for
goclal benefits rather than simply monetary gain; and, the need to use
marketing activities which reflect national family planning policies. Im
Pakistan, family planning policies inciude increasing the availability of
and access to contraceptives in order to help decrease population growth
rates. The strategy to implement 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 cnmplement the efforts of the public sector program.
The recognition of the 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 USAID.

Successful SMC Projects in other countries usually provide a strong
commitment to social benefits through a very zarefully designed pricing
structure for their products, namely prices aimed at maximizing sales
volumes. Within this context, the Firm will geek to maximize its
revenues and profits. The pricing structure is usually controlled
through an administrative system which employs a contractor to either set
up 1ts own distribution system or to contract with an existing firm for
the distribution activities only. The contractor is 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, i1s using a slightly different administrative
system in which the GOP will contract directly with an existing
distribution firm to undertake all marketing activities. When using this
approach, the major factor influencing successful implementation will be
the use of s 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 guldance 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 soclal marketing. Another
important contribution to success will be the use of an experienced and
succesaful social marketer of coatraceptives as Resident Advisor
throughout the duration of cthe Project. The Resident Advisor or an
experienced expert obtained on a short-term basis will assist with
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initial market assessments, advise on the orgauization of the SMC Unit in
the Firm, and, assist with strategic planninr, reflected in the Annual
Marketing Plans. These key components are cescrived in Section IIX, 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 firms are prudent with
regpect to packaging, distribution and promotion of their new products,
preferring adequate use of market assessments, surveys and pre~testing to
identlfy and analyze consumers'’ views on acceptabllity. 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 SMC Adviscry Board in providing guidance in the form of
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 sector and timely in the
provision of guidance and decisions.

The importance of market assessments in answering marketing questions and’
in developing the Annual Marketing Plan; the nature of the Annual

Marketing Plan; and, the roles of the GOP, the SMC Advisory Board, and
USAID are described in Section III, 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, USG = GQP 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 agssistance
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.



2. Strategy

The assistance package is one of the strategic
elements of the renewed and expanded 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 1is
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
nilitary-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 basic human needs of its
people. At th~ game time, it is designed to address the country's
foreign exchargc 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 asslstance
relationship, which the U.S. views as important because of Pakistan's
size, poverty, atrateglc location, and other multi-faceted U.S. interests;

b. provide balance of payments support to help
address short and medium-term foreign exchange shortfalls, thereby

reducing development constraints and strengthening the econony;

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

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

e. expand 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 (SMC) Project in Pakistan. The SMC
activity was one of the components of the GOP's Population Welfare Plan
for the period PFY 1980-83 and has also been included in the GOP's Sixth
Five Year Plan covering the period PFY 1983-88.
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B. Demographic Characteriatics

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 less than 20 years, these
factors indicate that high levels of fertility will continue unless the
determinants of fertility are somehow 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 haas remained
relatively unchanged at very high levels. As a result, the rate of
population increase, as of January 1984 of about 3 rzrcent per year, if
maintained, would lead to a doubling of Pakistan's population in less
than 25 years. Pakiatan, with nearly 46 percent of 1ts 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 next 20
years, an active family planning and population program becomes even more
critical to bring about lowered fertility. Table 1, which was compiled
usiang 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 relatively little change in fertility haa
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 amung 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 reproductive 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 PAKISTAN, 1901-1981

Population Intercensal Growth
Census Year (in thousands) Percent Annual Rated/
1901 16,576b/ - -
1911 19,382 16.9 ¢(7.1)¢/ 1.6 (0.7)¢/
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
1972%/ 65,309 52.3 2.9¢/
1981%/ 83,782 28.3 30
19848/ 91,500 9.2 3.0

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

al Compounded to the nearest tenth of 1X.

E/ Excluding population of the Frcntier Regiona.

c/ Excluding 1,622,000 persons of the Frontier Regions in 1911.
da/ The 1961-1972 intercensal period was 1l.7 years.

e/ Rate corrected for estimated underenumeration in the 1961
census.

£/ The 1972-1981 intercensal period was 8.5 years.

&/ Estimated.
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The high levels of marital ferniiity veflect 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 Pakigtan 1is
only 0.9. Although reliable data on female age of marriage (lezally 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 tlie
early 19003 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 transportatiom, 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 19601, with recent comparative data suggesting a slow decline
between 1962 and 1984. For planning purposes, the Government of Pakigtan
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, 1t seems doubtful that
mortality will decline substantially over the next 5-10 years.

3. Migration

One unique feature of Pakistan's demographic past 1is
the migration betwaen India and Pakistan which occurred at the time of
Partition. Estimated 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 in lowered fertility, research findings indicate
that this was not the case. Although international migration during
other periods of time has been falrly significant, it 18 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 1s assumed by the GOP
to be temporary. They are not included in the 1981 census figures or in
the 1984 population estimates.
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C. Population Program Experience

The preceding discussion clearly indicates that fertility is
the demographic variable that muast be affected if a reduction in
population growth rates is to be achieved. In recognition of this fact,
the Government has established a demographic goal 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 has been through family planning programs. The first organized
program vas started in 1952 by the Family Planning Association of
Pakistarn (FPAP), a private group which served to pave the way for
involvement by other groups. Between 1955 and 1960, the Government
provided support to these activities with an allocation of Rs 500,000
(3105,042)2/. In the Second Five Year Plan (1960-1965), the Government
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 changes 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 losa of
foreign aid during this time. ‘

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

Following a review of the program in 1972, family planning was
established as a vertical program within the Ministry of Health and
Social Welfare with a two-year budget of Rs 204 million

(518,545,454)3/. Shortly thereafter, the Government decided to

1/ Exchange rate between 1955-1960 was $1.00 = Rs 4.76

2/ Exchange rate in 1972 was $1.00 = 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 operation7l performance and demographic
impact of the program. This evaluation3/ indicated substantial
weaknegses 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 contraceptives 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 fiading necessitated a
ma jor reagseessment 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
guspension of population program field activities. This decisiorn set in
motion a series of complicated internal reforms, reorganizationa, 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.

3/ A review of Pakistan's Expanded Population Planning Program,
Family Health Care, Inc., December 23, 1977



-13-

At about the same time that the suspension of field operations occurred,
foreign donor agencies began questioning the basic design and the actual
implementation of the CMS/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 ended 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
pupport declined from a high of around $13 million in 1974-1975 to less
ttan $1 million in 1978-1975. Thus, by the end of 1978, the public
sector family planning program in Pakistan was practically moribumnd.

After some administrative changes, the responsibility for public sector
population activities was transferred to the Ministry of Finance and

Economlic Affairs. A new and comprehensive Population Welfare Plan was
developed for the periad 1980-1983 emphasizing a reviged and
reinvigorated "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 1if
the rate of population growth is to be reduced. The same national
atrategy 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 coantraception using readily
available methods such as condoms, orals, and foams, and later move
towarde 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 foars, foaming
tablets, IUDs, and diaphragms, in addition to condoms. However, because
of higher cost, lower rate of effectiveness and special storage
requirements, diaphragms, 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 orals, foam was again
distributed but cn 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, 1t is difficult to calculate actual contraceptive prevalence
with precision. .

All contraceptives available through the government distribution network
are gold at uniform prices whether they are sold 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 necesgsarily 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 conditions make 1t difficult to use these data to accurately
estimate contraceptive prevalence. Furthermore, the sales data are not
reported or avallable for the small quantities of condoms and orala 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 R8 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 ovrals and condoms available through the private sector; and,
(11) 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.



TABLE 2

AVERAGE REPORTED MONTHLY OFF TAKES OF CONDOMS AND
ORALS IN THE GOVERNMENT PROGRAM
January 1978 - December 1983

Condons Orzls
Year Quarter (000 pleces) {000 cycles)
1978 Jan-Mar 3,667 86
Apr-Jun 2,533 73
Jul-Sep 5,033 119
Oct-Dec 6,233 174
Total 17,466 452
1979 Jan~Mar 5,294 165
Apr-Jun 5,738 170
Jul-Sep 5,805 255
Oct-Dec 7,583 318
Total 24,420 908
1980 Jan-Mar 6,328 291
Apr-Jun 8,677 298
Jul~Sep 7,126 275
Oct~Decd/ 967 40
Total 23,098 904
1981 Jan-Mar 324 40
Apr~-Jun 322 48
Jul-Sep 263 23
Oct=Dec 463 49
Total 1,372 160
1982 Jan-Mard/ 1,646 45
Apr—-Jun 1,664 23
Jul-Sep 2,098 24
Oct-Dec 3,658 30
Total 9,066 122
1983 Jan~-Mar 3,632 32
Apr-Jun 13,4912/ 140
Jul-Sep 9,600 129
Oct-Decd/ 11,000 153

The dramatic decline in sales in the last quarter of 1980 is
attributed mainly to the significant increase in the sales price of
both orals and condoms, coupled with the subsequent '
reduction-in-force of population field staff.

Price of condoms was reduced in March 1982 and many FWCs became
operational.

The dramatic increase in offtakes for this quarter ia partially due

to the removal of rationing which was in place the previous quarter
and the resulting "restocking” which took place.

Quantity for December 1983 was estimated.
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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 increase demand. The
orice of orals has remained at Rs 1.00 »er monthly cycle. The subsequent
dramatic increase in condom sales can be attributed not only to the
lowering of the price but also to the reactivation of FWCs after a

suspensgion of field operations caused by a reduction in the work force
and the need for retraining of FWC staff.

b. The Commercial Sector

Accurate information on the gsize of the
commercial contraceptive market {s not available. However, analysis of

the findings of an independent ccmmercial sector survey conducted in the
urban areas in July 1980, as well as recent discussions with relevant
marketing and distribution firms, 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

(MCFA). In other words, about 1.2 percent of MCFA (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. Most commercial
retall 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 Japaunese
and a few British, West German, Korean and Chinese brands.

0f 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 consumer's status or “what the traffic will
bear".
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D. Major Lessons Learned

1. Population Lessons Learmed 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 progran
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;

¢. Reliable data on the extent and nature of the
social and economic barriers to fertility changes either have not been
available, or whea available, not fully considered im 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

Considerable experience has now been accumulated from
SMC activities around the world. This experience indicates that SMC
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 rellably 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 variables
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
gector.

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 scheme for contraceptives in
the private sector. However, due to poor communication between the GOP
and the private sector, the scheme was n:ver launched. Even so, the GOP
plan for the scheme viewed the soclal 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 avallable but also more widely used, needs independent,
private gector management. It therefore 1s proposing that a social
marketing of contraceptives activity be undertaken within the private
sector and has asked A.I.D. tn finance this program., (See Annex C).

E. Other Donor Assistance

Between 1965 and 1978, donors provided approximotely $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 $170 million). At the
pregent 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 grant and loan
funds. An additional $46.5 million in support is under negotiation from
UNFPA, ADB and the United Xingdom.
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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's ability to provide the
substantial supply of contraceptive commodities needed for the program
and because of A.I.D's broad experience in assisting social marketing
projects in other countrles, the U.S. is the most appropriate domor 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 Plan, 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
administrative capabilities, sensitive handling of clients, and more
effective communication strategies.

The multi-sectoral approach acknowledges the interactiom 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 i1s 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. Proiects

The United States commitment to global population
issues, which is expressed in Sectlon 104 of the Foreign Assistance Act
of 1961, as amended, accords high priority to host country activities
which seek to reduce the rate of population increase. The 1977
USAID/Pakistan Multi-Year Population Strategy endorsed active family
planning services delivery, but also concluded that high fertility 1s 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 Pgkistan's
economy. The high rate of population growth adversely affects Pakistan's
ability to maintain food self-sufficiency and provide adequate
transportation, watezr, health care, educational facilities, jobs, housing
and energy for its people. Recognizing the seriousness of the population
problem existing in Paklstan and its linkage to other development
constraints, USAID/Pakistan has assigned the support of population
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
soclo~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, autrition, 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 planning, irrigation syatems 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.I.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 i1s a logical and
necessary companion effort to the Population Welfare Planning Project.
A.1.D's experience in supporting SMC 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 demonatratad 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
agslstance in population as follows: (a) to enhance the freedom of
individuals to choose voluuntarily the number and spacing of their
children; and, (b) to encourage population growth consistent with the
growth of a country's economic resources and productivity. The SMC
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
Sixth Five Year Plan.

The SMC Project also supports another area of emphasis in A.I.D's
population assistance policy. As noted in the Population Assistance

Policy Paper, A.I1.D. is placing greater emphasis on increasing the
involvement of the private sector in the delivery of family planning
services. The SMC Project would be implemented entirely within the
private sector and is designed to use established marketing networks to
distribute contraceptives. Therefore, the SMC Project is fully
consistent with A.I.D. policy for population assistance.

G. Project Rationale

There 18 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 is needed is a system which 18 independent,
cost-effective and flexible 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 extenaive 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 are 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 existing in
the private sector for the promotion and sale of high quality
contraceptives at subsidized yrices. The potential to supply
contraceptives in retail outlets 1s 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 SMC 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 18 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 regources in this sector are equally

well-establigshed. Utilization of market assessments as a management tool
for decision-making and planning is relatively new in Paklstan 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 accustomed to purchasing them as such.

These elementa, combined with a well developed, culturally sengitive
demand creation campaign, will inevitably stimulate increased and

sustained use, Given ~he sophistication of the commercial sector in
Pakistan, it is pnssible that this socilal 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 gserve 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 Proiect Purpose

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

Reducing the level of fertility in Paklstan is a
priority for both the GOP and A.I.D. The GOP Population Welfare Plan
projects a population growth 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 Pakistani couples of child-bearing age are
interested in and will practice effective contraception.

2. The project purpose is to increase contraceptive usuge
by promoting family planning and expanding the
availability of contraceptives through the privaie

gector

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 planning and decision-making.

B. Project Inputs

To achieve these results, the A.I.D. Project will finance:
(1) technical advisory assistance; (2) contraceptives and other required
commodities; (3) a major portion of the local costs required to implement
the Project including appropriate budget support for the SMC 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
services 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 wholesale and retail outlets to consumers; (2)
product promotion activities will be regular occurrences; (3) affordable,
packaged contraceptives will 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 and a minimum of 10.6 million cycles of
orals; (5) a ainimum of 2.1 million couple-yeara of protection will have
been provided; and a aninimum of 450,000 births averted; and, (6) the Firm
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will have experience ia and increased capabilities to manage social
marketing activitizs.

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 ccamitment 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
gelected 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 gpace to accommodate the SMC Unit;

c. provide three experienced senior professional
marketing staff plus supporting staff to operate the SMC 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. recelive contraceptives from USAID;

g. print all necessary overpacking materials and
package insertsa;

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-promotersg
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 SMC Unit staff;

m. Ww.rk within relevant A.I.D. regulatory
requirements as to competitive procurement, pricing of contracts, zad the

like;

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

0. prepare and submit detailed Annual Marketing
Plans to the SMC Advisory Board for approval.

For illustrative purposes only, the proposed staffing pattern of the SMC
Unit 1s 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 is compatible with the Firm's system and with the
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TABLE 3

ILLUSTRATIVE STAFFING PATTERN OF THE

SOCIAL MARKL [ING 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 E



Illustrative Qgggnization Chart of the SMC Unit within the Private Sector Firm

Board of Directors
of the Firm

Managing Director
of the Firm

SHC UNIT
Manager
Systems Sales Support
Supervisor Supervisor Staff
Product Promoters
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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 informatioa
gsystem and the accounting system and preparing monthly program and
financial reports, The Sales Supervisor's responaibilities will include
implementing and monitoring field promotion activities such as the
product—-promoters who will travel throughout the country promoting
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 SMC
Advisory Board for review and approval. The composition of the Advisory
Board will be: 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 Secretary 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 SMC
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 1it. 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 operatioas.

Within the Population Welfare Division, an SMC Cell will be established.
This Cell will act as a staff office to the SMC Advisory Board. The SMC
Cell will also perform general coordinating functions for the project and
will monitor project activities., Reports from the Firm will be submitted
through the SMC 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 SMC activities. Any costs resulting from the

arrangement with NDFC will be paid from GOP resources.
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a. Analysis of Contraceptive Prevalence in Pakistan

2. Contraceptives

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

i. At the time of the Pakiatan 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 18 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 subatantial gap between knowledge and
practice.

11i. 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. Finally, 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 systenm,

contraceptive usage 18 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 i8 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 protection (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 PFS,
and. experience from other countries which have SMC 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 operation, 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 perlod of time. Asgsuming
distribution begins (on a pilot basis) in December, 1984 and a Project
Agsistance Completion Date of December 31, 1989, the Project covers a
selling period of 61 calendar months. Distribution of the condoms will
begin in gelected areas by December 1984. Assuming a favorable pilot
phase, a natiouwide 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. Additiomal
contraceptives must be provided, however, to £i111 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 condoma will be ordered
immediately after the Project Agreement is signed, and delivery is
anticipated seven to eight months later. This procedur= ould allow
enough time for packaging before the launch date.

3. Packaging and Distribution

After the GOP arranges clearance of the contraceptives
from the Karachl 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 materlals as 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)
SHC FROJECT, 1984-1989
(in 000)

1984 1985 1986 1987 1988 1989

1. Harr}ed Couples of Fertile
Aged. 18,397 18,949 19,517 20,103 20,706 21,327
2. Less: 34 percent Pregnant, Infe-
cund, Widywed, Separated and
Divorced2 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 14,076 :
W
4. Targeted Percentage of Potential N
Market (0.07) (0.63) (1.47) (3.09) (4.36) (6.02)
5. Targeted Number of Couple Years
of Protection (CYP)R/ 9 108 189 410 596 823
6. Targeted Cumulative Total CYP 9 117 306 716 1,312 2,135
al Extrapolated from 1980-1981 Census Bulletin No.l using Pakistan Fertility Survey
information.
b/ One couple-year of protection (CYP) 18 equivaleat to one couple using either

100 condoms or 13 cycles of orals for one year. In practice, one CYP can
result from more than ome couple each using smaller quantities of contraceptives,
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TABLE 5

ANNUAL TARGETS FOR CONDOMS AND ORALS, BY CYP, SMC PROJECT, 1984-1989

(in 000)
1984 1985 1986 1987 1988 1989
Yo. (X) No. (%) No. (X) No. (%) No. (Z) No. (%)
TOTAL 9 (100) 108 (100) 189 (100) 410 (100) 596 (100) 823 (100)
CONDOMS ] (100) 108 (100) 166 (88). 332 (81) 418 (70) 455 (55) i

ORALS 0 (0) 0 0) 23 (12) 78 (19) 178  (30) 368 (45) )
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TABLE 6

ANNUAL TARGETS FOR CONSUMER PURCHASES OF CONDOMS AND ORALS,

SMC PROJECT,

CONDUMS

Couple Years of Protection

Pieces Required at 100/year

OURALS

Couple Years of Protection

Monthly Cycles Required at
13/year

1984-1989 a/

(in 000)

1984 1985 1986 1987 1988 1989
9 108 166 332 418 455
900 10,800 16,600 33,200 41,800 45,500
- 23 78 178 368

- 299 1,014 2,314 4,784

Total

1,488

148,800

647

8,411

and retaillers.

a/  These figures represent requirements for consumption only.
requirements for stocking the distribution pipeline, f.e. warehouses, wholesalers,

They do not include

_VE_
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TABLE 7
PROJECTED CONYRACEPTIVE INVENTORIES AND COSTS BY METHOD AND YEAR 1984—1989i/
(1n 000)
(1) (2) (3) (4) (5) (6) (1) (8)
Calendar Inventory Received Total®/ AnnualS/ Inventoryd/ Cost of&/ Funding
Year as of during avallable use as of quantity year
January 1 year December 31 imported

CONDOMS
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
1989 40,000 77,000 117,000 57,000 60,000 5,100 £/ 1988 + i z9f/
TOTAL 269,000 209,000  Sub-Total $15,400 £/
ORALS
1586 - 799 799 599 200 164 1984
1987 200 1,814 2,014 1,514 500 351 1985
1988 500 2,814 3,314 2,914 400 637 1986
1939 400 9,824 10,224 5,632 6,000 1986 + 1589£/
TOTAL 15,251 10,659  Sub-Total $2,328 £/

Total $17,728 £/

a/ Figures include pipeline requirements.
B/ Sum of columns (2) and (3).

d/ Carried forward to column (2)
e/ Column (3) multiplied by cost factors.

cf Ex~-warehouse, 1.e. retail sales plus distribution requirements.

Estimates for 1984 were based on the following
prices: Condoms = $50/1000 (including freight) and Orals = $195/1000.

beyond 1984, an inflation factor of 5% compounded annually was added.

£/ Includes likely additional project funding of about $ 5.0 million within projected

silx year 1life of this project.

For each year

—gs-
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Distribution of the packai.< =~woducts: 111 be undertaken dy the selected
Firm with the help of proguct-prumsters employed by the Firm for the SMC
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 vans, promoting only the Project products
(out of the 20 or 30 wihich 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 retallers using the
opportunity to promote Project products while providing informatiom, as
needed, to answer retailers' questions about the products.

Good marketing practice dictates that a new product should be "rolled
out" ,.7ially, so that salesmen and product-promoters can assess
reta....s' acceptance patterns and report findings back to management.
These early reports can be used to facilitate modifications, if needed,
as the roll-out proceeds aind expands. Following this accepted practice,
the Project products will probably be launched initlally {in a few

selected areas and expanded later.

4, Product Pricing

The final determination of the selling price of the
SMC products to the consumer is a very important and complex process.
Several factors have to be considered including: market segmentation;
socio-economic chiaracteristics 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 SMC program, the determination of the actual retail price
of SMC products will be a subject included in the Annual Marketing Plan
prepared by the Firm. The final determination of the actual retail price
will be given in the SMC Advisory Board's approval of the Ann:al
Marketing Plan.

For current planning purposes, however, the retail price for one dozen
condoms is anticipated to be Rs 4,00 plus or minus 25 percent. An
anticipated retaill price 1s required for the GOP to estimate program
revenues and the amount of subsidy.

5. Promotion

The promotional efforts will be directed at maximizing
the ugse of contraceptives in Pakistau while at the same time recognizing
popular sensitivities, medis restrictions, government policiles and
religious attitudes.
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Tha commzwoial aprrodcs ofzer nsed 1o soue coruntyries For condors
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 acceprance of a less
gharply-defined producc, with u subgequent, radunlly-phased introduction
of more direct megsages. Intenslve market assessment, pretesting,
consultation and advice from informed local sources will be used to
develop the best approaches.

The infrastructure for advertiging and promotion is highly developed and
relatively sophisticated in Pakistau., All coaventional media exise,
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, rhe nestrictions wmav be relaxed.

Experimental use of media in pillot 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 market segmeuts. Orher media may be
explored for use which include: cinema; billbouards; poaters; audio-visual
vans (especially for more remote areas); pamphlets; car and bus cards;
illuminated sights (on electric light and power posts); point of purchase
material (mobile, shelf astrips, stickers); newspapers (39 Urdu and other
indigenous languages, 13 English); magazines (6 women's magazines,
various others); and, special techniques (direct mall and special
events). Actual gelectior of media used wil! be dependent upon the
review and approval of the SMC Advisory Board. The most cost-effective
media mix 1s the one which is carefully designed to cater to the needs
and characteristics of specific target groups. In many cases, a medium
which 18 most effective for generating demand in one particulax segmert
of the market may be totally Laappropriate for anoth.r. Therefore,
gelection of media mix will be based on a continuous analysis of market
assessment findings, sales data, other market information systems, and
government policies,

In addition to the above-mentioned promotional efforts, product-promoters
will be used for face-to-face gelling to retallers. Froject
product~promoters will he used solely to promcte Project products.
Successful nationwide Paklistanl distributors use this type of aystem
whereby the salesmen who sell products to the retailers are backed up by
a system of product-promoters ~ men who travel in small vehicles from
town to town ensuring that lccal retailers stock and display the
products. They also metivate potential customers to purchase the
products. Use of product-promoters is necessary and successful in most
sub-continent countries where other media suech as radio, television and
press do not have adequate outreach because of illiteracy, poverty, or
restrictions on the use oI mass media.
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Early 1nvolvercent o0 ¢ ~enesiect wive: vlalng apensy 18 izparative to a
succaosiul prometion ¢ coro, The Yiakislan Advertislng Assoctation
regulates business praciiczs in the advertising industry under rules
which follow those of the International Advertising Associationm.

Agencies are not permitted to produce speculative presentations -in
attempting to attract clienta unless each 1s paid an identlcal fee for
such a presentatl-n., Tha usual procedura ig to salect S or 8 agencles
From among the larger cunsumer goocu advertising agencles, and invite
each to submit a brief “concept paper” indicating their approach to a
product promotion campaign. This invitation should contain basic details
about the SMC Project and its goals, as well as the results of market
assessments. Responses to this invitatioa will be evaluated and will
Lead to the selection nf one or ior: agencies to assist with product
design, distribution strategy and all aspects of product promotion. Once
contracted, agency advice will become an integral and very important part
of the planning process.

6. Market Assesgments

Market assessments are indispensable to any successful
commerclal enterprise., All decisions regarding products, pricing,
advertising, promotion and distribution are based on the findingas of
market assessments. They provide material for the preparation of initial-
marketing plans as well as for revision and updating of subsequent
marketing strategies. To be effective, therefore, market assessments aad
evaluations must be timely, accurate and adequate. However, because most
agsessments are costly and because of their importance to
decision~making, careful plsuning and execution of market assessments are
essential. Assessments which are too old, inadequate or inaccurate
rerrecent not only wasted money, but they also lead to wrong and
sometimes fatal decisions.

Becaugse of the special nature of the SMC Project and the sensitivity of
the isgues involved, market assessments are more than useful; they are
asgential. These assegsments will be undertaken before product launch as
well as throughout the life of the Project. Approximately six
person—-months of short-term techuical 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 assesaments establish up—to—-date
information on potential users, such as Iife style, purchasing habits,
knowledge of family planning methods and attitudes toward family planning
in general and moderu contraception in particular. This type of
assessment provides essentlal data for a marketing plan and strategy, and
is uged for market segmentaticn. For example, since in Pakistan a large
proportion of contraceptive products is purchased by the male, the
challenge of developing successful promotional and distributilon
strategles almed at "buvers” as well as "users” will be especlally
addressed in consumer assesgments of wives, husbands, and couples.
Inclusion of males is essential.
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b. Trade-oriented surveys provide detailed
information about retail outlets and will be used to develop distributiom
and promotional strategies and for program assessment activities. This
type of marker assessmant 11l provide up-to-date information on the
attitude of the trade and will establish whether special public relationms
and orientation efforts are necessary for this group and how beat to
engure thelr involvement and participation in the program.

c. Product assassments wlll provide specific
information related to the product, auch as brand name, package size,
prices, and package design. It is essential for development of a product
gtrategy.

7. Orientation and Training

Two types of orlentation and training are included in
the Project: (a) for the distribution and promotion functionaries, and
(b) for Project management. Distribution and promotion functionaries
such as wholesalers, retailers and product-promotors will be orlented
about the Project and about the products prior to product launches.
Project decislon-makers, such as the Manager and his assistants and
possibly some GOP officials, will benefit from short-term observational
vigits to on—-golng soclal 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 bullt inteo the regular marketing activities.
Others will be used to provide specific forms of analysis. 3Ivaluation
activities will focus upon the Annual Marketing Plan, the management
infecrmation system, post-launch agseasments, countraceptlive prevalence
surveys, demographic analysis, economic analysis and external evaluation
studies.

a. The Annual Market¢ing Plan

The Annual Marketing Plan 1s the major technical
and financial planning document upon which all field activities will be
based. It will be developed from market assessment results by the Firm's
SMC Unit prior to launching the first product and annually thereafter.
The Annual Marketing Plan will serve three major purposes. First, it
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will provide the ¥irwm with a detailed plan of marketing operations.
Second, 1t will provide a description of the warketing ratfonale and
details of marketing plans. This description will be reviewed and
approved by the SMC &dvlsory Board before marketing activities occur.
Lastly, it will serve as an evaluation tool, providing much needed
baseline information by which Project progress can be assecsed.

The Annual Marketing Plar is likely te contain sections which describe:
results of market assessments; transformaticn of warket assessment
results into quantified marketing objectives and promotional objectives;
product pricing structure; packaging and distributiorn strategy, schedule
and budget; product promntin: strategy, media plan, schedule and budget;
further market assessmont (a's, schedule and budger; pest-launch
asgesament plans and procuzt development plansg. The promotion strategy
section of the plan ig likely to Include a detailed scope of work for the
product~promoters, describing their premotlional activities in detail;
specifics of retailer orientation and training; descriptions of in-store
displays; and a break-cit ¢ .sdia promotlons such as type, guantity and
placement of outdoor media plus similar details for print med!a.

b.  Management Information Systenm

The management information system (MIS) is a
measurement technique used throughout the commercial sector fur
day—-to-day information-gathering, reporting and decision-making. This
systen will be used to enible the Flrm's managemcnt to control the
movement of centraceptives from the docks to the distributow, to
whole=alers, to retailers .:ac finally to customoers., Using data on
imports, ianventoury, costs, sales and income, the performance of each
product in each sales area can be quickly ard scounmiczllv analyzed and
monitored. Such 2 precise instrument will allow the Firm to control
Inputs, azsess nutputs and counsequznilyv nake necessary moditications
quickly and svstewmatically. The MIS will relv on several gources oi data
including: contraceptive inventory records, distributors’ saiec ecords,
van-promnters’ daily logs. and revenue records. Th!ls data base wilil be
supplemented by the results ot specific market asressments. For example,
an assessment of a representative stratified sample of retailers, some of
whom sell Project products, will provide a4 reascnable eatimate of the
number of Pr¢ject ratailers plus inventory turnover iniormation for
different strata of retailers., When combined with MIS data. a useful
plsture of product rluw patierns will emerge and will enatle the Firm's
management to medify diatribution plans as required. The MIS systew will
probably e .-omputerized,
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c. Post-Launch Assessments

An assessment of the launch of each product will
be undertaken during the first two months of each launch period to
determine discribution patterns and the acceptability of the marketing
components. ‘“hese assessments will use standard marketing techniques
including the management information system, and reports of salesmen and
van—-promoters and could lead to modifications in the marketing procedures
for the products. After each preduct 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
asgegsments and will provide useful data for demographic and ecounomic
analysis.

e. Demographic Analvsis

The GOP has been in the forefront of demographic
analysis of famlly planuning 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 data can be converted into numbers of
"effectlve users” for each contraceptive wmethod and into numbers of
births averted. Numbers of effective users and births averted are
measures of effectlveness or impact. Estimated numbers of effective
ugers and births averted for the Project are provided in Table 8.

f. Economic Analysis

After product distribution figures have been
converted into the output and demograpnic impact indicators described
above, they will be compared to Project costs to provide estimates of
cost-efficiency (such as cost per CYP) and cost-effectiveness (such as
cost per effective user and cost per birth averted). During the early
years of the Project, costs will be relatively high but they should
decrease dramactically during later years i1s sales volumes increase while
such overhead consts i4s market 1ssessments and promotion decrease (see
Section V.D, for a complete discussion).



~42-

TABLE 8

PROJECTED ANNUAL NUMBER OF COUPLE YEARS OF PROTECTION,

EFFECTIVE USERS AND BIRTHS AVERTED, BY METHOD

SMC PROJECT, 1984-1989

(in 000)
19844/ 1985 1986 1987 1988 1989 Total

1, Couple Years of
Protection &/
a. Condoms 9 108 166 332 418 455 1,480
b. Orals - - 23 78 178 368 647
c. Total 9 108 189 410 596 823 2,135
d. Cumulative 9 117 306 716 1,312 2,135

2, Effective Userah/
a. Condons 5 65 99 199 251 273 892
b Orals - - 14 47 107 221 389
c. Total 5 65 113 246 358 494 1,281
d. Cumulative 5 20 183 429 787 1,281

3. Birtha Averted®/
a. Condoms 2 23 35 70 88 96 314
b. Orals - - 5 16 37 77 135
c. Total 2 23 40 86 125 173 449
d. Cumulative 2 25 65 151 276 449

a/ 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
Welfare Planning Plan.

E/ 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 prolections in this table asgume additional funding of about

$5.0 million will be made available to procure contraceptives within
the 8ix year 1ife of this project.
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g. External Evaluatious

External impact evaluations will be conducted
during the life of the project and are discussed in Sectiom IV.I.

Iv. IMPLEMENTATION PLAN

A, Implementation Schedule

Project activities 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
developing the first marketing plen; and, (4) recruit the
Resident 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 Advisory Board and the Firm
until the Resident Advisor arrives.

Ordering condoms immediately 1is aleso critical so tha™ supplies 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 aiso be
important to start market assessments early so that the results can be
used to draft the firat 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 18 tentatively 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. Responsgibilities

USAID/Pakistan's Office of Health, Population and
Nutrition (HPN) will assume overall responsibility for USAID's management
and monitoring of the Project. Thls office is currently staffed with
three USDH and four Pakistani professionals. The Missioun'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 SCHEDULE

(Calendar Year

1 1986 1 1
A. SIGN PROJECT AGREEMENT X
B. ORGANIZATION/MANAGEMENT
1. Contract firm X
2. Staff the SMC Unit X
C. TECHNICAL ASSISTANCE
1. Rasident Advisor 1960660000600 000060000000000¢
2. Market Assessment X XX X X X
3. Management Information System ) 9.0.00.6.09000.000000000000000060900¢0000¢
4, External Evaluation X X X
D. PROCUREMENT
1. Condomr 0 0XX 0 X 0 X 0 X X
2. Orals 0 X0 X 0 X
E. MARKET ASSESSMENTS
1. Consumer and Product D$90.8.0000006608004 X XX X
2. Trade XX XXX X X X X
F. ORIENTATION/TRAINING X X
G. DISTRIBUTION AND PROMOTION
1. Package Condoms X
2. Launch Condoms X
3. Expand Condoms Nationwide $0.0.6.09.06.0000066000046064
4, Package Orals X
5. Launch Orals X
6. Expand Orals Nationwide )0.0.0.0.0.0.0.0.00566090094
H. EVALUATION
1. Internal ) 0.0.00000969000900009960000004
2. External X X X
Note: For procurement activities:

0 = Order Placed
P = Qrder Received
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USAID/Pakistan, 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+, USAID/Pakistan and AID/Washington will assist in identifying and
recruicing 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 SMC
Advisory Board. In cooperation and collaboration 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 SMC
Advisory Board with the opportunity to fully discuss Project progress
with the Firm's executives at regular intervals;

c. participate in major external evaluatioms; and,

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

2. Reaponsibilities of the GOP

The GOP will ensure that all PC~1's and other
documentation related to this Project are prepared and approved in a
timely manner. The GOP will also 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 SMC 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;

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

Ce participate in major external evaluatlons;
d. establish and staff the SMC Cell within PWD; and,

e. establish the SMC Advisory Board.
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3. Kesronslbllities of the Marketing Firm

The Firm, through its Scazd of tive.ivos aud executive
management, will be responsible for lmplementing ti.- approved marketing
plans and for staffing the SMC Unit. The SMC Unit will be responsible
for formulating strategic plans; developing and implementing a management
information gystem; implementing or sub-contracting for marketing
activities; coordinating field promotion with produat distribution;
public relations; budgeting; and firancial and progras reporting.

4, Responsibilities of the SMC 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 progresa 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 SMC Ce!l within PWD

The SMC 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 bv the Advisory Board. The SMC Cell
will also monitor and coordinate the regular implementation steps under
the project. The Cell will also be respounsible far ccordinating the
clearance of the imoorted contraceptives. The Firm will submit required
reports to the SMC Cell,

6. Respongibilities of NDFC

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

7. Responsihilities nof the Regident Advisor

The Resident Advisor will bYe responsible for providing
technical expertise in gsocial marketing to the SMC Advisory Board, the
Firm, USAID, the GOP, and the S¥C Cell in PWD. The Resident Advisor will
also provide reports as assigned.

C. Procurement Plan

1. Technical Agsistance

The Project will £inance a total of 65 persom-months
of expatriate technical assistance (TA) as showm in Table 10. The
management TA will consisrt of 48 months of long~term (the Resident
Advisor, from June 1984 to June 1938) plus 3 months of short-term
consultancy. All expatriate cogsultants «will be contracted directly by
USAID/Pakistan. The Resident Adviszor will be hired under a competitively
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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

N
w
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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) cr "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 the 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, and 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 USAID

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 deteruwine 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 throuzh the A.I.D. central
procurement system. The projected order/delivery 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, Nffice 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 progreas. With
the exceptlon of the vehicle, all commodities purchased under this
project will have thelr 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
agssessments require several months to complete, the fleld interviews
should begin as soon as possible., Trade assessments will follow as soon
as possible thereafter because thelr results must also be available to
asgist designing and undertaking product assessments. Product
asgsessments 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 i1s presented below:

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

August 1984  Presentation of creative plans by the three

agencles; 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 campalgn.
December 1984  Launch condom product,

F. Printing and Packaging Plan

On the basis of market assessment results, decisions will be
made concerning 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.



G. Distribution Plan

The selected Firm will use its existing distribution
capacity to distribute Project products to jobbers, wholesalers,
stocklsts 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
retajlers 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 time. Importantly also, the two products must be perceived by
retallers and consumers as being different in several ways and yet being
similar inasmuch as they are both used 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 1s 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
avallable 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 {nclude 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
May 1988, The first external evaluation will examine institutional
arrangements and socio-political factors regarding implementation of the
pilot program., This evaluation will include an assessment of the use of
avallable 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 aund/or an
AID/Washington representative. The Resident Advisor 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 Structure 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 SMC
Project. The type of firm most qualified to undertake the SMC 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
egtablish a Soclal 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 dlstribution network while
sub—contracting with service agencias such as market assessers, printers
and advertisers for their gpeclalized services. In other words, the Firm
would adept 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 1is maximized in
both the management and distribution aspects of the program.

b. Access to and involvement of the considerable
exlsting 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
SMC 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
Divigion 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 (NDFC) 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
SMC 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 & very
small number of people because numbers of executive personnel should be
kept to a minimum. For this Project, two skilled marketingz experts will
be available full-time: the SMC Unit Manager provided by the Firm, and
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the expatriate Regident 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 is
sound and has proven eifective as an Incentive to maximize sales, which,
in the case of an SMC Project, lmplies increased use of Project
contraceptives. Several systems of contracting with the selected Firm
are available to the GOP, 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 conslder negotiating a combination of
the above systems with a view to maximizing the Firm's commitment to the
social aspecta of the Project, maximizing sales of Project contraceptives
and adequately remunerating the Firm for providing its resources.

B. Technical Analysis

1. Contracentive Selection

SMC Projects have successfully introduced a wide range
of family planning methods including condoms, oral pilis, foaming tablets
and IUDs in several countries. In Pakistan, however, where current usage
rates are low and non~users' preferences relatively unknown, a new SMC
Project should begin with relatively few productas 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 condous and oral pills. Thus, the Project will
begin by introducing cne brand nf each of these two methods. However, in
response to the marketers' axiom that "more products result in a larger
market”, at an approprlate time, Project management may systematically
and judiciously explore the possibility of introducing additional types
of condoms and oral pills, and perhaps foaming tablety and other methods
such as IUDs, to satisfy perceived demand from specific market segments.

(o]

2. Product Launch Timing

In considering the timing of introduction of new
products, marketing managers must consider the amount of energy and
resources required to plan 4nd prepare fnr iatroduccicn of each new
product. They must also consider the effects that a new product will
have on exiscing products and on other new products that may be
introduced at the same time. For thls Project, which will introduce two
new products through a 4istributicn Firm which already has exisgting
products (that must continue to he distributed and featured from time to
time), the meac raticmnal apprecach 1s to scredule tne 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 i1s 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
avallable for sale in the most appropriate and accessible retall outlets
for the majority of the target population. Asg 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 Pakistanl market, and there 1s 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 own system;

b. An importer or manufacturer of a variety of
consumer products which utilizes outside distribution services.
Manufactured and packaged products are picked up by contract distributors
who distribute them regionally or nationally as directed. These
manufacturers often have thelr 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 reglonally or nationwide as directed.

The GOP will contract with a national manufacturing/distribution Firm
(option a. above). This system 18 recommended because, compared to other
types of commercial firms, a manufacturer/distributor with nationwide
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capacity can provide more of the necessary wmarketing components (such as
strategic product planning, packaging, distribution and product
management). This, in turn, means that Project monagement infrastructure
can be smaller and less sub-contracting Is required.

4, Pricing Policy

The underlying principle in the pricing of
contraceptives for thiis Project i to maximize sales in & manner
consister~~ with financial {ncentives throughout the marketing chain.
Decision. .3 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 casts will result from actual cperating experience
and market assessments. The final decisions 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 contraceptives 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 experience in cother countries, it is anticipated that
distribution costs will be considerably lower than the retall price, thus
providing substantial revenues?/,

5. Financial Self-Sustainability

Based on experilence 1n other countries, program
revenues may be enough to eventually cover a large percentage of
operating costs such as product promotion, market agsessments and
management salaries. It is also quite possihle that the revenues may
exceed all operating costs, particularly after flve or six years of
successful operation, thereby helping to >ffset the cost of the
contraceptives as well, There are several wayg of achleving this
objective including: keepiny the 5#C Unit lean and dvnamic; continually
offering fresh promotions tc the market; and, particularly, by
introducing additional contraceptives and other population welfare
products and services (such as oral rehvdration salts and weaning
foods). All of these products and services have bean 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 Marketing : Does it Work?", Series
J-21, John Hopkins University, 1980,
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6. Relationship with the Commercial Sector

The commercilal sector structure for the marketing of
f:requently purchased consumer products is highly developed in Pakistan.
Some 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 counsumer 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.

Baged upon experience in other countries where SMC 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
retallers. 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. When such a product is 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
gector participants will heneflit from the program although their net cash
returns will be small 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
enitire market will entail a shift from relatively high-priced products to
affordable products. In general, the small number of existing
high-priced products 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 will also sell some of the new products to thoase new
customers who are attracted by the new product at an affordable price.

It 1s possible that the importation and sale of the high-priced products

may drop somewhat and anticipation of this decrease may cause anxiety
among foreign manufacturers and local importers. However, given the
small quantities 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, Ilncluding new income to tens of
thousands of small retailers (who had never benefited from contraceptive
distribution in the past) should be quite large. In short, the net
effect of the Project upon the private 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 (radioc and television) at least initially will not be
employed because of government restrictions. In almost every country
where SMC projects 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 been 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 outecry.

One option for am SMC Project in a country such as Pakistan (which has
strong cultural and political sensitivities 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 represerts a good market for most new
products and that the products may be used later by less affluent sectors
of society. In Pakistan, however, a better strategy may be to start by
using popular media, 1acluding person~to-person communication such as
product-promoters an:d the local retailers, then to combine these two
channels with judicious use of print media and radio (as the Family
Planning Asscciation of Pakistan does in Lahore). In time, the promotion
plan, 1f implemented 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 now well-received,

8. Market Assessments

The type and quantity of market assessments planned
for this Project are required for the purpose of introducing
contraceptives to a new market, i1.e. a2 populaticn which has not yet been
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reached through other programs., The planned consumer assegsmenr, trade
assessment and product asscsament are all deemed essential to provide
adequate information atout what customers and retailers perceive as being
in their beat interests. All three types are needed to ensure that
senaitivities are not irritated when the products are introduced.
Fortunately, market assessments are, in themselves, not controvertial as
illustrated by the amooth functioning of market studies for many years in
Pakistan. Even family planning research is not necessarily controvertial
as shown by the uoigh response rates in the 1975 Pakistan Fertility
Survey., Informarion collected from males as well as females is
particularly necessary in Pakistan where men do much of the
decision-making regarding family planning and household expenditures and
alao undertake a large amount of shopping.

9. Contraceptive Quantities

Estimating the quantities of contraceptives required
for any new Project or program i3 always difficult becsuse many factors,
none of which can be estimated accurately, enter into the calculations.
These factora 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 willingly provide; the perceived value of
the product when compared to its cost in the eyes of the potential
consumers; the effectivenzss of promotion; aand the effect of the
introduction of Project orals upon Project condom sales. While
acknowledging these gomewhat intangible factors, three general guiding
principles can be used to calculate sstimated needsa: (a) patterns of use
in Pakistan; (b) experlence of aimilar Projects in other countries; and,
(¢) the imperative to fill the distribution "pipeline”, to expand it and
to keep it filled,

This Project is aimed at market segments relatively untouched by the
public sector programs, namely those couples who do not use family
planning clinics. While the size of this group and the proportion of the
group that will use Project producta vear by year cannot be estimated
until the reaults of nationwide consumer market assesaments are analyzed,
it 18 safe to assume that the group consists of several million couples
and that a significant proportion of them will use rhe SMC products if
the products are made easily accessible at an affordable price.

Experience with SMC Projects in other countries a2lsc provides aome
ingights intc opportunities in Pakistan. In Bangladesh, for example,

which has a population of similar size and relatively low total
contraceptive prevalence, the SMC Project currently provides
contraception to approximately 7 percent of the YCFA. The Pakistan
Proiect amay outperform the Bangladesh proiect bacause in Pakistan:
communications and distriburion natworks are mecre highly developed; there
is a greater drive towarda urbanization epd modernizatiou; and rural
people probably have more cash at theilvr dignosal and much more wmobility
allowing them to shop fa roawmn more frequnently.
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Pilling the distribution pipeline and keeping it filled 1s a formidable
challenze during the introduction period of any new product. The
incangiblas of dealer demand are compourded by the unknowns of consumer
demand, producing e pilcture which 18 very difficult to quantify until the
product ias in the field. On the other hand, it 1s possible to control
pipeline supply to some degree during the early stages of introduction
while consumer off-take ig being measured. Thus, it should be possible
to feed the distribution pipelirve in a systematic manner and meet the
demand for contraceptives among the population currently unserved.

10. Relationship with the Public Sector Program

As noted in earlier sections, the SMC Project is
intended to supplement the efforta of the public sector'a progrem 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 prilvate sector activities. To what extent will
exigting public sector clients =ross-over to the new SMC Project? Given
that the target markets are different, the cross-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 SMC project can be enough to
substantially increase knowledge about specific contraceptives. This has
been well-documented in Sri Lanka, for example. SMC Project activities
in demand creation promote a apecific product, such as an oral
contraceptive, resulting in greater knowledge about the product. Greater
knowledge leads to increased public discussion about the product, its
benefitrs, and 1ts availability and then to increased demand for the
product. This increased demand can, of course, be satisfied by the
public sector as well as the private sector. Thus, the SMC Project in
Pakliatan should lead, in time, to increased demand for public sector as
well as private sector contraceptives.

While the purpose and results of SMC projects complement, support and
supplement public sector programs, it is important to note subatantial
differences in the nature of the target populations and the operational
activities, both of which lead logically to different products. While
the contraceptives themselves, for example, condoms, may be essentially
identical, the SMC designers, working independently 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
gector condoms. These differences in products and perceptions are
berneficial because they reflect the important fact that the target
pcpulationa differ in several ways such as their perceptions of
aovpropriate price or aporopriate place of purchase.
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C. sncizl Soundness snslvals

The soclal soundness analysis tor thip Project is on tile at
Usatd/rakistan,

D. Kconomic Analysis -

Social saector activities such as family planning projects
and programs are not readily amenable to standard economic analyses such
ag cost-benefit techniques, because the value of future benefita are very
ditficult to aacertain and quantity. However, economic analysis ot
tamily planning activitiesa has been developed to the point where
generally accepted and usetul indicators ot costs per unit ot output and
of effects can be generated from output data such as quantities of
contraceptives distributed or sold.

1. Qutput Analysis

The GOP haa developed a aystem of reporting outputs
and estimating ettectiveness trom thoae outputs, This system is being
adopted internationally and will be used for the economic analysis of the
SMC Project. Lhe system converts quantities ot contraceptives
distributed, sold or consumed into "couple years of protection' (CYP);
tor example, thirteen cycles of orals represent one CYP becauge one woman
requires thirteen cycleas of orals to “protect" her from an unwanted
preguancy for one year. {me advantage of the LYV system i1s that the
actual number of users is not an issue. I1f, for example, 13 women each
use two cycles ot orals during one Project year, the regulting measure
according to the CYP system provides two CYPa. Comparisons of Project
cost to quantities ot CYPg 18 theretore a measure of cost etticiency.

2, Effectiveness Analysis

The concept of "protection” used above does not imply
abaolute protection trom ar Jnwanted pregnancy because, using oral pillias
as an example, they can e lost, forgotten from time~to-time, or perhaps
used redundantly. ‘Theretore, the GUP uses a system tor discounting the
quantity of CYPs to produce a measure of "effective users" (for orals,
the number ot CYPs 1s reduced by 40 percent to provide the number of
effective users), An effective user is therefore assumed to be truly
protected against an unwanted pregnancy, and comparisons of Project costs
to the number of effective users i1s therefore a measure of
cost—-ettectiveness.,

Yo provide a measurement of demographic impact, the GOP then transforms
the quantity ot ettective users into the number of "births averted",
Demographers have suggested that effective use for 2,86 years will, on
average, result in on2 averted birth. A comparigon of Project coats to
the estimated numbaer of ovirths avertad is another measure of
cost—-ettectiveness bhut nas two distinct advantages ovar the other methods
dlscugsed above. Firsetly, it provides a useful measure of demographic
impact, which can be reidted to the goals or family planning activities.
Secondly, it can be usz2a by acounomists as a tasia ror calculating the
aconcmic Senetits of the sctivitles.
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3. Benefit Analvsis

There are several types of benefits which accrue from
averting birtha. Some of the most important are related to improved
maternal health, improved child heslth, 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 is expected to result in up to 450,000
births averted. This is a substantial 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 avertedd/, but the actual value is elusive, given
the difficulties of estimating the values of different benefits and then

discounting them by asome arbitrary percentage because they occur in the
future. Furthermore, it is difficult to uae 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 countryﬁ/. For
these reasons, family planning analysts usually use measures of
cost-efficlency and cost-effectivenesa rather than cost-benefit.

In summary, two forms of economic analysis, cost-efficiency and
cost~effectivenenss, will be calculated using data generated by the
Project. In practice, they will be calculated anmnually but are provided
below on a total Project basis for i1llustrative purposes. Given a total
Project cost of $20 million, including $12,655 million for
contraceptives, and given the ocutput and eifectiveness projections

5/ The Aslan Development Bank, in its November 1981 "An Evaluation of
the Population Program”, Appendix 23, Appraisal of the Health and
Population Project in Pakistan, provided an estimated value of
$157 for a birth averted. Pakistan's Sixth Five Year Plan (page
400) estimates the same value at approximately $600.

6/ Yinger, N. et al, "Third World Family Planning Programs :
Measuring the Costs"., Population Bulletin, Vol.38, No.l.
Population Reference Bureau. Washingtonm, 1983,
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shown in Table £, adjusted according 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 $ 3.94
Per effective user $17.29 $ 6.57
Per birth averted $49.26 $18.72

By international standards, these indicators represent very good levels
of efficiency and effectivenesa. A cost of $3.94 per CYP, for example,

is very low by lnternational standards. As actual indicatora are
developed during the Project, they can be compared with other projects
and programs around the world such as the SMC Project in Bangladesh. The
SMC Project ir. Pakigtan 18 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 leas
than creating, accommodating and staffing a new implementing organization,

E. Financial Analysis

1. General

This project will provide $20,000,000 over a nearly
gix-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 $2C 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 projescted 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 additiomal
funds for contraceptives.

Table 11 provides a summary of project costs by project component,
expense category, and fiacal year. Table 12 provides a summary of .
project costs by expense category and forelign exchange and local costs.
Project costs are defined as anticipatad sub-obligations or commitmenta
of funding threugh, e,g. PI0s, contracts, or purchase orders. Inflation
wag calculated on the basis of ten percent for U,S. salaries, fifteen
percent for all other forelgn =2xchange costs except contraceptives (five
percent), and tventy percent for local coats, all compounded annually.
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TABLE 11

SUMMARY OF PROJECT COSTS

BY PROJECT COMPONENT, EXPENSE CATEGORY AND FISCAL YEAR

(i= $000)
PROJECT
COMPONENT 1984 1985 1986 1987
1. Contraceptives 3,480 3,030 3,195 2,050
2. Printing/Packaging 570 895 700 400
3. Management
a. Short-term T.A. 45 40 40 20
b. - Long-term T.A, 165 150 165 170
Co Training 40 - - -
d. SMC Unit Operations 200 100 | 100 100
e. Commodities 35 C = = =
Sub Total: 505 290 305 290
4., Market Assessments
a. Short-term T.A, 35 s 30 -
b.  Otherd/ 150 75 15 =
Sub Total: 185 110 105 =
5. Product Promotion 560 820 485 300
6. Evaluation
a, Short-term T.A, - 60 60 60
b.  Otherd/ 40 150 -
Sub Total: - 100 210 60
7. Contingency 200 255 = =
TOTAL: 5,300 5,500 5,000 3,000

Total
12,655

2,565

100
300
200

2,165

180
190

455
20,000

a/ For survey and assoclated market regearch costa.

b/" To provide project asseasmert and avaluation services.
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TABLE 12

SUMMARY OF PROJECT COSTS BY EXPENSE CATEGORY,

FOREIGN EXCHANGE AND LOCAL COSTS

{in $000)

A.I.D. Life of Project Funding

Expense Category FX Egﬁ/ Total
1. Commodities 12,710 - 12,710
2. Technical Asgistance
a. Short-ternm 310 115 425
b, Long—-term 450 200 650
Sub-Total ZEE 315 1,075
3. Training 20 20 40
4, Other Costs
a. Printing/Packaging - 2,565 2,565
b. SMC Unit Operations - 500 500
c. Market Asseasments - 300 300
d. Product Promotion - 2,165 2,165
e. Evaluationd/ 90 100 190
Sub-Total 50 5,630 5,720
5. Contingency S5 400 455
TOTAL 13,635 6,365 20,000
a/  Local costs expressed as dollar equivalents.
b/ 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 in other countries.
Contraceptives, bhecause of the long lead time required between orders,
delivery and diastribution, are funded one or two years before intended
use,

The GOP will finance the costs of eatablishing ard maintaining the SMC
Cell within the Populetion Welfare Division. The GOP will also finance
any cogts associated with the involvement and services of NDFC.
Similarly, “unds for the ccats of participation by GOP personnel om the
SMC Advigory 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); commodities (63.6 percent) which
congist mainly of contraceptives (63.3 percent); evaluation activities
(1.8 percent); product promotion (10.8 percent); printing and packaging
(12.8 percent); and, market asseasments (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 costa of all
short—-term training. A participant training travel waiver, which exempts
the GOP firm hiring to cover these costs, has been signed by the
USAID/Pakistan Mission Director and is included as Annex I.

About 32 percent or $6,365,000 of the $20 million graant will be used to
finance local costs. These include management and implementation costs
of the gelected private gector firm; local coets associated with the
short-term and long~term technical assistance; and, the coata of
printing, packaging, promotion, distribution, and market assessments (all
of which will be undertaken by Pakistani firms).

Dollar grant obligations are 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. Methods 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's Payment Verification Policy Implamentation
Guidance dated December 30, 1983. No departures from :the three preferred
methods of financing are contemplated for this project.



Table 13

Methods of Implementation and Financing

Project Component

Method of Implementation

Method of Financing

Approximate
Amount (US $000)

1. Contraceptives
2. Printing/Packing
3. Managesent

a)Short-Term T.A.
b)Long-Term T.A.

¢)Training

d)SMC Unit Operations

e)Commodities (Vehicle,
micro computer, type-
writer, calculator(s),
household furniture)

4. Market Assessments

b)Other 2
5. Product Promotion
6. Evaluation

a)Short-Term T.A.
b)Other P

7. Contingency

AID Central Procuremett

Host Country Contract

AID Personal Services Contract
AID Personal Services Contract
AID PIO/P

Host Country Contract

AID Procurement

AID Personal Services Contract
Host Country Contract
AID Institutional Contract

Host Country Coantract

AID Personal Services Contract
AID Institutional Contract

Direct Payment

AID Reimbursement

Direct Payment
Direct Payment

Direct Payment
AID Reimbursement

Direct Payment

Sub-Total

Direct Payment

AID Reimbursement

Direct Payment
Sub-Total

AID Reimbursement

Direct Payment
Direct Psjment
Sub~-Total

DPirect Payment or HC
ATD Reimburgement

TOTAL

12,655

2,565

145
650

40
500

55

1,390

100
150
150

400

2,165

180
190

455

20,000

al For survey and associated market research costs.
b/ To provide project assessment and evaluation services.

-Lg-
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F, Environmental Statement

This project falls under Section 216.2(c) (viii) of A.I.D's
Environmental Procedures which excludes the requirement of an initial
environmental examinatinn or any other environmental documentation for
“programs involving nutrition, health care or population and family

planning services.....”.

G. Narcotics Impact Statement

The Social Marketing of Contraceptives Project, being
basically humanitarian in nature, does not lend itself to apecific
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 baailc thrust and mechanism for implementation
cannot be meaningfully connected to the U,S. Govermment's continued
efforts, in conjunction with the GOP, to curtall opium poppy cultivation
and the processaing 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 as 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 furniah or have furnished to A.I1.D., in form and substance

satisfactory to A.I.D,:

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

2. a written statement setting forth the namea and titles
of persons holdirg or acting in the Office of the Crantee and
representing that the named person or persons have the authority to act
a8 the representative or representatives of the Grantee, together with a
specimen signature of each such person certified as to its authenticity.

B. Covenantas

1. Operational Autonomy of Firm, The Parties agree to
make every reasonable efrort to assure that the firm selected to carry
out the purpoces of this Pruvject 13 allowed maximum operational autonomy
and that, to the extent possible, this firm is provided the latitude for
managing 1ta oneratlons, includiag preduct introduction and marketing, as
i3 the practice in the Pskistan privata sgector.
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L Communication Strategy. ‘Ihe Grantee shall, no less
than every twelve (1) mcaths trom the date of the signing ot this
Agreement, review ali comnuyanication strategies and policies tor this
Project in order to assess the maximum permissible use of media tor the
promotion ot contraceptive producta under this Project, The Lrantee
shall, no less than every twelve (1Z) months trom the date of the signing
ot this Agreement, turnish to A.l.l., in torm and substance gatigtactory
to A.l1.D., a written report of its delibevations and review, setting
torth therein the permissihble communicatlon strategies and policies tor
the promotion of contraceptive products under this Project tor the next
twelve nonth period.

3. Pre Launch Evaluation. Prior to the nationwide launch
0r product distribution of contraceptives under this Project, the parties
agree to conduct a joint evaluation of the performance ‘and experience ot
the ipitial, linited ailstribhution activity under this Project. Lhe
Partieg agrea that, based on this evaluation and the review by A.L.D. of
communication atrategies and policies to be provided to A.,l.D. as set
torth in Section Vi.B.2. above, A.I.D, will be making its determinatiom
as to the reasonableness, desirability and prudence ot continued A.l.D,
tunding of this Social Marketing of Contraceptives Project.

. 4, Project Kvaluation. ‘The Parties agree to establish an
evaluation program as part ol thls Froject., LExcept as the Parties may

otherwise agree in writing, the program will include, during the
implementation of the Projlect and at one or more points thereafter:

a. evaluation ot progress towards attainment jof
the osbjectives or the Project;

b. identification and evaluation of problem areas
or constraints which may inhibit such attainment;

Ce asgeganment of how such information may be used
to help overcome such probiens; and,

d. evaluation, to the degree feagible, of the
overall development impact ot the PYroject.

3. Post Training Kmployment. Except as the Parties may
otherwiase agree in writing, tne Grantee, acting through its FPopulation
Weltare Division, stall make everv reasonable etfort to require that each
pergson traiuned under thie Projsct works in activities related to social
marketing of contraceptives in Paxistan for not less than three times the
length ot time nf nis or her trainiang program provided, however, that in
1o evant ghall such an individual be allowed to work in social marketing
or contraczptivag dactivities fOor Less than one year nor be required to
work in goclal amarketing cf comtraceptive activities for more than tive
yeara trom tne cate or that intlvidual's completion of training.
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6. Abortion/MR. The Grantee shall not use any of the
asaistance provided by A.1.D. under this Project for gbortion and/or
menstrual regulation ("MR") related activities, including specifically
but not limited to, information, education, lobbying, training or
communicaticn programs that seek to promote abortion and/or MR a8 a
method of family planning. A.I.D. may, from time to time, further
specify prohibited abortion and/or 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 Conditicn Precedent and all the
above covenants, has been fully discussed with and agreed to by the GOP.



ANNEX -
Page 1

STAYE 162211

FM SECSTATE WASHDC
TO AMEMBASSY ISLAMABAD PRIORITY 9060

BT
UNCLASSIPIED STATE 162211

AIDAC

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

TAGS :
REF: (A) ISLAMABAD 7743 (3) ISLAMABAD 8410

1. APAC MET JUNE 3 AND APPROVED SUBJECT PID., DISCUSSION
FOCUSED ON THE FOLLOWING POINTS, WHICH SHOULD BE TAKEN
INTO ACCOUNT IX¥ PF DESIGN, ALONG WITH THE EXTENSIVE LIST
OF DESIGN QUESTIONS INCLUDED IN THE PID ITSELF. GUIDANCE
REQUESTED IN REF B WILL BE PROVIDED SEPARATELY.

2. NEED FOR AND ROLE OF A NEW IMPLEMENTING ORGANIZATION
(I0): THIS WAS MAJOR FOCUS OF THE DISCUSSION. RECOGNIZING
THAT IT MAY NOT BE POSSIBLE TO ANSWER ALL QUESTIONS AT PID
STAGE, APAC FELT PP WOQULD HAVE TO ADDRESS PFULLY THE
FOLLOWING BASIC QUESTIONS:

(A) ARE THERE ANY REPEAT ANY EXISTING ORGANIZATIONS
(PRIVATE OR VOLUNTARY, PROFIT OR NON~-PROFIT) THAT COULD
UNDERTAKE THE PROFGSED FUNCTIONS3 OF THE I0? IF SO, THERE
IS A STRONG PRESUMPTION IN FAVOR 0P UTILIZING SUCH
ORGANIZATIONS, THUS OBVIATIRG THE NEED TO CREATE A NEW
ENTITY, 1IN THIS PROJECT, IF ASSUMPTION IS THAT
CONTRACEPTIVE COSTS WILL CONTINUE LINDEFINITELY TO BE
SUBSIDIZED BY AID OR OTHER DONORS, TEMPTATION IS REAL FOR
STAFF OF IO TO GROW AND FUNCTIONS TO EXPAND. DANGER THEN,
AS MISSION IS WELL AWARE, 15 THAT SUCH AN ORGANIZATION MAY
FIND IT EXTREMELY DIPFICULT TO BECOMAZ S5ELF-SUPPORTING ONCE
AID PROJECT IS PHASED CUT, THRREFORZ, NEED TO CREATE A
NEW ORGANIZATION SHOULD Bi PULLY JUSTIFIED IN PP.

(B) IF A NEW ORGANIZATION IS INEVITABLFE, QURSTION ARISES
AS TO TYPE OF 10 THAT WOULD BE MOST SUITABLE, UNDERSTAND
MISSION AND GOP HAVE BFEX DISCUSSING A VOLUNTARY
ORGANIZATION. PROJECT DESIGN SHOULD FULLY EZXPLORE
ALTERNATIVES. FOR EXAMPLE, COULD NGT A NON-PROFIT TRADE
ORGANIZATION OF PRIVATY WHOLESALZRS AND DISTRIBUTORS BE
FORMED INSTZAD, TO INSUZEZ THAT PRIVATE SECTOR INTERESTS
ARE MORE FULLY REPRESENTTDY?
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(C) 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 ITS PROPOSED
SIZE, AS WELL AS EXPLAIN HOW QUALITY OF ITS PROPOSED STAFF
WILL BE ENSURED, REGARDLESS OF WHICH IO IS USED, PP
SHOULD DO FINANCIAL ANALYSIS WHICH WILL INDICATE CLEARLY
TO BOTH AID AND GOP WHAT WILL BFE 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-PROFIT CHARITABLE,
VOLUNTARY OR SERVICE ORGANIZATION THAT HAS EXISTENCE AND A
PROGRAM INDEPENDENT OF THE ACTIVITY FINANCED WITH AID
FUNDS. THE IO DESCRIBED IN THE PID IS AN INSTITUTION
CREATED SPECIFICALLY FOR THE PURPOSE OF IMPLEMENTING THE
PROJECT. UNDER THESE CIRCUMSTANCES WE DO NOT BELIEVE THE
I0 WOULD BE A QTE PVO UNQTE AND THEREFORE 1T 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 IO TO BE PVO IN ORDER FOR AID
TO EE 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 SUBSIDIZEZD CONTRACEPTIVES UNDER THIS PROJECT FROM
UNDETERMINING EXISTING COMMERCIAL MARKET FOR
CONTRACEPTIVES., PP SHOULD ANALYZE ANTICIPATED EFFECTS ON
PRIVATE CHANNELS AND CONTAIN PROVISIONS FOR MONITORING
THESE EPPECTS DURING LOP.

5. CONTRACTUAL RELATIONSHIPS: 1IN OTHER CRS PROJECTS,
AID/W HAS FOUND IT USEFUL IN WITHSTANDING POLITICAL
PRESURES TO HAVE A T.A. CONTRACTOR WITH SOME LEVET OF
CONTROL OVER PRNOGRAM DECISIONS. MISSION SHQULD E..SURE
THAT LONG~-TERM ADVISER AND/OR AID HAS CLEARANCE OR
APPROVAL AUTHORITY AT KEY DECISIOQON POINTS, 1IN THIS
CONNECTION, A COOPERATIVE AGREEMENT MAYT BE MORE
APPROPRIATE THAN A GRANT AGREEMENT. SEE CHAPTER %),
HANDBOOK 1, SUPPLEMENT 3.

6., SELF-SUSTAINABILITY: WHILE IT WOULD BE UNREALISTIC TO
EXPECT THE PROJECT TC 3Z SELF~SUSTAINING IN FLYE YEARS,
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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 TIMF FRAME, PCR EXAMPLE.

7. OTHER TARGETS: A SPECIFIC OBJECTIVE OF THE
PROMOTIONAL COMPONENT OF THE PROJECT WHICH SHOULD BE
CONSIDERED MAY BE TO RAISE SPECIFIC XNOWLEDGE OF
CONTRACEPTIVE METHODS BY A SPECIFIED PERCENT WITHIN THE
LI¥E OF THE PROJECT (WITH CONTRACEPTIVE PREVALENCE SURVEYS
TO PROVIDE VERIFICATION).

8. 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. 1IN 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
COMMERCIAL CHANNELS. THE MISSION SHOULD CONSIDER
RESERVING SOME PROJECT FUNDS FOR SUCH STUDIES. IN
ADDITION, RESEARCH ACTIVITIES FUNDED UNDER THE POPULATION
WELFARE PLANNING PROJECT MIGHT INCLUDE RESEARCH ON THE
EFFECT OF TH1s PROJECT ON FAMILY PLANNING KNOWLEDGE AND
ACCEPTANCE IN GENERAL.

Y. MISSION HAS AUTHORITY TO APPROVE THE PP. HAIG##
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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 (with a sub—
category for criteria applicable only
to loans); and Ecounomic Support Fund.

CROSS REFERENCE: IS COUNTRY CHECKLIST

UP TO DATE?

HAS STANDARD ITEM
CHECKLIST BEEN
REVIEWED FOR THIS
PROJECT?

A, GENERAL CRITEFRIA FOR PROJECT

1.

2.

Continuing Resolution

Unnumbered; FAA Sec.634A;

Sec.653(b)

(a) Describe how authorizing
and appropriations Committees
of Senate and House have deen
or will be notified concerning
the project; (b) is asaistance
within (Operational Year
Budget) country or inter-
national organization alloca-
tion reported to Congress (or
oot more than $1 million over
that amount)?

FAA Sec.61ll (a) (1l): Prior to

obligation in excess of
$100,000, will there be (a)
engineering, financial other
plans necessary to carry out
the assiatauce, and (b) a
reasonably firm estimate of
the co.t to the U,S, of the
agsistance?

ANNEX B

Yes

Yes

(a) Congressional notifica-
tion and Congressional
Presentation,

(b) Yes assistance is within
the 1Y84 operational year
budget.

Yes

"
et e,



3.

4.

3.

(2)

FAA Sec.6ll (&) (2): If
further legislative action ias
required within recipient
country, vhat 1is baasis for
reagsonable expcctation that
such action will be completed
in time to permit orderly
accomplishment of purpose of
the assistance?

FAA Sec.611 (b) : Continuing
Resolution Sec.501. If for
water or water-related land
resource construction, has
project met the standards and
criteria as set forth in the
Principles and Standarda for
Planning . .cer and Related
Land Resources, dated October
25, 19737

PAA Sec,.61]l (e). If Project
is capital assistance (e.g.,
conatruction), and all U.S.
assistance for it will exceed
$1 =illion, has Mission
Director certified and
Regional Assistant
Administrator taken into
consideration the country's
capability effectively to
maintain and utilize the
project?

FAA Sec.209., 1Is project
susceptible of execution as
part of regional or multi-
laternl project? If so

why 1is project not so
executed? Information and
conclusion whether agalstance
will encourage regional
development prograas.

No further legiglative action
is required.

N/A

N/A

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



7.

8.

9.

10.

(3)

FAA Sec.601 (s). Informationm
and conclugions whether
project will encourage efforts
of the country to: (a) in-
creas: the flow of inter-
national trade; (b) foster
private initiative and
competion; (c) encourage
development and use of
ccoperatives, and credit
uniond, and savings and loan
associations; (d) discourage
monopolistic practices; (e)
improve technical efficiency
of industry, agriculture and
commerce; and, (f) strengthen
free labor unionms,

FAA Sec.601 (b). Information
and conclusion on how project
will encourage U.S, private
trade and investment abroad
and encourage private U,S.
participation in foreign
assistance programs (including
use of private trade channels
and the services of U.S.
private enterprise).

PAA Sec. 612 (b), 636 (h) :

UontInuing EGIOIUCIOQ Sec.

3U3. Describe ateps taken to
assures that, to the maximum
extent possible, the country
is contributing loecal

_ currencies to meat the coat of

contractual and other services,
and foreign currsncies owned by
the U.S. are utilized in lieu

of dollars.

PAA Sec.612 (d). Does the U.S,

own axcess foreizn currency of
the country and, if so, what

arrangements have been made for
ita release?

(a) No.

(b) The major-involvement of
the local private sector in
this project should
strengthen the commercial
marketing of contraceptives.
It should also foster private
initiative and competition in
the aarketing of these
commodities.,

(¢) No.

(d) No.

(e) No.

(£) No.

U.S. private enterprise will
participate as suppliers of
coemodities and techaical
services for the project.

This 18 an ESF Project.
Neverthaless, the GOP
contribution to the Project
will consiat of salaries of
staff within the SMC Unit,
consulting fees for the local
General Consultants and all
travelling expenses incurred
on behalf of the Advisory
Board.

Disbursenenf for all lnral
costa will be made with
treasury-owned excess rupees

in accordance with FAA Sec—-
tion 612{b). Thke U.S. also
owns so-calied "NMondale”
excess Pakistani rupees.
However, uses programmed for
these funds curvently excaed
availaviliry,

A



11.

12.

i3.

(&)

PAA Sac.601 (e). Will the
project utilize competitive
selection procedures for the
awarding of contracts, except
where applicable procurement
rules allow otharwiaa?

Continuing Resolution Sec.3522.
If amsistance is for the
production of any coamodity
for export, is tho commodity
likely to be in aurplus on
world markets at the time the
resulting productive capaclty
becomes operative, and is such
assigstance likely to cause
subatantisl injury to U,S.
producers of the same, similar
or competing commodity?

FA Appropriation Sec.523:
Will the tunds for this project

be used to lobby for adortion?

FUNDING CRITERIA FOR PROJECT

1.

Development Asgigtance Project

Criteria

a. PAA Sec.102 (b), 111, 113,
281(a). Extent to which

activity will (a) effectively

involve the poor in develop-
ment, by extending ancess to
econoay at local level,
increasing labor-inteunsive
production aad the uae of
appropriate technolog, apread-
ing investment out from cltiea
to small towna and rural areas,
and {nsurirng wide participation
of the poor in the benefits of
devalcpment on a sustained
basis, using tha appropriasce
U.S. inaticuticas; (b) help
deavaelop cooneratives, wspacially
by technical assistancsa, tno
asgiat rural and urdac poor to
help thamselves toward bhetier

Yes

N/A

No

N/A

N/A



(3

1life, and otherwise encourage
democratic private and local
governmental institutions; (c)
support che self-help efforts
of developing countries; (d)
promote the participation of
woman in the national economics
of developing countries and the
improvement of women's status;
and, (e) utilize and encourage
regional cooperation by
developing countries.

b, FAA Sec.103, 103A, 104,
105, 106, 107. Is assistance
being made available:
(including only applicable
paragraph which corresponds to
source of funds used. If more
than one fund source is used
for project, include relevant
paragraph for each fund source).

(1) [103] for agriculture,
rural development of
nutrition; i{f so (a) extent to
wvhich activity is specifically
designed to {increase produc-
tivity and income of rural
poor; 103A if for agriculture
research, full account shall be
taken of the needs of small
farmers, and extensive use of
field testing to adapt basic
research to local couditions
shall be made; (b) extent to
which aasistance is used in
coordination with programs
carried out under Sec.l04 to
help improve nutrition of

the people of developing
countries through encourage-
ment of increased production
of crops with greater
nutritional value, improveament
of planning, research, and
education with respect to
nutrition, particularly with
reference to improvement and

N/A

N/A

v



(6)

expanded uze of indigenoualy
produced foodstuff; and the
underteking of pilot or
demonatration of programs
explicitly addressing the
problem of malnutrition of
poor and vulnerable people;
and (c) extent to which
activity increases national
food security by inproving
food policies and management
and by strengthening national
food regervea, with particu-
lar concern for the needa of
the poor, through measures
encouraging domestic produc-
tion, building and national
food reserves, expanding
available atorage facilities,
reducing poat harveat food
losses, and improving food
distribution.

(2) [104] for population
planning under Sec.104(b)

or health under Sec.104(c);

if so, (1) extent to which
activity emphasizes low-cost,
Integrated delivery aystems
for health, nutrition and
fanily planning for the
poorest people, with parti-
cular attention to the needs
of mothera and young children,
using paramedical and auxiliary
medical puarsonnel, clinics and
health poats, commercial
distribution systems and other
modes of community research.

(3) [105] for education,
public administration, or
hunan resourcea development;
if 30, extent to which
activity strengthens nor~
formal education, makes
formal education more
relevant, evpecially for
rural familics and urban

N/A

N/A



7

poor, or strengthens
management capability of
institutions enabling the
poor to participate in
developnent; and (1i1)

extent to which assistance
provides advanced education
and training of people in
developing countries in asuch
disciplines as are required
for planning and implemeunta-
tion of public and private
development activities.

(4) [106; ISDCA of 1980,
Sec.304] for energy, private N/A
voluntary organirations, and
selected developaent
activities; if s0, extent to
which activity iss: (1) (a)
concerned with data collection
and analysis, the training of
gkilled personnel, research on
and development of suitsble
energy sources, and pilot
projects to test newv methods
of energy production; (b)
facilitative of geological and
geophysical survey work to
locate potential o0il, natural
gas, cnd coal reserves and to
encourage exploration for
potential oil, natural gas,
and coal reserveg; aud (¢) a N/A
cooperative program in energy
production and conservation
through research and
development and use of small
acale, decentralized, renew-
eble energy sources for rural
aresas;

- (44)  tezhnical cooperation

and development, eapecially N/A
with U.S. private and volun-

tary or regional and

international development,
orzanizations;

(144) research into, and

-
e e et



(8)

evaluation of, econoamic
development process and

techniquas;

(iv) reconatruction after
natural or nanmade disaster;

(v) for aspecial development
probleas, and to enable proper
utilization of earlier U.S.
infrastructure, etc., assin-
tance; .

(vi) for programs of urban
development, especially small
labor intensive enterprises,
marketing aystems, and financial
or other inatitutions to help
urban poor participate in
economic and social development.

c. [107] is appropriate
effort placed on use of
appropriate technology?
(relatively amaller, cost—
saving, labor using
technologies that are
generally moat appropriate
for the small farms, small
busineases, and saall
incomes of the poor.

d. PAA Sec.110 (a). Will
the raciplent country provide
at least 25% of the coats of
the program, project, or
activity with respect to which
the assistance . i3 to be
furnished (or has the better
cost-sharing requirement been
waived "yt & "relatively least
develope country)?

e. PAA 3ec.110 (b). Wwill
grant caplital assistance be
disburs=ad for project over
nore than 3 years? IS so, has
justiflcation aatiszfactery to
Congreas been nade, and
efforts fZor acher financing,
or 13 the raciplent countsy
"ralatively leaat developed"?

N/A

N/A

N/A



3.

(9)

f. FAA Sec.281 (b}. Describe

extent to which program
Tecognizes the particular
needs, desires, and capacities
of the people nf the country;
utilizes the country's
intellectual regources to
encourage institutional
developmant; and supports
civil education and training
in skills required for
effective participation in
governaental processes
egsential to aself-governmeat,

8. PFAA Sec.122 (b). Does
the activity give reasonable
promise of contributing to
the development of economic
rescurces, or to the increase
of productive capacities and

self-sustaining economic growth?

Development Assistance Project

Criteria (Loans Only).

a. FAA Sec.122 (b).
Information and conclusion on
capacity of the country to
repay the loan, at a reason-
able rate of interest.

b. PAA Sec.520 ‘d), If
assigstance 18 fci any
productive enterprise which
will compete with U.S, anter-
prises, is chere an agreanent
by the recipgient country to
prevent export to the U,.S. of
more than 0% of the eater-
prise's annusl preduction
during the 1ifie of tihe loan?

Proiect Crireri. Zaleiv for

Econnmis Tunsor: fund

N/A

N/A

This is an ESP Project

N/A

No



(10)

8. FAA Sec,531 (a). Will
this assiscance promote
economic or poiliticzal
atability? To the extent
possible, does it reflect the
policy directions of FAA
Section 1027

b. FAA Sec.531 (e¢). Will
assistance under this chapter
be used for military, or
paramilitary activitiea?

. Yes, the Project will improve

accessibility to contracep—~
tives, coantribute to the
reduction of the population
growth rate, and thereby
facilitate the achievement
of the GOP'd 7 relopment
goals ag ther ralate to
economic and po'itical
stability.

No



No.1(23)US.I/8L ANNEX C
Government of Pekistan Page 1
GOP LETTER OF REQUEST MINISTRY OF FINANCE ANO
FOR ASSISTANCE ECONOMIC AFFAIRS

(ECONOMIC AFFAIRS DIVISION)

Telegram : ECONOMIC
Telex : ECDIV No., O5-834

SECRETARY , GENERAL,
Phane :820629

SUBJECT:~ SOCIAL MARKETING OF OONTRACEPTIVES PROJECT(391-0484) .

Dear Mx, Licn,

A8 part of cur two Govemment's agreament an a six-year
$ 1.645 billion ecanamic assistance program, the Government of Pakistan
fo:mallyxaquesr_s fram U.S.AID/ Pakistan bmtymlhmd)llam
(U.S.§ 20,000,000) in United States assistance t find a Social
Marketing of Contraceptives Project.

Funds provided by A.I.D. the project will be used to procure
technical advisory assistance, training, camodities and private sector
sexvices required, among other things to:

l. oomplement the efforts of the public sector Bow.latim'
welfarh Program to provide contraceptive services to
the public.

2, increase cntraceptive usage by expanding the availability
of contraceptives through the private aectnr.‘

3, utilize the considerable strengths of the Pakistani
private sector in distributing and pramoting contraceptives
in retail outlets,

4. create, support and strengthen social marketing exparience
in pakistan,

5, support the preparation of matketing plans which take
into acocount various market assessments Of consumer,

trade and praduce variables,

6. support the distribution of project products through
the developrent and use of imaginative and appropriate

pramotional activities,

contdesee lP/‘
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The Govermnment of Pakistan assures the Unhited States of
its full cooperation in carrying aut the Social Marketing of
Contraceptives Project. The personnel, financial and other inputs
required of us will be provided with Federal support in an
expeditious manner, Qnce the Project Agreement is signed, A.I.D.
ig hereby authorised to proceed, with cbtaining marketing sexvices
£rom Pakistan's private sector through the Population Welfare
Division, procure contraceptives, long-termm technical assistance,
and to ccmmit and disbuxse funds as necessary to carry cut these
initially important project activities.

We lock forward to a continued efforxt by both cur
Govermments to implement a productive and beneficial program for
the people of Pakistan.

Y ¥ sincerely,
(N
(Ejaz A.Naik )

Cr. xoor M.Lion,
Dlrwetor,

USAID/ Pakistan
Isiamsbard,



PROJ ECT DESIGN SUMMARY

AWIEX D

Lile of Prejoch:

AD 10202910728 [ Fy 1984 o FY 1989
rems
LOGICAL FRAMEWORK Torel U. 8. Funding $20,000,000
Dete Propered: m
Project Title & Numher: SOCIAL MARKETING OF CONTRACEPYIVES PROJECT
NARRATIVE SUMMARY OBJECTIVELY VERIFIABLE INDICATORS MEANS OF YERIFICATION MPORTANT ASSUMP TIONS
Acmﬁnu for echieving geal tergets:

Program or Secter Goal: The bresder abjective ta
which this preject contribnteos:

- To reduce the rate of national population
increase.

t.

2.

Measures of Goal Achievement:

A reduction of the rate of national

population increase to less than the
current estimate of 2.9 by the end

of the Project.

A reduction of the crude birth rate
to less than the present level of
41 per 1000 by the end of the Project.

w N
.

4

Decemial census
Contraceptive prevalence surveys.

Birth and death registration (vital
statistics).

Other survey data,

. An increasing number of Pakistani couples
of child-bearing age will practice effec-
tive contraception.

Preject Purpess:

- ‘To promote family planning and increase
contraceptive usage by expanding tte
availabfility of contraceptives through
the private sector.

2.
kS

4.
5.

6.

Canditiens thet will indicote purpese hes hoon
ochioved: End of project stave. .
1. An increase in the quantity of out-

lets offering affordable contracep-
tives.

An expansion in the geographic distri-
bution of such outlets.,

Increased outlets have adequate
supplies of contraceptives.

An increase in contraceptive sales.
An increase in contraceptive preva-
Tence. .

User and potential user population

~n
.

(L ™

Market asseysments.

The projectS mnagement information
system which monitors flows of contra-
ceptives,

. Contraceptive prevalence surveys.
. Contraceptive sales statistics.

Project evaluations.

“Asswnpti=ms for echieving purpese:

1. The project will be allowed to develop and
implement its own sarketing strategies for
effective competition in the market place.

2. The projec” will be able to expand from a
regional to a national scope.

3. AID succeeds In providing sufficient and
timely deliveries of contraceptives.

reporti =

Outputa:
i. Packaged contraceptives available for
sale in retafl outlets.
2. Pr motional activities for the contra-
ce tive products.
3. A distribul‘on system functioning to
move the contraceptives through whole-
salers to retail outlets. ’
A private sactor firm with experience
in managing the social marketing oc
contraceptives.
{continued)

t.
2.
3.
4.

Mognitude of Cutputs:

Conditions Indicating Outputs have been
realfized:

-tives.

Project contraceptives are being sold
in retail outlets.

Consumers and general populace are
aware of brand names, product imge.
Retail outlets easily and regularly
sble to obtain the contraceptives.
Availability of market assessment

results. (continued)

Market assessments.

Sales reports and revenues received.
Management information system data.
Project Financial statements.
Monitoring of retailer feed-back.

Site visits.

Mid-term and end-of-project evaluations.

Anv.pﬂcnl for achieving svtputs:

1. Mon-prescription sale of contraceptives will
continue to be allowed at retail outlets.

2. There will be no additional prohibitions on
the advertising of contraceptives and some
relaxatfon of such prohibitions will be fort!
coming during project life.

3. The sale of subsidized contraceptives in the
commercial sector continues to be ailowed,

{continued)

Inputs: {all AID funced)

f. Technical assistance in social
mirketing management.

Comodities {n the fors of contra-
ceptives, primarily, and some others.
Local costs for irplementation.
Training of some Management staff -

1.
2.

lmplomentation Target (Type and Quentity)

Conditions Indicating Achievement of
[nputs:

3.
4.

Restdent advisor in piace.

Commodities purchases, shipped and
received. -

Funds for local costs disbursed.
Funds for training disbursed.

1.
2.

3.

U.S.A.L.D. records.
Firm management records.
GOP records.

Best Avallable Documen?

Assumptions for providing Inputs:

1. The project design is approved and an
agreement signed.

2. Funds continue to be avaflable as planned,

3. A suitable resident advisor is found and a
contract successfully negotiated.

4. A suitably zualifled private sector firm can

be recruited and contracted. é

o

1 98eg
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Page 2
. LOGICAL FRAMEWORK (Sheet No.2 Continued)
Harrative Sunsmary Objectively Verifiable Indicators Means of Verification Important Assumptions

Project OQutputs:

5. A management informa-
tion and inventery
repnrting system
cailioning.

6. JSrket assessments
comntete,

Conditions Indicating Qutputs
nave been realized:

5. The social marketing process
launched and functioning.

6. Appropriate individuals com-
pleted training.

To achieve outputs:

4. The selected private
sector firm can
successfully assimilate
social marketing nrinci-
ples and management.

Z 98vg
d XINRV
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(CN)

1. SUMM&RY: THIS CABLE TRANSMITS DRAFT LANGUAGE FOR
CONGRESSIONAL NOTIFICATION WHICR TEZ MISSION wOULD
APPRZCIATE YOUR rYROCESSING ASEP AND NOTIFYING US
#HEN THE 15-DAY WAITING PERIOD EXPIRES. END SUMMARY.

2. DRAFT CN LANGUAGE FOLLOWS:
A. ACTIVITY DATA SHEET:

COUNTR(f: PAKISTAN

TITL?: SOCIAL MARXETING OF CONTRACEPTIVES

NUME¥R: 391-2484

NEW GRANT FUNDS: ZSF

PRIGR REFERENCE: NONE

PROPOSED OELIGATION: FY - 5,332,309

- - LOP - 20,000,000

INITIAL OBLIGATION: FY 84

SSTIMATED #INAL OBLIGATION: FY 87

ESTIMATED COMPLFTIOV DATE OF PROJECT: DECEMRER 139393

3. NARRATIVE IS AS FOLLOWS:

FJRPC3E: TO INCREASE CONTRACEPTIVE USAGE BY PROMOTING
TAMILY PLANNING AND B{FANDING THE AVAILAZILITY CF
CONIRACEPTIVES THROUGH THFE PRIVATE SECTOR.
BACXJRCUND: THE DEMOGRAPHIC CHANGES IN PAXISTAN SINCE
THE TURN OF THE CENTURY CHARACTERIZE MOST LOW-INCOME
COUNTRIES. THE LEVEL OF MNATALITY HAS DKCLINED BY

MORE THAN HALF %EILE FERTIUITY HAS RuMAINED RALATIVRLY
UNCHANGED AT VEXRY YIGH LEVELS, RESULTING IN A GCONTINUED
HIGH PCPULATION GRO¥TH RATH OF APPROXIMATKLY I PWRCENT
PER YEAR, THE BIGHEST IV ASI\. THIS TREND IMPOSES AN
ENORMQUS BURDFEN ON PAKISTAN'S ECONOMY AND DFVFLOPMENT
ErFORTS. AWARE THAT INCREASED POPULATIOH GROWTH
REPRESENTS A SERIOQUS DEVELCPENT CONSTRAINT, THE
GOVERNMENT OF PAKXISTAN DEVELOPED A POPULATION SKLFAHE
rLAN YOR THE PFRIOD 19389 - 1533 WHIJH CALLED FOR A
SJCIAL MARKETING OF CONTRACEPTIVES PROGAAM T0
COMPLEAENT THE DISTRIZUTION OF CONTHACLPTIVES THROUGH

:'n:n"'.,-nlvlirl\q voea Ve n . "'.','7.:‘ q)q)
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GCYERNMENT UPFRATED CLINICS, T SIXTH FIVE-YEAR Pray
(13:2’-—1% INCLUDES A SCCIAL MARKETING PROGRAM. THF

30P RECCS vxzrs THAT TO ACHIEYE TME GO4L OF REDUCED ANNEX E
POPULATION GROYTH RATE, TEY WELL-DEVELOPFED ‘PAKISTANI Page 2

COMMERCIAL “ARTETING SYSTEM SHOULD BE UTILIZED TO
CISTRIBUTY CONTRACEPTIVES AND “AXE THEM MORE WIDELY
AVAILABLE TO THX GENERAL POPJL;CL

PR0JECT DESCRIPTICN: THE PROPOISED PROJECT CONSISTS

0F A DCLS 24 MILLION ®SF GRANT OVER A PKRIOD OF 5 AND
CNE-YALF YEARS TO FINANCE THE ESTA3SLISHMENT O} A
SOCIAL MARXETING PROGRAM FOR CONTRACEPTIVES 1IN
PAKISTAN . THE FROJECT WILL BE CARRIED OUT 3BY AN
EXISTING, PAXISTANI. PRIVATE SECTOR MARGETING FIGHM
ZUNDED THROUGH A HOST COUNTHY CONTRACT. THE PROJECT
WILL FIVANCE: 11) TECHNICAL ASSISTANCE; (2) CONTRACEP-
TIVES AND OTHER XQUIPMENT REQUIRED FOR THE PROGRAM;
(3) & MAJOR PORTION OF THE LOCAL COSTS REQUIRED TC
IMPLZMENT THE PROGIAM, INCLUDING THE COSTS OF MANAGE-
(MENT. PRODUCT PROMO”ION, PRINTING, PACKAGING, AND
MARXETING ASSESSMENTS; AND, (4) SHORT-TERM TRAINING
FOR SELECTED MEMBERS OF THE MARKETING FIRM AND
GOVEANMENT OFFICIALS.

THE- JROGRAMTAIMS T0: INCREASE TER USE OF CONTRACEP-
TIVLS. SPECIFICALLY CONDOMS AND ORALS, AMONG MARRIAD
COUFLES OF FERTILE AGE (MCFA) 4HO DO NOT USE NOR HAVE
ACCESS TO GOVERNMENT FAMIL( WELFARX CLINICS. THIS
NILL FZ ACCOMPLISHED BY MAKING ANTUATE SUPPLIES OF
CONTRACHPTIVES =ASILY AND REGULARLY AVAILABLE I
THCUSANDS OF RETAIL OUTLETS IN PAZISTAN’S EYXTENSIVE
COMMTHCIAL MARXETING NETWORW. A NJMBEH OF ASSESSMENT
ACTIVITIES ARE PLANNED WHICH WILL ENABLE AID4 THE

GOP AND THZ SELECTED FIRM TO CLOSELY MGNITOR PROGRAM
PROGRESS. THESE INCLUDE MARKET ASSESSMENTS, CONTRACEP-
TIVZ PREVALENCE SURVEYS, A MANAGEMINT INFORMATION
SYSTEIM, & PRE- NATIONJID' LAUNCH EVALUATION, AND THUEFR
CCMPIEHENSIVE EXTERNAL PRQJACT EZVALJATIONS. BY THE

ExD OF TEE PROJECT, IT IS FXPECTED THAT THL PROGRAM
SILL GENERATE SUYFICIENT ! EVENUES TO COVER MOST IF NOT
ALL Cr THZ OPERATING COSTS OF THE PROGRAM, #ITH THE
EXCEPTION OF CONTRHACEPTIVIS.

BT
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FOR ASIA/PD - PAT MATHESON

£.0,12385 VA

SUBJECT: SOCIAL MARXZTING OF C INTRACEPTIVES (SMC)

RELATIONSHIP OF PROJECT TO A.I.D. COUNTRY STRATWGI(: IF
THE TREND IN PAKISTAN’S POPULATION GROYTE RATE IS
SUSTAINED, TEE 13534 PO2ULATION OF ARCUND 93 MILLION
WOULD DOUBLE IN 23 YEARS. SJCH A POPULATION GROWTI
WQULD IMPCEE ZNORMOUS PURDENS ON THE CQUNTRY. IT

WOULD SRAVELY IMPEDE PAKLISTAN’S ABILITY TO ACHIFRVE
FOCD SELF-SUFTICIENCY AND TO PROVIDE ADEQUATE
TRANSPORTATION, WATER, HFALTH CARE, ELUCATION, AND
INERGY FOR ITS PSZOPLE. RECOGNIZING THE SERIQUSNESS CF
THE POPULATION PROEBLEM EXISTING IN PAXISTAN, A.I.L.
HAS PLACED THE SUPPORT OF POPULATION ACTIVITIES IN
PAKISTAN AS ONF OF ITS HIGHEST DEVELOPMFENT PRIOQORITIES
SINCY POPULATION IS INEVITAELY LINKEDR WITH QTHER
SECTORS IN THE DEVELCPMENT PROCESS. TO FURTHER
PROMOTE A REDUCTION IN THE POPULATION GROWTK RATE,

IT IS CONSIDERED ESSEZNTIAL TO INVOLVE THZ .PRIVATE
SECTOR IN POPULATION ACTIVITIES SPECIFICALLY THROUGH
THIS PROJECT. CLEARL{, ANY GAINS MADE IN AGRICULTURE,
HIALTH, NUTRITION, WATER SUPPLY, ENERGY AND OTHER
SECTORS WILL BE MINIMIZED IF THE RAPID POPULATION
GCRO#TH RATE CONTINUES. AS PART OF A.I.D.”S OVERALL
DEVELOPMENT STRATEGY TO STABILIZE AND DEVELO?Y’
PALISTAN'S ECONOMY AND IMPROVE THR JUALITY OF LIZE

OF ITS P:O0PLE, IT IS TEEREFORE ESSENTIAL THAT A.I.D.
A5SIST PAXISTAN [N TACKLING ONE OF ITS MOST P'RESSING
PROELEMS, XXCESSIVE POPULATION GROWTH. THFIS PROJECT

IS PART OF A.I.D.’S TWO-PRONGED APPROACH TO PAXISTAN’S
POFULATION WELFARE PLANNING PROJECT. THESE TWO PROJECTS
TOGETHER CONSTITUTE A.I.D.°S SUPPORT OF THE GOVERNMENT
OF PAKXISTAN’S FAMILY PLANNING PROGRAM.

EENEFICIARIES: THE DIRECT. PENEFICIARIES OF THIS PROJECT
WILL INCLUDE THE MILLIONS CF COUPLES IN THE FERTILE
AGZ GROUP, INCLUDING LOV-INZOME FAMILIES, WHO WILL
naVE GRYATER ACCESS TO QUALITY CONTRACEPTIVES AND #HO
DC NOT USE NOR HAVE ACCESS TO GOVERNMENT FAMILY
WELFARE CLINICS. THE PRIVATE SRCTOR WILL ALSU BENERIY
BY TFL INVOLVEMENT OF MANY COMMERCIAL ORGANIZATIONS
Id PRINTING, PACXAGING, DISTRIHUTION, ADVERTISING AND
FRCMOTION, AND MARXET RISEARCH. YHOLESALERS AND
AETAILFERS WHO PARTINIPATE IN THIS PROGRAM WILL ALSO
EENEFIT. C¥ITAIN STAFF OF THE SELECTED FIRfM WILL
EEZNEFIT FROM SHOHT-TERM TRAIJING IN SOCIAL MARKETING
MENACEMENT. MORE BROADLY, A CONTRIBUTION TO THX GOP’S
EFFORTS TO REDUCE TKE COUNTRY®S RATE GF POPULATICN
GROWTH MAY BE ONT OF THE MOST VALUARLE OF A.1.D.°S
ASSISTANCE ACTIVITIES IN PAKISTAN “iCAJSE OF THS
MPOLTANCE OF SUCH AN OUTCOME TO NATIONAL ECONGMIC

A0WTH

{, CEVELOPMENT AMD STAERILITY.
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EOST COUNTRY AND OTAXR DONORS: THET GOVERNMENT OF Page 4
PARISTAN WILL RBE CONTRIBUTING FUNDS TO COVEIR TKE COSTS
OF & SOCIAL MARZSTING CHLL IN THE POPULATION wELFARE
DIVISICN AND THE SCSTS OF THE SHRVICES OF ITS GENKRAL
CONSJLTANT, THY NATIONAL DEVRL(2YENT FINANCE COAPORA-_
TION. OTHFR DONORS ARE NOT CONYRIBUTING TO THE FUKDING
OF THIS PROJECT. NEVERTHELFSS, THE GOP AND CTHER
DONORS ARE PROVIDING VERY SURSTANTIAL RESQURCES TO
OTHER COMPQONENTS OF THE GOP’S TOTAL POPULATION EFFORT.
DUE TO A.I.D.°S ABILITY TO PROVIDE THE SUBSTANTIAL
SUPPLY OF CONTRACEPTIVE COMMODITIXS NEFDED IN THIS
PROJECT AND RECAUSE QF A.I.D.”S BROAD EXPERIENCE IN
ASSISTING SOCIAL MARKXTING FROJECTS IN OTHER COUNIRIZS,
A.I.D. IS THE MOST APPROPRIATE DONOR TO SUPPORT THIS
PROJECT IN PAKISTAN,

MAJ O CUT>UTS:

ESTABLISHMUNT OF AN EFFECTIVE SOCIAL
MARLZTING NETWQRK 1

EVALUATICNS, MARXET ASSESSMRENTS,
MANAGEMENT INFORMATION SYSTEM 1

INCREASE OF RETAIL SALES OUTLETS FOR
CONTRACEPTIVES FROM AN ESTIMATED

27,499 TO 54,020 54,200

PIECES OF CONDOMS DISTRIBUTED 192,009,000
CYCLLS OF ORALS DISTRIBUTED | 9,1¢0,20¢
PROVISION OF A MINIMUM VUMELR of

r2050

NNNN

2/ UNCLAS ISLAMALAD 02232

i\



373 UNCLAS ISLAMAEAD 42. 3¢
AIDAC
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£.0.12356 N/A
SUBJECT: SOCIAL MARXETING OF C(NTRACEPTIVES (SMC)

COUPLE YEARS OF PROTECTION {CYP) 1,902,803

MINIMUM NUMBER OF EIATHS AVERTED 450,80

TRAINED PROGRAM PERSONNEL 3

A.I.D. FINANCED INPUTS LIFE OF PROJECT
(DOLS ¢¢e)

TECANICAL ASSISTANCE - 1,075

TRAIN ING - 40

GOMMODITIES - 12,71¢

EVALUATION - 190‘

OTHIR COSTS CONSISTING OF PRINTING/

PACKAGING, SOCIAL MARXETING UNIT

OPERAT ION5, MARZTT ASSESSMENTS,

PROLUCT PROMOTION - &,523

CONTINSENCY - ' 455

TGTAL - - 29,020,

U.S. FINANCING:

PROPOSZID FY £4 ORLIGATIONS - 5,500,000

FUTURE YEAR OBLIGATIONS | 14,540,000

ESTIMATED TOTAL 20,500, 60Y

PRINCIPAL CONTRACTCRS OR AGENCY: U.S. CONTRACITORS AND
FAXISTANI PRIVATE SECTOR FIRMS SELECTED IN ACCORLANCE
NITH £.1.D. COMPETITIVE PROCTREMENT PRCCEDURES. HINTON
BT ‘

H2230

NNNN
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DRAPT PROJECT DESCRIPTION FOR INCLUSION IN PROJECT AGREEMENT

This five year $20 million project is designed to establish a
socizl marketing program for contraceptives in Pakistan in order to help
reduce the rate of population increase. Reducing the lavel of fertility
in Pakistan is a priority for both the Government of Pakistan (GOP) and
A,I.D. The GOP's Sixth Five Year Plan has set as a targat to reduce the

population growth rate to 2.6 percent by 1988.

The Specific purpose of the A.I.D, proj?cc is to promote family
planning and increase contraceptive usage by expanding the availability
of contraceptives through the private sector. To do so, the project
establishs a functioning social marketing program for contraceptives.

The components of such a program include: a contract yith a private
sector firm which manages the socizl marketing effort; an adequate supply
of contraceptives; the promotion of contraceptive products; the
distribution and sales of contraceptives; and, market assessaents on

contraceptive products and users.

By the end of this project, the social marketing of contraceptives
will be well established and nationwide. There will be & significant

increase in the quantity of retall outlets offering contraceptives for
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sale. 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 (produce-use)
information will be readily available and maintained. Market assessmenta
will be of high quality, timely and used to help make decisions regarding
the social marketing Project.

To achieve these objectives, the A.I.D. project will: (1) provide
technical advisory assistance in soclal marketing; (2) supply the
contraceptives and some other commodities required for the project; (3)
finance the local costs for implementing the Project; and, (4) will
provide ghort-term training for selected meabers of the GOP and the

private gector firm's aanagement concerned with the Project.

The Project's implementation will be accomplished through a host~-
country contract with a private sector firm. The Firm will prepare Annual
Marketing Plans and may sub-contract with other private-sector firma, as
necessary, to assist in the preparation of these Plans. A Social
Marketing of Contraceptives (SMC) Advisory Board is expected to review
and approve the Marketing Plans and once approved, the Firm will execute
elcﬁ plan. A.I.D., Key GOP cfficials, and private sector interests will
be represented on the Advisory Board as originally constituted or as

later modifled.

The Firm will have full autonomy in the preparation of Marketing
Plans. After Plans have been approved by the SMC Advisory Board, the

Firm will have full operational autonomy in the day-to-day implementation

e
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of this Plan. Implementation of the Plans is expected to involve
additional sub-contracts with other private-sector firms for such

services as market assessments, packaging, and product prbnotion.

A long term, Resident Advisor will be contracted for by A.I.D.
under the Project who is an expert in the social marketing of
contraceptives and wvho has experience in implementing similar programs in
other countries. The Resident Advisor will provide advice and expertise
to the SMC Advisory Board, the GOP, A.I.D. and the FPirm. It is probable

that the Resident Advisor will work closely with the Firm.

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

commodities will be procured through A.I.D.'s central procurement process.
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CONTRIBUTORS TO THE PROJECT PAPER
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Mr. John Davies
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Seniozr Vice President Marketing

FAMILY PLANNING ASSOCIATION OF PARISTAN (FPAP)
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VEHICLE WAIVER REQUEST

ACTION MEMORANDUM FOR THE MISSION DIRECTOR

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

I. PROBLEM:
You are being requested to waive the requirements of Section 636(1)
of the Foreign Assistance Act and to waive source/origin/mationality

requirements from AID Geographic Code 000 (US only) to AID Geographic
Code 935 (Special Free World).

IX., Background:

A. Cooperating Country: Pakistan
B. Authoriziang Document: Project Authorization
C. Project: Social Marketing of

Contraceptives 391-0484

D. Geographic Code of Project: 000 and Pakistan

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

F. Description of Commodity: (1) Right hand drive Station
Wagon, FPour Cylinder Gasoline
Engine, Air-conditioning for an
estinated $5,200.

G. Nature of Punding: ESP Grant

B. Procurement Source: Japan

IIX. Discussion and Justification:

The primary purpose of the Social Marketing of Contraceptives
Project is to promote family planning and increase contraceptive usage by
expanding the availability of contraceptives through the private sector.
To do so, the project astablishes a functioning social marketing progranm
for contraceptives. The components of such a program include: a contract
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with a private sector firm which manages the social marketing effort; an
adequate aupply of contraceptives; the promotion of contraceptive

products; the distribution and sales of contraceptives; and market
assessments on contraceptive products and uses.

Under this project AID will finance the services of a long~term Technical
Advisor on social marketing and at least 2 Pakistani marketing
apecialista and also provide other US short-term technical assistance
over the five year life of the project.

Project activities require extensive visits, to both urban and rural
areas, by the AID financed advisor and other consultants to various
private sector firms to carry out their ssaignments. These include
introducing contraceptive producta to the private gector firms, mark-at
assessments and marketing techniques and the sale of the products through
retail outlets of distributors. In light of the extensive required field
visits a vehicle is required to transport the long-term expatriate
advisor and other project personnel,

The required vehicles must have right hand drive, a critically important
safety factor in Pakistan where traffic moves on the left hand side of
the road. Air-conditioning is alao required because of the extreme
temperatures which are experienced several months of the year, especially
in Karachi and outlying areas of the Sind province. A Station Wagon is
required for use by the long-term Advisor and Pakistani counterparts, as
it contains sufficient space to carry at least 5 persons comfortably as
well as tranaport project materials.

Iv. Authotitz:

Section 636(1) of the Foreign Assistance Act of 1961 requires AYD to
procure a US manufactured vehicle but also provides that the requirments
may be waived under special circumstances. AID Handbook 1, Supplement B,
Chapter 4C2d(1)(a) describes some of the special circumstances which may
support a waiver, including the "inabjlity of US manufacturers to provide
a particular type of needed vehicle, e.g. right hand drive
vehicles....ete.” Handbook 1, Supplement B, Chapter 4C2d(3) and
Redelegation of Authority No. 40.10 delegates to Migeion Directors
authority to waive source/origin/nationality requirements in thia
instance up to a limit of $50,000.

v. Certification:

In approving thia waiver request, you will be certifying that
exclusion of procurement from Free World Countries other than the
Co-operating Country and Geographic Code 941 countries would seriously
impede attainment of US foreign policy objectives and the objectives of
the FPoreign Assistance Progran.

O\
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VI. Recosmendation:

That you approve a waiver of Section 636(i) of the FAA and a
source/origin/nationality waiver to permit procurement of the required

vehicles from AID Geographic Code 935 (Special Free World).

Lo &L

Approved

Disapproved

pate 3/R8/8¥
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UNITED STATES AGENCY FOR INTERNATIONAL DEVELOPMENT

MiSSION TO PAKISTAN

aliity

Cable 1 USAIDPAK HEADQUARTERS OFFICE
ISLAMABAD

THE DIRECTOR

USAID/PAKISTAN MISSION DIRECTOR'S WAIVER FOR A.I.D.
PAYMENT OF INTERNATIONAL FARTICIPANT TRAVEL COSTS

A,.I.D, Handbook 10, Chapter 15Bl1, 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 participant’s home country, shall be paid
by the host government or other sponsor unless, in the
case of Mission-funded programs, the Migsion 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 ?1.625 billion economic assistance program
negotiated between the Govermments 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 unable to fund internaticnal travel

costs for shert-term training programs, The consequence
has been that Pakistani participants have, on numerous
occasions, been denied worthwhile and much needed training,
inhibitiug the achievemen: of project targets.

I have carefully 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 encouraging 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 less,



ANNEX I
Page 2

Therefore, on all Mission-funded training programs up to
and including one year, USAID/Pakistan 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 1t 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 15Bla, I, Donor M., Lion, principal
officer of the Agency for International Development in
Pakistan, do hereby waive the requirement that 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
specified above,

=

Donor M, Lion
Director _
USAID/Pakistan

3/28(9¢

Date




