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171, thor <omrrany’s unused
manufacturing capacity to produce
ORS; and

m alliance members can collaborate on
promotion, thereby improving over-
all market penetration.

Public health agencies also benefit
when private sector companies form
alliances. It is easier for public health
agencies to reach the private sector
through an alliance than to work with
companies individually. As a result, it
is easier for these agencies to pass on
information on health policies and
concerns through an alliance. In fact,
educating several companies one-by-
one is often prohibitively time con-
e far the public health educator.
Ti < agh parricipation in an ORS
marketers’ alliance, an ORS marketer
can learn about state-of-the-art public
health information such as the necessity
of including food and breastfeeding
messages in any ORS promotion.

Sedtal i

Discussions with government represen-
tatives for appropriate deregulation of
particular products can be of enormous
financial benefit to a company. In
Pakistan, ORS producers and interna-
tional health organizations worked
together in 1988 to eliminate barriers
to ORS marketing expansion. A
USAID-funded health project encour-
aged ORS producers to request a rebate
on the government import duty placed
on foil, which is the preferred packag-
ing for ORS powder and the most
expensive raw material used in the
ORS production process. The govern-
ment obliged. It lifted the restriction on
selling ORS as a pharmaceutical prod-
uct and allowed it to be sold in general
stores throughout the country, rather
than just in pharmacies, which are
located mainly in urban areas.

These gains, which in many cases
turned ORS into a profitable product,
would not have been achieved if
Pakistani ORS marketers had not been
willing to work with the government.
By joining forces and receiving
endorsement by influential organiza-
tions such as UNICEF and USAID, ORS
was delisted and a rebate on the pur-
chase ot foil obtained as well.

continued on page 8
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by Zzrdara . oyd arw Cartile Jaad

romoting hand washing with soap presents a good busine
manufacturers who want to expand their market beyond "+, dry
products. Research in Indonesia, for example, has demon. rated
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washing is a routine behavior for rural mothers, it is done by rsinz vith wit |
only. More than 90 percent of these same mothers, however C =oapl 7 .

clothes and cleaning cooking utensils. Herein lies the opportusit,

One soap producer, Unilever, realized that there was a potential to increase the
use of its products and increase sales by positioning a brand of its soap specifically

for hand washing. The soap advertising camipaigii carrind a n ssage ' i s
importance of hand washing to prevent contamination leadin’ to Aior -t Lal

As a result of its advertising campaign,
Unilever—a leader in the laundry and toilet
soap markets—successfully secured a market
niche in a new area, hand washing soap. In
addition, the manufacturer contributed to
improving the health of rural Indonesians by
emphasizing the importance of hand washing
for hygiene purposes.

In many places, it is common to und .o o
who do not use soap to wash their hand< h.it
use soap for other purposes. This means soap
manufacturers have an opportunity to expand
the current use of soap by adapting it to a new
purpose. In the case of Indonesia, Unilever
found willing allies in the Dcpartment of Health
and the Indonesian Medical Association to help
promote hand washing. Unilever gained these
allies because they saw that one of the simplest
and most cost-effective ways to prevent diar-
rheal discases is frequent hand washing with
soap, especially after defecation and before
handling food. Soap producers can play an
important role in this public health issue by
increasing soap’s availability and encouraging
its use for hand washing. |&)
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Figure 2

rehydration thcrapy procedurcs includ: Tk fooue Jroup apr.oadh vreaea @
ing product mixing, administration, rapid and reliable .. . . . .
and feeding. de +lopmet sue o0 T 0
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The team’s creative director developed a graphic des n, proa - U
five graphic concepts for preliminary baric pailaging copy s et
screening and created illustrated mix- comumunicdi b o Ty o4 . 00
ing instructions (Figure 1) aimed at sume”. o winoe e, e L
non-literate consumers and based wi a silhuette 1 .

on Ministry of Health guidelines. adrink f RS« & .o 17
Using suggestions from Pharmanova (Figuie ?). The b . 1.1 alidega
workers, the team developed a list Umoyo, or Wal_ o .. ... 1 .7 .

of possible product names. After the cated ind  cinfeeo b o0 T
team’s initial review, a short list of health-1c 1oty 0 =0 o
product names, graphic concepts sugge 1wons fromth moo L
for product packaging, and product focus groups, the = v &

benefit statements, together with the wer_re;dand EIO
illustrated mixing instructions, were fur y vaw non lie . S,

tested with mothers in focus groups.



Bed nets are already popular
in many African communities
where they are used for
privacy, as well as for protec-

tion against biting insects.

Do,

by Barbara _. Ll c7d

1th the growing prevalence of

malaria in sub-Saharan Africa,

there are significant business
opportunities for manufacturers and
distributors of insecticide-treated bed
nets. These opportunities include
producing and supplying nets to
retailers, selling nets to institutions,
and producing and marketing insecti-
cide for net retreatment.

Bed nets are already popular in many
African communities where they are
used for privacy, as well as for protec-
tion against bitting insects. These con-
ventional nets, however, are not very
effective at protecting against clinical
attacks of malaria. When treated with
an insecticide which repels mosquitoes,
however, the protective effect of nets is
substantially enhanced.

Traditionally, bed nets have been made
of cotton. While reasonably priced and
readily available in Africa, insecticide-
treated cotton nets have relatively little
repellant effect. The insecticide is so
well-absorbed into the cotton fibers
that little remains on the outside to
come into contact with mosquitoes.
Users seem to prefer cotton nets to
those made of synthetic fibers, because
cotton permits better air circulation
and is easier to fold for storage.

Synthetic nets repel mosquitoes more
effectively than cotton nets. The insec-
ticide remains on the outside of the
fibers allowing direct contact with
insects. A recent study found that
importing ready-made synthetic nets
from Thailand was the most cost-effec-
tive way of making bed nets available
to Africans. As user preferences vary
widely from region to region, however,
the creative marketer will have to
research local material preferences

to maximize sales and investment.

Pyrethroids, the only class of insecti-
cide currently available in formulations
suitable for use on nets, come in two
varieties. The first is a high-potency,
longer-lasting (one to two years) for-
mulation, such as lambdacyhalothrin;
the second is a lower-potency, shorter-
lasting (six months) product, such as
permethrin or deltamethrin.

Lambdacyhalothrin is initially more
expensive than permethrin, but its cost
is often outweighed by the less frequent
need for retreatment. Both products
can produce undesirable side cffects
such as itching skin and burning eyes,
although less so with permethrin.
These effects are transient, however.
No long-lasting effects from the pesti-
cides have been reported in the scien-
tific literature.'

Whatever insecticide is used, retreat-
ment is needed at regular intervals.
The bed nets lose their insecticide

'Lines, J.D. “Technical Issues Raised by the
Question: '"How Can Bed Net Impregnation
Be Made Widely Available,”” prepared for
IDRC/WHO-TDR.



from frequent washing and from
drying in the sun.

Sales of pretreated nets are an option
for companies investigating this busi-
ness opportunity. Companies must
follow up on their sales with one of
the following methods of retreatment:

®m Coordinated treatment of many nets at
once. Companies can find a market
in mass net retreatment for institu-
tions such as health centers, schoaols,
hospitals, or large agricultural busi-
nesses who provide boarding for
their workers. Whole communities
can be encouraged to participate
in “dipping days.”

| [ndividual net treatment services.
Companies can supply the product
and train local retailers to perform
the service for a small fee (approxi-
mately US$.40). This service is prob-
ably essential for building a viable
domestic market for insecticide-
treated bed nets.

B Home treatment. Companies can
market small packets of insecticide
so that individual users can treat
their own nets. Kits for home
retreatment, in the form of sachets
or small bottles of emulsifiable
concentrate, are now being sold
to tourists in some countries.

-

Promotion is the major task in any
insccticide-treated bed net sales effort.
Research in Tanzania shows that peo-
ple are willing to buy bed nets because
they confer higher status to the owner.
They also provide a concrete benefit—
people sleep better at night. Nets treated
with insecticide—and therefore more
expensive—are more difficult to sell.
People often do not understand that
malaria is caused by a particular kind
of mosquito and treated nets repel these
insects. They also do not understand
the need for on-going retreatment.

The experience in Tanzania, however,
demonstrates that in villages where
there is a strong interest in protecting
public health, large-scale, group net
retreatment efforts can be successful.

Peter Winch, MD, at Johns Hopkins
University’s School of Public Health
and an international authority on
malaria and bed nets, recommends
promoting the idea of retreatment
even before introducing the concept of
bed nets as a protection against malaria.
“If you sell consumers first on the idea
of treating the nets with insecticide,”
he says, “the idea of the bed net itself
naturally follows. The commercial
seclor can play a vital role in helping
reduce mortality from malaria by doing
what it does best—marketing a service

8)

or a product.”

¢ _oial s.arketing » atters

People often do not under-
stand that malaria is caused
by a particular kind of
mosquito and treated nets

repel these insects.
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Wy »-~uonal objective that is clearly related to your product or ser-
+ . k2o tthe aational objective as a business opportunity and build a
oLt ~Ustettegy for your product around this opporiunity.

Jp.ove your product’s appeal by promoting it as a therapy that accompa-
m1 . ¥ o proven child health measures; e.g., breastfeeding and feeding
u n,o .th RS, Research shows that ORS, when combined with breast-
qwdl ~d feeding, can help reduce stool output and duration of diarrhea.

4w~ sgonetary valve te the public relations benefits you achieve from
‘T v il Lo ahove. The added value will probably justify devoting corpo-
¢ e moncy and eww gy to any socially-beneficial product or service.

Fo uitice between your company, other producers, and the government.

L wn ved communication between these groups can improve your corpo-
ite image and facilitate efforts to improve the regulatory climate toward

your product.
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he question of how directly theories about social marketing and behavior change

can be applied in the real world is an important one for us at BASICS, as it is for

many people involved in public health-related activities a.ound the world. In this
issue of Social Marketing Matters, we explore the theory and practice of social marketing
from a variety of perspectives.

Of course, no one theory can take into account the myriad of circumstances and
practical considerations that arise in planning or implementing health-related programs.
However, as the articles in this issue demonstrate, theory can provide a comumon frame
of reference for a wide variety of public and private sector marketing and behavior
change activities.

Dr. Alan R. Andreasen, Professor of Marketing and Associate Dean for Faculty
at Georgctown University School of Business, provides a theoretical framework for
planning and implementing social marketing programs (see page 2). He argues that
successful social marketing involves both marketing and behavior change activities
and that the crucial link between the two is consumer-oriented market research.

Jack Bagriansky also shows how formative research can be used to launch public/
private initiatives (see page 4). He works with the nonprofit Program Against Micro-
nutrient Malnutrition and is helping representatives of the international health com-
munity and the food industry work together to address the problem of micronutrient
malnutrition. As he explains, representatives of both groups were surveyed about
their priorities for public/private dialogue, and the results helped define the potential
scope of their partnership by outlining areas of convergence and divergence.

The importance of such maiket i« 5 a-h 1 establishing public/private partnerships
is demonstrated in a case study from Boliv ~ {see page 6). Mario Tollena, a marketing
consultant from Bolivia, outlines how surveys, focus groups, and other types of for-
mative and pretesting research were used to develop a new ORS (oral rehydration
salts) product.

The final article in this issue deals with discrete aspects of how social marketing can
2> promote certain health behaviors. Samad Khalil, a marketing executive with
Sc¢ - le Pakistan, outlines how companies can use interpersonal communication with

«ul'h providers and consumers to simultaneously promote healthy behaviors, market

their products, and improve their corporate image (see page 7).

We hope that by juxtaposing these various perspectives, Social Marketing Matters
will help stimulate an ongoing dialogue about the intersection of the theoretical and
the practical in marketing health products and services. Can you apply Dr. Andreasen’s
framework to a recent marketing or behavior change effort in which you have been
involved? Write or e-mail us with your comments and experi. nces so that we can
share them with other readers of Social Marketing Matte- .

Sozial - ~rketing Matters

IN THIS ISSUE...

v oIetig Tocial Change
The Four Stages to Behavior Change
by Alan R. Andreasen, Phi)

2

Finding Common Ground

The Food Industry and the

Public Sector Target Micronutrient
Malnutrition

by Jack Bagriansky, MA, MPH

4

L. 11nching a Public/Private
Partner: iip

A Case Study from Bolivia

by Mario Telleria

h_ rketing with a
. v Jan J‘ace
by Samad Khalil
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Social Marketing Matters is a vehicle for

sharing ideas and success stories, po ing

marketplace questions, and aiscussing

marketplace challenges. To succeed, we

need your input and active particpation.

Please contact us if you would like to:

Il submit a topic or story idea to be
coer

Il o ute an article

:Irecein . additional information on pro-
grams or publications cited

W suggcest additions to our mailing list
M learn more about BASICS

N relay a comment or reaction 1o a slory
published in Social Marketing Matters
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Figure 1.

Priorities for Public/Private
Dialogue: Increasing Public
Awareness and Creating
Consumer Demand

250 —
Py
S 200-—
T
w
© 150
an
£
2 100
o
L
E 5O
>
z
O —_—— e ke -
Public Sector
Private Sector
Figure 2.

Priorities for Public/Private
Dialogue: Professional
Communications

Number Listing as Priority
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h international health community

and the global food industry are collab-

o1atir y in an effort to eliminate “micro-
nutr - malnutrition,” a lack of certain
vitan 1 . u. minerals in the diet which
cqavrllness, death, and mental and phys-
ical impairment for huge numbers of people
"‘_‘"i]"L]L",;‘]l]‘h‘_“ }‘ 1{(,‘]-}
“ay 1ood producers, re presonrdtive  of inter-
~atonal de elopment organi: atior.: and
pulicy mal.crs from ten dev- loped ~nd
developing countries met to discu,. Pow
to use food fortification to coinbat wnis
scourge. Participants in the “.ttawa Forum”
sought to identify areas of “ommueu ¢ niC i,
priority, and commitment ups.. v vhich t
build a collaboration.

Micronutrient malnutrition—rvitamin A
deticiency, iron deficiency, and iodine defi-
ciency—can be eliminated by increasing
the availability ol certain foods (in natural,
processed, or fortified states) to vulnerable
populations. Forty million children world-
wide suffer from vitamin A deficiency,
making them less resistant to infections
that cause illness, disability, and death.
Iron deficiency anemia, which affects 1.3
billion people, slows learning, reduces work
capacily, and endangers the lives of preg-
nant women and infants. Iodine deficiency
affects one-fifth of the world’s population
and is the single greatest cause of mental
impairment (including low 1.Q.). To com-
bat iodine deficiency, governments world-
wide are encouraging the salt industry to
produce only iodized salt by the end ot
1996. The principal challenge for this bud-
ding partnership between the health com-
munity and the food industry is to develop
and distribute products to eliminate vita-
min A and iron deficiency.

The Ottawa Forum launched a dialogue
on using food fortification to tackle this

challenge. The forum was convened by
the Micronutrient Initiative, the Program
Against Micronutrient Malnutrition
(PAMM), and the Keystone Center. In
preparation for the meeting, a survey was
conducted of about 250 public and private
sector actors to identify their views on
micronutrient issues. The survey included
executives, public officials, and academics
from 12 developing courntries, the United
States, Canada, and Europe. The survey
results provided Ottawa Forum partici-
pants a sense of where the priorities of
the public and private sectors diverge or
converge on a number of key issues.

The survey idontified area, wwhere tls e
private and public sectors currently agree,
B i 1ot definitions or perfor-

. "mee waeato ' oad to different percep-

- ons and cvpectatns, and areas where

b two ¢ _ctlors dragree (see Figures 1-4).
The areas of general agrcement provide
common ground on which to develop
concrete strategies and action plans. Where
perceptions diverge, there is an opportunity
for the sectors to learn from each other.
Finally, the areas where there is disagree-
ment over goals define the limits to
public/private collaboration.

rToooox Loh s orerass il
a7 Drrs war ot soodi Bath
sectors sec value in working together on
public information and demand creation
campaigns in order to help the private
sector get into the market for fortifi .d
foods and to ensure that the public uses

f -

il T L .
R b 1L AU ORRN SRR S (RN
All respondents want to increasce the
tlow of scientific, nutritional, technical,
and marketing information—in both
dircctiony, (see Figure 2). For example,
many patented = «l-.cr i1 afion tech-
ol T st or

POt s s iy prod-
ucts such as flour, sugar, or oil in coun-
tries where these patents do not apply.
Licensing agreements or seminars to
share information were identified as
possible ways to get over the “fear of
trying,” particularly for iron fortification.

cou - be wseiuall,

Coirkevig s diers



w.ec..anisms for Cc.la_oraion:
Respondents see a need to cstablish
processes to facilitate cooperation between
the public and private sectors and to
define, clarify, and validate roles (see
Figure 3). The dialogue process, when
repeated at the national level, can pro-
vide such a mechanism for planning
collaborative cducation and awareness
activities, developing professional rela-
tionships, and building organizational
linkages.

raar et Resear~: Therc is little agree-
ment on the need for market rescarch
(s« Tu,a 4, which '5 tenth on the
public s te.r list of priorities for dialogue
i v ' ivate sector list. The
n e cror oteen brings in marketers
only at the end of a process, to promote
products or ideas developed without
their input. The private sector views
marketing as the way to develop the solu-
tion—not just to deliver it—and looks to
utilize a full mix of marketing tools for
product development, pricing, packaging,
distribution, and promotion. The public
sector might be able to better serve its
“customers” by bringing in marketing
much earlier in the process.
T T ¢ Grow!. Tr o fur e
The public sector sees fortified foods as a
long-term growth opportunity, while the
private sector is more circumspect. Most
bt siness respondents expressed a reluc-
tance to take risks and to judge opportu-
-~ athout first seeing “the numbers.”
Foth oot .r need to better v o
e SsKetaking. Then,
dadinee o a1ch, as outlined
above, as a tool for collaboratively devel-
oping solutions to micronutrient malnu-
trition. Specifically, market research can
correlate the public sector’s estimation of
the size of the nced to the private sector’s
estimation of the size of the opportunity.

Jan A

ey ¢

about their motivation for implementing
et

¢ N G LoaC or
respondents mentioned health, safety,
quality assurance, and social responsibility.
The private sector identified the need

o ITERNS

to provide an environment that allows
companies seeking to develop safe,
high-quality products to compete, inno-
vate, and develop the growing market
for fortified food products. Public sector
respondents saw only their regulatory
role, not their enabling role in bringing
fortified foods to market.

. Cost o Joc - Fort licatic.: Seventy-
five percent of public sector respondents
were gloomy about the economic
prospects for food fortification. Private
sector respondents were split: half re-
ported achieving economic benefits in
fortification, and half foresaw some con-
straints. This split in perception could be
the result of a narrow focus by the pub-
lic sector on the “poorest of the poor,”
in contrast to the private sector’s view
that there is a spectrum of niche markets
of opportunity. Again, market research
may help align these contrasting percep-
tions by identifying opportunities for
new products, pricing mechanisms,
and distribution vehicles to exploit
food product niches among low-income
consumers—that is, to create a “public
health market” for food products.

I ] acliz 2eoo wurearacy: One of the

private sector participants’ top priorities

for public/private dialogue concerns their

perceptions that the public sector lacks
“3 results orientation, clear goals, deci-
siveness, and follow-up.” They believe
that the public sector secks to determine
which foods are appropriate to fortify
and which consumer groups are appro-
priate to target—a perception that is
unfounded according to the survey.

Public sector respondents did not identify

bureaucratic reform as an area for pub-

lic/private dialogue, although one-third

did mention politics, bureaucracy, and

legal issues as barriers to fortification.

The survey provided a good starting

point for a fruitful dialogue between the
public and private sectors. It offered par-
ticipants in the Ottawa Forum a measure
of self-awarencss, a recognition of each
other’s limitations, and a realization that
differences do not preclude working
together.

Social Market o ..o2ers

Figure 3.

Priorities for Public/Private
Dialogue: Mechanisms for
Collaboration
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Figure 4.
Priorities for Public/Private
Dialogue: Market Research
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The task for. set objectives for
the program and develop: 7 a
broad marketing pla.1 to 1e 7t
those objectives from both a
commercial and a public . calth

perspective.
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Experience has shown the
importance of gaining the
support of physicians and

pharmacists in ensuring

continued from page 6

name and presentation, logo and visual
concept, and the consumer benefits the
product would deliver. Based on mothers’
descriptions of their children’s symptoms
during diarrhea, the task force decided

to position the new ORS product as a
restore. of strength lost during diarrhea.

the sustainability of ORS

demand and use.

The market research agency used focus
group discussions with caretakers of young
children to test the visual concept, possible
brand names, and packet designs. The
focus group participants selected the prod-
uct name Suero de la Vida (Serum of Life)

Figure 1

OO ~NOOaAbh wNek

B
P O

Extensive Distribution at National Level 11
Capacity/Experience in Marketing Consumer Goods 10
Distribution to Rural Areas

Ability to Produce High Volume at Low Cost
Distribution to Urban Areas

Active Promotion and Sales to Pharmacies

Active Promotion and Sales to Stores/Others
Promotion to Physicians and Pharmacists
Sufficient Production Capability of ORS

No Marketing of Antidiarrheals or Infant Formulas
Access to Packaging Equipment

RN WPR OO NXOO

Partnership for Child Health Care, Inc.
1600 Wilson Boulevard, Suite 300
Arlington, VA 22209 USA

S

ADDRESS CORRECTION REQUESTED
FORWARDING AND RETURN POSTAGE
GUARANTEED

and refined the packet design, which con-
tains an animated drawing of an ORS
packet on the front and four visual panels
of ORS mixing instructions on the back.

The task force developed an advertising
brief, a statement of work, and a set of
criteria for selecting an advertising agency.
After the agency was selected, separate
marketing strategies were elaborated for
each of the four target audiences (caretakers,
physicians and nurses, pharmacists, and
other retailers).

Experience has shown the importance of

S R . .
pharmacists in ensiiz ng the sustainability
of ORS demand and use. Therefore, the
task force decided to launch the new ORS
product in two stages. The first stage in-
volved an intensive promotional campaign
by the companies. In the second stage, the
commercial partners targeted caretakers
in both urban and rural areas using mass
media and community activities.

All the task force partners will partici-
pate in evaluating the impact of the ORS
commercialization effort on behavior
change among the four target audiences,
using the market research conducted prior
to the product launch as a baseline.

In the next issue of Social Marketing
Matters, we will examine in detail the develop-
ment and implementation of the marketing
strategy for the new ORS product.
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The e.perience ¢, the USA1L f+ Hed
L agamo~o Bed 17et Project in coa 1.t
Tanzc ia sy {2 instructive for ov
coming some of the barriers to broa”

soci~! =w~rk~""ng ¢, bed nets.
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Focus groups tested the product posi-
tioning as a “restorer of energy lost
during diarrhea,” a meaningful and val-
ued outcome to parents.

Pharmacists set the retail price of ORS,
which compensates for profits lost from
decreased sales of other, more expen-
sive diarrhea treatments.

Formative research was used to assess
current knowledge and practice for
treating diarrhea and ORS use. Results
highlighted the importance of gaining
the “doctors’” endarsement of ORS.

The packet includes clear visual mixing
instructions, and parents were educated
on using ORS correctly to revitalize
children weakened by diarrhea.
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