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Context/Disclaimer

These templates, examples, and tools have been compiled to provide some inspiration
and guidance you move forward in the development of an introduction and scale plan.
These are only meant to serve as references to consider as they may be useful in
helping you think through or address many of the priority activities identified in IDEA to
IMPACT: A Guide to Introduction and Scale of Global Health Innovations. They are not
exhaustive.

This toolkit is intended to be continually updated and refined over time with more
examples and templates. As such, we encourage your comments, new tools, and input
at our website (www.usaid.gov/cii).

Let us know how we can make this better and more useful!
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This toolkit is intended to provide practical launch
planning guidance to global health practitioners

The audience

How it was

developed
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Strategic: Provide a broad overview of the end-to-end process for managing introduction

and scale of global health solutions

Tactical: Provide a growing set of tools across this end-to-end to guide execution across
the activities outlined in the accompanying Guide and Workbook

Innovators, Social Entrepreneurs, USAID and other donors, and implementing partners
who oversee and plan global introduction and scale-up efforts

Medical Device and Pharmaceutical companies developing products for emerging markets

Built off of private sector principles and
public health best practices outlining
specific activities, tools, and templates to
stimulate thinking

Informed by private sector and global health
interviews, approaches, and common best
practices (some of them shown here)
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Navigation instructions
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1. Download Zip File

@/ | « vkapil » Introduction and Scale-Up ToolBox » Sample Screenshot
st p P p

Organize v [P] Open ~ Print Burn New folder

=
Name

{ Favorites tatem
1. Marketing-User Understanding 9/15/2q
4 Libraries . 2. Manufacturing-Distribution 9/15/2
<] Documents 3. Policy-Advocacy 9/15/2
J) Music 4. Clinical-Regulatory
k=] Pictures 5. Project Management g
B videos [#] Tool Kit How To Guide 9/26/24
1 Computer

& 0sDisk (C:)

Download the Toolkit Zip File
from the Cll website. Toolkit can
be found under the Introduction

and Scale-up Guide page.

www.usaid.gov/cii

2. Open How To Guide
for Tool Profiles

| sttt e vieiaries I I I
User Segmentatio BNOURTON VAT
(Pt. 2- Target Group A is) HEE
=

3. Open Individual Tools
for Templates

Template —Target Group Analysis

CEMNTER ros acsuon

sample — CyclaTel Target Market Analysis INNOVATION o IMPACT

Rargel Group Name

Target Group Today Targat Growp Future

Azttt ese—

Each tool is
sorted by “Area
of Relevance”. snapshot of the

Profile also tool template
includes most and
relevant stage instructions/

of scale-up outcomes
process.

Each tool
includes a

Open tools to work directly on
the tool templates. Some tools
are blank templates, some
include completed examples.




Table of Contents: Tools for various stages and activities

STAGE 1 STAGE 2 STAGE 3 /v" STAGE 4
Identify Needs and Design Begin R&D Plan for Introduction ¢l | Introduce and Scale
(Complete R&D)
U'ptake ____________________________________________________________________ °
Coordinator
______________________________ .
Competitive Product Analysis* = Tmeas
Osectecoomoosssooonboiossconooooosconos - oo S W-cocoososcooooooosoooooooosc cosooDoScoo0s s

Market & User
Understanding

Market Sizing* i Positioning = =
[tk DS S i ---®
Patient Treatment Journ “ae | [E—
@ oL CNtTIeatMENTOUINE Y IRE ;‘_"g L R SR P
oUserSegmentation . _____________ L EO= .
=
@ S9GS Workbook _____ P
Manufacturing Manufacturer Landscape Analysis = v
T @ e e = e ettt °
& Distribution
PY Demand Forecasting _ __ ____ —--@
Policy & Advocacy Toolkit =
s tlssstttos sooocooooooooosoooooooosooooosoo0Res [ - - - - [ J
Advocacy

Clinical & O=stlfdostsdcocoos: @
Profile (TPP)
Regulatory

Notes: Denotes some of the components of a Situation Assessment
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The Practitioner's Workbook is a strategic planning and project management tool used by those coordinating various introduction
and scale programs (i.e. Uptake Coordinators). These activities correspond to what is outlined in IDEA to IMPACT. As such, some
activities may not be relevant to all users.

How to Use/Considerations

o g e v N\,
Regulatoey T el target uss rtanale, and ey value devers
2 i i
| My o chin bty concams e b, vl the
Dibsion it

Bl QMWWW e : * Select from a comprehensive list of activities by
el —— ' L development/introduction stage and functional area
| by | 1 e e il e s * Review activity descriptions
E N T P —— T * Assign ownership/responsibility of tasks
’ - e * Track progress of activities through status updates and
e D el = summary notes
B I ; * Note: not all activities may be relevant to a given product or
: ::M e BRI B R E— introduction plan.
1
e = \

v’ Project plan: identification of what to do and when to do it
v’ Status: assighment and coordination of roles and
responsibilities; progress reporting

| | I Seesection on Uptake Coordination in “IDEA to IMPACT”




Market & User Understanding

Bottleneck Analysis
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PRODUCTPROFILE |
MANUFACTURING PROCUREMENT DISTRIBUTION

J

« Efficacy and - Public/donor purchaser's - Geographic access
effactivenass wareness, acceptance, willingress - Publc channel
« Ease of use 1o pay - Private channel
- Side effects + Inchasion in, and specificity of, - Wonprofit and faith-
= feactions with WHD guidelings based ceganization
£ = anchusian in and charity of national channel
2 Ease of administration ML and guidelines {and
H + Tomicity risks subnational, a3 appbcable)
Q[ . Costemectiveness « Resency of guidelines update

= effectivenss of inventory tracking,
quaniification and procurement

—y + Easeand quality of = Demand characteristics = Profit opportunity for supply chain
peoduction actors, such a3
«  Avallabilny of inguts Distribator
+  Storageand cold chain Retaler
requirements = tallability [vs steckouts)
«  Required accettany suppliers - Pubilc channels
preducts (e.g., stenke +  Intellectual property landscape - Private chaneels
= water, Syringes, otc) - Quality of avallable products wariatian by facility level
G|+ Buguired training of + Adequate procurement of Availabibty of required
= for sccesscay products (8.g., eyringss) accessaries

Supply chain performance:

timeliness) Infrastructure, plansing, data
nEracting termms [¢5. , timehnes MANAgement, gLt
for delivery]
+ Managementof product
donations

The Bottleneck Analysis organizes country-specific uptake challenges, assesses their relative importance, and prioritizes their
corresponding interventions. It offers a value chain map of potential demand and supply issues related to manufacturing,
distribution, procurement, service delivery, and user adoption. This map of potential issues can help identify critical bottlenecks and
prioritize interventions by their likely impact and feasibility. The goal of this tool is to facilitate stakeholder decision-making on next
| steps to increase product uptake.
b e T s
\

DELIVERY | ADOPTION

- End users’ awareness, acceptance,

willingmess to pay and adherence

+ Awareness and acceptance of

influencers:
Fam
Opinton leaders, cultural
narms

+ Refirralsystemn and practices,

including attrition

= Use and clarity of communty based

©aBR Management

+ Consistency between de facto

practice and nations! guidelines

= Permitted level of faclity 1o stock
= Permitted level of health care

provider to administer

= Hisalth care providers” [and

professional asscclations’)
SwArensts, ACCaptantes and
confidence o administer, including
possible wastage concerns

= Proportion of providers with

adequate trainin
applicable)

* Analyze each issue and classify it as an advantage, a
neutral/mixed issue, a challenge, a critical bottleneck, or
unknown.

¢ Assess each critical bottleneck to recommend intervention,
investigation, or referral to another stakeholder.

* Prioritize potential interventions by likely impact and
feasibility.

e Discuss potential interventions (and investigations) with key
stakeholders to decide on next steps.

* Note: initial analyses can be conducted through a desk review
of country strategic plans and other available reports, followed
by in-country vetting.

v Map of critical bottlenecks in the context of related advantages,
neutral issues, other challenges and unknowns
v’ Prioritized set of interventions to facilitate decision-making




Benefits Ladder
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The Benefits Ladder supports message development for a new product by linking emotions (personal benefits) to specific functional
benefits and product characteristics or attributes. It can be a useful framing to connect a product to a user or stakeholder’s needs.

Target Market (Name)

Template — Benefits Ladder

CENTER ror acceteramnic . .
INNOVATION w0 [MPACT How to Use/Considerations
................ \

Functional
Benefits

Product
Attributes

Higher Level Benefits

End Use Benefits

Product Attributes

<Positioning> - [Utilize the description of the higher level benefits provided to the patient 1. Higher'level benefits _ a deSCI’IptIOI‘I Of What the customer

fprovider segment]
— e.g. Strong and healthy child

which...
s <Provider and Patient Benefits>

+ Utilize the descriptionof end user benefits the productwill provide to that patient/

physician segment
— e.g. Relieve symptoms

because...
* <Reasons to Believe>

« Utilize the descriptionofwhy the product willbe ableto provide those end user

benefits
— e.g. Unique product attributes

Establish following product descriptors and lay out in matrix:

wants to experience by association with or use of the
product (e.g. ability to play with grandchildren)

2. What the product “does” - a description of what the
product does for the customer or what happens during use;
often result of a number of product attributes (e.g. relieves
pain)

3. What the product is - a description of specific measurable,
functional / technical characteristics of product that will
produce the desired benefits above

v A well-positioned product/solution message that connects
features to benefits
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A competitive product analysis allows practitioners to layout competitive products and relevant attributes. It can be a simple yet
useful exercise in finding opportunities or challenges for uptake of a given new product.

Template — Competitive Product Analysis CENTER ron sccumme q .
(Pt. f — Product Lﬁndsmpej Y INNOVATION o IMPACT How to Use/Considerations

N\
m e [reduns] [Predoms] Identify all potential competitive/replacement products. Then,
i:rg;:‘:anvtm“'n - ar:::ld'\il'\ urbanyperi-uroan » Tex * Text Iayout:
- o o 1. Segmentation strategy — which customer/user segment is
Messoging the product targeting
2. Messaging — what is their value proposition and
. _ . communications strategy to their target users

Activities cameaians, et 3. Activities — what are major activities underway (marketing,

product enhancements, etc)
o e s e . T 4. Pricing — how is the product priced to users (or others in the

cing Q
supply chain)
bearr |

v’ Landscape of all existing (and upcoming) competitive products




Market & User Understanding

(Pt. 2- Portrait)

Competitive Product Analysis
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positioning strategies.

For each competitive product, practitioners can also layout some other attributes that define their customers. This tool can help
“dig a little deeper” into some of the needs of their target segment and highlight opportunities for product innovation, branding, or

Template — Competitive Product Analysis

[Segment Name] Customer Portrait

CENTER ror recaeramic
I[Pt. 2- Portrait) INNOVATION a0 IMPACT

Product

Environment

Pl.:’rtl:j\ase Desired Service
and Usage Experience Beliefsand

Associations

[Segment data such as: [Segment data such as: [Segment data such as:
+ What type of hospital + What specific product e What are their beliefs
/ practice do they attributes are they about our product?

workin? locking for? o What are their beliefs
* Whatis their level of * What are their ideal sales about channel?
experience? rep characteristics?

How to Use/Considerations

For each competitive product and user segment, this tool could
be used to highlight:

1. Purchase and Usage Environment: Where are the users
located and what “eco-system” are they working in?

N\

2. Desired Experience: What do these users want in a product?
What will make them perform better and/or make their jobs
easier?

3. Product/Service Beliefs: What are customer’s perceptions

[Segment data such as:
« How many procedures do

Purchase they perform?
and Usage e Do they participate in
Behavior clinical trails?

e What brands do they use
and how often?

use existing products.

about the product. Perceptions can be different than reality
and perceptions drive behavior.

a. Purchase and Usage Behavior: How often and how do they

v A snapshot of customer perceptions, attributes, and behavior.
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The Demand Generation Toolkit is provided as a reference. It is a step-by-step guide to developing communication strategies to
increase demand for commodities. It provides cross-cutting tools, guidance and adaptable content. The primary objective of the

tool is to support country teams to develop commodity-specific messaging and activities, tailored to the country context utilizing
country-specific data.

@ ?ﬁ’ﬁ@’j‘“”o" Demand Generation I-Kit for Underutilized, Life Saving How to Use/Considerations
e Commodities

The tool provides a step by step instruction for developing
demand generation strategies:

1. Review background material and resources regarding the
2. Examine framework overview and six-step protocol

3. Engage “Core Resources” relating to each of the specific
Commodities

Chlorhexidine example found in our Toolkit. Other references and
examples can be found at:

http://sbccimplementationkits.org/demandrmnch/

+nct il health (RMNCH) continuum of care has been limited
and clients.

v' Commodity specific messaging and activity sets that can be used

More info and examples can be found at: to increase demand in the region of work

http://sbccimplementationkits.org/demandrmnch/
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The HCD Toolkit was designed specifically for NGOs and social enterprises that work with impoverished communities in Africa, Asia,
and Latin America. The free kit, available for download on the IDEO HCD website, walks users through the human-centered design
process and supports them in activities such as building listening skills, running workshops, and implementing ideas.

How to Use/Considerations

e Can be used independently or in concert with design firms to
inform product / solution design

e Offers techniques, methods, tips and worksheets to support
the process of problem identification and solution
development

e Broken up into a set of tools, helps you pick and choose the
right technique or method of evaluation for any context or
situation

v' A deeper connection to and understanding of the needs,

The HCD Toolkit is available for purchase or free download at: preferences' beliefs and behaviors of constituents
http://www.designkit.org/resources/1
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This Dalberg report outlines the opportunities and key considerations in better leveraging Human-Centered Design (HCD) in
International Development and Global Health.

DESIGN How to Use/Considerations

IMPACT h

GROUP

e This study can be read as a reference to provide more context
to how practitioners can better leverage HCD and design
thinking in their work.

e “This report provides a snapshot of the potential value and the

MAKING THE CASE shortcomings of design for development as well as a set of
FOR DESIGN IN THE pathways to increase its impact and sustainability as a
DEVELOPMENT SECTOR meaningful contributor to program success and lasting

outcomes.”

v' A better understanding of opportunities to leverage HCD
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Knowledge Mapping is a technique that makes the link between knowledge and practice. It helps identify why a current practice is
followed and what knowledge may be required to drive future practice. It can also help to identify data and evidence needed to
achieve future goals.

Template — Knowledge Mapping Tool CENTER ror sccaismami . i
P 8 pping INNOVATION e How to Use/Considerations
................. N
* Be Focused. Knowledge Maps should be focused. Only include
Stakeholder (patient, physician, pharma) Q‘"”‘”“"f“;i:‘:’_‘j?“‘”'“"“”:_":g:;{‘;e:: the knowledge that is most important in driving practice for
Focus market (country, rural/urban, etc.) custom er.
e Use Insight. The map should be based on customer |n5|ght
« dealed deseriptan oftheactal , » Take the Customer’s Perspective. The map should reflect the
practice today based on factual, A detailed dfst:nntlon uf}hedesur:d
abssrvdpracticerather than pviblivi customer’s perspective and avoid using jargon.
- . * Be Ambitious. When describing future knowledge, consider
the optimal practice and the knowledge and evidence needed
e entmonedzewhich —— Whatmust be understaod to enable to achieve this, not just what is possible given current evidence
© current knowledge which drives the customer to change from current . . .
e currentpracece procticeto fture proctice » Set Achievable Goals. If all the evidence is not currently
@ _ e bt bt e i available, knowledge shifts may need to be broken into steps
TS e st o st e e over time
\

v" Summary statement of the current knowledge and practices of a target
segment of the market (patients, physicians, etc.)

v" Understanding of the data and evidence necessary to shift knowledge and
future practice
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PESTLE (Political, Economic, Social, Technological, Legal, and Environmental) analysis is a tool that can help assess macro-
environmental factors affecting a given product or solution. The tool provides a framework and list of exploratory items to support
the assessment of key issues and opportunities for a given product.

Template — PESTLE Environmental Scan CENTER ron sccaiomuns A :
P IOV e How to Use/Considerations

e AN e e e il o o v 1. Scan Broadly: Review all possible internal and external factors
government rates, exchange  and include environmental law, consumer climate change
intervenes in the rates and the health aspects such as law, anti-trust Q 9 .
economy. inflation rate consciousness, R&D activity, law, employment z, Focus Analysls: Underta ke more detalled analysls On
Specifically population automation, law and health .
S T e, [P important areas
b o S| e . . .
envronmental safety change 3. Identify the most important issues: Look for trends and
law, trade q . .
T connections that are likely to have the most impact on the
political stability bUSI ness
WHAT WE » Health care « Ability to pay = Attitudes + Device « Health care * Resource 4' TranSIate issues into opportunitieS: ConSIder hOW ISSUGS ca n
li « Value chain ward: hnol regulation vailabili g .
el <o G | (T | e [ be addressed to become opportunities by leveraging assets or
implications nvironmen = Changin, « Information = Patien
e T e ety addressing potential challenges

v" A high-level understanding of the broad macro-environmental
factors affecting a product or solution
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Like the PESTLE analysis, a situation scan can help to identify issues and opportunities surrounding a product or business model.
The tool provides an analytic framework and a list of questions for the rapid assessment of factors affecting a market opportunity
(patients, competitors, healthcare professionals, etc.). In our template, we have listed a number of questions to consider.

| Shuation an | How to Use/Considerations
- \

* How d * Is th 1 * Has the reimbui t * s then hangs * the * Have there be H . .
il [ c W B el s s e (e To successfully complete a Situation Scan, complete each section
against the mast patient changed? all or specific HCP imvesting in changes {sconomic,

Imeportant dynamics? thair brands? societal or political)?

pracct * What factors or : :;:I:e::nitt:r’e[-?h““ " 3::;""? *Which are their  * Are there options within Of t h e too I ’ ke e pi n g t h S fo I I OWi n g g u id € i nm i n d :

attribustes in our o Hags T
e vy trends are * What is driving priority new distribution

cowis e pawodead . boopiey®  bwdt o dwelr 1. Scan Broadly: Review all possible internal and external factors
parasany oot practal et s Dosthiswryby  cumentind | nthatherspyeren : : :
OOt ummtnew et mimecwoeor e ceger 2. Focus Analysis: Undertake more detailed analysis on

patient insight segment? company and

are expected in the |3 the distribution chain

* 15 our positioning data do we e brand strategy? . e .
rl::r. relovant rNd.::uf: W L\:::J:;rv:‘:?wm affect  » it the s ;?:amnlz:‘wwnn or m porta nt areas
: . T knowledge and resourcing is
differentiated? explain the * ts there any government L 1 * Are there any 'f . k f d d
e poabioniog | | Shunen? idance on seected paticeoltorget  expected b facturing or logistics 3. Identify Most Important Issues: Look for trends an
elfectively * Are potients therapeutic area/disease? 3 A insues?
T 2 i has ch od *  What trigger: * Which H H H
comerinkcaton T (fjbecanins thom i WS O eckiont e proammes *A there any changes to connections that are likely to have the most impact on the
R Who are l::e key advisors Hreatment and sctivities terms of payments?
* How effectively et for ‘f'!‘l’“" policy pathway? do they favour? oy b our relationshi b @
hovewe st Gocitons? | Sammendaions and + Which « Whar key with wholesaers, usiness
e R s formultary incluson? Have  stakeholders events and menuiRtAn, S . . . .
* What is the . they changed? influsnce HCP actiities do we ? I . d h
e, Ewetpows ke sdesto el IS S 4. Translate Issues into Opportunities: Consider how issues can
sales force? x How confident are we the next year? & +
influencing that we can achleve * | Flow g harmacist in this theragy oo o
towehmethe  POUSTCPRCES  reimbcement whhou  <onantated ae rea, i hat ey 10 be addressed to become opportunities by leveraging assets or
right alln;mim of data, are there any gaps? HCPs? change?
ot . : : * What s the impsct of dd i ial chall
Hov robust T out Markat + How HEPs peefer el addressing potential challenges
clearfeffective is information? (has channels? {e.g. Digital]
cur HCP X this changed?)
Targeting

v' High-level understanding of the market opportunity
v" A summary of key findings identifying issues and opportunities
warranting further examination
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Understanding the end-user, whether a provider, administrator, or mother, is critical to designing the right product and generating
demand. While very high-level and simplified, this tool can help practitioners lay-out specific target segments, messages that would
resonate with each segment, and marketing channels and tools that could be leveraged to reach these users.

Template — Marketing Strategy & CENTER ron sccnums . .
Posr’goning (10f2) I » How to Use/Considerations
Target Customar

+ Urban HCPs » Enable HCPs to stay at the forefront of

patient treatment | . .
» o 1. Leverage any market research or human-centered design to
| define your priority user segments

T | » 2. For each segment, layout any key messages that would
s Rural w» Enable delivery of most effective ' = Radio . R
Pharmacists | esment to ther patints resonate or influence behavior of those segments

» 3. Highlight and prioritize marketing channels that could be
leveraged to reach the user-segment

= Etc.

DRAFT \

v" A high-level overview of segmentation and communications
strategy




I I [

J ] ] CENTER FOR ACCELERATING
Market Strategy and Positioning INNOVATION xio IMPACT
(Pt. 2 Of 2) USAID |GLOBAL HEALTH

Jolels
N |

For each potential marketing channel, it may be useful to outline potential tools and tactics to communicate to users and
influencers. This tool can help practitioners think through and prioritize the potential ways forward.

Template — Marketing Strategy and CENTER ronsccuumms . .
pos,-ﬁo,,,-,,g (20f2) g » INNOVATION o IMPACT How to Use/Considerations

Marketin Priaritization
g Tactic Objective Estimated Cost
Channal (HIM/L)

Product efficacy messaging s Generate awareness of s 2300000 « Smonths = Medium
product benefits

Sales Force

Again, utilize any market or human-centered design research

For each potential channel, outline tools and tactics that
could be leveraged

3. For each, estimate budget requirements and timing

Given the importance of a given user or marketing channel,
prioritize possible marketing mixes

Click to add vext DRAFT | N\

v A landscape and prioritized list of potential marketing strategies
for a given user segment and geography




Market & User Understanding

Market Sizing
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The Market Sizing Tool is a valuable asset in determining the size of the target market (actual users) relative to the entire market. It
can be useful when presenting to potential partners.

Template- Market Sizing

[Example: Patient Market | Market Size

Market
Share

CENTER roa secaemmme

INNOVATION ao IMPACT

Growth Rate

Rationale for Use of
Market Definition

[e.g- Undiagnosed]

2BMM

e.g. Diagnosed
(e& s ! 20MM

[e.g- Diagnosed,
treated with a
product]

[e.g. Diagnosed, I=l
treated with
recommended
product]

T0%

200

[x)%

[x]%

[x]%

[x]%

DRAFT

How to Use/Considerations

1. Using this top-down approach, start with the entire market
segment (as shown in example)

2. For each step/stage of user, make assumptions that further
narrow your segment. For each step, outline rationale for
any assumptions.

3. For each group, it may also be useful to highlight existing
market share and market factors like growth rate

v’ A quantified total market and target market segment




Patient Treatment Journey

(Pt. 1- Patient Treatment Journey)
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The Patient Treatment Journey tool helps practitioners identify the critical decision points facing users and stakeholders along the
treatment pathway. Identification of leverage points can help to remove bottlenecks and highlight opportunities to improve access.

Template — Stakeholder Considerations

(Pt. 1- Patient Treatment Journey)
Sample: AmoxicillinTreatmentJourney

Trigger /
Information
Gathering

Evaluation

Diagnosis

Treatment
Choice

Antibiotics
Choice

The Treatment Process

Mother Mother
€| contacts CHW/ u and
Pharmacist
e )
Visual and Timer, etc Child not there
verbal (fever+ fast RDT blood test - mother
diagnosis. breathing) describes.

CENTER ror acceieramne

.....

Leverage Points being addressed by
the global health community

Trigger/Iinformation Gathering:

* Demandgeneration campagnsto raise
awareness of signs of pneumonia and
importance of seeking care

124 Evaluation and Diagnosis:
# Trainingand education for caregivers
* New disgnostic technobogies bengdeveloped

o Treatment Options:
* WHO recommendsAmoxicillin DT
+ Global advocacy for inclusion on countries’
EssentialMedicine Lists and Standard
Treatment Guidelines

* WHO recommendsAmoxicillin DT
= Global advocacy for inclusion on countries’
EssentialMedicine Lists and Standard

Guidelnes

Severe Less severe
pneumenia pneumonia
PN [
Jf lf \I/ \ll ‘L o.!lmcuxi(illin choice:
t . nti-Teve
[
5
! !
Amoxicillin ’
DT (250mg) .

How to Use/Considerations

Starting at the patient “Trigger/Information Gathering” stage,
create a decision tree spanning the following four stages:

1. Evaluation

2. Diagnosis

3. Treatment Choice

4. Product Choice

At each “decision point” highlight key considerations or
opportunities to influence the desired “decision” or behavior.

See childhood pneumonia example in Toolkit

v A decision tree of the elements affecting diagnosis and
prescribing behaviour for a product or solution
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products could play an influential role.

Complementary to the Patient Treatment Journey Tool, the Decision-Maker and Influencer Mapping tool can allow users to
crosswalk touch-points in the healthcare system and the various stages across the Patient Treatment Journey in which their

Template — Mapping Influencers and Decision

Patient ic stat
i Clinkc staff
[Nurse]

Primary Care Secondary Care

reatmen
Journey

Trigger [
Information
Gathering

CENTER rom accauimame

Makers (2 of 2 NNOWATION. AT

Diagnosis £
Evaluation

D Dwaisian s/ In arcer plsya 8 1ok sl e age Darrion M (- s = roie o1 1 slage

DRAFT

How to Use/Considerations

1.

2.

After completing the Patient Treatment Journey Tool,

Identify up to seven patient influencers (ex: community
healthcare workers, primary care physicians, family/friends,
etc.)

Assess whether and when the target group plays a decision
making or influencing role in the process.

v' An understanding of who influences the patient treatment

journey and when they play a role
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The User Segmentation tool-set can be used to group customers that share similar characteristics. By deconstructing
the market, user segmentation supports organizations in identifying unmet customer needs and underserved market segments. The
User List enumerates this user segmentation, and quantifies each segment.

Template — User Segmentation CENTER roraccasumg . .
(Pt. f_ User List, Mmis Checklist) INNOVATION 0 IMPACT How to Use/Considerations
N\
Cniteria for Selection
Target Market | gopavioral Objective Size of
Segment Abllity to Win - Prioritization .
naratonaiy  PEOTCLY  * RN iz 1. Parse the market into measurable target segments:
Crwi | verowdateasonton | sewon | 190K 12% 1 * Determine the revenue and cost impacts of serving
g, |tAsmersmeed | iceasdeicnd | : each segment
enamac |+ norease awarensssof | Segranprterscues | oo o , * |dentify areas to tailor product, service, marketing and
solution to as an info channel
T distribution programs to match the needs of each
Vendor
po— target segment
reatn Worer | * Develop measurement for each segment and adjust the
i segmentation approach over time as market conditions
7 Cantre segmen e auanie? change throughout the organization/project
g P o shrspcchrrcs ot dr b e it
% A;fz :;Jslomws actually likely to want, and therefore respond to, a tailored and targeted . . .
2 e 2. Validate target segments using the MIRAS checklist
o Canthis group of pecple be reached with communicationmethods / techniques?

v A matrix of various user segments that can be targeted, an
understanding of their motivations and various criteria for
pursuing each target.
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The Target Group Analysis can offer insight and more focused user understanding. After determining and validating appropriate user
segments, this tool can be used to conduct an in-depth analysis of a targeted segment. This tool is a helpful way to understand how
the value-proposition of a given product can better align with target users.

Target Group Name

*  Husband
*  Mother-in-law
*  Women in localcommunity

* Married women aged 2010 34
* Literste and Spesks English/ Hinglish

* S10k<income <$3k

* Urban/peri-urban

* Slightly educated ~some sacondary scheol

*  Limited internet
* MNesccialmedia
* Nophene-basedintrnet

= visit to healthcare dinic

Media Enablers to
Consumption Using Product
PRODUCT
NAME

Barriers to Using
Product

Aspirations M

*  Acceptanceandrecognition by
community

* Approval by family

*  Lackofbeliefin theservice

Interaction with  Consumer

HCProviders  Touch Points

*  Limited accessto specialistdociors

+  Limited accessto [ awarenessof IUDs/ pill/
implants

* Clinic-based care

 Familypl

= Heslthcare w
* Drugshops /pharmacies

Template —Target Group Analysis CENTER roxsccuenannc
Sample — CycleTel Target Market Analysis INNOVATION o IMPACT

..................

*  Local clinicians and healthcare providers

Limited TV Demographics Y = Approval by husband [ mother /
Radio Influencers mother-in-law
Print * Utilization of VAS on phone

*  Recommandation by HCP/ pharmacist
" Supported by commurity leaders

* Lackofinterestinusing P tool
* Lackof understanding (product)
* Lackof understanding (aps/phone)

* Mo phane and/or phane privacy

*  Uninformed/disapproving husband

ing / prevention organtzations
5[ASHAS / PCP3)

for other family planning products

~ ~
Target Group Today \ [ Target Group Future

Attitude Attitude

+ TG isunaware of SMD and other family planning solutions + TG isinformed & comfortable with SDM, aware and supportive of FP

Behavior Behavior

+ TG does not actively seek FP methods of any kind + TG understands and utilizes SOM; use of SMS-tool acts as 2 gateway

How to Use/Considerations

1. Begin by choosing a specific target user segment that will use
the product
e List out various aspects of this segment corresponding
to the eight segments of the Target Group Analysis
Wheel
2. Independent to the above process, determine the current
and future Attitude and Behavior of the Target User Segment,
as related to the product/solution
3. Using the eight segments of the Target Group Analysis Wheel,
determine which characteristics of the user segment are most
appropriate for messaging that could shift from current
Attitude/ Behavior to a desired future Attitude/ Behavior

v" An understanding of a specific user segment in the context of a specific
product/solution

v" A guide of what aspects of a user segment must be touched on in
product/solution messaging in order to effectively create behavior change.
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The Cost of Goods Sold (COGS) Methodology (provided by the Bill & Melinda Gates Foundation) is an example that can be used to
better understand the cost of a given product. This information can be shared with manufacturers and other relevant partners.
While this example is for vaccines, many of the principles can be applied to other products.
How to Use/Considerations
N\

COGS Information Gathering Handbook
October 14, 2014

toptents ¢ Review the document to understand a methodology for
1. INTRODUCTION ... -2
T 2 developing COGS (for vaccines in this example).
12 ORGANZATION OF THES DOCUMENT 2
2. ALLOCATING COSTS . |
5. coswe " e Data gathering
511, ropety, Pt EQUERT PR s * Aggregating
212 Research and Development (RED) 7 .
11t R - * Allocating cost components

115 Comsumables and Packaging Matertals.........
316 Owverhead ...

11.7. labor......

318 Licensing Inc

119 Costto Commercialize . . . . . . . 14
3.2 CALOULATE THE FULLY-LOADED COST BASE LISING THE TEMPLATE TABLES 4 15

3.21.  General information {Table A-1)
322 Aliocation Keys {Table A-2)......
323 Vaccine Price, Volume, and Reve:

v’ Determine cost of producing and selling a given product.




Manufacturing & Distribution

CENTER FOR ACCELERATING

Manufacturer Landsca pe Ana Iysis INNOVATION ao IMPACT

USAID|GLOBAL HEALTH

ol

manufacturing strategy.

Understanding the manufacturing landscape of a given product is an important part of determining whether a new product can
leverage existing suppliers or if new capacity will be needed. This high-level framework could be a useful exercise to better define a

Template — Manufacturer Landscape

Product . .
1] [Manufacturer 2]

CENTER ron accamme

INNOVATION s IMPACT

er 3]

Market Coverage

» Text

Target Market

» Text
Procured and
Distributed By

. Text
Pricing (per course
of treatment)

= Text

» Text

» Text

» Text

= Text

® Text

w Text

» Text

DRAFT

How to Use/Considerations

For each manufacturer/producer/competitor, identify key
qualities and characteristics, such as:

1. Current market coverage (%)

2. Target market (type of customer targeted and any unique
attributes

3. Who procures and distributes this product
Pricing
5. Other

v An understanding of existing manufacturers, their capacities, and
their capabilities.
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The methodologies and guidelines presented by the Bill & Melinda Gates Foundation are intended for use when developing a
demand forecast to support strategy development or major investment decision-making .

How to Use/Considerations

Intervention

Demand Forecasting - There is no universal method for developing a demand
A BMGF Guide forecast.

- This document should serve as an overview and companion
guide for developing demand forecasts.

- Methods and content are presented by intervention type and
are not specific to any particular disease or product.

v’ A quantification of the potential Demand that exists within a
defined market.
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This Advocacy Toolkit provides advocacy resources to raise awareness and engage stakeholders in addressing gaps in global and
national plans, policies, and initiatives.

It should be used as a reference and an example of advocacy strategies related to global health.

.
Scaling Up

Lifesaving
Commodities
for Women,

The Toolkit is divided into 4 sections:
1. “What you need to know”
2. “What you can do”
3. “What there is to say”
4. “Spotlight on Commodities”

Children,and
Newborns

An Advocacy Toolkit

v’ A series of strategies and/or recommendations on how to
Template available in PDF form at: engage stakeholders.
http://www.path.org/publications/detail.php?i=2381
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The Target Product Profile (TPP) “tool” provided here can be used as a simplified format for discussions throughout the product
development process. It can be considered the “one-stop-shop” for information on the formulation and/or product characteristics,
pre-clinical, and clinical studies.

Template — Target Product Profile (TPP, CENTER rem sccautmarm : .

P g file (TPP) NN T ER o e How to Use/Considerations
MILESTONE DECISION EXAMPLE DATA GATE REVIEW
) C |/ {d { NTS UIDI S . . . . .
—e— — e Son « The TPP is organized according to the key sections in the

Target Product *  Product-specific content per BMGF ) Indication, use case = At early development stages,
Profile initisted TPP template requirements is b) Target population all variables may not be fully 1 1 i
. provided; examples include: ¢) Global health impact known; teams should develop p roJ GCt d eve I 0 p m e nt p roce SSI e n u m e ratl ng S pec I fl C co n Ce pts
(PR Drug need, use case, market, and d) Proposed mechanism of action TPP based on available a..anQ q . . . .
e i inpoctongobaiheikhdeined o) Prory endpoins andsecondary e and activities intended for inclusion when considering the
s :;d';s - D:'"“;‘“;‘_‘I‘::‘?’_““"‘T‘;‘;‘}“‘ to endpoints (e.g., safety, efficacy, sufficientat the LCS gate
show benefit (Minimum : A
updated & Optimistic TPP), susch as efficacy, G G T G, e p rOd uctasa WhO I e.
reviewed during safaty, and duration of treatment ) Manufacturability = TPP will be updated as dataare
development outlined g) Formulation, dosing, and stability generated throughout the drug
though tohe Agped vith dsesse pucinc h) Routeofsdminisration drvelopment proces he * The TPP should begin with a statement of the overall intent of
DTF gate review) strategies of the BMGF and partner i} Shelflife andstorage competitive landscape evolves,
crganizations (e.g., all product il Cost and delivery considerations and new disease data emerge H H H
devdoment o partners WHO,s1) ) s = 197wt et the product development program, and gives information
. - R (.g., target countries, primary target, timing are product specific; . . . .
: In portfolio grants, a TPPis initialh
Gl T | o e o) about the product at a particular time in development, in a
product-specific T# once a preclinical k) Product registration strategy timelines should be developed . .
candidate has been selected at project initiation and Ste p—W |ISe fa S h on.
monitored through milestone
gate reviews
»  TPP should be finalized prior to ° 1 1 1
TPP Shouk befinalondprcr The TPP should be created with end goal in mind
to registration)
N\

v Dynamic summary of product development

A sample TPP for a pneumonia diagnostic device can also be found v’ Broad goals to track progress of development
in the Toolkit.




