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EARLY SEXUOPHARMACEUTICAL ACTIVISM

• Viagra’s approval (1998)  robust spike in critiques of Pfizer’s 

“strategic use of selected science and statistics and a masterful use 

of imagery” (Tiefer, 2007, p. 549) to expand sexuopharmaceutical 

consumer base 

• Feminist scholarship (e.g., Fishman & Mamo, 2002; Loe, 2004; Mamo & 

Fishman, 2001; Tiefer, 2000; 2006; Vares & Braun 2006)

• Media & marketing analyses (e.g., Baglia, 2005; Newman, 2006)

• Medicalization of sexuality critics (e.g., Bass, 2001; Lexchin, 2006; 

Moynihan, Heath & Henry, 2002)

• Key critiques: 

• Viagra for dysfunction  Viagra for sexual revitalization

• targeting increasingly younger consumers 

• emphasising athleticism & masculine control 



SEXUOPHARMACEUTICALS NOW (~30 YRS) 

• 4 new drugs: Cialis, Levitra, STAXYN (2011) & Stendra (2012)

• STAXYN targets men 30 yr olds  treatment of sporadic erectile 

difficulties (STRESS) – labelled as ED (absent organic cause)

• Younger consumers promised: easy dosing, longer drug duration, 

spontaneity, alcohol mix, & affordability (Gurevich et al., 2016a) 

• Recreational SEM use by younger men (no ED diagnosis): 

• MSW (e.g., Bechara et al., 2010; Harte & Meston, 2012)

• MSM (e.g., Pantalone et al. 2008; Prestage et al., 2014)

• MSM: framed as excessive, risky sexual dissidents (Wentzell, 2011)

• MSW: framed as healthy relationship enhancing partners (Gurevich 

et al., 2016b)



WOMEN AS MARKETING CONDUITS 

 Women’s role indispensable in coaching & seducing (hetero)users

 Purported recipients of production line of pleasure, while...Penile 

performance stands in for sexual satisfaction

 Current sexuopharmaceutical promotion targets:

 (Youthful) aspirational neoliberal subjects… striving towards 

sexual reinvigoration via SEM (alongside other material) 

consumption & sexual self-regulation (Gurevich et al., 2016a)



SEXUOPHARMACEUTICALS 

AS RESPONSIBLE SEXUAL CITIZENSHIP  

 Technologized sexuality in later age == agentic & responsible 

sexual citizenship (Marshall & Katz, 2003) 

 Successful commodification of sexual dysfunction relies on….

 “convergence of consumer society and professional [medical] 

expertise” to activate a “consumer ethics associated with choice, 

risk management and self-care built into new identities around the 

aging body” (Katz & Marshall, 2003, p. 3) 



ONLINE  SEXUOPHARMACEUTICAL 

PROMOTION 

 4 major SEM online sites analysed (May to October 2015):

 Pfizer US (https://www.viagra.com/)

 Pfizer Canada (http://www.viagra.ca)

 Bayer Healthcare/GlaxoSmithKline 

(http://www.staxyn.com/index.html)

 Eli Lilly US (www.cialis.com) 

 VIVUS Inc. (https://www.stendra.com/) 

 Online analyses track popular representations & their circulation 

in social imaginary (Ross, 2005) 

https://www.viagra.com/);
http://www.viagra.ca/
http://www.staxyn.com/index.html
http://www.cialis.com/
https://www.stendra.com/


SEXUOPHARMACEUTICALS 

AS (ELITE) NEOLIBERAL CHOICES

 SEM consumption as achieving:

 elite status & exclusive pleasures

 masculine authenticity & choice

 progressive relationships & contemporary urban, fast-paced life

 Prepared & (spontaneous) romantic sexuality (Gurevich et al., 2016a)



PZIFER US – (YOUTHFUL) GENTLEMAN OF LEISURE

 Promotes EXCLUSIVE pleasures as aspirational possibilities

 SES privilege pristine, sprawling homes & luxurious vacations; 

target affluent, educated reader (e.g. Popular Science, Golf Digest)

 Viagra consumer (partner) apply equally ENTREPRENEURIAL 

approach to building financial stability & sexuo-relational health 
(Harvey & Gill 2011a, 2011b)

 Consumer inculcated into constant self-surveillance (Foucault, 1988),

monitoring body for signs requiring Viagra’s remediation to 

accomplish ‘innate’ masculinity: ‘You only take it when you need it’



SIREN CALL: BECKONING TO EXPLORE SEXUALITY & 

MASCULINITY SCAFFOLDING (VIAGRA)

• hails consumer w/ genteel address – ‘GENTLEMEN’ – direct communication w/ 

confident female sexual partner  sex w/ man performing proficient masculinity 

via perfect penetrative control

• private exchange: distinguished consumer & generic sexually desirous woman



SEDUCTIVELY ATTENTIVE/SLIGHTLY DETACHED POSES

ALLUDE TO ANOTHER VIP ‘GENTLEMEN’S CLUB’ 



PROMISES SEXUAL PROFICIENCY

W/ SEXY SIRENS:

MAXIMUM DISCRETION/ACCOMMODATION



OCCASIONAL USE OPTION: REASSURANCE OF

NATURAL PHALLIC (MASCULINE) CONSTANCY



STENDRA – PREPARED (VORACIOUS) PARTNER

 men’s perpetual sexual PREPAREDNESS & PROFICIENCY 

rhetoric (Rogers, 2005) + aspirational language of romantic 

encounters & re-kindled coupled sexual excitement 
(Harvey & Gill 2011a, 2011b)

 discourse of COMPULSORY, gendered sexuo-relational 

management 

 intimacy ‘“spiced up” through tireless work and [differential skill] 

acquisition in order to avoid slipping into’ sexual stagnancy 
(Harvey & Gill 2011a, 61)

 HE: tasked w/ CONTROLLED sexual perf thru erectile efficiency

 SHE: obligingly RESPONSIVE to pharmaceutically-(re)enabled 

sexual readiness of take-charge partners (Potts, 2002)

 Self-surveillance, practiced spontaneity, & active, leisure lifestyle: 

Stendra’s last-minute dosing flexibility, non-interaction w/ 

moderate alcohol use



‘THIS TIME HE WAS READY

BEFORE DATE NIGHT STARTED’



STENDRA – PREPARED (VORACIOUS) PARTNER

 His drive kicks in ‘before dessert’

 She happily fields his renewed interest from atop granite island 

‘before the table [is] cleared’

 Couples engaged in relationship-enhancing activities – nights in 

hotel rooms, games of pool – his urge strikes ‘before room service 

[arrives]’ or ‘before the game [is] over’

 Imagery  long-term coupledom, consumerist aspirations & 

amenities, while recapitulating sexual expert advice about 

maximising sexual potential (Gupta & Cacchione, 2013)



OCCASIONAL USE 

PROPS UP PHALLIC CONSTANCY/

CONSUMER CHOICES  



IT’S ALL ABOUT HER PLEASURE…AND HIS PROWESS

‘Nice guys finish last.

And that’s just the way my wife likes it.’ 

‘A little help goes a long way.’

• No pretense of treatment

• Ensuring female (orgasmic) pleasure

• His orgasmic deferral

• Levitra user = considerate/kind lover



HIS PHALLIC POWER = HER SATISFACTION

• Maximal ‘sexual mode of production’ achieved….

• Her sexual satisfaction depends on his phallic power (vice versa)

• Perfect erection = perfect satisfaction

• G-spot allusions?

‘Hard data’ 

• Science of sex

• Evidence

• Health/norms

‘Powerful 

performance 

when you want it’

• Performance 

indicators

• Evaluations

• Sex as work

• M as ‘sexperts’ 

(Potts, 2002)



SUMMARY

• COMMON AND ‘CONDITION’ requiring remediation through 

medication

• Responsible neoliberal sexual consumer as requiring persistent 

penile vigilance

• Penile DEPENDABILITY as  LUXURY consumerist project

• SEM use repackaged as NEOLIBERAL beacon of 

ASPIRATIONAL achievements



RESPONSIBLE NEOLIBERAL SEXUAL SUBJECT


