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BOVAuO n~ Test irdakcts arc arin ,portarit cins of providing a reahstic evaluation of a mar­

keting program. A test makct is basically a situation inwhich a marketing program is
implemented ii a liited, but c(arefully sele,( ted, part of the market. A test market isa 
"dress rcheadrsal' in wihh new produ( t or program istested in a situation resem­
bling the one that would bC face d Ina full-scale lunchig' of the product. 

1i1cor idir(i ii j a teIst I(t,0, the )lrnlrers )ut on (1full idvrtisifnS and prolotion­
al can ,igiIin a small Iumbr of re)resCIt)ttiv test cities,. Ph (111n,aigH used in 
thcsc citics IsSl, [Ii)iLito thc one tf at would be used innational marketing. The oppor­
trinity to (o dtriOI futl of tIe tOtal plai serves two prinmary functions. The first isto gain
itiforirl(tioriId, 1)oteilfolly, refire a marketing3 proq,ram before making a total com­
rl itni lit to i. 1 c "(,( or i ; to rr :cJl(: c le prog.ran] 'soutComC wh ncrit isapplied to
the total riarket. Intthe:ae of Dituin, a thfcu-p tase roll-out was planned to intro­
duo,c i rrew Co il ;ii i ban aIeads of h d)I i(ts Phase I .otisistccl of a three-city test 
r1arkct ih test nii rket results Would:) thcn bc used to guide Phase 2, introduction in 
Jakarta, Inconcs s largest urbai center, followed by Phase 3, which extended the 
campaign to six dcdlitionl cities. The national roll-out, then, covered the ten largest 
urban populitioti (-cnters 
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In initiatinq and designing the Phase 1 test maiket, d number of objectives were 
defined: 

.. Determinc tarl3get audience awareness of, and attitudes toward, DuaLima. 
... .. Assess Dualna's standin in conmparison to other brands. 

.- Asscss the rclatiwc inipact of df ercnt channels of the mass media campaign. 
.vluate the cuuent DuaLhna nidarting strategy agaist specific marketing objec­

. , tives that had bc(:fi set for the brand 

Establisli marketing goals fo the next phases of the DuaLima introduction. 
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Key objectives for test markets are only of value if they are defined inquantitative
terms, although much useful qualitative information isalso obtained. The key perform­
ance objectives for the DuaLima test market were as follows: 

Unaided Awareness 45% 

Total Awareness 85% 
Trial .25% 

Regular Usage 10% 

Distribution Level 60% 

Insetting up a test market, managers are faced with a number of important deci­
sions, including selection of test cities, timing, implementation and control of the test, 
measurement, and strategic decisions. 

Tile numinber of cities selected foi test imarkcting depends onl the complexity of 
the test market design and the anticipated scope of the national roll-out. Typically,
U.S test marketers use between two and six cities. Markets are chosen to be repre­
sentative of charactcristics that will affect the national program, or to typify regional
characteristics Additionally, critical markets -those that represent major risks and 
opportunities for p~roduct success or tailure--are usually avoided. In this way, if hard 
lessons are to bc.learned, they can be learned before major damage is done to the 
product's ultimiate prospects In the case of DuaLirna, the three cities chosen, Suraba­
ya, Bandung, and Medan, were located in different parts of the country in order to 
allow planners to assess regional responses. 

Test markets last anywhere from a few months to more than ayear. The longer the 
product's average repurchase period, the longer the period necessary to observerepeat-purchase rates. Since initial interest may be a poor predictor of a brand's 
staying power, it is useful to test market long enough to reveal whether a "fatigue
factor" will materialize. Inaddition, interest ina new product is often built only after 
considerable communications effort has been expended. Therefore, a reasonable 
tine period must be allowed to fairly test acommunication program's effectiveness. It 
also is help ul to plan to have a test market run long enough to allow competing 
brands' a..J other market factors to adjust to se what impact they will have on the 
results. 

The DuaLima test markets lasted a total of three and one-half months. Since the 
condom isa product for which a fairly rapid rate of repeat-purchase may be assumed,this time span was long enough to allow planners to assess repurchase intentions/
behaviors. An additional consideration for DuaLima was that a test market of several
months was needed to determine whether the program had pulled condom users 
away from other brands. Since the advertising spending for DuaLima was relatively
heavy, this period also was sufficient to evaluate the communication's effort. 

'For example, competing bra,,ds often respond to new product introductions by tempo­
rarly increasing advertising expeluitures for their brand. Enough time, therefore, must be al­
lowed for obtaining a clear idea of the "share of voice" the new product will have in the 
marketplace.
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'JL .,. . . .ct sIetting tip c test iark tit Iscritiral to ensure that the marketing program in the 
test areas i, ipl.rirrted . to reflcct the national program. This requires a clear a 
priori defimitior of ic s o ) , of th irational program no that it may successfully be 

S'"deconiposd" to a lcdl kv For cxnplc, DuaLima's camnp)aign, budget was allo­
cated to ai i x of l~tIi it (37 t 1- k rI relaotios (24.4 pe rcet), outdoor adver­t), p--ub I cIc1,1 
tisinS (15.8 pcr c(cii), radio 10 citr,I r)oit oT saic (9 3 percent), and direct mail 
(3.2 percent) 1his icfl-otcd tfe dISt1butit) pi)ar dCl for the national level 

Cortrol of ,I test 1rlrk .t fCirqu Lellu ,irl'/ rCsponse, made by compet­ireVaC o 
Ing brainds aid inoNIloriri5 thesc redC[oriS tod Ctcrnine thir impact on the carn­
paigi. Other rel(vant iifrrkct fcI(torS (cet3, the (_oit(JItio)i of the COUnty S or region's 
COn1Omy) alsO should t) trc ked ovei ti to('vulludt( effects on the market re­
sponse. 

Plarfl IresIILI(t d-Crd( Onl thiu t"1 sOf rnuffirijtIoii to colle.ct i1i rehitiori to threir 
value alid cost [,ita mlIy i to I tk , ronIFaIf ice of rmeasurCs. For ('xarttple,
wardhouse shr11)iiie0t 'tV1h1 Ivertrry I)iiyin)(3 notdti ',h.w but will indicate 
weekly sales tdretail 01,010t, t ;id11h il , lw w i rejtill sals aInd compctitors, 
market slow,, )ut w il i)it iV i 0d i hil t, ( t' l i (,if tryi CI)(r IJnICI survcys will 
proviciL_ informal'tion 0abk)It if1 i Sii Iii i * i ') 1',i I fIIi aild advertising 
awar(nl ,ss,dtttl i irkIl t h 1 I (, i 1 '! ',111d'i , IrI :ItIt)i ,l,ai i f b ciavior. 

If (orcL tlfl- ti e 'itC-t i iir cil' ii un( t, DuAtiriia platters iniitiated a 
retail audit and a -urvey t(o)t .cor ourites iwirertes, attitudes, arid purchase inten­
tions repqalrd 3lfthic i('ttw COr JOI 

ICe d it w si(.citidire ted iii Bind Uri, Surablayai, arid Medatn antong aPotirks andRhi Wi toko obts. A partl of af)poximittly 50 outlets thalf apotiks and I alf toko obats) ineach city was set up, and they wer vrsited (very six weeks i three phases. Each 
phase was Oflticr ' ici two sits to the shop orC w(k ((pairt. 

lIc data colletcd iis Vided brand stockcd by package, quantity of stock by 
brend, past vvek salesri, t 1was conducted in April, Phase 2 init4ir pice P usc 
June, and PIhiase 3 was or tJItcd in)AugLISt, 198b. 

The targCtUddiCtr the tracking study was a randomly selected sample of 

men aged 18-19, All werc in)The IradLIdJI the lower soctoeconomic classes (Classes C, D, and E),
and none was curCntly tryiriq to have a child 

To select a samrle tnat would provide Infrfcnation on DuaLimas performance 
among meaningful mcrket segments, three subsamkres were chosen: (1) married cur­
rent condom users, (2) married nonusers of any relable contraceptive method, and 
(3) bachelors. 

in performing this study, personal interviews were conducted employing two 
waves of house-to-house interviews in a pre-test/post-test design. A matched quota
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sample was used for Wave I ,ersus Wdve II.A total of 1,983 interviews were conduct­
ed as follows: 

MARKETS 

Sample Launch Pre-Wave Post-Wave 
Sizes Date Interviewing Interviewing1 

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 aresult, pre-wave interviewing extended into prod­
uct launch and, therefore, the 'p,-c.vavc data do not provide a "clean baseline. We can,
however, assumeic that awareness of DuaLirma was zero prior to the launch because it is 
a new oroduct. 

It is iniporfar it to notc that ,ilthough the sample was randomly selected, it was not
designed to be a-national probability sample. The findings are meant instead to be
representative of the quota 3roups from which the subjects were drawn, these are the 
relevant target audiences for DUaiifa. 
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After the test r r aket iscuipleted arid fit(! dltdi (ir(: cel)Iectetd and analyzed, the 
1 manager is faced with interpretino the results nid deciding which actions to take. 

Viewing overall mvrkct responsc piovidcs itput for making ''go" versus "no-go" 
. . , ,.. \ . product launch dcclslilsl For x, i i)lC, if tflc tst rHIkets indicat(: aCCCptable trial 

(~~~~~~ an reuchs raete eoI, to o amiId ita aia oil-out will be made. If' t~ % - '.:. the test markers revcal a higjh tuil and u r(_)urchxse rte, usourers are nut satisfied,t,,-N.i 4l 
and the froduct should be tc-IVdlLiatC( Ifthil t(:st markcts si ow low trial aid a 'igh
rcpurchIs(' ratc, thc t is satisfying its) (OiHSIrCis, but ruor, pple rie-d to be 
exposed to it vir t reis'd advetsing Mrid 'sahle; )Isoirotion. Finally, ifbothi trial and 
repurelnise (', Are low, tft' -CCil' on to drop tIe r)fodu(t should be ConIsidered. 

Dialj[ mid's eiforr ,,i( c iii' I that the ( is r a, tv ioI O i tional oll-out should 
bc a ''go '"Awa ,'s)C, tril and ret ur Iiie ,,te were deeiied to be. acceptable, 
accorcICug to (eiiveS"'I hiialI.l the.: brtile b set t's peru'rllce. Ovcrall, the 
branfd sI ow( JIem gi I onic tiat I)l l iiit', 'vc(' ilb t)o rojc( t diviable share of 
the n ir kltl .'i 

Ii ItJltI()f) to tfh'( d 14 t raktarLe data should beiio 'i)-go" decisIoi, 
LISCd tO hau de' I )sregarding thc IIne-tH IIIi'_ of the marketing mixll) 'rs,' 
regardll [odieLCt, pI( I', plKe, inch rrWnotoNl 

'" ,r AV, Oil r iin / kr g I,, 'I te,t m rkcn toIor)e spc ific ci ccisl kci ts aire: LIsed ielp program 
, plaine.rs adidrcssues rlated to th( "four P's" of hei rnarkctirlg Iix 

9W ' ' :j decisions (eo , Are.I sic ally a'j )ects of product perfOrunarne that require
.ttClitioi'? Should ar ly a1 c)( ( t tof Iodut offering, such as , [age size, bene 

. , modificd?) 
P " i'j f-i 

4Jt~ 'i i L 11 
dccisi Iii', i , I, i ' prod(i( t (ifI(Cd to attract new users anl)g the lower 

.= "-',.' ,I" V.,. ie i'r1,1gi flni ' We. WI1Ifncort , , tItt s0 tIiefI II I I. Crevenue? W hat rnargin is
/ 1c'"2 { re 'uiredto Iti'l." 't hd ' IIIselling the briid'?') 

~1~ac iCU ,0)' WitI w Jf retail ;htutssiculd bexuse)d in getting a new 
product ito tin 'k,Ii ur ii rl et la ", 

dc'_ ilor i, g, Wfnat is; t ie iost cost-effective media mix, and what 
product attrib ,;tcstSioild be t omotc( i ) 

The followirg discussion prodi Icserlbent, I,iice, t )lice, and promotion deci­
sIons ii the context of issucS raidcc duririn.g the Dutd in1 tCt rllarket. 

The Duci iii test i ctrvealed rio mnajor Prolbler isaimong users of the newcondom. Cositie](r satisfact ic was acc-ptable (53 pe:rccnt liked it), arid repurchaseintent was v(ry ihngi (85 pcrcCnt). 

md ad of 
DuaLima, this cu.-StiOri focuscd oil whethcr to market a six-pack of condoms, along
with the presr:nly ava~able set of three-and twelve-packs. Although the survey did 
not specifically ask wheth(ir (orisuniers would be interested in buying six-packs, the 
data suggest that 14 bercernt of condomn users are separating twelve-packs to pur­
chase six condoms at a time. Based on these data, decision makers may infer some 
consumer interest inan intermediate 'evel of packaging. An additional benefit to be 
considered n this context is that a six-pack alternative would result in more shelf 
space. 

Decisions Lagirig the nw ibL ri,, itddltioa, prodLiCt cor icrin In the case 
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mnakers nvededj to considr the pos)itioning of the product at thc same 
time they considered the puce. Ihe majority of coisn.rlers (80 percent)viwdDa
Lima's prrc- as "av ra," with an addr-mcial 19 percent perceiving the cost to be 
"cheap." Althoui i or th surfa( c tIhese data would i[pcar to bc of)tinal for reaching
the desired lovmr lass target audio i(cc, scvcral r clatcd cluestions vvcr relevant. Strat­
egists necd,'d to (I(tcrrilic wlct icr switcl rst to a slightly ligtl 'r flice (still falling
within con st ini r r nofO iccctptaricc) miight attract (il cvci wi cr Corsu, ncr marketand gcncratc hi iK rrverilc for tic project if the slightly hiL cr cost W aSseen as 
inclicatirng an ricrcasc In qualey Altr(atively, decisioni makers might asscss the po­
tential for a hiqlic-pliccd 1h1c extension Another potential bene fit of iiicreasing
prices is that it allows for Iigli,iri( ht-margins. Highosr margins provide cncourage­
ricnt tu tf ICtradc to push L1ua1tIo t rr i through the pipDlIne. InthC case of DuaLima,
how'.vckO,the decision wa' iflride to roll-out at thc test niakt price, sincc that price
level FoId rc(w iV.d alitonal p l(city tiir ir tt test miarket phase. 

lca d 0, ro,de based on what Pro!raii ljl(iniirs learn, about wh,atRace )uttiorl cI ariries cLRIng( the test rket Planelcrs look to identify)Deiind !t1, 'Ii:I!,tr
arid explain f)i rlciri , )Id tibitiotro( thait kco: their products; Iior ibeirnig available to 
as rnly (o sun iU ' as ibk' flicy tI n:il devclop strategcis for oveicoming these

* preibleiris 

for (XIrilpl, t : tst 111ark:t tv\, ('.Vi'i i(] Ithat whilc satisfaction (inron.g those
who tled !)ual iMi w\d tiigl , tiIl by inew.v rsr.'- Wi, 1orlYI (3 peCerit). Con­mocCteA 
s 'cierrtr it nf dc sir.d F._)ot(_cHtM Ii 1 ILcr wJ'c; of lo©w socio-ecoro iic status, Dua-
Lima p)!atriue't wrisioredL ,. i3 disitibuio to InClude striect vendors or other 
widely (cessibe. If'( higr ours lIis nlay prove to be a worthwhile strategy. 

Tfhe DaLiima tracLii ig stud,' wds suppor1ed by a retail audit of apotiks arid toko 
obats. Apai elof approxmatdy 5(0 outlets in cact of the rhree target c tres was set up,
arid cacth ws visited every six weeks Inthree pl-iascs. Data were collected on stock,
sale, and sd!liri price of condomis. Such data reveal critical points at which a product 
can get "stuck" in the pipeline, arid allow rnariagers to 'troubleshoot" arid to deter-
Mine whOtler the distributiorn system is working efficiently. If the product isnot mak-

I
ig it to the outlets ("sthlrig In"), decision makers c(,n be aferlcd to problems in 

shipping. If the product is uriavaiab)le to consume:rs, it (oa lso reveal trade uncertain­
tyabout mnirita1ing sufficIt stock. Lack of good shelf space rroy reveal trade margin
competition or more attractive point-of-purchase displays by competitive ')rands. In 
sum, the role of intermediaics (e.g., shippers, purchisilg agents, retailers) in the 
placement process !Imust also be considered as part of the marketing mix. Data on 
stock, sales, and selling price are indicatols that can be followed up to diagnosesources of trade dissatisfaction or indifference ard orovide useful ideas fori overcom­ing problems and/or inefficiencies in the distribution system. 

Based on the results of the retail audit, DuaLima planners conc!uded that sale,­
men were generally effective inplacing DuaLirva at retail outlets. Eighty-two percent
of all outlets studied were carrying DuaLima a,, the close of the test market period.
Despite this high seil-in rate, however, stocks of DuaLima held in inventory were lower
than those of competing brands. Planners, therefore, sought ways to encourage the 
trade to hold larger inventories of Duanima. 

"*'" 
The test market provided DuaLirna decision makers with critical information on 

the impact of a particular mix of promotional activities (advertising and public rela-I tions) on the target audiences' awareness, image, brand perceptions, purchase intent, 
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and reported purchases of DuaLima condoms. For new product introduction, a test 
market gives strategists an oppounrilty to evaluate a promotional plan's success in 
meeting the critical objectivcs of .generating consumer awareness and trial. The table 
below shows the sucCCs. of the DuaL ma test irarket proirrotion in generating aware­
ness and ttial of the Duahura brand, as measured agairrst target objectives: 

/ /' ; t

I <c)Z 

Top-of-Mird Mentions of DUaLima 43 

Total Unaided Awarcness of DuaLima 55 45 
Total Awarcncs, of Duat ima (aided and unaided) 81 85 

Adveilising Avarerrs 78 --

Trial of Duat1 aid 25 

Condom Uscr, 33 
NOI 'r iacetorsSeriNoc)fcor ttl 3t 

Repeat Puichase Intentions 82 

Il addit 1o1 to e]Ivaluatinl.3the"sc fir dings against target objectives set for the orand, 
the DucaLinra inarkctifg plarners gained additional petspective by evaluating the 
brand's l!)er formnicc ag.ainst that of theimarket leaders, Kingtex and Young-. ung. The 
table below .hovvs lhat in the 3<,-month test market pe'riod Dual-ima promotion was 
able to gciecate>substantiailly thighcr awareness and parity Ilevels of trial vis-a-vis that
accrued for succcssful brands that had been or) the market as long as 15 years. 

7: W
£o, / 0 / 

Top-of-Mind Awareness (first mention) 43 8 5 
Total Unaided Awareness 

(all unaided mentions) 55 15 

Total Awareness 
(all aided and unaided mentions) 81 32 .2 

Total Trial 12 14 9 

Condom Users 33 34 23 
Noncontraceptors 3 63 

DuaLima strategists also received some overall assurance that heavy ma;ss media 
promotion of a condom brand (unprecedented in Indonesia) would not fad to a 
"backlash" from consumers or potential advesaries as d "price" for generating aware­
ress. On the other hand, DuaLima planners needed to consider whether they had 
actualy overspent on mass media to generate awareness.
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A critical decision regarding promotion focuses on the media nix used to pro­
mote a new product. Inthe case of Dualima, radio spots were found to be the most
effective media for (9eneratingawareness, as shown below: 

All aware of DuaLima advertising (N 312) 

Newspaper 33 
Magazine 7 
Radio 80 
Billboard 27 
Poster 20 
Cinema 4 

Sticker 4 

NOTE. rest mnldket resporrclit, if awrre of Dualima advertising, were asked where they hid 
seen or heurd about it, 

Bad on these findings and knowledge of the dollars spent in each medium, 
progran I ,inners decided to revise the mercia allocation to "heavy-up' on radio vis­a-vis newspaper advertising. Despite its subsiantially lower contribution to generating
consumer awarenless, sonic newspaper advertising was maintained due to its impor­
tance ingaining the confidcence of the trade. 

Additional media rn:x decisions made by the DuaLima marketing team dealt with
billboard and cinema advertising. Billboards were found to be more effective than
expected. While the initial experse of Liliboards is relatively high, their long "life
span" makes thern an cfficient promotional investment. The test market Easo allowed 
DuaLima planners to vvaluate twc different billboard placement strategies. The place­
ment of billboards along main highways, utili'ed inSurabaya, was clearly shown to be 
more effective than dispersing them in communities and was, therefore, the place­
ment strategy adopted for the national roll-out. 

On the other hand, cinenia acs, shown in "photomatic" form in test market 
theaters, were not as elfective ingenerating awareness as had been anticipated. Whileexpectations for the reach of cinema were low to begin with, this was offset by their
low cost for placement. fherefore, the decision ,,as made to maintain cinema ads in 
the mix duriiig roll-out, but not spend the considerable resources required to trans­
form th cinera spots ftor photomatic to final production form, as had originally 
been planned. 

A final element nf the promotional mix is public relations. Here, the t.:f market
revealed an unexpectedly high contribution from publicity associated with the new 
product launch. The launch activities generated considerable television coverage,
providing additional media at no charge. The public relations value of this coverage, 
as well as its financial assistance to the program, was noted by the marketing team,
who planned to recreate it as closely as possible during roll-out. 

Along with assessing brand awareness and trial, DuaLima strategists assessed the 
perceptions of DuaLima condoms created by the advertising. Not only was brand 
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awareness high, but the study revealed that the adverfising created a positi., image of 
the DuaLima product in the minds of consumers, rektive to its top-brand competitors, 
as shown in the table below: 

(Percent) 

'0 T 0 
S2 >0 

Easy to Obtain 

Right Size 

Leakproof 

Thin 

Moderate Pr ice 
Many Advertisements 

Attractive Pack 

Good Quality 

Most Appealing 

68 

47 

47 

47 

62 

78 

44 

37 

52 

29 

19 

26 

26 

19 

14 

23 

23 

19 

16 

14 

16 

15 

11 

5 

14 

14 

8 

Also, by assessing consumers' recall of advertising message content, strategists 
learned whether the intended advertising message was "getting through" to consum­
ers, and the relationship between message memorability, brand imnJge, and pul, hase 
intent. The test market data revealed that the basic "spacing" platform was well com­
municated, and that the key benefits aissociated with that platform also came through 
well. 

('. -itxn a _e A key program objective was to increase the condom use overall rather than to 
stimulate brand switching. A nunber of test market findings revealed success in this 
area. First, overall awareness of contraceptive methods, including condoms, in­
creased significantly from befo'e to after the test market campaign, as shown below: 

(Percent) 

/ - . C ' 

W 

0 

< 

Pill 

IUD 

Condom 

62 

56 

68 

72 

63 

77 
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Second, the test rarkct showed an incrcase in positive attitudcs toward con­
doms. They were secr ias rmore pi(icticlal, natural, reliable, hysienic, and as less offen-

Niitrthe (insive aind cm barr&;,'I. ign Finally, and perhaps most irnportntly, the 
test market .howct ifcant trial arid regular usage of Dualirna condoms among
those who ta1d in vcr used vl) conhtraccti vc rnethod before (3 percent and Iper­
cent, respetcvlyWI) lk: ti c figurcsdipe(-idr modest, they represent asiable abso­
lute rtUrOnbe Of It/(iVidIH, 

The test niarket also revealed new opportuities arnd strategies for condom cate­
gory growth. For example, the DnaLaa survey found that condom purchase was a 
joint decision b-tween husbaid aidwife for 32 percent of those who tried the new 
product. This siSIg(s tCd the:' possibility of iniodu cinii a icw., aspect irito the promo­
tion--- target r g wives of condon useT,. Alo , 111C ietst morket data on the image ofcondons revealcd [:.',rceivecl bet iets aind barrir that suqg :ted prornotional strat­
egies to corvcr inOise 5stous(rIs i rtp1 c,tot(contraccptos ad users[( exa condomr 
saw condon similarly intcrmns of their being "I'good for spacit_," "deitonstrating
male responsibility,' d(c reasir ig sCua plaCsurC,' ar!d "ic)illg d hirdrance during
sex.'' Howevr, ro cortr(e )tors werc s!tnifcantiy moref liky than condora users to 
question the codotid(isrelindilliy aid to vtew tlin as cmbarrassir-,g to use and diffi­
cult to dispose of Also, wet't r.r ticers rtore likely to recogfnize tIat there wererio side effects associatud wtli otrcln use taken toedtlicr, ti i'b( differences in 
perception providec,-es as to irip-):jttarit lev(eraek thts"poli ti iay )e used to 
overconic barriers amrt oioneO ti i[aC)C)U, 

Fir taly, ,Iitohcr ,tfatq:y tot i(itkct grow li,to itrc(isc the iiitesity of use---the 
nurnber of prodctsI( ctsOtIdC per period of timC lie test market revealed that 34 
percent of all concdoM LISCrS reporfed that they did not use condoms every time they
had int(course t i e.,self-report as "use occasionally"). This suggests that later in the
life of the Duaina catipan, a 'usage reminiide" strategy would be worthwhile. 
Also, Dual ina strategists consideread (oisumer promotion for the "twelve-pack" to 
encourage: greater frequency of condom use and brand loyalty. 

considerations also should evaluate the full range of promotionalpossibilities, including the development of marketing programs, special offers (e.g., afree razor with each twelve-pack purchase), coupons, etc. These considerations also 

tie into strategists' awareness that a new product must be marketed to a multiple 
audience, that is,to the trade aswekl as to consumers. While consumers are more likelyto be attracted by product attributes, the trade will be drawn to the new item by their 
desire to make a profit. Cciisidcrations regarding how to "buy shelf space" from the
retail market (e.g., tade ptornotions) are an important strategic decision, since 
product availability isart obvious prerequisite for sales. For example, the retail audit of 
apotiks and toko obats revealed that while Dualitna achieved a high level ofdistribution 82 icercent of the ,ctcil sample stocked DuaLima by the end of the test
market the DuaLirIfa proportion of the stock in trade was lower than its market share. 
The irniplication here ist['at consumer demand will support higher stocks being held 
by the trade and that higher volumes should be sold into the trade. Since DuaLima 
competes in the standard price market (which represents 25 percent of the overall 
market), part of the problem was that at identical profit margins (in percentage terms)
retailers received substantially higher absolute value from sales from other higher­
priced brands on the market. Thts was compounded by the fact that the other 
manufacturers began dealing heavily with the trade, offering even higher margins on 
their twelve-packs. Therefore, the riarke[ing team developed additional incentives
and promotional ideas to gain trade support and developed a plan to increase the 
margin offered to the retailer. 

16
 



Pc;rs 1 The importance of natntoinln3 a balanccc perspective regcirding the cultural 
context of the test market is - hal asp:ct that crss-cultural strategists must consider. 
Figurel illustrates the, vca iees cnvironr icts that shaipe the research perspecive.

The F"IfTh ' 
Figure 1 The Test Market Perspcctive 

Product 

e. 

;: Place 

Economic/ 

,..envionment 

(Adapted from E.Jerome McCarthy, Basic M/arketing: AManagerialApproach, 7th ed.) 

The cultural and social environments in Indonesia were important factors ir, un­
derstanding the. meaning of consumers' responses. For example, known differences 
among the three cities have been useul inexplaining variations inproduct r'isponses 
(e.g., Surabaya has the most free clinics handing out condoms at no cost). As another 
example, knowing that Indonesian bachelors are expected to have a low rate of 
intimacy before marriage provides a context for responses in this direction. 

Understanding the prevailing social tendency across cultures to give either a 
Isocially desirable" csponse or one that will be "pleasing to the interviewer" isalso 
important. The DuaLima study used a "ringer' brand ("Tops") in measuring awareness 
as a safeguard against such a bias. Responses to this fake brand were a measure of 
such self-report. 

The economic environment also should be considered as a factor shaping the 
development of a campaign. The price that is considered "average," "cheap," or
"expensive" will vary according to economic trends. Analyzing the ways in which the 

present target audienc (the lower socioeconomic classes) might be affected by
inflationary cycles, recessions, etc., will assist strategists in staying on ta'get regarding 
issues of pricing and distribution. 

Any advertising campaign also must operate within the political and legal envi­
ronment of a given countiy. A thorough understanding of these realities will help
decision makers avoid errors that might place the campaign "at risk." Since family 
planning is a potentially "hot" topic in many countries, strategists should be careful to 
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assess where their campaign will fit in the context of previous advertising. In certain 
countries, there may be clear-cut limits, i.e., legal constraints on what can be done. For 
example, in Indonesia, il was not possible to place television spots to promote Dua-
Lima. Other less obvious.- constraints iy also exist (e.g., political sensitivities towards 
family planning Play run high during dctiors or times of political change). 

Introducing a new brand into the narketplace demands that decision makers be 
aware of the compettive environment. Assessing the ways in which other brands 
respond (e.g., cuttrno oDrices, increasing distribution, attempting to "piggyback" on 
the new brand, etc.) w'l provide important insights. For example, Young-Young (,­
creased its share of pieces from 31 percerit to 58 percent during the test market 
period, largely tlrotcli the introduction o ''002" in6-packs and 12-packs. Such new 
product arid pcka.:-I size initroductions, ar(: coiniiiori tactics used by established 
brands to limit retol ,lielf space ivailaP~n to r[ii.w coiiipetitor. 

Test market resnarcliers should be aware of the ntied to evaluate consumars' 
reactions within t - competitive marketplace. For example, the DuaLirna tracking 
study suggests that a "halo effect" occurrd in which the campaign tor a new brand of 
condom stimulat,-d consumers' general awareness of contraceptive methods, includ­
ing pills and 'UDs, as well as other condom brands. 

kb nn ng h h.Taking the inie to define objectives carefully and to review the !arger context of atest market prior to beginning will allow planners to be certain that the test market willdirectly address their present needs, as well as provide data for future needs, when­
ever possibe. For example, data obtained in a test market also might be used as a 

fl t baseline for comparison against future tests. Recognizing this possibility beforehand 
will facilitate the collect;on of data to address this need. 

Gsoc expicit attentiorn to program objectives isespecially important in the area 
of socal marketitg. This will allow planners to clarify the final end goals of their overall 
campaign. In the case of the DuaLima test market, itwas critical to assess the relative
priorities for initiating a campaign to (1) increase general contraceptive use, (2) in­
crease genera! condom Use, (3)improve the condom's image, and/or (4) develop a 
user base for a specific new product. Depending on the objectives determined 
ahead o' time, the data collected to evaluate outcomes would vary accordingly. It is 
important to recognize the need to review specific trial objectives in an ongoing man­
ner. For example, review of the DuaLima trial objectives revealed that although Dua-
Lima was riot m-eeting the objectives established before the campaign, it was at parity
with the market leader. An ongoing analysis of the objectives in light of information 
gained from the test market will help decision makers to understand the meaning of 
these numbers. 

Once the objectives have been determined, it isimportant to have a clear defini­
tion of the target audience and to choose a sample whose characteristics will match 
the proposed national target audience. Good planning will also require adequate
documentation of a test market campaign. Complete documentation of the reasons 
for chocsing tne test market locations, time frame, implementation, data collection,
advertising schedules and budgets, campaign outreach, etc., will provide a basis for 
reviewing test.markets for similar products across countries. This consistency will lead 
to a data base that will enrich social marketing strategists' understanding of the global 
family planning initiative. 
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Along with clarifying the test market's objectives, rt planning perspective also 
points out the need to recognize the limitations that managers face in test marketing, 
such as the cost of the undertaking and the need to reach a decision quickly. The 
DuaLima test market was set within a given time span, and the decision was made to 
assess a similar marketing mix across the three different regions rather than testing an 
alternative mix iii different locations. Although a more longitudinal approach could 
have been taken (ie., to assess the repeat-purchase over a longer period of time), a 
trade-off between launching a "compiehensive" survey versus the need to find out 
specific information in a timely manner isoften found. 
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0110 , U y !i Consideration of the five P'I price, place, product, promotion, and perspec­
tive--will provide decision makeis witl a framework witmin which a campai3n may
realistically be evalliatco Such (an evaluation will lead to a number of benefits, includ­
ing an increasui.qly c -effectiv- Iloc(atior of canripaign resources in future promo­
tional endeavors. In aidditt o, well-docurnentecd records of evaluations will create adata base aga~ins t which present and future promotional activities may be compared. 
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