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1. Executive Summary
Objectives
PSI/Haiti currently distributes eight social marketing products : male and female condoms (Pantè and Reyalite), hormonal contraceptives (Pilplan and Confiance) and products related to Mother and Child Health (Sèl Lavi, Baby Fer, Pur and Serena). The objectives of this project MAP (Measuring Access and Performance) study were to determine the coverage, quality of coverage, penetration and access of these different social marketing products, in the residential areas of all seven intervention areas of PSI/Haiti, covering the entire county. In addition, the study aimed at measuring coverage of and access to condoms in high risk areas for HIV/Aids, also called hotzones. The results of this study are expected to evaluate and at the same time to improve the distribution system of PSI/Haiti’s products in its intervention areas. 
Methodology
The LQAS (Lot Quality Assurance Sampling) method was used to select a sample and to analyze the coverage results. The country was divided into six regions, since regions I and II were merged into a single area (département de l’Ouest). A random sample of 19 enumeration sections (SDEs) was drawn in each region, resulting in a total sample of 114 enumeration sections. A sample of 19 geographic units is sufficient to make estimates with an error margin that is acceptable for decision-making purposes. In each SdE, we visited all potential outlets for PSI’s products and an audit sheet was filled in for each of the outlets. In parallel, we selected 19 hotzones across the country, in which all hotspots and all potential condom outlets were audited. Data entry and analysis was done with SPSS and Excel software.
Results
Nationally, Pantè is available in about half of all sampled areas (52.1% of all SDEs). There are however large differences from one region to another: 75% coverage in regions I/II and VII but only 45% in regions V and VI. Coverage is generally lower in rural areas (39.5%) than in urban enumeration sections (66.7%). Reyalite is much less available compared to Pantè, since the product was found in one out of ten areas (9.7% of SDEs). In hotzones, coverage of both condom types is comparatively higher: 90% for Pantè and 30% for Reyalite. Commercial sector male condoms are available in one SDE out of five (21.9%) and generic condoms (public sector) in only 4.7% according to the minimum coverage standards that were used (one traditional or non-traditional outlet in the SDE). 
Quality of coverage is low for most standards, since it appears that many outlets do not conform to the quality criteria that were set forth in this study. On average, Pantè is sold 20% more expensive, and Reyalite 90% more than the recommended price level. Stock-outs appear to be regular, the presence of expired condoms was detected, and relatively few promotional items were found during the audit process. 
Outlet penetration rates of condoms is relatively low: about 30% of  outlets usually sell Pantè, with variations between 22.9% (region III) and 43.1% (region VII). Reyalite was found in 2.1% of all sampled outlets. The outlet types that most commonly stock condoms are pharmacies (82.4%), boutiques and market stalls (42.9%), and clinics/health centers (33.3%). The fairly low penetration rates compared to average coverage rates indicate that current condom outlets, though not very numerous, are quite well spread out across the country.
Access to condoms is similar to the coverage levels: Pantè (51.6%), commercial brands (23.6%), public sector condoms (4.8%). Access to any type of male condom is 60%, while Reyalite, PSI’s female condom is only easily accessible to 11 % of the population, in general residential areas. Access to condoms in hotzones could not be measured due to the lack of reliable target audience data.
Recommendations

In order to increase the efficiency of the condom distribution system in the different intervention regions, PSI/Haiti should consider the following recommendations:

· Distribute products more frequently through distributors and wholesalers.
· Provide more resources to the regional field coordinators (FCs) in order to allow them to better monitor and supervise the local condom delivery system, particularly to detect local stock outs or expired lots of a product. 
· Identify strategies for increasing the availability of promotional items in outlets. 
· Improve the quality of promotional items in order to increase their life span. 
· Ensure that rural areas are adequately covered.
· Regions IV, V and VI should receive special attention since these currently have the lowest coverage levels.
2. Introduction
2.1
Program Description

PSI/Haiti was set up in 1989 aiming at increasing access to high quality, affordable condoms, and at delivering HIV/Aids prevention messages to low-income populations across the country. For more than 15 years, PSI/Haiti has been working to increase HIV/Aids awareness, to reduce high risk behaviors, and to provide easy access to affordable health services and products. Through its social marketing approach, PSI/Haiti delivers its products to Haitians through a network of traditional outlets (pharmacies, health centers, etc.) and non-traditional outlets (kiosques, markets, street vendors, community-based distribution, etc.). Since 1989, PSI/Haiti has sold over 100 million male condoms and over 300’000 female condoms.

In addition to its condom social marketing program, PSI/Haiti runs a family planning project, a Voluntary Counseling and Testing program, a voluntary blood donor program, and a Mother and Child Health program that includes oral rehydration salts (ORS), a micronutrient supplement, insecticide-treated nets (ITNs) and two water treatment products. In recent years, PSI has increased its capacity to reach marginal  populations through its distribution network that extends to all 10 départements and most communes of the country, working in partnership with a number of local NGOs and community-based associations. PSI/H has also developed partnerships with national and local media in order to provide behavior change message through multiple channels, in addition to it interpersonal communication activities. 
2.2
Project MAP at PSI/Haiti
The aim of the project MAP (Measuring Access and Performance) study in Haiti was to provide objective information for decision-making purposes related to PSI’s distribution system of social marketing products. The data that are obtained through this study will be included in the “PSI Research Dashboard", which is a series of standard tables used to segment population groups, monitor trends of key population and delivery system indicators, and to evaluate the overall efficiency of the program. Project MAP feeds information into monitoring tables on product and service delivery systems. The overall goal of project MAP is to improve the coverage, quality of coverage, equity of access and the efficiency of social  marketing distribution systems. By doing so, the overall performance of the social marketing projects will be increased in terms of health impact, behavior change, cost-effectiveness, equity and efficiency. 
At PSI/Haiti, the results of the “Dashboard” and “PERForMance Review” will be used for the planning of marketing strategies and projects. More specifically, the MAP study will identify areas with low coverage and will estimate access to condoms in specific risk areas. This information is essential in the process of identifying priorities for the sales and marketing departments, especially so since the last distribution survey was conducted as long ago as 2001. The results will also be used externally, to report on monitoring and evaluation indicators to donors, and it is expected that results will also be useful to the different partners  of  PSI in Haiti.
There are three main objectives for this study: 
1. Evaluate the coverage and quality of coverage of male and female condoms in general (residential) areas of the country ; 

2. Calculate access to male and female condoms among target areas in high risk areas for HIV/Aids; 

3. Evaluate coverage and quality of coverage of family planning products (oral and injectable contraceptives) and of MCH products (ORS, ITN, vitamins, water treatment) in general areas of the country. 

The study will also produce estimates of outlet penetration rates of these products, by type of outlet. The availability of private and public sector brands will also be measured. 
3. Methodology
3.1
PSI/Haiti’s Intervention Areas
The MAP study was conducted nationally, based on a stratified sample of enumeration areas, representative of PSI’s intervention regions. PSI uses seven regions (see map 1), but for practical reasons the regions 1 and 2, which together correspond to the « département de l’Ouest », were merged into a single supervision area. Following the LQAS method, 19 Enumeration Sections (SDEs) were sampled in each region, with probability proportional to size (as per the number of residents). Within each selected SDE, all outlets that potentially sell PSI products were visited. 
For the hotzone component of the study, an estimate of the existing number of high risk areas (and their location) was done based on field knowledge and available references, which allowed us to establish a sampling frame from which 19 hotzones were selected randomly across the country. 
Data collection took place during the first half of October 2006.

Table 1 : Supervision areas : PSI/Haiti Intervention Regions
	PSI Regions
	Départements 
	Communes 

	REGION  I/ II
	Ouest
	All, except Petit Goave /Grand Goave /Fonds Verrettes

	REGION III
	Artibonite 
	All, except  Gros Morne / Terre Neuve /Anse Rouge

	
	Centre
	All communes

	REGION IV
	Nord   
	All communes

	
	Nord-Est
	All communes

	REGION V
	Artibonite
	Only Gros Morne /  Terre Neuve / Anse Rouge

	
	Nord-ouest
	All communes

	REGION VI
	Sud-Est
	All communes

	
	Ouest
	Only Petit Goave / Grand-Goave / Fonds Verrettes

	
	Nippes
	All, except Baradères

	REGION VII
	Sud
	All communes

	
	Grand’Anse
	All communes

	
	Nippes
	Only Baradères


Map 1 : PSI’s Intervention Areas 
[image: image1.emf]Région 1 & 2 Région 3 Région 4 Région 5 Région 6 Région 7


3.2
Units of Analysis
For the residential areas, the unit of analysis is the « Section d’Enumération », which are the census enumeration areas that were used during the last population census. An SDE is an area with about 100 to 300 households. It may correspond to an entire neighbourhood in town or part of it, a village, or a group of small hamlets in rural areas. Hotzones are the unit of analysis for the measurement of coverage in high-risk areas. Penetration rates on the other hand are based on the number of outlets, whereas for access it is the population (the individual) that is the unit of analysis. Access calculations are based on data from the last population census. 
	Hotspots and Hotzones
Hotspot
A hotspot is a meeting place where high-risk groups for HIV/Aids (specifically female sex workers and their clients) meet and/or where high-risk activities take place. Hotspots usually correspond to bars, night clubs, hotels/motels, and brothels. 
Hotzone

A hotzone is an area where there is a concentration of hotspots and where a significant number of high-risk groups are present.


3.3
Audit
An audit sheet was used to collect information among outlets in the hotzones and selected SDEs. All hotspots and all potential condom outlets were audited (see annex). In addition to the questions on product availability, the audit sheet contains questions on the quality of coverage such as the price, presence of promotion materials, visibility of the product, expiry date, etc. The availability of other condom brands, commercial or generic, is also measured through the audit sheet. During data collection, all outlets and all hotspots were georeferenced with GPS units, so that data could be plotted on maps in a  Geographic Information System (GIS).
3.4
Analysis
The analysis of data was done with SPSS, and with Excel for certain operations. The analysis was done by PSI/Haiti’s research team with technical assistance by consultant Bram Piot. Data cleaning started in November 2006 and data analysis was completed at the beginning of December. The preliminary results were presented to PSI/Haiti’s Executive Director and to program managers, who provided valuable input for the writing of this report. The location of outlets and hotspots as well as the main aggregated indicator results in the HealthMapper GIS application. The GIS was used to represent the data spatially and to produce thematic maps as ways to better illustrate and interpret the findings. 
4. Results
The first volume of this study report deals exclusively with the findings on condom availability, a concept which is measured through four standard indicators : coverage rate, quality of coverage rate, penetration rate, and access rate. 
4.1 Coverage
The availability of a product is measured through its coverage rate, which in this study is the proportion of  enumeration areas in which the product is usually sold in at least one outlet. These proportions are derived from the LQAS decision rule table (see annex), although the national average is based on simple percentages adjusted by the size of each region (as per the total number of SDEs in each region) in order to weigh the national averages. 
Table 2 : Coverage of Pantè, Reyalite and other condoms, by PSI region
	Region
	Nb SdE
	Pantè
	Commercial condoms
	Public Sector Condoms
	Reyalite

	Region I/II
	19
	75%
	45%
	<20%
	25%

	Region III
	19
	70%
	30%
	25%
	30%

	Region IV
	19
	50%
	40%
	20%
	<20%

	Region V
	19
	45%
	<20%
	<20%
	25%

	Region VI
	19
	45%
	30%
	30%
	25%

	Region VII
	19
	75%
	35%
	<20%
	20%

	Total Haiti
	114
	52.1%
	21.9%
	4.7%
	9.7%


As shown in the above table and in Map 2, Pantè is available in just over half of all SDEs of the country (52.1%). There are however large differences from one region to another: the coverage rates range between 45% and 75%. Regions I/II, VII and III are best covered and they are largely above the national average. On the other hand, Pantè was found in just under half of all areas in regions IV, V and VI.
Reyalite is found in less than 10% of all SDEs and the product was found in few areas only (see Map 3). Commercial condom brands are available in about one out of five SDEs, and appear to be more present in regions I/II and III. National coverage of public sector condoms (i.e. generic, unbranded condoms) is less than 5% nationwide.




Map 2 : Coverage of Pantè by PSI region
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Map 3 : Coverage of Reyalite by PSI region
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Table 3 : Coverage of Pantè, Reyalite and other condom group by area of residence 
	Area of residence
	Nb SdE
	Pantè
	Commercial condom brands
	Public Sector Condoms
	Reyalité

	Urban
	33
	66.7%
	33.3%
	12.1%
	6.1%

	Rural
	81
	39.5%
	12.3%
	2.4%
	9.9%

	Total Haiti
	114
	52.1%
	21.9%
	4.7%
	9.7%


A comparison between urban and rural areas shows that Pantè is available in two thirds of SDEs in urban parts of the country and in less than 40% of rural areas, which is below the national average. The same discrepancy can be seen for commercial and for public sector condoms, while the opposite seems to be true for Reyalite – the difference being very small though, given that the latter product is generally very little available anywhere in the country. 
Table 4 : Coverage of Pantè, Reyalite and other condom types in hotzones
	
	Nb hotzones
	Pantè
	Commercial Sector Condoms
	Public Sector Condoms
	Male Condoms - all brands
	Reyalite

	Coverage %
	19
	90%
	70%
	75%
	95%
	30%


Hotzones, according to the same minimum coverage standard as used in general areas, are well covered by male condom outlets. Pantè is available in an estimated 90% of hotzones, while commercial sector brands are available in at least 70% (95% of areas have at least one type of condom for sale). Coverage of Reyalite is still low, since less than a third of hotzones were found to have outlets that usually sell the product. 
4.2 Quality of coverage
Quality of coverage is the proportion of SDE in which the product is available and where it is sold according to a number of additional quality standards. The minimum quality standards that were used are: price equal to or less than 10 gourdes, no stock-out during the previous 4 weeks, visibility of the product in the outlet, visibility of promotional items, validity of the expiry date, mode of supply through wholesalers. The analysis procedure is the same as for the coverage rates.  
Table 5 : Quality of coverage of Pantè, by PSI region
	Region
	Nb SdE
	Pantè Coverage
	Price (max. 10 Gdes)
	No stock-outs
	Valid expiry date
	Visibility of product
	Supplied by wholesaler
	Promo-tional items

	Region I/II
	19
	75%
	70%
	65%
	55%
	75%
	70%
	55%

	Region III
	19
	70%
	50%
	50%
	45%
	50%
	50%
	35%

	Region IV
	19
	50%
	45%
	40%
	35%
	50%
	45%
	45%

	Region V
	19
	45%
	30%
	45%
	25%
	25%
	25%
	25%

	Region VI
	19
	45%
	20%
	35%
	40%
	35%
	30%
	25%

	Region VII
	19
	75%
	50%
	55%
	35%
	30%
	35%
	35%

	Total Haiti
	114
	52.1%
	37.8%
	39.1%
	30.1%
	39.2%
	37.8%
	28.1%


Overall, the quality criteria that had been defined for this study were not well followed by outlets where PSI products are available. Less than 40% of SDE sell Pantè at the recommended price. The average retail price is about 20% higher than the recommended price of 10 gourdes. Outlets in regions I/II, III and VII appear to adhere to the standard price more often. Average quality of coverage rates for the other standards are all under 40%. In line with the coverage results, regions I/II, III and VII are those where quality standards have the highest scores, except for the expiry date for which region VII obtains a lower score.
Table 6 : Quality of coverage for Reyalite, by PSI region
	Region
	Nb SdE
	Reyalité
Coverage
	Price (max. 10 Gdes)
	No stock-outs
	Valid expiry date
	Visibility of product
	Supplied by wholesaler
	Promo-tional items

	Region I/II
	19
	25%
	<20%
	<20%
	<20%
	<20%
	<20%
	<20%

	Region III
	19
	30%
	<20%
	20%
	<20%
	20%
	20%
	<20%

	Region IV
	19
	<20%
	<20%
	<20%
	<20%
	<20%
	<20%
	<20%

	Region V
	19
	25%
	<20%
	20%
	<20%
	20%
	20%
	20%

	Region VI
	19
	25%
	20%
	20%
	20%
	25%
	20%
	20%

	Region VII
	19
	20%
	<20%
	20%
	<20%
	20%
	<20%
	20%

	Total Haiti
	114
	9.7%
	0.7%
	3.0%
	0.7%
	3.7%
	2.3%
	1.8%


The quality standards for Reyalite, similar to the Pantè standards, are not well adhered to either: the average retail price is more than 90% higher than the recommended price, and expiry dates are regularly not valid any more. On the contrary, despite its low coverage, a significant number of Reyalite outlets display the product in a visible place, and only a small proportion of SDEs reported stock outs. 
4.3 Penetration
The penetration rate is defined as the proportion of outlets where the product is available. In this study, we calculated penetration based on the usual presence of condoms in the outlet. 
Table 7 : Penetration rate of Pantè, Reyalite and other types of condoms, by PSI region
	Region
	Nb Outlets
	Pantè
	Condoms - commercial
	Condoms – public sector
	Reyalite

	Region I/II
	106
	40.6%
	9.4%
	0.0%
	1.9%

	Region III
	118
	22.9%
	2.5%
	1.7%
	2.5%

	Region IV
	100
	24.0%
	21.0%
	2.0%
	0.0%

	Region V
	58
	22.4%
	0.0%
	0.0%
	3.4%

	Region VI
	66
	25.8%
	6.1%
	6.1%
	3.0%

	Region VII
	72
	43.1%
	5.6%
	0.0%
	2.8%

	Total Haiti
	520
	29.8%
	8.1%
	1.5%
	2.1%


The findings above show that Pantè is available in around 30% of outlets of the country, and Reyalite in 2.1% of the 520 outlets that were audited. Regions I/II and VII are those where there is a higher proportion of outlets that sell Pantè. Commercial sector brands have the highest penetration rate in region IV, where one out of five outlets sells commercial male condoms. Penetration of Reyalité is low everywhere. 
Table 8 : Penetration of Pantè, Reyalite and other types of condoms, by area of residence
	Area of residence
	Nb Outlets
	Pantè
	Condoms – commercial
	Condoms – public
	Reyalité

	Urban
	233
	36.5%
	11.2%
	2.6%
	0.9%

	Rural
	287
	24.4%
	5.6%
	0.7%
	3.1%

	Total Haiti
	520
	29.8%
	8.1%
	1.5%
	2.1%


In urban areas, the penetration rate of male condoms is clearly higher than in rural areas, whereas the opposite is true for Reyalite.
Table 9 : Penetration rates of Pantè, Reyalite and other types of condoms, by outlet type
	Type of outlet
	Nb Outlets
	Pantè
	Condoms - commercial
	Condoms – public
	Reyalité

	- Traditional outlet types:
	 
	 
	 
	 
	 

	Pharmacy
	34
	82.4%
	23.5%
	0.0%
	2.9%

	Clinic/Health center
	39
	33.3%
	12.8%
	12.5%
	12.8%

	Drug vendor
	26
	26.9%
	0.0%
	0.0%
	0.0%

	Street vendor
	31
	9.7%
	3.2%
	3.2%
	0.0%

	Boutique/Kiosk
	216
	29.2%
	2.8%
	0.5%
	1.9%

	Others
	42
	16.7%
	23.8%
	2.4%
	0.0%

	- Non-traditional outlets types:
	 
	 
	 
	 
	 

	Grocery
	58
	27.6%
	3.4%
	0.0%
	0.0%

	Minimart
	1
	0.0%
	0.0%
	0.0%
	0.0%

	Supermarket
	3
	33.3%
	0.0%
	0.0%
	0.0%

	Market stall
	21
	42.9%
	0.0%
	0.0%
	0.0%

	NGO/Association
	1
	0.0%
	0.0%
	0.0%
	0.0%

	Others
	45
	17.8%
	20.0%
	0.0%
	0.0%

	- Category not specified
	3
	0.0%
	0.0%
	0.0%
	0.0%

	Total Haiti
	520
	29.8%
	8.1%
	1.5%
	2.1%


Penetration of Pantè by outlet type shows that the product can be found in nearly all types of outlets, both in traditional and non-traditional. The proportion of outlets that usually sell Pantè is highest among pharmacies (82.3%) and that a significant proportion of market stalls (42.9%) and clinics/health centers (33.3%) have the product. 

Table 10 : Penetration of Pantè, Reyalite and other types of condoms, by outlet type, in hotzones
	Type of Outlet
	Nb Outlets
	Pantè
	Condoms- commercial
	Condoms – public
	Reyalite

	- Traditional outlet types:
	 
	 
	 
	 
	

	Pharmacy
	6
	100.0%
	33.3%
	16.7%
	33.3%

	Drug vendor
	1
	0.0%
	0.0%
	0.0%
	0.0%

	Street vendor
	1
	0.0%
	0.0%
	0.0%
	0.0%

	Boutique/Kiosk
	24
	75.0%
	4.2%
	12.5%
	0.0%

	- Non-traditional outlet types:
	 
	 
	 
	 
	 

	Grocery
	5
	80.0%
	0.0%
	20.0%
	20.0%

	Supermarket
	1
	100.0%
	100.0%
	0.0%
	0.0%

	Market stall
	2
	0.0%
	50.0%
	0.0%
	0.0%

	- Hotspots
	 
	 
	 
	 
	 

	Bar
	4
	25.0%
	25.0%
	0.0%
	0.0%

	Hotel/Motel
	19
	42.1%
	15.8%
	0.0%
	5.3%

	Night club
	5
	0.0%
	0.0%
	20.0%
	0.0%

	Brothel
	5
	40.0%
	40.0%
	0.0%
	0.0%

	Dance Restaurant
	6
	0.0%
	0.0%
	0.0%
	0.0%

	Others
	18
	27.8%
	5.6%
	61.1%
	0.0%

	- Category not specified
	1
	-
	-
	-
	-

	Total Haiti
	98
	45.9%
	12.2%
	17.3%
	4.1%


In hotzones, male condoms are more likely to be found than in general (residential/commercial) areas. Although the sample is fairly small, all pharmacies, all supermarkets, and more than three quarters of the boutiques and groceries in hotzones sell Pantè. Reyalite is usually available in a small number of pharmacies, hotels/motels and groceries. Commercial sector condom brands are present albeit in small numbers (12.2% on average) and mostly in pharmacies, hotels, brothels, etc. Generic public sector condoms are mostly found in night clubs, groceries, pharmacies, etc.
4.4 Access
In this study, the access rate was defined as the proportion of the population who live in areas where condoms are available. This simplified access definition was adopted here because the average area covered by SDEs is generally small enough to assume that whenever there is coverage (i.e. at least one outlet with the product), then the entire SDE population will have “easy” access to the product.
Table 11 : Access to Pantè, Reyalite and other types of condoms, by PSI region
	Region
	Pantè
	Condoms – Commercial sector
	Condoms – Public sector
	Male condoms – all types 
	Reyalite 



	Region I/II
	62%
	38%
	0%
	73%
	14%

	Region III
	63%
	19%
	13%
	69%
	21%

	Region IV
	36%
	22%
	4%
	48%
	0%

	Region V
	36%
	0%
	0%
	36%
	9%

	Region VI
	19%
	10%
	13%
	27%
	7%

	Region VII
	62%
	24%
	0%
	71%
	4%

	Total Haiti
	51.6%
	23.6%
	4.8%
	60.1%
	10.9%


Access to condoms among the general population of Haiti is relatively low and is similar to the coverage levels. This similarity is explained by the fact that the population size of SDEs, which was used to estimate access, is fairly standard across the country. Just over half of the population (51.6%) lives in areas where Pantè is available. Six out of ten residents have access to any type of male condom. On average, access to Reyalite is around 10%.
Access to condoms is highest in regions I/II, III and VII, except for Reyalite for which the proportion of the population in covered areas is slightly higher in region V as compared to region VII. 
It appears thus that a rather important proportion of the population does not have access to condoms as a means to prevent the spread of HIV/Aids, which may be one reason why despite numerous prevention efforts, the HIV prevalence rate remains high in Haiti. 
5.
Limitations

Certain difficulties were encountered during the implementation of this study. The quality of the final results is not affected, though it was impossible to calculate access to condoms in high-risk areas due to the lack and inconsistency of target audience data in hotspots. The following problems were encountered:
1) During data collection 

· Unavailability of SDE maps for the identification of SDE location and boundaries, resulting in difficulties in the field to adequately cover all (and only all) outlets in certain SDEs. 
· The initial list of hotzones, used as a sampling frame, was incomplete and not up-to-date. 
· Difficulties in identifying “boundaries” of hotzones in the field. 
· Interviewer teams did not respect their original itineraries, resulting in difficulties during supervision of data collection by PSI/Haiti.

2) During the analysis
· Incomplete and inconsistent data on the presence of target audience groups in hotspots, making it impossible to run a reliable analysis of the access and equity of access indicators among high-risk groups in hotzones.

· The latitude and longitude coordinates needed to be converted since they were not originally recorded in the standard decimal degrees format, and coordinates were missing (or incorrect) for a number of outlets and hotspots. As a result, the outlet maps are not complete.

· Fragmentary information about the availability of other condom brands, which would have been useful for the analysis for the work that is being done on the Total Market Approach (TMA) by PSI/Haiti.

6. Conclusion and Recommendations
This study will allow PSI/Haiti as well as its partners, in particular the Ministry of Public Health and Population and the NGOs working in the area of HIV/Aids, to gain better insights in the current status of condom coverage in the country – for social marketing condoms, commercial sector brands, and public sector (generic) condoms. The study also evaluates the quality of coverage, the presence of condoms by outlet type as well as the proportion of the population with access to condoms.

Results indicate that current coverage rates are relatively low: 52% for Pantè and 9.7% for Reyalite, whereas coverage is generally higher in high-risk areas for HIV/Aids (estimated 90%) Pantè coverage is particularly low in rural parts of the country. Except for pharmacies, market stalls and health facilities, most outlet types stock condoms only in low proportions. Other male condoms are generally very little available, although some regions are better covered. Given the low penetration rate of Pantè (30%), it appears that there is a potential to increase the availability of condoms, both male and female, through targeting specific outlet types and currently underserved locations. The analysis of quality of coverage shows that there is progress to be made regarding stock-outs, validity of expiry date, retail price and promotional materials – all standards which are frequently not met in outlets. 
About half of the population (51%) lives in areas where Pantè is available, and 60% has access to any type of condom. While these results are encouraging, they also show that there still remains a lot to do in order to make condoms available to all Haitians. 
The MAP study should be reconducted in the near future, ideally one year after the first round, in order to monitor progress over time and to measure the impact of the new strategies that will be put into practice during early 2007.
Given the extent of the HIV/Aids pandemic in Haiti, which has the highest prevalence rate of the Caribbean region with some 300.000 HIV cases, it is important the various organizations and associations increase their efforts in providing improved, generalized access to condoms in Haiti. The following recommendations should be considered in order to increase condom availability:
1.
PSI should
· Distribute its products more systematically through wholesalers.

· Distribute products more frequently through distributors and wholesalers.

· Provide more resources to the regional field coordinators (FCs) in order to allow them to better monitor and supervise the local condom delivery system, particularly to detect local stock outs or expired lots of a product. 

· Identify strategies for increasing the availability of promotional items in outlets. 

· Improve the quality of promotional items in order to increase their life span. 

· Ensure that rural areas are adequately covered.

· Give special attention to regions IV, V and VI since these currently have the lowest coverage levels.
2.
The Ministry of Public Health and Population (MSPP) and NGOs should continue with the intensification of their campaigns to stimulate condom use, and focus on increasing the availability of condoms in all areas of the country. 
3. 
Continued support from donor agencies is required to facilitate the social marketing, promotion and distribution of condoms in Haiti.
7. Annexes

Annex 1:  List of Selected SDEs, by Département and by PSI Region
	Regions PSI
	Département
	Commune
	Section communale
	No SDE

	I /II
	Ouest
	ARCHAIE
	6ème Matheux
	14103_025_033

	I /II
	Ouest
	CARREFOUR
	10ème Thor (ville)
	11390_276_556

	I /II
	Ouest
	CARREFOUR
	11ème Rivière Froide (ville)
	11390_338_567

	I /II
	Ouest
	CARREFOUR
	9ème Bizoton (ville)
	11390_193_540

	I /II
	Ouest
	CROIX DES BOUQUETS
	2ème Crochus
	13109_010_072

	I /II
	Ouest
	DELMAS
	1ère Varreux (Ville)
	11290_312_006

	I /II
	Ouest
	DELMAS
	1ère Varreux (Ville)
	11290_437_027

	I /II
	Ouest
	DELMAS
	3ème Bellevue (Ville)
	11290_550_056

	I /II
	Ouest
	DELMAS
	5ème St Martin (ville)
	11290_107_516

	I /II
	Ouest
	DELMAS
	5ème St Martin (ville)
	11290_224_547

	I /II
	Ouest
	GANTHIER
	6ème Mare Roseaux
	13305_012_007

	I /II
	Ouest
	LEOGANE
	2ème Petite Rivière (ville)
	12190_023_503

	I /II
	Ouest
	PÉTION-VILLE
	6ème Aux Cadets
	11404_010_027

	I /II
	Ouest
	PÉTION-VILLE
	7ème Bellevue Chardonnières(ville)
	11490_097_519

	I /II
	Ouest
	PORT-AU-PRINCE
	8ème Section Martissant 
	11103_018_505

	I /II
	Ouest
	PORT-AU-PRINCE
	7ème Section Morne l'Hôpital (ville)
	11190_153_544

	I /II
	Ouest
	PORT-AU-PRINCE
	8ème Section Martissant (Ville)
	11190_384_629

	I /II
	Ouest
	PORT-AU-PRINCE
	6ème Section Turgeau (ville)
	11190_534_592

	I /II
	Ouest
	THOMAZEAU
	1ère Grande Plaine
	13201_006_011

	III
	Artibonite
	DESSALINES
	1ère Villars
	54101_008_002

	III
	Artibonite
	DESSALINES
	4ème Poste Pierrot
	54104_004_037

	III
	Artibonite
	GONAIVES
	1ère Pont Tamarin (ville)
	51190_040_510

	III
	Artibonite
	GONAIVES
	1ère Pont Tamarin(ville)
	51190_046_505

	III
	Artibonite
	GONAIVES
	6ème Bassin
	51105_008_034

	III
	Artibonite
	L'ESTERE
	2ème Pont de L'Estère
	51301_007_006

	III
	Artibonite
	PETITE RIVIERE DE L'ARTIBONITE
	2ème Bas Coursin II
	54202_018_025

	III
	Artibonite
	SAINT MARC
	1ère Déluge
	53101_022_015

	III
	Artibonite
	SAINT MARC
	5ème Bocozelle
	53105_006_024

	III
	Artibonite
	SAINT MARC
	6ème Charrette (ville)
	53190_042_513

	III
	Artibonite
	SAINT MICHEL
	7ème Mamont
	55107_003_006

	III
	Artibonite
	VERRETTES
	4ème Desarmes
	53204_012_003

	III
	Artibonite
	BELLADERE
	3ème Riaribes
	63203_013_007

	III
	Centre
	CERCA CARVAJAL
	5ème Rang
	61401_007_002

	III
	Centre
	HINCHE
	1ère Juanaria
	61101_019_005

	III
	Centre
	LASCAHOBAS
	2ème Juampas (ville)
	63190_001_501

	III
	Centre
	MIREBALAIS
	3ème Grand Boucan
	62101_013_012

	III
	Centre
	SAUT D'EAU
	2ème La Selle
	62202_017_011

	III
	Centre
	THOMASSIQUE
	2ème Lociane
	64202_017_010

	IV
	Nord
	ACUL DU NORD
	2ème Bas de l'Acul
	32102_005_004

	IV
	Nord
	BAS LIMBE
	2ème Petit Howard (La Fra
	36202_017_004

	IV
	Nord
	CAP-HAITIEN
	1ère Bande du Nord
	31101_004_001

	IV
	Nord
	CAP-HAITIEN
	2ème Haut du Cap (ville)
	31190_047_510

	IV
	Nord
	CAP-HAITIEN
	3ème Petite Anse (ville)
	31180_065_020

	IV
	Nord
	CAP-HAITIEN
	3ème Petite Anse(ville)
	31180_055_012

	IV
	Nord
	GRANDE RIVIERE DU NORD
	8ème Joli Trou
	33105_007_004

	IV
	Nord
	LIMBE
	6ème Soufrière
	36104_002_012

	IV
	Nord
	LIMONADE
	3ème Roucou
	31303_003_007

	IV
	Nord
	PIGNON
	1ère Savanette
	34401_002_006

	IV
	Nord
	PLAINE DU NORD
	1ère Morne Rouge
	32201_016_007

	IV
	Nord
	PLAISANCE
	7ème Bassin (ville)
	37190_001_501

	IV
	Nord
	QUARTIER MORIN
	1ère Basse Plaine
	31201_003_005

	IV
	Nord
	SAINT RAPHAEL
	4ème Sanyago
	34104_004_001

	IV
	Nord-Est
	FERRIER
	3ème Bas Maribahoux (ville)
	41290_004_502

	IV
	Nord-Est
	MOMBIN CROCHU
	2ème Bois Laurence
	44302_008_002

	IV
	Nord-Est
	OUANAMINTHE
	1ère Haut Maribahoux (ville)
	42190_004_501

	IV
	Nord-Est
	SAINTE SUZANE
	2ème Bois Blanc (ville)
	43290_001_501

	IV
	Nord-Est
	TROU DU NORD
	2ème Roucou (ville)
	43190_019_504

	V
	Nord-Ouest
	ANSE-À-FOLEUR
	1ère Bas de Sainte Anne
	92201_011_005

	V
	Nord-ouest
	BAIE DE HENNE
	4ème L'Estère Dere
	93204_002_005

	V
	Nord-Ouest
	BASSIN BLEU
	1ère La Plate
	91301_013_009

	V
	Nord-Ouest
	BASSIN BLEU
	3ème Haut des Moustiques
	91303_018_002

	V
	Nord-ouest
	JEAN RABEL
	2ème Guinaudée
	93402_006_024

	V
	Nord-Ouest
	JEAN RABEL
	3ème Vieille Hatte
	93403_016_019

	V
	Nord-Ouest
	JEAN RABEL
	6ème Grande Source
	93406_006_002

	V
	Nord-Ouest
	LA TORTUE
	1ère Pointe des Oiseaux
	91201_012_007

	V
	Nord-ouest
	MÔLE SAINT NICOLAS
	2ème Maré Rouge
	93102_017_007

	V
	Nord-Ouest
	PORT-DE-PAIX
	1ère Baudin (Ville)
	91190_055_512

	V
	Nord-Ouest
	PORT-DE-PAIX
	3ème Aubert (ville)
	91190_051_511

	V
	Nord-ouest
	PORT-DE-PAIX
	6ème La Corne
	91105_011_012

	V
	Nord-Ouest
	PORT-DE-PAIX
	8ème Bas des Moustiques
	91107_003_007

	V
	Nord-Ouest
	SAINT LOUIS DU NORD
	3ème des Granges (ville)
	92190_001_501

	V
	Nord-ouest
	SAINT LOUIS DU NORD
	5ème Bonneau
	92105_002_016

	V
	Artibonite
	ANSE ROUGE
	1ère l'Arbre
	52301_009_007

	V
	Artibonite
	GROS MORNE
	3ème Rivière Blanche (ville)
	52190_009_501

	V
	Artibonite
	GROS MORNE
	5ème Pendu
	52105_007_010

	V
	Artibonite
	GROS MORNE
	7ème Moulin
	52107_016_003

	VI
	Sud-Est
	ANSE A PITRE
	2ème Bois d'Orme
	23402_014_004

	VI
	Sud-Est
	BAINET
	8ème Oranger
	22107_006_012

	VI
	Sud-Est
	BELLE ANSE
	5ème Sect. Bel Air (ville)
	23190_001_501

	VI
	Sud-Est
	CÔTE DE FER
	1ère Gris-Gris
	22201_018_007

	VI
	Sud-Est
	JACMEL
	10ème Morne à Bruler
	21110_009_017

	VI
	Sud-Est
	JACMEL
	1ère Bas Cap-Rouge (ville)
	21190_025_507

	VI
	Sud-Est
	JACMEL
	6ème Montagne La Voute (ville)
	21190_017_503

	VI
	Sud-Est
	LA VALLEE
	11ème La Vallée
	21401_014_008

	VI
	Sud-Est
	MARIGOT
	3ème Macary
	21203_001_013

	VI
	Sud-Est
	THIOTTE
	3ème Thiotte
	23302_007_002

	VI
	Nippes
	ANSE A VEAU
	6ème Grande Rivière
	85104_012_015

	VI
	Nippes
	ASILE
	8ème Changeux
	85404_002_001

	VI
	Nippes
	MIRAGOANE
	4ème Pemerle
	84104_019_019

	VI
	Nippes
	MIRAGOANE
	6ème Paillant (ville)
	84190_006_501

	VI
	Nippes
	PETIT TROU DE NIPPES
	3ème Liève ou Vigny
	85303_002_002

	VI
	Ouest
	GRAND-GOAVE
	1ère Tete-à-bœuf
	12301_006_004

	VI
	Ouest
	GRAND-GOAVE
	7ème Gérard
	12307_010_005

	VI
	Ouest
	PETIT-GOAVE
	1ere Bino
	12201_001_029

	VI
	Ouest
	PETIT-GOAVE
	6ème Trou Canari
	12206_002_002

	VII
	Grand'Anse
	ANSE D'HAINAULT
	3ème Ilet à Pierre Joseph
	82103_009_002

	VII
	Grand'Anse
	BONBON
	1ère Désormeau ou Bonbon
	81301_008_001

	VII
	Grand'Anse
	DAME MARIE
	3ème Desormeau (ville)
	82290_008_502

	VII
	Grand'Anse
	JÉRÉMIE
	4ème Basse Guinaudée
	81104_004_006

	VII
	Grand'Anse
	JÉRÉMIE
	9ème Fonds Rouge Torbeck (ville)
	81190_022_505

	VII
	Grand'Anse
	MORON
	3ème L'Assise ou Chameau
	81403_001_001

	VII
	Grand'Anse
	ROSEAUX
	2ème Fonds Cochon ou Lopineau
	83202_014_003

	VII
	Sud 
	AQUIN
	2eme Bellevue
	73102_003_007

	VII
	Sud
	AQUIN
	9ème Fond des Blancs
	73107_006_025

	VII
	Sud
	CAVAILLON
	1ère Boileau
	73301_004_001

	VII
	Sud
	CAYES
	11ème Melon
	71107_006_021

	VII
	Sud
	CAYES
	1ère Bourdet
	71101_013_002

	VII
	Sud
	CAYES
	7ème Laurent
	71104_014_018

	VII
	Sud 
	CHARDONNIERES
	2ème Dejoie
	75102_002_003

	VII
	Sud
	LES ANGLAIS
	3ème Cosse (ville)
	75290_002_501

	VII
	Sud
	PORT-SALUT
	4ème Barbois
	72103_009_003

	VII
	Sud
	SAINT LOUIS DU SUD
	2ème Baie Dumesle
	73202_008_001

	VII
	Sud
	TIBURON
	3ème Loby
	75303_003_001

	VII
	Sud
	TORBECK
	3ème Solon
	71203_001_012


Annex 2: List of sampled hotzones
	No
	PSI region
	Département
	Commune/town
	Name of area/neighbourhood

	1
	I/II
	Ouest
	Port-au-Prince
	Grand Rue, entre rue Champs de Mars and Rue Pavée

	2
	I/II
	Ouest
	Port-au-Prince
	En face de la faculté de Médecine/ Marché Salomon / Rue M.Coicou

	3
	I/II
	Ouest
	Carrefour
	Lamentin 52 Bloc Eglise St Charles / Kay Dodo

	4
	I/II
	Ouest
	Pétion Ville
	Zone Club 21 / Delmas 103

	5
	I/II
	Ouest
	Pétion Ville
	Bloc Dloumbala / Station Elf

	6
	VI
	Sud-Est
	Jacmel
	Bloc latanier 

	7
	IV
	Nord
	Cap Haitien
	Zone Le Sage Vertières, route ODN

	8
	IV
	Nord
	Cap Haitien
	Bas Vertières, Zone Nazareth

	9
	IV
	Nord-Est
	Ouanaminthe
	Zone Disco Frère Deux Jean

	10
	IV
	Nord-Est
	Ouanaminthe
	Zone Kay Pierre Cité Bourgeois

	11
	III
	Artibonite
	Gonaives
	Zone Haut Raboteau/ Anba pointe / malè Pandye

	12
	III
	Artibonite
	Gonaives
	Zone Club Kalewès Ave Leon Legros

	13
	III
	Artibonite
	Gros morne
	Bourg Salomon 

	14
	III
	Artibonite
	Saint Marc
	Dos Eglise catholique Remplacé par Portail des guêpes

	15
	III
	Artibonite
	Saint Marc
	Marché de Petite rivière de l’artibonite Remplacé Station Pont Sondé

	16
	VII
	Sud
	Cayes
	Zone Grinn Rue Chataudin

	17
	VII
	Grand’Anse
	Jérémie
	Zone wharf

	18
	V
	Nord-Ouest
	Port de paix
	Zone Only one Hotel

	19
	V
	Nord-Ouest
	Port de Paix
	Zone Hollywood Hotel


Annex 3: Audit sheet (Outlets)
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ENQUETE MAP VIH/MCH 

PSI/HAITI - 2006

Fiche d’Audit pour les outletss traditionnels and non traditionnels

( Site urbain
( Site rural
 

Date de l’enquête:.....................................................  Heure de la visite : …………………..

1. Nom de l’enquêteur  ............................................... 

2. Region |__|   

Département  ........................   

3. Commune/ville ........................................................



4. Village/Section :………….......................................

5. Code du SDE (Section d’Enumération) …………………………….. 

Introduction: 

Bonjour Monsieur/Madame,


Je suis [Nom de l'Enquêteur]. Je viens de la part du BRIDES en vue de recueillir certaines informations. Soyez sans crainte, les renseignements que vous allez fournir sont strictement confidentiels and ne seront utilisés qu'à des fins purement statistiques.


Avec tout le respect je vous dois, permettez-moi de vous expliquer pourquoi je me suis introduit chez vous and à quoi vont servir les informations que vous voudriez bien me fournir.


Le BRIDES réalise une enquête sur les outlets suceptibles de vendre des products PSI /Haiti en vue d'obtenir des informations pour évaluer la availability de ces products sur le territoire national:.


Qu'il me soit permis de solliciter votre précieuse coopération qui est presque nécessaire pour le succès de l'enquête.            
     
      
7. Pourriez-vous nous accorder un peu de votre temps ? 

( Oui...........................................Continuer

( Non ........................................... Chercher/aller à un autre outlet
8. Nom du outlet : ...........................................................................................

9. Localisation/adresse  du outlet visité …………………..

10. Coordonnées GPS: (Reportez exactement ce que vous lisez du GPS) ?


 
a. Latitude: .................................................



b. Longitude: ...............................................


11. Quelles sont les heures d’ouverture de votre boutique/bar/outlet ….?



a. En semaine 
: Ouvre à   ...........................................  Ferme à  ........................................... 



b. Week end 
: Ouvre à   ...........................................  Ferme à  ...........................................

12. Etes-vous le propriétaire de ce outlet ?
( Oui

( Non

13. Type de outlet: (Choisir un seul)

	Outlet Traditionnel
	Outlet non Traditionnel

	( Pharmacie
	( Epicerie 

	( Clinique/Centre de Santé 
	( Minimart

	( Vendeur de médicament 
	( Supermarché

	( Vendeur ambulant
	( Stand/boutique au marché

	( Boutique / échoppe
	( ONG/Association

	( Autre (spécifiez) ______________
	( Autre (spécifiez) ______________

	
	


	Marques

(Montrez chaque fois l’échantillon du product)
	14. Vendu actuellement

1: Aller à 17

0: aller à 15-16 puis passer a un autre product 
	15. Raison pour lesquelles ils ne vendent pas maintenant 
Encercler les choix dans la liste ci-dessous 

1- Marge de profit trop petite

2- Ne peut le trouver pour le revendre           

3- Pas de demande des clients

4- Rupture de stock

5- Raison culturelle /religieuse

6-Investissement trop important

7. Autre -------------
	16. Veut le vendre 
Encercler le choix and passer à un autre product
	17. Prix de vente au client par unité de vente

Noter le prix réel dans l’espace attribue par unité de vente 
	18. Avez-vous eu une rupture de stock au cours des 4 dernières semaines / 2 dernières semaines* ? 
*2 semaines pour les contraceptifs Confiance and Pilplan
	19. Date de péremption 

(Prendre une boîte au hasard pour voir la date d’expiration) 
	20. Le product est-il visible dans le outlet ?

- Par observation directe- 
	21. Quel est votre mode d’approvisionnement ?

1= L’agent PSI me livre

2= Je vais acheter directement chez PSI

3= Le grossiste me livre

4= Je vais acheter chez le grossiste

5= Une ONG me livre

6= Autre -----------------


	22. Les matériels promotionnels sont ils visibles ? 

1- Poster                             

2- Dépliant

3- Product X en vente ICI  

4- Flyer

5-…..                               

	Kapôt Pantè 


	1 – Oui

0 – Non 
	1   2    3    4    5   6    7
	1 – Oui

0 – Non 

99- NSP
	__________ / Paquet de quatre 
	1 – Oui

0 – Non 

99- NSP
	Date ----------

1– Oui/2–Non
	1 – Oui

0 – Non
	1      2       3       4       5       6
	1     2         3        4  

	Kapôt fanm Reyalite 
	1 – Oui

0 – Non 
	1   2    3    4    5   6    7
	1 – Oui

0 – Non 

99- NSP
	__________/

Boîte de trois 
	1 – Oui

0 – Non 

99- NSP
	Date ----------

1–Oui/2 –Non
	1 – Oui

0 – Non
	1      2       3       4       5       6
	1     2         3          4

	La moustiquaire Serena
	1 – Oui

0 – Non 


	1   2    3    4    5   6    7
	1 – Oui

0 – Non 

99- NSP
	__________/

la moustiquaire 
	1 – Oui

0 – Non 

 99- NSP
	Date ----------

1–Oui/2 –Non 
	1 – Oui

0 – Non
	1      2       3       4       5       6
	1     2         3          4

	La pilule Pilplan 
	1 – Oui

0 – Non 


	1   2    3    4    5   6    7
	1 – Oui

0 – Non 

99- NSP
	__________/

 Le paquet  
	1 – Oui

0 – Non 

99- NSP
	Date ---------

1–Oui/2– Non
	1 – Oui

0 – Non
	1      2       3       4       5       6
	1     2         3          4


	L’injectable Confiance
	1 – Oui

0 – Non 


	1   2    3    4    5   6    7
	1 – Oui

0 – Non 

99- NSP
	__________/ Boîte 
	1 – Oui

0 – Non

99- NSP 
	Date ---------

1– Oui/ 2 Non 
	1 – Oui

0 – Non
	1      2       3       4       5       6
	1     2         3          4        

	PUR
	1 – Oui

0 – Non 


	1   2    3    4    5   6    7
	1 – Oui

0 – Non 

99- NSP
	__________/ Sachet 
	1 – Oui

0 – Non 

99- NSP
	Date ----------

1– Oui/2–Non
	1 – Oui

0 – Non
	1      2       3       4       5       6
	1     2         3          4        

	Vitamine

Babyfer
	1 – Oui

0 – Non 


	1   2    3    4    5   6    7
	1 – Oui

0 – Non 

99- NSP
	__________/ Boîte de 30
	1 – Oui

0 – Non

99- NSP 
	Date ---------

1–Oui/2– Non
	1 – Oui

0 – Non
	1      2       3       4       5       6
	1     2         3          4

	Le SRO Sel lavi
	1 – Oui

0 – Non 


	1   2    3    4    5   6    7
	1 – Oui

0 – Non 

99- NSP
	__________/ Sachet de 3
	1 – Oui

0 – Non

99- NSP 
	Date ---------

1–Oui/2– Non
	1 – Oui

0 – Non
	1      2       3       4       5       6
	1     2         3          4        


	23. Quelles autres marques avez-vous en vente?  - Plusieurs réponses possibles - . Encerclez les choix en fonction des products

	Condom masculin                       

1- Rough Rider

2- Balam
3- One hour 

4- After night
5- Prime

6- Sans marque

Autre __________
                     
	Condom féminin

1- 

2- 

3- 

4-
	Moustiquaire Serena         

1- 

2- 

3- 

4- 
	Pilplan      

1- 

2- 

3- 

4- 
	Injectable Confiance     

1- 

2- 

3- 

4-    
	PUR

1- 

2- 

3- 

4-

	Vitamine Babyfer

1- 

2- 

3- 

4-


	SRO Selavi

1- 

2- 

3- 

4-
	
	
	
	


24) Si Pante est available, le présentoir est-il de format (ancien = le chat) ou le nouveau format (les yeux) ? ----------------------------------------------------

25) Remarques additionnelles : ...............................................................................................................................................................................

Annex 4: Audit sheet (Hotspots)
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ENQUETE MAP VIH/MCH 

PSI/HAITI - 2006

Fiche d’Audit pour les points chauds

( Quartier chaud 

Date de l’enquête:.....................................................  Heure de la visite : …………………..

1. Nom de l’enquêteur  ............................................... 

2. Region |__|   

Département  ........................   

3. Commune/ville .......................................................

Urbain  |__|
Rural  |__|

4. Village/Section :………….....................................

5. Code du SDE (Section d’Enumération) /Nom quartier chaud ………………….. 

6. Taille estimée de la population dans le point chaud...................... (points chauds uniquement)
7. Pourriez-vous nous accorder un peu de votre temps ? 

( Oui...........................................Continuer

( Non ........................................... Chercher/aller à un autre outlet/point chaud

8. Nom du outlet : ...........................................................................................

9. Localisation/adresse  du outlet visité …………………..

10. Coordonnées GPS: (Reportez exactement ce que vous lisez du GPS) ?


 
a. Latitude: .................................................



b. Longitude: ...............................................


11. Quelles sont les heures d’ouverture de votre boutique/bar/outlet ….?



a. En semaine 
: Ouvre à   ...........................................  Ferme à  ........................................... 



b. Week end 
: Ouvre à   ...........................................  Ferme à  ...........................................

12. Etes-vous le propriétaire de ce outlet ?
( Oui

( Non

13. Type de outlet: (Choisir un seul)

	Outlet Traditionnel
	Outlet non Traditionnel
	Point chaud

	( Pharmacie
	( Epicerie 
	( Bar

	( Clinique/Centre de Santé 
	( Minimart
	( Hôtel/Auberge/Motel

	( Vendeur de médicament 
	( Supermarché
	( Boîte de nuit

	( Vendeur ambulant
	( Stand/boutique au marché
	( Bordel

	( Boutique / échoppe
	( ONG/Association
	( Restaurant dansant

	( Autre (spécifiez) ______________
	( Autre (spécifiez) ______________
	( Autre (spécifiez) ______________ 


	Marques

(Montrez chaque fois l’échantillon du product)
	14. Vendu actuellement

1: Aller a 17

0: aller a 16-17 puis passer a un autre product 
	15. Raison pour lesquelles ils ne vendent pas maintenant 
Encercler les choix dans la liste ci-dessous 

1- Marge de profit trop petite

2- Ne peut le trouver pour le revendre           

3- Pas de demande des clients

4- Rupture de stock

5- Raison culturelle /religieuse

6-Investissement trop important

7. Autre -------------
	16. Veut le vendre 
Encercler le choix and passer a un autre product
	17. Prix de vente au client par unité de vente

Noter le prix réel dans l’espace attribue par unité de vente 
	18. Avez-vous eu une rupture de stock au cours des 4 dernières semaines / 2 dernières semaines* ? 
*2 semaines pour les contraceptifs Confiance and Pilplan
	19. Date de péremption 

(Prendre une boîte au hasard pour voir la date d’expiration) 
	20. Le product est-il visible dans le outlet ?

- Par observation directe- 
	21. Quel est votre mode d’approvisionnement ?

1= L’agent PSI me livre

2= Je vais acheter directement chez PSI

3= Le grossiste me livre

4= Je vais acheter chez le grossiste

5= Une ONG me livre

6= Autre -----------------


	22. Les matériels promotionnels sont ils visibles ? 

1- Poster                             

2- Dépliant

3- Product X en vente ICI  

4- Flyer

5-…..                               

	Kapôt Pantè 


	1 – Oui

0 – Non 
	1   2    3    4    5   6    7
	1 – Oui

0 – Non 

99- NSP
	__________ / Paquet de quatre 
	1 – Oui

0 – Non 

99- NSP
	Date ----------

1– Oui/2–Non
	1 – Oui

0 – Non
	1      2       3       4       5       6
	1     2         3        4  

	Kapôt fanm Reyalite 
	1 – Oui

0 – Non 
	1   2    3    4    5   6    7
	1 – Oui

0 – Non 

99- NSP
	__________/

Boîte de trois 
	1 – Oui

0 – Non 

99- NSP
	Date ----------

1–Oui/2 –Non
	1 – Oui

0 – Non
	1      2       3       4       5       6
	1     2         3          4

	23. Quelles autres marques avez-vous en vente?  - Plusieurs réponses possibles - . Encerclez les choix en fonction des products

	Condom masculin                       

1- Rough Rider

2- Balam
3- One hour 

4- After night
5- Prime

6- Sans marque

Autre __________
	Condom féminin

1- 

2- 

3- 

4-
	
	
	
	


24) Si Pante est available, le présentoir est-il de format (ancien = le chat) ou le nouveau format (les yeux) ? -------------------------------------------------
25) Remarques additionnelles : ..................................................................................................................................................................................................................     

Annex 5 : LQAS Decision Rule Table
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Numéro de code...................


Enquêteur…………………


Superviseur  …………………


Signature: …………………….








Emmanuel Charles : echarles@psihaiti.org 


Jean Gerlan Louis-Jean : jlouisjean@psihaiti.org


PSI/Haiti , 6, angle des rues Louissant & Célie Bourdon , BP 1169, Port-au-Prince, Haiti�
Research Division


Population Services International


1120 Nineteenth Street NW, Suite 600


Washington, D.C. 20036
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Enquêteur………………..


Superviseur  ………………
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