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. Profe.\'sional schools-for example, medical, nursing, and pharmacy

. Professional associations-for example, of doctors, nurses, and pharmacists

The Public Sector Complements the
Commercial Sector

The actions and policies of different government ministries affect the activities and priorities

of the commercial sector in a variety of ways. The public sector can bring this influence to

bear in ways that serve public health goals. Although the potential role of many ministries is

outlined below, the ministry of health should be the primary focus for any effort to explore

and build public/private partnerships.

MINISTRY OF HEALTH

To implement national health programs in such areas as maternal and child health, preventive

medicine, or primary health care, the ministry of health (MOH) issues policies, develops

plans, and implements activities at the central and regional level that affect the commercial

sector. For example, a national policy that stipulates that every diarrhea patient who reports

to a government health center will receive two ORS sachets for home treatment creates

demand for commercial ORS products.and provides a ready distribution channel.

. Drug regulatory authorities within the MOH approve the production,

importation, and marketing of drugs on a national scale. The drug regulatory

body therefore wields considerable influence over companies. In many countries,

it has established an essential drug list, and the products on this list form the core

ofMOH drug procurement. It can expedite or delay the approval of a new drug

or withdraw an existing drug from the market (e.g., if it is shown to have serious

side effects). The agency also has the power to allow specific drugs to be sold

over-the-counter. As a result of this power, drug manufacturers and importers

seek to maintain good relationships with drug regulatory personnel.

. National health planners within the MOH playa key role in developing health

policy and in determining how health programs will be financed, and they work

closely with their ministry of finance and with international agencies to carry out

'"

these tasks. The policies and"programs instituted by these officials can have asignificant impact on the commercial sector. For example, cost-recovery and fee-~
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for-service programs may be instituted to alleviate the public sector burden for
financing health care. But such programs can also help create more favorable
conditions for the commercial sale of health products because the public
becomes more accustomed to paying for health services.

. Health education units within the MOH develop communications strategies to
target both the population at large and specific groups, such as health workers,
mothers of young children, and community volunteers. These units usually work
closely with parastatal or private broadcasting media to create TV and radio
programs that are aired as public service announcements (PSAs). PSAs can
promote the use of public health products in a generic manner, thereby
supporting parallel commercial promotion of the same products. Health
education units also have a wealth of experience working with community-level
organizations and reaching remote audiences. This experience can be of great
value to commercial firms that seek to expand their reach.

. MOH purchasing and supply departments select and procure drugs and medical
supplies for the public health system. Purchases from local and foreign suppliers
are usually made at the central or regional level, using open tenders (which are
often renewed on an annual basis). For companies, these tenders can be an
opportunity to increase sales volume and to thereby utilize idle production
capacity and reduce unit cost. The tender business is also a way to draw public
attention to a company's brand-name products, or, in the case of generic

products, to the company's name (and capacities).

. Public health delivery systems include a vast array of health facilities, from
teaching hospitals to rural health centers. These systems employ a large pool of
health personnel and are potential clients for health products companies.

MINISTRY OF EDUCATION

The formal education system plays a key role in influencing the health behavior of school
children, who in turn may influence the behavior of their parents, siblings, or other family
members. In addition, medical, nursing, pharmacy, and other professional schools that train
health care workers are often housed in universities and other institutions that are under the
ministry of education (although they are sometimes under the ministry of health).
Sophisticated pharmaceutical and food companies start to build relationships with future
health care professionals while they are students, conducting orientation visits, sponsoring
educational and extracurricular activities, providing internships, and even offering
scholarships and grants. The faculty members of medical, nursing, and pharmacy schools are
often carefully targeted by health product companies because they can exert tremendous
influence on current practitioners and future generations of health professionals.
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MINISTRY OF FINANCE

The ministry of finance sets and implements national policies on prices, taxes, and financial
incentives. It also controls access to hard currency--and food and drug imports are not always
considered a priority when hard currency is limited. The finance ministry can grant tax
exemptions for imports of raw materials for foods and drugs, and it can lower trade barriers
and tariffs for certain health-related products or equipment.

MINISTRY OF INDUSTRY AND COMMERCE

This ministry regulates local industries and sets policies for import/export activities. In some
cases, it directly manages parastatal industries from which the government procures, such as
food, salt, and drug manufacturers. When the commercial sector builds contacts and
mechanisms for coordination with this ministry, it can transform the public/private
relationship from a rivalry to a partnership, to the benefit of both sectors.

MINISTRY OF INFORMATION

This ministry controls the media, broadcasting system, and general flow of information. It
regulates programming and sets censorship standards for the public broadcasting system. This
ministry can provide free or subsidized air time for public or commercial messages that serve
public health goals. Commercial firms can exploit this potential marketing vehicle by
producing generic messages on issues related to their products and services to be aired as
public service messages--for example, t>romoting handwashing as part of a soap campaign.

The Dynamics of Commercial Marketing
and Distribution

Manufacturers of public health-recommended products distribute through a wide variety of
channels. They often promote their products directly to consumers through radio, television,
billboards, and other forms of advertising. They may forge direct links with health providers
and retailers. Understanding the variety of marketing and distribution channels used by
commercial suppliers can help identify potential public/private partnerships.
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MARKETING PHARMACEUTICALS THROUGH HEALTH PROFESSIONALS

Manufacturers of phannaceuticals market their nonprescription (over-the-counter, or OTC)

and prescription products differently. Nonprescription (over-the-counter) products are

marketed directly to consumers and are distributed to general retail outlets. Prescription

products are promoted through professional communication with health providers and are

distributed only to licensed drug outlets. Some health care providers dispense drugs directly

to their patients, but in most countries they give patients a prescription to be filled at a drug

outlet. Even so, the reality in many countries is that drug retailers dispense drugs to

consumers without a prescription.

The primary way phannaceutical companies reach the medical community is through

medical representatives, often called the detail force or sales force. These individuals are specially

trained salespeople whose job is to vigorously promote the company's products. They typically

visit the offices of200-300 physicians each month (or promotional cycle) and conduct one-on-one

meetings with physicians. They talk about current clinical studies related to their products and

try to persuade physicians of the relative advantages of their products. In general, they promote

only three or four products during each visit.

Major phannaceutical companies have developed sophisticated promotional programs
to make the most of each sales visit. They use appealing and well-produced materials to outline

the products' advantages and benefits. They give samples to spur physicians to try new products

or increase their use of existing products. Promotional items (e.g., prescription pads or desk

accessories) are sometimes left to remind physicians of particular products. Figure 4 shows

a prescription pad distributed by Searle/Pakistan.

Medical representatives also conduct similar interpersonal promotions with phannacists,

nurses, and hospital purchasing agents. Mecijcal representatives are a major source of infonnation

about advances in treatment and new products, especially for rural practitioners. They have

the potential to convince practitioners to change their prescribing habits. To complement the

activities of their medical representatives, companies often sponsor medical association conferences

or seminars, particularly on topics related to the company's products.

Conventional wisdom in the pharmaceuti-

cal industry is that, to be successful, non-

prescription products must first be highly

credible with medical professionals.




