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son-X's success. Knowing this, Kainer

and Rulofs have adhered to the

 philosophy that the consultants should

get their fair share of the proceeds as

well as  ample support to facilitate 

their work.

“You have to be very thorough when

picking your consultants“, Martin Rulofs

emphasises. “After all, they represent

the company and our name.“ The

selection process is handled by the

senior staff of Maison-X who review

the job enquiries and make decisions

based on their own experience in the

market. What's more, Maison-X orga-

nises training events for their consul-

tants on a regular basis to ensure qua-

lity service at the homeparties. “Every

other week, there are two webinars,

i.e. online training events that are

 repeated on a rolling two-month

 basis“, Michaela Kainer explains. So

the consultants can also take part in

these training courses from home and

still get the tools they'll need to be

successful, benefitting from product

information and team building. 

By the way, Maison-X does not ex-

clude men – neither from the parties,

nor from consulting jobs, and as a

matter of fact, there are a few male

consultants. Still, it is pretty much self-

explanatory that the vast majority of

these positions are held by women

between 25 and 50, although, of

course, some may be younger or ol-

der – there are no hard and fast rules

as far as the age structure is concer-

ned. Apart from great service,

knowledge, and a pleasant atmo-

sphere, the women who come to the

Maison-X toy and/or lingerie parties

also expect a wide range of products

and fair prices – which is exactly what

Maison-X swore to offer when the

company was founded. Roughly 40

products are presented at a party –

this  has proven to be the perfect

number to keep things fun and inte-

resting and not exceed the time

frame for the party. 

The consultants can choose from an

extensive range of products so the

parties always feel fresh and reflect

the latest trends in the market. This is

definitely one of the reasons why Mai-

son-X is so successful. But how exactly

do they pick the products they offer

to their consultants? “The range should

cover everything in the market - a re-

presentative cross section of the erotic

world,“ Michaela Kainer answers, con-

tinuing that the company's high qua-

lity standards are naturally also re-

flected in their product range.

Products that are not perfectly safe

or contain plasticisers, etc. will never

be presented at a Maison-X home-

party. Currently,  products such as love

balls and private label crackling body

foam range among the top-sellers,

but there is also great demand for

products that have been pushed into

the public awareness by the recent

50 Shades of Grey movie adaptation.

When asked about the factors that

have an influence on the consumers'

purchasing decision at the Maixon-X

parties, the businesswoman explains

that the consultants create an enter-

taining event, giving expert advice as

well as maintaining an atmosphere

in which the women feel safe to ask

whatever it is that ison their minds. This

feeling of safety is greatly helped by

the fact that the parties take place at

a private home, and that the women

are surrounded by friends and people

they know. “We put the spotlight on

things like pleasure, romance, eroti-

cism, and remind the women of how

important these things are,“ Martin

 Rulofs adds. “Be it soft, playful, or a

little more raunchy … we have the

right product for any preference in

our range. Our consultants explain

these products and inspire the

 women to try new things.“ Of course,

discretion is still a top priority, and it is

adhered to every step of the way,

from the ordering process to the

 delivery of the product. 

But who are these products delivered

to? Who visits the Maison-X homepar-

ties? Michaela Kainer explains that the

guests want to have fun, want to be

surprised, want to be presented with

new ideas. Only seldom do they do

research on the products before the

party. Most of them, Michaela adds,

are newcomers to the world of erotic

products. Naturally, Maison-X has the

right products for this group, also and

especially among their range of
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NS Novelties have been working

with European distributors and

wholesalers for a long time. Now,

you are also working with Shots.

What compelled you to enter into

that business partnership?

Scott Taylor: Europe is a large

 territory with many countries, dialects

and nationalities. While we have

been working together with wonder-

ful distributors and the support is

amazing, there are still areas in

Europe that do not get the attention

we would like to provide them in

 regards to our products. No single

distributor is able to service the entire

continent. With Shots many years of

experience in servicing clients in the

European community, we feel they

will be able to expand our support

of stores and regional distributors via

their sales support personal. 

How did this collaboration with

 Oscar and his team come about?

Scott Taylor: Our relationship with

Oscar and Shots goes back a long

way. We have worked at shows

 together, travelled around the world

together and attended industry

events together. Along the way we

came to know each other on a

 personal level and a comfortable

relationship was formed. As NSN

grew, it became an interesting

 commodity to Shots. In recent years

Shots has acquired more product

 lines for their distribution network so

at this point we both felt it would be

a good partnership for two growing

companies who share similar goals,

aspirations and work ethics. 

Which qualities of Shots won you

over?

Scott Taylor: Oscar and his team

have been tireless crusaders in their

on going business, establishing and

maintaining relationships all over

Europe. It is that hard work and

 attention to details that we felt is

compatible to our own vision. 

Does Shots carry your entire range?

Scott Taylor: Shots carries our entire

“ current” range. That means they

will carry all the items that are

 current in our price list. Shots com-

mitment to new items as they

 become available is what we look

for in a partner. As a company that

develops and releases new pro-

ducts all year, we value partners that

are willing to take the time and

 introduce the new products to the

marketplace and incorporate them

into their selection as they become

available. 

How important is the European

 market for NS Novelties?

Scott Taylor: Extremely important.

Europe’s market is in a growing

stage right now. Stores and distribu-

tors are more aware of brands,

 materials, designs and functionality.

With this growing awareness comes

the need for products to fulfill the

needs of our industry. From the very

beginning, NS Novelties has focused

on the European market and has

taken the steps to establish brand

awareness. 

Aren't you worried that competition

between your European distribution

partners might lead to a price war?

Scott Taylor: We believe that we are

far away from brand saturation.

There is room for multiple distributors

to exist and make a good profit with

our brand. Each distributor speciali-

ses in a certain territory and has their

clients they cater to. While some

cross over is unavoidable, the
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Oscar Heijnen: The first stage is ready now, but the

biggest expansion has yet to start. We expect it to be

completed by summer next year. Hopefully, this will

be just in time for the famous Shots Sales Week in July

2016! By that time, we should have another 2000

pallet spaces available on top of the existing space,

which, even by our standards, could be called

 ginormous.

Why did you just have to have NS Novelties in your

range? Why do you believe that their products will be

popular with your customers?

Oscar Heijnen: Demand for these

products was so great that we

 really had to add them to our line-

up. This brand has taken major

steps within a short period of time.

Lavi and Scott (the owners) have

started from scratch and presen-

ted the market with a fresh new brand with great

 charisma.

NS Novelties offers a very good balance of quality

and price, and it is for that reason that we expect 

so much from this new brand.

Is NS Novelties filling a gap in your product range, or

is this “just“ another addition to the portfolio?

Oscar Heijnen: I think that there are few brands that

you can really compare with one another. The NS

 Novelties brand has a lot of of unique products with

“clean” packaging, clear texts, and great photo

 material. A lot of attention has been put on the choice

of materials and the radiance they add.

This brand will surely become one the big best-sellers

in the very near future, and we really want to be part

of that. I think it is a great addition to our line-up, and

Shots is very proud to represent this fine new brand.

NS Novelties products have been available for some

time from other European wholesalers and distributors.

Why did you still decide to pick up the brand?

Oscar Heijnen: NS Novelties was an exclusive for quite

some time, but that changed recently, and that’s when

we started our negotiations. It has taken a while before

we had the organisation in place to handle this brand
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with over 300 different products available, but after

some internal adjustments, we are now ready to deliver

all products directly from our stock.

To what degree is the addition of a new third-party

brand such as NS Novelties the result of customer

 wishes and suggestions?

Oscar Heijnen: Customer suggestions are very impor-

tant to us! Without feedback from our loyal customers,

Shots wouldn’t be the Shots you know today. We are

trying to be or to become one of the best in customer

service and listening to our

 customers is one of the most

 important prerequisites to achie-

ving this goal. We do not pride

ourselves on being the best (yet)

as we too make little mistakes.

You can not avoid that in a

 working environment, especially

with a fast-growing team like ours. But we learn from

the mistakes and take the necessary steps to prevent

them from ever happening again. I like to keep the

 lines short, especially in customer communication.

Every single customer can email me direct and will

get an answer shortly after. I think it’s important to keep

micro-management alive within a bigger organisation

like we have grown into.

Given the lack of exclusive distribution agreements,

isn't it hard for you to set yourself apart from the

 competition based on your third-party brands alone?

Is that a reason why private brands and things such

as service, logistics, etc. are so important for Shots?

Oscar Heijnen: Exactly! I can even tell you that exclu-

sivity sometimes doesn’t work. There are brands that

we represent or have represented exclusively which

do not sell as well as brands that we have on a non-

exclusive basis. It is of course quite difficult to compare

the various brands with each other. Each and every

one of them are different, but exclusivity doesn’t always

work. Sometimes competition works better where you

can make the difference with customer service,

 logistics, personal relationships and of course, the

 “adjudge-factor”! The bigger this factor is, the better

have I done my job!
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both in terms of the attention

paid to trends outside the

 industry such as fashion

and design in general.

The use of social media

in promotions does

have its place too for

us as a sex toy review

site and the manufactu-

rers and retailers of pro-

ducts. All of these marke-

ting tools have to form part

of a plan 

Is the social acceptance of the topics you

feature on your website really greater today than it

was ten years ago?

Alex: In the general population there is certainly a

greater acceptance of sex, sexuality and sex toys

than ever before. It is quite fragmented though and

anyone in the industry should constantly remind

 themselves of this fact. By this we mean that while

 industry insiders know about and understand a huge

panoply of concepts and terms associated with sex

in all its rainbow colours the public do not. Most

 consumers only understand a subset of human

 sexuality so while you shouldn’t patronise your

 consumers, careful explanation of products especially

revolutionary ones is essential. Legislation and the

 legality of some forms of sexuality is another matter

entirely and this can have a grave impact on the

 industry and the consumer’s perception of products.

Will laws designed to protect the public in the UK for

example ultimately stifle sexual freedom? With some
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political parties attempting to define and occupy a

“moral high ground” about sex, sexual practices and

censorship it is a real concern.

These past few months, there has been a lot of buzz

surrounding the 50 Shades of Grey silver screen

 adaptation. Do you see any tangible results of the

movie's success, for instance greater interest in

 certain topics?

Suze: The interest in the topics covered in

the FSoG movie was already there.

What the movie and the books

 before it did was to make it

 acceptable to read about

one rather fairytale like form

of BDSM. In doing so it has

now become OK for

anyone to be curious about

 bondage in all its forms from

soft play to  serious  lifestyle

BDSM  relationships.  Anything

that encourages discussion and

inquisitiveness has the  potential to

broaden the public’s outlook on

 sexuality and therefore increase the

 potential opportunities for everyone within the

adult industry to identify and take advantage of.

What are your plans for the next ten years?

Alex: We are going to keep doing what we do and

expand the mediums we use to do it. The challenge

will be to do that without losing focus on what has

made us successful so far. We have already

 contributed to the success of a number of products

by acting in the capacity of consultants and of course

when a product hits the market we can make a real

difference there on our websites and social media

network. Doing what we do better is always our aim

and we see that as our primary goal for the

 foreseeable future. And to start with we’ve just

 facelifted the website, it’s a work in progress but we

think it’s easier to navigate than the last incarnation.

Our plans like our website are constantly adapting to

the requirements of the sex toy market, what our

 advertisers need and what the public needs from us.
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