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Preface
 

( ocia1 marketing is a new, For the privete sector marketer important to society and can buikl 

innovative approach to considering involvement in sociad government-uisiness relationships 
meeting ptll)lic sector social marketing, the report not only that will last well beyond specific 

goals using the very best corcepts describes how to do it bl)It also projects. 
and technologes tioinprivate dralnaticdlV demonstrates the 
sector marketing. It has achieved benefits that calaccrue to the As the examples il this report 
remarkable successes in the arets private sector marketer in terms of- make clear, social marketing plaes 
of finmily planning, AIDS preven-	 (a) new profit opporumities, marketing plans and then designs
tion, teenage dru use, and heart 	 (b) chances to improve the 

g strategies coordinlating Cnnnniimnn­disease reduction. This document 
proides soni minuch-needed cations \with packagng, pricing, 
infbrmation about the nature of distriltioi chalmnnels and political 
,;ociad marketing and how it can be "Social marketing is strategies, andl soun1d public 
applied. It was prepared bv notjust a new labelfor relations. As tlie expeieices ofthe 
PlIITECI I. a leading international companies participating at the 
public health project, to help mass communication workshop indicate, social m irket­
spread te use osocia marketig bt an entirey w ing not only has i ediate impact 
in developing couities rket i but :tlso leaves behind a valableat 
particular emphasis on the control way of thinking about reseroir of newlv fIund skills, 
of diarrheal disewses. how one achieves p dilic-private uetworks, and 

bl L corporate goodwill that extends 
The present report presents the behiviral change well l)evond any illmne(liate eco­
results of'a workshop on innovative among target noinic gain. 
marketing strategies of'Oral I. p i i 
lehvdration Sohition (ORS). It is Theapproach outhined in this 
a v\ahiale contriuition to the document has payofts fir conmer­
sparse literature in the field of' cial marketers, private no)n-govern­ment or,',anizations, and govermi­
social marketing. It outlines company's image with government ment ministries. Thisndocunent 
PRITECI I's basic approach and ministers, top-level physicians, andil shows how it cai work and how it 

offers a wealthl of, dletailedl stwro\,sfowi al orads-wiotinas aw h t'eids es other commercial organizations. will pay OI. ft also(lemonstratesfir iimpleentig tis up- and (c) chances to learn a iewewrganiAtiomthe key role that ai 
proach drawn fr',Om the x)eriences technolok)' that ca apply well like PITEC I cai play in nmakii g 
Of'such international plarimaceumti- beyonld OHS settings. For public social marketing a reality. 
cal companies ;s E. Merck (Indlia), sector a(hninistrators, tie report 
\\oodward (Pakistan) and Searle fbrcefthllv siows bow social imarket­
(Pakistan). ing ca i harness a powerhl technol- Prof. Alan R. Andreasen 

ok' to achieve goals that are very 	 School ofBusitt'ssAdniiisiration 
Georgctotn UniCenvity 
WVashlignhn, )C USA 

P~~ ~ 	 r gMir~ 
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What isPRITECH?
 

RITEC14 (Technologies 

for Primar Health Care), 

is a project sponsored by 


the U.S. Agency for Intenationa 

Development. PRITECH's 

mission is 


to mobilize the totalcommit­
ment ofprivateand public 
sector resourcesto reduce 
infant andchild mortalitydue 
to diarrheathrough the appro-
prlateuse oforal rehydration 
therapy (ORT) and related 

preventieactivities in develop-

ing countries. 

In the private sector, PRITECH's 

objective is 

to engage the marketing capa-
bilitiesof the commercial sector 
in preventingdiarrhealdehy-
drationby providinguniversal 
access to oral rehydration 
solutions (ORS) andby reduc-
ing the incidence ofdiarrhea 
especially through the promo­
tion of hand-washingand 


reastfeeding. 


Oral rehyd:afion 

therapy (ORT) repre­
sents a corporate 
opportunity which 
PRITEC H can help 
companies to realize. 
PRITECH-:assists by,: 

Helping companies 
mimize the market
 

potential to ORS
 
using a coinlination
 
osenarchmentod 

ofresarch method­
ologes.
 

1Designing national 

ORS plans involving
 

public, commercial,
 
and volun.'a'y sectors.
 

Leveragng the
 
resources of both
 
private and public
 
sectors to achieve the
 
national ORT ol)jec­
tire.
 

Providing tate-of-the-art 
information about the correct 

management of diarrhea, 

including O(RT. 


Promoting collaboration be-

tweei govern mnts ad the 
conmercial private sector y
comphasil rin t seto r yi
emphsizing to govenentseneinga 
and ORS marketers ways they 
can help and be efift from each 
other. 

U T I 

Providing technical assistance in 
marketing planing, market 

research, advertising, and sales 
training. 

PlRITECII believes that the 

commercial private sector cal 

provide iivalauable assistance in the 
tght against diarrhea] diseases 

the same time. 

4 
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How can a company 
benefit? 
Increased sales of ORS. 

Through increased market pen­
etration, sides of'ORS can grow 
significantly. In Paldstan, fror 
example, sdes rose 86 percent in 

one year when seven ORS produc­
ers capitalized on the market 
potential of OHS. 

00 

Enhanced corporate image. 

Man\' companies redize that their 
corporate responsibility extends 
beyond products and profits to 
emlbrace the welfhare of the coin- . 

, 
-
/.l 

-­

-

inunitv. As good corpo~rate citizens 
who contribute to public heldth 
goads, c(mipanis giin positive 
reco nition throughout the coin­

Childr'en's lives saved. v 

Diarrhea is one of the leading 
causes of death in children in the 
developing world, where up to four 
million children still (fie every year 
due to diflaThea before reaching the 
age of five. Multiple cases of' 
diarrhea can weaken children's 
heldth, leaving them vulnerable to 
other illnesses and death. Most of 
these deaths are preventable by a 
simple approach: ond rehydration 
therapy. 

5 
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Expanding ORS Marketing to New 
Horizons: The Workshop 

il July 13-14, 1992, OHS market to fimis on specific:ij ho i,Singaporeo; PRITECII. conhicted a Thpovoedaigriicretpnateirna target groups such its riral popila­
v tiolls ailnd other low nicomie grioiips 

entitled 'Expanding ORS Mar- companies together povoked high iterst ii the rural 
ketingiternationalto NewOHSHorizons".marketfing This represented 15 marketing appiroaclh. 

workshop, v hich ws the I'st of its percent of estimated [le ext item 7",, tiie agZia \,ts
 
isnt wIrI
kind, brought together marketing worldiide ORS s bvI col 1cecial
 

exectitives of sixteen selected ORS colpalies al)llt IOHSt to
 
prdiicers from six Asian countries: production rral areas, risig ifi vative 
Iii a, Indonesia, Pakistan. the p rol tiollal Strt(rie thin 
Philippines. Sri Lanka andcoiiipnies.Thai- local rctailhrs, (list ribhitol's. phar Illa­land. Te partiipatin ists, 1)1hysicians1 ai 1d cc n siiiiers. 

ei trnti ating pa lhes,la icl Tee o i e. chivta public health ohec tih e presIc llatiol sIliig ligtel 

whntst ih imthratiomal to-sing sIIccesshfl c'lliliercial new altenati'os to IIlass IIe(ia
parastatal or niltiational, to- marketing tecnicjmes. K( lei- a Ivertisi g. fieal ii lketig
gether represdlted 15 percent keting elemeits such ats marketinig sittiationis were spo ItaiIeouslv 
(ap p roxim ately 6 0 m illion packe ts) mix iandm a k t s cg ti tati mw ere t inH cd i to ease stu die s. T \ ,of estiniated worldw\ide OHS mxadmire eiinainwme t l 01it aesuis w
production. The ob.jective of th illistratel ii several pres(iitatioiis. compamies, Abbott l01miesia andworkshop was to provide a tDiscimssions about segilcmitimig the (;hLxo C'eviomi, presemitedl their 

fbr sharing an(ldisciissilg success­
ftil OHS m1iarketing experiel ees and ... 
creative 'trategies to expanl OhS 
distribition and use bevond the 
usual IIrbaii areais. 

[i his keynote speech. Dr. Robert 
Northrup of' 3ro\wn Umiiversityi 
raised the entlii sism of the ft 
participants tbr oral irh'ddration
 
therapy (ORT), the state-of-the-art
 
treatmeut of (lialThea, and Ielped .4
 
strengthen their commiitnient to V
 
invest ill the promotion ofORT
 
(fluidls inch d(liug OHS, continued"-"
 
blvristf'ee(ding, a,,(i ido ).
 
PIITE(H marketing spciadists ,
 
preseit(l the concept of social / .
 
marketing as the ideal meamis to / "
 

I'Uhtirilht.sr(i.')I j,,fng OilS ;romwimnal Inateril.I 

6 
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respective ORS situations and the 
chAdlenges they ftaced, and solicited 
fiedback flom the other partici­
pants. The ensuing livefiidehates 

resulted iincrcative strategic's that 
Abbott and (laxo decided to adapt
and filplem.,'nt to optimize their 

ORS marketing.
 

Methods anld beilefits of'c ollablora­tioll \ithl gov'enmmelts, ilterlia-

tiollal anld niationial hecalthl or"Iaizi­

tiois anl otl er ORS 11iarketers 
were discussed in depth. In aln 
iinspirinig presenitation). the Ekeci l­
tive l)irecto rrof Searle Pakistai 
Iihliglited how to "turn national 
health objectives into business 
opportunities." Particil)aits 
foi ltd this concept attractive 
lbecaiise it illustrated how a 
companv"s colimitinut to puiblic 
health goads can improve its corpo-
rate image. 

The success of the workshop can 
Ie attribited to mare" fiictors: 

I)the carefill selection of 

complanies and their 

representative(s), 


2) 	the relevance of' the ageida to 
the needs, interests and 
experiences of'the compalies, 

3) the structure olithe workshop, 
which stinuiliated interactive 

participatiol throlgh short 
presentations ofsuccessfil 

-"-: r
 

Lilchy dis'cu.io 'i iu1nratirv promotiialstralit',i.v 

expoelieces or prov'ocative 

issnes, tbllowed by active 

group dlisciissims, ad 

4) the realization b\ the paitici-
pants that tley i']ad a iniojule 

opportiiity to discliss genii-
inc problems. experiewces 
aind ideas \\ith their corporate 
pcers. 

About this document: 
The concept for this dociument 
onrinated xxitI ti Ieworksl lop 

"Expanding ORS Marketingr to 
New IImoizons" Moreover, the 
palicipalts, enithiised by 
PRITECI I's approach inworking 
with the commercial sector, 

iecoiine that the idcas 
generated,hv this inliqile ieetiiig 

share(Iith tlieir peers wrid­\0 
wide. T"erel'Ore, the pplpos(s oIf 
this pliblR'atioii are to: 

1.Illustrate PH ITE(I I's ap­
proachi to working with the 
coll imircial privat, sector 

2. 	Descibe issues of'cmceni to 
ORS marketers and the 
piblic health comnlmity 
sm'romilijig tihe marketilig of' 
ORS: 

3. 	Hepoil oil the creative 

marletiig strategies ideiiti-
Iled and disci'ssed by partici­
pal ts d1in Ig tIle worksl op. 

7 
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ORT isBest: The Public Health Issue
 

r. Robert Northrup, 

Director of the Program 
in Primarv Hlealth Care 

and Headth Services at Brown 
University, USA, delivered the 
keynote speech at the workslop in 
Singapore. lIe outlined the piblic 
health per'spective on diarrhea, 
dehiydration and ORS, emphasizing 
the important conplementary role 
which the commercial private 
sector can play. 

Diarrhea:A Major Killer 
ofChildren 

)
Around the worldi there 4( 

million children under 5 years of 

age, each ofwhom hits 1-3 episodes
of'dianm'ha ev year. Each year,"tfediarrhea hee'ar. acletoI(ORS)a 
tlir erde oia lalostsalt, 
cilrion episoes of',ianrhea iltes 
,IIIlequrlnnmer fie ~iiidphl' 
an eral ilmnar ofeliso(.s i 
older chir(n andadondts. ais o 
resi lt of (Iiarrhea, dr()l11(1 4 mnillion 

children (lie everv \ear, at letst 2.5 
milliou ottll(mfrom dehdration

GI state that results wle!) fluid 

losses are not adle( lately leplaced). 

ORT State of the Art 
Treatment 
l)iarrhea i:; co,:m plex in its causa-

vet sponds remnarkably toa
simple approach: oral 
 .hdration 


therapy (pRT) the ora adminis-

tration of appropriate fluids inucld-

ing ORS,along 

with food and 
breastmilk. The 
cornerstone of' 
most dian'head ' 
disease control 
programs is the 
etlective 
prevention and 
treatment of' 
dehvdration 
emphasizing 
ORT.Ad­
equate volumes 

of fluids are the Or 1,,I,1.x,,,lhil)
 
sis for tie 

treatment of 
difamThea. Recommended fluids 
include oral rehydration solution 

itpre-packaged mixtlre of 
glucose and various eec'tro-
easily mixed wNith water which 

can be used to prevent or alleviate 
dellydration. (The fi0nrmhla en-
lorsed by the \\o(ld leadth 

Organization is flmnd in Annex 2.) 
It is estimated that the use of ORT 
averts approximately Imillionsathfs every, 'ear from dehvdratiom 
eause.l by diarrhea. Yet more 
Oatsd b(:an-li.Yetprre 


(eatims Call be prevenmted. 

The desired end result of public 

health actMties is fbr people to 
adopt new 1ehaiors that will save
lives and reduce morbidity. 

V., 

m
 

"ORT is the most appropri­
ate, (ffective, and useful 
solutionfoir diarrhea 
therapy, be it at home or at 
any kind ofhealth facility. 
ORT can more than double 
the numbe- of childrenbeing 
saved each yearfiom death 

due to dehydration." 

ORS: The OptimalRehydrant
 

Not adl cases of'(ia'hea need ORS. 
Yet the potential market for ORS 
saclets isimpressive. If'OIS were 
used for evei half of all diarrhea 
episo(les, to prevent dlehydration as
well as to treat it, there would be an 
enormous requirement for ORS 

production and distribtion world­

8 
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wide. The collaboration of public 
health agencies and private corn-
mercial companies can make ORS 
accessible to Al people. 

Use of drugs indiarrhea 
In the majority of diarrhed cases 

How can manllfactlrer.s 
help in this ORT effort? 

1) IpRove distriution 
f'OILS. 

OP Smannufiietr'e,'s aIII( marketers 

can work to increase the supply of 
drgs are useless and can he fitttd ORS, particularlv, by'expanding 
to inflints. Antimicrobials nmav help 
some infections suchl 

dysemitery. ar(tiasis and amehjasis, 
Iult these cases are in tile ninority. 

iin w; chlera, 


One of the ajrcauses of 'persis-
Ole ftl 111~rf~eri-alss 

t(lt diallIea is thme Iise of,antibiot-
ics. Antibiotics \pe (lilt all th 
flora ill
the intestines, both useful 
and harmfill. Elimination of 
intestinad flora results in the 

re(duced ability to absorb liquid, 
resulting iii greater v(,lhunes of 
liqui( leaing the bodly. Of'even 
greater co(iceni isthe use ofagents 
which re(lulce intestinal umotilit', 
c(lMumnR0hl refTred to as 
amtidiarrheals. In small chfikhren 
tme use of these agents can cause 
death from intestinal ol)stnction. 
Intestinal adsorbents, such as 
kaolin, pectin or charcoal, change 
the character of tle stool. Though 
the use of a(Isorbents is not directlh 
marmn11fiil, thle (Iliger inl recoili­
mending their use isthat the 

caretaker ,navf'el that he or she
 
hEas adl(uiately treate(l the (iarrhea 
by giving the "me(dicine",and 
therefore dloes nt need to admuil-
ister lift-sainug OrT. 

ORS (istribultion to gro1ps difictIlt 
for governments to reach, such as 
rua poplations. 

S Competing brandIs of ()RS can
reach difteret semnsof the 

tel(lflcent segilmeits 

population. This allows market 
forces to position Competimg 
products to reach the lbroadlest 
spectrm of consumers. 

. 

O R"_ _ 

2) Advocate proper dlianhea 
treatment. 
Increased enphasis on sufficient 
volumes of fliid and fbod during 
diarrhea is needed. ORS Iuianufic­
tirers call (levelop well-designed 

conimmuication materials that
 
l)ictoridlyl and textually include 
inlhriation albolit l)reastfee(ling 
and (e(ling as \('llas guli(lelies oi 
when thle mother shold1(bring the 
child toahealth fiicilitv. Adminis­:in dld, no ts(fti,
 

t(:uIig a(le(ftl-ate aitotimits of fluid, 
whethier ORS ofr anotller liql i( 
available in the hioume, is Crucial lir 
preventing (lehlrtion. Imcases 
where dlehdlrati(ln is alrcady 

For dehydration caused by diarrhoea, fluid therapy is 
the first and the only effective treatment.' 

In all cases of diarrhoea, the rapid and complete 
replacement of water and electrolyte loss and continued 
Breastfeeding/Feeding with soft foods isof vital importance.,
 

+ 

-- + 
ORS 

ePrevents Dehydration 

* Corrects Dehydration 

o pr,'Sc'arli, Iaki taA camlc O' -r ',moi,.i 


+
 
Breastfeding Feeding with soft foods 

0Prevents Malnutrition 

* R-duces Child Mortality 

tl(
I)l'l
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present, ORS specluially is the 
best fluid to give, nd must be 

'ivenin sufficient amounts fror 
rehvdratioii to occurias quickly s 
possible. Breistf eding and 
kbeding are very important because 
(fiar'hea is a niititionad diseiase. 
L.ack o01160d 1iot onlyV leadS to 
IlnutrlI1ition llbut prolongs the 
dian'hel e)isode ias well. Food 
enables the l)od\' to reahsor.h 
secreted fluids that otherwise 
would leave the lody. 

The ORS ,,anfiict,,rer can dso 
play a role in educating the mother 
or the child's caretaker. Ediuca­
tionld activities must :iccompany 
the pro~\sion of ORS packets. 
Neither mothers nor the best 
tnined health practitioners can 
predict in advance whicl children 
sufl'ering from diarrhea \\ill go on 
to become delwdrated. Mothers 
need to be convinced of the 
necessity of'treatin, all diarrhead 
episodes iLspotentially dlehvwlrating, 
and to stalt gi\inlg ORS or other 
hlmm' available fluids as soon istil' 
diarrhe'a begins. Infbrmation 
should also be included that 
instructs mothers flow to recognize 
the signs and s\ptoms of(lelh-
dration. so that the' cal give time 
best possible treatment to the 
dehvdratcd child. ORS mantfic-
hirers can emplhasize this infbnna­

." 

Y 

tion ill promotional materials, 
materials for practitioners to give 
mothers, and by provmding training 
in edcational techniques to 
practitioners and dispes(.rs. 

3) Proote coITect mixing 

Correct mixing of' O1S is also very 
importatt. Errors in mixing such 
as nsing too little water caln result 
il sohitions that are aitt lally 
dangerous to the children who 
drink them. 1Pro\iding the salts in 
Pre-mInLsure(1 saclhets helps ill 
avoiding incorrect mixing, but 

no 

WL 
Al"'t 

" 

illuistration of'correct Comtainer size 
and correct fluid Imeasim'ements 
remains crucial, Plre-mixed solu­
tions eliminate the problem of 
errors ili mixing entirely, bill only a 
fePCw people wio suffer from 
(han'hea can affbrd bottled, pre­
mixed solutions. Commercial firms 
can help slstatially I)i(tentifking 
which containers are \\idely sed 
and available ill counties and then 
promotinmg use of 'the containers of' 
proper size which 1(1d the right 
anio)nmt of liquid. Properly labelle(l 
sacliets and efelctive pictorial 

10 
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leaflets distributed vitl sachets can 
help motiers select the proper 
container and measure the correct 
amount ofwater. 

4) Reach pi)iva~te pyi)~ScianIsai-d other-intluentil healthI.Ioviders, 


Pharmaceutical detailers often 
interact \\ith private doctors and 
other health practitioners that 
public heath institltions do not 
reach. Companies have dif'felent 
marketing strengths. Some excel at 
targeting physicians, iurses,• and
other paraneihcs, while 

" 
others are 

best at reaching pharmacists and 
shopkeepers. When adequately 
trained in correct diarrhea treat-
ient, the detailers can influence 

health proiders'behaior, and 
thereby contribute to improin. 
correct Case tnana(rement and 
increasing the numbers ofr practi-
tioners using OHT. 

5) Provide (RS at atn 
altforlalble yet pirolit.1blle
p ic 


In a commercial market, market 
segmentation andI product diffe'ren-
tiation can make ORS available to 
groups with different purchasing 
power. 3ottled, pre-mixed ORS 
can be targeted at urban and 
upper-incone groups while lower-
priced sacets can be produced to 

satisfy ieneeds of lower-income, 
rural and remote populations. 
Each of these product fbins 
should be priced according to the 
consumer's ability to pay while 
4oilng manItfactrers to Iake aprofit that dlows them to supply 
ORS to the different market 

segments.
 

6) Join putblic sector effolits to 
Combat dialrrcal (iseases. 
Through improved communicationi 
with the public sector, ORS 
manufitchirers can obtain the 
support ofnafionid (DI pro-

grams. This support will help 

create a flvorable enmironment fbr 
relaxing regulatory restrictions 
concerning ORS. The government 
can make the market more fivor-
able for ORS products by banning 
the antidiarleals fri'otheir 
Ministry of Ilealth drug lists. In 
addition, companies can build 
alliances with government healtheducation units to increase aware­

hteness and demand fbr ORS. Corn­
panics call convert the generic 
public sector promotion ofr ORT/ 
ORS to brand awareness fbr 
commercially distribluted O1S. 

Following an animated discussion 
of the public health perspectives, 
participants moved into ways of' 

applying marketing approaches 
and techniques to ORS. The 
following section exp)lains the 
(hferences between commercial 
and(social marketing and pro\ides

sf ocathe elements ofta succissfl socialmarketing strategy 0r ORS. 

Diarrhoea causes loss of water
 
and salts
from the body.A child
who has diarrhoea can die if the 
water a!,d salts are not put back 

into his body.
 

THE BEST SOLUTION FOR 
REPLACING THIS LOSS IS 

O.R.S. 

11 
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Turning Public Health Goals into
 
Business Options 
Social Marketing for the ORS Marketer 
Social marketing isthe use of 
marketing techniques developed 
1w the private sector to achievv 
public sector goals.' Commercial 
and social marketing are alike in 
many ways: Both are customer-
oriel'ted; 1)oth attempt to afthct the 
behavior of audiences who pre-
scribe, sell or use the ofered 
produtct or service; anld both s 
the same nethodological approach. 
Just as with an colImerciad 
marketing strateky, a good socid 

Iiscmilv " .virl 1(11,inw . 

marketing stratekw requires each 
step to be carefilly plaiined. An 
effecive stratek' in 1)oth categories 
isbased on anl responsive to 
infornation derived from market 
research. Both also utilize classic 
marketing techniques, such as 
nmrket segmentation, 

Although the techniuuses are the 
same, social iinarketing objectives 
diflt'r from commercia marketing 

ojctie i oe important 

While commercihl ma'keting 
focuses on profits to the company, 
social marketing holds achievement 
of a pul)lic headth objective as its 
highest goal. Therefore sociad 
marketing, while it should henefit 
the commercial comnpany, aims to 
benefit society in generad. 

"I a sense WC are agentsfor 
social change, hotjust agents 
for commercial change." 

As a sigle accessie thrap, 

OT can save scores of !ives from 
dehydration, ai id O1S, the pack­
aged fwmitula containing the 
-ec('ssary ingredients for 
rehydration, leids itself to sociad 
marketing involvemnejit. Strateg 
developmnemit fbr commercial 
i marketing and social imarketing 
re(Ituires a coordlinatedl approach to 
the "Six P's" of the marketing 
mix: Product, Price, Place, 
Promotion, Politics, and Public 
Relations. 

A first-rate social marketing 
strateiy desigied specificadly fbr 
OIlS contains most, if' not all, ofthe 
f'ollow\ing elements: 

'Social inarketing iss)iintinies inteqreted as sobsidization of low-profit coininercial enterprises Iw the government or donor agencies, hit this 
interpretation \vwas not disciissed at the workshl p, nor is it presented here. Instead we ifuts on social ,narketing as classic marketinog with a 
social dimension, a sustainable venture which cati lbenefit thl colmllIlercial colipalnyandlied not require constant inpuots fi01 governments or 
donor agencies. 

12 
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Product 

* 	Aquality product isproduced b 
following good manufactulring 
practices (CMP). 

" WHO guidelines are fbllowed 
for composition of the ORS 
product. 

" 	Product presentation is attrac-
tire to the target consumers. 

Price 

* The ORS product(s) are affordi-
able to the target audience(s). 

Placedotr" 

* 	The ORS product(s) are distrib- 
uted \idely, including rural 
areas. 

Promotion 
t its 

p 
benefits to the consumer are 
stressed: 

ORT = fluids (including ORS) 
+ breasffeeding + food. 

Clear infonnation isprovided 
about correct mixing of OHS. 

The target audience iseducated 
on the optimum use of the ORS 
product. 

The strategy reflects familiarity 
with sensitive pulic health
issues relating to ORS, thereby 
avoiding mistakes such as co-
promoting ORS with 

watidharheals or with intiant 
formula. 

Politics 

Collaboration with public sector 
agencies isencouraged to 

coordinate promotions with the 

national health priorities regard-
ing ORT and diarrhea t-
mnent. 

Public Relations 

* 	Service to the community is 

publicized, in order to reflect 
positively on the company's 
image. 

How can an ORS marketer do 
social marketing? Examples trIom 
E. Merck (India) and Woodward 
(Paldstan) are presented in this 
document. E. Ierck directed its 

campaign at rural doctors in the 
villages of India, championing 
hreasteding and child well-heing. 
In contrast, Woodwand, capitalizing 
on rural marketing opportmities, 
conducted two distinct cainpaigrns 
directed at different groups. 
Another company, Searle (Paki-
stan), worked to increase aecep-

"Good corporate
citizenship is one of the 

very important 

objectives of any chiefe 
executive. The public 

relation benefits that 
you get out of this are 

a very pleasant 
i 

surprise in term Of our 
relations with the 

government and with 

doctors" 

Haider Kar 

tance of ORT in Pakistan, as 
evidenced by its production of a 
l)ooklet entitled -ACommitment 
to Oral Rehydration Therapy in 

Pakistan- which \waIs distribited to 
policy-m1'kers and leading physi­
cins. 
The first step imdeveloping a 
strateq for social marketing ­
estimating the size of the OS 
strnt tl size te 

market - is discussed in the 
followimg sectio. 

13 
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How Large isthe ORS Market?

A soumd ORS marketing 

program \\ill start with a 
carefil (jiantitative all(l 

qualitative analysis of 'themarket 
(emfland (1 S016.An aittrictive 
ORS market is the main economic, 
J1IstifilatiolI fi ;n organizationIs 
iivolvemeint. 

Many companies limit their market 
possibilities to the actual sales of 
their OHS pro(ducts and those of 
conmpetitors. The actual sales 
market is uistlally the l)elic'hlnark 
against which too mii ,vmarketers 
oe hiichi(es poectial sales, 

however, then the possible profht to 
be gailedl by OilS expands silb-
stauttially. While the actual itmrket 
can b( 'neasiired e(asily thr,ough 
trade amilits. calcilatilig the poten­
tial market is more complex since it 

involves the concept of'censumers' 
niee(Is. 

'I 
and the umnet needs? PRITECII 
dients the ORS imirket as sides to 
actdl and potential OHS Consurim-
ers, using an 11 step ftnuhl that 
c)llnbIines (lemographic, epile(io-

logical, and sales (lata to determine 
the potential ORS market ill units. 
This netho(lolok shows that a 

untapped OiS itmarket exists 
iiiniost coUities. IwITICI I 
recommends that intereste( paiies 
ise this nlethllo(olop, to (letermi e 

the ORS market potemltial as 
illustrated ill the fbllo\ig talble. 

"What is ironichere is that thefour companies 

[producingORS in the Philippines]are 
concentratingtheirpromotionalefforts on the 
urbanarea. Therefore, the consumers in the 

mral areasare umiderservedby us. 
Afr,
Afer thisworkshopwe have made a 

decision to go rural" 

-Manuel Salazar 
Marketing Director 
Pascual Laboratories 

14 



TABLE 1
 
How to Estimate the Potential ORS Market 

Steps Calculate Data 

1 Population tinder flve years of age 

Average uimlber of d(iarrheal episodes 
x per child per year 

3 I _Total diarrhea in one vewar among children 
S tinder five 

4 x Mnnimn mnmber of'ORS sachets required 

per (har'heai episode 

5 Total sachets required 

6 x %national coverage by the commercial 

sector 

7 Theoretical market in conimerciad sector 

8 Total ORS sachets available in commerciad 
- sector 

9 - Total ORS sachets sill needed in system 
(ORS deficit) per year' 

10 X 	 Factor representing the percentage of your 
company's penetration of' the target market 

11 	 Your potential ORS market 

YoirpotentialORS imarketflgu' iL'illserve as the baselineagains witichic 

Source of bata Example 

Census fi nures 5 million 

Epidemi()logcal data 
from the Miinistry 

C1)) Program 

4 episodes 

2N million 

CDD National Policy 	 2 sachets (based 

on 1 liter sahet) 

40 million 

Ministy, trade publi- 60% 
cations 

24 million 

Tnde ptiblications, 8 million 
ORS produtcers, 
importers, distributors 

16 million 

Market research, trade 70% 
au1dits 

11.2 million 

/lOl will set itoursales oljectivts 
(andb1dget) over a periodof timi, (i.e. 20% thwJfi*t letir, -10% the sconl leje.l 50% the thirdtle. andso on) 
accordingto the in(irket segment(s) yoU tti,'t. 
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Rural Marketing: Tailoring the Marketing Mix
 
M arket segmentation 

consists of'(ividing the 
total market for ORS 

into several stib-markets or seg-
ments, according to shared charac-
teristics. Aconsumer-oriented 
company's market consists of 

\vners
who difler incountless 
ways, including their needs, 
desires, inFconle, geographical 
location, biyingI)ehaiors, age, and 
level ofe,,(ication. Any of these 
vainables, alone or in combination, 
can he tised to segment a market. 

Alter segmentation. the ORS 
marketer selects the market 
segment(s) most attractive to the 
organizttion and then tailors the 
marketing mix to the target 
market(s). The ORS marketer 
should find it worthwhile tocustomize thL ;rodnct to satisfi,, the 
needs of' the consumer in the 
targeted arket(s). Thus an OS 
areter igarke. te sameOH'S 

marketer might take tile sane ORS 

Product and dlrent prices,
'se 

advertising and distril)ition chan-
nels to appeal to different segments 
of the market. 

At the workshop, G;laxo (Sri Lanka) 
and Abbott (Indonesia) presented 
case stihes which stimulated 
group discuissions about market 
segmentation strategies. They 

identified three stages in the 
prs oexpanding 
ing: 

1. 	 Identification of market seg-
ment opportunities using geo-
graphic, demographic, socio-
economic and educational indica-
tors. 

2. Selection of market segments 
according to: 

* attractiveness in terms of' 
market homogeneity and 
competitors; 

* the organization's resources 
and strengths in terms of' 
nmanpower, money and 
material; 

* product portfolio. 

3.Development of positioning and 
nmarketing mix. 

The 
hggroup discussed at length thehigh potential of the rura market 

segment, \hich is often overlooked 
by traditional pharnaceutical 
companies. In 1989, 75 percent of 
all people in developing countries 
lived i-i Governmentsrural areas.' 
often ,iinnot spend their limited 
ftnds eaclimg all rural people with 
health services and products. In 

contrast, private sector companies 
are more likely to have organized 
(stril)LtionI channels whilh ldlow\' 
consistent delivery of their prod-
ucts to rual populations. 

For the company interested in 
to the largely untapped 

rural popiilation, many creative 

options exist. At first glance the 
cost of reaching consumers in each 
remote, isolated village seems 
prohibitively expensive, particularly 
ifone uses mass media. 

Community-based promotions 
seek to leverage existing distribu­
tion networks to create entertaining 

Intelligenttargeting 

and planning reduces 
the cost of reaching
ruralpopulations by 

taking advantage of
 
community-based 

promotions and by 
focusing on keyjcsn e 

influentialgroups 

events involving the targeted 
consumer within his or her corn­
imnit-y. Two groups who exert 
considlerable infliuence over rural 

consuniers, yet who are often 
overlooked, are rural doctors and 
rural retailers. Two companies, 
E. Merck (India) and Woodward 
(Pakistan), have developed eflfec­
tive strategies for reaching rural 
populations in their respective
enironients. 

World Bank. WorMDr'Ireopment le/port 1991. New York: ()fbrd University Press, p. 264. 
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Reaching Rural Doctors inIndia
 
Abraham Verghese, General 
Manager,Pharmaceuticals,at 
E. Merck (India),describedthe 
situationin India that prompted 
E. Merck to enter the ORS 

market: 


n the I980s E. Merck decided 
to undertake a promotional 
effort specificaly designled 

with social responsil)ilit in ind. 
As a successfil company, E. Merck 
cotild altrd to act for India's well-
l)eing, without product prolitabilit, 
being the overriding concern. 
company knew that approximately 
10 percent of newvborns inIndia 
die from diarrhe-t and 60-70 
percent of diarried deaths are due 
to dehydration, so they decided to 
enter the diarrheal disease market. 

In 1988 the ORS market inIndia 
was crowded, \vith over 50 differ-
ent ORS preparations available. 
However, one company, FI)C Ltd, 
the ORS pioneer, held an over-
whehningly donilnant position, 
commanding 90 percent of the 
market. There were no sc nious 
competitors in their stronghold, 
which was the traditioad urban 
phannacy market. Although FDC 
controlled dmost al ofthe existing 
market, E.Merck notice(] that 
there wats a huge potentiad market 
that avisbarely being servediat dl: 
the ruand market. Seventy-three 
percent of India's population lives 
in rural areas. 

"India lives in its vilages." 

E. Merck analyzed tie
 
ndal situation and noticed 

seven importat difficul­
ties. First, India's large
 
gcographicad area causes0
 
constraints indistribution.
 
Second, low literacy rates
 
lead to constraints in 
communication. Finally, 
lov economic statis leads 
to constraints il Law much' 
consuners can pay. 1y 
marketing alow-cost ORS,
 

tilizing
E.aerck's well­
elope distribution 

channels and focusing the 
promotion on the group it 
knew best - physicians 
and phannacists - E. 
Merck saw that not only-
could it expand the overall 

ORS market hut it would 
also serve public health 
needs, which was its prima'y goal. 

In 1988, therefore, E. Merck 
laIuincled its ORS product, called 
Electrohion, which conforned to 
WHO guidelines for ORS compo-
sition. E. Merck made Electrohion 
widely availhle throughout its 
distribution channels in India lut 

focused promodional efforts on the 
nraJ Indian market. 

In developing its promotion 
strateky for Electrolbion, the 
company's management saw an 
opportunity to motivate its sales 
representatives and to allow tliciii 

to play a more interesting and 

ROAD TO HEALTH CARD
 

. 

, ... ,....
 

prestigious role than the tipical 
sades role. E. Merck found out
that, throughout India, each district
had a district health officer who 
hel monthly meetricgstfr all rural 
physicians working within that 
distric. E. Merck encouraged its 
sales representatives to attend 
these ionthlv utgs and helptee 

organize educational sessions on
 
speific ealth topics, suchias oiT
 
specific health topics, such is011T, 
which are related to the conpany's 
produc line. The company 
provided an incentive by reinlurs­
ing generously for transportation 
costs ad offering other special 
dlowances. 

17 
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At the meetings, sdes representa-
fives gave presentations on ORS 
and diarrhea; (istributed literatire 
and samples ofElectrobion and 
other E. Merck prodicts; pro\ided 
value-added iiformation such as 
cards outlining the symptoms of 
diarrhea aud child growth charts, 
and demonstrated correct ORS 
preparation. Afterwards the sales 
repiesentatives f()lowed up with 
personld letters (ncompaiy 
lutterhead to the nad doctors who 
had attended the meeting. in­
olvement in these iieetings 

achieved two useful objecfives 

" the sales representatives gained 
the imiotiationLas well as the 
prestige thilt goes witl Imanangig 
a usefll project and being 
received asLan equal )yphvsi-
cians; and 

" W atendigi rsitgitSyttedig and preseting at 
the ,nonthly meetings, the siles 
representatives made cost-
effective uise of their time, as 
they did Inot have to travel to 
ever, illage, or \isit eacl doctor 
inlidilually, illorder to promnote 
Electrol)ion sueesshilh'. 

To round out tkw proi-iotiov 
E.Merck created some u).slimer 
"pull" by printing posters which 

Slogans such as "ORS isfrom 
science, breastmilk is from 
nature"proved very popuhr. 
Sides representatives dso (istrib-

iuted signs saying "WHOORS 
fonnula availalble here" to dispens-
ing doctors aud phariuacists, and 
leaflets that describe the correct 
preparation of ORS lo (o-stimers. 

The results of the pM)erctio were 
impressive. 13>' 1991 E. Merck 

ranked second in ORS sides. The 
companv also made a genuine 
contiblution to improved socid 
well-being by expandig the ORS 
market to include the rtrad con­
sumer. And, although the cost juist 
al)out broke even with the profits, 
the "intargible benefits" of 
improved company image, 
morale and motivation of sales 
representatives added greatly 
to the value of its OLS product. 

Table 2 
Benefits of Rural Marketing 

* 	 The rural market is more perineal)le to a marketing effort idless 
competitive than the urban market. 

* 	 It flvors point-of-sale proinotions which are eflective yet uiot as expen­
sire ias ledia prolllotiolls.IsliS 


The targeted nd physicians and shopkeepers l)ecome enthusiasfic 
about ORS, thereby adding credilility, to ORS from the rulnd consumer's 
point of vww. 

- Sales people and distributors assume a prominent role in organizing 
creative promotions, which improves their self-esteemi, motivation and 
sales / distribfltioi perfbnance. 

* 	The fleld force develops v lual)h organizational skills. 

o 	By ex-panding the company's distril)Itloii network into nira areas, the 
Wpa'


promloted iies.iages c,)ieeningpromtedme'ags cnceingcomipainys other produict linies benief it. 

diarrhea in 14 local languages. * Involvenielt ofcoiumlniniy leadership hastens the nial consumner's 
Related messages, such isthe acceptance of the project. 
importance of continie(1 
l)reastfcedig diring diarrheal * ORS becomes more readily aeeessible to the rural population. 
episodes, were also promoted. 
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Targeting Rural Retailers inPakistan
 
Saifullah Khan, Marketing 1r , " , 
Manager at W. Woodward 
Pakistan (Private) Ltd., dis­
cussed the distribution and] 
promotional strategies devel­
oped to launch ORS in rural
 
areas:


C apitadizing on its experi­

ence in social marketing of' 
contraceptives, Woodward. 

entered the OHS market to 
strengthen its peliatric over-the­
cottnter product line. Its itiarket 
analysis raised Se\ eral important 
consIde-ations: 68 percent of* 
Pakistan's populat>,r live i nirnd 
areas. Almost all of Pakistan's 
16,(X)0 pharniacies ae located in r '.w c ' 1 auh'rials.(1'laihlo l(/inl 'odlrn'ipriolIionl m
urflan centers while there are over 
16/,00 general stores, most of' 
whieli are located in rral areas. the general stores. The rural ntral retailers tiroigh a prograni of 
Thotigh ORS distibtitioiawl marketing strategy explored short ecliatioitai set inars on the 
prowhotli has beenl dcregllate(I distribution and sales-diiven hettefits of'O(T and H()S. The 
since 1989 and was no lo,lger activities for the "push," and sales representatives atd distrii, I­
restictel to sale in phar,nacies, community-based activities and tors worked closely to develop ati 
only 10 percent of'general stores in-store promotion for the action plan which targeted shop­
throighotit the cointry sold ORS. "pull" as altenatives to mass keepers, an]d which also ilvolve(l 
Apparently ORS was still ifiliential Cotlnt
perceive(l media.The itltplciiteItatioll of'the ' Iitv leaders, 
as apharmacy )ro(luct,and was not stttegvrtelied heaily on the plysiciaIs, religiots leaders ano 
(istril)tited to 0nal areas,where capacity of the :ales ~trce'to sellool I asters. For eaci sei inar 
pharmacies are scarce. ool)ilize the resources of' the the (listillitos i(ei itifld 10-15 

distribitors w'ho,intutu, targeted shopkeepers wlio sold W\oodward's 
\Vo(warl's strategy f'tcse(d o run'ad retailers. ORS \\itliin the (listribltot's 
developing the !arge, untapped, 1iM1. A physician of'good local 
nrral market,leveraging its well- Akey eletetnt in the (listri)titionl tegit. physicio good oal 
established distriinitioi channiels to strategy was to etlhist the support oft 
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A key element in the 

distributionstrategy 
was to enlist the 
supportofrural 

retailers 
programofshort 

educationalseminars 
the benefits qf 

ORT and ORS 

which consisted of presentations 
about diarrhea, dehydration, ORT, 
and ORS. A local phmnnacist 
(ifan) \ewas present to endorse the 
seminar and act as a "resource. 
person." The seminar was held at a 
local school or in a coummitybuildilig. 

Sales representatives distributed 
eduhcational materials such as ORS 
traning !caflets printed in the locad 
langges, and displayed point-of-
sale materials, including posters,

obiles and display cartons. Tsession 
organizers presented the shop­
keepers with certificates that 
testified to their sccecssful complc-
tion of the training in ORT. At the 
end of, the seminar the organizers 
passed out order forms to the 
shopkeepers. Orders for ORS 
taken at the first seminar more 

dhm recovered all the costs of the 
seminar. 

\Voodward oIbtaied 1enefits fromthe training in addition to meeting 
the objectives for ORS promotion. 
Physicians, who played acentrad 

role inthe training program,i)ecalic interested iii anid niore 
klowledgeable aboit ORS anId 

ORT, which motivateththem to
advocate ORT. The retailerswad 
phanacists were educated IIn(d 

motivated to sell ORS particularly
Woodward's ORS. In addition, 
Woodward helped relay accurate 
infbnnation on the correct treat-

4 

ment of diarrhea to tie commu­
nity. The training motivated tie 
salesperson and the distributor, 
who enjoyed the opportunity toexercise skills that exteniled beyond
their daily sales routine. Moreover, 
the effort was highly cost-cthetive 

for Woodward, which only paid for
materials. The distrbutor covered
alloalexpenses relted to orga­

ii tc tt nIid )iomded the
refreshments. Fianaldy the activity 
achieved its iitialothjectiveatd 

increased the market f'r 
Woodward's ORS by expanding 
die reach of ORS to the nrd 
community. 

w' iP 

, - I\ Elq TI I., NIN G P-F/ 4,.17 

Tis Certificateisawardedto 

M/s 
in appreciationofsuccessfu(participationin the 

a 
on ORT 

ng o 
Marketing Manager Managing Director­

date: 

-l 
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How to promote to 
shopkeepers: 


* Reach shopkeepers 1y broaden-
ig the dlistntibtimn set-ip; 


appoint iiew distributors who 

work otitside the phanmacy 

market. 


Tan dithe company sespeople 
a(id (Istfitors omi sellinig 
techn ijues to use outside the 
pharmiac market. 

" ie OHS to ait moing product 
(e.g. sopp), ptbr 

SProvide tools such ;edatial
" lle tls strs,anduintof-e 

mlaitrials, 

Table 3 
EnlistingShopkeeper Support 

Organize a display contest amnong 
shopleepers. 

* Proride recogiion to the 
shopkeepers, such as continuing 
publicity to the display contest 

winners. 

@Hold a seminar !or shopkeepers
to introduce the concepts of ORS 

imd ORS and to lauinch the 

product.tional 

Award shopkeepers certificates 
attending the semiar. 

Provide incentives fbr purchlse,
such as free gwxxds or bonmses. 

What motivates shopkeepers: 
1. Profits: Encourage m imum 
profit through incentives and price 
discolnts. eiienrate optimd 
delmad tlro igli prolliooil 
slipport.
 

2. Social responsibility: Provide 
training aid education to help 
shopkeepers plty a useftul role in 
the community. lrepare promo­

muateids that illustrate tile 

service proiided to tie commnimity 
in sellinlg ORS. 

3. Recognition: Org liizta 
display contest ammog shlopkeep­
ers, award prizes, ami pulicize the
\i'mnnmer. TIhis 
 ill create recoginitiom 
inthe local coilmmitih oftlhe 
winner and may stimuilate coupeti­
tioi amiomig slhopkeepers to \\ill the 
ext OHS contest.
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Community Health Promotions inPakistan
 
Saifullah Khan of Woodward 
(Pakistan)alsopresentedan 
illustrationof an effective ORS 
promotion which used a cre­
ative alternativeto mass media: 

Baby Health Show
A baby health show isa 

loca, lcaltl child contest 
wlwc. e c]lil(lii bet\veen 6 

motls ati1 3 years oftagc arc 
assessetl for gene'al health. Ihe 
bialw healt show, ilitel(le(l to 
ctIicate IlIthles dl imt Cllil(l care, 
is?t a I)eiiitycCoitst. The 
co(iC)Ipail\.s aill) is to htighilighit 

C(l\adwrlls c()poite itliage iLs 
tlkl BaLI)', (arcotopaiy.Ihealtl co.Il 
cUwl to pti' lote \\'oC(lwarlIS OiRS. 
III c(.ss. thle conldiiVtle I)p 
promi(les at etcnte-ainili 16n1i fr 
the pio llotiol o 'c'nihl lealth alnI 
creates stlo)lg tics Ibct\w(tI 
\Voodward's sales represelitatives.
(listribl t-s IIAlcal illll til 
p(sllsrs 

Tile \o\v'arolsals Irep'*esctIita-
tive tidtelh cal (list ibuitor j iitly 

(levlope(l ,ctio,, lihtw to pre-par~e hbr the evet tul dividhe the 
rIspoC asi tilitits, TCmi ther theyIllv,.'ar(Isiun, \VoC iwxcAI lvt h(e 
C1tahtc(l arsItl 1ad1,,asters h CfthiIt
creatd ylwlwlthli coptitittee, schClool as vell as the scloolclil­\\Cxulwardl pro}vichel l)C st{,rs, 

pl-iCh(lc(l citertaimliievit 

I1V (listfl}bltltCr Crgatiize(l the y ierfotttiig, plays hting the 
!}anves, hdIil ills and pxalphlets, (rew), whNlC 

eV(TI.thistllitiot of the' priited items in 

pdblic places such LSthe market, 

afill K/urn i.ix tura iirkltiw'. 

general retail outlets and doctors, 
'linics. The(listilbMitor also ilc Iti­
fitila local school as the site foithe 
Biab I ealth Shbow iial ORS
Mixing Competition. Tlw disteibu-
tot anl sales rcepresentaltive tlhItai 

oltaillc(l thu Ileccssa'ly pertIits or" 

licelises for. ise of'the*pllitlspace
for thisc\event. 13vioIitliucviif ths toot11 h(ihliof 'i , tiina scliC)C,1 atnihtofl'ilt C)!,g,ytta-

Overfifty show3 have 
been held duringthe p at six yean, with 

enthusiasticresponse 
from doctors, local 

officials, dantrbutors,o~cas itiuos 
mothers, stutdents,

school staffand 

Woodward sales 

representatives" 
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To prepare for the event, locd 
health oficials or doctors obtained
 
chiklren's names and their innu­
nization and nutritiont status in
 
advance. The s-des representative 
coordinated doctors' participation 
who then served on the judges' 
paniel mmiiig thiecon petitioni. For 
publicity mileage, the sales repre­
sentative took plenty of photo­
graphs at thle event. Oftenl thleTRDMAKRDEAK 
media printed photos and wrote T] 
descriptions of the event for free ts 
a news item. 

At the l)eginning of the hedth 
show, a government minister ga'e 
a prepared speech about child 
headth. A prominent locad doctor 
delivered the ke\-fite speech on 
topics sucle aS th im portance of'4 
itilitnization, breastf'eeding, 
contraception, child spacing, and 
the treatment of' dehh'dration 
cat1sed by diarrhea with ORT. 
\'oh inteer (loctors selected three 
babies as wituters frotn each of' 
three age groups, according to the 
age/weight chart,immunization
 
sch(utle at(1 appear'atce. Prizes, 
 )
(onated by \\boodlward, were 
awarded to the inning children. 
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ORS Mixing Competition 
For the ORS Mixing Competi­
tion, three groups of mothers were 
invited onto the stage, where Al 
necessany items for the preparation 
of'ORS were dready lid out. 
After a mother prepared the ORS, 
a doctor reviewed the results and 
discussed with the audience what 
was done correctly, what w\as done 
incoiTectlv aid what had beeii 
flrgottet. wie j otherg•ll 
looked at whether tihe itother 
w\ashed her hands lefOre I)egln-
nig preparation of the ORS; 

whether she cleaned the utensils; if' 
she measired the ORS correctly; 
whether she me litiotied whiei to 
l)ecln adlmilisterilng ORS; amid 
whether she memitioied the 
importance of'contiftiig 
hreatstfeedliig anid niitrition. 
\Vinners of'the ORS Mixing 
Couipetitiol were awarded prizes 

11d certificates. 

III additioll to tlese actihitics. the 
sales represeitative distriulted 
h)o)klets on child care isss. The 

booklets indirectlvpr(uoted 
Woodward's products by highlight-
ing health risslcs Ibe treatedth)at ca

• i is tat 
using their ln)rdlmc'ts, 

The Baby Ilealth Show amd ORS 
Mixing Competition have met with 

Table 4 

Benefits of Community-Based Promotions 

Inolvement of'community leadership, physicians and the generll 

population in the promotion. 

* 	Exciting, high-profile actixitv for sales representatives and distributors. 

0 	IIigh pullicity for Woodward at low cost (printing materals and 
gifts only). 

* Free publicitvfroii lewspaper reportig about the event. 

e 	Community awareiness Ieiglteined about Woodward's ORS, its 
con'ect preparation and use. 

e Promotion ofcolaboratioi between governmlent health services, the 

school system, noii-govenimeital organizations and the mass media. 
standig of chijdrens heal issues reiiifbrced. 

CmmnitxI nde i f 

- Quick take-of'fof'Woo(dward's ORS sides. 

retiiarkable success. Over flf'ty Second, closer ties were fbrged 

een held during the l)etween \Woodward's manage­shows have 
past six years, with eithlsiastic nemeit, sales represelitatives and 
response fron eve-voie ilivolved, (listrilItors. Fimally, ORS ;Ilod 

OHT gaiied prestige I)y the publicfiich dig participating doc(ltors, 
e do'semiiemit of'phvsiciamis andlocal officials, distributors, 


Woodward sales r'epreselitatives, local officials. Most iilp),rtal t,

the ii (thers, st idenlts, aind schoolooh )dW\u'd achiieveh its prilm'v
 
staffL The health shows had several ohjectives, to protitte \oodward's
 

usefulIresults. First tlie proided ORS aid becoiiie knovii as the
 

elltertailmnemlt fhr the colmmltllity. Bak, I lealth Care comipally.
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The "Cracked Doll" Campaign: Using Mass Media
 
Euliza De Mesa, ProductMan-
ager,Ross Divisionat Abbott 
Laboratories(Philippines), 
discussedhow Abbott used the 
mass media in Philippinesto 
expand the marketfor their 
ORS productPedialyte: 

P e(liAlte is a liquid OiS 
\vhic costs much more 

.. ithan the powder presenita-
tion and therefore has I ieI eJdalif 

at the high-income market. 
Pedialyte in the Philippines is 
marketed in two concentrations, 
one of which fllows \lO guide-
lines an( is used for treatment of 
dchydntion, adl a low sodium 
concentration which ispromoted 
for the prevention of (lehydration. 
Until 1988 Abl)bott relied exclu-

Abbott wantedto 

expand its platform 


of ORS usersand enter 

the lairgeself-


medicationor "homn 
remedy" market 

sively on pharmacists anl (loctors 
to recommend and prescribe 
Pedialyte. Tegr i ailreadly the 
market leader in OS, Abbott 
wanted to expan(l its platfom of" 
OiS users and enter the large self-
melication or "home remedy" 
imarket. 

The objective Abbott .
 
set for the campaign 

was to expi-d tile
 
marl:et to the "home ""
 
remedy" categoly
 
through the use of'
 
the mass media.
 
Abbott took a(lvan­
tage ofthie 011Tpublic edliiol I 
capaiga COI(1cted
by the Ministry of 

Hedth to co veIt 
generic consumer 
geness o O ­
into demand for 

Pe(hlydNte.D 

Abbott targete(l 
young, educated, 
working mothers in . 

-

. 

_-

EFROM
DEIYDZATION. 

To 

the highest iicome ,.lk-dear-utinaisPcdIyte 
categories. Tile .ediai t I 

media mix consisted 

ofprint media, 

gpnpii's i.,ga. 
zinles, imI(l teleisiomm---­
witl a(kemtisimg
Iologht for primie tiie spots, 

(Iring finmily shows. The adver-
tisements' impact was made by 
the creative, bard-hitting 
images Abbott used to drama-
tize the dangers of dehydra-
tion. OMe seoies, called the 
"Cracked ])oll" callipaigl, ulsed 
images of'a (loll whose firce was 
cracked and broken,, with the 
accompanying text discimssiing ,hat 
happens to children siltering froin 
diarihea-related dehydration. 

w
 
" ." , 

Abbott comtiimiied to promote the 

doctor's role iw recoiusiieiding in 
their advertiseiiieiets that cousim­
ers comnslt their doctors and their 
local health centers for advice 
adolt tie treatmeit ofdiarrhea. 
Ablot fliished tlie promotion with 
a reiiewe( IaWe'llss ai1oIit the 
doctor's role iithie cosimmer's 
choice of OS, and with greater 
mimderstandling of the impact of 
media promotions to cols,..ers. 
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Allies inORS Marketing: Everyone Wins
 
HaiderKarrar,GeneralAlan-
agerand Director at Searle 
(Pakistan),talked about the 
value of collaborationbetween 
the private and the public 
sector,and amongprivate 
sectorcompanies: 

There -,ireimy reatsons wh 
aprivate comipany l)nefits 
from in cluding the pu blic 

sector or othe'r private companies 

,Ls allit's in its marketing plans. 
Most important, collaboration 
between the private and public 
sectors may inspire private 
sector companies to take public 

healthgoals and turn them into 

workable business options, 
which is the essence of social 
marketing. In addition, corporate 
itnage anid credibility are ipo 
in tile eves oftile governtiletlt, top 
physici ts amd, tiltimuatelv, tile 
pt iblic. 

Benefits of an ORS 
MarketersOrganization 
(Jollalbo-ttionl hetwet and ImtIigo aiodp
plblic agellcies ad private colupa-
nies can })e a very po\ertil tool fbr 
a-cieing plilic health goals smich 
as improving availability of OHS 
alld disselinatilig ORT eduitcatioti 
messages. One way to collaibotate 

is for ORS marketers and proditc­
ers to form -Ai ORS marketers' 
organization. Such atn1 organization, 
based on :diated interests, is much 
more powerfil than one companly 
operating idoe; it can negotiate 
more eflTctivelv itlh public health, 
organizations atlal goveriltlelnts. III 
~addition, companies cat l)rtiefit

from each other iw itiliziig one 
f otp a ys se it c'tingi moli \d 

cipicitvl to produce OHS fto--ing
 

aiother colp'4~W \\itl limited 
production capicit. Comllpmaies 
aso letlt l)collatoaiping on
 

prot iot-iot, tIerelvillpro tioig
 
erei) tlso 

Public health agc'ncies also il)eneit 
when priviate sector collpanies 
form orgn,iations. Com),panies

l1eon
tlt belong to or115iziticms are 
etsier to reacl \it ifotiatio oin 
health policies aid concenis tham1 
are indivial comtpaies. In tict, 
edt tcatinlg several comlpalies one 
by ome isoften prohiblitively time 

coisltning for the public, health 
edltcator. Ilereore, throtgh
priiailciption illan ORFS t11rketers" 
orgllizatioti an ORS mirketer cai 
leani ablotut state-of-t ic-art iliifot­
t tation, sici ls tile tlccessitv of 
icluding t00( and l)reastfe.,tig 

essages Il any ORS prmotion. 
msae nayOSpouto.-IhdrKra
 

. 

"One of the big

challengesIfaced in
chalege Ifae inpov(C 
my life was to turn 

healthobjectives into 
business opportunities. 

While you aredoing 

your normal business 
activity,an importantnationalgoal is being 

achieved" 

Haider Kar,-

General Manager and Director
 
Searle (Pakistan) 
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Benefitsfrom 
Collaboration 

)iscussions \with government for 
appropriate deregulation of'par-
ticutlar items can he of'enornous 
financial benefit to a company. In 
Pakistan, OiS prodlic(rs and 
intcnational headth organizations 
worked togethcr to eliminate 
barricrs to the eXpansioll of'OIlS 
markcting. PITECI Iencotraged 
OiS pro(hii''rs to reqi ,st a rebate 
oin the govermnmmeint iml ort duty 
placed oil foil, which isthe pre-
kmem'd packaging fomr OiS powder 
and the most expensive rw mate-
rial iseci illthe Oils prodluctioll 
process. a(l(itioln, the Pakistani 
gove'mueint lifte'd the r'estiction o1Selling Oils it~s a phil-ar cuticaldoprolict,thereby 'naling itto bei 


sold inlgencral stores thr oghouit 
the cointr, rathe(r than.just in 
pharmacies, hich are located 
mainly, in im'ban areas, 

These gains, which ill companies, and recehing endorse­many catses 
tunied OilS into a profitable ment by influential organizations
pro(Iict, would not haveC been such as UNICEF and PRITECH,
achieved if* OilS was (deliste(l,andia rebate onlPakistani OilS market-
ers vere not willing to work the purchalse of' fbil \\'a,;obtaine(d as 
together and with the govennent. well. 
Bv joining farces with other 

Table 5 

Enhance the Potential of Your ORS 

Identift a national oIbjective that isclearly related to our OiS oraniother proch ct or service you provide Hiecast the mitional objective as 
a business opportunity, aro1n(I which von \ill centcr apromo tion 
strategy in-yu OlS. 

lnipro'e OilS product appeal by promoting br'eastfe,,ding 1i(l ficding 
O S.leseach shiows that O)S, when coihiid with 

breastfe.eding and fteling, canllhp reduhice stool (I tpuit a11(Ii imration of* 
diarrhea. 

Assign a monetary valtc to the pulblic r'lations benefits 'onachieve
 
from the exercises listed alove. The added vdue \\ill probablv justiY
 

dievoting corporate tilie, in'oney almi cmcry,to OiS or any socially
 
beneficial prodlu it or serice.
 

Forge ties between vom compa yanm other OHS marketers andi the
 
government. Improved conmunication between these grolips may
 
improvc'e your co porate image aid liteilitate 4ffiwts to improve the
 
remlato'y climate towards your OHS.
 

27 



00 0000 	 O000000000
*OO **O0a0SS00 *a*OO *0000000000000a00000 0 	 OOO 

Who Benefits from Expanding 
ORS Marketing? 
The companies who attended - Establishment ofla network for - Improved coqorate image. 
tie workshop benefit from: continued exchange of ideas, * Improved relations with govern­
* 	Expeit technicad guidance f'romi advice, an( assistance. ient and public health agencies. 
PRITECI marketing specialists 0 Intangible benefits through 0 PossibilitV of relaxed gover­
regarding expansion of ORS increased commitment to ORS, iert elii nate \is-,-\is restrictive 
marketing. such tsenhanced corlpoate Iencimat is one I l)S. 

image and the oppotulnity to 
" Heightened sense of comimon 

interest and collaboration with demonstrate socid responsibil- 0 Opportunity to Show social 

fillow ORS marketers, instead it. respoisihilitv In'seIing the 
All ORS producing compailes community imiost inneed.of competition. 

" Shared knowledge about efihc-	 can also benellt since: The public sector will benefit 
PITECI Ibelieves that compaines because:tive aid creative ways to boost 

ORS deiand. who are committed to promoting Tle oIl ' \av to read the World 
Ihaltl Orgam izatio is'puiblic health

" Incre ased understanding about tihirORS Product inai a 	essive 
niminer targets of'80 perce it IIse Iw tie 

tile imliportance of, thle correct yet responsible and ethical 
thniportneof ,an ho tort \ill gaill til fbllo\\ii g advantages: ear 2000 for ORT and overallPro,lotiol 1of'()RS, and hlow to 	 dilicha Case 11,1 agel exlitis to 

implement it in tme marketplace. ()Ssales vastly increased. liporg toeliaist tae and a(ti 

participatiol of c Il I i ercial coin­
interest in e.nsuring that their 

processes of (listribition and 
!i: promotion ve(slic'(cssfl, and 

.miCaSli,r SUcC';S ill c)ltlr't( te'ns 
lsuchas clallged Iehavior. C(]­

/JI lalboratioln with tile c()mmercial 
, sector can result ill: 

* A cost-effectihe and sustainable 
ieth(ld to incretse ORS avail­

-. ab~ility. 

eflectiv\,
iAm, ietlh(d f'or spread­
ing correct health education 
messages.
 

Anotlher aveue fibrii cre;ing 
comuniinty a%arei(ss and uisc 
of ORS and ORT.
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Table 6 	 DIARRHOEA 
Impairs Nutrition 

What Can the ORS Marketer Continue Breast Feeding During DiarrhoeaDo Now? 
Breast Milk i' 

' ' ,mportanti.. points 
- Provides complete nutrition regarding Breast Feeding 

SDevelop, tight, well-structured market- - 1L.ps to fight infccti - Almost all mothers canDevplao eRSprouct.red - Helps earlier recovery breast feed successfully
n f tp celpshtt-.eightgain irrespective of the breast size 

- o sicioteconomic statusrand
SEnsure Your breast-feed is the " - Mother's motieation isimportanthat tihe ORS product conforms iT

best feed for your baby. Suckling isthe best stimulus 

to standards as lef ted 1y WHO for bestByrfor secetion of hreast milkthe 

good maniulactliing practices and ORS production ofi,ilk 
conposition. "'", Breast feed helps- you toCopsiin 	 get back to pre-pregnancy shape

and weiglst 

* 	Make sure messages recoi nending
 
continued breastfieeding are included in DO's DONT's
 
iepromotion stratek,and represented - Start suckling your baby soon - Do not give anything except
on aE promotional materials, including after birth. The first yellow breast milk during the first


OHS sachets. milk isvery essential for your four months.
 
baby. It protects your baby 
from infection. 

* 	 Remove from ORS saehets and promo- - Feed whenever the baby demands - Do not give bottle feed. 
tional materials any iessage or illustra- and feed till it issatisfied. 
ion promoting iifitnt formufla o~r lottle- - Both you and baby should be in - Do not use soap on the nipple. acomfortable position. Offer
 
t'eding, as they detract fromn both the nipple and areola into
 
1breawstfeeding.' the baby's mouth.
 

- Ensure regular good emptying - Do not keep agap of more
 
of the breast as this leads than four hours between
" 	Cease selling antidiarrheals, especially for to better milk production, feeds. 

children. 

* 	Expand availability of ORS sachets to the 
population most in need of them, i.e. 
per-urban (slums) and niral areas, 

* 	Seek partnerships with other players in 
the public sector, the private volntary 
organizations, an(l the commercial 
sector. 

" 	Realize die potential that ORS has to 
benefit the community at large as well as 
the marketer's. 
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ANNEX 1
 

List of Participating Companies
 
Dr. Subash Phaterpekar 

Medical Division Head 

Searle (India) Limited 

Bombay INDIA 


Mr. Abraham Verghese 
Manager, lharmaceutical Dhrsion 
E. Merck (India) Limited 

Bomhav INI)IA 


Mr. Bob Hage 

National Sales Manager 

P. T. Abbott Indonesia 
Jakarta INDONESIA 

Dra. Ina Setiabudi
 
Director
 
P. T. Pharos 
Jakarta INDONESIA 

Mr. Zulkarnein Sjarief 
Coimnercial Director 
Indonesia Farina 
Jakarta INDONESIA 

Ms. Endang ,uyarti 
Product Manmager 
PT Kiiia Faria 
Jakarta INDONESIA 

Dr. Julizar Tanzil 
Production Director 
Mr. Utomo Pusposuharto 
Miarketing Director 
P. T. 1raft 
Jakata INDONESIA 

Dr. Haider Ka-rar 
(;eneral Mamager and Director 
Searle Pakistan Ltd. 
Karaci PAKISTAN 

Mr. Saifullah Khan 
Marketing Ma,,ager 
\V. \\oodward Pakistan Ltd. 
Karachi PAKISTAN 

Dr. Mohammad Mudassir Mirza 
Product Developenwt Manager 
Wilson's Pharmaceuiticals 
Islaiabad PAKISTAN 

Ms. Euliza DeMesa 
Produict Manager 
Abbott Laboratories 
Manila PHILIPPINES 

Mr. Augusto Narciso 
Marketing Planing Manager 
Rhone-Ponlene Rorer 
Makati PHILIPPINES 

Mr. Manuel Salazar 
Marketing Director 
Pascual Laboratories, Inc. 
Qmiezon City PHIIiPPINES 

Mr. T.P. Balendran 
Managing Director 
Glaxo Cevlon Liiited 
Coloiilbo Sill LA NKA 

Mr. Silpaehai Leevirawong
 
Sales Administrator
 
Thai P.). Chemicals Co., Ltd.
 
Bangkok THAILANI)
 

'
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Other Participants 
Mr. Rudolph Chandler 
Marketing Specialist 
PRITE(II 
Arlington, Virginia USA 

Dr. Robert Northrup 
lnternational H1ealth Institnte 
l3,rown University 
Proidenlce, llhode Islmd USA 

Ms. Barbara Reese 
\\Vorkshop (;ooldrlittor 
Creative Associates Internmtioml 
\\'Ls;higton, I)C USA 

Mr. Steve Reimann 
\Vorkshop Facilitator 

Scieces fir Health 
Boston, Mssachusetts USA 

Mr. Camille Saade 
Workshop Leader 
PRITECI I 
Arlington, Virgitia USA 

Ms. Lucia Ferraz-Tabor 
PRBITECII Counitr-y Representative 
PIRITECII/idlzlesia 
Jakarta INDONESIA 

Ms. Holly Tucker 
\\orksli eporter 
PRITECH 
Arlington, Virginia USA 

Ms. Derry Velardi 
\Vorkslop ('oordimito 
Creative Associates hIternational 
\Wslhington, IXC USA 
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ANNEX 2
 

World Health Organization Guidelines for Oral 
Rehydration Products 

The total substance concentration (including that contributed by glucose) 
should be within the range of"200-330 mnmol/l. 

The indivihual substance concentrationof. 

Glucose 	 should at least equal that of sodium, but shoul d 

not exceed 111 mmol/; 

Sodium 	 should be within tie range of 60-90 nmtol/l; 

Potassium 	 should be within the range of 15-25 inimol/l; 

Citrae 	 should be within the range of 8-12 rnol/l, or 
bicarbonate in the range o!'25-35 niol/l; 

Chloride 	 should be w\ithin the range oft50-80 mnol/l. 

PRITECH has two other documents which will be of interest to 
the ORS marketer: 

" A Practical Guide to Prepare an ORS Brand Plan 

* Promotion Guidelines for Companie3 Introducing Cereal-based 
ORS Products 

These documents may be ordered directly from PRITECH. 
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