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Making markets work for HIV prevention: The Total 
Market Approach for condom security in Vietnam  
 
 
TRANSITIONING TO SUSTAINABILITY  
 
Vietnam is at a crossroads in its response to HIV. Over the 
past decade, the Ministry of Health made significant 
progress preventing new HIV infections and scaling up harm 
reduction and treatment coverage. However, international 
donors currently resource nearly 80 percent of the national 
HIV program, and contributions are rapidly declining with 
the growth of the nation’s economy.1 This is dramatically 
reducing the size and geographic scope of HIV-prevention 
efforts. Within this context, Vietnam is faced with the 
challenge of sustaining access to lifesaving HIV-prevention 
commodities, including condoms.  
 
At the onset of the HIV response in Vietnam, donor-funded 
condoms and lubricant were made available for free or at 
subsidized cost to ensure access to key populations at risk of 
HIV. Key populations at risk of HIV in Vietnam include 
female sex workers (FSW), men who have sex with men 
(MSM), transgender women (TGW), people who inject 
drugs (PWID), and their sex partners. Although this was an 
important strategy to meet need, over time artificially low 
pricing hampered the development of a local commercial 
condom market. Local condom manufacturers and 
distributers were unable to compete with a market dominated 
by high-quality subsidized imports, even when an increasing 
number of consumers, including those affected by HIV, 
could afford and preferred commercial condoms. 
Meanwhile, cheap and low-quality imported condoms and 
lubricant flooded the unregulated commercial market. A 
2014 inspection revealed that 26 percent of commercial 
condoms sampled in two cities of Vietnam were of 
substandard quality.2 

 
Healthy Markets, a PATH-led initiative funded by the U.S. 
President’s Emergency Plan for AIDS Relief (PEPFAR) 
through the U.S. Agency for International Development 
(USAID), aims to facilitate a transition from primarily free 
and subsidized condoms to a viable commercial market, 
while ensuring sustained access for those most affected by 
HIV.  

A TOTAL MARKET APPROACH FOR HIV PREVENTION  
 

Healthy Markets: building a viable commercial condom market through the 
Total Market Approach. Photo: PATH.    

 
 
Healthy Markets employs the Total Market Approach 
(TMA) to segment populations based on need and ability to 
pay. This helps the government and stakeholders to prioritize 
public and donor resources for those who are unable to pay, 
while supporting the growth of a viable commercial market 
to meet the needs of HIV-affected populations that are able 
and prefer to pay. The goals of Healthy Markets for the 
TMA for condoms are outlined in Box 1.  
 
"The Total Market Approach has become an important 
strategy to coordinate and target limited HIV program 
resources. We are bringing together diverse 
stakeholders that share interest in HIV prevention and 
sustainability to increase access to quality, affordable 
condoms among affected populations.”  
Dr. Kimberly Green, Healthy Markets Chief of Party, PATH

Bringing sectors together to promote sustainable supply and demand for condoms 

 

http://sites.path.org/vietnam/usaid-healthy-markets/


 

 

 

 
 
KEY STRATEGIES AND STEPS 

Healthy Markets has applied seven core steps in developing 
the TMA for HIV condom security in Vietnam (see Box 2). 
These include three overarching areas: (1) generating data 
to understand policy barriers; measure the condom market 
value, volume, and projected growth; and assess consumer 
needs, preferences, and willingness to pay; (2) developing a 
sustainable condom supply-distribution-retail value chain 
that meets the needs of key populations while generating 
demand for condoms and new local brands; and (3) working 
at the national level to address policy barriers and assisting 
the Ministry of Health in using market data to shape annual 
planning and budgeting. Healthy Markets is able to draw on 
learning from PATH’s previous work on the TMA for 
family planning in Vietnam.3  

1. ANALYZING POLICY ENABLERS AND BARRIERS  
 
A comprehensive policy analysis carried out by Healthy 
Markets revealed there are few barriers for investment in the 
commercial condom market. However, there are no existing 
technical specifications guiding importation or production. 
This has resulted in significant quality and safety concerns 
for consumers.  

  

 
 
2. MEASURING CONDOM MARKET VOLUME, VALUE, 

AND GROWTH 
 
Ongoing market research carried out by Healthy Markets is 
monitoring and assessing the value, size, and future growth 
prospects of the Vietnam condom market. The market is 
currently dominated by the commercial sector. With the 
decline of free and subsidized condoms, commercial 
condom distribution rapidly grew from 51 percent of the 
market in 2010 to 82 percent in 2014 (Figure 1).  
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Figure 1. Condom distribution by sector 
(volume)
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Box 1. Healthy Markets: Applying TMA to 
promote condom security as part of the HIV 
response  
 
1. Facilitate the transition from free and 

partially subsidized mass distribution of 
condoms to a true TMA, where the 
commercial sector has a role based on 
population need and preferences.  

2. Identify commercially viable distribution 
strategies to reach key populations with 
affordable and preferred condom brands. 

3. Support coordinated and rational 
commodity planning by health authorities 
and donors, targeting subsidized condoms 
to those who need them most. 

4. Foster new and consistent condom use 
through innovative behavior-change and 
demand-generation strategies. 

 

Box 2. Key strategies and steps toward the TMA 
for condoms in Vietnam   
 
1. Analyze policy enablers and barriers related 

to condom market growth, regulation, and 
management. 

2. Measure condom market volume, value, 
and growth, and map existing distribution 
networks. 

3. Segment consumers by condom use, 
preferences, and willingness to pay. 

4. Partner with local commercial condom 
manufacturers and distributors to brand 
and deliver quality, affordable condoms to 
key populations. 

5. Boost and sustain demand for quality and 
affordable condoms. 

6. Advocate for an improved regulatory 
environment for condom quality assurance. 

7. Support national and key provincial HIV 
leaders to adopt the TMA to plan and 
prioritize use of finite resources for those 
most in need. 



 

 

The value of the total market in 2014 was estimated at 
US$23.8 million, 61 percent higher than in 2011. This is 
associated with the overall growth of the commercial 
segment of the condom market. Projected growth in volume 
from 2015 to 2019 is slow but steady.4 Healthy Markets is 
leveraging the market research findings to encourage 
private-sector investment in the market, while advocating 
the need for quality assurance. 
 
3.  SEGMENTING CONSUMER NEED 
 
In 2015, Healthy Markets conducted a rigorous consumer 
analysis to segment need and willingness to pay. The 
findings revealed that key populations (MSM, FSW, and 
PWID) are already procuring and using commercial 
condoms, and there is significant existing willingness to pay 
(Figures 2 and 3).4 More than 80 percent of respondents 
were willing to pay 2,000 Vietnam dong (equivalent to eight 
cents) for a condom, and more than 60 percent would pay 
twice that amount for a commercial condom. These are 
price points that represent the majority of condom pricing in 
retail outlets. 
 

 
 

 
 
 

Quality was the considered the most valued product feature, 
and perceptions of quality were associated closely with cost.  
 
Overall, the findings suggest that commercial condoms play 
an important role in condom use among key populations.  
 
4. PARTNERING WITH LOCAL COMMERCIAL CONDOM 

MANUFACTURERS AND DISTRIBUTORS 
 
Healthy Markets mapped the existing commercial market 
and distribution networks, and mobilized strategic private-
sector partners to invest in production and distribution, with 
a focus on key-population consumers at risk of HIV. Two 
local World Health Organization (WHO)-prequalified 
condom manufacturers—previously only exporting 
condoms—recently developed five new condom brands for 
the domestic market, with representatives of key 
populations and the general population advising product 
design and marketing. Two of the brands have been 
launched, leveraging a network of more than 92 large 
commercial sub-distributors to rapidly expand distribution 
of the new brands with a key focus on reaching key 
population consumers. Since 2015, more than 15 million 
condoms have been sold through these channels.  
 
“When products and services are targeted more 
carefully, the overall market will grow. The commercial 
sector is ready to step in and invest in the promotion 
and distribution of HIV goods and services to meet the 
needs of a large portion of the population.”  
Chris Brady, Market Dynamics Specialist at PATH 
 
5. BOOSTING AND SUSTAINING DEMAND  
 
Healthy Markets implements an aspirational and 
motivational behavior-change and demand-creation strategy 
to increase condom use among key populations, while 
assisting condom manufacturers and distributors to secure 
demand from the wider population that uses condoms. The 
campaigns are tailored for different key-population 
audiences, emphasizing the importance of condom use 
within a wider discussion of how to live a happy and 
healthy life. 

Traditional and new media approaches are leveraged to 
reach key populations across the country, and in provinces 
most affected by HIV. Several “shared values” partnerships 
have been forged with private-sector media and 
communications companies to roll out the campaigns, 
including a collaboration with MTV Vietnam to jointly 
produce a television series, “MTV I Live,” for MSM and 
TGW audiences. Key-population community 
representatives and organizations steer the rollout of the 
campaigns to ensure sustainability.  
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Figure 2. Willingness to pay for condoms by 
price point among key populations
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Figure 3. Condom types procured by key 
populations in the last three months 
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6. ADVOCATING FOR AN IMPROVED REGULATORY 
ENVIRONMENT  

 
Healthy Markets facilitates a Market Growth Advisory 
Board, a forum for public and private stakeholders to come 
together and explore market challenges, analyze the growth 
and gaps in the market, and guide the TMA roadmap. The 
board is co-chaired by the Ministry of Health, 
Vietnam Administration of HIV/AIDS Control, and the 
Vietnam Chamber of Commerce and Industry. Healthy 
Markets has worked closely with anti-counterfeiting and 
regulatory bodies to build awareness around the condom 
quality issue, and to introduce regulations mandating 
standard specifications and requirements for market entry. 
Healthy Markets is also piloting a condom quality seal, to 
help consumers identify locally manufactured WHO pre-
qualified condoms, with the aim that it will be adopted and 
enforced by the Ministry of Health.   
 
7. LEVERAGING TMA FOR MINISTRY OF HEALTH 

PLANNING AND BUDGETING  
 
Healthy Markets provides ongoing technical support to 
national-level and key provincial governments to utilize 
findings of the market research to use its finite local 
resources. This includes applying TMA analysis to the 
national annual HIV implementation plan and budget, and 
supporting local authorities as they implement national 
strategies across key HIV-burdened provinces. The result is 
that limited public-sector resources are targeted to those that 
need them most.  
 
“TMA is a new and innovative response to HIV/AIDS in 
Vietnam. The approach is a valuable planning and 
budgeting tool to segment populations and better 
target finite resources. As external donor funding 
declines we are committed to collaborating with new 
partners to increase access to HIV prevention 
commodities, growing the market in a responsible and 
sustainable way.”  

Dr. Vu Van Chieu, Vice Chief of the General Planning Department, Vietnam 
Authority of HIV/AIDS Control 
 
 

TOWARD FUTURE GROWTH  
 
Vietnam’s commercial condom market is rapidly expanding 
to fill a market gap previously dominated by free and 
subsidized products. As a result of initial efforts, partners 
across the public and commercial sectors are engaged in 
respective roles toward catalyzing responsible market 
growth, with a focus on several key challenges:  
• Ensuring distribution channels reach key populations at 

risk of HIV. 
• Maintaining and increasing demand for products so that 

willingness to pay—particularly among at-risk 
populations—translates to the purchase and regular use 
of condoms. 

• Introducing product registration, quality assurance, and 
enforcement.  

As a result of this coordinated approach, the aim is that the 
commercial market will be able to supply quality, affordable 
condoms to those who are willing to pay, while domestic 
resources will supply subsidized condoms and lubricant to 
those who need them most.  
 
Learn more: For more information about Healthy Markets, 
contact HM@path.org. 
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