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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:
•
•
•
•

Struggling male contraceptive sales temper market performance
Engagement with category declines with age
Reliance on previous experiences drives brand loyalty, limits trial
Buying contraceptives is an uncomfortable process for some adults
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Previous experience influences condom purchase; product claims valuable for emergency contraception
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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
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Figure 54: MULO sales of sexual enhancement devices, by leading companies and brands, rolling 52 weeks 2016 and 2017
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