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CUSTOMER EVALUATION OF PROJECT
In order to evaluate the project in terms of customer satisfaction, 600 customers of the project were sent questionnaires by post to complete. The questionnaire can be found in Appendix One. The project has had about eighteen hundred customers, so every second customer was chosen for sampling purposes.To encourage replies, a prize of ZW$1000 (US$100) was offered in a raffle to which all replies before a certain date would be included. After the raffle was drawn, all people who responded to the questionnaire were thanked for their participation and informed of the winner of the draw.

RESULTS
Of the 600 questionnaires sent out, 405 replies were recieved, a 68% responce, though only about 250 replies were received within the required deadline. Replies were recieved from all but four districts in the country, 233 responces from people living in non malarial districts, while the remaining 174 all lived in districts with some degree of malaria. Of those who responded, 40% lived in urban areas with the remaining 60% living outside of urban centres. A third of the urban dwellers came from either Harare or Bulawayo, the two largest cities in the country.

Most of the people replying to the questionnaire (340) had bought their nets through the postal system, while the remaining number had bought direct from the factory. Most of those  buying direct from the factory live in Harare and towns in close proximity to Harare.

Use Of Nets
Table One shows the usage of nets within the family from those who responded. The questionnaire fails to establish whether various members of the family were actually present, e.g a childless family, but the results clearly show, that within the group questioned, most family members were using the nets. More encouragingly, is the use of nets only by children in some cases.

Table One
Usage Of Nets Within The Families
	PRIVATE 
USAGE OF NETS
	NUMBER
	%

	All Family Members
	289
	71.4

	Fathers & Mothers Only
	 65
	16.1

	Only Fathers
	 18
	 4.4

	Only Mothers
	 11
	 2.7

	Only Children
	 21
	 5.2


In terms of when the nets are used, 250 (62%) respondents stated that they used the nets all the time, while the remaining 153 (38%) stated that the nets were only used when mosquitoes were actaully biting.

In terms of whether customers were happy with the quality of their  purchase, 384 (96%) stated they were pleased and only 9 (2%) stating that they were not pleased with the quality. Similarly, 231 (57%) thought that the nets were cheaper than others on the market, while on 13 (3%) thought that they were expensive. Interestingly though, of the people who thought that the net was expensive, only one complained about the quality, and of those who compalined about the quality, only one stated that they thought the net to be expensive.

Effects Of The Impregnated Net
Customers were asked to comment on any effects that they might have noticed about the treated nets as compared with ordinary nets. The comments are as follows.

1)
123 commented that they noticed that all types of insects were killed by the nets.

2)
79 commented that they only noticed mosquitoes being killed.

3)
10 commented that the nets did not appear to kill anything after touching the nets.

4)
3 complained that the nets irritated their skin.

Washing Nets
Customers were asked how often they wash their nets. Table ??? shows the answers given. A large number of customers (139) had not yet washed their nets, and since the date of purchase of the net was not included in the questionnaire they have neeb left out of the analysis.

Of interest, over 50% of the customers are washing their nets with intervals of less than six months. This has serious implications on the action of the insecticide, especialy as few people are retreating the nets, and few of the synthetic pyrethroids are able to withstand many washes.  However, it is interesting to note that five people who claimed to have retreated their net, claimed not to have washed the net.

Table 
Mosquito Net Washing Interval
	PRIVATE 
WASH INTERVAL
	NUMBER
	%

	1-3 Months
	131
	49.3

	3-5 Months
	 21
	 7.9

	5-7 Months
	 58
	21.8

	7-9 Months
	  3
	 1.1

	One year or over
	 53
	21.1

	TOTALS
	266
	100


Retreatment Of Mosquito Nets (See Table

Most of the people who had bought nets had not retreated their nets (91%). Of the 37 people who did retreat their net, most of them used either permethrin or deltamethrin. Permethrin was mostly purchased as Peripel 55 (a specific mosquito net treatment) with three people using Coopex (a permethrin wettable powder). Most of those who used deltamethrin used a deltamethrin SC formula which comes under the trade names of K-Orthrin, Cislin, Crackdown with five people using the newly introduced Moustiquare (a specific mosquito net treatment). Cyfluthrin was purchased under the name of Responsar.

Of interest was the stated use of a repellent soap, presumably Mosbar which is sold in Zimbabwe. Mosbar is a permethrin and DEET combination. While this is a very good repellent, it is unlikely that it would have a long residual action on a mosquito net.

Table 
	PRIVATE 
INSECTICIDE USED
	NUMBER
	% OF TOTAL

	No retreatment
	365
	90.8

	Permethrin
	 18
	 4.5

	Deltamethrin
	 12
	 3.0

	Cyfluthrin
	  3
	 1.0

	Repellent Soap
	  4
	 1.0


With the SleepEezy net was included full instructions on how to retreat the mosquito nets. 45 (11%) of the customers stated that they could not fully understand the information.

Source Of Information On Sleep Eezy Nets (See Table

As expected, the first source of information reflects the advertising strategy of the project with newspapers in first place. While the name of the newspapers were not specified, it is assumed that they refer to the two large daily national newspapers, the Herald (based in Harare) and the Chronical (based in Bulawayo). Of these two newspapers, the Herald has probably accounted for most of the net sales in the project, though this could be partly due to the much wider distribution of the Herald as compared with the Chronical, and the much easier access of customers to the Harare factory.

Table 

Customer's Primary Source Of Information For The SleepEezy Net
	PRIVATE 
SOURCE OF INFORMATION
	NUMBER
	%

	Newspapers
	290
	71.6

	Direct Mailing
	 46
	11.4

	Friends
	 38
	 9.4

	Teacher Magazine
	 17
	 4.2

	Farmer Magazine
	  4
	 1.0

	Rural Road Show
	  2
	 0.5

	Agent (Shop)
	  2
	 0.5

	Look and Listen
	  1
	 0.2

	No responce
	  5
	 1.2


Delivery Times For The Mosquito Nets
Customers were asked to estaimte the time it took for their nets to be delivered to them from the time they first submitted their order forms. Table ??? shows the estimated lead times quoted.

	PRIVATE 
DELIVERY TIME
	NUMBER
	%

	One to Two Weeks
	110
	 32

	Two to Three Weeks
	 83
	 24

	Three to Four Weeks
	83
	 24

	Four to Five Weeks
	32
	  9

	Over Five Weeks
	36
	 11

	TOTALS
	344
	100


It was satisfying to note that 75% of the nets arrived at their destination within a month of a order being put into the postal system, though 10% of nets are not arriving within the time specified by the advertisement. Nevertheless, only 15 people questioned complained about late delivery.

Customer Satisfaction
Of the 405 replies, 395 customers reported being satisfied with the SleepEezy net. Of the ten who said they were not satisfied, one stated that the net was expensive, three complained of poor service and one of poor quality. Only 10 (2.5%) stated that they would not recommend the Mail Order service to their friends citing expence, poor service and poor quality.

When asked to freely comment on the product or the service, the following comments were recorded.

1)
Positive Comments. 41% (166) commented that the Sleep Eezy was a good product, with a 6% (23) stating that the project offered excellent service and a further 6% (24) stating that they thought that the product was cheap.

2)
Negative comments. 9% (36) thought that the size of the double net needed to be expanded, and 4% (16) suggested that the project needed to reduce its lead time in terms of delivery. A further 1% (5) suggested that the project needs to supply more information on where to get insecticides for retreatment and details of where to ledge complaints.

3)
Helpful comments. 7% (27) thought that the Sleep Eezy ought to come with a re-impregnation kit and 8% (34) who suggested that the project ought to increase its agents in remote areas where newspapers do not normally reach.
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Summary
The Malaria Self Help Project has been existence since August 1992 and deals almost exclusively with the distribution of mosquito nets. The project attemps to distribute nets in remote malarial areas in a comletely sustainable way.

From 1993 to 1995, the project distributed nets predominantly through non-governmental health institutions who were given nets on consignment and paid for as the nets were sold. During this period about 3000 nets were sold, but there were huge problems with credit control and consequent lack of sustainability. Finally, in December 1995, the project embarks upon a Mail Order method of delivery. The project was funded by WHO (TDR) and looked at various methods of advertising nets to promote the Mail Order system. The project investigated advertisements in newspapers, magazines, rural road shows, direct mailing and leaflet distribution. In the first six months of this project, the project sold 923 nets, most of which were a result of advertisements placed in the two major newspapers in the country (Herald and Chronical). See WHO report June 1996.

This report covers the major activities of the project over the last year from June 1996 to May 1997, though many of the aspects reported on include the first six months from December 1997.

The project over the last year has relied heavily on advertisements in the countries major newspapers, but still distributes some nets through non governmental health centres and has also carried out one direct mailing campaign in January 1997.

Over the last twelve months, the project has s0ld 3644 impregnated mosquito nets, 75% of which have been delivered through the postal service, with advertisements in the Herald and Chronicle accounting for 52% of the sales.

A promising new development is the use of shop keepers in remote areas who do not keep stock, but advertise the Mail Order service and receive 10% commission from all sales received from that centre. It is in this area that the project could expand in the future.

Problems still occur with delivery of nets from the factory causing delayed service and slow rates of return from the postal system in terms of payment and return of uncollected nets.

Overall though, the Mail Order system appears successful and ultimately sustainable with most customers stating satisfaction with both the product and service. There is little reason why the project cannot continue without further funding, though further funding would allow the project to expand more quickly and into remoter areas where good communications do not occur in terms of newspapers etc.

MAIL ORDER FOR IMPREGNATED MOSQUITO NETS IN ZIMBABWE
Summary
WHO (TDR) has sponsored the Malaria Self Help Project to conduct a trial on Impregnated Mosquito Net distribution by the postal service. The current project started in December 1995 where Mail Order was advertised through various media and offered a Cash On Delivery (COD) postal service throughout the country. This report covers the period of the last twelve months and follows a report dated 15 May 1996 (WHO Project Number 950391), though many aspects of the first six months are also included in this report.

In the last twelve months the project has sold 3644 mosquito nets throughout Zimbabwe, 67% of which have been delivered through the postal system. Customers have reported that they are happy with the product and the delivery system.

Over the last twelve months the project has been unable to fully sustain itself independently without external assistance, but trends suggest that in the future, the project could be fully sustainable without further inputs. The major problem encountered was shortage of stock which resulted in late deliveries, deliveries being returned unpaid for and ultimately the project selling fewer nets than it should have done.

Background
The Malaria Self Help Project has been existence since August 1992 and deals almost exclusively with the distribution of mosquito nets. The project attempts to distribute nets in remote malarial areas in a completely sustainable way with little external funding.

From 1993 to 1995, the project distributed nets predominantly through non-governmental health institutions who were given nets on consignment and then paid for the nets as they were sold to the public. During this period about 3000 nets were sold, but there were huge problems with credit control and consequent lack of sustainability. Finally, in December 1995, the project embarked upon a Mail Order method of delivery with a new branded impregnated mosquito net the Sleep-Eezy net. Mail order included the option of Cash On Delivery or paying in advance which is cheaper. The project was funded by WHO (TDR) and looked at various methods of advertising nets to promote the Mail Order system. The project investigated advertisements in newspapers, magazines, rural road shows, direct mailing and leaflet distribution. In the first six months of this project, the project sold 923 nets with some advertising methods proving much better than others. See WHO report May 1996.

The project over the last year has relied heavily on advertisements in the countrys major newspapers, but still distributes some nets through non governmental health centres and has also carried out one direct mailing campaign in January 1997. The project sells both single (three quarter) nets (ZW$139 (US$12.6)) and double nets (ZW$189 (US$17.2)).  The single nets are sold with a low mark up (30%) (for lower incomes) with the double nets at a higher mark up (50%). The double nets subsidise the costs of the single nets on the assumption that if a person does not have a bed (low income) they do not need a double net. The mark up includes all costs such as handling and postal charges and customers are only asked to pay more if they wish to have Cash on Delivery for which they pay the COD charges.

A promising new development is the use of shop keepers in remote areas. The shop keepers do not keep stock, but advertise the Mail Order service and receive 10% commission from all sales received from that agency.
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MALARIA SELF HELP PROJECT

MONTHLY SALES (DEC 1995 - MAY 1997)


Throughout this project, all customer details have been kept on a data base which includes name, address, occupation, source or order, type of order, method of delivery and times of receipt of order and time of delivery. This report is a review of all the available data, and includes data from a questionnaire sent out to customers to gauge customer satisfaction with both the product and service.

Net Sales

Fig.1 show the Sleep-Eezy mosquito net sales by month. Total sales to date from December 1995 have been 4567, of which 3644 have been in the last twelve months. Fig. 1 clearly shows the seasonality of purchase, but also clearly shows that net sales can also be healthy, even in the winter non-transmission season. A further 116 nets were distributed to 74 customers who took advantage of the Free Net offer given on  sales of every ten nets purchased by a customer.

Total customers have amounted to 1844 (1522 June 1996-May 1997),  representing 2.5 net sales per customer with 61% of the nets sold being doubles (48% doubles (December 1995-May 1996) and 64% doubles (June 1996-May 1997)).

67% of the nets delivered went out by post, most people opting for the Cash On Delivery (COD) system as opposed to paying in advance which does not incur the Post Office charges for handling the COD. See Table One.

Table One
Mosquito Net Delivery By Type From December 1995 To May 1997
	TYPE OF SALE
	SINGLES
	DOUBLES
	TOTAL
	DELIVERY AS A %

	Cash On Delivery
	616
	1773
	2389
	52.4

	Paid In Advance
	366 
	312 
	678 
	14.7

	Shop Sales
	786 
	709 
	1495 
	32.8

	TOTALS
	1768
	2749
	4562
	100.0


Mosquito nets were sold to 52 out of the 60 districts in the country (See Appendix One) with 43.5% of sales going to districts with a malaria problem (Table Two) and 33% of sales occurring in Harare which is a non malarial area but easily accessible to the factory.

Table Two
Net Sales Bu Malarial Areas
	MALARIA ZONE
	SINGLE

 NET SALES 
	DOUBLE NET SALES 
	TOTAL NET SALES 
	TOTAL CUSTOMERS 

	NO MALARIA
	1048 
	1467 
	2515 
	1169 

	MALARIA
	658 
	1276 
	1934 
	610 


Advertising And Sales Trends
Appendix Two shows the dates during which the mosquito nets were advertised and it can be seen at a glance from Fig. 1 that net sales increase soon after advertisements appear in the newspapers. This was most obvious in July 1996. In June 1996 sales were very low, but after advertising, sales in July increased tremendously, despite  being the middle of winter dry season when neither malaria nor mosquitoes are abundant. Ironically, sales per month did not increase until January 1997 despite advertising. However this was partly a result of poor supply of mosquito nets as the factory was being  reorganised. In one case in November, an advertisement was placed only to discover that there were no nets to supply. It was felt that this incident might erode customer confidence in the project, but customers were generally understanding, and sales figures in the early part of 1997 increased dramatically as the rainy season  arrived and nets were more available.

Table Three shows the delivery statistics of the project over the last eighteen months. The table highlights a number of problems that the project incurred. The project holds no stock of nets and works on a 30-day credit facility with the mosquito net factory. While this situation is financial expedient, it means that the project rarely holds substantial stocks and is at the mercy of mosquito net production at any given time. High numbers of orders are obviously a problem as seen in the rainy season (January to March) of both 1996 and 1997 which causes long lead times in terms of delivery as nets are generally in high demand in the project and elsewhere. The situation in 1997 was made much worse than 1996 with a general increase in mosquito net sales and the appearance of PSI (Population Services International) on the Zimbabwe arena. PSI had their own project in northern Zimbabwe which required 15000 nets, all paid for in advance. This situation obviously caused a conflict of interest within the mosquito net factory which consequently affected this particular project. Similarly, long delivery times were experienced in October and November (as mentioned previously) due to the reorganisation of the mosquito net factory.

Table Three
Mail Order Delivery Statistics
	YEAR
	MONTH
	AVERAGE LEAD TIME

(MONTHS)
	TIME TAKEN FOR COD PAYMENTS (MONTHS)
	TIME TAKEN FOR COD NET RETURNS (MONTHS)
	NUMBER OF COD NETS RETURNED

	1995 
	DEC
	0.25 
	3 
	3 
	1 

	1996 
	JAN
	0.25 
	3 
	3 
	1 

	
	FEB
	0.25 
	2 
	2 
	9 

	
	MAR
	0.5 
	2 
	2 
	2 

	
	APR
	1 
	2 
	3 
	62 

	
	MAY
	0.75 
	2 
	2 
	41 

	
	JUN
	0.25 
	1 
	2 
	2 

	
	JUL
	0.25 
	1 
	2 
	34 

	
	AUG
	0.25 
	2 
	2 
	16 

	
	SEP
	0.25 
	2 
	2 
	27 

	
	OCT
	2 
	3 
	3 
	28 

	
	NOV
	1.25 
	2 
	2 
	30 

	
	DEC
	0.25 
	1 
	2 
	32 

	1997 
	JAN
	0.25 
	1 
	2 
	40 

	
	FEB
	0.25 
	3 
	3 
	36 

	
	MAR
	2 
	3 
	3 
	73 

	
	APR
	2 
	ND
	ND
	ND

	
	MAY
	1 
	ND
	ND
	ND

	
	JUN
	1 
	ND
	ND
	ND


While slow delivery obviously erodes confidence, the other direct problem with slow delivery times was the impact on the Cash on Delivery. Table Three shows clearly that when delivery times are long, the nets returned through the postal system increase dramatically. Overall, 18% of the nets delivered by COD were returned, but it is felt that if delivery times were generally quicker, returned nets might be proportionally less and profits more.

The obvious solution to this problem is to hold substantial stocks of nets, but this requires finance. However, confidence in the project is increasing within the mosquito net manufacturer and they are beginning to understand that the project needs more nets in stock. While this might cost the mosquito net factory more in unsold stock lying idle, ultimately it should increase its turnover and thereby losses accrued in idle stock would be more than compensated for in extra sales. However, whether  this situation will improve in the future remains to be seen. Apart from PSI, mosquito orders to Emnet (Pvt) Ltd (the mosquito net manufacturer) have increased substantially over the last six months, both in local and export sales.

The other troublesome factor was the post office. Table Three shows clearly that COD payments times are slow, ranging from an acceptable one month to an unacceptable three months. While the post office has proved reliable in dealing with the COD, the long COD return times means that project money is lying idle for up to three months requiring capital expenditure and more importantly loss of interest. This loss of interest needs to be built into the price of the nets.

The time required for uncollected nets to be returned also remains long. However, it is felt that it is better that nets be returned slowly, rather than the postal system returning the nets too quickly and customers not having enough time to collect their packages. This is particularly important in remote areas where people may only go to a post office infrequently. 

Table Four shows the method by which customers first hear about the Sleep-Eezy Net.  While a large number of advertising methods have been employed, the Herald and Chronicle account for over 50% of the Sleep-Eezy sales. It can also be seen that sales through health centres account for a substantial part of delivery, but more interestingly it the proportion of nets sold through private shops (Agencies).

Agents are generally shop keepers who have written to the project asking to be agents and usually ask for consignment stock which is refused. Instead the agents are offered leaflets for the Mail Order which they stamp at the back with their agencies stamp. Any sales received with the agents stamp, the agent is given 10% of the sale. Agents are also offered 15% discount if they purchase nets directly from the project on a COD basis.

In the last eight months, eleven agents have been identified who are located throughout the country. The agents have  sold 191 nets through the method described above, an average of perhaps two nets per month per agency. These figures are very small, but if the project had five hundred agencies, the turnover in nets would be substantial. It is this area that it is felt that expansion should dwell upon. The concept has its merits:  (1) few rural traders have money to hold stocks of slow moving expensive merchandise and, (2) the project is able to control the price of the nets and thus removing high profits usually demanded by rural traders.
Table Four

Sales By Advertising Method
	INITIAL

 CUSTOMER

 INFORMATION
	SINGLE NETS

SOLD
	DOUBLE

NETS

SOLD
	TOTAL

NETS

SOLD
	%

	1st Direct Mail
	31 
	60 
	91 
	2 

	2nd Direct Mail
	96 
	108 
	204 
	4.5 

	3rd Direct Mail
	85 
	134 
	219 
	4.8 

	Rural Road Show
	8 
	5 
	13 
	0.3 

	Herald
	753 
	1213 
	1966 
	43.1 

	Chronicle
	166 
	257 
	423 
	9.3 

	Gweru Times
	10 
	12 
	22 
	0.5 

	Masvingo Star
	4 
	7 
	11 
	0.2 

	Masvingo Post
	9 
	8 
	17 
	0.4 

	Northern News
	4 
	7 
	11 
	0.2 

	Kwayedza
	5 
	16 
	21 
	0.5 

	Farmer
	77 
	27 
	104 
	2.3 

	Look & Listen
	39 
	24 
	63 
	1.4 

	Teacher
	44 
	133 
	177 
	3.9 

	Traveller
	2 
	0 
	2 
	0 

	Radio
	1 
	4 
	5 
	0.1 

	Leaflet
	24 
	26 
	50 
	1.1 

	Project Shop
	162 
	63 
	225 
	4.9 

	Phone
	17 
	17 
	34 
	0.7 

	Verbal
	0 
	13 
	13 
	0.3 

	Agent
	26 
	165 
	191 
	4.2 

	Questionnaire
	1 
	5 
	6 
	0.1 

	Letter
	27 
	82 
	109 
	2.4 

	Husband
	0 
	2 
	2 
	0 

	Friend
	14 
	12 
	26 
	0.6 

	Health Centres
	142 
	316 
	458 
	10.1 

	Gokwe Trip
	10 
	17 
	27 
	0.6 

	Marondera Trip
	0 
	25 
	25 
	0.5 

	Nil
	11 
	31 
	42 
	0.9 

	TOTAL
	1768 
	2789 
	4557 
	100 


Direct Mailing and the Teacher magazine have also seen a large number of sales and have both represented a good rate of return. Strangely though, many of the sales from the Teacher magazine arrived in August 1997 several months after the magazine was published. It was assumed that perhaps the magazine was not distributed on time, or perhaps arrived at school during the school holidays so that it was not immediately seen.

The one aspect that is hidden by the data is the inadvertent mosquito net sales to other  parties, particularly the mosquito net factory. Emnet (Pvt) Ltd rarely advertises in the  local newspapers, generally preferring more specialist magazines. As the project is also housed at Emnet (Pvt) Ltd, it has often been found that people come to buy nets direct, and when the project does not have nets to their liking, e.g. extra large nets, they purchase from the factory. It has been impossible to verify the number of nets sold in this manner, but Emnet sales staff at the factory report that their sales also increase soon after newspaper advertisements.

Table Five
Customers By Employment
	WORK TYPE
	NUMBER
	%

	Teacher
	171 
	32.6 

	Business
	168 
	32 

	Health
	52 
	9.9 

	Administration
	35 
	6.7 

	Agriculture
	26 
	5 

	Police
	12 
	2.3 

	Factory Worker
	12 
	2.3 

	Driver
	11 
	2.1 

	Housewife
	7 
	1.3 

	Armed Forces
	7 
	1.3 

	Self Employed
	7 
	1.3 

	Mechanic
	6 
	1.1 

	Tourist
	4 
	0.8 

	Student
	3 
	0.6 

	Building
	2 
	0.4 

	Retirees
	2 
	0.4 

	TOTAL
	525 
	100 


Customer Occupation
Table five shows the occupation of customers whose occupations are known. It is interesting that teachers have responded to the advertisements more than any other sector. However the data does not include a large number of people who came directly into the factory to collect the nets. The sales staff forgot for a long period of time to ask the occupation of these customers, and this might create a bias in the occupational types. However, as far as the Mail Order is concerned, teachers responded more than any other group. Whether this is a result of education can only remain a matter of conjecture, as salary wise, teachers are generally poorly paid. It is perhaps sad to note, that despite health staff being continually included in promotion material, proportionally they appear to respond to an advertisement less than other informed groups.

Cost Comparison
Table Six shows the investment made in each type of advertising method used and the maximum revenue possible after the price of the mosquito net is subtracted. Table Six quite clearly that the Herald newspaper gives the best rate of return in both the amount of revenue gained and the highest rate of return for investment. However, sizable gains are also made from the Teacher magazine as well as the Direct Mailing. 

The Herald has other hidden factors which make its return much more than other mediums in that a large number of nets from the Herald advertising are bought directly from the factory, i.e. no mail charges. This is against sales from the Teacher Magazine and Direct Mailing which are bought predominantly through the mail which decreases revenue considerably.

Table Six
Cost Comparison
	ADVERTISING METHOD
	COST

ZW$
	SINGLE

NETS
	DOUBLE

NETS
	REVENUE AFTER COST OF NETS (ZW$)
	REVENUE MINUS COST OF ADVERT
	%

RETURN

	Herald
	39 936
	 753
	1 213
	100 975
	+61 039
	253

	Chronicle
	21 654
	 166
	  257
	 21 594
	-    60
	 99

	Kwayedza
	 4 262
	   5
	   16
	  1 179
	- 3 083
	 28

	Teacher
	 4 687
	  44
	  133
	  9 876
	+ 5 189
	210

	Mail Order
	 5 039
	  85
	  134
	 11 211
	+ 6 172
	222


Similarly, most of the sales from the Chronicle also come through the mail, so in reality, the rate of return is much less than the 99% shown in Table Six.

A number of complaints were received stating that the project was ignoring the local language press. Kwayedza is a weekly journal written in the local languages of Shona and Ndebele. Granted that the advertisement inserted in the Kwayedza was in English, but it was very surprising that the rate of return was so low from this paper. It might have been better to try the Kwayedza again but advertise in the vernacular, but the cost of translation and producing a new advert seemed prohibitive at the time. Similarly, it was also felt, that most people who are literate in Zimbabwe, start their reading in English, and while they may speak the vernacular better than English, they often read English better than their own language.

Customer Evaluation of Project
In order to evaluate the project in terms of customer satisfaction, 600 customers of the project were sent questionnaires by post to complete. The questionnaire can be found in Appendix One. The project has had about eighteen hundred customers, so every second customer was chosen for sampling purposes. To encourage replies, a prize of ZW$1000 (US$100) was offered in a raffle to which all replies before a certain date would be included. After the raffle was drawn, all people who responded to the questionnaire were thanked for their participation and informed of the winner of the draw.

Results
Of the 600 questionnaires sent out, 405 replies were received, a 68% response, though only about 250 replies were received within the required deadline. Replies were received from all but four districts in the country, 233 responses from people living in non malarial districts, while the remaining 174 all lived in districts with some degree of malaria. Of those who responded, 40% lived in urban areas with the remaining 60% living outside of urban centres. A third of the urban dwellers came from either Harare or Bulawayo, the two largest cities in the country.

Most of the people replying to the questionnaire (340) had bought their nets through the postal system, while the remaining number had bought direct from the factory. Most of those  buying direct from the factory live in Harare and towns in close proximity to Harare.

Use Of Nets
Table Seven shows the usage of nets within the family from those who responded. The questionnaire fails to establish whether various members of the family were actually present, e.g. a childless family, but the results clearly show, that within the group questioned, most family members were using the nets. More encouragingly, is the use of nets only by children in some cases.

In terms of when the nets are used, 250 (62%) respondents stated that they used the nets all the time, while the remaining 153 (38%) stated that the nets were only used when mosquitoes were actually biting.

Table Seven
Usage Of Nets Within The Families
	USAGE OF NETS
	NUMBER
	%

	All Family Members
	289
	71.4

	Fathers & Mothers Only
	 65
	16.1

	Only Fathers
	 18
	 4.4

	Only Mothers
	 11
	 2.7

	Only Children
	 21
	 5.2


In terms of whether customers were happy with the quality of their  purchase, 384 (96%) stated they were pleased and only 9 (2%) stating that they were not pleased with the quality. Similarly, 231 (57%) thought that the nets were cheaper than others on the market, while on 13 (3%) thought that they were expensive. Interestingly though, of the people who thought that the net was expensive, only one complained about the quality, and of those who complained about the quality, only one stated that they thought the net to be expensive.

Effects Of The Impregnated Nets
Customers were asked to comment on any effects that they might have noticed about the treated nets as compared with ordinary nets. The comments are as follows.

1)
123 commented that they noticed that all types of insects were killed by the nets.

2)
79 commented that they only noticed mosquitoes being killed.

3)
10 commented that the nets did not appear to kill anything after touching the nets.

4)
3 complained that the nets irritated their skin.

Washing Nets
Customers were asked how often they wash their nets. Table Eight shows the answers given. A large number of customers (139) had not yet washed their nets, and since the date of purchase of the net was not included in the questionnaire, they have been left out of the analysis.

Of interest, more than 50% of the customers are washing their nets with intervals of less than six months. This has serious implications on the action of the insecticide, especially as few people are retreating the nets, and few of the synthetic pyrethroids are able to withstand many washes.  However, it is interesting to note that five people who claimed to have retreated their net, claimed not to have washed the net.

Table Eight
Mosquito Net Washing Interval
	WASH INTERVAL
	NUMBER
	%

	1-3 Months
	131
	49.3

	3-5 Months
	 21
	 7.9

	5-7 Months
	 58
	21.8

	7-9 Months
	  3
	 1.1

	One year or over
	 53
	21.1

	TOTALS
	266
	100


Table Nine
Customer Treatment Of Mosquito Nets
	INSECTICIDE USED
	NUMBER
	% OF TOTAL

	No retreatment
	365
	90.8

	Permethrin
	 18
	 4.5

	Deltamethrin
	 12
	 3.0

	Cyfluthrin
	  3
	 1.0

	Repellent Soap
	  4
	 1.0


Retreatment Of Mosquito Nets
Most of the people who had bought nets had not retreated their nets (91%) (Table Nine). Of the 37 people who did retreat their net, most of them used either permethrin or deltamethrin. Permethrin was mostly purchased as Peripel 55 (a specific mosquito net treatment) with three people using Coopex (a permethrin wettable powder). Most of those who used deltamethrin used a deltamethrin SC formula which comes under the trade names of K-Orthrin, Cislin, Crackdown with five people using the newly introduced Moustiquare (a specific mosquito net treatment). Cyfluthrin was purchased under the name of Responsar.

Of interest was the stated use of a repellent soap, presumably Mosbar which is sold in Zimbabwe. Mosbar is a permethrin and DEET combination. While this is a very good repellent, it is unlikely that it would have a long residual action on a mosquito net.

With the Sleep-Eezy net were included full instructions on how to retreat the mosquito nets. 45 (11%) of the customers stated that they could not fully understand the information.

Source Of Information On Sleep-Eezy Nets
As expected, the first source of information reflects the advertising strategy of the project with newspapers in first place (Table Ten). While the names of the newspapers were not specified, it is assumed that they mostly refer to the two large daily national newspapers, the Herald (based in Harare) and the Chronical (based in Bulawayo). Of these two newspapers, the Herald has probably accounted for most of the net sales in the project, though this could be partly due to the much wider distribution of the Herald as compared with the Chronical, and the much easier access of customers to the Harare factory.

Table Ten
Customer's Primary Source Of Information For The Sleep-Eezy Net
	SOURCE OF INFORMATION
	NUMBER
	%

	Newspapers
	290
	71.6

	Direct Mailing
	 46
	11.4

	Friends
	 38
	 9.4

	Teacher Magazine
	 17
	 4.2

	Farmer Magazine
	  4
	 1.0

	Rural Road Show
	  2
	 0.5

	Agent (Shop)
	  2
	 0.5

	Look and Listen
	  1
	 0.2

	No response
	  5
	 1.2


Delivery Times For The Mosquito Nets
Customers were asked to estimate the time it took for their nets to be delivered to them from the time they first submitted their order forms. Table Eleven shows the estimated lead times quoted.

Table Eleven
Customer Delivery Times
	DELIVERY TIME
	NUMBER
	%

	One to Two Weeks
	110
	 32

	Two to Three Weeks
	 83
	 24

	Three to Four Weeks
	83
	 24

	Four to Five Weeks
	32
	  9

	Over Five Weeks
	36
	 11

	TOTALS
	344
	100


It was satisfying to note that 75% of the nets arrived at their destination within a month of an order being put into the postal system, though 10% of nets are not arriving within the time specified by the advertisement. Nevertheless, only 15 people questioned complained about late delivery.

Customer Satisfaction
Of the 405 replies, 395 customers reported being satisfied with the Sleep-Eezy net. Of the ten who said they were not satisfied, one stated that the net was expensive, three complained of poor service and one of poor quality. Only 10 (2.5%) stated that they would not recommend the Mail Order service to their friends citing expense, poor service and poor quality.

When asked to freely comment on the product or the service, the following comments were recorded.

1)
Positive Comments. 41% (166) commented that the Sleep-Eezy was a good product, with a 6% (23) stating that the project offered excellent service and a further 6% (24) stating that they thought that the product was cheap.

2)
Negative comments. 9% (36) thought that the size of the double net needed to be expanded, and 4% (16) suggested that the project needed to reduce its lead time in terms of delivery. A further 1% (5) suggested that the project needs to supply more information on where to get insecticides for retreatment and details of where to ledge complaints.

3)
Helpful comments. 7% (27) thought that the Sleep-Eezy ought to come with a re-impregnation kit and 8% (34) who suggested that the project ought to increase its agents in remote areas where newspapers do not normally reach.

Conclusions
The major constraint of the project over the last twelve months has been lack of stock. The problem of stock was twofold, firstly the reorganisation of the mosquito net factory in the latter part of 1996, and the huge increase in mosquito net demand in 1997, including nets required PSI. This highlights the problems of being dependant on one manufacturer and not having the funds to hold large amounts of stock. If stock had been available, there is little doubt that this project could have sold a lot more nets. Apart from not selling enough nets, long delivery times will have eroded customer confidence, though there was little indication of this from the customer returns. However, it must be said that the customer returns reflected only those people who actually received their nets, and did not include those who failed to pay for the nets on COD. This is perhaps another area for investigation.

The other major problem with lack of stock was the recruitment of agents. It had been planned in the latter part of 1996 to go out into the field and actively recruit agencies as money had been made available for this exercise. This never took off the ground, as the project was having difficulty servicing existing customers without actually going out and looking for others. Nevertheless, agents were recruited, albeit a few, and their performance was very encouraging.

Despite the problems of stock, the project otherwise did very well in terms of nets supplied and customer satisfaction with both the product and service. Perhaps the most positive sign of the project is that the mosquito manufacturer wishes to take over the project and continue if funds are not found to keep it as an independent project.

Nevertheless, it must be said, at the end of the year, the project has recorded a loss. The project does have money in the bank, but this in only a result of all advertising being paid by WHO funds over the last year. The project has been funded over the last year to the tune of about US$6000, and the project has about US$3000 as a positive balance, representing a loss of about US$3000. Exact figures are not available in terms of balance as payments for nets have still not been received from the postal service. However, it should be noted, that compared with the first six months of the project, returns have been much greater, and it can only be hoped that this trend will continue.

While it is difficult to attach absolute figures to the project, it is estimated that to be fully sustainable, the project needs to sell about 500 nets a month, against the present 300 nets a month. However, a target of 500 nets a month is achievable if nets are forthcoming from the factory allowing increased advertising.

While the sustainability of the project is a distinct possibility, there are a number of possible stumbling blocks. 

1)
Without warning, the post office increased COD and postal charges by 100% in March 1997. This has meant that the project has had to increase COD charges accordingly, but in the process, the project had to honour all outstanding orders during the period of changeover resulting in quite big losses of revenue. This situation could arise again any time in the future and it is doubtful that the Post Office will give any warning.

2)
The price of advertising has continually risen during the time of the project with the Herald increasing its advertising prices by 50%. Throughout the project, the price of the Sleep-Eezy has been kept the same, partly because the price of the nets has remained the same from the factory, but also, by changing the price, customer confusion is increased and the price of changing the advertisements prohibitive. NB The price of the nets has been kept the same as the mesh size has been reduced from 196 to 155 thus reducing production costs.

However, the project must soon increase the price of the nets to reflect ever increasing costs, but in the mean time, it is felt that the advertisements were becoming too expensive, and a smaller, cheaper advertisement has now been created.

3)
Apart from affecting production of mosquito nets in Zimbabwe, PSI have been selling a highly subsidised mosquito net, the Supanet at only $80 (US$7.30). This reduced price certainly affected the project directly as Sleep-Eezy customers in the PSI project area stopped buying the Sleep-Eezy nets in preference to the Supanet. Indirectly, the effects of subsidies on other products are not known. PSI nets could increase general demand for other nets as PSI condoms have done for other condoms, but the price differences in this case are much larger. However, the Sleep-Eezy net is fortunately a superior net in terms of quality, and personal experience has shown that people are often prepared to pay extra for what they perceive as a better product. The major question is therefore, will customers perceive the Sleep-Eezy net as a superior product, and for this only time will tell. Fortunately, PSI are not planning to keep the price of their nets so low in the future, so the price differential should not be so great.

It is possible that PSI will get further funding to expand the sales of Supanet throughout Zimbabwe. In terms of operational research, it would be good that both the Sleep-Eezy and the Supanet remain on the market together, in competition, but in different market niches, Sleep-Eezy through Mail Order and agents, while PSI sell nets in a more direct fashion.

For this project to become completely viable, it should be able to hold a stock of at least 1000 mosquito nets at a time. It would also be helpful if the project had a vehicle with which to reach rural areas, firstly to physically show the nets where other advertising mediums do not reach, but also to recruit agents who can advertise the nets for the project in the future. However, net sales to non malarial areas should continue as these will always help subsidise activities in the remoter malarial areas.
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