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Let’s create a social 
movement
May 28th, 2024 



OUR 
GOAL

Leverage Menstrual Higiene Day to reinforce
Kotex and Intimus reputation by positioning the
menstrual bracelet as an icon that will drive
social movement towards women progress and
normalizing menstruation.

We will achieve this by designing and executing
a strong 360° strategy that combines internal
and external communication plans that leverage
our social mission, brand purpose, local NGO
partners and regional volunteer program.



Created by the NGO Wash United for the Menstrual Hygiene Day, the
menstruation bracelet is a global symbol for menstruation. It unites
nonprofits, governments, individuals, businesses, and the media. The
goal is to promote good menstrual health, hygiene and education and
help push back taboos and stigma around menstruation.

The bracelet consists of 28 elements, five of the elements are red. 28
stands for the average length of the cycle, five for the average length
of a period.

By wearing the bracelet, people show that periods are nothing to hide.

THE 
MENSTRUATION 
BRACELET



OUR 
PLAN
The common thread of all activations around 
MHD is the menstruation bracelet. 

Our common goal: fight period stigma, generate 
conversation, advance societal change.

Position #Kotex and #Intimus brands as catalyzers 
of Menstrual Hygiene Day in external and social 
media by associating the brands to the menstrual 
bracelet.

Strengthen our relationships with NGOs Plan 
International, Girl Up and WASH United by 
executing different initiatives that promote 
menstrual hygiene education, breaking 
menstruation barriers and advocating for a 
#PeriodFriendlyWorld. 

Elevate K-Cers engagement and sense of pride by 
using all internal channels to share brand 
activations and invite employees to participate of 
volunteering activities.



External Comms and Digital Internal Comms
• Press release, key messages, press kits and branded content

suggestion.

• Activations in New Media.

• Live event with EFE Media Agency, with
regional amplification. 3 speakers moderated by a journalist: S.
Seiguer from K-C, Sara Bagel from Wash United and Sol East
from UNFPA.

• Content adapted from Global to Kotex social media profiles.
Key messages for influencers.

• Digital Bracelet Filter (www.pulseramenstrual.com) - Available
for employees, influencers, NGOs, consumers and K-C / Kotex
/ Intimus digital social media profiles.

• Global LinkedIn post featuring our #ChangeMakers employees
building menstrual bracelets and a post dedicated to sharing
the digital bracelet.

• Executive positioning for leaders in LinkedIn.

• K-C approach to Taylor Swift and Brazil fan´s club to involve
them in the initiative.

• Announcement for all employees in LAO signed by S. 
Seiguer and A. Sneider about the importance of MHD and 
the digital bracelet.

• Viva Engage post inviting employees to use the filter + 
recording of EFE event

• K-C NOW article in the LAO+ channel

• Execute local activations with Plan International and Girl 
Up to strengthen partnership and reputation. This includes 
NGO presence in K-C sites, collab social media and K-C 
presence in NGO activations. 

• Drive #Changemakers volunteer activities to build 
menstrual bracelets and become ambassadors of brand 
purpose.

Social Impact

Regional Overview

http://www.pulseramenstrual.com/


REGIONAL 
RESULTS

LAO MHD 2024



LAO – Results

PR Big Numbers
Data reported up to  08/06/2024

176
Clip

111 K
Add Value USD

30 %
Tier 1

110 M
Reach



PR Results by subregion
Data reported up to  4/06/2024

Brasil

Clips: 10
Reach: 382 K 

Add Value USD $15K 
% Tier 1: 10%

Andes 

Clips: 70
Reach: 37M
Add Value USD: $45 K 
% Tier 1: 30%

South Cone

Clips: 23
Reach: 57.6M 

Add Value USD: $11.3K
% Tier 1: 48%

North LAO 

Clips: 74
Reach: 14.5 M 
Add Value USD: $40 K
% Tier 1: 28%

LAO – Results



LAO - Results

Landing Page Initiative
Data reported up to  4/06/2024

9

3.975
Visitors

1.000
Downloads

4.721
Link shared

Visitors per country

1. Argentina: 3.2K
2. Brazil: 340
3. Uruguay: 90
4. Bolivia: 78
5. Colombia: 39
6. Perú: 28
7. Costa Rica: 23
8. Paraguay: 20
9. El Salvador: 17
10.Chile: 14



LAO - Results

EFE Forum

• Live event EFE Media Agency “Menstrual Stigma and GenderGap”, with regional amplification in media outlets.
• 3 speakers moderated by a journalist: S. Seiguer from K-C, Sara Bagel from Wash United and Sol East from UNFPA.

223 k
Event views

27
Clips in LAO Media Outlets

273 M
Reach



LAO - Results

LinkedIn Digital Comms

14K views / 174 likes / 9 shares. 
This post was also published on 

Instagram and Facebook

22K views / 389 likes / 20 shares. 
This post was also published on 

Instagram and Facebook

Several leaders and employees have posted about the campaign on their social media. 
*All images on this slide have a hyperlink to the original post

https://www.linkedin.com/posts/kimberly-clark_kotex-progressfeelslike-activity-7201314618378510336-DPBY?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/kimberly-clark_mhday2024-changemakers-kotex-activity-7201235825903243266-fTMR?utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/allan-sneider-58a253_mentrualhygieneday-kotex-intimus-activity-7201431204045225984-F7j6?
utm_source=share&utm_medium=member_desktop
https://www.linkedin.com/posts/gonzalo-uribe-a686521_kotex-intimus-daedadelahigienemenstrual-activity-7200894426037002242-wtKx?utm_source=share&utm_medium=member_desktop


Joining forces with Taylor Swift's friendship bracelets movement

We sent a personalized letter to Taylor Swift along with a menstrual 
bracelet, inviting her to join the movement.

In Brazil, we had the support of four 
Taylor Swift fan pages, one of which is 

the second-largest fan club in the 
country  (Results available on slide 

20).



LAO - Results

Internal Comms

Announcement sent for 
all employees in LAO.

LAO leaders featuring on the Global intranet. K-C Now 40 views

Invitation for all employees in LAO to include the 
digital bracelet in their profile social media photos 

https://kimberlyclark-my.sharepoint.com/:b:/g/personal/julia_fernandezjeansalle_kcc_com/EaPrKNf1JL9GgmmvxSEKlEUB-MZcqL5sWleP6CRv5RAkmQ?e=G7O4gd
https://kimberlyclark-my.sharepoint.com/:b:/g/personal/julia_fernandezjeansalle_kcc_com/EaPrKNf1JL9GgmmvxSEKlEUB-MZcqL5sWleP6CRv5RAkmQ?e=G7O4gd
https://kimberlyclark-my.sharepoint.com/:v:/g/personal/julia_fernandezjeansalle_kcc_com/ERA741njOGFFh1vajnXuEc8BiRZJBfi0FlQE3rmf6LfM-Q?e=5Y1sjl
https://kimberlyclark-my.sharepoint.com/:v:/g/personal/julia_fernandezjeansalle_kcc_com/ERA741njOGFFh1vajnXuEc8BiRZJBfi0FlQE3rmf6LfM-Q?e=5Y1sjl
https://kimberlyclark-my.sharepoint.com/:v:/g/personal/julia_fernandezjeansalle_kcc_com/ERA741njOGFFh1vajnXuEc8BiRZJBfi0FlQE3rmf6LfM-Q?e=5Y1sjl


LAO - Results

Social Impact

9
LAO Countries

activated

+150
Volunteers

+300
Volunteering hours

10
Talks

+5000
Bracelets made

3
NGO's involved



LAO - Results

Social Impact

Argentina Chile

Brazil

Costa Rica

EL SalvadorGuatemala Perú

Colombia

Bolivia



Social Impact

• NGO partners proudly showcasing our collab for MHD in their social media.

https://www.linkedin.com/posts/plan-international-brasil_dignidademenstrual-planbrasil-intimusoficialg-activity-7200830335360610304-bG05?utm_source=share&utm_medium=member_desktop


LOCAL
RESULTS

LAO MHD 2024



+

MHD | ONE PAGE | RESULTADOS PARCIAIS* QUE SERÃO ATUALIZADOS NO REPORT DE AON DE MAI/JUN

•

•

•

8Clippings

189.524
Reach

1Tier 1 2Tier 2 3Tier 3

70.639,18
Ad Value

R$

6.9
Reach

MM

5.2
Post saved

K172
Likes

K 814
Comments

4.7
Shares

K

14.9
Impressions

MM
BIBI
TATTO

44.166,67
Ad Value

12 3.1
Reach

MM R$

Brazil - Results

Kits



External Comms

• Instagram - Dr. Rebeca Intimus Instagram: Menstrual cycle phases
educational content related to the period bracelet.

• Special Week Intimus Community – 27/05 week: ignite MHD 
conversations

• Instagram – Intimus Influencer: Bibi Tatto
• Branded Content – TPM: Showcasing Intimus + Plan International 

Fighting period poverty.
• Press release – K-C: Pros agency sent the press release to media's 

national mailing with information about the initiative that took place in 
Salvador.

• Plan International metro activation with #Changemakers (volunteers)

Brazil - Results

https://32a20588.isolation.zscaler.com/profile/2c110226-dbfd-4a88-8e26-5a54be573959/zia-session/?controls_id=b38c6a88-2bf6-481a-94dd-834518ee1219&region=was&tenant=3c4df1a846ed
https://www.instagram.com/reel/C7hkUR0vAkz/?utm_source=ig_web_copy_link
https://comunidade.intimus.com.br/d/a44cffab1bf54cee9345d2311de6a28e
https://www.instagram.com/reel/C7hMOqRRTAo/?igsh=MW1oMDZvMGsxNXh3ZA==
https://revistatrip.uol.com.br/tpm/o-combate-a-pobreza-menstrual-nao-pode-esperar
https://gazetadasemana.com.br/noticia/172610/pulseira-que-representa-o-ciclo-menstrual-e-um-simbolo-global-no-dia-da-higiene-menstrual-para-educar-meninas-e-mulheres-sobre-o-tema
https://www.linkedin.com/posts/kimberly-clark_diainternacionaldahigienemenstrual-intimus-activity-7204497279691493377-MsvK?utm_source=share&utm_medium=member_desktop


Joining forces with the Swifties

BRASIL - Results

We formed an organic partnership with the second largest Taylor Swift fan club in
Brazil (“Updates Swift Brasil” – 245k followers).

The fan club administrators invited 18 other pages to join the movement. Along with
the Intimus team, we produced 19 kits that included the menstrual bracelete and a
personalized letter promoting the digital filter for the fandoms.

• 19 kits were sent

• On May 28th , 4 Taylor Swift fandoms organically posted a photo of the
bracelet and updated their profile pictures using the digital filter

Results: 15k 
views / 19 reposts 

/ 3 comments / 
177 likes / 7 

saved

Results: 13k views / 31 
reposts / 1 comment / 

165 likes / 3 saved

Click here to watch the video

https://kimberlyclark-my.sharepoint.com/:v:/g/personal/laura_rocha_kcc_com/EROPcC9b7khBlKNNKljI730BaQu4UvnzrcX5U3aTA1eaxQ?e=1SjgjU
https://kimberlyclark-my.sharepoint.com/:v:/g/personal/laura_rocha_kcc_com/EROPcC9b7khBlKNNKljI730BaQu4UvnzrcX5U3aTA1eaxQ?e=1SjgjU
https://kimberlyclark-my.sharepoint.com/:v:/g/personal/laura_rocha_kcc_com/EROPcC9b7khBlKNNKljI730BaQu4UvnzrcX5U3aTA1eaxQ?e=1SjgjU


Social Impact

• Metro activation with volunteers in 
partnership with Plan International.

• Round table in São Paulo office to
share Plan´s work + partnership with
Intimus and leverage MHD activations
and bracelet.

Brazil - Results

Internal Comms

• Viva Engage Posts : Promote menstrual 
bracelete landing. 

• Viva Engage Post 27.05: Invitation to
“Menstrual Dignity” Round Table. 

• Newsletter 28.05: Special edition MHD. 

https://engage.cloud.microsoft/main/org/kcc.com/threads/eyJfdHlwZSI6IlRocmVhZCIsImlkIjoiMjgxNjMzMzk5MzU0MTYzMiJ9?trk_copy_link=V2
https://engage.cloud.microsoft/main/org/kcc.com/threads/eyJfdHlwZSI6IlRocmVhZCIsImlkIjoiMjgxNzc1Mzk0NDYxMjg2NCJ9?trk_copy_link=V2
https://engage.cloud.microsoft/main/org/kcc.com/threads/eyJfdHlwZSI6IlRocmVhZCIsImlkIjoiMjgyNjM1OTEzNTU1OTY4MCJ9?trk_copy_link=V2


COLOMBIA - Results

• Press Release. 
• Press kits with menstrual bracelets to influencers and journalist. 
• Tiktok live with specialist and top athletes in Kotex profile, 

mentioning the bracelet.
• Participation of young athletes from Plan International in 

#ProgressMoves Campaign. 
• Participation in Plan International Social Media Campaign. 

• Endomarketing activity in Offices and 2 mills in Colombia. 
• Yammer´s post. 
• 2 #Changemakers volunteer activities with Plan International in 

schools in Colombia – More than 1300 people reached. 

External Comms Internal Comms & Social Impact

Plan International Social 
Media Campaign Press Kits

https://www.instagram.com/p/C7h1dkVgE9w/?utm_source=ig_web_button_share_sheet


CAM Results – C o s t a  R i c a ,  E l  S a l v a d o r  &  G u a t e m a l a

• Press Release. 
• Press kits with menstrual bracelets to influencers and journalists. 
• Tiktok live with specialist and top athletes in Kotex profile, mentioning

the bracelete. 
• New Media Exploration: NoPasaNada / Kotexiario (Menstrual hygiene

educational trivia)

External Comms

Countries Clips Ad Value Reach

Costa Rica 10 $         20,280 9,098,812 

El Salvador 6 $           7,600 1,890,000 

Guatemala 13 $           5,472 363,252 

Total CAM 29 $        33,352 11,352,064 

New Media 
Exploration

TikTok & 
Instagram Live

Influencers  - Bracelet

CLICK

https://kimberlyclark-my.sharepoint.com/:v:/g/personal/pablo_masis_kcc_com/EQ3AuLawEjpKgYd1W0emJJsBbCGG0vf79rhjaMnv9c4u3Q?email=DL010145%40kcc.com&e=ygxkx5


CAM Results 
C o s t a  R i c a ,  E l  S a l v a d o r  &  G u a t e m a la

• Endomarketing bracelet activities
(765 bracelets produced by K-C employees)

• Costa Rica: 2 activities (GBS Office and Plaza Tempo 
Office)

• El Salvador: 3 activities (Kinetika Office and Sitio del Niño)
• Guatemala: 1 activity (Guatemala Office)

• CAM Call with Plan International Guatemala: Let´s know the
partnership Kotex & Plan International

Internal Comms

Costa Rica: two sites / two days - 315 
bracelets

El Salvador: two sites / three days - 250 
bracelets

Guatemala: one site / one day - 200 
bracelets

Plan International Work at
Guatemala – Zoom Call

Bracelets activity 
testimonial: Sharon and 
Celeste from GBS

CLICK

CLICK

https://kimberlyclark-my.sharepoint.com/:v:/g/personal/pablo_masis_kcc_com/EcPrEwN-PJtJnZ6xkxpq6XwBmqs3wLaOrlNxVmavhhgoug?email=DL010145%40kcc.com&e=ORdoQ4
https://kimberlyclark-my.sharepoint.com/:v:/g/personal/pablo_masis_kcc_com/ESXgFovDNOxGjcqdWx2uKtABCqOHgFiDWIPmfhFf7IDmIw?email=DL010145%40kcc.com&e=GMyeyB


• Costa Rica: Menstrual Hygiene Educational 
Talk – “Liceo Escazú” (+500 students + 70 
students with special needs) – 100% made 
possible thanks to our employees

• El Salvador: Menstrual Hygiene Educational 
Talk at “Ciudad Arte” with Plan 
International El Salvador w/ K-C Volunteers 
previously trained. 

• Guatemala: Menstrual Hygiene Day Fair by 
Plan International (+800 people assisted)

Social Impact

Costa Rica

El Salvador

GuatemalaReach +1400

CAM Results – C o s t a  R i c a ,  E l  S a l v a d o r  &  G u a t e m a l a



23

South Cone Results – A r g e n t in a

• On 5/27 Kotex influencers squad changed
their profile picture to generate conversation.
Next day, they shared information about
MHD.

Influencers, River Plate & Big Brother Open TV activations

• We are official sponsors of the River
Plate women's football team.

• In a match we modified the captain's
band and added a menstrual bracelet. All
the players, from both teams, entered
the field wearing a bracelet and the
commentator mentioned what the
initiative was about.

• The menstrual bracelet and Kotex were
present for 48 hours in one of the most
watched open channels in the country
(Telefe). The initiative was mentioned in
almost every program aired on 05/28.

• In Big Brother, we carried out an awareness
and educational activity for the participants
where they made bracelets while answering
questions about menstruation. Additionally,
we invited the audience to be part by
changing their social profile photos - Product
donations will be executed through Foodbank
NGO for every person who uses our landing
and change their photo.

• We amplified the activation with an action in
streaming.

https://kimberlyclark-my.sharepoint.com/personal/julia_fernandezjeansalle_kcc_com/Documents/Comms%202022/LAO/FEM/MHD%2024/Plan%20y%20Resultados%20LAO%20Comms/Resultados%20MHD%202024/MHD%20Argentina/VIDEO-2024-05-29-14-16-32.mp4


23

South Cone Results – A r g e n t in a

• Press Release. 
• Press release about the activation in Big Brother – Open TV.
• Branded Content (3): Infobae; El Cronista. 
• Press Kit with bracelets to influencers. 

External Comms

Reach
23 57.6M $11.3K48
Clips % de Tier 1 Ad Value U$D

Internal Comms

Girl Up in K-C Office
K-C employees were invited to learn about Menstrual Hygiene Day and the
purpose that Kotex, along with Girl Up and Wash United, bring to the forefront.

In addition, all participants made 2 menstrual bracelets each- one for themselves
and one to donate to Girl Up. The NGO also received materials to build 250
additional bracelets in MHM talks held by Girl Up Clubs in schools.

Internal event in Paramount Telefe
with Girl Up

We were invited by Paramount Telefe to a
breakfast with employees to talk about
Menstrual Hygiene Day and our activations
together. We opened a debate about the myths
that exist around menstruation and how the
new generations deal with these topics and had
two important guests: CM of Girl Up Argentina
and a representative of Wash United.



External Comms and Digital

• Press Release, byline article, and branded content (5) across all the 
countries in Andes. 

• Podcast (2) in Chile and Bolivia. 
• Press kits with bracelets to influencers and journalist in Peru and 

Bolivia. 

ANDES- Results

• Executive positioning for leaders in LinkedIn. 
• Period bracelet movement in social media for leaders, K-C 

ambassadors and NGOs (+20 post)
• Social media content in collab with NGOs. 

Reach

70 37 M $45 K30
Clips % de Tier 1 Ad Value U$D

Video Plan Perú



ANDES- Results

Internal Comms and Social Impact

• #ChangeMakers employees building menstrual bracelets in all 
countries in Andes. 

• Volunteering in schools with Changemakers. 

• Donation of +1000 bracelets and kits to Plan International
(PEBO), Girl Up and Genias (Chile)

• Videos in TVs and posts in Yammer. 

• MHD toolkit for K-C ambassadors. 



Annex
Taylor Swift and the friendship
bracelets movement



OUR 
IDEA

We decided to invite Taylor Swift to join the
movement as MH ambassador. Why? Taylor
Swift is an advocate for change & inspiration for
action AND bracelets have also become a
symbol within her millions of fans worldwide.

If we could get Taylor to wear the menstrual
bracelet, we knew we would exponentially grow
the symbol, the conversation and our brand
awareness.

So we reached out to her in partnership with
NGO WASH United.





Taylor Swift received on April 30th a special press kit, 
which contained a co-signed letter from WASH United 
and Kotex  inviting her to wear the menstrual bracelet and 
join the movement.

Taylor never answered back, but we did get her second 
biggest fan club in Brazil and three other fandoms to join 
our cause.

Partnering with Taylor Swift's fan clubs to catalyze a 
movement towards breaking menstrual stigma and 
advocating for change on various social media platforms 
was a good start for this great idea!



Thank You!
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