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g AUG 24 1978
ACTION MEMORANDUM FOR THE fADMINTSTRATORRA!
.
THRU: ' 'L_\""”
g 4
v 7
FROM:

Problem: To obtain your approval for continued support of existing
Contraceptive Retail Sales (CRS) contracts as well as funding of new
efforts in this activity.

Discussion: Approval of the attached Project Paper for the period

FY 1979 through FY 1983 will add $36,150,000 to the funds available for
maintenance of existing and planned competitively-awarded contracts (5),
as well as competed awards for up to 15-additiomal new contracts for
country programs.in subsidized commercial marketing of contraceptives.
$2,850,000 of the above amcunt will be used for funding small grants related t«
existing subsidized commercial marketing projects initiated by host
countries or other internatiomal donors. In addition to the $36,150,000
in funds, this approval will also provide 440,000,000 condoms,

28,000,000 cycles of orals and 84,000,000 foaming contraceptive tablets,
valued at approximately $19,990,000. Hence, approval of the PP would |
increase the total life-of-project funding by $56,640,000.

The total cost of the project will be increased to $66.3 million'?%9.6
million from inception through FY 1978 and $56.6 million from FY 1979

through FY 1983). Nonme of the funds herein approved will be obligated

until FY 79.

Background: In June of 1973, AID initiated two contracts for feasibility
studies in two developing countries (Jamaica and Bangladesh) to determine
whether subsidized commercial distribution of contraceptives would be an
effective system to make available the information and means of contra-
ception to the urban and rural poor at prices that were affordable. In
both cases, an affirmative decision led to longer-term contracts for
implementation projects. (One of these prOJects, Jamaica, was funded

. under a separate project paper.)

While the projects had virtually identical project designs, the objective
in Bangladesh was to determine the level of subsidy required to maintain
the nationwide distribution system after expiry of the AID contract (assum-
ing a continuing supply of donated contraceptives) with the project to be
implemented through a non-profit corporation. In Jamaicd, the objective
was to work strictly with the private sector, and to achieve a distribution
system in which the revenue would pay all its costs, eventually including
the costs of contraceptives.

uu&é?ﬁS
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The theory behind CRrS projects 1s that a commercial distribution network
for consumer goods exists in virtually every developing nation and that
by adding contraceptive products to this system, rapid nationwide avail-
ability of contraceptives can be achieved at low cost, and at prices that
the poor majority can afford.

All of the principles of marketing are applied with the exception that
a profit is not sought. The "push" of profit incentives is used, however,
at the wholesale and retail levels, although absolute profit at these
levels is far less tham with other consumer goods. The "pull" of advertis-
ing and promotion also is important to create consumer demand. An integral
part of such advertising is the necassary information consumers need to

- make a decision on contraception. Market research is done to learn consumer
knowledge, attitudes and practice of contraception and to determine an
optimum price. This research is analyzed in order to develop brand names,
logos and the advertising and promotion Strategy. Test marketing is done
to--ensure that all the-marketing components appeal to consumers. Salesmen
and retailers are trained prior to the beginning of sales. In most countries,
mass sampling is carried out door-to-door by trained canvassers in selected
urban and rural areas at the beginning of national sales.

As sales levels grow, revenue received is disbursed for local costs such
as packaging, advertising and over-head on an ever-increasing basis until
the amount of subsidy required is nil, or is at a level which the host
country could assume.

In Jamaica, the project was given over to the Govermment in September of
1977. Sales of condoms and orals comprise about 25 percent of all pill
and condom usage nationwide. Unless a small price increase is approved,
however, a subsidy of about $100,000 per annum will be needed, plus free
contraceptives, in order to keep the system going.

In Bangladesh, this system provides over 30 percent of all pills and condoms
distributed nationwide: 2 million condoms and 100,000 cycles of pills are
sold monthly.

One issue which was raised during Agency review of the Project Paper was

that of informed usage of pills by consumers. It is explained more

explicitly in the attached Project Paper that, salesmen and retailers are
trained in contraindications to pill usage and possible side effects.

Retailers are trained to refer any dissatisfied users to the nearest family
planning clinic or health post. Package inserts reiterate this information

in local languages. Contractors and other international population
institutions currently are at work on expressing this information non-verbally,
through the use of pictographs, in order that illiterate users can better
understand this information and the usage instructioms.



Waiver: Approval of this document will constitute a waiver of U.,S.
procurement source requirements in order to permit procurement of
local services related to packaging, advertising and promotion of
family planning commodities in the host country. The basis for this
waiver is set forth on page 32 of the attached PP.

ssional Notification: This Project is described on page 982
of the Interregional Programs Data Book (Population Planning) of the
FY 79 Congressional Presentation. The FY 1979 funding proposed in
this Project Paper exceeds the FY 79 Congressional Presentation level.
However, the FY 1979 OYB for this Project is below the FY 79 CP fund-
ing level. Therefore, a Congressiocnal Notification will be required
only if the currently proposed OYB level of $3,900,000 is increased
above the CP level of $5,365,000.

Recommendation: That you approve the attached Project Paper and sign
the attached PAF Part II.

O o

Disapproved:

- d / .-;/
Date: '/ %/7%

Attachment: PP

Clearances:

AFR/DS, JKoehring (draft)
PPC,PDPR, EHogan_ _(draft)

LA/IR, WFeldman (draft)

ASIA/DP, RMeehan (draft) 7/28/78)
NENA/TECH, EKMacManus (draft)
GC/TFHA, ARichstein (draft) 8/11/78
GC, MBall (draft) 8/11/78

DS/PO, RSimpson (draft)

Drafted by: JHThamas, 235~9705, DS/PQP/FPSD
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PROJECT AUTHORIZATION AND REQUEST FOR ALLOTMENT OF FUNDS
PART IT
Name of Country/Entity: INTERREGIONAL
Name of Project: CONTRACEPTIVE RETAIL SALES

Number of Project: 932-Q611

Pursuant to Part I, Chapter I, Section 104 of the Foreign Assistance
Act of 1961, as amended, I hereby approve a total level of A.I.D.
appropriated funding planned for this interregional project. of not

to exceed fifty-six million six hundred forty thousand United States
Dollars ($56,640,000). Subject to availability of funds, the entire
amount will be incrementally funded during the period FY 79
through FY 83 in accordance with the attached Project Paper and A.I.D.
allotment procedures. No funds will be obligated under this approval
until FY 79. No funds in excess of those included in the FY 79 CP_
are authorized for obligation until necessary congressional notification
requirements are satisfied.

\
TSN\ T

| «ahia
AR\ WA

Deputy Administrator __
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II. A, Description of the Project
INTRODUCTION

Contraceptive Retail Sales (CRS) projects may well be the most cost-
effective and quickly accomplished means of distributing family planning infor-
mation and services nationwide in developing countries. Through the use of
marketing "push” from the incentive of profits to retailers, wholesalers and
distributors, and the "pull" of the demand Created by advertising and promotion,
CRS projects in numerous cultural and geographical settings have achieved signi-
ficant increases in contraceptive usage.

Among the salient advantages of CRS projects are:

—the use of existing distribution networks, obviating the need for
expensive and time—consuming creation of a new infrastructure;

—the 'speed with which nationwide distribution can be achieved;

—the creation of an on—going distribution entity which requires little
or nc financial support after project completion;

—the increase in public consciousness and practice of family planning as
a result of media advertising and point-of-purchase promotion;

—the proximity of distribution endpoints (sales outlets) to consumers,
which has been shown to be a significant factor in pPrevalance of.use;

—the possibility of adding health or nutrition related products after the
contraceptive market has been established, to provide additional social
benefits;

—existing projects provide an excellent means for the introduction of new,
non-clinical contraceptive products that have documented efficacy;

——contraceptives that are purchased by consumers are more likely to be
used;

—retail outlets provide a more anonymous source of supply for those who
wish to contracept.

Currently, a CRS project under the previcus Project Paper is serving over 30
percent of all pill and condom users in Bangladesh ard a project in Jamaica
has achieved sufficient financial return to be turned over to the Goverrment
of Jamaica last year.
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1I. B. Background

A.I.D. has received a mandate from the Congress to assist developing countries

in reducing population growth as a critical factor in improving the health and
econamic well-obeing of the poor majority in these countries. From the mid-1960's
to the early 1y70's, this assistance was confined for traditional reasons largely
to Ministry of health hospitals and clinic based delivery of family planning
intormation and services as a means of achieving this end. It rapldly became
apparent that such strategy was inadequate, that it was too costly in terms

of time and funas to expand the number of hospitals and clinics and to position
necessary physicians to reach the poor majority. ' )

Altermative delivery systems began to be tested. These systems include commu-
nity and household supply systems and are known as "Community-Based Listribu-
tion" or "CED." These systems supplement and complement the more expensive
MCH hospital-based systems, are based on the use of auxiliary workers (not
expensive physicians) and are are designed to deliver information and services
to rural and uroan poor.

It also became clear that the use of existing commercial retail structures
within the LLCs could te used to supplement delivery accomplished through
satellite MCH clipic-based systems, and the cammunity based systems. Family
planning speciallsts iknew that the majority of contraceptive users worldwige
were served by the private retail channels although little or no premotional
work had been done to stimulate consumer demand.

The subsidized contraceptive sales approach overcomes many of the problems

of other distribution systems, most especially having numerous outlets
proximate to consumers, and thus, serves as an effective ccuplement to
existing means of distribution. The village Shop or trader always exists.

In both rural and urban setting, the pepulation requires necessities (and
luxuries) which the family canrot produce for itself. hence, 1t 1s inevitable
that the local shop exists to meet these demands. Recause the extant village
shops are omnipresent in most areas of the develoving world, they can serve

as the primery distribution points in most CHS projects. Moreover, a distribution
System exists in most developing countries in orcer to transport commodities
such as foodstuffs, cilgarettes or beer. Because of this, the infrastructure
exists ror a social warketing system; and, therefore, implementation costs can
pe nelu to reasonable levels. Additionally, the existence of retail outlets,
villaxe shops, as well as grocery stores, markets and pnarmacies, to name a few
facilitates contraceptive procurement amory, fertile couples. sSpecifically, CES
projects are able to avold the developmerc of new and costly distribution sys—
tems by supplementing and strengthening the exlsting carmercial system.

A najor impeciment to distrivution inherent in the more traditional delivery
systens, 1s the lack of incentive for the supplier. The commercial sector
ameiiorates thls difficulty through prorits to the retailer, wholesaler
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and distributor. At the same time, prices are set at a low enough level

SO that the contraceptives are affordable by the poorer segments of the
population. The cost to the consumer of a year's supply of cortraceptives

in all extant CRS projects coamprises a small portion of the average income
(less than one half of cne percent). Although the retail prices are relatively
low in the typilcal CRS project, sufficient wholesaler and retailer margins
are requisite to successful operations. Thus, the CRS projects are designed
in a way that provides financial incentives to the contraceptive distributors,
yet make the contraceptives affordable. (In marketing this is the incentive
that "pushes" the products through the distribution system. The goods

are also "pulled" through the System by consumer demand, created in part

by advertising.)

The concept of subsidized contraceptive retail sales, so~called "social
marketing," then, was viewed as a means of camplementing and supplementing

the other existing means of otflcial and private delivery systems. Con-
traceltive Retail Sales (CRS) efforts had another advantage over other systems,
very little new aistribution infrestructure had to be developed. The
camerclal distribution systems in virtually every nation are well-developed,
%0 that the addition of several new products could be accomplished at low
cost.,

Tne first attempt to test the concept began in Indla in 1968, and, to date,
the "Nircedn" condom sales program has sold over 500 million India-produced
condoms. Sales continue at a level sufficient to protect 750,000 couples per
amnua. At 25 paisa for three, the price is affordaple by most Inaians.

ATD's first involvement with the CRS concept began in 1971, when a contract
was awarded wWestinghouse Health Systems to survey ten developing countries
to examine the possible alternative of using the private sector for supsi-
aizea contraceptive sales. The results clearly demonstrated that even in
countries with little, if any, suppoct for the private sector, the private
sector was invarisbly the most cost-effective and far-reaching distribution
method. Based on the survey's conclusions, and the receptivity of the two
. sovermments involved, AID contracted for two such projects in Eangladesh
and Jamaica in 1973.

The two pilot projects were authorized under two separate project parers,
which differed in that the Jamaica program was to be effected through

orly exdsting commercial channels and was to be financially self-sufficient
at project's end. The Bangladesh effort was to be accomplished through a
non-prorit corporation, and was to seek an orerating level with the lowest
possible subsidy at the end of the Lroject. With these exceptions, the two
were nearly identical in implementation methodology.*

ilie Jamaica CRS Project, administered initially by Westinghouse Health
Systems, has achleved and exceedeq every requirement for a successful A.I.D.
project: 1) The project grovices sufficient centraceptives to protect over .
> rercent of fertile wamen. 2) The cost to protect a couple for one year of
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less than $13 campares favorably with the cost of couples receiving free con-
traceptives throuwh the puolic sector, which is approximately 80 rercent highe
5) Consumer laentification with the names of the CXS contraceptives, Perle
(tne pill) and Panther (the condam) is so strong that Perle and Panther are
consicered the generic names for contraceptives by most Jamaicans. 4) Except
for a smail subsiay for purchase of commcdities and some advertising, the pro-
Ject wained enough econamic self-sufficiency to be turned over to the Jamalcan
authorities within 3 1/2 years from signing of the initial contract. 5) Sales
figures for the last quarter of 1977 show a 20U percent increase of the sSame
quarter for 1976, as the project continues to demonstrate its viability under
Jamalcan nanagement. 6) The advertising and promotion associated with the
CRS project has contributed to an overall increase in the use of contracep-
tlves as provided by flgures from the Goverrment of Jamaica and the private
Sector which show an overall increase of about 10 percent per year, exclu-
Sive of the impressive figures of the CRS project.

In Bangladesh, Population Services International (PSI) has achieved similap
results: 1) 'Total sales of ovep 32 million condoms and 1,800,000 cycles of
of pills. 2) Continuing sales of over 2 million condoms ana 100,000 cycles
of pills per month. 3) About one-third of all pill and condom users in
Bangladesh, including public free distrabution Systems, obtain their supplies
from the CRS project, camprising aoout 3 percent of all fertile couples.

4) As in Jamaica, brand ldentitication with Raja (condems) and Maya (pills)
1s so strong that consumer refer to all brands generically with these names.
5) Sales of other commercially-sold contraceptives have risen since the
oeglnning of the groject. 6) The cost of Swplying a year's protection to
a rertile-age couple 1s about $3.60, exclusive of contraceptives, which is
the most cost-eftective nationwiae distributicn System extant.

ChS programs in Colombia and Spi Lanka, initiated under the ausplces or' the
International Planned Farenthood Federation, also have proved to be success-
ful means of expanding the delivery of fanily planning information and services
and at minimal costs.

An 1ntensive evaluation of the Jameica project in February of 1Y77 noted that
the market share acnieved by the vroject was remarkable (more than 50 percent)
ana that the distribution system was highly cost-effective. A reccmmenaation
to increase the price, thereby making the System completely self-sustaining
has not beeen implemented since it 1s contrary to the Goverrment of Jamaica's
current econamic policies.

An intensive evaluation of the Bangladesh project in Cctover of 1977 stated
that 1t had "been successful in achieving the first phase of product intro-
duction, ‘i.e. good preduct recognition, good distribution, and satisfactory
sales for this stage." The Goverrment of Bangladesh regards the project as
a critical element of its national population program.

These tests nave proved in disparate parts of the world that the commercial
retall sector can serve as an inexpensive and eftective distribution system
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for contraceptives. They nave tested a wide variety of distribution and
retall systems to aistribute family planning information and commoalties.
Iney have proved that subsidized sales of contraceptives through established
retall outlets add substantlally to absolute numpers of contraceptive users
with very little cost to national budgets and with minimal input of persomnel
relative to other distribution systems.

in 1976, A.I.D. awarded centracts for four additional CRS projects in Tunisia,

EL Salvador, Ghana and Nepal. In Tunisia, a reversal of the Goverrment's rositicn
with respect to advertising and pramotion led to termination of the contract.

In Ghana, Nepal ang E1 Salvador, however, national sales will commence by

June 15, 1978. Market research in all three countries indicates a strong

demand for the proaucts to be sold, and imaginative brand names, logos and
aavertlsing and pramotion campalgns have been developed. In each case, there

1s reason to believe that sales levels comparable to or in excess of results
obtained in bangladesh and Jamaica can be attained.

Based on this experience, it 1s the intention of this project to support
initiacion of 7 major CRS projects in populous countries, 8 smaller projects
in less-populous countries and to make 10 grants in order to strengthen on-
going CRS activities initiated by host countries or other donors, or for
demonstration pilot projects. The programmed expectation is that these pro—
Jects will pe aple to increase contraceptive prevalence by 15 to 20 percent
at an approximate cost of $3.00 per protected couple per year.

Business International Corporation, operating under a contract frem Population
Council and a grant tran A.I.D. 1is currently implementing an in-depth survey

of ccmmercial possibilities in nine countries. This $50,000 contract will pro-
vige the Office of' Population with current information on: the receptivicy of
nost-countries f'or the implementation ot CES projects; current level of marketin
sopnisticatlon; previous and current experience with commercial pramotion and
delivery of ramily planning cammodities; the extent of distribution capacity and
capability; and interest on the part of the AID/Mission or U.S. Representative
in each or these countries. The E.I.C. report, due on September 1, 1978, will
provide the basis f'or determining the feasibllity of implementing CRS programs
in any or all of the following countries: Dominicen Republic; Costa Rica;
Nigeriz; nenya; Morocco; Turkey; Indonesia; Korea; and Thailand.

There are indications that scme or all of tne following countries may justify
similar market survey research for cammercial aevelopnent within the projected
time f'rame of this Project Paper: ‘

<

Africa: Senegal / ' Togo . Benin v

Latin america: English-speaicing Caribbean Nicaragua
Erazil Panama
Ecuador Colambia

Peru
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Near East: Afghanistan Eqypt
Asia: Sri Lanka Philippines Pakistan

Firal selection of the countries will be based on the degree of potential
official interest in a CRS project, the character of the existing commercial
distribution systems for consumer products, and the need of the country for
additional family Planning delivery systems. The host government should con-
sider taking steps to eliminate barriers which limit access of consumers to

oral contraceptives, and should lend strong Support and counterpart personnel
the field management team. In every case the AID Mission will be consulted

and AID/W will clear all major activities with the appropriate Mission personnel.
Host government concurrence must be obtained, in writing, for all proposed
marketing activities.

Central funding and management of the subprojects is needed because marketing
expertise is generally unavailable in the Missions. Additionally, CRS
distribution systems are unique in that they deal almost exclusively with the
private sector, and experience has demonstrated that personnel with this back-
ground can provide the necessary skills to implement and monitor projects of
this kind. This centrally-funded arrangement provides a means of quick res-
ponse to Mission and host government requests for this assistance.

II. C. Project Chronology

Once countries are chosen for CRS assistance, an RFP will be developed which
will normally result in a U.S. contractor to provide the CRS assistance in
country. In same cases conditions will ‘permit direct contracting with.a

host country institution. It is anticipated that individual contractors will,

in most cases, establish an office in a selected country and work with indigenous

usage in that country. The Marketing Plan will contain all pertinent background
information, a description of how market research will be carried out, a
list of market research firms, distribution companies, advertising agencies
and an assessment of available media and which is the. most appropriate to
reach the poor majority (see Implemenitation Plan). The Marketing Plan also
will serve as the vehicle for a recommendation to proceed with implementation
or not, based on the initial findings of the contractor.

\
If a decision is made to proceed, then the contractor will select subcon-
tractors for market research, advertising and distribution. Brand names,
logos and prices will be based on the market research and will be market
tested prior to final selection. Once these have been decided, the contrac-
tor will proceed to package products, design the advertising and promotion
campaign in concert with the adverti ing subcontractor. When this has been
accomplished and the distributor has campleted initial deliveries of products
to wholesalers and retailers, advertising and sales will ccmmence.  Concurrent
with, or just prior to sales launch, the contractor will conduct house-to-
house distribution of branded products (mass sampling) in as wide an area as



Once sales have comenced, the contractor will expand sales areas and numbers
of outlets until virtually all areas of the country are covered. As sales
continue to grow, the contractor should, as appropriate, continue with
mini-research studies on price elasticity, receptivity of consumers to
advertising, and the effect of mass sampling or other innovative marketing
concepts.

Revenue received from sales of contraceptives will be used to reduce project
COSts on an increasing basis until self sufficiency is reached, i.e. all dis~
tribution costs are offset by revenue, or until the subsidy required to con-
tinue promotional activicies, distribution and sales can be financed by the
host goverrment. Where feasible, revenue also will be used to expand the

The status at the end of each subproject will be a self sufficient, (or nearly
so) commercial distribution system which is managed by an indigenous organiza-
tion and which is supplying contraceptives to a significant number of fecund
couples.

In addition to implementing full scale commercial contraceptive marketing
systems in selected developing countries, the Contraceptive Retail Sales pro-
jects will provide technical assistance and funding in support of smaller acti-

vities in developing nations which already have contraceptive marketing programs

II. D. Project Components

Based on the premise that social marketing uses the classic princinles of all
marketing, save profit maximization and pricing strategy, the following are the
principal components of a CRS project:

l. Market Research

The basis for all the camponents of the marketing mix (oroduct, price,
promotion, distribution and sales points) is market research, which seeks
consumer attitudes towards family planning in general and specifically
towards the products being sold. While price elasticity can only reliably
be Jdetermined through actual market testing, a part of thig research can
serve as an index of what acceptable prices are. Representative samples of
all mark:t segments should be included in order to make products apeeal to
the widest spectrum of consumers. The relative scphistication of the market
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researcn is a function of the relative sophistication of the existing market

in a piven IDC. This research should reveal consumer attitudes towards contra-
ceptive methods, e.x. safety, efficacy, price, that can be analyzed to develop
a "product umage," wnich in turn can be the basis for the selection of brand
naes and logos and the advertising and pramotion strategy.

A sample survey of retail outlets should also be conducted to determine
retaller experience, attitudes and preferences as to pricing, promotion,
margins, advertising and to determine the amount of training that may be
necessary. .

2. Market Testing

Cnce alternative brand names, logos and prices have been selected they should
ve tested through consumer interview, sales in Sample retail outlets or other
means of determining consumer preferences. If none of the brand names is
clearly preferred by consumers, the one with the oSt "promotable! image
should be selected. The following is a 1ist of criteris for the selection of
market research and testing areas. The areas should De representative of the
country's:

1. Diversity (racial/religious)
2. Literate - illiterate mix
3. Economic/occupational conditions

4. Sociloeconamic climate

5. Climate

6. Languaxe

7. Athnicity

8. Wholesale/retail distribution syste

9. Clinical system

10. Mass media

11. available centruceptive methods
12, Size. |
13. Consumer profile

In orcer tor the trial to be Successful, these areas should be relatively isolated
80 that outside influences are kept to a minimm. Aaditionally, in selecting the
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area, one must consider tht the objectlve of the project is to distribute
contraceptives to predaminately rural or urpan poor. This clearly will
affect locational choice.

3. Distributor

The distribution agent should be an existing campany which has nationwide
cutlets for other widely-desired products. By simply adding another product
to the distributor's product line, it cbviates the need for separate
transportation ror contraceptive products. In some nations, there is no
existing distributor that meets this requirement, so the project management
must pe the initial distributor to regional distributors or wholesalers. In
No case should project management make distribution direct to retailers.
Amcng the ideal types of distribution companies are those wh':\ wholesale
items such as other rharmaceuticals, pharmacy-related products, cigarettes,
Soap, tea or other high-demand and volume consumer gocds. In same cases,

it may be more advantageous to use a group of distributors, so that pharmacy,
fooustur'f and drygoods retail outlets can all be reached as retail outlets.
nural cooperative stores are another valuable addition to the Jdistribution
chain.

4. Contraceptive Commodities

AID will provide in-kind pills, condams, foaming tablets and any other non-
clinical contraceptives which may be developed which have documented use-
effectiveness, safety and consumer acceptability, for use in all projects.
However, to the extent possible, AID will encourage the host goverrment to
absorb these costs. For those brojects which attain sales levels of ovepr
10,000,000 pieces of condoms rer year, or 1,000,000 cycles of orals, AID/W
will endeavor to obtain special reckaging for the CRHS contraceptives from
the central contractors. Before aiD will suprort an effort to market local-
ly produced preducts, their efficacy, safety and consumer acceptabnllity must
De documentea.

With respect to oral contraceptives, individual projects will develop infor-
mational ana training components which will inform purchasers of contraindi-
cations to pill usage and the possible side effects. Training of sales
personnel, detail men and retallers also will Instruct them to inform users
of the location of the nearest clinic, for consultation if side eft'ects
shoula gevelop. Package inserts will reiterate the contrainaications and
possible side effects and will Le augmented by non-verbal pictorial repre-
sentations which will help to convey the Information to 1lliterate users.
AID 1s collaporating with several international organizations in developing
printed macerials which will graphlcally explain to users of orals, espe-
clally illiterates, the possibple problems that may be encountered. Other
researcn 1s continuing on tne long term effects of pill usage in the devel-
oping country context and wnat additional information may need to be passed
to consumers. Results of all such investigations will be passed to con-
tractors urder this project for consideration in CRS projects.



depcsited in a special acoount which may be used only for such purpcses as
may be agreed upon by AID/W, the AID Mission and the hest government.
Generally, such revenue will only be used to defray the costs of local
market research, Packaging, advertising, sales personnel and management,
and, ewentually, to purchase contraceptive commodities if the project is
earning enough profits. Ip general, disbursements may be made from the
special acocount for the purposes listed above, but such disbursements may
not be made without a written agreement among the three parties mentioned.
In same cases, especially in the poorest developing countries, revenue may
be used for innovative marketing or advertising efforts. Additionally,
revenue may be used for feasibility studies and market tests of other non-
clinical contraceptives and/or for health— or nutrition-related products.
Special permission must be obtained in writing from the Cognizant Techni-
cal Officer for such disbursements. Any locally-generated revenue
remaining at contract expiration will be turned over to the hest govern-
r;r&t Ag:%r Project-related activities agreed to between the host government

6. Pricing

The prices must be low enough to be affordable by most segments of the cash
econcmy yet high enough to be vaiuad by the consumer. At the same time
prices should be set at a level that provides the retailer and wholesaler
with a profit, thereby serving as an incentive to "push" the products. The
price for the contraceptives also should be in even coin amounts. Moreover,
a pricing Strategy should be. devised with the goal of eventual self suffi-
ciency in mind. In order to induce demand Creation, prices should be Iow
initially. Eventually, a market segmentation can be implemented.

7. _Packaging

Local branding: Key elements - brand names choice, stuffing, die cutting,
design oolor, quantity, design shape and material, These decisions should

be made in the country, and, preferrably, by local firm chosen by competitive
bid. The volume of Packaging is a function of inventory and packaging costs as
well as immediate demand in the short run. Lead times are, therefore, impor-
tant. The initial packaging objective is to £ill the distribution channels.
The decision regarding the amount to pPackage should take volume discounts into
account. S

The promotional aspects of packaging - choice of color, symbol and brand name
should be done after market testing. The package should be brightly colored
and should be small enocugh so that it can easily be'fitted into a pocket. The
name should bé associated with a positive virtue in the culture or a benefit
derived from product consumption. '

8. Product Promotion

The inforration, education and comunication (IE&C) components of commercial
distribution projects too often are overlocked. The emphasis on widespread
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avallability through private sector distribution channels implicitly assumes
that demand creation is not necessary. If contraceptives are made available
without instruction or any additional information, it is aryued, people will
practice family planning. Experience clearly indicates that this is not the
case. Increased contraceptive availability results in procurement and subse-
quent use by couples of reproductive age only when the potential user has been
properly inrormed about the benet'its, methods and availability of contraception
and family plarning. Thus, without a vigorous I=&C effort; a cammercial mar-
keting project never can reach its full potential. As have been argued through-
out the paper, fertility control is essentially a soclal marketing rather

than a medical challenge. Marketing is concerned with discovering a consumer
need and satisfying it. 1In this section, we are concerned with the former
which 1s related to the two-way cammunication between consumer and producer.

The IEXC objective in social marketing is achieved through advertising and
bramotion. Its role is to uncover the latent demand for family rlanning
services In general and specific contraceptive products in particular. A
serious social need must initially be cammunicated. In addition, prcmo-
ticnal activities during the early stages must assist in changing public
attitudes towaras family plamning. Moreover, in order for a pramotional
campalgn to succeed, laws prohlbiting specific contraceptive advertising
must be eliminated.

The advertising and promotional strategy should be divided into three stages
The ouvjective of the first stage 1s to gain widespread acceptance of the family.
planning concept. Thus aavertising should emphasize the advantages of family
planning (such as healthy and happy children as a result of small families)
rather tnan extoling the virtues of a srecific contraceptive product, although
proauct quality should be emphasized. Advertising should describe the benef'its
of' practicing family planning and not the negative consequences assoclated with
non-use (i.e. diseases).

The second stage should be more hard hitting and aggressive. In the first
stage, the primary tarwet audience was the opinion leaders of the cammunity.
The strategy during the second should be directed at the potential users,
especially the young couples. Luring the second stage, moreover, the contra-
ceptive product must be given maximum visibility. The major advantages of
the specific contraceptive product should be emphasized. The contraceptive
should be marketed as a highquality product which 1is affordable by most
couples. Reglonal market segmentation will obe introduced during this stage.
In order to effectively promote the product, 1t .should be differentiated
from tne public sector contraceptives. Brand name- recognition and associa-
tion of the product with its generic attributes (i.e. brand name identifi-~
cation) is essential. ) :

The third stage essentially is similar to the second. It is concerned with
tiie promotion of the specific product. However, by this time (usually the
thira year or cammercizl aistribution), it is assumed that the product 1is
relatively well known and it is in the mature stage of the product life
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cycle. Luring the second stage, the "shotgun" approach to advertising is
used. In other woras, many different approaches and media combinations are
Introduced in order to maximize the market size. During the third stage
after the product has been introducea, the cost effectiveness of the promo-
Clonal messages shoula be given greater consideration. The marketing adage
of "knowing that 50% of advertising is wasted but not knowing which 50% it
1s" is not valid at this Stage pecause of the experience amassed by the
third stage. Therefore, plarming and control is of paramount impcrtance.
the level of advertising shoul be reduced and the pramotional messages
should be chosen with greater vigilance.

A variety of promotional techniques is at the disposal of the marketing
broject management teum. In pramoting the contraceptive product, .the mes-
sages should be hard hitting, aggressive and immovative. The approach should
be simple, direct and in the local vermacular. The consumer should assoclate
the product with self improvement as well as contracertive protection.

Promotional techniques may include the following:

a. Handbills, leaflets and booklets are useful promotional techniques.

They should be psychologically tempting, written in the vernacular and brightly
colored. They can be distributed throuxn varied means. '_Demonstrators can-
distribute them in outlets or on street corners. Another mode of distri-
butlon is the airplane. Leaflets can be dropped trom the air in oraer to
ensure maximum coverage over a large geowraphical area. Coloring books

and calenaars are also effective forms or promotions.

b. Outdoor advertising is another effective promotional device. An example
1s the use of loudspeakers playing in the village extolling the virtues of
trie contraceptive products. Additionally, billboards have been eft'ective
in promoting the contraceptives. The use of a moolle unit also can be
eftective. A loudspeaker can be attached to the unit wnich would be stocked
with promotional material. At certalin points, the moblle unit could stop
-end aistribute leaflets and free samples and discuss the Eroducts. These
outdoor techriiques could be used at fairs, sporting events and outdoor
markets.

c. The retail outlet itself should be decorated with items such as banners,
calendars, colortul displays and dummy packages. It is, of course, impera-
tive that the shopkeeper be supportive of the commercial program and be
convinced that these in-store displays will enhance his business. A
motivator/alstributor could be effectively used within the store or business
the products,, glve free samples and distribute information such as posters,
booklets, calendars, et. al.

d. Advertising througn the media atfords the greatest opportunity for exten-
sive promotional activities. The pushing (i.e. in-store promotion) strategy
assumes that the consumer has same knowledge of the product and/or frequents
tne retail outlet for the purchase of other xoods. A pulling strategy is
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based on media advertising. The type of media used depends upon literacy,
avallability and consumer habits. The traditional media-cinema, print ana
radio-shoula be the foundation of the pushing strategy with the more irmova-
tive approaches (mobile units, for instance) as campliements. It is obvious
that effective media advertising must be introduced before the other methcds
can be eftective. Clearly, mass media advertising is the most efficient
method of initially introducing the product, prinicipally through use of the
cinema, print and radio.

e. In many developing countries, word-of-mouth remains a very effective
form of advertising. This opportunity should be exploited by stimulating
conversation among the citizenry. One example is the dropping of leaflets
from airplanes which was previocusly mentioned. Another possibility is the
placement of the products' logo on clothing, Jevielry and buildings. The
etficacy of free sample distribution also should not be underestimated as
& method of promoting contraceptive use, although free sample alstribution
by itself would have minimal effect. This free Sample distribution can

- take-place at a variety of locations.

In sumary, cammercial marketing pramotional activities play a major role
in educating the indigenous population about family planning (especially
during the first stage of the pramotional strategy), as well as exploiting
the demand for contraceptives. These activities will have the syrergistic
efr'ect of enhancing the clinical as well as the extant canmercial progranms.
A f'ew suggestions for pronoting contraceptives were Suggested here, but the
options are endless. 'These approahes need only be innovative and accep-~
table to the local culture. Joint public information activircies supperted
by both the clinical ang camerclal systems such as lectures and demon-
strations would increase public awareness. The objectives of camercial
promotion activities as it relates to public education are: greater know—
ledge; maidng contraceptive usage and purcnase less embarassing; increase
awareness of locations where contraceptives may be purchased; ana increase

strategy and advice concerning the characteristics of the potential customer ;
supplying retailer with point of purchase promotional materials; train retail-
ers; arrange deliveries; assure adequate stocic on hand; inform superior when
replenishment is needed 5 keep financial records 5 and report any potential new
outlets in geographical territory. The responsibility of the salesman's
Supervisor or manager is: to keep tabs of retail outlet coverage; polit

of' sale promotional coverage; inventory and distribution; report progress

and problems; motivate distributors and promote contraceptives; maintain

& good relationship with loeal institutions; and evaluate elrorts of sales-
men and arrange salesnan's geograpnical area/schedule. In the "typical®
Systems, cthere should be one'managerj per twenty salesmen, each salesman
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should make an average of twenty calls a day and handle about 2,500 outlets.
In same projects, only an initial visit will be made. Others will require
one or more revisits until the market is established.

The retailer - given the fact that he sells many products - can be expected
to make minimal contributions. He should keep sales/inventory records,
prominently display promotional materials and contraceptive products and
cammunicate his needs to the salesman in order to coordinate effort.

10. Household Distribution (Mass Samp. ing)

Household distribution will also be included as an adjunct to the national
social marketing project in order to increase awareness of the retail products
and spur consumer demand. The contractor will endeavor to reach as many
potential consumers as possible through house-to~house free sampling

and/or sales of the retail products distributed in the national sales

program. Teams of canvassers will be used in order to distribute the products
and inform the consumer of the location of retail outlets and advantages of
contraceptive usage. Periodic follow-up visits will be made by the canvassers.
Sampling may also take place in shops, factories and loci where recipients

can be recontacted at a later date. It is expected that the contractor will
conduct the sampling to equal numbers of urban and rural homes within the
funding limitations and as dictated by marketing and economic principles.
Areas chosen will be representative of as wide a spectrum as possible of

the host country (both geographically and culturally) and will contain a majority
of low-income households. The cadre of canvassers will receive at least two
days of training. In designing the project, one control area where products
will neither be sold nor sampled will be selected in order to determine the
effects on prevalance or use. .

11, Vending Machines

Condam vending machine distribution either can be integrated into a commer-
cial distribution system or be designed as a separate project in countries
where a large scale social distribution system is not currently feasible.
The contractor or implementing organization will submit a design for the
testing of the machines as an alternative retail outlet or which may appeal
to consumers who prefer an annonymous source of supply. As is true in the
retail distribution systems, it will be subject to the approval of AIDM,
USAID and the host country. The painting, application of instructional
and logo will be the responsibility of the contractor. The machines them=
selves will be provided by AID. The budget line item on page 27 represents
the estimated cost of the machines, to be centrally procured by AID. They
will be installed in public or semipublic sites such as transportation
terminals, tea shops, factories, large co-op farms, retail stores or
government buildings. Condom vending machine sales will require con~
sideration of following issues: additional personnel; possibly commissions
paid to site owners, pricing strategy; payment of salary and/or commissions
to restocking agents; a training program for the restocking agents; and
repair and maintenance of the machines. Separate monthly sales reports
similar to the ones required for retail sales will be submitted.
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12. Additicnal Products

As indicated above, pramoticnal activities may be initiated to determine
the aaded cost-ef'tectiveness of positive effect on contraceptive accep~
tance by adding health and/or nutrition related products, at subsidized
prices, as adjunct products in the soclal marketing line. Health/
nutrition products which may be added must adéress priority national health
or nutritional needs and must be approved by the Misslon, host government
and ATD/W. Initial test marketing may be financed by Contraceptive Retail
Sales. Additional start-up funding should come from other sources. The
long range goal is to develop an integrated private social marketing sys—
tem which includes a wide variety of soclally veneficial goods.

If' & social marketing system which distributes health/nutrition products
already exists in the country, contraceptives may be added to the system
unger the authority of this Paper. If retail sales of contraceptives are
aaaed to an exdsiting product line of health and nutrition related goods,
CRS project funds may be used.

13. Potential Problems in Project Levelopment - The following potential
impediments should be considered:

a. Fallure to obtain goverrment support and concurrence.

b. Extensive use of non-nationals should be avoided.

c. Local officials should be informed on a periodic basis. Failure
to do this leads to strained relations. Program officers must be concerned
with the receipt of goverrment support.

d. Must be cognizant of cultural attitude toward sex. The promo-
tional message must be delivered in a way that 1s acceptable to the local
porulation. The ramifications of failing in this sensitive area are obvious.

e. Relationship between wholesaler and retailer must be good.
Vigllant care in this area is requisite to success.

r'. Attitudes of consumer and retailer towards contraceptives is also
an lmportant variable in developing strategy.

g. Relatlonship with other projects éhd-conor EIOUps .
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Part III - Project Specitic Analyses

A. Economic Feasibility

The most obvious advantage of Contraceptive Retail Sales is its impact on the
local cammmnity. hot only is camercial distribution among the most cost
effective means of ccntraceptive delivery, it also advances eccnamic develcpment
through incame and employment creation, sales stimulation of the small,
inalgencus retall shops, and growth and development of a consumer goods
marketing system. Moreover, these population-related activities elicit

a substantial positive impact upon the developing economy, as well as

the evident public health and social benefits. Because of the abundant
distribution points in a commercial system relative to more traditional
delivery systems, practice of family planning and subsequent fertility
reduction 1s potentially enhanced. Thus, the positive econamic impact

of national population programs are increased. :

As aescribed in the financial rate of return analysis, the social return is
substantial. In the Bangladesh subproject, it was calculated to be 75%. Similar
results can be gleaned from the Jamaican program. It is expected that the three
subprojects which will begin national distribution in early 1978 will also have
nigh rates of return. The Bangladesh subproject calculation, it should be noted,
unaerestimates project venefits. The project benefits, which are the opportunity
costs of an additional birth, are calculated only in the short run. If the net
cost of an additional birth were to include the long run, the return would be
substantially nigher. Another indicator of CHS econcmic viability is a cost
erfectiveness analysis of camercial vis a vis public sector distributien. Tae
only in-depth analysis of this type was done by Westinghouse in Jamaica. The
rublic sector costs per acceptor were 80% higher. The differential increased
during the later years of the project because most of the commercial sector

costs related to initial project implementation are discounted. Thus, in

t'uture years, wlven the relatively low variable or direct costs, the Jamaican
system will be even more cost effective. A third inaicator or programmatic
econamic efficlency is the cost of a new acceptor. Population Services Inter-
national estimates this cost to be $4.U0. By comparison, public sector cost

rer new acceptorl/ range from $16 in Indonesia to $55 in Costa Rica. It is
evicent that Contraceptive Ketail Sales is an etficient use of scarce funds

by elther cost-benefit or cost effectiveness criteria.

In addition to being efficient, CRS is effective. "Effectiveness" pertains to
the impact of the project, while "efticiency" is concerned with the use of
limited resources. The latter has been well documented above. fThe best
measurements of effectiveness are the retail outlets.and contraceptives dis-

tributed. It 1s assumed that those who purchase contraceptives will use them.
Glven that the purchase of contraceptives constitutes an investment on the part

1/ Population Council. "Population and Family Planning Proyrams: A Factbook"
Gctober 1976.
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of the consumer, this is a reasonable assumption, especially when compared
to other modes of distribution which supply contraceptives to their clients
U'ree of charge. Monthly outlets and sales figures are summarized in Annex A.
These f'igures cleariy indicate project ef'ficacy.

Several aspects unique to the Contraceptive Retail Sales project enhance
econamic development.

1) A major problem confronting most LDCs today is an onerous debt burden,
which eventually manifests itself through a drain on foreign reserves. Because
most of the project costs are intermal, i.e. within the LLC, the use of foreign
reserves 1s negligible.

2) Employment in the local country 1s expanded through in-country packaging.

3) Use of local marketing research and advertising firms expands local
employment and income, as well as technical capacities.

4) Local cadres of salesmen, as w:ll as retallers and wholesalers within
the system, increase incame through subsidized sales and employment.

5) Use and development of entrepreneurial skills within the country.

6) Levelopment of existing distribution system and potential impetus for
increasing the number of retail outlets. :

7) Cormercial sales could create demand for indigenous contraceptive produc-
tion, thus increasing capital investment.

The econamic development benefits derived from the expanded use of the erivate
sector throush the CRS project are peripheral to the main objective, which is a
reduction in population growth rates through the use of contraceptives purchased
tuirough retail outlets. Population control has a positive econamic impact upon
the family, cammunity and developing country.

A major impediment to economic growth is insufficient savings. In most of the
develcplrs countries, well over $0% of the gross national product is consumed.
Aaditicnally, the bropensity to consume is highest among the lower income groups.
Given the hixh birth rates among the poor, population size clearly has an effect
upon housenold consumption patterns. Wwith the advent of CRS projects, more
families are able to control the spacing of' children and thus curtail current
consumption. This has the dual benefit of Increasing econamic well-being of
the ramily; and, on & macroeconomic level, national savings may be augmented.
Tis latter cousideration enables developing cowitries to increase capacity

to engawe In productive investment. Econamic Surveys have indicated that,
senerally, an inverse relationship exists between savings rates and population
growtii,

Tne uost widely accepted indicator of economic well being is per capita income.
Glven the fact that population wrowth rates have increased more rapdily than
GhP, in the developing world, per capita income has declined.
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Population xrowth also has an adverse effect on foreign trade by intensifying
kressure on balance of payments. The growth in population increases the demand
for tcodstuffs. Thererore, developing econcmies often must import more agri-
cultural commodities. This could also require the developing of new import
substitution or export industries.

A major problem characteristic of most econamies in the developing world is
underemployment. Rapid population growth ooviously exacerbates the situation.
Moreover, 1t also retards the growth of physical capital of the worker, or labor
productivity. Limiting the factors to labor productivity are education, nutri-
tion and health. It is a well documented fact that a nation's difficulty in
providing adequate facilities is magnified by high rates of population incre-
ments, thus reducing the productivity potential of the worker. A further

in airectly productive employment. This "bottam heavy" age structure (40% of

the ropulation unger fif'teen in most developing countries) meazns the economy

musSt ‘direct a considerable part of' its resources that might otherwise go to
capital formation to the malintenance of' a high percentage of dependents who may
never become producers or, 1f' so, only for a limited reriod of time. Additionally,
Fopulation increases tend to have a smaller impact on the growth of national out-
put than changes in technology or discoveries of natural resources.

kelated to the contraints placed on human resource develoument is the increased
cost associated with an exransion of the social infrastructure. The need feor
Soclal services requires a proliferation of public expenditures in order to
provide the requisite facilities for an expanding population. This, or' course,
curtalls funds available for directly preductive asset 1nvestment. Moreover,
the benefits which accrue to the recipients of these services are limited
because these prowrams must serve more people. The health sector is a clear
example of' this.  Population growth implies an increase in demand for healtn
services which, because of capacity constraints, increases costs.

In many LICs, 50% of hospital beds are occupled by preghancy-related cases.
Given space limitations, this can result in a serious form of "competiticn"

other diseases or injuries. Many developing countries have identified anti-
cipated savings in the health sector as an important argument for government
support of family planning efforts. In addition to the direct econamic costs,
psychological/emotional costs of maternal illness and death and infant morta-
11ty are inestimable. Similar arguments can be made for the positive benefits
of ropulation control as it relates to adequate levels of nutrition, especially
anory the poor.
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AS has ceen argued, bopulation projects have a substantial positive effect on
econamic aevelopment and individual welfare. Levelopment of Fopulation pro-
sI8mS actually may be a particularly valuable form of investment. In a study

twenty times as etfective in prameting econamic development as an expenditure
in capital goods. Moreover, the study did not take into account scale econo-
mles (p. 52). Population growth increases demands for resources yet has a
limited impact on increasing the supply, thus adversely affecting the poten-
£ial of econamic development. AID does not necessarily agree with the GE
TEMPO study re: the respective value of population vs. capital investment.
however, AID does note that — beyond a certain point of capital investment —
the return on incremental investment might be greater for population-related
investment than for additional capital.

€O existing programs. Given that the primary objective is to make contracep-
tives more accessible nationwide to the urban and rural poor, in a cost effec-
tive manner, the relevant measurement 1s the cost to distribute a supply of
contraceptives for a rertile couple for a given period. In the past these
costs for CKS projects have been low relative to other modes of distribution,
indicating the cost effectiveness of the social marketing approach. In
panglaagesn, for example, the total cost to deliver one month's supply of
contraceptives has consistently been undep $.35 (local costs comprise a
Significantly lower amount). The annual cost is approximately $4.00. -
Although the cost will vary among countries, it is expected that commercial
dlstribution will continue to be the most cost erfective means of distribu-
tion in a developing nation.

The financial rate of return can be determined by a methcd similar to the
shadow price-oprortunity cost approach. Benefits are defined as the annual
8avings assoclateq with avolding a birth through the use of camerclally
dlstributed contraceptives,

The statistic used in the calculation of the monetary value of' benefits is
the average annual cost of a child. This flgure understates project bene-
Fits, because it does not take into account adaitional costs (both psycho-~
logical and econamic) related to an unwanted birth. The cost of a child is
then multiplied by the nuuber of births averted. It is generally accepted
that three years of contraceptive practice is equal to one averted birth.

Therefore, a three year supply of’ contraceptive protéction (100 condems or
13 cycles of pills is the accepted definition of a year's supply) times the
annual cost of a child is the formula used to determine project benefits.

The calculation of costs are straiyntforward. amortized programmatic costs
are dividea by the numbver of ammual contraceptive Supplies distriouted multi-
piiea by three.
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The rate of return is then determined by calculating the discount rate that
eyuates costs and tenefits. As is the case in any investment project analy-
8is, if the rate is apove predetermined cut-o©f rate, then the project 1is
viable.

Using this criterion, CRS projects clearly have been viable. In Bangladesh,
for example, experts have estimated the cost of an additional birth to be
about $33. Given that the amual cost of supplying contraceptives is $4,
the relevant cost estimate for the project is $12. The net social benefits
are 321, or a rate of return of 75%.

It 1s exrected that, once the project is campleted, commercial distribution
in the country will pe financially self-sufficient, or nearly so.

The benericiaries of this pProgram are rural and urban indigenous population
whose income level is relatively low. The price to this group is subsidized
SO that the ccamodities are affordable by most fertile couples. The quanti-
tative measurement of project viability from the benericiaries’ viewpoint 1is
the cost of a yeur's Supply of contraceptives (to the consumer) as a percent-
awe of disposable inccme. This statistic indicates that the retall price of
an annual supply of contraceptives is less than 5% of average annual pér
caplta inccme. Uiven the well-inown econamic benefits of family planning to
the fecund couple, purchase of' contraceptives through retail outlets yields
a nigh return on investment. '

IIT. B. Social Soundness Analysis

Wrether the earth's resources will be able to sustain Frojected increases in
Fopulation is a major worldwide concern. Populaticn wrowth is at *ts high-
est rate in history, and emanates from its greatest base. While the most
aeveloped countries are at approximately replacement level, the developing
countries are experiencing a demographic &£3p 1n that their fertility rates
remain hixzh while theipr mortallity rates are declining. Cecline in infant
mortality, where the greatest declines are oeing realized, has a generational
effect, changing the age structure of a soclety — . more young people are

. Surviving who will, in twn, produce more people. Even with a declining
oirthrate or a decrease in average family size, because of the broad world-
wide base of young people who will have babies in the future, existing
conditions, if not drastically chanyed, make tremendous population growth
inevitaple.



Page 20

Faced with this prospect, most emerging rwrions today seek econamic develop-
Dent ana the material benefits of modernization. Significantly, the litera-
ture points out that no country has ever modernized, or reached an advanced
level economically, with sustained high fertility. Indeed, in many countries
& parullel to econamic wrowth 1s a declining birthrate. Family structure and
extended tamily support are disrupted by migration to the urpan centers that
Spring up from industrialization. In time industry opens up job opportunities
outside the hame for women and studies have found that national fertility
declines with t'emale rarticipation in the labor force.

Typical of countries experiencing industrialization are postponement of
marriage, lowered fertility, and simplification of family structure and
duties. Althouwh a waman's primary camnitment remains unchanged, her
Secondary role in a nondamestic labor force gains increased acceptance, and
the tamily begins to depend upcn her income. High fertility thus becomes
very costly both in terms of airect expense of rearing children and in in-
direct costs of loss of earnings. 2/

Various studies have found this inverse relationship between female employ-
ment and t'ertility, but there is no consensus as to its precise causes. It
has peen tound that a woman's employment gives her greater say in decisions
generally and about childbearing and rearing in particular and this influence
results in lower fertility.

Hence, employment beccmes significant to reduced fertility only in conjunc-
tion with other tactors, such as Socloeconcmic status, cultural climate and
education. 1 many countries, the higher a waman's eaucational attaimment,
the greater likelihood of her teing employed.

Clearly, wlobal concerns about population increases are not sufficiently
Strong to mobllize concerted action. Fertility is a matter of perceived
self-interest, and population pclicles implicit or explicit, are motivated
by rerceived national needs. To change fertility rates a combination of
measures nust be utilized.

Family planning is one of the most important public nealth measures poten-
tially avallable to developing countries. Clearly, weneral nealth would
improve narkedly if family planning measures ware more widely availlable and
more widely used to reduce unwanted prexnancies, maintain a healthy interval
between births and improve the nutritional level of the existing family by
Umiting ramily size.

The interaction of poverty and excessive fertility perpetuates the cycles or
aepression: expecting that scme of their orfspring will not survive to
adulcthood, parents feel that they must produce more babies than they want.
Mumerous births, infant and child Geaths and a tendency toward 111 health

on the part of surviving family members all flow from the unlimited fertility
combined with poverty. Glving every person the knowledge and means to manage

¢/ Stycos and Weller, "Fegale Working Roles and Fertiligy,m Lemoxraphy,
Vol. 4, 1467,
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his or her fertility is desirable because of' the following reasons: medical
and Esycholoxical Security that reliable contraception arfords couples,
econamic security; and the freedom of the family to engage in econamically
productive activities.

The Contraceptive Retail Sales project makes a significant contribution in
enabling families to eff'ectively control familly size. Through advertising
and pramotional activities, information is distributed about the benefits of
Yamily planning on a large scale. In the typical CRS subproject, the advep-
tising Strategy includes pramoticnal messages through a variety of popular
and indigenous media, This nultifaceted approach 1'eaches more reople with
family planning informaticn. e use of mass medis techniques in the subpro-
projects, moreover, is efficient and permits greatepr camunication with
heretofore isolated villages. Advertising in the social marketing programs
emphasize originality and innovation which attract greatep initial interest.

II1I. cC. Technical Feasibility

1. Safeguards have been included in the design of Contraceptive
hetail Sales brojects to ensure its “Pprorrizteness. The selection of
Farvicipating countries wiil be based on a series of' indicators which show
the existence and/op caprability to develop the necessary prerequisites fop
implementation of a commercial contraceptive marketing system. Moreover,
a set of guidelines has been outlined for the selection of the contractor
who is to marage the subprojects. Through the application of these two
sets of suldelines, Judgments will be made re: tne tecnrical competence
of the suoproject manager and the appropriateness of the techriology (i.e.
Soclal marketing).
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retail contraceptive distribution. Additionally, regulations restricting
contraceptive promotion and mass media advertisement will be removed. All
im.ort quties, tariff custcms charges and other impediments abating con-
traceptive supply within the country should be removed. If a large-scale
camercial distribution project is to be eccnomically feasible, a suffi-
ciently large population, of at least four to five million, should exist. This
enables the benefits of scale econamies — through a large scale distribution
system to be enjoyed. In most cases, a widespread cash econamy will also exist.

Moreover, the infrastructure (retail outlets as well as wholesalers) and
the accompanying mechanism for camercial distribution of cammoditles other
than contraceptives will exist prior to implementation. In addition to
exhibiting the technical conditions for comercial distribution, the host
goverrment must lndicate concurrence and active support of the project.

Given the self sufficiency objective and the cost of existing CRS subpro-
Jects relative to other means of distribution, the contraceptive products
will be reasonably priced.

2. Contraceptive Retail Sales represents a progressive contribu-
tion to contraceptive distribution technology. Many local resources in
the typical developing nations are unemployed or at least, underutilized.
The social marketing approach uses these indigenous recources in a pro-
ductive manner. Moreover, the CRS project aces not increase administra-
tive awencles or create new bureaucracies out uses the existing intra-
structure more intensively. Cne of the cornerstones of the strategy is the
salestorce. Throush the training and employment of salesmen, the employment
problem - albeit on a small scale - is positively affected. Income creatlon
is arother ancillary Lenefit of cammercial distributlon. Profit margins are
instituted at all levels of the districution chain, thereby creating inccme
within the economy. Further examination of the employment/income question
as 1t pertains to the CKS project is containea in the economic analysis.
The protrits at the retail level accrue to the proprietor. In the typical
CRS project, he will be a small businessman - thus assisting in the develop-
ing of an entrepreneurial class. CRS related activities which are to be
included in several projects are contraceptive vending machines and mass
sampling ccmponents. In both cases, employment is increased. Individuals
are required for machine maintenance and related promotional activities.
This component of the project requires training of these people; the know-
ledwe mained can be transferred to related endeavors. Mass sampling re-
quires a cadre of canvassers to consult with potential family planning
practitioners, thereby directing the underemployed to productive enterprise.
Thus, the various camponents cf the CHS project increase employment.

A major acvantage of the Contraceptive Ketail Sales projects 1s 1its suit-
ability for replication. Initially, contraceptives will only oe sold

through existing retail outlets where other consumer goods are being sold.
Arter inplementation of the project, the scope of the distribution systeim
can te expanded to include new outlets. The system thus can serve as the
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impetus for an expansion of the availability of a wide range of products
To geographic reglons which have been neglected in the past. Aaditionally,
nuctrition and/or health products other than contraceptives can eventually
be included in an expanded product line after successful implemencation of
the coamercial contraceptive aistribution system. It should be emphasized
that the inclusion of health-related goods into the product line will not
necessarily be included until after the project is ungerway. However, it
1s hoped that eventually an integrated private sector social marketing
System encampassing a variety of socially beneficial &oods will pe created.
The Contraceptive Retail Sales project will fund feasiblity studies inves-
tikating the possioility of non-contraceptive groducts (probably from the
prograw revenue fund) but additional funding must come from other sources.
The CRS project can =asily be increased in scope as social and

econamic demands warrant.

IIT. D. Administrative Feasiollity - The Contraceptive Retail Sales
project endeavors to create marketing organization to distribute contra-
ceptives through retail outlets within tne exlsting distribution network.
Its implementation is the responsibility of the contractor to be hired
by AID. Therefore, the demands placed upon the host countries where the
subprojects are developed are minimal. The primary input required of’
these host countries is goverrment support for the project, as well as
counterpart personnel and review of various prcject components.

Prior to undertaking a subproject in a country, AIL and the host govern-
ment must Le convinced that potential exists for a successful implementation.
This project sets forth criteria for selection of countries. Trese criteria
serve as indlcators of programmatic success. They have been discussed

in earlier sections. To sumarize, they include: removal of lagal and
aaministration impediments to caumercial contraceptive discribution,
including tariffs, and duties on contraceptive importation, prohibition

of contraceptive advertising and prohibition of comuercial sales; sovern-
went approval of project; existence of cash economy; and existence of a
cauiercial distribution network for procurement of consuier wocds,
including wholesalers and retailers.

Criteria also exists ror selection of contractors. They must either
have experience or nave demonstratea capacity in marketing of consumer
goods in non-U.S. markets. Moreover, the contractor must be familiar
with the sociceconcmic climate within the country.

Maragerial competence must also have been démonstrated.

The Contractor will hire local distribution, advertising, and marketing
research f'lrms af'ter approval of the marketing desiwzn by AID/W, the host
government and the AID Mission. The hiring of' suocontractors will not re-
qulre source waivers. The subcontractor responsible for aistribution
shall have existing or potential nation wide coverage. The selection of
tre distribution firm is subject to AID Mission and host poverrment
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approval. Following this selection, training of local staff will
commence. Also, a refinement and review of the marketing design, in
concert with the distribution fimm(s) and the host goverrment must be

a continuous process. At this point, a local market research firm, if

one exists, will be selected by the contractor to undertake the testing
of brand names, pramctional campailgns and other variables as agreed upon
in the market design. If available, a local advertising agency will then
be selected by the contractor, with host government appreval. If neither
are available, alternate arrangements will be made.

The contractor will be responsible for the satisfactory campletion of
work done by local subcontractors. The contractor will make the arrange-—
ments for warehousing facilities with the host country. The inventory
and fiscal control systems will be designed by the contractor with
approval by the U.S. AID and host goverrment.

Upon campletion of preliminary agreements, the contractor will camplete
the-details required for operation of the system. In addition to the

execution of distribution and advertising agreement, the contractor
trains and educates the retailers and the salesmen who have been re-
cruited. Production of promotional point-of-sale material and rackaging
material 1s accamplished. The contractor is finally responsible for
coordination of subcontractors and its own activities into one cohesive
system. The advertising and promotional media mix and timing must be
coordinated for optimal results, as well as the wholesaler-retailep
relationship. The salesmen, through detalling, serve as the catalyst
between wholesaler and retailer.

As mentioned above, great effort is mad: to ensure the selection of
competent contractors and countries which are capable of effectively
utilizing a cammercial distribution system.

Currently, three campanies have CRS contracts. Westinghouse Health
System has contracts in Nepal and Ghana. Previously, they managed

the program in Jamaica which nas successfully been ccmpleted and turned
over to the Government of Jamaica. They also undertook a study to
examine the role of the commercial sector in contraceptive delivery
(AID/#csd/3319) . Population Services Inter national, which manages the
project in Bangladesh, previously managed a commercial distribution
project in Sri Lanka, which is now run by the local family planning
assoclation. TCevelopment Assoclates, Inc. has vast experience

in population programs in Latin America. It will commence national
alstribution in El Salvador scon. In executing these activities, these
contractors have exhibited campetence in the two vital areas of expertise,
business acumen and social programs.

By the end of the project, management ccmpetence necessary to run a
national socilal marketing organization will be developed within the
country. ‘In most LLCCs, there 1s little experience in nationwide social
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marketing programs. By the end of each subproject, the necessary adver-
tising and pramotional expertise, as well as competence in distribution
Systems management, will exist in the local population. Moreover, during
the subproject, the contractor, through the training of the host national:s
and sharing of responsibilities through subcontracts, analytical talent,
and grass-roots management capability, helps to develop leadership poten-
tial. As indicated, the contractor is chosen for its management ability
and the country for its potential to maximize use of the camercial
sector. Cne element of the latter is management or entrepreneurial
potential, which is a consideration in selecting the location of a
Subproject. The project, through its use of indigenous subcontractors,
training local salesmen and exiting outlets helps to increase loeal capa-
city to participate in development. The precondition that the country
must actively support the project and remove legal and adaministrative
barriers to successful implementation precludes a hostile public environ-
ment. The inclusion of the local country — indeed, the tripartite
arrangement of AID, host country, and contractor - insures use of project
design and evalution methodology after project campletion. Moreover, the
local personnel will be familiap with the system. In that a distribution
network exists, the subproject will complement exlsting resources. The
profit margins will provide incentives for participation,

No additional AID staff commitments are required because direct manage—
ment will be undertaken by contractor or grantee. The only requirement
is that ATD/W will monitor the project and supply guidance when neces-
sary. USAID will facilitate efforts in the host country and, when
necessary, serve as a liaison between the contractor and host country.

have to be supplied fram the United States are the contraceptives. An
adequate supply of these camodities will be available through bulk pro-
curement. All other goods and services are to be purchased locally.

III. E. Envirommental Concerns

There are no negative impacts of volintary family blanning programs.
However, family plarning programs, if Successful, have a Fotentially
good effect in the reduced demsnd on non-renewable resources (e.g.,
fuel, water, land, wood, etc.).

Part IV. The Financial Plan

1. Cost Estimation - Because of the wide diversity among the participating
countries, costs will vary. Level of econamic development, inrrastructure,
size and marketing sophistication must be taken into account. Moreover,
projects in same countries will include retail sales, vending machines
contracertive distribution and household distribution, while Erogjects in
other countries will be more medest in scope. Projects of the latter

tyre may consist of a grant for condom vending machines, a limited mar-
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ket trial, or retail distribution of one contraceptive type. The per-
centage breakdown of itemized costs will be similar, however, in most
countries. The itemized cost list with a range of total costs are des-
cribed in Table III-1 on the following page. An allowance for a 7%
inflation rate is included in the analysis as is 10% for contingency
mts.

The estimated costs are based on past experience with CRS projects with
a provision (as noted above) for inflation and unforeseen contingencies.
Additional expenditures are also estimated for new projects. Based on
past experience and anticipated programmatic expansion and change, the
cost estimate is reasonably firm.
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2. CONTRACEPTIVE RETAIL SALES PROJECT BUDGET (in $000)

FY 79 FY 80 FY 81 FY 82 FY 83

New Projects:

Small Grants 3/ 450 450 650 650 650
Large Contracts 2,500 5,000 7,000 5,000 5,000
Small Contracts ueo 500 500 400 400
Vending Machines 100 100 100 100 100
Sub-total 3,550 8,150 8,250 6,150 6,150
On-going Projects:
Mexico 1,500 1,500
Bangladesh 500 500 400 300 300
Ghana 350 250
El Salvador 250 200
Nepal 300 250
Sub-total 2,900 2,200 /0"
R
TOTAL 6,350 8,750 8,650 6,450 6,450 3\

(excluding contraceptives)

In-Kind Contribution Of Contraceptives

Condoms 1,250 © 1,750 2,500 3,125 34500
Orals 600 800 1,000 1,400 1,500 0
Foaming Tablets 175 350 525 875 1,000 iy
l i)
TOTAL 2,025 2,900 4,025 5,040 6,000 Y
4 21
GRAND TCTAL 8,375 11,650 12,675 11,490 12,450

3/ Small grants are awarded for projects which are not deslgned

to implement large scale cammercial distribution systems but will
develop small projects or augment on-going projects of other donors

. or host governments. Examples are contraceptive ,vending machines,

-market testing, retail sales of one commodity, advertising subsidies,
and market testing. Large contracts refer to the development of con-
traceptive marketing systems in large countries. Similarly, small
contracts refer to agreements to develop marketing systems in coun-
tries with lesser populations.
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3. Illustrative Annual Budgets

Large Project (Bangladesh)

Labor

Travel

Allowances

Other Direct Costs

Equipment, vehicles,
materials

~ Subcontracts

Consultants
Overhead
Fee

Small Project

Grants

Labor

Travel

Allowances

Other Direct Costs

- Equipment, vehicles,

materials
Subcontracts
Consultants
Overhead
Fee

Labor

Travel (local)
Materials and Supplies
Installation Costs
Overhead

$150,000
30,000
35,000
110,000

60,000
250,000
15,000
130,000

50,000
$830,000

$65,000
18,000
22,000
26,000

14,000
85,000
1,000
65,000
4,000
$300,000

$8,000
1,500
500
1,000

3,000
$14,000
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4. Recurrent Pudget Analysis of Implementing Agency

The budget shown on page27 of this Paper is considered adequate to fund
the recurring operating and maintence costs in the on-going CRS projects.
The budget also provides sufficient funding for the anticipated develop-
ment of new social marketing projects during the life of this Paper. 4s
the budget indicates, three types of projects will be undertaken:
national cammercial distribution systems in large countries; large scale
distribution projects in small countries; and small grant projects such
as market testing in one area and condem vending machines projects. In
analyzing the budget, it should be kept in mind that, because the project
utilizes existing distribution systems within the host country, savings
accrue to the project in "front end" op capital expenditures.

The budget provides for the introduction of new CRS subprojects anmally.
Because of higher capital during the initial project year, 40% of the
contracts costs are allocated to the first year and 30% in the two sub-
s nuent years. For reasons discussed below, direct and recurring costs
will diminish in the latter years of the project.

The bulk of project costs are incurred during the initial phases of
project develcpment prior to national sales launch. These costs are
fixed capital expenditures which are non-recurring. Hence, they will
have no impact on the budget following termination of the disbursement
of AID funds. These initial costs include market research and testing,
training of salesmen, feasibility studies (such as KAP studies) and
start up costs associated with ‘implementation of the distribution ,
system. In addition, the direct or recurring costs generally are re-
duced during the latter stages of the project. Advertising in order
to identify and create high levels of demand is more intensive during
the initial periods. Selection of promotion and advertising is more
selectlve later in the project, thus reducing advertising costs.
Furthermore, in order to £i1l the distribution channels, contraceptive
backaging is greatest during the early stages of distribution. These
costs, moreover, are reduced later in the project due to eccnomies of
scale. Other recurring costs including labor, overhead and transporta-~
tion are expected to be constant through the life of the project.

It 1s anticipated that CRS projects will achieve, or, in cases where
this is impossible due to the level of market sophistication and ‘
econanic develcpment in the host IDC, approach self-sufficiency by
project campletion. Project revenues from retail sales will reduce

or off'set distribution costs on an increasing basis. This is because
the number of contraceptives sold should increase through demand
creating promotional activities and the reduction of free samples
necessary in order to Initially expand sales. Thus, recurring or
direct distribution costs will be minimal following termination of'

AID funding. In exceptional cases, self sufficiency may not be
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Possible because of difficulties relating to the level of econamic
development, In those countries, the country will Subsidize sales
until selr sufflciency is achieved.

It 1s concluded that the essentia] Services provided by the Contra-
ceptive Retail Sales projects will be continued after termination of
AID funding, e increasing project revenues relative to recurrent
éxpenditures indicate that these social marketing activities should
became more cost effective in the ensuing years, thyus Supporting the
assertion that Services can be funded after project campletion. The
Project des enco es financial resource planning and management
Dy the orgajfggtion:r:gat will administer the soclal marketing System
af'ter project canpletion. Whepe feasible, the essential marketing

in responsiﬂle management positions (including Project Managep)

this has been the implementation of a full scale, naticnwide commercia)
distribution sSystem. Subpro ject design and implementation have and.will

needs and interests. These Subprojects will ercourage specific market
trials, demonstration Projects, additions to existing systems and map-
keting research through financial support and technical assistance.

Same schedule:

1) Marketing design will pe submitted within 90 days after awargd
of contract, Five copies will be distributed to the host country

- background PEPort providing information on demographics, language,
ethnic diversity, medical ang Soclal welfape Statistics, social and
cultural factops affecting family planning and family size, education,
literacy, media résources, major Commercial activities, legal prohibi-
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current family planning crograms and goverrment policies. The current
distribution structure, contraceptives avallable, appropriate trade

channels, contraceptive usage price and incame elasticlty information,
contraceptive marketing potential, desired contraceptive price levels,
probable increase of contraceptive users after establishment of sub-
project, packaging altermatives, plan for programmatic self sufflciency

once subsidy is removed, estimates cf initial and recurring and total

costs, types of promotional techmniques, estimates of number of retail cutlets
by geographical region, procedures by which the host goverrment will receive
the consigmment of contraceptives, fiscal and inventory controls and advertising
evaluation plan also must be concluded.

2) After Marketing Design submnission contractor will: make prepara-
tory administrative and legal arrangements, leading to selection of host
country advisory board; screen local resocurces for market research, promotional
activities, advertising, point-af-sale material, promotion and packaging design
and producticn capability; screen cooperating country consultants; selection
and recrultment of local hire personnel, screen potential distribution firms;
place orders for contraceptives with AID/W; identify test marketing areas.

- 3) After Marketing Design approval, full set-up and implementation
shall be undertaken. This period should last 60 days and include the
following: solidify relations with USAID and host country officials,
family planning assoclation members and business and medical community;
establish in-country offices; begin to negotiate with distribution firms;
train local distributor(s); select market research firm; select local
advertising agency, if available; set guldelines for a monitoring and
control system; establish guidelines for bulk warehousing; and make )
arrangements for warehousing; establish fiscal and inventory procedures;
and develop instructional material which will utilize pretested instruc-
tional methods (especially for pills).

4) When (3) has been accomplished, the action phase shall begin.
The first phase will be completed within ninety days. Included are:

a. Executlon of distribution and advertising agreement.

b. Education and training of retaillers through distribution of
point-of-sale educational material and/or use of distribution firm's
salesmen.

¢. Production of point-of-sale promotional material and packaging
material.

d. Establishment of advertising efficacy evaluation material.

e. Development of joint program with the national family planning
program towards motivating people to use contraceptives.

f. Prime system.
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5) After copletion of the initial action phase, n_ticnal distribution
and natiorwide promotional program. The program should be completed with-
in two years. Plan for subprojects, e.g., vending machines, must be com—
pleted and sutmitted to AID/W Cognizant Technical Officer for approval.
The same schedule is applicable to smaller, nationwide CRS projects.

To facilitate the subproject development, a blanket waiver of procurement
source is necessary for the local hire of advertising, market research

and distribution firms. Because an objective of this project is to
ensure eventual management of the cammercial marketing system by indigencus
firms, the utilization of existing capabilities within the IDC during
initial subproject development is essential to the chances of programmatic
achievement. at project campletion. Signature of this document will
indicate the clearing offices concurrence in waiving the requirement for
waivers for local procurement of necessary services under individual

It is expected that during both FY 1979 and 1980, 2 large projects and
2 smaller projects will be funded, as well as 3 grants to existing CRS
efforts by host governments or other donors, for pilot test projects,
i.e. vending machine sales tests. In FY 1981 it is planned to begin
3 large and 2 small projects and to meke 2 grants. In FY 1982 no large
projects, 2 small projects and 1 grant will be cammenced. In the last
fiscal year, 1983, no large or small projects will be bequn and cnly
1 grant will be made.

Part VI. Evaluation Arrangements for the Project

Existing CRS contracts include provisions for periodic evaluation, through
regular review of sales data and review of progress toward achievement of
project goals. Given the nature of the project, collecticen and analysis

of project data poses no serious problem. Because the commercial distribu-
tion of contraceptives is undertaken by a quasi-business organizatiem,
"profitability" or cost effectiveness is a major objective. Therefore,
careful records regarding revenues, costs and contraceptives sold are kept,
as well as the efficacy of various camponents of the project, such as adver-
tising and prawtion. Additionally, knowledge of activity in each retail
outlet and number of ocutlets are kept. Therefore, evaluation of this pro-
ject is greatly facilitated. Moreover, in order to ensure maximm efficiency
marketing research is updated at periodic intervals. The marketing research
thus serves as an excellent vehicle for programmatic evaluation.

The marketing design also is a source of baseline data and general background
information indicating potential institutional/sociceconomic/political diffi-
culties that may be encountered.

The marketing design also will discuss plans for subproject implementation.

Included are: proposed contraceptive products and proposed prices; projected
number of outlets; probable promotion and distribution expenses; estimate of
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increased contraceptive usage; advertising strategy; plan for self sufficiency;
and inventory stocks. This technical information can serve as a basis for
evaluation.

During the first three months of the project, a plan for initial and continued
subsidy of contraceptivesalong with anticipated contraceptive price levels must
be submitted.

During the course of the project, a number of reports are to be sutmitted to

the Mission and AID/W. An annual summary report will recapitulate progress to
date and make specific recommendations for continued activity. A quarterly
report will review activities during the preceding three months. Recent devel-
opments in personnel, advertising, distribution, expansion of outlets and packag-
ing will be described, as well as sales levels.

The fundamental document for assessing progress will be the monthly sales report.
The following information will be transmitted monthly: the number (in units) of
cycles of oral contraceptive distributed to wholesalers and retailers during the
month, broken down into those that were sold and those which were free samples.
Similar information is to be sutmitted on condoms and any other contraceptive
products sold. In addition, the report will have monthly and cumulative totals
of revenues and expenditures, broken down (to the extent possible) by contracep-
tive type. Also, the contractor should indicate retail outlets which are active
and inactive. In subprojects which sell contraceptives through vending machines,
a similar monthly report will be required. The major difference is that vending
machine reports must include information on individual machines. Formats of the °
reports appear on the following pages. Information from these reports Will be
used to calculate guantitative indicators of success discussed above,i.e. cost of a
yeagls supply of contraceptive protection and retail outlets.

Periodic on-site evaluations will be undertaken. In the Interim, continuous

. monitoring and evaluation is to be carried out by the contractor and modifica-

tion in the subproject will be made upon approval by AID/W. Prior to national

distribution commencement and after the initial action thase, AIT will evaluate
the project. The evaluation team will consist of at least one independent con-
sultant and AID representative. In addition, USAID and AID/W project monitors

wlll make annual evaluations.

The following are the major evaluative criteria used for intensive evaluation
of subprojects after at least one year of national sales:

1. price low enough to be affordable by poor majority. Means of verifi-
cation: consumer interviews in prevalence surveys; retaller interviews; total
sales; locality of sales (rural - urban).

2. cost to distribute one year's supply of contraceptives, computed by
taking actual contract costs to a point in time and dividing by number of
"acceptors," stated in amnualized tems, should be significantly less than
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comparable public sector costs; means of verification: actual sales levels
(indicated by revermue and sales data) compared to actual contract expendi-
tures; estimates of public sector costs.

3. nationwide availability of contraceptives, with sufficient retail
sales loci to ensure relatively short distances for consumers to travel;
means of verification: sales reports, Mission observation, evaluation sur-
veys. District maps showing retail and wholesale outlets. Sample survey
of outlets to determine actual availability and sales levels.

4. self-sufficient distribution system at end of project; indicated by
subtracting contractor overhead costs and camparing remainder to sustained
monthly revenue.

5. percentage of females 15-44 being served by project distribution
System should be no less than 10%; however, if CRS project is in a nation
that has cultural bias against contraception, and national policy has under-
gone recent change in factor of contraceptiacn, then objective would be 20%
of all "acceptors" provided that the project 1s near self-sufficiency after
three years.

6. commercial-style advertising, according to experience reported in
Bangladesh and Jamaica, has a synergistic effect with public sector and
other cammercial distribution systems. While hard to measure, lncreased
"acceptor" levels iInthese other sectors is an indication that the CRS pro-
Ject 1s at least partially responsible for motivating consumer to contra-
cept. An Increase of more than 10% of wamen 15-44 being served by these
other sectors would be viewed as a positive contribution by the CRES project.

Part VII. Conditions, Covenants and Negotiating Status

‘Other than preconditions and agreements outlined in this Project Paper, no
additional covenants or conditions need exist prior to project initiation.
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Data Sheet an Fxlating Trojects

Country Bang Ladesh Jamnica
Date Snles Novemher 1973 June 1975
Inttiated
Contractor/ Population Servicen Gov't of Jamaica,
Management Internatlonal (rsy) Westlnphouse tlealth

Brand Names

Retall Price (us$)

s~Retal.l. Crice/
Avg. Annual tncome 1Y)

Hinisum Inftial
Inventory level

Retall Outlets
Sales to Date

Most Recent
Honthly Sales

Program Cpse/
Honth's euppiy 2/

1/ This measurement

2/ Thin computation Ln int
over the total f{fe

Raja (King)-condom
Maya (hnppinesn)-
rlll

$.026 rkp. of 3
condoma

$.09 pkg. of 2
cycles

0.17%

72 condoma (3 packs)
20 cyclen

21,426 condomsg only
34,229 plite & condoms

31,551,000 condoms

1,729,000 cycles

1.9 millfon condoms
99,000 cycles

$.30

of the affordabilce

ended to show rela
of the project, b

Systems ('eil 9/77)
Tanther ~ condom

Tearte - pt11

$.16 pkg. of 3
condomg

$.32 pkg. of 1
cycle

0.05%

72 condoms (3 packs)
24 cycles

929 condoma only
266 pills & condoms

1,826,000 condoms
326,000 cycles

76,000 condoms
15,000 cycles

$i.o0

contraceptives supplied in-kind 13 excluded.

tive cost effectiveness,
7 the mmber of month'

Nepal Hexico Ghana FL_Salvador .
Miy 1978 Late 1978 June 1978 My ja9ra
Hentinphouge flaalth ™D Weatinphoune Nealth Pevelopment
Syatems Systemn Annaciaten,
Inc. (DAY)
Phaa} (shield)- TRD To be determined Condos —condom
condom Perta - pt1g
Gulnf (rome)- plil
(proponed) ™D (proposed) (proposed)
$.08 pkg. of 6 $.348 6 condom rk $.12 per Y-pk
condomn $.185 cycle (propo- condoma
$.24 pkg. of pills sed) $.32 prr cycle
0.17x ™D 0.172 0.402
72 condomn ™mn 72 condoma To be determined
(3 packn) (3 packn)
24 cyclen 24 cycles
3,410 condoms only N/A 1,000 -~ 2,000 alidpa 560 pharmacien
v (anticipated) _2,9710 <tores
375 pille & condoms 3,5 (anticipated)
(antticipated leveln)
N/A N/A N/A N/A
N/A N/A N/A M/A
N/A N/A N/A N/A

y of the tontraceptives ia derjved by dividing the ret
{(the averape cost of pills and condoms) by the estimnted average annual per cnplta income,
It is derfved by dividing the total program cost, amortized by month,

The coat of the

es of contraceptives dintributed during a piven month,

Al price of one yenylg supply of contracept lyeg



IMPACT IDENTIFICATION AND EVALUATION FORM
Imdact Arvas & Sub-c.rou-’i-’ I:-.zuczy [mpact Areas & Sub-ueuy !:n:act-z-/
A. LAND USE F. SCCIQECONOMIC
1. Changing the character of the 1. Changes in economic/ employment
laad thru: T YT T .
a. [ncreasing the population........._ N 2. Changes {n population............ H
5. Extracting natural rescurces..... N 3. Changes in cultural patterns...... hd
¢. Land clearing....... B\ | 4, Cther factors N
d. Changing soil character.........._ N
2. Altering natural defenses.......... N G. HEALTH
1. Changing a natural environment, ., N
3. Foreclosing important uses........ N
. . 2. Ellminating an ecosystem element.. H
4. Jeopardizing man or his works..... N
3. Cther factors N
5. Cther factors N
. H. GENERAL
3. WATER QUALITY 1. Imternational impacts............ L
1. Physical state of watent......ce0.. N
- 2. Controversial impacts......... .. L
2. Cherical and biological states..... N .
3. Larger program impacis........._H
3. Ecological calance. .....co0veese . N :
4. Cther factors N
4. Cther factors N ¢
I. OTHEER PCSSIBLE IVMPACTS (notlisted above)
C. ATMCSPHERIC
1. Air additives......ccvievverecioae N Reduction_in Population H
2. ALr pollution. ..vsevernroresansees N Growth Rate
3. Noise pollution.....ccuvuuens eeves N
4. Cther factors N . FOOTNOTES:
1/ See Explanatory Notes for this form.
D. NATURAL RESQURCES 2/ Use the following symbols:
1. Diversicn, altered use of water.... N : -
N=- No envirconmental impact
2.Irreversible, inetficiant commitments N L-Little exvironmental impact
M- Moderate exvirenmental impact
3. Cther {actors N H- High environmental impact
e _ U- Unknown environmental {mpact
Additional comments:
=. CULTURAL
1. Altering shysical symbols.........__N
2. Dilution of cultural traditions......__ L
3. Cther izcsors N




Part VIII. cC.

5¢(3) - STANDARD ITEM CHECKLIST

A. Pracursment

FAA Sec. 502. Are there arrangements to
permit U.3. small business to participate
equitably in the furnishing of goods and
services financed?

FAA Sac. 604(a). Wil1 all commod1ity
procurement Tinanced de from the U.S.
except as otherwise determined by the
President or undapr delegation from him?

FAA Sec. 504(d). I[f the cooperating
country discriminates igainst U.S.
marine insurance companies, will agree-
ment require that marine insyrance be
placed in the U.S. on commadities
f1nanced?

FAA Sec. 504(s). 1If offshore procure-
ment or agricul tural commadity qr
product is fo he financad, is thers
provisicn against such arocurament when
the domestic arice of such commodity is

less than parity?

FAA Sec. 508(a). will U.S. Government
2xcess personga grooerty be utilizeq
wherever sracticabla in lieu of the
procurement of new items?

MMA Sac, 301(5). (a) Compliance with
requirement nat at least 30 per centum

of the gross tonnage of commoditias
(compuzad separatzly for dry bulk
carriers, dry cargo liners, and tankers)
financed snall be transoorted on privataly
owned U.S.-flag commercial vessels to the
extent that such vessals dre ivailabla

at fair and reasonable rates.

F3A Sec. 821. If tecinical assiszance

is financed, will sych assistance e fyr-
nished to the fullest extent oracticable
35 goods and orofassional and cther
services frem orivaca antarorisa on a
contract basis? If the facilities of
otner Federal agencies wij} be utilizad,

Yesg

Yes,

NQA.

Yes.,



A?

ire they particularly suitable, not
comoetitive with orivata entarorise,
and made availaole without undue intar-
farence with domeszic programs?

[nternacional Ajr Trintoort, Fiir
Lomoetitive Practices ict,

[f air transportation of persans or
property is financed an grant basis, will
provision be made that U.S.-flag carriers
#4111 be utilized to the axtent sych
service s available?

Construction
——=s1oerion

1.

FAA Sec. 601(d). If a capital (a.g.,

construc:1cn§ project, are engineering
and professional services of U.S. firms
and their affiliates o pe used to the

maximum extent cansistent with the

‘nacional interass:?

FAA Sec. §811{c). If contracts for
construction are to be financad, will
they be Tet on a competitive basis to
maximum extent practicable?

FAA Sec. 620(k). If for canstruction

of productive enterprise, will aggregata
value of assistance to be furnished oy
the U.S. not exceed 51C0 millien?

Otkar Restrictions

1.

FAA Sec. 201(d). If development lgan,

is intarest rata at least 29 per annum

during grace period and at least 3% per
annum thereaftar?

FAA Sec. 301§d2. If fund is astablished
soiely oy U.J5. contributions and adminis-
tered by an intarnational arganization,

does Comotroller General have audit
rights?

F2A Sec. 520(h). 0Oo arrangements
precluce promoting or assisting the
foreign aid projects or activities of

Communist-3lgc countries, contrary to
the best interests of the u.5.?

FAA Sec. 836(i). Is financing not per-
miitad to be usad, without waiver, for
purchase, long-tarm lease, or exchange
of motor vanicle manufactured outside

the U.S. or guaranty of such transaction?

Yes.

NOA'

N.A.

N.A.

Yes

Yes

Yes



4111 arrangements preclude usa of
financing:

a. FAA Sec. 114, to pay for serformancs
~—aLc. 18 ’

of aborticns or ta MOtivata or coerca

Persons to sractica abortions?

5. FAA Sec. 620 a). to compensata
OWNers ror axpropriatad nationalizad
praoperty?

C. FAA Sac. 350, o finance police
training or other law anforcement
assistance, excent for narcotics
programs?

d. FAA Sec. 662. for CIA activities?
——28C. 00c¢.

8. Aop, Sec. 103. 0 pay gensions, ate.,
for mi 1tary personnel?

f. Aop. Sec. 106, tq fay U.N. assass-
ments?

9. Apo. Sec. 107. g carry out provi.
sions of FAR Sectians 20%(d; and 251 (h)?
(transfar tg muitilataral oraanization
for lending).

h. Aoe. Sec. 501, 9 ba used for
publicity or Aropaganda rurposas
within 1.3, not authorized gy Congress?

Yes,

Tes,

Yes,

Yes.

Yes.

Yes,



5C(2) - PROJECT CHECKLIST

A. GENERAL CRITERIA FOR_PROJECT,

- 1. Apo. Unnumbered; £aA Sec. 533(h)

‘(::c)mge::r;be 22\': C:mmtteers‘ on gppropria To be advised p-
enate and House have been or : - -

will be notifieq concerning the project; FY' 80 Congres:.ion;

b) 1is assiscance within (Operatignal Presentation

Year 3udget) country or intarnational

arqanization allocation reported to

Congress (or not mors than $] million

over that figure plus 10%)?

2. FAA Sec. S11(a)(1). Prior to oblfgat'(icr)'l Not applicable to Ffamil
in excess ¢r 3100,000, will thera be (a .
engineering, 7inancial, and -other plans planning Projects. ‘
necessary to carry aut the dssistance ang
& reasonably firm sstimatao or the

cost to the U.S. of the assistanca?:

3. FAA Sec, 611(a)(2). If further legis-
fative action is raquired within recipien .
country, what is sasis for reascnable N.A
expectation that such 2ction will e N.a.
complated in time &g permit orderly
accomplishment of aurnose of the assis-
tance?

4, FAA Sec. 511(5): doo. Sec. 121, If for
Watar or water-relatad land resourca
canstruction, hag Arnject met the stane
dards and critaria +; per Memorandum or
the President datad Sept. 3, 1373 N.A
(replaces Hemorapaum or May 15, 1962; Hledte
see Fad, Register, Vg, 38, No. 174, Part
[II, Seot. ig, 1972)2

5. FAA Sec. 811(a). 1r roject is capital
assistance (e.g., construction), angd al1l
U.S. assistanca for it will exceed
S1 million, has Micsion Oirector cartified N.A
the country's capabiliey erffectively ¢
maintain and ytilize the argjece?




§. FAA Sec. 209, 519. Is project susceptible
of execution as part of reqional or multi-

lateral project? [f so why is oroject not
SO exacuted? [nformation and conclusion
wnether assistance will encourage

regional development programs. [f
assistance is for newly indenandent
country, is it furnished through multi-
lateral organizations or plans to the
maximum extent approprista?

7. FAA Sec. 601(a): (and Sec. 201(f) for
evelooment loans). [ntormation an
conciuysians wnether project will encourage

efforts of the country to: (a) increase
the flow of international trade; (b) fos-
ter privats initiative and competition;
(c) encourage development and use of
ccoperatives, credit unions, and savings
and loan associations; (d) discourage
monopalistic practices; (e). improve
tachmical efficiency of industry, agri-
culture and commerce; and (f) strengthen
free tapor unions.

8. FAA Sec. 6J1(b). Information and con-
ciusion on now project will ancourage
U.S. private trade and investment abroad
and encourage private U.S. participation
in foreign assistance programs (including
use of private trade channals and =he
services of U.S. private enterprisa).

9. FAA Sec. 612(b): Sec. 635(h). Oescribe
steps taken O assurs tnat, to the
maximum extent possible, the country is
contributing local currenciss to meet
the cost of contractual and other
servicas, and foreign currencies owned
by the U.S. are utilized to meet the cost
of contractualand ather services.

10. FAA Sec, 512(d). Ooes the U.S. own axcess

foreign currency and, if sg, what arrange-
ments have been made for its release?

3. FUNDING CRITERIA FOR POOJECT

1. Qevelocment Assistance Project Criteria

3. FAA Sec. 102(c); Sec. 111; See. 291a
E«tant to wnicn actIvity wi a) arfec-
tively involve the poor in development,
by extending access to aconomy at local
lavel, increasing labor-intensive pro-
duction, spreading investment out from
cities to small towns and rural areas;
and (5) help develoo ccoperatives,
especially by zechnical! assistance, to
assist rural and urban poor tg help
tnemselves toward beczer life, and gther-
wise 2ncaurage democratic srivate and
T3cal jovernmental ins=itutions?

N.A.

Since objective of project
is to use private. sector, i-
will foster private initia%s:
in-country subcontracts are
competed; cooperatives are
often integral parts of sub-
projects; technical competer
of market research, advertis
ing and distribution firms
enhanced through technical
assistance

Projects can help to develorp
overseas markets; U.S. firms
will compete for prime con-
tracts under this Paper

In countries which have excs
currency, iv is or can be us-
Tor these projects; reveanue
generated from sales is usacg
o defray local costs

(=Y
<

J.5.-owned excess currency
will be used where it axists
per contractural clauses.

Previous projects have brough
thousands of small entrepre-
neurs into distritution Sys-
tems; Cemales who use contra-
ceptives provided through

this project are more free tc
take part in economic ursuic



b.

FAA Sec. 103, 1034 104, 10s, 1086,
7.7 13 45s1stance being mae availabla:
clude only aoplicable parigriph .-

10
[inc

£.9.,2, b, ete. -- which corresponds to
source of funds yseq, [f more than gne
fund sourca is used for project, include
relevant saragraph for ¢ach fund source.]

(1) (103] for agricul ture, ryra} develop-

(2)

(3)

ment or nutrition; if S0, extent tg N.A
which activity is specifically Tehe
designed tg increase productivity

and income of ryra) poors [103A]

if for agricyltural research, is

full account taken of needs of sma]]

farmers;
(104] for population planning or :
health; if so, extent to which Project

artivity extends low-cost, integrated
delivery systems to provide health

-and family planning services,

especially ta rypaj areas and poor;

(105] for education, publie admin-

istration, or human resgurces

deve’lopment; i¥ 50, extent to which N.A,
activity strengthens nonformal

education, makes formal education

more relevant, especially for ryra]

families and urban paor, gr

strengthens manag<ment Capability

of institutinns enabling the poor to

participata in development;

(106] 7or technical assistance,

energy, research, reconstruction,

and salactad devalopment problems;

if so, extent activity is: N.A,

(2) technical cooperation and deveiop-
ment, especially with U.S. private

and voluntary, or regional and intap.
national develooment, organizations;

(b) to helip alleviate energy prodiem;

(c) research ints, and evaluation of
economic development pracesses and
techniques;

(d) reconstruction aftar natural or
manmade disastar:

(e) for special develocment probiem,
and Lo enable Praper utilization of
earlier .S, 1nfras:ructure,.etc.,
assistanca;

(f) for programs of urban develecoment
2specially small Iabor—intensfye
entarprisas, marketing Systems, and
financial or gzner InsTitutiong =y
nelp urean pogr participacza in
2ccnomic and social develocment.

purpose.



3

(5) (107] vy grants for coordinatsd
orivate sffore g develop and
disseminata intarmediate technologies
dpprooriats far deveioping countries,

C. FAA See, llogazi Sec. 208(2). Is the
recipient country wiiTing to contribute

funds to the Aroject, and in what mnner

will provide at least 25% of the cosis of
the program, project, or activity with-
respect o which the assistance is to he
furnished (or nas the latter cost-sharing
requirement heen waived for a “relatively
'leas:-developed" country)?

d. FAA Sec. 110(b). wWin grant capital
assistance be 'sdursed for project over
mare than 3 years? [f 50, has justifi.
cation satisfactory to Cangrass been made,

and efforts for other finanging?

e. FAA Sec. 207. Sec. 113. Extent to
wiich assistance retlects dppropriata
emphasis on; (1) encouraging development
of demacratic, economic, political, and
social institutions; (2) self-help in
meeting the country's fgod needs; (3)
improving availability of trained worker-
power in the country; (4) programs
designed ta maet the country's health
needs; (5) ather imoortant areas of
accnomic, political, and social daveiop-
mentg, inc]ud1ng industry; free labor
unians, cooperatives, and Yoluntary
Agencies: transportation and communica-
tion; planning ind public ddministration;
urban development, ang modernization of
existing laws; or (8) integrating women
inte the recipient country's national
2Canomy .

f. FAA Sec. 281(b). Jescribe axtent =
which Arogram recagnizes the particylar
needs, desires, ang Capacities of the
pecola af the country; utilizes the
country's intsllectyal resourgas to
ancourage institytional development;

and supports civic education and training
in skills required for erfactiva partici-
pation in governmenta| and political
processas assential ¢ self-gavernment,

N'A'

N.A.

Project emphasis is on im-

provement of health and soc:
well-being of rural and urbe
poor by enabling them %o cee
childbearing at desired numk

of children

Project gxvtensively uti
nost country institutio
and resources,

il
ns

2e

1]



a1

the activity give reasonraple promise of
cantributing to the davelogment: of
économic resaurces, or g ne increase of
productive capacities angd self-sustaining
&conomic growen; or of sducacional ar
other institutions dirscsad toward social
oragress? [s it related o and consis-
tent with othar daveiopment activitiag,
and will 1t contribute ro realizable
long-range objectivas? And doas orojact
paper provide information and conclusion
on an activity's economic and tachnical
soundness?

h. FAA Sac. 201’b)§6); Sec. 211§a2§52, (5).
[nformation ang concliusion on possiole

effects of the assistance an U.S. economy,
#1th special refarence £ areas of sub-

" stantial labor surolus, and axtant tg

which U.S. commadities and assistanca

are furnished in a3 manner cansistent with
impraving or safequarding the Y.5. balanca.
of-payments sosition,

Develooment Assistinca Projact Critaria
{Loans aniv)

3. FAA Sec. 201(5)(1). Information

and conc¢lusion on avatiability of financ-
ing from other free-world sdurces,
including private sources within 1J.S,

5. FAA Sec. 201(n)(2). 201(4). Infor-
mation and canclusion on (i) capacity of
the country <o repay the loan, including
reasonableness af Tepaymant orospects,
and (2) reasonaplanass and legaiity
(under laws of country and Y.5.) af
Tending and relending terms of cha lcan,

C. FAA Sec. 201/2). If loan is noc
MAde Jursuant o a4 rulsilatara] plan,
and the amount of the jgan 2xceeds
$180,000, has country submittad to ALD
an application for such funds together
with assurances tg indicate that funds
will be used in an gcanomically and
technically sound manner?

d. FAA Sec. 291(f). GCoes or2je:t nager
descrice now oroject will oromota the
country's economic develoomant taking
int3 accaunc the cauntry's human and
material resources requirements and
relatisnsnig Setwasn ultimaca agjacrives
ar the sroject and averall acsnomic
development?

Project will not have
negative effect on U.S.
sconomy.

N.A.



e. FARA Sec. 2n2(a). Total amoynt of
money unaer Toan wnich is going direstly
ta private nterorise, is going %o
intermediata credit insTitutions gr
other dorrawers for use by private
enterprise, is being used tg finance
imports from orivate sources, or is
otherwise being used to finance procure-
ments from privata sourcas ?

f. FM See. 520 d). If assistance is
for any Productive eantarprise which will
compete in the U.S. with u.s. enterprisa,
is there an dgreement by tha recipient
country to pravent export to the .S, of
more than 20% of the enterprise's annyal
production during the life of the loan?

Project Critaria Salely for Seecurit :
UBoOrting Assistancs N.A.,

FAA Sec. S31. How will this assistanea
SUpport premote economic or political]
stability?

Additional Critaria for Alliance for N.A
Pronrss; ek

[Nota: ‘Alliance for Prograss projects
should add the following two items to a
project checklist. ]

a. FAA Sac, 251(b!g1§, -{8). Ooes

assistance take 1nto account arinciples
of the Act of 30gota and the Chartar or
Punta del Esta; and ¢ what extent will
the activity contributa 20 the aconomic

or political intagration of Latin
America?

N, FAA Sac. 25i(L)(8); 251(h)., Fop
loansy, has ~ere been taxen into account
the effors made by raecipiant nation to
regatriate capical investad in other
countries by their awn Citizens? Ig
Toan consistant with the findings ang
recommendations of tha intar-American
Cormittae for the Alliance for Progress
(now “CEPCIES," tha Permanent Executive
Commitiae of the 0AS) in its annual
review of natignal development activitieg?




