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How to Team Up for Success

by Haider Karrar,

General Manager and Director
Searle Pakistan Ltd.

private company can improve both

its marketing options and public

image by joining a marketers'

alliance and including the public sector

as an ally in its marketing plans. By

working together in an alliance, com

panies can increase their marketability

and access to publi agenci s. Most

importantly. private and pu bl ic sector

collabol'al iOIl l110tivat .~ private ~ . 'LOr

companies to lake public health goal',

and turn tbelll into workabk bu illeS

options, which is the essence of social

marketing. ln addition, th image and

-redibility of corporations afT improved

in th . eyes of the government, phy j.

dans, al d, ultimately, the publi .

B nelit of

Collal oration between and alllong pub

lic agencies and private companies can

be a very p_ werful tool for achieving

-uch public hl::alth goal as improving

aVailil[ iiity of oral I' hydr~lti()n salts

co.1LiIlUl!d 011 PI1Hc 2

Insecticide-ireated
Bed Nets
A Preventive Too! for
Malaria Control
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Through participation in

an ORS marketers' alliance.

an ORS marketer can learn

about state-of-the-art public

health information.
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Allies in Marketing
r01llillued from page I

(ORS) and dh~eminalingoral r 'hydra
tion therapy's (ORT) educational
Illes ages. He way to achieve greater
collabora lion is for ORS marketers and
prod 11 ers to form an RS marketers'

alliance. Such an alliance, based on
shar 'd int rests, is much more power
luI than om: company operating alone.
For example, by representing a group
of ompanies-

• the alliance can negotiate more
effectively with public health
organizations and governments;

alliance III '\ 'tbers an benefit from

each other's resources-one company
:lJay use another company's unused
manufacturing capacity to produce
ORS; and

• 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 tor 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

suming for the public health educator,
Through participation 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.

Benefits from Collaboration

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 jf
Pakistani ORS marketers had nut been
willing to work with the government.

By joining forces and receiving
endorsement by influential organiza

tions such as UNICEF and USAID, ORS
was delis ted and a rebate on the pur

chase of foil obtained as well.

continued on page 8

One of the big challenges [
faced in my life was to turn
{walth objectives into business
opportunities. While you are
doing your normal business
activity, an important national
goal is being achieved.

-Haider Karrar
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II.~'D \ '~SIlING \U1'H SO.\P:
Both a Business Opportunity and a Public Health Objective

by Barbara Boyd and Camille Saade

P
romoting hand washing with soap presents a good business opportunity [or soal)

manufacturers who want to expand their market beyond laundry and toilet

products, Research in Indonesia, for e ample, has demonstrated that while hand
washing is a routine behavior for rural mothers, it is dune by rinsing with water

only. More than 90 percent of these sam mothers, however, use soap for washing
clothes and cleaning cooking utensils. Herein lies the opportunity.

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 campaign carried a message about th
importance of hand washing to prevent contamination leading to diarrheal di'"easc.

Promoting hand washing with

soap pre. ents a good business

opportunity for soap maHufa -

t/./rer who Waftt to expand

their market beyond laundry

and toilet products.

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 imponan e of hand washing

for hygiene purposes.

In many places, it is common to Lind mOl hers
who do not use soap to wash their hands, bu
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 Department of Health
and the Indonesian Medical A'sudation 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 diseases 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. ~

Ingat! Cucilah Tangan Sebelum Makan.
~ Pesan Layan jn Masyarakat ini Clisampaikan oleh :

~ IKATAN DOKTER INDONESIA bekerjasamadengan Lifebuoy
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A careful review oj' available

consumer reo earch indicated

that mothers had limited

knowiedoe of the diarrheal

symptoms oJ dehydraUon.

'1 "( Of II t~n it ':
Naming an ORS Product
in Malawi

n Malawi, Pharmanova, a pha ma

ceutical company, i~ collaborating

with lhe Millistry of Health ro intro·
duce a new, locally manufactured (Hal

r hydration alt ( RS) product to the

Malawian market. The new product is

intended to repla e the import d R
sa 11th previollsly supplied by UNl EF

alld will be distributed through both

public and private channel.

One of the company's first marketing

tasks was to dey >lop a brand jd~nlity

for the n w ORS product. A brand
identity builds name and product

recognition with c nsumerS, using

words. images, and symbols. A success

ful brand nam_ r aks with one voice,

is a1tenll(1I1-getting and memorable,

and improv . can. liIncr wan'ness,
trial usc, and correct product usage.

A team compo 'ed of representative~

o( Ph rl1lalJova, UNICEF, and BASICS,

an a local res 'arch r quickly devel

oped a consumer market research

program, In Malawi, as in oth COL..n

tries, the primary targ ts for ORS are

the caretakers, particularly mothers.

of children und r five years of age. A

careful review of available COl sume-r
research indi ated that mothers had

limited knowledge of h diarrl:eal

symptoms of dehydration. Mos., how

ever, recognize weakness as the primary

danger sign. TI e research also suggested

thai mothers were primarily eeking a
medical product that would reswre the

child's strength.

A. a result of these findings. the team

decided that th n w ORS I roduct/
brand should he positioned as a special

oral oilition thatmainlains and reo
stores the child's strength by replacing

fluid' lust from diarrhea. This position

ing diff r ntiates the new product from

other hom' fluids by mphasizing that

it is a special medicinal product and is
sup rior to ther fluids available foc

home liSe. By f lCllsing on what con
Sllll1cr~ already rewgnize as an impor

tant end bencIit-restoring the child's

strength-it speaks dire tly to what

mot hers want mo~t in an ORS product.

In addition, the team w.mted the prod

uer packaging to be positive and reas
suring 10 give mati ers good feeling

about the product without undermining

it image as a pharmaceutical. The pack

aging also needed to shew correct oral

MuplUti iii yunsw mu~ rnic:t.I yII mi1undu' . 61 ~ 20.0 g.
Sodillll D'Ilmde 3.511. Socfun eitrl 2.9 II. Potassilfll Chloride 1.5 g. &£ipient

Ku .27.90
,MIJ~tm.1¥iI ndi wopqidwn iii a: LIII. Po ...JEJ I,_______ 1

Figure 1
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Figure 2

rehydration therapy procedures includ
ing product mixing, administration,

and feeding.

The team's creative director developed
five graphic concepts for preliminary

screening and created illustrated mix
ing instructions (Figure 1) aimed at
non-literate consumers and based
on Ministry of Health guidelines.
Using suggestions from Pharmanova
workers, the team developed a list
of possible product names. After the
team's initial review, a shon list of
product names, graphic concepts
for product packaging, and product
benefit statements, together with the
illustrated mixing instructions, were
tested with mothers in focus gwups.

The focus group approach provided a
rapid and reliable check on the creative

development proce s. Th findit g'
were clear-cut, making it asy to select
a graphic design, product name, and

basic packaging opy that c([ectively

communi aled the product to on
sumers. Th ' winning package de ign
was a silhouette at a mother giving
a drink of ORS solution to a child
(Figure 2). The brand name, Madzi a

Umoyo, or Water of Health, communi
cated and reinforced the produCl's
health-restoring properties. Based OJ1

suggestions from the mothers in the
focus groups, the mixing instructions

were revised and then retested success
fully with non-literate mothers.

Unbeknownst to the ORS mar

keting team, a local healer has

claimed to have discovered a

cure for AIDS, cancer, and other

diseases. This cure is common

ly being referred to as madzi a

moyo. Through word-<lf-mouth,

this new cure generated a

tremendous amount of atten

tion from the media and is now

known nationwide. The brand

development leam, concerned

that its new ORS product not

be confused with a purported

cure for AIDS, decided not to

use the name Madzi a Umoyo.

Fortunately, alternative names

had been tested in the focus

groups and thanzi, meaning

strength r vitality in Chichewa,

tested almost as well as Medzi

a Umoyo and was selected as

its replacement. Th oth r

packaging components were

unchanged.

(The brand development team

members were: Victor Kasinja,

Creative Director, UNICEF;

Samu Samu, Research Director.

Bunda College; Terry Kearon,

Managing Director, Pharma

nova; and Camille Saacte an~

Bob Porter, BASICS.)
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Bed nets are already popular

in many African communities

where they are used for

privacy, as well as for protec-

tion against biting insects.

Instl( tit'idt1-Trrahld Brd ~(ltS:
A Preventive Tool
for Malaria Control

by Barbara L. Boyd

W
ith 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.

Th Bed Net

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.

The Insecticide.

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 effects
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. I

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.

G
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from frequent washing and from
drying in the sun.

Bed Net Retreatmen

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:

• Coordinated treatment of many nets at
once. Companies can find a market
in mass net retreatment for institu

tions such as health centers, schools,

hospitals, or large agricultural busi
nesses who provide boarding for

their workers. Whole communities
can be encouraged to participate
in "dipping days."

• Individual 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.

• Home treatment. Companies can
market small packets of insecticide
so that individual users can treat
their own nets. Kits for home
retreatmen t, in the form of sachets
or small bottles of emulsifiable
concentrate, are now being sold

to tourists in some countries.

The Sales Effort

Promotion is the major task in any
insecticide-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 sa ys, "the idea of the bed net itself
naturally follows. The commercial
sector can playa vital role in helping
reduce mortality from malaria by doing
what it does best-marketing a service

or a product." l~

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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Improved communicatiOI1

cowillued from paoc 2

to A Publi
between these groups can

improve your corporate iWlage.

BASICS
1600 Wilson Boulevard, Suite 300
Arlington, VA 22209 USA

• Identify a national objective that is clearly related to your product or ser
vice, Recast the llational objective as a business opportunity and build a
promotional strategy for your product around this opponunity.

• Tmprove your product's appeal by promoting it as a therapy that accompa
nies other proven child health measures; e,g., breastfeeding and feeding
long with ORS, Research shows that ORS, when combined with breast

milk and Ie 'ding, can help reduce stool output and duration of diarrhea.

• Assign a JllOnetary value to the public relations benefits you achieve from
the activities above. The added value will probably justify devoting corpo
rate time, IlIom:y, and en rgy to any socially-beneficial produ or service,

• F rge ties between your company, other producers, and the government.
Improved communication between these groups can improve your corpo
rate imag~ and facilitate efforts to improve the regulatory climate toward

your prod1JCt. L~..JJ
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r 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 around 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.
How ver, as the articles in this issue demonstrate, theory can provide a conllilOn frame
of reference for a wide variety of public and private sector marketing and behavim
change activities.

Dr. Alan R. Andreasen, Professor of Marketing and Associate Dean for Faculty
at Georgetown 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 publici
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 market res 'arch in establishing public/private partnerships
is demonstrated in a case study from Bolivia (see page 6). Mario Tellerra, 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 sOLial marketing can
be mcd to. promote certain health behaviors. SaIllad Khalil, a marketing executive with
Searle Pakistan, outlines how companies can use interpersonal communication with
he Ith 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 ornments and experi nces so that we can
share them with other readers of Social Markering Matters. ~
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The modell propo '(' b gin· with a re ogniti n that audi nc some 10 undertake impor
lalll behavior changes in stages rather than all at once. Although some writers propose [ive

or six siages,' [ suggcsl lhat customers progre s Ihwugh [our sta~es:
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My framework, or pilradigm, is has don Ih funclam ntal prec pt thaI ocial marketing

is really all about influencing behavior-not merely n:ating product awareness or changing
alliludes (~ee figure I), Givellthis behavioral #bOllOIll line." it follows 111at elreaive social

mark ·ting requir's a mindscl that puts the target uslomer at Ih 111 r f ev ry Irat gic
decision. II also means that the process of social marketing must begin wilh an aHempt to

understand target customers (ohen call1:d forlllative research), The proce~ mU~l include

on tantly going bJck to the e same larget Cll tomer I gauge their likely reacliom Ipre

tt.'~ting re eareh) during development of a program. Finally, th> process also llluSt include
mechani ms thai the social markellT can u c 10 continually touch ha~(' with con umers to

karn how the program is working (monitoring research)

The overall tKC S~ of a cmromer-cemered approach, however, depends on developing

a deep and sophisticated lIncicrslanding of the largel cusDmers. While il is possible to gaiL
'uch a 'ophi ticilted under landing Ihrough random obs ~rvalion amI hnllfS of customer
research, it is more likely to be gained when such observiltion and research are guided by
<l model or repr ~enlalion of how large! audiences make decisions and take action.

'$c',', l'lf e ~ll1pk, J, 0, rrocha<ka, C, C. DiCklllente

and .I. C. NOftrO'lo't, "In Sl'Jrch oi How People [bang\::

Appli"'alil1ns t~) AdcJicliq: fh,'havior". ~ Ilmt:rican psydwh1f}ht

47:9 ISI'p'l'mber (992). pp. 1102-1114: and Everett

HO~4,'I', /)irrlf~i(m IlfllO/I)\'Ofi,}Jr5, 1011nh t'Jilion ( l"W Y\)rk:

Free Pfl'" , 1995!,

o ial marketing has been accepted a a
legitimatc behavior change technology.

Consequcntly, it is no longer necessary

to justify its lise over 01 her approaches, The

challenge toUClY is how 10 LIse it n ost df<: 

lively. There is a wide recognition lhat clkc
rivc lise o!' so ial markering to achieve an

organization's social mission requires a broad,
workable slrategic Jramework for planning

and a tion. In Marketin,t] Socia! Chm/He (San
Francisco: ,1nssey-l3ass, 1995), I sel forth such

iI comprehcnsive framcwork. This framework

i well upponed by the mark ting and social
scienn: literature and by my twenty years

01 experience advising managers 01 social

marketing programs around the world.

by Alan R. Andreasen, PhD

Georgetown University

The Four Stages
to Behavior Change
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SocilIl Markcling Matters h a communicalion
resource (or In~, rkctl'rs of h~ahh pr du 1)
<"Hld SCI' licC's wol'ldwitle, It serves tn connet r
ocially r<,.po",ible markelers around the
~Iuh ~ who have c:xp~[lded th 'ir CUlIlll1lT i,JU
uhjertivc.: to meet humanitarian need.....
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OilY",: Aldll R. Ant!re,l>ell, i\1'lIkerill!J Stlcial Chml!Je (San Fran is 0: J(l ry-Ba~~ PlJbli~her~, 1995).
p.14.

Figure 1-

Key Features of Social Marketing
-----------------

1 Consumer behavior is the bottom line.
2 Programs must be cost-effective.
3 All strategies begin with the custcmer.
4 Interventions involve the Four P's: PrOduct, Price, Place, and Promotion.
5 Market research is essential to d€signing. pretesting, and evaluating

intervention programs.
6 Markets are carefully segmented.
7 Competition is always recognized.

• Precontemplation: when cu 10m r'
have not really thought about under

taking the a tion or have con luded

(we hope, temporarily) that it is not

appropriate [or them.

• Contemplation: when custom 'rs ar .
a tiv ly thinking about taking the action

but have not yet done. o. Thi. stage

includes two componellls: in Early
ontemplation, tlley have just lJeguJ

to evaluate the possibility; in Late

Contemplation, they are dose to

taking the ru ial fir~t steps.

• Action: when customers are trying

the new b 'havior.
Maintenance: when ustomer. arc
settling into new I atLerns o! b havior, pre. umably never to return to the "old ways."

The hallenge fa ing the 0 ii'll marketer differ depending on the behavior change

tag\.' of tht' target market. The goal is \0 m(),,\.' target audience to lhe ne t ~lage in the

proce'>s, not to move them to the final stage in one leal! Thus, in Precontemplation, the

challenge is to overcome cunsLlmers' tendencies to sele tively ignore or SCI' 'en out social

marketing messages in order to create awareness and interest.

The ocialmarketing challenge at sub'equent lage~ of the proce . i made much mor

complex by the many factors thaI influence behavior. 01 these, four are most important:

• Perceived benefits: what good things could happen if the behavior is undertaken

• Perceived COSts: what bad things (ould happen if the behavior is undertaken

• Perceived social influenc : what important other people or groups arc doing or arc urging.
• Perceived behavioral ontroL wh lh I' consumer, think they can actually carry (lut the

behavior
Thus, the hallenge at the Contemplati n Stage is t< I' ctu per iv d cost. and t

increase perceived benefits, social influence. and behavioral control. During tbe Mainten

ance Stage, consumerS must fed rewarded and must [lave frequem reminders to continue

th d ir d b haviors

Thi framework for understanding customers Ile1pS odal marketers determine what to a \.:
ill lormative research, what to look lor ill prClc'\t\, and what 10 monitor J. program roll

nul. It i al 0 help ul in dcvi'>ing ~fK'Cinc ~tratcbies and laLLic~ LO en ure that all beha ioral
influenc'~ ar' addr' sed and oordinill ·d.

Finally, the Iramework b flexible enough to be used by social marketers to inlluence

not only target custolllers but also others wllo arc critical 10 the program's success, includ

ing media gatekeepers, schoolteadlers. distributors, politicians. and government bureau

crats. among others. What makes the framework robust is that. in each stage, the bottom
line remains the ~aJ1lc: the l1\arketing manager J1eed~ 10 inOucl ce behavior.
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Public Sector

Private Sector

Figure 2.

Priorities for Public/Private

Dialogue: Professional

Communications

challenge. The forum was convened by
the J\Jlicronutrient 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 countries, 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 identified areas wher the
private and public sectors currently agree,
Mea where difkn:DI definitions or perfor
man e indi ators leild to different percep
tions and expecta tit ,ns, and areas where
the two sectors disagr e (see Figures 1-4).

The areas of general agreement 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.

s of me
• Increasing Public Awareness and

Creating Consumer Demand: Both
sectors see value in working together on
public information and demand-creation
campaigns in order to help tbe private
sector get into the market for fortified
foods and to ensure that the public USes.
the,e food appropriately ( ee Figure I)

• Professional Commlmications:
All respondents want to increa the
flow of scientific, nutritional, technical,
and marketing information-in both
dir ctions (see Figure 2). For examplJ.
many patented food-fortification tech-
nulugie u ned by the pri ate lOr

could be lIsdull ' appli 'd (0 impl 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
trymg," particularly for iron fortification .

~ WI' '

he int rnational health communifY
and the global food industry are collab-
orating in an eHort to eliminate "mi r

nutrient malnutrition," a lack of certain
vitamins or minerals in the diet which
cau.t'S illness, death, and mental and phys
ical impairment for huge numbers of people
afOllnd the world. In December 1995, lead

ing food producers, reprccnrativ of int r
national development organizations and
pullcy makers from ten developed and
developing countries met to discuss hnw
to use food fortifi 'ation to combat this
scourge. Participants in the" ttawa Forum"
sought to identify areas of commoo Oil cern,
priority, and commitment upon which to

build a collaboration.
Micronutrient malnutritiun-vitamin A

deficiency, iron deficiency, and iodi ne defi
ciency-can be eliminated hy increasing
the availabilit y of certain foods (in natural,
processed, or fortified states) to vulnerable
populations. Forty million children world
wid suffer from vitamin A deficiency,
making them less rc istant to infections
that cause illness, disability, and death.
Tron deficiency anemia, whi h affects 1.3

billion people, slows learning, reduces work
capacity, 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 LQ.). To com
bat iodine deficiency, governments world
wide are encouraging the salt ind ustry to
produce only iodized salt by the end of
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

The Food Industry and the
Public Sector Target
Micronutrient Malnutrition

by Jack Bagriansky, MA, MPH
Program Against
Micronutrient Malnutt'ition
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Dialogue: Increasing Public

Awareness and Creating
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• Mechanisms for Collaboration:
Respondents see a need to establish
processes to facilitate cooperation between
the public and private seClOrs and to
define, clarify, and validate role, (see
Figur, 3), The dialogue procesr" when
repeated at the national leveL can pro
vide such a mechanism for planning
collaborative education and awareness
activities, developing professional rela
tionships' and building organizational
linkages.

I

• Market Research: Ther - is little agree
ment ( n the need for market research
( C' Figure 4), which i~ tenth on the
public sector list of priorities for dialogue
and third on the pri ate ~ector list. The
rubli 5e [ur 0 ten bring~ 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 fuJI mix of marketing tools for
product development, pricing, packaging,
distributi n, and promotion. The public
sector might be able to better serve its
"customers" by bringing in marketing
much earlier in the process.

• Long~Term Growth Opportunities:
The public seClOr sees fortified foods as a
long-term growth opportunity, while the
private sector is more circumspect. Most
business respondents expressed a reluc
tance to take risks and to judge opportu
nilie withou t first seeing "the numbers."
Both e tors n ed to better llnd 'r 'land
he other' aprr ach to ri k-taking, Then,

the L n me market re carch, a, 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 need to the private sector's
estimation of the size of the opportunity.

• The Role of Regulation: When asked
about their motivation for implementing
foud-related regulation, tandar ,or
uther code of conduct, publi eClor
respondents mentioned health, safety,
quality assurance, and social responsibility.
The private sector identified the need

10 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 of Food Fortification' 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 conomi benefits in
fortification, and half foresaw some con
stra iots. 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 rc~earch

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,

• Public Sector Bureaucracy: One of the
private sector participants' top priorities
for public/private dialogue concerns their
perceptions that the public sector lacks
"a results orientation, clear goals, deci
siveness, and follow-up." They believe
that the public sector seeks 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 menti.on 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-awareness, a recognition of each
other's limitations, and a realization that
differences do not preclude working
together.

Figure 3,

Priorities for Public/Private

Dialogue: Mechanisms for

Collaboration
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•
The task force set objectives for

the program and developed a

broad marketing plan to meet

those objectives from both a

commercial and a public health

perspective.

A Case Study from Bolivia

by Mario Telleria
UNICEF/Bolivia

n rt:cenr years, international aid donors
and developing country government
have increasingly sought to pm lJ their

hild survival a d public h alth gals by

er'atin Jllianc with co m rcial enter
prises. I have be n privileged to be part of
a succe' ful public/private partnership in
Bolivia to in ease the availability, accessi
I illty, and use of oral rc'hydralion salts
(OR ) on national level. This article out
lines how thi '. pannership was established.

While ORS 1c been available in
Bolivi for a number of y ars, infant and
young children throughout the «)untry
continue to die from the effects of diar
rheal dehydration. The Bolivian Ministry
of Health (M H) ought to increase and
sustain RS availability beyond its own

limited distribution system. The MOH
d id d to ncourag the private sector
to h Ip achi ve this goaL with the supporl
f three im rnational donor agencies

the Pan Am 'ri an Health Organization
(PAHO), U1 ited ations Children's Fund
(UNICEF), and U.S. Agency for Inter·
nation I Develupment (USAID).

A major obsta Ie to increasil.g the avail
ability of commercial ORS in Bolivia i the
Jimiled market for ORS and 0: nsequent
Jac of anomies of scale fo~' cu rrem nd

potelllial ORS producer~ and marketer.
Pharmaceutical companie~ hod little inter-

t in tting up I cal pr duction and/ r
marketing operatiuns bee usc of the Jack
of demand for ORS. This wa5 compounde
by th high cost of importing the raw
materials for ORS and its packaging. In
addition, the large quantity l f ORS 1J ·ing
inlponed and distributed at subsidized
prices by I he MOTI effectively Jimitc:d

the commercial ORS market.

The public se tor took the first step by
stabli. hing <) task fore charged wi th

increasing national use of oral rehydration
therapy (ORT) and reducing the high

infant m nality rate' attributable to diar
rhea. The task force was comrris d of
key personnel from the MOB and repre
sentatives from th thr donor agencie .

Th la k force requested the technical
assistance of two oUL~ide marketing e pens,
one from UNICEF headquarters and one
from the BASICS (Basic Support for
In titutionalizing Child Survival) Projc l.

As a local marketing consultant based in
La Paz, 1 was hin:d by UNICEF to team
up with th two marketing consultants
to t:nsure local continuity. We mad' lise

of existing market research data to hll
the task force as C" existing knowledg
about OR use and 81lilude toward
treating diarrhea in children.

The task force set objectives for th .

program and developed a broad marketing
plan to meet those obje tives from both a
_ommer ial and a publi health pcrspc tive_

The marketing xperr on the task force

initiated onta t with local pharmaceutical

and f d manufacturer. and distributors.
The marketing t am conducted a systemat
ic analysis of the capacity of 17 pharma
ceutical and consumer goods companies.
Then, we creat d a matrix to identify the
best candidate companies by matching
their capabilities with the criteria agr cd
upon by the task Imce (see igme 1).

Two companie were selected: Drogueria
inti, which controlled a large share of the
Bolivian pharmac uti al market produced
OR 10 ally, and had Xl n ive marketing
and distribution mechanisms in place; and
Lahomtorios Alfa, a small ORS producer.

The ta k for e ontra ted a I ai, pr fe 
sional market re~ear h agency to survey
consllmer~' perception, attitudes, and
behaviors con erning diarrhea and ORS.
The urvey onfirmed several assumptions

underlying the preliminary markcling
strategy. It also connnned that Iher . was a
large, untapped potential market for ORS-

TIl" task for . us'd the market survey
results to d velop a marketing and position
ing trat gy, which included the produci

Olllil/lled 01/ page 8
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by Samad Khalil
Searle Pakistan, Ltd_

osl businc 5 organizations arc looking
for opportunities to enhance their
corporate image. Educating people

on mall rs of health and poplIlal ion can
he a particularly altraclive way of a hiev
ing this goal. 0 additi nal expenditure

r parat programs arc needed. Rather,
education is imparted in Ihe proccss of a
promotiunal effort. For example, companie
mark ting oral rehydration salts (ORS)
can promote breastfeeding and appropriate..::
fceding a~ a concomitant therapy for treat
ing diarrhcJ. The me sage can be included
a\ part of the sales story. Little extra effort
is required, and no e tra funds <lre Ileeded
Similarly. companie mark ting oth I'

h alth arc produ IS can promote immu
nization, per ona] hygien " and health
spacing between children.

These mcssages (an be conveyed
through the mas' media, in doctors'
clinics, in retail phiumacies. and through
nongovermnenral organizations ( GO).
The 115 of mass media as an outlet for
such messages is familiar to everyollC, but
olher outlets may be less comm nplace.
What follows is an outline of how these

arious out lets can be used.

Messages to doctors can b supplemented
by providing them with prescription pads
or with display charts (idenlif ing the
ponsor) to hang in waiting rooms or

examining rooms. Leaflets wilh a similar
me ag' (again, identifying the spon or)
an tepa sed on to patient by t1 e do tors.

Exp rience 1a hown that doctor are
willing to participate if they can see the
need for and the relF'vance of the effort.
For example. do tors can provid counsel
ing to groups of mOlh rs on immunization,
increas d spacing belween children, and
how to prepar and use ORS.

Retail OUllct providc a mm' regular
point of contact with the target audience.
ExperienC<..' has shuwn thal retailer' will

participate in sllch promotional efforts if
the m terial is suitable and attractively
design ·d. Posters and charts, for example.
can br' hung inside retail outlets or lIsed
a window displays.

To licit a tive participation, however,

it is essential to imp rt useful knowledg .
Th most pportune time to provide prod
uct knowl 'dge (and informatiun about
related health mcepts) is during the
launch phas of a product. Trade seminar~

also prOVide an OP! nunity. Booklets,
I aft't , and circulars sent through the
lield sales forc ' allow the retailer to
discus and clarify oncepts and impl 
mentation. As knowledge Ie ds to partici
pation, companies can then ask for ctivc"
retailer panicipation in delivering the
me' ilge to the consumer.

No marketing organization has a large
enough budget to undertake all the pro
grams or exploit all the pponuniti it
an identify. Similarly, no NGO has a large

enough budget to und rtake all the aClivi
lies necessary [0 achiev its objectives.
Socially active marketers and alert NGO
official therefore n 'cd to identify and
exploit opportunities to work together.

NGOs III .y provide the forum fur
organizing health-related ed lCational cum
recreational activities (c.g., Baby Shows.)
The markeling organization may then usc

the forum not only to promote its products
bllt also to enhance its corporate image.
All of this can be achieved at a very
small ost.

Collaboration ben fit the NGO as well
as the marketer. NGOs are eager to support
events that provide their members an
opportunity to interact with the cormnunitYr
enhance their skills, expand their social
networks, Or give them the satisfaction
of promoting a worthwhile cause. Again,
the cost of such an event is a small fraction
of what it would cost to organize it with
out a partner.

In Pakistan, the opportunity is wide
open fur c Jlaboration among commercial
mark 'tel'S, doctor~, retailers, and Os to

educate people on matteL of health and
population-to market with a human face.
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Figure 1

Bolivia ORS Initiative: Task Force Criteria for Assessing Companies' CapacitY'

Importance Criteria

1 Extensive Distribution at National Level

2 Capacity/Experience in Marketing Consumer Goods
3 Distribution to Rural Areas

4 Ability to Produce High Volume at Low Cost

5 Distribution to Urban Areas

6 Active Promotion and Sales to Pharmacies
7 Active Promotion and Sales to Stores/Others
8 Promotion to Physicians and Pharmacists

9 Sufficient Production Capability of ORS

10 No Marketing of Antidiarrheals or Infant Formulas
11 Access to Packaging Equipment

Experience has shown the

importance ofgaining the

support of physicians and

pharmacists in ensuring

the sustainability of ORS

demand and use.

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

restor rof strength lost during diarrhea.

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)

Points

11

10
9
8
7

6
5
4
3

2
1

and refined the packet d ign, which con

tains an animated drawing of an ORS

packet on the front and four visual panels

of ORS mi illg 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).

Experienc has shown the importance of

gaining th support of physician ane
pharmacists in ensuring the sustainability

of ORS demand and u e. 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 panners 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 ofSocial 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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Socia Mar eti gMatters

odal Markcrillg Mmrcrs seeks to stimulate a discussion ahout how themie

on social marketing and behavior change can be applied in the real world.

The previous issue offered a variety of perspectives on both the theory and the

practice of social marketing. This issuc focuses on how tu a -scss -lKial marketing

opportunities Hnd how to plan and implement a campaigl to exploit them.

U ing rc c, rch t gauge the target audience is. central to the marketing strareg}'

nf a puhlic/l'rivat' partnership in Bulivia to market ORS (oral rehydratiun salts). In a

ontinuatiun ufhis article from the previous issue, Mario Telleria outlines huw the

parmer-llip defined the target audience fnr ilS new cUI111ncrcial ORS product, devel

oped a product th, t ,1pp als to those consumers, and launch d rhe product (page 2).

We found that the practical experience (,f this partnership matches quite closely

with Dr. Ala 1 AI1l.Ircasen's four key factors influencing b h, vior, described in toe

previous issue of Social Marketing Mattel'S (p<1ge 8).

Dana B. Inerfeld, of 'odal Marketing Mallers, clttended the econd Annual

Conference on Social Marketing, held outside Washington, 0 ,in M y 1996. Based

in part on a panel discus ion at rhe conference, 'he oullincs the benefits that can

accrue to companies engaged in cuu-e-rebted marketing, including improved sales,

profits, an I employee r lations (page 4).

Dr. Peter Winch, from the John, Hopkins University School of Hygiene and

Puhlic Health, cxamine~ a -ocial marketing project to promote the lise >f

insccticiJ -treated ed nets for malaria control in Tanzania (page 6). Hc explaim

how memh r of the community helped overcome some pro lcms encountered in.

distributing the nets.

IN THIS ISSUE...

Developing and
Implementing a Marketing
Strategy for ORS
A Case Study ji- m Bolivia
by Mario Telleria

2

A Report from the Second
Annual Conference on
Social Marketing
Using Calise-Related Marketing
to Boosr Sales
y Dana B. InerfelJ

4

Social Marketing of
Mosquito Nets in Coastal
Tanzania

vercoming flarriers to Effi ctive Di tribution
by P tel' Winch, MD, MPH
6

Our gmll is to make ocial Markcring Marrers a

stimulating and pra'ti I marketing resource.

By completing the read, r survey nclosed with

this issue, you can help us meet thilt goal.

Please return the completed survey

by mail, fax, or e-mail.

In appreciation, we will send you

a omplimcntary book of your choice.

1

So 'ial Marketing Matters

Sucial Marketing Mailers is a vehicle:
for sharing ideas and sucees' storie-.
posing marketplace question', and
discussing marketplacc challenges. To
be an effective forum for social
markcters, we need your input and
active participation. Please comacl us
ifyou would like to:
.submit astory idea
• contribute lin lI.ticle
• receive additional infonnation on

programs or publicati n cited
.sugge t additions to our mailing lis•
• learn more about BASICS
.relay a comment or reaction to a

story published in Social Marketing
Mailers
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A Case Study from Bolivia

hy to.-Luio T dlcria

L' '} '£F/Boli1'ill

nth, pr 'vious issu~ o(Sm:ial Marketillg Mauer', I re ounted .'>teps r:Jk n to l:Junch
\\ hat has beCl)H1C a succe 'sill1 publidpriv<l[e pannership in Bulivia lo increase [he

availabilIty, a ce"sil ility, ::Ind lise of oral [chYLlration s,IIl' (OR '). The initi,ltive works

thrtlugh a task force [hat includcs repre -entntives of all the partner.: the Bolivian Minis

try uf [-1I.:alth (MOH), Pan American Health Organization (PAllO), United ations

Childr 'n's FlInd (U ICEF), the Rasi :upporr for lnstitutionalizing hild un·ival
(Bi\ ~IC ) rrojc t of 1I1c U.S. Agency for International Dev<:!l'pmcllt ( 'AID),::In I (\VO

private phurmaccuti -<11 firm Dwgueri:J I TI <nL! Lahnratorios Alfa.

In this article, [ outline how the ta -k ftlrcr; devcltlpcd a markering ,rrareg)' for a new

commercia] OR' produ t. 1\\'0 other mark 'ting experts with cxt<:mive <:xpcrience in
lIther I:lluntries provided tLcbnical assisrancc ttl th<: task force. 111gether. we workeJ \ itr:

111:,,1 market rcs ',11' h firms to asscss the porenrial market, identify the target alltlien e,
and dc\'c!op and test rhe pmJuct': positioning, pri e, promotion, and distribution

st Luegies.

Uur first step \\a5 t I analy"e existing market r<: 'carch data to help the msk t()l"ce assess

current knowh:dgc abollt OR' use an I current <ItLitudes toward nctlting diarrhea in
children, Usually, such dat;! onsist pnmarily of studie conducted by puhlic health
~lgcncies, international don,)r organi:ation , or commercial ORS suppliers. In Bolivia,

information on ORS wa' il-.c1uJcd in family health surveys previou I)' conductetl by the
MOl I, U AID, U ICEF, and PAHO, In addition, we had ilCCCS [() market information
ctmtalllcd in trade audits d the pharmaceutical indu -try.

We use I this rcs '<lr -h III develop a preliminary marketing strategy and a hrand

identity for [he n<:w OR ' product, \ hich includcd a de 'cription of the targ t audicnc
the (lo.itioning sl<1l 'mem, .1I1d rhe product ratiunale. Thc producr w, s positioned as "a

srecialornl solution thm maintilins and re tores the strength of the child by replacing
f1uid' !lIst Juring diarrh .,\."

The preliminary marketing strateg:- wa: the ba i' for market reearch among potential
consumers. We used surv 'yo to giluge current pcn:cptions, attitude" <lnt:! behe viol'.
rcgardll1g the 'orrec[ I reatment of diarrhea through RS nr mher home-available fluids.

InJi\'iduals were ~urvl')'cd in three dit'f,~rent regions of Bolivia, each of which wntainl'd

distinct ethnic gwu ~ and had rural and urban Iopulations.
The survL'y' confirmed many elements of the preliminary marketing strategy,

In -Iuding the <: 'istence of ,1 Inrge pote:1tial market ior OR . The 'urvey also facilitated

:egml'ntation of the mark 't into f()lII" primary audience~: parents, physicians and nlll". s,
ph~1l"l11acists, and other [etailers.

The prctesting re earch involved th "four Ps" of the marketing mix: product po iti- ning,

pril:e, prom\Jtion, anJ pl< Ce (di tribution).

• Positioning. III p,l'ition the product, we held foeu' group di-CllS ion' with parents of

y< 111ng children in rural and peri-urban areas, even succe ive focu- group' were used to
tcst nine prelimin ry vi ual concepts, choos<: among pos-ible brand names, and refine the

key message. One visual concept was unanimously preferred and was ucce "ivc!y fine-
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Figure 1

Ric
I

cOlllin/led on page 8

mpl m 9 ar
The ta k force elecided to launch the new (iR, produG:t by first targeting

private h '<lIth are professionals (physicians, pharmaci'b, anJ nurses), in

part b 'cause the support of physician. and pharmacistS has proven e en
tial to stimulating, he usc nf ORS. 'he first stage involveJ an intcnin;

prom ltional campHign using rhe companies' meJical representatives. Thi~

compl m nted fforts hy the public sector tll train pul-Iie health wotkL:t<,

in the use of OR '. Th companies .11ught to emure th It ORS wa~:

• Place. A survey was conduct· I to as. ess Ihe .111 illlde. anJ behavior of
the k 'y links in 1he I riv:lIe seClllr JL lrihutiun channel· pharmacists anel
shopkeepers. Pharmacists knew ORS, hut the product was new I\) the
majority uf ·h Jpkcepers, who generally limit'd th 'ir stock of he:llrh proJ

ucts to painkillers, antacids, and rllbl ing ointments.
Among pharmacists, 97 percent reported recommending OR - fi,r

trc,lting chilLir n', diarrhea. Ilowever, given the very low sale' of
cammer ial ORS, W onJucted a simulation survey to confirm this filld,

ing. Trained female interviewer. pIlseJ as mother. and sought advice (rom

pharmncist, alll)Llt tr aring: child with diarrhea. nly 5 percent of

pharmaci t. recommenJcJ OR a·::t first choicc for treatment. Addr~ss

ing this enormou' Ji 'crerancy between reported ,tnd tl!:lscrved behavinr
on the part of [lharmacit~ bec<'ll11e tI kq fonls of (Jur marketino- strategy.

• Promotion. The mnrketing xpens on rhe task force inviteJ executive'
of the two ctlmpanies to participate in JL've]oping th . adverrising strategy

fur the pmducL. After t1w 'ldvertising agenLY \\,;lS selected, separate

markcting stl'ategies \\'erc clahomted for 'nch III rhe {our target

<'IllJienco.;s.
ixty percent of the campaign hudg\'r \I,h e,)rm,ukeJ for interper

sontll communiG\tion-u~it)g the cum lanies' "lies forCes tIl reach
phy·icians. ph,lrmaci ·ts, and retailers. rhe remaining 40 perCL:nt llf the
budgcr lVas allocated to radio, TV, village fairs, and llther eommllnity

activitie: to reach parcnts.
The donor agencies agreed to .share cljually the co't of the fir~t,yea.

adverrising campaign. The companies made <:In lI1-kll1d cllntrihution tll t1-L
effort by mobilizing their sales forces a 1J donating their time. Th ' larg 'I'

of the twn cpmpanics. DrvgHC:ria I TI, del'dllped proJllct Jisplays for llSl'

in pharmacies and general stores. All pmmllrional material was te'ted

wid, the appmpri::lte t<lrget HuJiences_

tlJl1t'd (along with two ,)th r fin, lists): nn nnil1lated R::;, ~l ·het I h,lt conveyed joy,

vitality, and ~rrength (see figure]).

The produ t name was chos 'n: SHem ,Ie la \'idu (Serum of LIfe). The {ey message

was refined to inCluJe a pwmi'e ((l "recLlper,HC ilnd glv' strength tll the cl ild with diar

rhea" (reClt/Jera y LILt [Herza £II Jlhio WIl ditlrc,d. 'r he focus group al'o asses cd visual

panels illustrating OR mixing jnstrl1erion~,

• Price. The ta k force conJucted <l price-,ensitivity study on the new plUducL. '[Hget
con timer' in rural ,Hen were rendy t(J pay fin ,l\'erage of 1 Boliviano ( . C1. ZO) per
packet of ORS. However, the high co,t of importing the matcri,ds to produce and pack
age OR ~ meant that the pro ILicers (01l1,111,1t sustain this prile without, uhsidies, fter

cOll:>iderable debate, the task (orcc agreL:d ".I'ith the produ crs' re omm 'n.lation ((l set
the wholesale price at 1. 70 ulivianlls (U ~$('I. 34) and to allow t,tail 011 rlets
to detcrmine th final price to consumers.
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Panel of presenters at the Second
Annual Conference on Social Market
ing (from left): Minette Drumwright,
University of Texas at Austin; Martin
Fishbein, University of Illinois at
Urbana-Champaign; Alan Andreasen,
Georgetown University School of
Business; and Marvin Goldberg, Penn
State University.

ARCll(U't from til(' l ('(,OIul Annual (:onrcn'lu'(' on So(Oial
Mar rt'tinR
Using Cause-Related Marketing to Boost Sales

Dana B. lnerfeld
Basic Support for Institutionalizing hild Survival (BA I ) Project

he term "cau e-related marketing" wa initially coined by the American Expres
Company. hange' in the financial services market had affected the company's
10 al markets in the late 1970 . In an effort to increase usc of its charge card, Ameri

can Express allied itself with a high-profile effort to preserve and re$tore one of the most
recognizable American landmarb-thc Statue of Lib rty. Th company donated a
percentage of it' profits to help restore the $tc1tue in time for the landmark's 100th birthday.

Seeing the succes' of this marketing trategy, a number of companies followed thi'
approach. According to Dr. Alan Andrea 'en, profcssor of marketing < t the Georgetown
University School of Business, mo t corporations engage in social marketing through cause
related marketing, which hc defines as "any effort by a corporation to increase its own ales
and profits by ontributing to tbe objectivc$ of one or more nonprofit organizations."

Dr. Andrea$en made his remark during a panel di cussion on corporate allianc at the
second annual onference on Social Marketing. The two-and-a-half-day conference, held
in Fairfax, Virginia, in May 1996, involved about 150 participants from bu ines , a ademia,
government, and the nonprofit community. In fact, the breadth and ize of th conference
atte$t to the growing recognition of how far-reaching the benefits can be for the partn r in
uccessful public/private alliance.

Types of Caus -Related t- '9

There are four types of cause-related marketing;

• Corporate Issue Promotion. In the United Stat ,caretak r$ arc required by law to put
children in protective safety seats when rhey travel in an automobile. Midas Muffler Shops
chose to Lise its far-ree ching network of stores to ell child car seat' at cost to customer
and employees. Midas also colle ted used car cat and distributed them free of charge to
needy familie .

• Total Company Promotion. According to it corporate mission statement, Ben &
Jerry's Homemade, Inc., a Vermont-ba ed ice cream and frozen yogurt company, is

"dedicated [0 dle creation and demonstration of a
new corporate concept of linked prosperity." There
are three parts to this mis'ion: ensuring fine-quality
products, promoting economic gr wth and financial
reward for shareholder and employees, and
recognizing the ocial rol of busines by attempting
to impro\'e the quality of life for the local, national,
and international community.

Ben & Jerry' ha developed a positive
corporate image through donating 7.5 percent of
pretax profits t charity and supporting projects
that arc "models for social change."

• Cause-Related Marketing Alliances. orpora
tions form cau e-related marketing alliances with
nonprofit organizations or government agencies for
several di tinct purpo es. "Joint issue prom tion" is
a partner hip to 'imultaneou ly promot a product
and a socia1/political mes age. An example is
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lamom magazine teaming up with a national cancer organization to promote the use of
mammograms for early dete tion of brea t cancer.

"Sales-related fund raising" is best exemplified by the American Express Statue of
Liberty campaign: the company makes Jonation to nonprofit organizations tied to sales of
its prod uct(s).

Finally, nonprofit organizations may "licen e" their nam , for use on products or
promotional ampaigns. For example, the nonprofit Arthri i' Foundation licensed its name
to Johnson & Johnson, which now makes and ells a product called"Arthritis Foundation
Pain Reliever."

• Seal of Approval. A fourth type of alliance involves gaining a seal of appr val from a
respected organization or government agency for use in packagin:~ or promoting a product.
For example, Honduran-based Corporacion Cressida gainee..! a senl of approval from the
Mini "try of Health for its chlorine product for water purification.

Cause-related marketing camp, ign become more effective as companies and their
nonprofit and government partners gain experience. In one five-year period in the early
1980s, following it" succe ful tatue of Libeny campaign, American Expre's carried Oll t

more than 80 uch campaigns in 15 countrie .
Natalia Cherney Roca, Senior Director of National Mark ting Esmbli hment ervices

for American Expres ,note that this strategy allowed the company to gather "some formi
dable knowledge and experience with regard to the approptiat and effective criteria that
need to be established in order to manage a successful cause-r lated marketing campaign."

Benefits of Cause-Related ar et-ng

Why do companies like Ameri an Express, Midas, Glamour, John, on & Johnson, and
re ida pursue alliances with nonprofit organizations? The usual motivation is to improve

the company' bottom line. ause-related marketing brings many benefits to the corp ra
tion, and they all can help boost sales.

One benefit is to increase con un ers' preference for the company and its products. A
cause-related marketing cnl1lpaign can be effective in repositioning an old product, better
differentiating a product from its competitors, or attrac ing new customers. Many
consumers will witch brands or pay a premium (0 help promote a cause they upport.

Cause-related marketing al 0 results in what Mark Sarner, president of Manifest
Communi ations, calls the "halo effect." The public often mi trusts the motives and
actions of corporations. Alliances with respected nonprofit or governm nt organizations
can provide companies with a halo of public crcl~ibility.

au e-related marketing campaigns can yield internal as well a' external benefits.
uch campaigns are often seen by high-level managers as an opportunity to improve the

company's image by showcasing its commitmen w responsible citizen hip. For x mple,
the prouuct and campaign may be given a bigger promotional budget or increased internal
resources such as more pu lie relations suppon.

Dr. Minette Drumwright, senior lecturer at the University of Texas at Austin, believe
that cause-related marketing is an effective means of realizing internal company objec
tives. he points out that adding a social dimension to an advertising or marketing
campaign can serve an effective employee-relation function. The ampaign can help
improve the overall corporate culture and can increase employees' loyalty to the
organization. Employees arc more likely to take pride in their company when it engages in
activities that make them feel good about themselves.

Win-Win

Overall, corporate alliances result in a "win-win" situation for all parries involved. Non
profit organization benefit from increa ed donations and higher visibility. Government
organizations can improve the effectiveness of social, health, or publi afcry messages.
Corporation can njoy increa ed profits, an improved corporate culture, and greater
cu tomer < nd employee loyalty. le.I
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ommitlee memb r~ attended a day
long ~ 'minar on malaria, which in luLled

a debate on how hcsL tu distribute, 'ell,

Finally, while net' arc increasingly

available, the nets alone arc not very

efic"tivc at protecting against malaria,

<lml it is still difficult to obtain the in. ee
tickle needed w treat (<lnJ to periodi

cally retreat) the nets. (For a more
thorough discu.. ion of the malaria
control benefits Df trenting ncrs with

Il1sccticide, see the first issue of Social
MClrketin~ Matters.)

The experience of the USAID

funded Bagamoyo Bcd Nd Project in

coast;}l Tanzania may be instructiv for
overcoming some of the"e barri rs to

broad sO'ial marketing of bed n [s, This

article fueue' in particular on the

lessollS related to distributi n.

to Villagersir

E t bli hing oc I
ion an el

The Bagamoyo pwject est bli hed a
community-based system for di"tribution

and periodic retreatment of nets in a
rural area, whi h had a population of
_5,000. - he 13 villages participating in

the project were lividcd into four gro IpS_

Nets were distriluted to the four group
<It six-mL)l1th interval, during 1992-94.

During planning of the project, vil
lag rs wer o:lsked h IW the musquito nelS

could best be di ribuLed anJ retreated.
Most of them suggested a "mo quito net
commirrc,n fur two main reason. First, a

. eparate committee was perceived tc be
more acceptable because i[ would

re,cmhl' 'oll1mittee already in plac to
aJdress other village i 'sues such a edu

cation, and because it would be relatively
easy ro monitor. e ond, villager felt
their government offici:'!L were to ) busy.

Village net committees were e'tab

Ii ·hed. Member were lee ted using
recommendations from village leader',

pr ject 'taff, and a random group of
villagers_

In many ways, .<lnzania is now ready for

largt;:-scalt: 'ocial marketing of n ts.
However, any social marketing scheme

would need to overcome a number of
barriers. These include the weak tmns
portation infra trucwre in m,lI1y pllrts (If
the country and [he limited rea"h of the

private secwr in some run,l <lrc::!'.

Furthermore, the pre 'en e of a l1um-

er of mO'lluito net projects funded
lhrough different lHganizarions has in
some ways made the soci;}1 mClrketing

challen e more difficult. For cX<lmple,

b cause net· <Irc offered free by m;}ny

projects. people may be reluctant to P~IY

for th m

ala ria is a n,ajur public health

problem in almost elll Darts of
T:lI1zania (p )pulation 2.7 million)_

A number of reo earch studies have
demunstrated the effectiv ne.';s of insec

ticide-treated mo quito (h'd) nct· on

malaria in differenr pans of the country.

A n r . ull, there is a growing
onsenslls within both the Ministry (1f

Health and the larger public health
cummunity that mosquito nets have an
important role [U play in mal;}ri;} control

in 'Ii.mz.lnia. This has led [0 an improve

ment in the supply of bed nets within the
country: nets arc now exempt from
import duri s, and;} priv, te firm in the

northern town of Arllsha i' manufactur
ing nl,;t' for commerci'~l di. rriblltion.

Overcoming Barriers to
Effective Distribution

I y Peter Winch, MD, MPH

Johns Hopkins University choul of I lygicl1f.
and Public Hcultl.

Bagamoyo Bed Net Project in coastal

social marketing of bed nets.

coming some of the barriers to broad

Tanzania may be instructive for over-

The experience of the USAID-funded

&
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.omminee members participated in a

post-distribution 'cminar to ass ss the
results and to di cu' p( sible improve
ments to the proc ss. Thcy identified
Tveral problellls:

• Both sell r. (the net committee mem
bers) and lX tential customers wer
uncomfortable with exchang1l1g mon 10'

before the net were delivered,

• Many p 'ople purchased the wrong ize
net bec'llI . committee mo:mbers Jid
not have all three izes wh n the con
ducted thc house-to-house visits.

• Village leClders \ erc not involved in
th pre-dLtribution 'cmimH, and, as a
result, some were indifferent lr
resistant to the prOJect.

• Som' people were unclear about wh(
needed a net-for example. SlllTIe

anJ treat nct~. C lmmittee member
thcn conducted a hlluse-LO-housc survey
to promote the nets, tu assess the num
ber of nets neeJed, and t ) make adv<lnc ~

sales.
On listribution day, a play wa' pre

semcd that addre ed the must cummon
problems villagers might have using the
nets. Thuse who bought nets or had their
nets treated were given easy-tn-under-
rand instruction booklets. Funds from

the sale of ner. were dcpo 'ited in a
village revolving fund, to b' u'ed for
pllrcha 'ing more ners amI in ccticide,

One major difficulty wa pricing,
Villagers did nut appreci~lte that the net
WI uld h . ill ,ffective unl s. they were

treated with in 'ccticiJe. They were
therefore much more willing to buy nets
than insecticide, which made it JifTi ult
(or the insectici Ie to be pri eJ hi h

enou h to yidJ a profit. Abo, if nets and
in Tcticide were s( Id at even a slightly
suh:;idizeJ price, ther IVa' signific;.'tnt

leakage of nets outside the project are",
-potentially compromi 'ing the ability 0

the villagc revolving fund' tu sustain the
progr, m.

Impro in h Di tributio

f,lmilics that could not afford net for
everyon bl ught them only for the
adults rmher than for children'lS well.

• The single day anu c ntrallocation
for Jistribution, coupled with the amount
of time it took villager' to purcha. e their
nets and have them I reated, made the
process inconvenient for many Ii oplc.

Changes were made in the proces:; to
address these 'prohlems. For example,
advanc sales were discontinued. Village
leaders wete invited to the pre-distribution
eminar. HEorts to publicize the program

wer' stepped up (() generate interest and to

promote net lI'C for children. 1 'ts wer
distributed over three days at several loca
tion , and the amount of tim it t ok to buy
nets anJ h ve them trealed was shortened.

Sale of n ts significantly improve I during
the second pha'c ('ce Figure I). Overall, • t
least 64 percent and up to 95 percent of
th estimated need was mer. The project
also produced some significant health ben
efits. including a three-fold reduction in the
number of episodes of clinical malaria over
a comparison group,

Public funJing for the project has ended
but rhe village net committees continue to

operate. They \l(lW purchase nets and
in ecticide through c mmcrcial distributor:"
using the village revolving funds.

Figure 1

Net Sales during Phase 1 and Phase 2 of the Bagamoyo Bed
Net Project

Phase 1 1A 630 379 498 79.0

1B 896 322 578 645

1C 698 239 542 77. 7

Phase 2 2A 1125 593 1013 900

28 1170 785. 1112 95.0

2C 1399 762 1196 85.5-----
SoU"ce: Ahmed M. Makemba, Peter J. Winch et ai, "Community-Based Sale, Distribution and

Inse.cticide Impregnation of Mosquito NEts in Bagamoyo District, Tanzania," Health Policy and

Planning 10 1 (1995)
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H
continlled from jJ1lge 5

y u In e Result
The parmers agreed to evaluate the
impact of ORS commercialization
efforts ( n the b havior of the four taruet
audie ces a y ar aft r rhe product launch,
using as a baseline the market research
Jaw gClthereJ prior to the launch.

In [he ~econd stage, [he commer ial firm,

would targ t P< rents in urb<tn and rural
area,. The goal was to expand the reach of

OR by

• increasing [he availability of ORS
beyond pharmacies into the popular
marker, including tiendas (small shops)
village fairs, open-air markets, and

street vendors

• gaining lhe suppOrt of retailers through.
l:Juc;ltion::l1 and commercial incen
tives linked to ORS

• crcating demand among parenb

• educating parenr~ ro ue ORS correctly.

• available in all pharma ies:

• actively recommended by pharmacy
personnel

• prescribed by physicians and rmamcdic~

for treatment of diarrhea

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

Formative research was used to assess
current knowledge and practice for
treating diarrhea and GRS use. Results
highlighted the importance of gaining
the "doctors'" endorsement of GRS.

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

Focus groups tested the product posi
tioning as a "restorer of energy lost
during diarrhea," a meaningful and val
ued outcome to parents.

Perceived Costs
Ideas about negative consequences of
adopting a behavior

Perceived Behavioral Control
Judgments about the capability to
carry out the behavior

Perceived Social Influence
Perceptions about whether the
behavior has been adopted by others
and is socially/c!Jlturally acceptable

Perceived Benefits
Ideas about what will happen if
particular behavior is performed

Figure 2

Behavior Change Theory in Practice
I ----:..-:-g--------------
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