The Philippine Social Marketing Program
OBJECTIVE
With USAID’s phasing down of its contraceptive donations, the TRUST Family Program has a very real and valuable role to play in the transition from a free contraceptive delivery system to a sustainable and commercial delivery model.  
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The program promotes contraceptive products, builds and expands the market and harnesses the active participation of the private commercial companies to ensure the future of family planning programs and HIV/AIDS prevention in the Philippines.
Efforts are concentrated on increasing the usage of oral contraceptive pills and injectable contraceptives and expanding the market for these maximizing the following opportunities:

1. Fill in the unmet need for family planning, specifically those who can afford unsubsidized products.

2. Generate new demand for contraceptives among potential users.

3. Capture potential drop-outs from the phase-out of the free contraceptive supply in the public sector.

BACKGROUND / HISTORY
The Philippines’ HIV/AIDS situation has been characterized as “low and slow.” Despite this however, the country faces the threat of an HIV/AIDS explosion with a large portion of sexual encounters remaining unprotected.  The government has urged the need to forestall an outbreak of HIV/AIDS and other sexually-transmitted infections (STIs) through highly targeted and effective marketing education efforts supporting abstinence while encouraging condom use.  This is especially necessary for the lower income groups in the “high risk” zones.

Since 1990, the Philippine Social Marketing Program has been promoting and selling condoms and oral contraceptive pill as part of the government’s family planning and HIV/AIDS prevention efforts.  The TRUST Family Program is in the forefront of these efforts. 

Under this program, USAID assists the marketing of new, affordable contraceptive pills and injectables nationally with the end objective of full sustainability.  The marketing program will result in the sales of 1.5 million vials of an injectable contraceptive, 5.25 million cycles of a low-priced oral contraceptive pill and 75% increase in condom sales from 2001 levels -- in areas classified as “high risk” zones for HIV/AIDS.

The project will end in September 2005.

ACHIEVEMENTS
The TRUST Family Program launched two new brands of contraceptives in 2003 targeted to users in the lower income levels.  LADY is an oral contraceptive pill under a full cost recovery scheme priced at PhP22 (US$.40).  DEPOTRUST is a 3-month injectable contraceptive selling for PhP90 (US$1.63) which includes a disposable syringe and needle.  
A total of 521,722 cycles of LADY were sold from April to December 2003 and 53,571 vials of DEPOTRUST from October to December 2003.
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