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                                       EXECUTIVE SUMMARY 

 
BACKGROUND 

The activities of the Ministries of Water Supply and Sanitation, Education, and Health that 

include Menstrual Heath Management (MHM) as an integral component of their sanitation and 

hygiene programs, several INGOs (international non-government organizations) and NGOs 

(non-government organizations) have been working to promote MHM in Nepal for the last 

three decades. While the NGOs and Government have played a pivotal role in spreading 

awareness as well as introducing menstrual hygiene products in Nepal, the market players have 

also reaped the benefits of market development by increased awareness leading to higher 

demand and have geared up significantly to provide MHM products which at present is 

synonymous for marketers with disposable sanitary pads across Nepal.  

 
APPROACH AND METHODOLOGY 

The present study looks at the data from the retail measurement from Nielsen in terms of market 

volume (number of units), value of sales, the different players in Nepal and the pricing for 

sanitary pads and the trend over the past three years. The qualitative study supplements the 

findings of the retail data from the distribution chain in the MHM market by looking at the 

challenges faced by manufacturers and trade channels. The retail data of branded sanitary pads 

sales for past three years for urban Nepal along with quantitative data from retailers in rural 

areas (including Chemists, Cosmetic Shops, Departmental stores and General Stores) were 

used to identify the existing market for MHM products. Qualitative study was conducted with 

existing manufacturers in Nepal, importers of international brands, national distributors and 

regional distributors (general as well as medical) as well as NGOs supporting the MHM 

initiatives focusing on production and distribution of Sanitary pads. Apart from this the 

penetrations of other MHM products like menstrual cups, panty liners, tampons, reusable cloth 

napkins are seen from the perspective of the suppliers. 

 
MARKET SIZE OF SANITARY PADS 

There are about 290000 women and adolescent girls1 who menstruate daily and are the 

prospective users for MHM products in Nepal. At present for the trade channels sanitary pads 

are synonymous with MHM products. The urban volume in terms of units of sanitary pads sold 

in Nepal urban market is 91 million pads annually. The industry insiders put this as representing 

about 60-65% of the total market which translates to about 140-150 million pads which are 

sold in Nepal through the various distributors and retailers. This is far below what would be 

required to reach millions of women and adolescent girls in need for MHM products every 

month. However, the issue is not limited to supply but also to the subdued demand for such 

products owing to low awareness, financial constraints as well as existing practices which 

many times are not hygienic but has been practiced by women from generations. 

 

The retail off-take of sanitary pads over the previous year show a growth of 10% in terms of 

volume while the value of sales has grown up by 18%, underlining the price increases in the 

sanitary pads over the years. The price increases range from 4% to 13% for most of the well-

known brands.  

 

 

 

 

                                                           
1 NFCC 2016 
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MARKET CHALLENGES 

The market challenges must be understood in a broader context rather than specific category 

challenge. The MHM market has additional constraints in terms of awareness levels, traditional 

and cultural norms, reach of affordable MHM products which add to the existing challenges in 

the market landscape.  

 
Product  

As of today, in terms of options available to consumers, especially at the bottom of the pyramid, 

is limited to continue using the cloth pads as done by their elder generation or learn to make 

reusable cloth pads and learn how to maintain cleanliness and hygiene of these pads or else be 

prepared to spend money on the sanitary pads. Many a times apart from affordability, 

availability of sanitary pads have also been mentioned as a challenge especially in the rural and 

difficult areas.  

There are four sets of market players in Nepal market as far as sanitary pads are concerned. 

1. Multinationals who import their products in Nepal instead of manufacturing it in 

Nepal. They have advantages of economies of scale, larger market base, higher brand 

recall and are associated with better quality.   

2. Nepalese Manufacturing Companies: These companies have invested in 

infrastructure, have strong distribution networks, have a Nepal focus but also export to 

outside markets. The machinery and factories are automated and have capacities of 1 

lakh to 2 lakh pads production per day but work far below capacity owing to low 

demand. The raw materials (Pulp, Poly-ethylene Film, Adhesive, Packing Covers etc.) 

are imported from multiple countries with import duties ranging from 7.5% to 20% 

depending on the materials imported. 

3. Nepalese trading companies Packaging Sanitary Pads: Such companies import rolls 

of sanitary pads and do the packaging in Nepal. Such products have been on and off the 

market and have very less market share. The irregularity of supply and quality problems 

have been reported for these products by retailers.  They either have their own set up or 

approach the manufacturing units in Nepal to package their products.  

4. Small Entrepreneurs/CBOs supported by NGOs: They are engaged in packaging of 

sanitary pads from the sanitary pad rolls imported from outside Nepal with the help of 

NGO support. The installed capacities of such units range from 5000 to 20000 pads per 

day. These units also work far below the capacity owing to demand and irregular 

production schedules as they depend on free time of the trained members who are 

engaged in other activities instead of working full time in production alone. The market 

is limited to in and around the facility and through their own women’s groups. They are 

in preliminary stages of entering the distribution chain and at present depend more on 

direct sales.  

 

Options like menstrual cups are supported by agencies like Putali Nepal but as of now are still 

in its initial phases of entry into the market. Tampons and panty liners are still not a mainstream 

MHM product from marketer’s perspective.  

 

Commercializing reusable cloth pads is an intervention which NGOs are supporting to provide 

an alternative livelihood solution as well as to ensure the reach of the product at affordable 

rates. This is done at a localised level and its large scale commercial expansion or even plans 

to do so is not visible. The commercial players of sanitary pads do not consider such 

interventions as a threat as they believe that increasingly consumers will move towards branded 

packs of sanitary pads which provide convenience and an assurance of quality. The shift of 
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manufacturers of Surakshaya pads, an initiative supported by ICA from reusable to disposable 

sanitary pads indicates a similar sentiment.  

 

Quality assurance on packaged products has been a concern raised by the distribution chain 

specially those which are packaged in Nepal. In the absence of any Nepal standards on sanitary 

pads many a times the products which are packaged after importing rolls do not meet consumer 

expectations and loose share in the market and are hence not stocked by retailers. The 

specifications on materials used, specified sizes, manufacturing specification and finish 

requirements, requirements for absorption, disposability, pH values etc. are not yet developed 

and can be one of the advocacy topics which would help manufacturers adhere to quality 

standards and weed out low quality products from the market.  

 
Price 

The pricing of available sanitary pads and the alternatives which have been made available to 

ensure affordable sanitary pads is another challenge. While the lowest priced sanitary pads 

from commercial manufacturers are at Nrs.45 for 8-piece pack, the community-based 

organisations despite of support from INGOs are unable to price their own products at a lower 

cost owing to the disadvantages from the low economies of scale, labour costs and other fixed 

costs (e.g. pads are sold at Nrs. 50-60 which is not very different from many of the variants of 

the branded pads). Also, these CBOs are primarily engaged in the cutting and packaging of 

sheets of pads imported from outside the country and not actually manufacturing it. At present 

import of such pads are done with the help of INGOs and once the intervention is withdrawn 

this will add on to the costs of production further. 

 

The reusable pads starting from prices of Nrs. 22 onwards may be considered an affordable 

option from consumer’s point of view (in terms of affordability alone) but not a sustainable 

option from the producers of reusable pads if done with a commercial interest. In addition, if 

both the CBOs selling disposable sanitary pads and those promoting reusable pads target the 

same segments there are high chances of none of the CBOs becoming financially viable unless 

they expand their markets which again is a challenge. As of now there are many CBOs which 

have been provided support to enter into production with little or no collaboration between 

such entities or marketing support other than selling to women’s groups.   

 

Menstrual cups available with a price tag starting from Nrs. 2200 is still to make inroads as it 

has limited clientele and the awareness levels regarding such products in the trade channels is 

negligible. Massive investments will have to go in educating the consumers as well as sellers 

of such a product. Acceptance of such products needs to be studied in detail from the 

consumers’ view point before menstrual cups can become mainstream MHM product in Nepal. 

Same applies to panty liners which are available at select stores accessible to the affluent 

sections and not to the bottom of pyramid as well as tampons which again has not been 

manufactured in Nepal nor promoted in Nepal market by any of the company’s manufacturing 

tampons.    

 
Promotion 

Promotion of MHM Products at present is carried out in two ways. At one level are the NGOs 

disseminating menstrual health and hygiene education to girls and women. The second level is 

where the private players promote their brands undertaking both above the line (ATL) and 

below the line (BTL) activities.  While above the line activities involve huge mass media 

spends and is known to help gain mind shares in terms of awareness and brand recognition and 

recall, the below the line helps build loyalty and repeat sales. Companies like P&G, Johnson 
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and Johnson, Sofy which are multi nationals and have high ATL spends also have the 

advantage of catering to a larger market with the same set of TV commercials reaching Indian 

and Nepalese audiences. The local manufactures too engage in such promotional activities 

albeit at a lower scale. The local manufacturers use this strength of their imported competing 

products as an opportunity for growth as it also helps in market development and category 

awareness.  

 

From the supply perspective the market needs to be segmented based 

demographic, geographic, psychographic, and behavioural approaches towards MHM 

products. This will help the suppliers accordingly position their product offerings. Also, there 

is a need to define the targeted groups and have a road map of introducing new MHM products. 

At present the marketers have positioned their various variants based on the purchasing 

capacities which are based on feedback from their retail and sales partners. The other MHM 

products like menstrual cups, panty liners, tampons at present is a miniscule subset of the 

sanitary pad market at present with commercial players not even considering it given the 

unsaturated space available in sanitary pad itself.      

 
Place 

The distribution which as explained above is a factor of both the opportunity cost as well as 

the transportation and logistics issues is not controlled by the marketers. While the commercial 

players have advantages in terms of production capacities and distribution networks, the 

decision to reach the last mile for such organisations will be dependent on the business 

sustainability. The last mile solution would require a symbiotic relationship between market 

players, government and non-government agencies. The market players and CBOs instead of 

competing with each-other need to be complementing each other by use of each other’s 

strengths; hence involvement of the private players at least from the product point of view can 

be effective in-order to avoid duplication of efforts. For the CBOs which are in the business of 

making sanitary pads it would be a significant step not only to brand their products if they want 

to sustain the business but also to have a network of such producers which can give them a 

much higher visibility and market opportunities.  

 

The problem of accessibility remains a daunting one in rural and remote areas. The urban 

centres with close to 60,000 outlets stocking Sanitary Pads do not have an accessibility 

challenge, more so because with increasing competition the market players must ensure that 

they reach each and every corner which is logistically possible without adding cost burdens 

and impacting their margins. The discussions with the importers and manufacturers of sanitary 

pads highlight the increasing coverage of markets with each competing with the other to expand 

reach. Transportation and logistics play an important role in ensuring not only that product 

reach but also that it reaches without inflating prices as is seen at present where retailers add 

on their costs of transportation and effort to the prices of the products (in remote areas the 

practice is not limited to sanitary pads but even for other essentials like iodised salt as well as 

other items). The margins of the distributors are fixed, and they would take a decision on 

distribution by balancing both reach and profitability. The last mile solution to remove the 

“high cost to serve” distribution constraints would require a more detailed area-based strategy 

and should be a point of advocacy for support from all stakeholders.  

  

The major concern from the market side is in the production of low cost as well as quality 

MHM product. With the low economies of scale producing sanitary pads which have 

substantial price advantage by the NGO supported manufacturing units is not sustainable. As 

of now multiple agencies are working on localised solutions trying to provide a local livelihood 
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solution as well as a solution to MHM needs. If the strategy is to scale up such interventions 

the NGOs must look at avenues of expanding reach as well as taking advantages of their 

networks to provide a bigger market. Quality is another aspect which would require for 

advocacy for formulation of Nepal standards on Sanitary Pads /MHM products or replicate the 

same and ensure the enforcement of such standards as the market is flooded by many products 

without any quality assurance.  

 

From a market perspective there is a huge untapped market for MHM products in Nepal, though 

the qualified available market (comprise of members that express an interest, possess the 

financial resources and are ready to purchase the product) is still small and is serviced by the 

existing market players. The challenge in front of the NGOs and Government is to expand the 

reach and convert the total market (maximum value based on number of consumers, purchase 

per period and number of purchases each year) either through massive investments in 

awareness supplemented by product innovations, ensuring reach at price points acceptable to 

consumers. 
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1. BACKGROUND 

The Population Service International Nepal, in collaboration with Government of Nepal, 

Ministry of Health is supporting an initiative helping girls transition from girlhood to 

womanhood for improved sexual, reproductive and menstrual health of adolescent girls in 

Nepal.  

 

Menstruation is the time girls enter into womanhood. This is when they undergo a lot of 

physical and psychological changes and is therefore a critical time for them to learn about their 

bodies and health. The unhealthy practices, lack of knowledge and social taboos have resulted 

in lack of effective solutions to improve menstrual health.The usage of Menstrual hygeine 

products is also hampered by the poor acess to information about various products available , 

the high cost to pay for them and limited availablity. The cultural attitudes that view 

mentruation as shameful or dirty has imposed an array of stigmatizing and harmful practices. 

Many adolescent girls in Nepal lack hygienic sanitary materials and disposal options, access to 

a private place to change sanitary cloth or pads and clean water to wash their hands, bodies, 

and (if used) reusable sanitary products. 

 

The present study focusses on the supply side aspects of MHM products in terms of the market 

size of the various MHM products, key players, distribution channels, sales values and pricing 

of the various MHM products to understand the market and the possible solutions to remove 

the supply gaps in ensuring safe menstrual hygiene.   

 

 Objectives of the study  

The specific objectives of the study have been defined as:  

• Objective 1: To examine MHM market structure, players and functions. 

• Objective 2: To identify the market size in terms of volume, value, pricing, brands, 

promotional approaches and strategic locations for MHM products and services. 

• Objective 3: To identify key market failures and constraints. 

• Objective 4: To find out the availability of re-usable/disposable or other MHM 

products in distribution, supply and coverage in private as well as public, non-

governmental and community-based organizations. 

 

Approach and Methodology 

A two-pronged approach has been used to provide an overall view of the MHM market in 

Nepal. The first is the usage of retail measurement2 data for sanitary pads which is a syndicated 

data collected for sanitary pads in urban Nepal market by Nielsen. The information helps 

identify the various companies and brands of sanitary pad available in Nepal market, the 

various trade channels and markets within Nepal, the information on pricing of sanitary pads, 

changes in retail sales over the last 36 months as well as distribution depth of sanitary pads in 

Nepal market. The information on the other MHM products like panty liners, menstrual cups 

and tampons is gathered from discussions with the various stakeholders engaged in MHM in 

                                                           
2 Annexure 1 details out the RMS Methodology followed in collection of data  
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Nepal. The penetration of other MHM products is almost negligible and sanitary pads are the 

most sold MHM product in the Nepal market.  

Nielsen in Nepal conducts Syndicated monthly audits on selected panel stores which are representative 

of the urban areas of Nepal. This follows the Nielsen Proprietary models used across the globe to 

provide estimates of retail off takes on monthly basis for various categories. In Nepal Sanitary Pads as 

a category is audited every month and the data from the panel stores is extrapolated to the urban Nepal 

based on the Universe established in 2014-15. At present the RMS data does not capture details on 

other MHM products.  

The second approach is qualitative in nature in-order to assess the key market constraints from 

the perspective of the existing manufacturers in Nepal, importers of various brands in Nepal 

market, the distribution channel as well as Non-government organisations engaged in the 

provision of MHM products and services in Nepal. To understand the constraints faced by 

marketers and their views on the MHM product sales, promotions, consumer demand, 

preferences for pack sizes and enquiries related to MHM products, various stakeholders in the 

supply chain including distributors, wholesalers, chemists, cosmetic stores as well as general 

stores were interviewed. In addition, NGOs engaged in MHM especially with supply or 

distribution of MHM products were also interviewed.    

 Selection of key informants 

Manufacturers 

Nepal has limited number of manufacturers engaged in manufacturing of sanitary pads at a 

commercial level. The country is dependant to a large extent on the import of sanitary pads 

from countries like India, China, and Taiwan. There are two large companies in Nepal with an 

existing factory setup manufacturing sanitary pads.  Jasmine Hygiene Products which are the 

makers of the Safety brands of sanitary pads and Magna Marketing Nepal Pvt limited which is 

engaged in marketing Feme brand of sanitary pads.  

Key Areas of Enquiry 

▪ Details of Manufacturing  

▪ Procurement of raw materials-Issue and constraints faced 

▪ Issues faced in Production-Labour, Capital and legal issues 

▪ Importance of Sanitary pad in the overall product portfolio 

▪ Marketing efforts-Promotion, Distribution and consumer behaviour 

▪ Constraints faced in marketing and sales 

▪ Steps taken to increase value and volume shares 

▪ Future plans with regards to MHM products  

▪ Pricing and Margins 

▪ Competition analysis 

▪ Quality control  

▪ Regulations and impact on production 
 

Importer/Marketer 

As mentioned before most of the sanitary pads as well as other MHM products are not 

manufactured in Nepal but are imported from countries like India, China or Taiwan with a few 
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imports from countries like Italy and UK. Companies like P&G, Johnson and Johnson which 

dominate the sanitary pad market have Nepalese importers who are responsible for bringing 

products and marketing them in Nepal. Vishal Group (United Distributors) and Nepal Overseas 

Marketing are the two main importers of the three most selling brands in Nepal market. They 

form a very important chain in ensuring distribution reach through their Distributors and 

Wholesalers. These importers are not only importing sanitary pads but most of the product lines 

of the companies with which they work. Their inputs provide valuable insights regarding the 

various market constraints and insights on making the supply side more robust.  

Key Areas of Enquiry 

▪ Details of products imported 

▪ Import of Sanitary pads and issues faced 

▪ Importance of Sanitary pad in the overall product portfolio 

▪ Marketing efforts-Promotion, Distribution and consumer behaviour 

▪ Constraints faced in marketing and sales 

▪ Steps taken to increase value and volume shares 

▪ Future with regards to MHM products  

▪ Competition analysis 

▪ Rural vs urban consumption 

▪ Pricing and Margins 

▪ Other MHM products and their future with regards to the same 

▪ Regulations and impact on import of products 

 

Distributors/Stockist 

Two distributors/stockist in each development regions of the country were approached for the 

in-depth interview. Primarily these distributors have a defined catchment area and deal with 

single companies for a product as most companies have an exclusivity agreement with them. 

The purpose is to understand the reach and catchment of these distributors, the details of the 

margins and challenges faced by them.   

Key Areas of Enquiry 

▪ Details of different types of MHM products  

▪ Issues faced in distribution specifically related to sanitary pads –Credit period,  

▪ Transportation and logistics problems faced if any 

▪ Importance of Sanitary pad in the overall product portfolio 

▪ Marketing support-Promotion, Distribution and consumer behaviour 

▪ Constraints faced in marketing and sales 

▪ Steps taken to increase value and volume shares 

▪ Future with regards to MHM products  

▪ Competition analysis 

▪ Rural vs urban consumption 

▪ Pricing and Margins 

▪ Other MHM products and their future with regards to the same 

▪ Regulations and impact on import of products 
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Retail Stores – Chemist, Cosmetics, General stores  

The actual sale to consumers for the MHM products is from chemists, cosmetic stores and 

general stores. This is the last mile information and indicates the actual sale to consumers. As 

mentioned above the urban data is compiled by Nielsen on sanitary pads through its panel of 

stores comprising of all these channels. However, the rural areas are not covered by Nielsen in 

its RMS services. Hence for the present study, in-order to gain an insight into the market in the 

rural areas as well as to get information on other MHM products these channels were 

interviewed with the objectives to understand consumer preferences, margins and challenges 

faced, retail push on sanitary pads, price or volume discounts or any point of sale promotions.  

Chemists: The chemists both in urban and rural areas of the country were approached for the 

interview. A total of 10 in –depth interviews (2 in each development region) were carried out.  

Apart from this quantitative information on different MHM products was collected from 10 

Chemists in the rural areas.  A total of 50 Chemists (10 in each region) in the rural areas in the 

largest VDCs (by Population) in each region were chosen for undertaking quantitative study. 

Cosmetics and General Stores: The cosmetics and general stores which stock MHM products 

both in urban and rural areas of the country were approached to gain insights into the market 

for MHM products. A total of 10 Cosmetic stores in Rural and 10 in urban areas were 

approached for the qualitative study. Apart from this, 50 cosmetic and general stores were also 

visited to identify the presence of other MHM products.  

Departmental Stores: Large format stores (Modern trade) which have self-service counters 

were also approached to understand the off take and consumer behaviour when it comes to 

purchase of MHM products. The assumption was that as these departmental stores are primarily 

located in large urban centres the possibility of having different MHM products and at different 

price points is higher. 

NGOs/CBOs 

The NGO sector has played a predominant role in spreading awareness regarding MHM 

products. Not only are the NGOs involved in spreading awareness regarding MHM, but many 

are also involved in helping form CBOs which have taken up sanitary pad making (both 

disposable and reusable cloth pad) as income generating activity and ensuring the accessibility 

and affordability to women who could not afford or could not access buying the branded pads 

from the market. Their interactions with community and policy making have a wealth of 

information on the issues faced both at consumer end as well as supply side restrictions. Five 

Non- government organisation or community-based organisations engaged in supplying MHM 

products or awareness building measures for menstrual hygiene were approached for in-depth 

interviews.  
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Table 1: Sample for the qualitative Study 

Particulars Proposed  

Interviews 

Interviews  

Completed 

Manufacturer 5 4 

Importer /Marketer 5 3 

National distributors 5 3 

Distributors/Stockiest 10 10 

Chemist Urban 10 10 

Departmental Stores 5 5 

Retail shops Urban 10 10 

Chemist-Rural 60 60 

Cosmetic/Retail Shops-Rural 50 50 

NGOs/CBOs 5 5 

Total 165 160 

 

2. Limitation of the study 
The MHM market in Nepal is dominated by sanitary pads and very few stores were found 

which stocked other MHM products like panty liners, tampons or menstrual cups. The 

interaction with the various stakeholders on MHM products primarily revolved around sanitary 

pads. Other MHM products are less popular and are available at restricted stores with a select 

clientele. Hence the Market Landscaping for MHM products is dominated by information on 

Sanitary Pads. 

Nepal has five companies together accounting for 88% of the sanitary pad sales. Out of these 

five, two are local manufacturers while the remaining three are MNC which import sanitary 

pads from India through their importers. Both the local manufacturers and one of the importers 

could be interviewed for the study while the relevant details of the remaining two brands had 

to be gathered from the distributors and retailers and informal discussions due to refusals.  

There are no manufacturers of menstrual cups, panty liners and tampons in Nepal and hence 

the information regarding the marketing constraints faced by the other MHM products could 

only be inferred from the retail and trade partners.  Reusable pads are produced by local 

entrepreneurs and CBOs supported by international agencies, however their penetration in the 

formal trade is still in its early stages and could not be ascertained from the trade channels.  

The Nielsen RMS data covers only 40% of the population of Nepal (191 Municipalities) which 

are urban or semi urban (municipalities as per government definition). The rural areas are not 

covered in the estimations and projections. The modern trade format stores which is focussed 

on larger towns and cities form a small but growing channel for personal care products, this 

channel is presently out of scope in the RMS data. Hence based on RMS data on market size 

the overall Nepal market size can be estimated based on certain assumptions outlined by 

various stakeholders as covering 60—65% of the total market for sanitary pads. Hence the total 

volumes of sanitary pads sold in Nepal has been approximated based on the qualitative 

discussions.  



 Market Landscaping of Menstrual Health and Hygiene Management Products-Nepal  

 
 

11 

  

3. Organisation of the report 

The report is presented in 5 chapters. The first chapter contains the background and the 

approach followed while the second chapter details the various MHM products available in the 

market from both market study and desk research. The third chapter focuses on details of the 

sanitary pad market in Nepal while the fourth chapter presents the findings from the various 

stakeholders in the MHM market. The findings related to margins, distributor networks have 

not been presented by companies due to the concerns raised on divulging details by the 

respondents and hence these details have been presented for the sanitary pad as a category and 

not for any company or brand.  The fifth chapter summarises the key points highlighted by the 

various stakeholders in the market for MHM. The Annexure I contain the methodology for 

retail measurement, while the Annexure-II contains the list of stakeholders who were 

interviewed for the study.    
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4. MHM PRODUCTS IN NEPAL  

Apart from sanitary pads which is the most available and sold MHM product in Nepal, the 

study also focussed on other reusable as well as disposable MHM products. In the reusable 

products, menstrual cups were focussed while in other disposable products panty liners, 

tampons and reusable pads were the focus.  

Sanitary pads are the primary and most visible MHM product which was found across the 

various sample retail outlets selected in both rural and urban areas. The presence of other MHM 

Products like tampons, panty liners is negligible and was visible only in few stores and that too 

not stocked regularly.  The menstrual cups were not visible in any of the traditional stores 

(general, chemist or cosmetic) and have been largely present in the Nepal market with the push 

of a few individual or NGO interventions. 

Menstrual cups  

The menstrual cups were not available in any of the regular retail shops which stocked MHM 

products. The awareness among the wholesalers and distributors on Menstrual Cups was also 

quite low with only a few of them having heard of menstrual cups. 

The Chemists had heard of Menstrual Cups but had not stocked it till now due to incomplete 

awareness as well as unavailability of any wholesaler or distributor for the same. 

A menstrual cup is a female menstrual hygiene product made up of flexible medical grade silicone. It 

is a bell-shaped cup which prevents leakage of menstrual fluids into clothes. 

The menstrual cups have been promoted by a few NGO interventions for quite some time in 

Nepal. The Abdul Latif Foundation3 had undertaken a study among a few schools going girls 

in Bharatpur district and distributed menstrual cups in 2006 for understanding the impact on 

attendance. The Putali4 project an initiative that started in December 2014 as “Ruby Cups for 

Nepal “on menstrual health promotes the usage of Ruby Cups in Nepal. The Ruby cups are 

available at Karma Coffee, Jhamsikhel, Patan at Nrs. 2200.The discussion with the coffee shop 

owner revealed that monthly about 20-22 cups are sold by them and they receive Nrs. 2000 as 

rent for display.   

Putali Nepal which is also a part of the MHM Practitioners Alliance started work in Nepal from 

2015. Initially it focussed on distribution of the Ruby Cups with the support of donors, 

promoting awareness among consumers with the support of NGOs and INGOs working on 

MHM. From 2017, in addition to distribution it has also started selling the product initially 

focusing on Kathmandu Valley. The target consumers are usually age group of 20 years and 

above specially those women who are aware of the product or are willing to use new products 

and take informed decisions. Putali Nepal through its engagement on social media to answer 

queries and concerns helps potential users chose the most suitable product for their usage.  

                                                           
3 (https://www.povertyactionlab.org/evaluation/menstruation-and-education-nepal) 
4 (http://www.putali-nepal.com/ruby-cups/) 
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We want to introduce Ruby Cup as an alternative eco-friendly method to women who don't know about 

alternative methods and don't have access to affordable materials. Ruby Cup is reusable for 10 years.  

This is a great advantage for those who can't go to the local store to buy hygiene products regularly. -

Representative from Putali Nepal. 

Though the organisation keeps both the normal as well as small cup sizes, usually the focus is 

more on the normal cup size as the women who are willing to experiment are usually those 

who are aware of their menstruation and reproductive health usually after pregnancy.   It has 

tie up with the Ruby cup manufacturers based in Berlin and Spain and the shipment comes to 

them from England.  

At present the sale of the Ruby cups targeted to areas in and around Kathmandu, however there 

are plans to spread the product knowledge and accessibility outside Kathmandu valley.  

Apart from the above some more initiatives by individuals for crowd funding to support 

menstrual cups in Nepal (https://www.gofundme.com/diva-cups-for-nepal), 

(https://www.gofundme.com/menstrual-cups-in-nepal-chhaupadi) have also been initiated.   

Table 2: Some Major Brands of Menstrual Cups  

Menstrual Cups Country of 

Manufacture 

Availability in Nepal 

Retail Stores 

Observed by the 

survey team 

Diva Cup Canada No No 

Ruby Cup Spain Select Outlets Yes 

 

Menstrual cups owing to the high initial costs and also less awareness regarding the usage and 

long term cost advantages are not considered being the product with which consumers would 

start using MHM products. As of now the information and awareness is limted to affluent 

sections of the society and among women who are aware of menstrual products and can  afford 

buying the same.  

Panty liner 
 

Panty liners were observed in departmental stores (Saleways, Big Mart and Bhat-Bhateni) and 

a few large chemists in Kathmandu, Pokhara and Bhairahawa. It was also available online from 

a few online stores like http://www.hamrobasket.com/sofy-pantyliner-antibacteria-36-

pcs.html. An important gap which was found was the lack of awareness even among the store 

keepers on the difference between panty liners and sanitary pads.  

A panty liner is an absorbent piece of material used for feminine hygiene. It is worn in the gusset of a 

woman's panties.  
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Table 3: Panty liner Brands available in Nepal  

Panty liners Country of 

Manufacture 

Availability in 

Nepal 

MRP/CSP 

Softex Indonesia Yes 250-280/36pCS 

Unicharm Sofy  India Yes Nrs 257/36Pcs 

Ultrex Ultra-Thin-30s China Yes Could not be 

verified 

Hibis Herbal Panty liners -30 Taiwan Yes Nrs 225/30 Pcs 
 

 

 

Tampons 

The presence of Tampons and their availability could not be observed in the traditional 

channels although a few Chemists did mention keeping it sometimes. The most recalled brand 

by these Chemists was Ria and Ultrex costing around Rs. 15-20 per piece. However, at the time 

of survey tampons were not available at any of the stores in upcountry centres. Tampons are 

available in major modern trade outlets like Bhat-Bhateni super market, Big-mart and Sales 

berry stores. 

Tampon is a female menstrual hygiene product which absorbs menstrual fluids when inserted into the 

vagina.  

Reusable cloth pads for sale 

The sale of disposable MHM products like reusable cloth pads as affordable option which also 

addresses the issues of disposal, has been promoted by various NGO initiatives.The awareness 

and traning programmes, apart from disemminating need for hygeine and sanitation also 

provides traning on making of such pads at home. Some individual entrepreneurs working on 

handicrafts or tailoring  with support from NGOs  have also added this in their product 

portfolio. At the same time commercilizing this activity as a long term sustainable income 

generating option is challenging on two fronts. One, the same product can be also produced by 

individuals and in some form has always been used traditionally and hence dependence on 

market players is low, secondly disposable sanitary pads are convenient and doesnot require 

extra effort on maintaining hygeine, hence once the consumers start using disposable pads , the 

optioin of reusable pads are not considered a challenge from the market perpective. The 

reusable pads were not present in the traditional or modern format retail stores but where 

present in handicraft/handloom shops and with some tailoring shops. 

Sanitary pads 

Sanitary Pads were found to be present in almost all the study area in chemists as well as general 

stores. Even in the rural outlets selected for the study the sanitary pads were visible in the stores 

and are kept regularly by the store keepers.  The Chapter 3 presents the findings on the sanitary 

pad market with Product, Distribution and Price details.  

Sanitary pads are products that can be described/observed as a pre-shaped, absorbent pad, napkin with 

an adhesive strip, specifically designed for feminine hygiene, and typically intended to absorb 

menstrual discharge and used to control menstrual incontinence in females and to protect garments 

from staining. 
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5. SANITARY PADS IN NEPAL 

A research report by Research and Markets Group 5 highlights that the global sanitary napkin 

market was dominated by the menstrual pads segment with approximately 80% of the market 

share in 2015. The global market sanitary pads are exhibiting a compound annual growth rate 

of 6.07%. Global sanitary pads market stood at $ 18,426 million in 2016, and is projected to 

reach $ 26,215.23 million by 2022, because of growing awareness among female towards 

hygiene, increasing disposable income and aggressive promotional activities. In addition, 

various initiatives taken by sanitary pad manufacturers, governments and NGOs of various 

countries coupled with growing promotional activities to impart education regarding the 

feminine hygiene and benefits related to it to aid global sanitary pads market. 

Sanitary pads available in Nepal 

In Nepal the sanitary pad market has also shown a significant growth across the three-year 

period for which retail off take data is analysed.  The report highlights the volume growth in 

terms of single unit of pads rather than consumer packs which have different pack sizes; so that 

comparisons become easier (the data base contains both consumer pack as well as units of 

sanitary pads). The 12-month period of September to August is taken to represent a year 

given the data subscription timelines.  

The RMS data for the past 36 months captures information on 30 different companies 6which 

were present in Nepal market selling sanitary pads. However, the top 5 companies accounted 

for close to 88% of the market in Nepal. In August round of retail audit 27 brands and 67 sub 

brands were visible in Nepal market. Out of the 67 sub brands, 17 were introduced during the 

period Sep 2016 to Aug 2017.  

                                                           
5 www.researchandmarkets.com/research/kx3q59/global_sanitary 
6 Details in Annexure 2 

Sanitary Pads 
dominate the 
MHM market in 
Nepal

(Trade channels)

Close to 30 companies involved in marketing of Sanitary Pads in past 36 
months.

Sanitary pad Market dominated by MNC’s who import sanitary pads primarily 
from from India as well as China, Taiwan  

Top 5 companies account for close to 88 % of the volume share

27 Brands and 67 Sub brands of Sanitary Pads visible in the market in Aug 
2017

17 new sub brands (from existing brands) were visible in Nepal market in the 
year 2017. 

On an average 7 million units of Sanitary Pads sold every month in urban 
areas worth 61 Million NRS (Past 36 months)

The urban Market volumes  in  12 months ending  Aug 2017 stands at 91* 
million pads
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In terms of volume, the 12-months period from September 2016 to Aug 2017 saw a sale of 91 

million pads in the urban areas through channels covered by the RMS data.  

 

Sanitary Napkin Overall Category 

The retail off take of sanitary pads in terms of volumes has seen a growth of 10% in the year 

2017 as compared to the previous year. The value growth is a function of both changes in 

volumes as well as prices which has led to a sales value growth of 18%.  

Sanitary Pads by Pack Sizes  

The 8-piece pack is the largest contributor of sales volumes in Nepal contributing to 66% of 

the total sales volume. However as compared to the year 2015-16. the growth in volume terms 

for the 6 pack pads have shown a 54% growth with increase in store penetration of close to 

27449 stores from 21160 stores in 2015-16. This signifies the increased emphasis of the 

companies on 6-unit packs. At present the 8-unit pack still leads by considerable quantity. The 

emphasis on 6-unit packs is visible in recent years where marketers are increasing the 

distribution of the 6 pack SKU, as of now it still has a low contribution to the overall market 

where 8-piece packs dominate.  

Some women ask for pads for high flow as well as low flow periods, this has led to sale of smaller pack 

sizes. - Distributors on the growth in sale of 6pack.   

Based on discussions with the various market players this accounts for close to 60-65% of market 

volume. Hence out of the total of 140-150 million pads which are sold in Nepal market 91 million 

pads are sold through traditional channels like Chemists, General - Grocery stores and Cosmetics. 

The hospitals and health posts account for 7 million pads (approx. 5%), large departmental stores 

account for 14 to 15 million pads while Rural Areas account for about 30 million pads (20-25%). 

(Qualitative Findings from stakeholders) 
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Figure 1: Value and Volume Growth Sanitary Pads 
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Companies and Brands of Sanitary Pads  

There are several Nepalese trading houses which import as well as manufacture sanitary pads 

in Nepal. The largest Nepali manufacturing company is Jasmine Hygiene which produces 

Safety Brand of Sanitary pad. The other manufacturer is Magna Nepal Pvt limited which 

produces Feme brand of sanitary pads. The market is dominated by Multinational Companies 

with manufacturing in India. P&G, Johnson and Johnson and Unicharm are some of the main 

companies which dominate the Nepalese sanitary pad market. Apart from these companies and 

brands there are several other brands imported in Nepal market by various trading houses which 

at present have very small market share. 

Table 4: Market Players –Disposable Branded Sanitary Pads in Nepal   

Manufactured /Packaged in 

Nepal 

Imported from India Imported from Other Countries 

Company Brand Company Brand Company Brand 

Jasmine Safety Johnson 

and 

Johnson 

Stayfree Hantide 

Biomedical-

Taiwan 

Hibis 

Magna Feme Procter and 

Gamble 

Whisper Shine Industries-

China 

Shine 

Nepal 

Distribution 

Sunny Girl Unicharm Sofy Joy Star 

International-UK 

Safe 

Cat Eye Trading Comphe Royal 

Hygiene 

SHE P&G Thailand Lady 

Smart Sur 

Enterprise 

Soft Lite Sinhal 

Hygiene 

CAMAS Diana-Vietnam Diana 

National 

Biomedical 

Friends Pioneer 

Hygiene 

HUSH Mankind 

International-

China 

Hope Girl 

Pack Size No of 

Stores 

Change in 

No of Stores 

over previous 

year 

8-piece Pack 33,568 -5,355 

7-piece Pack 18,279 -3,452 

6-piece Pack 27,449 5,289 

Others  1,059 -168 66.1

16.8

16.3

0.8

VOLUME CONSTRIBUTION  BY PACK SIZE AND 
GROWTH OVER LAST YEAR.

8 NOS 6 NOS 7 NOS OTHERS

15%

54% 3%

-27% 

Figure 2 : Pack Size Contribution and Change 
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Manufactured /Packaged in 

Nepal 

Imported from India Imported from Other Countries 

Company Brand Company Brand Company Brand 

Mahalaxmi 

Surgical 

Comfort Prime 

Hygiene 

Suraksha

a 

Sandry Lady Sandry 

Arctic Cosmetic 

Ltd 

Arctic 

Active 

Sekhani 

Industries 

Wonder HiQ Best Care 

Indreni  Hygienic Lady Care     Free Days Freedays 

Pagoda  Beauty     Maam Imp Export Lady 

Choice 

 

Sales Volume and Growth by Companies  

Johnson and Johnson which manufactures its product in India and exports to Nepal market 

through Nepal Overseas Marketing, has the highest volume share in the last two years. Five 

companies together account for close to 88% of the market. P&G with 25% volume  

 

 

 

 

 

 

 

contribution saw a close to 34% growth over the past year while Unicharm which is another 

MNC exporting its Sanitary pad from India through Nepal Overseas Marketing has grown at 

30% over the past year. Jasmine Hygiene and Magna Max are the two Nepalese Manufacturers 

who together contribute to 19% of the volume; however, both have shown a negative growth 

over the past two years. The reason can be the higher growth numbers in the previous year 

owing to supply restrictions on imported products. The other 22 brands /companies together 

account for 12% of the sales of sanitary pads and have shown a growth of 5% over the previous 

year.  

Sales Volume and Growth by Brands and Sub Brands 

Stayfree which is the J&J brand is the market leader in Nepal and has maintained its position 

for the past 36 months. In the months post the earthquake and during the supply embargo on 

the Indo Nepal border the supplies were hit which had led to a drop in the off takes during this 

period; however, it remained the largest selling brand. This period also saw an improvement in 

off take of Safety Brand of Sanitary pads which are manufactured in Nepal even surpassing 

J&J
39%

P&G
25%

Jasmin
e

16%

Unichar
m
5%

Magna
3%

Others
12%

Volume Contribution %

32.7

17.3 15.4

3.2 3.3

10.4

35.8

23.1

14.1

4.2 2.7

11

9.5

33.7

-8.6

29.5

-17.2

5%

M
ill

io
n

 U
n

it
s

Sales Volume and Growth % 

2015-16 2016-17

J&J P&G Jasmine Unichar
m

Magna 
Max

Others

Figure 3 : Company Wise Volume and Growth 
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Whisper as the second largest player for a few months, however the same momentum couldn’t 

be maintained post the supply restrictions were removed and the Whisper brand from P&G 

once again became the second largest seller in the Nepal market.   

At the sub brand category Stayfree Secure from J&J was the highest seller in 2016-17 with 25 

million pads followed by Whisper Choice from P&G AT 10.8 million pads and Safety pads 

from Jasmine at 10.2 million pads.  

 Figure 4 : Brand wise off-take Trends 

Figure 5 : Sub Brand-wise Sales Volume and Growth 

Distribution of sanitary pads 

Key Terms 

NUMERIC DISTRIBUTION: Percentage of the actual number of stores in the Nielsen universe that 

stock the Brand/ SKU 

WEIGHTED DISTRIBUTION: Percentage of the Product Category turnover that is accounted for by 

the  

Stores that stock the Brand/ SKU 

STR: This indicates the number of days the present stock will last with the dealers, assuming the current 

rate of sales of the respective product 

PER DEALER OFF-TAKE: This indicates that average throughput from each dealer.  
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Distribution by Regions 

Nepal can be broadly divided into 5 

markets according to its development 

zones. The panel stores and the sample 

followed by RMS can provide estimates 

at this development zone level.  In terms 

of sales of sanitary pads across Nepal, the 

central region accounts for 49% of the 

volume sales while the rest of the regions 

have 17 to 18% contribution to the sales. 

Leaving aside the western region where 

there has been a slight negative growth in 

the volume of sanitary pads sold the 

remaining regions have shown a 

significant growth over the previous years. The eastern region has shown close to 30% growth 

while central region has a growth at 12% over the last year  

Table 5 : Regional Sales Contribution and Growth 

  MARKETS Volume Contribution (%) 

2016-17 

Growth 

(%) 

Vs Previous year 

  All Nepal (U) 
 

10% 

   Eastern Region (U) 17.0 29% 

   Central Region (U) 48.5 12% 

   Western Region (U) 18.0 -3% 

   Mid-Far Western Region (U) 16.5 7% 

 

16.5% 

18% 

48.5% 

17% 

Figure 6 : Sales contribution by Development Regions 

23% 

19% 

36% 

22% 
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Distribution by Retail Channels 

 

 

Figure 7: Retail Channel Contribution to Sales Volume 

The Nepal Urban Outlet Universe according to the census carried out by Nielsen in 2014-15 is 

around 180 thousand stores. 

 

Chemist 
(U), 

25.0%

Cosmetic 
Store (U), 

28.3%

Grocer & 
General 
Stores 

(U), 
34.6%

Others 
(U), 

12.2%

Channel Contribution to 
Volume  

Retail Channels  

 
 

Stores where available (Avg 3 

years) 

Per dealer Off take (pieces) 

Average 3 yrs 

  All Nepal 61954 114 

  Chemist 6,870 (11%) 254 

  Cosmetic Store 15,239 (24%) 129 

  Grocer & General 29,895 (48%) 80 

  Others 9591 (15%) 105 

12% 11% 11%

27% 25% 25%

48% 51% 50%

13% 14% 14%

2014-15 2015-16 2016-17

Proportion of Store out of Universe 
of Stores keeping Sanitary Pads 

(Numeric Distribution) 

Chemist Cosmetics General Others

27% 24% 24%

28% 29% 28%

31% 36% 37%

14% 12% 11%

2014-15 2015-16 2016-17

Contribution of Channels to Sales 
Volume

Chemist Cosmetics General Others

Figure 8: Channel contribution to sales volume 
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 This universe includes all those stores which stock fast moving consumer goods (FMCG) 

including personal care, food and beverages etc. Out of this the past 36 months data places the 

average number of stores stocking sanitary pads at around 60,164 stores. Out of these stores 

50% stores were Grocer or General stores while 26% were cosmetic stores. The Chemist shops 

are 11% of the total stores where sanitary pads are stocked while the remaining stores are 

categorised as others as they have different formats (e.g. stores selling tea/coffee along with 

FMCG products). 

One interesting aspect of the different channel types for sanitary pads is that despite of the 

chemist shops only being 11% of the total stores the average per dealer off take (sanitary pads 

purchased from the chemist shop) of 254 pads (average PDO) is the highest as compared any 

other channel type, followed by cosmetic stores.  It shows that the chemist shops are 

approached more by consumers when it comes to purchase of sanitary pads. While they are 

only 11% of the total stores the chemist shops account for 24% of the sales of sanitary pads. 

The distribution reach of sanitary pads has however saturated given the stringent rules required 

to open a chemist shop as compared to other general format stores. This is also reflected in the 

gradual increase in the proportion of general stores where marketers have increased their 

penetration and has yielded results in terms of increasing contribution to sales. The general 

stores which formed 31% of the stores stocking Sanitary pads in 2014-15 has increased to 37% 

in 2016-17 and their contribution to sales has also seen an increase from 48% to 50% in the 

two-year time. The channel wise performance in terms of per dealer off take and the number 

of days the stocks last in a shop type places chemist shops with the fastest turnover. Linking it 

to consumer behaviour it also indicates that consumers are still more comfortable buying 

sanitary pads from chemists rather than other store formats. Cosmetic stores have the 2nd higher 

dealer off take, but gradually the STR suggests that while turnover has improved in general 

stores, the cosmetic stores are gradually losing out with increasing STR over the 3 years’ time 

and general stores turnover has remained the same.  

One aspect which must be kept in mind with regards to the retail channels is that despite of  
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the well-established fact regarding importance of chemist shops in the retail sales of Sanitary 

pads, it also must be kept in mind that there is limited scope for expansion in this channel. 

Opening of a chemist shop or a chemist requires fulfilling of mandatory provisions and 

registrations with the Department of Drug Administration (DDA) and hence unlike general 

stores and groceries they are far less in number and as a proportion of total outlets engaged in 

sale of sanitary pads, its proportion gets reduced.   Data also indicates that distributors are 

trying to push products to general store however consumer off take from these stores is still not 

high. 

Increase in consumer awareness due to advertisements and promotions have resulted in increase in 

sales. Age group of consumers generally falls under 25-50. Consumer with low income generally 

demands Safety. Consumers with high income generally purchases Whisper choice and whisper ultra-

Cosmetic Store owner. 

 

There has been increase in demand. Females from age group 15-45 years are the major user.-Retail 

Shop Owner 

 

Out of Stock Situations 

A store is considered out of stock when on the day of the Audit for that month none of the 

brands of the category is found in the store. However simply looking at the number of such 

stores would not serve the purpose and hence weighted distribution of out of stock which 

reflects the opportunity lost due to out of stock situation also needs to be looked into. In the 

past 36 months there have been months with 1% to 2% stores which were reported as out of 

stock. In the month of March 2017 there was high out of stock stores both in terms of weighted 

distribution as well as numeric distribution where the opportunity lost is as high as 7.5% of 

sales due to out of stock situation.  The reason for the high out of stock during March 2017 can 

be traced back to the liquidity crisis in Nepal in the first quarter of 2017 which had affected the 

supply of all FMCG products and not only Sanitary pads, by the distributors. The high STR (a 

stock lasts for more than a month in most channels) and presence of multiple brands both local 

and imported with different distribution strengths is one of the reasons for the relatively lower 

out of stock problems faced in the case of sanitary pads.  

 

Figure 8: Out of Stock situations for sanitary pads 
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The sale of sanitary pads shows an improvement across months (as compared to same months 

in previous years) with a dip during the months post-Earthquake in May 2015 followed by 

embargo (supply restrictions from India border) up to quarter 1 of 2016. There was a visible 

increase in distribution once the supply situations improved.  

 

Figure 9 : Sales and Distribution Trend 

Distribution by Region 

 

The regional spread of sanitary pads by companies and brands highlight the relative strengths 

of each company in different areas. The central region which accounts for 49% of the sales has 
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 P&G –Whisper: 20.4% 
 ROYAL - She: 4.7% 
 INDRENI-Lady Care: 4.4% 

 J&J-Stayfree: 27% 
 JASMINE-Safety: 23.9% 
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 UNICHARM Sofy: 4.8% 

J&J-Stayfree: 46.7% 
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 J&J-Stayfree:     37.8% 
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  IMPORTED-She: 1.9% 
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Figure 10 : Region wise Distribution Parameters 
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J&J taking the largest share of the market at 49% followed by P&G with 26% share. The eastern 

region has a relatively balanced share with J&J and P&G each having more than 1/3rd of the 

market. In the west region though J&J maintains its lead, the second largest seller is Jasmine 

followed by P&G and Magna.    

The region wise differences on the distribution parameters are presented in the figure 12. As 

far as numeric distribution is concerned the central region has the highest number of outlets 

storing sanitary pads followed by Western and Far west region. The per dealer off take on an 

average is lowest in Western region while it is the highest in Central region. The store turnover 

ratio is the lowest in Eastern region thereby requiring the replenishment of stock more 

frequently while the far west has a STR of more than 2 months.  

 Retail prices for sanitary pads 

The different companies have different pack sizes and variants along with value additions and 

each has its own pricing strategies. To make comparisons across brands and sub brands easier, 

apart from the average consumer selling price per pack, the per unit price of Sanitary pads have 

also been calculated and presented in the tables below.   

The prices in Nepal market are taken as Consumer Selling Prices (CSP) instead of the MRP 

mentioned on the packs. There are two main reasons for doing the same. The first reason is 

many products including sanitary pads which are imported from India have MRP mentioned in 

Indian Currency (INR) which is converted to NPR (Nepalese Rupees) and then sold. However, 

store keepers charge different prices depending on the location of outlets. Secondly there are 

instances especially in remote areas where the retail shops add margin over and above the prices 

to take care of transportation and other logistic charges to bring the products to the outlets. 

Hence every month the audit teams capture the consumer selling point for each Stock Keeping 

Unit (SKU) and the CSP which is reported the maximum number of times is taken as the SKU 

price for that month. The following tables on selling prices have been calculated as the average 

of the three years to look at the price trends and changes if any.     

For Johnson and Johnson, the most expensive variant is Stayfree Ultrathin Dry Max which is 

sold at an average price of Nrs. 133.The per unit price of a pad is also the highest at Nrs. 18 

per pad. The lowest priced sub brand is Stayfree secure which comes at Nrs. 57 with a per unit 

price at Nrs. 7.  

The price change over the years has been highest for the most selling sub brand of Stayfree 

with Stayfree secure consumer pack price increased from Nrs. 45 in 2014-15 to Nrs. 57 in 

2016-17 
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Table 6 : Prices and increase over the past three years –Johnson and Johnson Sub brands 

SUB-BRAND Avg Units 

Sold per 

year (000 

Pieces) -3 

years data 

Avg. Consumer Pack 

Price 

Per Pad Price Averag

e Price 

Increas

e  

2
0

1
4
-1

5
 

2
0

1
5
-1

6
 

2
0

1
6
-1

7
 

2
0

1
4
-1

5
 

2
0

1
5
-1

6
 

2
0

1
6
-1

7
 

Stayfree   
       

Stayfree secure 25255 45 52 57 6 6 7 13% 

Stayfree secure 

dry 

6962 61 65 68 8 8 9 5% 

Stayfree ultrathin 

dry max 

4192 120 123 133 16 15 18 5% 

Stayfree secure 

dry ultrathin 

310 61 70 73 8 9 11 9% 

Stayfree advanced 308 119 115 123 17 16 18 2% 

Stayfree ultra-thin 12 NA 110 110 NA 14 14 0% 

Stayfree sure  8 41 45 45 0 0 0 5% 

Stayfree secure 2 NA NA 70 NA NA 21 New 

Stayfree dry max 1 NA NA 140 NA NA 0 New 

 

For Whisper the most expensive offering is Whisper Maxi Nights which costs Nrs. 137 with a 

unit price of Nrs. 19, while the lowest offering is for Whisper Choice Regular which comes at 

Nrs. 55 with a unit price of Nrs. 7. An interesting difference in Whispers product, pricing and 

market presence is that unlike other players where the lowest priced variant is the highest 

selling brand for the company, in case of P&G the largest selling sub brands are not the cheapest 

alternative. The type of distribution followed by P&G seems to focus on the relatively affluent 

sections. 

The price change over the years has been highest for whisper ultra-wings at 7% annual price 

increase while the most selling sub brand from Whisper –Whisper Choice has been increased 

by 5% annually.  
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Table 7 : Prices and increase over the past three years –P&G Sub brands 

SUB-BRAND Average Units 

Sold per year 

(000 Pieces) -3 

years data 

Avg. Consumer  

Pack Price 

Per Pad Price Average 

Price 

Increase 

2
0

1
4
-1

5
 

2
0

1
5
-1

6
 

2
0

1
6
-1

7
 

2
0

1
4
-1

5
 

2
0

1
5
-1

6
 

2
0

1
6
-1

7
 

Whisper 
      

  
 

Whisper choice 7968 63 66 69 10 10 12 5% 

Whisper ultra clean 4923 125 124 131 16 14 16 2% 

Whisper choice regular 3303 48 50 54 6 6 7 6% 

Whisper choice wings 2054 50 55 55 6 6 7 5% 

Whisper ultra 812 111 107 113 14 13 15 1% 

Whisper ultra-wings 130 115 128 132 15 15 16 7% 

 

For Jasmine, Safety Always is the most selling brand and the least expensive sub brand from 

Jasmine at Nrs 50 per consumer pack which translate to Nrs 6 per pad this is one of the cheapest 

option available to customers from the top companies in Nepal. The other variants available 

from Jasmine have a much lower sale volume and are available in a price range of Nrs 6 to Nrs 

12 per pad. The price of the largest selling brand from Jasmine has been increased by 6% 

annually while for the remaining sub brands the price increase has been about 1% to 

2%annually.   

Table 8 : Prices and increase over the past three years –Jasmine Hygiene Sub brands 

SUB-BRAND Average 

Units Sold 

per year 

(000 Pieces) 

-3 years data 

Avg. Consumer 

Pack Price 

Per Pad Price Average 

Price 

Increase 

2
0
1
4

-1
5
 

2
0
1
5

-1
6
 

2
0
1
6

-1
7
 

2
0
1
4

-1
5
 

2
0
1
5

-1
6
 

2
0
1
6

-1
7
 

Safety 
      

  
 

Safety always 10116 45 45 50 6 5 6 6% 

Safety ultra 977 76 78 79 10 10 10 2% 

Safety ultra xl 929 95 94 97 12 11 12 1% 

Safety ultra-choice 152 NA NA 65 NA NA 11 New 

Safety ultra-thin 669 NA 75 95 NA 9 12 New 

Safety eco ultra 734 50 50 51 6 6 6 1% 

Safety always xl 170 NA 57 60 NA 8 9 New 

Safety wonder ultra 286 80 75 79 10 9 10 -1% 

Safety wings 210 60 63 61 8 8 0 1% 

 

For Feme Brand, the Ritz variant is the most selling brand with per unit price of Nrs 9 which 

again is not the cheapest variant available. However, the next highest selling sub brand from 
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Feme is the cheapest alternative from Feme brand at Nrs. 45 for the 8-piece consumer pack.  

The prices have been increased from 2 to 4% for different sub brands by Feme. 

Table 9 : Prices and increase over the past three years –Magna Max Sub Brands 

SUB-BRAND Average 

Units 

Sold per 

year (000 

Pieces) -3 

years data 

Avg. Consumer Pack 

Price 

Per Pad Price Average 

Price 

Increase  

2
0

1
4
-1

5
 

2
0

1
5
-1

6
 

2
0

1
6
-1

7
 

2
0

1
4
-1

5
 

2
0

1
5
-1

6
 

2
0

1
6
-1

7
 

Feme 
      

  
 

Feme Ritz 2060 66 70 71 8 8 9 4% 

Feme classic 697 43 44 45 5 5 5 2% 

Feme ultra-thin 143 79 65 83 10 7 10 3% 

Feme 138 44 46 46 6 5 4 2% 

 

Unicharm has two variants of sanitary pads visible in the Nepal market, the Sofy Body fit is 

the largest selling sub brand from Unicharm which is sold at Nrs. 62 per pack which translates 

to Nrs 9 per unit of pad. The most selling brand from Sofy has seen an average increase of 4%  

Table 10 : Prices and increase over the past three years –Unicharm Sub Brands 

SUB-BRAND Average 

Units Sold 

per year 

(000 

Pieces) -3 

years data 

Avg. Consumer Pack Price Per Pad Price Average 

Price 

Increase 

2
0
1
4

-1
5
 

2
0
1
5

-1
6
 

2
0
1
6

-1
7
 

2
0
1
4

-1
5
 

2
0
1
5

-1
6
 

2
0
1
6

-1
7
 

Sofy 
      

  
 

Sofy body fit 2656 57 58 62 9 8 9 4% 

Sofy side walls 372 NA 80 92 7 10 11 15% 
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6. CHALLENGES AND CONSTRAINTS 

Understanding the supply chain7  

The supply chain related to sanitary pad differs in a few aspects as compared to the usual Fast-

Moving Consumer Goods (FMCG). This is due to the presence of an additional stakeholder in 

the form of NGOs and CBOs which help in market development through awareness 

programmes among consumers as well as penetration of sanitary pads by handholding CBOs 

to engage in production and distribution of Sanitary pads. An additional difference is the 

presence of two different sets of distributorships in larger towns, one catering to the general 

retail outlets while the other specific to medical related outlets. This also highlights the 

importance of Chemists and chemist shops in the supply chain.  

 

Figure 11 : Distribution Chain Sanitary Pads 

Given that the production of sanitary pads undertaken by commercial players (both 

manufacturers as well as importers of packed sanitary pads as well as rolls of sanitary pads to 

be packaged in Nepal) as compared to the existing NGO supported programmes vary 

substantially in terms of scale as well as priorities, both have different sets of challenges and 

have therefore been presented separately. 

                                                           
7 From qualitative study 
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Commercial organisations selling pads in Nepal 

As discussed previously out of the top 5 companies with a combined market share of 88%, two 

are based out of Nepal while the remaining three are based out of India and their products are 

imported in Nepal. The following sections highlight the key aspects in the value chain and the 

critical points which affect the sanitary pad sales and distribution in Nepal from the perspective 

of these companies.  

Factory Establishment and capacities 

The Nepalese manufacturers have set up fully automated machineries in Nepal with production 

capacities of 1 lakh to 2 lakh pads per day. The capacity at present is not fully utilised and the 

machines are run only in one shift owing to the demand gap. The machineries are equipped to 

process and package multiple variants of the sanitary pads. The manufacturers apart from 

manufacturing their own brands are also OEM specialists and hence also equipped to utilise 

their machineries for packaging of a third-party brand.   

Raw material Procurement 

The commercial manufacturers import the raw materials from multiple countries including 

Singapore, China, Russia and Japan. They make use of custom agents in these countries to 

arrange for logistics and paper works. The manufacturers must bear the cost of transport and 

import duties on the various raw materials which are around 7.5%-20%8  (for raw materials) 

along with the VAT (13%) on the declared valuation of the raw materials.  

Sanitary Pads are not considered pharmaceutical items and hence the import duties are higher than 

those charged on pharmaceutical items-one of the points emphasised by local manufacturers.  

There are small companies specially the trading houses which are also involved in bringing the 

rolls of sanitary pads in Nepal and packaging it in Nepal. In such cases the companies do not 

have to bear the costs and overheads involved in setting up manufacturing units and have 

relatively less exposure to financial risks. 

Markets Targeted 

All companies report an upsurge in demand in the recent years. The situation was quite different 

a decade back when both the local companies had started operations. At that time there was 

limited demand due to low awareness and perceived high costs of sanitary pads. Efforts to 

develop the market in the last decade has yielded results and from being a product suitable for 

only the affluent class it is recognised as a necessity among a very large population. The local 

manufacturers started with using direct marketing strategies by approaching schools, door to 

door campaigns to build awareness and sell their products. The situation has improved with 

increased awareness levels regarding the need for sanitary pads and the commercial 

organisations focus on increasing their reach to areas considered remote as these are the 

potential growth areas for all companies. 

                                                           
8 Sanitary towels (pads) and tampons, napkins and napkin liners for babies and similar articles, of any material. The import 
duty is 15% (http://www.customs.gov.np/upload/documents.) 
 

http://www.customs.gov.np/upload/documents
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Among the existing customer base, the competition is tough with each company trying to 

increase its share by increasing visibility, investing in new variants, engaging in promotional 

activities. At the same time the companies have segmented the market based on the purchase 

capacities. The sanitary pad variants are accordingly positioned to target a segment. For 

example, the Safety Regular caters more to rural and low-income groups as compared to the 

Safety Ultra variant. Distributorships have been given in erstwhile remote areas like Mahakali 

(Far-west region) to be able to increase the market penetration.  

Apart from local markets, companies like Jasmine also focus on the export markets. The free 

trade and transit agreement between Nepal and India where the duties on finished products 

from Nepal to India is free and can be done through road transportation, this provides an 

opportunity to expand the markets beyond the borders of Nepal.  Jasmine Hygiene exports 

about 30% of its sanitary pads in India and Srilanka and claims to have presence in almost all 

the states of India.  

The manufacturers in Nepal also make use of their existing facilities to package the sanitary 

pads for other brands. They act as OEM for various brands imported by trading companies in 

bulk and package it according to the requirements by the traders.  

Sales and Distribution Strategies:  

The manufacturers follow a three-pronged distribution strategy with a National Distributor 

handling the General Distributors and Medical Distributors with a well-defined catchment area, 

this model is only present in the large towns. In addition, these manufacturers also undertake 

direct sales to large departmental stores and invest in various campaigns to reach the consumers 

directly. While Jasmine has close to 120 distributors spread across Nepal, Magna Max has 

about 60 distributors.  

Distribution Model 

While two of the MNC players follow a similar model of a National distributor/Importer, which 

then have regional distributors responsible for certain catchment area, P&G products which are 

handled by United Distributors9 follow a branch-based model with UDN rolling out its own 

branches instead of hiring Regional distributors.     

The national distributors as well as the local companies have two sets of distributors especially 

in larger towns-One set focuses on general retail while the other focuses on retail at chemist, 

health post and hospitals. The discussions however reveal that it is not a very hard a fast 

demarcation and is more relevant in larger towns; in smaller areas the regional distributor is 

responsible for the complete area.   

Challenges for a new entrant   

The distributors must sign an agreement on non-compete with regards to the products they 

handle. For example, if a distributor handles the sanitary pad of Jasmine or Stayfree he/she 

cannot be engaged in the distributorship of any other brand of sanitary pads. This acts as a 

barrier for smaller companies which only have a single product portfolio of sanitary pads as 

                                                           
9 https://uniteddistributorsnepal.wordpress.com/ 



 Market Landscaping of Menstrual Health and Hygiene Management Products-Nepal  

 
 

32 

  

compared to the larger giants who have multiple products and ranges. Finding and engaging 

and retaining a new distributor therefore become a challenge for smaller players.  

In addition, the brand awareness for bigger brands is much higher than the smaller brands which 

make the distributors wary about the less known brands, in such cases the companies have to 

incentivize the distributors with higher margins and flexible credit periods.  

Credit Period    

The credit period offered to the distributors range from 3 weeks to 4 weeks, this is an area of 

concern for the companies as many a times there are delays in payments due to which financials 

get stretched. The liquidity crisis in the first quarter of 2017 had its repercussions on the 

distribution chain leading to defaults and delays. The larger players owing to the wide array of 

product portfolio can pressurise faster clearance of dues while the smaller players are unable 

to put the same amount of pressure. In some cases, the distributors are not given the products 

if the previous amounts are not cleared. This can cause stock outs as well as changes in 

distributorships affecting supplies.   

Supply and transport to Retail    

The distributors are responsible for supplying directly to retail stores in their nearby areas. For 

far off areas the distributors normally have large retail stores which also double up as whole 

sellers for a selected catchment area. In urban and easily accessible areas the issue of supply is 

not a major challenge; however, for rural areas which are not easily reachable the stocks need 

to be taken by the retail shops from the whole sellers or the larger retailers.  

Margins and pricing 

The manufacturers in Nepal must follow the existing pricing strategies of the imported, high 

brand salience products. At the same time the companies maintain a profit margin of 10-15% 

at which the products are provided to the distributors. The distributors in turn keep a margin of 

8-12% (the profit margin is about 5%) while the retailers have a margin of 8-10% on sanitary 

pads. The retail stores must sell the products on the MRP mentioned on the product. In urban 

areas and easily accessible areas the MRP is followed wherever the prices are mentioned in 

Nepalese Rupee which is true for products manufactured and packaged in Nepal. In case of 

imported products where MRP is mentioned in Indian currency the usual practice is to round 

off the prices over the conversion in Nepalese rupees which inflate the margins for retailers. 

(This is a practice not approved by the company or the distributors and can be seen in difficult 

to reach areas).  
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Financial Risks to Distributors  

The margins charged by distributors are inclusive of all the associated costs as well as risks of 

default in payments. The margins must be in line with competition products so that distributors 

are retained. There have been instances reported 

by distributors when the payments for the 

delivered supply has not come and they had to 

write off the amount as the outlet was closed 

permanently or due to various unforeseen 

circumstances like deaths, migration etc. This is 

not specific to sanitary pads alone but is a usual 

business risk which the Distributors and whole sellers must build in their costs.   

Promotion and Marketing   

The local manufacturers spend less than 5% of the net sales revenue on advertisement and other 

promotional activities. The major emphasis is on BTL advertisements and school campaigns. 

At time these companies have also engaged in sponsoring large events. The advertisement 

spends on television is something which the local manufacturers continue doing on local 

channels like Kantipur. As a part of their social responsibilities these companies have worked 

with NGOs in supplying sanitary pads at discounted prices and are also engaged in doing 

School campaigns. On the other hand, the MNC clients through the television networks which 

are broadcasted from India have a far more advertisement reach than the local players. The 

importers or distributors do not spend any amount on promotions and only pass on the schemes 

or discounts mandated by the company. All publicity, advertisement etc. are the responsibility 

of the company.  

Figure 12: Pricing and Margins 

There are instances when we have to write 

off bad debts as the retailers shut down 

theirshops or relocate somewhere else-

Distributors in Rupandehi and 

Mahendranagar. 

Domestic 

Manufacturers 
Imported 

Freight 

 

Shipping/ 

Freight 

Tariffs 

 

COST OF GOODS 

Cost of Doing 

Business 

Net Margins 

Profit 

Wholesalers 

Gross Margin 

Cost of Doing 

Business 

Net Margins 

Profit 

+ + Retailers 

Gross Margin 
= Final  

Sale Price 

Distributors 

Margin 10-12% 8-12%% 8-10% 
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The local manufacturers recognise that they cannot meet the high marketing spends of 

multinational giants who also have the advantage of the Indian channels advertising the product 

in Nepal market. At the same time, they feel that this has in a way made people aware of 

sanitary pads which make them focus more on being competitively priced and expand their 

reach in order to make the products affordable to larger segments of the society. 

Both the manufacturers have been actively supporting programmes by NGOs in the MHM 

outreach. The support is primarily in the form of providing discounted sanitary pads for 

distribution to schools and by NGOs in their outreach programmes. This was also looked as a 

way of reaching the consumers and helps the companies build their brand awareness.  

Types of Discounts and Schemes on Sanitary Pads  

The manufacturers have a few discounts for incentivizing the sales push for retailers. The 

market leaders have been known to provide 

volume discounts for large stock purchases like 

buy ten and get one free in case the purchase 

exceeds a certain threshold. This scheme is used 

by distributors for push sales. However smaller 

retailers are unable to gain advantage as the 

minimum requirement for purchase is higher than 

what they would like to stock. These schemes and 

discounts do not reach the consumers as this is 

treated as incentives to retailers alone.  

In terms of price and volume discounts to consumers, a scheme of Nrs 10 discount on high end 

variants in sanitary pads was reported by one manufacturer in quarter 1 of 2017.  Additional 

schemes like buy a big pack of diaper and get a sanitary pad pack free was also mentioned by 

retailers.  

Analysing the Competition10 and Potential 

To summarise the present position of sanitary pad as an Industry and the threats which the 

dominant players might face from competition, new entrants, suppliers, buyers or substitute 

products highlight the following key points.  

                                                           
10 Porters Five Forces 

Some Schemes for Distributors and 

Retailers 

For Retail Outlets offers like Buy 10 and Get 

1 pack free subject to a minimum number 

of pads.  

15% off on purchase of 24 Cartons for 

distributors. 

Offers like Buy a large pack Diaper and get 

a Sanitary Pad free also reported.  

• 40 pieces free for 5 Cartons 

(5*126)  
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1. Imported 

products from 

MNCs dominate 

the market. The 

products are 

considered 

superior quality, 

have high brand 

recall and 

recognition, are 

constantly 

reinforced by 

the huge 

advertisement 

spends which is 

streamed 

through Indian 

channels which 

are quite popular in Nepal. These companies do not have to spend money on marketing 

or media keeping Nepal market alone as focus but have a much larger market and hence 

their Return on Marketing Investment (ROMI) is considerably high. The local players 

cannot compete on marketing spends, however this can help develop markets which 

would in fact help the local players to gain from increased market size. 

2. For the Local companies, the bargaining power of suppliers is considerable and is 

aggravated by the need to import most of the raw materials from outside Nepal.  

3. The threat of new entrants though not absent is not a very high one owing to the huge 

capital costs involved in setting up manufacturing at a commercial scale. However as 

importing products from outside is relatively simpler there is a considerable threat of 

new entrants which is also visible at present with close to 30 brands of Sanitary pads 

available in the market. 

4. The bargaining power of buyers is high due to the large number of brands and choices 

within sanitary pads available to consumers; hence consumers have option to shift to 

other brands with considerable ease. 

5. At present the other MHM products as a substitute is not considered a threat, the 

alternative available to sanitary pads is to go back to the traditionally used Cloth pads 

which the marketers do not think is an alternative which consumer would choose. 

Menstrual Cups, Panty liners, Tampons are not an immediately visible threat.  

INDUSTRY RIVALRY 

HIGH 

Imported Products 
from MNCs 

High Media Spends 
from MNC’s  

THREAT OF NEW 
ENTRANTS 

Moderate 

Entry Barriers-High 
Capital Requirement 
Access to 
Distribution 
Channels restricted 

Low Economies of 
scale is not 
sustainable 

Import of Sanitary 
Pads usual practice  
Can be 
manufactured at 
small scale 

THREAT OF 
SUBSTITUTES LOW 

Other MHM 
products do not 
possess a threat 
Once using Sanitary 
Pads going back to 
traditional methods 
low probability. 

BARGAINING POWER OF SUPPLIERS 

Moderate 

Limited number of suppliers 

Credit and Bank Guarantee requirements 

Raw Materials need to be imported  

BARGAINING POWER OF BUYERS 

HIGH 

Various existing brands available 

Easily substitutable 

Figure 13: Analysing the Business of Sanitary Pads (Porters Five Forces) 
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Possible Growth Methods11  

The companies agree that there is a huge potential which exists in Nepal market as far as 

Sanitary Pads is concerned. Gradually the market has also developed with increased awareness 

and the marketers have responded with increased reach. Expansion to erstwhile far away 

market is looked as a possible growth area and increasingly companies want to expand in these 

areas.  

 

 

Figure 14 : Growth Models 

As far as new product development in MHM space is concerned, both the commercial 

manufacturers do not see it as one of their immediate strategy. The existence of other MHM 

products like Menstrual Cups, Tampons, Panty liners or even Reusable pads are not considered 

as a threat as of now. While menstrual cups are positioned for a select segment, the 

manufacturers believe that usage of reusable clothes will come down with higher penetration 

and with cost effective sanitary pads which will make it affordable. The market growth for 

sanitary pads will require a synergy between the commercial and non-commercial players, the 

strengths of the two needs to be harnessed to fulfil the goal of accessible and affordable sanitary 

pads or any MHM product to the women.  

 

Retail sale of MHM products 

The MHM products are stocked by Chemists, Cosmetics as well as Grocery and General stores. 

Large departmental stores have a section dedicated to sanitary pads. In Chemists, keeping 

MHM products is a necessity because most of the consumers approach the Chemists for their 

needs. Increasingly the retailers also feel that from a Chemist focused product, sanitary pads 

                                                           
11 Ansoffs’ Model 

Growth

Market 
Penetration

Existing Product, 
Same Market

Market 
Development

Existing Product, 
New Market

Product 
Development

New Product, 
Existing Markets

Diversification

New Product, 
New Market

 
Strength of Commercial Players, Highly Competitive. 

Synergy between stakeholders, Distribution challenges  

Segmentation, Product Awareness and the rationale for 
new products 

Segmentation, Product Awareness and rationale for New 
Products  
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have become an important stock even in groceries and general stores where women come for 

shopping.  

 

Supply and Payment for Sanitary Pads at retail level 

In larger towns the retail outlets are visited by dealers of sanitary pads who take the 

requirements from the retailers and supply the same. The payment is made in cash within one 

week of the delivery of the supplies. In smaller and remote areas, the retailers must visit the 

nearby towns or bigger shops to get the supply, in most cases the payment is made up front and 

in cases where there is a long relationship, the retailers do get some credit and reprieve from 

immediate payments. 

Pricing and Discounts for Consumers 

Irrespective of the volume discounts to the retailers none of the retail shops pass on such 

discounts to the consumers. The consumers are asked to pay the MRP mentioned on the product 

and in case of Indian MRP; they convert the same using the conversion rate of 1.6 NPR for an 

Indian Rupee.  

Brands Stocked  

The retail shops usually stock the products from Stayfree, Whisper, Safety and Sofy brands, 

the other brands are not regular in supply and as consumers have more awareness regarding 

these brands they prefer keeping these brands only. Brands like Comfy and She was stocked 

but due to erratic supply and low consumer demand these brands are not regularly stocked by 

the retailers. The larger departmental stores stock multiple brands; however, these stores also 

get incentives on racks and visibility of imported products like Whisper and Stayfree. The 

products are sold at MRP and for consumers there are no such discounts which are made 

available.  

Box: Voices from the Trade 

If any MHM products selling organizations provide us any type of guidance especially on how to 

maintain cleanliness and proper hygiene, how to use the MHM products and awareness about how to 

dispose those products we can pass on this information to consumers, this is the sort of guidance that 

is needed. -Pharmacist in Hetauda 

As a pharmacist it is my prime role to make the people aware about the MHM products especially the 

women who still use cloths and provide the quality products instead of cheap or expensive products so 

that all the women can make use of it easily. - Pharmacist 
 

I started this business because of the customer's demand and potential profit from this business. 

Moreover, a Chemist ought to have such things. -Chemist Owner 
 

We do not decide on price. It is already predetermined as we have to sell it in MRP. We get 10% profit 

margin from the transaction. -Retailer  
 

Once, medical association had provided the training about "Sangini" 1-2 years ago. However, there is 

nothing for the pads. The training was helpful as we had to know about its uses. However, with regards 

to pad, there has not been even a single event. -Pharmacist in Dang 

  



 Market Landscaping of Menstrual Health and Hygiene Management Products-Nepal  

 
 

38 

  

Currently the sale of sanitary pads is high because they are aware about those pads through TV’s, 

radios and various media. They also wear pads for maintaining standard because in the society people 

do not like women who still use cloth napkin. Therefore, the sales have improved-Cosmetic Shop Owner 

 

There is high profit in market due to demand from consumers. Market has expanded in last 3 years. 

Distributor of Sanitary Pad  

 

There is more profit compared to other products. There is high demand in market.  Focused on branded 

products because local products are not trustworthy and not enough profit either. -Distributors on 

stocking MNC products. 

 

Medical Association (DDA) comes for investigation, checks manufacturing dates of various medical 

products but they are not so much concerned about sanitary pads. -Pharmacy Shop  

 

There is demand of Stayfree in market. Whisper is the major competitor. As per company's policy, 

cannot sell other products of competitor. -Distributor for Stayfree 

 

 

 

Major Consumer Touch Points for Sanitary Pads 

Particulars General Store Chemist Cosmetic Shops 

Products 

Stocked 

Most Selling 

Brands-Whisper, 

Stayfree, Safety and 

Sofy 

Whisper, Stayfree, 

Safety, Sofy, Comfy, 

Hibis, She 

Whisper, Safety, 

Stayfree, Sofy 

Reasons for 

Stocking MHM  

Women come for 

daily shopping and 

they need to get 

whatever they 

require instead of 

going to different 

shops 

Chemists must keep it 

as consumers expect 

MHM as a part of the 

Chemists 

Most women clients 

and hence makes 

business sense 

Offers and 

Schemes 

For large stores 

which stock in bulk 

there are offers like 1 

pack free on 10 if 

more than a dozen is 

purchased, for lower 

purchases such 

offers do not exist 

Usually purchase a 

larger stock, hence get 

offers like Buy 10 get 

1 free 

Do not buy in large 

quantities; hence the 

offers do not apply.  

Margins 5% to 12%. 

Depending upon 

place of purchase 

and the brand 

10% 10% 
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Particulars General Store Chemist Cosmetic Shops 

Consumer 

Selling Price 

on MRP on MRP on MRP 

Supplier Supplied by the 

distributors directly 

Supplied by 

Distributors  

Sometimes need to go 

to distributor if not in 

the main market area. 

Supplier 

Payment 

Within a week, 

sometimes based on 

relationships can get 

a higher credit 

period 

Within 10-12 days Within 10-12 days 

Retail Push Only in case of 

unavailability of a 

demanded product. 

No price discounts to 

consumers  

Cater to customers 

brand requirements. 

No Price discounts 

Cater to Customers 

brand requirements. If 

a new variant comes 

they introduce the 

same to consumers. 

No price discounts 

 

Product 

Information 

Only from what is 

heard from TV 

advertisements 

Aware about MHM 

but not received any 

training or product 

information 

Only interaction with 

Sales team who only 

focus on quantity and 

no further details 

Regulations and 

Quality Checks 

Only date of Expiry 

and Physical damage 

in which case it is 

returned 

Only date of Expiry 

and Physical damage 

in which case it is 

returned 

Only date of Expiry 

and Physical damage 

in which case it is 

returned 

Stock Outs Very rarely and it 

does not impact the 

sale as there are 

other available 

brands. In Remote 

areas the supplies get 

affected sometime 

(not specific to 

Sanitary Pads)  

Very Rarely.  In such 

cases consumers pick 

up other brands.  

Rarely, some instances 

of stock outs for 

specific brands not for 

Sanitary Pads.  

Other MHM 

Products 

Low awareness Aware of Tampons 

but do not stock 

Low awareness 
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7.  Manufacturers /Sellers Supported by NGOs  

 

Reusable Pads 

Reusable pads are sold by women trained in making these pads under various NGO 

programmes as an income generating activity. Each pad is sold at Nrs 22 to Nrs 30. This is 

primarily made by women who have a tailoring business and acts like an alternative income 

source for them. These are more localised business with a catchment area in and around the 

shops where these napkins are made, some organisations like Local women’s handicraft has 

been working in this area with the help of INGOs and donations on a larger commercial basis 

and are affordable napkins available for multiple uses. The advantage is both in affordability 

as well as in sorting the problems of disposal of sanitary pads. The pads are targeted to the 

bottom of pyramid and builds on the traditional usage of clothes during the menstrual period. 

With increased penetration and acceptance of sanitary pads especially among urban and 

younger age groups this industry faces a challenge in its long-term sustainability. These pads 

are available in select outlets for sale and have a negligible presence in the traditional trade 

channels. Apart from affordable pads these outlets also sell organic pads for niche segments.     

Menstrual Cups 

Menstrual cups which are sold at around Nrs 2200 per piece are a long-term investment which 

is still not very popular among the consumers as well as the trade channels. In Kathmandu with 

support from Putali Nepal, Ruby cups were stocked in an upscale eating joint of Karma Café. 

However, the clientele is limited to high income groups. In the lack of any promotion or 

awareness regarding such MHM products the reach is limited. Consumer awareness with 

regards to the long-term cost advantages, addressing concerns on usage, proper cleaning is 

some of the aspects which needs to be emphasised before these Menstrual cups become popular 

and in demand.   
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8. Sanitary Pads Produced by CBOs 
Production Facility  

The women’s group have got support from NGOs in purchase of machinery and trainings for 

cutting and packaging of sanitary pads. The production of pads is not done on a very large scale 

and is done by members of the group whenever they are free from other tasks. The INGOs have 

supported financially in establishment of units. The women’s group as well as the workers are 

engaged in selling these pads which give them a return of about Rs.5-10 per pack of Sanitary 

Pads sold. The price to the consumer is not very different as compared to the commercial 

players.  

 

Labour Issues 

At present the factories where sanitary pads are cut and packaged are unable to have full time 

workers on employment basis, the expectation of fixed salaries led to many trained resources 

dropping out and only a few women continuing with the production.  

 

Targeted Market  

The small manufacturers recognise the strengths of existing brands in larger towns and cities 

and their inability to compete with them. Their focus is to market their products through the 

Women’s group/ Mothers’ Group (Mahila Samuha) and schools in rural areas.  

 

Distribution Arrangements  

At present the Women’s group is responsible for sale and distribution of these sanitary pads. 

These groups have not been able to enter the formal trade owing to the need for distributors 

and because their products are not known to consumers. The distributors of other brands have 

signed "non-compete" agreements and hence these groups cannot directly approach such 

distributors but will have to have their own arrangements.  

 

Pricing and Margins 

Given the costs of machinery, labour and capital costs and the low volumes of the sanitary pads 

produced by these manufacturers, they do not have much of a price advantage over the branded 

sanitary pads available in the market. At a unit price of about Rs 50 to 60 for an 8-piece pack 

the napkins must compete with similar price points of well-known brands which make their 

market penetration challenging. 
 

Surakshya Pads produced at Changunarayan facility with support from ICA Nepal and the Chemjong 

SanaKishaan Krishi Sahakari organisation producing pads in Dhading and supported by GIZ are few 

examples where the women have been engaged in production of Sanitary Pads. The facility provides an 

income generation activity for local women apart from ensuring that affordable and quality products 

reach the rural areas. The rolls of sanitary pads are imported from India and are cut and packaged in 

the facility. The present scale of production is small, but the plan is to ensure that an optimum 

production point is reached making it competitive as well as ensuring that the product is accessible to 

women in need. With support from ICA on marketing and production and involvement of local women 

the manufacturers have a long-term plan for ensuring the reach and mainstreaming the product at 

commercial scale.  
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9.  STRENGTHENING THE MHM MARKET –SUPPORT FROM NGOS. 

 

Menstrual health and hygiene management was perceived as a part of Sexual and Reproductive 

Health. Therefore, NGOs in the past did not have focussed programs in menstrual health and 

hygiene as such. Few NGOs are also working with Government to revise and update booklets 

that emphasised sexual and reproductive health education and awareness in which menstrual 

health is one of the components. 

The earthquake in 2015 brought about new changes in the way MHM was seen by the 

stakeholders. The lack of space for usage, disposal, and the lack of materials for menstrual 

hygiene for women in earthquake affected districts and areas helped create NGO focussed 

programs on menstrual health and hygiene. The NGOs have been working in various ways with 

their own independent/donor funded programs for menstrual health and hygiene. These 

programs can be broadly categorized into: 

 

Figure 15 : NGOs role in MHM 

Awareness and Training 

The NGOs have been focussing on schools for awareness and learning among young 

adolescents. Most of the NGOs have been working on government schools whereas few have 

also started focussing on private schools.  

The text book has a chapter in menstruation and menstrual health however the representatives 

of the NGOs pointed to instances where either teachers’ skip the chapter, or they just laugh 

away at the topic under discussion.  

According to the NGOs, girls are still teased by their fellow class mates (boys) in schools. In 

government schools, due to lack of changing space, shyness, girls do not even attend schools 

during menstruation. 

NGOs have been running classes on menstruation where both girls and boys participate. It is 

done with the objective to make them understand that it is a natural and biological process and 
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therefore they do not need to hide it. Few NGOs also have clubs with both boys and girls as 

members of the club who talk about menstrual hygiene and products. These clubs also 

distribute sanitary pads provided by NGOs. Similarly, oratory competitions, fun programs are 

conducted which includes stakeholders from the government as well. 

The NGOs have also been running awareness and training for women or mothers’ groups. 

These awareness and training programs focus on teaching them how to make sanitary pads 

using materials with them and how to maintain menstruation hygiene. 

Similarly, INGOs and NGOs working in WASH also consider menstrual hygiene as a 

component of sanitation and hygiene. Therefore, whenever they take their projects in rural 

Nepal, they also talk about menstrual hygiene in the schools and make women aware about 

health-related issues. The programs therefore are focussed more on awareness. 

Social Marketing Initiatives 

The NGOs/INGOs working in WASH have been supporting various initiatives to create, 

awareness and sustainable methods for access to menstrual health and hygiene management 

products. NGO like "Mitra Samaj" have been marketing menstrual bins in restaurants, 

corporate offices in Kathmandu, the income generated from which is used in distributing 

sanitary pads and creating awareness on menstrual health and hygiene management.  Similarly, 

other NGOs with the help of donor funded programs or crowd funding or even individual 

initiatives are engaged in manufacturing reusable pads, importing ruby cups and few are 

manufacturing sanitary pads. The manufacturers of sanitary pads are women from mothers’ 

group. These women manufacture the products; their group members buy and sell these 

products. Thus, these initiatives help develop skill, generate employment and increase access 

to menstrual health and hygiene management products. 

Creation of an alliance 

An alliance of NGOs, INGOs, and CBOs has been formed some eight to nine months ago.  

These alliance members meet for a monthly interaction to discuss the various programs and 

projects they have been doing with each other. This helps in concerted efforts from all the 

stakeholders with better outcomes in terms of knowledge sharing, information sharing and 

expertise sharing with each other.  

Strengthening and coordinating policy formulation  

Water Supply and Sanitation Collaborative Council (WSSCC) has a national coordinator in 

Nepal which is collaborating with the Government of Nepal and various stakeholders in 

formulating menstrual hygiene policies. These stakeholders also include United Nations, 

INGOs, NGOs, Civil Society, Professors from University, Celebrities etc. WSSCC has been 

working to: 

• Provide information to Nepal Government so that the decisions makers know the 

problems of menstruation 

• Make them aware too so that they make policy framework for this topic in-order to 

sensitise and remove any stigma or taboo associated with menstruation. 
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• Collaborate with human rights are there are many restrictions made on women. 

Menstrual health is a human right.  

• The alliance collaborates with the Ministry of Health, Ministry of Education, Ministry 

of Environment, Ministry of Local development and Federal Affairs, Ministry of 

Women and Children and various WASH partners. The department heads from 

Government of Nepal of these respective ministries and WSSCC have created a policy 

drafting committee and they expect the draft to be presented in the cabinet in the coming 

2-3 months, these committee members along with WASH partners will work on 

harmonizing these policies with the federal provinces in the future to make it more 

inclusive.  
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10. SUMMARY AND CONCLUSION 

There are about 290000 women and adolescent girls12 who menstruate daily and are the 

prospective users for MHM products in Nepal. At present for the trade channels sanitary pads 

are synonymous with MHM products. The urban volume in terms of units of Sanitary Pads 

sold in Nepal urban market is 91 million pads annually. The industry insiders put this as 

representing about 60-65% of the total market which translates to about 140-150 million pads 

which are sold in Nepal through the various distributors and retailers. In Rural areas the 

estimates point to a mere 30 million pads sale. This is far below what would be required to 

reach the 7.5 million women in need for MHM products every month. However, the issue is 

not limited to supply but also to the subdued demand for such products owing to low awareness, 

financial constraints as well as existing practices which many times are not hygienic but has 

been practiced by women from generations. 

 

The Market Players  

In terms of the volumes and value of sale of the sanitary pads, Johnson and Johnson (Stayfree 

brand) is the market leader followed by Procter and Gamble (Whisper Brand), Jasmine Hygiene 

(Safety Brand), Unicharm (Sofy Brand) and Magnamax Pvt limited (Feme Brand). These top 

5 players account for 88% of the total sales of branded disposable sanitary pads in Nepal. There 

are close to 22 other brands which were reported in Nepal market many of which are packaged 

in Nepal or brought by trading houses from different countries, but none of them have been 

able to reach a double-digit market share anytime in the past 3 years. New entrants in the 

sanitary pad market as well as several dropouts have been observed across the 3-year period.  

 

Among the Nepalese manufacturers the challenge is to compete with internationally known 

brands which have higher brand recall as well as recognition. At the same time the economies 

of scale are not in favour of such manufacturers who are unable to compete on prices due to 

the raw material import requirements, low capacity utilization of the established plants and the 

need to compete within the same price points as the imported products make it impossible for 

compete on pricing alone.  

 

The distribution channel consists of national distributors who are also the importers for the 

MNC products followed by regional distributors in most cases (P&G through its distribution 

partner UDN follows a branch wise approach instead of having regional distributors). For 

larger towns there are specific distributors looking at medical retail (Chemists, hospitals, health 

posts) and general retail (General, grocer, cosmetics, and departmental stores). The number of 

distributors for sanitary pads ranges from 60 to 120 distributors for the top 5 market players. 

These are not only distributors of sanitary pads but stock multiple categories and sign a non-

compete agreement within the same category including for sanitary pads whereby they cannot 

stock sanitary pads from multiple companies.  

 

                                                           
12 NFCC 2016 
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Non-Government Organisations Working On MHM 

The NGOs have supported various community organisations to produce reusable as well as 

disposable sanitary pad production (cutting and packaging) both as an income generating 

initiative as well as to ensure affordable sanitary pads reach the bottom of the pyramid. Some 

CBOs are engaged even in production of reusable pads while a few like Surakshya pads started 

with reusable cloth napkins but graduated to Sanitary Pads considering the changing market 

demand and profitability.  

  

The equipment and raw material cost along with the labour costs aggravated by low economies 

of scale has been a challenge for these small manufacturers. At present the market is largely 

within their own women’s group and a few schools which they can cater to. As of now these 

units are supported by expertise from INGOs like GIZ and ICA, who hand hold the organisation 

in procurement of materials as well as ensuring products meet the quality required.  

 

Pricing, Margins and Credit 

The margin on a sanitary pad from Manufacturer to the end consumer is around 25-30%. This 

is inclusive of the company profit margins, the distributors’ margin and retail margin.  The 

distribution margins are also not very different across the companies which make it hard for 

the new entrants to be aggressive in their retail push by pricing alone. The marketing activities 

of large MNC players especially in terms of media spend and penetration are other challenges 

which the local manufacturers face.  For the trade channels quality is limited to physical 

observation of packets and the dates of expiry. The expired and damaged products are returned 

to the distributor.   

 

The profit margin at the manufacturer level is around 7-10% while the total margin which a 

Distributor earns ranges from 8-12%, the retailer margin also ranges from 8-10%. The credit 

period for a distributor is usually a month while below the line the distributor gives about 2 

weeks of credit period. The retailers usually pay in cash within a week or pay 50% in cash and 

remaining within 2 weeks to the salesman delivering the product.   

 

The selling price is as per the printed MRP in urban areas and in cases where the MRP is 

mentioned in Indian currency the retailers use the fixed conversion of 1.6 NRs to arrive at the 

selling price (in some cases this is rounded off).  

 

Retail Channels  

Among the retail channels, Chemists are known to stock a larger volume of sanitary pads as it 

is an essential product in their portfolio, increasingly general stores and groceries have also 

started stocking sanitary pads to fulfil the needs of the customers who visit these shops. The 

importance of Chemists in Sanitary Pads sales is also reflected by the fact though this channel 

is 11% of the total outlets where sanitary pads are stocked, it contributes to 24% of the sales. 

Cosmetic shops which are close to 25% of the total outlets contribute to 28% of the sales while 

general and groceries which account for 64% of the stores contribute 48% of the sales.  
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The Chemists also purchase the highest stock with the average per dealer off-take (PDO) of 

around 264 pieces per month, while Cosmetic shops PDO is 129 pieces per month and general 

stores/grocers have the lowest PDO at 80 pieces per month. The movement from chemist shop 

is also the highest with the average Stock Turnover ratio at 47 days while the general and 

grocery stores have STR of 60 days and the cosmetic stores have a STR of about 80 days. 

  

Key Challenges Faced by Commercial Sellers of Sanitary Pads 

1. Demand for Sanitary Pads still less than optimal for the manufacturers who have 

invested capital to produce the same in Nepal. Importers have an advantage over the 

local manufacturers in terms of lower overheads or overheads distributed over a higher 

scale and larger markets like India.  

2. The category of Sanitary Pads is growing with major emphasis of the manufacturers 

and importers on competing with same set of products in the existing market.  For 

market development the private players look at government and development agencies 

for increasing awareness and demand for Sanitary Pads while themselves being 

engaged in some door to door activities as well as school level outreach. 

3. The raw material procured by the local manufacturers are at an import duty ranging 

from 8% to 15% and is treated as a usual fast-moving consumer good (FMCG) while it 

is an important health and hygiene product which according to the marketers should be 

at par with Pharmaceutical products. This makes the costs higher and has been 

highlighted as possible area which can be investigated to reduce the cost of sanitary 

pads and make it more affordable.  

4. The focus on other MHM products as a commercial venture is not in the line of sight 

and for the commercial manufacturers; sanitary pads are the only MHM product which 

is important. Even existing players who have panty liners in their product line 

internationally do not have much emphasis at present. 

5. The main emphasis on sales and distributions is in the central region of Nepal which 

also sees the maximum number of units of sanitary pads being sold. Close to 49% of 

the sales is concentrated in the Central region while the other regions see a 16-18% 

sales contribution from sanitary pads. The availability of distributors, costs of 

transportation, logistic issues, purchasing power of consumers in select pockets 

determine the focus of marketers.  

6. Investments on market development are limited to large companies who promote their 

brands and not on consumer awareness on menstrual hygiene. The smaller players, 

based out of Nepal understand the significance of consumer awareness in developing 

the market but are financially constrained.   

7. In order to be able to produce affordable as well as commercially viable sanitary pads 

incentives to manufacturers either in the form of reducing import costs, incentivising 

production of pads in Nepal and tie ups with governments to promote the same is 

required.  

8. The awareness levels among trade channels are considerably low with regards to other 

MHM products like panty liners, menstrual cups and tampons. This makes consumer 
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choice limited to sanitary pads or cloth pads either made by self or produced by small 

entrepreneurs.  

9. There are many products in the market which are not up to the quality standards owing 

to the lack of any regulatory framework for Standards of Sanitary pads in Nepal. Issues 

of quality of adhesives, length of pads have been reported by retailers due to which 

consumers have complained. The Nepal standards must be documented, notified and 

implemented in order to avoid low quality products in the market which will help 

quality products to reach the consumers.  

 

 Key Challenges Faced by NGO Supported Initiatives  

1. Small scale production facilities with problems in scaling up production. 

2. Market limited to the Women Groups and Schools near the factory. 

3. No collaboration between different facilities supported by different NGOs producing 

sanitary pads. 

4. Competition with established players with strong distribution networks and marketing 

spends. 

5. Cost of production and the margins to provide income to the workers does not make it 

very price competitive. 

6. Road map for handover of operations to the CBOs including import of raw, materials, 

Quality assurance will necessitate scaling up operations before withdrawing support so 

that these manufacturers remain competitive and are able to provide affordable Sanitary 

Pads to difficult areas.  

 

Conclusion 

From a market perspective there is a huge untapped market for MHM products in Nepal, though 

the qualified available market (comprise of members that express an interest, possess the 

financial resources and are ready to purchase the product) is still small and is serviced by the 

existing market players. The challenge in front of the NGOs and Government is to expand the 

reach and convert the total market (maximum value based on number of consumers, purchase 

per period and number of purchases each year) either through massive investments in 

awareness supplemented by product innovations, ensuring reach at price points acceptable to 

consumers.  

 

The steps taken by NGOs in not only spreading awareness about Hygiene, usage of MHM 

products and disposal of MHM products but also in providing trainings to prepare reusable 

pads to school girls and women groups for self-usage as well as at a commercial level has been 

at the forefront of the MHM interventions in Nepal.   

 

The private sector players have seen a growth in terms of value as well as volume over the 

years in the sanitary pad sale, but the number of sanitary pads sold is far below the required 

number. It however does not mean that there is no capacity. Nepal market is dominated by 

imported products and even the local manufacturers have installed capacities that are far above 

what is presently manufactured. There is also an existing trading arrangement whereby many 
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traders have imported rolls of sanitary pads and are packaging and selling them in Nepal 

market. Hence as far as product availability especially sanitary pads are concerned, the market 

players are equipped to handle larger volumes even in case demand increases substantially.  

 

The major concern from the market side is in the production of low cost as well as quality 

MHM product. With the low economies of scale producing sanitary pads which have 

substantial price advantage by the NGO supported manufacturing units is not sustainable. As 

of now multiple agencies are working on localised solutions trying to provide a local livelihood 

solution as well as a solution to MHM needs. If the strategy is to scale up such interventions 

the NGOs must look at avenues of expanding reach as well as taking advantages of their 

networks to provide a bigger market. Quality is another aspect which would require for 

advocacy for formulation of Nepal standards on Sanitary Pads /MHM products or replicate the 

same and ensure the enforcement of such standards as the market is flooded by many products 

without any quality assurance.  

 

The introduction of new products even in MHM space must be based on the acceptance of such 

products in the market which would again be dependent on the awareness or exposure to such 

products. As of now the exposure to other MHM products is minimal and only among select 

markets and consumers. Market Segmentation based on Demographic, Behavioural parameters 

will help design appropriate positioning of different offerings (both existing and new 

introductions) and targeting (which group to offer which product). At present they have their 

own basis of segmentation based on purchasing power of the consumers and sustainability. The 

MHM market players would require going beyond serving the commercial interests alone and 

at the same time is sustainable. The strengths of the MHM Alliance and similar likeminded 

partners, including in government and private sector would require to be leveraged to reduce 

the supply demand gaps while at the same time working on market development along with 

penetration.  
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ANNEXURE 1  

RMS METHODOLOGY 

 

The estimation of the retail off 

take, distribution, volumes etc. 

follows a long-term data 

collection process which Nielsen 

undertakes in Nepal market. The 

first stage is the establishment of 

the total universe which basically 

means to arrive at the number of 

retail outlets which store various 

FMCG products including MHM 

products. This process was 

updated in 2014-15 where a 

census of retail outlets was 

carried out. The next step is to 

arrive at the design of the representative sample (panel stores) based on the various store types, 

locations, market breakdowns in which interested.   The data collection is a continuous process 

where stock audit is done on a month on month basis at the item level for the selected 

categories. Basis the data collection from the panel stores the statistical expansion of sample is 

done for the universe. The data is then interpreted to arrive at various standard and derived 

facts which are useful to marketers in determining the strategies and focus.  

Output –Standard facts from Data  

Sales 

Sales Volume (Units (000)) Measure of Transaction 

Sales Volume (Volume (KG)) Measure of Consumption 

Sales Volume (Free Weight (KG)) Measure of Volume Promo 

Sales Volume (Off Value (000 Rs.) Measure of Value promo 

Value Off takes (000 Rs.) Measure of Expenditure 

 

Stock 

Total Stock (Units (000)) Measure of Shelf competition 

Total Stock (Volume (KG)) 

Total Stock (Free Weight (KG)) Volume Promotions occupying the Shelf space 

Total Stock (Off Value (000 Rs.)) Value Promotions occupying the Shelf space 

 

Purchase 

Purchase (Units (000)) Measure of Replenishments 

Purchase (Volume (KG)) 
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Purchase (Free Weight (KG)) Free Volume Replenishment  

Purchase (Off Value (000 Rs.)) Free Value Replenishment  

 

Distribution 

Number of Stores Measure of actual reach 

WD PCV Handling% Measure of effective reach calculated on category 

ND Out-Stock% Measure of servicing efficiency 

WD Out-Stock% Opportunity lost due to inefficient servicing 

WD ACV Handling% Measure of effective reach Calculated on FMCG 

 

The data for the past 36 months will help in understanding the trends, movements of various 

brands over years and also the market size for the urban Nepal.  

 

The reporting of data for sanitary pad is based on the various Market Breakdowns which is 

used by Marketers in Nepal and the traditional channels which includes Cosmetics and 

Chemists as well as grocery and general stores.  

 

Nepal Data Reporting 

  Markets (Urban Only) 

MBDs: All Nepal, Eastern Region, Central Region, Western 

Region & Mid-Far Western Region; Kathmandu Valley, 

Kathmandu MC, Lalitpur MC, Pokhara MC, Biratnagar MC and 

Birgunj MC; Shop Types: Grocer, General Store, Chemist, 

Cosmetic and Others 

  Facts Sales Value, Sales Volume, No of stores and all derived facts 

  Products 
Brand Level Data* (e.g. Whisper Choice, Whisper Ultra Clean, 

etc.)   

  Periods 
Monthly data trend for last 3 years (starting 2014 September to 

2017 August) 
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ANNEXURE 2  

QUALITATIVE STUDY  

The List of Manufacturers, Importers, National Distributors and NGOs/CBOs Interviewed for 

the Qualitative Study are: 

 

Manufacturers • Jasmine Hygiene Products Pvt. Ltd. 

• Magna Max Pvt. Ltd. 

• Surakshya pads Supported by ICA Nepal 

• Chemjong Sana Kishan Krishi Sahakari 

supported by GIZ 

Importers/Marketers 

National Distributors 

• Nepal Overseas Marketing Pvt. Ltd-Importers of 

Unicharm 

• Unicharm 

• Safety  

• Feme 

• Karma Café for Menstrual Cups 

Regional Distributors • Whisper-Hetauda,Bardibas,Kailali 

• Safety-Mahendranagar, Biratnagar 

• Stayfree-Tulsipur,Hetauda,Mahendranagar 

• Sofy-Rupandehi,Butwal 

NGOs/CBOs • Solid Nepal 

• Care Nepal 

• Mitra Samaj 

• ICA- Nepal 

• WSSCC National Coordinator (CODEF) 

• Putali Nepal –Ruby Cups 

 

 

 

 

 

 

 

 


