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WHAT OTHERS ARE CLAIMING

The various domains that brands claimed for 
themselves were particularly intriguing to 
investigate.For this examination, both the websites 
of the companies and their Instagram pages were 
used, as Instagram in particular is one of the first 
points of contact with a company for many users. 
Each positioning statement allows these businesses 
to offer a unique perspective to their audience. 
The declarations range from very specific product 
descriptions or characteristics to more abstract 
territories. Several noteworthy examples come 
from Yoni‘s direct competition: “sustainable 
condoms and period products” (einhorn),” 
sustainable solutions for people with periods” 
(thinx), “multi award winning sustainable period 
products” (dame), exceptional period care (grace 
& green). Additionally, there are some intriguing 
more abstract claims, such as those of sanature.: 
„Protects what‘s delicate“ and o.b.: „Accompanies 
women for over 70 years“.
Interesting examples from indirect competition 
are: award winning organic cotton period care 
with a give back (freda), earth-friendly and toxin-
free period care, naked and CBD tampons (Daye), 
pleasure care (nudco), organic intimate care (lip), 
premium CBD infused intimate care (Hemply), 
problem solving skincare for the entire family 
(autralian bodycare), pH balanced pleasure, 
pamper and protect products (woo woo), self-
care products for women‘s intimate health and 
well-being (ellen), skincare for the v-bikini area 
(the perfect v), postpartum care (viva la vulva), 
bathroom products (blume), concierge for women‘s 
hormones (feminade), nutritional supplements 
for people peri and post menopause (mpowder), 
personalised period care (August), butt obsessed 
beauty (Bawdy).
What is actually interesting is the general 
movement away from the topic of „hygiene“, 
which has been traditionally used to describe 
menstrual products and is unfortunately still 
common as the label for this category of products 
in online stores such as etos. The term „hygiene“ 
is problematic in that it implies that menstrual 
discharge is something inherently dirty that needs 
to be managed by purchasing a hygiene product, 
which is not strictly necessary. In line with this 
argument, the industry’s language is now moving 
towards using terms such as „care“ or „protection“. 
Protection here is not meant as classically in 
the area of period products, but addresses the 
protection of the vaginal environment. This goes 
hand in hand with the efforts of Yoni to claim the 
area of femacre for themselves.

WHAT OTHERS ARE OFFERING

Tampons that have been enhanced by a product 
component are examples of notable product 
innovations that are currently taking place in the 
market. These include, for example, Daye tampons, 
which are laced with CBD and thus intended to 
relieve period pains. Tampons by ellen, which are 
infused with probiotics to boost the natural vaginal 
flora, are another intriguing incremental tampon 
innovation. Reusable tampons, which are made of 
a rolled-up band of cloth, are also available, but the 
adoption of this product is questionable. Within the 
category of pads ,biodegradable pads that can be 
flushed down the toilet  are the only invention worth 
mentioning. What‘s intriguing regarding period 
underwear is that, on the one hand, more gender-

neutral styles are being launched to the market, 
including masculine presenting persons, nonbinary 
and trans people. In addition, models that are speci-
fically tailored for sports are becoming available.
Aside from explicit period products, several oils 
and serums that have previously found popularity 
in the beauty industry are now available for vulva 
care. There is, for example, ‚fur‘ pubic hair oil and 
numerous products for the maintenance of the ou-
ter labia. Furthermore, there is an increasing num-
ber of products claiming to have the lubrication ca-
pabilities of a lubricant without disturbing the acid 
level of the vagina, as previous lube iterations did.
Unfortunately vulva centric products are also po-
pulated by less body positive brands further perpe-
tuating unattainable and harmful beauty standards 
such as products from “perfect V” that promise a 
rejuvenating effect or products such as the Silk’n 
Tightra claiming to help achieve “a vagina that feels 
and looks younger” (Productpine, n.d.). But also 
seemingly less harmful products such as perfumed 
washing lotions are strictly advised against by me-
dical professionals as they can irritate the vaginal 
flora (Willis, 2017).
A full depiction of the competition, including their 
social media presence and offered products, can 
be found in the appendix.
The variety of products available could be viewed 
as a disadvantage for Yoni, but because Yoni lacks 
an internal innovation department and relies on 
close collaboration with partners and suppliers, the 
products of other brands could be viewed either 
as a source of inspiration or potential collaboration 
partners, and show possibilities for expanding the 
product range in a new domain.
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Apart from the product attributes conveyed 
by Yoni, it was critical to conduct a product 
study in order to establish a market standard 
for product quality and thus paint a realistic 
picture of product performance. Tampons were 
purchased and compared on a variety of criteria 
from several competing manufacturers in the 
Dutch and German markets (etos, albert heijn, 
o.b., tampax, sanature, and the female company). 
Both organic cotton tampons as well as regular 
tampons (usually made of a synthetic fibre core, a 
cotton layer and a synthetic surface sleeve) were 
used as a means of comparison . The package 
inserts and language options contained therein 
(French, German, English, and/or Dutch), the type of 
packaging mechanism used to enclose the tampon 
(a twist-and-open wrapper or a wrapper with an 
opening flap), and whether the tampon frays as 
a result of friction (this is especially important 
when inserting or removing a tampon into or 
from an insufficiently moist vagina, as it can result 
in fibre residues inside the vagina.  Two points 
stand out in comparison to the competition: first, 
while the Yoni tampons do become frizzy when 
friction is applied, other cotton tampons (Etos, 

for example) appear to have addressed this issue 
by adding a highly compressed cotton surface 
layer. As many users are unaware of the potential 
negative consequences of added synthetic layers 
to tampons for smoother insertion and synthetic 
fibres for more efficient absorption (it should be 
noted that claims of adverse effects on user health 
based on synthetic additives in menstrual products 
lack scientific support), the discomfort of insertion 
is a true deterrent to purchasing Yoni tampons 
again. Second, the wrapper employs the antiquated 
latch opening technique rather than the twist 
wrapper used by all other synthetic but also many 
other organic cotton tampons (the female company, 
etos, o.b.). This is not a true purchase barrier, but 
it does speak to the company‘s lack of continuous 
product improvement and market standard 
adjustment.
Due to the fact that there are an even greater 
variety of sanitary pads available, this study 
focused on a comparison of very absorbent 
sanitary pads from Yoni, etos, and sanature. 
This was largely determined by the testimonials 
and online reviews of interviewees. These 
findings indicate that, as with tampons, personal 

preference varies according to the width of the 
pad, its hardness, whether it has wings or not, 
whether it is perfumed, whether it is packaged in 
plastic or not, and its absorbency. By and large, 
consumers prefer unscented and gentle products. 
This is consistent with Yoni‘s offering. 
One impediment to purchasing Yoni products 
is undoubtedly the price, which unfortunately 
applies to all Yoni products.  It is higher than the 
market average and, as a result, the competition. 
Unfortunately, the price can no longer be justified 
by a superior product quality and purity as the 
original USP of offering an organic cotton product 
has been appropriated by the competition. This 
means that the current sales can only be driven by 

recurring habitual purchases, the more attractive 
design or the brand equity.
The period cup is especially popular with those who 
are conscious of their environmental impact and 
avoid disposable products. A period cup can be 
used indefinitely and for extended periods of time, 
which is strongly discouraged with tampons due 
to the risk of toxic shock syndrome. Yoni‘s period 
cup is priced and manufactured similarly to other 
period cups available at the drugstore.
Yoni‘s period underwear is priced between 5 and 
10 euros higher than comparable brands. As is 
the case with all period underwear, the fact that 
several pairs are required for optimal coverage 
during a cycle results in a relatively large purchase.
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For a long time, menstruation has been a massive 
taboo in society and product innovation in this 
category has been rather sparse as a result. 
The health of biological female bodies and their 
wellbeing was not talked about, but over the last 
15 years this has slowly but surely loosened 
(Boyd, 2019) and discussions about the health, 
environmental and financial implications are 
becoming louder beyond the feminist forum. But 
this process is happening rather slowly; traditional 
period products are still characterised by a 
language of discretion, of secrecy.
The origins of period products are only partially 
documented; the Smithsonian (n.d.)  writes 
explicitly regarding their period product collection, 
„Before the late 1970s, feminine hygiene was not 
understood to be a subject warranting serious 
cultural and historical research, and feminine 
hygiene products were not prioritised for collection 
or preservation. This attitude mirrored Americans‘ 
discomfort with the idea of women‘s hygiene.“ This 
also reflects society‘s interest in the realities of life 
for female citizens for whom period products are a 
necessity to meet societal expectations, especially 
in a society where the male cycle is the norm.
The history of the period is a rather peculiar 
one from today‘s point of view. For example the 
knowledge of papyrus scrolls for vaginal insertion 
are known from the times of the Egyptians, 
but with a historical point of view comes also a 
multitude of myths about the negative magical 
effects menstrual blood is rumoured to have, 
from crops dying to milk getting sour. If you look 
at the history of the last century, before tampons 
or pads were available, women used cloth pads to 
catch menstrual discharge, which were washed 
and reused. These pads were strapped around the 
waist with a type of belt or harness. With the First 
World War, an unusually large number of medical/
surgical materials were needed to treat wounded 
soldiers, which led to a wave of innovative product 
development. On the one hand, bandaging materials 
were invented that had a core of a certain type 
of moss that was particularly absorbent. On the 
other hand, cotton plugs were invented that were 
particularly suitable for deep wounds and could 
absorb blood in situ and were also used to insert 
medications in wounds. After the First World War, 
the redundant products were first used by nurses 
and were later distributed commercially from 
this observation. Especially after an advertising 
campaign in magazines explicitly targeting women, 
these disposable pads were being adapted. 
Tampons took a little longer to be successfully 
accepted, as they were first sold with a cardboard 
applicator by the manufacturer Tampax; this 
happened in North America around 1930. In 
Europe, the tampon became widespread around 
1950 and has been widely used socially since 
around 1990. Tampons in particular have always 
been made with a synthetic, highly absorbent core 
and, for about 8 years, with an additional synthetic 
sheath that makes insertion smoother.
However, the synthetic content and level of 
absorbency have been claimed to be connected 
to the very rare but potentially fatal toxic 
shock syndrome, which in combination with 
environmental considerations is motivating a 
growth in alternative products, such as Yoni‘s 
products. Yoni’s products are made from 100% 
organic cotton. However, this awareness has also 
brought other period products to the market 
or into new attention through a push in (online) 
marketing, including menstrual cups and period 
underwear. With the increasing level of  innovation 

and search for better alternatives in the menstrual 
market, the communication style of brands and 
product packaging is also changing. In the past, 
euphemisms were used to disguise what the 
products were about, but today the language 
is becoming more transparent and direct, as is 
the presentation of the products. (Smithsonian 
Institution, n.d.) 

One of the first pads, the 
packaging uses the „Moss 
girl“ in a nurse‘s uniform to 
communicate the origin of the 
product.

Toxic shock syndrome is 
a life-threatening illness 
that occurs suddenly. It‘s 
caused by toxins released 
by an overpopulation of the 
bacterium Staphylococcus 
aureus, or staph, which is 
prevalent in the bodies among 
women. Menstruating women, 
particularly those using 
super-absorbent tampons, 
are susceptible to toxic shock 
syndrome. The body reacts 
by lowering blood pressure, 
depriving organs of oxygen 
and potentially resulting in 
death.
After the deaths of numerous 
young women who had used 
a type of super-absorbent 
tampon that was subsequently 
pulled off the market in the late 
1970s and early 1980s, this 
sickness grabbed headlines. 
(WebMD, 2001)

Modess pads: A nice example 
of the level of obscurity these 
products were sold with, 
not showing the product or 
mentioning what it is on the 
package

Medicated tampons in a tin.Sanitary puffs

o.b. packaging from 1986

A kotex poster when pads 
were equipped with an 
adhesive strip which made 
the belts that were previously 
used no longer neccessary.
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BRAND DNA

Promise:
What Yoni offers the public.

Domain:
The area Yoni claims for itself.

Corporate vision:
Moving from vaginal wellness to 
femcare leadership

Market:
Yoni is the sophisticated rebel in the 
period product market

Competition:
Yoni differentiating itself through its 
communication and design

Purpose:
Why gets Yoni out of bed in the 
morning.

Architecture:
Yoni does not have subbrands.

Bringing women - and other people 
- in the know, so everyone can live 
strong and healthy lifes.

FemcareBrand strategy

Corporate strategy

Yoni wants to open up a space 
for conversation about all things 
femininity.

Without further hierarchy, Yoni 
offers tampons, pads, panty liners, 
menstrual cups, panties

Promise and purpose are still vague, a 
manifesto of how Yoni believes the future 
should look like seems neccessary.

Brand personality:
Yoni‘s distinct way of 
communicating.

Yoni

Brand execution

Personality traits:
Knowledgeable, conscious, 
collected, calm, sexy

Web/Social presence

Sales

Campaigns

Tone of voice:
Cheeky wordplay, transparent 
vocabulary

Yoni shows the most personality on 
their instagram account and their 
own website

The products are sold in their 
webshop, in drugstores and 
supermarkets

Campaigns are rare for Yoni, but in 
November 2021 a poster camapign 
was launched in NL.

Values:
Leadership, integrity, passion, 
sustainability, beauty, health

Beliefs:
Core values of the brand.

Right now Yoni‘s brand is only defined to 
a limited degree, it appears closed off and 
could benefit from aspects of collaboration, 
approachability and playfulness.

Within stores they have limited possibility to 
shape the sales experience, the packaging is 
everything.

Poster campaign are a great way to reach 
out to more people while also explaining what 
the product is about.

The straight forward and inclusive 
vocabulary is a factor that sets Yoni apart, 
but could not be understood by customers 
that aren‘t as woke/educated.
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INTERVIEW
GUIDE

Within my master thesis 
I‘m exploring the status 
quo of period managemetn 
to eventually develop 
a desirable future for 
people and their vulvas in 
general - from a product 
design perspective.
The purpose of this 
interview is to find 
out more about the 
experiences and opinions 
of people with vulvas 
from a product design 
perspective.
Everything you say to me 
will stay anonymous. You 
can withdraw from the 
interview at any point and 
you‘re free to interrupt at 
any time.
There are no right or 
wrong answers, I‘m 
interested in your 
personal experiences 
and opinions. Anything 
is valuable and I would 
love if you could give me 
descriptive answers.
This is actually a great 
point for the consent form 
I have prepared that you 
can have a look at now.

I would like to begin the conversation 
by speaking about your menstruation 
experience.

Which periodic product(s) are you 
currently using? (change throughout the 
days?)
How long have you been using this 
product? And was this different in the 
past?
How long is your period actually?
Where do you buy period products?
How often do you buy period products? Do 
you always have them in stock or do you 
buy new ones when you get your period?
Where do you store them?
How do you transport them when you are 
on the road?
What criteria are important to you 
when buying a period product? (Price, 
comfort, material, ingredients, discretion, 
aesthetics)
Do you always buy the same brand and the 
same product or do you change it up? - 
And if so, why?
Why do you buy this particular brand?
Why do you prefer this brand to others?
What other brands do you know?

How do you feel about the impact of your 
period product on your health?
How do you think about aspects of 
sustainability and your period?
How do you find out about period 
products?

Which symptoms come with your period? 
And how do you treat them?
Do you notice the effects of your cycle on 
you and your day to day life?

PERIOD PRODUCTS

IF NOT ALREADY 
ADRESSED

INDIVIDUAL PERIOD 
EXPERIENCE

MENSTRUATION 
INFLUENCERS

MENARCHE

SHARED PERIOD

PERSONAL 
ATTITUDE

FINAL QUESTION 
ON MENSTRUATION

INTRODUCTION MENSTRUATION EXPERIENCE
fr
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How does your period affect: Exercising, 
nights, work (Do you speak about your 
period at work?), pain management
How do you manage your fertility?

Do you use contraception? And how are 
you doing with it?

Do you remember your first 
menstruation? What kind of experience 
was it?
- Did you know what was happening to 
you?
Who gave you the information?
How did you find out what products to 
use and how to use them?

Do you talk about your period with 
others? / How openly (and with whom) do 
you talk about your period?

What do you associate with having your 
period? 
In general, how are you feeling about 
your period? How do you feel about her? 

Is there anything about menstruation 
that you wish you knew earlier or that 
you wish we would talk more about?

We are now about halfway through 
the interview and I would like to talk 
about your vulva and vagina in general, 
regardless of menstruation.

What words do you use to describe your 
vagina to your friends/partners?

How do you care for your vulva/vagina? 
What products touch it?
For example, wash gel (maybe a special one 
for vulvas), lubricants, creams, etc.
Are you happy with the routine you have 
right now or do you miss something or 
would you like to change something?
Do you share your vulva with others? 
About your vulvovaginal health?

How are you feeling about your vulva/
vagina?
How is your relationship with her?
What does your vulva look like?

Have you ever had an STD? What was it 
like?

Is there anything about your vagina that 
you wish you had known when you were 
younger?
Is there anything you wish we would talk 
about more in society in relation to our 
vulvas/vaginas?
Is there anything we haven‘t talked about 
yet that you would like to address?

GENERALS

CARE

PERSONAL 
ATTITUDE

HEALTH

SOCIETY

GENERAL

MENOPAUSE AND 
OTHERS

PERSONAL 
ASSOCIAIONS

FINAL THOUGHTS

VULVA MENOPAUSE

What were the first signs that you were 
entering the menopause?
First symptoms?

Have you discussed your menopause 
with people around you?
Have you seen a doctor/gynecologist?
How did those around you react?

What associations do you have with 
menopause? What does it mean?

How do you feel about it?

more intimate
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CYCLE 
EXPERIENCE

The 
visualisation 
of one sample 
cycle provides 
an even more 
thorough 
depiction. 
Here, the 
many stages 
of activity 
may be seen, 
as well as the 
good and bad 
associations 
and 
sensations 
experienced 
by the subject, 
as well as 
the natural 
processes 
that the body 
undertakes. 
As is to be 
anticipated, 
each individual 
experiences 
their cycle 
and its 
repercussions 
uniquely, 
not just in 
contrast to 
others, but 
also from 
cycle to cycle.

23 to 32 days
(cycle length)

up to 450 times in life

menstrual discharge
(3-7 days)

discharge throughout the cycle

most noticeable cycle phases

cycle phases as seasons

feelings

menstrual product routines

mestrual discharge

relief

purchase usually at 
beginning, every 1 to 
2 months

(different product 
preferences depicted)

annoyance

annoyance

pain
joy

disgust

anger

winter summer

creamy clear

PMS symptoms
(up to 2 weeks before
menstruation)

high energy phase ovulation
(around day 14)

slow energy inspired energy playful energy irritable energy

sticky

spring autumn

stickyegg white
EMOTIONAL NEEDS

•	 security (of the menstrual product to 
protect clothign and bed sheets)

•	 comfort (ease of painful irritable 
symptoms)

•	 significance (being seen in their struggle, 
normalisation)

•	 certainty (about cycle process, partly 
unlocked through cycle tracking apps)

•	 connection (knowing they‘re not alone in 
their symptoms)

•	 autonomy (in understanding and treating 
their body)

•	 newness (some enjoy trying out new 
products)

FUNCTIONAL NEEDS

•	 good value for the price in the product

•	 easy to use solutions, comprehensive 
instructions

•	 high quality sensory experience (packaging 
material, visual)
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