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Introduction:

It iswell known to everyone that people are suffering from many diseases
mainly due to the unhygienic living atmosphere and living status. So, to reduce the
spreading of such diseases among the peopl e the foremost step should be establishing
aclean, hygienicliving environment and status. Generally peoplein citiesare suffering
from different diseases mostly from unhygienic

living atmosphere like- poisonous gaseous atmosphere, dusty or un-cleaned
air, improper and un-cleaned drainage system etc. Another important factor isthat the
rural women and girlsgenerally do not maintain cleanliness during menstruation period.
As aresult they become the host of many infectious diseases. Thisis dueto the lack
of awareness among them and also due to the economic inability for adopting better
precautions like- use of good sanitary napkins during menstruation period. Usually
different varieties of sanitary napkinsarefound availablein the market. But thereason
isthat these napkinsare not affordablefor rural poor women and girls. Thus, if the use
of hygienic sanitary napkins could beinitiated among the rural women and girlsat low
cost then growth of different diseases could be arrested or minimize to alarge extent
among them.

Sudy Goal:

“ Assessment of prevailing menstrual hygiene practicesand market potentiality
of new sanitary napkin product among rural population in Visakhapatnam district”

Pur pose:

@ Toachieve comprehens ve understanding about the menstrual hygiene practices
and assess the need/scope for introducing new sanitary napkin product to the
rural non users

@ Tomeasurethefeasibility of sanitary napkin project asasuccessful enterprise

Objectives:

@ Understand the existing and future market dynamicsintermsof product quality,
price, placement and promotion
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@ Toidentify the core customers of our product and ways/channelsto reach out
@ To assessthe market potentiality of thelocally produced sanitary napkin

@ To understand the respondents knowledge level s and barriersto use sanitary
napkins

@ Toidentify the motivatorsin using the sanitary napkinswhich can be addressed
inthe promotiona campaign

Scope:

The main purpose of the study is to assess the current menstrual hygiene
practices of the rural population and estimate the demand or opportunity to promote
new sanitary napkin product among rural women in Visakhapatnam district with
additional focus on Fisher women. Apart from this, the study would also attempt to
assess the size of the current rural market and overall demand for the sanitary napkin
product in the targeted villages. The scope of the study extends to identifying the
barriers to use napkins and motivators to encourage use of napkinsin order to utilize
thefindingstor implementing |EC effectively. Thisstudy will try to throw somelight
on the existing competition in the market for sanitary napkin product and basic
recommendationsfor better pricing and enhanced quality standards. Meanwhile efforts
will be made to understand the production capacity of the machinery and efficiency of
theproduct in the given project scenario. Theassessment report will alsotry to represent
the market dynamics like competition, ability to update and modify the quality and
price as per the market conditions and ways to make the market for the product
regular and sustainable.

Sampling:
5% of total women between the age group of 16 to 35 in 2 panchayats on the
beach road namely Chapaluppada and Nidigattu.

Sample size:
Population in each Panchayat =4000
2 Panchayats =8000
50% women =4000
60% between 16 to 35 age group =2400
5% of total women = 120 women

Sample representing both literate and illiterate women in equal proportions
Proportionate sampl e representing students, working women and housewife will be of
comparative sample

M ethodology:
Data collection through In-depth Interviews with rural women between age
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group of 16 to 35 Focusgroup discussionsto understand their perceptions of knowledge
practices and attitudes of using sanitary napkins.

The study will be conducted in Chapluppadaand Nidigattu Gram Panchayats
covering 50% of fisher women and 50% non fisherwomen on the beach road from
Bhimili to Visakhapatnam.

Analysis report of In-dept interviews conducted in Chapaluppada and Nidigattu
Gram Panchayat to understand menstrual hygiene practices and demand for
sanitary Napkins.

Data Analysis:

This study ensured both Fishermen and non fishermen villages are equally
covered i.e- 61% of respondents from Chapal upada(Fisherwomen) and 39% from
Nidigattu (Non Fisherwomen) Gram Panchayats. Which is equal representation as
the SC community in Chapaluppada also covered under fishermen panchayat
(chapaluppada).

Demogr aphics:

Interviews conducted for 126 rural women between 16 to 35years of age.
71% of respondents are between 16-25 years of age. More young women covered
as the students constitute 1/3 of the sample size.
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Students, Housewives and Working women are equally covered for this study i.e.
31%, 34% and 35% subsequently.

70% of the respondents are literates including 31% students. 30% of
respondents areilliterates’ majority representing from working women segment i.e.
57%
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35% of the respondents monthly household incomeislessthan Rs. 3000.00,
majority i.e. 53% monthly incomes is between Rs. 3000.00 to 5000.00 and 9.5%
respondents monthly incomeis above Rs. 5000.00

Knowledge & Usage of Sanitary napkin:
42% of the women interviewed have never heard about the sanitary napkin.
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Among those who are aware of sanitary napkin, majority i.e. for 57% the
source of knowledgeismedia(mostly television) very littleinteraction among
friends, relatives and parents about menstrual hygiene.

Knowledge levels about sanitary napkins is directly linked to the level of
education as 97% women studied college are aware of sanitary napkins
whereas only 18.4% illiterate women are aware.
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Only 27% of the respondents are users of sanitary napkin, including 20%
exclusive users and 7% users of both sanitary napkins and old cloths.

Among users 37% are between the age group of 16-25 yrs. i.e. out of the
total users 97% are between age group of 16 to 25YTrs.
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only 5.3%illiterate women are using napkins, 22% of those who studied up to
school and 59% of college going women are using sanitary napkin.

51.3% students, 18% working women and 14% housewives are using the
sanitary napkin.

No significant inferences out of household monthly incomes on factors like
knowledgelevels, usage of sanitary napkin and price affordability.

56% of beneficiaries’ need 8pads, 35% needs between 8 to 12 pads and 9 %
needs more than 12 pads per month.

Only 29% of the respondents wrap the napkins/cloths before disposing, 34%
dispose them just like that and 37% of respondents dispose them in the pits.

Only 7% of the respondents using cloths are washing them with detergent
and the rest 93% don’t wash.

Preferred brands & Affordability:

77% of the users are buying sanitary napkins from Vizag city, though the
product isavailablelocally in 2 shops. They are comfortable buying at the city
and accessible as they come for college to City every day. Only 23% are
buying from thelocal shopsand shopsat Bhimili (6Km)

80% of the users started using napkins on their own and 97% select specific
brand of on their own choice and no influence of others.

50% of users preferring whisper, 44% preferring stay free and only 6%
preferring kotex. Again choice of brandsindicates theinfluence of mediaand
brand appeal aswe know the kotex is poorly promoted in the media.

85% of the users prefer price range between Rs. 20 to 39,15% between Rs.
30 to 40 and 3% above Rs.50.

Willingness to use:

Among 73% non users responses regarding reason for not using are like;
36% lack of awareness, 22% financia problems, 20% no practicein thefamily,
6% shy to buy and use, 6% not availablein the village, 4% mother advised to
use cloths and 4% comfortable using cloths.

Only 59% responded positively to use sanitary napkinif provided quality napkins
for cheaper price

41% not ready to use napkins. Again 52% of those responded negatively to
use napkins said there is no practice in their family, 19% don’t like napkins
and believe napkins are ineffective, 8% cloths are comfortable and easily
available, 6% they use only branded napkins, 4% don’t use undergarments,
4% financial problems, 2% buy from city
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79% of respondents are using undergarments. 92% of users are between 16
to 25 yrs. age group.

35% women experienced white discharge, 32% abdomen pain, 27% no
infections, 6% itching at genitals, 1% ulcers.

PRICING:
Pricelist of Sanitary napkin brandsavailablein themarket

Bramil Mk — 8 fails ol in Kispecs

1 W hisper chokce
Wings 26.00
Ulirn Clean, 1000 g=d cnysinls Wings 45, 0
Choies nltve with 2 free Whisper Ulita pacs wings 3k
Chodes regular 20,00
2 StasTree Secire cotlon soll
Repides willh wings 20.00
Extra large 26.00
Secire Drv 18 anti lesk channels 24.00
3 Kotex Soft
Emocth with genile wings 24.00
Sofl & sl Lesk guard regalar 18,00

AVAILABLE BRANDS FRICE RANGES

70
GO
50
40
0
20
10

FX& Whisper Stay free Kotax

B 5tarting Price @ Max. Price
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From the above picture we understand that proposed product priceis almost same as
the branded products available in the marker.

When the price is not highly competitive for a local brand it has to satisfy the
following conditions to get reasonable market.

i) Distantly high quality compared to the available brands or
ii) Should target isolated community who have no access to other brands
Local Market Assessment:

Conduct comprehensive sanitary napkin market assessment at petty shops
and provisions stores on the beach road from Bhimili to Rushikonda covering 4
grampanchayats. Team has covered 56 shopsincluding 31 petty shopsand 25 provision
shops.

Only 2 shops, one petty shop and 1 provision store are selling sanitary napkins
i.e. 4%. Both these shops together self 16 napkinsin amonth. They are selling only
Whisper and Stayfree brands. Price range is between Rs. 20 to 30.

Majority buy from the city and Bhimili whereas only 4% buy from the local
shops. This may be because of two reasons like; women are shy to buy from known
retailers, majority students buy in the city when they go for college.

USERS V& BEUYING PLACE

" 27% rural
WARREH MEERE
Sandary
] napkiny. it

from local
Liyem. Local Buyery .'Iaﬁr.l,ﬁl.‘r

Retailers opined that nobody buys regularly, but only at the time of emergency they
get sales. Due to the unpredictable sales they don’t maintain the stock.

Note: Market isopen for any new brand, but should providegreat brand appeal
for the new local brand. (IEC and advertisement)

PRODUCT FEEDBACK REPORT:

Few volunteersfrom thevillage and urban project have provided their feedback
onthelocally produced sanitary napkinsusing Jaysree Industries Machinery by DRDA,
Srikakulum Following are the responses collected from 7 volunteers.
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Comfort inwearing, moving, working long hours, during journeysetc.
Absorption capacity

General comments on quality of product

Price affordability

Feedback:

a M v NP

6.

Napkins are very thick and hard making uncomfortable whilewalking
Becoming wet in no time

Fluids passing through to other side spoiling theinner garments.
Onceit takes somefluidsits becoming heavy and discomfort

Not firmly sticking to theinner garments, folding, feeling of dropping down
and discomfort

Materials very delicate and cheap, turning into pieces after some time.

Overall comments;

Very poor quality
Not at al comfortable
Not appropriate for longer time and journeys

Due to the quality dissatisfaction no feedback on price was pointed by the
volunteers

Note: Unfortunately there are no positive comments given by the volunteers
on this product. This is one important area to improve as quality is key for
success.

Findings/conclusions:

80% of rural women are not using sanitary napkin.

Lack of knowledge about the availability and advantages of sanitary napkins
largely prevailsamong the rural women.

Media is effective in creating awareness. Mothers and friends play limited
rolein promoting menstrual hygiene or sanitary napkin usage practices.

Young women between 16 to 25 yrs, students and women studied up to collage
aremorein favor of using sanitary napkins.

Using sanitary napkin and brand selection are purely self-directed.
Majority of those using old cloths are not properly cleaning them and genital
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infectionsprevails.

About the buying practices, majority buy from the city dueto shyness, students
buy from city when they go for college.

Most of the cases using sanitary napkin or choosing particular brandispurely
self driven behavior

Majority prefer price range between Rs. 20 to30

Good number of rural women is willing to use sanitary napkin if provided
quality product at affordable prices.

52% Women who are not willing to useif quality napkinsmade available have
not mentioned substantial reason for unwillingness except thereisno practice
inthefamily. Very small % have negative opinion on usage of sanitary napkin
and financial problems

No concern over practice of wearing undergarments as majority women are
responded positive

Recommendations;

Lack of knowledge and unawareness is the main reason for poor usage of
sanitary napkin among the rural women. More the awareness more the
practice, hence effective promotional campaignwill yield good results.

Right knowledge, increased availability and price affordability will increase
the use of napkins

Young educated women between 16 to 25 yrs. are easy to approach and
promote usage.

Quality product at affordable/competitive pricewill surely increase the users.

Campaign focus on cancer/genital infections due to poor menstrual hygiene
will work.

Rural women are positive to use napkins provided quality, comfortable napkins
are made available at cheaper rates.
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