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87 years of DUrability, Reliability and EXcellence



87 years old & still relevant?

Hip, cool and sexy, ToM and always consumer’s 1st choice?

From Belgium to Bangladesh?

Despite strict Sex advertising restrictions?

Loved by GenX to GenZ?



120bn Sex Occasions per Year

But only 3 out of 10 are happy with their Sex Life



GenZ & Media

‘Always on Generation’: >3000 text messages / month

Use Ad-blocking software (45m users USA alone, 41% increase)

Go Mobile: Snapchat & Instagram. YouTube, Meerkat, Tinder

GenZ has an attention span of 8 seconds

60% want to change the world to a better place

80% say that being creative is important



GenZ & Sex

88% say they are open to explore their sexuality

20% less Sex than in the Year 2000

Sex is ok without Love



GenZ & Sex & Media

Online Dating is the new Normal: 11bn Tinder matches in 2016.

31% of 19-29 year olds are sexting on Snapchat

Porn is the new Sex-Ed: 68% of young Men watch

Youth is more responsible:
Drug use, alcohol, smoking & teenage pregnancy are at lowest levels

Durex GSS / visioncritical



Durex Principles to Engage

What’s the Consumer Insight? Is there a human Truth?

Say one thing only. Say it loud and clear and over and over again

Be bold & daring

Be authentically Durex



Model 1: The global, digital campaign

Model 2: The PR Stunt

Model 3: Always On



Model 1: The global, digital campaign

Model 2: The PR Stunt

Model 3: Always On





SAY TECHNOLOGY NEGATIVELY IMPACTING RELATIONSHIP40%

75% USE PHONES DURING MEALS

PARTNER DISTRACTED BY PHONE WHILE INTIMATE

ANSWERED PHONE DURING SEX

30%

12%

People love their Mobile Phone more than Each Other





Emotive Shocking

Funny Cool

Shocking

CoolFunny

Emotional





Can a Smartphone Really Give You an Orgasm?
The future of sex has arrived: Durex’s new digital technology division prepares 

to announce mobile technology breakthrough



Developed in Partnership with Tech Entrepreneur and
Biophysicist Susie Lee of Siren Mobile



Breaking News at the Fira Barcelona – the world’s biggest Mobile Tech Congress



Turn Off To Turn On



Durex beautifully slays the real enemy of sex 

in new marketing film 

Durex pushes all the right buttons. Emotional film 

reveals technological breakthrough: disconnect to 

reconnect

Durex wants couples to disconnect from 

technology in #connect campaign 

The clever trick that will change your life forever has 

been unveiled in an honest yet moving video by 

Durex

Funny Durex ad blames smartphones for sex 

life problems 

Durex’s secret bedroom technology takes 

over YouTube
The secret to Durex’s “tech revolution for the 

bedroom” is much simpler: Just turn the thing 

off

Ads you should watch right now: Durex explains how 

turning off could be a real turn on





• Most watched viral ad in the world 3 
weeks in a row

• 75M Video Views

• 3.9 Billion Total Impressions: 88% Earned

• Likeability >95%

• +2000bps increase in purchase intent

3rd biggest Digital Video Campaign / Year



Model 1: The global, digital campaign

Model 2: The PR Stunt

Model 3: Always On



• Sex of Gen Y & Z is shaped by 
technology 

• They are living in a world of dating 
apps, casual sex and sexting on 
social media.

• Developing a relationship through  
messaging is their norm. 

The Insight



iMessage
Today 1:58 PM

Delivered

Emojis are their
new language



iMessage
Today 1:58 PM

Delivered

Yaaaaaaasssss

Don`t forget to bring condoms

Delivered



But no Safer Sexting!



#CondomEmoji



We’ve hit a Nerve: WAD became Emoji Day!

But still no Condom Emoji…



Turn a World Aids Day PR Stunt into a Year-long Campaign

Phase 3:
Hoax product launch, Twitter Post, PR only

Phase 2:
Open text message to Unicode, Short video, 0:30, PR & Twitter

Phase 1:
#CondomEmoji CTA, Campaign Hero Video, 1:25, Facebook & PR



So we decided to launch an Eggplant Condom….



…and the Web loved (and sometimes loathed…) it!



19M 

branded video views

Engagement every 

3 seconds

Activated in 
43 markets

Views in >200

6.4Bn 

PR impressions

Highest ever RoI as PR-Led Campaign

>1100 

editorial pieces

Source: durex internal



Model 1: The global, digital campaign

Model 2: The PR Stunt

Model 3: Always On
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Durex in China

• Biggest Durex market worldwide

• 100% Service & Mobile Focus

• 600 Posts, Messages & Campaigns per Month

• 1/3 of Sales with GenZ



uo

The only way for her to 
stop shopping on 11.11



uo

Customised Durex Packs



uo

Travel with Love (and without Money, but with Sex Toys…)



The Difference between…



uo

Don’t Go Anywhere!



What’s the Consumer Insight? Is there a human Truth?

Say one thing only. Say it loud & clear & over & over again

Be bold & daring

Be authentic


