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ACTION MEMRANDUM FOR TAEMO. 

TRRU: ES h
AA /.P C4;1 aiemm d: ha 

FROM: AA/DSl adeLevin 

Problem: To obtain your approval for continued support of existing
 
Contraceptive Retail Sales (CRS) contracts as well as funding of new 
efforts in this activit7-.. 

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 additional 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 ti 
existing subsidized commercial marketing projects initiated by host
 
countries or other international 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 $56,640,000.0/
 

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. None 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 pr-Ies 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.)
 

11hile 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 Jamaica, the objective
 
was 
to work strictly with the private sector, and to achieve a distribution
 
system in which the revenue would pay ll its costs, eventually including
 
the costs of contraceptives.
 

JQ2763 
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The theory behind CRS projects is 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 avail­ability 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 "pusht of profit incentives is used, however,at the wholesale and retail levels, although absolute profit at these
levels is far less than with other consumer goods. The "pull" of advertis­ing and promotion also is important to create consumer demand. An integral
part of such advertising is the necessary 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 Government 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 eeiterate 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 instructions.
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Waiver: Approval of this document will constitute a waiver of U.S.Ptcureuent source requirements in order to permit procurement of
local services related to packaging, advertising and pramtion of
family planning cozinodities in the host country. The basis for thiswaiver is set forth on page 32 of the attached PP. 

Congressional Notification: This Project is described on page 982of the Interregional. Programs Data Book (Population Planning) of theFY 79 Congressional Presentation. The FY 1979 funding proposed inthis Project Paper exceeds the FY 79 Congressional Presentation level.However, the FY 1979 OYB for this Project is below the FY 79 CP fund­ing level. Therefore, a Congressional Notification will be required
only if the currently proposed OYB level of $3,900,000 is increased 
above the CP level of S5,365,000. 

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

Approved:_____ 

Disapproved: 

Date:__ 

Attachment: PP
 

Clearances:
 
AFR/DS, JKcehring (draft)

PPC,PDPR, EHogan (draft)

LA/LM, WFeldman (draft)

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

/o, RSipson (draft) 

Drafted by: JRThomas, 235-9705, DS/PC/FPSD 



------ ---- 

2 

AO NCY 'ON INTiRNATiomAL OR CLOPURNT 1. TRANSACTION 

A"A2. 
CCOEPROJECT AUTHORIZATION AND REQUEST 

PAFFOR ALLOTMENT OF FUNDS PART I C OHANrC 

3. COUNTRY/ENTITY C NT RVISION .___ nJterregiolial4.o m I u m 5UgERc rRE ON s 
s. "ROJE[CT NUMI. (7 dltaI S. 3UREAU,'OFFIC

-932-0611 7. OJECT TITLE ,Mizznna, 40 chaa.rv)-A ° 
L a. COcEC932-o61a. DS 

SYSO 

C 3 : ~ f t a e p i e-
ACTION TAKN aR36 Gontrceptive Retail Sales9,. EST. PERIOD OF IMPLEMENTATION

APROVAL 

[ OISAPPRO VEO 

__oc O_AUT_ _lZ__."D _T, LO5ams 

IO. APPROVED BUDGET AID APPROPRIATED FUNDS (5000) 

PRIA riO N PURP03C TECH. _ A. APPRO. B. PRIMARY PRIMARY . . .. _ KP. 3ROCODE E. IST FY PY ..
H. 2NO FY80 

IINCODE[ CG AT 0L N r GRANT 0. LOAN I GRIANT J. LA L.G NT L OA
I MN-. LA GRANT Mrv. LOAN 

()11,

(3) 650 2.675
 

.
 

{4) 

-_
 

TOTANLS 
2 65

A. APPRO. N. 4T1, PY __0. STH Y 83 LIFE 0 PRO0C ANRIZNo ORAN C~ 
RA N IIEN TEN APPOROPRIA TEL 

-3. T GRANT WJ. L.0AN coact{sil 
0. GRANT 0 L-OAN R. GRANT 6.0&N 

1r o UPN{2)T T L 11 , 4 90 --- - 1 2,,4 - 5 0., 56-4- a irT j c T 
_ 2 IN C R MtN T AL., 

-m tLIFEr il ONJCCT _ 

(4) 
fry
lI J * €T OIUN IN4
 

r0T_ A 

,---­"4 ---


UNOMIZO 
 TMAU 
PROJECT IUNOING ALLOTMENT REIOUESTED 15000112. INITIAL 

B. ALLOTMENT REQUEST NO. 
FUNDS RESERVEDA. APPROPRIA TiON 

t3. FOR ALLOTMENT. 
C. GN ANT 0 LOAN TYPED NAME (Chi , SER,'FltfFSD? 

SIGNATURE 

(3) 

14) 
DATE 

TOTALS
 

14. SOURCE/ORIGIN OF GOODS AND SERVICES 
000 L] 941 DLOCAL 
 OTHER
 

IS. FOR AMENDMENTS, NATURE OF.CHANGE PROPOSED 
1/ Of this total, the following amounts will comprise in-kind contributions of
 

contraceptives:
 

FY 79 FY 80 FY.81 
 FY 82 FY 83Condoms 
 1,250 1,750 
 2,500 3,125 3,500
Orals 
 600 800 1,000 1,400 1,500
Foaming Tablets 
 175 
 350 
 525 
 875 1,000

TOTAL 
 2,025 2,900 4,025 
 5,040 6,000
 

It.ORF TFII
lP. I A S .LACTION DATECZSYM80L IS. ACTION REFERENCEPPC/ PIAS ACTION REFERENCE DATEMkA y (Optional)

USK ONLY DOyy~u 
AIC 1iI 

AlO ll I ?-?. I 1"iYI h I 



PROJECT AUTHORIZATION AND REQUEST FOR ALLOTMENT OF FUNDS 

PART II 

Name of Country/Entity: INTERPEGIONAL 

Name of Project: CONTRACEPTIVE RETAIL SALES 

Number of Project: 932-0611
 

Pursuant to Part I', Chapter I, Section 104 of the Foreign AssistanceAct of 1961, as amended,' I hereby approve a total level of A.I.D.appropriated funding planned for this interregional project of notto exceed fifty-six million six hundred forty thousand United States
Dollars ($56,640,000). Subject to availability of funds, the entireamount 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 CP­are authorized for obligation until necessary congressional notification
 
requirements are satisfied. 

Deputy ministrator
 

Date 
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II. A. 0scriPtion of the Project 

Contraceptive Retail Sales (CRS) projects maywell be the Most cost­effective and quickly accomplished means of distributing family planning infor­mation and services nationwide indeveloping 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 prcotion,CM projects innumerous cultural and geographical settings have achieved signi­ficant 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 no 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 prevalance 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 previous Project Paper is serving over 30
percent. of all pill and condom users in Bangladesh nd a project in Jamaicahas achieved sufficient financial return to be turned over to the Government
 
of Jamaica last year.
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11. B. Background 

A.I.D, has receivei a mandate from the Congress to assist developing countries
in reducing population growth as a critical factor in improving the health and
economic well-being of the poor majority in these countries. From the mid-1960's 
to the early 1970's, this assistance was confined for traditional reasons largely
to Ministry of health hospitals and clinic based delivery of family planninK
Information and services as a means of achieving this end. It rapidly became 
apparent that such strategy was inadequate, that it was too costly in terms
of time and funs to expand the number of hospitals and clinics and to position
necessary 1fysicians to reach the poor majority. 

Alternative delivery systems began to be tested. 
These systems include commu­
nity and household supply systems and are known as "Community-Based Distribu­
tion" or "CBD." These systems supplement and complement the more expensive
MOH hospital-based systems, based the of auxiliary workersare on use (not
ex ,ensive physicians) and are are designed to deliver information and services 
to rural and urcan poor. 

It also became clear that the use of existing cocmercial retail structures
within the LDCs could be used to supplement delivery accomplished through
satellite MCO clinic-based systems, and the community based systems. Family
planning specialists knew that the majority of contraceptive users worldwide 
were served by the private retail channels although little or no promotional

work had been done to stimulate consumer demand.
 

The subsidized contraceptive sales approach overcomes many of the problems
of other cLIstribution systems, most especially having numerous outlets 
proximate to consumers, and thus, serves as an effective complement to
existing means of distribution. The village shop or trader always exists.
In both rural and urban setting, the population requires necessities (and
luxuries) which the family cannot produce for itself. hence, it is inevitable
that the local shop exists to meet these demands. Because the extant village
shops are omnipresent in most areas of the developing world, they can serve 
as the primary distribution points inmost CES projects. oreover, a distribution 
system exists in most cieveloping countries in oruer to transport commodities
such as foodstuffs, cigarettes or beer. Because of this, the infrastructure
exists for a social marketing system; and, therefore, implementation costs can
be nelk to reasonanle levels. Additionally, the existence of retail outlets,
village shops, as well as grocery stores, markets and pharmacies, to name a few
facilitates contraceptive procurement amori fertile couples. Specifically, CPS
projects are able to avoid the developinerc of new and costly distribution sys­
tems by supplementin6 ana strengthening the existing cormercial system.
 

A na.jor impeciment to distrioution inherent in the more traditional celivery
systems, is the lack of incentive for the supplier. The commercial sector 
ameliorates this difficulty through profits 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 thepopulation. The cost to the consumer of a 
year'3 supply of contraceptives
ina.l extant CRS projects comprises a small portion of the average income
U(ess than one half of one percent). 
 Although the retail prices are relatively
low in the typical CRS project, sufficient wholesaler and retailer marginsare requisite to successful operations. Thus, the CRS projects are designed

in a way that provides financial incentives to the contraceptive distributors,
yet maxe the contraceptives affordable. 
 (In marketing this is the incentive
that "pushes" the products through the distribution system. The goocs
are also "pulled" through the system by consumer demand, created in part

by advertising.) 

The concept of subsidized contraceptive retail sales, so-called "socialmarketing," then, was viewed as a
means of complementing and supplementing
the other existing means of official and private delivery systems.
tzacetive Retail Sales (CES) 
Con­

e'forts had another advantage over other systems,very little new aistribution infrastructure had to be developed. The
ccMercial distribution systems in virtually every nation are well-developed,
sio that the addition of several new products could be accomplished at low
 
cost.
 

The first attempt to test the concept began in india in 1968, and, to date,
the "Nirodh" condom sales program has sold over 500 million India-produced
condoms. 
Sales continue at a level sufficient to protect 750,000 couples per
annum. ht 25 paisa for three, the price is affordaole by most Indians.
 

AIL's first involvement with the CRS concept began in 1971, when a contract
 was awarded Westinghouse health Systems to survey ten developing countries
to examine the possible alternative of using the private sector for suosi­oaizea contraceptive sales. 
 The results clearly demonstrated that even in
countries with little, if any, suppo.t for the private sector, the private
sector was invariably the most cost-effective and far-reaching distribution
method. Based on the survey's conclusions, and the receptivity of the two

S&overm-.ents involved, AM contracted for two such projects in Eanilaaesh 
and Jamaica in 1973. 

'Ihe two pilot projects were authorized under two separate proJect papers,
which differed in that the Jamaica program was to be effected through
only existing commercial ciannels and was to be financially self-sufficient
 
at project's end. 
Me Bangladesh effort was to be accomplished through a
non-profit corporation, and was to seek an operating level with the lowest
possible subsicy at the end of the project. 
With these exceptions, the two
 were nearly identical in implementation methodology.-


The Jamaica CRS Project, ackinistered initially by Westinghouse Health
Systems, has achieved and exceedea every requirement for a successful A.I.D.
,roject: 
 1) The project provices sufficient contraceptives to protect over
5 percent of fertile women. 
2) 'ie cost to protect a couple for one year Of
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less than $13 compares favorably with the cost of couples receiving free con­traceptives throu6h the puolic sector, which is app:roximately 80 percent highei3) Consumer iaentf'icarion with the names of tile CiS contraceptives, Perle(tze pill) and Panther (the condom) sois strong thatconslaered Perle and Panther arethe generic names for contraceptives by most Jamaicans. 4)for a Exceptsmail subsiay for purchase of ccumodities and some advertising, the pro-Ject 6alned enough economic self--sufficiency to be turned overauthorities withln 3 1/2 years to the Jamaicanfrom signing of the initial contract. 5) Sale,figures for the last quarter of 1977 show a 20 percent increase of thequarter for 1976, sameas the project continues to demonstrate its viability underJamaican management. 6) The advertising and promotion associated with theCFS project has contributed to an overall increase in the use of contracep­tives as provided by figures from the Governent of Jamaica andsector which show the privatean overall increase of about 10 percent per year, exclu­sive of the impressive figures of the CRS project. 

In Bangladesh, Population Services International (PSI) has achieved similar
results: 1) Total sales of over
of pills. 

32 million condoms and 1,00,000 cycles of2) Continuing sales of over 2 million condoms and 100,UUO cyclesof pi lls per month. 3) About one-third of all pill and condom users inBan6ladesh, including public free dist:.bution systems, obtain their suppliesfrom the CRS project, comprising acout 3 percent of all fertile couples.4) As in Jamaica, brand identification with Raja (condoms) and Maya (pills)is so strong that consumer refer to all brands generically with these names.5) Sales of other coumercially.-sold contraceptives have risen since the
oegirzlnrn of the project. 6) Me cost of supplying a year's protection toa 'ertile-aee couple is about $3.60, exclusive of contraceptives, which is
the most cost-effective nationwice distribution system extant.
 
ChS programs in Colombia an 
 Sri Lanka, initiated under the auspices of theInternational Planned Parentiood Federation, also have proved to be success­fuul means of expanding the delivery of family planning information and servicesand at minimal costs.
 

An intensive evaluation of the Jamaica project 
 in February of 1977 noted thatthe market share achieved by
ana 

the project was remarkable (more thar 50 percent)that the distribution system was highly cost-effective. A reccmmencationto increase the price, thereby making the system completely self-sustaininghas not beeen implemented since it is contrary to the Government of Jamaica'scurrent econanic policies.
 
An intensive evaluation of the Bangladesh project 
in October of 1977 stated
that it bad "been successful in achieving the first phase of product intro­duct~ionL.e. good product recognition, good distribution, and satisfactorysales for this stage." The Government of Bangladesh regards the project asa critical element of its national population program. 
These tests have proved in disparate parts of the world that the coamiercialretail sector can serve as an inexpensive and effrective distribution system
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for contraceptives. They nave tested a wide variety of distribution and
retaii systems to aistribute family planning information and commities.
Iney have proved that subsidized sales of contraceptives through estaltshed
retail outlets ad substantially to absolute numoers of contraceptive userswith very little cost to national budgets and with minimal input of personnel
relatIve to other distribution systems. 

in 197b, A.I.D. awarded contracts for four additional CRS projects in Tunisia,
El Salvador, Ghana and Nepal. In Tunisia, a reversal of the Goverrment's position
with respect to advertising and promotion led to termination of the contract.
in Grana, Nepal anm El Salvador, however, national sales will commence by
June 15, 1978. Market research in all three countries indicates a strong
aemand for the proaucts to be sold, and imaginative b0and names, logos and
aavertising and promotion campaigns have been developed. In each case, there
is 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 id the intention of this project to support
initiation of 7 major CES projects in populous countries, 8 smaller projects
in less-populous countries and to make 10 grants in order to strengthen on­going CRS activities initiated by host countries other donors, or foror
demonstration pilot projects. The programed expectation is that these pro­
jects will be aule 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 from Population
Council and a grant frcm A.I.D. is currently implementing an in-aepth surveyof ccmmercial possibilities in nine countries. This 90,0UU contract will pro­vice the Office of Population with current information on: the receptivity of
host-couitries for the implementation of CRS projects; current level of marketinsophistication; previous and current experience with commercial promotion anddelivery of family planning ccamodirles; the extent of distribution capacity and
capability; and interest on the part of the AID/Xssion or U.S. Representative
in each or these countries. The B.I.C. report, due on September 1, 1978, will
provide the basis for detenmining the feasibility of Implementing CRS programs
in any or all of the following countries: Dc inican Republic; Costa Rica;
Nierla; ienya; Morocco; Turkey; Indonesia; Korea; and Thailand. 

There are indications that some or all of tne followinLg
siidlar market survey research for ccniercial cevelopmient
time frame of this Project Paper: 

countries may Justify
within the projected 

Africa: Senegal / Togo Benin 

Latin America: English-speaking 
Brazil 
Ecuador 

Caribbean Nicaragua 
Panama 
Colombia 

Peru 
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Near East: Afghanistan Egypt 

Asia: Sri Lanka Philippines Pakistan 
F i-l selectior. of the countries will be based onofficial interest in the degree of potentiala 
CM 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 con­sider taking steps to eliminate barriers which limit access of consuners tooral contraceptives, and should lend strong support and counterpart personnelthe field management team. In every case the AID Mission will be consultedand AID/W will clear all major activities with the appropriate Mission personnel.
Host government concurrence must be obtained, inwriting, 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 inthat they deal almost exclusively with the
private sector, and experience has demonstrated that personnel with this back­ground can provide the necessary skills to implement and monitor projects of
this kind. This centrally-funded arrangement provides a
means of quick res­ponse 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 
country. In 

to provide tne CRS assistance insare cases cohditions will permit direct contracting with.a
host country institution. 
It isanticipated that individual contractors will,
inmost cases, establish an office in
a selected country and work with indigenous
research, advertising and distribution firms, as well as the host government,
indeveloping a
marketing plan which can significantly increase contraceptive
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 -cor majority (see Implementation 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 ismade to proceed, then the contractor will select subcon­tractors 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 contrac­tor will proceed to package products, design the advertising and promotion
campaign in concert with the advertising subcontractor. When this has been
accomplished and the distributor has completed initial deliveries of products
to wholesalers and retailers, advertising and sales will conmence. 
Concurrent
with, or just prior to sales launch, the contractor will conduct house-to­house distribution of branded products (mass sampling) inas wide an area as
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shoible using trained 
canvassers to distribute the products.hould be collected Informationfrom control areas to obtain baseline data for latercmparison of prevalence of use in sampled and non-sampledexperience areas. Additionally,has shown that a generic media campaignPlanning just prior to sales launch 

on the benefits of family
can have a positive effect on consulerreceptivity to advertising. 

once sales have 'ommencedr theof outlets until virtually all contractor will expand sales areasareas the and numbers
continue of ntry are covered. As salesto grow, the cotractor should, as apropriate,mini-research continue withstudies on price elasticity, receptivity ofadvertising, and consumersthe effect of mass tosampling or other innovative marketingconcepts.
 

Revenue received frm. 
 sales of contraceptives will be usedcosts on an increasing to reduce projectbasis until self sufficiency is i.e. alltribution reached,costs are offset by revenue, dis­
tinue promtional activities, 

or until the subsidy required to con­distribution and saleshost governent. can be financed by theWhere feasible, revenue also will be usedefficacy or to expand thetotal social return by increasing promotion(However, the use and advertising.of revenue for this purpose shall not inhibit the achieve­ment of virtual self sufficiency.) (See page 9.)
 
The status 
at the end of each subproject will beso) commercial a self sufficient,distribution (or nearlysystem whichtion and which is 

is managed by an indigenous organiza­supplying contraceptives to a significant number of fecundcouples.
 

In addition to impleennting
systems in selected 

full scale ccmmercial contraceptive marketing
jects will provide 

developing countries, the Contraceptive Retail Sales pro­technical assistance and funding in support of smaller acti­vities in developing nations which already have contraceptive marketing programsor have firm plans for small-scale efforts and/or demonstrationProposals received projects.from the managers of such programs in LDCs will be reviewedby the Project Monitors. 

I. D. Proect Cronents
 
Based on the premise 
 that social marketing usesmarketing, the classic princ-,les of allsave profit maximization and pricing strategy, the following are theprincipal caiponents of a CRS project: 

1. Market Research 
The basis for all the coponents of the marketing mixpromotion, distribution and sales points) 

(product, price,
is market revearch, which seeksconsumer attitudes towards

towards family planning in general and specificallythe products being sold. While price elasticity canbe determined through actual market 
only reliably

testing,serve as a part of this research canan index of what .acceptable prices are. Representative samples ofall mark- t segments should be included in order to make products appeal tothe widest spectrm of consumers. The relative sophistication of the market 
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research is a function of 
 the relative sophistication of the existing marketin a 6iven LDC. This research should reveal consumer attitudes towards contra­ceptive methods, e.6. safety, efficacy, price, that can be analyzeda "Product Laage, ', which in to developturn can be the basis for the selection of brandnames and 1oos and the advertising and prmotion strategy.
 
A sample survey of 
retail outlets should also be conducted to determineretailer experience, attitudes and preferences as to pricing, prmotion,mar6ins, advertising and to determine the amount of training that may be necessary. 

2. Market Testing
 

Once alternative brand names, logos and 
ue tested through 
prices have been selected they shouldconsumer interview, sales sample retail outletsmeans of determining consumer preferences. If 

in 
none 

or other 
of the brand names isclearly preferred by consumers, the one with the most "promotable" imageshould be selected. The following

market research and testing areas. 
is a list of criteria for the selection of
The areas should oe representative of the
country's: 

1. Diversity (racial/religious) 

2. Literate - illiterate mix 

3. Economic/occupational conditions 

4. Socioeconcnic climate 

5. Climate 

6. Language
 

7. ,thnicity
 

8. Wholesale/retail distribution syste 

9. Clinical system
 

LU. Mass media
 

11. Available ccntraceptive methods 

12. Size.
 

13. Consumer profile
 

In oraer for the trial to be successful, these areas should be relatively isolatedso that outsice influences are kept to a minimLm. Aaditionally, in selecting the
 



tht the 
contraceptives to predominately 
affect locationall choice. 

objective 
rural or 

of the proj
uroan poor. 

ect is to distribute 
This clearly will 

3. Distributor 

The distribution agent should be an existing company which has nationwide 

area, one must consider 

outlets for other widely-desired products. By simply adding another productto the distributor's product line, it cbviates the need for separatetrazMortation for contraceptive products. In some nations, there is noexistin distributor that meets this requirement, so the project managementmust oe the initial distributor to regional distributors or wholesalers.no case should project management make distribution direct 
In 

to retailers.Amnn the ideal types of distribution companies 4are those wh 'i wholesaleitems such as other pharmaceuticals, pharmacy-related products cigarettes,soap, tea or other hi4-demand and volume consumer goods. In some cases,it may be more advantageous to use a group of diotributors, so that pharmacy,foocltuff and drysoods retail outlets all becan reached as retail outlets.Rural cooperative stores are another valuable addition to the. distribution 
chain. 

4. Contraceptive Commodities 

AID will provide in-kind pills, condoms, foaming tablets and any other non­clinical contraceptives which may be developed which have documented use­effectiveness, safety and consumer acceptability, for use in all projects.However, to the extent possible, AID will encourage the host goverrment toabsorb these costs. For those projects which attain sales levels of overlU,000,000 pieces of condoms per year, or 1,UOO,000 cycles of orals, AID/Wwill endeavor to obtain special packaging for the CBS contraceptives fromthe central contractors. Before AID will support an effort to market local­ly produced products, their efficacy, safety and consumer acceptability must 
be documentea. 

With respect to oral contraceptives, individual projects will develop infor­mational ana training components which will inform purchasers of contrainai­cations to pill usage and the possible side effects. Training of salespersonnel, detail men and retailers also will ixistruct them to inform usersof the location of the nearest clinic, for consultation if side effectsshould aevelop. Package inserts will reiterate the contrainaications andpossible side effects ard will be augmented by non-verbal pictorial repre­sentations which will help to convey the information to illiterate users.AID is collaborating with several international organizations in developin,printed mac rials which will graphically explain to users of orals, espe­cially illiterates, the possible problems that may be encountered. Otherresearch is continuing on tne long term effects of pill usage in the devel­oping country context and ihat additional information may need to be passedto consumers. Results of all such investigations will be passed to con­tractors under this project for consideration in CRS projects. 
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5. lvenue 

Revenue receiveddesited in a from sales which returns to project managementspecial account which may Must be 
may be agreed upon by AID/W, 

be used only for such purposes as 
Generally, such 

the AID Mission and the host government.revenue 
market research, 

will only be used to defray the costs of localplckaging, advertising,and, evEntually, sales personnel and management,to purchase contraceptive commodities if the project isearning enough profits. In general, disbursementsspecial account for the purposes listed above, 
may be made from the

but such disbursements maymt be made without a written agreement among theIn sae cases, especially three parties mentioned.in the poorest developing countries, revenue maybe used for innovative marketing or advertisingrevenue efforts. Additionally,may be used for feasibility studies and marketclinical contraceptives tests of other non­and/or for health- or nutrition-related products.Special permission must be obtained in writing from the Cognizant Techni­cal Officer for such disbursements. Any locally-generatedremaining revenueat contract expiration will be turned overment for project-related activities agreed 
to the host govern­

to betwen the host govermentand AID. 
6. Pricing 

The prices must be low enough to be affordable by most segmentseconomy yet high enough of the cashto be valued by the consumer. At the same timeprices should be set at a level that provideswith a profit, thereby serving 
the retailer and wholesaleras an incentive to "push" the products. Theprice for the contraceptives also should be in evena pricing strategy should be. devised with 

coin amounts. Moreover, 
ciency in mind. the goal of eventual self suffi-In order to induce demand creation,initially. Eventually, prices should be lowa market segmentation can be implemented. 

7. Packaging 

Local branding: Key elements - brand names choice, stuffing, die cutting,design color, quantity, design shape and material.be made These decisions should 
bid. 

in the country, and, preferrably,
The volume of packaging 

by local firm chosen by competitiveis a function of inventory and packagingwell as immediate demand costs asin the short run.tant. The Lead times are, therefore, impor-

The 

initial packaging objective is to fill the distribution channels.
decision regarding the amount to package should take volume discounts intoaccount.
 

The prrootional aspects of packaging ­ choice of color, symbol and brand nameshould be done after market testing. The package should be brightly coloredand should be small enough so that it canname should be associated with 
easily be fitted into a pocket. Thea positive virtue in the culture or a benefitderived from product consumption. 

. Product Promotion 

The information, education and communication
distribution projects (IE&C) components of commercialtoo often are overlooked. The emphasis on widespread 

8 
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avdailability through private sector distribution channels implicitly assumesthat aeaand creation is not necessary. If contraceptives are made availablewithout instruction or any additional infornation, it is argued, people will
Practice family planning. Experience clearly indicates 
that this is not thecase. Increased contraceptive availability results in procurement and subse­quent use by couples of reproductive age only when the potential user has beenproperly informed about the benefits, methods and availability of contraceptionand family planning. Thus, without a vigorous IE&C effort, a cmercial mar­keting project never can reach its full potential. As have been argued through­out the paper, fertility control is essentially a social marketing rather
than a medical challenge. Marketing is 
 concerned with discovering a consumerneed and satisfying it. In this section, we are concerned with the formerwhich is related to the two-way cammunication between consumer and producer. 

The IE&C objective in social marketing is achieved through advertising andprCmotion. Its role is to uncover the latent demand for family planningservices in 6eneral and specific contraceptive products in particular. Aserious social need must initially*be carumauicated. In addition, promo­tional activities during the early stages must assist in changing publicattitudes towarus family planning. Moreover, order forin a promotionalcampaign to succeed, laws prohibiting specific contraceptive advertising

must be eliminated.
 

The advertising and promotional strategy should be divided into three stages
The oujective of the first stage is 
 to gain widespread acceptance of the family.plaiinin concept. Thus advertising should emphasize the advantages of familyplanning (such as healthy and happy children as a result of small families)
rather tnan extoling the virtues of a specific contraceptive product, although
proauct quality should be emphasized. Advertising should describe the benefitsof practicing family planning and not the negative consequences associated with
 
non-use (i.e. diseases).
 

The second stage should be more hard hitting and aggressive. In the firststage, the primary target audience was the opinion leaders of the commuity.The strategy during the second should be directed at the potential users,especially the young couples. During the second stage, moreover, the contra­ceptive product must be given maxcir visibility. The major advantages ofthe specific contraceptive product should be emphasized. he contraceptiveshould be marketed as a high.'quality product which is affordable by mostcouples. Regional market segmentation will be introduced during this stageIn order to effectively promote the product, it .should be differentiatedfrom the public sector contraceptives. Brand name. reco~ition and associa­tion of the product with its generic attributes (i.e. brand name identifi­
cation) is essential. 

The third stage essentially is similar to the second. isIt concerned withthe promotion of the specific product. however, by this t:ie (usually thethira year of commercial distribution), it assumeais that the product isrelatively 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 cominations are
Introduced in order to maximize the market size. During the third stageafter the product has been introducea, the cost effectiveness of the promo­tional messages shoula be given greater consideration. The marketing adage
of "knowin6 that 50 of advertising is wasted but not knowing which 50A it
is" is not valid at this stage because of the experience amassed by the
third stage. Therefore, planning and control is of paramount importance.
ihe level of advertising shoul be reduced and tne promotional messages
should be chosen with greater vigilance. 

A variety of promotional techniques is at the disposal of the marketing
project management tebm. In promoting the contraceptive product, .the mes­
sages ahould be hard hitting, aggressive and innovative. The approach shouldbe simple, direct and in the local vernacular. The consumer should associate
the product with self improvement as well as contraceptive 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 througn varied means. _Dgnaonstza an_
distribute them in outlets or on street Another mode of distri­corners. 

bution is the airplane. Leaflets be dropped from to
can the air in oraer 
ensure maximum coverage over a large geographical area. Coloring books 
ana calencars also effective formsare of promotions. 

b. Outdoor advertising is another effective promotional device. An example
is the use of loudspeakers playing in the village extolbng the virtues of 
tne contraceptive products. Additionally, oillboards have been effectivein promoting the contraceptives. The use of a mobile unit also can be
effective. A loudspeaker can be attached to the unit which would be stocked
with promotional material. At certain points, the mobile unit could stop
and distribute leaflets and free samples and discuss the products. These
outdoor techniques could be used at fairs, sporting events and outdoor 
markets. 

c. The retail outlet itself should be decorated with items such as banners,
calendars, colorful 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. Amotivator/oaistributor could be effectively used within the store or business
the products,. ive free samples and distribute inf6rmation such as posters,
booklets, calendars, et. al. 

d. Advertisin6 through the media affords the greatest opportunity for exten­
sive promotional activities. The pushing (i.e. in-store promotion) strategy

assumes that the consumer has some knowledge of the product and/or frequents
tne retail outlet for the purclae of other goods. A pulling strate&y is 
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based on media advertising. Mhe type of media used depends upon literacy,availability and consumer habits.
rWio-shoula The traditional media-cinema, print anrbe the foundation of the pushing strategy with the moretive approacJes (mobile units, innova­for instance) as complements. It is obviousthat effective meaia advertising must be introducedcan be effective. Clearly, before the other methodsmass media advertising is the most efficientmethod of initially introducing the product, prinicipally through use of thecingma, print and radio. 
e. 
Inmany developing countries, word-of-mouth remains a very effective
form of advertising. This opportunity should be exploited by stimulatingconversation among the citizenry. One example is the dropping of leafletsfrom airplanes which was previously mentioned. Another possibility isplacement of the products' logo on clothing, 

the 
Jewelry and buildings. Theefficacy of free sample distribution also should not be underestimated asa method of' promoting contraceptive use, although free sample aistributionU itself would have minimal effect. This free sample distributiontake-place canat a variety of locations. 

In summary, commercial marketing promotional a-tivities play a iajor role
in educating the indigenous population
during about family planning (especiallythe first stage of the promotional strategy),the demand as well as exploitingfor contraceptives. These activitiesef'ect of enhancing the 

will have the synergisticclinical as well theas extant ccimnercial programs.A few suggestions for pronmioting contraceptives 
are were suggested here, but theoptions endless. These approahes need only be innovative and accep­table to the local culture. Joint public information activities suppertedby both the clinical and carmercial systems suchstrations would increase public 

as lecture&, and demon­
awareness. The objectives of comercialpromotion activities as it relates to public education are: greater know­ledge; making contraceptive usage and purchase less embarassing; increaseawareness of locations where contraceptives may be purchased; am increase
public acceptance of family planning. 

5. Lales Personel ­ have the most direct and constant ccamunicationthe retailer. withfunctions of the salesman include the following: identifyconsumers and assist carinercial outlet in reaching them througn discussionof particular concen/problems of outlet, development of commercial outletstrategy am acvice concerning the characteristics of the potential customer;supplying retailer with point of purchase promotional materials;ers; train retail­arrange deliveries; assure adequate stock on hand;replenishment is inform superior whenneeaed; keep financial records;outlets in geographical territory. 
and report any potential newMhe responsibility of the salesman'ssupervisor or manager is: to keep tabs of retail outlet coverage; poutof sale promotional coverage; inventory and distribution; report progressand problems; motivate distributors and promote contraceptives;a maintaingood relationship with local institutions; and evaluate elforts of sales­men and arrange salesman's geographical area/schedule.systems, In the "typical"there should be one'manager 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 sate 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,
prminently display promotional materials and contraceptive products and
communicate his needs to the salesman in order to coordinate effort. 

10. Fousehold Distribution (Mass Samiping) 

Household distribution will also be included as an adjunct to the national
social marketing project in order increase of the retail productsto awareness 
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 hones 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 productswill neither be sold nor sampled will be selected in order to determine the
effects on prevalance or use. 

1U. Vending Machines 

Condom 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 AID/W,
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 camissions
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. Additional Products 

As indicated above, promotional activities may be initiated to determine
the added cost-effectiveness of positive effect 
on contraceptive accep­
tance by addin6 health and/or nutrition related products, at subsidized

prices, as adjunct products in the social marketing line. Health/
nutrition products which may be added must address priority national health or nutritional needs and must be approved by the Mission, host goverrment

and AID/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

tem which includes a wide variety of socially beneficial goods. 

sys-

If a social marketing system which distributes health/nutrition products

already exists in the country, contraceptives may be added to the system

unaer the authority of this Paper. If 
 retail sales of contraceptives areaced to an exisiting product line of health and nutrition related goods,
CRS project funds may be used. 
13. Potential Problems in Project Development - The following potential 
impediments should be consicered: 

a. Failure to obtain government support and concurrence. 

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

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

d. Mst be cognizant of cultural attitude toward sex. The pramo­tional message must be delivered in a way that is acceptable to the localpopulation. The ramifications of failing in this sensitive area are obvious. 

e. Relationship between wholesaler and retailer must be good.Vigilant care in this area is requisite to success. 
f. Attitudes of consumer retailer towardsand contraceptives is also 

an important variable in developing strategy. 

g. Relationship with other projects and aonor 6roups. 
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Part III - Project Specific Analyses 

A. Economic Feasibility 

The most obvious aavantage of Contraceptive Retail Sales is its impact on the 
local cam=Iity. Not only is ccmmercial distribution among the most cost 
effective means of contraceptive delivery, It also advances economic development
throug Income and employment creation, sales stimulation of the small,
incigenous retail 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 tracitional 
delivery systems, practice of family planning and subsequent fertility
reduction is potentially enhanced. Thus, the positive econamic impact
of national population programs are increased. 

As described 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 wll begin national distribution in early 1978 will also have 
n1,6h rates of return. The Bangladesh subproject calculation, it should be noted,
unaerestimates project benefits. 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 tfe long run, the return would be 
suostantially higher. Another indicator of CRS economic viability is a cost 
effectiveness analysis of carmercial vis a vis public sector distribution. The
only in-depth analysis of this type was done by estingouse in Jamaica. The 
public sector costs per acceptor were 80% higher. The differential increased 
during the later years of the project because most of the comnercial sector 
costs related to initial project implementation are discounted. Thus, in 
Vuture years, tiven the relatively low variable or direct costs, the Jamaican 
system will be even more cost effective. A third incicator of progranmatic
ecoilcic efficiency is the cost of a new acceptor. Population Services Inter­
national estimates this cost to be $4.U0. By comparison, public sector cost 
per new acceptorl/ range from $16 in Indonesia to $55 in Costa Rica. It is 
evident that Contraceptive Retail Sales is an efficient use of scarce funds 
by either cost-benefit or cost effectiveness criteria.
 

In addition to being efficient, CRS is effective. "Effectiveness" pertains to
 
tie impact of the project, while "efficiency" is concerned with the use of
 
limited resources. The latter has been well documented above. 
The best
 
measurements of effectiveness are the retail outlets.and contraceptives dis­
tributed. It is assumed that those who purchase contraceptives will use them.
 
Uiven that the purchase of contraceptives constitutes an investment on the part
 

1/ Population Council. "Population and Family Planning Pro~rams: A Factbook"
 
October 1976.
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of the consumer, this is a reasonable assumption, especially when comparedto other modes of distribution which supply contraceptives to their clientsf'ree of charge. 14onthly outlets ard sales figures are summarized in Annex A.These figures clearly indicate project efficacy. 
6everal pects unique to the Contraceptive Retail Sales project enhance
econum±c development.
 

1) A major problem confronting most LDCs today is an onerous debt burden,which eventually manifests itself through a drain on foreign reserves. Becausemost of the project costs are internal, i.e. within the LDC, the use of foreign
reserves is negli6ible.
 

2) Employment 
 in the local country is expanded through in-country packaging. 
3) Use of local marketing research and advertising firms expands localemployment and income, as well as technical capacities.
 
4) Local cadres of salesmen, as w.l. 
 as retailers and wholesalers within
the system, increase income through ,ubsidized sales and employment.
 
5) Use and development of entrepreneurial skills within the country. 
6) Levelopment of existing distribution system and potential impetus forincreasin% the number of retail outlets.
 

7) Commercial sales could 
create demand for indigenous contraceptive produc­tion, thus increasing capital investment.
 

The economic development benefits derived from the expanded use of the privatesector throuth the CRS project are peripheral to the main objective, which is areduction in population growth rates through the use of contraceptives purchasedtnrou6h retail outlets. Population control has a positive economic impact uponthe family, ccrunity and developing country. 

A major impediment to economic growth is insufficient savings. In most of thedevelcpJlng countries, well over 90% of the gross national product is consumed.Aadirlunally, the propensity to consume is highest among the lower income groups.
Given the hi6h birth 
rates among the poor, population size clearly has an effectupon household consumption patterns. With the advent of CRS projects, morefamilies are able to control the spacing of children and thus curtail currentconsumption. This has the dual benefit of increasing economic well-being ofthe family; and, on a macroeconomic level, national savings may be augmented.This latter consideration enables developing countries to increase capacityto engahe in productive investment. Economic surveys have indicated that,6enera~ly, an inverse relationship exists between savings rates and population 
growra.
 

Tne uost widely accepted indicator of economic well being is per capita income.
Uiven the fact that population growth rates have increased more rapdily thanG14P, in the developing world, per capita income has declined. 
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PoP-lation growth also has an adverse effect on pressure on 
foreign trade by intensifyingbalance of payments.for t'oodstuffs. The growth in population increases the demandTherefore, developing economies often must import more agri­cujtUral commodities. Thls could also require the developing of new import
substitution or export industries.
 

A major problem ckaracteristic of most 
economies inunderemployment. the developing world is 
Moreover, it 

Rapid population growth ooviously exacerbates the situation.also retards the growth of physical capital of the worker,Productivity. Limiting the factors or laborto labor productivity are education,tion and health. It is nutri­a well documented fact that a nation's difficulty inproviding adequate facilities is magnifiLed by high rates of population incre­ments, thus reducing the productivity potential of the worker.constraint on productive capacity A furtheris the high dependency ratio createdpopulation 6 rowth by highrates which result inin a relatively small portion of populationsairectly productive employment. his "bottom heavy"the population uncer fifteen in 
age structure (4o% ofmost developing countries)must means the economydirect a considerable part of its resources that might otherwise go to
capital formation to the maintenance of a high percentage 
of aependents who maynever become producers or, if so, only for a limited period of time.population increases Additionally,tend to have a smaller impact on the growth of national out­put than changes in technology or discoveries of natural resources.
 

Summarizing, population growth fuels 
the vicious cycle of underemployment, lowparticipation in the labor force and low levels of productivity. High birthrateslimit the portion of the population that may pursue productive employmentparadoxically, eventually increase the number yet,
that eventually will be under­employed. Population 6rowth in the developing world has deleterious effectson equitable income distribution and efficiency.
 

Related to the contraints placed 
on human resource develolzient is the increasedcost associated with an expansion of the social infrastructure.social services requires The need fora prol iferation of public expenditures in order toprovie the requisite facilities for an expanding population. This,curtails ftamas of' course,available for directly productive asset investment.the benefits which Moreover,accrue to the recipients of these services are limitedoecause these programs must serve more people. The healthexample of this. Population growth implies 
sector is a clear 

an increase in demand for healthservices which, because of capacity constraints, increases costs. 
In many LDCs, 50% of hospital beds are

iiven space 
occupied by prei1ancy-related cases.limitations, this can result in a serious form of "competition"for medical attention between these people and persos seeking careother diseases or injuries. Many developing countries have 

for 
cipated savings in the health ilentified anti­sector as an important argument for governmentsupport of' family planning efforts. 
 In addition to the direct economic costs,
psychological/emtional costs of maternal illness and death and infant morta­lity are inestimable. Similar arguments can be madeof population control for the positive benefitsas it relates to adequate levels of nutrition, especiallyamon the poor. 



P-ae 18 

As has been argued, population projects have a 
substantial positiveeconanic development and individual welfare. effect on

Development of population pro­6rams actually may be a particularly valuable form of investment. 
In a study
by General t1,.ctric Company, TEAO, and the Center for Advanced Studies inSanta Barbara, California entitled "The Economics of Slowing Population
Growth" (Ilznded by AMD), Investment in birth prevention may be as much as
twenty times as effective in praooting economic development as an expenditure
in capital goods. Moreover, the scudy did not take into account scale econo­mies (p. 52). Population growth increases demands for resources yet has alimited impact on inciweasing the supply, thus adversely affecting the poten­tial of economic development. 
AM does not necessarily agree with the GE
TEMPO study re: 
 the respective value of population vs. capital investment.
however, AM does note that 
-
 beyond a certain point of capital investment ­the return on incremental investment might be greater for population-relatedinvestment than for additional capital. 

During the project period, a minimun of 15 Contraceptive Retail Sales (CRS)
projects are expected to comence and/or continue, as well as small grants
to existirn programs. Given that the primary objective is to make contracep­tives more accessible nationwide to the urban and rural poor, in a cost effec­tive manner, the relevant measurement is the cost to distribute a supply of
contraceptives for a fertile couple for a given period. 
In the past these
costs for CBS projects have been low relative to other modes of distribution,
indicating the cost effectiveness of the social marketing approach.
banglaxesh, for example, the total cost to deliver one month's supply 
In
of
contraceptives has consistently been under $.35 (local costs comprise a
si ificantly lower amount). 
 The annual cost is approximately $4.OU.Although the cost will vary anong countries, it is expected that conmercial
aistribution will continue to be the most cost effective means of distribu­tion in a developing nation.
 

The financial rate of return can be determined by a method similar to the
shadow price-opportunity cost approach. 
Benefits are defined as the annual
savings associatec with avoiding a birth through the use of camercially
distributed contraceptives.
 

The statistic used in the calculation of' the monetary value of benefits is
the average annual cost of a child. 
TMis figure understates project bene­fits, because it does not take into account adaitional costs (both psycho­logical and economic) related to an unwanted birth.
then multiplied by the nuniber of' births averted. 
he cost of a child is
 

it is generally accepted
that three years of contraceptive practice is equal to one averted birth.
 
Therefore, a three year supply of contraceptive protection (100 condans 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 straightforward. 
Amortized programmatic costs
are dividea by the number of armual contraceptive supplies distriouted multi­plies by three.
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The rate of return is then detemilled by calculating the discount rate thatequates costs and tenefits. As issis, U" the rate 

the case in any investment project analy­is above predetermined cut-off rate, then the project isvianle. 

Using this criterion, CRS projects clearly have been viable.for example, In Bangladesh,experts have estimated the cost of an additional birth to beabout $33. 
 Given that the annual cost of supplying contraceptives is $4,
the relevant cost estimate for the project is $12. The net social benefitsare $21, or a rate of return of 75;. 
Previous experience indicates that, based on this measurement,jects have outperformed other delivery systems. 

the CRS pro­
are the existence of retail outlets in 

Among the reasons for thisthe country, efficient use of plenti­ful labor skills, existence 
mij.m 

of necessary infrastructure, low overhead costs,num er of new administrative aSencies,management costs, little drain on 
use of scale economies, lowforeign reservesIt is expected that, and built-in incentives.once the project is completed, carnercial distributionin the country will be financially self-sufficient, or nearly so. 

The beneficiaries of this program are ruralwhose income and urban indigenous populationlevel is relatively low. The price to this group isso that the cmrodities are affordable by most 
subsidized 

fertile couples. The quanti­tative measurement 
the cost of 

of project viability from the beneficiaries' viewpoint isa year's supply of contraceptivesage of disposable inccme. 
(to the consumer) as a percent-This statistic indicates that the retail price ofannual supply of contraceptivesan is less than .50 of average annual p!rcapita inccme. Given the well-known economic benefits of family planning tothe fecund couple, purchase of contraceptives through retail outlets yieldsa ni6h return on investment. 

Il. B. Social Soundness Analysis 
Whther 'the earth's resources will be ablepopulation is a major worldwide 

to sustain projected increases inconcern. Population 6rowth isest rate in at 4ts high­history, and emanates from its greatest base. Whileaeveloped countries the mostare at approximately replacement level, the developingcountries are experiencig*a demographic gapremain high while in that their fertility ratestheir mortality rates are declining. Decline inmortality, infantwhere the greatest declines areeffect, being realized, has a generationalchanging the age structure of a society -. moresurviving who will, young people arein turn, produce moreoirthrate people. Even with a decliningor a decrease in average family size, becaumse of the broad world­wide base of young people wbo will have babies inconditions, if not drastically chan6ed, 
the future, existing

make tremencous population growthinevitaole. 
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',ced with this prospect, most emerging rw.rions today seek economic develop­ment ana the material benefits of modernization. Significantly, the litera­ture points out that no country has ever modernized, or reached an advancedlevel econcmically, with sustained high fertility. Indeed, in many countriesa Parallel to econmmic 6rowth is a declining birthrate. Famlily structure andextended family support are disrupted by migration to the uroan centers thatsprine up from industrialization. In time industry opens up job opportunitiesoutside the home for wcmen and studies have found that national fertilitydeclines with Zemae participation in the labor force.
 

Typical 
of countries experiencing industrialization are postponement of
marriage, lowered fertility, and simplification of family 
structure andduties. Althoubh a woman's primary commitment remains unchanged, hersecondary role in a nondomestic labor force gains increased acceptance,the family begins to aepend upon her income. High fertility thus becomes
and 

very costly both in terms of airect expense of rearing children and in in­direct costs of loss of earnings. 2/
 

Various studies have found 
 this inverse relationship between female employ­ment and fertility, but there is no consensus as to its precise causes. Ithas ueen round that a woman's employment gives her greater say in decisionsgenerally and about childbearing and rearing in particular and this influenceresults in lower fertility. 

Hence, employment becomes significant to reduced fertility only in conjunc­tion with other factors, such as socioeconcmic status, cultural climate andeducation. Li many countries, the higher a woman's eaucational. attainmbnt,the ereater likelihood of her being employed. 

Clearly, lobal concerns about population increases are not sufficiently
strong to mobilize concerted action. Fertility is a matter of perceivedsel.f-interezt, and populatlon plIc.es implicit or explicit, are motivatedby perceived natioral needs. 
To change fertility rates a combination of
 measures must be atilized. 

Family planning Is 
one of the most important public health measures poten­tially available to developing countries. Clearly, 6eneral health wouldimprove markedly if family planning measures ware more widely available andmore widely usea to reduce unwanted pre6nancies, maintain a healthy intervalbetween births and improve the nutritional level of the existing family bylimiting family size. 

The interaction of poverty ard excessive fertility perpetuates the cycles ofaepression: expecting that some of their offspring will not surviveaaulrhood, parents feel that they must produce more babies 
to 

than they want.Numerous births, infant and child deaths and a tendency toward Ill healthon the part of survivin6 family members all flow from the unlimited fertilitycombined with poverty. Giving every person the knowledge and means to manage 

a_/ Stycos and Weller, "F nale Working Roles and Fertility," Demography,IVoi. 4, 1567. 
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his or her fertility is desirable because of the folio
and Psycnolo~ical security, t ,o .^
aat 	 .. ing eareliable contraceptionV,. affords 

reasons: 
couples, 
oi meceical

econamic security; and the fceeoom of the family to en6age in economicallyProductive activities.
 

The Contraceptive Retail Sales project makes a significant contribution in
enabling families to effectively control familly size.and PrMotlonal activities, Through advertisinginformation is distributed about the benefits ofI'amily planning on a large scale. In the typical CRS subproject, the adver­tising strategy includes promotional messages through a variety of popular
and indigenous media. 
This multifaceted approach reaches more people with
family Planning informaticn. '1he use of mass media techniques in the subpro­
hleretofore isolated villages. 


projects, moreover, is efficient and permits greater communication with
Advertising in the social marketing programs
emphasize originality and innovation which 	attract greater initial interest. 
Contraceptive Retail Sales 
biving 	

also increases contraceptive avaJlability,a larer 	 thus"segnent of the population the means to control fertility.This is accomplished through a large scale 	distribution network which in­cludes wholesalers and retailers. Thus, Contraceptive Retail Sales enablesthe aeveloping society to reduce population growth rates and ameliorate
i ticulties associated with this growth by 	delivering contraceptivesefficiently. 

CRS projects also tend to affect positively the status of women, since the
availability of information and contraceptives affords women the opportunity
to free themselves from the role of childbearingcan play a breater role in 	
an rearirn4, so that theythe economic and social activities of the familyand the ccrmunity. 

1ZI. C. Technical Feasibility 

1. 
Safeguards have been included in the design of Contraceptive
Retail Sales projects to ensure its -ppropriateness.
participating 	 The selection ofcountries will be based on a series of indicators which showimplementation 
the existence and/or capability to develop 	the necessary prerequisites for
of a ccnercial contraceptive marketing system.a set of guidelines has 	 Moreover,
who is 	

been outlined for the selection of the contractorto manae the subprojects. 9hroughsets of &iidelines, judgments will be made 	
the application of these two
 
re: the tecMical 
 competenceof the suopro ect manager and the appropriateness of the technology (i.e.
social marketing). 

The nation must have at least one distributor, or a combination of distri­touror's, which access all, or nearly all, areas of the country.t=is requirement is met by cigarette, soap Usually,orbutors. 	 other relatedprouct distri-At the tiiae of initiation of distribution, there will be no admin­istrative or legal restriction impeding the procurement of contraceptives.
This includes tte removal of prescription requirements and restrictions on
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retail contraceptive distribution. Additionally, regulations restrl cting
Allmedia advertisement will be removed.contraceptive promotion and mass 

tariff custans charges and other impediments abating con­
iin4ort auties, 

should be removed. If a large-scaletraceptive supply within the country 
ercal distribution project is to be econcmLcaJly feasible, a suffi­

to five million, should exist. This 
ciently large population, of at least four 

large scale distributionthe benefits of scale economies - through aenables 
system to be enjoyed. In most cases, a widespread cash economy will also exist. 

as well as wholesalers) and
Nbreover, the infrastructure (retail outlets 

other
the accompanying mechanism for comnercial distribution of commodities 

will exist prior to implementation. In addition to
than contraceptives 

for ccmmercial distribution, the host
exhiblting the technical conditions 

and active support of the project.goverment must indicate concurrence 

cost of existing CRS subpro-Given the self sufficiency objective and the 

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
 
or at least, underutilized.the typical ceveloping nations are unemployed 

The social marketing approach uses these indigenous rezources in a pro­
not increase administra­ductive manner. Noreover, the CRS project does 


tive a6encies or create new bureaucracies uut uses the existing irifra­

intensively. of the cornerstones of the strategy is the
 structure more One 

salesforce. Throu h the training and employment of salesmen, the employment
 

proolem - albeit on a small scale - is positively affected. Income creation
 

another ancillary benefit of ccmmercial distribution. Profit margins are

is 

of the distribution chain, thereby creating incomeinstituted at all levels 
Further examination of the employment/income questionwithin the economy. 


as it pertains to the CES project is contained in the economic analysis.
 

accrue to the proprietor. In the typical
Thie profits at the retail level 
CRS project, he will be a small businessman - thus assisting in the aevelop-


CRS related activities which are to be
in6 of an entrepreneurial class. 

included in several projects are contraceptive vending machines and mass
 

both cases, employment is increased. Individualssampling ccmonents. In 

required for machine maintenance and related promotional activities.
 are 

of the project requires training of these people; the know-This componeit 
sampling re­

ied6e gained can be transferred to related endeavors. Pass 


quires a cadre of canvassers to consult with potential family planning
 

practitioners, thereby directing the underemployed to productive enterprise.
 

Mus, the various 'components of the CRS project increase employment.
 

A major advantage of the Contraceptive Retail Sales projects is its suit­

ability for replication. Initially, contraceptives will only be sold
 

through existing retail outlets where other consumer goods are being sold. 
the scope of the distribution systeriAfrter Implementation of the project, 

The system thus can serve as the can be expanded to include new outlets. 
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impetus for an expansion of the availability of a wide range of productsto 6eographic regions which have been neglected in the past. Additionally,
nutrition and/or health products other than contraceptives can 9ventually
be included in an expanded product line after successful implementation ofthe commercial contraceptive distribution system. It should be emphasized
that the inclusion of health-related goods into the product line will notnecessarily be included until after the project is underway. However, it

is hoped that eventually an inregrated private 
sector social marketing
system encompassing a variety of socially beneficial goods will oe created.
The Contraceptive project will fundRetail Sales f easiblity studies inves­ti atin, the possibility of non-contraceptive products (probably from the
 
program revenme fund) but additional fundin6 must come 
f rom other sources.
The CRS project can easily be increased in scope as social and 
economic demands warrant. 

III. D. Administrative Feasibility - The Contraceptive Retail Sales
proJect endeavors to create marketing organization to distribute contra­
ceptives through retail outlets within the existing distribution network.
Its implementation is the responsibility of the contractor to be hiredby AID. Therefore, the demands placed upon the host countries where the
subprojects are developed are minimal. The primary input required ofthese host countries is 6overnment support for the project, as well ascounterpart personnel and review of various project components. 

Prior to undertaking a subproject in a country, AM and the host govern­ment must be convinced that potential exists for a successful implementation.
This project sets forth criteria for selection of countries. These criteria serve as indicators of progranmatic success. They have been discussd
in earlier sections. To summarize, they include: removal of lagal and
aministration impediments to ccnercial contraceptive distribution,
includin6 tariffs, and duties on contraceptive importation, prohibition
of contraceptive advertising and prohibition of commercial sales; govern­
went approval of project; existence of cash economy; and existence of acoiercial distribution network for procurement of constzer 6oods,
including wholesalers and retailers. 

Uriteria also exists 'or selection of contractors. They must either
have experience or have demonstrateo capacity in marketing of consumer
goods in non-U.S. markets. Moreover, the contractor must be familiar 
with the socioeconomic climate within the country. 

Mriaerial competence must also have been demonstrated. 

The Contractor will hire local distribution, advertising, and marketing
research firms after approval of the marketing design by AID/W, the hostgovernment and AID i ission.the The hiring of suocontractors will not re­quire source waivers. The subcontractor responsible for aistribution
shall have existing or potential nation wide coverage. The selection of'the distribution firm is subject to AID MLission and host goveirnent 
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approval. Following this selection, training of local staff will 
comence. Also, a refinement and review of the marketing design, in
concert with the distribution firm(s) and the host government 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, promotional campaigns and other variables as agreed upon
in the market design. If available, a local advertising agency willbe selected by the contractor, with host government approval. 

then 
If neither 

are available, alternate arrangements will be made. 

The contra.ctoi7 will be responsible for the satisfactory completion ofwork 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 government.
 

Upon completion of preliminary agreements, the contractor will complete
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 packaging
material is accomplished. The contractor is finally responsible forcoordination 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-retailer

relationship. The salesmen, through detailing, serve as the catalyst
between wholesaler and retailer. 

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

Currently, three companies have CRS contracts. Westinghouse Health
System has contracts in Nepal and Ghana. Previously, they managed
the program in Jamaica which has successfully been completed and turned 
over to the Government of Jamaica. They also undertook a study toexamine the role of the conrnercial sector in contraceptive delivery
(AID/#csd/3319). Population Services Inter national, which manages the

project in Bangladesh, previously managed a cormercial distribution
project in Sri Lanka, which is now run by the local family planning
association. Development Associates, hasInc. vast experience
in population programs in Latin America. It will comxence national
aistribution in El Salvador soon. 
In executing these activities, these
 
contractors have exhibited ccmpetence in the two vital areas of expertise,

business acumen and social programs. 

By the end of the project, management competence necessary to run a
national social marketing organization will be developed within the 
country. 'In most LDCs, there is little experience in nationwide social 
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marketing programs. By the end of each subproject, the necessary adver­tising and promotional expertise, as well as competence in distributionsystems management, will exist in the local population. Moreover, duringthe subproject, the contractor, through the training of the host national4and sharing of responsibilities through subcontracts, analytical talent,and grass-roots management capability, helps to develop leadership poten­tial. As indicated, the contractor is chosen for its management abilityand the country for its potential to maximize use of the connercialsector. One element of the latter is management or entrepreneurialpotential, which is a consideration in selecting the location of asubproject. The project, through its use of indigenous subcontractors,training local salesmen and exiting outlets helps to increase local capa­city to participate in development. The precondition that the countrymust actively support the project and remove legal and administrativebarriers to successful implementation precludes a 
hostile public environ­ment. The inclusion of the local country - indeed, the tripartitearrangement of AID, host country, and contractor - insures use of projectdesign and evalution methodology after project completion. Moreover, the
local personnel will be familiar with the system. In that a distributionnetwork exists, the subproject will complement existing resources. Theprofit margins will provide incentives for participation. 
No additional AID staff ccmmitments are required because direct manage­ment will be undertaken by contractor or grantee. The only requirement
is that AMD/W will monitor the project and supply guidance when neces­sary. USAiD will facilitate efforts in the host country and, whennecessary, serve as a liaison between the contractor and host country.Project monitoring will be the responsibility of the Cognizant Technical
Officer at AID/W. The personnel essential skills necessary to undertake
the oversight function exist in AID/W.
have to The only comodities which willbe supplied from the United States are the contraceptives. Anadequate supply of these commodities will be available through bulk pro­curement. All other goods and services are to be purchased locally. 

III. E. Enviror~nental Concerns 

There are no negative impacts of voluntary family planning programs.However, family planning programs, if successful, have a potentially
good effect in the reduced demand on non-renewable resources (e.g.,fuel, water, land, wood, etc.).
 

Part 1V. The Financial Plan
 

1. Cost Estimation - Because of the wide diversity amongcountries, costs will vary. 
the participating

Level of economic development, Inrastructure,size and marketing sophistication must be taken into account. 
Moreover,
projects in same countries will include retail sales, vending machinescontraceptive distribution and household distribution, while projects inother countries will be more modest in scope. Projects of the latter
type 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, hoever, in moet
countries. The itemized cost list with a range of total costs are des­
cribed in Table III-I on the following page. An allowance for a 7%
inflation rate is included in the analysis as is 10% for contingency 
costs.
 

The estimated costs are based on past experience with CS projects with 
a provision (as noted above) for inflatin and unforeseen contingencies.
Additional expenditures are also estimated for new projects. Based on 
past experience and anticipated progrmiatic expansion and change, the 
cost estimate is reasonably firm. 
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2. CON'mACT= RETAL.U SALES PROJECT BUDGE (in$000) 

New Projects:
 
Small Grants 3/ 

Large Contracts 

-a Contracts 

Vending Machines 


Sub-total 


On-going Projects:
 
Mexico 

Bangladesh 

Ghana 
El Salvador 

Nepal 


Sub-total 


TOAL 


FY79 FY80 FY81 FY82 FY 83 

450 450 650 650 650 
2,500 5,000 7,000 5,000 5,000 

400 500 500 400 400 
100 100 100 100 100 

3,50 8,1 50 6,150 I,150 

1,500 1,500 
500 500 400 300 300 
350 250 
250 200 
300 250 

2,900 2,200 

6,350 8,750 8,650 6,450 6,450 
(excluding contraceptives) 

rn-Kind Contribution Of Contraceptives
Condoms 

Orals 

Foaming Tablets 


TOTAL 


GRAND TOTAL 


1,250 1,750 2,500 3,125 3,500 
600 
175 

800 
350 

1,000 
525 

1,400 
875 

1,500 
1,000. 

2,025 2,900 4,025 5,040 6,000 

8,375 11,650 12,675 11,490 12,450 

3/ Small grants are awarded for projects which are not designed 
to implement large scale comercial 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 

Labor 

Travel 

Allowances 

Other Direct Costs 

Equipment, vehicles,
 
materials 


Subcontracts 

Consultants 

Overhead 

Fee 


Grants 

Labor 

Travel (local)

Materials and Supplies
Installation Costs 
Overhead 

$150,000
 
30,000
 
35,000
 

ii0,000
 

6o,ooo
 
250,000
 
15,000
 
130,000
 
50 000
 

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

14,000
 
85,000
 
i,000
 

65,000
 
4000 

$300,000
 

$8,000
 
1,500
 

500 
I,000 
3 000 
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4. Recurrent Budget Analysis of Implementing Agency 
The budget shown on page 27 of 
the 

t hi s Paper is considered adequate to fundrecurring operating and maintence costs in the on-going CRS projects.The budget also provides sufficient funding for the anticipated develop­ment of new social marketing projects during the life of this Paper. Asthe budget indicates, three types of projects will be undertaken:national commercia. distribution systems in large countries; large scaledistribution projects in small countries; and small grant projects suchas market testing in one area and condom vending machines projects. Inanalyzing the budget, it should be kept in mind that, because the projectutilizes existing distribution systems within the host country, savingsaccrue to the project in "front end" or capital expenditures. 

The budget provides for the introduction of new CRS subprojects annually.Because of higher capital during the initial project year, 40% of thecontracts costs are allocated to the first year and 30% in the two sub­s nuent yprs. For reasons discussed below, direct and recurring costswill diminish in the latter years of the project. 

The bulk of project costs are incurred during the initial phases ofproject development 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 disbursementof AID funds. 
 These initial costs include market research and testing,
training of salesmen, feasibility studies (such as KAP studies) andstart up costs associated with implementation of the distributionsystem. In addition, the direct or recurring costs generally are re­duced during the latter stages of the project. Advertising in orderto identify and create high levels of demand ismore intensive during
the initial periods. 
Selection of promotion and advertising is more
selective later in the project, thus reducing advertising costs.
Furthermore, in order to fill the distribution channels, contraceptive
packaging is greatest during the early stages of distribution. These
costs, moreover, are reduced later in the project due to economies of
scale. Other recurring costs including labor, overhead and transporta­tion are expected to be constant through the life of the project. 
It is anticipated that CRS projects will achieve, or, in cases where
this is impossible due to the level of market sophistication and
economic development in the host LC, approach self-sufficiency byproject completion. Project revenues from retail sales will reduceor offset distribution costs on an increasing basis. This becausethe number of contraceptives is

sold should increase through demandcreating promotional activities and the reduction of free samplesnecessary in order to initially expand sales. Thus, recurring ordirect distribution 
AID 

costs will be minimal following termination offunding. In exceptional cases, self sufficiency may not be 
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PoSsible because of difficulties reatng to the level of econcnjcdevelopent. In those countries, the country will subsidize salesuntil self sufficiency is achieved.
 
It is concluded 
 that the essential services provided by the Contra­
ceptive Retail Sales

AID funding. projects will be continued
The increasing project after termination ofexpenditures revenuesindicate relative to recurrentbecome more cost 

that these social marketing activities shouldeffective inassertion that services the ensuing years,can thus supporting theProject design encourages 
be funded after Project completion.financial Theby the organizations resource Planning and managementthat will administer the social marketing system 

after Project completion.
functions Where feasible,are the essential marketingto be performed by local subcontractors. At project
completion these groups will be familiar with project operations.Addtionaly, it is
in responsible management positions (including Project Manager) 

hoped that host country nationals will be placedduring the life of the project. Thus, management capability shouldexist after project completion. 

Part V. ImlementationPlan 
As already indicated, the Contraceptive Retailprised of subprojects. Sales projectA subproject consists of thefinanced contraceptive social marketing within a 

sum 
is cam­

total of AID­this has been the implementation of country. Traditionaudistribution system. a full scale, 3Subproject design and 
nationwide commerciallfollow similar plans in the future. 

implementation have and.willwill still be Although these large scale effortsdevote same 
the primary focus of CRS efforts, the CRS project willof its resourcesdeveloping to small scale, 

needs 
nations where this approach is 

innovative subprojects inand interests. more applicableThese subprojects to existingtrials, demonstration will encourageprojects, specific marketadditionsketing research to existing systems andthrough financial support and mar­technical assistance.The implementation 
 of the full scale delivery system will follow the
same schedule:
 
1) Marketing design will be sutmltted within 90 days after award 

of contract. 
Five copies will be distributed to the host country
government and the applicable USAID Mission; 
 ten copies 
to AID/W
Family Planning Services Division, and AID Contracting Officer for

joint review and approval.

mately thirty days. 

The review will be cgmpleted in approxi-
The Marketing Design is to include the following:

.background report Providing information 
on demographics, language,
ethnic diversity, medical and social welfare statistics
cultural factors affecting family planing and family size, education
 

social and
literacy, media resources, major commercial activities, legal prohlbl­
tions on ccmnercial sales of contraceptives, 
as well as background on
 



current family planning programs and goverrment policies. The current 
distribution structure, contraceptives available, appropriate trade 
channels, contraceptive usage price and income elasticity information, 
contraceptive marketing potential, desired contraceptive price levels, 
probable increase of contraceptive users after establishment of sub­
project, packaging alternatives, plan for programmatic self sufficiency 
once subsidy is remved, estimates of initial and recurring and total 
costs, types of promtional techniques, estimates of number of retail outlets 
by geographical region, procedures by which the host government will receive 
the consignment of contraceptives, fiscal and inventory controls and advertising 
evaluation plan also must. be concluded. 

2) After Marketing Design submission contractor will: make prepara­
tory administrative and legal arrangements, leading to selection of host 
country advisory board; screen local resources for market research, promotional 
activities, advertising, point-of-sale material, prmotion and packaging design 
and production capability; screen cooperating country consultants; selection
 
and recruitment 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 association members and business and medical ccmmunity;
 
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 guidelines 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 campleted within ninety days. Included are:
 

a. Execution of distribution and advertising agreement.
 

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

c. 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 cimpletion of the initial action p#ase, n -iona1 distribution 
and natioride pr,:tinal. program. he progra should be amipleted with­
in two years. Plan for subprojects, e.g., vending madines, must be cnn­
pleted and submitted to AD/W Cognizant Technical Officer for approval. 
e se scd-1 is applicable to cam1er, natiwid CTS projects. 

Tl facilitate the subpoject developimt, a blanket waiver of prcuremnt 
source is necessary for the local hire of advertising, market research 
and fins. Because an objective of this project is to 
ensure eventual managemnt of the amercial marketing system by indigenous
fitni, the utilization of existing capabilities within the IC during
initial subproject develment is essential to the dances of programatic
achievement at project ccmpletion. Signature of this document will 
indicate the clearing offices --currenc in waiving the reirment for 
waivers for local procurelet of necessary services under individual 
subprojects. 

It is expected that during both FY 1979 and 1980, 2 large projects and 
2 smaler 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 make 2 grants. In FY 1982 no large
projects, 2 small projects and 1 grant will be camenced. In the last 
fiscal year, 1983, no large or smll projects will be begun and only
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 achievent of 
project goals. Given the nature of the project, collecticn and analysis
of project data poses no serious problem. Because the cmaercial distribu­
tion of contraceptives is undertaken by a quasi-business organization,
"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 components of the project, such as adver­
tising and promotion. Additionally, knowledge of activity in each retail 
outlet and number of outlets are kept. Therefore, evaluation of this pro­
ject is greatly facilitated. Moreover, in order to ensure maxianu efficiency
marketing research is updated at periodic intervals. The marketing research 
thus serves as an excellent vehicle for progrimatic evaluation. 

The marketing design also is a source of baseline data and general background 
inforation indicating potential institutional/ocoeconoc/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 prcavtion and distribution expenses; estimate of 



?age 33 

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 subnitted. 

During the course of the project, a number of reports are to be submitted 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 quantitative indicators of success discussed above, i .e. cost of a 
year's 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 wil be made upon approval by AID/W. Prior to national 
distribution comencement and after the initial action phase, AID 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
 
will 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; retailer 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 arnualized terms, should be significantly less than
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comparable public sector costs; means of verification: actual sales levels

(indicated by revenue 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 sur­veys. District maps showing retail and wholesale outlets. Sample surveyof outlets to determine actual availability and sales levels. 

4. self-,sufficient distribution system at end of project; indicated by
subtracting contractor overhead costs and comparing 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 under­gone recent change in factor of contraception, then objective would be 20%
of all "acceptors" provided that the project is 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 cmmercial distribution systems. 
While hard to measure, increased
"acceptor" levels inthese other sectors is an indication that the CRS pro­
ject is at least partially responsible for motivating consumer to contra­cept. An increase of more than 10% of women 15­44 being served by these
other sectors would be viewed as a positive contribution by the CRS 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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EMPACT IDENTIFIC.ATION AND EVALUATION FORM 

/ / 	 / /a­=La t.=ac Areas &,Sub&zemr,,,act Areas & Sub-teas 

A. 	 L.A" USE F. SCCIOECONOMIC 
I. 	 Changtng the character of the 1. Changes in eono=ic/ employment
 

laa thru: patterns....................... M
 

a. Increuan the populatn n N Cbanges in population. ........... H
........ 2. 


b. 	 Extrcting natural reeces..... N 3. Changes in cultural patterns...... M 

c. 	 Land cearin .................. N 4. Other factorsN
 

d. 	 Chan" soil character .......... N
 

2. Altew.ing natural defenses .......... N G. EEEALTE
 
1. Cbanging a natural environment... N 

3. Foreclosing Lmportan uses ........ N
 
2. Eliminating an ecosystem elemen.. H 

4. Jeopaizing man or his works ..... N 
3. Other factorsN 

5. Other factors 	 N 

H. 	 GEKEA. 
B. 	 WATER QUkITY 1. International impacts ............ L
 

1. Physical state of water............ N
 
2. Controversial impacts ........... L
 

2. Chemical and biological states ..... N 
3. Larger program impacts......... H
 

3. Ecological balance ................ N
 
4. Other actors 	 N 

4. Other factors _________ 	 N 

I. OTE R POSSIBLE UVIPACTS (not listed above) 
C. 	ATtiOSPHPEIC 

1. Air additives ..................... N 	 Reduction in Pooulation H
 

2. Air pollution .................... N Growth Rate
 

3. Noise pollution................... N
 

4. 	Other factors N FOOTNOTES:
 

_ __I___ 
/ See Ex.lanatory Notes for this form.
 

D. NATURAL RESOURCES 	 2/ Use the follow'ag symbols: 
1. 	Diversion, altered use of water.... N
 

N- No environmental impact
 
2. 	Irreversible. 1ned±cient Co==.t6es N L-Little environmental impact
 

M- Moderate environmental impact
 
3. 	 Other factors__ H- menvromental impact
 

U- Unnown environmental impact
 

Additional comments: 

E. 	 CULTU RAL 
1. Altering .zhsicalsymbols ......... N
 

2. Dilution of cultural traditions ...... L 

3. Other .fzc:ors 	 ._.N 



Part VIII. C. 

SC(3) - STA NARRO rTEM ,HECX.IST
 

A. Procurement 

1- FAA Sec. 502. Are there arrangements to.
permit s mai 
 business 
to participate
equitably in the furnishing of goods and 

services financed?
 

c.~). 
 Will all commodity
procurement rinanced be from the U.S.
except as otherwise determined by the
President or under delegation from him?
 

3. FAA Sec. 604(d). 
 If the cooperating

country discriminates against U.S.
marine insurance companies, will aoree­ment reoufre that marine insurance be
placed in the U.S. 
on commodities 

financed?
 

4. ,FASec.604(e). 
 If offshore procure­
ment of agricultural commodity or
product is to be financed, is there
provision against such procurement when
the domestic price of such comodity is
less than parity? 


S. FAA Sec. 608(1), Will 
U.S. Government
 
excess person 
 Prooerty be utilized
wherever practicable in lieu of the
 
procurement of new items?
 

6. 1.A ec. 90l1b), 
 (a) Compliance with
requirement 
:nat at Ileast 50 per centum
of the gross 
tonnage of commodities

(computed separately for dry bulk
carriers, dry cargo liners, and tankers)
financed shall be tran.soorted 
on privately
owned U.S.-flag commercial vessels 
to the
extent that such vessels are available 

at fair and reasonable rates.
 

7. FAA Sec. 621. 
 If tec~inical assistance
is financed, will such assistance be fur-

nished to 
the fullest extent 
racticable
as goods and .professional and other

services frcm private enterprise on
contract basis? a
 

if the facilities of
other ,"ederal agencies will 
be utilized,
 

Yes
 

Yes. 

N.A. 

r.A. 

Yes.
 

Yes.
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are they particularly suitable, not
Comoetitive with Private enterorise,

and made availaole without undue inter­
ference with domestic programs?
 

8. International Air Tranioort.
Comoetl tive Pracr..lcas Ac:. 1974Fair 

Ifair transportation of persons or
property is financed on grant basis, will 

provision be made that U.S.-flag carriers
Will be utilized to the extent such
service isavailable?
 

Construction 

I. FAA Sec. 601(d). If a capital (e.g.,construction) project, are engineeringand professional services of U.S. firms 

and :heir affiliates to 
be used to the
maximum extent consistent with the
nacional interest?
 

2. FAA Sec. 6111c). If contracts for
construc:on are to be financed, willthey be let on a 
competitive basis 
to 

maximum extent practicable?
 

3. FAA Sec. 620(k). If for const.uction
 
of productive enterprise, will aggregate
value of assistance to be furnished by

the U.S. not exceed SICO million?
 

C. Ot !r Restrictions
 

I. FAA Sec. 201(d). Ifdevelooment loan,
is interest rate at least 2t per annumduring grace period and at least 3% per 

annum thereafter?
 

2. FA Se. 3 d 
 If fund isestablished
 
so lely y U. contributions and adminis­
tered by an international orcanization,

does Comotroller General have audit
ri hts? 


3. A Sec. i520h). Do arrangements

precluce promoting or assisting the
foreign aid projects or activities of
Comnunist-81oc countries, contrary to 
the best interests of the U.S.? 

4. FAA Sec. 536(). Isfinancing not per­mittea to be used, without waiver, forpurchase, long-term lease, or 
exchange
of m tor vehicle manufactured outside
the U.S. or ;uaranty of such transaction? 


Yes.
 

N.A. 

N.A.
 

N.A. 

N A.
 

Yes 

Yes
 

Yes
 



'dill arrangpents preclude use of

financing:
 

4. 
FAA Sec. 114.
of aSort-cns to iay for performance

or 
jo M tivaee or coerce
persons to Practice abortions? 


Yes.
 
b. FAA Sec. &20(). to comoensa 
owners--or 
 to onaionatiztProperty? 
 nes. 

c. FAA Sec.660. ta finance Police 
training or Orher law enforcement
assistance, except for narcotics
Programs? 


d. Yes.FAA Sec. 662. 
 for CIA activities? 
Yes 

e. Aoo. Sec. 
103.
for mn to pay oenhions, etc., 
? tV e


f. Ap .Sec.106. Yes. 
to cay U.N. assess- esnel
 

mentse Yes 

a. Aoo. Se. 107. to carry out provi.
sions or
(transfer FaA Secrions 209(d, and 251(h)?
to multilateral 
orryanization

for lending). 
 Yes.
 

h. Aoo.Sec.501 to be used for
Pubiciy or propaaanda purooses
within U.S. not authorized by Congress? 

Yes 



5C(2) -PROJECT CHEMIST
 

A. GENERAL CRITERIA FOR PROJECT.
 

1. Aoo. Unnumoere;FAA Sec. 553(b)
 
(a)Oescribe how Committees on Aopropria
tions of Senate andwill 	 House have beenbe notified concerning the project;
or
 
(b) is. assis:ance within (Operational 
Year Budget) country or international
organization allocation reportea to
Congress (or not more than SI 
 million
over that figure plus 10%)?


2. FAA Sec. 611.a)(1

In e
ces 
 Prior to obligation
of I0 ,000 , will there be (a)


engineering, financial, and-other plans
necessary to carry out che assistance ana
(b)a reasonably firm estimato of the
cost to the U.S. of the assistance?
 
3. 	 6 )2) Iffurther Iecis­aive action is required within recioien
country, what isbasis for reasonable.
expectation that such action will be 


comoleted in time to 
permit orderly

accomplishment of ourpose of the assis­tance?
 

4. FAA Sec. 611(b); Aoo. Sec. 
101. If for
water or waterrMiadt -andresourceconstruction, has p-"ject met the stan­dards and criteria'-, per Memorandum of
the President dated Sept. 5, 1.73
(replaces Memorandum of May 15, 1962; 

see Fed. Register, Vo, 38, 
Mo. 174, Part
I1, Seot. 10, 1973)?
 

5. FAA Sec. 617(e . If3roject iscapitalassistance 
 e.g., constructlion) 
 and all
U.S. assistance for 
itwill exceed
$lmillion, has Mission Oirector certified
the country's capability effectivel toA
 
maintain and utilize tre project?
 

To 	 be advised by 
FY 80 Congressiona
Presentation 

N t a p i a l 
 o f mL
 
Planning projects.
 

I.A.
 

N.A.
 



A.
 

6. 	 FAA Sec. z09, 619. Is projec: susceptible
of execut:on as part of renional or multi­
lateral project? If so why Isproject not
 
so executed? Information and conclusion

whether assistance will encourage
regional development programs. If
assistance is for newly independent
country, Is itfurnished through multi­
lateral organizations or plans to the 
maximum extent appropriate? 

7. FAA Sec. 601(a); (and Se. 201(f) for 

evelooment loansV. InTormation andconclusions wener project will encourage

efforts of the country to: (a) increase
the flow of international trade; (b)1os-
ter private initiative and competition;
(c) encourage development and use of
cooperatives, credit unions, and savings
and loan associations; (d)discourage 
monopolistic practices; (e)improve
technical efficiency of industry, agri-
culture and commerce; and (f) strengthen
free 	 iaoor uniont. 

8. 	 FAA Sec. 0l~b). Information and con-
clusion onhow project will encourage
U.S. 	 private trade and investment abroad 
and 	 encourage private U.S. participation
in foreign assistance programs (including 

use of private trade channels and the 

services of U.S. private enterprise).
 

g. FAA Sec. 612(b), Sec. 636(h). Describe 

steps taken co assure tnat, to the
maximum extent possible, the country is 

contributing local currencies to meet
the 	cost of contractual and other 
services, and foreign currencies owned 
by the U.S. are utilized to meet the cost 
of contractualkand other services. 

10. 	 FAA Sec. 612(d). Ooes the U.S. own excess 
foreign currency and, if so, what arrange-
ments have been made for its release?
 

3. 	FUNDING CRITERIA TOR PROJECT
 

I. Oevelocment Assistance Project Criteria
 

a. FAA Sec. 102(c); Sec. 111; Sec. 281a 

EAtent to wnicn activiy will (a) effec-
tively involve the poor in develooment,
by extending access to economy at local 

level, increasing labor-intensive pro-

duction, spreading investment out from 

cities to Small 
towns and rural areas; 

and (b)help develop ccooeratives,

especially by technical assistance, to 

assist rural and urban poor to help

tneselves toward better life, and other­
wise 	encourage democratic private and
 
local governmental ins-itutions?
 

N.A.
 

Since objective of project 

is to use private, sector,
will foster orivate initiat: 

"b 
in - try 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 develoc
 
overseas markets; U.S. firms 

w
 
will compete for prime con­
tracts under this Paper 

In 	countries which have exce 

currency, it is or can be us­
for these projects; revenue
generated from sales. is use-d

focal costs 
to defray 

TJ.S 	.- owned excess currency
will be used where it exists 

per contractural clauses. 

Previous projects have brough

t 
thousands of small entreore­
neurs into distribution sys­
tems; females who use contra­ce tives orovided through

tis pro ae torough
this project are more free -tc 
take part in economic pursuit 



b. FAA Sec. 103, 103A, 104, 106,107. -s assist&nce being maue ava1iao1.b,
Lnclude only aopIicable Paragraph .­.. ,a, b, etc. -- whict corresponds tosource of funds used. If more than onefund source is used for project, includerelevant Paragraph for each fund source.] 
(1) C[031 for ariculture, rural develop­ment or nutition; if so, extent towhich activity is sPecificallydesigned to increase productivity 

and income of rural poor-, CIO3Aifor agricultural research, isfull account taken of needs of small
farmers; 

N.A. 

(2) [104] for Population planning orhealth; if so, extent to which
Artivity extends low-cost, integrated 
delivery systems to provide healthand family planning services,especially to rural areas and poor; 

(3) [105] for education, public admin­istration, or human resourcesdevelopment; if so, extent to which 
activity strengthens nonformaI.education, makes formal education mare relevant, especially for ruralfamilies and urban poor, orstrengthens manaaq.i-ent capabilityof instituticns enabling the poor toparticipate in development; 

ProJect 

N.A. 

purpose 

(4) C1061 for technical assistance,energy, researc, reconstruction,and selected development problems;
if so, extent activity is: D.A. 
(a) technical cooperation and develop.ment, especially wlth U.S. privateand voluntary, or reglonal and inter­national develoment, organizations; 

(b) to help alleviate energy problem; 

(c) research into, and evaluation ofeconomic development processes andtechniques; 

(d) reconstruction after natural ormanmade disaster; 

(e) for soecial develooment problem,and to enable proper utilization ofearlier U.S. infrastructure, etc.,
ass istance; 

f) for programs of urban develoomentespecially small labor-intenslve'
enterprises, marketing systems, andfinancial or otner institiuton, :unelp uroan poor participate ineconomic and social develooment. 



(5)[107] by grants for coordinated
private effort to 
develop and
disseminate intarmedlate technologies

approoriate for developing countries.
 

C. FAA Seco. la;Se. 2 8). sth
eient coQuntr/ wling to contributefunds to the Project, and inwhat manner
has or will 
it provide assurances that it 

will Provide-at least 2Z-
 of the costs of
the program, project, or activity with­respect to which the assistance is to 
be
furnished (or has the latter cost-sharino
requirement been waived for a "relatively
"least-developed,, 
country)?
 

d. FA 
Sec. llO1b).

asistanc_ 

Will grant capital

isoursed for project over
more 
than 3 years?
cation satisfactory If so, has justifi­

to Congress been made,
and efforts for other financing7 


e. 
FAA Sec. 207; 
Sec.113. Extent to
whicn assistance rerlect-appropriate
emphasis on; 
(1.)encouraging development
of denocratic, economic, political, and
social 
institutions; (2) self-help in
meeting the Country's 
food needs; (3)improving availability of trained worker-

power in the country; (4) proqrams
designed to meet the country's health 
needs; (5) other imoortant areas of
economic, political, and social deveiop­ment, including industry; free labor
unions, cooperatives, and Voluntary
Agencies; transporttion and communica.
tion; planning and public administration;
urban development, and modernization of
existing laws; 
or 
(6) integrating women
into the recipient country's national
 
economy.
 
f. FAA Sec. 281(b). 
 escribe extent to
whicn program recognizes 
the particular
needs, desires, and capacities of the 
peoole of the country; utilizes the 

country's intellectual 
resources 
to
encourage institutional development;
and supports civic education and training
in skills required for effective partici­pation in governmental and political
processes essential 
to self-government.
 

N.A. 

N.A
 

Project emhass 
s on i­

provement of health and soc-.well-being of rural poor by them 
and urbaenabling

childbearl to ceong at desired numb 
of children 

Project extensively 
u-i--zes
host country institutions
 
and resources. 
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9. ,AA Sec. 20l(b)(Z).(Z) and ":.3; Sec.
20l1ej Sec. 211wl)-(3) and 
-i. Qoes

the actiity give easonaole Promise of
contributing to 
the develo.ment: 
 of
economic resoures, or :o ,ne increaseproductive capacities and 

of
 
self-sustaining
economic growth; or of educational or
other institutions directed toward socialprogress? 
 Is it related to and consis­tent with other development activities,
and will itcontribute to realizable


long-range objectives? 
 And does project
paper provide information and conclusion
 on an activity's economic and technical
 
soundness?
 

h. FAA Sec. 201lb)(6; Sec. 211(a)(5), (5).Information ana conclusion on 
oossible
effects of the assis-ance on U.S. economy, 
 Project will not iave
with special reference to areas of sub-
stantial labor surolus, and extentto 
negative effect on U.S.
economy
which U.S. commodities and assistance
 

are furnished ina manner consistent with
improving or safeguarding the U.S. balance.
of-payments position.
 

2. Development As istance Project Criteria(Loans oniv) 
NA. 

a. FAA Sec. 
 Ol(b)(l). Informationand Eniusion on avatiability of financ­ing from other free-world sources,
Including private sources within U.S.
 
b. FAA Sec. 201(b)(2): 21(d). 
 Infor­mation and conclusion on 
(1 ca*pacity of
the country :o repay the loan, including
reasonableness of repayment prospects,

and (2)reasonableness and lecaifty
(under laws of country and U.S.)
lending and relending terms of the 

of 
loan.
 

c. FAA Sec. 201ei. If loan isnot
raae pursuant to a multi!ater.1 plan,
ano 
the amount of the loan exceeds
$100,000, has country submitted to AID
an application for such funds toether
with assurances 
to indicate that funds
will be used in an economically and

technically sound manner?
 

d. FAA Sec. 2011f). Coes prt.je.t paper
descrioe now oroject will promote the
country's economic develooment taking
into account :he country's human and
material 
resources requirements and
relacionsnip tetneen ultimate objectives

of the project and overall economic
 
development?
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e. AA Sec. 202 a). Total amount ofmoney under 
,oan 'nic.h 
is going directly
to 
private tnterarise, is going 
to
intermediate credit institutions or
Oth'er borr3wers for 
use by private
enterprise, isbeing used 
to finance
imports from private sources, or
otherwise being used 
is 

to 
Finance procure­ments from Private sources ? 
f. FAA Sec.520d). 

isIfassstancefor any productive enterprise which will
compete in the U.S. with U.S. enterprise,
is there an agreement by the recipient
country to prevent export to the U.S. ofmore than 20% of the enterprise's annual
production during the life of the loan?
 
3. toLect Criteria Solely for Security


Suooor-in-Assistanc 

.-


FHow 
 will this assistance
support promote economic or political

stabilfty? 

4. AdditionalCriteriafor Allancefor 
N.A. 

Daote: 
 Alliance for Progress projects
should add the following two 
items 
to a
project checklist:J
 

a. FAASe. 25 8). Ooesassistance take into account principles
of the Act of Bogota and
Punta the Charter ofdel Este; and to what extent willthe activity contribute to 
the economic
or political integration of Latin

America?
 

AA Sei. 2 '1 ;.:.
loan, 2 1 h). For
•-'iere been tCakn into account
the effort made by recipient nation to
repatriate capital 
invested in other
countries by their own citizens?
loan consistent with the 
Is
 

findings and
recommendations of the inter-American
Comittee for the Alliance for Progress(now "CEPCIES," 
the Permanent Executive
Conmittee of the OAS) 
in its annual
review of national development activities?
 


