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I. BASIC PROJECT DATA

Projea Title and No.

Date of Authorization:
Date of Original Agttemen~:
Original PACD:
Revised PACD:

Amount Authorized:
Amount Obligated:
Amount De·ooligated:

Net Obligation (as of 12J31#94):

Amount expended:
(as of 12131#94)

GOP Implementing Agency:

Contractors:

USAID Project Officer:

Scclcd Marketi.ng of Contraceptives (SMC)
391~0484

Mare;;, 28, 1984
March 31, 1984
September 30, 1989
~13~ch 31. 1994

'lrr45,OOO,OOO
528,001),000
S 2,,992.989

$16.586.459 - DA
;$ SA20.S52 • ESE'
515.001.011 - Total

M.innstt)' of Poplllllation \Velfare

Wooldward f;ak)stln (FYtt) Limited
Population ServUc'es Jlnternattional (PSI)

Alilaf Ahmad
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D.

A.. G.mlI

To reduce the rate of natura) population increase as part of the g,oal of achieving national.
social and economic developmet.t.

B.. Pumosc

To increase cont.raceptive usage by promoting family plalbning and expanding the
availability of oonlrac-eplives through the private sec~or.

III. BACKGROUND

A.. Overview of'.Pakis,1:an's ,PopulatiQn .Program and Ibe De~'elopment of the SMC
Pr'ojerl

PakjSlan has a long and varied history of s1IJlIPponJrug and impRcmcming, popula.tion prog.rams
since the early 19505. Concerns had been expressed in cmmtry's s\Iccess'ive Five-Year
Deve~opmenl Plans about rapid population grU\WllDll and Jno\!/Dsions wen~ made to support a f~mily

planning program to de-.aJ with the pmbh~m. Dif{erent approaches and stralegies were used
during each "Aan to promotte the conrep« of a ~im;aH famiD)' norm and to encourage ahe use of
modem metluoo.s of family pBanning. Tbe:~ SUJ3ueg,ues vdried in design. coverage. outreach.
supervision and guidance. However. the P1&ll:s:tt deiCades ha",e btften characterized by a lack of
cnnsuslentt political support and oommittmenu ClU'lJld frequenu chang~~s in the admircisurattive set-up
within the Government of PakiSIan (GOP) which. coupled wiuh SOCDa.Jl and cultural constraints
rendered national population progiam dn·effec'tt»\,le in provirling f:amiDy planning, services. The
result wa:s that contraceptive prevalence rane (CPR) remained }owestt in subcontinent and far
below the expetil.ations and goals of Pa.l!\ist1l!ll"s jJlOplI.lIiattion pro~lfa.m.

It was for tbis re.aron that in 1980. io order UO inc'rea:se COUllufCllcepunve prevaJence. the GOP
adopted a munti-faC'e~ed approa,-~ to revittaBize its popalllation program. This approach emphasized
the need for multi-sectoraU involvement. community paruicipauiOllll. fnrmpoDitical commitment.
improved admanisarntlve C'41pabilit.ocs. more effe~ui'l,!e commumkatnmil sttIategics and involvement
of non~govemmmtalorganizations and tt.he priwue sector in lbl: denivery of family planning
services. Consistent with thus approach. the GOP in it.s Sixth Fivc~-ye:ar Plan (1983~88) included
a program to launch the social marketing of Clonurarep!ives pn~Bect for promoting, the use of
fami-ly planning and expantding the availability and :accessubmty of moo,em methods of
oonllJareptt.ivcs through the private sector. This I~rogvam WClS 10 compUemen! and suppDement the
efforts of pubiic seclor population prog;ram in reducing population 8,lOW1h rate.
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The project was initially authorized in ~farch !984 for a tive-year period with a life of
project (LOP) funding of S 20 million. Specific objectives of the original project were to: (l)
increase the number of retail outlets which stock condoms or oral contraceptives (orals) from
the currently estimated 27,000 to at !ea.st 54,000; (2) distribute at least 209 million condoms and
10.6 mitJion 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 \Velfare (lvtP\V) competitively awarded a 4-year
contract to W. Woodward Pakistan (Private) Limiled, a priv2lte-sector firm dealing in the
manufacturing and marketing (\f child-care products. for condom marketing and distribution
under the SMC Project. Likewise, at the same Iiime, USA10 direc:tly contracted with Population
Services International (PSI), a US·ba.s~d non-I>rofil organization dealing in social marketing
projects around the world, for technical a.~$iSlaJl1ce. The organization and management of the
project involved five entities: the MPW, USAID, PSI, 'Noodward and the National Development
Finance Corporation (NDFC), a qu.asi-independent organization hired by the Ministry of
Populalion Welfare to act as financial consultants on its behalf. :fn addition, an SMC Advisory
Board. headed by a Federal Minister with members draVill 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 l>roved so unworkable that it was replaced by an
SMC Executive Comminee headed by SccretaryfMP\V with members from USAJD, PSI and
Woodward.

Although major contracts were signed in late 1985, actual proje<:t implemcntuion was delayed
by one year ZlS a result of protracted GOP approval of its project document called PC-I. During
the first year of project implementation, preparations were made for launching SMC Project
condom "Sathi"' (meaning companion), on a nalton-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 Sargodhi: in the Punjab
provinces) during September through ~ember 1986. The test marketing experience was highly
successful and the very encouraging results enabled the project 10 launch Salhi nationally in a
swift manner.

Heavy trade promotion activities were carried out during the Sathi launch period. Included were
point-of-sale advertising through \VOO(hvard's sales force (40 sales officers and 4 area sales
managers) and use of mass media activities including radio c:pots, press ads, cinema film and a
TV commercial during 1981-88. Except for'" commercial which was not brand-specific, all
other media prominently carried Sathi brand-name and the logo.

A mid-term external e\raluation of the project was conducted in 1988. It concluded that the
project was making excellent progress tow'-ards 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 fO~Jf years. In September 1989, the
project was amended to increase the LOP funding from S20 rnii~ion to $45 million and extending,
the PACD from September 30, 1989 to September 30. 1993. Tbe major focus during the
extension period was placed on continued expansion in the sale of Sa_hi brand condoms and
introduction of low dose oral contraceptives pillis. The amende(i project included the following
objectives: (I) establishment of an effecuve distlribution system to move contraceptives from the
pon of entry into suitable packages and t'len through wholesale and retail outlets to consumers;
(2) promotion activities; (3) establishment of (~ver 70.000 relail ouUets in approximately 300
urban and semi-urban areas; (4) distribution olf approximately ,tt20 million condoms and 1.8
million cycles of oral contraceptive piUs; and. (5) provision of an eS'~mated four million couple­
years·of-prota:tion and 452,000 births averted. in 1991. hoW'evc~r. an additional objective was
incorporated: to improve sustainability of pmj~~ct activities. Th~s included increased ane.nion
to cost recovery through SlEes revenue and appropriate product pJldng.

In 1991. USAID directly contracted with PSI and \Voodward to J~ttreamhm: project org;Jlizaaion
and management, and ,he NDFC ceased ~o have a role in project. Tiu~ fo!e of PSI was expanded
subslantiaJly to include overall responsibility fott' project's market research achv'tie.s (previously
the responsibility of \~()()(JwMd). financial ud ledmkal oversifht of \Voodward"s activities on
a day-to·day ba,si~ {previously carried oul by NDFC). and technical services: to \Voodward.
MPW and USAJD on all a.spetClS of project managementt and impDemcnuattion. \Voodward
continued to undertake packaging, dislribulnorn ClliIlld advertisDl1lg of 53th!. In addiaioill. \VoodwaJd
was also responsible for all markeuing atuiivjuiies for inurool!mcirllg, two flew prodlltCls. an orn]
contraceptive pill and a premium brand oomfiom. The intent was that both these proohlIcts would
ce introduced so as to be commercially viabBe by project's compleUtcUl! dale. HO\<oiever. in laue
1991, a newly appointed Secretary of the tw1untsttry of PoplUl~atiCln \VeUare reversed an earher
decision which would have allowed privaue sector firms «0 retailfl righus to the bD'ID1!d names of
these two products, a requirement for e:venttllD.al commerdaJ 'dabiUitty. 'Therefore the oral
contraceptt 'e pill and premium brand coodom \\i'ere fUott BfUttJOOlltlCed. Tbv$ reqlUlDred USAJD to
renegotiate its contract with \Vood\\ttard for SadUD dusttribllJttioau irn order no eDijmuUllafie \VoodwaJll'd's
sales force, since it was no longer required ~or Satthi distriltmuuol1l oIi1iD)'. ADD effolT1t~ became
focussed on Sathi i.e. maintlining 53thi in ahe m3Jkett pDace whdre ideantif)'Dng aDttemane SOlUlD'iCe(s)
for continued supply of Sathi condoms.

The price of Salhi was eSl1ablished in 1986 au JRs. I tor a park of fOtulf and itt remaiined au mig;
price until it was raised to Rs. 1.50 in ~fa«h 1991 and Rs. 2.00 in Nov'ember 1991. 'The price
of the 12-pack Sathi was also raised Clom Rs. 2.5010 Rs. 4 per Black illl MMdll i99i and 10 Rs.
5.00 in November 1991. The increase in Satthi price was wjdel~r 3:i:cepued amolTllg, «rade as VAeDi
as consumers and there was 00 significant droi» in saD'es due tto uhe price EJTtlC-rease.

With tbe suspension of aU economic and miliuary assGslance ~o Pakisllan in 199n UJn~e,' UlILe
Pressler AmendmentB funding (or SMC Project w-as redll[ced no ullJ:e iaDready ooBug,attoo oallTUlIDWll1ltt of
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u.s. $28 million. Despite this major cut, 35 l>ercent of its LOP funding (from $4S 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 ~farch 31, 1994.
This extension brought the project up to its ten-year limit.

IV. PROJECT COMP.QNENlS

In the original project. authorize.1 in March 1984, activi'lies were supported under the
roHowing broad catr.gorie.s, c1assifioo as components: (a) organization and management; (b)
contraceptives; (c) packaging and distribution; (d) product pricing; (e) advertising and
promotion; (0 markzl research; and, (g) evaluation. In Sepltember 1989, the project was
amended to expand the scope of USAID funding, aod to extend thle completion date to September
30. 1993. The focus of the project during the extension period WJ3~ on furthering its successful
beginning by implementing activities under six main components: Ca, marketing and distribution
of condoms; (b) oral contraceptives; (e) rese3,n:h; (d) techniraJ C3lssisttance; (e) training; and, (I)
evaluation. A. brief ~escriplion of each of these components is given below:

A. ~larkeHne and Distribution or Cond,mm

Approximately 61 % of total project funding was used to pmcure Sathi condoms from the
U.S. To furtner tl.e objectives of the SMC project in terms of expanding the availability and
accessibility of 5athi condoms at affordable prices, funding support was provided to contract
with a t.."Ompelitively selected firm, \Voodward. \Voodward continued to work as project's
markelingand distribution contractor throughoult the projeca period. Woodward was responsible
for market planning, product management, p,rinting and packaging, product marketing and
distribution. advertising and sales promotIon. \Voodward's nujor costs paid by USAID are
listed helow:

(I) up to 1992. reimbursement of 100% costs a:ssociatted with \Voodward's sales
force comprising foruy ~es officers, four area sales officers; two regional sales managers, and
one projectfproducl manager;

(2) part-time salaries paid uo senior management including company's managing
direclor~ marketing manager, quality conlrol manager and financial controller;

(J) packaging material, freight and fOT\varding;

(4) advenising and promotion; ami

(5) vehicular trcU1spon provided to sales force.
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In June 1990, the MPW approved project's plan for the introduction of OCs and a
premium brand of condcms. This approval enabled USAID to intensify its efforts to: (I) finalize
OCs and condoms markelin,g :and distribution contract; (2) procuie OCs from the U.S.; an~. (3)
develop and test logo and pack design.

The OCs market in Pakistan is very SITrall. It was anticipated that SMC Project w'ould gre4tly
contribute toward expanding sales and use: of oes. as it did wilh condoms. thereby creating a
consideaable market size with a critical ma.ss that will be worth $lerving by the private-seclor OC
producers over a long term. This component was designed 10 introduce OCs irrorder to provide
more married women in Pakistan with a safe. affordable and effective method of f3mil)'
planning.

Regrettably, in November 1991, a newly appointed Secretary un the Ministry of Population
Welfare withdrew an earlier approval for introduction of OCs alnd the premium condom on the
grounds lhat the brand names for these ttwo pmducts could not be gn en to priv'ate sector firms
but must remain with the MPW. This was; a death blow to the OC component as private sector
firms were not intere,sted in marketing and disnribution of an O~2 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

Market research, designed to generate information that could be used by project managers
in making informed dedsions ~bout all aspecls of project implementation. was an important
component of the SMC Project. A number of qualitative and quantitative research activities
were undertaken to eSlablish baseline data and assess cbang,es mrer time. A ;:ompiele listing of
all such research studies is attached as appendix I to tbis report. Research was a~so conducted
to monitor project activities such a.s distributnon and sales of 53thi, sales of other cordom
brands and of oral contraceptives.

Until 199!, Woodward had the overall responsibility for m~1lfket research for the project.
However, PSI. technical assistance contmctor. provided gu;dam:e and assistance to \Voodward
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
marketing/distribution were re~negotiated. responsibility for market research was shifted from
Woodward to PSI as the laner was better equipped in this area.
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D. IedJnjg)1 Assis1anC'e-

This component was designed to use the considerable experience and e,Xpertise of a U.S.
based firm speciaJizing in social marketing l)rograms worldwide (0 assist in designing and
implementing projtt~ activities. Such eZipel1ise is not available in Pakistan. Accordingly"
USAJD competitively contracted with PSI for technkaJI sefVitt~~ and PSI continued (0 perform
its role in the project unlil September 30" 19~3 when its conh'at~t Wc1lS finished.

Until 1991" the role of technical a.ssislar.Ce adv'isor \VClS thaI of «lin advisor (0 \Vc)(xhvard. MPW
and USAID. However, in the follow-on C()lnbclct thaI "'-as ;~gain awarded to PSI through
competitive procurement, their role was subsLlnliaHy <exp'am]~d no indude fun responsibility for
(I) platlning" designing and implemenll3lion of aU market rese'Jlrlch activities for the project. (2)
strengthening of projocfs management inform~lttijon system (MIS) to ensure ils ma,,;imum utility
in terms of monitoring projcJCI performance. 0) deveropment of ammal marketing, plan in dose
collaboration with Woodward, and ~ ... ) fiu]3ndal 31l1d field moncttorill1)g of Woodward activities on
a day-to·day basis.

E. J"raining

There were two types of training indllYded in the SMC Project. The first. orientatior. and
training about the prOOUCt(s). was (or the cOfiilractor's disurilmutioa1l and promotion personnel.
(These personnel included salesmen. wholesaUlers and reta,iJe.s for the condoms program and
physicians, pharmacists. and other be.aJth workers for the oral comf~ceptives component.) This
training wa.s provided by the marketing and! disulbution contraC:lor.

The second type of training \\i',iS Intended for project leadership sl"ch 2!S ,he contrelcttors' key snaff
involved in project management and implementation and counllerpar1s from the MP\V. This
training included short-term study and observational lours of ongoing social marketing programs:
in other countries. A number of SUtch toms to Bangladesh, Egypt. Malaysia and Indonesia
Drought new idea.s and a bener uro'derstmding of effective social marketing techniques into
Pakistar"<; condom marketing program.

.... Evaluation

The project financed an interim evaluation and the final e'raIUlation. Both were carried
out by external consultants engaged through USAIDf\Vashington "s Office of Population under
Mission-funded buy-ins. The interim evaluation was conducted during October-November 1988
and focusied on project's progress to date, p<~rformance of ag1encies involved and the resuhs
obtained. The evaluation recommendations became the basis for modifying existing management
aPd program activities as appropriate and for development of followl-on activities_
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The final ~aluation was undeT1aken during F'ebru:ary·~taJdu 1993. The main pllDf'JJO$e of abe
e'\7a1uation was to a:sse~s proje<;Cs overall a(~ompli.sbme(ias agailrJ.sl tBt,e I<ugets let in the project
paper in the light of useful units imposed under Pre.s.sler. ~fore S-petlfiiCa"lIy, Uht evaluation was.
to assess the performance of t~hhiea.l asSiSl3nlOO and marketing; & dV54riblUlUtOf» conlrdcton and
to c()n~idet options for improving financial slI»stainability of 5auhi coutdoms tthrouugh the project~s

P,t\CD and afterward.

v. Jt1PUIS

'The SMC Pmjecl was; 3l1Jtthoriz.cd on M3J'C'h 28. 198141 ijpbVOUVDnJg, pD~D1Jl!ted obDlgations of
$20 milUion in grant funds ower' a period of five years. Tille PO'OjClCt W&lS amended on September
18. t989. incre.a.sing ahe allJulluofll.ed cbDog:auuolm by $,25 mumon. briinu)gong tBbe ttonaD 3u8noriized
amount to $45 minion and ua1J'L~ PACD to Se~~uemlber 30. n9:j1J~. wlhJvlCllu was, ~attcU' extended to
March 31 ~ 1994. However. owing. to PriC$s:Ucr. Untc nona] obDugatttoml dmimlg the LOP was
restricted 10 $28 minion. In :addiu~01U. :alJilJ amlCmalltt or $,2.992.9&9 '"'-las deoll>Digatted from SMC
Proj~t under Pre.sslcr Ame4Udment 'Tille pmj\CICu which pBa1\Ined dO obB»gale $45 miDDBon. ended
up with an obligation of $25J)()1.018.

A summary of projecl obhg,3u.ion and! C;\pc1Jt\d!ijnUDITcs ov~r tthe LOP os sel fOr1lHlJ DO nhc foUowilog
table.

- -
Obn;l~alion ($) EXlpendilures (S)

Project Line items (as of' 12#31#94) (a.li; of 12#31#94)

TedlJalluC'aI AS'§;Dsllmllce 2~911.416 2.909506

Training 5,0.231 3.5.231

Commooittue,$ ~5.288.329 15.288.329

Other Cosa.s 6.146.915 6.662~S'1n

TOTAL: .25,007,011 C 24,895,,!'J

Tec.bn.kal Assist.ante included one IOallg-term resudent advisor of PSI who provtJided ttechnkal
services to agencies invoh;ed in tbe impBeme0tt21ion of SMC Project folT' t/he period from
December 12, 1985 through Seplember 30. 1993. In addiju.uoll"O. a number of sItIOr1Hem1l
oonsuDtants were also engaged lhIoughoul this lleriod to prov»de s1lllppUementtaJI ttec'!h»1Jijrcal! sentijq:cs
in specific areas significant (0 project im~lemefllttalion.
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TrainJng included observational trips made by representaliv~~s of \Voodward, PSI and the
~tini$try of Population Welfare to study different social marketing prog,rams in Bangladesh,
Egypt, Indonesia and Mafa,ysia.

Under the Commodities line item~ th~ moM significant input was the procurement of Saahi
condoms for the SMC Project which acr..ounl,S for almost 99% of total expenditure
($ 15,288~329)under this line ;tem. 'The remaiining fund,$ we~e used to buy office eqvipment
including computers, typewriters antU photocopiers.

The Other Costs line item included funding support for a marketing, and distribution conllact
with Woodward, which accounts (or 91 % of (oilal c;(pendit1lllre Ilmdcr uhis line ilem. Other inputs
from this line-item included renlal of a. tempor~lJ)' wareho1lll~ faciliay to store Sathi condoms. the
projecCs mid-term a.rod fiGl'al evaluattiofDS aflJd f1iutiandaD 3udius of \Voodwaro.

A year-wise bre-,akdowfD of uhe Gap"s c,~pendlijullllG'c (ijn-kind) 01'0 tUtC SMC Project is given
in the following table:

I: QOU:IIi GOP
Fiscal Ye:ar (in 000, Rupees)

I

198)·84 611[) I

198~-85 8.948

IQ85·$6 2.000

1986·81 1.&00
,I

.
J

1981-88 1.500

1988·&9

1-
D.150

1989-90 894

1990-91 1.421-
I 1991-9.2 139.62 i

1992-93 j 7'~8I 1993-94

ro'TAL,~ ] IS8,93~~1
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The above expenditures include: operating costs of the StylC Cell whkh was created wiahin aBle
~tinislry of Population Welfare to function 3:) a secfetariat (or S~tC Advisory &aid and uhe
Executive Commiutt. The SMC CeU was r~1ponsible for coolidimning clearance and appro'WclJ
of all proj~l implementation documents withilt1 the ~lP\V. 'The above expendutturcs also include
consultancy charges paid by MPW to NDFC t:hrough !lme 30. :1991 for financial and Dlt:a!kelifIJJg
monitoring activities.

VI. PROJECT ACCQr.rfPLJSffM~~·TS

The SMC Pmj«t was de.signoo to complement the cr!or~s of the pubHc sector POPUlJldUion
program to increasc oonu~c~g.nive lUl'S:!lge by promo~ung (amv~)" p'~~01Ivng. and e'Cpandirug Uhe
availability of conu:aceplive.s through the paivate sector. The pwject made a trem~ndolll!s;

contribulion toward incrC:J:sing the accepttaroce., avaUDabUDUty and use o! condoms in Pakisttan. Itt
is one of the most successful efforts than has ever been ~mdeat,iiikcul iln Ihis lCOtimnry in the fie~d

of family pianning. Social and! cuhman aa1xJ(xs a$sodated \v'illftlJ family pn~»mirog and condom
usage have been ovc:rcome no a I<ug~ e'dena a.s> a fe.s,llJiDu of tth:e sUfcrceis,flt»~ marketing strategy and
effective advertising and pmmonionaD campaign '.l,iIhkh WiCU'e <lIlCsigned specificaUy no overcome
such laooos.

High volume of S3thi sales on a nation-wide basis represents a rem;;lld:able success. in terms of
expanding family planning uSC in Pakjjs~" In remng 31416 mimon S;a;ttlhJi condoms 10 disl!1blJJ~OTS.

wholesalers and re~Hcrs; lhmughoaut ttDlre conmttJj'" tthe projiICctt mlett 82 % of tth~ disnriti:mttion target
despite imposition of "sales c.ap'" and prcdlt»(tt r:;llttioning bj;' tthe MP\V. Encomaged by the success
ofSalhi markeling, Woodward 113.S D~lmd1j](iCd iil.s oWen brt1J.ll1ld\ ott ,comfoms ca]~cd Dmrcx FenhelTBune
in a packing of three and l\':eive. 'The J·plfld~ retaiDs (Of' Rs. DO w'lhlnDe nhe D2-pad< reez)>>s forr
Rs. 30.

Although the project p!a.n taDkd for Dl1lttEod1U1cttomD of craB cOa1lttr~ttepttuV'e$ (OCs) ll%nder ttee SMC
Project. it W'3.S impossible. lack of GOP approval no anow prri'llane secnor t~rms no retain riglhltts
to use of the brand n~me made it em 11lHlUaU,~r~ctti'ife n~lI1lderuar,jlrng.. TfuJi'S, ~alS, a major senback for tthe
project and resuhed i1I1l itts nnabahtty to offer other vn~bDe cOll1lttva('epttno:lI1l OlPliDOnllS.

The project's rno:able 3c~ompRushmi~fbtts; aD'1e summarized beDow::

A. Ue-sensiHlaHon of condom on a national ba:iis

A major acc.o.nplisbmernt has been the poPqjlJar accepllance of Sattbi. Sa!!bi condoms. now
openly appear ira a varicay of rettail ar.d \'#holesale outlets Ihroug,lltotJ! lite com~ury/. ThrolJJg.ln
heavy deployment of poinH>f-saie (POS) matterialls indurdang p<)s,ttel1'$. mcb1Des. mlUlDtti-pmpo:se
stickers; and dispensers, Sethi was prominently dispDayed lUll the shops ood was seen amd accep[ed
by the general public. It is important to noUe Il~011t an of Ibis was accomplished writholt»u badd01SJill
of an~v sort.
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SailiPs two-bird logo including attIC: ov:~.n&e ooior of U1~ at.J(J~ is now widdr rlt(ct~ized.

In racl~ Sathi has become ~ g~ntric name for a condom ~~ P~\;~:5n;+'li~. E~[iCr1JSDt,;'t e!rIVr1!,s madt: by
\Vo(,xhvard duri~g, the laudlch period ·,tNhen htC~rW'y adl",,~rtis~miC'fIJtt of .s',3JnlhJi W~.'i lC:aln~\Cidl OUltt ttOlJU((\\UigJhJ
the use of cinema, r:adoo aoue! promc~.ij(m;aiJ cvcm.$ sllliCh tlJ$ 's,&nllut ~CS'pU;.'1r iCotn!tteSl'), Ulll'.ll'o:Vlt alt\lij,f
~$$ibBt,:.

True pr(;jecl achut.vc1dl wude O1J~nn()JU1I~ u.urb~m dij:wi'luDn~~)~'b tCll)A~iC~~1ig~ 'aJr S;~~ttnliu tCOl1tI/:f!iDJl!ll1i'S.•

Aocording 10 oo'usc.(\'!.atti-.:'c c,~timaJnc::s;~ Sl1lnJl1JU :a1\'faDn~bmttr ,~lP'~~l11iS t{)''{~1I ~(\)"OOO IDUDtUctt:s; compri$]liwg,
mooical stores. gC41le':tJ~ :)dOriL!,). g.rOl.'\U) $~lj)4'C~ ;j~U1ldl uU'.dlI~ttu 'IPUDUtp4ry,:slC~ P;a.A~)11) ~!lI{)pJs «nlOlb~';(COIllJDSn:i) vru 2n(()

urban and ~m;·urban [own'S; rt~H·\)ll.1IghoUliU nlhJc lcoumttry. J\ Y\C~lIff~~' p6'og"UeSStO[l1.i UIllJ nt~:e IllJtUlmbttQ" of
Sauhi oUJdels and Uowns i~ pr~s:eU]ttc:Jd Vd~ ttlhic ~ioJ!IU()JwufOg, tt\'i'()J g,trQ][P'hJ~:'.

Number of Outlets
~Ilr~ ;/j, SdIIi~ S~1'1l---- '._-----,.-

These gr~ph$ s!hlow a stte-adly we-alU, i·~('rf~,'5'.e n:mttjij D99U ill1l ~JhJe D1JU~m!Jlel1' off ():l!l!l1lle~s; and towm/$
ca.nying and ,semrug Sf'1ldll1l iC'o:mrlloms Ufn mbarn ,and $!Cmu4 I111viir2ilf11 aJElfas; nlhilTOu.ugfrt(}tUI~ ttlhie cO':V:01ittlT'l_
Further uuucre:a.'5ie i:1l ttlhre rntllltrnlliJ),er of oalltt]ea.'5i alt.oi uo""rns C'otUl~dl lrt:ott lb:e aiCllu~evifdl wllt<ellll prO~,faim

e!(paIls:uofll iotto I1Ulra1! areas 'lilJl.'5: abandoned wnttlh dlelCreased f~ll1ld~ll1lg \lIIJrn~telT' ttltte P:«res$~(fr pfulase·'llJ'llltt
plan_ As a res!l.Uh" tthe ge1og,I!'Jlphuc dlu$ttriilb':Jlttj(\all l!a.II'g,e~ of '10.00'0 o\lIltt~ett$ IIlll 300 ttmfJ'G1l$ cl1J;\lIlTId Ut'Ou

be me4.
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"fbe project accomplished high saVes volumes over the ptojt~tl period. A louaD or 346
minion 5athi coodoms were sold by \Voodward to di,iUibudOU'S :and w~loPe:s.a.Ved's arid retailers (10m

the beginning of the progra.m sane.s if) 1986 tthroog,b January 31. B9l9!4. Thvs trwu~atte,s inlo an
achie,-,<1.ment of 3.46 minion CYPs 31ain'1t abe laf)gett of 14 mimoflJ. esuabDi.'~hed in uhe PP. As
stated eattier, the project could have far exoetedtd i~.s; ,$illDes and CYP wgeu:$ sunce Sathi had
become an established product and wa~ in .&r~l demall\d by the (radif':. However. the impos'iaion
of saVes: c:ap arud pnXh.l!CI f~nion by ~lolfiW ijn 199'Uto (J(}l1ll,SlC:n:/~ slotf,$; g:rleaaUy prevented saEes (rom
growing. Nooethdess, ~2i% achit-W'emCJ11lt of dislribl1iluc:m tug,en ad 87'61 a<chieveme~u of CYP
targets are :an imp:es;sive a,~,'Omp!g'S:lhlmeJrott.

The St.doi sa]cs pn.lgre;ssOO fmml71 mUmOfQ Ugll U9S7 to JAI mumogJJ un 1988" tto ~4. mmioUll in 1989.
to 14 and Tj mimon in 1990 :and 0991. f~s.:pt!Ciliiwdr. 'TDue YiCar D9~12 (ated a sharp decline in
sa,Des (3' minion). The drop UllJ salle,s C:.1lfO be attrt.nilbJUJlttted tto \Vood!Wtud"s <llimlnvsh~d disuribution
effons d\l.lle ao eUumun:nuoJ1l of ttltueur 4l0·mcd1l pmjctcn·!wHllJdiCd ~Dcs (olf(Cre and no nhe saEes. cap and
product rationing ompoSiCd by MPW. SaOc51 trlOXSlC' tt~) 56 mijOOijogJJ i01J 0993. 'The foDnowing graphs
depBcls year~y s;a]es of Sattltuij from \VoodlWoMidI fJJ(:ttoJO)i no trcg,vonaD (~ijsuribuvqor:) nhU'Oll»ghollJtt Ihe
oou.i01Juy.

Sathi sales '~:o distributors
--------,---_._--------

801~'--- ---''"';'":''41--"1'3

O ......I!"""""-'
~98S tiSl!J' tiSl!8ILiEBI 1S60 1'S&.1 ,;sa 1!i9!1
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E. InCrtaSie in Condom ~ Us;a"

Aocording to the PakiSI.an Demog.raphnc Health Survey (PDHS) done in 1990-1991. the
Sl\IC Project has sucoeeded in making ooOOOfJ1i$ the most popular spacing meahod in the country.
Condoms we1t~ providing as much protection a.s IUDs, injectioflts and pills combin.ed. As shown
in the cbart below, condoms contributed 28~' or aU conmu:eJ()tt.ion in 198.5 and 30~ in 1991.
Condom u.sage rate increased by 50~ from 1985 to 1991. adding a fun percentage point to
contraceptive prevalence (2.1 '% in 1985 adtld 3.2" in 1991).

nile PDHS rq>ort oondude!: un'at lIIThe incQ'ea.s<~ in condo' uuse may be attttribuued alleast paniaJl,
to the active 50ciaJ m;uketin,g or this metthod. It!

PERCENT USING CONTRJ'CEPTION I
I

19:8·5: '7.5% '1991: 10.7%

~:J;;;C""DHS--
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A.. Social ~larke.tiO-g bas p'ayed and \fiU continue to pIa,)' a major role in
contributing slgnffi,canUy to a(hi~!viDg family pJarlning objectives in Pakistan.

The concepl of applying socia) marketing techniques ~.s a means for harnessing the
commercial sector to address s()Cial issues such a.s family rlaB'~ning wa,s. experimented wilhin
Pakistan for the finl lime with the initiation of SMC Project in 1986. It has proven to be highly
suocessful ~,~ perhaps, the most suoces.sful effort that has ever 'been undertaken (or promoting
family planning use in this country. The SMC Project Ita.s played a s:ig,nificantt role in increa\lng
the condom usage in P.akis~ by 50?4 behfN'eerD B98'4If85 and 19i90ff91. 'There is. however. sum
a, considerable unmct need (or famiUy pDarmiing services in P'ak'isuan which can be mea by
expanding the scope of social marlkett.ifllg Ito indude olhcr conttraceptives such as ora]
contraceptives, injoctable'S 3Uild inlra,ulcrim:: de~-ices (lUDs). UmfoubtedDy. soc'oa] markeaing IS
one of the moslcfficienl and cosu·ef(eCUhlC miCchanisms, fcr promoting famiiy pEaa/ming.

B. A simplified management and organi'zaUonal slructure is highI}' important and
essenUal for swift, ~moolh and ef'fecUve' impJ,ementaUon of project activities.

The experience of oonlracting wonh Iwo separatte firms. par1licularly diose having
conflicting organizationa] objelCuive,s, did roott work weDtln tite present ca.se. PSI. a non-profit
organization. had a contraclu.aU respcmsibnDUuy ()r providing, daj"·u.o·day ov'ersight and monitoring
of Woodward activities under the pmjectt [\\"ooahwMd bei!1lg a l>fofit-making firm). This kind
ofcontractual arrangement is highly iroadlwa$3b~~~ and can ~e.1ld to surajned relationships for several
reasons. For example. such oversoghtt on a routtone baSIS In ;a company·s business is not a
commercial norm. Furthermore. thos type of owersag,htt cem easHy Dead to over-personalizing of
relationships and thereby to the developmcalltt 0; anliag.oallism and distrust which are extremeDy
harmful to effective impBemean31ion of project activities.

Therefore, if USAID wa.s to develop a simn~Cli!' !project iall the futl]re. it is imporumt tnat it sbo\ll!ld
contract with one entuty who sholUl~d be responsab!e for amdef1iakjng, alB activities, either
independently or through sub-'ContraiCling. ThDs kind of contraclling mechanism would promotte
greater collaboration arnd cooperation amoDllg l!Glrtiies invoDv'ed thereby enhancing the ability of
project managers to implement project acaivatj.~s in a swift. s,mcl()tth and efi*ective manner.

c. The highly bureaucratic approodl and excessive GOP control is detrimental to
social m,arke-ling programs.

The bureaucraric approach and exce:SS1\l'e GOP control. ,liS was the siuuatioUll under SMC
P(lrject. lead to considerable delays which prevent marketing dedsions from being jrnplemellllttoo
in a timely manner. For example, the approval of project's madreting, plan by the Secreuatry.
MPW encountered serious deBays resulting in project manager·s Boahm,)" to undertake fll»~D range
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of marketing aetivilie.s. Furthermore! the decision of the new S«retaty#MP\V to withdraw an
eallier approval for the introduction of oral C()!ntraceptive pm atKl the premium condom became
as abig blow to the project as these products (1t)uld not be introduced for Jack of GOP apP10\"C1J~

Therefore! in order to fully benefit from pri'Jrale sector efficieneies, this kind of project mu.st
adhere to a private sector marketing mroel and be flee from an g,overnmenw conllo)s so as to
be able to quickly re$pond to field conditions and opportunities. Unless marketing decisions are
taken. carefully monitored and quickly rnodifi(t(J as needed. project implementation suffers a lot.

D. The enormou.s financial resouf'te~ in I.he shape or sales revenue generated from
the sates of Sathi condoms in Pakistan remained grossly undcr~utiJized ror lack
of an effective system.

In social markeling programs! sales lreveames gencrallly cover a large percentage of
project's operating costs such a.'S product promotion, market rese,arch and staff salaries etc. \Vith
consistent increa,se in product sales and revision in their pricing, structure ove'" time, the sales
revenue increa,ses sulhtmlialijy whidf evenduaBly becomes suffident enough to cover aU operating
expenses while covering rome contraceptive costs.

However. the SMC Project had an in-buih flaw to deal with nhe salles revenue. It Jacked an
adequate mechanism for fuHy 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 othef'W'ise be paid ou~ of the sales revenue.

The SMC Project had gcnera:ed Rs. 41,08B ,921.62 from the salles of 5athi condoms in PakiSlan
for the period from September 1986 through January 31. 19941 which were deposited into the
GOP's account in the Federal Treasury! IsUa.mabad. Out of these funds a small amount of Rs.
5,101.346.33 could oniy be used for project ac:tivities including payment of trade incentives and
some advertising activities.

VIII. SUSTAINABILITV

The project was not designed to specifically address the issue of sustainability at the
outset. It was not until 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 chaHenge for project managers to find
out ways and means for sustaining the success of 5athi after USA1D support for this project was
over. Accordingly. increased focus \vas placed on cost recovery' through sales revenue and
appropriate product pricing. Consequently. the price of 5athi which was set at Rs. 1 in 1986
for a Sathi 4-pack was incre.a.sed for the Ilrst time in lI.1arch 1991 to Rs. 1.50 and subsequently
to Rs. 2.00 in November 1991. The price increase. however, 1W3S generally well accepted by
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the tlade and there was no significant drop in the sale of Salhi condoms on ac('ount or the price
increase.

Erfom were made by USAJD and its TA ooflluactor, PSI to make presentations to the donors
community for (a) educating them about :social marketing c()lncepts focussing, on bow those
oonceplS could be usiOO to increase contraceptive prevalence; a.nd (b) arousing their interes1. in
and soliciting their support for continuation of social marketing of SatbL This s;rategy worked
wen and the British ODA responded positively. Since then a fllUm~r of visits have been r.Jade
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.e. injecaables, orals and IUDs.

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

J\;fOSI importantly, the GOP has itself shown a solid commitment to continuing. 53tbi distribution.
realizing the substantial contribution tbat belS been made by Sathi condoms in increasing
contraceptive prevalence in Pakistan. This commitment was demonstrated by the fact that the
f\rfPW look on the job of distributing Sathi condoms using the existing regional distributors of
Woodward. Simultaneously, MPW negotiated and ha.s now made some contractual arrangements
with PSI for having PSI manage marketing and distribution for an interim period until such time
the Ktw project gelS underway.

As silch, the sustainability, which is defined as the capacity of an activity to continue once
project support ends, has been fuJly achieved in the case of 5athi distribution, as is evident from
the above 1ctions.

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.



Appendix A

LIST OF RESEARCH STUDIES CARRIED OUT UNDER
SOCIAL MARKETING OF CONTRACEPTlVES PllOJECTj 1986 - J99J

Year" Topic Conduded by TopicJUtilUy

Primary Studi(',$ 1986
I. SMC • Brand name & Logo DRB [hand name "'Sathi'" and "'two birds'"

were selected as best name and logo.

2. Pretest of Sathi advertising ORB Best understood and accepted ads
messages used in media campaign.

3. Pretest of Sathi Television ad ORB Most acceptable:, moditied ad used,

4. Consumer KAP survey (KAP-l) ORB&. Established Sathi's planned image
a. Consumer Survey on family Sarnaraweera and position.
planning

5. SUl"\'ey of the Trade ORB Established in-store strategy

1989
i. SM Advcnising Campaign ORB Film moditied to include pack &

Effective Study brand name

2. Pilot Retail Audit Insight led to improved design for audit

3. Pakistan user Condom survey DRB Protile of current users led to
down:scaHng strategy.

1990
I. Oral Contraceptive Pills Pilot ORB Retail prke of Rs.1.50 appeared best

for maximizing prevalence.

2. \Vhy Sathi Sales Go Up and PSI Showed thai supply factors explained
Down most changes in \Voodward's sales.

3. Pakistan's Condom Users: Who PSI Provided profile of condom users.
Are They? Led to emphasis on downsclaing.

4. Survey of Contraceptive Prices Aftab Assisted planning of pricing niches
& structures -

5. Perpetual Audit of Retailers AftabPSI PSI analysis shows trends for sales,
(PTA) shares and coverage

6. The Contribution of SMC Studies PSI Used by USAID to describe Project
to USAIO's Population Activities impact.

7. Short run retail audit on SaL"i 12 Aftab Showed sales volumes in test towns.
pack

AI
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8. tDuoduction of Sithi 12·pi-ck PSt P,~vidtd impJiiCation.i fo. rutiorW

mn~JVt

9. Studies of Oral Conttauptives DRB A.'S$i~u; deli,,,, of (1IHNnUni¢<ltion

Pills Consumers fm.tli;all.~~ llnd mad:t1ing, sualegy.
a. Main Findings Abo UI'Ift.i iA$ ha..\eD~.vlit fV>f laltr
b. SamplingfMe1hodology ;e,vaiualioD..
(. Tables: MalesfFemaJe:s
d. Medical Pra'titione,s
e. Chemists

10. Survey of Oral Conua«ptive PSi PtowMItd b\a5i3i for' OC !!~i1nl!g)' II
Manufacturers ,

, .-
II. Finding of the Exploratory Aft",b AS$v:;;ultd l!fe'\<\'e~4),pim~~1u 4)if mad~(Ct~Ql,g

Trade Survey on Conlf~c.epli\1e:s; S.Ud:1tt~gt~$ ..
Prices.

,.

12. Opportunity Ana.lysis 300 PSI .PtIQ,wbdtdl lbl;l'; vs. t\o,u iilil:UlHildhul<eung
Pricing Strategy for Sc>d~.U plr~mii\Ulm·pjuvlJ:itldl ftl,uanidi,
Marketing of Condoms

1991
I. Who Pays of What? emf Anillysis PSt Ptl{);\'1!r,td~s, fumtw\'1),ufc flO,a an,alI~!ling

of the SMC Pmje1c.1 PITO]'i!ICU (\oS1l$, Ha.-;, vmgl,Dr(CanxlDn.s. fio>:
pJrlOJj~\~uing ~~()n tteo.vell'y ..

2. Trade Cere ilJ.$ AffUab Pw,wbtDes, UV$u~ngs, oif aDD r~uaDD shops; V.fll
Pakiisllan ~D2 vlD,D\Ulm~s,))

3. Continuation of PerpetuaD TrJ!tle Abllab·PSI PSI a:lil!:.1iDysii3; slhq)itJls, ntends. flo)!! saEes,.
Audit (PTA) sB'valTt$ and (mv'tlTl.l,ge

4. Sath; Pricing Study Att'ila:!tb Sh~w$ =lM~'a<tu of p:lTke in<ClTeasts, 4)i¥ll

<!:raMumptttlO'lil:i.

5. Re:port on Graphics tesl of Afaab D~ttermbneg; lUindet'snandaRYIDDtu)i' and
Condoms PJ.d~ a:t~ep~abiDiuy of pad:ag,lf..

6. Marketing Index Study

~!
3. Report on Market index on

Condoms. 1990
b. Marketing Index:Rouoo 2 -

1. Pretesting of to-Rondai Blister Aftab Improved \t$)mp;leltnen..')[vni oif' pad:
pack on Dm.'tors. LHV and deSign. II'Consumer - I8. Pcetesti.ng OC Instruction Albb HeDp'fd dellell'm»me M(lj(!t

under.!1a:ndalbJDe imttruiC~I<lH'lI's;

If,.
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1992
L RtblioNhips Betw~ Sathi PSI This brief an:aJysis of Sathi"s 1992

Supply. Demand & Sales sales: dedine led to the latger report
cover;.ng all brands of condoms.

- -,
3" M:ale Attitudes lowanb fertility SohaU AJgba Identifies attitudinal obstade$ to

Regulation in Rur~ Punjab. (onuac:tptive use. Helped develop
PaiMan I questionnaire for rural retain survey

(see next item)

199J
L RlIJrall AvaiDlbility of Condoms Afbb Can help design rural marketing

s.trategy_-
1. Test.vog of Satln Jlds (or r.1ldio. Afbb Helped selea most understandable

(i~~mJ,. PI~'S>S; &. TV and 3'C(eptable messages

) .. Media H:abil5 of Workin,g-dass; ORB Will hdp design mass media plan for
men Salhi..

4.. Project EvaUIlI3Qive Survey (RAP ORB Pmvides indicators of progress and
n» pointers for the future..-

5.. New Pttpetu.al Tf3L1e Aud!l ,Aft~bffPSI Provides valid indicators of coverage
.of sev,eraJ types of shops.
pmje~tions of national sales and
market share for each brand. Good
for evaluation and for modifying
s.trategues..

Second Studies 1988
I.. CorUJacqJilive SodaU ~hlke4ir.g (STI Assisted strategi~ planning

A~S<f:SSmenl

2 .. Ev3Ju:;nion of SMC Project USAID Assisted Strategic planning

1991
L Pal:.i£tan Demographic and Health NIPS Provides indication of impact of

Survey SMC Project. ie. prevalence.

J knowledge and practices among men

I and w'omen.


