
This report summarizes the results and 
lessons learned from the USAID Social 
Marketing for HIV Prevention Project’s (USAID 
Social Marketing Project) efforts to strengthen 
Vietnam’s total condom market by: 

Ź�,QFUHDVLQJ�FRPPHUFLDO�VHFWRU�FRQWULEXWLRQV��

Ź���5HGXFLQJ�WKH�GLVWULEXWLRQ�RI�IXOO\�VXEVLGL]HG�
(“free”) condoms without jeopardizing
DFFHVV�DPRQJ�PRVW�DW�ULVN�SRSXODWLRQV
�0$53��ZLWK�WKH�ORZHVW�ZLOOLQJQHVV�WR�SD\��

Ź�)LOOLQJ�VXSSO\�FKDLQ�JDSV�DQG�GULYLQJ�
EHKDYLRU�FKDQJH�DPRQJ�0$53�WKURXJK
social marketing. 

The USAID Social Marketing Project is 
LPSOHPHQWHG� IURP� ���������� E\� 36,�
Vietnam in collaboration with the Ministry of 
Health, commercial partners and civil society 
organizations.
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The Total Market Approach (TMA) aims to make markets work for poor and vulnerable consumers by increasing 
coverage of those in need while simultaneously improving overall market equity and efficiency. Over the longer 
term, TMA aims to reduce the subsidy required to ensure convenient access to and consistent use of essential 

KHDOWK�SURGXFWV�DQG�RU�VHUYLFHV��70$�LQYROYHV�LPSURYLQJ�WKH�DOORFDWLRQ�RI�VXEVLG\�WR�HQVXUH�IUHH�SURGXFW�GLVWULEXWLRQ�
WDUJHWV�WKH�SRRUHVW�FRQVXPHUV�DW�ULVN��SDUWLDOO\�VXEVLGL]HG�SURGXFWV�WDUJHW�DW�ULVN�FRQVXPHUV�ZLWK�ZLOOLQJQHVV�WR�SD\�
subsidized prices, and commercial products target those with the greatest ability to pay. By targeting subsidized 
market inputs, TMA increases opportunities for commercial contributions to total market growth. 

Based on Vietnam condom market data and global best practices in TMA social marketing, the USAID Social 
0DUNHWLQJ�3URMHFW�GHYHORSHG�VSHFL¿F�70$�REMHFWLYHV�DQG�PHDVXUDEOH�WDUJHWV�GHVLJQHG�WR�LPSURYH�WKH�HI¿FLHQF\�RI�
SXEOLF�UHVRXUFH�DOORFDWLRQ�IRU�FRQGRP�SURJUDPPLQJ�LQ�9LHWQDP�ZLWKRXW�MHRSDUGL]LQJ�DFFHVV�IRU�0$53��,Q�9LHWQDP�
WKHUH�DUH�PRUH�WKDQ�����FRPPHUFLDO�EUDQGV�DYDLODEOH�LQ�WKH�SKDUPDFHXWLFDO�GLVWULEXWLRQ�FKDQQHO��$V�D�UHVXOW��WKH�
86$,'�6RFLDO�0DUNHWLQJ�3URMHFW�RQO\�GLVWULEXWHV�FRQGRPV�WR�QRQ�WUDGLWLRQDO�RXWOHWV�ZKHUH�FRPPHUFLDO�VH[�RFFXUV��
6LQFH�������FRQGRP�DYDLODELOLW\�DW�WKHVH�QRQ�WUDGLWLRQDO�RXWOHWV�KDV�DOPRVW�WULSOHG�IURP�����WR������6LQFH�������
GXH�WR�IRFXVHG�GLVWULEXWLRQ�E\�WKH�86$,'�6RFLDO�0DUNHWLQJ�3URMHFW��SHUFHQWDJH�RI�KRWHOV�JXHVWKRXVHV�VWRFNLQJ�WZR�
RU�PRUH�EUDQGV�LQFUHDVHG�IURP�����WR�����

H E A L T H Y  L I V E SS U C C E S S  S T O R Y

9,(71$0 Strengthening the Total Condom Market

Source:�36,�9LHWQDP������2XWOHW�6XUYH\Source:�36,�9LHWQDP������2XWOHW�6XUYH\
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Hello

Karol

VIP 

VIP Plus

OK 

Happy

Other commercial brands

Protector Plus

Yes
After only four months of 

targeted social marketing 
support, the % of hotels/

guesthouses stocking 
Karol commercial 

condoms increased from 
0% to 14%

 Ź Increasing Commercial Sector Contributions

Through an innovative partnership with a Vietnamese condom distributor and one of their condom brands, Karol, 
WKH�86$,'�6RFLDO�0DUNHWLQJ�3URMHFW�VLJQL¿FDQWO\�LQFUHDVHG�FRPPHUFLDO�FRQGRP�DYDLODELOLW\�DW�KRWHOV�JXHVWKRXVHV�
IURP� ���� WR� ����� %HJLQQLQJ� LQ�0DUFK� ������ WKH� 86$,'� 6RFLDO�0DUNHWLQJ� 3URMHFW� LQWHJUDWHG� GLVWULEXWLRQ� DQG�
PDUNHWLQJ�VXSSRUW�IRU�.DURO�LQWR�WKH�3URMHFW¶V�HVWDEOLVKHG�FKDQQHOV�DFFHVVLEOH�WR�0$53��7R�GDWH�WKH�86$,'�6RFLDO�
0DUNHWLQJ�3URMHFW�KDV�VXFFHVVIXOO\�VHFXUHG�FRVW�VKDUH�FRQWULEXWLRQV�YDOXHG�DW�DSSUR[LPDWHO\�8�6����������IURP�
commercial partners to support condom promotion campaigns.

Condom-holding key 
chains make it easier 
for hotel/guesthouse 
operators to routinely 
provide condoms to 
every customer. “Nho 
Toi Moi Lan” 
(Remember Me Every 
Time) is the slogan 
for the Ministry of 
Health’s 100% CUP 
program.

Three-fold increase in % of hotels/guesthouses stocking 
any brand of condoms
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Convenient access to quality, affordable condoms at outlets where 
FRPPHUFLDO�VH[�WDNHV�SODFH�LV�D�IDFWRU�FRUUHODWHG�ZLWK�FRQVLVWHQW�FRQGRP�
XVH�DPRQJ�PDOH�FOLHQWV�RI�VH[�ZRUNHUV��$V�D�UHVXOW��WKH�86$,'�6RFLDO�
0DUNHWLQJ�3URMHFW�VXSSOLHV�SDUWLDOO\�VXEVLGL]HG�Number One brand and 
FRPPHUFLDO�.DURO�EUDQG�FRQGRPV�WR�D�QHWZRUN�RI�FORVH�WR�������QRQ�
WUDGLWLRQDO�RXWOHWV�DFFHVVLEOH�WR�0$53��+RZHYHU��HYHQ�LQ�FDVHV�ZKHUH�
KRWHOV�JXHVWKRXVHV�VWRFN�FRQGRPV��DFFHVV�PD\�EH�OLPLWHG�DV�RSHUDWRUV�
GR�QRW�URXWLQHO\�RIIHU�FRQGRPV�WR�HYHU\�FXVWRPHU��,Q�������WKH�86$,'�
6RFLDO�0DUNHWLQJ�3URMHFW�GHVLJQHG�DQG�LPSOHPHQWHG�D�FRQGRP�KROGLQJ�
NH\� FKDLQ� OLQNHG� WR� WKH� QDWLRQDO� �����&RQGRP�8VH� 3URJUDP� ������
CUP) logo to motivate routine condom provision to every customer.

Multiple data points highlight behavioral results achieved by the USAID 
6RFLDO�0DUNHWLQJ�3URMHFW�RYHU� WKH�SDVW� IRXU�\HDUV��)RU�H[DPSOH��PDOH�
FOLHQWV� H[SRVHG� WR� WKH� 86$,'� 6RFLDO� 0DUNHWLQJ� 3URMHFW¶V� EHKDYLRU�
change communications campaigns through multiple channels were 
VLJQL¿FDQWO\�PRUH� OLNHO\� WR� XVH� FRQGRPV� FRQVLVWHQWO\�ZLWK� IHPDOH� VH[�
ZRUNHUV� FRPSDUHG� WR� PDOH� FOLHQWV� ZKR� ZHUH� QRW� H[SRVHG�� ,Q� ������
the USAID Social Marketing Project developed two new campaigns to 
DGGUHVV�QRQ�VXSSO\�VLGH�EDUULHUV� WR�FRQVLVWHQW�FRQGRP�XVH�DQG�JURZ�
WKH� WRWDO� FRQGRP� PDUNHW�� ³1KR� 7RL� 0RL� /DQ´� �5HPHPEHU� 0H� (YHU\�
Time) and “Yes! Condom.” Both campaigns utilize a variety of targeted 
FKDQQHOV�DFFHVVLEOH�WR�0$53�LQFOXGLQJ�RXWGRRU�ELOOERDUGV� LQ�KLJK�ULVN�
areas, online media and interpersonal communications tools used by 
RXWUHDFK�ZRUNHUV�UHDFKLQJ�0$53�

 Ź )LOOLQJ�0DUNHW�*DSV�	�'ULYLQJ�%HKDYLRU�&KDQJH

As a result of the USAID Social Marketing Project’s advocacy efforts, 
3URYLQFLDO�$,'6�&RPPLWWHHV��3$&V��LQ�NH\�3(3)$5�SURYLQFHV�DJUHHG�
WR�WDUJHW�IUHH�FRQGRP�GLVWULEXWLRQ�WR�0$53�ZLWK�WKH�ORZHVW�ZLOOLQJQHVV�
to pay. PACs chaired “Condom Coordination Meetings” with all partners 
involved in condom distribution and developed written guidelines for all 
partners, clearly outlining which target groups and outlet types should 
continue to receive free condoms. As a result, estimated provincial 
QHHGV�IRU�IXOO\�VXEVLGL]HG�3URWHFWRU�3OXV�3(3)$5�VXSSRUWHG�FRQGRPV�
IHOO�IURP�����PLOOLRQ�LQ������WR���������LQ������

 Ź 5HGXFLQJ�'LVWULEXWLRQ�RI�)XOO\�6XEVLGL]HG�&RQGRPV�

 
,Q�RUGHU�WR�IXUWKHU�UHGXFH�WKH�VXEVLG\�UHTXLUHG�WR�¿OO�PDUNHW�JDSV�DQG�PRWLYDWH�LQFUHDVHG�FRQVLVWHQW�FRQGRP�XVH�
DPRQJ�0$53��WKH�86$,'�6RFLDO�0DUNHWLQJ�3URMHFW�ZLOO�� 

 Ź ,QFUHDVH�VDOHV�GLVWULEXWLRQ�DQG�SURPRWLRQ�LQ�.DURO�DQG�RWKHU�FRPPHUFLDO�FRQGRP�EUDQGV
 Ź ,QFUHDVH�SULFHV�RI�VRFLDO�PDUNHWLQJ�+,9�SUHYHQWLRQ�SURGXFWV��ZLWKRXW�MHRSDUGL]LQJ�0$53�DIIRUGDELOLW\
 Ź 0RGLI\�VDOHV�GLVWULEXWLRQ�VWUXFWXUH�IRU�JUHDWHU�HI¿FLHQFLHV
 Ź ,QFUHDVH�LQ�NLQG�DQG�¿QDQFLDO�FRQWULEXWLRQV�IURP�FRPPHUFLDO�SDUWQHUV
 Ź 6XVWDLQ�DGYRFDF\�DFURVV�SDUWQHUV�DQG�SURMHFWV�WR�LPSURYH�WDUJHWLQJ�RI�IXOO\�VXEVLGL]HG�+,9�SUHYHQWLRQ�

products

35,257,(6�)25������$1'�%(<21'

Source: 36,�9LHWQDP��8VLQJ�)RUPDWLYH�
5HVHDUFK�WR�3URPRWH�%HKDYLRU�&KDQJH�
DPRQJ�0DOH�&OLHQWV�RI�)HPDOH�6H[�
Workers in Vietnam. Cases in Public 
Health Communication & Marketing. 
��������3URF������

Male clients exposed to social marketing 
communications through mass media 
and multiple interpersonal contacts are 
more likely to report consistent condom 
use
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Source:�36,�9LHWQDP������2XWOHW�6XUYH\

 Ż “Yes! Condom” campaign 
billboards on bus shelters promote condom 
purchasing and carrying behaviors. The 
Campaign transforms condoms from a 
stigmatized health product to a positive 
symbol of a modern lifestyle among male 
clients of sex workers.

TMA advocacy resulted 
in a reduction in %H/G 
stocking PEPFAR-
supported fully-
subsidized condoms 
(Protector Plus) from 

5.2% to 3.3% 


