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Abstract: Women ’ s health issues have long been stigmatized within traditional
socio-cultural contexts, with topics such as menstruation and gynecological diseases
excluded from public discourse. With the rise of social media, a growing number of
users have produced content and discussed such issues, while scholarly and industrial
exploration of women’ s health knowledge communication has continued to deepen.
This paper reviews domestic and international literature on women ~ s health
communication, stigma, and shaming related to women’ s health, summarizes existing
research findings and limitations, and proposes directions for future inquiry. It aims to
provide implications for advancing women’ s health knowledge communication and
supporting the Healthy China initiative.
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Introduction

In the context of traditional socio-cultural norms, women’ s health-related i
ssues have long been shrouded in an atmosphere of silence and shame, becomi
ng a forbidden area in public discourse. From menstruation being regarded as
an "unclean thing" that needs to be concealed, to gynecological diseases being
equated with unspeakable "private scandals", and to the health needs during ph
ysiological stages such as postpartum recovery and menopausal conditioning bei
ng classified as women’ s "personal matters", relevant women’ s health issues
have not only lacked public discussion for a long time but also been labeled
with a series of negative tags such as "dirty", "fragile" and "unclean". This mi
sconception stems from the profound impact of traditional culture on public per
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ception — women’ s bodies are considered to be entities that need to be hidd
en, and health issues related to women’ s bodies are therefore naturally placed
in a hidden corner, losing the qualification for open and rational discussion. K
nowledge that should serve as an important guarantee and improvement for wo
men’ s life and health has gradually been marginalized in the process of such
stigmatized communication: stigmatization induces a sense of shame in women,
which in turn leads to avoidance and silence in discussions on related issues.
This silence, in turn, reinforces the social stigma towards women’ s health iss
ues, ultimately forming a vicious circle from stigmatization to shame, to avoida
nce and silence, and then to deeper stigmatization, making it even more difficu
It to publicly discuss women’ s health issues.

In August 2016, the "Healthy China 2030" Plan Outline was reviewed and
adopted, which clearly stated the need to promote the construction of Healthy
China and give priority to protecting people’ s health in the national develop

ment strategy (People’ s Network, 2024). Women’ s health is not only related
to the quality of life of women themselves but also to family happiness, and i
t is an indispensable part of people’ s health. However, the stigma attached to
women’ s health issues and the sense of shame brought to women in the tradi
tional socio-cultural context have not been completely eliminated today, still po
sing significant obstacles to the communication of women’ s health knowledge.

With the in-depth advancement of the "Healthy China" strategy and gender
equality becoming a social consensus, breaking the predicament of stigmatizati

on and shaming in the communication of women’ s health knowledge and real
izing deshaming communication have become an urgent need to protect women’
s health rights and promote the development of national health. At present, bot
h academic and industrial circles have paid great attention to the issue of sha
ming in women’ s health communication, carrying out a series of explorations

around concept interpretation, communication practice, communication impact, et
c. However, existing studies still have problems of being relatively fragmented

and insufficiently systematic. Based on this, this paper combs through domestic



and international studies on women’ s health communication, stigma and sham
ing of women’ s health, summarizes the research achievements and deficiencies
in the deshaming communication practice of women’ s health issues, and look
s forward to future research directions, so as to provide theoretical reference a
nd practical insights for improving the effectiveness of women’ s health knowl

edge communication and advancing the "Healthy China" strategy.
Research Status

2.1 Research on Women’ s Health Communication
2.1.1 Research on Women’ s Health Communication in Mass Media

The content presentation and effects of women’ s health in mass media ha
ve attracted considerable attention in the field of women’ s health communicati
on. Kong Kaiyuan (2025) sorted out women’ s health popularization in modern
mass media, ranging from regarding women as carriers of healthy reproductio
n in the late Qing Dynasty to focusing on women’ s health itself in the Repu
blic of China, conveying health information against foot-binding, breast-binding,
early marriage and early pregnancy, which reflects the development and progr
ess of social awareness of women’ s health. Aboagye et al. (2022) studied the
impact of mass media exposure on the utilization rate of women’ s health care
services in sub-Saharan Africa, and found that women who were exposed to
mass media such as newspapers and radio every week had a better understandi
ng of delivery services and postnatal care and were more likely to use these s
ervices than those who were not exposed to mass media.
2.1.2 Research on Women’ s Health Communication in Social Media

With the development of technology, more and more women obtain women’
s health knowledge through network technology. A study showed that in 2018,
the number of women in the United States who received mammography screen
ing after searching for health information on the Internet was 1.36 times that o
f women who did not search for health information online (Alabdullatif et al.,

2022).



Social media has become an important channel for the transmission and ac
quisition of women’ s health knowledge at present, and many studies have foc
used on the presentation of women’ s health knowledge and the adoption of w
omen’ s health information in social media.
2.1.2.1 Research on the Presentation of Women’ s Health Knowledge

Research on the presentation of women’ s health knowledge explores the t
hemes, characteristics and strategies of content presentation.

Fan Ci’ ai (2025) found that the main topics of women’ s health discussi
ons on Xiaohongshu (Little Red Book) are physical health, gender health and
health preservation, and more positive emotional tones are presented, which hel
ps to promote the communication of women’ s health knowledge. Essa Whieb
and Adil Jaafar (2024) discussed the specific discourse strategies in women’ s
health topics during the Pink October campaign (a public welfare campaign for

breast cancer prevention and treatment), and found that the language used in t
hese topics is simple and direct, with nouns being the most commonly used w
ords, followed by verbs, adjectives and adverbs.

A large number of studies have focused on the characteristics and strategie
s of women’ s health knowledge content presentation. Fei Fan (2025) explored
the content presentation characteristics of the outstanding women’ s health popu
lar science blogger "Mr. Liucenglou" (Mr. Sixth Floor) on Bilibili, and found t
hat the blogger’ s content presentation has the characteristics of diverse video t
ypes, slightly strong emotional color and distinct author’s views. Zhang Xue (2
025) selected 100 videos from 10 women’ s health bloggers on Bilibili for ana
lysis, and found that the emotional expression of these videos is mostly neutral,

and the video content conveys the concept of women’ s health and growth. X
u Xiaoyun (2024) carried out her research from a broader scope: instead of fo
cusing on several bloggers, she collected 163 videos under the keyword "wome
n’ s physical health" and found that 40% of these videos were produced by pr

ofessional doctors, and most of the narrative subjects were women. Other studi



es have explored short women’ s health popular science videos on Douyin (Ti
kTok China), and found that such videos are mainly 1-2 minutes long, mostly
narrated by doctors, and the tone is mostly neutral (Zong Huimin, 2025). Lu
Qian (2025) further focused on plot-based women’ s health popular science sho
rt videos on Douyin, arguing that such short videos have a more immersive ex
perience, but there are also problems of content homogenization and the risk o
f triggering health anxiety.

In addition to user-generated content, some studies have explored from the
perspective of enterprises. Meiyou APP is a software integrating women’ s he
alth knowledge popularization, women’ s health services and women’ s commu
nication. Liu Fanjia (2021) believes that Meiyou has built a health knowledge
creation system of "influencers + professional authors + experts", and launched
offline activities such as "Women’ s Travel Safety" and "Husband’ s Childbirt
h Challenge", promoting the online and offline communication of women” s he
alth knowledge.
2.1.2.2 Research on the Adoption of Women’ s Health Information in Socia
1 Media

Examining women’ s health information communication from the audience’
s perspective is a major direction of current research. Ran Hua and Geng Shu
pei (2018) examined the impact of different types of health information in the
media on women’ s cervical cancer risk perception and prevention intention, an
d found that high-threat information is more likely to increase the audience’ s
fear of the disease, while low-threat information is more effective in improving
the audience’ s prevention intention. Wu Yaxin (2022) explored from the level
of women’ s information avoidance, arguing that the lack of rational thinking
about the value of their own physical health and the inability to break through
the label of "reproductive examination" are important reasons for women’ s a
voidance of cervical cancer information.

In addition to focusing on specific issues, some studies have carried out ex

plorations after segmenting the female population. Johnson et al. (2025) found



that different ethnic groups have different acceptance of women’ s health infor
mation on social media; in the United States, Black women and Asian women
have higher trust in social media health information than White women. Wu
Xuefei (2025) conducted a study on users of Meiyou, a women’s health APP,
and found that source credibility and information quality are the key factors af
fecting the information adoption intention of female users of this APP.

In addition, the impact of intergenerational communication on social media
information adoption has also attracted attention. Liu Zhanwei and Liu Jie (20
25) found that after daughters obtain intrauterine device knowledge through soc
ial media, they can reversely disseminate it to their mothers who have intrauter
ine devices, thereby promoting their mothers to take health actions.

The dissemination of women’ s health knowledge in mass media and socia
1 media provides a carrier for women’ s health issues to break through the pre
dicament of stigmatization and then carry out "deshaming" communication. Ho
wever, the communication effect of related issues is still restricted by the publi
¢’ s stigmatization and shaming concepts. Therefore, it is necessary to further a
nalyze in combination with relevant research on women’ s health stigmatization
and shaming.
2.2 Research on Stigmatization and Shaming of Women’ s Health

Erving Goffman first elaborated on the meaning of "stigma" in detail in hi
s book Stigma: Notes on the Management of Spoiled Identity, arguing that "sti
gma" is a derogatory and insulting label imposed by society on certain individ
uals or groups (Liu Xin, 2013). In the process of stigma formation, fear and s
hame arise, becoming the core emotional experience of stigmatized individuals
at the psychological level. In the field of women’ s health, issues such as men
struation, menopause, and gynecological diseases are often stigmatized, which i
n turn triggers women’ s inner sense of shame. Researchers have conducted st
udies on the stigmatization and shaming of women’ s health, and the relevant
work mainly focuses on the phenomena of women’ s health stigmatization and

shaming themselves, as well as destigmatization and deshaming practices.



2.2.1 Research Related to the Phenomena of Women’ s Health Stigmatizati
on and Shaming Themselves

Research related to the phenomena of women’ s health stigmatization and s
haming themselves focuses on the connotation, causes, impacts of the concepts,

and people’ s cognitive attitudes.

Wang Yimei et al. (2025) defined women’ s menstrual shame as the sense
of shame or avoidance that women have towards menstruation. This shame ste
ms from the social and cultural stigma of menstruation and women’ s lack of
knowledge about their own menstrual physiology, and ultimately leads to poor
menstrual hygiene management and even health problems for women.

A study investigated the attitudes of residents in Haikou towards menstrual

shame and found that 52.88% of people had shame-like psychology such as a
voiding when purchasing menstrual products (Sun Huaicong, Wang Yihan, Tian
Run, 2023). Eyring et al. (2023) further compared the attitudes of men and w
omen towards menstruation, pointing out that gender discrimination against wo
men includes benevolent and hostile sexism. Benevolent sexism holds that wom
en are weak and should reduce activities during menstruation, while hostile sex
ism holds that women exaggerate menstrual symptoms and should avoid partici
pating in certain activities. Through their research, they found that men have a
more negative attitude towards menstruation than women, which may be relate
d to men’ s higher identification with sexism. Zou Wenxue et al. (2024) also f
ound in interviews that women’ s dysmenorrhea is regarded as a symbol of we
akness in society. In addition, the lack of knowledge about menstruation also

makes the outside world and even women themselves regard dysmenorrhea as i
mproper self-management, and even regard dysmenorrhea as a threat to fertility.

In addition to the impact of social culture, relevant policies and educationa
1 levels also affect the degree of stigmatization and shame of women’ s health.

Popat et al. (2023) found that the word "vagina" is blocked and censored on

overseas platforms such as Facebook, which not only increases social ignorance



but also enhances women’ s sense of shame. Ma Guiyun et al. (2024) found
that women with an educational level below primary school have a higher sens
e of shame about gynecological examinations.

2.2.2 Research Related to Destigmatization and Deshaming Practices of Wo
men’ s Health

Research related to destigmatization and deshaming practices of women’ s
health has explored issues such as menstruation, reproductive health, and body
shame. Moreover, with the development of social media, current relevant practi
ces are often carried out with the help of social media.

In the past, women’ s menstrual periods were mostly regarded as private t
opics. However, with economic development, the emancipation of people’ s mi
nds, and the emergence of social media that facilitates information disseminatio
n, women’ s menstrual period issues have gradually moved from private to pub
lic. Wang Wenshu (2022) examined this process of change in menstrual period

issues on Weibo, and found that the publicization of women’ s menstrual peri
od issues on Weibo went through five stages: triggering, diffusion, withdrawal,
activation, and resonance. Among these, women’ s empathy, the consolidation o
f group identity by interactive information, and resources such as the attention
of organizations, platforms, and netizens are all important driving forces for pr
omoting the publicization of this issue. Liang and Wang (2025) investigated the
deshaming practices of menstruation on Xiaohongshu (Little Red Book), and f
ound that Xiaohongshu users promote menstrual deshaming by revealing the ori
gin of menstrual shame culture, advocating the normalization of menstruation, a
nd reconstructing menstruation as a symbol of women’ s identity.

Some studies have examined the destigmatization and deshaming practices
of women’ s health from the perspectives of discourse strategies, symbol use, a
nd video communication. The UK Menstrual Movement promotes the eliminatio
n of menstrual stigma and reduces social inequality in the UK through discour
se strategies such as avoiding the use of stigmatized language such as "sanitar

y pads", avoiding the term "period poverty", and publicly discussing menstruati



on (Tomlinson, 2025). Xu Lingling (2021) examined the role of menstrual emo
jis in promoting menstrual deshaming practices, and found that menstrual emoji
s can provide another way for women who feel menstrual shame to talk about
menstruation, promote the movement of menstrual issues from private space t
o public space, and strengthen the identity of women’ s groups. However, as a
visual symbol, emojis still have the problem of different information decoding
by different audiences.
Dong Chenxi (2024) examined video communication as a practical approac
h, and found that while menstrual product review videos mainly conduct produ
ct reviews, they also objectively convey women’s health knowledge. However,
some of these contents still reinforce women’ s shame, such as conveying that
women feel embarrassed during menstruation and that they should avoid being
publicly discovered when using menstrual products. These contents further stren
gthen the culture of concealing menstruation.

Some studies have focused on other issues. Zou Yue (2022) found that at
the physical health level, fitness, makeup, and outfit videos on Douyin (TikTok
China) are likely to trigger women’ s body shame and anxiety. Liu and Zou
(2024) found that on Weibo, top influencers in obstetrics and gynecology help
women get rid of the shame of talking about relevant topics by publicly discus

sing issues such as gynecological problems and prenatal care.
Evaluation of Research Status

3.1 Summary of Research Achievements

At present, there are numerous studies on the deshaming communication pr
actices of women’ s health issues, showing a multi-dimensional and multi-persp
ective research status. At the level of communication channels, existing studies
cover the two core fields of mass media and social media, focusing on both t
he past and the present. Relevant studies not only sort out the historical evolut
ion of women’ s health popularization in modern mass media but also pay atte

ntion to women’ s health knowledge content on social media platforms such as



Xiaohongshu (Little Red Book) and Bilibili. At the level of research subjects,
relevant studies fully cover the "communicators" and "audiences" in the comm
unication process, focusing on the content production of subjects such as the
media, users, and enterprises, as well as exploring the information adoption of
women’ s groups, with the research subjects being continuously refined. In add
ition, in the research on the stigmatization and shaming of women’ s health, e
xisting studies cover a complete logical chain of phenomenon definition, cause
analysis, and practice exploration, clarify the connotation of core concepts such
as menstrual shame, explore multiple influencing factors such as social culture,
gender discrimination, and policy regulation, and sort out deshaming practice
paths such as public welfare campaigns, discourse strategies, and symbol use, p
roviding important references for understanding the generation logic and solutio
n ideas of women’ s health shaming.
3.2 Deficiencies of Existing Research

Although existing studies have achieved significant results, there are still so
me deficiencies, mainly reflected in the following three aspects. First, the resea
rch system is relatively fragmented. Most existing studies focus on a single iss
ue, a single platform, or a single group, lacking an overall exploration of "des
haming" communication. Second, the coverage of research issues is unbalanced,
with relatively few studies focusing on niche issues and marginalized women’
s groups. Most existing studies focus on issues such as menstruation and breas
t cancer, while there are relatively few studies on niche issues that also face s
haming dilemmas, such as pelvic floor muscle rehabilitation and chronic gynec
ological diseases; at the same time, relevant studies have insufficient exploratio
n of the needs and dilemmas of deshaming communication of women’ s health
knowledge among marginalized groups such as elderly women and rural wom
en. Third, there is insufficient practical research, and there is a lack of verifica
tion of the effectiveness of relevant strategies. Most existing studies on desham
ing practices in women’ s health communication adopt the form of phenomeno

n description, such as sorting out the communication behaviors of users on a c



ertain platform and the discourse strategies of relevant campaigns, but there is

a lack of empirical testing on the effectiveness of these strategies.
Outlook on Future Research Directions

Combined with the deficiencies of existing research, future research on des
haming communication practices of women’ s health issues can be carried out
from the following four directions.

4.1 Conduct Holistic Exploration

In response to the fragmentation problem caused by existing studies focusi
ng on a single issue, platform, or group, future research should promote the in
tegrated exploration of deshaming communication of women’s health issues. It
is necessary to incorporate different communication channels such as social me
dia and mass media, as well as all female groups, into holistic research, and e
xplore the common characteristics of deshaming communication practices of wo
men’ s health issues from different dimensions.

4.2 Fully and Equally Cover All Relevant Research Issues

Existing studies mostly focus on a few hot issues such as menstruation. In
the future, the scope of research issues should be expanded, and more attentio
n should be paid to women’ s health issues such as menopause, gynecological
diseases, and postpartum rehabilitation. At the same time, the research groups s
hould be expanded to focus on the needs and dilemmas of marginalized groups
such as elderly women and rural women in accessing women’ s health knowl
edge.
4.3 Strengthen Empirical Testing on the Effectiveness of Relevant Strategies

Existing studies have deficiencies in verifying the effectiveness of relevant
strategies. In the future, more efforts should be made in corresponding empiric
al research. At the quantitative level, methods such as questionnaires, experime
nts, and content analysis should be adopted to test the effects of different com
munication strategies on reducing women’ s sense of shame and improving thei

r willingness to adopt health knowledge. At the qualitative level, methods such



as in-depth interviews and participant observation should be used to explore t
he feedback of women’s groups on different strategies, so as to identify more
effective deshaming communication strategies for women’ s health.

4.4 Focus on Deshaming Communication with the Intervention of New Tec
hnologies

With the development of science and technology, big data technology, artifi
cial intelligence technology, and other technologies have provided more possibil
ities for the deshaming communication of women’s health issues. Focusing on
the improvement of deshaming communication effects and the challenges faced
under the application of new technologies is an important direction for future

research.
Conclusion

This paper systematically combs through the relevant literature on women’ s
health communication, stigmatization and shaming of women’ s health. It is found
that existing studies cover two fields: mass media and social media, include the
two-way perspectives of communicators and audiences, and form a multi-dimensional
exploration level including phenomenon definition, cause analysis, and practice
exploration. However, relevant studies still have problems such as being relatively
fragmented, unbalanced distribution of issues, and insufficient verification of strategy
effectiveness. Future research should make up for these deficiencies, pay attention to
emerging technologies, and provide more support for the deshaming communication

practice of women’ s health issues.
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