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DISCLAIMER

This document has been produced without formal United Nations editing. The designations
employed and the presentation of the material in this document do not imply the expression of any
opinion whatsoever on the part of the Secretariat of the United Nations Industrial Development
Organization (UNIDO) concerning the legal status of any country, territory, city or area or of its
authorities, or concerning the delimitation of its frontiers or boundaries, or its economic system or
degree of development. Designations such as “developed”, “industrialized” and “developing” are
intended for statistical convenience and do not necessarily express a judgment about the stage
reached by a particular country or area in the development process. Mention of firm names or
commercial products does not constitute an endorsement by UNIDO.

FAIR USE POLICY
Any part of this publication may be quoted and referenced for educational and research purposes
without additional permission from UNIDO. However, those who make use of quoting and
referencing this publication are requested to follow the Fair Use Policy of giving due credit to
UNIDO.
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Please contact publications@unido.org for further information concerning UNIDO publications.

For more information about UNIDO, please visit us at www.unido.org
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and Mexico on behalt of the Swiss druy; company, ! ~houdd like to share with
yoit some of the problens and obstocles which were ococountered in attorpting
to introduen a new spermiclidal contraceptive into these countries. Some of
the difficulties relating to sanitary registration actually did not differ
significantly with that discernced by my associgtes in several European
countries, Some of the ditficulties relating to promotion, distribution,

and product pricing, however, are unijue co the developing countries and

their large masses of people with little purchasing power.

In general, contraceptives fall into two majcr groupings; those
such as the oral contraceptive, which in some countries require a prescrip-
tion and are regulated as drugs and those such as the condoa and vaginal
preparation which in other ~ountries may be sold over-the-counter or more
accurately, from under the counter. In many developing countries, regulations
may require prescriptions hut in actuality, most all drug preparations may be
purchased over the counter without a prescription. This situation, however,
seems to be changing as the Ministries of Health in many developing countries
become more protective of their citizens' well being, In Thailand and Korea,
for instance, where the authorities in the past looked the other way when
contraceptives were advertised, stricter controls are being exerted to limit
advertising oral contraceptives as well as oatibiotice, The effect of these
and similar actions will be to limit the availability and use of the pill

since the nunber ol physicians to write prescriptions is limited and women

visit those few thar arc aviilable oniy for il'ness,

N ot oo oo stringent enyironment in the developing countries may
impede the introdveticen and promotion of contraceptives. In many countries,

the condo way be sold for VD prerestion tut wot as a contraceptive.



Ia most situationg, it {8 nucessary to act thirough a local
distributur or 2 lecal coapany in orler to register tue product with the
Ministry of Wealth. Without guch registration, market activity om any large
scale is impossible, [ a preduct 1w ,udged to be potentially hazardous,
data on safety is rcouired and a cortificate of free sales in the country
of origin is expected. In some countrios, registration as a contraceptive

will 1imit the opportunity to advertise,

Some developing countrics, such as Mexico, will not permit regl~
stration as a contraceptive even though over 600,000 pill cycles per month
are presumably sold as menstrual regulators, 1f a product is registered as
& drug, it way only be sold thiough pharmacies severely limiting the possibe
ility for widesproad distribution througih other retail outlets, Registering
as a drug will also restrict the ammme of dircet promot.on to the consumer.
In order to avoid these restrictions, a vaginal contraceptive might be sold
as a vaginal hygieaic preparation, which could be advertised to the publie.
This product oricitration, however, would have to he overcome later at the
point of sale by the retailer ov through consumer word-of-mouth information
diffusion, Too andigucus a i romotioviay approach for selling contraceptive i

products may detract from sucrergsful promotion but may he necessary for entry

into the market.

@

Ministry of Health repistration in many countries, assuming reason-

ol £

ably sound documentation, mav take three to six monttis. If local testing is
required, thousands of dollu:s and a year to a year and a half may be consumed

to meet the feeling that covluarion wst Le done locally, Fortunately, a

degree of rextonableness oo rd hones! | neaninefol data, no matter where such

data is developed, stit! o0 o 1y iy nany developing comtries,
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When discuss.ng a macketing strategy with a potential local
distributor, the lauded cost of the product, the costs of the distribution,
promotional costs, the aiticipated profit, and the ability of the targeted
market to buy must all be considerr® ip cstablishine a selling price, If a
low cost product has promising potential for videspread distribution, low
margins may be acceptable to the manufacturer, the digtributor and retailer
interested in high turnover, as has happened vith the pill. Other products
such as the condom have traditionally been in the hands of distributors who

will accept a smaller market share for higher unit sale profits.

Urban distribution with short supply lines will permit a lower
selling price to the consumcr, Dietribution costs go up exponentially with
the distauce from urban centers and large masses of People in rural areas, vho
are almost out of the cash economy, practically are unable to afford the luxury

of contraception even if they were informed and motivated to use it,

In developing countries, the burden of high i{nterest rates for tied
up capital adds significantly to the costs charged by the distributor. It is
not unusual for a distributor to cffer 90 day paymen: terms to a retailer and
then be happy to be paid in 120 days (the 2 or 3% per month intorest will even-

tually be born by the consumer in the retail price).

In countries, such as Thailand, Indonesia and Korea as many as one-
quarter to one-third the possible retail outlets are not directly reached by
the wholesaler as these are considered bad Jebt gituations and unworthy of a
salesman's time. Some of these shops may be reached by other retailers acting

as sub-vholesalers willing to take the risk, Again, the cost will be born in

the consumer price.




1f a manufacturer distributor ig content Lo sell to the

1imited middle ciass wareo! fy the deoloping countrics then a packaging

and pricing appronch 5. fipr te '.\t::}t Lot in the develop d countrics will

be used and an iniensive detalling to the phermaciet will contribute to the
pharmacist’'s product. gwareness and willinguess to promote & product. The
profit margin wil1 Le attractive and wake it interesting for the pharmacist
to guide his customers toward contraceptlive products. put this small middle
class is nut our primary interest and only represents a beachhead for contra-

ception to larger populations, albeit an jmportent sntart.

Assuming we wish to reach a large mass of couwvmers, then it
becomes imperative that we louk at disposable income and retail pricenl for
such items as medical care, cigarettes and alcoholic beverages of the groups
{n which we ore interested. Traciay out way back up the discoumts and taxes
of the distribution chain, we will then arrive at a target manufacturer's
price if the product were produced domeatically or a landed cost i1f it were
imported, Working back throagh customs duties, costa for buying currency
exchange, freight and othur {evies will being us to the foreign manufacturer's
price it tle product iw imported. The manufacturer, domestic or foreign,
reviewing his selling price under this wetiiod of construction way find the
profit levels available to be unacceptable. He might justly say, from his
point of view, the projected profit in the mass market will not be worth the

expenditure of effort and prorotional fuuds for the high risk involved in

reaching this market at the low r2tail price,

Another considera’ ion Lor wmass warketg 1o the absolute need for the

simplest and lowes® cost unit packags.  One muet cavenboer that the ~ontra-

ceptive 1s coppeling nt tue congwres 1.vel witl such items as a chiclet or 8




cheap razor blade as well as an asririn, In his small way, a local
retailer with 1ittle to spund on inventory and looking for high turmover
faces a dilemma with his Iimited financial resources, His question is,
"How do I make the Jargest and fa.test profit on th. five peso worth of

stock 1 will buy from the wholesaler?"

Incentives in the form of economic return must be available to
encourage the various groups all along the distribution chain to want to sell

contraceptives,

Some synergism bYetween the distribution structure and potential
outreach of the private sector and an infueion of funds by noneprofit or
government agencies to help create consumer demand will be required, UNFPA
should act comcretely in this direction, More resecarch must be done to

ascertain more accurately the demand that can be created at acceptable

price levels in mass markets, Without this research, neither the funding
agencies nor the private sector will move beyond the distribution bsachheads.
However, the need to market aggressively to the ends of the distribution net-
work should be the primary consideration of the funding agencies == and not
prior market research, Market research should be a tool of the marketing

process, not an end in itself.









