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The second White Paper in the NÖSE series 
discusses a broad range of initiatives, projects, 
and data related to sex in the digital age. 
Dating app relationships, robotics, robust 
data analysis and the future of sex from 
the perspective of emerging technologies 
represent some of the themes addressed in 
the following pages.

There, you will find exclusive interviews with 
researchers and app executives, as well as 
numbers and cases that indicate the existence 
of a lively and innovative field. These examples 
show how people behave in the virtual and 
real environments, and will inspire companies 
going through digital transformation processes.

INTRODUCTION

WWW.NOSE.BAR



#2

MYTHS OF ROMANTIC LOVE, 
SEXUAL CODES, AND THE 
INNOVATION MATCH

LOVE AND SEX: FROM CHATS TO APPS
Social acceleration and the evolution of tools
What do clients seek – in the real and digital 
worlds?

MARKETING: CHALLENGES AND 
OPPORTUNITIES
Advertising in dating apps and porn sites 
Brand experience
The future of relationships is the future of brands

BUSINESS: A HUGE MARKET 
The new love industry 
The expansion of sex platforms
Sex toys: breaking taboos and sales records

TECHNOLOGY: EXPERIENCE, 
DATA AND LOTS OF SEGMENTATION 
Innovation and tendencies
What do the data reveal about us? And what 
does that mean for companies?  

CONTENTS
04

07

26

32

14



MYTHS OF 
ROMANTIC 
LOVE, SEXUAL 
CODES, AND 
THE INNOVATION 
MATCH  

The popularization of dating apps and porn 
platforms, the sex toy industry expansion, 
and the sophistication of immersive 
narratives push people to reinvent love 
and sex every day. In this environment 
of continuous and rapid transformation, 
brands face new opportunities and 
challenges when dealing with clients. 
In a world of creative experiences, brands 
must become disruptive on a daily basis. 
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The digital society has witnessed an unprecedented amount 
of very rapid transformations. When it comes to love and sex, 
emerging technologies challenge the myths and social codes 
that guided our desires and relationships for centuries, opening 
up possibilities and raising questions that prior generations 
could not have imagined.

In our technological environment, the utilitarian nature of dating 
apps puts in check the romantic ideal and taints the experience 
of love with pragmatism. Matches made in heaven make room 
for matches made by algorithms, substituting unexpected 
passion for complex and efficacious combinatorial processes.
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On one hand, objectivity creates the conditions for more 
successful and long-lasting relationships built on common 
interests. Data based matchmaking may generate couples 
that are more compatible and less subject to frustration. 
On the other hand, so much efficiency may take the flavor 
out of relationships, limiting our horizons, our capacity to give 
and take criticism, and our willingness to deal with differences. 
Are we becoming trapped inside bubbles just as we open 
up to technology-driven innovation?

Particularly, in the realm of sex, digital innovation fudges the 
borders between nature and society. Leaning on virtual reality 
and augmented reality, the porn industry developed new forms 
of pleasure, pushing the limits of what is possible and culturally 
acceptable. In a universe where anyone, anywhere, can 
experience almost all fetishes and fantasies, sexual realization 
becomes truly democratic. However, ethical concerns do exist 
and, in the long run, relationships may suffer.

What kind of attitude could one expect from people who get 
used to sexual interactions based on the complete submission 
of a robot? And, again, how can society improve when 
technology separates the different and prevents conflict or 
friction – either by the precise selection of couples or through 
relationships with virtual entities that are programmed to 
please? How can we grow if we never become exposed 
to different, diverging opinions, wishes and behaviors?

Disruptive transformation such as this poses a range of new 
opportunities and challenges for brands. Reaching out to 
customers who experience love and sex in non-obvious 
ways, and who have become used to technological precision 
requires creativity and efficacy, as well as careful use of the 
segmentation offered by databases.

Brands also have the opportunity, and the responsibility, to 
reconfigure the way people enjoy love and sex. Experience 
design may help break taboos that surround certain products 
and services. As large players and their brands become closer to 
the erotic market, they neutralize the territory, and bring down the 
prejudices and barriers that inhibit market growth. When sex toys 
move from small sex shops to supermarket shelves, for example, 
life may become healthier and filled with pleasure. At the same 
time, this sort of movement redefines categories, and creates 
more mature and intelligent business opportunities.

In the second Nöse White Paper, we analyzed this environment 
of intense rupture and renewal, focusing on love and sex in the 
digital age, under the light of behavioral changes, technological 
innovation and market opportunities. In keeping with the 
current zeitgeist, we expect marketing professionals to become 
equally inventive, dynamic, efficient, and, naturally, open to 
unexpected, exciting experiences.

By Abel Reis
CEO of Dentsu Aegis Network Brasil and Isobar Latam
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LOVE 
AND SEX: 
FROM CHATS 
TO APPS 

7



The fast pace of life has made people 
more impatient about love and desire. 
In response to the pragmatism and 
the speed of digital networks, new 
technologies introduce an ever-increasing 
number of features that connect people. 
From chat rooms to dating apps, a lot 
has changed. But our searches remain 
the same.
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Chat rooms used to host long conversations, lots of verbal 
sex and, in some cases, that all led to real-life dates. Some 
two decades ago, there in the beginning of what became 
known as commercial Internet, strangers used to start 
relationships in these rooms – especially shy folks, or those 
who felt excluded for any reason and, frequently, those with 
a significant other in their lives.

Soon thereafter, the first dating sites came about. ParPerfeito, 
launched in April 1995, was one of the first. It survives to 
this date and grows its base by 450 thousand new clients 
every month in Brazil alone. Every month, two thousand 
people, on average, meet someone and leave the site. “In 
the old chat rooms, people were still experimenting with 
this new way of meeting others. It was hard to have natural 
conversations. And some people would chat for hours, days, 
months, and even years without ever meeting in real life,” 

SOCIAL 
ACCELERATION 
AND THE 
EVOLUTION OF 
TOOLS
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observed Mariana Frensel, head of marketing for the Match 
Group LatAm, owner of ParPerfeito and other brands such 
as OurTime, focused on people above the age of 50, and 
Divino Amor, a Christian dating site.

Fast routines made consumers demand more agile, practical 
and direct services. Mobile devices quickly responded to this 
need, introducing the revolutionary pragmatism of dating apps, 
among which Tinder – with 10 million active clients – represents 
the main example.  Launched in September 2012, Tinder 
inspired a number of other, similar initiatives such as Grindr 
and Happn, among others. Older players, such as ParPerfeito, 
followed suit and soon launched apps of their own. 

“When Happn was created in 2014, traditional dating 
sites were considered slow and too virtual,” said Didier 
Rappaport, founder of the app that has 58 million clients. 
“Apps perfectly match our new lifestyles: smartphones 
introduced mobility and, with it, came the need for getting 
anything, anywhere, at any time.”

https://www.parperfeito.com.br/
https://tinder.com/
https://www.grindr.com/
https://www.happn.com/en/


The ever-increasing segmentation of these services 
contributes to their success. Happn, for example, uses 
geolocation to bring together people who take the same 
routes and go to the same places. On the other hand, 
Grindr, created in 2009, focuses on the LGBTQ community 
and has become the largest social network to connect 
gay, bi, trans and queer people. It also uses geolocation to 
connect 3.8 million clients in a “safe space, where you can 
connect with people from around the world and navigate 
through infinite possibilities.”

Feeld, initially called 3nder, bets on a customer segment 
that seeks relationships involving three or more people. 
The app, created in 2014, focuses on “couples and 
singles with an open mind” and has two million clients. 
The app provides a space where anyone can fulfill desires 
with no repression. In their profiles people feel free to 
describe their own sexual preferences and to look for 
partners with similar interests.

Bumble, founded in 2014, has 46 million clients and seeks to 
give women the upper hand. In matches between men and 
women, it is the female public that must take the first step – 
while in same-sex encounters anyone can take the lead. The 
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app has three separate sections: find 
a date, make friends or increase your 
network. Recently, the app increased 
the number of filters and started allowing 
clients to pre-select their “candidates” 
based on information such as height, 
sign, religion, educational background, 
and habits including sports, cigarette 
smoking and use of alcohol.

Happn’s Didier Rappaport believes 
apps are the future of dating and 
significantly increase matchmaking 
chances. “In dating apps, everything 
is easier, everyone is there for the 
same reason and no one cares about 
who took the first step.” The executive 
points out, however, that these tools 
have as a main goal the promotion of 
real, not virtual, dates. The company 
constantly invests in user experience, 
but the final objective is not to keep 
the customer in the app. People should 
meet out there, in the real world.

https://feeld.co/
https://bumble.com/


WHAT DO 
CLIENTS SEEK – 
IN THE REAL AND 
DIGITAL WORLDS?

Current research about love and sex in the digital age indicates 
that dating apps do not necessarily change how we build 
relationships, but they function as facilitators – much like Waze 
improves mobility.

Researcher, professor and author Elizabeth Dorrance Hall, who 
maintains the blog Conscious Communication, started the Big 
Tinder Project in 2015, with the participation of more than three 
thousand app users, in an attempt to find whether dating apps, 
in fact, provide greater sexual freedom. In collaboration with Elien 
de Caluwé, she developed the Tinder Motives Scale (TMS) based 
on four independent studies conducted with mixed methodology 
in the USA and Belgium.

11



The two researchers found 13 reasons why people use 
Tinder. The most common of all: amusement. Users consider 
the app an entertainment tool that helps them pass time, as 
explained by Hall: “Imagine you are waiting for a train or bus, 
which is, again, late. You have checked your newsfeed on 
Facebook, Twitter and Instagram, you have run out of things 
to do – but you can always chat with a few matches.”

Many users also cited curiosity as a reason for using Tinder. 
Others said they like to socialize and make friendships with 
strangers. Seeking for love only appears in fourth place on 
the list. Very few people admit to using the app in search of 
casual sex – this reason ranked 11 among 13.

The app also functions as an ego booster. Hall identified that, 
for a few users, Tinder works as a thermometer that indicates 
“dating market value.” Moreover, Tinder is useful in trips. 
Many people use the app to contact locals, to meet them 
or simply ask questions about best places to visit. “Yes, 
you got it right: Tinder is the new Tripadvisor!”, said Hall.

12

Amusement

Curiosity

Socialize

Love

Ego Boost

Distraction

Flirting

Meet Holebi

Pressure

Travel

Casual Sex

Forget Ex

 Be Cool 

2

8

4

10

6

12

3

9

5

11

7

13

1

Source: The Big Tinder Project

THIRTEEN 
TINDER MOTIVES



Another specialist, Jeanette Purvis, social psychologist and 
Ph.D. candidate at the University of Hawaii, investigated the 
reasons that lead so many people to use dating apps. She 
surveyed hundreds of Tinder users, users of online dating 
sites, and people who do not use any dating technology.

Surprisingly, the psychologist did not find any statistically 
significant differences between the three groups when it came 
to desired length of relationships and the probability of sex on 
a first date. She also concluded that people more commonly 
use Tinder looking for love than casual sex. 

Another study by researchers at the University of Tronheim, 
Norway, investigated the use of dating apps in general, 
not only Tinder. As the team led by Ernst Botnem analyzed 
responses from 650 volunteers, it unveiled four main reasons 
why people use these tools: to look for sex, to look for a 
relationship, to feel well, or just because they are bored. 

Altogether the studies suggest that what moves people 
towards dating apps may not differ as much as expected from 
what moves them towards real-life dates. While intentions 
remain the same, in apps the probability someone will find a 
date with similar interests is much greater.

“The use of apps makes the search for dates much more 
dynamic. Twenty years ago, you had to go to a bar and try to 
start a conversation. Today, you sign in an let the app work 
for you, sifting through an almost infinite group of people,” 
said Aderbal Vieira Jr., a psychiatrist specialized in human 

sexuality who runs the area of Behavior 
Dependency Treatment of the Proad at 
the São Paulo Federal University.

So, technology makes it easier for 
anyone to establish a first contact, it 
connects people with similar interests 
and intentions, and it brings together 
people who would most likely not meet 
in the real world. You could say that 
the digital world is more democratic. 
However, as people move from virtual 
to real interactions, things become a lot 
more similar to what they used to be 
in the last century. “Physical reality still 
comes with all sorts of embarrassments,” 
stated the psychiatrist.

Author of the book The Paradox of 
Choice, psychologist Barry Schwartz 
points out that so many options, at 
anytime, anywhere, could have a 
negative impact on how young kids learn 
to build relationships – at least during 
this period of adaptation to new forms of 
communication and connection driven 
by emerging technologies. People may 
start to develop superficial relationships 
without ever knowing more serious and 
profound love. 
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TECHNOLOGY: 
EXPERIENCE, 
DATA AND LOTS 
OF SEGMENTATION 

If our searches and desires did not 
change that much – as indicated in the 
previous chapter – the way we express 
and live them is going through a deep 
transformation, especially regarding 
sexuality. Technology now allows us to 
explore new territories and possibilities, 
reconfiguring the way we connect to 
ourselves, to others and to machines.  
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In a study of the impact of emerging technologies on human 
sexuality, researchers Jenna Owsianik and Ross Dawson, 
of the specialized periodical Future of Sex, identified the 
key innovations and future trends that will shape the field. 
The survey spanned five segments: remote relationships, 
virtual fantasies, lover-robots, immersive entertainment, 
human body upgrades. 

Among their key findings, the two researchers point out 
that technology connects people much more often than it 
isolates them. Technological tools may have a particularly 
positive impact on the lives of those who have problems with 
their sexuality, including people involved in long-distance 
relationships, those who feel lonely, discriminated, or who 
have a sexual dysfunction. For these people, technology 
may provide sexual realization that would not exist otherwise. 

REMOTE RELATIONSHIPS
Those who are separated by distance find it increasingly easy, 
and pleasurable, to have sex over the Internet, especially with 
the aid of remote-controlled sex toys, such as teledildonic 
devices. The industry has launched a number of gadgets and 
the options will rapidly expand from now on. Last year, North 

INNOVATION AND 
TENDENCIES

3215

http://www.futureofsex.org/research


PERSONAL MASSAGER 
The Lora DiCarlo brand has recently brought to market a product that leans on micro-
robotics to give women the most amazing orgasms. Developed in partnership with the 
robotics laboratory of Oregon State University, USA, the Osé Personal Massager is a 
hands-free device that touches the right spots and mimics the movements of real-life 
partners, as if they were using their fingers, mouth or tongue. The tool does not vibrate, 
but it provides a personalized experience by stimulating the clitoris and the G spot. 
The product was the target of criticism at the 2019 edition of the CES Innovation Awards, 
promoted by the Consumer Technology Association (CTA). Initially selected as a winner 
in the category of robotics and drones, the Osé was later removed from the list and 
described as immoral and profane by the CTA. The association tried to explain that, 
in fact, the product did not meet all the criteria of the category, but the damage was 
done, and the episode further added to claims that the event has a strong male bias.

American patent number 6.368.268 expired and that should 
clear the way for new producers of connected sex toys. 
The scope of the patent was so broad that it kept a lid on 
innovation in this area. 

Among currently available devices, intelligent vibrators and 
masturbators, by brands such as Kiiroo and Vibease, allow 
distant partners to reproduce the human touch in ways that 
have become increasingly intense and similar to the real 
thing. These gadgets can also synchronize their movements 
to erotic audiobooks, videos and games.  In addition, people 
can also use their sex toys while connected via webcam to 
erotic performances such as those on Flirt4Free, which has 
categories where clients and performers can touch each 
other from the distance. 

As the sector evolves, haptic suits should become available 
that will reproduce human touch and movement on every part 
of the body, further improving remote relationships.  Three-D 
printers will allow users to create their own personalized 
sex toys, replicating everything that interests them in their 
partners’ bodies. Lovers will also be able to interact via 
holograms with advanced visual ant tactile features, which will 
also convey emotions. 
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VIRTUAL FANTASIES
In platforms such as the Red Light Center and 3DXChat, users 
can take on the shapes of avatars with extremely graphic 
and customized bodies that interact with others in whatever 
settings and situatios the users want. As VR universes and sex 
toys become more interconnected, technology blurs the lines 
between the physical and virtual worlds. 

The Future of Sex indicates that such tools allow for 
the experimentation with fetishes and fantasies without 
judgement or prejudice – regardless of how crazy the 
fantasies may seem to other people. In the future, artificial 
intelligence will create avatars, and sexual exchanges will 
become more intense, allowing users to know, for example, 
what the partner feels.

LOVER-ROBOTS
As artificial intelligence evolves, our co-existence with robots 
becomes ever more complex, in particular with regards to 
sex.  Among many initiatives in this area, erotic chatbots 
have become able to assume several personalities. In a more 
delicate and controversial field, companies such as Abyss 
Creations have developed hyper realistic and customized sex 
dolls under the brand name RealDoll.  

AT THE ALTAR WITH A HOLOGRAM
People who only feel attraction for robots and artificial intelligence (AI) are called 
digisexual. The group includes humans who only find pleasure with the aid of 
technology and those who want more than sex, who want a deeper relationship with 
androids and AI. Earlier in 2019, the New York Times published a piece about the 
Chinese engineer who got unofficially married to a robot-wife who he developed. 
The article also tells the story of a Japanese man who wedded a hologram with the 
blessings of 40 guests. The bride is a virtual singer, and he has dolls that reproduce 
her physically. Interviewed by the newspaper, Bryony Cole, founder of Future of Sex, 
said that in a few years the very term digisexuality will no longer have any relevance, 
as future generations will not distinguish between life on- and offline.
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https://www.redlightcenter.com/Sites/RLC/homepage_Nov2016.aspx
https://3dxchat.com/join.html
https://www.realdoll.com/


Critics say bots and dolls make it natural for people to have 
sexual relations with a completely submissive partner with 
no autonomy. How will teenagers react to this perception of 
submission as they grow? On the other hand, supporters of 
the technology point out that robots can help people with 
sexual dysfunctions to find pleasure, virtual partners can 
also relieve the solitude felt by those who cannot connect to 
real partners.

When it comes to married people, some feel that having 
sexual relations with robots would be cheating. Others 
think robots may actually improve a couple’s life and reduce 
daily pressures. Finally, some people feel the future will be 
populated by human-robot couples. 

While the debate continues to rage, specialized companies 
continue to invest in innovation that brings humans and 
machines closer together. In the field of cognitive technology, 
for example, sophisticated software will endow robots with 
personality. Augmented reality will allow users to create 
doppelgangers of old lovers or celebrity-crushes. These 
robots may connect with sex toys and use them as sexual 
organs. Robots may well become digital gods of sex as their 
abilities become more and more enhanced and personalized. 
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IMMERSIVE ENTERTAINMENT
Immersive technology transports humans to settings and 
situations constructed or re-constructed in the digital 
environment, promoting a multisensorial dive into that 
universe. The technology leans on elements such as 360 
videos, 3D content, binaural sound and the integration 
among different sexual devices. Users can enjoy the content 
with a basic headset, such as Google Cardboard, or can 
improve the experience with more potent equipment including 
Samsung Gear VR and Google Daydream, among others.

Sites such as CAM4VR and AliceX stream immersive live 
sexual performances. The porn video platform YouPorn has a 
VR category that promises to make an addict out of anyone 
who dares trying it out. Pornhub also has an area that is 
exclusively dedicated to VR content, and VrPorn.com offers 
videos and games in 360 and 3D formats. VrPorn.com was 
created in 2013, when few people had even heard of VR porn.

The adult film market has also begun to allow clients the 
possibility of visualizing parts of their bodies within certain 
scenes and to blend the space where they are with the porn 
film setting. 

Immersive technologies have also gained ground in the field 
of sexual education. In partnership with sex therapists, the 
porn site BaDoinVR created the series Virtual Sexology, 
starring porn actors who teach Kegel exercises and ways of 
increasing sexual disposition, as well as techniques that delay 
and prolong orgasms.

EXPRESS MOTEL
Car sex is a fetish that many people have and it will become more popular in 
coming years. As self-driving cars become widely available, and no one has to 
worry about driving, a spin around the block may turn into a hot date – especially, 
because autonomous cars will be equipped with several entertainment options, 
including immersive features. The trend will directly affect motels and shared car 
services. Imagine if you could, instead of going to a motel, call a car for quickie, 
with no concerns about privacy.
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https://www.cam4.com/vr/
https://www.alicex.com/
https://www.youporn.com/
https://www.pornhub.com/
https://vrporn.com/
https://badoinkvr.com/
https://virtualsexology.com/


A PIONNEER INDUSTRY
The VR Bangers studio has recently developed a helmet with seven cameras and 
binaural microphones that will be used in the production of adult entertainment 
films. The equipment was originally created so that porn actors could film their 
own perfomances, bringing a new perspective to the audience and taking on a 
more active role in productions.  Specialized in “narratives of tomorrow”, the portal 
Futurism indicates that, historically, technological innovations adopted by the porn 
industry soon spread to other market segments. After all, porn movies were decisive 
in the battle between VHS and Betamax in the eighties. More recently, the sector 
pionneered online video streaming.

In the future, people will be able to see holographic 
representations of porn actors in their homes. Adult 
entertainment will become ever more interactive, allowing 
the viewers to choose how porn narratives unfold, and even 
granting them parts in the plot. 

Dating apps will likely follow suit. Happn’s Didier Rappaport 
believes AR will improve digital dating services, while 
maintaining that the site aims at promoting real life dates. 

HUMAN BODY UPGRADES
Science and technology often aim at perfecting the human 
body. In the sexual field, genital reconstruction surgeries 
and the transplant of sexual organs have become relatively 
common. People with congenital anomalies or those who 
suffered traumatic wounds have benefited from vaginas and 
penises developed in laboratories. Other gadgets, such as 
the Lovetron9000, a penis vibrator prototype developed by 
biohacker Rich Lee, promise to take sexual activity to a whole 
new level by endowing the body with super-human abilities.

In the next few decades, Internet-connected microchips and 
implants will create new possibilities for the fusion of machines 
and human bodies, with focus on sexual performance. And AI 
will provide customized sexual coaching. 
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THAT’S ONE INDUSTRY THAT 
TAKES THE LEAD ON INNOVATION

During his visit to the 2019 edition of the Consumer 
Electronics Show (CES), the Chief Innovation Officer 
of Isobar in the United States, Dave Meeker became 
particularly impressed with the potential of the love 
and sex industry to rethink and transform the ways 
through which people relate to each other. Some of 
the key innovations introduced during the event came 
from this segment – regardless of controversies, 
as we mentioned in the text about the “Personal 
Massager,” on page 16.

“These initiatives pointed the way to the future of the 
sector, with the use of several new technologies, from 
robotics to virtual reality, always leaning on data and 
the Internet of things,” analyzed Meeker. 

The CIO believes few industries portray so well the 
positive impact of data on corporate results. Dating 
apps, such as Tinder, benefit from and contribute 
to the lives of millions by gathering and processing 
information that connects clients with similar profiles 
and wishes – a process that will become even better 
in the next few years.

Artificial intelligence will also revolutionize the industry, 
in particular robots who can even talk to people and 
offer sex. Virtual and augmented reality will also 
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continue to push the boundaries of 
adult entertainment. “The segment 
has always taken the lead on 
innovation regarding content formats, 
including movies, pay TV, Internet 
and, now, immersive material. Adult 
content has always dictated trends 
that were later consolidated in other 
segments,” said Meeker.

Judging from the transformation 
it has undergone, this sector may 
become a reference to several other 
industries, stated Meeker. Sector 
professionals apply technologies 
to improve the experience of 
consumers, and position brands in 
ways that will become benchmark. 
“We live in a very tough society, and 
themes related to love and sex should 
have a greater presence in our lives, 
to make things easier. Brands are part 
of this society and, for some of them, 
this is an opportunity to engage. The 
world needs love, and the relationship 
between brands and consumers 
could take that more into account.”



THE FUTURE 
OF SEX

2025 
People will make 3D prints of 
parts of their partners, with 

touch feedback. 

2028 
More than 25% of young people 

will have had at least one 
long-distance sex experience. 

LONG-
DISTANCE 

SEX

2020
Porn experiences that combine virtual 
reality and haptic sex toys will become 

common place.

IMMERSIVE 
ENTERTAINMENT

Source: Future of Sex

2024
Virtual universes will allow people to fulfill their weird 

and longed for fantasies: anyone will be able to 
become anyone else, and interact with anyone else. 

2022
Virtual first dates will 

become common place. 

VIRTUAL 
SEX

2045
One in every 10 adults 
will have had sex with 

humanoid robots. 

LOVER-
ROBOTS

2033
Porn actors and pseudo celebs will sell 
robotic copies of themselves, all in the 

interest of sex. 

2027
Brain-to-brain interfaces will 

allow users to give their 
partners orgasms.

Science fiction fantasies will come to life: people will easily 
reshape their anatomies and biology, they will merge with 

machines to become superhuman sex symbols. 

HUMAN 
BODY 

UPGRADE

22



As long as they act within the boundaries defined by data 
safety rules and regulations, service providers can use 
the information shared on dating apps and sex platforms 
to provide more personalized and efficient experiences to 
clients. In addition, the apps can provide advertisers with 
valuable insights and references.

The segmentation depends on the features of each product. 
Happn, for example, leans on hyper-localization and real time 
to find when and where people crossed each other’s ways. 
“Geolocation and user data allow us to have a very precise 
segmentation of our audience,” states Rappaport. “When 
someone uses Happn, we can observe their habits and 
reactions to identify global tendencies segmented by location, 
country, gender and age.”

WHAT DO THE 
DATA REVEAL 
ABOUT US? 
AND WHAT DOES 
THAT MEAN FOR 
COMPANIES?  
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A THREAT TO PRIVACY
Consumers will have new and exciting experiences, and will face a few risks.  Much 
as it occurs in the IoT universe, hackers can interfere with connected sex toys. In 
other words, a total stranger could for example take control of remotely operated 
devices and pretend to be the user’s partner. Tech fans also share habits and 
personal information online, another potential target for hackers. In 2017, We-Vibe, 
a brand of connected vibrators, received a fine for gathering user data without prior 
consent, including information on length of time using the device and vibration 
mode, for example. 

A project named Suruba de dados found that several dating apps store user 
conversations, pictures and localization, and access client data from other 
networks, without prior consent and with little transparency. The apps often share 
this information with commercial partners who then use it to promote targeted 
advertising. Dating sites have also been denounced for similar behavior. 

https://chupadados.codingrights.org/suruba-de-dados/


Other platforms such as OkCupid, Match and eHarmony 
attempt to connect people who have a good level of affinity, 
regardless of location, based on meticulously defined 
algorithms that find the best matches. At ParPerfeito, 
clients fill out a questionnaire detailing their tastes, values 
and hobbies, and say what they expect to find in a partner. 
“We use technology to compare data and make date 
suggestions with a high degree of compatibility,” said 
Mariana Frensel, of the Match Group LatAm.

The level of detail in these questionnaires is impressive. 
OkCupid, for example, goes way beyond asking about 
sexual and love preferences. There are questions like 
“Are you the kind of person that would help a homeless 
person find shelter?” or “Should the government require 
that children be vaccinated to prevent disease?” This kind of 
questions allow the platform to investigate subtle personality 
traits, values, opinions and political views.

Recently, OkCupid listed the questions that clients are more 
likely to answer and to find more important – the list provides 
a glimpse of how detailed the questionnaire is, and how 
answers, even yes or no answers, can shed light on people’s 
preferences.  Among key concerns, clients would like to know 
whether they will be betrayed, how the potential partner feels 
about religion, and what the potential partner thinks about 
global warming – “if it represents a real danger or if it is only 
a conspiracy theory developed by the liberal coastal elite.”
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33%  
Do you believe 
contraception is 
morally wrong? 

34%  
Are you married, 
engaged, or in a 

relationship that could 
lead to marriage? 

35%  
Do you believe in 

dinosaurs?

35%  
Is climate change 

real? 

36%  
Is your duty before 

religion/god the most 
important thing in 

your life?

36%  
Can you be faithful 

even if your loved one 
stays away for long 

periods? 

37%  
Is the separation 

between church and 
State important to 

you? 

38%  
Would you consider 

having an open 
marriage? The kind 

where you could sleep 
with somebody else? 

39%  
Do you consider 

homosexuality a sin? 

46%   
Are you going to run 
away when the time 
for a commitment 

comes? 

1,6%  
Are you the kind of 
person that would 
help a homeless 

person find a job?

1,5%  
Are you afraid of 

death?

1,5%  
Is your duty before 

religion/god the most 
important thing in 

your life? 

1,5%  
Would you go out 
with someone who 
has a gun at home?

1,5%  
Do you feel like 

you must help your 
fellows?

1,5%  
Are zodiac  

signs important  
in a match?

1,4%  
Do you worry about 

carbohydrates?

1,4%  
Should there be a 
law requiring that 

immigrants learn the 
language of their new 

home country?

1,3%  
Should the 

government require 
that children be 

vaccinated to prevent 
disease?

1% 
Is inter-racial  

marriage a good 
idea? 

THE MOST 
IMPORTANT 
QUESTIONS, 
ACCORDING  
TO CLIENTS

THE LEAST 
SKIPPED 

QUESTIONS

THE MOST POPULAR 
QUESTIONS ON OKCUPID
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BUSINESS:
A HUGE 
MARKET

Tinder has a market cap of approximately 
US$ 3 billion, and represents more than 
60% of the Match Group value of US$ 4.8 
billion. The dating app is estimated to have 
generated US$ 800 million in revenues in 
2018. Tinder provides but one example of 
the magnitude of numbers associated with 
dating and porn apps and sites, segments 
that draw the attention of an increasing 
number of people and brands.  
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THE NEW LOVE 
INDUSTRY
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Match Group, a giant in the love industry, controls Tinder and 
platforms such as, Match, OkCupid, Meetic, PeopleMedia, 
PlentyOfFish and the Brazilian ParPerfeito. The group has 
71 million clients worldwide and over 40 dating platforms. 

Other players have similarly impressive numbers. According to 
market estimates, Grindr has 3.8 million clients in 234 countries. 
In January 2018, the Chinese tech company Kunlun acquired the 
app. Two years before, the company had bought a 60% share of 
the business for US$ 93 million. Last year, it acquired the rest for 
another US$ 152 million. Happn has 58 million clients. Among 
them, 7.5 million are Brazilian, and bachelors from the city of 
São Paulo lead the number of matches worldwide.

That kind of reach of course generates enormous amounts of 
data. In addition to personal information, the platforms gather 
data on conversations – among whom, at what time of day, 
length – and whatever people add to enrich their profiles, 
including sexual preferences, ethnic origin, educational level, 
political views, music taste, favorite foods. Not to mention 
photos, videos and localization.  
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THE EXPANSION 
OF SEX 
PLATFORMS
The digital network society talks about sex, watches porn 
and even shares amateur sex scenes much more easily, 
cheaply and ever more safely, without threats such as 
spyware, adware, and trojan, among others. The most 
popular platforms offer free content and generate revenues 
from advertising, and advertisers find lots of audience there. 

Xvideos, a service launched in 2007 that hosts porn videos 
for free, receives approximately 1,200 to 2,000 adult videos 
every day.  The platform ranks 17 in Alexa Brazil and 50 
worldwide. Launched in the same year, Pornhub, a site that 
hosts streaming and sharing of porn videos, has a collection 
of more than 5 million videos and receives more than 100 
million visitors everyday, more than 36 billion visits every 
year that generate 100 billion views – the equivalent to 12.5 
porn videos per person on Earth each year. The site, part of 
the Pornhub Network, occupies position number 47 in Alexa 
Brazil and 30 worldwide.

The Pornhub Network also 
owns RedTube, a site for porn 
video sharing, a concept that 
is also known as Porn 2.0. 
Interestingly, the brand name 
does not make any reference 
to sex but to YouTube. The 
collection spans 1.5 million 
videos. The group also owns 
a sex education platform – 
the Pornhub Sexual Wellness 
Center, with informative 
content about health and 
behavior.
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More than 3  
million 

clients

More than 20  
million

visits

1.5  
million 
shared videos

100
billion

videos watched 
every year 

9 minutes  
and 59 seconds

average time spent 
per visit

76%  
of traffic comes 

from mobile 
devices 

74%  
of visitors 
are men

More than  

20 million
daily visits 

More than 

2.5 million  
searches per day

Upload of  

1,200 
to 2,000 

 adult videos every day

ONLINE 
PORN 
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50%  
of traffic comes from 

mobile services



The global market for sex toys moved US$ 23.7 billion in 
2017 and should reach US$ 35.5 by 2023. A majority of 
consumers have between 30 and 50 years of age, and the 
Asian-Pacific region has the largest market share. Research 
and Markets conducted the survey that generated these 
data, and also indicated that the segment should grow some 
7% per year. 

Growth levers include the use of sex toys for therapeutic 
purposes, easy online shopping with no real-life interactions 
that remain embarrassing to some people, and discrete 
packaging. In addition, more people feel free to talk about 
and use these products nowadays. Today, a mother can 
buy a vibrator in the supermarket while getting milk for the 
kids. The empowerment of women and the growing LGBTQ 
population in developed countries have also promoted 

SEX TOYS: 
BREAKING 
TABOOS AND 
SALES RECORDS

growth, as shown in a Technavio study. Doc Johnson, 
founded in 1976 in the USA, represents a key player in the 
sector with over 2,500 product launches. 

According to the BBC, in the United States, approximately 
50% of men have experimented with sexual toys at 
some point. Among women, the number rises to 65%. 
Couples often own sex toys, together. Lovehoney, a British 
e-commerce dedicated to sexual products, has data to 
suggest that 70% of their clients are in a serious relationship. 

GLOBAL MARKET 
FOR SEX TOYS

Asia-Pacific
Largest 

market share

Age range of 
most clients2017 2023

US$ 23.7 billion
US$ 35.5 billion

30 to 50 
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MARKETING: 
CHALLENGES 
AND 
OPPORTUNITIES

The industry of love and sex has come of 
age and now handles data as a strategic 
asset. The trend shows that data analytics 
and geolocation represent powerful tools 
to engage and connect people based on 
their desires and ambitions. Brands should 
carefully analyze how and when to take part 
in conversations in this environment – it all 
depends on the context.  
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The Dentsu Aegis Network qualitatively analyzed social 
listening, especially for NÖSE. Based on this work, we 
identified how customers of dating and porn sites perceive and 
react to advertising on these platforms. The survey, conducted 
with the Brandwatch tool, included five dating apps (Grindr, 
Happn, OkCupid, Par Perfeito and Tinder,) and four porn sites 
(Pornhub, RedTube, XVideos and YouPorn). Between 2013 
and 2018, the team evaluated mentions on Twitter, Instagram, 
discussion forums, blogs,  and news portals. 

The study revealed that brands can score points by simply 
being present in one of the apps. Companies that create 
profiles on these platforms, such as Netflix in Happn, 
are considered cool. Those that advertise on the apps 
convey an innovative and bold image. Some people enjoy 
campaigns so much that they would rather swipe right on 
ads than on potential matches, indicating how powerful the 
apps may be to brands.

ADVERTISING 
IN DATING APPS 
AND PORN SITES 

Obviously, brands should be cautious 
regarding the public. Clients tend to 
criticize advertising that seems out of 
context, or without a clear connection 
to the app – either because the brand 
simply does not fit there or because 
of the ad format. Long pieces that 
get repeated very often also generate 
negative reactions.

Brands can take advantage of client 
reactions as they occur on social 
networks. People usually like to share 
app love stories, they like to give tips 
on where and at what times the apps 
yield more results, and users love to 
tell about their dates, especially when 
something funny happened.
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When it comes to porn sites, brands 
face a bigger challenge. When clients 
mention advertising on these platforms 
it is usually in a negative way. Users 
often complain about the exaggerated 
amount of advertising, and the 
potential for ads that contain viruses. 
Finally, and much like with the apps, 
people criticize ads of products and 
services that seem disconnected from 
the contents and public of each site.

Exceptions to this rule include 
campaigns with a social focus, which 
tend to be remembered and mentioned 
by customers, including pieces on 
public health, proper use of water, and 
animal protection. The survey also 
showed that porn site clients react 
positively to sports, and enjoyed in 
particular those campaigns related to 
the Olympic games. 

Those brands that wish to 
communicate with the public 
through these sites should consider 
investments in innovation and 
technology. Clients usually see 
more value in brands that use fast 
communication, high definition and 
innovative resources in their videos. 
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32%

24%
18% 16%

10%

ADVERTISING 
IN DATING APPS

APPS WITH THE MOST MENTIONS
Among the five apps included in 

the survey, Tinder has the largest 
share of voice:

CLIENT PERCEPTION

89%

6%

4% 

Neutral

Negative

Positive



In 2015, Diesel took the spotlight when it started to advertise 
on Tinder. The campaign entitled “Decoded by Diesel” 
exhibited 15-second films produced exclusively for the app, 
with models shown as potential matches. In the following 
year, the brand went further and announced it would start to 
advertise on Pornhub. It became the first brand to advertise 
on a porn site. 

At the time, Renzo Rosso, co-founder of Diesel, told the 
press that results had been “amazing”. About Pornhub, 
he said: “It is not like we go to the porn channel with 
pornographic advertising, we simply go there with sympathy 
and see it as advertising on a magazine.” Creative director 
Nicola Formichetti, who came up with the idea, said that 
everyone goes into sites like that and made an invitation: 
“Before you start masturbating, maybe you can stop and 
look at our new pants and shoes, and just laugh! It is funny.”

Since then, other well-established brands started to 
see opportunities in dating apps. In March 2018, Happn 
developed a partnership with Nike Brazil. The two brands 
got together to promote an unusual occasion for a first date: 
jogging.  The “See You There” function in the app (when 
people let everyone know they will perform a specific activity 
in the next few hours) was customized with a Nike + Run Club 

BRAND 
EXPERIENCE

button for a few days.
“Users who chose the option ‘Go Jogging’ could 
invite potential crushes for NRC training or a run 
as a first date,” explained Rappaport. During the 
campaign, Brazilian users activated the NRC “See 
You There” button 75,000 times per week. One month 
after launching the initiative, Nike promoted a special 
workshop for couples who had met through the NRC 
button and, later, had met in real life. 

Abbraccio Cucina Italiana Restaurant recently aired a 
campaign on Happn to promote a new dish. Clients who 
hit “like” on the campaign profile won a courtesy dish on 
their next visit to the restaurant. “It is a great way to have 
a ‘call to action’, to check for communication efficiency 
and to have the precise number of impressions of a 
campaign,” said the founder of the app.

Abel Reis, CEO of the Dentsu Aegis Network Brasil and 
Isobar Latam, summarizes the potential impact of this 
market for advertisers: “Where there are people, there 
are brands.” Dating apps and sex platforms, therefore, 
represent an opportunity to build relationships and to sell 
– at least as long as customers identify with the profile 
and purpose of the brand.
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THE FUTURE OF 
RELATIONSHIPS 
IS THE FUTURE 
OF BRANDS
Relationships of love and sex in the digital age are based on 
affinity. Geolocation, availability, sexual preference, political 
options, religion, environmental concerns, educational 
background...people expect to meet people with some level of 
“pre-alignment,” which should leave out those with whom they 
would not like to have a conversation, or those they could not 
meet within the next few hours. “It is all a matter of finding a 
match. And brands, naturally, have to follow suit,” stated Abel 
Reis, CEO of the Dentsu Aegis Network Brazil and Isobar Latam.

The executive believes that the marriage between brands and 
clients should follow the same principles of efficiency that exist 
in dating apps and sex platforms. After all, when people become 
more selective and demanding in their personal relationships, 
they tend to act the same way towards products and services.

Increasingly, people seek brands that relate to their values 
and provide excellent customer service. Companies must 
understand the context, invest on segmentation and use data 
with intelligence – offering engaging experiences, high efficiency 
and a productive dialogue with clients. 

Much like it happens with love and sex, it all becomes about 
finding a match.
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