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This guide provides an introduction to auditing methodology as it might be applied
by contraceptive social marketers ina developing country. The guide concludes withan illustration drawn from SOMARC's research efforts in Bangladesh to determine
eftective.ess of retail audit methodologies in a less-developed country setting. Inthat 
country, in extensive pilot test of a retail audit has been conducted and a full-scale 
test desiSned for implementation in 1988. The Appendix provides hypothetical re
sults of a retail audit to demonstrate the nature and usefulness of results. 
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Researd

We~Cv'i 

Conitracecptive social marketin projects around the wvorld typicaflly lack one type
of critical sales perfornmance data that are comnonplace in private-sector consumer
markets. Private-sector marketing rmarniagcrs arc accustomed to having at their disposal 

1)ie I r )()oL i 	 rr!iovcrt'0 market 
use in making day-to-dci' ,;c( I-Iiufir 'ooj' vf iat oio!Oucts and services to offer, what 
prices to charge and trdc ccioUr ''ow itgc to set prorlotion budgets and 

extensive d .tC1)i t : . 'U ctran_ snare a rc*a /eve/lfor 

!(-)gi-ve, 
sales force cifo!v, icv, i a II ccfcdo i'' "'P Pru fIcatiuns tactics to use, and so 
forth 

Data or' o'ocL!uct mov e:me j' te 'fet l ev ij 'tr. prevj1,C sector is typically 
generated from onc of thrce sources: 1 rd:vidua cot sumer purchase records col
lected througn clores or, more recenry otica cnig of panel member store 
purchases, (2 comreutrizJ d records of aggra'c made available by cooper
atilng retalnai ns or (3 1 rkctail auclits Vara:itO0 S .r' %COO)teins are offered 'y a 

ers A C ( Resources, Inc.,number of cor'nc o:icii i clJiic . ,i l' tiff)r ! ,tion 

and Mar.:ct Facts Sinc e cl-n nottved rracru s'viti ,v
i itr,oa s Wealknesses, it is not 

& i c jsc more than one.uncommor for mayor markc tcrs Sris Prci ter G 

While mnanagers of conitrac:otive socia! markcr- : rogrinns indeveloping coun
tries have simiar informaitior' nccos, rio eOuiva!ifr !' ,J(DasCs are available. Tradition
ally, they naw relied on data rom warehuse sr,,nts for indications of trends in 
product movrnent Thcs data irc ir',icicuatc ir at east tirce crucial ways: 
* 	 They do ; ' cr eJf'rk:tJi CSM iroi,rarr, as, 'e data are not 

" isersitiVe itj I:g L'n_cOro ,]a' I(_ 'i crS Rcal L'ff (!ts can easilyr-'' . 

be rna,sIcd ,n, r -,l ( 'I n 'n C e t icrs r r itcerrnediaries. 
* 	 They 1oobrv,uiy '31; '-I: ro i ' S GM marketer'si; f>r0 ,C'IrS sal us, a ( 

tactics cocu 0 ,!v',I,.'> . ;fc t on tr-, orogrim's own sa:es and also ( 1) pro
duce icrecr , ,5AJ ' c,'eoy rcrca2,,ig nhe size of tlhe total mar
ket), (2: , V '!Or acs ur'ar 'iaec or '3) d cr cas them., 

o 	 They do r' Lc e s-ouSOurCS f rciyI . iin the CSM program sales. Unless 
changes ir, ,'titOr e ar ' nonitored, I' wvil be unclear whether sales are 
due to brar,d sv.in''hi ' or Ircr'ascs il 'eiota' i 'bnr of contraceptive product 
users 

Unfortunatey, tvo of th, thire alternatives available ir the arivate sector for 
collecting data ,t ti-c retaii cvel arernot really practical indeveloping countries, that is,consa- :r dar's (cxccot Perhaps in middle class or more "Westernized" market 
segments) and cornoutcrized sales records (again, except perhaps ir the larger, more 
modern reta. establishments or chains in major urban area 

* 	 On the othe, hand, there are no obvious reasons whny retail auditing should not 
be at least feasible in develocin S countries. While tie cost of a retail audit could 
prove a substantial burden 'or a single organization, its potential is significant and 
could prove well worth tne cost, particularly if, at snime point, these costs could be 
shared wih other organizations in ;r''ther the private or piblic sectors interested in 
tracking retail sales in the same markets 

If a retail audit is to be carried out, attention must be paid to using sound basic 
audit methodology inife adco:ming the technique to the special peculiarities of de
veloping countries. 

The primary objective of any retail auditing program is to develop a precise 
procedure for tracking sales of various brands of condoms and pills at the retail level.
A secondary objective isto explain changes insales levels over time. The two vehicles 
for achieving these objectives are weekly retail audits combined with on-site consum
er intercepts. The retail audits are very simple inconcept. They begin with the reason
able assumption that retailers in developing countries (and many in already-deve
loped countries) do not have accurate records of sales. Typically, the shop owners 
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are poorly educated and seldom see the,,alue of good data in planning and decision 
making. Records are seldom produced because business ison a cash basis. Further,
local customs and mores and/or tax laws and other regulations often discourage 
careful recordkeeping. 

The retail audit procedure assumes that, while retailers may no. have very good
records of sales (or any records at all), they will have some records of purchases they 
have made or, where such records do not exist or where they have been misplaced,
retailers car recall with reasonable accuracy purchases of various itemsbrands made 
over short periods of time. Retail scacs estimates are developed by collecting begin
ning and ending inventories over a specified period of time and asking retailers for 
information about purchases made during the intervening time. One then simply ap
plies the foilowing formulb 

Ending Inventory : Purchases - Beginning Inventory = Retail Sales 
Sales data are collected for each brand dnd size of each item of interest over as 

long a period or tirne that r,cearch budgets and or matnagerial needs dictate. 

Data generated by tnis "procedurcwill then yield the fol!owing information of 
considerable valuc to CSM orograrn manaers, AID and various advisors: 
* 	Trends in tota: mark _t vodirnc anar market shnrcs of cffrrcnt brands and competi

tors 

* Changes in cxtent of reCal Jitributon coveragc (i.c, percent of retailers carrying 
each oroduct' 

* 	Trends if, 'vrto' cvc's by brand and product br/C (including out-of-stock con
ditions) 

* 	Patterns of inventory marbaemer: oy retaiers ( .g., number of days/weeks supply 
kept on hcadr 

pies f* 	Sellin or c'comercal oroducts 
o 	 Retail disolay practices , irciudir usC of point-of-sale materials). 

Where retail audits are coupled with on-site consumer intercepts, data also can 
be developed or 

o 	 Changes inconsumer profiles of various brands. 
e Extent and reasons for brand-, store-, or method-switching. 

These types of data are of interest not only to contraceptive social marketers but 
also to public policymakers. NID, as well as in-country public health officials, isvery
concerned about the overalk social benefit of subsidized programs such as contra
ceptive social marketing. Data on the effects of contraceptive social marketing pro
grams on total market growth and or competitive brand switching will help answer 
the perennial question: Do contraceptive social marketing programs increase the total
number of contraceptive users or do they just' steal" sales from other sources such as 
commercial or oublic-sector suppliers? Clearly, astronger case can be made for CSM 
programs if the former were found to be the case and not the latter. 
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Am 94%Several key steps must K'taken to assure the accuracy and usefulness of any 
tci. audit. These include:L~dn u cth 
A Cretiinq the proper research climate. 

B, Dcvclopn] accutrte aid tr'oroucrn aiuditinQ procedures. 

Z _4.~ Droei~ar:ccna~esnpcV~ 
D Co ccc r iaOc feCICdata
 

E Anayairi3 ifnd reporting results tat are Managerially useful.
 

F. EvaluaLiPu vcril research project. 

# ~As neted earlier, a ma,or problem a researcher faces in developing retail auditCreating procedures indeveloping countries is the relative ack of sopisticatiori of many retail
ers, particularly faose if nonr drn acy Ou Jets Tni s , ' nifnsts tself in several ways. 

Firt, manvretal c \ViI ai ' 9K'pvi i .GO*~ lr n its needlsfor 
eceorne' 	 T i '', 0k.!' i','' .9','i "'' r a '<'. conficdritia iryTheyn 

areY uriee, to a!a v*' '. ' , . ury etICasures taken 
vvvlll oP r. zt remain tota c 

Ifts 0 e ! '' C. 	 'i t dt wil rQL'('LrC attention atD , 

the outsct "t, Ktjio1 ot r '!o fi ui'W. ,3' .",cc/c a'. an, iIn cvel of trust onthe Car- O . ... ,.- D,
the.oa, •.'' . vs may siuu'o or sabotage the 

p,oject S(everd 'Tiir:
 

e 	 Key figures np 'emrr~ sctr'- nust oq d .Cjy thC ro ( at d its objectives. 
This wonld f)ae_''sd(' u cr ieadcrsof pharmacists asso

ciatons, (xC(utI svuf J-(.,r (noc m rariroavqpgorgoliZations i (bot public 
and o'.vetc : ' 'd. 'I o , r t r)U'eu~rats 

~ 	 A cWi'oui ' ,' .'r' tate' arn, cing and explaining 
te x :.,cc.: , Iu ' 'x _ .armcipants. The relevant: r'o " rte 
rTmCld- . i . , arfry tLS ess miag~azines, arid specific 
ncw,'eXters * ''5 ~r . irm '7 retail irndustris.:y or Senera 

o 	 The resec' r.c, r m ' if r e ,rjcruitm-,ent tecrinques to assure 
tnat eacts mc 'cc' c'UI( see sacrair 'acicioates fur'y and accurately As much 
attention 1' m'acna cx be -a c ' in up" participaints as to gathering accu
rate cata 'rori- tro c,' . srD1 Roiu-r!ayrng sessions should be used to 
deve'ox rcrucing ski s 

e 	Monc car/cyiues str'.'ou d r o)'fcred to cooperating retailers for their 
particiC .J1or fr':r- ]U1r-e tssC ' mjrnoui ci d be determined in oretesting. 

Ab any tra,,ncd res(-!r',cr ,.vii oint out, eacn of these measures risks biasing the 
example, . by the recruiters or by thebasic study. For ret. rs may be inf:uenced 

monetary incentes to nsakc greater-than-normai purchases or to sell contraceptive 
products more a ciessivciy during he research projecr to impress or please the re

search organization Wile some upward bias .fthis type ispossible, it is only likely to 
influci ice resuLts in he first one or two wee,.s of auditing. Experience has shown that 
panel recruits tend to tire quickly of the efforts of keeping up artificial behavior. 
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SBecause of te4 igh Relio tha som beunwiln nbetrealrswl orL~I fII j eeccrate puirchase records, it is neesr~o~lvpa 'east Mwltiit,~ 
approaches to APOea~h~~~~ fooacleeigri'edccil salds data Onexpp chaywolr egedfor,

eVd a d- records; the other~s thuhswhocno.InBnlcesh,~ 
# two approace wer~e iused:

tr~t. 1,,rrichA ae tth einnThe WieeklrMethod, Upder~this method, inventories ar!ff' o~ Aud1t,.andend of a&seven-day period with retd ers asked to keep written records of 
yanpurcha sof au'dited products during the intervegI eid

Procedures'.. 2.The D4'lMethod Under this methodl, on arandomly selected day anivetr ~~~is taken at the begiinning adedoa24huprIdaAthe~edot~ 
Spro;retailers are asked to report verbally any uchs;'f uie prod24ehrrpeidd oaite>ucae

ucts during the intervening 24hoi peid 

Two~pprochesmighbe doptd fo samlingretal oulets Th coc de 
ortedat. I maageentis "ere I " iterste 

di ve op ng aprje ti n orhe c un 
C. Dawnpens~nmangem~t'sobjcties 

ry s w ol , n r la ly m
q 

h iv 

'etmaea~over.sra mightybei eid ee'ob obndanol[1t 
or, o oosamlin choc deadoptedg reaaouleng~h

I.,O pends th r hand~n'obifaia etwhest a seprate smarter d tfere fo enti 
ensupoplan ons rb pe~iPasiswoud bemadler shate.or clexne orane-tim

I11I2~re~y istirt~cspe condomsbrandps akts~thenattowoustewidthi eleel 
4' gepnsof tyahievre fire95sp ranutin Judtegtmensm optmasaple sizes~ 

1f02 tesipopqtatqwlendn howlte neede mae-t1saimplonbt iful
m~et'~ts vesevralg hw mkch aibiity ios anor3[2] the itwiee to'be fouiind 
u.io nivrs howuch tewin wyst r' feeneb to cnuthaudits inpac. nvaiblt 

Inauitialgxpost es uge~stita isliel that resarcer wilpoal an ooe-

ImportOntthe iher ai rianae,n isholes towmecsets esdtingates cont~rs,, 

nonf&&racVaieadrr aeah wuboul bo Juderris'taao otma smlesie 
"''4Th the depe s nohswidprtateach Firotpthere smplingwusi l~d ssnfag

triutat~isiciangorsapiughspacialitisoldktbe ound'Prh' frma oa 

t ond eio~ns'itwileost on hondiudbesgivn tomlisaesapigch.-, -:, 

save pharaies' sndoulet Inma es will be.leia nhioretcoputri sinchs e at 
naionpharaing same.~~~d ineap 

ia;ly,'aine aine o'hinaol samle, iotsimortant taiande esiae. 
Thmderefteral salin uggestn shol'ericoniee Fiste icotrain~dstatisticeaabe to'"how"'~aneras frt'i ot'orr 11 U '' " -' ' 

.1 nitpriat tac dte usus e uon a owfrrfsl n rp vrtecus fte
~~;a& ~.;~>''~--r----------------------------s ecnd, seiu o drtonh ld ;iv -' ,uisa smp igpoe 

http:shate.or


-da aare 

odect level~ch~6bs of 

-notaddressFd inthis guide.) -

oetyingcnvsmet ader p 

>Y~ 

h 

WO 
1.Frmsimustbe develoed for recording:~ 

Chdracteristisof each outetandofeachreti aa~eNt also should be takeo wo u p is nfrmtin n nerven ing purchases. 
Beginnng andenchng inVento'es for each auditperiod Fr weeklyI~ ad~is, onfli one~Snenoyillbbtaken each'week (after the very.first'opening inventor~ic 
theending inventory one week becomes'the'beginning Inv'entpry for the next

~weekFrdaily adits,beginning an e ~g lnvenriesms ercre 
each we)
Purchases during the in~tervening audit period Teedt~r ob ildiThslt'rtobeaille>td y hretailer under the weekly method or the auditor jnd&e dalmeh . 

- -

2.The forms~ should have as m~uch detail prepripnted asossible so that auditorsor' retailers need to enter~very little information; Space must be left fo 
every, possible brand'and package size as well as .fwo or three' -"other"
brands. The latter mal'e room for unusual cases such as smuggled and public
sector products likelV to be found insome outlets. Asimple brief, urvey of 
a rpresenativeross-section of' o6tlts 1should identify most6 telikely
possibilities., ~-~~ 

"3.'Field auditors mustpbe selected and trained, Sa soepl~e fro acontracep
tive social marketing, project should never be used for, this 4purpose as 'the
odds are very high that they will consciously or unc sac1othfle resu Its,
Tra 'ining of field workers should focus on: (1)teclhniclues for recitihg'c~ndi-,
date retailers and minimizing ftailer dropouts over the'-course of the'study,
(2)specIic procedures to be followed incollecting da~t to ensure precision
and thorou'ghness, and (3 th aueadfrequerhc/of siperision'andyai
dlation. 2< 

I> 

'' 

4.On the first'visit to acandidate retaile'r, everyreffort nmust b eeto ensurecomplete participation.-Stress shold be put on the fact that the research wiVevent6ulfy benefit the retailer aswell as the'c6fntry as awhfole. Ext~nsieS 
sholde adeof nysuportngtestimonials: from g~v angencies,

chambers of commerce, andl industry trade groups as away of.legitimizing 
II the projec , 1 ' '> " 

1 

-5. In'condlucting th' first inventory check, auditors should bcetitolook for,
ivnoyin eeyosb lctn.Stock may be kept in th ak oma 

the retailershomeo hidden shelves, 'ana soon. 2~A4 - A 

'6.Inconducting the da~i' U, [e diays for collectionshol 
sam >day of the.'week at agie outlet,' 

be anomz 

"'1"~~~~~~~~~ 

'i 

e1"'' .\1'7.-nc ak:surprise visits to
each outlet during the firs tvo ordhree wveeks of the studyfo ensure thak't 
reIdi>o puchs inom~to iscrid out gulalyand nt just before 

8hauditor's isit 
Audi'' 4 trsa~ ehulee alert tor signs o "ftigueorislop ,ness on> te' - of 

-

9.Oee rest pejis'fr 6othauditors an 
example,c ea q'uare', 

retai ers'should be panned fo6 



10. 	 If the project lasts more than one year, retailers should be gradually replaced 
on the panel so that none of the "originals" remains after the eighteenth 
month. 

11. 	A ratio of supervisors to auditors should be established so that the work of 
each auditor can be validated at least once a month by revisits to a sample of 
stores he or she Isalleged to have audited. 

* Ifat all possible, the data fr~m each weeks audit should be processed on com
puters owned by the researchers, the contraceptiv, socialI marketing project, and/or a 
cooperating university Computer operators should be given training prior to initial 

,. 	 . fieldwork, and the audIt forms should be developed with attention to ease of entry of 
the resulting data ito nc computer Computerized checking programs should be 
designed to Inspect t!c .'_' (Do,r'ach outlet and each auditor to detect inconsisten

fr4 cies, o -ofl-rar~ng r !JC' , "VI C 

Analyses so, '-.ls, i . , ivproject should never be in the position of 
, . , saying, "We, vv.' ,.t- .'''. ewc th tnem now?" Cross-tabulado 

tiolis 'Ind f 'O dItcryseS, C)d 1sketched out in advance and sample 
resuits tables procrw! Milacacol ''.., 	 trw'hvOothPr,-&A r -iultsto ensure 

makingrnanagerial decisions.
that the data arc.bothur derstandabe and usefuL inrUs l Ines 

Com;parisons at some point snould be nlade across auditors to ensure that none 
nas 6dd results .vcnm it suggest inettntron oi fabrication of data. 

objective outsider to evaluate whether the study met three criteria: validity, reliability, 

and managerial usefulness Ineffect, the project should conclude with an "audit of the 
audit." 
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- -

/,In pretest of the audit mthodology was carried out inBanlds aA extensiv 
theiend of1986, Ba ng adesh was chosen as the resea6rc h s fite for th reeths'petest 

T re,3SOls-4i~rst7 the-coiunity-as-i~place an exeinecnrcpiv oilmreig
* 	 g~S~itstaf whoare familiar with (and value) mrkeinrg research, Second, the 

fragmenteci retai1lstructe itflcountry itsel isvery poor and ismarked b5y ahigh
~~I3U K J~~~~~ 	 great mn~y sml rs nd 'Iryprolmai trnprain system. Itwas felt thi t if 

th-e methodologiesN'\,vrked here, theyc:ould be irplemented anywhere, Third, the~ 
~ ~~ {8~~arngladesh~Social Mark ting Prog'rm (BSMP) excpressed an intestoSOACi 

using theaudits for its 6wni'manageriaI purposes, Thus, the BSMP was both 'capable of 
monitoring the study anfd eager to use its outcomes. 

Thestuy as arredout between Novemnber 22, 1986, and January 8,1987. 
Data were collected for sixweekly periods'with anine-~day gap3 to allow field auditors 
a rest break. A sample of 56 realoteswsicue in the study with an equal I 

K nu~ber of pharmacies and nonphrmacies. To permit testing of the procedures Iria-

range of settings, 12 sites were chosen in rural areas, 4sites insmall-district towns 4 
sites inDhaka (the capital, city~), and 2 inChittagong (thesecond largst city),,Costsin' 
rural areas, and small district towns were minimized byselectionof sites that~wer&e 
within one half day's travel from one another. Pharmracies3were selected from BSMP7 
records; nonpharmacies were chosen 'randomly from the 'area around the. chosen 

-F7~~7; 	 pharmacy. 

-To test the effectiveness of the two methods, 'one-half of th~e seete ulets 
-were audited by the "weekly" method,--with retailers providing -weekly wrten re-, 
cords of purchases, and one-half by the "daily" method, with retailersprovidigaiy) 
verbal accounts. Under th eweekly methods, 60Otaka incentives (apoimtl US $2) 

paid to retailers for each data collection' period, This payment was approi-F 
mately 4Otaka under the dailyrmethod, Retailers were also iterviewed to obtains 

-were 

-	 ,~background data on themselves and their shops.Q 	 4 
~Twenty consumer intercept interviews were conducted at one-half of thie retail

V----.audit sites to provide further insight into any changes observed inretail sales levels. 
Respondents were individuals seen as purchasing condoms or oral pills inthe outlets.
 
Intercept questions elicited the following information:
 

77~~~ * . ~Brand and quantity of contraceptives purchased. 4*-
 ")74 

.. For whom the product was purchased. 
* Present and prior contraception method or methods. p
 

~~ F ~* Reasons for anychangesin methods: ,

- 7 -	 7 

-	 Changes in brands and reasons for changes.F, - -* 

* Reasons for current brand preference' ~
 
7F ~-- Length of time using/purchasing brand,
7--

*o Changes in outlet and reason for changes. , 

-* Awareness and recall of condom and pill advertising.7 
* Dernographics-(age, sex, educationi, occupation, mairital, status, household size,~ 

numbei of living children, distance of shop from: home, age ,of spouse).'-

7 fesbiiy reibiiy 777 anJ* 7fuur m777 Ic- -- 777 
toite t a evaluatedTh p-,o 


--- 7)r--.- Th7e pilo studyf results su p re the fesblt of the audit 7'77
 
f 7n 

77 7) 7 7 	 7 7~77777 7 77 j~since:77}7:- ' 

keeppeii~ waevo alad petrmiases faskedladi pdreialiyanabltue mw 

iiiyfteadtmdorls-77-~ -13~ ~ '~~ spore. tefe 	 7 



* 	 Forty-four retailers (86.3 percent) of those willing to take part in future recordkeep
ing expressed willingness to participate in a training program as part of the audit. 

e 	 There were no problems encountered in conducting the consumer intercepts at 
each of the 28 outlets 

The rcibillity of the data Wds supported with the following evidence: 
a 	 Ihere was a close correspondenc in reported purchases between the audits and 

records of sales to the audited outlets maintained by the Social Marketing Program. 
c While v'./eeK-to-week variations in brand sales of oral contraceptives were expect

ed, BSMP's estimated total market snares foi allof its brands in the daily and weekly 
methods were very similar 

R. 0-Week Average 

Weekly Method 37.5 to 53 5% 45.1% 
Daily Method 37 4 to 729% 49.6% 

o 	Ma rket s res of BMP's best-selling Raja brand were consistent between methods: 

Rtr 	 6.-Week Average
Weekly Mcthcd 	 52.5 to 63 4% 57.8% 
Daily Metrlod 	 36.4 to 84.8% 66.9% 

" 	 The higher var, ition irthe daily method was cxpected given that each represented 
audits of a single day's sales of outlets, whereas the weekly method involved a 
week's sales. 

" 	 BSMP oral :)0 and Raji . ,':isales i ti-( audit were very similar to those in the 
consumer interccpts. I ,e,anr, BSMP shares were 42 percent, and Raja shares, 
57 5 percernt (compared to 57 8 oercent in the weekly method). 

a When the results of the aicJits were conpacred to the brand shares computed in the 
1983 and 1987 CPS studies carned out by Mitra and Associates, the evidence 
indicates nigher sales of BSMP ora! pills inthe audit and lower brand shares for Raja. 
However, the audits were nor intended to oe representative of the entire country 
and, indeed, were skeved toward urban areas. It is known, for example, that Raja 
sells less well in urban areas. 

Comparisons between thc two audit methods indicate the clear superiority of 
the weekly audit in terms of the reliabiliy of the brand share estimates. The weekly
method also has the advantage that it is more likely to "pick up" actual retailer pur
chases during the audit period, thus providing an added dividend in information on 
retailers' replenishment practices. However, the weekly method has the serious draw
back that it requires the retailers to keep strict accounting of their purchases between 
auditor visits. 

In this pilot study, all the pharmacy retailers had at least Class V (primary-level) 
educat, , This was true of only 78.6 percent of the nonpharmacy retailers. As a result, 
it is the 'irial recommendation of the research agency that, in subsequent tests, a 
combination of methods be used, the weekly method for pharmacists and the daily 
method for nonpharmacists. 

__ bOnce an auditing methodology is put in place and is running smoothly, the 
resarchers and the social marketers may wish to contemplate certain elaborations on 
the basic task of trackirg retail sales. One possibility isto use the audit methodology
to evaluate specific m-ket interventions. Since the retail audits constitute a runningesiOfls 	 record of market performance, managers can observe sales levels and market shares
before and after specific marketing activities, for example, introduction of a new 
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advertising campaign, a new package, or a new point-of-sale display, or to track the 
,ffecti,--- of a competitor's price change. 

Experinents can be designed it)whcn t,,vo or three different strategies are tried 
in different markets and their effects meticulously recorded, Further, if store intercepts 
are carried out regularly in connection with these audits, it also should be possible to 
ink changes in sales and market share to their causes and to identify those consumers 

on which the market trtcgy n-iad the most effect. 

Another it novation that may be tried is to use the occasion of the visits to the 
audited outlets to qcther other information from retailer- For example, information can 
be obtained on rclalcr' awareness of certain advertising, their knowledge of how 
cont.racepti4on works, Wr knowlcdgc of thir customers, their opinions of social 

-','ketersand or major conTceI,'rt cw: iad so forth. 

. A a iWhile the poss,,ics fo, extending the usefulness of retail audits are consider-CoA v am iflq able, they should b,- introducecd inmoderation. Extended studies of awareness and 
opinions soulcId or'y bc conducted on a relativeiy small subsample of all retailers. 

Therer s,' i rant ciarices treat the nterviews wilH bia; the retailers involved 
who may srbsecmenty push cCrtraceptiCv ro d icts harde-r, emptiasize different 
methods o brcrvds ar id otheo,'vis(' behavc "abnormily''" 

The rosearel icr must a ways keep in mind that the basic objective of the project is 
to estimate and track retcol sales. Other "fringe benefits' from the research process are 
attractive, but they should not be allowed to compromise the basic goal. 
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A contraceptive social marketing program typically receives brand sales data in 
the form of shipm-ents from tee warehouse or orders taken by salespeople, that is,
sales to the trad- Hyprthectial data for a low-dose oral contraceptive marketed by asocial rrnarketirit poord(1 (SMP) for three months might appear as follows: 

' f4- March 20,000 units 

Apri 24,000 uinLts 
6* J.. .. . .. h,#i:i. : .. ,:.,,, M,-iy 30,000 u~nit,, 

A marketi,1 manager might take t'is as evidence that the crogram is doing very 

well acid that tiee current .ItrteCIs shouLJd be continued or even augmented. 

Suppose, I' wvvcr, tracit ra :udit eiud been conducted for the same period 
and yidedcc i botn sic, to final rustoemcrs and beginning and ending inventory
levels for Ire brand One possiL-i-, fi ii- q h:outd be that, while sales to the trade were 
rising, rctaii tales to consumers we'r 'ai: follows 

Table 1
 
Beginning and Ending Inventories and Purchases
 

March, April, and May 1988
 

March April May 

Beginning Inventory 10,000 10,000 15,000 
Purchases 20,000 24,000 30,000 
Available for Sale 30,000 34,000 45,000 
Closing Inventory 10,000 15,000 27,000 
Retail Saic's 20,000 19,000 18,000 

Table 1 indicatcs that tee reWl reason for the rise in sales to the trade is that 
retailers are increasiro rie:r ineer tories for some reason. Certainly the manager must 
conclude that the curr nt strategy is not the great success in reaching consumers that 
was first assumed 

Still, tre manarc reight reason ta thngs are not so bad. Sales are not down that 
much, only l0 perccnt. It might be argued teat this is certainly no cause for alarm. 

However, an advaantag( of a retail audit is that it provides data on the sales of 
competing brands. Suppose the audit produces the following data: 
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Table 2 
Beginning and Ending Inventories and Purchases SMP and Competing Brands 

March, April, and May 1988 

March April May 

SMP Brand 
Ending Inventory 10,000 15,000 27,000
 
Sale; 20,000 19,000 18,000
 

-omr.titorA 
Ending ;nventory 25,000 28,000 29,000
 
Sales 30,000 32,000 33,000
 

Comoctor B 
Ending Inventory 8,000 5,000 4,000
 
Sales 9,000 13,000 18,000
 

Total Alarkct 
Ending Inventory 43,000 48,000 60,000
 
Sales 59,000 64,000 69,000
 

This table presents the rather disturbing information that: 

t 	 SMP sales are declininS in a neriod when tre total market is growing. The market is 
up almost 17 percent while SMP saCs are down 10 percent. 

Competitors re taking saics from the SMP brand. The SMP brands market share has 
fallen from 34 to 26 percent 

0 	 Competitor B is growinQ much faster than Comoetitor A. 

Tabte 2 would suggest that the SMP strategy is probably not meeting expecta
tions 

Further, the data suggest that Competitor Bmay have discovered some effective 
technique for boosting sales which the SMP might copy. Interviews with retailers may
reveal the cause (e.g., a new point-of-purchase dispenser, an increase in company 
sales visits to retailers, or oerhaps increased detailing to physicians). 

None of these market trends would have revealed themselves without audit 
data. Therefore, it is important to use retail audits to provide an understanding of 
market trends. 


