
Prepared for 

Office of Population 
Bureau for Science and Technology 
Agency for International Development 
W;3.shington, D. c. 
Under contract No. DPE-3024-Z-00-7079-00 
Project No. 936-3024 

EVALUATION OF THE SOC'IJl_L MARKETING 
FOR CHANGE (SOMARC) PROJECT 

Vincent W. Brown 
Matthew Friedman 

Barbara Janowitz, Ph.D 
Tennyson Levy 

Edited and Produced by 

Population Technical Assistance Project 
International Science and Technology Institute, Inc. 
1601 North Kent Street, suite 1101 
Arlington, Virginia 22209 
Phone: (703) 243-8666 
Telex: 271837 ISTI UR 

Report No. 87-124-066 
Published March 11, 1988 



i 

TABLE OF CONTENTS 

GLOSSARY . . . . . 

ACKNOWLEDGMENTS • • • • • • c 

EXECUTIVE SUMMARY . . . . . . . . . . . . 
I. INTRODUCTION 

1.1 
1.2 
1.3 

Purpose and Scope of Evaluation . • • • 
Evaluation Methodology • • . . . . 
Project Background • • • . • . 

. . . . . 

II. PROJECT DESIGN AND MANAGEMENT . . . . . . . . . . 
11.1 project Paper and contract . . . . . . . . . 

II.2 
11.3 

11.1.1 
11.1.2 
11.1.3 

Background . . . . . . . • • . . • • • • 
Vali~ity of Project Assumptions • • • • 
Evolution of Management Plan . . . • . • 

Prime. Contractor-Subcontractor RelationshipE:. 
Management and Administration . . • • • • • 

11.3.1 
11.3.2 
11.3.3 

Core Staff Capabilities . • • ..• 
Management structure • . • • • • • • 
Budget and contract Management • • • • r 

11.4 SOMARC Advisory Council 0; • • • • • • 

III. CSM PROGRAM IMPLEI.fENTATION 

111.1 CSM Country Conditions 

111.1.1 
111.1.2 
III.1.1 
111.1.4 
111.1.5 

Background • . • • . • • • • • . . • • • 
Country Activities • . • • • • . • . • • 
Country Selection . • • . . • • 
Country Assessments. • • • • • • • . 0 • 

count:::y strategy •. •......• 

111.2 Subproject Design and Implementation. 

11I.2.1 
III.2.1 
111.2.3 
111.2.4 

Program Models • • . • . . .• •.• 
Implementing Organizations/Personnel • . 
In-Country Interactions . . . . . • . . 
Training and Technology Transfer . . . • 

III.3 SOMARC Agenda for Remainder of Contract 

iv 

vi 

vii 

1 

1 
1 
2 

4 

4 

4 
5 
7 

7 
10 

10 
11 
13 

17 

19 

19 

19 
20 
20 
22 
24 

25 

25 
27 
30 
31 

32 



1i 

IV. TECHNICAL ASSISTANCE • • • • • 0 • • • • • • ~ • • • • 

V. 

IV.I 
IV.2 

IV.3 

IV.4 
IV.5 
IV.6 

Background . . . . . . . . . . . . . 
Technical Assistance to Non-SOMARC CSM Programs . 
IV.2 . 1 Overview. ............ . 
IV.2.2 Impact ................ . 

Technical Assistance for Pre-CSM Implementation 
Activities . . . .. .... ..... . 
Responsiveness to Field Requests . . . . . . . . 
Technical Assistance Financing . . . . . . . . . 
Consultant Roster . . . . . . . . . . . . . . . 0 

RESEARCH PROGRAM 

V.1 

V.2 

Operational R8search . . . . . . . · . . , . 
V.I.I 
V.l.2 
V.l.3 
V.1.4 
V.l.5 

Financial and Technical Inputs . . . . . 
Goal of operatioual Research . . . . . . 
Country Research Reports ....•. 
Research Coordinatioll . . . 
Use of Research Results . o. ••• 

Special Studies 

V.2.1 Impact of CSM Programs on Contraceptive 
Prevalence . . . · · · · · · V.2.2 study of CSM Target Groups . . · · · · · V.2.3 Plann~d Studies. · · · . . . . · · · · · V.2.4 Appropria~':Emess of Special Studies 
Research . . · · · . ' . · · · · · 

VI. INFORMATION DISSEMINATION 

VI.l 
VI.2 
VI.3 
VI.4 

"Update" Newsletter ............. . 
Occasional Papers . ......•..... 
Library . . . . .. ...... . . . 
Special Activities--Regional Workshops . . • 

33 

33 
34 
34 
35 

37 
38 
39 
39 

42 

42 

42 
43 
44 
45 
45 

45 

46 
48 
48 

49 

52 

52 
53 
55 
56 



iii -

APPENDICES 

A. U&AID Response to AID/v.; Inquiry about SOM. "',C Performance and 
Leplies Received 

B. Scope of Work 

C. Persons Contacted 

D. Matrixes of SOMARC Staff Slcills and Time "\l~".Jsated to 
Project 

E. SOMARC MIS F~rms 

F. Advisory Council Members 

G. SONARC Techni~al Assistance Activities by Region 

H. Model for SOMARC Research Progra-::: 

r. criteria for CSM Progralo ;3upport 

J. SOMARC Baseline KAPs and Tra~king Studies 



AED 

A.I.D. 

AIDS 

BA 

CBD 

CSM 

c'ro 

cv 

CYP 

DPN 

DR 

FOF 

FP 

FPA 

FPIA 

IEC 

ICSMP 

IPPF 

JSA 

UP 

LAC 

LDC 

1-1SH 

OC 

PCS 

iv 

GLOSSARY 

Academy f'or Educational Development (subcontractor) 

Agency for International Development 

Acquired immune deficiency syndrome 

Births averted 

Community-based distribution 

Contraceptive social marketing 

Cognizant technical officer 

Curriculum vitae 

Couple year of protecti2~ 

Doremus, Porter and Novelli (subcontractor) 

Dominican Republic 

Family of the Future (Egypt) 

Family planning 

Family planning association 

Family Planning International Assistance 

Information, education, and communication 

International Contraceptive Social Marketing Project 

International Planned Parenthood Federation 

John Short and Associates {subcontractor) 

Knowledge, attitudes, and practice 

Latin American/Caribbean region 

Less developed country 

Management intormation system 

Management Services for Health 

Oral contraceptive 

Population Communication Services 



PD 

PSI 

PVO 

RAPID 

TFG 

v 

Projec~ development 

Population Services International 

Private voluntary organization 

Resources for the Awareness of Population Impact on 
Development 

The Futures Group 



vi 

ACKNOWLEDGMENTS 

The SOMARC evaluation team would like to express its 
sincere appreciation and thanks for the cooperation of the SOMARC 
staff and the prime contractor (The Futures Group) and its 
subcontractors (the Academy for Educational Development, Doremus, 
Porter and Novelli, and John Short and Associates), especially 
for their candid and patient response to our questions. Special 
thanks go to Santiago Plata, project director, and Betty 
Ravenholt, senior consultant, for the time they spent with us and 
their assistance in organizing meetings with their senior staff 
and subcontractors. All of the project group managers, research 
directors, and senior management staff were especially generous 
in giving their time. 

The team, of course, accepts full responsibility for 
the contents of the report, and hopes that it will be of 
practical assistance to A.I.D.--not only as an evaluation of the 
SOMARC project to date, but also as a resource in determinations 
about a follow-on CSM project. 



- vii -

EXECUTIVE SUMMARY 

I. Background 

The obj ecti ve of the contracepti ve Social Marketing 
project (also known as Social Marketing for Change--SOMARC) is to 
use commercial marketing, promotional, and distribution 
technique~ to increase the availability, knowledge about, and 
correct use of contraceptives among eligible couples in 
developing countries. The contract was signed on September 21, 
1984, and ends in September 1989. A total of $~1, 113,000 in 
A.I.D. ~unds has been authorized, of which $16,636,000 has been 
obligated and $11,250,000 had been expended as of November 30, 
1987. 

The purpose of this evaluation is to document the 
proj ect' s accomplishments and problems to date in light of the 
objectives and targets set forth in the Project Paper and 
contract between A.I.D. and The Futures Group (TFG). At the time 
of the evaluation, the project had been fully operational for 
less than three years. 

II. Project Design and Management 

II.1 Project Design 

The basic design of the project and the contract terms, 
as amended, are sound. The contract, however, does not include a 
line item for training activities to be carried out as part of 
the project. To date, the technical assistance component of the 
proj ect and development assistance provided by the SOMARC core 
staff have been sufficiently flexible to provide whatever 
training has been needed. As new countries are included within 
the proj£ct, however, and as those CSM countries currently active 
mature, more training-related activities will be needed. 

The assumption that contraceptives must be provided 
free by A.I.D. will require reexamination. It is possible that 
more could be done to encourage countries to provide their own 
contraceptives at an affordable price as a step toward ensuring 
sustainability. 

II.2 Management and Administration 

In general, the management capabilities and 
administrative arrangements for the proj cct are very good and 
have led to the effective provision of services. The project's 
management structure and management information system (MIS) 
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appear well conceived and capable of handling the complex 
operations under way in over 22 countries. In some cases, 
however, senior management, marketing, and advertising advisors 
have not been available vlhen needed. In addition, some SOMARC 
technical officers could benefit from further upgrading of their 
management and marketing skills, as well as from more regional 
know-how, especially about Africa. Al though senior staff are 
experienced in the requisite skill areas and in regional affairs, 
that expertise is not always shared with the technical officers. 

The only relevant skill area not specifically required 
by the contract is medicine. Gi ven SOMARC I S emphasis on oral 
contraceptives (oes) , classified as ethical drugs requiring a 
prescription in most countries, and the potential negative 
effects on health and sales of distributing OCs to persons with 
serious contra indications , the medical staff component should 
have been more strongly emphasized. 

All contracts executed under the project must be 
approved by the A.I.D. contracting office in addition to the CTO 
if they exceed $25,000. The SOMARC management has suggested that 
the ceiling be raised significantly for all routine contracts-­
i.e., to $100,000. If this were done, it would reduce the number 
of contracts requirinq contract office approval by approximately 
80 percent. 

One particular development that affects CSM programs, 
particularly ~n Africa and Latin America, will also involve the 
CTO. It is the potential negative effect of vigorous AIDS­
prevention advertising programs on CSM promot:i.on of condoms as a 
contraceptive and a means of introducing males to their family 
planning responsibilities. 

Recommendations: 

o SOMARC should explore further its work with countries 
that supply or are planning to provide their own 
contraceptives. It should also continue to work with 
the private sector to determine under what 
circumstances private firms might be prepared to help 
underwrite the costs of contraceptives and to sell them 
at affordable prices. 

o TFG should consider additional measures, e.g., 
service training, to enhance the technical. 
managerial skills of its technical officers. 

in­
and 

o Future CSM projects should require that the contractor 
provide competence in medical aspects of the program, 
as needed. 



o 

o 

III. 

ix 

Given the experience and capability of the SOMARC 
contracts office, A.I.D. should raise the ceiling for 
which routine contracts must be considered by the 
A.I.D. contracts office from $25,000 to $100,000. 

CSM project managers and CTOs should work closely with 
AIDS proj ect managers and eTOs in regard to condom 
advertising to try to mitigate the potential negative 
effects of AIDS-prevention campaigns on CSM programs. 

Program Implementat~on 

From inception to November 1987, SOMARC had developed 
11 new CSM programs; 5 are currently selling products and the 
others are expected to begin product sales in early 1988. In 
addition, SOMARC provides support to the continuing sales effort 
of the Barbados/Caribbean CSM program. SOMARC has also completed 
country assessments in another nine countries, three of which 
seem more than likely to proceed to implementation. 

III.1 Path to CSM Program Implementation 

A "country selection" process is the first step in 
determining which countries will be eligible under the SOMARC 
contract for a full CSM country program. Once a country has met 
certain basic conditions, it is then eligible for a "country 
assessment" to determine if it meets the minimal requirements 
deemed necessary to implement a CSM program in that cour!try 
successfully. If the CTO approves the country assessment, the 
contractor then has three months from its initiation date to 
develop a "country strategy," which must include a program 
implementation plan. Once the country strategy is approved by 
the CTO and the relevant A.I.D. Mission, the CSM country program 
is ready for implementation. 

The SOMARC country assessments in general conform to 
the requirements of the contract, but they are not al vlays as 
rigorous as one might like because of the impreciseness of the 
criteria established by A. I. D. Every country 3ssessed can be 
recommended for program implementation, because marketing 
strategies can be devised to mitigate problems raised in 
complying with assessment criteria. 

The next step in the process, the country strategy 
paper, is nothing more than a deliverable that triggers 
implementation and, therefore, the flow of subproject funds. 
Generally, there is relatively little difference between 
assumptions made at the time of the assessment and the 
preparation of the strategy. Issues raised in the strategy paper 
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a:::-e not usually resolved within the three months allowed for 
approval. As a result, problems develop in implementation that 
should have been resolved at the strategy stage. 

Following completion of the strategy paper, a marketing 
plan is prepared by the implementation agency, with SOMARC 
assistance. This plan is specific to the institutional, legal, 
distribution, sales, promotional, and research and evaluation 
issues in the host country. It is an action-oriented document 
that plays a vital role in guiding and monitoring program 
implementation. 

Recommendations: 

111.2 

o The criteria for CSM program support should be more 
specific and discriminating. Assuming that the country 
selection process would have predetermined such 
fundamental issues as the political and 
health/population policy environment, program 
implementation should be predicated on the following: 

o 

An identified and justified demographic need 
(e.g., low prevalence). 

Viable private sector infrastructure to support 
program. 

Potential for increasing contraceptive usage and 
prevalence. 

Clearly defined measure of cost efficiency. 

Justification for any exceptions to these 
would have to be documented so that A. I . D. 
prime contractor could make a sound management 
regarding whether to allow the exception. 

criteria 
and the 

decision 

since the country strategy represents an implementation 
plan, consideration should be given to rep:i.acing the 
strategy with a marketing plan. The marketing plan 
would be prepared within six months, and A.I.D.'s 
acceptance of it would represent final implementation 
approval. 

Implementation Activities 

The most important in-country implementing organization 
is the distributor, who has the major responsibility for program 
proqress. If the distributor has good management and marketing 
ski ;.ls, the program can be effectively implemented. In some 
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countries, however, SOMARC's selection of a distributor may have 
been conditioned more by distribution capabilities than by 
management and marketing skills. 

SOMARC is required to provide training for local 
project personnel in marketing, sales, medical detailing, 
logistics, management and product planning, and other areas. The 
intent is to develop the in-country infrastructure and skills 
necessary to run a national social marketing organization. 
SOMARC's work in developing market research capabilities has been 
excellent. Of particular note, too, is the impressive retailer 
training protocol developed for Ghana and now being replicated in 
Liberia and the Dominican Republic. SOMARC is relatively weak, 
however, in developing communications competence. 

The SOMARC agenda for the remainder of the project has 
largely been determined. Those countries wi th active sales 
programs will require follow-up help from SOMARC. Perhaps even 
more intensive will be the assistance needed for the six 
countries in the early stages of CSM implementation--Zimbabwe, 
Brazil, Liberia, Peru, Ecuador, and Trinidad. There is also the 
probability of new programs in Malawi, Morocco, and Rwanda. 

The continuing demand for technical and developmental 
assistance means that SOMARC' s resources vlill be fully utilized 
through 1:he end of the program. Assuming the above-named 
activities come to fruition, any additional assessment activities 
are likely to stretch an already fully committed staff, 
especially those at the senior level. 

Recommendations: 

o It is critical that good program management and 
marketing skills reside at the distributor. If they do 
not exist, they should be provided through training. 

o In vi(~w of the commitments in the SOMARC pipeline, 
inclusive of possible projects in Malawi, Rwanda, and 
Morocco, SOMARC should now consolidate its activities 
and not attempt to conduct addi~ional country 
assessments. 

o SOMARC should commit greater resources 
implementing agencies, particularly in 
marketing communications. 

to 
the 

training 
area of 

o The retailer training program should be instituted in 
existing projects and included in future projects where 
necessary. 
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IV. Technical Assistance 

Under the technical assistance component of the 
project, SOMARC provides short-te~~ technical assistance (1) to 
non-SOMARC CSM programs formerly funded by· A. I. D. and other 
organizations and (2) to potential CSM countries in which a 
limited effort is needed to determine the feasibility of 
establishing a CSM program. As of November 1987, SOMARC had 
carried out 27 technical assistance assignments within 14 
countries and used 70 percent of the. 240 professional person­
months available. The technical assistance provided falls into 
five basic categories: fu.ndamental marketing and management­
related research, reviews of marketing and advertising proposals, 
problem solving, training and workshops, and evaluations. SOMARC 
has been flexible in its use of in-house staff I independent 
consultants, and private sector contacts in responding to 
requests for technical assistance. 

Most of the assist~nce provided to non-SOMARC programs 
appears to have had a positive impact, but that provided to 
Asia/Near East region has been most effective. In Lati~ America, 
impact varied from country to country, in part due to tr.e 
existence in some countries of external constraints independent 
of SOMARC. 

Some countries receive ongoing assistance for a number 
of activities, which requires sUbstantial funding from SOMARC. 
Although this support is warranted, it consumes a large 
percentage of the technical assistance budget. 

The second form of technical assistance--assessing the 
feasibility of a CSM program in a given country--serves 
essentially the same purpose as project development assistance. 
SOMARC's interpretation ~nd use of funding for pre-implementation 
activities is justified under the contract. By making a 
distinction betv.reen pre-implementation and proj ect development, 
however, SOMARC risks funding the former at the expense of other 
important technical assistance, especially as more CSM programs 
mature. Additionally, it becomes more difficult to track the 
budgetary requirements needed to initiate a CSM program from 
beginning to end, including pre-implementation expenditures. 

As part of its technical assistance activities, SOMARC 
maintains a computerized consultant roster. There are now nearly 
500 names in the data base. This system has the potential to 
work well in identifying consultants to carry out assignments 
that require specific languages and regional experience in CSM­
reldted areas. The data base appears to be underutilized, 
however. In addition, the consultant files that augment the data 
base do not appear to be up-ta-date, which limits the usefulness 
of the roster. 
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Recommendations: 

o 

o 

o 

v. 

In the follow-on contract, a distinction should be made 
between technical assistance for existing non-SOMARC 
CSM proiects and those a~tivities that resemble project 
development. 

In the follow-on contract, more emphasis should be 
given to funding technical assistance activities 
exceeding $75,000 through buy-ins from the A.I.D. 
Missions in order to ensure a strong USAID commitment 
to the activity. 

The consultant roster should be used more consistently 
to identify potential consultants, and consultant files 
should be reviewed and updated regularly. 

Research Program 

The research program consists of operational research, 
which is designed to provide information to improve program 
performance in a particular country, and special studies, which 
are designed to assess and improve the overall CSM program. 

V.l operational R~search 

The in-country research mechanisms and SOMARC 
involvement in the research vary according to the technical 
skills available in the particular country. In four of the five 
countries reviewed for this part of the evaluation, local 
research organizations were able to 0arry out the research 
without much assistance from SOMARC. In the fifth country, 
Ghana f however, SOMARC had to provide considerable technical 
assistance because there were no local agencies capable of 
carrying out the research. 

The consumer j,-tercept studies conducted to date use 
households rather than ..:etail outlets as the sampling frame, 
perhaps because it is easier to survey households in localities 
for which there are current sampling frames and experienced 
household interviewers. Household surveys, however, do not 
necessarily reach the targeted consumer groups, whereas the 
targeted groups are already shopping at the retail outlets. 
Thus, there may be instances in which intercept studies can be 
used as a sUbstitute for household surveys, in which case the 
research agenda could be shortened. 

The use of different research designs makes it 
difficult to compare results across countries. SOMARC has hired 
a research manager to coordinate the research effort, and that 



- xiv -

should result in the use of similar designs. 
efforts are already evident in the research plan. 

The manager's 

V.2 Special Studies 

The subjects addressed in special studies are important 
to evaluating programs and to improving country performance. 
Some concern is warranted, however. The evaluation studies cover 
a larger number of countries than just those that receive SOMARC 
su,,?port. Studies of the impact of CSM should encompass this 
larger number of countries, but any detailed analysis for a n~n­
SOMARC country would probably be funded elsewhere. To the extant 
that comparable methodologies are required to analyze impact, a 
single organization should carry out the research, preferably one 
not involved in providing the service bein~ evaluated. 

Consumer intercept studies are an appropriate vehicle 
for det.ermining whether CSivi programs reach the appropriate target 
groups. Whether they can be used to determine if CSM is bringing 
new users into the market remains unclear, however. Further 
analysis should be carried out to determine the proportion of new 
users attributable t,o the program, at which point the CYPs 
attributable to the program could also be calcu.lated. Such 
adjusted CYP data would provide a better indicator of impact than 
simply crediting all sales to the program. 

The programmatic s'tudies included in the special 
studies research agenda appear to be very useful. They should 
provide information to help improve the performance of social 
marketing programs. SOMARC has also done well in its support of 
studies directed at improving program operations. 

studies to determine the impact of CSM on contracep.tive 
prevalence have been less useful. SO:'1ARC does not have 
sufficient funds to carry out large surveys to determine the 
impact of CSM on contraceptive prevalence. In addition, 
regression analysis using data from a large number of countries 
is not an appropriate way to assess the impact of programs. If 
A.I.D./Washington wants to obtain information on program impact, 
then it could provide funds to increase the sample size proposed 
in some of the baseline KAP and tracking studieo. Sample sizes, 
as planned, vIi11 no·t allovl determination of program impact on 
contraceptive prevalence. This might be provided for in a 
follow-on project. 

Recommendations: 

o In the operational research program, consideration 
should be given to expanding the use of consumer 
intercept studies and decreasing the use of household 
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o 

o 

VI. 

xv 

surveys in situations in which lists of retail outlets 
are easily available and/or household sampling frames 
are inadequa tE~ • 

To the extent that A.I.D. is interested in supporting 
research to determine the impact of CSM in a few 
selected countries, it should consider contracting with 
an organization with experience in population and 
family planning research to carry c~t such studies or 
to work with SOMARC in carryin~ out the research. 

In order to increase its knowledge of program impact, 
A.I.D./Washington should also consider providing ~lnds 
to increase the sample size of baseline KAP and 
tracking studies. This might be provided for in any 
CSM follmv-on proj ect. 

Regardin'j consumer intercept surveys, further analysis 
of the group of new users should be carried out to 
determine if their entrance into the contraceptive 
market can be attributed to the CSM program v 

Informa'tion Dissemination 

Four types of act.ivities were undertaken by SOMARC to 
disseminate information about the project and CSM programs 
generally: preparation and distribution of the "Social Marketing 
Update" neV. ·~tter and Occasional Papers, maintenance of a SOMARC 
library, and sponsorship "'If regional workshQPs. 

The nUpdate" newsletter serves essentially the same 
function as "Social Marketing Forum, II a quarterly newsletter 
published by Synder Associates. "Update," however, does not 
compare favorably with "Forum," in terms of editorial content, 
quality of writin9, layout, variety of articles, or usefulness of 
the data. In sum, it is not as professional a publication as is 
tlForum." 

The occasional Papers, essentially 10 to 15 page 
summaries of Special Studies, are a us~ful means of disseminating 
research results to A.I.D., CSM programs, and others interested 
in CSM activities. six papers were distributed in 1987. 

The SG~J\RC library, located in Washington, D. C. , 
contains a comprbhensive collection of CSM-related publications. 
The library is used fairly often by SOMARC staff " and visitors 
are welcome by appointment. 

SOMARC has held regional vlOrksnops for the LAC reaion 
and the Africa region. The workshops were successful in 
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providing a forum for exchanging ~_ews and examining alternative 
ways of handling problems. 

Recommendation: 

o Because the "Social Marketing Frjrum" serves the same 
purpose as "Update, " and does so more effectively I 
"Update" is redundant. SOMARC's information 
dissemination capabilities are better demonstraJced in 
the Occasional Papers f a:ld its resources sho'ldd be 
concentrated in that direction. There does not appear 
to be a continued rationale for A. I. D./Washirgt.on to 
fund the pUblication of "Update." 



I. INTRODUCTION 

1.1 Purpose and Scope of Evaluation 

The purpose of the evaluation was to deterrr.ine the 
accomplishments and p~oblems to date of the Contraceptive social 
Markating Project, known as SO~UffiC (social Marketing for Change), 
in light of the objectives and targets set forth in the A.I.D. 
Project Paper and in ~he A.I.D. contract with The Futures Group 
(TFG). This report uf the evaluation also covers the project 
design, management issues, contractor performance I (l.la the 
appropriateness of the project's studies and publications. As of 
mid-December 1987, some 21 months remained until th~ end of the 
SOMARC project (September 1989). Allowing 6 months for an 
orderly phaseout, roushly 15 months ~emain for full project 
a~tivity. Combined with the findings of the overall 
contraceptive social marketing (elM) assessment,l this evaluation 
is designed to provide guidance for development of follow-on CSM 
activities. 

1.2 Evaluation Methodology 

A four-person team consisting of an evaluation 
specialist, a social science researr:::h specialist, a marketing 
expert, and a social scientist spent approximately three \-leeks 
over the period December 1 to December 19, 1987, evaluating the 
performance of the SOMARC proj ect. Th~ evaluation specialist. 
served as team leader. 

The evaluation included interviews with s~aff of 
A.I.D. 's Office of Populaticn and with the SOMARC staff based in 
Washington, D. C. Not only was st'3.ff of the prime contractor, 
TFG, interviewed in depth, but U. S. subcontract.ors 'vlere also 
contacted--The Academy for Educational Development (AED) , Doremus 
Porter and Novelli (DPN) , and John Short and Associates (JSA). 
The team also drew on the findings and recommendations in the 
reports on SGMARC subprojects in the Dominican Republic, Mexico, 
Ghana, and Indonesia. The information collected during visits to 
those countries WctS used as background by the team for 
conclusioIlS and recommendations concerning project im~lementation 
and the effectiveness of the technical assistance, research, and 
information dissemination components of the SOMARC pLoject. 

Relevant project documentation, including the Project 
Paper, the contract and prin~~pal amendments, subproject 
documents, annual work plans, budgets, and TFG' s December 1985 

lSee Contraceptive social M~rketing (CSM) Assessment, Vol. 
1, pynthesis Report, and Vol. 2, Country Reports (IndonesJa, 
Pakistan, Ghana, Nigeria, Dominican Repub~ic, and Mexico), 1ST! 
report 87-125-067. 
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in-house management assessment were also reviewed. In addition, 
A.I.D. Missions that had used the services provided by the SOMARC 
proje~t were asked to comment on SOMARC's responsiveness and the 
quality of services delivered. (Copies of the telegram asking 
for A. I . D. 's comments and the repl ies are included as Appendix 
A. ) 

1.3 Project Background 

The A.I.D. contract with TFG establishes the fvllowing 
objective, strateqy, and goals for the project: 

The objective of the contracertive Social 
Marketing project is to increase the 
availability, knowledge about, and correct 
use of contraceptives among eligible couples 
in developing countries. The strategy is to 
use commercial marketing, promotional, and 
distribution techniques to deliver affordable 
contraceptives and to infor~ potential users 
about the products and their corr~ct use. 
This project also supports the broader A.I.D. 
goals of increasing involvement of the 
private sector.... Cost recovery is an 
integral part of CSM programs, but 
self-sufficiency is not a goal of this 
project .... 2 

Both t~~ Project Paper and the A.I.D. contract are very 
similar because L ~ only major activity under the project is the 
contract with TFG and its subcontractors. The contract provides 
that during the five-year period of the project the contractor 
shall: 

1. Develop 5 to 10 CSM programs. 

2. Provide technical assistance to 0ngoing CSM 
programs. 

3. Conduct special studies to improve the implementation 
of and expand the undel. st.anding of the dynamics of 
social marketing activities. 

4. Collect, analyze, and disseminate technical ~nformation 
among CSM programs, family p~anning professionals, 

2 A • I . D • contract with The Futures Group, section C, Scope of 
Work, "Purpose." See Appendix B for the Scope of Work for the 
project. 
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A.I.D. officials, and policy makers in less developed 
countries (LDCs). 

The following quantitative goals were set: 

1. Develop and implement two long-term CSM activities in 
Latin America, one in Asia, one in thc:~ Near East, and 
up to six in Africa. 

2. Complete 35 
assignments. 

short-term technical 

3. Comple~e up to 10 special studies. 

4. Establish a technical information center. 

assistance 

5. Produce a quarterly technical newsletter with 1,000 
copies per issue. 

6. Plan and conduct four regional and one worldwide 
conference. 3 

The above goals were modified somewhat by the February 27, 1986, 
contract amendment (no.3) (see section 11.1.1 for further 
details) . 

Th~ current five-year contract was signed on September 
21, 1984, ~nd ends on September 30, 1989. A total of $21,113,COO 
in A.I.D. funds was authorized for the contract, of which 
$16,636,000 has been obligated to date. 

No major issues or problems were identified in TFG's 
1985 internal management review. The evaluation being reported 
here is the first external evaluation of the project. At this 
point, the project is well on its way to meeting its goals. The 
project's activities are reviewed in detail in the sections that 
follow. 

3A.I.D./The Futures Group contract: C10. 
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II. PROJECT DESIGN AND MANAGEMENT 

11.1 Project Paper ani Contract 

II.l.1 Background 

The Project Paper, approved in May 1984, clearly 
descl.- ibes the purpose of the proj ect, the history of social 
marketing, lessons learned involving administrative, 
governmental, and product procurement and supply requirements, 
and problems or issues to be resolved concerning pricing and 
maximizing cost recovery. The design is sound and has proved a 
good basis for the SOMAR.C proj ect. Al though the proj ect was 
preceded by some very good work in earlier projects, the design 
o~ this project is relatively new. 

The contract is clear and consistent in stating the 
purpose, describing the program, and laying out the tasks 
required. It has been a:m(=nded from time to time as the proj ect 
has evolved. Amendment:3 /' the last maj or amendment, changed the 
proj ect goals from quanti'tati ve targets to a level of effort to 
be ~xpended for each program category--design and implementation, 
short-term technical a.ssistance, special studies, staffing, 
consultants, and so on. This change has worked out well. other 
modifications, such as :cE~organization of the SOMARC core staff, 
were made by exchange of letters (see se~tion II.l.3). 

The contract is the unique obligating document under 
the project. The SOMAF:C core staff includes a "commodity" unit, 
which places the or~ers with A.I.D. for contraceptives, but the 
contraceptives are obtained from another A.I.D. project and 
funded separately. 

The contract does not include a line item for training 
activities to be carried out as part of the project. The 
technical assistance component of the proj ect and development 
assistance provided Joy the SOMARC core sta ff , however, have 
proved to be suffici.ently flexible so as to provide whatever 
training has been needed through in-service training, seminars 
an~ workshops, and consultations (see Chapter IV). As new 
countries are included within the project and as those CSM 
countries currently active progress to new levels, however, more 
of these kinds of activities will be needed. 

There is no formal project component to cover 
university-level participant training in marketing (in the United 
states and/or third countries). This has not been a problem thus 
far and such a component is not a priority for the remainder of 
thE: project. 

The contract does not repeat the information in the 
Project Paper regarding history of social marketing, project 
rationale, and CSM issues and problems. In practice, issues and 
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problems have been addressed by SOMARC principally through its 
studies of operational problems and its specific work on country 
programs. 

11.1.2 Validity of Project Assumptions 

The basic assumptions on which this proj ect was based 
are still valid. In addition to the strategy set out in the TFG 
contract--Vlto use commercial marketing, promotional, and 
distribution techniques to deliver affordable contraceptives ai1d 
to inform potential users about the products and their correct 
use"--the Project Paper made additional assumptions, including 
the following: 

1. Couples do not have easy access to contrace~tive 

services. 

2. Couples are willing to pay for services, but cannot 
afford unsubsidized commercial supplies. 

3. The private sector is a valuable means of distributing 
and marketing contraceptives in both urban and rural 
settings. 4 

Experiences with individual country programs ove~r the first three 
years. of the SOMARC project support these assumptions (see 
Chapter III). 

The following reasons were given in the Project Paper 
for the high level of cost-effectiveness for social marketing 
programs: 

1. Distributors and retailers obtain thf.dr income from 
trade margins rather than from the prog)~am budget. 

2. Large-scale operations offer economies Clf scale. 

3. The program can concentrate its effort on 
distributing contraceptives. 

4. Revenues can be generated to offset program costs. 5 

Th~se general assumptions are reasonable and still valid. 

4contraceptive Social Marketing Project Paper (936 3028), 
March 17, 1984: 3. 

5Ibid: 17. 
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The assumptions in the Project Paper and contract that 
contraceptives must be provided free by A. I. D. 6 will require 
reexamination, given the recent developments in the Latin 
American/Caribbean (LAC) region and Indonesia. In the Dominican 
Republic, for example, the implementing agent (PROFAMILIA) does 
not use A.I.D.-supplied cont~aceptives. Instead, it makes use of 
an International Planned Parenthood Federation (IPPF) facility to 
purchase oral contraceptives (OC) from a German supplier 
(Schering) at a substantially reduced cost. It then resells the 
contraceptives to a local Schering firm, which is responsible for 
their distribution to CSM outlets. Similar arrangements are 
b~ing worked out in Peru and Ecuador directly with the 
manufacturer, and a somewhat different plan is under discussion 
in Brazil. As another example, the Indonesian government 
purchases condo~s from South Korea and Taiwan and then resells 
them at cost to the local distributor. All of these plans call 
for the national govern~ent or implementing agent to import 
contraceptives using its own funds. In short, in Latin America, 
where prevalence and per capita income are relatively high, as 
well as in Indonesia, it may be possible for the implementing 
agent (government, private importer, private voluntary 
organization) to import contraceptives with its own foreign 
exchange and market them at a price accessible to low-income 
groups in those countries. However, in other regions, such as 
Africa, where prevalence is low and foreign exchange is scarce, 
this "second generation" move toward sustainability may be a long 
way off. . 

It is possible that more could be done to encourage 
countries to provide their own contraceptives at an affordable 
price as a step toward ensuring sustainability. Specific 
resea.rch could cast light on whether such a step is feasible and 
desirable, taking into account regional differences and, 
particularly, the role of the private sector (U.S. and foreign). 

Recommendation: SOMARC should explore further its work wi th 
countries that supply or are planning to provide their own 
contraceptives (eog., Dominican Republic, Indonesia, Peru, 
Ecuador) . It should also continue to work with the private 
sector to determine under what circumstances private firms in a 
country might be prepared to help underwrite the costs of 
contr.aceptives and to sell them at affordable prices. 

6The contract (page C··1) reads: "Cost recovery is an 
integral part of CSM programs, but self-sufficiency is not a goal 
of this project since the strategies needed to reach 
self-sufficiency may be incompatible with the goal of making 
affordable contraceptives available to the maj ori ty of LDC couples. " 
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11.1.3 Evolution of Management Plan 

Several important changes in the management plan, made 
by TFG and approved by A. I . D., have been important for the 
success of the project to date. 7 During the project development 
phase (the first eight to nine months), TFG and its 
subcontractors operated under a very centralized structure as 
they developed basic programs and budgets, procedures, and 
policies. By the end of July 1985, when development was 
completed, a major reorganization at SOMARC headquarters in 
Washington, D.C., was carried out with A.I.D. 's agreement. 
Responsibility for operational activities was divided among three 
core groups based on geographical regions: Latin America, Africa i 

and Asia/Near East. This was done to ensu.re direct management 
accountability for timely project implementation and performance; 
direct allocation and management of contract personnel resources; 
direct cvmmunication among A.I.D., the field, and SOMARC; and 
clear management of contract and reg~onal priorities \see Figure 
II. 1) . 

Another important change was to deeltphasize placement 
of long-term expatriates as resident project managers (estimated 
at six in the contract). From an institution-building 
standpoint, it was decided to hire qualified local staff and 
firms wherever possitle and to use expatriate advisors to provide 
ar;.sistance (through short- and medium-term visits) as needed. 
Except for the Dominican Republic, for which there was a prior 
commitment to provide a resident advisor, and in Indonesia, where 
there was need for a full-time resident manager, this policy has 
been followed. This organizational decision required the 
development of the strong core group of professionals at 
head~uarters, organized along the regional lines mentioned above, 
to provide and manage the worldwide services requested under the 
project. 

By and large, this reorganization has worked well. The 
decision to deemphasize resident c01lntry advisors, however, 
necessitated working out a reallocation of resources between the 
prime contractor and the subcontractors (see below). 

11.2 Prime Contractor-Subcontractor Relationsh~~ 

The contract contains no specific instructions about 
how the prime contractor should utilize its u.s. subcontractors. 
Al though there is a reference to a subcontract.ing plan in the 
contract (Section H5), this provision addresses u.s. government 
concerns that contractors use small and/or minority firms when 
they subcontract work. Appendix A of the contract contains 

7Details are provided in letter from B. Ravenholt, SOMARC 
Project Director, to T. Harriman, S&T/POP/FPSD, July 30, 1985. 
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projections by the prime contractor about the estimated amount of 
small business/minority firm subcontract.ing that will take place 
in the United states and overseas. 

In the absemce of specific guidance or restrictions in 
the contract, it was left to the prime contractor to work out 
satisfactory day-to-day working relationships \.,rith its u. S. 
subcontractors. This flexibility facilitated the realigning of 
relationships when it was decided to deemphasize use of resident 
country advisors and tG use short-to-medium term nonresident 
advisors instead. This policy decision, however, meant. 
significant changes in budgets and assignments for the 
subcontractors. 

Although TFG is qualified in all the subject matter 
areas under the contract, for several reasons it chose to include 
subcontractors in its bid. For one, rrFG does not have the staff 
required to support the proj ect personnel who would be neede~d for 
a contract as large as this one ($21 million over five YE~ars). 

In addition, TFG had a long history of working with one o,f tbe 
subcontractors, DPN, '/hich is noted for its marketing re~jearch 

capability and acts only as a subcontractor. TFG alsl::> had 
considerable confidence in the other subcontractors: AED had 
strong communicationf; skills and JSA had significant experience 
in managing CSM acti.vi ties. (To some extent JSA is a comrE~ti tor 
c.f TFG for other contracts.) TFG believed that the s;trong 
support suppl ied by these subcontractors would strengthen its 
proposal to Ac I. D. and help the total team effort in a mut:ually 
reinforcing way.8 

Dur ing the proj ect ' s development phase, TFG and its 
subcontractors met frequently, and TFG provided space in its 
office for the subcontractors. Close daily contact was 
considered essential during the start-up period and has proved 
very useful to project implementation. 

Despite this close working relationship with its 
subcontractors, TFG failed to identify early on the specific 
responsibilities and tasks of ell concerned. In the bidding, a 
di vision of labor was worked out verbally among the concerned 
parties and included in the proposal, but no written protocol was 
prepared. TFG now believes specific protocols should h~ve been 

8Management Services for H4~al th (MSH) was also one of the 
original u.s. subcontractors, but it withdre,,, when A.I.D. ruled 
that MSH, as a nonprofit organization, would not be eligible for 
a management fee or for any cash advances. These same rules were 
applied to AED, but it decided to remain with the project despite 
the financial disadvantages. It is unfortunate that a solution 
could not be found that met both A.I.D. contracting requirement.s 
and the minimal needs of a nonprl::>f i t firm. 
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developed. For subsequent proposals to A.I.D., it has worked out 
written protocols with its u.s. subcontractors. (All such 
protocols are subject to approval by A.I.D.) 

According to the subcontractors, their respective roles 
have now been defined, previous problems have been resolved, and 
there appear to be no remaining major contractor-subcontractor 
problems. 

Recommendations: To ensure clarity and avoid misunderstanding, 
respective prime contractor and u.s. subcontractor tasks or 
divisions of labor should be worked out and put in writing before 
a contract bid is submitted. The agreement, however, should be 
subj ect to change in contract negotiations with A. I .0. and be 
sufficiently flexible to enable the prime contractor to shift 
tasks as the project evolves and changes are required. 

Similarly, provisions in future A.I.D. contracts with 
prime contractors for development of a subcontractor plan should 
go beyond meeting statutory requirements for employing small 
businesses and/or minority firms to include ~~pecific plans for 
utilizing u.S. subcontractors in implementing the project. 

II.3 Management and Administration 

In general, the management capabilities and 
administrative arrangements for the project are very good and 
have led to the effective provision of services. The project's 
management structure and management information system (MIS) 
appear well conceived and capable of handling the complex 
operations under way in over 22 countries and the substantial 
number of contracts with foreign individuals, firms, and 
institutions. In some cases, however, senior management, 
marketing, and advertising advisors have not been available when 
needed. In addition, some SOMARC technical officers could 
benefit from further upgrading of their management and marketing 
ski.lls, as well as from more regional know-how, especially about 
Africa. 

II.3.1 Core Staff Capabilities 

The project directors (past and current) are very 
experienced in contraceptive social marketing and have extensive 
experience in private sector advertising and marketing. Group 
managers were also selected for their combination of management, 
technical, and overseas experience. (Appendix 0 provides infor­
ma'tion about the full SOMARC team, including t.he multifaceted 
skills and expertise -required to execute a CSM proj ect of this 
size and complexity.) 
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In regard to program implementation, the regional 
expertise of the SOMARC staff is not as strong for Africa as it 
is for -the LAC region (see also section 111.2.2.5). Moreover, 
the ~echnical officers are stronger in research and management 
than in information, ~ducation and communication (IEC) activities 
and advertising. Al though senior staff are experienced in the 
requisite skill areas and in regional affairs, that expertise is 
not always shared with the technical officers. 

The only relevant skill area not specifically required 
by the contract is medicine. There are, however, no restrictions 
preventing the SOMARC proj ect managers frc1m hiring medical 
advisors as needed. Given SOMARC's emphasis on OCs, which are 
claE'sified as ethical drugs requiring a prescription in most 
countries, and the potential negative effects on health and sales 
of distributing OCs to persons with serious contraindications, 
the medical staff component should have been mor', strongly 
emphasized. Moreover, having stronger medical expertise 
available to the staff might help TFG to obtain the support of 
the medical and pharmaceutical communities in desensitizing the 
public to the sale and use of contraceptives and in ensuring the 
continued support of public and priva.te decision makers. For 
example, TFG ~ould add one or more medical specialists to its 
high-level Advisory Council. The specialist(s) could be 
thoroughly briefed on CSM activities and called on as needed. 

Recommendations: TFG should consider additional measures to 
enhance the technical and managerial skills of its technical 
officers (see also section 111.3.3.5). 

Future CSM projects should requir~ that the contractor 
provide competence in medical aspects of the program as needed. 

11.3.2 Managem~nt structure 

Review of the major categories of project activities 
(see Chapters III and IV) indicate that the management structure 
for the project is well adapted to the tasks required and that 
management ~as been responsive to project needs .. Responsiveness 
has improved over the past year. 

The decision of the SOMARC managemE:'nt to encourage 
local responsibility for CSM program i~plementation and to 
deemphasize long-term resident advisors was well taken. This led 
to the concept of having a 'strong core management group in ~he 

washington, D.C., project headquarters divided along regional 
lines and giving group managers both authority and responsibility 
for managing CSM activities in the countries in their respective 
regions. 
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·The capability to call upon the full range of staff 
resources of TFG, AED, DNP, and JSA has helped make response to 
requests for assistance a practical, timely service under the 
SOMARC proj ect--both for proj ect developU\ent~ and implementation. 
In addition, in the event SOMARC staff do not have the requisite 
skills or ~ime to respond, SOMARC, under the terms of the 
contract, maintains a roster of consultants available to provide 
short-term technical assistance. 

The contract also requires the prime contractor to 
clear with the A.I.D. Cognizant Technical Officer (CTO) all major 
pclicy and operational initiatives. This. has worked very 
effectively and has not slowed the operations of the SOMARC 
project. Reporting requirements under the contract appear 
useful, timely, and adequate. 

contractual requirements also involve the CTO in the 
day-to-day acti vi ties of the proj ect. This is particularly 
important given that CSM activities are des:igned to complement 
individual country family planning programs involving a number of 
actors--USAID, host govermnen'ts, the implement:ing agency , private 
voluntary organizations (PVOs), internaticlnal organizations, 
other donors, and so on. The CTO's direct acc:ess to and contacts 
with these other act.ors (which are not always easy or possible 
for the contractor to develop) can help put the specific CSM 
project or activity into perspective, provide valuable program 
and policy information y coordinate a.ctivities where necessary, 
and ensure that A. I. D. concerns and interE~sts are clear and 
adequately dealt with. 

One particular development that may affect CSM 
programs, particularly in Africa and Latin America, will also 
involve the eTO. It is the potential negativ4~ effect C!f vigorous 
AIDS-prevention advertIsing programs, which stress the 
prophylactic use of condoms associated with promiscuity, illicit 
sex, prostitution, etc., which may have an effect on CSM 
promotion of condom use as a contraceptive and a method of 
introducing males to their family planning responsibilities. 
Careful coordination and cooperation between Washington, D. C. , 
and the field among those responsible for the CSM and AIDS 
programs should help mitigate any negative effects and perhaps 
identify innovative ways in which the increased public awareness 
of condoms can be used to strengthen CSM advE~rtising. 

Recommendations: The current level of CTO involvement in the CSM 
project should be continued in any future project. 

The prime contractors and eTOs for AIDS proj ects and 
the CSM project should work closely in regard to condom 
advertising to try to mitigate the potential negative effect on 
CSM programs of AIDS advertising campaigns. 
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Innovative ways should be sought to use the 
desensitizat.ion of condom advertising to promote more effective 
advertising of CSM programs. 

1I.3.3 Budget and contract Management 

Responding to in-country requl9sts for assistance has 
required a significant level of effort by the SOYARC project. As 
of September 30, 1987, project expenditures we~e a little over 50 
psrcent of the $21 million authorized, and the services provided 
represented a level of effort in excess of 70 percent of the 
person-months of service called for in the amended contract. 9 
The level of effort provided is even higher in some of the sub­
sectors. The strong demand for SOMARC se.rvices has meant 
extended workweeks for SOMARC core staff and consultants over and 
above the amount of time billed. 

1I.3.3.1 Budgeting. SOMARC has developed a computer­
generated budget that provides an up-to-date picture of where the 
proj ect stands and estimates of future commi tment.s (see Table 
II. I) . From this document the SOMARC projec:t director and other 
senior staff have an overview of actual cumUlative expenditures 
(as of the third quarter of calendar year 1987, $10,667,469) and 
proj ected total commitments through the third quarter of .1989 
($22,857,469), broken down by major budget categories: core 
group, subcontracts, information dissemination, count·ry support, 
technical assistance, fees, and so on. These amounts include 
estimated A.I.D. buy-ins of approximately $3.1 millione 

The budget shown as Table II.l indicates that projected 
total expenditures through the third quarter of 1989 will be 
about $1.74 million (8 percent) over the authorized contract 
amount of $21.1 million. Given the potential for decreases or 
delays in program implementation, A~ I. D. buy-ins that do not 
materialize, and the like, SOMARC management has adopted a 
practice of overprogramming, with a ceiling of 10 percent. As 
the proj ect draws to an end, however, overprogramming will be 
discontinued. Despi te this precautiol&, SOMARC has reached the 
point at which it cannot accept additional buy-ins from A.I.D. 
Missions unless some of the activities currently planned are 
dropped" (See Table II.2 for actual and projected buy-ins to the 
SOMARC project.) . 

9Information provided by the commodities/MIS office, The 
Futures Group, December 1987. 
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Table 11.2 

USAID BUY-INS TO SOMARC PROJECT 

I. Bilateral USAID buy-in ~unds (already received) 

- Egypt 

II. Regional bureau buy-in funds for specific 
countries (already received) 

- Jordan $100,000 

- Brazil 500,000 

- Mexico 500,.000 

- Trinidad/Tobago 100,000 

- Barbados 50,000 

- Panama 200,000 

Subtotal II 

III. AoI.D. bilateral buy-ins promi~ed but 
not yet received 

- Morocco $680,000 

- Peru. 260,000 

- Egypt 200,000 

s~total III 

IV. Other buy-ins pending 

- Mauritius 

Total I-IV 

Source: The Futures Group, December 1987. 

$296,860 

$1,470,000 

$1,14:),000 

160,00.0 

$3,066,860 
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In light of pressure for more buy-ins, the project 
director has suggested informally to the A.I.D. Office of 
Population that the authorized ceiling for the SOMARC project be 
raised. This would be possible, since the CSM Project Paper 
authorized by the A.I.D. Administrator was in the amount of $25 
million. The A. I. D. Office of Population was reported not to 
t~lvor increasing the ceiling because the SOMARC project had less 
than two yea~s to carry out what was already a very full schedule 
(see discussion and recommendation regarding SOl-IARC agenda in 
section III.3). Fur~~eT: ~nd perhaps more important 
administratively, if the cont. :C~ ceiling were raised by several 
million dollars, it might be necessary to rebid competitively the 
amount of the increase. SOMARC plans to continue to do 
feasibility studies for country programs, however, so that if a 
CSM follow-on project is approved, a portfolio of projects will 
be ready for evaluation and approval. 

11.3.3.2 Contracting Capabilit~. SOMARC's contract 
and otheI financial reporting procedures have been carefully 
worked out with A.I.D. so that they meet A.I.D. contracting 
regulations. contracts used in connection with individual CSM 
programs are based on models developed in conjunction with the 
A.I.D. contracts offic~. 

The project has a full-time contracting officer, who is 
fully conversant with A.I.D. contracting procedures and has 
attended A.r.D.-sponsored training courses. (The A.I.D. 
contracts office sometimes sends contractors to TFG for briefings 
by the SOMARC contractir.g officer.) In addition, as a backup for 
peak periods, the contractor has on call a retired A.I.D. 
contracts officer. Contracting is a very important support 
function in a project of this size. 

All subcontracts exceeding $25,000 must be approved by 
both the CTO and the A.I.D. contracting office. Of the 
45 subcontracts executed as of December 1987, 26 were over 
$25,000. Because the clearance process takes a substantial 
amount of time, the SOMARC management has suggested that the 
ceiling be raised significantly for all routine contracts 
requiring contracts' office clearance--i.e., to $100,000; CTO 
clearance would still be required for all contracts. If this 
were done, it would reduce the number of contracts requiring 
contracts office approval by approximately 80 percent. Other 
A. I. D. contracts managed by TFG (Rapid III and options, for 
example) have ceilings between $65,000 and $75,000. 

Recommendation: Given the experience and capability of the 
SOMARC cont.racts office, A.I.D. should consider raising the 
ceiling for routine contracts that must be considered by the 
A.I.D. c~:tracts office from $25,000 to $100,000. 
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II.3.3.3 Accounting System. SOMARC's accounting 
system for following detailed expenditure and approval paths is 
careful but simple. (Appendix E contains a selection of forms 
used in requesting approval and recording expenditures under the 
project. ) 

A covering memorandum is attached to all incoming 
vouchers to ensure that all the steps needed for processing and 
internal approval of payment are followed. Individual vouchers 
are processed manually in Washington, D. C., but once the voucher 
is approved and sent to TFG headquarters in connecticut for 
payment, the data are entered into the company computer. 
Periodic computer repol~s are printed out to make updated 
financial reports available to the project director and other 
core staff members. Despite the geographical separation of 
offices, actual processing moves quickly given express mail and 
telefax facil i ties. ':.'ime sheets for the SOMARC core group are 
completed daily and submitted weekly. They are very detailed and 
are coded by number of hours spent on each 'major project 
activity, so it is possible to dete~~ine the exact amount of time 
devoted to each program activitye 

Recommendation: Any future worldwide CSM projects should 
carefully examine SOMARC' s management information system, which 
is well adapted to the project's multifaceted, multicountry 
budgeting, contracting, and acc~'nting needs. 

1I.3.3.4 Conclusion. The project's MIS and 
administrative procedures work well. They are very th.orough and 
cover all major interests of both the contractor and A.I.D. As 
it evolves, the MIS is becoming increasingly useful as a 
management tool. 

Recommendation: The project manager and staff of any follow-on 
CSM proj ect should study the reporting and monitoring systems 
developed by the current SOMARC staff. 

I1.4 SOMARC Advisory Council 

One of the resources SOMARC uses to develop and improve 
its marketing capabilities is its Advisory Council, a group of 
U.S. and international marketing experts from major corporations 
and universities. Annual Advisory Council meetings are designed 
to provide SOMARC staff with new insights into their work. As 
outside marketing professionals, council members bring both 
extensive experience and freshness of perspective to the issues 
facing CSM projects worldwide. (See Appendix F for the current 
members of the SOMARC Advisory council.) 

meetings 
A review of the 

indicates that 
reports from 

the meetings 
the iast two council 
are both topical and 
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practical. To enable the SOMARC staff to make maximum use of the 
ideas and expert'ise of the Advisory Council, the meetings are 
spent primarily in working group sessions, the goal of which is 
to recommend marketing strategies for SOMARC proj ect managers. 
For example, at the 1987 meeting, one of the primary issues under 
discussion was the problem of marketing condoms, especially in 
light of widespread concerns about the spread of AIDs GueFts were 
invited from the New York City Department of Health to assist in 
the discussions. other topics were program activities in Mexico 
and Ghana and commercial-sector involvement in CSM. 

The council provides a reservoir of highly qualified 
specialists with years of successful experience and skills that 
the project managers can (and do) call on during the year for 
assistance on specific issues~ 
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III. CSM PROGRAM IMPLEMENTATION 

The CSM programs in a few countries (e>g., Egypt, 
Bangladesh, India, Jamaica) have been active for over 10 years, 
but most of the SOMARC programs were started (or restarted) 
within the past 3 years. Apart from 'the technical aspects, all 
CSM projects have had to deal with significant differences in 
~ultural, social, political, and economic conditions from country 
to country. Although marketing and management principles and CSM 
techniques remain basically the same for most countries, 
experience has shown the paramount necessity of tailoring their 
application to individual country situations. Most countries, 
however, consider contraceptive social marketing a highly 
sensitive matter. 

Implementation of individual country programs under 
t:.ne SOMARC project has n'ot been without difficulties and some 
temporary setbacks. In general, however, ~esponses from USA.I.D. 
Missions in the countries whe~e services were provided have been 
very positive (see Appendix A). 

111.1 CSM Country Conditions 

111.1.1 Background 

The SOMARC contract requires the contractor to devE~lop 
5 to 10 new CSM programs and to provide technical assistancEl to 
ongoing programs. The contract categorizes CSM pro~rram 

development opportunities as follows: 

stage 1 Countries: Those that have not yet conside.red 
including CSM in their population programs. Thi.rty 
countries were identified in the contract. The intent is 
lito increase awareness of CSM concepts , activities being 
carried out in other countries and potential for 
acceptability/success in the country.ul0 

stage 2 Countries: Those that have expressed interest in 
CSM, have requested assistance, and appear to meet A.I.Du's 
cri teria for program development. T¥.Tel ve countries w£~re 

identified in the contract. . For these countries, SOMltRC 
would provide technical assistance to develop and implement 
a CSM program. 

stage 3 countries: Those in which CSM programs are in 
various stages of implementation (with or without A. I. D. 
assistance). sixteen countries were identified in the 

10A.l.D./The Futures Group contract: C2. 
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contract. SOMARC's responsibility in these countries is to 
"help improve the effectiveness and efficiency of specific 
ongoing programs or add to the general body of knowledge 
about CSM program operations." 

111.1.2 country Activities 

As of November 1987, SOMARC had developed 11 new CSM 
programs: 5 are currently selling products (Bolivia, Dominican 
Republic, Ghana, Indonesia, and Mexico), and 6 are expected to 
begin product sales in early 1988 (Brazil, Ecuador, Liberia, 
Peru, Trinidad, and Zimbabwe) e Additionally, the program in 
Barbados/Caribbean is an old program that has an active sales 
program and receives continuing support from SOMARC (see Table 
111.1). 

SOMARC has completed country assessments in another 
nine countries, three of which (Malawi, Morocco, and Rwanda) seem 
more than likely to proceed to implementation. In reviewing the 
spread of SOMARC's activities relative to the categories in the 
Scope of Work, SOMARC has achieved the followin9; 

. 0 Worked in 9 of the 30 Stage 1 countries identified by 
A.I.D., plus 2 not identified. 

o Worked in all 12 Stage 2 countries identified by A.I.D. 
and initiated sales activities in 4. 

o Worked in all 16 Stage 3 countries id ..... n::ified by A. I. D. 
and initiated sales activities in 2. 

This represents a commendable level of effort and ...... immi tment to 
social marketing implementation, but it will requir~ significant 
follow-up efforts by the contractor to ensure that the long-term 
CSM programs are fully supported and that technical assistance is 
provided to the other CSM programs. 

III.1.3 country Selection 

The country selection process is the first step in 
determining which countries will be eligible under the 60MARC 
project for a full CSM country programg Once a country has met 
certain basic conditions, it is then eligi:'o1e for a "country 
assessment" (see below) to determine if it meets the minimal 
requirements deemed necessary to implement a CSM program in that 
country successfully. If the eTO approves the contractor's 
country assessment, the contractor then has three months from its 
':"nitiation date in which te) develop a country strategy (see 
section III. 1 ~ 5) r which must include a program implementation 
plan. The country strategy statement represents the third and 
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Table III¥1 

SOMARC'S COUNTRY ACTIVITIES 
(as of Decembar 1987) 

Assessment 

Malawi 
Ivory Coast 
Mali 
Mauritius2 
Rwanda 
Jordan 

Kenya 
Sudan 
Morocco 

Technical 
Assistance 

Nigeria 
India 

Honduras 
El Salvador 
Guatemala 
costa Rica 
Jamaica 
Colombia 
Bangladesh 
Nepal 
Egypt 

No 
Action1 

Tunisia 
paraguay2 

Somalia 
Haiti 

Pakistan 
Sri Lanka 
Thailand 

Note: Stages in the table indicate the country's sta'tus when the 
project started. Column headings and footnotes indicate current 
status. 

lSome of the countries listed in this column have been given 
preliminary reviews by SOMARC (e.g., Tunisia). 

2Not included in list of target countries in A.I.D. contract. 

3programs with sales activities. 
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last step in the approval process for a CSM country program. 
Once the country strategy is approved by the CTO and the relevant 
USAID Mission, the CSM country program is ready for 
implementation. 

There seems to be no cohesive, written rationale for 
country selection or no. common understanding or uniformit'l in the 
approach to determining priorities among countries. Not 
surprisingly, many different (and sometimes differing) interests 
have therefore been served. In the past, country selection 
appears to have taken into consideration the needs of A. I. D. 's 
geographic bureaus and the CTO in Washington, REDSO offices and 
USAID Missions in the field, and local (government or PVO) 
interests, as well as SOMARC's implementation capabilities. All 
these needs have been for the most part subj ecti ve and. often 
nebulously referred to as "political. Vi Trinidad and Mexico are 
examples of countries for which the selection rationale was other 
than technical need for a CSM program. 

Recommendation: Given possible constraints on resources (human 
and financial) and that inputs to country selection will continue 
to come from different directions, greater discipline and 
understanding should be' brought to' the process by A. I. D. and 
TFG/SOMARC. All concerned should focus on defined parameters. 
Such parameters could include the following: 

o stated demographic need (growth rate and/or fertility 
rate) . 

o stated economic conditions (per capita income, debt 
burden, etc.). 

o Stated population policy/program environment 
establishing a context for CSM intervention. 

o "Political circumstances" that affect all decisions. 

If all countries were reviewed on the basis of these parameters, 
comparative degrees of need could be established and used to make 
rational final decisions. 

III.1.4 country Assessments 

III. 1.4. 1 criteria for Justifying Program Support. 
Under the contract, the intent of a country assessment is to 
determine, once a country has been selected for further review, 
if it meets the minimum criteria for CSM country program support 
and "to prepare an assistance strategy" predicated on the 
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country's meeting those criteria. 11 six criteria (see Appendix 
I) are specified, all of which are qualitative and which thereby 
permi t considerable latitude ir determining whether a country 
meets the criteria. In effect, country assessnents often lead to 
strategies that would circumvent "problems" in meeting the 
criteria. For example, one criterion specifies that "regulations 
restricting contraceptive promotion and mass media advertisement 
will be resolved." This criterion makes the assumption and 
therefore is interpreted to mean that mass media advertising is 
critical to program implementation. Many assessments indicated 
the existence of restricting regulations that c:::ould not be, and 
have not been, changed. However, some programs (e.g., Ghana and, 
to a lesser extent, Indonesia) have been selling without mass 
media advertising. 

Another criterion implies that import duties, tariffs, 
custom charges, and the like are impediments to contraceptive 
supply and fhat their "resolution" is a necessary precondition to 
program activities. Programs are, however, incorporating the 
cost of import duties and the like at no undue risk to the 
program (e.g., in Zimbabwe). Additionally, the requirement for 
sufficient market potential, based on "program cost efficiency," 
is seldom addressed expl ici tly because no def ini tion has been 
provided for cost efficiency. 

In sum, the SOMARC country assessments, to a greater or 
lesser extent, conform to the requirements of the Scope of Work" 
but they are not always as rigorous as one might like because of 
the impreciseness of the criteria established by A.I.D. Every 
country assessed can be recommended for program implementation 
because marketing strategies can be devised to mitigate problems 
raised in complying with assessment criteria. 

Recommendation: The criteria used in country assessments to 
determine eligibility for CSM program support should be made more 
specific and discriminating; those criteria that are not 
realistic or necessary should be eliminated. Given that the 
parameters for country selection recommended above would require 
addressing some of the fundamental issues, for example, the 
suitability of the political and policy environment, the decision 
regarding program implementation should be predicated primarily 
on the following: 

11scope of Work, Subsection 4: C4, Country Assessments; 
Modification of contractor Order, Contract Amendment 3, February 
11, 1986: 2. It should be noted that under the contract this 
"assistance strategy" deals with how a country meets or will meet 
the criteria and is not the same as the country strategy 
statement, which is essentially an implementation plan and is 
developed after the country assessment is approved (see 
Subsection 6: C-S). 
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o An identified and justified demographic need (e.g., low 
prevalence) . 

o Existence of a ·viable private sector infrastructure to 
support the program. 

o Assessed potential capability to increase contraceptive 
usage and prevalence. 

o Clearly defined measure of cost efficiency (e.g., not 
exceeding a maximum cost per couple year of protection 
[CYP]), based on a regional average cost per CYP. 

Justification for any exceptions to these criteria would have to 
be documented so that A.I.D. and the prime contractor could make 
a sound management decision regarding whether to allow the 
exception. 

III.1.5 country strategy 

Based on A.I.D./eTO and SOMARC agreement on the 
recommendations in the country assessment regarding program 
implementation, SOMARC prepares a country strategy paper, which 
describes the planned program and "establishes input levels of 
effort and elq>ected outputs for these acti vi ties. II The strategy 
devised is a refinemerlt' of the assessment and includes 
implementation details regarding program management, pri.cing and 
advertising st.rategy, market research, local infrastruct:ure, and 
so on. According to the contract, "the A.I.D./eTO and the USAID 
Mission must a.pprove in advance the scope of activities; and the 
inputs proposed in these strategies." Country s,trategief; must be 
submi tted wi thin three months of approval of the ase.~essment, 

which marks the ini tiation of the development of the country 
strategy. 12 A.I.D.'s acceptance of the country strategy signals 
approval for country implementation. 

In practice, the country strategy is nothing more than 
a deliverable that triggers the implement,ation process and, 
therefore, the flow of subproj ect funds. Generally, there is 
relatively little difference between assumptions made at the time 
of the assessment and the preparation of the strategy. Issues 
raised in the strategy paper are not usuall.y resolved within the 
three months allowed for approval. As a result, problems develop 

12contract Amendment 3 (2/11/86), section B, amended the 
Scope of Work, section C, to read: "If a country strategy has not 
been submitted within th=-'::.e months of the initiation of its 
development, the A. I. D./eTO will meet with the contractor to 
decide whether or not to proceed with project development in that 
country. " 
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in implementation that should have Leen resolved at the strategy 
stage. For example, in Ghana it took a year to reverse the 
government's prohibition on advertising contraceptives; in 
Zimbabwe, contraceptives were subject to import duties; in 
Indonesia, a full-time resident advisor had to be assigned to 
handle management problems; and in the Dominican Republic, the 
use of a resident advisor was discon1:inued after 18 months. The 
problem is further exacerbated by pressure put ?~1 SOMARC to 
implement: programs, which forces SOMARC to concentrate on 
completin'J the strategy paper and to face problems later. In 
short, the issue is not how SOMARC prepares country strategy 
papers, but the need fur the document in the first place. 

Following completion of the strategy paper, a marketing 
plan is p~epared by the implementation agency with SOMARC 
assistance. This plan is specific to the institutional, legal, 
distribution, sales, promotional; dnd research and evaluation 
issues in the host country. The plan projects "the input levels 
of effort and expected outputs" to a far greater extent and more 
accurately than does the strategy paper e It is an action­
oriented document that plays a vital role in guiding and 
monitoring program implementation. All CSM projects must have a 
sound marketing plan with a clearly defined purpose. It does, 
however, require reasonable time for development. 

Recommendation: Gi ven that the country strategy paper is an 
implementation plan, consideration should be given to eliminating 
the requirement that a strategy plan be developed separately from 
the marketing plan. The marketing plan could be prepared within 
six months after the country assessment. A. Io D. 's acceptance 
would represent final implementation approval. (Activities that 
should be undertaken before implementation app~oval, like 
research required as. input to the marketing plan, could be 
conducted with technical assistance funding so as not to disrupt 
the development process.) 

III.2 Subproject Design and Implementation 

III.2.1 Program Medels 

It is to SOMARC' s credit that in a relatively short 
period of time, the project has so advanced CSM program modeling. 
It has succeeded in significantly increasing private sector 
involvement and concurrently reducing the role of public 
institutions in managing CSM programs (e.g., Barbados; see 
below) . The increase in private sector participation has been 
most notable in the provision of commodities (where it has 
replaced A. I. D.) and, to a somewhat lesser extent, in training 
and promotional activities. Of particular note is SOMARC' s 
success in involving a private finn (Schering) in the programs in 
the Dominican Republic, Peru, and Ecuador. 
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Firmly rooting programs in the private sector 
(especially in Latin America) has increased the lik~lihood of 
efficiency and, more important, sustainability. For example, the 
Barbados/Caribbean project was remodeled from control by the 
Family Planning Association13 to private sector management vested 
in the distributor. The result was a reduction in program costs, 
improvement in management and marketing, and significant 
increases in sales. 

Where there are major implementation problems, however, 
it is more than coincidental that public institutions (including 
family planning associations and government family planning 
boards that have significant program influence) have more program 
influence than private sector participants. For example, the 
SOMARC project in Indonesia is dominated by the National Family 
Planning Board, and there are strains between the SOMARC project 
and the government family planning board in Zimbabwe. 

The extent to which SOMARC's CSM modeling has evolved 
varies greatly by geographic region. In the LAC region, with 
its history of PVO activity and private sector entrepreneurship, 
plus the groundwork laid by the International Contraceptive 
Social Marketing Project (ICSMP), SOMARC's predecessor, the 
maturity and creativity in program implementation are 
considerable. On the other hand, CSM programs in Asia/Near East 
have been slower to develop. Programs there are conditioned by 
government-directed population interventions, and SOMARC 
personnel are unaccustomed to the complication of having to deal 
with bureaucracies. The private sector in the region is new to 
the field of CSM and needs room, opportunity, and guidance if it 
is to grow (e. g., Indonesia). The same can be said of the 
African region, where program implementation is further 
complicated by differen=es between Francophone and Anglophone 
Africa, as well as b~tween northern and sub-Saharan Africa. 
Attempts by SOMARC to establish classic CSM program models (i.e., 
based on the private sector and demand creation) in Africa have 
been_ met with varying de9' ~s of opposition and problems. In 
working out the CSM progl.. ..... ..n models for specific countries in 
these regions, special attention will have to be given to 
developing program frameworks that take into account the parties' 
mutual wariness, suspicion, and lack of successful experiel"lCe il1. 
working together. 

SOMARC's creativity in program modeling is conditioned 
by the expertise of its personnel and their experiE~nce in the 
various geographical regions. The staff appears to have a 

13The Family Planning Association is a nonprofit 
organization supported by private and public sector contributions 
and is differentiated here from private sector (for-profit) 
firms. 
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greater degree of confidence when dealing with LAC countries than 
with countries in Africa. 

Recommendation: SOMARC must devise an implementation framework, 
particularly for the Africa and Asia/Near East regions, that 
provides guidance and support for a transition from public sector 
influence to private sector implementation. The framework should 
assist in creating a program environment in which both the public 
and private sectors can contribute to program implementation. 

III.2.2 Implementing Organizations/Personnel 

111.2.2.1 Distributo~. The most important in-country 
implementing organization is the distributor, who has the maj or 
responsibility for program progress. If the distributor has very 
good man~gement and marketing skills (as is the case in Barbados, 
Zimbabwe, and Peru), the program can be effectively implemented. 
Where skills are less developed (e.g., in Indonesia and Ghana), 
the distributor will be less able to respond to varying market 
circumstances. In some countries, SOMARCis selection of a 
distributor may have been conditioned by· the distributor's 
ability to distribute oral contraceptives (i,e., ethical drugs) 
even in circumstances under which nonethical contraceptives 
(condoms, vaginal tablets) were the only products being marketed 
(e.g., in Morocco and Indonesia). The point is that management 
and marketing skills, not distribution experience or 
capabilities, should be the primary criteria for select'ing a 
distributor. Each country situation should be addressed 
individually, and appropriate solutions worked out. In some 
countries, for example, there are few or no viable alternatives 
and management/training assistance is required. In other 
countries, basic competence exists but more than one distributor 
is desirabl'e. 

Finally, institutional relationships between SOMARC and 
some distributors have been characterized by divided loyalties, 
unclear lines of responsibility and decision making, and tension. 
Ghana. though it is atypical because of the degree of USA.I.D. 
involvement in the program, is a case in point, and to'a lesser 
ext.ent, similar circumstances obtain in Mexico and the Dominican 
Rel>ublic. 

Recommendations: Selection of a distributor should b~ based on 
the quality of the distributor's management and marketing skills, 
rather than on his or her experience in the distribution of 
pharmaceuticals. If such skills do not exist, another 
distributor should be chosen or, failing ':'hat, they should be 
provided through training. 

Clear, rational lines of 
communication must be established with 

account~bility and 
distr ibutors. In no 
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circumstance should a distributor be made to respond to two 
masters. 

111.2.2.2 Market Research Companies. SOMARC has been 
singularly successful in implementing market research activities, 
improvir.g in-country research skills, and increasing 
contraceptive knowledge, atti'tudes and practice (KAP). This 
positive result reflects the quality of the staff, the technical 
assistance provided in market, research plannin.g, design, and 
implementation, and the research plans developed. 

III. 2 • 2 . 3 communica1:.ion Agencies. The sONA,RC imprint 
on the development of CSM communication programs is not as 
evident as it is on market research. SOMARC appears to have a 
less firm grasp on how to implement a communications program 
involving advertising, promotion, public relations, and 
merchandising. Where. there have been effective communication 
programs (e.g., in Barbados, Mexico, Dominican Republic, 
Indonesia), they have been the result primarily of local 
capabilities--albeit assisted by SOM1~C. Where communication has 
been less effective (e.g., Ghana), SOMARC has either not 
developed a strateqy or provided training to improve it. . 

Recommendation: Given the importance of the communication 
program to the execution of the marketing plan and given 
government sensitivities to the use of comnunication tools by CSM 
projects, SOMARC must ensure that implementing agencies are given 
the standards, guidance, and training necessary to plan and 
execute communication programs. 

III.2 • 2 • 4 Resident Advisor. As pointed out above, 
the proj ect originally called for resident advisors who would 
"provide overall direction to the country project for a period of 
from one to four years." The project amendment simply allows for 
the use of resident advisors as needed, and in practice, they 
have been used only in Indonesia and the Dominican Republic. 
still, there remains some uncertainty as to the need, role, 
l.:unction, and accountability of the resident advisor. In 
Indonesia, the resident advisor plays a coordinating role, has 
relatively little technical input and no authority, and is often 
torn between responding to government, USAID, or SOMARC commands. 

For all CSM projects~ a marketing manager or product 
manager is appointed and housed at the distributor. This person 
performs a I ine or operational function in terms of proj ect 
implementation, as opposed to the staff or coordinating function 
apparently envisaged for the resident advisor. There seems to be 
a need ,for both roles, though not necessarily for two people to 
fuLfill them (i. e., the IJ1arketing manager or product manager 
might also perform the coordina'ting role). 
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Recommendation: Where expatriat.e or other external resident 
advisors are not needed or used, proj ect management should be 
structured so that the marketing or product manager is 
responsible for both the operational and coordination aspects of 
CSM program implementation. 

111.2.2.5 SOMARC Skill!;. At the senior level, SOMARC 
staff have the requisite skills in regard to management 
information systems, research, marketing and advertising, and, to 
a lesser extent, communication, and they have responded 
effective).y to t.he planning and monitoring requirements of the 
project. As noted in Chapter II, however, the depth of SOMARC 
management and marketing skills available to subproj ects is a 
matter of some concern. SOMARC technical officers to a large 
extent are not sufficiently experienced to handle implementation 
responsibilities unsupervised. 

SOMARC is aware of this and tries to ensure that 
guid&nce is provided by core group managers and that experienced 
C0nsu"" t~nts support technical officers in order to get the right 
management mix on field visits. SOMARC also sometimes finds it 
difficult to respond to requ~sts from c~untries (including USAID 
Missions) for assistance from SOMARC senior personnel experienced 
in management and marketing, particularly social marketing. 
Among the Africa core group, regional expertise, including 
sensitivity to the realities of working in the region, is also 
often lacking. 

It should be noted that significant regional 
differences exist in regard to receptivity to . family planning. 
In general, the concept is better accepted in the LAC region than 
in Africa, which is just beginning to admit it has a population 
problem. The Asia/Near East region is in between the other two 
regions in terms of family planning experience e Thus, CSM 
programs in Africa and, to a lesser extent, Asia/Near East, will 
require more SOMARC support than prograrns in the LAC regir.>n. 

Recommendation: SOMARC should acquire, though special training 
and/or personnel, the capabilities required to address the 
peculiarities of program implementation in Africa and Asia/Near 
East. 

technical 
skillso 

In-service training should also be implemented among 
officers to improve their marketing and management 
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111.2.3 In-Country Interactions 

111.2.3. 1 Host Governments. As indicated above, 
SOMARC's ability to work smoothly with host governments varies by 
region. As is the case with program modeling", SOMARC seems to 
work more easily with LAC governments than .with African or Asian 
governments, perhaps because the family planning/social marketing 
concept is much further along in Latin America and the region is 
closer geographically. SOMARC has more staff in its LAC core 
group than in the other gru~ ... )s, but it states it does not spend 
more technical assistance time per country there than in other 
regions. The time spent in Africa and Asia/Near East, however, 
may not be suffici~~nt to build the necessary governmental 
relationships, especially in countries still wary of private 
enterprise. Particular reference is made to current 
relationships in Zimbabwe, where the government is suspicious of 
measures that benefit the private sector. 

Recommendation: SOI-IARC'S base of knowleage, sensitivity to 
cultural and political nuances, 'and familiarity with the people 
and history of the Thi.rd World (excluding the LAC region) must be 
improved to the extent that SO~UffiC can be accepted by governments 
as a trusted partner in social marketing. 

III.2.3.2 USAID Missions. with few exceptions, 
relationships with USAID Missions are positive and p~oductive 

(see Appendix A). At: times, however, the relationF:"'; "')5 are 
strained (e. g., in Gha11a and Indonesia), particularly :,en the 
Mission is both directing the activity and taking part in it. 
This is no fault of SOl\U\RC, but rather a function of a system 
that requires at once, or a't varying times, USAID approval, 
participation, and cooperation in SOMARC activities. 

III.2.3.3 n~h~~ D~~46~~~'o-ganl.'zatl.'ons m~- L __ --
...., "-A"~.I. .A. .I."'" I 'W'"-" ... .., { .L ..L r \:I 11Clt:i Clll 

opportunity to introduce CSM considerations into the two other 
population programs it manages---to build CSM awareness in stage 1 
countries through Rapid III and to address policy issues in stage 
2 countries through options. 14 Discussions with SOMARC 
management indicate an intent to exploit these opportunities. To 

14A. I. D~ • s RAPID III project has as its objective to make 
government leaders aware of the social and economic implications 
of population growth and melasures that can be taken to reduce the 
rate of growth. The options project is designed to help 
governments determine their policy options, once they decide to 
embark on a national population program, and select those 
options that are most appropriate and have the best chance of 
success. Because family planning and contraceptive use are major 
elements in these policy decisions, it would be helpful to 
include CSM programs as one of the considerations. 
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date, however, the earlier Rapid I and II projects do not appear 
to have had an impact on the processes of country assessment, 
country selection, or country strategy planning in the SOMARC 
project. 

Population Communication Services (PCS) provides (or 
plans ~o provide) IEC intervention in some of the countries where 
SOMARC is implementing a program or providing technical 
assistance. At present, however, only in Cc,lombia and Zimbabwe 
does there appear to be some awareness and coordination between 
strategies and activities of SOMARC and PCS. 

The EnteI~rise Project, which works with private 
industry to provide family planning training and service 
delivery, is attempting to coordinate its activities with SOMARC 
in Zimbabwe and Liberia. 

Coordination with. the Pathfinder Fund, which manages 
community-based distribution (CBD) projects in some countries 
where SOMARC is operating, could be improved. Particularly in 
Liberia, there needs to be a mutual awareness of the activities 
of both projects to avoid marketing conflicts. 

Recommendation: A more concerted effort is required to 
coordinate SOMARC activities with other population interventions 
and to exploit the opportunities afforded by the Rapid III and 
Options projects to develop interest in ·CSM activities. 

The CTOs for the related projects should be asked to 
work with SOMARC so that mutual coordination becomes more 
automa" ~c. 

111.2.4 Training and Technology Transfer 

Under the terms of the subproject design for both 
short- and long-term assistance, SOMARC is required to provide 
training for "local project personnel in such areas as marketing, 
sales, medical detailing, logistics management and product 
planning." The intent is to develop the in-country 
infrastructure and "competence necessary to run a national social 
marketing organization." Reference has already been made to 
SOMARC's excellent work in developing market research 
capabilities and its relative weakness in developing 
communications competence (see sections I1I.2.2.2 and 1I1.2.283). 

Of particular note also is the impressive retailer 
training protocol developed for Ghclna and now being replicated in 
Liberia and the Dominican Republ ic. Training in the use of 
management information systems and provision of computer 
facilities (hardware and software) has also improved 
implementation efficiencies in Ghana. Finally, as indicated in 
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section II.l.l, as new countries come on stream and 
currently active move forward, operations will become 
complex and sophisticated and new skills will be needed. 
evolutionary process will necessitate more training of 
implementation personnel. 

those 
more 
This 

local 

Recommendation: SOMARC should commit more resources to training, 
particularly in the areas of proj ect management I marketing, and 
communications. The retailer training program should be adapted 
to existing proj ects and made mandatory in all fut11re proj ects. 

III.3 SOMARC Agenda for Remainder of contract 

The SOMARC agenda for the remainder of the project has 
largely been determined. As indicated in Table III.1, SOMARC has 
conducted assessments for 9 countries and provided technical 
assistance to another 11 countries. In addition, 5 countries are 
currently selling CSM products. Many of these activities will 
require follow-up help from SOMARC. Perhaps even more intensive 
will be the assistance needed for the 6 countries in the early 
stages of CSM implementation--Zimbabwe, Brazil, Liberia,Peru, 
Ecuador, and Trinidad. There is also the probability of new 
programs in Malawi, Morocco, and Rwanda. 

The continuing demand for technical and developmental 
assistance means that SOMARC's resources will be fully utilized 
through the end of the program. Assuming the above-named 
activities come to fruition, any additional assessment activities 
are likely to stretch an already fully committed staff, 
especially those at the senior level. 

Recommendation: In view of the commitments in the pipeline, 
inclusive of possible projects in Malawi, Morocco, and Rwanda, 
SOMARC should now consolidate activities and not attempt to 
start new CSM programs or to assess new targets of opportunity. 
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IV. TECHNICAL ASSISTANCE 

IV.1 Background 

Overall, the technical assistance component of the 
project has been implemented in line with the requirements 
outlined in the contract. SOMARC agreed to provide special 
short-term technical assist;;tnce (J.) to non-SOMARC CSM programs 
formerly funded by A.I.D. and other organizations and (2) to 
pot.ential CSM countries in which a limited effort was needed to 
determine the feasibility of establishing a CSM program. As of 
November 1987, SOMARC had carried out 27 technical assistance 
assignments wi thin 14 countries: 14 assignments in 9 Latin 
American countries, 12 assignments in 4 Asia/Near East countries, 
and 1 assignment in sub-Saharan Africa. (Refer to Appendix G for 
a listing of assignments by region.) Over the course of the 
project, assignments have been carried out regularly, and several 
new assignments are in progress. Thus far, nearly 70 percent of 
the technical assistance "level of effort" (240 professional 
person-months) has been used. 

Nearly all of the technical assistance requests to 
SOMARC have come from USAID Missions. Each reque:st includes a 
description of the assistance desired and, in some c:ases, a scope 
of work and list of recommended cOi ... sultants. The SOMARC group 
manager for the region reviews.the request, identifies potential 
staff or consultants for the assignment, and submi t.s a technical 
assistance strategy statement to ~oth A.I.D./Washilngton and the 
USAID Mission for their approval. The stra.tegy identifies the 
obj ecti ves , a description of the acti vi ties to be urldertaken, and 
a budget. Once approved by the Mission and A.I.D", the 
assignment is undertaken. 

Because each CSM program has its own specific needs, 
the technical assistance requests vary extensively and might 
involve any number of activities, depending on the country. 
Generally speaking, however, the assistance provided tends to 
fall into five basic categories: fundamental marketing and 
management-related research, reviews of marketing and advertising 
proposals, problem solving, training and workshops, and 
evaluations. SOMARC appears to have been flexible in using a mix 
of its core staff and technical officers, independent 
consultants, private sector contacts, and local resources to 
provide assistance. Because of the diversity of technical 
assistance activities involved, this fleJcibility in using 
available resources is commendable. 

This chapter examines the impact of SOMARC's technical 
assistance activitie~. In general, impact was assessed by noting 
whether SOMARC (1) achieved the objectives set forth in the 
technical assistance request and/or (2) provided support that, in 
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some way, improved the program's operations. Because each 
technical assistance assig::ment often had a different emphasis, 
an even more general assessment of impact might be, "Was the 
activity worthwhile?" 

The information for these determinations came from past 
cables from the field covering specific technical assistance 
assignments (supplied by SOMARC), trip reports and background 
documents (supplied by SOMARC), and interviews with Mission 
personnel in six Latin America countries (see Appendix A). 

IV.2 Technical Assistance to Non-SOMARC CSM Programs 

IV.2.1 Overview 

The technical assistance that has been provided to 
well-eetablished, non-SOMARC CSM programs has reflected regional 
differences. Latin America has nearly twice as many CSM programs 
as any other region, but many of those programs are less than 
five years old and have yet to reach a level of stability. 
Consequently, much of the technical assistance provided to Latin 
America has been assistance in making implementation and 
management decisions or in solving a specific problem that 
required a single visit and no follow-up. SOMARC was also called 
in to provide assistance in handling politically sensitive 

'matters that required an outside perspective. In addition, two 
regional workshops and development of a Latin American 
commodities/MIS strategy were undertaken; a number of CSM 
countl:~ies participated in these activities as part of a si.ngle 
techn:!Lcal assistance effort. These collective efforts were 
unique to Latin America. 

In the Asia/Near East region, 12 assignments were 
carried out in Nepal, Egypt, and Bangladesh, all of which have 
older, well-established CSM programs. The requests for technical 
assistance in this region were more comprehensive and were 
related to specific management and marketing needs that required 
additional time and effort. Much of the emphasis was on helping 
these programs become more efficient and self-sufficient. Unlike 
in La'tin America, SOMARC support for tbese programs has tended to 
involve a series of visits over a period of time: for example, 
two to five trips have been required to cover a number of 
differen1: topic areas. In addition, in Nepal and Egypt, emphasis 
has been placed on research, staff training, and using in-country 
firms trJ carry out specific research tasks.. Consultants have 
visited the country periodically to monitor the progress of the 
research. Because of the specific need of these established 
programs to fine-tune their management and marketing structure to 
reach a more efficient, cost-effective level, the strategy of 
providing ongoing, specific technical assistance appears to have 
been appropriate. 
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In sub-saharan Africa, no technical assistance was 
provided to existing non-SOMARC programs. The few prograffis that 
exist in this region receive ongoing assistance from other family 
planning contractors, such as Family Planning International 
Assistance (FPIA) in Nigeria. The need for technical assistance 
in Africa should increase in the future, however, as more 
programs are initiated. 

IV.2.2 Impact 

Most of the technical assistance provided by SOMARC 
appears to have had a positive impact, but the assistance 
provided on an onsoing basis appears to have been most effective. 
In Egypt, for example, two comprehensive assignments were carried 
out with the Family of the Future (FOF) project over an la-month 
period. Funding for this assistance came from a buy-in with 
USAID/Cairo. Doremu~, Porter and Novelli, the subcontractor, had 
been providing this assistance through a subcontract with Triton, 
and when SOMARC received the technical assistance funding, the 
subcontractor continued in this role. Overall, this technical 
assistance appeared to have a positive impact in developing staff 
marketing skills (through overseas and in-house training 
activities); internal management cOlDIllunication; FOF' s research 
capacity; a co~unication strategy focusing on image advertising, 
generic child-spacing messages, and product-specific messages; 
and product planning skills. 

In Nepal, where technical assistance was provided to 
carry out five assignments over a two-year period, the effects 
have also been positive. Cable messages from the USA.I.D. 
Mission and interviews with SOMARC staff indicate that the 
assistance was very helpful in providing research to answer 
marketing questions relating to the effectiveness of the 
project's current distribution approach, the potential for 
e~~anding into rural distribution channels, and the possibility 
of diversification into ether revenue-generating areas. By 
providing training and direct hands-on experience, the technical 
assistance providers also helped to develop the program's 
capacity to carry out qualitative and quantitative research and 
communication tracking. Prior to the assignment, the program had 
done no message testing and had at its disposal little research 
or tracking expertise. The technical assistance appeared to 
strengthen the program's management capabilities greatly. It 
also led to the creation of an indigenous marketing research 
firm, the Center for Development Education. 

The Bangladesh program has also received similar 
ongoing support from SOMARC in the design and implementation of a 
retail audit methodology for tracking and explaining changes in 
retail sales of condoms and oral contraceptives. At present, 
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three of the four phases envisaged for this assignment have been 
completed, and the final stage is under way~ This assistance has 
had a positive impact on improving the program's implementation. 

In Latin America, where most of the technical 
assistance activities involved short trips, the impact appears to 
have varied from country to country. On the whole, however, the 
USAID Missions 'reported that the assistance provided by SOMARC 
was very effective in solving problems and identifying ways to 
improve the programs. Technical assistance was provided in 
Honduras, for example, to evaluate the CSM program structure. 
Because of potsntial political sensitivities in Honduras, SOMARC 
fielded two Latin American consultants with extensive experience 
in the area. As a result of this assignment, extensive 
structural changes were made in the program, which greatly 
improved sales. A similar situation occurred in El Salvador, 
where an evaluation of the social marketing program was 
requested. As part of the evaluation, a number of observations 
and recommendations were made that provided a means of opening a 
dialogue with the various CSM actors. Additional technical 
assistance in Latin Americt') ['hat appears to have been successful 
includes a CSM/CBD management review in' ·Guatemala, a review of 
advertising and research proposals in Peru, and a Latin American 
regional sales and sales management workshop (held in Miami)~ 

Other Latin American technical assistance was less 
effective because of external constraints independent of SOMARC. 
In a second assignment in Penl, for example, SOMARC was asked to 
review a number of distribution proposals, but only one proposal 
was available for review when the SOMARC representative arrived. 
In another assignment, SOMARC participated in a regional workshop 
on commodities issues sponsored by the Association for Family 
Planning in Honduras ~ASHONPLAFA)o During the workshop, several 
sUbstantive recommendations were outlined and drafted in a 
report, which was sent to A.I.D. A.I.D., however, took little 
action as a result of the recommendations, largely because of 
legal and policy constraints. 

Two technical assistance assignments appear to have had 
low impact. In Costa Rica, the USAID Mission indicated that 
SOMARC sent a consultant with littl.e Latin American experience 
and no facility in Spanish to review the program's advertising 
strategy and materials. The Mission reported that the consultant 
did not provide any message orientation for the 
advertising/promotional activities 0.nd simply repeated what had 
already been done by a previous consultant. In another instance, 
development of a three-stage regional commodities/MIS strategy 
was undertaken in 1985. As part of this assignment; computer 
systems and training in their use were to be provided to 
countries requesting them. Although a series of trips was taken 
early in the program to assess MIS needs (not necessarily 
computer applications in all cases), it appears that they had a 
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fact-finding orientation and tended to be more helpful to SOMARC 
than to any of the countries involved. SO~~C believes, however, 
that the trips were of value and did have an impact because they 
led to programs in a number of countries. As of November 1987, 
Guatemala, Mexico, and the Dominican Republic had received a 
computer system and training, and Peru is in the process of 
getting a system. A computer and software have been installed in 
Ghana and have improved implementation efficiency. 

IV.3 Technical Assistance for Pre-CSM Implementation 
Activities 

A second form of technical assistance provided by 
SOMARC is assistance in conducting assessments of t.he feasibility 
of a CSM program in a given country. Often, this has involved 
contracting with an in-country firm for a research study under 
the supervision of SOMARC staff or consultants, the resu.l ts of 
which were used by the USAID Mission to mak~ a fi~al decision as 
to whether a CSM program was warranted. Examples of this kind of 
technical assistance include ~ market research study to determine 
the general public's ability to pay for contraceptives (Liberia), 
a consumer study to determine what barriers to family planning 
existed within the country (Panama), and a Nielsen market audit 
to determine contraceptive prices in pharmacies (Mexico). 
Similar studies were c:onducted in Paraguay and Morocco. USAID 
officers were generally satisfied with these activities (see 
Appendix A) . 

In terms of classifying the type of technical 
assistance involved, some confusion exists with respect to this 
second category of technical assistance because ii:: so closely 
resembles project development activities. Both serve the same 
purpose, that is, to help a potential CSM program move to'tiard 
implementation, and in some cases, programs have been approved 
for implementation solely on th~ basis of the technical 
assistance provided. The distinction made by SOI~C was that for 
pre-implementation technical assistance, SOMARC funds were used 
to iuitiate research that required an in-country expenditure to 
hire a contractor to carry Ol.'t the work, but that proj act 
development work did not require in-country expenditures of this 
kind. 

SOMARC's interpretation and use of funding for pre­
implementation activities are justified under the contract, but 
this may not be appropriate in the follow-on project. with new 
CSM programs being established throughout the world, increased 
emphasis will have to be placed on short-term technical 
assistance for existing programs. If technical assistance is 
provided for the pre-implementation activities; it may reduce the 
total amount of funding available for other technical assistance 
assignments as more programs mature in the future. 
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Recommendation: In the follow-on contract, a distinction should 
be made between technical assistance for programs that have yet 
to . be approved and that for existing programs. If this 
distinction were made, assistance to existing non-SOMARC projects 
would be defined as part of the technical assistance subproject, 
and all other assistance would fall in the category of project 
development or implementation. This change would provide a 
clearer definition of the technical assistance subproject, and 
would also expand the scope of what would be carried out under 
the category of project development. In addition, it would 
provide a means of tracking the total budgetary requirements 
needed to initiate a CSM program from the beginning, including 
in-country expenditures used to carry out research needed to make 
a final decision on program implementation. 

IV.4 Responsiveness to Field Requests 

According to SOMARC staff, technical assistance 
requests have been responded to in a timely manner. In addition, 
they indicated that all requests for assistance were granted, as 
required by the contract, even though the potential effectiveness 
of some was questionable. SOMARC's responsiveness was strongly 
attested to by officers from six USAID Missions in Latin America 
(see Appendix A), nearly all of whom reported that SOMARC made an 
effort to accommodate their special needs. When possible, SOMARC 

-attempted to recrUit the consultants requested by the Mission and 
to carry out the assignment during the suggested time period. 
Moreover, it appears that nearly all of the assignments were on 
schedule. When there were delays, they were most often due to 
requests being submitted on short notice, conflicts with 
holidays, or consultant scheduling problems. These cases appear 
to have been the exception, however. 

Overall, the USAID Missions surveyed indicated that the 
consul tants provided for the technical assistance assignments 
were highly qualified and very helpful. SOMARC tried to use its 
own staff whenever possible. Slightly over half of the 
consultants were SOMARC or subcontractor personnel, and the 
remainder were independent consultants. (Refer to the discussion 
below of the consultant roster for more information on this 
topic. ) 

Only one case was mentioned in which the consultant 
assigned was not considered appropriate for the task. In Costa 
Rica, as mentioned above, the Mission reported that the 
effectiveness of the consultant provided for a technical 
assistance activity was limited because she had no Latin American 
experience and could not speak Spanish. 
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IV.5 Technical AS3istance Financing 

As noted above, the technical assistance provided to 
the Asia/Near East region tended to be more time consuming than 
that provided to Latin America and Africa. In addition, it 
required greater expenditures due to the subcontracting 
activities that. were established i.n-country to carry out specific 
research. In Bangladesh and Nepal, for example, $91,000 and 
$149,000, respectively, were expended on in-country activities. 
In both cases 1 all the expenses were covered using SOMARC' s 
central funds. Although the support provided to these countries 
was warranted and should be con'tinued, these large individual 
expendi tures consume a vast portion of the available technical 
assistance budg@.t. 

As more programs reach the point that they require the 
kind of comprehensive, specialized technical assistance currently 
being provided to the programs in Bangladesh and Nepal (e.g., as 
the Latin American programs reach maturity), the amount of 
funding available for other technical assistance activities will 
be reduced. To ensure that a strong commitment on the part of 
the USAID Mission exists for these extensive technical assistance 
assignments, more emphasis should be put on Mission buy-ins, 
especially in countries where Mission money is available. In 
Egypt, for example ~ $298,000 was used for technical assistance 
through a buy-in with the USAID Mission instead of from SOMARC's 
accqunt. 

As part of the original contract, the cost of technical 
assistance activities funded by the contractor was not to exceed 
$75,000 per assignment. The February 1986 amendment (no. 3) to 
the contract eliminated this dollar figure and established a 
ceiling of 240 person-months for the total short-term technical 
assistance subproject (no limitation per activity). In 
retrospect, however, $ 75 , 000 per a·ss ignment for a country appears 
to be a reasonable level of effort for technical assistance 
activities to be funded solely by central funds. 

Recommendation: In the follow-on contract, more emphasis should 
be given to funding technical assistance activities exceeding 
$75,000 per country, through buy-ins from the USAID Missions to 
ensure that a strong commitment e>cists for the assignment. 

IV.6 Consultant Roster 

Early in the project, a consultant data base was 
developed by SOMAl1C, as required by the contract, for use in 
identifying potential conSUltants for specific technical 
assistance assignments. There are now nearly 500 names in the 
system. When this MIS program was first developed, a detailed, 
three-page coding sheet was used in entering specific information 
on each consultant. This approach was later changed after it was 
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determined that the criteria for selection were too narrow to 
identify more than one or two candidates per request. Consultant 
data were simplified to include name, address, language skills, 
and work and country experience. 

The consultant names maintained in the data base come 
from a variety of sources, including direct referrals and 
responses to newspaper ads for international consultants. Each 
consultant' s curriculum vitae (CV) is distributed tC) SOMARC's 
professional staff for their recommendations regarding whether 
the consultant should be included on the roster~ If a c=onsultant 
is approved, the information on the CV is coded and ent:ered into 
the system. The coding of each CV is done by a member of the 
support staff and no cross-checking is done. This practice may 
lead to miscoding, due in part to the inexperience of the support 
staff. Even for the most experienced person, however, it is 
often difficult to code CVs without missing some experience or 
skill that should be recorded 0 Thus, some consultants might not 
be identified when a search of the data base is made. 

If a person who was added to -the roster appears to have 
exemplary qualifications, he or she may be given either an in­
person or telephone interview 0 Approximately one-quarter of the 
consultants in the roster have gone through this second 
screening. These interviews were used to help the SOMARC staff 
become better acquainted with a particular consultant. 

The data base has the potential to work wall in 
identifying consultants to carry out assignments tt.at require 
specific languages and regional experience in CSM-related areas. 
The data base is ~asy to use after only minimal instruction. The 
supporting consultant files, however, do not appear to be up-to­
date. In a number of cases, the files were either missing, 
lacking CVs, or had three-year-old CVs. This limits the 
usefulness of the rost~r as an MIS tool. 

The consultant data base is also underutilized. The 
main reason appears to be that SOMARC is somewhat reluctant to 
use new, untried consultants from the roster. It prefers to tap 
a core group of experts, which includes in-house staff, 
subcontractor staff, and proven consultants. Only when 
assignments arise for which the core consultants are either not 
available or not qualified is the roster used. Although it is 
important to use core staff regularly, since their diverse 
experience in CSM can be extremely useful in many assignments, it 
is also important to develop new consultant resources. 

Recommendations: The data base should be used more often. Even 
if a person is selected without using the data base, a check of 
the data base should be made to determine potential new 
conSUltants. If SOMARC is concerned about using unprover. people, 
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new consultants should be sent on assignments with experienced 
staff to help develop their potential. 

Consultant files should be reviewed 
regularly to ensure that files and CVs are in good 
every two years, SOMARC should request an updated 
consultant on the roster. 

and updated 
order. Once 
CV from each 
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v • ro~SEARCH PROGRAM 

The research program consists of two parts: 
operational research, which is country specific and designed to 
provide information to improve program performance in a 
particular country, and special studies, which are designed to 
assess and improve 'the overall CSM program f' The SOMARC manager 
for research coordinates research for individual countries and 
TFG t s vice president for inte'rnational programs, the special 
studies. The special studies research program has been 
operational for only about a, year, and a number of research 
studies are still in progress. 

V.1 Operational Research 

Operational research is conducted both in countries in 
which SOMARC programs have been in'lplemr.:}nted and in countries in 
which SOMARC's contribution is limited to technical assistance to 
non-SOMARC programs. This section examines the reslearch program 
in five countries with operational soMMic programE;: Barbados, 
Indonesia, and Mexico, for' which research is coordinated by 
SOMARC staff; the Dominican Republic, coordinated by JSA; and 
Ghana, coordinated by DPN. 

V.1.1 Financial and Technical Inputs 

A model for SOMARC research in individual countries has 
been developed by the SOMARC manager for research (see Appendix 
H). According to the research manager, approximate in-country 
costs for the operational research pr,ogram were $80,000 in the 
first year and $55,000 in the second year. The in-country 
research mechanisms and SOMARC/subcontractor involvement in the 
research vary according to the technical skills available in the 
particular country. In Ghana, for example, where ther.e are no 
research organizations capable of carrying out the research for 
the SOMARC program, considerable technical assistance is provided 
by SOMARC. In the four other countries under review, local 
research organizations can carry out the work with less 
assistance from SOMARC. 

Because the ~ontracepti ve Social Marketing Assessment 
report discusses the extent to which research results are 
utilized by project decision makers and difficulties experienced 
in carrying OT.J.t the research program, those questions are not 
considered here. 1S It should be pointed out, however, that the 
number of s't:udies undertaken and the complexity of the research 

15The CSM Assessment report, Volume 1. 
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program . are determined not only}] SOMARC but also by the 
requests received from particular countr.~s. 

V.l.2 Goal of Operational Research 

SOMARC staff see the goal of the operational research 
program as meeting country needs. (See Appendix J for schedule 
of SOMARC baseline and tracking studies). Specifically, the 
operational reports, that is, consumer baseline and tracking 
studies, are expected to assess changes in knowledge and 
awareness of contraceptive methods and of particular 
contraceptive brands, not to measure changes in prevalGoce, 
although ~here is apparently some interest in the Research 
Department of A.I.D.'s Office of Population in measuring changes 
in contraceptive prevalence over time (at least in Ghana).16 The 
Demogr?phic and Health Survey (DHS) ?roj ect provider:, the best and 
most dependable m(;ans of obtaining information on contraceptive 
prevalence and use of program methods, even though such surveys 
are not always carried out at the opportune time for measuring 
changes in prevalence. QuestioT'ls of interest to CSM programs 
should be added to DHS instruments. 

The conswner baseline and follow-up studies tend to use 
households rather -than retail outlets as the sampling frame, 
perhaps because it is more difficult to carry out consume:':' 
intercept studies than it is to carry out household surveys. 
Often, the retailer will not cocperate or shoppers are too busy 
to answer questions. Also, lists of retail out.lets may be 
incomplete. Househc)ld surveys may be easier to carry out in 
localities for which. there are up-to-date sampling frames and 
experienced household interviewers. Household surveys, however, 
are not necessarily relevan't as follow-up studies· because it 
cannot al ways be df.~termined whether they a.L'E't :ceclchinq the 
targeted consumers. Household surveys cover m)re people and cost 
more to field. Consumer int.ercepts, on the other hand, can only 
provide information on those \llho visit the retail outlets 
(contraceptors and noncontr,aceptc)rs). The targeted groups are 
~lready targeted at the retail outlets, however. Thus, th~re may 
be instances in which consumer intercepts can be used as a 
substi tute for household surveys, in which case, the research 
agenda could be shortened. 

Recommendations: Consideration should be give:n to e:xpanding the 
use of consumer intercept studies and decrE~asing the use of 
household surveys in situations in which lists; of re'tail outlets 
are easily available and/or household sampling frames are 
inadequate. 

16See the CSM Assessment report, Volume 2, Country Reports. 
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To obtain information on contraceptive prevalence and 
the use of program methods, the DHS should be utilized by having 
questions added about contraceptives used wherever feasible and 
timely~ 

V.l.3 country Research Reports 

Research reports from four countries (Dominican 
Republic, Indonesia, Barbados, and Mexico) were reviewed for this 
evaluation; no reports are available yet on research under way in 
Ghana. It is not the purpose of this section to evaluate 
individual country research reports; consequently, the comments 
on the reports will be brief. The quality of the research in the 
Dominican Republic is far superior to that in the three other 
countries, undoubtedly due to the technical assistance provided 
by JSA. The research in the Dominican Republic is reported on in 
Special Studies reports and Occasional Papers put Qut by SOYJffiC 
(see below and Chapter VI). 

The design of a tracking study in Indonesia appears to 
use quota sampling: condom users (married), nonusers of reliable 
methods (married), and bachelors. The study. was conducted in 
three cities and is not nationally representative. The study is 
discussed in the CSM Assessment report and in a SOMl~C Occasional 
Paper. 

Unlike the sample in the Indonesian tracking study, ~~e 
sample in a very early report on Panther condom users in Barbados 
is reported to be nationally represent.ati ve. Al though the 
introduction to the report says it was a survey of 820 male 
nationals, it would appear that the sample was limited to 
contr~ceptors. The study obje~tives included generating profiles 
of CSM users, comparing those with users of other condoms and of 
other methods, and determining the extent of "substitution" and 
"halo" effects. The report concludes that the target group is 
being reached, but that, except for being younger, Panther users 
are not statistically different from other condom users or other 
contraceptors. The report ~lso concludes that the introduction 
of Panther may not have increased overall use of contraceptives; 
Panther condoms may be substi tuting for some other brand or 
method that might have been used anyway. 

A SOMARC Briefing Paper for the Caribbean (November 20, 
1987) reported that "the Panther campaign is right on track and 
that its consumers are members of the intended target audience." 
While true, that is not the complete story, as indicated above. 
SOMARC should ensure that research findings are presented fully 
enough to prevent any misrepresentation of results. 

In Mexico, a tracking study is being carried out among 
men and women in various cities. Condom use was found to be very 
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low in an earlier advertising traGking study, but it was too 
e:trly at that point to assess whet.her the CSM condom (PROTEKTOR) 
would expand the condom market. rurther details can be found in 
Volume 2 of the CSM Asses:sment re'Ot:,rt~ 

The consumer baseline and trc...::k.ing studies under way in 
Ghana (three urban areas) are poputation based. 

V.l.4 Research Coordination 

The use of different research designs (or difficulties 
in understanding designs) makes it difficult to compare results 
across countries. SOMARC's recent hiring of a research manager 
to coordinate the research effort should result in the use of 
similar designs, \vhich will allow comparison across countries e 

The manager's efforts are a.lready evident in country research 
plans. 

V.l.5 Use of Research Results 

Data from consumer ba.seline and tracking 
provide important information to SOMARC staff on 
performance. When such data are available, they can be 
help determine the feasibility of program activities. 

surveys 
program 
used to 

V.2 Special Studies 

Special studies, as noted, are coordinated by TFG' s 
vice president for international programs. These studies have a 
number of purposes, including dete1~ining the following: 

o Is CSM having its intended impact? 

o Is CSM reaching its target audience? 

o Are knowledge about and effective use of CSM products 
increasing? 

o Does the private sector have ~he motivation to become 
involved in CSM? 

o Are AIDS-prevention campaigns having an effect on CSM 
programs? 

o What factors determine program success? 

According to SOMARC staff, the research agenda for the 
special studies program was decided on in conjunction with the 
Office of Population. The program has been in operation for just 
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over a year, in part because SOMARC had to wait until programs 
were implemented before it could initiate any special studies. 
Because of the short time that the program has been under way, 
few reports have been prepared to da'te. In addition, delays in 
getting data from consumer intercept surveys have set back the 
schedule for report preparation and for briefing A.I.D. 

V.2.1 Impact o,f CSM Programs on Contraceptive Prevalence 

Though it was beyond the sCI:>pe of this evaluation to 
undertake a critical review of research carried out under the 
special studies program, some comments on SOMARC's contraceptive 
prevalence study may be use.ful in determining an appropriate 
research agenda for SOMARC. 17 The comments that follow cover 
that part of the ,study that involved time series, cross-sectional 
time series, and c:onsumer intercept analyses. 

V.2.1.1 Time Series Analysis. This technique 
involves regression analysis and was used to assess data on sales 
of CSM products and other products. For the Dominican Republic, 
the results indica.te a high price elasticity of demand (a high 
response of consumers to price changes) for Microgynon, the OC 
sold by the projects The calculated price elasticity was used to 
determine Microgynon t s impact on total sales of OCs. Results 
show that 63 percent of Microgynon sal~s in the first quarter of 
1987 could be attributed to growth in the market. This is even 
greater' than the share of new users in accounting for purchases 
of Microgynon. This might indicate a halo effect as advertising 
of Microgynon stimulates sales not just of Microgynon but also of 
other brands. Other data in the same report, however, indicate 
sharp decreases in OC commercial sales over the period 1983-85 
and a continued, but less precipitous, fall after 1985, when the 
CSM product was introduced 0 Thus, there does not seem to be 
evidence of a halo effect because sales of commercially priced 
OCs continue to decline. Clearly, other things were going on in 
the market for OCs that should be considered in accounting for 
sales changes. Perhaps some of these could be included in a 
revised regression model, for it seems likely that factors other 
than price did have an important influence. This would prove 
difficult, however, because of the small sample size. 

V. 2 .1.2 Cross-sectional Time Series Analysis. T his 
approach also uses regression analysis. It was used to assess 
the impact of CSM program activity on the percentage of married 
women of child-bearing age who use contraception. It may, 
however, be appropriate to use a different dependent variable. 

17 S0MARC/The Futures Group, The Impact of CSM on 
Contraceptive Prevalence: An Examination of CUrrently Available 
Evidence, Washington, D.C., 1987. 
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CSM programs seek to increase the use of spacing methods-­
generally, OCs, condoms, foaming tablets--but ill some countries 
sterilization is the predominant method. A CSM program may be 
successful in expanding use of spacing methods but sterilization 
may decline or, alternatively, use of spacing methods may remain 
unchanged but sterirization may increase. 

In the time series analysis above, the program was 
found to be successful in increasing use of OCs although total 
prevalence remained unchanged; in 'the cross-sectional time series 
analysis, prevalence went up, but not because of program 
activities.. In the Dominican Republic and Panama, women may 
postpone sterilization because of a greater reliance on OCs; 
thus, the program may be successful but prevalence remains 
constant as OC use substitutes for sterilization. 

The denominator in this analysis \tlas women in union, 
but in many countries CSM progralns provide only condoms and at 
least some proportion of those are used outside union. A 
different denominator would seem to be appropriate. 

Al though such macroanalysis does not ensure that any 
individual program has an impact, it can provide a useful 
indicator of whether CSM programs do have some impact. The 
analysis, however, should be redone with an appropriate dependent 
variable. The variation in the CSM product line by country I 
however, makes it difficult to select a single dependent 
variable. 

V. 2 . 1.3 Consumer Intercept Analysis. This type 0):' 

analysis is being used to provide infol~ation on the percentage 
of CSM users who are new users. That percentage has been 
attributed to the CSM program. Moreover, it is argued that t,he 
percentage would be even higher if "lapsed users" were ad::ied. 

It is difficult, however, to determine if new users are 
contracepting because a program is supplying attractive and low­
priced contraceptive products or because buyers are at the 
appropriate stage in the life cycle to begin to use contraception 
and they pick a CSM proliuct rather than some other product" 
Further analysis of the data may help to answer this question .. 
Although 34 percent of the buyers of Microgynon in the Dominican 
Rep:1blic are reported to be "new users," for example, without 
further analysis they cannot be attributed to the progra~. They 
are reported (elsewhere) to be younger and of lower parity than 
are "swi tchers," characteristics consistent with their being at 
an age and parity to start contraception. A similar finding was 
reported for Honduras. Further study of the socioeconomic status 
of new users would be useful in determining what proportion of 
new users were drawn into the market because of a new product. 
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V.2.2 study of CSM Target Groups 

A SOMARC report entitled The Distinguishing 
Characteristics of CSM Users made use of discriminant analysis to 
determine the consumer characteristics that distinguish CSM users 
from others. The methodology was applied to data on Nepal. This 
report requires a considerably greater investment of time! to 
understand the methodology and analysis than was available h4are. 
Ideally, the results should be made more accessible in the l:orm 
of an Occasional Paper, along with the results of other interc:ept 
data to be analyzed soon (Mexico, Barbados, Ghana, Indonesia). 

V.2.3 Planned Studies 

Several additional studies are planned to examine other 
important questions regarding CSM programs, as follows: 

o KAP Questions. Info:rmation on knowledge, attitudes and 
practice is especially important for CSM programs that 
provide OCs without a first visit to a physician. 

o Prl vate sector Involvement. This is another important', 
issue in CSM progra1"l1lling. Decreasing or elim~nating 

subsidies to CSM programs, for example, will require 
more pri vat:e sector invol vement 0 SOMARC staff are 
planning to visit Barbados, Peru, and Pakistan to study 
this question. 

o Impact of AIDS Campaiqns on CSM programs. Another 
important question is whether AIDS-prevention campaigns 
will boost knowled-je of condoms as a family planning 
method or stigmatize their use for that purpose. 
Studies are planned in Mexic.o and Jamaica and there is 
interest in conducting similar studies in Liberia and 
Malawi. 

o Program Performance. A model to forecast sales will be 
used to study program performance. The model will 
include country and program characteristics. The aim 
is to help programs do a better job of anticipating 
sales in order to plan for them. 

o Impact of Advertising on Sales. Another study on this 
topic will look at advertising. It will have an 
operations research design and will be conducted in 
three cities in each of three countries. In one city, 
the advertising budget will remain unchanged; in a 
second, it will be halved; and in the third it will be 
doubled~ The research design is well conceived, and 
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the study should provide very valuable information on 
the impact of advertising on sales. 

contraceotive Choice. Another special study will focus 
on contraceptive choice. The idea behind the study is 
that if peop:e's concerns are known, advertising can be 
targeted more effectively. Two approaches are planned. 
The first will obtain information on what people 
consider in buying a product and then use regression 
analysis to determine weights for the various factors. 
This will be followed, if possible, by "conjoint 
analysis," a technique being used in the united States, 
but not yet in developing countries ,to determine how 
people make choices. 

CSM Path to Effect On Prevalence. A study to assess 
the path by which CSM affects prevalence is also 
planned. The idea is .that a better understanding of 
the lags between awareness and sales will improve sales 
predictions. 

Other Studies. A number of additional studies are 
planned for Mexico, including adding questions to an 
omnibus survey that runs monthly, an int,ercept study of 
how characteristics of buyers change, amd qualitative 
studies. A technical assistance team will also go to 
Jamaica to plan research. 

Appropriateness of Special studies Research 

The subjects addressed in special studies are important 
to evaluating programs and to improving country performance. 
Some concern is warranted, however. The evaluation studies cover 
a larger number of countries than just those that receive support 
from SOMARC. Studies of the impact of CSM should encompass this 
larger number of countries, which is done in SOMARC studies using 
mul ti variate analysis, but any detailed country analysis for a 
non-SOMARC country would probably be funded elsewhere. To the 
extent that there is need for comparable methodologies to analyze 
impact, there should be a single organization to carry out such 
research. Also, although the interpretation of results will 
always vary according to who is trying to make sense of them, it 
would seem that organizations that do not provide the services 
being evaluated would be more unbiased in assessing whether the 
impact of such service provision affected contraceptive 
prevalence. 

Consumer intercept studies are an appropriate means for 
determining whether CSM programs reach the appropriate target 
groups. Whether they can be used to determine if CSM is bringing 
new users into the market remains unclear, however. Further 
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analysis of the group of new users should be carried out to 
determine if their entrance into the contraceptive market can be 
attributed to the CSM program. (Sample sizes in such studies 
should be large enough to carry out such analyses.) If the 
proportion of new users attributed to the program could be 
determined (and perhaps the proportion of lapsed users returning 
to the market because of the advent of the program), then the 
CYPs attributable to the program could be calculated. Such 
adjusted CYP data would provide a better indicator of impact than 
simply crediting all sales to the program. 

The programmatic studies 
studies research agenda appear to be 
provide information to help improve 
marketing programs. . 

included in the special 
very useful. They should 
the performance of social 

SOMARC has done well in its support of studies directed 
at improving program operations. Quasi-experimental design~, as 
in the proposed advertising study, show promise. If continued, 
such designs could also be used to explore the impact of price 
changes on sales, consumer characteristics, and the effect of: 
proposed changes in packaging on product sales. 

studies to determine the impact of CSM on contraceptive 
prevalence have been less useful. SOMARC does' not havre 
sufficient funds to carry out large Stlrveys to determine the 
impact of CSM on contraceptive prevalence. In addition, 
regression analysis using dat,a from a large number of countries 
is not an appropriate way to assess the impact of programs. If 
A.l.D./Washington wants to obtain information on program impact, 
then it could provide funds to increase the sample size proposed 
in some of the baseline KAP and tracking studies 0 As discus,sed 
earlier, sample sizes as planned will not allow determination of 
program impact on contraceptive prevalence. This might be 
provided for in a follow-on project. 

Recommendations: To the ex'tent that A. I • D. is interested in 
supporting research to determine the impact of CSM in a few 
selected countries, it should consider contracting with an 
organization with experience' in population and family planning 
research to carry out such studies or to work wi th SOMARC in 
carrying out the research. 

In addition, in order to increase its knowledge of 
program impact, A.I.D./Washington should consider providing funds· 
to increase the sample size of baseline KAP and trackir,g 
studies. This might be provided for in any CSM follow-on 
project. 

Regarding consumer intercept surveys, further analysis 
of the group of new users should be carried out to determine if 
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their entrance into the contraceptive market can be attributed to 
the CSM program. 

Once the data from the special studies have been 
written up, findings should be reported to A.I.D., and 
considsration should be given to reporting findings at a meeting 
at which feedback from the research community can be solicited. 

SOMARC should be enc:ouraged 
directed at improvi 1"')rog:cam operations. 

to continue studieo 
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VI. INFORMATION DISSEMINATION 

This section reviews four type.s of activities 
undertaken by SOMARC to disseminate information about the project 
and CSM programs generally. The four activities are publica"tion 
of the "Social Marketing Update" newsletter, preparation and 
distribution of Occaslonal Papers, maintenance of a SOMARC 
library, and sponsorship of regional workshops. 

VI.l "Update" Newsletter 

"Social Marketing Update,,18 is an international 
newsletter on contraceptive marketing published quarterly by the 
SOMARC project in three languages--English, spanish, and French. 
The main purpose of the newsletter is to communicate experiences 
in social marketing implementation, especially field-related 
activities; describe the technical assistance services available 
through SOMARC and, in so doing, publicize SOlrfARC capabilities; 
and build a social marketing network through the exchange of 
information. 

The publication has an average total circulation of 
1,800 and is distributed (free of cos1:) to commercial 
participants, government organizations (both current and 
potential), family planning associations, U. s. -based technical 
assistance conSUltants and organizations, the SOMARC Advisory 
Council, individuals within contractor organizations (e .. g., JSA,. 
PSI), and A.I.D. (Washington, D.Ca, and Missions) personnel. The 
publication cost par issue is between $8,000 and $10,000, 
excluding staff time. 

Editorial ~~ntent is basically descriptive of field 
activities, specific programs, and issues and developments 
relating to social marketing. Because the SOMARC Occasional 
Papers and "how to" booklets cover technical matters concerning 
program implementation, such topics are not usually included in 
i~Update. U The newsletter is, however, beginning to· disseminate 
pertinent data on program sales. 

In assessing the "Update" newsletter, comparisons are 
inevitably made with "Social Marketing Forum," another 

18 Editors: Katherine He Wilson and Elizabeth A. 
Blankenship. Items of interest to the social marketing field are 
considered for publication. 
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newsletter, published quarterly by Snyder Associates. 19 To the 
extent that both newsletters cover essentially, if not exactly, 
the same topics and are circulated to similar readers, 
comparisons are valid and useful. SOMARC asserts that the 
edi torial policy of "Update" is far less confrontational than 
that of "Forum." The editorial content of "Update, g, however, is 
neither as well researched nor as well written as that of 
"Forum." Further, the layout (including pagination and type 
s~yle) of "Update" is not as attractive, interesting, or 
readable. Also, a greater variety of articles and useful data is 
presented in "Forum" than in "Update." In sum, "Update" is not 
as professional a publication as is "Forum." 

Given that the two publications respond to the same 
need, the quest.ion becomes one of the functiun and future of 
"Update." 

Recommendation: Because "Social Marketing Forum" serves the same 
purpose and does so more effectively, "Update" becomes, in a 
sense, redundant. SOMARC's information dissemination 
capabilities are better demonstrated in the Occasional Papers, 
and resources fnr information dissemination should be 
conc~ntrated in that direction. There does not appear to be a 
continued rationale for A.I.D./Washington to fund the publication 
of "Update." 

VI.2 Occasional Papers 

Full reports from special studies research are provided 
to A.I.D. These include complete discussion of methodologies and 
resul ts. These papers are then pared dO\,ln for present.ation as 
Occasional Papers. About 150 copies are distributed to A.I.D., 
.CSM programs, and those with a specific interest in CSM research. 
According to a member of the A. I. D. Research Department, the 
papers are informative and are presented in an appropriate form 
for information dissemination to A.I.D. Papers based on research 
findings are also presented at professional meetings and 
published in ~ournals. 

19This is not an A.I.D.-financed publication; it is 
published privately on a quarterly basis to foster news of and a 
dialogue among international programs using social marketing 
concepts in contraception and other family planning efforts. 
Editorial Office: Snyder Associates, Inc., 1483 Chain Bridge 
Road, suite 202, McLean, Virginia 22101. Telephone: (703) 448-
0336. Editorial Director: James D. Snyder. Sponsored by the D. 
K. Tyagi Fund, 875 sixth Avenue, suite 800, New York, New York 
10001. Phillip D. Harvey of PSI is a consulting editoro 
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Six occasional Papers have been prepared by SOMARC 
(maximum length of 13 pages). All were distributed in 1987. 
Below is a brief review of the papers. 

o The Impact of Social Marketing Programs on 
contraceptive Prevalence: A Cross-sectional .. Tj.me 
Series Analysis. This', paper summarizes some of the 
information in the special studies report of t;he salns 
name (see discussion in section V.2.1.2). 

o The Impact of CSl-!_ on Prevalence in the Dominic.;m 
Republ ic. This paper is also based on C.l special 
studies report and w!as discussed in section V. 2 • 1. 1. 

o Dominican Republ ic ~esearch R.apers. There aLre t~lo 

papers by JSA on the Dominican Republic. They are 
derived from "A Consumer Intercept of Oral 
Contraceptive Users in the Dominican Republic" and "The 
Rise and Fall of a Non-Pretested Contraceptive 
Advertisement in the Dominican Republic. fe They are 
clearly written papers. One conveys important 
information about how advertising affected sales of the 
oral contraceptive Microgynono The second paper 
discusses a useful new methodology for empirically 
distinguishing the socioeconomic status of Cf.)nsumers in 
developing countries. It is helpful in determining 
appropriate market segmentation for products and in 
determining which market seqr~nts are being reached by 
product sales. 

o Marketing strategies for Areas Physically DiLfi.cul t to 
Access. This paper 1 on Nepal, focuses on developing 
marketing strategies in areas inaccessible to motor 
transport. It is derived from a longer report (which 
was not reviewed in this evaluation). It is a 
practical and useful case study. 

o Indonesia--Introduction of Dualima Condom 0 Th i s 
paper presents findings from Indonesia on the Dualima 
condom test market 0 It was apparently derived from a 
longer report. Although the sample is reported to have 
been subdivided into three groups, the results are 
reported for the entire sample. Among the key findings 
is that the project was successful in "encouraging 
initial and regular usage of Dualima among never-users 
in the target audience." 

The methodology in the study was not clear in the 
longer report and although this paper is well written, 
it is still difficult to understand the study design. 
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Recommendation: SOMARC should be encouraged to continue 
preparing occasional Papers. They appear to be a very useful 
information dissemination tool. 

VI.3 Library 

The SOMARC library, which is in Washington, D.C., 
contains a comprehellsive collection of CSM-related publications. 
The library has ovar 6,000 items, including monographs, 
periodicals, trip reports, and textbooks. The topics cc)vered by 
these documents include social loarketing, contraception/family 
planning, health (including AIDS), general marketing, and 
advertising. Also in the collection is a variety of CSM-related 
items from the field, such as posters, po in't-of--purchase 
displays, paclcaging samples, and contraceptive !,~oducts.· The 
library collection is updated regularly; monthly reviews are made 
of data bases (e. g., POPLINE) to identify articles relating to 
CSM. Materials are also collected by SOMARC staff during field 
visits and from donor agencies, such as A.I.D., united Nations 
Fund for Populatlon Activities (UNFPAj, and the World Health 

"Organization (WHO). 

The organization or the library appears to be logical 
a.nd user friendly. The stacks are organized geographically by 
subject matter, and one section includes an alphabetical ordering 
of country-specific information. For easy access of informa"_'~on, 
a data base (located in Connecticut) was developed along with a 
set of indexes that resembles a card ca'talog. To provide SOMARC 
staff with information needed to use the library, the librarian 
conducts periodic training seminars. 

The library is used fairly often by SOMARC staff, and 
visitors are welcome by appointment. About 10 such requests were 
made in 1987. Other requests for informati(Jn appear to come from 
the field periodically. When information is requested by outside 
sources, SOMARC sends it free of charge. Anyone can check books 
out for extended periods of time. 

The library is not being used to its f~,ll potential by 
people outside SOMARC. This may be because its existenee is not 
well publicized. Al~hough several letters and promotional 
packets have gone out to field personnel and contractors, such 
promotions are not done regularly. To publicize the library I 
SOMARC's librarian has tried sending out lists of publications 
related to particular subj ects. Several requests have usually 
resulted. from each of these mailings. The librarian has also 
proposed that a listing of new publications be sent out 
periodically. Both of these ideas are good and an effort should 
be made to carry them out on a regular basis. It might also help 
to send out a letter describing the library once or twice a year. 
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A second proble:m with the library is lack of space. If 
someone were to come in from the outside, there would be no place 
for him or her to work. .~l though there is a desk in the library, 
it is often in use and is usually cluttered with documents. 
Thus, the setting is not condur::i ve to work:ing. In addition, if 
volumes continue to be acquired at the pee sent rate, the library 
will outgrow the space available. 

Recommen.dations; SOMARC should make more of an effort to 
publicize the li.brary to outside contractors and field personnel 
through addition.al promotional efforts. 

Effort.!; should be made t.o ensure that there is space 
available for visdtors us:ing the library. Thought shou11 also be 
given to finding a lar9~~ space for the library. 

VI.4 Special Ac:::ti vi ties--Regional Wor..H.sho'Q.§ 

SOMARC has held regional workshops for the LAC region 
(in Miami) and for ,A.frica (Accra, Ghana~-or,e for French speakers, 
and another for English). A regional work.shop for the Asia/Near 
East reglon is the last one scheduled and will be held in Patia, 
Thailand, in February 1988. The workshops have been very useful. 

About 50 professionals 'attended the LAC regional 
workshop in Mianli, and about 20 participants each attended the 
back-to-back French and English workshops in l .. frica. Some 50 to 
60 are expected at the Asia/Near East workshop_ 

Although they vary somewhat by region in content, in 
general the workshops have three purposes: 

o E}<:pose policymakers and leaders from the commercial 
sector to CSM as a concept, explain CSM's potential for 
making ar. impact on population growth in their 
countries, and make knmrn the resources available to 
CSM programs through SOMARC. 

o Provide a forum for the exchange and examination of CSM 
program experienc~\s in both the region holding the 
workshop and other locations, particularly the 
development of strategies for improved program 
implementation. 

o Disseminate information and materials related to 
technical and operational aspects of CSM, including 
marketing, advertising, market research, distribution 
logistics, and training. 

SOMARC man'lger~ believe that these regional workshops 
have been vP.ry SUCCE;.'ssft.l in encouraging countries to be more 
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active in CSM and have provided a forum in which those already 
engaged in CSM programs can learn from each other's ~xperiences. 
This point of view is reinforced by USAID/Quito's comment about 
the 1986 workshop for LAC: "USAID staff found the discussions 
useful for program implementation because the focus was on real 
problems encountered in the various countries." USAID/Acc::ra, 
commenting on the Africa regional conference, said: "The SOMARC 
workshop held in Accra was very well organized and well received 
by participants and ... such programs serve a useful purpose in 
introducing the CSM concept." 

The four regional workshcps (if one counts the French 
and English workshops separately) fulfill SOMARC's obligation 
under this part of the contract. There is provision for a 
worldwide workshop under the contrac~ ~E well, but that would not 
seem to be a high priority at this time given the significant 
regional differences that exist. 

The Afr ica regional wtJrkshop in Ghana was very 
successful in stimulating intere~;t in CSM among the Afri::an 
countries. Francophone countries, such as Mali, Morocco, Rwanda, 
and Zaire, were particularly responsive. SOMARC has done 
follow-up work in most of these cou!ltries since then. On the 
Anglophone side, in addition ,to Ghana and Nigeria, which already 
had programs in progress, there was gre~t interest from Liberia 
and Zimbabwe. The Nigerian CSM program, for which FPIA is the 
contractor, represented a different approach to program 
implementation. 

In the LAC rE~gion, attendance included both countries 
with full programs and those that receive only technical 
assistance (Paraguay, Ptaru, Ecuador I Colombia, and Brazil). The 
exchange of views, different responses to common problems, and 
innova~ive solutions to p:t"actical problems were of substantial 
value. 

Recommendation ~ The CS.M workshops have proven their value and 
should be considered for inclusion in any follow-on project. 
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SUBJECT: POPULATION - EVALUATION OF THE SOMARC PROJECT 

1. SUMMARY: THE OffICE OF POPULATION HAS RECENTLY 
COMPLETED A GLOBAL ASSESSMENT Of A.I.D'S CONTRACEPTIVE 
SOCIAL MARKETING PROGRAMS IN WHICH SIX FIELD VISITS WERE 
CARRIED OUT. THIS ASSESSMENT CANVASSED SELECTED SOCIAL 
MARKETING PROGRAMS WORLDWIDE INCLUDING fOUR RECEIVING 
ASSISTANCE fROM SOMARC, TO EXTRACT SUCCESSfUL 
CHARACTERISTICS WHICH COULD BE INCORPORATED INTO THE 
NEXT PHASE OF A.I.D'S SOCIAL MARKETING PROGRAM. ST/POP 
IS NOW PLANNING THE MID-TERM EV~LUATION Of THE CSM 
PROJECT (SOMARC) IN EARLY DECEMBER AND REQUESTS 
ADDRESSEE MISSIONS RESPOND TO THE FOLLOWING QUESTIONS BY 
NOVEMBER 30, 1987. END SUMMARY. 

2. GENERAL PLAN fOR THE SOMARC EVALUATION: A THREE 
PERSON TEAn WILL SPEND APPROXIMATELY THREE WEEKS BETWEEN 
NOVEMBER 30- DECEMBER 19, 1987 EVALUATING THE 
CENTRALLY-FUNDED CONTRACEPTIVE SOCIAL MARKETING PROJECT, 
{SOMARC} WITH THE fUTURES GROUP. THE PURPOSE Of THIS 
E~AlUATln~ IS TO DOCUMENT THE PROJECT'S ACCOMPLISHHENTfS 
AND PROBLEMS TO DATE IN LIGHT Of THE OBJECTIVES AND 
TARGETS SET FORTH IN THE PROu(CT PAPER. THE EVALUATION 
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WILL ALSO COVER PROJECT DESIGN AND MANAGEMENT ISSUES, 
CONTRACTOR PERfORMANCE, AND THE APPROPRIATENESS Of THE 
PROJECT'S STUDIES AND PUBLICATIONS. COMBINED WITH THE 
FINDINGS OF THE OVERALL CSM ASSESSMENT, THIS EVALUATION 
WILL PROVIDE GUIDANCE IN THE DEVELOPMENT OF FOLLOW-ON 
CSM ACTIVITIES. 

3. THE EVALUATION IS BEING CARRIED OUT BY ISTI UNDER THE 
POPTECH PROJECT AND WILL CONSIST OF PHONE INTERVIEWS 
WITH A.I.D. MISSION OFFICERS RESPONSIBLE fOR nONITORING 
SO MARC SUBPROJECTS, INTERVIEWS WITH ST/POP AND REGIONAL 
BUREAU POPULATION ST Aff, INTERVIEWS WITH THE 'SOMARC 
STAFf BASED IN WASHINGTON D.C. AND A REVIEW OF PROJECT 
DOCUMENTATION. THE EVALUATION TEAM WILL ALSO USE THE 
FINDINGS AND RECOMMENDATIONS FROM THE FIELD VISITS TO 
SOMARC SUBPROJECTS CARRIED OUT DU~ING THE CSM ASSESSMENT 
AS BACKGROUND FOR CONCLUSION AND k~COMMENDATIONS. 'NO 
FIELD VISITS ARE PLANNED FOR THIS EVALUATION. 

4. ACTI~N REQUESTED: REQUEST ADDRESSEE MISSIONS RESPOND 
TO THE FOLLOWING QUESTIONS BY NOVEMBER 30, 1987 TO BETSY 
BROWN, PROJECT MANAGER - SOMARC, ST/POP/FPSD. YOUR 
RESPONSES WILL GREATLY FACILITATE THE TASk OF EVALUATING' 
TH~S PROJECT AND'CHARTING THE FUTURE DIRECTION OF CSM 
ACTIVITIES. 

4A. WHAT HAVE BEEN THE MOST NOTABLE ACCOMPLISHMENTS Of 
THE SOMARC SUBPROJECT IN THE COUNTRY IN WHICH YOU ARE 
l~ORKING? 

4B. WHAT PARTICULAR DIFFICULTIES, If ANY, HAVE YOU 
ENCOUNTERED IN IMPLEMENTING THE CSM ACTIVITY? 

4C. HAS THE TECHNICAL ASSISTANCE PROVIDED BY SOMARC 
BEEN RESPONSIVE TO YOUR PROJECT'S PARTICULAR NEEDS? 

4D. PLEASE COMnENT ON THE MARKETING AND MANAGEMENT 
CAPABILITIES OF THE SOMARC TEAM MEMBERS YOU HAVE 
ENCOUNTERED. 

4E. PLEASE COMMENT ON THE ORGANIZATION AND MANAGEMENT 
OF THE SOMARC PROJECT IN THE COUNTRY IN WHICH YOU ARE 
WORKING. 

4F. IF YOU OR YOUR COLLEAGUES AiTENDED A SOMARC 
SPONSORED WORKSHOP, DID YOU FIND IT TO BE WORTHWHILE? 
SHOULD THE WORKSHOPS BE CONTINUED, AND IF SO, HOW CAN WE 
IMPROVE THEM? 
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SUSjECT: ~OPULATION: EVALUATIONeOF THE SOMARC PROJECT _ 

REF: A) STATE 350609 

1. THE POPU~ATION OFFICE CONTACTED SOMARC IN MAY 1987 
SEEKIN~ ASSIS~ANCE TO ASSESS THE APROPO CSM PROJECT 
WHICH HAO ACHIEVEO LIMITe:O P'AOGRESS ANO WAS AT A 
STANDSTILL AS A RESULT OF INNUMERABL£ PR08~EMS 
EXPERIENCED IN ITS F~RST 3 YEARS OF OPERATION. 

2. SOMARC ACCEPTEC THE INVITATION TO ViSIT AN~ SENT ITS 
FIRS! TEAM ~ANTI~GO.PLATA AND DAVID WOOD) WHO ASSESSED 
THE SITUATION ANO DEVISED A NEW DESIGN ENABLING THE 
PROJECT TO RE~CH ITS OBJECTIVE ~RE QUICKLY ANO SI~LY 

rrHAN THE ORIGINAL PLAN) BY RELYING ON THE LO~ PRICED, 
EXCEL PRO UCEO P 'UCTS tp.lLLS AND 

RATHER THA N MP TEO ON S. . 

3. SHORTHLYTHERE.AFTER OPERATr.ONA~ PLANS, \lrHICH INCLUDE!) 
WELL-DEFINED, SHORT TERM TA REQUIREMENT. WERE DRAWN UP 
WITH SOMARC'S ASSISTANCE ANO THE SUPPORT OF THE RECENTLY 
INSTALLED APROPO PRESIDENT AND NEWLY HIRED PROJECT 
MANAGER. '0 

~. THE PROJECT HAS SINCE MOVED FORWARD WITH UNEXPECTED 
~FF ICI ENCX ANQ seE£~ lIlt TH EXCELLENT TA ° fROVIOEW BY TME 
'FbL~OWING SOMARC STAF~ I~ THE I~DICATEC AREAS:' 

• - • t. '. 

A. SANTIAGO P~ANTA ANO PATRIC1A'OILLON IN DRAFTING 
OPERATIONAL PLANS ANO BUDGETS. 
B. WENDE SKIDMORE AND SHARON TIPPINGS IN MARKET RESEARCH 
DESIGN. 

C. SILVIA COUREMSIS IN CONTRACTING. 

$. WITH REGARO TO SO~RC WORKSHOPS: PARTICI?ANTS 
CONTACTED tAPROPO BOARD MEMBERS) FOR COMMEN"!' REGARDED 
THEM AS INTERESTl~G. REPRESENTED BY o-ALL OF THE 
AMERICAS-. PROVICING OPPORTUNITY FOR EXCHA~G~ OF IDEAS. 
WELL ORGANIZED AND A ~ERY WORTHWHILE INTRODUCTION TO CSM 
EHAe~lNG THEM TO CONTRIBUTE MORE IN THEIR BOARe MEMSER 
ROLES 'WITH. APROPQ. 

e. IN SUMMARY, THE "..(·S~IOI ,te!' EXTREW'\.o, ";RATEFUL. TO 
SOYARC FOR THEIR Rr '~',-!~'(""Hce:SS. £XPER .... ~ ANt) 
ASSISTANCE. IN GF ,!,' ''F1E ,-PROPO/C5tA PI t ~I!:CT MOVING SO 
WELL. WATSON 

,.' 
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AIDAC 

fCMl ST'POf'/ff'SO 

E. O. 11]$6: 'A'A 
SUIJECT: POPUlATION: EVALUATION Of THE SOMARC PROJECT 

R(f: StATE 3516" 

1. USUO HAS I([N PlEASED \iUI TilE nCK(ICAl 'aSSISTANCE 
rROVIDED IV SCKAlC. SonAlC ASSISTED Tilt nISSIO. VITII tilE 
FOLlOVING: 

AJ ASSISTED t;tTl DUlCie Of 1 twO« eo.'CTZAC(PTIf! SOClll 
" IWtKETIXG ItSrJ PROJ(CT foa THE IIUT(RAI. fA11I1.1 'lAIIICIICG 

SERVIC(S ,KQ suproiT PROJ(CT P&1(R; 

.1 OttGAMIIEO A "EtTIICG or Conn!RCltl fIlMS TO ASSESS 
IHt(ltUT ,NIl (mOl( IOV , art .. 10( .... ' "I Gilt S( O(SIGH!O 

III KUfA; 

C) «SEAlClEO raE LEGAl. lECUIUII!KTS FOC UTAIUSHIKG a 
M(V Cor.PANY to nA~&G£ TaE rlOJEct: 

OJ AUlsn:. f'II OF"« 'I(rl.4E CSft 'ROJECT O(SctIPT(OtCS I 

or YUlTtllG t£EGlIS ~ QUAIl. ,oa TII£ ICAtlOMAI. toWCU. 
FOIl rorutATlOII QD DU'Uotf\£CT CllU01: 

, El COIUS1'OIIc(O AIIO I\£T IInl /lOST REMUS O! TIlE 1(0'0 TO 
EJPUII aft; 

FI 'ICVIOD t(QlfCICAI. AOVIC( OIC ORGAIIIIAttOll~ STlUCTVI( 
FOI a (lft I'tOJEct tIC lEaYA: 

~ CtvtlOf'U' OUI'( RtflQlUOUl1 OfF 1ftW(ISTAICOIMG K"NECI 

auo &110 tIC( fVTUlttS CItOVl' Ctl.lwUTIM(; I(SIQIlSIIIU tI(~S at I 
nt ItV'(ctlU ,umn.· 
1. W.AIC ttCltllCA&. WlstMU ~ Tinny w ItClIl! . 
laPUt. '1Ilt1ca.MU II tIC( It(AS OF t1AU(TIIIG &ICI I 
ADVttTIS'"G V&$ SUtt:11C!t. tit: SO;V.lC COUIA tutS \lOE 
IUrOlSl1[ to ftli"tIClll NtUS AlaI SUtfO&TtI 'I 'II nc 
f'1('WflOIC Of AIO nOJtCt toCCft(CTATlOII. Olttl A t. ftOICT1I 
'(1100 SORAlC COC$GLtiNTS ESTAIlIS.tD CCQO l(lAtiONS VIti 
"IO-U:m. tTU, Of CCPO. 

1. II "en: eI tH($E uraclS. SOIU4C t(CNIlIC1I. AIID 
,. ..... ClI.I. ASSIST&ICC( VAS IEJ(Cl[O If Tilt GO(. tCIS 
IIlCISIClil VAS rao( If tit( lIrt SOIWlC orFICIALS pa(SU'C(O 
T 11£ \'It fIrXIJICOIIft or actllst IJCO I MG to lIeto ~ (I U '" • Mero 
CCllTlGtS TO r.aICTAt. TlAf taU DO lOT vOIr OIl IUO 011' • 
OVTSlO( tEcx.le,," &SSISTAa« TO IlItl(f'I(lT A CStt ft~AII 

,. Kttn'-

c. tit f£Ct Tilt SOft&lC DID ~ ~uectEO III D(vtlotllG , 
CUI rtOJlCT II lUll IS lor A lEn (eTlOS 01 TlEII 

, -. . . 
~, . 

. , 

TELEGRAfJt 
MAIROI 3116' '~i'l'Z 6~6' flU 

CAlAlIlIT I(S. I1ISSION BHIH(S TlnlNG or :OI1ARC 
l::IS1'~C( nA1 HAVE e(tH '.!r.ATV~( 'NO T"(I. 'SSIST'NC( 
ltJECt(O rOR T.( r~lOVI"G q(A~OHS: 

AI CONCERN OVER ETHICAL ISSV(S REGAROIHG TNE AVAllAllllTY 
0( COMTZACEPTIV(S. (SI'ECIAllY TO 1"( YOUNG A"O UH~~RRI(O; 

.1 TH( f£IRU,RT l~a, nlLK CO~TROV[~SY. I.E •• tHAT "ILK 
ICIMG rlOVIOED THROUG. TH( SCHOOL nllK I'ROG~An VAS lA:(O 
VITH CO~TRAC['TIV(S: 'NO 

CI G(IC.(IAl RLU'CTAHC( IV TKE GOvERNr.£IIT TO ORAV UI'OH TN( 
lSSISTAKct or OUTSIO( ORG~IIATIOkS. PA~TICUl~~~T v.S. 
CA$EO IKTERn£DIAR(£S/COotEIATIHG £G(KCIES TO l~lEn£~T 
THt frSS PROJECT. 

. 
.. ~. AUKOUGIt A KtICVAt( eSft ,ctC<iRAtt ~S YET TO 'EGlII. IT 

A"EAal TMAT Mcro IS 'OW Fj~r1Y eOAnITT(O TO fME 
I~ER(~ATIOM or A 'llOt SOCIAl n~KETIK' EfrORT. T~~ 

rROGRAI'I VIl.!. I( Iti!'lErtllTto 61' l lOCAl DISTlICIITlCI AIID 
nAlKETIKG ~laR~).~ST LIK!lY VITkOUT U.S. OR OTI(( 
(XPATlIA!( lECMNICAL 'SSISTAKCE. CCMSTAllE 

.. 
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SUBJECT: POPULATION: EVALUATION OF THE SOMARC PROJECT 

REF.: STATE 35"'609 

1. RESPONSES TO QUESTIONS I·N REFTEL FOLLO~ 

A. THE MOST NOTABLE ACCOMPLISHMENT WAS THE 
ESTABLISHMENT OF THE QUOTE DUA LIMA UNQUOTE CONDOM 
MARKETING ACTIVITY AT P. T. MECOSIN AND THE CONTINUED 
IMPROVEMENT OF SALES OF THAT PRODUCT. 

B. DIFFICULTY INITIALLY WAS THE FAILURE OF SOMARK TO 
CONTIN~E CLOSE MONITORING OF THE ACTIVITY AT THE OUTSET. 
THIS HAS NOW BEEN REMEDIED BY HAVING A SOMARK STAFF 
MEMBER AT THE MISSION. 

C. TA HAS BEEN I NADEQU.A TE TO MOVE THE ACTI VI TY 
BEYONO THE INITIAL PHASE OF CONDOM SALES TO THE NEXT STEP 
OF OTHER CONTRACEPTIVE SALES. THIS IS BOTH BECAUSE 
PROBLEMS IN INITIAL CONDOM CAMPAIGN WERE NO: RAPIDLY 
SOLVED AND ALSO BECAUSE FOLLOW ON PLANNING DID NOT 
CONSIDER THE NEEDS OF BKKBN AND USAID ADEQUATELY. 

D. SOME VERY ~OOD MARKETERS HAVE VISITED HERE. BUT 
SOMETIMES THEY ARE FOCUSED SO NARROWLY THAT THEY CANNOT 
RELATE TO THE TOTAL COUNTRY FAMILY PLANNING PROGRAM. 

E. 7HE MANAGEMENT OF PROJECT HERE GOT INTO SERIOUS 
AUDIT PROBLEMS. SECAUSE MANAGEMENT RESPONSIBILITIES WERE 
UNCLEAR ANC SOMARK FAILED TO PROVIDE APPROPRIATE REVIEW 
OF E X?ct~DI TURES. 

F. NO ONE FROM USAID INDONESIA HAS ATTENDED A SOMARK 
~ORKSHOP. CONNORS 
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~OA ST'POP/"'~SD, BETSY GAOWN 

tE,O t235Eh N/'" 
SuDJECT: POPULATION. • £VALUATION OF SOMAAC PROJECT 

ft4~1 STATE lSd6d9 

R9!SPONSES TO QUESTIONS RArSED IN AEFT1£L," PARA", 4 1"'"01.1.0"', 

A. S~AC HAS BEEN ABLE TO OaSIGN A CSM PAOeRA" WITH 
PRIVATE FOA PROFIT COt~ANY THAT SEEMS ~tASIBLF. ANO HAS 
REAL POTENTIAl. FOA SUCCESS. THIS WAS OONE AFTER ANOTHEA 
ORQANIZATION FAILia TO ESTABLISH A CS ... A~TER TWO YEARS CF 
TRYING. 

D. CSM P~O.lI!CT 15 JUST eItGXNf~ING IMt"L£I4NTATXOM; THUS IT 
IS ~R@~T~Ra YO ID2NTI~Y DIFFICU~TIES OF IMPLEMlNT4TlON, 
T'M1 POl"£NTI,\L PROS!.!!"" AAEAS INCLUOE: PRICING OF ORALS ANO 
cOOROINAT10N OF ""'UOus POPULATION ORGAtUUTIQNS. 

C. Te;CHN1CAL ASSISTAf.(CE PRovtOED ev SOMARC HAS. WITH ONe: 
EXC&PTION, SEE:N ~ESP~~SlvE ANO COMPETe:N~, THE EXCEFTI0N 
WAS THE INIT1A~ REQUEST FOR ASSISTANCE. IT TOqr SO~~R& A62 ST/POP a YERV I.ONG Tlt~ ~9 RESPQND. THERe: .a5 x N2EO 
F R SENIOR eXPERftACEU PEOpLi AND AFTER A LONG WAIT, 
SOM'RC PROPOSEO MORE: JUN:OR 57 ..... F. FINALLT, AFTER 
.. fs~tUN ...... UE SUiOtU:; ""NCOMIN' S, tCliTARC PRovIoeo He:EOI!O 
Se:NIORASSISTANCE. PERHAPS, SOMARC PAO~ECT TEAU WAS OR 
15 OVER EXTENOCO, 

D. SOMARe TEAM MEMO!!RS HAVe: n~EN VEAY COUP£TENT IN 
MARIU!TING AHO WAN.J.GEMENT. 

E. XT IS TOO PfiE ...... TURE ";'0 COt4otENT ON THe: ORGANIZATION 
AND MAN.J.GEMaNT OF THE :N-CCUNTRY S~RC P~QJe:CT, DESIGN 
SEe:MS SOUNO. HOwe:'I£R. 7Ht: PG:RSON CHOSEN TO aE IH-COI.IHTA'Y 
PROJECT NAN.J.GER DOES NOT HAIIC EXPERIENCE ~TH eSM 
"ROQRAMS. 

.. 
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N.U~tntI(T IlIfo.nATION nSHn, HilS l"T(l &.SSISUIICt 
IlItUID(O II (onrutn \/1 til .,'ROtUAtt SOf'll1a:t( AIID 
JUIIiIItC" 111($[ 'llAIIIO'JS ,,,puts IIAVE, ,.1.110&10'$ 
(StlnlTloM. towtl,.uno to IM( IIISt~lIlTlOllAl.IUtJOM or 
UlUl.Illt fUlIlC,El'I£1I1 Sr.lllS It, tllOs[ gAIIMCa StArr 

fARtIC"AT'k' III 111( CSn 'Roc,Ran, 

,. nll(AG(I'lUt 01' sonAR' 1""Olvtflf.llt III 'HaNA: 

I.. i'iCr:Gii1iii<O: lS DE S IGIt!D. lilt 1'1< mil slttoa C'Sn 
'IIOGU11 IS D[I'(KOENl UI'O!'! COYEllltl'\£ln INPuTS TO OI'£RAl(. 
I.E., COilTRACt:I'TlYU, TilE lOM Of nllIClES Autl lM( 

" PlOVISIOII (if 1'10111($ fOR lIiVEIIltSI"' MIl ,uIHi.lA. tillS 
I'AIIlICUlAR 1ItIlAltCUIEIC\' VAS ftEatIT 10 FCstU GRUnt 
'ftIYAT[ SECTOR PARTICIPATION II WKAt .ItHERTO IlAO~[EII 
P«lrI.\IULY I. I'UI\.\C '$Ectoa ,ROGtAn. 1I0000V[It. OlJI!IIIG tll£ 
1'£1.100 WE. THE COATtlCT erT\lEUi OAIlfC1) AIIll TIlt 
GOf[rNHEHl VlS "IKG PR[PARED lKD .£CotIATED, TIE 
GOfEtMnE~t·s SEftSITIVITT tE~ARDI~G SU~ fRIVAT( SECTOR 
Itr/Ol. VEr.tIlT Can[ TO 1K[ rou, UP'ECII.u T Villi I(CAIIO TO 
III!: I'IOMltOIUNG or dO COietlO! OYlR 111£ PROtiRAIl IIlI FACT, 
'II[ DAlCUto-GlIf[tIlI1£KT or GUAII.. '~Of.! COIItRACt VAS tltE 
lASt tOKDl'lOM PRECEDENT to 8E SIGHED 0« lU( IILATERAL 
f'Mll Y 'LAltIIIHG PROJEct til VAS ACTUMolT SIG!!ElI Oil[ litEr. 
Anu tilE OIUGIIIAl. DEAD. II!! FOR tonPl£tlOll Of II.L CPSI. 
IF 11(( (jOC lAO ralllO to SIGII tillS COIl.RAt' "'ill[ 1 ftlUIO!( 

DOlLAR PROJECT VOUlO ,fiOT tlAV£ I'ROCEtOEO. AfT£a UT£~'V( 
AS VEll AS IKTt.SIVE II[COTIATIONS IT 9$110 VITI GOG 
GfFtCllLS 'Kll OAIIMCO. DURING WICH UUIO VAS Il£OUIUO to 
G'YE ASSURAKC(S lllAT IT VCULO ClOSELY ~ITOR iKE PRIVAti 
SECtOR aCUYITI£S Of ill'!: PROJEct nilE aft P'RO{;IUQ. TilE 
GOG AGAEED to SIGN, HI tilE Atili£ErtUJ VlIIC1I vas 'HErdED 
\/ltll Tilt 'U!lUlU Of' r CIIM::E &110 [C~o:uC .. LUlliNG W£I>l 
AICO AI"RO'fU 8T tilt (tMAIIl ,\JSUC AGUEfOn '0410, 111£ 
tl.QKITOIUIU. tOLE Of USAIO" vt.S SfUU:O WI tit SOtI£ OEtAll. 
II WAS s'rt~iO i.'X SORGE' t~utS 10 tHE '~RA8 
\l£IE TO 1£ AT TKE I) T USAIO. AU raltets, 

.... 1l!Cl"Ol:llrt"'1 IMIStRY Of YU!.1I1. ll£IE fElt COIOIIIU.!IT or 
fIr. f'O'KflHAl fGR- f'RC8L£1'IS TO O£'1£LO' 1M nilS PROG!Wl. 
non VSlIO STAliDPOUIl. TIII$ VIIS (II "'test!!. Ct*Ci:IN, AS , 
I'IAJO« "Iust fIf IlS fiEU O£V£Ulfll£!li SIUl£(i't vas GlllTta 
CIlVOl fEW;1l alii) OEVEL Ot'1!(1I1 Of' ilE PI'¥au uetOil. III 
ftlSSUliI"S JUOCIf:". tU[IUORE. 11£ une,S( ar 'lit' eta$[ 
ftOIIlToanIG or C$II ,IIIX;Ufl &en 'Ii IU. IItQ,VOIIlC nult "' 
COlITIACTOR llIfOutf\£Kl. VAS acS01.V1'[U IUUSUflT crot Oil. T 
fOl PlCIGIIII m:uSS'lvt AUG 10 lLLOV It TO lUI) tFf tHE 
VO![,tIAt PftOlL[fiS ~IC! ftIGH' SPill aNti .1'0 0'1£1 
~IE"S Of USA III IIIVfU'!N,,,,T 114 (UIIA.. 'lnCSl!; 
toIITRIIUTlIilG FlittOl 10 lIE CtM.Ul'$E or 111£ "(fum csn 
fSOGIAil III GtleJI~, WICI vas IWIAG[II ., All AUI toICtlACJfla, 
VlS 'lUI to It 11[ ua or llUU:Ci ftlSStfICI I'IIlIlnRtI&G Ul) 

IIVOL Y[I'I[IIT .1 liE I'ftOGlI&fI. It vu rOl '''' I[UCICl 'nIAt 
11£ t\llIEa, C$6 'IOGIlAft VAS (!U"~D AS PAt' fit 11 

IL&ltlll "OJECt VI'. CftEAltl nl$$IOI ~AGE~aT 

ItStOlllIIIlI1lU. 

I. fillS I OIl IS tl[U AVAi( 11'" SOIIAiC fUU It UntUits 
1M I'IlltIt (CllCtlCll Ott. Ie:( CSt'! S'llKII!lI. MO UKCUU v 
01(1 SOiiAIIC'l IlItEIIAC1'I0JI VITI J.II:O lllnt WUllIff "I IIlI: 
'IOGILUI. llil ADtHtlOI' to lIE BROADtl uuetUS "EUIW::J 
MOV[, 1It: nlSSIOOl lIS UlI!II S1OI£ It,,,,,!: UlittIIiS 
l[GARtJIIG sorwtC'S tOll 111 YII[ "GaIA. ill 'M18emM. 
'Ul@ liAS ItlVln 8E!~ '(If roBC£IQ:D lillY AiD _I" 
'IIOWI"O VllnOlKJ.:l ~C ~ tIlttl. I.ntD em!) tiU. FM. Wilt 
111[1 fit'! Ullt[rlOCO. Gf.GttlIlU" .,lflll I~e-t IlttU!!. 
Ulf()utnOlf Hi Illt fllClGllIUi t~tU 11M QUill 1\ "UKteAl 
tOllfuet .. llIf1tltCtt o«a tflt Itlt( _ '!lit OUU:I:tOA Of' flit 
aowtlltlSllCi riM WII-(;OIWI&C'i[O '10 DIIUlCO 10 ~*t AU. 
&IIltlns,.,. II'!'; !=i;;o!.~Al. AI.;o stllU A: :GtWIC's 

, '- '- ... ,.. ., • 'Itl 

ACCU .nn if Of Il IOUHl un ,fI" 
.[ra!~KlIYIV[ fOR afRltA. & HrP.2£R Of SDnARC'S 10VISClT d 
~I1,. Ilf:'ll lS " SONIRr, COII1'\llhlll. III GllaNA illS fUll'I 

STOt'!) 10 GUI(P' tOKSIOUall ,. non ItS ,allTlClI'ATlOIC. is 

&llfElttsut, VAS to II( tKE n011 O:I'USI YE COnl'QIIUIi' eM' filE 

·'IOQRAr.. OUtSIDE TK[ COM1Racr'T1V(S lKtnstlV[S. son~t 

ItSElf .40 {AlnAR~ED (B~.o.a TO svrPORT lH£ ADVERTISII' 
C~OK£ftl OVEt a thREE TEat P[IICO, lHt 'OlEMt'~ roa 
lilt Q£¥tlOfnUIT 01' A tOlCfllCT Of IHlUEST III lHIS 
SlfVATI~ VAS DISCusStD At lEMGTR OUlIM~ IHITIAl firEflMes 
HELD GITvt£1 nlSSICK auO sonaRC REPR[SEfltATIV(S lKO ,aIOR 
10 U$AID l~l((ft£HT TO SonARC PlR1IC!'ATtOU IN THE 

-

t'~AIl DIIIIIIG THE$( OISCU$UOIIS lllE sonARC I'fll.lJEct 
OIUCTOIt·S SUGGEsttll'l TllAt TtllS ltIDlVlDUll ALSO $ERII£ AS 
A ~t COIWIl. TIINt III IHE 'Ii,UlA 'ROGllan lias EI1I'IIAHC&ll T • 
OISftlSStD tiT TilE til SSIOII Itclm;t OF tilE aDDED POTEtn tal 

FOf! toftn.lCT or !«TER£ST. A\ 1:HOVGII ISSIJUIICU WER( Glvtfl 
IT SIJrIAIC TIIAT, I" GIIANA, TIU:: uUmllllu.u. WUll) IE 1(1) 

HOlE TaIM A SUS-CCHT~ACTOR 10 OAIAFCO. 1M IEALlty tiiS 
liAS «t"ttt lEt£( TilE CIlSE. IM~. IMU!£R Of IlIstAltCU SWAC 
II~S CElLI DUIECTLY VitI! TillS IItilIVII.IIIAl OIl GHAltA C$'\'\ 

'Il~ susnus, VltllotlT lilt IIl¥Ol¥£nUIT OF lItllER VSAlO 
CIa ".IICO. flORE\)Y£R. IIEGUlAil C(RItlVIII~TfOlCS VERE 
I'IAUI1AtED .EMEII SOfWIC Affl) tillS IKDIVIOVIl1 DURlftCi 
V:UCII "AKA' (lllIlGRan 6U~IKtSS Uts OISCUSSEO. SVtll COII'"CT 
liAS to! TO ""SUI£R&ll£ COIInl:S IGII 00 tHt I'ARt Of CSf! 
'R~ nP:S01Il'tEl. IUAROUIG lltl.U Of ConHIIHICATIoti AJID 
RE~I'ILlll. 1«[ SITUA11~ VAS rURtHER ££ACERBAtED 
BY lil( faCT 114111' ALflOSl 1.'lIUII8lY SQl1AIIC: StAn AIUI 

l,uns WULIl nm UiliFfII'IMiItllOi6UAL iriHtbfln:u 
rnlr-mrr.«:1~""'~ 

ilnlllJlb bAm lit i'R£$£1I1-
1\ IOICI.I.IO(O tHE RECEIIT UI1ERltUlOM-.t SCIt:1IC£ 

MO UQ!IIGlmv IltStnUT[ (lSTU TUn Wit" \11$ SEtiT to 
~ til L!SS£SS1lt1l Of lIl[ GKUlA cln rRtlGRAIL FIlon 
O~A1CO-'li 'S'lrulDl'oun. as COHm/lllCAtEO to USAIO, tUIS 
Il£t,AtlOtmiIP llHO CUI$( ecmt.eT IOriHuun tllAt StlllAllc'S 
1i£'€ialItATlft illUl A niles GR[AI{;R RillE III 'RClGII.M 
O£CrsIOll"!Wlltt(i 111M VAS ViSlU_ltf:O It 11$ 'Gill'OIl! 
is' A _·ccmll&etoa. FwtMtil\Ol:t.. OIUllU'CO Itt. T tillS 
elEUl.1'I0i!$1I1t $ltV!O ttl ~IfIU!f. ItS COtITl'tCl. WU lflf 
"'00I&I\ t:meaAU, l' \lnu HeNiO 10 tl£GOUAHIG 
~'fJl aonauSlk' &'i'iIlYllUlUlG R£iEdCL 

S £I SOi!.lIl [ SOlllffv;( to '111$ 
.t.It.J..O 

111. !WIt esn WlISIOt': &l.laout,t\ USAiD SUff IIUE QT 
ai.-.m. ,eon All ~'iJ:Ol'IARC CSft WilRSilIIf' 
In. ttl ACeilA ASf natal VIS fiR' \'Ell &mn . MO 
I£a:lm BY , f'MUi, UI) 0$110 nUt lvtjl.KOll1SBOl'S 
l(!lW " "'£'\'11. 'II.'OSE III l.lI01M1~P1. 
Vlft .WEet to tIn ,AltlWl.. .. VOOISlIlf. tlMWEI. 
,a Uiif'dlNttidt CllftttlMrB utlii 11"1.". 
it~1G '11llWSf£1. or fVl!9S 10 con:a WIlmar tmlSu. . 
int m_ III .ICI 'MS uti&: Slut 10 aM. ,osto SOiU 
!lAtent ltlllmS N(ltLtl'G fJi'i) elMO .1In: USVUCO II 
U8&n!~.t 10 USlIO, '(!.If ti. t. INMSY, lOIWlC .... ,~ 
ih1: V&!l'UtIPMU tltltUUU. 11&1) ltOt f).ttlU'C:O·S flAl'!f.GUIt; 

IIIUI:ICt fi.S'S"ttO "' tum VI'" 111£ '1I03LlEn ' .. 1Il to 
1'til Qli'i£l'Ictll£tn Of 'rut W!UIIOf'. Ull 



COpy· VejJUrL nlen l OJ ;)(0 (C' I I c:. L L U 1\ Mill 

"Act It Of n ACCRA .. lH II or n 1111141 
ACTiOIl 110-" 

AC11014 OfFIC( ~ 

&aU l1aH "IO]II~. 

IlIfO AUf-'] ,reo'll AfCIl-'] AfO,-" r,,.·tl urO·I. lnR'8~ 

'"AO·I\ PDPII-II ""-11 'C-'l, GCA1·ll STN~-n "R-el 
SUM·n $ASt-1l IT-Gi us-.! ons·n AHo"1 I\fl'lG-d] 

'IU -16 1116' 'I 

INFO l~-aa COP1-.\ At -u ou-n ,.\1 v 

, nusn DEC 11 
Fft All(nUSST ACCRA 

'----'-----------l4~U1 Ollila H!I 41 

to SECST,T( \lAS HOC fRIORltT 7S1' 

l"fO lntnUlSSY ASIOJA" 

AIOAC 

FOR SloT/POI" I'''SO: SKOW, "fl/lR/IIPII: TIIOftlS, 
An/CCVl: THOMS 

E.O, 113'16: MIA 

SUIJ£CT: roruUTlO4I: (VAlUATIOI! Of SOCIAL IIr.RK£TIIIG fOR 
CHlJ(GE (sonJ.lttl PROJECT 

RU: SUl( lssroe9 

l. SUnnARY: OvtKAlL. SOnARC'S P(RfORnAMCE 18 tHE 'H~ 
CCIITRACtPlm: SOCiAl IIAlKUIIIG tanl "~RA,'\ BAS BUll 
GOOll_ III PIJlTlCUlAll, fII( ttttltUtAl ASSISTlllt[ 

IT liAS f'IOVIO(O HAS SEU CO!ISIS1(11tU Of NIG. CUllin I\tiO 

wtl,\, USPOIiSI wt TO 'lOCUli It£t:os. . npuo II£AIIIIUSU III 
SOtWlS pnrQi!"p"Cf "'KE mnmp EBlin SlllUlRC /lAIIAGEI\t\lT'S 
Irl"'ll1fC( TO .OMrn' T' n'S1 1Q11 Gu'prt tN£S 10 RtE' 
AU smuRC l"puT'S .TO 1M' PlOGIiIA, 

2. IIt.IUiROUMO: TNt GMW 'SII flOGIM IS ~N£ PillutE 
stelOl! cOtll'Otlt~n Of USAlOlGuu'S SCUTERIU. flUllI. '\' 
PlAII"II(G PROJECT. AS m:I. TIE "ISS1V11 illS filEll INVOlVED. 
1\11 EftRl stAGE CF 11S Q(v(LOPftlln Ainl DAY-lG-tJ&Y 
flOICnO«I~ AI(fl GlftRSlCllt IIlVi lUll PIIOVlIlEIl Ill' "ISSIGN 

"US01llltl .. 

SllIet tilt: IItt£l'TlOO OF 111E "OJECT SGflMC'S !lOU illS 
IEEiI to f'lIOVIO£ Al'fIIfH'I"tt ASSIUI.!IU TO Tilt: 
('~ "~II\ W(!i( II(tO(D l!lO I(QVU1tD IV lilt: nl$$IOII. 
AS A COIIs(ou(IItE 1.0ftAIC lA'S _OT lAO A $tl1-'1l0J(eT 
AS wc:u I. GIIMII, IU1 ItAS ,aOVlOEO l UlIIES Of 
DIstill[ l"IJlS. ,""" 

1. SOi'IAAi ~: SOi'WlC'S 11031 alltABlE 
'lCCGfiI''' ala 1I?mcT TO "''''A'S an 
Pfloc;aNl OCMIEI! Dlllll1G lu£ $lAllleU1 f(II'OO. '" 
,AllTlCU\,U, SOftal!: nOfCGto \'tilT V&1.UAtC,f llell!lCCJU. 
USIUAlCC[ YO onuOf' IIJ II Comilil.Ctrllvt'£ tllAllClUlG 
IWftIAl uo tRAllClRG 1'10G«&fl fOIl IltAlUU, 
III' Afj I IIIOV'iI V[ USU!tB Conf'MII rOIl till: 
'~C;CUft. ItJ A C~IUClT\CilS PUR ~110 IDI A IlAtlOiIIU. 
fQtVUU" COI!ftIEltct. I'UC'I vas mD to OffiCIALLY 
Iltaoouu Utt CSft rtOGINI AS 'df Of CUII"'S Ilftlll.l.L 
ffJtll.'I' nAmlltcG uro«n. \pMIC ltC'llllCIU. 
A$SISUflC( OlJllltiG TIIS '11199 VIIS OUT:UIIOII'IG AlIi.'O 11&(\( 

i!~t ,irillUffCJ! or tit Plom", \let1l18 1mif'"" 
I\IOICtlt'S Of tMl oLnlnoa Of lIit ilnit .. ( cOnI. 
!,GIUiltlit fCC tilE fAtiIU PI.IJIRIIIG floJt(;r. 

4. OlfFIClIUI£: (~I(O It, II'i'1.ULIIlIIC'O c::n 

'CCItt. IIlH a. Of n IIU141 U.!.-JO.1 
'106Im: /IIlst Of THt Olff ICUl Tin (HCOUNTtRtD IW lK(' 

I If'\. UO Ufl 0« Of tH~ tan J!aa..;RIJUU.~((11 
ou"(!i1( TIl run!£WlllWlcC. G(MERlU', SonARC MA1 
lot I{(II III A rOSltlON TO ASSIST SICOHIFICAIIIlT 

lR (RUCCI'III'" I"ESE DIffiCUltiES. 

SOPI( SHClflC U,,"PlES Of PROlltllS ENCDUKf(R(O litRE ICIIG 
OElAt1 III I(((IVING V(HIClES ORttRED foa TNE CSII '~GCA!M 
AII1) t1J.t G1!V(RH!I(lIf GAil all All AOY(RlISING Of 
tOlllTIActrttv,s, Ir.IICII \I[IIT IIITO EHECt FIVE 1I0!lTMS aOU 
'IOWUl VAS UUIICII(O. THI$ lAttER PR~l[1I IIUNt tH'-f tilE 
,.~ lAD TO StARCII fOR OtM(R n£AIIS to 'ROnOTE tME CS~ 

Pllnm:rs. U11fOltI.lHAt[U, THE AOVERTISING Fllin 
M-QlIfTIACUO to THE UI'\'£1\(1I1IIIG ORGAAI1AtlOM, OAMAtCO. 
PI~ G(IItR'llY UIIR(SPONSIVE DURING THIS '(1100 AIIO 
TII£IlE \6( COIIlIlCUM OEUYS IN O[VUOf'IIIG AI!fI PIODUCING 
MTF:IIAS u:o PROnDTlHG THE "I\ODUCTS tHROUGH HOII'l\ASS 

I'«OIA ~AKS. tMIS StTUATtOIl VAS UACUIATtD n Tllf raCT 
iUf till 0lUC1011 Of tHE f IIln. \/11O \lAS AlSO A SottAltC 
(~lAftT, VlS USED OUTSIOE tHE COUIITRY FOR OtuER SOft1IiC 
talllnu. VIIEN TillS INDIVIDUAl VAS lOT 'RUtH1 FE\I 
MCdStC'l!lS WRE TMElt 8'\' IUS '[RSOIIt((l AIIO, 1M ~U(Ull. 
c'lO'S'l Cl.:TIYtTlU milE fOUI'OU[O UIITll lin RElI1ilIl. tIlL 

IUUtlOlC Of fHiS '(MOll's SERVICES n SOI'.ARC OUTSIDE 

Sl!1IA!\.10..I..lUl A CSII 'IQn~ ItAN 
.eooora: T9 All AGRE£!1£HT "apr !U'«H4 Til' SQMRe; C8OJ[CT 

WlPM &"0 !ruIP REGOSQ'IJUu..!!B.€ Itl THE GUIUl 
~m. IT IS f'ftlHCII'Al.lY 8£CAIIU Of TilE OEOYS 
Ul'UI£1it(O III DULING \litH tHIS SU8-CO!ItIlACtOI DURIIIG 

T~ fleT Tun or THE 'ROGRAII THAT 11 NO L OlIGER IS 
SUI-QJIITRACTto TO OAHAfCO fOIl eSH ,\toGR", AlIVUTlSIIUi. 

~. mI£ RletHT SoaARC IIIV(lU(tl(IIT: DUlING Til,. SEellND 

Uta tS ltiE 'ROCRAlI <MaCI! \n1 - 'ilU£IITt tilE ltwtl or 
SClMU ASSISTAMCE \lAS COtiSIOlRA6lY lESS, AS filE IWOR 
tomI!tlln 0$ Til!: rllOGRAlI IR:RE AlIIUJl'f 0( VEl ono 11:0 
f~'OIIt.G SltlSUtTMII.Y. A nlSSIOfI COII(UII OIIIlIIlG 
t'!ltS ftllOO lAS lUll tHE uttltt Til If4ICJl SOftaRC US 
CAUD 01( CS" l'lOiJRM "£IsmNU FCii! SOftAl!t ACtlVllIlS 

.Il'IlD.Aff.1:I to tilE GHANA ,IlClrnan. Rt11'OllOIIlt. 10 ,till I 
fl!lQ!!9Vl€QlIUTS non SQlWlt foa $UP'Clttl fOR film: I 
~mtlf.:s us RUUI. TED ill bUilS ill lilt lllPtnltlltAna 
Of M cSA l'WtibK I 

~stN4(£ '1011\1)£0 IY SOI'WIC liAS 11[[11 VUf at~sn! 
lU ~M'$ IIUIIS AJlO HAS CO!CSIS1[IITU lEER Of 1I1Gft. 
CiIlIILtT1. II A IlUnGU Of Ct.SU, ilO~· .. tI. TK[ 1I!$lIGH 
OOT f~VIOEO Vltll c~~nt V.Oi'U {if \/OII1t FOil 
~TMfS. O~ nu COIIM 1M1S lX«ECKO tllEl1 scOtt 
VOOIt muGUY SUitING PII(Ii CUaJlIIlct flOfl lilt: nl$SIGa 

1_ - tflI'IdC nMr IiAU£TlMG CAl'lIII.IVIU: Itintoa 001 

Ifl fU\ It CI\l'l A.ll£QilAttU ccm£tlf 0lrI tit i'I/Wltnw 
CAl't.IIlUtlU Of tll£ lOOIWtC stU', Villi WClft It U'A 0( 

~lIaLLY. nl!.!U<£UtI' D(CISIGtIS 011 UIIIU Of tI( .. lOG 
,1\11: IUU IWlE IT I'IOGIAK i'(lSOID1!. V111I1. flonet 
QlUliUm:S \.lID flO""" ti'I' Tnt CO'lUIU(Mt A.Q VSAlO. I 
... eMU, SOftAllt l1li.$ tWlE In IlItUf to TilE 1l£tlSlC 
M«I~ rlllX:Us. 

L M!'U.C(flUit smOtlt 'OIl CSit I'lOGIWl: WIll It \I 

«ttll 11Ili[IrGED lUT SMAIt VOIII,O '1,&'\' A llsalet IWI. 
tUR,( UI Tilt: GUllA C"Sft I'ROGUII. It lAS IItyUfl(l.ts~ 
~Ia(rl YUYlliU AS$lstAli~ III THE IUlWtrcl1 &11[4 
rutu:m .... &1 flIovlotO fOIl UIITllA. AOfIIIIISTlAYI¥l 
01 ~A" fUSOJINtl., Im\llllll, 1M[ 1I111.G Q$ , rei 
COOIttltilOtl f()tl! OH£ Ttl" It 1.\:00 ,.OflOEO n(lMI 
A;:1:;Th« TO IlAl!l~CO til GUU.Of" A nlJlUtllIG 'lUI 

I 



ACTION 
COpy 

UI1UL./\.,).,) II I LU 

Depa.rtrnelLl oj'Slale 
IN G U f,1 I N {j 
TELEGRAM 

PAGE 01 ABIOJA 25036 1615,""SZ 9 1 "I 6 " I; !) 3 3 3 1\104728 
ACTION AI0-00 

POP-041 ACTION OFFICE 
I I'.F 0 AAAF-03 

POPR-01 
AFMG-03 

~FCO-02 AFEA-03 
PPP8-02 STHE-02 
/04& A0 

AFCW-03 
SAST-al 

A.FPO-04 AFTR-OS AMAO-01 
HHS-~9 OM8-e2 RELO-0; 

INFO L.OG-00 AF-00 OES-09 /~09 ~ 

------------------312516 
R 161505Z NOV 87 
FM AMEMBAS5Y ABIDJAN 
TO SECSTATE WASHDC 2597 
INFO AMEWBASSY ACCRA 
AMEM8ASSY "'·CNROVI A 
AMEM8ASSV NAIROBI 

UNCLAS ABIDJAN 25036 

AIDAC 

SECSTAT~ FOR ST/POP/FPSD. BETSO BROWN; 
NAIRCBI FOR REOSO. OANART 

161601Z /38 

E. O. 12356: N/A 
SUBJECT: POPULATION: EVALUATION OF T~E SDMA~C PROJECT 

REF: (II.) STATE 3506,",,9; (8) ABIDJAN J':'967 

1. FROM COTE O' !'.IDIRE POINT OF VIEW. AT -:::EDSO 
REGIONAL POPULATION OFFICERS' REOUEST, SO .... t..RC CONDUCTED 
A SOCIAL MARKETING·FEASIBILITY STV~Y I~ T~:: COTE 
0' IVCIRE IN THE SPRING OF 1986. Si..)'vtAR::: R;;::OMMENOEi:' 
SEVE RAL. 01 SCRETE STUDI ES TO OEV::L O=> SASEI. I ~=: 
INFORMATION Fo~ FURTHER SOCIAL MAR~::TI~G ~ORK. BECAUSE 
OF THE SENSITIVITY OF THE sue~ECT AN 
.... E U~L t KEL I HOOD 
OF A LARGER PROJ E CT, REeso OEC! OED NOT TO "URSUE SOMARC 
ACTIVITIES IN THE COTE O' IVOIRE. SOMA~C W4.S VERY 
RESPCNSIVE TO THE ORIGINAL REOSO REQUEST TO on A 
FEASIBILITY STUDY ANO BY THE SAME TOKEN WE~E !OUALLY 
UNDERSTANDING OF WHY wE CHOSE NOT TO P~~S~E PURTH::R 
SOMARC ACTIVITIES. THE TEAM FI£LDEj TO DO TH! STUOY 
WAS CF HIGH CALIBER ANO WAS TECHNICALLY CO~P~TENT. 
ALTHCUGH THE SHORT DURATION OF THE VISIT U.5 WEEKS' 
SEEMS TO ON~Y PERMIT A CURSORY VIEw RATHE~ TH'N INOEPTH 
LOOK AT THE POTENTIAL IN COTE 0' IV:lIRE SOMA~C HI\S 
PERICOICAI..LY STAYED IN TOUC'I ,." BE ~EAOY Tv RESPOND 
WHEN AND IF THE SITUATION C~ANGES. 

2. FROM A REGIONAL POINT 01" VIE...... REOSO RPO' S BELIEVE 
THAT SDMARC HAS BEEN RESPONSIVE TO THOSE COUNTRIES THAT 
t:H:;S I Rt:. sec 1 At.. r.!ARt\E"l NG ACTI VI TI E S. G!NE=l<'l.L Y. SOMARC 
STAFF AND CONSULTAN~S HAve SEEN WE~~ O~ALX~IEO. 
ALTHCUGH IN SOWE INSTANCES, A MORE TEC-INICI\L I".t,.MII..Y 
PLAN~ING BACKGROUND ~S OPPOSED TO ~A~~ETING SKILLS) 
MAY HAVE seEN BENEFICIAL. SOMA~C .. lAS \11&.05: A SPECIAL 
EFFORT TO ~EEP REDSO/wCA INFORM~O 0= ITS ACTIVITIES IN 
THE WCA REGION. INOIVICVAL WCA MISSIO'\lS SPIOULD ~ESPOND 
TO THE SPECIFICS REOUESTED IN REF. ~I. PARA 4. 

3. AS REPORTED I N REF. EI. REose/we" M::H/IlI'/I) Al)VI SOA 
HUNG ATTENDED THE SOMARC ..... ORKSHOP r'\l G~ANA ANO FOUND IT 
EXTREMELY WELL ORGANIZEO. ESPECIA:..;"Y '\IOT~ wO!i!lTHY WERE 
SOMARC EFFORTS TO RESPOND TO SPECIA~ A~G~OPHONE AND 
FRANCOPHCNE NEEDS BY HOLDING TWO S~!CI~L 3~CK-To-eACK 
SECTIONS OF THE WORKSHOP, ONE IN ENGLISH AND ONE IN 
FRENCH. KUX 

UUCLASSIFIED 

NOV 1 7 1987. 



ACTION 
COpy 

UNCLASSIFIED 
Departl1lenJ Of State 

INCOMING 
TELEGRAM 

PAGE el HARARE e6232 1315:55Z 0135 06~S17 AI03336 
ACTION AID-QJ0 

pop-a" ACTION OFFICE 
INFO AAAF-Ql3 

PPPB-02 
SAST-"I 
/056 ,0.0 

,.FCO-02 AFSA-03 AFPO-04 AFTR-0S AMAC-0 t PDPR-" 1 
GC-01 GCAF-01 fOSC-C I STAG-02 STHE-02 fOPR-" I 
HHS-09 ES-01 OMS-ill AE~O-0t AFMG-~3 PRE-06 

I NF 0 L. OG - " QJ AF-00 OES-09 /009 w 
---~--------------172S06 131650Z /38 

R 131528Z NOV 81 
FM AMEMBASSY HARARE 
TO SECSTATE WASHOC 6359 

UNCL.AS HARARE 06~32 

AIOAC 

ST/POP/FPSD B~TSY BROWN 

E. O. t23SE'i! N/A 
SUBJECT: POPULATION: EVAI..UATION OF THE SOMARC PROJECT 

REF: STATE 3513609 
C2 ( Z-F6EawE, 

4. A. IN AUGUST 1986 SOMARC REPRESEN"I'ATIVES VISITED 
ZIMBABWE TO AS3ESS THE NEED FOR A CSM PROGRAM, ASCERTAIN 
GOVERNMENT SUPPORT ANO EVA~UATE PR:VA~E SECTOR 
INFRASTRUCTURE. THE TEAM MeT WITH MINISTRY OF HEALTH 
OFFICIAL.S, THE ORUG CONTROL COUNCIL, T~E ZIM9ABW! 
NATIONAL FAMIL . PL.ANNING COUNCIL (%NFFlCl. PHARMACEUTICAL 
ASSOCIATIONS. FlHARMACe:UTICAL O!STRIBUTORS, AOVERTISING 
AGENCIES. M'\RKET RESEARCH ORG.l.NIZATIONS. PACKAGING 
COMFlANIES ANO THE MEOlA. ~HIS WAS AN ~ROUCUS TAS~ WHICH 
THEV HANOLEO COMPETENT~Y ANO PROFESSIONALLY. 

4. B. THE MAIN DIFFICULTY EXPERIENCEO IN GETTING THE 
PROJECT OFF THE GROUNO IS -HE FACT THAT GOVERNMENT OF 
ZIMBABWE GOZl REGULATlONS PRO~I8IT' T~E SALE OP CONATEO 
COMMOOI TI ES. NEGOTIAT! CNS ARE CURRENTLY UNOERWAY BE TWE'U~ 
VARIOUS GOZ MINISTRIES ANO SOMARC ~O WORK CUT ACCEPTABLE 
PROCECURE S UNC;ER THESE CIRCUMS' ANCES. AS A RESUL T THE 
AUGUST LAUNCH OATE WAS POSTPONEO. 

•. C. VES. THE PROJECT OeSIGN WAS TAIL.OREO TO MEET THE 
NEI:!:OS ANO CONCERNS OF THE MOH ANO ZNFPC E. G. AT THE 
BEHEST OF THE MOH ADVERTISEMENTS WOUL.O BE PLACEO AT THE 
POINT OF SALE ONLY AND NO MAJOR FULL-SCALE AOVERTISING 
CAMPAIGN wOU~O Be: STARTED AS VET. 
•. O. fIAt SStON HAS FOUNO SOMARC TEAr.1 MEMeERS TO aE VERY 
PROFESSIONAL ANO THOROUG~. OISPLAY1NG E~CELLENi 
MANAGEMENT A~O MARKETING CAPABILITIES . 

•. E. SOMARC HAS ASSEMBL.EO AN IMPRESSIVE TEAM COlli'PRIStNG 
~ISTRlaUTCR'AOVERT1SING AGENCY/MARKET ~ESEARCH FIRM THAT 
UNDERSTANOS THE OBJECTIVES OF ~HE PROGRAM ANO IS 
PROFICIENT .l.T UNOERTAK::NG "!"MEt~ RESPECfIVe: TASKS. GEOOe:S 
~IMtTEO IS THE DISTRIBUTOR/IMPLEMENTING ORGANIZATION FOR 
THE PROGRAM. MATTHEWMAN BANKS IS ~HE AOVERTISING 
AGENCY. QUEST MARKET RESEARCH HANCL.ES THE ~ESeARCH 
COMPONENT OF THE PRO~ECT. MINISTRY OF HEALTH, ZNFPC AND 
USAIO ARE THE MONITORING AGENC:ES. 

F. NOT APPLICABLE. RAWI..INGS 

UNCLASSIFIED 
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AGENCY FO~ CNTERNATIONA'" DE.Ve:LOP~E.!,;T 

W,,"SMIHCTON,O.<:: 20:::123 

-. October 19 I 1987 

~EMORANDUM 

". .. .. 
• ."'..... "> ~ '"'.. •• 

.. . ".: ... ". ~ ......... ~- . ,- . .. .. . .. 

1'0 :'.: ST/POl?; :".riI:~;"i:-·Duff, G .. :, Gillespie .. ". 
~ . _ .... '," '"4;-- ·~·4·. 5~ .... " ..... ... 

±hru: : .sTipcu:~/F~SD t" John .Rogosch - : , 
... '."' . !. # ... - .. .. 

From':; 'ST/pbP}FPJO', BetSY' ar.own ~ . '.. ' . 
~" , .;:.>~i, :.' : .::" " . ~ :" .' .'.' '. '.' . ," - _. - ... : .. ' " ' .. 

Sub je'c t :" Approval 'of 'Scope of \iark for Evalu"atio(l 
Contraceptive Social Marketing Project, Contract 
DPE-3028-C-OO-4079-00 •. 

I,. Background \' 
\. 

The pur,pose of this project is to increase the availability and 
use of co'ntraceptives using comm.ercial marke.ting techniques and 
distribution systems to pr.ovide inexpensive cont.l:aceptiv~s t.o 
eligible LDC papulatiQns" 'The cu.rrent fivf; year contract was 
signed in September 19a4 and terminates in September 19890 A 
total of $2.1,113,000 i.n A .. I .... D .. funds is aUbhorized fO.t the 
con~ract· of uhieh S16 .,.636 ~ (lOO. has .be~m obligatecL, An inteb'nal 
management revie'W~as lleld' in Deeem.DE~r 19850 t ,No". major issues 
or-problems we~e identifiedo- . -

In September 1981, an assessment of AIDQ s overall involvement 
in the area of contraceptive social mar~etin9 ~a$ earriedou~o 
This assessment canvassed selected so °al marketing programs 
worldwide including four supported by ~~MARCq to extract 
successful ch\racteristics 'Wbich could be incorporated into the 
next phase of our social marketin9 programo 

The existing CSM project has passed its midpoint but has never 
been externally evaluated", 'rhis scope of uork g'ef.tnes t.he 
parameters for this evaluatioQo 

II. General Plan for the SOMARC Evaluation 

A three person team will spend approximately t~o weeks ovec the 
period of November 30~Deeember 11, 1987 evaluating the 
performance of this project", The team vill consist of an 
evaluation specialistg a social science research specialist and 
If. marketing expert. wbo participated in ~ the CSK as~sessment.. The 
~valuation specialis: will serve as team leadero 



The evaluation will include interviews with the A.I.D. Office 
of Population staff and the SOMARC stdff based i~ Washington 
D.C. The tea~/will use the findings and reccmmendations from 
the tield visits to SOMARC subprojects carried out during the 
CSM assessment as background for conclus:ons and 
r'ecommendations concerning project implement.ation and the 
effectiveness'cf the technical assistance, research and 
information dissemit.\ation componE>'lts of the, project. Finally ( 
the team will review:relevant~p[oject do6umentation including 
the Project 'Paper" :.thf!·~~con~ract, ,subpx:oje6~':"do'cuments t anr.ual 
workplans anu,the'1.9ES'lManagement 'Review :\ ... ~-~.,:;:",.~ -~. ! 

",0: . , ' " :., ' ~'~ : .• /\;~' ::,:.:: . . ' ':,.<~~?.:/: ;:. '. I • 

l~I.. Purpose and Scope :'~f' the' Evaluation'»~ " 

I 

. . ::~ .. ~.' ' 

The .purpose ,of th'is',evaiu~tion . is to doc~ment! the project· s 
accomplishments: and'·problems':· t() date in ). "fht~::of 'the objectives 
and targets'set'forth'in: the:project pap6_ 0 ~his evaluation 
will also coyer project design and management issues, 
contractor' performance, aud ·th~! appropriateness- of the 
project ~ s studies and publications. .Combined with the findings 
of the' overall CSM assessl .. ent, this (.!valuation will provide 
guidance in development of follow-on.CSM act.ivities. Specific 
questions to be addresse1 follow: 

A. Project Design and Management Issues 

1 .. Are the important assu;npt::'ons upon which the 
project is based still valid? 

I I.,' I • . ~ • 

2 .. \fuat changes, 1'£ any, have o'c~~r:red in: the !project 
aesign? 

3 .. Bas the manage~llent:: stcucture for the project been 
responsive to program <1evelopmer.t and implementation? . . Vs 

. 4 .. Has the structur:E~ of th~i$tin#g contract made 
effective us~ o{ both the prime and~Ub~ontcactors? --

5. What have beec the most ~Qtable accomplishments of 
the sub!lrojects: 

6c Ate the lines of authority and responsibility 
~ithin subprojects clearly defineo? 

i. Given the number of subproJects current.ly und~r\day 
and the limited time remaining in the contract, should the 
project continue to assess new targets of opportunity ~r 
consolidate its dctivities? 



b. T~chnical Assistance 
tile short-term 

1. H~s'technical assistance been responslve to field 
requests? 1\ . 

2. Assess the !JS!E •• hi} @'if r.1arketing and management 
capabilities of ti..e contract team. ' 

_ 3., Has the short-term technical assis(.ance pr;v ioed 
to non-SOMARC projects had any beneficia1~impact? 

'. ~ . 

c: Spec~al Siudies a~~ Infor~atior Dissemination . , 

.. ' :', 1., Are the special stl1d5,es which 'are .underway still 
relevant to A.I~D's·information neea~ in the area of social 
marketfng? If sci, how 'h~ve the~Studies contributed to our 
understanding of ,contraceptive Bocial .narketing? , How will,the 
findings from tbese studies contribute to improved project 
implementatlon! How could the organization of ~hese studies be 
improved? . 

2. Which publications, if any i are \.1seiul. for 
prof.essionals in this field? Should A.IoD continue to fund 
publicd.tions such as lJpci.ate and the Occasional .Papers? 

3. H'w could the proj~ct's pub~ications be improved? 

4. Have the project's regional.~or~shops supported 
the ptoject's objectives~ What tangi~le benefits~ if any, ~ave 
resulted from the ~orkshops? 
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Appendix c: Persgns contacted 

A, The Futures Group 

1. steve Hawkins 
2. Betty Ravenholt 
3. santiago Plata 
4. Patty Dillion-Allman 
5. Sheila Haher 
6. John Stover 
7. Kay Willson 
8. Lordes Martinez 
9. Robert Smith 

Commodities/MIS Coordinator 
c.:onsultant 
Project Director 
Let,tin America Group Manager 
Deputy DirectC'lr 
V.Polnternational Programs 
Librarian 
Administrative coordinator 
President 

B. Doremus, Porter and Novelli (DPN) 

Robert Porter, DPN Researcher 

C. Academy for Education Development (AED) 

Douglas Wear, Africa Group Manager 

D. John Short and Associates 

Ed,.,ard (Ted) Green, Manager, International Programs 

E. USA.I.D. Missions 

1. John Massey 
2 • Kev in Armstr :1g 
3. Allen Brow 
4. Sam T:ylor 
5. Betsy Murray 
6. Anita Siegel 

F. A.I.D./Washington 

1 . Betsy BrO\Vl1 
2. Tom Harriman 
3. Connie carrino 

USAID/Guatemala City 
USAID/San Salvador 
USAID/Panama city 
uSAID/l-iexico city 
USAID/San ~ose 
USAID/Tegucigalpa 

SOMARC eTO, S&T/POP/FPSD 
SOMARC eTO, S&T/POP/F'PSD 
PPC/PDPR 



APPENDIX D 

Matrixes of SOl~C Staff Skills 
and Time Allocat~d to Project 



PrOject HItting 
Mgt 

TFC 

* Betty Ravenholdt 
X X 

",John Stover X 

"'Hark. Boroush 

"Susan Smith 

·Brooke Alter 

* Steve Hawkins X 

.~y \./lIscn 

.. Jaek Lloyd 

Santiago Plata X X 

SheLla Maher X X 

Victoria Baird X 

Fatricia A11=&n Dll10n :It 

Linda Deane 

C.;;:i O' SullivaQ l( 

ioIende Skidmore 

Car III Schvorer X 

Judlrh Sherman X 

lUkU TUIUIgud X 

Melinda Sallyarda X 

.. J::lhabeth Slank.enshl!) 

E;;;lly Covan 

Sharon Tipping I X 
'" Lourdes Hartine:: J 

IlIa,anl P~rl. 
'lI' I 'I! 

~~TRIC OF SOMARC STAFF SKILLS AND TIME ALLOCATIONS 
(Part- A) 

1/E/C Training PR'Advt1lling ram Plnlng Rsc:h AdrlJin Financial 
tlgt 

X X X 

X X X 

I X X 

A X I 
X 

X X X J( 

X X 

X 

X ~ X X 

~ A 

X I 
X X 

X X X 

J( X 

:1 X X 
. 

I X X 

X X X 
X X X 

X X X 

l!. X 
X X X 

X 
It X X X 
I!' 

X 

X X 

o Note: These people do not vork on SOKARC feU-Ume. 

' tHS Haternal/- 'Popi 
ChHd Health Detaognphy 

X X 

X 

X 

X 

X 

X 

X 

X 

X 



.. 

.. 

.. 

., 
~ .. 

m 
B111 NovelH 

Mlu'}' Debus 

Bob Porter 

Michael It.aIlUll 

eva LuDtlS 

CI .. uab Fls'!iiiian 

~ 

[b bug 'Wear 

~ Alan Rulaltov 

.. 8111 SC!litb 

., Hark Ledlard 

JSA 

.. Ted Green 

-

-

i'rojl!ci: Hkt1n~ '1!E!C . Trdnins 
Hgt 

X ;It X X 
JI. JI. ]I. J( 

X X -.... X 

I 
i 

! A 

I 
It X 

:x: X :It 
K X K 

X X X 

I. I X 

.. Rate: These people do not vork on SOKABC full-time. 

Source: The Futures Group, Deee.bee 1987 

l'i'aa PIning I itrll'!h iMlilin I !F!nllnc:lal t'lIS Maternal! IPOP! PR/ 
; 

I 
Mgt eMl.:! Health Oemogn!)hy Advertle1na 

I 

i 

<'<"" .... 

X X It 
A X 

:It ~ X 
:It Jl 

X j( I I 
.Il. X JI. 

X 

X 

1 X It 
X 

X X X X 

X X X I 



MATRIX OF SOMARC STAFF SKILLS AND TIME ALLOCATIONS 

J 
\!>:iJ. _ -,. , ',.Il'.!rCentlllgli 01 

I Job 

. ' 
Fre·..,ch Spanish Portuguese "fric:tn Tille Spent on : 

lans;u;tges 
"a!;olog SOHARC Title 

He -

''''--t ·B) 

·~etty Rav~nholdt 
20 Senior Consultant ---

* Joh" Stover X 90 Vice President 

*tta ric. 80 r.ousil 
l'>S Senior Staff 

- ..---i -
·Susan SlDltb 85 Senior Research Associate 

-- --
'" Ilrooke .I\~er 85 Re$~arch A.8oeiate 

":it eve Hawkins 
-

50 
Hanager, COllllllodities/HIS 

'" Kay \.Ii l&on 
- Manager, Information ""'!>ervices 

50 ----
• Jack lloyd 5 Senior Research Associate 

San'thgo Plata X 
-

X 

Sheila Kaner 
,. Project Director 

X Project Deputy Dirre:ctor 

Victoria Baird X • Asia/Nettr Ea8t/Carlbb~en Croup Manager' 

P~tricl. Allman-Dillon 1 X Latin America Croup 'hinager -
Linda lJeu'Ile X X Technical Officer 

Cael O'Sullivan ::: I Technical Officer 

\lende Skidmore :x T.echnic41 Offieer 
-Carla schworer X :It Technical Officer 

"-

Judith SheI"llL'ln X X Frogt" •• Assilltatnt 
Ri~-Tr.n.$uG . l£o,r.1II Asslatant 
Melinda Sallyards X Progr~. Assistent 

.. Elhabeth l!Iitanlc.enship 95 Contract. Officer -Emily Cowan X X Frolralll As.letaRt 

Shnon Tipping Hanaa er • Rea.arch 

.. Lourdes l-!AttIner. I Yo lit 
~o 

Ad"inlat.rative (;oordlnacor 

ha&anl Perla I X Country Hanaser, IndCl.ne.l.· 
- ~~-

*Note: These people '0 not ~ork on SOHARC ful1-tiae. 

L. 



... 

freneh I Spanish I '0" ...... I :"l ~~:::: .. I Vi .... ~s. 

.ru:!! I 

I I . 

I --l-6111 NovelU 

Mary Debus I 

I - -
Bob Porter 

i 
X 

Kiehnl Rsma X X X 

.. 

.. 
• 
.. EVa Lulldg X 

" Claudia Fishauan X I X 

M! 
ilDu& Wear X 

Alan Kulak.ov X . .. 
• au: S!roIith X 

• iad:. Ledluu X X X 

ill 

• ted Green X X 

• Note: These people do no~ vo~k on SOHARC tull-time. 

Source: The Furturea Croup. December 1987 

p t Qf 
l.1me "p-.:n\,. ~ .. 

SOHARC 

5 

25 
::;5 

20 

2S 

10 

1.5 
: 5 

. 5 

25 

Job Title 

Pl't!Btdent 

VIce rrel'lident 

Senior Account ElI:ec:u 
Senio': Accoun~ Exec:u 

Senior Systems Hana~ 

Seniol' Account !!xec:u 

Africa Ct'ou!' Xanager 
U11''I!C.;or. Atltlcsn rr 

Executive Vice Preel 

Vice Pre.'.dent 

Manager. Intet"l'Il!ltion. 

tive 
tlve 

er 

tive 

081'··· 

dent 

..--"'" 
~ 

'" 

1 Pro~r."1l 
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SOMARC STANDARD INVOICE FORM I I 
• I 

I I 
I I 

Invoice _________ __ 

I 

-~------------------- .. ------------------------------------------------------, 
Contract .. Subrnltted By: 

Reporting Period: signature: ____________ ~------------

_____ ' ___ 1___ to ___ , ___ , __ _ Type Name: ______________________ __ 

Contractor: Date: __1 __ 1_"-

Exchange rate used for this report: 

per US Dollar 
-----------._-----------------------------------------------------~----------: 

:Cflarge 
:Category 

(A) 
I i...oca! 
I Currency 
I Spent 

(B) 

I Dollar 
I EQUI­
: valent 

(C) 
I Total 
I Dollars 
I To Date 

(0) 
I 00 I lars 
: Budgeted 

(E) 
i Do I lars 
l Remaining 

-------------------------------~--------------------------------------------1 

I 
I 
I 
I 
I 
I 

i 
I 

I 
I 
I 
I 
I 

1--------------: ----------1 ---------1 -----------: -----------1 ----.------- I 
; I : 
I TOTAL 

I-~~----~--------------------------------------~~--------------------~~-------l 

I 

• INVOICE AMOUNT (from column B above) 
• t 
I I 

1---------------------_·_-----------------------------------------------------1 
IThis block for TFG use only. Charge Number: I 
I : 
tApproved by: Date: 

__ '_1_-



This payment request Is 

I nit. Oate 

_____ __ 1 __ 1 __ Log-In 

___ __ 1_.,1_ Contracts 
Check 

_____ __ 1 __ 1 __ Math 
Check 

__ 1 __ 1 __ Manager's 
Approval 

_1_1._ CoP I ed 

__ 1 __ 1__ Log-out 

Charge Codes: 
Code Charge 

Paymert Number 

TFG PAYMENT COVER SHEET 

AI I requests for payment should be 
longed In 

The reQuest should be checked to verify that 
It conforms to the technical requIrements of 
the work involved. ReQulr~d documents such 

. as; . contr~a'ct ... ··dre 1'1 v.'er ab t 'EfS and' cansu ,·tan·t··· t rip 
repbrts should be verifIed. Charge codes 
alsQ need to be assIgned and verified. 

The reQuest should be ~hecked against 
al I con~ractual requirements. For 
consultant payments, thIs means c~ecked 
against the consultant work agreement 
(~greed number of days and dally rate. 
etc.) For other payment requests this 
may Involve checking against a purchase 
order or letter agreement. 

It really should add. 

The IndIvidual with project sIgnatory 
authority (usually the project manager) Is 
re~ponslble for verifIcation of al I other 
checks. The legal signature for payment 
must be on the Involc~ Itself. 

All payment reQuests should be copIed 
before being sent for payment. 

AI I requests for payment should be 
logged out. 

Code Charge Code Chrl"ge 



-
r f \: It c( I b .l 'MoJ.. \ 't ~ '" 

~ H}' C ('-....t..:: ~ ; 1(' ( j,.) f .. 1 I.: r y r (. d ( 
4 d'it1U . ---- - -

Actlvlty CoOe: 

J Te-ch.rJaJ A~h~ 
:2 Special Studies 7 Confert.':OOei 
:3 In-count ry I mp I emen1 at i on I Ne'er'iJet1er 
4 ProJe-c1 Implementation 0 General Adm1Di6tl"atioD 
, ProJt'C't DeveJopl"'"ent 
5-90 library and Info. Dissemination 

Co\,ntry Code: 
9;; WORLD' .. : I DE 
9£ A'FFJCA AMERJCAS (Corrt .. ) SPECIAL STCiD1FS 

01 &ots ,.'A,'\I '2 Dom.Republlc II 6SSuf of. Data - Grahl; 

02 ~t.ndi " EoAcbr '" 64 CO.,s, Panel-I~PN 

03 Cameroon ~ EJ Sahrador 13 65 
.. OIJ GhaM 3' Guatemala 14 66 

05 ~)'Cout )6~, '5 67 
06 J:enya '7 H&1tl 'S 68 

07 Le:iOtho JlHond\ras 17 as 
01' J,.lbe:d' " .3vnafca IS ·10 
ti-MaTawl .. ..0 .Mwc» 19 71 
10 MaD 41.bnama 110 12 . 
J'I ~er .2 Pm; 
J2 Nilerla 43 Bnrbados/Et.V/St0L 
1) RWanda it 44 'DSA - for trave I" on I y, not labor 

J'~ ~s~acrKad _ I' $.JetT. Leone 
., ScmaUa ,! ASIA -17 Sudan 
JISwaz:lIand ., ~adesb 

I' Top " Iurma 
20~ 

., .... 
21 Upper Volu '.I~. 
22 Zalre .'N~ 
2J :z;am1:tia JO hkistM 
,. J:,1mbaJ>we Jl PhWpp1nes 
~~o '2 SrJI.Mb 
26 Ca.rnblll " 1ll1aDIJ1ld 
Q Maurltlus 'I New Gtdnea 

fJ7 AMERlCA.S '9 MJDOLf EAST 

27~ 
,.~ 

II lkHria " TY'kle, 
~ar&Z1l " Epp1 
~ Colomb'. S1 Uotocet)' 

'1 Cos'tIlIUca " Tmkla 
" Yemen 



;;tA."<I --- -------------------------- " 
v/l_-~---

CORE STAFF TIME·S~EETS 
paL. 110" Dur/'I.U 10, l ... "'--.. . .-.1 Q4.l:(\Jl.t -------------------------- Jan -----

1iC& u,aoVAl. - lIAJI to J.t. AP r lOY AI. ------- --------
SAt SUN ~ ru VEo t1l ru mAl. DU.!Ct ACrlV1IltSlPlOJtct tlt1.l fW/cuc-r 

• -
-

, 

-
; -. 

--. 
DmWCl' ACtmTW .-. 

lWU.C~ , All«'.fJIlS'1"IA%lOlf • 210\ . .... - -
S!~cu:1UeAt 11104 
UCXUUllfC • 2101 ' 

. SDlllW.S II ~m .. as :uoa 
~mm IttStA.R.all (, D£"f'ElO~ 1 210' 

..--
00 ZS{lZ .... -

aot.tD.A1' . , ., _. _ ...... 2m· . . - .. 

SIa: 
.. 

2504 .. . . ' . . . ' 
MA.lInDfG1 liG) 

-
~~ -

. ..... 

--
PROPOSAlS 2 2114 

. . 
.... 

; 

E : . -~ 

TOTA.l . 



"bone C wl: 

Skills: 

---------------------------------------------
--------------------------------------~------

-"' ... _----_ ...... _-------....... _--_."'--- .... _---------------_ ... 
~ _____ ... __ ... _... ____________ 0- ________ ,.,. ____ ... ___________ .. 

' ........ -'--- .... ----... - ..... --------.. "',---...-.",.-----_,.,..,QIllII_.-. _______ a" 

_. ___ Fl'ench 
____ ,.l.ra hi c 

____ Adv~rtl~1hi 
____ (:S" 

____ CoMmuni eft t fons 
. ___ Compute r. 
___ ....:themo!raphv 
____ Eeonomie. 
___ Eva 1 '@lati om 
____ Fi.nanofl 

Phone (h)~ ____________ _ 

____ SI'Il lIli s h 
____ Ot.~ftr 

____ Lav 
____ Lollst1ea 
___ ~'K.flf'keti:nl 
..~_._Pharm8ceut.j eoliS 
__ ~_.ublle Health 
___ ~fte s e i\ reh 
____ "ifr'8.i n.i hi 
~._.~~Ot.ber 

CountrJ.~: ____ -AfRICA ____ -M11) EAST 

___ BotsMana 
____ Burkina F~SQ 
____ Bur-un"1 
____ Clami:lroon 
____ C'on£o 
____ Gr.mbi& 
____ Ghana 
____ Ivory Coast 
___ Ienya 
____ [;esotho 
____ Liberia 
____ .181 a wi 
_" __ Bfitl1 
____ Wieer 
____ fili £eri a 
___ ._Rwllnda 
__ .... _Senet:al 
____ .S! erra t.eone 
____ Somalia 
____ Sudan 
___ Sw112il~nd 
____ To',.,) 
___ ,_Ug~hd. 
_-___ %111 .... 
____ Iambla 
____ 'l j mb a b Wle 

____ Beli 3~ 
____ Bol! vi m 
____ Bra~il 
____ Car! bbeam. 
____ Col.ombi It 
___ ~eolS t oil JlJ. Cell 

____ Dom! oieal1 ~~p. 
___ "J:':cu,uSOIr' 
____ El Sal vador 
____ Cuat.ef{la'le 
____ Cuyana 
____ Hait.I 
__ ~_Horui ~I!"as 
____ J fi rna i.e a 
__ ... _HtHd. eo 
____ Panama 
__ .D_Para e;u.Qy 
____ 'eru 

___ Jordan 
~ ___ TurkCi~ 
____ !dtVpt . 
____ H'O.f"oeco 
____ 1'11,1"161. 
_____ tf!men 

____ BanB'l8clesh 
= ___ Burma 
____ In.ttle 
____ Jnt!onet:tie 
____ Nepal 
____ PaId aial'; 
____ Philippine. 
____ Sri l.a~1ca 

____ Theiland 
____ Pew Guinea 

/ , 
i 

4'> 
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SOMARC ADVISORY COUNCIL 

ADVISORY r-0UNCIL &. WORKING GROUPS 

Mr. Philip Kotler J PhD 
Professor of Marketing 
Graduate School of Manngement 
Northwestern University 
Nathaniel Leverone Hall 
Evanston, IL 60601 

Mr. Victor Buell, Phd 
Professor of Marketing F..meri tus 
University of Massachusetts - Amherst 
9 Bridle Path 
Amherst, MA 01002 
(413) 253-5466 

Mr. Paul C. Harper 
Chairman of the Board 
DD~ Needham 
909 Third Avenue 

I New York, NY 10022-4799 
(212) 41.5-2178 I, I 

Mr. Robert W. Pratt, :Jr. 
Senior Vice President 
Planning and Administration 
Avon Products Inc. 
9 West 57th Street 
New Yorkj NY 10019 
(212) 546-8810 

Mr. Rc,bert 1- Berenson 
Executive' {ice President! 
Chief Administrative Officer 
C'"ey Adverti~ing 
7n Third Avenue 
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SOMARC Technical Assistance Activities by Region 



SOMARC TECHNICAL ASSISTANCE ACTIVITIES BY REGION 

A. LATIN AMERICA 

1. Latin Americ? (Region Wiue) 

2. Peru 

Regional sales and sales management workshop 
Regional commodities/MIS strategy (Peru, 
Honduras, Jamaica, Barbados, Guatemala, El 
Costa Rica.) 

Market research/advertising proposal review 
Evaluation of distribution proposals 

3. Honduras 

Regional commodities issues 
Program structure evaluation 

4. Guatemala 

CSM/CBD management review 

5. Panama 

Market research/market assessment 

6. costa Rica 

Review of advertising strategy and materials 

7. Mexico 

Preliminary market resea~ch 

8. El Salvador 

CSI-i evaluation 

9. Colombia 

Generic promotion and market research 

10. Paraguay 

Initial market research 

Colombia, 
Salvador, 



11. Nepal 

B. ASIA/NEAR EAST 

Survey of rural distribution channels 
Management training 
communications evaluation 
Financial/strategic planning 
Distribution system management 

12. Bangladesh 

Test of retail audit methodology 
Implementation of retail audit 

13. Morocco 

14. Egypt 

Initial market research/sup(3rvision 
Management training 

Marketinq management support 
Communications support 
Self-sufficiency assessment 

C. AFRICA 

15. Liberia 

Initial market research/ability to pay 

1 v\l 
,. \ 



APPENDIX H 

Model for SOMARC Research Program 

G\) 
c"l .. ",,,,,,_",-~'_do"_""'" 



MODEL FOR SOt:'l.ARC PROGEA~~ RESEARCH 

FORMAT!VE RESE~RCH 

Focus Groups 

Idea generation for ad campaign, 
Develops questions to use in Baseline 

Consumer Baseline Study 

Quantitative, prbjectable, develops 
awareness and use basel ires for 

4 weeks 

6-8 weeks 

measuring advertising/mktg. effectiveness 
Serves ~s Wave I of tracking study 
Must be done before ad, product launch 

Retail Audit/Retailer Survey 2-3 mor ... ths 

Measures market structure/competitive sales 
Develops baseline for measuring retailer 

training effectiveness 

ADVERTISING/MARKETING STRATEGIES/CONCEPTS DEVELOPED 

Concept Tests 2-4 weeks 

Can be focus groups or consumer intercepts 
Explores reactions to several ad 

concepts develop,~d from formative 
resea.rch 

Name/Package Design Tests 2-4 weeks 

Can be focus groups or consumer intercepts 
Can b~ one or separate studies 
Explores reactions to several name and/or 

package designs developed from formative 
research 

AD AGENCY CHOOSES CONCEPTS, NAMES, PACKAGE DESIGNS/AD COPY 
WRITTEN, ROUGH ADS DEVELOPED 

Advertising Pre-testing 2-4 weeks 

Consumer intercepts preferred, focus groups 
also used 

Explores communication effectiveness of ads 
Gives direction for refinement of ads before 

tinal production 

l 



PRODUCT LAUNCH/ADS PLACED 

TRACKING RESEARCH/FOLLOW UP 

Wave II - Consumer Tracking Study '6...;8 weeks 

Can be after 3 months, 6 months, or a year 
depending on objectives of CSM p:oject 

Conducted in same way as Baseline to measure 
awareness/use changes 

Follow-up Retail Audits 

Can be once a month, every Smonths, etc. 
depending nn objectives of program 

Measures changes in sales of CSM/competitive 
products 

Assesses effectiveness of retailer training 

Consumer Intercept Profiles 4-6 weekI 

Quantitative survey but not repr'esentative 
Profiles CSM product use~s in p~~rmacy 

intercepts ' 
Developes information on who uses product 

- . and: why ,:. , . ::- ' : ;' ~ :; ,~ " 

OTHER STUDIES TO CONSIDER 

Mystery Shoppers 

Physician Opinion Study 

Panel Research 

Source: The Futures Group, December 1987 
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APPENDIX I 

criteria For CSM Program Support 



Criteria for CSM Program support* 

within tLe first 30 days of the contract, the 
Contractor's key staff will meet with the A.I.D. Cognizant 
Technical Officer (CTO) to review the list of countries which 
app~ar to be eligible for long-term CSM prcgram assistance. The 
A.I.D./CTO will coordinate selections with A.I.D. Geographic 
Bureaus and USAID Missions. contractor may then visit selected 
countries to prepare an assistance strategy for each country 
which will provide evidence that the country meets the following 
minimum criteria for CSM program support: 

1. USAID agreement on a plan for program oversight and 
funding; 

2. No administrative or legal restrictions 
sale of contraceptives which would 
implementation of a CSM project; 

impeding the 
inhibit the 

3. ~egulations restricting contraceptive promotion and 
mass media advertisement will be resolved; 

4. All questions regarding import duties, tariff customs 
charges and other impediments to contraceptive supply 
within the country will have been satisfactorily 
resolved; 

5. The infrastructure (retail outlets as well 
wholesalers) and the accompanying m~chanism 

commercial distribution of commoditi~s other 
contraceptives will be f~lly described; and 

as 
for 

than 

6. A potential market sufficient to make the program cost­
efficient. 

The Contractor' s initial country assessment will be 
submitted to the eTO for review within thirty days of the SOMARC 
feasibility team's visit to that country. From the list of 
priority countries, it is escimated that two w~ll be chosen for 
start-up in the first year and the remainder staggered over the 
remaining four years, .. 

*SOMNlC contract provision, as amended February 2, 1986 



APPENDIX ~. 

SO~~C BASELINE KAPS AND TRACKING S~UDIES 



AFRICA 

GHANA 

Tracking Study 

LIBERIA 

Sase line KAP 

Basel ine K'AP 

ASIA/HE/CARIBBEAN 

BARBADOS 

Tracking Study 

INDOHESIA 

Ouslima Tracking 
Pre-Uave 
Post-Uave 

SOHARC BASELINE KAPS AND TRACKING STUDIES 

SI.MPlE 
OATE SIZE 

2-4/88 1,600 

2-'3/88 t ,600 

9-11/87 l,OOC 

9/87 

4/87 

8/86 

820 

1,000 
1,000 

SA!O(PlE IN-CClJIHRY 
SelECT 101< COST RES. COMPo 

Random prooab- $19,000 DANAFCO 
ility s~le ir Resesl'ch AN'll 

3 cities; 5U/SO 
I'i'f~women; adult:; 

15-50 

Random probab- $21,000 SUBAH-SELLEH 
it ity semple in 

3 cities; SO/SO 
men/WOOlefli odul ts 
15-49 

Nat i OI'l8l i"al'K:loo, $30,400 tlUEST 

probability sample; 
Z/3 urban, 1t3 
rural: 50/50 ~ 
women; edul ttl 

15 0 1,9 

National rendOm $6,000 
probability sample; 
Hen 15-50 

SYSTEMS 

CARIBBEAN 

Rendom "election, S44,OOO SURVEY 

matched quote (both) RESEARCH 
r.arrple from pre 
to post; 3 cities; 

men 18-49 

... 'OONESIA 

SClWIRC DESUilj 

CONSULTANT 

80b Porter (DPU) 

Sharon Tipping 
(TFG) 

Ted Green 

(Jt.hn Shl>rt) 
and 

H!lrk 8or~h 
(TFG) 

Hark 80rtrush 

(TFG) 

14111")' Debus 

(OPN) 

SOMARC IMPLEHENTATIO' 
CONSULUNT 

·Bob P?rter (DPU) 

Shl'ron Tipping 
Susan Smit~ 
(TFG) 

Ruth i:ornfield 
(Un. of TN) 

Gael O' Sull ivan 
(TFG) 

Mllry Debus 

(;)PII) 



Ormibus Tr-acking 3/87 ',000 

1"RI NIOACI -
Basel ine KAP 3-4/88 1,200 

LATIN AMERICA 

'BOLIVIA 

Basel ine t.. 5-7/87 

CQla48IA 

Baseline 'I:» 2/88 3,011 

Baseline KAP 11-12/87 2,000 

~andom probab- S30,650 
it ity slIIIflle; 4 

cities; SO/50 men! 
women· , &dults 
15-45 

National random l60 

probabil ity SlIIIflle; 
50/50 men/women: 
adults 15-49 

NaUooal random $45,000 

~ility sample; 
50/50 menlwomen; 
50/50 urban/rurali 
adul ts 15-44 

SURVEY 

RESEARCH 
INDONESIA 

CARIBBEAN 

MARKET 
RESEARCH 

Natio.,., random 121,000 PROFAMILJA 
Pf'obebf 1 ~ ty tlea;plei 
50150 a:enI~: 
adults 15·49 

Random probebflityS14,OOO KhRCOP 
aMple: aci.ll tt 
15~44i cities/ 
towns; 50/50 men! 
W<lI'nen 

Mary Debus; 

(OPN) 

Sharon T i ppi ng 

(HG) 

John Stover 
(TFG) 

Ilende Skjdnore 
(TF(;) 

Hichafll Rsmah 
(DPN) 

Mary ilebus 
(OPN) 

TOO 

Patt), Dillon 

(TFG) 

\lende Skicbore 
(TFG) 

H f chae.l Ramah 

CDPN) 

\fP 
" 



MEXICO 

Omnibus Baseline 6/87 2,600 

Orrnibus Tracking '2/87 2,600 

PERU 

Base line KAP 1/88 3,000 

National urban $17,500 ECCO 

probability sample; 
stratified by . 

SES and region; $17,500 
50/50 ~women; 
adul ts 15-60 

(GALLUP) 

National random $35,500 $AHIMP 

probability sample; 
stratified by 

region; SOISO roonJ 
women; adults 15-49 

Pstty Dillon 
(lfG) 

\.!e:nde Skidmore 
Sharon lipping 
(TFG) 

Patty Oi lIon 
(Ti'G) 

Yende Sk i elmore 

Sharo.i Tipping 
(lFG) 



CONSULTANT 
FEE PAYMENT R.EQUEST 

SUBMITTED TO: 

THE FUTURES GROUP 
1101 Fourteenth St. N.W. 
SuIte 300 
Washington DC 2000.5-.5601 

Date Submitted: -----
Task(s): 

PAY TO: 

NAME ________________________ __ 

ADDRESS ___________ _ 

SSf/ 
ufno~t-a~U~.5~.~C~i~~~·ze--n-,p~.l~e-as-e-----------

state nationality) 

----------------------------------------.----------------

Dates Worked 
~r __ ... ,. _______________________________________________ ___ 

Total Days: ______ Rate: _____ Total Due: ____ . ____ _ 

I certify the above information to be true and that payment will not represent dual 
compensation for my services under anottter _contract. I ~ee to.:tbe.·payment.for .. -
the services on the basis of a dally rate -determined by my current compensation or 
the highest rate of annual compensation (divided by 260 days) received by me 
during any full year of the immediately preceding three years Qr the maximum 
daily rate of a Foreign Service Officer Class 1 (f'S-l), whichever is less. 

Signed: ____________ _ 

FOR TFG USE Om. y 

Charge Project Number: _____ _ 

Payment Amo~!: ----------------
Approved by: 

Date: ____________ _ 
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108 
138 
148 
154 
-un 

Act Ivl ty 
200 
263 

264 
265 
266 

267 

268 
269 
270 
271 

272 

Honduras 
Indonesia 
Jordan (In 
Morocco 

130 
145 
149 

plannlng)156 
160 

Colombia 
Bangladesh 
Nepal 
Egypt 
Paraguay 

Code 2 - Special Studies 
Planning for SpecIal studies 

(In planning) 

CSM Impact on Cor.traceptlve Pr4!)valencft Based on 
Available Data (N. Graham) 
Effective Use of CSM Products (R. Porter) 
SOMARC Impact tin Cont,"aceptlve Prevalence (J. stover) 
Variables Rela$ed to CSM Effects on Contraceptive 
Prevalence (J. Stover) 
Impact of Country/Region Characteristics on CSM program 
Success (N. Graham, P. 011 lon-Allman) 
Characteristics of CSM Users (W. Wal lace. M. Boroueh) 
A~vertlslng Efrectlveness (P. DI I lon-Allman) 
Contraceptive Choice Model (W. Wallace, M. Boroush) 
Case Studies 01 CSM Program Type~i (Betty Ravenholt, 
Alan Andreason) 
AID and ~IOs (Betty Ravenholt. Santiago Plata) 

Activity Code 
304,404 
328.428 
333.433 
340,440 
343,443 
373,473 

.3 and <4 -
Ghana 

Implementation 

Bo e I v I a 
Ecuador (soon) 
Mexico 
Caribbean 
Trinidad 

324.424 
329,429 
332,43r! 
342.442 
348,448 
308.408 

Zimbabwe 
Brazil 
Dominican Republic 
Peru (soon) 
Indonesia 
liberia 

Activity Code e - Project Development 
Any country or region code Is valid In category 5. 500 Is 

also valid. 563-571 are not valid and 590 Is reserved for the 
library. It would be unusual for category 5 activities to be 
takIng place In ani Implementation (category 4) country. 

Activity Code 6 
656 Egypt (To avoid conflict with 156, this Is the TFG T.A. 

code number for Egypt.) 

·Actlvlty C~de 7 - Conferences 
796 Africa 797 Americas 
798 Asia 

Activity Code 8 - Newsletter 

Activity Code 590 - Library 
591 - Information Olssemlnntlon 


