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SUMMARY.

in July 1974, Westinghouse Heaith

Systems began the process of establishing a -

contraceptive retail sales program (CRS) to
market cordioms snd oral contraceptives in

malcl The program was designed to

tilize existing retail distribution ay.tems. The
major focus was on developing indigenous
resources to augment the clinic activities of
the Jamaica Natianal Family P'anning Board.

Developmental activities centered on the,

following arna

® Advertising and qromoﬂon

L Pfoduct pricing and packeaging

o Consumer and retailer education

® Distribution

o Program evaluation and monitoring.

Extensive research anc testing was carried
out to ascertain public attitudes, develop
\suitable advertis’ng and packaging materials,
‘and to dete:mine the most effective
distribution channais. The initisi phase of the
program was directed toward educating the
general public, distributors, and retailers in
the avallabiiity, usage snd potential side
offects doul,eommmm..

CA mwmmmwmm an
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" usad to reinforce the program’s image. A wide

varisty of point-of-sale material, such as
posters, metal signs, dispensers and
brochures were also develdped and
distributed to participating retailers. Other

. promotional materials included T-shirts, a

Panther and Parie Reggae record and vlnyl
decals.

As a result of this progiam, Panther and
Perle havo become housshoid words in
Jamaica and have become aimost

-~ synonymous for all brands o! condoms and

oral contraceptives.

In September 1977, some three yeers
after implementation, management
of the program was turmned over to the
Jamaica National Family Plsnning CBoard.
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The Media

) important aspect of the
program wias un extensive, broad based
advertising campaign utilizing all types of
media asimed at all socio-economic groups.

Particular emphasis, however, was placed

on the high-risk 14 to 38 year age group.
‘Radio, television, cinema and press ads
promcted the messege; billboarda, metal
signs, bus cards and bus shelters nlntorcod
produzt image and availability.

Radio

Jamaican radio reaches all socio-
econonlic groups throughout the island.
Approxiniately 80 percent of the pcpulation
listens to the radio in an average day. An
initial series of radio ads ware composed In
standard Jamaican English. They were
designed to have a broad-tased appeal far
all socio-sconomic clasees and to establish
mass consumer brand recognition.

Typical Panther Radio Spot Typical Perie Radio Spot
- .
SLINT: Wootingboude Nealth Dystems  SAYE. August 14, 1978 oait” 213178
PAOBUCY. Pancher . 200 %0 cutnt  WESTINGHOUSE HEALTH ewc
anea "ol Rade PROOUCT SYSTEM ‘wims RADIO
NuaAnas: wesne. L) | PEALE : wHIbuLE
N LT1 Y 1N I OASCRIPLION
Durt 30 000, Dur: 30 seconde

Provesing uswaniod prageemy 18 o $/80 raspessibillty,
_ 4het men and wones mudi share.

That's wiy we mads Pasther for man.
,m.uw-m m.hlorthmnuho
- mmﬁ&:ﬂlﬂb-hmwmmﬂlmd
; Uls, 1’onll mn h'lM nlunlmd w mn \l!‘
mu-m Ve Pamhar. rondoms
onttor 10 6550, mnuu,,;wnnm

V unh’«“uu%,mnmu
: momeum. .lmuum

Chlidren ara among Code greatest gifte 1o manking, They
sre 10 bn Joved, chorished sid cared for.

it cariag becomes éifficult whea 8 cNId iy born avd you
ouumu“‘y»w&mw.

To provem unqn‘ pregrancy. .. .1ake the pill called
Porte..

hrh-nlaumupum

Nﬂo losbe, uih ul oseily onllnb
Mm”nwwnm
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Press

Three daily newspapers reach all socio-
oconomlc classes. The major paper has an
average circulation of over 60,000 daily
(86,000 on Sundays) with an average
readership of sevan persons per copy. The
initial Panther and Perle ads were aimed at
promofl){g brand recognition and acceptance
among:/ il soclo-oconomlc groups.

Initiel mmr Press Ad




Billboards (Panther Only)  Bus Shelters (Panther Only)

Panther biliboards 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 bil'bourds shelters are visible not only to bus users, but
rotated among twenty locations on a quarterly to motorists and others using these routes.
basis.

poming . 1vic e Pt et e oy o

LOCATION OF PANTHER OUTDOOr ADVERTISEMENTS (June 1975)
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Bus Cards (Perie Only)

Cards promoting Perle c/al contraceptives
were placed In the interior of sixty buses
operated by the Jamaican Omnibus Servicein ‘
Kingston. '

Panther and Perie metal signs are used to
reinforoe product image and recognition and
28 point-of-saie items. They are posted in
numerous locationg.throughout the island.
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~ Advisory Commiittee

a Mmhoun heiped form an advisory
“committes to assist in program development

and to gnln the support of various sectors

of the Jamaican community. Represented
on this committes were the following groups:

© The Ministry of Hesith

© Nurses Associstion of Jamaica

* Jamaica Teachers Association

o Family Planning/Epidemioiogy Unit,
- University of the West Indies

o Jamaica Council of Churches
ce m.um League of Jamaica
@ Medical Association of Jamaica

- @ Pharmaceutical Society of Jamaica

¢ Jamsica Family Planning Association

¢ Private enterprise.

in ‘cooperation with the NFPI and thc
MOM, educational and informational

' messages
. were developed for promoting both scoeptance

of family planning and confidence in oral
pills and condoms as methods of family
planning. With the support and advios of

the advisory comrnittes, thess messages were

directed to the medical and public health
sector, the non-pharmacy oral contraceptive.
retailer, the distributor and potential
consumaers.

in communicating with these groups, the
primary odjective was to relay the information
that two new brands of contraceptives, Panther
and Perle, would soon be available through &
government program. Through the use of
Jamaicanized product imsges and a positive
theme, product usage was promoted. In
addition, for Perie oral contraceptives, it was
recognized that a conoentrated educational
program would be needed to communicate
tm pm' senefits, effectivensss and potential
fiacta. Therefore, specific procedures’
mdwolomtorpmomlng wormluon en
Mo to each of the eonoomod oroupo
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Tommpmmmm nwu
lmpwm M the salesmen a8 well as saies
. . and 'menagement personnel,
(MlMMdtmumnm

this understending, a seminar utiizing slide
‘presentaions, brochuits and briefings was
mmmmmmmmv\w
'foonmmmlmorm

'uee. In order to promote.

Consumers

E"om to educe/e and communicate with
ihe consumer centered around slide presente-
tions, newspaper ads, radio shows, bro-
chures, fact sheets, and posters.

Mbhm inlendad primarity for consumers,
Bt given 10 uther concerned parties. TM
WM containg sertane on:

o dow the UII works

& Advantages of the pill

' © Posaible siae effects 0o
o Other methods of contraception.




: . 9.\: Mad
E‘"\'}‘@'?“qﬁ';!'ﬂrt'

_ n
:# *:rm'hiﬂw;w:u.?-:":?" .

A

S

A,
e

NE L
5 ARSI W BT

i e ety IR R S SRR < 0
b s T B & T e e : Al ; ) . TP : s ~
=éﬁeﬁ;&ﬁ‘ﬁﬁ&%ﬁi’“ AT & oif v R A g

. o A e o . 150 .a‘.‘uﬁlw

L S pap—| < : Lot
T e

-.u'a..'u.n- I AR A .wuq-:'.
VIR T E Y
oL b _
e G
=l ;’,l:. .‘..._._..\ " 1} T gt

e
;'.‘.:-Eﬁ-f&

‘f«"
bt
‘.‘:.‘L".{".I .

!







. secura oulleta for one of.

etk £l

kS AT S T

gl




Another important step was the establish-
ment of dmﬂbutor and retailer mark-ups for
_ Panther and Perle. Based or market research,
the price had besn set at 15¢ anc 30¢, respec-
lively which meant that it was necessary to
work within these limits. it was recognized
tha! the return would ba lower than most other
consumar goods becauss of the low price.
However, it was hoped thai the absolute
porcontogu 2ould be comparable with that

obtained on cther products. After negotia:!

tions with Cecil De Cordova, the following

brfukdown was sstablished:
Y W

‘ Panther
3 pieces = J;.is

Oiatributor
Mark-up

In addition to an attractive margin, several
incentives were offered to motivate the distri-
butor to actively promote the products, and (o
ancourage retailers to place orders. For
example, for the fisst three months, initial
orders recsived from retailers were billed at
half the normal wholesal@ price. Goods pro-
vided to the distributor to fil! these initial
orders were free of charge.

in addition, after this offer expired,
quantity discounts were macde availabia to
retailers as follows:
. “

Panther Buy Receive Free

10 gross 1 gross
50 gross 7 gross
100 gross 17 gross
Perle Buy Receive Free
6 gross 6 doz. cycles
12 gross 15 doz. cycles

Hoalth Systems(YY) 20 .
" ry



MOVEMENT OF GOODS THROUGH THE
DISTRIBUTION NETWORK
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inventory Control System

A symm was established to monitor the
flow of goods from the NFPB warehouse t0
the distributor and from the diatributor 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 to allow monitoring of product
.sales and lnmtorm First, their sale: booke
are available for inspection by program
personnel on a daily basis. A stock and sales
report is aiso filed at the end of each month. -
This report contains data on opening stock
-lovels, recsivables, sales, samples, free goods,
closing stock, program sales and program.
revenues.

D

Y

Now theve's Perie Oral Contracepiivés 10 help you

. have children whan you want 10. Perie is aale, sute

«and economicsl,

. Peria Oral Conraceptives ~ uvdhibum
windowe,

, Gloponeeries, mmm
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1ARMTIng B0+ reaLired 10 “atend | faining  Saminan
e which were conducted by the National
= Family Plscning Bosrd. Te soheme shc.
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o] uvcnl promotional lmnglu
coml/,lmd (a Perle drinking cup; & Perle -
colerdar; a Perle change puree; product
'mulxl-mn. a promtm satche! for Perie
cycles, reaeemabis coupon inside boxes of
s8)itary napkins), only one ideu was accapted
and implemanted. A smailer, wooden Panther

‘dispenser was designed for use in mcdlum-

sized and small retail outlets.

in late %975, the popylarity of the Panther
and Perle image became evident in several
ways.
goods requested permission to market a
Panther tee-shirt in over 160 retail outlets, The
success of this product was 80 great that a

Parle shirt was also marketed. Eventually, a
design incorporating both Panther and Per'e ™

was marketed under the caption "See Panther
— with Perle". Sevaral hundred of the Panther
tee shirts were purchased by the progrlm for
use as handouts during tho program's initial
stage.

A manutacturar/distributor of soft -

Fanther/Perie Teo-Shirts

A leading record company composed &
Reggae song about Panther and Perie.*
Reggee music, very populer with young
people in Jamaica, was an excelient mcans of
reaching this very important audience,

£ 0°
*“Back aucu“ vmm rds label. Com-
‘posed by B. Cam versions performed

by the teliers and the vmm Bunch,
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Perfe Three-Pack

m P«h mpack utilized the same

;MMnutmmolomumd
mmd identical information on the pm




Retail

tions. As the identification of retsilers con-
tinued on a regular basle, the format of the
group training sessions became impractical
for several reasons:

i P

° mng retaliers ocould not leave their
_ shope'for even one day "

* Potentisl SROs were obtained irrsgular-
ly (0.9. 1 one month, 3 the next)

© Potential SROs were located in various
geographical areas of the island.

I,
+ 8ince it had become impractical to hold
group sessions, the procedurs of training
retailers in their own store was adopied. While:
this procedure required more time by the
' NFPS marketing offica’ and training offioer, it
,mmwmmdwf‘omgm
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The Referral System

The referral system iwas an important
ingtedient in acceptance of the Perle program
and therefore was closely monitored. it was
notined that few referral slips were being
received by the NFPB statistician, so a letter
was eent to all clinics asking for their
comments and ideas. The number of com-
plainte about the system remained very
low. In early 1977 an informal survey was
conducted to determine |f retailers were
actively promoting the existence of the
referral system. They reported that althiough
they informed customers of the steps to take
in case of problems, few complaints were
registered. It was apparent that either there
waere few problr=v) or users were reluctant to
report them.

General Educationai Steps

in May 1977, an educational program
was prusented at the Frome Sugar Estate, the
largest in Jamaica. This program included
films and lectures on family planning and
wags presented by the Jamaican National
Family Planning Board. Sampies of Panther
and information on Perie \were available
at the conclusion of the program. It was
anticipated this type of activity would become
a reguiar aspect of the Family Planning Pro-
gram after the contraceptive retail sales
program was taken over by the NFPB.

Distribution

Sales and outlet growth were monitored on
a reguiar basis. Though the progress in both
areas was satisiactory, efforts continued
to stimulate the market and promoto cutie
expansion, ‘

incentive Program for Salesmen

The opportunity for expansion in the
number of Panther and Perie outlets was seer
as over present. The distributor's s&let
management team attempted to motivate its
salesmen by devoting extra time to Panthei
and Porle at sales meetings, individually
meeting with salesmen, and traveling witr
them in the field.

In addition, an incentive program wat
used to encourage salesmen to secure
more outlets. This program more thar
doubled the rate of axpansion from one montt
to the next and led to & substantial increase ir
the number of reorders.

Health Systems @ A
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Marketing Assistant

in October 1976 a marketing assistant was
hired Jy the distributor, with funds provided
by the piogram, to promote program sales
aiid outlet expansion. This individua! traveled
throughout the island performing duties
which included:

e Restocking where necessary

e Recruiting outlets, with emphasis on
non-pharmacy, Perle outlets

e Providing feedback directly to the
program from the fiend

¢ Posting promotivnal materials

e Visiting Drug Windows.

 fyucaesbonte. ;

Perie Press Ad (1977)

R @mii\ Systom
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Sampling Plan
,

While the distribution of condom samples
was a continuing practice, greater emphasis
was placed on this activity in early 19877,
particularly for rural areas.

One method used was to provide samples::

of Panther condoms at nightly showings of

films from a mobile van used by a cigaretts
distributor to promote products. Additional
quantities of Panther condums were given to
industrial workers in Kingston and to workers
on sugar estates. The rationai¢ for the
sampling plan was to promote Fanther (i.e.
family planning) by making it easier for the
consumers to try the product for the first time.
The disseminstion of promotional informa-
tion on Panther and Perie 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 3 gross
Jaycees of Jamaica *-8 gross
Agricuitural Marketing Corp. 9 gross
Rural Areas :
Carreras, Ltd. 60 gross
Frome Sugar Estates 20 groes
Mony Musk Estates = 18 groes
Bernard Lodge Estates . 10 groess
Grays Inn Estates 15 gross
innswood Estates .10 groes

Holland Estates  20groe



Perie Outiet Locations

A major program concern was the promo-
tion of Perle. Because of the restrictions
placed on locating non-pharmacy outlats, it
was necessary to iinprove the method of
informing the consuiner where Perie outlets
were located. This was done in two ways. The
tirst step was to use a press ad to list the
location of selected retail outlets.

in 1977 a series of posters, listing Perle
outiets by parish were designed. Posters were
piacad in approximately 784 post offices,
163 clinics and several youth axd community
centers. -

" NUMBER OF POST OFFICES AND CLINICS

PER PARISH FOR POSTING PERLE
OUTLET POSTERS
Parish No. No.
Post Clinics
Offices

Kingston/St. Andrew 56 4
St. Thomas - 42 4
Portland 48 8
St. Mary 70 10
St. Ann Al 16
Trelawny 41 10
St. James 47 10
Hanover 39 ]
Westmoreland 43 ®
St. Elizabeth n 12
Manchaster 75 12
Ciarendon 93 7
- St Catherine a8 15
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Advertising/Promotion

One of the primary goais of this period wus
to implement an advertising schedule that
would kesp Panther and Perle before the
public at a reduced cost. in this ngud the
foliowing staps were taken:

© The radio schedule was maintained with
new radio ads aimed atyoung malesand
femailes and skeptical males.

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

oA new Panther biliboard design was
. commissiored. However, only 10 bill-
“boards at locations with the highest
trattic volu'gp,rwbn maintained.

¢ The trequency of TV advertisements for .
both products way reduced — 15 and 30
aeond lpoil wers alternated for variety.

*The. 48 ‘mirket signs and 8 rural bus
shelters were continued.

» Reonewed emphasis was plated on
informing rion-acceptors about the pill
through the prees ad "What You Should
- Know About The Pill."
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-JAMAICA — CONTRACEPTIVE RETAIL SALES -
(Uit Sales, Revenues and Outlets)
June 1978 through 1977 .
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T , Drug Windows m’:”

(?4)
. Distribution of Panther Outiets by Type.




» Selected Retail Outiets - 45
®Pharmacies - 44
o Drug Wirdows - 74

. o Fatmoith - \
P Monedo ey NV 2 e by ~ e " .
b e e TN oy SGash Van Qutlets - 434

‘@ Wholesalers*
Direct - 22
indirect - 220

. e oAgqupnptjl Marketing compor,ltlon‘- .20
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Competitive Salés

it was novcr an intention of the
Panther/Perie program to take ‘sales away
from the oompomm brands previously
aveliebie, though some Gustomer switching
and brand loyaity change was (nevitable.

- Rather, it was hoped Panther and Perle would

-induce non-acoeptors to practics family

plmnlngbyprovwmulouamn. more
- easily accessidle product

From early indications® it appears thers
has been a modest increase in commercial

. sales of other brands of orals and condoms

since launch. This indicates that Panther and
Perie did not draw from the existing private
88Ctor (sources, but rather expanded the
market by motivating new users.

o (12:81)
i6-30)

1978
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e Drug Windows - 74

# Selected Retail Qutlets - 45
« Pharmacies - 144

-

Total 264

Falmouth

St Annvs Gay

Port Maria

Port Antonio

Morent Bay

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

The effect of Panther and Perle on the
acceptor rate in the public sector clinics was
equally important. Two measures of clinic
activity are available for analysis:

® Number of new acceptors

® Distribution of condoms and pills to
clinics,

NUMBER OF NEW ACCEPTORS
PUBLIC CLINICS (1973-1976)

New Clinic Acceptors

The number of new clinic acceptors from
197310 1976 is shown below. The data shows
a decrease in 1976 in the number of new
acceptors. Unfortunately, it can not be
determined whether this indicates a
permane~t downturn or marely a temporary
drop.

,!q;@mm Systems |
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Data for 1977 is available for only the
first quarter and omits family planning clinics
in the parishes of Kingston, St. Andrew,
Poirtland Trelawny, and St. Catherine (clinics
on new statistical system). Omitting these
clinics from previous totals permits com-
(parison with the first quarter resuits for
1977. This reflects an increase to the levals
of new acceptors experienced in 1975,

NUMBER OF NEW CLINIC ACCEPTORS
19756 THROQUGH FIRST QUARTER 1977,
ADJUSTED FOR CLINICS ON NEW DATA
SYSTEM,

. .
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Clinic Distribution

The measure of chrm;"ﬁchvny maost sumuar
to the CRY program s the distriibution of
condoms and aral pdls from the NFPEB ware-
housae to the public scctor chinics Becausoe
this distribution s only 1o the “outlet” and
not the actual consumet chent, the numbaor
disttibuted s most comparable to sales that
are made i the commaercial program to retail
outlets

CLINIC DISTRIBUTION OF CONDOMS 8Y
QUARTER JANUARY 1973 TO DECEMBER 1977

Y ot
i b &

C

.

v

Clinic Distribution of Condoms
By Quarter (1973 — Sepl. 1877) -

Number of Condoms Distributed
(# of gross) -

st hd drd gt nd Jd 4th st 2nd- Grd &th | g | ‘
~— 1973 —— e 1874 —— 1975 ——epr— 1076 e 1077
. L N . . ! . . A ’ ' .‘ N

.

%

*Shaded area indicates projection for
remainder of 1977
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fLannears that, although sales in the commaer-
cial sector have shown dramatic increases
since 1975, clime distnibution of oral contra-
ceptives und condoms has temamned stable

CLINIC DISTRIBUTION OF ORAL
CONTRACEPTIVES 1973 THROUGH 1977

Frrovedrans { auinic h

*First 3 quarnturs only, shaded area indicates pro-
jction for remainder ot 1977
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Panther 12-pack

;- Introduce . Panther multi-pak. The'
‘availability ot Panther condoms in & larger

- pack would have several benefits for the
program including: :

o Alicw penetration to large supéi-
markets by reducing the fearof pitterage

o Allow for a consumer price braak on
multi-pak purchases ‘

* Promote continued use.

]

Quality of Panther Condoms

~ Emphasize ;"qg’)nlfiy" of Panther condoms

in ‘advertising. Questicns .exist concerning
" the. quality of Panther dus to it's low price.

RN

~ Steps should be taken to-communicate tHe
* fact that: Panthar is @ qulity product sold .

[ countries:

Market Resoarch

Conduct prevalence studies on regular
basis. Plans for additional market research
were dropped because af financial restraints.
in order to continue an efficient, effective

‘program it is important to know the marketin

which the program is operating. The National
Family Planning Board should attempt to
institutionalize regular studies of the con-
traceptive market with direct feadback to the
contrac( Stive retail saies program.

Extension of Ssles
Throughout CARICOM

Extend Panther :a'nd Perle sales through-

cout (e Caribbean area. Because of ine
_ gimilarities be'ween the various Caribbean

istands . (particularly those in CARICOM),
Panthsr and Perie brands would be accept-

" abie as family planning methods in numerous

countries. The extencion of sales 12 other

. islands would have tke following henefits

for the program, as well as the potential fr. .
reducing population growth in thoss

7 e Reduoe costs a8 A resultof quantity dis-

_ counta_on packeging Materigls &

o sdvetaing tﬁ\j E
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