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FOREWORD 

Periods are the reason the human race exists, but also the reason so many people aren’t able 

to access basic human rights. Including the right to an education, the right to a stable future 

and the right to dignified menstrual support. The TABOO team has worked generously and 

tirelessly for over 5 years with the mission to eradicate period poverty. We’ve done this 

through the sale of period products, educational resources, campaigns, partnerships, and 

countless conversations internally and within the public sphere. We thought it was about 

time to document the impact we’ve had and share it with you. Reflection can be a powerful 

energy fuel for continuous progress, and April 2021 certainly marks the early years of the 

TABOO journey. Please step through this impact report with us this quarter. We hope that 

you are encouraged by these words as much as we have been.  

Much appreciation,  

Eloise Hall – Managing Director and Co-Founder 
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Program Purpose 

TABOOs Local Outreach Program supports people with periods in Australia who are 

experiencing, or at risk of, period poverty. This is done by addressing barriers to menstrual 

health management in Australia and increasing access to period products.  

 

The Local Outreach Program is funded by members of the TABOO community (perhaps even 

yourself!), who buy TABOO pads on behalf of someone requiring increased access to period 

products. We collect monthly product donations from our community of subscribers, which is 

then distributed to our partner organisations and charities across Australia. These partners 

subsequently distribute the products to their communities in the most appropriate way for the 

people they care for.  

 

 

AUSTRALIAN PERIOD POVERTY IMPACT 



Where We Have Worked 

To effectively support people through this program, it is important to understand the barriers 

to accessing period products in Australia and know who, in this country is most venerable to 

period poverty.  

 

Through our research, it became evident that young people, Aboriginal and Torres Strait 

Islander people, people living in remote and rural communities, people experiencing or at risk 

of homelessness and people experiencing or at risk of domestic and family violence are most 

at risk of period poverty in Australia1. Factors determining this vulnerability vary, however, 

financial, geographical, cultural, educational, and infrastructural (toilets and bins) barriers are 

strong factors that impact people’s access to period products and safe menstrual hygiene 

management2. 

 

  

 
1 https://www.ccyp.com.au/wp-content/uploads/2021/03/Screen-Menstruation-Matters-Report.pdf 
2 https://www.ccyp.com.au/wp-content/uploads/2021/03/Screen-Menstruation-Matters-Report.pdf 



Partners 

When developing stakeholder partnerships, it is important for our team to seek out 

organisations who have a shared set of values and mission. We seek to partner with 

organisations and charities in Australia who work to achieve improved health and wellbeing 

outcomes for their communities. TABOO aims to ensure the products donated through the 

Local Outreach Program reach the end user in a sustainable, safe and culturally sensitive way 

by working closely with our partners to establish effective distribution methods. We respect 

that menstrual wellbeing is often a culturally diverse practice and we do not wish to impede 

on existing practices that celebrate the period. 

On our journey so far, we have developed rich friendships and partnerships with purposeful 

organisations throughout Australia. As our Outreach Program continues to grow, so will this 

list.  

  



 

 

 

 

 

 

Vinnies Women’s Crisis Centre in South Australia (SA) 

The Vinnies Women’s Crisis Centre in South Australia (SA) is a crisis intervention, providing safe 

accommodation and support, predominantly, to women experiencing domestic violence. To 

support people seeking this service, we have partnered with Vinnies Women’s Crisis Centre to 

support women requiring emergency accommodation in SA.  

 

“In the Adelaide metro area alone, South Australian police receive around 400 calls 

each week on domestic violence matters, with 10% of these considered high risk.” 

(Vinnies Crisis Centre, 2019). 

 

TABOO’s partnership with the Vinnies Women’s Crisis Centre allows women in SA accessing 

this service to have uncomplicated and safe access to menstrual hygiene care. Free access to 

pads and tampons provides vital and practical support for these women, as financial pressures 

and dangers of leaving the centre can come with significant stress and burden. 

 

  



 

 

 

 

 

 

Specialised Assistance School for Youth (SASY) in South Australia (SA) 

 

Specialised Assistance School for Youth (SASY) is an independent secondary school that 

operates with a vision to reconnect disengaged students with complex needs, by reigniting 

their interest in education through holistic learning practices that focus on wellbeing. SASY 

does not have traditional classrooms and lessons. Instead, SASY offers open learning spaces 

where students follow their own interests and goals, supported by teaching and wellbeing 

staff. The school facilitates off-site excursions and activities in a bid to take students out of 

their comfort zones and put their learning into real practice, as well as offering vocational 

education to build life skills and employability. 

  

Through TABOO’s partnership, students at SASY will have uncomplicated access to free period 

products at their school. The students at SASY are designing their own dispensing system to 

meet their direct needs and preferences. This process encourages the students to practice 

choice and control over accessing period products and reduces the shame and stigma 

associated with product accessibility.  

  

  

 

  



 

 

 

 

 

 

 

 

 

Red Lily Health Board Aboriginal Corporation in the Northern Territory (NT) 

 

Red Lily Health Board Aboriginal Corporation is a community-controlled service providing 

support to Aboriginal people within the West Arnhem Region in the Northern Territory, by 

developing programs that achieve positive outcomes in health, social and emotional well-

being, physical and healthy lifestyle choices.  

  

Red Lily Health strongly believe that early intervention will increase the life expectancy of 

Aboriginal people, not only within their own communities but also around Australia. The 

programs that they provide are based on the needs and priorities of not just the individual but 

also the families and communities of West Arnhem while providing a culturally safe 

experience.   

  

People living in remote areas are at risk of facing barriers to period products and menstrual 

hygiene management (REFERENCE). TABOO’s partnership with Red Lily Health aids in removing 

the shame and difficulty of acquiring pads for people in the West Arnhem region. Products 

donated through our Local Outreach Program allow Red Lily Health to practically educate 

women and girls in West Arnhem Region about menstrual healthcare and hygiene, along with 

lifestyle and wellbeing counselling.  

  

  



 

 

 

Julanimawu Primary Health Care Centre, Tiwi Islands in the Northern Territory (NT) 

 

Here at TABOO, we recognise that people living in remote communities often do not have the 

same access to resources and support to manage menstrual hygiene. This reality led us to 

pursue a powerful partnership with the Julanimawu Primary Health Care Centre to support 

people of the Tiwi Islands.  

  

TABOO is committed to support the women of the Tiwi Islands through our product donation 

to the Julanimawu Primary Health Care Centre. TABOO’S partnership with the Julanimawu 

Primary Health Care Centre supports local health care workers to facilitate women’s education, 

sexual and menstrual health education which in turn supports the women and girls of the Tiwi 

Islands. TABOO resources and product donations from our outreach program will ensure the 

ongoing support for women and girls at risk of period poverty.  

  

  

Julanimawu Primary Health Care Centre, Tiwi Islands (NT) 

 



Who We’ve Donated Product To 

Organisation  Pads (boxes) Tampon (boxes) 

Julanimawu Primary Health Care Centre, Tiwi Islands NT 96 
 

Baptist Care, SA 50 20 

Red Lily Health Board Aboriginal Corporation, NT 144 
 

NPY Women’s Council, NT 96 
 

SASY, SA 24 10 

Vinnies Women’s Crisis Centre, SA 30 41 

Murrupurtiyanuwu Catholic Primary School, Bathurst Island NT 54 
 

Brisbane Youth Services 100 100 

Gundoo Early Learning Centre 100 100 

Ntaria School  100  

  

 

 



 

Challenges 

We acknowledge the profound impact that increasing access to period products has on people 

experiencing period poverty. However, through our work so far in the Local Outreach Program, 

we have recognised the depth and impact of the other barriers associated with period poverty. 

Education, menstrual health literacy, access to appropriate infrastructure like safe bathroom 

facilities and disposal bins to manage periods, have become more prominent factors that need 

to be considered in this program.  

For individuals to manage menstruation safely and effectively, without experiencing shame 

and stigma, access to the appropriate resources and support is crucial. We endeavour to work 

to address these barriers alongside product accessibility.    

Overview 

An overview of the program’s success and goals for the year ahead 

The Local Outreach Program has achieved some great milestones so far. We were able to 

donate 1,017 boxes of pads and tampons in 2019 and 2020, supporting 7 community groups 

and schools across the country. 



We have established strong relationships with our charity and organisation partners and will 

continue to foster these partnerships to provide ongoing support to people experiencing 

period poverty in Australia. TABOO is currently fostering partnerships in QLD and Alice Springs 

to support at risk youth, an Aboriginal community and primary school students living in rural 

communities.  

  



Goals 

TABOO will regard the issue of period poverty in Australia resolved when all people with 

periods have access to the appropriate education, resources, infrastructure and supports to 

manage with their menstrual wellbeing with ease. 

We are co-advocating for people with periods and delivering our Local Outreach program to 

increase access to period products and education around menstruation. 

 

Moving forward, we are focusing on working to achieve the following: 

SUBSCRIPTIONS 

Growing our number of subscribers for our Local Outreach Program so we can collate more 

product donations to support people experiencing period poverty across Australia on a larger 

scale. 

PARTNERSHIPS 

To build and foster more stakeholder relationships with relevant charities and organisations 

across Australia so we can further address local period poverty. 

 

BARRIERS TO PRODUCT 

Develop pathways in the Local Outreach Program that begin to address the systemic barriers 

impacting period management, including access to education, improved menstrual health 

literacy and better access to the appropriate resources to manage periods safely and without 

shame (bathroom and disposal facilities, etc).  

 

 

 

 

 



ONE GIRL  

Summary 

Early on in TABOO’s journey, Co-founders Isobel and Eloise recognised that the efforts made 

to reduce period poverty needed to be sustainable, culturally appropriate, wholistic and 

encompassing of all issues related to the matter. After traveling to Kenya and India, learning 

about menstrual well-being initiatives, the founders returned to understand this importance 

at an even greater capacity. Over 3 years of research led to the decision of TABOO dedicating 

100% of net profits to this charity.  

Why OneGirl?  

OneGirl is an Australian Registered Charity, headquartered in Victoria, working with 

communities in Sierra Leonne and Uganda. OneGirls’ projects are designed to dismantle the 

barriers young girls face in attaining an education for themselves. Currently, almost half of the 

female youth (aged 15-24) in Sierra Leonne are illiterate and up to 40% of girls in Sierra Leonne 

and Uganda are married before the age of 18. 2 in 3 girls in Sierra Leone do not attend high 

school and in Uganda, 4 in53.  

Research has proven that when a girl is educated, their children are more than twice as likely 

to educate their children, and around 90% of the income generated from that woman will be 

re-invested into the prosperity of her family4.  

How has TABOO Supported so Far?  

 TABOO is proudly committed to dedicate 100% of net profits to OneGirl to support this activity 

in not only empowering young people in these countries, but subsequently support the 

poverty cycle in general to be broken for these families.  

TABOO has been selling product for around 1.5 years in Australian markets, so has not yet been 

able to donate to OneGirl as an official partner. TABOO’s commitment to this charity is still 

strong, and the company has hosted several fundraisers, separate to the operating finances of 

TABOO to contribute to their mission, so far assisting in around $6,500 raised for the charity. 

 
3 https://www.onegirl.org.au/our-impact/why-girls- 
4 https://www.onegirl.org.au/our-impact/why-girls-  



Before the company is in a position to contribute financially, TABOO has also been a vocal 

advocate, supporting their ambassador program with team members as ambassadors 

themselves, and encouraging the TABOO following to also be involved.  

Overview and Goals 

1. TABOO is committed to supporting this charity as soon as the operating structure of 

the company is viable to do so. With projections of company success, we are confident 

that the company will be in a position to contribute to OneGirl with company profits by 

2022.  

2. We aim to enhance our advocacy of OneGirl in the following year, and hope to better 

our communication on why this charity is of such importance  

3. TABOO will Endeavor to support at least 100 girls through OneGirls programs over the 

next 12 months. 

 

EDUCATION - ISOBEL & OPHELIA  

Summary 

Despite TABOO products only being available for purchase since August 2019, TABOO has 

engaged with students through educational presentations and programs since early 2017.  

Since then, TABOO has presented to almost 30 different schools and interacted with students 

across Australia. The topics generally covered in these presentations include, but are not 

limited to;  

 Menstrual health and wellbeing  

 Menstrual healthcare from a global perspective  

 Social enterprise and start ups  

 Leadership  

Students have responded very well to TABOO’s involvement in their classroom. They 

appreciate hearing from people of an age they relate to and they report to find the content 

relevant, interesting, exciting and new.  

When discussing menstrual healthcare from an international perspective, many students are 

confronted by how poorly some people are treated just because they are bleeding. Students 



are often most impressed by Isobel and Eloise’s “open and unapologetic communication about 

a stigmatised topic, particularly with boys in the room”. 

School Education Programs 

We currently have 5 presentation packages on offer for schools to choose from: 

 

1. Becoming TABOO - Focusing on where TABOO began, the process of creating the business, 

and how it functions today. This leaves students inspired to believe in their capabilities and to 

work towards their dreams. 

 

2. Social Enterprises - An in-depth discussion of what social enterprises are, how they exist and 

why they are important in today's marketplace. This presentation draws upon Isobel and 

Eloise’s personal experiences, as well as local and global examples. 

 

3. Breaking the Stigma - Exploring mental health struggles, discrimination and shame that is 

often associated with periods. This presentation challenges students to remove the shame 

around period and promote self-love and self-respect. 

 

4. Menstrual Health Through a Global Lens - A discussion of the menstrual and sanitary issues 

faced by women around the world. It explores how these issues can impact communities and 

what women are forced to do without adequate access to sanitary products and facilities. 

 

5. Menstrual Health and Wellbeing - A presentation targeted towards the underlying biology 

and anatomy of the menstrual cycle. Students are taught about the physiological and hormonal 

changes expected throughout their adolescence, particularly focusing on periods.  

 

We have had positive feedback from every school presented to so far, with many inviting us 

back for subsequent presentations to different year levels. Many of our new school 

connections have been made by referrals from other schools who have enjoyed our 

presentations in the past.  

 



Our presentations encourage students to think outside of their community and to consider the 

hardships people with periods around the world face, particularly in developing countries, 

when it comes to safely dealing with their period. Students often cite this portion of the 

presentation as the most confronting, yet most interesting aspect of the presentation.  

 

“I like how she touched on the fact of how it is impacting thousands of young women around 

our world today. Before this presentation I did not know that this was occurring.” - Student 

from St Ignatius College Riverview. 

 

“My favourite part was when they talked about going to 3rd world countries” - Student from 

Mitcham Girls High School 

 

Following our presentations, we distribute online feedback forms for both students and 

teachers. Based on the feedback we have received so far, 100% of teachers said they would 

either definitely or maybe book TABOO again for a future presentation (see Figure 1).  

 

FIGURE 1: Feedback received from teachers on whether they would book TABOO again in the 

future. 

 

Of the 88 responses we received from students, 74.4% said they enjoyed the presentation. 

This level of satisfaction is expected considering we are discussing topics which many students 



may still find confronting. Approximately 69.5% of students said they would like TABOO to 

present at their school again (see Figure 2). 

 

FIGURE 2: Feedback received from students on whether they would like TABOO to present at 

their school again. 

 

 

Government Menstrual wellbeing initiatives 

Since 2020, TABOO’s Co-Founder’s Eloise Hall and Isobel Marshall have been in close 

conversation with Helen Connolly, Commissioner for Children and Young People in SA. Helen 

has a strong focus on shining a light period poverty as a barrier preventing young people in SA 

from receiving an education. Through her latest report Menstruation Matters5, Connolly 

discusses the importance of not making period products available to students at schools, but 

also supplementing those educational resources and opportunities for conversation around 

menstruation.  

 

In early 2021, advocacy efforts from voices such as Connolly, TABOO and many others, led to 

the announcement of the state government initiative to supply government schools with 

period products. $450,000 over the next 3 years has been committed to South Australian state 

schools. Each individual school will have the responsibility to make period products available 

in a way that is most appropriate for their unique culture, context and community. This is an 

exciting first step, however we are hopeful that a menstrual wellbeing policy or framework will 

 
5 https://www.ccyp.com.au/wp-content/uploads/2021/03/Screen-Menstruation-Matters-Report.pdf 



be developed to ensure that all aspects of period wellbeing are being addressed such as; 

uniform policy, toilet accessibility, social stigma and education for all students of every gender. 

It is also important that this content be made available to students from year 5 at the latest 

age, to ensure that dangerous stereotypes and menstrual stigma are not granted time to 

develop. Given the current lack of educational framework around the period products in 

schools initiative, we can assume that there is still a need for third parties such as TABOO to 

develop and deliver supplementary resources to fill in the gaps, in alignment with Connolly’s 

report.  

 

Isobel and Eloise were invited by Zoe Robinson (Advocate for Children and Young People in 

NSW) to relay some of Connolly’s findings, and share some suggestions to the NSW 

department of education. To be a voice in this conversation was a huge honour, and we were 

proud to present Connolly’s findings in an effort to contribute to the NSW roll out of free 

sanitary products in state schools.  

Overview and Goals 

TABOO’s Health and Education department has ambitious goals set for 2021. We are aiming 

to create a range of resources in a variety of forms, available online for schools, students, 

teachers, parents and caregivers. These resources will strive to provide reliable and positive 

menstrual health education from a range of perspectives. They will promote respect and 

celebration of the amazing things our bodies can do and will encourage menstruators to 

support each other in their shared experience of menstruation.   

 

We will also continue to grow and evolve our approach to school presentations, aiming to 

reach 100 more schools from around the country.  

 

 

  



MARKETING CAMPAIGNS  

TABOO’s marketing activities are essential for fulfilling our brand purpose of ensuring that 

women all over the globe have access to safe menstrual hygiene products and the appropriate 

education to deal with their menstrual health. To fulfil this purpose, our marketing activities 

focus on achieving two key objectives.  

Firstly, our marketing activities work to increase revenue and profit to donate to One Girl. This 

directly supports our purpose and mission (see page XX to learn more about One Girl).  

Second, our marketing activities operate on a more individual level, encouraging consumers to 

challenge the menstrual stigma. Creating space to challenge this deeply ingrained societal 

norm is essential to reduce shame and embarrassment experienced by those who menstruate 

and, ultimately, reduce period poverty. Stigma related marketing activities involve educating, 

empowering and connecting with our consumers to ensure individuals feel they can challenge 

the stigma, leading to a collective change of expectations and norms regarding periods. These 

activities also created a positive portrayal of menstruation in our media channels, challenging 

previously reinforced gendered stereotypes about menstruation emotions, behaviours and 

appearances (e.g., portraying menstruators as ‘dirty’, ‘emotional’, ‘hysterical’, or ‘irrational’).  

While difficult to measure impact regarding a change of attitude, feelings and behaviours 

toward menstruation, TABOO’s marketing activities had an extensive reach among our target 

audience. This reach would likely manifest as individuals become more aware and educated 

about the menstrual stigma. Further, this would progress into attitude and behaviour changes 

for some individuals, seeing individuals actively create positive dialogue around periods and 

encouraging others to challenge the stigma.   

 

TAG YOUR TABOO 

Our most extensive marketing campaign to date is our Tag Your TABOO campaign. Tag Your 

Taboo is a social media campaign encouraging our audience to challenge the stigma around 

menstruation by posting a picture on their social media and tagging @taboosanitaryproducts 

on their abdomen with a stigma smashing caption attached. The objective of this campaign 

was to tackle the stigma around menstruation by creating a space for individuals to 



acknowledge and be proud of their period, challenging previously held beliefs around 

menstruation being an unspoken experience. We created this campaign to make initial steps 

toward eradicating period poverty in Australia. A key driver of period poverty is the stigma 

attached to periods - if no one talks about or acknowledges the necessity of period products, 

management and education, period poverty will continue to be an issue. Normalising period 

dialogue in everyday life and conversation is the crucial first step to eradicating period poverty.  

Specifically, we asked our followers to take these steps to join the campaign: 

1. Take a photo of yourself when you have your period.  

2. Post it on Instagram. 

3. Tag @taboossanitaryproducts over your uterus. 

4. Add a stigma smashing caption.  

5. Use #tagyourtaboo to join the stigma-breaking community.  

6. That’s it. Period.  

Tag Your TABOO launched on Instagram and Facebook on the 4th of December 2020 with a 

launch video. We used local Adelaide micro-influencers who were well aligned with our brand 

values to promote the campaign. The campaign has seen growing involvement since the launch 

in December and has garnered positive feedback from individuals. Below are posts of 

individuals participating in Tag Your TABOO. 

 



  

 

 

 

 

 

 

 

 Over Instagram and Facebook, this campaign has reached 56,882 users. Not accounting for 

private Instagram profiles, we have had 18 users participate in the campaign so far. Those 18 

individual posts account for a reach of 68,537 users. For perspective, over 100,000 people 

were exposed to the messaging that periods should be celebrated and discussed rather than 

shamed. Further to simple exposure of the messaging, there are a potential 100,000 

conversations people have had about periods and the menstrual stigma. These conversations 



create a sense of normalcy and acceptance of the topic, which creates an open space for 

discussion for current menstruators and the future generations of menstruators.  

There are several outcomes from the Tag Your TABOO campaign: 

 Reduction of shame and embarrassment associated with periods  

 Encouragement of conversations around periods, both by those who menstruate and 

those who don’t  

 Efforts toward eradicating period poverty in Australia by encouraging open 

conversation 

 Creation of space to challenge the stigmatisation of periods  

 Driver toward policy changes and encouragement of research (i.e., SA free pads for 

school kids, menstruation matters report).  

 

#BOOMAIL  

During 2020, TABOO wanted to ensure we played a part in promoting connection among our 

customers during the peak of the COVID-19 pandemic. To do this, we included prepaid 

postcards in our orders and encouraged our customers to write a note to a friend or family 

member. Our in-house photographer Tess Newton (@tessnewtonphotography) photographed 

the imagery for the postcards. The campaign saw 500 postcards printed with three different 

designs (see below).  



 

 

 

SPOT THE SPOT 

Spot the spot is TABOO’s longest running campaign, encouraging consumers to put a TABOO 

sticker on their phone, laptop, car, drink bottle, or anywhere visible to promote an open 

conversation about periods. TABOO’s bright logo encourages people to ask the question ‘what 

is taboo?’ creating space to discuss periods, period poverty and the menstrual stigma. Where 

someone has a TABOO sticker, that is at least one conversation about periods - this not only 

breaks the stigma by having open dialogue but also empowers individuals to feel confident 

talking about periods and educating the people around them. Campaign feedback indicates 

that these stickers have sparked conversations with those who menstruate and those who 

don’t. Notably, consumers report the stickers sparking conversation about periods with men. 

Given a lack of menstrual education for men is a prominent driver of the menstrual stigma, 



Spot the Spot creates a safe space for men to learn and ask questions about periods and period 

poverty.   

 

 

 

 

 



Other marketing achievements 

Black Sheep Advertising  

TABOO is proudly a pro bono client of Black Sheep Advertising, whose expertise has been 

invaluable throughout TABOO’s journey. Most recently, Black Sheep entered a News Corp 

competition on behalf of TABOO and won a full page in the Easter edition of the Sunday Mail, 

which boasts a 471,000-monthly reach. This provided TABOO with a platform to challenge the 

stigma around menstruation by featuring unwrapped period products. Normalising period 

products in mainstream media reduces the shame felt by people who bleed, contributing to 

TABOO’s vision to empower others through the experience of menstruation.  

 

The Young Australian of the Year Award  

The Young Australian of the Year Award gave TABOO the platform to educate the wider 

Australian public on period poverty and showcase TABOO’s efforts in this space. For example, 

in the 24 hours following the award, the TABOO Instagram account gained 1,546 followers. By 

bringing period poverty into the spotlight, TABOO was able to garner public support and 

interest in the cause and engage with a new demographic that our previous communications 

may not have reached. The publicity from the award and the heightened public interest in 

period poverty provided TABOO with further opportunities to bring awareness to the 

prevalence and impact of a largely unspoken issue. The award allowed TABOO, the issue of 

period poverty and the problems attached with the menstrual stigma to be highlighted. 

Notably, TABOO and these period-related issues were featured on multiple national broadcast 

networks as well as prominent publications such as Vogue Australia, South Australian Style 

Magazine and SA Weekend. The media attention generated significant impact by bringing light 

to these issues, educating the general public about period poverty, particularly in Australia, 

and generating open dialogue regarding these issues. Shortly after the award, we saw the NSW 

and SA education departments begin plans to offer free pads to school children.  

 

Overview and Goals 



2020 was an incredible year for TABOO. The Marketing Team grew from 1 to 3 members, which 

allowed us to focus more time and resources on building our brand and communicating our 

message to increase our social impact.  

TABOO’s marketing efforts this year were focused on starting conversations around bleeding, 

which reflected our mission to empower those who bleed through the experience of 

menstruation. Through our #tagyourtaboo campaign, TABOO aimed to normalise periods and 

reduce shame felt by those who bleed.  

By increasing brand awareness and revenue, TABOO can continue its work towards ensuring 

people who bleed have access to sustainable sanitary care and education. Using our platform 

to challenge the stigma and shame around menstruation will ultimately help us to fight period 

poverty, both here in Australia and overseas.  

Moving forward, the Marketing Team hopes to build on our efforts in 2020 in the following 

ways:  

1. In the short term, working towards developing a comprehensive brand guide that will 

create greater consistency across social media platforms and third-party 

communications. This will build brand awareness and recognition, increasing net 

profits, which will go towards combating period poverty.  

2. Build our Marketing Team to create more content and increase our social media 

presence to challenge the stigma around periods more effectively. Efforts will be 

centred on constructing social media posts to communicate our message in a more 

purposeful way.  

3. Continue to create stigma-smashing social media campaigns that address a major 

driver of period poverty. The Marketing Team aims to utilise lessons learned from 

#tagyourtaboo to inform future campaigns.  

4. Build upon distribution partnerships to increase sales and thus social impact through 

our contributions to One Girl. Additionally, creating programs to distribute products in 

hotels, gyms, and workplaces would speak to the expectation that period products 

should be accessible to all.  



5. Expand our product range to include more sustainable and accessible offerings, such 

as menstruation cups and period underwear. Providing a wider product range would 

broaden our customer base, thus increasing our potential for social impact.  

6. Incorporate gender-inclusive language into our messaging to be a more welcoming 

brand for people who bleed.  

 

AMBASSSADOR PROGRAM  

Summary 

Since TABOO was founded in 2017, there has been significant interest in support from young 

people, most notably school aged students who have been inspired by TABOO’s school 

presentations.  

To provide an opportunity for their involvement, TABOO has offered an Ambassador Program 

to engaged members of our community to contribute to the business in the following ways:  

Letter Box Drops  

Following on from the marketing campaign #BOOMAIL, we encouraged our ambassadors to 

disperse simple flyers to their neighbourhood through a letterbox drop activity. These flyers 

highlighted to the public the benefit of our product and re-instated the mission of the 

company. The actual influence of these flyers is unknown; however, we are encouraged by the 

interest this opportunity has attracted and know that people who are unaware of our brand 

have been introduced to our social enterprise in a focussed, personal way.  

Fundraisers  

TABOO’s mission to eradicate period poverty is one that many people are also passionate 

about, and one that is instinctively quick to support. With the diligent assistance of our team 

member Carrie Bishop, we have been able to support individuals and groups in hosting their 

own fundraisers and campaigns to raise funds for the social enterprise. Carries’ experience in 

Event Management and Travel industry has encouraged a donation of more than $$$$. These 

funds have been overwhelmingly helpful in the sustainability of TABOO’s social enterprise 



model, all contributing to the long-term impact that has and will continue to be made in 

eradicating period poverty.   

Advocacy Support  

Along with the practical opportunities the program has offered, our ambassadors have been a 

powerful force behind the advocacy work that the company has designed. Campaigns such as 

#TagYourTaboo and #BooMail have been heavily supported by this group, furthering our 

efforts to break the stigma of menstruation.  

Product and Mission Promotion  

Our ambassadors are diligent in also advocating for the use and purchase of our product, often 

leading other people in their circles of influence to invest in our product. We strongly value the 

importance of people-to-people interactions and are thankful for these contributions further 

communicating the value of TABOO product, brand, and mission.  

Overview and Goals 

The database of ambassadors over the last 3 years has grown to over 90 engaged individuals 

and will continue to grow alongside the company. We are proud that the experience these 

individuals have gained is valuable for their own personal development and have proudly acted 

as volunteer references for several contributors.  

The goals we have for the next year within the ambassador program include:  

1. To increase the capacity of our program by having regular events and 

opportunities to support.  

2. To develop a more specific recruitment system, highlighting the potential 

reward opportunity for contributors (i.e., Impact Certificates and official 

onboarding practices to enhance the experience of volunteering)  

3. To design more ongoing opportunities for people to contribute in their day to 

day lives when there are no practical events or campaigns to support at the 

time.  



Overall, the impact the ambassador program has had is invaluable, in its capacity to 

dismantle menstrual stigma, advocate for our mission and enhance the impact TABOO’s 

brand has in communities that may otherwise go uncovered.  


