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EMPOWERING WOMEN AND GIRLS THROUGH DESIGN
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WE ARE BE GIRL.

WE ARE VISIONARIES AND DOERS FOR
WOMANKIND WHO ARE FIERCELY
COMMITTED TO GENDER EQUALITY AND
UPLIFTING THE POWER OF CHOICE,
CONFIDENCE, AND COURAGE.



Source: Euromonitor 2016 - Sanitary Protection: Evolving Category In The Changing World Of

Womanhood

PERIODS MATTER

OVER 600 MILLION WOMEN AND GIRLS AROUND THE GLOBE
LACK THE MEANS TO MANAGE AND UNDERSTAND THEIR MENSTRUAL CYCLE,
PRODUCING CASCADING EFFECTS IN THEIR LIVES.
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THE CHALLENGE IN MOZAMBIQUE

In 2018, Be Girl launched an initiative in Mozambique to revolutionize menstrual
health. In the process, Be Girl launched a massive education campaign reaching
more than 13,000 girls and 1,000 boys across 30 schools and collected data with

over 6,000 girls and boys.

95% (81%

LIMITED MOBILITY LITTLE OR NO KNOWLEDGE
DURING MENTRUATION OF MENSTRUATION
55% of girls say they have limited mobility 81% of girls who have reached
and usually stay home when they are menarche (their first period)
menstruating. reported to have little or no

knowledge of menstruation prior
to that experience.

Source: Be Girl 2018 pre-/post-workshop surveys in Mozambique with over 6,000 girls and boys.

38%

WITNESSED TEASING OF
MENSTRUATING GIRLS

38% of boys report having
seen a girl get teased because

she had her period.

46%

DIFFICULT ACCESS TO
WATER

46% of girls said they had
difficulties accessing water,
which makes it even more
challenging to take care of their
periods

70%

LACK OF PROPER
SPACES

Access to private spaces is limited
in schools and about 7 out of 10
girls are not comfortable
changing their menstrual
products at the school



Solving the menstrual health challenge is a matter of

supply and demand.



ving the menstrual health challenge is a matter of

ply




SUPPLY-SIDE CHALLENGES A MARKET FAILURE

Over

270 BILLION UNITS
of feminine care products are sold globally every year. 120 BILLION UNITS

Yet, every year there are

480,000 Need
S
/ for which there is demand, but due to barriers
/’/ to access never reach those who need them.
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Source: Euromonitor 2016 - Sanitary Protection: Evolving Category In The Changing World Of Womanhood




BE GIRL'S SUPPLY-SIDE SOLUTION:

PATENTED UNIVERSAL POCKET TECHNOLOGY IN 2 PREMIUM, SUSTAINABLE PRODUCTS

PeriodPanty™ FlexiPad™

EASY TO WASH
QUICK TO DRY

L4
tea
LASTS
2+ YEARS
..
2-in-1 T
panty + pad «4
100%

LEAKPROOF -



BE GIRL'S SUPPLY-SIDE SOLUTION:

PERIODPANTY™ & FLEXIPAD™ IMPACT

"It's given me the confidence to participate in sports and other
activities, increased my self-esteem, and helped me not skip school.
With the Be Girl pad, | can go anywhere | want without any shame or

fear”

(o)
40% 81% 90%
decrease in school decrease in reported an
leakages

absenteeism improvement from
previously-used

disposable products

Source: Be Girl 2015 surveys with 205 girls in urban and rural areas in Ethiopia



Solving the menstrual health challenge is a matter of

demand.



DEMAND-SIDE CHALLENGES

Girls are not seeking out resources for proper
menstrual health due to
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LACK OF
EDUCATION TABOOS

8 1(y of girls had little to no knowledge about menstruation at
0 the time of their first period

6O(y of girls feel somewhat or very uncomfortable talking
(0] about menstruation




BE GIRL'S DEMA - SMARTCYCLE®




BE GIRL'S DEMAND-SIDE SOLUTION:

SMARTCYCLE® MENSTRUAL EDUCATION FOR BOTH GIRLS AND BOYS

Boys who believe it’s NOT normal to interact with a girl
when she is on her period:

BEFORE

The SmartCycle® workshop

19%

AFTER
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Source: Be Girl 20 ( boys and 5,400 adolescent girls
:



BE GIRL'S DEMAND-SIDE SOLUTION:

PERIOD-POSITIVE MARKETING

\[/

Fighting stigma means engaging the public — and especially young people — in a conversation.

Be Girl delivers communication campaigns in collaboration with national influencers who break the silence around
menstruation and redefine periods as something normal and even positive.

Instagram-famous Filippa Mondlane
partnered with Be Girl on an ad

campaign showing that your period
doesn’t have to stand in the way of V O teu pericdo
living life.
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An effective menstrual health and hygiene approach requires a

holistic strategy.



PRODUCT & SERVICE OFFERINGS

AGE-APPROPRIATE MENSTRUAL MONITORING AND DATA
EDUCATION TRAINING-OF- COLLECTION SUPPORT WITH
TRAINERS PRODUCTION OF INSIGHTS REPORT



BE GIRL'S MH APPROACH OUTCOMES IMPACT

GOODHEALTH NUALITY GENDER
ANDWELLBEISE EDUCATION (aUALITY
High-quality, | »| Girls have improved mobility. .
sustainable products | v |!ﬂ l
~~~~~~ ‘ . .
Girls have improved
-V :
,,,,,, confidence. . .
———————— P Girls can more equitably access and
Education for girlsand | " fully participate in opportunities (e.g.,
boys ST e Girls have improved education and skills building, social
N S > reproductive health capital opportunities, and health
knowledge. services) — leading to improved health,
social, and education outcomes.
Period-positive “a .
oo s el Girls face decreased
Igsht [ . .. .
marketing to fig —--®» gender-based discrimination
stigma due to menstruation.
SUPPORTING EVIDENCE
Secondary Data: A holistic approach to MH is needed Be Girl Primary Data: Girls who received Be Girl’s period
that combines sustainable, high-quality products, products experienced a 30%+ reduction in school
education for both girls and boys, and initiatives to fight absenteeism. Girls and boys who participated in Be
stigma to achieve sustainable results (see 2012 study in Girl’s SmartCycle® education workshops experienced an
Ghana, 2015 study in India, 2016 study in Uganda, 2018 increase in knowledge up to six-fold and an increase in

study in Kenya, and 2018 study in Uganda). positive attitudes about menstruation.



https://journals.plos.org/plosone/article?id=10.1371/journal.pone.0048274
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4488331/
http://www.ungei.org/GEC_Thematic_discussion_papers.pdf
https://www.sciencedirect.com/science/article/pii/S0016718514001638
https://www.ncbi.nlm.nih.gov/pubmed/29298699

“With Be Girl panties | can
feel free to leave my house
on my period.”

— 18-year-old girl in Maputo,
Mozambique (2018)
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WWW.BEGIRL.ORG | HELLO@BEGIRL.ORG | FACEBOOK/INSTAGRAM - @BEGIRLORG



