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ÅStrengthen institutional and human resource capacities  to 
design, deliver, and evaluate SBCC programs

ÅEncourage healthy behaviors through strategic and evidence-
based BCC programs

ÅUSAID and IHBP propose to increase the development impact 
of private sector resources through PPPs in health 
communications

ÅTarget for 1 : 1 leverage from public and private sectors

Purpose of IHBP



Wide Scope - Many Counterparts  

Program elements 

Family Planning

Maternal Health

Tuberculosis 

HIV/AIDS 

Child (Nutrition) 

Adolescent Health

Ministry of Health and Family 

Welfare

Å National Rural Health Mission
Í IEC Division

Í FP Division 

Í MH Division 

Í CH Division

Å Central TB Division

Å Adolescent Health Division 

Ministry of Women and Child 

Development

Department of  AIDS Control 

Government counterparts
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Private Sector

What we offer:
Å Communication Campaigns Templates
Å Capacity Building of FHWs
Å M&E Tools

Why attractive to private sector?
Å Well researched & quality content
Å Aligned to latest government policies
Å Handholding support to initiate interventions
Å Opportunity to partner with government & USAID
Propositions:
Å Foundations: Jump start your CSR program
Å Businesses: Direct-to-customer strategies
Å Social Marketers: Align messages to state policies

How public sector benefits?
Å Leverage private sector funds
Å Enhanced reach and impact
Å Innovative approaches
Å Sustainability
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The Justification for PPPs?

Ensuring 
Improvement 

in Heath 
System 

Performance

Improved 
Efficiency

Increased 
Sustainability

Increased 
Equity

A PPP in health is any formal collaboration between the public sector at any level 

(national and local governments, international donor agencies, bilateral government donors) 

and the nonpublic sector (commercial, nonprofit, and traditional healers) in order to jointly 

regulate, finance, or implement the delivery of health services, products, equipment, 

research, communications or education.



Algorthm for PPP in Health Communications

Commercial Investment

Are there gaps in health 
communications not being 
addressed by public -sector 

approaches ?

YES NO

Explore PPPs to bridge the gaps. 
Choose PPP models known to 
address common gaps

No need for PPPs. Continue to use 
single-sector approaches

Will the proposed PPP model 
improve efficiency, 

sustainability, or equity?

NO

YES
Consider different PPP  models that 
will improve efficiency, sustainability, 
or equity or make new investments in 
single-sector approaches

Broker PPPs with appropriate 
partners and formalize MOUs 
for implementation

Source: Primer on Designing PPPS in Health, Jeffrey Barnes, July 2011)



PPP Classifications based on                
Commercial -Social Mix 

Market-based PPP Balanced PPP Socially based PPP

Commercial Investment

Social Investment



Å /ÂÊÅÃÔÉÖÅȡ &ÏÒÇÅ Ȭ×ÉÎ-×ÉÎȭ ÒÅÌÁÔÉÏÎÓÈÉÐÓ ×ÉÔÈ ÐÈÁÒÍÁÃÅÕÔÉÃÁÌ ÃÏÍÐÁÎÉÅÓȟ 
social marketing organizations and corporate foundations to invite interest 
and resources  for health programming

Å Possible approaches identified:

- Market-based Partnerships by creating social impact

- Corporate Citizenship by creating shared value

- Cause-related Marketing by generating public engagement

- Technology for Development by leveraging innovations 

- Stakeholder Engagement by creating a movement

Working with the Private Sector



Potential Partners Identified 

ɆMarket-based Partnerships/ Business 
development

Pharma
Companies

ɆCorporate Citizenship Initiatives/ 
Philanthropy/Workplace  
interventions/ Volunteer Programs 

Corporate 
Foundations

ɆTo improve public health

ɆExpand, Enhance or Sustain health 
impact

Social Marketing 
Companies

Others: 
Å Institutions (improved positioning as responsible and social-centric organization)
Å Media (enhance relevance of their content; cause-marketing)
Å Celebrities (responsible & socially aligned citizen)



Four Strategic Routes Identified

1. Project identifies and pitches to organizations 
directly  

2. Work in association with CSR Advocates & 
Trade and Industry bodies

3. Organize workshops and conferences to 
engage and build initiatives

4. Hire services of a PR Agency  to leverage 
media, celebrities and institutions



Private Sector Partners


