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C O N T E N T

In our interview with Samir Saraiya, 
founder and CEO of ThatsPersonal.
com, we take a look at the bigger 
picture – the global adult market

Patrick Lyons, VP of Marketing at 
Jimmyjane, tells us in our interview 
which new products the European 
trade can look forward to

Penthouse have teamed up with Topco to 
bring us the Penthouse Fantasy Products 
Line. Autumn O’Bryan, COO of Topco 
Sales, tells us more about the collaboration

The Vibratissimo brand stands for 
app-controlled toys. Arno Doll tells 
us how a great app can improve the 
overall experience

Klaus Pedersen will present the 
'Penis Wall‘ – first to the visitors of 
eroFame, then to the entire 
European adult trade

ThaiFest is changing locations and 
will take place on the shores of the 
Red Sea in 2018 – event initiator 
Leonid Fishman tells us why

An interview with Laura Wood 
and Sabrina Earnshaw, who 
started working at Lovehoney 
five years ago. 

Brian Sloan ana-
lyses the risks 
and opportuni-
ties in the adult 
market, and he 
tells us when we 
can expect to 
see Autoblow 3 
on store shelves
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Eric Vonke looks back at the first twelve 
and a half years of Ladies Night 
Homeparties and the company’s 
unprecedented success in 2017

Dean Elliott, head 
of Sliquid, wants to 
strengthen the 
position of his l
ubricant brand in 
Europe and to do 
so, he entered into 
a collaboration with 
Eropartner
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Mellinger’s 
appointment to 

CEO is intentionally 
timed for Topco 
Sales’ upcoming 
eroFame showcase, 
where the company 
will highlight the 
year’s product 
development and 
material innovation 
alongside its 
growing private label 
program. With a 
career that started 
with the famed 
Frederick’s of 
Hollywood lingerie legacy and most 
recently involved mid-level management 
at Wal-Mart, Mellinger brings a fresh 
perspective, aggressive business plan, 
and cost control strategy to a brand that’s 
almost two years into a complete revamp.
 “I have been known in my career as a 
team builder with big-picture leadership 
and I look forward to building Topco Sales 
into an even bigger brand,” Mellinger said. 
“I plan to add to Topco Sales’ talented 
team with a strategic and open-minded 
approach to keeping Topco Sales 
competitive in this fast-changing industry. 
COO Autumn O’Bryan has done a great 
job directing the team to regain Topco 
Sales’ prominent position in this space, 
and I look forward to learning from and 
collaborating with this talented team while 
putting my skills to the test as I help build 
the next generation of Topco Sales.”

 Mellinger will focus on updating 
procedures and improving efficiency as 
part of Topco Sales’ ongoing mission to 
reclaim its place as a figurehead in the 
adult industry. Additionally, Mellinger will 
strengthen the B2B side of the brand’s 
business by combating online discounters 
and enforcing fair pricing to protect 
customers’ bottom lines.
 “I was given an incredible – and 
challenging – opportunity to breathe new 
life into the iconic Topco Sales brand, and 
now David joins the team to help take us 
even further,” O’Bryan said. “His years of 
business experience and passion for 
innovation make him a strong fit for where 
Topco Sales is moving and I trust he can 
make a measurable impact on the way 
Topco Sales operates in this day and age. 
I look forward to seeing what we can 
accomplish together!” 

Los Angeles, USA – Topco Sales is pleased to welcome David Mellinger as the company’s 
CEO, a move that further fortifi es the iconic brand’s growth. The business veteran is the 
latest addition to the close-knit Topco Sales team as the company prepares for the next 
phase of restoring its prominence as an industry leader.

Topco Sales welcomes 
business veteran David Mellinger as CEO 
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Since its inception in 2010, 
eroFame has turned into the 
most important b2b event for 
the adult industry in Euro-
pe, and I feel that the trade 
convention also played a part 
in fostering the professiona-
lisation of our industry. Early 
on, it was decided to have 
eroFame in Germany because 
the country is the biggest 
European market for adult 
products, and its central loca-
tion on the continent made it 
an ideal choice. Also, Hanover 
offers the world’s biggest 
fairgrounds and it is easy to 
reach for trade members from 
all over the world.
The success of eroFame 
is not an accident. A trade 
show is only as good as the 
participants, and therefore, 
this success could only be 
achieved thanks to you, the 
trade visitors and exhibitors. 
For some of you, this is the 
fi rst eroFame, for others, it’s 
the eighth. We thank all of you 
– all the members of our big 
eroFame family!
Way back when the advisory 
board was developing this 
new b2b concept for the adult 
industry, the key argument 
was to create an atmosphere 
in which everybody feels like 
a king. We hope we have 
managed to maintain that at-
mosphere until today, and we 
hope that, apart from fruitful 
conversations and business 
deals, you will also fi nd time 
to celebrate with us, enjoying 
food, drink, and a great time!
So enjoy these days.
We wish the participants lots 
of successful business oppor-
tunities and just as much fun.

Yours truly

The eroFame team
and Wieland Hofmeister 

Welcome, dear visitors
Mel l inger  jo ins Topco Sales’  ta lented team to fort i fy  iconic  brand’s  ongoing growthof eroFame 2017!

Topco‘s new CEO David Mellinger 



NEW: ST RUBBER Box 
PAIN AND PLEASURE

Schneider & Tiburtius Rubber GmbH
D-66787 Wadgassen-Hostenbach
T/F +49 6834 4006-0 / -11 . info@st-rubber.de

STRUBBI.COM

The mix of transparent powernet and 
stretchy lace combined with discreet 

bows and the decorative Close2you 
pendants make these creations a unique 
favourite. The highlight: all Close2you lingerie 
is invitingly open in the crotch area – this 
means that the same-named sex toys can be 
skilfully used in erotic foreplay. 
 The new collection from Close2you is now 
available at ORION Wholesale. The lingerie 

will be delivered in new packaging – a 
high-quality cardboard box with a detailed 
image of the respective product on it. 
There is also a description of the product in 
nine languages on it as well. The new 
packaging can be stood up or hung up with 
the hanger in the middle. More products will 
now fit in the sales space because they’re 
more compact. They also take up less space 
when in storage.  

Flensburg, Germany - Sweet and sexy – that’s what these six new designs from the Close2you lingerie collection are and 
they’re also perfect for erotic foreplay. They were designed exclusively at ORION’s headquarters and stand out because of 
their perfect fi t, attractive designs and various functions.

Close2you
New lace creat ions f rom the best-sel l ing label 

Los Angeles, USA - B Swish extends its 
entry-level Classic line of personal massagers 
with the Bwild Classic Marine, an affordable 
and compact rabbit massager for beginners or 
those traveling. The Bwild Classic Marine 
features a modern design, body-safe silicone 
construction and rumbling vibrations at both 
the curved head and pinpoint ticker. Intuitive 
controls with white backlight and convenient 
AAA-battery operation add to the experience. 
The Marine’s natural feel and waterproof 
engineering is enhanced by its quiet dual 
motors as well as 5-functions. The Bwild 
Classic Marine has a MAP of $35.99 and as a 
member of B Swish’s Classic Line of personal 
massagers arrives in sleek packaging with 
travel pouch and is available in 3 colors, 
including Rose, Blue Lagoon and Black. 

B Swish presents Bwild 
Classic Marine vibrator
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packaging 

The Bwild Classic Marine 
features a modern design, 

body-safe silicone construc-
tion and rumbling vibrations 
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The Scandal packaging also tells a 
story of passion and desire that will 

have even the most novice users intri-
gued. Susan Colvin, Founder, and CEO of 
CalExotics says, “Scandal is one of our 
most visually appealing collections. The 
packaging is sensual and seductive, and 
transports the users into a new world 
where all their fantasies come to life. This 
is our sixth season, and it keeps getting 
better and better.” The newest additions 
to Scandal offer a variety of ways to play; 
including toys used for sensory deprivati-
on, role-playing, and everything in 
between. Scandal pushes the boundaries 
of fetish gear, while also being approacha-
ble. Sunny Megatron, host of American 
Sex Podcast, and BDSM enthusiast loves 
the collection and says “I have always 

Almere, The Netherlands - The sensati-
onal new Turbo Ignition – now available 
in the Fleshlight assortment at SCALA 
– is a departure from the brand’s 
realistic models, such as the Fleshlight 
Girls range. The Turbo Ignition features 
a mechanical-inspired orifice and 
amazingly textured inner, oral-simulating 
sleeve, perfect for men who want all the 
Fleshlight fun, without the realistic 
resemblance. Fleshlight promises that 
the Turbo Ignition: ‘Offers you the most 
realistic and satisfying alternative to oral 
sex. Uniquely designed with three points 

been a big fan of Scandal products. They 
are visually beautiful and easy to use for 
beginners. But, unlike a lot of beginner 
BDSM gear, many pieces are also durable 
enough for intense, heavy-duty scenes. 
Perfect in my book.”
 With the rise in popularity of BDSM, 
thanks in part to the 50 Shades of Grey 
Trilogy, many adult toy retailers are 
broadening their fetish section in-store 
and online. According to Dr. Sadie Allison, 
Sexologist, Bestselling Author of 6 
How-to Books and Founder of TickleKitty.
com, “Consumers are more curious than 
ever about kink-play. With this modern 
craze for new adventures, I’m adding the 
Scandal line to my TickleKitty.com 
Boutique, as it’s clearly the hottest fetish 
collection on the market.” 

of initial insertion, the Turbo provides the 
mind-blowing sensations. Complete 
with a non-anatomical orifice and an 
exclusive texture, the Fleshlight Turbo is 
about to take you to new levels of 
sexual satisfaction.’ The design comes 
in a clear, plastic casing which is easy 
to handle during play and includes 
detailed instructions on usage. The new 
Turbo range by Fleshlight also includes 
the Turbo Thrust, which has the same 
sensational oral stimulation, yet a 
slightly different – also non-realistic 
– orifice. ” 

Los Angeles, CA, September 22, 2017 – CalExotics unleashes all-new Scandal products 
designed to bring even more naughtiness to the bedroom. Each piece is beautifully crafted 
with red and black brocade and is made with premium quality materials. 

CalExotics unleashes new Scandal

Fire up the engines with the new 
Fleshlight Turbo Ignition at SCALA

N E W S

10 new products 
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Scandal pushes the boundaries of 
fetish gear, while also being 

approachable
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Made from Pipedream‘s exclusive medi-
cal-grade Elite silicone, each Crush 

personal massager is the perfect blend of 
pleasure, performance and practicality. The 
elegant designs, are full of fun, pops of color 
and powerful vibrations. Now Pipedream is 
pleased to introduce six new remote controlled 
Crush to this popular line. Each of the new 
Crush remote control vibrators comes with their 
proprietary, phthalate-free silicone, smooth, 
seamless and velvety to the touch. Each new 

remote controlled Crush is waterproof, mul-
ti-speed and multi-function presenting a world 
of pleasurable opportunities. Also available later 
is the Crush’s Shelf –N-Shop merchandising 
system. A one-stop solution created to maximi-
ze profits, and take the guest work out of 
eye-catching POP displays. This inexpensive 
in-store system includes all the shelves, 
hardware, graphics, 3D signage, products, and 
testers retailers need to turn their ordinary wall 
into a high-profit destination. 

Chatsworth, USA - Since Pipedream fi rst introduced Crush vibrators they have become a customer favorite. They pack a 
premium experience in compact approachable designs, great for the newcomer looking to experience a great vibrator at a 
great price.

Six new Crush vibrators are in stock and shipping
Pipedream Products 

Pipedream is pleased to 
introduce six new remote 

controlled Crush to the 
popular line

N E W S
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A & R Naturelles - Eye of Love, Adloran Ltd., Adventure Industries, Alexander 
Spalek,Fresh Fragrance , Amor Gummiwaren GmbH, Amorelie, Andalea , Aneros, 
Ansi Exports, Atlantas Products, AVN Media Network, B Swish, b-Vibe, 
bathmate by UM Products ltd, beGLOSS, yovondo.com Online Distribution GmbH,
Bellavo Trading Inc, BEN GLOBAL B.V., benno von stein KG, Bijoux Indiscrets,
Bioconcept Baltics Ltd, Bizzy Diamond BV, Bon Claude Très Chic, BONQUE 
Nicolai, Harmsen, CalExotics, Clandestine Devices, Classic Erotica, CNEX AIE SL / 
Adrien Lastic, Cobeco Pharma, Concorde, Coquette, CPR GmbH, 
Creative Conceptions Ltd, Dame Products, Danatoys Production Aps, 
Dildo Assorted S.L, Diogol , Doc Johnson, Dodil, DONA, Doxy (CMG Leisure),
DREAMLOVE, E-Stim Systems Ltd., EDC Wholesale, ElectraStim/Cyrex Ltd., 
EROMED, Eropartner Distribution, Eros Veneziani, EXS Condoms and Lubricants,
EXSENS, Fetishlap, Fleshlight International SL, FORANS Medical GmbH, 
FT London LLP, Global Wholesale Distribution sl, GODEMICHE, GOLDCAPS AG,
GREGG HOMME, GSJ Group ING, HK NALONE ELECTRONIC TECHNOLOGY
CO.,LTD, Honour, Hot Octopuss Ltd., HOT Productions & Vertriebs GmbH,
Import Kareva S. A., INNOLATEX SDN. BHD., Intt, ITE Europe, Je Joue, JOPEN,
JOYDIVISION (North America) LLC, JOYDIVISION international AG, Kama Sutra
Europe, KAREX INDUSTRIES SDN. BHD., Kheper Games, Kink by Doc Johnson,
KRAHO GmbH, Ladies Master ApS, LAMA LTDA, Le Wand, “LEDAPOL” Dariusz
Krawczyk, Lee's Evergreen, Leg Avenue Europe, Liebe -Dildo Assorted S.L,
Lingerie Group – Producer of lingerie Passion, Avanua, Casmir, 
Lockerroom Marketing Ltd., Lovehoney, LTC Healthcare, LUXXA, M.S.I. GmbH,
M&C GmbH, Magic Silk, Maison Close, MaleEdge & Jes-Extender - DanaLife & 
DanaMedic, Me Seduce -, Pemaw Group Edyta Szczekocka, 

MEDPACK SWISS GROUP, Megasol Cosmetic GmbH, Megusta Trading GmbH,
Merkins.eu, MysteryVibe, Mystim GmbH, Netstock Europe, New Sign Co., Ltd,
Nexus, Noir Handmade, Nomi Tang GmbH, Nova Trade Plc, 
Novelties by Nasswalk Inc., NS Novelties , Odeco Ltd., OEBRE Handels GmbH,
Oivita Creative Co.,Ltd, Orgie Company, ORION Versand GmbH & Co. KG, Ozzé
Creations, partner, Patrice Catanzaro, Peak Performa, Perfect Fit Brand, 
Pharmquests bv, Pipedream Products, pjur group Luxembourg S.A.,
PlayHarda.UK, Pretty Love Toys, Rascal I Boneyard, RIANNE S, Rocks-Off Ltd.,
Romance Brands, Rouge Garments, Roxie Luve, S-LINKEY INC, Satisfyer, SCALA
2.0 BV, Schneider & Tiburtius Rubber GmbH, Secret Play (Femarvi SL), SenseMax,
Sheets of San Francisco (Zinc Retail Ltd), Shibari Wands, Shiri Zinn, 
Shots Media B.V, Shunga Erotic Art, Simply Pleasure Ltd , Skins Sexual Health Ltd,
Smoothglide, Socoo Inc, Sportsheets International, Svakom, Swan Vibes, Swiss
Navy, System Jo, TENGA Co., Ltd., Titus, TOKYO DESIGN CO., LIMITED, 
Topco Sales, TOYFA-H LLC, Transtumm International, Uberlube, 
URNING VERLAG by TEDD Medien & Handels UG, VITA BELLA MEDIA BV, Vivian
Technology, VORZE, We-Vibe, Wingpow International Ltd, Womanizer, XBIZ, Xgen
Products, XR PLAY HARD, YARD & co, YESforLOV, ZALO, Zorba International 

Excerpt of the 
list of participants

Already now 
more than

170*

confirmed
 participants



The Sex! Scratch Tickets offers a 
sampling of scratch ticket from the 

top 5 best-selling item of Kheper Games’ 
of that same name.  Each ticket is a 
winner and each one offers a unique sex 
position as the prize.  The cock ring is 
silicone and one size fits most. The For 
Her Sex Cracker contains a silver bullet 
vibe, Sex! die, three Sex! position cards 
and heart confetti. The Sex! Scratch 
Tickets offers a sampling of sex positions 
on the role from the top 5 best-selling 
item of Kheper Games’ Sex! Dice.  For 
both Sex! Crackers, the sex position 
cards are waterproof and offer a sample 
of the Sex! positions that can be found in 
Kheper Games’ best-selling product for 
over 10 years, the Sex! Card Game.“We 
took a very popular Christmas item for all 
ages and turned it into a fun adult 
novelty.” explains CEO Brian Pellham. 

Almere, The Netherlands - The Vac-U-
Lock kits at SCALA are sets from the Doc 
Johnson assortment. These include 
multiple toys, various drugstore products, 
strap-on accessories and more all 
packaged in one kit. One of SCALA’s 
favorites is the Vac-U-Lock Dual Density 
set Multicolor; which provides consumers 
with some the products for a strap-on 
adventure. The set includes a harness 
(unisex and adjustable) that is O-Ring 

“Not only does this product offer a 
sampling of other items in our Sex! line, it 
also makes for a unique gift concept; 
especially for Valentine’s Day, Christmas, 
Weddings and Anniversaries.  The fun 
part being that each member of the 
couple receives a gift because they each 
have a cracker to open up and enjoy.” 
Sex! Crackers joins Kheper Game’s 
extensive line of highly successful Sex! 
games, includes: the Sex! Card game, 
the Endless Nights of Amazing Sex! 
Board Game, Sex! Scratch Tickets, Sex! 
Coupons, Sex! Dice, the Sexo! Card 
Game, International Sex! Card Game, 
Adventurous Sex! Card Game, Glow in 
the Dark Sex!, Gay Sex! Card Game, and 
Lesbian Sex! Card Game. Languages 
included are English, French, German, 
Spanish, Czech, Russian, Portugese and 
Dutch. 

compatible (including 3 Ring sizes), a plug 
with pad and snaps, a black suction cup 
plug, a 6 inch realistic dildo attachment, a 
7 inch realistic slim dildo attachment, an 8 
inch realistic dong attachment, Vac-U-Po-
wer for easy attach and detachment, 
refresh powder, a toy cleaner and a 
water-based lubricant. The included 
dildos and dongs are made of Doc 
Johnson’s unique ULTRASKYN. They also 
have the unique dual-density quality.  

Seattle , USA - Sex! Crackers is a set of two crackers that lovers pull apart to reveal a 
collection of sex toys, sex games and sex position cards.  The silver one is for him, and the 
red one is for her. The For Him Sex Cracker contains a cock ring, Sex! Scratch Tickets, three 
Sex! position cards and heart confetti.

Kheper Games, Inc. Launches Sex! Crackers 

All-inclusive pleasure 
with Doc Johnson’s Vac-U-Lock sets 

N E W S

For  h im & her 
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Sex! Crackers is a set of two 
crackers that lovers pull apart to 

reveal a collection of sex toys, sex 
games and sex position cards.



Jive works with the We-Connect app for hands-
free pleasure and to allow a partner to join in 

the fun. Retailers worldwide can order now from 
their We-Vibe authorized distributor.  “Couples are 
looking at sextech and seeing new possibilities 
for fun and adventure,” says We-Vibe marketing 
manager, Stephanie Keating. “Since we fi rst laun-
ched the We-Connect app, customers have as-
ked for a We-Vibe product that they can wear out 
during everyday activities. With Jive by We-vibe, 
couples can experience the ultimate in discreet 
pleasure.” Jive is comfortable to wear while lying, 

sitting, standing or walking. The powerful, rumbly 
vibrations can be controlled with the We-Connect 
app in the same room or with a partner from 
anywhere in the world.  Jive has ten preset rumbly 
vibration modes to choose from, or consumers 
can create custom vibes in the We-Connect app. 
Jive is waterproof and rechargeable; 90 minutes 
of charging allows for up to 2 hours of play, and 
the low-power alert lets you know when it’s time 
to recharge. Jive comes with a two-year manufac-
turer‘s warranty.  Jive retails for: $119 USD / $129 
CAD / $139 AUD / 119  / £99 MSRP.     

Ottawa, Canada – We-Vibe introduces Jive by We-Vibe, a wearable G-spot vibrator with Bluetooth. Discreet, whisper-quiet and 
comfortable, Jive is an egg designed to wear under clothing and out on the go. 

We-Vibe launches Jive by We-Vibe
A new v ibrat ing egg with Bluetooth,  that  can be worn on the go

Jive by We-Vibe is a 
wearable G-spot vibrator 

with Bluetooth
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1800 MOVIES
5000 WOMEN

1 BEST ORGASM
THE NEW SATISFYER MEN.

Order now!



BEST SEX TOYS  
RELEASED IN 2016

This vibrator literally sucks on your clitoris — yes, we were skeptical too — and when it does, it could 
bring you to climax in record time. We described it as “lit”— and that‘s not a word we use lightly. 

12/2016 USA

www.satisfyer.com

NEXT GENERATIONNEW

“my latest favorite,  
the Satisfyer Pro 2”
01/2017 USA

“Get ready for your  
life to change.”
02/2017 USA

“Think: A guy going down  
on you, just more intense.”
12/2016 USA

“bring you to climax  
in record time”
12/2016 USA

“A feminist can be  
in charge of her  
own pleasure.”
11/2016 USA

“Sweet baby Jesus, I‘m never  
 

nothing I‘ve ever experienced  
on this earthly plane, SRSLY.”
05/2017 UK

“But nothing, and I mean  
nothing, has compared to what  
an indirectclitoral stimulator, or  

“touch-free,” toy does.“
05/2017 USA

“Playtime, all the buy  
on next-gen sex toys”
01/2017 Canada

“this sleek oral sex stimulator  
that would look more at  
home with all your pricey  
beauty products”
10/2016 USA

“And it wasn’t just any  
orgasm — it was a cluster of  
orgasms within one orgasm.”
10/2016 USA

2999
Wholesale price

EURO 8999
MSRP incl. VAT

EURO



NEW REVOLUTIONARY  
AIR PULSE TECHNOLOGY

REVOLUTION.

THE NEXT
SEXUAL

G-SPOT RABBIT
PRO
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2999
Wholesale price
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PLUS VIBRATION
PRO

FIRST TRUE
PUSSY LOVER.

THE 

4 COUPLES
PRO

MOON LANDING.
JUST BETTER.

LIKE THE 

NEW

NEW

2999
Wholesale price

EURO

8999
MSRP incl. VAT

EURO

2999
Wholesale price

EURO

8999
MSRP incl. VAT

EURO



sales@partnertoy.com
www.partnertoy.com

49,9959,99
MSRP incl. VATMSRP incl. VAT

EUROEURO 16,9919,99
Wholesale priceWholesale price

EUROEURO



69,99
MSRP incl. VAT

EURO23,99
Wholesale price

EURO

NEW!  
WITH  REMOTE 

CONTROL
W



Each texture has been developed and 
engineered to give various sensations 

which can be adjusted by the end user 
with the application of pressure to the 
outside surface. The toys are Phthalate 
free and were created using ABS plastic 
inserts which were overmolded with a TPE 
material, a low Shore Hardness. BlowYo 
has been described by an independent 
sex toy reviewer as  “the closest to a blow 
job I’ve ever felt from a toy,” and was the 
brainchild of an entrant from Australia in 
Lovehoney’s annual Design a Sex Toy 
competition in 2015. It has taken a 
rollercoaster 2 years to bring the design to 
life. The competition invites sex toy 
enthusiasts and designers to come up 
with an innovative idea for a sex toy with 
the winning creation then being developed 
and produced by Lovehoney to sell to 
customers. Previously, the competition 
was won by Trevor Murphy who invented 
the Sqweel oral sex simulator which 
became a success worldwide, featuring in 
movies and on the Jay Leno show in USA. 
Lovehoney, who estimate that the male 
sex toy market is worth roughly $1billion, 
also recently surveyed 14,000 people with 

Wijchen, The Netherlands - Leg Avenue is 
for sure one of the main trend-setters in 
the erotic lingerie branch. With many 
years of experience Leg Avenue’s design 
team knows how to set trends and keep 
up-to-date. Leg Avenue’s new fall holiday 
collection is available now and offers over 
fifteen new lingerie styles with hints of 
velvet, Chantilly lace, choker neck lines, 

the survey uncovering that 64% of those 
thought that male sex toys could become 
as popular as sex toys aimed at women, 
and 76% said that men who hadn’t tried 
male sex toys were missing out. Jim 
Primrose, Lovehoney International Sales 
Manager ROW comments:
 “Taking in to consideration the survey 
results, we hope with BlowYo we can 
tempt as many new customers as 
possible to try something a little different. 
It really is a revolutionary male stroker, 
there is nothing out there quite like it 
which creates the same intense sensa-
tions of intense oral sex. To really help the 
product stand out we have some 
impressive supporting POS. ”  BlowYo 
comes in a plain black container for 
discreet storage and portability. Additio-
nally, BlowYo renewer powder is available 
to condition the stretchy TPE material and 
keep it feeling soft, supple and just like 
new.  
 In addition to the products, there will 
be a supporting range of eye-catching 
POS. The pack includes a header, 2 side 
graphics, 1 footer graphic, 1 strip graphic 
and 5 wobblers.  

soft net fabrics, and satin straps. This 
collection is innovative but with a recogni-
sable character: it’s very sexy. This must 
be one of Leg Avenue’s key successes, 
the brand knows sexy like no other. The 
combination of innovative and a recogni-
sable sexy heart is the reason the preview 
of this collection received so many 
positive responses of clients.   

Bath, England - Designed for 
solo play or as an addition to 
oral play session with a 
partner, BlowYo is a male 
stroker that creates the 
sensations of intense oral sex. 
Designed with two solid rings 
at either end of a super-
stretchy, twistable sleeve, with 
four different textures inside: 
Intense Ticklers, Ultimate 
Bubble, Extreme Wave and 
Sensation Swirl.

BlowYo - Lovehoney’s 
new sex toy will blow your mind

Leg Avenue’s fall holiday collection 

N E W S

BlowYo is  sh ipping now
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BlowYo is a male stroker that 
creates the sensations of intense 

oral sex

Leg Avenue’s new fall holiday 
collection is available now and offers 

over fifteen new lingerie styles



“Our team has 
been convin-

ced for several years 
already of the 
advantages that 
cosmetics with 
semiprecious stones 
could bring. Pushing 
the limits of traditio-
nal cosmetics this 
year, we are happy 
to have created a 
new massage oils 
line that brings this 

union into play,“ the 
company said in a press 

release. „Vary your 
pleasures to meet your 

moods, your needs and your deepest 
desires, all with products which are 100% 
natural and 92-94% organic, not to mention 
Made in France.“ 
 The three new stones are: Aventuri-
ne, coupled with avocado oil, presents 
properties for anti-stress and the absorption 
of electromagnetic waves. Known for inner 
peace and strengthened self-control, it is also 
thought to accelerate dermal healing. 
Carnelian, infused in apricot oil, is said to be 
stimulating and motivating. This powerful 
energy stone seems ideal for finding dyna-
mism and increased physical pleasure. It also 
has the advantage of protection from external 
aggression and dispersal of negative emo-
tions.Tiger Eye is known as the protective 
stone. Combined with macadamia nut oil, it 
abolishes negative energy and provides a 
warm, soothing massage. It is also conside-
red beneficial in the regulation of the nervous 
system.  

Sant-Denis, France - Exsens has announced three 
new massage oils in their gemstone collection, 
which pairs massage oils with different gems.

Exsens extends 
gemstone collection
Aventur ine,  Carnel ian & Tiger  Eye 

0588580 0000

0589543 0000

www.orion-wholesale.com1709-003

 + 49 461 5040-210 or -114             
grosshandel@orion.de
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Aventurine is one of 
three new massage 
oils from Exsens 



The sleek GPop by FT LONDON isn’t 
just an ordinary plug: this beauty is 

suitable for unisex use, meaning both men 
and women will swoon at its unique 
silhouette. This premium design is 
ergonomically curved to stimulate the male 
P-Spot or the female G-Spot: allowing 
lovers to experiment intimately together, 
making this a must-have ‘couples toy’ in 
any assortment. What makes the GPop so 
unique is its curved shape, designed to hit 
the spot in both male and female anato-
mies. The high-end design boasts many 
irresistible features, such as a powerful yet 

Zwaagdijk, The Netherlands - Miamaxx 
presents their full thrusting, hand held 
pleasure device for both male and female 
who like to feel that moment of penetrati-
on. Unlike other moving vibrators, this 
handheld fucking machine gives a full 75 
mm stroke with a touch of a button. 
Miamaxx is a unique product that brings 
sex with a toy to a complete new level, 
because Miamaxx not only vibrates, but 
also thrusts. The device gives a full 75mm 
(3 inch stroke) for those who want that 

Veendam, The Netherlands - Drilldo is 
now available at EDC Wholesale, offe-
ring three different sets that contain a 
Drilldo-branded handheld drill, custom 
Drilldo bit, dildos and various accessories 
such as a tool bag, construction vest, or 
safety glasses. Andre Visser, International 
Sales Director at EDC Wholesale said he’s 

quiet motor that offers six vibration modes 
with changeable intensity. Whether lovers 
enjoy light tremors or intense vibration: the 
GPop allows to pick the stimulation 
matching the mood. Its intuitive controls 
are user-friendly, whilst the premium 
silicone coating feels luxurious and silky to 
touch. The easy-retrieval loop adds 
comfort and allows for worry-free, intimate 
play. The GPop is also odorless, waterpro-
of and comes with a special magnetic, 
USB-charger. Packaged in a trendy, 
art-inspired box: the GPop is a true 
eye-catcher in any trendy assortment. 

edge when it really matters. It’s a sleek 
moving, deep penetrating, hard thrusting 
pleasure device that brings you to 
unknown heights. It has a vibrator 
positioned at the tip. This allows it to be 
used as a standard dildo, with a partner 
or by yourself alone. The thrusting hand 
held fucking machine boasts 7 powerful 
stimulation modes and 3 different speed 
settings. Miamaxx comes in a gift box and 
a velvet pouch and is currently available in 
sleek black and deep purple. 

excited to offer his clients this concise 
collection of Drilldo. “The productline 
was very well received by retailers in the 
United States and we are very excited to 
bring the line to the European retailers. 
‘Drilldo gets the job done’, just like the 
tagline so I am positive that Drilldo will 
become a success in Europe as well.”  

Almere, The Netherlands – 
The new GPop by 
FT LONDON is now ready
to order at SCALA! This 
innovative plug is super 
versatile and suited for 
both g-spot and prostate 
stimulation, meaning both 
him and her can enjoy its 
powerful vibrations. 

Innovative GPop 
by FT LONDON now available at SCALA

Miamaxx thrusting vibrator now at Eropartner

Drilldo Toys now available at EDC Wholesale

N E W S

For  men and women 
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Now available at Eropartner: Miamaxx 



The new light background allows the garments 
to fully emerge, and the contemporary 

shooting locations complement and balance the 
overall graphics and color scheme. The front and 
back of the box clearly and vividly describe the 
lingerie, and additional images illustrate it from 
multiple angles. Other pictures showcase three 
more styles from the same collection, so 
consumers can easily select their preferred 
garment. Matching boxes in complimentary color 
schemes are also available for the Cheap Thrills 
line and edgier Exposed and Holiday styles. 

Wadgassen, Germany - Eldorado is now the 
exclusive US partner for Steamy Shades. In 
addition to MaleSation, this is already the second 
partnership between the German wholesaler ST 
RUBBER and the American wholesaler Eldorado. 
ST RUBBER is very satisfied and praises the 
partnership of the two companies. “We are very 
pleased to have such a strong and reliable 
partner as Eldorado at our side. We are sure that 
Steamy Shades will be as successful as it is in 
Europe! Especially the design and the very high 
quality are very well received by the customers,” 
says Werner Tiburtius (CEO of ST RUBBER). 

Hauppauge, USA - Magic Silk has just unveiled a 
new box design. The new Exposed packaging for the 
company’s upscale brand of women’s lingerie, shows 
a damask pattern, embossing and brilliant spot UV 
printing that highlights key design elements.

Magic Silk 
reveals new packaging

STEAMY SHADES 
now available in the USA

Fresh design 

Calendar 2018
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ST Rubber is partnering 
with Eldorado to bring 
STEAMY SHADES to 
the US



 “We look forward to a successful 
partnership with EDC Wholesale”, 

said Erik Schieffer, CEO of Level. “EDC 
Wholesale stands for professionalism and 
quality and is always open to new 
innovations in the adult industry. We are 
proud to be part of this ambitious 
company. Level Condoms fits perfectly in 
EDC Wholesale’s high standard visions as 
our products stand for high quality, sexy 
and luxury that represents love, reliability, 
and appearance.” Level Condoms are 
available in boxes of 5 or 10 condoms. 
The collection offers ‘Popular Condoms’ 
which are described by the company as 
standard, ‘Delicate Condoms’ which are 
ultra-thin and ‘Performance Condoms’ 
which have been designed to postpone 

Almere, The Netherlands - The Mini range 
from the Get Real by TOYJOY collection at 
SCALA is a perfect match for consumers 
who only crave the real deal – yet in a 
more manageable, compact silhouette. 
This selection of realistics will thrill consu-
mers with their all-natural appeal, lifelike 
detailing and powerful vibrations. Created 
for ultimate, realistic pleasure, the Mini 
range offers the chance to pick the favorite 
from 4 amazing variations: Slim, Smooth, 
Stim and G-Spot. Each of the varieties 
offers its own unique appeal: from a 
curved, ergonomically shape that will tease 
the  g-spot with pin-point stimulation or a 
bulbous base, to nubbed detailing on the 

the male orgasm. All condoms come with 
a subtle vanilla scented lubricant, which 
promises to conceal the latex smell of the 
condoms. The packaging is designed to 
fit into any mailbox, which makes these 
products ideal for etail customers as it will 
save on shipping costs. “Level is a young 
lifestyle brand and we are very excited to 
offer these outstanding products to our 
customers,” said Eric Idema, CEO at EDC 
Wholesale. “The products have been 
designed with a vision, the products are 
more than just condoms. They offer an 
experience, which starts with the beautiful 
packaging and goes on in the quality of 
the products. We are confident that Level 
Condoms will be a great success and we 
are proud to be part of this venture.“ 

shaft for maximum stimulation during play. 
What all the designs share is a high-quality 
standard, a powerful motor with thrilling 
vibrations and a modern packaging that 
will catch the eye of consumers in any 
in-store display. The Mini designs from the 
Get Real by TOYJOY range are made of 
premium materials like silky smooth 
silicone, yet have a very affordable pricing 
that makes them an amazing value-for-
money choice that won’t disappoint. The 
Slim, Smooth, Stim and G-Spot vibes are 
available in the colors pink, purple, nude 
and black: meaning it also caters to 
consumers who want a realistic silhouette 
in a non-realistic tint.   

Veendam, The Netherlands - EDC Wholesale have made a new partnership agreement with 
the young brand Level, offering a concise collection of high-quality condoms. Both parties 
said they are excited about the new partnership and have high hopes for the future. 

EDC Wholesale 
partners with Level Condoms

Compact, lifelike pleasure 

N E W S

High-qual i ty  condoms avai lable now
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Level Condoms are now available for 
retailers to order at EDC Wholesale



The newest items include a Naughty 
Nurse, Cheerleader and Roller Girl. Each 

piece is soft, stretchy and tight. The internal 
chambers are anatomically correct creating a 
more realistic experience, and they are 
textured to provide even more sensations. 
The PureSkin material is maintenance free for 
fast and easy clean up. 
 Like all CalExotics products, Cheap Thrills 
is backed by a manufacturers warranty. 
“Consumers can buy with confidence as their 

purchase comes with a 90-day warranty,” 
adds Colvin. The Cheap Thrills collection is 
also known for its affordable price point. All 
six styles sell for a retail-friendly price of just 
$11.99. “We’ve found that male shoppers 
often make quick, impulse purchases for 
adult products. 
 So we made the packaging eye-catching 
with a price point that can’t be passed up,” 
says Jackie White, Executive Vice President 
of CalExotics.  

Ontario, USA - CalExotics released three new life-like masturbators from the Cheap Thrills collection. Susan Colvin, Founder, 
and CEO of CalExotics says, “The packaging tells a story of fun and fantasy. We started out with classic archetypes, like The 
Showgirl, and added some playfulness with our latest styles.”

CalExotics releases three new masturbators
Cheap Thr i l ls

N E W S



In “The Sex Toy Awards”, Glamour 
describes The Original Pocket Rocket’s 

must-have appeal, saying that the 
“textured head and surprisingly robust 
motor on the travel-sized and affordable 
Doc Johnson Pocket Rocket has earned 
this vibrator a dedicated following.” 
Glamour adds, “plenty of customers tell 
me it’s the only one they’ll ever need.” 
Doc Johnson’s COO/CCO Chad Braver-
man said, “We’re very excited that our 
Original Pocket Rocket was recognized 
by Glamour as one of the best pleasure 
products in the world. The Pocket Rocket 
debuted in 1993 when we noticed that 
the market was lacking a vibrator 
specifically designed for clitoral stimulati-
on; and to this day, women and couples 
all over the globe swear by its compact 

Almere, The Netherlands – The TOYJOY 
Designer Edition is a collection of premium 
pleasure providers that offer a high-end 
experience at a very competitive pricing. 
The designs have state-of-the-art features, 
combined with trendy coloring, contempo-
rary packaging and a fantastic brand 
aesthetic. One of the highlights from the 
TOYJOY Designer Edition assortment is the 
wand selection: containing various designs 
that will surely wave some magic into 
thelove life with their sensational skills and 
thrills. Consumers have a chose between 
two silhouettes: the Aurora and the Wonder 
Wand. The super sleek Aurora wand 
massager is easy to use thanks to the 
comfortable grip and flexible head design. 

form and ultra-functional design. Today, 
the Original Pocket Rocket remains one of 
the best-selling, best-performing pleasure 
product in Doc Johnson’s history, and the 
fact that Glamour’s write-up perfectly 
echoes our vision of the product is 
extremely gratifying.”  Doc Johnson’s VP 
of Sales and Marketing, Scott Watkins, 
added, “Based on the incredible buzz and 
demand we’ve seen from consumers and 
retailers via all of our media placements 
thus far, we expect this campaign to have 
a similarly strong influence in driving 
consumers to stores. Our Original Pocket 
Rocket is currently in stock and ready to 
ship– we recommend that our retail and 
distributor partners stock up as quickly as 
possible to capitalize on this latest 
endorsement.”  

The design is USB-rechargeable and offers 
4 pulsation functions and 3 vibration 
speeds. The Wonder Wand Massager is a 
powerful wand massager with mind-blo-
wingly intense vibrations. This amazing 
pleasure provider will thrill lovers with its 3 
vibration speeds and truly sensational 
pulsating function. The ergonomically 
curved wand is made of quality ABS and 
features a premium silicone head for 
maximum comfort and extra hygiene. The 
design is easy to operate with a one-touch 
button and packs a lot of power. To 
optimize its power potential, the Wonder 
Wand is a wired design, meaning it does 
need to be plugged in to an electric outlet 
to unleash its wild potential!   

North Hollywood, USA - Doc Johnson announced that its Original Pocket Rocket 
hasclaimed a Sex Toy Award in Glamour Magazine’s October 2017 issue.

Doc Johnson wins 
Sex Toy Award in Glamour Magazine

SCALA‘s TOYJOY Designer Edition

N E W S

Orig inal  Pocket Rocket
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Doc Johnson‘s Original Pocket Rocket 
has claimed a Sex Toy Award in Glamour 

Magazine’s October 2017 issue



All six toys are powered by AAA batteries, 
waterproof, and come in some very 

stylish new colors. “The Phase IV collection is 
a great next step in the evolution of OVO 
Lifestyle Toys,” stated Helle Panzieri, global 
sales director for OVO Lifestyle Toys. “We 
think stores and customers alike are going to 
be thrilled with the quality and surprised by 
the battery power.”  All Phase IV toys have 
easy to use controls and are more powerful 

than previous styles. The highlight of the 
collection is the K7 Rabbit Vibrator. As if an 
external stimulator, complete with pleasure 
nubs wasn’t enough, the spiral design of the 
shaft gives the illusion of movement during 
use! “The feedback from retailers thus far has 
been amazing,” said Samantha Brown, brand 
ambassador. “We’re really proud of this 
collection, and we know customers will love 
what they see!” 

Pembroke, USA - OVO Lifestyle Toys is happy to announce that the exquisite Phase IV collection of toys is now in stock and 
ready to ship. The Phase IV collection of toys is a mix of rabbits and straight vibes in multiple sizes, keeping true to the unique 
design that OVO has come to be known for.

OVO Lifestyle Toys 
now shipping Phase IV collection
Rabbits  & v ibes

The Phase IV 
collection  is now 
in stock and ready 
to ship

N E W S



It includes all novelties of the current year 
as well as new products that are also 

going to be presented on this year’s er-
oFame trade convention in Hanover. The 
catalogue is, as usual, in two languages 
– German and English. ORION Wholesale 
offers the best possible range of products 
with its complete erotic assortment and 
is constantly working on increasing and 
optimising its assortment at fair and stab-
le prices. The focus is on quality, modern 
innovation and of course on customer sa-
tisfaction. The new Wholesale catalogue 
is also available as an e-paper catalogue 
that can be browsed through online at 
www.orion-wholesale.com. 

Wijchen, The Netherlands - Kama Sutra is 
well known for its success to making love 
better. The company has been doing so 
for over 40 years, with luxurious romantic 
bodycare products. One of these pro-
ducts is the Naturals Massage Oil, which 
is more than just a massage oil. The 
Natural Massage Oil has a light silky blend 
of naturally-derived Soy, Grape Seed and 
Almond oils. This massage oils is, of cour-
se, perfect for sensual massages. Just 
pour the oil in your hands or directly onto 
a partner’s body and massage the into 
the skin with slow even strokes. Secondly, 
this massage oil can be used as a daily 
moisturizer when you smooth the oil onto 
the body after a bath or shower. This will 

 Furthermore, ORION Wholesale´s 
complete assortment can be found here 
as well.
 The catalogue is also available as a 
promotional, neutral A5 version – “Erotic 
Highlights” in either German or English. 
Both the novelties and bestsellers are 
presented in this catalogue. A4 Retailer 
Version 2017/2018, in German and Eng-
lish, 226 pages:
 item number 0900028 0000. “Erotic 
Highlights” in German with retail prices, 
386 pages: item number 0900010 
0000. “Erotic Highlights” in English 
without prices, 386 pages: item number 
0900540 0000. 

leave the skin super-soft and smelling 
sweet all day long. Last, the Natural Mas-
sage Oil can be used for the bath. Just 
pour it into running water and emerge 
with soft, silky skin. The Natural Massage 
Oil comes in fi ve different scents. Tropi-
cal Fruits, which is a blend of luscious 
tropical fruits. Strawberry divine, which 
has the fragrance of sweet, juicy, ripe 
strawberries. Coconut Pineapple, which 
is an exotic blend of creamy coconut and 
sweet pineapple. Vanilla Sandalwood, 
which is a creamy vanilla with exotic 
sandalwood. And last, Island Passion 
Berry, which has the fragrance of luscious 
passion fruit, succulent papaya and juice 
berry with a hint of mango.  

Flensburg, Germany - The new ORION Wholesale catalogue is here: 226 trendy, colourful 
and glossy A4 pages with a fi rst class product presentation. 

Novelties 2017/2018 in a catalogue 
packed full of the latest trends

Kama Sutra’s Natural Massage Oil

N E W S

ORION Wholesale 
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The new ORION Wholesale catalogue 
is 226 pages strong 

The Natural Massage Oil comes in 
five different scents



On the 11th, 12th and 13th of October, SCALA will once again be 

attending the eroFame in Hannover, Germany. We see this upcoming 

event as the perfect occasion to showcase the new and improved 

SCALA and hope you’ll visit our beautiful booth – literally number 1 at 

eroFame - for a personal introduction to our new owners Walter Kroes 

and Trudy Pijnacker. See you there!

VISIT US AT

BOOTH #1

WWW.SCALA-NL.COM



Gayshop.com will now service Europe-
an retailers with DVDs from the 

popular, award-winning and highly 
acclaimed video lines, the brands of Falcon 
Studios Group and NakedSword. Gay-
shop.com will carry Falcon Studios, 
NakedSword Originals, Raging Stallion and 
Hot House DVD products as well as the 
group’s popular fetish lines Fisting Central, 
Fetish Force and Club Inferno. The deal 
was forged with Gayshop.com to increase 
the availability and visibility of new releases 
and catalog titles from the vast library of 
NakedSword and Falcon Studios Group. 
With nearly 2,000 top-quality titles 
produced over the last 45 years, the exten-
sive catalog includes some of the most 
important and best-selling gay porn titles in 
history. Tim Valenti, President of Falcon 
Studio Group and The NakedSword 
Network says of the new deal, “We are 
excited to be working with such a strong 
partner in Europe as Gayshop.com. With 
this deal I’m confident our expansive 

Zwaagdijk, The Netherlands - Pioneering 
brand of premium anal toys b-Vibe has now 
their Snug Plugs on stock at Eropartner. The 
Snug Plug is an ultra-comfortable, non-vi-
brating, weighted butt plug that is designed 
to provide a sensual feeling of fullness. Wear 
during partner sex or enjoy discreetly for 
extended wear stimulation. Snug Plugs are 
made of body-safe, seamless silicone and 
feature a thin, flexible neck and smooth grip 

catalog will be more easily accessible to 
the wholesale market in Europe and will be 
pushed into European stores more than 
ever. This deal is coming at a perfect time 
as we are rolling out some of the best 
DVDs we’ve produced in years and I’m 
very happy that they will be handled by 
such a capable partner!” The first DVDs 
released by Gayshop.com in Europe was 
the Raging Stallion title “It’s Coming” 
released on September 15, followed by 
HotHouse “The Fixer” on September 22. 
Thomas Holm from Gayshop.com says of 
the new partnership, “We are thrilled to be 
working with the largest producer of gay 
adult films in the US, Falcon Studio Group 
and NakedSword. These lines consist of a 
huge variety of content that appeals to a 
wide audience and in turn there is 
something for every consumer with-in the 
Falcon Studio Group and NakedSword 
DVD catalog.  We are confident we will do 
very well with these new first class 
premium DVD lines!” 

handle. The Snug plugs are available in four 
sizes and the shape and size makes them 
perfect for long-wear. The newbies have 
also been thought of, because the packa-
ging contains two guides for anal play. The 
b-Vibe’s ‘Guide to Anal’ has a lot of 
information about anal play and the 
additional booklet explains how to use the 
butt plugs, so there’s a good way to start 
the anal journey. 

San Francisco, USA / Scheffau, Austria - Falcon Studio Group and NakedSword Originals 
announce a new exclusive DVD distribution deal with leading European distributor, 
Gayshop.com/Kraho GmbH of Austria.

 Gayshop.com becomes exclusive 
European DVD Distributor for Falcon Studios

b-Vibe Snug Plugs in stock at Eropartner

N E W S

First  DVDs released in  September 
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Joining forces: 
Falcon Studies and Kraho GmbH 



Enjoy the tingles of up to 8 wireless 
e-stim toys at the same time – all 
controlled by our new power box.
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In order to meet changing customer needs and in response to 
encouraging feedback through surveys, the decision to increa-

se the range of available packaging was reached. Expanding 
the range of Horny Little Devil should help increase customer 
loyalty too, a most important benefi t in the ever-increasing male 
supplement market. Horny Little Devil a male enhancement 
supplement formulated using highest quality natural ingredients, 
is extending the range. Previously only available in singles, will 
now join the other brands from Global with a complete range of 
sizes, in 5´s, 10´s and 20´s. Offering the advice “Now retailers can 
increase sales of a popular product by offering variations”.  Lesley 
Kavanagh, added  “And by reaching customers who are already 
familiar with the brand, will ultimately boost your profi tably”   Horny 
Little Devil, red capsules, are made from a unique powerful blend, 
carefully optimised maximum dosage for fast and effective results.  
Horny Little Devil won’t make penis bigger, but it will increase male 
libido, and increase stamina. For added confi dence Horny Little 
Devil is created in the UK to high GMP standards.  Only need one 
capsule when required, making it a fun and convenient product. 

Malaga, Spain - Global has extended its range of supplements for men with the addition of 
3 new package sizes to its male enhancement range. The company says that its new exten-
ded range of Horny Little Devil contains high-quality active ingredients, which have been 
helping men, since 2010, bring their sex life back to the boil! 

 Horny Little Devil – Extended range

N E W S

Global  Wholesale 

Wadgassen, Germany - 
The German wholesaler ST 
RUBBER welcomes the 
electrostimulation brand 
ElectraStim into its assortment. 
From whips, pinwheels, penis 

rings, stimulators to plugs and dildos – the ElectraStim brand 
offers a wide product range. “We have been looking for a 
professional and uncomplicated supplier in the field of 
electro-stimulation for a very long time and we have found it at 
ElectraStim. Quality, design and functionality convinced us, so 
the decision was very easy for us.“ 

 ElectraStim 
now available at ST Rubber
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Previously only available in singles, 
Horny Little Devil will now join the 

other brands from Global with a 
complete range of sizes, in 5´s, 10´s 

and 20´s

NEW: ST RUBBER Box  
WEEKEND LOVERS

Schneider & Tiburtius Rubber GmbH
D-66787 Wadgassen-Hostenbach
T/F +49 6834 4006-0 / -11 . info@st-rubber.de
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 Eropartner will formally deput the Sliquid 
Line of All-Natural Intimate Products at 

erofame, Hannover Germany, in October. 
“This is such an exciting time for internatio-
nal expansion, and I am thrilled to have this 
opportunity to work with a team of 
top-notch leaders in the Adult Industry. 
Being on site at the most drawn to show for 
buyers from all around the world will be the 
key stepping stone to ensure a fast and 
furious lift off!” said Michelle A. Marcus, VP 
of Sales and Marketing, Sliquid. Sliquid is 
now available at Eropartner Distribution.  
“We are so happy to be able to offer this 
incredible line of goods to our customers as 
the demand has been strong and conti-
nuously growing for many years. We 
anticipate great success for this exciting line 
of all-natural intimate products. Eropartner 

Almere, The Netherlands – SCALA now 
stocks even more vividly colored pleasure 
providers from the fantastic Colours 
Pleasure range by NS Novelties. This 
collection of brightly tinted dildos and 
dongs offers various thrilling silhouette and 
sizes, all produced with a premium quality 
standard and fantastic pricing.  The 
Colours Pleasures range by NS Novelties 
is a quality range of dildos and dongs with 
a realistic appeal. The collection caters to 
all entry-levels, from beginners to advan-
ced, thanks to its great variety in sizes 
and silhouettes. Packaged in a modern, 
contemporary way, the Colours Pleasures 

will proudly display Sliquid’s line at our 
booth during Erofame this October in 
Hannover, Germany. We are prepared to 
guide customers through the line with the 
hands-on presence of Sliquid’s VP of Sales 
and Marketing, Michelle A. Marcus and 
CEO, Dean Elliott, at the upcoming show,“ 
says Eropartner Distribution CEO, Chris 
Bakker. “When searching for the right 
partners for Sliquid, integrity is always our 
first priority, followed by a genuine enthusi-
asm found within a solid team of account 
managers… Eropartner is a natural fit for 
us. Over the years I have developed a great 
rapport with Chris Bakker, and I have 
admired his team’s efforts and successes 
along the way …. I wanted 2017 to be OUR 
year to go that extra mile,” said Dean Elliott, 
CEO Sliquid. 

range offers great appeal in any in-store 
display and –  although a range of 
realistics -  still emulates a non-intimidating 
look and feel: drawing consumers in for a 
closer look at these premium designs. 
Designs in the Colours Pleasures
 assortment at SCALA range include the 
following categories: Thick (for lovers of 
girth), Thin (for end-users who prefer 
something sleeker), Dual Density (for the 
ultimate realistic experience), Softies 
(for those who prefer a silky-smooth touch 
and flexibility) and Pride (rainbow-colored 
designs for those who want to show their 
love for diversity).   

Zwaagdijk, The Netherlands - Eropartner announced a distribution partnership with Sliquid, 
LLC, manufacturer of all-natural intimate products made in the USA.

Eropartner is 
an offi  cial distributor for Sliquid

Colorful satisfaction by NS Novelties at SCALA

N E W S

Al l-natural  int imate products made in  the USA
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Chris Bakker (Eropartner) 
and Dean Elliott (Sliquid)



Penis Growth!
Documented permanent  penis enlargement!

In a product category by itself!

Booth 04

Visit us at
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Contact your wholeseller - or sales@maleedge.com. Tlf. +45 45300302
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Zwaagdijk, The Netherlands - Zumio Inc. 
announced it has partnered exclusively with 
Eropartner Distribution for distribution 
across all 28 EU member countries. Zumio 
is a clitoral stimulator based on the circular 
fingertip motion. Zumio’s patented SpiroTIP 
and motor clutch drive system allows users 
to dynamically go from high speed and 
intensity down to a low speed and intensity, 
without having to touch a control, to 
instinctively and more naturally, adjust the 
stimulation to suit their needs. “Traditional 
vibrators generate excess energy and 
shake everything they touch often creating 
sensory overload and a numbing effect,” 
said Steve Traplin, Chief Revenue Officer at 
Zumio. “ Our non-vibrating technology 
makes Zumio more comfortable to hold and 

the small TIP and dynamic control makes 
the energy delivered to the clitoral nerve 
more selective – delivering a broad 
spectrum of pleasurable experiences.” To 
learn more about Zumio, please visit 
Eropartner’s booth during eroFame 2017 in 
Hannover, Germany from October 11 – 13, 
2017. “We are so extremely excited about 
our partnership with Zumio. After our team 
has tested the product  we were strongly 
convinced right away. Now we are starting 
to get many positive feedback about this 
beautiful and revolutionary product from 
testers, bloggers and happy customers,” 
said Chris Bakker, CEO of Eropartner 
Distribution. “We strongly believe Zumio is 
be a winner and that it will become one of 
best products available in the market!” 

Zumio now available in Europe

N E W S
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The labels are also now being gradually 
implemented in Europe to the UDI 

(Unique Device Identification) requirements 
from the USA. UDI is a coding system 
which was introduced by the FDA in order 
to ensure standardized product labeling for 
medical devices. This entails leaving a 
small white field blank on the side of the 
label where all of the important information 
about the UDI system can be placed, such 
as batch numbers and the date of 
minimum durability (best before date) etc. 
This field will also be found on pjur EU 
labels in the future. Another important 
element of product labeling is having a 
clearly defined intended purpose indicated 
on the front of the label. For example, the 
made-up term „bodyglide“ is being 
replaced by „personal lubricant“ in order to 
ensure that the product and its intended 
use are clearly identifiable. Patrick Giebel, 

the Quality Management Representative at 
pjur, explains, „By converting to this 
system, we are guaranteeing that the 
customer directly sees what the product 
can be used for.“
 The implementation process is being 
rolled out gradually at pjur, starting with the 
top-sellers pjur Original, pjur Woman and 
pjur Light. „We started with the adaptation 
of the label for the American market two 
and a half years ago. Since it is only a 
matter of time until these requirements also 
become standard in the EU and we want 
to be in the position of offering uniform 
quality standards around the world, we are 
already getting prepared now,“ says 
Patrick Giebel.  By no means do the old 
product labels have to be exchanged; they 
can continue to be sold by distributors, 
since the regulation in the EU mentioned 
above is not binding yet. 

Wasserbillig, Luxembourg - 
pjur labels are being optimi-
zed as part of the ‚pjur safety 
campaign‘, in which the pjur 
group is drawing attention 
to product safety and asking 
distributors to carefully check 
the products they are selling. 

pjur is implementing 
UDI requirements step-by-step
pjur safety campaign 

The sale of the first three products 
with the new labels started already in 

September 

Zumio is a clitoral stimulator based on 
the circular fingertip motion





“CalExotics mission is to enhance 
the pleasure in people’s daily lives 

and to fulfill this mission we’ve crafted 
products specifically designed to bring 
couples together. They offer features 
and benefits for both partners, and can 
aid in an active and healthy sex life,” 
says Susan Colvin, Founder, and CEO 
of CalExotics. The Couple’s Enhancers 
collection was created with lovers in 
mind, with a variety of designs and 
styles catering to people in all walks of 
life. All Couple’s Enhancers offer intense 
vibration for both partners, making the 
experiences even more enjoyable. They 
provide support for him, while also 
being stretchy and comfortable. Plus, all 
Couple’s Enhancers are made from 
body safe, unscented, phthalate-free 
materials. CalExotics has added two 

Almere, The Netherlands - HOT’s Intimate 
Care range at SCALA offers some 
fantastic female hygiene essentials, 
must-haves in any drugstore assortment.  
Highlights from the HOT Intimate Care 
collection are the Hydro Cream and 
Cleaning Towels. The Hydro Cream is a 
moisturizing cream that help nourish her 
intimate area and alleviate vaginal 
dryness; making intimate adventures 
more comfortable, enjoyable and 
pleasurable. This body-safe formula 
contains Aloe Vera and almond oil, 
creating a unique blend that has a 

new styles to the collection. The two 
designs are made of premium silicone 
and produce extreme power right where 
it matters most. The Silicone Recharge-
able Passion Enhancer features pleasu-
re ridges that provide a unique sensati-
on. The enhancer is also wide, allowing 
the intensity of the vibration to resonate 
throughout the entire erogenous zone. 
The Silicone Rechargeable Teasing 
Enhancer features a flickering tip that 
allows for more pinpoint stimulation. 
There is also a central area that features 
small nubs that offer even more plea-
surable sensations. Both enhancers 
offer seven intense patterns of vibration 
giving users a variety of options to play. 
They are also USB rechargeable, and 
100% waterproof for playtime anytime, 
anywhere. 

guaranteed nourishing effect. The 
Cleaning Towels are gently hygienic wipes 
that help her stay fresh and clean before, 
during or after play: making them 
essentials in any bedroom. The Intimate 
Care collection by HOT also includes Soft 
Tampons: string-less tampons that keep 
you dry and protected during that time of 
the month, with the bonus of being 
unnoticeable in underwear, swimwear or a 
day at the sauna sans clothes. Whatever 
she needs to keep her most intimate area 
stay healthy, fresh and protected, HOT’s 
Intimate Care range has it. 

Ontario, USA - CalExotics’ new Couple’s Enhancers are aimed at helping couples build a 
better connection in and out of the bedroom.

CalExotics presents new couples toys

The HOT essentials in intimate female hygiene

N E W S

Couple ‘s  Enhancers
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All Couple’s Enhancers offer intense 
vibration for both partners, making 

the experiences even more enjoyable





The Pearl2 can control or be controlled by other interactive 
devices, and can also be synced to an extensive volume 

of interactive content. CEO of Kiiroo, Toon Timmermans says 
“Our team has been working tirelessly for quite some time 
now on the next generation of our products. After years of 
research and feedback from our customers we have created 
Pearl2 to fill the gap in the interactive sex toy market. Creating 
an innovative, interactive pleasure product, that caters to a 
diverse audience was our goal, and we are proud to present 
Pearl2 to the world today.” Pearl2 boasts some of the most 
unique and progressive technology on the inside. The 
interactive vibrator has a powerful motor and is waterproof. 
With frequent firmware updates, Pearl2 is a timeless piece of 
art that will never go out of date. Pearl2 is compatible with all 
existing and future Kiiroo devices. The content on FeelMe.com 
and Pornhub, as well as existing video, VR, 3D gaming and 
device partners of Kiiroo are also compatible. Available to the 
public on August 29th 2017 in Australia, Canada and USA. 
For European customers, availability is scheduled for Septem-
ber 10th 2017.  

Amsterdam, The Netherlands 
- Kiiroo announced the release 
of their newest touch-sensitive 
device, the next generation of the 
Pearl vibrator. The new device, 
aptly named Pearl2, is an inter-
active G-spot vibrator.

Kiiroo releases second-generation 
interactive G-spot vibrator

N E W S

Perl2

Zwaagdijk, The 
Netherlands - Bathma-
tes new Trim made its 
debut at the 2017 
ANME in Burbank, The 
Trim, designed as a unisex grooming aid proved very popular 
and initial sales outstripped Bathmates initial stock holding. 
Key to Trim‘s success was a major take up by some of the 
world’s leading adult toy distributors. Eropartner placed a 
substantial order and have reported initial high sales volu-
mes. Tim, Brand Manager at Bathmate and Chris, Commer-
cial Director at Eropartner are both delighted with the way 
the Trim has been received by the market and are super 
pleased with the initial orders. Tim said “its great that 
Eropartner have picked up the Trim, and they have done a 
fantastic job in promoting the Trim to their customers.” 

New Bathmate Trim now available 
at Eropartner
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Pearl2 is compatible with all 
existing and future Kiiroo devices
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There is also a hot sex tip on the side 
of every box (in German and English). 

The calendar‘s beautiful look is topped by 
the ‘box trick’ – the empty boxes can be 
turned around and then put back in the 
calendar so that an erotic picture slowly 
appears!
 Size: 45.4 x 41.5 x 8.8 cm. Including 
an insert showing the customer what ar-
ticles there are in the calendar, though not 
revealing on what day these can be found. 
If a customer wants to give this Advent 
calendar as a present, the included insert 
can be removed. Item number 0633658 
0000
 A very special highlight is for sure the 
Fetish Advent calendar that also comes in 
an XXL format with 24 doors until “Silent 
Night”! Bittersweet pleasure is hiding 
behind the 24 doors instead of sweet 
chocolate. There are lots of saucy items 
waiting, e.g. fl oggers, restraints, nipple 
clamps and hot wax, anal toys with or 

Zwaagdijk, The Netherlands - Luxelux 
have presented a Bluetooth-speaker 
masturbator called Memphis. On the 
one hand it is a Bluetooth speaker on 
the other hand, it’s a male masturbator. 
The device is now available at Eropart-
ner. Memphis is a product from the 
Libertine men’s selection of toys in 
Luxeluv’s Destinations range. “This adult 
toy is rock ‘n’ rolls ‘no f**ks given’ attitu-
de perfectly packaged for plenty of 

without vibration, unusual sex toys for 
the penis, items for spanking, restraints 
(from soft to hard), a bondage rope and 
accessories like condoms and lubricant for 
intensifying fun. Size 68 x 44 x 5 cm! Item 
number   0636460 0000. But if you like it 
rather sweet and sexy instead, the sexy 
chocolate Advent calendars may be the 
very thing for you: “Sweet Xmas” with sexy 
Christmas women – erotic fi gures made of 
delicious milk chocolate are hiding behind 
the 24 doors. Item number   0777331 
0000. “Sexy Xmas” with sexy Santas – a 
chocolate heart and an erotic picture of 
a man is hiding behind each of the 24 
doors. Item number 0777099 0000. And 
the heart-shaped couple’s Advent calendar 
ensures a “seductive Christmas time“ 
due to the 24 tasks that are getting hotter 
and hotter each day. It is marked on the 
outside which door is for HER, for HIM or 
for BOTH together. German and English.
Item number   0776122 0000.  

‘em,” Eropartner said in a press release. 
The hygienic and fully washable real-feel 
vaginal sleeve attaches to a 
small-yet-powerful vibrator to deliver 
sensations that resonate with whatever 
the customer is listening to. Memphis 
by Luxeluv could also be a gift for 
bachelor parties, boyfriends or just that 
dude you know who literally has 
everything except, probably, a speaker 
you can jack off into.  

Flensburg, Germany - Quite noble is the XXL Advent calendar made of stable cardboard 
with folding doors and 24 removable boxes behind the doors. There are extremely erotic 
surprises in all 24 boxes: high-quality sex toys, lingerie, massage oil, lubricant, condoms, 
cheeky sex games, joke items and much, much more!

Erotic Advent calendar 
from ORION Wholesale

Memphis now available at Eropartner

N E W S

Every year  a  top sel ler
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The XXL Advent calendar is made of 
stable cardboard with folding doors and 

24 removable boxes behind the doors

Memphis is a Masturbator-
Bluetooth-Speaker combo





The elegant vibes have a very modern, 
elegant and fashionable aesthetics: 

instantly drawing attention in any in-store 
display. The range coves various 
products categories, including a selecti-
on of vibrating bullets like the Electra and 
Princess models. Whilst the Electra has a 
smoother, classic silhouette, the Princess 
features a textured, diamond-inspired 
print; offering unique sensations during 
use. Both vibes offer 7 powerful func-
tions of vibrations, are water-proof and 
come coated in silky silicone for a soft, 
pleasurable touch of softness. The 
designs also have luxurious rose-gold 

Stratham, USA – OhMiBod  introduces its 
latest rhythmic marvel: the Club Vibe 
3.OH HERO remote control wearable 
vibrator for both men and women. „We 
are so proud to welcome the HERO to 
the Club Vibe family,“ said OhMiBod 
co-founder Suki Dunham of the wireless 
vibrating plug. „It‘s powerful enough to 
catch a stimulating buzz but quiet 
enough to not draw attention to yourself!“ 
In the tradition of OhMiBod‘s successful 
line of Club Vibe wearable music-driven 
massagers, the 3.OH HERO is designed 
for comfort and is made of body-safe 
silicone.  It boasts USB rechargeability for 
both the remote control and the vibe itself 
and operates wireless range of up to 20 

accenting at the base, adding some 
more glamour to your Luxe-experience. 
Another highlight from Luxe collection is 
the dual-motored Opus: a unique, 
wearable couples toy that provides 
simultaneous clitoral and g-spot action, 
whilst indulging both lovers with powerful 
vibes. Its ergonomically curved silhouette 
ensures a comfortable fit, whilst the 
intuitive controls are easy to manage 
during play. The Electra, Princess and 
Opus are all USB-rechargeable and 
come in a modern, trendy packaging 
that will instantly catch the eye of any 
design-loving consumers. 

feet (6m). In addition, the Club Vibe 3.OH 
HERO indulges users with three separate 
vibration modes: Tease (freestyle 
vibrations with the touch of a button); 
Groove (with five pre-set pulsations) and 
Club, that responds to ambient noises 
and musical beats.“The HERO is the next 
step in the evolution of OhMiBod‘s 
continuing line of exciting interactive 
toys,“ added Dunham, who co-owns 
OhMiBod with husband Brian. „While 
previous Club Vibe products were worn 
externally, the HERO goes deep to create 
an orgasmic delight. Couples will no 
doubt enjoy this latest creation and we 
look forward to hearing our customers‘ 
reactions.“  

Almere, The Netherlands - The Luxe collection’s designs by NS Novelties – available at 
SCALA in a variety of colors – offer exactly what their name suggests: a luxurious touch of 
intimate pleasure.

Luxe by NS Novelties 

OhMiBod achieves takeoff  
with launch of Club Vibe 3.OH HERO 

N E W S

Avai lable at  SCALA
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The Club Vibe 3.OH HERO is the latest 
in Club Vibe collection, which also 

includes the 3.OH Panty Vibe and 2.OH 
Panty Vibe





EDC Wholesale launched its EasyToys 
Collections in January of 2015 to 

great success in the European market. 
The Fetish Collection offers customers a 
varied selection of BDSM items for the 
curious and more experienced user. The 
line is presented in luxurious boxes that 
make for an eye-catching in-store display. 
The EasyToys Fetish Collection has over 
100 SKUs for the fetish afi cionado to 
choose from.  „We are extremely excited 
to enter the US market with Eldorado as 
our partner. We couldn’t wish for a better 
distributor to start this venture,” remarks 
Andre Visser, International Sales Director 
at EDC Wholesale. “EasyToys is growing 
at an amazing rate here in Europe and 
taking advantage of the reach that an 

Almere, The Netherlands –  FT LONDON 
– the innovative brand behind the 
best-selling G-Vibe and GVibe2 – 
doesn’t just have amazing duel-ended 
vibrators; its collection also includes 
other categories such as various 
high-end kegel balls, like the new The 
Geisha Balls 2; now ready to order at 
SCALA. The Geisha Balls 2 is a new 
generation of kegel balls. These sleek 
balls have a velvet soft finish, making 
them pleasurable to use and luxurious to 
touch. The silicone removal-sting is 
hygienic, sturdy and has a shortened 
length for maximum user comfort. The 

award-winning company like Eldorado 
has will only help our brand grow inter-
nationally.”  The EasyToys Fetish Col-
lection boasts everything that is needed 
for an exciting and thrilling fetish game. 
Each product in the line is intended to 
make the fetish game extra thrilling with 
everything from blindfolds, handcuffs, 
and ticklers to butt plugs, paddles and 
restraint systems. “What is great about 
the Fetish Collection is that it is not made 
of leather but looks like leather and is 
a fraction of the price!” says Jon Vogt, 
Eldorado Director of Purchasing. “It is a 
more advanced line for people who have 
dabbled in bondage but want to explore 
deeper. The line fi lls a niche for Eldorado 
and our customers.”  

two love balls encased in the smooth 
silicone wrap are weighted perfectly for 
intimate stimulation. The balls allow 
women to train their pelvic floor muscles 
in a comfortable, easy and stimulation 
way: working out has never been so 
pleasurable. Stronger pelvic floor muscles 
make for stronger, more intense orgasms; 
so, using the Geisha Balls 2 isn’t just fun 
in the short-term, it’s also very beneficial 
in the long run. The Geisha Balls 2 comes 
packaged in an eye-catching, modern 
packaging which has a high-end, 
boutique look and feel; instantly drawing 
consumers’ attention.  

Veendam, The Netherlands – EDC Wholesale partnered with the US-based Eldorado Trading 
Company, the award-winning distributor of adult toys, party supplies and lingerie to exclusi-
vely distribute the company’s house brand EasyToys Fetish Collection in the United States.

Eldorado adds 
EasyToys brand to exclusive lineup 

Geisha Balls 2 now ready to order at SCALA

N E W S

EDC Wholesale expands to the US
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The EasyToys Fetish Collection is now 
also available in the US
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The erotic specialist has eight different 
versions available this year – one of 

them being the new pocket-sized calendar. 
The pin-up calendars are shrink wrapped 
for damage-free delivery. The pin-up 
calendars come in packs of 10 and the 
pocket-sized calendars come in packs of 
25. Pocket-Sized Calendar Pocket Girls 
2018 -  Item Number 0180610 0000. 
Calendar to go: 12 hot, pocket-sized girls 
accompany you throughout the year.  
Pocked-sized calendar, colour photos 
(softcore). Size 85 x 160 mm.Pin-up 
Calendar Sexy Girls 2018 - Item Number 
0180050 0000. Sweeten day-to-day life 
every month with these 12 sweet girls, 
which show off their hot bodies to you in 
exciting poses! Pin-up calendar, colour 
photos (softcore). Size 297 x 420 mm. 
Pin-up Calendar Big Boobs 2018 - Item 
Number 0180033 0000. 12 hot girls with 
sexy curves expertly putting their boobs in 
the limelight. Pin-up calendar, colour photos 
(softcore). Size 297 x 420 mm. Pin-up 
Calendar Hot Ass 2018 - Item Number 
0180068 0000. Enjoy the backsides of 

Almere, The Netherlands - The Kitten 
Collection by Allure is a fantastic choice 
in lingerie and erotic apparel, offering 
fashion-forward lingerie that will make 
women look and feel amazing. The 
collection distinguishes itself from other 
apparel by its trendy choice in materials, 
cuts and unique detailing. The range is 
sexy and daring, encouraging women to 
embrace their sexuality and flaunt their 
femininity via their lingerie. The new 
additions to Allure’s Kitten Collection at 

lovely girls in hot poses – a must-have for 
bum lovers! Pin-up calendar, colour photos 
(softcore). Size 297 x 420 mm. Pin-up 
Calendar Men 2018 - Item Number 
0180432 0000. A masculine “treat” every 
month: 12 muscly guys that will whet your 
appetite! Pin-up calendar, black/white 
photos (softcore). Size 297 x 420 mm. 
Pin-up Calendar Real Cocks 2018 -  Item 
Number 0180483 0000.  Would you like 
anything else? These guys show off what 
they have!  Pin-up calendar, black/white 
photos (softcore). Size 297 x 420 mm. 
Pin-up Calendar Hot Girls 2018 - Item 
Number 0180130 0000. The extra hot wall 
decoration: 12 girls show off everything 
without any taboos in breathtaking poses. 
Pin-up calendar, colour photos (hardcore). 
Size 297 x 420 mm. Pin-up Porn Calendar 
2018 - Item Number 0180530 0000.  An 
intense and in-depth look into the world of 
porn: there is an extreme position to suit 
everyone’s taste, whether it is oral, anal or 
vaginal! Pin-up calendar, black/white photos 
(hardcore). Size 297 x 420 mm. Delivery 
possible only while stocks last. 

SCALA are guaranteed to catch the eye 
of your consumers. The fashionable new 
designs include dresses, corsets, 
jumpsuits, bra-sets, teddy-sets and 
more. The collection marks a departure 
from only lace designs, also incorpora-
ting sexy wet-look fabric into outfits to 
create a striking contrast between the 
two. The figure-flattering outfits focus on 
highlighting the female curves, accentua-
ting her contours with daring cut-outs 
and silhouettes.   

Flensburg, Germany - ORION 
Wholesale’s new, neutral 
calendars for 2018 are now 
available – get your new 
versions of the best-selling 
calendars, which guarantee 
a sale, now! 

 Neutral Erotic Calendars 2018 
from ORION Wholesale

Allure’s Kitten Collection at SCALA

N E W S

Avai lable now
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ORION has eight different calendar 
versions available this year



The revolutionary  
new male stroker

An exciting
addition to oral sex

A stroker for 
solo pleasure

Super-stretchy 
material

Discreet storage 
case included

BlowYo-Tester

My orgasms are  
strong every time”

“

BlowYo-Tester

The closest to a blowjob  
I’ve ever felt from a toy”

“

4 exciting textures to recreate  
the intense sensation of oral sex

Find out more at www.lovehoneytrade.com   
 enquiries@lovehoneytrade.com

ORDER
NOW



EDC Wholesale started 10 years ago 
with a small online shop from Eric 

Idema’s attic (founder and CEO). The 
company kept growing and moved 
several times to a larger premises. The 
past four years the company grew out 
to became a successful international 
wholesaler, with a large number of suc-
cessful consumer websites. “I couldn’t 
be happier to be nominated for the 
prestigious Deloitte Technology Fast 50,” 
said Eric Idema. “I started with a wish, 
a dream, something small, not knowing 
if it would become a success or not. 
Today we have a tremendously hard wor-
king team and I am proud of each and 
everyone involved in the process of EDC 
Wholesale.”
 It’s no surprise that the company 
has been nominated for the Deloitte 
Technology Fast 50, as they are growing 
and expanding in many ways. In 2016 
EDC Wholesale was the fi rst European 
online sex shop to deliver to China. With 

Almere, The Netherlands - The Kink collec-
tion by Doc Johnson offers a sensational 
choice in the more adventurous, daring 
product categories. The kinky erotic novel-
ties are produced according to the highest 
quality standards, ensuring these durable 
designs can handle all hot and heavy 
intimate play. One of SCALA‘s favourites 
from the Kink collection – currently ready 
to order in the colors black and red – is the 
Explore Anal Plug. This visually stimulating, 

a comprehensive assortment with over 
12.000 sex toys, the company entered 
the largest erotic market and success-
fully so. In 2017 the company moved 
into new premises, offering a logistics 
center of over 8.000 square meters and 
a large offi ce space to house the cons-
tant growing staff of almost 120 people 
today.  EDC Wholesale also introduced 
several house brands, like EasyToys, 
Sway, MyMagicWand. The company 
recently entered the US market with its 
house brand EasyToys, an ‘exciting new 
venture’ according to International Sales 
Director, Andre Visser. This month’s 
eroFame will be fully dedicated to the 
newest editions of these brands and the 
introduction of the newest house brands, 
Sinner Gear, Boners and FPPR. Visitors 
to the eroFame show are welcome to 
visit the EDC Wholesale booth #154-158 
to see the new products in action. The 
winner of the Deloitte Technology Fast 
50 will be announced on 12 October. 

open design features a hollow center and 
hole in the base, allowing for easy inser-
tion. Insertion of what consumers  might 
ask: well, anything they fancy, such as 
other toys, liquids, nozzles, funnels, tubes 
and more. The hollow plug is made of 
quality silicone that is both sturdy, yet still 
fl exible for maximum comfort. The fl ared 
base ensures the plug stays in place all 
throughout play session, whilst the ridged 
silhouette adds more intense pleasure. 

Veendam, The Netherlands - EDC Wholesale has been nominated for the Deloitte 
Technology Fast 50 2017. The companies on this list have been nominated based on 
their turnover over the past four years.

EDC Wholesale nominated 
for ‘Deloitte Technology Fast 50’

Voyeuristic backdoor play with the Explore Anal Plug 

N E W S

Winners to be announced on 12 October

50  w w w . e a n - o n l i n e . c o m  •  1 0 / 2 0 1 7



Bold Boris,  
Funky Fella und Glossy Glen

NEW! 
Remote control for all  
Mystim toys available: 

Meet the Mystim Cluster Buster.

MÉNAGE À TROIS
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www.mystim.com



 SCALA are stocking various delicious 
body paints by different brands: all 

designed to be savored and indulged 
during a session of creative, intimate play. 
Highlights from the SCALA body paint as-
sortment include the Chocolate Body Paint 
by Spencer & Fleetwood, available in a 
large tube or tin. This very affordable, tasty 
paint is easy to apply, delicious to savor 
and great for fi rst-time artists thanks to its 
attractive pricing. The Chocolate Mousse 
body paint from the Dona by JO collection 
has a very rich fl avor profi le that will indulge 

Flensburg, Germany - 19 new outfi ts from 
the Noir Handmade label are now availa-
ble exclusively at ORION Wholesale. This 
means that the Flensburg erotic specialist is 
expanding its extensive assortment and will 
have even more trendy looks and styles. The 
new collection from Noir Handmade has 14 
outfi ts for HER and 5 outfi ts for HIM. They 
are sexy and fi gure shaping, and although 
they mainly appeal to connoisseurs in the 
gothic or fetish scene they do also appeal 
to fashion conscious club-goers. The outfi ts 

Los Angeles, USA – Topco Sales is offi cially 
shipping Farrah‘s Deluxe Vibrating Stroker, 
the newest addition to the popular brand and 
molded directly from reality TV star Farrah 
Abraham. Featuring an exact hand-painted 
replica of her very own vulva, Farrah’s Deluxe 
Vibrating Stroker is made of remarkably lifeli-
ke CyberSkin to make it easy for fans to live 
out their ultimate Farrah Abraham fantasies 
anytime the moment strikes. Farrah’s Deluxe 

any sweet tooth! The product includes 
a brush for easy application and is also 
infused with aphrodisiacs and pheromones 
for a truly irresistible taste that will certain-
ly get consumers in the mood for more!  
Shunga’s Strawberry Wine Body Paint 
offers delicious hints of strawberry and is 
non-staining: meaning any spillage during 
the Picasso-session is easy to clean. This 
tasty formula comes in beautiful bottle with 
elegant oriental-artwork and includes a 
brush: adding massive gift-appeal to this 
already fantastic body paint option.  

are made out of high-quality power wetlook 
that are combined with lace, eyelets and 
embroidery. The power wetlook feels smoo-
th and it is also extremely stretchy meaning 
that it’s almost crease-free when worn and 
fi ts like a second skin. All outfi ts are available 
in S, M, L and XL.  The new collection from 
Noir Handmade will be delivered in new 
packaging – a high-quality cardboard box 
with a detailed image of the respective pro-
duct on it. There is also a description of the 
product in nine languages on it as well.  

Vibrating Stroker is packed with features, 
including a 6-function vibrating bullet, 
realistic vulva/vagina styled design, and a 
super-tight, textured inner tunnel for a reali-
stic feel. The open-ended sleeve is encased 
in an easy-grip contoured shell and comes 
packaged in Topco Sales’ now-famous 
Farrah’s packaging, featuring sleek matte 
detail with sophisticated full-color photos of 
the reality TV star on all sides.    

Almere, The Netherlands – 
Flavored body paints are the 
perfect way to draw some 
passion into the love life and 
explore each other’s bodies in 
new, exciting ways.

SCALA’s body paint assortment

New outfi ts from Noir Handmade

Topco Sales now shipping Farrah’s Deluxe Vibrating Stroker

N E W S

Great  select ion f rom dif ferent brands 
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The new collection from 
Noir Handmade has 14 

outfits for men and 5 
outfits for women

Farrah’s Deluxe 
Vibrating Stroker 

is made of 
remarkably lifelike 

CyberSkin 



Distributed by:

REEF
Couple vibrator

Red
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Le Wand Version 2 features a slew of 
improvements that take the user expe-

rience to the next level. Among them is its 
greater range of vibration that allows the 
wand to start at a lower speed and fi nish 
at a higher speed that has been made 
even more powerful than before with a 
motor that offers speeds that exceed 
6,000 RPM. Additionally, with Le Wand 
Version 2’s new Plug-and-Play capabili-
ties, users don’t have to wait for Le Wand 
to recharge to enjoy it — simply plug 
in Le Wand to a wall outlet for powerful 
stimulation. Le Wand Version 2 now also 
comes with a universal changeable adap-
tor that includes U.S., U.K., E.U. and AU 
plates. Le Wand Version 2 now features 
10 click-through speeds that allow users 
to quickly fi nd the perfect speed or it 
can be used variably as with the original 

Almere, The Netherlands - The TOYJOY 
Just For You range offers a great choice 
in glamorous pleasure providers with the 
sparkling Diamond line. The very affordab-
le Diamond designs are a great choice for 
entry-level consumers who want to explo-
re their desires in a non-intimidating way, 
with a glamourous touch! The silhouettes 
in the Diamond range offer powerful, 
multi-speed vibrations, easy to control 
with a simple twist-cap base.  There are 
3 types of silhouettes to choose from: the 
Diamond Petite, Diamond G-Sense and 

Le Wand massager. While exploring the 
various speeds that Le Wand offers, users 
now have the ability to scroll in reverse to 
select their preferred speed. Simply hold 
the function (~) button for three seconds 
and release to go back to a steady vibra-
tion.
 To make the Le Wand massager even 
more discreet to use, Version 2 features a 
improved internal structure that makes it 
quieter while in use. “Le Wand is dedica-
ted to delivering a luxurious experience 
and by enhancing its functionality, versa-
tility and ease of use, Version 2 is sure to 
exceed users’ expectations,” Le Wand 
Founder & CEO Alicia Sinclair said. “We 
took careful consideration of customer 
feedback and we think everyone will be 
pleased with the new and improved Le 
Wand Version 2.” 

Diamond Superb. The Petite is a compact 
pleasure bullet, perfect for satisfaction on 
the go. The G-Sense is an ergonomically 
curved g-spot vibe that delivers pin-point 
pleasure, right where she wants it. Last, 
but certainly not least, the Superb is a 
classic vibrator with a tapered tip that 
provides powerful stimulation all throug-
hout its sleek shaft. The 3 designs are 
available in the colors black, pink and red, 
all enhanced with sparkling rhinestones 
at the twist-cap base for a glamorous 
addition to intimate play.  

New York, USA - Premium rechargeable massager Le Wand has been revamped to offer 
even greater power and versatility with the rollout of Le Wand Version 2, which is now ship-
ping to resellers.

Le Wand Massager 
rolls out upgraded Version 2 

Shine bright like a diamond 
with TOYJOY Just For You

Improvements include Plug-and-Play,  greater  range of  v ibrat ion and more

Le Wand Version 2 is now shipping 
to resellers  





NEW: ST RUBBER Box
SEXY BIRTHDAY SURPRISES 
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Schneider & Tiburtius Rubber GmbH
D-66787 Wadgassen-Hostenbach
T/F +49 6834 4006-0 / -11 . info@st-rubber.de

STRUBBI.COM

His trip also included product training at the CNP retail 
chain in Volketswil and in Egerkingen – which was met by 

great enthusiasm from the sales assistants and branch 
managers: “It was great to be able to ask all the questions we 
had. In the personal lubricants sector in particular, it is 
essential to know the background and different USPs of the 
products in detail. This knowledge will enable us to improve 
the advice we give our customers even further,” said Phil 
Scheck, CNP branch manager.  Stefan Daniel then visited the 
vast 1,350-m2 specialist erotica shop Erotikland in Dietlikon. 
There he also had the opportunity to speak to the director 
about the new pjur SPA product line, which Erotikland will now 
be stocking. Other visits, including to Libosan in Othmarsin-
gen and the Swiss toy brand bwish, were also extremely 
successful. “I am delighted with the positive feedback from 
our customers. It’s always nice to meet sales assistants and 
purchasing agents in person, as this gives them a completely 
different relationship with our products, and where there is any 
ambiguity or any gap in their knowledge this can often be 
clarified really simply,” explains Stefan Daniel. “I’m already 
looking forward to future visits and would happily come back 
to Switzerland again and again.”  

Wasserbillig, Luxembourg - Key Account Manager Stefan 
Daniel was in Switzerland for product presentations and 
in-person talks with various customers.

pjur product training in Switzerland

N E W S

Customer serv ice 

Flensburg, Germany - The new collection 
‚Bondage‘ by Cottelli Collection is really hot 
because it has fancy lacing and functions. 
This lingerie is perfect for pleasure that’s a 
little bit out of the ordinary. Black is the 
dominating colour in this collection and the 
lingerie designs are invitingly open. Trendy 
wetlook was chosen as the main material for this collection. The 
wetlook is combined with powernet and lace. The loops on the 
lingerie, which serve as gentle handcuffs or arm restraints, are the 
collection’s hot highlight. The exclusive outfits provide captivating 
moments of pleasure – in the usual high quality at a great price. 
The ‚Bondage‘ collection by Cottelli Collection is available at 
ORION Wholesale from now on. The collection will be delivered in 
the new Cottelli packaging – a high-quality cardboard box that 
can also be used as a gift box. This cardboard box has a detailed 
image of the respective product on it and is covered in an 
additional slipcase.  

Cottelli Collection
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pjur‘s Key Account 
Manager Stefan Daniel 
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These rings – ready to order at 
SCALA – are a fantastic choice for 

couple’s looking for fun, non-intimida-
ting toys to enhance their love life. Made 
of stretchy PVC, featuring thrilling clito-
ral stimulators and available in a variety 
of bright colors, the Couple Enhancers 
range is an eye-catcher that will surely 
charm consumers in any in-store or 
online presentation. 
There are various playful designs to 
choose from, including the Triple Clit 
Flicker, the Double Dolphin, the Raging 
Bull or the adorable Intimate Butter-
fl y. Each features the same powerful, 
multispeed vibrating bullet; but differs 

Veendam, The Netherlands - The luxu-
rious rabbit vibrators from The Rabbit 
Company have arrived at EDC Wholesa-
le and are now available for retailers to 
order. The Rabbit Company, known for 
its innovative and women-friendly pro-
ducts, offers the ultimate collection of 
luxurious and powerful rabbit vibrators. 
“The products have an outstanding qua-
lity, complete reliability, beautiful designs 
and the power to deliver the ultimate 
orgasm.” Said Eric Idema, CEO of EDC 
Wholesale. The rabbits are designed by 
a team with over fi fty years of combined 
pleasure product industry experience. 
The Rabbit Company vibrators are all 
made of seamless, body safe silicone 
material, providing a soft to the touch 

in the type of clit stimulator. For ex-
ample: the Double Dolphin offers twice 
the pleasurable stimulation with dual 
dolphin-shaped stimulators at each 
side of the ring, whilst the Raging Bulls 
will put you in a stampede of passion 
with its sexy tickling horns. The Intimate 
Butterfl y is a cute classic with fl uttering 
wings, whilst the Triple Clit Flicker is 
a more abstract interpretation of the 
bunny-shaped stimulator. All rings are 
made of stretchy, quality PVC for a one-
size-fi ts-most appeal, whilst the trendy 
packaging has a cohesive brand appeal, 
allowing to mix-and-match favorites in 
one fantastic in-store display.  

feel that sets it apart from other toys. 
Long ears and micro whiskers add 
micro-vibrations for a toe curling good 
time! USB Rechargeable portable cable 
makes buying batteries a thing of the 
past! The simple one touch control 
panel allows for an easier overall user 
experience. The Rabbits features two 
powerful motors that stimulate inside 
and out for sensual satisfaction that 
can’t be matched. “We love this collec-
tion with many different types of rabbit 
vibrators with an incredible power. The 
choices are endless, from the classic 
Rabbit, a favorite among women for 
decades, to something extra special to 
play with like The Beaded DP Rabbit.” 
said EDC Wholesale.   

Almere, The Netherlands - The Couples Enhancers collection by CalExotics offers a great 
choice in quality cock rings, designed for both partners to enjoy.

CalExotics’ Couples Enhancers 

The Rabbit Company arrived at EDC Wholesale

N E W S

Avai lable at  SCALA

58  w w w . e a n - o n l i n e . c o m  •  1 0 / 2 0 1 7

The Rabbit Company collection is in 
stock now and ready to ship to EDC 

Wholesale customers
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Retailers who who agree to list the 
luxurious pleasure products, oils and 

candles will become part of an exclusi-
ve group of retailers worldwide who will 
be visited personally by Eropartner and/
or Jade Bawa, sales executive at Love-
honey, to discuss their individual require-
ments. The team will deliver brand and 
bespoke product training to ensure staff 
are fully trained and confi dent with the 
product USPs prior to in-store launches. 
Chris Bakker, co-owner of Eropartner, 
comments on why they chose to exclu-
sively distribute Coco de Mer in Europe: 
“There really isn‘t another brand quite like 
Coco de Mer out there. The products are 
housed in an elegant display cabinet which 
show off the products so beautifully and 
the products come in the most exquisite 
packaging. The toys themselves look very 
sleek and we were instantly wowed by 
the collection when Jade Bawa visited our 
offi ces to present the collection and tell us 
the brand story. We have never seen such 

Flensburg, Germany - The countdown 
has started: there are only a few weeks 
to go before the eroFame 2017 trade 
fair starts. It will take place on the trade 
fair grounds in Hanover from 11th –13th 
October 2017. ORION Wholesale will be 
there as always with its large team 
presenting its new Wholesale catalogue, 
and numerous innovative product 
novelties and packaging designs. 
ORION Wholesale has organised a great 
competition as a special thank you to all 
the trade fair visitors. Three shopping 

enthusiasm from our sales team following 
a training session than after  they saw 
Coco de Mer. It really is a very exciting 
opportunity.“ Jim Primrose, Lovehoney 
International Sales Manager, comments 
on the distribution partnership: “We have 
an excellent relationship with Eropartner, 
having worked together for a number of 
years. Our relationship has been built on 
integrity, sharing ideas, our vision and 
goals together. The Coco de Mer exclusi-
vity will be managed quite differently to the 
other brands we supply to Eropartner. We 
will be very much hands on and will work 
more closely with them than ever before to 
help support and establish the brand with 
the best retailers in Europe.” Jade Bawa 
also added, „This is only the beginning of 
something really great and I can‘t wait to 
visit the many retailers across Europe to tell 
them the wonderful Coco de Mer story!“ 
Lovehoney has reported a surge in interest 
in luxury products in Europe, especially in 
France, over the last 12 months. 

vouchers, which make up 6000 euros in 
total, are up for grabs. All the visitors 
have to do to enter the competition is to 
fill out the VIP ticket and hand it in at the 
ORION stand (No. 24). Anybody who 
doesn’t have a VIP ticket for the compe-
tition can download one here: www.
orion-wholesale.com  The ORION 
Wholesale team wish all the visitors a 
successful few days at the eroFame and 
are looking forward to having construc-
tive conversations in the usual relaxed 
atmosphere.  

Bath, England/ Zwaagdijk, 
The Netherlands - Lovehoney 
is delighted to announce that 
Eropartner will be Europe’s 
exclusive Distributor for its 
Coco de Mer Pleasure Col-
lection from immediate effect. 
The Coco de Mer Pleasure 
Collection has become syno-
nymous with luxury and quali-
ty and has hit the headlines in 
recent years due to stocking 
a £12,000 vibrator, reportedly 
purchased by Kate Moss.

Lovehoney cooperates with Eropartner 

Novelties, bestsellers and a VIP-Competition at the eroFame 2017

N E W S

Europe embraces luxury
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The Coco de Mer Pleasure Collection is 
now available exclusively at Eropartner 

ORION Wholesale has organised a 
competition for all eroFame trade 

visitors
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E V E N T

When Beate Uhse sold Scala Agenturen B.V. (Scala Playhouse) to Trudy Pijnacker and 
Walter Kroes, that market the end of the famous Scala in-house shows in Almere as the 
company is being moved to another part of the Netherlands. Over the course of the years, 
Scala Fair became one of the great traditions of the European adult market, and even as the 
marketplace changed and the number of in-house shows decreased, Scala’s fairs remained 
important events that were marked in many a trade members business calendar. The 
concept of inviting suppliers to Almere so they can present their products to the trade in 
person was a big draw, as was the combination of business and entertainment. The Scala 
Playhouse marketing team managed to improve the event time and again, and there was 
always something new so the concept never grew stale. But as the saying goes: Nothing 
lasts forever. And on the evening of September 4, it was the final curtain for the Scala Fair 
in Almere. But before that, Scala put on a great event, and while the developments 
surrounding the company clearly left an imprint on the show, it did not turn into a wistful 
send-off. Instead, the organisers seized the opportunity to assure the suppliers and trade 
members that this is just the end of a phase, not the end of Scala. It all started on 
September 1 with a nice get-together at the event hotel, which proved a great opportunity 
for networking and establishing new contacts. The actual Scala Fair started the next day, 
and it was all about new products, special offers, personal conversations between suppliers 
and trade members, etc. In the evening, Scala Playhouse invited their guests to a sailing trip 
on a three-mast ship. The Markermeer lake played along just fine, allowing the guests to 
enjoy the sunset at agreeable temperatures, with a light breeze to fill the sails. Speaking of 
sails, the gusts were also invited to participate in the tasks that go along with steering a 
sailing ship, such as hoisting the sails. The event returned to dry land and more business 
and presentations on September 3 and 4. 

SCALA stays the course
The  las t  Sca l a  Fa i r  i n  A lmere  –  a n  e ra  c omes  to  a  c lose exclusive
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E V E N T

Roxana Mendoza 
(CalExotics) talks 
to customers

Skipper Frans 
keeps a watchful 
eye on Lavi Yedid 
(NS Novelties) 

Busy as ever: 
Raymond Houtenbos (Pipedream Europe)

Klaus Pedersen (DanaLife), Huda Lutz (EAN), 
Trudy Pijnacker (SCALA), 
and Stefan Daniel (pjur)

FT London brand ambassador Marco Tortoni, 
with Matthias Poehl (EAN) and Randolph Heil (EAN)

Gordon Bannister (BMS Factory), Huda Lutz (EAN), 
and Dave Braff (Kama Sutra Company) enjoy the get-together

Maeglin Harmsen (Scala Playhouse) 
and Manon Vallée (Shunga))

Stefan Daniel presents 
pjurs new ScenTouch line
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The guests loved the sailing tripMarkus Pinetz, Philipp Török (One Solution 
GmbH), and Christoph Hofmann (Mystim 
GmbH) at the get-together on Friday night

Muiderslot (Muiden Castle) in all its glory The sailing trip started in the picturesque town of Muiden

EAN takes the helm: 
skipper Frans and helmsman Randolph Heil Rocks-Off‘s Sham Galoria Scott Watkins (Doc Johnson)

Michael Sonner, 
General Sales 
Manager of HOT, is 
happy about the 
positive response to 
the new BIO products

Gordon Bannister (BMS Factory) 
and Dave Braff (Kama Sutra Company)
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Innovation is a term that is used very 
generously in press releases, ads, and 

marketing presentations. Broadly speaking, 
all a product needs to offers is one detail, 
one feature that we haven’t seen in that 
exact same form, and it seems to qualify as 
an innovation. But is a vibrator really 
innovative because it has one more knob on 
it? Is a dildo innovative because it’s a bit 
softer than the previous model? Is a lubricant 
innovative just because it is beetroot 
flavoured? Well, you could obviously argue 
for and against any of these things, but my 
personal opinion is that a product needs to 
achieve a certain degree of separation from 
previous models to actually be deserving of 
the title innovation.
At the same time, an innovation doesn’t have 
to be wholly and utterly new, unlike anything 
we’ve ever seen before. Let’s take a look at a 
company that is widely regarded as one of 
the most innovative in the world: Apple. The 
product that turned the company into one of 
the biggest and most valuable brands on the 
planet was the iPhone. And since then, have 
there really been groundbreaking changes to 
that product? Did Apple completely reinvent 
the design with each new iteration? No. It’s 
still this tiny computer with a touchscreen 
and internet access. However, if you 
compare the original iPhone and the new 
iPhone X, you will agree that they are very 
different. Progress is the result of evolution, 
not necessarily revolution.
And what’s true for smartphones is also true 
for adult products. Improvements in design 
and user-friendliness, as well as less obvious 
changes such as a longer battery life or 

greater vibration strength all happen one step 
at a time; the toy category doesn’t transform 
by bounds and leaps. We have seen 
examples of this steady advancement at 
every eroFame show thus far, and this year 
will be no exception. Maybe the problem is 
just that they don’t jump out at you. Not 
because there are fewer new ideas, but 
because there are more “me-too” products. 
As a result, the new and shiny is often buried 
among the mass of same old concepts. 
However, with all the new vibrators, dildos, 
lubricants, and masturbators in the market, 
this is an excellent opportunity for adult 
retailers to leverage their knowledge and help 
the consumers find the products that are 
best for them and offer a new take on a tried 
concept. Extensive know-how goes a long 
way to setting brick and mortar stores apart 
from mainstream stores and online shops.
And there is another aspect that makes 
eroFame a window to the future of our 
industry: The old notion of the brilliant creator 
who quietly works in a little room, fiddling 
about day in, day out until at last, there is 
that divine revelation, and he presents his 
brilliant, groundbreaking innovation … well, 
this concept is not really applicable anymore 
in today’s market. As technology and 
production become more complex, it 
becomes more important to communicate, to 
exchange ideas, to get outside feedback and 
learn about new takes on ideas. This is how 
innovation is created today, and eroFame is 
the perfect place for that.

eroFame is a major 
platform for companies 
to present their latest 
products. That was the 
case in years past, and 
it won’t be any different 
this year. But we will 
have to wait until after 
the show to determine 
whether it met the trade 
members’ expectations 
– and whether the 
products on display 
offered enough 
innovative ideas.

Window to the future 
or Business as Usual?  
E xp e cta t ions  reg a rd in g  e roFa me  2017  exclusive

Pro

 Matthias Poehl, editor in chief
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 Randolph Heil, 
editor

Unless some exhibitors surprise the visitors by 
pulling a major innovation out of their hat, it 

looks like eroFame 2017 will be a case of “busi-
ness as usual” – which is by no means a negative 
comment. It’s just that, in light of the announce-
ments that have been made thus far, it feels like 
there won’t be any real innovations the way we 
saw them at previous trade conventions. For 
instance, who doesn’t remember the European 
premiere of We-Vibe, way back when in Berlin? Or 
the womanizer at eroFame 2014? And those are 
just two examples among many.  Interest in these 
products was enormous, trade members stood in 
long queues to get to the producers’ stands, and 
everybody just knew that these were groundbrea-
king products that would change the market for 
adult toys forever. A similar buzz also surrounded 
the appearances of certain product lines and 
brands that blazed new trails with an admirable 
pioneering spirit, changing and correcting the 
public perception of sex toys in the process. And it 
doesn’t look as though we’re getting something 
like that this year. At least, there is no indication of 
such a game changer – although I’ll be the first to 
admit that the importance and impact of a 
products is often in the eye of the beholder. Not 
every product line can sell millions of items like 
King Cock, not every brand can attract the kind of 
mainstream love that Jimmyjane gets, nor do they 
have to. It doesn’t mean that there won’t be 
interesting new products at eroFame 2017, either. 
Because there will be, that is as sure as eggs is 
eggs. No, what I am trying to say here is that the 
market needs new ideas and concepts to keep 

evolving, and I’m not sure if the 
products we know of so far will leave 
a lasting mark on the market. Of 
course, I might be completely off, 
and a product that doesn’t look that 
extraordinary at first glance will end 
up connecting with the consumers in 
a major way. There are many 
examples of such products as well, 
and if some more join the list this 
year, I’ll happily eat crow. Maybe I’m 
also being too harsh in my assess-
ment. Innovation of the kind I 
described above simply doesn’t 
come along every day – and I guess we don’t really 
need a revolutionary new concept at every 
eroFame. The show is still worth the trip for any 
trade member, with or without game changers, 
what with all the new products that we will see at 
the show. And again, maybe one of them will floor 
us all. I’m definitely ready to be proven wrong!

Contra
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 „There’s been a bit of a technological bent to 
the interviews and columns in recent EAN 
editions. Back in August I’d waxed lyrical about 
issues concerning AI sex robots. The September 
edition features the excellent interview with 
hacker RenderMan in which EAN editor 
Randolph deserves much credit for raising 
awareness of the issues covered in it. It’s a 
must-read article and a timely wake-up call for 
the adult retailing industry. And while most marke-
ters won’t personally be involved in implementing 
or testing the security of their connected 
products, they had better be aware of the issues 
concerning them and how they are perceived by 
their most important audience – customers.

Admittedly, for some company creators, safety 
and security doesn’t make them tingle with excite-
ment. Let’s be honest: an entrepreneur starting up 
an airline doesn’t go into business with the ultima-
te mission of making air travel the safest it could 
ever be. They do so to make money. But, without 
acknowledging the importance of (and spending 
money on) safety and security, they’re going to 
have empty planes. It’s a must-have requirement. 
Without it, there’s no trust. Without trust, there’s 
no sale. Without sales….you get the picture.

And with the rise of ‘connected’ sex toys and AI 
dolls, the adult retailing sector has to be similarly 
minded.

In his monthly column, Brian 
Gray from Glasgow-based 
consultancy Lascivious 
Marketing offers his thoughts 
on all things marketing…and 
perhaps one or two other 
things. This month, he talks 
about technology and trust. 
And killer sex robots?

The internet of (sexy) things … 
and nightmares?
MAR K E TING  MATTERS exclusive
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As devices progressively offer more features and 
invariably become more ‘connected’ it’s a fair assumpti-
on to make that even more data will be collected and 
stored. We’re not living in a legislative ‘wild west’ 
however. In the UK at least, Section 1 of the Data 
Protection Act highlights that “Personal data shall be 
adequate, relevant and not excessive in relation to the 
purpose or purposes for which they are processed.” 
Other European states will have similar laws. There may 
be some suitably red-faced lawyers and bureaucrats 
pondering over such issues in the not-too-distant future. 
What exactly comprises ‘too much’ information that a 
sex toy might be collecting?

But while manufacturers must exercise caution on what 
they can and should be collecting and be crystal clear 
on communicating this to buyers, consumers must also 
exercise personal responsibility. They need to make their 
own decisions. It’s up to them whether they want to use 
such devices and to clue themselves up accordingly on 
how intrusive such devices could be and how 
comfortable they are sharing this data. In short, the 
market will decide. 

While marketing segmentation divides 
consumers into groupings according to 
any number of different shared 

characteristics, I’m predicting that if it’s 
not already happened, there will be a 

growing number of adult consumers who 
will shy away from ‘connected’ devices. 

These are people who are already wary of the 
‘internet of things’ and where their personal 
(in this case VERY personal) data is going 
and who sees it. 

For such people, it’s bad enough to be 
worrying about satisfying one’s partner(s). 
Now there’s the distinct possibility that such 
concerns will be compounded by worries 
that one’s most intimate moments are being 
somehow sucked up into the ether and 
stored thousands of miles away. Talk about 
‘digital performance anxiety’!
 
The internet of things is hardly making sex 
simple for privacy-conscious lovers. Fancy an 

impromptu frolic by the fireplace on the lounge 
floor? In the old days the biggest worry (aside 

from STI’s) was getting carpet burns. Now they had 
better first check that swish-looking TV by the corner 
(the ‘Weeping Angel’ scandal allegedly involving the CIA 
and MI5 makes for scary reading). Quick, let’s move to 
the kitchen table! But what about the shiny smart 
refrigerator: is it recording too? Er….a quickie in the 
car? Wait, it’s also connected. What about…. Ah, forget 
it. The bedroom it is. Once the room has been cleared 
of anything electronic, of course.

Am I being alarmist here? Unfortunately not. There’s 
more than enough reporting on it. But the ultimate scare 
story arose just a few weeks ago. A sensational claim 
was made by a cyber security expert, in which hacked 
AI sex robots could kill their owners by taking control of 
their limbs and giving other instructions. Whilst not 
going full ‘Westworld’ or ‘Fembot’, it’s still a somewhat 
scary thought. It would certainly make for one very 
interesting reconstruction on the BBC’s Crimewatch 
programme. One further consideration: at the moment 
most talk concerning data gathering refers to the 
companies themselves. Then there’s the criminal 
elements. And if the crims can find chinks in the armour, 
Big Brother will certainly have succeeded. Orwell’s 
Oceania would have loved this. And the Stasi, for that 
matter.
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But many people don’t seem to care about their data 
or most intimate moments being recorded. When the 
revelations about GCHQ’s ‘Optic Nerve’ programme 
became public, did it mobilise protest groups or 
generate wholescale behavioural change? Hardly. For 
many, using web or Bluetooth-enabled apps and 
devices to add an extra dimension to their sex lives is 
a natural progression, and one that can bring 
heightened excitement and pleasure. As long as 
consumers are informed and companies stay within 
the letter of the law and on top of safety and security 
requirements, may the connected fun flourish for 
those willing participants.

But is there a flip side to all this? Is there a future 
scenario whereby any unconnected devices or toys 
are the exception rather than the rule? Are they going 
to be looked upon bemusedly and exhibited in a 
museum? What about the hordes of Etsy sellers 
creating wonderful artisan dildos? Should they start 
packing up now? 

Definitely not.

An integral part of marketing is about identifying 
opportunities and potential buyers. For all the  
enthusiasm and benefits that come with ‘connected’ 
sex toys, there will still exist customer segments who 
either cannot afford such products, don’t like them, 
or do not want to be connected at all: at least not in 
their sex lives.

In fact, being unconnected could become a USP in 
itself. Create a brand whose ‘big idea’ is encapsula-
ted as ‘sex without surveillance’ (it’s not bad for a 
positioning statement either). Imagine the ad copy for 
a hand crafted artisan dildo: “Sex shouldn’t be 
complicated. Disconnect yourself from the all-too 
connected world out there. And enjoy.” With a great 
brand identity, targeted social media, provocative and 
engaging content marketing that is reinforced through 
face-to-face event exposure, there’s a real opportuni-
ty to show genuine empathy and build a community 
with consumers who align with the intrinsic brand 
values.

RenderMan and other hackers who expose security 
weaknesses are to be commended for pressuring 
manufacturers to act upon their shortcomings. The 
more sophisticated and connected the devices, the 

more important trust between buyer and seller 
becomes. And while I’ve spoken about the issue of 
trust vis-à-vis safety and security, it would be remiss 
of me not to mention the matter of consent, 
especially pertaining to the type of relationships adult 
retailers have with their customers.

There’s a common adage permeating through society 
nowadays that ‘it is better to seek forgiveness than 
ask permission’. Similarly, Madonna famously opined 
in one of her saucier songs from the early 1990’s that 
‘Poor is the man whose pleasure depends on the 
permission of another.’ Adopt any of these mantras 
now when handling customer data and you’re in big 
trouble. Poor – if not bankrupt – is the man (or 
woman) whose business depends on, yet ignores, 
the permission of its customers.

The General Data Protection Regulation that comes 
into effect across Europe in May 2018 will harmonise 
data protection rules, and also offer consumers more 
of a say regarding how their data is stored and used 
by companies. The nature of consent is also a 
prominent ingredient. And while this is not the sort of 
thing that generally excites adult retailers, it’s the sort 
of thing that one had better become au fait with. 
Quickly. Fines for non-compliance are, without 
exaggeration, eye-watering. 

In preparing for this, smaller companies may have the 
advantage over corporate behemoths. Small 
companies should make the most from free advice or 
courses offered through local business support 
organisations. Their size should make for increased 
agility and flexibility when implementing necessary 
changes. In contrast, spare a thought for bigger 
companies. Recent research conducted by the 
Financial Times highlights technology companies’ 
predicaments. Facebook reckon that for them “…
initial compliance would cost several million dollars.” 
The article concludes by citing technology groups 
who “…suggested GDPR could be one of the most 
expensive pieces of regulation in the sector’s history.”

In short, trust matters. Consent matters. Consider 
yourself informed.

Brian can be contacted at lasciviousmarketing.com, 
found on Twitter @LasciviousMktng or phoned on 
+44 (0)141 255 0769.



NEW

WWW.SCALA-NL.COM
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For more than 20 years, FUN FACTORY has focussed on the female 
anatomy when developing sex toys, resulting in ergonomically 
shaped and well-designed products that continue to thrill women 
the world over. But the German company is interested in more than 
female pleasure; they also care about female health. Products such 
as SMARTBALLS, which help strengthen the pelvic floor muscles, 
are at the forefront of the sexual health segment. Now, the team 
present the next logical step in that field, a product they proudly 
add to the FUN FACTORY range. Its name: FUN CUP. Following 
numerous months of research and development to find the perfect 
shape and deliver the best-possible product, FUN CUP is now 
finally ready for the market. One of the goals FUN FACTORY want 
to achieve with this product is to lift the taboo that still surrounds 
menstruation, and help women all over the world to be more 
confident and positive when they have their period.

Periodically carefree with FUN CUP 
F UN FAC TO RY  in t roduc es  n ew  sexua l  h ea l th  p roduc t exclusive



starkdistribution.co.uk | wholesale@starkdistribution.co.uk | +44(0) 20 7367 4486
Meet us at booth number #53.

eroFame 2017

AVAILABLE NOW
email for full catalogue
wholesale@starkdistribution.co.uk

LEATHER | STEEL | RUBBER | TOYS
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W
omen are very conscious about 
what they buy, what they eat, 
what they wear, what kind of 
make-up they use, and about 
what is good for their body and 

for the environment. No matter the situation, they 
want the best. They avoid unnecessarily exposing 
their body and the environment to chemical 
substances, parabens, and plastics, and more and 
more often, they choose products made from 
organic substances. No matter the situation? Well, 
almost. Because there is one important aspect of 
womanhood that many grudgingly acquiesce to 

and that most women regard as a nuisance more 
than anything. Menstruation. When that time of the 
month approaches, the majority of women reach 
for a tampon or a sanitary pad and hope that the 
period will go by painlessly and inconspicuously. 
However, most menstruation hygiene products 
such as tampons and pads are made from 
bleached cotton, meaning they leave fibres in the 
vagina which can exsiccate the intimate flora. 
Furthermore, a single woman creates up to 140 
kilogrammes of waste over the course of her life, 
simply from using these disposable products. 
Therefore, FUN FACTORY has set out to do away 
with the taboo surrounding menstruation and 
provide women with the knowledge and confiden-
ce they need to be open and uninhibited when it 
comes to their period. What’s particularly important 
to the German company is showing women that 
menstruation is so much more than just a recurring 
nuisance.
 The monthly bleeding demonstrates to women 
what marvels their body accomplishes each and 
every month, and it shows them that everything is 
all right. As the first step on the way to achieving 
their goal, the FUN FACTORY team have de-
veloped a menstrual cup that makes life easier 
during menstruation and at the same time also 
supports the body. FUN CUP can be worn up to 
twelve hours at a time, and depending on how 
strong the period is, women can get through their 
day without having to worry and without even 
having to think about their menstruation. They do 
not need to make plans for when and how they are 
going to change pads or tampons. Using the FUN 
CUP, they can do whatever they want and 
whatever they would do if it weren’t that time of 
month. They can go running, dancing, swimming, 
hiking. The ergonomically rounded shape of FUN 
CUP adapts perfectly to the female anatomy. FUN 
CUP is made 100% from medical-grade silicone 
– a hypo-allergenic, body-friendly material. It is also 
easy to clean, non-porous, and the best part: It 
can be washed and reused over and over for up to 
10 years. FUN CUP is available in two sizes, A and 
B. A is for light menstruation, young women or 
women who have not given birth yet. B is for 
stronger periods and women who already have 
given birth.
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Somewhere between Star Wars and iPhones and Skype, sex toys joined 

the geek squad. Although admittedly a little late to the party, it was 

only a matter of time before our most private desires got pulled into 

the technology spotlight. Now that we‘re carrying mini computers in 

our pockets (read: smart phones) and are far beyond needing cords to 

connect to the internet, we‘re after the same convenience and 

high-tech quality that we expect from our less taboo electronic devices. 

Is purchasing a vibrator all that different from seeking out our next 

laptop? Today‘s tech-savvy manufacturers and consumers are eager for 

a whole new way to sexually connect.

 The Future of Sex
Manufac tu r e r s  a im  f o r  th e  s ta r s  w i th  a  modern  l i n e -up  o f  sex - tec h  toys exclusive
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T
he move towards tech started subtly 
enough. Rechargeable vibrators began to 
appear as a luxury addition to hipster 
brands like JimmyJane and Fun Factory, 
and now they‘re fairly standard across the 

industry, regardless of price points. Next came Crave‘s 
Duet vibe, a sleek, dual-pronged toy with a removable 
cap that revealed a USB plug, making charging via 
laptop port a game-changing reality. From there, sex toy 
engineers went on a spree of creation that would 
impress the intergalactic crew on Star Trek.
  Teledildonics became a buzz word somewhere 
around 2013 and, if Mr. Spock concurs with our trend 
calculations, will continue to inspire the next decade of 
sensual products. A mash-up of telecommunications 
and mutual masturbation, teledildonics took phone sex 
into outer space – almost literally. When couples travel 
and need their Skype date fix, look no further than 
sex-tech pioneers Kiiroo. Instead of awkwardly 
balancing a cell phone or trying to get just the right 
angle on the laptop cam, long-distance lovers can 
please their partner with the push of a button – or the 
stroke of a vibrator. Their paired Onyx and Pearl toys – a 
motor-driven masturbator for him and a touch-sensitive 
vibrator for her – are enabled with haptic technology 

that allows each partner to feel sexual touch across 
continents. Couples connect using Bluetooth and a 
special platform that allows for a dirty conference call, 
complete with video, of course. 
  “This is something amazing for couples in a long 
distance relationship, who travel a lot for work, or are in 
the army,” says the Kiiroo team. “We offer couples a 
chance to be intimate anywhere and always. The 
devices are two-way, so both can send and receive 
signals to make the experience complete.” When she 
strokes or inserts the Pearl, her movements are 
mimicked by the Onyx‘s stroking motor, and when he 
inserts himself into the Onyx, the Pearl responds with 
multiple vibration patterns, and it all happens in real 
time. If that isn‘t kinky enough for you, this tech toy pair 
can be connected to Kiiroo‘s porn library for solo or 
coupled viewing. “You can watch porn with your partner 
and both devices will sync along with the video,” says 
the company. “This is just one of the ways to explore 
new situations with your partner and talk about 
fantasies. Those extras help you to improve your sex 
life!”
  New electronics purchases are enough to make 
most techy first-adopters giddy, but what about all 
those old-fashioned sex toys without multiple moving 
parts? Earlier this year, Kiiroo introduced an add-on to 
amp up Fleshlight‘s classic strokers with a touch of 
robotic lust. The Launch, a collaboration between Kiiroo 
and Fleshlight, is a barrel-shaped device that attaches 
to any traditional Fleshlight masturbator to create a 
hands-free pleasure experience. Users can cycle 
through different speeds and modes, or hook it up to 

This article is 
contributed by 
Colleen Godin, 
EAN U.S. 
Correspondent
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Kiiroo‘s porn platform and sync the Launch‘s 
movements with the adult stars on screen. 
  The team took their latest creation from 
Amsterdam all the way to Austin, Texas for the 
internationally-famous tech start-up and music 
conference, South By Southwest. Sex toy 
companies are just starting to have a presence at 

such mainstream events, 
but both Fleshlight and 
Kiiroo were generally met 
with excitement. “I think 
technology brings great 
opportunity to the sex 
industry, as it can show 
the mainstream media the 
adult industry in a new 
light,” says Kiiroo‘s Chief 
Technology Officer 
Maurice op de Beek. “It 
was a great feeling to see 

such enthusiasm for our 
technology and all the hard work put into the 
design and functionality of the device.”
  As sex-tech breaks into more open, social 
spaces, smart phones become the new medium 
for pleasure and connectivity. Companies like 
We-Vibe and Lelo‘s sister brand, Pico Bong, use 

smart apps to bring the technological experience 
down to earth. Similar to Kiiroo‘s real-time 
couples‘ toys, We-Vibe‘s wearable Sync vibrator 
for women puts her orgasmic potential in a 
partner‘s hands. Download the vibe‘s app and 
the Sync functions similarly to an old-school 
remote control vibrator – but 100 times better. 
Instead of fumbling with battery-operated 
remotes and the annoyingly short distance limits 
between the toy and controller, the power of the 
internet can send a teasing buzz from anywhere 
in the world. For serious phone addicts, Pico 
Bong turns getting off into a game. Their Remoji 
brand line, with toy options for all genders and 
body parts, buzzes along to music as users 
swipe across adorable animal characters and 
complete finger challenges that offer rewards in 
the form of vibrations. 
  The smart phone-centric sex toy range only 
grows from here. It‘s almost impossible to find a 
modern kegel-ciser that doesn‘t offer feedback 
and work-out stats via app. Pleasure products 
are accelerating in advanced tech design and 
having zero problems keeping up with mainstre-
am electronics, largely due to young adult 
reliance on the internet. Millennials are a huge 
driving force in pushing taboo toward the tech 
sector. Although they‘re spending less money 
than previous generations, they‘re making more 
informed decisions about what they buy – and 
they definitely won‘t be leaving their smart 
phones behind anytime soon. “Tech-savvy 
Millennials are keen to learn and embrace the 
future of technology, especially in regards to 
teledildonics and sex tech,” says op de Beek. 
  As it becomes more difficult to “unplug” and 
enjoy life that doesn‘t revolve around a screen, 
techy toys might seem like a hindrance to real-life 
sex. However, tech-forward manufacturers‘ goals 
are anything but preventative of staying in touch 
with your living, breathing partner. “We know that 
it can be hard to keep the spice in your 
relationship, especially when you are in a long 
distance relationship or traveling a lot,” remarks 
the Kiiroo team. “We give people the option to 
feel each other online [because] we want to bring 
people together.” In a fast-paced culture that 
increasingly finds ways drives us apart for our 
careers, our obligations, and our dreams, it‘s 
almost ironic that our glowing screens just might 
be the key to maintaining our most human 
connections.
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Kiiroo‘s Chief 
Technology Officer 
Maurice op de Beek
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F
rom the beginning, the idea 
was to offer a hands-free, 
couples vibrator at an 
affordable price (49,90) – 
one which was perfect for 
couples who want to add 
a fresh sensation to their 
love lives. The young and 
modern MOQQA toy line, 
with its focus on begin-

ner’s toys, made an ideal brand to launch for an 
affordable version of the famous couples vibrator. 
With no comparable product of this quality or 
price on the market, the MOQQA Reef is sure to 
become a huge hit for couples.

“With the MOQQA Reef, we are bringing Europe-
an couples an authentic We-Vibe experience at 
an incredible value,” said Simon Smith, VP busi-
ness development at Standard Innovation®, the 
company behind the We-Vibe brand. “Retailers 
and consumers can be confi dent in knowing 
that Reef is designed by We-Vibe, makers of the 
original and signature couples vibrator.”

“We are very much looking forward to launching 
this great product, which we strongly believe co-
vers a gap in the market and offers unique value 
to the customer, especially at this price point. 
We also look forward to taking our longstanding 
relationships with Standard Innovation as well 
as Eropartner to a new standard!” said Philippa 
Koenig Chief Commercial Offi cer of AMORELIE

Shared pleasure and intimacy
The new Reef couples vibrator is made of 
body-safe silicone and is designed to be worn 
by women during sex. Thanks to the famous, 
fl exible and curvy We-Vibe design, the toy fi ts well 
between two bodies and stays in contact without 
slipping out of place. It’s comfortable and easy to 
use, making it great for beginners.

Simple and convenient, the vibrator is controlled 
by a single button. The external stimulator con-
ceals a powerful motor that transmits the intense 
vibrations to both stimulators for a simultaneous 
pleasure experience. Reef can also be used as 
vibrator for solo pleasure, it’s battery-operated, 
designed to be splash proof, and is made of 
skin-friendly material

The creators behind Reef
We-Vibe is the world’s leading designer of 
couples vibrators. The brand continually seeks to 
optimize its premium pleasure products for the 
best customer experience. With a vision to create 
a new, more affordable couples vibrator for the 
European market, We-vibe found an ideal match 
in AMORELIE’s MOQQA brand. The MOQQA 
collection consists of a wide range of vibrators, 
anal toys, love balls and a penis ring. All products 
are specially designed for beginners, with a 
high-quality standard and an affordable price.

The perfect Christmas gift
Colourful, playful and modern! The cute packa-
ging is not only discreet but also makes Reef a 
great holiday present for an intimate partner. The 
toy will be only available for distribution at Ero-
partner and will be delivered from mid-November. 
Pre-orders can be sent from mid-October. 

Reef in a nutshell
• Couples vibrator for more orgasms together
• Worn by women during sex
• Stimulates her clitoris and G-spot and his 
 penis simultaneously
• A perfect for sex toy newcomers
• Affordable price (49,90) - only at Eropartner
• Length: 7,6 cm, Ø 2,6 - 3,6 cm
• Delivery starts mid-November
• Pre-order from mid-October
• Makes a perfect holiday gift for an 
 intimate partner

When two expert brands 
come together to create a new 
affordable pleasure 
product for couples, it’s 
couples that have something 
to look forward to! At the 
start of this year, We-Vibe and 
MOQQA by AMORELIE united 
in an exclusive collaboration 
to launch a new, co-branded, 
authentic We-Vibe couples 
vibrator, the MOQQA Reef. 

We-Vibe and MOQQA by AMORELIE 
come together with new couples vibrator

De s igne r  b ra n ds  l a un c h  c oup les  v i b ra to r  Ree f exclusive
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Every year, the trademark yellow glow of pjur’s 
stand can be seen from afar through the halls 

in Hanover. This year, however, the stand isn‘t just 
dominated by its CI colours. There‘s also a new 
hue: A rich turquoise-blue, reminiscent of the 
ocean in Mauritius or the Seychelles. Visitors of 
eroFame can almost feel the soft breeze wafting 
through their hair, the warm sun on their face and 
the white sand between their toes. This year, pjur 
wants visitors to its stand to unwind. Reflecting 
the new pjur SPA ScenTouch range, there‘s 

everything visitors need to really relax, 
including free slush drinks and 
espressos at the traditional pjur bar. A 
trained masseur is also on hand to 
pamper customers with the new range 
of pjur SPA products.  
 The new products are available in four 
fragrances: Cherry Dream, Strawberry 
Summer, Vanilla Seduction and Melon 

Breeze. There‘s also a non-perfumed 
version: pjur SPA ScenTouch Neutral Way. Each 
one is a real innovation. They feel like massage 
oils but contain neither oil, silicon, fat or water. 
This means they do not leave a greasy film on 
the skin after a sensuous massage. They can be 
removed quickly, easily, and, most importantly, 
without leaving behind any residue. Once they 

have been wiped off, skin feels dry but also soft 
and enriched. What‘s more, pjur SPA ScenTouch 
products are breathable as they do not clog 
pores. With their delicate, pleasant fragrances, 
the new product range takes users on a 
sensuous journey into a world of relaxation, 
fantasy and lightness. The products are also 
dermatologically tested and contain natural 
vitamin E and natural jojoba. They are hypoaller-
genic, vegan, manufactured without animal 
testing and free of hormones and parabens. So 
even visitors with allergies can take some time 
out on the pjur massage chair and extensively 
test whether the products deliver on their 
promise. 
 Visitors of eroFame who are looking for a little 
neck massage or fresh coffee – or simply want to 
switch off for a while, this year‘s pjur stand is the 
place to be. Of course, the company will be 
holding a competition again on Wednesday and 
Thursday and there will also be a little surprise at 
the Oktoberfest – all related to the subject of 
wellness & spa. „We look forward to taking you 
on little journey to far-off beaches, turquoise-blue 
seas and beautiful sunshine,“ explains Alexander 
Giebel. „Visit us at stand number 94 or simply 
follow the gentle aroma of cherry, strawberry and 
vanilla – you won‘t regret it!“

Stress, thousands of appoint-
ments, and aching feet: That‘s 
what the hustle and bustle of 
a trade show usually means. 
This year at eroFame, 
however, pjur is taking a 
different approach: It wants 
every visitor to its stand to 
kick back and relax. 

Sit back and relax: eroFame and pjur
Mas s age s  &  sw eeps ta kes exclusive
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When giving guidance and product information to 
the kink curious, it’s important to dispel BDSM 

myths. Remind your customers that: 

BDSM Is Not That Weird
Broken down to simplest terms, BDSM isn’t as 

intimidating or severe as it seems. Many sexual 
activities “vanilla” folks engage in can be considered 

kinky. Consensually tying someone’s hands with a 
necktie, being domineering in bed, wearing costumes, 
and hair pulling are all aspects of BDSM. Many of us are 

kinky without even realizing it. 

The acronym BDSM stands for: 
bondage/discipline, dominance/sub-
mission, and sadomasochism. These 
words represent most activities included 
under the kinky umbrella. It’s rare to fi nd 

a kinkster who likes everything the acro-
nym represents. For instance, if you only 

BDSM has become a fi xture in mainstream 

culture. The Fifty Shades phenomena opened the 

fl oodgates leaving increasing numbers of 

consumers eager to dip their toes in the 

kinky waters. Lack of clear information, 

an overwhelming number of product 

choices, and apprehension about the 

unknown can make it diffi cult to take 

that fi rst kinky step. 

 Helping Consumers 
Get Their Kink On

An a r t i c l e  by  Sunny  Me gat r on ,  Ca lExo t i c s  Expe r t  S expe r t exclusive
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Sunny Megatron, CalExotics Sexpert 
and adult sexuality educator, public 
speaker, blogger, and sex and 
relationship writer
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like bondage, you’re still considered a practitioner 
of BDSM. Although pain can be one aspect of kink, 
it’s very possible to get your freak on without it. 

The Purpose Of BDSM Is Very Individual
Some people enjoy BDSM because they like 
playing with dominant/submissive power 
dynamics. Others love the endorphin rush that 
results from pain. Sometimes kink gives us the 
permission we need to shed sexual inhibitions. 
Some believe sharing new sensual experiences 
creates deeper intimacy with partners. 

BDSM is appealing for many different reasons. 
The one thing they have in common is they are 
done for the mutual and consensual enjoyment 

for all involved.  Encourage your customer to 
think about what result they wish to achieve by 
exploring kink. Have them consider the 
following types of play: 

Sensory Deprivation
For sensual players, sensory deprivation is a 
wonderful start. The premise is simple: if you 
remove one or more of the fi ve senses, the 

remaining senses become amplifi ed. Putting 
on an Scandal Eye Mask  makes every 
touch and sound seem more intense. 
More daring kinksters can opt for the 
Scandal Silicone Stopper Gag or add 
sensation play, bondage, or pain into 
the mix. 

Sensation Play 
Sensory deprivation and sensation 
play go hand in hand. Running a 
Entice Passion Wheel over the 
skin, teasing with an ice cube or 
drizzling a Scandal Feather Crop 
across a blindfolded partner’s 
sensual areas will kick their sense 

of touch into overdrive. This type of 
play can be tender or adrenaline 
packed depending on the 

participants’ preference and style. 
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Bondage
Some submissives feel 
closer to their lovers when 
surrendering all control, or to 
switch things up reverse roles. 
Use restraints on the dominant part-
ner, allowing them to lay back and enjoy 
the ride. The Scandal Universal Cuff Set 
Wrist Cuffs are comfortable, wrist and ankle cuffs 
with Velcro style closures for a quick exit if needed. 
They can be used in conjunction with ropes or 
attached to other objects for advanced play.

Pain Play
Pain in sexual scenarios can be very 
pleasurable. Spanking the butt and thighs with a 

Scandal Wide Tip Crop increases 
blood-fl ow to erogenous zones 

aiding in arousal. Adjustable 
Entice Feather Nipplettes can 
be used on the nipples, labia 
or scrotal skin for a similar 
effect. After a few minutes 
of even mild pain, the body 
releases “feel good” 
chemicals known as 
endorphins. Similar to a 
“runners high” endorphins 
cause us to enter a mildly 
euphoric state. This is 
especially pleasurable 
when combined with 
sexual activity and sensory 
deprivation. 

Overall, it’s important to 
remind consumers that BDSM 

isn’t something alternative people 
practice. It’s normal, healthy and 

most of us already engage in it to 
some extent. Kicking it up a notch 

doesn’t require fetish clothing or 
expensive BDSM gear. With a few simple 

items, a little creativity, and some 
encouragement, anyone can explore 

their kinks. 
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I
t‘s no secret that sex education in 
schools leaves a lot to be desired. Most 
students scarcely learn proper condom 
use and STD prevention, much less 
how to give and receive pleasure and 

navigate sexual relationships. “Sex ed for 
students is very uneven and pleasure usually 
isn’t the focus,” confi rms Pamela Doan, a 

If knowledge is power, then sexual knowledge is personal freedom. Our 

sexual identities and desires can help defi ne our self-esteem and growth. They 

form a huge part of our personality, however hidden or revealed, and when 

our sex lives aren‘t happy or healthy, other parts of our lives can suffer. Luckily, 

sexual wellness is making a big comeback and paving the way for all people to 

fi nd exactly what they need for a great sex life. Despite the vastness of the 

internet, it‘s not always easy to procure 

information that‘s helpful or even remotely 

relevant. Sifting through the hundreds of 

thousands of online sex toys and 

dishonest sales pitches doesn‘t exactly 

untangle your mess of questions, either. 

Where all else fails, brick-and-mortar 

retailers are stepping in and 

enthusiastically accepting the role of 

Sex-Ed Oracle. It‘s a big task to 

educate an entire population of curious, 

sex toy-loving consumer who often left 

high school absolutely clueless about the 

human body. But if somebody‘s got to do, 

there‘s no one better than the people who 

sell sexual happiness for a living. 

 Sex (Education) 
on the Brain

Retailers meet the challenge of becoming modern resources for sexual wellness exclusive

This article is 
contributed by 
Colleen Godin, 

EAN U.S. 
Correspondent

Spokesperson for the Babeland retail chain. 
Schools are quick to jump on the abstinen-
ce-only approach and often try to scare kids 
away from sex altogether, which rarely offers 
the results that teachers intended. Preventing 
hormonal teenagers from exploring their raging 
sex drives isn‘t exactly an easy task. Instead 
of teaching kids the proper way to deal with 
their blossoming young adulthood, we wind up 
with a confused generation of youth stumbling 
through one of the most important aspects of 
life, where mistakes can change the way you 
sexually function forever. In a society seen as 
being obsessed with the topic, getting a stra-
ight answer on sex can be a challenge.

Oddly enough, it‘s no easier to get detailed 
information on anything sex-related from a visit 
to your family doctor. “Many doctors aren’t 
comfortable talking about sex,” says Tiffany 
Yelverton, a Sex Educator in California. “I have 
found many people think they are alone when 
experiencing sexual guilt, shame, dysfunction, 
or have questions about their bodies and sex.” 
If you can‘t talk to a doctor about your own 
body, then who do you ask? And where can 
you even feel comfortable discussing your 
sex life with near strangers? As it turns out, 
local adult boutiques have become an asset 
for consumers seeking the answer to a better, 
healthier sex life. 

“Manufacturers and retailers are often the fi rst 
step in a person’s sexual journey,” says Alicia 
Sinclair, CEO of sister brands b-Vibe and Le 
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Wand. “Retailers are answering questions that folks 
can’t seem to ask their doctor or therapist.” Sex 
toy shops have become the unoffi cial new resource 
for sex education, and many pride themselves on 
offering top-notch advice. The classy atmosphere 
of modern chains lends itself well as a safe place to 
begin exploring the physiology of sex. As customers 
browse through the myriad toys of different sizes, 
shapes, and functions, they‘re going to have a lot of 
questions before they buy, especially if an underlying 
medical issue comes into play. “We should provide 
accurate and sex positive information, which will 
in turn create an amazing experience and create a 
return customer,” remarks Sinclair. A knowledgeab-
le fl oor staff is the key to creating a mind-opening 
experience that lasts well beyond the sale and gives 
customers a  reason to come back, even if it‘s just 
to talk.

Retail sales associates have gotten an undeserved 
bad reputation for often being fl aky, lazy, and inatten-
tive to customers. However, this is usually the result 
of a company that doesn‘t invest in motivating their 

staff or express any interest in keeping them around 
with an enjoyable, challenging work environment. 
Successful adult retail sales staff are far more than 
clerks – they‘re teachers, counselors, and temporary 
best friends. The process of choosing a winning sex 
toy is a lot more delicate and involved than a visit to 
a clothing shop. Customers rely on adult boutique 
workers to act as sex educators, which can be a 
huge source of job satisfaction and pride. “We love 
and respect retail staff because they are potentially 
some of the best sex educators out there. They do 
improv sex-ed all day long,” says Ducky Doolittle, 
a Sex Educator and Marketing Expert for Blush 
Novelties. “Sexual wellness is a growing market. The 
idea feels safe and clean to customers. Ideally, a 
store that seeks to serve this market will have a well-
trained staff and educational materials to reinforce 
that mission.” 

Life is a constant learning experience, and wor-
king in a sex toy boutique is no different. On top of 
advances in product design, it‘s important to keep 
staff up-to-date on accurate health information and 
how to address customers‘ sensitive concerns. “All of 
the work we put into product selection and educa-
tion of our Sex Educator Sales Associates defi nitely 
continues to be a benefi t for our customers,” says 
Coyote Amrich, Product and Purchasing Director at 
San Francisco-based chain Good Vibrations. The 
type of customers encountered at an adult retailer 
will run the gamut from sexual trauma survivors to 
transgender persons to embarrassed men struggling 
with erectile dysfunction. Staff will need to under-
stand how to address each individual with respect 

Alicia Sinclair, CEO 
of sister brands 

b-Vibe and Le Wand
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and create a safe space for customers who may 
feel marginalized elsewhere. “Sex Education is in the 
DNA of Good Vibrations and has been integral to our 
company from the beginning,” notes Amrich. “Our 
Education Department, which is led by Carol Queen, 
PhD, educates all of our sales associates on anatomy 
as well as delving deep into product function, sexual 
response, and essentially everything needed to really 
assist our customers with their product choices.”

Wellness-based retailers like Good Vibrations and 
Babeland understand that customers aren‘t seeking 
another sales pitch on the next-best-thing. They‘re 
looking for a quality collection of products curated 
by sexuality experts who have their best interests 
at heart. Explaining the functions of a vibrator isn‘t 
enough. Store visitors want to know why they should 
buy a certain product and how it can help them 
achieve sexual freedom. “Consumers are coming 
into our stores seeking not just the products, but 
knowledge,” says Amrich. “You can fi nd products 
online and in a lot of stores, but our customers 
know that we truly vet items before they land on our 
shelves.” 

Creating a store environment centered on well-
ness requires two objectives, neither of which have 
anything to do with bottom lines or profi t margins. 
However, focusing on these two attributes will 
inevitably lead to a lucrative endeavor: passion and 
authenticity. “I can look at a [business] and know if 
there is anyone in that company with any passion for 
play. I can tell when they are driven because they love 
the products,” says Doolittle. When people love what 
they do, and when they feel fully engaged by what 
they do, it shows in every interaction. Every time a 
customer can learn something new from a quick visit 
to their local boutique, they‘ll feel empowered – and 
empowered consumers leave happy, and always 
return. Doolittle concludes with the best piece of 
advice every promising adult retailer should live by: 
“Sex education, sexual wellness, quality designs, a 
well-trained staff; all of these things have a cash value 
that smart retailers and manufacturers recognize.”

Ducky Doolittle, 
Sex Educator and 
Marketing Expert for 
Blush Novelties

Coyote Amrich, 
Product and 

Purchasing Director 
at Good Vibrations
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For one thing, he found that longer return periods encourage 
positive results. You might think that increasing the returns 

period would increase the number of returns and refunds, but 
Hansen has found the opposite to be true. He told us he’s 

“achieved a much higher authority in the market by providing 
value to customers.”

This insight is the result of an experiment to see how 
longer return periods would affect business. Sending 
back products they didn’t like is the legal right of every 
Danish online customer, and when sexchop.dk 
increased the return period from 14 days to 1 year, it 
turned out that Hansen’s customers either were 
satisfied with the product or forget to return it. 
Increasing the returns period has in fact resulted in a 
sales boost.

Here’s what Hansen had to say: “I had my doubts about 
introducing longer returns, but I’m now confident this is 

the way forward in our industry.” He plans to continue 
with the 1-year return period, seeing how it 

inspires trust and serves as an impressive 
marketing hook.

Another thing Hansen found, is 
that “sex toys continue to thrive 
in the Danish market, 
especially among women.” 
He also sees a boost in the 
sales of organic sex toys and 
accessories such as lubricants 
among female customers in 
the Danish market.
Hansen concluded that “after 
all, sex toys are for our most 
intimate parts, so it should be 

no surprise that organic products 
that are kind to our bodies are 

valued by the customers.” He 
hopes to see further growth in this 
niche as we head closer towards 
2018.

Michael Peter Hansen, founder, 
partner, and CEO of sexshop.dk has 
had great success in the Danish 
market this year, and his similarly 
oriented sex webshops in Germany 
and Sweden, managed under the 
name Palora, continue to thrive as 
well. The local market in Denmark 
has proven particularly fertile
 ground for Hansen who’s 
implemented some changes in 
his web shops recently to better 
reflect some trends in the 
market - changes which he 
was willing to share with EAN.

Sex toys continue to 
thrive in the Danish market

O r gan ic  s e x  toys  f o r  w omen  on  th e  r i se exclusive

Michael Peter Hansen 
is the founder of the 
online shops 
sexshop.dk and Palora
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 „In the case of In re Brunetti, now at the 
U.S. Court of Appeals for the Federal Circuit, 
the USPTO rejected an application to register 
“FUCT” for apparel on the basis that it would 
be barred by 15 U.S.C. §1052(a), banning 
registration of “immoral… or scandalous” 
trademarks.  Appeal briefs have been fi led, 
and oral arguments were recently heard, 
challenging the validity of the law under the 
First Amendment to the U.S. Constitution, the 

clause that provides for free speech in the 
country.  A decision from the high court 

is expected in the near future (It was 
not yet issued at the time of 

submission of this article for 
publication).

 It appears that 
a sweeping change may 

be coming in In re Brunetti because of a June 
2017 decision by the U.S. Supreme Court in 
the case of Matal v. Tam.  There, the highest 
court in the land struck down a law similar 
to §1052(a), but instead banning the regis-
tration of trademarks that are “disparaging” 
of a person, institution, or belief.  The Court 
broadly reasoned that “[i]t offends a bedrock 
First Amendment principle: Speech may not 
be banned on the ground that it expresses 
ideas that offend.” If offensiveness of dispa-
raging speech is not a ground for restricting 
a trademark, as held in Tam, then it would 
appear that such logic would also mean that 
trademarks considered “immoral” or “scanda-
lous,” although offensive to some, are similarly 
not restrictable. 
 In light of this, companies in the adult 

A trademark is a name, logo, or symbol that a company uses to identify its goods 
and distinguish them from the goods of others.  In the U.S., a federal registration 
system exists, managed by the U.S. Patent & Trademark Offi ce (the “USPTO”), 

where companies can register their trademarks.  Registering a tra-
demark provides the owner with many signifi cant advantages.  For 

decades, though, U.S. law has excluded adult-oriented busines-
ses from receiving those benefi ts because of a prohibition 

on registration of trademarks considered “scandalous” or 
“immoral.”  Trademarks that have fallen to that fate include 
“AW SHIT,” as well as “DICK HEADS” having a design portion 
including a representation of male genitals.  The sun, howe-
ver, may fi nally be setting on this era.

Trademarks and the Adult Industry: 
A Major Change on the Horizon

Why  I t  Mat te r s ,  How  to  P repa re ,  a n d  Wh a t  to  Look  Fo rw a rd  To exclusive
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entertainment industry should start to reexamine their 
brands and how they could potentially benefi t from 
trademark registrations.  Even in the unlikely event 
that the law does not change after In re Brunet-
ti, companies should familiarize themselves with 
trademark registration processes as they may be 
applicable to trademarks under their brand’s umbrella 
which are not considered offensive.  
 A few of the many benefi ts of trademark registra-
tions include the following.  A trademark registration 
enables its owner to sue for infringement in federal 
court, as well as allows the owner typically to collect 
signifi cantly larger damages in the case of a win in an 
infringement suit.  A registration serves to discourage 
third parties from adopting a mark similar to the regis-
tered trademark.  This is because the existence of the 
registration can be found in a search of the federal 
trademark database, and a subsequent application 
for a confusingly similar mark will be rejected by the 
USPTO.  In addition, when a trademark registration is 
recorded with the federal agency, U.S. Customs and 
Border Protection (separate from the USPTO), such 
agency can block importation of goods that bear 
infringing symbols or are counterfeits.  
 In order to properly use, register, and defend a 
trademark, important knowledge is required.  Here 
are a few helpful pointers on some of the basics you 
should know when building and protecting a brand in 
the U.S.
 Clearing a Mark – A trademark cannot be regis-
tered if it is confusingly similar to another previously 
registered mark.  The look, sound, and commercial 
impression of trademarks are compared, as well as 
the goods and services they each apply to, to deter-
mine how similar they are to one another.  You can 
visit www.USPTO.gov, the website of the U.S. Patent 
& Trademark Offi ce to do a trademark search.  
 Using a Mark – In order to receive a trade-
mark registration, the trademark must be in use in 
commerce.  Proof of use can be submitted with the 
application, or during the pendency of the applicati-
on.  When the trademark is applicable to goods, like 
DVDs or sex toys, proof of sale or transportation over 
state lines (or from the U.S. to another country) is re-
quired.  For services, like online video subscriptions, 
proof of advertising is usually suffi cient.  The use of 
the trademark must be continuous from the date of 
fi rst use and throughout the lifetime of the trademark 
registration.  Otherwise, the validity of the registration 
can be contested.
 Registering a Mark – In order to register a 
trademark, an application must be submitted to the 

Maxine Lynn is 
an intellectual 
property attorney 
and runs the blog 
SexTechLaw.com
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USPTO.  The owner’s name, address, state or country 
of incorporation must be included with a drawing and 
description of the trademark and the goods or services 
to which it applies.  The application is reviewed by an 
Examining Attorney at the USPTO.  Once allowed by 
the Examining Attorney, the mark is published for op-
position in the Trademark Offi cial Gazette for 30 days, 
giving third parties the right to protest the registration 
if they believe it will somehow harm them.  Assuming 
the mark gets through examination and the opposition 
period, the trademark application will issue into a regis-
tration.
 Notice of a Mark – Once a trademark is registered, 
always use the encircled R symbol (®) in proximity 
to the trademark.  This is considered “notice” to third 
parties of the owner’s claim to rights in the trademark.  
Such notice is required to be entitled to optimal dama-
ges in the case of infringement.
 Enforcing a Mark – In order to prevent “dilution,” 
i.e. weakening of your trademark rights, if a third party 
is using your trademark, or one confusingly similar, 
you have an obligation under the law to attempt to 
stop them.  This usually starts with a cease and desist 
letter, and can sometimes require going as far as fi ling 
a lawsuit for infringement. 
 It is important to understand that a U.S. trade-
mark registration will only protect companies against 
infringement in the United States.  Other countries 
around the world have their own trademark regist-
ration systems.  Infringement of a trademark in any 
other country is subject to the laws and courts of that 
particular country.  

 At this point in time, though various countries 
word the law somewhat differently, they essentially say 
the same thing – Offensive marks cannot be registe-
red.  For example, “[t]rademarks which are contrary to 
public policy or to accepted principles of morality” are 
prohibited under Article 7(f) of the European Union Tra-
demark Regulation.  Therefore, such registrations are 
banned in member countries of the E.U.  Similarly, in 
Australia, under Section 42(a) of the Trade Marks Act 
1995, a trademark application is to be refused if “the 
trade mark contains or consists of scandalous matter.”
 Accordingly, while businesses in the adult industry 
may soon be able to protect, in the U.S., a trade-
mark that might be considered offensive, they may 
fi nd that they are not able to also protect it in Europe 
or elsewhere.  This means that companies need to 
consider their current marketing approaches, as well 
as possible future expansions.  The trademark laws 
of the countries included in those plans should be 
checked.  It also may make sense to hire an attorney 
to help navigate the laws and processes.  Developing 
and executing a trademark strategy can be compared 
to performing a surgery on yourself – You can do it, 
but you will probably be unhappy with the result.  So, 
when things get tricky, get an attorney.  The invest-
ment in your trademark portfolio will pay back in leaps 
and bounds later on.
 In the meantime, we’ll wait for the decision in In re 
Brunetti.  It will likely be a huge breakthrough for the 
industry.  The tides are turning, and hey, its “the motion 
of the ocean” that matters, and that couldn’t be truer 
here.  

Disclaimer: The content of this article constitutes general information, and is not legal advice.  

If you would like legal advice from Maxine Lynn, an attorney-client relationship must be formed by signing a letter of engagement with her law fi rm.
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 „You are a regular visitor of eroFame. Will you 
be back again this year?
Robert Strzelecki: I will be back and happy to 
partake at eroFame. I think I skipped only the 
second edition which was organised in Hanover. 
To be honest, I always mark the next eroFame 
dates in advance in order not to 
miss it.
Rebecca Verreth: Yes, I will be.
Anette Nordstrand: Yes. 
Eric Vonke: For sure, we love meeting old and 
new friends in the business.
Daniel Amneklev: Yes, I will be there this year. 
We took a break last year, but this year, we´re on 
it again.
Ylva Franzén: Yes, indeed!
Asaf Yarkoni: Yes, we have been to eroFame 
since the first event and also plan on coming 
this year.

Tapio Ruppa: Of course. We‘ve been there 
every year and every time, and we always come 
again.
Michael Peter Hansen: Short answer – yes.
Patrick Pruvot: Of course! Passage du Désir 
will attend the show! We will be four of us onsite: 
myself as the CEO; there will be also  the 
sourcing manager, the digital manager, the brand 
manager as eroFame is a key event for us and 
our brand every year!
Davy Boothby: Yes of cour-
se, we always look 
forward to the 
show.

EAN interviewed 
wholesalers and 
retailers from Poland, 
Belgium, Sweden, the 
Netherlands, Great 
Britain, Israel, France, 
Finland, and Denmark 
to learn what they 
expect from this year’s 
eroFame, and also what 
suggestions they have 
to make the trade show 
in Hanover even better. 
Also, we ask them how 
important trade shows 
still are in the face of 
modern communication.

Meeting with people in person        
What  the  t r a de  members  expec t  f rom e roFa me exclusive
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What are your expectations for this year‘s eroFame?
Robert: First of all, I am going to meet with our old and 
new business partners and friends. You see, exchan-
ging e-mails is inevitable but seeing friends and talking 
in person is invaluable.
Rebecca: I always love to get in touch with makers and 
suppliers, and seeing the new items firsthand.
Anette: To find new products and to meet suppliers.
Eric: Lots of novelties, great showcases of new lines, 
and seeing new brands and faces.
Daniel: Actually, I don´t have any expectations. 
Unfortunately, I just heard that some distributers will not 
attend this year. Hope it‘s just a coincidence.
Ylva: My daughter Anna and I had a wonderful time last 
year; we made everybody happy with our fun and warm 
remarks! If we could come close to this atmosphere 
again, it would be awesome!
Asaf: We expect to find new suppliers with new, 
innovative products.
Tapio: I look forward to the famous relaxed atmosphere 
    and the nice people who have 

always been present at 
this fair.

Michael: Mostly 
the same as the 

last years in 
terms of 
exhibitors 
and 
suppliers. 
But I 
mostly 
attend to 
meet 

friends from 
the industry and 

have a look at new 
product launches. I 

especially look forward to 
the launches from We-vibe and 

the new PornHub brand. I hope that we 
will see some more in the area of sex tech 

as well as VR.
Patrick: We expect to see a lot of new creative 

products. 2017 is for us a very positive year as 

the adult market is expanding 
again in France. Therefore, we 
have to fulfill the customer‘s 
demands!
Davy: Similar to previous years, 
we never expect too much but 
anything we do pick up makes 
the trip worthwhile.

What are the reasons that 
motivate you to come to 
eroFame? Are you coming to 
buy? To meet your suppliers? To 
see new products?
Robert: First of all, we always 
meet our suppliers. eroFame 
creates such a great opportunity 
to meet them at their booths and 
talk. It is also good time for them 

to present their new products so 
we are always one of the first who 

know what is going to be released. And 
I am always very excited to experience this.

Rebecca: All three!
Anette: All three! 
Eric: eroFame is always a point of orientation for us. 
See what’s new, see what’s coming, meeting suppliers, 
and exploring new opportunities.
Daniel: Mostly we will be there to meet our suppliers 
and see new products. But also to talk and hang out 
with some other friends in the business.
Ylva: Choosing the best products in the market for our 
customers, meeting our suppliers, meeting all our 
friends from Sweden (we are like one big family) and of 
course buying.
Asaf: We come to eroFame in order to meet our 
current suppliers and meet new ones. We try to find 
new products, and usually make the purchasing only 
after the event and not during.
Tapio: Surely all of the above. Many exhibitors have 
trade offers for us to utilise, we see all the novelties and 
their features that are never seen and tested on the web 
pages. You will get more information about what the 
product really is. It is important to see suppliers, update 
contacts, etc.

    gives you something extra...
 “ I  HOPE  THAT  WE  WILL 

SEE  SOME  MORE  IN  THE 

AREA  OF  SEX  TECH  AS 

WELL  AS  VR . ” 
M I C H A E L  P E T E R  H A N S E N
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Michael: Of course, I come to the show to meet 
suppliers and to negotiate terms and volumes. New 
products are also important for me. But the most 
important thing for me is to see where the industry is 
heading. It‘s not about facts, you can get those through 
the internet, but at a show like eroFame, you can get a 
feeling for what is happening. How is the mood? Who 
moves forwards, who moves backwards? Those are 
the questions best answered by simply attending. The 
show is also a meeting space. Meeting with people in 
person gives you something extra... it’s hard to put a 
finger on exactly what it is, but there is something.
Patrick: We are coming to eroFame to meet up with 
our suppliers and engender synergies about collabora-
tions. We also like to exchange points of views with 
them to let them know our vision of what the final custo-
mer is looking for (some brands are sometimes too 
focused on production, and not enough on what the 
customers are really expecting to see and buy…)
Davy: Yes, hopefully all of the above, but most of all to 
see which way the industry is moving with products and 
services.

How important is an entertainment programme, for 
instance evening events such as the Oktoberfest?
Robert: I love it. We all know and enjoy the Bavarian 
hospitality. Great event. It allows people to relax, to get 
to know each other better, and to deepen relationships.
Rebecca: Not so important for me, I rather read a 
good book. 
Anette: It is nice to meet others in the same industry 
and suppliers in a relaxed environment.
Eric: For me, it’s not that important, but my daughter 
and wife think otherwise. 
Daniel: I would not say that the Oktoberfest is a very 
important thing but it is a fun event where you can hang 
out and party with friends in the business.
Ylva: Not very important for us, after a day at the fair we 
are all exhausted.
Asaf: We think it‘s very important since it gives us a 
chance to meet on a more personal level.
Businesswise, it also allows us to meet colleagues from 
all over the world and find ways to co-operate with 

them. Also, events like the 
Oktoberfest party can really make 
the trip much more memorable 
and bring us back next year.
Tapio: In fact, I‘m not a hard party 
guy, but Oktoberfest is always 
enjoyable because of the good 
food and a beer with nice 
colleagues.
Michael: I‘ve visited it every year, 
Oktoberfest is fun. But if you ask 
me, the bar closes to early... 
Patrick: By living the entertain-
ment programs such as evening 
events like the Oktoberfest, a lot 
of our suppliers became good 
friends of us, thanks to those 
events. Thus, those kind of events 
are important for us to attend!
Davy: It was great in the early 
years, especially for any 
newcomers in the industry as it 
brought everyone together in a 
relaxed social environment. It is 
not so important to us now, but 
still a nice touch, we try and make 
it every year but not a priority 
anymore.

What do you like most about 
eroFame?
Robert: I do appreciate and love 
the fact that eroFame keeps being 
professional and does not attempt 
to bring the porn industry onto the 
fairgrounds. So as long as 
eroFame stays far from being 
vulgar, I love it and appreciate it 
very much.
Rebecca: The presentation of 
new items.
Anette: To meet those sellers we 
work with.
Eric: That all and everyone who 
matter in the industry can be 
found at the fair. 
Daniel: I like the idea of having 
the most important suppliers in 
one spot, where you can have a 
chat with them all during the fair.
Ylva: The atmosphere of good 
humour.

 “ I  TH INK  I F  I  DON ’T  GO 

TO  THE  FA IR ,  I ‘ LL  LOSE 

MONEY. ” 
TA P I O  R U P PA

 “ I  DO  APPREC IATE  AND 

LOVE  THE  FACT  THAT 

EROFAME  KEEPS  BE ING 

PROFESS IONAL  AND 

DOES  NOT  ATTEMPT  TO 

BR ING  THE  PORN 

INDUSTRY  ONTO  THE 

FA IRGROUNDS . . ”
R O B E R T  S T R Z E L E C K I
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Asaf: We like that it is well organised and draws the 
most innovative brands on the market.
Tapio: Atmosphere. It is a professional event, but not a 
stiff one, a relaxed atmosphere all the way.
Michael: I like the vibes that are around, everybody is in 
a good mood, takes people out of the office for a 
couple of days to see the new stuff and meets some 
friends.
Patrick: eroFame is friendly and at the same time very 
professional, so it is a good recipe to make great 
projects!
Davy: The 24hr Garage across from the Best Western 
Premier Parkhotel. No seriously, it has always been the 
most useful and worthwhile trade show in Europe for us 
and it is just the right size to get done what we have to 
in a short space of time.

Where do you see room for improvement?
Robert: I think that, since eroFame has been success-
fully organised in a B2B formula for many years, maybe 
it is time to open up to the consumers and also 
organise a B2C eroFame?
Rebecca: There could be room for seminars or 
workshops. 
Anette:  I do not know.
Eric: I don’t honestly.
Daniel: It would be great if the fair could move location 
to a place that is bigger or maybe easier to travel to. 
Some sunny place would be great!
Ylva: Changing location, lectures on various themes, 
getting more detailed information on products.
Asaf: Actually, we would like to see more small 
companies and more unique products, also, it is 
sometimes hard to navigate the show floor.
Tapio: No great ideas for improvements. Over the 
years, the development of eroFame shows that the 
team do the right thing.
Michael: I think the location is not that convenient 
because there is no direct flight, it‘s like in the middle of 
nowhere. It should be in a city with direct flight 
connection.
Patrick: According to us, it would be great to set the 
show earlier in the year, like September as for a time 

example. This because one must 
source new products for 
Christmas. October is a bit late to 
place orders which will be 
received almost in December. The 
toy market is mainly a gift market, 
for couples and grown ups, but 
still a gift market and this is the 
main reason why it is important to 
source earlier for new creative 
products in order to fulfill the 
demands of the customersAlso, 
we tat Passage du Désir think that 
conferences about markets in 
other countries are important to 
be held. Honestly talking it would 
be interesting to exchange and 
benchmark on what is made in 
different countries as sometimes 
we feel a bit lonely as retailers.
Davy: I think it is getting more 
difficult for wholesalers of certain 
product lines as more individual 
manufacturers are starting to 
emerge. Whilst this is a double-ed-
ged sword opening the door to the 
competition it would still be nice to 
see more of the individual product 
manufacturers at the show if they 
could justify exhibiting.

How important are trade fairs in 
general for you as a retailer?
Robert: It is important for several 
reasons and I will explain the two 
that are the most important ones 
for me. Firstly, as a retailer, I need 
to know the partners and 
businesses in the industry I am 
collaborating with in order to plan 
my development. The best way to 
do that is to hit the road and 
come to Hannover. I hang around 
on the fairgrounds, talk to people 
from different businesses see 
what other businesses offer. 
Secondly, I always bring home 
new ideas for my shops, new 
products and event contracts for 
business collaborations. It seems I 
will be very busy doing all these 
things once again this year.

 “ IT  WOULD BE GREAT IF 

THE FAIR COULD MOVE 

LOCATION TO A PLACE 

THAT IS BIGGER OR MAYBE 

EASIER TO TRAVEL TO.”
D A N I E L  A M N E K L E V

 “WE EXPECT TO FIND NEW 

SUPPLIERS WITH NEW, 

INNOVATIVE PRODUCTS.”
A S A F  YA R KO N I
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Rebecca: Still very important, as I like to 
see items before I buy. I also like to get 
to know the new and catch up with the 
usual makers and suppliers.
Anette: We only go to eroFame and it is 
important to us; we have realised that 
this is a good place to get some new 
ideas and thoughts. Otherwise, you only 
walk in old tracks and don’t renew your 
shop.
Eric: Very important. It is where you 
meet new vendors and see new brands.
Daniel: It is not that important but it is a 
great way to find new suppliers and new 
products.
Ylva: Very important! 
Asaf: Well, actually, with today‘s 
connectivity, we can do everything 
online. Trade fairs are good for meeting 
the less publicly known brands and to 
make business a bit more personal.
Tapio: I visit different trade fairs. I regard 
them as important business events.
Michael: We don‘t visit other trade 
shows. eroFame is the biggest, so why 
visit the other ones?
Patrick: Trade fairs in general, and 
especially eroFame which is one of the 
most important time in the year for us, 
are pretty important for us as a retailer. In 
order to sell best, one must have to buy 
well!
Davy: Very important, it gives us the 
opportunity to see, pick up feel and 
compare different product ranges with 
the added benefits of their knowledge-
able team and the impact of their 
merchandising.

Has the importance of trade fairs 
diminished due to modern means of 
communication?
Robert: The Internet is a part of any 
modern business but the Internet is not 
going to replace face-to-face relations. I 

do not think we should rely only 
on so-called modern means of 
communication (skype, 
Internet conferences, email, 
etc.). We should make use of 

them. And use them us a tool 
for making business.

Rebecca: You could do perfectly well without, 
but it is very convenient to have everything and 
everyone in the same spot instead of having 
them come to you or vice versa.
Anette: No, really not. Not for me anyway. I‘m 
bad at emailing in English so I‘m bad at keeping 
in touch. I want there to be at least one big fair 
per year.
Eric: I don’t think so. We want to have seen 
people face to face before we do business with 
them. We always receive loads of emails from 
new producers and wholesalers, but we always 
meet them at fairs before we start doing 
business.
Daniel: You can always have great contact with 
your suppliers via e-mail and phone calls today, 
but to meet them once a year at a fair is a great 
way to see the new products and maybe find 
some new suppliers, too.
Ylva: No, I don´t think so, I find it very difficult to 
buy products just from photos on the internet.
Asaf: See my answer above.
Tapio: Yes, when compared to the time before 
the internet. Then, the fairs were almost the only 
point of contact. Now, you can search for 
contacts online and you can make orders 
immediately. In particular, the younger generation 
uses the internet a lot; they do not attend fairs as 
older business people do. Still, I think it is very 
important to attend a fair in order to do good 
business.
Michael: A little bit. In the past, if you went to a 
trade shows, you did not have everything online. 
Now, you have access to information online, so 
you can negotiate beforehand since suppliers 
send out newsletters before a show. So the news 
value of such a show is fading away.
Patrick: Trade fairs are very important for us, and 
an email will never take over a handshake for us!
Davy: I think the necessity may have diminished, 
but not the importance, there is no substitute for 
being amongst the industry‘s finest as a collective 
and seeing who is doing what.
 
Flight, hotel, catering, taxi, and let’s not forget the 
time spent: Can you understand those of your 
colleagues who say that the effort is too great 
and does not justify coming to eroFame?
Robert: I am also one of them. In order to get to 
Hanover these last years, we flew to Berlin or 
Hamburg and then took a train. It takes 8 - 9 
hours. This year, we are flying to Copenhagen 

 “ I  L IKE TO SEE ITEMS 

BEFORE I  BUY.”
R E B E C C A  V E R R E TH

 “WE LOVE MEETING OLD 

AND NEW FRIENDS IN THE 

BUSINESS.”
E R I C  V O N K E
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and then to Hanover. However, I still think it is worth 
doing this, considering all the benefits that come 
afterward.
Rebecca: Yes, I do, we are all very busy, but I think of it 
as time well spent.
Anette: Yes, I can understand, but one fair per year we 
can handle. Not a lot of small fairs around Europe. I see 
eroFame as a fun thing, and so does my work 
colleague. We are hanging out and having fun together 
is important. So, we do not see it as work only.
Eric: For some yes, because they have small shops 
and are interested in new brands, but through the 
wholesalers they already do business with. Don’t forget, 
most have to recuperate from some heavy times in the 
industry.
Daniel: Maybe I can understand them a little bit. Even if 
the fair is free for us visitors, the hotel and the flight may 
cost a lot.
Ylva: In a way, yes, maybe they could include Saturday 
and Sunday as trade days. 
Asaf: Sure, I can relate to that. The destination is a bit 
remote and consists of either a flight with a connection 
or a 3-hour drive from another city (for us at least). If you 
look at it strictly from a financial perspective, a trip like 
this is at least 2000-2500 EUR, which could be used to 
buy more products.
Tapio: These people don‘t understand using the 
opportunities that can be seized at the fair. If you just 
celebrate all night and are tired at the fair all days, then it 
may seem out of the question. But if you use the time at 
the fair to talk to everyone, you will definitely get the full 
benefits.
I think if I don’t go to the fair, I‘ll lose money. Every time I 
go, I get something new for my business, whether it is 
new suppliers, trade fair discounts, or other additional 
discounts. Then this is not a waste of money, I saved 
money! Many times, my travel expenses were made up 
for by discounts you can find at the show.
Michael: Of course, but it‘s a personal thing. It 
depends on what your business looks like, if you are 
buying the same products all the time or if you are on 
the lookout for something new. If you have only a 
handful of suppliers, what you get out of the show can 
be limited.
Patrick: It is fully the opposite for us: we never lose 

time or money when we come to 
eroFame as it allows us to get 
new products before everybody 
on our market, negotiate 
discounts with our suppliers, 
choose merchandising options 
etc... Meeting everybody in the 

same place is a great saving 
of time which leads to 

saving money at the 
end of the day!
Davy: Yes, but while 
ever we can afford the 
time and expense we 

will continue to come, 
we always come back 

with something worthwhi-
le.

There is much discussion about 
whether or not Hanover is the 
right location for the trade show. 
What is your opinion?
Robert: I know, I follow this 
discussion. Let’s be realistic. For 
someone who lives in Berlin, it 
would be great to have eroFame 
in Berlin. For someone from 
Hanover, it is obviously better to 

have eroFame organised in 
Hannover. The question is 

how many guests are 
coming every year who 
are not from Hanover 
or Berlin. Although I 
love Hanover and like 
its atmosphere and 

architecture, I think 
Berlin has a great air 

traffic and train hub and 
would be a better location for 

the majority of businesses.
Rebecca: I’d like to see it in Berlin, far more attractive 
and convenient for me.
Anette: Hanover is not the easiest place to reach, we 
have to change plans, etc. So for our part, we would 
not mind if it became easier and cheaper to go.
Eric: I would prefer somewhere further away from us so 
we can fly or closer to us, like Amsterdam. Further from 
us because I don’t really enjoy driving.
Daniel: It‘s a tricky thing to fly to Hanover. I would 
prefer if eroFame could change location. Maybe a more 
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interesting city where you can also 
spend some time of your own, like a 
little holiday.
Ylva: I think it is much too difficult to 
reach Hanover if you come from 
northern Scandinavia. This year, we 
will go by car because flights are very 
problematic with stop-overs, etc. 
Many of my colleagues in Sweden 
are unhappy about Hannover. 

Asaf: We‘d like to see eroFame in 
Berlin or even Potsdam like the 

first year. No connection 
flights or cars needed, 
hotels are cheaper than 
the ones in Hanover, and 
it is a much more vibrant 
location.

Tapio: For me, the location 
is not the best. Maybe it 

could be in different cities in 
different years. Then it would 

attract customers to come to the fair. 
Berlin is still a cozy city with good 
connections and apart from a visit to 
the fair, you can also watch the 
sights of the city. Hannover is always 
‚sterile‘, it is not an interesting city, 
but the fairgrounds are certainly the 
best in Europe. I have heard many 
different opinions about this, and 

choosing the right solution is 
not an easy thing.

Michael: See my answers 
above and below. 
Patrick: Hannover is not 
the sexiest city in the 
world... but at least we are 
focused on the show and 

only the show as we are not 
there to do tourism and well... 

there is not much to do in town 
too!

Davy: Whilst I don’t think a change of 
location would do any harm, the set 

up in Hannover does seem to 
work very well for us as 
trade visitors so we are 
happy with the location.

How important is the 
attractiveness of a venue? 

How much does it matter when the event is 
ultimately about doing business?
Robert: I do not think a venue itself should 
be the most important factor. More or less, 
fair venues have the same infrastructure. 
What really counts is how easy it is to get to 
the venue from, let’s say the airport or main 
railway station.
Rebecca: Attractive surroundings are great 
but not important. 
Anette: For our part, it does not matter. We 
are there for the fair. 
Eric: Because the industry has a dodgy 
reputation, I really can appreciate attractive-
ness. I’d rather enter in an attractive 
environment than pass by bad-looking 
booths.
Daniel: It was more fun in the old Ve-
nus-days in Berlin. Where you could do 
business at the fair and afterwards have a 
few drinks and meet other people at the 
Estrell Hotel where almost everybody stayed.
Ylva: Not very important, we come to do 
business.
Asaf: We don‘t look at the event as strictly a 
business event, we also come to enjoy the 
company and the atmosphere. Organisation 
and attractiveness of the show play a big 
part in making us travel this distance and 
come to the show.
Tapio: It‘s a big part of the fairs. It‘s like a 
business card. But if the location is wrong, 
then it does not help. On the other hand, 
many of us don’t look at the fair or the 
venue, but are more interested in the people 
they will meet, and then other things are not 
so important.
Michael: It’s not all about business in the 
end, but business is important. Hanover is 
ok, but it shouldn‘t be in a much smaller city, 
where there is nothing to do in the evening. 
So, you can‘t go lower than Hanover. You 
need the bars, the parties … if the city would 
be more attractive, maybe some people 
would stay for a couple more days.
Davy: It is about business so from our point 
of view attractiveness comes down to the 
comfort for the potential buyers (us), the 
facilities available, practicality of the venue 
layout and ease of access to and from hotels 
and the exhibition.
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 „Is the adult product market 
growing? Is consumer demand rising?

Samir Saraiya: The industry is on a good 
path in terms of market growth and there 

are many factors which are 
contribute to this. During the last 

five years, mobile internet 
penetration has increased 
rapidly in the East, along with 
smartphone usage which has 
provided most people across 
the world with unlimited 
access to adult content. This 
has had a positive impact on 
consumers, especially in 
developing nations, in terms 
of sexual openness and 
experimentation. 

In the West, consumer 
interest has steadily 
increased as the perception 
of this industry has moved 
away from ‘hardcore sex’ to 
that of ‘sexual health and 
happiness’. This change is 
rapidly spreading across the 
world and the mobile internet 
has greatly facilitated the 
discovery, education, 
acceptance, and usage of 

adult products. 
Today, consumer 
demand is not just 
restricted to Western economies, but is 
visible across many parts of the world, 
especially Asia, Eastern Europe, and Latin 
America. The per capita consumption will 
continue to rise as these products become 
more acceptable and this will fuel industry 
growth.

How is the supply side coping up with the 
increased demand?
Samir: The supply side has grown dramati-
cally to cater to the rising consumer 
demand. The existing companies have 
expanded in terms of product portfolio, 
revenue, and geographic reach. Many new 
companies have entered the industry and we 
see a proliferation of manufacturing set-ups 
in China. 
Consumer segmentation has brought about 
a multitude of products, ranging from women 
oriented products, men-focused products, 
couples products, lubricants, adult games, 
apparel, vitamins, BSDM, LGBT, gadgets, 
etc. I believe this trend will aggressively grow 
through identifying new niches and catering 

For this interview, we leave Europe to take a look at the bigger picture, 

i.e. the global adult market. Samir Saraiya, the founder and CEO of 

ThatsPersonal.com, joins us on this journey, and he shares with us 

his extensive knowledge and under-

standing of the international market and 

the developments and fl uctuations therein. And 

while there are still a few obstacles to over-

come, Samir feels that, on the whole, the 

industry is on the right track.

 There are several challenges facing 
the industry in this new age of business.
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to them. 
Lastly, the traditional channels like pharmacies, 
supermarkets, and convenience stores are opening 
up their retail shelves for select products. New 
channels like E-commerce are doing extremely well 
as they provide a natural fit in terms of privacy for 
consumer purchases. Soft products like lubricants, 
lotions, creams, and sprays are now considered a 
new FMCG product category. 

Is there still a healthy balance between supply and 
demand in the international marketplace?
Samir: There are several challenges facing the 
industry in this new age of business. The internet 
has brought manufactures closer to consumers 
and there is a disruption in the traditional supply 

chain, especially in the fast-growing e-commerce 
segment. The eco-system has become competitive 
with business partners turning into competitors 
and offering a similar set of products to the 
consumers. Financial resources are a constraint for 
product innovation and brand-building which has 
led to intense competition and margin erosion. 
Unfortunately, the consumer has not evolved fast 
enough and is flooded with a variety of similar 
products. 

You mentioned that the traditional supply chain 
seems to be breaking apart, the market is 
swamped with products, there is immense price 
pressure and extreme competition ... In your 
opinion, which of these are the biggest problems 
facing the adult market and what is the way out?
Samir: All these problems are connected and I 
believe the root cause of this scenario is that 
companies are not focusing on their core business 
activities. Producers need to focus on developing 
new products, however, they are simply looking at 
the category leaders and copying their products. 
Distributors and Retailers should concentrate on 
identifying and building new distribution channels 
and consumer touchpoints, however, they find it 
more rewarding to build their own set of products 
and compete with existing brands.
The value chain is being compromised as supply 
outstrips demand. As competition intensifies, 
companies would be forced to build their core 
capabilities across many business activities to 
compete effectively. This phase will require deeper 
levels of core competencies like powerful Search 
Engine Marketing (SEM) or innovative and efficient 
supply chain management or an outstanding level 
of customer service, or other Unique Selling 
Propositions (USP’s). Leaders would need to 
analyse their business metrics and constantly strive 
towards higher levels of optimisation and 
competitiveness. There will be consolidation across 
product portfolios as both producers and retailers 
would focus on the 80:20 rule (Pareto Principle) to 
minimise the diminishing returns they make across 
similar SKU’s. Inefficient companies would 
gradually weaken as consumers get more 
demanding with their requirements. 

Would you agree with the statement that 
the international adult market is still in a 
phase of consolidation in the sense of ‚
safeguarding what you have‘, or is it maybe 
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even a phase of shrinking down to fewer, bigger 
players in the market?

Samir: I look at it differently, in terms of 
business cycles. The years 2013 and 
2014 brought about substantial 
growth and profitability which 
enabled large companies in the USA 

and Europe to aggressively expand by 
adding new categories and entering 
new geographic zones. This resulted in 
severe competition as there was an 
oversupply in the market. The market 
evolved into a ‚survival of the fittest‘ 
scenario. In order to maintain 
financial health, companies needed 
to safeguard their stronger assets in 
terms of markets and categories and 
downsize their non-core business. 
Companies that were not agile 
enough were forced to exit the market 
or got acquired. 

While this business cycle played out, 
there have been many new startups 

entering the industry and focusing on 
new product niches. Overall, the industry 

is expanding as the number of companies is 
growing and we see this growth at global 

trade shows like eroFame (Germany), ANME 
(USA), AAE (HK) and ADC (Shanghai).

In our previous interview, 
you said the adult industry 
needs to improve not only 
in terms of product 
innovation, but also when it 
comes to brand building 
and distribution. Has 
anything changed in that 
regard?
Samir: Limited financial 
capital has had an impact 
on product innovation and 
consumer advertising.  The 
underlying taboo associa-
ted with the industry has forced traditional media 
owners, including Facebook, Amazon, and Google, 
to put restrictions on this category. This requires 
people to think out of the box to achieve the 
desired level of brand awareness. PR has been a 
great vehicle for brand building and companies 
such as Hot Octopuss, have demonstrated 
powerful PR activities, the latest being their ‚Queen 

Bee Changing Room‘ campaign in New York. 
There is a huge opportunity to introduce and 
scale-up distribution at traditional retail outlets. We 
are gradually seeing a bigger range of products 
and brands available at pharmacies, supermarkets, 
and convenience stores and I believe that 
distributors must focus on retailers like Walmart, 
Tesco’s, Carrefour, Walgreens, Safeway, Boots and 
the like to grow the market exponentially. 
The industry is perceived as a ‘high margin’ 
business and I believe that this will attract partners-
hips between opportunistic media companies, 
retail chains, and related consumer brands. 
Besides Trojan and Durex, we see other powerful 
consumer brands like Playboy, Penthouse, and 
Hustler being leveraged for their brand equity. I 
foresee a lot more creativity surrounding brand 
building partnerships similar to Amorelie in 
Germany and Lovehoney’s brand licensing deals 
(the latest being Broad City from Comedy Central).  

We already touched upon the topic of the 
dissolving supply chain, but to get back to that 
problem once more: What is the cause of this 
development, and what effects will it have in the 
long run?
Samir: The industry is dominated by ‘Push 
Marketing’ as there are limited Tier 1 consumer 
brands causing ‘Pull Marketing’ (wherein the custo-

mer wants the brand more than 
the product). Large scale 
retailers and distributors have 
an advantage over manufactu-
res in ‘Push Marketing’ as they 
are closer to the point of sale 
and can influence consumer 
choices. It is fairly simple to 
launch your own brand as 
Chinese manufacturers are 
offering their products for priva-
te label in low minimum order 
quantities (MOQ’s). This has 
lowered the entry barriers for 
private label products and is 

causing a threat to existing brands. 
On the e-commerce side, it’s extremely easy to list 
on marketplaces like amazon.com. Manufactures, 
brands, distributors, retailers, and independent 
individuals all want to list products on there. 
Factors like ‘drop shipping’ enable the trade to sell 
on marketplaces, without investing in inventory or 
infrastructure. The price war results in margin 

 „ I  HAVEN ’T  SEEN  ANY 

GAME  CHANGING 

INNOVATIONS  TH IS  YEAR 

WHICH  STAND  OUT  FROM 

THE  CROWD. “
S A M I R  S A R A I YA

I N T E R V I E W

even a phase of shrinking down to fewe
players in the market?

Samir: I look at it differently,
bbusiiness cyclles T. Thhe years
2014 brought about subs
growth and profitability w
enabled large companies

and Europe to aggressive
adding new categories and 
new geographic zones. Th
severe competition as ther
oversupply in the market.
evolved into a ‚survival of
scenario. In order to main
financial health, compan
to safeguard their strong
terms of markets and ca
downsize their non-core 
Companies that were not
enough were forced to ex
or got acquired.

While this business cycle p
there have been many new

entering the industry and foc
new product niches. Overall, th

is expanding as the number of c
grogrowing ag andnd wewe seesee thisis grogrowth aa

trade shows like eroFame (Germany
(USA), AAE (HK) and ADC (Shanghai).

In our previous interview,
you said the adult industry 
needs to improve not only 
in terms of product 
innovation, but also when it 
comes to brand building 
and distribution. Has 
anything changed in that 
regard?
Samir: Limited financial
capital has had an impact 
on product innovation and 
consumer advertising.  The 
underlying taboo associa-

„ I  HA

GAME

INNO

WHIC

THE  
S A M I R  S





 w w w . e a n - o n l i n e . c o m  •  1 0 / 2 0 1 7128

I N T E R V I E W

erosion. 
These scenarios are creating a conflict 

of interest, which needs to be addressed by the 
entities involved in order to bring clarity to core 
competencies. Additionally, brands must invest in 
‘Pull Marketing’ and achieve customer loyalty. 

In 2016, you explained that you want more venture 
capital and private equity in the adult industry. Has 
the situation changed over the course of the past 
twelve months?
Samir: There hasn’t been many landmark deals this 
year besides the private equity deal by investors and 
family offices in womanizer.
Interest from high net worth individuals (HNWI) 
continues to grow as we see crowdfunding 
platforms becoming active in this category, for 
instance Indiegogo, which recently launched a 
vertical dedicated to sex toys, and supported new 
start-ups like Lovense, Autoblow, Eva, RevelBody, 
and eJaculator.
I reckon that the investment appetite of HNWI’s will 
continue as we congratulate companies like Crave 
(USA) which recently raised US$ 1.3 million (Series 
B) from Angel Investors. Sex Tech will continue to 
be a hot sector for start-up investments. 
The industry requires large scale financial capital to 
grow to its full potential, however, most venture 
capital and private equity firms are still shy when it 
comes to investing in this industry. As financial exits 
seem limited, I predict that capital will come from 
non-traditional sources like FMCG companies, retail 
chains, and media companies which will be more 
strategic and create win-win scenarios for both.

Did you notice any overtures made by mainstream 
companies towards the adult industry? Or are we 
still a ways away from cosmetics or fashion brands 
really making inroads into the adult marketplace?
Samir: There are a number of industry estimates 
that value the adult product market at approxima-
tely four times the size of the condom market. 
Condom companies have powerful consumer 
brands with strong distribution capabilities across 
pharmacies, supermarkets, and convenience 
stores and this industry forms a natural extension 
to their core business. This lucrative opportunity 
has drawn interest from condom companies to 
launch products via brand extensions. Both the 
market leaders, Trojan and Durex, are slowly and 
steadily increasing their non-condom portfolio by 

offering well priced products 
like cock rings, vibrators, 
lubricants, and massage oils 
targeted at first time users. 
I am confident that pharma-
ceutical companies like J&J, 
followed by FMCG companies 
like Unilever and P&G, will soon 
start launching soft products 
like lubricants in markets where 
there is social acceptance. 
Companies like Victoria’s 
Secret have a natural brand 
extension with the lingerie and 
cosmetics segment of the 
industry and it is only a matter 
of time before they jump in. I 

would not be surprised if Amazon.com launches 
their own products via a private label some time in 
the near future. On the flip side, I would like to 
mention the pioneering initiative taken by the LELO 
management to launch a variety of luxury vibrating 
devices under the brand FOREO for the skincare, 
oral care, and 
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men’s grooming market. The high-end products 
are retailed across main stream stores like 
Sephora, Harvey Nichols, and Barneys New York. 
The brand has won numerous awards for their 
technology and design and this is a great example 
of an adult product focused company that has 
pivoted their business to enter the mainstream 
beauty and hygiene segment. 

2016 was the year of womanizer. Which products 
and innovations have stuck out from the crowd this 
year?
Samir: I haven’t seen any 
game-changing innovations 
this year which stand out 
from the crowd. There has 
been a lot of concentration 

on Sex Tech, with companies focussing on 
features like Bluetooth, VR, interactivity, and mobile 
apps. However, there is nothing revolutionary on 
the market that is selling like hot cakes. I expect 
the focus on Sex Tech to continue and hope that 
some new path-breaking products make it onto 
the market soon.

Many producers want to achieve true innovation, 
but isn’t that a curse as much as it is a blessing. A 
curse, because the bar for new products is set so 
incredibly high, and a blessing because you stick 
out from the crowd which will also result in bigger 
sales? Do the producers need to be more willing to 
take risks and explore concepts off the beaten 
path?
Samir: Most producers dream of achieving true 
innovation and genuinely want to stand out from 
the crowd, to get a sense of achievement and 
recognition. The challenge is that new innovation is 
expensive, in terms of time and money, and few 
companies have the capability to dedicate 

substantial resources towards this. Many times, 
products fail, and if they succeed, there are 
difficulties in managing the Intellectual Property 

(IP) protection, as competing producers would 
replicate the product and offer it at a cheaper 
price. 
True innovation would come from startups, as their 
DNA revolves around finding gaps in the market or 
looking at ways to disrupt the existing industry. 
Lovehoney’s  ‘Design a Sex Toy’ competition is a 
great way to crowdsource fresh ideas in an 
economic fashion, and it would be refreshing to 
see more concepts like that in the future.
The industry needs to achieve maturity for IP 
protection and my suggestion is to create an 
industry body that will support quick and efficient 
arbitration and curb erring companies. 

Everybody is talking about sex tech in all its shapes 
and guises, however, the industry is still waiting for 
the big breakthrough, that game changer that 
catapults the segment into the center of the 
market. Will we see this breakthrough in the near 
future, or will sex tech remain a niche product for 
the ‚geeks‘?
Samir: There is a huge buzz in this category and it 
is clearly the way forward. Investor interest is high 
as we see a host of ideas being funded. I believe 
there will be a lot of experimentation before Sex 
Tech matures. Yes, the current set of products are 

beauty and hygiene segment. 

2016 was the year of womanizer. Which products 
and innovations have stuck out from the crowd this 
year?
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still niche, but they have potential to evolve 
successfully. 
There are many existing companies that are 
gradually incorporating sex tech into their existing 
or new product range. Fleshlight Launch is a great 
example. Soon, we will see a lot of products on the 
market, which will offer personalisation and 
Bluetooth connectivity to apps as standard 
features. 
It’s also good to see new partnerships emerge 
between Sex Tech focused companies and the 
industry, like We-Vibe and Kiiro. I expect to see 
many more such partnerships in the future. 
Lastly, there is pressure on the porn industry to 
create new revenue streams and this will open up 
opportunities regarding virtual reality and interacti-
ve devices. Companies like Lovense have started 
building solutions towards this while Kiiro has 
partnered with Naughty America. 
I am confident that sex tech will evolve and 
revolutionise the industry, but at this point, it would 
be difficult to predict when this will happen. 

At the beginning of last year, Lovehoney said that 
2016 would be the ‚year of the male sex toy‘ in an 
EAN interview, and indeed, the number of products 
for men has increased steadily. Is this truly the 
market segment with the largest untapped 
potential?
Samir: The male sex toy market has been 
underserved with products for the past few 
decades. The gap has been optimised by the porn 
industry. There is clearly a lot of potential in this 
category as we have seen a number of new 
companies and products focussing on this 
segment. Male masturbators and penis enlarge-
ment products are doing well; 
however, I believe the segment is 
still waiting for a breakthrough mass 
market product, something along the 
lines of the vibrator for women. I hope 
that this revolutionary product appears 
on the market soon.

If you were to warrant a guess, how will the 
international adult market develop over the next 

few years? More consolidation? Fewer 
players?
Samir: For the outside world, there is 

always this notion that sex sells and there 
are big opportunities in this business category. As 
consumers evolve, there will be new entrants who 
will look to fill gaps in the market. This is a good 
sign for the overall growth of the industry as it will 
bring in new innovations and thinking.
As the market prepares for this phase of competiti-
on, there will be a significant change in the mindset 
among existing companies, a need to become 
leaner and more cost-conscious. Companies will 

start focussing on building their 
competitive skill sets rather 
than just growing their top-line. 
Strong and well-managed 
companies will continue on 
their growth trajectory while 
others will be forced to 
downsize their operations and 
rethink their competitiveness. 
This period will see more 
activity surrounding organic 
and inorganic growth alongside 
mergers, acquisitions, and shut 
downs. This trend has already 
commenced as we see the 
sale of Laid by Standard 
Innovation (We-Vibe) to 
Eropartner and the acquisition 
of Scala playhouse by Walter 

Kroes and Trudy Pijnacker. 
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Keep an eye on our newsletters, PLAY magazine and 

the SCALA website for more information regarding this 

exciting transition and keep in mind: although our location, 

management and website will change, our aim to be the 

best erotic wholesale distributor will not, meaning you can 

count on us now – and for many years to come!

Although SCALA is undergoing some big changes – moving 

to a new location under new management – we remain 

your one-stop-shop destination for everything erotic. Our 

new office and warehouse ensure we can serve you – our 

valued customers – even better, acting like a full-service 

provider for all your B2B needs.

•  SCALA’s assortment will focus on toys, drugstore and 

lingerie: including some of the biggest names in the erotic 

industry, but also smaller, ‘niche’ brands with unique appeal.

•  We hold the exclusive distribution rights on various must-

have brands and collections including the trendy Dolce  

& Piccante and the innovative Inspire range by CalExotics.

•  The new SCALA website - launching soon - will provide a 

better, more inspiring overview of our assortment and will 

make ordering online easier and quicker.  

WWW.SCALA-NL.COM
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In this interview, Patrick Lyons, VP of Marketing at Jimmyjane, tells us 

about the new products the European trade members can look forward to, 

and he outlines the exciting features these products hold in store for the 

consumers. Get ready for a new collection of Rabbit vibrators, 

the LOVE PODS, and EVOKE.

 Jimmyjane now hits 
a range of customers.

Jim m y j ane  w i l l  p resen t  n ew  p roduc ts  a t  e roFa me  exclusive

„Jimmyjane will present 
a new collection of Rabbit Vibrators at eroFame. 
The unique qualities of these toys are not apparent at fi rst 
glance, but rather, they are hidden on the inside. Please, tell us: 
What is it that makes this collection special?
Patrick Lyons: Well the ergonomics of a Rabbit vibrator cannot be 
altered much, the shape over time will more or less stay the same 
(unlike clitoral stimulators). For use we have been playing around 
with texture and fl exibility. Earlier this year we released the ASCEND 
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 „PEOPLE  HAVE  BEEN 

ASK ING  J IMMYJANE  FOR  A 

RABB IT  FOR  SOME  T IME . ”
PAT R I C K  LYO N S

Patrick Lyons, VP 
of Marketing at 

Jimmyjane 
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line which is comprised of 
four vibrators each completely 
fl exible. The Jimmyjane Rabbits 
are similar to ASCEND in that 

they have no inner skeleton, they 
are completely fl exible, this makes 

them a comfortable fi t for varying 
bodies, but also makes it less ‚rigid‘ 

during use. The new Rabbits each 
have a different shape, and one of them 

also has a heating component.  The 
elongated shaft on the GLO Rabbit will 

heat to 40 degrees C. 

How hard is it to create products that deliver 
on these characteristics?

Patrick: We have a great Product Development 
team who has a lot of experience and knows 
the category, but still when you are designing 
something new there are always challenges. It is a 
balance of FORM and function. Making the product 

fl exible adds to the vibration but for a Rabbit is a 
great trait because one of the challenges with de-
signing a rabbit is getting the shape to fi t every body 
perfectly, the fl exibility ensures that it will work and 
comfortably fi t most customers. Adding a heating 
element is challenging, it is different technology than 
vibration and you have to fi t an entirely new compo-
nent into the product. 

Which other qualities will endear the consumers to 
these new Rabbits?
Patrick: Each of these new Rabbits also has an EZ 
Grip handle that is orbital and very easy to hold from 
any angle.  They are also waterproof and have very 

soft, silky smooth, silicone.  The 
shapes are very approachable, 

the smallest of which, the 
G-Rabbit would also 

be ideal for prostate 
massage. 

The Rabbit is one of the big design classics of 
the adult market. How much of a challenge is it to 
present a new twist on this concept, without people 
thinking that, well, it’s just another Rabbit?
Patrick: People have been asking Jimmyjane for a 
Rabbit for some time. We didn‘t want to do it unless 
we could do it differently and add to what we felt 
was existing on the market. I think we were able to 
achieve that. With the fl exibility and added heating 
component, we feel these stand out in an over-crow-
ded market. At ANME we saw this, people glanced 
over them at fi rst, but once they picked them up they 
were eager to learn more. 

The big eye-catcher at your eroFame stand will 
probably be LOVE PODS. The shapes of these three 
products grab the attention, but do they also serve 
the user-friendliness of the toys?
Patrick: Yes, the LOVE PODS is a trio of clitoral 
stimulators, very approachable in their designs. Com-
pact, yet powerful, the orbital shape is meant to be 
very ergonomic to hold in the hand.  Two of the Love 
Pods also have ridges and grooves on them and 
the circular shape makes it very easy to roll across 
the body to stimulate without dragging on the skin. 
The LOVE PODS each offer a different type of clitoral 
stimulation with one, two or three motors. 

Each of three LOVE PODS offers a different mode 
of vibration, or more precisely, a special vibration 
technology. Would you mind telling us more about 
that feature?
Patrick: The fi rst LOVE POD, the purple OM, has 
one oversized motor in the tip with powerful, rumbly 
vibrations. The second, the CORAL has two motors 
one in each ridge at the top, the vibration patterns 
rotate back and forth between the two and the groo-
ves are similar to fi ngers and can be used to stroke 
the clitoris. The third Love Pod, the HALO, is unlike 
anything on the market. It has three motors and fea-
tures a new Cyclonic Vibration technology in which 
the vibration travels around in a circular motion from 
one motor to the next. This is great for the user that 
doesn‘t like too much direct pressure on the clitoris, 
and it can also be used for nipple play. 

What can we expect in terms of pricing, and who is 
the target audience for the LOVE PODS?
Patrick: Jimmyjane now hits a range of customers. 
Our INTRO line is very approachable, battery-opera-

ted option. The ASCEND Line is premium, yet still 
under $100 USD. The Love Pods, like our FORM 
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products are on the more premium end, yet still 
achievable at $110-$150 USD. 

Then there’s EVOKE, also new from Jimmyjane. But 
with this one, the focus is more on massage and not 
so much on sexual satisfaction, right?
Patrick: EVOKE has been a huge hit thus far, becau-
se it is unlike anything out there. EVOKE features 
vibrating, silicone massage wheels that can be used 
for general massage or pleasure. We are somewhat 
of a lifestyle brand and like to create products that 
promote intimacy and not just stimulation. We have 
our line of AFTERGLOW Massage Oil Candles and a 
massage stone, that speaks to that realm. We know 
that touch and intimacy is a very important aspect to 
relationships and has so many benefi ts. The EVOKE 
line makes it really easy to give a great massage on 
yourself or someone else. The vibrating massage 
wheels have deep rumbling vibration, and the EVOKE 
Duo also has a vibrating massage handle that can be 
inserted, if you want to take it to the next level. 

The EVOKE products are massage wheels that 
have a certain similarity with wand massagers. So is 
this Jimmyjane’s reinterpretation of another classic 
concept?
Patrick: Yes, certainly. The wand is such a popular 
category, but one of the issues with the wand, when 
actually using it for massage is that it is challenging 
to move across the body. The EVOKE Vibrating Mas-
sage Wheels roll across the body, delivering powerful 
vibration with ease. They don‘t drag on the skin if 
you want to massage from your neck to shoulders, 
and the curved EZ Grip handle makes it easy to hold. 
Our designers actually had seniors in mind when 
developing this, they wanted to make something that 
was easy to grip and move on the body without too 
much work. 

You already presented the new product lines at 
ANME. What feedback 

have you received 
thus far?
Patrick: The presen-
tations at ANME went 

amazing! People were 
so excited to see new, 

innovative items and a new 
direction for Jimmyjane. There is a lot of 

the same in this industry, and a lot of knock 
offs, people were excited to see something 

completely different. 

Will Jimmyjane also provide sales-promoting 
materials for the trade members?
Patrick: Yes! All of the new items also come 
available with a new Shelf-N-Shop system. You 

can buy the Shelf-N-Shop set with a certain number 
of units, and it comes with testers, wall display ever-
ything you need to turn your display into a one-stop 
profi t centre. 

What are your plans for your company and for the 
European market?
Patrick: In Europe we have a great sales team who 
is constantly meeting with retailers, training and 
showing new products. We are hoping these new 
lines will help us further expand into Europe and are 
excited to show them to Europeans at eroFame!  

The LOVE PODS each offer a different type of 
clitoral stimulation with one, two or three motors

EVOKE features 
vibrating, silicone 
massage wheels 
that can be used 
for general 
massage or 
pleasure

The new 
Jimmyjane 
Rabbits are 
completely flexible
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 „Kiiroo recently released the new Pearl2 and 
Onyx2. Why was it time for an update?
Maurice op de Beek: Well, it has been 2 or 3 
years since we released Onyx and Pearl, and 
since the release of those products, we have 
received a great amount of feedback to help 
improve our devices. We created surveys, user 
testing and more to help us create the second 
generation of our devices. The biggest reason 
was that we have learned to build the devices 
more cost effectively, and so the end consu-
mers will greatly benefit from the price decrease 
and quality increase!

If you had to pick one improvement in each 
product, what would you say is the biggest 
difference between these and the 
first-generation products?
Maurice: With the Pearl2, we have created a 

device with more impressive 
touch-technology that 

encompasses a motor 
almost double as 
powerful as the first 

Pearl.
Onyx2 also boasts a 

more powerful motor, but I 
would say my favourite 

improvement is the fact 
that the Onyx2 is more 

silent than Onyx. We no 
longer hear this 
mechanical robot 
sound we heard 
before.

What was the most common feedback you 
received for the first-generation products? How 
did you implement this feedback in the new 
models?
Maurice: We are listening actively to what our 
customers tell us. We are constantly improving 
our products and like Tesla, we can remotely 
update our toys to add new features or fix bugs. 
The feedback we got from the Pearl was that it 
was not fully waterproof, the motor could be 
more intense and that the touch could be more 
responsive. We have addressed all these points 
and in addition to that we think we have created 
a beautiful design. The Onyx feedback was 
mostly on sound and speed of movement. We 
have addressed both of these concerns in the 
new Onyx2.

Pearl2 is a vibrator aimed at women. Can you 
give us an overview of its features and tell us 
what makes it different from ordinary vibrators?
Maurice: Apart from the fact that Pearl2 comes 
in black and in purple, and is completely 
waterproof, Pearl2 has two touch sensors in it 
that extend along the length of the device. 
These touch-sensors react to your body’s 
movements with vibration intensity. This means 
that when you insert the vibrator inside you, the 
vibrations gradually increase, and when you pull 
it out the vibrations decrease. This is something 
extremely unique for solo play. For couples play 
at a distance, Pearl2 is compatible with any 
Kiiroo device, or a device powered by the Kiiroo 
technology. We have opened up our technology 
to our partners, and the list of devices we can 
connect to has now reached over 12 devices 
with the list increasing each time a new device is 
made compatible.
Pearl2 is also compatible with interactive 
content that can be found on a variety of Kiiroo 
partner sites, FeelMe.com, and Pornhub!

With their Onyx masturbator 
and the Pearl vibrator, Kiiroo 
managed to make a name 
for themselves as one of the 
leading brands in the sex 
tech segment – also because 
they entered into benefi cial, 
strategic collaborations with 
industry giants such as Fles-
hlight and Pornhub. Now, the 
company presents updated 
versions of their two top-sel-
lers. In our interview with 
Maurice op de Beek, CTO of 
Kiiroo, we talk about Pearl2 
and Onyx2, and we learn 
about another collaboration 
Kiiroo is currently pursuing. 
This time, they have teamed 
up with another sex tech 
pioneer, OhMiBod.

The experience is mind-blowing,   
K i i r oo  up d ate  th e i r  sex  tec h  p roduc ts exclusive
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Onyx2 could be described as a high-tech masturba-
tor. Would you mind telling us more about the 
product and it‘s (new) features?
Maurice: Onyx2 has had an aesthetic makeover, it’s 
a little bit bigger, but this is because it has a more 
powerful motor. The colour has also changed, it now 
has a larger silver stripe at the base of the device, 
and the charging port has been moved I order to 
avoid getting lube in it.

Was there a feature you would have loved to 
implement in the new versions, but weren‘t able to 
integrate into your design?
Maurice: We have a lot of new ideas, but we rather 
leave that surprise for next versions!

Kiiroo is planning to cooperate with the company 
OhMiBod. What will both companies work on 
together?
Maurice: We have been creating three devices with 
OhMiBod for the past few months. Two of them you 
will see very, very soon, (Early October) and the third 
is still in the works. All devices will be OhMiBod 
powered by Kiiroo, so they will encompass all of our 
technology from touch-sensitive to compatibility with 
other devices and content. The great thing about this 
partnership is that both companies bring such 
banging features to the devices, the colours, the 
lights, the technology… truly, a match made in 
heaven.

Right now, most teledildonics devices are not 
compatible with devices from other developers. Do 
you think this will change in the future, creating a 
more dynamic ecosystem?
Maurice: We have opened our technology so that 
other devices are compatible with our technology. On 
FeelMe.com you can see some devices that are 
already compatible, with a few more on the way. By 
the end of this year, there will be at least 6-9 more 
devices added to the list.

Have the possibilities of sex-tech and teledildonics 
reached the minds of the consumers by now, or are 
most people still surprised about what is possible 
today when they find out about Kiiroo?
Maurice: It’s hard to say, but we have taken part in 
more out of the industry type events such as 
South-by-South-West SXSW in Austin Texas where 
we released the Fleshlight Launch Powered by Kiiroo, 
and we will be attending the World Fair Nano in New 
York City on the 16th and 17th of September 2017.  
Toon Timmermans, Kiiroo CEO will be speaking on the 
Future of Intimacy at the event, and it will be streamed 
live in 360 degrees (technology, right?). We are actively 
trying to reach the people we would never normally 
reach through the industry related events.  
But yes, there are a lot of people in the world, so every 
day we are still surprising new people with the 
capabilities of the technology, and what the future 
holds for the technology.

  especially with VR.

Maurice op de Beek, 
Kiiroo‘s Chief 
Technology Officer
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Some people say that high-tech sex toys are just 
expensive gimmicks, with no real added value. What 
would you respond to these people?
Maurice: Don’t knock it until you’ve tried it, right? The 
experience is mind-blowing, especially with VR. 
Leaving the least room for minds to go elsewhere, 
especially if your immersed in a VR sex scene with 
your interactive device. The devices mimic exactly 
what you see on the screen, going up and down and 
the speed, tempo, length that you see on the screen 
of on your VR glasses.
For long-distance relationships, or people who are not 
physically able to be intimate with one another, the 
technology holds great potential for physical connecti-
on. Even if it is not full on contact, even the remotest 
sense of touch aids relationships.

Technology is changing and developing faster than 
ever before. Which developments do you see the 
future of teledildonics?
Maurice:Teledildonics will become more advanced 
with more subtitle movements and control and it will 

become more intertwined 
with media such as games, 
video and VR to create an 
even more realistic experien-
ce. We will see content made 
especially for the interactive 
toys and that interactive 
videos will control multiple 
toys at the same time to 
enhance the experience.

In your opinion, does the 
adult market offer enough 
incentives for companies to 
invest in future technologies 
and R&D instead of just 
tweaking products that have 

proven successful in the past?
Maurice: The erotic toy and content industry is a very 
exciting place to be right now. There are lot of 
developments happening in both industries looking at 
ways to make their content interactive. Toy companies 
are catching on the idea that suddenly there is another 
revenue stream from the content market and at the 
same time content companies are seeing that they 
can start selling toys that would actually work with their 
content instead of pop-up ads. Pornhub for example 
is one of the biggest sites in the world has 1 billion 
visits every month. This can bring huge opportunities 
for toy and content manufacturers. Male sex toys 
always have a stigma that it is only used by lonely 
men, but we see that this is changing. Suddenly really 
cool technologies connect with sex toys and it is 
becoming more and more exciting and interesting to 
talk about it. The sex toy industry has mainly focused 
on females, but we think that technology will break 
open the male sex toy market.

How could sex toys benefit from developments in 
other (technological) fields? In which fields do you see 
the biggest long-term advantages?
Maurice: We are constantly looking at what is 
happening in the mainstream space, and we evaluate 
if can we apply these technologies in our products or 
platform. Mainstream technology companies do not 
want to be associated with adult companies, but they 
see that it is too much of an opportunity not to be 
involved.

 „WE  ARE  ACTIVELY 

TRY ING  TO  REACH  THE 

PEOPLE  WE  WOULD  NE 

VER  NORMALLY  REACH 

THROUGH THE  INDUSTRY 

RELATED  EVENTS . “
M A U R I C E  O F  D E  B E E K

The Pearl2 vibrator 
boasts a new touch 
technology 

Among other things, 
Onyx2 has a more 
powerful motor
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We will try to make ThaiFest-2018 memorable for 
everyone, as another shining and useful business festival.

Tha iFe s t  goes  I s r a e l  exclusive

 „ThaiFest 2018 will take place in Israel, more precisely at the 
Red Sea. First Thailand, then Moscow, now Israel ... why did you 
pick this location for the next event?
Leonid Fishman: It’s all very simple! In 2017, we held ThaiFest in 
the suburbs of Moscow and realised that changing the location of 
the event does not affect the quality of the business programme 
(training and product techniques) - as for the entertainment part, 
it is enriched by new ideas and vivid emotions. During 
ThaiFest-2017, we had amazing winter weather in Moscow – 

there was snow with only light, pleasant frost. Our foreign 
partners had an unforgettable experience visiting a real Russian 
Banya. The guests relaxed in a classic steam room, felt the full 
benefit of birch brooms, and the bravest ones also visited the 
Banya ‚by black‘, after which they dipped into a plunge tub filled 
with ice water! Ask those who were there how cool it was! I think 
that we’ve created memories that will remain with our partners for 
a lifetime. But still, we remember the wishes of the Russian 
retailers to stick with the idea of   ThaiFest which is to go from 

In spite of the name, Thaifest is not an event that is bound to a certain location, that was proven when Leonid 
Fishman and his team of organisers moved the show from Thailand to Moscow. In 2018, the event will take place 
in yet another country, and this new location is just as appealing as the previous ones. ThaiFest 2018 is going 
to be set against the backdrop of the Red Sea, in Eilat, Israel. We interviewed Lenoid to learn more about the 
location and about the programme that awaits the participants on February 12 to 17, 2018. 
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winter to summer at least for a little while. That‘s why we chose 
Israel for ThaiFest 2018, more precisely the city of Eilat, which is 
a southern resort at the Red Sea. In mid-February last year, the 
weather warmed up to + 30C there! So we hope for a 
comfortable temperature for relaxing and swimming in the sea or 
in the pool without any problems. And for the business part of the 
festival, we booked a cozy 4-star hotel, Astral Village Eilat, with all 
the necessary infrastructure for conducting training sessions. 
Also, we have planned several excursions for the participants: a 
visit to the Dead Sea on the day of arrival, a sightseeing tour to 
Eilat, and what’s more: a trip to Jerusalem on the penultimate day 
of ThaiFest. Excursions in Israel – these experiences are in a 
league of their won. Nowhere on our planet are there so many 
historical places! It seems that every centimeter of this land keeps 
a memory of the great historical figures. We hope that each 
participant of the event will receive not only valuable knowledge 
for professional growth, but will also be enriched spiritually.
Another reason for choosing Israel is the high level of security in 
the country, because now, in connection with the general 
unstable situation in the world, this point is also very important. 
More than 130 people will participate in the event, and 
guaranteeing 100% security for the whole group is a must.

The fact that the ThaiFest has grown into an event that can take 
place all over the world is something you have already mentioned 
in EAN in 2016. Are you going to keep the concept of moving the 

event across the globe?
Leonid: Yes, we would like to 

continue this trend of moving 
ThaiFest from one country 

to another. Unfortunately, 
our industry is not 
accepted in all countries; 
in some of them, adult 

products are illegal. By 
the way, one of the 

reasons for 
‚leaving‘ 

Thailand 
was a 

very difficult situation with the import of samples for training. But 
we are currently thinking about a few more countries where we 
could hold the festival in the future (we will keep them a secret for 
now). By the way, we were in Thailand four times. Why not go to 
Israel for several times if this experience proves successful?

Wouldn‘t it be better to think about a new name for the event?
Leonid: ThaiFest has already become a proper name, our festival 
is known by this name and, when talking about ‚ThaiFest‘, many 
people mean the high quality of organisation and the 
effectiveness of the event. We have also registered this name in 
the Russian Federation, so we do not plan to change the name 
of the festival. Moreover, if you carefully look at all our banners, 
you will see that a piece of Thailand (the branch of a palm tree) is 
always present on all advertising and information materials, and 
we try to maintain the country’s atmosphere of warmth and 
hospitality during each festival.

ThaiFest 2018 will take place over five days, from February 12 to 
17. Will there be the familiar and popular mixture of business and 
entertainment again?
Leonid: Yes, it will be quite enough for carrying out 3 full days of 
trainings, plus time for rest and excursions, which I told you 
about earlier. In addition, there will be one more innovation. For all 
participants to be able to enjoy the sun, swim and sunbathe or 
make short excursions in Eilat - for example, visit a dolphinarium 
or various museums - we changed the schedule of the training 
sessions. So, we plan to conduct 4 trainings in the morning (from 
10:00 to 13:00, with a coffee break after 2 trainings) and 4 
trainings in the afternoon (from 17:00 to 20:00, also with a coffee 
break). Morning training session will be followed by lunch, after 
which everybody will have some free time (from 13:40 to 17:00), 
which you can spend as they wish. For those guests who want to 
spend some more time in Israel, we invite them to stay a few 
more days after ThaiFest and move from Eilat to Tel Aviv and stay 
at the Leonardo Beach Hotel and visit three more exciting 
excursions from February 18 to 20: ‚Galilee of the Christians‘ 
(Nazareth, the Jordan River), a tour to Caesarea, Haifa, Akko and 
a sightseeing tour of Tel Aviv.

The format of bringing together manufacturers / distributors and 
retailers has proven a success in recent years, so there is no 
reason to change it, or is there?
Leonid: For now, we believe that this is the best format to 
introduce to the Russian retailers the products that are supplied 
to our market by international producers, because all the 
information about the products reaches the people who need to 
know about it - purchasing managers and shop owners. But, of 
course, we are looking for new ways. As I said above, we will try 
a new training schedule next year, we think about conducting 
trainings in an unusual format. In this regard, a lot depends on 
the producers. We are open to new ideas and are ready to 
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discuss them and maybe even present them as soon 
as ThaiFest 2018. Please give us your ideas and we 
will definitely try to incorporate them!

Can you describe or quantify the benefits arising from 
the communication between these two types of 
participants?
Leonid: Of course, I cannot give any numbers 
because this is a commercial secret, but I can 
definitely say that there are benefits for all parties. The 
producer receives presents his products to the target 
audience, the retailers learn how to sell goods with a 
certain ‚philosophy‘ and with a good margin, getting 
a lot of support from the producers in the form of 
promotional materials that not only help to sell and 
increase sales, but also turn the retail environment 
from a place with a set of adult toys into a serious, 
professional sex shop.
Our first festival was held in 2013, and I must say that 
for these 6 events, the number of retail offline stores 
has increased a lot, and also the online trade has 
expanded significantly. Our festival has played a 
significant role in this. We encourage the market to 
work with brands, and not with ‚no name‘ Chinese 
goods. But to best the competition, to best these 
cheap products from China, brands have to invest 
a lot in promotion. Those who understand this will 

benefit from the effectiveness of their promotion 

programmes in general, and from participating at 
ThaiFests in particular.

There has been a discussion about whether trade 
fairs or similar events are still up-to-date in light of 
modern communication technologies. What is your 
opinion on this topic?
Leonid: I believe that one needs to participate in all 
the activities that are organised in the industry. If not 
as an exhibitor, then as a visitor. When presenting 
ThaiFest, we always say that this is better and more 
effective than simply participating at exhibitions, 
because at exhibitions the attention of visitors is very 
often blurry and not so focused on any particular 
brand or product. This is understandable - the 
booths are large with a lot of goods on display, and 
sometimes the reps who work at the booth cannot 

tell you in detail about all the 
novelties and their features. At 
ThaiFest, we completely exclude 
the fuss effect. The schedule of 
all trainings is mapped out, and 
the participants are divided into 
small groups (no more than 6 
people per) for a more 
comfortable study of the 
material. So, it turns into a 
40-minute detailed presentation 
with answers to all questions 
that either arise on the spot or 
have already been prepared by 
customers in advance. In other 
words, we believe that ThaiFest 
is a more modern form of 
presentation than the 
exhibitions. But, of course, I will 
repeat again, we are looking for 

new ways and ideas to present products even more 
effectively, using new technologies such as video 
blogging, training videos, etc. Another traditional 
format is our Mini-ThaiFest event, which we hold 
every year in May: Here, we invite the sales people of 
Russian stores and the brands from other countries. 
The brands or manufacturers train the sales people 
who directly offer their products to the consumer. 
This platform is also a unique opportunity for the 
manufacturers to present their novelties, their 
philosophy, and ways of selling directly in the store. 
Coinciding with Mini-ThaiFest, we also   publish 
ThaiFest magazine which gives you the latest news 
about the festival, about the brands that were 
presented there, and about all the events that took 
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place within the framework of the festival. The 
magazine is distributed absolutely free of charge 
among all the customers who participated in ThaiFest 
and who for some reason were not there or just start 
working with us. In this printed edition, we focus on 
all the nuances and features of the product lines that 
were presented, we describe new brands in detail, 
publish photographs, and also provide an opportunity 
to place advertisements on special terms (for brands 
that participated at the big ThaiFest and place 
advertisement in the magazine - the participation at 
Mini-ThaiFest is free of charge).

Do you have some more details about ThaiFest 
2018? What do you have planned?
Leonid: I have already answered this question 
above. We will try to make ThaiFest-2018 memorable 
for everyone, as another bright and helpful business 
festival.

What are your expectations regarding the response 
from Russian retailers on the one hand and manufac-
turers and distributors on the other? Do you think 
there will be as many visitors as in previous years?
Leonid: Usually, by the end of October we can be 
90% sure about the exact number of participants.
We expect that, like at previous festivals, 130-140 
people will come to ThaiFest-2018 (100 people 
representing Russian retailers, which is about 1500 
retail units all over Russia, and 30-40 people are 
organisers and partners of the festival, 
representatives of international brands).

What about international participation? 
Is there still room for brands and 

manufacturers from Europe or the 
USA?
Leonid: We already have three 
General Partners – Pipedream 
Products Inc. (USA), Svakom 
Design Hong Kong Limited 
(China), and NS Novelties 

(USA). Furthermore, the 
following companies have 

confirmed their 

participation: Sas Edition Concorde (France), MD 
Science Lab. (USA), DX Products Inc. (UK), Kokos 
Co (South Korea). We also expect to receive 
confirmations from Doc Johnson Int. (USA), Eau Zone 
Huiles & Fragrances (Canada), Mystim GmbH 
(Germany), Fun Factory (Germany), Laboratory 
‚Bioritm‘ (Russia), and other companies from the 
USA, China, Europe, and Russia. We welcome all 
suppliers who are interested in the Russian market to 
join the VI Annual International Novelty Festival – 
ThaiFest 2018. 

How is the Russian adult market 
doing? Which developments 
and/or problems do you see?
Leonid: Generally speaking, the 
Russian adult market is 
experiencing the same problems 
as the global market, namely the 
expansion of the online trade 
and the emergence of such
 large and serious players as 
Aliexpress, for example. We are 
well aware that soon enough, 
the line between wholesale and 
retail will disappear, because the 
suppliers will be able to sell one 
piece of any product to the 
consumer, as well as a container 

full of toys to certain stores or chains of stores. The 
internet erases all obstacles and simplifies trade, 
which is undoubtedly very good, but it also radically 
changes the traditional system of sales. Seeing this 
trend, we are already planning and starting to 
implement new sales technologies in order to 
continue to develop under these new conditions. 
However, we feel that the adult market has overcome 
the crisis and has begun to grow steadily. The 
number of brick and mortar shops is increasing, and 
online sales are growing at a fast pace.

 “WE  ARE  OPEN  TO  NEW 

IDEAS  AND  ARE  READY  TO 

D ISCUSS  THEM AND 

MAYBE  EVEN  PRESENT 

THEM AS  SOON AS 

THA IFEST  2018 . ”
L E O N I D  F I S H M A N

Lavi Yedid giving
product training
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System JO will be present at the next eroFame in October. What can the visitors expect 
when they stop by at your booth?
Rebecca Anniuk: We have a great new stand-alone booth at eroFame, we have some 
great new products to show to customers that have launched, and a potential sneak 
peek at some of our future products! Also, we have an amazing promotion for the 
whole month of October! 20% discount on some of our best-selling lines including our 
Premium Silicone range! So, please do visit me and Sandra at the booth and get more 
information on all the exciting things that are going on at System JO. 

Which new products will System JO present?
Rebecca Anniuk: In addition to our bestsellers, we’ll be focussing on our new H2O 

Over the course of the past months, System Jo has launched a number of new 
products, most prominently among them a whole-new lubricant collection that 
goes by the name “Jellies.” But the company has also been expanding its pro-
duct portfolio in other segments such as supplements and hygiene. If you want 
to see all the new System JO products, you should defi nitely visit their stand at 
eroFame where every recent addition to the company’s range will be on display. 
In our interview, Rebecca Anniuk, European Regional Manager at System JO, 
provided us with a little foretaste of what the team have planned for eroFame, 
and we talk about the importance of quality and customer satisfaction.

The lubricant market continues to respond 
to consumers’ interest in high-quality ingredients.

R e be cca  Ann iuk  p resen ts  th e  l a tes t  S ys tem JO  p roduc ts exclusive

 „SUPPLEMENTS  HAVE 

CERTA INLY  BEEN  A 

SURPRIS INGLY  POPULAR 

CATEGORY  FOR  US  IN  THE 

US  MARKET,  AND  THE 

SAME  GOES  FOR  OUR 

STIMULATING  GEL . ”
R E B E C C A  A N N I U K

Jellies as well as Warm and Buzzy – our newly 
formulated clitoral stimulating/warming gel, and 
some other great new lines that will be launching 
at the show!
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One of the latest innovations by System JO are the Pre-
mium and H2O Jellies. What can you tell us about these 
products? How are they different from other lubricants?
Rebecca Anniuk: Our Jellies are like nothing else. 
They’re perfect for toy use because they cling really well 
to both surfaces. They’re available in three viscosities as 
well, so they can easily be used for any activity where 
that extra staying power is desired.

Do you see any common trends in regards of lubri-
cants, toy cleaners etc at the moment?
Rebecca Anniuk: In general, the lubricant market con-
tinues to respond to consumers’ interest in high-quality 
ingredients – something that we’ve always focussed on. 
Also, our Hygiene category is showing good growth, 
proving that consumers want to take care of their toys 
and are more aware of hygiene and its importance

How would you describe the target group of System 
JO? Has your focus changed in recent years?
Rebecca Anniuk: Most of our customers tend to be 
people who are looking for something to suit their speci-
fi c needs, which is why we feel it is important to offer 
such a variety of formulations.

How important are organic and natural ingredients for 
the consumers in your experience?
Rebecca Anniuk: As you know, we have our USDA 
Organic certifi ed products within the JO collection, and 
there is defi nitely a growing demand towards Organic, 
there are certain regions and countries where they sell 
incredibly well. Natural ingredients are becoming also 
more important. 
 However, as a whole I don’t believe Organic will 
overtake the staple products. 

The majority of System JO‘s products are lubricants, 
but you have also added more and more other catego-
ries like supplements and stimulants. In which category 
have you seen the strongest growth throughout the 
past months?
Rebecca Anniuk: Supplements have certainly been a 
surprisingly popular category for us in the US market, 
and the same goes for our stimulating gel. In fact, we’ll 
be teasing some new information about our new, upco-
ming Volt Gel at eroFame!

Body care, hygiene or massage products are especially 
well-suited for cross presentation in the mainstream 
market and the adult market. Would you say that Sys-
tem JO is at home in both markets?

Rebecca Anniuk: While JO and DONA products can 
easily be considered mainstream, we have chosen to 
avoid that market. We are not planning on placing JO or 
DONA products into mainstream retail.

System JO offers a “Satisfaction Guarantee” to consu-
mers who buy one of you products. What can you tell 
us about this programme? 
Rebecca Anniuk: As a trusted sexual wellness 
company, our priority is the consumer. We truly believe 
in our products and this is why we stand behind them 
with this satisfaction guarantee. We are dedicated to 
consumer satisfaction, so our program allows users 
to easily communicate any concerns directly through 
our website. If they are not 100% satisfi ed with our 
products, we offer a replacement or refund.

What can you tell us about the System JO‘s plans for 
the near future? Will we see new lines or maybe even 
something unrelated to your current assortment?
Rebecca Anniuk: Finishing out 2017 and moving into 
next year, we are focussed on proving our commitment 
to our partners worldwide. We call it our Be United 
initiative, which encompasses our obligation to the adult 
channel, our efforts to eliminate online discounting, 
and an all new level of marketing support and training 
options for every JO retailer.

Rebecca Anniuk, 
European Regional 
Manager at 
System JO

The new Jelly line is 
available in different 

viscosities
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 „Everything ready for the next eroFame at SHOTS?
Oscar Heijnen: Yes! We can‘t wait because we know how important a big trade show 
like this is for our company! We are just adding some fi nishing touches, and then we 

are good to go! We have been attending these kinds of shows for more than 22 
years and if you plan things well ahead, all should be fi nished in time! Actually, this 

year, some of our new releases can be shipped directly from stock, so we 
are ready for the high turnover months at the end of the year. My crew 

has worked to accomplish this and, as always, have done me proud!

How important is professional and meticulous preparation in the 
run-up to the fair, so that at the end of the event a positive conclu-
sion can be drawn?
Oscar: Thorough preparation is always the key to success at 
a fair like this! If your products are not ready in time, you have 
wasted a lot of money and energy for nothing. Luckily, our 

research and development team is so big and professional 
by now that is has become almost easy to produce large 
releases before a deadline.

You have already announced that SHOTS will be relea-
sing four new brands at the show in Hanover. Before 
we talk about this in greater detail, can you perhaps 
give us an example of the development process - 
from the initial idea to the fi nal product?
Oscar: An idea is born in the strangest of places. 
I get really inspired when visiting ‚international‘ 
shops that have nothing to do with our industry and 
feature products from all over the world.  Apart from 
that, we always look at our assortment of more than 

 We can‘t wait because we know how important 
a big trade show like this is for our company!

 exclusive

Oscar Heijnen tells us in our interview what the 

visitors of eroFame will get to see at the SHOTS 

stand. And even though he provides us with lots 

of details about the new brands and products 

that will be on display at the trade convention, 

he makes sure to leave room for a few 

surprises.

Oscar Heijnen 
and his team are 
well-prepared for 

eroFame

Ne w b r and s ,  n ew  p roduc ts ,  a n d  l o t s  o f  su rp r i ses  –  S HOTS  a t  e roFa me
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15000 different products. We determine which 
segment see increasing demand and what we 
can add to it, or we respond to what retailers are 
asking for.
After that process, we have a market research 
team to prevent us from designing something that 
is already out there. Then, a specifi c designer is 
appointed whom we expect to deliver the best job 
in this case. 
The design is the next step, which can be execu-
ted in the old-fashioned way with pencil and paper, 
or as a ‚fl at‘ model on a computer. After the OK 
from all parties concerned, a 3D design is made 
with a variety of 3D prints until everybody is happy 
with the result. 
The next step is to consult a select number of 
clients to see if we missed something and make 
sure we are on the right path. In 99% of the cases, 
we can proceed and a test mould is made from 
which about 20 prototypes are produced. We send 
them out to a variety of ‚test pilots‘ in Europe and 
the USA for further research and the feedback we 
get is discussed very thoroughly before we start 
manufacturing the production mould. After that, 
it‘s a question of planning when this exciting new 
product should be introduced to the market!
Here are the four new brands that we will introduce 
next:
New Brand Number 1 - S.L.T., remember that 
name, because you will hear and see a lot more 
about it in the very near future! It‘s short for a 

new, state-of-the-art Self Lubrication Technology 
developed and fi ne-tuned by SHOTS, and we can‘t 
wait to introduce it to our customers!
The initial release will consist of 12 new mastur-
bators in a variety of forms, plus a new dildo and 
a butt plug. All these toys will naturally feature our 
exciting new Self Lubrication Technology! 
In a ‚normal‘ situation, they look and feel like any 
‚ordinary‘ toy. Once they come in contact with wa-
ter or any other liquid, like saliva for instance, the 
material releases a lubricant for smooth penetration 
and comfortable use. The masturbators are made 
from normal TPE material on the outside, while the 
inside has this Self Lubrication Technology, so it 
doesn‘t get too messy. Both the dildo and the butt 
plug are 100% self-lubricating for some serious 
wet fun!
New Brand Nr. 2 - The Man|Cage, Cock Cage line, 
brings a whole new range of superior products to 
the ever expanding BDSM market! When control 

is what you want, this high-quality assortment will 
provide ultimate satisfaction. The Man|Cage, Cock 
Cage line-up consists of different models: two 
models in each of the following sizes 3.5” - 90mm, 
4.5“ - 115mm, 5.5” - 140mm. You will also be able 
to choose between a glossy translucent or black 
colour. Loaded with accessories like a metal lock 
and various wrap locks, the Man|Cage cock cages 
will rock your world! The Man|Cage Chastity Cages 

 „ACTUALLY,  TH IS  YEAR , 

SOME  OF  OUR  NEW 

RELEASES  CAN  BE 

SH IPPED  D IRECTLY  FROM 

STOCK ,  SO  WE  ARE  READY 

FOR  THE  H IGH  TURNOVER 

MONTHS  AT  THE  END  OF 

THE  YEAR . “
O S C A R  H E I J N E N

SHOTS‘ new brand S.L.T. offers a special, 
new technology to guarantee a 

well-lubricated experience
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are manufactured from high-grade polycar-
bonate, a very light, durable, and hypoaller-
genic material. The cage consists of three 
parts which fi t perfectly together. The two 
guidance pins connect the top parts and 
the oval taper pin connects the rings with 
the cage. A variety of rings in different sizes 
and distance pieces will allow you to create 
the perfect size! The rings offer a comforta-
ble fi t and are absolutely safe. A metal lock 
or tie-wrap lock can easily close the cage. 
The included tie-wrap locks ensure that they 
will not trigger metal detectors at parties, 
festivals, or even airports! As hygiene is very 
important while wearing a cage, the superior 
Man|Cage series are equipped with a variety 
of vents and a urination opening. The cage 
makes it impossible to get an erection but 
it will be, after liberation, super intense, 
just like the freeing orgasm to follow! The 
Man|Cage Chastity Cage gives the key-hol-
der optimal power over sexual gratifi cation!
Brand Nr. 3 – Pumped - Pump it Up intro-
duces a fantastic new assortment of manly 
man penis enhancers! Manufactured to the 
highest of standards, these acrylic pumps 
deliver!
Clinical studies have proven that penis 
pumps can increase length and size to a 
certain extent.
Assisting with erectile dysfunction and sup-
porting penile tissue health after prostate 
surgery rank among the other advantages of 
this beautifully crafted range! 
New Brand Nr. 4 - Is called ELECTROS-
HOCK. More on that in my answer to the 
next question.
And of course, as always, we will release 
many more new products from our other 
19 top brands! We will also fi ll some small 
‚gaps‘ in our assortment; for instance, 
Ouch! will release a range of male bondage 
products and PharmQuests introduces mail-
box friendly bottles for their top 50 products 
and private label lines. And... maybe our 
customers will even see a 5th new brand at 
our booth, you never know with SHOTS!

One of the new brands is called 
ELECTROSHOCK - the name leaves no 
room for surprises, right? The name says 
it all?

Oscar: Yes, you are absolutely right! Welco-
me to the wonderful world of ELECTROS-
HOCK, the collection that allows you to turn 
up the voltage in your bedroom, or anywhe-
re else for that matter! This shockingly 
fabulous collection of vibrating electro 
stimulators will have our clients buzzing with 
passion. The ELECTROSHOCK toys will 
arouse the erogenous zones and waves of 
pleasurable endorphins will fl ood the body 
delivering an incredibly intense high! 

What can you tell us about this new line? 
What characterizes it? How many products 
does it include?
Oscar: All I can say is: Just come to our 
stand and have a look for yourself and be 
impressed! It‘s new, it‘s fresh, it‘s just what 
our clients have been waiting for! The initial 
6 brand-new ELECTROSHOCK devices 
will be introduced at eroFame and we are 
already ‚buzzing‘ with anticipation!
 
Products for electro stimulation are not 
suitable for every consumer, but rather niche 
products. What are your expectations for 
ELECTROSHOCK?
Oscar: We have been looking at this market 
for quite a while and we think that we have 
now created the right products that fi t into 
the entry- and advanced market. As can be 
expected from SHOTS, the design is more 
than nice, it‘s impressive! The functions on 
these toys are different from the products 
that are already out there and of course, 
we have combined new engineering with 
high-grade silicone! In our humble opinion, 
we think this is a new and perfect combina-
tion in this specifi c market segment!

PUMPED is a brand of penis pumps. There 
are several of them in the market, what can 
your pumps do that others cannot?
Oscar: We have paid more attention to the 
quality of the acrylic materials and we have 
fi nished all the attachments of the pumps in 
high-grade silicone. Actually, I think that we 
have created the highest standard in pumps 
at the most competitive price in the market! 
Without a doubt, this new line will be a 
big success, also because it has the right, 
unique look.
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Apart from new brands 
and products, Oscar also 
promises a few surprises 

for eroFame
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Do you have plans to expand this line with other 
penis enhancing products as well? 
Oscar: It‘s probably better to answer this question 
by stating that we have plans to design, create, 
and distribute all kinds of new product for the 
market. The world is our oyster and SHOTS‘  
‚modest‘ plans are to have the biggest worldwide 
assortment, preferably deliverable with 24 hours or, 
locally, even the same day, if the technology can 
keep up with our plans!

Are products for men becoming more important to 
SHOTS?
Oscar: Yes, absolutely. Male products have a very 
big market share in this industry and of course, we 
want to own a big piece of that pie!

MAN CAGE are chastity devices, directed at 
men as well as open-minded couples. How 
can they be used?
Oscar: First thing I have to say about this brand 
is that we have outdone ourselves on the design! I 
think that MAN CAGE is the most beautiful design 
we will release after VIVE and CRISTALINO. The 
cages stand out from the crowd because of the 
use of high quality materials. We have chosen 
high-grade polycarbonate, a very light, yet durable 
hypoallergenic material that stays very clean even 
if worn for a long time. We are also convinced that 
our products have a better fi t, are super light-
weight, and don‘t set off security alarms when you 
want to have a drink at a club.

But of course, it doesn‘t stop here, since, in additi-
on to these four new brands, SHOTS will introduce 
numerous innovations for existing brands. Can you 
give a brief overview of the highlights?
Oscar: We have so many and because of all your 
sharp questions in this interview I have probably 
revealed too much already. As you know, I always 
want to keep an element of surprise for our visiting 
customers. Believe me when I tell you that our 
surprises this year will be even bigger and better 
than before! Only thing our customers, existing as 
well as new, have to do, is come to our large booth 
and check it all out. And if you really don‘t have the 
time, I would suggest to keep a sharp eye on our 
B2B websites : www.shots.nl and for the Ameri-
cans: www.shotsamerica.com

I N T E R V I E W

 „MALE  PRODUCTS  HAVE  A 

VERY  B IG  MARKET  SHARE 

IN  TH IS  INDUSTRY  AND 

OF  COURSE ,  WE  WANT 

TO  OWN A  B IG  P IECE  OF 

THAT  P IE ! “
O S C A R  H E I J N E N

The debut line-up of 
the new 

ELECTROSHOCK 
brand is made up of 

six products 
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„First of all, congratulations on your 
five-year anniversary at Lovehoney, 
which also represents your five-year 
anniversary in the adult industry as a 

whole. How will you celebrate?
Sabrina Earnshaw: Thank you! It’s 
great sharing this work anniversary with 
Laura, we’re planning a well-deserved 

Trade Team night out to celebrate. 
Laura Wood: Thank you! I’m sure 
I will have 1 or 2 beers at 
eroFame to celebrate too.

Would you mind telling us 
what you did before your 
tenure at Lovehoney?

Sabrina: I studied at the 
University of Bath, (Msc 
Management with 

Marketing and BA Politics 
& Spanish) then when I 
graduated in 2012 I 
started to look for jobs in 
the Bath area. 
Laura: I actually 
studied Childcare and 
planned to be a 
nursery nurse. I ended 

up somehow in retail, and managing a store, 
which got me interested in the industry in general.

How and why did you join Lovehoney? What was 
your motivation, what convinced you that 
Lovehoney was the right place?
Sabrina: I was already familiar with Lovehoney 
as it’s a local company and I watched a 
documentary on Channel 4 called ‘More Sex 
Please, We’re British’ which was all about how 
the company operated and had grown. It 
seemed like such fun, but also a place that was 
very ambitious with driven people. I sent a CV, 
and next thing I know Richard Longhurst called 
me up to schedule an interview and the rest is 
history!  
Laura: I fancied a career change and wanted to 
get a bit more ‘behind the scenes’....and being a 
Bath girl, I heard through a friend that there was a 
job or two going at this fantastic company called 
Lovehoney that was expanding quickly. I’ve 
worked my way up - I started in the warehouse, 
and have learnt about the business that way.

Did the fact that Lovehoney is part of the sex toy 
industry whet your curiosity, or did it make you 
hesitate for a moment?
Sabrina: The only inevitable things in life are 

In our interview, the two talk about their 
motivation to join the company in particular 
and the adult industry in general, they 
describe their daily work, and they provide 

their thoughts on the question whether ours 
is an industry like any other or whether 
there is something special about it.

 Once you’re in it, you can’t leave!
Sabr ina  E a r n sh a w  a n d  La u ra  Wood  on  f i v e  yea r s  a t  Lov eh on ey exclusive

Laura Wood, Sales 
Consultant at 
Lovehoney 
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death and taxes… and sex! I felt that I could 
not go wrong with Lovehoney; there was no 
hesitation at all. 
Laura: I admired how fast Lovehoney was 
growing and had seen how up-and-coming 
the company was. This was an opportunity I 
couldn‘t pass up and I don’t have any 
regrets. 

How did your friends and family respond when they 
learned who your new employer was?
Sabrina: They thought it was hilarious - but definitely 
the right decision. I was fresh out of University and the 
pleasure products industry is not one that University 
Recruitment Fairs generally promote. Five years down 
the line still the best decision I have made. 
Laura: My job is definitely a conversation starter! When 
I chat about my job, people are always in awe and my 
family are extremely proud of what I have achieved 
whilst working at Lovehoney. 

Does the adult industry have enough appeal as a 
potential employer among young people?
Sabrina: I think it is difficult to promote the industry to 
Universities as they tend to go down the corporate 
route with things such as big events with banks and so 
on.  They are happy to promote tobacco and alcohol 
companies but the sex toy one is taboo. However, 
Lovehoney does a lot to promote the sexual happiness 
and sex positive message with students. We do a lot of 
work with student associations and we are constantly 
getting requests from student unions to collaborate with 
them, so I believe times are changing. I was also invited 
to guest lecture at Bath School of Management MBA 
students on brand strategy in the pleasure products 
industry.

What were your expectations when you started out at 
Lovehoney?
Sabrina: To build Lovehoney Trade internationally, it 
started from nothing and look at where we are now!

Which duties and responsibilities do you 
have at the company? What does a typical 
work day look like?
Sabrina: At the moment, my main focus is 
the development of 
the Americas - I 
spent a year on 

secondment in the US 
(2015-2016). It was an 
invaluable experience 
to get to know 
current customers 
and meet new 
ones, and to learn 
best practice. My 
typical day...emails 
and meetings, 
meetings, 
meetings! I plan 
my schedule six 
months ahead 
and I am lucky 
enough to do 
lots of 

 „ I  HAVE  MET  SOME  GREAT 

PEOPLE  IN  THE  INDUSTRY 

AND  CAN ’T  IMAG INE  NOT 

BE ING  PART  OF  I T ! “
L A U R A  W O O D

work day look like?
Sabrina: At the moment, my main focus is 
the development of 
the Americas - I 
spent a year on 

secondment in the US 
(2015-2016). It was an 
invaluable experience 
to get to know 
current customers 
and meet new 
ones, and to learn 
best practice. My 
typical day...emails 
and meetings,
meetings, 
meetings! I plan
my schedule six 
months ahead 
and I am lucky 
enough to do 
lots of 

Sabrina Earnshaw, 
Sales Manager at 
Lovehoney   
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traveling in the US to meet my customers and attend 
trade shows. So, planning is key to make sure I am 
presenting information that is relevant to the market, at 
the right time.
Laura: I am Sales Consultant for UK, and more 
recently, South Africa, Poland, Italy, Czech Republic and 
Ukraine. I look forward to traveling more in 2018.
No two days are the same in my role. At the moment, I 
am planning and helping to design Trade Show booths 
and POS. I love the creative side of the role.

Which requirements and challenges are you faced with 
in your job?
Laura: All stores have different layouts and spaces 
available, creating a POS that suits all stores has been 
slightly challenging but I do love a challenge and believe 
we come up with some great flexible and bespoke 
designs. 

How has the market for sex toys changed throughout 
these five years?
Laura: No doubt, it is becoming more mainstream and 
accepted and I believe that the Fifty Shades of Grey 
books and films had a massive part to play in that. 
Lovehoney’s range of toys inspired by Fifty Shades of 
Grey, (Fifty Shades of Grey the Official Pleasure 
Collection) has really cemented in the retail panorama, 
the brand and phenomena is here to stay! Also, the 
quality and technology of the products have come a 
long way and is constantly evolving. 

And how has Lovehoney responded to, or even actively 
influenced these developments?
Sabrina: Lovehoney has developed better products 
and worked with mainstream brands to develop 
licenced brands such as Fifty Shades of Grey, Broad 
City, and Mötley Crüe amongst others. To support these 
developments the teams at Lovehoney have subse-
quently grown: we now have a busy PR and Marketing 
team for example.

What are your plans for the rest of your career? Which 
goals have you set for yourself in or outside the adult 
industry?
Sabrina: I want to assist with developing the Loveho-
ney Trade sales Team and our worldwide presence. I 
also would like to pitch for more licences and who 
knows, maybe implement the first Lovehoney Graduate 
Scheme. I’m aiming for my 10-year anniversary with 
Lovehoney. I know it will be here before I know it! 
Laura: I want to continue to grow my career within 
Lovehoney and continue to do the trade sales team 

proud. Perhaps one day I could earn enough money to 
buy that Audi R8! 

What are your personal wishes for the next five years?
Sabrina: Continue to wake up every day with a smile 
on my face! And on a true personal level, travel more, 
(Japan and Colombia are on the list) and eventually buy 
a house. 
Laura: I like to live everyday as it comes and just enjoy 
it! As long as I’m having fun with friends and laughing 
with my family then I will be a happy lady. My only goal 
is to own my own home. 

And finally: Is the adult industry an industry like any 
other, or are people right when they say that there is 
something special about it?
Sabrina: One of my peers described this industry as ‘a 
life sentence’, as in, once you’re in it, you can’t leave! 
And at Lovehoney, I certainly feel that’s true.
Laura: It is true there is no other industry like it. I have 
met some great people in the industry and can’t 
imagine not being part of it! 

 „THE  ONLY 

INEV ITABLE  TH INGS  IN 

L IFE  ARE  DEATH  AND 

TAXES… AND  SEX ! “
S A B R I N A  E A R N S H AW
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With Wonderlust, BMS prove that luxury doesn’t always have to be 
expensive, and that a lower price doesn’t always have to come at the 
expense of quality. How does that work? Steven Bannister, founder and 
CEO of BMS Factory, tells us in our EAN interview. Among other things, 
we learn that Wonderlust was actually inspired by suggestions from the 
trade members and consumers.

 Wonderlust is a line that off ers everything 
people want from a toy and nothing that they don’t.

Ste ve n  Bann i s te r  (B MS )  on  a f f o rda b le  l uxu ry exclusive
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 „Many people seem to feel that the balance 
between the quality and price of luxury products is 
off. Is Wonderlust the answer to such criticisms?
Steven Bannister: It’s true, often there is a large gap 
between those two ends of the spectrum. We believe 
Wonderlust sits nicely in the middle. It brings to the 
table high quality features like a silicone finish, strong 
power, and beautiful design, we simply left out the 
unnecessary frills to ensure the line is affordable. We 
truly believe that Wonderlust offers the best features 
of high-end products at a very competitive price 
point.
 
When did you get the idea for Wonderlust, how long 
did the development process take, and which 
challenges kept you busy throughout the project?
Steven: Wonderlust was an idea born from customer 
feedback – both from store owners and retail 
customers. They loved what we currently had to offer, 
but wanted a way to enjoy certain features in a more 
accessible way. One of the biggest challenges we 
faced was making the final product as affordable as 
possible without sacrificing too much of what we’re 
known for. We believe we managed to do that. We 
also had a lot of back and forth in terms of how the 
buttons actually control the features of the product, 
as well as getting as much strength as possible from 
the function beads. Overall the production process 
took over a year to complete, but we believe our 
commitment to quality pays off.  
 
You praise Wonderlust for its great quality and its 
pricing. Please, tell us how that is reflected in the 
products themselves. How much does the consumer 
have to pay for these products, and does this price 
also allow for reasonable margins for wholesalers 
and retailers?
Steven: Every item in the Wonderlust line has an 
MSRP that falls under $50 USD. Wonderlust hits that 
sweet-spot between quality and price, that allows the 
end customer to take home a luxurious toy without 
breaking the bank. With retail stores of our own, 
we’re able to have a better understanding of what 
margins are really needed, as well as a consideration 
for the customers in store. All of our products allow 
for a healthy margin at every level for wholesalers and 
retailers alike, ensuring everyone wins.
 
Some people argue that anybody can deliver quality 
nowadays – but is that also true?
Steven: There is some truth to that, but quality is 
only a single part of what makes a great product. You 

can have high quality products that are still designed 
poorly, and that’s where our level of expertise comes 
into play. With over 30 years of experience in the 
industry, BMS brings a certain level of quality that 
combines well-made products as well as a high level 
of knowledge of what our customers want.
If a customer wants just any toy, then sure, there are 
plenty of choices. If a customer wants a toy that’s 
both well-made and well thought out, that’s where 
BMS products shine.
 
There are many so-called luxury brands in the 
market, but when is a brand really luxurious? Where 
does luxury begin, and where does it end?
Steven: A lot of people seem to think that ‚luxury‘ 
simply is a term to reflect a high price tag. While that 
may have been true years ago, it’s now a term that’s 
grown to mean high-quality materials, strong 
vibrations, well designed, unique products. I think 
that to put an end or a ‚finish line‘ on it would hamper 
progress and innovation, so we just try and make our 
products the best they can be each time.

Serenity is a 
curved G spot 
stimulator 

Clarity sticks out 
due to its 

compact shape

Harmony 
provides a 
dual-stimulation 
experience with 
a hooded 
external 
stimulator which 
surrounds the 
most sensitive 
areas 
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Luxury for anybody – isn’t that a contradiction?
Steven: Not at all. Why should luxury be an exclusive 
term? We’re bringing these items to market and 
making them more affordable for everyone.
 
What other qualities do the Wonderlust products 
offer? For instance, what can you tell us about the 
packaging design?
Steven: Wonderlust is a line that offers everything 
people want from a toy and nothing that they don’t. 
We’ve put a lot of thought into not only the product, 
but also the packaging. We decided that to keep 
costs down, we would design packaging that was 
sleek, informative and attractive, but trimmed of 
heavy costly materials. The product itself uses 
high-quality silicone, strong motors for vibration, and 
well-designed shapes for the most pleasure. We’re 
sure you’ll love them.
 
Who is the target audience you want to appeal to 
with Wonderlust? What does this audience demand 
and expect from adult products?
Steven: Wonderlust is positioned to that will appeal 
to those looking for a fun, unique product for their 
pleasure experiences. Someone who loves life and 
loves to venture into the wilder side of things. We’ve 
found that people want new features, but they have 
to be for a purpose and they have to work. Wonder-
lust ticks all those boxes.
 
How big is the collection at the moment? What 
products does it include?
Steven: Currently Wonderlust features 4 designs with 
3 colours each – Blue, Purple and Pink. Serenity, a 

sensually curved G-spot stimulator, has a slightly 
flexible body but is firm enough to apply the 
pressure you need. Harmony, is a dual-stimulation 
experience with a hooded external stimulator which 
surrounds your most sensitive areas with pleasure. 
As a compact pleasure ball vibrator, Clarity’s 
smooth texture gives you an incredible sensation 
while its shape helps to keep it in place. Last but 
not least, there is Eternity. If you’re craving endless 
enjoyment, Eternity provides an unending rotation 
of petals that mimics a lover’s oral embrace. 
Wonderlust Serenity, Harmony and Clarity all 
feature the vibration power of PowerBullet.
 
Are there already plans to add new products to the 
line?
Steven: We’re always coming up with new 
designs. Once we have something confirmed, 
we’ll make an announcement.
 
Does BMS also offer POS materials for 
Wonderlust?
Steven: Yes! As always, BMS offers a full array
 of POS and marketing materials including an 
informative product display, web graphics, 
sellsheets, and more.
 
Where can the European trade members get your 
products?
Steven: We have a number of distributors 
throughout Europe who carry a wide range of our 
products. For a full list of our distributors to find the 
one nearest you, check out 
https://www.bmsfactory.com/distributors/default.aspx

Eternity 
provides a 
rotating set 
of petals that 
mimic a lover’s 
oral embrace

BMS offers various 
sales-promoting 
materials for 
Wonderlust, 
including a 
display
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The Flight is sleek, compact, 
aerodynamically designed and discreet 
– perfect for travel and storage. Soar 
to new heights with the sleek and 
aerodynamically designed clear Flight 
Aviator from Fleshlight. Like all of our 
best-selling products, the Flight features 
body-safe materials that were built to 
last and our exclusive SuperSkin sleeve 
with a hyper-realistic feel. Where the 
Flight really takes off, though, is with its 
unique features, including a compact 
design and discrete case – perfect for 
travel and storing in plain sight.

The Flight is sleek compact

FLY UNDER THE RADAR
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 „Eric, before we zero in on the KOKOS products, please tell us: 
How do you choose brands and products? Which criteria are most 
important?
Eric Idema: We are always looking for new brands to expand our 
portfolio, but we have gotten very selective in adding new products. 
We look at the quality of the partner and the products they offer and 
if these products are new on the European market. 

How did the KOKOS brand draw your attention? What did you like 
about it?
Eric: We saw them for the first time at the Shanghai show last April, 
they had a big stand and drew our attention because of the clean, 
yet erotic packaging. KOKOS did a really good job of giving fictional 
names to the products, combined with a great product inside 
beautiful packaging. That is what we want to see in a brand like this.

What are the requirements a good masturbator has to meet in your 
opinion? Is it all about the material? How important is the texture? 
What about the inner workings of the product?

Eric: The inner workings are of great importance as this is the part that 
offers the user a sensational experience. KOKOS offers masturbators 

with a silky soft material that feels like real skin, with a high-quality inner 

The male toy category keeps growing – in general and at EDC 

Wholesale, as the company’s founder and CEO, Eric Idems, tells 

us in our interview. The Dutch wholesaler has recently added 

the successful masturbator brand KOKOS to their range, 

offering products that stand out due to their materials, 

inner texture, and packaging. So far, the brand has not 

had its big break in Europe yet, but the potential is 

defi nitely there, as Eric explains. We also spoke with 

Bree Shin, the Marketing Manager at KOKOS, who 

provides us with more information about the 

collaboration between KOKOS and EDC Wholesale.

 From the moment we fi rst released 
it, it has been a huge success.

Er i c  I dema  on  c o l l a bo ra t in g  w i th  KOKOS
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texture. The different textures meet the 
diverse desires of the consumer and the 
way they show the textures on the 
packaging makes it very clear what to 
expect from the product. I really like the 
way this is done.

KOKOS has been a part of the market for 
15 years, but it is not really a name that 
consumers in Europe would think of when 
asked to name a sex toy brand. Why is the 
company not better known in our climes?
Eric: Well, it surprised me that only a few 
retailers have picked up the KOKOS products. 
From the moment we first released it, it has been a 
huge success. So why it stayed hidden for so long, 
I don’t know, but we are going to make it a known 
brand in Europe for sure.

Will the male toys category continue to grow in the 
future? Are these products an important part of the 
EDC Wholesale range?
Eric: Yes, this is definitely an important part of EDC 
Wholesale, and probably one of the biggest 
segments within the erotic industry. So, expanding 

this category with a 
brand like 
KOKOS was 

bound to happen sooner or later, we just had to 
stumble upon the right brand.

How many KOKOS products does EDC Wholesale 
carry? And what type of products are those?
Eric: The first launch was only 21 products, which 
varied from small handheld masturbators to 
life-size butts. We are currently in the process of 
expanding our range and creating a bigger stock of 

the current range. We will add at least 10 more 
products to the assortment before November; 
these will include some vibrating versions of our 
current top sellers as well! 

KOKOS has entered into a partnership with EDC 
Wholesale to establish your products in the 
European market. Why did you pick EDC Wholesa-
le?
Bree Shin: We have met Eric personally when he 
visited our booth at the Shanghai show and we 
liked his enthusiasm about our brand and his 

ambition to take it to the 
European market. EDC 
Wholesale is a young 
company, with great 
ambitions. They are modern 
and have a wide customer 
base, both retail and end 
consumer. Eric convinced us 
that he and his team are up 
for the task to make the 
KOKOS brand well-known in 
Europe and we have faith in 
their ability.

What do you look for in 
potential wholesale or distribution partners? What 
do they have to bring to the table?
Bree: We are always looking for those trustworthy 
wholesalers who believe in our product and can 
savour our brand philosophy. We also look at their 
potential to expand the market.

What are your expectations regarding this 
collaboration with EDC Wholesale?

The KOKOS 
masturbators are 
designed to turn 
imagination into 
reality with a high 
variety of internal 
structures for a 
lifelike sensation

KOKOS has 15 years of experi-
ence in developing and produ-
cing high-quality masturbators
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Bree: We hope our KOKOS brand can become 
widely recognised by taking advantage of EDC 
Wholesale’s customer base. I believe the European 
retailers can benefit from our cooperation.

Your company has been around for 15 years, but 
compared to other masturbator brands, your 
products are not that well-known in Europe. What 
is your explanation for this?
Bree: For a long time, the production and sale of 
male sex toys was banned from in Korea, as 
opposed to female-oriented products. We were 
very passionate about changing this rule and we 
fought it for a long time. And successfully so: We 
managed to change the rules and opened new 
doors regarding male sex toys.

What are the strong points of KOKOS? What sets 
your company apart from other masturbator 
producers?
Bree: KOKOS is always focussing on the designs 
of the inner texture to offer an exceptional 
experience with each product, and on producing 
artistic, creative, and exquisite products. We create 
our own products and work hard to let our 
customers experience individuality and sincerity.

15 years is a long time – today, male toys are the 
talk of the town, and demand is increasing. When 

did this development begin? What has changed in 
the market? And how much potential do you see in 
the male toy category going forward?
Bree: We see great potential in the male toy 
category as it is becoming more common for men 
to purchase and use sex toys. This is an important 
and market-changing development, although we 
see great diversity in the market, depending on the 
country and its culture.
We see a rise of companies that develop copies of 
male toys, the competition is intensifying. As long 
as we all focus on ourselves, our strengths and 
potential, the market will absolutely continue to 
grow.

 „THE  F IRST  LAUNCH WAS 

ONLY  21  PRODUCTS , 

WHICH  VAR IED  FROM 

SMALL  HANDHELD 

MASTURBATORS  TO 

L IFE S IZE  BUTTS . “ 
E R I C  I D E M A
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 „Brian, you‘ll visit eroFame in Hanover, this time as a visitor. 
What do you expect to see, what do you look forward to?
Brian Sloan: I expect to see 90% of items I’ve already seen, 
rebranded and repackaged into copies of the same item that has 
already been rebranded and repackaged 12 other times since 1990.  
The other 10%, I think I will see some new concepts by a few new 
companies. The thing I’m looking forward to is actually related to 

packaging. I think instead of innovating on the product side, 
the industry has innovated a lot on the packaging of 

products, and as I’ve moved from online only into 
well over 1000 retail stores in the US and Europe, 
I will be looking at my competitors packaging for 
insights on what works well in the offline world. 

You lived in China for quite some time and gained an 
inside look at the industry there. What can 

manufacturers but also retailers learn from the adult 
industry in the Far East?

Brian Sloan: Yes, I lived in China 
for 10 years and then moved 
after I started to feel the health 
effects of the extreme 
pollution. I think there is a lot 
to learn from Chinese 
companies, especially 
pertaining to their aggressive 
business models. I think a lot 
of companies in the west 
have become complacent 
and they think that just 

because they’ve been around for 10 or 20 or 30 
years that their business is safe and will last 
forever.  But the new competition in China is 
willing to earn less and work twice as hard to 
grow market share. I think brands should pay 
particular attention that they now aren’t 
competing against other western brands as 
much as they are competing against Chinese 
factories directly. Adult toy offline retail is not as 
developed in China as it is in western countries 
so the learning on that side is probably in the 
other direction. 

A lot of the “new” products that can be seen 
today seem to be endless variations of the same 
old toys we’ve had for decades. Would you say 
that the adult market is lacking innovation at the 
moment?
Brian Sloan: For sure it currently lacks 
innovation. For decades, western sex toy brands 
could press the same button over and over and 
over again and earn money. This is reflected in 
the endless rebranding of existing products. This 
is not necessarily a criticism, I understand 
completely that innovation is costly and difficult 
and where there is no reason for it, it’s better to 
not do so. But clearly consumers now reward 
innovation in the adult market and the people 
who refuse to innovate will compete with smaller 
and smaller margins on the same old designs, 
until they go out of business or finally make 
something new 
and better. 

He lived in China for a long time, developed several successful 
sex toys, and managed to put himself and his products in the 
spotlight of the mainstream media time and again: Brian 
Sloan’s wealth of experience provides him with an interesting 
perspective on the developments that currently dominate the 
adult market. With eroFame right around the corner, EAN asked 
Brian to give us his take on the current situation in the adult 

realm, and about the trends that will shape it in the future. 
The entrepreneur provided us with highly interesting 
answers, and he even gave us a little status report on his 
upcoming product, the Autoblow 3.

There are only two problems I see with the 
adult toys market and both involve pricing.

Autob low  2  i nv en to r  B r i a n  S loa n  ta kes  a  c lose r  l ook  a t  th e  ma rket exclusive
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With initiatives like the most beautiful vagina 
competition, the balls contest, or wall balls, you 
often manage to get coverage and the attention 
of the media as well as the rest of the internet. 
How do you manage to create attention? Are 
those just ideas that come to your head and 
then you just see how it turns out, or are those 
carefully crafted, planned-out campaigns?

Brian Sloan: After the idea stage, they are 
carefully crafted campaigns. I read things on the Internet for hours everyday. From doing 

that for many years, I understand at this point how to create sharable entertainment 
that will generate traffic for the websites that write about my products/concepts/

ideas. When websites know that articles about my projects will be traffic 
generators, they are open to posting about them. It helps that I can show 

articles on Maxim or Mens Health or Unilad that have over 40,000 shares. It 
helps I can show videos I created that have thousands of comments and 
millions of views. I’ve proved my ability to understand what generates shares 
and traffic and as a result some news sources trust my judgement and also 
enjoy my content. 

TV commercials, coverage in magazines, online 
advertising …  the sex toy industry is reaching out to 

the public more than ever before. Do you think it 
manages to draw enough attention or is it not near 
its full potential?
Brian Sloan: The sex toy industry still cannot 

advertise on Facebook and still cannot buy 
advertising on mainstream RTB ad platforms. So still 

we are below the full potential of the industry because we 
cannot reach the majority of mainstream consumers. But in 

fact, it’s not only the industry reaching out to the public, 
media often reaches out to the industry because 

they know that they need sexual product 
related content to entertain their 

readers. 
If sex toy companies ever 

could advertise on 
Facebook and 
target 

specific audiences, I think we would mint our first 
sex toy industry billionaires. 

Is brand recognition becoming more important 
than having the best product for the best price?
Brian Sloan: It depends where you are selling. 
On Amazon which has enormous volumes, 
customers care only about price and function. I 
have seen excellent products with really poorly 
conceived Chinese branding and horrible 
packaging selling 100 a day. But in a retail 
environment, consumers are more influenced by 
branding and display. So it really depends which 
type of shopper we are talking about. 

If compared to other markets, what are the 
biggest shortcomings the erotic market is 
stricken with today?
Brian Sloan: There are only two problems I see 
with the adult toys market and both involve 
pricing. In the mass market, consumers are not 
willing, at least yet, to spend more than $200 on 
any product. This is stifling innovation on the 
product side. There is only so much tech and 
functionality you can stuff into a product that 
must retail for under $200. The other side of this 
issue is the margin required by retailers. 
Sex toys are mostly, in the end, small electronics. 
The distributors mostly have workable margin 
requirements. But offline retailers have very high 
margin requirements compared to most other 
industries, especially other electronics retailers. 
Working within the existing pricing system, the 
margin requirements of offline retailers leave very 
little room for innovating on the product side. 
Normally making a product better means newer 
components and better engineering that costs 
more. But there is zero incentive for brands to 

make new and better products if the 
retailers will not stock them because 

they cannot earn 100-300% margin. 
Luckily the internet relieves some 

of this pressure as direct B2C 
sales can alleviate some 

pressure on the profit 
margins. But I see this 

margin requirement 
from offline retailers 
as the biggest road 

block to companies 
inventing better products 
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for consumers, which 
would grow the industry 
for everyone. Or at least 

the best new 
(expensive) products 
may end up in some 
years from now as 
online only and the 

offline stores will only choose to 
stock older, less innovative products that offer them 
higher margins. Stores will always do what makes them 
the most money (as they should), but in the short term, 
only stocking high margin products may hurt their ability 
to attract new customers who would choose a $200 
product but not a $300 one. 

Your best-known product is the Autoblow 2, which you 
marketed through crowdfunding and direct-to-consu-
mer sales at first. Why did you choose this way and 
would you do it again today?
Brian Sloan: Yes, we will continue to do this with all of 
our products whenever possible. Crowdfunding a 
product successfully puts it in the news and creates a 
story that follows your product for its entire lifecycle. My 
company existed before the crowdfunding campaign 
– for 4 years we learned how to make products and sell 
them online direct B2C. I view those online full profit 
sales as being very important to our overall profitability 
when the offline sales come with lower margins.  

Selling online and 
advertising online allows us to create both online AND 
offline demand for our product. Our ad spend only 
makes sense because we know that many men who 
purchase offline learned about our product online. I 
believe in creating multiple revenue streams so that the 
business remains flexible in case there is a bad change 
in any particular stream. Our online stream makes sure 
we face less risk if the offline stream slows down for any 
reasons out of our control. 

By the way, will we see the Autoblow 3 any time soon?
Brian Sloan: In fact, as I write this, I am on a factory 
visit in China. I hired some robotics PhD’s in Canada to 
create the Autoblow 3 and I brought the prototype with 
me to deliver to the factory and to discuss its manufac-
turing. I can’t say too much about its functionality but I 
can say I am 100% confident that it will be in a class of 
its own regarding the feeling it delivers to men, the 
sound it makes, and its durability. We invented a 
completely new way of delivering the sensation of a 
blowjob that is as close as anyone has ever come to 
getting it right. I think we can bring it to market in 10 
months. 
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At the end of May, Ladies Night Homeparties invited all their employees and 
agents to a big party to celebrate twelve and a half years of success. 
As Eric Vonke, the head of the Dutch company, explains in our EAN interview, 
the atmosphere at this event was nothing short of awesome – and with good 
reason: Ladies Night is currently experiencing a phase of impressive growth.

 2017 is our best year ever.
E r ic  Vonke  a n a l y ses  th e  suc c ess  o f  La d ies  N ig h t  Homepa r t i e s  exclusive
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 „Ladies Night Homeparties recently celebrated a 
rather unusual anniversary: 12.5 years of success. How 
was the event?
Eric Vonke: It was an amazing event! The theme was 
black and gold and everybody was dressed up for the 
occasion. As always, we had some nice surprises 
planned for the agents, like a group of guys serving the 
champagne with bare upper bodies, so we could all 
toast to the 12.5 years existence of our company. To 
our big surprise, the agents had a lot of surprises for us 
as well, like a very personal message from friends and 
also a very special cake and tickets to a Dutch techno 
festival. They even had made a professional cover of a 
song with the lyrics completely rewritten to match our 
company and a live performance of the song at 
the meeting.

How has 2017 been treating your company so far?
Eric: 2017 is our best year ever. We are experiencing 
the biggest growth in years, and it even tops our best 
years before the economic crisis.

What is your explanation for this growth? Can it be 
chalked up to the improved economic situation in the 
Netherlands? What role does the increasing social 
acceptance of sex toys play?
Eric: We are more and more becoming a part of the 
lives of groups of girls and ladies. We have a lot of 
groups who repeatedly book us and new groups who 
find their way to us. For sure, the economic situation in 
the Netherlands has improved and that helps a lot. 
Women are willing to spend money, especially if you 
give them the experience of a fun evening, like we do. 
Generally speaking, toys are more and more accepted. 
The closer to 18 the groups are, the more normal it feels 
to them to talk about it. Unlike before, the old taboo is 
no longer an issue. That taboo is disappearing now.

What are the current top-sellers in your product range? 
Are the customers more curious, more open, more 
adventurous today than they were a few years ago?
Eric: Our bestsellers include our own glides and some 
very specialised toys we have designed ourselves.

Are there any new trends emerging? Or are couples’ 
products still the big thing right now?
Eric: The trend is that women want to buy something 
for their own pleasure and if that includes pleasure for 
their partners as well, then it is even better. Most likely, 
they will buy something for themselves and then also 
something to use with their partner. And most of the 
time, they will also throw in a toy for their partner as well.

The Ladies Night brand is very well known, which is 
partly a result of your collaboration with the media. But 
how important is it to work with traditional media, and 
what role do social media play?
Eric: Very important. We embrace cooperations with 
the media and we seek them all the time. We have our 
daughter, Sharon, in our team and she specialises in our 
Public Relations and Media campaigns. Social media 
are more difficult because as you know, there are 
restrictions about what you can show on Social Media 
and those restrictions probably effect our industry the 
most. It takes an expert to grow your Social Media 
audience and Yvonne and Sharon, together with our 
designer, Simone, have become those experts in 
our company.

You have more than 200 consultants. That must be 
pretty much as big as you can get in the Netherlands, 
or is there still potential for growth?
Eric: I think that we have a nice balance. 200 agents on 
average is a nice number that will not lead to agents 
having too few parties. We have reached a level where 
the agents are very happy with the number of parties 
we offer them. And the growth of the company is mainly 
aimed at increasing the number of parties, not 
necessarily the number of agents.

Are there opportunities for growth in other distribution 
channels, say online?
Eric: Yes, our internet shop is also growing, but mostly 
due to our regular customers. We don’t sell any toys 
online that we also sell at the party’s. 

The trio guiding the company: 
Yvonne Ubbink, Eric Vonke, 
Sharon Vonke
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To avoid cannibalising our home party business, 
but also to be able to sell brands online which we 
don’t offer at the parties. At the parties, 99% of 
what we sell is our own private labels - most of 
the products are even designed by us. 

What are your plans for the future of Ladies 
Night? Do you see any big changes or challenges 
looming on the horizon?
Eric: We recently started lingerie parties. As a 
separate company but with the use of our large 
client base. We can cross commercialise our 
different companies and we use our know-how in 
the market. Big changes we don’t really expect, 
because we are already thinking a few steps 
ahead, and our technology, IT, warehouse, and 
our teams are prepared for growth.

How would you describe the current situation in 
the adult market? What are the biggest 
developments right now, positive or negative?
Eric: I think sometimes it looks like some 
companies are two steps behind. They copy 
instead of innovating. Innovation is the key to 
success in my humble opinion. But to be unique, 
you need the best staff, the best motivated team, 
and a one-of-a-kind vision. And you need to stay 
true to that vision, without compromising. 
Offering clients an experience is the first 
prerequisite. Without offering an experience, they 
will go somewhere else. In my opinion, the main 
reason we have seen some companies fail is that 
they didn’t stick to their own core business. 
Developing your core business is more rewarding 
than trying something that is completely new to 
you and, something that other experienced 
players in the market already do. It is best you 
stay out of their way, let them stay out of yours, 
and not fight each other for pieces of the 
same cake.

If one takes a look at companies such as Ladies 
Night, it becomes obvious that home parties are 
an important channel of distribution in the adult 
market. Still, most people only talk about the 
problems of the brick and mortar trade or the 
seemingly endless growth of the e-commerce 
segment. Why are home parties so often 
overlooked?

Eric: I understand why our side of the business is 
not a discussion point. The homeparty market is 
saturated. If you want to start a new homeparty 
company, you will need ave a lot of money and 
perseverance. First of all, you need to develop 
your own private label, because the rest can be 
found online, where some of the web shops are 
engaged in ridiculous pricing. Then, you will have 
to fight the existing competition that has already 
built a loyal customer base. You have to be 
unique and already have a lot of know-how, 
otherwise you will most likely fail and the money, 
time, and effort spent will have been for naught.

“WE  ARE  MORE  AND  MORE 

BECOMING  A  PART  OF  THE 

L IVES  OF  GROUPS  OF 

G IRLS  AND  LAD IES . ” 
E R I C  V O N K E

Touching glasses to celebrate 
twelve and a half years of 
successful business
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 „Sliquid recently sealed a distribution deal 
with Eropartner. What made this company 
the right choice for you?
Dean Elliott: Chris and his team are great 
people for starters ... We only work with folks 
we truly care for, and you’d be hard pressed 
to find a better bunch of people then the 
crew at Eropartner. Secondly, their reputation 
in the EU market is flawless, and many of our 
brand friends, that currently partner with 
Chris, have only boasted about great results! 

Which criteria factor into the equation when 
you look for distribution/wholesaling 
partners?
Dean: We want partners that take the time 
to educate their customers, and offer 
guidance on various aspects of the line, 

when need be. We know it takes a bit of time 
to get footing into a new market, however 
we’ve had great success entrenching into 
new markets, with the ‚right partners‘ 
worldwide. 

What are your expectations regarding this 
collaboration? Do you think it will strengthen 
the position of Sliquid in the European 
market?
Dean: Without question! We currently work 
with a small distributor in Scandinavia and 
one based in the UK, and in those regions, 
Sliquid is selling quite well, however the EU is 
big, and Eropartner has amazing saturation 
within Europe. 

Will Eropartner carry your entire product 
range?
Dean: Initially we’re starting out with every 
lubricant product in a 125ml size... From 
there, we’ll roll out the travel size (60ml) and 
larger size (255ml). 

Wouldn’t it have been conceivable to make 
Eropartner your sole and exclusive distributor 
for Europe, or are exclusive distribution 
agreements a thing of the past? 
Dean: As mentioned, we have a small 
distributor in Scandinavia that handles 
Sweden, Norway & Denmark, and one in the 
UK, and with the looming deadline on Brexit 
... Safe to say Eropartner will be the only EU 
distributor for Sliquid! 

How would you describe the current situation 
in the lubricant market in Europe? Is there 
enough room and potential to grow and 
thrive amid all those established brands in 
the marketplace?
Dean: Sliquid is a completely different 
lubricant & lubricant company. We are an 

Dean Elliott, founder and 

CEO of Sliquid, wants to 

strengthen the position of his 

brand in Europe. And he has 

already gotten a big step 

closer to achieving this goal 

as Sliquid has entered into a 

partnership with Eropartner. 

This also means that visitors 

of this year’s eroFame will 

get to take a closer look at 

the Sliquid products at the 

Eropartner stand. EAN talked 

with Dean Elliott about the 

new distribution agreement 

and about his plans for the 

European market.

We’re hoping the EU will follow with 
the search for natural & organic products.

Sl iq u id  and  E ropa r tn e r  j o in  f o rc es exclusive
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NSF certified organic line with Sliquid Organics, 
and boast the most natural lubricants offered 
worldwide, with only a handful of body safe 
ingredients. For consumers that are searching 
for health-conscious alternatives to mass lubricant 
producers, Sliquid offers a major point of 
difference. 

How does the European market differ from the US 
market?
Dean: We’re hoping the EU will follow with the 
search for natural & organic products ... In the US, 
Sliquid has become the ‚Go to‘ lubricant line for 
natural & organic ingredients. 
 We have a few Hollywood celebrities that 
swear by our products, including Gwyneth Paltrow 
who‘s goop.com only offers Sliquid Lubricants. 

Of course, you need a strong brand to secure a 
piece of the European market. What are the strong 
points of Sliquid? 
Dean: We have grown our beloved brand by ‚word 
of mouth‘. The majority of folks that have tried any 
of products, have now become brand loyal, and 
we’ve rightfully earned a spot on their nightstands! 
We never use glycerine, parabens, or any petrol 
chemicals. We source only the best, certified 
ingredients for our formulations, and keeping our 
products clean & green are always our top priority. 
We have an amazing following by the Sex Blogger 
community, OBGYNs, and Nurse Practitioners. 

Would you say that demand for products with 
organic ingredients has gone up? 
Dean: Without question... In just about every form. 
The food we eat, the supplements we take, the 
cosmetics we apply... and YES, the sexual health 
products we all enjoy! 

Would you mind giving us some information about 
the size of your product range and the types of 
products you specialise in?

Dean: We offer well over a hundred products 
including the Ride Bodyworx line ... Again, we 
specialise in natural & organics formulations for 
lubricants, stimulants, massage and bath ranges. 

Will Eropartner also provide trade members with 
Sliquid POS materials so they can present your 
products in their stores to maximum effect?
Dean: We are currently producing new training 
manuals that will help get retailers more familiar 
with the benefits of our line, and currently offer 
posters and catalogues. 

Is it correct that Sliquid’s head of sales and 
marketing will travel to eroFame to present your 
products at the Eropartner stand?
Dean: Yes, Michelle Marcus is our VP of Sales. 
She will be on the stand each day, from show open 
to show close. I will be there as well, to meet 
Eropartner’s clients who have asked for our line to 
firstly thank them for their interest, and to answer 
any questions they may have!
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 „You have added the Revo Slim to your 
successful Revo line. What makes Revo Slim 
different from other Revo products?
Monique Carty: We created Revo Slim due 
to customer demand.  We regularly have 
requests for something ‘a little smaller’ as 
some can be intimidated by the size of the 
shaft.  The new model not only has a 
slimmer shaft, it’s all over silicone making it 
fully waterproof and we’ve also improved this 
model by adding a bi rotational shaft giving 
the user more pleasure combinations than 
ever!
 
Would you say that Revo Slim aims at 
consumers who are looking for an entry 
product to explore the world of prostate 
massagers?
Monique: I think it depends.  The shaft size 
makes it a good entry level product but the 
price makes it an investment. This product 
really is one of the best prostate massagers 
on the market so if a customer is set on 
trying prostate massage and wants the best, 
this is the product for them.
 

Revo products are full of technology and 
mechanics - was it difficult to accommodate 
all of that in a small form, such as Revo Slim?
Monique: Yes, that’s always been the 
challenge for us and what stopped us 
creating this model sooner.  We didn’t want 
to compromise on the performance that 
Revo is known for so it took some time to 
get this right.  In our endeavours, we actually 
managed to make improvements making this 
the best Revo yet. 
 
Another new product from Nexus is Ultra Si. 
Is it right that it is based on your Nexus Neo?
Monique: Yes, we used the shape of our 
Neo prostate massager and covered it in 
luxurious silicone to deliver dual density 
sensations.  Again, this is something that has 
been requested by both trade and retail 
customers.   When we created our 
first-generation prostate massagers we 
wanted a product that was firm enough to 
massage the prostate effectively and non – 
porous, polypropylene fitted the bill perfectly.  
For some however, the firmness of this 
plastic puts them off so adding a thick layer 
of silicone gives them the added sensation 
they desire.
 
Ultra Si combines luxurious silicone and 
durable plastic. Would it even be possible to 
produce a dual prostate and perineum 
massager made entirely of silicone or would 
such a product simply lack the stability?
Monique: We have prostate massagers in 
our range already made entirely from silicone.  

Revo Slim, Ultra Si, 
Douche Pro, and 
excite anal beads 
– those are the names 
of the new products 
that Nexus is going to 
present at eroFame. 
However, those are 
not all the irons the 
company has in the 
fire. As Monique 
Carty, Director of 
Nexus, explains, 
there are now also 
optimised versions 
of existing products, 
and on top of that, 
the team has entered 
into a collaboration 
with another British 
brand. Reason 
enough for EAN to 
ask Monique for 
an interview.

 We’re always looking to do something 
a little diff erent and a little better.

Ne xus  a t  e roFa me exclusive

Due to the small size of Revo 
Slim, incorporating all the 
necessary technology and 
mechanical elements was a 
big challenge
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Gyro and Silo for example work because of the 
shape. Unfortunately, due to the shape and the 
stainless-steel roller ball that stimulates the 
perineum, we were unable to create Ultra Si, purely 
in silicone. 
 
What other features and characteristics does Ultra 
Si offer?
Monique: Like all of our first-generation models, 
Ultra Si will perform a really thorough prostate 
massage.  The curved handle at the base enables 
optimum control whilst the stainless-steel roller-ball 
delivers licking sensations to the perineum.
 
At eroFame, Nexus is also presenting a new 
prostate anal douche called Douche Pro. What 
exactly is a prostate anal douche and what is its 
purpose?
Monique: A prostate anal douche is simply a 
douche that is shaped so the water stimulates the 
prostate as the user douches.
 
Can you give us some information about the 
Douche Pro?
Monique: With Douche Pro we’re simply 
combining one of our best selling products 
with one of our passions; prostate 
stimulation.  The bulb is bigger on this 
douche and it has a smooth curved 
shaft to enable the user to stimulate 
the prostate as well as receive a 
deep clean.
 
With excite, you are adding 
small anal beads to your 
product range. There are 
numerous such products in the 
market already, so why should 
the consumer turn to 
yours?
Monique: This was 
actually a customer request 

because apparently good quality small silicone anal 
beads are hard to come by.  After some research, 
we realised they were right, it’s amazing that 
sometimes you find there’s a gap in the market for 
the most obvious things. 
 
Apart from these new products, you have also 
optimised three existing products - G Rider, Ridge 
Rider, and G Play. What exactly did you change?
Monique: All models will now be waterproof and 
rechargeable whilst keeping the same RRP.   They 
will also have revamped packaging to reflect the 

ranges better.
 

Nexus has also signed a 
cooperation agreement to 

work together with Doxy 
and present attach-

Monique Carty, 
Nexus Director
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ments for the Doxy Wand Massagers. How did this 
cooperation come about?
Monique: Doxy wanted to collaborate with a 
brand to produce good quality silicone 
attachments for its new Number 3 massager.  
As a British brand with a successful track record 
in silicone products it made perfect sense for us to 
work together.  It’s simply a case of two British 
companies combining their strengths to create a 
great quality product.
 
What attachments has this collaboration spawned 
so far?
Monique: We have four models, two for the ladies 
and two for men.  We have a clitoral stimulator, a 
rabbit style based on our Femme range, a 
masturbator and a prostate stimulator modelled on 
our Revo range.    
 
Where do you get the ideas for your new 
products? To what extent do feedback and the 
wishes and needs of your customers play a role 
when you tackle new projects?
Monique: All different places.  Some come 
from our customers, some from our trade 
partners and others from the team. We’re 

always looking to do something a little different and 
a little better.
 
One more question about the market: Is the 
competition in the ‚male toys‘ segment increasing?
Monique: I would say brands are investing a lot 
more time in the male sector yes.  Prostate 
massage for one is becoming a lot more popular 
and men are becoming more demanding in what 
they want.  There will always be a market for the 
throw away ‘wank sleeve’ but men want more and 
brands are responding to this.

If you are looking for small, 
high-quality silicone anal 
beads, Nexus has just the 
thing for you - excite

Nexus has entered into 
a collaboration with 
British brand Doxy
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EXSENS will be exhibiting at this year’s eroFa-
me in Hanover again. What can the visitors 
expect when they stop by at your booth?
Nathalie Vernin: As every year, we will 
welcome visitors to the EXSENS universe at 
our booth!  The brand is fi lled with eternal 
values. EXSENS communicates to its audience 
something very special, deeply private: love, 
happiness, wellbeing, and pleasure. The 
universality of the EXSENS themes and images 
allows the brand to cross borders between 
cultures, countries, age and social groups, 
while emphasising their femininity as well as the 
fondest feelings. And always, EXSENS conveys 
enormous positive energy through its products!

You recently expanded your gemstone collecti-
on of massage oils. Which new stones did you 
add and why did you pick them?
Nathalie Vernin: Indeed, jewellery, high 
fashion, décor, cosmetics and more – at the 
moment, semiprecious stones are turning up 
everywhere. Across the Atlantic, crystals are 
creating a real buzz, while in France, the trend 
is growing every day. From Miranda Kerr or 
Victoria Beckham to Angelina Jolie and Pharrell 
Williams, the biggest stars are also falling under 
the spell of healing crystals.

 For several years, our team has been con-
vinced of the advantages that cosmetics with 
semiprecious stones could bring. Pushing the 
limits of traditional cosmetics this year, we are 
happy to have created a new massage oil line 
that brings this union into play.
 Aventurine, coupled with avocado oil, 
include properties for anti-stress and the ab-
sorption of electromagnetic waves. Known for 
inner peace and strengthening self-control, it is 
also thought to accelerate dermal healing.
 Carnelian, infused with apricot oil, is said 
to be stimulating and motivating. This powerful 
energy stone seems ideal for fi nding dynamism 
and increased physical pleasure. It also has the 
advantage of protection from external aggressi-
on and the dispersal of negative emotions.
 Tiger Eye is known as the protective stone. 
Combined with macadamia nut oil, it abolishes 
negative energies and makes for a warm, soo-
thing massage. It is also considered benefi cial 
in the regulation of the nervous system.
 Our crystal infused massage oils are as 
precious as the stones themselves - stones, 
oils, scents, and packaging are in synergy, 
creating a single object that pleases in more 
ways than one. The resulting poetry is simply 
magnetic and fascinating. 

The EXSENS brand 
embodies timeless 
qualities such as love, 
happiness, wellbeing, 
and pleasure, but at the 
same time, their 
products are very much 
in touch with the 
latest trends seeing how 
they also represent an 
appealing option for 
consumers who are 
looking for sustainability 
and organic ingredients. 
An on top of that, they 
also offer a 
transcendental element. 
To learn more about 
these new pleasure and 
wellness products made 
in France, we asked 
Nathalie Vernin, 
president of EXSENS, 
for an interview.

EXSENS Massage Oil is 
like a unique piece of music.

Na th a l i e  Ve rn in  t a lks  th e  l a tes t  dev e lopmen ts  a t  EXSENS exclusive

 „THE  RESULTING  POETRY 

IS  S IMPLY  MAGNETIC  AND 

FASC INATING . ”
N ATH A L I E  V E R N I N
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Will you also present other new 
products apart from the gemstone 
massage oils?

Nathalie Vernin: Yes, absolutely! We 
expanded our warming gourmet oil collec-

tion, adding new 100% NATURAL f and 
94% ORGANIC formulas with Stevia.

 You can discover the two new 
references at the show!

All the new products you 
present are 100% natural 
and 94% organic. Why is it 
important for you to present 
ecology-minded products?
Nathalie Vernin: ORGA-

NIC products are a sustain-
able trend, a lifestyle that is 

anchored in a mentality and the 
recurring demand of our consumers. 

That is the reason why offering products 
of high quality that are also safe is vital for us. 

 Using organic ingredients, processed and 
not derived from petrochemicals, all to reduce 
the impact on the environment, and preserving 
biodiversity is an opportunity that we do not want 
to miss.

What is the difference between natural and organic 
ingredients? How do you make sure that all ingre-
dients adhere to your standards?
Nathalie Vernin: A product is considered „natural“ 

when it contains ingredients that are 
sourced from nature rather than 

created synthetically. Natural 
products generally don‘t 

include ingredients like 
petrochemicals, parabens, 
phthalates, synthetic dyes, 
and synthetic colours.
 The main distinction 
between natural and 
organic beauty pro-
ducts is that organic 
ingredients must pass 
more rigorous stan-
dards of purity. In or-
der to be organic, an 
ingredient must have 

been derived without 
the use of synthetic 

pesticides, petroleum 

fertilizers or sewage sludge fertilizers, and it must not 
be a genetically modifi ed organism (GMO).
 Overall, we are adhering to the COSMOS regula-
tions for Organic Products in Europe. Hard to explain 
everything in one interview, but we’d love to welcome 
you in our factory in Peynier, France, to explain the 
overall process. 

What would you say is the most important aspect 
for the consumers when they buy a massage oil or a 
wellness product? Is it the price, the ingredients, the 
functionality or the brand?
Nathalie Vernin: From our point of view, the 
ingredients and functionality are the most important 
arguments. 
 EXSENS Massage Oil is like a unique piece of 
music, written and rewritten on skin and muscle, 
using new notes as well as old to create a moment of 
perfect symphony between partners. Our divine and 
subtle fragrances perfectly enhance our oils, bringing 
forth sensation and inspiration in concert with each 
crystal base. 

Is there a special consumer group you are aiming for 
with your products?
Nathalie Vernin: As I already mentioned, the univer-
sality of the EXSENS themes and images allows the 
brand to cross borders between cultures, countries, 
age and social groups, while appealing to their femi-
ninity and evoking the fondest feelings.

How long does it take to develop a massage oil or 
lubricant, from the fi rst idea to the fi nished product? 
What are the most important considerations for 
EXSENS in this regard?

t 

fertillizers or sewagege sludge fertilizers, aand it mu
be a a genetically mmodio fi ed organism (GGMO).

OvO e aerallll, ewe aare adhering to the COSMOS re
tions for Organic Products in Europe. Hard to e
everything in one interview, but we’d love to we
you in our factory in Peynier, France, to explain 
overall process.

What would you say is the most important aspe

For more energy: 
Carnelian 
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Nathalie Vernin: Creating a product, from the 
original idea to the fi nished product can take from 
one year to three years, or even longer. It is a very 
long process that starts with a marketing brief, goes 
through formulation, testing, sourcing, production 
and fi lling, and ends in a unique product. In our team, 
we believe that when we consider putting a product 
on the market, this product should bring something 
new and not just replace another one. 

Wellness products like massage oils can be sold in 
the adult market as well as in mainstream drugstores 
etc. How important is erotic retail for EXSENS? Are 
there still discrepancies between these two sales 
channels?
Nathalie Vernin: We do not really distinguish bet-
ween sales channels. Indeed, EXSENS products are 
universal and they can be sold through many different 
channels. Nevertheless, the erotic market is very 
important for us and we are trying to develop it as 
quickly as we can. Where can EXSENS products be bought in Europe 

and who can retailers turn to if they are interested 
in picking up your products? Do you work with 
distributors?
Nathalie Vernin: Indeed, we work with many 
distributors in Europe, for instance CONCORDE and 
DILDOS ASSORTED. It is a real pleasure to work with 
them. We also have partnerships with store networks.

What are your plans for the near future? Will EXSENS 
concentrate on massage oils or do you have plans 
for other products as well?
Nathalie Vernin: Our marketing plan is full for the 
next three years, as far as product launches and 
media campaigns are concerned.  You will soon 
discover other special products, apart from massage 
oils, but for the moment, we will keep them a secret. 

191988

universal and they can be sold through many different
channels. Nevertheless, the erotic market is very 
important for us and we are trying to develop it as 
quickly as we can. 

Tiger eye is known 
for its protective 

energies









 w w w . e a n - o n l i n e . c o m  •  1 0 / 2 0 1 7202

Bioconcept is a distributor with a carefully selec-
ted range of brands – what brands are those?
Marina Zaitseva: You are correct, our company 
is a distributor of high-quality brands such as: 
SpareParts Hard Underwear, WetForHer, Viamax, 
Überlube, Demoniq, YesForLov, and Tickler to 
mention a few.

How do you pick brands for Bioconcept? Which 
prerequisites does a brand have to meet in order 
for you to add it to your range?
Marina: First of all, we look for the best quality. If 
to talk about underwear for example, it must have 
perfect stitches and be of good quality, It can’t 
just look good in the picture on the box.

Bioconcept Baltics will bring two new brands to eroFame. Marina Zaitseva 

didn’t want to spoil the surprise by giving away too many details, but she 

did tell us that these products will live up to all the expectations the 

consumers have regarding modern adult brands. Quality matters most, 

obviously, but there are also other elements that need to be taken into 

account, as the head of Bioconcept Baltics explains in our interview.

Mar ina  Za i t sev a  p resen ts  h e r  d i s t r i bu t ion  c ompa ny  B ioc on c ept  B a l t i c s exclusive

 „WE ARE VERY LOYAL TO 

OUR BRANDS AND WE CAN 

GIVE FULL AND FAST 

SUPPORT TO OUR CLIENTS.”
MARINA ZAITSEVA
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We believe in brands that are sustainable and have a 
more foresighted vision than other brands.

Bioconcept is the exclusive distributor for certain 
brands in some regions of Europe. Does the concept 
of exclusive distribution still work in todays’ global and 
free market?
Marina: Yes, we like to think so. We are very loyal to 
our brands and we can give full and fast support to our 
clients. Of course, the internet is wide open and online 
companies can sometimes make offers we cannot 
match, but buying a product is very often not the whole 
deal, there is also a need for support etc. which is what 
we provide.

The traditional supply chain (producer-distributor/who-
lesaler-retailer) is pretty battered right now. What is your 
opinion on this development? 
Marina: What can we do? It is as it is and we can only 
hope that our way is appreciated and that the service 
we provide will win out over shortcuts.

Why should retailers get their products from wholesa-
lers and distributors? What are the advantages of the 
traditional supply concept?
Marina: As mentioned above, we feel that fast service, 
full support, etc. is an advantage and preferable to every 
shop being their own importer, customs declarant, 
warehouse, promoter, marketer, warranty department 
etc. This way, retailers can focus on what they are good 
at - selling products to consumers.

Many wholesalers and distributors have decided to 
launch their own private brands. What about Biocon-
cept? What is your view of this situation?
Marina: I know, if we decide to do some kind of private 
label, it must be something special or something that’s 
better than what others present. The market is so full of 
same-same but different products.

Bionconcept successfully established a foothold in 
several European markets, but originally, your focus was 
the Baltic region. How would you describe the current 
situation in these states, as far as the adult market is 
concerned? Has it changed a lot in recent years?
Marina: Yes, we started in the Baltic States but those 
countries have a very low population and the purcha-
sing power per capita (PPP) is lower than many other 
EU countries.  But as salaries and living standards are 
improving, so is the PPP, and the people are like people 
in any country; a healthy sex life is as important as 
anywhere else.

Bioconcept will be an exhibitor at eroFame. What is 
your goal for the trade show? Do you want to present 
your entire range, a selection of special brands, or will 
you focus on new products?
Marina: Yes, I will be there with my team and all our 
brands, and together with some visiting producers, we 
are going to meet our customers, talk to them, educate 
them, and listen to their ideas and experiences to see 
how we can work together to make our cooperation 
bigger and better. 
We will introduce two new brands and their new 
products at the show, so please come by and see us to 
get an introduction.

What are your plans for the future of Bioconcept? Do 
you maybe intend to expand into more markets?
Marina: We plan to secure our position in the market, 
but we prefer to go slowly and steadily.  There are some 
plans for a slight expansion into new markets and also 
into other segments of the business, but as we all 
know; ‚If we could predict the future, we would all be 
doing something else‘. 

 „FIRST OF ALL, WE LOOK 

FOR THE BEST QUALITY.”
MARINA ZAITSEVA

Marina Zaitseva is 
the Managing 
Partner of 
Bioconcept Baltics, 
which was founded 
in 2005

M A R I N A  Z A I T S E V A
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 „Zoltán, what can you tell us about the 
latest developments at your company? Have 
you added any new brands lately? Also, is it 
true that you are busy setting up new 
headquarters?
Zoltán Bödy: We haven’t spoken for long 
time, but I see that rumors are still thriving in 
our industry. Your information is almost right. 
We won’t change our headquarters, but we 
are setting up a new warehouse and 
showroom, next to the existing two buildings. 
It will be 2000 square meters, on two floors 
and 7900 shelf pieces. The plan was to be 
ready by the end of this year, but we made 
some modifications to the plans, so now we 
see that we won’t be ready before next year. 
We really need the extra space because the 
needs of our customers are growing and we 
really don’t have enough space for our stock. 
The second warehouse, which we built two 
years ago, was already too small when it was 
ready. We hope the new one will be big 
enough for a longer period of time.  
We are always testing new brands in our 
markets, but most of our novelties are 
coming from our regular suppliers. At the 
moment, we are working with 219 brands, 
but this year, we have already stopped 
distributing 72 brands. Of course, we are 
already in negotiation with new suppliers, 
and we plan to stop carrying a few more. We 
are always working to find the best offers for 
our customers.

How did you manage to be this successful in 
such a highly competitive marketplace? 
Zoltán: I think there are many small reasons 
and it is also important that we are here and 
that we have known the market for long time. 

The three pillars of your company are 
product assortment, customers-focused 

business policy, and competitive pricing? 
Would you mind providing us with some 
more information about these three ele-
ments? How are they reflected in your 
corporate philosophy?
Zoltán: Just do your best, don’t be greedy, 
think long term, be correct, and make your 
customers happy… Of course, it’s not as 
easy like that. We are under great pressure 
from both sides, suppliers and customers 
alike. Because we are almost the only 
competitive distributor in our area, we have 
to keep everything on stock for our custo-
mers at a competitive price, but all the 
brands want to get in and sometimes it is 
hard to say no. It is also important to stay 
competitive in spite of big price wars in 
Europe because our expenses are still much 
smaller compared to some other companies, 
and we own all our properties, so we don’t 
pay rent. Also, we don’t pay for energy 
because the whole company is running on 
solar panels. Thanks to these savings, we 
can make the necessary adjustments.

Aren’t you worried about the erosion of the 
traditional supply chain in the adult market as 
the lines between producer, distributor, and 
retailer are blurring more and more?
Zoltán: Of course, everybody has their 
thoughts about it, but we always focus on 
moving forward, we never ‚push the brake‘ 
and we always develop to keep up with the 
best ones. We also keep our eyes open and 
try to maintain our place in this ever-chan-
ging world. 

Debra Net was born in Eastern/Central 
Europe. Are the structures in that region 
different from those in Western Europe? Are 
the above-mentioned problems maybe not 
as pronounced in these markets?

EAN turns to the eastern part 
of Europe to find out whether 
the adult market in these 
countries is subject to the 
same changes and develop-
ments as the rest of Europe. 
Providing us with in-depth 
information about his home 
turf is Zoltán Bödy, owner and 
manager of the Hungarian 
wholesale company Debra 
Net. He tells us about the 
developments in his own 
company, about the challen-
ges of keeping up with the 
ever-changing market, and 
about his expectations 
regarding the upcoming year.

 Just do your best, don’t be greedy, think long 
term, be correct, and make your customers happy...

Sp ot l i gh t  on :  D eb ra  Net exclusive

Erika and 
Zoltán Bődy
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Zoltán: Yes, maybe we are a few years behind in 
that regard, but it is good for us because the 
changes we see in Western Europe are also 
coming to us, so we have time to prepare 
ourselves. 

In Western Europe, the brick and mortar trade is 
under a lot of pressure due to the success of 
e-commerce. Is the situation similar in Eastern 
Europe? Has it affected your business and your 
customers?
Zoltán: It is almost the same situation. It’s like with 
your previous question. The changes are coming, 
and we have more and more online customers, 
and more and more regular stores are improving 
their websites.

The market is in a state of constant flux. How do 
you manage to stay abreast of new developments? 
Is flexibility becoming the most important thing in 
the adult market?
Zoltán: Yes, it is not easy to develop in this 
business, for more reasons than one. We have to 
make investments, and we can do it because like I 
told you before, we try to keep our cost low and we 
plan for the long term. On the other hand, we have 
to be creative, we have to work cleverly, follow new 
trends, etc. We are lucky because we have a lot of 
young people on our team and I learn a lot from 
them as well. I think flexibility alone is not enough. I 
tend to say: Just do your best and be open. Live 
and work like this, and nothing wrong can happen.   

Private brands have more or less become a 
necessity for wholesalers – does Debra Net also 

have private brands, and how important are they 
for your bottom line?
Zoltán: This will be our next big project, after the 
new warehouse is ready. We have already started 
with our preparations because I think it is very 
important these days. We already have some small 
lines, but we are planning to go about it much 
more seriously in the future.

You are not going to present 
your products at eroFame this 
year. What are the reasons for 
this decision?
Zoltán: Most of our customers 
are from Central Europe. It is 
also difficult for them to fly to 
Hanover, so only few of them 
tend to do it. Moreover, this 
year, Venus Berlin is taking 
place at the same time, so 
those few people will be 
divided into two groups. 
Preparing for eroFame costs a 
lot of energy. This year, we are 

going to put this energy into our projects and 
business instead because that will be more 
beneficial to us.

Do you see potential for Debra Net to expand and 
grow as a wholesaler in the traditional sense, or is 
the situation in today’s market such that growth 
can only be achieved through a wider range of 
services, such as dropshipping?
Zoltán: We grab every opportunity for growing and 
we already started to do dropshipping two years 

„WE  IMPROVE  DAY  BY 

DAY,  AND  WE  HAVE  MORE 

SUCCESSFUL  PROJECTS 

THAT  ARE  DEVELOP ING 

THE  R IGHT  WAY. “
Z O LTÁ N  B Ö DY

The Debra Net 
premises from a 
bird’s eye view 
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ago. We are the only one^s who can deliver almost 
anything in 24 hours within three countries: 
Hungary, Romania, and Slovakia. This is a big 
advantage these days when speed matters a lot.

So, are you happy with the year so far?
Zoltán: I can say that, yes, I am very happy because 
we improve day by day, and we have more 
successful projects that are developing the right way. 

-We started the year with a complete new ERP 
system, made for Debra Net with the experience of 
26 years. That was a huge deal, and we still have 
to work on it. Till today, more than 15.000 working 
hours have gone into this project. 

- We also launched a new website that meets the 
expectations of today‘s trends. Of course, there is 
also a lot of work to do here.
- We can’t forget about the new warehouse 
project, which I mentioned before.
- I am happy that, in addition to these huge 
developments, we are also successful in our daily 
work and we continue to grow, even before 
finishing those big projects.
- I am happy because Debra Net’s success is 
recognised, not just by FORBES magazine but also 
by international credit rating companies: We got 
the best possible AAA rating from BISNODE, which 
is extremely rare amongst Hungarian companies 
(only 0.63 % have the same qualification). 
- And the last, but not least, I am happy that Erika 
is not only my lovely wife, but also a great partner. 
We complement each other and we have learned 
to work very well together. 
I think, next year we will be even happier, when we 
can see the benefits of the current developments. 

This is what the new 
warehouse will look 

like once it is finished

Work on the new 
warehouse will be 

completed next year
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„Arno, please tell us about the early days 
of Vibratissimo. When did you get the idea to 
develop app-controlled vibrators?
Arno Doll: The idea was born roughly three 
and a half years ago. Originally a condom pro-
ducer, we were confronted with a whole new 
product range when we took over BU Produc-
tion in Hungary. We felt that the toy segment 
was pretty much saturated, so we were looking 
for a new approach. Also, we wanted to do 
something in the cybersex segment. The pos-
sibility of actually interacting with your partner 
over long distances thanks to app control was 
really promising: The guy controlling the girl’s 
toy and vice versa, no matter where they are. 
There is a lot of appeal in that idea.

What are the biggest challenges when com-
bining sex toys and apps? Are all the teething 
problems in the rearview mirror now?

Arno: I guess you could say that. The biggest 
diffi culty was probably ensuring an immediate 
response, even when we have thousands of 
users online at the same time. To guarantee 
that kind of immediacy, you need lots of server 
capacities, and when you start out in this 
segment, there are some lessons you need to 
learn, a certain level of experience you need to 
achieve. We have continuously added to our 
server capacity, and today, tens of thousands 
of users can be online simultaneously and still 
get the perfect experience, with real-time cont-
rols and no loss of quality whatsoever. 

Vibrators that are controlled via app are beco-
ming more and more common. What sets your 
app apart from the competition?  
Arno: We believe that quality is the single-most 
important criterion across the board, from 
high-quality raw materials to technologically 
sound, well though-out app controls. Further-
more, we are constantly checking and testing 
our products to make sure they live up to the 
requirements of the market. We invest a whole 
lot of money each year just so the app and 
the hardware keep up with the developments 
in the segment of Bluetooth-controlled end 
devices.

How would you describe the target audien-
ce for your products, i.e. the audience for 
app-controlled vibrators?
Arno: Our target audience is made up of 
women and couples, predominantly. Generally 

It would go beyond the scope of this article to list all the features the Vibratissimo app offers to 

control the brand’s products. So suffi ce it to say that the user can choose from a host of different 

options for interaction, and that there is also a big community to further add to the experience. Arno 

Doll, who is in charge of marketing and distribution at Vibratissimo, tells us more about the brand 

and he provides us with some information about the new products the brand will present at eroFame.

We felt the toy segment was pretty much 
saturated, so we were looking for a new approach.

Vibr a t i s s im o  f oc usses  on  sma r t  toys exclusive

Arno Doll, head of 
marketing and distribution 

at Vibratissimo

 „ IMPROV ING  THE 

AVA ILAB IL ITY  OF  OUR 

PRODUCTS  ON  AN 

INTERNATIONAL  LEVEL  IS 

ONE  OF  OUR  PR IOR IT IES . “
A R N O  D O L L
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speaking, most of our toys can be 
used without the app as well, so one 

can also derive satisfaction from them 
without using the app.

A guy in a hotel room in London, 
controlling the vibrator of his 
girlfriend who is in bed at home in 

Munich – isn’t that mostly a men’s 
fantasy?

Arno: We do not think so, and our ex-
perience has shown that the number of 
long-distance relationships continues to 
increase in these days of greater and more 

affordable mobility. And if more and more 
people work in different places, that 
obviously means they can’t always 
get together on the weekends. So-

metimes, they can only be in contact 
via phone or the internet. We hope that 

our products can help them overcome 
lonely evenings through a shared experience of 
interactive pleasure.

How big is your product range, and what types 
of products are we talking about here?

Arno: Currently, our range is made up of 35 
products, which are in turn available 

in various colours. So, counting 
the various products and product 
variants, we are up to 70 to 
100 products. Our research and 

development department is cons-
tantly working on new, innovative pro-

ducts, and we are proud to announce that 
the results of their most recent work will be 
presented at this year’s eroFame show.

Apart from the app controls, which other qualities of 
your vibrators would you point out?
Arno: The great craftsmanship, the high-quality 
materials, the design and aesthetics, the price-quality 
ratio that is defi nitely second to none in this market 
… So, quite a few.

You will be an exhibitor at this 
year’s eroFame. Will you have 
new products at your stand, and 
if so, what can you tell us about 
them?
Arno: We want to present our 
products to the visitors at our 
stand in person, so I won’t give 
away any secrets now. But it 
is safe to say that we will bring 
some truly exciting products to 
eroFame. 

Where can the trade members 
get your products?
Arno: Our products are available 
from a small group of well-known 
wholesalers, and they are the 
go-to source for all Vibratissimo 
toys. If a wholesaler does not 
carry a product at the moment, 
you can order it directly from 
us. One of our goals for this 
year’s eroFame is to provide our 
wholesale partners with a more 
comprehensive collection so the 

consumers will defi nitely fi nd what they are looking for.

The Vibratissimo line 
currently includes 
35 products – here: 
Vibratissimo Blade

More information about the 
products and app features 
are available on www.
vibratissimo.com

More information about the 
products and app features 
are available on www.
vibratissimo.com

The Vibrat
currently in

 „OUR  RESEARCH  AND 

DEVELOPMENT  DEPART 

MENT  ARE  CONSTANTLY 

WORKING  ON  NEW, 

INNOVATIVE  PRODUCTS , 

AND  WE  ARE  PROUD  TO 

ANNOUNCE  THAT  THE 

RESULTS  OF  THE IR  MOST 

RECENT  WORK WILL  BE 

PRESENTED  AT  TH IS 

YEAR ’S  EROFAME  SHOW.“
A R N O  D O L L
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the name says it all
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Are you looking for more wholesalers or distributors 
to expand your international distribution network?
Arno: Yes, defi nitely. Improving the availability of 
our products on an international level is one of our 
priorities. We have already signed a few deals, there 
is defi nitely a lot of interest.

How do you pick your distribution partners? Which 
expectations do they have to meet?
Arno: The basic rule is, we look for partners who 
appreciate the products and have the necessary 
know how when it comes to their distribution areas. 
There has to be mutual trust and attention, that’s the 
only way to create a successful business partnership. 
Developing and intensifying a collaboration over time 
yields much more sustainable results than merely 
looking for a way to make a quick dollar.

How do you support the trade members? For instan-
ce, do you offer POS materials to your distribution 
partners?
Arno: Yes, there are various POS materials which 
can be ordered through both channels.

What are your plans for the future of Vibratissimo?
Arno: We are more than happy with the current 
development of the company. There is a lot of 
interaction in our app community. People use the 
app a lot, app sales are also going up, so at this 
time, everything, the whole package, is exactly 
where we want it to be. But of course, we still 

want to do better. We intend to round off the range 
by adding several new products, especially toys for 
men. I should probably also mention that we have 
already introduced lubricants and condoms under the 
Vibratissimo brand so as to offer the users everything 
they need, turning it into a one-stop shop for fans of 
the brand.

How would you describe the current situation in the 
toy market? Are there too many products that are too 
similar?
Arno: If you ask me, we’ve already had that situation 
15 years ago. It is a reality of the market that success-
ful, interesting, innovative concepts are often adopted 
by other producers. Therefore, if you present such an 
innovative product, it is imperative that you defend 
your position as best you can, applying clever market 
management and the right focus on quality. Personally, I 
don’t think there can be too many products in a market. 
As long as there are consumers who buy a product, it 
has a right to exist.

A point of criticism that is often brought up in the 
discussion about sex tech is that many technological 
features are only presented because they are doable, 
not because they offer anything of real value to the user. 
What is your opinion?
Arno: Of course, we have our thoughts on that. But 
maybe we should discuss this when we’ve had a bit 
more time to see the sex tech segment develop. So 
let’s get back to that question two eroFames from now.

What are 
Arno: We
developme
interaction 
app a lot, a
time, everyt
where we w

Vibratissimo also 
offer condoms and 
lubricants
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 „Let’s talk about The Penthouse Fantasy Products. How did 
this collaboration with Penthouse start and why did you decide 
to team up with Penthouse?
Autumn O‘Bryan: Topco Sales has been creating Penthouse 
products for almost two decades, and when I took over as 
Topco Sales COO last year, the collaboration marked the first of 
its kind to bring together two female-led, female-operated 
powerhouses. This set a new standard for high-level licensing, 
branding, and product development. 
 Topco Sales has always been a leader in licensing and 
private label branding and Penthouse is a huge brand in many 
parts of the world – the United States especially. They were 
looking to expand the Penthouse name globally with a product 

The Penthouse brand ranks among the best-known and most popular in the world of adult entertainment. This 

popularity has only grown thanks to sex toys bearing the Penthouse logo or, even better yet, products dedicated 

to the Penthouse pets, i.e. products that allow fans of the adult starlets to indulge in their fantasies. For more 

than two decades, Topco Sales has been Penthouse’s partner of choice when it comes to product development, 

production, and distribution. Now, the two companies have collaborated once again to bring us the Penthouse 

Fantasy Line. Autumn O’Bryan, Topco Sales’ COO, tells us more about the new collection in our interview.

The Penthouse name will always carry weight.
Top co  Sa le s  COO  Autumn  O ‘B rya n  on  Pen th ouse  Fa n ta sy  P roduc ts  exclusive

manufacturer that understood their unique needs and collabo-
rating with Topco Sales was a no-brainer from the start.

At the core of the Fantasy Products collection are the Pen-
thouse Pets, whom the individual products are based on. For 
those of our readers who are not that familiar with the Pen-
thouse Pets, what can you tell us about them?
Autumn: The Penthouse Pets are beautiful models who pose in 
Penthouse Magazine and Penthouse’s various media channels, 
each selected for her unique look and lifestyle. Each Pet acts as 
a representative of the Penthouse brand and epitomizes 
Penthouse readers’ ideal female forms and characteristics, and 
they all have one thing in common: they are gorgeous, sexy, 
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and have unique personalities that fans love to see 
in photos, videos, and more. 
 The Pets are featured in social media, photo 
shoots, and other Penthouse-related events in ways 
that let fans connect with them virtually and create 
relationships that, in turn, result in increased visibility 
for the Penthouse brand and its various products. 
Penthouse Pets come from various parts of the 
world and offer Penthouse fans an array of models 
to follow and fall in lust with, which is why Pen-
thouse products perform so well on the retail level.

How should we envision the production process? Is 
it very complicated to create a mould of a vagina?
Autumn: Moulding Penthouse Pets’ bodies is 
certainly a process, but Topco Sales has been doing 
celebrity moulds like these for more than 15 years 
and we have it down to a science. To create 
Penthouse products – specially strokers and 
masturbators that feature models – we invite each 
Penthouse Pet to come to our California-based 
offices and have their anuses, butts, vulvas, breasts, 
and more cast in plaster. This allows us to can 
create exact models of their bodies. 
 We have a team who handles the whole process 
and makes sure that every detail is featured, 
whether it be varying skin tones or a unique feature 
that makes the Penthouse Pet particularly recogniz-
able. From there, we strategically choose which 
models to feature in which products – everything 
from affordable portable Pop-a-Pet strokers to 
full-size love dolls – and then the production and 
packaging process begins!

How many, and what types of products can be 
found in this collection?
Autumn: The Penthouse series by Topco Sales 
features a range of items and collections, about 75 
total SKUs. 
 Pop-a-Pet and Pop-a-Pussy strokers are 
compact, portable, and reusable strokers that are 
the most affordable introduction to remarkably 
lifelike CyberSkin material and are available in 
convenient POP displays. Each style features a 
different “dream girl” and lets fans pick and choose 
the look of their Pop-a-Pet and Pop-a-Pussy.
 Penthouse Deluxe Vibrating CyberSkin Strokers 
are popular strokers encased in contoured plastic 
shells and feature exact molds of Penthouse’s most 
popular Pets’ vulvas and asses. Penthouse Double 
Sided Strokers are especially popular because they 
have two different entryways moulded from 

Penthouse Pets’ vulvas and asses for two distinctly 
different sensations. 
 We also offer larger, full-size moulds of 
Penthouse Pets’ bodies that fans can have a more 
realistic intimate experience with, rather than holding 
onto a stroker, and the range of Penthouse Pets 
featured in these CyberSkin shapes is vast, which 
gives customers a range to choose from. Even 
Penthouse Pets from 10 or more years ago remain 
top-sellers because of their recognizable faces, the 
strong Penthouse name, and the fact that the 
packaging perfectly showcases the realistic look of 
the products.

Would you give us some 
information about the 
materials you used, the 
design, etc.?
Autumn: Topco Sales 
invented CyberSkin, which 
was the industry’s first realistic 
material ever made and 
continues to be one of the 
most-recognized brands, 
synonymous with remarkably 
lifelike sex toys. Pen-
thouse-brand masturbators, 
strokers, and celebrity moulds 
are all made using CyberSkin 
to assure the most realistic 
experience possible and, 
depending on the product, are 
enhanced with ABS plastic 
vibrating bullets for intimate 
massage. 

 We follow tried-and-true product and packaging 
designs that fall in line with the look and feel of the 
Penthouse brand while staying true to Topco Sales’ 
expertise in retail merchandising and marketing. For 
products specifically made with a Penthouse Pet in 
mind, we collaborate with the model and Penthouse 
representatives to assure each product is made 
according to our two brands’ high standards and 
delivers what Penthouse fans expect.

Cyberskin – this material from Topco has already 
reached legendary status in the toy industry. What 
sets it apart from other materials?
Autumn: CyberSkin features a unique formulation 
that has never been replicated by any other brand in 
the industry. Our formula remains a Topco Sales 
secret and allows us to create one-of-a-kind pieces 

 „A2Z  IS  TOPCO  SALES ’ 

FULL L INE  D ISTR IBUTOR 

AND  WORKS  CLOSELY 

WITH  US  AND  PENTHOUSE 

TO  PROMOTE  THE  BRAND 

INTERNATIONALLY  IN 

MEDIA  OPPORTUNIT IES 

AND  TRADE  SHOWS. ”
A U T U M N  O ‘ B RYA N
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that look and feel remarkably real and are built to 
last, delivering true value to retailers and end users 
from a brand they can trust.

Could you give us some information about your 
packaging concept?
Autumn: Topco Sales’ graphics team is well-versed 
in Penthouse’s visual aesthetic and focuses each 
product’s packaging on the Penthouse Pet’s famous 
features. Every box or clamshell features a 
full-colour image of the model with her face and 
body clearly visible – the beautiful photography 
often is what catches shoppers’ eyes on the store 
level – and effectively showcases the look and 
shape of the product inside. 
 It’s important that the packaging not only looks 
right but also effectively communicates Penthouse’s 

unique message and intention 
behind the product line, so 

we work closely with 
Penthouse representatives 
to make sure everyone’s 
needs are met.

What can you tell us 
about the pricing of 
your products?
Autumn: Penthouse 
products are competi-
tively priced in order to 
make them accessible 
to more shoppers while 
strategically serving the 
supply chain. Pop-a-Pet 
and Pop-a-Pussy 
strokers come in at a 
lower price point than 
the competition, which 
makes them more 
affordable and perfect 
introductory strokers 
for first-time users. And 
because all Penthouse 
products are made with 
CyberSkin, customers 
and end-users alike 
know that they are 

investing in pieces that 
are built to last and 
priced fairly. 

Which target group are you aiming at, and what 
does this clientele expect from your products?
Autumn: Penthouse products are made for anyone 
who’s a fan of the Penthouse name and Penthouse 
Pet legacy, but their shapes are specifically 
designed to be enjoyed by anyone with a penis. The 
line is comprised of masturbators and strokers of 
various sizes and styles made with tight and 
textured tunnels moulded after popular orifices on 
the female body, and the Penthouse Pets’ diverse 
line-up assures that the line caters to a wide array of 
sexual interests and attractions.

Can the trade expect sales-promoting POS 
materials to present the products more effectively 
and optimise the success of the collection?
Autumn: Penthouse Pop-a-Pet and Pop-a-Pussy 
strokers are available with a 10-piece POP display 
that takes up a small footprint and sits neatly at the 
point of sale. It features bright colours and eye-
catching call-outs that inspire curious eyes and 
impulse sales. 
 The full Penthouse line is supported by 
shelf-talkers, and we are in the process of creating 
full-colour posters that stores can use to create 
shopping destinations on the sales floor or sex-up 
their stores’ décor.

Do you have some advice for the trade members on 
how to generate as many sales as possible with 
your collection?
Autumn: The Penthouse name will always carry 
weight, but for trade members whose customer 
base is less familiar with the brand, we recommend 
focusing on the fact that each product is made of 
CyberSkin and features a beautiful model – both on 
the product itself and on the packaging. Displaying 
Penthouse items, especially the larger-scale 
masturbators and lifelike replicas, in high-traffic 
areas and fully visible to shoppers will attract 
attention without staff members having to start a 
conversation. 
 Let shoppers know what sets CyberSkin apart 
and remind them that the Penthouse line is 
comprised of a range of options, from lower-priced 
Pop-a-Pet strokers to larger investment pieces that 
can help bring almost any intimate fantasy to life. 
Whether they choose a lower-priced item or splurge 
on something big, shoppers will form a relationship 
with Penthouse and CyberSkin as brands they can 
trust, afford, and depend on for the most realistic 
solo-sex experience possible.
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Topco Sales COO 
Autumn O‘Bryan 
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Will Topco also present this new collection at 
eroFame?
Autumn: Yes, Penthouse will be at the 
Topco Sales booth with a range of new 
strokers recently revealed during the U.S. 
trade show circuit. Come see them up 
close and personal in Hall 27, Booth 
#18!

Are there plans to add more products to the 
collection at some point?
Autumn: Yes, we are already building the next 
series of masturbators, strokers, and even a doll 
featuring new Penthouse Pets. Stay tuned for the 
official announcement!

How would you sum up the current status of the 
product category ‚Male Toys‘?
Autumn: Products made for penises have taken the 
spotlight with more manufacturers around the world 
finding ways to modernize male masturbation and 
offer new ways to get off. At Topco Sales, we use 
our famous CyberSkin material to create an array of 
lifelike shapes that make it fun and easy for men of 
all experience levels to enjoy an intimate experience 
made to emulate the real thing – and Topco Sales is 
back at the top of the “Male Toy” category.

Do you expect big leaps in the segment of 
masturbators and strokers in the near future?
Autumn: Topco Sales has been experimenting with 
automatic masturbation and sex simulation for years 
and we expect this to continue to be a major focus 
for the industry. Most recently, we introduced the 
Jackhammer Multi-Sensation Pussy & Ass, an 
automatic full-size masturbator that expertly mimics 
the tugging, pulling and squeezing motions of a real 
human vagina and anus. The unit features two tight 
and textured tunnels and is powered with a wired 
controller to make the Jackhammer perform at the 
user’s command, adding a high-tech twist to the 
industry’s popular automatic-masturbation 
movement. 
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The Penthouse Pets 
have reached 
legendary status and are 
known the world over

Where will retailers be able to get the Penthouse 
Fantasy Products in Europe? And when will it be 
available in this market?
Autumn: Penthouse products are available now in 
Europe. a2z (https://a2zeurope.eu/download/
Penthouse_Catalogue_2017-08.pdf) is Topco Sales’ 
full-line distributor and works closely with us and 
Penthouse to promote the brand internationally in 
media opportunities and trade shows. Select 
Penthouse products also are available from Orion, 
MVW, bystart, and Dreamlove, and Topco Sales is 
expanding its reach into Europe as we speak. 
eroFame will be a great opportunity for new and 
potential customers to see the Penthouse line up 
close. 

Signature Lines are extremely popular in the US, but 
there is not nearly as much demand for such 
collections in Europe. What are your expectations 
concerning the performance of this product line in 
the European market?
Autumn: Because of the strength of the CyberSkin 
brand and the powerful impact of the packaging, 
the Penthouse line has already performed well with 
more stores catching on to their mass appeal. With 
awareness growing and more distributors stocking 
and promoting the Penthouse line, we expect it to 
continue to expand and gain an even bigger retail 
following – especially following the eroFame show. 
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 „Mimiate is a new erotic product soon to 
be released to the market. What sets your 
product apart from all the others 
that are already out there? Is it 
even comparable?
Warsame Adam: We analysed 
numerous products with some 

of Mimiate’s 
functionalities to learn 

from their mistakes. Key 
fl aws include a lack 

of realistic speed 
and stroke 
lengths, 
as well as 
adjustable grips 
for various preferences. 

Without these features, 
masturbation 

machines are sub-
optimal substitutes 
for the real thing. 
Mimiate has all of 
this, as well as 
unique 
connectivity and 
the open API that 
creates endless 
new possibilities, 
including the 

We started this project ast er 
we discovered a gap in the market.
Mim ia te  t akes  pe r son a l  p lea su re  to  th e  n ex t  l ev e l exclusive

Warsame Adam, 
Press Secretary 

of Surge AS t soon to 
ets your 
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al thing.al
has all off

e  to  th e  n ex t  l ev e l

Warsame Adam,Ad
Press Secretary 

of Surge AS The technology, mechanics, and 
pleasures of Mimitate do not reveal 
themselves at fi rst glance, but the 
appearance of the product 
defi nitely arouses curiosity. Driven 
by this curiosity, EAN reached 
out the Warsame Adam, press 
secretary of Norwegian 
company Surge AS, 
and asked for an 
interview to learn 
more about this 
unique and 
highly 
diverse 
product.

simple free upgrade for existing video 
websites that can give a vast number of 
video-sync options.

Why did you decide to create this 
product? Did you have previous 
experience in this fi eld?

Warsame 
Adam: We 

started 
this 
project 
after we 
disco-

vered a 
gap in the 

market. We 
teamed up 

with a Norwegi-



www.swanvibes.com
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an and a Chinese company that sells mastur-
bators to help us analyse the key functionality 
we had to include in our product.

Since you came up with the idea for Mimate 
working in a hospital, would you describe 
physically impaired users as your main target 
group?
Warsame Adam: There is a debate going on in 
Europe on if we should allow sexual aid in the form 
of prostitution to the physically impaired. With 
Mimiate, we hope we can make both sides happy 
by adding remote intimacy to those who would not 
experience such intimacy without prostitution.

Mimiate can be used by both, male and female 
user. How does this work?
Warsame Adam: The machine has a holder to 
which you can attach a female dildo or a silicone 
sleeve for the penis.

Does Mimiate just add motion to my favourite toy 
or does it come with some attachments?
Warsame Adam: Mimiate comes with a compli-
mentary silicone sleeve and a dildo. You can attach 
your favourite dildo if you prefer that. 

Customisability seems to be a big topic for you. 
How important is it in your opinion that an adult 
product can adapt to its user?

Warsame Adam: It is 
important that you can 
achieve the feeling you 
like on your machine. 
A fi xed sleeve without 
a grip is the market stan-
dard and that is simply 
not enough to reach 
climax. 

Besides the ability to 
insert a sleeve or dildo, 
Mimiate also offers 
an open API for more 
in-depth customization. 
How does this work? Do 
I need a lot of technical 

knowledge to create my own stroking patterns?
Warsame Adam: You will have to have some 
coding skill to make your own application. Custom 
stroke patterns are simple to make in our app. 

 „A  F IXED  SLEEVE 

WITHOUT  A  GR IP  IS 

THE  MARKET  STANDARD 

AND  THAT  IS  S IMPLY 

NOT  ENOUGH TO 

REACH  CL IMAX . ” 
WA R S A M E  A D A M
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Right now, Mimiate exists as a working 
prototype. What were the biggest prob-
lems you had to overcome so far?
Warsame Adam: We created the machine 
only with off-the-shelf components to make 
it robust and guarantee short lead times. 
This has been a complicated matter. 

What will be the biggest challenges in the 
future of Mimiate? Technical challenges? 
Financing or marketing?
Warsame Adam: The machine is almost 
production ready, so we do not believe we 
will have any major technical problems. 
The funding is still a little bit unclear but we 
believe that we will secure the remaining 
funding somewhere. The marketing will be 
the simplest parts, since Mimiate is superi-
or to all other products in this segment and 
is the fi rst product that can compete with 
the right arm.

The Mimate can be automatically paired with 
videos or VR applications. Does this mean 
that the users can just put on their favorite 
movie and sit back? Does this work with all 
videos or do they need specifi c properties?

Warsame Adam: All videos types are 
supported. Just connect and relax.

Right now, you are in the midst of a 
crowdfunding campaign to realise 
Mimiate. If all goes as planned, 
when can we expect to see the 
product on the market? (And what 
is your backup plan if you do not 
hit your goal?)
Warsame Adam: We have a plan B 
and that is to get an investor on board 
for the remaining funds. We already 
have paid for the big expenses in the 
development process. 

How are you planning to market the 
product once the crowdfunding campaign 
is complete? Would you like to work with 
distributors or will you focus on direct 
online sales?
Warsame Adam: We will work with 
distributors and also sell online. We have 
already been contacted by some 
distributors, and the fi rst to get on board 
get a great deal since we are a small start-
up company.
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 „Lisa, you are the 
inventor of LUWI, a new 
contraceptive. Before 
we talk more about your 
invention, would you 
mind telling us a bit about 
yourself?
Lisa Kinsella: I’m a 
single mom of two 
amazing kids, a son 
and a daughter, and 
I am a breast cancer 
survivor.  I like to challenge 
perceptions and people 
tell me I am contagiously 
optimistic. I enjoy igniting that 
spark in others to choose to 
be self-reliant. 

What is the story behind 
LUWI? What prompted you to 
develop this new contraceptive?
Lisa Kinsella: Following a breast 
cancer diagnosis, divorce and a 
complete reorganization of my life, I was 
ready to return to the world of dating. 
The advice from my doctors was to avoid 
birth control pills and contraceptives with 
hormones since those were considered food 
for the type of cancer I had.  I was in search of 
a hormone-free product that would be effective at 
preventing pregnancy and would provide 
protection from sexually transmitted diseases and 
quickly discovered there were no women-centric 
products on the market. Every woman fastens her seat 
belt when she gets in a car, yet when she really needs 
protection she must rely on someone else.  This did not make 
sense to me and I felt compelled to create something that 
enables women to be self-reliant and enable healthier intimate 
relationships. LUWI, stands for Let Us Wear It, and launched 
last March.  

The numbers vary depending 

on who you ask, but the ge-

neral tenor couldn’t be more 

concordant: The most widely 

used contraceptives are the 

pill and condoms; alternative 

means of birth control are 

lagging behind these two 

by a wide margin. However, 

there are still health concerns 

surrounding the pill, and con-

doms are not to every man’s 

liking, either. LUWI offers a 

new alternative. Admittedly, 

it is a condom – but it is a 

condom worn by the female 

partner. Lisa Kinsella tells EAN 

more about this new product 

in our interview, and she also 

explains how LUWI represents 

another step towards real 

equality between the sexes.
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L i s a  K ins e l l a  p resen ts  LUWI  –  a  c on dom f o r  w omen

 Our goal is to increase LUWI’s awareness 
and distribution throughout UK and Europe.
 exclusive

Lisa Kinsella, 
founder of LUWI



Could you describe, how LUWI is used and how it works?
Lisa Kinsella: LUWI lines the vaginal or anal canal and has an 
inner ring that anchors it against a woman’s cervix.  Its insertion 
is similar to that of a NuvaRing.  LUWI is ultra-thin, its half the 
thickness of a latex condom and it latex-free.  It can be kept in 
place eight hours before it is needed and is disposable. 

Why is it so important to put women in control of contracepti-
on?
Lisa Kinsella: The shortest answer is, why not? I mean, he 
should have a solution and she should have a solution. It just 
makes sense. In addition, we deal with periods every month 
without really even thinking about it. We manage contracep-
tion, mostly with birth control or synthetic hormone pills. So, 
when it comes to STD protection, why should we be forced in 

to a role where we must rely on a man to manage it?  Equal op-
portunity is our goal, equal at work, at school, and so health-wise, 

too, yes?  

Could you tell us a bit about the development of LUWI? What were the 
biggest obstacles you had to overcome?  

Lisa Kinsella: Everything takes longer than anticipated! Certifying the 
product, putting the processes in place to be able to deliver, creating a 
brand, it all takes more time than one thinks and patience has never been 
my strong suit.  Once we launched, almost immediately Huffi ngton Post 
ran an interview.  It was great and the orders came in.  But, then it took 
time for more people to hear about LUWI and it has taken time to build the 

conversation about what LUWI is.  When you know how great something 
is and people learn about it and reach out to you and confi rm how great it 

is, its really hard to be patient. Our goal is to increase LUWI’s awareness and 
distribution throughout UK and Europe and that takes time as well as money. 

We started looking for investors to increase our marketing and speed up the 
awareness building. It seems as though most investors want to invest in tech. 

Women’s health is a massive market, we have found white space, and healthcare 
spending has been cut while STD rates are at all-time highs.  It makes so much 

sense, just take patience!

Each LUWI box 
contains four packs
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Even though LUWI can obviously be used by every 
woman, is there a group among whom your product is 
particular popular?  
Lisa Kinsella: Right now, most of our customers are 
18-25-year old women, but we believe 25+ yo women 
just don’t know about us, we are working on that! 
We also believe LUWI will become very popular for 
those with latex allergies, which is about 10% of the 
population.   

When it comes to contraception and STD prevention, 
nobody wants to take any risks. Which measures did 
you take to make sure your product is safe?
Lisa Kinsella: Exactly, we have gone through the 
stringent quality controls required of the USFDA and CE 
certifi cation.  In addition, each lot is incrementally tested 
by a third party at our pharmaceutical manufacturing 
plant for maintenance of our certifi cations.

With that in mind, how do you convince potential 
customers to trust LUWI when there are proven 
alternatives available on the market?  
Lisa Kinsella: In addition to our certifi cations for quality 
control, we have two medical doctors on our team 
who are globally respected in women’s health, Dr Linda 
Banner, Dr Mary Lake Polan.  Condoms are a good 
solution but we hear from so many women who had a 
condom and didn’t use it or it broke.  LUWI can be in 
place before it’s actually needed and this helps to set 
everyone up for success.  We believe most women 

would rather have the option to trust themselves than 
to have to trust another.  Self-trust and self-reliance are 
what enabled me to change my life and that’s the core 
reason why Luwi exists. 
 
You have started a crowdfunding campaign to further 
LUWI ‘s growth. What will the money you‘ll collect be 
used for?  
Lisa Kinsella: Yes, it’s been exciting to work with the 
head of AdultXfunding, Jason Maskell.  His knowledge 
and relationships in the adult space are tremendous. 
Our goal is to use the funds to increase marketing and 
awareness and broaden our distribution. Studies show 
that when people are given the option, women and men 
overwhelmingly prefer LUWI to condoms. 

How much does a LUWI cost and where can retailers 
get it if they want to sell it in their shops? 
Lisa Kinsella: One can purchase LUWI online for about 
£10/ 4-pak at luwi.co.uk, amazon.co.uk, or groupon.de. 
We plan to sell via bricks and mortar shops too and are 
open to other retailers selling LUWI, if interested, one 
can reach out to us via info@luwi.co.uk .  

What are your future plans for the brand?  
Lisa Kinsella: We are just starting! We have plans for 
other products that enable sexually receptive individuals 
the ability to be in control of their own protection.  We 
are also working on a hormone-free and chemical-free 
lubrication.  Did you know that most lubrications on the 
market contain chemicals that increase the 
transmission rates of STDs?  LUWI’s lubrication will be 
different.  What do you think we should call it?  Let Us 
Lube It – LULI?!
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The Fifty Shades Freed collection is rather large. How many 
products does it include, and what types of products are 
those?
Kate: Fifty Shades Freed - The Offi cial Pleasure Collection 
consists of 17 products in a distinctive and fashionable 
purple and rose gold colourway. Some of the products 
in the collection include the Sweet Release Rechargeable 

Clitoral Suction Stimulator - Lovehoney’s fi rst clitoral suction 
toy, described as ‘whisper quiet’. Quirky, romantic design 
elements include a heart-shaped tip for the Crazy for You Bul-
let Vibrator and a stainless-steel rose gold love ring engraved 
with ‚I want you. Now‘. The My Body Blooms Remote Control 
Knicker Vibrator and the sensual petal-shaped Desire Blooms 
vibrator are predicted to be bestsellers.  What’s more, the 
Pleasure Overload, 10 days of play gift set, is in an ‘advent ca-
lendar’ style with 10 doors to open, each concealing a sex toy 
or bondage item. The perfect gift set for the holiday season! 

What sets this collection apart – from the mass of similar 
products in the market on one side, and from the other 
available Fifty Shades collections on the other side?
Kate: The Fifty Shades of Grey collections have evolved 
over the years and the Fifty Shades Freed collection 

pulls from all of the insight gained from previous 
collections and consumer feedback utilising 150,000 

reviews on our retail site. 

In an offi cial Lovehoney press release, you 
emphasise the appealing prices of your new 

products. Does Freed stand for affordable 
luxury and quality?

Kate: The collection of toys is as inno-
vative as it is luxurious at a cost price 

to excite the existing fans. This is not 
to say newcomers to the brand 

won’t be excited by the value for 
money of these products too.

 „You 
are introducing 
Fifty Shades Freed 
– The Offi cial Pleasure 
Collection. How many 
licensed Fifty Shades of Grey 
collections are there now?
Kate Hodgson-Egan: This 
will be the third Fifty Shades of 
Grey collection to coincide with 
the release of the third and fi nal 
fi lm in the trilogy also entitled Freed. 
The products have been designed 
to refl ect the growing intimacy and 
passion of the inimitable heroes of the 
blockbusting trilogy, Ana Steele and 
Christian Grey. Our other two collec-
tions in the Fifty Shades of Grey licence 
are Fifty Shades of Grey the Offi cial 
Pleasure Collection and Fifty Shades 
Darker the Offi cial Pleasure Collection.  
Lovehoney is the only company with the 
offi cial licensed collection for Fifty Shades 
of Grey and with more retailers than 
ever contacting us to do staff brand and 
product training the demand is greater 
than ever for Fifty Shades.

Fifty Shades Freed will only hit theatres in spring 2018, but the hype surrounding part three of the trilogy is already heating 
up. The fi rst trailer was released online on September 9, another is due in October. In order to give the trade enough time to 
prepare for the big excitement that will accompany the cinematic release of the third fi lm, Lovehoney presents Fifty Shades 
Freed – The Offi cial Pleasure Collection, and Kate Hodgson-Egan, the company’s International Sales Manager, tells us more 
about it in our EAN interview.

Demand is greater than ever for Fist y Shades.
Kate  H od gs o n -Eg a n  on  F i f t y  S h a des  F reed  –  Th e  O f f i c i a l  P lea su re  Co l l ec t i on exclusive
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Is the Freed collection as a whole geared more towards 
the experienced and open-minded consumers of adult 
products?
Kate: The collection caters for everyone, from begin-
ners with our Come to Bed slimline rabbit vibrator to 
those who are more experienced with our luxury leather 
bondage items in our Fifty Shades Freed - The Cheris-
hed Collection. 

Fifty Shades Freed is more than just one product line, 
however – there is also Fifty Shades Freed – The Che-
rished Collection. What can you tell us about that?
Kate: Fifty Shades Freed - The Cherished Collection 
consists of 10 limited edition luxe products in the purple 
and rose gold colourway and will be marketed as pre-
mium collector’s items. Luxury leather and sumptuous 
suede will make timeless and classic items for red 
rooms everywhere. Some of the items in the range in-
clude a leather ball gag, a leather collar and lead, leather 
wrist cuffs and a leather and suede paddle. Those items 
in the range which have a handle, such as the riding 
crop and feather tickler, have rose gold metal handles 
with ornate styling to echo the Fifty Shades Freed book 
cover key. 

Who is the target audience you want to cater to with the 
limited premium line?
Kate: In Fifty Shades Freed, Ana and Christian are 
starting to settle into married life and their sex life 
evolves into something more intimate. The products are 
designed for fans of the Fifty Shades books who want 
to inject some mystery and intrigue into the bedroom. 
Also, we have gone with a softer colourway to keep the 
range looking more sensual and romantic, as well as 
the extra romantic design features such as the Crazy for 
You heart tipped bullet vibrator. 

Fifty Shades Freed – The Offi cial Pleasure Collection will 
ship at the end of September. How long before we can 
see these products on the shelves of retail stores? 
Kate: You will see the products on the shelves from the 
beginning of October. The collection and supporting 
POS will also be on display at eroFame, come visit us 
at booth 72! 

Will Lovehoney support the launch of the collection with 
the usual range of appealing POS materials?
Kate: Yes, in addition to the products there will be a 
supporting range of eye-catching POS. The pack inclu-
des a header, footer, bus stops, wobblers and display 
cubes. There is a brand new shelf design which holds 

5 Freed products.  We will also be working on a 
‘cinematic trailer’ with our in-house design 
team, with a creative signed off by E L 
James. This is currently in production 
and we can’t wait to share it with our 
customers at eroFame.

Fifty Shades of Grey Freed will hit 
theatres in the spring of 2018. Aren’t 
you releasing the Freed Collection too 
early? Or will there be a new product line 
as the movie release draws nearer? 
Kate: The teaser trailer was released on 9th Sep-
tember which had almost 6 million views in just over a 
week, the Fifty Shades Freed hype has already started.
 The main trailer will then be released in October, 
so we need to ensure our customers have the stock in 
ready for the ‘Fifty Shades Phenomena’ to commence 
and ready in time for the holiday period. 
 Also, at eroFame look out for  Fifty Shades Freed 
the Offi cial Pleasure Collection trailer,  a 30 second ci-
nematic quality video inspired by the intensely romantic 
style of Fifty Shades Freed.

Does the Fifty Shades of Grey brand have a future 
beyond 2018? Will there be more product lines after 
the third movie?
Kate: The Fifty Shades trilogy has longevity way 
beyond the books and fi lms. We know the books 
generated a whole new audience to the category 
and there will always be new entrants based on 
their age looking to try sex toys having read the 
books, as well as those in new or established relati-
onships looking to experiment having read it. There 
are many book franchises that ended, and the 
characters lived on. We feel that the story 
of Ana and Christian won’t end with 
Freed. This will be the beginning 
of a whole new chapter.

The new collection 
includes 17 products
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Lovehoney’s 
International 
Sales Manager 
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 „Klaus, at eroFame, you will be presenting a 
new concept for brick & mortar stores as well as 
e-commerce shops, and it revolves around the 
‚male category‘. How did you get the idea for 
the ‚Penis Wall‘?
Klaus Pedersen: We are launching our 
‚Penis Wall‘ concept at eroFame. The adult 
business is not doing well when it comes to 
harvesting the interest and desire of male 
consumers searching for penis growth 
solutions in the adult sector! From the 
offset, very few adult brands have any 
reference among the broad mainstream 
consumer audience. A survey done in the 
UK market by Lovehoney (presented at 
the XBIZ show) documented this. Adult 
brands had very low recognition in the 
general public. Men hitting shops or 
web-shops are more generally looking 
to be inspired, to be helped and be 
educated in order to ‚get it off …‘ or ‚get 
bigger‘ or ‚get stamina‘ or ‚get more or 
less sensation‘ … and they normally have 
very few brand references.

 In our area of business – penis growth 
- consumers are looking to be helped, that is 

how they look at the different options available 
to them. Issues concern permanent growth 
vs. temporary gains, erection, stamina, and 
sensation, all of which can be achieved through 
different methods and brands. We are now 
launching this POS effort in order to help to these 
male customers, to inform them about what is 

really available in a purchase situation, and to 
maximise the sale-per-client value for the retailers 
via cross-selling.

What are your goals with these concepts? What 
are the advantages for the trade?
Klaus: Helping our retailers offer 
growth-guidance, sell more of each category and 
also sell more ‚cross- category‘ – that is the goal 
for the ‚Penis Category POS‘ we are launching at 
the eroFame in October. Also, to help sellers and 
buyers avoid many of the 
misconceptions which exist in the ‚penis growth‘ 
category. Today, adult retailers and consumers 
are exposed to many 
 claims of product benefi ts. The concept targets 
men in-store/on site who are looking for penis 
growth – with the POS design allowing for a clear 
visual go-to ‚aha-effect‘ accompanied by solu-
tions for pills (stamina, sensation, and erection) 
pumps (temporary gains, erection) and penis ex-
tenders (permanent growth, erection). Our format 
allows sellers to mix our brands MaleEdge and 
Jes-Extender with their own best-sellers and well-
documented products.

So it is not just about selling, but also about 
education, information, and the elimination of 
misunderstandings associated with products in 
the ‚male category‘?
Klaus: Yes, defi nitely, most men will pay wha-
tever it takes if they can really achieve growth, 
either temporarily or permanently. But more often 

Klaus Pedersen, Managing Partner DanaLife & DanaMedic, the 
owner of the MaleEdge & Jes-Extender brands, will present 
a new concept for both, the brick and mortar trade and the 

e-commerce segment at eroFame, the goal being to help 
retailers meet the expectations and requirements of male 

customers. EAN was curious to learn more about the so-called 
,Penis Wall‘, so we asked Klaus for an interview.

Men are most ost en ‚lost‘ when visiting 
a traditional sex shop or web shop.

‚Pe n i s  Wa l l ‘  -  Ma le E d ge  &  Je s -Ex ten de r  l a un c h es  b r i c k  a n d  mor ta r  a n d  w eb  sh op  c on c ept exclusive
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than not, they are not guided correctly, they do not 
know what works for what purpose. And some manu-
facturers delivering solutions for a ‚bigger penis‘ make 
claims about delivering ‚permanent growth and size 
increases‘ which are often undocumented and unreal. 
It is imperative that the sales staff are trained and know 
the different offers and what type of result they deliver.

How should this concept be implemented in an adult 
brick and mortar shop? What are the prerequisites? 
Which retailers should consider this option?
Klaus: All brick and mortar shops can use the format. 
We offer a full ‚category‘ print-concept wall, or a smaller 
‚product‘ top-sign concept, depending on how much 
space is available in the shop.
 The ‚Category‘ concept covers ‚pill‘ and ‚pump‘ 
and ‚penis extender‘ which are closely related, both in 
what consumers are actively looking for and with regard 
to the ‚product benefi ts‘ that are often falsely interpreted 
or presented. On the ‚Penis Wall‘, we point out the indi-
vidual positive effects of each of the three categories vi-
sually and allow shops to mix our brands and what they 
offer with related offers in the pill and pump categories. 
The format works very well for upselling cross-category, 
while still offering best-sellers and ‚truthful‘ solutions to 
the customers! 
 We deliver designs and formats stores can print 
and set up locally when they use our new POS kit. ‚Ma-
leEdge & Jes-Extender Shop Tester Kit‘ for the ‚Penis 
Wall‘ comes with:
 3 MaleEdge products (MaleEdge Basic, Extra and 
Pro models)
 1 Jes-Extender product (Jes-Extender Titanium)
 2 tester-products mounted on dildos (MaleEdge 
and Jes-Extender)
 Dual brand printed consumer Q&A brochures and 
brochure stand
 Dual brand ‚how-to-use‘ instructional prints
 Dual brand sales video (USB-stick)
 Dual brand sales-staff training materials
 For all this, we only charge the actual product price 
of the 4 products, so the ‚Penis Wall‘ designs, and all 
the POS support materials are free of charge.
And how do you support e-commerce retailers? What 
are the differences between the brick & mortar concept 
and the concept for e-commerce?
Klaus: We use the same design ideas and graphic 
concepts that we offer for brick-and-mortar stores, and 
we have tailored web-graphics as a layout, which can 
be adapted directly or used as inspiration!
 We know from talks with our clients that men are 
very often ‚lost‘ in their search in adult stores and on 

adult websites. With our ‚Penis Wall‘ concept, websites 
can create a ‚funnel‘ so to say, all the way from correct 
.com menus to a ‚Penis Wall‘ landing page, delivering 
information and guidance for the customers, topped off 
by our suggestions for best-practice ‚product landing 
pages‘. We recognise that some online sellers are doing 
OK, but there is still a lot of room for improvement.

Should the traditional, conventional, and familiar 
layouts of adult shops be overhauled in order to meet 
the requirements of the consumers?
Klaus: Yes! When consumers visit adult brick-and-
mortar shops and web shops, issues such as traffi c 
routing, layout, and design are often very unmana-
ged and very crowded. A few major shop-chains and 
online-brands have fi xed these issues to some degree, 
with updated shop-layouts … and most often with a 
strong focus on female-oriented assortments.
 For male growth and performance products, we 
have identifi ed several relevant issues, being …
 - Often put ‚in the corner‘
 - ‚Same-category‘ products are scattered across 
individual ‚brand‘ areas.
 - Minimal ‚category‘ signage available 
- online ‚category‘ has gained ground 
to some degree but is still often 
bundled the wrong way.

What product categories fi t 
into the ‚male category‘ in your 
opinion?
Klaus: We focus on the 
‚growth‘ area, of course, and 
we have decided to mix in 
good segments for size and 
endurance: pills (sensation, 
stamina, erection), pumps 
(temporary gains, erection), 
penis extenders (permanent 
growth, erection).  Other male 
product segments were 
considered, but we feel 
that they all more 
focused on the 
sexual act itself 
and not so 

Klaus Pedersen, 
Managing Partner 
DanaLife & 
DanaMedic
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much on issues of size 
and endurance. Some 
are listed here: 
masturbation (sensation, 
stimulation), cock-
accessories (sensation, 
stimulation, erection), 
penis sleeves (temporary 
artifi cial size, stimulation), 
prostate (stimulation), 
creams/lotions (sensati-
on, stamina, erection).

Do you feel that men 
are not getting enough 
attention as a target 
audience in the adult 
market? Wouldn’t that 
be a contradiction when 
the number of male toys 
seems to be growing so 
rapidly?
Klaus: Growth for male 
toys are being discussed 
strongly today in our adult 
business, kind of like a 
rebound from the strong 
focus on female products 
that we have seen during 
the last 10 years. 
Stores and web shops 
have all turned mostly 
‚pink/female‘ and are not 
very ‚blue/male‘ anymore. 
The focus is mostly on 
women and not so much 
on men. Men are most 
often ‚lost‘ when visiting 
a traditional sex-shop or 
web-shop. ‚Where shall 
I go when looking for my 

type of sexual experience, solution or device? Where 
are my male product categories and solutions?” We 
see this a lot when we visit stores. Also, during training 
sessions in brick-and-mortar stores, we often hear shop 
staff (mostly female) refer to the male area as ‚we put it 
in the corner!‘

Why do you build your concept on a product category 
rather than a brand or a collection of similar products?
Klaus: We do this to focus on the full spectrum of offers 
available in the ‚growth‘ segment, of which we are just 

a part. We are confi dent that our part of the spectrum 
will get it´s fair share of sales this way. Also, we see that 
there is a strong ‚traffi c‘ of guys searching for ‚pill‘ and 
‚pump‘ solutions which we jump on and benefi t from. 
We do believe that a consumer will purchase more than 
one product, but possibly two or three solutions when 
relevant guidance and help is available to him. 
 Brick-and-mortar shops and web shops are often 
quite limited in their targeted and guided offer for male 
clients. Products which deliver different solutions are 
often bundled together incorrectly, and are presented 
with very limited information about the individual effects 
and benefi ts for the product category or single product.
 From a competitive standpoint, I will requote 
Eldorado / Larry Garland who, in a discussion about 
why they listed with our permanent growth brands, 
explained: ‚There are actually very few similar products 
in the American market with the exception of a few 
lookalikes of the Jes-Extender product at a lower quality 
level. The main competition in the US market is actually 
going up against the penis pump category, which is 
heavily saturated. Therefore, it is important to educate 
people on the permanent benefi ts of using MaleEdge 
and Jes-Extender products over the temporary effects 
of penis pumps‘.

In the US, you have already implemented the concept 
with some retailers. What can you tell us about the 
results so far?
Klaus: Eldorado (US wholesaler) and we have 
implement tests with targeted retailers in the US. The 
concept has been received positively so far. Preston 
Garland from Eldorado says ‚working with Klaus, we are 
still in the early implementation phase of the Penis Wall 
concept, and so far, we have seen great enthusiasm 
and interest in the store locations. There is great 
excitement and we look forward to rolling out the plan in 
other locations soon. Many retailers have struggled with 
how to handle the male category since it is a rapidly 
evolving area. Not too long ago, male products were 
relegated to gay stores only. There is still a large 
percentage of men who are not yet comfortable 
shopping for toys or enhancement products. In order 
to serve customers, we have to offer the education and 
guidance they need to make a good choice in the store. 
Most people (male or female) are familiar with a rabbit, 
to give an example; it doesn’t take a lot of explanation 
to convey what it does. Many male products today 
are unique and involve new designs and technology, 
therefore they require more education about what they 
do and/or how you can enjoy them. That’s the focus of 
our partnership with MaleEdge and Jes-Extender‘.

The concept targets men who are looking 
for penis growth – with the POS design 

allowing for a clear visual 'aha-effect‘, 
followed by solutions for pills, pumps, 

and penis extenders 
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W
hat is so special about VOU?
Bertrand Parizot: VOU can be 
seen as a haute couture line, 
which convinces with style. All 

toys have a delicate and luxury touch and are 
especially designed for everyone demanding 
only the highest quality standards.  We can tell 
by the success of our brand and the numbers 
that we have met customer needs that were so 
far not completely and properly addressed. We 
are also very happy that we have achieved a 
pricing structure that is healthy for all our 
partners and customers, especially for this 
unique level of quality.
Tom Mudra: VOU also is an experience for your 
senses. Opening one of the clear, discreet blue 
boxes of  VOU, decorated with its golden letters, 
it reveals an elegant toy to the customer . The 
seamless surface and golden finishing of all 
products is not only a delight for the eye, but also 
for the senses. Luxury oozes from every detail. 
Especially the soft silicone provides a nice and 
elegant feeling on the skin.  All toys by VOU are 
created to be very durable. They run with either 
one or two powerful motors, which are controlled 
by one or two buttons, to set 7 vibrating patterns 
in motion. The handling is self-explanatory and 
convenient to use. The waterproofed design 
enables its users to also take the product into the 
shower or bathtub.
Bertrand: To sum it up, VOU is the perfect 
incarnation of luxury, elegant design and 
high-quality workmanship for love toys.

How did you develop VOUs toys?
Bertrand: In the start of developing the brand we 
did our research and explored customer needs at 
length. We also extensively looked at the luxury 
industry to understand how to achieve the highest 
quality possible and the unique features that our 
brand would have to display. In the next step the 
creative work began, to define the DNA and the 
character of the brand. That means sketching on 
papers and workshops with the team. 

Tom: After the first definition, we convert 
drawings into first 3D prototypes. Thanks to a 3D 
printer we have the opportunity to evaluate the 
ideas of form, ergonomics and proportions in real 
terms. We also sampled many different materials, 
textures and explored the many different 
directions we could give to the brand. But we 
want to be customer-centric and our users come 
first.  At this stage, first opinions are already 
collected with our testers to sharpen the DNA 
and details. With their feedback, we further 
refined the design for each individual toy - that 
means ergonomics, size and other properties. 
This process is repeated until we find the 
absolute best outcome for the users.
The almost final step is to produce the first 
prototype, which is given a last time to our 
testers. If they like it, the toy is ready to go into 
production and to roll out on the market. To 
create this level of quality, we had more than a 
few iterations!

What’s the best selling product of VOU?
Bertrand: We have redefined new standards of 
luxury for all the different types of sex toys that 
you can find. The brand consists of various 
premium vibrators (rabbit, G-spot and external) 
for women, a vibro egg, a penis ring for couples 
and a prostate massager for men.
Tom: The Ucino rabbit vibrator is clearly 
unique. Due to the strong curved shaft, 
Ucino, unlike most other vibrators with a 
slightly curved shaft, reaches the G-point 
optimally. In addition, the stimulation arms 
are shaped in such a way, that the small shaft 
does not lose contact to the clitoris. A problem 
that many women often complain about in 
other rabbit vibrators. Furthermore the 
external vibrator Nimbo with its wing-like 
design, provides the perfect clitoral sensation 
for women.
Bertrand: We are also coming up with a few 
new amazing concepts and there is more to look 
forward to. Stay tuned!

Classy, stylish and 
outstanding, that’s VOU! With 
its unique design, the brand 
offers premium toys of a great 
quality and fi nishing. EAN met 
with Berlin-based Bertrand 
Parizot, Director of VOU and 
Tom Mudra, the Lead 
Designer behind the products. 
We got an exclusive behind 
the scenes look about the 
brand’s philosophy and how 
to create ingenious sensual 
products. The vision behind 
VOU was “to create a 
high-end sextoy line, that 
would be an all-in-all sensual 
experience for their users - a 
distinctive sensation that ever-
ybody could feel and see.”

VOU can be seen as a haute 
couture line, which convinces with style.

Be hind  the  sc en es  o f  VOU :  a c h iev in g  th e  h ig h es t  s ta n da rds  o f  l uxu ry exclusive
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„Pipedream announced in a press release 
that more toys will be added to the ICICLES line 
in September. What new products can we look 
forward to?
Rob Phaneuf: We are adding 16 new SKUs 
to the already extensive line. Most of the new 
SKUs are anal plugs, but we have also included 
a few curved G-spot dildos. 

What can you tell us about these new ICICLES 
products? What makes them special?
Rob: One of our top sellers is a decorative 
fl ower anal plug, we expanded on the anal 
items creating glass plugs that are decorative 
and have feminine appeal. It is nice to take 
something like an anal plug, which could be 
considered a bit risqué and make it soft, appro-
achable and full of femininity. I think people like 
that balance. The G-Spot curved glass dildos 
we have added are the result of a lot of R&D 
in which we saw that people were specifi cally 
searching for this shape. 

The ICICLES collection has been one of 
Pipedream’s most successful product 
lines for quite a while. What is your expla-
nation for this lasting success, and how 
hard is it to bring something new to this 
collection?
Rob: Glass continues to grow in 
popularity as a category. We addressed 

this category like we have done with many 
others (Fetish, anal, etc). We look at the 

category as a whole, do our research as 
to what is missing on the market 

and create a complete line 
that addresses every 

customer need 
within this 

category. 
We want 

to hit all customers, providing quality products 
always at a good price. With this line we aren’t 
looking at massive innovation when we add to it, 
we are doing research to understand what is mis-
sing and what consumers are looking for. Icicles 
is really a sculptural line that has visual appeal. 
People are looking at shapes and we want to 
create shapes that mix form and function. 

A product line that is even more successful 
than ICICLES is King Cock – a veritable global 
top-seller. How has this product line evolved 
over the course of the past months? Will we 
get to see new shapes and sizes at eroFame?
Rob: You are correct, King Cock, has and 
continues to be a top seller and force in the 
industry. We introduced our King Cock Vibra-
ting Stiffi es earlier this year, per the request of 
our customers. Now we are introducing new 
sizes and an entirely new colour, Tan. We also 
introduced six new sizes. We were impressed 
with how successful the 5” Vibrating Stiffy was 
selling. It has been a huge hit. So we are now 
introducing a 5” and 6” King Cock dildo. We 
are adding a 9” chubby, unlike anything out 
there, and are playing with girth for the 13”, 14” 
and 15” dildos to offer sizes unlike anything 
out there.  All of these are made in USA and 
feature our amazing craftsmanship and hand 
painting that is unparalleled. 

How many products are there in the King Cock 
collection at the moment, and what are your 
plans for the future of this 
product line?
Rob: The new Tan colour will be available in 18 
different styles. We are going to continue to 
expand on King Cock, adding new exciting 
items to the 
existing classics in the line. We design and 
manufacture all of these products from our 
California headquarters so we have complete 

Pipedream will need big 

suitcases when they travel 

from the States to Hanover 

for eroFame, there to present 

new additions to ICICLES, 

new King Cock products in 

new sizes and colours, a new 

sex machine named Bigger 

Band, a shop-n-shelf system 

to support retailers, and a 

number of surprises that will 

not be unveiled until the 

actual show. EAN spoke with 

Rob Phaneuf, VP of Product 

Development at Pipedream, 

to learn more about the new 

products.

 We want to hit all customers, providing 
quality products always at a good price.
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c e sa t at people e e spec cally
searching for this shape.

The ICICLES collection has been one of 
Pipedream’s most successful product 
lines for quite a while. What is your expla-
nation for this lasting success, and how 
hard is it to bring something new to this
collection?
Rob: Glass continues to grow in
popularity as a category. We addressed 

this category like we have done with many 
others (Fetish, anal, etc). We look at the 

category as a whole, do our research as 
to what is missing on the market 

and create a complete line 
that addresses every 

customer need 
within this 

category. 
We want 

o ea o e abou e e

products.

Rob Phaneuf, 
VP of Product 
Development 
at Pipedream
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control and are not limited in what we can create. We 
also offer an amazing plannogramer, that can create 
visually appealing custom POP displays that fi t into 
any space. 

Realistic-looking toys are as old as the sex toy market 
itself, but King Cock seems to have triggered a true 
resurgence of anatomically shaped toys. What are 
the reasons for this revival?
Rob: I can’t really explain why people like this 
category. While modern, discreet toys like Jimmyjane 
have created their own category, there will always be 
an appetite for realistic dildos. Sometimes people are 
looking for something realistic, as a role in their sex 
life, they want it to look and feel like the real thing. 
I think a lot of dildos on the market, especially the 
old ones were really a bastardisation of anatomically 
shaped toys. King Cock has such amazing detail and 
realistic look that it doesn’t look like a rubber version 
of a cock. It looks like a real cock. I think that is the 
appeal. 

You have also announced lower-priced products in 
your C-Ringz line. Are these the kind of products that 
retailers can use to generate additional sales and 
impulse purchases? 
Rob: Our C-Ringz line is very popular and offers a 
diverse array of options for cock rings, again as a 
category it really covers all the bases.  The one thing 
our customers were asking us for is lower priced op-
tions. The new rings are a very easy upsell, they are a 
great item to use as “gum at checkout” or add-ons. 

There are rumours that Pipedream will bring 
something new to Hanover, called Bigger Bang. 
Is there truth to these rumours?
Rob: Yes! We like to introduce a new innovative 
sex machine every year, people love seeing it and 
we are able to create something totally new for the 
market. This year we will unveil the Bigger Bang 
machine, ironic because it is one of the smallest sex 
machines ever created. It can do thrusting and rotate 
in multiple directions and speeds, and the amount 
of combinations is crazy. It can also lay on its side 
to be mounted, or straight up and down. Like all 
Pipedream products it comes with a number of great 
add-ons included. 
What other surprises will you have in store for the 
visitors of eroFame?
Rob: We have a new Pipedream Extreme Toyz Fuck 
Me Silly Man! It is a male love doll, featuring an erect 
cock, which can be your own personal boy toy. We 

also have a ton of new Bachelo-
rette and gag items. These refl ect 
the creativity and wit Pipedream is 
really known for, and will add so-
mething fun to your next hen party. 

It is astounding how many new 
products you launch. How do you 
make sure they all meet your stan-
dards and how do make sure they 
refl ect your customers’ wishes, 
needs, and demands?
Rob: Well we are lucky to have an 
amazing team with a lot of experi-
ence. Our Pipedream Dream Team 
works hard, and we work together. 
We rely on the 

sales team to provide a feedback loop, and our 
product development and creative services team 
works hard to execute at the highest level. We have 
really evolved in terms of our product development, 
the quality and quality of design seems to go up year 
over year, and that is something we are very proud of. 

Among other things, Pipedream presented a new 
merchandising system for brick and mortar stores at 
ANME in July. Will you also introduce this system in 
Europe?
Rob: Yes, the Shop-N-Shelf is an all-inclusive 
merchandising solution that will turn any wall into an 
instant profi t centre. Pipedream’s exclusive Shelf-n-
Shop System will revolutionise the way you 
merchandise your retail store by taking the 
guesswork out of creating eye-catching POP 
displays. This inexpensive in-store system includes 
all the shelves, hardware, graphics, 3D signage, 
products, and testers you need to turn your ordinary 
wall into a high-profi t destination. All products and 
materials are shipped conveniently in a single box for 
easy setup, making installation a breeze in less than 
fi ve minutes. These will also be available in Europe. 

What exactly is the Shelf-N-Shop system? What 
advantages does it hold for the trade?
Rob: For the trade it makes it easy for them to create 
an eye-catching display with little work. There is an 
added value because the testers and display system 
is included, and we believe that the visual presenta-
tion will convert more sales.  We provide everything 
and it doesn’t ruin or do any permanent damage to 
slat walls. It is great for any shop owner that wants to 
create something special in a small space. 

In total, there will be 
16 new products in the 
ICICLES line at eroFame

The new King Cock 
Tan colour will 
be available in 
18 different styles
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„Can you tell us your top five Northern 
Soul playlist? 
Ray Hayes: Wow, a very difficult question! 
Here goes: 
- The Inspirations – Your wish is my command
- The Dells – It‘s all up to you
- Garland Green - Ain‘t that good enough
- Dobie Gry - Out on the floor
- Tobi Legend -Long after tonight is all over

What was your childhood ambition? 
Ray Hayes: Too be a professional football 
player.

How did you get into the love toy industry? 
Ray Hayes: I had worked for SSL Internatio-
nal for 14 years, and they bought Durex.

If you weren’t in this industry, what would 
you be doing now? 
Ray Hayes: Probably in the pharmacy /
grocery business. 

What was the biggest step in your career? 
Ray Hayes: Becoming a National Account 
Manager to manage one of the largest retailers 
in the UK., that being Asda, a part of Walmart.

Where do you see yourself in 10 years’ time? 
Ray Hayes: Well and truly retired and 
enjoying myself full-time.

How do you envisage the future of the love 
toy industry? 
Ray Hayes: I believe the innovative people 
and manufacturers of quality toys will be the 
winners. Technology is now playing a bigger 
part and will be a requirement. Just look at 
mobile phones as an example. There will be 
no room for ‚me too‘ products.

What is your idea of a perfect working day? 
Ray Hayes:  A happy and smiling day and 
hopefully I have made others happy.

Well, if you invite Ray Hayes, 

Vice President of Trade Sales for 

Ann Summers, to a round of Monthly 

Mayhem, why not ask him about Northern 

Soul? He proved his knowledge of the 

genre, providing us with a top five 

playlist. And knowing his taste in music, 

it feels kind of fitting that he also likes to 

take his 1964 Lambretta scooter for a 

spin on a Sunday morning. 
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How do you relax after work? 
Ray Hayes:  I like to eat out in a good restaurant 
with my wife Sandra. A glass of fine wine...
 At weekends, play golf…. and on a Sunday 
morning ride my 1964 Lambretta scooter 
 with my mates on a ride out. Guest on a radio 
station playing Northern Soul Music. 
(Keep the  faith!)

Who would you consider your role model and why? 
Ray Hayes: My late father who sadly died young 
many years ago. He taught me to be hard working 
and honest. To treat people as you would expect 
to be treated.

Imagine you have been asked to award a medal to 
someone. Who’s the lucky winner? 
Ray Hayes: It would have to be someone who 
looks after sick people in a Hospice.

Which personal success are you proud of? 
Ray Hayes: I like to think that in business, 
I have always, or felt that I have built good, 
honest trading partnerships and also developed 
friendships.

What do you particularly like about yourself?
Ray Hayes: Always ready to help or assist 
someone. 

Which vice could you never forgive? 
Ray Hayes: I believe integrity is extremely 
important and once this is lost, that’s it.

What song do you sing in the shower? 
Ray Hayes: Mustang Sally.

Who would you never ever like to see naked? 
Ray Hayes: Quite a few people!!!

With whom would you like to go to the cinema and 
what film would you watch? 
Ray Hayes: With my oldest daughter Kirsty and 
watch ‚Quadrophenia‘.

Ray Hayes
Ques t ions  &  Answers 

“ I T ’S  EAS IER  TO 

SMILE  THAN  FROWN! ! ”
R AY  H AY E S

You have a month’s holiday. Where would you go? 
Ray Hayes: Tour around France.

Which three things would you 
take with you to a deserted 
island? 
Ray Hayes: Northern Soul 
tunes, red wine (Spanish), and 
a torch.

If you could swap lives with 
somebody for a day, who 
would it be? 
Ray Hayes: Pep Guardiola 
(manager of the great and 
mighty Manchester City)

Is there anything you would never do again? 
Ray Hayes: Not really I have no regrets …..life is 
all about the ups and downs.

Do you have some good advice you want to share 
with our readers? 
Ray Hayes: Always remember, if you think you are 
having a bad day, then there are plenty of others 
who are having a worse day. It’s easier to smile 
than frown!!
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Pleasure
...comes in all shapes and sizes

CBL Lubricating Powder is especially developed for you to create the desired thickness of 

your lube. You can control the thickness of your lube by adding or leaving out water in the mix. 

Besides this, you can make up to 25 liters of lube with only a 225 gram jar.

The CBL Lubricating Powder is available at your
regular wholesaler. For further information mail 
sales@cobeco.nl or visit shop.cobeco.nl

Place the desired 
amount in a bowl 
or cup.

Add water. Stir until smooth. Enjoy your lubricant.
Add more water for
less thickness.



Wenn die Frau 
den Mann ver-
führen möchte.
If the woman 

wants to seduce 
the man.

Wenn der Mann 
die Frau ver-

führen möchte.
If the man wants 

to seduce the 
woman.

LOVE HOME FRAGRANCE
 women + men
100ml / 3.4 fl.oz

SHIATSU MAGIC PHEROMONES

Excellent room fragrance enriched with 
pheromones for HIM and HER. Phero-
mones are associated with youthful 
fertility. Designed for both men and 
women it makes a positive, pleasing 
impression on other people. Androstenol 
can aid in being perceived more positi-
vely. For a seduction include candles, 
music, light and Home Fragrance from 
SHIATSU.

Tolles Raumparfum, angereichert mit 
Pheromonen für SIE und IHN. Phero-
mone werden mit jugendlicher Frucht-
barkeit assoziiert. Sie werden sowohl 
von Männern als auch von Frauen gebildet 
und haben eine positive, sympathische 
Wirkung auf andere Menschen. Andro-
stenol kann helfen, positiver wahrge-
nommen zu werden. Zum Verführen 
gehören Kerzen, Musik, Licht und Home 
Fragrance von SHIATSU.

 HOT  P roduc t ions  &  Ve r t r i ebs  GmbH
 Wagrainer Str. 35 /// 4840 Vöcklabruck /// AUSTRIA 
office@hot-dl.com /// tel. +43 (0)7672 72009 /// fax. +43 (0)7672 72009-9

100 ml - men for women

Art. No. 66077100 ml - women for men

Art. No. 66078

new



STRUBBI.COM
Schneider & Tiburtius Rubber GmbH
D-66787 Wadgassen-Hostenbach
T +49 6834 4006-0
F +49 6834 4006-11
info@st-rubber.de

Products 
for extravagant 

indulgence!



KRAHO GmbH
Oberau 6

6351 Scheffau
Austria

Tel.: +43 5358 4 31 31 80
Fax: +43 5358 4 31 31 32
Mail: info@gayshop.com
Web: wholesale.gayshop.com

KRAHO GmbH
Oberau 6 - 6351 Scheffau - Austria
Email: info@gayshop.com   -   Tel.: +43 5358 4 31 31 80

Shop: wholesale.gayshop.com
Login: guest2017 / Password: 97531

Eros Super Concentrated Bodyglide

Eros liquid Bodyglide

Eros Explorer

Eros Fisting Gel Ultra X

              100ml

from €4,83
              250ml

from €10,15

              100ml   

  from €2,77
              250ml

  from €4,55

                30ml

   from €4,17
                50ml

   from €6,97

              100ml

   from €4,55
              200ml

 from €5,95
            500ml

   from €9,45

HOT Productions & Vertriebs GmbH /// Wagrainer Str. 35 /// 4840 Vöcklabruck /// AUSTRIA 
office@hot-dl.com /// tel. +43 (0)7672 72009 /// fax. +43 (0)7672 72009-9

Erhältlich bei Ihrem Großhändler /// Available at your wholesaler /// Disponible chez votre grossiste /// Disponible a través 
de su vendedor mayorista /// Disponibili presso il vostro grossista /// Verkrijgbaar bij uw groothandel /// Disponível junto do seu 
comerciante grossista /// Fåes hos din engros forhandler /// Finns hos Din grossist /// Dostpne w panstwa hurtowniach
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power shot
for men

60 ml
Art. No. 78600

FOR MEN ONLY.
Spezielle ausgewogene  
Rohstoff-Kombination für mehr 
Power/Kraft für den Mann. 
Für mehr Spaß und Genuss bei 
der schönsten Nebensache der 
Welt.

FOR MEN ONLY.
Specially balanced commodity 
combinations for more 
power/strength for the man.

For more fun and  
enjoyment during the  
world‘s favorite pastime.

Nahrungsergänzungsmittel mit Folsäure + L-Arginin
Dietary supplements with folic acid + L-arginine



CONTACT@RUF-EROTIC;COM

sensual perfume
for them 

attraction perfume
for him

seduction perfume 
for her

irresistible perfume
for her

love perfume 
for him

contact@ruf-erotic.com







I M P R I N T
EAN is published monthly by the:
MEDIATAINMENT PUBLISHING VERLAGS GMBH
Große Kampstraße 3 • 31319 Sehnde
fon: 05138 - 60 220-0, fax: 05138 - 60 220-29
e-mail: info@mpnow.eu

Banking: 
Bankhaus Hallbaum
Sorting Code: 250 601 80  
Account: 122 044

Print:
Leinebergland-Druck GmbH & Co.

Managing director 
Christine Rüter (-13), 
crueter@mptoday.de

Publishing director /
eroFame
Wieland Hofmeister (-15)
whofmeister@mptoday.de

Editor in chief
Matthias Poehl (-23)
mpoehl@mptoday.de

Editor
Randolph Heil (-18)
rheil@mptoday.de

Graphics
Alexander Gruß (-24)
agruss@mptoday.de
grafik@mptoday.de

Graphics
Matthias Müller (-26)
mmueller@mptoday.
de

 Graphics
Fabian Laude (-24)
flaude@mptoday.de

Graphics
Liam  Labes (-26)
grafik@mptoday.de

Sales
Huda Najeb (-14)
hnajeb@mpnow.eu

Administration
Sharon Lakomy (-22)
slakomy@mptoday.de
ad@@mptoday.de

00

00

         Yes, I/we order
         EAN
Annual Subscription
12 issues p.a. incl. combined issues

Subscription Price  
180,- EUR
(plus VAT and mailing expenses))

Company

Contact / 
Phone; Fax

Street Address / PO Box

City / Postal Code

Date  / Signature

        Direct Debit
Bank

Bank Code / 
Account Number

Account Holder

Date / Signature

Note: The subscription is valid for the duration of a 
year and will be renewed by one additional year if the 
 publishing house does not receive a written cancellation 
at least six weeks before the end of the year. 
Subscription/ mailing expenses for one year are to be 
paid up front.
Warranty: I/we can revoke the subscription within 7 days 
by sending a written cancellation to MEDIATAINMENT 
 publishing (letter: date of postmark).
I confirm this with my signature.

Cut out the coupon and mail it to:
MEDIATAINMENT PUBLISHING VERLAGS GmbH

Große Kampstraße 3 • 31319 Sehnde • Germany

Or fax it to: 05138-60 220-29

S U B S C R I P T I O N 
R E T U R N  C O U P O N

Immediate Fax Order
05138-60 220-29

C A L E N D A R

www.thaifest.ru 

ThaiFest 
 12 – 17 February, 2018 • Eilat, Israel 

 www.erofame.eu 

 eroFame
 11- 13 October, 2017 • Hanover, Germany 

 www.venus-berlin.com 

 Venus
 12 – 15 October, 2017 • Berlin, Germany

 www.eroexpo.ru 

 EroExpo
 20 – 22 October, 2017 • Moscow, Russia

www.anmefounders.com

ANME Founders Show 
8 - 9 January, 2018 • Burbank, USA



READY
TO

ORDER

WWW.SCALA-NL.COM

EAN_10-17_251.indd   2EAN_10-17_251.indd   2 26.09.17   09:3226.09.17   09:32






