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Summary
 

Total project sales as of end December are 27,632,000 for Raja
 

and 1,620,000 for Maya. 
The two-month period of November-December
 

brought-Raja sales of 4.1 million and Maya sales of c. 200,000.
 

Project products are now in 32,475 outlets throughout Bangladesh.
 

The products sold during this period afforded 689,524 couple months
 

of protection.
 

This period saw the arrival of Mr. Alvin G.' Edgell, who will
 

assume the post of Project Director upon the departure of Mr. Robert
 

L. Ciszewski toward the end of January.
 

New advertising focus and themes went into newsprint, and fresh
 

historical sales data was produced. (See attachments "A" and "B".)
 

Arrival of New Project Director
 

Mr. Alvin G. Edgell began his orientation for the position of
 

Project Director at PSI's New York office and visited AID officials
 

in Washington before his late December departure for Bangladesh. A
 

reasonable period of overlapping of the incoming and outgoing directors
 

was planned to take place during January" at the end of which Mr.
 

Robert Ciszewski would return to the United States. 
Mr. Ciszewski's 

tour of duty now ends after a very productive three and one half years 

setting up the program and guiding it to a most successful nation­

wide sales operatin. PSI feels sure that Mr. Edaell's t nr will 

greatly benefit the project as it matures.
 

Advertising and Promotion
 

Lively and attractive press ads featuring visual and textual.
 

content with the new advertising focus of "responsibility" were re­

leased in November and December for both' Raj a and Maya. See Attach­
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ment "C" for 5 ads released.
 

Also produced was a new and attractive retailer shelf sticker
 

with striking red letters "Raja" on a black field. See Attach­

ment 'D". Such stickers draw attention to the fact that a particu­

lar outlet carries the product, and simultaneously serve to brighten
 

the appearance of the local outlets.
 

Additional commentaries have been received attesting to the
 

popularity of the project-coined brand names of "Raja" and "Maya"
 

as generic terms for "condoms" and "pills" - this time from the
 

Population Reference Bureau after a two-week conference with 14
 

Bengali technicians who commented enthusiastically on this point
 

saying, furthermore, that the "terms" Raja and Maya are much more
 

appropriate"... in contrast to the thoroughly unfamiliar terms "Nor­

lestrin Ovral,..."
 

Distribution
 

Attachment "E" is the updated listing of Raja and Maya Whole­

salers and Major Retailers. Total number of wholesalers is 54, and
 

major retailers or stockists 125. It would appear that there are
 

far fewer wholesalers in the project this year than last, and far'
 

more stockists. This is due to the establishment of quantity guide­

lines for classifying the two types of middlemen; a wholesaler is
 

taken to be one who orders 25-30 shipping cartons of Raja and/or
 

Maya at a time, and 'astockist is one: who orders 5-20 cartons. Of.
 

course, on the whole, the total combined number of project whole­

salers and major retailers has increased substantially.
 

Sizeable GSA commodity shipments began to arrive and are ex­

pected in subsequent months, and the project director has begun to
 

seek additional.warehousing to alleviate a space shortage.
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PSI/AID Project Collaboration
 

a. Consultancy As had been foreseen in the current budget,
 

request was submitted to AID for approval of a consultancy visit to
 

the FPSMP by Terry Louis, whose expertise has greatly benefitted
 

the project in the past. The appropriate AID office concurred, and the
 

marketing, advertising renovation and staff reorientation mission
 

of Mr. Louis was scheduled for Janaury 1978.
 

b. 1978 Budget - PSI submitted a full CY 1978 Cost Proposal
 

to AID in preparation for Modification 16 to the contract. As circum­

stances and time hindered the processing of the full-year plan,
 

Modification 16 was signed in December for one month of incremental
 

funding to the contract.
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ATTACHMENT "E".A
 

FA1'LY PLA'IUNG SOCIAL XAW PING P)JICTq BANGLADESH 

WFHOLESALERS IEALING I-.TH OUR PRODUCTS 

N a M •a 	 ' ~ ~S1.110. ~..o. NaePlace 	 District 

.- N/s. urcury Incorporation Notijheel 	 Dacca 
2. " Stre amiays 	 Puranapaltan 
3. " Gazi Drugs 	 Laxmibazar " 
I4 	 teA, Azad Ibdico Narayangaj
 

0 " Taj edical Agency Dacca "
 
6. " Rawahan Medical Agency Dacca 	 " 
7. " Agrani Medical Agency Dacca 	 " 
8. " 1ational Medical Store Dacca 
9. " Mohamnadi medical Hall ld.ymensingh I wmsnsingh 
30. 	 n Anwar 11dical Hall Jamalpur it
 

"
 3-1. " Hope Pharmacy 	 Bhairab 
12. Ahmed Pharmacy K"shoreganj 	 " 
13. " Al-hamra edical Hall Netrokona 
14. " Rekha Medical Agency Tangail Tangail 
15e if Central Pharmacy Chowhatta Sylhet 
16. Jalalabad edical Stores Zindabazar Sy2het 
17 H.MN. Rahman Kalighat Road i 

18. " Ahdia Pharmacy Sreomangal 	 if 

19. " lYohsin Pharmacy Maulvibaz ar 	 " 
20. Kimmat Ali & Brothers SaistaganJ 	 " 
21. Chattak Stores 	 Chattak 
22. " Ramgopal Pharmacy 	 Kulaura 
23. Sunil Chaidra Banik 	 Sunamganj 
24. " Abdul Ilannan 	 Beanibaz ar 
25. " Haji Rusmat Ali & Bros. Habiganj 
26. " Ahmed Traders 	 Sadar Road Barisal 
27. " Udayan Pharmacy 	 Chittagong Chittagong 
28. " Navayug Banijja Sangha Jubilee Road " 
290 Universal Medical Supply Chowmuhani Noakhali 
30. . Upasham 	 Feni. Noakhali 
31. Haque Phanmacy 	 Brahmanbaria Comilla 
32. " Chandpur Agency 	 Chandpur I 

33. " Universal 1bdical Supply 1Mmsif Bari " 

34, " Sayemuddin Kazi Jessore Road Khulna 
35. " Lucky Medical Store 	 Municipal Road Jessore 
36. " 1iramay Pharmacy 	 Rajb ari Faridpur 
37. " Venus Medical Stores Faridpur 	 Faridpur 
38. " Showkat Pharmacy 	 Haji Market Kushtia 
399 . Anwar Store 	 Chuadanga " 

40., " K.S.Rahman Naogaon Rajshahi 
41.' " Khandaker Store Natore it 

42. " Mita Medical Store 	 Ganakpara " 
43. Star Pharmacy 	 Chapai Nawabganj it 

44. Drug House 	 Dinajpur Dinajpur 
45. " City Medical Store Bogra 	 Bogra 
46. " Friends Ibdical Hall Santahar 	 " 
47. " Syedpur Medical Store Sayedpur 	 Rangpur 

48. " Aragya Niketan 	 Rangpur " 
49. " 11. Rahman Medical Hafl Rangpur 
£0. " .Aragya Ghar Lalmonirhat " 
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Pabna51. I'Vs. Lukul Store Ishurdi 
52. " International Magazine Sirajganj 
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" 
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Kamal Stores 
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if 
it 
if 
i" 

" 
" 

I 

15o " Shamsur Rphman " 
16. "1 Manik led. Stores 1iliford " 
17.o 
18. 

1l 
tt 

Bangladesh Stores 
Shamim 1.edical Stores 

It 
t 

It 
t 

19o 
20. 
21. 

t 
" 
If 

Goodwill Pharmacy 
Promod Chandra Dey 
Sukumar Ray Chowdhury 

t 
Kishoreganj 
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Nyimnsingh
It 
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23. 
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" 
" 

Shafiruddin Chowdhury 
Akkas Ali 

Kishoreganj 
if 

25: 
26. 

" 
" 

fipak Store 
Aftab Store 

Bhairab 
it 

It 

727. it Hader Store it 
28. 
29. 

" 
" 

Kaher Pharmacy 
Iotin Brothers 

Bandarbazar 
Station Road 

Sylhet 
"1 

30.' 
310 
321 

" 
" 
" 

otimahal 
Charag Brothers 
Rahw-n Brothers 

Bangarbazar 
" 
" 

' 
" 

433. " Vhnrm Store Maulvib az ar " 
34. 
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" 
i 

Shamol Store 
lan Store 

" 
Kalighat 

" 
" 
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"t 
" 
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Nubarak Store 
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" 
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14, 

" 
" 

Sheba Pharmacy 
Zldr Store 
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Chitt..­
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46. 
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148. 
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" 

Haji Ali Ahmed 
Nandanava Medical 
Habib Store 
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ChittagongAt "t 
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50. " Rafiq Store Reazuddin Bazar t 
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I. 	 Summary
 

Total project sales as of end February were 29,732,511 for Raja
 
and 1,690,562 for Maya. 
The two-month period of January-February 
 " 

brought Raja sales of 4 million and Maya sales of 170,000. Project
 
products are now in approximately 34,000 outlets throughout Bangladesh
 
affording 657,407 couple months of protection this reporting period.
 

The major project event of the period was the change in Project
 

Directors. 
Mr. Ciszewski departed from Bangladesh near the end of
 
January after a period of overlapping during which incoming Al Edgell
 

assumed his new position. 
Beyond routine project management, Al
 
Edgell focused on recent and new project advertising strategies and
 
new product possibilities. 
Project sales continued strong.
 

Vending machine expansion design was submitted to AID/W.
 

II. 	 Commodity Inventories
 

February 28, 1978*
 

PACKAGED UNPACKAGED 

RAJA MAYA CONDOMS 
1,862,013 pieces 203,654 cycles Tahiti 2,923,011 pieces 

Raja Brand 9,425,444 pieces 
12,348,455 pieces 

PILLS 
789,991 cycles 

Vending Machine Colored Condom: 
 118,442
Vending Machine non-Colored Condom: 
 216,581
 

Loan from GOB 
 Pills: 690,000 cycles
 

Commodity Inventories as of December 31, 1977 will be included
.inthe
March-April Progress Report. 
 i
Nevertheless, 1977-yeari
-
end inventory reconciliation was completed on.time, and is on

file at our offices.
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III. Advertising and.Promotion
 

New Raja and Maya cinema ad trailers were filmed during this
 

period, with screenings scheduled for March.
 

"New" Raja was put on the market, featuring the specially de­

signed foil strip wrap applied by the manufacturer at the point of
 

production. The Raja wrap condoms are marketed in the standard
 

Raja cardboard 3-pack, in 18-pack dispensers bearing a yellow flash
 

sticker that reads "New" in Bengali (see Attachment A). The first
 

such supplies had the "New" flash rubber stamped on the dispensers
 

as an interim measure while design coordinated yellow stickers were
 

being produced.
 

Project Director Edgell has reported general.results of the
 

Media Theme Test, which was reported .on in its preliminary phase in
 

Progress Report number seventeen. Responses were received to all
 

three of the themes;in order of number of responses received they
 

are: concern for welfare of children; concern for family welfare;
 

mother's health and attractiveness. There was little spread between
 

the number of responses to each, and the difference between the way
 

people responded to each-of the first two indicates a barely discern­

able difference in the appeal of the two themes. The attractive
 

contraception booklet mailed to each respondent is Attachment B to
 

this report.
 

IV. Household Distribution
 

Per Modification 17 to the FPSMP AID Contract, work was begun
 

by PSI/Dacca and Bitopi on the baseline design for the household
 

distribution project added to the contract scbpe of work in February
 

1978.. CTO, Mission and GOB approvals will be sought shortly. PSI
 

plans to do an intensive household distribution (and edudation campaign)
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of Raja and Maya with couponed link-up with retail outlets (and their
 

suppliers). Coupon design and matching canvassers' questionnaire
 

shop sign are being designed. Follow-up evaluation will be done
 

by Dacca University's Institute of Statistical Research and Training'
 

(ISRT).
 

V. Group Interviews
 

Per P.2 and 3 of Modification 17, work began on the group in­

terview design for submission to the CTO, the Mission and GOB.
 

The purpose of the series of interviews is to get at consumer atti­

tudes most fundamentally related to family planning behavior among
 

identifiable socioeconomic groups. The ultimate goal of the at­

titude search is the refinement of Raja and Maya product advertising
 

appeals.
 

VI. Product Diversification
 

Information regarding new product possibilities was developed
 

during this period, and recommendations were prepared for presen-"
 

tation at the March meeting of the Project Council, e.g., that Neo-,
 

Sampoon and Oral rehydration solutions be given priority attention, 

with other product possibilities also to be further explored. 

VII. Personnel
 

Mr. Robert Ciszewski, pioneer PSI/FPSMP Project Director, ended­

his tour of duty under the contract and returned to the United States
 

to become the Executive Director of PSI in New York. Mr. Al Edgell
 

has succeeded Mr. Ciszewski as Project Director.
 

Selection trials for the candidate for the new position of
 

Director of operations (originally called for in C-1055 Schedule
 

as "Project Manager") were concluded byPSI and held pending the March
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meeting of the FPSMP Project Council.
 

VIII.FPSMP Participation in Innovative Project Workshop
 

A paper '(Attachment C) which had been prepared by Bob Ciszewski
 

about the FPSMP for the occasion (February 1-4, 1978) was read by
 

Al Edgell. The National Wrokshop focused on non-government projects
 

of an impressively large variety. Uniformly'favorable references
 

to the-AID/PSI project by speakers and discussants were sprinkled
 

throughout the proceedings.
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Introduction:, 

Any discussion of Innovations in deliverj of family planning supplies. or 
services anywhere in the world today must include more than passing re­

ference to Bangladesh' s Family Planning Social'Marketing Project, an 

effort which is operating independently with-n the framework c'f the 
national family planning program and has attracted international atten­
tion for its success in distributing condoms and pills via retail stores
 

throughout the country. 

This Social Marketing Project'by end 197'1iwas aeilling enough contracep­
tives to provide -full time protection to more than 375,000 couples," at 

ower per-couple cost "than any other, major"family planning pr:gram 

anywhere,-

Wha is Social Marketingi 

"Social Marketing" is a term describing. the use of business methods and 

commercial distribution channels t6 promote and deliver products ­

including ideas, goods and services - for. thi public benefit rather 

than for financial gain. 

For Social Marketing to effectively reach large numbers of people, three 

primary factors must be present. First, the consumer price has t;?- be 

right. It must be high enough to signify value in the mind of the buyer 

but low enough to be within economic reach of a majority of target. 
consumers. In Bangladesh as in most countries with severe .economic 

problems, a heavily subsidized consumer price is necessary. •Se' nd, to 

assure the business sector's interest and cooperation, a profit margin 
must be available at each link of the distribution ohain. Finally, and 

absolutely essential to success, management - - that is, the marketing 

process, strategies for advertising and promotion as well as the physical 

delivery of the goods - must be in profe 'ziona2. %nds. 

In most traditional pblic sector progra,- invol-ing provision of p2oduots 
or services, sincere .efforts are made to P.lfill. the price criteria. 

Government clinics, fair-prilce shopsn, schoAl lunch programs and many 
others provide free or subsidized goods aid services on a variety of 

levels. Social Marketing, however, has at least to distinct advantages 
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in this question: 
 -the attitude of respectthe tradesman naturally

offers to a valued client, and preservation 'of the pride and independence
 
of the biyer. 
'ost people do not'want something free if th 
 et 
it at a price, bboth psychological and mon-etary ­ theyanfort6 

forpay,.
 

Not widely separated from the factor of price is the necessity for

profit motivation 'to assure smooth and efficient movement of the produot
through the distribution network to the final consumer. This efficiency,.created.by the'profit motive., is the essence of commerce: without effec­
tive and economical provision of supplies and goods the business .communit
would have long since ceased to exist. Social marketing, to make maximum 
use of these skills developed over the ages, provides normal'piotits 'tothose who handle the goods enroute to the user. (The profit factor tooIs present, to a greater or lesser degree and somewhat ab.tract ,.in
 
public sector endeavor, -where workerst promotionj or other "recognition
 
may depend on 
their superiors' conception of their performance. 
Un­
fortunately, this sometimes leads to over-statement of performance,
over-reporting of achievement, etc., and often turns out to be a cons­
traint to program effectiveness rather than an Incentive)-

Third (and 
 this is where. most family plannin" programs are weakest);i'

the"need for highly.
yskilled prefessionals .to do the job of convinoing
the consumer that he needs, wants and should make the effort to obtain

the product or service being 
offered. In a program of contraceptive
 
distribution, 
 this process includes reaching the consumer with a messagthat will make him willing to spend the necessary time, money and effort 
to obtain and effectively use the contraceptives. 
 The message which mustreach the individual citizen is one which will convince him of the advan­
tages, to himself and to hi's family and community, of having less children.At the same t'ime the message mu'st tell him how he can do this, again at
the lowest psychological and monetary cost and with the least possible

inconvenience to him personally. 'The commercial,sector is uniquely
qualified in the use of mass media and promotion techniques to get this.

•perauasive message -to the individual citizen -(who, let us e rorge

in the final analysis is the only one capable of the basic, actions 
necessary to lower the birth rate) while simultaneously putting the 

wacaI goods wi thin -his convenient reach. 
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So in the. 'ideal sooiaI marketing endeavor we would have an independent 
skilled management team utilizing all the various levels of the private 
commercial sector'to provide the target consumer with a useful'and,
 
desirable product, attractively packaged, correctly p-iced 
and available 
within convenient distance of every home. 

The Bangladesh Program: 

In Bangladesh, earlier efforts to create a contraceptive sales program
 
.In Comilla having been interrupted by the 
struggle for independen6e,.
 
Government rece ived 
a proposal from Population Services International
 
(PSI), a small ..non-prof it 
 agency dedicated to .and with considerable
 
experience in scial marketing, to-develop 
a program of nationwide distri­
bution" of contraceptives via commercial channels. This proposal, to be 
funded:from abroad and costing Government nothing, was apin 197 . 
and a.Letter of Agreement was signed between Government and PSI. By,
mid-1974 PSI had arranged the necessary funding (in this case from USAID) 
and the first stage of the project was initiated. 

Market Reearch
 

Because of the paucity uf information about the Banglade.sh market fur
 
family planning supplies," the initial step was to undertake 
 a series .f
 
marketing research- efforts designed 
to define the market, to identify
 
the target consumer and 'to decide best to
how reach him with the most 
appropriate message and with products which.would be attractive to him
 
both in presentation and price. 

Only locally owned and managed establishments were used for these 
studies, which by mid-1975 had progressed to the point of. carrying out 
actual marketing trials. in selected pilot areas to examine the validity 
of decisions made as a result of research,. 

The hroad target group was defined as consisting'of those married 
couples n'ot already using a reliable family planning method. More 
speoifically (research having' shown that the higher -incme group was 
already addquate3,7 served by normal commerial industry) the target 
would be couples of reduced economic circumstances but with some 

http:Banglade.sh


Studies o the mt place revealed athawhile condoms and pills were
widely. available In the majo cite they wEre&ac nsaltI nrural areas. They were by iocal, sandards. very, exp~nsie, often out of:economic reach of tije targ't groupc "t that .tire only pharmacies stocked
oral contraceptives condoms, whore available, \were almost' invariab3y 
kept under the counter and out of sight. 

Concurrently with consumer and market studies, investigation'was carriedout'to 'determine appropriate price levels and to choose brand names and 
desisi attractive packaging for the high quality co.1domsand low-estrogen
(0.05'ing niestranO) pills to. markeed,.zakee.,* neeRJ
ally Eelected wr~R
 
condoms t sell at Tk.0.4Ope, 
 .r•..0
 Tk 

per cycle. "f'p l
 

By late -1975, research and'testing como 

1: : . I._'.. tin coplete, pac1ka~Ging'produced daProducts prepared for distribution, RAJi- and "MAYAwere ready for nationallaunch. 

The MarketingCampai n:* 

Because of the peculiarities of the Bangladesh market and the lack of
 
expe.;ence in 
 promo~ing packaged.goods to the chronically poor and p re 

pdominnbt i:JJuijb "opulatio' which thepProjeot hoped to serve, a 
diversified but intensive promotiozi campaign was developed by project

management and local advertising agencies., TUis saturation campaign,
using all available mass media and stressing the individual benefits
 
to be derived from using RAJA and 
AYA. beganin December 1975. 

In addition to the media campaign,: emphasis was given to po0nt-of-purchas

display and to direct promotion of the products i"' h
.rdu in.,he mvaketplace,

Colorful product dispensers designed to han 


ke a .
 
from the walls of shops..or


to'be exhibited prominantly on counter or shelf were distributed 
 'to
thousands of retailers during the -opening montho of the campaign, and

shop keepers for the first time in.Bangladesh abtually featured contra­

cepiiv*ceptvesin tdisplays. e n i ea
e tefrprodc.tei pr du .
Mantmeteams of aeP -demntrat6stravelling rural: areas'by bus, rickshaw, an'd boat wrere atrtn large
crowds ,byuse of the traditional cdmbinaticnn of entertainment ,and sales­
manship. RAJA and MAYA were attracting ati enticon throughout Bangladesh, 
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Because of the aggressive nature of the promotion and the wide and 
necessarily public exposure of contraceptive products, there inevitably 
arose some public reactio agaist thd advertising campaign. Surp 

enough, this reaction came not as expected from the rural and conservative
 
sector, ' but from the urban wealthy, mary of whom were uncomfortable with 
public discussion of "intimate" products. Complaints by this small but 
influential minority resulted in a brief L.terruption of advertising
 
during the early months, but after minor adjustments in message (the
 
word "lubricated" was removed 
from RAJA copy) ana media (condom adver­
tising Vvia television was cancelled) the campaign p-ooeeded.
 

The ProJect's P ogresst 

As expected, public demand for RAJA and MAYA began to develop. -By"
 
October 1976, some 10 months after introduction, the Social Marketing
 
Projects products were being distributed viamore than>20,OOO shops of
 
every description. Large urban pharmacies,. depa tmental 
stores, 'shoe
 
shops, 'general and provisions stores, even cigarette: bidi and pan
 
stalls were qdisplying and selling RAJA and' MAYA. Sales by that time
 
were 
sufficient to provide full-time contraception to about 150.000
 

couples.
 

Since that time, the progress of the Social Marketing Project has foflowed
 
a more or less predictable commercial course. 
Demand.continues to in­
crease and the products themselves are widely ]moem and used throughout
 
the country. In a recent survey carried theout by Institute of Statis­
tical Research & Training of Dacca Univeroit, more han 45% of rural­
,ontraceptors interviewed reported they used RAJA or MAYA. It is widely 
asserted that the names themselves are becoming generic: all condoms are 
beginning to be called "Raja" and any oral contraceptives "Maya". 

istribution has continued to increase. During lecember, 1977 more than 
2.31 million RAJA condoms and 95,000 cycles of 1'AYA were sold. 
Some
 
32,000 retail outlets now stock one or both products. . In terms of 
oeot'on from nwanted e,.n December. 1977 statistics work
 

out to a coverage of more than 375,000 couples.
 



Because of the effioiencies noted and the fe.ct that the fAnal user pays.
at.I ast part of the total, delivezy costs are extremely Tow' in the
Bangladesh projeot, tofa! program cost. (not :Lh.iuding the coat of
 
donated contraceptives) 
 during the last year, after deducting sales
proceeds, averaged less than US $ .80 pei.coupk.01 ex .cu1 yea,erb 'of protection=otcin. 

On ,he broad assumption that four yearet'protection will.avert one
 
pregnancy, the Social Marketing Preject could e said to be pr~yenting 
a: birth for less than US.$ 8.0u, a remnar k"ble achievement ' -today"s,
world and even more impressive after only two years o"'product promotion
and distribution. 
As program expenses diminish and sales in~crease, the
 
requirement for subsidy will go down even further , 

In addition to sales and cost factorss which as we ,ave seen are most

satisfactory,* the Family Planning_Social .!rketing Project.can 
claim at
least some -responsibility for a readily-evident-ohing in atitudes
 
towards contraceptives 
 and family planning. Fvrorabeing difficult tc,

find and embarrassiong to discuss less than two yeaa 
ago, condoms and

oral contraceptives we today among..thie .most prominntly advertised and 
conspiduously.displayed products in 'the countr.y.''-They are sold in a

ide variety of shops and axe 
transported by foo-t,.. cart, bicycle ahd'
boat to remote village markets fAvry Iistriot of the county. 

There can be little doubt that the widespisad effect of the successful
 
promotion campaigan for RAJA and MvIYA i..n great mezasure responsible

for a profound improvement in 
 availability of.contrfaceptives and in
public awareness and, acceptca.P._Pf,,condom 
 and ill', a ormal market. 
products. Sales statistics show that large numbo=s of RAJJA and MAYA 
are being-purchased, and because payment is involved at .each level of
the distribution process? it can be reasonably pressumed that ,these
.statistics are accurate. There- can also be a ss'ned, by tb]a7 same
reasoning, a high"degree of consistency l'et'.een numbe.u of contraceptives 
purchased and numbers used&
 

Beyond-th iis.th6ac'tiu . effect- of _the- prog.am.on fe.mily planning-pr'ctiesand on the finil goal-of a lowered bi' 'rate is subject 'o considerable 
speculation. Study is needed to determin how to evaluate the impact iof 

http:prog.am.on
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Social arketing Projects in general and to better define their role in 

national programs. Still, from distribution and cost statistics alone
 

it can be concluded that the project in Bangladesh is reaching large 

numbers of people with family planning messages and has succeeded in 

persuading a great many of them to purchase and use family planning 

products. Thip experience, together with that in other countries, 

strongly suggests that, given the flexibility and independence to operate 

dyna~ically in the marketplace, programs similar to Bangladesh's could 

be reaching untold millions of people throughout- the world, not only 

with contraceptive knowledge and supplies but also with vitally-needed 
nutritional information, food products, medicines and a host of other 

socially desirable commodities and services. 

The concept, of Social Marketing is not a new one, but it has reached 

its greatest utility to date in .Bangladesh.. In the final analysis, 

however, this social marketing program will be judged not only on what 

is accomplished by the project #self, but on what is built from the 

Bangladesh experience.
 


