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PREFACE

This paper was commissioned by AlD’s Office of Population in order to obtain suggestions to
assig in the planning of future AID for-profit sector activities. The suggestions represent the views of the
authors and will not necessarily be incorporated in any future AID work.

The PROFIT Project is re-issuing thispaper initsorigind form as concept materid that influenced
PROHT searly design.
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Introduction

General Background

Non-governmental family planning services provison is often referred to as “private sector”
provison, an umbrellaterm that can cover the work of both the for-profit and the non-profit sectors. The
term, however, ignores fundamenta distinctions in the character and motivation of these two widdy
different groupings of organizations. This paper focuses on the for-profit sector and will refer toit assuch
throughout.

AID recognizesthat the for-profit sector isapowerful, resilient, and growing forcein the developing
world, and that private business has many resources that can help to close an everwidening resource gap
to fund a growing demand for family planning services. In addition, private business has established
infragtructures and a wide range of skills that can be utilized to propagate and otherwise support family
planning activities.

Inrecent years, AID generdly hasmadeit anincreasing priority to creste new alianceswith private
businessto support the devel opment process. Since the mid-1970s, contraceptive socia marketing projects
have worked with the for-profit sector to increase access to family planning. Nearly five years ago, the
TIPPS and Enterprise projects were launched to experiment with new ways of broadening the contribution
that business could make to achieving family planning goas.

Drawing upon the experience of for-profit projects undertaken by AID, this paper outlinesaplan
to enlist the varied resources of the for-profit sector to increase access to and transfer the costs of family
planning services in the developing world. It isamgor assumption of this paper that anew project will be
the main focus of AID’swork in thisarea

Defining the For-Profit Sector

All organizations within the for-profit sector share one common fegture: they live and die in the
marketplace, where the goods and servicesthey offer are traded for a profit. Beyond that point, there are
immense differences in the Sze, ownership, and purposes of individua businesses.

Private business is a network of highly specidized, tightly focused, cost and image conscious
entities. Some are at the leading edge of economic and socid development. Opportunities exist to work



Mobilizing the Resources of the For-Profit Sector

with the locd subsidiaries of mgor multinationas; indigenous large business (the governmentowned
Petroleo Bradileiro in Brazil, for example, isthe world' s44th largest corporation); and smal and medium-
szed firmsin every branch of the market economy. Because of the redlities of this Situation, working with
private business requires a different gpproach than that used in working with government and voluntary
agencies.

The mgjor objective of this paper isto provide AID with a clear map of the for-profit sector to
define the total market and show how it might be broken into managesable ssgments asthe basisfor project
activity. Using a marketing approach, the paper has grouped corporate collaborators according to their
possible motives for taking an active interest in family planning issues. This gpproach asks the questions,
“Why would these organizations want to buy what we have to offer?” and “What will make an active
involvement in family planning &tractive to them?’

For-Profit Sector Motives for Providing Family Planning Services

This paper divides for-profit businesses into three broad categories (derived from the experience
of TIPPS, Enterprise, and other AID projects), asfollows:

# Companies as Employers. Companies of al sizes, but paticularly the larger ones, provide
benefitsto employees, and the provision of family planning services can be an important additiona
benefit. Companies as employers have been the main focus of the work of Enterprise and TIPPS.

Dominant Motives. As TIPPS has demonstrated, certain types of companies can redize

sgnificant cost savings by providing family planning servicesfor employees, even when thefull costs
are met by the company. Enterprise has shown that many companies also are concerned about the
hedlth and wefare of their employees, even when no significant cost savings accrue.

# Family Planning Service Providers. These organizations provide hedth and family planning
services to the public on acommercia (for-profit) basis.
Dominant Motives. In this case, acompany’s dominant interest in family planning isthat

it could potentially increase its market, gain a competitive advantage, and boost profitability by
supporting the expansion of family planning services. Thework of SOMARC iswdl known inthis
field; TIPPS has been successful in promating family planning among insurance companies, and
Enterprise has developed some micro-businesses to sdl family planning services that have
established asmdl niche in the market.

# Corporate Citizenship. The for-profit sector has the resources to make significant voluntary
contributions to support the growth of family planning services as part of a country’s dl-round
development—ranging from poalitical lobbying to donationsto the sponsorship of rock concertsand
the promotion of educationa activities.



1. Introduction

Dominant Matives. Private business has a vested interest in the steady development of

acountry’s economy. Population growth isacritical issue with a profound impact on the sze and
digribution of the market and the labor supply—matters of great importance to business.
Furthermore, companies want good public relations; they want to be seen associdly responsble
partnersin overal development. Both TIPPS and Enterprise have had some limited experiencein
mobilizing corporate voluntary contributionsin the cause of family planning. This experience has
shown that the mix of self-interest and public interest motives varies from project to project. (See
Appendix A for adiscussion of working with multinationa corporations.)

Publicly Owned Business

Worldwide thereisagrowing trend toward the privatization of state-owned business. Nevertheess,
in many developing countries governments own and operate significant dements of the economy such as
oil companies, arlines, phone companies, farms, and mines. Many of these businesses operate a a profit
and some earn foreign currency. Those that do not still have strong incentives to redlize cost savings and
contribute to a country’s dl-round development. Both Enterprise and TIPPS have found themselves
undertaking subprojects with government-owned and -operated enterprises that are comparable to their
private sector counterparts.

While AID should focus primarily on private sector business as the leading edge of economic
development in a country, it makes no sense to exclude work with comparable public sector entities. If a
private mine can redize savingsfrom afamily planning project, so can apublicly owned one, andif aprivate
TV dation can highlight afamily planning issue, why not a publicly owned one?

An argument againgt including public sector entitiesin the scope of afuture project would say that
the sought-after cost transfer from public to private sources does not take place. The red issue here,
however, isthat indigenous business entities rather than nationd family planning organizations and foreign
donorsare encouraged to take up the respongbility for funding programs. Thisalowsthe budgets of family
planning organizations to be devoted to meeting the needs of those not covered by the organized
employment sector or other programs. A plurdity of funding sources for programs is created, and, for a
amdl cogt, publicly owned businesses can gain the same benefits that accrue to private business when it
supports programs.

In conclusion, the wider the range of local resources devoted to promoting family planning in any
society, the better, and the moveto diversify sources of funding and supply can only help towards achieving
locd sdf-aufficiency. Furthermore, by indluding publicly owned business, the total market will be expanded,
thereby creeting the opportunity for AID to be more cost-efficient and effective when working in target
countries. More potentia acceptors will be reached by using exactly the same andysis and skills drawn
from experience in the for-profit sector.
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Organized Labor

Trade unionsare established and growing in devel oping countries. With adear interest inidentifying
and campaigning for new benefits for their members, they have a potentidly important role to play in
promoting family planning programsin the workplace.

Experience gathered to dateindicatesthat individua unions have donelittle on their own to promote
family planning as abenfit for their membersather through generad campaigning or through rasing theissue
as part of the forma collective bargaining process. Some have, however, given their support to the
Internationa Labor Organization's (ILO) initiatives in family planning by working collaboratively with
employers and governments to promote family planning programs. With regard to initiating campaignsfor
family planning programs, unions are not well placed because they have many other urgent issues on their
agendas and proposed new benefits could become just another bargaining chip in what are often highly
confrontational circumstances.

These congraints notwithstanding, it would be desirablefor trade unionsto be brought into abroad
consensus of support for family planning programs as they are developed. At some point in the future,
unions involvement might be encouraged in away that will enable them to make:

# adirect contribution to programs, such as ensuring that programs are effectively implemented

# anindirect contribution, such asthrough ther recognition of afamily planning program as abenefit,
thus contributing to its indtitutionalization within employment contracts.



Lessons Learned from AID For-Profit Sector Experience

AID has atrack record of work with the for-profit sector—in contraceptive social marketing

(SOMARC), in working with both companies and service providers (TIPPS and Enterprise), in
information, education, and communication—EC— efforts (JHU/PCS), and in management training
(FPMT). Lessons have been gleaned from work in dl these aress, providing vauable indghts for use in
planning future projects. This paper draws on this experience in the development of the design,
implementation, and management gpproachesthat could be used in future Al1D-funded activitiesin thefor-
profit sector.

Lessons learned fall within the following categories:

External Factors

Y

The success of a for-profit project can be sgnificantly affected by externd factors such as the
existence of macroeconomic conditions favorable to private business, the host government’s
support for family planning, culturd and rdigious barriers, policiesthat facilitate program activities,
and the lack of redtrictive regulations, etc.

Project Design

#

Project conceptuaization and devel opment strategy (e.g., country selection, market ssgmentetion,
country program development) need to be given priority from the beginning of a project.

To incorporate family planning servicesinto various for-profit settings, asgnificant amount of time
and effort must be set aside for brokering, negotiating, and management consulting to various
companies, sarvice providers, as well as with those agencies which regulate them.

Evauation and lesson learning need to play a prominent role in a project from the beginning.
If cogt-effectivenessis not stressed in aproject’ s design, there will belittle incentive on the part of

project managers to place a high priority on exercisng wise economies in the management of
resources.
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Market Segmentation

#

It is essentid that private sector programs
P caefully “map’ the for-profit sector and segment it into different areas of activity

P learn the for-profit sector’s motives, methods, and styles of operation.

The development of different Sirategies and activities is necessary for each distinctive segment of
the total market.

Demand Creation

The success of working with the for-profit sector requires a business-like style that mirrors the
operating style and procedures of private business.

Private sector partners can be most successfully approached from abusiness perspective: aproject
should make financia sense for them to participate. In this regard, the cost-benefit analysis has
proven to be an effective toal.

Senior company managers are often just asimpressed by the prospect of potential health benefits
to their employees as they are by demondtrated cost savings.

Inititing and maintaining employee-based family planning programs requires participation at dl
corporate levels (CEOs, managers, medica staff, etc.), and different approaches are required for
different groups and various levels of decisonmakers.

Knowledge, atitudes, and practices (KAP) surveys are an integral and essentia part of demand
cregtion, and, independently, have persuaded CEOs and managers of the advantages of providing
family planning services.

Service Delivery

#

Once acompany has been convinced to provide family planning services for its employees it is
imperdtive that the resources and skills necessary for the swift implementation of service ddivery
and other project activities are available.

Private service providers (for-profit and not-for-profit) often require extensve technical support
to develop and implement family planning activities.

Private service providers often need help in the organization and management structure of their
organizations.
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Leveraging Corporate Resources

#

Thefor-profit entertainment and consumer product sectors can be convinced to cover some of the
cog of promoting family planning messages. Thekey isto find just theright mix of salf-interest and
public interest motives on which to base approaches to this sector.

Staffing/Management

H

Project staff with ablend of for-profit and public sector experience need to bein key management
positions and should congtitute amgor portion of a project’s staff.

The ability of saff to be flexible and to make rapid Ste decisons is criticd to effective working
relations and project success.

Because of the congtant monitoring and technical assistance required to support for-profit family
planning activities, the presence of in-country or regiond advisorsrepresentatives is vitd to the
success of many programs.

Sustainability

#

For-profit sector programs do not first and foremost address the needs of the poorest members
of a country’s population. What working with the for-profit sector does do, however, is help
indtitutiondize self-sustaining programs, which can then free resources for areas of highest need.

Private sector participants can often co-finance aproject, paying for training, marketing, materias
or sharing other codts, thus helping to reach self-sufficiency.

Contraceptive socid marketing (CSM) projectsthat use an existing commercid infrastructure are
more efficient and increase chances for sustainability.
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Goals

Theprimary god of AID’seffortsinthefor-profit sector should beto achieve the grestest for-profit
sector contribution to the support of and funding for family planning servicesin developing countries. AID
must also dtrive to transfer to host countries the concepts, technologies, and experience necessary to
mohbilize the for-profit sector in support of family planning.

Inaddition, each intervention should initsalf be cogt efficient in relation to thereturnsachieved. AID
should promote crestive, and, in many cases, sustainable subprojects with the potentia to expand thelevel
of for-profit sector involvement in family planning. In addition, efforts should be made to achieve
quantitative resource and service ddlivery gains.

Objectives

There are a number of complex, interrelated objectives in mobilizing the for-profit sector. It is
helpful to group them under three headings.

# Policy/Behavior Change Objective
Following on the experience of both Enterprise and TIPPS, it isclear that no real progress can be
made in for-profit sector family planning activities unless, by argument and example, policy/
atitudind changes can be brought about that creste a commitment to action by the following

groups.
P Private and, when appropriate, publicly owned enterprises

P Privatevoluntary organizationsthat can work inaservice ddivery or other capacity to promote

family planning among businesses
P Governmentsand their agenciesin order to cregte the conditionsthat will permit and encourage

for-profit sector family planning activities.

Thisthird group isespecidly important because, while public sector activitiesin family planning are
well understood and Structures exist to give them support, thisis not the case with the for-profit
sector, whose roleisill-defined and sldom integrated into a nationd family planning strategy.
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It is critical that the for-profit sector’s role be understood by both government and non-profit
agencies. Thiskind of development has aready begun in Zimbabowe, wherethe Zimbabwe Nationd
Family Planning Council has created a private sector committee to coordinate its work with the
work of TIPPS, Enterprise, and SOMARC.

Financial Objective

A second prime objectiveisto enlist new resources from for-profit and comparabl e public sector
entities for the support of family planning services. Specificdly, efforts should be made to:

P Trander the codts of service provison from the budgets of publicly funded family planning

agencies to private companies and publicly owned equivaents
P Ensurethat most programs are congtructed so asto be financidly sustainablein themediumto

long term
P Capitaize upon successes to leverage the involvement of smilar companies.

Service Delivery Objectives
Tangible improvementsiin the provision of family planning services are ahigh priority, specificaly:
P Increased public awareness and acceptance

P Increased access
P Better qudity of services
P Increased contraceptive prevaence.

The TIPPS and Enterprise experience illustrates that the first three of these service ddivery
objectives can be achieved; whether increased contraceptive prevaence could result isdebatable,
but it ssems unlikely in the short term. This is essentialy an unknown because of alack of basic
information about the Sze and potentid of the for-profit sector asa“market” for family planning.
Neither Enterprise nor TIPPSfully mapped out thetota potentid private sector contributionin any
given country.

What is aso clear from the Enterprise and TIPPS experience is that it takes time to redize an
impact in terms of family planning services. It comes a the end of along series of developmental
steps that begin with trying to influence policy and include facilitating implementation, service
delivery, and monitoring.

10
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Sequence of Work toward Objectives

The logica sequence of activities aimed toward achieving these objectives would normaly be as
follows

# First, work to change policies and/or behavior

# Once palicy has been changed in favor of family planning, begin efforts to convince companiesto
inves in family planning services

# As s00n as companies have begun providing family planning services, work toward achieving
service ddivery objectives.

Measures of Success

It is important to identify which measures of success relate to which activities, based on ther
relaionship to the three overal objectives presented above. Some subprojects, for example, will be
successful in terms of policy, finance, and sarvice delivery objectives; others will only be able toleverage
sgnificant resourcesin cash or air time, and consequently will not have ameasurableimpact on accessand
savice ddivery.

Conddering the scope of these types of activities, it is dmog a given that some activities will fall.
It should be understood, however, that even those subprojects that are failures can provide valuable
knowledge about how to work with the for-profit sector. By the same token, lessons about what does
work will dso accumulate. Thisexperiential knowledge must continually beincorporated into the decision-
making process.

11
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Areas of Concentration

Asgtated above, thefor-profit sector can be segmented into three target groups, each withitsown
interests, motivations, and potentia for contributing to the provision of family planning services. Building
uponthisdescription of these target groups, the areas of concentration for future AID work inthefor-profit
sector should be the following:

# Organized Employment Sector
With the groundwork aready laid by Enterprise and TIPPS, work in this area ought to result in
what the for-profit sector refersto as “cash cows.” These are enterprises that give high rates of
return with little developmenta work and onesin which operating overheads are consstently low.

# Service Providers
Work with service providers has agreat ded of potentia, and continued efforts should be made
to explore opportunities with insurance companies, hedth maintenance organizations (HMOs),
medica personnd (through their associations), and micro-businessinitiatives.

# Corporate Resources
Work to leverage corporate resources will be of acompletely pioneering nature. It will involvethe
classic venture capitaist gpproach to program development, i.e., investment of rdatively smal sums
of money on a speculative basis to explore a market's potential. Work in this area should be
judged by thereturnson investment it bringsto family planning. For every dollar spent, there should
be three or four corporate dollars, or the dollar equivaent of time and non-cash resources, invested
in family planning-related activities.

I n-depth discussions of work in each of these areas of concentration are contained in later chapters
of this paper. At this point, however, it isimportant to emphasize that while different in focus and content,
al three areas of concentration are linked by the common aim of mobilizing the resources of the for-profit
sector. Thus it would make sense for AID to design a project with a comprehensive approach to the
business community asawhole. It isaso clear that work in each of these areas could be done with ahigh
degree of independence. This could be handled with distinctive projects or parts of the work in each area
pursued by different existing AID projects. These possibilitiesare opento AlD asit setsstrategiesfor future
work with thefor-profit sector. If work in each areais pursued separately, however, itisessentid that work

13
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in al areas of concentration be closdy coordinated and mutualy supportive: nothing would dienate for-
profit companies more quickly than uncoordinated and competitive bids for their involvement.

Stages of Development

In working in each of these areas of concentration, it should be kept in mind that two critical
elements must be linked: the creation of demand for family planning programs and the supply of technical
assgtance, as needed, to further the implementation of service delivery and other related activities.

Broadly spesking, work in each of the areas of concentration should progressthrough three stages
of development:

# Market Segmentation
Thisentails a careful andyss of the total market to determine the kinds of companiesitincludesin
order to develop a comprehensive profile.

# Demand Creation or “Selling” the Idea
Frequently involving a cos-benefit andyss, this centers on sdlling the idea of family planning to
companies and negotiating an agreement with them to commit their own resources. Thisdso entails
leveraging activities and resourcesto obtain the additiond involvement of new companies, agencies,
or resources. A continuing process throughout this stage includes the devel opment, refinement, and
testing of critical tools such as cost-benefit anayses, surveys, presentations, and networks of
contacts.

# Facilitation of Project Implementation
Project interventions will vary depending on the target group concerned, e.g., developing service
delivery through aclinic-based program in afactory (organized employment sector), or negotiating
amagjor donation or the creation of anew marketing strategy (corporate resources). Oncea“sae’
is made, AID mugt share with the company the burden of putting the service or activity into effect.

In the organized employment sector programs, these stages of development should be lesstime-
consuming because the work done by TIPPS and Enterprise has dready laid the groundwork for getting
activities quickly started. On the other hand, in the other two areas of concentration, activities such as
business andyses and the development of ideas, operationd tools, and marketing skills will take longer
because less prior work has been done. Considerable front-end research and brainstorming work is
essentid, and activities in these areas of concentration should not be undertaken without a clear
development plan.

14
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Use of a For-Profit Sector Approach

Future Al D-funded for-profit sector activities should strive to show the for-profit sector that savings
canberedized, that markets and profits can be expanded, and that public relations benefitswill accrue—dll
primary motives of for-profit sector involvement. To achievethis, it will be necessary to adopt an aggressive
for-profit sector gpproach in order to:

# Market family planning services/activities (create a demand)

# Function as a broker between companies (consumers) and service providers (producers)
# Transfer skillsto service providers
# Leverage project experience to enlist other companies and service providers.

Any futurework inthis sector should d so measure performance and respond to successand failure
with the same “bottom ling” attitude typica of a private company.

Brokering Service Provision

Companies (and other types of organizations within the organized employment sector) know little
about family planning services provison and whereto find it. Consequently, brokering between companies
and service delivery providersis essentid. The process of matching companies with the most appropriate
sarvice providersand providing follow-through to implementation can be very time-consuming and should,
therefore, be considered a mgor activity. Brokering these relationships entails explaining options and
dternative methods for delivery to company management; contacting potentiad providers and counsdling
them on how to gpproach, price, and negotiate service delivery; as well as negotiating with regulating
agencies.

Country Selection

Important characterigtics used to select countries for AID-funded activitiesin thefor-profit sector
should indude the following:

# A Commitment to Family Planning
Countries should befirmly committed to family planning: companieswill be rd uctant to takeahigh-
profile pogtion on family planning in countriesin which thereisambivaence or even hodtility toward
family planning. Generdly, these will aso be countriesthat dready have afairly high contraceptive

15
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prevaence rate, which comprehensive public sector support fostered inthefirst place, and that are
in the consolidation (with modern method prevalence of 35 percent to 44 percent) and mature
(with prevalence of 45 percent or higher) stages of family planning development.t

# A Secure For-Profit Sector
The for-profit sector should have confidence in its future so that it can gppreciate the long-term
investment that family planning represents. It should be operating without excessive government
interference. TIPPS projectsin Zimbabwe and Peru were adversdly affected by the intervention
of theloca sociaist governmentsin thefor-profit privateinsurance sector, which asaconsequence
logt the incentive to become involved in the provison of family planning services.

# The Existence of Potential Service Providers
There should be hedth care service providers, induding family planning private voluntary organi-
zdions (PVOs), that are capable of expanding into the area of quaity family planning services
provison.

It is important that AID focus on eight to ten countries that fit the above criteria. This would
enhance the prospects for mobilizing as full a range of for-profit sector contributions as possible. In
addition, in an effort to learn more about working with the for-profit sector in different settings, a future
project might want to consder working on a limited basis in a few countries with established market
economies but with lower prevalence rates. These might include countries in various stages of family
planning development, such as Nigeria, which is in the emergent stage (prevaence less than 8 percent);
Pakigtan, which isin the launch stage (prevalence of 8 percent to 15 percent); or the Philippines, whichis
in the growth stage (prevaence of 16 percent to 34 percent).

Leveraging For-Profit Sector Experience

As AID gains more experience in working with the for-profit sector, efforts should be made to
disssminate the results of project activitiesto different audiences, e.g., other donors, Cooperating Agencies
(CAs), PVOs, non-governmentd organizations (NGOs), and governments. Dissemination activities that
should be carried out include the following:

# Regional Conferences
Regiond conferences should present the results of activities to for-profit sector companies and
policymakers. Funding for these conferences should be solicited from for-profit sector
organizations. Ther investment in the conferences would demondtrate the for-profit sector's
commitment to family planning (and may aso serve as a measure of success).

YThis typology is taken from “Moving into the Twenty-First Century: Principles for the Nineties.” Family
Planning Services Division, Office of Population, AID. April 1989.
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4. Overall Strategy of Future Work in the For-Profit Sector

Business Leaders Conference

Aninternationa conference should be heldin New Y ork to present the resultsto businessleaders.
The purpose of thisactivity would beto interest them in work with for-profit sector family planning
efforts.

Donor Conference
A conference smilar to that of business leaders should be held with donors, and the possibility of
ajoint donor-busi ness conference should be considered.

Trading Modules

Traning modulesfor service providers should be devel oped. The modules should focus on business
communication, cost andysis, survey development and analysis, and computer presentetions. The
modules would serve as guides for service providers who are interested in initiating and
implementing family planning activities on tharr own.

Publications

Occasiona papers focusing on lessons learned and the results of specid studies should be pro-
duced. The audience should be governments, donors, private companies, and CAs. In addition,
sophi sticated, well-designed brochures describing theimportance of family planning intermsof cost
savings and health benefits should be devel oped for for-profit sector companiesin less developed
countries. Efforts should also be made to have press and media coverage.
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Working with the Organized Employment Sector

Introduction

Enterprise and TIPPS have demondtrated that family planning programsin the organized employ-
ment sector can be established successfully and have good prospects for financia sustainability. Work in
this area should continue and expand to new and different types of businesses including publicly owned
ones. The companies included in this area should primarily be those that dready provide some hedlth
benefits for their employees.

Market Segmentation

The totdity of the populationin employment should be mapped to enable gppropriate targeting so
that the maximum impact can be redlized in terms of achieving objectives. This process will aso create a
marketing map for a country so that progress in market penetration can be charted and fast-growing
segments distinguished from dow-growing ones, and the areas in which new interventions or “products’
need to be developed can be identified. The long-term aim of any future project should be to completely
saturate as many segments of the totd market as possible with family planning provison.

In each country with proposed activity, the total nationa market should be segmented as follows:

# Company Classification
P Companiesshould beclassfied usng“ sandard indudtrid classifications’ (SICs), such as, agri-

culture, condruction, transportation, manufacturing, wholesale, retail, and financia services.
P Didinctions should be made related to work force s ze, type of employees(i.e., white- or blue-

collar), and gender of the employees.
P Organizations should be classified according to types of ownership:

*  Private companies, indigenoudy owned, and multinationals
»  Governments and parastatals
» Cooperatives

» Sdf-employed workers (through their associations)
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P Companies should be sorted according to whether they do or do not provide hedlth benefit

programs. Thisisacriticd distinction because acompany providing no benefitswill, of course,
not accrue savings from introducing family planning services.
P Potentia for company/sector employment growth should be assessed. Agricultureand mining,

for example, tend to be reducing their demand for labor, whereas communications,
manufacturing, and tourism are, generdly spesking, increasing it.

# Ability to Pay for Family Planning Services
The generd information about the distribution of people in employment in a country needs to be
cross-correlated with the capacity of companies to fund family planning services. TIPPS and
Enterprise have shown that companies can be dassfied into three “tiers’ based on a willingness
or ability to pay for dl or aportion of family planning services:
P Tier 1: Thistier incdludes companies ableand willing to pay for family planning serviceswithout

any outsde subsidy (The TIPPS modd).
P Tier 2: Thistier indudes companieswilling to provide family planning services but unable to

cover initid start-up cogts (The Enterprise modd).
P Tier 3: Thistier includes companies or associations of companies that are willing to provide

family planning services but are unable to pay for dl or alarge part of initia start-up and
recurrent costs. (The employees of such companies should be referred to the public sector.)

Itisimpossibleto tell from the experience of Enterprise and TIPPS, however, just how large each

tier of companies might be in any given country. As a consequence, there is no estimate as to what
percentage of the total market each tier represents.

Company Selection

Using the results of the mapping discussed above, the companies targeted to participate in future
AlD-funded for-profit sector activities should be chosen according to asystematic plan. Priority should be
given to well-established companies with the potentid to:
# reach the greatest number of people

# leverage their experience with family planning to convince other companiesto offer these services
to their employees.

Selection should dso be based on a company’s ability to pay for family planning services. Any

future project should emphasize those companies that are able to fund family planning programs without
asubsidy. Consideration should also be given to companies needing initid start-up costs but which can
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5. Working with the Organized Employment Sector

cover the cost of services oncethey are underway. These projects should be carefully monitored (asshould
projects dready started by TIPPS and Enterprise).

Demand Creation

#

Stage 1: Demand Creation with Target Companies
Demand crestion, in the context of work in this area, refers to finding ways to convince carefully
chosen companies to include family planning services as a benefit to employees.

Demand creation with companies should usetools such as cost-benefit analysesand KAP surveys
to demondtrate the cost savings and hedlth benefits. Unlike the TIPPS project, which took ayear
to complete these analyses, the methodology used should be refined and smplified so that the
period is shortened to approximately three months. The results of these analyses should be
presented fird to the highest levels of management, and then to middle management, dong with an
action plan for implementation of family planning services. As TIPPS experience has shown, it is
critical to convince CEOs, boards of directors, and operationa management staff of the merits of
family planning programs

Variations on and aterndives to the cost-benefit andyss might include the following:
P Hypothetical examples of program costs and the resulting hedth benefits (such exampleshave

been successfully used to convince companies by both Enterprise and TIPPS)
P The development of new toolsto find waysto reduce the time needed to create demand. One

possibility would be to devel op a publication which reports the results of analyses carried out
in Smilar companies.

Stage 2: Demand Creation through Dissemination Activities

Once the key companies have initiated their own activities” and are convinced of the cost savings
and hedlth benefits of family planning, these examples should be presented to other business|eaders
at conferences, luncheons, or workshops to “unlock” their interest in the issue. The objective of
these activities should be to convince new companiesto initiate family planning services based on
the successful case examples of smilar loca companies.

Both the Enterprise and TIPPS projects have demondtrated that the use of prominent business
leadersto act as spokespersonsfor these activities can be very effective. For example, TIPPS con-
ducted dissemination activities a workshops and luncheons in Peru, Zaire, Zimbabwe, Bolivia,

%0r even before—TIPPSwasableto convi nce some companiesto providefamily planning servicesbased solely

on another company’ s decision to offer the services.
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Brexil, Indonesia, and Nigeria. These meetings resulted in anumber of companies requesting tech-
nicd assganceto initiate family planning services.

Other approaches that have been used include the following. In the Philippines, the Population
Center Foundation found it adequate to introduce managers to the idea of industry-based family
planning services by giving them asmdl, attractively designed pamphlet that summearized the savings
redlized by aloca garment manufacturing firm providing family planning servicesfor itsemployees.
In India, TIPPS, in collaboration with IMPACT, has developed a publication that presents the
success of the Tata Sted Family Welfare Program. The publication will be distributed to other
Indian firms and e sawhere in the for-profit sector around the world.

Service Provision

#

The Brokering Process
As gated above, brokering the right match between acompany’ s needs and aservice provider is
acomplex, time-consuming task and, as such, requiresamgor effort.

As s00n as a demand for family planning services has been crested, suppliers must be reedy to
provide those sarvices. The options for providing family planning services to for-private sector
companies should be explored from the beginning of activitiesin a country, and service providers
should be identified, e.g., PVOs, hospitass, clinics, medical groups, etc. that might beinterestedin
providing services.

Service Provision Scenarios
Different scenarios for asssting private companies should be developed depending on the tier:
P Tier 1: Savicesinthistier will bepaidfor, infull, by the company. Assstance should be pro-

vided to company officidsto help themidentify the most gppropriate mechanism for providing
these sarvices. This might include developing in-house dlinics, payment plans for sending
employees to private service providers, or contracting with alocal service ddivery provider
(aPVvO) that marketsits services. For example, in Peru the TIPPS project identified two small
PV Oswilling to provide servicesto the Milpo Mining Company on acommercid bass Milpo
then contracted with the PV Osto carry out |EC work, staff training, and program monitoring.
P Tier 2: Toinitiate services within thistier, a subsdy may be needed to cover start-up costs.

To identify which companies should receive subsidiesand & what leved, theremust beaclearly
aticulated set of criteria based on a business analyss and factors such as whether a good
prospect of sustainability exists once AID support ends.

Subsidies should be provided in two ways:
» Directly to theservice provider supplying thefamily planning servicesfor |EC, training, c.
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» Directly to the company. There can be no objection to the principle of giving small grants

to companies that would incur some expenses to promote the private/public good in the
form of family planning; this type of thing is done dl the time in theform of tax bresksand
development grants. The challenge would be to negotiate a good ded in terms of the
amount of the subsdy given and the baance of public benefit which accrues.

Tier 3: There will be a number of companies that are unable to pay for initia start-up or

recurring costs. These companies should not recelve subsdies, but arrangements could be
made for the public sector to provide services.

In addition, Enterprise and TIPPS experience has shown that there are some difficulties that
could arise during this process, which should be kept in mind when choosing among various
schemes of service provison:

» Private providers may be too expensive.

» There can be difficulties with ensuring areliable, adequate supply of commodities.
» Many non-profit service providers may lack the management, adminidrative, and mar-

keting capabilities to ded with private business.
*  Some PVOs may be reluctant to charge for services.

e Subsdies by nationad governments and internationa donors can sometimes ifle loca
entrepreneurid family planning initiatives

Measures of Success

Whenlooking at programsin the organized employment sector, overal impact should be assessed

throughout the implementation of activities, using different measures of success. Below arethree categories
of indicators that might be used (note that these categories are based on the overal objectives described
in Chapter 3):

#

Policy/Behavior Indicators

P

The degreeto which the program affects policy decisonsat the country aswell asthe company

levd.
The sustainability of family planning programs and factors such as their incluson in contracts

of employment, which would imply inditutiondization.
The degree to which family planning activities are simulated in other companies based on

dissemination activities.

Financial Indicators
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P The amount of cash and management time invested in family planning activities provided by
private companies.
# Service Delivery Indicators
P The number of new acceptors of family planning
P The number of transfers of acceptors from public clinics and community-based programs
P Anincreasein the use of more reliable methods.
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Working with Service Providers

Introduction

The second important areaof emphasisfor futurework should be privatefor-profit health careand
family planning providers, aswdl asthose PV Osinterested in sdling some of their servicesfor aprofit. The
overal objectivesin this area should be to:

# fill the service provison needs created through work with programsin the organized employment
sector

# encourage and assist other potentid providersto incorporate family planning productsand services
into their existing hedth care channdls.

To the degree that the for-profit sector is enlisted in the provison of family planning services, the
burden will be shifted from the public hedth care infrastructure to private sector networks, increasing
access, reducing foreign donor dependence, and, at the same time, heping to indtitutionaize the concept
and use of family planning. As Appendix B shows, the current role of for-profit providers of family
planning servicesin the developing world is dready extengve in many countries,

One of the critical dements of work with service providers will be the trandfer of the kills and
management tools needed by these providers to be able to create their own market for family planning
programs.

Market Segmentation

Although Enterpriseand TIPPS, aswell as SOMARC, have each worked with different commer-
cid providers, amgor drawback associated with this area of concentration is that little has been doneto
map out its overdl sze and depth. As areault, it isdifficult to know what its potentid contribution to the
provison of for-profit sector family planning services might be. Therefore, the market in each sdlected
country should be segmented into Six distinct categories, namely:
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# Private voluntary organizations: PVOsthat provide family planning services®
# Fixed-facility service providers: private hospitas, clinics, and hedth centers
# Medical personnel: physcians, nurses, midwives, paramedics, traditiona birth attendants

# Health Plan Providers: group hedth plans, insurance companies, pension plans, and private

associations

# New micro-business initiatives: smal busnesses set up to fulfill a specific unmet demand for
family planning

# Contraceptive manufacturers, distributors, and retailers.*

Selection of Commercial Providers

Once country selection has taken place, identifying opportunities for working with specific com-
mercid providers should be carried out as part of the market segmentation and country assessment
process. Selection should be based on a number of factors:
# The provider’s potentid for creating or expanding the market for its family planning services

# Whether the provider hasany influencein larger networksor associations, e.g., HMO associations,
medicd associations, hospita networks

# The provider’s potentid for long-term sustainability and inditutiondization of the family planning
services

# Whether the provider iswilling to accept an initid period of financia risk.

3PV Osthat areinterested in charging fees for their services should be included. Just as it makes no sense to
excludepublicly owned business, so it makes no senseto exclude PV O activity that is“ commercial” or profitmaking. The
profits PV Os generate in these activities can be used to subsidize other activities targeted at the poor.

Al though contraceptive manufacturers, distributors, and retail ers have been categorized with commercial pro-
viders in the past (Enterprise Project Paper), they are not discussed in this paper, although the potential range of
activities withthesegroupsisimmense. AlD hasseveral activitiesunderway with thesegroups, e.g., SOMARC. In Brazil,
for example, the private market provides 85 percent of all contraceptives. In other countries, the rate isalso high.
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6. Working with Service Providers

Fulfilling the Demand Created for Family Planning

A variety of service provision options should be explored to respond to the demand creation
activitiescarried out within the programsin the organized employment sector. In order to achieve the most
appropriate match between companies and service providers, service providersinterested in“ sdling” family
planning services under avariety of different circumstances should beidentified during the period inwhich
company selection istaking place.

Based on the market segmentation process described above, there are basically three categories
that might be best suited for providing these services:

# private voluntary organizations
# private fixed-facility service providers
# individua (or groups of) medica personndl.

All of the above have experience in family planning service delivery and could benefit from the
acquisition of marketing skills. Future work with these providers should focus on two activities:

# Assding providers to tailor a program that could provide services to a company or severa
companies and brokering this relationship

# Assigting these indtitutions to gain the expertise needed to market their services (such as training,
|EC, other technical services) to private companies. This would include providing staff in these
inditutions with training in the following:

P business communication

P cod andyss

P survey development and andysis
P

computer presentations.

Further Expanding the Market of Service Providers

In addition to developing this link between the organized employment sector and family planning
sarvice providers, variousways of further expanding the potentia of the above-named categories of hedth
care providers should be explored. A range of different strategies could be used because each business
is fundamentally different in character. For example, the approach used for working with insurance
companies to provide family planning as part of their overdl benefit package will differ greatly from the
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approach used to initiate afamily planning program within ahospita or clinic seeking to make provison for
itsexiging client base. There are, however, some broad generdizations that can be made with regard to
the rategies and methodologies that might be used for each category. Beow is a summary of some of
these approaches.

Y

Health Plan Providers

Organizations such as insurance companies and HMOs offer hedlth benefit plans to private
companies for aprofit. Efforts should be made to convince them to include family planning as an
additiond benefit in their overd| hedlth package. Arguments used would include:

P It will help reduce the high costs often associated with pre- and post-nata care.

P Itwill providean additiona benefit that makesthe overd| hedth package more attractive when
compared to other hedlth care plans.

The gpproach to hedlth plan providers should be flexible in order to assure responsivenessto the
needs of the organization. In generd, it would include the following:
P Reviewing thair exising hedth benefit plans

P Deemining what the overdl impact would be if family planning services were added as an

additional benefit in terms of cost savings, increased marketability of overdl package, etc.
P Identifying the appropriate mechanism for providing family planning services once an organ-

ization has been convinced to update its benefit plans.

Below are two examples of gpproachesused by TIPPS. In Zimbabwe, TIPPS carried out acost-
benefit anadlysis of CIMAS, a leading insurance company which provides services to 160,000
members. After reviewing the results, CIMAS agreed to add family planning servicesto its benefit
package. As part of the arrangement, CIMAS would purchase services from the Zimbabwe
Nationa Family Planning Council a a negotiated price. This project has the potentid to have a
major impact on both CIMAS and the entire insurance industry in Zimbabwe.

In Brazil, TIPPS worked with the association of HMOs, ABRAMGE. As part of this effort, a
retrogpective cost-benefit analysiswas carried out on aBrazilian HMO (PROMEDICA) that had
been providing family planning servicesfor seven years. The information from the andyssisbeing
used to develop a modd HMO family planning program that could be implemented in other
ABRAMGE HMOs throughout the country. The impact of this project has the potentid to be
great, snce HMOs are asignificant component of the hedlth care system (ABRAMGE adone has
160 member HMOs with 12 million individua members).

Fixed-Facility Service Providers

Private hospitas, clinics, and hedth centers should be given assistance to develop the tools
necessary to effectively maarket family planning services. The emphasis should be on encouraging
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these sarvice providers to stimulate demand among their existing client base aswdll as the wider

population. Assistance should include:

P Reviewing an organization's capability for providing preventive hedth and family planning
services

P Heping the organization to develop a marketing plan and mechanism for demonsgtrating to
individuas and community groups as well as for-profit sector companies, the hedth and
financid benefits associated with providing family planning services

P Providing the facility with the skills and tools needed to market family planning services This

might include teaching the organization how to carry out cost-benefit andyses and presentations
for arange of audiences. One outcome would be profits from service and commodity sdlesto
new customers, another am might be to convert these customers into advocates for family

planning.

There are very few examples of a fixed-facility provider being influenced by an AID for-profit
sector project to include family planning in its maingream of provison. This fidd requires
considerable research and pioneering work. One example of such an intervention isthe following.

In Peru, TIPPS worked with the Medic SA. clinic in Limato persuade the Vitdicia Insurance
Company to provide family planning coverage in its policy, with the dinic providing the services
to those covered under the Vitalicia scheme. Having established the concept for the insurance
scheme, the dlinic then marketed the serviceto itsexisting client base. New acceptors were found
fromamong dlients saeking medica hepfor other matters Thefamily planning unitintheclinicthen
had two “markets’ in which to operate and is conddering creating athird by advertisng itsfamily
planning services separately from the clinic’s other services, thereby directly attracting members
of the public interested in family planning.

Medical Personnel

Private doctors, midwives, nurses, and traditiond birth attendants may well find thet they will redlize
financid and other benefitsfrom expanding their practicesto includefamily planning counsdling and
commodity saes. Because gpproaching these medica personnd individualy would be too time-
consuming and expensive, it would be advisable to work through medical associations and other
umbrella organizations to reach large segments of this group.

In Ghana, Enterprise provided family planning and related business skillstraining to gpproximeately
180 private midwives (many of whom own ther own smal maternity indtitutions). This training
helped them to improve their overal management skills—marketing, accounts recordkesping,
costing and pricing, technica aspects rlating to family planning, etc— and to provide family
planning as one of the servicesthey offer.
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CSM programs have dso provided smilar training to medica personnel. For example, in
Indonesia, where the CSM program was developed in close collaboration with the Ministry of
Hedlth, refresher training has been provided to physicians, nurses, and midwives. Likewise, in
Bangladesh and Sri Lanka, CSM programs are training medical and traditional Ayurvedic
practitionersto sell oral contraceptives and condoms. In Egypt, the CSM program sdllsintrauterine
devices (IUD) to physicians and provides training in lUD insartion at the five program Sites.

# New Micro-Business Initiatives
Enterprise haslearned that it is possibleto create new micro-businessesin various countries. These
micro-bus nesses have found anichein the market and have demonstrated the capacity to survive
and grow. Most have been created under the umbrellaof aPV O, but afew are freestanding com-
mercia ventures. The potentid scale of their overal contribution to providing access to family
planning, however, is difficult to assess.

In Mexico, the Enterprise Project has helped give unemployed physicians an opportunity to
establish themsdves as family planning service providers by offering them training and subsdies.
This activity is administered and partly funded through MEXFAM (Mexican Family Planning
Foundation). As hoped, after atwo-year contract, most of the 20 doctors are now self-sufficient
and providing family planning services. Another project in Mexico (PROTA), with Enterprise
support, is obtaining IUDs a no charge from the Mexican government and other donors; the
project then sdllsthe lUDs at low codt to private physciansin return for their charging minimd fees
for insertion.

Measures of Success

When looking at private commercia providers, overall impact should be assessed throughout the
implementation of activities, usng the following measures of success:

# Policy/Behavior Indicators
P The degreeto which commercid providers are convinced to provide family planning services

P The sugainability of family planning activities provided by commercia service providers
P The degree to which project activities motivete other service providers to include family
planning services,
# Financial Indicators
P The amount of investment transferred from the public sector to the private sector and the
resources invested in this activity by the organization.



# Service Delivery Indicators
P The number of new acceptors and transfers of acceptors from public to private service

providers
P The ability of the commercid providers to sustain the demand creation activities and the

provison of services upon completion of the country activities
P The ability of the service providers to ensure high qudity of services, eg., informed choice,

clean conditions, etc., and offer more permanent forms of contraception.
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Working to Leverage Corporate Resources

Introduction
Thefor-profit sector offersawiderange of corporate resourcesthat could be mohilized in support
of expanding access to family planning in the developing world. Some of these have been enlisted to a

degree by SOMARC and the Johns Hopkins University/Population Communication Services Project
(JHU/PCYS), but not in any sgnificant way by Enterprise, TIPPS, or FPMT.

Market Segmentation

The process of segmenting themarket inthisareaof concentration involvesidentifying opportunities
provided by the for-profit sector. There are severa types of resources that the for-profit sector can use;
the most immediately obvious are the following:
# Palitica and public advocacy for family planning devel opment
# Commercia sponsorship of concerts, events, and educationa programs promoting family planning

# Media product placing, eg., having family planning as an issue included in an editorid or within a
gtory line on atelevision program such as a sogp opera

# Cash and in-kind donations of al types
# Donation of “blocked” funds by multinationas

# Arrangement of debt swaps.
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Selection Process

Finding and explaiting attractive targets of opportunity will beacritical part of any overall success

inthisarea. At least onemgor activity in each segment of this market should be supported in order to learn
what is posshle. Many of these activities will be of a pioneering nature for the field of population. An
objective of work in this area should be to find out what potentia benefits could be gained from any one
or combination of these initiatives. The effort involved should be related to the expected returns. An
entrepreneuria gpproach is essentid.

Project Interventions

Aswith the other areas of concentration, thetypes of interventionswill vary congderabdly. Initigtive

and flexibility will be required in tailoring the activities to each opportunity.

H

Political and Public Advocacy
It isimportant that future work focus on this area because:
P Corporations can have immense influence on political and socid issues.

P Corporations of dl types have a good understanding of demographics; they use this under-

ganding to predict business growth and assess|abor supply. Corporationsand their unionsare
naturd aliesin the development of positive public and politica atitudesto balanced population
growth.

Future AID-funded activities in the for-profit sector might draw on the OPTIONS project to:
P Inform corporate leaders of the chalenge of population issuesin their country

P Encourage active involvement in the debate about population issues.

TIPPS has identified and worked successfully with a group of private employers in Peru
(APROPO). These corporate leaders, precisely because they do understand the relationship
between popul ation growth, economic growth, and genera development, have formed agroup to
advocate wider access to family planning in Peru. Although they may meet with opposition, they
arewilling to add their consderable prestige and influence to the debate.

Commercial Sponsorships

Commercia sponsorships might include corporations providing funds to support socid, culturd,
educationd, or sporting activities. Corporations agree to fund these kinds of events because such
sponsorship can enhance their public image and can promote sales. A surprising number of
corporations are willing to sponsor these events or campaigns. Usudly the activitiesfit closaly with
their market profile, but not aways. The attractiveness of the sponsorship opportunity dependson
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the audience, the issue, and how the activity is set up. Corporations are magters a identifying and
targeting audiences, such asthe young, and supporting eventsthat spesk directly to them. Examples
of sponsorships include the following.

In the Philippines, JHU/PCS's “Y oung Peopl€e' s Project” produced two commercia recordings
with videosthat promoted the message of sexud responsibility. Approximately $1,370,000 of in-
kind support was provided by private groups and commerciad enterprises to promote the two
songs. This amount was considerable compared to the smal investment made by the project.

In Mexico, JHU/PCS, in collaboration with a large, commercid comic book firm, Novedades
Editoresis, is developing comic books that contain family planning messages. Comic books reach
not only the youth in Latin America, but dso alarge segment of semi-literate adults. These comic
books will be produced and distributed through commercid firmsat no expenseto JHU/PCS, and
the production costs will be repaid from the profits. By doing this, both a socid message and
commercid godsare promoted, with aprivate sector firm covering most of the cost of the project.

The Media
“Product placing” in films, soap operas, radio shows, and written materid is now a common
advertisng practice. As part of thisstrategy, aproduct isintegrated into the“redity” that the media
cregtesin its stories o that the audience identifies the product asanaturd part of certain Stuations
and lifestyles.

Family planning has proven to be a perfect product/issue for soap operas, which center on the
everyday lives of people. An example of this can befound in Brazil, where apopular evening tele-
visonsogp operahighlightssmdl, affluent, consumer-oriented families, drawsadigtinction between
sexudity and procreation, and very rarely features couples with lots of children.

A public relations strategy for family planning should be devel oped and opinion leaders who work
with the media should be educated on the importance of the issue to society as well as to the
individud. These opinion leaders should then be encouraged to include referencesto family planning
in their media presentations. In principle, this strategy should work well for both publicly and
privately operated mediain the developing world.

Donations

It may be possible to convince companiesto provide cash or in-kind donations to family planning
on the grounds that these are charitable, tax-deductible contributions. Donations can be provided
in anumber of forms.

P Cash: Both the Benquet Company in the Philippines and the Rio Tinto Zinc Corporétion in

Zimbabwe maintain large corporate foundations. Other companies make gifts to community
projects from corporate budgets (e.g., in Brazil, IBM gives $500,000 per year). It would be
a mistake, however, to assume that because a company benefits from a service, it would
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automaticaly want to make a donation; it may be well disposed to do so, but would not see
the gift as an obligation.
P Equipment: Corporations often donate high-quality desks, typewriters, and other equipment

they need to dispose of as they re-equip their businesses.
P Services. Companiesare dso willing to donate services such as printing and trangportation to

non-profits. These services could come from within a country or internationdly when multi-
nationas are involved.
P Products: Hedth and pharmaceutical companiesare among the many that arewilling to donate

awide range of current and unwanted products to PV Osin both the U.S. and abroad. They
may aso be willing to give PVOs discounts on merchandise. The Pharmaceutical
Manufacturers Associ ation recently supplied adrug distribution project with PV Osin Gambia,
and Eli Lilly each year donates $2.5 miillion worth of products to PVOs mainly working in
Africa

P Staff time: Many companiesin the U.S. and Europe have been willing to lend executivesand

finance managers to PV Os to help them strengthen and better manage their organizations; for
example, in Brazil, IBM has been training the professonal management of the country’ s non-
profits. One of the best assets a PV O can have is along-term relationship with a corporation
willingto shareits business expertisewith the PV O’ smanagerson aregular basis. Thispractice
is probably not widespread in developing countries but could be developed, especidly with
those multinationals that have this type of policy in the U.S. and Europe.

Neither TIPPS, Enterprise, nor FPMT has redlly addressed the issue of fund-raising for family
planning from corporate or indeed any other sources. Future Al D-funded effortswith expertiseand
links to the for-profit sector would be able to stimulate corporate interest. It is dso worth noting
that a corporate donation is not just the cash or other resources that are made available; it isa
tangible Sgn of the corporation’ swillingness to publicly support family planning.

Blocked Funds

U.S. and other multinationas represent a specia funding opportunity to help family planning
because they often have large amounts of “blocked funds’ in developing countries. The
International Monetary Fund has identified 40 countriesin which multinationas face this problem.
In Zimbabwe, for example, it is estimated that there is gpproximately $350 million worth of profits
held in specid bank accounts earning amere 5 percent taxable interest ayear. Thesefundsarea
wadting asset for a company, and one way of disposing of them is to donate them to a charitable
cause in the hogt country and claim a charitable deduction in the company’ s home country. If the
company does not have a surplus of foreign tax credits, then the “donative option” could be an
atractive possbility. It is estimated that there are up to $200 billion in this category, $19 billionin
Nigeriaaone.



Mobilizing the Resources of the For-Profit Sector

Severa large donations have taken placein Nigeriaand Zimbabwe. It gppears that the Zimbabwe
Nationd Family Planning Council, for example, could be an digible recipient. Such donations are
complicated but not impossibleto arrange. The attractive aspect of these blocked fundsisthat the
aums involved are usudly very large (because of the adminigrative time and effort needed to set
them up, it is generdly not cogt-€efficient to engage in the process for less than a donation of
$100,000). Also, sincethe sumsare so large, they makeided prospectsfor creating endowments
to support long-term family planning projects or organizations.

# Debt Swaps

A vaiationof the blocked fund mode of donationisfor U.S—based non-profitsto acquire, by gift
or purchase, less devel oped country debt on the secondary market and then to redeem it on behalf
of aproject in the debtor country &t full valuein loca currency. (Bolivian debt, for example, is11
cents on the dollar, and Philippine government debt about 50 cents on the dollar.) Few of these
charitable “debt swaps’ have been done; of these, most have been in the field of conservation.
They do represent, however, an opportunity for dert PV Osto benefit from the desire of priveate
sector business to reduce its debt and achieve some good pubic relations in ahost country.

Enterprise began a review of these issues but, after discussons with AID, shelved further
exploration. Debt swaps are worth further review asapotentia source of funding, especiadly since
the debt criss has eased somewhat, and it is estimated that $1.3 trillion of debt will have to be
reduced rapidly over the next few years. The sumsinvolved are such that one mgjor breskthrough
could have amgor impact and st an important precedent for family planning funding.

Measures of Success

It would not seem possibleto judge theimpact of initiativesin this area of concentration according
to sarvice ddivery criteria. It would be possible, however, to measure each different intervention by the
different type of resources; that is, the time and effort spent to gain a contribution should be offset by
sgnificant contributions to family planning. Each activity would have its own objectives and measures of
success, and theimpact of aninvestment would be judged by itsreturns. On the other hand, these activities
would be experimenta and would requirerisks and some investmentsin initiativesthat might fail to achieve
contributions to family planning.
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APPENDIX A. WORKING WITH MULTINATIONALS, by David Logan

1. Introduction

Within the for-profit business world the multinational corporations are important and distinct
organizations. Mobilizing their resourcesto support population policiesin the devel oping world represents
a chdlenge and an opportunity and as such warrants careful further study. This gppendix maps out the
terrain which such a study should explore much more fully. It also provides a broad overview of the
potentiad role multinationas could play in family planning.

2. The Multinationals and Global Demographics

Multinationad companies are not ignorant of globa demographics—population growth is after dl
market growth. A knowledge of nationd and internationa population trends by Sze, age structure, location,
and income forms the basis of marketing and much of corporate strategic planning. Companies are dso
interested in the labor supply and, as TIPPS and Enterprise have shown, in keeping their work force
hedthy and happy.

Furthermore, multinationals also have a strong vested interest in stable economic development in
the developing world. It underlies the future of their own business development. They know that thereis
adirect correlation between economic growth, population growth, and arisein the standard of living. They
are well aware of the political consequences of the failure to maintain and increase a developing country’s
standard of living. There has been very little multinationd, corporate activism, however, on the issue of
population and access to contraception. This then isthe chalenge.

3. Family Planning as a Corporate Issue

It isworth noting that the environment has emerged asahigh profileissuefor multinationa concern
and activity. A recent Conference Board survey showed that 86 percent of 300 OECD (Organi zation for
Economic Cooperation and Development) country business leaders saw it asthe critical externd issuefor
the 1990s—the most prominent issue in the survey. There are severa reasonsfor this:
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Many companies have adirect interest in the environment. Their industrial processes and business
practices have adverse impacts on the environment and they fed adirect respongbility to resolve
them.

Theimpact of environmenta degradation isimmediate and obviousand potentialy very damaging
in the short term.

The public uniformly disgpproves of environmenta degradation and judges harshly any corporation
that causesit.

The environment is an issue unequivocdly in the public domain and the public has a globa
perspective on it. The public is concerned about Chernobyl, acid rain, ozone depletion, and loss
of the rainforest because these problems affect the entire globe.

Asaresult, multinationa corporations have moved quickly to addresstheseissuesboth individualy

and collaboratively with each other, governments, and non-profits.

Despite being the other Sde of the coin to environmental issues, population and family planning in

particular are issues that evoke various responses.

#

Corporations do not fed they have direct responshility to see things put right. They do not cause
population growth so they perceive no link between it and their individua socia and economic
drategies. A number of business leaders have even advocated greater population growth in the
developed world as important to economic growth.

There is an adversarid public debate about population policy, and corporations rarely volunteer
to take a stand on controversid issues. This is especidly the case in foreign country palitical
environments.

Family planning isto some extent seen asanissue of persond choicerather than akey public policy
issue with globa impacts.

The adverse impacts of alack of accessto rdigble family planning in developing countries are not
eadly discernible to corporations and their shareholders in the developed world.
Why Work with Multinationals?

Multinationas represent an opportunity for family planning advocatesto recruit powerful dlies. A

greater effort to enlist multinationalsin the campaign for greater accessto family planning in the developing
world is necessary because:
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They have great wedth. IBM’s annual sales of $59 billion are ten times the GNP of Ethiopia and
equal to that of Turkey (see Table A-1). The stock market value of Nippon Telegraph and
Telephone is equd to the entire Latin American debt; multinationas control great wedth in the
developing world.

They have great influence with nationd governments and internationad agencies. They are
recognized as amgor force in shaping our globa society and are listened to accordingly.

They can operate globdly and locdly at the same time. They can create and implement policies
across nationd boundaries like no other internationa ingtitution.

They arecriticaly important agenciesin shaping human values and aspirationsworldwide. They are
seen as embodying the technologies and attitudes of the future,

Within many less developed countries, they are the leading-edge businesses that generally set
standards for business practices and socid palicy.

The answers to the rgpid expanson of family planning provison will not come from government
and voluntary sourcesaone. They do not have the resources and the growing for-profit sector must
be increasingly brought in to play arolein solving the problem. A new aliance needsto beforged.

In connection with this last point, the role of the for-profit hedth care and pharmaceutica

companies needs to be examined as a specid case because they have adirect interest in expanding their
market in the developing world.

5.

Problems in Working with the Multinationals

There is a whole range of tacticd problems to overcome before the active interest of the

multinational companies can be mobilized:

Y

They need to be brought on board at the headquarters, regiona, and country levels, and these
levels often need different gpproaches.

Each host country is a separate profit center with its own performance issues and cultura
sengtivities

Multinationas are not homogeneous entities that respond to ordersfrom thetop, particularly today
with increasingly “flat” management structures, so finding the right pressure points takes time.

AID and its cooperating agencies need the right style and contacts to be effective in gaining entry
to multinational networks.
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Y

There areimmense competing pressuresfor the attention of the multinationa companiesfrom*good
causes” and family planning isjust garting.

A proper strategy needsto be devel oped that supports AID’ s Office of Population objectivesand

complements the work of its cooperating agencies. That strategy then needs to be operative at the
headquarters, regiona, and local levelssmultaneoudy. It must dso be coordinated effectively. Nothing will
dienate the corporate community more than ill-timed, ill-judged approaches that do not represent the

focused pursuit of aclear god.

6. Who is Who in the Global Economy

The Overview

# In 1956, 40 out of 50 of the world' s largest companies were headquartered in the U.S. Today it
is 20 out of 50 and the trend is to even greater plurdity of ownership (see Table A-2). Of the
world's largest banks, the top 10 are Japanese and 21 of the largest 50 are headquartered in
Japan.

# Many of the more developed countries, as well as being hosts to multinationds, operate
multinational companies of their own (see Table A-3).

# Today’ s globd economy is fundamentdly different from an internationa economy. It is a much
more integrated and interdependent system of economic relationships than ever before.

# Thereisacriticd distinction between trade and direct investment overseas. The ownership of plants

oversessisacritica trigger to greater involvement in host community issues because it expresses
amore permanent commitment to the country (unlike a trading relationship, which can change
quickly).

Clearly, any drategy to work with the multinationals has to be multinationa in scope. It cannot be

restricted to U.S. multinationas alone. They do, however, represent a good starting point because:

#

#

AID has easy access to them.
They own 40 percent of the world's direct investment oversess.
They have good standards of socid respongbility.

Incressingly, they feel accountable for their actions overseas to a U.S. public and U.S—based
specia interest groups.
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Any future project must make extensive links with the European and Canadian multinationalssince
they are mgor investors in the developing world and have long-standing colonia connections—especialy
in Africaand Asa

U.S. Multinationals

The U.S. is4ill the world' slargest trading nation. Since the end of the Second World War, it has
been respongible for setting the standards in internationa business practice. Even today, it isthe leader in
the globdization of busness.

# The overseastrading activities of U.S. corporations areimmense. Many draw 30 to 50 percent of
their revenues from overseas (see Table A-1).

# However, U.S. overseas business activities are concentrated in the developed world (approx-
imately 75 percent). Latin Americaisthe main focus of LDC investment (see Figure A-1).

# U.S. busnesshasvery littleinvesment in the Indian sub-continent and Africa. I1tspresencein many
developing countries is declining because of debt and other business problems. Tradewith Africa
has declined by about 80 percent in dollar terms since 1980 (although a lot of that figure is
accounted for by adecline in the volume and price of il imports).

# Ovedl, the growth of U.S. investment in developing countries has stdled. Most new investment
is coming from locd funds, very little from companies in the U.S. itsdlf. For many companies
overseas, however, business as awhole is growing at twice the rate of the domestic market but
again it tends to be with the developed world.

7. End Note

Multinationas do not have unblemished reputations in the field of development and they are the
focus of agreat debate. However, the 1980s have a so seen atrend around the world towards the creation
of new economic opportunities for the private sector. Governments of dl politica complexions have
privatized state businesses and deregulated companies. Even the centrally planned economies are
embracing a new economic pluralism and creating new joint ventures with Western corporations. The
private sector isbenefiting from thistrend, but governments and the public have an expectation that busness
will reciprocate and behave in asocialy responsible manner. As Milton Moskowitz saysin his book, The
Global Market Place:
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From one end of the world to the other, the welcome mat is out for foreign investors, whether it
is the state of Tennesseetrying to cgjole Japanese automakers, or the People’ s Republic of China
welcoming a baby food plant from R. J. Reynolds. Not too many years ago...countries such as
Mexico and Indiaserved notice on foreign companies that they could no longer have 100 percent
owned subgdiaries in thelr territories. These redrictions are being lifted— and there is fierce
competition now to attract foreign investment. Big companies...are not hated the way they were
10 or 15 years ago. ..

The good news for internationaly-minded companiesisthat thewedcome sgnisout for them—all
over theworld. But the wel come does not mean thet they have carte blanche to do what they used
to do—maximize their profits a the expense of people.

As new business opportunities open up for U.S. and foreign companies oversess, they need to
safeguard their long-term rel ationships with host communities by being good corporate citizens and active
community playersinvesting in the balanced devel opment of their host communitiesin the developing world.
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Table A-1

THE 100 LARGEST U.S. MULTINATIONALS
(U.S. companies ranked by their foreign sales)

1986 Foreign Total Foreign
Rank Company Reygnue Reygnue Revenue as
(millions) (millions) percent of total
1 Exxon $50,337 $69,888 72.0
2 Mobil 27,388 46,025 59.5
3 IBM 25,888 51,250 50.5
4 Ford Motor 19,926 62,716 31.8
5 General Motors 19,837 102,814 19.3
6 Texaco 15,494 31,613 49.0
7 Citicorp 10,940 23,496 46.6
8 E. I. du Pont de Nemours 9,955 26,907 37.0
9 Dow Chemical 5,948 11,113 53.5
10 Chevron 5,605 24,352 23.0
11 Bank America 4,659 12,483 37.3
12 Philip Morris 4,573 20,681 22.1
13 Procter & Gamble 4,490 15,439 29.1
14 R.J.R. Nabisco 4,488 15,978 28.1
15 Chase Manhattan 4,356 9,460 46.0
16 ImT 4,180 17,437 24.0
17 Eastman Kodak 4,152 11,550 35.9
18 Coca-Cola 4,019 8,669 46.4
19 Xerox 3,996 13,046 30.6
20 Amoco 3,931 18,478 21.3
21 General Electric 3,821 36,725 10.4
22 United Technologies 3,810 15,669 24.5
23 J. P. Morgan 3,654 6,672 54.8
24 Goodyear 3,450 9,103 37.9
25 Hewlett-Packard 3,290 7,102 46.3
26 American Express 3,234 14,652 22.1
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Table A-1

THE 100 LARGEST U.S. MULTINATIONALS
(U.S. companies ranked by their foreign sales)

1986 Foreign Total Foreign
Rank Company Re_vc_anue Re_V(_enue Revenue as
(millions) (millions) percent of total
27 Minnesota Mining & Manufacturing 3,219 8,602 37.4
28 Unisys $3,188 $7,432 42.9
29 Tenneco 3,128 14,529 21.5
30 Digital Equipment 3,118 7,590 41.1
31 Johnson & Johnson 3,031 7,003 43.3
32 American International Group 2,998 8,876 33.8
33 Sears, Roebuck 2,914 44,281 6.6
34 CPC International 2,869 4,549 63.1
35 Colgate-Palmolive 2,699 4,985 54.1
36 F. W. Woolworth 2,696 6,501 41.5
37 Manufacturers Hanover 2,610 7,794 33.5
38 NCR 2,486 4,882 50.9
39 Allied-Signal 2,470 11,794 20.9
40 Kraft 2,464 8,742 28.2
41 Bankers Trust New York 2,447 4,923 49.7
42 American Brands 2,384 6,221 38.3
43 K-Mart 2,365 25,350 9.3
44 Motorola 2,250 7,508 30.0
45 Monsanto 2,241 6,879 32.6
46 Atlantic Richfield 2,226 14,487 15.4
47 GTE 2,135 15,112 141
48 Chrysler 2,097 22,586 9.3
49 Pan Am Corp. 2,050 3,039 67.5
50 Merck 2,024 4,129 49.0
51 Pfizer 1,993 4,476 44.5
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Table A-1

THE 100 LARGEST U.S. MULTINATIONALS
(U.S. companies ranked by their foreign sales)

1986 Foreign Total Foreign
Rank Company Reygnue Reygnue Revenue as
(millions) (millions) percent of total
52 Sara Lee 1,913 7,938 24.1
53 Caterpillar 1,866 7,321 25.5
54 Cigna 1,859 17,064 10.9
55 Phillips Petroleum $1,833 $9,786 18.7
56 Union Carbide 1,788 6,343 28.2
57 Gillette 1,717 2,818 60.9
58 Chemical New York 1,611 5,488 294
59 H. J. Heinz 1,601 4,366 36.7
60 Sun Co. 1,588 9,376 16.9
61 TRW 1,529 6,036 25.3
62 Occidental Petroleum 1,516 16,029 9.5
63 Unocal 1,506 7,744 19.4
64 Texas Instruments 1,486 4,974 29.9
65 W. R. Grace 1,472 3,726 39.5
66 Allegis 1,410 9,196 15.3
67 Warner-Lambert 1,356 3,103 43.7
68 Bristol-Myers 1,337 4,836 27.6
69 SmithKline Beckman 1,306 3,745 34.9
70 Eli Lilly 1,292 3,720 34.7
71 Dresser Industries 1,287 3,661 35.2
72 American Cyanamid 1,280 3,816 335
73 Deere 1,247 3,516 35.5
74 American Home Products 1,245 4,927 25.3
75 Security Pacific 1,237 5,977 20.7
76 PepsiCo. 1,226 9,291 13.2
77 Kimberly-Clark 1,209 4,303 28.1
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Table A-1

THE 100 LARGEST U.S. MULTINATIONALS
(U.S. companies ranked by their foreign sales)

1986 Foreign Total Foreign
Rank Company Re_vc_anue Re_V(_enue Revenue as
(millions) (millions) percent of total

78 PPG Industries 1,195 4,687 255
79 Hercules 1,182 3,245 36.4
80 Rockwell International 1,181 12,296 9.6
81 Abbott Laboratories 1,175 3,808 30.9
82 American Standard $1,173 $3,075 38.1
83 Honeywell 1,165 5,378 21.7
84 McDonald’s 1,164 4,240 27.5
85 Aluminum Company of America 1,146 5,315 21.6
86 First Chicago 1,131 4,001 28.3
87 Scott Paper 1,107 3,890 28.5
88 Baxter Travenol 1,091 5,543 19.7
89 TransWorld Airlines 1,082 3,145 34.4
90 Continental Corporation 1,078 6,002 18.0
91 Quaker Oats 1,075 3,671 29.3
92 Kellogg 1,072 3,341 32.1
93 Bank of Boston 1,065 3,540 30.1
94 Firestone 1,048 3,501 29.9
95 Halliburton 1,045 3,527 29.6
96 Avon Products 1,028 2,883 35.7
97 Merrill Lynch 1,017 9,475 10.7
98 Control Data 1,013 3,347 30.3
99 Henley Group 988 3,172 31.1

100 Schering-Plough 983 2,399 41.0

Source: Forbes, July 27, 1987
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Table A-2

WORLD’S FIFTY BIGGEST
INDUSTRIAL CORPORATIONS, 1987

Rank Company Headquarters Sales
1 General Motors Detroit $102.8
2 Exxon New York 69.8
3 Royal Dutch/Shell Group The Hague/London 64.8
4 Ford Motor Dearborn, Michigan 62.7
5 International Business Machines Armonk, New York 51.2
6 Mobil New York 44.8
7 British Petroleum London 39.8
8 General Electric Fairfield, Connecticut 35.2
9 American Telegraph & Telephone New York 34.1

10 Texaco White Plains, New York 31.6
11 IRI Rome 31.5
12 Toyota Motor Toyota City, Japan 315
13 Daimler-Benz Stuttgart 30.1
14 E. I. du Pont de Nemours Wilmington, Delaware 27.1
15 Matsushita Electric Industrial Osaka 26.4
16 Unilever Rotterdam/London 25.1
17 Chevron San Francisco 24.3
18 Volkswagen Wolfsburg, Germany 24.3
19 Hitachi Tokyo 22.6
20 ENI Rome 22,5
21 Chrysler Highland Park, Michigan 22.5
22 Philips Gloeilampenfabrieken Eindhoven, Netherlands 22.4
23 Nestlé Vevey, Switzerland 21.1
24 Philip Morris New York 20.6
25 Siemens Munich 20.3
26 Nissan Motor Yokohama 20.1
27 Fiat Turin 19.6
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Table A-2
WORLD’S FIFTY BIGGEST
INDUSTRIAL CORPORATIONS, 1987

Rank Company Headquarters Sales
28 Bayer Leverkusen, Germany 18.7
29 BASF Ludwigshafen, Germany 18.6
30 Amoco Chicago 18.2
31 Renault Paris 17.6
32 Hoechst Frankfurt 17.5
33 Elf Aquitaine Paris 17.2
34 RJR Nabisco Atlanta 16.9
35 Samsung Seoul 16.5
36 Boeing Seattle 16.3
37 Mitsubishi Heavy Industries Tokyo 15.9
38 United Technologies Hartford, Connecticut 15.6
39 Procter & Gamble Cincinnati 15.4
40 Occidental Petroleum Los Angeles 15.3
41 Peugeot Paris 15.1
42 Toshiba Tokyo 15.0
43 Imperial Chemical Industries London 14.8
44 Petrobras (Petréleo Brasileiro) Rio de Janeiro 14.7
45 Atlantic Richfield Los Angeles 14.5
46 Tenneco Houston 14.5
a7 USX Pittsburgh 14.0
48 Kuwait Petroleum Safat, Kuwait 13.9
49 Total Cie Francaise des Pétroles Paris 13.8
50 Thyssen Duisberg, Germany 13.8

Source: Fortune, August 3, 1987. Copyright © 1987 by Time, Inc. All rights reserved.
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Table A-3
ATLAS OF WORLD’'S LEADING COMPANIES
(Largest company in 96 countries)

Country Largest Company Sales
Argentina Yacimento Petrofileros (oil, state-owned) $4.2 billion
Australia Broken Hill Proprietary (steel, mining, oil) 6 billion
Austria Voest-Alpine (iron and steel, state-owned) 7 billion
Bahrain Bahrain National Oil Company (oil, state-owned) 1.6 billion
Bangladesh Bangladesh Jute Mills (state-owned) 480 million
Belgium Petrofina (oil) 10 billion
Benin Sonocap (oil, state-owned) 90 million
Bermuda Bank of N. T. Butterfield & Son (banking) 182 million
Bolivia Comibol (mining) 80 million
Botswana Botswana Meat Commission (cattle farming, state-owned) 109 million
Brazil Petrobas (oil, state-owned) 14.7 billion
Britain Shgll (Anglo-Dutch, pil) 65 b!ll?on

British Petroleum (oil) 40 billion
Burkina Faso Sofitex (textiles, agribusiness, 65 percent state-owned) 54 million
Burundi Burundi Coffee (coffee grower, state-owned) 100 million
Cameroon S.A. des Brasseries (brewery, 75 percent foreign-owned) 260 million
Canada Canadian Pacific (railway, steel, oil and gas, paper, real estate) 11 billion
gg;gglli?frican Centrafricaine des Petroles (oil, 75 percent state-owned) 58 million
Chad Cotonchad (cotton, 75 percent state-owned) 111 million
Chile CODELCO-Chile (mining, state-owned) 1.6 billion
Colombia Empresa Colombiana de Petrol (oil, state-owned) 1.5 billion
Congo Hydro Congo (oil) 180 million
Cyprus Joannou & Paroskvaides (engineering and construction) 627 million
Denmark FDB/Brugsen (retailer and food processor, a cooperative) 2.6 billion
gggﬂgil?can Compania Dominican de Aviacion (state-owned airline) 65 million
Ecuador CEPE (oil, state-owned) 1.5 billion
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Table A-3
ATLAS OF WORLD'S LEADING COMPANIES
(Largest company in 96 countries)

Country Largest Company Sales
Egypt Suez Canal Company (Canal operator) 950 million
El Salvador Banco de Comercio (state-owned bank) 19.3 million
Ethiopia National Textiles (textiles, state-owned) 162 million
Finland Neste (oil and chemicals, state-owned) 5 billion
France Compagnie Générale d’Electricité (telecommunications) 21.6 billion
Ghana United African Company & Lever Brothers (Unilever) 109 million
Greece Motor Oil (Hellas) Corinth Refineries (oil) 693 million
Guatemala Instituto Nacional de Electricite (utility) 86 million
Honduras Commercial e Inversiones Glaxia (food, personal care products) 62 million
Hong Kong Jardine, Matheson (trading company) 1.3 billion
celand f::;l;?:t(ijvés). Samvinnufelaga (food processor, retailer, 377 million
India Indian Oil (oil, state-owned) 8 billion
Indonesia Pertamina (oil, state-owned) 11.8 billion
Iran National Iranian Qil (oil, state-owned) 15 billion
Iraq Iraq National Oil Company (oil, state-owned) 10 billion
Ireland Jefferson Smurfit (paper) 1.5 billion
Israel Koor Industries (metals, electrical equipment) 2.1 billion
Italy Lr:;;iet?ésvszé)la Ricostruzione Industriale (holding company, 37.6 billion
Japan Toyota (automobiles) 42 billion
Jordan Jordan Petroleum Refinery (oil, state-owned) 683 million
Kenya East Africa Breweries 279 million
Korea Samsung (conglomerate) 16 billion
Kuwait Kuwait Petroleum (oil, state-owned) 14 billion
Liberia Bong Mining 126 million
Libya Libyan National Oil (oil, state-owned) 8 hillion
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Table A-3
ATLAS OF WORLD’'S LEADING COMPANIES
(Largest company in 96 countries)

Country Largest Company Sales
Luxembourg ézr?;zé)steel, 25 percent owned by Belgium’s Société 1.3 billion
Malaysia Petronas (oil, state-owned) 4.4 billion
Mali Sidi Boubacar Bally (export-import house) 22 million
Mauritius BAT Industries (tobacco) 18 million
Mexico PEMEX (oil, state-owned) 10 billion
Morocco Marocaine de I'Industrie du Raffinage (oil, state-owned) 930 million
Mozambique E.E. Medimoc (drugs, state-owned) 18 million
Nepal Royal Nepal Airlines (state-owned) 32 million
everaras | Shl e . o e
Eﬁ:ng;and Schlumberger (oil field services) 4.5 billion
New Zealand Fletcher Challenge (agribusiness, building materials) 2.1 billion
Niger Cominak (mining) 157 million
Nigeria Nigerian National Petroleum (oil, state-owned) 11 billion
Norway Norsk Hydro (oil, state-owned) 7.3 billion
Oman Petroleum Development Oman (oil, state-owned) 4.1 billion
Pakistan Pakistan State Oil (oil, state-owned) 1 billion
Panama Syntex (drugs) 1 billion
Peru Electralima (utility, state-owned) 203 million
Philippines Philippine National Oil (oil, state-owned) 1 billion
Portugal Petroleos de Portugal (oil, state-owned) 1.5 billion
Qatar Mannai (trading, construction) 200 million
Rwanda Rwandex (trading company) 91 million
Saudi Arabia Aramco (oil, state-owned) 42 billion
Senegal Ste. Africaine de Raffinage (oil) 345 million
Singapore Singapore Airlines (airline, state-owned) 1.6 billion
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Table A-3
ATLAS OF WORLD'S LEADING COMPANIES
(Largest company in 96 countries)

Country Largest Company Sales
South Africa Anglo-American (mining) l(:;sbsilgg;
Spain EMPETROL (oil company, state-owned) 3 billion
Sri Lanka Ceylon Petroleum (state-owned) 540 million
Sweden Volvo (automobiles) 12.3 billion
Switzerland Nestlé (food) 25 hillion
Syria General Consumption Organization (food) 509 million
Taiwan Chinese Petroleum (state-owned) 5.2 hillion
Tanzania National Textile Corp. (state-owned) 620 million
Thailand Esso Standard (Exxon) 1 billion
Togo Sonacom (trading company, state-owned) 53 million
Tunisia Tunisia Electric & Gas (utility) 252 million
Turkey Koc (conglomerate) 3.6 billion
Uganda Uganda Electricity Board (utility) 39 million
United States General Motors (automobiles) 102 billion
Uruguay ANCAP (oil, state-owned) 356 million
Venezuela Petroleos de Venezuela (oil, state-owned) 9.2 billion
West Germany | Daimler-Benz (automobiles) 30 hillion
Yugoslavia Energoinvest (conglomerate) 3.8 billion
Zaire GECAMINES (mining, state-owned) 872 million
Zambia Zambia Industrial & Mining (state-owned) 2.1 billion
Zimbabwe Zimbabwe Mineral Marketing Corporation (minerals) 379 million
Sources: Company reports. Business Week, Forbes, Fortune, South.
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Figure A-1
Distribution of Stock of USDIA by Region,
Selected Years, 19501982
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Source: USDOC. BEA.




Appendix A.  Working with Multinationals, by David Logan

Figure A-2
DISTRIBUTION OF USDIA BY COUNTRY/REGION. 1982.

| Other Eamope 31 2% | 3.1%
Lutin Amarica 14 9%
T . Other Developed 9.1%|
Al Other 7.7%
Canada 20.1%

TOTAL STOCK = $221.3 billion

Figure A-3
DISTRIBUTION OF USDIA IN LATIN AMERICA BY INDUSTRY. 1982

| Menufscturing 47.3% |
Trade 115%
= Banking 10.9%
Other 10.7%
| Petrochemicalx 16.6%)|

TOTAL STOCK = $33.0 billion
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PRIVATE HEALTH EXPENDITURESAND METHODSBY

APPENDI X B.
SOURCE IN SELECTED DEVELOPING COUNTRIES

Table B-1 provides a summary of private hedth expenditures as a proportion of total health
expendituresin sdected countries. Note that the private sector expendituresfor 19 out of the 41 developing
countries listed are over hdf of the overdl hedlth expenditure for these countries.

Table B-1
Private Health Expenditures as a Proportion of Total Health Expenditures
in Selected Developing Countriest
Country Percent Country Percent
DEVELOPING COUNTRIES

ASIA LATIN AMERICA
Afghanistan 1976 88 Argentina n.d. 69
Bangladesh 1976 87 Bolivia n.d. 14
China 1981 32 Colombia 1978 33
India 1970 84 Ecuador n.d. 45
Indonesia 1982/83 62 Haiti 1980 65
Korea, South 1975 87 Honduras 1970 63
Pakistan 1982 582 Jamaica 1981 40
Philippines 1985 74 Mexico 1976 31
Sri Lanka 1982 45 Paraguay n.d. 22
Thailand 1979 31 Peru 1984 40

Uruguay n.d. 66

Venezuela 1976 58
NEAR EAST AFRICA
Jordan 1982 41 Botswana 1978 48
Syria n.d. 76 Ethiopia n.d. 54
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Table B-1
Private Health Expenditures as a Proportion of Total Health Expenditures
in Selected Developing Countriest

Country Percent Country Percent
Tunisia n.d. 27 Ghana 1970 73
Kenya n.d. 522
Lesotho 1979/80 12
Malawi 1980/81 23
Mali 1976 54
Rwanda 1977 37
Senegal 1981 39
Sudan 1979 41
Swaziland n.d. 50
Upper Volta 1982 19
Tanzania n.d. 23
Togo 1979 31
Zambia 1981 50
Zimbabwe 1980/81 21
INDUSTRIALIZED COUNTRIES, 1983
Australia 34 Japan 25
Austria 38 Netherlands 21
Belgium 8 Norway 11
Canada 26 Spain 18
Denmark 15 Sweden 8
France 29 Switzerland 8
Germany 20 United Kingdom 12
Italy 16 United States 58
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Table B-1
Private Health Expenditures as a Proportion of Total Health Expenditures
in Selected Developing Countries!

Country Percent Country Percent

Source: De Ferranti (1985); Poullier (1986); Akin (1987); Ischock (1986).

1Except as noted, “private” includes, in principle, expenditures on health servics by 1) individuals, excluding regular
contributions to government schemes (e.qg., payroll deductions for social security); 2) employers on behalf of their
employees; 3) private voluntary organizations (e.g., mission hospitals); and 4) private practitioners—all taken net of
government subsidies and other transfers (e.g., items 2), 3), and 4) should be net of fees collected). In practice, however,
many figures are crude approximations. “Total” health expenditure encompasses all private, public, and quasi-public (hence
government insurance schemes) outlays—again in net terms. Because sources use different definitions of “private,” data
for some countries are not directly comparable.

2Percentage of recurrent costs only.

1982 data.

Note: n.d. indicates no date available and are the most recently available figures as reported in Akin (1987).




Appendix B. Private Health Expenditures and Methods by Source in Selected Developing Countries

Table B-2 provides a summary of contraceptive methods among current users for selected
countries. This table illudtrates that 20 out of the 32 countries listed receive over a quarter of the
contraceptive methods from private sector sources. Four of these countries—Bolivia, Brazil, Mexico, and
Paraguay—receive over three-fourths of their contraceptives from private sources.

Contraceptive Methods by Source Z%boligB-Czurrent Users for Selected Countries
Coumiyana Yo | ePrevlence | Souerment | Commereatt | neo | ot
Nationwide

AFRICA
Kenya 1984 17 58.3 8.4 32.2 1.1
Liberia 1986 6 31.1 18.3 48.2 2.3
Senegal 1986 12 45.0 50.0 — 5.0
Zaire 1984 64.1 28.7 3.6 3.5
Zimbabwe 1984 38 42.8 9.2 46.2 2.0
ASIA
Bangladesh 1985 25
Korea 1985 70 58.0° 42.0°
Nepal 19814° 15 73.9 2.7 20.4 2.9
Pakistan 1985 9 66.8 26.5 — 6.7
Sri Lanka 1987 55 84.4 7.9 2.9 4.8
Thailand 1984° 65 78.0 19.7 0.7 1.6
LATIN AMERICA
Barbados 1985 37 34.4 33.6 21.6 10.4
Belize 1985 37 38.0 30.0 — 30.0°
Bolivia 1983 26 7.0 93.0 — —
Brazil 1986 65 15.0° 85.0
Colombia 1986° 68 34.0 43.6 21.6° 1.1
Costa Rica 1985 68 68.0 215 22.1 1.4
Dominican Republic 1986 46 44.0 44.0 4.0 4.0
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Contraceptive Methods by Source Z%boligB-Czurrent Users for Selected Countries
Counrysmavewr | aprelance | CRETTENL | Conmet | co | omer
Nationwide

Ecuador 1987 40 37.4 39.2 15.4 6.5
El Salvador 1987 46 49.7 38.1 — 12.2
Guatemala 1983 25 31.8 16.1 30.3 11.7
Haiti 1983 7° 32.9 67.1 — —
Honduras 1984 35 27.9 22.0 32.9 2.4
Jamaica 1983 51 66.9 30.2 — 2.9
Mexico 1978 48Y 15.8 77.4 0.0 6.4
Panama 1979 63 65.9 234 — 10.7
Paraguay n.d. 36 — 100.0 — —
Peru 1986 41 56.0 33.0 — 11.0
NEAR EAST
Egypt 19845 30 30.0 69.4 1.3 1.1
Lebanon 1984 53 1.2 40.0 58.8 —
Morocco 1984° 26 58.4 40.0 — 1.6
Tunisia 1983 41 77.7 21.4 — 0.8

Source: Lewis and Kenney (1988) based on Contraceptive Prevalence Surveys and Demographic and Health
Surveys.

'Includes private physicians, hospitals, pharmacies, and any other private, non-NGO.

2Unspecified source, may encompass NGOs when private nonprofits are not a category, and may include
commercial where it is not a separate category.

Source allocation data are for 1979.

“Based on nonusers as well as users.

®Includes currently married women only.

®Thirty percent uncertain as to source of contraceptives.

"Source allocation data are for 1983.

8Profamilia only.

°Only 40 percent of users use modern contraceptive methods.

“prevalence data is from 1982.
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