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1. Introduction
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2.  What is social marketing?
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Making quality products and services affordable and available is just
one part of the social marketing equation. Encouraging their use repre-
sents the other. Market research and a strong communications compo-
nent are essential to the success of a social marketing programme.
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Condom social marketing
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Condom social marketing programmes have made condoms more ac-
cessible, affordable and acceptable in many of the world’s poorest coun-
tries. In 1997 these distributed about 900 million male and female
condoms. By 1999, at least 71 different social marketing programmes
for male and female condoms were active in 59 developing countries.
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The “destigmatization” of condoms in many countries illustrates how
social marketing can help populations to overcome social and cultural
resistance to practising effective prevention of STDs and HIV/AIDS.

The role of UNAIDS in social marketing
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UNAIDS stimulates social marketing in the field:

� Myanmar, the Russian Federation, Haiti, Cuba and Ghana

� Female condoms

� Application of social marketing to other HIV/AIDS-related products
and services

UNAIDS promotes expanded interest in social marketing:

� UNAIDS website

� Social marketing assessments in Bulgaria, Cuba, Guyana, Liberia,
the former Yugoslav Republic of Macedonia, and Turkey

� Regional Marketing Training Exchange with projects in Albania and
Romania

� Forum 2000 on Social Marketing (in development)

UNAIDS provides key resources such as best practice materials and case
studies, including:

� “Social Marketing: An Effective Tool in the Global Response to
HIV/AIDS”

� “Three Key Lessons Learned in Condom Social Marketing”

� “A Global Directory of Condom Social Marketing Projects and
Programmes”
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3. Different approaches to
social marketing
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The potential use of alternative distribution systems is an essential as-
pect of social marketing. Today, in many developing countries, socially
marketed condoms are to be found in both traditional retail outlets such
as pharmacies and drugstores and non-traditional points such as bars,
coffee shops, brothels, beauty parlours, workplaces, gas stations, and
bus and truck terminals.

#����������������)	����������	��	���������������������	(��
������(�������	��

	���	��������$�#�����	����	�����	����������	�����&�����(��	������������������

	��
��	��������&�����(����
��	������	��������%��������	����	���	�������	����%�������

��������������	�������(��������	���&�������,��	������	�2�	����	��$

#��������������������
���	����	������������	��	����������������.

� 4������5
	�������������������������������	���������
������6,�������5
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	������	����������/4�	����	����	���	������	������)	��������	���	���������	��
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��(�������	������������(����)����	������4����	�������	��
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�����	������	����������$

There are many ways of applying social marketing concepts, approaches
and techniques at the national, local or community levels. Flexibility in
planning and implementation are key to successfully meeting the needs
for information and products such as condoms in the fight against the
spread of HIV and AIDS.
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	�������+1=9�-�A������4���
�	���������������(�������	��	����
������������
����'�

������	���(������)������	����������������5��
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4. Case studies

Community-based distribution in Haiti and Mozambique
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	������	���������������������������������	����	���������������������������������&������

���	���0=�$�#���	������)������������������	���������	�������������	������	��������	�
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Haiti

Relevant facts about Haiti

Haiti has a total land area, which is very mountainous, of 27 600 square
kilometres, and a total estimated population of 8.1 million of whom
almost 70% live in rural areas (in contrast with the average for Latin
America and the Caribbean which is 74% urban); 55% of the popula-
tion is below the age of 20. The capital, Port-au-Prince, has an esti-
mated population of 1.5 million. Ethnically, 95% of the population is
Afro-Caribbean. French and Creole are the official languages and male/
female literacy rates are estimated at 48/42 %. The principal religions
are Christianity (Roman Catholic) and Vodun.

Haiti is the poorest of the Latin American and Caribbean countries. Its
GNP per capita in 1995 was estimated by the World Bank to be US$
250 and the vast majority of the population live on subsistence incomes,
mainly from agriculture. Haiti ranks 156 on UNDP’s Human Develop-
ment Index and life expectancy at birth is estimated at 54 years, much
lower than the regional average of 70 years.

The prevalence of HIV infection amongst Haitians aged 15-49 years is
estimated at 5.17% by the end of 1999, perhaps the highest in the
region, with an estimated 210 000 people living with HIV/AIDS and
23 000 deaths due to AIDS in 1999. Already by the late 1980s HIV
prevalence among sex workers tested in major urban areas ranged from
42% to 53%. The prevalence of STD is known to be high, and a 1992
study of male STD clinic patients found that 25 % of patients tested were
HIV-positive.

Programme: “Haiti Social Marketing for AIDS prevention”

+����	��������(����� ������	����	�� 6+��7��	��
����	���(�� ��� ����	��	�������� ���

����������(����	���� 	��� ���������� �������5����� ��&�	�� 
��	(����� ��� 	���� ��������:��

��������� �������������������	����������(������	������
���	���	�����	
���������� ��� ���
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Sales graph with total socially marketed condom sales volumes 1992-1998
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Haiti: Additional information

Project duration:  Original project from 1991 to 1996, but continued
funding has permitted activities through 1999.

Implementing agencies:

a) At the national level: Programme de Santé et Information (PSI/Haiti)
managed the project, with the direct involvement of four national NGOs,
and in partnership with the Ministry of Public Health and Population.

b) At international level: Population Services International (PSI) and USAID
(AIDSCAP).

Funding sources: USAID; additionally, the Government of the Nether-
lands, PSI Partnership Fund, World Bank, UNFPA, UNAIDS, the Bergstrom
Foundation and the Summit Foundation.

Project objectives: The goal of the project was to reduce high-risk sexual
behaviour and thus the transmission of HIV/AIDS. The main objectives
were to:

*Target low income populations by making affordable condoms acces-
sible;

*Create consumer demand based on high awareness of correct and
consistent condom use;

*Reduce the incidence of other STDs (e.g. gonorrhoea, syphilis, and
chlamydial infection), which significantly facilitate the transmission of
HIV/AIDS.

Target areas: The whole country, with emphasis on the rural areas where
70% of the population live, and where access to condoms and other
products is very limited. More than 3000 points of sale, created directly
through CBDs, and through them to non-traditional retail outlets such
as night clubs, bars and beauty salons.

Target audience: General and high-risk populations, especially young
people (age group 15 to 24 years), including female commercial sex
workers, migrants and transport workers.

Other CSM projects in Haiti: None

For additional information on this programme:

PSI/Haiti
Rue Theodule #1
Bourdon Port-au-Prince
Haiti
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Examples of condom pack and posters

The PSI-branded male condom, “Kapòt Panté” (“Panther”), was
launched in Haiti in 1990 and is now available nationwide at a low
price of US$ 0.07 for a packet of three. This is an affordable price for
a population with an estimated per capita annual income of US$ 400
and is roughly 10 times lower than the commercial brands.

Targeted consumers were high-risk populations, with emphasis on young
people aged 15 to 24 years, and — since 1994 — on women. Intensive
mass advertising depicted the “Panté” as denoting strength and mascu-
linity.

National media were heavily involved in promoting condoms for the
prevention of AIDS and in addition, education of the client was an inte-
gral part of the work of each CBD. The Carnival period (January to
April) is the highest risk period for sexual transmission of disease and
PSI/Haiti ended the millennium with a highly visible campaign to make
“Carnaval 2000” the safest since HIV and AIDS came to Haiti.
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Mozambique

Relevant facts about Mozambique

Mozambique has a total land area of 801 600 square kilometres and a
total estimated population of 19.3 million of whom 66% live in rural
areas; 56% of the population is below the age of 20. The capital, Maputo,
is on the coast and has an estimated population of 2.2 million. Ethni-
cally, the population is made up of varied groups with several major
languages but Portuguese is widely spoken and is the official language;
male/female literacy rates are estimated at 58/23%. The principal reli-
gions are indigenous beliefs (60%) and Christianity (30%).

Mozambique is one of the poorest countries in the world. Its GNP per
capita in 1995 was estimated by the World Bank to be US$ 80 and the
country ranks 166 on UNDP’s Human Development Index; half of the
national income is derived from agriculture. Life expectancy at birth is
estimated at 47 years, below the average for Africa of 51 years.
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The prevalence of HIV infection amongst adults in Mozambique was
estimated at 13.2% by the end of 1999, among the highest in Africa,
with 1 200 000 people living with HIV/AIDS and 98 000 deaths due to
AIDS in 1999. By 1996 HIV prevalence among antenatal women tested
in different locations across the country was found to be between 18%
and 23%; in addition, the prevalence of STD is known to be high and by
1995, depending on the location, studies of male STD clinic patients
found that between 23% and 40% of those tested were HIV-positive.

Programme:“Communications and Condom Marketing for AIDS Prevention:
the promotion of safer sex among high-risk individuals in Mozambique”
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Mozambique: Additional information

Project duration:

Pilot project in 4 provinces, 2 years from 1995 to 1996. Phase I, ex-
tended to national scale, 3 years 1997 to 1999. Phase II, planned for a
further 3 years.

Implementing agencies:

a) at national level: National AIDS Control Programme, Ministry of Health,
PSI/Mozambique, national media.

b) at international level: PSI/Washington, USAID.

Funding sources:

For the pilot study and Phases I and II, USAID and the Government of
the Netherlands, with the addition of UK/DFID from 2000.

Target areas:

Pilot project in 4 provinces (Maputo, Sofala, Manica and Tete). Phase I,
extension to national level.    By December 1996, the project was oper-
ating in all 10 provinces, and by December 1998, the national structure
was fully consolidated.

Other CSM projects in Mozambique: None

For additional information on this programme:

PSI/Mozambique,

Av. Patrice Lumumba 204,

C.P. 4059,

Maputo, Mozambique
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Community-based social marketing in India

Relevant facts about India

The Indian sub-continent has a total land area of 3.3 million square
kilometres and a total estimated population of 998 million of whom
73% live in rural areas; 49% of the population is below the age of 20.
The capital, New Delhi, has an estimated population of 6 million.
Ethnically, 72% of the population is Indo-Aryan, 25% is Dravidian and
others account for 3%. There are more than 14 official languages, in-
cluding Hindi and English, and male/female literacy rates are estimated
at 66/38%. The principal religions are Hindu (83%) and Islam (11%).

India’s GNP per capita in 1997 was estimated by the World Bank to be
US$ 370 and the vast majority of the population live on subsistence
incomes, mainly from agriculture. India ranks 132 on UNDP’s Human
Development Index and life expectancy at birth is estimated at 63 years,
as compared to a regional average of  67 years.
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The prevalence of HIV infection amongst Indians aged 15-49 years is
estimated at 0.70% by the end of 1999, with an estimated 3 700 000
people, including children, currently living with HIV/AIDS. This is more
than any other country in the world except South Africa. India’s epi-
demic, however, is diverse. While some states currently show almost no
HIV infection others have reached adult HIV prevalence rates of over
2%.

The southern state of Tamil Nadu has an estimated population of 60
million, of which some 4 million live in the capital, Chennai.  The first
case of AIDS in India was reported in Madras (now Chennai) in 1986.
Local surveillance systems have shown that HIV infection has risen sig-
nificantly; for example, rates among pregnant women tripled between
1995 and 1997 to 1.25%. Bold safe-sex campaigns, including intensive
condom promotion, in Tamil Nadu have resulted in dramatic increases
in condom use in risky sexual encounters.
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CBSM: Additional information

Pilot test objectives:

*To test whether the promotion, distribution and dissemination of repro-
ductive and sexual health products and information can be effectively
achieved through the application of network /multi-level sales and mar-
keting techniques within a social marketing programme;

*To test whether CBSM translates in reality into an effective reproductive
and sexual health strategic alternative for low-income groups.

Main focus of project:

Reduction in high-risk sexual behaviour with emphasis on HIV/STD pre-
vention and family planning; additionally, personal and community in-
come generation.

Funding sources: UK/DFID, USAID/Profit, IFH, Packard Foundation

Key collaborators:

Local manufacturers of products (condoms and sanitary napkins), gov-
ernment at federal and state levels, local advertising and other market-
ing services agencies, PSI India and YRG (Care), a Chennai-based HIV
education and care nongovernmental organization.

For additional information on this programme:

International Family Health,

Cityside House,

40 Adler Street,

London E1 1EE, United Kingdom



29

Condom Social Marketing

Social marketing based on targeted
service delivery in Cameroon
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Relevant facts about Cameroon

Cameroon has a total land area, including a coastal plain and high-
lands, of 475 400 square kilometres and a total estimated population
of 14.7 million, of whom 55% live in rural areas; 55% of the population
is below the age of 20. The capital, Yaoundé, is in the highlands and
has an estimated population of 1.1 million whilst the larger city of Douala,
on the coast, has a population of 1.3 million. Ethnically, the population
is made up of some 200 groups with 24 major languages, but both
English and French are widely spoken and are the official languages;
male/female literacy rates are estimated at 75/52%. The principal reli-
gions are Christianity (53%), indigenous beliefs (25%) and Islam (22%).

Cameroon’s GNP per capita in 1995 was estimated by the World Bank
to be US$ 650 and the country ranks 133 on UNDP’s Human Develop-
ment Index. Some 40% of the national income is derived from agricul-
ture whilst industries account for about 22%. Life expectancy at birth is
estimated at 55 years, slightly higher than the average of 51 for Africa.

The prevalence of HIV infection amongst adults in Cameroon was esti-
mated at 7.7% by the end of 1999, with 540 000 people living with HIV/
AIDS and 340 000 deaths due to AIDS since the beginning of the epi-
demic. In 1993, HIV prevalence among sex workers tested was found to
be nearly 30% and, by 1996, 5% of antenatal women tested in Douala
were HIV-positive; prevalence among antenatal women tested in rural
areas in 1996 was found to be 8%.

Programme: “Horizon Jeunes”
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Socially marketed condoms in Cameroon
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Cameroon: Additional information

Project duration: May 1996 to September 1997

Implementing agency:

a)   At national level: overall project management by PMSC. The adoles-
cent programme, “Horizon Jeunes”, has been integrated into the na-
tionwide social marketing programme; partnership with the Ministry of
Public Health, the National AIDS Committee and local NGOs.

b)  At international level: PSI (Europe); limited contact with WHO and
UNICEF.

Funding sources:

USAID for “Horizon Jeunes”; other donors to PMSC include Japan,
France, GTZ and WHO.

For additional information on this programme:

PSI-PMSC,

B.P. 14025,

Yaoundé, Cameroun
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Social marketing with existing
commercial brands in Kenya
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Relevant facts about Kenya

Kenya has a total land area, including a coastal plain and highlands, of
580 400 square kilometres and a total estimated population of 29.5
million of whom 72% live in rural areas; 62% of the population is below
the age of 20. The capital, Nairobi, is in the highlands and has an
estimated population of 2.1 million whilst the next largest city, Mombasa,
on the coast, has a population of almost 500 thousand. Ethnically, the
population is made up of varied groups with several major languages,
but both English and Swahili are widely spoken and are the official lan-
guages; male/female literacy rates are estimated at 86/70%. The prin-
cipal religions are Christianity (70%) and indigenous beliefs (10%).

Kenya’s GNP per capita in 1995 was estimated by the World Bank to be
US$ 280 and the country ranks 134 on UNDP’s Human Development
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Index. Half of the national income is derived from agriculture whilst
industries and construction account for about 41%. Life expectancy at
birth is estimated at 54 years, slightly higher than the average of 51
years for Africa.

The prevalence of HIV infection amongst adults in Kenya was estimated
at 13.95% by the end of 1999, with 210 000 people living with HIV/
AIDS and 660 000 cases of AIDS having occurred since the beginning
of the epidemic. By 1995, HIV prevalence among antenatal women
tested in Nairobi was found to be 25%, and 55% of sex workers tested in
Mombasa were HIV-positive. The prevalence of STD is known to be high,
and a 1996 study of male STD clinic patients in Nairobi found that 14%
of those tested were HIV-positive.

Programme: “Expanding Family Planning Service Delivery through Market
Day Midwives in Kenya”
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Kenya: Additional information

Project duration: 3 years, 1996-1999

Implementing agency:

The Futures Group Europe (Kenya), which acts as project manager and
evaluator.

Other involved parties include:

a) At national level: Private Midwives Practitioners (PMP) Society, Ministry
of Health and local government, ACOBOS, FPAK, district authorities

b) At international level: The Futures Group Europe

Funding source: UK/DFID

Target audience:

Middle and low-income visitors to markets in 12 districts in Nyanza prov-
ince and the Greater Nairobi Area; a total of 38 markets

Specific project objectives:

*Improve and expand the accessibility of quality FP methods and ser-
vices;

*Strengthen and improve the quality and range of services offered by
midwives at kiosks in the markets;

*Establish safer sexual behaviours among hard-to-reach populations;

*Increase income flows for the midwives and the PMP Society;

*Expand market base of contraceptive products and FP services.

*Increase the numbers of beneficiaries of the project, especially women
of childbearing age, adolescents, and those at particular risk of HIV/
AIDS.

For additional information on this programme:

Futures Group Europe (Kenya),

PO Box 75367,

Nairobi, Kenya
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A local private sector initiative in social
marketing in Colombia
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Relevant facts about Colombia

Colombia has a total land area, including a coastal plain, high Andean
mountains and valleys, of 1 139 000 square kilometres and a total
estimated population of 41.6 million of whom 73% live in urban areas;
48% of the population is below the age of 20. The capital, Santafé de
Bogotá, is in the central highlands and has an estimated population of
5.6 million. Ethnically, the population is mainly of racially mixed descent
but includes whites, Afro-Americans and native Americans. Spanish is
spoken throughout the country; male/female literacy rates are both es-
timated at 91%. The principal religion is Christian (Roman Catholic).
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Colombia’s GNP per capita in 1995 was estimated by the World Bank
to be US$ 1910 and the country ranks 51 on UNDP’s Human Develop-
ment Index. Half of the national income is derived from agriculture whilst
industries account for about 31%. Life expectancy at birth is estimated at
71 years, typical for South America.

The prevalence of HIV infection amongst adults in Colombia was 0.31%
by the end of 1999, close to that of other South American countries, with
an estimated 71 000 people living with HIV/AIDS and 1 700 deaths due
to AIDS in 1999. In 1994, HIV prevalence among antenatal women
tested was found to be 0.5%.

Programme: “Condoms, Towards a Definitive Segmentation of the Market”
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PROFAMILIA Sources of income (US $s)

1987

1995

1997

Local income             International income             Total income

Key reasons for PROFAMILIA’s success with SM:

*Top management commitment to adopting and investing in commer-
cial marketing and sales techniques, staffing and motivational training
of field and clinic staff in the concepts and aims of social marketing;

*Management emphasis on creativity and willingness to try new ideas;

*Addition of clinics and community-based health workers in the sales
structure;

*Regular strategic planning and reviews including cost-benefit analyses
of alternatives and options, frequent consumer and operations research
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studies on effectiveness, satisfaction, trends, needs, market segmenta-
tion, and product development, particularly for pack designs, pricing
and communications;

*Initial, start-up support from international donors, particularly with sub-
sidized, quality-assured products;

*Cultivation of national and local government support, especially amongst
policy-makers and particularly regarding import duties, pricing and dis-
tribution permits.
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Sales graph: bar chart, PROFAMILIA total condom sales
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The success of condom social marketing programmes should be evalu-
ated not only in terms of sales and distribution figures but also through
their impact within the wider social and reproductive health context.
PROFAMILIA invests heavily in market, consumer, and demographic
health surveys in order to monitor and evaluate its performance, identify
trends and opportunities, and plan effectively.

#��� ����(���	�� ������
�	����)���� ��(������� ���������)������ +1=9�-�A��$

=����������������������	��	�������������	���������	������)���������	�����	���������



44

UNAIDSUNAIDSUNAIDSUNAIDSUNAIDS

�����	��	�(���������	�������������������	���	������	�����	�	�����$�I�����������������


	�����������	���������
�	�����	�������������	����	�����	��	�����	�����	�������������

�������	�������������������	������������)���������������	�������	����������)����	��

��&�	����	���(��������������$

4����������������	����������������������	��	�����������%��������4���
�	$

Condom brands socially marketed by PROFAMILIA are:

TAHITI: With a recommended retail price equivalent to US$ 0.16 per
condom, the brand is positioned in the lowest price segment and there-
fore targeted at the highest number of people. It is the lowest price
within PROFAMILIA’s line of condoms and one of the lowest in the mar-
ket. Its primary target group is made up of young adults and adults
aged 25 to 46 within low to middle-income groups.

CONFIAMOR: Positioned in the mid-price segments, at US$ 0.25/unit,
for young adults and adults aged 25 to 45     within middle to high-income
groups.

PIEL:     At the equivalent of US$ 0.35/condom, it is positioned as a pre-
mium-priced brand primarily for sexually active young people and adults
within middle to highest-income groups. The brand was launched in
late 1999 in response to a need for a brand at this high-income level
but also with the aim of increasing PROFAMILIA’s financial returns for its
cross-subsidization plans for 2000 onwards.
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For additional information on this programme:

PROFAMILIA,

Depto. de Mercadeo Social,

Calle 34 No. 14-52,

Santafé de Bogotá DC,

Colombia
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5. Key Lessons
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1. Social marketing for HIV/AIDS and STDs is at present largely
focused on condoms. This will not always be so.
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2. Marketing, and consequently social marketing, is a very flexible
and adaptable technique.
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3. Research is fundamental to effective social marketing and
achieving behaviour change.
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4. The measure of success of a social marketing programme is much
more than the volume of product sales achieved.
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5. There is a need for increased and expanded implementation of
social marketing in the fight against HIV and STDs.
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The Joint United Nations Programme on HIV/AIDS (UNAIDS) is the leading advocate for global
action on HIV/AIDS. It brings together seven UN agencies in a common effort to fight the epidemic:
the United Nations Children’s Fund (UNICEF), the United Nations Development Programme (UNDP),
the United Nations Population Fund (UNFPA), the United Nations International Drug Control Pro-
gramme (UNDCP), the United Nations Educational, Scientific and Cultural Organization (UNESCO),
the World Health Organization (WHO) and the World Bank.

UNAIDS both mobilizes the responses to the epidemic of its seven cosponsoring organizations and
supplements these efforts with special initiatives. Its purpose is to lead and assist an expansion of the
international response to HIV on all fronts: medical, public health, social, economic, cultural, political
and human rights. UNAIDS works with a broad range of partners – governmental and NGO, busi-
ness, scientific and lay – to share knowledge, skills and best practice across boundaries.
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