
Production & outsourcing of raw materials, Distribution
of products

Reduction of menstrual waste, Sustainable
consumption
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Value Proposition Customer 
Relationships

Channels

Customer Segments

Environmental  Benefits

Social Benefits
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Employees 
Customers
Distribution partners
NGO's 
Non for Profits'
Governments 

Online retailing
Manufacturing
Marketing
Sales 
Logistics
Educational classes

Raw materials
Machineries 
Warehouse
Capital/Fundings
Brand culture
Partnerships

"Be Girl is a
mission-driven

design company
that creates
innovative,

beautiful, and
affordable

products for
womankind"

Brand Awareness
Quality
Affordability
Education
Trust

Website (E-commerce)
Social Media
Schools
Governmental
Programs

Young women & girls
Focused on emerging
markets
Also entered the US
market

Education on menstrual health, Decrease of menstrual
precarity, Distribution of free menstrual products (Non
paying users), Income creation

Production, Raw materials, Website provider, Social
Media Ads, Revenues

Sales (Paying Users), Donations (investors, supporters &
partners)

THE PROBLEM THE VALUE PROPOSITION

HOW TO FIGHT MENSTRUAL PRECARIOUSNESS (AND WASTE SIMULTANEOUSLY) Alice Simmonds 597869

Even though menstruation is a natural event that impacts trillions of
girls and women worldwide, millions still lack access to
menstrual protection and education about menstrual health
[1]. Inadequate water and sanitation facilities are one key hindrance
to school-age girls' ability to maintain good cleanliness and privacy
during menstruation [7]. Additionally, cultural taboos and secrecy
surrounding menstrual blood aggravate the situation [7]. Indeed,
throwaway menstrual products are packed with patriarchal beliefs
that suggest menstruation is an unclean condition that should be
hidden [8]. As a result, when girls reach their womanhood by getting
their period, they start missing school as they have no menstrual
protection at hand [1].

Therefore, women and girls worldwide have created their own
specific coping mechanisms for menstruation [8]. These differ widely
between nations and within countries, depending on an individual's
tastes, available resources, economic standing, local customs and
cultural beliefs, as well as knowledge or education [8]. Because of
these constraints, women frequently manage menstruation in
unsanitary or uncomfortable ways, particularly in impoverished
settings [8]. In addition, disposable menstruation products are
frequently disregarded as a source of single-use plastic [8].
However, they produce a substantial amount of waste that winds up
in landfills and oceans, posing another concern [8]. 

Overall, there is a need for increased attention to
menstruation and its relevance within sexual and reproductive
health (SRH), education, gender, as well as improved financial
availability to advance the measuring components of the
menstruation-related agenda [4]. 

"Be Girl aims to revolutionise markets for menstruation, offering users affordable,
reliable, long-lasting, environmentally-friendly menstrual product options so they

can manage their periods on their own terms"

Providing biology-based menstruation education to girls and boys at a young age.
 Involve parents, teachers, community leaders, and youth in menstrual education programs.

Provide girls with sustainable access to reliable menstrual products.
Advocate for expanded coordinated efforts at the national level. [5]

1.
2.
3.
4.

[1]
[1]

SHARING VALUE

THE SOLUTION: BE GIRL

THE SWOT ANALYSIS

While working in Uganda in 2012 on UN development projects
focused on women empowerment, CEO Diana Sierra was
astounded to see young girls dropping out of school due to a lack of
period management products. After researching more into the
issue, she discovered that while resources like books and shoes
were necessary, they had significantly less influence than access to
menstrual products such as pads and panties. Indeed, the
underlying issue was a question of gender disparity that would
perpetuate if not addressed. After working side-by-side with the
girls, she found that the problem went beyond access to
conventional sanitary supplies. They needed something designed
precisely to work with their bodies, cultural practices, and available
resources. Diana, therefore, used her skills as an industrial designer
to come up with a menstrual pad made with an umbrella and a
mosquito net. The pad would act as a universal pocket for
absorbent materials placed by the girls. This design allowed girls to
use any resources at hand in order to manage their period in a way
that is economic and safe while preserving their dignity. With this
idea in mind, Diana founded BeGirl, a company driven to build a
world where being a girl does not stand in the way of opportunities,
health and success: "BeGirl is a social enterprise that is working
to innovate the menstrual product market with alternative
products and solutions, with the long-term goal of making
opportunities available to everyone, whether in the form of
products, education, or jobs" [1]. 

The company bases its activities on the separation between paying
and non-paying customers. Paying users have access to affordable
menstrual products through online retail platforms while non-paying
users receive menstrual products during educational programs.

Strengths Weaknesses

THE STRESS TEST: COVID

Opportunities Threats

Tackling a universal
problem which means

huge market
opportunities

The political stability
could affect completely
the company's activities

Purpose through design
 

Collaboration with local
girls to understand the

real needs
 

Strong financial
support

Rural areas difficult to
access

Fear of being robbed 

THE PARTNERING APPROACH
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Charities

Governments

Retail Partners

Influencers

Non Profits

The business model of Be Girl is
sustainable. First of all, the company bases at
the core of its activities a social mission of
providing menstrual health to all girls. In
addition, the company is successful in
designing products that help achieve the
aimed goal and provide ecological alternatives
to the menstrual product market. The
company has adopted a rather strong
partnering approach to achieve a significant
impact.  The business model has also proved
to be resilient to systemic challenges such as
the COVID19 pandemic. Overall, BeGirl has
been able to give free menstrual
education and products to more than
177,000 girls in 2021.

COVID19 has presented a number of challenges for menstrual
management, including increased difficulty in obtaining menstrual
products due to supply chain disruptions and rising product prices [3].
There was also a decrease in menstrual health and hygiene information
and education, primarily, due to a shift in resources toward pandemic-
related information and a disruption in educational services [3]
However, BeGirl had an increase in its activity during the COVID19
sanitary crisis. BeGirl was able to adapt the way they operate by
targeting their workshops in resettlement centres rather than in
schools. In addition to the activities in the Sofala region, numerous non-
profit and governmental partners turned towards BeGirl during the
sanitary crisis in order to meet the menstrual needs of their own
programs [3]. The design of the menstrual products of BeGirl
proved to be practical in contexts of crisis as they were more
affordable and provided a single product for numerous uses. [1]

[1]
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