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1. About NABARD & NABFOUNDATION
National Bank for Agriculture and Rural Development (NABARD) is an apex development
finance institution fully owned by the Government of India. The bank has been accredited with
all matters concerning policy, planning, and operations in the field of credit for agriculture and
other economic activities in rural areas in India. NABARD was established with a mandate to
uplift rural India by facilitating credit flow in agriculture, cottage and village industries,
handicrafts, and small-scale industries. It is also required to support the non-farm sector while
promoting other economic activities in rural areas.
NABFOUNDATION is a not-for-profit, wholly owned subsidiary and an in-house extension of
NABARD, which takes up scalable development projects of interest to NABARD and rural India.
NABFOUNDATION implements NABARD’s development initiatives in rural areas.
NABFOUNDATION draws its strength and experience from the thousands of development
projects grounded by NABARD in multiple domains in association with a vast array of
development partners like Central and State governments, civil society organizations, banks,
multilaterals, bilaterals, agriculture universities and a host of other channel partners.

2. Background
Use of hygienic methods of menstrual protection is important for women’s health. Several
research studies have shown that poor menstrual hygiene among women is related to
Reproductive Tract Infections (RTIs) and cervical cancers. The use of rags and old clothes is
predominant in rural areas of India leading to an increase in the chances of RTIs. As per the
National Family and Health Survey (NFHS) (2015-16) about 62% young women (age between
15-24) in the country still use cloth for the menstrual protection (NFHS, 2017)1. Impact of poor
menstrual hygiene is huge where nearly 60,000 cases of cervical cancer deaths are reported
every year from India, two-third of which are due to poor menstrual hygiene. Further, 23 million
girls drop out of school soon after they start menstruating and many of them end up facing
acute health problems2. Menstruation is still a taboo subject and lack of awareness and
unavailability of affordable sanitary napkins is a primary reason for not practicing hygienic
menstrual methods among women in rural India. It is therefore of paramount importance that
health and development programmes focus upon facilitation and improvement of menstrual
health of women in India.
NABFOUNDATION with its mandate to implement sustainable rural development projects
designed the ‘My Pad | My Right’ project to improve menstrual health among rural women
while enhancing sustainable livelihoods options for SHG women in India. The project is being
fully funded by NABARD.

3. About the programme: ‘My Pad | My Right’
‘My Pad | My Right’ project aims at providing a sustainable livelihood opportunity to over
14,700 rural women SHG members in over 3,000 villages across India.

http://rchiips.org/nfhs/nfhs-4Reports/India.pdf
https://swachhindia.ndtv.com/23-million-women-drop-out-of-school-every-year-when-theystart-menstruating-in-india-17838/
1
2
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Table 1: ‘My PAD | MY RIGHT’ objectives

Objectives of the programme
● Provide a sustainable source of livelihood to rural women of Self-Help Groups (SHG)
in the off-farm sector
● Foster menstrual hygiene among rural women
● Nurture entrepreneurship among rural women
● Improve access to financial resources for rural women
● Promote financial independence for rural women
● Strengthen the institutional capacity of the SHGs
● Enhance capacity and agency of rural women in decision making
● Ensure access to affordable menstrual protection for rural women by rural women
● Increase awareness in the community on menstrual health and hygiene
● Encourage sustainable menstrual waste management practices
It was envisaged that through the programme women will earn a living while also taking care
of menstrual hygiene - for self and other community women. This is currently a key missing link
in the lives of rural women. The program also aims to enable rural women to access pads in a
safe, accessible, affordable, and familiar environment. This is done leveraging their own
network of women in the villages. The commercial pads are unaffordable to most of the rural
women and the pads that are available locally are not of adequate quality. This project
intends to address these challenges comprehensively. It presents a unique self-sustaining
enterprise model for rural women around women hygiene and has been designed keeping in
view the basic objectives as enshrined within the livelihood and enterprise development
programme guidelines of NABARD.
NABFOUNDATION undertook this project in a collaborative mode with funding support from
Micro Credit Innovations Department (MCID), NABARD to promote livelihoods among rural
women members of SHGs in the off-farm sector. The project was supported by Jayaashree
Industries to provide the affordable pad-making machines to the SHGs.
The following diagram depicts the primary components of the programme:

Figure 1: Components of ‘My Pad | My Right’
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This project is planned to be implemented in two phases:
•
Phase I - The project was implemented in 34 districts across the country. One SHG was
selected in each district for implementing the programme with support of an NGO
•
Phase 2 - It will be scaled to all 739 districts across 29 states and 7 union territories in
India

4. Objectives of the study
NABFOUNDATION proposed a study to understand the learnings, challenges and bottlenecks
that were experienced in Phase 1 of the project implementation. This will feed into the design
and implementation of Phase 2. The study aims to address following specific questions:
●
●
●
●

What is the impact of Phase I on the SHGs as a unit and an enterprise, its members as
individual entrepreneurs and women who are the beneficiaries?
What are the challenges related to procurement of raw materials, expenses, and
sales?
What are the experiences and lessons learned from the production and businessrelated aspects?
What are the opportunities for improvements?

SocioVen is a development consulting firm, with the mission to support for-impact organizations
to accelerate impact. SocioVen works with organizations to support them to increase
effectiveness, deepen impact, and promote sustainability of various development
programmes. We leverage our expansive expertise across disciplines to create the firm's core
capabilities to include strategy development, monitoring and evaluation, fundraising,
organizational development, program design, organizational development, and knowledge
management.
SocioVen was selected by NABFOUNDATION for an independent assessment of the
programme across six locations in the country. Details of the locations are mentioned in
subsequent sections.
The methodology, findings and recommendations are presented in subsequent sections.

5. Methodology adopted
The outcome of the program was targeted towards the livelihood of the SHG members and
the menstrual hygiene of the women. Therefore, the study was conducted primarily with the
SHGs engaged in pad making. For conducting the study, a non-experimental mixed-methods
design was used.
A non-experimental design includes study of only the treatment group i.e., the group that has
received the services or benefits of the services directly or indirectly. No control or comparison
group is selected for the SHG. Control group in this project would include other SHGs who have
not been engaged in pad making. Due to this, attribution of the outcomes at the SHG level
cannot be done completely and directly to the programme activities.
The following stakeholders were interviewed for the study:
• SHG as a unit - SHGs as an enterprise that was engaged in pad making was
interviewed using quantitative and qualitative methods.
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•

•

•

SHG members as individual entrepreneur – All SHG members were interviewed using
quantitative tools. A sub-sample of these members were interviewed using
qualitative methods.
Members from other SHGs - Further, a comparison group was selected from members
of other SHGs who were not engaged in pad making to understand the impact on
income change from the programme on women
Beneficiaries - Community women who were not members of the SHG and were
current or potential users of the pads were interviewed to understand their
perception and understanding of menstrual hygiene and the pads.

The main areas of research were:

Figure 2: Areas of research

6. Sample selection
The following districts were selected from each zone for the study:
Table 2: List of sampled districts

Zone

State

District

SHG Name

North

Uttar Pradesh

Amethi

South

Kerala

Alappuzha

Maan Samman
SHG
Oruma SHG

East

Odisha

Sambalpur

West

Maharashtra

Jalgaon

Central

Chhattisgarh

Rajnandgaon

NorthEast

West Jaintia
Hills

Meghalaya

Shiva Shakti
SHG
Zashichi Rani
Mahila Bachat
Group
Godavari SHG

Sampled states
Sample districts

Lachanlang
SHG
Figure 3: Sampled states and districts
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Owing to the continuous lockdown in Meghalaya, data collection was done directly by the
NABARD team. This helped in reaching the SHG members directly to assess the impact of the
programme. However, due to the strict lockdown in Meghalaya, all women SHG members and
the corresponding control group women were not interviewed.
The table below summarizes the sample for each target group and the topics that were
studied for each:
Table 3: Sample size and research areas

S.
No.

Respondent

Sample size

Research areas

1

SHG as a unit

Quantitative
sample
6

Qualitative
sample
6

2

Women
Entrepreneurs
as individual
members

80

36

3

Beneficiaries

31

4

Local
implementing
NGO

6

Impact of setting up the operations,
increase in knowledge of business,
challenges faced, support needed
Impact of setting up the operations,
increase in knowledge of business,
challenges faced, support needed. 80
included 56 members who were engaged
in pad making. The rest were not involved in
the enterprise. 6 women were selected in
each SHG for qualitative discussion.
Knowledge and usage of Menstrual
hygiene and its products, feedback on the
pads manufactured
Process of implementation, challenges
faced, impact as envisaged by the NGO
teams

For the quantitative part of the data collection, the tool was designed on Computer Assisted
Personal Interface (CAPI). It was administered through in-person group interviews with the SHG
and in-person one on one interviews with the SHG members.

Figure 4: CAPI Tool

All the questions were facilitated by the field investigators. The discussions were focussed on
understanding the nuanced details of the programme, in-depth feedback, and possible
challenges.
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7. Findings
The sections below present the findings from the quantitative and qualitative interviews with
each of the stakeholders.

1.1. Profile of the interviewees
The SHG survey was done with 6 SHGs with an average of 13 members and a total of 80
members. From a sample of 56 members who were involved in pad making with the selected
SHGs, following were the key findings:
1. The average age of the SHG women involved in the operations was 39 years.
2. On an average, the number of members in an SHG household was reported to be 5.
3. The primary source of income for most of the members was running micro-businesses
like shops, vegetable carts and other similar businesses.
4. The average monthly income of the households was INR 14,970. This was the highest in
Kerala at an average of INR 25,333 per month and the lowest for Chhattisgarh with an
average of INR 7,250 per month
5. Average landholding among the SHG members was 1.24 acres. Thus, most of the
women were from marginal farming households3.

1.2. Process of pad manufacturing
The image below summarizes the process for manufacturing of the pads as is used by the SHGs:

Compressed cotton is put into
the de-fabrication unit

After a few seconds it is taken out
in a container

The de-fabrication unit and
container

Cotton after pressed in dye to
pad size

Core forming unit

After weighing the cotton, it is put
in the dye and is compressed

Sealing unit

Sealing with thin cotton layer

Sterilizing Unit

Figure 5: Process of pad making in the units

3

Marginal farmers are defined as the households with less than 2.5 Acres of land
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7.1. Trainings
7.1.1. Awareness campaigns:
The success of the project is directly associated to the awareness about menstrual hygiene
in the region. NABFOUNDATION has been supporting conduct of medical camps and
distribution of free sample pads, so as to encourage the use of pads among the women.

7.1.2. Business training on operations
Training on business operations was also given to
each of the SHGs by NABFOUNDATION and the
NGOs. This training included:
•
•
•
•
•

Sales and marketing techniques for the pads
Record keeping of raw materials and pads
inventory
Administrative matters
How to handle finances of the unit
Quality controls and checks

The impact of this training was evident from the
confidence of the SHGs in managing the Figure 6 SHG woman operating the
operations of the unit. All SHGs except in compressor unit
Jalgaon and Amethi reported to be confident
of managing the unit and the business. This was primarily due to the pandemic and lack
of sales of pads. Also, the NGOs have played a very important role in jointly running the
unit and building capacities of the SHGs. It was observed that SHGs were highly
dependent on the NGO officials for support in operations.

7.1.3. Technical training on pad-making:
A 2-day training was given to all SHG members involved in production of the sanitary pads.
The training included installation of machines and hands on sessions on pad making. In
the hands-on training sessions, SHG women were oriented on the following
•
•
•
•
•
•
•
•

Use of raw materials
Operating of the machine
Process of making the pad
Process of sealing the pad
UV machine operations for sterilisation of pads from germs
Maintenance of the machine and spare parts
Packaging and storage of products
Skills of the women were identified, and specific jobs were assigned based on it
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A post-production training was also organized. During this training, skills of the women were
identified, and specific jobs were assigned based on it.

100% SHGs have undergone training
on machinery and its usage

Number of SHGs reporting
satisfaction with the training
1

0
2

3
Very satisfied

Satisfied

Neutral

Dissatisfied

100% SHGs have reported a complete
understanding of the usage of the machinery

All the respondent SHG members expressed
that the training was useful and has helped
them understand all the details of operating
the machine. All the SHGs surveyed reported
having a fair understanding of the usage of
the machinery. Two SHGs, one each in
Kerala and Chhattisgarh reported that while
the training was comprehensive, it can be
more exhaustive and hands-on. The SHGs in
Maharashtra and Chhattisgarh reported
difficulty in understanding the training as the
resource person could not speak the
native/local language.

Very dissatisfied
Figure 7 Satisfaction with training

7.2. Production and supply chain
7.2.1. Operations
Each of the units currently operate in rented space. All the
units except in Kerala have two rooms, one for the core
operations and machinery and the other for storing the raw
materials. The main room is on an average 18*20 feet while
the storage room is around 8*10 feet. 100% of the SHGs have
reported satisfaction with the space available for the
operations.
During the period when there is no electricity connection, the
women resort to using an inverter/generator or performing Figure 8 SHG women weighing the
cotton
tasks like operating the manual tracing machine or weighing
work which do not require an electricity connection.
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50% of the SHGs
have reported
knowledge of
support on
machinery post the
training

66% of the SHGs
have reported being
confident of
operating the
business on their own

66% of the SHGs
have reported to be
using business data
like demand, sales,
forecasting for
decision making

83.33% of the SHGs
have reported
adequate HR
strength as needed
to operate

7.2.2. Resources and Labour
Staff or women availability to run the unit was also not found to be a challenge. On an
average, 6 women are required to run the unit smoothly. In Jalgaon, 8 people were required
for running the unit, while only 5 were available.
Some of the key findings with respect to HR planning are:
1. There is a clear division of work among each of the women. This was decided based
on the skill sets of women.
2. The major challenge in running the machineries was the need for manual labour. Even
though the machines were easy-to-use, the pressing machine because of manual
mode needed physical strength and hence could not be continuously run by a single
person
3. Most of the women work in shifts and change the roles to ensure equal division of work.
4. These are also systems to rotate work in shifts in 50% of the locations thus ensuring work
for more women of the SHG.
It is important to note that the unit in Meghalaya was initiated in February 2021. However, it has
been in lockdown since then and the SHG has not experienced the nuances of operating the
business.

7.2.3. Inventory and raw materials
Management of raw materials and inventory is a key management topic covered in the
business trainings. It was found that most of the SHGs have not been able to put the learnings
into practice due to the pandemic and the post pandemic challenges.

66% of the SHGs
reported to have
information on where
to purchase the raw
materials

33% of the SHGs have
received the order of raw
material on time.
Remaining 66% are not
aware of it
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Lack of awareness among the SHG members on key activities like timely arrival of raw material
or instances of raw material shortage is representative of the limited involvement of the SHG
women in the operations. As the programme is in the first phase, there was a lack of
understanding of supply chain operations among the SHG women.
As the first batch of pads were not distributed in Meghalaya, production was not initiated on
the second batch and hence no information was available on these indicators.
No challenges were reported in storage
of raw materials or inventory. Break-up
of the storage space for each has been
summarized in the image below:

Storage of Finished Goods and
Raw materials
Number of SHGs

The selected facilities in most cases
have ample space for storage of raw
materials
and
finished
products.
However, one of the units in Amethi
faced problems in storage due to the
dampness in the walls, because of
which the paper that is used in the pad
became soft.
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6

6

4

4
2

1

1

0
In a godown

In the same
facility

WIP and finished goods

NGO office

Raw materials

Figure 9 Facilities for storage of finished goods and raw
materials

7.2.4. Sales and marketing
The table below summarizes the production and sales data since inception of the unit in each
of the districts.
Table 4: Production and sales data for each unit

Sr No

District

Production
Quantity
Pads (No.)

of

Sale of Pads
(No.)

800

Free Samples
Pads (No.)

of

%
of
pads
sold

450

150

56%

1

Amethi

2

Alappuzha

1350

1209

400

90%

3

Sambalpur

4431

2372

400

54%

4

Jalgaon

8654

1715

716

20%

5

Rajnandgaon

8737

5394

200

61%

6

Meghalaya

500

0

0

0%
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As can be inferred from the table above, most of
the SHGs have understood the process of padmaking and have been able to produce in
adequate quantities.
Alappuzha, Kerala has been the most effective in
selling the pads. This is largely because of higher
awareness of menstrual hygiene and higher
proportion of people using pads and other
hygienic products. In terms of production of pads,
Jalgaon and Rajnandgaon units have been able
to produce the highest number of pads. The
women across units reported not being able to
generate expected profits but were happy due to
the usefulness of product. In the words of a SHG
member “All of us are proud about our enterprise
because we are producing sensible products.
Though we are not receiving any money currently
owing to less sales, using our product pads is an
achievement itself. Happy to use it and save Figure 10 SHG woman packaging the pads
money for this expenditure.”
However, there are certain challenges as shared by the SHG members on selling the pads. The
key highlights being:
1. There is a need for advertising the product in the media to increase awareness,
especially when compared to branded products. COVID-19 and the ensuing
restrictions were identified as a major challenge that prevented the SHG members from
promoting and reaching out to the rural women in person. The members of the SHG
from Kerala shared that “in the midst of the pandemic the market is dull and is difficult
to approach mass communities”. SHG from Chhattisgarh reported that they had to
convince sellers by explaining the process of pad making. In their opinion it would have
been easier to sell if there was enough awareness created on the product in the local
market through advertising.
2. The SHG in Maharashtra particularly mentioned that the sales have not been as high
as desired due to the high price of the product and the availability of other cheaper
products in the market.
3. The SHG in UP felt that the cost of the product is expensive and there is lack of publicity.
Along with this, they also mentioned that there was a lack of cooperation of other
government institutions.
4. SHG in West Jaintia Hills had similarly reported that pricing and attractive products from
commercial brands is a major competition for the current product.

7.2.5. Financial management
Training on managing finances in running the enterprise has been given by the
NABFOUNDATION, NABARD and the NGO.
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100% SHGs maintain a log book where they record all
inventory and financial transactions. It is generally done
by the secretary of the SHG except in the case of
Rajnandgaon where it is maintained by the NGO staff.

66% of the SHGs have reported not knowing if there has been any
cash flow through operations, specifically pertaining to purchase of
raw materials
This is largely because the initial tranche for purchase of the raw materials was through the
grant by NABARD directly. Because of COVID-19, there has been no need in any of the
locations for purchase of raw materials. However, currently as the sales have been limited,
cash flow has been impacted.

It is important to note that only 36% of the members have reported to
have received the money on time. Thus, there is a need to strengthen
the cash flows and ensure timely payments.

All the respondents expressed that they have some knowledge of finances and understood
the workings of an enterprise. The Maharashtra SHG expressed that they need additional
training on the following areas:
1. Financial management
2. Raw material procurement
3. Cost reduction for manufacturing pads
Except for the SHG in Amethi, no other SHG is currently planning for raising additional funds
from other sources. As explained earlier, COVID-19 has been a deterrent in sales of the
product. Till the sustainability of the model is not built and proven, confidence for venturing out
for additional funds might be
Demand estimation methods
limited. However, there is
confidence
among
the
members on being able to
Do not estimate demand
0
raise funds from other sources.
Discussions with shopkeepers

4

NGO partners do it

4

Discussions with customers

3

Own estimates

0
0

1

2

3

Number of SHGs
Figure 11 Demand estimation methods employed

4

5

Mechanisms are in place to
forecast demand as well. This
helps the units to plan purchase
of the raw materials, produce
in adequate quantities while
also
project
cash
flow
statements. Methods as shown
in the figure have been
reported to be used for
forecasting demand.
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There is dependence on the NGO partners to lead the process for estimation which is not
sustainable in the long run. Phase 2 should focus on building these capabilities among the SHG
members.
While 2 SHGs in West Jaintia Hills and Rajnandgaon do not know how the demand for the
product is, the SHG in Amethi and Sambalpur feel that the demand is low and needs to be
addressed immediately. There have been no instances of stock-out. This is partly owing to lesser
demand triggered by COVID-19. This has further exacerbated low awareness levels in most of
the states.

7.3. Buyer centricity
Most of the SHGs largely employ a
combination of B2C and B2B model
for sale of the pads. 50% of the SHGs
sell to the consumers directly. Apart
from this, the strategy of selling
through NGO staff and to other
retailers is used by all the SHGs.

Buyers of manufactured pads
Others

2

Wholesalers and distributors

1

Retailers

4

Trader

2

NGO staff sell the final product

2

Final consumer

4
0

1

2

3

Number of SHGs

4

5

There is a strong feedback
mechanism from both the buyers
and the consumers. The SHGs
members reported interacting with
the buyers as well as the end-users
of the product directly to get
feedback on the quality of the
product.

Figure 12 Buyers of manufactured pads

Feedback from the consumers has been on the design of the pad and some specifics include:
• Thicker and heavier as compared to
other products in the market
• Shorter length of the pad - for
example, a SHG member explained
that “women say that the size of the
pad is shorter than the market
products and due to lack of stitching
on the lower surface, it shrinks
fast”.The extra material on the sides
of the pad called wings that fold
over the edges is not there which
helps hold the pad in place and
prevent leaking. All the SHGs
expressed that no wing is the major
drawback of the product as it misses
capturing
a
bigger
market
particularly college students and
teenagers who are reluctant to use
the product because of no wing. An
Figure 13 SHG woman showing the pad produced
SHG explained “it would be better to
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•
•

make sanitary napkins that have wings. The thickness of the pad can also be
reduced”
Two SHGs also reported feedback on higher cost of the product being high as
compared to other alternatives available in the market.
All SHGs mentioned the product has good absorbing capacity, is soft and is allergy
free

Good
absorbance
capacity

Plastic and
chemicals free

Rashes and
allergy free

Soft material

Easy to
dispose as it is
biodegradable

Figure 14 : Product benefits as perceived by customer

7.4. Awareness and usage
7.4.1. Awareness
The respondents expressed that the awareness among rural women about pad usage and
specifically on the pads produced by the SHGs has been good. The SHG women take initiatives
to talk to women in the village and make them aware about their products. The SHG also use
in communicating to the rural women include:
1. The product is low cost and germs free
2. These pads have more absorbing capacity and can be used for a long time compared
to other branded products in the market
3. Quality of the process of making pads
In some instances, they also invite customers to visit their manufacturing unit thus making them
aware about the pad making process and assuring them of the quality. This appears to be an
important marketing strategy as it helps the SHGs in building trust among customers and should
be built upon in the second phase.
SHGs also conduct awareness programmes to promote their products. For example, an SHG
said that “women in urban locations are aware about the use of pads and the menstrual
hygiene. But in the tribal areas there is no awareness about the use of pads. We have
conducted awareness programs related to our product and use of pads in four different
villages. Women know that our product is unique as it is plastic free”
There has been a massive change among the SHG members as well regarding understanding
of menstrual hygiene. 96% of the SHG members have reported to have a better understanding

17

of menstrual hygiene post being involved in the pad making operations. The remaining 4% had
higher understanding prior to the implementation of the program and hence reported no
change.

7.4.2. Usage
Respondents from Chhattisgarh, Uttar Pradesh and Odisha reported that before the
implementation of the MPMR project, most of the women in their villages used cloth during
periods. But now due to the efforts of the SHG members, this is changing, and women are
becoming aware of the benefits of using pads. In words of an SHG member said that “earlier,
most of the women used cloth, the use of pad was very less, even some women of our group
used cloth instead of using pad”. Similarly, another SHG member explained that “50% cloth
users are now using pads through our SHG members' awareness. We are also moving village
to village through SHGs for awareness about our pads.”
Women from Kerala and Maharashtra reported that the usage of sanitary napkins has been
high, and no one is using clothes in their locality. All the women in the group were aware of
the use of these sanitary pads even before the project was initiated.
All the SHGs except the ones in Alappuzha and Rajnandgaon believe that there has been a
change among women using pads owing to the work of the SHGs. 96% of the interviewed
women believe their work has impacted in changing perception and usage patterns among
other women in the community.
Similar change is visible among the SHG members as well. 33% of SHG women were not using
pads before this programme was initiated. Currently, only 11% of them are not using pads.

7.5. Opportunities for SHGs, individual members and women beneficiaries
All the respondents expressed that this
economic activity has brought a positive
change in them individually and for SHG as an
organisation. Some highlights from qualitative
discussions are:
1. The activity has provided them an
opportunity to come out of their house
and participate in the group-based
activity to create awareness about
menstrual hygiene.
2. Being part of this has helped them
financially and to earn respect in their
community.
Figure 15 SHG woman operating the sanitizing unit
3. Undertaking this project has boosted
confidence among them in carrying out different activities of SHG.
4. This unit has empowered them to be able to learn to make the sanitary pad accessible
to the needy.
5. The SHG women have developed understanding of how to run and operate a business
and believe that they can start other enterprises as well. They expressed that going to
market on different platforms gave everyone the opportunity to talk about business.
The confidence of all the women in the group has also increased significantly.
Interaction with individual SHG members also revealed that in addition to making them
economically independent, ‘My Pad | My Right’ project has provided them with a lot of
opportunities and has given them recognition as a change maker. They have been able to
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sensitize women on the issues of menstrual hygiene. In the words of an SHG member “Being an
income generating member of the family is always a pride. The NGO is also providing
necessary support for up-skilling”.
For example, an SHG member said that “the family atmosphere has changed because of the
standard of living that was increased by joining the enterprise”.
Similarly, another member expressed that “the income from the enterprise is very much
important to me. Because the husband’s income is the major source of income and is very
much low because of the pandemic situation. So, the family expenditure could be managed
only if both the members are working”.
Average Reported
Income: Before the
project - INR 13,943

Average Reported
Income: After the
project - INR 15,038

The project has also helped the women increase their household incomes. This was significant
during COVID-19 as the income of the overall household income was hit badly due to the
lockdown. The average monthly income of the household for the women members engaged
in the unit has been summarized in the figure and table below. This does not include the
members of Meghalaya.

Table 5: District wise change in household monthly income – before and after the programme

Sr No

District

Monthly household
income before

Monthly household
income after

1

Alappuzha

25,333

25,894

2

Amethi

7,219

8.781

3

Rajnandgaon

7,250

9,583

4

Sambalpur

8,216

8,783

5

Jalgaon

5,000

5,000

82% of the women have reported to be able to use the increased income for their household
purposes. The increased income has been used in multiple ways, including:
1.
2.
3.
4.
5.
6.
7.
8.

Daily household expenditure
Saving money for future use
Celebrating festivals
Renting land for agriculture
Buying pump for irrigation
Buying cows
Other agricultural purposes
Start new businesses which will increase the household income further

Participation of women in the unit has social implications, especially in the rural settings. It is
difficult as women are responsible for all household chores. However, despite being part of the
unit, the women have been able to manage their time between the household and the unit.
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100% of the SHG women have said to be able to manage the time between home and the
unit.

98% of the women have
expressed their interest to
continue with the pad making
unit

69% want to continue in their
current roles

7.6. Perspectives from women beneficiary
Interaction with women beneficiaries revealed that they were aware of the work that the SHG
members were doing under ‘My Pad | My Right’ project, The women beneficiaries indicated
that a lot has changed after introduction of the project in their village/community.
Many women have been motivated to use sanitary pads instead of cloth. They mentioned
that the SHG has played an effective role in bringing this awareness in their village. A women
beneficiary for example expressed that “earlier a lot of women use cloth, today except some
women, all are using pads, this has become possible only because of the work of the SHGs,
SHG has made a lot of change in the community by making people aware of pads”. Similarly,
another beneficiary said that “about 99% of the women of the village now use this, like the
women who could not go to the market, now they are easily getting pads at home, women
call whenever they need in their house. The mother-in-law comes to the group to take pads
for their daughters and in-laws”.
Few women beneficiaries agreed that they were using clothes before the introduction of this
product and now all of them are using this product. Women in Rajnandgaon perceive the start
of this project in their village as very significant as their village is far away from the city and it
was very difficult to buy pads. Across locations the women beneficiaries reported that through
the SHG’s work, they got to know the benefits of using the pads and other general information
on cleanliness during menstruation. They expressed their interest to support the project by
spreading the word among their friends, relatives and neighbours.

7.7. Perspectives from NGO
According to NGOs this programme is important and has improved the confidence of SHG
members to work for a good cause while be capable of managing things independently. The
NGOs reported that the project has created an ownership among the women which has
contributed in creating positive impact. The activities have provided the SHG women with a
source of income as well. Since all the members involved in the process are women, hence it
was easy for them to reach out to rural women for creating awareness about menstrual
hygiene. The NGOs have also highlighted the need for support for sales and marketing of the
product.
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7.8. Role of NABARD, NABFOUNDATION, and NGO and further support
NABARD is the sole financier of the project across all the locations and provides financial
assistance for machinery, raw materials, packaging materials and other activities. Apart from
this, the NABARD team at the district level is also responsible for selection of the SHG and
providing business training to the SHG members in co-ordination with NABFOUNDATION.
Further, NABARD also supports the SHGs to avail of a rented space, proper machinery and the
needed raw materials.
NABFOUNDATION facilitates the process of purchase, training and handholding support. It also
provided all the necessary training and materials required for creating awareness.
NGO is the facilitator for the programme and has played a key role in supporting the SHG in
production, managing the inventory, sales etc. NGOs have been involved from the very start
right from location identification, SHG identification, organizing medical camps and training
facilitation.
All the respondents reported that they have been receiving adequate support from NABARD,
NABFOUNDATION, and NGO in setting up the operations. They expressed that NGO particularly
played an effective role in bringing them together and connecting to the programme. For
example, an SHG said that “The NGO contributed a lot in getting the machine, DDM sir from
NABARD used to solve any problem in the machine immediately and visit here personally.
Learnings provided through NABARD has helped us a lot.”
NGOs also have constantly given feedback to the SHGs on the operations and maintenance
of the machinery and the unit. This has helped SHGs to improve their performance. A SHG
member from Meghalaya said, “they were there from the very start- from training, installation,
translation of language barrier for us, giving us land and a room and storage, sometimes even
transportation and free food”. Further NGOs have played a key role in assisting SHGs to create
awareness on pads usage through village health camps and supported in exhibitions for
promoting business and products.

8. Discussions and Way forward
The project MPMR is based on the idea that the local production of sanitary napkins by SHGs
will generate local employment opportunities and ensure community participation while
promoting menstrual hygiene. In addition, it helps nurture entrepreneurship of rural women and
strengthen the institutional capacity of SHGs. The data from the study indicate that building
capacities of SHGs has been the core strength of the programme in promoting menstrual
hygiene practices while empowering them to become change makers in the community. The
data from this study provides strong evidence that SHGs and its women members have played
a key role in initiating the momentum and started to own the enterprise to bring together the
change.
To understand the learnings from Phase 1 implementation, we interacted with various
stakeholders involved in the project. Our interactions with the stakeholders provided us with in
depth insights of the implementation of the ‘My Pad | My Right’ programme. The stakeholders
also provided us with an understanding of the key barriers and facilitating factors for the
programme. Through our interactions we have compiled a set of learnings for the next phase
of implementation of the MPMR program. Below are the key takeaways:
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Figure 16 Key takeaways from the study

8.1. Governance
Since the operations are being run as a part of a social enterprise, it is necessary to develop a
model for robust governance that ensures sustainability of the enterprise. It was found that the
SHG members were highly dependent on the NGO staff for operation related decisions. While
it is essential for the NGOs to be involved in operations in the initial stages, there needs to be
mechanisms for direct control and information sharing with the SHG women as well. The NGO
should be directed to transfer the overall operations and other decision making to the SHG
members in a phased-out manner. This can be achieved by formation of implementation or
core committee with representation of the NGO team and the SHG members who would be
responsible for decision making. While ensuring information symmetry, it will also build
leadership among the SHGs thus creating a more sustainable model.

8.2. Leveraging networks
There can also be a plan to attain bulk orders with the help of government networks and with
the help from the health department. Collaborations with various CSR initiatives and
government schemes like NRLM, Asmita program etc. which are working with SHGs can be
explored. Under the National Health Misssion’s menstrual hygiene scheme as well, there is a
provision of providing sanitary pads to adolescent girls. With strategic partnerships with various
such government schemes, the MPMR program can attain large government orders which
can propel the enterprises to a different orbit.

8.3. Technology
The pad making units may also take the advantage of advancement in technology. There are
various software solutions available which can simplify and automate the financial
transactions and inventory management for the SHG units. Providing the SHGs with a solution
to manage their products and supply will be immensely helpful in the long run and this can
also provide interactive dashboards for monitoring.
Many SHG members also reported physical burden while operating the machines manually.
We can collaborate with agencies who can provide semiautomatic solutions for the machines
that can reduce the physical drudgery for the SHG women.
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There are multiple start-ups which are also working towards innovative methods of production
and sales of low-cost sanitary pads across the country. While the implementation model is
novel and innovative, these start-ups lack the SHG base which NABFOUNDATION possesses.
Collaborating with these start-ups, MPMR scheme can leverage the innovations by start-ups in
a franchise or build operate transfer model route. This can be tried in localised pilot modes to
see which models yield the best results.

8.4. Efforts to improve marketing strategies
Interview data from the study
highlighted the challenges with respect
to marketing of the product. This
indicates that the SHGs further need
technical
guidance
on
various
marketing strategies to help boost the
sales. In terms of suggestion, there was
a
common
consensus
among
respondents that the pitch and
promotion for ‘My Pad | My Right’
brand should be at a higher level so
that it will be easier for SHGs to do
product marketing locally. The target
audience for the product is highly
informed and exposed to the
advertisement campaigns etc. by the Figure 17 SHG women discussing the pad with the field investigators
other major sanitary pad producing
companies. This turns out to be a disadvantage for low-cost sanitary pads produced by the
SHGs.
The overall marketing strategy can be clearly segregated in terms of B2B and B2C strategy.
The customer acquisition for B2C strategy would require branding and visibility. This can be in
the form of localised and contextual advertising campaigns. This may also include providing
samples to first time users. The customer acquisition for B2B would require attractive offers and
discounts for the retailers.
One of the highlights of the manufacturing process of ‘My Pad | My Right’ project is adopting
a dedicated sterilization process where sealed pads are treated with UV lights for sanitization
of the product. This aspect of the process is very important and should be emphasised as a
promotional component during marketing. Further, design aspects should be taken care
particularly increasing length of the pad, providing wings and stitches looks key to reach out
to adolescent girls and other women who form a major part of the customer base for this
product.

8.5. Capacity Building
The SHGs felt need for regular training on different enterprise related aspects. The SHG women
expressed their requirement for training on raw material procurement linkages, machinery
repair, improving operational efficiency, marketing and branding. It was also found that the
training can be more contextual and should be done by trainers who understand and speak
local languages. The SHG members appreciated the overall training curriculum but also
reported some components of the training being theoretical. The SHG members interviewed
reported that the training can be more application oriented.
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The SHG members were found to be very deeply interested in the topics of marketing and
branding and had the urge to learn new skills and techniques. It was found that the overall
understanding around financial management, supply chain management and marketing was
also not up to the mark.
It is imperative that the entrepreneurs are trained in business management and skill
enhancement. To this end, constantly enhancing the technical knowledge regarding
enterprise management, providing marketing support and support in procuring reasonable
(good quality, bulk, and low cost) of raw material etc should be sought from NABFOUNDATION.
Also, there is high dependency among the SHG members on the NGO teams for daily
operations. The training should also include the phasing out strategy of the NGOs.

8.6. Awareness and acceptability of sanitary napkins
Promotion of a product depends on the level of awareness and acceptability of the product.
With the primary objective to increase awareness in the community on menstrual health and
foster menstrual hygiene practices among rural women, the programme has largely been
successful in creating awareness through SHGs in their respective localities. The findings from
this study indicate that SHGs have put a lot of effort into creating awareness. The SHG women
in this project created awareness and promoted the product through a door-to-door strategy,
through women group meetings / interactions and through health camps. These efforts
significantly contributed SHGs to widen up its reach by enrolling fellow women towards better
menstrual hygiene. However, in terms of the product design few concerns related to the
length, thickness, stitching and wings of the pads have been raised. These issues, we
understand, affect the acceptance of the product by young buyers particularly adolescent
college going girls.
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9. Case stories
CASE STORY 1: UTTAR PRADESH

Figure 18 : Maan Samman SHG, Uttar Pradesh

The Maan Samman SHG is a 10-member group in Baneli village of Amethi district, Uttar
Pradesh. The SHG members are very happy to be part of this project. They have found the
trainings to be effective. There was continuous support given by the NGO post training which
has not only helped them understand the process of pad making but also helped them in
smooth operation of the unit. In terms of awareness creation, the SHG has performed well.
Earlier most of the women including some women of the SHG group itself used cloth during
menstruation. But after the introduction of the manufacturing unit many women were
motivated to use pads as they understood the benefits of menstrual health and hygiene. The
SHG women ran awareness campaigns in which they organised group meetings in the village
and motivated women to use sanitary pads. Women who participated in the awareness
meetings appreciated the efforts and a majority of them have shifted to using pads from
different traditional methods.
In addition, SHG has also reached out to sellers (e.g., shop keepers) explaining them to
purchase their products and sell in their shops. This has proved to give good results in terms of
sales of the product. Overall, the SHG is satisfied with the support that they are receiving
through NABARD, NABFOUNDATION and the NGO.
One of the members of the SHG feels that she has gained financial strength and awareness
from being part of the SHG. She has got the opportunity to help others in the community and
gets respect in return. The income from this activity is very important for her as she has a big
family with three daughters. Through this income she is able to meet her household expenses.
She proudly says this program has given her the most memorable moment of her life as she
had an opportunity to visit the Raj Bhavan in Lucknow, Uttar Pradesh.
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CASE STORY 2: MAHARASHTRA

Figure 19 : Zashichi Rani Mahila Bachat Group, Maharashtra

The Zashichi Rani Mahila Bachat Group is a 9-year-old group with 20 members located in
Adarsh Nagar, Jalgaon, Maharashtra. All the members of the SHG are enthusiastic about
getting an opportunity to be part of the project and to raise awareness about menstrual health
and sanitary napkin among women. The women in the group were well aware of the working
of the machineries.
The 20 women in the SHG work in shifts and this arrangement has helped them share the work
in different areas (e.g., Machine operation; sales; awareness etc). They came across problems
with the manual machine and suggested that training is needed in machinery repair and
maintenance. Also, SHG women are currently promoting and selling the product through the
pamphlets and packing material that was received from the NABFOUNDATION. In the current
pandemic situation, they could not do much marketing of the products. The number of
women using sanitary napkins is already high and awareness about menstrual hygiene among
women is also high as the pad making unit is in urban locality. Also, because of the proximity
to urban centres, the women in the locality generally have an easy access to wide varieties of
other brands of sanitary napkins. Hence the SHG feels it is a little difficult to achieve more in
terms of sales. But they are expected to sell more sanitary pads by making some necessary
changes in the pads in the coming days.
CASE STORY 3: MEGHALAYA
The Iachanlang SHG is a 10-member group located in Mihmyntdu village of west Jaintia district,
Meghalaya. Members of the SHG are actively involved in the production of sanitary napkins.
They are confident and happy about the product that they are making as it is chemical free.
The cultural context is different in Meghalaya compared to other study areas. The rural women
in the SHG area are difficult to approach and they feel extremely shy to talk about menstrual
issues. However, capacities have been built among the SHG women to talk about use of pads,
teenage menstrual health as well as STDs and safe planning etc.
In terms of sales not much has been achieved owing to strict lockdown restrictions in the last
few months. Also, SHG members have not been able to collect the customer feedback on the
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product yet. However, few of the women beneficiaries expressed that they are aware of the
SHG’s work, and they have bought napkins from SHG. Overall, little more time is needed to see
the project outcomes in Mihmyntdu, Meghalaya
CASE STORY 4: CHATTISGARH
The Godavari SHG is a 10-member group located in Bagreykasa village of Rajnandgaon
district, Chhattisgarh. The Godavari SHG has been
working towards awareness building among rural
women and production and sales of sanitary
napkins. It is evident from our interactions with SHG
members and women beneficiaries that there has
been an increased level of awareness among rural
women about menstrual health and hygiene after
the implementation of the project. Almost all the
women of the village use pads now and it has been
a key achievement of the SHG. Since the village is
far away from the city, the women in this locality
find it easy to get sanitary pads in their village itself.
Women customers from the village visit the unit to
buy pads regularly. The SHG women also provide
specific information to women on maintaining
hygiene during menstruation. Overall, the key
success of the SHG has been their ability to
convince all women in the nearby village to use
pads instead of unclean clothes.
Figure 20 Godavari SHG, Rajnandgaon

An individual entrepreneur from this group said that
being part of this project has helped her improve economic and social status. She feels that
this project is highly relevant in their tribal areas and due to poor economic background
people in the area had no idea about sanitary pads. She finds this as a great opportunity for
her to be working in this sector. She also feels empowered to create awareness for others.
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CASE STORY 5: KERALA

Figure 21 Oruma SHG, Kerala

The Oruma SHG is in Alappuzha district of Kerala. It is an 18 member SHG with the age group
of the members between 35 to 60. All the members are happy to be part of the project and
about the opportunity they got to learn about pad making. They are happy about the training
provided. They suggested that semi-automatic machines are preferred as pressing manual
machines require a lot of physical work. The SHG members feel that it is little difficult to identify
the change in the number of women using napkins due to project as the usage of sanitary
napkins among women was already very high. Due to this reason, they felt that the sale of the
product is difficult. However, the SHG has achieved highest percentage of sales (1209 out of
1350 were sold).
The biodegradable quality of the pads has been extremely appreciated by all the users. The
SHG members feel that they are now skilled in managing the machinery and they feel they
are empowered due to economic help they are getting from this project. Between February
and May 2021, the SHG has produced 1350 packets of sanitary napkins and they achieved
90% of sales.
An individual entrepreneur from this SHG reported that her family atmosphere has changed
and the standard of living has improved due to joining the enterprise. She is getting
remuneration from the pad making unit, in addition the NGO is providing financial support by
involving them in various activities. She found this opportunity useful especially because of the
pandemic situation.
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CASE STORY 6 : ODISHA

Figure 22 Shiva Shakti SHG, Odisha

The Shiva Shakti SHG is a 12-member group in
Bargoan village of Sambalpur district, Odisha.
All the members of Shiva Shakti SHG are
proud to be a part of the project and owners
of the pad making unit. The members believe
that they are producing a useful and
meaningful product that is needed by every
woman in their village. Although not all of
them have not been able to make much
economic profits individually from the
operations yet, they are very happy to own
such an enterprise and work for the important
cause. After the initiation of the project,
about 50% of women who were using cloth in
their village are now buying and using
sanitary pads. SHG woman have been able
to create awareness among the rural women
towards use of sanitary pads. Also, the group
members who were using clothes prior to the
project have now shifted to using their own
product. The SHG has organised awareness
campaigns in nearby villages as well.

Chanchala Padhan is one of the entrepreneurs from the Shiva Shakti SHG. She earns Rs. 3,000
per month and has been able to give a good education to her kids. After joining this enterprise,
she feels has got a place in the society as an entrepreneur, and she is proud that villagers know
her for making pads. She also motivates women to adopt the use of pads instead of clothes.
Overall, she feels the unit gave her earnings, knowledge, and capabilities to change women
behaviour in menstrual health hygiene.
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