
 
  



Why TMA in Vietnam? 
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Vietnam is at a crossroads 
• HIV epidemic concentrated in key populations, 

prevention and treatment efforts have contributed 
to a steady decline in new infections 

• MoH has committed to 90-90-90 by 2020, and 
elimination of HIV by 2030 

• But, 77.2% of the national HIV program is donor 
funded, and… 

• With Vietnam attaining middle income status, 
major donors have left or dramatically reduced 
size and geographic scope of programs  

 

 

 

 
 

Source: MoH/VAAC Investment Case for HIV, 2014; National Health Account, 
VAAC/MoH 2015; Viet Nam AEM, 2014 
   

 



The good news… 
• With the reduction of free/partially subsidized 

condoms, the commercial market is able to grow 

• There is an incentive for local condom manufacturers 
to produce for the local market 

• Increasing purchasing power, and 
willingness/preference to pay 

And the bad news… 
• Condom market is unregulated, no mandatory 

standards apply, abundance of low quality and fake 
products 
 

 

 

 

 
 

Source: UNFPA 2014 
   

 



Healthy Markets and TMA 
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Building a sustainable response 

Increase Local 
and Private 

Sector 
INVESTMENT 

Objective 1 

Increase 
DEMAND for HIV 

Goods and 
Services 

Objective 2  
Increase 

Sustainable 
SUPPLY of HIV 

Goods and 
Services 

Objective 3 

GOAL 



Partnerships 
 

Key strategies 



TMA goals and steps 
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Condom TMA goals in Vietnam  

1. Transition from free and partially subsidized dominated 
condom approach to a true TMA for populations affected 
by HIV 

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

3. Support rational commodity planning by MoH and 
donors 
 Targeting subsidized condoms to those who need 

them most 
4. Create new and consistent users through demand 

generation strategies and behavior change 
 



Key TMA steps in Vietnam 

1. Analyze policy enablers and barriers related to condom market growth, regulation 
and management 

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

3. Segment consumers by condom use, preferences and willingness to pay 
4. Partner with local condom commercial 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 TMA to plan and 

prioritize use of finite resources for those most in need 

 



Market analysis and 
segmentation 
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Condom volume and growth 
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Development of local 
condom brands and 
distribution systems 
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C ommercial brands for key populations and wider market 

Key Metrics 
• 2 local

manufacturers
• 4 brands, 2 launched
• 10 million

commercial
condoms sold

• 92 large and sub-
distributors



Example: Gallant distribution system for KP and wider market 

Medevice3s 
Gallant 

(532,800 sold) 
 

Distributor 
DUMIYO 

(24 province in the north) 

Hotel/guesthouse Pharmacies Supermarket 

CBOs 
(06 in 3 provinces) 

Key population  
clients 

Pharmacies/ 
HIV Hotpots 

Online 



Final thoughts 
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Accelerating condom TMA in Vietnam 

• Seeding innovation – Innovation Fund invested in 
creative, sustainable ideas across the distribution-retail 
value chain 

• Leverage – Partnering with a wide range of private sector 
entities, engaging them through shared values (Eg MTV, 
manufacturers, social enterprise) 

• Quality  – Condom quality seal, partnership with anti-
counterfeiting authorities, and consumers education  



Acknowledgments 
• MoH/VAAC: Dr. Phan Thi Thu Huong 
• USAID Vietnam: Minh Ngo Trang, Nguyen Thi Minh Huong, Dr. John Eyres, Mei 

Mei Peng 
• PATH: Dr. Vu Ngoc Bao, Yen Nguyen Vu, Tran Tham, Tuan Hoang, Mona Byrkit, 

Chris Brady, Keith Neroutsos, PATH 
• CCIHP: Dr Trang Hong Minh, Dr Vu Song Ha, Quach Thu Trang 
• Market research partners: TNS, IPSOS 
• Value chain: Medevice 3S, Dongkuk, OneTouch, Dumiyo, V-Smile, Hai Dang, 

G3VN, G-Link, DragonFroot 
• Media: T&A Ogilvy, MTV, Yan TV, Nghe An TV 
  



THANK YOU! QUESTIONS? 
 
Kimberly Green 
kgreen@path.org 
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