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PROJECT ASSISTANCE COMPLETION REPORT
SOCIAL MARKETING OF CONTRACEPTIVES (SMC)

March, 1995
I.  BASIC PROJECT DATA
iject Tﬂlc and No Social Marketing of Contraceptives (SMC)
'391-0484

(as of 12/31/94)

‘ Date of Authorization: Marco 28, 1984

i Date of Original Agreement: March 31, 1984

| Original PACD: September 30, 1989
| Revised PACD: March 31, 1994
Amount Authorized: %45,000,0C0

i Amount Obligated: %28,000,000

| il Amount De-opligated: $ 2,992,989

l

§ Net Obligation (as of 12/31/94): $16,586,459 - DA

| 42 2 - ESF_
| $25,007,011 - Total
‘{ Amount expended: $24,895,937

i GOP Implementing Agency: Ministry of Population Welfare

Population Services International (PSI)

i

I

i

i

l

i] Contractors: Woodward Fakistan (Pvt) Limited
|% USAID Project Officer: Altaf Ahmad
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To reduce the rate of natural population increase as part of the goal of achieving national,
social and economic development.

B. Purpesc

To increase contraceplive usage by promoting family planning and expanding the
availability of contraceptives through the private sector.

IE. BACKGROUND

A. Qverview of Pakistan’s Population Program and the Development of the SMC
Project

Pakistan has a long and varied history of supporiing and implementing population programs
since the early 1950s. Concerns had been expressed in country's successive Five-Year
Development Plans about rapid population growih and provisions were made to support a family
planning program to deal with the problem. Different approaches and strategies were used
during each »fan to promote the concept of a smal! family norm and to eacourage the use of
modem methods of family planning. These strategies varied in design, coverage, outreach,
supervision and guidance. However, the past decades have been characterized by a lack of
consistent political support and commutment and frequent changes in the administrative set-up
within the Govemment of Pakistan (GOP) which, coupled with social and cultural constraints
rendered national population program in-effective in providing family planning services. The
result was that contraceplive prevalence rate (CPR) remained lowest in subcontinent and far
below the expectations and goals of Pakistan’s population program.

It was for this reason that in 1980, in order to increase comtraceptive prevalence, the GOP
adopied a multi-faceted approa.h to revitalize its population program. This approach emphasized
the need for multi-sectoral involvement, community participation, firm political commitment,
improved administrative capabilities, more effective communication strategies and involvement
of non-govemmental organizations and the private sector in the delivery of family planning
services. Consistent with this approach, the GOP in its Sixth Five-year Plan (1983-88) included
a program (o lauanch the social marketing of contraceptives project for promoting the use of
family planning and expanding the awailability and accessibility of modern methods of
contraceplives through the prnivate sector. This program was o complement and supplement the
efforts of public sector population program in reducing population growth rate.
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B. Details of the SMC Project

The project was initially authorized in March 1984 for a five-year period with a life of
project (LOP) funding of $ 20 million. Specific objectives of the original project were to: (1)
increase the number of retail outlets which stock condoms or oral contraceptives (orals) from
the currently estimated 27,000 to at least 54,000; (2) distribute at least 209 million condoms and
10.6 million cycles of orals; (3) provide at least 2.1 million couple-year-of protection (CYP);
and (4) avert about 450,000 births.

In 1985, the GOP’s Ministry of Population Welfare (MPW) competitively awarded a 4-year
contract to W. Woodward Pakistan (Private) Limited, a private-sector firm dealing in the
manufacturing and marketing of child-care products, for condom marketing and distribution
under the SMC Project. Likewise, at the same time, USAID directly contracted with Population
Services International (PSI), a US-based non-profit organization dealing in soctal marketing
projects around the world, for technical assistance. The organization and management of the
project involved five entities: the MPW, USAID, PSI, Woodward and the National Development
Finance Corporation (NDFC), a quasi-independent organization hired by the Ministry of
Population Welfare to act as financial consultanis on its behalf. In addition, an SMC Advisory
Board, headed by a Federal Minister with members drawn from various ministries was
constituted by the GOP to review project progress, approve marketing plans and provide policy
guidelines. By 1989, however, this Board had proved so unworkable that it was replaced by an
SMC Executive Committee headed by Secretary/MPW with members from USAID, PSI and
Woodward.

Although major contracts were signed in late 1985, actual project implementation was delayed
by one year as a result of protracted GOP approval of its project document called PC-1. During
the first year of project implementation, preparations were made for launching SMC Project
condom "Sathi” (meaning companion), on a nation-wide basis. A number of research activities
were undertaken and the first marketing plan was developed and approved. The test marketing
of Sathi was carried out in two selected districts (Tharparkar in Sind and Sargodhz in the Punjab
provinces) during September through December 1986. The test marketing experience was highly
successful and the very encouraging results enabled the project te launch Sathi nationally ir a
swift manner.

Heavy trade promotion activities were carried out during the Sathi launch period. Included were
point-of-sale advertising through Woodward’s sales force (40 sales officers and 4 area sales
managers) and use of mass media activities including radio <pots, press ads, cinema film and a
TV commercial during 1987-88. Except for TV commercial which was not brand-specific, all
cther media prominently carried Sathi brand-name and the logo.

A mid-term external =valuation of the project was conducted in 1988. It concluded that the
project was making excellent progress towards achieving its objectives and the organizational
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structure of the project was well suited to sustain project activities. The evaluators
recommended to extend the project for a further period of four years. In September 1989, the
project was amended to increase the LOP funding from $20 mii'ion to $45 million and extending
the PACD from September 30, 1989 to September 30, 1993. The major focus during the
extension period was placed on continued expansion in the sale of Sathi brand condoms and
introduction of low dose oral contraceptives pills. The amended project included the foliowing
objectives: (1) establishment of an effective distnbution system to move contraceptives from the
port of entry into suitable packages and then through wholesale and retail outlets to consumers;
(2) promotion activities; (3) establishment of over 70,000 retail cutlets in approximatelv 300
urban and semi-urban areas; (4) distribution of approximately 420 million condoms and 1.8
million cycles of oral contraceptive pills; and, (5) provision of an estimated four million couple-
years-of-protection and 452,000 births averted. in 1991, however, an additional objective was
incorporated: to improve susiainability of project activities. This included increased attention
o cost recovery through sales revenue and appropriate product pricing.

In 1991, USAID direclly contracted with PSI and Woodward to streamline project orgznization
and management, and the NDFC ceased to have a vole in project. The vole of PSI was expanded
substantially to include overall responsibility for project’s market research activities (previously
the responsibility of Woodward), financial and technical oversight of Woodward's activities on
a day-lo-day basic {previously carried out by NDFC), and techmical services to Woodward,
MPW and USAID on all aspecis of project management and implementation. Woodward
continued to undertake packaging, distribution and advertising of Sathi. In addition, Woodward
was also responsible for all marketing activities for introducing two new products, an oral
contraceptive pill and a premium brand condom. The intent was that both these products would
te introduced so as to be commercially viable by project’s completion date. However, in late
1991, a newly appointed Secretary of the Ministry of Population Welfare reversed an earlier
decision which would have allowed private sector firms to retain rights to the brand names of
these two products, a requirement for eventwal commercial wiability. Therefore the oral
contracepti e pill and premium brand condom were not introduced. This required USAID to
renegotiate its contract with Woodward for Sathi distribution in order to eliminate Woodward's
sales force, since it was no longer required for Sathi distribution only. All efforts became
focussed on Sathi i.e. maintaining Sathi in the market place while identifying alternate source{s)
for continued supply of Satii condoms.

The price of Sathi was established in 1986 a1 Rs. | for a pack of four and it remained an this
price until it was raised to Rs. 1.50 in March 199] and Rs. 2.00 in November 1991. The price
of the 12-pack Sathi was also raised from Rs. 2.50 to Rs. 4 per pack in March 1991 and to Rs.
5.00 in November 1991. The increase in Sathi price was widely accepted among trade as well
as consumers and there was no significant drop in sales due to the price increase.

With the suspension of all economic and military assistance to Pakistan im 1991 under the
Pressler Amendment, funding for SMC Project was reduced to the already obligated amount of
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U.S. $28 million. Despite this major cut, 35 percent of its LOP funding (from $45 million to
$28 million), this project made substantial progress. To ensure sustainability of its activities,
Mission approved a six-month PACD extension, from September 30, 1993 to March 31, 1994.
This extension brought the project up to its ten-year limit.

IV. PROJE oM

In the original project, authorized in March 1984, activities were supported under the
following broad categories, classified as components: (a) organization and management; (b)
contraceptives; (c) packaging and distribution; (d) product pricing; (¢) advertising and
promotion; (f) market research; and, (g) evaluation. In Seplember 1989, the project was
amended to expand the scope of USAID funding and to extend the completion date to September
30, 1993. The focus of the project during the extension period was on furthering its successful
beginning by implementing activities under six main components: (a) marketing and distribution
of condoms; (b) oral contraceptives; (c) rescarch; (d) techniral assistance; (e) training; and, (f)
evaluation. A brief description of each of these components is given below:

A. Marketing and Distribution of Condoms

Approximately 61% of total project funding was used to procure Sathi condoms from the
U.S. To furtner the objectives of the SMC project in terms of expanding the availability and
accessibility of Sathi condoms at affordable prices, funding support was provided to contract
with a competitively selected firm, Woodward. Woodward continued to work as project’s
marketing and distnibution contractor throughout the projeci period. Woodward was responsible
for market planning, product management, priniing and packaging, product marketing and
distribution, advertising and sales promotion. Woodward’s major costs paid by USAID are
listed below:

(1) up to 1992, reimbursement of 100% costs associated with Woodward’s sales
force compnising forty sales officers, four area sales officers; two regional sales managers, and

one project/product manager;

(2) part-ume salanes paid to senior management including company’s managing
director, marketing manager, quality control manager and financial controller;

(3) packaging matenal, freight and forwarding;
(4) advenising and promotion; and

(5} wvehicular transport provided to sales force.
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B. Oral Contraceptives (OCs)

In June 1990, the MPW approved project’s plan for the introduction of OCs and a
premium brand of condems. This approval enabled USAID to intensify its efforts to: (1) finalize
OCs and condoms markeling and distribution contract; (2) procuve OCs from the U.S.; and, (3)
develop and test logo and pack design.

The OCs market in Pakistan is very small. It was anticipated that SMC Project would greatly
contribute toward expanding sales and use of OCs, as it did with condoms, thereby creating a
considerable market size with a critical mass that will be worth serving by the private-sector OC
producers over a long term. This component was designed to introduce OCs in-order 1o provide
more married women in Pakistan with a safe, affordable and effective method of family
planning.

Regreutably, in November 1991, a newly appointed Secretary in the Ministry of Population
Welfare withdrew an earlier approval for introduction of OCs and the premium condom on the
grounds that the brand names for these two products could not be ginen to private sector firms
but must remain with the MPW. This was a death blow to the OC component as private secior
firms were not interested in marketing and distribution of an OC and premium condom brands
which they would not own at the end of the project. As a result OCs and the premium condom
brand were not introduced, and the component was dropped from the project.

C. Research

Markel rescarch, designed to generate information that could be used by project managers
in making informed decisions about all aspects of project implementation, was an important
component of the SMC Project. A numaber of qualitative and quantitative sesearch activities
were undertaken (o establish baseline data and assess changes over time. A compiete listing of
all such research studies is attached as appendix 1 to this report. Research was also conducted
to monitor project activities such as distribution and sales of Sathi, sales of other cordom
brands and of oral contraceptives.

Unul 199!, Woodward had the overall responsibility for market research for the project.
However, PS1, technical assistance contractor, provided guidance and assistance to Woodward
in identifying specific areas where research needed to be done and helped them in designing and
implementing research activities. In 1991, when the contracts for technical assistance and
markeling/distribution were re-negotiated, responsibility for market research was shifted from
Woodward to PSI as the latter was better equipped in this area.
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D. Technical Assistance

This component was designed to use the considerable experience and expertise of a U.S.
based firm specializing in social marketing programs worldwide to assist in designing and
implemenung projeci aclivities. Such espertise is not available in Pakistan. Accordingly,
USAID competitively contracted with PSI for technical services and PSI continued to perform
its role in the project until September 30, 1993 when its contract was finished.

Until 1991, the role of technical assistarce advisor was that of an advisor to Woodward, MPW
and USAID. However, in the follow-on contract that was again awarded to PSI through
compelitive procurement, their role was substantially expanded to include full responsibility for
(1) plaaning, designing and implementation of all market research activities for the project, (2)
strengthening of project’s management information system (MIS) to ensure its maximum utility
in terms of monitoring project performance, (3) development of annual marketing plan in close
collaboration with Woodward, and ¢*) financial and field monitoring of Woodsward activities on
a day-to-day basis.

E. Training

There were two types of training included in the SMC Project. The first, orientatior and
training about the produci(s), was for the contractor’s distribution and promotion personnel.
(These personnel included salesmen, wholesalers and retaileis for the condoms program and
physicians, pharmacists, and other health workers for the oral contraceptives component.) This
training was provided by the marketing and distribution contractor.

The second type of training was intended for project leadership srch as the contractors™ key staff
involved in project management and implementation and counlerparis from the MPW. This
training included short-term study ard observational turs of ongoing social marketing programs
in other countries. A number of such tours to Bangladesh, Egypt, Malaysia and Indonesia
orought new ideas and a better understanding of effective social marketing techniques into
Pakistar’< condom marketing program.

F. Evaluation

The project financed an interim evaluation and the final evaluation. Both were carried
out by external consultants engaged through USAID/Washington's Office of Population under
Mission-funded buy-ins. The interim evaluation was conducted during October-Movember 1988
and focussed on project’s progress to date, performance of agencies involved and the resulls
obtained. The evalvation recommendaticns became the basis for modifying exisiing management
and program activities as appropriate and for development of follow-on activities.
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The final evaluation was undertaken during February-March 1593. The main purpose of the
evaluation was to assess project’s overall accomplishments against the targets set in the project
paper in the light of useful units imposed under Presster. More specifically, the evaluation was
lo assess the performance of techwical assistance and marketing & distribution contractors and
o consider options for improving financial sustainability of Sathi condoms through the project’s
PACD and afterward.

V.  INPUTS
A. USAID

The SMC Project was authorized on March 28, 1984 involving planned obligations of
$20 million in grant funds over a period of five years. The project was amended on September
18, 1989, increasing the authorized obligation by $25 million, bringing the total authorized
amount to $45 million and the PACD to September 30, 1933, which was later extended to
March 31, 1994. However, owing to Pressler, the total obligation during the LOP was
restricted 10 $28 million. In addition, an amount of $2,992,989 was deobligated from SMC
Project under Pressler Amendment. The peoject which planned to obligate $45 million, ended
up with an obligation of $25,007,011.

A summary of project obligation and expenditures over the LOP is set forth in the following
Lable.

et 43 =t S

Obligation (§) | Expenditures ($)
(as of 12/31/594) (as of 12/31/949)

2,921,476 2,909,506
Training 50,231 35,231
Commodities 15,288,329 15,288,329
Other Cosis o 6,746,9775 6,662,871

£5,007,0611 24,895,937 [

Technical Assistance included one long-term resident advisor of PSI who provided technical
services 1o agencies involved in the implementation of SMC Project for the period from
December 12, 1985 through September 30, 1993. In addition, a number of short-term
consultants were also engaged throughout this period to provide supplemental technical servicas
in specific areas significant to project implementation.

Project Line items

Technical Assistance
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Training included observational trips made by representatives of Woodward, PSI and the
Ministcy of Population Welfare to study different social marketing programs in Bangladesh,
Egypi, Indonesia and Malaysia.

Under the Commoedities line item, the most significant input was the procurement of Sathi
condoms jor the SMC Project which accounts for almost 99% of total expenditure
($ 15,288,329) under this line item. The remaining funds were used to buy office equipment
including computers, typewriters anu photocopiers.

The Other Costs line item included funding support for a marketing and distribution contract
with Woodward, which accounts for 91% of total expenditure under this line item. Other inputs
from this line-item included rental of a temporary warehouse facility 16 store Sathi condoms, the
project’s mid-term and final evaluations and financial audits of Woodward.

A year-wise breakdown of the GOP's expenditure (in-kind) on the SMC Project is given
in the following table:

GOP Amount
Fiscal Year {in ﬂ‘t}ft} Rupees)
1983-84 6'/716—
1984-85 1,948
1985-86 2,000
1986-87 1,800
1987-88 1,500
1988-39 1,150
1989-90 894
1990-91 1,427
1691-92 139,621
1992-93 7,833 \
| 1993-94 Qgi‘_j
158,933—:_]]
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The above expenditures include operating costs of the SMC Cell which was created within the
Ministry of Population Welfare to function as a secretariat for SMC Advisory Board and the
Executive Committee. The SMC Cell was responsible for coordinating clearance and approval
of all project implementation documents within the MPW. The above expenditures also include
consultancy charges paid by MPW to NDFC through June 30, 1991 for financial and marketing
monitoring aclivities.

VL.  PROJECT ACCOMPLISHMENTS

The SMC Project was designed to complement the efforts of the public sector poputation
program lo increase contraceplive usage by promoting family planning and expanding the
availability of contraceplives through the private sector. The project made a tremendous
contribution toward increasing the acceptance, availability and use of condoms in Pakistan. It
is onc of the most successful efforts that has ever been undertakaa in this country in the field
of family planning. Social and cultural taboos associated wilh family planning and condom
usage have been overcome to a large extent as a reswlt of the successful marketing strategy and
effective advertising and promotional campaign which were designed specifically to overcome
such tavoos.

Hign volume of Sathi sales on a nation-wide basis represents a remarkable success in terms of
expanding family planning use in Pakistan. In selling 346 million Sathi condoms to distribuiors,
wholesalers and retailers throughout the country, the project met 82% of the distribution target
despite imposition of “sales cap” and product rationing by the MPW. Encouraged by the success
of Sathi marketing, Woodward has introduced its own brands of condoms called Durex Fetherlite
in a packing of three and twelve. The 3-pack retails for Rs. 10 while the 12-pack retails for
Rs. 30.

Although the project plan called for introduction of cral contraceptives (OCs) under the SMC
Project, it was impossible. Lack of GOP approval to allow private sector firms to retain nghts
to use of the brand nzme made it an unatiractive wndenaking. This was a major setback for the
project and resulted in its inability to offer other viable contraception options.

The project’s notable accomplishments are summarized below:

A. De-sensitization of vondom on a national basis

A major acco.nplishment has been the popular acceptance of Sathi. Sathi condoms now
openiy appear in a varicty of relail and wholesale outlets throughout the country. Through
heavy deployment of point-of-sale (POS) materials including posters, mobiles, multz-purpose
stickers and dispensers, Sathi was prominently displayed in the shops and was seen and accepted
by the general public. It is important to note that all of this was accomplished without backlash
of anv sort.
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B. Sathi became a guneric name for a condom in Pakistan

Sathi’s two-bird logo including the orange color of the pack is now widely recognozed.
In fact, Sathi has become a gencric name for a condom in Pakistan. Extensive efforts made oy
Woodward during the launch period -when heavy advertisement of Sathi was carried out through
the use of cinema, radio and promotional cvents such as Suthi dispiay contests made thig
20538ible,

C. Sathi distribution coverage

Toe project achivved wide national weban distri®wion coverage of Sathi condoms.
According (0 conscrvative estimates, Sathi availability spans over 40,000 outlets comprising
medical stores, gencsal swoses, grovery stores and walti-purpose paan shops (tobacconists) in 210
urban and semi-urban towns throughout the country. A yearly progression in the number of
Sathi outlets and towns is presented in the following two graphs:

Number of Qutiets Sathi Availability in Towns
m;‘ir@ & Swithng Satn 7 e .
|
N o ' ar oo . TR
by Diatiin: B 111D Cerwns 0 gt Heoen dan KN dam 8 Nttt Coti ar 13ANY wosen icotior: (e e Mgy, (IR
f
o J

These graphs show a steady yearly increase until 1991 in the number of outlels and towns
carrying and selling Satin cordoms w wrban and semi-wrban areas throuwghouwt the country.
Further increase in the number of outlets and towns could rot be achieved when program
expansion into rural areas was abandoned with decreased funding wnder the Pressler phase-out
plan. As a result, the geographic distribution targer of 70,000 outlets in 300 towns could mot
be mel.
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D. High Sat

The project accomplished high sales volumes over the project period. A total of 346
million Sathi condoms were sold by Woodward to distributors and wholesalers and retaiters from
the beginning of the program sales in 1986 through January 31, 1994, This translates into an
achievement of 3.46 million CYPs against the target of 4 million, established in the PP. As
stated earlier, the project could have far exceeded ity sales and CYP targets since Satht had
become an established product and was in greal demand by the trade. However, the imposition
of sales cap and product ration by MPW in 1991 wo conserve stocks greatly prevented sales from
growing. Nonctheless, $2% achicvement of distribution target and &7% achievement of CYP
targels are an impressive accomplishment.

The Szthi sales progressed from 27 million in 19%7 to 34 million in 1988, to 44 million in 1989,
to 74 and 73 million in 1990 and 1991, respectively. The year 1992 faced a sharp decline in
sales (34 million). The drop in sales can be atiributed to Woodward™s diminished distribution
efforts due 1o climination of their 40-men project-funded sales force and to the sales cap and
product rationing imposed by MPW. Sales rose to 56 million in 1993, The following graphs
depicts yearly sales of Sathi from Woodward factory to vegional distributors throughout the
country.

Sathi sales to distributors

L. <

MLy TBRS
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According to the Pakistan Demographic Health Survey (PDHS) done in 1990-1991, the
SMC Project has succeeded in making condoms the most popular spacing method in the country.
Condoms were providing as much protection as 1UDs, injections and pills combined. As shown
in the chart below, condoms contributed 28% of all contraception in 1985 and 30% in 1991.
Condom usage rale increased by 50% from 1985 to 1991, adding a full percentage point to
contraceplive prevalence (2.1% in 1985 and 3.2% in 1991).

Ttie PDHS report concludes that "The increase in condos 1 use may be attributed at least partially
o the active social marketing of this method."

PERCENT USING CONTRACEPTION

1985: 7.5% 1991: 10.7%

| Stestitzalbon

Sowrcas: CFS & DHS
T
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A. Social Marketing has played and will continue to play a major role in
contributing significantly to achieving family planning objectives in Pakistan.

The concept of applying social marketing techniques as a means for hamessing the
commercial sector to address social issues such as family planning was experimented within
Pakistan for the first time with the initiation of SMC Project in 1986. It has proven to be highly
successful -~ perhaps, the most successful effort that has ever been undertaken for promoting
family planning use in this country. The SMC Project has played a significant role in increasing
the condom usage in Pakistan by 50% between 1984/85 and 1990/91. There is, however, still
a considerable unmet need for family planning services in Pakistan which can be met by
expanding the scope of social marketing 1o include other contraceptives such as oral
contraceplives, injeciables and intra-utering devices {ITUDs). Undoubtedly, social marketing is
one of the most cfficient and cost-effective mechanisms for promoting family planning.

B. A simplified management and arganizational structure is highly important and
essential for swift, smooth and effective implementation of project activities.

The experience of contracting with two separate firms, particularly those having
conflicting organizational objectives, did not work well. In the present case, PSI, a non-profit
organization, had a contractual responsibility for providing day-to-day oversight and monitoring
of Woedward activities uader the project (Woodward being a profit-making firm). This kind
of contractual arrangement is highly inadvisable and can lead to strained relationships for several
reasons. For example, such oversight on a routine basis in a company’s business is not a
commercial norm. Furthermore, this type of oversight can easily lead to over-personalizing of
relationships and thereby to the development o) antagonism and distrust which are extremely
harmful to effective implementation of project activities.

Therefore, if USAID was to develop a similar project in the future, it is important that it should
contract with one entity who should be responsible for undertaking all activities, either
independently or through sub-contracting. This kind of contracling mechanism would promote
greater collaboraiion and cooperation among parties involved thereby enhancing the ability of
project managers to implement project activities in a swifi, smcoth and efiective manner.

C. The highly bureaucratic approach and excessive GOP contro! is detrimental to
social marketing programs.

The bureaucrauc approach and excessive GOP control, as was the sitvation under SMC
Prrject, lead to considerable delays which prevent marketing decisions from being implemented
in a tmely manner. For example, the approval of project’s marketing plan by the Secretary,
MPW encountered serious delays resulting in project manager’s inability to undertake full range
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of markeling activities. Furthermore, the decision of the new Secretary/MPW to withdraw an
earlier approval for the introduction of oral contraceptive pill and the premium condom became
as a big blow to the project as these products could not be introduced for lack of GOP approval.

Therefore, in order to fully benefit from: private sector efficiencies, this kind of project must
adhere (o a private sector markeling model and be free from all governmental controls so as to
be able o quickly respond to field conditions and opportuaities. Unless marketing decisions are
taken, carefully monitored and quickly modified as needed, project implementation suffers a lot.

D. The enormous financial resource in the shape of sales revenue generated from
the sales of Sathi condoms in Pakistan remained grossly under-utilized for lack
of an cffective system.

In social marketing programs, sales revenues generally cover a large percentage of
project’s operating costs such as product promotion, market research and staff salaries etc. With
consistent increase in product sales and revisien in their pricing structure over time, the sales
revenue increases substantially which eventually becomes sufficient enough to cover ail operating
expenses while covening some contraceptive costs.

However, the SMC Project had an in-built flaw to deal with the sales revenue. It lacked an
adequate mechanism for fully utilizing the sales revenue to off-set project’s cperating costs. If
such a mechanism were in place, the project would not have to use its own resources to
reimburse those costs which would otherwise be paid ou! of the sales revenue.

The SMC Project had generated Rs. 41,081,927.62 from the sales of Sathi condoms in Pakistan
for the period from September 1986 through Januvary 31, 1994 which were deposited into the
GOP’s account in the Federal Treasury, Islamabad. Out of these funds a small amount of Rs.
5,707,346.33 could only be used for project activities including payment of trade incentives and
some advertising activities.

VIIi. SUSTAINABILITY

The project was not designed to specifically address the issue of sustainability at the
outset. It was not unti! 1990 when the project managers began to address this issue as it was
becoming obvious that further funding of project activities was not possible under the Pressler
Law, implemented in July 1991. This posed an enormous challenge for project managers to find
out ways ard means for sustaining the success of Sathi after USAID support for this project was
over. Accordingly, increased focus was placed on cost recovery through sales revenue and
appropriate product pricing. Consequentiy, the price of Sathi which was set at Rs. 1 in 1986
for a Sathi 4-pack was increased for the first time in March 1991 1o Rs. 1.50 and subsequently
to Rs. 2.00 in November 1991. The price increase, however, was generally well accepted by



PACR - SMC (391-0484) Page 16

— + Jeasca it
g it e 4

the trade and there was no significant drop in the sale of Sathi condoms on account of the price
increase.

Effonts were made by USAID and its TA contractor, PSI to make presentations to the donors
communily for (a) educating them about social marketing concepts focussing on how those
concepts could be used to increase contraceptive prevalence; and (b) arousing their interest in
and soliciting their support for continuation of social marketing of Sathi. This sirategy worked
well and the British ODA responded positively. Since then a number of visits have been made
by officials from ODA’s head office in London which have enabled in the development of a
national program to offer clinical methods for contraception i.¢. injectables, orals and 1UDs.

In addition, KfW (a German donor agency) is also in the process of signing an agreement with
the Government of Pakistan which would allow continuation of Sathi marketing and distribution
for a 5-year period.

Most importantly, the GOP has itself shown a solid commitment to continuing Sathi distribution,
realizing the substantial contribution that has been made by Sathi condoms in increasing
contraceplive prevalence in Pakistan. This commitment was demonstrated by the fact that the
MPW took on the job of distributing Sathi condoms using the existing regional distributors of
Woodward. Simultaneously, MPW negotiated and has now made some contractual arrangements
with PSI for having PSI manage marketing and distribution for an interim period until such time
the KfW project gets underway.

As such, the sustainability, which is defined as the capacity of an activity to continue once

project suppert ends, has been fully achieved in the case of Sathi distribution, as is evident from
the above actions.

Nevertheless, if USAID was to design a similar project in the future, it is important that it
should specifically address key issues such as sustainability and product pricing more
systematically.
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, ~ Year & Topic Conducied by Topic/Utility
| Primary Studics 1986
| 1. SMC - Brand name & Logo DRB Brand name “Sathi* and "two birds”
were selected as best name and logo.
2. Pretest of Sathi advertising DRB Best understood and accepted ads
messages used in media campaign.
3. Pretest of Sathi Television ad DRB Most acceptable, modified ad used.
4. Consurier KAP survey (KAP-1) DRSS & Established Sathi's plaaned image
a. Consumer Survey on family Samaraweera and position.
planning 7
5. Survey of the Trade DRB Established in-store sirategy
1989
i. SM Advenising Campaign DRB Film modified to include pack &
Effective Study brand name
2. Pilot Retail Audit Insight Led to improved design for audit
3. Pakistan user Condom survey DRB Profile of current users led to
downscaling strategy.
1990
1. Oral Contraceptive Pills Pilot DRB Retail price of Rs.7.50 appeared best
for maximizing prevalence.
2. Why Sathi Sales Go Up and PSI Showed that supply factors explained
Down most changes in Woodward’s sales.
3. Pakistan’s Condom Users: Who PSI Provided profile of condom users.
Are They? Led 1o emphasis on downsclaing.
4. Survey of Contraceptive Prices Aftab Assisted planning of pricing niches
& structures
5. Perpewal Audit of Retailers AftabPS! PSI analysis shows trends for sales,
(PTA) shares and coverage
6. The Contribution of SMC Studies | PSI Used by USAID to describe Project
to USAID’s Population Activities impact.
7. Short run retail audit or Sathi 12 Aftab Showed sales volumes in test towns.

T Pt s

pack




Year & Topic

Conducted by

Topic/Utitity

{ 8. Introduction of Sathi 12-pack PSt Provided implications for national
| 7 ) o 7 roll-out
| 9. Swudies of Oral Contraceptives DRB Assists design of communication
" Pills Consumers materials, and marketing strategy.
a. Main Findings Also serves as baseling for later
b. Sampling/Methodology evaiuation.
¢. Tables: Males/Females
d. Medical Practitioners
e. Chemists B
10. Survey of Oral Contraceptive PSi Provided basis for OC strategy
Manufacturers o 7
il 11. Finding of the Exploratory Aftab Assisted development of marketing
Trade Survey on Conlvaceplives strategies.
Prices. 7 7
i 12. Opportunity Anzlysis and PSI Provided basis for introducing
Pricing Strategy for Social premiuwm-priced brand.
Marketing of Condoms
Il 1993
| 1. Who Pays of What? Cost Analysis | PSH Prowides framework for analyzing
of the SMC Project Project costs. Has implications for
projecting ¢ost recovery.
. Trade Cencus Aftab Provides listings of all retail shops in
Pakisnan (12 volumes)
. Continuation of Perpetual Trade Afftab-PSI PSI analysis shows. wends for sales.
Audit (PTA) shares and coverage
. Sathi Pricing Study Aftab Shows impact of price increases on
consumption.
. Report on Graphics test of Aftab Determines understandability and
Condoms Pack accepiability of package.
. Marketing Index Study I|
a. Report on Market index on
Condoms, 1990
b. Marketing Index:Round 2
. Pretesting of LG-Rondal Blister Aftab Improved comprehension of pack
pack on Doctors, LHV and design.
CONSUMeEr
. Pretesting OC Instruction Aftab Helped determine most ]

understandable instructions f




Year & Topic

Conducied by

Topic/Utility

Survey

| 1992
f 1. Relstionships Between Sathi PSI This brief analysis of Sathi's 1992
Supply, Demand & Sales sales decline led to the larger report
o | covering all brands of condoms.
| 3. Male Anitudes towards fenility | Sohail Agha Identifies atetudinal obstacles to
§  Regulation in Rural Punjab, contraceptive use. Helped develop
Pakistan questionnaire for rural retain survey
{see next item)
| 1993
I 1. Rural Availability of Condoms Aftab Can help design rural marketing
7 7 strategy.
2. Testing of Saths ads for radio, Aftab Helped select most undeistandable
| cinema, press & TV and acceptable messages
3. Media Habis of Working-class DRB Will help design mass media plan for
| men e Sathi. ‘
| 4. Project Evaluative Survey (KAP DRB Provides indicators of progress and
m pointers for the future.
5. New Perpetval Trade Audit Aftab/PSI Provides valid indicators of coverage |
i .of several types of shops, *
projections of national sales and
market share for each brand. Good
for evaluation and for modifying
strategies.
| Second Studies 1988
I 1. Contraceplive Social Marketing iSTI Assisted strategic planning
| Assessaent
2. Ewvaluation of SMC Project USAID Assisted Strategic planning
! 1991
1. Pakistan Demographic and Health | NIPS Provides indication of impact of

SMC Project, ie, prevalence,
knowledge and practices among men
and women.




