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BACKGROUND KEY FINDINGS

Sustainable menstruation refers to the practice of using menstrual hygiene products which benefit the SURVEY RANDOMIZED CONTROLLED TRIAL

user's health, social and economic wellbeing, and minimizes negative environmental impacts.

§us’roinqb|e menstruation in Canada is impeded by the popularity of and partiality to disposable products PRODUCT PREFERENCES . Participants in the *Private Benefits' freatment group reported the highest
like sanitary pads and tampons. «  92% of participants reported using disposable menstrual products average WITP for a DivaCup

Each year, it is estimated that 20 bilion sanitary pads, tampons, and applicators are sent to North o 19% reported using reusable menstrual products (6% reusable products only, 13% use of o N .
American landfills, and each menstruating individual is estimated to produce between 125-150 kilograms reusable products in combination with disposable products). « Only 17% of study participants were willing to pay the actual market price
of disposable menstrual waste in their lifetime!. There are several reasons women may choose to use «  59% of parficipants use only non-insertable products (pads, menstrual underwear) for a Diva Cup ($40).

certain mens’rrgol products over others, including, but not limited to cosT, Ievgl of familiarity, convenience, EDUCATION ON MENSTRUAL HY.GIENE P.RODUCTS | - L R Eivena Beneie’ ardl tEavierimnantel Beraiie® frasiraans wiers
recommendation by others, cultural norms, health concerns, and eco-friendliness, e The main sogr;e of educq’non received on men.s’rruol products varies among individuals found to produce a significant response in participants’ WTP a positive
The DivaCup is a durable, reusable menstrual cup which lasts its three years or more, providing its user with * Overdll, participants received the most education on mensirual products from peers, ana price (>$0) for a DivaCup, but not in their overall WTP for a DivaCup.
long-term cost savings (an estimated $4,000 lifetime savings)2, reduced menstrual waste (Table 1), and fhe least amount of education on mensirual products via seli-directed research (Figure 1). o , , ,
benefits for their health and everyday conveniences. This study explored the impacts of a sustainability MOTIVATIONS FOR CHOICE IN MENSTRUAL HYGIENE PRODUCT ) Ind|\{|dpols v use !nserfablg I Ie] hyglepe’ products, who received
information campaign on demand for the DivaCup menstrual cup among students at the University of » The overall most important factor in participants’ choice of product was cost and the ‘Private Benetits” and Environmental Benetits’ information freatments
Toronto. Understanding consumers’ motivations and influencing factors associated with choice in recommendation of the product by others. The least important factor is the convenience or | Were 28 percentage poinfs and 25 percentage points more likely to pay
menstrual hygiene products, and the barriers to adoption for sustainable products such as menstrual cups the product’s ease of use, or the accessibility of the product. a positive amount for a menstrual cup than parficipants who received
will offer an understanding on how to promote more sustainable menstrual hygiene habits. COST OR SUSTAINABILITY: WHAT IS MORE IMPORTANT? the Control freatment, respectively (p=0.015 and p=0.039).

« The cost of products was ranked as more important than its sustainability benefits (Figure 2).
KNOWLEDGE OF THE MENSTRUAL CUP

R ES EA R C H Q U EST| O N  The overdll study population reported a moderate level of awareness of the menstrual cup $20
prior fo the study (knowledge of its purpose, but no knowledge of its sustainability benefits). $15.77
What effect does providing information about the private or environmental benefits of «  23% of participants had never heard of a menstrual cup prior to the study. ol $15 142 $13.10
menstrual cups have on women'’s willingness-to-pay for the Diva Cup? * Women who had heard of the mensirual cup prior to the study reported learning about > $10 | Figure 3. Average overall wilingness to pay
them from the mediq, the intfernet, or from peers. Less than 15% of parficipants had heard § for a DivaCup per treatment group.
ADDITIONAL SUPPORTING QUESTIONS: of the menstrual cup from healthcare providers, school, or their parents. 2l 35
 What types of women are likely to use the Diva Cup?
« Do women place different economic values on the Diva Cup depending on the types of information ¥ c . .
. ontrol Private Environmental
they receive about the producte Least Importance of Education Source gt Treatment
What are the main factors that influence women's choice of menstrual hygiene productse 0 | 5 3 4 5 6
What are the most effective communication channels for educating women about menstrual hygiene Peer  E— ———— 'guiigmbimy
pI’OdU.CTSQ . . Nelglelely___________________________ "+ m Cost < m Non-Insertable Products Only  mInsertable Products
 Whatis the current level of awareness and take-up of menstrual cup amongst this demographic? | Parents Sustainability Figure 4. Average overall willingness-to- 525
Media/AdVeriSemMents  E—— Cost = pay for a DivaCup for women $22.19
Hegl’rhccrehPlro;/lder: o Sustainability separated info two strata based on 620 $18.85
esearCh/INternet |  — e — SUrvVey responses: -l) Women who use %
R ES EA R C H O BJ E CT | V ES only non-insertable menstrual hygiene ol $15 $11.84
m Average Rank mMode products (i.e. sanitary pads, menstrual o $11.33  911.83
underwear), and 2) Women who use g $10 >8.82
: : : . L : : . . " ertabl el hvg duct
This reseorc.h aims to |den’r|fy. .’rhe motivations for chom:g n .mens’rruql hygiene .produc’r among this Figure 1. Average overall ranking (and mode ranking) of the  Figure 2. Parficipants ranking of the I(?Seer’rgmFe)OTWSenr;reUn(zTruéglngS Fr)TI’](;nLSJT(;USm .
dgmogrophm:, and whether raising awareness of the sus’r.a{nobnﬁry benefits of the Dl\{oCup compared to importance of sources of education received by participants on importance of sustainability/waste and sboﬁge) ' '
disposable products such as sanitary pads and tampons will influence consumer behavior. menstrual hygiene products, from greatest amount of education  cost in their everyday purchasing decisions ’ $-
. o . . . o . . . | . received from a source (1) fo least amount of education  from not important (1) fo very important Control Private Environmental
The main objective for this research is to provide insight info the impacts of sustainability education or received from a source (6). (5). Treatment

information campaigns, and the susceptibility of this demographic to this type of information for necessity

METHODOLOGY DISCUSSION RECOMMENDATIONS

goods like menstrual hygiene products.

This research used a mixed-method approach including 1) A survey, and 2) A randomized control trial There are numerous influencing factors which play a role in women's choice of In order to improve awareness and adoption of sustainable
experiment using an adapted version of the Becker-Degroot-Marschak method*. menstrual hygiene products. Two of the key influences found in this study are the menstruation:
1) The survey collected information on the participant’'s motivations, perceptions, experiences, and education women receive on the product, and its cost. 1) FORMALIZE SUSTAINABILITY EDUCATION IN SCHOOLS, including
consumer behavior related to menstrual hygiene products, including: Education campaigns focusing on sustainability can be effective tools to influence considerations of sexual health and menstrual hygiene
* Preferred choice of product, sources of edupo’rion received on products, importance of cost vs. consumers to consider purchasing a menstrual cup at all (pay more than $0). management.
sustainability In purchasing decisions, and previous knowledge or awareness of the mensirual cup. Women who dlready use insertable menstrual hygiene products are also more likely 2) SUBSIDIZE SUSTAINABLE MENSTRUAL HYGIENE PRODUCTS such as
2) The randomized controlled trial experiment first provided participants with one of three possible to consider purchasing a DivaCup and respond more significantly in their WTP when menstrual cups by provincial or federal governments (Table 1).
sustainability information freatments: o | | made aware of its socioeconomic (private) sustainability benefits than its 3) UTILIZE INFORMATION CAMPAIGNS and advertising of
« Control (no information provided on the sustainability benefits of the DivaCup) environmental benefits, although both elicited a positive response. socioeconomic (and environmental) sustainability benefits of

* Private Benefits (information provided on the socio-economic benefits of the DivaCup such as cost-
savings and convenience)

« Environmental Benefits (information provided on the DivaCup such as waste reductions and reduced Table 1. Comparison of annual waste quantities and associated costs of disposable sanitary them to improve awareness and increase demand.
resource demands) pads and menstrual cups (based on the average number of women of menstruating age in

menstrual products like menstrual cups by companies who produce

. . . R .. e ADML (2020). Sanitary Napkin. https://www.adroitmolecules.com/sanitary-napkin.html
In order to achieve adoption of menstrual cups by 74% of Canadian women (individuals who were willing to pay

$15-40 for a DivaCup) the government would need to allocate around $11.7 million CAD per year to subsidize this
product (assuming this study’s findings are consistent across the Canadian female population).

REI (2020). Diva Cup Specs. https://www.rei.com/product/779113/diva-divacup-model-1
Howard, C., Rose, C.L., Trouton, K., Stamm, H., Marentette, D., Kirkpatrick, N., Karalic, S., Fernandez, R., & Paget, J. (2011). FLOW (Finding lasting options
for women): multicenter randomized controlled trial comparing tampons and menstrual cups. Canadian Family Physician 57(6), 208-215
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Participants were then asked to choose between receiving a DivaCup or an Amazon Gift Card (in Canada and City of Toronto waste management costs)>. REFERENCES
incrementally increasing vqlues frqm $5 up to the market price for the Divo(?u.p) until they chose the gift Waste Produced Waste Management Cost 1. Lunapads (2016, December 19]. 10 Reasons 0 support Lunapacs hfosJoariodcisle com/blogsalsupport-napads
card (indicating their maximum willingness-to-pay for the DivaCup). The participant then drew a random (fonnes/year) 789 ($/year) et sty b A AP MO
. . H 3.  Silverman, C. A. (2015). Menstrual Management: Cameroon and Kenya. Monroe Freshman Research.
value from a bag. If the value drawn was lower than their greatest WTP for the Diva Cup, they received a hitp://freshmanmonroe.blogs.wm.edu/files/2014/08/Menstrual-Management-pat
DivaCup, and if the value drawn was greater than their WTP for the DivaCup, they received an Amazon gift SANITARY PADS 22,570.5 $5,439,490.50 b Res o ora 101002 0 3000050 - Measuing Tty by @ Sngle-response sequential meinod. Behavioral Science:
CCII’d Con.l.Olnln .l.he drawn VCI|Ue 5. City ?f&J\Z?anro.r(Qr?lé.).Wv?s’r_e Mnoncrj]gemen’r Services 2016 P?rformonci Mec&s}urﬂemen’[?:d_Benchrno;king Report. City of Toronto.
g MENSTRUAL CUPS 909 $2] ,907 6. Q’;rcz?iss’r/ic/:s COI’\TC?d?J EO(]:?,/NSVZ%QZT2/9U)F.D?dgud;éfi%]nS{r?AgZ%%gg?(i?/\r/\eiuI?sgfforr?’rk?eoééIjs gér/?\si)sl.aﬁ’rfr)pi://wwwl50.5To’rcon.gc.co/n1/doily—
Dq-l-q Anqusis quotidien/171129/dq171129a-eng.htm
7.
8.
9.

Linear regression analysis was used to explain the relationship between the information intervention
treatments given to participants and their subsequent 1) Overall WITP for the Diva Cup, and 2) WITP @
positive price (>$0) for a DivaCup, while conftrolling for potential confounding independent variables such
as age and previous use or knowledge of the mensfrual cup. 2 ccitute for Miassegment & Tunevasion
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