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"The majority of adults who disclosed their sexual activity
currently use a contraceptive product, denoting a strong
base of contraceptive and sexual health users. Products
that focus on the pleasurable aspects of contraceptive use,
underscored by functional attributes, could bolster market
performance moving forward."

- Jana Vyleta, Health & Personal Care Analyst

This report looks at the following areas:
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Success in retail locations reflects desire for more discreet and convenient purchase
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The Consumer - What You Need to Know

VISIT: store.mintel.com
BUY THIS CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/793983/
mailto:reports@mintel.com

MINTEL

Contraceptives and Sexual Health - US - August 2017

e The above prices are correct at the time of publication, but are subject to
Report Price: £3085.18 | $3995.00 | €3666.43 B

Most adults use contraceptive products
Condom users prioritize efficacy and safety
Incidence of emergency contraception is low; considered a backup

Fun and function drive use of personal lubricant

Usage of Contraception

Majority of adults use contraception; condoms most common
Figure 25: Usage of contraception, May 2017

Men and women take personal responsibility in contraceptive products
Figure 26: Usage of contraception, by gender, May 2017

Contraception use highest among 25-34s
Figure 27: Usage of contraception, by age, May 2017

Condom use highest among single adults
Figure 28: Usage of contraception, by marital status, May 2017

Hispanics more likely to utilize natural planning and morning-after pill
Figure 29: Usage of contraception, by Hispanic origin, May 2017

Single product contraceptive use is most common
Figure 30: Usage of contraception, by repertoire groups, May 2017

Condom Purchase Incentives

Personalized experience can feel more natural
Figure 31: Condom purchase incentives, any rank (net), May 2017

Men motivated by features that improve the experience
Figure 32: Condom purchase incentives, any rank (net), by gender, May 2017

Additional protection capabilities appeal to young adults
Figure 33: Condom purchase incentives, any rank (net), by age, May 2017

Attitudes toward Condoms

Condom users worry about effectiveness
Figure 34: Attitudes toward condoms, May 2017

18-24s are worried about efficacy but willing to experiment
Figure 35: Attitudes toward condoms, by age, May 2017

Hispanics are apt to experiment
Figure 36: Attitudes toward condoms, by Hispanic origin, May 2017

Purchase Influencers of Condoms and Emergency Contraception

Previous experience influences condom purchase; product claims valuable for emergency contraception
Figure 37: Purchase influencers of condoms and emergency contraception, May 2017

Past product use and brand influence condom purchases
Figure 38: TURF analysis - Purchase influencers of condoms, May 2017

Figure 39: Table — TURF analysis — Purchase influencers of condoms, May 2017

TURF methodology
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Emergency contraceptive users influenced by claims and prior use
Figure 40: TURF analysis - Purchase influencers of emergency contraceptives, May 2017

Figure 41: Table — TURF analysis — Purchase influencers of emergency contraceptives, May 2017

TURF methodology

Attitudes toward Emergency Contraception

Concept of emergency contraceptive is understood, yet clarity is needed
Figure 42: Attitudes toward emergency contraception, May 2017

Women view emergency contraception as their backup plan
Figure 43: Attitudes toward emergency contraception, by gender, May 2017

18-24s most skeptical about safety of emergency contraception
Figure 44: Attitudes toward emergency contraception, by age, May 2017

Usage of and Attitudes toward Lubricants

Majority of users want easy cleanup
Figure 45: Usage of and attitudes toward lubricants, May 2017

Younger age groups are more likely to experiment
Figure 46: Usage of and attitudes toward lubricants, by age, May 2017

Purchase Influencers of Lubricants

Product benefits emerge as most important influencer
Figure 47: Purchase influencers of lubricants, May 2017

Benefits and past product use influence purchase behavior
Figure 48: TURF analysis - Purchase influencers of personal lubricants, May 2017

Figure 49: Table — TURF analysis — Purchase influencers of personal lubricants, May 2017

TURF methodology
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Fan chart forecast
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Abbreviations and terms
Abbreviations
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Appendix - The Market
Figure 50: Total US retail sales and forecast of OTC contraceptives and sexual health, by segment, at current prices, 2012-22

Figure 51: Total US sales and forecast of OTC contraceptives, at inflation-adjusted prices, 2012-22

Appendix - Key Players
Figure 52: MULO sales of male contraceptives, by leading companies and brands, rolling 52 weeks 2016 and 2017

Figure 53: MULO sales of personal lubricants, by leading companies and brands, rolling 52 weeks 2016 and 2017

VISIT: store.mintel.com
BUY THIS CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

Americas +1 (312) 943 5250 | China +86 (21) 6032 7300
REPORT NOW APAC +61 (0) 2 8284 8100 |

EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/793983/
mailto:reports@mintel.com

Contraceptives and Sexual Health - US - August 2017

MINTEL

Report Price: £3085.18 | $3995.00 | €3666.43

The above prices are correct at the time of publication, but are subject to

change due to currency fluctuations.

Figure 54: MULO sales of sexual enhancement devices, by leading companies and brands, rolling 52 weeks 2016 and 2017
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