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Why have sex? 

 “Research suggests that the pursuit of pleasure is one 
of the primary reasons that people have sex. According 
to a recent study among heterosexual men in 
Mombasa, Kenya, for example:  

‘. . .most people who engage in sex (particularly 
those who purchase sex) are not thinking about 
disease, they are thinking about enjoying 
themselves.’1” 

 
Pleasure and Prevention: When Good Sex Is Safer Sex, A Philpott, W Knerr, V Boydell, 
Reproductive Health Matters, 2006;14(28):23–31. 



Creating Desire… 

…but for what? 
for sex 
for trial participation 
for products in current & near-term trials 
for new products to be developed 
for existing products 
 



Products and Protection 

• Our focus is not – or at least should not be – 
on the products 

• Our collective goal is to have more options 
for women and men to protect additional sex 
acts to prevent new infections 

• Products don’t protect sex acts; people do! 
 

• The technology is the means to the end 



New method introduction 
Historically, introducing new technologies has been 

hampered by: 
• Provider bias 
• Limited data 
• Doubts about potential market size and actual use 
• Limited infrastructure for distribution & promotion  
• Limited resources for – or investment in – training, 

communication and outreach 
These issues are not unique to any one product 



The Tampon in America 
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Source: Latka, Journal of  Urban Health, 2001 



The FC internationally 
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The 5 Ps of Marketing 

Product 
Price 
Place 
Promotion 
…and Pleasure, of course 
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What’s in a Name 
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Pleasure 

 Since pursuit of pleasure is one of main reasons that people 
have sex, this factor must be addressed when motivating people 
to participate in safer sexual behaviour.  

 Increasing evidence shows importance of a combination of 
pleasure-based and safer sex messages.  

 



Global Mapping of Pleasure 

 Start with a realistic attitude about why people have 
sex  
 Get tips and advice from the target audience  
 Get comfortable talking about sex and pleasure  
 Keep your focus on pleasure and sex rather than 

disease  
 Eliminate messages and attitudes that promote shame 

or fear about sex, sexual preference or pleasure  
 
 
 
 

Pleasure and Prevention: When Good Sex Is Safer Sex, A Philpott, W Knerr, V Boydell, 
Reproductive Health Matters, 2006;14(28):23–31. 



http://www.bbc.com/future/story/20140304-the-future-of-safe-sex 



Place 

http://mosaicscience.com/story/future-sex 



Key lessons from the FC 
• The science is easy… 
• …compared to getting the product distributed, 

accepted and used 
• Need ≠ use 
• Demand ≠ use 
• Access ≠ use 
• “Consistent” condom use is the ultimate, but 

not all people need to (or will) use any one 
product all the time to have impact 
 



Key lessons from the FC 
• It’s not the product, it’s the programme!  
• A vaccine – or a microbicide, or a female 

condom, or oral PrEP – that sits on the shelf is 
useless (adapted from Jonas Salk) 

• Acceptability changes over time – for an  
individual user and for communities, providers, 
societies and cultures 

• One person’s product advantages, are another 
person’s disadvantages – different strokes for 
different folks 



What we need now 
• Trained providers who 

– address provider potential bias 
– encourage “practice makes perfect”  
– do not over-complicate product use 
– incorporate anatomy, sexuality, pleasure, 

communication & negotiation 
• Potential users with knowledge (& comfort) of their 

bodies 
• Network to deliver product and – more importantly – 

message, outreach, support, training 
• Work with the products we have, to prepare for the 

products we’re developing 



Final thoughts 
“The story of the tampon demonstrates that a 
method does not have to be adopted by all users 
immediately to play an important role, and that even 
initially controversial methods can become widely 
accepted as mainstream. The early history of the 
tampon sheds perspective, and hope, on where we 
stand with the female condom. While much-needed 
work is under way to develop microbicides, we 
should take advantage of the fact that the female 
condom is already available and promote it to those 
in need now.”  
 Latka, Journal of Urban Health, 2001 



Final thoughts 

• I don’t want to see an article in 20xx 
comparing tampons, FCs, oral PrEP and 
vaginal and rectal microbicides… 



Interested for more? 

 Promoting protection and pleasure: amplifying the effectiveness of 
barriers against sexually transmitted infections and pregnancy, A Philpott, 
W Knerr, D Maher, Lancet, 2006; 368 

 Pleasure and Prevention: When Good Sex Is Safer Sex, A Philpott, W 
Knerr, V Boydell, Reproductive Health Matters, 2006;14(28):23–31 

 The Global Mapping of Pleasure, The Pleasure Project, 
www.thepleasureproject.org 

 Expanding Safer Sex Options: Introducing the Female Condom into 
National Programmes, M Warren & A Philpott, Reproductive Health 
Matters, 2003;11(21):1–10  

 Female-initiated barrier methods for the prevention of STI/HIV: where are 
we now? Where should we go? M Latka, Journal of Urban Health, 
2001;78:571–80. 

  
 
 
 
 
 
 
 
 

http://www.thepleasureproject.org
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