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Even the most evolved

product may get ignored

if there’s a fault in the

design – like the fact that

a tampon does not fit

into the customer’s

pocket.

Tampax acknowledges

and addresses the issue

of shame with open arms

and an amped-up

product design team.

In this case study, you’ll discover:

f you’re a woman, the next situation might feel familiar. You’re at the office,

trying hard to focus on the task at hand, praying to sweet Mary, mother of

God that your Advil finally kicks in. And on top of that, you feel like you need

to change a tampon.

Unless you’re Kiran Gandhi, who bravely free-bled as she ran the London

Marathon in 2015, the chances are, you feel a little bit shy to cruise around the

office with a tampon in hand as confidently as if you were holding up a box of

tissues. You’re more likely used to sneaking around in shame with your menstrual

products hidden.

Though a lot has been done to

promote a qualm-free approach to

periods (including a period emoji,

a crimson droplet to symbolize

menstruation, added to the iPhone

menu in March 2019), according to

a survey from 2017, 48 % of girls

and women in the UK between the

ages of 14 and 21 are embarrassed

by their periods.

If you’re a female hygiene product

manufacturer you may focus on

the features, such as protection and leakage. Even the most evolved product,

which you have put hours of product and material endurance testing into, may get

ignored if there’s a fault in the design – like the fact that a tampon does not fit

into the customer’s pocket. 

This seemingly innocent shortcoming of packaging (which is not something that

would make a tampon itself inferior in any way), could potentially have a

devastating impact on product sales. 

Women may opt for a manufacturer that isn’t as advanced in terms of materials

used, but offers a more compact alternative. What’s behind this seemingly illogical

behavior and how to work around it?

Looking beyond the obvious benefits

While in the past the majority of messaging for female hygiene products centered

around protection, now discretion is just as, if not even more important. The

reason for this shift is that women, unlike their mothers or grandmothers, don’t

experience as many mishaps or moments when the protection isn’t sufficient, so

that worry is not at the forefront of their thoughts. However, there’s another,

more sneaky concern.

Take two friends Laura and Stella, similar in age, preference for organic food and

running.They differ when it comes to what kind of tampons they rely on. While

Stella uses a premium Tampax with a pearl applicator and made out of organic

cotton, Laura does not. The two girlfriends are having lunch when Stella suddenly

(as is often the case) realizes she needs to borrow a tampon and Laura happens to

have one. 

“Wow, that was really not a smooth experience”, Stella remarks deadpan as she

arrives back from her trip to the ladies’ room. “Why don’t you use the one with

that nice bud-like applicator, instead of this scratchy, medieval one?”,  she

wonders, shaking her head. 

Laura laughs unphased and shares that the fancy applicator is longer, which

means that unlike this albeit more rudimental but compact one, it simply does not

fit into her pocket. Sure, it may be better for the environment and made out of

this fancy-schmancy recyclable cotton, which is something she usually cares

about, but if she has to cruise around the office with it, she knows that the one

thing she doesn’t need is it popping out of her pocket. 

Stella, a freelancer working predominantly from home, hadn’t really thought

about that. She can base her decision solely on benefits, thus the longer-sized

applicator is, in her case, not a deal breaker. Laura, on the other hand, prioritized

discretion.

Erase women’s worries

Tampax does need to address this. At the end of the day, upgraded versions of a

basic product are a quick route to profit. And so it’s Laura’s “bud” type of tampon

which has a higher margin, and that means more revenue for the company. Alas,

the big barrier to getting a better product is shame! That’s why the company chose

to bring together the best of two worlds and combine a superior user experience

together with worry-free ergonomics.

Meet Tampax pearl pocket, a product redesign that doesn‘t solely focus on

function. Even though it still addresses all the usual concerns about leakage and

material safety (free of dyes and perfume), it doesn’t stop there.

A Tampax pocket with a retractable pull and click applicator that allows for a way smaller package.
Source: YouTube/Tampax

The designers listened to women’s concerns and came up with a solution that

erases them altogether. A product that frees women like Stella of their worries.

Women, who sadly, even in the 21st century aren’t strolling around the office with

their female products in hand just as comfortably as they’re holding their cup of

morning coffee. 

Tampax acknowledges and addresses the issue of shame with open arms and an

amped-up product design team.

Features like a silent wrapper so

you can open it up

inconspicuously in a public toilet,

colorful discreet packaging, and a

revelation – a retractable pull and

click pearl applicator – that allows

for a way smaller package yet is

way smoother than its compact

but “edgy” predecessor. At last,

women don’t have to prioritize

discretion over comfort; and that is a game-changer when shame is a bigger

problem than leakage.

You may be asking yourself why worry about shame or uncertainty? Isn’t selling

about putting your best product forward and motivating more people to use it?

But as Tampax shows, the problem might not be a lack of motivation but too

much friction; any great hindrance that causes an objectively better version of the

product to not be used.

But adding friction can also be a helpful practice. Do you want to know more?

Click here for interesting examples.

So until we’re ready to evolve and treat these products like any other products

(which we should), Tampax, by eliminating these feelings thanks to its product

design, has the upper hand in this fierce battle.

Key takeaways:

How mastering the psychology behind product design can bring excellent
results;

•

Why too much friction can be a bigger problem for customers than a lack of
motivation; and

•

How putting yourselves into women’s shoes (and pockets) can reveal new and
unexpected solutions.

•
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