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EXECUTIVE SUMMARY 

Dr. Phyllls T. Piotr ow , Director, Population Information Program and Principal 

Investigator, Population Communication Services, The Johns Hopkins University, visited 

Islamabad, Pakistan, May 23 to May 30, 1986. The purposethe trip was to work with Mr. 

Richard K. Manoff, President, and Mr. Ivan Lancaric, of Manoff International Inc., an 

advertising firm with Asian social marketing experience, to assist the Population Welfare 

Division of the Government of Pakistan (GOP) to draw up tenders for a contract to be let 

to a Pakistan advertising firm to carry out a Mass Media Communication Project. The pro­

ject wou '.) utilize radio, television, pr int, and other promotional materials for messages 

throughout the country relating to smaller families and other actions designed to reduce 

fertility. 

The major recommendations made to the GOP and AID/Islamabad were: 

1. to contract with two private sector agencies, first a market research organization 

to gather qualitative data to help develop a mass media strategy and then an 

advertising agency to design and to implement the campaign; 

2. to delay selection of the advertising agenc.y until a full report is available from the 

market research organization to serve as the basis for soliciting bids from and eva­

lUating responses from advertising agencies. This would delay launch of the cam­

paign from August 1986, as originally expected, until spring 1987; 

3. to continue the present campaign, with existing agencies and with modifications 

based on some audience research, until the new campaign is thoroughly prepared; 

and 

4. to provide continuing technical assistance as needed to 'Lhe GOP and the market 

research and advertising agencies to develop and support the Mass Media 

Communication Project. 

These recommendations, contained primarily in Appendix A, Recommendation, An 

Alternative Approach. to selecting an Advertising Agency for the Communication Plan 

1986-1987 and 1987-1988 of the Public (SIC) Welfare Department of the Government of 

Pakistan, were tentatively agreed upon for presentation to the Minister of Planning for final 

approval. Plans for financial support and technical assistance to support this revised plan 

will have to be further considered by USAID. 
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LIST OF ABBREVIATIONS 

EPI - Expanded Programme of Immunizations 

GOP - Government of Pakistan 

NDFC - National Development Finance Corporation 

NGO - NOI -Governmental Organization 

NIPS - National Institute for Population Studies 

PWD - Public Welfare Division 

USAID - United States Agency for International Development 
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BACKGROUND 

This trip by Dr. Phyllis T. Piotr ow, Director, Population Information Program, (PIP) and 

Principal Investigator, Population Communication Services (PCS), The Johns Hopkins 

University, was a follow-up to the consultancy of Daniel Lissance, Manoff International Inc. 

(MII), February 17-27, 1986. It was in response to a request from US AID/Islamabad for 

techr.ical assistance from JHU/PCS in preparing a tender for an advertising firm to imple­

ment a Mass Media Communication Project. Other team members were Richard Manoff, 

President, MIl, and Ivan Lancaric, also of MIl. 

Since the background for the communication project is well described in the Lissance 

trip report of February 17-27, 1986, this report will cover only the events and conclusions 

of the current trip. 

After arrival and excellent debriefings by Ray Martin, Director, Population Health and 

Nutrition Division, USAID, and Dr. William Jansen, Population Officer, the team learned that 

a draft tender document had been prepared for review by the National Development Finance 

Corporation (NDFC), a semi-government agency which would serve as an intermediary in 

financial and management dealings with private-sector commercial agencies. At meetings 

with Mr. Kareem Iqbal, Secretary, Population Welfare Division, and members of his staff, it 

was agreed that the team would review the draft tender, make comments or suggestions, and 

present recommendations prior to the departure of Dr. Piotrow and Mr. Manoff Thursday 

evening. 

Two documents were prepared. Appendix A, An Alternative Approach outlined the 

ideal procedure, including a substantial amount of market research initially to learn more 

about the intended audiences, male and female, rural, low-income urban, and their concerns. 

This research could then serve as the basis for a tender to advertising firms to develop a 

campaign to meet these needs. Appendix B, Manoff International Recommendation Draft was 

a modification of the draft tender prepared by the NDFC, calling for both a market 

research firm and an advertising agency but not modifying the originally planned timetable. 

After considerable review and discussion at a meeting with Mr. Iqbal and his staff and 

including Dr. William Jansen of US AID/Islamabad, Mr. Iqbal decided to follow Appendix A, 

An Alternative Approach. It was clear that the best process for selection of an advertising 

agency would be to request bids for a campaign based on the findings of the initial research 

and to evaluate the agencies on the basis of their response to the specific message and 

media needs identified by the market research. It was also c!ear that substantial time 

would be required to do the necessary research and to develop sound and effective mass 

media messages and supporting materials. Thus a full-fledged new campaign could probably 

not begin until Spring of 1987. Mr. Iqbal indicated that the Minister, Mr. Mahbubul Haq, 



wanted to proceed as rapidly as possible but agreed to recommend the Alternative Approach 

to Mr. Haq. 

Some problems may arise with respect to USAID funding since the Project Paper 

Amendment now being processed by USAID to provide an additional $5.7 mil1ion for mass 

media communication ~an support only a campaign based on careful market research (see 

Appendix C). The current campaign, not based on market research, wi11 be tested some',.'hat 

and modified, but it wil1 have to continue until Spring of 1987 when new materials should 

be ready. Funds to support this on-going campaign cannot come from USAID's new project 

but wi11 have to utilize World Bank funds or other GOP funds. Exactly how these funding 

needs wi11 be covered was not resolved. Continuing technical assistance to glJide the market 

research, selection of an advertising firm, and development of mater ials wil1 be covered in 

some form under the new AID Project Paper. A detailed account of the discussion with GOP 

officials in the PWD, the background for the communication campaign, the conclusions 

reached, and the recommendations of Manoff International Inc. are covered in the Lissance 

trip report referred to above, Appendices A-C and in the CONTINUING ASSESSMENT OF 

THE MASS MEDIA COMPONENT OF THE POPULATION WELFARE DIVISION'S 

COMMUNICATION PROGRAM, ANALYSIS AND RECOMMENDATIONS OF FORWARD ACTION 

PLAN, AND PREPARATION OF REQUESTS FOR PROPOSALS OF MARKET RESEARCH AND 

ADVERTISING AGENCY "REQUEST FOR PROPOSAL FOR COMMUNICATION PLAN FOR 

1986-87 and 1987-88" submitted by Manoff International Inc., July 7, 1986. 

National Institute for PopUlation Studies (NIPS) 

A t the request of Dr. Rozzaque Rukanuddin, Director General, NIPS, I visited the new 

NIPS headquarters and met with him. NIPS was established to carry out demographic, socio­

economic, and program-related studies in cooperation with PWD. Studies scheduled or proposed 

include infant and child mortality, a survey on attitudes of men, fertility change and moder­

lIization in the Punjab, population growth and development, annual reports on the population of 

Pakistan, attitudes toward voluntary sterilization, evaluation of communication programs and 

messages, commercial availability of contraceptives, and a contraceptive prevalence survey in 

1988. 

We discussed the possibility of research on the acceptability of various mass media for 

family planning messages in order to reassure policy-makers and on the utility of a film or 

video version of the RAPID presentation. 

In discussing possible cooperation between JHU and NIPS, it was agreed that: 

1. NIPS would be added to the mailing list for two copies regularly of 

Population Reports and a copy of POPLINE Previews. 
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2. Two additional sets of Population Reports in binders would bp. sent to 

NIPS. 

3. We would follow up on an earlier tentative agreement with NIPS to 

correct the PIP mailing list. Correspondence about this apparently went 

astray since our letters were not received. Some arrangement for this 

correction will be established, if feasible. 

4. PIP will prepare or find from some source a list of the key books or key 

materials on population and family planning which would be useful to a 

population studies institute library and send such a list to NIPS. 

5. JHU will send a POPLINE search on Pakistan to NIPS together with 

monthly SOls to keep the library and collection up-to-date. 

6. JHU will send extra copies of any materials available in the area of com­

munication research to assist in evaluation of communication activities. 

These have been don~ or are underway. 

Finally, Dr. Rukanuddin was very anxious to continue close contacts with 

Hopkins. While the NIPS program is new and will most likely focus on small-scale 

studies at this point, it is expected to be a continuing part of the Pakistan 

government's population effort. 
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FOREWORD 

Appointing an advertising agency is not the ultimate solution to the need 

for mass media expertise. It is the beginning of the solution but its 

ultimate effectiveness depends on how well the agency-client relationship 

is managed. 

An Agency needs training from Clients 

In addition to the need to impart to an agency all the knowledge about a 

client's ·business·, an agency for PWD will have to cUltivate a 

sensitivity to the very special meaning of family planning promotion. 

Let us explain. 

Advertising agencies as a rule are engaged in the promotion of fairly 

superficial behavior changes. This is the function of the competitive 

nature of their clients' businesses. For the most part they are battling 

for increased share-of-market for their brands against competing brands 

in the same product catego£ies. Thus, one agency is battling for 

increased market-share for Brand A coffee against the agency with Brand B 

coffee. This means that their main target audience consists of those 

consumers who are alrea~ coffee drinkers. They do not need to be 

persuaded to change a deep-seated beverage preference for tea, for 

example. No. They are being seduced merely to switch from one brand to 

another. 

Now, most consumer product categories are dominated by brands that have 

little distinction from Dne another. They are essentially parity 

products and therefore the share-of-market battle cannot lay claim to a 

~product distinctions and cati~ appeals to their value. Instead, 

advertising agencies are forced to resort to other means i~ order to 

arouse the emotions of their target consumers. 
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This explains why commercial advertising falls back on brand image 

advertising in which the consumer is hopefully courted with beguiling 

music, humor, romantic moods, sexual overtones, pretty women and handsome 

men, beach parties, gayety, a' joyous trouble-free world in which the 

brand is positioned to share an association with such presumable 

appealing values. 

But family planning practice is a ~dical behavior change~ for people and 

not one that can be easily effected by the supeLficial devices and values 

of imagistic messages. Effective family planning messages must penetrate 

to deeply-ingrain~d customs and values, grapple with them and if they 

constitute a source of resistance to the new behavior, seek to resolve 

that resistance little-by-little over time until the ~~~& is opened to 

the new behavioral possibility and the individual is motivated to essay 

it. 

This is not to say that emotional appeals and the communications devices 

that can h~lp to evoke them have no place in family planning 

communications. But it is to say that they cannot be the predominant 

elements in such communications as they are in the commercial world. 

The share-of-market struggle in the commercial world cannot summon up 

substantive appeals that have to do with the superiority of one brand of 

product over another. They have nothing to say to us. Thats why they 

sing and dance their way onto our TV screens and cozy up to us with 

gentle laughter, good hl:lmor or romantic ~~, ,,~jl eN.. S I Family 

planning communications that mimic such antics may produce enjoyable 
~ . 

on~ entertainment but will have little influence peoples I 

~ttitudes toward contraceptive practice. 



Agency creative people, talented as they may be, invariably have to be 

trained to a totally different approach to message design for meaningful 

behavior change objectives. Their talents have to be recycled, as it 

were, so they are made amenable to a different kind of message design 

requirement. 

Moreover, most agencies have been weaned on urban target audiences 

because the opportunity for most of the consumer products they represent 

is in the cash mark~tplace of urban areas. Agency personnel must learn 

the different ways required to deal with a virtually cashless rural 

audience, in their idiom both of language and cultural value system, and 

their concerns, that are so different from those of their urban 

counterparts. 

This is why the experiences garnered from other places and times and the 

lessons learned can make a big difference in an agency's performance once 

it is indoctrinated with these insights and its usual focus adjusted. 

This orientation is indispensable virtually very step of the way in the 

work scope and plan the agency must follow. 



ALTEHNATIV~ PRUC~UUR~ 

This is not in the form of an RFP but is intended to be the basis for 

developing one should this recommended procedure be accepted in the 

future. 

Much of this procedure is similar to what is already contained in the 

proposed RFP of the NDFe. The latter document has been effectively put 

together and we are in general agreement with its content and 

procedures. Our comments have been separately submitted. 

The purpose of this recommendation is to emphasize the advantage of one 

major departure from the procedure proposed in the NDFe RFP. 

The research organization selection should be made prior to 

advertising agency selection. 

The preparatory qualitative consumer research -- focus group 

interviews, individual in-depth interviews -- should be conducted 

promptly. The results analyzed and interpreted, and the analysis 

organized in terms of implications for strategy options -- i.e. 

objectives, target audiences, message (creative) strategies, media 

strategy, follow-up research strategies. 

These findings from the research and their interpretation for strategic 

implications become the basis for an enriched situation stud~ to be given 

each advertising agency ptospect. The objective is to provide the agency 

with the actual insights it will need to produce its RFP response with 

truly meaningful message a~d media strategic thinking and 

recommendations. This will prove eminently more productive for agencies 

and more illuminating for PHD and NDFe in their judging agency 

qualifications. 

The RFP procedure, at best, has seVere limitations as a tool for 



advertising agency selection. Because of the highly competitive 

environment in which full-~ervice agencies operate, they tend to offer 

equivalent basic Bervices, use similar procedures in executing their 

assignments, and are compensated for their services according to a more 

or less standard forlnula. The international advertising trade press is 

replete with articles, most of them highly subjective, on what to look 

for in selecting an agency. But the consensus appears to be that the 

selection process is more art than science. There also appears to be a 

consensus (more so among agencies than among clients) that selecting an 

agency on the basis of ·speculative· creative presentations is an unsound 

practice for a variety of good reasons. 

What, then, distinguishes Olle agency from another? A partial list of 

characteristics might include the following: 

1. The quality of the creative product; the imagination and 

ingenuity witb which an agency translates lifeless strategies into 

memorable messages that the targeted audience is virtually compelled to 

act upon. 

2. The soundness of an agency's strategic thinking. 

3. The dedication of its staff to achieving the client's 

objective. 

4. Its ability to construct a media plan from a carefully 

conceived media strategy in which every component makes a clearly 

definable contribution to the communications objective. 

5. The compatability of the key personnel assigned to the account 

with their client counterparts. 

6. Intellectual honesty: the courage to stand behind its 

convictions, and to stand up to the client when ne~,·ssary. 



7. Willingness to work hard, to become thoroughly knowledgeable 

about the client's situation as quickly as possible~ to anticipate 

problems and offer solutions; to discover opportunities and devise means 

of capitalizing on them; always to be ready to try new approaches when it 

appears that something is not working as well as it should. 

The subjective response in selecting an agency cannot be dismissed or 

elimin~ted, any more than a subjective response can be eliminated in 

choosing a new employee from among several equally well qualified 

candidates for a position. 

It is recommended that the PWD and HDFC use the following procedure for 

selecting an agency for the mass media project: 

1. After the results of the focus group interviews become 

available, the PWD and l~DPC with assistance of the USAID consultancy will 

prepare a situation study that will contain: 

a. An overview of the Population Division program, its 

Family Welfare centers, organization, personnel, etc. 

b. Objectives of the strengthened PWD activity both 

nationally as well as locally with delineation of any 

special objectives by special areas, districts or special 

program activity. 

c. A listing of the desired behavior themes and objective~ 

("Basic Messages") by priority. 

d. A listing of the target audience groups by priority. 

e. A summary of the key findings of the focus group 

interviews in terms of contraceptive practice awareness, 

attitude by target group, message and media strategies 

and measurable objectives. 



:.:!. 'I'he:; i tU,lt iun utlldy tliJOu ld be tlent to each of the agency 

candidates with the ~equest for a preliminary written advertising 

marketing plan that should contain at least the following components: 

a. Situation analysis and interpretation for agency's future 

scope of work. 

b. Creative (message) strategy for each target group. 

c. Media strategy: media mix, etc. 

d. Twelve-month media plan: media mix, reach and frequency, 

target audience coverage, scheduling, rationale in terms 

of campaign objectives. 

e. Approximate budget. 

f. Relevdnt background of key account, creative, and media 

staff who will work on the project as the PWD account 

group. 

g. Relevant past experience with case histories. 

h. Capability for translating messages and materials ioto 

required multi-lingual versions. 

i. SpeciJI resources, if any, that will be utilized in 

executing the plan. 

j. Proposed method of compensation (if other than the 

standard rate of commission). 

Agencies should be directed not to prepare speculative creative 

executions. Plans should be submitted within three weeks after receipt 

of br ieE. 

3. Each agency will be requested to make a presentation of its 

plans at a meeting of an agency sele~tion panel, composed of 

representatives of PWO, NOFe, and the USAID consultancy. Each meeting 



should last Q miiximuill of two hour:.;, including time for questions. 'fhe 

presentations should, insofar as possible, be given by the agency staff 

memuers whO would be assigned to the account. 

4. Each member of the agency selection panel wi~l be provided 

with a scoring sheet to be filled in at the conclusion of each 

presentation. Using 5-point rating scales, panelists will be asked to 

rate each agency on the basis of the following criteria: 

a. Quality of overa]l plan. 

b. Understanding of tte project's concepts and objectives. 

c. Relevant past experience. 

d. Soundness of proposed creative strategies. 

e. Soundness of proposed media strategies. 

f. Adequacy of med ia plan. 

g. Innovative thinking with respect to planning and proposed 

budget management. 

h. Caliber of proposed professional staff. 

i. Compatability of proposed agency staff with rCDS project 

staff. 

5. At the conclu~ion of the round of presentations, scoring 

sheets will be tallied. Should the total scores of two or more agencies 

be equal or close, the selection panel should reconvene to resolve the 

matter on a subjective bas~s (agency-client ·chemistry·, enthusiasm of 

personnel, etc.) All other professional considerations being at close to 

parity, the question of inter-personal compatability assumes greater 

importance. The agency-client relationship is a close personal service 

arrangement. Compatability can make a perceptible difference in the 

quality of the work performed. 



THE AGENCY WORK SCOPE AND PLAN 

On the followi/lg pages ia the work Heape and plan sequence recommended by 

Manoff Internation31 for use by public sector clients utilizing the 

services of an advertising agency. 

It can be made a part of the RFP by way of informing prospective 

advertising agencies of the work methodology and sequence that will be 

expected of the winning candidate. Agencies are asked to respond to this 

proposed work scope dnd plan indicating agreement or difference of 

opinion together with a rationale. This response becomes a basis for 

judging the agency's capability and commitment to what is an essential 

sequence of activities for developing, implementing and evaluating PWD's 

comlnunication plan. Should the agency disagree but offer a viable 

alternative that represents an effective though different approach to the 

same tasks, its response should be favorably received. 

On the other hand the PWD and the NDFe could withhold the work scope and 

plan in order to leave agencies free to describe their own. In that case 

the work 3cope and plan becomes a means of evaluating the thoroughness of 

edch agency's work procedures and a source of questions for discussion 

during agenc~ presentations. 

In either case it is a recolnmended approach for the agency/client 

arrangement to getting the necessary work done on a task- by task-basis. 

It is the destillation of years of agency/client expecience offering the 

best prospects to expeditious completion of the work on a logical 

sequential oasis with an efficient input of time, energy and financial 

resources. 

The success of an agency/client relationship depends in a major way on 

mutual understanding and regard. A systematic approach to the work, once 

agreed on by both, puts everyone on notice, minimizes distracting and 

conflicting directions and makes each task more likely to remain in sharp 

focus. 



REC011MENDED WORK SCOP;:; : .... 
-::r--PWD MASS MEDIA PROGRAM 

ACTIVITIES RESOURI':l:S 

Activity 1: Outline the Communication Plan 

Objectives: To provide program administrators with Technical inputs from appropriate 

an overview of the objectives, strategic authorities: cost data from private 

options to be explored, resources and and public sector organizations 

budgetary requirements. (research, media, production 

step 1.1: Summarize the current situation with the specialists); coverage data for formal 

PWD program including analysis of past and informal communications media. 

experience. Plan will be developed by PWD with 

Step 1.2: Outline prospective options for all technical assistance from NOFC and 

components of the communication plan. USAID consultancy. 

Step 1.3: Review situation study and communication 

plan outline with authorities and finalize. 

Activity 2: Design Expanded Service Delivery 

Objectives: To identify the roles of the various public Intervrews with inter-sectoral autho-

channels through which new contraceptive rities to determine their willingness/ 

distribution and services can be expanded. capability/logistical constraints in 

Step 2.1: Evaluate current distribution through Family participating in distribution activity. 

Welfare Centers and other means. Plan will be developed by the PWD. 



Step 2.2· '~ions for expanding distri-

bution .tIld :.;e.:vice delivery. 

Step 2.3: Formulat~ ~~lcten plans for improving 

distribution, if possible. 

Step 2.4: Review plans with appropriate authorities 

and obtain approval. 

Step 2.5: Combine with situation study and outline of 

communication plan (Activity 1). 

Activity 3: Appoint Consumer Research Organization 

Objectives: To be responsible for designing research FWD, NttFC with technical assistance 

protocols for requisite phases of research from USAID consultancy. 

and to recommend design and carry them out. 

St~p 3.1: Review situation study, communication plan 

and PWU distribution and service delivery 

system. 

Step 3.2 Design project qualitative research protoc~l 

(focus groups). 



Activity 4: Conduct Focus Group Interviews 

Objectives: To test concepts and to establish basis for Interviews with target audience will be 

(a) target audience, message design and conducted by local research resources, 

media strategy decisions: (b) training and specially trained in focus groups 

orientation sessions for all sectors research techniques. Focus groups will 

involved. be conducted in geographically dis-

Step 4.1: Develop moderator guide. persed urban and rural areas of 

Step 4.2: Train research personnel. Pakistan, in requisite number of 

Step 4.3: Conduct focus group interviews. sessions with technical assistance of 

NDFC and USAID consultancy. 

Focus groups will address such issues 

as -resistance points- to proposed 

concepts and to contraceptive practice 

and ways to overcome them; reasons for 

not having used governmentally-

distribut~d contraceptives in the past; 

past purchase, if any, from retail out-

lets, price paid and reaction to 

pricing: ability to follow directions 

on packet; reactions to various contra-

ceptive choices; identification of 



authority figures to lend credibility 

to messages, media exposure patterns, 

etc. Interviews will be audiotaped, 

transcribed. Selected verbatim 
~ 

comments made by group participants may 

eventually be incorporated into the 

messages. 

Activity 5: Analyze Focus Group Interviews and Write 

Report 

Objectives: To provide action-oriented documentation for Analysis and report will be prepared by 

ensuing activities; to indicate what changes research organization with technical 

~n strategy, if any, will need to be made. review by NDFe and USAID consultancy. 

Step 5.1: Analyze interviews. 

Step 5.2: Prepare report. 

Step 5.3: Update situation study, communication plan, 

distribution and service delivery plans 

and review with appropriate authorities. 



Activity 6: Appoint Advertising Agency 

Objectives: To be responsible for executing and revis- The advertising agency selected as the 

ing communication plan as warranted into result of an RFP developed by PWD with 

final messages, media plan and p:oduction assistance of NDFe, the research orga-

of necessary media and promotional materials. nization and USAID consultancy. 

Activity 7: Design Message and Media Strategies 

Objectives: To provide guidance and direction to writers, Message strategy statement will be 

artists and production personnel involved in prepared with technical assistance of 

the preparation of the messages. Elements NDFe and USAID consultancy. 

of message strategy include description of 

target audience characteristics; messages to 

be communicated; tonality; mandatory 

requirements 

Step 7.1: Set message (creative) strategies: target The adve~tising agency in consultation 

audiences, themes, motivational elements, with the appointed ·client· steering 

tonality, mandatory requirements. committee (PWD, NDFe, USAID consul-

Step 7.2: Set media strategy: the media mix, objec- tancy)perhaps better named the PWD 

tives regarding target audiences, reach and Advertising Unit. 

frequency, con: 'j;n !:y, etc. 



Step 7.3: 

Activity 8: 

Objectives: 

Step 8.1: 

Step 8.2: 

Activity 9: 

Objectives: 

Step 9.1: 

Step ~.2: 

Step 9.3: 

Determine promotion and information materials 

needed in extension of mass media messages. 

Develop Prototype Messages 

To prepare sample messages for each medium, 

for subsequent pre-testing. 

Produce sample massages, promotion and 

informational material for each medium. 

Review with appropriate authorities. 

Develop Media Plan 

To provide detail'<~ specifications regarding 

media mix; reach and frequency objectives; 

time periods; duration of campaign; budget. 

Analyze all available media data. 

Prepare written media plan. 

Review with appropriate authorities. 

The advertising agency working under 

the direction of the PWD/AU. 

Local advertising agency working under 

the direction of the PWD/AU. 



Activity 10: Pre-test Messages 

Objectives: To ensure that messages are comprehended, 

credible, emotionally appealing, practical, 

culturally relevant and free of negatives. 

Step 10.1: 

Step 10.2: 

Step 10.3: 

Develop pre-test instruments. 

Conduct pre-tests. 

Analyze results. 

Activity 11: Revise Messages 

Objectives: Modify messages in accordance with pre-test 

results (if indicated). 

Step 11.1: 

Step 11.2: 

Revise messages. 

If major revisions are required, retest 

messages. 

Step 11.3: Review with appropriate authorities. 

Activity 12: Produce Final Messages 

Step 12.1: Produce materials. 

Step 12.2: Review with appropriate authorities 

Research personnel working under the 

direction of the PWD/AU. Pre-testing 

will be conducted among samples of the 

target audience both within the pilot 

test area and in geographically 

dispersed areas of urban and rural 

Pakistan. 

Advertising agency personnel and 

others working under the direction of 

the PWD/AU. 

Advertising agency and outside 

production resources under the 

direction of the PWD/AU. 



Activity 13: Produce Promotional Information~l 

Materials 

Objectives 

Step 13.1: 

To ensure that support materials provided 

to collaborating sectors, both public and 

private, communicate the identical messages 

being carried by the mass media. 

Produce informational/educational materials 

for teachers, health workers, NGO personnel, 

etc. 

Activity 14: Training and Orientation Meetings 

Objectives: To familiarize all c'.'llaborating public ana 

private sector organizations with the objec­

tives, strategies and messages of the 

campaign, and of their respective responsi­

bilities in helping to ensure its success. 

Step 14 .1: 

Step 14.2: 

,st:ep 14.3: 

Prepare schedule of training and orientation 

meetings. 

Invite participants. 

Conduct meetings and distri~ut~ samples of 

appropriate materials. 

Advertising agency and outside 

resources under the direction of the 

PWD/AU. 

GOP, UGO's, other sectoral personnel 

with participation of PWD/AU, adver­

tising agency and research organiza­

tions. 



Activity 15: Confirm Readiness of Distribution and 

Service Delivery Points 

Objectives To ensure that adequate supplies of contra- Distributing organization(s) specified 

ceptives and promotion and information in the Distribution Plans. 

materials will reach all distribution points 

specified in the Distribution Plan prior to 

the start of the campaign. 

Step 15.1: Distribute all materials as per pre-established 

means and time table. 

Activity 16: Launch Mass Media Campaign 

Step 16.1: Issue necessary o~ders, activating approved Advertising agency under the direction 

media plan. of the PWD/AU. 

Step 16.2: Issue press releases and hold press confer-

ences to generate publicity for campaign. 

Activity 17: Conduct In-Process Evaluation Research 

Objectives: To determine the extent to which campaign Research organization under the 

achieves its objectives; whether all direction of the PWD/AU. Consumer 

campaign components are operating as pl]!!:lt'cj. research, among a sample of the target 

_Step 17.1: Develop research design and instrument:.; f ;: population, will measure acceptance 



Step 17.2: Conduct contraceptive acceptance audits. experiences (satisfactions and dis-

Step 17.3: Conduct audits of Family Welfare Center satisfactions) with the products; 

traffic. awareness and recall of messages; etc. 

Step 17.4: Condu~t consuwer research on awareness, 

attitude toward messages and changes in 

perceptions. 

Activity 18: Prepare Evaluation Report 

Objectives: (a) To assess the effectiveness of the Research organization and PWD/AU. 

program in meeting its objectives and 

in terms of cost effectiveness; (b) to 

reco~~end whether the program should be 

modified and if so, what strategic modi-

ficat~ons, if any, need be made. 

Step 18.1: Prepare draft report. 

Step 18.2: Review report with appropriate authorities. 

Step 18.3: Prepare final report. 



Activity 19: Conduct Tracking Research 

Objectives: To measure the long-term ongoing effects of Advertising agency where changes may 

of the program in terms of greater accep- be indicated in message and/or media 

t:ance by the target population; and to strategies and/or executions. 

ascertain need for change in strategies or 

message/media executions. 

Step 19.1: Design research plan and develop research 

instruments. 

Step 19.2: Conduct continuing research in 6 months 

periods as mass media program continues. 

Step 19.3: Analyze results and prepare report each 

time with rp 'C',o-oe'1r:::.tions for program 

changes. 
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TIME TAB!.E ') 

. yl I'.ctivit:t: ..;. .' Month 

I 2 3 4 I 5 6 7 8 I 9 10 11 12 13 14 15 16 17 18 19 20 I 21 22 23 24 25 
I I I 

1. Outline I I I 
communica- I I I -tion clan I I I 

2. Design I I I 
Expanded I I I 
Service I I I 
Deli ver):: I I I 

3. I'.ppoint I I I 
Consumer I I I 
Research I I I 
Ors· I I I 

4. Conduct I I I 
Focus I I I 
Gr0'JOS I I I 

5. I'.na1yze I I I 
Focus Groupl I I I 
3.nd Reoort I I I I 

6. Appoint I I I I 
Ad. "senc):: I I I I 

7. Design I I I 
:1essage and I I I I 
M",dia Strati I I I 

B. Develop I I I I 
Prototype I I I I 
~,=!3sdges I I I I 

9. Develop I I I 
:1 .. dia Plan I I I 

10. Pretest I I I 
M~ssa9B:s I I 

11. R~vise I I 
M~ssa3p'5 I I 

12. Produce I I 
Final I I 
Messages 
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Produce 
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Readiness 
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17. In Process 
Evaluation 

18. and Report 
19. Tracking 
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MANOFF INTERNATIONhL RECOHMENDATION 

D R AFT 

REQUEST FOR PROPOSAL 

FOR 

COMMUNICATION PLAN 

FOR 1986-87 & 1987-88 

POPULATION WE~FARE DIVISION 
GOVERNMENT OF PAKISTAN 

(i) In the interest of total neutrality and obJeC&lvlty, it is 
recommended that separate RFP's be issued for (a) the 
market research to be done, and (b) the advertising agency 
function. Therefore refrences to NDFC are not included in 
this document. 

(ii) All changes to the original draft RFP contained in this 
document are underlined. 



The Government of Pakistan, Population Welfare Divivison, 

through their consultants Mis Pakistan Consultancy Services (A Division 

of NDFC) is seeking proposals from private sector Market Research 

Organizatio~and advertising agencies oased in Pakis~an to 

develop!unaertake!launch a comprehensive communicatio~ programme. To 

this end we are issuing the following requests for proposal (RFP) 

constituting the following: 

Introduction and Background 

Details of the Program. 

Relationship and ResponsiDilities. 

Communication Budget 1986-87, 87-88 

Contracting Mechanism. 

Evaluation and Selection Criteria. 

Instructions to offerors. 

Monitoring and Evaluations (formerly D-9) 

In order to maintain a totally objective point of view, and to 

obtain optimally obJective and neutral data and recommendations, both 

Market Research Activitv and Advertising Planning, Developmen~ and 

Executions shall be conducted and developed by qualified orivate sector 

organizations under contract. 

All Market Research shall be imolemented separately (thereby 

creating a separate RFP in Market Research) from the RFP for a 

Communication plan to be ,filled by the Advertising Agencv. 

Market Research activities should be seen as an objective 

CIlt"\A 
neutral source of data for the Population Welfare DivisionAfor the 

h 
tl!.dV"l"rh"s i,,:,'J 
de' cl!j£dIt9~gency for Target Audience definition and refinement, 

(fIes~~~ 
meaningful ~e content design and as a general campaign rroposal 

and 

device. The Market Research Organization will also be responsible for 



-2-

the design and execution of the Communication Assessment one year after 

the initiation of the new advertising campaign. The MHO will be 

exoected/contractually bound to be a continuous source of analvsis, 

interpretation and feedback for tne develooment/analvsi~ 9f the 

Silmmunication campa ian and its improvement O'Jar tim,=-. 

Any questions/clarifications rega:ding these (RFPs) may be 

addressee to Mr. Agha Akhtar Ali, Director Ma:ketins :hlternate Mr. Jamil 

Murtaza, AVPI, Pakistan Consultancy services, 7th Floor, Shaheen 

Commercial Complex, M.R. Kayani Road, Karacni. (Telephone No. 525107-09). 

INTRODUCTION AND BACKGROUND: 

The PWD's Communication Programme ~az dormant fo: almost a 

decade. In April, 1985 an advertising prosr~mme was launcned and the 

tempo ~as gradually built up. ~edia campaigns were launched through 

Radio, T.V. and press. These campaigns, revised from time to time are 

cont:inulng with va~ng intensity and frequency. Estimated expenditurE: on 

various medias during the period April 85 June 86 is shown in annexure 

'/>.' • 

Population Welfare Division now wishes to undertake a revised 

communication programe based on validated uo front market research fot 

the years 1986-87, 1987-68. The qugRitative objectives of the 

Communication Programme are: 

PRIMARY 

(I) to make th~ attitude of rural and urban masses favourable 

to contraceptive practices and to minimize the gap between knowledge and 

practice. 

(2) to remove socio-psychological barriers or causes of 

resistance and to adopt family planning. 
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to e~.~the ta rget e~'iOeA'().(io to visi t and seek 

advice/assistance from the FWCs. 

SECONDARY 

(1) to mobilize favou:able opinions and attitudes among 

planners and authorities to a poi~t wnere they exert :~emselves in the 

interest of promoting population planning practices, and 

(2) mobilizing local (community/village) actio~ groups. 

-(he qua1titative/measLlrable o~iectives of the Co:nmunica:ior: 

P~ogramm'? a~e: 

i) in:rease tra~fic!visi:s to FWC 

ii) mi1imum 25% awareness of media message£ ir. target audience, 

iii) a measurelr.en: of ore anG post camoaiqn contraceptive and 

family plannin9 practices. 

Note: 'l'he introduction and backaround section, in _tn~ 

interes: of totality, should give here a brief. but concise 

description of the 

.u.. disc ribu tion system (i.e" no. of FWC:s and 'Nhere) 

ii) the staffing of the PWCs 

iiLL the organization of the PWD. 

DETAILS OF THE P.ROGRAM 

Communication Plan for 1986-87, 1987-88 

1. The Com~uni;ation Plan contemplates utilization of some or all 

of the followin9 channels and media 1M] $dIJ'1Rt aimed at bringing about 

desired changes in attitude and behaviour patterns: 

1) T.V. 

ii) Radio 
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iii) Press 

iv) Films/Audiovisual 

v) Print material 

vi) Traditional media 

vii) Promotional Materials 

( vii) In terper sonal Comrauni cat i on. (Brouqht forward f ror.1 P. 8 i 

!ncerpersonal and Group Communicatio~ is an effective means to 

bring aoout behavori~l changes in favour of new concepts and practices. 

Interpersonal prog:ames neec to be sUPl' 'c;:ed :tne rein:ormee by mass media 

campaigns. Interlinkages and relationships between mass media campaigns 

and Interpersonal Communication may be developed by the advertising 

agency as a case t~ organize Interpersonal Campaigns by ?WD's field s:aff. 

T:18 aoove r.1edia will be utilized acco::dinq to a s?eci_fi::. YJ<::dia 

Plan to be develooed and refined bv the advertisinG agen=v in accordance 

with p:gramme o::iorltles and availaole o~ets per 3.::>2::0"<11 :J.,' the 

Steering Committee and SecretarY. 

The Target Groups identified for the proposed Comm~nication Plan 

are as follows, and may include some or all of the fOlloWi~ dependent 

upon decisions arrived at with advertisina ag~ncy recomr.1endations and 

pa r t i ci Da t ion: 

PRIMARY: 

(1) Fertil'e men and women in rural..EEJ?ulati0'l 

(2) urban lower socioeconomic groups 

TARGET SEGMENTS: 

(1) Fertile couples with 
.... 0 

wi th children 
'" 

with one or two children 
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wi th ';). more children 

I\. 

(~) ~~u~peoPle of marriageable age 
M&)ll~~S' 

(3) Grass roots communitie~ ~~/Villages 

SECOli::JAP.Y 

1. Potential Moti~ators and Opinion leaders • 

..:. Fi",]d worl;ers nf Poplllat-ion Welfare Planning and other 

r~levant agencies. 

3. P:~n~ers and other authorities in society as well as 

government. 

'hest: c.2:rset groups ' .. ::.11 be more specifically defined cnd 

analyzed accordinc :0 an audience analysis reoor~ to be develooed bv the 

Mar~et Researcl: GrJ3niza:ions and Advertising Agency in accordance with 

proora;;1 nrio:ities c:~G aoproval oy the steering J:om;nittee and Secre:2.:Y. 

The Agency 3hall focus on the prime target groups in [ural and 

urban areas. The 'SEcon6ary Groups' shall also be given comm~nicat~on 

treatmen~ so that tne ~ain theme, message and objective is reinforced. 
$',).. :; .... !:;J.~..t:s 

3 • i' h e f 0 11 01, i !1 ? II ere a p pro v ed i n a!1 0 r d e r 0 f p [ i 0 r i t Y W ~, i c h the ?WO 

,jeeks to a&ess itsE:lf to the public through various ."iedia channels: 

1. Small family no::-m 

2. Responsiole parenthood 

3. Sta t us of women 

4. AgE:' at mar r iage 

5. Mother and Child Health 

6. Female literacy/education in general/adult literacy 

AS the current camoaign continues until the neW campaign is 

developed on the basis of Market Research, it will be evaluated through 

market research to determine the extent and validity of target group 

interest in the above subjects. 

http:commrnnicat_.on
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Followina target GrouE research into the significance of the 

above subjects, and the identification of new, sianificantly meaningful 

themes, the Advertisinq Aaencv should devleoc and propose new media 

messages within the aeneral policy guidelines and objectives of PWD. 

.; . Population Welfare Division has launched a full-fl-dged camp~ign 

th:ough Radio, TV anc Press and other c::annels sincE Ap:il, 1985 in an 

indire~t manner. But th~ current campaign2 are direct ir. content anc 

projection. A Drief reSJme of the present, and oaSt campaigns are 

discussed in the f0110wing paragraphs: 

However, the PWD will entertain agency proposals for alternate 

Media Plans Dasec on supoortive ratlonales. It must also be remembered 

that a basic medi5 OD1PCtive is the maximum reach in our tarqet audience 

as well as maximuffi frequency of messaqes as determined bv the budaet. 

Television 

5. T.V. sPOts developed on the basis of six themes are bein9 

telecast at prime time since April, 1985. The current spots are direct 

in message. Uptill now a total of about 351 spots were telecast. 

Radio 

6. Two radio jingles developed on the sir. themes with projecvtion 

of 2-child family norm are teing broadcast twice daily on national hook 

up at prime time. Until 'now 420 jungles have been broadcast through 9 

stations. 

7. Regional Radio programmes in regional languages have also been 

started in the province of Punjab and Baluchistan since February and 

January 1986 respectively. The Provinces of Sind and tMFP have been 

requested to start their programmes as well. 

'. ' 
,-~. -
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Press 

8. A special supplement on Population Welfare ?rogramme was brought 

out in daily Muslim on 19-12-1985. Selected ads on the six themes nave 

Deen resumed in national dailies anc regional ne~S?2?erS since 12th 

Decemoer, 1985. Uptill now, aDout 1485 ads have appeard. 

Production of documentaries/feature films 

9. Arrangements are bei~g made tc ~:~een p~esent ~v jingles in 

Jepartmen:s. PWD alse an~i:ipate5 prod~:tlon of docu~entaries!feature 

fi:~s. Qf prime importan:e wou~t ~e 35 ~~ ~nd 16 mm films in urdu and 

regional languages, for screening ~nroug~ :inema nouse~ and through AV 

vans. 

A Dortion of production funds mav oe used to oroduce vtdie taoes 

instead of or in addition to films. As witt all otner ~edia, the above 

and oocimum use of the Media Budaet. 

Printina and Fixed disnlav media 
+ • 

10. The following items were printed for distribution to acceptors, 

opinion leaders/local influentials etc., since 1983: 

i) Parawish calendars 25,000 

ii) Hand bills' 500,000 

iii) Mufeed Mashwarey 50,000 

Iv) Motivational folders 60,000 

v) Districtwise 1985 calendars 115,000 

containing addresses of FWCs 

and RH Centers. 
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vi) Diaries-cum-purses in 1985 30,000 

vii) Districtwise 1986 100,000 

Vilii Training m3nuals etc. ? 

REi...A':'I(.;t::;HIP AND RESPOI~SIBILITIES: 
f;,J .e... 

In the communicat.ion programme, ~ majo:: en:ities .Jill be 

involved: 

~. Government of Pakistan (Popula:ion Welfare ~ivision) 

2. USAID 

3. Pakistan Consultancy Services. 

~. Tne Selected Market Research Organizationf 

5, Tne Selected hdvertising Agency 

It i2 important t.hat. t.he int.er-actioG and responEi~ilities of 

each of tnese ~e understood: 

a) The ?WD of the Ministry of Planning 3nd Development will 

contract directly with the advertising ag-='ncy lor the 

cievelopment ana e~cutior. of the 3dvertisins calfl?aign, anc 

the market researcn o::ganization for _~he de~iqn, execution 

and interpretation of the results, as well as the indicat~d 

findinas as they relate to the design of the advertising 

message and media plans. 

I 
I 

~AYMENT: Due to the necessity of clarifvina the question of 

payment orocedures between PWD and USAID, this section has 

been delet~d at this poin~ oendino resolution of the issue. 

A. Communication steering Committee comprising of 2 

senior officials from PWD and 2 from peS will be 

responsible for the approval and day to day management 

. i, "/ 
./ 
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of til" programme. Ho ... ~ver all policy/milJor de;;I:::10I,5 

will l)", td~~11 0i' te'e S",cL"etary, rwu on tn,! 

functlon~ \,IiIl lJe sPan tht:- -"liOl", gaumet of ",]\'t:ltl.:llClg 

any other \,lurk on Oenalf of tne PWU or pes. 

CUI1MurllC:':"Tlu!i iJ'U.JGET ~'CiH 1 ~oli-tJ7, 1 'Jd7-iHJ 

'l'llt? mon.:tary outl"l' for thE: m.;)or t:'lernents of thl? -=ommur,IC,,::lon 

plan qro estimatou ~~ tol1o ... ~: 

190fJ-l'JS7 Rs. 15 million 

19d7-l9ilb Rs. 16 mill ion 

~ An increaSing, not decreasing, budgets must lte ~holo'n to attriict 

Valid agenci.es. 

The communication strategy developed by the Advertising Agency 

-!J' 

http:Cmtri.te
http:anlrO'.13
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If the GOP makes additional provisions for the communication 

programme the agency shall be informed a~corcingly and given ample time 

to revise/modify ~heir strategy. 

:t.ARf:ET RESEhRCr: BUD;:>E'l' FOR 1%G-d7 

Toe monetary outlay ~or t~e maj~r elements of the Market 

Research Plans are estimate~ Q~ follows: 

1906 - 1%7 

1987 - 19&b 

The Market Researc~ Pl~~ 6evelop~d oy =ne MRO should stay within 

the overal: ~udget. 

If tne GO~ maKesadditio~~l provisions ~or the ~arket Research 

Program th@ MRO sh~ll be informed accordingly a~d given ample time to 

revise/modlfy their strategy. 

COIJTRP.CT M:::CHAICS~j 

The contract for the advertising/communication, as vl€·l1 as ._------

may be extencied, on mutual const2:1: depending 0" toe requ::.rements that 

emergE aftEr the formt.:lation of t:le 7th fivE: Y-=<3r plan. The contract 

will be the standard contract signed between any advertising agency and 

any cl ient as normally stipulatec by the AP!~S/PAA. ("'. standard contract 

for the MRO will also to De developed). 

EVALUA~ION AND SELECTION CRITERIA: MARKET RESEARCH ORGANIZATION 

The primary congideration is intended to be WhlCh offerer can 

perform the contract in a manner most advantageous to the Government, as 

determined by evaluation of proposals according to established evaluation 

criteria. The following criteria will be used to evaluat~ and rank 

proposals. Proposals from firms not possessing the minimum 
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qualifications listed in this RFP will be immediatey disqualified and not 

considered in the ran~ing process. Proposals from firms meetin~ the 

minimum qualification~ will be score6 against the evaluation cri:eria. 

Tne proposal receiving t1E hignes: num~er of points uiIl be ran~eti 

highest provided tnat ~~e firm receives pointE in every category. 

Proposals that arE not ",,,'a:deci any point.,= ·.,'hatsoeve: for an::' of the 

listed crrterla will 8E considered non-responsive and will not be 

considered further. Co~~:act negotiations will be cond~cte~ initially 

~ith the offerer wit~ the ~ighest ranked proposal. :f satisfactory 

negotiations ar~ not conc:i.udec witi". this firm, .:.:le'3o:t:3':i3A3 -::t-!:'e not 

"l:'€if1'e-lu.-Qed ·,~iL.J w,j"~' '::iL"ff!o, negotiations will be conduc:e·': .... 'i':.h the second 

ranked proposal, snj s: ~n. 

1. 

~o qualify to bi6 for tne Market Researcn progra~rn~, the Market 

Researcn urganizat ion d';enej must conform to tile :ollo',t.'liig 

minimum requirements: 

1. Legal incorporation in Pakistan and th~ necessa~y 

~' ... accre .... l_lon. 

2. At least 3-5 years of (demonstrated) experience as a 

successful market research organization in Pakistan, 

specifically including experience in no~ urban areas and 

with lower income urDan groups. 

3. Location: Agency will be headquartered in Karechi or 

Islamabad or at least have one of these cities as a base 

fo: major operations. 

~. The organization will have a minimum verifiable billing of 

Rs. million per annum. 



-12-
Points to be awarded 

(100 maximum) 

CR!TSRIA: 

General 25 

Verifiable billing (annual) 

Complete list of clients 

Locatio~ of Head Office 

Geographical s?:ead i.e. 5~ility :0 p:ovije 

service in diffe:ent loca:ions. 

Legal status and accredition. 

Financial status duly evidenced by a certified 

financial statement for past ~ yea:S. 

Awards/citations received - list of maJor 

awards, certificates received. 

Technical and administrative, capabilities 

In house capability for statistical 

analyses, psychological, motivational 3na 

social behaviour research and analysis. 

Experience/ability to handle market/ 

advertising research. 

Back up availability of panel of experts. 

Availability of qualified personnel in each 

of the major sub-disciplines of Market Research. 

Bio-data of each Department Head to be provided, 

as well as those people directly assigned to this 

account 
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Market Research 50 

Thoroughness and appropriateness of the 

proposej market research plan and the 

proposed plans for reaching definec 

objective. 

Deg~ee to ~nich proposal reflects the 

understanding of the oojectives and prin=ipals 

i :')\'01 vea • 

Methoaology !or developing the market :esearcn 

plan. 

Creativity of proposal in terms of approach 

?na rnet!1odo.logy. 

Cost effec~iveness of proposal. 

Also enclosed with this request for proposal :RF) is the 

following document: 

1. PC-l. (Communicatirm Plan 1984-88). This is a 

comprehensive document which both qualifies and quantifies 

tne requirements in relation to the communication 

programme. It is stressed that the document be analysed 

properly, the non relevant portions being ignored, while 

the advertising agency seeks to develop its communication 

strategy. 

EVALUATION AND SELECTION CRITERIA: ADVERTISING AGENCY 
The primary consideration is intended to be - which offerer can 

perform the contract in a manner most advantageous to the Government, as 
determined by evaluation of proposals according to established evaluation 
criteria. The following criteria will be used to evaluate and rank 
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proposals. Proposals from firms not possessing the minimum 

qualifications listed in this RFP will be immeciLltely disqualified and 

not consicie:eci in t~e ranking process. Proposals from firms meet:ng the 

minimum q~alifica:ions will be scored against the evaluation cri:eria. 

The proposal receiving the highest nunbe: of points will be :ankeci 

!1ighest p:ovic:ieci that the firm reco:?i\'e;:; points in every category. 

Proposals that are not awa:ded any point~ wha:soever for any of th~ 

listed crl:e~i~ will be considered non-responsivE and will no~ be 

considered f~r:ner. Contract negotiations ~!ll be conducted initially 

witn tne offerer ~ith the hignest rankeci proposal. If satisfactory 

nec]ot.i.atiO:1S ..... i11 be conducted wi tn the 312cond :anked pro?os~:, and so on. 

1. 

To g~a!ify to Did for the comnunication programme, :ne 

advert:sing asency must conform to the fo110·"'ing mir:imUlr. 

requirem'~:1ts: 

1. Leqal incorporation 1n Pakis:an ann t.hc: neces5ery 

accredition. 

2. At least 3-5 years of (demonstrated) experience as a 

successful advertising agency in Pakistan, specifically 

including experience in lower income urban groups. 

3. ~ocation: Agency will be headquartered in Karachi or 

Islamabad or at least have one of these cities as a base 

for major o'perations. 

4. The agency will have a minimum verifiable billing of Rs. 

20.UO million per annum 
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Poin~s to be awarded 

(100 maximum) 

CRIT::!Uh: -----
General 25 

VerifiaDle oilli.n~ (annual) 

COJilplo?te !ist of c:ients 

~o~atio~ of Head ~~fice 

Geograpnica: spr~ac 1.e. !oility to 

?rcvide service i~ ~iEferent !o~ations. 

~~g~l status and a:c~e~ition. 

Fhancial status ~~:y eviden~e6 

certif1ej financia: 3ta:ement for past 

4 year"s. 

A~ards!citations rec~lved - lis: of major 

awards, certificates ~eceive~ from ?7V!APNS etc. 

Techn1cal and ~d~inistrdtive, c3paDilitie~ 25 

:r. nOU3e pr()di.!~t:'o:. 8i:.!:>aoi lit;y to: pres.s 

ads TV CO/Tl;llercial.s, :-:5.jio sp·')ts/£ils8 etc. 

Experience/ability to handle marl:et/ 

adVertising research. 

Back up availabili~y Jf panel of experts. 

Availaoility of q~~ll~ied personnel 1n each 

of the maJ~r s~b-disciplines of Advertising. 

Bio-data of each Department Head to be provided 

as well as those of :ne persons directly assigned 

to this account. 
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Communication prooosal 

Thorou3hn~ss and appropriateness of the 

proposed communication stra~egy ~nd the 

proposed plans for reaching defi~e6 objectives. 

Degree to which proposal reflects :~e under-

standing of the communication principals 

i~volved. 

Methodology for developing the ajvertising 

campaign. 

Creativity of proposal in terms of approach and 

methodology. 

Cos: effectiveness of proposal. 

50 

Also enclosed with tnis request Eor proposal (RFJ is the 

following document: 

1. PC-I. (Communication Plan 1984-86) Tnis is a comFrehen~ive 

document which both qualifies and quantifies~he 

requirements in relation to the comrn~nication programme. 

It is stressed that the document be analysed properly, the 

non relevant portions being ignored, while the ad~ertising 

agellcy seeks to develop its communication strategy. 

I~S~RUCTIONS TO THE OFFERERS (Same for MRO and Advertising Agency) 

All offerers shall follow the instructions contained herein and 

supply all information requested. Even partial non-compliance may result 

in the disqualification of a proposal. 

A. Supply of full, accurate and complete information 

Offerers must set forth full, accurate and compl~te information 

as Lequired by this Request for Proposal and subsequent 

amendments, if any, thereto. 

http:comple.te
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B. Minimum neriod for accenting the proposal 

Proposals offering less than 60 days for acceptance by the 

G.'vernment from the closing date will be considered 

non-responsive and will ~e rejected. 

c. Governmen~-!urnisned orooertv 

No rnate~ial, labour, or fa:ilities will be furnis~e~ by :ne 

government unless otherwise provided for in ~his RFP. 

j) • Preoara~ion an~ :omoleteness of oroDosals . ~~--

Ufferers are requested to sUbmit a proposal directly responsive 

to .:.11 t~e t~rms, conditio:)s, specifications an':; :l::ii.lse:: .)f this 

Request for ?roposal. proposals must offer ~ne p:ovisi~n of all 

services included in tnis aequesc for Proposal. ?roposald not 

con~o~~ins to t~is Request for Proposal will ue ca:egorlzed as 

non-:esponsive an::: eliminated trom ft.:rther consideration. 

E. Non-Com;:\i:rnen: of the Gove:nment of Paf;istar: 

Tl1is Request for Propos.:.l does not commie t:;r: GO'.'e:nrnent. of 

Pakistan co pay any costs incurred In :ne ?r~para:~on o~ i 

proposal nor to procure or contract ~o: serVlces or s~pplles. 

F. Al ter:l1 te Prooosals 
..;..;:..~'-'-. . 

If you desire to submit a proposal on ot.her terms which you 

bel i~','e ·He adv:.n:ageo:.ls to t.he Govern;n.?nt, you ShOilld submi t, 

i~ addition to a responsive proposal, an alternate propoGal 

reflecting such ~dvantages. A proposal directly responsive to 

this request for Proposal must be submitted before consideration 

can be given to an alternate proposal. 
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Disclosure of Information 

In the event a proposal includes information which the offerer 

does not want disclused to th~ pu~lic or used by the Government 

for any ?u~pose ot~er than evalua~ion of tne proposal, the 

offerer m~st mark each sheet of data which he so wishes to 

restrict ~ith tne leg~n~ set forth below: 

-This data ~u:nishe~ in response to (identify RFP), shall not be 
dlsclosed oJ:side t~e Government 0: oe duplicated, used or 
disclosed in whole or in part for any purpose other than to 
evaluate th(~ proposal rrovide~ tnat if a contract is awarded to 
~his offerer as a result of or in conner.tion with the sUDmission 
of sucn data, tne Government shall naVe the right to disclose, 
use or dupllCate t~iE data to the extent provided in the 
contract. ~his restrictIon does no: limit the Government's 
rIght to USE ~nformation contained in sucn data if it is 
o~tained from another source". 

Neqotiati()!~ :H1'5 Ad;ninis::ration 

the offera: is re~Jested to provide the name and telepncne 

number of personnel cognisant in negoti&tion and administration 

in connect:o~ ~ith the o~fer submitted in response to this 

Reguest for Proposal. 

Late Propos;::l 

1. Any proposal receiv~j at the office designated in the 

solici~ation after the exact time specified for receipt 

will not ae considered unless: 

a) It was sent by registered or certified mail not later 
than the fifth calendar day prior to the d~te 
specified for receipt of offers (e.g. an off~r 
submitted in response to a solicitation requiring 
receipt of offers oy tne 20th of the month must have 
been mailed by the 15th or earlier); 

I 
LP 
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b) It was s~nt by mail (or telegram if authorized) and 

it is determined oy pes that the ate receipt was due 
solely to mis:,andling by pes after receipt at tmFC: or 

c) It is tne only p~oposal ~eceive6. 

Any modification of a o~oposal, excep= a oojifica:ion 

~esulting from thE reques~ fo~ "bes: and final" offer, is 

suoject to tne same conditions as !n (11 (a: an6 (1)'0) of 

tois provision. 

~. A modification resulting from the re~ues~ for "oest and 

final" offer received after the time and date s?ecifiec in 

the request will n~t be considered unless received before 

a~art and :he late receipt i£ due solely to mishandling 6y 

4. Th~ onlv acceptable evidence tC establisn: 

a) The date of mailing of a late proposal ~r mo~ification 

sent either oy r~gistered or certified mail is :he 
Postal Service postmark on =he IHarp·2r or on t!le 
original receipt from the Postal Service. If nel~her 
postmark shows a legiole date, the ?roposal or 
modification snaIl De deemed to have been maile~ 
late. (~hE term "?ostmar~· means 3 ?rinted, stamped, 
or otherwise placed impress!on that is readily 
identifiable without further action as having been 
supplied and affixed on the date of mailing by 
employees of the ?ostal Service). 

0) The time of receipt at NDFC Karachi is the time-date 
stamp of such installation O~ the proposal wrappe~ or 
other documentary evidence of rec~ipt maintained by 
the installation. 

5. Notnwithstanding (1), (2) and (3) of this proviSion, a 

late modification of an otherwise successful pr(?osal which 

makes it terms more favourable to the Government of 

Pakistan will be considered at any time it is received and 

may be accepted. 
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6. Proposals may be withdrawn by written or telegraphic notice 

received at any time prior to award. Proposals may be 

wichdrawn in pe~son Dy a~ offere: 0: his authorized 

:ep~esentative, provided nis identity i~ made kno~~ and he 

signs a receipt for ~he p~opo;,al p:ior to award. 
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iii. Other Costs 

The Amendment will provide up to $400,000 for 

district operation costs, likely to include staff costs for supervision, 

monitoring and outreach. 

~ Component 6: Mass Media Campaign 

The sixth component goes beyond the population of current 

accepto~s and aims to reach individuals with a potential, latent need for 

contraceptive goods and services. It finances activities related to 

transmitting messages through the mass information channels such as T.V., 

radio and the press. 

a. B.)ckground: 

In April 1985, the GOP launched an extensive mass media 

campaign after several years of not using mass media for population 

program publicity. cautiously designed to avoid perceived sensitivities 

and carefully observed to ascertain if it would provoke adverse 

reactions, this bold initiative has been generally accepted. The first 

campaiyn contained themes focused on the determinants of fertility, e.g., 

"marriage at later age", "importance of female education" and 'parental 

responsibilities." 
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Heartened by the lack of adverse reaction and encouraged by the potential 

of mass media use for regular population program messages, GOP initiated 

a second, more direct, campaign in November, 1985. The second campaign 

clearly presented the concept of a two-child family as the ideal family 

size. Both campaigns used newspapers, radio and television and were 

developed by private advertising companies under the direct supervision 

of the GOP. 

A number of areas for improvement in effective mass media use can be 

extracted from these two initiatives. For example: 1) target audience 

research is needed on a regular basis to develop np~ messages and 

evaluate the impact of existing media spots; 2) the involvement of only 

one advertising company at any given time is the best way to achieve a 

consistent apprudch and complementary message mix; (3) private sector 

expertise is most efficiently tapped when the contracted advertising 

company has the responsibility of defining message content, based on 

research results, for new campaigns which are proposed; and (4) an 

intermediary, such as the National Development Finance Corporation 

(NDFC), is needed to establish regular working relations with the privu~c 

sector, attract the widest spectrum of talent from the private sector, to 

coordinate contracts for research and advertising, and to manage the 

day-to-day work of private sector organizations. 

PWU is continuing this exciting new initiative and is striving to develop 

the use of mass media further. To assist the PWD in this effort, this 

component will develop a systematized approach to mass media use by 

ilivolving private sector skills. 
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The approach will include the following steps: 1) The selected 

advertising company and market research firm will cooperate to design and 

undertake target-audience research. 2) On the basis of research results, 

the advertising company (with technical assistance, if necessary) will 

develop a media strategy and define the message designed to reach various 

segments of the target aUdience. 3) This media strategy or plan will be 

presented through NDfC to PWD for review and approval. 4) Once approved 

by PWD, the selected advertising company will implement the plan and 

directly manage all media spots for a one-year period. 5) During the 

implementation year of any given media plan, NDFC, the market research 

firm and the advertising company will assess the actual impact of the 

media spots on the intended audience through research and the analysis of 

research results. 6) These analyses will be made available to PWD and 

utilized in the development of tne next year's media plan. 

b. Proposed Assistance 

This will be the first AID funding of this activity. 

Total costs are estimated at $5.7 million. 

i. Technical Assistance 

The Amendment provides funds for nine person months 

of expatriate short-teem technical expertise in population communication 

through the mass media. This technical assistance at a cost of $20U,OUO 



-70-

will be provided to PWD, NDFC, the market research firm and the 

advertising company. 

ii. Other Costs 

The bulk of the funds available in this component, 

or about $5.5 million will be broken down into four areas as illustrated 

belm,,: 

a) Market Research: 

Given the cultural and socio-economic diversity 

of Pakistan, a multi-faceted communications strategy will be necessary, 

and the family planning-related concerns of potential clients must be 

identified. USAID will support quantitative and qualitative research 

studies (e.g., market research and focus group research) to identify 

important bel~efs and attitudes regarding childbearing, to assess the 

effectiveness of current family planning messages (and media), and to 

identify potentially effective messages (and media) for different 

segments of the population. such studies may, for example, indicate that 

effective family planning message may be different for urban couples than 

for rural couples. 

b) Field 'l'estinq and Implementation: 

Potentially effective me: 'i;JJes for variou.3 

segments of the population will be field tested. Testing will involve 

preparing and implementing on a limited scale family planning mes3ag,~s 
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for various media and segments of the population and small-scale 

qualitative market studies to measure the effectiveness of the messages. 

Based on these field tests a full-scale communications strategy will be 

implemented using specific messages designed to reach various segmel1ts of 

the population. Cost is approximately $230,000. 

c) Media Campaigns: 

Three years of media campaigns will be financed 

by the amendment at a total cost of $5.27 million. These costs will 

include television time ($2,750,000), radio time ($1,580,000), newspaper 

space ($325,000) and the production of films ($250,00U) and other printed 

materials ($325,000). 

d) EValuation: 

After approximately one year of operation, the 

mass media/marketing campaign will be evaluated to assess the 

appropriateness and effectiveness of the campaign in changes in 

knowledge, attitudes, and family planning practice. 

c. Implementation Mechanisms 

To tap fully the private-sector talent available for 

this important undertaking, the Mass Media Campaign implementation will 

resemble the implementation of the Social Marketing of Contraceptives 
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(SHC) Project. Accordingly, the advertising company and market research 

firm will be obtained through a host-country contract while payment of 

vouchers for services under these contracts will be submitted through 

NDFC to AID for payment directly to the firms involved. The Mass Media 

Campaign, as in the SHC Project, will obtain optimal private sector 

performance by giving them operational autonomy in media plan development 

and, once approved by PHD, in the day-to-day plan implementation. 

F. Component 7: Mid-Level Management Training 

a. Background 

The PWD has lost many of its trained people in technical 

npecialties which lead to management positions through retirement and 

transfer to other sectors of public service. Efforts to replace them 

have not been successful. Consequently the program today suffers from a 

tremendous deficiency in trained demographers, statisticians, physicians, 

social scientists, IEC specialists and trainers. Since the mid 197U's, 

the program has lacked an effective replacement of technical expertise. 

This component is directed toward the development of future managerial 

staff. 

b. Prooosed Asnistance 

The Amendment will fund Y6 per::;on montil!3 of long-term 

training in the fields of program planning, management and evaluation: 
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INTRODUCTION 

Objectives of Consultancy: 

To evaluate for the Ministry of Planning and Develop­

ment, Government of Pakistan, the communications program 

being conducted, and the one to be planned, by the 

Population Welfare Division (PWD) , and to develop 

recommendations that will aid the program in achieving 

its stated objectives. 

As a first step, Manoff International Inc., under 

a subcontract with JHU/PCS, provided one of its staff 

specialists to conduct a preliminary assessment of the 

Mass Media Component of the program during the period of 

February 17-27, 1986. This report was presented 

February 27, 1986. 

For the second consultancy, Manoff International 

was asked to assist PWD in the following areas as related 

to the 1986~87, and 1987-88 media component of the 

Communication Campaign: 

(a) prepare scopes of work for advertising 

agencies and market research organizations 

as a part of the mass media program; 

(b) identify minimum sets of qualifications, for 

organizations to adequately perform the scopes 

of work prepared; 

(c) outline the integral parts which would be 

required in a media plan; 
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(d) provide preliminary expectations for a 

proper media mix for reaching the target 

audience; and, 

(e) define a means of identifying optimal times 

for reaching target audiences to achieve 

the above objectives. 

The following were present in Pakistan for the 

indicated periods: 

Dr. Phyllis Piotrow - JHU May 25-29, 1986 

Richard K. Manoff 
Manoff International Inc. May 25-29, 1986 

Ivan M. Lancaric 
Manoff International Inc. May 25-June 6, 1986 

II. BACKGROUND 

11.1 The PI~D Organization and Results to Date 

The PWD was placed under the Ministry of Planning 

and Development in 1981. Prior to this transfer, it was 

controlled by the Ministry of Health. 

The PWD is the federal agency responsible for 

planning and coordination of family planning programs and 

activities. Four provincial Welfare Divisions are re-

sponsible for provincial implementation. Under the provincial 

organizations are 72. District Welfare Officers supervising a 

total of 1200 Family Welfare Centers, the PWD's basic delivery 

system for family planning services. Each FWC is staffed by 

5 people (a medical officer, a family welfare councilor, a 

paramedic and a male, plus one female outreach person). Each 
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district also is provided with an audiovisual mobile van 

for use in reaching outlying areas. 

lI.2 Qualitative Evaluation of the Delivery/Service 
System 

Ciscussions with PWD officials have revealed their 

observations as to pr.oblems and constraints that have pre-

vented full realization of PWD goals: 

there appears to be low motivation among 

rural and lower socieconomic urban target 

groups, particularly males, to adopt 

family planning practice. In fact, even 

v isi ts by women to the centel'S is now as 

low as an average of 2 to 3 women/day 

for rural communities 

there is persistent resistance to family 

planning among the religious community. 

there is a wide gap, even among women, 

between knowledge of the need for family 

planning (70%) and actual practice (6%). 

There is no corresponding data available 

for men but it is likely that the gap 

for women can be explained in part by a 

presumed male opposi tion to a posi ti ve 

female attitude on the subject. 

60% of all contraceptives deliverea by the 

government are condoms of which 60% are sold 

through shops rather than distributed through 

the FWCs. This may underscore the limitations 
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of the FWCs for greater impact on practice 

since they are utilized in the main by 

women and not men. 

There is some belief that condoms have 

limited appeal for reasons that may have 

to do wi th: 

(a) lack of advance in condom technology; 

(b) unsatisfactory exper ience wi th them. 

The low morale and high turnover among F~vC 

personnel. 

All of these indicate a pressing need for atti­

tuainal (qualitative) research among the target audiences, 

with special emphasis on males particularly because they 

appear to have been given only secondary attention in the 

past. 

11.3 The Mass Media Component: History 

'1' h e dec i s ion tom a k e a m a j 0 ref for t v i a r ad i 0 

and television in behalf of the family planning program, 

was made in 1984 by the Ministry of Planning and Development. 

Messages via these media were to include an explanation of 

governmental policy on family planning, a delineation and 

promotion of services to be offered by the PWD and, finally, 

the dissemination of family planning messages intended to 

motivate the public to family planning acceptance and practice. 

For reasons described above, the development and 

execution of these messages evolved slowly and cautiously. 
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Ultimately, in early 1985 it was decided to integrate family 

planning promotion together with other components of primary 

health care and social and economic development in the light 

of their potential influence on lowering birth rates and 

attaining a small family norm. 

These interrelated communications objectives 

were to include the following subjects: 

- the small (2 children) family norm, 

- responsible parenthood, 

- status of women, 

- age in marriage, 

- mother and child care, and 

- female/adult literacy and education in 

general. 

However, no organized market research activity 

was employed to identify target audience attitudes and 

perceptions on each of these subjects. There is no way 

of knowing how effectively those messages were designed. 

But the government did reach out to the private sector 

to engage the services of an advertising agency skilled in 

the uesign and implementation of messages for radio and 

television for commercial purposes. Two advertising 

agencies were appointed, SASA and Orient. 

A new campaign addressing i.tself to these 

themes was launched in November, 1985 on TV, raaio and 

through the newspapers. This campaign is still in 

operation and the government of Pakistan, encouraged 

by the impact it has had to date and the absence of any 

~\ 
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adverse reaction, has requested USA1D funding for this 

effort for the remaining two years of the current 

five-year plan. 

1I.4 The Current Status of the Mass kedia Component 

USA1D is willing to assist the PWD in continuing 

with the use of the mass media effort as a part of an 

integrated popul~tion welfare planning project for 1986-87, 

1987-88 with a mass meaia budget of 5.5 million dollars. 

However, in the interest of benefitting from past 

experience and to avoid some of the past difficulties, 

USAID has indicated that its support will depend on 

observance of guidelines to ensure proper planning, 

implementation and evaluation of the progam. USAID 

has proposed that its funding should make activities 

in four key areas possible and has proposed the following 

implementation mechanisms: 

(a) Market Research: 

Given the cultural and socioeconomic 

diversity of Pakistan, as well as the need to integrate 

family planning promotion with other health and social 

efforts, it has had to assume that the future 

communications strategy will be multi-faceted. The 

need, ther efore, for careful ana lys i s of II the marke til 

and the attitudes of the target audiences toward 

these various aspects is paramount. USAID has proposed 

to support both qUuntitative and qualitative research 

studies (e.g. market research as well as focus group 
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interviews), in order to identify the target audience 

attitudes and perceptions about family planning so as 

more effectively to design future messages. In addition, 

this research will enable PWD to assess the effectiveness 

of the current family planning effort in terms of its 

messages and media mix and to identify those insights 

that might make for significant improvements. lvlore­

over, it may also lead to a much more sensitive 

appreciation of important differences among segments 

of the target audience. These would have profound 

implications for message design as well as for media 

decisions. 

(b) Field Testing and Implementation: 

Once messages have been designed for each 

of the subjects and each target audience, they must be 

subjected to testing with samples of those audiences. 

This may involve the preparation of these messages for 

exposure to small scale qualitative reseach in order 

to ascertain their acceptability, comprehensibility, 

compatability as well as motivation quality. What 

message uesigners frequently conceive a message to be 

may not be perceived .in precisely the same way by the 

target audience. Only exposure to the target audience 

and an examination of its reactions can possibly reveal 

to Inessage des igner s the ex ten t to wh ich they may be 

"off-target." 

(c) Media Campilign: 
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There will be sufficient money to finance 

media purchases -- a total of 5.27 million dollars (in 

addition to $230,000 for research above), out of a total of 

5.5 million dollars. This is broken down into proposed sums 

for television, radio and newspapers as well as for the 

proauction of materials. It is presumed that these fixed 

sums are not carved in granite and can be adjusted to 

reflect the realities that will come to light as the 

program is developed, researched, and unfolded. 

(d) Evaluation: 

Provision will have to be made for the 

evaluation of the effort in terms of knowledge, attitude 

and practice, but the consultants recommend that the 

means of this evaluation and its cycles should be left 

opel! for la ter cons ider a tion. Manof f Inter na tiona I 

strongly believes in in-process evaluation not only 

to measure the impact of the program but to identify 

aspects that can be improved in the course of the effort. 

This may mean tracking studies on a six-month basis even 

thougb impact 

evaluation may not be necessary before the enci of the year 

and on an annual basis thereafter. 

For the purpose of assuring that these guide­

lines are carried out the services of an advertising agency, 

as well as a research organization, will be contracted for 

a formal process. The pattern of these services will probably 

resemble that of the forthcoming contraceptive 30cial 
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marketing (CSM) project. But the advertising agency and 

market research organization should preferably not be the 

same. A formal request-for-a-proposal procedure will be 

undertaken and contracts issued to the winning organizations. 

Allpayments for services will be made directly from USAID 

to the firms. 

III. Consultants' Activities 

Briefing and work sessi0ns were h~ld by the consultants 

with selected individuals directly associated with the 

implementation of tne program as well as with those of the 

b:oadcast meuia since the inputs of the latter are critical 

ultimately to the effectiveness of the program. 

111.1 GUP Policy Parameters: 

Following discussions with PWD Management and AID, 

the following PWD Policy Parameters were agreed to~ 

The primary target audience are rural and 

urban lower socioeconomic groups; 

messages must be sensitive to cultural, 

linguistic and religious considerations; 

messages must have a linkage with inter-

personal communications activity; 

independent market research will define 

target group, attitudes, beliefs, etc., 

to assist in message design, and in pre-

testing the validity/credibility of the 

messages, as well as to assist in medic1 

I 
.) 
I,t. 
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planning. Since the Pakistan Consultancy 

Service, a division of the National Develop-

ment Financing Corporation will serve as the 

administrator for the PWD, it was eliminated 

as a prospect for research contractor; and 

separate Requests for Proposal (RFPs), would 

be designed for the market research and 

advertising agen~y functions; 

since the PWD was initially eager for a new 

campaign to be on the air as of 1/1/87, an 

alternate approach to selecting an advertising 

agency would have to be recommended and agreed 

to; 

thus, market research and advertising agency 

RFPs would be determined prior to the 

consultants' departure, but on the basis of 

the Draft RFP proposal (Att. B), including 

revisions suggested by the consultants 

(Att. C). 

III.2 Results Achieved Against Objectives 

(a) Alternative Approach to Selecti~g an 
Advertising Agency (Att. D) 

Based on the policy Parameters and the need to 

brief the new agency on the objectives of the plan, and to 

assist the PWD in working with the new agency, an Alternative 

Approach to Selecting an Advertising Agency was developed and 

incorporated in a special document prepared and submitted 

d uri n g the co n suI tan c y • I t co n t a in e d : 
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(1) a foreword describing an advertising 

agency's relationship with the client 

and its role in the client's marketing 

program; 

(2) a description of a minimum set of 

qualifications that should be looked for 

in an agency; 

(3) a recommendation of a scope and work plan 

for the mass media program, including an 

outline of activities; and 

(4) a normal activity flow chart and 

illustrative time table to monitor the 

scope of work and activity. 

The alternative approach, in its analysis of 

the necessary activity and the time frame required, concluded 

that it WOUld be unrealistic to have the new campaign on the 

air by 1/1/87. Consequently, the following was recommended 

by the consultants and agreed to by PWD/AID: 

(1) the current campaigns will continue to be 

used until the new campaign is ready; 

(2) the current agencies (SASA and Orient), 

will be retained until the new advertising 

agency is appointed; 

(3) a market research organization will field, 

analyze, and be ready to report on Focus 

Groups (urban and rural male and female), 

by the end of September or early October, 
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provided that it is ready to begin in 

early July; 

(4) the Advertising Agency RE'P will be issued 

in July/August to enable the agency to be 

appointed in September; 

(5) the agency will develop Message Design and 

Media Strategy, and prototype messages and 

Media Plan in October/November, 1986, 

pretest and revise messages in December 

and January; 

(6) Messages should be produced in February/March, 

as well as all other materials needed for 

the interpersonal communications segment; 

(7) all materials should be distributed to the 

media, FWCs, etc., during April; and, 

(8) the new, totally integrated Mass Media 

Campaign could be introduced by May 1, 1987. 

Taking these into consideration, the Draft R~p 

prepared by Pakistan Consultancy Services (Att. B), was re­

viewed and revised (Att. C) as follows: 

(1) two separate RFPs, one for market 

research, the other for the adver­

tising agency were developed; 

(2) the basic background and briefing 

document containing PWD activities, 

objectives, target group definitions, 

historical details, relationships and 
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responsibilities, and contract mechanisms 

would be the same in both RFPs. 

(3) however, the evaluation and selection 

criteria would be specifically tailored to 

the market research organization RFP, as 

well as the advertising agency RFP. 

The above were approved by both PWD and AID. 

IV. The Mass Media Component 

Both the reach as well as the flexibility of the elec-

tronic media offer an opportunity for designing an effective, 

cost-efficient media campaign. However, in terms of reaching 

the target audience (rural and lower socioeconomic urban 

groups), radio appears to be the more efficient primary 

medium. Based on judgment and in the absence of research 

data, 'I'V would appear not to be a very efficient medium for 

these define6 target audiences, and, at best, could be useful 

only as a supporting medium for reach to opinion-makers. 

A summ~ry of all available media research data, 

combined with comments/discussions with competent media 

authorities within the GOP is available in Att. E. 

V. Social Marketing Presentation to Basic Health Care 
Unit, GOP 

USAID briefed the consultants on long term health 

projects of the mission as well as those of the GOP: 

A child survival project will be given major 

emphasis in the post 1987 era, aiming for a 

major impact on reduction of child mortality 
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as well as on fertility cycles. 

Voluntary sterilization will be included 

as a major new project. 

USA1D will emphasize mass communications 

in the post 1987 programs, but the 

strategic evaluations have not yet been 

completed. However, it is clear that the 

GOP wants the mass communications components 

to be planned and organized in a highly 

disciplinea professional manner. 

As a consequence of the above, Manoff International 

was asked to make a social marketing presentation to an invited 

audience of a number of relevant case studies. 

VI. Recommended Next Steps for the Manoff International 
Consultancy. 

In order to continue the aevelopment of the communications 

plan, Manoff International is prepared to participate in 

the following phases of activity: 

Preparation for, conduct of and anaylsis of 

focl~s groups and other research leading to 

decisions on strategies and concepts; 

Development and pretest of prototype 

messages and their production; 

Development of prototype media plan 

and execution; 

Training and orientation; and, 

Evaluation. 
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Attachments: 

A List of con~acts 

B Original Draft Request for Proposal to Select Ad Agency 

C Revised Draft Request for Proposal 

D Recommended Alternative Approach to Select Ad Agency 

E Media Data Summary 
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LIST OF CONTACTS 

I. POPULATION WELFARE DIVISION, GOVERNMENT OF PAKISTAN (GOP) 
Jamil Mohsin Mansion Building, Melody Civic Center 
Islamabad - Pakistan Tel: 826982/828537 

Mr. M. A Kareem Iqbal 
Dr. Abdul Khaliq 
Mr. Ibrahim Khan 
Mr. Khan Ahmad Goraya 
Mr. A. Rashid Khan 

Federal Secretary 
Population Secretary, Baluchistan 
Population Secretary, N.W.F.P 
Director General, Program 
Director, Communications 

II. MINISTRY OF HEALTH AND SOCIAL WELFARE, GOP 
Basic Health Care Unit 
National Institute of Health 
Islamabad - Pakistan ·Tel: 828607 

Col. M. Akram 
Dr. Witjaksono 
Dr. Imtiaz 
Mr. Qamar Siddiqui 
Mr. Abdul Sattar Chaudhary 
Dr. M. zafar Ahmad 
Dr. M.A. Chaudhary 
Dr. Abdul Hakim 

National Manager, EPI 
WHO Advisor, EPI 
Director, Malaria Control 
Health Education Officer 
Health Education Advisor 
Assistant Director General Health 
Deputy Director General Health 
Directorate of Malaria 

III. NATIONAL DEVELOPMENT FINANCE CORPORATION, GOP 
7-A, Main Bonlevard 
Gulberg II 
Lahore - Pakistan Tel: 883900 

Farooq Hassan Senior Vice President, North Zone 

IV. RADIO PAKISTAN, GOP 
Pakistan Broadcasting corporation Building 
Islamabad - Pakistan Tel: 821703 

Mr. Saleem Gilani 
Mr. Ajaz Ahmed 

V. PAKISTAN TELEVISION, GOP 
Shalimar 5/1, Constitution Ave., 

Director of Programming 
Finance Director 

Islamabad - Pakistan Tel: 812461-5 

Mr. Fazal Kamal Director of Programming 



VI. UNITED STATES AGENCY FOR INTERNATIONAL DEVELOPMENT (USAID) 
USAID Building 
18 Ataturk Ave., Ramna 5 
Islamabad - Pakistan 

Raymond S. Martin 
Dr. William H. Jansen 
Dr. William Chin 

Tel: 824071-77 

Chief, Health, Population & Nutrition 
Deputy Chief, HPN 
USAID Malaria Advisor 
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GOVERNMENT OF PAKISTAN 
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The Government of Pakisan, Population Wlefare Division, through 

eir consultants M/s Pakistan Consultancy Srvices (A Division of NDFC) 

seeking proosals from advrtising agencies based in Pakistan to 

dertake/launch a comprehensive communication programme To this end we 

e issuing the following request for proposal (RFP) constituting the 

llowing: 

Introduction and Background. 

Details of the Program. 

Relationship and Responsibilitis. 

Communication Budget 1986-87, 87-88. 

Contracting Mechanism. 

Evaluation and Selection Criteria 

Instructions to offerors 

Any questions/clarifications regarding this (RFP) may be 

Iressed to Mr Agha Akhtar Ali, Director Marketing (Alternate Mr. Jamil 

'taza, AVP), Pakist,an Consultancy Services, 7th floor, Shaheen 

Imercial Complex, M.R. Kayani Road, Karachi 

lephone No. 525107-09) 

RODUCTION AND BACKGROUND 

The PWD's Communication Programme was dormant for almost a 

ade. In April, 85 an advertising programme was launched and the tempo 

gradually built up Media camaigns wre launched through Radio, T.V. 



d press. These campaings, revied from time to time are continuing with 

ring intensity and frequency Estimated expenditure on various medias 

ring the period April 85 - June 86 is shown in annexure IAI. 

Population WelfarE! Division new wishes to undertake a revised 

mmunication programme for the years 1986-87, 1987-88 The objectives of 

e Communication Programme are: 

i) mobilizing favourable opinions and attitudes among planners 

and authorities to a point where they exert themselves in 

the interst of promotig poulation planning practices. 

ii) mobilizing local (community and villages) action groups. 

iii) to remove Socio-Psychological barriers or causes of 

resistance, to adopt family planning. 

iv) to min~mize increasing acceptance and ue of family planning 

to the gap between knowledge and practice. 

AILS OF THE PROGRAM 

munication Strat~~ for 1986-8~ 1987-88 

The Communication Plan provides for utilization of the following 

nnels and media for dissemination of themes/messages aimed at bringing 

ut desired changes in attitude and behaviour patterns:-



i) T. U. 

II) Radio 

iii) Press 

iv) Films/Audiovisual 

v) Print matrial 

vi) Traditional media 

vii) Interprsonal communication for promotional matrial. 

The target groups identified for the proposed communi~ation Plan 

as follows: 

1. Fertile Couples 

with no children 

with one or two children 

with more than two children 

2. Young Peopl,e of marriagable age. 

3. Gross root communities, Mohallas/Uillages 

1. Potential Motivators and Opinion leaders. 

2. Field workers of Population WelFare Planning and other 

relevant agencies. 



3. Planners and other authorities in society as well as 

government. 

The AgElncy shall focus on thE! primE! targt groups. Tio" 

;upportive Groups' shall also be given communication treatment so that 

e main theme, message and objective is reinforced, 

The following are approved six themes which are the basis of 

veloping various comapaigns, being projected through various channels 

media:-

1. Small family norm. 

2. Responsible parent-hood. 

3 , Sta tu s of women, 

4. Age at marriage. 

S. MothE!r and Child Held.th. 

6. Female litracy/education in general adult literacy. 

Of these the first constitutes the Basic Fundamental Ethos of 

, Communication Plan. The other themes are peripheral and suportive. 

Poulation Wlefare Division has launched a full-fledged carnaign 

ough Radio, T.V and Press and other channels since April, 1985 in an 

iract rnannr. But the current campaigns are direct in content and 

jection A brieF resume of the present campaign and proposed future 

gramrnrnes are discussed in the following paragraphs: 

'f 



!lL=wision 

T.U spots developed on the basis of six themes are being telecat 

prime time since April. 1985. The current spots arL~ direct in 

ssage. Uptill now a total of about 351 spots were telecast. Following 

ditional programmes are proposed to be telecast from T.U in future:-

a) Utilization of Quizes and drama serials to Project 

Population Welfare themes/mesages in national and regional 

languagE! . 

b) 10-15 seconds Teleps in place of current jingles in 

national and regional language. developed on each theme 

separat.ely. 

c) 10 -minutes regional language panel discussions on 

community/national problem and need to adopt small family 

norm a~ a way of life. 

lio 

Two radio j i ngl E! s developed on the six the s e s I.lIi th proj e c tj.on of 

hild family norm are being .broadcast twice daily on national hook up 

prime time. Uptill. now 420 jingles have been broadcast through 9 

tions. 

Regional Radio programmes in regional languages have also bee~ 

rted in the province of Punjab and Baluchistan since February and 



nury 1986 respectively. The Provinces of Sind and NWFP have been 

quested to start their programmes as well. Following programmes are 

oposed for future in addition to present campaign. 

i) Weekly 10-15 minutes sponsored programmes in Urdu at 

national hook up. 

ii) To develop and broadcast 10-15 second teleps at national 

hook ups in urdu as well as in the regional languages. 

iii) Suitable incorpol'ation of our thomes into radio Quizes and 

plays. 

A spocial supplement on Population Welfare Programme was brought 

in daily Muslim on 19-12-1985. Selected ads on the six themes have 

n resumed in national dailies and regional newspapers since 12th 

ember, 1985. Upt:i,ll now, about 11185 ads have appeared. Besides 

tinuation of these ads, following are proposod for press campaign:-

a) Extension of ads to Urdu/Regional language periodicals. 

b) Publishing of FW Centres and Reproductive Heal~h Services 

:tres addresses with ads. 

c) To activate publication of regular articJ.es, columns and 

discussion (in letters column) on popUlation problems and 

family welfare jssues. 

http:spec:i.al


d) Production of motivational/educational mat rial in urdu and 

regional languages for different target groups. 

e address may be published atlaast once a month in national and 

gional newspapers by rotation. 

:>du c tio n of do c umentar'ia s /f aa t.ure fi Ims 

Arrangements are being made to screen present T.U jingles in 

1ema houses under compulsory viewing through Provincial. Information 

Jartments. PWD also anticipate production of documentaries/feature 

lms. Of prime importance would be 35 mm and 16 mm films in urdu and 

lional languages I for s cre:' ning through cinema houses and through AU 

IS. ThE! six thernE!s may be USE!d to devE!lop scripts etc. to promote 

lBvioral change in favour of small family size. 

nting and Fixed dispJ.a.LJ!!.edia 

The following itemr were printed for distribution to acceptors, 

nion leaders/local i~fluentials etc., since 1983:-

i) 

ii) 

iii) 

iv) 

v) 

Parwarish calendars 

Hand bills 

MufE!E!d MashwarE!y 

Motivational fold~rs 

Dislrictwise 1985 calendars 

containing addresses of FWCs 

and RH CentrE!S. 

25,000 

500,000 

50,000 

60,000 

115,000 



vi) 

vii) 

viii) 

Diaries-cum-purses in 1985 

Districtwise 1986 

Training manuals etc. 

terpersonal Communication 

30,000 

100,000 

Interpersonal and Group Communication is an effective means to 

Lng about behavioral changes in favour of new concepts and practices. 

:erpersonal programmes need to be supported and reinforced by mass 

Jia campaigns. Interlinkages and relationships between mass media 

'paj,gns and IntE!rpE!rsonal Communj,cation may be devE!loped by the 

'ertising agency as a base to organize Interpersonal Campaigns by PWD's 

!ld staff. 

The PC-1 provides for built-in monitoring system. Pakistan 

sultancy Services ,shall undertake, themselves or through subcontract, 

munication and Market research, to evaluate the effectiveness of the 

munication. The analysis and feed back thus obained shall be used as 

input/Basis to modify the Advertising Campaign. In fact market and 

Sllmer research shall be a basic feature of the programme, and will 

vide continuous input to the Communication Plan Administrators for 

edial change and modification. 

ATIONSHIP AND RESPONSIBILITIES 

In the communication programme, three major entities will be 

JIved: 

http:communicati.on


1. Government of Pakistan (Population Welfare Division) 

2. Pakistan Consultancy Services. 

3. The Selected Advertising Agency. 

It is important that the inter-action and responsibilities of 

:h of these be understood. 

a) The PWO of the Ministry of Planning and Development will 

contract directly with the advertising agency for the 

execution of the advertising campaign. Payment will be 

made to th0 agency directly by PWO, although the bills will 

be submitted by the Agency to PCS who &fter verification 

will forward them to PWD for payment. The procedural 

aspects regarding payment will need to be discussed and 

formulated after the agency has been selected. A 

eommun~cation steering committee comprising of 2 senior 

officials from PWD and 2 from pes will be responsible for 

the approval and day to day management of the programme. 

However all policy/major decisions will be taken by the 

Secretary, PWO, on the recommendations of the steering 

commit:tee. 

b) The PWD is using Pakistan Consultancy Services as its 

general consultant in regard to all communication 

activities. PCS will develop a request for proposal, 

evaluate responses and recommend choice of advertising 



agency. PCS will also interface directly lwith the agency 

on all operational and routine matters. 

c) The selected advertising agency through its authorised 

representative or representatives will be responsible for 

the development of the communication strategy and its 

implementation thereafter. Their functions will span the 

whole gaumet of advertising and communication activities 

and they will undertake any other work on behalf of the PWD 

or PCS. 

1MUNICATION BUDGET FOR 1986-87 1987-88 ••• ___ -_ .• __ • ..:.....1. __ • __ •• -

The monetary outlay for the major elements of the communication 

In are estimated as follows:-

a) 

b) 

c) 

d) 

Procurement, Printing 
and production of 
motivational material/ 
itE!ms, .films and A.V 
S II PP 1 i e~; 

Radio 

T.V Programme 

PrE!SS 
Total: 

(Rs. in million) 
12.!!.§·-87 19JU-88 

5.000 4.00 

'1.000 'I .. 000 

'I .. 000 '~. 000 

The communication Strategy developed by the Advertising should 

y within the conFines of the overall Budget, but the media mix and 

get allocated to each media may be changed, as the agency deems fit. 

I Cl 



If the GOP makes additional provisions for the communication 

ogramme the agency shall be informed accordingly and given ample time 

revise/modify their strategy. 

NTRACT MECHANISM 

The contract for the advertising/communication programme will be 

itially for 2 years; Thereafter it may be extended. on mutual consent 

pending on tll~ requirements that emerge after the formulation of the 

, five year plan. Tho COG':ract will be the standard contract signed 

tween any advertising agency and any client as normally stiupulated by 

~ APNS/PAA. 

lLUATION AND SELECTION CRITERIA 

The primary consideration is intended to be - which offerer can 

orm the contract in a manner most advantageous to the Government. as 

.ermined by evaluation of proposals according to established evaluation 

teria. The following criteria will be used to evaluate and rank 

posals. Proposals from firms not possessing the minimum 

lifications listed in this RFP will be immediately disqualified and 

considered in the ranking process. Proposals from firms meeting the 

imum qualificaLions will be scored against the evaluation criLeria. 

proposal receiving the highest number of points will be ranked 

hest provided that the firm receives points in every category. 

posals that are not awarded any points whatsoever for any of the 

ted criteria will be considered non-responsive and will not be 

II 
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nsidered further. Contract negotiations will be conducted initially 

th the offerer with the highest ranked proposal. If satisfactory 

gotiations are not concluded with this firm, negotiations will be 

nducted with the second renked proposal, and so on. 

MINIMUM QUALIFICATION 

To qualify to bid for the communication programme, the 

advertising agency must conform to the following minimum 

1) Legal incorporation in Pakistan and the necessary 

ae crElCH t:ion. 

2) Atleast 3-5 years of (demonstrated) experience as a 

successful advertising agency in Pakistan. 

3) LocatiQn: AgE!ncy will be Headquartered in Kal'('1ni or 

Islamabad or atleast have one of these cities as a base for 

major operations. 

4) The agency will have a minimum verifiable billing of 

Rs.20.00 million per annum. 

Points t.o bE! alAJ~.r..ded 

(100 rnaxilnLlm) 

http:Rs.20.0O


CRITERIA 

General 

Verifiable billing (annual) 

Complete list of clients 

Location of Head Office 

Geographical spread i.e. ability to 

provide service in different locations 

Legal status and accredition. 

Financial statuz duly evidenced by a certified 

financial statement for past 4 years. 

Awards/citations received - list of major 

awards, certificates received from 

PTC/APNS etc. 

T e c h n i c a I and ad rrd n i s t rat i v e.....l..-~ a b iIi U. e s . . . . . 

In house production capability for press ads 

T.V Commercials, Radio ~)ports/Films e~c. 

I J 

25 

25 
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Experience/ability to handle market/advertising 

research. 

Back up availability of panel of experts. 

International Affiliation. 

Avail&bility of qualified personnel in each of 

the major sub-disciplines of Advertising. Bio-data 

of E!ach DE!ptt. HE!ad to be provided ..... . 25 

50 

Thoroughness and appropriateness of the proposed 

communication strategy and the proposed plans for reaching 

defined objective. 

Degree to which proposal reflects the understanding of the 

communication principals involved. 

Methodology for developing the advertising campaign. 

Creativity of proposal in terms of approach and methodology. 

Cost effectiveness of proposal. 

Also enclosed with this request for proposal (RF) is the 

lowing dOCUrnE!nt 



PC-I. (Communication Plan 1984-88) This is a comprehensive 

document which both qualifies and quantifies the requirements in 

relation to the communication programme. It is stressed that 

the document be analysed properly, the non-relevant portions 

being ignored, while the advertising agency seeks to develop its 

communication strategy. 

STRUCTIONS TO OFFERERS 

All offerers shall follow the instructions contained herein and 

Jply all inFormation requested. Even partial non-compliance may result 

the disqualification of a proposal. 

Offerers must set forth full, accurate and complete inFormation 

as required by this Request For Proposal and subsequent 

amendments, if any, thereto. 

Proposals offering less than 60 days for acceptance by the 

Government From the closing date will be con sidered 

non-responsive and will be rejected. 

I.r 



Govermnent-fu rni ~_hed prope rh 

No material, labour, or facilities will be furnished by the 

government unless otherwise provided for in this RFP. 

Preparation and completeness of proposals 

Offerers are requested to submit a proposals directly 

responsive to all the terms, conditions, specifications and 

clauses of this Request for Propos~l. Proposals must offe the 

provision of all services included in ~his Request for 

Proposals. Proposals not conForming to this Reque~t for 

Proposal will be categorized as non-responsive and eleminated 

from further consideration. 

This request for Proposal does not commit the Government of 

Pakistan to pay any costs incurred in the preparation of a 

proposal nor to procure or contract for services or supplies. 

fllterD.E!..i:e ProposaJ-..2.. 

If you desire to submit a proposal on other terms which you 

believe are ildvantageous to the Government:, you should SUblllit, 

in adclH:ion to a r'ElsponsivEl proposal, an altElr'natE! pr'oposal 



reflecting such adantages. A proposal directlyresponsive to 

this Request for ProposaJ. must be submitted before consideration 

can be given to an alternate proposal. 

Disclosure of Inforrrlatton 

In the event a proposal includes information which the offerer 

does not want disclosed to the public or used by the Government 

for any purpose other than evaluation of the proposal, the 

ofFerer must mark each sheet of data which he so whishes to 

restrict with the legend set forth below: 

"This dat:a furnishc-!d in r'esponse to (identiFy RFP), shall not: be 

disclosed outside the Government or be duplicated, used or 

disclosed in whole or in part for any purpose other than to 

evaluate the pr'oposal E!,ovj,:..,deQ, that if a contract. is c\warded to 

this offerer as a result of or in connection with the submission 

of such data, the Government shall have the right. to disclose, 

use or duplicate this data to the extent provided in the 

contract. This rE!stricU.on dOE!S not limit the Government's 

right to use information contained in such data if it is 

obtainE!l'i fr'orn another' SOUrCE!iI. 

The offerer is requested to provide the name and telephone 

number of personnel cognisRnt in negotiation and administration 
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in connection with the offer submitted in response to this 

Request for Proposal. 

Late Proposal 

1. Any proposal received at the office designated in the 

soliciation after the exact time specified for receipt will 

not be considered unless it is received before the award is 

made, and: 

a) It was sent by registered or certified mail not later 

than the fifth calendar day prior to the date 

specified for receipt of offes (e.g. an offer 

submitted in response to a solicitation requiring 

receipt of offers by the 20th of the month must hve 

been mailed by the ISth or earlier); 

b) It was sent by mail (or telegram if authorized) and it 

is determined by the pes that the late receipt was due 

solely to mishandling by PCS after receipt at NDFC; or 

c) It is the only proposal received. 

2. Any modification of a proposal, except a modification 

rl?sulting from I:he r(~qul:.""!st for "best and final" offer, is 

subject to the same conditions as in (l)a and (l)b of this 

provision. 

C\~ 
• 
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3. A modification rE!sulting from the requE!st for "best and 

final" offer received after the time and date specified in 

the request will not be considered unless received before 

award and the late receipt is due solely to mishandling by 

the NDFC after receipt at NDFC Karachi. 

4. The only acceptable evidence to establish: 

a) The date of mailing of a late proposal or modification 

sent either by registered or certified mail is the 

Postal Srvice postmark on the wrapper or on the 

original receipt from the Postal Service. IF neigher 

postmark shows a legible date, the proposal or 

modiFication shall be deemed to have been mailed late. 

(The tE!rm "postmar'k" lTIeans a pd.ntE!d, stampE!d, 01" 

otherwise placed impression that is readily 

identifiable without further action as having been 

supplied and aFfixed on the d~te of mailing by 

employees of the Postal Service). 

b) The time of receipt at NDFC Karachi is the t::ime-date 

stamp of such installation of the proposal wrapper or 

oth(~r dOCUllll:lnt7.ary evidence of rece:ipt rnainl:ain(:!d by 

the installation. 

5 . Not lAd t h s tan din g (1.), ( 2) and (3) 0 f t his pro v :i s :i. 0 n, a I i:\ t El 

modification of an otherwise successful proposal which 

makes its terms more favourable to the GovernmElnt of 



Pakistan will be considered at any time it is received and 

may be accepted. 

6. Propoals may be withdrawn by written or telegraphic notice 

received at any time prior to award. Proposals may be 

withdrawn in person by an offerer or hi authorized 

representative, provided his identity is made known and he 

signs a receipt for the proposal prior to award. 



Note: 

MANOFF INTERNATIONAL REVISED 

D R AFT 

REQUEST FOR PROPOSAL 

FOR 

COMMUNICATION PLAN 

F0R 1986-87 ~ 1987-88 

POPULATION WELFARE DIVISION 
GOVERNMENT OF PAKISTAN 

Attachment C 

(i) In the interest of total neutrality and objectivity, it is 
recommended that separate RFP's be issued for (a) the 
market re~earch to be done, and (b) the advertisIng agency 
function. Therefore refrences to NDFC are not included in 
this document. 

(ii) All changes to the original draft RFP contained in this 
document are underlined. 

J 
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The Government of Pakistan, Population Welfare Divivison, 

through t~eir consultants M/S Pakistan Consultancy Services (A Division 

of NDFC) is seeking proposals from private sector Market Research 

Organizations and advertising agencies based in Pakistan to 

develop/undertake/launch a comprehensive communication programme. To 

this end we are issuing the following requests for proposal (RFP) 

constituting the following: 

Introduction and Background 

Details of the Program. 

Relationship and Responsibilities. 

Communication Budget 1986-87, 87-88 

Contracting Mechanism. 

EValuation and Selection Criteria. 

Instructions to offerors. 

Monitoring and Evaluations (formerly p-9) 

In order to maintain a totally objective point of view, and to 

obtain optimally objective ann neutral data and recommendations, both 

Market Research Activity and Aevertising Planning, Development and 

Execucions shall be conducted and developed by qualified private sector 

organizations under contract. 

All Market Research shall be implemented separately (thereby 

creating a separate RFP in Market Research) from the RFP for a 

Communication plan to be filled by the Advertising Agency. 

Market Research activities should be seen as an objective and 

neutral source of data for the Population Welfare Division and for the 

advertising agency for Target Audience definition and refinement, 

meaningful message content design and as a general campaign proposal 

device. The Market Research Organization will also be responsible for 
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the design and execution of the Communication Assessment one year after 

the initiation of the new advertising campaign. The MRO will be 

expected/contractually bound to be a continuous source of analysis, 

interpretation and feedback for the development/analysis of the 

communication campaign and its improvement over time. 

Any questions/clarifications regarding these (RFPs) may be 

addressed to Mr. Agha Akhtar Ali, Director Marketing (Alter~ate Mr. Jamil 

Murtaza, AVP), Pakistan Consultancy services, 7th Floor, Shaheen 

Commercial Complex, M.R. Kayani Road, Karachi. (Telephone No. 525107-09). 

INTRODUCTION AND BACKGROUND: 

The PWD's Communication Programme was dormant for almost ~ 

decade. In April, 1985 an advertising programme was launched ana the 

tempo was gradually built up. Media campaigns were launched through 

Radio, T.V. and press. These campaigns, revised from time to time are 

continuing with varying intensity and frequency. Estimated expenditure 

on various medias during the period April 85 - June 86 is shown in 

annexure 'A'. 

Population Welfare Division now wishes to undertake a revised 

communication programe based on validated up front market research for 

the years 1986-87, 1987-88. The qualitative objectives of the 

Communication Programme are: 

PRIMARY 

(1) to make the attitude of rural and urban masses favourable 

to contraceptive practices and to minimize the gap between knowledge and 

practice. 

(2) to remove socio-psychological barriers or causes of 

resistance and to adopt family planning. 
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(3) to encourage the target audience to visit and seek 

advice/assistance from the FWCs. 

SECONDARY 

(1) to mobilize favourable opinions and attitudes among 

planners and authorities to a point where they exert themselves in the 

inter~st of promoting population planning practices, and 

(2) mobilizing local (community/village) action groups. 

The quantitative/measurable objectives of the Communication 

Programme are: 

i) increase traffic/visits to FWC 

ii) minimum 25% awareness of media messages in target audience, 

iii) a measurement of pre and post campaign contraceptive and 

family planning practices. 

Note: The introduction and background section, in the 

interest of totality, should give here a brief, but concise 

description of the: 

il distribution system (ie no of FWCs and where) 

ii) the staffing of the PWCs 

iii) the organization of the PWD. 

DETAILS OF 'rHE PROGRA11 

Communication Plan for 1986-87, 1987-88 

1. The Communication Plan contemplates utilization of some or all 

of the following channels and media aimed at bringing about desired 

changes in attitude and behaviour patterns: 

i) T.V. 

ii) Radio 
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iii) Press 

iv) Films/Audiovisual 

v) Print material 

vi) Traditional media 

vii) Promotional Materials 

(vii ) Interpersonal Communication. 

Interpersonal and Group Communication is an effective means to 

bring about behavorial changes in favour of new concepts and practices. 

Interpersonal programes need to be supported and reinformed by mass media 

campaigns. Interlinkages and relationships between mass media ~ampaigns 

and Interpersonal Cow~unication may be developed by the advertising 

agency as a base to organize Interpersonal Campaigns by PWO's field staff. 

The above media will be utilized according to a specific Media 

Plan to be developed und refined by the advertising agency in accordance 

with prgramme priorities and available budgets per approval by the 

Steering Committee and Secretary. 

The Target Grol.ps identified for the proposed Communication Plan 

are as follows, and may include some or all of the followin dependent 

upon decisions arrived at with advertising agency recommendations and 

participation: 

PRIHARY: 

(1) Fertile men and women in rural population 

(2) urban lower socioeconomic groups 

TARGET SEGMENTS: 

(1) Fertile couples with 

with no children 

with one or two children 

d\ 
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with two or more children 

(2) Young people of marriageable age 

(3) Grass roots communities, Mullahs/Villages 

SI::CONDARY 

1. Potential Motivators and Opinion leaders. 

2. Field workers of Population Welfare Planning and other 

relevant agencies. 

3. Planners and other authorities in society ~s well as 

government. 

These target groups will be more specifically defined and 

analyzed according to an audience analysis report to be developed by the 

Market Research Organizations and Advertising Agency in accordance with 

program priorities and approval by the steering Committee and Secretary. 

The Agency shall focus on the prime target groups in rural and 

urban areas. The 'SEcondary Groups' shall also be given communication 

treatment so that the main theme, message and objective is reinforced. 

3. The following six subjects are approved in an order of priority 

which the PWD seeks to address itself to the public through various media 

channels: 

1. Small family norm 

2. Responsible parenthood 

3. Statu$ of women 

4. Age at marriage 

5. Mother and Child Health 

6. Female literacy/education in general/adult literacy 

As the current campaign continues until the new campaign is 

developed on the basis of Market Research, it will be evaluated through 

market research to determine the extent and validity of target grou2 

interest in the above subjects. 
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Following target Group research into the significance of the 

above subjects, and the identification of new, significantly meaningful 

themes, the Advertising Agency should devleop and propose new media 

messages within the general policy guidelines and objectives of PWD. 

4. Population Welfare Division has launched a full-fledged campaign 

through Radio, TV and Press and other channels since April, 1985 in an 

indirect manner. But the current campaigns are direct in content and 

projection. A brief resume of the present, and past campaigns are 

discussed in the following paragraphs: 

However, the PWD will entertain agency proposals for alternate 

Media Plans based on supportive rationales. It must also be remembered 

that a basic media objective is the maximum reach in our target audience 

as well as maximum frequency of messages as determined by the budget. 

Television 

5. T.V. spots developed on the basis of six themes are being 

telecast at prime time since April, 1985. Thu current spots are direct 

in message. Uptill now a total of about 351 spots were telecast. 

Radio 

6. Two radio jingles developed on the six themes with projecvtion 

of 2-child family norm ar.e being broadcast twice daily on national hook 

up at prime time. Until now 420 jungles have been broadcast through 9 

stations. 

7. Regional Radio programmes in regional languages have also been 

started in the province of Punjab and Baluchistan since February and 

January 1986 respectively. The Provinces of Sind and NWFP have been 

requested to start their programmes as well. 
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Press 

8. A special supplement on Population Welfare Programme was brought 

out in daily Muslim on 19-12-1985. Selected ads on the six themes have 

been resumed in national dailies and regional newspapers since 12th 

December, 1985. Uptill now, about 1485 ads have appeard. 

Production of documentaries/feature films 

9. Arrangements are being made to screen present TV jingles in 

cinema houses under compulsory viewing hrough Provincial Information 

Departments. PWD also anticipates production of documentaries/feature 

films. Of prime importance would be 35 mm and 16 mm films in urdu and 

regional languages, for screening through cinema houses and through AV 

vans. 

A portion of production funds may be used to produce video tapes 

instead of or in addition to films. As with all other media, the above 

will depend upon agency recommendations for maximum media effectiveness 

and optimum use of the Media Budget. 

Printing and Fixed display media 

10. The following items were printed for distribution to acceptors, 

opinion leaders/local influentials etc., since 1983: 

i) Parawish cal~ndars 25,000 

ii) Hand bills 500,000 

iii) Mufeed Mashwarey 50,000 

i v) Motivational folders 60,000 

v) Districtwise 1985 calendars 115,000 

containing addresses of FWCs 

and RH Centers. 
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vi) Diaries-cum-purses in 1985 30,000 

vii) Districtwise 1986 100,000 

viii) Training manuals etc. ? 

RELATIONSHIP AND RESPONSIBILITIES: 

In the communication programme, five major entities will be 

involved: 

1. Government of Pakistan (Population Welfare Division) 

2. USAID 

3. Pakistan Consultancy Services. 

4. The Selected Market Research Organization 

5. The Selected Advertising Agency 

It is important that the inter-action and responsibilities of 

each of these be understood: 

a) The PWU of the Ministry of Planning and Development will 

contract directly with the advertising agency for the 

development and execution of the advertising campaign, and 

the market research organization for the design, execution 

and interpretation of the results, as well as the indicated 

findings as they relate to the design of the advertising 

message and media plans. 

I PAYMENT: Due to the necessity of clarifying the question I 

lof payment procedures between PWD and USAID, this sectionl 

Ihas been deleted at this point pending resolution of the 

lissue. 

o 
\ 
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A. Communication steering Committee comprising of 2 

senior officials from PWD and 2 from pcs will be 

responsible for the approval and day to day management 

of the programme. However all policy/major decisions 

will be taken by the secretary, PWD on the 

recommendations of the steering committee. 

B) The PWD is using Pakistan Consultancy services as its 

general consultant in regard to all communication 

activities. PSC will develop a request for proposal, 

evaluate responses and recommend choice of advertising 

agency and Market Research Organizat}on. pcs will 

also interface directly with the agency and MRO on 

all operational and routine matters. 

C) The related Market Research Organization through its 

authorized representatives or representatives will be 

responsible for the development, execution, analyses 

and reporting of the research conducted, such as the 

design and development of the research questionnaie 

and report format, subject to approval of the steering 

Committee and Secrcta~ 

D) The selected advertising agency through its authorised 

representative or representatives will be responsible 

for the development of the communication str~tegy and 

its implementation thereafter subject to the approval 

of the steering Committee and secretary. Their 

functions will be span the whole gaumet of advertising 

and communication activities and they will undertake 

any other work on behalf of the PWD or pcs. 
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~OMMUNICATION BUDGET FOR 1986-87, 1987-88 

The monetary outlay for the major elements of the communication 

plan are estimated as follows: 

1986-1987 Rs. 15 million 

1987-1988 Rs. 16 million 

Note: An increasing, not decreasing, budgets must be shown to attract 

valid agencies. 

The communication strategy developed by the Advertising Agency 

should stay within the confines of the overall budget, should be 

recommended and justified by the advertising Agency, based on research 

results and compatability with the Communication Strategy. 

If the GOP makes additional provisions for the communication 

programme the agency shall be informed accordingly and given ample time 

to revise/modify their strategy. 

MARKET RESEARCH BUDGET FOR 1986-87 

The monetary outlay for the major elements of the Market 

Research Plans are estimated as follows: 

1986 - 1987 To be determined 

1987 - 1988 To be determined 

The Market Research Plan developed by the MRO should stay within 

the overall budget. 

If the GOP makesadditional provisions for the Market Research 

Program the MRO shall be informed accordingly and given ample time to 

revise/modify their strategy. 

CONTRACT MECHANISM 

The contract for the advertising/communication, as well as 

Market Research programme will be initially for 2 years. Thereafter it 
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may be extended, on mutual consent depending on the requirements that 

emerge after the formulation of the 7th five year plan. The contract 

will be the standard contract signed between any advertising agency and 

any client as normally stipulated by the APNS/PAA. (A standard contract 

for the MRO will also to be developed). 

EVALUATION AND SELECTION CRITERIA: MARKET RESEARCH ORGANIZATION 

The primary consideration is intended to be which offerer can 

perform the contract in a manner most advantageous to the Government, as 

determined by eVdluation of proposals according to established evaluation 

criteria. The following criteria will be used to evaluate and rank 

proposals. Proposals from firms not possessing the minimum 

qualifications listed in this RFP will be immediatey disqualified and not 

considered in the ranking process. Proposals from firms meetinq the 

minimum qualifications will be scored against the evaluation criteria. 

The proposal receiving the highest number of points will be ranked 

highest provided that the firm receives points in every category. 

Proposals that are not awarded any points whatsoever for any of the 

listed criteria will be considered non-responsive and will not be 

considered further. Contract negotiations will be conducted initially 

with the offerer with the highest ranked proposal. If satisfactory 

negotiations are not concluded \~ith this firm, negotiations will be 

conducted with the second ranked proposal, and so on. 

1. MINIMml QUALIFI'CATIOI~: 

To qualify to bid for the Market Research programme, the Market 

Research Organization must conform to the following minimum 

requirements: 

1. Legal incorporation in Pakistan and the necessary 

accredition. 
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2. At least 3-5 years of (demonstrated) experience as a 

successtul market research organization in Pakistan, 

specifically including experience in non urban areas and 

with lower income urban groups. 

3. Location: Agency will be headquartered in Karachi or 

Islamabad or at least have one of these cities as a base 

for major operations. 

4. The organization will have a minimum verifiable billing of 

Rs. million per annum. 

\ 
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Points to be awarded 

(100 maxililUm) 

2. CRITERIA: 

General .... 25 

Verifiable billing (annual) 

Complete list of clients 

Location of Head Office 

Geographical spread i.e. ability to provide 

service in different locations. 

Legal status and accreditiQn. 

Financial status duly ~videnced by a certified 

financial statement for past 4 years. 

Awards/citations received - list of major 

awards, certificates received. 

Technical and administrative, capabilities 25 

In nouse capability for statistical 

analyses, psychological, motivational and 

social behaviour research and analysis. 

Experience/ability to handle market/ 

advertising research. 

Back up availability of panel of experts. 

Availability of qualified personnel in each 

of the major sub-disciplines of Market Research. 

Bio-data of each Department Head to be provided, 

as well as those people directly assigned to this 

account 
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Market Research 50 

Thoroughness and appropriateness of the 

proposed market research plan and the 

proposed plans for r~aching defined 

objective. 

Degree to which proposal reflects the 

understanding of the objectives and principals 

involved. 

Methodology for developing the market research 

plan. 

Creativity of proposal in terms of approach 

and methodology. 

Cost effectiveness of proposal. 

Also enclosed with this request for proposal (RF) is the 

following document: 

1. PC-I. (Communication Plan 1984-88). This is a 

comprehensive document which both qualifies and quantifies 

the requirements in relation to the communication 

programme. It is stressed that the document be analysed 

properly, the non relevant portions being ignored, while 

the advertising agency seeks to devolop its communication 

strategy •. 

EVALUATION AND SELECTION CRITERIA: ADVERTISING AGENCY 

The primary consideration :s intended to be - which offerer can 

perform the contract in a manner most advantageous to the Government, as 

determined by evaluation of proposals according to established evaluation 

criteria. The following criteria will be used to evaluate and rank 



-15-
propusals. Proposals from firms not possessing the minimum 

qualifications listed in this RFP will be immediately disqualified and 

not considered in the ranking process. Proposals from firms meeting the 

minimum qualifications will be scored against the evaluation criteria. 

The proposal receiving the highest number of points will be ranked 

highest provided that the firm receives points in every catesory. 

Proposals that are not awarded any points whatsoever for any of the 

listed criteria will be considered non-responsive and will not be 

considered further. Contract negotiations will be conducted initially 

with the offerer with the highest ranked proposal. If satisfactory 

negotiations will be conducted with the second ranked proposal, and so on. 

1. MINIMUM QUALIFICATION: 

To qualify :0 bid for the communication programme, the 

advertising agency must conform to the following minimum 

requirements: 

1. Legal incorporation in Pakistan and the necessary 

accredition. 

2. At least 3-5 years of (demonstrated) experience as a 

successful advertising agency in Pakistan, specifically 

including experience in lower income urban groups. 

3. Location: Agency will be headquartered in Karachi or 

Islamabad or at least have one of these cities as a base 

for major operations. 

4. The agency will have a minimum verifiable billing of Rs. 

20.00 million per annum 
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Points to be awarded 

(100 maximum) 

2. CRITERIA: 

General .... 25 

Verifiable billing (annual) 

Complete list of clients 

Location of Head Office 

Geographical spread i.e. ability to 

provide service in different locations. 

Legal status and accredition. 

Financial status duly evidenced by a 

certified financial statement for past 

4 years. 

Awards/citations received - list of major 

awards, certificates received from PTV/APNS etc. 

Technical and administrative, capabilities 25 

In house production capability for press 

ads TV Commercials, Radio spots/filsm etc. 

Experience/ability to handle market/ 

advertising research. 

Back up availability of panel of experts. 

Availability of qualified personnel in each 

of the major sub-disciplines of Advertising. 

Bio-data of each Department Head to be provided 

as well as those of the persons directly assigned 

to this account. 
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Communication proposal .... 
Thoroughness and appropriateness of the 

proposed communication strategy and the 

proposed plans for reaching defined objectives. 

Degree to which proposal reflects the under­

standing of the communication principals 

involved. 

Methodology for developing the advertising 

campaign. 

Creativity of proposal in terms of approach and 

methodology. 

Cost effectiveness of proposal. 

50 

Also enclosed with this request for proposal (RF) is the 

following document: 

1. PC-I. (Communication Plan 1984-88) This is a comprehensive 

document which both qualifies and quantifiesthe 

requirements in relation to the communication programme. 

It is stressed that the document be analysed properly, the 

non relevant portions being ignored, while the advertising 

agency seeks to develop its communication strategy. 

INSTRUCTIONS TO THE OFFERERS (Same for MRO and Advertising Agency) 

All offerers shall follow ~he instructions contained herein and 

supply all information requested. Even partial non-compliance may result 

in the disqualification of a proposal. 

A. Supply of full, accurate and complete information 

Offerers must set forth full, accurate and complete information 

as required by this Request for Proposal and subsequent 

amendments, if any, thereto. 
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B. Minimum period for accepting the proposal 

Proposals offering less than 60 days for acceptance by the 

Government from the closing date will be considered 

non-responsive and will be rejected. 

C. Government-furnished property 

No material, labour, or facilities will be furnished by the 

government unless otherwise provided for in this RFP. 

D. Preparation and completeness of proposals 

Offerers are requested to submit a proposal directly responsive 

to all the terms, conditions, specifications and clauses of this 

Request for proposal. proposals must offer the provision of all 

services included in this Request for Proposal. Proposals not 

conforming to this Request for Proposal will be categorized as 

non-responsive and eliminated from further consideration. 

E. Non-Commitment of the Government of Pakistan 

This Request for Proposal does not commit the Government of 

Pakistan to pay any costs incurred in the preparation of a 

proposal nor to procure or contract for services or supplies. 

F. Alternate Proposals 

If you desire to submit a proposal on other terms which you 

believe are advantageous to the Government, you should submit, 

in addition to a responsive proposal, an alternate proposal 

reflecting such advantages. A proposal directly responsive to 

this request for Proposal must be submitted before consideration 

can be given to an alternate proposal. 
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G. Disclosure of Information 

In the event a proposal includes information which the offerer 

does not want disclosed to the public or used by the Government 

for any purpose other than evaluation of the proposal, the 

offerer must mark each sheet of data which he so wishes to 

restrict with the legend set forth below: 

-This data furnished in response to (identify RFP), shall not be 
disclosed outside the Government or be duplicated, used or 
disclosed in whole or in part for any purpose other than to 
evaluate the proposal provided, that if a contract is awarded to 
this offerer as a result of or in connection with the submission 
of such data, the Government shall have the right to disclose, 
use or duplicate this data to the extent provided in the 
contract. This restriction does not limit the Government's 
right to use information contained in such data if it is 
obtained from another source·. 

I. Negotiation and Administration 

The offerer is requested to provide the name and telephone 

number of personnel cognisant in negotiation and administration 

in connection with the offer submitted in response to this 

Request for Proposal. 

J. Late proposal 

1. Any proposal received at the office designated in the 

solicitation after the exact time specified for receipt 

will not be considered unless: 

a) It wa~ sent by registered or certified mail not later 
than the fifth calendar day prior to the date 
specified for receipt of offers (e.g. an offer 
submitted in response to a solicitation requiring 
receipt of offers by the 20th of the month must have 
been mailed by the 15th or earlier); 
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b) It was sent by mail (or telegram if authorized ) and 

it is determined by PCS that the ate receipt was due 
solely to mishandling by PCS after receipt at NDFC; or 

c) It is the only proposal received. 

2. Any modification of a proposal, except a modification 

resulting from the request for Wbest and final· offer, is 

subject to the same conditions as in (l)(a) and (l)(b) of 

this provision. 

3. A modification resulting from the request for Wbest and 

final W offer received after the time and date specified in 

the request will not be considered unless received before 

award and the late receipt is due solely to mishandling by 

the NDFC after receipt at NDFC Karachi. 

4. The only acceptable evidence to establish: 

a) The date of mailing of a late proposal or modification 
sent either by registered or certified mail is the 
Postal Service postmark on the wrapper or on the 
original receipt from the Postal Service. If neither 
postmark shows a legible date, the proposal or 
modification shall be deemed to have been mailed 
late. (The term ·postmark W means a printed, stamped, 
or otherwise placed impression that is readily 
identifiable without further action as having been 
supplied and affixed on the date of mailing by 
employees of the Postal Service). 

b) The time of receipt at NDFC Karachi is the time-date 
stamp of such installation on the proposal wrapper or 
other documentary evidence of receipt maintained by 
the installation. 

5. Nothwithstanding (1), (2) and (3) of this provision, a 

late modification of an otherwise successful proposal which 

makes it terms more favourable to the Government of 

Pakistan will be considered at any time it is received and 

may be accepted. 

I 

~ 
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6. Proposals may be withdraw~ by written or telegraphic notice 

received at any time prior to award. Proposals may be 

withdrawn in person by an offerer or his authorized 

representative, provided his identity is made known and he 

signs a receipt for the proposal prior to award. 
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FOREWORD 

Appointing an advertising agency is not the ultimate solution to the need 
for mass media expertise. It is the beginning of the solution but its 
ultimate effectiveness depends on how well the agency-client relationship 
is managed. 

An Agency needs traininq from Clients 

In addition to the need to impart to an agency all the knowledge about a 
client's "business·, an agency for PWD will have to cultivate a 
sensitivity to the very special meaning of family planning promotion. 
Let us explain. 

Advertising agencies as a rule are engaged in the promotion of fairly 
superficial behavior changes. This is the function of the competitive 
nature of their clients' businesses. For the most part they are battling 
for increased share-of-market for their brands against competing brands 
in the same product categories. Thus, one agency is battling for 
increased market-share for Brand A coffee against the agency with Brand B 
coffee. This means that their main target audience consists of those 
consumers who are already coffee drinkers. They do not need to be 
persuaded to change a deep-seated beverage preference for tea, for 
example. No. They are being seduced merely to switch from one brand to 
another. 

Now, most consumer product categories are dominated by brands that have 
little distinction from one another. They are essentially parity 
products and therefore the share-of-market battle cannot lay claim to 
product distinctions and rational appeals to their value. Instead, 
advertising agencies are forced to resort to other means in order to 
arouse the emotions of their target consumers. 

This explains why commercial advertising falls back on brand image 
advertising in which the consumer is hopefully courted with beguiling 
music, humor, romantic moods, sexual overtones, pretty women and handsome 
men, beach parties, gayety, a joyous trouble-free world in which the 
brand is positioned to share an association with such presumable 
appealing values. 

But family planning practice is a radical behavior change for people and 
not one that can be easily effected by the superficial devices and values 
of imagistic messages. Effective family planning messages must penetrate 
to deeply-ingrained customs and values, grapple with them and if they 
constitute a source of resistance to the neW behavior, seek to resolve 
that resistance little-by-little OVer time until the mind is opened to 
the new behavioral possibility and the individual is motivated to essay 
it. 

This is not to say that emotional appeals and the communications devices 
that can help to evoke them have no place in family planning 
communications. But it is to say that they cannot be the predominant 

nl-, t '"' '-



elements in such ~ommunications as they are in the commercial world. 
The share-of-market struggle in the commercial world cannot summon up 
substantive appeals that have to do with the superiority of one brand of 
product over another. They have nothing to say to us. Thats why they 
sing and dance their way onto our TV screens and cozy up to us with 
gentle laughter, good humor or romantic insinuations. Family planning 
communications that mimic such antics may produce enjoyable entertainment 
but will have little influence on changing peoples' attitudes toward 
contraceptive practice. 

Agency creative people, talented as they may be, invariably have to be 
trained to a totally different approach to message design for meaningful 
behavior change objectives. Their talents have to be recycled, as it 
were, so they are made amenable to a different kind of message design 
requirement. 

Moreover, most agencies have been we~ned on urban target audiences 
because the opportunity for most of the consumer products they represent 
is in the cash marketplace of urban areas. Agency personnel must learn 
the different ways required to deal with a virtually cashless rural 
audience, in their idiom both of language and cultural value system, and 
their concerns, that are so different from those of their urban 
counterparts. 

~his is why the experiences garnered from other places and times and the 
lessons learned can make a big difference in an agency's performance once 
it is indoctrinated with these insights ~nd its usual focus adjusted. 
This orientation is indispensable virtually very step of the way in the 
work scope and plan the agency must follow. 
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ALTERNATIVE PROCEDURE 

This is not in the form of an RFP but is intended to be the basis for 
developing one should this recommended procedure be accepted in the 
future. 

Much of this procedure is similar to what is already contained in the 
proposed RFP of the NDFC. The latter document has been effectively put 
together and we are in general agreement with its content and 
procedures. Our comments have been separately submitted. 
The purpose of this recommendation is to emphasize the advantage of one 
major departure from the procedure proposed in the NDFC RFP. 

The research organization selection should be made prior to 
advertising agency selection. 

The preparatory qualitative consumer research -- focus group 
interviews, individual in-depth interviews -- should be conducted 
promptly. The results analyzed and interpreted, and the analysis 
organized in terms of implications for strategy options -- i.e. 
objectives, target audiences, message (creative) strategies, media 
strategy, follow-up research strategies. 

These findings from the research and their interpretation for strategic 
implications become the basis for an enriched situation study to be given 
each advertising agency prospect. The objective is to provide the agency 
with the actual insights it will need to produce its RFP response with 
truly meaningful message and media strategic thinking and recommendations. 
This will prove eminently more productive for agencies and more 
illuminating for PWD and NDFC in their judging agency qualifications. 

The RFP procedure, at best, has severe limitations as a tool for 
advertising agency selection. Because of the highly competitive 
environment in which full-service agencies operate, they tend to offer 
equivalent basic services, use similar procedures in executing their 
assignments, and are compensated for their services according to a more 
or less standard formula. The international advertising trade press is 
replete with articles, most of them highly subjective, on what to look 
for in selecting an agency. But the consensus appears to be that the 
selection process is more art than science. There also appears to be a 
consensus (more so among agencies than among clients) that selecting an 
agency on the basis of ·speculative· creative presentations is an unsound 
practice for a variety of good reasons. 

What, then, distinguishes one agency from another? A partial list of 
characteristics might include the following: 

1. 
ingenuity 
memorable 
act upon. 

The quality of the creative product; the imagination and 
with which an agency translates lifeless strategies into 
messages that the targeted audience is virtually compelled to 

.,.,0 
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2. The soundness of an agency's strategic thinking. 

3. The dedication of its staff to achieving the client's 
objective. 

4. 
conceived 
definable 

Its ability to construct a media plan from a 
media strategy in which every component makes 
contribution to the communications obj~ctive. 

carefully 
a clearl~ 

5. The compatability of the key personnel assigned to the account 
with their client counterparts. 

6. Intellectual hon~sty: the courage to stand behind its 
convictions, and to stand up to the client when necessary. 

7. Willingness to work hard, to become thoroughly knowledgeable 
about the client's situation as quickly as possible; to anticipate 
problems and offer solutions; to discover opportunities and devise means 
of capitalizing on them; always to be ready to try new approaches when it 
appears that something is not working as well as it should. 
The subjective response in selecting an agency cannot be dismissed or 
elil~inated, any more than a subjective response can be eliminated in 
choosing a new employee from among several equally well qualified 
candidates for a position. 

It is recommended that the PWD and NDFC use the following procedure for 
selecting an agency for the maps media project: 

1. After the results of the focus group interviews become 
available, the PWD and NDFC with assistance of the USAID consultancy will 
prepare a situation study that will contain: 

a. An overview of the Population Division program, its 
Family Welfare centers, organization, personnel, etc. 

b. Objectives of the strengthened PWD activity both 
nationally as well as locally with delineation of any 
special objectives by special areas, districts or special 
program activity. 

c. A listing of the desired behavior themes and objectives 
(-Basic Messages-) by priority. 

d. A listing of the target audience groups by priority. 

e. A summary of the key findings of the focus group 
interviews in terms of contraceptive practice awareness, 
attitude by target group, message and media strategies 
and me~surable objectives. 

2. The situation study should be sent to each of the agency 
candidates with the request for a preliminary written advertising 
marketing plan that should contain at least the following components: 

~v 
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a. situation analysis and interpretation for agency's future 
scope of work. 

b. Creative (message) strategy for each target group. 

c. Media strategy: media mix, etc. 

d. TWelve-month media plan: media mix, re~ch and frequency, 
target audience coverage, scheduling, rationale in terms 
of campaign objectives. 

e. Approximate budget. 

f. Relevant background of key account, creative, and media 
staff who will work on the project as the PWD account 
group. 

g. Relevant past experience with case histories. 

h. Capability for translating messages and materials into 
required multi-lingual versions. 

i. Special resources, if any, that will be utilized in 
executing the plan. 

j. Proposed method of compensation (if other than the 
standard rate of commission). 

Agencies should be directed not to prepare speculative creative 
executions. Plans should be submitted within three weeks after receipt 
of brief. 

3. Each agency will be requested to make a presentation of its 
plans at a meeting of an agency selection panel, composed of 
representatives of PWD, NDFC, and the USAID consultancy. Each meeting 
should last a maximum of two hours, including time for questions. The 
presentations should, insofar as possible, be given by the agency staff 
members who would be assigned to the account. 

4. Each member of the agency selection panel will be provided 
with a scoring sheet to be filled in at the conclusion of each 
presentation. Using 5-point rating scales, panelists will be asked to 
rate each agency on the babiz of the following criteria: 

a. Quality of overall plan. 
b. Understanding of the project's concepts and objectives. 
c. Relevant past experience. 
d. Soundness of proposed creative strategies. 
e. Soundness of proposed media strategies. 
f. Adequacy of media plan. 
g. Innovative thinking with respect to pl~nning and proposed 

budget management. 
h. Caliber of proposed professional staff. 
i. Compatability of proposed agency staff with ICDS project 

staff. 
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5. At the conclusion of the round of presentations, scoring 
sheets will be tallied. Should the total scores of two or more agencies 
be equal or close., the selection panel should reconvene to resolve the 
matter on a subjective basis (agency-client ·chemistry·, enthusiasm of 
personnel, etc.) All other professional considerations being at close to 
parity, the question of inter-personal compatability assumes greater 
importance. The agency-client relationship is a close personal service 
arrangement. Compatability can make a perceptible difference in the 
quality of the work performed. 

THE AGENCY WORK SCOPE AND PLAN 

On the following pages is the work scope and plan sequence recommended by 
Manoff International for use by public sector clients utilizing the 
services of an advertising agency. 

It can be made a part of the RFP by way of informing prospective 
advertising agencies of the work methodology and sequence that will be 
expected of the winning candidate. Agencies are asked to respond to this 
proposed work scope and plan indicating agreement or difference of 
opinion together with a rationale. This response becomes a basis for 
judging the agency's capability and commitment to what is an essential 
sequence of activities for developing, implementing and evaluating PWD's 
communication plan. Should the agency disagree but offer a viable 
alternative that represents an effective though different approach to the 
same tasks, its response should be favorably received. 

On the other hand the PWD and the NDFC could withhold the work scope and 
plan in order to leave agencies free to describe their own. In that case 
the work scope and plan becomes a means of evaluating the thoroughness of 
each agency's work procedures and a source of questions for discussion 
during agency presentations. 

In either case it is a recommended approach for the agency/client 
arrangement to getting the necessary work done on a task- by task-basis. 
It is the destillation of years of agency/client experience offering the 
best prospects to expeditious completion of the work on a logical 
sequential basis with an efficient input of time, energy and financial 
resources. 

The success of an agency/client relationship depends in a major way on 
mutual understanding and regard. A systematic approach to the work, once 
agreed on by both, puts everyone on notice, minimizes distracting and 
conflicting directions and 'makes each task more likely to remain in sharp 
focus. 



Activity 1: 

Objectives: 

Step 1.1: 

Step 1. 2: 

Step 1.3: 

Activity 2: 

Objectives: 

Step 2.1: 

Step 2.2: 

Step 2.3: 

St~p 2.4: 

Step 2.5: 
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RECOMMENDED WORK SCOPE AND P~AN FOR 
PWD MASS t-IEDIA PROGRAM 

ACTIVITIES 

Outline the Communication Plan 

To provide program administrators with 
an overview of the objectives, strategic 
options to be explored, resources and 
budgetary requirements. 

Summarize the current situation with the 
PWD program including analysis of past 
experience. 

Outline prospective options for all 
components of the communication plan. 

Review situation study and communication 
plan outline with authorities and finalize. 

Design Expanded Service Delivery 

To identify the roles of the various public 
channels through which new contraceptive 
distribution and services can be expanded. 

Evaluate current distribution through Family 
Welfare Centers and other means. 

Identify all options for expanding distri­
bution and service delivery. 

Formulate written plans for improving 
distribution, if possible. 

Review plans with appropriate authorities 
and obtain approval. 

Combine with situation study and outline of 
communication plan (Activity 1). 

RESOURCES 

Technical inputs from appropriate 
authorities: cost data from private 
and public sector organizations 
(research, media, production 
specialists); coverage data for formal 
and informal communications media. 
Plan will be developed by PWD with 
technical assistance from NDFC and 
USAID consultancy. 

Interviews with inter-sectoral autho­
rities to determine their willingness/ 
capability/logistical constraints in 
participating ~n distribution activity. 
Plan will be developed by the PWD. 



Activity 3: 

Objectives: 

Step 3.1: 

step 3.2 

Activity 4: 

Objectives: 

step 4.1: 

Step 4.2: 

step 4.3: 
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Appoint Consumer Research Organization 

To be responsible for designing research 
protocols for requisite phases of research 
and to recommend design and carry them out. 

Review situation study, communication plan 
and PWD distribution and service delivery 
system. 

Design project qualitative research protocol 
(focus groups). 

Conduct Focus Group Interviews 

To test concepts and to establish basis for 
(a) target audience, message design and 
media strategy decisions; (b) training and 
orientation sessions for all sectors 
involved. 

Develop moderator guide. 

Train research personnel. 

Conduct focus group interviews. 

PWD, NDFC with technical assistance 
from USAID consultancy. 

Interviews with target audience will be 
conducted by local research resources, 
specially trained in focus groups 
research techniques. Focus groups will 
be conducted in geographically dis­
persed urban and rural areas of 
Pakistan, in requisite number of 
sessions with technical assistance of 
NDFC and USAID consultancy. 
Focus groups will address such issues 
as ·resistance points· to proposed 
concepts and to contraceptive practice 
and ways to overcome them; reasons for 
not having used governmentally­
distributed contraceptives in the past; 
past purchase, if any, from retail out­
lets, price paid and reaction to 
pricing; ability to follow directions 
on packet; reactions to various contra­
ceptive choices; identification of 
authority figures to lend credibility 
to messages, medid exposure patterns, 
etc. Interviews will be audiotaped, 
transcribed. Selected verbatim 
comments made by group participants may 
eventually be incorporated into the 
messages. 



Activity 5: 

Objectives: 

Step 5.1: 

Step 5.2: 

Step 5.3: 

Activity 6: 

Objectives: 

Activity 7: 

Objectives: 

Step 7.1: 

Step 7.2: 

-7-

Analyze Focus Group Interviewz and Write 
Report 

To provide action-oriented documentation for 
ensuing activities; to indicate what changes 
in strategy, if any, will need to be made. 

Analyze interviews. 

Prepare report. 

Update situation study, communication plan, 
distribution and service delivery plans 
and review with appropriate authorities. 

Appoint Advertising Agency 

To be responsible for executing and revis­
ing communication plan as warranted into 
final messages, media plan and production 
of necessary media and promotional materials. 

Design Message and Media Strategies 

To provide guidance and direction to writers, 
artists and production personnel involved in 
the preparation of the messages. Elements 
of message strategy include description of 
target audience characteristics; messages to 
be communicated; tonality; mandatory 
requirements. 

Set message (creative) strategies: target 
audiences, themes, motivational elements, 
tonality, mandatory requirements. 

Set media strategy: the media mix, objec­
tives regarding target audiences, reach and 
frequency, continuity, etc. 

Analysis and report will be prepared by 
research organization with technical 
review by NDFC and USAID consultancy. 

The advertising agency selected as the 
result of an RFP developed by PWD with 
assistance of NDFC, the research orga­
nization and USAID consultancy. 

Message strategy statement will be 
prepared with technical assistance of 
NDFC and USAID consultancy. 

The advertising agency in consultation 
with the appointed ·client· steering 
committee (PWD, NDFC, USAID consul­
tancy)perhaps better named the PWD 
Advertising Unit. 



step 7.3: 

Activity 8: 

Objectives: 

Step 8.1: 

Step 8.2: 

Activity 9: 
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Determine promotion and information materials 
needed in extension of mass media messages. 

Develop Prototype Messages 

To prepare sample messages for each medium, 
for subsequent pre-testing. 

Produce sample massages, promotion and 
informational material for each medium. 

Review with appropriate authorities. 

Develop Media Plan 

Objectives: . Tp provide detailed specifications regarding 
media mix; reach and frequency objectives; 
time periods; duration of campaign; budget. 

Step 9.1: Analyze all available media data. 

Step 9.2: Prepare written media plan. 

Step 9.3: Review with appropriate authorities. 

Activity 10: Pre-test Messages 

Objectives: To ensure that messages are comprehended, 
credible, emotionally appealing, practical, 
culturally relevant and free of negatives. 

Step 10.1: Develop pre-test instruments. 

Step 10.2: Conduct pre-tests. 

Step 10.3: Analyze results. 

Activity 11: Revise Messages 

Objectives: Modify messages in accordance with pre-test 
results (if indicated). 

The advertising agency working under 
the direction of the PWD/AU. 

Local advertising agency working under 
the direction of the PWD/AU. 

Research personnel working under the 
direction of the PWD/AU. Pre-testing 
will be conducted among samples of the 
target audience both within the pilot 
test area and in geographically 
dispersed areas of urban and rural 
Pakistan. 

Advertising agency personnel and 
others working under the direction of 
the PWD/AU. 



Step 11.1: 

Step 11.2: 
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Revise messages. 

If major revisions are required, retest 
messages. 

Step 11.3: Review with appropriate authorities. 

Activity 12: Produce Final Messages 

Step 12.1: Produce materials. 

Step 12.L_ Review with appropriate authorities 

Activity 13: Produce Promotional Informational 
Materials 

O~jectives 

Step 13.1: 

Td ensure that support materials provided 
to collaborating sectors, both public and 
private, communicate the identical messages 
being carried by the mass media. 

Produce informational/educational materials 
for teachers, health workers, NGO personnel, 
etc. 

Activity 14: Training and Orientation Meetings 

Objectives: To familiarize all collaborating public and 
private sector organizations with the objec­
tives, strategies and messages of the 
campaign, and of their respective responsi­
bilities in helping to ensure its success. 

step 14.1: 

Step 14.2: 

Step 14.3: 

Prepare schedule of training and orientation 
meetings. 

Invite participants. 

Conduct meetings and distribute samples of 
appropriate materials. 

Advertising agency and outside 
production resources under the 
direction of the PWO/AU. 

Advertising agency and outside 
resources under the direction of the 
PWO/AU. 

GOP, NGO's, other sectoral personnel 
with participation of PWO/AU, adver­
tising agency and research organiza­
tions. 
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Activity 15: Confirm Readiness of Distribution and 
Service Delivery Points 

Objectives To ensure that adequate supplies of contra­
ceptives and promotion and information 
materials will reach all distribution points 
specified in the Distribution Plan prior to 
the start of the campaign. 

Step 15.1: Distribute all materials as per pre-established 
means and time table. 

Activity 16: Launch Mass Media Campaign 

Step 16.1: Issue necessary orders, activating approved 
media plan. 

Step 16.2: Issue press releases and hold press confer­
ences to generate publicity for campaign. 

Activity 17: Conduct In-Process Evaluation Research 

Objectives: To determine the extent to which campaign 
achieves its objectives; whether all 
campaign components are operating as planned. 

Step 17.1: Develop research design and instruments for 
consumer research. 

Step 17.2: 

Step 17.3: 

Step 17.4: 

Conduct contraceptive acceptance audits. 

Conduct audits of Family Welfare Center 
traffic. 

Conduct consumer research on awareness, 
attitude toward messages and changes in 
perceptions. 

Distributing organization{s) specified 
in the Distribution Plans. 

Advertising agency under the direction 
of the PWD/AU. 

Re~2arch organization under the 
direction of the PWD/AU. Consumer 
research, among a sample of the target 
population, will measur~ acceptance 
of contraceptives; where obtained; 

experiences (satisfactions and dis­
satisfactions) with the products; 
awareness and recall of messages; etc. 
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Activity 18: Prepare Evaluation Report 

Objectives: (a) To assess the effectiveness of the 
program in meeting its objectives and 
in terms of cost effectiveness; (b) to 
recommend whether the program should be 
modified and if so, what strategic modi­
fications, if any, need be made. 

Step 18.1: Prepare draft report. 

Step 18.2: Review report with appropriate authorities. 

Step 18.3: Prepare final report. 

Activity 19: Conduct Tracking Research 

Objectives: To measure the long-term ongoing effects of 
of the program in ~erms of greater accep­
tance by the target population; and to 
ascertain need for change in strategies or 
message/media executions. 

Step 19.1: 

Step 1~.2: 

Step 19.3: 

Design research plan and develop research 
instruments. 

Conduct continuing research in 6 months 
periods as mass media program continues. 

Analyze results and prepare report each 
time with recommepdations for program 
changes. 

Research organization and PWD/AU. 

Advertising agency where changes may 
be indicated in ~essage and/or media 
strategies and/or executions. 
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( a) 

Attachment E 

MEDIA DATA SUMMARY 

Media Profile and Reach Analysis 

Note: - "Overall": means listened to/watched at least one projram per 
week. 

"Regular": means listened to/watched more than one program per 
week. 

Source: (I) Aunience Research Cell, Pakistan Broadcasting Corporation 
(II) Pakistan Radio, Pakistan T.V. 

Total Pakistan 
Province of Punjab 

Province of Sind 
Province of NWFP 
Province of Baluchistan 

Radio ------------
OV~rall Regular 

75% 
73% 

78% 
76% 
87% 

32% 
31% 

42% 
38% 
38% 

T. V. 
Overall Regular 

9% Not 
available 

(b) Urban/Rural Research Split 

(c) 

(1) Tot urban pop reach 
Tot rural pop reach 

(2) Urban males reached 
Urban females reached 

(3) Rural males reached 
Rural females reached 

81% 
72% 

83% 
80% 
78% 
65% 

In Home Incidence of Rece i . vers 

Radio 
T.V. 

41% 
26% 

41% 
40% 
28% 
22% 

Urban 

33% 
5% 

Rural 

65% 
3% 

Not 
available 

(d) Transmission Facilities 

Both media are government controlled and operated with the central 
transmitters being located in Islamabad. Regional transmitters either 
retransmit national transmissions, or their own regional programming. 

Regional Radio Stations 
18 

Regional buys are available on both T.V. and radio, and in [act the 
national rate is the addition of all regional buys. The media cost 
spread is as follows for a typical: 30; (Rate cards attached). 



National 
Regional 

Rupees 
Rupees 
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5030 
170 to 1750 

T.V. 

11,580 
475 to 5,400 

Media costs on both Radio and TV have historically increased by 10 to 
15% per annum and are expected to continue at the same rate in the 
future. 

(e) Estimated Age of Regular Viewers: 

Radio T.V. 
15 to 19 years 40% Not available 
20 to 29 years 78% 
30 to 39 years 77% 
40 to 49 years 73% 
50 + years 70% 

(f) Programming Profile 

(g) 

Transmission Time: Radio: 0545 hrs to 2300 hrs (17.5 hrs/day) 
T.V: 1700 hrs to 2400 hrs (7 hrs/day) 

Permitted commercial broadcasts/day: Radio: No limit 
T.V: 10 minutes/hr 

Programming contents outline (% of broadcast time) 
Radio T.V 

Music, drama, features 45% 35% 
News and current affairs 11% 28% 
Religious broadcasts 16% 16% 
Talks, symposia, general info 10% 10% 
Rural broadcasts 7% 
Science & technology 2% 
Women's programs 1% 
Youth forum 1% 
Student's programs 1% 
Sports 3% 
Armed forces programs 2% 
Children's programs 1% 5% 
Educational programs -0- 6% 

Limitations on commercial len9th 

Radio: The basic spots are 7,15,30,45 and 60 seconds. Any length 
variations in between are proportionally "grossed up" to the nearest 
spot length. 

T.V: Same as radio. 
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(h) Exclusive Program sponsorships 

Exclusive program sponsorships can be bought on both a national and 
regional basis on both broadcast media. Unless the program is a 
preplanned, ·stock· program, the sponsor must pay total prodllction costs 
as well as the time. The exclusive buy includes advertising time, 
normally in proportion to the length/program, and, as in the case of 
spot buys, regional exclusive sponsorships can be bought. 

The exclusive sponsorship cost spread for a typical 15 minute program 
is as follows: 

Length included commercial time 
National Rupees 
Regional Rupees 

Radio 
75 seconds 
21,200 
1,100 to 

6,600 

T.V. 
45 seconds 
57,500 
1,925 to 

27,340 

Due to the relatively high costs of exclusive sponsorship, it can only 
be suggested here that great caution must be used with these in the 
communications program. 

(i) Production Facilities 

All regional radio, and T.V. stations and most have production 
facili ties. 

(j) Production Costs 

Production costs, whether by broadcasters or agencies, are charged at a 
·out of pocket + 20%" basis. 

( k ) Newspape r s 

There are 12 national, Urdu language dailies, and 46 Urdu language 
regional dailies. In addition, there are 3 regional Gujrati dailies, 
and 6 regional Sindi dailies. 

No space cost data are available at time of writing. 

(1) Magazines 

There are a number of national magazines available for commercial space 
buys. No detailed information was available at time of writing. 



STATION 

ISLAMABAD 

KARACHI ] LAHORE 

RAWALPINDI 

MULTAN ] HYDERABAD 

PESHAWAR 

OAHAWALPUR ] 
0.1. KHAN 
au ETTA 
FAISALABAD 
KHAIRPUR 

GILGIT 
SKARDU 
KHUZDAR 
TURBAT ] 

/'2. A OJ Cl _ 

Spot Advertisement 
Slalion WiSII : Mltdium Wave: Air tim. 

rates, per spot/jinj'e in Pak. Rupees. 
"".,. ....... ...;. --r-- 15 30 
Seconds Seconds Seconds 

630 1070 17SO 

430 710 1160 

260 470 760 

210 320 530 

130 230 380 

100 170 - 280 

60 100 170 

-!, I--i 

• For spOiSOther than above duration 

45 60 
Sel:onds Seconijs 

2220 2670 

1480 1780 

1000 12SO 

680 820 

SOO 620 

360 440 

220 280 

8 to 10 Seconds pro rata 7 Seconds: 11 to 14 Seconds EXisting 15 Seconds Rates. 
16 1024 Seconds pro rata 15 Seconds: 25 to 29 Seconds Existing 30 Seconds Rates. 
31 to 38 Seconds pro rata 30 Seconds: 39 to 44 Seconds Existing 45 Seconds Rates. 
46 to 54 Seconds pro rala 45 Seconds: 55 to 59 Seconds Exisling 60 Seconds Rates. 

STATION 

ISLAMABAD 

KARACHI 
LAHORE 

RAWALPINDI 

] 
MULTAN ] 
HYDERABAD 

PESHAWAR 

8AHAWALPUR] 
0.1. KHAN 
au ETTA 
"'A.ISALA8AD 
KHA/RPUR 

GILGIT 
SKARDU 
KHUZDAR 
TURBAT 

] 

Programme Sponsorships 
Slalion Wise: Medium Wave: Air time rales. 

per programme. in Pakistan Rupees. 

7 10 15 20 
Minutes Minutes Minutes Minutes 

including including including including 
3D-seconds 45-seconds 75-seconds 90-seconds 
commerCial commercial commercial commercial 

3S00 4400 6600 8400 

2400 2900 4400 5600 

1600 2200 3100 3900 

1400 1600 2500 3200 

1000 1200 2000 2400 

800 1000 1500 2000 

600 700 1100 1400 

30 
Minutes 

including 
ISO-seconds 
commercial 

12500 

8400 

5800 

4700 

3600 

2800 

2000 

• Film Pr09l'.mmes of lon;er dur.tion pro-r.t. to 10 Minut_ 
•• Film Programmes .re to be supplied by Client/Advlrtiainll A;enci. at thlirfWn coati 

risk_ 
••• Short_ Sponsor Progr.mme : Pro.,aU to 7 Mlnut. rlt ... 

•••• 25 Minutes Programml : Pro-r.ta to 30 Minutes r.l .... 
• •••• Longer Sponsor Progr.mml : Pro-rat. 10 20 Minutes r.tas. 

Surcharges 
1- Special negoliated rates would apply to commentaries of sports events and other special 

programm~ spet:ially on National Hook·up. 

2- For special programme: to be produced by tha Corporation on Clients' request, a surcharge 
of 25% shall be levied. 

3- Weekly Holiday and Closed Holidqys surcharga of SO% (applicabla to sponsored programmes 
only). 

4- A 15% surcharge shall be levied on "the rates of the sponsored programmes which carry the 
name of the product as title as part thereof, provided the title is not used more than three/ 
si" tim~ in Ihe body of Ihe programme of 15/30 Minutes duration. 

5- Special pOsition before and after: Special Prog: 25% : Rural/Agricultural/News: SO'16 

6- Islamabad rat'" shall be applicable for World Services/External Services. 

7- Rawalpindi rat'" shall be applicable for Muzaffarabad. 

Discounts 
1- Rates of sponsored programmes produced by the Agency/Client will be 15% less than the 

standard rales. 

2- 15% discount will be allowed on 1st 90 days basis on spots/programmes to absolutely new 
product which has never been advertised from any station. (Not admissible to brands of 
product. services and film spots/programmesl. 

3- 25% special discount admissible to film programmes. 

4- 10% discount admiSSIble to R",taurants 8. Hotels. 

5- 20% discount admissible to cinema spots. stage· show and sponsor of literary and religious 
prograP91mes. booq. magazin",. news papers and charity organisations. 

6- A cash discount of 5% will be admissible on a contract in respect of which full payment is 
made within 15 days of the 1st Transmission date provided there are no outstanding against 
the agency. In case of less than 15 days booking, full payment must be made before the 
expiry of contract. 

7- The discount to Bulk Booking will be as under: 

NET VALUE 
OF THE TIME CONSUMED RATE OF BULK DISCOUNT 

Rs. 1 .50.000.UO to 2.SO.000.00 1 Y.% 
2.50.001.00 10 4.00.000.00 2% 
4.00.00100 to 6.00.000.00 2Y.% 
6.00.001.00 to 10.00.000.00 3% 

10.00.00,..00 and above. 3Y.% 
Bulk discount is admissiblll to Advertising Agenci~ recognislld by the Corporation on net 
bUSiness consumed during a financial year at various stations. 

All surcharges/discounts will be worked out separately on slab rates 

http:10.00.001.00
http:10.00,000.00
http:6.00,001.00
http:6.00.000.00
http:4.00.000.00
http:2.50.001.00
http:2,50,000.00
http:1.50.000.UO


Duration KARACHI LAHORE RAWALPINDI· PESHAWAR aUETTA NATIC'~AI. 
of Spot CENTRE CENTRE ISLAMABAD CENTRE CENTRE NETWORK-

CENTRE 

7 Seconds Rs. 1,575.00 Rs. 1,050.00 Rs. 700.00 Rs. 250.00 Rs. 150.00 Rs. 3,390.00 

15 Seconds Rs. 3,040.00 Rs. 2,025.00 Rs. 1,350.00 Rs. 475.00 Rs. 275.00 Rs. 6,520.00 

30 Seconds Rs. 5,400.00 Rs. 3,600.00 Rs. 2,400.00 Rs. 850.00 Rs. 475.00 Rs. 11,580.00 

60 Seconds Rs. 8,100.00 Rs. 5,400.00 Rs. 3,600.00 Rs. 1,275.00 Rs. 700.00 Rs. 17 ,360.00 

• inclusive of station discount 

~ ::~ £ .~ 1 :: "'" ~~ -: §-C 

Duration of Commercial time KARACHI LAHORE IRAWALPINDI- PESHAWAR aUETTA NATIONAL 
Programme allowed· • CENTRE CENTRE 'ISLAMABAD CENTRE CENTRE NETWrRKt 

'CENTRE 

5 Minutes 15 Seconds Rs. 10,125.00 Rs. 6,750.00 Rs. 4,500.00 Rs. 1,325.00 Rs. 725.00 Rs. 21,315.00 

15 Minutes 45 Seconds Rs. 27,340.00 Rs. 18,225.00 Rs. 12,150.00 Rs. 3,550.00 Rs. 1,925.00 Rs. 57,500.00 

25 • 30 Minutes 90 Seconds Rs. 48,600.00 Rs. 32,400.00 Rs.21,600.00 Rs. 6,300.00 Rs. 3,425.00 Rs. 1,02,215.00 

<:;" 50 - 60 Minutes 165 Seconds Rs. 66,825.00 Rs.44,550.oo Rs.29,700.00 Rs. 8,675.00 Rs. 4,700.00 Rs. 1,40,550.00 

? " .. __ . 
• for single transmission 

• • in addition to free station announcelll< t inclusive of nation dilCount 

http:1,40,550.00
http:4,700.00
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http:1,02,215.00
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http:1,275.00
http:3,600.00
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