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About the research

Maru Matchbox, in partnership with Plan International Canada, conducted two
scientific surveys of 1,074 women, girls, and people who menstruate, and 731 men and
boys in Canada in April 2022 (including those who identify as non-binary and gender-
fluid), which examined the attitudes and behaviours of youth and adults in Canada
towards menstruation.

The research explores access and affordability of menstrual products, as well as public
support for free products in a range of settings such as schools, shelters, and the
workplace. The survey also found that there is still negative social stigma associated with
periods despite growing public conversation on the topic.
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Cost barriers in affording menstrual products

= It is widely acknowledged that period products are too expensive (83%), with one in
five of those who menstruate (21%) acknowledging that they have struggled to afford
products for themselves or dependents and have been forced to ration products
because they could not afford more (22%).

= Reusable menstrual products could offer a solution, with two-thirds (66%)
acknowledging their increased affordability over the long term. In fact, a strong
majority (86%) feel that reusable products should be offered at a discounted price for
low-income individuals.

The high cost of a basic needs product such as pads and tampons can be
prohibitively high for some, forcing them to make trade-offs. Reusable products could
offer a solution for some who have regular access to wash facilities to keep these items

clean. With a rise in popularity among younger Canadians, the environmental benefit
coupled with diminishing cost over time could prove to be a successful tool in offsetting
the monthly expense.
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Support for free menstrual products

= There continues to be strong support for free menstrual products in various locations.
As might be expected, those who identify as women and girls show the most support
in each location.

= Among those who identify as women, shelters (97%) and schools (95%) receive the
highest support, followed closely by penitentiaries (93%) and post-secondary schools
(93%). Female identifying youth show most support for schools (96%).

Support is strong for providing menstrual products and is strongest for those places
where someone may not be able to afford the products such as shelters, schools and
penitentiaries. This highlights that those who menstruate acknowledge the right to

access of these products and perhaps hold off on using free products to allow those
with more need to access them.
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Impact of menstruation on daily life

= Menstruation has an impact on daily life for many who get their period.

* The wide majority of those who menstruate say they experience painful periods
(85%) and premenstrual syndrome (PMS) (78%) at least occasionally but also feel
the need to hide being on their period (59%).

= With half (55%) of those who menstruate not feeling like themselves when on their
period and just under half (45%) not feeling well supported while on their period
(38%) perhaps it is to be expected that most (69%) have chosen to at least
occasionally miss out on an activity because of their period.

Despite positive stated levels of comfort around menstruation by those who identify
as male and female, the impact on activities and daily life can be glossed over.

Those who menstruate deal with pain and discomfort, and many do not feel
comfortable asking for help and feel the need to hide. Open discussions and
normalization can help to ease the burden.
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Understanding the stigma around menstruation

= A barrier between those who identify as women/girls and men/boys persists. A
majority of those who menstruate continue to feel compelled to hide menstrual
products as they go the washroom (74%) and not let male colleagues/peers know
when they have their period (66%). Perhaps its no wonder when 2 in 5 of those who
menstruate have been teased by a male about being on their period.

= Many of those who identify as women/girls (66%) have heard having a period or PMS
used as an insult and in fact been on the receiving end (44%). This may be fed in
part by the perception that periods are negatively portrayed by the media (57%).

Despite positive stated levels of comfort around menstruation, some habits such as
hiding a menstrual cycle persist. This underscores the need for normalizing natural

and necessary behaviours (ie. changing pads, etc.) in order to improve the comfort
level of both groups and stem the stigma.
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Attitudes of men and boys

= Most of those who identify as men/boys are significantly less comfortable than those
who identify as women/girls having discussions with females regardless of
relationship (friend/family, 45% vs. 83%, co-worker/peer, 33% vs. 71% or child, 30%
vS. 65%).

= When it comes to those identifying as men/boys having discussions with other adult
men, comfort is similar with those identifying as women/girls (friend/family, 43% vs.
47%, co-worker/peer, 40% vs. 36%). However, when it comes to having discussions
with a male identifying child, women/girls show a higher level of comfort (46%) than
men/boys (38%).

= Despite high agreement from men/boys that we should be talking about periods
openly with boys and girls (79%), half (42%) of those who identify as male agree
that they do not need to know about periods.

There is more work to be done on building a sense of nhormalcy and true acceptance
around menstruation. Even with an understanding that menstruation is a fact of life

for half of the population and should be taught as part of the school curriculum, those
who identify as men still struggle to find a level of comfort in having direct

conversations. In fact, those who identify as women/girls are less comfortable having
conversations with male-identifying individuals.
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Those who menstruate are keenly aware of the impact
of the monthly costs of menstrual products

Period products are too expensive 30% 83%

13% [8% WPAR/

I have had to ration or use my menstrual products o
longer than I should because I couldn't afford more [l - o 22%

I have struggled to afford menstrual products for myself
or dependents

I have come up with alternative solutions for dealing
with my period flow because I couldn't afford menstrual BeEZAR: ) 1509,
products

mImplicit Agree ® Explicit Agree

v Imaru
QPERIOD_ATTITUDES. Do you agree or disagree with the following statement about your period? Base: those who have menstruated. N=892 adults;

n=182 youth



Reusable menstrual products are noted as more affordable
over the long-term, and as such, a good option to help low-
income individuals

Reusable menstrual products should be made available

o)
at a low cost to help low-income individuals 86%

Reusable menstrual products are more affordable over
the long term 29% 66%

mImplicit Agree ® Explicit Agree

Y Imaru/
QPERIOD_ATTITUDES. Do you agree or disagree with the following statement about your period? Base: those who have menstruated. N=892 adults;

n=182 youth



Attitudes toward free menstrual products




While there is strong support for free period products in all public
spaces, those who identify as men regardless of age are more likely
to feel that they should only be provided to low-income or
vulnerable people

% Agree

86%

Period products should be provided for free in all public places

Free period products should only be provided for low-income or
vulnerable people

51%

® Women m Men
. Imaru/
QMH_IMPRESSIONS. Please indicate how much you agree or disagree with the following statements. Base: Total. Those who identify as Men n=731;

Those who identify as Women n=1074.



Support for having menstrual products available in many locations is
supported by a majority. Those who identify as women/girls are
significantly more likely to support products being provided in all

locations wostal | Total Men
omen & & Boys
Girls
%Top Box Support Support | Support
Shelters 97% 93%
66%
Schools 95% 89%
Penitentiaries/detention centres 93% 88%
59%
Post-secondary education institutions
: o 93% 84%
(universities/colleges) 54%
Indigenous Communities 90% 83%

mWomen & Girls ®Men & Boys

14 m 1/-| ]
Q PRODUCT_SUPPORT. Do you support, somewhat support, somewhat oppose or oppose making menstrual products available for free in the following a_

locations? Base: Total. Those who identify as Men/boys n=731; Adults who identify as Women n=1074.



Those aged 18-34 and 35-54 show higher levels of support as
compared to those aged 13-17 and 55+

Vis Min Non-Vis Min | Indigenous

Base: those who identify as women and

e 1074 182 222 428 421 894 175 212 911 45

Shelters 97% 92% 97% 97% 97% 97% 96% 96% 97% 100%
Schools 95% 95% 99% 96% 92% 95% 95% 94% 95% 95%
Penitentiaries/detention centres 93% 94% 95% 94% 91% 93% 93% 91% 94% 97%
Post-secondary education institutions 93% 92% 98% 93% 88% 93% 93% 93% 92% 91%
Indigenous Communities 90% 88% 96% 90% 87% 91% 90% 92% 90% 91%
Workplace 88% 87% 95% 89% 81% 88% 89% 91% 87% 88%
Public spaces 86% 85% 93% 86% 79% 85% 86% 84% 86% 86%
Places of worship 83% 84% 89% 86% 74% 83% 81% 85% 82% 86%

15 IQ PFE.ODU?CLSUPPORT. Do you support, somewhat support, somewhat oppose or oppose making menstrual products available for free in the following m am
ocations?
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Impact of menstruation on
activities and daily life
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Painful periods and PMS are experienced by most of those who
menstruate, and seven in ten have chosen to miss an activity
because of their period

% Regularly & Occasionally

Experience painful periods 84%

Experience PMS/PMDD
(premenstrual syndrome/
premenstrual dysphoric disorder)

74%

Choose to miss out on an activity because of my

(o)
period B

Feel the need to hide about being on my period 59%

Y Imaru
Q FREQUENCY. Do the following regularly, occasionally, or never happen to you? Base: those who have menstruated. N=1074



Half (55%) of those who menstruate do not feel like themselves
when they have their period but do feel supported when they have

their period (54%)

I do not feel like myself when I have my period 19% 55%

I feel supported when I have my period 54%

I don't feel comfortable asking for help around 5 : .
managing my period 22% 16% 38%

m Implicit Agree = Explicit Agree
18

Q PERIOD_ATTITUDES. Do you agree or disagree with the following statement about your period? Base: those who have menstruated. N=1074
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Period shaming

Two-thirds of girls and
women (66%) have heard
having a period or PMS
(premenstrual syndrome)
used as an insult.

2 in 5 (38%) have been
teased by a male about being
on their period.




While periods are acknowledged to be an easy topic of
conversation among friends, those who menstruate feel
compelled to hide menstrual health products in public

I have tried to hide that I was bringing a tampon

(o)
or pad to the washroom at work or school e
Periods are an easy topic of conversation with my 219
friends who menstruate °
I try not to let male colleagues at school or work
66%

know that I'm having my period

I am uncomfortable talking about my period 229, L 32%

m Implicit Agree = Explicit Agree

. Imaru/
Q PERIOD_ATTITUDES. Do you agree or disagree with the following statement about your period? Base: those who have menstruated. N=1074



Negative portrayals and stereotypes lead to menstruation
being used as an insult. These are more keenly felt by those
who identify as women

% Agree

13-17 18-34 35-54 55+

66%

I have heard having a period and/or PMS being used as an
insult

182/168 222/128 428/297 421/286

13-17 18-34 35-54 55+

182/168 222/128 428/297 421/286

13-17 18-34 35-54 55+

182/168 222/128 428/297 421/286

20%
[ ven 20w [ 2o% [ 23 ] ian

13-17 18-34 35-54 55+

182/168 222/128 428/297 421/286

59%

Menstruation and periods are portrayed negatively by the
media

46%

Someone has used having a period and/or PMS as an insult
toward me

I have used having a period and/or PMS to explain
someones grumpy or irritable behaviour

40%

E Women & girls ®mMen & boys
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Attitudes of men and boys
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Those who identify as men and boys are much less comfortable
talking to anyone who identifies as a woman about bodies and
health

Talking to a female friend/family member about
women’s bodies and health (including periods)

Talking to a female peer/colleague about
women’s bodies and health (including periods)

Talking to a female child about women’s bodies
and health (including periods)

o ®Women & girls  ®Men & boys

Q Comfort_Scenarios. Which of the following scenarios would you be comfortable with? Base: Adult. Those who identify as men & boys n=731; Those who | I | a_ I l ]
identify as women & girls n=1074



Men and boys are less comfortable talking to a male child about
women’s bodies than those who identify as women but are just as
comfortable speaking to male friends/family and male
peer/colleagues

47%
Talking to a male friend/family member about
women’s bodies and health (including periods)

Talking to a male child about women'’s bodies and
health (including periods)

Talking to a male peer/colleague about women'’s

bodies and health (including periods)
40%

B Women & girls ®Men & boys

25 m 1/-| ]
Q Comfort_Scenarios. Which of the following scenarios would you be comfortable with? Base: Adult. Those who identify as men & boys n=731; Those who a_

identify as women & girls n=1074



Despite high agreement (79%) that we should be talking about
periods openly with boys and girls, 2 in 5 (42%) of those who
identify as male agree that they do not need to know about periods

% Agree

We should be talking about periods openly with
girls and boys e
Menstruation and periods are portrayed
negatively by the media 46%

29%

I don’t need to know about periods

o,
Menstrual product commercials make me 18%

uncomfortable

11%

uncomfortable

Knowing someone has their period makes me

26 E\Women & girls mMen & boys

QMH_IMPRESSIONS. Please indicate how much you agree or disagree with the following statements. Base: Total. Those 13+ who identify as Men n=731; m am
Those 13+ who identify as Women n=1074.



Methodology

Note:

An online survey among Canadians aged 18+. This includes:
*+ n=892 adults who identify as women (MOE +/- 3.6%, 19 times out of 20)
* n=563 adults who identify as men (MOE +/- 4.4%, 19 times out of 20)

Canadian youth aged 13-17 were also interviewed. This includes:
 n=168 youth who identify as boys (MOE +/- 8.0%, 19 times out of 20)
+ n=182 youth who identify as girls (MOE +/- 8.0%, 19 times out of 20)

An online survey using our Maru Voice Canada panel
All data is weighted to be representative by age, gender, and region
census data.

The survey was in field from April 17th to April 25th, 2022

I:] Indicates significantly higher than another demographic subgroup






