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“Despite an uptick in sales from 2013-14, the
contraceptives market is still up against several challenges.

An aging population puts downward pressure on the
market, as usage declines among older, monogamous

couples. Furthermore, competition from distribution of
free or low-cost contraceptives cuts into sales.”

– Emily Krol, Health and Wellness Analyst

This report looks at the following areas:

• Most people stop using contraceptives in a monogamous relationship
• Despite high rates of STDs/STIs, contraceptives are mainly used for pregnancy

prevention
• Free contraceptives are a competitive threat

The prevalence of STDs/STIs suggests that the contraceptives market is prime for growth. Yet sales
have staggered in recent years. An aging population negatively impacts contraception sales, and
consumers prefer products that focus more on pregnancy prevention, often turning to prescription
products to meet this need. The prescription-only to OTC (over the counter) Plan B switch boosted
sales of female contraceptives and thus the overall market.

This report explores contraceptive and personal lubricant usage as well as attitudes and behaviors
toward purchasing products. Attitudes toward sexual health and wellness will also be discussed to
garner insights into ways to increase contraceptive usage.
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Figure 37: Topics of online conversations around selected contraceptive brands, June 23, 2013-June 22, 2014
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Young, single men primary contraceptive users
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Figure 38: Contraceptive product usage, by gender, April 2014

Contraceptive usage declines with age
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Nonmarried have higher interest in product attributes
Figure 46: Usage of and interest in condom innovations – Have not tried but would consider trying, by gender and marital status, April
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2014
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Figure 50: Usage of and interest in personal lubricants innovations – Have not tried but would consider trying, by gender and marital
status, April 2014
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Figure 66: Respondent marital status by race/Hispanic origin, April 2014
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Figure 93: Key social media metrics – Astroglide, June 2014
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Figure 97: Topics of online conversations around selected contraceptive brands, June 23, 2013-June 22, 2014

Appendix – Trade Associations

Report Price: £2466.89 | $3995.00 | €3133.71

OTC Contraceptives - US - July 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/680541/
mailto:oxygen@mintel.com

	OTC Contraceptives - US - July 2014
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues and Insights
	Trend Applications
	Market Size and Forecast
	Market Drivers
	Competitive Context
	Segment Performance
	Retail Channels
	Leading Companies
	Brand Share – Male Contraceptives
	Brand Share – Female Contraceptives
	Brand Share – Personal Lubricants
	Innovations and Innovators
	Marketing Strategies
	Social Media
	Product Usage
	Reasons for Using Contraceptives
	Usage of and Interest in Condom Innovations
	Usage of and Interest in Personal Lubricant Innovations
	Contraceptive Attitudes and Behaviors
	Attitudes toward Sexual Health
	Race and Hispanic Origin
	Appendix – Other Market Tables
	Appendix – Other Useful Consumer Tables
	Appendix – Social Media
	Appendix – Trade Associations



