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SUIMMARY
 

In July 174, Westinghouse ilalth 
Systems began the procesa of establishing a 
contraceptis retail sales program (CR8) to 
market condoms and oral contraceptives In 
4amalc. Thi program was designed to 
Otllize existing retail distribution sy.tems. The 
major focus was on developing indigenous 
resources to augment ithe clinic activities of 
the Jamaica National Family Panning Board. 
Developmental activities centered on tlafn.h 
following areas: 

* Advertising and promotion 

* Product pricing and packaging 

* Consumer and retailer education 

0 Distribution 

* Program evaluation and monitoring. 

Extensive research and testing wascarried 
out to ascertain public attitudes, develop 

\Asultable advertising and packaging materials, 
'and to deteemine the most effetive 
distribution channels. The Initial phase of the 
program was directd toward educating the 
genml public, distributors, and retailers in 
the avallililty, uage and potentIal side 

effct o ral oontrae"ive. 
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Igns^ bus ekilisrs and midwt siM were_
 

used to reinforce the program's image. Awide 
variety of point-of-sals material, such as 
osters, metal stlns, dispensers and 

brochures were also developed and 
dhatributed to participating ratllers. Other 
promotional matoriss Included T-shirts, a 
Panther and Parle Rggaes record and vinyl 
decals. 

As a result of this program, Panther and 
Parle hsve becdme household words In 
Jamaica and have become almost 
synonymous for all brands of condoms and
oral contraceptives. 

In Ssptmber 1977, some three years 

after Implementation, management 
of the program was turned over to the 
Jamaica National Family Planning eoard. 
Annualized program salse had reached 
184,000 cycles of oral p41 and 660.000 
cndoms through 267 Perle outlets and 
1100 Panther outles Statistics through 
1976 shnw that the Intoduction of the Panther 
and Pefebrandshad no~con thesaieof 
competitive brands (apoxIMM 12000 
cycles of pills and 4MOMOonm per y). 
Therefo, as a resuft of the program, the 
nommerial sale of pf has more than 
rjoubled, while the sale of condomshaneywlpled. UmLJe . there ha een no neative 
inpot on the dlestudton of oondom enor&. the pt*lsoute 
sVtr InM f per usuptor inadlIM tthe ,mgr u hsbee lees whm 
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The Media 

1important aspect of the 
program wis in extensive, broad based 
advertising campaign utilizing all types of 
midla aimed at all socioeconomic groups. 
Particular emphasis, however, was placed 
on the high.rlsk 14 to 36 year age group. 
Radio, television, cinema and pras ads 
promted the mee4g; blllboardA, metal 
signs, bus crds and bus shelters reinforced 
produ.t Image and availability, 

Typical Panther Radio spot 
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Radio 

Jamaican radio reaches all soclo­
economic groups throughout the Island. 
Approximately 00 percent of the population 
listens to the radio In an averq day.An 
Initial series of radio ads were composed ioi 
standard Jamaican English. They were 
designed to have a broad.based appeal f1r 
all soclo-eonomic classes and to establish 
man conlumer brand recognition. 

Typical Perle Radio Spot 
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Three daily newspapers reach all socio­
economic classes. The major paper has an 
average circulation of, over 60,000 daily
(86,000 on Sundays) with an average
readership of seven persons per copy. The 
initial Panther and Parle ads were aimed at 
,romo.i) gbrand recognition and acceptance-among.Jll socio-economic groups. 

* 0 

Initial PntMw Pres Ad 
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Billboards (Panther Only) Bus Shelters (Panther Only) 

Panther billboards were placed in major Eight Panther bus shelters were placed 
towns and along primary traffic corridors in along major bus routes in Kingston. These 
rural areas Initially there were ten billboards shelters are visible not only to bus users, but 
rotated among twenty locations on aquarterly to mototists and others using these routes. 
basis, 

'LOCATION OF PANTHER OUTDOO ADVERTISEMENTS (June 1975) 

" . .... 0 Bus Shelters 
', ... k /A ...
 



em (peMO Only) 

Cas promot ti cm tra ptixves 
were p In the Interior of sixty bues 
operated by the Jamaica Omnibus Service,In 
Kingston. 

Panther and Perle meta SignS are Ued to 
reinforce product mage and recopion and 
a point-d-elOe itms. They are poeted in 
numerouesloostn ouOut the Islnd. 
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Mvlee Committe 

0 sMinghours helped form an advisory 
cmmtte to assist in program development
and t0gain the support of various Sectors 
of the Jamaican community. Repreented 
On this Committee were the following groups: 

* 	The Ministry of Heith 
•lrsee Aoolation Of Jamaica 

* 	Jamaica Teach6rs Association 

* 	Family Planning/Ipldemioogy Unit,
University of the Wst Ir~des 

0 	Jamaica Council of Churches 

* 	COnsumers League of Jamaica 

* 	Medical Association of Jamaica 

* 	Pharmaceutical Society of Jamaica 

• 	 Jame'oa Family Planning Association 

e 	Private eterprlse, 

The A e 

in 'cooperation with the NFPIS and the 
MOH. educational and infomati 
weredeveopd for pmoting both aoetnco 
of family planning and confidence in oral 
pills and condoms u methods of family
planning, With the Support and advic of 
the advisorycommitte, these messages were 
directd to the medical and public health 
sector, the non-pharmacy oral contraceptive
retailer, the distributor and potential 
consumers. 

In communicating with these groups, the 
primary objectlve was to relay the Information 
that two new brand of cnanpive, Pnt 
and Perle, would soon be available through a 

usegovernment program. Through the of 
Jamalcanized product Imagso and a positive 
theme, product usage ws promoted. In 
addition, for Perleoral contraceptives, it we 
recognized that a concentrated educational 
program would be needed to communicate 
the p~l'R, efftive esflto,and potential
side f.c.. Therfre, plfc procdure 
wer developed forpresenting information on 
Perle to each of the concerned groups. 
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To ctivelypom ote produft, Itws Efforts to educFe and communicate with 
impotan that the IOmn IS well U sell the consumer centesed around slide preOnt 

pels ,,,-mnage,,-t personel, tions, newspaer ads, radio shows, bro­
hof famc churee, fact sheets, and postersmof n 


and oo~r~ptves Inorder to promote.

thi udsste~lg.a semiaW uwill"n ulde 

presnteta.s brVOhN and briefings was 
hold for all mannment and sales personnel
conneected with't program. 

MmrfhNtet inwid vt!mulvly for consumers, 
but given to tho cocetrd proies, The 
~eparow cDftaing WIerins M 

* How the 6:111works 
* Advantages of the pill
* poesele Wsloeffects 
. Other mahofs of contraception 
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Another important step was the establish- Inaddilion to an attractive margin, several 
mevt of distributor and retailer mark-ups for incentives were offered to motivate the distri-
Panther ind Perle. Baed on market research, butor to actively promcite the products, and to 
the price had been set at 10 and 306, respec- encourage retailers to place orders, For 
lvely which meant that !! was necessary to example, for the f!st three months, initial 
work within tlese limits. It was recognized orders received from retailers were billed at 
thl, the return would be lower than most other half the normal wholesale price, Goods pro­
consumer goods because of the low price. vided to the distributor to fill these initial 
However, it was hoped that the absolute orders were free of charge, 
percentages could be comparable with that 
obtained on other products. After negotia In addition, after this offer expired,
tions with Cecil De Cordova, the following quantity discounts were made availabl" to 
breakdown was established' retailers as follows: 

Panther Buy Receive Free 

10 gross 1gross 
50Oross 7gross
100 gross 17 gross 

-o gatumed 

Perle Buy RPeceive Free 

2t - Olbtoi 6 gross 6 doz. cycles 
OM4rk-up 12 gross 15 doz, cycles 

Panthe, 
3 pieces JS.15 

to 1nhram 

rt -­up
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MOVEMENT OF GOOD8 THROUGH THE 
DISTRIBUTION NETWORK 
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Inventory Control System 

A system was established to monitor the 
flow of goods from te NFPB warehouse to 
the distributor and from the distributor to 
the retailer. 

NFPB personnel maintain a monthly 
Inventory on stocks in the NFPS warehouse. 
This inventory is made available to the 
program for monitoring. 

In addition, two steps are taken by the 
distributor tq allow monitoring of pmoduct 
sales and inventorled. First, their aee books 
are available for inspection by program 
personnel on a daily basis. A stock and sales 
report Isalso filed at the end of each month. 
This report contains date on opening stock 
levels, receivables, sales, samples, ree goods, 
closing stock, program sales and program,, 
revenues. 
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Of several promotional strategies 
cons!f~ored (a Perle drinking cup; a Perle 
c(aledar; a Perle change purse; product 

_multI*ks; a protective satchel for Perle 
cycles, NreAel, "coupon inside boxes of 
sailtary napkins), onlyone ide was acceptea 
and implemented, A smaller,wooden Panther 
dispenser was designed for use in medium­
sized and small retail outlets, 

In late . 75, the popularity of the Panther 
and Perle Image became evident in several 
ways. A manufactursr/distributor of soft 
goods requested permission to market a 
Panther tee-shirt in over 160 retail outlets, The 
success of this ,product was so great that a 
Perle shirt was also marketed, Eventually, a 
design incorporating both Panther and Per!e 
was marketed under the caption "See Panther 
- with Perle". Several hundred of the Panther 
tee shirts were purchased by the program for 
use as handouts during the program's initial 
stage, 

ee 
Permsain WltIfl Ts-Shirto 

A leading, record company compOsd A 
RegOsa song about Panther and Perle. 
Rogase music, very popular with young 
people in Jamaica, was an excellent mcans of 
reachlng this very important audience. 

"e"BackBak' Village erds label. Co n 
poped by 0. Campbell, versions performed 

by the tellers and the Villaee Bunch. 
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Distribution 

The Referral System Sales and outlet growth were monitored or 
a regular basis. Though the progress in botih 
areas was satisfactory, efforts continued 

The referral system was an Important to stimulate the msrket and promoto outlel 
Ingiedient in acceptance of the Perle program expansion. 
and therefore was closely monitored. It was 
notrt.ed that few referral slips were being 
received by the NFPB statistician, so a letter 
was sent to all clinics asking for their Incentive Program for Salemen 
comments and ideas. The number of com­
plaints about the system remained verylow, In early 1977 an informal survey was The opportunity for expansion in the

197 a 
conducted to determine If retailers were number ofePanthe dstriouttswas 
actively promoting the existence of the as over present The distributor's sales 
referral system. They reported that although management team attempted to motivate iti 
they informed customers of the steps to take salesmen by devoting extra time to Panthei 

low.In ariInfrma suveywas number of Panther and Ptrie outlets was seer 

were and Perle at sales meetings, individuall)in case of problems, few complaints 

registered. It was apparent that either there meeting with salesmen, and traveling witt
 

were few problr',, ,vt! or users were reluctant to them in the field.
 
report them.
 

In addition, an incentive program was 
used to encourage salesmen to secure 

Genoral Educatlonal Steps more outlets. This program more thar 
doubled the rate of expansion from one montlr 
to the next and led to asubstantial increase ir 

In May 1977, an educational program the number of reorders. 
was presented at the Frome Sugar Estate, the 
largest In Jamaica. This program included 
films and lectures on family planning and 
was presented by the Jamaican National 
Family Planning Board. Samples of Panther 
and information on Perle were available 
at the conclusion of the program. It was 
anticipated this type of %ctivitywould become 
a regular aspect of the Family Planning Pro­
gram after the contraceptive retail sales 
program was taken over by the NFPB. 

Hi4llih Syltems ( ,,din 
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Marketing Assistant 	 Sampling Plan 

In October 1976 a marketing assistant was While the distribution of condom samples 

hired .jy the distributor, with funds provided was a continuing practice, greater emphasis 
was placed on this activity in 	early 1977,by the program, to promote program sales 

aiid outlet expansion. This individual traveled particularly for rural areas. 
throughout the island performing duties 
which Included: 

One method used was to provide sample, 
of Panther condoms at nightly showings of ,: 
films from a mobile van used by a cgaretti'* 	Restocking where necessary 
distributor to promote products. Additional 

* Recruiting outlets, with emphasis on 	 quantittos of Panther condoms were given to 
non-pharmacy, Perle outlets industrial workers in Kingston irnd to workers 

The rationale for the 
e Providing feedback directly to the 	 on sugar estates, 

sampling plan was to promote Fanthe (i.e. 
program from the fieid 

family planning) by making It easier for the 

e Posting promotiwnal materials consumers to try the product for the first time. 

The dissemination of promotional informs­
* 	Visiting Drug Windows. tion on Panther and Perle also promoted 

brand recognition. 

In all, 205 gross of sample Panther 
condoms were distributed as follows: 

Urban Areas 
Desnoes and Geddes 30 gross 
The Gleaner Company 8 gross 
Jaycees of Jamaica groes 
Agricultural Marketing Corp. 9 gross 

Rural Ames 
Carrers. Ltd. 0 gross 
Froe Sugar Estates 20,grow 

',' 	 Mony Musk Estates 15 gros 
Semard Lodge Estates 10 gross 
Grays Inniiiiate 15 g' 

. ... . Innswood Esate 	 10 lros 

200106Pee Prei Ad (1977) 	 Holland Estates 

A* Idl $vile" 



P oll Oe LoN is 

A major program concern was the promo-
tion of Perle. Because of the restrictions 
placed on locating non-pharmacy outlets, it 
was nec esary, to improve the method of 
informing the consumer where Perle outlets 
were located. This was done in two ways. The 
first step was to use a press ad to list the 
location of selected retsil'outlets. 

1I 1977 a series of posters, listing Perle 
outlets by parish were designed. Posters were 
piacad in approx!rately 784 post offic, 
163 clinics and several youth avd community 

centers 

W
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NUMBER OF POST OFFICES AND CLINICS
 
PER PARISH FOR POSTING PEALE
 

OUTLET POSTERS
 
Parish No. No. 

Post Clinics 

Offices 

Kingston/St. Andrew 56 41 
St. Thomas 42 4 
Portland 48 S 
St, Mary 70 10 
St. AnnTrelawny
St. James 
Hanover 
Westmoreland 

7141
41 
39 
3 

161010 
0 
9 

St. Eliabeth 3 

Manchester 75 12 

Clarendon 93 7 
St. Catherine 86 1s 
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Advertising/Promotion 

One of the primary goals of this period was" 
to Implement an advertising schedule that 
would keep Panther and Perle before the 
public at a reduced cost. In this regard the 
following strips were taken: 

* 	The radio schedule was maintained with 
new radio ads aimed at young main and 
females and skeptical males. 

* 	New press ads were produced 
emphasizing that contraceptive practice 
is a joint decision and a responsibility of 
both the man and the woman. 

* 	A new Panther billboard design was 
commissiored. However, only 10 bill­
boards at locations with the highest 
traffic volum';*,re maintained. 

* 	The frequency of TV advertisements for 
both products wa reduced - 1S and 30 
Wcond spots we alternated forvariety. 

e The 46M1nrkel signs and 8 rural bus 
s Mheltrswan continued. 

SRerwed emphasis was plawd on 
Imormng non-eomptors so the pill 
through the pres ad "'W You Should 
Know About The Pill." 
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JASAIC --A---CONTRACIPTIVM RETAILSLES ... 
(U t l*s, Revenues and Outlets) 

June 1975 through 1977,,' o 

Month Ending - 1976 

P&, Owl . by -p Jum A* h , w. N 

44.0 0912 37,224 43,04 75.124' .712 44,2 4,7 34,416 31,46 430 
1445 -~ 3A 144 144 1I72 360 79 1,72 1,514 16 

45,012 89,912 37,26 44,026 75,166 37,440 45,160 47,50 36,144 4305i ,06 W 

7,70 4,66 5,055 %MS 7,95n 6,306 7,764 10,06 10,40 13,621 11,464 4,176 
* -36 - . -106 324 432 -16 

6,06 4,0 5.01 10,260 7,96 6,306 7,672 10,0 10,M4 14,053 11,464 4,36 

- 9 972 4,320 3,420 2,232 
439 -14a- a -J~i............--.
 

- -- - -100 972 4752 3. 2.376 

7,704 4,0 5.0m 19,260 7,9 6.36 7,7 10,716 11,412 17,61 14,04 6,40 
* a33 106 - V24 W4 - 324 

6,606 4,000 &,01 10.200 7,956 UP 7.672 10,716 11,736 160 14,904 6,73 

1" 1,6 1,045 1,230 2,042 1,013 1,254 1,315 6 W 1,216 117 
I1134 I 76 1,460 1156 90 1,132 1,542 1,65 2547 z,0 

2,432, 2.54 1,601 2,710 Owl 10 26 2,6 3,406 342 1,0 

1,5 2 4 1,275 1,504' 4 1,2 1,35 1,6 11 1,054 1,6 1,121 
1,512 W IM 1*74 1.341 1,246 1,50 24 = 30 2*4 IAN 

3,066a, 3,191,on 0 3,476 w 2,00 4,0100,. 4,454 m,2=26 0, 4,0W7 ON 3,0, 3,310 0, 4.40\2,6, 

n r, rn r, m. m ,n 4 uP, 0 
76 in Kit w- KBIf 6IN 

16. 1-7 . .. .. 6 . ... 13.16.167 "W .. 
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45* Selected Retail Outlets ­
0Pharm ln-144 

eDrug Wlndows - 74 

.- ,,'' -' .-'', O ,ash Va utlets - 434" 
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In Summin Imp"ct of theocontraceptive It was never an Intention of the
remisa! progam 'on famiby planning pn er/ple proam to take 8e" away
asuewnso ono must l ate progr 1rpm tho e brands previously
Wiebmilon In term of ongoing 0eyaI1eble thOlgh some tustOmer switching

g and brand iyafty change was Ineviable. 
Rather, Itwee hoped Pantherand Pede would 

onduce i on p-ors to practice family
The0cenlo N uer o w t -wannIngebyotIn alees expensive, moreof

and edsfrati.sePs~slp ohersouceseasilly accessible product. 
or Whethe P~,ther 1 d, accetor were 

wheterrepm 0cos efisotive In From early Indications' It appears ter
gainngsoeporereltiv o fth exitg has bean a modest Increase Incomrmercial 
pulisctr liicprogramll, sae of other brands of orals and condoms 

since launch. This Indicates tt Panther and 
Perle did not draw from the existing private
sector (,sourcss, but rather expanded the
market by motivating now users. 
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e Drug Windows - 74 

* Selected Retail Outlets - 45 

Pharmacies 	- 144 

Total 264 

m\*navy 	 " 1W 81 no' y .t o n 

PERLE ORAL CONTRACEPTIVE OUTLETS
 
As of 30 Ssptembr 1977
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Public Sector Clinic
 
Performance
 

The effect of Panther and Perle on the New Clinic Acceptorsacceptor rate in the public sector clinics was
equally important, Two measures 
 of clinicactivity are available for analysis: The number of new clinic acceptors from 
1973 to 1976 is shown below, The data shows 
a decrease inNumber of new acceptors 1976 in the number of newacceptors, Unfortunately, it can not be* Distribution of condoms and pills to determinedclinics. whether this indicates apermaneit downturn or merely a temporary
drop, 

NUMBER OF NEW ACCEPTORS 
PUBLIC CLINICS (1973-1976) 

O Sytei(Health 



Data for 1977 is available for only the 
first quarter and omits family planning clinics 
in the parishes of Kingston, St. Andrew, 
Poitland Trelawny, and St. Catherine (clinics 
on new statistical system). Omitting these 
cliniirs from previous totals permits com­
parison with the first quarter results for 
1977. This reflects tin increase to the levels 
of new jcceptors experiencc,1 in 1975. 

NUMBER OF NEW CLINIC ACCEPTORS 
1975 THROUGH FIRST QUARTER 1977, 
ADJUSTED FOR CLINICS ON NEW DATA 
SYSTEM,
 



Clinic Distribution 

1h' (enow;1roclIrII(;,aCtlvlty r1lot ,nltir(1)I ri 

C(:1,; O (
to the prm "ffl i t l, I t1)(tloll Of 

condonls nid orall plls from the NFPI[3 witio­
hoiJso to the scltli.linms Bec3itiseL or 
hItl7. distltiblition iSonly to the "outlet" ind 

nlot tII(., icttil cofl'Senft C ,ient,the numrber 
clist blttd 0 )0le !.,ales.thatIsrnr,! )conarnpnto 
are nide In the. coinrorci;il pro(ram to retail 

(lutn tortl 

CLINIC DISTRIBUTION OF CONDOMS BY 
QUARTER JANUARY 1973 TO DECEMBER 1977 

"Shaded re , fO D tins CiCiinic i o dojCiol 
1977 Byr uairnd(17 -f 



It i )oears hat, altiouih salos intihoconmeu­
cril sector have shown dramatic Increases 
since 1975. c!nic distribut ion of orta! cont ra-
Ceplives ;.,nd condoms has femained stable 

CLINIC DISTRIBUTION OF ORAL 
CONTRACEPTIVES 1973 THROUGH 1977 

'First 3 qulrtters only, shaded area IndicateS pro­
loclion for rornneinder o 1977 









Market ResearchPanther 12-IN/ok 

introduce ,a Panther multi.pik. The 
availability of Panther condoms in a larger 

pack would have several benefits for the 
program including: 

* 	Allcw penetration to large supef-
mirkets by reducing the fear of pilftr 

* 	Allow fo! a consumer price break on 
multi-pak purchases 

* 	Promote continued use. 

QuNty of Panther Condoms 

Emphi 

exist concerningin adVertising., uestions 
the quality of Panther duS to it's loW price.
Steps;,should be, taken to -communicate thealsPantherSteps 

fact that,Panther Is a quAlity prod4ct sold 


Mrund t1he 'world at substantially' higher 


Cn."eto empha~iii recruitmnt 01 
randa PlolltW . Though"pention 

ifltflflMOS~5 
with no withft~ Inad" ow "Awt5t 

Conduct prevalence studies on regular 
basis, Plans for additional market research 
were dropped becauseaf financial restraints. 
In order to continue an efficient, effective 
program it is important to know the market in 
which the program is operating. The National 
Family Planning Board should attempt to 

con­institutionalize regular studies of the 
market with direct fedback to thetraceptiv 


contract. tive retail sales program.
 

Extension of UWI 

Throughout CARICOM 

Extend Panther and Perle soles through­
out ti'e Caribbean area. Because of he 

the various Caribbeansimilarities between 
those in CARICOM),islands (particularl 

nnmru
and Perle brands would be accept­sfmlypaliomthd 


solos t.) Othercountries,e itThe extenson,of n
 
co.,is The eUeso fslst te
 
islands would have the following benefits 
for the p ram, as wall as the potential 1#jr, 
reducing 'population growth In those 

countries: 

R* elst as reIsult of quantity die­
counts on packaging materilsl arid 
advertising 

*PrvW-n additional swoc of reveue' 

~ ~ ~ ~for the JamaiN prWAM... ~ 

~nu~qb &AN" * M"eWTheao~W 
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