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1.

OVERVIEN

The Nepal Contraceptive Retail Sales (CRS) Company 1is a
non-profit social marketing organization which is primarily
concerned with the distribution and promotion of contraceptive
Praducts in the Kingdom of Nepal. The Basic abjective of this
Company is to supplement and compliment the national popul ation
and family planning programme through the -application of
effect?ve marketing principles and practices in the sale of

contraceptives.

The majority of the products presently being‘marketed_by,CRS{qné
heavily subsidized. The principle of %o:iql marketing fis
basically concerned with achieving social goals ' rather thén for

profits.

Since the launching of its products in: !q%égythg ,Cqmpéﬁyﬂ haé»
achieved a significant share of the contréhepfiQéJAmaEEét;wiﬁﬁ{
approximately 43% and 20% shares in ﬁhe Condom,and'Pilis Wm;ekE£;
Very recently, it has also started to market ORS whiCh.ié;fdc;ily
manufactured. Contraceptives as well as ORS products  are
distributed in 7| of the total 75 districts of the Kingdan thraugh

tablets are sald through CRS outlets alone.

The Nepal CRS Company, formerly known as the NepéL‘CRé’Projgct,
was registered as a non PrﬂfitAsucial'marketing CQmPaﬂY~in~ Au9ﬁst

1983, after Westinghouse Health Systems a USAID cpntrq¢£9r, which. '



2.

initiated and managed the CRS Program in Nepal since 1977,
terminated its contract with USAID/Washington. The CRS Program is

currently funded by USAID Mission to Nepal.

The Company aims to achieve a eignificant level of ecanomic
independence by generating revenues from its trade and a high

degree of self sufficiency by the Year 1990.

The Company is presently working towards business expansion and
product diversification with a team of professionally trained and
experienced staff. In the next few years, the Company aims~at
becoming a major force in marketing, in the area- ofﬁ family
planning and health, thereby, lending etraong support tb'Nepal;s

health and family planning programme.

OBJECTIVES
2.1 Long Term Objectives
Long Term Dbjectives to be met by the end of 1990 are;
A. Achievement of the follow1ng sales target has~been.
projected by the end of 1990.
Nepal CRS Company Pvt. Ltd.
Sales Target for 1985 - 1990

Products i 1985 1986V 1987 { 1988 {1 19892 | 1990
Dhaal (In Unit) 3200000 3520000 3872000 42592000 4684000 5152000
Gulaf (In Cycle) 20000 99000 108000 118000 129000 141000
Nilocon (In Cycle) 30000 33000 36000 39000 42000 46000

Kamal (In Tablet) 180000 198000 217000 238000 241000 287000
Panther (In Unit) 700000 770000 847000 931000 1024000 1126000
Total (In CYP) 90031 55034 60437 66357 72844 80035

T T Y T ey et e s o g e v S e e o S ey P g gy S P ey s PP S e e S PR s S e Ve S S S
——— e S o o T —

Mote: One CYP = 100 Condoms or 100 Tablets or 13 Cycles of Pills.

Annual increase at the rate of 15%Z in 1985 and at the rate
of 10Z onward 1985 over preceeding year sales.
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Reduction of cast per one CYP to less than US $ 6.00 or
Rs. 115.00

Product diversification on an active scale 1in order to
generate additional revenue, so that, programme costs
are well met and allow for future programme planning.
Contruction of a Central UWarehouse somewhere et/around
Kathmandu to facilitate storage, effetient movement and

distribution of gaoods by 1990.

Short Term Objective

Short Term Objectives to be met by the end Df~1985 ere

A.

BI

C-

Increase in CYP sales by 15%Z over the.year 19945
Launching af a new‘Condam brand. N |

Expansion of ORS market from 6 zoneé;tq;el;:léﬁépnesjdfe
the Kingdom.
Maintainance of the cost per .CYP to less than US $ 10.00
for the year 1985;’
Intruduction of a CBD Programme far market testlng 'im}"
one of the potentlal d15tr1cts of the Klngdnm, durlmg:
the first half of 1985., The DbJECthE of such a test is
to expand the d1str1but1nn system ene»‘te.comp11ment

FP/MCH and ICHDP Programmes.

,Intraductlun of a supplementary CBD Pragrum iih feur

village panchayats af elther hathmandu, BhaPtapur ”r&
Patan region, in order ta Lest the v1ab111ty of the CBDr'

Programme.

Hem
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DISTRIBUTION

3.1

Distribution Objective

Al

As sales is the line function of th1s Company, ;speCial
attention will be paid to market enpanexon and 1n:reased;.

sales of all praducts dur1ng 1985.

Frojection of the follawing sales flgures by preduct is

consistent with the Cumpany s shurt range DbJECthE fnr’«_

1985.
Product o CovintUnit CYP
i. Colared condoms (Dhaal) Ca 3,206,000 32,000
ii. High quality condom. (Panther) 700, 000 7,000
iii. Medium daose pills. \Bulaf) : 90, 000 6,900
iv. Low dose pills (Nilocon) :, L 30,9000 2,300
v. Foaming tablets (kamal) u,ﬁ" 4 180,000 1,800
Tatal CYP s ‘ 80,000

vi. Jeevan Jal ,60050°°} ~NA

In this plan perlud the Cumpany w111-caver* fuur morefiﬁ

dxstrlcts So as ta maPe 1ts praducts avallable 1n all ufﬁff

~ the 75 dlstrlcts of Nepal.

Emphasis w111 be pa1d on strengthenlng and

Campany s enlstlng store promutlan durlng thlS market1ngfﬁr

'Plan perxod, rather than on 1ncrea51ng reta11 QU,lets. ?fi

R

W1th a view to camplxment the natxonall FP Program, thetf

‘Company w111 test CBD Program 1n one of the appropr:ate@f

dlstrlct of Nepal 1n the flrst half of 1985.



2.2 Distribution Channel
NEFAL CRS COMPAMY FYT. LTD.
CHANNELS OF DISTRIBUTION
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Sales Incentive Policies

In early 1981, the CRS Program felt the need to motivate its
sales staff through an incentive scheme for superior sales
performance. After discussing and exploring different
pcseibiiities, a system was develaped and. inplemented in
duly, 1981. Since introduction of the incentive schene,
CRS product sales have increased considerably despite
various problems, as a result of which averall salee

performance have been successful.

In 1982, net increase in sales was 60 percent over 1981.
The incentive scheme is bas1ca11y performance or1ented éhd'
has fixed minimum sales performance standards fcr each;etaffi

member at 15Z over the previous year. f'Pre-.aently,'v‘tI"ie system

works as follaws:

A minimum monthly and annual sales target on a product—w1se
basis is provided to each sales staff 1n advance. The award
of an incentive- depends upDn hnn much an 1nd1v1dua1 enceeds
the minimum sales target wh:ch should not be less than 15
per cent. Thls monetary 1ncent1ve prctlde Rs.‘BOO per mcnth
for each Sales Representat1ve/5a1es Superv1scr and Ned1ca1
Representatlve, Rs. 247 per mcnth for Drlvers/Prnmoters and
Re. 1,000 for the Sale-= Manager.- The total 1ncent1ve amcunt

for each category has been sp11t in two parts.
.  Monthly SOZ,«cpntigenthuppn;heeting,monthly téfgéﬁﬁﬁ

le ANNual 504, ccnt1ngent upon meetlng annual target.
(Please see Table I fcr detalls).

&



Incentive to Staff Other Than Sales

Since, all CRS Staff members are equally respunsible far the
sucess af the pragram, their support and co-operation is vital 1in
maximizing sales performance and output. Consequently in 1984 the
management decided to grant an annual incentiVe to staf+f mémbers,
aother than af the Sales Division. Sales incentive in this case, is
also computed on the basis of total increase in sales, daitﬁléped
in terms of Couple Years of Protection (CYP). Prgsently,'thé

syetem works as shown in tabel 11.




Nepal CRS Company Pvt. Ltd.

Table of Sales Incentive

Payable to CRS Staf+f

TABLE I

o ! ' ' ) T
le= Range ! 1%-15.99%!16%-20.99%!217%~25. 99%! 26%~30. 99% 1 31%~35. 99%! Sa4% — Ove
[] [ ] ] 3 ] ] ——

‘Mon—! An- !Mon-! An- !Man-! An— !Man-! An- !Mon-! An- !Man-! An-
signation !thly! nual !thly! nual!thly!? nual !thly! nual!thly! nual !thly! nual
! Rs.! Rs. ! Rs.! Rs. ! Rs.! Rs. ! Rs.! Rs. ! Rs.! Rs. ! Rs.! Rs.

les Manager Nil Nil 40 400 150 1800 275 3§Q§’j425 5100 500 f&OOC

les o . T
nervisar Nil Nil 40 400 120 1440 220 2640 340 . 4080 4OQ3V480C

Jleal Reps N1l Nil 40 400 120 1440 220, 2640 340 4080 400 480C

les Reps Nil Nl 40 400 120 1440 '220 2640 340 ‘4080 . 400 4800
ivers/ This category is subje:ﬁ,fn a héﬁﬁﬁiywingeﬁfivgfséhé@é on the
amoters basis of 35 paisa per CYP but ‘not .exceeding: Rs. 247.00 per month



http:1%-15-99%16%-20.99%!21%-25.99%26%-30.99%!31%35.99

TABLE 11

Annual Sales Achievement ' Annual Sales Incentxve
Over Immediate Past Year : Allncat1on
O-i4 None- S A
16 to 19 per cent ‘ 30 per cent of 1 mbdth salary
20 to 24 per cent 45 per cent Of.l;dbﬁfﬁ salaryi
25 to 29 per cent 60 pérbqshijnfgl monfh.salary€
30 to 34 per cent ' 80 éérbcsqtjnf!lfmdﬁth salary1
35 and Over : ”105,99f“¢éh#féfj1fﬁﬁﬁﬁh salary
Note: The incentive system will be revxewed 1n thejCompany s Bth

Semi Annual Sales Cbn*ékence scheduledk7taf be -held
February, 1985' and w111 be made part nf thzs marPetfng plan'f

as an appendix, if substanc1a1 pnllcy changes are made.,



3.4 CBD Objectives and Plan

A.

‘iii. Appointment of CBD Supervisars

Objectives

CRS products are now available in all major towns - and
minor bazars of the‘Kingdom. Experiéﬁce haslshowh that
mere increse of retail nutlets dbéé Hbt .BOBSténtiaily
help 1in increasing sales. CBD has been: chuusen as an
alternat1ve channel +or distrzbut1nn of CRS prnducts 'iq:\
order to reach remote v1llages lucated d1stant1y frumf

towns and bazars.

The basic abjective of this plan is tu test the CBD?

concept in one of the dxstr1cts, possxbly ‘1n Jhupa 1nﬂ,

Far Eastern Nepal, durzng th15 plan per1od.,¥/

Plan and List of Activities in the CBD Progran

i. Feasibility assessement of{thejdiétrict ‘

ii. Selection of‘CBDIWQrkers_iﬁ'IOrtp‘iS}Viii&gésﬁ'ﬁ.:V#

V. Laun:hihg‘§f C§Dngngémﬁ 

vi. F1na1 evaluat1on nF CBD Prngram at the end of&ffﬁér

year 1985'kﬂ

10
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C. All CRS products will he sold under CBD Pragram.
According to a proposed plan, CBD Workers will bhe
reasonably, but partially paid by CRS Company and will
be entitled to incentives on the same basis as those

applicable ta stackists in general.

N

FPraovision will alsa be made to provide traintng to two
central level staff members in either South East Asia or
‘the West. This will provide am essential baCk>Up.te the
Programme in terms of trained manpnwer‘and help‘geneﬁatef
additional trained personnel ,thropgﬁ tﬁe:Jﬁeltipi}er

effect” as trainers.

All training expenses including lncalﬂ ceets twfiltee
negotiated with the U. S. based Program fnr Internat1ena1
Training in Health. Other cests w111 be Lharged te thet
CRS Cumpany 1nc1ud1ng commodlty supp11es and egemat}ng

expenses.

Pricing Objective

The bas1c pr1c1ng ebJect1ve ef a11 CRS preducts 15 te ebtalnr
optimum growth in sales; The Company s pr1c1ng vpellcy‘1s;?
based an systeﬁatic market research update‘ 5°,~€§ l;té14
maintain pFICEb at a level that is affnrdable te the ceameng
man. There is therefore, a de11berate attempt tok keep;t

prices ' low.



Pricee df'spme of the Company S products have necessarxlyj

heen subJect to revxslon in the past and 1n 1985; the"pr1ce
of Dhaal condoms w111 be. revxewed.,The‘hcpnsumer pr1ce df
Dhaal is proposed to be ralsed by 50 paxsa, frpm 3 fpr
Rs. 1.00 to 6 for Rs. 1,50 at"the_next package pr1nting run
which is scheduled far early i?éS.v The prlce for othef:

existing products w111 not be changed during this year. v“’,

A pricing research for all’ produete wiIl be conducted*“'

1985, which will dEterhine’ the channes i the pr1c1ngf

required in the fdfd;e. E

120



3.4 Price'Strutﬁqu

Price Structure for Dhaal, Bulaf, Kamal and Nilocor

Product !Unit per!Price -!Price !Retailer!Retailer!Price !Dealer !Dealer
!Consumer !to Con-!to . !'Margin !Percent !to . !Margin !Percer
'Pack 'sumer !Retailer!. - * t.. -~ !Dealer ! - 0

2

'’ ¢+ Rs. ! Rs. ! Rs. ! Y Rs.. ! Rs.o !

AL & 1.00: 0.84 O0.14  19.0%Z  0.72 . 0.12 . 16.4;
lored condoms - ' o S '
ndom o - e : T
roposed) 1.50 1.26 0.24 19.2% 1.06 ° 1.06 15.8
laf 1 monthly 2.00 1.70 . 0.30 17.6%.  1.50 0.20 13.3
al Pill cycle : S T NI

MAL 9 3.00 2.50°  0.50  20.0% 2.0 - 0.30 14.0:
ginal tablets ' - : ; o L e el
aming
hlet

LOCON ! monthly S.00 4.5 0.75 - 17.8% . 3.75  0.80
v daose cycle . IEAT ERERA ,




4. PROMOTION -

Advertising Strategy

Advertising and Promotion strategy for 1985 is based on four-

interrelated sot of ehjectives, naﬁé;yi

1. To develap a hlghly segmented set Df advert1skng themes;

specially tallared ta rea:h groups fwfhﬁusersig?thhf

differentvchara;terlstlcs.:

2. To ratlnnallse the use nf meuxa i oruer tq( ensure}
ut111’at1an Df the mnst cnst effect1ve med1a fnr Praduct

advert:s;ng,

3. To‘deveiop advert1sxng mater1als“ that w111 actzvelyv

- support sales promntxon of: newarnducts

4. To focus on local NEEREf]PEDﬁafiﬁﬂéiﬁ”5fdéF!tdjﬁﬁi@Hléﬁe
both consumer interest and sales .entry.into local retail

shops.

Objectives 1 and 2 set forth ahove;:ﬁill ‘be; Heterhfned
subsequently by a prnposed marLet research study en message?

and media strategy to be;'undertaken he 1965. i;h the;

meanwhile, however, the édvert?51n9f lstrategy for”ﬁzvy

products will be as fnllehs{;

14



1. Appeal to child{Sbécihg.

2. Education of childrEn'es'the_behef;t~ef #a@in5ﬁiehhfng;

3. Stress on availability, price and simplicity’ of = the
produeée;

Theme-

The theme will be built afthdgeﬁfém{ijheetﬁng;#

Gulaf

1. Ant1-d15cent1nu=nce (Feep taL1ng Gulaf everyday and - most- .

sldereffects dlsappear).“
2. Educatien of ehi;dfen;iA
3. Use of Gulaf in keeﬁ{ggyehiiéfén‘a¢Q*ggégﬁﬁggi£ﬁ§}hh,t
4. Appeal to¢child'spegihg;;
Theme

The theme w111 be bu11t laround‘respons1ble“mothers whn'are

concerned about Ethe1r children‘s‘ ‘education, household

ﬁhealth.
Niidedﬂ,

wnmen whn have had d1ff1cu1ty taklng h1gher dose Df the p111e

and d1scont1nued 1ts use ;as well as new users‘w111 be the

1Rr1marvatargeta‘77~~



The theme of the campaigh will be built ardundi
1. Its newness i.e. as a new brand of fadflykpiapnihg pil@g

2. Low dosélhigh quality. Recommended ag 1dwe§tftdd§e3§?”

- amongst oral contraceptxves.

3. Its ré:uhmehdatibh as high a qua11ty ' product ,df
"Pharma:eut1ca1" value by world Health 0rgan14at1dn fand;
Physic1ane.f

. F
. N

4. Contains very low but.clinically effective quantitiss of
estrogen andiprdgegtfhhagehtegf
*

5. Its foreign image as ﬁaﬁk deQQaI{tfi@ﬁéde;ihhdééi;

Kamal

The pr1mary target grdup will be female 17 td os years dld.°

The theme of the campalgn will be along these 11nes.
1. Easy and eafe,prodyetjWhidhg?sﬁdSedgbh;&;heededgy1

2. A warm foaming.vagihalfCQntra;éptfyéffﬁh’wé’éﬁ.~¢y

3., A new . bfand 6r temporaryi‘Famxly Plannxng method - for

W6ﬁéna Fasily 11P53b19 after use._

The B rétidnai* ie“ t‘ “promdte hamal””%a

‘:ontraceptive that 15 easier t05 uee than' :?fﬁv'

,add1t1nna1 advantage df the warm sensat1on 1t provxdes.;;wfﬂ

s1e



further reflned ‘andf strengthened

rand educatldn materlals talldred tD’

Public Re;atidns

As part of 1ts pub11c relatldn efforts, CRS w111i continue«

to 1mp1ement the fDllelng act1v;t1es."

1. Publication of CRS News,;‘a4 gq;ﬁgéfiy.,ngyéléfgékkic%

CRS Company

2. Publlshzng artlcles and news release dn the Company, 1ts

act1v1t1es, and Prdducts 1n Newspapers and Newsletter= :

3. Printing and distribdtidnhdf'ﬁfdbhdFeSQhandffepdtts}fﬂt

4. Organizing local seminars for retailers.

5. Producing and distnfbuting. Phombtidnalfﬂateffarsjﬁé;gt;i

Keyrings, T-shirts, Calenders.

Retailers? Education

/

Retailers’ education hassbeeh~an dn—gdln,5cdneern*¥dFﬁéR57f

{abdut

and the Cnmpany has been educatlng ‘£§l

g

etallers

Famlly Plannlng and CRS Products.» w1th’the 1ntr'duct10n dff

two new prdducts 1n 1985 the educatidn}Prbgram needs tD: be

' enable retazlers
(1n bdth general 'and med1c1ne stores,tit have adequate'g

understand1ng df CRS products

v

Twenty flVE ldcal Semlnars fdr Pharmacists w111 be held in

abdut "0 deal areas 1n 1985. ertten materlals on prdducts

‘the needs df retaller=ﬂ

w111 be prdduced and handed dver tDwthE shdpPeepers.J

Jli%



5. MARKET RESEARCH

S.1 Market Research Dbjective and Plan

In 1985, it is proposed to conduct market researchﬁon?the:

following areas:

A. Message Strategy and Media Reg?af¢h“f

A conszderableisum of 'noney‘and‘e%*ortlkistheinofsoent
for CRS Advertising and Promotxon. Itj%isfitherefore
necessary to have per1od1c feedback an ﬁhether media and
messages have had their desiredbeffect on;the':intended
consumer. A regular monitoring‘of ‘Consumers’ attxtudef
and practtse of CRS Contraceptives 1s also necessary 'in

order to ascertain the soundness and rea11b1lity of the

Company’s marketxng strategy.
}

Most recent research aof thxs kind was undertaken by the
Company in - 1981., The promotxon tand“:advertzsxngh
campaign, based on the research outcome was developed 1n}

early 1982 and had been runn1ng t111’the. end of_»1984j

with slxght mod:f1cat1on and addit on 1n advert:“xngi

tasPs, but there has been,no ”feedback‘ta

evaluate effect1veness of messageszor medium;»

The. éompany w111 ow concentrate‘ its7:advertising1
messages on the most persuasxve strategles and channelﬁ

these messagesifor; each CRS product through only thet

¢ a8



'tmust effect;ve media, rather than orxentxng 1ts messages/’
in a mere general framework._ The quest;ens tu be asked;,

them, for ea:h CRS prqducts_are::

1. Nhich'heesage strategy and medxa used by tgthék~5

Company ~was - m°5t Ef+ECt1VEvf;iﬁfi,ﬁncrea$ihg

Cantracept1ve aptltude and use,’

2.  What primary’ ﬁeSSaéeIMessages shnuld CRS ‘use to{
create’ bnuduct; ;awareneee amnngst 1t5 target

auidehte, _to"ﬁetiVate‘purchase’fo theypreduct and

to ensure effective use ?

3. Which - spec:flc medxa are the most v1ta1 tn Cnmpany
in gettxng iti prnduct messages ,thqmugh’vmest“

etfectively ?

Market research~ strategxes and medla eeiett@phitfbfl

message content needs to

” F""Qd‘-,‘,cta i -e'

Dhaal condom .-

lebocun luw-dose p111

‘Kamal feamxng vagxnal tablet

g



CRS Product Pricing Study

CRS pricing objectives have always focussed on sales
marximization rather than on profit maximization,‘ sel f

sufficiency, market penentration or break even.

The importance of self-sufficiency however, has not
altogether been overlooked. It 1is very MUch ka part'ofithe5
Company’s long term objectivesy thooéh; 1ndeed, 1n the shortﬂ
term too, CRS will need to kééﬁ;_é keen ‘e*ee on self;
sufficiency upon which to bqiid“”‘i¥§5“ﬁéi&iﬁg ; pol1cy¢2

structure.

This element of uncerta1n1ty ‘in CRS priolng obJective has;
been mentioned-in the USAID evaluat1on report of the CRS
Project of May 1982, 1in which 1t quest1ons thxs ba51c?
objective as one for optimum growth in sales, or‘ po11t1ca16*

acceptibility for a social programme.

The Company therefore, needs to re-define Jits pr1cing
objective in more specific terms. Nhile annual and perlod1c,
reviews of its pricing po11cies need to be made for feedbackff
on positive pricing dec151ons, 11ke pr1ce pos1tion1ng, use-'

of incentives, price fluctuat1ons etc. - for overall}f

achievement aof programme opgeot;ves,.

It would appear qu1te appropriate therefore, to ment;on thatf:

the above report makes the follow1ng recommendation.

1]
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"CRS shuuld study the Cansumer Pr1c1ng af a11 Pruducte" tar
in doing su, hxgh11ghts the need for a sc1ent1fic pr1c1r

study. Hence, the need for a pr1c1ng study.

A New Brand of Condom

A new brand of condnm is tn be 1ntruduced 1n ta the marks

o

in 1985. Narketlng research 1nformat10n w111 therefore

vital for designing'a MarPeting'Plan fnrh the new brand'c

condoms. Such a marPetxng research programme"w1ll need %

focus on the fnllnw1ng areae;

1. Price

2. Pachkage size

3. Package desigh

4. Target market:ihdentificatiéh”
5. Brand name and logo‘testihg5b;

6. Advertising Qtr?tng;f

7. Production and teetghé;ihetrdctfehe5fergqeeff

B. Distribution strategy



Survey'ef CRS Retailers‘and Cpnéumerep

CRS Contraceptlves are sold throdﬁh 10 000 retail dutlet=

including apprdx1mate1y 1000 madical stores 1n Nepal L1ttle
is known about the extent df Lndwledge, att1tude, and use ui
these methods amnngst’retailers ‘nr'whether the reta:lere
desire additional 1nformat1nn and tra1n1ng cnncernlng 11Le1y
contradictions among pntent1a1 pxlls users, counselllng and
referral service for wnmen report1ng s1de effects. Atﬂfthe
sametime, very lxttle | knowledge ‘66"; patterns 1¢%f?q5é
behaviours and side effects experlenced ‘from CRS’ produc£=

are known.

In order to find answers to the abnve, a research 5tudyfha=

been proposed to survey a sample of retailers and eonsdmer;

keeping the following abjectives 1n,m;nd=

1. To survey CRS retailers’ and consumers’ kru:mledg'=I
attitude, and use df CRS prnducts snld at med cal stdre=

(i.e., . Gulaf and Nllocnn dral Contraceptzve%, and Kamal

foamlng vaginal tablets).

2. Ta aesees‘z reta11ers’fﬁ prevzous traznlng i family

"planning, the1r desxre and need for'md e”infnrmatidn anc

thaining sPllls for screenlng of pdtentlax pllls user=

*nf complxcat1dns,s and for couselling Tkmaﬁinq
referrals df CRS cuneumers that require informat1on or
vregzster cnmp1a1nts 'of slde effects ‘associated thr

V pill use.~

£



'switched to usxng ' CRS produrt; from othern

"To estimate_ the prevalence of contraceptive' oeetémong€

CRS retailers and the methods adopted by them,

To determine reason= for use or non-ose‘of”éﬁéiprodoctef

amongst retailers and consumers and why they may ‘haveﬁ

\ .

‘SOLII" CES DI" :

methods. To determine the preferences and ba51s ﬂthatQ

exist amongst this category about use of CRS methods.@jf_

To obtain a socic-demographic profile’ of ‘CRS retailers.

and consumers.

&

To examine ‘use behaViour pattern amongst retailers and“

consumers 4that 7foi Gulaf, N11ocon,vf@i*: ' KamalQ

contraceptives and tokdeterminevthe'relat:ons; p bet een‘

1ncorrect use, side Meffects‘dandfhpast Tcontraceptiye

failures.

To establish a panel of CRS consumers for follow up at ‘a
later date, to determine over time, their experience'

with side effects,, continuation rates, .‘and use-

effectiveness. And :to determine whether method ‘switch

: fo discountinuation is a result of problems encounteredg_

‘during use of a particulars method.z

”kTo 1dentify sources of 1nformat1on and. adv1ce on familyg,
““olanningt'among consumers;. and determine the ertent ofl
fninformation they would prefer to obtain on correct use;
ffrequired by them regarding CRS methods, sxde effectsyi

‘contradictions, and method effectivene555
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i‘A survey of CRS retallers and consumers 15 planned for
1mp1ementat1on by CRS Cnmpany,;;wlth techn1ca1 léﬁdk
financial assxstance from Famlly Health Internatlonal,

UsA.

6. PACKAGING AND REPACKAGING

6.1 Packaging Needs and Plan

Dhasl & A total of 1, 200, ooo Consume“”

Packages‘Efiie
100,000 Retail stpensers w111 be prxntee
1985; rThe Dhaal ‘Packages e Nlll be~ slightlyi
redesxgnee Changes are requxred in Typography‘
‘and Logo. A total ‘of ,1000 Dhaei shipping

cartoons will be requiree'idyi935,,

Bulaf ¢ Current supplies of Gulaf consumer package,:
dispeﬂser'péc?agee and 1nstruct1on sheets .ere;‘

sufflcxent for 1985 sales.

Nilocon : 1,00,000 Nilo:on consumeF' packages' and B 500:

reta11 dxspensers were recelved towards’the

Cof 1984. These packages are suffxcient ,or 3985,

 ’0¥ 15 000 1nstruct_on shetsn.areV‘

3requ1red for prxntzng in 1995-a;;f”kf5?”°“

fk%ﬁgiyji fCurrent supplies nf consuher packages, retail

'° d1spenser5-,and 1nstruct1nn sheets adequate for

.;1985 '_--..Enlecs..;i A total of 125 shipping cartoons

will be requxred dur1ng 19BS.f ;:ﬂ



7. NEW PRODUCT LAUNCH

A new condom product is schedﬁied to be Iaun:hed in 1985. The
assumption to date is to position the new product at a higher
price level and towards a slightly higher economic group. Under
this assumption, to be confirmed later through market research and
test marketing, the new condom will be targeted towards a smaller,
higher income population at a higher price than Dhial, by
employing advertising media and messaqe appeals direéted‘tQﬁéfds a

higher socio-economic group.

The new condom will be sold through limited areés,ahq oui[efs. It
is proposed that sales will be limited to the 2? fdwn PanChayat

areas in Nepal, during the first year of Sale;'

Distribution Plan

12?5 Market Areas

June Kathmandu and Patan

July Biratnagar, Janakpur, Birgdnj gha Pokhéfa

August Dharan, Rajbiraj, Heéauda,“ﬁhérgtﬁqr’ Bh;iréhéwé,,

Butwal, Nepalgunj and éhékfapqﬁa

September ~Bbédrabur,'figh}‘Dhankuta, Lahan, Tansen,

Siddarthahagér, Tribhuvan Nagar and.ﬁiﬁén&};néaarx

qc5§b¢r ’ 'Dhangadi, Mahendranagar, KalaiQa;;Jéiééﬁbk; Damak,

Taulihawa and Dipayal.



8. ORS PRODUCT LAUNCH

Oral Rehydration Salts, (DRS)‘were marketed in'sir'.zones of the
country during Juiy 1994,‘6h a test market basis} Follow1ng th1s,
a decision was made to launch the sale of this. product throughout

the kingdom during 1988S.

Jeevan Jal which is the brand name for ORS is be1ng manufactured
by Royal Drugs Ltd. with technical and mater1a1 asszstance fromh
UNICEF. The production capacity of Royal Drugs Ltd. is understood
to be 3.4 million pacPets s a year.’ However, in 1984 only about
700,000 were manufactured and dlstrxbuted, out of whzch the Nepal}
CRS Company has marketed about 100 000 packets since July 1984*;
The Company has set a target to distribute about 600 000 packetsdy

of Jdeevan Jal during the year 1985.

8.1 Target Market

Diarrhoea is one of the maJor causes of 1nfant mortality and'
child death in Nepal. % may be caused by any'one amongst a
great variety of bacterza, ‘ virus,' and fungi.‘fRecent
advances in the technology of rehydration ‘have. made poss1b1e'
early treatment through drinking solutxons made of balanced
electrolytes and sugars.Packaged as Jeevan Jal, ‘ thxs
mixture enables early rehydration and prevention :of
dehydration and death. The sale of this product‘ is
therefore targeted amongst (i) all mothers“of children
under five and (ii) pharmacists, general retailers, health

personnel and opinion leaders.
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8.4

 U1STribution. rian

A tutal of 600 000 packets of Jeevan Jal are to be marPeted}‘
during 1985. The geugraph1c marPet coveragen in 1985 w111
increase +from &6 zones tp all 14 zones ofn thefcountry to

caover epproximatelyZSO of Nepal’s 7S districts.
! v q 1 : )

Packaging

The existing permanent waoden retailer'disﬁenéerhvuifffbeﬁ,
used to market Jeevan Jal in 1985; A tatal of 4 000 woodenle
dispensers with coloured stlckers a++1xed, w;llgbe;prqquqe_éft

in 19835.

Efforts Will' be made to rede51gn the ‘eyist1ng consumerf{

pacPages. Wh11e the current packagxng materlal

Jal is empected to be adequate fnr the year, f1na11zat1nn fo

new packagxng de51gns w111 be f1nal1sed during th1s year;

with the agreement of UNICEF. -

Promotion

The prime objective of the promqtfnhaI;méf«g&ueetienalf
campaign for Jeevan Jal is tu‘teacﬁ ebecifitﬂtaréetlgrqupev
the effective use. of this LproduetA as aj'treatﬁehtv fer
diarrhoea. These groups consists mainly of megﬁers¥ qf ngh&”
children as well as health personnel, pharma:iets and publie
opinion leaders. Ensuring commuhicqtign'of these Qeesagee_to:

this user group is vital in meeting the ohjectiVEsAuf suéh’a

prometional campaign.
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8.5

iThe treatment of an 1nfant w1th d:arrhoea consxsts of a set

of behav1ours all of wh1ch are eseent1a1 for 1ts success;f

The promot;on - educat1ona1 campalgn w111 facus on theh

‘follawing set of behab1ours.» acceptance”af why andt'whenf

Jeevan Jal -should be "used, prncurement mixxngk¢

R

administration and recovery hehaviaur.
Pricing

The pr1c1ng structure af Jeevan Jal a111fnut be changed 1nw

1§8u. Consumer Pr1ce has”been Lept at thl_lowest fea51b1e

bcale, S50 as to render 1t affordable ta thekpeeple who need

it the mnst. ‘

Price Structure for Jeevan Jal

‘tailer! ! kist ! ! Y
Rs. ! Rs. ! Rs. ! Rs. ! Rs. ! Rs. ! Rs.

Unit ! Price!Price !Re~ ! Price!Stac- ! Price!CRS -
! Can- !to ‘tailer! to 'kist ! tntl-'Margln?
! sumer !Re-— '!margin! Stoc-!'margin! CrS -1 :
]
]

One Packet 1.00 0.82 o0.18 0.75 GH?% 0:40, . 0-15 =

Projected Cast and Revenue

Projected Revenue fram Jeevan Jal ‘is estimated-at Rs.90,000.
Projected costs for distribution, packegihg and advertising

Will be estimated later.



?. MANPOWER DEVELOPMENT

9.1

Objectives

i. The abhjective of the Nanpnwer Development Pragram’ is
to develop professional skills . and knowledge amongst: .

F

CRS Management staff, in order to"improve -performance -

output.

ii. To en:nhrége the technlcal faéyefaﬁment-of.fétéffgfdﬁf;

high stnndard perfarmance.

v?

iii. Ta help the promote the morale a{:ﬁﬁﬁéhtigl‘étaffgﬁ”

Manpower Training

During this marketing‘ plan per1od, ;A total d{f~ fduf
management staff will part1c1pate e1ther 1n observat1on tour
or a structured tra1n1ng pragram For perlad of three weeks

-

or less in countries 1like B’ desh, Sr1 Lanka, Bangkok or

countries of South East Asia.



10.

BUSINESS ASFPECTS

Till date the Company’s program cost has - been borne by USAID/N.
However, cost effect1veness is whet the Company shall strxve for
during the next few yeare. It wxll' work towardS‘ th1s‘ oy
attempting to meet part of the Company’ empenses through Eeyenoe

generation.

10.1 Revenue Projection

Projected revenue for ‘the year 1985, to be generated ‘fram.

Dhaal, Gulaf, N11ocon, hamal and 

Pantherzeales‘ : ;.Rs. 7lo 488 f

Projected commission to b%;géheratédf

through the sale of Jeevan Jal : rlgﬁe{f‘Q0,000

Total Estimated Revenue _Rs. B03,488

10.2 Program Cost

Total projected program cost for the year 1985 Re. 6‘304*6é7
Deficit to be met by the company is’ thus, ’ 'R 5 501 399

(Projected Program cost- total Est1mated Revenue)

It is estimated that the Company w111 meet 13% of fne

projected cost through its: revenue and comm1551ons. .

A. Revenue and Commission - :Rs. iBOS,4BQ 13%

B. Deficit to be met through grants fiRe. 5,501,399 87%

Total ' :Rs. 6,304,887 100%



pendix — A

Prajected Cast Per CYF for 1985

Nepal CRS Company Fvt. Ltd.

—— — i — — — . iy - p— G = oo

Dec 1985

ogram Sales Jan 1983
Units (CYP) 50, 000G . 50,000
Sales (Rs.) 1,084, 447 1,084, 467

Sales (US$) 59,032,
tal Cast of Goads 4,377,143 244,533
mmodity Cost Landed 4,018,013 224,470
wckaqing and Repackaging 359,130 20,063
ital Cost Associated With Distribution 24§;833, 13,9597
wwgin s Retailers | IEQ;QSS,f 9,488
Wholesalers 3,000 148
wrehouse 77,000  §{302'
ital Cost Associated With Sales 833,000 44,534
. Salaries 348,000 19, 441
Transportatiaon 440,000 25,698
Training 25,000 1,397
1tal Cast Associated With Pramotion 1,832;527 102,934
ivertisement and Promotian 1,440,000 21,420
arket Research 169,000 2,441
ample 33,927 1,873
atal Cost Associated With Administration 1,549,003 B6,3537
dninistration Cost 1,549,005 86,537
otal Programe Cost 8,831,508 494, 498
ubsidy 7,794,842 435,466
155.90 B.71

ubsidy /7 CYP




PPERULIX - B,

*NEPAL CRS COMPANY (P) LTD...

' DISTRIBUTION WORK SHEET ®

FEBRUARY 4, 198°

e s s eSS EERNETEEE=s

DHAAL & GULAF & KAMAL ~ TOTAL PERCENT TOTAL
YEAR SUKI DHAAL  NILODCON S CHANGE ~ CYI
(IN UNITS) (IN CYCLES) (IN TAB) CYP
1978 14953
.TAL DISTRIBUTION 160540 9370 |
UPLE YEARS PROTECT 1605 721 2324
) OF RETAIL OUTLETS 751
1979
JTAL DiSTRIBUTION 953372 20104 o Co
JUPLE YEARS PROTECT 9534 1546 11080 178%:
) OF RETAIL OUTLETS 2194 - g s
1980
JTAL DISTRIBUTION 1036919 27261 N PRI
JUPLE YEARS PROTECT 10369 2097 12466 7 13%
) OF RETAIL OUTLETS 3581 . L i SR
1981 K
JTAL DISTRIBUTION 1115000 75682 s =
JUPLE YEARS PROTECT 11150 5822 16972 - 36%
) OF RETAIL OUTLETS 5217 o o
1982
JTAL DISTRIBUTION 2110326 78102 ixq§§7 e e
JUPLE YEARS PROTECT 21103 6008 118 27229 - “60%
J OF RETAIL OQUTLETS 7300 » o Rl G
- 4
1983
JTAL DISTRIBUTION 2621160 105444 iéizﬁqz L .
JUPLE YEARS PROTECT 26212 B112 1618 ~ 35942 32%
J OF RETAIL OUTLETS 8500 - ’ ' .
1984 o
DTAL DISTRIBUTION 3327840 111576 1453512 . K
DUFLE YEARS PROTECT 33278 8583 1653 . 43514 21%
0 OF RETAIL OUTLETS 2000 |

1. 1978 FIGURES REPSENT ONLY 7 MONTHS OF SALES AS CRS PROGRAM BEGAN FRi

JUNE 1, 1978.

Un

100 FOAMING TABLETS.

. NILOCON WAS LAUNCHED ON 22 AUGUST 1982 AND _
1 COUPLE YEAR OF PROTECTION (CYP) = 100 CONDOMS OR 13 CYCLES OF PILLS

KAMAL ON DECEMBER 21, 1982.

, ,,#

/



NEPAL CONTRACEPTIVE® RETAIL SALES CO: RVT. LTD.

cns "

MARKETING PLAN, 1985
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" AePENDIN. =

- NEPAL

v CRS COMPANY
'PROJECTED PRODUCTS SALES

{P) LTD.

FOr 1985 .

~ 30TH JANUARY 1985

© PRODUCT - dAd JJUNC S guy AUG SEPT -ocT NOV' - DEE | TOTAL CYP
S . F R ST " {APPROX)
I  DHAAL o e e e e e O
COLORED CONDOHM - 100000 1250000 200000 ' 250000 - 300000 3IS0000 425000 475000 3200000 . 32000
(IN UNIT) SR T T P R e SN T DT
II. PANTHER i T am e S , e e
HIGH PRICED */80000 - 120000 ~-100000. - 70000 B0000 100000 10000 " 2000
: conNDoM R . L T LT
CIN UNIT)
11T BULAF C - T ‘ . e
MEDIUM DOSE 1600 2000 . . 12700 12000 15000 . .-10000. 12000 © 12000 15000.° “90000
. PILL a v - : e SR
{IN CYCLE)
IV NILOCON R L - . . s
LOW DOSE PILL- 2000 1500 2200 2500 © 2200 2500 2200 2400 5000 2500 3000  4000. 30000 2300
¢IN CYCLE} T ' S
V KaMAL o R . , - L
'FOAMING TABLET 20000 15000 14000 12000 15000 13000 16000 12000 18000 15000 13000 15000 180000~
.t .- 4IN TABLET) ; - o
TOTAL CYP . 50000 -
VI JEEVAN JAL e
ORS SO000 40000 40000 50000 60000 70000  BOOOO 70000  S0000 40000 30000 20000  &0000G
(IN PACKET) E




wpendix =G

7?iﬁgﬁéi§i,91an of The Co-operative Agresmént‘

' .Between USAID and Nepal CRS Company Ea

’Fdfﬁthe Periad August 1,

1983 anaugngMAr;h,sr,c;9e5-

i hgféféiitdﬁmittéd;tb Date

Items iy S -
‘ QB??, l *’fUS‘$
Persannel E ‘
Salaries o 1,984,098 -
Bonus (Admin. Staff) 39,799 -
Medical Insurance - 108,181 -
Sales |
National Travel/per diem (Sales 'Staff) 427,358 -
Commadity Distribution o, 444 -
Sales Conference 87,717 - '
Field Office , - 50, 998 -
Vehicle Running Costs (Sales Staff) 302, 834 -
Bonus (Sales Staff) T 223,418
Cammunication
Consumer Advertising 3,454,760 -
Dieplay Cantest 334,827 -
Packaging/Repackaging 1,143,164 -
Market Research 332,72% -
Training
International Training/Conference - ‘21,000
Local Training \ - AL,147 -
Retailer’s Training 78,803 -
Administration
Board/Advisor Meetings :"83,763 -
Equipment and Furniture 218,473 -
Supplies ' 185,874 - '
Head Office 337,076 -
Utilities/Telex G 122,149 -
Vehicle Running Cost (Admin,. Staff) 165,718 -
Travel/per diem (Admin. Staff) 233,803 -
Computer S Q3,767 -
Vehicle Insurance 39, 491 -
Other Direct Costs 193, 147
TOTAL 10,530, 780 21,000
(The above financal plan incurpbratas anmendment Na. 1 ta the’
co-aoperative agreement). ,



i APPENDIX - H'

PROJECTED PROGRAMME COST BY BUDGET LINE ITEM

- FOR 1985 g
ITEM . 3AN.  Tipem AR AR MY JUN oL AU - SEP oct “mov. . DEc TOTAL
A." PERSONNEL E
5% outemcie: Co S L. o : o .
SALARIES M 2382 92387 92382 92782 92382 92382 92382 92382, 277144 92382 © 92382 92382 1014202
Banus . 27715 : T s 27715
MEDICAL INSURANCE - : 32240 42240
B. SALES
HATIONAL TRAVEL & PERDIEM zs°oo 25400 25500 25400 25500 25500 25600 25600 25600 25500 25600 25500 230400
COMMODITY DISTRIBUTION 3650 3650 3550 3550 . 3650 3450 ses0 3650 3650 3830 3650 34350 32850
SALES TRAINING 14350 21300 37650
FIELD OFFICE 3200 5200 =200 3200 3200 3200 3200 3200 5200 3200 3200 3200 28800
VEHICLE RUNNING COST (@ 19700 19200 19200 19200 19200 19200 19200 19200 19206 19200 19200 19200 172300
Banus - 44000 11400 11400 11400 11400 11400 11400 11400 11400 11400 11400 11400 135200
c. COMMUNICATICN
CONSUMER ADVERTISING QoS 800000 40000 200000 200000 200000 1G0000 200000 200000 40000 ) 2480000
DISPLAY CONTEST SWng 10000 10000 10000 10000 10000 10000 10000 10000 10000 10000 10000 10000 90000
PACKAGING/REPACHAGING ‘4000 300000 200000 4000 300000 4000 4000 4000 4000 4000 4000 - 4000 624000
MARKET RESEARCH : 283000 ~ 283000
D. TRAINING
INTERNATIONAL TRAINING &£0000 %7500 57750 175250
LOCAL TRAINING 20000 14300 34300
RETAILER’S TRAININS 4000 =000 =000 5000 - 5000 5000 3000 4000 1300 5000, Soc0 So00 39500
E. ADMINISTRATIGN )
—_—
BOARD/ADVISORY MEETINGS 3000 =000 2000 4000 3600 5000 2000 5000.00 7000 2000 S000.00 35000 36000
EQUIPMENT & FURNITURE 170000 . 6000 5500 5500 600 1Sos0a
L1ES 5600 5600 5500 5600 5600 5600 5600 5600 5500 Se00 s So400
HEAD OFFICE 43200 43200
UTILITIES/TELEX 5100 433 5100 5100 5100 5100 5100 5100 5100 5100 513 féx :5‘700
VEMICLE RUNNING COST 4800 4800 4800 4800 4800 4600 4800 4800 4800 o 4300 65400 57600
NATIONAL TRAVEL L PERDIEM 6400 6400 £400 - &400 &£400 6300 6400 6400 6400 6400 & saco 37600
EXPENSES 3000 =280 3000 3000 3000 3000 3000 3000 3000 3000 3000 23
VEHICLE INSURANCE . 28000 0
F. OTHER - DIRECT COST &p@ 10000 4000 15008 - 5000 . . 5000 . Sooa . 5000 5000 .S000 : 5000 5000 o000 59000
T — DA%Vl ' : _ : . _ _
TOTAL’ 1147997 ° - 759812 -1e7zesz 406532, “JE2ST2  40248T  AI4TIZ 0 4S1S32 374834 20SIIZ © ZIQIS2. 20932 ASO4RE




