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Test mdrkels are an important means of providing a realistic evaluation of a mar-
keting program. A test market s basically a situation in which a marketing program is
implemented ina imited, but carefully selected, part of the markel. A test market is a
“dress rehearsal” i which a new product or program is tested in a situation resems-
bling the one that would be faced n g full-scale launc hing of the preduct.

In conductng a testmarket, the planners put on g full advertisins and promotion-
al campiargn i a small numbar of representatve test cities. The campaign used in
these citics 1s sinlar to the one that would be used in national marketing. The oppor-
tunity 1o do a triel run of the total plan serves two primary functions. The first is to gain
information and, potentially, refine a marketing program before making a total com-
mitment to . The seconddis to predict the program's outcome when it is applied to
the total market. in the case of Dualimia, a thice-phase roll-out was planned to intro-
duce anew condom in urban areas of Indonesia. Phase 1 consisted of a three-city test
market The test marketesults would then be used to quide Phase 2, introcluction in
Jakarta, Indonesia’s largest urban center, followed by Phase 3, which extended the
campaign to six additional cities. The national roll-out, then, coverad the ten largest
urban population centers,



! Ininitiating and designing the Phase 1 test market, a number of objectives were
defined:

@ Determine target audience awareness of, and attitudes toward, Dualima.
w Assess Dualima’s standing in comparison 1o other brands.

LT

@ Assess the relative impact of difierent channels of the mass media campaign.

Eviluate the current Dualima marieting strategy against specific marketing objec-
tives that had been set for the brand.

= Establish marketing goals for the next phases of the Dualima introduction.
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Key objectives for test markets are only of value if they are defined in quantitative
terms, although much usetul qualitative information is also obtained. The key perform-
ance objectives for the Dualima test market were as follows:

Unaided Awareness 45%
Total Awareness 85%
Trial 5%
Regular Usage 10%
Distribution Level 60%

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

The number of cities selected for test marketing depends on the complexity of
the test market design and the anticipated scope of the national roll-out. Typically,
US test marketers use between two and six cities. Markets are chosen to be repre-
sentative of charactenstics that will affect the national program, or to typify regional
charactenistics. Additionally, critical markets--those that represent major risks and
opportunities for product success or failure-—are usually avoided. In this way, if hard
lessons are to be leamed, they can be learned before major damage is done to the
product’s ultimate prospects. In the case of Dualima, 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 1csponses.

Test markets last anywhere from a few months to more than a year. The longer the
product’s average repurchase period, the longer the period necessary (0 observe
repeat-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 “fatique
factor” will materialize. In addition, interest in a new product is often built only after
considerable communications effort has been expended. Therefore, a reasonable
tizne period must be allowed to fairly test a communication program’s effectiveness. It
also is helpiul to plan to have a test market run long enough to allow competing
brands* a..d other market factors to adjust to sce what impact they will have on the
results.

The Dualima test markets lasted a total of three and one-half months. Since the
condom is a product for which d fairly rapid rate of repeat-purchase may be assumed,
this ime 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 brands often respond to new product introductions by tempo-
ranly increasing advertising expencitures 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.



| PO . oty o L e ! nseting up ¢ testmarket it s cnitical to ensure that the marketing program in the
ii i 9 5 ?@iﬁ ! Ei E ! test areas s implernented so 6 10 refiect the national program. This requires a clear a
2 ; prion definmon of the scope of the national program <o that it may successfully be

ST T o {;f""“‘, 35 Do g i [ decomposed” 1o a focal level For example, Duabima’s campaign budget was allo-

;:gf,g{:? &wét é‘?‘gﬁ @; | Catedtoamxof pnnt (37 1 ercent), public relauons (24.4 percent), outdoor adver-

tising (15.8 percent), racio 10 percents, point of saie (9 3 percent), and direct mail
(3.2 percent). This reflected the distributon planned for the national level.

Control of u test market requires L‘mnw dWarC Gl any 1esponse made by compet-
ng Lrands andd monttonng these reacuons to Jdeternmine ther impact on the cam-
i paign. Other relevant market factors (e g, the condition of the country s or region’s
economy) also should be tracked over tme 1o evaluate effects on the market re-
SPONRSE.

\ , ‘ Planiners must decide on the types of information to cotlect i 1elation o thei
f%@@guremeng : value and cost. Data may bHe colleaterd across d range of measures. For example,
) 3 warehouse shipment data witl shiowe 3o inventory buying but will not indicate

weekly sales atretai outlets Store andhits sl show o tualietarl sales and competitors’
; market shares LUt will Dot reveal thecharactenste s of Buyers Consumer sunveys will
| proviaw Information about a prodis s target audience, such as brandd and advertisng
awareness, attitticde, tha pure Fusc and nopseat parchase mtention, and o benavior.

I condducting then test markeung measurernent, Dualuna planners antiated a
retarl aucht andd o survey to track consumers” awareness, attitudes, and purchase inten-
tions regarchng the nevw concom

S ‘ The audit was conducted in Bandung, Surabaye, and Medan among apotiks and
é? I {ff &Qg&!f AU@% toko obidts. A panel of approximately 50 cutlets Chalf apotiks and half toko obats) in
each aity was set ups, and they vwere visited every six weeks i three phases. Each

j phase was Comprisea of two isits to the shop one week dapart.

The data collected included brand stocked by package, quantity of stock by
; brand, past week sales, and <eting piice Phase 1 Nus conducted in April, Phase 2 in
| June, and Phase 3 was concducted in August, 1986.

The target audience tor the tracking study was a randomly selected sample of

Lok ¢ ¢ o c
ﬁi‘ﬁg ﬁ&fjgﬁg men aged 18-49. Alf were in the lower socioeconomic classes (Classes C, D, and E),
and none was cunrently trving to have a chila

To select o samy te that would provide infermation on Dualima's performance
among meaningful market segments, three subsampies were chosen: (1) married cur-
rent condom users, (2) married nonusers of any reiiable 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 | versus Wave Il A total of 1,983 interviews were conduct-

ed as follows:

MARKETS
Sample Launch Pre-Wave
Sizes Date Interviewing

Surabaya 660 April 10 April 5-May 9

Bandung 657 April 2 April 8-May 17

Medan 666 April 2 April 8-May 17

Post-Wave

Interviewing

July 31-August 25

July 31-August 25

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, tnerefcre, the pre-wave data do not provide a “clean” baseline. We can,
however, assumc that awareness of Dualima was zero prior to the launch because it is

a new product.

Itis impontant to note: that although the sample was ranclomly selected, it was not
designed to be a national probability sample. The findings are meant instead to be
representative of the quota groups from which the subjects were drawn, these are the

relevant target audiences for DualLima.
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After the test market 15 completed and the data are collected and analyzed, the
manager is faced with interpreting the results and deciding which actions to take.
Viewing overall market response provides input for making “go” versus "'no-go”
product launch deaisions. For example, 1f the test markets indicate acceptable trial
and repurchase rates, the decision to go ahead with a national roll-out will be made. |
the test markets reveal a high trial and low repurchase rate, customers are not satisfied,
and the product should be re-evaluatect hL' test markets show a tow tnal and a high
repurchase rate, the product s satistying its consumers, but more people need to be
exposed o 1t via increased advertising and sales promotion. Finally, f both tnal and
repurchase rates are low, the deaision to drops the product should be considered.

Dudalima’s perfornne e indi awed that the decision for o national roll-out should
be a 90" Awareness, tial and repurc hase ates were deemed 1o be acceptable,
according to the (»nzm i objectves sot for the Liand's performance. Overall, the
Lrand showed cnoughi pronise that planncr, were able o project a viable share of
the marketplace

I addion to these "qo™ and "no-ao™ decisions, et market data should be
used to shape planners” deciatons 1 garding the fine-tune: of the marketing mix
regarding product, pnce, place, and promoton

i

Onamore speaific decsion making level, test markets are used o help program
planners addiess issues related to the “four P's™ of te marketing mix:

decrsions (c.g Are there any aspects of product performane ¢ that require
attention? Shouldt any asprect of the product offening, such as package size, be
modificd?)

decisions teg s the product criced W atrdct new users among the lower
NCome market se _qnu ol ancbat the same tme maximize revenue? What margin is
required tontere = retant tadde i sething the brand?).

QCCISIONS (o What type of ret \nl outlets should be used in getting a new
product into the « onsunIcH Mmiarkctplace?

G - cecisions we g, What 15 the most cost-cifective media mix, and what
product attributes should e promoted?)

The following discussion descnbes product, pnce, plice, and promotion deci-
sions 1 the context of 1ssuzs rased dunng the Dualima test market,

The Dualima test markzst revealed no maor problems among users of the new
condom. Consumer satisfaction was accreptable (53 percent liked 1t), and repurchase
intent was very Tiah (85 percent).

Packagmg the new brand was an additional product concem. In the case of
Dualima, this quzstion focusced on whether to market a six-pack of condoms, along
with the presently avanable set of three-and twelve-packs. Although the survey did
not specifically ask whether consuniers would be interested in buying six-packs, the
data suggest that 14 percent of condom users are separating twelve-packs to pur-
chase six condoms at a time. Based on these data, decision makers may infer some
consumer interest in an intermediate 'evel of packaging. An additional benefit (o be
considered! :n this context is that a six-pack alternative would result in more shelf
space.
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Place Decisions

Promotion
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Decision makers needed to consider the positioning of the product at the same
time they considered the price. The majority of consumers (80 percent) viewed Dua-
Lima’s price as “average,” with an addizonal 19 percent perceiving the cost to be
“chean.” Althoush on the surface these data would appear to be optimal forreaching
the desired towaer class target audicnee, severdl related questions were relevant. Strat-
egists needed o determine whethier switching to a shightly higher price (stll falling
within consumers” range of acceptance) might attract an even widder consuner market
and generate higher revenue for the project 1f the shightly higher cost was seen as
Inclicating an increase m quality Alternatively, decision makers might assess the po-
tential for a higher-pnced ine extension. Another potential benefit of INCreasing
prices 15 that it allows for highicr trade marging. Higher margins provide encourage-
ment to the trade to push Duabima trand through the pipeline. Inthe case of Dualima,
howver, the decision was made 1o 1oll-out at the test market price, since that price
level hacreceved national pubhicity dunna the test market phase.

Place dedsions e made based on what program planners leam about what
hapspened i the distnbution channels duning the test market. Planners look to identify
and explan problenss of chstnbution hat keeo their products from being available to
ds fdny consurrs as possible.: They then develop strategies for overcoming these
probleme

For example, the test market survey tevedated that while satisfaction among those
who tried Dualima was tigh, tnal Ly new users was only moderate (3 poercent). Con-
sidenng that the desited potential new user was of 1ow 50CI0economic status, Dua-
Lima planners considered expanding distibunon to mclude street vendors or other
widcly accessible, rdigenous sources This may prove 1o be a worthwhile strateqy.

The Dualima tracking study was supported by a retail audit of apotiks and toko
obats. A panet of approximately 50 outlets in cach of the three larget cities was set up,
and each was visited cvery six weeks in three phases. Data were collected on stock,
sale, and sc!ling price of condoms. Such data reveal critical points at which a product
can get “stuck™ n the pipeling, and allow managers to *“troubleshoot’” and to deter-
mine whether the distnbution system is working efficiently. If the product is not mak-
INg it to the outlets (sefling n™), decision makers can be alerted to problems in
shippng. If the product is unavailable to consumers, it Can also reveal trade uncertain-
ty about mamtaning sufficient stock. Lack of good shelf space niay reveai trade margin
competition or more attractive point-of-purchase displays by competitive wrands. In
sum, the role of intermediaries (¢.g., shippers, purchasing agents, retailers) in the
placement process must aiso be considered as part of the marketing mix. Data on
stock, sales, and selling price are incdicaters that can be followed up to diagnose
sources of trade dissatisfaction or indifference and provide useful ideas for overcom-
ing problems and/or inefficiencies in the distribution systern.

Based on the results of the retail audit, Dualima planners concluded that sales-
men were generally effective in placing Dualima at retail outlets. Eighty-two percent
of all outlets studied were carrying Dualima at 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 enceurage the
trade to hold larger inventories of Dualima.
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The test market providec Dualima decision makers with critical information on
the impact of a particular mix of promotional activities {advertising and public rela-
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 opportunity to evaluate a promotional plan’s success in
meeting the crincal objectives of generating consumer awareness and trial. The table
below shows the success of the Dualima test market promotion in generating aware-
ness and trial of the Dualima brand, as measured against larget objectives:

[ e | e |
/ g 95 ,-"’ §’> § /
| <g ] RE
j
Top-of-Mind Mentions of Dualima 43 ,
Total Unaided Awareness of Dualima 55 | 45
Total Awareness of Dualima (aided and unaided) 81 85
Adverlising Awarcness 78 o
Trial of Dualima 25
Condom Uscrs 33
I NonusersrMNoncontiaceptors 3
S

Repeat Purchase: Intentions

!
Inacicition to evaluating these findings against target objectives set for the prand,
the Dualima marketing planners gained additional perspective by evaluating the
brand's performance against that of the market leaders, Kingtex and Young-.  ung. The
table below showws that in the 3V -maonth test market period Dualima promotion was
able to generate substantially hugher awarzness and parity levels of trial vis-a-vis that
accrued for successful brands that had been on the market as long as 15 years,

I R
1 I'O LY / - / OS C
EE | g I xX§
S5 Y 2O 7 oY
B Y / v | €95
S o Ey | 3Sa
Sa [ ¥a | 9
e .
Top-of-Mind Awareness (first mention) A3 8 5
Total Unaided Awareness
(all unaided mentions) 55 15 9
Total Awareness
(all aided and unaided mentions) 81 39 00
Total Trial 12 14 9
Condom Users 33 34 23
3 6 3

Noncontraceptors
i . 0 U S

Dualima strategists also receiveci some overall assurance that heavy mass media
promotion of a condom brand (unprecediented in Indonesia) would not zad to a

“backlash” from consumers or potential adveisaries as a “price”’ for generatirg aware-
ress. On the other hand, Dualima planners needed to consider whether they had

actuaily 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. In the case of Dualima, radio spots were found to be the most
effective media for generating awareness, as shown below:

; : e ot

-319)

All aware of Dualima advertising (N

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

NOTE: Test market respondents, it aware of Dualima advertising, were asked where they had
seen or heard about it

Bacet on these findings and knowledge of the dollars spent in each medium,
progran ¢ lanners decided to revise the medtia allocation to “heavy-up” on radio vis-
a-vis newspaper advertising. Despite its subsiantially lower contribution to generating
consumer awareness, some newspaper acvertising was maintained due to its impor-
tance in gaining the conficlence of the trade.

Additional media m:x decisions made Ly the Dualima marketing team dealt with
billboard and cinema advertising. Billboards werc found to be more effective than
expected. While the initial expense of Lillboards is relatively high, their long “life
span” makes therm an efficient promotional investment. The test market &'so allowed
Dualima planners to evaluate twe different billboard placement strategies. The place-
ment of billboards along man highways, utilized in Surataya, was clearly shown to be
more effective than dispersing them in communities and wes, therefore, the vlace-
ment strategy adopted for the national roll-out.

On the other hand, cinema ads, shown in “photomatic” form in test market
theaters, were not as cffective in generating awareness as had been anticipated. While
expectations for the reach of cinema were low to begin with, this was offset by their
low cost for placement. Therefore, the decision was made to maintain cinema ads in
the mix during roll-out, but not spend the considerable resources required to trans-
form the: cinema spots from photomatic to final production form, as had originally
been planned.

A final element of the promotional mix is public relations. Here, the test market
revealed an unexpectedly high contribution from publicity associated with the new
product launch. The launch activities generated considlerable television coverage,
providing additional media ct 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 branci
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awareness high, but the study revealed that the adventising created a positi+2 image of
the Dualima product in the minds of consumers, relative 1o its top-brand competitors,

as shown in the table below:

[STERNRHE I P YOI
IS LERN HORLAAN

(Percent)

|
I} o

Easy to Obtain 68 Y 16
Right Size 47 19 14
Leakproof 47 26 16
Thin 47 26 15
Moderate Price ‘ 69 19 11
Many Acdlvertisements 1 78 14 5
Attractive Pack 44 23 14
Good Quality 37 23 14
Most Appeating 52 19 3

Also, by assessing consumers’ recall of advertising message content, strategists
learned whether the intended adivértising message was “'getting through’” to consum-
ers, and the relationship between message memorability, brand image, and pur. hase
intent. The test market data revealed that the basic “spacing” platform was well com-

municated, and that the key benefits associated with that platform also came through

well.

{
i iecti - c
f PG, A key program objective was to increase the condom use overall rather than to
“’ ) é:i Qﬁgﬁﬁg m@ stimulate brand switching. A nuinber of test market findings revealed success in this
area. Firsl, overall awarenzss of contraceptive methods, including condoms, in-

5 # .7 creased significantly from before to after the test market campaign, as shown below:
Condorm

(Percent)
[y
Q ! ol
£ / £
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Pill 62 79
IUD 56 63
~ondom 68 77
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Second, the test market showed an increase in positive athitudes toward con-
doms. They were scen as more practical, natural, reliable, hygienic, and as less offen-
sive and embarrassing after the campaign, Finally, and perhaps most importantly, the
test market showed significant tnal and requiar usage of Dualima condomys among
those who had never used am: contraceptive inethod before (3 percent and 1 per-
cent, respectively) Whike: these figures appedr modest, they represent a sizable abso-
lute nurmber of mdmviduals

The test market also revealed new opporntunities and strategies for condom cate-
gory growth. for example, the Dualima survey found thal condom purchase was a
joint decision between husband ancd wife for 39 percent of those who tried the new
product. This suggested the: possibility of ntoducing a new aspect into the promo-
tion---targeting wives of condom users. Also, the test market clata on the image of
condoms revealed perceived benefits and barmers that suggested promotional strat-
egies to convert nonusers to users. For example, noncontraceptors and condom users
saw condoms similatly i terms of ther beng “good for spacing,” “demonstrating
male responsibity,” “decieasing sexual pleasure,” and “heing a hindrance during
sex.” However, noncontraceptors were significantiy more Iikely than condom users to
question the condorns” reliability and to view them as embarrassing to use and diffi-
cult to dispose of Also, condom users were more hikely to recognize that there were
no side effects associated with condont use Taken together, these differences in
perception provide ciues as 1o important “leverage points” that mav oe used to
overcome barners among noncontiacestors

Finaily, another strategy tor market growth s to ncrease the mtensity of use---the
number of products consumed per period of time. The test market revealed that 24
percent of ail condom users reported that they did not use condoms every time they
had intercourse (e, self-repart as “use occasionally™). This suqgests that later in the
life of the Duabima campaign, a “usa2e reminder” strategy would be worthwhile,
Alsc, Dualima stiategists considered o consumer promotion for the “twelve-pack” to
encourage greater frequency of condom use and brand loyalty.

Campaign considerations also should evaluate the full range of promotional
possibilities, including the development of marketing programs, special offers (e.g., a
free 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 tracle as weil as to consumers. While consumers are more likely
to e attracted by product attributes, the trade will be drawn to the new item by their
desire to make a profit. Censiderations regarding how to “ouy shelf space” from the
retail market (e g, trade promotions) are an important strategic decisicn, since
product availability is an obvious prercquisite for sales. for example, the retail audit of
apotiks and toko obats revealed that while Dualima achieved a high level of
distribution- - 82 i_ercent of the retail sample stocked Dualima by the end of the test
market-—the Dualima proportion of the stock in tracle was lower than its market share.
The implication here s that consumer demand will support higher stocks being held
by the trade and that higher volumes should be sold into the trade. Since Dualima
competes n the standard price market (which represents 95 percent of the overall
market), part of the problem was that at identical profit margins (in percentage terms)
retailers 1eceived substantially higher absolute value from sales from other higher-
priced brends on the market. This 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 marketing team developed additional incentives
and prornotional ideas to gain tradle support and developed a plan to increase the
margin offered to the retailer.

16
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The importance of mamntaining a balanced perspective regarding the cultural
context of the test market 15 a inal aspect that cress-cultural strategists must consider.
Figure illustrates the various environm.ents that shape the research perspec .ive.

Figure 1. The Test Market Perspective

Product
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(Adapted from E. Jerome McCarthy, Basic Marketing: A Managerial Approach, 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 use-ul in explaining variations in product rzsponses
(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
“socially desirable” =2sponse or one that will be “pleasing to the interviewer'” is also
important. The Dualima study used a “ringer” brand ("“Tops™") in measuring awareness
a3 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 corsidered “average,” “‘cheap,” or
“expensive” will vary according to economic trends. Analyzing the ways in which the
present target audiencs (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 erors 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, 1.e., legal constraints on what car, be done. For
example, inindonesia, 1 was not possible to place television spots to promote Dua-
Lima. Other less obvious constraints may also exist (e.q., political sensitivities towards
family planning may run high during elections cr times of political change).

Introducing a new brand into the marketplace demands that decision makers be
aware of the competitize environment. Assessing the ways in which other brands
respond (e.g., cutting orices, increasing distribution, attempting 1o "piggyback” on
the new brand, etc.} vl provide important insights. For example, Young-Young in-
Creased its share of pieces from 31 percent to 58 percent during the test market
period, largely throuch the introduction of 002" in 6-packs and 12-packs. Such new
product and package size ntroductions are comimon tactics used by established
brands to limit retail whelf space available to a new competitor.

Test market researchers should be aware of the need to evaluate consumars’
reactions within th= competitive marketplace. For example, the Dualima tracking
stucly suggests that a “halo effect” occurred in which the campaign for a new brand of
condom stimulate ! consumers’ general awareness of contraceptive methods, includ-
ing pills and 'UDs, as well as other condorn brands.

Taking the ‘ime Lo define objectives carefully and to review the larger context of a
test market prior to beginning will allow planners to be certain that the test market will
directly acidress their present needs, as well as provide data for future needs, when-
ever possitie. For example, data obtained In 4 test market also might be used as a
baseline for comparison against future tests. Recognizing this possibility beforehand
will facilitate the collection of data to address this need.

Giving explicit attention to program objectives is especially important in the area
of social marketing. This will allow planners to clarify the final end goals of their overall
campaign. In the case of the Dualima test market, it was critical to assess the relative
priorities for initiating a campaign to (1) increase general contraceptive use, (2) in-
Crease general condom use, (3, 1improve the condom’s image, and/or (4) develop a
user base for a specific new product. Depending on the objectives determined
ahead of time, the data collected to evaluate outcomes would vary accordingly. It is
important to recognize the need o review specific trial objectives in an ongoing man-
ner. For example, review of the Dualima trial objectives revealed that although Dua-
Lima was riot riieeting 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 obyjectives have been determined, it is important 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 the test market locations, time frame, implementation, data collecticn,
advertising schedules and budgets, campaign outreach, etc., will provide a basis for
reviewing test markets for similar procucts across countries. This consistency will tead
to a data base that will enrich social marketing strategists’ understandling of the global
family planning initiative.
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Along with clarifying the test market's objectives, 4 planning perspective also
points out the need to recognize the limitations that managers face in test miarketing,
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 cecision vvas made to
assess a similar marketing mix across the three different regions rather than testing an
alternative mix In different locatons. Although a more longitudinal approach could
have beern taken (ie., to assess the repeat-purchase over a longer period of time), a
trade-off between launching & “comprehensive” survey versus the need to find out
specific information in a timely manner is often found.
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;’ Consideration of the five P's - price, place, product, promotion, and perspec-
‘ tive—--will provide decision makers witt: a framework within which a Campaign may
p o realistically be evaluated . Sucti an evaluation will lead to @ number of benefits, includ-
iNg an increasingly cost-effective allocation of campaign resources in future promo-
tional endeavors. In addition, well-documented records of evaluations will create a
data base against which present and future promotional activities may be compared.
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