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INTRODUCTION

(a) A guide for policy-makers, managers and communicators

This guide is divided into two parts. The first part is designed for policy-makers and
national AIDS programme (NAP) and project managers. It provides information and
guidance on how to establish a policy framework to conduct condom promotion and ensure
that it is coordinated with distribution. It also introduces social marketing.

The role of policy-makers and managers is to:

. ensure that condom promotion is included in AIDS programme and project plans

. ensure that adequate resources are devoted to condom promotion

. ensure that condoms are available, accessible and affordable through a variety
of approaches, channels and settings

. eliminate political, legal and other constraints to open promotion.

The second part is a step-by-step guide to planning condom promotion for
communicators, i.e. anyone interested in informing and motivating people to obtain and use

condoms properly for AIDS prevention, especially:

. health educators

. information, education, and communication (IEC) professionals
. family planning associations

. nongovernmental organizations (NGOs)

. COMIMUDIty groups

. advertising professionals

. social marketing professionals.

The role of communicators 15 to:

. promote the social acceptance of condoms

. create a demand for condoms among various segments of the population

. promote condoms throngh modemn advertising techniques

¢ educate users on the importance of correct and consistent use of condoms.

The guide concludes with three appendices defining relevant terms, indicating ways of
overcoming obstacles to condom promotion, and listing common questions and answers

about condoms.
(b) Condoms are the best defence against sexual transmission of HIV

Prevention is the key to combating the spread of HIV/AIDS and sexually transmitted
diseases. To date, almost every country has developed public information campaigns on AIDS
prevention. Many of these campaigns have encouraged young people to delay the start of sexual
activity, partners to remain faithful to each other and all sexually active people to practise safer sex.
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The latest epidemiological figures indicate that sexual transmission accounts for 75%
of the cases of HIV infection worldwide. A key public health strategy against sexual
transmission of HIV and STDs is the provision of high-quality, low-cost condoms to sexually
active people and the creation of a supportive social environment to encourage their use
through active promotion. Good-quality condoms if properly stored, handled and used will
reduce the chance of HIV or STD transmission to almost zero.

() A variety of approaches for condom promotion

Condom promotion consists of a combination of activities designed to encourage the
acceptance and use of condoms to prevent the sexual transmmission of HIV and other STDs. There
is no set method for promoting condoms, in fact a variety of approaches may synergize and
increase effectiveness. Each country and region has different needs. People have different
attitudes and experiences which must be taken into account. One man may hear an advertisement
for a condom brand on the radio. His partner who attended a peer education session may bring up
the topic. They may both get a free sample of a condom given out at a night club.

This document provides an account of experiences worldwide with condom
promotion, and options for planning which can be applied and adapted to individual
countries, Condom promotion should and can be part of all HIV/AIDS prevention activities
whether they take place in the workplace, schools, community groups or elsewhere. Condom
promotion can also be part of a comprehensive HIV/AIDS prevention intervention package.
The following are examples of interventions with condom promotion elemennts:

. social marketing which uses commercial advertising and distribution methods
and in which activities are driven by market research

. peer education by groups such as prostitutes and young people

. IEC materials such as flip charts used by health educators

. school AIDS education curricula,

(d)  Creating and sustaining demand

Establishing an elaborate system for the importation and distribution of condoms
without creating a demand for them serves no purpose. People have to be continually
stimulated to try condoms and also urged to continue using them, Though ensuring that
good-quality condoms which are affordable and available is essential, potential condom users
need to be informed, motivated and inspired to adopt condom use and to sustain that use,
through well-planned promotion.

(e) Condom promotion works

The most compelling reason to promote condoms is because it has proven effective in
inspiring condom use. Promotion can make people aware of the risks of not using condoms,
inform them about where to find and how to use condoms as well as motivate them to
develop the habit of consistent condom use.

. in Cote d'Ivoire condoms were marketed at sex work sites by vendors and by sex
workers. Repeated condom use by sex workers rose from 4% to 75% in three years.
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. In Thailand the "100% Condom Use" policy for commercial sex in brothels
has resulted in a dramatic increase in condom use and a drop in STD rates.
In one province condom use rose from 30% to 90% and STD rates dropped
from 13% to less than 0.5%.

- The sale of condoms through social marketing programmes in sub-Saharan
Africa which use commercial distribution networks and advertising techniques
has increased 100% every year since 1986 when there was only one such
programme. By 1994 there were 18 programmes and sales had risen from
1.3 million to 122 million annually.

. In Morocco condom advertising on the radio has helped increase sales in
pharmacies well beyond expectations. Research showed that men like the
advertisements, find them acceptable, and remember the brand name.
Planners were expecting a negative reaction from opinion and religious
leaders, but a preliminary public relations campaign with the leaders helped
avoid a negative reaction.

* The "Hot Rubber" condom was developed for the homosexual community in
Switzerland. Using images and promotions as well as a specially designed
condom which is attractive to the community, sales increased by 100% during
the first three years of the promotion campaign.

§9) Condom promotion is a special challenge

Because of the sensitivity of the subject matter, IEC campaigns for HIV prevention
face particular challenges. Shyness related to sexuality, religious opposition to condom use,
the association of condoms with illicit sex, refusal to accept the sexual activity of young
people, and the denial that AIDS is a problem, all contribute to making condom promotion
difficult.

Attempts to change sexual behaviour require great sensitivity and a thorough
knowledge of individual behaviour patterns and attitudes as well as cultural and social norms.
The approach adopted for the promotion of condom use will vary depending on the setting
and the target population.

(g)  The need to plan condom promotion

Many condom promotion efforts have not had the success wished for because they
were "tacked" onto other interventions and were not part of a well thought out strategic plan
based on research findings and guided by evalnation. In addition, priority tends to have been
given to other components of AIDS prevention and control and insufficient resources have
been allocated to condom promotion.

Strategic planning is particularly important when resources for conducting condom
promotion are limited. When there are a number of different organizations all contributing to
interventions, strategic planning makes for coherence and coordination and avoids duplication
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of effort and contradictions in approaches. Strategic planning helps to allocate resources to

where they are most needed. It also helps to incorporate effective feedback mechanisms into
the intervention.
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SECTION I

POLICY-MAKERS AND MANAGERS
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Section I is designed for policy-makers, national AIDS programune managers and
other planners and managers from collaborating organizations including front-line ministries,
NGOQs and bilateral projects. The goal is to provide policy-makers with information and
guidance on how to:

. establish policy

. integrate condom promotion into plans and budgets

. engage collaborators and ensure that they function effectively

. manage the communicators who will assist in developing and implement the
plans

. ensure that condom promotion is coordinated with distribution.

1. ESTABLISH POLICY

1.1 Create a policy environment for condom promotion
For policy-makers:

In order for condoms to have a measurable impact in reducing the sexual transmission
of HIV and STDs, adequate resources and personnel need to be allocated to conduct effective
condom promotion. Policy-makers are the key to ensuring that sufficient resources are
allocated to condom promotion and that a distribution network making available reliable and
affordable condoms, exists.

Policy-makers also have the responsibility for eliminating or reducing the impact of
laws and regulations affecting condoms such as:

. Laws and regulations on importation and distribution

A variety of laws and regulations may directly or indirectly restrict condom promotion
and distribution. Commercial restrictions, such as import duties on condoms or restrictions
on distribution, have a significant irnpact on programmes that depend upon private sector
resources and distribution channels. When planners understand these legal and regulatory
restrictions, they can then develop strategies to either work within them or work with policy-
makers to change them. For example, many countries have eliminated the duty charged on
imported condoms. Francophone African countries were successful in abolishing 70-year-old
Jaws restricting the open promotion of condoms.

. Media restrictions on condom promotion

The mass media are an effective means of creating awareness about AIDS and
promoting condom use among target audiences. Many countries have laws or cultural norms
that restrict or prohibit advertising of contraceptive products, including condoms. These
restrictions will affect condom promotion efforts. Planners must understand these limitations
in order to develop appropriate strategies.
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For programmie managers.:

AIDS programme managers have the responsibility of advocating the inclusion of
condom promotion in all planned interventions designed to reduce sexual transmission of
HIV and STDs. This can be done by:

. ensuring that a condom component is a central part of all AIDS prevention
plans that are developed

. establishing or supporting a social marketing project that integrates condom
distribution and promotion using commercial marketing techniques and the
private sector.

1.2  Gain political and public support

Obtaining the support of opinion leaders and political leaders at the highest levels is
crucial to the success of promotion activities. ' Key leaders may range from national, state and
municipal government leaders to community spokespersons, doctors and teachers. Without
political support from the start, opposition groups can damage even the most carefully
researched and designed condom promotion efforts.

In many communities there is a reluctance to deal openly with sexual matters,
including HIV/AIDS and STDs. Both political and cultural obstacles may inhibit activities
for condom promotion. Therefore, it is important for policy-makers and programme
managers to identify obstacles and use their power and influence to improve the environment
for condom promotion. The role of policy-makers and programme managers is to inform and
influence government ministers and other top officials about the importance of condoms to
AIDS prevention. Statistics on 8TD and HIV infection rates, and projections of the economic
and social impact of future AIDS deaths are useful advocacy tools.

They can also try to pre-empt public opposition from religious and cultural groups by
advising them of plans, providing them with the opportunity to discuss their views and
sharing research results. Parents and school officials can be told about studies showing that
condom promotion to young people does not increase the number of students who are
sexually active but protects those who would be sexually active anyway. Other information
which might be shared with opinion and political leaders includes: studies showing age of
first intercourse; evidence of reluctance of groups with risk behaviour to follow prevention
strategies promoting monogamy and abstinence; results of successful condom promotion and
family planning activities in other countries.

Establish policy checklist

. Establish policy which makes condom distribution and promotion a priority
for HIV/AIDS prevention ‘

. Eliminate laws and regulations prohibiting the importation and distribution of
condoms

. Eliminate political, legal and other constraints to open promotion inchiding

allowing access to media
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. Establish a social marketing project that integrates condom distribution and
promotion using commercial marketing techniques and the private sector if
appropriate.

2 PREPARE PLANS
2.1  Include condom promotion in NAP plans

Condom promotion is not always given the attention and priority it deserves in
national AIDS prevention plans. Often, inadequate resources are allocated to condom
promotion or, too often, condoms are purchased and plans for condom promotion are omitted
completely. National plans for AIDS prevention and control must not only provide strategies
to obtain condoms, but also include resources for condom promotion and distribution. It is
the responsibility of AIDS programme managers to ensure that AIDS prevention plans
provide for both promotion and distribution of condoms. All AIDS interventions should
include condom promotion elements.

2.2 Establish condom promotion goals in plans
Condom promotion begins by establishing goals that broadly define programme

intent. Depending on the scope, condom promotion may have multiple goals that define the
intended outcomes of the effort. For example:

Condom Promotion Goals:

. To increase awareness of the benefits of condom use in
preventing HIV and STD infection.

. To promote the correct and consistent use of condoms
by individuals at risk of being infected or who risk
infecting their partners.

Once goals are defined, planners should carry out a sitnation assessment to identify
target audiences, develop appropriate messages and media strategies and define measurable
objectives for the condom component. Whether condom promotion is designed as part of a
national AIDS prevention programme Or as a separate programime, it is important that specific
condom promotion goals be included.

2.3.  Engage collaborators
(at) Coordinate with existing programmes and projects

Programme managers should start the planning process by analysing existing condom
promotion and distribution programmes and systems. This will permit them to identify gaps
and avoid duplication. |
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Condom promotion can benefit from the collective skills and experience of
collaborators and the successes of established programmes for maternal and child health,
primary health care, family planning and sexually transmitted disease. Collaboration can also
broaden the impact of condom promotion by involving the wider community, including the
private sector and people in contact with groups with high-risk behaviour. Although some
national AIDS contro! programmes may be reluctant to share resources with other sectors and
programmes, collaboration has proven to be an efficient and cost-effective approach.

To plan for collaboration, a list of existing programmes and potential collaborators
from government (ministries of health and education, for example), NGOs (such as family
planning associations) and the private sector (advertising firms and market researchers)
should be drawn up. The list should include professionals who develop and deliver condom-
promotion messages (such as advertising agencies, radio stations and university social-
science researchers), as well as those who provide direct counselling or health services.

(h) Engage and manage collaborators

Once policy-makers have established a framework in which condom promotion can
flourish, programme and project managers have the responsibility to ensure that there are
enough resources to develop and execute plans. In some countries the national AIDS
programme may have the resources to handle condom promotion. Most countries will engage
collaborators to take on various tasks.

The entire responsibility for condom promotion might be delegated to an existing
family planning association or a private sector firm with marketing experience which would
add condoms to its existing product line. Alternatively, an international organization might
be invited to establish a social marketing project. Particular tasks might be given to
coHaborators: for example, research could be carried out by a market research firm and
advertising material prepared by an advertising agency.

No matter what the level of coliaboration is, the programme and project managers
need to: identify potential collaborators; develop guidelines for proposals by collaborators
and selection protocols; write contracts; and fund or assist in obtaining funds. It is also
essential for the managers to monitor the progress of condom promotion efforts and ensure
that they are being coordinated with other programme elements, particularly the importation
and distribution of condoms.

Some suggestions for engaging and managing collaborators:

1) Describe what services or skills are needed from potential collaborators.

2) Develop a request for proposal (RFP) which describes what is required of the
collaborators and the activities they will undertake.

3) Identify potential collaborators who have the skills and experience needed and
invite them to make a proposal.

4) Work with those making proposals to ensure that they understand what is
required and help them improve the quality of their submissions.

5) Select collaborators with strong management as well as technical skills.

6) Review the plans of action developed by the selected collaborators.
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7) Build monitoring into the RFP and request periodic progress reports and
evaluation studies.

8) Release funds for specific activities and make periodic payments dependent on
the justification of previous spending.

) Be understanding of the needs of NGOs and private sector companies for
quick payment of funds.

2.4  Budget for condom promotion

To design sustainable programmes, implementation strategies must also address
funding issues for present and future activities. Planners must identify funding requirements
and funding sources. Will future funding be provided through government or donor sources?
Do the plans offer revenue-generating possibilities as is the case in social marketing projects?

The best time to develop a budget is when implementation strategies are being
identified. Each strategy will have a different cost imoplication. As various design options are
explored, it is important to consider funding in the context of supporting long-term, sustained
condom promotion and distribution. If funds are limited, it is better to concentrate resources
initially on priority activities for target audiences, As programunes expand, they can seck
additional funds and/or collaborators.

In general, budgets should identify all activity costs, including staff salaries
(administrative and promotion), office and facilities management, transportation, procurement
of condoms, materials production, advertising, research (including monitoring), product
promotion, training and technical assistance. Planners should not assume that some costs will
be incorporated in other budgets, unless there is a specific agreement to do so. The following
box provides an example of a plan and budget.

SAMPLE PLAN AND BUDGET

In an east African country condom sales had risen from 20 000 in 1987 to over é;‘ghr million in 1992, Halfa
million were given away free, anather half million were sold commercially and seven million were sold
through a social marketing project. The National AIDS Control Programme wanted to build on this success
and further strengthen condoms promotion and distribution. What follows are extracts from the Five Year
Plarn (1994-]1998) which establish a framework for condom promotion,

SECTION II: STRATEGIES AND INTERVENTIONS
Priorities for AIDS and STD Conirol
2.2.1 Sirategy: Prevent sexual transmission of HIV

- Increasing the access to condoms by individuals who need them and improving procurement at central
level as well as strengthening the distribution at peripheral level,

Free condoms will be distributed through STD clinies and through peer groups and schools.
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SECTION III: POLICIES

Draft policies/guidelines will be submitted to the Council of Ministers for endorsement to provide a
framework and guide the AIDS Control Programme and all its partners.

3.2 Prevention
- Condom promaotion, most notably to specific groups, including youth will be reinforced,

SECTION IV: TARGETS

The priprity preveniive indicators are:
4,2 Condom sales and distribution
The target is to distribute 16 million in 1984, 20 million in 1996 and 24 million in 1998,
- Percentage of priovity distribution points with uninterrupted supply of condoms during the preceding

12 months, The target is to supply the priority outlets as follows: 70% of outlets in 1994, 80% of
outlets in 1996; 90% of outlets in 1998,

4.3 Reported condom use
- Freguency of reporied condom use classified as always, sometimes, never, in adults.
- Percentage of population-at-risk reporting condom use during most recent acts of sexual intercourse.

SECTION VI: RESOURCE AND SUPPORT SYSTEMS

6.2 Sustain supply

Cost recovery schemes will be encouraged, such as sustainment and expansion of the social marketing
programme for condoms and drug supplies for AIDS/STDs.

WORKPLAN AND BUDGET

2.2.1 Information, education, communication (total) /5% 3 846 000
Condom promation would be o part of each IEC activity including:
Training USE 511000

- Training of regional IEC experis

- Training of AIDS communicators

- Youth peer health educators

- Teachers

- Partners conference

- Survey of sexual behaviour of target groups

Materials production LS8 380 000

- Print
- Peer education package
- For STD patients, travellers, general population, refugees, mass media
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Maintain, improve or expand on-going activities USE 16 000

- Anti-AIDS clubs and drama groups in schools
- Red Cross youth and street children
- Eondom promotion and distribution

Supplies for IEC L'5% 180 000

- Materials production supplies
- Print materials

- Office supplies and freight

- Condoms purchasing

Sustain NGQ suppart {condom social marketing) U783 600 000

Prepare plans checklist

. Analyse existing condom promotion and distribution situation

. Include condom promotion in AIDS programme and project plans and budgets

. Ensure that adequate resources are devoted to condom promotion

. Identify and engage collaborators

. Ensure that condoms are promoted through a variety of approaches, channels
and settings.

3. COORDINATE DISTRIBUTION WITH PROMOTION

Distribution is one of the most important elements of condom promotion. If condoms
are not consistently and conveniently available, even the most direct and motivating JEC
campaign will ultimately fail. An effective distribution network is essential to condom
promotion. Programmes must ensure a consistent supply of condoms to all sexually active
people and those particularly vulnerable to HIV infection, either through public or private
channels. Condoms can be distributed at low or no cost through ¢linic-, community-based,
and commercial channels.

3.1 Clinic-kbased programimes

Farruly planning, STD, and health-care clinics have been used to distribute condoms
for contraception and AIDS and STD prevention. People in cities, peri-urban areas and towns
can be reached through these clinics. Expanding distribution systems already established by
family planning and other health-care programmes can be cost-effective. Depending on the
circumstances in the country, family planning and health care programmes tend to be oriented
to groups other than men and women at greatest risk of HIV infection.

3.2 Community-based distribution programmes

Community-based distribution (CBD) programmes offer a viable mechanism for
reaching rural areas and shanty towns with consistent condom distribution. Community-
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based health workers can provide information and condoms to rural inhabitants who cannot
easily get to a clinic.

3.3

Commercial distribution

Commercial distribution outlets, like pharmacies, grocery stores, drugstores and open-

air markets, are often the most convenient places for users to obtain condoms. By using
existing commercial networks, programmes avoid using programme funds to develop
expensive distribution networks. Condom social marketing combines the promotion and
distribution of low-cost condoms through comumercial channels.

34

Non-traditional outlets

Non-traditional outlets, some of which are commercial, expand distribution by making

condoms available at convenient locations and times. These outlets include bars, nightclubs,
washrooms, small stores, street vendors, and hotels. Condoms are currently being sold by
taxi drivers, door-to-door sales people, street-corner cigarette vendors, market women, mobile
pharmaceutical product sellers and others. Distribution networks have also been set up by
medical-supply companies, essential drug programmes, the military, food-product
distributors, gasoline station owners and others.

Distribution networks must ensure consistent access to condoms for target groups

(whether through traditional or non-traditional, public or private channels), and must be
coordinated with other condom promotion activities to target a specific audience. The
following steps are used to develop a targeted distribution network:

Step 1:
Step 2:

Step 3:
Step 4:
Step 5:

Step 6:
Step7:

Select a target group and gain insights into their purchasing and sexuval habits.
Investigate existing condom distribution networks and evaluate their ability to meet
the needs of the target group.

Analyse distribution networks for their ability to reach target groups.

Determine whether there is a need to expand distribution.

Develop a plan that specifies distribution points or sales outlets to serve target
groups.

Establish distribution objectives.

Monitor and evaluate distribution to gauge the effectiveness of various outlets.

Ideally, steps 1 and 2 will be conducted during the programme planning and strategy-design
phases, and planners will have a good idea of the applicability of existing distribution
networks for their target audience.

3.5

Obtain WHO publications on mapaging condom supplies

The WHO Global Programme on AIDS has prepared a manual (Managing condom

supply: Training manual, document WHO/GPA/T CO/PMT/95.9). Tts purpose is to guide and
assist national AIDS programmes in the development of a distribution system through which
high-quality condoms are supplied.
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The document provides planners and managers with a basic understanding of the
condom logistics planning cycle. It provides different management options and outlines the
advantages and disadvantages of each. The manual is a practical guide which covers topics
such as:

- Purchasing and importing condoms

- Options for establishing management information systems

- Managing stock levels to avoid stocks becoming exhausted

- Determining condom needs

- Port clearance including procedures for product inspection and acceptance
testing at the time of importation

- Warchousing and storage including procedures for inventory control

- Distribution options

. Quality assurance techniques including testing laboratory design and
procedures.

4. INTRODUCTION TO SOCIAL MARKETING

Social marketing is a comprehensive approach to condom promotion that uses IEC,
interpersonal communications, public and media relations, produet promotion and
distribution strategies to encourage sales of health products at low prices, for social rather
than for profit objectives. Condom social marketing uses commercial marketing strategies
and distribution systems to increase the availability of condoms among large target grdups by
marketing them at affordable prices in accessible outlets. Social marketing programmes are
being used increasingly to promote condoms for AIDS prevention. They offer the
opportunity to recover costs and develop sustainable programmes of condom promotion and
distribution.

In a country where there is inadequate distribution of condoms and where there is a
large target audience for condom promotion, social marketing can be a most effective public
health strategy. Social marketing is most efficient when there is a large enough market to
make advertising and distribution worthwhile. Since it relies heavily on mass marketing
techniques to promote condoms it may be necessary to develop specific interventions, such as
interpersonal communication, to reach small, hard-to-reach groups, such as sex workers and
injecting drug users as well.

When properly designed, social-marketing projects allow for the development of
sustainablc and possibly self-sufficient programmes. The revenue generated from condom
social marketing sales can cover some or all of the project costs, reducing the recurrent costs
of the promotion and distribution effort, and reducing or eliminating dependence on external
funding. Projects are often able to become self-sufficient and operate independently after an
initial period of donor financing - some in as few as five years.

Social marketing promotion efforts often stimulate the entire condom market, causing
other commercial condom distributors to increase promotion and advertising and sometimes
even to lower their prices in order to compete with social marketing efforts. This increased
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competition enhances condom promotion activities and helps build a viable commercial
condom market.

4.1  Management structures for condom social marketing

Social-marketing projects can be managed and mmplemented by a variety of
organizations, including commercial distributors, family-planning associations, government
agencies and semi-autonomous or quasi-governmental agencies. Using existing
organizations, skilled in commercial marketing techniques, is the most cost-effective strategy.
Commercial distributors are ideal implementing agencies because distribution and sales are a
primary function of their activities. Other private-sector organizations, such as advertising
agencies and market research firms, and non-traditional commercial outlets, such as food
markets, bars and hotels, often collaborate in condom social-marketing efforts.

Like all commercial marketing efforts, social-marketing projects need to deal with all
aspects of marketing: product (in this case condoms), price, advertising and product
promotion, and distribution. The following seéction presents important considerations relating
to each of these aspects.

4.2  Product: finding condoms to sell

One of the first decisions in developing condom social-marketing projects is how to
obtain the condoms to be marketed. Traditional social-marketing projects have used
condoms donated from international organizations, such as WHO. More recently, however,
projects have used innovative alternatives to obtain condoms. The wide variety of options for
obtaining condoms makes social marketing a viable strategy for countries in all phases of
development:

. Donation. Governments and international donors often donate condoms to
launch a social-marketing project. This assistance is especially helpful in
countries where the economic situation or foreign-exchange restrictions make
it difficult to acquire products cormmercially, In these situations, it is likely
that donations will be necessary to supply affordable condoms to the target
market in the foreseeable future.

. Initial donation, switching to commercial purchase. Many condom social-
marketing projects have started with donated condoms from international
donors or governments, but have been designed. to switch to commercial
purchase after a fixed period, with distributors using revenues from initial
sales to finance subsequent purchases. This model is used when the initial
dernand for condoms is too low to make a commercial venture initially
attractive or feasible. In these projects, commercial distributors agree to
purchase future supplies of condoms after the market has been developed
using donated products.

. Commercial purchase. Some condom social marketing projects have
successfully identified private partners willing to purchase and import
condoms for a new project. In countries with a relatively well-developed
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commercial infrastructure private organizations are often able and willing to
purchase condoms for distribution and sale, under the project. The advantage
of beginning with commercially purchased condoms is that projects achieve
self-sufficiency from donor financing much sooner.

. Locally available. In some countries, a commercial market is already
established for contraceptives, but often the products are priced too high for
low-income target audiences. In these cases, projects have developed
agreements with manufacturers or distributors whereby they agree to reduce
the price of a social-marketing product in return for assistance with building
the market. The goal is to make the price of the product affordable to the
target market, and, if necessary, to increase distribution, advertising and
promotion of those products already on the market.

4.3  Product: selecting types of condoms

In most countries, consumers have a limited range of condoms to choose from. In
most cases, in the interests of economy of scale, a condom which is considered to be of the
appropriate size and type is imported in large quantities. In cases wherc it is possible to
purchase different types of condoms, promotion becomes easier if planners discover what
type of condoms are preferred by different groups of consumers or market segments. Men,
women, men who have sex with men, youth, traditional users, new users and other groups all
have different style preferences and tastes in condoms.

Condoms come in a wide variety of colours, types and sizes that can be matched to
consurner preferences. Some people like red ones, others white; some like them lubricated,
others don't; some like to buy packs of three, others packs of 12. There is a need for smaller
condorms for sexually active young adolescents.

Not every country, however, has the luxury of a variety of condoms to promote. This
is not a major handicap, because the latex condom is essentially the same the world over. The
only advantage of a variety of styles is the potential for creative approaches to promotion.
Some manufacturers market identical condoms under different brands, in different packaging,
with different appeals to different target audiences. Product variations and promotion links
should be considered when developing campaigns for specific condoms:

L. Colour is a particularly sensitive issue. Some users reject coloured condoms
because they consider the condom a serious medical device and colours frivolous. In
other cultures there are colour preferences: black condoms are preferred in Japan and
Zaire, red ones in Kenya. One American company based a marketing campaign
around coloured condoms with names like "magnificent magenta”, "intriguing black”
and "sunshine yellow." Another manufacturer built an entire marketing campaign

around a golden-coloured condom.

2. Thickness in condoms ¢an vary from 0.03 to 0.09 mm. When the Japanese
developed technology to combine strength and thinness in a condom and promoted its
increased unser sensitivity, sales rose significantly. ~The nltra-thin condom is an
excellent promotion point for consumers concerned about diminished sexual pleasure.
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For those particularly worried about sexually transmitted diseases, AIDS and
unwanted pregnancy, a thicker condom can be promoted as "extra-strong and worry-
free”.

3. Size, shape and texture: Condoms come in 49 and 52 mm sizes. It is
important that a condom be long enough to cover the entire penis to the base. Some
condoms have reservoir tips; others have mushroom-shaped tops which increase
sensitivity by permitting the penis to move around inside the condom. Some condoms
are smooth; others are covered with a variety of bumps, rings and ridges that are often
promoted as pleasure-enhancers for women.,

4. Lubrication comes in different consistencies, smells and even tastes such as
strawberry, licorice and tutti-frutti, Spermicides can also be added. These are all
potential attributes to be promoted to different groups of consumers. Flavoured
condoms arc popular with men who have sex with men; lubricated condoms are
preferred by sex workers. People worried about unwanted pregnancy may prefer
condoms with spermicides, which provide extra protection in case of breakage. The
spermicide nonoxynol-9 appears to destroy HIV in vitro but its efficacy in vivo 1s
unproven as yet.

4.4 Price: making condoms affordable

Social marketing projects are targeted to low-income consumers who can afford to
pay a low price to purchasc their condoms. Thosc with higher incomes are also attracted to
low- priced condoms though they may choose to buy more expensive ones, thinking that the
quality will be better. In setting prices, social marketing balances the needs of the target
audicnce with the need to provide appropriate incentives to commercial partners. The prices
of other commonly purchased consumer goods, such as cigarettes, soda or other household
products, is often used as a guide in setting prices for condoms. Pricing studies can help to
determine an acceptable price.

Pricing for condoms is an especially critical issue because if the price is set too high,
the number of potential consumers is limited. In commercial marketing selling fewer
products for a higher price and profit is not a problem, However, in social marketing the goal
is to prevent HIV and STD transtission and get as many people as possible to purchase
condoms. Another problem with price setting is that low prices are often associated with
poor quality. In the Philippines, for example a market survey found that condoms priced at 3
for 10 cents and 3 for 25 cents sold equally well. In Indonesia, a study showed that a higher
price attracted a wider consumer market, generated higher revenues and reflected what
consumers believed to be a higher-quality product.

The profit margin for those distributing and selling the condoms must also be taken
into considcration when setting the price. A low profit as a result of a low price maght
discourage distributors and sellers from dealing in this commodity. Setting prices too low
also reduces the chance of making the project self-financing.
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4.5 Product promotion

Product promotion and advertising refer to the activity of attracting users and retailers
to a specific product. In the social marketing of condoms the product is a particular brand or
brands of condoms. Some social marketing projects may also choose to promote condoms
generically without mentioning particular brands, conduct an education campaign on how to
use condoms or inform the general public about the reliability of condoms. However, the
primary function of social marketing is to increase sales of condom brands by using
commercial advertising and promotion techniques.

Some examples of product promotion and also a sample media plan are shown on the
following pages.

4.6 Distribution

A distribution system that ensures that the target audience has access to the product is
critical to the success of social marketing projects. Earlier social-marketing projects often
developed their own distribution systems for contraceptive products. This approach has
proven to be expensive and unnecessary, Today's social-marketing projects take advantage of
existing (usually commereial) distribution systems that deal in a wide variety of products. As
a result, the cost of distribution is reduced for any one product since it is divided among all
products handled by the system.

Commercial distribution systems reach a wide variety of retailers, as well as non-
traditional outlets. Condoms are sold through drug stores, pharmacies, doctors' offices, street
vendors, supermarkets, liquor stores, bars, hotels, taxis and a host of other innovative outlets.

Several projects have also utilized community-based networks. In a number of countries a
network of street sellers such as youths selling cigarettes outside cinemas and nightclubs is
mobilized to reach specific markets.

The identification of distribution points is based on the needs and practices of target
audiences. Once outlets have been defined, specific distribution objectives should be
gstablished. Distribution should then be monitored to determine its reach and effectiveness.
Like all objectives, distribution objectives should be modified as necessary throughout the
duration of the programine.
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Some examples of product promotion:

-I- Mass media advertising

Commercial advertising in the mass media, particularly on radio and television, has a direct impact on sales
of condoms if they are affordable and widely availuble. Radio and relevision advertising though expensive
is very cost-gffective in terms of reaching large numbers of people. The advantage of buying advertising
time Is that planners can control the images and messages as well as the timing of the advertisements.

Advertising can also be directed to particular groups of people or segments of the population. Targeted
advertising which is developed with images and styles appreciated by the particular groups usually has a
direct impact on increased condom sales among those in the group. It is also recommended that the same
advertising message be placed in different media. If sexually active young men are the target group, for
example, a spot ad featuring a sports hero might be broadeast during a popular youth-oriented programme
on the radio and television and placed in sports magazines read by the young men.

There is a direct relationship between advertising and sales and it is important to continually advertise.
Coca-Cola is a well-known product but it is obliged to continually run advertising campaigns because its
"tarket share” or sales would drop in favour of a competitor who did advertise. New advertisements have
to be designed frequently in order to maintain consumers' interest,

Mass media adveriisements have a useful marketing function in terms of quickly establishing the brand
name of the product but they can also be used to communicate vital information such as where to purchase
condoms and how to use them. A proper balance needs to be struck between being sufficiently explicit to
convey the message clearly and effectively and remaining publicly acceptable.

When developing condom mass media advertising campaigns it is best 1o either follow the patterns of local
advertising or use agencies which have already developed commercial advertising to promote condoms.
Most commercial advertising agencies have experience of developing advertising campaigns which appeal
to different population segments such as young people, young adult males and others. They should also
have experience with purchasing media time and the pretesting of advertisements before they are aired.

-2- Selecting brand names

The development of a product brand and appropriate image is important to social marketing. Rrand names
and product images are developed to target producty to specific audiences, and brand names make it easier
Jor consumers to remember campaign messages. The most important factor in selecting a brand name is
ensuring that it is acceptable to those who are expected to buy the condoms. Those who are embarrassed to
ask for a “condom” may feel more comfortable with a brand name. In much of West Africa, the brand name
"Prudence” has became a common term for condoms.

The brand name "Prudence” was developed in Zaire. The staff of the social marketing project there came
up with a list of 40 names, and weeded the list down 1o @ dozen which were then tested on a sample of
consumers. The consumers also chose a black panther as the "Prudence” symbol rather than a shield, and a
warrior, Similar testing was done in other countries to find out if "Pradence” and the panther were also
acceptable or another brand name and symbol would need to be developed. The advantage of using the
same brand name and logo in different countries is that the same advertising materials, graphics and
packaging materials can be used, which saves money. As a general rule, short, easy-to-remember names
are preferable, and all brand names should be tested among target audiences.

Commercial advertising and marketing firms usually have experience in developing product brand names,
logos and packaging and, most importantly, skills for pretesting them with samples from the target audience.
In countries where there are no firms with such skills, social scientists with experience in qualitative
research can do the job,
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Some condom brand names and projected images:

Reliability: Sure, Protektor, Protex, Extra-Strength, Safe Sex, Anti-Infect, Shields, Survive, Gay Safe,
Rib Safe, Top Safe.
Sensual: Natural, Stimula, Viva, Excita, Joy, Skin, Fetherlite, Skintight, Naturalube, Pro Eros, Free Form.

Exotic: Parisian, Tahiti, Visa, Ambassador.

Romantic: Moonbeam, Sweetheart, Blue Label, Active Moads, Darling, Rainbow, Love Link, Three
Flowers, Honeymoon, Faniasy.

Sexy: Arouse, Baby Doll, Sexy Girl, Non Stop, Play Boy, Virgin, Sex, Super Sexy, Sexplosiv.

Humour: Fun, Gay Gum, Hot Rubber, King Kondom, Jiff, Bed-time Sweels.

Prestige: Ramses, Sheik, Trojan, Majestic, Raja, Deluxe, Prime, Golden Tops, Gold Circle, VIP,
Elite, Sultan, Gents.

Masculine: Roughriders, Panther, Condor, Super Macho, Active, Black Jack, Lord's Love, 007, Big
Man.

Made-up names: Mantx, Mentor, Ortho, Forma, Nuda, Supratex, Galex, Androtex, Fourex, Doublex,
Durex, Kingtex, Figura, MiCro, Masculan, Pornox, R-3, Concep M, Cho-San, H-T
Special, Figura.

-3- Attractive packaging

Product packaging is used 1o protect condoms, but it also influences the consumer's perception of the
product. Both the individual wrapping and outer carton influence the product's image. High-quality
packaging inspires confidence in the product, while discoloured plastic wrappings can discourage potential
users. Packaging also should be tested among target users. Many consumers are attracted by packaging
with soft colours and images of nature and names like "Four Seasons” or "Prestige"; others prefer images
of scantly dressed women and brand names like "Desire” or "Pleasure”.

Cardboard cartons with the condom brand name and logo printed on it can serve to safely store the
condoms before they are sold but also can make an attractive display to be placed on a store or hotel
counter or wall. The quality of the paper used for the carton and the sophistication of the printing has an
influence on both the attractiveness of the product and the cost 1o the consumer. Printing the same brand
name and logo on the plastic or aluminum package containing the condom as on the cardboard carton
packaging enhances the attractiveness of the product but is not absolutely necessary. The condoms
purchased by WHO are wrapped in envelopes with no distinctive markings so that they can be put in
cardboard packaging with different brand names and logos which are appropriate for different countries
and even different population groups in different countries.

-4- Methods of product prometion

Product promotion establishes awareness of the product and brand and creates a positive environment for
the condom. Product promotions are also very effective in encouraging non-users to Iry condoms for the
first time. Product promotions provide a useful complement to mass-media communication:

Sampling means giving away products (in this case condoms) to encourage people to try them. Condoms
can be handed out in schools, factories, office buildings, bars, nightclubs, special activities like concerts and
sports events, cinemas, hotel rooms and saunas or offered by retailers. For example, in Holland 30 young
men and women harded out 24 000 condoms in humorous packaging owtside cinemas and discos in five
towns. Only 6% of those offered the condoms refused them, and researchers found that the give-away
stimulated discussions on condoms. In Indonesia, 16% of those surveyed said the first condom they tried
was a sample and 70% of those who received samples said they intended to buy some condoms. As a resull,
distribution of condom samples in Indonesia was increased. Sampling teams can distribute condoms,
information on AIDS, and user instructions at the same time.

Sponsored events provide an opportunity to display condom banners, advertising signs and to give away
items such as T-shirts, stickers, and key chains. For example, sports events are very effective for reaching
male audiences. In football tournaments, players can wear patches or T-shirts featuring the condom brand
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and logo. Other opportunitics to promote condoms include beauty pageants; poetry, slogan - or song-
writing contests; parades; theatre productions; nature hikes. "Rubber rallies” have been organized at
British discos to encourage condom use. Policemen in Bangkok, Thailand, were targeted with a "Cops and
Rubbers" campaign. In the United States a condom company promoted condoms to vacationing students in
Florida, calling them the "Trojan Army.”

Oreanize a national or local "condom week" or "condom day" and develop o variety of activities around
the oceasion including concerts, plays, contests, information booths, displays, and leciures. Ger publicity
through press releases and news conferences. Raise funds for the events by selling novelty items like T-
shirts or hats with the condom name and logo on them. Get civic leaders or school afficials to officially
praclaim the event.  Some fun activities might include: filling condoms with helium; playing "pin-the-
condom-on-the-person”; organizing contests 10; tass water-filled condoms, guess the number of condoms in
a jar, blow up a condom until it bursts, slow dance holding a blown up condom between a couple.

Condom-promotion teams attend events organized by other groups such as school field days, military
parades, national festivals, music concerts and office picnics. These condom-promotion teams give away
condoms and novelty items and answer questions about condoms. Booths can be set up at trade shows,
exhibitions, conferences, and outside public buildings, such as hospitals or night clubs. Condom-promotion
teams dressed as cartoon characters, animals or clowns, or wearing T-shirts with condom logos artract
considerable attention and contribute to creating a positive environment for the condom.

Pamphlets or other forms of printed materials can be useful in informing both consumers and those
distributing condoms about the product. For example, consumers can be given information along with
condom packages or at distribution points about the reliability of condoms or about different types
available. Retailers can alse be trained to promote condoms or given informational materials to help them
answer consumers' gquestions. Common guestions and answers may be printed on the back of counter
displays or on plastic cards that can be attached to walls or counter-tops for easy reference, at retail outlets
ter provide information to retailers.

-5- Paint-of-purchase promotion

Retailers or those who sell condoms such as pharmacists, cigarette vendors and bar owners are useful
promoters of condoms. Social-marketing projects specifically target retailers in order to increase the
availability and visibility of condoms at retail outlets. The level of commitment of retailers is important to
suarantee that products are available in commercial outlets. It is up to them whether or not condoms are
visibly displayed, advertisements put up or stocks quickly replenished. Without their cooperation sales will
suffer. Retatlers also play a key role in promotion because they are in contact with the potential consumer.

The level of benefit or profit for the seller is certainly a motivating factor for him or her.

There are a variely of promotion techniques that can be used to encourage condom sales:

Advertising _in_stores (called point-of-purchase advertising) provides retailers with materials to attract
potential customers to the product. Posters, stickers, painted signs, mobiles and advertisements, all
displaying the condom brand name, logo and colours, can be placed on walls, doors, counters and display
windows to show consumers that the products are available. In many parts of the world beer and cigareite
advertisers will offer to paint bars and small shops in their product colours and provide large sun umbrellas
also with the logo and colours. Point-of-purchase displays also get the attention of consumers who have
come to the shop for other products. Retail outlets should be monitored to ensure that the materials are
prominently displayed.

Sale prices or prometipns, such as offering two condoms for the price of one, altract customers and
retailers. Retailers like "sales” because they generate demand for the product. This approach is frequently
used in the early phases of social-marketing programmes to launch a new condom brand or boost sluggish
sales. Consumers also respond well 1o coupons in newspaper or magazine advertisements that are
redeemable for a discount on condom prices.
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Promotional itemns given to distributors, retailers and consumers attract attention lo a condom brand name,
logo and colours. Promotional itemns have included key chains, stickers, pens, condom T-shirts, calendars,
and address books. These items encourage sales, increase product and brand awareness and establish an
identification with the product. Policy-makers, community leaders, media professionals, and users like to
receive novelty items as gifts. The costs of producing such items can even be recovered if they are made
attractive enough for people to want to buy them.

Prominent positioning on sales racks and product displays make a difference in sales because they make
the product more visible. Consumers are more likely to buy condoms if they see them attractively displayed
or in prominent locations even if they didn't go into the retail outlet with the intention of buying condoms. A
study in the United States found that sales increased by 37% if the condoms were displayed openly beside
the cash register, the door or adjacent to commonly purchased items such as cigarettes. Condom sales in
Mexican pharmacies rearly doubled when they were moved from the regular shelves to racks beside the
cashiers. Retailers can be paid bonuses for putting condoms in good locations and creating displays.

Bonuses and discounts provide extra incentives for retailers to carry and actively promote condoms. Those
who make large orders can be given a reduction in price, special point-of-purchase advertisements or free
novelty items (T-shirts, badges, etc.). Retailers may be given special bonuses for achieving sales objectives,
or offered extended payment terms that allow them extra time to pay for stock in return for large orders or
sales.

Trade meetings are ideal for informing wholesalers, distributors and retailers about the importance of
condoms to AIDS prevention and enlisting their participation in social marketing efforts. Trade meetings
provide an opportunity to respond to points of resistance and prepare those involved in the distribution
chain for answering questions from the public. These meetings tend to generate enthusiasm for the
promotion, especially if there is entertainment mixed in with business, such as a dinner, play or musical
performance. Other ideas include offering prizes or staging award ceremonies for display-contest winners
or retatlers with the highest sales. Condom social marketers may also arrange to give presentations at the
annual meetings of key groups such as pharmacists or physicians.

Sample Media Plan:

The following sample media plan was developed for a three-year condom social markeling project for a
country with a population of 8 million,

. Television and radio broadeasts in the form of public service announcements! two television spots
and four radio spots will be produced each year by an independent commercial advertising
producer. Concessionary advertising rates will by sought from the national relevision and radio
Service.

. Public and media relations. Quarterly press conferences, production of documentaries, newspaper
articles, talk shows, lectures to influential graups, and preparation of gquestion and answer columns
in newspapers.

- Froduction of a video to be shown in bars, hotels and nightclubs by sales staff, The 20-minute video

will include instructions en condom use, information on reliability and obstacles identified through
consumer research.

- Production of posters, brochures, stickers, banners, T-shirts, hats, etc. produced largely to motivate
retailers to carry and sell condoms.

. Cartoons, comic books and photo books designed to enhance condom use and negotiation skills
will be prepared for target groups with lower literacy levels such as sex workers,
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* Sponsorship of special entertainment events, sports events, and puppet shows.
. Sponsorship of theatre, drama, puppet troupes and music groups.
. Provision of educational support materials for interpersonal communication networks: NGO

outreach, peer educators, religiaus groups, associations and clubs,
RUDGET

Condom social marketing yearly expenses:

Pramaotion USE 44 500
Purchase of condoms USE 129 700
(& million condoms at 22 cenis each)

Advertising US$ 29 800
Packaging for condoms ‘ USs% 56 900

{Counter-top boxes, containing smaller
packages holding 4 condoms featuring
brandname and logo)

Research US$ 100 600
(To design brandnames, logos, colours, slogans,
identify media channels, gain insights into
consumer habils, resistance points and obstacles
to use, assess potential for changing current behaviour
patterns and identifying ways to do 50)

Generic IEC condom promotion US3 75 400

IMPLEMENTATION PLAN
A. Condom social marketing

Establish policy

Create or affiliate with local NGQ

Hire and train staff

Conduct market research

Procure condoms and develop quality assurance procedures
Develop brand and packaging

Launch product and distribute

Train sales siaff

Monitor and evaluate

L T I

B. Advertising and promotion

Develop media use and advertising workplans
Conduct focus group discussions with target groups
Develop and pretest radio advertising campaign
Develop and pretest television spots and video
Produce and distribute point of purchase materials
Sponsor events

Qrganize discounts, promotion teams and free samples

NS A R o T
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C. Information, education and communication

Develop IEC workplans and strategy

Develop concepts for materials for target groups
Produce and distribute materials

Monitor and evaluate

B b

4.7  Market research as the basis of condom social marketing
Research is a crucial part of condom social marketing and in all phases of planning,

implementation and evaluation. In the context of condom social marketing it is referred to as
market research.

Example: Market research

Zaire: A market survey conducted for an AIDS-prevention programme found that:

. Only half the pharmacies in Kinshasa sold condoms

. There was no condom advertising and no brands were regularly stocked

* Condoms were priced beyond the means of low-income groups

* Condoms were sold past their date of expiry

o Users complained that broken condoms would remain inside women

. Only I to 2% of married couples used condoms for birth control

. Less than one-half of 50 men interviewed on the street knew about condoms

. Only 2% of the men said they would use them for birth control, while 20% said they would use

them for protection against AIDS

The government concluded from the survey that condoms were not playing a large enough role in AIDS
prevention, and the time was ripe for a programme promoting good-quality condoms at low prices.

Francophone Africa: The condom brand name "Prudence” with its black panther symbol and maroon and
black coloured packaging and promotional materials is now a familiar sight in mast of Francophone Africa.

The brand name was first developed in Zaire where consumers chose it over a dozen other names in focus
group discussions. The panther logo was preferred to a shield and a warrior. Before launching "Prudence”
outside Zaire, the brand name and logo were tested again. As there were no negative reactions the product
was launched with the same name and logo in order to save time and money.

Bangladesh: Researchers identified several major ebstacles to condom use among men: a fatalistic
attitude; lack of communication between partners; fear of detrimental effects of modern contraception. The
response was to develop a communication strategy which targeted rural men and promoted the safety of the
product, encouraged discussion between partners and siressed the benefits of protection.

Haiti: Market surveys revealed that among those who purchased condoms there were few young people. A
survey of young people was conducted and it found that they did not frequent the red light district, night
clubs and hotels where the condoms were being sold and they were embarrassed 1o ask for condoms in
pharmacies.  In response a new outlet was developed: condoms were sold in neighbourhood benting
parlours, A test market of 24 parlours was tried. When it was discovered, by asking retailers fo describe
their "typical” customer, that the new outlets did, indeed, increase the access to youths and others who were
not being served by the other outlets, another 136 parlours were added.
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Camergon: The condom social marketing project employs a full-time researcher who is responsible for
conducting quick, small consumer and market surveys. The project had success with establishing
"Prudence” as the condom of choice for commercial or casual sex to prevent AIDS but the research
revealed that it was refected for use in married relations or with regular girlfriends. As a result, a second
brand way developed called "Promesse”. The motto "I keep my promise” and soft images of a couple
standing under a palm tree watching a full moon together were developed through focus group discussions
with the targer population.

Malawi: A series of statements were read lo men and they were asked to what degree they agreed or
disagreed with them. The statements concerned: the reliability of condoms; the reduction of sexual
pleasure; the effectiveness for preventing STD and HIV transmission; use for extramarital relations; and
whether or not a person "like you" would use condoms. The study found that there were problems with the
image of condoms and confidence in the reliability of the product. A media campaign was developed which
had a "wise" older man promote the "Protekior" condom as a high-quality, reliable product.

Philippines: The condom "Sensation” was developed for HIV/AIDS prevention. The social marketing
project decided to use a brand name that already existed on the market. A study showed thar there was low
recall of the advertising campaign and that the brand name "Sensation” was not associated with AIDS
prevention, The conclusion was that the choice of media for the advertising was poor and the "reach" or the
number of potential consumers who saw or heard the ads was limited. The research also raised doubts
about the choice of brand name, packaging and content of the advertisements. Further research was to be
carried put 1o find out exactly what changes, if any, would be necessary.

Indonesia: While test marketing condoms in three cities, researchers found that 830% of those aware of the
condom learned about it from the radio. A decision was made lo change the media strategy to allpcare
mare resources to the purchase of radio advertising.

Peru: To gain insight into the selling of condoms on the black-market, researchers posed as customers lo
determine black-market prices and outlets for condoms.

Barbados: To gauge public reaction to a condom radio advertisement, a survey was carried out the day
afier it was aired to investigate people's response to the ad as well as to another ad for a cake mix. Since
the response to the condom ad was not any more negative than the response to the cake-mix ad, it was
Judged acceptable.

Thailand: In one afternoan, three University prafessors interviewed 20 pharmacy employees and developed
a profile of condom users including type of condoms preferred, times of purchase, common guestions about
use and attitudes on reliability.

4.8  Social marketing for family planning and AIDS prevention

Contraceptive social-marketing projects have been established in many parts of the
world and have succeeded in promoting the use of condoms in Asia, Africa and Latin
America. However, condoms represent only 10% of contraceptive products sold worldwide.
Promoting condoms for family planning has been handicapped by the association of the
product with extramarital sex and prostitation. Those promoting condoms for family
planning are often apprehensive about what influence promoting condoms for AIDS
prevention will have on their work.

The fear is that the condom will suffer "image confusion”. The confusion comes frgm
one group promoting the condom's value for family planning by targeting families with
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images of "happy fatherhood” and "responsible parenting”, while another group targets men
having nonmarital sex with virile images of panthers, jeans and cowboy boots and promises
of "extra protection” and "safe sex". A recent cross-country study conducted in Jamaica and
Mexico tested the impact of AIDS communication on the use of the condom for family
planning. The study indicated that awareness of the condom increased for use in family
planning and in prevention of AIDS, and that there were no negative repercussions on the use
of condoms or other products for family planning.

If social marketing is conducted properly, the groups can benefit from each other's
promotion, increasing the condom's visibility and creating a generic demand for condorms.
For this reason, efforts to promote use of the condom for family planning and AIDS
prevention should be coordinated, The condom's value can be increased if it is perceived as
providing protection from AIDS, STDs and unwanted pregnancy. In some countries condoms
are promoted by family planning and AIDS prevention programmes without specifically
mentioning family planning or HIV/AIDS/STDs. In these cases it is advantageous for each
programme to promote condoms to their specific constituency.

Soctal marketing checklist

. Assess whether a condom social marketing project would be appropriate or not

. Identify and engage collaborators

. Ensure that quality condoms which are appropriate to consumers are available

. Establish an affordable price to charge consumers

. Select a brand name, logo, slogan and attractive packaging

. Promote product through: mass media; promotions and events; point of purchase
incentives and advertising

. Conduct market research before, during and after the promotion.
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SECTION II

COMMUNICATORS
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Section II is designed for communicators or those implementing condom promotion
including: health educators and IEC (information, education and communication) specialists
in national AIDS programmes, ministries of health (and other ministries), NGOs and
community organizations; social marketing communicators, private sector communications
firms and others. The goal is to provide them with step-by-step instructions for planning and
executing communications for condom promotion which can be used in different contexts.
Section I builds on Section I and assumes that the various steps ountlined there have been
implemented.

Condom promotion is most effective when it is comprehensive and based on the needs
of specific target audiences. It is crucial to identify and understand the needs and concerns of
these groups before designing and implementing activities to modify their behaviour. This
guide discusses the planning, implementation, and evaluation of condom promotion, and
suggests ways to tailor condom promotion to individual groups.

1.  ASSESS THE SITUATION

1.1  Gather data to prioritize interventions

Those conducting condom promotion need to have basic epidemiological data on
HIV/AIDS/STD in the area where the programme will be implemented, and a thorough
understanding of the social environment, before developing plans. In particular, they will
need to know the following:

. where and among whom HIV/STDs are most common and spreading the fastest

. the risk enviromment or socio-behavioural patterns including patterns of high-risk
sexual activity

. policies, laws and regulations that may diminish the effectiveness of condom
promotion.

Priorities for intervention may change as certain groups adopt safer sex practices and
infection rates begin to rise in other groups. For example, in western countries homosexual
men have largely adopted safer sex practices and infection rates have levelled off. Prevention
efforts in many western countries are now concentrating on young homosexuals who have
had less exposure to prevention campaigns and do not feel that they are at risk. Reviewing
and discussing epidemiological data on HIV and STD rates with NAP staff can assist in the
selection of target populations for condom promotion. However, it is only one indication.
Equally important is the social context of the infection such as sexual practices and values.
Insights into where sex takes place and how it is negotiated, for example, allow some
prediction of where infection is likely to occur and increase.
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1.2 Select and understand target groups

Target audiences for condom-promotion efforts are people who share common
characteristics, beliefs and practices. They can be defined on the basis of demographic
indicators (age, sex, income, occupation, location, etc.), reference groups (race, language,
sexual orientation), organization (heaith care facilities, prisons, military), and risk behaviours
(injecting drug-users who share needles, persons with multiple sex partmers, etc.). The
biggest challenge to condom promotion planners is the selection of target audiences.
Communicators need first to prioritize the different groups, such as youth, the military, men
who have sex with men, sex workers, or injecting drug users, into primary and secondary
targets. Audiences at greatest risk of being infected and infecting others are primary targets
and should receive more attention and resources.

Example: Describing a specific target group

In arder to track the relative risk of professional and part-time commercial sex workers to HIV infection, the
following list af topics was prepared by the American NGO Family Health International in Tanzania. These
topics are developed into questionnaires. The results can be used to establish intervention priorities and
maonitor changes in risk behaviour following interventions.

Age. An imporiant demographic descriptor of population. Can be equated with HIV prevalence according
to age. Younger age, less likely to be married, mare likely to be sexually active. May be associated with

lavel of knowledge about HIV, prevention, condoms.

Education. More likely to be knowledgeable about risk factors for HIV transmission and prevention
alternatives.

Marital status, Important demographic descriptor and factor in terms of outside support.

How long been in town. Measures potential of being exposed to intervention,

How long active in prostitution. Measures potential exposure to high-risk activity.

Employmeny history. Identifies level of financial independence and vulnerability to support by "sugar
daddy" or through prostitution.

Where clients found. Indicates where negotiation with clients begins. Indicates where clients and sex
workers meer.

Types of client. Number of clients per duy or week are important indicators of level of activity, exposure 1o
STDs, condom needs and this information can provide useful insights for interventions with clients.

When last had sex with client. Provides insight into frequency of sex.

Condom use. Finding out if ever used ¢ condom, the last time a condom was used and if a condom was used
the last time had sex with a client, provides simple indicators af condom use.

Asked client 10 use condom. Indicates whether negotiation was attempted.

Increase in condom use in last six months. Shows changes in condom use.
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Condom use with husband/bovfriend. Indicates increase in acceptability of condoms (alse provides an
indication of their perception of their own risk).

Risk assessment. Perception of vulnerability to HIV infection a factor in motivating adoption of safer sex
practices.

FProtection used  Can help estimate the proportion of the targef group taking protective action and what
action being taken and identify reasons why protective action not taken.

Where learned about prevention Indicates sources of information and effectiveness in reaching target
audience.

(@)  Advantages of targeting groups

IEC campaigns aimed at the general public can help make condoms more acceptable.
By making sure that everyone in the general population knows what AIDS is, how it is
transmitted and how it can be avoided, the programme helps to create a positive environment
for targeted condom promotion messages. The Stop AIDS campaign, camied out in
Switzerland since 1985, has established a model for the development of a national campaign
that while addressing STD/AIDS prevention among the general public simultaneously focuses
on the most important message: use condoms.

Not everyone is at equal risk of HIV and STD infection. Some people, because of
their behaviours, are more vulnerable than others. Experience shows that if messages are
tailored to specific target audiences, there is a much greater chance of motivating them to use
condoms to protect themselves and their partners. Targeted condom promotion efforts —
whether they are cartoon books for sex workers, free samples of condoms for injecting drug-
users, or instructional videos for high-school students ~ work best if they are spcmfically
tailored to the behaviours and beliefs of particular groups.

(b)  Prioritize target groups for interventions

It is often necessary to set priorities for target groups for condom promotion,
especially when resources are limited. Priority might be given to the largest, most vulnerable
group of uninfected people such as young people, or to children before they develop risky
sexual behaviour. Those who have the greatest potential for infecting large numbers of
people, such as sex workers, their married clients who might infect their wives and future
children or those who might spread the virus to areas where it is not yet prevalent such as
soldiers, migrant workers or travelling business people, Imght also be considered prime target
groups.

It may be more cost-effective to target other groups who may be slightly less at risk
but more open to adopting condom use. Organizations or institutions might have a special
interest in promoting condoms to a particular constituency. For example, factory owners
might want to distribute and promote condoms to protect their cmployees The Red Cross
might target blood donors, police departments, their officers and women's cooperatives, their
members, with condom promotion efforts.
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In some countries where the level of infection is relatively high, and many different
groups have high prevalence, condom promotion efforts may usefully target the general
public. Social marketing projects also tend to target larger groups, primarily sexually active
men with multiple partners. In several countries condom marketing has been directed
towards women buyers.

(c) Gain insights into target groups

Research plays an important role in identifying and understanding target audiences.
Epidemiological data, STD rates, social and behavioural research and anecdotal evidence can
be used 10 identify target audiences for condom promotion. Research results can help to
define the scope of condom promotion activities and choose the most effective media for
communicating condom messages to target audiences.

Some countries will have detailed data, making it easy to identify groups vulnerable to
sexual transmission of HIV. Some countries will have little information on condom use or
sexual behaviour. In these countries, condom promotion efforts should include a budget for
research to be conducted during the planning phase. Assessing the habits and behaviours,
culture, and language of the target audience is crucial to designing appropriate messages and
materials that will be used to encourage condom use. Research should define a behaviour
adoption continvum which ranges from awareness and knowledge, through trial to continued
use,

Awareness and knowledge. If knowledge and awareness of HIV/AIDS/STD and the
role of condoms for prevention is low among target audiences, planners must design
interventions to increase that knowledge. Therefore, it will be important to determine the
following: Is the audience aware of HIV/AIDS/STD? Do they understand how they are
spread? Do they know that condoms can prevent infection? It is also important to find out if
they are aware of existing condormn brands, know where they can be purchased and how much
they cost. If condoms have been advertised, finding out if the target audience is aware of it is
also useful. Misinformation about condoms such as the belief that they are not reliable for
preventing STD and HIV transmission or that they can get lost inside a woman should also be
identified.

Tral. Knowing user obstacles to trying the condom will help managers design
activities that motivate and increase trial use. Therefore, research should determine: Has the
target audicnce ever tried the condom? If knowledge and awareness is high, but use of the
condom is low, research should determine if trial is hampered by lack of motivation, limited
access or other obstacles such as not knowing how to use a condom, fear of insulting a
partner, being unable to afford them, or religious beliefs. It is important to measure the
impact of promotion efforts, the number of consumers who try a condom and the reasons
why. It can also be useful to investigate where condoms were purchased, how many were
purchased and the perceived image of the condom brand,

Continued use. Condom promotion should provide the necessary support to ensure
continued and consistent use. If the target audience has tried condoms, but does not use them
consistently, research can determine why. Do they understand, for example, that they must
use condoms every ttime? Other common obstacles to continued use are: lack of access to
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condoms at the time when they are needed; incorrect storage or use which causes condoms to
break and reduces confidence in the product; and negative reaction of partner. Reasons why
some members of the target audience decide to continue to use condoms can be used to
convince others who are reluctant.

(d) Obtain research data

To get the greatest impact from condom promotion it is essential to develop plans and
strategies that are guided by reliable and timely research. A combination of evalvating
existing research and organizing new research to answer specific questions on a small scale
has proven to be a good combination. Some options for obtaining research data:

Search for existing data. In many countries there 15 a multitude of good-quality
research data available which is often poorly distributed and exploited. Universities, different
government ministries, various ministry of health programmes, NGOs, bilateral projects,
international organizations and others often have research data available which provide
answers to many of the key research questions. The tendency is to identify information needs
and conduct research before examining existing data. As a result precious research resources
are wasted in duplicating efforts.

Focus groups can be used to identify behaviour and practices of target groups and
others such as opinion leaders. Focus groups are based on small-group interviews that are
conducted to obtain information on such matters as condom user habits and identify possible
resistance to condom promotion approaches. They can be a rich source of information about
the target audience's sexual habits and knowledge; attitudes and practices with respect to
condoms; lifestyles; media-use habits such as TV-watching, radio-listening and print-media
reading; and tastes in music and styles. Focus groups offer planners in-depth insights that
cannot be obtained from quantitative studies. However, planners should remember that
because these groups are small, the findings provide a framework for viewing the target group
rather than a generalizable set of facts.

Surveys (called quantitative surveys) question a larger sample of the target audience.
Surveys can provide information on common practices and beliefs that can be generalized.
Those working in condom promotion can try to ensure that questions related to condom use
are included in surveys being done by others. Relying entirely on large surveys which use
standard survey questions, often does not provide the depth of information obtained through
focus group discussions and other qualitative data-gathering methods.

Market surveys can provide useful information on the price, distribution and type of
condoms being sold and preferences in condom size, colours, types, lubricants and packaging.
Market surveys are particularly helpful for projects considering commercial outlets for
distribution. See the box "Example: Market research" (page 24) for examples of studies
conducted to provide information for condom promotion efforts.

Anecdotal evidence gathered from informal investigation is often disregarded by
social scientists, but can provide useful imsights. For example, there may be no
epidemiological data indicating which groups should be targeted for condom promotion in a
country with a high incidence and prevalence of HIV infection. Anecdotal evidence,
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however, especially from key informants, may suggest patterns of sexual behaviour which are
associated with a high rate of HIV infection.

Example: Basic questionnaire for condom research

These questions were prepared as part of WHO's "Rapid assessment protocel fer planning condom
services™, a guide for conducting quick research on which to base condom distribution and promotion:

L

b These are some suggestions we have for places where condoms might be avatilable in this

Have you ever heard about AIDS? (If yes:)

a) Where?

&) How is HIV/AIDS transmitted?

¢} Can you tell if a person is capable of spreading HIV/AIDS? (If yes:) How?

d) Do you think there is a way of preventing HIV/AIDS? (If yes:) What do you think a person

could do to protect him/herself from getting HIVIAIDS?

Da you know what @ condom is? (If yes:!)

a) Would you be willing to use a condom if your partner asked you to? (If no:) Why not?

b) Have you ever used a condom? (If yes:) When you have sex, do you use a condom every
time, most of the time, some of the time, or hardly ever?

&) Have you ever bought a condom? (If yes:)
n Where?
n How much did you pay? Is that a lot?

d) Who normally buys the condoms you use?

£) Would you be willing to pay US$X for a condom? (If not, go lower by regular intervals

until the respondent says yes.)

area. (List most popular suggestions given in focus groups or from anecdotal evidence.)
If you wanted to get condoms, which of these places would you prefer to go? Why?

In & week, how many times do you think most men/women similar to yourself have sex?

I have some samples of various condoms and condom packages and I would like to find out what
you like best. (Show samples of lubricated and non-lubricated and different-coloured condoms and
package styles and formais. }

How is your reading? a} “I can't read.” b} "l can read a little." ¢) "I can read fairly well.” d) "1

read very well."

There was a recent publicity/information campaign. (Choose a common campaign that used a
variety of media such as Coca-Cola or Oral Rehydration Salts.) Have you heard about this
campaign? (If yes:) Where did you hear/see it first? Where else did you hear/see it?

What is the best way to let people like you know about condoms?

Which of the following methods do you think would be mos! effective for encouraging their use:
television, radio, newspapers, posters, billboards?
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Assess the situation checklist

Collect and analyse data on environment for condom promotion
Select target groups

Gain insights into target groups (sex and media habits, condom use)
Identify obstacles and resistance to condom use and promotion |
Gain policy support.

DEVELQOP A PLAN

Develop a strategic plan

Sustained and widespread use of condoms is the key objective of any condom
promotion strategy. Achieving this objective is often a long and slow process which requires
special care and attention. Information alone usually does not result in a change in condom
use. Simply informing the general public that condoms prevent HIV and STD infection has
enjoyed little success. Strategically planned condom promotion which is well-targeted and
based on sound research has a better chance of creating an environment supportive of condom
use. The adoption of safe sex practices is often the result of a combination of influences
motivating change rather than a single intervention. The client of commercial sex workers
might decide to use condoms after being given a free condom by the owner of a hotel, being
urged to do so-by the sex worker, following a discussion about HIV and STD prevention at

work with colleagues or after reading a pamphlet distributed by his employer. No single
intervention convinced the man to use condoms but a combination of influences led him to
iry a condom for the first time.

2.2 Set behavioural objectives

As we have seen in the section for programme managers and policy-makers, it is
important that there is a condom component in all programme and project plans. In some
situations it is the responsibility of those conducting the condom promotion to assist
programme managers and policy-makers develop plans, including implementation strategies
and budgets. In other situations, the condom component is already established when those
actually conducting the condom promotion become involved. In either case, it is important
for those conducting the condom promotion to develop specific action plans based on the
overall plans.

Action plans should include specific behavioural objectives that identify the desired
outcome of condom-promotion activities, on an annual basis, Objectives must also be stated
in quantifiable terms — i.e., they must be measurable and provide a standard for monitoring
and evaluating progress.
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For example, if the target audience is Sex workers, and research reveals that they have little knowledge of
condoms, have never tried them, and have little access to condoms, implementation strategies may involve
1EC, product promotion and distribution activities. These objectives could be stated as follows:

IEC objective: To increase the level of knowledge from 35% to 80% that condom use can prevent
HIV/STD infection, through distribution of informational brochures designed for low-literate
groups.

Product promotion objective: To increase the number of those who use condoms from 15% to
40%, by distributing 3000 free condom samples at peer counselling sessions and outreach meetings
and through condom promotion reams.

Distribution objective: To increase the availability and accessibility of condoms, by installing
condom vending machines at 300 hotels and bars in urban districts frequented by sex workers.

23 Coordinate with distribution

Promoting condoms which are not available, not reliable or too expensive for the
target audience is counterproductive. It is important to coordinate condom promoton with
distribution. This coordination is made easier when promotion and distribution are managed
by the same organizations, as is the case in condom social marketing projects. If plans call
for training commercial sex workers in proper condom use and the distribution of free
condoms, it is the responsibility of those conducting the training to ensure that the free
condoms are available in sufficient numbers when the training starts. If condoms are being
promoted to rural populations, it is essential that condoms are made available at the same
time as the promotion starts.

24  Gain policy support

Programme managers and policy-makers have the responsibility of ensuring that there
is support for condom promotion among the highest political leaders and opinion leaders.
This includes reforming laws and regulations which are restrictive to open condom
promotion. It is the responsibility of those conducting the condom promotion to ensure that
condom promotion is given the priority it deserves by programme managers and policy-
makers and work with them in identifying obstacles that can be overcome at the policy level.

Since programme managers and policy-makers are not likely to be experts in condom
promotion, it is up to those conducting condom promotion to make a strong case to their
supervisors to convince them of the value of condom promotion as an HIV and STD
prevention strategy and its cost-effectiveness. This is important when programme managers
and policy-makers are establishing priorities and allocating resources.

Sharing research results, such as pretests, with programme managers and policy-
makers also contributes to improved decision-making by upper management levels. If the
plans made by communicators are based on assumptions and not research, it is more difficuit
for the communicators to defend their strategies, especially if the managers and policy-makers
are making different assumptions.
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25 Organize collaborators

The responsibility for condom promotion in many countries is given to those who
conduct JEC (information, education, communication) activities for HIV/AIDS prevention.
The tendency is for these professionals who are usually with the ministry of health to be
overworked and unable to give condom promotion the attention it needs. Those conducting
TEC can increase the impact of condom promotion by engaging and managing collaborators.
One of the first steps is making a list of potential collaborators. The key to selecting
coHaborators is to identify those who have experience with or special skills in conducting IEC
and condom promotion for specific target groups. For example, the ministry of youth and
sports might be a good collaborator for reaching out-of-school youth with condom promotion
through its team sports programme.

A truck drivers' union or large employer of drivers might be a useful collaborator for
reaching drivers. An example of collaborators with special skills might be an NGO or
ministry of rural development which has community development agents in the field or a
private sector advertising agency with a capacity for social research and materials
development. Collaborators can be found in government ministries, NGOs, clubs and
associations, workplace, unions and many other places.

Once the collaborators have been identified, the next step is to develop a common
strategy and collaborative agreement. The agreement should clearly define the
responsibilities of the various parties as well as the objectives, a budget and a timetable. The
strategy should reflect the institutional strengths and capacity of the collaborator. It is also
important that the strategy meets the requirements of the IEC planners in terms of increasing
condom use among specific target groups. The collaborators often need help in developing a
strategy, especially if they are not used to working in social development, for example, an
employers' group or an institution like the army.

Develop a plan checklist

Develop a strategic plan with behavioural objectives
Ensure that promotion is coordinated with distribution
(Gain policy support

Organize collaborators.

DEVELOP MESSAGES AND MATERIALS

3.1 Formulate basic messages

Basic messages should be developed which target specific needs of particular target
groups. They might be aimed at increasing awareness of the benefits of condom uvse, creating
a positive atmosphere for condoms, or encouraging consistent condom use, Targeted
messages move potential users through the process of behaviour change, from knowledge and
awareness to trial and continued use. Messages are ineffective if they are too general or
provide information that the audience already knows. The easiest way to ensure that
messages are appropriate 1s to test them among target audiences.
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One of the underlying objectives for all promotion activities is to create a positive
environment for condom promotion. The condom, however, is not an easy product to
promote. Studies suggest that people who have never seen or used condoms often have
negative attitudes towards them. For example, condoms are frequently associated with
prostitution and extramarital sex; and people consider that they reduce sexual sensations,
disrupt the natural flow of sex, and break easily.

Condom promotion should enhance the image of condoms and motivate use.
Negative images and resistance can be changed by promoting sexual health as an important
part of life which needs care and attention, and by presenting condom use as a natural aspect
of sexual behaviour and part of a warm and sensual experience. These messages can be
effectively presented through either mass media or traditional media, such as folk singers and
acting troupes. There are several approaches to building a positive image for condoms:

Target resistance points identified by research and then provide information that
addresses these concerns. If there are fears about condom breakage, emphasize quality
control standards, If condoms are associated with prostitution, use images of typical couples.
{See "Resistance points to condom use and possible responses” on the next page for more
examples of how to counter these obstacles.)

Dispel myths based on folk lore or superstition. Many barriers to condom use are
based on myths or rumours. Concerns such as condoms getting lost in women, causing
penises to fall off or causing sterility have to be addressed. Respected authorities such as
doctors (both traditional and modern) can be used to counter myths with facts.

Emphasize condom reliability by publicizing quality assurance standards. Quality
assurance is especially important in communities that have had problems with condom
breakage. In one central African country, user confidence in condoms was very low because
of a high breakage rate. Sex workers said they were forced to use two or three poor-quality
condoms at once to prevent breakage. If product quality and reliability has been an issue, the
AIDS programme must develop quality control procedures. The reliability of condoms can
then be demonstrated in promotion materials by showing condoms undergoing burst tests and
other quality control procedures.

Create a positive gnvironment by using humour. Many people are shy about
discussing or purchasing condoms. Programme activities that get people to relax and laugh
about condoms can be very persuasive.

Emphasize benefits of condom use. The following are some of the possible reasons
why people might want to use condoms:

. Using condoms reduces worry and anxiety about contracting both AIDS and
STDs and unwanted pregnancy
. Condoms protect the user's family or future family
. A man/woman who uses condoms is in control of his/her destiny
. Condoms can easily be obtained without a prescription or a visit to a doctor
. Condoms increase the duration of the sexual act by delaying ejaculation
. Condoms can be sexy or fun to put on by two people together
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. Using condoms is an expression of love and caring for partners

» Condoms have fewer side effects than other forms of birth control

. Condoms are convenient protection for infrequent sexual activity

. Condoms reduce the chances of becoming infertile or developing cervical
cancer

. Condoms make sex more relaxed and intense, as women are less worried

. Condoms make sex less messy (no wet bed sheets or underwear).

Resistance points to condom use and possible responses

Can't afford. Condoms are often available free of charge in clinics or hospitals or cost no more than other
items that are purchased regularly, such as toiletries or beer.

Too embarrassed to handle or obtain condoms. Distributors and retailers, such as pharmacies, are used to
selling condoms and don't think twice about it. Their only concern is that you get your condoms.

Forger Develop the habit of using a condom every time uniil it becomes second nature.

Implies I don't love or trust my pariner. Love means you are truly concerned about your pariner's health.
Help your pariner relax by offering a wide variely of condoms from which he or she can choose.

I kngw my parmner doesn't have the virus. You may be kidding yourself. Most seropositive people show no
signs of carrying the virus. They might not even know themselves. Anyone can have it and pass it on to
others.

People will think 1 have AIDS, Mast peaple who use condoms don't have HIV or AIDS, thanks to the fact
thai they use condoms.

Not easily accessible during lovemaking. Keep extra condoms beside the bed or put them in a wallet or
purse before going out. But don't keep them in a wallet longer than a few days.

Distracts from sex. Take out of wrapper and talk to your pariner about it before starting, incorpordte
putting it on into foreplay. ‘

Penig js too big. A condom can be streiched over your fist. If condoms break, it is wsually because of
improper handling or from poor storage, not from being the wrong size.

Reduces sensation. Use lubricants or thin condoms to help increase sensation. Also, condoms reduce

sensarion when first put on and during insertion, but once they warm to body temperaiure, most people can't
tell they have them on.

Yaging gets drv. Use a water-based lubricant or saliva. Never use an oil-based lubricant, such as
Petroleum jelly, butter, baby oil or sheep fat.

Condom slips off. Hold condom at base of penis.
Congdom stays inside. Hold onto condom at base of penis and withdraw gently.

Condom bregks, Check expiry date or look for signs of wear on condom packaging, like worn corners or
discoloration. Alse, don't keep condoms in wallets or warm places for long periods of time.

dssociated with prostitutes, Condoms are used by people in all walks of life and are one of the most simple,
least problematic forms of birth control and disease prevention.
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Forget when drinking. Drink less, which might enhance sexual enjoyment and reduce worry and guilt the
next day.

Women don't like them, Ask them. Tell them you want to use a condom out of respect for them.

Men don't like them, Men may never learn to love condoms but they can learn to tolerate them, especially if
the choice is betwgen sex with a condom and no sex at all,

3.2  Develop a media plan

Once target groups have been selected, research analysed and basic messages
developed, the next step is to develop a media plan. Each target group will require different
responses. Peer education might be considered the most appropriate means of convincing
commercial sex workers to negotiate condom use with their partners. Print materials and
audio cassettes might be the best way of reaching long-distance truck drivers and promoting
condom brands. Ideally, 2 mix of interpersonal and mass media communications which
reinforce and support each other is recommended.

Finding a balance between mass media and interpersonal communications is always a
challenge for planners. Interpersonal communications can be very effective in motivating
behaviour change. However, when compared to mass media, interpersonal communications
take longer to get started, are expensive and have limited reach because of staff requirements.

(o) Mass media campaigns

Mass media campaigns, if they are well constructed and targeted, have proven
effective 1n increasing knowledge and awareness and inspiring the adoption of safe sex
practices. Gaps in knowledge and awareness can be identified through research focused on
the target group. The mass media are also good for responding to widespread
misinformation, for example, that condoms spread HIV or are of poor quality. Mass media
advertising is particularly good for communicating messages because communicators can
control the content, the messages are clear and precise and can be repeated often and shown at
various times, and through media preferred by particular target groups. Traditional media are
good for reaching target groups which are not well served by the mass media, particularly
rural populations.

Target groups can be reached effectively using radio, television, billboards,
newspapers and magazines. Mass media communication provides a direct link to target
groups and provides a framework for public relations, interpersonal and health-promotion
activities. To develop a mass media strategy, planners must identify the media preferred by
the target audience and choose the best mix to reach them. Radio usually reaches people
living in rural areas. City residents may be better reached with television. Newspapers
generally reach a more clite target group. Media surveys, if they exist, can identify the
combination of radio stations and times that are most likely to reach each target audience.
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Many countries have media advisory committees or bureaux that decide on the
acceptability of mass-media spots. In countries where there is political or social resistance to
mass-media promotion of condoms, the programme may:

. Work with media advisory committees before producing materials in order to define
what is acceptable.

. Provide media advisory committees and political leaders with pretest results and
studies indicating public acceptability of condom promotion.

. Communicate political support for condom promotion to those who control the media.

Planners can avoid controversy by identifying potential resistance early and then
working with media representatives, government officials, community leaders and religious
groups to establish parameters for acceptability. One approach is to show scripts or story
boards (a series of drawings representing the sequences of a television spot) to media and
government officials to gauge the acceptability of the concepts. Post-advertising surveys
(surveys done after the spots appeared in the media) evaluate consumer reactions and may
effectively show policy-makers that the public is more supportive of condom promotion in
the media than they think.

Private sector advertising and market research firms can assist government agencies
that lack the expertise to develop mass media campaigns. Most commercial agencies know
how to use research to develop messages and to purchase appropriate media time or space.
Agencies not experienced with the bureaucratic constraints of the government sector may
need to be briefed, however, and sensitized to the issue of AIDS, sexuality and condoms.

In many countries the media provide free placement of public service messages or
reduced rates. Condom promoters should take maximum advantage of free or reduced-price
public service spots on radio or television whenever possible.

(b}  Interpersonal communication

Interpersonal communication can simultaneously increase knowledge and awareness
and promote trial (by distributing samples). It is extremely effective in encouraging and
supporting increased condom use. Sources of interpersonal communication include health
workers, community and development workers, outreach workers, teachers, trainers, group
leaders, union leaders, counsellors, peer educators and others. Those conducting condom
promotion may have difficulty themselves dealing with sexual questions and condoms and
they may need training and other support to help them work effectively.

Interpersonal communication motivates regular condom use through direct contact
with target andiences. Trained educators can provide information to individuals or small
groups, distribute supporting materials and condom samples, demonstrate their use, and
answer questions. Interpersonal communication works best when supported by wider
campaigns which create interest in condom promotion.
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Health care workers, counsellors, traditional birth attendants, health educators, union
officials and others who come in contact with target audiences can provide information on
condom use. This approach, however, is costly relative to the number of people reached.
Condem-promotion activities may be added to existing interpersonal channels, such as
factory training sessions, primary health-care education, or agriculture extension visits. I
group sessions are limited to existing interventions, however, those at greatest risk of
infection may be missed. The following are examples of effective interpersonal approaches
that can be utilized in condom promotion programimnes.

1. Community-based family planning programmes distribute and promote
contraceptives in rural areas and may easily incorporate condom promotion for AIDS and
STD prevention as well as family planning. Outreach workers are generally oriented to
promoting family-planning services to married women, however, and may not have much
experience with condom promotion or are unable to reach men. Training existing personnel
and recruiting male outreach workers can also increase the effectiveness of community-based
programme for AIDS prevention.

2. Health care professionals can also easily expand the AIDS prevention and condom
promotion network since they are often part of the ministry of health. These professionals
have the advantage of being able to cover large regions, including rural areas. Health care
professionals can integrate condom promotion for AIDS prevention into their normal public
health work and with training can develop interventions for reaching groups with high-risk
behaviour. Pharmacists and pharmacy personnel can also provide information on condoms
and refer those who need more support to other sources.

3. Peer outreach activities identify the natura} leaders among groups of pcople with
high-risk behaviour and train them to work with their peers. This method is particularly
useful for hard-to-reach targets such as sex workers, injecting drag-users and men who have
sex with men because these groups hesitate to become involved with government services.
These educators/leaders have credibility with their peers, can respond to their tastes, styles,
language and needs, can ensure that condom-promotion efforts are well-targeted and can
distribute condoms to their peers.

4. Community organizations including youth groups, sports associations,
neighbourhood associattons, and other locally organized group leaders can be instrumental in
bringing both condom awareness and condoms to their groups. The leaders can also motivate
others to become active in condom promotion, stimulating a ripple effect. Community
organizations are close to the community's needs and have a great deal of credibility among
their constituents.

5. Onpe-on-one counselling encourages people to start using condoms and keep on
using them. Since counselling is time-consuming and expensive, it should be reserved for
high-priority groups. For example, post-HIV test counselling for those testing positive is
critical for preventing transmission of HIV. Counselling overcomes barriers to condom use,
builds confidence in condoms, and teaches skills for negotiating condom use with partners.
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Comfort scale for interpersonal commaunication

For effective interpersonal communication, outreach workers, health-care professionals and others invelved
must be well-informed, at ease with discussing sexnal issues and condoms, and have doeess to condoms.
Training is the key to successful interpersonal interventions. The myths surrounding condom use make if
particularly important for counsellors to be equipped lo respond to fears and concerns about condoms. The
“Self-Assessment Comfort Scale” can help counsellors determine their comfor: levels for discussing AIDS
and condam use.

The following exercise is based on the premise that people being asked 1o promote the use of condoms will
have individual opinions about them and varying degrees of comfort in dealing with the subject, especially
in face-to-face communication or counselling settings. The exercise helps educators realize that teaching
people about condoms is extremely important, and to do so effectively requires acknowledging personal
attitudes and values about condoms and how these could affect condom promotion work. The exercise was
designed for counsellors bur can be adapted to other groups.

Step One; Take a few minutes to read the statements listed below. After edach one, think about how
comfortable or uncomfortable it makes you feel. Rate your level of comfort according to the scale provided
by circling the corresponding number with (1) being extremely comfortable and (5) being extremely
uncomfortable. Your responses will not be shared with anyone else unless you so choose.

Comfort Scale
1. Displaying a condom-promotion posier I 2 3 45
your office.
2, Giving people you meet brochures on safer sex I 2 3 4 3

including graphic pictures on cotdom use,

3. Reviewing the importance of condom use with 1 2 3 435
someone of the opposite sex seeking advice.

4. Demonstrating for a group the correct way to 1 2 3 4 5
put on a condom by using your fingers or
other object.

5 Being asked for your personal opinion about {23 4 3
condoms being given 1o teenagers.

0. Discussing the importance af condgms with 1 2 3 4 5
Jemily and friends.

7 Being asked if you personally use condoms. 2 3 4 5

8 Bzing told by a woman that her husband might I 23 45
harm her if she insisted on his using
condoms,

9. Hearing that someone refuses to ever use I 2 3 45

a condom because of religious beliefs.

10. Hearing that a person known to be HIV+ I 2 3 435
refuses o use a condom.

Step Two: Based on the last exercise, list the barriers that you may personally face in meeting with people
to discuss condam wse, Place a star (*) next ta the barrier(s) with which you most icentify at this time,
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Step Three: Congratulations!! You've achieved one of the most imporitant steps in learning how 1o reach
broper condam use - identifying those obstacles that may prevent you from deing so. Now lake a few
moments 1o think about how to start removing those barriers most personal to you,

(This exercise was adapted from a document developed by the USAID comtractor, the Academy for
Educational Development.) '

{c) Public and media relations

Public relations activities can effectively generate support among government and
political officials and the general public for condom promotion by raising awareness about
the importance of condoms for AIDS prevention. Early assessments of official and unofficial
policies of government and community groups often indicate when public relations activities
are necessary. Depending on the political and cultural environment, public relations activities
may be directed at government officials, community leaders, key decision-makers and/or
polential users.

The support of public and political authorities can provide a major boost to condom
promotion. Their endorsement legitimizes efforts and reduces the likelihood of a significant
negative reaction. The president or other high official may be encouraged to send a letter
endorsing condorn promotion for AIDS prevention to community leaders and the media, or to
announce his or her support in a national address. Other public relations activities include
organizing seminars and meetings, publishing articles, and distributing informational videos
or leaflets to stimulate debate.

Increased media coverage by journalists generates public awareness of AIDS and
condom issues and complements other IEC activities. Health officials frequently assume that
media professionals should be obliged to cover health issues. In reality, journalists and
broadcasters are subject to pressure for coverage from many sectors and special interest
groups. Therefore, it is important to make the effort to build solid working relationships with
the media.

Tips for ensuring positive media relations

(1) Develop a good working relationship with media professionals. Treat them with respect, take time to
meat with them, return their calls, and try to understand their needs such as meeting deadlines for getting
their wark prepared. Compliment them on work well done and constructively correct errors, rather than
criticize.

(2) Don't waste media professionals’ time. Their time is as valuable as yours and they have very busy
schedules. Don't bother them unless you have something interesting that they can lurtt inlo @ news item or
Sfeature,

{3) Find a good balance berween following up media coverage with further details and satwrating both the
media professionals and the public with too much information.
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{4) Monitor media coverage and cultivare working relationships with media professionals who show the
most interest in social issues, but don't have favourites and ignore the others.

(3) Provide ideas for news coverage, The launching of a new condom on the markel; stalistics on ncreases
in vondom sales; an  invitation to film or observe condoms being sold at new distribution outlets; truck
drivers willing to talk about their experience with condoms; and other ideas that can help muake good
stories.

(6} Make the media professional's job easier.  Provide press releases {(with photos If possible) full of
information, including possible contacts for further information. Provide radio stations with audio cassetres
containing programmes, interviews with officials or the public, or other background resource materials.
CHfer 1o co-produce radio and television programmes. Look for other ways in which you may be helpful,

(7) Involve celebrities. Sports figures, musicians, actors, national heroes and politicians can provide
instant credibility and attention to condom-promotion campaigns. Celebrities are news. A press conference
announeing a new condom brand will be better atiended, and coverage will be more extensive and more
prominent if the announcement s made by a popular foothall hero as well as an AIDS programme official,
In Tanzania, a popular singer who was diagnosed as being seropositive met with students, gave media
interviews and worked hard promoting AIDS prevention. In a number of countries, popular singers have
written songs acdvocating condom use. In Ethiopia, a popular actress participated in a condom-promolion
event held In a stadium during a major sporis event,

(d) Incorporate condom promotion into other IEC

Incorporating condom promotion into existing 1EC/health promotion materials on
family planning, STD control, and maternal and child health increases condom visibility. If
condoms are to assume a greater role in AIDS prevention, all IEC/health-promotion materials
and activities must be re-examined and possibly reworked to incorporate condom promotion.
For example, if a teachers’ manual on AIDS prevention has little or no mention of condoms,
staple an additional section in the manual and add the information in future editions. If
condoms have not been mentioned in workshops for health-care workers, work with
collaborators in the health-care system to add a session on condoms.

Strategies for reaching specific groups

Lach target group has different condom promotion needs, and reaching them will require different
jpramotion strategies and mixes of communication channels. Even when focusing on specific populations, it
is important to remember that all people are responsible for preventing AIDS. If the spread of the infection
is to Stop, community norms of sexual behaviour have 1o be evaluated and, where necessary, changed,

Group identitiey and memberships change all the time, People who have engaged in praciices in the past
that put them at risk may not realize that they could be infected. Condom-promotion campaigns must strive
W help people make rational decisions about how and when to take precautions to reduce the risk of
infection.

The following are some examples of strategy elements that have been developed for reaching specific
STCHERS
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Women

Women traditionally have been the primary recipients of promotion campaigns for decision-meking in the
choice of birth-control methods, Some birth control methods can obviously be used without the pariner's
knowledge. This is not, of course, the case for condoms. Many women have no power in sexual decision-
making hecause they depend whelely or partly on their partner (or partners) for their survival. In practice
this means that it is often impossible for them to negotiate condom use,

Many countries have had success in encowraging increased dialogue between sexual partners and using
interventions to build up women's  confidence in negotiating condom use.  Increasingly, condom
manufacturers are marketing their products to women buyers with pink packaging, flowers, soft images and
brand names like "Lady”, "Moods,” and "For Her". A campaign by an Australian company promoted extra-
strength condoms for protection againyt pregrancy, STDs and AIDS with the slogan, "I'll do a lot for love.

But I'm not ready to die for it". In Nigeria, @ condom promotion in a women's magazine encouraged women
ta use the condom “for cleanliness, hygiene and safery”. Some condom manufacturers in the United Stutes
appeal 1o women by offering discreet condom-carrying containers for purses and featuring campaign
slogans like "Smeart Sex for the '80s" and "Any woman who wants to have a baby should use them”, This
slogan suggests that steriliry caused by STDs can be prevented by condoms.

In one African country women were encouraged to put condoms in their husband's bags before they lefi on
trips. This served to encourage the man to protect kimself and his wife and to introduce the subject for
discussion. In fact, the mass media can contribute lo creating an environment conducive 1o open discussion
of condom use between women and men. Women's perspective on condoms must also be considered when
planning campaigns directed towards men, and visa versa, since they influence each other to some extent
Whé’ﬂ It Caomes o r_'ondom e,

Condom use instructions can also teke the women's perspective into consideration and make suggestions on
haw women can help put condoms on and integrate it into the normal process of love-making.

Youth

Young people are one of the most vilnerable populations for HIV/AIDS. In fact, half of those infected
worldwide are under 25 years of age. Condoms are an ideal form of protection for sexually active youth,
whe tend not ta have regular partners and who have high rates of STD and unwanted pregrancy.

Condom promotion efforts targeted to youth are handicapped by the feeling of invulnerability among voung
people. Youth often have difficulty imagining how their present actions will affect their health in IQ or 15
years. Their "it can't happen to me” attitude often means that condom promotion messages fall on deaf
ears. Condom promotion for youth is essential, however, since attitudes towards sexuality and condom use
are aften formed at an early age. A bad experience with a condom breaking could discourage a young
person fram ever trying a condom again,

Anather enaormous handicap is the highly controversial nature of condom promotion and sexual education
targeted to youth. Despite evidence of unprotected sexual activity among young people, parents, school
officials and religious leaders often deny the reality. They also have strong beligfs against promoting condoms
Sor fear of encouraging sexual activity. In fact, there are now definitive studies which show that increased
condom use does not lead to promiscuity. In one country condom use among sexually active 17-20-year-olds
increased fourfold but did not increase the percentage of 17-20-vear-olds who were sexually active,

Some youth programmes have been successful.  Denmark gave away condoms at youth hostels, train
stattons and youth festivals. Botswana provides [ree condoms to all secondary schools. In Sierra Leone, a
study found that g condom distribution programme for students did not increase the number of sexually
active youth, but did reduce unwanted pregnancies among those who were sexually active,

Family life programmes in schools around the world have added condom promotion efforts in response to
AIDS, Condoms are discussed in classrooms as part of health education classes. Condom machines have
been installed in some Canadian secondary schools,  An American condom manufacturer targeted a
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campaign towards youth whe visit ocean resorts each spring. The youth were called the "Trojan Army”,
after one of its populur brands. A condom promotion advertisement in the Caribbean designed to appeal ro
vouth featured young men ir jeans carrying a condom in their hip pockets. Many youth organizations now
include condom promotion in their activities.

The key to capiuring young people's attention is to create bright, lively and fun images and build on the
momentum of a popular style. Young people are particularly unresponsive 1o frightening and threatening
messages relating to serious health risks and death.

Sex workers

Sex workers (prostitutes) can be a difficult group to reach with condom-promotion activities because they
are usually working illegally, are wary of official activities, rarely associate with communily groups or
organizations and are often transitory (either expatriates, working irregularly or on their own). They are
handicapped by their clients' negative altitudes towards condoms and are gften in a poor negotiating
position for condom use, especially if they are financially vulnerable and the client is willing to pay a
premium not to use a condom. In some cases the condom costs the sex worker as mich as half the payment
for the sexual services,

Some success has been attained in increasing condom use by sex workers, particularly in countries where
peer outreach programmes have been established. In a number of countries older sex workers have been
trained as health educators and have managed to increase condom use substanticlly among their peers by
praviding information on HIV/AIDS and condoms in group-counselling sessions. In some countries sex
workers can augment their incomes by selling condoms to their colleagues for a modest profit.

Sex workers may have o be trained to use condoms correctly. A study in one Latin American country Jound
that most of the prostitutes made errors putting condoms on an artificial penis, such as unrolling them
befare purting them on. In a health clinic for sex workers in Benin, condom use was demonstrated using
bananas. Prostitutes in the Central African Republic asked health educators to produce a leaflet they could
give 1o their clients indicating how to use condoms lo redice the chance of breakage.

Building up the self-confidence of sex workers and encouraging them to take control of their lives increases
their motivation to use condoms. One way of doing this is by helping them improve their skills in
negotiating condom use with clients. Another possibility is by analysing their finances and showing them
how they can pay for condoms, refuse clients who won't use condoms and still make ends meet. It also helps
tor identify what motivates the women. Health educators working in the Philippines, for example, found that
sex workers in massage parlours were not motivated to use condoms to protect themselves from AIDS, but
were very concerned about protecting their children. Prostitutes in Thailand have been given a card in
several different languages lelling their international clients that they want to use condoms to protect them
both,

Injecting drug-users

Injecting drug-users are relatively hard to reach with condom-promotion efforts because they arc forced
underground by the illegality of their dependence and the marginal nature of the drug subcualture. Many
countries have no organizations or community outreach programmes serving injecting drug-users, which
severely limity entry points for condom promaotion.

Reaching the partrers of injecting drug-users is complicated by the fact that they also are not easy o
identify and contact, Some women injecting drug-users are also sex workers and have multiple partners. It
is not uncommon for women drug-users to exchange sex with drug dealers for drugs. Sexual relations are
common after taking drugs, especially cocaine, which can impair the drug-user'’s judgment about the
regular and proper use of condoms.

In communitics where there are outreach programmes (such as needle exchange, rehabilitation,
prescription of methadone, peer outreach), HIV testing, counselling and condom promotion can be
integrated. A number of countries give free condoms to injecting drug-users and include condom promotion
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with other prevention messages targeted lo them, such as kecping their infection equipment clean.

It is particularly important to avoid a moralizing lone with this targer group. Planners must develop
condom promotion messages and materials that are attractive and Interesting to intravenous drug-users and
non-fudgemental, At the same time, the community must #o! see them as condoning drug use and associated
lifestyles.  Community groups or NGOs which are nor as vulnerable to public opinion as an AIDS
programme might be able to meet the needs of this group.

Men who have sex with men

Men who have sex with men can also be a difficulr group to reach with condom messages, especially in
countries where homosexuality is illegal. Male sex workers who function privarely as heterosexucls, men
concealing the fact they have sex with men, and married bisexuals fearful of jeopardizing their family life
are all hard to reach. In countries where the homosexual community is well-organized and can be found in
certain bars, nightclubs, saunas and hotels, condom promotion has had a major impact. Motivation for
condom use is particularly strong in this target group, which has been hard hit by the disease.

Condom-promotion materials which have been developed by homosexuals for their peers have been
particularly successful. Those materials have gained credibility among men who have sex with men because
they use language and images which they can identify with, even though they would be considered offensive
to the general public. One Scandinavian country printed a poster featuring a photograph of a naked man
with a condom firmly in place and the line "for the well-dressed man”,

In Swirzerland, a special condom, the "Hot Rubber”, was developed and marketed to homosexuals. It
SJeatured a special lubricant for anal intercourse and packaging with images found in previous testing to
appeal to the target group, such as cowboy boots and a stylized phallus. The promotion campaign involved
giving away condoms in gay bars, selling condoms in locations frequented by gays, and distributing posters
depicting a muscular man towelling off after a shower. The campaign, created by gay media and marketing
professionals, portrayed the "Hot Rubber” condom as something that is fashionable and chic. In two years,
sales skyrocketed from zere to 75 000 per month,

Men who have sex with men have been studied to determine the most effective AIDS-prevention
interventions. Studies found that large numbers of them did change their behaviour and adopt the use of
condoms. They also revealed that condom use drops (or is not adopted by homosexuals coming of age)
whernt condom promotion is decreased. Condom promotion has to be continual 1o maintain high levels of
condom use,

People living with HIV

People living with HIV are an important target group for condom promotion. Many AIDS prevention
programmes offer free condoms to this group and have built condom promotion into post-HIV test
counselling,

People with the virus must live with an enormous burden and responsibility and need a grear deal of support
to develop the habit of using condoms regularly. A group of seropositive gay and bisexual men in onc
Caribbean country revealed in a focus-group discussion that they were not regular users of condoms,
though they intended to be. The men said several factors made it difficult to use condoms: a) the men looked
and felt the same as they did before learning they were HIV-positive; b) their partrers were reluctant 1o use
condoms; ¢) their partners found it hard to believe they had the virus because they were asymptomatic; and
d) the discipline for using condoms diminished as the evening advanced, alcohol was consumed and their
sexual desires heightened.

It is essential to include sessions on condoms for self-help groups and training counsellors, health
professionals, doctors and others to provide sustained encouragement, support and information. Post-test
counselling is a particularly important intervention for people with HIV, especially if other services for them
are limited,
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