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H A R R I S I N T E R A C T I V E

Agenda

� Survey Findings:

– The Importance of Orgasm

– Current State Of Play

� Frequency of Orgasm

� Intensity of Orgasm

– The Road To Orgasm

– Summary

� Appendix: About SWGS

– What is Sexual Wellbeing

– Why Sexual Wellbeing 

– SWGS Methodology 

– Singapore Demographic Data 
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SURVEY FINDINGS
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H A R R I S I N T E R A C T I V E

� “Decline to answer” responses removed from the base

� Looking at two groups of respondents, based on:
– Frequency of orgasm - i.e. comparing people who always orgasm (always/ 

almost always) vs. who don’t (never/rarely/sometimes)

– Intensity of orgasm - i.e. comparing people who are fully satisfied with the 
intensity of their orgasm (strongly agree/ agree) vs. those who are dissatisfied 
(strongly disagree/disagree/somewhat disagree)

� We are looking at the strength of agreement or satisfaction on a number of 
measures i.e. top 2 boxes for example:

– Full satisfaction (extremely satisfied/ very)

– Full agreement (strongly agree/ agree)

– Entirely happy with how things are (entirely as I would like/ very much as I 
would like)

Notes On The Data In This Presentation
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The Importance 

Of 

Orgasm
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GENERAL
WELLBEING

SEXUAL 
WELLBEING

SEX LIFE

SEXUAL 
FULFILLMENT

SEXUAL 
KNOWLEDGE

PHYSICAL 
PLEASURE

EMOTIONAL 
PLEASURE

SEXUAL
FREEDOM / 
EXCITMENT

My sex drive

Natural Lubrication

Intensity of Orgasms

Orgasm - Frequency

Base: All sexually active (singles and in a relationship) - 18,418 

Orgasm Intensity is a key driver of Physical Pleasure -
And Ultimately Our Sex Life, Sexual and General 
Wellbeing 

6



7

©
20

07
, H

ar
ris

 In
te

ra
ct

iv
e 

In
c.

H A R R I S I N T E R A C T I V E

62

46

46

43

44

33

12

33

22

20

21

42

31

14

0 20 40 60 80

% full satisfaction / entirely happy

Stress levels

Physical health

Mental health

Physical side of sex

Sex life

Emotional side of sex

Overall sexual wellbeing

Experiencing Orgasms Impacts On Emotional As Well As 
Physical Aspects Of Sex – And Beyond

* denotes a low base, ** denotes a very low base 
Unweighted / Weighted Base: All non virgins almost always / always orgasm (280/ 301), Never / rarely orgasm (238/ 231)

Unweighted / Weighted Base: All sexually active almost always / always orgasm (251/ 277), Never / rarely orgasm (198/ 185)
Unweighted / Weighted Base: All respondents almost always / always orgasm (285/ 311), Never / rarely orgasm (240/ 233)

People who are…..
Always / Almost Always

Never / Rarely / Sometimes

7
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H A R R I S I N T E R A C T I V E

People who are…..
Always / Almost Always

Never / Rarely / Sometimes

Relationship as they’d like

Find sex fun

Be at ease with sex

Enjoy sex

And On Our Enjoyment Of Sex And Our Relationship

* denotes a low base, ** denotes a very low base 
Unweighted / Weighted Base: All non virgins almost always / always orgasm (277/ 299), Never / rarely orgasm (236/ 228)
Unweighted / Weighted Base: All respondents in a relationship almost always / always orgasm (239/ 269), Never / rarely 

orgasm (193/ 182)

81

76

74

55

51

52

50

40

0 20 40 60 80 100

% full satisfaction / entirely happy
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People who are…..

Always / Almost Always

Never / Rarely / Sometimes

77

54

0 20 40 60 80 100

% full satisfaction / entirely happy

Sex brings me 
closer to my 

partner

People Who Regularly Orgasm Report Higher Emotional Closeness 
With Partner Than Those Who Have Difficulties Hitting The Spot

Unweighted / Weighted Base: All sexually active almost always / always orgasm (252/ 280), Never / rarely orgasm (202/ 189)
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H A R R I S   I N T E R A C T I V E 10

Current State 

Of Play
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Frequency Of 

Orgasm
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% Always Reaching Orgasms During Sex
By Country

Germany

Switzerland

Australia

Netherlands

USA

Austria

Poland

Greece

South Africa

Brazil

Mexico

Spain

Italy

Unweighted / Weighted Base: All non-virgins (18,502 / 17,721); Male (9,498 / 9,449), Female (9,004 / 8,273)

Hong Kong

China

Japan

Singapore

Nigeria

Malaysia

India

France

New Zealand

UK

Russia

Thailand

Canada

� 48% globally always / almost always reach an orgasm (63% Men, 32% Women)
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73

80
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37

36
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36

39

33
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%  of respondents
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79
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44

49

43

30

41

35

30

37

34

35

31

26

25

40

23

11

13
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%  of respondents

55%

56%

58%

58%

59%

60%

61%

64%

66%

65%

66%

66%

66%

24%

24%

27%

36%

42%

44%

46%

48%

52%

53%

54%

54%

55%

TotalTotal

Male

Female
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31

17

20

12

15

9

14

11

18

29

8

2

*

*

0 10 20 30 40

%  of respondents

Men

Women

Despite The Importance Of Orgasm, Only 23% Women 
and 49% Men Always/Almost Always Orgasm

Never

Rarely

Sometimes

Fairly often

Very often

Almost always

Always

* denotes a low base, ** denotes a very low base 
N.B. Includes decline to answer

Unweighted / Weighted Base: All Non-Virgins (799 / 858), Male (388 / 443), Female (411 / 415)

� Only 23% of women 
always / almost always orgasm 
versus 49% (net) for men

21%

16%

16%

15%

22%

4%

1%

Total
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Intensity Of Orgasm
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H A R R I S I N T E R A C T I V E

Satisfaction With Intensity Of Orgasm
By Country

Poland

Germany

Canada

India

South Africa

Switzerland

Spain

Nigeria

Austria

Greece

Netherlands

Brazil

Mexico

Unweighted / Weighted Base: All Sexually Active (18,630 / 18,087); Male (9,533 / 9,645), Female (9,097 / 8,442)

Japan

Hong Kong

Singapore

Thailand

France

China

Russia

UK

New Zealand

Australia

Malaysia

Italy

USA

� 60% globally are satisfied with intensity of their orgasm (64% Men; 54% Women)

82
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73

79

77

73

71

73

72

73

66

68

69

73

63

72

66

67

70

70

64

66

61

67

67

59

0 20 40 60 80 100

% of respondents
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% of respondents

64%

67%

67%

69%

69%

69%

70%

72%

72%

72%

73%

74%

78%

18%

44%

46%

53%

53%

57%

57%

58%

58%
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62%
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TotalTotal

Male

Female
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15

32

32

13

8

1

19

28

25

22

4

1

2

*

0 10 20 30 40

%  of respondents

Men

Women

5 in 10 Are Completely Satisfied With The Intensity Of 
Their Orgasm

Strongly disagree

Disagree

Somewhat 
disagree

Neither agree nor 
disagree

Somewhat agree

Agree

Strongly agree

* denotes a low base, ** denotes a very low base 
Unweighted / Weighted Base: All sexually Active (680 / 737), Male (333 / 397), Female (347 / 340)

� 46% of women are 
fully satisfied with the 
intensity of their 
orgasm vs. 46% of 
men

17% 

30% 

29%  

17%  

6% 

1% 

1% 

Total

16
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The Road 

To 

Orgasm
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49%

38%

12%

32%
35%

31%

0%

10%

20%

30%

40%

50%

60%

Through sex with a partner Equally with both Through masturbation

%
 o

f r
es

po
nd

en
ts

Men Women

Across The Globe Women Tend To Orgasm More Easily Through 
Masturbation But In Singapore Women Find It As Easy Either Way

* denotes a low base, ** denotes a very low base 
Base: Unweighted / Weighted Male (356 / 400), Female (273 / 264), who masturbate and are not virgins

18



19

©
20

07
, H

ar
ris

 In
te

ra
ct

iv
e 

In
c.

H A R R I S I N T E R A C T I V E

Overall A Slow Build Up, Delaying Climax And Taking 
Time All Tend To Contribute To Orgasm

Amongst Men Amongst Women

14

17

13

16

0 10 20 30 40 50

Mean score

15

15

13

12

0 10 20 30 40 50

Mean score

16

18

10

18

0 10 20 30 40 50

Mean score

15

14

12

14

0 10 20 30 40 50

Mean score

Minutes spent on 
intercourse

Minutes spent on 
foreplay

Minutes spent 
on intercourse

Minutes spent 
on foreplay

Frequency Of 
Orgasm

Intensity Of 
Orgasm

* denotes a low base, ** denotes a very low base 
Frequency of orgasm always Male (203 / 213); Male never (64 / 71*); Female always (80 / 96*), Female never (176 / 161*)

Intensity of orgasm Satisfied Male (176 / 184); Dissatisfied Male (19 / 35**); Satisfied Female (141 / 157*), Dissatisfied Female (31 / 24**)

Satisfied with intensity

Dissatisfied with intensity

Always / Almost Always

Never / Rarely / Sometimes

19
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Taking Time Can Have Significant Impact On Orgasm 
Intensity

15.7

10.4

0.0 10.0 20.0 30.0 40.0 50.0

Mean score

Minutes spent 
on foreplay

* denotes a low base, ** denotes a very low base 
Unweighted / Weighted Base: All Non Virgins Satisfied With Intensity of Orgasm (317 / 341); Dissatisfied (50 / 59*)

Satisfied with intensity

Dissatisfied with intensity

People who are…..

20

Singaporeans satisfied 
with the intensity of their 
orgasm spend on average 
5.3 more minutes on 
foreplay than those who 
aren’t.
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74

55

0 20 40 60 80 100

% of respondents

Always / Almost Always

Never / Rarely / Sometimes

Giving/ Receiving
a massage

Unweighted / Weighted Base: All Respondents  
Always / Almost Always Orgasm (285/311) Never / Rarely / Sometimes Orgasm (240/233)

Those Who Regularly Orgasm Mention Engaging in 
Massages As Part Of Their Love Making 

People who are…..

21
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31

28

24

21

23

16

5

3

2

36

29

25

18

21

13

8

1

1

40

0 10 20 30 40 50

% of respondents

Always / Almost Always

Never / Rarely / Sometimes

None of these

Seen a therapist/relationship counsellor

Used medical libido enhancers

Talked to a General Practitioner (GP)/a 
nurse about sexual issues

Used delay sprays/creams to prolong 
erection

Taken pharmaceutical products to help 
with erection

Used herbal libido enhancers

Used games/role-play

Used sex toys

Used lubricants

Looked for information online

Looked for information in magazines

Used books/videos

* denotes a low base, ** denotes a very low base 
Unweighted / Weighted Base: All Non-Virgin Heterosexual Females 

Always / Almost Always Orgasm (76 / 92*), Never / Rarely / Sometimes Orgasm (165 / 148*)

Heterosexual Women Who Always Orgasm Have Used 
Sex Toys And Games To Improve Their Sex Life

22

Sex Toys and Games / 
Role-Play are the best 

tools in helping women 
achieve orgasm!
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Heterosexual Males Who Always Orgasm Have Used 
Info Online & In Magazines To Improve Their Sex Life

40

34

38

25

10

11

4

5

5

3

1

34

40

28

29

36

9

6

13

8

4

3

7

28

0 10 20 30 40 50

% of respondents

Always / Almost Always

Never / Rarely / Sometimes

* denotes a low base, ** denotes a very low base 
Unweighted / Weighted Base: All Non-Virgin Heterosexual Males 

Always / Almost Always Orgasm (201 / 210), Never / Rarely / Sometimes Orgasm (58 / 67*)

None of these

Seen a therapist/relationship
counsellor

Used medical libido enhancers

Talked to a General Practitioner (GP)/a 
nurse about sexual issues

Used delay sprays/creams to prolong 
erection

Taken pharmaceutical products to help 
with erection

Used herbal libido enhancers

Used games/role-play

Used sex toys

Used lubricants

Looked for information online

Looked for information in magazines

Used books/videos

23

Online Information and 
Magazines are the best 

tools in helping men 
achieve orgasm!
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Summary
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H A R R I S I N T E R A C T I V E

� Orgasms are beneficial to our sexual and general wellbeing

� Experiencing orgasms impacts on emotional as well as physical 
aspects of sex and on enjoyment of sex and our relationships

� Those who regularly orgasm are closer to their partners 

� Yet, frequency of reaching orgasm is only enjoyed by a minority of 

women, whilst more widely by men

� However men and women are just as satisfied with the intensity of 

orgasm with half of them being completely satisfied

� With the easiest route to orgasm through with a partner for men whilst 
women find it just as easy with masturbation too. 

Summary (1)

25
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H A R R I S I N T E R A C T I V E

Ways to Improve the Frequency and Intensity of Orgasms:

� More foreplay, delaying climax and taking time all contribute to 
orgasm

� Massage can be effective – people who regularly orgasm mention 
engaging in massages as part of their love-making

� Sex Toys and Games/Role-Play are the best tools in helping women
achieve orgasm, while Online Information and Magazines are the best 

tools in helping men.

26

Summary (2)
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Appendix: 

About SWGS 

27



w w w . h a r r i s i n t e r a c t i v e . c o m

©
20

08
, H

ar
ris

 In
te

ra
ct

iv
e 

In
c.

 A
ll 

rig
ht

s 
re

se
rv

ed
.

From GLOBAL SEX SURVEY
to SEXUAL WELLBEING GLOBAL SURVEY

Global Sex Survey was world’s largest survey of its kind. It was the most reliable 
barometer of changing sexual habits, attitudes and trends globally and locally.

Sexual Wellbeing Survey is a new initiative & progression that focuses on sexual 
wellbeing – what it is, why it is important

The Sexual Wellbeing Global Survey results for 07/08 will be released over five 
installments. The first installment launched in April 07 focused on Sexual Satisfaction. 
In The Bedroom is the second installment launched in September 07. 

The Big O is the third installment in the series. 

28
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What is

Sexual Wellbeing?

29
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What is Sexual Well-Being

Sexual wellbeing, a balance of 
physical, emotional and 
sociological factors, is vitally 
important to our overall 
wellbeing, regardless of gender 
and age.

Quite simply, sexual wellbeing is a contented state of being happy & 
healthy pertaining to sexual matters & relations.

30
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Why Sexual Wellbeing
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Why Sexual Well-Being

� As the market leader of branded condoms, lubricants and 
devices, Durex is always keen to further improve our understanding of 
what better sex means and what people want to fulfil their sexual 
aspirations and enjoy better sex.

� For many years it has been assumed that sexual wellbeing plays 
an essential role in general wellbeing but there has been little real 
evidence to support this. 

� Our survey provides an unprecedented insight into all areas of 
sexual wellbeing – sex, relationships, health and wellbeing – giving us 
a clear picture of how people view their sex lives today.

32
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SWGS Methodology

� The Durex Sexual Wellbeing Global Survey was conducted 
during August and September 2006.

� The survey was conducted in 26 countries, with a total 
number of 26,032 respondents

34
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H A R R I S I N T E R A C T I V E

Germany (N=1037)

France (N=1137)

Spain N=1008)

USA (N=1005)

Brazil (N=1123)

N = 26,032 interviews, 20-30 minutes in length, con ducted online across 26 countries in Aug / Sep 2006

Austria (N=542)

Holland (N=1039)

Poland (N=1050)

Greece (N=1017)
Russia (N=1042)

China (N=1132)

Singapore (N=1021)

Australia (N=1036)

N Zealand (N=1143)

Canada (N=1005)
Italy (N=1013)

UK (N=1017)

Mexico (1122)

South Africa (N=1051)

Nigeria (N=500)

Switzerland (N=557) Malaysia (N=1026)

Hong Kong (N=1129)

Japan (N=1090)

Thailand (N=1102)

India (N=1088)
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SWGS Methodology

� An online approach was adopted in 25 countries: Australia, 
Austria, Brazil, Canada, China, France, Germany, Greece, Hong 
Kong, Italy, Japan, India, Malaysia, Mexico, Netherlands, New 
Zealand, Poland, Russia, Singapore, Spain, South Africa, Switzerland, 
Thailand, UK, USA.

� For Nigeria a face-to-face/self completion approach was 
adopted, due to the low use of internet and telephone in this country.
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SWGS Methodology

� Harris Interactive, the pioneer in online research, was appointed to 
conduct the survey.

� Online is an advantage for this sensitive topic area, which required 
honesty and openness.

- no interviewer bias 
- done in the privacy of their home at a time that is most 
convenient to them

� An efficient means of data collection that reaches a large number of 
people within a short timeframe, combined with high data 
accuracy/quality.

� Need for global coverage and comparability across markets.
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Basic Singapore Demographic Data

» Age of Participation: 18 +

» Sample Size Target: 1,000

» No. of Interviews Achieved: 1,021

» Gender (%): Male (51%) Female (49%)

» Age: 18 – 19 (0%)
20 – 24 (11%)
25 – 34 (28%)
35 – 49 (48%)
50 – 64 (13%)
65 + (1%)
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Basic Singapore Demographic Data

» Sexual history: Non virgin (84%)
Virgin (16%)

» Relationship Status: Single, not dating (14%)
Dating, not in relationship (8%)
Relationship not living with partner (12%)
Living with partner (3%)
Married (61%)
Getting divorced/ separated (2%)
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