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A tracking study was undertaken to investigate the effects of an advertising camdnioon paign to promote the DuaLima condom inthree cities in Indonesia. This study consist
ed of a pre- and post-test assessment of a trial roll-out of a new product and was 
conducted during April-August 1986. 



11In initiating this study and designing the instrument, certain assumptions were 
made regard;ng the objectives of this research. The research objectives were stated 
as: 

S ,.Providing information that would guide the introduction of DuaLirna into the critical 
Jakarta market end, later, into national coverage 

Establishing year one marketing goals for DuaLima 
HN"V2 -, ', 	 Evaluating the current DuaLima marketing strategy against specific marketing objec

*1 ' L tives which had been set for the brand. 

More specifically, thiinvoles providing informnation regarding the following: 
Product -to determine ifany product problems exist in terms of user dissatisfaction 

, j , and if levels of repurchase intent are satisfactory 
Price--- to determinc if the product isselling at auriiform, controlled ptice and if thatSA A 	 price isappropriate for t! tii,,et market. 
P/ace---to determine if tr. product is staying within the estabtished distribution 
network; to evaluate wl i. I form of retail outlet ,. most responsible for consumer 
purchases; to assess wiether any probiems exist with respect to availability and 
product visibkility. (Note. issues of distribution stockpiling are assisted via the retail 
audit.) 
Promotiorr---tO assess the impact of the (urrent calpalgr in t(eirlr of consumer 
awareness, attitudes, trial, branc, and category ima ; to assess the relative impact 
of different medial chnnels 

It is inmportant to note thakt since data on the prevalence of contraceptive usage 
are available elsewhcre, this study was not intended to address such general issues. 
Rather, through adopting a more tightly defined focus, the present study sought to 
provide answers that would address the specific issues related to planning a national 
roll-out of the DuaLima condom. 

Inorder to address these specific questions, the target audience for the tracking 
study was carefully defined and matched that of the target audience for the cam
paign. This audience was determined to be a randomly selected sample of: 

Males aged 18-49. 

, In the lower socioeconomic clisses (Classes C,D,arid E). 
, Who were riot currently trying to have a child. 

To select a sample that would provide information on DuaLima's performance 
within meaningful market segments, three subsamples were chosen: 

e 	Current condom users-rricrried. 
Non-users of any reliable contraceptive method--married 

Bachelors (condom usage undetermined). 

It is important to note that although tne sample was randomly selected, it was not 
d national probability sample. While the findings here are representative of the quota 
groups from which the subjects were drawn, these data are not projectable to the 
entire population. 
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k U10. In performing this study, pcrsonal intcrviews were conducted employing twoI a ,-k"J 0 1 waves of house-to-house interviews ina pre-test/post-test design A matched quota
sample was used for Wave Iversus Wave II. 

elfVAllJ-A.. i A total of 1,983 iiterviews wcre conducted: 

Sample Launch Pre-Wave Post-Wave 
Sizes Date Interviewing Interviewinq 

Surabaya 660 April 10 April 5-May 9 July 31-August 25 

Bandung 657 April 2 April 8-May 17 July 31-August 25 

Medan 666 April 2 April 8-May 17 July 31-August 25 

Due to the difficulty of finding condom users, pre-wave interviewing took longer 
than anticipated to complete. As a result, pre-wave interviewing extended into prod
uct launch and, therefore, the pre-wave data do not provide a "clean" baseline. We 
can however, assumC that awareness of DuaLima would have been zero prior to the 
launch because it is a new product. 

The campaign tracked by this study was based on a number of avenues for
A dverisinmediaoutreach, including: 

q. Radio (see Appendix .-for sample jingle) 

o Newspaper (see Appendix B for sample ad) 

I Billboards 
o Poters and other POP material 

o Cinema. 

Although no television advertisements were done, the publicity surrounding the 
introduction of DuaLimrn to the marketplace resulted in a number of television place
ments. Questions asked in the protocol were, therefore, comprehensive in covering 
all potential outreach methods, even if not used by specific design.
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J" ringI theDL#Il11.9thc dC~k'l )DL t I tvll ( IftI ot1 )(IWn,(IICisuC (Astandrd(Aization arose 
Ile Trackinczr, finrlation to th: qtihcnriri of (Jita lciill itlrvi(ewets t-) pcform in a standardized

ndrl erv a 'S. 111MW\ S(VfIia IilkIju)r [)t!(illy itllin uresent drive tOt (ollcct systcinitiC data.The
C t pOtclitildl foblcqlflIfrtt,)till(t1,1 l)y h(<k o-firltcrvitc\,,,clf be overcomeI )rkjmh,oii (-(it) 

tta e uatw rdccluitc ,mi o,,i 0 ,tintrucLltinfIt aso ,s ,ortrtt to r.ce ii.:' interviewers 
rCgardi tti properscree. irlc re)o)dc'isl I Ft stel ) toward (>nsuring a1111eld 
vlid saimp;(, 

This section provid(s a franc of reference for brand awareness levels and en
ables managerment tu dtcmtimine if the advctising actIvity s ra5sin3 COISCIOuSneSS 
about contraccl)tion ir i ccfi! aid thc catc.ory of condois isa whole 

Thi , on 
Id for the:,,iit I n.erticrli _ ,orit t l t ra ds, rind One eans 

c ti l' I r i,irenilrit with I oiti/ tiOuS ir(kasurC of advcrtising 
1,,laie 


of diac ()ii t.' ti'i , f(ir J
h" tiI '.mtikh 

TI ii-ec{.titoin rnt gene:tC ll abt~ c lor ttrnse tral ifonniCtilon /t u IriSsch as 
level of til,t, raidl I c(-ei St.,I atnegulir l)hI I units, ind fiture aSage Perspective 
is providcd by( uni nrigl7 IC>(Jlevels; Obai ot the t'tbllnd to those of the competi
tion 

lIri)rovidc s; rcIciag wn th information source 

pack size arid iints pi)rchat d, artid the purcllase decision process
 

Ihis et riiina wit about of supply, 

This section piuovidcs maagrdement with feedback concerning the level and na
ture of thec impact and the qeneral impressions that it has created for the 
brand It also providcs mcars of evaluating the relative impact of various media 
charfics. 

This scctlul i providrs a cLve appraisal of t iuage that is being created for the 
test brand vis-a-vis coInpctitVe brands; it eriblcs maigemienit co determnlnc where 

brarid itually sltioi,t; e is oeret o wcaik, and whether it is meeting specific image
relatcd objct cnvstrat have bccfi set for it 

This se-cti(r provide(: rnanag emt witfi the ratings of setisfaction and repur
chase intent levels )chn-('d among triers of the test brand. 

V IN, in>i!. ,, " . : 

This section provides management with an indication of the level and nature of 
changes in image and attitude toward the product category as awhole. 
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0_V r ..,0 ," Apprendix C prcvidcs the actual wording used in the tracking study protocol.With hind,,ight, several queStions were targeted as needing revision. Major sections of 

. . e 4,

vv4tJ, ',. 

tile trackinn Study protocold(re described inthle following pages. Revisions have been 
noted, as requirCd. PKaC.cnrert of these revisions has been indicated with an asterisk 
on the attached survy samnple 

Aware-ss of Cotr,i. cptiv, Mthiods, (()uesitions 5a-5f) 

* 

Acid Question 59 (If nore than on r rmthod has b-.en tried previousl,), "Which 
of these methods ha(ve youJ tried most recenitly?' 
Q5g will allow resCrcheCr, to produce a more tightly defined profile of contra
ceptive switc hiing bef aivior Itwill, for cxar)Ic, b: possible to see the methods 
frorn which swit(-:hcrs aie bcin pulld most diectly 
An additior ial follow-urp qmn'strerl ''[his t is,trial )eri within the past 
....... niorth,lQ ''will ,Jlow, vie:w (Ati i:re(:trcy of te switch. 

c Awareness of (o rdrinBarm Is (Q(es tierics 6&-6i) 

No cl-,aigssrc;r '.,, 

Use of orid(irr ,r (()ietiors6r1-of, 11 ],12,1,12d, 13a, 13b, arid]14) 

Adc ciiron beforc 6e (if inoie r fi ol(' brand has beern tried previously), 
"'ichof tI rcsC brallds lave you tried rlioSt rccently?'' 
As bDfore, this questiorr will allow resc'ichcrs to produce a nlore tightly defined 

profile of switchers Itwill, for exarriple, be possible to see whether DuaLima is 
pullinr switchi"s moc from Kin/igtex or Yourn3-Young, etc. 

An udditioil follow-UL) (juestIorm, ''Has this trial been within tilepast 
.......rotIs?,'' will aa enrich the switcher profile regarding whether 

the user is a reccr it switcher or d orIgt-tcrm switcher 

Wording of Q1 !g should bc,:i rancd to allow for answers from infrequent users
and noncontraceptors (cg,'Do you usually buy condoms on a weekly basis, 
monthly basis, or sonie other tinme span " '') (11otfhicr, write in) "Onaverage how 
many condoms do you usc per (Circle one) week/ronth/other?" 

Add QuEstions 12e, 13c, aind 1,a: "How liklyworl ,Iyen be to use any method 
of contracCption Inthe futLire? Drefir itely use.,Possibly us, Neither, Possibly won't 
use, Defiritely won't use 

A question suc r as this relarirdin general intent will allow researchers to view the 
1ipact of the campaigr9i on overall attitudes toward contraceptive use. 

, Condom Purcfhasing Beh,vior (Questions 1]a, 11 b, Ile,and 11 f) 
No chariges n(ccssary 

Advertising3Awareness (Questions 6g, 6h, 16a-16d) 

Questions 6g aid 6h: The total sample should be asked these questions. The 
filter that applies to Q6e and Q6f isnot appropriate here. 

o Image of Condom Brar ids (Question 7a) 

Question 7a should be rewritten such thct respondents answer the attribute 
oestion for eacl brlnd of which they are aware. This new format will allow a 
direct cornpriscn of the test brand rc other brands for each attribute. The ana
lyses for this question should be based ern percent of respondents aware of 
brand. 

The following revision of Q7a would providk for these direct comparisons: I'd 
like to get the impressions that you have of different condom brands. Based on 
your experience with each brand that I will name or any genera, impressions of 
the brand, please tell me if you think the brand isexcellent, very good, good, fair, 
or poor (show card) on each of the following statements. Let's start with (use 
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brands raimd by subje,d ii Q6,,6b/oc. Rcpcat all statements for each brand. 
Rotate statemcnts Stari with shiow card ) 

vEvaluation of Dia in a Condon, (Qucstiorns 15a-15h, 17d, 17e, and 18) 
No chares nr e.sary 

. Imagc of Condon) (Questions 8, 9, i0a, and 10c) 

No Char/esc ii' ;' c ty 

,Dcirtmqraplhi, (1~t , ) 3, 19a- 19f, and 20) 
Consistent use: ol dinrJl 'i is across studies is aniimportant consideration in 
provlctInIi io( is1ltcnt basis for i iipar psor is.SOMARC will need to review the 
dnrmocyrta[ r.v ,re0ertly used a k , udihCeCSii Ir.ht of ongoig needs to deter
nine, low thlie: (ItUlStlonS should be riased. For example, research in the 
Domirniar i RCpublic has rWecently d(vdotpJ a profile of questions aimed at 
defini.3 cdsscs AB, C,ard D.Thc applicatior of thcse "sane'" demographics or 
the COnsrLuCtiOnl of ifilo!(Ls rmeosures across co l ie.S is an important issue for 
the developnri it of L,tre "cscarch instiumenirts. 
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In sum, all questions placed on the tracking instrument must be driven by the 
objectives cf the research. It is critical to clarify these objectives prior to developingthe survey instrument and to keep thenm inmind tIiroUghout. Tie questions developed 
should be: 

0 Related directly to the research objectives 

Phrased ir a clc, r and Li ,nimb uousamanner
 

Based on obta,iii -rsclardataas appropriate 

Directed at the appropriatc respondent base through use of filter questions, as 
needed 

Analyzed with thur il'q iu,.ii , !t:isporidert base 

Atlh" to Iii ovi( c oi I r cct c r . iil us of thr test brand against others, as required 
Coiroistent dcro' iS to ,allowvu t, JiisOiS across calpaigns. 

ti (-pre, protocol or 
will serv,' !()',tat.lisr air ongorig data base to provide insights across, as well as 
withirr, pfru)c ,t'.e corIparisoiis will Ui icourdc a broader perspective in the anal
ysis of issnes to prorlrotin 3 increased contraception in developing countries. 

tJe,,f ; i:nt pits thercof for futurc SOMARC tracking studies 

mic.!tlc 
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A MINGLE 	 -Condom DuaLima the symbol of Fdther's responsibility 
-Condom DuaLima Creates ahappy Family 

#4MVO 	 Yes, My family ishappy because I immodiately take up Famill 
Planning ,.isin Condom cit the moment the first child is 
born. 

Jin~qe 	 With arequldtuci distance of prcsrn ncy care for the child 
more Issurco, Icanilven ork harder for a brighter future 

JINGLE Condom DuaLima 

MVO Use Condom DuaLirna 
Condom of Indonesian Family 
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/YV'f,' 

Or 

' ~SUBHEAD 

I 

11 1,,-DLIN,41 

BODYCOPY 

CAPTION 

FLAM-. 

"My family ishappy' 
I immediately take up Family Planning using Condom Dua-

Lima the moment the first child isborn" 

"Care for the child ismoreiassured. 
Ican even work hardcr 
For a brighter future, to: CUronm DLiu! irrna 

Condom DuaLire , hds b-cir invented by expe'ts to help mar
ried couples n spacing the pregnancy. Condom Duatima 
contains lubricant, it's super thi but anti-leakage and long
lasting. The size ismadc to fit the Indonesian males. 

Condom Duatirna puts priority on the rnutLial enjoyment, inti
macy and feeling of security in 1-usuarlcd and wife relation
ship. 

Therefor, to space the preg ln icy out Ccridorn DuaLina in the 
priority list 

Use the in-language '2' arid "5" to make iteasier for you in 
purchasi ic- Condom DuaLima. 

Electronically tested and super thin 
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I.," P
V.1 

. -Issue 
I , 

# 
Questionnaire Number 
Job Number 
Interviewer Number 

Pik,: j Supervisor Number 

f" ~fh 1JSURABAYA 1V4 
BANDUNG 21 
MEDAN 3 

INTRODUCTION: Good motrninq/after,tiori/(e-veing My riame is 
Iarn a interviewer f:om SLIRVEY RESEARCH INDONESIA 
who conducts all kinds o <urv" s 
Today we recdoin,. (i stivey on _irth control 

NAME OF RESPONDENI; 

ADDRESS 

NAME OF INTV'R: 
DATE OF INTV'W: 

SCREENING QUESTIONS 
1 Are you currently married? Have you ever been married? 

Currently married 
Bachelor 

1V5 
2 Panel III 

Ever married/not anymore 3Terminate 

SHOW CARD 
Looking at this card, in which age group do you belong? 

18-20 1V6 
21-25 2 
26-30 3 
31-35 4 
36-39 5 
40-49 6 
50 + 7 Terminate 

-QUALIT cONTROL NAE-- DATE RAF REMARKS 

INTERVIEWER 

SUPV.CHECKI 

SUPV.CHECK II 

RECALLVERIFY 

CODER 

PUNCHER 
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5HOW CARD 

What isyour av/erage monthly expenditure for food, clothing, transportation, 
electricity, tuition fee, etc.? 

Up to RP 30,000 1 V7 
RP 30,001-50,000 2 
Rp 50,001-75,000 3 
Rp 75,001-100,000 4 
Rp 100,001 + 5 Terminate 

ASK ALL CURRENTLYMARRIED RESPONDENTS 
-. 	 Iwould like you to read this card, then please indicate inwhich category do you 

and your wife belong? 

We would like to have a baby now 1V8 Terminate' 
We would like to have another baby but 
not now. Now we join KB to deay child birth 2 Go to Q.4b. 
We have enough children and don't want 3Go to Q.5 
another child. But we do not use contracep
tives yet Panel II 
We have enough children and we are 
now practicing birth control/use contiacep
tives 4 Go to Q.4b. 
We have not yet considered how marv 
children we would like to have but we are 
now practicing birth control/use contracep
tives 5 Go to Q.4b. 
We do not use contraceptives and al
though we are not trying to have another 
baby, we would be happy if we get another 
one 6 Go to Q.5 

Panel II 

IFANSWER ISCODED 2, 4AND 5, ASK 

What do you use to prevent childbirth? What contraceptive method do you/your
wife use? (DO NOT PROMPT) 

Pill 1 V9 Terminate 
IUD 2 
Condom 3 Quota/Panel I 

Injectibles 4 
Tubectomy 5 
Vasectomy 6 Terminate 
Norplant 7 
Vaginal spray 8 
Abortion 9 

Jamu 10 
Massage 11 
Rhythm 12 Continue, Panel II 
Coitus Interuptus 13 
Abstention 14 
Others 15 

IFCURRENTLY USE CONTPACEPTIVES OTHER THAN CONDOM, TERMINATE INTERVIE W
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MAIN QUESTIONNAI/RE 

Thinking about various KB methods, i.e. methods to prevent childbirth, which 
method comes first to your mind? (SINGLE) 

What other KB methods do you know of? Anything else? (PROBE ONLY ONCE) 
(MULTIPLE) 

Have you heicard of ...(READ OUT KB METHOD NOT MENTION INQ.5a AND b.) -
ASK Q.-5d, t ONY TO CURRENJL YhtA RID RESPONDENTS -BACHELORS GO TO Q.6 

You mentoned that you/your wife use/ct not use ... (READ OUT KB METHOD 
USED). Is at correct? (SINGLE) 

Is there any other KB method that you also use now? (MULTIPLE) 

Which KB methods, if any, have you tried although you may not use it anymore 
now? (MULTIPLE) 

WC:C:: o - -

METHODS C ,. C ,C 

Pih I V10 1 V11 1 V12 1V13 1V14 1 V15 
IUD 2 2 2 i2 2 2 
Condom 3 3 3 3 3 3 

Injectible 4 4 4 4 4 4 
Tubectomy
Vasectomy 

5 
6 

5 
6 

5 
6 

5 
_ -

5 
6 

i 5 
6 

I Norplant 7 7 7 7 7 7 
Vaginc' 

spray 8 8 8 8 8 8 
Abortion 8 8 8 I 8 8 

Jamu 9 9 9 9 9 9
 
Massage 10 10 10 10 10 10
 
Rhthm 11 11 11 11 1i 

Coitus 
Interuptus 12 12 12 12 12 12 

Abstention 13 13 13 13 13 13 
Others i 14 14 14 14 14 14 
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ASK ALL AWARE OF CONDOMS (Q.5c.) 

6 You mentioned earlier that you have heard of condoms as a fam'!y planning method. 

'Thinking about condoms, what brand comes first to your mind? 

What other brands do you recall? Any other? (PROBE ONLY ONCE) 

Have you heard of ...(READ our BRANDS NOT MENTIONED) 

Which brands, if any, have you tried? 
ASKALL CURRENT USERS'EVER USED CONDOMS (CHECK .4b., CODE 3) 

: Which brand do you curi-c;itly use most often? 

What other brands do you sometimes use curently? 

Have you seen/heard condom ads in the past 3 months? Which condom brands 
have you seen advertised? (RECORD ALL BRANDS) 

You mentioned having seen ...(BRAND ADVFRTISED). Advertising can be done 
in several ways, i.e. in newspapers, magazines, radio, cinema, TV, direct mail, 
billboard, poster, sticker, etc. Where did you see the ad for ...(BRAND MEN-
TIONED INQ.6g.) 

IG / I UK 
-0~ D .~ 

Kingtex 1V16 lV17 IV18 1V19 1V120 1V21 1V.2 1 2 3 4 5 6 7 8 9V23 
Young Young 2 2 2 2 2 2 1 2 3 4 5 6 7 8 9V24Jellia Ultra 3 3 3 3 3 3 3 1 2 3 4 5 6 7 8 9 V25 
Rogenhat 4 4 4 4 4 4 4 1 3 4 5 6 7 8 V26 
DuaLima 5 5 5 5 5 5 5 119 32 4 5 6 7 8 9V27 

Zero0 6 6 6 6 6 6 6 1 2 3 14 5 61 7 8 9V28 
NewSampoon 7 7 7 7 7 7 7 1 2 3 4 5 6 7 8 9V29 
Delia 8 8 8 8 8 8 8 1 2 3 4 5 6 7 V30Janitex 919 19 99 9 I 19 9 1 2 3 4 5 6 7 8 9V31 
Seven Gold 10 10 10 10 10 0 1 1 2 3 4 5 6 7 i 8 9 V32 

Varisi 11 11 i 1 ! 1 11 i 31 6111 11 1 7 911 4 9V33 
I ii I 

SuperSkin 12 12 1 1212 12 12 1 2 3 4 5 6i7 8 9V34 
Tops :13 13 1413 113 13 13 13 1 2 3 4 51 6 7143 4 s 6t l 8 9V35v6 
Other 14 14 14 14 14 2 314 14 | .4 5 6 7 8 9V36 

19 

8 



ASK ALL 

Here isa list of condom brands. Some of them yOu may have heard of and some 
you may not have heard of. Please tell me which brand(s) are most suitable for the 
statements that I am going to read out. You may mention several brands for each 
statement or none at all. Which brands do you think are suitable for ...(EASY TO 
OBTAIN). REPEAT FOR EACH STATEMENT-ROTAIE, START WITH (P-") 

SHOW CARD 

If /// /
 

D 

LEasytoobtain 1 2 3 4 
I 
i 6 1 7 

I 
8 9V37 

IRight size 112:3 14 5 617 8 l9V38 
Leakproof 1 2 3 4 15 6 7 8 19V39 1 

Thin 1 2 3 4 5 6 7 8 9V40 
Moderate price 1 2 3 4 5 6 7 8 9 V411 
Many advert'ment 1 2 3 4 5 6 7 8 9 V42 

Attractive pack 1 2 3 4 5 6 7 8 9V43 
Good quality 1 2 3 4 5I 6 7 8 19 V44 

Overall which brand do you find most appealing? 
BRAND: V45 

SHOW CARD 

Now I would like to ask a few general questions about condoms, i.e. a few 
general things about condoms. I will show you these cards and Iwould like you 
to give your opinion on condoms. How would you rate condoms using a 1 to 5 
point scale, where 5 means ,soodand 1 means poor. 

Decrease pleasure 1 2 3 4 5 Does not decrease pleasure V46 
Repulsive 1 2 3 4 5 Not repulsive V47 
Not hygienic 1 2 3 4 5 Hygienic V48 
Old fashioned 1 2 3 4 5 Modern V49 
Offensive 1 2 3 4 5 Not offensive V50 
Unreliable 1 2 3 4 5 Reliable V51 
Bad 1 2 3 4 5 Good V52 
Laughable 1 2 3 4 5 Serious V53 
Not natural 1 2 3 4 5 Natural V54 
Impractical/difficult to use 1 2 3 4 5 Practical/easy to use V55 
Not safe 1 2 3 4 5 Safe V56 
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------------ ____ 

9 Now I would like you to evaluate the following statements and please tell me 
whether you agree or disagree with each statement. Do you very much or some
what agree or disagree? 

ROTA TED-READ OUr 
SHOW CARD 

Condom 

Never leaks 

Decrease pleasure 

Easily falls off 


Ihindrance 

No side-effect 

Difficult to put on 


Embarrassing to use 

Difficult to dispose 


i CONDOMS ARE: 

Good for spacing 
Embarrassing to buy 
Show responsibility 
Suitable to control the right spac- 

ing between childbirth 

1 24 5i..6V57 
1 2 3 4 5 6 V58 
1 2 3 4 5 6V59 

1 2 3 4 5 6V60 
1 2 3 4 5 6V61 
1 2 3 4 5 6 V62 

1 2 3 4 5 6V63 
1 2 3 4 5 6V64 

1 2 3 4 5 6 V65 
1 2 3 4 1 5 6V66 
1 2 3 4 5 6 V67 

I 
1 2 3 4L 5 6V68 

b You mentioned DuaLima. How would you rate DuaLima in terms of ...?
 

-
- .-.- 71---. - - --- 3!-

Good for spacing 1 V64 
Embarrassing to buy
Show responsibility
Suitable to control the right spac-

11)3
1 
1 2 

0 
I67 

ing between childbirth 1 2 3 4 5 6V72 

2] 



Here are a few things that people say about condoms. Which of these state

ments do you agree with? 

How about DuaLima condoms? (READ OUT) 

Q.1Oc. .' Q1Od. 
CONDOM Agree Agree 

Usually used by married men 1V73 1V74 
Sometimes used during courtship 2 2 
Used by playboys 3 3 

Used with prostitutes 4 4 
Used to prevent discse 5 I 5 
Used by ordinary people 6 6 

ASKALL USERSEVER USED(Q 5f., 4b, 6d.) 

Where did you obtain/buy tue condom that you last used? 
And where do you usually buy it? 

Last 7 Usually 

Apotik 1V75 1V76 
Drug Store 2 2
 
Shop 3 3
 

Puskesmas 4 4 
Clinic 5 5 
Office 6 6 
Other 7 7 

(Specify) 

How many pieces did you last buy/obtain? 

o V77 

How many pieces does each pack contain? 

1 1 V78 
3 2 
6 3 
12 4 

d, What brand did you buy/obtain? 

Kingtex 1 V79 Zero 0 8 
Young Young 2 New Sampoon 9 
Jellia Ultra 3 Delia 10 
Rogenhat 4 Janitex 11 
DuaLima 5 Seven Gold 12 
Tops 6 Varisi 13 
Super Skin 7 Other . . 14 

(Specify) 
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,' Who actually bought or obtained the condoms? 

Self 
Wife 
Other 

(Specify) 

1 V80 
2 
3 

Who decided to buy condom? 

Self 
Wife 
Husband & wife 
Advice from others 

1 V81 
2 
3 
4 

On average how many condoms do you use every month? 

Condoms V82 

Have you experienced any difficulty in obtaining condoms? 

Yes 1 V83 
No 2 

IF"YES" 

What problems did you experience? 

V84 

ASKALL CURRENT USERS (Q.4b CODE 3) 

Do you use condoms every time you have intercourse or only occasionally? 

Every time 1V85 
Occasionally 2 

Do you/your wife also use other KB methods? 

Yes 1 V86 

No 2 

IF"YES' 

What other method do you use? 

V87 

SHOW CARD 

How likely would you be to continue using condoms in the future? 

Definitely continue I V88 
Probably continue 2 

Neither 3 
Possibly discontinue 4 
Definitely discontinue 5 

23 



ASKALL WHO EVER USE, RUT DO NOT USE NOW(Q.5f, 6d.) 

13di 	 You said that you have used condoms but not anymore. Why don't you use it 
anymore now? 

V89 

SHOW CARD 

U. How likely would you be to use condoms again in the futurc? 

Definitely use 1 V90 
Possibly use 2 
Neither 3 
Possibly won't use 4 
Definitely won't use 	 5 

ASK ALL NON-USERSNEVER USE 

SHOW CARD 

I How likely would you be to use condoms in the future? 

Definitely use 	 1V91 
Possibly use 	 2 
Neither 	 3 
Possibly won't use 	 4 
Definitely won't use 	 5 

ASKALL WHO HAVE TRIED DUALIMA 

I5ci. 	 Y Umentioned that you have tried DuaLima. How would you rate this condom? 

Like very much 	 1 V92 
Like a little 	 2 
Average 	 3 
Don't like a little 	 4 
Don't like at all 	 5 

L. 	Why do you say that? Any other reason? (PROBE PRODUCT'S SPECIFIC FEA-
TURES) 

V93 

c. 	 How likelywould you be to buy DuaLima in the future? 

Definitely buy 1 V94 
Probably buy 2 
Neither 3 
Probably not buy 4 
Definitely riot buy 5 
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d. 	How are you going to use DuaLima? (READ OUT) 

Use only Duilima in the futurc 1V95 
Use DuaLima nci 2dother brands 
Use other brands and not Dualina 3 
Other (Specify) . 4 

c 	 Now that DuaLima Isavailable would you be using condoms more, same or less 
than usual? 

Use more 1 V96 
Samen 2 
Use less 3 

How did you obtain Dualima? 

Buy 1V97 
Received free sample 2 
Both 3 

IF"BUY", ASK 

i 	 How much did you pay for DuaLima? How many pieces does the pack contain? 

Paid 
Content 
Price per 1 condom 

RP 

RP 

V98 
V99 

V100 

h Is the price...? 

Very expensive 1viol 
Expensive 2 
Average 3 
Cheap 4 
Very cheap 5 

16 You mentioned that you have seen/heard DuaLima advertised. 

What do you recall about the ad that you have seen/heard? What does the ad 
say? Anything else? 

V102 

b. 	What do you recall about the illustration? Anything else? 

___-. V103 

c 	 What does the ad say about the product? Anything else? 

V104
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SHOW CARD 

From your impression of this ad, how would you rate DuaLima compared to 
other brands? 

Much better 1 V105 
Somewhat better 2 
Same 3 
Not as good 4 
Poor 5 

ASK ALL 

Now Iwould like you to look at the ad. (SHOW AD.) 

Have you seen this ad before? 

Yes 1V106 
No 2 

SHOW CARD 

How much do you like this ad? 

Like very much 1 V107 
Like a little 2 
Neither 3 
Don't like a little 4 
Don't like at all 5 

Inyour opinion which isthe main part of this ad? What is the main message of 
this ad? 

d What isthe main benefit of DuaLima? 

-.... . . ... V109 

e What, if any, do you most like about DuaLima? 

. .. . . . .. .. ... ... V llO 

26 



What, if any, do you not like or do you think is offensie, of this ad? Which part? 
Why? Anything else? 

Villl
 

SHOW CARD 

How likely would you be to buy DuaLima in the future? 

Definitely buy 1 V112 
Probably buy 2 
Neither 3 
Probably not buy 4 
Definitely not buy 5 

SHOW CARD 

1", 	 Here isa list of benefits offered by DuaLima. Please give me 3 benefits from this

list which you feel arc most important for you?
 

Helps you space childbirth 1 Vl13 
Contains lubrication 2 
Super thin 3 

Ensures better future for children 4 
Leakproof 5 
Last longer 6 

Ensures family's happiness 7 
Ensures brighter future 8 
Suitable size 9 

Increase intimacy/pleasure 10 
Safe feeling 11 
Give husband more time/feels free 12 

KB is the responsibility of father 13 
Sign language 14 

DEMOGRAPHICS 

19d 	 How long have you been married? 

Years V114 

b. How many children do you have now? 

children Vl 15 

c. How many more do you want? 

children V716 27 



d What isyour religion? 

Moslem 1 V117 
Christian 2 
Other 3 

c What highest education have you completed? 

No formal education 1 V118 
Primary School not finished 2 
Primar! School finished 3 

Junior High School 4 
Senior High School 5 
Academi/University 6 

f. Which of these items do you own? 

B/W V 1 V119 
Colour TV 2 
Video 3 

Tape recorder 4 
Radio 5 
Motor cycle 6 

Bicycle 7 
Refrigerator 8 
Sewing machine 9 

Gas stove 10 
Kerosene stove 11 

20 What isyour main occupation? 

Professicnal/Managerial/Executive/Army Officer/Police I V1 20 
Assistant Manager/Section Head 2 
Clerical/junior staff 3 

Big entrepreneurs (more than 5 employees) 4 
Small entreoreneur (less than 5 employees) 5 
Skilled labour/craftsman 6 

Labourer 7 
Agriculture farmer/fisherman 8 
Student 9 

Housewife 10 
Retired 11 
Unemployed 12 
Refused 13 
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