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'"~Retail Sal s (CRS) 1'roject wIs conductedl'iT.Ajpr )y9a ' vvCea.e 
"1~ir~&~documents d a - faat key indivi-dual s involved :'inRelevant we re revibwed,p.~jamscontacted -and- a 7cdsurvey-undcrtncry---j all planning~:j

overview S it'~ InILi 1 ' ___d-__rnAoadhistorical of" .C~ i: ~u 1)IIAJUUd""I*,nLac t 's ___ioi 

June 30, J976 to the prsn ALe'ojWi fu oe~pn m-.project, impJ( ntto~
marketing stratcgies,' Significaint acopl ~slnkL~ -an&- diff 1C. Liies, ikhhave ipacted on performance. 

Performance w~as evaIila1ted in rela Lti oL sLatLed ColltLra ct obj cc CyV,,contraceptive product developm~ient, pricing structure-decisions, di6Ifbuton ,strategi.es, promotion and advertis'ing, Lrainingand managem~ent and a( iiinistia-'7
tive functions. The CRS projct"was, viewQId ils irt ol the. IP/MCI 1)r1ji 4ctK
activities~since it is exIpre§ssy dcefined s, 1 comp. menLary activ~itylas
well as'a contributor to HGs family planning program. 

The team consensus 'is that thle CRS Project~has a good, performanc( recordand is making a substantLial contribution Lo I'11G f amily planning 1prr- -am.Thle CRS Project has met~most. of, the objctives stipulated by. the-conl ract..'.~The few it has not met were 'either revi:,ed between the original and -(ntract''
extension' documnents or too broal 'defined, Lo be 'accomfplis~hed. 

CRS 'has ex~panded av~aiability' of condoms ond O~s by establishjlb. zi nd,"selling p)roduct s in,'over 5000 retail ou cJL s Whl cI i-a ne rou t nely sHUpp)1).ild.'I'with Daland Gulaf , teproJ oct 'condlom and .OC'brand 'names- 'A se c I erlow priced condom brand, S'uki-Dhaal: developud for r~r '.15< '~bu~on4Isi"''sold in fewer outlets. Eve-nthough consumer pri~ces are very low atI. 1..0($ 07) ixcondoms and IN.. -1.50 ($ . H/i) for one OC cycle" rukl 100fr 
receive sufficienit 'incentives to~maintain IntCrot' -7-uneroub 1)ro fiL 1 risattractive, product promotionnal: iatera.J.oi stor es,. caish prizes Frrwinners"" iof display contests, reguar~a visits and, "'sLo cks from . RS, personne. etc.. T'Iih~~chief 'incentive, 'hwvr htth i r 'a ~aci~es~ga 

' 

of 11OWCustom r or CRS products' grow and Old huyIIY07 sCORS has experienced problems "establishing 'demand, Jrchase mou regtiiJ6rly.but recent sales Ltrends indiat~the 'market for its! products 'is -growing.4 
. 

Co d m n C a e in 198 1repres nt a ppnrox imate ly 70 0% a d 0 % gr w h 
respectively, in sales since 1978, the yeali productsthic- were launched.:Last 
fer CRS sold!1,115,000 condom units and 75,686 OC cycles, 4an overall increase'representfro s of 10% (in spite~~ereet of. a slholtage ofa ontribution'of 1l6,972' Couple Years of condoms)Protectioni'a'ndc270%. from'Ihis'

:'(G;YP)

prenacyfor the. ING family~plann~ing program,.a 36/ incr'ease in CYPI over 

'"4 

1980 and 6%-over tile 198I.CRS target.. CRS Cost- (local expenses. pLus All)D 1commodity costs) per CYP in '1.981 was' '$8.30. This is 'con'sistenit with' '' S I.comparable, estimated~ P/MCI' cost peir Gyp to 'deliver" c'ondoms ($8.50) ahtUQcs"~4"

~($10.00) in 1979/1980.' 

4" ' 

44The team recognizes that, CRS has had to oporat witfhin an' a, k''""'4'4""' 'of great difficulties for a social markti~ng progrnm. 'TI ei mrketLkLnIg "t'fraait-ii""""-'4 
~~~--tur e in Ntcpal is'gradually stren~gthe~ning.K Ncvertheless, private '$ectOr'4 ~,7 

http:iatera.J.oi
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national~~~, dis trbto ,ysLm n aJv 
loa ]lg :nutr r 1.a 

welldd el ped~ai m st p oje .,~s ia e ei, Lj!.in ed 

inwes delopd fo it~mstprouct~s here,11 Lo.CoJclu(r _t~el'ihnk projectIcd 

this tin ntown onolidg.a oeatiossns ndo eandr inarkeas whr ~ R ledmor~rualfre1s~prIest
s achtimea RSI ryn oimrv a.
 

is selling rather~than, pres tod raareas..Cs-fe v e
is a continuing, HNG,"AID and, 'CRS 'concern, and th'e projet4'can~inot. denonstrate4
Cost-effectiveness with continual geographi.c expamnsionv. _One of .th&e'teail ,recomimenda tions' is that CRS concentiate' on 11ovitng into 'more aCesIble ' " "areas whlile, at the samne time, it continues to build its present market. 

CRS has been planning sinice 1981 for transititon tod local- mtanagement 
and a new institutional base in antic ipatLion of 'schedued eXipiration. 9 f the~>WHS contract on Oc'tober 31, 3.982. The team his rev/iewed "options,, forinstituionalization developed by CRS 4ind e.xpeifuices ~~ te.scil

Kmarket 1rojecL's,'ring It concurs with the~endorsement lof the CRS Advisoryr
"Committee, USAID/Nepa and th'e AD Regiona.] .kelal. Advisor, &hliah the -best'option for an institutinal base is a prv~esc, ',noL1-fdr-pro7It-companly


which can operate with :flexibility ald. a, 'managenL-:;s Lye-fami1ia r Lo;business. There is,""however,: concern: that thrt i',sno"le~gal or ,didct6o ' > ~~ precedent for 
< 

a similar n'onpot cmayin Neal, 'dta:,incorporatLion
of a company with CRS needs' and obj'ectives mnay take sonfe tlime~' accomisl~h. 

-

>:Of 6qual concern is 'the need' 'for ra-pid~dec s: s~n'itoite~oe rmIGontei
tioUlizatioLnUf 
 issue.~ The team, therfor, rcomend' s .11, ptht a fLPtAsestablish a September 1, '1982 d'eadline'~ for 11MG decision so' that,,the'' y'ir.-orporation process for. whichever. option is selected .,.Cn' more frwarcK'd$.rSince' the 11MG 'decision apparently depends, on a com~mitment, by USATD tolftnd" ' '.4or niot fund' continuation of thd, CRS project, I.t is~ fur thier recommunded rhtl'iUSAID make an expeditious decision."'7 s 

The 'unexpected loss of the present Nepati. General Nd'nager to TIPI in,~'June affects'present MFIS contr act expiration. AInine mionth extension "" '(to' July '31, 1983). appears necessary ,to recruit,Manaiger- stdequl hire and train a new General ',
'n ate time for, L1nILion to 


bas'e, organizatioial' idJUbtmenLt, 

and sni, low ael,'n~btoa a new nLutnai' 

" 

and deve ulpmentL ')f it 'binCoothIy fu~nCt~oniI ng ~'"'~" 
Neal oper'ion 

2 
, .S 54 
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',~i I I~11FVALUATION METHIOD~~ '~ 

~T Th e' ific Wes ti nghoulso Con1 t 1 l eIvjt~ C!t WLTai.or 

.;.defltif Led evaluaOonid<n fort by USAII)/N yt Ilnay 'Ih PT.llis 'Ofr982' i 
_________e to--he vL ZaLioii-were-prepate( 1' bUSAI D/N,) 

The membersof, tlhe evaltufo~1n- team1 were: 

Diana Altma'n, Consultallt Lo All), Team Ie~ider-
Bimila Shrestha M.D .1 P. 1). l' Depu y ''oam LeidezrNew E'ra
Maya Shrestha, ]'P/MCH- 'Project, TIC Divisioni 
Rnim Chandra Shrestha, 'Pl.ogan Office; USATI)/N~
Gladys Gilbert, IloaiLbt and] Fanuily laiL ulinl 01ffie, USATI)/N 

Timelimitations, terraini and transporL cdcLernnLde, to some oxItent.the methodology tlhat w~as used for this O~aluitLI[On d limitatiols, were.partially removed by tile sm~d; atial zimounlt of, t i, an LlIadL timhoUalent 
team was able to mobilize 'withini itsl in]h-ogte oprii fthose from whom interviews wee souht ' LTheugUafisL agreedr.lemof 
scope of evaluation and the roLseatch mmmC.looogy'lio.e evaluatLon& was carried out between April 8 (f irs L 

V 

torim mecting) mirl May '10 (USATD 

The team reviewed pe rL;Lmn do~ummtwimlLS All),Le S,1tlo11\ ce L110 aid- pharmaceutical agents, aill 'of kwhLll tc engaged in prov-iding
.family~, planning service' in one way ~or the. oLhler. The~most relildnL 1 1-C 

listed in Section VIJ or- refet-red to iii LH rc-L0* W1101re approprin'te ' 

Meetings were held with various key Personnel from AID, FP/MCH Project,' p'CRS Project, 11MG, FPAN, and volunta~ry agencies. '(For a complete list,Section VI, Key Personnel. Con tac ted.) These meetin~gs provided- Lhe 
see 

Leamn with:valuable information regarding 'the~scope of f Lmily planning inNeath
goals of the 1M family' planninig prgrms and thle. performance of tile CRS:Project. The team attenided selected scssons of the Nntioiiaj Loiiferone'<oniPopulation and the Sixt Dvlopmeit P1,au, namid giliied r broadcr purspective ~7~'Yof the population p~rogram. ... 

ttamCOMAT adetsnaec for 'ORS) ,,acve a presentationteait ocmpignfo hMai,' uiMai li Gulaf. Lo tile 

B~etween April,18  22, the team Split iinto NA~o groups for fi cldb~visits. One team went west 'covering ]3hariltpUr, "Tansen, .Pokhra, Butwal,~'''"~Lumbini and Gorkha and StOPS enl route. T110 Other Loam went to' eastern"" '>Nepal covering Hietauda, BirguniJi Iirata, inkpi en tonmh visiued 
-'-numerOUs mcd,icine stores 'andgoeIivis'ted genralThe teamsalso morchulmnd'iushop udcs.:~

CSpdut. 
TltemalovstdGovernment hospitals, 

seln (IR
he'tt Lt pos3ts"and FPAN branches. Gil I C' 

.Both teams met with GUS.Doerl.crs and( Salles Ruprell Latives. 
'>, 

The team did not itcrivew conilnm~ an11 potenlLitllLSMd consumetlS, ""'~'KYI'':mainly because. of time limitation 'and ti~le (UeSt.0lorable~ reliabliL~~ 'K ' informal' interviews. Thle team also 1fel t it unwise, to attempt to evalult.' 
"of 

continuation rates of new accep tors ls idt bi,4L o IU'iv 1, ) Le ' 

',.j 3 
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~~~~1 H~~Jf'ISTORIECAL tOVLRV I LW%'!~ '' ~~'~9 ~,.j 

bv"'ackgroufid July, 1976 'June' :19789~!,P'9 

1976 
Np Cont aceptive Ret il, Sale 

a: es a(CHS)as a complem ntary, effort to IlM01 _'fiiiLy lg n ; pbegnn rograi on July 1.iiNep i;,t!<The 
4... 

'Use 

main purpose was 
of temporary 

to increase tie avalilanbLILy,'ditr-o.,
contrinceptive ,me thods , spc 'I icaty 

LibuLtio n, jlrmoiLio~
orail contracepL. eC '''s 

: 

and condoms, 
based on at 

through subsidiized 
1La wo 

sales aL ex Lstiig retail outleus> 
11)"n. i u if ru L 

'h swas 

could accomodate implementatio ,l ready i:std; ; innd 2) sale levels," '' 

low-priced products would be high enough to pay (or almosit p,)Y fori? n
tional csts... A.three iyeai: contract fu-a social r 
by AID/Washington, was signed onl June '30, 1976 with Wqestinghouse I ealY ~h'~; 
Systems. In September 2, 1976 a Westinghouse advisor, Mr. James R. t-1 ;sick, 
arrived 'i Nepal to initiate tihe RS proJect. 

* ' 

IliFerury1977 HMG approved the, developm"ent of thle Conitracep(4 iLJic 
RetalSlesProectanddesignated tileFP/MC1I Projet as the mlmiftg 

agency. .. Negotiations begain in' Februairy9 1.977' with thle 'Miistry of Iblir oi'< 
about res oibilities 
mnagement of~ revenue 

'ofa 
'from 

1 parties involved 
product .saieS. ,Those 

il the projec't
n-egot Uation 

and ov 
led 'to 

,
"s~ tgnature' 

9. 

of an agreement 
a full-time H1MG 

.in May 1978 betweeni 11MG,'aiid U!"i)-/N. During thiis'pui.[d, 
conterpart Lo the'1?rojetL Mr. S.J 'I';1pa,'was ;issigncIde( 

from thle FP/MC- Project. 
under tile chairmanship of 

In addition, 
the ,Chief 'of 

i independent Advisory, Committee, 
Hiec I P/1Mcli Project,'was forined with <9'" 

representatLives from tile M initrJUS Of" 110,] li, Iw1dUSLry~
Nepal Medical Association as well as other gov!'runIet,voluntary 

f,11)(1 1Li, 
and 

cowercia oganizations
Is ':o provide a'dvice and 

Iln Nopai. ' Th,
Sulgge~tJ~hnSOon 

pur pose Of 
the plpeil 

Lhe"'Adis'ory Conilli 
0&ind'64rl dosigin 

ee~ 
and 

'Implementation of~a'uiarketLilg progral-m. ~,' 

Developmental 'actvit~is 'iril 
in 1976.. A marketing design was 
approved by the FP/MCiH Project'. 

prepara t Ion 
developed by 
'A seniuCh waS 

for prodluct lanich we re begunl 
Apil 1977 and 1)'ov i i,4oiv4Iy" 
ulde'tken'for ain 9 advertising , 

agency, packaging antd priting firms, research Issis~ailce, and~ distributionr;&:w" 
companies which could h niationwide or' regiojial product distribution' to 
retail. shops. Various alter-ntive-s for. each were,'ana1y~ed since thlC_'pmazket 

''~"'" 

; 
ing.infrastructive in Nepal was slowly dc'veopin, ind still limifted- A 

,national cont~st was held to 'find brand namcis for. tile p.111 (Noriday 1+50 -28 
day cycle)' and 'condom (colored, lubricantcod, 419 m111). Twelve, hundred 'entries 
were received f rom which the f inal names were ;choseni: Dhaal, meaning 'shield' '4 
(c onno ting' miascu1in it y and~proLtect ion) for th11C
the 00. The intended'consumner target, populationll 

'doliad'u 
wa identified 

(rose 
as ,urban 

for_~~,
and 

K 

- "' 

rural lower-inconeespecia'ly in the une,,5ag.gop ad wmen, aged,15,735
,Packaging materials were Procured through, n social, mn'rketing organization 'in. .;Ii 
,Bangkok afte' several, requests for bids and 
yielded~no respoitse.! Indivridual sale9 packs 
repackaged in-~retailer wall-nanglng d,1s 1 1 1y 

san~plLs from 
wi LhnL.tnCtj ' 

1)o:x s (214 

Nepali. 1)rintLing firs."'9" 
a'' ins~erts were,9 '" 

1)rbox a iqd 12pe 
999, 

box Gu1laf). 
$99i9 ,9$!9p9i.'9i ' .5 
9lfw t ' ' ' '. ".9J9. 9 .9 9 4 '4 99 *J . 

Ii' i =iilii~iI'9 .. 'I 

4'1"~~"~, 9'9
99 

' 
9
~'.:'..i"9$9.9'!,.,! , .l 9 f!9 ,,,,'iI ,'

I 
' 99!! ~!~:Y"r(v'~~ 

9 99~ 99 

P 9 .,9999 41, 9 4 '$ 4'9.9"f9 ,4. 



Tefixed re ca .L 1)r1 winand1 Rs 1.50 ($.12)fo ssL atC 5 p-) tl ($.04) for 1i1hree DhIniz 'ru~aa. cyf of (17 en~~ovrI~~I'a 1)1.c1) -These subsidized ~ic 6s wure chosuii Loe malj coil ae I)Cietvc.,sv Lbej 
a t a cost thatimost Noptfluse enuld affori Tl'i proft margins for L1~o 

' 

dealers'and retailers oil OutlnfLtc bo ioh&to~o eI~ iou~
d17ma~ -~~iinginstrDliail two to three tl Ime hipI o.r tin mLs otlher constinur. 
goods. Th~es marinsar desine to piQv ido hicenLive , 'rlpt(-esL 
carry an te prj cts )r.( (I( rs Th Ircijo tn e .amount Of. reV011ueL 

.:R-

at: 
IFroU1.Iaus whicli is .i dd hietd InI a-suc. loalbank account;. the FUnd Ls inmieded. ass-a help LI,'forocIAl ito 4pi. ofIofuturepr~oject costs. 

4.~, ~ 4 

~~ TAB~LE 11 

ice tc Price to 1Retailei Retnd].cr*4,~44Dhaaitl Price Deale, 1enler ~Jconsumey ReLailer margIn pfI~rcenft Don]QL na~i'percent 

I. Consumer unit
 

pack 0.50 0.142 0. 1,9.0 0.36 o.6 l6.6 < < 

GulaC 

4.44 

Consumer unit<4,
 
pack 
 1.50 1,25 0.50.0' 1.10 40.1.5 1.3.6 ~KA0. cycle) 

The initial distribution. stategy, was basedI on utilization of eixisting ''"firms-for moving products to two' types, of: retail "outlets,~those selling:medicines (Dhaal and Gulaf) 'anrd gencral metrchindise shops" (Dhaial). Iirmace u-
tical whloles-alers, who routinely tfehJ rty .doys credit to 

'44 

rcLailei.s on 'mostproducts, were contracted with to ICt Is'dealesditbu or)Ir 6utfn/ or 
4 

Dhaal. CRS established, dealers in sever, - mai Ia Lcct 1,lf n 
Jankpr,okara BratagrButwal, Neptal.gunj , ,Birgunj).~ A4semi-gove rnment I company, the Janakpur Cigarette Company,' declined the' CRS, reque si 

4 

4 market. contraceptives, 'but did offer to, Lrnso to ac tually
ilodcs,
ong With its 

'.4- cigarettes -to thie'company's depots. From hue 'chey were piCked LIP) by CRS ~.>''~Dealers and sold" for cash to retailers by CJH-enployed Sal~es Reprus.enLiLJives. -

Promotional and motivational 'effots Wee des'igned to gain con1sumer 
4awareness and shopkeeper acceptance tho, wo' ' '.'

of7 new. producus., 
44m'essages atransed nvnilability,. qualiz y anid price.. 9o~une 

'. 

rmhsi a poin'""purchase (POP) promotional m1aerials. 'RecLI e .4 .forGla ec'edO 

http:Retnd].cr


1978 

SCreening side-effects~iniformationa I ma torialsa11dprol.ringboth .Lrom .Ss prstatvs and in orpnnLzogrup neesoat ing rinn
and Gulaf sellers were given 'the1breins oi PrO(LICtLS, CRS Socii,I" objctives, and th&e iprac ofam ily pz)thill 1g. 

I mprac 1 f.f 

,T$l'ri spite of severel~y,' 1tiiued eprienlce anioig t f0ew.cmtneworking in advertising 'and without rel.Iable tiot [vaionll1 research
of and 

.''information, a number promotionali advortisingraerls woIre 
,initially- produced. Colorful posters, metaLl, hop 'signis 'and other eyetching POP materials were developed. Lo*highp h to t a ilbity,
Negotiations began with ,governmenc-owned Nt~dlo Nepa1 Ito broadcast prodULL~advertising. Several. newspaper acls were dcslgned. Priomotion and sales <to retailers was to be the responSibility of' Sa eS representaLives hiired 

,Theby CRS. search for experienced Nepali sales representatives, reveal~edthat this was a poorly Understood skill ; Sel-eLICon, Jtralininp and (I vuo le 1t 
of a four man sales force was i mo-nftpe.*.9... to pro-c!V.impleme'ntation.. 

. 

Imiplemientation:. 1978 ,-present 
 .... 

The project was formally launched by Hot- NIoyal Hlighness Princess* Prekshya on May 31, 1978, anid 'sales began the next day. Along with highmargins, the project provided attractive' 1101) Items. Sales, activities in11978 were limited to the Kathmian~du Valley 011d tho5se ci ttes and surroundingtownswhere CRS dealers'were 'located. 'Sales [to retaiilers were slo0w atfirst in spite of' generous 'o.offers 'to CRS 'manag~emn ha nia ted 
-some possible shopkeeper resistance to; purchnsing .bothi condom and OCs dueto shyness and hesitancy about selling and' displying contraceptives.
The project found it difficult to per~sunde merchanths to> buyv, and LI U-0who did usually hid dispensers fromt pu~blic AiJew. CRStried to gain:ii
puplicity and support for CRS and th rdcs l everalwa , s. For " ,example, afrisbee contest, using Dhiaastadium _mpritit'ed frisbous, was held inl theathmandu and tciousnilds -ofT gif t f Is-hucls 'e&dsrbtdA ' 

brightly decorated float advertisingIh en'ter~ed th -
l & Gutaf wIas IlLKinBirthday parade. i.'sThe project was gett:ing attention In[ the captal C'ityl

but developing national promiotionl/adIVo rtl.Isig wI stil. difficLultL 

In addition, the early'stages expericmcced other pji-oblemsg wi,t.-Ilimplementation. It beicame Lhnitquickly apparenot opo~ted wholemalurs were doing little to sell Dhaal amnd Ginf to rotaileis. The1 newly LraincdCRS'Sales Representatives, responsible foit seLlIng pr'oducts onl a C'311b-only 
'.basis were not supported by active promotion or "sellng~by the wo ln 

. 

system. The typical wholesale~r in Nepial sImpIy a>wits orders .frmretailers, who either come' to his warehouse to liuy anId pick U uplc' orsend in orders,,which are then delivered, by "peons". Neal norn fodistribution 1)t'Cuiltly are Vr,1-d [1) Mindnot Ign ( 0~ U hi, I1h1n hi.'JI d Ii,, N jIWI folal 'market for new products.' 
C'~OpaUi.One of' the' largust h"m~&i&4d~~s.~~

(distributors), e.g., onily covers. tho1Iauhiniid Valiley as a repres(!nbaivefor 11 companies but delivers to niearby.,,major towns outside th ValleyCfor just 1 company. The-dealecr listo neianworprel make weekly ''C.'7i 

- '- ' r ' -'7 . . 



rond the. entire Valley to~ check, silecu, stock, 1,nd t,ac rLUr 
ar also taken by phone; dcI ivery t'Is, d oni e by I1icycle. The d pr nol 

-. ;a<---- roundsinc odu s.asDirect sales from 	 -i aIar 	 the wrUhonsui f a1ar.c- .i 

selected rLi sianieagency i'I;i' d ' ieTI' ad 	 ! !, I)(! I (n1 ;i.W1th CI'tICvu'aspects a~nd campaign planning, and It' deluons'll Led Failigs I'll eeti,~ "' '
 
- - B scheduled deadline and quairty p OC'LiOl Of finihe ate ria "!os' io
l 3ad 

* 	 Nepal refused to allow lenption of the brand names Dhaal and u lar onL
air; the descriptive "acds" spoke about (a'nd'ari:und -the p roducts, avail
ability and use and,, 	thus, laucked the zesL ;i~id 'clarity.expected of~ 

:~ ~ 	 ~ <::1:-iRSproduct ine-S 	 ,s 
. -- advertising. 	 r/b-, ii  ,,3'.-I Project management was understaffed anti] without "adequate transportation. 

S iii:!g 	 During the first palises of 1implementi n, 'Lhe Westinghouse VfT&Id Nihrigo. 2 
(who resigned within fourteen mhonths of launchi),' and a eray Whnthe 
one vehicle ordered for the project arrived, It: prov~ed' to have meichan'ical 

-~deficiencies. -Additional vchiles were iio~. Co comeo until 'summuir, 1981. 

At AID's request, a small pilot project for h~cdddcL bto

of CRS products was de'signed and conduIcted in 1978.'"hr e t2 pa9S
 

- Phase I for distribution of CRS pro Lt-lmd 'IJl,ase HI involving E1JW-upinterview$s after' four mionths,~ Products were.,dtistributed door to, do( by"39 trained distributor - Intcricer fjeacs(liuicor,et 7 
'Iiratnagar, 'Kan'chanbar'ipokbu'ra and Bhiairnhwa). About 7371. &IlgLblh'' 
persons were targeted t'o bec, ched,' and 6954 were Succesifli.lly "InrL'Vvtewedin~the follow-Up Survey. This sui-vey woH iwide Lo dete~rmni.e the' uPCfif> 

"'" 

(
of mass sampling onl futureC usage and dc:,iauld-Cl7C~ton for prodiiCusL8J 'ugh,door-to-door delivery. '' "' ~ 

Resultsc showe'only 4perceint~ Of IoespoldentS actually JpUl-cha.1 d
and 15 percent currently ,Were Using the pl-ocUcts. IL was'"'&iciud Jiat
household. distrbution was not a cost effect-Ive and valuable adjuni to

* thle marketing strategy.' ' ''' 

In November 1978 	 ~a two-man 'team with a rketing background ~wn.,''4A---------sent by the AmericanPbichat "soaitun (APHJA to eValLae L 
CRS marketing st,rategy and~potenti'al'for mIeeting,'t'he contract 'objecl Lves<i 

' Their report2 recognized the extreme limnitatio~n'of tile" marketing 'inf I, struc
ture In Nepal.' Major' suggestions for~ Improvigretaier and1 consu-mer > 

acceptance and increasing sies iiicluded: 

-in7,;Public Healt<k7;SC1Focus 	 As o t 
- -' 'and 

onf demand creation aspc ts, specic.fk1ly local promotion ,'- concentrate' le~S Oil OUlet and geographic expansion duriLng 
-' ""'4 

early stigesof' thle proJecL. ' "'-'"-; ' , " ~ 
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Concentrate more on' marketing research lind adve cising i'"' '
'-'<messages/media. Incr'ease sam'Plin; 'ofDhati to consU~t and
detailing of, Gultif Lo the muedic~al ~Community. 	 "'A%;. 
' 

___________Consider~bn~sod rather thian 	
"'> 

de~le~and'iretailers.~ 2~', 

Use cinema ads and- Local enterttaif.iment. 

1979 D=uring 1979, project management'concentrated efForts on develop ng'
support systems for :narket'Jng Dhaai: an-d Cutf No chang'es were made 1Ln 
product packaging,wprice, oi- populaion Lrge llS. The search con I t, (
fhor orgaiZations or individuals which coul i SLtOWiJi " "eedednarkLing
research. Inearly .1979, astudy designed to form thbasis for mo Va
tional advertisn messages was comm111I~Sioied 'Undei Profedssor D.B. Mf tn,
well-known anthropologist f rom Tribliuvii Uiliver.-.1ty. DIi'scirbuton' wqis 
still limited. Tile transport, arrangemenit W tileJanakiir Cigarett:
Fa'ctory' was not working well and 'did not 'reginirly move, product.,, fro 
Jalnakpuir to thle JOE 'depots 'iilmthe Tertli or hill Loqns. Dpndn onl 
dealers for .proinotionnd active d'istribt9ion o; :,9- ownwastheir i'acic
ingly 'disappointing..., Shopke~epers coitinuod to 'resist selling & dispiay

* 	 ing contraceptives. 2ADhiaaj. display contest: With' cash prizes was (:6 'cuived ~ 
and nhelped overcome shopkeepers' reLicence. CRS. Stles RepreenLaLI' and 
project dealersalso ofee .......... 0
each dispenser purchased. D~isplay contests have lec iieja cotLnuLnj, part
of the marketing strategy. Project mlai'agemenL' spentLa greatdeal of,tille 
working' with thle adv(!rt ig igency. touhelp Lhom duvel~p inessrnge andj(mordia 
strategie!s and produce promotional mater~ialsfor consumersand rt~es
 
The inessage .strategy' w, . bad Ith31 tie BS'
study.* ~ main~ a sThe thefnMarch, .1979 anal . th B:tI" 

study.*ainfindngsincludedThe 	 a vecommnndation i p try child spacingas a mnessage straigy to consumers.;~ By thu 'end of 197.9 , 'nwly~' form~ed 
'' 

lcntac or'sg agency, COM1AT, Tnc. , was, givcn ttiWl tinghouse 'sublcotrctfo esigning a now camnpa-ign.' V'' 

At the request of WG, thle' coxntrziet between Westillg1JouISU and USATI)
was :from .1ufiyWIN 8 Xtn(dc 1,I 1979 to Oco01 :I, 1979. "Al.onger exct(iscon 
was g&anted from November 1, '1.979 to October~ 3.1 ,1980 '(and sulmeqUently
again extended for' an 'additional 2 months.Lo D~ecember' 31, 1980) 

" 

Another pilbt-project 'to2 test vending iwichineb as' dist'ributfIon
 
points 'for ce6ndoms was initiated~late g11 1979. 1,110 Bligladesh s;ocftif

marketing program' which had experience with faily planning assisted
 

*Although the study was very limited, covering ai sample population of 
(24 male and 24 fenial'e) fromn Biratiiagar, Miiaa 'hr andLIlIlaml,

the study findings gave something oil which to base the promotion 0f 
-'' 

temporary contraceptive' mathods' . Among! othe.r" things,' it wa's found LthaiL 
knowledge of contracop'ion wnas Main~ly 'Uhilftc~ to sL'erf.]Azation' (tiucueomy'for females and 'vasect omy 'for males). ' 

" 

A- ++' '+i++A AA+ ' A+'
A I' 
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t1 V, 
Q ik,, and4 trajing L~e8ltitd mahItis for proper. ieciiir 11 

J'o) 6 £5 ndvo r Iisig jaid mniTifitalirltho H,
~1 )6iaray .980, tq'i& nit~~ ~tmjis

and~ ()j at, the minan Po15hara bus op, 
81iesucbss b~zause ~iot all 0oa'cJisR .. , )'1 

_CR W. , 

roved~ tboe 
an 

ii! probletn. 
avn~~rchlries 

The 1) ojc(twa ban 
are- ntored cwurcent 1y t, 

4~ 

1980i4 

Co t 10) 

Su~ ~ 

-d -i si aketing strLeve ma ~ t~ gy.
g emnote rural ar'eas, was identif iec, and 

'cnoi br~aif4I r'.this target pp tI'~o t~re epa4itubijy4 Imc quality poduct (Awe1l's .

SMflt 0',i -r~to keep packigingi cots low, 
l11ghtL-woJght, inoenv per 

pp ndd fov6ua&P~ 11~pn ox, (a pas te-on 

> 

;7 

" 

2 

or,~erpesa~
(st reqsd!t&At1~p qaJ.y 

ki; 
camaa aomt 

o ,ae 
ann uiic ucl 

1n&thbe rdtailer mnargin~set, at 19%,, the same~as~ 
Tiibe'YI1 Se D±stribution srtegydiffeled IFoM 

d" Iw!e edrect t~o ruz'a1ie ail storesprnoinadavetiigmsae 
iQj..l!4th&;'new procict, but: tcADdproved. advertising,bpn" rsnqih~hL approved or Daa1adiaf 

wegan, n Jnei~ 1980 with 'apublic,'relatiis7press
i inthi Kathmndu Valley. A largfe oi ted ele

.'followed by CUS Sales Representatives to 
jthn fmily planning ptoduct. 

~ -

Lh akdite'tLsales, o-Suki-flhaal to retail shopstHiere wits 
0 1it, afigi,,en iieibt~h taey Transport by t he jnli

Vi~ep aced - y, conract shiippingon trucks on an as 
5'knecO'ba e vey-o pcijf.f wl5 lca:me more regul ii+Eca' 
a 8errticSt Ic1dul&h ",c4ptns ion contlinued to new geographic'

dt, bni1 t'T,,n and;.*ti'ew shops in old areas. Concen traiLJ n 
w~.s"~,n t ~ areas of epal,~.i~ 

rer 

n olPiirktng rAsirh was sindwt National Research 
6a eit~ifii NIRA was'afsisted' by 'conru1Vnkk*.areIfirm, Resea 'h anbd'A 

-v'
ansro Ia ±n-reseh i caa Resource 

I~tu)R o~mrl us ing,group discussions andstudy-dn pth interviews 
t' de cbor epal) was coniducted. Areas~researche 

en1sfnil-h~at~ availability" and knlowledge
rces; pecpqn;atd medLle as well. as massage 

2 
- >-

IN -

J, T livertising agenc -pioduced th-e first planned and fedtseI
ng'-~~ gn." Fcr ak',ar.q- t'ee id~entified~ conaumerdedig

"i o, aiidiki1-blnal. launch. Consumer adve r tising arid a ys;* 61 tion fe oivu( tli ~orstress. There was little inform t:Lon onessige staey since nto capable marketing research firm h id)'
f,$ s&eqnd Th'1cilbds~ y'ltressing spacing was used. 
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,A 44 
4 
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Priests) , and popular folk S01ng S. nor .0WU lI'Menr ,b)ra iidI.'~~ tonedi
names:because of Rdio PepLsot'fr________pert ormers wer prvd-,sae idcsiis eol -. 
CR~S product ads;. Fif ty .tradLttiofh 1 ,' ,aeln fx -sneser provide
17"i~c ideas 'on family planning? ,f cop' Lin hy eiped~ 
at apublic performance for the best od'rgtial Dhm1al/GILaF COMPO'SIti.011S,Posters, billboards, hp n 

'v 

,m prokv, one.KMetal store signs weecmlmn'tdb o~umrgvq1ypoi~ol
 
items,' such as key rings- and small cloth bags. Prsvplpads 'w(-re
printed for: doctors, both medically- trained nnd ayu~rveditc. jSince

patients retain prescriptions in Nep, heehv 
value. Journalist~s to press. mc wilwere invited Llngs, un gpoverfiona.
and EPAN field workers weegie orientation sessions at their routine
training programs. The Suki-Dhaal campaign was well organized: branid 
names & packaging designs were created and tested, POP materials deve
loped, and newspaper "teaser" ads designed. 1'ut: due to budget constralnts,
the Suki-Dhaal promotion cniipaign was- nithi lni-mge nor prolonged. 

In Augus t, CRS encoulraged and ass Istd COMMAT, hin& to&center Lh12th Asian Advertising Congress cdmlpe [HLoll ,in. Singapore. CONNAT. won nspecial commendation trophy for its imnovnvLi (_ CRS 11edia cadljaigl. 

By the end of 1980, plnins were' unewyfi rnfrig ma"nnge
men: rsposiiliiestoan 'enlarged Nepi ti staf C. An APHA evinludLion 

CRS alol 9cTDbeextedd hos.Ua 11 F,1 'i>1\ 1:1111H! Ig thatProgril11S, I-L'VMoilflhlcndLd: the e partCRS rojctetened s avaluable of the family planninigprogram. Based onl their recomimendation, the contract was ekton~Ied from
January 1981 October 31, 1982.-

1981 Important changes in virtually all, marketing components and, ~ 
significant project growth Qhr'er~ 198.1. Several- produc1 options 

-

were explored... The Introduction of Oral -lechydatioiv Salts (ORS) c,11-d'
for in the contract extenision was diSCuIssd WithMC OffiC1.01S, thee 
Government-owned Royal. Drug Company and UNICEF. 1Consensus was for CRS 
not to add ORS which would tLoipuee wi Lli N(NyIj1 DfLrg d istributiLon ()f IS
Marketing plans for two new pr~oducts - a Tow-dose 00 aind vaginal. foaming
tablet -, were developed In preparation lot- 1982 laiunch. -The new C9 Connnica
tion Manager wiith outside assistance conducted res~earch onl the ne products.

]akging for Dhaai was clirniged -to reduce coTjifs Che niei, sua lud sofrP-pcick
containing six units reflected ostab i I hed logos, coliors ~&des ign prfi)udi . 
on a quality wrapping. LDhaal4. unit pri-ce of .1.6.6 paisa was retall'ed but 
thle consumer -price jier pack was raise(] ~0polsi50o for three to- lp 1 .00: 

* ; six, Gulaf and Suki-Dihaal consumer rumaine1-for pack prices staiti., 

Distribution was grea~tly imiprovedi w1th' Htli arrival, o four, mrcn 
-.- <made -ThoJeeps in the summier of 1981g. pr~c took over responsibl-kty

for delivery to (dealers, iiew geographic "irons were operned Up, nnd iiore~ 
reail added list ofe shops to tile giowing 'tltes' outlets. qptioris for~ 
widening the types of outlets (e.g.-, ten 1stail I a, MoLhr's C1,i ibs, 9x
military TfeflS' ssocylatLI ils) were oxnflnud, ,luc. (US s les force grew to 8U,-~
The dealer sys tem in mnajor towns was jietainod cvenl thiipugh effort,. to Ipr~ove, 

- ~actiLve selling did 'noL, change ust-bilblie I dplut'behiayiot. Thor asa~ 

4L -. 4 V 110 l'o 
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~ ~7 i?~;ig ii disLrLbuLlol s6qt I W ;y, fo r' DhaI,ul IL4J11 II U lue KZ10lini ''iduVly wher'e CRS already has a warehue UIya~ h ha
 
Sill KaLhilldu had ceabsed aill ~ICLIJVitzy. S, L1.u RcpueQi1ltI Ix ed&s
 

Sales direct to retaiLlers . Alo more geral! sLore hwere added Vtc1)C
 

A new ad'vertising stretegy was cdevl opod hy COINMAT, based oil ihe
NRA-RDR research. The nlew iim-sagc StrULegy &iccRes~ed faise rUMOrSs bouL
OCs and stressed different Liheites and bcniLS~t frn family planning:
educational opp rtui ties foi- childr~en; heCLLOF househoddnanagemenL;
90 day trial-period for OICs Lo decrease 'sid('-(IIeffCc:s; dally rdtine~U 
necessary wIthi oral conltrnCepL foil . Aua I'-ektwc2prdedA 

fiveIM~gagesandvisu.1. 11, Isill two (onlIy Nep 'l'i wa u.sed
previously) . Posters switched, from drawinlgs 7Lo phoLos. Sloguand
Inessapges were tested in 'conSUmler group. session imld refined. Pireuscig
for persuasiveness, at tractiveness, comprehens~ion, acceptabil2ty and 
idenltific.ation becamei routiniz~ed. 

COMMAT materials finished tilie and mediawere onl schedules.
implemented (See Aip. C). Radio Nepal Hiially consciaed to alown
mention of brand noie.Consent, however, w~is conditioned npamel
of "foreign" product IrateIs, which are many Lhimc'4higher than for'Nepali
product rates. Radio advertising was ho lLed pcnding fldejotiationls.
Display contests for GUlaI, eiitaeii andL IIIi ts L~Lc 
continued. The free bonus offer to. retniilurs~ Who paLtici-pltd wa6 reduce~d
from~ one free dispenser, per di.spenser houtl:I Lo one for each two puircll1sdid.
Scripts for' cinema ads. were developed, and audio-cassettes :for vehicle 
loudspeakers' were produced. P)romoti o n anid advuruising' :Insales areas 

. 

Wans
greatly facilitated by the visibity of b)rIghtly pai'ilted1 Wil/Gui'af vehicles
broadcasting music, product 'jingles and promotlooa cds. Dha.l samplI.a1 Heavy 
:_ng From vehicles was planned. Tn short, Lhere Was iiA SIOI .LfU Lo 
more localized and personi1: promotion. 

Anumber of nageen n 1981 .Seniforocue Iag~ Nepal,
Staff Were hired, depart-ments were formed 'Lo haiide spcciftec ;narketiA~ng
responsibilities, 'andz staffing doubled. TrI i-ih big sopdup. Thwas ,&fj
Management Inforna tion Sys temn (MES) was a nd L-n [inilg pklns
developed in anticiptioni of a newly-ordered Appl)1e L:orjiiuter. "-

M.Jagdish Ghilnire (previously COMMAT (Co-JDttecLor, as General Nmnager i 
January. _'he- position -,Of Commun1.11icatons Manaoger was added to those of 
Administration and Finance Manager anid of Sales Mngr ahdvso
chief~ has -support staff (see Il-xhibit E Sc-foiI,)3 ). h three' 
divisions were assigned specific cass ti s iff J )u-'.~e orlentol ;Vv'ii
in' hle CRS operation.:Pasweemd tc'addtif-oafo teL~ rinitogrde 

' eloi staff' skills. o dionltiin tupre 

The sales was sxaddforce an,lLr~repro~setatives givi 
Straining and niew ,lncenLiveq. Seolect on criteoria For Unl(.s prdU-IenlLatIvswere refined. The Lypi~cnl profile i-s-a malu, ;iged 23-35, local res9inLawith intermiediate school or cquivaloent education1 Pay scale is stii'hL~y 

a~bove that of INMG employees. l Lial rndIRach receIves i faily, ~ln g Id '' 

'4' ~~sales ttr3iniflg, plus Leill~forcemlen L trifniq, fIn Cha, fiel ci and. L' 8erif-annu.vit -~ 



sb conifQ17nces A 
%~an'd implemented in April; Eahch represonLaLl ve -has'n monthbly asa1'-' 

target '(to b'e fai, :thevary depending, on' s ?u anid 'e" fL~r wy"~~ 

~~~s a P . I uommI~thsoi,) q r htiuij'-;tl hme,<Was 'dy,.. Iopul'~'' 

He earns bon61eso a sliding scale Al. ,'ci ing] r -at r.,tI ~ "' 

yidlhiher -pecenagebonuses) 1-11upand' call C01 to' R~s.600 per' . onLt~ ~g' ~ 'o vv.-rbase'salary4e Exhibit~ A ).JonuSUS are- 1)p11d 11ua1rterly."~ ~ . 

The MIS~ was 4consolidated from 21 separaLe Lo 14rprig' om, 
in soemoecaesth V) Iill complleting a r~ep(rL<in smeaaesmor thn one d is:lon 'is in ( Iv 

form. The purp'ose of the M]S is to provide nihssis for mrarket Lag,:ptan'Sand decisions by seni~or management and feed hack to all. emrptoyeea5.
The, Apple computer' "Is expected to yield a morec responsive, and 'efjfcibent~"'"
MIS. 

1982 Progress in the first qu1arter of '1982 Is zi contlinuntion of 1981. 
efforts. Based on AID-apptoved' marlke~hg 1pins 'Ind both' quali LaL ive! and,~quantit~itive research' done i~nj1981', two 'newJjrodicusiare scheduLed f[Or
test marketing in Cl'io Kathmandui Valley in 4earl~y jsummner. "These arC~ 
Kamal or lotus (vaginal spermicidal tablet) ain(' Nilocon, ,comb ining' "N11"(blue in Nepali) with "lo" and "con" For'1.ow-dose con tramceptive" PaLc1'a'ging designs and instructional. inserts 'have ben partinily'.fieldtLost'ed

* and are in production.' The consumer target. for Kamal is wonen,"'agd;17-35, and for Nilocon women 1.5-35 who w-11.1 be new OC users.. Price is 
set ac Rs. 3.00 ($.'23) per niine tal et pack for" Kama], andRs. 5.00
($.38) per, cycle for Nilocon. Dealer and retaileir margins 'for 'Kziimal areabout the same as for Dhaal, and for Nitoconst.i.ghcly below Gulaf (See
Table \'III Sec. IV p.31.). Dispensers contai o-ight packs of K alinand."" 
12 cycles of Nilocon. 
 -4'7/ 

CRS plans to increase the price of GuLar from Rs. 1.50Rs. 2.50 ($.19) when existngqantitlus of ($.1.15) to IIpnckaging mitericils exhausted.~ 

Distr'ibution strategy for Nilocon'is the ame as forj(,,laf (i.e., mdcnstores and selected general. stores) and J.donm~ical' with 1)ha'l for Kam mIi7~edcn 

'~'-~ CRS distribution strategy is to shitia~rdually from a deal-er to
stoclkist system. Stockists, -generally s*pe-ikb-g, are Inirgr reta 11r store 

' 

'4 

'4 

operators who traditionally' act as wholesale suppliers 'to 'smalic. 'localshops and remote village shopkeepers. Sa~es USLU1ly are Mad~e at tilestoclists store although the~y may send ai snaLeS11imaU Sell. i 4HCUSC,to Il i
there is pro1babl r less active promotion thnn AIth djeal rs,:who. 'omerimus 

' 

have perso'nnel' visit retail;outlots foi order-Uaking 'and ldeliviery. The re
is9 only one CRS stockist as of May 1. thIs fIrm wis apointed as Clio Dhaal.
stockist izi thle Krithmandu Valley. af ter' Clioform~er Mhaal. deae W droped 

444Geographic dxpansibn continues, and 'ewdistri~ctswille pndurg
-i~1982. 1'hexpanhsion thle CRS sales regions hiave 'been reorganized" and 'halvechanged' from ive to Hix.' (Sdee Exhibit H'Sec.' IV p _.3)" 

4 Prdiniotbon, tdtication and' advertising of r ts ae fcucd o the4 
tw new products. Kamal miessage strategy wiJL concentra~te ,on sndfe'y,''lack' cf side-effects, 'and a 'fresh,, nowi contraceptive 'LechniqJUe. The warm
 

.h ~sensation associated' with' tahl-et dlissol-vlng willI 
be promoted als nI positiveattribute, Nilacon messages" emphasize a4'neq IOC, formultaon, .low-dose, and~'"'American manufacture. 
 Mo~St o'f tile Sam(! tnedia an1d promotional, voch Izdq ue_1 /44"''"4de~veloped for other 'CR5 productUs w4111 :be~ used. 1)occtm $ haivc boon n6LTfLed-"""'''" 

ofth nwprodUctLsnd rining of~ retailrs witt acomjamy produt , 4 " 'I 
44 4444~444 4 
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BONUS 

EXHIBIT A 

PAYABLE TO SALES REPRESENTATIVES 

(In Nepalese Rupees) 

ilcrease 

a0 

Gulaf 

in 01 to 1 to 

G.0..... 2u 

15.10.00 

10.00 15.00 

21 to 

30. 

2.0.00 

20.00 

31 to 

-t' 00 

25.00 

25.00 

41 to 

3 

35.00 

35.00 

51 to 

0?5.00 

45.00 

45.00 

61 to 

707 

35.00 

55.00 

71 to 

80 

75.00 

75.00 

81 to 

907 

95.00 

95.00 

91 to 

00 

:15.00 

!15.0 

101 + 

150.0-0 

150.0 

0 1 00.00 2. 35 . 5j 7 1 0 

.O.00 60.00 30.00 100.00 14o.on 150.00 0 .00oo300.00 3S.00 0 N).0.-0{.' 



11 anning 
organizational 

~~ anid continues' 
1982, :work on 

. with W.IS'ANepali awyer,, in coni1LLiofll 	 mci Lie. USAII)1
L Advisor .	 isi-1itnderdlcaI laws.drafted 5 povs2I-e alreilv 
Each was descriibed-and eVtaILd il Loyisi>f :fld tIZQ'Qi;( 11fd' (1iSaItK'anc1gsc, 
for .opi0nanrmp wa s presen oci to' 

and discussed the Advitsory Th- September 1981.'ciiid7i7'by, CRS Cos1&,L (11 10 
referred to. a special meeting of tlhe Advisory Commttee on. September 23. 
The, optimal 'alternative recommended was cmidorsed. by tlehAdvisory Committe-i 
First choice is(la private, nonl-profit compin~y Mider Lte 4964 '11IN9 Compai Acy 
wqith second third I espuct-ivct,f1,of or t I Dvand clioices , iiiol a;~l l h 
lopment Board. Act or as a Goverrnent compainy. iT was felt a- puivate, not
f or-prof it, shareholder comnpny with a smli" , pol icy 16~el Advisory, Board ' 

(composed of relevaiit representatives from lIMGO ifl-str'ies, tile FP/MCII Pro-
Ject and USAID) and a Board of Directors. (olIected fronm csharchoIdci s) 
responsible [or management. WOUld best 'uLL Lite iled for Fluxibluo.proLioh I 

* 	 within Lhe business community. Advisor y Comiiiitae eildorsoenmin of Lte
 
private sector company subsequently was suipportedi by USALD ;ind tile USAtI)
,'~ 	 ~ ':la'~ ~~ :tlsdriig~ ~iposaprs-~~~1 It~dpr' 	 i, 

* *fVLegic'nal Legal Advisor. The intttoxliainproposal Wits SbubmiltL~d 
it-NOYember. to 1*1G's iFP/MC11 for a d~ccision. No decision had been made -J 

* 	 before the January 21. Meeting Of thle Advisory 'Committee as 11MG ieptesenlta Lives, 
had statved that action -depeiided on USATI) Comm11Itment1 to furture fndillg- USAID' 
inl tUrn remind.1(ed thle Comit tee that funiidhi g comm itmnent clepded oil aICRS projct 
evaluation slated for March, 1982. Con1Cern 11)bo1t rapjidly approzichflg MIS~ 
contract expiration. and possible stiff reJgt~0were exjpi CsGd, hut Lte 
decision- making impasse rewiined.y The- evaluamtion, delayed untld April~, got 
underway onl April 8, the date of thle first meeting of thle five-person team.> 
The -tuam Tmet with thle Advisory Coiniieeo oin AprI.L_1l6 to discuss Lte CR.S . 

project,: institutionalization, the 11MG bodies in~volved 1,i)decisiot ,making. 
necessary tasks during transition, and thishport tie. frame' for the iisti

* 	 tutionalization process. USAID confirmed tliefiindinig d1ecis~incould lie made
by thle end of- May. 11MC;repreentaLives fult' they -could not stipuWoadaftes 
for decision on institujtionalization; hoeeteewscosnLSta ai 

action could taken no arise of 1va -'be if problems 1,11 tle&chainl tip s 

t5~ 

;)j. i: : 	 -,-. - -, 

f6rLransi.Lioi to total imn icgeiiienL,ad 'iu1LIe 
structure wasb a major ,OU lllo,d~fl.Le 

in 1982. 'Although tlhe M!IS -Contract eXpire!s o .Lbr3 
instit~iLionaltiltot 'formally heg,,iti ill 1ltC Summet11 of 

3!?QYld191 

91, 



o i i a ''h1 7 9 o tra'cfl'oA"' L~~a,, ''a 

---- 'o d9 9i a-5 Stem , -or e~j~a- o' im ia c- 'a.d> I a~ -7-a -- 7---a~aa~, 

signficntl
order, to~~" inceaea'h availabilityrt'a ,''aa'rial a 

Of~~ cotaepie an to re>''I til MaJr4,,_O U~ r b a'n-

Thuoriena of97 c 'be."'',''reai 79)et hanlin conbjc epivemus a. a 

equaly fli' det s Importan the omueici.c;n ialt n 0f 1r;1 

7comlmnayt toigsabiedtrcafsnd, nioaist .tbuton ystem'nninprgrmndmut stbish nease elainhp witiaao rito ]lostfcontrygvrmnlfiil.
 
Thecotrcot fr etiest 
td t eo ' L.0a th n of iIC trc 

rlug etile-a e dcoum~ens extending the dcotrt5 acTom Jly 1, 197 

Stnstht ncontaneswre mst b mi Lvailobjcie fotahespri i'hi r 

Contraotcoupesican afrord Jand 1 1981icntofr.31,e1982,hoever

numbi.)raer e obetiveoulet lasdt gonO hch ivspord soeoCteoiialccopliredc't obj itin a 'veS. tire: -e ThesttdstrbutoseemmsLe 

rt 

:i't.e tacieealthe p oin~rl 


at i ed inesuh, anfaswintiashton"tih aftrte inngoihihog otractpie 
foll in obhet o~ives: l 

(1ptincae ci~iiuonae prgiv e -WL cf.vey itlbt'
a an0 r d itod h.a 

yUu(s.Le t a,, ]r ii r f,"u 

prora oL oayear ofth Lo 

tappoptrat ost fouxed cots such oxpn:iat ex..penses, ovra-,#i 
ane feontran corst'sc uof' 3cnffcdirectyobjecie with cte t,' W.> 'aea 

I/ AExlthusvho tle hrcs dofcmntsaetesn.h" otrc rmJlyi) 99 

throgh ~ct.'31,1979'~frm No.'a16"17 oOt 1190-a4fo o 
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(3) Introduce~ ral ~rebydraiL ti iJL's ( itu generisItCSby 
-the end of the firs'L yC"r. 

PROG.RI2SS :TOWARD ETN OC1CTIS " + " 

~.~ The CRS' project, appears .to~v iLMost Of Lhe-1,976 objoci~v. -Tt 
ha ~~i~&designed a 'sse witliin the conlte\. Of LISU, famr1tnci Le ia, 
namely: I )_def ii''consumor ,target pjrof I10 2) obLaininf regul a r' poducL. 
supply and packaging .3) bLatfblishiflg ~a piid~cl~n, Structurea 4)..deveIoping: 
a distribution'sytIe ~f or1roduc t flow, to COI~suIiMr .Sales outl ets , "5)developing
 

*consume~r 'and retailer promoLion aid, adycvjei s to cotc 3 cmal,id.~a~
 
-~the.-stated- 1976--contrar- bj. ctiLves ,Ii~wJ e.-ijyr ,siL la: amiu9sr, r
 
Nepal;, at least, overly ambitious. FOY ,eX-111p1 !"o salshadsrbto
 
sys.temnt col ma tapping into the ex istinfg, system or creating a ullv' '> <
 
blown 'transport and sales operation siinilar.'to Western distribt.i-on coimlpanies.
 
Such companies normally, have fleets of* volhicie,-i, warehouses; 1111d s~izeable1
 
staff''to handle ordering and~fmpoitatioin of' goods, :Inentory iidnaivgomonts,.


"sales prmtoit rtilors, and complex bi I /accoutnting I or~ credit,
 
debts, sales, etc. CRS has established distributioni through experientto n .. j
 
with different combiiiations and niow oporame" somiewliere' between Lho tw'o cnds,
 
of the spectrum'. It has moved f rom working Atinr L1ie' exi'stant. Nepali ,system,
 
which proved qui.te ineffective, to comb~iatiofl of contracting for se&'4ces'
 
plus distribution with1 a S11all,, but more effective, filliougei opcrati )1)'
 

CRS unquestionably has significantly "ic resed the commercuil 
ava:iability of contraceptives." (;eterai. t0VW4, whllchlfornerly (1i, "iiot 

p.sell contraceptives, niow carr.y condoms.' Mos-L medicino stores, madny. 117wlf-ch
 
did not routine~ly~supply contraceptives, 110W Sell) OGs indcondoms. I utb "'a'
 
significant. increase 'in the niimber' of I-etai.] outlets handling contrii eptives"
 
has been realized.
 

TABLE _IT 

NEW4 CRS RETAIL OUTLETS 1978 qUaRTE 1982-F~msTA 

YEAR GENERAL TOTAL *.,''MEDICAL 

1978-/ 751 213- 964 
11979 1,443 205 1,648 

1980 1,489 177 1,666 
A~ , 1981 706 76 782 

1982 (list quarterony 7175 

5,102 712 5, 814-A 

"' J/Third '& fourtli quarter onily 2 
2/ Does not reflecct first selling year (June 1977 [978).-Juneo 


or outlets which may hiave stopped s (,ll1.fI I)! CRS products. ',*y 

17A S '" 



ie objvcLive of rvchcit g I ig. ],orTitv "I II I' ur lli'l il,, 
POjil nit:o has iotuL hum." N.Ic \'vcd. (inI t "He U i ,i,it h: "r iclwa(l

/.In I .'rrtu.; of avail bil itv/ thi,m[jo 
 "it ui i, A lli i v del W el "sil 

5% of ,Ic popu Ittion /... tit iit--a ,_ cc, , ,o:." ()W thIce M hLi r h;an,, it. 
hI CS rIic hU, the "ma c;jii Y I ... ir , d "II " d.i il , i I I
 
Lt ,. I a t, I,,,.rctc c
I)itl ( In V i 11)idv(: i I'ti, iotIhe, tlj. ( I],oIiNI 

(ci. ,! .;i.! e usard) I 1 t;1!1 1 - (c l , d )I [t i 

I I 
e fo)rThe 19"2 priccs COMM"" l'tIl kg .I , ,i,CRSq tric..:- were u;:tat lisha¢d v hi'her IInn Ownin 191Y, i,,,l NIW, (IN: i,)-,docts. .or.e w,. in)

expensive., he fo)l[loni :

St " . ] ' ru a 

,,:. . lip1wt. to, this i ;ic.v ti ).
 , ~ ,,l , II~fcL i' i, ) i ) , I 
 .: tSo ,t ,'' v.) lI-


Kur n su prc n at" I itLI pn /4 .anu lo al(d 

SO ,cc (10iF 
Cookin g oil (musta rd) ]it 16-2, 


I tn] 

I I (Oppi, n quality) 

Kur u,, .!u;U ~ lt'i.(, (i chin)~.kg ,i II i i.t;, .90c(4 
Ride (ci est( varfet-y) 
 kc. 2.50 c 


o La. o I Q . 1 .2 d r Hg ONTM) 

).(00( (o)ff .sv,h,,)
 

Chi [i; I I . 10.()(Green v II,is.-;ard grteen) t.,lk,. 0.50 
FrU Jit - li n,J p ea clt , g ual~ .
h e s v ais-4kg 1.510 (d rif in;,,P:..5,"n}


BidJi I pl)c .t ' ..5( t.) .o{ 

ACt I) r Icc I ta(,1I I 'I. 00 (,'c [cc:: i ' ) 

Anti -+)Iid.'ti- t I 10 )
La 1) ,11s 00Of(,ppro'x:.im,:t,,l. 

(e.g. S;t1]phi1i .;nidiut) 
'Ihl t:i L,; . ,: 1( t. Ib Ls 3.0() (Acpc ia:p cit ,) 

Cr i , ive . t uti'-:tnrt' 30 c ,.*-; I.51) (ajcpricxi'w:A.cly)
 
(An ti , iit)
 
Nt c ic lOi1 ( .11 cIcc.; (;NIpIpcroL1.1( iicxc, I Iv)
(Il'tt re .''c:1 itno) 

'lit (iip ti 'ILit cl PP;, ;ttc-n Inn; ic l i' "iil iii iii i; Icl:,' t; I iil (Ill c=,L ) 

'lU;!i ) c nlt.i[ lt tive. I llcl i it" tot a 1i:mi I,'d duylcl i. At llhe i,1 01i1 
out let , flIt din r in,h ' 2nid h l )Ci lct i i"! clM W hN,:; )' ll( ,c;ul,: iicc ,l t, 

suppot. t-hro g lit .iIt i I'.; ci iiccit. i q,t l tl i.c i, n , an ', O I d inc. 

- I 



7V 

'I~ 

,of 

~ind decorative PIOP iiiatia IsN, Fre Iubl1L Vfl cs by: CR.9 pqrsoflfl o Iol 
formal gr~oup traiinigs(25;iousq,ailI prduCLt 1.1forI.Ila tio al fl atrIJl I JJ.have helped create 2 etaile' -interesC, gc. plibile relauions,, andi Lnc rea se1 
knheledgeof,tamily plnnn mehds ucce~ssful encouraggein of~ kadI'er6s 
kneopdg of ch aint puhyrdut a not mlaie rialied. '11 t it~e 

generous profit margins 'und personall dkollssl .ol"With deaIor. 
t~*i fdalNepal] busliha~s-p1i tlnL~ppe jI Laa ai&.t'4.I

selling by 'deaers (see c uZ~sstl' zu'idi< c~ij[.J o<JII;I',H 

* 

'Fhe CRS project is perceived within tile folin'ly plainningi cowi,,w Lty o~t'
Nepal as "complementary to cb ! rg.mljzcI I,,nL:1pij FuiyI lz~nI I I imI.Q' 
The complementary role is demonstrated in ~I 111,11lr of ways.: New users cif

~condoms and orals haive cohcr.-butcd~ LO 1.h1 gwoaoa'l o'f r~educing thegrowth1 rate.' Total free diStribuioi of coiidoms andI OCs thr6~ thlV/M 

sa1les. Free condomi dlStr,1Ihiidon .ncrezised' froml 2,463,588 in 19778t 
2,'856,822 in 1980-81 while CRS sal.es~rose froim "less than~ 25,000 aifter six
months to 782,104~for .cl'e samle, 1980-81 period.: Oral contracptlieS ~CYC'LC-3 
distributed by the same programs' rose from 315,200 in 1977-78'co 343,071,
in 1980-81 and for CRS sales from about- 1000 'iftor 6 months :to 56', 136. 
(See Table IV p. 20) 

CRS sales, not only have increased distribution for IIMG's falintl'y
planninlg program, but the project appeairs hto hove attracted new Customers 

.to the commercial market. ,TableV MIg2 nSales of commerial. brial)ds
reflects thle mnarket in Bagmati (Rachmnandu Valley) . 'Over '50% of Gulaf' sales 
up until early 1981 were ini this same areo. "While sales treods for one 
area alone cannot be projected to the enti-re 'country, the market in lBaginat,
probably is one of the major 'sales areas 'for comumercial Osales in Nepal. 
Based on discussions with retailers and past. sales data, it appear's tha t 
the commercial market 'is' slowly growin~g alonig side Culf< 

4'standard 

4 

When sales are' translated into Couple.Yoars of Protection (CYP) , a measure for, social' marketing progriims ias wellj 'as tsor types 
offamily Illanning progra Il , the coiln )tit fI() 1 tI e10uICIIHg the grlowth<It

is more easily seen. As T1able 11l, show,;, tho CRS i~ujctL is. iiikng n 
greater impact in terms of GYP each y'par, ' 

IDhaal and GuLaf DISLtri1utionl nid cy-1,~ 

Year od _(Cycles) ' GYPxi Condom1 lit: CY' Totl CP' 

S1981 

1978 
1979 
1980 

, 

' 

9,370 
20,104 
27,261 
75,686' 

721 
'1,546 

"2,097 

5,8' 

160,540 
9,53,372 

1,036,919 
1,115,000 

1,605 
9,5341 
10,369 
J1101692 

2,326 
11,080 
12,466, 

-

I/ 'The standard All) yardstktk for C;yP is 100 coundo,, or- 13 0OG cyclcts,
">'isequal to one year (12'months) of ef fectIve coil LraceptLon. 
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Wider availability Is nnotbor comp)I munt div 4(1CL1 (;RSo 1l. pi odti tLs orc-,sold in almost 6,000 r~th ou1t'uwssincnobad , oto 
these shops are open all day (and someitimes~ In tHe evenhng) . Te co-opt'Ing
of shopkeepez to display and -sell contrauepOjtfLVe-S can be viewed as an extension
of~ thle family planning worker. network sine CRS revni brs general1ly inow ,IreCmore SUpportive and knowledgeable' 1about rlanJ. p011111111. 

Increased awarctlehsanid ~.knowledge~ 0I t-iidoim., ond OCs , while AmLt. ii.no 	tsurbIe
 can probably be partially atiribuced Co LI1LKCkS uf forts. Visibi"Ity of pro$ductdispensers and promotiona.i matcerials is good. The Contraceptiveo 1 evelelnce

Survey. (CPS) conducted in 1981 shows 25.4Z of* currently 
Iiirrld W0111011 111Udc
1.5 -49 knew of "pills".'I a miity p1an8mcthu1d. TheS 1976, NLcioiia il FuritilL ty .7* 	 Survey found only 22% knew any 11ethod,. Only IYZ, of women' in the CT'S stated
knowledge of condoms. UnfortUn1,telY, n1C~Iihev st1udy tnterviuwed mciil, 1:11 Users
and primary buyers of condomsw, and Jeve1 of. 11111 family planniing kinowledge is
unknown. 

Andther complementing aspect is CRS concuntrntioiv onl condomis and OCs, twotemporary methods in a national program whichi conscions iously stresses' sceril
ization4In addition, ORS: pl-omo tiotilme1ssziges have reinforced. ING efforts topromote child spacing. There~ are in Jica Liois' that CRS has helped "desensitiZe"
thle public about condoms. This is evidenced by open shop display,, Increasingsales, shopkeepers' ready willingness t0; d iacs ICS.;haill & SukiM-Dhni1 111
interviews,.
 

F~inally, CRS' appears to have established excellent on-going 'rel~ationsisps'
With appropriate host-cotintry governmet offi~cials. The CRS 'project~does not,appear 	 to be viewed as a compeLtitive; effort. In formal and informal 'Iscussions
with 1IMG personnel, from. top' Jevloffic hi Is ml dlown to -Family 1A.-111111 ,-,workers, thle team got the Imp r1sloll he CR~S project 'is 	

eld 
LhthaL faLVoraIM L.though1t


of and seen as assisting famly Jplannn ef for[t,. A]lhOugh,0 SoniC OffCI ls

expressed lack of knowledge a~bout Project performaince, not one indivi tiad voiced
 

<a negative opinion of thle pi.oject as a wholo. [n fact, there was. alill SL

anlimous Concensus that the CRS project should cofntiuo 

Unl
 
ais part of the governmentpopulation effort. Governimntl eMpJoyeeS atL VII/M.11 ci Lncs and heal fTh pos as

well a.s at FPAN satellites were alWaru the CRS project.:quite of 	 CRS :"Stcrs 
were visibly displayed in government facltlcs, an 'FV1AN satellit ul1),Lh 	 1eral.acts as a dealer, and almost everywhere the, bir-ind: names flhaal and Gul' I were
used as generic names for condoms and OCs (,i 'Kleencx has became~ ;I ge ueric for
 

*Some but.'not all medicine stores carried commlercial brands of 0-'s prior
to the CRS project. There is no data 'In which to evaluate how in ny of
the approximately 700 CRS Culaf (200 certLified' pharmacies 'and 50'. "medicine"
stores) now sell OCs as rosuilt of CRI' efforts." Tnformal, evaliunmton 
interviewa with over .(1701) suIcI h odi6keupors hitween 

team 
Apil '21 4',1...............................................4


April 29 indicate, however, that m1anly do not and never havoe sold any IC' 
other than Gulaf. 

V/M6hIT 	 does set 'nnua'l' tarpvets for "Ircepdors~by metIhiod . In 1980-1 1981 
targot was41 o~ flJ *-. ~1~ 	 i; 1thle OC 	 acpot ) th t.w" c'o d,t~o

'V53.percent for' ,I981-.196. 	 1110'Atrnl 
 Nsf u'"mad ')prcunta)" 1:(o-' 1970-1980 
was 22.4% 

4>''~,'4.' 4'4:">4. 
"422
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I 

facial tissues in tle UIJS A)*',~,
 

The last. 1976 contract objective of "o eif-supporLing
" 

or nearly 9cOIquercinl distribucion s5y 1L(iii" appomh~itt, to h; iV0 UrC;lJhLI1( kill ft'P tl
team" s opinion that a self -supportLing p)rog rilm wI thin abeen impossible to aichieve few yea rs WOauld ha4V6*Ln Nepal.. -in Ifne, no m11jor Contrncopv, soc iel.marketing project modeled U'pon marketing .principlos hias ever achIreved self sufficiency. The principle Of social mrt]n'IS~ to Utl Lzu the techniquesand iinfrastru. ture of thea conmercial qucvor~to broaden p)opulatIon programs 9nd'4a tcnact-ej.- esse11 pro 1 aeM~y not' -moift' tocomlpete with sectorprivate buisinesses n Iready so Lng CoiitricopcLves Onl thlecontrary, these programs roach people (1evulop mairketsand which, for thu private.-~sector, are not commnercially viable. ,Differ~ent contract objectives ani-ding strategies which might inCl~de non-s'ociii-ly relatUed, high priced itupls

mnarket-

already in demand probable could lead to self-supporting social markeuing'
programns. Most programs, however, have beeninot given sanction to includce suchrevenue generating products either by donor Lo hostiigencte o COLI try governments.In Nepal, where. demand .for family planning is low, distribution or suipply tomost areas difficult, and with low CRS prices contract(per objective), thecontract objective of self-support is in direcet conflict With LhoSCe of low priceand reachiing thle mnajority of hie rural. popul.ivtlon. Ani evaluation in '.978; ixMonths after implementat.ion, suggested Nepal was .in extremely diffiCU L nirn
 

ment 
 in whlich, to strive for a self -sustaining mnarketingfor program.- A ,y ini-Iarconclusion I)rojeet reachudthe CRS Was as part of the 1980:eval ii iIon ofhealth and family. planniing. Althiough~ never olItci~n.l y changed , tLhu , IFSupporting goal appears to have been replaced fn thle 1981-82 excelnslo by the
second objective. 

One. of thle 1 9 8 i-8 2 ObjectiVes has been ichiuved, tile second I:s ia~a rentlynot achievable by the end of tile conitract, perlod, and the third tnot w tagreement bywith 110, LISAID, A-11 and CR~S. 'The F1rs,La3%increase in sailLes
per year in terms of Couiple Years of Proteetion (CYIP) was exceedied; 16,972
CYP in 1981 was a.36% increase over 12,466 C)T in 1980.'tvh11e it is qic, too*early to' predict another .30% increase for 19132, f irst qucarter~saJes a -0 above*those' for: the period' insame. 1981. 
'' 

. ' 
The second objective, a1cost per CYP Of $10.00 or 'less'(hased of: localexpenses only plus*All) commodity cost,-) durIng' 1982 l~omay 'not 4lchieuvahbl.Projected expenses in 1982 appear to be consideral[y above' those for 1981($231,000 vs.. $141,000). There figUreS do0 ljot InClUde - olimiodfty "costs whiChcan only be calculated at year end based on. octuaL.'sales hncnildtcosts are added to 198] expenditures, thu ron -if, Wlien30 yco$58,330$140,978). Using, 1981 GYP1 (16,972) as [lie lis'for caiculauitng 1982 Gyl, 'or 22,064. (16,,972 X 130%), and assuming a cbmpliazble 30X. increasei in conioditycosts of $75,892 ($58,330 X 130%)' ndded to'$:l00i~poetdep~ss
orbase clculting cost, per GYP1 is $306,8:30' By di.viding dxpen!;sb 2,6 

h 

CYP, the cost increases to $13.90 in 1982, 

*It is noteworthy that1 In one VP/MCII dIlsLr Ict offIce Visited, ;i hand Ipaintedposter showing all' famity planntig miethods (lepicted the Dha.il and ultif
paicks as the only Vrreent-AtiOn 
 for Cololi rdOC TSii-Iiii-ly,YI Health Post,' thle direc tor~ namedDl lid 
n L an J 

__41_11_1 Itspat 61f hits famlilly
planing inenor (AVcJ1 though the "supp.! ICS werQ A,(D-dollltod Noi a nd Tahiti 

~'-'L'...r 



TAB\1I. 1 : 

M.ETHl..WII., ( ()';I IN 19 9 8PE I\'1T I!I.~ .I 

ervice P'rovidedLn 1979/80 VatscutiwIllt'; !Cs 1"[prtsPt ,;;i (e!v I CondomI ID(:)t~~Si , t. ll .I l(-l - ovte.ra 

umber 3909 9695 29i, 961 2,.,; I , 9 989 1722 

,Equiva lent 
SterlizaL ion 3909 9695 2 68 2111 329 527 

Prlopo(rt ional 

(Share of () 

Cost) 

Ra (t, 

l I .205 .50/ .1 :9 .1 12 .61/ .03 

Mal UiL (T,;L 477.49 568,69 .100 1.12 146.49 135.6 

To Lal U..n it,(5 Co't- --

------ --- -_ 

- - -

36.45 

- - -

4 .4 

--

~ 
7/ 

- - - 1 
.085 

-

11 

-

18 

- -

10.35 
__ 

I./ 'T'aken from FP/>IM(I 
" Iducing Fe rt. itv 
Ben.f it Eval ati ni.' 

9 /9/81 t)pel di.Luris 
L rouq' Faumilyv lan 

i2ptnrd in Apendix 
itii in Nepa l; a (ost-

D, 

2/ 'i 
I201 

a t.ho's a;ss;anrt 
(C cycles; 120 

- 1-0lF 
1 Icl t; 

W il"i! 
units(,p; 

Uq il I -it-'.n'V I r 
3 IUls; ' lIpo-

one steri Iiz iaC 
rovera in jec.t i 

n: 
ns. 

3/ !:xchange rate in USS. .iO -0 i. 13.1 0 
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q,he third objectivye, in troductVIon of OIRS by HI!c. ed of 1981, hias b0QInJY deJ_ Ieted by mutual consent. As di.cis iU, 99 finc 1)c f rIMe
 
~ no to hae mSrarke OIRproducts at~thlstm~
 

Comparlbon of Cos L-ef fuetLiveness in terms' of 'GYP with othoei? fadiit 
1pningprogrms. has proved. vej~ ,tdif ficujllprtrn
iflfersterilization anid oterMt-ho / O' CO tS'SW,1,1I s dLr~ibUt(, f, ee 

condoils an Os. FP/mcI1, in 11dditiol :to rmIjit~~ .nig a130 dpi~ssus other
health, services. FPAN provides~ devLeOlopntii s(rviccs, such as pa)afl~c ointro1, 

Sagricultural aSSistanceetc "LP1 'aiy Ianniing Severald voljLIyLAw it 
agniee.g. Mother's Ctu~bq, Red Ot:oss, YoutHI (dubI, dibper1~e fre rFItII, 

planning Supplies and/or servIces as aI smi.l part of their total effort. (.SeeApedxB o escription of activ~ite, .budgeLs'JAnld CopIr1na.Usually these organizations do not sepzrate cos ts flpr fiuntly. plannilg from those. 
for othier activities. ( 

In addition to difficulties associatIed with elic.itig comparable programy. 
is costs associated w'ith dto] Ivoeriy of anly Oo mm I.IY pl1 nn ing method, CYP as ;II 

evaluation tool is viewed by sftatistlciaiis ilt)II Imperfect indicaito. One 
reason relates to the inherent assumptionj that a nit dispensed J.S unit Used~ 
by the recipient. The questioned validity of, thi1S as~unpipton. is less ;pertinent 
to programs which sell than to thosge whi~c.i ditribute free suppli~es.: Tt is~ 
generally conceded that Colltracep tives purchased hy consumers are :used .for their 
intended purpose. Consistent and proper conisumer use to assurej"perfe Ct" 
contraception cannot be aissumed, of course~, For ony program. IInspite! of 
problems with cos t-effectivenes3 pe~r. CYP; the .LtaMI Used[ the evaluatLion miethod 
for rou~gh camparisons of the Costs Of SeVera1.flfailly planning pi'o gramI)s. 

ORS appears to be contributing to the 11MG progrnn with reasonable 
effectiveness. When AID commodities Lis lI,,;cnrco ot r eoe 

forconistncywit oter Nepal: famnily plaining program expenditure data, 
CRS cost per CYP in 1981 is $8.30O(140,978 t 16,972 CYP) This is right In 
line with )FP/MC11. Costs for distributioii of condoms and OCs delivery cost~ 
per condom unit and 00C cycle is $.85 and $.77 re~pectively. Assum Ing tha 
same formula for GYP (100 condoms and 13 C ycle~s)4, he Cotpr ylI
$8.50 for condoms and $10.00 for OCs in the VI/C1project. Table :V1 on page: 24 
based onl data nresented in,-f recent pa~pe r presclited aL the April. 1982~ 
National Confe , nce onlPopulLa!on, formIS L110 ba'ses for this conclusionl. 

volntay agenqie4 because of Incomparability (if data onf costs and/or 

reporting by acceptor rather than Units dliatribLuid '. 
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MAKTIGMILESTONES ADPITFALLS 

Marketitng' Research 

K Two Iresearch studies havc been cowrtisikowd by (ANS 11nd ConduetLed 1,1nJ978.. 

conducted several moniths after product J,'Liunlh This was, tile first attemlnp at,mlarketing research in Nepal. A review 01 the mlethiodology and samptingtechniqjues indlicates the re'sulijng Informaatoii (lid nptL y~elc adequiate 1-nfer
ilatijon on which to-base motivational prqmOti-oll.ai ,Strategy. A tnot of, 48
interviews (24 male and 24 feml ('0couduc tde)1.werO ill Four towns (2 Terial and2 hill) .The questionnai.re Jnetuded a uumllherI*o il ocusclcd' ritestlolls only~nfew of which' targeted inl onl mie'sages an~d media. There weure aliilo6L lio qcuestions
to Lassist in developing a marketing stategy, SU~h as5 buying,.habits, (i.ra~ble
product attributes, percep~ions of CRS prices, or-preferred Uliits per pnckinges. 

The' second study, done two years later, focused more marketing lieeds.,
Among other things brand awareniess, pric percept I.onls and avai.ibI 1Iy of
CRS products were studied. Media awareness~ and iiiessatge Imp~act were Linoiyzud7
IL was found that Dhaal and Gulaf, as brands, were Istill li'ttle known Iroducts,and many people did not know where to buy.- The Methodology uised' wis ~a nIewtechnique for NRA, the research group. Male and female focusigrolup ond
indiv~idual in-de'pth interviews require grdI-at skill and training of group
moderators adinterviewers aind sophisticnted nnalysis of i~nformation. Thisis espocially true for sexually SUbjjOets discussed within Lith- context~--r'elated 

of Nepali culture. .-

A small research Survey, for- the foamngu vaginal- tale and tow dose oral
pill was conducted among 194 consumer andl( 19 family planning professionlls,
pharmacists and retailers in thec Kathimaidu, V; 11 ey and irfatnagar tn 1981.,
Questionnaires, Mid 'personl jinterviews were des ;gned to generaLo hi'otimatlil onbrand name, pricing, packaging np oots~g~'h i naetetin.
andlog TelCS coimunlca~i 11.11113and its staff were responsible for this slit'ewt thle lssistnnc.(v or IP,~outside expert and Interviewur. -- . 

-- Products Sales 

'- Condom sales have been quite good, Indicating consumer product it ceptance.K IThere has been a steady increase in sales fromt 1978 through fi~rst qua ter I982, 
-I < (set, Ixhitbit C, p, 28) .1F rsL (Itulite r conldoml s:;i ls 01a 111 Lp-o 846/2 ,40.- 'P'ic-Yslow 

growth in snil 'es during 1981 reflCcts a sh~orUtag-ol'supply due&to hlt& Iarl~vl d of
commodities and packagin , s'upplies for DInl1 Toval condom s-ges, ho eve<,
do not give anl accurate picture about relatlivo concuuier acceptance of the two7 ~condom brands. Dhaal accounts- for 1the mnajority of units sold., uki ia1lha S 
never sold well. BY March 31, 1982, totail Dhaai saleos were 3,1t15, 152 (Jne 197 
M.larchr 1982) while Suki Dhaal sales 334,152were '(Junc 1980 M~arch _M"2) .~Although Drncal has benon -the miarket' two years longer , 1.n th fhss we years. 

of slesmid1978 mi-1980) , ,Dhaal sa.1esi toc tlcod 1 800, 15 1. The first two years of sales for Dlhanil show a Stuady.11monthJ y clth almost -SLUIIUL c~sates 
over 22 months for Su~ki Dhaal,.K 

I~ ~~~~ . . . . . 6 _.. . . 
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Suk Dha' lwgot s vl l edi-ipit' g L 

this product was !,',ushed"u dturing tIIL j ]9$ 1 i)ha.,,) -. Tj bra,1nd,-)p~ig t i
intended fo. ~a more ' ra; (and( presumablyP0017Cw) POPui.Ljcion,4~ouii
JS
 
neither 'with retailers or coilsumlrS. R etni 
 erS "re aware that -they can 'mlakle 
moe profit on a'dispenser ofDal(2pak 06=1U.92) thanI S&:J)1ihaal


'".akt'R0=.4. Dispeners each hold 72 condom~s.~ _________ 

toDhaal Consmer~may e aare that Suki lL 1-bUllit Cost~~~(16.6 paisn.), I Price diferdxIT ny4jia;As (12.5 paisa) 4. iosste 3Ii
 
aittractivb Sukci Dhaal package and &Lspeiiser dloes 
 not app~eal to cnsilm i's o re ta.1,e rs'. 'In shops where2 both prodkicts ar iotld, 'reo rders o6f 'SUki. ) zia]: a 17
far below Dhal.' Part of the prcobi,1 IreSts' With btud_tLay con .3L r Jn V Tae d-
onl CRS since little mIone~y for pr'omotion was approved.' On the other h nd, CRS

salesmen, who sell',Suki 
 DManlI' d rect to I110re ruvl;iIIy locacid ou'tI.tS,l recle LVCno0 extra bonius oi, other incerlt~tve for working 'in moire 1ff1ul'Ul: IvndifCI reau 

in a two month CR-controlled CXperiMCiu withi equal Pooinza uaL'c
in shop.i' in a newly opened slsarea, IIn I rers p e ovotir 607d of~ tIis
 
Reorders for 'Suki Dhaal were on haf fr1111 hosU Dhilt In short, OL, C does
 
not seem to be a market for low--cost, (to tdie proc) ,low priced coil 0111.
 
CRS hopes to get, approval, to drop Sui. I
 

Gulaf Sales also have grow1 as r aidy (Sue 1EXIMAhL C, p.2) l~ n18 
(75, 682) , however were 278%~above 1980: sales (27,261) Display conte ics for

Gulaf , initiated fin 1981 have a strong nfil~AllCC Oil sal~es to retailer .F1irs t

quarter 1982. sales are 9,280 cyle.Based oi exerience with Diail, where
peak sales to retailers refleLct Contests, suhales wJJ.FLCU (rn

1982. T1' be, however, steaidy g.,rowthl Lf the. Pattern hoids LrUU,
here' should 

(SeeGrnph, P,29 (411ia1ScleS 'In 1981 SUP~iort. the possibitity r
).High 

increased sales in 1982. 
-

The piJ'\ has a bad reputatilon.throtughlot the. country, osl among
women. Alarming (and ofteni false) reports o),itr J:'.,equeiit1.y in Lhe bid in 
press, which must have a 'stronlg infi1ieiCC 'll~ A].1jo Laking', piIts dnily'
requires some level of educatioin. OC'S do 1haVe S~ome side cf f ec Ls butL.
Nepali women taking OCs Lend to blame. aliuo,,' '-,:1- physJcal aind inenta4 disorders 
on the pills. In a recent survey of; phyIsiC! 1 attitude tow vrds framily
planning undertakeni by the I I C. Divisiow ol PMI Project, physicoAins
re-ported the' main; observed comp LaintS 'amlong , busrs seem to bc' irrugular

bleeding, weakness, nausea, obesity and backa'-11ie frreg~ulcir bleeding mny be ~~ 
due to irregulariiy of pill use. Backache I!, the. chief complaint' amiong Nepali
women, aind weakness aiid nauseai are commioii COMPI1lh in ruiral areas. .Obesity,
a rare occurence amonig typical Nepali women, could reftec physicians' aiware

nes(not consumers) 'of thi 'side 'effec~t aild/or the 'liIely' high income of their 
patients.'
 

Ot'her Product -Related 1,us ' 

Concern has bean expressed that condom. are purchased by. .hil~dren to ,use ani b4.ioons., During the CRS'-controliled study of Dhaa.1 and Lukj flh1iul. 
to coipayrel Bsl's, soeretaileriSUI chidrl dild buy 'Suki DhaUl- f or~ 

Z'
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balfloons during the f estiva~L ofrof' OUJT' hc.Jld at t L1110 Of tij& experimlent'1hzeneba~The evaluation tea m quric d 
ahke

ar iliro shop eeperisabout ,tpcj

condo .mbuyer,3 When ebh ldrern were men tioniled, tie~consi tent:dp'indi~

retialers'was 'that the purchase I.was for p)at entic-hbo I er~ too .!shy"I. L jtp'jiy,themselves.1 No. one',siugpOSMe these we l~l lol or Loy. _A


___sck. . fbaloon-priees th, L
led. L-evewlld 6hsi e'thatii even Suk'i Dhaal. There seemns to, be. cv~doncintle inLwcozidoms.. 0re
bought for Jhis unintended use.'>I 

AtioALolhe r concern that products areIs CRS bought1 and smuggled to Indill.A few inerchants' in 'border 1 townts said Indiians bouight all occasional dispenser,
but there was no evidence of any major smuggl Lng ;acUvicty. PeralJ shopkee~pers
Overwhelmingly stated their customers were townlspeople or- villagers. 

A number of merchnnts montioned conlslmor comlaini-ts or -1.nlf 171)" Ji Iscussions,amiong men about condoms bursting.. Since, Ain)-su~pp.1 d condomis~are: orodquality and( routinely simple batch tested by' thQ 11innuL~fcturer, iAtis HLFfiCul 
to understand why this 'so, 1L is a p)ossib11Lty LhUlt 69 mmi instebdr,. 52Thii,
size was not a proper chiocea for Nepal. A siwin1.1"survey of both GRjS zi (I' ~MCIJcondom consumers mgtbe iprorl ' to eah . Ish tle. 'eliiiiy ofdc
 
Suggested method failure., .
 

ln~trLICtional inserts for condoms and OCs' have beeni probl em

several social marketing projects. . The Nepiil GHS 

a fo
 
project s no0 excupt onl'In fact, the very low literacy among wome~n '(5%) makes this an -espcl,.j. 1l .troublesome issue. The evaluntion .tea'm feeLs' research shoulcP be done. on' tile

present priduct inserts to test for clarlty and comp rehens ioni. Pl.cto: 1,,,L.

directions may be necessary as thle chief 
cotmlUniatinfmethod.. T iis
particularly true for the new product Kamnial.' The. effucivcneS'S Of Wv'tal 
foaming tablets ishighly dependent on-prpe 'us'-, and this is a diff; cul~tmethod to use. High failure rates associated with spermicides arel -o,.ernlly' '.attribted to user failure and not method fnil urco. 9 

The value of extensive warning' about .0's e8 ta~~i .
effects; included with Gulaf is questionalle. Many merchants 
Id

rtefervc6, to fthe' dangeso '; n the great 'concern wome.hve for' their hieal h. Others,
fett wrig was excessive, vie(.w fac Ltm~Ot many more-Tin of'th patent

foruulns arc SOld used, and L-hattroutinely and 'roeat'pregntiney Js far mno rQ
dangerous to. health than any1.0G, this may be 'COLter-.produr-Live li bo Lh1

~'medical. and marketing terms. '','
 

Pricin~ 

E~vidence to. support Dhaal and Gulaf consuimer prices is' conltridlctcry.
TheCR5product's prices have not changed [oi- almost -fiveyas' nito
has pushed up 'thle price of almiost all other goods.~ For example, nmong

medicitions, only asprin seems to be chenpet per, tablet than one Oulii fOC
tablet~, and even one, of thie c[garettos Ji.s coftp~ttrlible to, one dhntlc
(on 

i.. ~'... 

2.1 



----------

the majority of~ retailers quest-ondd thuI1 , J'71O r 111 vfo 1:ti~r\ WW 
customers, especially when, they refeviI red Lo '!v1,4&grh, Mnny s LILad Eho,Lit (, 
were satisfied withi profits oil sales be cfusO, 016y feL, they were 'scrrving: a 
social cause. on the otherK hand,, rumours porofL thatL CRIS and iJts. personne1 

~ tle rocct ~ ~tn~IR. 
R2.50 and~ introducee soon ne R ror. Kal)two rdu~s f3.00 ~LaIilets . 
and R5.00 per cycle ceJocn resentsThb~uojVor

1and new products. Mil~le siome rsairchi'liis bukii condue,Ld by GRS'-i.'prices 
for the new introduct:on, no research- on) Lthe proposed inicreaseo reet 
products has beenl done. 'Tlie Leiam feets Llij wim( I r[&n quest~on nods~ mor 
study. Vhile there appoars he Jj I II~~~~1 1 -ptlLo some c oin jnnsr l 
three products, this may be not only a. SCISJIdV( ;iub~i Issue bt: coudatect' 

consumer buying habits at a Ltme when CKS sa.[esaroexprecn sustnta 

TAB1, VII 

PRTEsTuCUREFO WAL SUKI D1A1GULAF, KAMAL,- AND NTLOCON 

-PricePRODUCT per Price IJi0hr Reailler Price to Dealerto Rto Dealer 
consumer consume r riet i Ler 11 dcal cr ma rgin per-penmIII;11' pereen t 

pack
 

DHAAL 6 1.00 0.84 0.16 19.0% 0.72 0. 12 16. 6% 
(Colored condom) condoms ; 

SIJKI DIIAAI4 2 0.25 0.1 004 19.%9z
(Plain condom) condoms -

GULAF 1 monthly 1.50 1.25 0.25 2010% 1.O1 0.15, 13.6% 
(Oral pills) 'cycle , ~ 

-2.13'KAMAL 9. 3.00 - 2.43. 0.57 19.0% 0.30' 14-;si 
(FoamingVag. tablet) tablets24
 

NILO(Lo .1 monthly 5.00 4.12 0. 88 17.6%' 3.55 0.57 13.8%
(LwDose Oral Pill) cycle 

-~~ 444 



Distribution
 

to fifLy two (52) listrictsexpasion has widened avali],bil.1tycograpia pc 
te seventy five 

at the beginnlig "f 1982, and CRS plans to be in most of 	 (75) 

The urject firstthe end of 1982.(Smc Exhibit E p. 34).
polit.ical d. sric t by 
On moviii ' to t owns id bazaars aiva ilab c by road but flow 3 

Co1*'elltrL(-!td 
or on foot. Product
 

sell:, in a nuefrlfL Af ilaces acces;sible unel 	 v '' air 
out lecs were o(11;01 'id in almost

plarl: eIIt .inm13jUr Lowns Is good, i"id IS 

all. , li and larger IanaarHs. The pro lect even di stribites to "weekly'' 

of districets. It has trWied ifna,ip(':t I;lk.cl ; on or rna r roads in a numui: 

Wa_',  ! i ,,n vt evcn more rural areas.
to0 moVu p rodlh Ls aild poilIUlltl)'ur o 

rural ayeN ha-o en increasing ly e:penis ive
Jfof 'l', to S deeper e Kpu.Li i1tu 

At Limes, at-eumpt., Lo move 
and ti,. consumiig and without iot-able su,.uss. 

been aL the 
into p)iace:; flt served routinely by any tLo erd transport has 

r alro !i.ng tJRS products. Vhileareas Iady ':edetrenment o ilmprovi ng s's in 
vill ages iq understandable,
 

press~ c- to At.b.lis'a selling to ever more remote 
teall


in Lh - best iltece.ts of boifi ,ini natioul markei' . The 


fl'si]. (iS siotulId cenrati more on ilncrasi1<.; conlsumer acceptanc' and

it isi not 

.on 
ling iu C:istiint :reas5 , thI'r'ohy',' enii70Lrapilg the natural

dei.and cnd i , il 

flow ofoi:; to
L" dper rtur.il areas. 

Thet' nililt cr of rai 1.1 outletl.s has grworn nn,,yliy, and CRS now serv ices 

It on p. 17 . over L.500 new outlets have 
,iround WOO nhoK (Se 'leb 

past 15imonths. Ntln t)L'-5 of out lets, however, are not
been ,dded in Li 

F-or exaumplu, a numl)'r of shopkeepers 
1x' a good mrpa sire of progress.ntcuscir-, 

too stores-; ini their
comfl lin that th i: ,.I.lu! had dec l i ed huric -;' man' 


sold (PS pro:duct.s . Such dj-enolchatmllent- 17811cacuse rutalielrs
 
hin.bori'iod now 

Of outlets is
 
to It,:se lteret quickly. A better measure for the succes; 

As Table X shows, reoidersind ividual shops or towns.
riiorder levels at 
reflect consumer 

tU he picking up, espclaillIy for hal., indicating sales 
seem 

just firs.t sales to ai ever widening netwoirk of new 
purchases rather tLhan 


out] ets.
 

T A B I,F IX 

Orders and Recirders
Number and Percent First 

Last. Quarters 1978-198.1
For CRS Products 


UK I__)i[AA . . . (;ULAF1)11II\AAI. . 
ReordReorder First Orderrst. Order -!,eo I. r First Order.i 	 ;' No. , N % No.M No. 7/' No".Period 


105 78 29
 
Oct -. Dec 1978 50,'4 '7 1,4 23 


. 21 19 89 
Oct - Dec 1979 27/ 41 389 59 .. .
 

1 53 30 121

196 327 63 2171/ 99 1

Oct Dec 198 0 37 


13 5 207
56 23 184 779" 2 17 922 83Oct - L 

sales began in July L980.I Suk -Dhaal 
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CRS hasIexperimentedgeneral, stores.- . with expandingThere are no legal Gulafrestriction~s'salesdoingselected,.agrto to this-"in.Nepal,,' andmany- medicines more powerful'thani'OCs are,.sold by such outletscenters on 1) the need to 'ade'quately" train such 
..iTle issu~e

retailers about dispensingoral's-and,2) the possibility of backlash from-the medical' and~pam
__ __tia 
_ ___ __patiest

_ ca 

Training is a problem common to.~' all CRS projects. It is expensive, .difficult to' organize, and hard to manage and maintain in almost any setting.
The Nepal CRS project has been more conscientious than most social marketing 
''''
 

projects in accepting the challenge. 
 It instructs sales representatives to
provide information and discuss medical aspects of OCs with retailers; it
has also conducted a few retailer training seminars. Nevertheless, even
"1trained" retailers do not 
seem to have adequate knowledge of medical sideeffects; indeed, they frequently attribute unrelated complaints to OCs or
assume 
unestablished and false~~ridctin oue 
Most advised
people with those complaints/users attibuted 
to OCs to a doctor, FP/MCH or
health clinic; thus not fulfil'Lngtherue of advisor/motivator, which training,theoretically, should encourage. 
 CRS is 
aware of the need to intensify
training efforts, especially with the imminent launch of two 
new. products and
continuous expansion of toGulaf general stores. 

Stepped up training may be one of the best ways to 
circumvent negative
physician and pharmacist reactions. 
 More attention to public relations and
medical detailing is another. 
 While not as powerful or numerous as-in some
countries, this group appears to have been somewhat neglected. 
 Although
doctors will have few patients fromthe CRS target, their opinions reverberatethroughout the medical supply system. Pharmacists, m6dicine 
-* 

store owners,,II
aurvedic doctors, and even "jhankri" (traditional medicine men) are influenced.---'
The last catagories of medical suppliers 
are the prime contact and influence";
on CRS customers on potential consumers.
 

Distribution has been improved since CRS received vehicles in 1981.
Dealers and retailers now are 
supplied regularly, a notable improvement over,
depending on transport throu@) the 
Janakpur Cigarette Factory or even commercial
trucks, 
 The major benefit of internal transport, however, is probably yet 
to
come. CRS-plans to gradually phase' out those dealers (there now are nine)
who are 
not effective and begin active selling to numerous stockists, .those
large retailers who regularly wholesale to smaller shvpkeepers from stores in
towns and fromivillages. Most dealers have acted primarily as warehousers,....
for. CRS. Sales representatives, who are 
Lhe active selling force, make the.
rounds to shops to 
 check on supplies and take orders. 
 Dealers have earned
high margins simply for providing space, handling 'cash, and occasional delivery.
CRS will have 
to locate safe, dry storage for warehousing on these areas., The
result should be a more effective and efficient system. it also will boost
the morale -of CRS Sales Representatives, who' often now are perceived as salesman for the dealer and who frequently waste time waiting for dealers to open.,
 
up or release stocks during busy business hours.
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A potent:Lalprbe in selling to retailers, throuhsok!s ~ el 
;as directly through CRS'personne 
rles tdulcation and loss of incentive~~<*
~to stolckists. 
 The stockist, system may,prove an ;excellent way,to tap ilnto the~''rural distribution network. ~if, however, CRS sells direct to many of the<
 

no 
 t
-he
stocistintres inCRSproducts may be decreased. 'At the same,.time~hpkeepers will break t 'heir buying patterns and wait 'for CRS salesmen to deliver.It may be wise for CRS to test~the proposed stockist scheme~before it furtherdevelops its intprnal transport' system. Although GRS vehicles serve 
a Valuable
promotional function, the chief justification seems to be supplying a wide

network of stockists.
 

7 
 In summary, CRS has made and continues 
to make improvements on distribution.
Continual pressures to expand into ever more rural; areas may mitigate ,efforts.
to 
improve selling activities where products are better established.. Accessibility is growing in terms of numbers of new outlets car~ryin~g CRS produicts,'
both in old 
as well as new sales areas. The Gulaf sales network-~is epnig
to more general stores. Reorders by retailers grow at a steady pace'., 
CRS V
continues to experiment with distribution and is'entering a,nejw phaseof,
concentration on smaller wholesalers. 
$<'
 

All these' efforts ~shoul4A help solidify
and refine the CRS operation as the distribution function co'ntinues to mature.' 
.4
 

Promotion, Educati-on and Advertising
 

Promotion and advertising can be viewed as complemnentary efforts to" gain,,,
retailer 'acceptance of and create consumer 'demand for products.~ Developing
a campaign to achieve these goals normally is-co~trac~ed to an delisn
 
agency. As discussed in Section III, p. 81 
 CR~aaeet a'hdt develop'j~
promotional approaches without the benefit of experienced local~advertising,
back up. 
 In the history of social marketing projects, this~is uniqu.e Although~I
quality varies by country, established advertising Iagencies have b'een avai2Labl
elsewhere to assist with this critical marketing-element. In addition',to .;.im<
planning the overall marketing design and ,s'rateies, CRS ~ma'nagem fit '*s''Umndresponsibility for helping develop an adetsn 
aaiiywt~ufce~

competence to help plan CRS campaigns. 
 The present agency, COMMAT, In. 
 a
come a long way in a short time, and appears to be devlpn rito
wimiei
 
several. functions typical of an advertising agen-cy. They have a good cneta
understanding, are conscious of necessary planning 
and ofithe specific tasks_.. ..
required in formulating a campaign. 
 There appear to be weaknesses',in res'earch,7
some creative aspects, and selection/budgeta.1ocation to'appropriate media~and '
 

. . promotional items, 
 In addition COMMAT and CRS-promotional adetsn fot
 are hampered by limited local availability of quality printing and production,. >
facilities for more sophisticated promotionail
decals & film~s. items such as pa.kagig materials,~ 7 i
Often, CRS hasp had 
to goto neighboring countries to obtain
 
quality materials. Mass media TV, ciniema, 'radio, etc1.-
- either are''non-7,
existent or very limited. The one
1 radio station, government.owned 1RadioQ NepaEl,>~i

has barely cooperated with CRS.
1'' It is unclear, however,,'hlowimportant RadioNepal may be 
to CRS.* As a result heavy,1emphasis has been placed onlo'cal 4'promotion, "folk'" media, POP, and promotion.,by CRS personnel (e~g., sampling,loud-speakers, brightly painted vehicles etc.), 
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Retailers have responded well, to CRS promlotional selling- High profit~'~ 
margins,.attractive shop promotion, frequent ORS:visits,,and especially_ 

ash- priz e s-for-dspIay con testshave'- stimulated 7shopkeepers-to-buy nd~' '~ 
opnydisplay product dipnet.Contest~winners proudly showedtemimbr 

Dhaal contest awards althouh,som~e als complained aboit'>not,,winining any prizes. 
The recent 'high sales to retailers resul'ting from' tli first Gulaf contest 
confirms the popularity of contests an'd"bonsiagods amongretailers.'1POPi' 4 Y~ 

materalsae'universally displayed anid appreciatedadisee .ar'lmt 
always readily viil.Teta et oeethat ,these materials shoul1diJ 
be replaced more frequently: dust, insects, and sun-fadinig caunse POPI 
promotion and p'roducts to appear shoddy and otdted This has~added to the.."'"' 
common inpression among retailers and consumers that prodiucts are Itoo old.' 
This perceptioq, however, primarily relates to expired dates printed' n. 

v 	 ~the first packaging materials produced in 1977. New packaging willjnot 
 """ 

carry expiration dates hereafter. Frequient rounds by CRS 4representatives 
are appreciated by retailers. No one said they had 'ever run hor&tof supplies,
and most stated the CRS personnel came. by every three. to five,weeks. ,Lastly,, 

* 	 retailers generally 'are satisfied~ with the profits made, 'eveithough:several,~ 
who had low turnover expressed disappointment4 about slow~sales.'. After,' ''' 
further questioning, it became apparent that the latter caaoym'd:,ams 
no effort to"sell" customers. Retailers withespecially~hg
ataoyhlydealm6 7'"
 
actively promoted sales by talking with customers and recommending CRS-
~products.---------------.-'
 

Consumer promotion and advertising has gone4~th~oughseveral stages..in~-&~
K terms of message, strategy and miedium used.~ Several,,nivatve idea"s~for~ 

Nepal, such as those discussed in Sec. III, p;I re Ibeinlg<tid 4"new 

promotional give-away items produced (keyri'ngs,,smnall cloth pouches~), and 4 s-s
 
4.standard 
 promotional advertisting techniques~use.The lattericue 

radio jingles and other spot ads (prior to' 1982)", posters, bill boards;,'POPJ~.~ 
etc. Message stategy has changed at least' three times as morIeresearch 4 ,, 
yields information on which to base slogansi, Oosters, e'tc,., A"large pRart ''~~1 
of the local operating costs ,inthe 1981-82 contact perioid are allocated to 
advertising (47%); how~ever less than 1% isalloted to miarkting'research. 44~ 

Expenditures in 1981 reflect these budget projctons-56% vs. 1.6%., .The 
last major marnrketing research was' done 'in1980, yet, in spite of.'large' 
advertising'expenses and'planned launch of'>two new, products, little ' '"'"'4 

research has been done since. Research And,planhing~for the two new,

products occurred in late 1981 and early 1982. PackagiigdeJns iserts" 

'"and advertising plans are either completed 'or'underway. Thus',,it appear4 '_
that.ORS has not developed an adequate'research base'f or lancigto 'e, 

important products. The prpmotion and advertising camp'aign developed in~j 
early 1981' has been runinirg for 'ab'ota year, 'but the're"is'no fe'edback on 

"which to evaluate effectiveness of messages or medium. 'With about half' ~-'" 
the local expenses, going to thsarea,'-more~information nipc is 4'~~ 

Sampling of condomns will 4be incr~ed in 1982. A shortage of product':"$ 
and no new USAlD orders' fo~r addition I shipments, however, hasIheld back 4">*~~4 
the massive sampling planined ,to commence In'41981. < " '" 
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MANAGEMENT, 

~ e-p re sent 7CRS -ma nageenWt stuc-ture appears will suited to prboj'ct77j7 
Operations (See Exhibit F 
). The Advisory Committee meets aboutA4or 5v
times a year and for special meetings,, and meetings are.generally.'w'ell . .attended. 
 Advisory Committee members contribute freely and bring:-differing:


j~rperpetivs 
 rtheir respective businessess, govermn d lutary
agency viewpoints. The Advisory Committee chairmanship isaprritlgiven to the Chief of the FP/MCH Project, under whose~policy guideies CRSoperates. 
 Each of the three division heads reportsto the Geea Manager

The WH-S Field Manager has assumed less of 
a daily managemnent role And~serves
more as an advisor. Thle H1MG counterpart cotne 
toatIas liaisor~withx.
FP/MCH. The position of General Manager Is critical to 
the future,,successful

operation of the~CRS project. 
 He is responsible for overall~strategy;
planning and coordination of the different~divisions as well-.as~principle>
liaison with the donor and business sector's.' Thle present Genieral, Manager. mhas been with CRS for sixteen months, duiring which time heassumed increasing. )responsibilities and developed a high level of comnpetency.~ 
 Thje evalufationi

team learned oil May 3 that IPPF hasoffered the CRS General Managerapositionof Regional Coordinator for Nepal and Bangladesh. It appears tlietCRS~will.'
have to seek a replacement inuiediately. The role of Marketiny'Manager,~ apostion which is scheduled to be filled in November 1982, is 
to as~itfth
General Manager in areas related to establishing CRS products in~the market..
Each of the division heads manages daily operations V'Athintei pcfcareas. The Sales Division,,which has the largest st~ff,,handles &stribution,sales promotion and selling activities. The Sales Manage~r has been with'
CRS since 1979. 
 The Manager for Finance and Administration, who formerly~
worked for AID as an accountant, joined CRS in 1977.~
 

The CRS staff has grown substantially, in less than one year.. 
TotaL
staff is twenty five, double that of lastsping.~ CRS has Idone a considerabeamount of in-house training but recognizes the need for adiinl-tann at the mid-managment level. 
 There are tentative plans for moespisiaesales training for Sales Representatives in medical and consumer goods
selling methods. 
 CRS hopes to expose the Sales Manager and the Communic'ac'tions:W
Manager to sales and advertising techniques used by Thai companies.
Finance Manager and one of The........
his support staff ire being locally trained to use
Apple computer.4the On-going training of sales Representativeb is a priority,~In addition to field training by the Sales Manager and at scini 
annual~


conferences, CRS is considering bringing In 
aconsultant for an intensive'2
training session. 
 The team feels plans to give additional training to all
these staff will benefit the pioject by up~erading the skills of the already

-competent 
 CRS staff. 


. . 

The recent loss of the General Mann.ger will affect transition timing.>
CRS plans to advertise and begin interviewing candidates by mid-May-High'

I,.1level, 
 experienced individuals with privatL sector skills An marketing should1
be sought. there is a scarcity of such persons in Nepal and,; 
wIhena avilable,.
they cormnand top salar1ies. 
 The present ceiling o~nCR5 salaries established by
USATID and 11MG gu~idelines, theuncertainty over future CRS ing'titutionail otn
and project, continuation offer little securliy' The seaich'fer 'an te s
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candidate may be time consuming. 
Once found, the necessary training and
testing period will not 
fit within the present WIIS contract period. 
The
team is concerned 
that some mechanism be found 
to extend the contract time.
 

The 1981 consolidation and refinement of the MIS records gives CRS
quicker access to 
sales performance and other information. Sales can be
tracked by sale regions, districts, towns and individual outlets on a
monthly, quarterly and annual basis. 
 Recorders are also available using
the same criteria. 
 Inventories of commodities (packaged and unpackaged),

and of packaging supplies, as 
well as records on equipment and vehicles
 are well maintained. All are 
recorded and tabulated by hand on an as-needed
basis pending arrival 
of the computer. 
 Details on annual expenditures

and budgeting, however, are 
not readily available at CRS. 
 For exanple, CRS
has current 
records on local expenditures. Other expenses, such as for

packaging or promotional materials paid for by WItS 
from the U.S., are sent
to the Field Manager in Nepal in a cumulative project cost report. 
 This
 may be normal 
practice and convenient for the contractor, but it makes
annual 
planning and budgeting difficult. This is especially relevant as
CRS moves to 
total NeialI management. 
 The 1978 AP-!A evaluation team found
similar problems when trying to analyze certain marketing costs and
 
percentage of expenditures on 
various marketing tasks. 
 This team supports
their recommeldation to 
transfer more responsibility for financial matters
 
to CRS.
 

The 
team has reviewed contract requirements, USAID files, and CRS
reports for indicators of contraq 
 compliance by WIS. 
 There appears to
be good management and no significant remiss ions. 
 CRS and WHS seem to
have consc ientious:ly compl ied with contract regulations.
 

The instituticna lization of tho CRS project is a major consideration
 
at this functure. Decisions about tihe 
structure and normal operational

functioning of Lhe body under which CRS management fall s will have a strong
influence on thme 
future of the project. While it is too early 
to predict

how any one organizational ,structure will impact on the Nepal socialmarketing project, experi,_ace from other countries is worth briefly reviewing. Examples from three contries, each with different organizational 
experiences, are relevavt. 

India (1980 population 672.2 mi.l ion) began 
a condom social marketing
program in 1967. 
 Marketing responsiility ftr 
the product, called Nirodh,
was 
placed under the Ministry of Health. A businessman from the private
sector assumed da ily mana gemen t o f the project for the first several years;su :equenly d seri s of govrlmnlit officials have functioned in 
this role.
Nir-odh., which seIlls 
for about 
$ .02 for 3 units 

to 

(1980 price), is distributed
 a wide vartety of ,ut let types by who]esalers and LIt no cost by abom.t adozen major compn ie s (such as Brcoke Bond, Union Carbide, Tata Oi )service to thle (1. 
as a 

After tLmr.u years, 29,590,000 
nit; were distributed to
shops. 
 After almost 10 years of operation (1978-79) -- twelve years post
launch -- 118,000,000 were delivered. 
 'lhis is ony a fuur-fold increa 
 .
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The social marketing project Jn Ghana (1980 Population 11.7 million)
put condoms and OCs on the market in 1979 under AID/W contractor management.
Ghana has a well established marketing infrastructure, and the Field Manager
contracted with reputable, well-qualified advertising and distribution
companies. When contractthe expired in mid-1980, wasmanagement transferredto the government family planning program. Unfortunately while exact salesdata is not available, the project has been virtually defund since 1981. 

The Bangladesh ( 1980 population 90.6 million) project, also 
initiated
under a contractor and funded by AID/W, began selling in December 
1975. It
experienced problems similar to 
those in Nepal. Distribulion was extremely

difficult, and the marketing infrastructure was in the early stages of
development. During the July 1976 - June 1977 period, sales for condoms were 13,800,673 and for OC cycles, 705,076. 
 One year later, condoms sales
had grown almost 200% (to 26,000,000) and OC sales growth was 
over 135%
(to 960,000). By 
1978 when USAID/Dacca assumed responsibility for funding,
the project began transition from expatriate to local management and
planning for newa organizational base. The team understands that now theproject is incorporated as a private, independent Bangladeshi company,
Family Planning Social Marketing Limited (FPSML), with 
 the sanction of the
GOB and technical assistance from the contractor. While current 
 sales dataare not 
available, the project sold 36,000,000 condoms and 800,000 OC cycles

in 1980 and now sells severall new products as well. 

The historical lesson from these and other social marketing projectthat governments, which by nature are more beaurdcratic, 
is 

find that inclusionof such business-oriented projec"s conflict with their normal program and 
management style.
 

UNPLANNED DEVELOPMENT BENEFITS 

The CRS Project has someprovided unplanned development benefits forthe private sector. With the initiation of the CRS Project, the ProjectManagement saw need theth for services of an advertising agency capableof getting across to the general public, in a readily understandable form,messages about CRS product. 
 There was need for creation of communications,
including packaging, display materials, ads in the papers, etc. This kindof advertising agency was 
not in existence in 
 Nepal before the commencement
of the CRS Project. With the development of COMIAT, a model has beendeveloped for others wishing to theenter advertising field and for present
firms engaged in advertising work. 

The implementation of the CRS Project required the creation of anactive promotional salesforce for the distribution and sales of CRS products.This, again, is a new concept for the business sextor. CRS has developedprototype for others to 
a 

follow in actively selling, promoting and distributing.
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The CRS Project is the only major social marketing venture in Nepal.
 
It adds to Nepal's social welfare programs an entirely new dimension by
actually marketing the programs products at subsidized prices for a social
 case. CRS motivates the 
target group to buy contraceptive products in the
hopes that it will be possible to gradually transfer the project into a
completely commercial sales operation. 
The example which CRS has set
be beneficial to 

can
 
social welfare programs desiring to enter into social


marketing of their products and services. CRS has created a system which
 
can be used 
to market other health and development-related goods or 
to serve
 
as 
a model for other organizations.
 

Finally, the CRS Project through its many attractive display materials,

public advertising, and CRS vehicles plying the roads and markets of rural
and urban towns broadcasting product information and distributing samples

has helped desensitise embarrasing feelings associated with contraceptive

methods. 
The evaluation team experienced little difficulty talking 
to
 men and women retailers about Dhaal and Gulaf. 
These developments may be

taken as positive signs for family planning in the future.
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V. RECOMMENDATIONS
 

PRINCIPLE RECOMMENDATION: 
 The Evaluation Team recommends that the
project be continued.
CRS This conclusion is based oncontribution the project is making to HAG. 
the important
 

A significant increase in
new family planning acceptors have been added to 
the HMG family
planning program. 

doms 

CRS sales in 1980-81 accounted for 22% of all conand 
.14% of OCs distributed by Government and the Family Planning
Association of Nepal. 
 In 1981, the equivalent of 16,972 couples, a
36% increase over 
1980, were protected from pregnancy as a result of
CRS efforts. 
The project does not appear to be attracting customers
from either the Government or commercial sector. 
 11MG acceptors have
grown annually alongside both CRS and commercial sales. Thehas accomplished this by 
project

expanding availability of family planningmethods through a new network of outlets, namely medicine and general
stores, in 
over 50 districts in the country. 
All indications are
that 
this network will further expand and that increasing CRS sales
will continue 
to add significant increases in family planning users
to the Government program. 
Through its marketing efforts, CRS not
only has substantially contributed 
to 
1MG family planning efforts,
it has helped strengthen the commercial distribution and advertising
sectors and 
furthered other HMG development goals as well.
 

A. MarketLinjl Research 

The 
team recognizes the problems related to generating marketing
research information in Nepal. 
 Never,heless, many marketing decisions by
CRS would be better supported if more and better research was done.
minor p)art A
of the project budget thus far has been allocated to marketing
research. 
The launch of 
two new products and the maturing sales program
for existing products make this 
a matter of 
some urgency. Research is
suggested for the following areas: 
 effectiveness of instructions in
package inserts 
(both present and planned); product use and typical
consumer profiles; effectiveness of present advertising messages and
mediums; 
retailer knowledge of CRS methods and satisfaction with the
products; informal monitoring of sales by stockists and movement of
products after they leave stockists.
 

RECOMMENDAT TON: CRS should contract for the best availablemarketing research services. 
Generation of 
consumer information
need not be costly and extensive. Small surveys can yield adequate
informatj on for marketing decisions. 

B. Products 

Three areas related to products are identified: Suki-Dhaal'spotential; the need' for a second condom brand; and the nature ofmanufacturer's condom packaging received by CRS from AID.
 

Suki-Dhaal has not been successful product.
by consumers or 

It is not well acceptedretailers. 
 The cost of distributing and selling only one
product in rural areas is unreasonable and detracts attention from selling other CRS products. 

RECOMMENDATION: 
 CRS should sell out 
present supplies of
Suki-Dhaal through the same distribution and sales systemas other CRS products. No new supplies of this product
should be ordered.
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There may be a market for a quality packaged, higher-priced, 52 mm
 
condom. Before any product decisions are made, CRS should investigate
 
the potential for such a product and research the reliability of present
 
informal feedback from retailers that condom "bursting" is a frequent
 
consumer complaint.
 

RECOMMENDATION: CRS should introduce a higher-priced condom
 
in 52 mm size if research demonstrates there is sufficient
 
consumer market and condom breakage is a real problem. This
 
would help help generate more income for the project.
 

USAID needs to order condom commodities as soon as possible. CRS is
 
now using Tahiti borrowed from 11MG as a substitute for the former plain,
 
unbranded manufacturer's wrapping. Apparently such switching has occurred
 
several times during the life of the Dhaal product. -This could have an
 
impact on retailer and consumer perception of product quality . Products
 
should be different from condoms supplied to FP/MCH or other free distribution
 
programs. Also experience with Suki-Dhaal shows consumers and retailers
 
associate quality packaging with quality product. Similar experience from
 
other social marketing projects indicate overpackaging is an important
 
product attribute. Overpackaging represents a relatively small proportion
 
of local CRS expenditures (i.e., exclusive of WI-contract costs); all packaging
 
costs--from consumer packs through shipping cartons--for present and future
 
needs represents less than 8% of expenditures under the 22 month extension
 
period.
 

RECOMMENDATION: AID and CRS should decide on a manufacturer's
 
wrapping which can be suppled to the project on a regular basis and
 
which will connote quality and distinctiveness. The ideal manufacturer's
 
wrapping would be one with the Dhaal brand/logo. If this is provided
 
by AID, overpackaging for multiple units and quality appearance should
 
not be scrificed. USAID orders for CRS should go to AID/W no later
 
than July, 1982 to match AID ordering cycles. 

C. Price
 

CRS plans to iaunch a second OC brand and vaginal foaming tablets
 
shortly; price increases for Gulaf are scheduled for this summer. There
 
has been little research clone by CRS on product pricing. There are a
 
number of unanswerel questions about whether consumer prices established
 
for CRS products are 1) optimal for growth in sales or 2) politically
 
acceptable for a social program.
 

RECOMMENDATION: CRS should study the consumer pricing of
 
all products. The present prices for common consumer goods,
 
inflationary trends, and consumer/retailer surveys should
 
form the basis for decisions.
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D. Distribution
 

Contract objectives and HMG programshave formed the basis for CRS
experiments to move products into ever deeper rural areas of Nepal.
Although there is 
a flow of goods already in demand to 
rural villages,
establishing a market for products not yet in demand in iRccessible areas
is extremely costly and time consuming. As 
a result, consolidating

distribution and improving sales in 
 already established CRS markets
have been sacrificed at times. 
 The project and the HMG family planning
program might benefit 
from CRS concentrating less on 
rural expansion and
 more 
are creating additioial demand in present areas.
 

RECOM ENDATION: CRS should not expand now to areas 
inaccessible
 
by roads or by air. 
The project should concentrate on building
the present market and opening new, more easily reached towns,bazaars, and "weekly" markets. 
The proposed stockist wholesaling
system should be monitored to observe increases in the natural
flow of CRS goods 
to more rural villages.
 

E. Promotion
 

Training programs have been an on-going concern for CRS, and management has and is 
trying to educate retailers about family planning and CRS
products. Nevertheless, retailers in both general and medicine stores do nntseem to 
have an adequate understanding about CRS products. 
 Information
is especially important for Gulaf and twothe new products. As CRSgradually expands these products to general stores, retailer training for

all level of merchants becomes increasingly important.
 

RECOMMENDATION: 
 CRS should refine their plans for retailer

training. Local seminars for owners of medicine shops might

be organized semi-annually. 
 Sales representatives should

regularly talk with a.ll shop owners to determine gaps in
information. Transportable visual or audio materials which
 
can be used for in-shop training should help reinforce verbal
communication. 
 Brief written materials on products can
left with shopkeepers. 

be
 
T'raining and training materials should
 

stress how retailers can 
help overcome 
problems associated
 
with CRS products and not just refer clients to doctors.
 

CRS has consciously stressed local, 
non-mass media promotional
methods suitable to Nepalese society. 
 While this type promotion is
difficult and time consuming, it seems 
to be very appropriate. CRS

should anticipate the possibility that Sales Representatives may dependmore and more on CRS vehicles for promotional activities. This couldgradually mitigate their potential as local spokesmen for CRS and
 
promoters to the community.
 

RECOMMENDATION: 
 CRS should plan for regularizing (and reporting
on) visits by Sales Representativies to local l'anchayat officials 
or other commnity leaders in order to build support for CRSand its products. CRS should consider providing Sales Representative with hand cassette players or other portable attention
getting devices for those times when vehicles are not available, 
as well as for 
 off-road promotion.
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No provision has made in the present contract extension budget for
Kamal or Nilocon promotion/advertising. 
 CRS has used some.monies
originally budgeted for Dhaal and Culaf advertising, but this still is
inadequate to 
launch two new products. Traditionally, advertising
campaigns allocate a large percentage of the budget to product launch for
an initial "blitz". 
 It appears CRS will not have adequate monies to back
up product "sell-in" 
 to retailers with demand creating promotion.
 

RECOMMENDATION: 
 Since ORS was 
 not added to 
the CRS product
line in 1981, 
$65,000 in AID funds remain uncommitted. AID,
USAID and CRS should arrange to use these monies for promotionand advertising to launch Kamal and Culaf early this summer.Part of $65,000 should be reserved to research and monitor 
new product acceptance, especially for Kamal, which is a new 
method for Nepalese consumers. 

The value of brand advertising on Radio Nepal to support CRS productselling is difficult to assess. One of the findings frow an educationalstudy in that baseRadio Nepal's listening audience cuts across all spectrums ofNepalese society. 
 It concluded radio is an effective means of communicating
with illiterate populations. On the average, there is one radio set forevery 80 persons in Nepal. The NRA focus group research done for CRS alsoindicated radio is an effective media. Earlier research, however, concludedthe opposite, at least for brand advertising. Advertising is broadcast"blocks" between 9:30 in - 11:00 am and 9:00 - 11:00 pm when most villagersare not listening. 
This, coupled with Radio Nepal's earlier ban on brand
advertising and recent position that CRS pay foreign rates (4 times higher
than lo-al), raises questions about the utility of stressing the brandadveitising issue with Radio Nepal as a priority issue. 

RECOMMENDATION: CRS and high level 11MG officials should negotiatewith Radio Nepal about broadtasting endorsements of CRS productsby fnfluential Nepali persons, such as entertainers, sportsfigures, and religious leaders during times when villagers 
are
listening. Another approach would be sponsoring a daily entertainmentbroadcast similar, perhaps, to an American "soap-operaW'. At thesame time, CRS and H1MG officials should persue with Radio Nepalthe question of appropriate rate 
charges for spot-ads.
 

CRS Sales Representatives now receive bonuses for sales over and above
established monthly targets. 
 The percent Is the 
same for all products.
This does not appear to provide any incentive to sell any one product
more actively over another. 

RECO INDATION: CRS should explore the possibility ofincreasing or decreasing, the bonus to Sales Representativeson different products. )iffering incentives for products CRSwishes tu e plhasize or deemphasize during different periods

could 
 add an extra stimulus. 
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F. Management
 

CRS provides annual sales data to 
FP/MCH. 
These figures are comparable

to distribution figures reported from 
political regions to FP/MCH. These,
in turn, are compiled for annual reports. CRS sales regions, however, aredifferent. This bemay the reason FP/MCIH has not included CRS sales in its 
condom and OC distribution reports. 

RF.COMME'NDATION: CUS should compile sales data from each of the
seventy-five Nepalese districts and, with the help of its new 
computer, combine districts to correspond with IIMC's 5 develop
ment regions. These should be provided to FP/MCH at the same 
time FP/MCII is gathering distribution figures from CHIPS and 
FPAN. The resulting combined figures will provide a more 
accurate picture the ofof results family planning programs
 
for HM(;.
 

Although officials concerned with H1MG family planning program are quiteaware of the CRS Project, performance and data generated by CRS are not well
knoxn. CRS itreports provides such information to [HMG, but it is not

published or routinely organized to demonstrate overall results.
 

RECOMMEN DATION: CRS should consider printing a newsletter-type
publication with concise, graphic information on a semi-annual 
or annual basis for distribution to H1MG and other relevant 
organizations ai.d individuals. News of usually significant
results still should be cirgulated separately. 

C. Institutionalization 

The CRS project has been preparing for transition from WIIS to localmanagement for almost a year a half.and Major management responsibilities
have been assumed by Nepalese citizens. A legal consultant and USAID Legal
Advisor explored possible alternatives for institutionalization. The CRS
Advisory Committee, USAID and the AiD Regional Legal Advisor all endorsed
the option for a private sector, non-profit company incorporated under local company act 2021. The evaluation team reviewed the planning documents andhad majority concurrence that such a company provides a vehicle for optimal
future project performance. Historical experience from several similar
CRS projects supports the need for autonomous, flexible management of social
marketing programs. Indeed, this has been identified as one of several key
needs for success. 

RECOMMENDATION: A private sector, not-for-profit company
should be incorporated in Nepal for the express purposp of
 
managing the CRS social marketing project. The company

should be formed as soon as possible, and the CRS project
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should begin operating as a new company. 
 There should be
 
sufficient time alloted for management and staff to 
adjust
 
to the new organizational structure. 
A decision from HMG
 
regarding the formation of such a company and transfer of
 
CRS to operate under the 
new legal entity should come,

therefore, no later than September 1, 1982. USAID/N should
 
facilitate this decision by deciding on commitment to 
fund
 
or not fund the CRS project following submission of this
 
evaluation report.
 

H. Contract Extension
 

The imminent departure of the General Manager complicates the timing

of the repatriation of the WUS Field Manager. 
A person skilled in market
ing and business management will have to be oriented to the CRS project,

family planning, and social marketing by 
the Field Manager. Skill in

marketing and private 
sector management techniques is a second key area
 
identified for successful social marketing. It is anticipated that

recruitment of 
a Nepali with these credentials may take some time. Once
 
recruited, there should be sufficient overlap for adequate training and

oversight until the manager assumes full responsibility and all project

staff are working as a smooth operation. 
 In addition, some contingency

should be built-in to allow time for operational maturation under a new

organizational structure 
(the private, not-for-profit company), 
new
 
relationships with HMG & AID, and new senior management.
 

RECOMMENDATION: 
 The present contract should be extended
 
for up to but no more than 9 months, or until August 1, 1983.
 
Discussion should begin immediately with AID/Washington to
 
determine the most feasible method for funding the extension.
 
Most expeditious would been continuation of the present
 
arrangement for 50/50 funding by AID and USAID. 
Part of the
 
extension costs can 
be covered by the sales revenue fund,

which should be close to $40,000 by October 31, 
1981. This
 
requires a letter of agreement with HMG. If AID/Washington,
 
which has expected USAID to 
assuffe full funding responsibility,

has planned for other commitments of central CRS funds, 
 USAID
 
immediately should explore other funding possibilities.
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APPENDIX A
 

The evaluation 
team 	divided into two sub-teams to facilitate wider 
field. 5sr coverag for this evaluation. Prior to 
initiating the fieldsurvey outside of Kathmandu Valley, the 
two sub-teams visited'a numb~er of,
medical and general shops at different locationis 'InKathmandu, Patan and
Bhaktapur to interview Dhlaal 
and Gulaf rtailers on April 13 and 15, 1982.
After completing the survey in Kathmandu Valley, 
one 	team undertook the
~field survey of the eastern sector (April 18- 22) which covered Bi rgunj ,Lahan, Mirchalgy, Janatpur, Biratnagar Mnd en route; thle other team undertook 	 thle field survey of the western sector (April 18  22) which covered
Mugling, Gorkha, Bharatpur, Aruna Khola, 
 Bhairawa, Butwal, Tansen, Walling,
Pokhara and Dumre and en 
route. Altogether the 
teams visited 91 medical
shops and 79 general shops in and out of Kathmandu Valley. 
 .. 

The 	questions asked retailers were: 
 1) How long have you been
selling the 
CRS products? 2) Have your 	sales been increasing over
years? 3) How 	 tile . many 	 dispensers of Ihaal/Gulaf have you 	 been selling onavarage per month? 4) Ilav you received any trai lgtstructionD.nal/Gulaf from 	 on .CRS or otcner places? 5) Has the CRS Sales Representative 	been supplying you with Dhaal/Gulaf on a regular basis? 6) Haveyou 	 ever been 	 out of supply of Dhaal/Gulaf? 7) Whlo are the product consumers,.of which sex-and age group? 8)' Do you provide 'instruction to buyers?9) Do buyers complaitn about CIZS products? 10).Gulaf, do you advise them on 	
if "they complain aboutswitching to Dihaal for their partners?
11). 	 If not, what .do' you recommend? 12) How do you feel about the pricing
of the CR5 products?
 

The 	 general flnding of:the survey Is as follows: All retailershappy with 	 areDhaal sale because their' sales are increasing, but they are notas happy withiGulaf be'ca'use sales are 'increasing moresale seemed, to vary according to location'of the shop 
slowly. Dhlaal. 

and population, butbut 'mst Shops .rceported that their aeo Dalhsbe increasingsteadly despite the fact thatcnom . the ...Government' through 	 r 
,
being ThealthePosts/cdistribfey :,by.'given 	 ' :"was 'that the heal th Posts/c1inics/hospjitals were 	 not In accessibleareas in most cases. '1ven II places"where they were,

did 	 those peopl w o
benreplyingnot want toon take the trouble of 'watng or annearby: coimecal ul 	 ng tIn dweriing questions h-adbeen 	replying on:narby:c,,mvetal 'outl e 
strata, upper, middle and lower, aged 20 

ts. Buyers, mostly males, included all 
expatriateswere 'reported to" have bought 

- 50 years. Very occasionally, 
aa.. The failure of Dhaal .s
 

LI contraceptive device was occisionally reported by the retailers
complaint by buyers. 	 as a
 
'One 
 retailer from Corkha reported that of 175 Dlinal
users querriad by him nbout tile Dhaas "breakage" problem, 35 responded


this 	had been a problem.'
 

Suki-Dhaa. had' not been found 
 to be -apopular product. Some retailersfelt 	the unpopularity of Sukl.-Dhaal. couild be due 	 to uimpressive packaging,or the consumers' reluctance to buy "something made' in Nepal", even though"Made in USA" is cleairly
In 	

printed InI the package., A great~majoritzy of retailerslarger towns not' even aboutdid know the existencer, Suki'-Dhaal. 
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hav a:)ny (training in par 
 macy. Abuafo.t 
 e r t i e s n e v e e
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The teams also intervIewed the CHS den lers and Sales Representati1ves
during the field survey. The impression from interviews is that: a) thed dealers d not sUe- to have "done any sales promotion activities in their 
areas; b) the Sales Representatives go to retailers to check their supply
level and take orders and are the onlyspersonsanproaching-..iieenh wslops-to, 
persuade tpie-il. -products. The impression :from Sales Representa
tive was that they generally were happy with their jobs but felt a fewimprovements such as "peons" to help carry products, a sleeping bag for an
overnight trip and a "provident" (retirement) fund would be helpful. 

A list of medical/general shops visited by the 
teams along with
 
their locations follows:
 

Location 
 Medicine Shops General Shops 
Kathmandu 14 10 
Patan 
 11 

Bhaktapur 2 4 

5 

Thimi (between Kathmandu & Bhaktapur) 1 

Eastern Sector
 
Hetauda 7 -
Birgunj 9 2
Lahan 5 2 
Mirchaiya 
 . 2•lJ an tr - 9 -

BI ratnagar 
 8
 
I-ll route 

4 

Western Sector 
Mugling. 1 6 
Corkha 2 1Bhara tpur 6, 3/4 Panshops
Artna Khola (small Terai) 1 

Bhairawa (trade town 8 miles from 

2 
border) 3 2/1 Panshops

Butwal (hill town) 4 
Tansen (hill town serving villages) 1 

2
5 

Small Bazar outside Tansen -

Walling (small town between Tansen & Pokhara) - 2 
Pokhara Central (Nepali & Foreign) 2 5 

Buggar (old market) 1 -
Affluent Area (India & Nepali) 1 2/1 Stockist
 
Bus stop 4 
Near Power Station (outskirt town) 1 2
 
Across Hospital 2 

Duinre (medium-size between I'okiara -

Ka thmandu) 
 7
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APPENDIX 1B
 

Fanri Plannitn Assoc iat ion f N al
 

FI'AN, founded in 195', has 
 a Central off ice in Kathmandu and .15

Branche s (Horang, Suns:ri , )hanknta, Sap;LpL ri , Dhanushn, Chi Lw;mn, Kaski,

Vall]ey Bran.'h (lKat hmallIdu, I' Ian ind Bl;l.:iktkiptur) , Bag,, Iung,, K.nc hanpur, hot i
 
D)ang, Sur le t , Banke and K'vre).
 

l':;Icl !r;n , area ha;: I Off ice rosponsihle for 

1) T & E cnmipaigns & service delivery, and 

2) arranging mobile camps 

1 Voluntary Mhil ['t ion Program (for steriliza
t [ in) 

I IntegraLed H'/Smali F,armer Ievelopment Project 

Key personnel in implementation & coord ation ,f branches activItles are: 

Senior Office As .-;istnnt assisted hv I peon ann 
2 muot ivators. 

Motivat.otrs lr.' givin I week training for Lihe 
first Limp & 3-5 davs refresher training 
every year. 

FPAN has a total of 156 Mot ivators 

50 Pa ranted i]cal s 

3 Full-time l)octorai 

1,/5 I)oct os per ster ili [za tion camp under contra t. 

FPAN llderLaIus tlhe following aei vitilus: 

Multi - Media 

bO() copies of" quarturly iournal 'Niyojan' published and distributedto target pro:np. Ni,''jan Reader Survey (1980) reveals 207 of respondents were 
loi va ted for1 t 'iii 'acepl ion hv it. 
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Radio Program. 

Twice a week 1.5 
minute radio programme and 4 spot announcements of
 
seconds each are aired daily in the commercial service of Radio Nepal.


These transift-f aily'jilaniiing -messages ''to radio istener"Is. 

Youth Project
 

Objective is a) mobilization of youth through providing education for
creation of awareness about the necessity of family planning and 
 b) integra
tion of programs with other agencies/organizations 
leading to acceptance of

family planning methods. Activities include: 
 Family planning orientation
 
to house wives; population education classes in high schools; symposia and
high school debates on family planning; suitable folk medias; health educa
tion and sanitation programmes; and group discussion, film shows, 
etc. on
 
basic health.
 

I & E Campaign
 

I & E program is intended 
to increase the number of sterilization
 
cases in branch offices. Activities include: 
 week long training to increase
efficiency of motivators; group discussion & mass meetings; 
film shows; and
 
exhibitions.
 

The 1.980 FPAN contribution to national sterilization cases is reported

to have exceeded 20% of all sterilizations and in 
1981 total cases of FPAN
 
sterilization is reported to 
have been 3909 (it is expected these cases

will equal 
or exceed the 1980 contribution).
 

Integrated FP/Small Farmers Development Project
 

This is an experimental project run 
in 15 village panchayats of 15

branch offices to mobilize group leaders in family planning. Activities

include: home visits to 
]Larn about family planning methods used by

acceptors; organizing mobile clinics to provide basic health treatment;
 
and organizing healths and family planning meetings.
 

Boudha - Bahunepati Family Welfare Project 

Operates In 33 panchayats In Sindhu Palcliowk and Kavre DlistrLcts, for a
 
population of approximately 1.60,000. 

integrate" program to arouse conscLousness among local people about
long-term benefits of a planned family throughI integrated strategies
based on mobilization of local human and material resources for their own
becterment. Actlvitles include: family planning services to continuing

and new acceptors; 
 recruit new acceptors; produce and distribute tree

sapplings; 
sow grass seeds: demonstration production on 
sheep and goat
 

a. 
 a, ... 
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husbandry; primary treatment 
(e.g., liverfluke) for 
sheep; nursery development and horticulture farming to 
farmers; and basic health treatment to
 
people. 

Integrated Family, Planning/Parasite Control Project
 

Serves a p.pulation of 51,000 in 3 wards in Bhaktapur and 3 village

panchayats in Panchakhal. Objective is for a) parasite program to 
serve as
an entry point for enrollment of family planning acceptors, b) arouse public

awareness on need 
to maintain health care 
and e) adopt contraception for
 
persona] well being. 
Activities include: administration of combatrine to
school children of 2 primary schools in Bhaktapur; provisions of family
services and follow-up services for family planning acceptors and parasite

control. activities; conduct laboratory tests of stools; organize film shows,
group discussions and orientation program on parasite control; 
construct
 
public latrines and subsidize local efforts etc.
for their construction, 

R. A. 1. Center (Kathmandu) 

The objective is to establish better facilities to conduct female
sterilization, which is gaining increasing popularity in Nepal, through
effective maintenance of equipment. Repair & Maintenance Center activities

include' develop an inventory of association equipment; repair and maintain 
publicly 
donated endoscopic equipment, generators and projectors; conduct
visits for smooth functioning of regular and camp activities; organize

training of aux-il.lary technicians and para-medics.
 

Central Clinic (Kathmandu) 

Caters to needs of couples design to plan their family. 
Activities

include: 
 male and female sterilization; consultation; recanalization;
 
pregnancy tests and analyse semen, follow-up of persons sterilized; 
blood, urine and stool tests, etc.
 

Voluntary SterilIzation Services 

IPAVS-sponsored program to provide male and femal 
 sterilization in
clin[c and camps situations. Other activities include: training of doctors
and paramedics in sterilization procedures; follow-up of acceptors; provision

of 
basic health treatments; mobilization of satisfied clients for enhancing
 
acceptance, etc.
 

Famlly Planning Service in Industrial Sectors (Kathmandu Valley & outside)
 

Provides contraceptive services & follow-up to workers factory

at 
health & family planning depots in selected industrial estates.
 

Sopulation_Education (Kathmandu Valley)
 

Services of short-term training/ortentatlon programmes to different
 
sections of society, e.g., 
students, housewives, young men and women, etc. 
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M'-LL tinagye,lt. II£y I Lpmtflt 

TrAining/,I ntial fn ive personnel.-ur hr(h execut 
hatI iu .tis )olTLfl('( ' a fe chback is';m,Iv 'tr, . impon"OvI mlechal 
UValu ti,)nlf or In iIv p lnnin ' program al i'l tf11lein ts. 

tII1Id.' a (I .-t'pl ics provided by iPAVS, I"PIA, JOICEP, 
198. Lx tlll n I $ !4I, 59h 

.Cinc.r,("e pt i vy.e:; _i.s-t.bt _ ''('._c'.i t Lu Ac d r_, 

C()XIlnors i i ,)c,(9 601,728
 

()r:aI (cy I ) 23,685 

Vaia lablvtv (p jus..) 30,200 

IIIDS (pieces) 67 

I)upu-Irovern (vials) 223 

Vna in;,l .)ully (t~uibeu ) 440 

Vaginal Foam (vans) 745 

AIPENDIX B 

ThLs program
 

s upervision, :nd 

IFRP and IPPF. 



-- -
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NyP .Red (:-s
 

ram i 
Iy p l;Inn iing il:" t iv it a,tildt ha ! i eliaIt i car(p ( i mmni iza t: i on , T[
detct ion, Ieprosy hd ctiion) sLarld 2 years ago.
 

Itis tri 't s co v rd include.: 20 panvlit:i in
21) Va Syang j a I)i_;tri - t Covet-ing
 
a Itta I lp iilata t ot l M0,795 includi op 7 ,1/I ma r rie.'d 
 couplts. 

20 janchiiliavats in (]litwai I)istrict coverin!g a total pop"l atLion of 
I ,(5,438. 

NRC fild office district has: 	 .4 Supervisors
 

.1 Store keeper
 

.1 Administrative officer and
 

.2 M"at ia or:;.
 

The notivatrs, seletted from the 
lo('il area are provided trainingbefore tey und.rt Lake tiht job of vount etr mel ivai rs. They receive Rs.75/
durin tne,_ir tra inin g piriod and :re Hs,. 200/- per month thiereafter. Theyar, 'I s paid R'. /- B; ste r, I i:I tion c.mtp, to t'I t ersoin liroughtl bythen Ifii 'I riliza;ut 1i" . Ile liotival or has Ii iot ivati' 22 pt'rsins 	each 
I'i, HItt t i :'.it I t l 1-,1d . ri' 111; fil t tlrl ii'p t i i '; . 

' ri:imi v ,.u'',l I . l"' t*l pr:,, 	 ram i!;;stl rilization(,lll~ 'npl~l, 	 while lhe; i.; :mol Ivl Jiny' 1,,,n ld , for M P; Of- t(I l lil 'pt WvS. In.add it ion , l i, lh ', }; l 11.1:; ,1 l: i h -at',li ,l ', C'ollpo)let~ . I(letn t 1f -d 
CiSC'S;, iiII.I,.,mlVlaVn and ],'pro;y, ir rfel'rrd to approplriate offices 
in tt e dit:r i t. 

FiPIA pr)o i It-; till' ftutni and NI'C prvide,; org~nl izational Support, training,
basic medic ,ine milkand pIoWiAL"1 folr the lror,im support..
 

FPIIA contri utLiii 
 vear I RS. 400,000 $ 	30,534 

year 2 Rs. 500, 000 $ 38,168 

S.....Is_._._ _ .(. n_. i98 	0rJ_ ,L_) May 14, 1981) 

(M!i. rt cpt iC, tM hodV It A(cptrs
 

P11 I; 
 4143 couples 
(Co dostu' 2352 couples
I UI),- 12 
Va Sic-t' Ii ' rei erral s 	 517 
Lap roscoliV 
 283
 
IinI - I ait r stcopy 0
 

http:S.....Is


-----------------------------
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Mothers' CLub
 

Mothers' Club activity 
 in family planning started two years ago. Ofthe 32 mtemler group, 20 have some family planning activities. These are: 

4 in K;RatLh an l', )
 
5 in M"rang )

I in ,lMakwatpur ) withou t family 
planning component 
I in Kavre ) 

5 in kIang, )
 
5 in lal irpur )

5 in l:,iski ) with family planning component
 
5 in lql eIpur )
 

32
 

Each MothUrs' C(:uh office in Itang, Lal i tpur, Kask i and Bhojpur has: 

I W(man mot) It vator 
1 club organizer 
I di s ric t sllp.rvist1 -

MtiVarti ; re, prvidc.,L 1) days' Irainingcontran;cel tiv'; and side ufl-ct.,nt rit:ion, in family planning, use ofvhild care and literacy. Actual 
,htlIir; ' C:luh :ut ivitv fauin il v planiing, in 'Iudes' r'" only not healthservices. Thev ricei Ve k. 20/- per d.,v during training periodarnd !\s. I()()/- I'(-? in1th Lhtt ,llaft, r. l)uring the first year, t-lie motivator
Ims t m,,ivatr 8(0 pe.rsons. f-,r; ui>;ninig a family p1ll1 ing method, and during
tie second v',r'r , sQi l .s tochave 'n t inuing acceptors of 80 plus new
 
Il ic[t o r; ofi 60.
 

FI'IA provide; funrids. Pills & condoms pre.ided by FP/MCll, FPAN & FP1A. 

1982 budget f ir f[amily pl anting component is; Rs. 6 l;akhs, $ 45,802 

last var'.s (h mon tn ,- une 1QTh -t)cpmnbtr 1981) Ljjajcen ips men ts 

!'ill. di.str ited (eve.I es) 5 5345, /i
Cond ms; d intribut d (unit s) 338,644 
Ste r i Iizat in (mum1&~women)* ~ 244~ 

Pills , (:iird,,m ,Ncuetmpt rs 7500 
Pills Cotdn n dre. ou t s 1476 
Contlnuing 6024 (pills = 4663; 

cendoms = 1361) 

* Sterilizatioen service provided by sLeril ization camps conduc ted In
 
d ist ri cts from Ltite to t m, hv FP'/"CI and :I'AN. 

-6-
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'o.utlh _(:1 tbs _IP ( 

Family planning act ivities started 2 years ago through 12 youth clubs. 
Clubs are I ,attL.d in lKatlinandti, Bhaktlpur, l)hilikhel, Narayangarh, Nuwa
ko, Butwal, INOWkha, Bhara, l)amak &\.JaIleswar. 

Membersh ips in intldividual L7 uibs = ') I ( 

.ICentral office Staff Project Director
 
I 'rogramii Officur
 
4 Supurvisors
 
I AccountanL 
'2Pt'ons 

I Typ is 

Motivation for nbmhcrs is part [icpation in games, seminars, etc. 
Members are primarily men &,womtn "olutr.
or. 

Fundsi rtuct iv ,d frm , .PIA. Commod ities (pills & condoms) From FP/MC! 
& FPAN. 

Annui I blldgt, t is R: 300 , 00, $ 22, W . 

"im i I ' U A,',,,l ,I i;li men ts 1981 

Pills ('v Ilo ) 2,221
 
CoHLAiid :; (un it S) 104,702
 

(wV~ ri 201
y rrS'
:Lpor .;c' Ip 306
 

ainil
p
I 43
 

* Throuh,I canmps orgaized by I"'/MCII & FR\.N from time to time In locations 
of clu)'s area of rsloInsibi 1 it.. 
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APPENDIX C
 

A lBraof Progont~itirou 

Advortising Cnmpnaj,~ o 

INepal Conr."icoptive RettailTi3 Projoc- .1 

40 

fl I It 

0* 

'Cmiw 11! 

Aprl 12, *.1 



[ -... ~~~V. . T is- INI.. :i P . .c . . . .. , r,Z*Lllg 

for devolopment support conr unication in.. T ih. do of llpol. 

CQITAT is bcsicljly a creative 
wide variety of invor-t ewntuClly 

n-1 r 
]-co}jtj 

DuLtoriented 

' ., 

organi..:iticn... th 

*t of the country. 

CO'MAT INC. ha. the pr:vilcdgo 'X pzrov .ir'iun ii full scalfe !,[crting 
ser;iaes to Nepal Contracmrvivo Rot.il:].., Projoct (Nopal CfU Project) 

f rom January 19.0,. 

COP.MAT I2C is associat.d ui,l wourkn clo ,y with JHommitt P,!dia, 
New Dolhi, with a private m,.dia group in IJinlok rnod with Woodld3 
Institute in Wort Verginin, U.S.A. 

COM-AT was awarded 1M-3 Misme~wi' ::norill Cl'nlilro Tropiy by the 
12t, Asian Advertising Congroos hld in Sir-,qore for launching succonsful 
advertiing cwnpnipn for ITepal crs Projocet i.n SlcptAmbor 19 .11. 

While developing dvartizing ciur'pai i for Nepal CflfS Project, CO-AT 
TVIC had the pleasure of introducing mmy iminovative ard creative programs. 

Desides CRS Projoct CCIflAT IC i!- curroptly world.ng with tho 
Association of Nepalese Creativo Writers in their progranm developmont. 
COJIIVAT INC prepared a mnster advertising plan for Anchoria milk product 
in 1980. More rocontly CO~!MAT BIC has been asked to formulate a 
Development Support Comminication Plai for a Cottage Industry Pltant 
fmdmd by the World Bwik. 

COMAT prefers to work with limited mrnhor of clftnts at a given 
time f or the sake of' quali'y and maintnini, prcofo.,Iionsl iitandard. 

K
 



Of the totbal advortising nl1ln of ' ", .T"ijor ooncentration { rals
 
in consuir idvertisinW 
 task.-; followed 1," '.Klr~s Promotion and Echcrti niml
 
Task~i. As,,:h)tnncir-l tVask va jlsoc t*(,)j~iil' 
 lo~eAs1f.r) !dvortisnr4 m:r f orii& 
in 19,'11. Ti was fur .hpr rooc-ot~c wf~t(' ~r LdtN.rketIj !(c~se~ch

done 'Nationtu2 Re'scLirch 
 A i.tz(!) rCv203ya13 hl 

developing advertioin, iunteri~g the Cu>,,j--)t ~'~r~~:igplan h~is triken into 
consiideration the rogionol 2njuig vari:!tor~ n t'rcjsh~ee 
applicable, and appropriate. 

MATgTA11lET)F1o:LP"'T7, 

Any, sinrgla advertisi--. mfx',orial (env' riton isto(d of oortrtin 
nu-ibor of' it lio~ wn':e~~ho'oro 'or fi rr'ltcI n 

(a) Pr'nin !,torminv rn-n i, (1unt 1. .r;,.... 11 v {~w~~ 

0..u'~ the q11iT11. I " 

(c ~~lrtQt~'~ipn1 then doiwm 1,,qi;i!1e .i tjitCc 

(d )Proto3t~inf of ,torinls im ri'ne irviir-m1)cbl wJith tho E'-tt-in~'d 
target imiinco. P-Ptoit :1;3 uul.1y cmr; i.&,( out in etual. f'iell 

!3 : ist i n . t'in d ,,) of ! n1 t ,;'urp nr . 

- ;c~m-)rnh(tieront 

)'he dt4ta ~;t~'Kin thec fjo4d tJ. th-j apreotmvmAv~t report is 
written 1jinin is submitted to tho3 clienit. 



N on-~v liability of coritrncopLive a-! look of awarenes. oro other~ serious 

coflc rrs of thq nn&A~rvison-ch In 'Hor1v ~Ontt wi bh thnA3: two Timitui

pro-.l(~I qra 

displb ye close to tho shup5 A=cc 03 1ru' now~ nri s;old. 

an' Andvii11 Viaot Murt~.Lffin W C)ti onn! To'tarinin nco' 

DMP A T 

AHS Project ountributr~ 2?2 porcernt &i Lotil c moofcondoi 14 

percent of' oru1 lullsi thrmyl-h its =writin~ L~ i~n tho kinr-' of ~p1 

llcns. nC mus:ive Wort.iiq; icy! rn''r-wh*ri c riarn 'i 1v 1 ractly 

contriut-ing- to !"rvz ; w -IM A'~O .. 'l: .fllhtr :2 - : -r-1 hrd 

wonen kn:ow Q, om.. of L.u eIntravo! 07 v 'In K o, hao'vor,-eN AVI 

i1s pren~i yipv''jol %, P w4wto'1tl Aih(G iv1n'' . uivey :no Co~tLecptivo 

Prvi M U'.' o loth Alchto thL:V1 v- q-no: A, on. hDi,:h OA ;p-cnt :a-1.d 

more thanr 50O poivanLt oIj!l<e couple Inq uniof~ t tho n' ItCr ciept ivo dvcO'J.C(J 

The rFvelmvnae is / t -v wnzi3V 3 ivwcurV. i: 1976.rnh" 70 J liflI ' Lli 

Bernivuse ca'Anrannnd ou~letn nod2 v" 1v rro.;ntioxvrl Averf-I:t~ materials, 

Contrac ep iv 

1979 056,1 VOW1 ~* 

1980 1,071,07' 

1981 1 03'O 77 

(up 
198;2 
to Ar.if 

44,)"
'/o 

9,22( 



I,;OBJECTIVE OF THE CAMP AIGN 

Tho tr jrc+eAve or' thto ~'~ ~i 13v:-i~~to crit 
~demand, for CR.SLI product:, ti thi e x sre ':r~t 

Tho iwmediato ohioctive i,, Lo Thoa u. etvt ('ndligiblo moll
wiomon fo btuy and u.'ge cointracopfjve o r; irjr:ct,' by "npEIL CRS Projeoct 

~ Iundor thin brandrneae.
 

DUA Chield) LubricntiA,,co.l~orad 
 higii t cwd~ .,for m~en. 

5S,TX-D!14AL (25 puirni fIld q i roiiciIpld '~i~-h.q 

for, 1141n
 

OtfLdF (Hoe) Fail 
 Plnning o3%0. pills f'r .''c
 

It h-ls 
 boon plniumtno to introdiieco tvot v o'PIJ!: ~ norj~~ uuo 

KAKIL (Lt)A warin v Lnla t~tbiIot )7r
 

NIOA A low do~io oral.T) f tInin
 

Tho ntdvertising Canpajj J.ior MEi Pro,.i~ of": ouro:t hti:;ic
components. 

(a ) Coprwir Advcrti inj., Ursk. 

(0) Salos Ppoinotioi) took. 

(d) Product ILaurnch tahI.
 

In 6rder t~o moot tI)O oj'y 
 fto ~ a~icw~ cadopted ~I m~Uiti-.odia npIpro rzinp-i v froll ~'itdMoclin lJ ko AdFiltnj to ni traditional folk inolin J:Lik, foi.,l'l"rI 'j dna" 

fol dam4: 



A>V :fE ? .- . . . , t-.. . 

f IA STRATEGY 

...

- - - ~ In~oert o-irW outt 6i0 i'bbj a rr1s for CRS products, htol 
Reosenroh Associates made attemptan to tout difforont messages with difforont 
appeals in their market roseerch. The v.sualnI as we.U as the messnaes were 
developed by CO1,1AT in consultation with CRS Project. The messages were 
pretested in discussion groups of both ma.e alnd female snporately. The 
testing was done by trained moderators and recicrder3. The following 
conclusions were dra. by lTRA in trms or n:u s ;ge comprehension. 

10 1.Educational appeal (F. P. for the cause of children'sn eduoation) vas 
most understood and likod by men both in Tarni uid Hill. As,a result 
of which the visual ns well as the mess:-gn for Dhan is 'built around 
the educational appeal. "Father practicing -awnily planning can 
provide good education to the children" is tulopted in fin Poster. 
A pnpnr poster of the simo kind is produced for 'lMrni ns well. 

2. "Better household znanagment" waa the othrr concept., associated wr. th
family planning and loss member of children by the women of both Tarsi
 
and Hill. "The smllor the family, the [otter is the hou.ehold" type 

of message is incorporated in Gulaf Positors. 

3. Wm,.ational Postr for Gui.af with tijcsr o ver. close to "Take one 
tablet a day, without missing any day" wi.; purposoful. y desiffned to 

,educ'ate wommi to contirne Gulaf every dy. The message proved to be 
very comprehensive tmong women respondonts. COX$1AT INC then adopted
this theme and incorporated in many media like poster, newspaper ad
 
and radio drama.,
 

The inaxket resonrch ttls'o revealsh the fact -that there are izorly rumnours 
nburb Oulaf oral pill, however it is norot, ..),Qiibicto contrract rintiourou in a 
single medium. Anti rumour mossages r,'Q thoro'oro btwilt in tdio rv,r ra . . 
newspaper ad, newspaper articles and rndio cd .'1:otitrf prowrr. 



.. Advertising Tasks, Number COMMAT Budget, and Percent 

Allocated to Tasks for 1981 - 82 

Type of Task 

Consumer Advertising Task 

Sales Promotion Tasks 

Educational Teasks 

To tai 

No. of Tasks 

14 

12 

3 

29 

Budget 

$51,000 

63,000 

6,000 

$120,000 

JBudget 

42.4 

5P.11 

5.0 

1o 

..... .... i:)
." i)ii.
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APPENrDIX D 

OIPflAAILPLAI 'c)m INYI "TUVIupOJAI,;ATD]--1.! 

Ot ilrnr ,Tifor the Inst'tution 

Tie basic crit, r a f'irnl: hIc- Lotii',l lnwyer ('or the 
evaluation of 1it r(',(vant Lef ,A provisions relating to the fi've 
possibilities Ifl~lcde 

A. 	 The irstitutio i shliuld be alfe to make and Fipply its 
own rules and re!fulAit4ions, hire, appoint, and din
charge its employees from within the Projfect itself 
without e -ternji interItrenee. 

B. 	 Thie institution ,,houl(j be ;et up to thalt. the Chief
of the Nepa] jP!M] Troject and Mm istry of' Health 
wil]. he able to reiu~ar ro]icy inputs 
the 	 institullon. 

oovide for 

C. 	 The irstitution should also provide fcr somne
 
inputs fro-m the donor agencies.
 

D. 	 The irititution should maintain it.. sabiryown 
scale without specific reference to 11W's salary
scal,, and have its 7wn wttge and benefit oLicies
inciudin/, incentives emnloo,,,sfor for motivating. 

The institution should u,4erate Its usiness with 
the privatte sector with complete froedom to 
implemeint ] ts; programs once2 approved by the Exar . 

F. 	 The i nstitution sIouid be able to receive funds 
from UATI) or other donors (dom'stic or foreign;
and 1e ;], to use them to pay program costs. 

G. 	 Thle iustitution shoula be ale to worh openly and 
full within the private sector community (,,shops,
wholesa].erF etc) vhere its major program is conducted. 

11. 	 Thle inrstitution should be ,bltv to receive revenues 
from the sales of CkS Products and use them for 
program expenses. 

1. 	The institution should be free to pay cash incentives 
to its personnel to increase the effectiveness of 
the 	program. 

]_/ 	Taken from Sept 10, 1981 Draft,
 



Structure Endorsed b CyS Advisor:, Comm itte.e, USAIL 
Submitted to F'/MCH .Novemiber .1981 

Recom endtion: 'tle Nepa. CfA;', ro 5hik ld becoine raot 	 non-profit 

Private Comp, ny on November 1., 1.98.' 
'11j. 	 Nepal. C]": , 1roJs Ct h sueessul.y prow, its viability 

in Nepal by its non-profit social nmrkcting temporary contra.F 

ceptives through the priv..te coinmercia]. sector. When the U"8AID
funded ront.roct with Westinhouiv Health Qyatums -nds on
OctoL'.r 3L, 1462, where should the CM3 program go? Zhere shouc? 
it hre institutiual izcd? 

-hp 	f(,llowjnc; sun stantiation in prvijed for 	 the ,rimary
recom,,ndation: that Nepal. F-roject bethe CS should insti.tu
tionalize] as a ;rivate, non-profit compaky in the commercial 
sector with regular policy input nnd offi'cial sup4 ort. from His 
Majesty's Government (HMA) includi-nm the Nepal WQ/MCH Project. 

1. 	 The ,rimrry nnd central CW activiti', are within the 
prtvate commercial sector, i.e. mnrketing coritraceptlve
products to the pub]ic t;rough shopkeeppr.. 

P. 	Th,. ,'P: niF e,,ment rnd stalf nembers ar, the keys to 
continuirng :;uccess. present staff ha:sThe come from 
the private aectr; their prpvious experiences and 
talents hWve been further developed at CRS and they 
are ,onsiaerrd essential for continuing the program0 

.If the project should be transferred to leome a 
() 'ver.,nrent cperation, tLhie;e personnel. any or may not 

be nbl or :iii ng to g t appointments within the 
fra'mn..,ork of thr Civil Services Abt's rules and 
regulations. Apart from that, t.he,: project, under 
Fovrrnmnrb.cohro., may ni. le aLpe to prc''djt
,a'fi,,i.,'rn in ,Litives to, the , lo, o-''" nd till. 

rz'. t. ',or,'f iC n ,poL rp 'or'r'rncs Pr;,b them. 
W'r1 ': h rrursLr it[ia on en h worhbL no incentiven 

an; P 'riv, te company. 

3. 	 'Tnc prirury MrLiv,,tion to shopkeeprs for ;;tockinkg CRS 
prcdIucts has betn Lt;ivre: ,; the s,;,coidnr m Livation 
} U.e e t( nnsi t, the fnmiLy plinni.iL :'rc n!. The 
pri~mry mode of s ei'' crv 'Ic ivery by 2b,2i th:rougfh 
priwvnq Nt, usines-: Wi;hleeor and CIA serve. th( 
nat, onnt f1,,sily pi-n:nin, .rogram, it i:: t l-_f:r, rI tyy 9i.hiusi n'm:s , i:ort- Vrr- - Y ,t. ,;1n.ri~vnt. CR' sheik be In t pri"vite sect~cr. 

/tI 

http:plinni.iL
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h. CR hna gainedl f,-nrm 11W sponsoring and supporting the 
program 	hut both }M1 and CRS have sometimes shown 
considcrb).e differences in approaching issues. Each 
hais 1een justified in takin, its ptirticular approach, 
bit somuetilmes the difference can disturb normal. opera
tions . Th- main difference i.: that one is prirnarily 
vgovernmt,:nt (fur social good) and the other is primarily
btwsness - albeit for social good. To CR8, an optitum
level. would bc Ii,-re I4' provides policy guidance and 
open, official support and CBS enployn the policy to 
run the progran, for the b,,nefit of all -- to reduce tne 
population growth rte. 

Consi .r,ti or _jard rig 	 A CRS Privatc Non-Profit Company 

1. 	 Proposed Nan'e of Nepal CRC Company Pvt. Ltd. or 
the 	 Instltution Nepal. Centraceptive Social Marketing
 

Comps:Dy Pvt. Ltd.
 

2. 	 Relevant io,:t Company Act 2021. 

3. 	 Proposed t.rrangeirient T"haro: capita]. and its division. 
(Finane.al) 1. Less than 50 ercent (i.e. 1 to 49 percent) 

to H113 Nlepal.
2. 	 BPlfnce to private sector. 
3. 	 Major contribution by USAI.' i.nd/or 

other donors. 

h. 	 Organization and 1. Special Advisory Board. 
Appointment 2. eneral body of shareholders 

3. 	 Board of' Directors
4. 	 General Manager'appointed by the Board. 

Initial 	appointment by joint agreement
 
of Nepal 
FP/MCH and USAI II/Nkpal. 

5. 	 Other personncl appoint(-d by the General 
Mannger with B1oard approval.

6. 	 111,10 would have two seats on the JBovrd 
(see chart) 

7. 	 Jf desired, I114; might have fY .l time 
policy representative in the vo.-Tpany. 

5. 	 Legal Implications No problem except that this has to be 
non-profit making business undiertaking 
(Social 	 I/Arketing); i.e., usua.ly private 
companies are for profit. 

http:Finane.al
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o. 	 Prospect for meeting Maximum in terms of internal autonomy and 
set criteria ability 	to operate freely within the
 

private sector.
 

7. 	 Policy Questions 1. will the goverrinent like to participate
 
as a minorlty Investor?
 

2. 	 will the government agree that foreign
assistance funds may support this private 
non-profit company? 

8. Inherent Problems The 	problem of attracting the private sector 
to invest in such a non-profit making institution? 
Import privilegecs? These could be specified in 
the I,31-UAlI,-other donor letter of agreement. 

9. 	 Need for special McWre (:mphasis maj oe given ti social Institutions 
arrangement such as Local panchayatn, FPAN, 	 other social 

services co-runitto;-,i under "SNCC, to the social
workers, wholesalers of CS products, and the 
employees uf the cciinany to participate as 
shareholders n tie C;i:; company. 

10. 	 General R1emarks This type cf enterprisu will, be the most 
efficient to carry out 	 its Social Marketing
business in .-he pvL . sector being less 
constrained by day-to-day government processes
and still I.,( a,,sinted by government policy in 
puts coordination, a:nd offici'al support. This 
may also remain like a trust since it ii; a 
non-profit makir- enterprise. 


