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The Clonezone stores are a fixture in the British gay scene.

Mark Lawrence talks about the history of the brand, the

trends that are currently dominating the market, and strate-

gies for long-term success in the brick and mortar trade.

Page 000

Page 000

HOT Productions & Vertriebs GmbH is going full steam ahead.

Now, the company has entered into distribution agreements

for South Africa, Namibia, Mozambique, Saudi Arabia, Egypt,

the Gulf States, and Mongolia, as Michael Sonner, HOT's

 General Sales Manager, explains in our interview.

In terms of surface area, Russia is the biggest country in the world.

 Accordingly, there are big challenges for distributors striving to supply

the entire market with products. Andrey Elisev, founder of Andrey Co.,

has taken on this challenge more than 20 years ago, and today, his

company is one of the biggest wholesalers in the Russian Federation.

Page 100

Page 184

The Monthly Mayhen illuminates an often unknown side about

the well-known faces in our industry. This month is no exception

as Thomas Hahn “bares it all“: Or would you have guessed that

he worked several years as a sex pedagogue?

Page 148
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C O N T E N T

Which avenues of innovation are left to be

 explored in the market for sex toys? As far as Tom

Chen, the founder of LinkCube, is concerned, the

answer is clear: In the future, the success of the

hardware will be determined by the software.

“Get better sex with sex toys“ is the motto of Sinful.dk, a Danish

online company that is stirring things up in the Scandinavian

online market. EAN talked with the company's founder,

 Mathilde Mackowski, about the market in the North of Europe. 

News: 
International Business News                            08

Event: 
eroFame Part I                                               62

Feature: 
210th Hotel Suite                                            74

Feature: 
LELO Global Survey                                        76

Event: 
eroFame Part II                                               86

Interview: 
Ray Hayes (Lovehoney)                                104

Interview: 
Rüdiger Tiburtius (Glassvibrations)                  114

Interview:
Wayne Allen (E-Stim Systems)                        116

Event: 
eroFame Part III                                            120

Interview: 
Anna Wegner (Brandwatch)                         134

Interview: 
Christian Palix (YESforLOV)                              140

Interview: 
Thomas Hahn (MySize)                                  154

Interview:
Max Hamilton (The Raunchier Side)               168

Event:
eroFame Part IV                                           172

Highstreets:                                                 186

EAN Calendar:                                            194

Page 108

Page 162

The international b2b trade
fair for the erotic industry

www.erofame.eu

Hannover Messe Halle 02  
D 30539 Hanover  
Germany 
30th Sep. - 2nd Oct
2015

EAN_11-14_06-07_Inhalt_Layout 1  31.10.14  10:45  Seite 2



08 

Stockholm, Sweden - Swedish sex toy brand LELO has announ-

ced the launch of the world’s f i rst personal pleasure training

device – the LUNA Smart Bead - aiming to help three-quar ters

of the world’s women achieve the level of orgasm they have

always wanted. Recent f indings from the LELO Global Sex

 Survey reaffirm how dissatisf ied women currently feel about

their abil i ty to climax, with 76% of women only experiencing

the ‘wave’ of orgasm for less than six seconds, while as much

as 11% have yet to experience a climax at all .  

LELO launches 
Personal Pleasure Trainer 

The LUNA Smart Bead solves this is-

sue by setting a personal pleasure

training routine according to the

 woman’s current orgasm potential.

As one of the most advanced 

LELOs ever created, women

wear it internally while

touch-sensors set a

progressive trai-

ning routine that

helps maxi-

mize their ability

to climax. While it

is common knowledge that women

take more stimulation to orgasm

than men, LELO’s survey reveals a

number of interesting facts about

the female orgasm itself:

• 76% of women claim their orgasm   

wave lasts less than six seconds

• 11% of women have never 

experienced what they would 

describeas a climax

• Only 4% of women are ‘Fully 

Satisfied’ with the strength of 

their orgasms

• Only 17% of women regularly 

experience multiple orgasms

• 33% of women believe they have

never experienced a 

multiple orgasm

LELO has been collecting data

through customer

quest ionnai res

and their annual

global survey for

5 years and can

draw of findings from

almost 50,000 participants

globally. The data is frequently

used to inform future LELO product

launches and give insights on the

sexual behavior of individuals and

couples around the globe. LELO’s

Head of Marketing, Steve Thomson

said: “As the survey findings show, a

huge majority of women could be

enjoying more satisfying orgasms on

a regular basis. But every woman is

also different, so our design team

developed the LUNA Smart

Bead that uses touch-sensors to

measure orgasm potential on first

use. Just like all good personal trai-

ners, it then sets a tailored routine

that matches your current level and

helps you improve your perfor-

mance over time.”

LUNA Smart Bead 

N E W S

letter

from the editor

While eroFame celebrated its fifth
anniversary this year, for me, it was
the first time at this event that is ar-
guably the most important b2b
show for the erotic market. The
three days were exhausting – but
not only for me, I guess -, incredibly
interesting, and definitely worth the
while. Walking through Hall 2 of the
fairgrounds in Hanover, you got uni-
que insights into the current deve-
lopments in the erotic market. You
got to see the new products from
all the big companies, and you got
an idea of the trends that are going
to dominate the market in the up-
coming months and years. But the
thing that impressed me more than
anything was how friendly and
open everyone was, on the exhibi-
tor side as well as among the visi-
tors. I can definitely say that, in
these few days between October
8 and 10, I learned as much – if
not more – about this industry as I
had learned in the six months be-
fore, ever since I started working on
the editorial staff of EAN and eLINE.
But my personal experience aside,
there can be no doubt that ero-
Fame set the bar higher once
again. More exhibitors, more exhi-
bition space, more visitors – new
records were set across the board.
Those are great news for the entire
industry, and both, exhibitors and
visitors, can benefit from this deve-
lopment. Instead of merely re-
flecting the increasing professiona-
lism of this industry, eroFame is
actually and actively fostering and
expediting this development.
In case you didn't make it to Hano-
ver in early October, we have tons
of pictures from the show in this is-
sue, so you can get an impression
of the bustle at the trade conven-
tion. And if you were at eroFame –
well, maybe you're in one of the
pictures. I, for one, am already loo-
king forward to next year when the
sixth eroFame takes place from
September 30 to October 2.

That's it for this month!
Randolph Heil 

Dear Ladies 
and Gentlemen, 

w w w. e a n - o n l i n e . c o m  •  1 1 / 2 0 1 4

Now available:

Smart Bead

LELO's LUNA
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Almere, The Netherlands - This fall Scala Playhouse’s of-

fice salesforce is a force to be reckoned with. At the

headquarters in the Netherlands, the office sales team

took part in the Beate Uhse Academy. It was a four-day

practice that was all about ‘Our customer is not a number’,

and they all graduated with flying colors! Understanding

the customer and treating the customer right is an impor-

tant aspect for every office salesforce. That is why Scala

Playhouse invests in their employees by sending them off

to the Beate Uhse Academy. At the academy they learned

how to treat the customer even better, how to deal with is-

sues and wishes, and obtaining more acquisitions. In a

four-day course the crew was squeezed just right to adap-

ting the mantra ‘our customer is not a number’. After these

demanding days, the office salesforce concluded the

Beate Uhse Academy with positive results. The Beate Uhse

Academy was a great success for the office salesforce,

they are now closer to their

customers and may call

themselves proud alumni of

the Beate Uhse Academy.

N E W S

Graduation day at the
Beate Uhse Academy

Hong Kong, China - The German adult l i festyle toys brand

Nomi Tang became again the publ ic’s focus at the just-

concluded eroFame show 2014. Nomi’s f i rs t  men’s toy

Spotty debuted and received high praise f rom vis i tors

for i ts  design and functional i ty.

Nomi Tang launches 
new products on eroFame

It lives up to its reputation, realizing the revolving and

vibrating functions to help the users experience un-

precedented anal pleasure. Nomi says: “We’re happy

to see that Spotty enjoyed great popularity on the

show and has been pre-ordered by lots of customers.

Besides the powerful functions, Spotty’s competitive

pricing is also a great advantage. We believe that it’ll

rock the market of anal toys!” At the same time, to res-

pond to the customers’ demand, Nomi also added

new exciting colors to her hot sellers Better than Cho-

colate 2 and IntiMate! Better than Chocolate 2 - blue

and IntiMate -purple were admired by lots of customers

on the show! Both new colors will be available by the

end of October!

Debut of Spotty

EAN_11-14_08-59_Edi_News_Layout 1  30.10.14  14:21  Seite 2



Manex Rekarte joins the 
Bijoux Indiscrets sales team
Barcelona, Spain - Many will know Manex Rekarte for

his past work with Swedish super brand LELO where

he worked as Sales and Marketing Manager for South

Europe & Key Accounts. Others for being one of

the founders of La Juguetería erotic toys, the very

first and groundbreaking erotic boutique in

Spain. Manex is a sales expert with wide experience

in marketing and development for the adult sector,

 knowing in detail many of the needs of most players in

the sector, from retail, to manufacturing to e-commerce.

Having collaborated with many of the premium brands

and being of South American origine and British upbrin-

ging he arrives to Bijoux Indiscrets on a mission to reach

new horizons.

10

Bremen,  Germany -  German h igh qual i ty  toy brand FUN FACTORY has announced ABS

 Holdings as their  UK dist r ibutor.  This excit ing new par tnership means that al l  FUN FACTORY

products are avai lable via ABS Holdings s ince the 1st October 2014. ABS Holdings wi l l  be

suppor t ing FUN FACTORY’s B2B business in the UK with the promise of quick drop shipping

and even more individualised consultation. ABS Holdings and FUN FACTORY wil l work together

to spare B2B customers in the United Kingdom expensive shipping costs.

ABS Holdings and 
FUN FACTORY join forces

ABS Holdings’ new role will ensure

quick delivery times from within

the UK without any delays due to cus-

tom checks. B2B customers can also

look forward to uncomplicated pay-

ment in pound sterling and national

bank transfers. FUN FACTORY offers the

best German engineering and has

years of experience in fulfilling and

exceeding customer expectations.

The brand is always keen to push

boundaries with their innovative tech-

nique and designs. To date, FUN

FACTORY has successfully supplied

chosen resellers on the British Isles, but

has been lacking a strong and steady

partner in the UK. With ABS Holdings

on board, FUN FACTORY will increase

their clout in the UK market. “We are

very excited to have won ABS Hol-

dings as an extremely experienced

distributor for the British market,” says

Annika Scherer, Senior Sales Manager

at FUN FACTORY. “ABS Holdings shares

the high standards we are imposing

on our brand ever since founding the

company in 1994. Therefore, we lay

the UK trade intheir hands with the ful-

lest trust and are certain that B2B cus-

tomers will hugely benefit from the lo-

cal, quick and professional service of

ABS Holdings. We are looking forward

to working with them.” Kate Hodgson-

Egan, Customer Relations Director at

ABS Holdings is eager to introduce the

traditional German toy brand into the

UK market. “Until now FUN FACTORY

has been a bit of a secret tip to just a

few retailers here on the island. ABS

Holdings is very excited to have been

given the opportunity to become the

exclusive representative for this highly

innovative brand that produces uni-

que toys like the STRONIC, AMORINO

or B BALLS. The perfect balance of

FUN FACTORY’s visionary design and

reliable German engineering com-

plements ABS Holdings’ portfolio of

high-end brands. It is also sure to be-

come indispensable in erotic shops

across the country very soon.”

FUN FACTORY has announced ABS Holdings as their UK distributor

N E W S
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Manex Rekarte
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Chino, USA - California Exotic Novelties takes home an astounding four Erotix

Awards from Germany. The honors are for Company of the Year, Best New

Product Category for Embrace, Twenty Years in Business and Susan Colvin

won the award for Business Woman of the Year, for the third year in a row.

Presented at the annual eroFame Show, EAN calls

the Erotix Award “…one of the most important B2B

awards in the erotic industry.”  It includes various cate-

gories which honor the best companies and people in

the business. Susan Colvin, President and CEO of 

California Exotic Novelties, says, “We are positively blown

away! Winning four Erotix Awards is quite an honor. 

I’m excited and touched and humbled all at the 

same time. A big thank you goes to Matthias Poehl,

Huda Najeb and everyone at EAN for making this

 happen!” Angela Mustone, International Business

 Development Manager for California Exotic Novelties,

adds, “California Exotic Novelties is becoming a strong

force in Germany, Europe and all over the world. These

amazing awards are evidence of how far we’ve come.

Thank you to our wonderful distribution partners for all of

your support, and to everyone at EAN for these very

prestigious  accolades. We’re all very thrilled!”

eroFame 2014

N E W S

California Exotic Novelties takes 
home astounding four Erotix Awards
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Dallas, USA  – Sliquid proudly provides retailers with one of

the only 100% vegan options in the feminine wash and shave

cream categories, thanks to a tireless team of chemists who’ve

developed plant-based alternatives to common ir ritants on

the market. Sliquid Splash and Sliquid Smooth offer consumers

two spa-quality choices void of animal-derived preservatives

and conditioners often attributed to aggravating delicate skin.

And with its lanolin-free ingredient list, the company has made

an especially strong impression worldwide.

Sliquid Splash & Smooth Boast 
100% Natural & Vegan Formulations

Explore Leg Avenue’s KINK

Sliquid Smooth is a naturally supe-

rior shave cream that maintains

its lush, velvety texture with the addi-

tion of botanicals and plant-based

ingredients, including aloe vera, vita-

min E and green tea extract. Lanolin,

found in most shave creams as a

moisturizing agent, has been repla-

ced by a combination of rich mango

and shea butter with essential oils for

good measure, which helps ensure

users enjoy the most soothing and

soft glide. “Naturally Sliquid would ne-

ver formulate our shave products with

lanolin because it is a byproduct of

sheep’s wool, so we set to work to

develop a comparable – and better!

– alternative for shoppers who are

more selective about their body pro-

ducts,” Sliquid VP of Sales and Mar-

keting Michelle Marcus said. “We’ve

found this to be a key selling point

when educating both retailers and

consumers about how Sliquid Smooth

differs from most other shave creams

out there. Ingredients like lanolin can

irritate sensitive skin, especially in our

most delicate areas, and we’re proud

to educate consumers to help them

make a more cognizant choice.” Sli-

quid Splash feminine wash cleanses

the mind, body and spirit with or-

ganic, plant-based ingredients cho-

sen for their soothing and aromatic

properties. The balanced scents are

subtle yet fragrant and provide yet

another gentle and natural alterna-

tive to the traditional. “As our pre-

sence expands into international

markets, we’ve found that this atten-

tion to body-safe and natural formu-

lations has helped secure loyal rela-

tionships not only between Sliquid

and our fans, but among consumers

and retailers as well,” Sliquid CEO

Dean Elliott said. “We’re quite proud

of the Smooth and Splash lines; both

are free of harsh and drying ingre-

dients found in common soaps and

foams and the response since their

debut has been phenomenal.”

Wijchen, The Nether-

lands - Breaking bar-

riers and boundaries is

what Leg Avenue strives for

with their newest col-

lection.The new KINK col-

lection will certainly add

extra spice to your store.

This compelling bondage

inspired lingerie collection embraces

a mysterious, pure and passionate

world. The whole collection stands for

contemporary femme fatale and

erotic chic. Leg Avenue: “We want

everyone to unleash their inner god-

dess and to discover the mysterious

and exciting paradise of KINK.” 

The collection exudes the kind of con-

fidence that every woman deserves

to have. The sexy yet elegant erotic

chic photography sets this collection

apart from the competition. It high-

lights the fact that bondage inspired

lingerie does not necessarily have to

be portrayed as vulgar and obscene

but that it can, most definitely, be

 artistic and erotically chic. 

Unique body care products feat. plant-based alternatives to animal-derived irritants

N E W S
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Sliquid Balance offers stores a modern and

shoppers from every sensual lifestyle

luxurious crossover that appeals to discerning

The KINK collection stands for contemporary

femme fatale and erotic chic
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Wasserbil l ig, Luxembourg - This year’s eroFame was a par ti-

cular success for pjur: a standout booth, numerous interested

visitors and fantastic highlights were all par t of this year’s

event in Hannover. The unique new pjur serums received an

especially enthusiastic response from the industry crowd. The

eroFame event marks the conclusion of the worldwide trade

fair launch of the company’s new developments in Europe,

as elsewhere. Customers were welcome to visit the pjur booth

and personally tr y out the alternative approach used in the

serums to reduce sensit ivity for themselves. 

eroFame trade fair more 
successful for pjur than ever before

The new products, which represent

an extension of pjur’s successful

analyse me!, Back Door and super-

hero series, give retailers further new

selling potential. The serums are the

perfect products to supplement the

top-selling lubricants and sprays for

a double effect. This advantage has

already caught on worldwide

among retailers, a fact reflected in

outstanding sales figures. “The three

serums have been very well recei-

ved worldwide because the way

they work is unique. Here at the ero-

Fame in particular, we received fan-

tastic feedback once again,” says

Alexander Giebel, CEO pjur

group. This was supported by the

pjur superhero himself in the flesh,

making his comeback at the ero-

Fame fair. The raffle featuring two

real bars of gold at the pjur booth

was another highlight. The giveaway

was held to mark the kickoff of pjur’s

international anniversary campaign

“20 years – Go for Gold,” scheduled

to start in 2015. Starting on January

1, 2015, gold bars will be raffled off

every two weeks in three markets:

the U.S., Europe, and Australia. pjur

plans to support the campaign with

global online and PR activities and

to equip retailers with relevant POS

materials free of charge. The whole

pjur sales team from Luxembourg,

along with Richard Harris, CEO of the

pjur group USA, Jordan Weiser, Sales

Director of the pjur group Asia, and

Rob Godwin, CEO of the pjur group

Australia, had traveled to the event

specifically to support the pjur team.

A packed schedule of talks with in-

ternational customers from Europe,

Asia, the U.S. and Australia had been

set up before the event, so the pjur

booth was full throughout the

fair. “We also had a significant num-

ber of new customers and interes-

ted visitors that want to include pjur

in their product range, though,”

 Giebel says. “That means this year’s

eroFame event was once again a

success. We’re already looking

 forward to next year!” he adds.

N E W S
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20 years – Go for Gold

“This year’s eroFame event was once again

to next year!” Alexander Giebel 

a success. We’re already looking forward

The Perfect Plug is currently

in black and purple

available for order

Tantus introduces the Perfect Plug
Sparks, USA  –  Tantus, Inc. has long

been the connoisseur’s toy

company for outstanding anal toys

and butt plugs. The Perfect Plug is

the newest addition to their col-

lection and gloriously up to

 standard. "The Perfect Plug is a toy I

designed and I’m so pleased to

bring it to market.” said Metis Black,

President of Tantus. "It’s only a fin-

gers-width in diameter, totally not

intimidating, but it plays like so

much more." The Tantus Perfect

Plug is a slim .75" (19mm) in

 diameter and with 3.6" (95 mm) of in-

sertable length. Its smooth silicone

 surface has an irresistible velvety feel

with a narrow head for easy entry. The

long neck is tailored to be easily re-

tainable while the anchor base tapers

to fit flawlessly between the cheeks.
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Los Angeles, USA – Cal i fornia Exot ic Novelt ies

unleashes the Passion Pals.  This playful ,  color-

ful ,  s ized-r ight col lect ion of dual st imulators is

more peti te than standard rabbit-style vibes.

Cal Exotic 
unleashes Passion Pals

Susan Colvin, President and CEO of California Exotic Novel-

ties, says, “The Passion Pals are incredibly powerful and

have all the features women want. Slim and perfect for be-

ginner, intermediate and advanced users, they feature three

speeds of independent reversible rotation that creates ama-

zing sensations. The bright colors and affordable price-point

make the Passion Pals a must-stock!” Four Passion Pals are

available: The Humming G, Fluttering Butterfly, Diving Dolphin,

and the Passion Pal Jack Rabbit. Each has seven incredible

functions of vibration, pulsation and escalation, plus five rows

of non-jamming, synchronized rotating beads. They have an

easy push button control with brilliant LED lights. Lupe Martinez,

Senior Account Manager, says, “The Passion Pals are sure to

please. They come in an array of bright pink, purple and blue

that looks great merchandised on a wall together. Women

are going to love them. A new line I highly recommend!”

Wimborne, England - ABS Holdings has now taken delivery

of three new products from Fleshlight. The Launchpad

allows the “Lighter” to take inspiration from images played on

their iPad. The user simply affixes their Fleshlight to the bottom

of the Launchpad, whilst their iPads sits atop it and bingo……

.prepare to Launch!!! The Phonestrap is worn on the thigh

and holds steady the users mobile phone, allowing uninter-

rupted hands free action. Finally, the STU Value Pack contains

a Fleshlight STU, plus Fleshlube 100ml, Fleshwash 100ml and

Fleshlight Renewing powder: 118gs. For full details please

contact the award winning sales team on +44 1202 

868 511 or sales@

absholdings.com

Playful, sized-right dual stimulators now available

New Fleshlight Products
Now Available at ABS 

Four Passion Pals

are available
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San Francisco, USA - Continuing their  miss ion to go beyond products,  and use education

to inspire an expanded understanding of sexual i ty,  J immyjane has added Meredith Davis

to their  team as resident Sex Educator and Social Media Manager. Leveraging her research

background in Human Sexuality, Davis wil l  contribute to all areas of the business. In addition

to direct-to-consumer programs, she wi l l  develop platforms for sexual education, in par t-

nership with J immyjane’s retai l  par tners.  

Meredith Davis joins Jimmyjane

As the Social Media Manager,  Davis will communi-

cate directly with the public, answering questions

on sexuality and providing commentary on recent

trends, studies and research. Davis received her B.A.

in  Human Sexuality and Psychology from Indiana Uni-

versity where she spent over four years conducting

sex research. Her passion for the subject drove her to

develop the first undergraduate program in Human Se-

xuality at Indiana University that focused on sex research.

Under the mentorship of the county’s leading sex re-

searchers at the renowned Kinsey Institute and the Center

for Sexual Health Promotion she conducted studies and

researched a depth of topics pertaining to sexuality. Davis

approached Jimmyjane looking to apply her knowledge

to a business where she could impact the lives of a larger

audience. She was drawn to Jimmyjane’s unique ap-

proach to disrupting the category and the company’s

commitment to creating products based on research

with emphasis on body safe materials, quality designs

and the customer experience. As the pleasure product

industry grows, stigmas on the category are slowing dis-

appearing in the public sphere. With this growing audi-

ence consumers are looking for a deeper understanding

of sexuality. They are using this information to experience

a more positive and satisfied sex life, an important facet

of our relationships and an overall healthy lifestyle. Since

2004, Jimmyjane has lead the category using design,

innovation, branding and approachable aesthetics to

appeal to a mass audience and normalize the pleasure

product category. Through her educational work and en-

gagement on social media, Davis, will continue to en-

lighten audiences on this topic of universal interest – hu-

man sexuality. 

“From the information on our packaging to statistically

driven infographics, education has always been core to

our brand at Jimmyjane. Meredith’s experience, passion

and enthusiasm for human sexuality is unparalleled. She

is a valuable addition to the team and our mission of

bringing Pleasure to the People.

Resident Sex Educator & Social Media Manager

N E W S
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Horsham, USA -  Xgen Products  i s  p leased to

 announce that new Bodywand Minis in gold and

silver are currently shipping and available to

order, just in t ime for the holidays. Joining the

bestsell ing Bodywand Mini l ine of pretty pastels

and electric neons, these fresh metall ic styles

are an essential addition to anyone’s wish l ist.

New Gold and Silver
Bodywand Minis

“Elegant and eye-catching, the new

metallic gold and silver additions

to the Bodywand Mini line arrive just in

time for the holiday rush,” explains Xgen

President Andy Green. “Preorders have been through the roof,

and we urge our customers to secure their units by contacting

their Xgen representative as soon as possible.” All of the Bo-

dywand Mini massagers have the same outstanding features

of the original Minis, including soft, bulb-shaped heads, flexible

necks, and powerful, varying speeds. Each Mini is also ador-

ned with the signature rhinestones at the base. The LR44 bat-

teries are included. At this time, the bestselling Bodywand Mini

massager is offered in the new metallic gold and silver, neon

pink, neon purple, neon green, neon blue, as well as the ori-

ginal pastel pink, orange, aqua, and purple. 

London, England - Nexus was thrilled to receive an EAN

award for one of its latest additions, Ace, at this year’s ero-

Fame. Ace, a remote controlled, rechargeable butt plug was

launched at the show and was awarded Product with Highest

Potential by EAN. “It’s a real honour to get this award as so

many brands use this show as a launch pad for new products,

says Monique Carty, Director of Nexus. For Ace to stand out

gives us a real sense of achievement.” It’s the second year in

a row that Nexus has received this award, showing they are

continually at the forefront of new and exciting innovations. 

Nexus also launched Cadence, the second product in the

Nexus Femme range at the show.

Just in time for the holidays

Nexus Aces an 
Award at eroFame

Ace was awarded Product with

Highest Potential by EAN
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Hitchin, England - UK's XTrader,  www.dropshipping.co.uk is  pleased to announce the ar r ival

of Japanese premium qual i ty sex toy brand "RENDS",  which the technology developers are

cal l ing "Next  Generat ion Sex  Toys " ,  speci f ica l ly  address ing the much neglected, 

technology-for-men market.

XTrader introduces 
"Next Generation Sex Toys"

The spectacular R-1 series features

a new approach, using a single

controller, which operates a variety of

microprocessor based attachment

toys, each programmed with 50 va-

riations plus a divinely powerful OHH-

MYY button. The hay day of the static

vibe and sleeve masturbator is over.

Men can now revel in the extreme

bliss with endless powerful stimulation

in rotation, suction and vibration pat-

terns with Rends' very clever devices.

The R-1 series products for females

feature a high-powered bullet and

predator wand vibrator as well as a

clitoral stimulator. The Rends R-1 series

of new-technology toys, a global first,

are proving to be very popular in the

UK. "We are delighted to partner with

XTrader, Europe’s leading drop ship

company. Their vast customer base

will ensure that Rends reaches the

end consumer through multiple

channels giving us the most exposure

possible.” said Deon de Kock, head

of Rends trade marketing. Claire

Bowden head buyer of XTrader com-

mented “We are very pleased with

the phenomenal response already

from the Rends toys. People just love

the products and we anticipate a

loyal following, a community trust that

everything with the Rends brand is

something special and worth buy-

ing. We anticipate a great future in

the United Kingdom. The quality of

Rends products exceeds most high

quality products from western manu-

facturers and we wish to establish

Rends as a known and trusted

 premium brand. The universal truth

applies; you ALWAYS get what you pay

for. Yes, Rends is a bit more expensive

than some, but for us, the focus is not

on making a cheap product with

huge profits, but instead do extensive

research, use extreme quality materi-

als, design and deliver a premium

product for our users. We trust the en-

tire UK sex toy community will fall in

love with Rends, as we all have."  The

new XTrader brand RENDS, is based

on traditional Japanese values of

 extreme quality materials, workman-

ship and extensive research & deve-

lopment.Some of the products have

been in R&D for five years. The old

school Japanese "honor is everything"

culture clearly shows in how these

 products are made.

RENDS
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Leg Ave’s Little Black Dresses
wrong with a black dress. Leg Ave-

nue’s little black dresses is of course

sexy and perfect for dressing up when

you go out. Like with all our products

we aim to please our customers and

quality is a very important aspect.”

The dresses are made of a soft and

smooth stretch fabric which does not

crease. The dresses are available in

the sizes S, M, L and XL. 
“A women never can go wrong with

a black dress.” Trudy Pijnacker 

Wijchen, The Netherlands - Since

Coco Chanel first popularized

the little black dress, it has remained

a fashion classic. Everyone should at

least have one in their wardrobe. It is

not strange that Leg Avenue has ad-

ded 10 brand new sexy styles to their

collection. Trudy Pijnacker explains:

“Little black dresses are stylish and ti-

meless, a women never can go

UK's XTrader is pleased to announce

quality sex toy brand "RENDS"

the arrival of Japanese premium
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Chino, USA - Cal i fornia Exot ic Novelt ies introduces new i tems to the best-sel l ing COLT Gear

Col lect ion. Fi rst  seen at the ANME Show in July,  the new toys capture the COLT brand and

offer men the qual i ty and rel iabi l i ty they come to know and expect.

California Exotic Novelties 
releases new COLT Gear

Susan Colvin says, “The relationship with CalExotics and

COLT is a long-standing partnership that produces

some of the most popular lifestyle toys on the market.

You’re going to love the new additions and we know they

are going to make a big impact in the market!” The COLT

Commander Probe and Ring is a sturdy, silicone probe

with an attached support ring. Pliable and durable, it offers

superior support. The COLT Hulk and the COLT Mega are

large and robust, multi-functional vibrating probes that are

made with premium silicone. Easy to clean and non-po-

rous, the material also feels amazing against the skin.

Measuring 15.25 cm x 5 cm, they have a manly grip and

are exceptionally durable. Each offers 10 functions of in-

tense vibration and four independent speeds for each

function. The vibration is a deep rumble and is incredibly

powerful. John Rutherford, President and Creative Director

for COLT Studio Group, says, “These are really some incre-

dible toys! They are strong and powerful. Fans are going

to love them. Plus there are other additions to the line to

watch for in the coming months.” 

Quality and reliability for men

N E W S
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Etten-Leur,  The Netherlands -  From 25. to 26. November Rimba opens i ts  gates for the s ixth

t ime for i ts  annual in-house fair  in Etten-Leur (The Netherlands) and invi tes the European

trade to this event.  The company, that moved to new business premises s ix years ago, is

cur rent ly expanding to create even more storage capacity.

Besides its own range of leather-

wear, lingerie, rubber clothing

and electrosex products, Rimba will

also present a lot of high-quality la-

bels, which are sold by the distributor.

Amongst these are four new labels

Rimba was able to pick up at the

last eroFame. These include Mr. Noris

Magic Gel, L'amourouse, Zemalia

und Kiiroo. Representatives will be on

site during the two day fair to support

the Rimba sales team as well as to

present the innovative products to

the visitors. Special offers as well as

free catering will of course be provi-

ded too. Interested parties are asked

to notify Rimba beforehand. What

can be expected by the visitors? -

Representatives of the labels Kama-

sutra, LELO, We-Vibe, Fun Factory, Je

Joue, pjur, Pink, Fifty Shades of Grey,

Marc Dorcel, Love2Love, 210th,

rocks-Off, Mr Noris Magic Gel, 

Svakom, Kiiroo etc.

- The presentation of four new labels

- A valuable goodie-bag for buying  

customers

- Interesting fair offers

- Additional discounts for payment 

in cash

- New POS-Materials

- Demonstration of the 

manufacturing of leather goods

- A nice atmosphere and 

professional customer support

- Food and drinks are free

N E W S
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New FDA registrations for pjur
Wasserbillig, Luxembourg - In pjur

group’s consistent mission of

quality and integrity, the Quality

 Management division of the pjur

group under the direction of Patrick

Giebel, QM Representative and CFO

at pjur group, has successfully com-

pleted additional registrations with

the US FDA (Food and Drug Adminis-

tration). The entire registration process

was completed in just six months due

to sound data and excellence in

preparation. pjur group received its

“Clearance Letter” – the official

 confirmation letter from the FDA – in

July. With the introduction of polyiso-

prene and polyurethane condoms,

the FDA revised and expanded the

registration standards and tests re-

quired for personal lubricants. Hence

with the latest approvals, pjur’s own

formulations meet the new standards

by the FDA. This again validates the

quality standards of pjur products,

considering the strict requirements of

the American supervisory authority

which are respected and recogni-

zed worldwide. Additional registrati-

ons with the Thai FDA were success-

fully concluded concurrent with the

confirmations in the USA. The pjur

group received the corresponding

confirmation from the local supervi-

sory authority last week. With this con-

firmation, the pjur group is one of the

few companies which can sell per-

sonal lubricants registered by the Thai

FDA in Thailand. “Completing the

 registrations in the USA and Thailand

within such a short period is an im-

mense success for our company

and presents a unique selling oppor-

tunity for us. Consumers in the US are

following government approvals and

compliance more and more as are

consumers worldwide. We will benefit

greatly from these new seals of

 approval, again showing the market

we are one of highest quality

 lubricant brands”, says Patrick Giebel.

Rimba invites to its 
in-house exhibition

25th & 26th of November

for their annual in-house fair 

Rimba invites the European trade
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Dallas, USA -  Sliquid has inked deals with Loewie in Asia, Net 1on1

in the UK, Basic Instinct in  Scandinavia, and Two Ducks and NTN to

handle Australia and New Zealand, and is quickly becoming a hou-

sehold brand name in some of the world’s fastest-growing markets.

Sliquid secures global presence 
with international distribution expansion

Strict health guidelines coupled with

strong attention to product con-

tents have inspired foreign nations –

particularly in Asia – to consider Sliquid

to be synonymous with body-safe sex

and solutions for natural lubrication,

massage, intimate cleansing and

gentle shaving. Sliquid’s sales team

will work directly with its international

distribution partners to maintain steady

stock availability and navigate

language barriers to ensure that the

brand’s unique features and benefits

are conveyed clearly to the consu-

mer. Sliquid VP of Sales and Marketing

Michelle Marcus has noted a parti-

cular focus on ingredient awareness

among international consumers, likely

a combination of cultural values and

stricter health standards for natural

products. “I have found through wor-

king directly with most international

markets that the guidelines put in

place by their health advisors or re-

gulatory fixtures (which have roles and

responsibilities similar to the USFDA)

are more strict, which has made Sli-

quid a commodity as a brand of high

standard,” Marcus said. “We’re proud

to be aligned with a respected series

of distributors who can work with us to

best serve these growing – and loyal

– consumer bases. This kind of global

expansion also gives us a valuable

opportunity to learn about cultural va-

riances that may affect the way we

develop, produce, package, and

market future lines. It’s an exciting

time!” Sliquid’s luxury appeal and

 accessible price points have played

a key role in its international allure, with

ingredients that are recognizable (and

pronounceable), clean and simple

packaging, and bilingual labels that

help contribute to the end sale. 
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SHAREVIBE turns shared desire into 
double the passion for both partners
Bremen, Germany - SHAREVIBE is a

uniquely flexible toy that is well-

thought-out in terms of function and

anatomical fit. Its opimised shape lets

it become a natural extension of HER

body. Inserted vaginally and held by

the pelvic muscles, the hard yet flexi-

ble silicone shaft allows the active wo-

man to sensually penetrate her part-

ner. This trend in erotic role reversal,

also called “pegging”, brings experi-

ment-happy couples into whole new

realms. SHAREVIBE flexibly adapts to

all desired positions and pleasures not

only the passive part, but also the

active women through the feedback

of the thrusts movements. The vibrati-

onBULLET in the middle of the silicone

body intensifies the pleasure with

gentle to powerful vibrations. Role play

with a regular harness (belt for the

active woman to attach the sex toy)

can easily become complicated, in-

flexible and not very sensuous.

The belt pinches, irritates the skin and

of course disrupts natural body con-

tact between the two lovers. Plus,

the dildo being used often doesn’t

have the needed hold or can only

be held at an unnatural 90° to the

user. Spontaneous position changes

and a wild love game without inter-

ruptions are out of question. Plus, the

active woman often isn’t stimulated

at all and only has a little feeling of

how intensely to pleasure her part-

ner. SHAREVIBE, in contrast, creates a

very sensual connection between the

two lovers and leads to uniquely

 sensitive experimentation.

SHAREVIBE can be viewed in 360°
mode at www.FUNFACTORY.com

Asia, UK, Scandinavia, Australia and New Zealand

EAN_11-14_08-59_Edi_News_Layout 1  30.10.14  14:23  Seite 19



EAN_11-14_08-59_Edi_News_Layout 1  30.10.14  14:23  Seite 20



28

Los Angeles, USA  – The Screaming O has inspired better,  br ighter sex with the new ColorPoP

Quickie Screaming O, the or iginal award-winning vibrating sex secret for couples now avai-

lable in four neon hues. This easy-to-use and fun-to-tr y v ibrat ing r ing has helped couples

come together s ince 2005 and now the super-st retchy sex toy boasts the most v ibrant

 v ibrat ion on the market in a convenient disposable design couples can take anywhere!

The Screaming O inspires better, brighter sex
with the new ColorPoP Quickie Screaming O

The ColorPoP Quickie Screaming

O provides couples with essential

hands-free clitoral stimulation during

intercourse – essential for almost

75% of women in order to reach or-

gasm. This simple but powerful ring

features a mini motor that stimulates

the clitoris each time his body ma-

kes contact with hers with pleasure

knobs that help distribute vibration

so he can feel it, too!  The result is si-

multaneous stimulation that has hel-

ped enhance the sexual experi-

ence for both partners and at-

tracted the attention of mainstream

media, sexuality educators, relati-

onship coaches and more for al-

most a decade – because the

Screaming O Vibrating Ring works!

And in honor of its tried-and-true suc-

cess, The Screaming O has released

this must-have vibrating ring in four

on-trend tones for a brilliant boost in

the bedroom. Couples can choose

from Brilliant Blue, Neon Green, Ra-

diant Orange and Hot Pink for a

more colorful sex life!

Award-winning vibrating ring now available in high-voltage neon hues

N E W S
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Gvibe is protected by Chinese patent
London, England - With the expan-

sion and growing success, any

company should bare in mind the

importance of protecting its intel-

lectual, creative and technical inven-

tions and best practice. One of the

most reliable way to do so is to apply

for a patent and

on successful ac-

complishment of

the necessary re-

quirements of

uniqueness and

novelty a pro-

duct may be

granted a pa-

tent.  As Gvibe

proved itself as a

genuinely unique vibrator and one-

of-a-kind invention both in design, and

technical and anatomical functio-

ning, the need in patent was obvious

from the very beginning. The fantastic

success of Gvibe and its worldwide

expansion after only 3 months of exis-

tence was a temptation for some ot-

her companies who wanted to make

advantage of Fun Toys' achieve-

ments. Struggling with patent trolls and

proving the uniqueness of Gvibe, Fun

Toys successfully received patents in

the European Union, the USA, Russia

and Ukraine. To receive the patent in

China was a priority for Fun Toys as

the Chinese market is fast and vast.

After half a year of examination and

documentation process, Gvibe recei-

ved the patent in China in August

2014. Having this patent, Gvibe al-

ready sells out successfully in China

with 100% confidence that the pro-

duct is protected.  “The matter of re-

ceiving a patent is something that lo-

gically and naturally follows the

production process and launch of the

product. If you are confident in your

invention being one-of-a-kind, you

would want to protect it and enjoy its

sucess with no fears left. I am confi-

dent in the uniqueness of Gvibe, the-

refore, receiving patents was my prio-

rity. I am happy Gvibe is now

protected all over the world,” said

Jack Romanski, the inventor of Gvibe.

The ColorPoP Quickie Screaming O

buzzes for more than 30 minutes

Gvibe received the patent

in China in August 2014
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Huntington Beach, USA – XR Brands has returned to the States after the most successful eroFame

the company has experienced with more than 300 products showcased in a 500+-square-foot

booth. Highlights included new LoveBotz sex machines, the Come Hither automatic G-spotter, and

the official worldwide preview of the Tom of Finland Pleasure Toys – one of the highest-anticipated

and anxiously awaited product debuts at the show.

At the booth’s center hummed LoveBotz’s latest

sleek and modern sex machines, including the

fully adjustable and portable Robo FUK, the preci-

sion-thrusting Maestro, and the super-powered Mas-

ter-Bot automatic stroke – finally back in stock to

customers’ delight. Also  intriguing attendees was

Come  Hither by Inmi, a technologically luxurious G-

spot stimulator featuring an automated finger-like

curl that mechanically presses against the telltale plea-

sure zone. But most exciting was the international intro-

duction of Tom of Finland Pleasure Toys, an ambitious

and expertly executed series that brings to life the look,

feel and legacy of an erotic art icon. 

“In my 14 years in this business, I’ve never seen such a

 response to a new line; it stopped people in their

tracks,” XR Brands Project Development/Key Account

Manager Rebecca Weinberg said. “Distributors have

been selling the Tom of Finland books for more than

20 years already and they loved the variety, quality

and  polish. The key to success at shows like eroFame is

to offer something unique that companies can’t find

anywhere else, and we really nailed it this year.” Tom

of Finland, née Tuoko Laaksonen, was a Finnish artist

who inspired a cultural movement with his stylized ho-

moerotic fetish art, which premiered in the Spring 1957

issue of the historic American all-male magazine Phy-

sique Pictorial. Considered and respected as the most

influential creator of gay erotic images – with pieces

part of permanent collections in museums around the

world – Tom of Finland’s signature black-and-grey style

is instantly recognizable and remains a key component

of popular gay culture.  

The Tom of Finland Pleasure Toys collection is the result

of months of research, development and one-on-one

work with the Tom of Finland Foundation and its curators

to conceptualize and authorize its official execution.

The full line – and its legendary KAKE Cock hand-

 sculpted dildo – is comprised of several signature

 pieces and will be available for mass consumption

early next year.
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XR Brands makes its mark on European
market following eroFame success
Manufacturer debuts new sex machines, fetish SKUs & 1st-ever 3D art that fans can fuck

XR Brands has returned to the States after the

with more than 300 products showcased

most successful eroFame the company has experienced
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Van Nuys, USA - Baci L ingerie is  pleased to announce i ts  suppor t for Charlotte’s Dreams, a

nonprof i t  organizat ion dedicated to providing bras and proper breast prosthet ic forms to

cancer sur vivors.  The donation of nearly 500 bras wi l l  ass ist  the nonprof i t  in their  miss ion

to help women reclaim their  dignity and conf idence dur ing the chal lenging per iod of 

recovery and f inancial hardship.

Baci Lingerie donates 
to Charlotte’s Dreams

Baci Lingerie owner Frank Koretsky

explains, “Charlotte’s Dreams is

a dynamic organization helping wo-

men move on to the next stage of

their lives after cancer: living. Baci is

committed to empowering women

all around the world, and supporting

groups like Charlotte’s Dreams is so

important to our ongoing philanthro-

pic mission. It is our sincere hope

that our involvement creates awa-

reness and inspires others to support

causes that positively impact the

lives of women of all walks.” Foun-

ded by Charlotte Dowell, Charlotte’s

Dreams was born from her belief

that every woman has a right to dig-

nity and confidence, especially after

battling cancer. A certified prosthesis

fitter for 24 years, Charlotte had fit-

ted hundreds of women with pro-

sthetic forms and bras, but found

that many cancer survivors would

often go without, and thus resort to

using other materials like socks and

stockings filled with rice and beans

due to financial hardship. Charlotte’s

Dreams CEO and Founder Charlotte

Dowdell says, “In my 24 years as a

certified prosthesis fitter, I’ve seen

too many beautiful, strong, deser-

ving women unable to pay for the

breast forms and bras they needed

to transition into life after cancer with

dignity and grace, and it has been

our mission to remedy that. Donati-

ons and support from organizations

like Baci Lingerie allows us to remain

a non-profit and true to the cause;

we have no doubt that their sexy,

sultry styles will be a perfect fit 

for many of our precious clients.” 

Charlotte’s Dreams welcomes all

women and aims to provide the

personalized attention they need for

a proper fit. A certified prosthesis

consultant meets with each client

and then offers options for breast

forms and bras for a specialized ex-

perience.  For more information, visit

www.charlottesdreams.org. 

500 bras

N E W S
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A.L. Enterprises, Inc. & Playroom partnership
Warsaw, Poland - Playroom and

A.L. Enterprises, Inc. would like

to announce their partnership in dis-

tribution of CB-X chastity devices in

Poland. Both companies have deci-

ded to sign an agreement in which

Playroom has agreed to sell and dis-

tribute the full range of CB-X pro-

ducts.  Robert Strzelecki, General Ma-

nager of Playroom says, “Not only we

are very exited but also very dedica-

ted to promoting chastity cages in

our region in order to meet the ex-

pected sales range. We hope this

partnership will allow both companies

to reach a wider audience in Poland

and Central Europe". CB-X products

are high quality state-of-the-art devi-

ces. CB-X are made of made of a

medical grade polycarbonate ma-

terial, hypoallergenic. They are also

easy to clean and use. „Our revolu-

tionary line of products is marketable

to the fetish enthusiast as well as cou-

ples looking to increase their intimacy

and sense of adventure. The target

customer is diverse. The product ap-

peals to men and women alike” –

says Corporate Director Nikki Yates.

EAN_11-14_08-59_Edi_News_Layout 1  30.10.14  14:23  Seite 25



EAN_11-14_08-59_Edi_News_Layout 1  30.10.14  14:23  Seite 26



34 

Bath, England - Lovehoney has received a sales boost af ter discovering that one i ts models

is star r ing in one of the UK's biggest TV show. Singer Chloe- Jasmine Whichello, 23, is star r ing

in X Factor -  a pr ime-t ime singing show on ITV, the UK's biggest ter restr ial  channel.  Before

finding fame on TV, Chloe- Jasmine modelled outfits for the sex toy f irm. Traff ic to Lovehoney

website has soared because Chloe- Jasmine's are st i l l  being used to sel l  sexy outf i ts .

Chloe-Jasmine Whichello 
boosts sales for Lovehoney

The blonde is still featured on Lo-

vehoney - modelling an Alice In

Wonderland costume. Chloe - dub-

bed the poshest contest in the

show's history - also posed in

a nurse's outfit 

and as a schoolgirl. Further Lo-

vehoney pictures show her

wearing lingerie. The

blonde contestant did the

photos three years ago for

the sex toy retailer when

she was a little-known

model. She can

be seen adver-

tising the 'classified

schoolgirl set with boa-

ter' at £34.99. One ecsta-

tic reviewer says: "I bought this for my

wife, and I tell you, it was worth every

penny." Chloe can also be seen on

the Lovehoney site posing in

the Classified Miss Alice Set costing

£26.99. This is described as a cute

Miss Alice dress with white peasant-

style ton, pinafore front and blue

dress. Chloe - who has described

herself as the 'poshest girl you could

meet' - won through to this weekend's

first live finals after being picked by

Cheryl Fernandez-Versini as one of

her three female singers. Cheryl des-

cribed Chloe as 'mesmerising and

fascinating' when defending her de-

cision to chose her for the finals at

Sunday night's Judges' Houses show

from the south of France.  Chloe,

from Wells, Somerset, has also pre-

viously posed topless. She also

bowled over Naomi Campbell with

her beauty in the modelling reality

show, The Face. Lovehoney owner

Richard Longhurst said: "Chloe has

been one of our most popular mo-

dels. She was a hoot at the shoot

and we all warmed to her immedia-

tely. She has been advertising the

schoolgirl and Alice outfit on the Lo-

vehoney site for a while and they are

two of our best selling outfits. Lots of

couples see Chloe looking so sexy

and think, 'I'll have one of those.' We

have had a lot of interest from cus-

tomers after putting out the pictures

of Chloe modelling for

Lovehoney. We are all rooting for her

to win X Factor. She may be the pos-

hest contestant the show has ever

had but she is also the one who is

the most fun."

Singer Chloe-Jasmine Whichello is starring in X Factor
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K!ssMe this Christmas
Scala Playhouse is getting ready for

the most wonderful time of the

year. This Christmas, its lingerie brand

K!ssMe has added a limited Christmas

collection to the range. From Novem-

ber 1st this limited col-

lection will be availa-

ble, a collection with

sexy undergarments

for that special time of the year. The

brand K!ssMe is known for its sexy, play-

ful and seductive lingerie items. But

on November 1st K!ssMe is taking it a

step further, with designing a col-

lection that’s made

especially for those cozy

Christmas nights. But this

is a limited collection, so

be sure to stock up in time! With red

being one of the most dominant

Christmas colors, K!ssMe is sure to fuel

this need. With beautiful red pieces,

the K!ssMe Christmas collection is one

not to miss out on. Luxurious fabrics

like velours and sequins have been

used in the collection. K!ssMe will let

you have a merry little Christmas.

outfit on the Lovehoney site for a while and they are

“Chloe has been advertising the schoolgirl and Alice

two of our best selling outfits.” Richard Longhurst
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St Albans, England - S ince the Sensuous brand of int imate consumables ar r ived at Net

1on1 two years  ago,  the re lat ionsh ip between the d i s t r ibutor  and the Aus t ra l ian

 manufacturer has gone from strength to st rength. Customer demand for the col lect ion of

massage oi ls ,  enhancement creams, and f lavoured body paints has increased steadi ly,

which was previously introduced to the UK by Sales Manager Bernard. Recently,  Bernard

made the decis ion to ret i re and wi l l  be passing the reins to Net 1on1 wholesale who wi l l

now be dist r ibut ing to the UK and EU markets.

Distributing from Down Under - 
Net 1on1 Supply Sensuous to UK and EU

Danielle Warn, Head Buyer at Net

1on1 Wholesale says,“It’s a great

opportunity to be able to distribute

such a strong brand of quality pro-

ducts. We’re so pleased that Bernard

saw the potential in working with us in

the first place and we warmly wel-

come Keith’s recent decision for Net

1on1 Wholesale to carry Sensuous

going forward. Our customers love

the range and I look forward to hel-

ping Sensuous grow their presence in

the market place.” The move has

come as not only Bernard ends his

role with Sensuous but also in response

to the level of interest shown at both

the ETO and eroFame shows. Both

existing and potential customers have

shown equal excitement when they

learned that they could now

 purchase the full Sensuous product

catalogue more locally. Keen to in-

crease brand presence in the UK and

Europe, Keith Jones CEO and Joint

Founder says,“We are very sorry to say

goodbye to BH Sales and wish Ber-

nard a long and happy retirement,

but as they say, when one door closes

another one opens and the door

which has just opened in front of us

is very big indeed. We are thrilled to

be working with Net 1on1 and we

see this as a great opportunity. We

have been watching their recent

growth with great interest and we are

very excited to be a part of it. Net

1on1 will not only be able to help in-

crease our presence in the UK, but

will also give us access to customers

in Europe. We look forward to working

with them in helping to build the Sen-

suous brand in their region.” The full

range of Sensuous products is in

stock and available to order imme-

diately from Net 1on1 Wholesale.

Contact the sales department via

enquiries@1on1wholesale.co.uk or

on +44 (0)1727 744 369 to place

an  order today.

The full range of Sensuous products is in stock and available to order immediately
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Sexy Christmas

Leg Avenue’s Last Christmas picks
Wichen, The Netherlands - Leg

Avenue’s Fall and Holiday ca-

talog makes you happy, but to get

really in the Holiday Spirit, you

need at least these three Christ-

mas items. The Satin Bow bra is wit-

hout doubt the perfect gift for under

the Christmas tree. The Santa Baby

catsuit is a sexy, feminine costume

which will absolutely stand out! With

the white faux fur details you will defi-

nitely bring a winter wonderland into

your store and the matching Santa

hat will complete the Christmas

spirit. The Mrs. Claus dress is very cute

and will be very popular this year. It is

a casual dress with the perfect

amount of Christmas spirit. It will defi-

nitely brighten up your store!

Check for more information 

www.legavenueeurope.com.
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Brampton, Canada - BMS Factory, well-known for its luxurious

l ines such as the Swan Col lect ion, Leaf and Leaf+ and the

indust r y  t r us ted PowerBu l le t  technology took home the

award for Most Innovative Company from eroFame 2014. As

one of the largest industr y b2b events of the year,  eroFame

br ings together manufacturers  and other  indust r y heavy-

weights  f rom around the wor ld  to  show of f  the up and

 coming collections for the year to come. To fur ther reinforce

itsel f  as an innovator,  BMS Factory ar r ived this year with a

beauti ful  booth and a wide var iety of new i tems.

BMS leaves eroFame with 
“Most Innovative Company” Award

Making its first appearance this

year at eroFame included the

wireless Swan Wand, a new massage

wand concept with equally impres-

sive power and design. With 2 vibrati-

ons and 7 functions, it still maintains

Swan’s other great qualities such as a

virtually seamless finish, easy on/off

and fully rechargeable. With just about

4 years in the making, the brand new

PalmPower Recharge was also shown

for the first time. The Original Palm -

Power has been and still is one of the

top selling wand massagers in Europe.

To allow customers more freedom in

where they enjoy their PalmPower, BMS

has been developing a wireless, re-

chargeable version for the past few

years. After achieving just over 90%

of the original PalmPower’s vibration

intensity, PalmPower Recharge is now

ready to release. PalmPower

 Recharge features the same great

design, with a black finish, a hot pink

100% silicone attachment, and a

 rechargeable battery.

Another new brand this year at the

BMS booth was the PantyVibe. Panty-

Vibe is offered in 3 metallic shades

and is ergonomically shaped to fit a

wide range of body types. To keep

the vibrations exactly where they

need to be, each PantyVibe box also

includes a pair of boyleg panties with

a special pocket specifically desig-

ned to fit the tiny vibrator.

Also making repeat appearances

were BMS’ flagship brands Swan 

and Leaf+.
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EAN EROTIX Award

Cute wins Best Product Design Concept
Almere, The Netherlands - At this

year’s eroFame, Scala Playhouse

won the Erotix Award Best Product De-

sign Concept for the new TOYJOY pro-

duct line: Cute! Scala Playhouse was

proud to receive this prize for their

brand new toy line, a line that looks

cute but has got some strong vibrati-

ons! At the annual erotic trade fair

eroFame, one of the most exciting

things are the Erotix Awards.

These B2B awards always

have everyone tiptoeing around. This

year Scala Playhouse won in three

categories. TOYJOY’s brand new line

Cute won in the category Best Pro-

duct Design Concept. Product devel-

oper Rick Zwaan says “We’re really

proud to win this award for this brand

new toy line”. Winning toy line Cute

was presented at this year’s eroFame,

together with the line Shades of Purple

and the rebranded TOYJOY line Just

For You. Scala Playhouse did not only

win in the category for Best Product

Design Concept. They also won Best

Product Line, Category Lingerie, for

the brand K!ssMe and Best Industry

Event for their semi- annual Scala Fair.

Their next Scala Fair will be held on 8

& 9 March 2015 at Scala Playhouse’s

headquarters in  Almere, the Nether-

lands. Scala Playhouse is proud and

thankful to have won the Erotix Award:

Best Product Design Concept for their

new toy line Cute by TOYJOY.

President of BMS Factory 

Happy winner: Steve Bannister,
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Chino, USA California Exotic Novelties triumphantly returns from

the eroFame Show in Hannover, declaring the expo a huge suc-

cess. The sales team is still whirling from the excitement. Susan

Colvin, President and CEO of California Exotic Novelties, says,

“We came to eroFame in a very big way this year, with the

whole sales team ready to show off our exciting new products

to the European market! Our booth was magnificent.

California Exotic Novelties returns to 
US triumphant after eroFame success

It showcased both Cal Exotics and

JOPEN products spectacularly and

we received rave reviews from

everyone who stopped by.” The Cali-

fornia Exotic Novelties sales team ce-

lebrated with two nights of special din-

ners during the show. They were held

at the five-star, Ristorante Italiano Das

Abendmahl. Colvin continues, “With

standing room only, our friends from

around the world celebrated while an

Italian singer serenaded them. The five

course dinners were incredible and a

great way to thank our customers for

20 years of support.” Susan Colvin was

honored with a trophy for Business Wo-

man of the Year by EAN Magazine.

This is the fourth consecutive year she’s

won the award, which was 

declared an outstanding accomplish-

ment. “Four years in a row!” exclaims

Jackie White, Vice President of Cal 

Exotic Novelties. “That goes to show

you what a true leader and visionary

Susan is, and the impact she has on

everyone in the industry. I always say,

she inspired me twenty years ago and

she still inspires me today, and this

award is a testament to just how inspi-

rational she is to everyone!” The glass

trophy joins three other Erotix Awards

bestowed during the eroFame Show,

one for Company of the Year, one for

Twenty Years of Excellence, and one

for Best New Product Line for Embrace.

Plus the company also won a Best Over-

all Marketing Award courtesy of Sign

Magazine. Angela Mustone, Internatio-

nal Business Development Manager for

Cal Exotics, adds, “This year’s eroFame

show was by far our best ever! We had

an amazing time with everyone who

came by to see our products. During

the dinners, it was so great to celebrate

with all our friends and business asso-

ciates. We thank everyone who helped

us make this year’s eroFame such an

all-around, triumphant success!”
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Rave Reviews in the booth

celebrated the anniversary with two nights

The California Exotic Novelties sales team

of special dinners during the eroFame

The World’s First Comprehensive Line 
of Penis Enhancers Sweeps the Globe
Chatsowrth, USA - Pipedream’s fa-

mily of best-selling brands con-

tinues to grow as the highly anticipa-

ted Fantasy X-tensions range is now

in stock and shipping. This 40+ piece

collection goes beyond the

traditional extension to include

enhancers of every kind—girth

gainers, cock cages, hollow

strap-on, and more, with a va-

riety of materials (TPR, silicone, Fanta

Flesh) and features (ball straps, anal

plugs, clit stimulators) to choose from.

“Extensions have always been a best-

seller, but the category has never

seen cohesive merchandising,” said

Visual Merchandiser Briana Honz.

“We’re the very first manufacturer to

create an entire collection of enhan-

cers in uniform packaging so custo-

mers can instantly build a best-selling

wall.” The manufacturer’s promise did

not go unkept—their entire pre-order

stock was quickly sold out as custo-

mers took advantage of Pipedre-

am’s Planogram perks—each custo-

mer to buy the entire Fantasy

X-tensions Planogram receives a free

10” LCD display that loops a custom,

cutting-edge brand video.

beyond the traditional extension

Th 40+ piece collection goes
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Zwaagdi jk,  The Nether lands -  Eropar tner is  now stocking and shipping the ful l  color ful

range of Maia Toys, br inging the “Colors of Erot ica” to the European market.  “ I t ’s  an honor

to be par tnered with one of the most respected international dist r ibutors in the industr y,”

Maia Director of Sales Mara Epstein said. “Eropar tner and Maia Toys share several key

 ideals,  including offer ing the best ser vice to retai lers and providing them with al l  of the

essential  merchandis ing tools to enable their  success.” The bestsel l ing Maia Toys l ine wi l l

now be avai lable to retai lers and dist r ibutors in the United Kingdom, France, Netherlands,

Germany, Poland, and Spain through Eropar tner.

Maia Toys and Eropartner 
team up for European distribution

Eropartner offers state of the art order processing,

drop shipping services, international and nation-

wide shipping. The company was recently named “

Best Distributor of the Year” at the Erotix Awards in Han-

nover,  Germany, where the company also won the

award for Best Cus-

tomer Care. Every

year at eroFame, the

EAN and eLINE trade

magazines present

the Erotix Awards for outstanding achie-

vements and companies in the erotic industry. Maia Toys

was also  present at eroFame, where the brand made its

international debut. Billed as “The Colors of Erotica,” Maia

Toys’ collection of brightly colored silicone pleasure

 products appeal to adult consumers young and old. 

Inviting consumers to visualize intimacy, Maia Toys asks

“What’s Your Color Today?” through a number of available

marketing materials to display throughout a store. Maia

Toys strengthens its message with pamphlets, posters and

even branded floor mats for retailers. With a foundation

of four fundamental, playful colors – Marcia fuchsia,

 Porpora violet, Confetti yellow, and Astral blue – Maia Toys

come packaged in sleek, high-end packaging that lend

themselves to creating visually stunning, uniformed

 displays. Maia Toys recently expanded its range with the

release of Maia Man – a collection of men’s pleasure

products featuring the same high quality and luxurious

aesthetic that has made this collection a hit among

 retailers and distributors, as well as consumers. Sporting a

stunning Hermes-orange color, the Maia Man range by

Maia Toys is our first luxury collection for Man consists of

rechargeable pleasure cock ring, remote control silicone

plug, and dual vibrating cock ring.

“Colors of Erotica”
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Chatswor th, USA  - The Pipedream team wrapped up eroFame's first two days with their 2nd

Annual eroFame Extravaganza, an exclusive invitation-only par ty honoring the manufacturer’s

global and domestic distribution par tners. Hosted at Hugo’s in downtown Hannover, the event

was packed with the who’s who of industry powerhouses, along with Pipedream’s signature

blend of fun, food, and festivities. Over 300 par ty-goers enjoyed dinner, drinks, and dancing

well into the night, while the Pipedream team mingled with par tners and suppor ters.  

"Our dinner was a personal

thank you to all of our custo-

mers for helping make Pipedream

the number one brand in the world,"

said Chairman and CEO Nick Orlan-

dino. "It’s amazing to see all the ma-

jor players in our industry partying un-

der one roof." 

Pipedream was honored with five

more industry accolades, taking

home SIGN magazine’s Novelty

 Manufacturer of the Year, and

EAN’s Best US Manufacturer, Brand of

The Year (Fetish Fantasy Series),

and Outstanding Hospitality for the

party of the year. Pipedream 

Chairman and CEO Nick Orlandino

was honored with his third consecu-

tive Business Man of the Year award

from EAN, adding another impressive

honor to his list of personal achieve-

ment accolades. "It’s incredible to

watch our rapid growth and success

on a global level," said Orlandino.

"As the awards continues to pile up,

each one renews my commitment

to building  Pipedream into the largest

brand in the world."

Well-stocked with freshly baked 

pretzels and ice-cold German beer

on tap, Pipedream’s gigantic 

eroFame booth stole the

spotlight and reached maximum

capacity. Crowds flocked to the

booth for  autographs and photos

with the  manufacturer's exclusive

contract star Bonnie Rotten, who stole

the show with selfies and signings at 

the European debut of her signature 

collection. Orlandino continued, "I

want to thank my entire team for their

hard work and dedication, and to

personally thank EAN and SIGN for

the recognition and for hosting anot-

her great show."
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Topco Sales popular novelty lines 
Asylum and Down & Dirty in stock
Chatsowrth, USA - Topco Sales an-

nounces that two of their popu-

lar novelty lines, Asylum and Down &

Dirty, are now back in stock and ready

to ship, just in time for Halloween. The

Asylum line of psychiatric medical

play and bondage accessories

- which includes a zippered

mask, wrist, ankle and mouth

restraints, medical tool kits,

speculum, straitjacket, rub-

ber paddle, hog tie and

Second Skin spandex body sack - has

been a consistently popular seller over

the past four years, and much more

during the Halloween-into-the-holidays

season. The Wildfire Down & Dirty

men’s line of pleasure products - in-

cluding the Initiation Kit, Ass Rod Anal

Trainer Kit, 5.5 Triple Header toys, Butt

Plugs, Cock Rings and Dongs – draws

raves for its simplicity and end results.

The collection of 22 waterproof,

phthalate-free PVC toys, in varying co-

lors and sizes, has been safety- and

quality-tested for customers’ peace

of mind. “Some products just catch

on and sell extremely well, and spe-

cifically, Asylum and Down & Dirty

have some very enthusiastic fans,”

said Lynda Mort, Topco’s Director of

Sales and Marketing. “We are happy

to report that all sizes and colors of

both product lines are ready to leave

our warehouse and arrive on store

shelves before the holiday rush.”

Pipedream Team rocks 
eroFame once again!

Manufacturer celebrates second Annual Gala with 5 Awards

Nick Orlandino was honored with his

third consecutive Business Man of

the Year award from EAN
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Wasserbil l ig, Luxembourg - The pjur group received the EAN Erotix Awards for “Best Female

Product, Cat. Consumables – pjur med”, “Best PoS Activit ies” and “Best New Product Line,

Cat. Consumables – pjur Serums”! The awards were given to the premium lubricant manu-

facturer for i ts innovative products and wealth of materials to suppor t sales. pjur received

the “Best PoS Activit ies” award for the third t ime in a row. It honors the various, versati le, at-

tention-getting marketing measures that pjur provides to retailers free of charge.

“We are proud and very plea-

sed to receive these awards.

They are the reward for the work that

we put into developing our products

and PoS materials each and every

day,” explains Alexander Giebel, foun-

der and CEO of the pjur group. “Time

and again, we hear from our custo-

mers, confirming that our new ideas

are right in step with the times. It’s even

nicer to receive these official awards

for this now, of course,” he adds.

Right in time for the eroFame event,

pjur also kicked off its international an-

niversary campaign 20 years – Go for

Gold which is scheduled to start in

2015. Starting on January 1, 2015,

gold bars will be raffled off every two

weeks in three markets: the U.S.,

Europe, and Australia. pjur plans to

support the campaign with global on-

line and PR activities and to equip re-

tailers with relevant POS materials free

of charge. The pjur team says THANK

YOU and promises to keep things ex-

citing and innovative! Every year, the

Erotix Awards are given out by trade

magazines EAN and eLine during the

eroFame event in recognition of out-

standing achievements by compa-

nies in the erotic industry. The trade

fair offered a highly suitable atmo-

sphere, making it the ideal venue,

and the international group of parti-

cipants made it the best time to give

out the coveted trophies.
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Eropartner wins “Distributor Of The Year” Award
Zwaagdijk, The Netherlands - At the

eroFame, the Dutch based distri-

butor of sensual and intimate pro-

ducts has won two “Erotix” awards in

two important categories “Best Distri-

butor Of The Year” and “Best Customer

Care”. The award for “Distributor Of

The Year“ was a special honour for

Eropartner Distribution, as this prize

confirms the company’s extraordinary

commitment on all levels and repre-

sents an acknowledgment of 

Eropartner’s work and the work of its

customers and partners. “We are very

proud of the two Erotix awards. It is a

confirmation that we are doing some-

thing well. We thank our customers,

vendors and all partners who are

supporting us. We have many

spectacular plans in the near future

and will continue to develop.” says

Chris  Bakker, Commercial Director

and  Co-founder of Eropartner Distri-

bution. Every year at eroFame, the

EAN and eLINE trade magazines pre-

sent the Erotix Awards for outstanding

achievements and companies in the

erotic industry. With its great atmo-

sphere and its many international

 visitors, the trade convention was a

perfect background for the presen-

tation of these highly-coveted prizes.EAN Erotix Awards 

Eropartner has won two

pjur wins three awards 
at once at eroFame 2014

Best Female Product, Best New Product Line & Best PoS Activities 

receive these awards.“ Alexander Giebel 

“We are proud and very pleased to
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As a business dr iven by excit ing new products,  ABS Holdings is  proud to have won their

very f i rst European award at eroFame 2014 for “Most Innovative Business Strategy 2014”. ABS

Holdings have been a regular exhibitor at eroFame since 2010, and the team has always

been impressed with the qual i ty of the growing number of exhibitors at the show.

ABS is proud to have won their very 
first European Award at eroFame 2014

eroFame is a leading erotic event

designed to bring international

retailers, wholesalers and members of

the press and industry together. This

year the show took place in Hanover

with over 200 exhibitors showing off

the latest erotic products from around

the world – an event that ABS is always

proud to be a part of. eroFame is an

opportunity for ABS to meet up with

our present customers, receive valu-

able feedback and also to meet with

exciting new prospective customers.

Customer Relations Director Kate

Hodgson-Egan says that the excellent

feedback ABS received at this years

show acknowledged the company’s

new ranges and continued customer-

focused approach: “We received

great feedback from customers old

and new about the service ABS has

to offer, from our amazing customer

service to our large stock holdings.

Everyone loved the Rock Rings range

as well as Si/Lx, our new silicone

range. These are two ranges that

we’re particularly proud of as they

have a great look and an even bet-

ter price point, giving customers ex-

cellent value. I would also like to

thank my team for their hard work,

and EAN for the recognition, it means

a lot to myself and the team.” ABS is

excited that EAN has recognised their

drive for innovation in the erotic in-

dustry. Their team is working hard to

deliver fresh and exciting new pro-

duct to our customers over the next

year, ensuring that they’ve got plenty

to show off at eroFame 2015!
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„Most Innovative Business Strategy“

Los Angeles, USA – Maia Toys is

 making its foray into the male toys

category with the introduction of Maia

Man, a luxurious line of rechargeable

pleasure products. Dressed in  

high-end embossed packaging

featuring the line’s signature

 colors of grey and Hermes

orange, the Maia Man

line stands out with  

eye-catching beauty and

 impressively powerful function.

MAIA MAN is made from top

 medical grade silicone conditioned

to be soft and smooth to the touch.

Our unique interface allows users to

choose from 8 to 10 pulsation modes

that offer a wide range of

 intensity. Maia Man’s unique

mix of technical and

 aesthetic innovation ma-

kes it totally diffe-

rent than any other

pleasure product on

the market. Available this

month, Maia Man debuts

with three products: the Recharge-

able Vibrating Ring, the Dual Vibrating

Cock Ring and the Remote Control

Silicone Vibrating Butt Plug. “We’re

pleased to introduce this line just in

time for the holiday season,” Maia

 Director of Sales Mara Epstein said.

“The high-end packaging makes it

ideal for gift-giving, which is bolstered

by line’s excellent quality and powerful

functions that will blow the user away.

The Maia Man line is poised to be this

holiday season’s best seller!”

Maia Toys debuts Maia Man

three products

Maia Man debuts with
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St Albans, England - Af ter s ix years of ser vice with UK Distr ibutor Net 1on1 Wholesale, Claire

Jacques wi l l  be standing down from her posit ion as Head of Sales. Claire made the diff icult

decision to leave af ter recently being head hunted by an Austral ian hosiery and underwear

manufacturer,  offer ing her an excel lent career move.

Claire Jacques 
moves on to pastures new

Tony Gonzalez, Managing Director

says, “Although we are very sad

to see her go, we realise that this is

a great opportunity for her and with

her wealth of experience, she will

be an asset to her new employers.

We know that she will be sorely

missed by all who know her in the

industry, especially all our customers,

who she has worked with so closely

and built lasting relationships with. I

would like to thank Claire for her

hard work, dedication and commit-

ment in helping to drive the com-

pany forward. Claire will be greatly

missed here at Net1on1 Wholesale,

but I speak for the whole team in

wishing her all the best in her new

endevours!” After starting in 2008

with Net 1on1, Claire has shaped

the sales and customer service re-

mits within the company, resulting in

industry recognition, winning a flurry

of awards for her efforts with the help

of her team. Since then, customers

have been in the direct care of

Claire as she has worked closely to

help them develop their retail busi-

nesses at every level. Claire Jacques

says, “I am extremely sad to be leav-

ing Net 1on1 Wholesale and it was

one of the hardest decisions I have

ever had to make but I am really

looking forward to my next chapter.

I would like to say a huge thank you

to all of my Net 1on1 Team as well

as my fabulous customers, it has

been an absolute pleasure working

with each and every one of you! I

will cherish the friendships that I have

built over the last 6 years and hope

to stay in contact with you all. Thank

you and much love to you all.” Net

1on1 Wholesale would like to take

this opportunity to reassure all of their

customers that they will continue to

provide the standard of service that

they have been accustomed to

from Claire, especially during the in-

terim period, whilst we appoint a

new Sales Manager.

N E W S
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Net1on1
Distributor Net 1on1 Wholesale,

After six years of service with UK

from her position as Head of Sales

Claire Jacques will be standing down

London, England - It is not a surprise

that Fun Toys is famous for its crea-

tive design and innovative thinking.

This year eroFame was lucky to be

the first to witness the latest develop-

ments of the smart guys from Fun Toys

along with Geisha Balls and G-juice. 

First of all, Gvibe2, second generation,

was met with a huge interest and ap-

proval. Having sold more than

100,000 Gvibes of the first generation,

Fun Toys now offer an upgraded ver-

sion of the toy. You might think, “Can

it become even better than before?”

And the answer is yes, it can. Gvibe2

has now 100% extra power as it bo-

asts 3 powerful motors – 2 in the tips

and 1 in the shaft. With the tips loca-

tion change, now it becomes perfect

to be used by men for prostate mas-

sage. The new improved silicone in

Gvibe2 opens new exciting ways to

use the toy as the new material is

even smoother and has extra flexibility.

Gvibe2 boasts its magnetic charger

and is 100% waterproof. New fancy

colours and new vibration modes will

please everyone's liking. 

Other super exciting products are 

G-plug and G-ring. They are definitely

one-of-a-kind as G-plug is the first re-

chargeable anal plug on the market. 

The latest innovation from Fun Toys 

G-juice

New from Fun Toys:
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Nor th Hollywood, USA - Doc Johnson has just announced the launch of their new B2B website,

designed to provide the ult imate user-fr iendly experience with dramatically enhanced navi-

gation and functionality throughout, allowing customers access to new search features, de-

tailed product information, and a diverse selection of multi-platform marketing materials.

Doc Johnson announces 
new B2B website

Created with the user experience

firmly in mind, the website has

also been designed to be compati-

ble with all of today’s modern

browsers, tablets, and mobile devi-

ces. “We listened to the requests of

our community and decided to de-

velop an entirely new B2B website to

provide our customers with a com-

prehensive resource center, and assist

in every stage of their sales process,”

said Doc Johnson VP of Sales and

Marketing Scott Watkins. “The new site

reflects our unwavering commitment

to exemplary sales support and cus-

tomer service - and the site will conti-

nue to grow and evolve in the next

few quarters to accommodate the

growing needs of our customers.”

Marketing materials, product images,

and informational catalogues and

brochures all work together to provide

a detailed overview of Doc Johnson’s

offerings in a wide range of formats,

as well as the means to promote

them more effectively. In addition, the

new E-Catalogue section features all

of Doc Johnson’s most up-to-date ca-

talogues and supplements, so users

can always access the latest product

information; and the Digital Product

Images section allows visitors to view

and download comprehensive, high-

resolution product images. Other re-

sources include an up-to-date retail

finder that now includes Canada, an

improved warrantee page with an ex-

panded 90-day policy, and an “Ask

the Doc” section where visitors can

submit and receive answers to all their

Doc Johnson questions.

Positive feedback to new and improved lines 

N E W S
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ABS Holdings are now an 
authorized UK distributor for Aneros
Wimborne, England - ABS Hol-

dings is proud to announce

that they are now an authorised UK

distributor for leading brand

Aneros. The association with

Aneros will allow ABS to stock

the full range, giving custo-

mers access to the latest

Aneros products as they hit

the market. Aneros offers a range of

hands-free products that focus on

prostate health and pleasure. The

brand also offers the only medically

patented prostate massager on the

market. Aneros has also designed the

Evi, an innovative kegel exerciser for

women. Aneros has been re-

cognised by the industry,

 taking home a range of

awards for their prostate pro-

ducts. From “Sexual Wellness

Product of the Year” to “Male

Pleasure Product of the Year”, their

 accolades reflect their desire to com-

bine pleasure with prostate health.

ABS Holdings Customer Relations

 Director Kate Hodgson-Egan says: 

“I am delighted to add Aneros to our

brand portfolio. Due to increased pu-

blic awareness of prostate health, the

demand for items like those offered

by Aneros has increased. By adding

this leading brand to our growing port-

folio, we can now say that we offer

one of the best brands within this ca-

tegory.” ABS Holdings will be stocking

all Aneros products, from the Eupho

Syn prostate massager to the innova-

tive Progasm Jnr.
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Van Nuys, USA - Baci L ingerie is  happy to repor t a successful  showing at eroFame last week

in Hannover,  Germany.   Tak ing place at  the Hanover  Fai r  and Expo P laygrounds f rom 

October 8- 10, eroFame is the essential  international B2B t rade show for al l  that is  erot ic

and sensual.  Baci ’s  Sales Director Hel le Panzier i  says, “Though i t  was the last stop on Baci ’s

2014 trade show tour,  eroFame in Hannover was one of the most productive.

Baci Lingerie reports 
successful showing at eroFame

We enjoyed great movement in

planning marketing and

 promotional strategies with our

 current partners, in addition to forging

exciting new connections for upco-

ming partnerships, strengthening our

international presence and reach

around the world.”

Baci Lingerie kicked off 2014’s busy

trade show tour with the Spring Inter-

national Lingerie Show (ILS) in Las Ve-

gas back in March, quickly moving

on to the Erotic Trade Only (ETO) Show

in the UK, the ANME Founders Show in

Los Angeles, CurveNY in New York City,

CurveLV in Las Vegas, the Fall ILS in

Las Vegas and finally, eroFame in

Hannover, Germany. “The inclusion of

sales planograms in the design and

layout of our show booth made a real

impact at eroFame,” Panzieri conti-

nues. “These visual merchandising

tools brought to life the vision of Baci

Lingerie as a fixture in a retail setting,

and that experience will fortify our

approach in exhibitions to

come.” Baci Lingerie owner Frank

 Koretsky notes “We all had an abso-

lute blast at Oktoberfest and were

able to get to know our new and old

friends even better in a relaxed at-

mosphere. eroFame was the perfect

conclusion to 2014’s aggressive

trade show tour, and we bask in the

afterglow of an extremely successful

showing in Hannover.”

Hanover was the last stop on Baci's 2014 trade show tour 

N E W S
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Topco Sales, Penthouse take home Best 
Doll Manufacturer Award at Erotix Award 2014
Chatsworth, USA - Topco

Sales and Penthouse Entertain-

ment have taken home the 2014 Ero-

tix Award for Best Doll Manufacturer

for all three of the Cyberskin Reality

Girls, Jenna Rose, Marica Hase,

and Nicole Aniston. Presented annu-

ally at the eroFame Show, The Erotix

Awards celebrate the finest compa-

nies and people in the adult market-

place. “We want to thank Matthias Po-

ehl, Huda Najeb, and everyone at

EAN Magazine for this honor,” said

Lynda Mort, Topco’s Director of Sales

and Marketing. The dolls, which dupli-

cate every curve, dip, and dimple,

are designed from Topco Sales sig-

nature CyberSkin material making this

the most realistic life sized toy availa-

ble. The Penthouse Pet CyberSkin Rea-

lity Girl is the ultimate erotic plaything

and the most realistic life sized toy

available. Each doll is expertly mol-

ded directly from the Penthouse Pet’s

incredible body, hand-painted, and

crafted from the amazing one-of-a-

kind CyberSkin material, designed to

feel very soft and supple like skin. Each

hand-painted doll comes with textu-

red and ribbed tunnels with multiple

entrances to offer users with various

options. The CyberSkin Reality Girl co-

mes with a 6x vibrating bullet, allowing

the doll to pulsate in 6 different

speeds. All of the dolls features a 

U-shaped inner tunnel for easy clean.

Manufacturer“ goes to Topco 

The EAN EROTIX Award „Best Doll
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Ottawa, Canada- We-Vibe announces the int roduct ion of

We-Vibe 4 Plus – App Only Model,  a mid-pr iced, app-com-

patible couples vibrator.  The App Only Model offers al l  the

new features of We-Vibe 4 Plus but at a lower pr ice point.

We-Vibe adds App Only Model 
to We-Vibe 4 Plus product offering

The We-Vibe 4 Plus – App Only Mo-

del is available to We-Vibe authori-

zed distributors for pick-up on Novem-

ber 3, 2014. “The launch of We-Vibe

4 Plus has been incredibly successful

and consumer interest in the We-Con-

nect app has been beyond our ex-

pectations,” said We-Vibe CEO Anne

Finlayson. “To appeal to younger,

more price sensitive buyers, we are

now introducing an App Only Model.

Millennial consumers are the largest

group of smartphone users and they

use apps in nearly every aspect 

of their lives.” 

We-Vibe 4 Plus – App Only Model

works with the free We-Connect app

to offer smartphone remote control,

custom vibration playlists and the abi-

lity to share control from anywhere in

the world.  The App Only Model differs

from the We-Vibe 4 Plus in that it does

not include a travel/storage case or

physical remote control unit.  We-Vibe

4 Plus – App Only Model is available

in purple.  

We-Vibe 4 Plus – App Only Model fea-

tures a compact, body-hugging form

and silky-soft medical grade silicone.

It is 100% waterproof and recharge-

able in just four hours. We-Vibe 4 Plus

– App Only Model MSRP is $149 USD /

$159 CAD / 130€ / £106. Retailers

can download a PDF of the product

feature sheet at: we-vi.be/4plusinfo.

We-Vibe 4 Plus

N E W S
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California Exotic Novelties' Pocket 
Exotics Gets Stunning Makeover
Chino, USA - California Exotic No-

velties gives the Pocket Exotics

a stunning makeover. Updated art,

uniformity in product selection and

modernized packaging make these

best-selling bullets sizzle. Susan Colvin,

President and CEO of California Exotic

Novelties, says, “Our Pocket Exotics

have been some of our top sellers for

years. We decided to brand the line

to create a cohesive collection. Now

they can be easily merchandised

together and will make a bold im-

pact on the store wall. Check them

out; you’re going to

love them!” There

are now 21 Pocket Exotics. Most are

repackaged items, but there are also

new additions to help round out the

collection. Categories under the Po-

cket Exotics umbrella include water-

proof and glow-in-the-dark, plus they

come in a variety of colors: gold, silver,

pink, purple and white. “There are se-

veral types of Pocket Exotics,” explains

Jackie White, Vice President of Cali-

fornia Exotic Novelties. “We have the

ever-popular bullet and double bullet,

along with various egg-style vibes. The

collection also includes enhancers

and probes. With a variety to choose

from, the Pocket Exotics truly offers

something for everyone! These are

great grab-and-go items and ideal for

the upsell.” The Pocket Exotics by Cali-

fornia Exotic Novelties are synonymous

with quality. With reliable, powerful mo-

tors, that are compliant with European

Union RoHS and WEEE standards, they

are a staple for many retailers. Austin

Ferdinand, Executive Account Mana-

ger for California Exotic Novelties, adds,

“Bullets and egg-style vibes are two of

the most popular types of toys on the

market. You see variations of them

everywhere. When it comes to stocking

a name you trust, you can’t go wrong

with the Pocket Exotics from Cal Ex.”

gives the Pocket Exotics

California Exotic Novelties

a stunning makeover.
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Etten-Leur, The Netherlands - During the last year

L'amourose was certainly one of the highlights of ero-

Fame. The products of the high-class brand convince

their customers with a combination of intuitive design,

traditional craftsmanship, technological innovation and

erotic lifestyle. This year L'amourose presented optimized

products and with additional personnel at the eroFame

2014. One of these new faces was Dominique Lecapre,

who certainly isn't unkown in the erotic market. At the

trade fair in Hanover Rimba and L'amourose closed an

exclusive-agreement. From now on the products of the

luxury-brand can be orderd via the Dutch distributor. Do-

minique Lecapre will represent L'amourose at the Rimba

in-house trade-fair (November 24. - 25.).

N E W S

Rimba closes deal with L'amourose

Nor th Hollywood, USA - Doc Johnson has just announced the launch of their new B2B website,

designed to provide the ult imate user-fr iendly experience with dramatically enhanced navi-

gation and functionality throughout, allowing customers access to new search features, de-

tailed product information, and a diverse selection of multi-platform marketing materials.

Doc Johnson announces 
new B2B website

Created with the user experience firmly in mind, the

website has also been designed to be compatible

with all of today’s modern browsers, tablets, and mobile

devices. “We listened to the requests of our community

and decided to develop an entirely

new B2B website to provide our custo-

mers with a comprehensive resource

center, and assist in every stage of their

sales process,” said Doc Johnson VP

of Sales and Marketing Scott Watkins.

“The new site reflects our unwavering

commitment to exemplary sales support and customer

service - and the site will continue to grow and evolve in

the next few quarters to accommodate the growing

needs of our customers.” Marketing materials, product

images, and informational catalogues and brochures

all work together to provide a detailed overview of Doc

Johnson’s offerings in a wide range of formats, as well as

the means to promote them more effectively. In addition,

the new E-Catalogue section features all of Doc John-

son’s most up-to-date catalogues and

supplements, so users can always ac-

cess the latest product information;

and the Digital Product Images section

allows visitors to view and download

comprehensive, high-resolution pro-

duct images. Other resources include

an up-to-date retail finder that now includes Canada,

an improved warrantee page with an expanded 90-day

policy, and an “Ask the Doc” section where visitors can

submit and receive answers to all their Doc Johnson

questions.

Positive feedback to new and improved lines 

Joep de Laet (Rimba), Dominique Lecapre (L'amourose),

and Roger van den Blom (Rimba)
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While there was a slight increase in the number

of visitors, exhibitors, and the exhibition space,

where the trade show really excelled was the quality

of the products on show, the quality of the exhibitors,

and of course, the business side with many orders

For the f i f th t ime, i t  was eroFame time: Trade and industry members from near and far

f locked to the Lower Saxon capital of Hanover for the global trade convention, and once

again, the trade show was bigger and better, with an increase in an all relevant areas. 2517

registered visitors from trade and retail f i l led Hall 2 of the Hanover fairgrounds from October

8 to 10. 202 companies presented their products, and they did so on 6,000 square metres

of exhibit ion space. Al l  of these f igures represent an increase over the previous years.

 Therefore, the trade convention was able to consolidate its posit ion as a leading b2b event

for the international erotic market.

placed and many agreements struck. Feedback from

both sides, the visitors and the exhibitors, was almost

unanimous: “We had a fantastic time in Germany, as

always! eroFame is always a great opportunity to

catch up with suppliers, and we were booked up with

exclusive

eroFame five-year anniversary  
The international trade convention continues on its successful course

E V E N T
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back to back meetings,“, said

 Lizzie Field from British wholesaler

Ann Summers, and the satisfaction

on the trade side is met with equal

optimism on the industry front. To

quote Viegas Correia from Bijoux

Indiscrets: “The quality of the visitors

was impressive.“

Like in previous years, the exhibitors

– among them big and renowned

companies, but also many

newcomers with great ideas and

great potential – used eroFame as

a platform to launch their latest

Hall 2 of the Hanover fairgrounds is

also going to be the venue of eroFame 2015

 turns out great success

E V E N T

Thumbs up for five years of eroFame:

Wieland Hofmeister (Mediatainment Publishing eroFame GmbH)

and Alexander Giebel (pjur group) 
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products and present their big top-sellers. “This year,

eroFame has reflected the entire spectrum of the

erotic market, and the numerous new products that

had their premiere at the show definitely made it

worth the while for the trade visitors,“ said Wieland

Hofmeister, managing director of Mediatainment

 Publishing eroFame GmbH, looking back at the latest

instalment of the trade convention, the fifth since

 eroFame was born in Potsdam in 2010. “We are

happy with the results and we are are happy that the

fifth anniversary of eroFame was celebrated in an

appropriate fashion. The feedback from the exhibitors

and the visitors was overwhelmingly positive, and the

majority of the exhibiting companies have already

announced that they will be back next year.“

But there were a few people who were a bit happier

than the rest: the winners of the Erotix Awards,

 presented by EAN to honour personalities and achie-

vements in 56 categories. Another well-established

and highly popular item on the programme of the

trade convention is the Oktoberfest which took place

on eroFame Thursday, an what a fête it was! About

1,500 guests drank in more than just the rustic Bava-

rian atmosphere and partied until the early hours of

the morning. “On behalf of the eroFame organisation

team, I want to thank all the exhibitors and visitors for

their trust in eroFame! We would love to see all of you

again next year, between September 30, and

 October 2, 2015!“, Wieland Hofmeister concluded.

E V E N T

Shungas Guy Roussy and Jean-Pierre Hamelin 

The guests partied exuberantly

until the wee hours of the morning

Orit Cohen (Mr. Noris Magic Gel)
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Joop de Jonge (Tonga)

At first, we tough that,

 because of fewer visitors

compared to 2013, it would 

be difficult but on the 

whole – after analysing

everything - this show 

was even better for us.““
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Pipedream made sure no one had to go hungry

Lynn Swanson and Nicole McCree (Classic Erotica)
Wieland Hofmeister (Mediatainment Publishing

eroFame GmbH) held a speech of thanks in front of

the Oktoberfest visitors

Rocco Siffredi and the two

EROTIX Award angels

Dan (The Screaming O)
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Lizzie Field (Ann Summers)

There was a distinct feeling this

year that the industry is becoming

more mainstream in its appeal to the

wider retail marketplace.“

Sophia Hellfärdsson 

(More Than Love)

We thought eroFame was fantastic, 

we really enjoyed the fair.”

““

E V E N T
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“Go for Gold“ at the pjur stand

Eye catcher: the JOYDIVISIONvillage

The products of California Exotic Novelties

were met with great interest by the visitors

Jack Romanski (Fun Toys)
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Jean Pierre 

(Adrien Lastic)

Even if the affluence seemed to 

be quite discreet in comparison with

the last two years, we are very

 satisfied, firstly, with regards to the

number and quality of the  contacts and,

secondly, with the very  positive re-

sponse to our new products." 
“
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The acrobat at the JOYDIVISION stand

Matthias Poehl and Jelle Plantenga took a

break from the trade show bustle

200 exhibitors attended eroFame –

that marks a new record

US porn star Bonnie Rotten

at the Pipedream stand

A look at the catering area 70 w w w. e a n - o n l i n e . c o m  •  1 1 / 2 0 1 4

Rob Phaneuf (Pipedream)

Congrats on another successful 

eroFame show.”“
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“210th is in general black and

white, but we didn’t want to

create a black room as the appea-

rance can become trashy. We com-

pleted the room with the 210th box,

210th amenities, like massage oil and

shower cream, and the Art is in the

room. Also there is some story telling,

what we love to do, on the wall. Think

in quotes like Closer Together, Passion,

Love and seduce.“ This is how Sofie

Rockland, the mastermind behind the

210th brand, describes her latest pro-

ject. The idea to create a hotel room

that breathes the style of her brand

was born from 210th's existing colla-

boration with the Myhotel Chelsea;

since 2012, the hotel in London has

been offering “Valentine Packages“

with 210th products. “As this was a

great success, I went to London to

meet the CEO of Myhotels and told

him about my dream to have my

own 210th hotel suite. Andreas Thrasy

was extremely enthusiastic and loved

my idea and we agreed to develop

this together. The philosophy of 210th

to seduce each other, to pay

 attention to each other fits seamlessly

with the hotel. They love to seduce

their guests as well with their luxury

suites,” explains Sofie. Together with

Linda Kay Stevens, interior  decorator

and partner of the hotel owner, she

went about designing the room. “You

feel the seduction in the room and it

is very intimate. So we managed to

recreate the 210th experience.” Any-

body who knows Sofie Rockland and

her 210th brand won't be surprised to

hear that this suite is only just the first

step. Already now, mere weeks after

the introduction of the first 210th hotel

room, Sofie is busy planning another

suite in London. “My idea is to have

210th hotel suites in  luxury hotels

everywhere in the world.“ After all,

hotels are not just a great sales chan-

nel for high-quality erotic  products,

but they can also help bolster the

brand image of these products. And

so far, the feedback Sofie has

 received for the 210th suite – which

costs between 400 and 500 euro per

night, depending on season – has

been nothing but positive. “Every-

body loved the design of the room,

the experience and the seductive

wink. Of course we are very careful

to approach the guests as they also

booked the room for the erotic 210th

products and we don’t want to bring

them in an awkward position.“

F E A T U R E

If you open the door of the 210th suite at the Myhotel in Chelsea, a special atmosphere awaits

you: The room is dominated by muted colours, there is an anthracite sofa, a table with a black

sleek finish, and of course, the bed with black velvet top blankets – a room made for lovers. 

The “Pamper Me“ motive from the 210th Art Collection adorns one of the walls, apart from that

there is nothing that could distract from the purpose of this special suite: to allow two people to

get closer than ever before, a room of seduction and romance. And let's not forget the 210th box,

containing envelopes with tasks, massage oil, lubricant, blindfolds, a vibrator, and Smart Balls.

“Some time together, to seduce 
each  other and have some romance.“

Luxury brand 210th opens hotel suite in London

exclusive

EAN_11-14_74-75_210th Suite_Layout 1  29.10.14  16:58  Seite 2



This development can be attributed at least in part to

the publication of Fifty Shades of Grey in 2011. Following

the success of these novels, many women have become

more adventurous, as the LELO study shows. They are ha-

ving more sex outside the bedroom, they are using more

sex toys, and they are also much more interested in whips

and other SM pro-

ducts as the sales fi-

gures for these ac-

cessories prove. Of

course, a trend only

lasts so long, but

when the sales figu-

res levelled out in

late 2013, they sett-

led at a very high le-

vel, and the number

for “regular“ sex toys

picked up again as

well. According to

LELO, this clearly in-

dicates that it was not just SM that gained popularity during

these years, but that couples have become more open-

minded about new sexual experiences in general. So in a

way, Fifty Shades and soft-SM have been more like a door

opener to the world of sex toys for many, many people.
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The LELO Global Sur vey has been onl ine s ince 2009 – a sur vey about the sex toys and the

sex l i fe of the par t icipants.  Over the course of the years,  more than 100,000 people have

par t icipated, making this  one of the biggest sur veys on the topic. And the results  are

 extremely interest ing; the most interest ing result  for industr y ins iders may be that more

and more people are using sex toys and there is  no indication that this t rend wi l l  abate

any t ime soon. In 2011, 64% of the par t icipants stated that they owned at least one sex

toy – in 2014, that number has gone up to an impressive 87%.

“We will see further interest   
been introduced to the   

This development has continued throughout the first half

of this year, as can be seen from the latest survey data

that have been published: One out of five women who

took the survey stated that she had already participated

in a menage a trois at some point, half the interviewees

have made an erotic home video, and about a third

have had sex in a

public place. 

For  LELO's Miroslav

Slavic, those were

the most surprising

results of the survey.

“The difference 

in answers from

shortly after the re-

lease of 50 Shades

and two years later

was quite surpri-

sing. For example,

one of the questi-

ons was ‘have you

ever had a threesome?’ The number of women who

responded ‘yes’ doubled in that time period.“ It is just a

pity that 80% of these female participants explained

that their expectations had not been fulfilled when they

realised these sexual fantasies.

LELO Global Survey underpins the increasing popularity of sex toys

exclusive

F E A T U R E

w w w. e a n - o n l i n e . c o m  •  1 1 / 2 0 1 4

The LELO Global Sex Survey

is carried out since 2009
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  from couples who have 
  world of pleasure products.“

77 

“So what does this tell us? That the

release of 50 Shades made women

more sexually empowered?

 Perhaps. More likely, we believe, is

that the change was not necessarily

the result of a difference in women’s

sexual behaviour itself, but in their

confidence to talk about sex, or to

talk about sexual fantasies,“ Miroslav

Slavic continues. This new-found

confidence can be seen as part of

long-term development that was

only boosted by Fifty Shades of Grey.

And even if the popularity of Fifty

Shades may wane at some point, it

stands to be expected that this

 development will continue. But for

the time being, the Fifty Shades

 phenomenon is still very much alive,

and will probably reach a whole

new level when the movie adapta-

tion hits screens next February. The

interest created by the first trailer was

overwhelming at any rate. Accor-

ding to the data provided by the

LELO Global Survey, the big winners

of the movie release will once again

F E A T U R E

.................

Of course everyone is

hoping the movie will

have an impact, because

too many people reject

such products for all the

wrong and unnecessary

reasons. The long-tail

uplift that will come

from the further-rea-

ching effects of the movie

is what’s important.”

................................ 

“

Miroslav Slavic, CEO of LELO: “The sheer volume of information

we’ve collated allows us to identify clear and indisputable patterns and trends.“
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be whips, blindfolds, and handcuffs. But the trade should

not get over-excited. “What we actually expect is not

an explosive uplift, but an increase in sales now that

the trailer has been revealed, which we expect will run

out of steam in the next few months. We then expect to

see another increase in sales when the movie is

 released. Ultimately the movie, which we hope is

 fantastic, will bring the same excitement and new open-

ness to experiences that the book offered, but we then

foresee a further uplift when the DVD is released that

may well be equivalent to the cinema release, since

home viewing allows a little more intimacy.“ The movie

is also going to introduce a whole new audience to this

topic, people who've only heard about Fifty Shades but

never read the book and are curious to find out what

all the fuss is about. Hopefully, the movie will have an

impact on the consumer behaviour of the viewers, not

only in the weeks following the release, but in the long

run. Chances are it will spur the trend towards more

open-mindedness and adventurousness in our

78 

 bedrooms – a trend that is already here and that has

already gained too much momentum to be reversed.

But the LELO Global Survey also reflects another trend:

Many sex toys are used by couples these days. And

this trend has also received a significant push thanks to

the Fifty Shades boom. “We know that the vast majority

of 50 Shades consumers were women, and yet during

the Shades boom our sales were heavily indexed

 towards male purchasing, the general trend was that

male purchasing increased by about 17%,“ as Miroslav

Slavic explains. He believes that most of these men

have been turned into converts by their female partners

who have read the books. So the  new openness when

talking about sexual wishes and needs seems to have

begun in the bedroom. Slavic adds: “That was the most

surprising outcome: that the survey showed in real time

a transformation in the willingness to discuss sex, and

we all know good communication between partners

has major benefits between the sheets.“

F E A T U R E
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.................

There will be a surge in sales of kinkier

 pleasure products and with it we’ll see a 

long-term increase in sales across our whole 

product portfolio. The movie will come 

and go; its legacy will remain.“

................................ 

“
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Valentine’s Day is celebrated with varying levels of

enthusiasm all over the world. It might not be that

big of a holiday for example in Germany, but that do-

esn’t mean you can’t test the waters, so to speak, with

a display in your store.

Use this guide to help you get your store ready for Christ-

mas, Valentine’s Day and other holidays. Stocking the

right products, taking advantage of trends and under-

standing what holiday shoppers are looking for, can

make a huge difference in your bottom line.

1.) Since the Fifty Shades phenomenon is driving people

to explore pleasure toys, tapping into that fervor can

make a huge impact on your bottom line. The best

way to appeal to them, is merchandising your Fifty Sha-

des display with Scandal and Entice Accessories from

California Exotic Novelties. These are the break-away

winners when it comes to beginner to intermediate bon-

dage play. They are priced-right and made of the hig-

hest-quality materials, while remaining vegan-friendly.

The gorgeous, award-winning packaging of Scandal

tells a story when set on the wall. Entice Accessories are

incredibly stylish and appeal to the fashion-forward fetish

enthusiast. Make no mistake about it, Scandal and En-

tice Accessories are number one on Santa’s list this year.

80

Are You Ready 
for the Holidays?

2.) Don’t forget the orgasm balls! Also made popular

by Fifty Shades, when on display, these best-sellers will

remind shoppers of that steamy scene in the book. The

ones to stock are: the POSH Silicone “O” Balls by 

CalExotics. This is a popular weighted Kegel exerciser

with a sturdy retrieval ring, and it comes in four, bright

colors—pink, purple, blue and orange. ENVY by JOPEN,

the world’s strongest vibrator, now has the world’s stron-

gest Kegel balls. The Sixteen and Seventeen are luxurious

items that will make the perfect gift this holiday season.

Plus there is Body & Soul Entice, and the must-have 

Embrace Love Balls, also by CalExotics.

3.) Kits and games are for couples—need I say more?

They are the perfect romantic gift for both Christmas

and Valentine’s Day. These types of presents offer variety

and can open doorways to more adventurous types of

intimate play. Tell your romantic shoppers that kits and

games are the perfect way to spice up a relationship.

Amour is the ideal line of kits for holiday shoppers. Al-

ready packaged with romantic hearts, the kits offer a

variety of options at three tiers of pricing, which means

there’s something everyone can afford. The Gyration

Sensation Gyrating Pleasure and Passion Kits are also

incredibly popular. For games, you should include Fifty

F E A T U R E
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By Desiree Duffie

Are you prepared for the hol idays? How are

you attracting shoppers? Christmas, Valen-

t ine’s Day, and al l  the gif t-giv ing hol idays

of the season are the per fect oppor tuni ty

for you woo new customers.  

Desiree Duffie, director of public

relations, California Exotic Novelties 
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Ways to Tease Your Lover, the Entice Game, Entice for

Her and Entice for Him in your couples’ store display.

4.) With so many adult products geared toward women

and couples, sometimes the fellas can feel left out du-

ring the holidays. Remind people shopping for

the man in their life that there are items bey-

ond strokers and blowup dolls. For example,

love rings and prostate toys are perfect gifts

for the guy who has everything.

Much more creative than a tie,

sex toys are a sure way to thrill

and surprise him. Some suggesti-

ons for him include the boxers,

briefs and jocks in the Apollo Col-

lection—not to mention the new

Apollo Hydro Power Stroker and

the Alpha Stroker. The elegant

gray Embrace Pleasure Ring,

plus the Tapered and Beaded

Probes, will show him that you really care.

5.) Don’t forget COLT Gear, Love Rider and Packer Gear

for the LGBT market. Appealing to all demographics is

crucial, not just during the holidays, but every day of

the year. Creating unique displays and having an edu-

cated staff that is knowledgeable about how to use

the toys is a huge advantage.

6.) Men shopping for women during the holidays present

the easiest sales you will ever make. I used to work in ra-

dio and hosted radio remote broadcasts at jewelry sto-

res during Valentine’s Day. Men would practically beg

me to tell them what to buy their wife! With an educated

82 

sales staff, you can easily help men answer that ques-

tion. The best items to suggest are: Jack Rabbits, the

Embrace G Wand, Passion Pals, the beautiful rose gold-

accented Entice Collection, and the award-winning

LUST by JOPEN. 

7.) Stocking stuffers are a favorite for everyone and an

easy upsell for all Christmas shoppers. Modestly priced

grab-and-go items can add up fast to increase your

profit margins. Don’t be shy about suggesting other

items in addition to a purchase, people are often ap-

preciative of your ideas and love tucking a few stocking

stuffers into their shopping bag. Rings, bullets and vibes

found in the Up! Collection are something you can

merchandise in several areas of your store, including

next to the cash register for impulse buys. Don’t forget

the new Power Play Collection. Powerful and pri-

ced-right, they are ideal stocking stuf-

fers, too. Oh! And an absolute must-

stock are the recently updated,

best-selling Pocket Exotics. Everyone

needs a bullet vibe stuffed in their

 stocking this Christmas!

8.) Finally, ask your gift shopper if they’d

like to buy something for themselves.

You’d be surprised how many

people, under the guise of “shop-

ping for a friend” will opt for that im-

pulse buy at the end and get some-

thing they want. Chances are your gift

shopper has already been shopping for

themselves in their head the entire time they’ve

been in the store! Give them “permission” to pick up

something for just for them. Remind him or her that they

deserve it! Suggest these great indulgences for the any

gift shopper: The Impress Collection, The Kisses, Body &

Soul, and for those who crave luxury, the most powerful

vibrator in the world, ENVY by JOPEN.  

If you need merchandising support or sales tools, 

California Exotic Novelties and JOPEN are here to help.

Contact your representative for more information, and

visit each website for regular information: 

www.CalExotics.com and www.JOPEN.com.

F E A T U R E
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This was supported by the pjur superhero himself in

the flesh, making his comeback at the eroFame

fair. In his well-known style and with a great deal of

charm, he presented his new superhero delay serum

to many who were familiar with it and even more new

fans. The crowd was overjoyed to see the superhero

again – as many photos can attest.

Apart from that, the new POS materials for the pjur

 serums, featuring nice designs and clearly organized

product information, were also introduced at the

 eroFame fair. Since the serums take effect quickly,

 customers can test the product on the palm of their

hand right there

in the shop. With

this in mind, pjur

has optimized its

familiar tester

 displays for an

outstanding fit

with the pjur

 serums, which

come in smaller

bottles. This lets

customers see

for themselves

how the serums

work – which is the best way to have a positive effect

on decisions to buy a new product.

Web banners in various formats for online retailers were

also introduced at the eroFame event. These banners

can also be ordered free of charge. All flyers, handouts,

84 

pjur has launched three new products to reduce sensit ivity on the market this year and

 presented them at the industry’s biggest trade fairs. Following presentations in Australia,

Europe, and Asia – most recently at the AAE, in Hong Kong – attendees at the eroFame event

in Hannover have now also shown that demand for these products is now greater than ever.

leporellos and countertops are also available in Spa-

nish, featuring a striking design that makes them real 

eye-catchers in any store setting.

The pjur group received the award for Best POS Mate-

rials in Hannover for the third time in a row, another

awards for “Best female Product, Cat. Consumables -

pjur med“ and one for “Best new Product Line, Cat.

Consumables - pjur Serums”.

“We are proud and very pleased to receive these

awards. They are the reward for the work that we put

into developing our products and PoS materials each

and every day,”

explains Alexan-

der Giebel, foun-

der and CEO of

the pjur group.

“Time and again,

we hear from our

customers, con-

firming that our

new ideas are

right in step with

the times. It’s

even nicer to

 receive these

 official awards for this now, of course,” he adds.

Alongside the presentation of the new serums, there

was another highlight at the pjur booth at eroFame,

namely the raffle for two genuine gold bars! The

exclusive

F E A T U R E
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eroFame more successful 
for pjur than ever before
New pjur products and gold giveaway draw hundreds of attendees to eroFame trade fair booth

Alexander Giebel accepted three

Erotix awards on behalf of pjur
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 giveaway kicked off pjur’s interna-

tional anniversary campaign “20

 years – Go for Gold,” which is

 scheduled to start in 2015. Starting

on January 1, 2015, gold bars will

be raffled off in three markets: the

U.S., Europe, and Australia. The

image of gold is a perfect fit for

the pjur philosophy of quality, lasting

 value, and purity, making it the

 perfect prize for anyone who joins

in with pjur in 2015. pjur plans to

 support the campaign with global

online and PR activities and to

equip retailers with relevant POS

materials free of charge.

The promotion involving gold was

already a big hit at the eroFame

event: Sally Q., a well-known blog-

ger from Taiwan who won one of

the bars at the eroFame fair, was

 astonished by her good luck: “I’m

so happy, I love pjur forever!” she

shouted into the microphone when

accepting the prize.

The pjur team says THANK YOU 

for a fantastic eroFame show 

and is already looking forward 

to next year!

For more information on the 2015

Go for Gold campaign, visit

www.pjur.com/go-for-gold/b2b. 

F E A T U R E

The pjur team at eroFame
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E V E N T

We-Vibe IV Plus is the

“Product of the Year“

Bustling with activity: Fun Factory

Alexander Giebel and the winner of

the pjur raffle

Dave Braff and Marla Lee (Kamasutra)

Great show: stilt walkers at the eroFame Oktoberfest

The visitors could win various prizes at

the JOYDIVISION raffle

eroFame part II
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Elsa Viegas Correia 

(Bijoux Indiscrets)

In two words: huge success.

This eroFame was the best

 edition for us. The quality of

the visitors was impressive.”“
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A look at Hall 2 of the Hanover fairgrounds

Huda Lutz presented Nick Orlandino

with his awards at the Pipedream stand

Susan Colvin

(California Exotics Novelties)

HOT Productions & Vertriebs GmbH

celebrated 15 years in the industry 

Business talk at Orion 

Scala had hired a piano player to create the

fitting musical background
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Vincent Streumer 

(Fun for All Homeparties)

As a new business, it was a

great experience for us, and

the right place to meet new

contacts.”“
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Trudy Pijnacker (Leg Avenue)

We were delighted to attend

eroFame this year.”“

E V E N T

The British company Fever

is rooted in the textile sector

While relaxing at the eroFame Oktoberfest, the visitors were treated to Bavarian delicacies 

The Fleshlight Launch Pad was chosen as the

“Best Male Product“, and Miguel Capilla accepted the award

Eddie Marklew (Tenga)

Mr. Tickler: Eric Kalén
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E V E N T

Oscar Heijnen (Shots Media)

left eroFame with three EAN EROTIX Awards 

Robert Q Rheaume and

Molly Murphy (JimmyJane)

Brought many innovative new products

from Canada to Germany:

Alain Elmaleh (Bodispa Wellness Products)

Same procedure as every year:

tons of positive feedback for Mister B

The MaleEdge and Jes-Extender brands received an award

for their professional trade support – Klaus Pedersen

was visibly happy about this acknowledgement 

Eric Vonke and Yvonne Ubbink (Ladies Night Homeparties)

were thrilled about their award for

“Homeparty Company of the Year“
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Steven Robinson 

(Global Products)

Excellent show - many new and

potential clients.”“

EAN_11-14_62-64+66+68+70+86+88+90+92+94+96+120-122+124+126+128+130+172+174+176+178+180+182_Erofame_Layout 1  30.10.14  12:53  Seite 10



EAN_11-14_00_EAN_11-14_00.qxd  30.10.14  15:12  Seite 2



E V E N T

Scala was delighted about the awards for

“Best Product Design Concept“, “Best Product Line –

Category Lingerie“, and “Best Industry Event“ 

The Durex team

Dusedo presented strong

brands for male consumers

Monique Carty (Nexus), Kerri Middleton (ABS Holdings),

Chloe Pearce (Nexus),  Matthias Poehl (EAN)

at the Pipedreams Party at Hugo's

Left no question unanswered:

Richard Harris (pjur group USA) 

Like many other companies, Lovely Planet celebrated

a big anniversary at this year's eroFame
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David Braff 

(The Kama Sutra Company)

It has been several years since

we last exhibited at eroFame,

and we found the fair to be

 extremely important in 

re-launching the Kama Sutra

brand in Europe.”“
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Spirits were high at the Oktoberfest

Firas Abiad (Dark Ink)

Thomas Bourdais and Alena Lange (Fun Factory)

Full house at Eropartner

Sexual Wellness Company of the Year: Shunga

Pornstar Rocco Siffredi

Nicole 

(Fraulein Kink)

The result was

fantastic for 

us!““

EAN_11-14_62-64+66+68+70+86+88+90+92+94+96+120-122+124+126+128+130+172+174+176+178+180+182_Erofame_Layout 1  30.10.14  12:53  Seite 12



EAN_11-14_00_EAN_11-14_00.qxd  30.10.14  15:08  Seite 2



EAN_11-14_00_EAN_11-14_00.qxd  30.10.14  15:04  Seite 2



EAN_11-14_00_EAN_11-14_00.qxd  30.10.14  15:04  Seite 3



South Afr ica, Namibia, Mozambique, Saudi

Arabia, Egypt, the Gulf States, and Mongolia

– soon, the people in al l  of these countr ies

wil l  be able to buy products of HOT Producti-

ons & Ver t r iebs GmbH. EAN was cur ious to

learn about this expansion and also about

the markets HOT is  targeting, and so we as-

ked Michael Sonner,  the company's General

Sales Manager, for an inter view.

Michael, HOT has found a partner for the South Afri-

can market in Luvland/JT Wholesale. What exactly

made this company the right choice for your expansion

plans in South Africa?

Michael Sonner: For one, Luvland's Joe Theron and Partick

Meyer have tremendous insight and experience. They

know their business and they know the market. Apart from

that, Luvland also want to expand, and we found that

our plans match perfectly. Not to forget that we also get

a first-class wholesale partner in JT Wholesale. All the

stores in South Africa order from them, and they are a

driving force in the local online business. So all things

considered, this is a great foundation from which to offer

our products all over the country.

What are HOT's and Luvland/JT Wholesale's plans

to present your products in the South 

African market?

Michael Sonner: Luvland is going to introduce

elements of European shop concepts in exis-

ting stores, and they will also open new sto-

res. We are going to be at their side every

step of the way, and we will make sure that

the HOT products are presented perfectly

in these stores. JT will also up their game;

at the moment, they are in the process of

HOT expands at rapid pace

exclusive

I N T E R V I E W

“Over the course of the last years, 
investments in the HOT brand and 

.................

In Muslim countries,

most of business takes

place in pharma stores,

and it is virtually 

impossible to openly 

present erotic products.“

................................ 

“

Feels the expansion is the result

General Sales Manager at HOT

of sound brand management: Michael Sonner,
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moving their stock into a bigger

 warehouse. Once that is finished, JT

will offer the entire HOT range.

What can you tell us about the erotic

market in South Africa? Is there a lot

of potential waiting to be exploited?

Michael Sonner: We have a young,

open-minded generation in this

country that is highly interested in our

products but has comparably little

experience with erotic items. That has

become quite clear at the trade

shows we attended in Johannesburg.

In the long run, your collaboration

with Luvland will also bring HOT pro-

ducts into stores in Namibia and Mo-

zambique. If one take a closer look

at these countries, one will find that

they are struggling with problems

such as high unemployment rates,

low per-capita income, AIDS, illite-

racy, discrimination of minorities,

etc. Is there really great demand

for erotic products in these markets?

Michael Sonner: Our commitment

in those two countries will be limited

to the capital cities as the shopping

malls there definitely meet our stan-

dards. All the things you mentioned

are true, but you mustn't forget that

there is an emerging middle and

upper class in these countries. These

groups are growing quickly, an they

want to consume - much more so

than our sated middle class 

in Europe.

Apart from the aforementioned

problems, are there special 

social conventions you have to bear

in mind when expanding in the 

African market?

Michael Sonner: Our products are

perfect for this market. As is the case

everywhere in the world, you need

reliable and experienced partners in

the market who can help you estab-

lish your brand. And we have 

such partners.

At eroFame, HOT also signed a deal

with a new partner, Nutri-Pharma.

This company is active in Saudi

 Arabia, the Gulf States, and Egypt.

What can you tell us about this

 collaboration?

Michael Sonner: In Muslim countries,

most of business takes place in

pharma stores, and it is virtually im-

possible to openly present erotic pro-

ducts. But thanks to our agreement

with Nutri-Pharma, we now have a

partner who has an intimate

knowledge of these sales channels. 

M I C H A E L  S O N N E R

we have made great 
everything that goes along with it.“

.................

As is the case everywhere in the world,

you need reliable and experienced

partners in the market who can help you

establish your brand.“

................................ 

“

At this year's eroFame, HOT entered into a

for Saudi Arabia, Egypt, and the Gulf States

collaboration with a distribution partner
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The majority of the population in these countries are

Muslims, which raises the question how your products

will fare in this marketplace. You have permission to sell

your products, but how will the customers respond to

the HOT range?

Michael Sonner: We have already had many Arab cus-

tomers in stores in Europe. They love our products and

whenever their travels bring them to Europe or some

other place where HOT products are sold, they buy great

quantities. Now, they just have to go to the local phar-

maceutical store to get the HOT quality.

Saudi Arabia and the Gulf States are extremely wealthy

nations. Is your focus on the affluent upper class in 

these countries? 

Michael Sonner: I think the average income in these

countries is high enough so everyone can afford to buy

our products. Moreover, there is an acute brand aware-

ness in these countries; no-name products don't stand 

a chance.

Which channels of distribution will HOT use to offer their

products in these countries?

Michael Sonner: As I already mentioned before, our products

will be sold via pharmaceutical stores for the most part.

HOT products will also be available in Mongolia shortly.

What are your plans for that market? Are the descendants

of Genghis Khan ready for Prorino, Shiatsu, etc.?

102 

Michael Sonner: To be quite honest, I was surprised

 myself when I found out that there is a market for our

products in that country. But it is true, there are also

erotic stores in Mongolia. 

Mongolia is a gigantic country, albeit very sparsely

 populated, and a large part of the population live in

poverty. That doesn't sound like a safe bet. What are

your expectations?

Michael Sonner: I think that we will be selling most of our

products in the capital city, Ulan Bator. It is a city with

more than a million inhabitants, which means that more

than half of the overall population live there.

How are you planning on winning over the Mongolian

consumer with your products?

Michael Sonner: We will leave that to our local partner,

but of course, we will provide him with all the POS support

he may need.

Why is HOT the right brand for all the countries we have

talked about in this interview?

Michael Sonner: Over the course of the last years, we

have made great investments in the HOT brand and

everything that goes along with it. Of course, Mongolia

is only a small piece of the jigsaw, but the fact that

even there, people are interested in our brand goes to

show that we have made the right decisions developing

our brand.

I N T E R V I E W
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Partners for the South-African market:

and Michael Sonner (General Sales Manager HOT) 

Patrick Meyer (General Manager Luvland)
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Christ ian Grey is  a bi l l ionaire, so i t  only seems logical that the products bearing his name

should be of the utmost qual i ty.  Ever s ince the f i rs t  Fi f ty Shades of Grey products f rom

 Lovehoney hit  the market,  there have been plans to add a luxury col lect ion to this

product l ine. Now, the t ime has come as the Br i ts launch six new vibrators,

eggs, and Kegel bal ls  for the upper market segment. Of course, the

products are also approved by E. L.  James, the author of the best-

sel l ing novels.  To learn more about the individual toys, EAN asked

Ray Hayes  fo r  an in ter v iew,  and not  on ly  d id the Commercia l

 Director of Lovehoney tel l  us how they are dif ferent f rom the rest

of  the of f ic ia l  col lect ion,  but  he also expla ined why the Fi f ty

 Shades of Grey phenomenon is st i l l  far f rom over.
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I N T E R V I E W

”This is the brand everyone on the 
         High Street knows or has heard of.“
Ray Hayes presents the latest additions to the Fifty Shades of Grey Collection

w w w. e a n - o n l i n e . c o m  •  1 1 / 2 0 1 4

Ray Hayes, Commercial Director at Lovehoney:

„The new Luxury Collection complements the existing range.“
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Lovehoney will release a luxury 

line for it's official Fifty Shades 

of Grey Line. Which products 

will it contain?

Ray Hayes: We have 6 fantastic new

luxury toys to add to the Official

 Pleasure Collection. These are: 

•Holy Cow Rechargeable Wand  

  Vibrator 

•Relentless Vibrations Remote  

  Control Egg

•Deep Within Rechargeable G-Spot 

  Vibrator

•Wickedly Tempting Rechargeable 

  Clitoral Vibrator

•Beyond Aroused Kegel Balls Set

•Greedy Girl Rechargeable G –Spot 

  Rabbit Vibrator

They come in a special red satin bag

and are 100% waterproof and USB

rechargeable. 

Is there a product you are especially

excited about and expect to do

 particular well?

Ray Hayes: There is not one product

in particular that I can think of, as

they are all an amazing addition to

an already thriving collection. Each

one of the toys has unique aspects,

yet they all compliment each other.

It is definitely a collection that is going

to be a success as it offers great

choice to the consumer with an

 added luxury element.

Why did you decide to release this

line now? Did you feel a growing de-

mand from customers, who bought

Fifty Shades of Grey products previo-

usly for more sophisticated toys?

Ray Hayes: These toys have always

been in the pipeline - it is part of the

natural evolution of the brand. We

are always improving on and expan-

ding the collection in order to meet

the consumer requirements and

these toys are just another wonderful

addition to the popular collection. 

How does this new line differ from

the other products in the Fifty

 Shades of Grey line? Did you 

put more  emphasis on the 

design or are you also using diffe-

rent  materials?

Ray Hayes: There are many

 differences. The Luxury Col-

lection is more exclusive as

there are only six items in the

range. As the name implies, it is

the luxury collection, therefore a

lot of time and effort has gone into

the design and quality of these

new toys. For example, the new

Holy Cow! Wand has an entirely

unique shape and all of the toys

in the range are made out of the

sensuously smooth silicone, whilst

being 100% waterproof and re-

chargeable. The toys are also whis-

per quiet which adds to the classy

aspect of the collection. They also

all come with an exclusive red

 satin bag unlike the rest of the Fifty

Shades of Grey toys. Despite these

differences, the new toys compli-

ment the original pleasure

 collection perfectly whilst offering

a point of difference. 

How will the price differ from the nor-

mal“Fifty Shades of Grey products?

Ray Hayes: As it is a Luxury Collection

the toys are going to be on the

 higher end of the price range, that

said, these will still be very affordable

R A Y  H A Y E S

.................................

The Luxury Collection is more exclusive 

as there are only six items in the range. 

As the name implies, it is the luxury collection, 

therefore a lot of time and effort has gone 

into the design and quality of these new toys.“

................................................................. 

“

exclusive

Beyond Aroused Kegel

Balls Set
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with prices ranging

from  €34.95 to €89.95. Looking at

the quality of the products, the response towards the

prices has been very positive, as most would expect to

pay more for such toys. 

The products of the original line were not only inspired

by the trilogy, but also approved by E L James and

 developed in cooperation with her. Is that also the case

for the luxury line?

Ray Hayes: Absolutely, there is a tremendous partnership

between E.L James and Bonny Hall, the Lovehoney

 Product Director. Just like with the rest of the Fifty Shades

of Grey Collection, E L James has had strong input into

the development of this new range. 

Next Valentine’s Day the eagerly awaited Fifty Shades

of Grey movie will be hitting the cinemas. Did you re-

lease this collection with this date in mind?

Ray Hayes: As mentioned before, these toys were part

of the brand development plan leading up to the film.

The film is definitely going to have a huge impact on

the industry as a whole. Just the trailer has generated a

huge hype attracting a whole new audience to the

collection, including men and people who have not

read the books.  

Having travelled thousands of miles latterly, and met

with many people, I am now met with “I now get it”.

And where stores and online businesses were initially

hesitant to take in the Fifty Shades of Grey collection, it

has now gone crazy. Why? Because this is the brand
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everyone on the High Street knows or has heard of, in

one shape or form. 

Does the target customer differ from the one of the

 classic Fifty Shades of Grey line? Are you planning on

approaching this customer differently?

Ray Hayes: Interesting question, we believe that the

 existing customer base will be very excited about these

new products. As mentioned before, the new Luxury Col-

lection complements the existing range, it gives the con-

sumers more choice and an opportunity to add to their

existing personal collection. We also believe that the film

will generate a new customer base, introducing the brand

to the male customer who will accompany their loved

one to the cinema and will then be intrigued to try out

the range for themselves. The new luxury Fifty Shades of

Grey line and the newly launched beautiful bondage

line, all ensure that the consumer will be able to purchase

something perfect to live out their Christian and Ana fan-

tasy, wherever they want to explore beginners bondage

or experience the luxurious lifestyle of Christian Grey.   

Will there be special POS materials for the luxury line?

Ray Hayes: Yes, we have created beautiful acrylic stands

with the Fifty Shades of Grey logo, which the retailers will

be able to purchase from their favourite distributors. We

are also developing a point of sale retailer pack, featuring

posters, wobblers, badges and many other items, which

will be available in December.

Your Fifty Shades of Grey collection has already seen

some additions over the last months. Are you planning

to add further products in the future or is the collection

complete by now?

Ray Hayes: Now that would be telling, but who knows,

remember this is the first of three films to come. 

I N T E R V I E W
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.................

Looking at the quality of the products,

the response towards the prices has

been very positive, as most would expect to

pay more for such toys.“

................................ 

“
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“Most pleasure of sex is actually
 derived mentally rather than physically.”

Tom Chen aims for the perfect symbiosis of hardware and software with his start-up Linkcube

Tom Chen worked for Goldman Sachs and was a lecturer at

the London School of Business and Finance before

turning his attention to game design and sex toys

I N T E R V I E W
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Can you give us an overview

over your company? Since

when are you on the

market and which

 products have you

 released so far?

Tom Chen: Linkcube is a

wearable device com-

pany that focuses on

 female health and 

well-being. Our first pro-

duct line is made up of smart erotic

toys that enable  physical interaction

between  couples in long distance

relationships. The toys (named Mars

and Venus) can also turn music,

songs, and videos into vibrations, thus

 enabling a 4D experience. The

 products were launched in June

2014 and can be found on our

 website, www.linkcube.me/en/. We

are currently only selling in China, but

plan to enter Japanese, US and EU

markets in 2015. We will  continue to

develop and release innovative

smart erotic toys in the future. Our

 second product line is SKEA, smart

kegel exercise aids that help women

train their pelvic floor  muscles with

 interesting gamified experiences.

SKEA has only just had a successful

Kickstarter campaign. We plan to

ship the first batch around November

or December 2014, and enter retail

market  globally in early 2015. We are

also considering a male-oriented

 version of SKEA at the moment. 

Our third product line is smart home

exercise equipment that helps

 women (and men, too) lose weight

and build body shapes. We will

launch a new Kickstarter  campaign

for that later this year once we've

shipped out SKEA. 

Have you always been a designer

of erotic products? Why did you de-

cide to start working in this  industry?

Tom Chen: No, I was a techno logist

and venture capitalist before setting

up Linkcube. Some background info

about  myself: I grew up in China. 

At 16, I went to Singapore under full

 scholarship and later went to the

 Imperial College London to study

 physics. Upon graduation, I worked at

Goldman Sachs and then a hedge

fund; and later I taught MBA

classes at London School of

 Business and Finance. I went

back to China in summer

2009 and  worked at Intel-

lectual Ventures, a venture

capital fund that invests in

patents and technologies.

The idea of smart erotic toys

 actually started out as a joke. It was

mid-2012, and during a conver sation

with my friends, I joked about using

mobile internet to connect sex toys

and make them smart. One of my

friends is a  venture capitalist and he

urged me to do a start-up on this

 concept. We did some market

 research and completed a very

crude prototype in 2012, then

 decided to develop the concept into

real consumer products.

Your toys ”Venus“ and ”Mars“ can be

controlled via smartphone. Is that

the core feature of all your  products?

Tom Chen: Yes, our core features

are built around smart phones. To

be mores specific, the sensors and

actuators of our products are

 controlled by smart phones. 

What exactly can be controlled with

your app? 

Tom Chen: People can control the

vibrations of Mars and Venus via

T O M  C H E N

.................

Our core features 

are built around 

smart phones. To be  more

specific, the sensors and

actuators of our  products

are controlled 

by smart phones.“

................................ 

“

exclusive

Gamification is a phenomenon that can already be found in many areas of modern life, and

now, this trend has also reached the erotic industry. The Chinese star t-up Linkcube wants to

combine the physical and the vir tual world with their kegel exerciser SKEA and open new doors

for sex toys. In our EAN interview, the company's founder, Tom Chen, presents his concept for

the technology of tomorrow, he explains how a successful crowdfunding campaign should be

executed, and he takes a look ahead at the developments that are still to come.
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smartphones, for instance by  pressing buttons, shaking

the  phones, or even by voice. People can view adult

 movies in 4D. Our software can convert sound into

 vibrating patterns so users can synch movies, musics,

songs with Mars and Venus. Couples

separated by long  distance can in-

teract with each  other by remotely

controlling Mars and Venus.

Would you agree, that sex toy hard-

ware has reached a level where true

innovation is hard to achieve so that

in the future, the software will make

the difference in product quality?

Tom Chen: I agree mostly. I believe that  hardware for

existing sex toys has reached a very mature level, so

 innovation is more  likely to come from software. This is

also based in human physiology and psychology,

 because the greatest pleasures of sex is actually derived

mentally rather than physically (that’s why masturbation

never beats a real woman, despite physical stimulation

wise they are pretty comparable). Most of the mental

and psychological stimulation can only be achieved in

the software space. However, as material technology

advances, I believe there will be ground-breaking hard-

ware inventions that can also dramatically improve the

user experiences with sex toys. One example would be

electro-polymers that deliver human-like physical

 contractions. The cost is still too high at the moment, e.g.

100.000 USD, but will come down quickly in the next 5-

10  years. 
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You recently used Kickstarter to fund your new project

SKEA. Can you explain briefly how you   approached this

fund- raising and which aspects are important for

 successful  crowdfunding?

Tom Chen: We actually made some

big mistakes: First of all we set the

campaign length too short (30 days

instead of 45 days) and secondly

we didn’t have media coverage

when we first launched the

 campaign. Based on the  funding

trend, we should have raised more

than 200k USD had we done these

two things right. Luckily, we still ma-

naged to reach our target. I believe a  successful

crowdfunding campaign needs the  following key ingre-

dients good product. good video good media cove-

rage (the product and video is “1”, the media coverage

then adds the “0”s after it)

Why did you choose this approach for funding 

your project? Can it be used as the single source 

of  financing new projects or is it just one source 

of many? 

Tom Chen: Crowdfunding is more for market testing

and advertising. It should not be used as the single

source of funding because there is a lot of  fixed costs

involved in hardware, thus it is unlikely that the funds

you raised will cover everything. I would suggest  securing

at least 50% of the total funding you need first and then

use crowdfunding to fill the rest.

w w w. e a n - o n l i n e . c o m  •  1 1 / 2 0 1 4

I N T E R V I E W

.................

I believe that the 

 hardware for existing 

sex toys has reached a very

 mature level so innovation 

is more likely to come 

from software.”

................................ 

“

The game “Alice In Continent”

can be controlled via the

SKEA kegel exerciser
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Do you feel this approach is better

than traditional  financing via

banks, especially for newer

 companies or companies

working in the erotic  industry?

Can it replace the traditional

ways of  funding?

Tom Chen: Funding from banks  probably never works for

start-ups as no-one is willing to lend you any  money until

you have already made a lot of money (the  chicken

and egg dilemma). Crowd funding is definitely a much

better alternative here as it partially solves the funding

problem (most likely you still need

to come up with extra funding

 somewhere else) and also allows

you to test the  market before

 betting the big sum.

How does this pay off for the

 backers who are investing money

in your  project?

Tom Chen: They get to test the

game first, receive SKEA early and at a big discount

compared to the future retail price. Some can also have

their own customised avatars in the game.

SKEA combines a kegel exerciser and a smartphone

app to make the exercise more fun. How did you come

up with this idea? How far along is the project right now?

Tom Chen: I have always been a hardcore gamer and

also designed a few games before. Ubiquitous

 gamification is the future trend so that people can solve

real life problems while gaming in the virtual space. 

The  project is on full speed now and we will have test

 production and app UI ready by mid-September 2014.

Your game seems like a variation of the popular app

Temple Run. What can you tell us about the game? 

How important is the game design in the overall  design

process for SKEA?

Tom Chen: Yes the game belongs to the same category

as Temple Run. However, we are now considering some

 alternative game ideas based on the feedback from

our backers, e.g. we may make a “Flappy Bird”- 

kind-of game. The key (and the biggest challenge) of
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SKEA is in  designing the

game to deliver the

 interactive  experience

as intended. The more

abstract concept be-

hind that is what we call

 "parallel worlds", i.e. the boring but

 necessary reality vs. the highly malleable virtual space. 

The goal is to let user enjoy the virtual game and at the

same time perform the "chores" in reality. The balance is

tricky: too much focus on the game lowers the exercise

 efficiency; but too much focus on the exercise breaks

the "flow state" of the game world.

Originally, SKEA was planned as

just a kegel exerciser, but you

chose to add stronger  vibration

after this was suggested by your

customers and backers on

 Kickstarter. Do you see a future

for the gamification of sex toys?

Or will these products continue

to offer enough incentive to use them without 

further  stimulation?

Tom Chen: Yes, I do see a future of gamification with sex

toys. As said before, the majority of the pleasure in sex is

derived mentally. Gamification is a brilliant way to achieve

these mental and psychological interactive experiences.

On their own, sex toys are just physical stimulators (well,

some will obviously trigger the users' imagination) that is

definitely important but not the be all and end all in 

user  satisfaction.

Are you planning to create  further apps or games for

SKEA? Will it be  possible for the community to become

active and add game  content?

Tom Chen: Definitely. We will release SDK to developers

all over the world so people can develop their own

 games. We have already received a lot of requests.

How will the final products be distributed? 

Are you  planning on selling them in Europe?

Tom Chen: We plan to sell on e-commerce sites and

high-street shops. We are currently looking for distribution

partnerships. We will definitely sell in Europe.

I N T E R V I E W
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The majority of the

 pleasure in sex is derived

mentally. Gamification is a

brilliant way to achieve these

mental and psychological

 interactive experiences.”

................................ 

“
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Congratulations on winning the EAN Award in the

category “Best Product – Hygiene“ for your

 GLASSVIBRATIONS Toy Cleaner. Why, do you think, did

your product win the award?

Rüdiger Tiburtius: Well, first of all, thanks for the award!

We are all very happy about it. Our original

 GLASSVIBRATIONS Toy Cleaner is clearly one of the best

cleaners available in the market right now, as lots of

successful tests have proven!
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I f  you use sex toys ,  you a lso need products

to  c lean  them,  and  g i ven  the  g rea t

 demand among consumers ,  such products

are a  per fect  way to  generate addi t ional

sa le s .  The  fac t  t ha t  sex  toy  c leane r s  

have become a b ig deal  in  the erot ic  in -

dus t r y  has  been  unde r l i ned  a t  t h i s  

yea r ' s  EAN   E ro t i x  Awa rds .  Many  i t ems 

v ied fo r  the t i t le  o f  bes t  product  2014 in

the  “Hyg iene“   ca tego r y,  bu t   u l t imate l y,  

t he  GL A SSV I  BRAT IONS  Toy  C leane r  

emerged  t r i umphan t .  EAN  ta l ked  to  

Rüd ige r  T ibu r t i u s ,  t he  head  beh ind  the

 GL A SSV IBRAT IONS brand.

“You have to till the land 
before you can reap the harvest.“

There are many sex toy cleaners on the market. How is

your Toy Cleaner different from the competition?

Rüdiger Tiburtius: Our GLASSVIBRATIONS Toy Cleaner +

Intimate Care is the perfect product if you want to clean

erotic products in a hygienic fashion (even if they are

made of alcohol-sensitive materials) such as glass,

 rubber, latex, silicone, or leather. It is also the perfect

choice if you are looking for gentle care products for

the intimate area as it is attuned to the pH of the intimate

area (4.0 – 4.5). The product can even be recommen-

ded for people with sensitive skin, and it is formulated

not to irritate mucous membranes – i.e. no alcohols.

The camomile, aloe vera, and mallow extracts make

for an anti-inflammatory, soothing effect. Moreover, the

Toy Cleaner has moisturising properties, making for a

pleasant, silky smooth skin feel. In addition to all that,

the original GLASSVIBRATIONS Toy Cleaner is low on taste

and odour, it is effective against bacteria and fungi, it

reduces smells, and it is non-flammable. For roughly

ten years, our customers have known and appreciated

the quality of the GLASSVIBRATIONS products, and to

Rüdiger Tiburtius already has plans for

the expansion of his GLASSVIBRATIONS brand 

exclusive
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GLASSVIBRATIONS Toy Cleaner receives EAN Award
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honour their trust

in the brand, we

only use top-

 quality ingredients

for the Toy

Cleaner. To make

sure that the Toy

Cleaner lives up

to our standards,

we produce in

Germany, and we

are proud to use

the label 'Made in Germany' as a

seal of quality.

The development and production

of the Toy Cleaner was a pretty

complicated process. Would you

mind telling us a few things about

this journey?

Rüdiger Tiburtius: Yes, you are right,

it was indeed a complex and 

long-winded process before we ar-

rived at the finished product. Many,

many months passed before we

were able to finally present the first

bottles of the Toy Cleaner to our

 customers. That was in July 2013. It

would have been much easier – not

to mention quicker and more

 inexpensive – to go for a “private

 label“ solution, i.e. take an existing

product. But that's not our style, and

as far as we are concerned, this

method is of no use to the trade,

either. So we turned to a German

lab and started from scratch, de-

veloping a completely new formula.

The Toy Cleaner is a perfect addi-

tion to the GLASSVIBRATIONS range,

 seeing that the products in this line

are made of glass, and glass toys

need to be cleaned as well. This

makes the Toy Cleaner a perfect

opportunity for the trade members

to generate additional sales. So

should every retailer who offers

your toys also sell the Toy Cleaner?

Rüdiger Tiburtius: Why, of course!

A good retailer should be able to

 convince one out of three or four

customers – if not more - to also

buy a Toy Cleaner when they are

 picking a GLASSVIBRATIONS

 product. And since you are

 providing them with a quality

 product that will enhance the

 experience in the long run, these

customers will trust you and and will

no doubt come back to your store.

Don't forget, if cleaned and taken

care of in an appropriate fashion,

our products last forever. So it is

 important that the customers buy

these cleaning products – and it

can only be beneficial for the

 industry if they buy the Cleaner in

an erotic store. It's in the trade's own

interest to offer these products.

The GLASSVIBRATIONS brand stands

for good quality and good prices.

Does the Toy Cleaner follow that

 tradition? And is there also a

 decent margin for the trade?

Rüdiger Tiburtius: The customer

gets one of the best products in

this segment at a very fair price.

The sales figures of the last 15

months are proof that the price is

definitely right. And the trade loves

the  product as well. The over -

whelming majority of the orders we

receive  include Toy Cleaners.

Do you have plans for similar

 products? Will you add more

 products to the GLASSVIBRATIONS

brand apart from glass toys?

Rüdiger Tiburtius: Yes! As I already

mentioned before, we don't like

 copies. Instead we have our

 products developed from scratch,

according to our wishes and stan-

dards. The only downside is that this

takes a lot of time. From the idea,

to the development process to qua-

lity controls,  registrations, etc. - this

process takes up many months, and

only then do we arrive at the finished

product. But you can rest assured

that the GLASSVIBRATIONS brand will

continue to grow. Scouts honour!

Also, it's always a special highlight

for any company to  receive an

award. We've been lucky enough

to take home several of them, and

we'd like to keep the streak going:

•  2012 Relaunch oft he Year

•  2013 Best Long-time Seller

•  2014 Best Product – Category  

   Hygiene (for our Toy-Cleaner)

•  2015 ?

Let's see what happens next year.

After the award is  before the award,

after all. And you have to till the 

land before you can reap the

 harvest. On that note, I want to 

thank you once again for the 

Erotix Award 2014.

And to your readers, I wish a happy

and successful pre-Christmas

 season with strong sales.

.................

Our original 

GLASSVIBRATIONS 

Toy Cleaner is clearly 

one of the best cleaners

available in the market

right now“

................................ 

“

R Ü D I G E R  T I B U R T I U S
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Ten years ago, E-Stim Systems started out as a

 classical start-up: in a garage. What drew you to

creating electro sex products? Were it personal

 preferences or did you see a gap in the market?

Wayne Allen: It was simply a case of being interested

in BDSM and Fetish in general, coming across e-stim

and discovering that the equipment available then was

either very expensive or low quality re-badged TENS

units. With a background in electronics, I built a unit for

myself and my partner, friends saw it in action and we

made a few more. That was 10 years ago, and the rest,

as they say, is history.

What did you do before you started E-Stim Systems?

Did you have any connections to the erotic 

market before?

Wayne Allen: No, although I have been interested in

the erotic scene since my teens. I had quite a varied

working career starting in electronic engineering, then

116 

No aspect of modern life would be concei -

vable without electricity, not even our  modern

sex life. Numerous sex toys need power to thrill

us with vibrat ions, warmth, or movement. 

But there are also erot ic devices that use

electricity in a much more direct way: In the

world of electro sex, electrodes and insertable

plugs energise the entire body in the truest

sense of the word, creating a number of

 different, thril l ing sensations. E-Stim Systems

has been a specialist in this field ever since

the company was founded ten years ago. 

As with so many star t-ups, i t  began in a

 garage – in this case, the garage of E-Stim

Systems founder Wayne Allen. There, the Brit

developed his f i rs t  electro sex products.

Today, he has a team of nine and a steadily

growing customer base enamoured with the

diverse innovations of E-Stim Systems. In our

EAN interview, the company's founder looks

back at the early days, he explains the

 appeal of electro sex, and he tells us about

his plans to introduce new audiences to this

special form of pleasure.

moving through information technology, corporate

 entertainment, professional photography and then into

university teaching. I also used to design and build

maze solving robots.

For those of our readers who have no exact knowledge

of electro sex, could you explain what it is and how 

it works?

Wayne Allen: Put simply, it is about using a small box

that generates electrical signals to create a fantastic

range of sensations, from a teasing tickle right up to a

hard throbbing thrust. The sensations are applied to

the body through a range of electrodes that can be

exclusive
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“E-stim offers  
sensation than  

Caz and Wayne Allen founded

E-Stim Systems 10 Years ago

.................

We brought in the lifetime

 guarantee four years ago, to a

stunning response from our customers.”

................................ “
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used as insertables or on the

 surface of the skin. 

What's the target audience for

electro sex products?

Wayne Allen: Everyone. Single or

couples, young (18+) or old, male

or female. E-Stim offers something

for everyone.

What can you tell us about your

 product range? What are the start-

up costs for people curious to try it?

Wayne Allen: Around £100 is a good

starting point. For this we can offer you

a versatile power box (with a lifetime

guarantee) and a range of simple

electrodes, although if you wish you

can spend many hundreds of

pounds. We tend to suggest starting

simply and then adding to your

 collection over time. 

Did your products change much over

the last decade? What was your most

important innovation in your opinion?

Wayne Allen: Yes we are always

 looking to improve our products and

the service we offer. We brought in

the lifetime guarantee four years

ago, to a stunning response from

our customers. They appreciate the

fact that we would support them for

the lifetime of the product.

We are also the first manufacturer

to offer dedicated audio e-stim

play, the first to offer a motion

 sensitive remote, and the only

 company to offer open source

 support for connection and control

of an e-stim box with PCs, Macs and

Android phones, and of course over

the Internet.

How do your products set

 them selves apart from those of 

your  competitors? 

Wayne Allen: They are designed to

be effective first and foremost, rather

than just looking pretty in the box or

on a shop shelf. As well as our

 Lifetime Guarantee we pride our -

selves on the fact that all of our front

line staff actually use the equipment

in their own personal lives, so our

range is one of the most effective

available today. We also manu-

facture in the UK, so we are able to

offer higher standards of product

quality and to adapt quickly to

changes in the marketplace. 

W A Y N E  A L L E N

 a much wider range of 
  any other pleasure product.“

Wayne Allen talks about ten years of E-Stim Systems
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Did you see a growth in demand for electro sex

 products over the years?

Wayne Allen: Most certainly. We started in a garage,

and we now have a dedicated HQ with nine staff

 producing and developing new products. 

Did E-Stim Systems profit from the increasing openness

towards fetish sex products in the wake of 50 Shades?

Wayne Allen: I think so. Although 50 Shades didn’t use

any form of e-stim, it did bring the subject of kinky play

more into the mainstream, and the whole adult industry

seems to have benefitted.

Electro sex products are a special kind of product with

a rather high inhibition threshold. What do you do to

get people without previous experiences in this field

to try it?

Wayne Allen: I would disagree to a certain extent. 

A small number of people feel that anything beyond a

vibrator is too kinky for them. But if you ignore the tech-

nical site of e-stim and concentrate on the pleasures it

can bring, you can find e-stim offers a much wider

range of sensation than any other pleasure product.

Are you trying to get the word out to the mainstream

market as well? Or is the general public just not ready

for it yet?

Wayne Allen: I think the mainstream market is picking

up on what we can offer. More and more people from

118 

the mainstream are discovering e-stim, and we are

 always trying to make it more approachable. 

What are the most common questions new users

 approach you with?

Wayne Allen: If we are at a demo then it will be ‘Can I

try it?’, closely followed by ‘Will it hurt?’. 

You manufacture your products in the UK. Do you feel

this creates more trust in your brand than manufacturing

abroad?

Wayne Allen: We believe so. We are seeing a growing

trend where more companies are bringing their

 production back to the UK/EU, as it gives them more

control over the final product, and people do like to

support their local industries.

How will the market for electro sex develop in the future?

And which new products and innovations can we

 expect from E-Stim Systems?

Wayne Allen: It is difficult to predict what the future may

hold, but we are planning more interaction with mobile

devices, together with making e-stim easier to use and

less 'techie'. We already use motion and sound to

 generate different sensations, and we are building on

our experience as well as investing in new technologies

- The only limit is going to be our imaginations!

I N T E R V I E W
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.................

As well as our lifetime

guarantee we pride

 ourselves on the fact that 

all of our front line staff

 actually use the equipment 

in their own personal lives, 

so our range is one of the most

 effective available today.”

.......................... 

“
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Thomas Glix (Oh My Glix)

The eroFame show was a success

for us. The organisation of the

show was very good, and so were

the people. We are delighted.”“

eroFame from above

Dana DiValli and Frank Koretsky (OVO)

Alexander Giebel (pjur group) hosted the

20 year anniversary raffle

Chris Bakker and Sjerk Wieffering (Eropartner)

were presented with two awards

Raymond Houtenbos granted the editors of

EAN detailed insights into the world of PipedreamThe US luxury brand Jimmyjane sets a

clear signal in the European market 

eroFame part III
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E V E N T
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Leonid Fishman (Astkol-Alfa Ltd.)

We are grateful to the organisers of

 eroFame for the great organisation of 

the event and the unique opportunity 

for real professionals to meet and

 discuss all the vital questions in a

truly business-oriented environment."“
121

Tonga was satisfied with the trade convention

Susan Colvin has defended her title as

“Business Woman of the Year“ in 2014

More than three hundred guests had a blast at

the Pipedream party in the heart of Hanover

Serenading

the award winners

HOT crowned their 15-year anniversary

with two awards

EAN_11-14_62-64+66+68+70+86+88+90+92+94+96+120-122+124+126+128+130+172+174+176+178+180+182_Erofame_Layout 1  30.10.14  12:53  Seite 14



Giedre Kucinskiene 

(Inter Versus)

It is a great event for every

business that wants to grow.”

Claudia Kohlhäufl (22 Senses)

A great atmosphere for making

business. High quality compa-

nies. We will come back.”
“

E V E N T

The Lovehoney team celebrated winning their award

Christoph Hofmann (Mystim) has to make

room on the mantlepiece for two EROTIX Awards

EAN editor Randolph Heil talking to

Orit Cohen (Mr. Noris Magic Gel) 

On 6,000 square metres, companies from all

over the world presented their products

Always a crowd puller:

the LELO stand

Together with his team, Wim Bos (Mister B)

presented his Lifetime Achievement Award
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“
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Big crowd on the dance floor

Samir Saraiya (Thatspersonal.com), Frank Alde (Minna Life),

and Matthias Poehl (EAN) enjoyed Pipedream's hospitality

The dance of the stilt walkers

impressed the visitors of

the Oktoberfest

Joop de Jonge (Tonga BV) and the awards for

“Best Product Line – Category Love Toys“

and “Best Overall Collection“

Fräulein Kink had a great

time at the Oktoberfest
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Christine Boado 

(L'amourose)

All in all, a very good

year for us.“

Samir Saraiya 

(Digital e-Life)

As usual, eroFame was a

brilliantly organised and

a wonderful event.“

““
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eroFame was the extra icing on the anniversary cake for

Oliver Redschlag (JOYDIVISION international AG)

Like in previous years, the EAN trade magazine presented

the EROTIX Awards at  eroFame to honour outs tanding

 achievements, personalities, companies, products, and ideas

in the international erotic industry. As the coveted awards

were bestowed upon the deserving winners, the trade con-

vention in Hanover once again proved a f itt ing platform for

this presentation.

Overview of all the winners
EAN Erotix Awards 2014

E V E N T

KissMe - Scala Playhouse 

Best Product Line – 
Category Lingerie 

PRORINO - HOT Productions 

Best Product Line – 
Category Consumables

Mystim E-Stim Line
Mystim GmbH 

Best Electrosex Product Line

COME
HOT Productions & Vertriebs GmbH 

Innovation of the Year 
Mystim Vitamine V
Mystim GmbH

Bestselling New Product Line 

pjur med - pjur group 

Best Female Product – 
Category Consumables

Embrace - California Exotic Novelties 

Best New Product Line – 
Category Love Toys

Soft-Tampons - JOYDIVISION 

Best Female Product – 
Category Hygiene 

Cobeco Cosmetics - Cobeco Pharma

Best New Product Line – 
Category Cosmetics 

Launch Pad
Fleshlight 

Best Male Product 

pjur serums - pjur group

Best New Product Line – 
Category Consumables 

Toy-Cleaner - GLASSVIBRATIONS 

Best Product – 
Category Hygiene

OptiMale - Doc Johnson 

Best New Product Line – 
Category Love Toys for Men 

Cute
Scala Playhouse 

Best Product Design Concept 
Toyz4Lovers
MSX Distribution 

Most Comprehensive Product Line

AquaGLIDE
JOYDIVISION international AG

Best Lubricant 
Fetish Fantasy
Pipedream Products 

Brand of the Year

50 Shades of Grey – The Official
 Pleasure Collection - Lovehoney 

Best Crossover Product Line
Boom
Shots Media 

Newcomer Brand of the Year 

Blush Novelties - Tonga BV 

Best Product Line – 
Category Love Toys Rimba BV

Best Brands Assortment 

Malesation - S&T Rubber GmbH 

Best Product Line – 
Category Love Toys for Men Dusedo

Best Male Brands Assortment 

Wim Bos
Mister B 

Lifetime Achievement Award

We-Vibe IV Plus
Standard Innovation Corporation 

Product of the Year

Ace
Nexus

Highest Potential Product 
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Mo (Rouge Garments)

eroFame was great,

the staff was very

friendly, and the

food was good.”“
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SToys 
S&T Rubber GmbH 

Relaunch of the Year
Ladies Night Homeparties
Homeparty Company of the Year 

Tonga BV
Best Overall Collection 

La Jugueteria 
Retailer of the Year 

Susan Colvin 
California Exotic Novelties 

Businesswoman of the Year 
EDC Internet BV 
Dropshipper of the Year 

Nick Orlandino
Pipedream Products 

Businessman of the Year

ABS Holdings 

Most Innovative Business 
Strategy 2014

California Exotic Novelties 
Company of the Year

Orion
Best Sales Team

Shots Media 
Love Toy Company of the Year 

Shots Media
Best Design & Marketing Team

Orion
Wholesale Company of the Year 

S&T Rubber GmbH 
Best Logistics

Eropartner
Distributor of the Year 

Eropartner 
Best Customer Care 

Shunga Erotic Art 

Sexual Wellness Company 
of the Year www.orion-wholesale.com 

Best B2B-Onlineshop 

JOYDIVISION international AG
Best European Manufacturer

Scala Fair
Scala Playhouse 

Best Industry Event 

Pipedream Products
Best US Manufacturer

“Built in America“
Doc Johnson 

Best Marketing Campaign

Topco Sales
Best Dolls Manufacturer 

Male Edge & Jes-Extender
DanaMedia ApS & DanaLife ApS 

Best Retail Support

BMS Factory 
Most Innovative Company

pjur group 
Best POS Activities

Dariusz Krawczyk - Ledapol 

Award for Outstanding 
Services to the Industry

JOYDIVISION international AG

Congratulations for 20 Years 
of Excellence in the Business

California Exotic Novelties

Congratulations for 20 Years 
of Excellence in the Business Pipedream Products

For outstanding Hospitality

Hauke Christiansen and Sven Jacobsen (Orion) were presented with awards for “Wholesale Company

of the Year“, “Best Sales Team“, “Best B2B-Onlineshop“  

The award for “Highest Potential Product“

went to Ace (Nexus): Monique Carty and

Chloe Pearce accepted the prize

At eroFae 2014, ABS Holdings won their first

European award – Kate Hodgson-Egan

(framed by Matthias Poehl and Huda Lutz) accepted the award
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Joep de Laet (Rimba)

Great Show! Despite fewer

visitors the professionali-

sing of the erotic industry

continues.”“
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pjur got the visitors in the right mood for

the company's upcoming anniversary

Dariusz Krawczyk (Ledapol)
The Doc Johnson Team was proud of the

two awards they won

eroFame is always a great place for

business talks and sharing experiences 

Andy Green (XGen Products)
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Sharon van Gelderen 

(Cobeco Pharma)

eroFame is very well known, making 

it the place to be for everyone. 

It gives retailers, wholesalers 

and manufacturers the chance to 

look into the latest trends of the

adult b2b market in an enthusiastic

and easy-going atmosphere.”
“
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The company Brandwatch presents new tools for social media analysis

Anna Wegner, Business Development
Manager at Brandwatch

I N T E R V I E W
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“Everybody can express their opinion,
whenever and wherever they want.“
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Brandwatch is offering various tools

to help  companies measure the

success of their social  media activi-

ties. Which services do you offer?

Anna Wegner: Brandwatch Analytics

allows companies to analyse their

own social media activities, to find

out how the users respond to these

activities, and to learn which  topics

are particularly popular. Our Social

Media Monitoring Tool searches the

social web at large, things like blogs

and forums, but also news, and

 analyses the most important social

networks such as Twitter or Facebook

individually. Our app gives insights into

the conversations on these  platforms

that have to do with a certain com-

pany, a  product, or a specific topic.

So you have to opportunity to keep

an eye on all the things that are being

discussed on the social web at any

given moment. You can also use this

information to respond to emerging

trends or  developments that are

 becoming more and more  popular

in the social networks. In addition to

that, you can execute individual

 queries and get visual  representations

of the  results on our dashboards.

These results can then be  subdivided

according to a number of filter

 options, making it much easier to get

detailed information.

There are dozens of possibilities to use

Brandwatch, for  instance:

• to keep track of campaigns or 

compare individual  campaigns 

• to find out what customers,

partners,interested users think 

of your products and services 

• to determine the biggest topics in

any given field and find ways to 

incorporate them in your product

and  marketing strategies 

• to identify influencers 

On top of all that, you 

can visualise all results with VIZIA, 

a next-generation

command centre: a multi-faceted

display system that tells the 

history of your social media data 

as it is happening in real time.

Everybody knows Facebook and

Twitter. But social media also include

other channels. How would you

 define  social media, and which

 other notable platforms are there? 

How are social media different 

from more  conventional  channels 

of communication?

Anna Wegner: I would define social

media as digital  platforms where users

are given the opportunity to  interact

with many other users,  independently

of where they live or when they are

online – and to create their own

 content. Everybody can  express their

opinion, whenever and  wherever they

want. Social media is a collective term

for the classical  social media networks

such as  Facebook Twitter, etc. on one

hand and forums, blogs, rating and

share networks (such as Youtube,

 Instagram, etc.) on the other hand.

Social media are still a very recent

phenomenon. When did this type

of user-controlled content gain

enough  momentum to really

 penetrate the mainstream world,

and since when has Brandwatch

been active in this field? 

Anna Wegner: The first seeds of what

we call social media today have

 already been sowed in the early

 Nineties, but in my opinion, the

 revolution began with the age of

 Facebook in 2004. Brandwatch has

been active in this market since 2006.

Social media have not really been

used all that much for b2b purposes.

Is that simply a matter of untapped

 potential, or are social media not the

right platform for that kind of

 communication?

Anna Wegner: Social media should

be playing an  important role in the

b2b world as well since the basic

 principle is the same, you merely use

different platforms to interact with

 others – i.e. blogs, forums, etc. 

So I'd say there is a lot of potential

waiting to be exploited. It can't be

denied that social media are sorely

underused in the b2b arena, and that

A N N A  W E G N E R

Amazon, Nestle, Henkel. These and many other big  market  players have learned that you need

to  communicate with the  consumers, because otherwise there will be a major backlash on

one's social media  sites. And it can get pretty ugly when a hailstorm of  indignation rains down

on a company. Today, there is hardly a market player that isn't present and active in the big

networks – because they can't afford to forgo  social media. This type of  communication is also

 becoming more and more important for smaller  companies and companies in the b2b segment.

Anna  Wegner from social media monitoring  service Brandwatch explains how you can be suc-

cessful on such  networks and how you can avoid the pitfalls of the social web.
exclusive

EAN_11-14_134-136+138_Brandwatch_Layout 1  29.10.14  17:19  Seite 2



136 

I N T E R V I E W

is also one of the fin-

dings of our latest b2b

report – a report for which we analysed

the social media activities of 150 companies.

What do the companies expect that use your services?

Anna Wegner: There are many reasons to work with

 Brandwatch, and listing them all would go beyond the

scope of this interview. But here are a few questions we

hear a lot when being approached by  interested

 companies: Are my campaigns successful? How does

the target audience respond to my services? Do I even

reach my target audience? Which channels are particu-

larly  effective? Where should I ramp up my activities?

Where can I reduce my activities?

Which types of social media platforms

have proven  particularly effective for

b2b purposes?

Anna Wegner: You can't really make

 general statements here. It depends

on the company, the industry, the

 services or  products they provide, and

on the target audience they want to

reach. In that regard, it is very  similar

to the b2c area. But each and every  company can find

out which platforms work best for them by using social

media monitoring. This way, you can see which platforms

attract your target  audience, where users talk about your

company or your products a lot, and which other topics

are popular among these groups.

How much time and effort is necessary to make the most

of these means of communication?

Anna Wegner: You definitely need to invest a lot of time,

and you require the necessary manpower. It is a big

 mistake to underestimate the requirements of social

 media. That's nothing you can do in a matter of hours, as

many people still seem to think – until they find out the

hard way that they are dead wrong. Having a poor social

media presence is actually worse than having no social

media presence at all. If you are facing criticism, you

need to respond to it, and quickly. Just sticking your head

in the sand and waiting for the skies to clear on is a no go.

That's like courting disaster – or, in this case a shitstorm that

may spread across several platforms, quickly and uncon-

trollably. Therefore, it is pivotal to invest enough time and

to have enough people for the job who know what to do

and how to respond to such developments.

Just set up your Twitter account and you're ready to go –

if only it were so easy. There are many pitfalls in the social

media world. Which ones should companies try to avoid

at any cost?

Anna Wegner: As I mentioned before, the deadly sin is to

react too late or not at all. Moreover, you need to take

your target audience seriously. Take their feedback and

their criticism to heart instead of just bombarding them

with more ads. Of course, there are many other pitfalls in

this jungle, but those are the ones that can break your

neck really quickly.

Today, you can get any information

about any product you may consider

buying, whether you are a b2b

 customer or a consumer looking for

a sex toy. But how do the companies

know if their efforts to inform their

 audience are actually creating

 interest in their brand? How can you

measure the effectiveness of >such campaigns? 

Anna Wegner: Targeted monitoring. Analysing the social

web specifically for certain products or campaigns and

finding out how the target audience has been  responding

to them. How is the general sentiment? What about the

potential reach of a  campaign? Which reactions has it

spawned? If you analyse these data, you can respond to

lacklustre results by tweaking your marketing strategy (e.g.

launching a campaign on another platform). The effecti-

veness of a campaign hinges on the objectives you want

to achieve, so you should know these objectives before

getting into the monitoring process. This way, you will get

the relevant results.

It is great to have many followers and likes. But how can

you turn those numbers into actual profits, and how much

impact does a the social media presence really have on

the sales figures?

Anna Wegner: What matters is not the number of  followers

and fans although many people seem to  believe so.

w w w. e a n - o n l i n e . c o m  •  1 1 / 2 0 1 4

Brandwatch develops software
for the analysis of social media activities

.........................

What matters is not the

 number of followers

and fans. What matters is

the  interaction on your

 social media site.“

........................................ 

“
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What matters is the interaction on your

social media site. You can measure and

analyse this activity via  targeted monitoring.

And of course, monitoring that data won't tell

you how much of your turnover is a result of your social

media activities, however, you can put said data in relation

to sales metrics such as product revenues. This way, you

can get an idea of the ROI key figures and the financial

profitability of social media activities.

One advantage of social media networks is that

 consumers can get information or partake in discussions

no matter the place or the time. But does it also pay off

for smaller and medium-sized companies with a more

regional focus to start their own social media site?

Anna Wegner: Why, of course! This is not about being

 international – this is about the possibility of presenting your

services and creating awareness for your products no

matter where you are. And about giving the consumers

an  opportunity to get in touch with your company, no

matter where they are. It is about spreading information

virally, and that has nothing to do with your scope of

 business or whether you're doing business on a regional or

international level.

Almost all online shops invite their customers to like their

products on Facebook, and of course, they also have a

Twitter account. Is that enough to bind existing customers

and win over new customers, or do you have to be more

active on these platforms?

Anna Wegner: You have to me more active, much more

active! As I already mentioned, a company needs to

keep their site alive, you need to start a dialogue with your

customers and keep it going, you need to offer interesting

content and the opportunity to ask questions about your

products, your service, or simply to express criticism.

 Moreover, it is advisable to provide the visitors of your site

with more than just information about the things you want

to sell them. Background or general information about

the products, the market, the company, and industry news

are always a nice addition. 

138

What about smaller companies that don't have much

time for social media marketing? Can they keep their

 social  media site successful without too much effort, or

would you recommend they turn to a  professional agency

for their Facebook and Twitter sites?

Anna Wegner: That depends on the objective they want

to achieve. Certainly, if you want to mount a big

 campaign, the best thing would probably be to turn to

professionals, yes, but you don't necessarily need to

 employ the services of an agency for your daily social

media  marketing. If they have enough people and

enough time, even small companies can take care of

that themselves. However, the people who are put in

charge of the social media pages should have the

 necessary training, and they have to know that it's not

enough to just work on these pages every now and then.

And if you decide to put this job into the hands of an

agency, you have to remember that service questions

can be answered much quicker and much more precisely

if a member of your team is ready to take a look at them.

It is to be expected that the importance of social media

will only continue to grow in the future. Which develop-

ments can we expect?

Anna Wegner: Customer service will  become even more

important, and  having a social media site will become a

standard for any company in any industry. The market is

changing, from a producer-oriented market to a  customer-

oriented market. The consumer will have much greater in-

fluence on  corporate communication, the development

of new  products, and the service range across all industries.

The importance of social media cannot be overestimated

– especially since they have already permeated our

 society. Be it campaigns that spread virally, be it feedback

or criticism – every company has to be active online if

they don't want to lose their customers to the competition.
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YESforLOV is producing high-quality erotic products.

Would you mind summing up the most important

tenets of your company for our readers and share some

information about your products?

Christian Palix: YESforLOV  is a French brand dedicated

to the goal of ushering in a golden age of well-being

140

Sexy,  romant ic ,  a

place of  savoi r -v iv re –

Par i s  i s  known as the c i ty

of  love.  The cosmet ics  company YES forLOV

harnesses  th i s  reputat ion,  but  at  the same

t ime  the i r  p roduc t s  he lp  to  keep  th i s

 reputat ion a l i ve  fo r  a  new generat ion.  For

more than seven years ,  YESforLOV has been

deve lop ing  and  d i s t r i bu t i ng  cosmet ic s

 products  w i th  a specia l ,  e rot ic  touch,  and

today,  i t  i s  known  as  one  o f  t he  b ig

 innovators  in  the cosmet ics   indust r y.  In  our

EAN in ter v iew,  managing d i rector  Chr i s t ian

Pa l i x  ta l k s  abou t  h i s  company  and  h i s

p lans  fo r  the fu tu re .

and playfulness in the world of love and sex. Our range

comprises classy and elegant cosmetics products -

soothing, caring, playful - that you can use before,

 during, or after sex.

Intimate care with honey and titillating massage oils, per-

fume-free intimate hygiene wipes, stimulation aides for

exclusive

I N T E R V I E W
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“YESforLOV will become   
 sensual cosmetics, just like

Christian Palix, managing director of YESforLOV:

”This industry is fascinating, and the range of

products and product groups is enormous.“

.................

Our products are for everybody who

wants to make their intimate and sensual

experiences more pleasurable and satisfying.“

................................ 
“

YESforLOV: High-quality cosmetics from the city of love
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women, THE condom,

moisturising intimate

lubricants, silky soft

creams, etc. … What

we want to do with our

products is create new

habits, establish a new

kind of pleasure and a

new awareness of

 intimate well-

being:

practical, dis-inhibitory,  playful,

 sophisticated, yet always  within the

boundaries of the morally accepta-

ble and always ahead of the curve.

We have only just celebrated our 

7-year anniversary, having sold more

than 1 million products all over the

world in this universe of love.

Your company has its headquarters

in Paris, the capital of love. From a

marketing point of view, it doesn't get

much better than that, does it?

Christian Palix: It is definitely an

 advantage to have this

 connection: Paris as

the capital of love,

but also  represents

the French savoir-

vivre and quality

of the French

cosmetics in-

dustry.

But we don't just use that connection

for effect, we also work with the big-

gest cosmetics labs in France which

is a seal of quality that people all

over the world appreciate.

Paris as the city of love is also more

than just a moniker; it has that repu-

tation for a reason! The French enjoy

love, life, passion, and they know

how to satisfy the needs of their part-

ner. This four-leaf clover of love is

also the secret of our success.

A high-quality product is only part

of the equation, however. It is also

important to connect with the cus-

tomer on an emotional level, espe-

cially when you want to sell intimate

products. So what role does the pa-

ckaging design play? How do you

make sure that the product is pre-

sented in the most effective way

possible on the box?

Christian Palix: YESforLOV has rede-

fined the most important elements

of love-related cosmetics products

with our innovative packaging de-

sign, luxurious presentation, and

a dedication to quality that

C H R I S T I A N  P A L I X
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  the benchmark for
Chanel or Dior.”
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is unprecedented in this in-

dustry.

A white-golden packaging

with a glamorous feel to it,

emblazoned with a logo that

symbolises the interplay of

sensually intertwined bodies

… the best products made

of the best ingredients … a

well thought-out and profes-

sional look to convey the

brand identity, but also give

off a modern, top-shelf feel

that perfectly mirrors the qua-

lity of our products.

The visual design symbolises

the exclusive nature of our

brand – these are must-have

items for anybody interested

in sensual intimate cosmetics.

Do you also offer POS materials to create more

 awareness for this philosophy and your products?

Christian Palix: There are samples and test displays

in a series of perfume stores. If you sell cosmetics

products, you need to give the customer the oppor-

tunity to apply it to their skin so they can feel it, see

how it looks, smell the fragrance, and ask their partner

what they think of it.

Handing out samples is one of the best ways to create

sales later on. Our research has shown that handing out a

dozen free samples results in at le-

ast one  additional buyer.

142 

Of course, while given away

for free, these samples are

produced at a price, but this

is an investment we are

 willing to make because

samples can really make a

difference and have a posi-

tive effect on the customer's

decision-making process.

And since we are extremely

proud of our products and

their quality, we can only

 benefit from giving the

 consumer an opportunity to

test the items?

Where do you offer your

 products? Are you working

with distributors or are you

selling directly to the

 consumers and the retailers?

Christian Palix: We offer our products via distributors, but

also directly via retailers. In any event, it is very important

for us to remain in close contact with the retail trade

 because if you want your products to be successful, the

people selling them need to understand the history and

the philosophy that stands behind these items.

This is also one of the reasons why we insist on having

product training for the sales staff and appropriate

 YESforLOV merchandising tools in the store.

The distributors we are working with at the moment are

great as far as the back office is concerned (delivery,

multi-brand, orders, warehousing, etc.) but of course,

they can't focus all of their attention on one brand,

so it's up to us to support them as best we can

and help make our products a success.

Do you see your products as an exclusive

erotic brand, or are you also selling your

products in boutiques and beauty shops?

Are cosmetics the segment where the

 mainstream and the erotic markets meet?

Christian Palix: In France, we teamed up with

 Sephora for the launch of YESforLOV. They are the

 number one selective  perfumerie chain in Europe, and

I N T E R V I E W
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YESforLOV gloss powder:

lovely, subtle, gleaming
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we sold more than 30 products per day in the Sephora

store at Champs Elysees alone. That was a clear

 indicator that this brand would be a major success and

that it appeals to a wide, mainstream audience.

Our products are also sold at Douglas, at the big Galeries

Lafayette, at Debenhams, Sakks, and Selfridges.

Of course, if sensual cosmetics products are as classy

and as beautiful as YESforLOV, there is great potential in

any market, also in traditional beauty stores. I would even

go so far as to say that we have invented a new product

category that is different from classical erotic products

and just as different from traditional beauty products (face

creams, perfumes, etc.) and doesn't steal buyers away

from either category. These products are a

perfect addition to round out the range,

something the consu-

mers buy to go

along with their ot-

her purchases and

something that can

also strengthen the

image of the boutique.

144 

How important is the online business for your com-

pany? How important is it to have a great internet

presence for a high-end brand?

Christian Palix: Like most high-end brands, we are

very careful about the presentation of our products

on the internet. Therefore, we are very clear about

the way our trade customers should use things such

as suggested retail prices or photos on their sites.

At the same time, YESforLOV is very active in social

 networks such as Twitter or Facebook. We even have

our new products tested by fans. There is a great

 exchange of ideas and suggestions, and we love to

be so close to our customers.

Of course, we also have our own homepage where

you can order our products. But of course, this site is

much more than just an online shop.

Rather, it is a reflection of our values, our philosophy,

and our inspiration, telling the users what this brand is

all about.

Are there trends in the market for erotic cosmetics

that trade member should respond to? Which

 developments have dominated the market in 

recent months?

Christian Palix: This industry is fascinating, and the

range of products and product groups is enormous.

We have revolutionised the field of erotic cosmetics

by channelling all of our knowledge and expertise

into these formulae. For instance, we have developed

a buttocks cream that can make your behind as

smooth and silky as a baby's bottom – a highly

 innovative  product. Then, there's the Burning Desire

box where you can read secret massages in a

 massage oil flame, also available with a special pen

I N T E R V I E W
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.................

Men are still a bit reserved when

it comes to this product category

– that probably has to do with the

fact that men don't know as much about

these products and that they are not

used to using them.“

............................................

“
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so you can write secret,  invisible messages on your

lover's partner that will only become visible if you use a

black light lamp.

Furthermore, we have decided to take things to the

next level in 2015: We plan to launch a collection that

falls into the “sensual and edible“ category:  edible and

lickable cosmetics that create sensual experiences

and present lovers with new ways of  exploring their part-

ners' body.

Moreover, the market for enhancement products 

(for instance to increase feelings of lust) seems very

 interesting. There is a lot of room for development there,

but the regulations in Europe are very strict. Nonetheless,

there is tremendous potential there, and also lots of

 demand, so we'll do our best to cater to the wishes of

this audience.

Most of your products are for women. Are there plans

to also introduce products for men, or is there not

enough interest in high-quality cosmetics products to

warrant a male-oriented collection?

Christian Palix: Our products are for everybody who

wants to make their intimate and sensual experiences

more pleasurable and satisfying. Women are definitely

146 

in the vanguard as far as this current development

 towards a more fulfilled intimate life is concerned, but

there are also men who want to express their passion

and their love in new, titillating, and tasteful ways.

That said, most of the people who are interested in

these products and go buy them, also for their partners,

are women and therefore, they are our prime target

audience.  Men are still a bit reserved when it comes

to this product category – that probably has to do with

the fact that men don't know as much about these

products, and that they are not used to using such

 products yet. But the trend seems to be gaining

 momentum and things are changing, slowly but surely,

as men come to understand that there are many ways

to share love and lust.

Your goal is to become a more international company.

Have you already taken first steps to achieve that, and

which steps are planned for the upcoming months?

Christian Palix: YESforLOV is the market leader in France,

and our goal is to improve our position on an

 international level by collaborating with boutiques and

distributors in the individual markets and  becoming

more visible.

We are very target-oriented, and Asia is an extremely

promising growth market that we plan to tackle in 2015.

Other key markets on our map of international

 expansion are the United States and South America,

and those will be the focal point of our plans for 2016.

YESforLOV will become the benchmark for sensual

 cosmetics, just like Chanel or Dior are for traditional

cosmetic products. This is a market with tremendous

potential, and it's great to work in this business, after 

all, what could be greater than talking about love 

every single day?
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The visual design symbolises the

 exclusive nature of our 

brand – these are must-have items

for anybody interested in sensual

intimate cosmetics.“

................................ 

“
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Y ou are the owner and manager of Andrey Co., 

a  wholesaler for the Russian market. Could you give

our readers a quick glimpse into your company?

Andrey Eliseev: Andrey Co. Ltd was founded on the 1st of

December, 1991. This company is one of the oldest players

in the Russian adult market. The first retail sex shop was ope-

ned in July, 1992, the wholesale department followed in

September, 1992. Today, Andrey Co. Ltd is one of the lea-

ding players in the Russian market. The central office and

warehouse (located in downtown Tyumen) covers an area

of more then 6,000 sq meters. Branch offices are located

in Moscow, St. Petersburg, Rostov-on-Don, and Novosibirsk.

The next branch office is going to be opened in Minsk, in

the Republic of Belarus. The company owns 13 registered

trademarks, such as Real Stick, Erolanta, Sexus, ToyFa, and

others, and we are working as distributor for worldwide brands

such as OVO, Tonga, Dream toys, MaleEdge, etc. Our range

of products comprises about 8,000 SKUs.

148 

Andrey Co. Ltd. has been supplying the Russian market with condoms, lubr icants,  di ldos,

and s imilar products for over twenty years.  Today, there are more than 8000 products in

the range of this company, and the Andrey Co. team is shipping them al l  over the largest

countr y in the world f rom their  head off ices in Tyumen. Russia is  st i l l  lagging behind the

European erot ic market,  as the founder of Andrey Co.,  Andrey El iseev, explains,  but i t  is

gaining ground very quickly.  In our EAN inter view, the industr ious businessman also tel ls  us

what you need in order to be successful  in the Russian erot ic market,  why the EU sanctions

against Russia won't  harm his business,  and how the Russian customers are dif ferent f rom

their  Western counterpar ts.  

“Today, Andrey Co. Ltd is one of the 
leading players in the Russian market.”

Since when does your company exist and why did you

choose to enter the erotic industry at this point?

Andrey Eliseev: I finished my education as an electrical

engineer and opened my first, electronics-related business

in 1989. But in 1992, when the first sex shop was opened

in Moscow, I saw this free niche in the Russian market, and

I knew I had to hurry if I wanted to get in that business. So I

did just that. As it turned out, the business is very interesting

and extraordinary, not boring at all!

Where do you see the strong points of your company?

What sets you apart from your competitors?

Andrey Eliseev: I think the biggest strong point of my

 company is the team. It consists of professionals, most of

them have been working in the company for more than

10 years, some even more than 20 years. The other strong

points, I think, are a wide range of products, our own

 successful brands, the great collaboration with our Chinese

Andrey Eliseev talks about the Russian erotic market

exclusive
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They have much more femininity,

 romance. Hence the choice of toys.

I think, the toys for couples, for

 common love games, are more

 popular in Russia then in Europe,

where women usually buy vibrators for

solo use. On the other side, toys for

gays are hardly selling at all in Russia

if they are labelled as ‘gay products’.

This whole gay theme is still one of the

taboo  topics in Russian society. 

before, but our market is moving

much faster. All the developments

that the European adult market has

experienced during 50 years, will

 happen in Russia in 25-30 years. We

are catching up to Europe, but are

still lagging behind a little bit. If we are

talking about the Russian consumer

choices, in our country, adult toys with

naturalistic shapes remain popular, in-

cluding skin colours, while in Europe,

the prevailing trend is futuristic shapes,

bright colours, and mainstream-

 compatible products. The same for

goes for the size of toys. The mini-ver-

sions of toys are very popular in

Europe, but they wouldn't sell in Russia

at all! But I need to point out once

again that the positions have already

 converging, and in another 5-7 years,

we will have caught up up Europe.

Do you think that the people

in Russia have a different

mentality from  western

Europe when it co-

mes to erotic

 products? How open

is the Russian public

when it comes to

things like eroticism

and sex in general?

Andrey Eliseev: Yes, the

mentality is different. Russian

women are not as emanci-

pated as European women.

manufacturers, the wide net of

branch offices, the high level of

 service, and the customer orientation

of the company.

Russia is the biggest county on Earth.

Do you deliver to retailers all over the

country or even across the borders?

What else makes this market special

in comparison to other countries?

Andrey Eliseev: Nowadays, we are

only selling our goods in the countries

of our Customs Union; they are Russia,

the Republic of Belarus, and Ka-

zakhstan. What sets our country apart

from Europe is that there are big dis-

tances between cities, which makes

for difficult and rather  expensive lo-

gistics. As a matter of fact, the delivery

costs from Rotterdam to Moscow are

lower than the delivery costs from Tyu-

men to Vladivostok and Khabarovsk.

We hope to see our brands in the Eu-

ropean market in the near future. We

are already working with our European

partners to make that happen.

When you compare the Russian

market to the one in western

Europe, do you see any

 differences? Or do they follow the

same trends? Do you have

 products that are selling well in

Russia that wouldn't sell in the west?

Andrey Eliseev: Russia goes the same

way the Western countries have taken

A N D R E Y  E L I S E E V
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At the same time, anal toys are

 becoming more and more popular,

but we present them as unisex toys.

Do you sell more products to the

 stationary retail or to  online shops?

Which line of distribution is more

 important for the Russian market in general?

Andrey Eliseev: We still do most of our sales in offline shops,

although the share of online sales is growing constantly.

Today, the ratio is 80% to 20% in favour of brick and mortar

retail, but the situation is changing. I think that in five years,

the ratio will be 50% to 50%.

How important are brands for the consumers in Russia?

Would you describe them as well informed in regards of

erotic products or do you still need to do a lot of

educational work?

Andrey Eliseev: Brands? Yes, in the last couple of years,

we have convinced our partners in the retailer segment

to present brand displays and to show the position of the

brands. But usually, you will encounter the following situation

if you look around on the shelves – all vibrators are on one

side, masturbators are on the other side, and all pumps

are also presented together. All brands in a mess. In my

opinion, the final customer doesn’t pay attention to brands

in Russia. He pays attention to the features and qualities of

the desired item. For example, if a couple  comes to a
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shop with the aim of buying a strap-on, they

check the size, the quality of the material, the

colour, flavour, and the way you put it on. Then

they check the price. And only after that – the

brand. From time to time, I spend several hours

behind the counter of one of our shops in

 Tyumen, and this is the conclusion I am

 drawing from my personal observations and the result of

the conversation I have with the customers. 

Today,  educating people about this field is very important.

And we do that constantly. Our goal is to explain that a

sex shop is not a dirty and bad place. That it is good to

come to our shops regularly and use the products for

 getting a variety of sensual experience and for sexual he-

alth. Our marketing department is constantly writing articles

about products which we then publish in magazines or

on  websites to attract new customers to our stores. Every

year, we present a 120-page catalogue called “The best

 products in Russian sex shops” and distribute 100,000

 copies of it. The catalogue consists of two parts: an edu-

cational part that explains all the product categories to

the reader, including an explanation why they might want

to try it and how they should use it. In the second part, 

we present the brands of our partners. The catalogue is

distributed to the shops,and  every customer coming to

the store gets the catalogue for free. With more than 500,

000 copies in five years, that catalogue has become a

real best-seller in Russia. In October, we will begin to

I N T E R V I E W
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The gay theme is

still one of the

taboo topics in 

Russian society.”

................................ 

“

Andrey Eliseev founded his

company, Andrey Co., in 1991
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 prepare the next one, our sixth edition. We invite all our

partners to present their products on the pages of this

 popular publication.

Many wholesalers in Europa are creating their own shop

brands. Do you see this trend in Russia as well?

Andrey Eliseev: Yes, the same

trend can be seen in Russia.

It is said that the Russian mar-

ket had a huge problem with

counterfeit and smuggled

products in the past. Does this

problem still exist?

Andrey Eliseev: I can’t say

that we have such a problem

now. The Russian market is

 civilised enough. But there is a problem with European

partners who break agreements and deliver products to

the Russian market that are not intended for it at all. 

For example, one year ago, you could find OVO products

marked “DE” in Russia. We found that this delivery was

from the warehouse of big a European distributor, who

can’t supply OVO in Russia for contractual reasons, 

but simply ignored this.

The European Union recently issued sanctions against the

Russian Federation. Is the erotic industry affected by this

at all? Did you feel any changes in customer behaviour

over the course of the last month?

Andrey Eliseev: Yes, the European and US sanctions against

Russia are becoming more severe. That’s sad. Strangely,

Western politicians don’t understand the mentality of the
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Russian man. No sanctions can force him to do something

he doesn’t want to do. That’s the problem!  Finally, the

sanctions will just lead to import substitution, to the growth

of internal Russian manufacturing, and to the growth of

the Russian economy in long run.  As for our  industry, I

don’t think these sanctions will affect it. That 

would be ridiculous. “The European

Union banned the supply of artificial

phalluses to Russia! " – it’s hard to

 imagine funnier headlines in the

 European  newspapers…

Well, if it ever got so far and the

 confrontation between Russia and the

Western countries were to affect the

adult business, my company would

actually benefit from it. Andrey Co. Ltd.

has been  working with Chinese

 manufacturers since 2006. It wouldn't be us but our

 competitors who buy their products in the USA and Europe

who would suffer the most. Right now, the sanctions against

Russia are not felt in our business.

Which plans do you have for the future of Andrey Co.?

Where will your company be in five years?

Andrey Eliseev: I have a plan to restructure business, to

place more focus on sales to our end customers, on our

online shop, on franchising, and on the further

 development of our own brands and product lines. 

Last but not least, I’d like to invite our European colleagues

to the 5th, anniversary expo – the project for professionals,

EroExpo, that will be held in Moscow, at the exhibition cen-

tre "Sokolniki", from October 24 to 26, 2014. It’s the only

Russian B2B event of such magnitude. www.eroexpo.ru
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In our country, adult toys

with naturalistic shapes

remain popular, including skin

colours, while in Europe, the

prevailing trend is futuristic

shapes, bright colours, and

mainstream-compatible products.”
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“
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Thomas, some time ago, you launched a special

competition at an online forum. Please tell us more

about that.

Thomas Hahn: We wanted to start a competition on

the biggest German-language forum for natural family

planning and birth control (www.nfp-forum.de), and so

we asked people to write about pleasurable sexual

 experiences they had made using a condom with the

perfect fit. The goal was to  improve the public image

of the condom because millions of people who don't

like condoms have this aversion solely because they

154 

It all began when MY.SIZE CONDOMS launched a competition on a forum for family planning

and bir th control, asking the users to write about the experiences they had made having sex

with the right condom, i.e. a condom that had the right fit. Due to the great interest in this

competition and based on the texts the users have submitted, the team has decided to pass

this information on to the trade as an authentic adver tising tool that openly and honestly

 addresses the topic of penis and condom sizes. Thomas Hahn, who is in charge of marketing

and distribution at MY.SIZE, sat down for an interview with EAN and explained how the results

of the competition are going to be published.

“Imagine what the right condom   

never used the right one. Feedback from millions of

happy MY.SIZE customers has proven that they are

 having the best sex of their lives since they are using

condoms with the right fit. Alas, many people don't know

how important it is to use the right condom; it's still a

well-kept secret, and we want to shed more light on it;

hence the idea for the competition, getting people to

talk about how their sex life improved due to the perfect

condom. We know that there are many men out there

who are also interested in having incredible sex that is

also safe sex.

MY.SIZE provides the trade with consumer reports about “sex with the right condom“

exclusive
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  could do for world peace!“
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Why is sex with a condom synony-

mous with less satisfying sex for

many people?

Thomas Hahn: Because only few

people are willing to talk about penis

and condom sizes openly, and due

to this lack of communication, they

pick the wrong condoms and end

up having sex that really is less satis-

fying. But this isn't the condom's fault.

Condoms are not bad, and they

haven't been bad in the past, it's just

that they weren't the right fit for many

men! You buy the big, best-selling

standard size condoms and expect

them to be a perfect fit. But how do

you find the standard size: You take

all the penises that are larger and

all the penises that are smaller and

find the midpoint. And since it's still

such a taboo to talk about penis

 sizes, these men blame poor sexual

experiences on the condom when

all they have to do is overcome their

inhibitions and learn about these

things. Have you ever seen TV

 commercials saying: “For risks, side

 effects, and the right condom,

please ask your doctor or pharma-

cist“? Of course not! Men are even

more sensitive than their glans, and

since the beginning of time, they

have preferred to dodge that topic

instead of manning up and saying:

“Okay, this is my penis size, so what?“

If they did, however, and if they

bought the right condom, they'd

 never have to complain about less

satisfying sex again.

How did the users respond to your

competition?

Thomas Hahn: Up to 15,000 women

visit this online forum every day, so

 naturally, our competition kicked off

a lively discussion about safer sex.

 After all, we had asked them to tell us

about the pleasures of sex with the

right condom. And while chatting

amongst themselves in the forum, the

users showed great interest in the

 other participants' sex life. In total, we

have received close to 200 answers

so far, with lots of stories that really sti-

mulate the blood flow! We were really

impressed and very, very grateful, not

just because these people were

 willing to share their experiences with

us, but also because they are having

such a great time with our condoms!

And which results did this competi-

tion yield?

T H O M A S  H A H N

Thomas Hahn (marketing and distribution MY.SIZE CONDOMS)

and Jan Vinzenz Krause (co-creator of MY.SIZE)
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Thomas Hahn: There is a great

need to talk about sex, learn new

things, show your sexuality –

 albeit anonymously. If you give

people an opportunity and a

platform to do that, they will talk

and talk and talk, and interestin-

gly enough,  taboo topics will be

the most popular ones. We also saw that women are

one or two steps ahead of men in that regard,

 actively breaking down these taboos. They also

 support their partners when they go looking for the

right condom – and they make using a condom more

fun by finding new and exciting ways of putting them

on. The jury was truly honoured to receive all of these

open, honest accounts, many of which read like a

novel waiting to happen! Even I – or more exactly,

my alter ego, Mr.MYSIZE - was  welcomed with open

arms on that forum

So, what exactly did the participants write about sex

with the right condoms?

Thomas Hahn: The funny thing is that the condom took

a back seat to the sexual activities in many texts –

 because once it's on, you hardly feel it at all. The con-

dom is often used as part of foreplay, because putting

on a condom with right fit can be very stimulating. And

as soon as it's in place, there's no

 holding back. You don't notice the

latex skin and you don't think

about it, but it's there and it's

 keeping sex safe.

Would it be okay if you shared

one or two excerpts with our

 readers?

Thomas Hahn: It's my pleasure!

And I quote “...I wrap my fingers

around his shaft and start rubbing.

“More,“ he moans. I take the bottle

with the warm gel, let it drip on my

hands and then close both hands

around his penis, squeezing it rhyth-

mically, with small movements. He

moans ecstatically, wanting more,
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so I take the condom and roll

it down his shaft with my warm,

wet hands. Now he turns me

around and takes command

again, entering me. I feel him,

feel his hot breath on my skin

as he leans forward to bite my

neck. I reach back with one

hand, grabbing him ...“

Or how about this one: “Do you remember last week,

when I measured your pride and joy?“ she asked. He

 vividly remembered them playing doctor the weekend

before, and the blood started flowing into his lap. “Here's

the result!“ she continued with a big grin as she held up

a box of MY.SIZE condoms. “Kind of like a custom-tailored

suit, just for your cock!“ Instead of admiring his growing

manhood, she started opening the box right away. With

nimble fingers, she picked one of the condoms and

started rolling it over his penis. Hm, that's much better

than what I'm used to, he thought. Not constricting at all.

But his mind was already filled with breathless  anticipation,

and once she was done and he touched her

 expectantly, he could feel how wet she was ...“

Makes for an exciting read, doesn't it?

When did you decide to use these texts and publish

them as “Seximonials“?

Thomas Hahn: We are not really certain about the

name of the book yet – so far, “Seximonials“ is just

I N T E R V I E W
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There is a great need to

talk about sex, learn new

things, show your 

sexuality – albeit anonymously.“

............................................

“

MY.SIZE is dedicated to safer sex

with the right condom
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the working title. Maybe it'll be called “Seventh  Heaven

..:“ As for your question: We simply went where the input

from the participants took us. It became clear early on

that people enjoy learning about other people's sex life

– and they also enjoy sharing their own experiences to

inspire others – as long as they can do so anonymously.

These texts tickle our imagination and they also give us

the  courage to try new things. The images these texts

paint in our minds are a beautiful, free lust generator.

How do to you go about

 rating the texts you have

 received?

Thomas Hahn: We have a

jury of seven men and

 women, and we measure

the blood circulation in their

genital area while they are reading the texts. Then we

combine the  increase in body temperature and the

blood  circulation coefficient to arrive at a conclusive

 rating. That's how we determine the  winners. Ha, ha, ha!

Have you already decided on a format for publishing

these texts? 

Thomas Hahn: It'll be pocket books, each with a handful

of stories. We will also add   comic sequences to the

 individual  stories. 

So you are going to add imagery to these texts? 

What can we expect?

Thomas Hahn: Subtle drawings, portraying intimate

 moments. We only want to show as much as is

158 

 necessary to stimulate your imagination – and leave

out enough so you can fill in the titillating details in 

your mind.

How explicit are these drawings going to be?

Thomas Hahn: Explicit enough to let people know it's

sex, inviting enough to tickle your curiosity, and vague

enough so the story can take on a life of its own in your

mind. The images whet your appetite without making

you feel glutted.

How difficult is it to promote sex with

the right condom in an  appealing,

authentic, and  stimulating fashion?

Thomas Hahn: If you like sex and

you have a knack for  writing, it's

 probably quite easy to write a great

text about sex with the right condom because the

condom is never even mentioned, except maybe as

a fun element of foreplay - after that, you forget it's

even there. That is the great thing if you pick  condoms

that have the right size. And once you've had your

fun, you just need to write about it. Of course, after a

bout of mind-blowing sex, you should wait until 

your brain can put words into letters again before 

you start putting down your  experiences. And it's 

also okay to add a little creative spice. All that's left 

to do after that is to send us your story. What matters

most to us is that the text is more than just “in, out“. 

It should convey your feelings and the joy of sex.

It should be descriptive, and it should stimulate others

to try the same.

I N T E R V I E W
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We want to create awareness

for the advantages of the

pleasure-oriented use of condoms

in an authentic, creative way.“

....................................................

“
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Do condoms really have such a bad reputation that

you need to raise awareness for condom sizes?

Thomas Hahn: Let me answer this question with another

question. If you talk about condoms, how many people

will tell you about fascinating sex? Let's be honest, more

often than not, you will see long, unhappy faces.

 Imaging what the right condoms could do for world

peace! No, seriously: Every time fun turns sour, every

time a condom rips or someone panics because they

might have contracted HIV, every time someone does

a pregnancy test full of stomach-churning apprehen-

sion, and every time someone doesn't climax at all or

climaxes too soon, is one time too many. We need to

create awareness for condom sizes. This topic can't

 remain in the shadows.

You want to distribute your seximonials via the erotic

trade. That means, the retailers can get these pocket

books from MY.SIZE and then present them as a free

give-away to their customers, right?

Thomas Hahn: Absolutely right. Our retail partners just

need to tell us how many copies they want, and we

will send them with the rest of their order. Another way

to get your hands on these wonderful stories is to like

us on Facebook, and you can download them as a

PDF file on our home page.

How can the retailers benefit when people realise how

important it is to buy the right condom size?

Thomas Hahn: What kind of advice will you give as

long as you live? The kind that is also beneficial for

you, right? And how do you feel about people who

have shared this kind of advice with you? It's the same

with the  customers in an erotic store. If the salesperson
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helps them improve their love life – and the right

 condom size results in an enormous improvement –

then they build trust. And because they trust you, these

people will come back to your store again and again.

Are you going to put the focus entirely on condom si-

zes?  Will there be no advertisement for your products?

Thomas Hahn: The texts speak for themselves – and

for MY.SIZE, of course. But this is by no means an

 advertising brochure. Of course, we won't try to hide

that we are publishing these books; we want to create

awareness for the advantages of the pleasure-oriented

use of  condoms in an authentic, creative way. So, in a

way, the focus is on great, safe sex that you enjoy not

in spite, but because of the condoms. It is pure

 pleasure if you don't have to torture yourself with wrong

condom sizes, coitus interruptus, or whatever. You can

just have great, ecstatic sex that also happens to be

safe and responsible sex. Picking the right condom size

means kicking open the door to that world. This pleasure

is the focal point of the stories in our collection. 

When can we expect the first volume, and will it be

 published in several languages?

Thomas Hahn: If everything goes according to plan,

we will present the German and English version of the

first volume at eroFame 2014. The trade convention is

an opportunity for us to test the water, so to speak. 

So far, we only have texts from a heterosexual point of

view, but we hope that we will also receive stories of

homosexual experiences so we can put them in

 upcoming volumes. All the trade members are invited

to come by our stand and tell us what they think of 

our book.
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If everything goes according to plan, we will present

the German and English version of the first volume at

eroFame 2014, to test the water, so to speak.“

......................................................
“

“In a way, the focus is on great, safe sex that you

enjoy not in spite, but because of the condoms.“

Thomas Hahn on his new promotional tool for the trade
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sex with sex toys”, as it says in our slogan. It’s our job to

make sure the customers get the best experience possible

with the products they buy from us. 

Why did you choose to start in the online business for

erotic articles back then?

Mathilde Mackowski: I’ve always been curious when it

comes to sex toys and for years, I dreamt of working with

them. However, at the time, I couldn’t find a set-up and

business partner that felt right for me. It was important for

Y ou operate different online-shops under the label

Sinful in Scandinavia. When were your shops founded

and what do they offer their customers?

Mathilde Mackowski: We founded Sinful.dk in 2008, and

in 2013, the Swedish and Finnish shops, Sinful.se and Sinful.fi,

followed. The latest addition, Sinful.no, was launched earlier

this year. All our shops offer a mix of classic bestseller

 products and popular, high-end brand products. 

From the beginning, we’ve worked hard to offer our

 customers a shopping universe with great focus on the

products and experiences they can offer. It’s very important

for us to know how all the products work and we always

 listen to the feedback given to us by our customers. 

We are very determined to help our customers “Get better
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Denmark in 2008, Sweden and Finland in 2013, 

Norway at the beginning of the year.

Those are the milestones in the corporate

history of the erotic retailer Sinful, based

in Aarhus, Denmark. From there, the online

company has begun i ts  conquest of the

Scandinavian market, and their continuous

success proves that they are onto something

with their  s logan: “Get better sex with sex

toys”.  In our EAN inter view, the company's

founder, Mathilde Mackowski, tells us how it all

began, and she also answers our other questi-

ons: Why did she decide to sell erotic products?

How is the erotic market in the Nor thern par t of

Europe different from the rest of the continent?

And why do brands play an impor tant role in

these markets?

exclusive
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“A product that delivers    
cute, non-dildo-like 

Mathilde Mackowski presents the Scandinavian online company Sinful

Sinful has shops for Denmark, Sweden,

Finland
 and Norway
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me to show and be associated with more female-

friendly and beautiful products. 

In 2008, my friend, Tonny Andersen, and I took

matters into our own hands and started Sinful.dk.

We were a couple at the time, so in a way it

was our relationship’s curiosity that drove us. 

Do you operate all your shops from a central

headquarters, or do you have offices in every

country you supply? How many employees

does sinful have currently?

Mathilde Mackowski: Most of the company is

run from our headquarters in the lovely city

of Aarhus, Denmark, where we’ve got about

20 employees. We do, however, have

business partners in all the countries we

are present in, to make sure our cus-

tomers always get a good and locally

rooted experience. 

In your opinion, does the

 Scandinavian market differ

from the markets in the rest of

Europe? Are there aspects

which are especially important

for your customers when com-

pared to the South?

Mathilde Mackowski: Scan-

dinavians love simple

 designs and that affects

their shopping behaviour.

They love products that are

easy to understand and live

up to their description,

images and, in some cases,

videos. A product that delivers is

M A T H I L D E  M A C K O W S K I

   is more important than a 
design.” .................

Because we sell

something that is so

emotional, many people

feel safer buying it

from a shop that is

 dedicated to sex toys.”

................................ 

“
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Mathilde Mackowski,

co-founder of Sinful
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Mathilde Mackowski: At the moment, our customers

love the Fifty Shades of Grey collection. However, 

it’s our close co-operation with brands like Fun Factory,

LELO, and Fleshlight that makes up one of the

 cornerstones of our business. Of all the different product

types we sell, couples-oriented products are definitely

the most popular.

The competition in the online market is fierce. What is

most important to attract visitors – and subsequently

 customers – to your website?

Mathilde Mackowski: We use all the

available online traffic channels, from

SEO, banners, and affiliate to PR. Be-

cause we are so dedicated to helping

our customers get better sex with sex

toys, we get a lot of positive word-of-

mouth and our customers come back

to our online shop again and again. 

More and more big online retailers are

entering the market for erotic products. Do you feel the

competition from these big companies? How do you

react to this change in the market?

Mathilde Mackowski: Of course, we feel that some of

the big online retailers have started to enter the market

and that, for instance, Amazon is doing increasingly well

within the sex toy category. However, because we sell

something that is so emotional, many people feel safer

buying it from a shop that is dedicated to sex toys. 

more important than a cute, non-dildo-like design,

 especially for people in Denmark, Norway, and Sweden. 

Are there differences between the countries where Sinful

is active?

Mathilde Mackowski: Denmark, Sweden, and Norway are

very much alike. However, an average order in Norway

has a slightly higher price than those in the other countries

(+30%), but this is the case in most industries in the

 Norwegian market. The Finns are the most loyal customers

and they love to use humour when they

talk about sex toys. 

Scandinavian countries are known for

their high standard of living. Does this

reflect in your sales? Are people willing

to invest more in a premium sex toy in

the North?

Mathilde Mackowski: Currently, we do

not sell to non-Scandinavian markets, so

it’s difficult for us to compare the shop-

ping behaviour of customers in the North to those in other

parts of Europe.  However, based on what the brands tell

us, I get the impression that Scandinavians are upbeat

and willing to pay extra to get the right product. 

Are there certain items that are selling especially well

at the moment? What would you describe as the

 cornerstone of your business' product range when

 looking at it long term?
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A team of roughly 20 people works in the company's headquarters in Danish Aarhus

.................

Based on what the

brands tell us, 

I get the impression

that Scandinavians are

upbeat and willing to

pay extra to get the

right product. ”

................................ 

“
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While the stationary retail

can find the right product

for each customer in a

sales conversation, this

task is a little more difficult

for the online retailer. How

do you provide advice for

your customers so every-

body gets the product

they really want?

Mathilde Mackowski:

Naturally, not being able

to have a sales conver-

sation with every custo-

mer is a challenge for us.

So to help and guide our

customers in the best way

possible, we post a lot of

online user guides and educational blog posts, and we

make sure customers can ask us for advice over the

phone, through email, via Facebook etc. every single day.

Additionally, as customer satisfaction is crucial to us, we

make sure not to over-sell our products in their respective

descriptions

One of the big trends lately has been, that more and

more wholesalers and even big retailers place their own

brands on the market. What do you think of this trend and

do you think it is a development that will persist?

Mathilde Mackowski: I definitely think it’s a trend that’s here

to stay. We already see this trend in other industries, so it

makes sense that the sex toy industry has started to adapt

to it, too. We’ve got our own Sinful basic sex toy range, and

our customers love it. They see that we’ve hand-picked the

“old classic” products as a seal of approval and an assu-

rance of quality, so they feel safe buying them. 

What do you think, how important are brands for the

erotic market? Are the customers looking for a special

brand or do other aspects, like price and functionality,

come first?
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Mathilde Mackowski: Brands are incredibly important

and there is a very close collaboration with the leading

brands in the industry. They invent new products and

show the customers new paths they can explore. It’s he-

althy for the entire industry and the customers love it. As

does the media. But it also creates a reason for the

brands to constantly improve. The more the brands are

shown in magazines, newspapers etc., the more impact

it has on the taboo surrounding sex toys. A taboo which -

luckily - is slowly breaking down, but there’s still a long

way to go. 

The internet offers some unique opportunities for rea-

ching out to the customer, like creating communities,

giving immediate feedback to requests, and providing

additional information about the products or erotic life-

style in general. Which of these possibilities do you use

and how did you implement them in your shop?

Mathilde Mackowski: We’re more traditional in regards

to connecting with our customers. Facebook, email and

phone support is where our focus lies and for us, it works

really well. We’ve got a lot of content on our site, e.g.

blog posts, guides, and videos that we can share and

use for educational purposes, guidance and entertain-

ment. Our customers really like that. 

How important are social media channels when it comes

to making your shops known to potential customers?

Mathilde Mackowski: Facebook offers good insight into

who our customers are and what they want. It’s a great

platform for us to communicate with our customers.

You are currently offering your services in the Scandina-

vian market. Any plans to expand into other countries as

well?

Mathilde Mackowski: Our focus is on the Scandinavia

market because this is where we feel at home and know

the culture intimately. I think that’s an important factor,

especially in the sex toy industry. But I’m sure a lot of

other exciting things will happen in our company, in 2015

and beyond.

I N T E R V I E W
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.................

It was important for me to show and be associated with

more female-friendly and beautiful products.”“

EAN_11-14_162-164+166_Sinful_Layout 1  30.10.14  13:47  Seite 4



EAN_11-14_00_EAN_11-14_00.qxd  30.10.14  14:40  Seite 2



168

I f  you have a new, unusual product, gett ing the market behind you is  not always easy – as

Max Hamil ton can conf i rm. She wr i tes erot ic poems and sel ls  them on greet ing cards. 

At f i rs t ,  the t rade was sceptic about the idea, but in the meantime, her project has picked

up steam, and the market is  opening up. In our EAN inter view, the wri ter explains how the

idea for these erot ic greeting cards was hatched, which chal lenges she had to overcome,

and what makes an erot ic poem great.

“I feel that the time has come to show
the world my product as I believe it is ready.”

Your business is called “The Raunchier Side”. What do you offer your customers?

Max Hamilton: The Raunchier Side offers greeting cards for occasions such as:

 Anniversary, Birthday, Christmas, Valentine and Wedding Night, also we have a small fun

line of Hot Tip cards which can be used for any occasion.  The Raunchier Side caters

mainly to the female, male, lesbian, and gay couples as the verses are quite intimate.

Alongside these is a collection of individual erotic short stories. 

How did you come up with this idea? Have you been writing erotic

poems or literature before?

Max Hamilton: The idea started around twenty years or so ago, when

a friend and I had been out. When we arrived home, her partner had

been reading an adult magazine; obviously I picked it up and read

a short story which was inside. I thought it was a little soft and

 commented that I could do better. My friend looked at me and re-

plied “go on then”. Pen was put to paper and I came up with

many short stories.  Originally they were to be sent to magazines

but due to terms and conditions I decided to hold onto them

myself. After a while I had the idea of writing sensual poems for

adult greeting cards as I believe there really is nothing in the

market quite the same. There are joke adult cards along with joke

smutty cards for adults but nothing with real feeling and meaning. 

It was this that led me to a discreet design and “pack a punch verse”. 

I have always enjoyed writing and can quite often find it had to stop,

often being marked down at school for writing more than was required. 

More recently coming up with the slogan “Just like a book, never judge

a card by its cover” and it works.

Cards with erotic poems are not a usual product in the erotic trade. 

Did you have a hard time, convincing shops to take up your products? 

Max Hamilton writes erotic poems for adult greeting cards

.................

It has been a long, hard, 

time convincing the retailers 

to take on the product.”

................................ “
I N T E R V I E W
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exclusive

Max Hamilton: “I believe the imagination

is an extremely powerful gift.”
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Max Hamilton: It has been a long,

hard, time convincing the retailers to

take on the product even though

 individuals have been very keen to

 purchase them over the years, with many

returning time and time again. Shops on

the other hand have been a little cautious

as they are so different and a little risqué

to some. As a first time exhibitor with an

extremely new take on greeting cards, it

was a nervous time leading up to the ETO

Show earlier this year,

though I need not have

worried as it was a great success with

many customers old and new visiting

the stand and generating new leads

which in itself was a huge compliment

to the business.

A lot of shops are getting more women

and couples friendly in recent times.

Do you see your product in line with

this trend? What does your target

 audience look like?

Max Hamilton: I feel that the time has

come to show the world my product

as I believe it is ready. The Raunchier

Side sells only to Adults 18+. As for a

target audience well they come from

all walks of life from those who are a

little shy to say what they would like to

do in the bedroom department or how

they would like it done to those experi-

enced and maybe want to spice it up

a little or just want that card that is so

very different.

How should your cards be sold? Do you see them as 

a stand alone product or are they more of an 

additional buy?

Max Hamilton: The Raunchier Side cards do sell very well

individually; they also compliment themed displays in

shops, for example Valentines Day.

In your opinion: what makes a good erotic poem? 
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Max Hamilton: In my opinion (and it is my opinion) a good

poem - and not just an erotic one - is written from the

heart with feelings and emotions; correct grammar in my

eyes is of importance, too.

Are you writing all the poems on the cards yourself or are

there also other authors involved? Do you use for example

poems from well known classical authors on your cards?

Max Hamilton: Every poem, short story and hot tip is written

by me; I have my style and quite like it that way. I believe

the imagination is an extremely powerful gift.

Your business is based in the UK and

your poems are written in English. 

Do you think, it is possible to translate

poetry into other languages or would

that destroy the magic of it?

Max Hamilton: No, I don’t think it would

destroy the magic of the card if it was

translated correctly. The cards have

 already sold to foreign nationals, but

so far they say they prefer it as it is in

English. I’m very open to changing

things to meet my customers’ needs.

Are you planning to release cards in

other languages as well?

Max Hamilton: Should demand be

there, yes, releasing the cards in other

languages is already marked for

 future plans.

What are your plans for the fu-

ture? Will we see different types

of cards, e.g. with drawings?

Max Hamilton: For now, The

 Raunchier Side has its feet firmly on the ground concen-

trating on the customers' needs. The future will hopefully

bring the demand for sensual drawings on the cover, 

but as yet there is not enough of a requirement out there,

even though a small interest has been voiced. 

The Raunchier Side is also considering putting the whole

collection together as one in a published book. There are

other plans for the business but I’d like to keep quiet about

those right now until I have completed the finer points.

I N T E R V I E W
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.................

I have always enjoyed writing and

can quite often find it had to stop,

often being marked down at school for

writing more than was required.”

................................ 

“
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La Jugueteria from Madrid won “Retailer of the Year“ 

Thomas Hahn (MY.SIZE)

High spirits at the Oktoberfest 

Leg Avenue Europe presented the latest

lingerie trends 

Lovely: JOYDIVISION's angels 

Jelle Plantenga presented
his Manhood line

eroFame part IV
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Sjag Kozak 

(MD Sciencelab):

Not too busy,

but great

 business

 opportunities"“
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MSX Distribution won the award in the

category “Most Comprehensive Product Line“ for Toyz4Lovers

Rebecca Anniuk (System JO)

The Creative Conceptions crew

Huda Lutz handed over the “Businesswoman of the Year“

Award to Susan ColvinThe “Womanizer“ was definitely one of the big

highlights of eroFame 2014 – here:

inventor Michael Lenke and wife 

No eroFame visitor wanted to miss out on the

opportunity to win a Porsche 911 at the

stand of JOYDIVISION
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Frank Alde (Minna Life)

The hot buzzwords of the show

were: kGoal, Womanizer, couple's

toy (every toy all of a sudden is

one), apps (everybody has one,

need it or not) and India

(everyone wants to be there)."“
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The Pipedream team

The eroFame team and the EAN team had fun at the

Big surprise for the Scala Playhouse team 

Pipedream party

More than 2,500 trade members visited eroFame

over the course of the three days 

Orion was more than happy with

the results of eroFame 2014 
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Jean Pierre Hamelin (Shunga)

For Shunga Erotic Art, eroFame is an

awesome gathering where we get the

chance to meet a lot of our distribu-

tors, wholesalers, and customers.”“
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E V E N T

Adrian Schneider and Werner Tiburtius returned

home in the company of three Awards

BMS's Steve Bannister accepted the award for

“Most Innovative Company“

Eric Idema (EDC) received the award for

“Dropshipper of the Year“

Classy: the OVO stand

Walter Kroes (Leg Avenue)

The happy visitors who won a love swing at the

JOYDIVISION raffle received their prize from

Oliver Redschlag

The success story of eroFame continues: Compared to the

previous instalments of the event, there was a bigger

exhibition space and an increase in the number

of exhibitors and visitors 
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Gérald

 Wittock

(Lovely

 Planet)

eroFame 2014

has been a

very good

show for

Lovely 

Planet.”

“
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E V E N T

More than 1700 guests attended the eroFame Oktoberfest

Great atmosphere on the dance floor

of the Oktoberfest

Hannah Lin and Helen Clyne (Topco Sales)

received the award for

Best Dolls Manufacturer

Christian Palix (YesForLov)

Proud winner of an EAN EROTIX Award:

Alexander Giebel (pjur group)
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Tonny Andersen (Sinful)

It's great to see the new trends

in the market, but the best thing

is to see all the lovely people

from the industry.”“
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The JOYDIVISION acrobat turned many heads

Dennis Jansen (Dusedo) at the presentation of the

“Best Male Brands Assortment“ award

Cheri Curry (ID Lube)

Roger van der Blom and Joep de Laet (Rimba)

were thrilled about the award for “Best Brands Assortment“

Bo Todorovic (AVE)

Cobeco took the award for

“Best New Product Line – Category Cosmetics“
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Marijn Olthof (Creative Group)

It was an interesting fair with

lots of interesting people. A

great way to get in touch with

like-minded people and to

 promote my brand Safe.”“
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Is your company in the process of creating the biggest

European database for penis sizes?

Thomas Hahn: Yes, that would be something – and we'd

call it “The Measure of All Schlongs“!!

But we are contented with the fact that about twenty

thousand people use our online tools every month to find

the right condom size!

What was your childhood ambition?

Thomas Hahn: I wanted to be a skydiver!

How did you get into the erotic industry?

Thomas Hahn: I was scared of heights, ha, ha! And I le-

arned about those smaller parachutes, the ones made

of latex! No, seriously, before working with MY.SIZE, I worked

with thousands of youths during my time as a sex peda-

gogue, educator and therapist. After 15 years in that line

of work, I decided that I wanted to promote satisfying,

safe sex. I have always enjoyed venturing into areas that

are treated as taboo subjects, and I felt it was important

to shine a spotlight on a topic that nobody seems to be

M O N T H L Y  M A Y H E M

Thomas Hahn 
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Questions & Answers

Thomas Hahn is on a never-ending mission for

the MY.SIZE brand to make penis and condom

sizes a topic people can and will talk about

without feel ing uncomfor table. Making this

job easier is the fact that Thomas used to be

a sex pedagogue and that he spent years

working with youths. That is just one of many

interesting facts we uncovered in our little Q

& A session with the likeable condom exper t.

So without further ado, here's the latest edition

of “Monthly Mayhem“.

willing to talk about openly – penis and condom sizes. I

guess in a way, it was destiny that I met the, no, THE aut-

hority on the subject, Jan Vinzenz Krause of MY.SIZE!! Since

that day, I have dedicated my professional life to promo-

ting the use of the right latex cap – and to getting people

to talk about the pleasures of sex with the right condom.

If you weren't in this industry, what would you be doing

today?

Thomas Hahn: Selling vacuum cleaners to house wifes?

Producing rubber boots? Something to do with suction

and rubber at any rate ... no, just kidding. I'd probably be

trying to create awareness for other things that are close

to my heart, like off-mainstream art and culture. And I'm

sure I'd still be working with troubled children and partici-

pating in public projects … things to do with people, cul-

ture, and communication.

What was the biggest step in your career? 

Thomas Hahn: Becoming the face and tongue for

MY.SIZE. Finding this job where I can sate my need for ver-

bal association and my love for human interaction 

Where do you see yourself in ten year's time?

Thomas Hahn: On a chaise lounge by a pool in hot and

lovely Latexas, listening to the wind blowing through the

exclusive
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How do you relax after work?

Thomas Hahn: Being proud of my

sons, taking our rust bucket for a spin

with my wife and just stopping so-

mewhere nice, going on a bike ride,

sailing, listening to and making mu-

sic, going to a concert, getting

people to give money to other

people who need it, having a beer,

barbecues, relaxing on the sofa, wor-

king in the garden, making plans for

a new house … anything, just no sex!

Ha, ha, just kidding!

Who would you consider your role

model, and why?

Thomas Hahn: Why - that's the point.

I've had many role models after my

alpha role model, my father, just took

off one day. I like men who don't

care all that much about material

things. Relaxed, clear-cut, loving, phi-

losophical people with a healthy

sense of humour who don't just think

about status symbols and what ot-

hers think of them, but have found

that there is more in life for them than

a big wallet and a big car. But I can't

seem to think of a concrete example

right this minute. And the more I think

about it, the more I realise – there

are also many female role models!

Oh, I'll have to mull over that one for

a while. I'll tell you next time you in-

terview me ...

Imagine you get to present so-

meone with a medal. Who's the lu-

cky recipient?

Thomas Hahn: Pope Francis! I am

moved by the things he's doing. He

is taking more risks than anyone else

who ever sat on that throne. An lo

and behold: God is for safer sex after

all! Vati-can change!

M O N T H L Y  M A Y H E M

cacti, with a cold drink in my hand,

reminiscing about all the condom

brands I worked with – with a hint of

melancholy, but also satisfied with

what I have achieved.

How do you envision the future of the

erotic industry?

Thomas Hahn: The earthquakes

along the edges of the continental

shelves will increase significantly due

to the use of vibrators, insurance po-

licies will be changed to address that

fact, leading to the introduction of a

whole new profession, the vibration

controller, whose job it is to limit the

excessive use of pleasure devices.

Playing with sex toys will officially be

declared a high-risk sport, and for a

time, it will even be accepted as an

official discipline at the Olympic ga-

mes, with plug marathons and vibra-

tor sprints. By that time, the market will

have grown to ginormous proporti-

ons, and then it will implode because

everybody has climaxed so often

that they simply can't have sex any

more.

What is your idea of a perfect day at

work?

Thomas Hahn: 10 hardly deciphera-

ble mails from overjoyed, cognitively

relieved MY.SIZERs who've just enjoyed

sex so sublime that they have a hard

time expressing them in written form.

I am sure that millions of people are

writing such mails each day, but be-

cause they are still in ecstasy, they

press the wrong keys and the mails

never reach me. Oh, and after that,

I'd be loading a big truck with con-

doms, thinking of al the pleasure and

happiness MY.SIZE is spreading on the

planet.

Which achievement are you parti-

cularly proud of?

Thomas Hahn: Having survived my

childhood, having a family, living in a

relationship for more than a quarter

of a century, having found a few

friends whom I can trust with my life,

knowing condoms inside out.

What do you like best about yourself?

Thomas Hahn: That I still come up

with new ideas, and that I am good

at improvising whenever something

doesn't work the way it was expected

to. I am good at talking with people,

and I have a strong sense of solidarity,

responsibility, and justice. Also, I like

to cook for my friends and I still know

how to party all night.

What song do you sing in the sho-

wer?

Thomas Hahn: David Bowie, Roxy

Music (pre-1978), Red Hot Chili Pep-

pers, Presidents of the United States

of America, Elvis Costello, The Durgas,

Element of Crime, Frank Zappa, Joe

Jackson, Heather Nova…

You have a month's holiday. Where

do you go?

Thomas Hahn: Going on tour with my

beloved band “The Durgas”, visiting

as many refugee houses and chil-

dren's homes as possible.

Do you have some good advice you

want to share with our readers?

Thomas Hahn: Talk to real people ins-

tead of chatting on the internet, sit

down and take a deep breath every

once in a while, learn to leave well

enough alone. (Ha, ha, now I only

need to learn to do heed that advice

myself!)

EAN_11-14_184-185_MonthlyMayhem_Layout 1  29.10.14  17:32  Seite 2



EAN_11-14_186-191_HS_EAN_02-10_36-40_HS.qxd  30.10.14  13:13  Seite 1



EAN_11-14_186-191_HS_EAN_02-10_36-40_HS.qxd  30.10.14  13:13  Seite 2



EAN_11-14_186-191_HS_EAN_02-10_36-40_HS.qxd  30.10.14  13:13  Seite 3



EAN_11-14_186-191_HS_EAN_02-10_36-40_HS.qxd  30.10.14  13:13  Seite 4



EAN_11-14_186-191_HS_EAN_02-10_36-40_HS.qxd  30.10.14  13:13  Seite 5



EAN_11-14_186-191_HS_EAN_02-10_36-40_HS.qxd  30.10.14  13:13  Seite 6



30th Sep. - 2nd Oct 2015
Only for trade members. Free to attend.

The international b2b trade fair for the erotic industry

Hannover Messe Halle 2 • D 30539 Hanover • Germany

Toys •  Fashion •  Pharmaceuticals •  Consumables •  Movies •  Magazines 
and much, much more

the eroFame 2015 is sponsored by:
20 Jahre / 20 Years
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Europe’s most important

trade fair for the erotic

industry 

• Only for trade members 

• Free admittance for 

  registered trade 

  members 

• In-depth conversations in

  a relaxed atmosphere 

•  International and market-

  relevant exhibitors

• Bus shuttle to the 

partner hotels 

• Catering service for 

  your customers included 

• Unique exhibition area at 

  the EXPO City Hanover 

• Oktoberfest for all 

  exhibitors and visitors

Contact:
Mediatainment Publishing
eroFame GmbH
Große Kampstraße 3
D 31319 Sehnde
Germany

Tel:  +49(0)5138 60 220 - 14
Fax: +49(0)5138 60 220 - 29
hnajeb@mpnow.eu
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www.anmefounders.com 

ANME Founders Show
12 - 13 January, 2015 • Burbank, USA

www.astkol.com 

ThaiFest 
21 - 31 January, 2015 • Khua Khin-Chaam, Thailand 

EAN_11-14_192_Calender_Layout 1  31.10.14  10:43  Seite 1












