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Introduction 
About the Project  

The COVID‐19 pandemic is having an unprecedented global impact on societies and economies 

across the world impacting men and women differently. While it is too early to have a better 

understanding of the socio‐economic impact of vulnerable population groups, in particular, women 

and girls face challenges to access sanitary supplies and maintain their dignity during the social 

distancing and lockdown measures taken by the government for infection control. For this reason, 

there is the need to increase access to menstrual management products during the response and 

aftermath of the COVID‐19 outbreak.  

 

In the Maldives, a large population is young and many of them have lost or reduced their income and 

are in a situation without any idea of their prospects. In a country where every consumable product is 

imported and is highly dependent on the logistics and distribution to the 187 inhabited islands, it is 

likely to have stock-outs of essential sanitary products. While there are no reported restrictions to girls 

and women in the Maldives to menstrual hygiene practices, the prevailing social, cultural, and 

institutional barriers will become a hindrance for girls and women in accessing sanitary supplies 

during the lockdown.  

 

In addition, Maldives is facing unprecedented challenges to manage solid waste. During the 

pandemic, it is expected to increase the amount of single-use plastic and other products.  

 

Moving on from the pilot project conducted in 2019, this project would empower young women and 

girls to make informed decisions on environmentally friendly menstrual management to ensure their 

human security and dignity in alignment with the UN Agenda 2030 and the UNFPA Strategic Plan 

2018‐2021. 

 

Aims and Objectives 
1. Breaking the taboo on menstrual health through promotion of environment-friendly menstrual 

management products 

 

2. Creating awareness and empowering girls and women on Sexual and Reproductive Health  
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Project Implementation 
Summary of Project implementation 

Scope of Work 

Work Status Social Media Reach 

Status Percentage 
Facebook  Twitter Instagram 

Likes Shares Reach Engagements Reach Likes Saves Share Reach 

Social Media Posts             

Post 1 - A Beginner’s Guide to 
Menstruation Completed 100%    86 2,953 215 18 71 2,288 

Post 2 - Menstrual Cups Completed 100%    84 1,734 186 35  9,596 

Post 3 - User Guide Ready to be Posted 95%          

Post 4 - Is it Clean Ready to be Posted 95%          

Post 5 - How to choose Ready to be Posted 95%          

Post 6 - Get to know your Cervix Ready to be Posted 95%          

Post 7 - Sustainability Ready to be Posted 95%          

Post 8 - Other alternatives Ready to be Posted 95%          

Post 9 - Maldivian Period History Ready to be Posted 95%          

Post 10 - Myths about the Cup Ready to be Posted 95%          

Other Social Media Posts             

Survey Post Completed 100%      332 17  23,019 

Session Invitation 1 Completed 100%      171 12 100 2,518 

Session Results 1 Completed 100%      118 3 30 1,815 

Session Invitation 2 Completed 100%      29 4  631 

Success Stories            

Story 1 Completed 100%    31 988 167 1 17 2,041 

Story 2 Completed 100%    3 234 133 2 7 1,855 

Story 3 Ready to be Posted 95%          

Story 4 Ready to be Posted 95%          

Story 5 Ready to be Posted 95%          

Story 6 Ready to be Posted 95%          

Video             

Teaser Video Completed 100%    45 1,508 108 5  17,533 

Final Video Final Edits 80%          
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Social Media Posts 

Post 1: A beginner’s guide to menstruation 
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   Post 2: What is a menstrual cup? 
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Post 3: User Guide 
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Post 4: Menstural Cups: Is it clean? How do we clean it?   
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Post 5: How to Choose a Menstrual cup   
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Post 6: Measuring the Cervix  
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Post 7: Are Menstrual Cups Sustainable?  
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Post 8: Other sustainable alternatives to Cups 
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Post 9: Period History 
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Post 10: Myths About Menstrual Cups  
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Success Stories  
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Results 
We have completed all the Information Sessions required in the TOR and as we have not managed to 

get the amount of participation in the sessions that we wanted we have been having more sessions. 

In Total, we have had 11 Sessions.  

 

We have collected and compiled the success stories and they are ready to be disseminated via social 

media. Likewise, the rest of the social media information posts are also completed and ready to be 

posted on social media.  

 

We are spacing out the posts as we do not want to overwhelm and flood social media. This will get us 

more engagement and get the conversation going about the topic and give people time to absorb the 

content.  

 

The video post that we are preparing is almost complete however it is still not at the standard that we 

would like therefore we are still engaged in refining and fine-tuning the final product. The Draft video 

will be shared.  

 

The survey results are in, we have done the data analysis and are compiling the report for the survey. 

The data we collected and the experience will be quite valuable to build upon for any future work that 

is done on Menstrual Health and sustainable alternatives for menstrual management. 
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Challenges  

 

The major hurdle that we face is converting registrations for the sessions to participation in the 

sessions. We can get an average of 60% conversion. 

 

Session Description Signed up Attended Participation % 

Session 01 Gdh. Gahdhoo Age 18 - 30 29 21 72 

Session 02 Gdh. Gahdhoo Age above 30 26 14 54 

Session 03 GA.Gemanafushi 17 7 41 

Session 04 Open Session 27 11 41 

Session 05 Open Session 20 12 60 

Session 06 Open Session for Under 21 17 11 65 

Session 07 Laamu Atoll 60 32 53 

Session 08 Open Session 33 18 55 

Session 09 Sh.Noomaraa + Open Session 60 47 78 

Session 10 Open Session 44 29 66 

Session 11 Open Session for Under 21 14 10 71 
 Total Number 347 212  

 Average Participation %   60 

 

We also had an unexpected challenge where our social media accounts had got compromised.   

This resulted in our Advertising Accounts being suspended. This caused us to have to operate and 

disseminate the social media posts without any paid promotions. We are still working to fully rectify 

this issue.  
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Lessons Learnt 

 

Administering sessions online was a very valuable learning experience. Not only do you have to 

consider technical issues from the delivery point of view but also the participant's point of view. The 

main learning of this was that all participants should be asked to test their set up prior to the day of 

the session so that they have time to rectify any technical issues that they may have.  

 

Another consideration to be made with the online sessions especially for sessions aimed at 

Teenagers as well as adults is that not all islands have the same technology penetration and internet 

penetration as well. Some participants may be very tech-savvy while others may be quite technically 

challenged. In future sessions, we have to consider that some participation may drop due to lack of 

technical knowledge.  

 

The financial cost of access to the internet also is a factor that hinders participation as participants 

have often requested data allowances to join the sessions.  

 

Some of these observations require border high-level policy decisions to be made, while for the others 

we can potentially find creative solutions.  
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Way forward 

 

The main aim of the project has been to ensure that 1000 menstrual cups and 1000 reusable pads are 

provided to the participants of the sessions. However, due to various issues, we have only managed 

to disseminate 14.6% of the products. Our focus was to primarily engage the outer islands, as access 

to alternative menstrual hygiene products is most difficult outside the area of the capital. During the 

Covid-19 lockdown, we received the most requests for help from the outer islands as getting 

conventional disposable menstrual hygiene products was limited.  

 

However, it has been a considerable challenge to get participation in the amounts that we expected. 

We can get interest and registrations for the sessions however final participation is about 60%. So, we 

have decided to adjust our strategy of engagement and directly work with institutions such as 

Maldives Police Service, Customs, Maldives National Defense Force, Immigration to name a few, to 

provide us with participants that will take part in the sessions. We will also directly engage State-

Owned Enterprises to achieve this.  

We believe this will ensure rapid dissemination of the alternative menstrual hygiene products. 

 

We will also be trying to engage the education ministry to have these sessions with participation from 

CHSE, MNU, and the other private educational institutions in Male’.  

 

We have started communication with Maldives National University, Maldives Police Service, and Local 

Government Authority to plan sessions for next year. We have also engaged with American Center 

Maldives to hold sessions to islands through them as well.  

 


