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Summarx . . e
Total progect sales as of end December are 27 632 000 for Ra)a

and 1,620,000 for Maya. The two-month perlod of November-December
brought - Raja sales of 471 million and Maya sales of ¢. 200 000.'5 |
Project products are now in 32, 475 outlets throughout Bangladesh ‘
The products sold during this period afforded 689 524 couple months |
of protectlon. '

This period saw the arrival of Mr. Alvin G.' Edgell, who uill
assume the post of Project Director upon the departure of Mr;fRobert"
L. Ciszewski toward the end of January. .

New advertising focus and themes went into newsprint, and iresh_

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

Arrival of New Project Dlrector

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. ClszeWskiis’
tour of duty now ends after a very productive three and one half years
settlng up the program and guiding it to a most successful natlon- |

w1de sales operatlon. PSI feels sure that Mr. Edaell's +onr w111

greatly%beneflt the progect as 1tfmatures.,

Advertlslng and Promotlon

leely and attractlve press ads featurlngﬁv1sual?andMtextual -

'leased An. November and December for bothﬁRaJauand Maya.:.Seevgttach%f
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ment "C" for 5 ads released

. ”5 Also produced was a new and attractlve retaller shelf stlcker
‘with strlklng red letters "Raja“ on a black fleld See Attach-
’ment "D" Such stlckers draw attentlon to the fact that a particu-
flar outlet carrles the product, and 51mu1taneously serve to brighten
the appearance of the local outlets.“

| Additlonal commentarles have been received attesting to the
,popularlty of the project-coined brand names of "RaJa" and "Maya"
as generic terms for "condoms" and "pllls" - 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
Eér feWer wholesalers in the project this year than last, and far’
more stéckists. 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 a stockist is 6nefwho orders 5-20 cartons. Of
course, on the whole, the total comblned number of progect whole-
salers and maJor retallers has 1ncreased substantlally. |

Sizeable GSA commodlty shlpments began to arrlve and are ex-
pected 1n subsequent months, and the progect dlrector has begun to Y

seek additional warehous;ng to allev1ate a space shortage.v



Page 3.

PSI/AIDrProject Collaboration .

a. Consultancy < As had been foreseen in the current budget,yu
request was submltted to AID for approval of a consultancy v131t to r?_
the FPSMP by Terry LOHIS, whose expertise has greatly benefltted
the project in the past. The appropriate AID office concurred, and thet
marketing, advertising renovatlon and staff reorientation mission | |
of Mr. Louis was scheduled for Janaury 1978. | |

b. 1978 Budget - PSI submitted a full CY 1978 Cost Propos‘a‘i:w
to AID in preparation for Modification 16 to the contract. Asucifcum-oy
stances and time hindered the processing of the full-year plan;
Modlflcatlon 16 was signed in December for one month of 1ncremental

funding to the. contract.
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Attachment "C"

. Maya keeps you  healthy, makes
‘you feel free and young. By helping

~* you to plan your family it keeps

. .away. the worries ‘of un-wanted

" pregnancies. You.can become a

- loving wife, an affectionate mothe:

" and a happy woman when you take
Maya regularly. . = -

.-

- " MAYA . o
. _f.the safe oral qor'\trccephve

BA+12177fi :
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use .

Happiness will come only to the man
who prepares for it. By planning his
family and ieaving. nothing to chance.
By having children only when hecan
afford them. Rajs—the reliable condom
manufactured in the U.S.A. is the
confident choice for the man planning
for a prosperous future.
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'RAJA SHELF STICKER



ATTACHMENT "EY

|Al

FAMILY PLANNING SOCIAL MARKETING PROJECT, BANGLADESH

W‘IOLESAL..RS IEALING WITH OUR_PRODUCTS

8=—=_=BB=B==—====================B-==

= 1-1/5. Murcury Incorporation -

Streamsays
Gazi Drugs
Azad Msadico
Taj Medical Agency

.Rawshan Medical Agency

Agrani lMedical Agency
National Medical Store
Mohamadi Medical Hall
Anvar ledical Hall
Hope Pharmacy

fhmed Pharmacy
Al-hamra Medical Hall
Rekha ledical Agency

Central Pharmacy

Jalalabad Medical Stores
M. M. Rahman

Ahmedia FPharmacy

Vohsin Pharmacy

Kimmat Ali & Brothers.
Chattak Stores

Ramgopal Pharmacy

Sunil Chandra Banik
Abdul Hannan

Hajl Rusmat Ali & Bros.
Ahmed Traders

Udayan Pharmacy

Navayug Banijja Sangha
Universal Medical Supply
Upashanm

Haque Phanmacy

Chandpur Agency
Universal lMedical Supply
Sayeruddin Kazi

Lucky Medical Store
Niramay Pharmacy

Venus Medical Stores
Showkat Pharmacy

Anwar Store

K.S. Rahman

Khandzker Store

Mita Medical Store

Star Pharmacy

Drug Houss

City Medical Store
TFriends lMedical Hall
Syedpur Medical Store
Aragya Niketan

M. Rahman Medical Hall
Aragya Ghar

Place

Motijheel

Puranapaltan
Laxdbazar
Narayangan]
Dacca
Dacca
Dacca
Dacca
Iymensingh
Jamalpur
Bhairab
Kishoreganj
Netrokona
Tangail
Chowhatta
Zindabazar
Kalighat Road
Srecmangal
Maulvibazar
Saistaganj
Chattak
Kulaura
Sunamganj
Beanibazar
Habiganj
Sadar Road
Chittagong
Jubilee Road
Chowmhani
Feni
Brahmanbaria
Chandpur
thunsif Bari
Jessore Road
Funicipal Road
Rajbari
Faridpur
Haji Market
Chuadanga
Naogaon
Natore
Ganakpara
Chapai Nawzbgan]
Dinajpur
Bogra -
Santahar
edpur
Rangpur
Rangpur
Lalmonirhat

District

Dacca
n '
1]
]
1]
]
"
]

Mymensingh

Barisal
Chittagong
n

Noakhali
Woakhali
Comilla
n

Khulna
Jessore
Faridpur
Faridpur
Kushtia

Rajshahi
n

Dinajpur
Bogra

f

Rangpur

"

"

n
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——

I'VS. Iukul Store

" International Magazine
n Mukta Medical Mart

" Yonto Miah

Place

Ishurdi

Sira‘;} ganj
Pabna
Ullapara

Pabna
n o

la'



FAMILY PLAVING SOCLAL MARKETING PROJECT, BANGLADSSH

- MAJOR _RETATLERS OR STOCKISTS

H anm e

‘,!I/s.Shmend Pharmacy

»  Phaharpur Pharmacy
%  ‘Binimoy Eaterprise

" Emon Traders

" Haroon Brothers
" Veshers Pharmacy
% Moona Pharmacy

u Uttaran Pharmacy
" Firmview

u A. Samad Chowdhury

" Shahidul Islam

" Kamal Stores

n Hasan Stores

" Shakil Stores

u Shamsur Rehman

n Manik Med. Stores

" Bangleadesh Stores

" Shamim ledical Stores
" Goodwill Pharmacy

u Promod Chandra Dey

" Sukumar Ray Chowdhury
" Yodink Traders

" Shafiruddin Chowdhury
" Akkas Ali

" Dipak Store

n Aftab Store

" Kader Store

" Kaher Pharmacy

" Jotin Brothers

" Motimahal

" Charafg Brothers

n Rahman Brothers

" Vi:am Store

" Shamol Store

" Khan Store

" Haji Pharmoz All

" Nipesh Chandra Dev

" IMubarak Store
" Noor Brothers
" Suleman khan

" HMahatab Store
n Hanif Mish

" Sheba Pharmacy
" Zalkdir Store

" Shaheen Store
" Haji Ali Ahmed
n Nandanava Medical
" Habib Store

" Amin Tea Store
" Rafiq Store

P lia c e

Di,strict

Mitford

n

Tejgaon
Bashabo
Shahjahanpur

Mowchak

Yanikganj

Kakrail

Firmgate

lioulvl Bazar
n

Mitiford
]
]
L]

Kishoregan]
Netrokona

Mymensingh

* Kishoreganj
n

Bhairab

Bandarbazar
Station Road

Bangarbazar
1]

haulv:Lb azar
"

Kalighat
Hobigan]
Haulvibazar
n
Kul aura
Kalighat
n

Kulaura
Bandarbazar
Chaktai

4]

Nasirabad
Chittapgong
"

Pahartali
Reazuddin Bazar

Dacca
n
n
1}
1]
n
n
1
n .

n

n
1}
"
fn
n
1
"
n
L]

Mymensingh
n"
Mymensingh

"
Sylhet
n

"

]
n
n
"
"
n
n
"
no
]
"
"
u

Chittoyo.q
"n. . :

"
Chittagong
on

e



Pl ac ’e’"-‘

Sl.Nos N a me- District
51, ‘ IVs. H. Rahman ‘ Reazuddin Bagar i ’Gnittagong
52, Hodina Store " ' :

53, " Dinesh Kanti Pal Teknaf n |

Sk, ¥ sirajul Islam Chaktai o

554 ¥ Jamal Traders " n

56, " Yasin Store n n

57. ®  Alam Store n LR
584 "  Haji Store Bashurhat . Noakhali
59 ‘," Dulal Store Chowmohani Lo
60, " Hossain Drug House Khulna Khulna
61. " Jonaki Store Satkhira U

62, " Habib Medical Hall Kaliganj n

63, #n  Upzhar Store Satkhira u

64, " A1 Pharmacy Satkhira n

65. " }zhbub Store Satkhira "

66, W Shilpa Store Satkhira "

67 " Sazzad Pharmacy Cementry Road U

68, ®  Iohinur Medical Hall Terarpukur n

69 " Nehar Store Satkhira L

70. " Kazi Store Satkhira "

1. u Bangladesh lMed.Agency Cementry Road "

72, " A3 lledical Hell Dmlatpur n

73 " Asha 2rug House Takerhat Faridpur
. n Dacca Stores Rajbari U
75, ®  New Tara Store Faridpur n

76. " Ardr Hossain Kushtia Kushtia
17 " S. Hossain Meherpur u

78. " Abdul Hamid Ku:atia n

79 " Gopinath Saha Yeherpur "

80. " Chowdhury & Co. Jessore Jessore
‘Ble " City Store Jhenidah n

82, n Dosta lMohammed Chuadanga "

83. " Salam Pharmacy Jhckergacha u

8lLie " Saleha Store Newpara "

85. n “Jarshi Medical Hal'l. Jessore uessore
86. " B. N. Store Jessore o n

87. n Muslim Store Jessore "

88. n Abdul Khalek Jessore "

89, " R, M. Store Jessore n

90, " Kohinoor Medical Store Jessore "

91, L Rana Store Chuadanga w

92. " Sardar Bipani Navaran n.

93. " Hoogli Store Jhekergacha "

9k, n Uzzal Store Chuadanga "

95, " Venity Store Jhenidah n

96, " Sardar Pharmacy Kotchandpur Rt

97 " Toha Pharmacy Narail on

98, " Khatoon Stationery Chuddanga n

9. " Dada Bhai Pharmacy Hagura o
100. " Khirola Pharmacy Laigalbandh .S




N‘»'am‘e District

P lace

101, _‘11/3. Awar Stores Bogra Bogra

102, Hukti Stores Naogaon "

103, " Scnali Stores Bogra "

10k, ” " Jotaleb Stores Naogaon "

105, " Begum Medical Hall Joypurhat n
106, % Modern Pharmacy Panchghar "
::107.- " R, Medical Company Naogaon "
+:1084+ " Chowdhury Company Naogaon "

109. o Sattar Stores Pabna Pabna
. 110, " Sapla Stores Surjanagar n
~111e " Alam Stores Pabna "

112, " Shamsul Alam Faridpur "o

213. ®t  Omar Al Rajshzhi' Rajshahi
2. " Monikand Brothers Natore Rajshahi

15, " Homtaz Brothers Nafore "

- 116. " Bangadesh Stores Natore n

117, " Tatema Stores Thaherpur . n

18, " Motin Pharmacy n e "

119, u Morbina Stores Codagari n

120. " Robindranath Kul Chackkoir n

121. " Shalek Rangpur Rangpur

122, " Genesh Chandra Gaibandzh n

123, " Shereen Pharmacy Phulbari "

12}, " Islamia ledical Hall Kurigran "

125, " Hasan liedical Stores Rangpur "



"Commercial Contraceptive Marketing Development in

Bangladesh"

Twenty-first Progress Report
(bi-monthly)

January 1l to February 28, 1978

Contract No. AID/phaQC-IOSS, Modification 16 and 17
Project No. 932-11-580-611



CONTENTS

I. Summary

II. Commodity Inventories
III.’A&vertiSing ahd Promotion
IV. Household Distribution

v. . Grdup Interviews

VI. Product Diversification

VII. Personnel

VIII.FPSMP'Participation'in Innovative Project Workshop

Attachments
A "New" Raja dispenser sticker
B Contraception Booklet

C Paper by Robert L. Ciszewski
"Social Marketing: An Innovative Family Planning Approach in

Bangladesh"



Page 1

I. Summary
Total progect sales as of end February were 29, 732 511 for Raja

and 1,690,562 for Maya. The two-month period of January-Februarya:
brought Raja sales of 4 million and Maya 'sales of 170,000. Progect
products are now in approximately 34,000 outlets throughout Bangladesh
affording 657,407 couple months of protection this reportlng perlod
The major project event of the period was the change in Progect
Directors. Mr. Ciszewski departed from Bangladesh near the end~ofi
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 pProject 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 pleces
’ o Raja Brand_ 9,425,444 pieces
12,348,455 pieces

PILLS
789,991 cycles
Vending Machine Colored Condom: 118,442 S e
Vending Machine non-Colored Condom: - 216,581
Loan from GOB ' . Pills: 690,000 cycles:
* COmmodlty Inventories as of December 31, 1977 will be 1nc1uded

in.the March~April Progress Report. Nevertheless, 1977. year-'
end inventory reconciliation was completed on. tlme, and 1s on
file at our offices. :
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III Advertising and'Promotlon

New Raja and Maya cinema ad trallers were filmed during this
v'pérlod, with screenings scheduled for March.

J"NeW”‘Raja was put on the market, featuring the specially de-
3f§93d foil strip wrap applied by the manufaoturer at the point of
produotfon. The-Raja wrap condoms are markeuéd in the’standard
kaja car@hoardwﬁ-pack, in 18-pack'dispsnsers/bearing a yellow flash
sticker £ﬂét reads "New" in Bengali (seeuAttachment A); The first
such éupplies 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. Resoonses 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 uelfare;
mother's health and attractiveness. There was little spread between
:thé number of responseS‘to each, and the difference betwsen the way
people responded to each‘of>the.firsr 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 Modlflcatlon 17 to the FPSMP AID Contract, work was begun
by PSI/Dacca .and Bitopi on the baselmne de51gn for the household
1978., CTO, M1s510n and GOB approvals w111 be sought shortly. PSI

plans to do an 1nten51ve household distrlbutlon (and eduéatlon campaign)
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of Raja and Maya with couponed link-up with retail outlets (and their
suppliers). Coupon design and matching canvassers': questlonnalre f,e[?

shop sign are being designed. Follow-up evaluatlon w111 be done{'*-

by Dacca University's Institute of Statistical Research and Tralnlng

(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-
Sanpoon and Oral rehydration‘solutions be given priority attention,

with other product possibilities also to be further explored.

VII. Personnel

Mr. Robert Clszewskl, pioneer PSI/FPSMP Project Dlrector, ended
his tour of duty under the contract and returned to the Unlted States
to become the Executive Director of PSI in New York. gr, Allgdge}lw

has succeeded Mr. Ciszewski as Pro;ect Director.

Selection trials for the candldate for the new p051t1%nf:f“‘f7“5
.Dlrector of Operatlons (orlglnally called for 1n d:nfrfﬁr,

as "PrOJect Manager") were concluded by PSI and held pendlngathe March‘
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,Lmeetingvof the FPSMP ProjecthouhCil.

1 'VIII FPSMP Part1c1patlon in Innovatlve Project Workshop

» 1 A paper (Attachment C) whlch had been prepared by Bob Clszewskl
»about the FPSMP for the occasion (February 1-4, 1978) was read by
pAl Edgell; The Natlonal Wrokshop focused on non~government projects

jiofran iﬁpre551ve1y large varlety. Uniformly favorable references

; tdfthefAIﬁ/PSI project by speakers and discussants were sprinkled

throughout the proceedings.
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Introduction* ¥

: Any discussion of innovations in delivery of i‘aznily planning supplies or
) services anywhere in the world today must incluue more than passing re-
Vi‘erence to Bangladesh's Family Planning Social Marketing Pro:ject,

‘; efi‘ort which is onerating independently. w..thin ihe i‘ramework of the .
:'national family planning program and has attracted iuternational atten- |
~tion for its success in distributing condoms and pills via retail stores
’throughout the country.,

This Social Marketing Proaect 'by end 1977 vias selling enough contracep-
tives to provide i‘ull time protection to more than 375,000 couples, at .
a lower per—couple cost than any other maaor fa.mily planning program

anywhere .

Wha‘*‘ is Social Marketing?

"Social Marketing" is a term describmg the use of 'business methods a.nd
commercial distribution channels 6 promote and deliver products —
including ideas, goods and services — for the public benefit rather
than i‘or i‘inancial gain.

_ --For Social Ma.rketing to ei‘fectively reach large numbers of people, three
.-primary factors must be present. First, the consumer price has tp be
‘right. It must ‘be high enough to signify value in the mind of the buyer

) but 1ow enough to be.within economic reach of a majority of target .

- consu.mers. In Bangladesh as in mosi coun* Lries with severe economic

) -problems, a heavily subsidized consumer piice is necessary. Second, {o
assu.re the business sector's interest ‘and cooperation, a profit margin
mst be available at each link of tho distribu"ion ohain. Finally, and
absolutely essential to success, man.—.ge:nen - t‘lau is, the marketing
process, strategies i'or advertising a.nd promotion as well as the physical
delivery of the goods — nxust be in profe ional hands., ' '

In most traditional public sector progra:n inveisving provision oi‘ products
or services, sincere ei‘forts are made tc 21112 the price criteri
Government clinics, fai.r—price shops, school lunch nrogwams and many"
others provide free or subsidized goods &nd services on a variety oi‘
levels, Social Marketing, houever, hes at least tvo distinct advantages
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'in' this ques‘t'ion: the attitude of respect the tradesman natu.rally

, offers ‘to a va'!.ued client, and preeervation of the pr:lde and independence
of the- buyer. Most people do not want something free if they oan get

it at a price — both psychological and monetary -_— they can afford to
paye.

Not widely separated from the factor of price is the necessity i‘or :
prOfit motivation to assure smooth and effj. cient movement of the produot
through the distribution network to the final consumer. This ef:ficiency,
‘created by the profit motive, is the essence of commerce- without effec~
tive and economical provision of supplies and goods the business communi ty
would have long since ceased to exist, Social marketing, to make maximum
use of these skills developed over the ages, provides normal profits to
those who handle the goods enroute to.the usér, (The profit fa.ctor too .
is present, to a greater or lesser degree and somewhat abstractly, in
Public sector endeavor, where workers! promotiony or other recognition '
may depend on their superiors' ¢onception of their performance. Un-
fortunately, this sometimes leads to over-statement of performance,
over-reporting of achievement, ete., and often turns out to be ‘a cong~
traint to program effectiveness rather than an incentive). '

Thi:t:d (and this is where most fe.mily planning programs are weakest),

the’ need for highly—-skilled prefessionals to do ‘the ;job of convincing

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, thls process includes reaching the consumer with a me B8agt
that will ‘make him willing to spend the necessarv time, money and ‘effort

to obtain and effectively use the contraceptives, The messege which must
reach the ~individual citizen is one which will convince him of the advan-» "
tages, to himself and to his fa.mily and commnity, of having less children.'
T_vAt the same time the message must tell him how he can do this, again at |
, the lowest psychological and monetary cost and with the least possible f

. inconvenience to him personally, The commercial . sector is’ uniquely ‘
qualified in the use of mass media and promotion techniques to get this
3°persuasive message .to the indiv.idual citizen (who, let ug: never forget,

in the final analysis is the only one capable of the basic actions : '
.necesse:r.y to lower ‘the birth ‘rate) while simultaneously putting the
physical goade wi titn - his convenient reach, *
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!Skllled management team ut11121ng all the various levels of the private
’5commercial sector to provide the target consumer with a useful and .
desirable product, attractively packaged, correctly p iced and available
.within convenient distance of every hcme,

,The Bangladesh}Program:

‘ln Bangladesh, earlier efforts to create a contraceptive sales program

4n Comilla having been interrupted by the struggle for independence,
Government received a proposal from Population Services International .
(PSI), a small non-profit agency dedicated to. and with considerable
experience in social marketing, to- develop a program of nationwide distri—
bution of contraceptives via commercial channele.‘ This proposal, to be
funded ‘from abroad and costing Government nothing, was approved in 1973 -
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 etage of the project was initiated, ~ '

'Market Researchs"

wBecanse of the paucity uf information about the Bangladesh market fur
tfamily planning supplies, the initial step was_to undertake a series of
marketing research efforts designed to define the market, to identify
the target consumer and to decide how best to reach him with the most
appropriate message and with products wnich 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 t ythe point cf carrying out .
‘actual marketing trials in selected pilot areas to eiamine the validityf
of decisions made as a result of research.

AThe broad target group was defined as consisting of those married
couples not already uaing a reliable family planning methcd.k Mcre
specifically (research having shown that the higher-income group was
already adequately served by normal commeroial industry) the target
would be couples of reduced eccncmic ciroumstances but with some
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Studies of the mark4, plece revealed cha" while condoms and pills were
widely available in the ma:jor cities they were scarce in small towns and
rural e.re 28, They were. by local s..andarde very expensive, oi‘ten out oi‘
”economic ‘reach of the targ=t group.‘ At that tme onl.,r pha:macies stocked
H“ora.l contraceptives condoms, whcre available, ‘Were almost invariab]y
kept unden the counter and -out of si ht.‘;

Concu.rrently w:Lth consumer and market studies, investiga.tion was carried

out’ to determine appropriate price levels and to choose bra.nd na.mes and

: des:tgn attractive packaging i‘or tbe high quality coadoms. and low-estrogen
‘ (O 05 ng mestranol) pills to be marketed.. : Finally selected were RAJA ‘
"condoms to sell a.t Tk. .40 per pa.ckage of 3 and I\IAV.A pills i‘or Tk, 0.70 B
| per cycle.

P SR
HE AN

By la.te 1975. research and testing complete, packaging produced and
products Prepared for distribution, RAJA and MAYA vere ready i‘or national
launch.

The Ma.rketing Campaign F

‘Because of the peculiarities of the Banglanesh narket and the lack of )
experience in- promoting packaged goods to the chronically poor and pre-
dominently 111iferate population which the proaeot hoped to serve, 'a |
diversified but intens:we promotion campaign ‘was developed by project

. management and local advertising agencies. Taig saturation campaign, -
using all available mass media and - stressing the individual benefits
© to be derived from usmg RAJA and MAIA. began in December 19754 -

In addition to the media. campaign, emphasis was given to podnt-oi‘—purcham
display end to direct promotion of the produr'ts in the ma.rketplaoe”

‘Colori‘ul product dispensers designed to hang i‘rcm the walls oi‘ shop;
to’ be exhibited prominant]y on counter oz sh’-\li‘ were distributed to‘
: thousands of retailers during the -opening monthe .of " the campaign;"f"and

shop keepers for the first time in Bangladesk ar-tuallv featured contra-
‘»ceptives in their product displays. Meantime teams oi sales demonstrators?fy
'travelling rural areas by bus, ricksha.v and boat were e.ttracting la.rge |
vcrowds by use oi‘ the traditional combinatiou cf en tertain'nent and sales-

manship. RAJA and MAYA were attracting at.ention throughout Bangladesh..- -
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Because oi‘ the aggressive nature oi‘ the pronotion and the wide and
};necessarily public exposure of contraceptive products, thexe inevitably

" arose some ‘pudblic reaction against the adver+ tising campaign. Surprisingly_.
;T’enough, this reaction came not as expected from the rural and conservative
sector, but from the urban wealthy, mary oi‘ vhem were uncomfortable with
public discussion of "intimate" products, Compiaints by this- small but
‘ini‘luential minority resulted in a brief _nterruption of advertising
during the early months, tut after minor adjustments in message (‘the

, 'word "lubricated" was removed from RAJA copy) end media (condom adver—
,ntising via television was cancelled) the campaign p“oceededo

e

The Prc;)ect's Progress:

~_As expected, public demand for RAJA and MAYA began to develop.- By' |
:October 1976 some 10 months ai‘ter introductn on, the Social Marketing
Pro;jects products were being distributed wvia more -than. 20 000 shops of
. every description. Large urban pha.rmacies departmental stores, shoe
"shops, ‘general and provisions stores, even cigarette, bidi and pan
stalls were displaying and selling RAJA and’ MAVA. Sales by that time
. vere sufficient to provide full-time contraception to .about 150.000.
couples.

Since tha.t time, the progress of the Social Marke ting Proaect hes followed
-a more or less predictable commercial course, Demand continues to in-
crease and ‘the products themselves are uidely Imovm and used throughout

l the country -In a recent survey carxried ouu bv the Institute of Statis-
'tical Research & 'I‘raining of Dacca Universﬁty, nere fhen 45% of rural
:,contraceptors interviewed reported they used RAJA or MAYA. It is widely
asserted that the names themselves ‘are becomng generic. all condoms are‘
;beginning to be called "Ra:ja" and a.ny oral contraneptives “Maya"

-Distribution ‘has continued to increase. During I.‘ecember, 1977 more than’:‘?
:2.3 million RAJA condoms and 95,000 cycles of FAYA were sold,- Some e
i32,000 retail outlets now stock one or bota produc 8. .In terms of
"proteotion from unwanted pregna.ncy,, the December. 1977 statistics work
out to a coverags oi‘ more than 375,000 couphes..
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Because of the ei‘i'iciencies noted and thu fact tnat the i‘inal user pays
at least part of the total, delivery costs jare eitremely low- in the
Bangladesh pro;jeot, tote.l Program. coets ( not ,«.ncluding the cost of ,
donated contraceptives) during the last year, arter deducting sales
proceeds, averaged less than US ¢ 1 €0 per ccup"e year “of pnotection.
On the broad assumption that four years' protec tJ.O"J will avert one
pregnancy, the Social Marketing Pro,jeot could ’te' said to be pr‘:yenting
a birth for less than Us 8 8.0v, a Teme '-']'aole ac‘:ievement in todey' i
world and even nore impressive -after only two Years of *product promotion
and distribution. As program expenses di:mush and sales increase, the
requlrement for subsidy will go down even i‘urtaer.‘.

In addition to sales and cost factors, which ae we nave. seen are most
satisfactory, the Family Plaming Socizl "farke"'ing Projec 'can cla.im at
1east some responsibility for a reauily-evident clnnge in ettitudes
towards contraceptives and family planning. From being difi‘icult to
find and embarrass:ng to discuss less thaxn two yeais ago, condoms a.nd
oral contraceptives e today among the most prominentl; advertised and
conspicuously displayed prodt.cts in the '-ountrv. .mey are sold in a

wide variety of shops and are tra.nsnorted by. loo o cart bicycle and
"boat to remote village markets in evsry ..)istrict u"' the country. y

There can be little doubt that the w1despr=ad effect of the successful
promotion campaigan for RAJA and MAIA ds in great m2asure responsible
for e profound improvement in availabtli ty of .con ..raceptives and in o
public awareness and. acceptance- o,t‘~ condomq and ml";. as nomal market -
products. Sales statistics show that large numbors of RAJA and’ MAYA

are being purchased and because payment is :mvo.n.ved et each 1eve1 of |
the distribution process, 1t can’ be reasonab..y Ddresumed tha.t these
statistics a.re accurate. There can a.n.so -be assinec, oy the same -
reasoning, a h.igh degree of consistency be wigen nambers o.v. contraceptives

purohased and numbers used. ,

Beyond ~this, the actual erfect.of the program -on- family planning practices,
and on the flna.l goal ‘of a lowered bir..h ra e is subaect to considerab” ‘}-;\\j
speculation., Study is needed to neterm...ne how to evaluate the impact of
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;_,Social Marketing Pro,]ects in general and to better define the:.r role in
'v_.nationa.l programe. Sti11, from dietnbution and cost statistics alone
. it can be concluded that the project in Bangladesh is reaohing large

‘ Anumbers of people with family planning messages and has succeeded in
-persua.d:.ng a great many of them to purchase and use family ‘planning
products, Thie eiperience, together with that in other ‘eou'ntries,

: strongly suggests that, given the flexibility and independence to operate
| dyna..ucally in the marketpla.ce, programs similar to Bangladesh's couldr
be reaohing untold millions of people throughout the world, not only
‘with contreoeptive knowledge and supplies but also with vitally—-needed
nutritional infomation, food products, medicines and 2 host of other '
socia.lly desirable commodities and servicee. )

.ff['he 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, thie social ma.rketing program will ‘e Judged not only on what
is: accomplished by the pro;)ect itself, but on what is built from the

~.Bangle.desh experience.



