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1. OPENING STATEMENT  

 

Mimi Women required a 16 Days of Activism campaign to raise awareness: 

• that it’s SA’s only black female owned sanitary towel company; 

• but more importantly, highlighting the lack of affordable sanitary pads. 

• This leads to discrimination, bullying and sexual exploitation of young, 

underprivileged schoolgirls between the ages of 11 – 18.  

 

To create an impactful 16 Days of Activism campaign, PR Worx devised a “Mimi 

Shock Box”, to “shock” the media and various stakeholders into action. 

 

However, we never expected the results and heart felt sentiment expressed by 

seasoned journalists, corporates and members of the public throughout the 

campaign.  

 

All that for R34,000!  
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2. STATEMENT OF PROBLEM AND OPPORTUNITY   

 

Founded in 2013, Mimi donates pads to disadvantaged schools through corporate 

support because:  

 

 Underprivileged girls feel isolated and shamed for having a period because they 

cannot afford sanitary pads; 

 Girls lose on average 60 days of schools per year; 

mailto:karen@prworx.co.za
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 Because of a lack of sanitary pads, they use makeshift pads, which often leak and 

lead to embarrassment.  

o This exposes them to exploitation by ‘blessers’, bullying by peers or pregnancy 

in a desperate attempt to stop them from menstruating.  

 

2.2 OPPORTUNITY: RAISE STAKEHOLDER AWARENESS THROUGH SHOCK BOXES: 

 

- Simulating gifts, deliver brown boxes tied with red ribbons and a personalised 

swing tag to media and corporates, to draw immediate attention.  

- It contained: 

 

• blood stained (mercurochrome and 

red paint as ‘blood’)  

o panties,  

o facecloths,  

o socks filled with sand for 

absorbency,  

o dishcloths,  

o newspapers (i.e. stained Beeld 

newspaper sent to Beeld)  

• a personalised letter from an 

anonymous girl telling her story 

• printed and electronic photo of the author 

• Mimi press release 

• a single sanitary pad with bold messages in red writing i.e.  

o I don’t need a ‘blesser’, I need pads  

• a pack of Mimi pads with a swing tag: “This is all I need to stay in school.” 

 

2.3 The Shock Box aside, the heart of the campaign was a partnership with 

Pageants SA’s 250 Junior Miss SA brand ambassadors to juxtapose their poise 

and privileged backgrounds against the harshness of the conditions school girls 

were facing in their everyday lives.  

 

The campaign was implemented nationally. 
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3. RESEARCH  

 

a. Qualitative research was used to explore and record the attitudes, 

perceptions and cultural issues among the urban poor and rural areas 

around menstrual hygiene management.  

 

A sample consisted of adolescents and their life orientation teachers. This 

was done through surveys, which were all closed ended questionnaires. 

 

The study featured three high schools and five primary schools; 



o 56.25% were between the ages of 10 and 13 

o 43.25% above the age of 13 but below the age of 20  

 

b. Media monitoring  

What is being reported by new and traditional media.  

 

c. Desktop research  

Researched competitor initiatives and what we could communicate 

differently to Corporate SA to get funding and support.  

 

d. Social media  

Researched the perception of the public and whether the subject is 

being addressed and talked about.  
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4. PLANNING  

 

3.1 OBJECTIVES 3.2 MESASURABLE 

CRITERIA FOR SUCCESS 

3.3 EVALUATION 

1. Educate the public 

and media that 

gender 

discrimination can 

take many forms. 

 

Create and deliver 12 

Shock Boxes to top tier 

media in Gauteng  

 

38 Shock Boxes delivered  

(Addendum B) 

• 16 Newspapers 

• 12 Radio Stations 

• 10 TV  

 

25 Media interviews secured from the 

Shock Box deliveries:   

• 24 Print 

• 3 Online 

• 5 Radio 

• 4 TV  

 

R6,7 million 1:1 AVE generated 

 

Eyewitness News’ online article was 

shared on Facebook over 1,100 times 

reaching thousands of social media 

consumers  

2. Get Corporates to 

partner with Mimi 

 

Create and deliver 12 

Shock Boxes to top 

corporates in Gauteng  

 

Mimi received over 60 emails and 150 

phone calls in two days from people 

and corporates wanting to partner 

with them 

 

Mimi also received their biggest 

donation to date from a corporate 

who heeded the call to action: 



• R180 000 to keep1,000 girls in 

school for a year  

• = 12,000 packs of pads in total 

 

3. Grow Mimi’s share of 

voice as the local 

operator among 

international 

competitive sanitary 

towel companies 

 

Secure 10 ambassadors 

to help spread the word 

that Mimi can help 

underprivileged 

communities 

 

Due to the partnership PR Worx 

secured with Pageants SA, we had; 

 250 brand ambassadors across 

SA: 

o Generating media interest 

and coverage 

o Visiting schools 

o Doing public appearances 

o Hosting fund raisers 

o Awareness videos 

o Posting on social media daily 

▪ Posts: 4,376 

▪ Likes: 15,696 

▪ Comments: 1,431 

▪ Shares: 844 

▪ Video views: 18,960 

▪ Post interactions: 125,271 

 

 SA Pageants have reported a 

total of 9 million+ people have 

been reached through social 

media alone 

 

Due to Junior Miss SA, 35,000 packs of 

pads have been purchased and 

donated  

 

4. Educate South 

Africans on the 

affordability of 

sanitary towels 

Compile Social Media 

plan  

November Facebook statistics; 

• Reach:       1,139,369 

• Reactions:     17,368 

• Comments:     4,486 

• Shares:              2,101 
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4.1 TARGET AUDIENCES AND THEIR DESIRED ACTIONS  

 

a. Public  

• Understand that abuse can take many forms including poverty 

 

b. Media  



• Create awareness about Mimi’s campaign  

 

c. Corporate SA 

• Partner with Mimi and donate  

 

d. Pageants SA  

• Create awareness, educate the youth and secure corporate 

sponsors 

 

4.2 MESSAGE FORMULATION  

 

 2 million schoolgirls can’t afford sanitary towels 

 Not having access to sanitary towels is a form of abuse  

 Girls use socks, rags, socks, newspapers, etc. as pads  

 Girls are exposed to a variety of abuse including exploitation by ‘blessers’, 

infections, bullying by peers, or pregnancy to stop them from menstruating 

 

4.3 COMMUNICATION CHANNELS  

 

 Print, online and broadcast media  

 Social Media 

 School visits 

 Public appearances 

 Speaking opportunities 

 

4.4 MESSAGE VEHICLES  

 

 Shock Box  

o New and traditional media  

o Corporates 

 Social Media  

 Pageants SA 

o Appearances  

o Community and regional media 

o Social Media  
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5. EXECUTION  

 

5.1 Create the Shock Box (See content 2.2 above) 

▪ PR Worx delivered 38 Shock Boxes to key media and 12 to corporates 

▪ Junior Miss SA contestants delivered 120 Shock Boxes to their community 

media  

▪ Follow-up with all stakeholders 

▪ Set up media interviews, generate coverage, measure publicity 



 

   
 

   
 

 
 

 

 

 

 

 

 

 

 

 

 

 



 

5.2 Develop a Social Media plan 

- Building up to 16 Days of Activism included research posts, perceptions, and 

teasers of what’s to come. 

- During the campaign messages related back to the Shock Box facts i.e. 

blessers, makeshift pads, abuse, embarrassment, school absenteeism, long 

term negative economic effects, etc. 

 

5.3 Partnership with Pageants SA (Addendum D) 

- Secure partnership and buy in from all 250 contestants  

- Create a ‘How To’ document explaining how to deal with the media, 

reproduce their own Shock Box, fund raise, do school talks, a template 

release for each contestant tailored to their specific region with a 

personalised message. 

- Assist contestants with media channels within their region and residential 

area  
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6. EVALUATION  

 

See 3.3  
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7. CONCLUSION  

 

Further to achieving Mimi’s brief and exceeding their expectation, together with the 

Shock Box and the Pageants SA partnership, South Africans are now aware and more 

educated about the harsh conditions underprivileged girls face daily. 

 

Additionally, due to the widespread coverage, pressure was put on government to 

start implementing campaigns where free sanitary pads are given to school girls. The 

KZN Education Department is now distributing free sanitary pads to 2,992 schools in 

the province. 

 

We believe that this honest, heartfelt, in-your-face, WOW campaign and 

extraordinary work showcased, is worthy of a Gold PRISM Award.    
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PRISA NOTES: TOTAL WORD COUNT: 

 

102 WORDS – 1. OPENING STATEMENT    

252 WORDS – 2. STATEMENT OF PROBLEM / OPPORTUNITY 

131 WORDS – 3. RESEARCH  

439 WORDS – 4. PLANNING: OBJECTIVES, MEASURABLE CRITERIA AND EVALUATION 

  TARGET AUDIENCE; MESSAGE FORMULATION; COMMUNICATION  

  CHANNELS; MESSAGE VEHICLES   

167 WORDS – EXECUTION 

    2 WORDS - EVALUATION 

  95 WORDS – CONCLUSION 

 

1,188 WORDS 

 

 

 

 

  



Addendum A 

Letter of Endorsement from client  

 

 
 

To whom it may concern: 

 

Mimi hereby acknowledges and gives full rights to PR Worx, our 

contracted Public Relations company, to enter the Mimi Shock Box 

PR campaign into the 2017 PRISA PRISM Awards.  

 

Throughout this process, PR Worx displayed, dedication, a willingness 

to work hard and go the extra mile.   

 

We are beyond satisfied with the results they have achieved during 

this period.  

 

Accordingly, we firmly maintain that they should be endorsed for any 

industry award that they choose to enter. 

 

We believe that the sterling work they have completed for Mimi’s 16 

Days of Activism Campaign is worthy of a Gold PRISM Award. 

 

Yours sincerely 

 

Ramona Kasavan  

Founder and CEO  

Mimi 

  

 

 

  



Addendum B 

Media Shock Box delivery list and time schedule 

Karen Delivery Schedule   

 
 

Candice Delivery Schedule  

 
 

 

 



Nomsa Delivery Schedule  

 
 

Noma Delivery Schedule  

 
  



Addendum C 

Eyewitness News Article  

 
WHY YOU SHOULD CARE ABOUT THIS PICTURE 

You may initially be shocked by what you see, but this is a message you should pay 

attention to. 

 

 
The 'bloody' package sent to highlight the plight of many South African girls who 

are unable to afford sanitary pads. Picture: EWN. 



Queenin Masuabi | 4 months ago 

JOHANNESBURG - In the Eyewitness News newsroom we are very used to people 

receiving packages. Sometimes it’s a bunch of flowers or chocolates, or even the 

results of an online shopping spree, but on Tuesday it was something unexpected - 

and for some, unnecessary. 

 

Two boxes were delivered by an organisation which not only wanted to get a 

reaction from us, but also had an important message to spread. 

 

When we opened the packages we were shocked to see underwear, cloths and 

newspapers with what appeared to be blood stains. I was not ready for this. To be 

honest, nobody was. 

 

But as much as we may have wanted to look away from the items (which were only 

soaked with red paint), the fact is that this is the unfortunate reality for many young 

girls in South Africa. 

 

Because of their socio-economic circumstances, they can simply not afford sanitary 

pads, and are each month forced to use all sorts of items as alternatives to sanitary 

pads, placing their health and dignity at risk. 

 

Mimi, the only black- owned South African sanitary pad company, sent out these 

packages to urge corporates to step in and make donations towards its initiative to 

distribute these items during its 16 days of activism campaign. 

 

The company says it wants to highlights the importance of young girls having a 

source of sanitary pads, saying that the absence of such an important resource 

could lead to exploitation. 

 

“Some girls will go as far as to exchange sex for money or pads in order to avoid the 

public humiliation that can come with their menstrual cycle,” says Mimi CEO 

Ramona Kasavan. 

 

“We can’t address poverty in its entirety but we can address one of the root causes 

of the ‘blesser’ phenomenon - girls being ostracised and excluded due to their 

periods.” 

 

If you wish to find out more or make a difference send a message to 

hello@mimiwomen.com 

  

http://ewn.co.za/Contributors/queenin-masuabi


Addendum D 

Example of Pageants SA ‘How to’ document  

 



 



 
 



 
 

 

 



 
 



Addendum E 

Media Coverage  

 
 

 



 



Addendum F 

Coverage Generated by Pageants SA  

 

 

 

 

 

  



 



 



Addendum G 

Example of the Mimi Social Media Posts  

 

      

      
 

 

  



Addendum H 

Example of Social Media posts by Pageants SA contestants  

 

     

       
 

  



Addendum I 

Example of the ‘anonymous letter’ written   

 
 



 



 
 

 

 



 

Addendum J 

Image used and printed out to go with the ‘anonymous letter’  

 

 
 


