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Step Seven: Negotiate a Partnership

The feasibility study may raise some concerns about the joint venture on the part of both the
public and private sector participants. The MOH will be concerned about the price to
consumers, particularly since consumers may already be buying the product at a much lower
(e.g., subsidized) price. The company (or companies) will be concerned that the price to
consumers may not be high enough to ensure a reasonable payback over time—that is, for the
activity to be sustainable.

This is when the task force—particularly the catalyst—can address both the public
health and business concerns in a neutral way. For example, the task force (or one of the
participating organizations) can undertake a price sensitivity survey, providing market research
on what price each segment of the target audiences can, or is willing to, pay for the product.
Or, an international donor agency can offer to co-fund advertising costs for the first two years,
to shorten the time before the company (or companies) begin to see some return on investment.

If this type of negotiation between the potential partners is successful, the result will be an
agreed-upon work plan, with an appropriate time frame, for the product launch. The work
plan should include an outline of the partnership objectives, the strategies to be used to
pursue the objectives, a calendar of activities, and monitoring and evaluation indicators. It
should list who is responsible for which activities and which organizations will contribute
the necessary resources. (The above elements are detailed in Step Eight.)

Once the work plan has been finalized, the partners should execute a formal contract
that outlines the provisions of the work plan. Members of the task force should organize a formal
signing ceremony to publicize the partnership. The minister of health and the company CEO(s)
should be the keynote speaker, and the media should be invited to attend.

Step Eight: Develop the Marketing Plan

As the substantive document for the partnership, the partners need to develop further the
outlined work plan into a full-fledged document, usually called the “marketing plan” or
“brand plan” in the commercial sector. This document needs to be developed jointly with the
commercial sector partners, who are now members of the task force. If the commercial sector
partners are familiar with the concept of a marketing plan, encourage them to take the lead
in its development. Otherwise, the marketing consultant will guide the commercial partners
through the process. The marketing plan %hould incorporate the following elements, some of
which have already been prepared in previous steps:






