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1. E8TULY BACHGROUND




The Social Marketing Company {SMC) which is engaged in marketing
non-clinical contrageptive preducts and oral rehydratien salts
{ORS) i1s planning a consumer audit study in 1995 on Dprand
awareneas, trial and usage of its various products. It will be a
follow-up study of what was done earlier 1n 1988 and las2.

The purpose of the repeat study 1is to ascertain the trend in
awareness/trial/usage of different contraceptive brands and aoral
rehyvdration salts.

Also, since the SMC products are heavily advertised through mass
media, the follow-up study 1is intended for assessing consumers’
levels of awareness/recall of B8MC advertisements and thelr
correlations with brand trial and usage.




2. RESEBRCH OBJECTIVES




As the brief indicates, the obiectives of the follow-up study are:

1 To determine for all SMC and competitive brands of
contraceptives and oral rehydration salts

Present awareness level

Level of trial
Level of regular usage

2. To determine for all BSMC and competitive brand
advertising
Awareness lavel
Recall of message
B To examine relaticnship between
Brand awareness and trial/ regular usage

Advertising awareness and brand awareness/
trial/ regular usage

Also

4, To 1dentify the trend in brand awareness/ trial/ regular
usage of SMC/ competitive brands, by comparing the past
data with the follow-up study findings.

Additionally, this study 13 alsc required fTo look into the
behavioral issues related to different brands of condom/ pills,
unearth the consumer attitudes, meotivations in the cholece of
specific brande and identify the major inhibitions in consumer mind
vig-a-vis other brands,



3. INFORMATION NEEDS



The information areas to be covered in the present study are as
ligted below.

i)
i1}
1it)
iv)

V)
vi)
viiy
viil}
ix)
%)
®1l)

b o
Xiii)
®iv)

Awareness aboult condoms/s pillis/ OES

Awareness of various brands of condoms/s pills/ ORS
Awarenass SoUrces

Trial levels for different brands and continuing
{regular) usage

Freguency of use and buyving pattern/ habit

Source of supply

Level of knowledge regarding the correct use of brands
Awareness of advertising on brands of condoms/ pills/s ORS
Message recgall and sources

Methods brand switching pattern

Period of use of current/ previous methods/ brands

If not using 8SMC brands: reasons

Availability of media duraile

Madla habits

With regard to contraceptives, the information areas will also

cover

Users' percepiions of different brands {condoms/pills)

Thoughts & feelings and attitudes



4. RESEARCH METHODOLOGY



The follow up study will be based on a sampls survey among target
respondants from all over Bangladesh.

Since the purpose of the study iz primaril to ascertain the
awareness/ trial/ usages levels of different brands of
contraceptives and coral renydration salts, the research route by
necessity will be guantitative.

The guantitative approach iz applicable for information generation
on both contraceptives and oral rehydration salts. However, with
regard to contraceptives the study has a broader scope, extending
to the behavioral issues related to different contraceptive brands.
The data need for this iz purely gualitative, the arena
encompassing brand perceptions, attitudes, motivations for specific
choices and inhibitions wvis-a-vis other brands. A gualitative
approach will be needed to collect data on the above areas.

Therefore, for the study on contraceptives the research capsule
will be both guantitative and gqualitative

Our sgpecific recommendations will be

o I To undertake a pilot study Iin the neighbourhood of Dhaka
for first hand assessment of contraceptive userz’ {(both
men & women in urban & rural areas) thoughts and feelings
vig-a-vis different brands of condoms as well as pills
and reasons for specific brand choices.

2 To use the preliminary information thus gathered in two
ways

a) Developing guldes for In-Depth interviews to
be carried out in the survey centres
(Dualitative Research)

b} Generating attitude battery to be covered in
the guantitative survey guestionnalre for
assessing consumer assoclations of different
brands (condoms/pills) with the respective
attitude statements.



1 '

While the gualitative research will help understand
consumer mind in depth wvis~a-vis their feelings and
attitudes to different contraceptive brands, responses
derived in the guantitative survey regarding users’
sggociationg of different brands with the wvarious
attitude statements wilill help identify for sach brand:

1

i) The image strendth
h 3 4 The galient image features
b - 1 The distinctive {unigue) features

if there are any

Alsg,

i) The motivational features in favour
of the specific brand

Thus, guantification of the gualitative data will also be
attempted, 1in addition to the gualitative feed-back from in=-depth
interviews, to understand the sallent feelings and attitudes to
different brands of condoms and pills.

Image Strength

The image strength of a brand has two components

Image Width
lmage Intensity

Percentage of consumers assoclating a brand with at least one
positive attribute of the brand is the Image Width of the brand;
while, the Image Intensity 1is the average number of positive
attributes which ore associated with a brand.

image Strength = Image Width x Image Intensity

The higher the image strength of a brand, the more favourable is
the overall image of the brand.

Also, the higher the image strength of a brand the higher is likely
to be the brand’s dominance in consumer’'s evoked set (brands in
consumer 's mind space), which leads to brand trial and eventually
to continuing usage.

\ -
h Brand dominance c
Image Strength | in consumer’'s Usage

ﬂ b h evaked set _J ! b

L




be examined separately for each

cuch relationships will
exact situations visg-a-

contraceptive brand, to help identify the
vig the SMC brands.

Action strategy for a particular brand can be decided accordingly.

So, the research techniques which we plan to employ for the study

on ORS and contraceptiveg are :

ORS i Quantitative
Contraceptives : Quantitative
+

gualitative (incliuding guantification
of gualitative data;



5. SURVEY METHODOLOGY



L

Coverage

g indicated earlier, the survey coverags 18 all Bangladesh -
urban and rural, for both contraceptlives and oral rehvdration
salts.

Target Audience

The target audience for the study on contraceptives will
conmprise married men and women in The reproductive adge
bracket.

For ORS, theoretically all households - 1in particular
households having children under 5 vears of age, should be the
relevant target group considering high incidence of diarrhoea
among children in the above adge group.

The 1988 study, however, oconsldered a common population
universe for both contraceptives and ORE - namely married men
and women under 45 years of age. Undoubtedly, this segment
will cover the large majority of the prospects for ORS also.
Hence, and alsc for reasgong of compatibility of results vis-a-
wiz the past findings, we would suggest to retain the 1988
approach - that ig, defining the target audience ag married
men and women in the reproductive age group.

There are other advantages cof having the target audience
common £or both contraceptives and ORS, Information on both
can be gathered from the same respondent; so the interviewing
cost will come down considerably vis-a-vis the expenses which
are to be idincurred if information on contraceptives is
collected from one set of respondents and that on OBS from a
second set.

Sample Design

The study will e pkbased on a sample survey of ftarget
respondents representative of entire Bangladesh - urban and
rural .

The first regulrement, therefore, 18 the sgelection of survey
centres - urban and rural, wnich would ensure adegquate
geographic dispersion.

With this obijective in wview, we propose selectlon of survey
centres from all the previcus four divisions of Bangladesh -
namely, Dhaka, Chittagong, Khulna and Radshahi. That is, the
divisions will serve asg the first stage of stratification for
gampling.



Each of the four divisions will then be further siratified
into urkan and rural.

The sampling would really start from within each division
geparately for urban and rural,

5.3.1 Urban Sampling
Within each division, the divisional town will be treated
separately from other district towns, because of high
concentration of urban population in the divisional town.

For urban areas, we propose a total number of 20 urban spots.

% of urkan population

Divisional towns e R
Cther urpan aresas 48,0
100.0

The urban population ratio of divisional towns to other urkan
areas ls approximately 50:50. 5o for ensuring representative-
ness we would suggest 10 urban spots from the divislonal towns
and 10 spots from other urban aresas.

The allocation of urban spots over the divisional towns is
suggested as under

% of Mo, of

Divisional town population Spots
Dhaka 59.4 &
Chittagong 25:.5 2
Ehulna 9.8 1
BRaijshahi 5.3 1
100.0 10

The allocation is approximately in proportion to population
glizes of the respective divislonal towns.

The urban spots to be selected within each divisional town
Wwill be 'mahallas’. These will ke selected at random making
use of the PPS Random Sampling method - that is, the selection
probability of a sample mahalla will be in proportion to the
population size of the mahalla.



With regard to other 10 urban spots, the primary sampling
units (PSU) will he "districtis’. Each spot wlll be selected

from a separate district town.

The allocation of sample districts over the four divisions is
indicated below.

%af urban

population, excluding No of

Division ivisional towns district
Dhaka 32.3 3
Chittagong iy e Z
Khulna 20.6 2
Raishahli 27.8 3
100.0 10

The allocation of number of districts owver the four divisions
is again broadly in proportion to the urban population slzes
(excluding the urban population of the divisional towns).

The secondary sampling units (88Uz}) within a district will be
the mahallas. Cnly 1 mahalla will be sgelected from within a
district town.

The selection of the mahalla within district will be based on
PFS Random Sampling method.



Diagrammatically, the sampling design proposed for urban areas
iz as undsr
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5.3.2 Rural Sampling

The primary sampling units (PEUs) within each diviglon will he

W

"thanas”’.

The sample thanas within a division will be randomly selected,
the selection probabllities of the sample thanas being
propoertional to the rural populaticon sizes of the respective
thanas,

The secondary sampling units {88Us) within each sample thana

Wwill be 'village'. The sample villages wilithin The thanas will
also be selected by FPS Random Sampling method.

No. of Thanas/Villages

We suggest a total number of 20 sample thanas, to be allocated
over the divisions as indicated below.

% of rural Mo. of sample
Diviglion population thanas
Dhaka 28.7 G
Chittagong 26,7 5
Khulna 19.4 4
Raishahi 252 5
100.0 20

The allocation of thanas 1is based on the rural population
gizes of the divisions.

We propose selecting only 1 sample wvillage within each
selected thana. The selection will be again based on PPS
Sampling method.

Schematically, the proposed rural sampling ls as under

(Division})

o
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The allocation of mahallas and thanas/vl
divisions is not exactly in proportian
urban/rural population. This means that at the stage of
analysis proper weightages will have to Dbe assigned to the
respective divisions while projecting the findings at the
national level,

llages over the four
to universe gize of

o

Sample Size for
Target Respondents

A total sample of 1200 target respondents is proposed, wWith
break down as under :

Urban RBural Total
Men 200 300 G600
Woman 300 300 600

600 &00 1200

NData analysis will be reguired gseparately for men and women.
Hence, a minimum sample of 300 respondents is recommended for
each seX group.

With a lower sample size, statistical accuracy of results will
be 1n question, taking into account the sampling errors which
are assoclated with any sample estimate.

Since the sample respondents are not being drawn strictly at
random using a sampling frame Ifor the entire universe
(Bangladesh urban/rural}, some design factor 1s reguired to be
allowed in deciding on sample size. keeping the design factor
element in mind, a minimum sample of 300 will be regulred in
order to achieve 95% confidence level for any % estimate
within =5% error. Hence, the above suggestion on sample size.

We proposed a fixed sample gquota for mahalla/svillage. The
gquota 1s as under

Men Women Total

Each mahalla 15 5 30
Each village 15 15 30



SBelection of Target
Respondents

Within each selected mahallas wvillags the procedure for
selecting the target respondents will be as under.

The mahalla/s village will be divided inte 3 sub-areas, and the
sample guota by men and women will be allocated egually over
the three sub-arsas. 8o, in esach sub-area the sample guota
wilill be 5§ male respondents and 5 female respondents.

In each sub-area, a land mark will be located and a route-map
of visiting households in the sub-area, starting from the land
mark, wilill be prepared. Two starting households will be
gelected randomly from the first 5 households on the pre-
decided route. A male interviewer will proceed from one
starting household and a female interviewer from the other.
From thelir respective starting househcolds they will contact
every fifth households on the pre-decided route to identify
eligible married couples [ wife under 45 yvears of age) living
together in the same household. If an sligible couple is found
the male interviewer will interview the husband and the female
interviewer the housewife. In case of more Lhen one couple in
a household, one couple will be sslected at random for
interviewing the husband/housewiie,

In this manner, both the 1nvestlgaters will continue their
interviews till their respective guota for the sub-area are
completed.

We are not suggesting total listing of all eligible couple in
the mahalla/ wvillage at the first stage and then random
gelection of the sample guota for interview. That will make
the survey very expensive. However, with the proposed
procedure randomness 1g by and large ensured, since the
investigators will be contacting households systematically
with a pre-decided interval. They will not be interviewing any
one they choose.



In-cdepth Interviews

The in-depth interviews are for gualitative probing on
consumers”’ attitudes towards different brands of
gontraceptives.

We recommend a total of 6 in-depih interviews in esach spot
fmahallasvillage), 3 among men and 3 among women o,
altogether 120 depth interviews will ke undertaken in urban
areas and 120 in rural areas.

Urban Bural
Man a0 &3
Women &0 &0

120 120

The depth-interviews in a spot will e undertaken after the
main interviews are completed.

The respondents for in-depth interviews will be selected
randomly from those interviewed for the maln survey,

5.7 Pilot Study

Thig will be necessary for developing guldes to be used for
in-depth interviews. The FPilot Study will be undertaken in the
neighborhood of Dhaka, covering both urban and rural areas.
The gcale of the Pilot Study will be as under :

{No. of ilnterviews)

Urban Bural fotal
Men 5 5 10
Women 7 ] 10
10 10 20

The probing areas in the Pilot Study, will cover only the
attitudinal aspects vis-a~-vis the brands of condom/pills which
the respondents are aware of. For the Pileot Study, the
guestionnaire to be used will be totally open-ended,



6. DATA COLLECTION/MANAGEMENT



Instruments

The data collection instruments will comprise :

- Questionnaire to be used for interviews with target
respondants (main survey)
- Guides for in-depth interviews

The survey guestionnaire will be designed to cover the study
obijectives and the information nesads, making use of structured
/seml-structured guestions. The guestionnaire will have two
parts- one for family planning method and the other for oral
rehyvdration therapy.

The guestionnaire will be pre-tested among men and women
belongling to the target group. The pre-testing will be done in
the neighborhood of Dhaka, covering urban and rural areas.
The pre-testing will be carried out by male and female
investigators with considerable field experience.

For the gualitative research part, the depth interview guldes
will be developed on the lbasis of a Pilet S3Study to be
conducted in urban and crural areas in the vicinity of Dhaka
city.

Field Operation

The field personnel for this prodect would be selected from
our existing panel of senior interviewers/ supervisors/
controllers.

& detailed training/ briefing session for the field
interviewers/ supervisors/ controllers will be organised
before starting the field work. The final selection of the
interviewers will be made based on their mock interviews and
field test periormance,

The normal control measures, like accompanied calls and back
checks, will be taken teo ensure the gualiltiy of field work.

&8s per our usual system, 20% of the interviews done by each
interviewer will be back checked.



7. DATA PROCESSING/ANALYSIS



Data Processing

411 data wlll be computer analysed.

Filled in guestionnaires received from the field will be
thoroughly scrutinized and properly coded by our own analysils
personnel , before passing over for data entiry.

Bfter data entry 1s deone, all data will be thoroughly checked
by way of listing and comparing all data with thoss 1in the
filled-in guestionnaires, to eliminate any error.

The tabulation plan will be prepared in consultation with SMC,

and the software will be developsd Dy our owWn programmers to
meset the speciflc needs.

Weightages for Analvsis

Rll data will be weighted at the tabulation zstage.

The welghtages will be assigned at the divisional level to
match the sample with the universe size of target population
in the respective divisions.

This will ke done separately for urban and rural.

Special Analysis

Bpecial computer software will be developed to analyse the
data on contraceptive brand/method switching.

We would also propose sgpecial analysis for guantifying the
impact of advertising exposure on awareness generatlon/ trial/
usage.



7.3.1 Switching

Apart from standard cross analysis of previous methods/brands
by methods/brands currently used, the actual period of usage
of respondent’s current and previous methods/brands can be
effectively used to build up a model for identifying the trend
in usage levels of different methods and also of different
brands within a method (condom/pills). This kind of crogs
gectional analysis will provide a better insight into
consumer’'s changing preferences for methods/brands than
studying the trend by comparing the data for different study
periods. Assessment of trend by the latter method needs to
take into account the sampling errors as well in order to draw
any meaningful conclusions.

7.3.2 Advertising impact

Taking a hypothetical example, the normal procedure f£for
assessing the lmpact of advertising on say awareness about a
particular brand, 1s to prepare a two-way table of the kind
shown below:

Expozed to
advertising Not exposed Total
Rware 80 80 170
Not aware 1290 210 330
200 300 500

- and carry out a ‘chi-sguare’ test to find out whether
awareness is significantly associated with advertising
e¥posure or not.

In case such an assoclation is found to be positive, the
actual contribution of advertising towards generating
awareness can also be gquantified. The contribution can be
estimated as under.



Total number who awars = 17

1

We want to estimate what percentage of it iz because of
advertising.

For that, let’'s consider the % awareness among the ‘exposed’
and ‘not exposaed’ groups.

Bxposaed to

advertising ot exXposed
ABware g0 80
Mot aware 120 210

Among those who are eXposed to advertising - a total of 200,
40% are aware. But even without hbeindg exposed to advertilsing
20% are aware. So, of the 200 who are exposed to advertising,
10% only can be sald to be aware because of advertising.

Therefore, the ad stimulated awarensss = 200 x 10%
= 20

In the previous table we note that a total of 170 are aware.

Therefore, the ad contribution towards total awareness =
(20/170) x 100
= 11.8%

Ad contribution towards awareness can be derived brand by
brand, to examine which type or types of advertising
contribute more towards generating awareness. Communication
implication of such findings is undoubtedly very slgnificant.



8. TIME SCHEDULE



The total proiject will take about 17 weeks to completea.

Aetivity-wise the break down 1s as under ;

No. of weeks

Questionnaire development/

Pre-testing/ Qtnr. Finalisation 4
Field staff briefing/ Training

Mock c¢alls/ Field tests 2
Field Interviews 5
Planning output tables/

Data processing/ Analysis 4
Draft Beport 2

Total: 17 wesks



9. PROJECT MANAGEMENT



The key personnel for the study wlll be taken from among the
regular professional staff of MRC-MODE Limited, headed by the
Managing Director,

9.1 Organogram
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Mr. D.P. Basu of MODE Research {Pvt.) Ltd., India, wiil p=
associated with the project as adviser, His resume ig enclosed.

MRC-MODE Ltd is a joint collaboration research company. Mr, D. P.
Basu who 18 one of the directors of MRC-MODE Limited is an eXpert
on research in Family Planning. &s his resume would underscore, Mr .,
Basu has headed the Demographic Health 8tudy (a USAID funded
project}) known by The name - Maticonal Family Health Survey
conducted in 1992 for the West Bengal Sector in India.

Rpart from belng a director, his working status - that of having a
work permit sanctioned by the G0OB, makes him eligible to gilve his
time as advisor whenever reguired.



9.2 Job Descriptions of the Prolect team :

Managing Director: She will act as the administrative head of the
regsearch team. And she will meintain liaison with internal and
external key personnel, as and when necessary, for coordination of
all activities.

Project Director: He will wotrk as the research head of the Team.
He will oversses Aall works relating to research degign,
guestionnaire design, analysis and interpretation of the research
findings and finally preparing the final report.

Prodect Coordinator: He will be responsible for all kinds of
preparatory funections of the research; look after the data
requirements, scheduling activities, developing guestionnaire,
preparing tabulaticen plan, analyzing data, and preparing the report
under direct guidance of Project Director,

Operationz Department: All the implementation and field related
works (recrultment, field survey organization, coordination,guality
control checks etc.}) wWill be looked after by the aperations
department.

Analysis Department: All kinds of data processing work (coding,
data entry, tabulaticon, computer works etec.) will be undertaken by
analysis department. In addition, selection of tabulation
personnel or computer operator will be under analysis department.

And computer programmer wWwill design programmes according to the
analvsis gplan.

Project Advisor: In his advisory capacity he would be personally
involved with the project 1n the Planning 8Stage when the
guestionnaires and depth-interview guldes are finalised, in the
Analysis Planning Stage and finally at the time of Report writing.
bpart from this, the Proiject Advisor would be availlable for any
kind of interaction that might be felt necessary by the sponsors of
the research proiect.



10. RESUME OF PROJECT TEAM



Sara Zaker

Managing Director

M.A. Honours

Over 10 years experience in Ressarch Management
Specialises in Qualitative Research

Acotive experiences in research on Soclial Marketing

And in Research amongst Women and Their World

Debhi Prokash Basu
Project Advisor
MBA from ITM Calcutta

Over 20 years experience - In management consultancy, evaluation
study, market research, communication research and rural studies

Involvement with large scale family planning and child health
projects - In India and neighbouring countiries

Consultant on communications to Govt. of Tamil Nadu for Integrated
Mutrition Froject

Headed the DHS project for the West Bengal Government kKnown by the
name Natlonal Family Health Survey (19382)

Member - FRuropean Society for Opinion and Marketing Research
(ESOMAR), and Indian Association for the Study of Population (IASE)

Ruthor of several published papers including one read at the 4lst
ESOMAR INTERNATIONAL CONGRESS at Lisbon



Manoranian Datta
Chief, Regearch

B.Sz Honours and M.8c in Statistics from Calcutta University
Over two decades of erperience in Markst Research

Statistician, Indian Statistical Institute, Calcutta {(1961-67). Was
involved in designing and statistical analysis of various socio-
economic survey projects (Hational Sample Survevys) commissioned by
the Government of India.

Project Director, Marplan Pty Ltd, Sydney (1968-70). Primarily
agsociated with consumer and industrial market research. Alsc
specialised in advertising research {uge of Eye camera for testing
advertisement effectiveness - press/ TV).

General Manager, Consultancy & Research, Calecutta (1971-82).
assoclated with many all-India market surveys for prediction of
demand for wvariocus consumabhles, apart from day to day commercial
ressarch (Brand attitude studies, market segmentation etc.)

Media & Research Director -~ &8P, Delhi (198B3-88). Primarily
involved in Advertising Strategy Planning, and advertising
regsearch. An inter-media comparison study {(consumer response
related) conducted for Nestle (making use of Multi Media Response
functions) was a plcneering work done while with this agsncy.

Director, Strategy Planning, MEGACORP International {P) Ltd, Delhi
(1988-90).

Vice-President {(Media Services), AJAX Advertising Ltd, Delhi {13951-
a2},

While with Megacorp/Ajax, develcoped many Juantitative Media Models
{Bvaluation/ Selection Models) for effective use Dy advertising
agencies. A series of articles on these models appearsed in Brand
Equity {Econcmic Times).

Handling research in Bangladesh for over 2 years.
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