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１．Research Summary 

 

 

1.1 Background and purpose of the research 

 

 It is estimated that the number of women having menstruation is about 224.66 billion1 

in the farming areas of India, and it is also said that more than 80 percent of them 

are not using the disposable sanitary napkins. (This will be referred to as the sanitary 

napkins in order to segregate from the cloth napkins.)  Women not using the Sanitary 

Napkins are using pieces of clothes or sheets, but there are problems in using such 

old clothes, and during the period they are sometimes forced to be unable to go to 

school, to do the regular works, or to do the usual activities due to the anxiety of 

leakage or uncomfortable usage.  Also, since the clothes are repeatedly used and 

cleaning and drying are not properly done, there is a possibility of having hygienic 

troubles such as infectious diseases.   

 Purpose of the research is that Unicharm (referred as UC) has made the qualitative 

research before conducting this research in the rural areas near Lucknow, Uttar Pradesh 

State and in Pune, Maharashtra, interviewing women of 15 – 29 years old.  As a result 

we could find below stated hindrance for penetration, but the results are just based 

on limited number of interviewees and areas. ① They do not know the mechanism of 

menstruation and the existence of sanitary napkins. ② They do not understand the 

benefit of using the sanitary napkins. ③ Economically they are not afford to buy. 

④ No place to buy⑤ No place to dispose sanitary napkin after use 

 If we could eliminate the factors of hindrance surrounding the women in rural areas 

as above described, and could offer the business model by which they can buy and use 

the sanitary napkins, it would be possible for them to get away from the worries of 

leakage and discomfort and live a normal life.  If this was possible, the women could 

reduce the limitation of activities during menstruation and their school attendance 

rate or social activities will be better.  Eventually, the interest in their own health 

will be created and improved before developing their total hygienic knowledge.  

Finally we can expect their hygiene level as a mother of the next generation toward 

the babies will be improved.  There is also the possibility of creating jobs for women 

in the rural areas because we need the womanpower in those areas for delivering such 

products for women.   

 

 

 

                                                   
1 Women population of 13～49 years old from 2011CENSUS 
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hypothesis that we would need such three approaches as “education to raise the 

awareness,” “channels for consumers to buy easily,” and “

the performance.”  We will carry out the verification of promoting t
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3．Research of the governmental measures 

 

 

3.1 Research method 

  

 The main data reported and analyzed here are the results of hearing research which 

the research group did for the central government and the state government.  The group 

occasionally did the internet researches and interviews in order to check the data 

more deeply.  

 

3.2 Results 

 

 There are three measures related to the menstruation and hygiene issues which are 

collaborated with the central government and the state government.  The basic role 

of the central government is to show the direction to the goal and to give the 

financial support, while the state government is responsible to create plans and 

operate them.  Those three measures are controlled by different ministries, and 

through the interview some opinion in the state government mentioned an issue that 

the co-work was not good.  The measures are greatly rely on the central government 

and only few state governments are independently acting on such issues.  But 

gradually state governments or local governments are starting to sell inexpensive 

sanitary napkins or to deliver them.  The people in the state government notice 

the issues that the women in rural areas do not talk about the menstruation because 

of shyness or do not openly exchange information about it, and they keep doing 

unhygienic treatment without knowing about the changes of body in adolescence and 

how to treat them.  But the government people are putting more attention to taking 

care of new-born babies and pregnant women.  Since the central government also 

noticed that the penetration of sanitary napkins would contribute to the 

prevention of the reproductive tract infection and drop-outs in schools, they are 

starting to promote the usage of sanitary napkins.  The activity of such 

penetration in rural areas has started in 2010 by the measures of NRHM.  In order 

to eliminate the largest obstacles for the penetration of sanitary napkins, which 

are lack of knowledge, pricing and the supply system, they started to sell 

inexpensive napkins, as well as giving education, utilizing ASHA and SHG.  In some 

areas the village women are even working to manufacture sanitary napkins.  However, 

the activities by the central government is only for the limited areas and terms, 

so, it will take very long time until they cover all the areas of India.   

 

 The main three measures done by the central and state governments and the ministries 
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in charge are as following:  

・ National Rural Health Mission（NRHM） 

   Health & Family Welfare 

・ Integrated Child Development Service（ICDS） 

   Women & Child Development Service 

・ Adolescent Education Programme（AEP） 

   Human Resource Development 
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４. Research of competition 

 

 

4.1 Research items and method 

 

 In many cases the competitive products are the sanitary napkins made and sold by 

the competing company, however, the main strategy this time is to change from cloth 

napkins, so the competition is cloth this time.  We did the survey through the usage 

test and interview with the main questions for how to use the cloth and what the 

troubles were.  (The village women actually used the samples and they answered the 

questions and wrote the diary.)  This test was done in a part of country, so we used 

the research results of the quantitative research of 12 states in order to adjust 

the consistency of the total India.   

 Although we set up the cloth napkin as the competition, some sanitary napkins of 

the competitive manufacturers were also used in villages.  

 

4.2  Research results 

 

4.2.1 Cloth 

 

Women do not buy the cloth for treating menstruation but they use old cloth of wears 

or bedding in house.  Everyone answered they would use cotton cloth because it is 

good for absorption and soft to skin.  However, when we directly saw the material, 

the old bedding cloth was thin and hard, so we thought it was not appropriate for 

treating menstruation in views of absorption and influence on skin.  Actually, when 

we measured the absorption speed, the worst cloth was seven times slower at the speed 

compared with the sanitary napkin.   

Probably because they understand the bad absorption, the weight of one cloth napkin 

to be used one time was as heavy as 25gs, and some were even heavier than 60gs.  For 

reference the regular 230mm wing type sanitary napkin weighs about 8gs, so the 

average weight of cloth napkins is nearly four times heavier.  They even fold such 

a thick napkin a few times to use, so, it can never be comfortable and we are afraid 

that it may cause a graze on skin.  Moreover, if the graze was exposed to unhygienic 

condition, the risk of rash can be considered, too.  

 

4.2.2 Sanitary Napkin 

 

As for the brands of sanitary napkins which are often used in rural areas, Stayfree 

by J&J is s used by 50% and Whisper by P&G is 43%.  These two brands are occupying 
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in the rural areas we would need “education to raise the awareness,” “channels 

for consumers to buy easily,” and “product balancing the price and performance.”  

Though we only did “education to raise the awareness” in this Pilot, we could see 
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target for this is nearly two hundred million.  Moreover, it should be executed in 

short term, which is not possible, so, it is more desirable that we should target 

the people with purchasing ability.    

 Among the three measures we should take, we think “education to raise the awareness” 

is necessary anyhow and “product balancing the price and the performance” is 

something we can make penetrate into consumers with the same price being sold in 

villages now.  Then, what should we do with “channel for consumers to buy easily”?   

So, in Pilot ② we will carry out these two, “education to raise the awareness” 

and “channel for consumers to buy easily” among the three at the same time.   

 

5.3 Pilot② 

  

5.3.1 Survey for the partner  

 

 Women's Shop is a retail shop which is run by a woman entrepreneur in village selling 

goods for women.  Richo and Drishtee started the system from finding the entrepreneur 

to opening the shop, and they even support the sales after opening the shop.  Such 

a shop is quite suitable for sanitary napkins which women hesitate to buy from the 

male shopkeeper.  Actually the current these shops are selling the sanitary napkins 

of J&J and P&G.  So, we have made the Women's shop the base of menstrual education 

and the sales.   

 

5.3.2 Effect of menstrual education (by sales)  

 

 The sales result was much worse than we expected.  After giving the education, the 

intention to use sanitary napkins was high.  There were many young people attending 

it, so we were expecting the changes from cloth to sanitary napkin and the current 

users changing the shops.  We also expected more than half of the attendants would 

buy at the women's shop.  However, there was no difference between the shops where 

the education was done and the shops without it.  Among the current stores the sales 

of shops without education have even increased the sales of our products.   
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7.  Business Plan 

 

 

7.1  Conditions 

 

 Before creating the business plan, we reestablish the target based on the research 

result.  The reason for it is that if the target was all the women in the rural area, 

the reality varies too widely and its volume may be too large.  So, making the 

countermeasures for penetration may be diffused.  We suspected this can possibly cause 

slowing down of speed.  We mentioned at the beginning that the number of women in 

villages is 224.66 million, and if all of them use 6.1 sanitary napkins5 for one 

menstruation period in average, the total consumption of a year will be as large as 

16.4 billion napkins.  This is not realistic from the view point of production capacity.  

And if you consider the points, “Women's social activities will expand by improving 

the limitation during the period” and “Hygienic concept of the mothers will be 

improved in next generation through understanding the physical system like the 

menstruation,” it should be appropriate to put priorities on the target people. 

 

7.1.1 Target 

 

 We put priorities on the target based on 1) age, 2) size of village and 3) income. 

 

7.1.1.1 Age 

 

 The number of village women is 224.66 billion but we will limit the target to the 

unmarried women only.  In this case the number of target is 84 million.  The average 

of the age of marriage is about twenty years old, so the target in the rural area is 

of the population between 12 and 20 years old.  These are the major target but you 

can expect that they can influence on their mothers, sisters or the families after 

marriage for using the sanitary napkins.   

 

 

 

 

 

 

 

                                                   
5 From Quantitative consumer factious research in 12 states 
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Through the factual surveys and Pilot, we found no changes with “education to raise 

the awareness,” “channels for consumers to buy easily” and “products balancing 

price and performance,” described in the summary in Chapter 2 as the facto

 

24

 
図 ①（ ） 

 

 



25 
 

 

①

 

 
     



26 
 

 

 ③

③

 
            



27 

 

reaches not only to the major target but to the surrounding people because the woman 

in the village sells the products where no education was done and no sanitary napkins 

were sold.   

 

7.5  Conclusion 

  

 The purpose of this research is to create the business plan by which we want the 

women living in villages to start using sanitary napkins to treat the menstruation.   

For increasing the usage rate of sanitary napkins the most important thing is that 

the women have correct information about menstruation and understand the benefit of 

using sanitary napkins.  However, there is no system for the menstrual education by 

the Indian government to be conducted nationally, so the only way to get such 

information must come through TVCM, in stores or mouth-to-mouth communication.    The 

penetration of TV in village has been developed but the women or students cannot enjoy 

it for a long time due to unstable electric supply or domestic works.  Even if they 

see the TVCM of sanitary napkins, they do not think it is the product for them due 

to lack of recognition, so it does not evoke their awareness or interest.  Available 

information is also limited in stores or through mouth-to-mouth communication.   

Through this research we could promote trial usage keeping direct communication with 

the users by the menstrual education and sample deliveries and could verify the result 

of increasing the usage so that they can collect not only the knowledge about sanitary 

napkins but also the changes of body in adolescence and menstruation.  We made 

“education to raise awareness” through the direct communication with users the first 

factor of penetration.   

 

We set up “channel for consumers to buy easily” for the second factor of penetration.  

The consumer here means of course the women in village.  But, even if the women in 

village had intention to use through the information of sanitary napkins, their 

activity area is normally very limited and they cannot buy sanitary napkins because 

the nearby stores do not carry them.   Moreover, even if the stores had them, the 

available kinds are limited and it is difficult to buy the brand they want.  In case 

the store is kept by a male, they hesitate buying the napkins.  So, for these reasons 

the importance of “channel for consumers to buy easily” is very high.    

 

We set up the third factor for penetration which is “superior product balancing 

the price and performance” so consumers can afford to purchase.   Not only in rural 

areas but also in urban areas the condition for changing napkins is not well prepared 

– toilets are not available or toilets are dirty.  There is no place to dispose the 

used napkins or cloths.  So, the changing pattern is only two times a day, once in 

the morning and once in the evening.  They are forced to wear one napkin for a longer 
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time compared with other countries.   Besides the retail prices are set at lower level 

compared with other countries so the sanitary napkins currently sold are good for their 

prices.  One thing we are concerned about is whether the consumers in rural areas can 

accept those prices, but, judging from the Pilot ① result, we could confirm that 60% 

of consumers in SEC R4 could buy the sanitary napkins of global companies at the current 

prices.  Taking these conditions into consideration, we will consider the product 

line-up based on the products currently sold in urban areas because they were already 

on the market for a long time, we see many consumers able to buy, and quick introduction 

can be expected.  However, although we will set the target people who are able to buy 

8 pack count at 29Rs on the first stage of the business plan, we may start product 

development if we judged lower priced products would be needed on the first stage.  

But if we consider the first stage would be five years, it might be possible that the 

current consumers who are not able to buy at 29Rs would be changed to the feasible 

users due to increase of their income.    

 

Through this research we made the target stage by stage, and we put the target on 

the purchasable group on the first stage, so we could solve the issue of “product 

balancing the price and the performance” which is the third factor of penetration.  

For realizing the business plan we need to solve the issues such as “education to 

raise the awareness” and “channel for consumers to buy easily,” which will be the 

key.  Regarding “education to raise the awareness” issues are how to determine the 

ages for attendants and adjustment of the program, but more important side is how to 

collect the investment for the education program.  There are costs for the menstrual 

education such as the labor cost for the teachers, printing booklets, rental fee, 

samples and labor cost for workers of preparation, and such costs should be collected 

by selling the sanitary napkins to the attendants of the education and other people 

around them.  In other words we should consider whether they should be covered by the 

profit of the manufacturer or the profit of the retailers.  Of course collection of 

the investment is not the short-term solution such as selling one pack of sanitary 

napkins, but what we  calculated was that it would take about three years even if we 

could sell one package to  one person every month with 10% profit for collection 

selling at 29Rs, because we spent 115Rs per person for education at Pilot ①.  

Therefore, what we need to do will be decreasing the cost for education and enhancing 

the ripple effect of the education so we can solve the issues of investment collection.  

We are thinking to pay only daily allowance during the first training period to the 

teachers, meaning we do not pay for their teaching at the education period.  We want 

the teachers to benefit from the incremental sales of napkins through the education 

arranged by their own will and ideas.  We also consider creating the system with 

incentives for the teachers with good sales and sharing and praising the experience 

of success so their motivation goes up.  We think the issues in “channel for consumers 
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to buy easily” are how to adjust our style to the real behavior of village women and 

③ we will verify the measures to solve issues in “education 

to raise awareness” and “channel for consumers to buy easily,”
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8.  Effect by development 

 

 

 The themes of development which this project is going to cover are “development 

of hygienic sense” and “progress of women at their social activity.” 

 

8.1  Development of hygienic sense 

 

 There are two major routes where this project contributes to develop the hygienic 

sense.  The first is not only to sell the sanitary napkins but also to have the target 

people study the changes of body during adolescence, mechanism of menstruation and 

how to control the menstruation itself.  We want them to have interest in own body 

at the beginning, and we want them to utilize what they learn for the development and 

improvement of hygienic sense of the partner, children and surrounding family members.  

The second is to have them treat the menstruation hygienically using the disposable 

sanitary napkins made in the hygienic factory.  They are superior at absorption and 

not sticky during use, and they are made of soft materials by which you can expect 

much less skin troubles.   

 

8.2  Progress of women at their social activities 

 

 There are two major areas for the progress of women’s social activities by this 

project.  The first is to support the women who use sanitary napkins so they can better 

go into the social activities and the school attendance rate is improved.  The second 

is to supply working chances to women who deliver the sanitary napkins to customers.   

 

8.3  Conclusion 

 

 By the penetration of sanitary napkins and the menstrual education, the women in 

villages can improve their knowledge of body, sex and reproduction, and we can expect 

their “development of hygienic sense” after they are able to treat the menstruation 

hygienically.  Also, by the penetration of sanitary napkins, the physical and mental 

restriction of activities during the period can be reduced, and “progress of women 

at social activities” can be expected because women are expected to play the roles 

of production, transportation and sales of sanitary napkins.  

 We think that both the sale of 1 Rs napkin by NRHM of the central government or state 

government and the delivery of free napkins by the state government are done because 

they thought sanitary napkins are necessary.  Solving issues by R&D does not influence 

on the usage of sanitary napkins strongly but it is quite necessary to fix the 
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State Reasons 
UP state Works for better dropout rate and improvement of girl’s confidence 
Bihar state Girl goes to school, learn about hygiene, and spread knowledge about health. 

Mumbai ・Girls are currently using old cloth or paper which are prohibited by health 
specialists.   
・It is known that girls like to stay at home better than going to school during 

the period.  This will badly influence on study in long term.  
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9.  Collaboration with JICA's project 

 

 

 Promoting the penetration of sanitary napkins is matching the Policy “Support to 

the women’s empowerment and promoting the gender to main stream” made by the 

International Cooperation Bureau in the Ministry of Foreign Affairs of Japan for 2014 

(third of important items.)  After completing the cooperative preparation research, 

we will make efforts to fix the circumstances where village women of India can use 

the sanitary napkins.   

 

9.1 Collaboration with JICA projects in India 

 

 In India the low accessibility to toilet and habit of toileting outside are connected 

to the spread of diarrhea and infectious diseases, and the council of ministers of 

Modi, which started in May, 2014, made the target to eliminate outside toileting by 

2019.  Relating to this plan JICA is collecting information and doing researches in 

order to plan the supporting system for providing toilets in India.  With building 

lavatories it is indispensable to innovate the people’s mind through activities of 

education for hygiene.      

 We believe our project is also closely related to the environment of toilets in India.  

After the penetration of sanitary napkins has developed to a certain level, the next 

issue will be the small usage numbers.  The average of napkins to be used per month 

is 8 in urban areas and 6 in rural areas.  Approximately two napkins a day.   There 

may be no leakage problems but it is very few in view of hygiene.  The changing pattern 

is one time in the morning after shower and then one time after coming back home in 

the evening.  Due to the reasons that there is no place to change, the place is too 

dirty even if it is available or there is no place to dispose even if they have changed, 

they do not change napkins outside the house.  So, the reality is that women are living 

under the condition that they cannot change the cloth napkins or sanitary napkins even 

though they hope to do.  

 And some women live in a house without a toilet inside.  They take the risk of 

toileting outside early in the morning or at night so they are not seen by male.  Under 

such circumstances it is quite doubtful that they can use the sanitary napkins in the 

correct way.  It is desirable for increasing the usage quantity that the good 

lavatories will be widely available so they can safely change the cloth or sanitary 

napkins.    

Therefore, we can expect multiplier effect from JICA's projects for building 

lavatories and our business plan of sanitary napkin penetration by collaborating in 

the education for hygiene, which will be done by JICA in future, and the education 
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for menstruation and by sharing each knowledge on the baseline researches.   

 

 

9.2  How they match with Japanese enterprises 

 

 JICA has many projects in each developing country such as the preparatory research 

for collaboration, their own projects and other projects for the country.  So, 

suspecting that the Japanese companies have issues in developing countries and making 

a business plan to solve those issues, JICA is promoting collaboration among Japanese 

companies so that each company can utilize their own knowledge or system to solve the 

questions which they cannot do by themselves.  Staff at JICA's office in India 

introduced a collaboration idea with Ricoh for this project, and we could share 

information and Pilot with them.  In spite that there are items of secrecy agreements 

between a company and JICA, it is still desirable to promote the collaboration between 

companies for sharing information and Pilot, because we suspect there are redundancy 

and overlapping of information with researches.   
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