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N E W S

bathmate to launch

consumable range at ANME 2017
b a th m a te Co n tr o l , ba th m a te Cl e a n & ba th ma te Jelq

bathmate is adding new products to their range of consumables

Horbury, England - bathmate are set to add two new products to the bathmate consumable
range at ANME in January 2017. The first of these products is the bathmate Control. The
Control is bathmate’s delay gel made completely from natural ingredients. Not only that, it
can be applied a long time before any sexual intimacy. Control has been specially formulated to help delay the orgasm.

K

ey ingredients in bathmate's Control:
Ginkgo biloba (helps improve blood circulation), Siberian ginseng (helps improve athletic
performance) and Tribulus terrestris (helps in
the production of testoterone). Control is specifically designed for safe use on sensitive skin
and mucus membranes, alcohol and perfume
free, free from parabens, dermatalogically
tested, 100% biodegradable & supplied in a
user friendly bottle. The second of these new
additions is the bathmate Clean, some will
remember that bathmate used to sell sterilising
tablets for the bathmate pumps, although
these were discontinued sometime ago they
are still asked for the tablets on a regular basis.
bathmate’s Clean can be used on virtually any
sex toy and is an alcohol-free spray designed
for use on all sex toys and is safe to use on
latex and silicone for a thorough hygienic clean.
It is easy to use, simply spray the full surface of
your toy using the pump. Wipe with a clean
cloth then rinse under running water. Then
either leave to air dry or wipe. The Clean has a

mild lemon scent. Free from parabens. These
new additions compliment the Max Out
released last year. Max Out is made with
Testostomax, a blend of 23 components
designed to boost the male libido. “bathmate
Max Out ‘Jelqing Enhancement Serum’ sets
the standard against which all other Jelqing
Serums will be judged,” the company claims.
“The Testostomax formula works in harmony
with the Bathmate Hydropump range,
providing the user with bigger, better,
quicker gains.”
The Key ingredients: Butea Superba
(a natural PDE-5 inhibitor which ‘locks in’ the
molecules, making for fuller-looking erections),
collagen (provides structural support, strength
and a degree of elasticity) and caffeine (fights
Free Radicals that may be responsible for
causing premature skin ageing) and
ginseng (can improve mood and endurance
as well as help fend off cancer, heart disease,
fatigue and erectile Dysfunction).
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letter
from the editor
Dear readers
Happy 2017 to all of you! I
hope you’ve made it through
the holidays in one piece and
that X-mas business has been
extremely satisfactory. But
while many industries are taking a little breather now, we in
the adult industry are already
gearing up for the next big date
on the calendar: Valentine’s
Day. And this year, February 14
is an even bigger deal than
usual because we will also be
getting the second part of the
Fifty Shades of Grey movie trilogy, which should have cash
tills ringing a little louder. But
the movie launch notwithstanding, this is first and foremost the day of lovers.
Interestingly enough, Valentine’s Day harkens back to
ancient Rome and the decapitation of one or several
Christian martyrs named Valentine – probably not a very
romantic event, but inspiration
is often found in the most
unlikely of places. And so, in
medieval England, the day was
declared the day of romantic
love, and the rest of the world
embraced the concept with
open arms.
Allegedly, this had a lot to do
with merchants trying to sell
more sweets and flowers – two
staples of Valentine’s Day
gifting. However, the flower
industry has mostly been in the
headlines for questionable
working
and
production
conditions lately. That leaves
chocolates. But of course, you
don’t want to overdo it with the
sweets. Thankfully, consumers
only have to turn to the adult
trade for a whole world of
morally unobjectionable and
figure-friendly alternatives.
That’s it for this month!
Randolph Heil
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Motorbunny is a breath of fresh air
in the sex machine market. Craig
Mewbourne tells us how it can lead
to interest among new audiences.
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Pipedream ramps up King Cock

production

Ma nuf a cturer a dds seco nd sh if t to meet glo ba l dema nd
Chatsworth, USA - To keep up with the overwhelming demand for
the award-winning King Cock line, Pipedream is adding a second
full-time shift to their manufacturing department. The best-selling
King Cock collection debuted in January 2015 and has
quickly sold over 1.5 million units, forcing the manufacturer to
ramp up production to match the increased worldwide demand.

T

he new shift will employ a full-time crew in Pipedream's state-ofthe-art manufacturing facility, allowing the company to double their
output and continue supplying the global demand. "When we introduced King Cock two years ago, we knew we had to develop a better,
more efficient way of manufacturing here in the states," said Pipedream
Chairman and CEO Nick Orlandino. "We built our facility from the
ground up. Now, with a second shift, we'll be able to knock out over
60,000 dildos a week! We had no idea how much of a demand there
was for high-quality American-made rubber!" With the added shift and
increase in production, Pipedream hopes to achieve a 100% fill rate by
the end of January 2017.

Important announcement
on TOYJOY Manpower Cockrings
Almere, The Netherlands - Scala
Playhouse recently offered the following
TOYJOY Manpower Cockrings for sale:
PowerDisc C ring set Black
8713221467287, Magnetic Power
Penisring Black 8713221467317, Orbit
Power Penisring Black 8713221467300 and Vortex Power Penisring
Black 8713221467294. “These products are a copy of the Endless
Cockrings made by Shots Media. By selling and delivering our
products, we therefore infringe on the copyrights of Shots Media and
act unlawfully against Shots Media. We never received permission for
the use of these Toy Joy Manpower Cockrings. We request that you
immediately return to us the aforementioned Toy Joy Cockrings that are
in your possession. We will refund the price you paid for the product /
products, as well as all costs related to their return,” the Scala
Playhouse Managing Board states.
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Lovehoney Trade Sales Team welcomes Jade Bawa
I n te r n a ti o n a l S a l e s E x e c u ti v e
Bath, England - Lovehoney are delighted to announce the appointment of Jade Bawa as International Sales Executive for Europe,
Australia and New Zealand. Jade Bawa joins Lovehoney’s award-winning Trade Sales Team from UK distributor, ABS Holdings.

J

ade’s responsibilities will include client servicing for
both existing and new clients worldwide, and
day-to-day support for the growing trade team in
exploring and expanding new territories of business.
The team are excited to have a fresh pair of eyes on
account management and look forward to utilising
Jade’s extensive experience working within distribution
channels and trade shows.
Commenting on Jade’s arrival to the team, International Sales Manager Jim Primrose said: “We are thrilled
to welcome Jade to the Lovehoney trade team. Her

Satisfyer
reaches 50 distributors
Bielefeld, Germany – According to the manufacturer
all industry is talking about the product that amazes
women, the Satisfyer Pro 2. The top selling product
from the German brand is enjoying everyday growing
popularity. This success is coming from fact that Satisfyer was able to win the top 50 distributors worldwide in a record-breaking six months, the company
says. "We are happy that we achieved this goal in
such a short period of time", says Jerome Bensimon,
Vice President of Sales for the brand.
"We are also extremely proud that
our product is among the top 3
bestselling products of all distributors", continues Bensimon. Now it is
not just the top model Satisfyer Pro 2
causing attention, the Satisfyer Pro
Penguin, the Satisfyer Pro Deluxe
and the battery-operated models,
Satisfyer 1 and Satisfyer 2 are now
also available for delivery.
Satisfyer was able to win the top 50 distributors
worldwide in a record-breaking six months
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appointment comes just in time for the next Fifty Shades of Grey movie, and we’re sure she’ll hit the ground
running at such a busy time. Jade is very knowledgeable of the industry and we’re excited to have her
onboard to assist with highly anticipated product
launches next year.” Jade Bawa commented: “I have
been aware of Lovehoney for some time and am extremely excited to join such a successful and ambitious
team. I look forward to building Lovehoney’s brands
and to getting to know clients across the world. Lovehoney is a great business and I have already been made
to feel a part of the Lovehoney Trade Sales Team.”

New at Lovehoney:
Jade Bawa
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Topco oﬃcially breaks

ground on U.S.-based laboratory
New do mestic la b p o sitio ns To p co a s lea der in p riva te-la b el & pr od u ct d evelopmen t
Los Angeles, USA – Topco has officially broken ground and is well underway on the
construction of a state-of-the-art U.S.-based laboratory facility boasting 7,000 square feet
and FDA 510(k) certification. This pioneering move will allow the iconic manufacturer to
further expand its catalog while expanding its thriving private label capabilities, enabling
more companies to depend on Topco for their lubricant, lotion, enhancement,
over-the-counter (OTC) drug, and intimate cosmetics needs.
Topco has started the
construction of a new laboratory

W

ith demand for domestically produced,
FDA-compliant intimate products at an
all-time high, Topco’s new lab is perfectly timed
to meet customers’ unique needs. A pillar and
pioneer in adult manufacturing, Topco has spent
the last six months successfully reestablishing a
reputation for quality and affordable product
development, and now the company boasts
expanded in-house pharmaceutical-grade
capabilities. This new facility will handle the flux of
Topco-branded top-sellers – including Liquid Sex,
Sex Tarts, Climax, Climax Elite, Climax Bursts,
and Hot Stuff – with the capacity to develop
new topicals and OTC drug products for
private-label clients.
“Our new facility follows local and national
regulatory direction and permits Topco to make
processed foods, cosmetics, drugs, and devices
in the state of California,” Topco COO Autumn
O'Bryan said. “We also have retained FDA
registration for the manufacture and distribution
of medical devices, a major move for our historic
company that allows virtually limitless opportuni-

ties for expanding our R&D, product
development, and private label departments.
The team and I are incredibly excited for this and
looking forward to discussing options with
customers at the upcoming January trade
shows.“ This new facility will double the size of its
current Quality Control and Research and
Development labs with a unique open floor plan
that will allow for improved scaling of batch
manufacturing, filling and packaging.
In adherence to strict Ventura County
regulations, Topco’s facility also will boast an
upgraded sanitation system with features designed to improve and streamline the whole process. “Where other companies resort to largerscale outsourcing, Topco chose to push ahead
and open windows of opportunity that ultimately
help us and our customers grow in this competitive market,” Topco Account Manager and private
label expert Omar Cantos said. “We are proud to
make the first of many announcements to keep
customers up to date on our new facility’s development and eventual ribbon-cutting ceremony.”

GVibe Mini from FT London
Flensburg, Germany - ORION Wholesale has expanded its FT London assortment: the GVibe
Mini is now available in two colours from the erotic specialist. The handy vibrator is just as amazing as the larger version, thanks to its simple design and fancy functionality: its curved shape and

The GVibe Mini is
made out of medical
grade silicone and is
delivered in a
decorative box

12

two silicone arms with two powerful but quiet
motors and six vibration modes means that it can
be used to stimulate various areas e.g. the
nipples, vagina, anus and G-spot. Men will also
enjoy the GVibe Mini because it can stimulate
the glans, testicles, anus and prostate.
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System JO welcomes Sandra van Looij
Eu r o p e a n B r a n d A m ba s s a d o r
Valencia, USA - System JO’s management announced the appointment of Sandra van Looij as their European Brand
Ambassador. She will help to satisfy a steadily increasing need for educational and marketing support in the European market.

S

andra has many years’ adult industry experience,
most recently serving as an educational executive
for a leading luxury pleasure product manufacturer.
Her primary role will be to provide JO’s European
retailers and distributors with product training and
support. Becky Anniuk, System JO’s EU Regional
Manager stated: “With the growth that we are
experiencing within Europe, it was key for us to be
able to support our customer base through
expanding the team into mainland Europe. I am really

excited to have Sandra join the JO team. She brings
with her valuable experience within the adult market.
Her fluency in Dutch, German and English will also
make her an invaluable asset to the team.” Sandra
van Looij is based in The Netherlands and began
calling on retailers and distributors already.
European resellers interested in scheduling
product training should contact Becky Anniuk at
Rebecca@systemjo.com or Sandra van Looij at
Sandra@systemjo.com.

Sandra van Looij,
System JO's new
European Brand
Ambassador
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Screaming O creates wearable

dual-prong couples massager with ‘Orny
Awa rd-no mina ted co up les to y p ro vides envelo p ed vibra tion t o t he clit or is
Los Angeles, USA – Screaming O has created a wearable version of the now-famous splittip clitoral massager with ‘Orny, a vibrating ring that features two flexible 'horns' made to
undulate and surround the clitoris with vibration.

T

he ‘Orny’s unique 'horns' tremble and flutter against every erogenous zone they
touch and gently envelop the clitoris for an allencompassing experience that has become a
go-to pleasure source by so many. This superstretchy vibrating cock ring is made of extraflexible body-safe SEBS, an affordable material
that transfers vibration without weakening its
intensity all the way to the ‘Orny’s tips – a unique delivery system that enables couples to
enjoy simultaneous stimulation and targeted
clitoral massage hands free.“We have so much
fun finding ways to turn tried-and-true vibrator
designs into affordable cock ring form, which
instantly makes them convenient and couples-

Orny is available in blue, red and grey

friendly,” Screaming O Account Executive
Conde Aumann said. “The ‘Orny has been a
favorite with customers thanks to its Vooompowered vibrating motor and split-tip shape,
which has become synonymous with a ‘surround sound’ type of experience that so many
women love. That, plus a nomination for XBIZ’s
2017 Couples Sex Toy of the Year, makes
‘Orny an absolute must-have for stores that cater to couples looking for body-safe sex toys
on a budget.” This super-stretchy cock ring fits
nice and snug (but not too tight!) around the
genitals for a powerful boost and can be worn
around just the penis or both the penis and
testicles, depending on the user’s preference.

XR Brands introduces ‘Tailz’
Collection of anal plugs featuring animal tails
Huntington Beach, USA – XR Brands has officially debuted Tailz, a new collection of playful
anal plugs featuring clever animal tails made
using sustainable materials. These intensely
erotic tools are made with bushy and furry
tails that emulate users’ favorite animals and
are available in a variety of plug shapes and
sizes, making it easy to incorporate fun fantasies into kinky and intimate play. Tailz is comprised of nine plugs made in multiple sizes
and design options that use body-safe and
animal-friendly materials, including faux fur
and turkey feathers, to recreate the tails of
users’ beloved animals. Made to be used in a
variety of role-play scenarios, Tailz lets users
create different animal “personalities” and

Tailz is comprised of nine plugs
made in multiple sizes and
design options

14

unleash their intimate imaginations with a
playful twist. “We were first inspired to create
an affordable line of animal tail plugs made for
roleplay, but as word spread we realized that
there was a growing market for whimsical designs like these,” XR Brands Director of Sales
and Marketing Rebecca Weinberg said. Available in Pony, Kitty, three Bunny options, and
four Fox varieties (including one that vibrates),
Tailz feature anal plugs made from borosilicate
glass, aluminum, silicone and TPR to give
shoppers the option of a soft or firmer feel, as
well as the option of temperature play. Each
tail is constructed from faux fur and/or turkey
feathers and can be easily cleaned with soap
and water.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 1 7
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pjur joins numerous artists to ﬁght AIDS

at 'Künstler gegen Aids'
Ga la event in B erlin

Wasserbillig, Luxembourg - This year, pjur was once again the sponsor for the Künstler
gegen Aids Gala in Berlin. The 16th annual Gala was, as usual, a complete success and was
sold out two weeks in advance. Around 1,600 guests celebrated together with artists such
as Angelika Milster, Caught In The Act and The Flying Steps.

D

uring the event, which was led by hosts
Annabelle Mandeng and Klaus Wowereit,
numerous artists participated to help the
cause and donations were collected for the
fight against AIDS. The high point of the
evening was the presentation of the "HIV
Awareness Award", which went to Anne
Momper, wife of the former Mayor of Berlin
Walter Momper, for her outstanding commitment to HIV work. More than 43,000 euros
was collected during the Gala. The MAC
Cosmetics company also donated a check
for 100,000 dollars and the ensemble from
Sister Act collected 19,000 euros for the

cause - important donations, which will be
used by the Berliner Aids-Hilfe e.V. organization in the fight against AIDS. pjur once again
participated in Künstler gegen Aids – die
Gala this year. In addition to pjur products,
the goodie bags that were distributed to the
guests also contained a small surprise. pjur
had also raffled off two tickets for the Gala.
The lucky winners collected over 3,000 euros
themselves for the Gala, gave their thanks for
the wonderful evening and, like the other
guests, had great fun representing a good
cause and collecting donations for the fight
against AIDS.

Valentine’s Day inspiration
with Scala Playhouse’s ‘Romance’ selection
Almere, The Netherlands - The special
‘Valentine’s Day’ selection on the Scala
Playhouse website is devised to help retailers
quickly and easily select the best Valentine’s
Day stock for their stores. The list of
products from own and third-party brands
has been carefully comprised by Scala
Playhouse’s team, highlighting all the top
picks for a profitable Valentine’s Day. To help
fit in with the general color scheme of this
loved-up holiday, the majority of products in
the selection centers around pink, purple and
red. Examples of items in this special
category are rose petals, massage lotions
and luxurious intimate wellness essentials

20

such as delicately scented bath products.
Retailers should browse the romantic
‘Valentine’s Day’ selection online now via
www.scalaplayhouse.com and order their
favorites soon to get their Valentine’s Day
stock sorted. With adjusted delivery times
over the upcoming holiday period and limited
stock on certain products, Scala advise to
think ahead and place the Valentine’s Day
orders early in order not to miss out on the
best deals! Retailers who are looking for
something less vanilla can also use the
special ‘Scala’s Kinky Selection’ at Scala
Playhouse online to find kinkier, fetish
inspiration for their Valentine’s Day stock.
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OhMiBod raises bar with release
of Club Vibe 3.OH wearable massager
T h e p o p u l a r r e m o te c o n tr o l to y ge ts better
Stratham, USA – OhMiBod released the Club Vibe 3.OH - a discreet wearable massager designed to enhance couples’
intimacy, passion, and excitement without sacrificing privacy. The new vibrator continues the groundbreaking legacy of
OhMiBod's award-winning Club Vibe 2.OH.

"T

he Club Vibe 3.OH offers a range of new features,
including the addition of a rechargeable, wireless
remote control and increased sensitivity to ambient
sound," says Suki Dunham, founder of OhMiBod.
"By picking up where its predecessor left off, the best
gets even better." One of the most unique vibrators on
the market, the Club Vibe 3.OH rewards spontaneity
with three modes: club, groove, and tease. In club
mode—the hallmark of all products in the Club Vibe collection—the vibrator responds to ambient sound, parti-

The Club Vibe 3.OH
is a discreet
wearable massager

cularly music and voices. Groove mode, on the other
hand, allows users to cycle through five preset vibration
patterns with the push of a button. The new tease
mode takes a different approach, helping enhance
foreplay through manual vibration patterns. Partners can
access each mode with ease using a rechargeable, wireless remote that includes a built-in microphone. Quiet
and lightweight with a velvety finish, the Club Vibe 3.OH
also features a smaller, more compact design, bodysafe silicone, and a quiet motor for complete discretion.
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Add some glamour
to your kinky fun with Fetish Fantasy Gold
Almere, The Netherlands - The Fetish
Fantasy Gold collection by Pipedream is part
of the special ‘Scala’s Kinky Selection’. This
online selection contains the best value for
money picks from their own and third-party
brands, and their experts have judged the
Fetish Fantasy Gold a must-have range for
the upcoming surge of the ‘50 Shades’ hype.
With the upcoming release of the next movie
from this naughty trilogy in February, now is
the perfect time to invest in some Fetish Fantasy Gold favorites.
The BDSM-inspired Fetish Fantasy Gold
range by Pipedream is a great choice to add
a glamourous touch to consumers’ fetish

22

play. The beautiful range of cuffs, whips,
eye-mask and other kinky novelties is
adorned with luxurious gold detailing.
One of the highlights from the collection
is the Fantasy Bondage Kit. This sexy set has
everything you need for a night of BDSMinspired pleasure. The kit includes a luxurious
eye-mask with a soft plush lining that
caresses the skin. It also comes with a
quality paddle with a faux-leather pattern.
Finally the kit offers some sinful cuffs with
fully adjustable gold buckle straps to use on
either wrists or ankles. The Fantasy Bondage
Kit is just one of the many naughty, musthave designs in the chic Fetish Fantasy Gold
collection by Pipedream.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 1 7
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Out now:
Motörhead Orgasmatron
M o tö r h e a d - T h e O f f i c i a l P l e a s u r e Co llectio n
Bath, England - Motörhead Fans will experience
‘weapons grade’ orgasms with the new Bomber
and Orgasmatron products, shipping now.

T

he new collection featuring the
Orgasmatron rockers’ iconic logo is
the second stage in the band’s collaboration with Lovehoney. The first range of
products quickly sold-out, and this fresh
batch serve as a sexy souvenir reminder
that Motörhead will eternally rock your
world. Band member Phil said: “Just like
our live shows, the next morning you will
thinking ‘what the fuck was that’ and go
to work with a big smile. Just like the
band our products are EXTREME! Enjoy
with care!” Band Member Mikkey said:
“Wherever you see, hear or feel Motörhead, you
KNOW that it’s gonna be the most powerful time
you’ll enjoy, and right here is no exception!” Motörhead – The Official Pleasure Collection features the
Motörhead Bomber Rock Hard Massage Missile –
available in clear or black glass, shaped to slip inside
for an awesome assault on your intimate pleasure
points. As an added bonus, it is heat responsive for a
weapons grade orgasm. The Motörhead War
Orgasmatron delivers the power and pleasure fans
would expect from the ‘loudest band on Earth.’
Lovehoney co-owner Neal Slateford said: “Once
Motörhead said they were happy to go ahead with
the new collection we were delighted to proceed.It
was an honour to work with Lemmy, and it remains
an honour to work with Motörhead. We’ve made sure
the new products are of the very highest quality, as
we did with the first line which the band and Lemmy
loved.” Lemmy – real name Ian Kilmister – said of the
first collection: “One of the songs on our debut album
was called “Vibrator” so we had to have our own one
day, right?” A legendary wordsmith and ‘swordsman’,
Lemmy came eighth in Maxim magazine’s Living Sex
Legends list. Motörhead sold more than 20 million
albums and had huge hits with singles including Ace
of Spades and Overkill.
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Fiﬅy Shades Darker Point of Sale
Ava ila ble since end o f No vember 2016

The POS Bronze Splash pack
comprises of: door signs, header
cards, door wobblers, hanging signs,
posters and display cubes

Bath, England - The Lovehoney Trade Sales Team are delighted to
announce that they are shipping Fifty Shades Darker - The Official
Pleasure Collection Point of Sale materials worldwide since end of
November 2016, in good time for the next instalment of the film
franchise in February this year.

T

he POS range features the brand’s sleek branding and was designed in-house by the Lovehoney design team. The Bronze Splash
pack comprises of: door signs, header cards, door wobblers, hanging
signs, posters and display cubes. Kate Hodgson-Egan, International
Sales Manager for the US & UK says: “The next collection of POS has
been designed to display the new products to their full potential, and
we urge retailers to get their orders in quickly to make sure that they are
maximising footfall to their stores early next year. Fifty Shades of Grey
continues to be the biggest brand in the industry and continues to build
in popularity - make sure you don't get left behind.” Fifty Shades Darker
- The Official Pleasure Collection consists of 13 high-quality pleasure
products, ranging from luxury rechargeable vibrators to sleek glass and
steel toys, and three couples’ bondage kits. Further POS materials will
be available early 2017.

Get seduced
by the Trésor this Valentine’s Day
Almere, The Netherlands - The luxurious Trésor vibrating egg from the
LADOU by TOYJOY range is an elegant pleasure provider with delightful
functions and skills that will make consumers go 'Oh la la'! This premium remote controlled egg is made of silky silicone that feels soft on
the skin and will spoil the senses. The Trésor offers powerful multispeed
vibrations and has a smooth silhouette that intimately caresses her body’s contours. Packaged in a beautiful keepsake box, it will instantly
catch the eye and the heart. The Trésor is part of Scala Playhouse’s
special Valentine’s Day ‘Romance’ selection. This special, online selection contains all the essential picks for a romantic Valentine’s Day
stock. With pink, purple and red colored products from our own and
third-party brands, this 'romance' selection offers an instant overview of
their team’s favorite products for a sensational Valentine’s Day.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 1 7
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Mini Marvels makes a statement
with its comic-book style look and feel

CalExotics’

Mini Marvels available

Di s c r e e t, f u n , a n d e a s y to o p e r a te
Ontario, USA - CalExotics wants to bring fun to
the bedroom with its newest collection, Mini Marvels. These products are available in four unique
styles. The silicone massagers are discreet, fun,
and easy to operate, offering ten functions of vibration from extremely powerful, USB rechargeable motors.

M

ini Marvels makes a statement with its comicbook style look and feel. The Silicone Marvelous
EggCiter has a rounded shape and little groove. For
oral sex enthusiast, the company has the Silicone
Marvelous Flicker with its flickering tip. The Silicone
Marvelous Massager is for men and women as it is
designed to fit between the fingers for an added
buzz. The Silicone Marvelous Bunny has a dual motor
design for pinpoint stimulation and power. Susan Colvin, Founder, and CEO of CalExotics says, “Mini Marvels is a complete win for retailers! It offers eye-catching packaging, vivid colors, powerful designs and a
price point that leaves everyone satisfied. Plus, each
style offers something unique, catering to a wide customer base.” Jackie White, Executive Vice President
of CalExotics, says, “Mini Marvels has been a huge
success since we unveiled it at the July ANME show.
I encourage everyone to place your orders now to
ensure you have Mini Marvels just in time for the holiday shopping season.” To help Mini Marvel’s excel at
the retail level, CalExotics is offering a free point of
purchase display with qualifying purchase, as well as
an in-depth training on the company’s e-learning
platform the CalExotics Institute. “Creating a tester
section in-store, and having a well-trained staff is a
sure fire way to make the sale,” adds White.
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b-Vibe releases Novice Plug
Novice Plug introduces beginners to backdoor pleasure with essential ‘Guide to Anal Play’
Los Angeles, USA - The Novice Plug is a splash-proof, remote control, USB rechargeable,
vibrating plug that comes in a small, easy to insert size. Packaged in b-Vibe’s signature
award-winning packaging the b-Vibe Novice Plug also includes a convenient, discreet case
that’s perfect for storage and travel.

“T

he b-Vibe Novice Plug is the perfect product for anyone that is looking to explore
backdoor pleasure,” b-Vibe Managing Director
Alicia Sinclair said. “We designed the Novice
Plug specifically for beginners. A positive firsttime consumer experience was extremely important and this is reflected in the size, shape, 6 different vibration levels, and 15 vibration patterns.
Our goal was to make this the perfect sex toy for
people new to anal play.”
Offering advice regarding everything from consent to choosing the right size butt plug and how
to prepare for anal play, the b-Vibe “Guide to
Anal Play” caters to all users with sex-positive,
gender-neutral information.
“We’ve included a copy of b-Vibe’s ‘Guide to
Anal Play’ to empower consumers with informa-

The Novice Plug is a splash-proof,
remote control, USB rechargeable,
vibrating plug

tion that can be used to facilitate conversations
about anal play with their partners, as well as
gain a better understanding of anal anatomy and
the role it plays in pleasure. b-Vibe takes pride in
being a go-to resource for anal sex education.”
Debuting just in time for the upcoming Valentine’s Day shopping season, the b-Vibe Novice is
the perfect gift for couples that are venturing into
anal play. “Anal play is a great way to experiment, to explore the body, and to build trust and
communication”, says Sinclair, “We hope The
Novice plug will enable folks to try a new type of
pleasure with their lovers.” Featuring gift-able packaging and a wireless remote control — which
works from up to 30 feet away — the Novice
Plug is the perfect gift for an extra special Valentine’s Day.

A slippery 'Mr. Grey’s Darker Choice'
Almere, The Netherlands - The Hybrid Lubricant by TOYJOY Designer Edition is one of the
best-selling lubes from the TOYJOY assortment at Scala Playhouse. The formula was exclusively developed to provide lovers with longlasting glide that doesn’t get sticky. This water
based product is safe to use with any type of
toy material and comes in a luxurious black packaging that instantly catches the eye. This unique Hybrid Lubricant is a perfect choice for
consumers who want to get their 50 Shades of
Grey on, as its beautiful black bottle is visually a
great match for any BDSM-inspired items. And
that is not the only plus, as the packaging is

26

also a match with the rest of the TOYJOY Designer Edition assortment; making it a great upsell item to slip in with any TOYJOY Designer
Edition purchase. With a price that is too good
to resist, your consumers will definitely be seduced to slip this premium quality lube in their
shopping baskets. And when a lube looks and
feels this good and tantalizing, we are sure it
would have Mr. Grey’s seal of approval.
The Hybrid Lube by TOYJOY Designer Edition
is part of Scala Playhouse its ‘Mr. Grey’s Darker Choice’ selection. This online list contains
all the best value for money BDSM-related products from the Scala Playhouse assortment.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 1 7
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Satisfyer Pro 2 was the No 1 on amazon.com in October
Be s ts e l l e r
Bielefeld, Germany - Satisfyer is very excited to have been #1 bestseller on amazon.com (Sex Novelties October 2016). A place
where you could solely buy books just a few years ago, now offers an increasing variety of sex toys.

O

n Amazon love toys are now just as much part of
the standard range as CDs, E-book readers and
clothing. The Satisfyer Pro 2 was taking leadership to
bestsellers such as We-Vibe and others by becoming
number one item sold among a range of more than
24.000 products, according to the manufacturer. “We
are absolutely amazed by this result in less than 6
month. Sexual wellness segment is growing fast
among Amazon end customers who are also looking

The Satisfyer range
continues its way
to success

for affordable prices, and we are delighted to contribute to this development. Becoming the most sold
products on Amazon is something we are delighted
and proud”, says Jerome Bensimon, Vice President of
Sales for Satisfyer. Satisfyer Pro 2 has also developed
on the constant improvement of their products. To better answer to their customers demands, there is now a
new generation of the Satisfyer Pro 2. The 'next Generation' is shipped from the end of November.
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Two new hires at bathmate
Ma ddie Duke & Igo r Gera simo v
Horbury, England -Maddie Duke will start at bathmate on the 5th January. She has previously worked for Calvista and BMW and brings with her a wealth of knowledge and experience in the adult industry.

H

er initial focus will be on providing bricks
and mortar training and support in Germany and the surrounding countries. The second new starter is Igor Gerasimov. He also
joins the company in the position of bathmate
Sales Trainer/Educator and has previously worked for more than four years in the adult indus-

New at bathmate: Igor and Maddie

try working as the training manager in Pink
Rabbit retail network and in a training centre
called the 'Academy of Love' in the city of St.
Petersburg. Igor’s initial focus will be on providing bricks and mortar training and support in
Russia. To arrange a free training please contact tim@bathmatedirect.com.

'Colorful Joy' from You2Toys
Flensburg, Germany - Four new 'Colorful
Joy' sex toys from You2Toys are now available from ORION Wholesale. The colourful silicone toys can put anyone in a good mood
and make sex extremely exciting! The two
bright red vibrators provide pleasure with
their 10 vibration modes. Furthermore, one
vibrator has a grooved shaft and the other

one has a slight pattern on the shaft for stimulation. The two butt plugs don´t just stimulate the back passage, they also have an
acrylic gem at the end that makes them look
very decorative as well. The 'Colorful Joy'
sex toys are delivered in packaging that´s
just as colourful. There is also a product description in 10 languages on the packaging.

Four new 'Colorful Joy'
sex toys are available now

ST Rubber presents JOYRIDE Premium GlassiX
Wadgassen, Germany - Extravagance in material and finish: ST Rubber wants to set
standards with its own brand JOYRIDE Premium GlassiX. The 19 forms are always unique since each toy from JOYRIDE Premium
GlassiX is handmade. The models available
so far are based on the specifications of
each design, but it is the small difference,
which makes each toy special, ST Rubber
announced. The surfaces of the glass toys

19 JOYRIDE Premium GlassiX
are available so far

28

are hard and scratch-resistant and therefore,
according to the company, guaranteed
break-proof.
All toys of JOYRIDE Premium GlassiX are
anti-allergenic, odorless and easy to clean:
Warm water and mild soap are enough. ST
Rubber’s Toy Cleaner can also be used for
cleaning. Each JOYRIDE toy has a velvet
pouch for proper storage.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 1 7
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Topco brings back fan-favorite ‘Go

Deep’ oral sex mints by popular demand
Sp ea rmint-f la vo red benz o ca ine mints ma ke it ea sy to enjoy d eeper or al s ex
Los Angeles, USA - Topco is pleased to announce the return of the wildly popular Go Deep
Oral Sex Mints, benzocaine-based lozenges that make it easier to enjoy “deep throat” style
oral sex. First introduced in 2008 and back by popular demand, Go Deep Oral Sex Mints are
fast-moving consumables made for impulse and point-of-purchase sales and give retailers a
tempting upsell that appeals to shoppers of all kinds.

O

ften imitated – but never replicated – Go
Deep Oral Sex Mints have been savvy shoppers’ preferred oral sex enhancer for almost a decade and stock is selling fast. Delivering a fresh
minty boost and a tantalizing tingling sensation,
these clever minds deliver a mild numbing effect
that allows partners to give the kind of deep fellatio that they – and their partners – fantasize
about. “Go Deep Oral Sex Mints were one of the
first top-selling Topco classics that I wanted to
bring back to the forefront, and I’m so pleased to
see our customers’ rave response,” Topco COO
Autumn O’Bryan said. “Our goal is to bring customers products that deliver strong sales and repeat buys, and when so many customers clamor

Go Deep Oral Sex Mints come in tins
of 20, and Topco is offering retailers a
convenient countertop POP display
pre-stocked with 24 tins

to get a product like this back on shelves, it’s only
logical that we make it available ASAP. Go Deep
Oral Sex Mints are the original low-commitment,
high reward oral sex supplement and we’re pleased to make them available to customers worldwide.” A true multi-use product, Go Deep Oral
Sex Mints feature peppermint oil that tingles the
tongue – and everywhere else it touches – and
benzocaine, which mildly numbs the throat.
Users can experiment with letting the lozenge
dissolve slowly during oral sex or let it completely
coat the mouth before playtime to see how deep
they can go. Topco’s clear, easy-to-read packaging details the mints’ multiple uses, ensuring
shoppers don’t miss a thing.

Stock up on ‘Mr. Grey’s Darker Choice’
Almere, The Netherlands – With the upcoming
release of ’50 Shades Darker’ fast approaching now is the perfect time to stock up
on BDSM-inspired products. In Scala Playhouse’s ‘Mr. Grey’s Darker Choice’ selection
retailers will find all the best value for money
picks, guaranteed to have Mr. Grey’s approval. The 50 Shades hype is flaring up again,
thanks to the upcoming release of the next
movie in the trilogy – 50 Shades Darker – this
February. Don’t miss out on the opportunity to
maximize your sales potential and stock up on
the best BDSM-inspired products from Scala
Playhouse’s ‘Mr. Grey’s Darker Choice’ se-

30

lection. The ‘Mr. Grey’s Darker Choice’ selection is a special category on the Scala Playhouse website containing all the best value for
money BDSM-inspired choices from own and
third-party brands. The Scala Playhouse team
has carefully selected products that combine
great quality and a very attractive pricing; making them a great pick for consumers to explore the world of kinky pleasure. The special
selection includes a great variety of product
types, meaning there is a perfect paddle,
whip, cuff of eye mask for every preference
and every level; from beginners to experienced lovers.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 1 7
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Get kinky with Doc Johnson, exclusively
at Scala and DUSEDO

B DSM p lea sure p ro ducts
Almere, The Netherlands – The new KINK collection is collaboration between ‘the Doc’ and Kink.com, resulting in a naughty line of
must-have BDSM pleasure products, made in the USA.

"I

t is our intent to do something entirely new to our industry with
our partnership with Kink," stated Chad Braverman, the
COO/CCO of Doc Johnson. "We know that creating a strategic collaboration with the team at Kink allows us both to align our creative
forces for enormous potential. Using our combined resources we
aim to create a complete Kink lifestyle experience via a curated collection of intimate products manufactured by Doc Johnson. The result of this collaboration will be game-changing." One of the upcoming highlights from the KINK collection by Doc Johnson at Scala
Playhouse is the pleasure Power Wand. This sleek massage wand is
designed to thrill, combining mind-blowing vibrations and lustworthy
design. Make it even more intense by adding one of the amazing
matching wand attachments. Consumers have a choice between the
Vac-U-Lock attachment; which allows you to attach your favorite
Vac-U-Lock dongs, the Anal Beads attachment, the G-spot attachment and the naughty cock stroker and cock teaser options. All
these attachments are made of premium materials and add a whole
new dimension to your massage wand fun. Explore the different sensations and collect all the attachment for a truly mind-blowing selection of intimate play! Retailers can discover KINK by Doc Johnson
at Scala Playhouse and DUSEDO Distribution.

Pocket Pouch
Hauppauge, USA - This new collection from Male
Power is made from cool, breathable cotton
spandex, offering support while also keeping cool
and dry. It is an undergarment suited for working
out, as the featured pouch keeps everything
Sporty and sleek
firmly in place while preventing chafing. “The design is pure Male Power – sporty and sleek, with a branded logo’d waistband that lies flat underneath clothes, keeping you looking fit and trim,” the
company stated. Different styles are available: mid length pocket short, pocket jock and pocket thong.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 1 7
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Fun Toys LLP changes its name
Lo rem ip sum do lo r sit a met, co nsetetur sa dip scing elitr
London, England - FUN TOYS LLP has been renamed into FT LONDON LLP as of Dec 2,
2016. For almost five years of successful work at the world market of adult industry, FunToys has approved itself as a brand with its headquarters in London, United Kingdom.

“T

he high-end design, accurate functioning,
innovative shapes, 1-year warranty, artistic
packaging of FT products, and premium customer service are in line with the European level and
standards,” the company said. The name was
changed to reflect the British spirit and the British
belonging of the company. The second change is

the packaging and little by little all the packs will
be changed with the new logo. FT London asks
its partners to use the new name, FT LONDON
LLP, in all correspondence and internal data.
Also, please note that starting from Jan 1, 2017
they will be using @gvibe.com as the main mailing address instead of @funtoys.info.

Cottelli Collection Party
Flensburg, Germany - The new collection from
Cottelli Collection Party is full of erotic surprises
because it has redefined 'the little black dress'
and has fancy outfits that show off female assets
in an amazingly sexy way. That is why the designers have mainly used skin-tight wetlook material
that is extremely figure flattering. These exclusive
outfits offer breathtaking looks for women who
love to be fashionable. The outfits are, as always,

Now available from ORION Wholesale: the new
collection from Cottelli Collection Party

high-quality at great prices. Let´s party!
The new collection from Cottelli Collection Party is
now available from ORION Wholesale. It will, of
course, be delivered in the new Cottelli packaging
made of a high-quality cardboard box that can
also be used as a gift box. This cardboard box is
covered in an additional slipcase with a detailed
image of the respective product, as well as a description of the product in nine languages.

Steamy Shades now available from ST Rubber
Wadgassen, Germany - ST Rubber has developed Steamy Shades, a brand that specializes in
soft BDSM products. ST Rubber describes the
brand as 'sensual, captivating and also feasible
for unexperienced people'. The Steamy Sha-

des range currently comprises 26 items and is
constantly being developed further. “Shapely in
design and, at the same time, highly functional,
of extraordinary quality in the choice of materials
and processing,“ explains the manufacturer.

B Swish reveals the Bthrilled Classic
L

os Angeles, USA - B Swish revealed the
new Bthrilled Classic, a wand massager
which joins B Swish’s Classic Line of personal
massagers. According to the manufacturer the
Bthrilled Classic sets itself apart from other
wand massagers by providing the rumbly vibrations of a fullsized wand in a modern and compact design. The Bthrilled Classic’s head is
wrapped in body-safe silicone, which is velvety

Bthrilled is available in three colors,
including Black, Rose and Jade
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soft and glides across the skin effortlessly. The
neck is flexible for targeting the most sensitive
areas, and the entire wand is waterproof. All
five functions are controlled via an intuitive click
button, backlit for night time play and power
comes from 4 x AAA batteries. The Bthrilled
Classic has a MAP of $39.99 and as a member
of B Swish’s Classic Line of personal massagers arrives in packaging with travel pouch.
w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 1 7
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Venus from
TwoEmotion

A combination of

unique design and technology.
ex c l us ive

Sex Tech ma de in Austria

Most people probably think of
the Roman goddess of beauty
and love when they hear the
name Venus. But come April,
a new connotation will be
added to this name: “Venus is
a handy, stylish vibrator filled
with modern technology such
as wireless charging, Bluetooth, and an exclusive app,”
explains Raphael Timon Kedl,
giving us a short overview of
the new product he hopes to
launch in a few months’ time.

The company behind Venus is called TwoEmotion. Kedl describes it as “a modern company
with employees and partners from many countries.” The team is dedicated to quality: Plans are
to launch Venus with a five-year warranty, only reliable electronic components of the latest generation will be used, and when it comes to product
hygiene and safety, no compromises will be
made. Of course, modern consumers are not just
interested in the design and look of a product,
but they also care about what’s under the hood,
so to speak. This is where TwoEmotion want to
really shine. “The core features are: remote controls, vibrations in sync with music, online connectivity with a partner who can then control the
vibrator,” Raphael explains, pointing out the advantages of the app. But that’s not all. Shortly after starting their crowdfunding campaign, which
will hopefully make the vibrator a reality, the inventors have already received lots of feedback on
Facebook, including numerous suggestions for
new features. The main reason TwoEmotion decided to take the crowdfunding route was independence in financing the project, but this strategy
also allows them to communicate with the fans of
their project before Venus enters production. This
way, they can still tweak the vibrator to adapt it to
the wishes of future customers. What’s more,
Raphael Kedl tells us, the team has established
many contacts within the adult industry since
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starting the project, gleaning new insights that
have broadened their view on vibrators. “We learned about new possibilities, for instance virtual
reality, and now we are in the process of redesigning Venus so we can add this feature at some
point,” Raphael says, giving us an outlook on the
future of the design vibrator.
Of course, we also asked him about another hot
topic that keeps popping up in the world of vibrator apps and internet connectivity: data protection. Raphael stresses that user data will be
perfectly safe, and that TwoEmotion are working
with experienced pros in this field to protect Venus buyers. “Discretion is a big deal for us. There
will be no data mining and all data will be secured
and encrypted.”
Lastly, we want to know: What is more important
when developing a vibrator nowadays, the design
or the software? The founder of TwoEmotion
finds an answer that is as diplomatic as it is philosophical: “The eyes need to be happy when they
see Venus, and the body needs to be happy
when it feels Venus.”
Raphael also has news for fans of the extraordinary: Apart from the regular version, there will be
a special edition, named Venus Gold. As the
name suggests, this vibrator is going to be made
from gold, with each toy manufactured individually upon customer request. The price: USD
15,000.
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Will e-commerce keep on booming?
O nline tra de – th e mea sure o f a ll th ings?

ex c l us ive

contra
Yes, growth rates in the online segment are
speaking for themselves, but if you break them
down you will see that the ones benefitting the
most from this development are the big online
companies. These usual suspects keep
adding to their market shares, and the ecommerce market looks more and more like
an oligarchy, with a handful of dominant
players. The rest have to content with the
crumbs that fall off the big boys’ plates.
Looking at it from the viewpoint of a producer,
this situation may not be so negative, after all,
they still sell the same volume of products, or
maybe even more as the big sellers keep
growing. In the long run, however, this development could force producers into a state of
dependence, meaning that contractual terms
and prices are dictated by the big commerce
companies. And that, in turn, might push small
producers to the fringes of the market even
more because they can’t afford to match the
low prices, short delivery times, or volumes.
And if you look at this scenario through the
eyes of the trade, well, then you might
wonder: How are small online shops even
going to survive when so much of the market
is dominated by so few? Of course, things are
not quite that bleak, after all, many successful
online concepts have cropped up over the
course of the past years. Be it individualised

Matthias Poehl,
editor in chief

No matter which sources you
consult, the general tenor is
always the same: The ecommerce business keeps
growing and growing. It’s no
wonder people say that 'this is
the market of the future and
that 'business is found online'
these days. The adult industry
has obviously not been
exempt from this development. But the bare figures
rarely tell the whole story, so
let’s take a closer look.
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customer service or a focus on certain niches,
the market is full of examples of smaller stores
that manage to thrive even in the face of
mighty competition. That notwithstanding,
it will become more and more difficult for
everyone involved to secure a piece of the ever
growing e-commerce cake.
And of course, that’s just one side of story.
I guess I don’t have to tell you that growth in
the online segment has come largely at the
expense of the brick and mortar trade. It
remains to be seen how that segment keeps
developing in the future, but dramatic changes
are not to be expected. And while that probably means no explosive growth, it also means
no withering away. No matter what some
prophets of doom and gloom have to say, the
tried and true concepts of the brick and mortar
trade still appeal to a large group of consumers who enjoy the shopping experience in
walk-in stores. And if you listen to the official
announcements from the big e-commerce
behemoths, you may have noticed that several
of them are contemplating opening their own
brick and mortar stores. If you look at today’s
heterogeneous target audiences and dynamic
markets, tapping into multiple sales channels
is the way to go. Consumers use several
channels in parallel when they shop for a
product, and companies have to be able to
offer multi-channel sales options to keep up
with them. And that combination of brick and
mortar and e-commerce - that is the market
of the future.
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It has become an annual tradition
that the online trade presents new
record figures, and there’s no
reason to believe that this latest
holiday season was an exception
to that trend. The average European spends about 480 euro
shopping online every year, with the overall turnover exceeding 180
billion euros. That is a lot of money, but unfortunately, most of it is
netted by the big e-sellers. Market consolidation in the online trade is
quickly progressing, and at times, this development can be
accompanied by peculiar methods and short-sighted prices.
Still, the important thing here is that there is growth, and while
the smaller online retailers may not feel it quite as much, they still
benefit from this development. Of course, they can’t compete with the top
dogs, but as long as they know how to position their shop, they can grow
and prosper. Put differently: When the pie keeps getting bigger, it’s secondary
who gets the biggest piece. In the end, everybody has more on their plate.
What’s more, small sellers can also harness the growth and popularity of the
e-commerce giants by putting up marketplace offers on those sites. At any
rate, there’s still lots of room for growth in the online market. In Germany, for
instance, online sales only account for 13% of overall retail turnover at the
moment. Expect this percentage to keep growing for quite some time.
Start-up costs in the online business are still relatively low, there are many
agencies offering to help newcomers for a reasonable price, and with a little
technical know-how, most people can get their online shop off the ground all
by themselves. Of course, there are recurring costs as you go along, from
return shipments to legal protection and the daily management of the
website, to name just a few cost factors. But once you’ve taken all the
necessary steps, once the foundation for online success is laid, your shop
will benefit from improved visibility in the online marketplace. Admittedly, you
won’t create a second Amazon this way, but making that your goal would be
highly unrealistic. The important thing is to focus on your strong points, and in
the adult trade, that may well mean finding your niche. Online retailers should
try to offer the same advantages that set specialised stores in the brick-andmortar segment apart from big department stores: a carefully selected range
of products and professional advice that goes beyond just knowing what
you’re selling. Gaining the consumers’ trust is an invaluable resource in the
online world. The combination of online and offline is something we’ll be
seeing a lot more of in the future, and there may also be other, new opportunities arising over the course of the next few years. In any case, it is a given
that the internet will play an increasingly important role, not just in retailing,
but also in marketing. So if smaller retailers don’t want to be left out in the
rain, they should know this and prepare accordingly.
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They never look at porn

the same way again.
ex c l us ive

VR a nd Po rn

At the moment, few technologies elicit as much enthusiasm
as the latest generation of virtual reality headsets. Ever
since Facebook shelled out
two billion dollars in 2014 to
buy VR goggle producer Oculus Rift, it has been clear that
this is big business. Last year,
the technology found its way
out of the labs and into the
consumers’ hands in a big
way, and companies from a
variety of markets have jumped on the VR bandwagon –
including the adult industry.

I

f you want a to enter the virtual reality, you first
need the right headset – usually boxy goggles
that create a new world before the user’s eyes.
A variety of models from numerous producers
are available right now, ranging from rather
simplistic devices that require a smartphone all
the way to fully-fledged VR machines that cost
close to 1000 dollars.
The former option – the Google Cardboard –
utilises of the computing power and display of
a regular smartphone. A simple solution that
doesn’t cost a lot of money, and as Todd Glider
explains, it is little more than a 'gateway drug'
to the world of VR: "They don’t deserve a place
on the shelf alongside your other gadgets,“
says the CEO of porn platform Badoink. The
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company is one of the pioneers when it comes
to pornographic content for VR systems. Launched in 2006, the website has spent the past
two years focussing on VR porn. "These devices are here to give you a taste, and encourage you to purchase something better—like
Gear VR, Oculus Rift, HTC Vive“, Todd adds,
summing up the capabilities of simple VR solutions.
Proper headsets obviously offer better quality,
but they also put much more strain on the consumer’s wallet. For instance, the going rate for
an Oculus Rift headset is roughly €700, Vive
from tech company HTC even costs €900.
Compared to that, Samsung’s Gear VR Headset seems like a bargain at €90, however, you
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also need one of the Korean producers’ latest smartphone models. Owners of
Sony’s Playstation 4 can also choose another option - a VR headset created specifically for the gaming console. It costs €400, and at the moment, it is
the most widespread VR solution.
As Todd Glider adds, it is these prices that make
Google’s new VR project, named Daydream, so interesting. Basically, it is the next evolutionary step up
from the Cardboard, i.e. another smartphone-based
solution. However, the software is tailored to the requirements of VR, allowing for more complex, more
immersive experiences and greater ease of use. The
first Daydream-compatible smartphones are already
available on the market, and soon, more will follow.
The price for this VR system will be somewhere between the simple Cardboard models and deluxe
headsets such as HTC and Oculus, meaning Daydream will offer acceptable quality for the masses.
“Most people are not going to jump from cardboard
to Oculus Rift or HTC Vive. They’ll jump to a midrange device,“ Todd explains. “With Google Daydream, we see many, many more manufacturers
agreeing to release phones supporting the platform.
That gives the entire market a nice kick.“
Navigating the virtual worlds often requires a controller – held by the user like a video game controller – or
cameras that enable motion controls. But when it comes to pornographic content, there are a lot more
options because numerous sex toys are VR compatible, allowing for the most immediate experience of interactivity.
One such toy is SenseTube, a masturbator developed by up-and-coming company SenseMax. “SenseTube can be used as just a masturbator, but you can
also synchronise it with our SenseNow app to enjoy
VR videos,” says Dominique Lecapre of SenseMax.
“These 360 degree videos are connected to the
SenseTube, meaning that the images follow the
motions of your hand.” This combination of what
the user sees and what the user feels is one of the
greatest elements of the new VR technology, making for a truly unique experience.
But before consumers can enjoy this kind of automated stimulation, the videos need to be adapted
accordingly. So-called meta data has to be added
to account for the movements of the toy. Eddy Olivares, CEO of Lovense, explains the process: “This
meta content tells the toy what to do. It basically
requires someone to go through every second of
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the video and ensure the meta data syncs properly,
like someone would do if they were subtitling a video.“
Lovense currently have two products that are compatible with VR films, masturbator Max and vibrator
Nora. The meta data post-processing that Eddie described is similar for all sex toys, and at the moment,
this process falls on the shoulders of the VR porn
producers themselves. However, producers often use
different formats for their content, meaning a standardised process is not in the cards right now. Also,
many content producers don’t have the time or money to invest in this kind of post-processing. “We
have some patent-pending software that will resolve
this issue, allowing anyone to easily create and share
a meta data file,“ says Eddy, describing his solution to
the problem: “We envision content viewers creating
the files instead of relying on getting partnerships or cooperations with the
content producers.“
Another product that can be synced up with VR porn is Kiiroo,
which was developed in collaboration with masturbator pioneer
Fleshlight. “The process of adding machine instructions to a VR
video is partly manual and partly
automated,“ says Maurice Op de
Beek, CTO at Kiiroo. “Our aim is to
make this process fully automated, but this will take some
time.“ However, that
does not mean
that users
Eddy Olivares,
Marketing Manager
of Lovense

EAN_01-17_42-44+46+48-VR_EAN_00-16_00-00_Redaktion 21.12.16 14:58 Seite 3

can’t already enjoy Kiiroo-optimised content
today. When the toy is used, the required
data is automatically uploaded from the server onto the device.
There are also developments on the content
side of things. Films and games are created
particularly for VR. “Virtual reality can be divided into two categories – 360 degree videos
and computer generated imagery,” is how
Dominique Lecapre describes the possibilities users can choose from. “Both technologies help to create awareness and
demand for virtual reality content,
but what’s really furthering this
development is that online giants like Facebook and Youtube are starting to embrace
360 degree videos.” There is
particularly strong growth in the
field of 360 degree porn videos. Today, even the big
“free” portals offers VR content. Apart from that, there
is a number of paysites that
focus on high-quality VR
scenes. At realitylovers.com,
for instance, users can
choose from more than 60

films that have much higher production values
than you usually get with this type of content.
René Pour, head of Reality Lovers explains
that, compared to regular productions, the
aspect ratio in VR videos is much wider,
which means that you have to plan accordingly when selecting a location and setting up
the lighting. And shooting the scenes is not
the only thing that’s more demanding; the
post-production process, i.e. putting together
the videos, is also much more elaborate, with
new things that need to be taken into account. But as René emphasises, the work is
worth the while because the result is truly
stunning. “You think 'hey, I’m really in this!'”
At the moment, everything is passive, and the
user is 'only' an onlooker, but still, the experience is much more intense than what we’re
used to from 2D productions.
At the moment, there is no concrete data on
how big the market for VR porn is or how big it
can get, i.e. how many users can be interested
in this type of content. “Anyone who says they
have that data is being somewhat disingenuous,“ says Todd Glider. At any rate, the VR
market share is still very small when compared
to the traditional entertainment and porn market. ”Broadly, it’s important to remember that,
for all the fanfare, hype and truly inspiring VR

Maurice op de Beek, CTO at Kiiroo (l) and Todd Glider, CEO of Badoink (r)
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programming available, VR as a tech is still incredibly
embryonic.“
Nonetheless, the hype surrounding VR is justified,
Todd continues. This technology offers intriguing opportunities for the future. For instance, imagine how
the increasing popularity and availability of VR could
change the cam girl market. “We are currently working with liveVR where you can be live in the room
with your favourite porn star and feel her every
move,“ says Op de Beek from Kiiroo, granting us a
peek at future content for VR products. However, it
will be some time before these videos will be available
to consumers.
A positive side effect of the exclusivity of VR pornography is that consumers are more willing to pay for
such content. According to Todd Glider, they don’t
look at VR content as just jacked-up standard porn,
and this difference in perception is one of the main
reasons why BadoinkVR has turned into a highly profitable enterprise. Todd feels that video sharing sites –
the reason why many users are unwilling to spend
money on content anymore – are the smallest
common denominator when it comes to the consumption porn videos. “They’re McDonalds and
Taco Bell,“ he says. “VR porn, by comparison,
is sitting down at the best steakhouse in town.“
René Pour also feels that there is a bright future
for this kind of content. “The consumers’ readiness to pay is definitely greater,” he says in answer to the question if consumers are willing to
pay for his videos even when there is so
much free content floating around the
internet. As far as targeted traffic
is concerned, the conversion rate is about 15 times higher than the
conversion at traditional paysites.
Many experts
share the assessment that
the market for
VR hardware
and content
will see tremendous
growth
throughout
the next years, inside
the adult reRene
́ Pour, CEO
of Reality Lovers
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alm as well as in the mainstream market. A
Goldman Sachs study that was already published in early 2016 predicts that, by 2025, 50
million to 300 million VR headsets will be sold.
Compared to that prognosis, the actual sales
figures for 2016 seem rather sobering. While
there are no final sales figures for the year yet,
market researchers expect that, over the
course of the past year, less than three million
VR headsets actually found takers. Nonetheless, industry experts believe that 2016 was a
big turning point in the history of virtual reality.
The first truly user-friendly products saw the
light of day, and we got a lot of improvements
as far as content was concerned – be it adult
videos or other types of virtual reality content.

Dominique Lecapre,
co-founder and
Managing Director
of SenseMax
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So it’s no miracle that many companies in this
segment are very optimistic about the future:
“Eventually, more devices will be connected to
one VR storyline and then you will start to see
augmented reality, where you will have the
porn star in your room,“ says Op de Beek,
sharing his vision of adult VR content in the
near future. Lovense CEO Olivares also believes that increased hardware sales are more
than probable, however, he doubts that the
technology will be making any big leaps in the
next few years. Also, he adds, the adult industry depends on the big players in the VR segment, and content producers have little choice
but to follow the trends dictated by the big
guys. “Mass consumption of VR is likely 10-20
years away,“ he says. „Until that happens, and
we see how VR in general is being consumed
at scale, it's hard to predict the future connection between sex toys and VR content.“
Badoink VR is more bullish as far as the immediate future is concerned. The larger number
of headsets that hit the market will get more
people to experience virtual reality content.
The biggest challenge right now is to invite
new consumers to put on such headsets for
the first time so they can fully immerse themselves in the illusion. This is also true when it
comes to VR porn. "Once he or she puts on
the headset, there’s no going back,“ Todd
Glide explains. “They never look at porn the
same way again.“
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Five distinguished awards and

successful innovation in 2016 …

ex c l us ive

… with p lenty mo re in sto re f o r th e new yea r

Brand-new products for men,
five awards, and plenty lined
up for the new year – pjur puts
yet another successful year
under its belt and is eagerly
awaiting the future. It will be
offering something new,
something that will both surprise and delight pjur fans.

pjur group’s hard work
and dedication were
honoured with five
awards in 2016

2016 – A look back
pjur kicked off the year with its successful 'pjur
profits' campaign and the marketing of two new
pjur displays: a white version that focuses
specifically on the target group of women and a
black version that is ideal for presenting
top-selling pjur products. Over a period of six
months, the 'pjur profits' campaign offered
retailers extensive support and contributed to
improved turnover and sales expertise.
And the success continued in May when the pjur
group received two AdultEx Awards in the 'Best
Lubrication/Lotion Product Range' category and
founder and CEO Alexander Giebel received an
award for his 'Services to the Industry'. In
addition to the awards, the newly launched
2016 products at the trade show in Australia
took the spotlight.
Three brand new innovative products received a
warm welcome in Australia: pjur MAN STEEL Gel,
pjur MAN XTEND Cream and pjur superhero
STRONG performance spray. Men were
obviously the target group for these products.
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pjur MEN XTEND Cream contains a new
combination of ginkgo and ginseng extracts.
When applied regularly, the product can benefit
circulation and have a stimulating effect. pjur
MAN STEEL Gel contains paprika extracts and
can provide a stimulating and exciting lovemaking
experience. The third innovation was a brand
new product in the superhero series. The pjur
superhero STRONG performance spray is
enriched with ginger and has been specially
designed for prolonged enjoyment for men. For
men, who want more.
'Time to watch yellow' was the theme at the
2016 eroFame trade show. All of the visitors were
invited to take a peek through the yellow glasses
– to see the world from the perspective of
Alexander Giebel. pjur also left eroFame with
several awards: a SIGN Award for 'Best Lube
Company of the Year' and two EAN awards for
'Best Branding' and 'Best Product Line –
Category Consumable – pjur MAN'. This year,
pjur had yet another surprise up its sleeve when it
gave away two Apple Watches® designed with
sleek, pjur-yellow straps.
In order to achieve all of this, eight new
employees were brought on board over the
course of the year. pjur gained new talent in
Customer Relations and Sales, as well as in
Project Management and PR and Marketing. "We
are excited that the pjur group is experiencing
such strong growth. The international success of
our products and strengthening of our business
relationships go hand in hand with a growing
demand for personnel," said Alexander Giebel.
2017 – A sneak peek
While the focus of the 2016 products was mainly
on men, in 2017, both men and women will share
equal attention – and mutual enjoyment. Brand
new pjur products offering hours of pampering,
relaxation and tingling pleasure are sure to be a
resounding success once again. Plenty of
promotional activities are also planned for 2017.
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Salesperson or advisor?
ex c l us ive

Magda Kamińska and Łukasz Ociepa are customer advisors at Secret Place, an erotic store in Warsaw, Poland

„

Secret Place in Warsaw is not
your regular adult shop.
Everything has a unique flavour, from the exterior of the
boutique-style store to the interior design, the product
range, and the way these products are presented to the
customers. And the sales staff
aren’t your usual cash register
jockeys, either. EAN talked
with Magda Kamińska and
Łukasz Ociepa about their
daily work at Secret Place.
The resulting interview demonstrates how diverse and
demanding work in the adult
retail trade actually is and
which challenges the staff of
these stores are facing nowadays.

Is the distinction between adult store and sex
shop necessary? And how does Secret Place
differ from other places of this sort?
Łukasz Ociepa: Erotic stores and sex shops are
two completely different things. Well, at least this
is my view. The term sex shop
evokes negative
associations; I associate it
with the 1990s, with a lady
who has no knowledge of
the products which in turn
do not meet the customers’ intimate needs. As for
the product quality, a sex
shop stands for some sort of
marketplace or bazaar
atmosphere, real sexuality is mocked rather
than enjoyed in
good taste.
Magda
Kamińska:
Erotic stores and
sex shops are two
different stories, the
same way that a designer clothing boutique is different from
a casual clothing
store. An ordinary sex
shop is just a store that
offers various products
of various quality and of
various aesthetics (not
necessarily positive). Our
store’s offer only includes
top-quality products and is
devoid of products which
ridicule sex instead of celebrating
it and improving its quality.

The dynamic duo of Secret
Place: Łukasz Ociepa and
Magda Kamińska

Which types of customers
frequent your store?

54

Magda: The boutique’s offer is in fact intended for
anyone: women and men, singles and people in
relationships, persons of any age –from early
adulthood to old age. Everyone will find something suitable. There is no person who would not
find a product that can improve the quality of their
sex or health. Generally speaking, our customers
are people who look for diversity and
sometimes solutions to particular
problems such as erectile dysfunction, inability to have an orgasm, or just boredom in sex.
There are also people who
simply like to have fun and
visit us for that reason.
Łukasz: All adults are
potential customers,
there are no limits or
restrictions. Therefore,
we cannot provide a
detailed profile of the
customers who come
to our store. Certainly,
women account for the
majority. In a
relationship, they often do
the shopping and they are
also more willing to explore
their sexuality than men, in
particular heterosexual men.
When couples visit us, the
man usually pays and the
woman makes the
shopping decisions.
Funnily enough, if a
couple wishes to buy
lingerie, it is either a joint
decision or it is the guy
who makes the final
decision. It is really hard to
define the boutique’s customers. All kinds of people
come to Secret Place.
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Are the sexual interests of the Polish consumers
changing? Did Fifty Shades of Grey have an impact on
their preferences?
Łukasz: There’s increasing interest in sexuality and an
awareness of its complexity. Did this film have an
impact? Media promotion definitely put sexuality in the
centre of attention in the eyes of many people, and
some practices have stopped being a taboo. Frankly
speaking, when I talk to our customers in the store, I get
a different feeling. What really broadens their awareness
is a professional talk in the store – about how to use
products, how to mix and match. These are intelligent
adults but sometimes it is necessary to explain some
things in a simple, clear, and transparent way.
Magda: The film definitely opened many people’s eyes
when it comes to BDSM. It encouraged our society to
consider the use of sex toys, weakened taboos and,
generally speaking, it made 'doing it' differently acceptable. Many customers are afraid of being stigmatised if
they choose to use adult toys, irrespective of whether it
is a vibrator, handcuffs, or trowel; they will be classified
as people who cannot handle sex on their own, who are
perverts. The film has helped people overcome some of
these barriers. It is difficult to say if the the story of Grey
encouraged people to try these particular practices, but
they surely helped them open up in a way and show
them that toys can be cool and acceptable.
toy functions and modes
cannot guarantee that we
provide the customer with
S U R E TH E C U S TO M E R S
suitable advice. Having
experience with various
G E T W H AT TH E Y N E E D
types of toys often helps
dispel doubts when a
A N D B U Y TH E M O S T S U I Tcustomer asks 'Did you
use it?', 'Which is the
ABLE PRODUCTS.”
best one'?, 'Which would
MAGDA KAMIŃSKA
you choose if you were
me?', 'What do you
recommend?' I cannot say
which product is the best choice
for a customer without them giving me
some information to work with. The best
product is the one which guarantees the greatest
pleasure but it is the customer who knows what he/she
likes or what his/her partner enjoys.

„ O U R G O A L I S TO M A K E

Are you also offering Fifty Shades-related
products at Secret Place?
Magda: Products marked with a logo of Fifty
Shades of Grey arouse interest because
customers know the books and the movie,
and therefore, the logo gets them curious
about the products and the entire brand. They
expect that the products are used in, or
inspired by the film in a way. This definitely
facilitates the sale.
How important is specialist knowledge if you want to
sell adult products? What requirements do you have to
meet in this job?
Magda: Knowledge is very important. Firstly, there is an
anatomical knowledge, you need to know the
arrangements on the inside, then there’s a knowledge
of materials, safe use, and a general knowledge of the
adult market. All of this is crucial because we want to do
our best to help our customers. Our goal is to make
sure the customers get what they need and buy the
most suitable products.
Speaking of requirements… Experience is definitely
another one. We are required to have a comprehensive
knowledge of the products. A superficial knowledge of
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So you need to know each product inside out to be
able to answer all questions and help the customer
choose a suitable product?
Magda: Many people do not even realise how wide the
range of products in the market really is. Many people
think that a vibrator is a vibrator, and that’s all. They

Secret Place is
frequented by adult
consumers from all
demographic
groups
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Łukasz Ociepa and Magda Kamińska
offer professional advice that is always
based on what the consumers want

think that they can come
What does a typical
in and say 'a vibrator,
conversation with a
please', and then they
customer look like?
„W E S I M P LY N E E D TO
leave with the perfect
Łukasz: First of all
vibrator in their bag. The
– every customer,
H AV E E X P E R TI S E W I TH
reality is different,
no matter who
however.
they are, is an
R E G A R D TO TH E
Łukasz: Knowledge is
important
undoubtedly the singlecustomer. This is
PRODUCTS WE SELL.”
most important thing for a
a person who
Ł U K A S Z O C I E PA
salesperson. We simply
visits you to achieve
need to have expertise
a specific goal, who
with regard to the
wants to make a
products we sell. What is
purchase. Every
essential is a) safe use and b) intended use. Addicustomer requires a different
tional knowledge also comes in handy. If we have
approach. There are reserved
a strong theoretical background and experience,
people and open-minded people. Some
and the chat with a customer is going well, we
have a shopping list and just tell you what they
can present or discuss a product in detail. If we
want. For example, they want to buy an anal
state that we use a product ourselves, or when
vibrator to share it with their partner. OK, when
we present statistics or similar data, more people
they tell me this, I know that I have to inform them
choose this solution, because if consumers have
about safety and hygiene. When a customer is
such points of reference, they are more willing to
reserved and does not look like sharing
purchase a product.
everything with the salesperson, we need to be
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patient and spend more time on helping. Every
customer has to allowed to take their time. Some need
less, others more, but all of them require care and attention. After all, talking about sex and about what they
are going to do on their own is a very intimate matter.
People are made to uncover their intimate world and
show it to a stranger. This is why we have to be calm
and professional.
A person who sells toys for adults must be patient and
well-trained then?
Magda: Yes, the salesperson must be intelligent and
open-minded. If you sell adult products, you cannot
have any prejudices about sexual minorities or
majorities. Every person must be approached on a
case-by-case basis. In this line of work, you cannot be
prude or ashamed. You cannot judge people based on
your own preferences. Nobody likes to be judged.
Łukasz: As far as personality is concerned, impeccable
manners are always the priority. This is the only way we
can establish contact with a customer, no matter if this

person is kind or rude, or if we can establish this
contact easily or not. Knowledge and good manners
are the most important qualities a salesperson in an
adult store must possess.
Is your education somehow related to the job you now
work in?
Łukasz: Yes, by all means. My field of study was general
sociology. Between my first year and the suspension of
my doctoral studies I focussed on the field of sociology
of the body. The academic literature concerning
corporeality, sexuality, and body modification provides a
solid theoretical base for seeing how complex a human
body is. Translating this knowledge into my work, I can
use it for deliberate image building, flexible body
language, and at the same time for a professional
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approach and self-control.
Magda: My field of study was
painting in scenography and
„ B A S I C A L LY, TH E R E A R E
film techniques. I am a
T W O T Y P E S O F C U S TO make-up person, aesthete
by education, and I can
M E R S : TH E O N E S W H O
honestly say that I am an
artist. At the university, I
K N O W W H AT TH E Y WA N T
worked with the human
body, which helped me
TO B U Y A N D TH E O N E S
shape my attitude towards
physical nature. My sense
W H O A S K FO R H E L P. ”
of aesthetics often helps me
MAGDA KAMIŃSKA
choose a product but of
course, that only goes so far. I
need to encourage customers to
specify what they want from a product.
After all, I am not the one who will use it.
What challenges does a salesperson in an adult store
face in their daily work?
Łukasz: Aside from sales-related challenges – meaning
we want to increase sales - I think the biggest challenge
is the moment when a customer is ready to openly talk
about his/her sexual needs. We need to be
understanding. Even if we think something is really
weird, we are not to judge it. The last thing this person
wants is to be ridiculed. Judging others is the worst
thing we can do. Dealing with difficult customers is also
a serious challenge.
Magda: Keeping everything in order is challenging. To
make sure our store is classy, we must avoid situations
in which a display cabinet is open or a tester shows
signs of fingerprints or is covered in dust.
How would you define a difficult customer? Is it the type
who is impolite or the type who won’t share their
feelings and needs?
Łukasz: A difficult customer is the one who makes it
difficult to establish contact; this sort of customer often
requires much attention and ignores you at the same
time. Also, customers who want strange combinations
of product features or feel that nothing will satisfy their
expectations.
Magda: A shy customer is not the most difficult
customer, but not an easy one either. There are unkind
customers and we have to deal with them as well.
Probably one of the most difficult things is helping
customers who do not know what they want and,
despite our help, are unable to specify what could bring
pleasure to them. These customers are not really ready
for this type of a fun and talking them into the purchase
would be unfair and unbeneficial.
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How do you get customers to open up about
their intimate life?
Magda: First of all, we need to make sure this
customer feels safe and is aware that his/her
intention is normal, natural, and healthy and that
we really support it. This customer must trust us,
must trust in what we say and believe that we
want to help.
Łukasz: Secret Place customers are rarely
ashamed but often surprised that Secret Place is
a place where sex is not aggressive. We have
products on display, we can talk, they can take a
look at novelties in the erotic market. When a
customer feels ashamed, we must somehow
break the ice. When so doing, it is advisable to
show an alternative way of using the product.
Regardless of the topic of our conversation, it
is necessary to break the ice somehow. For
example: We can carry a vibrator in our
hand and talk about oral sex variations (I
move it close to the neck, and smile widely). The tension eases, our customers
smile, and they get more interested.
Do customers who visit
your store know
what they
want to
buy

Magda explains that
the things she learned
during her college
days also help with
her work at
Secret Place

complex issue. Toys differ, are
made of various materials,
and have different functions. What we need to do
in this situation is ask a
customer about his/her
expectations rather than
asking about a specific toy.
Magda: It is quite normal
that customers visit us
because they found something
interesting online. They get an idea of
the product and the price on the internet,
they make a decision, and then they visit us to
buy the toy. This is the moment when I have to
ask: What is the motive behind your choice? If
you have read internet reviews, maybe I should
mention the weak points of this product? Maybe
you can find something else, something better,
which you have not paid attention to. In this case,
I guarantee that we can find something suitable
together. Pictures on the internet only tell you so
much about a product, but when you can touch
the product and get a piece of advice, that is a
different matter.

Does this mean that
the internet is the main
source of information
about erotic toys?
Magda: First and
„ C U S TO M E R S S O M E TI M E S
foremost, it is the
M E E T M E O N TH E B U S
source of information
about a product’s
A N D TH A N K M E FO R M Y
advantages. A customer who chooses to
ADVICE.”
buy a vibrator online
MAGDA KAMIŃSKA
can rarely compare it
to other toys. In fact,
we do not know what
their motives are.
Maybe it is the price or
maybe it’s the way the toy looks. No description
on the internet, no matter how detailed, can
or do they
show us how hard the material is or how the
rely on your exmotor works. These things are obviously very
pertise to find the right
important, but they are frequently ignored. On the
thing? How would you assess the
internet, everything is presented as THE BEST,
average customer’s knowledge of adult toys?
HIGH-QUALITY, SUPER STRONG and absolutely
Łukasz: Of course they know some things. They
fantastic product.
learn from the internet or their own experiences.
Even people who buy their first toy have already
What are the most popular products at Secret
done some internet research. People often do
Place? Lingerie or toys? Do customers only buy
not realise that purchasing a toy is a very
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one item at a time, or do they have a long shopping list?
Magda: It is hard to say. I reckon that customers rarely
buy one product only. If they happen to visit our
boutique, they make use of our diverse offer – if they
choose a toy, we suggest that they buy condoms or a
lubricant to supplement their purchase.

A prime
example of a
modern erotic
boutique:
Secret Place
in Warsaw

Łukasz: Vibrators and lingerie are the most frequent
choices. When a customer purchases lingerie, they
often buy a number of items rather than just one slip. If
a vibrator is what they are shopping for, we always
remind them that they must use a lubricant and make
sure their toys are hygienic. We also sell sets such as a
toy plus lubricant and disinfection spray.
So, generally speaking, customers usually buy more
than one thing at a time?
Łukasz: If our talk is fruitful and pleasurable, if
customers are open, they buy many things. If a
customer is ashamed and clearly rejects our help,
he/she is likely to buy one item only. It is important that
we make sure this customer remembers a pleasurable
and friendly atmosphere and comes back.
What about prices? How much does the price matter to
the consumers when they make a purchase?
Magda: Some people want to buy a high-quality
product at a low price. If a customer has more
disposable income, then the price does not matter that
much and the quality is the priority. In this case, we do
not even talk about low prices because we know that
it’s quality they are after. Sometimes, if the price is too
high, customers choose to wait and do not buy
anything but come back after some time.
If a customer is just trying a vibrator, not knowing if this
is really for them, it is advisable not to invest too much
money, particularly if their economic situation limits
them. In this case, we advise them to choose
something cheaper in order to find out if they like it and
possibly buy a better-quality product at a higher price
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the next time arond.
Łukasz: The price always matters. When customers visit
our store, they already know how much they plan to
spend. When they think the price of a product does not
correspond with its quality, they will always pick another
good instead.
Does the product design have any impact on the
customers’ decisions?
Łukasz: Let me put it this way: Men are visual types.
Women are not, and even if they like a product at first
sight, they still want to pick it up and feel the vibrations
or the hardness of the material. Then, if they find it
unsuitable, the give up. The design itself is definitely
important but is not as important as the functions of the
product. Sometimes, customers must choose between
design and functions.
Magda: Everyone has a different sense of aesthetics
and of course, the design is very important. If a person
does not like a vibrator, he/she will not use
it, it will remain in the drawing and
never be taken out. There are
people who prioritise the
design element – for
example, a vibrator must
be blue, period. We
„ E R OTI C S TO R E S A N D S E X
always ask how
important that is.
SHOPS ARE TWO COMPLESometimes, customers
just want something
T E LY D I F F E R E N T
different, they want their
toy to have a cool
TH I N G S . ”
design, without it being
Ł U K A S Z O C I E PA
realistic.
Please, take us through an
average conversation with a
customer? What are the first
words you say when a customer
enters your store?
Łukasz: If it is the first time a customer visits us, we ask
if we can help somehow, or give a piece of advice. If it is
a regular customer, that’s different. I have a few regular
customers whom I know by name. We exchange
pleasantries like 'How are you?', 'How was your
weekend', etc.
Magda: Basically, there are two types of customers: the
ones who know what they want to buy and the ones
who ask for help. The latter can be easily served
because they rely on me. I do not have to ask them for
attention, I can show them everything and I know that I
do not impose myself because it is they who initiated
the conversation, and that is really great. I am curious
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what they think, if they want to have a toy, lingerie, or if they are perhaps looking for something
else entirely. We gradually explore their wishes,
step by step. But in the end, it is not about what
they want to buy but about what they want to do.
I really appreciate it if a customer tells me what
he/she likes, even if it is a non-standard preference. Then I can easily find an item he/she will
be satisfied with.
Finding our general bearings is the most important thing, after that we move on to the details. If
a vibrator is what the customer wants, I need to
know if it is going to be their first vibrator or if it
Secret Place is a
store unlike any other in
the Polish adult retail trade

Are the Polish people attached to brands?
Łukasz: I guess so. We have a lot of LELO, Fun
Factory, and We-Vibe fans. Quality seems to be
the crucial aspect. And quality translates to satisfaction. Besides, people seem to be switching
from battery-powered toys to rechargeable toys.
Magda: Yes, they get attached to brands and it is
conspicuous. People often pick an item because
they already own some products of that same
brand and expect any product with that logo to
offer the same – or better - quality. This applies
mostly to toys; when it comes to fast-wearable
items, that is lubricants or condoms, customers are willing to experiment.

Do you think that your
conversations with the
customers play a big part
„ P E O P L E O F T E N D O N OT
in them coming back to
the store again and
R E A L I S E TH AT P U R C H A again? Do customers
return to Secret Place
S I N G A TOY I S A V E RY
for your advice?
COMPLEX ISSUE.”
Łukasz: I think our talks
have a substantial impact
Ł U K A S Z O C I E PA
on sales. A salesperson, or
advisor, must be knowledgeable and experienced. If the
customer service is unprofessional,
just another toy for them. Perhaps they have
the customer will not feel like coming
some experience and know that a particular
back. If someone seems uncomfortable, we start
shape is more suitable for them. I always show
talking about something unrelated to erotica – oh,
them many products, not just one, so that the
wow, nice tattoos! – but the sales process is uncustomers can choose, knowing that there are alder way.
ternative options. If a product feature is unsuitable
Magda: Oh, man, yes - they do! Customers
for a customer, I show them other products.
sometimes meet me on the bus and thank me for
my advice. I mean it! Once, when I was in the
To what extent do your suggestions influence the
underground, a woman came up to me and
customers’ decisions? Do customers follow your
asked: 'You work in the boutique, don’t you?'. I
advice or do they stick with their own instincts?
said yes, and she told me the name of the vibrator
Łukasz: Well, I would say that 80% of customers
she had bought and said 'it’s great, I will recomchoose the products I recommend.
mend your store'. Our customers are very loyal
Magda: Our suggestions have considerable imand return to our store again and again. We even
pact. In my opinion, it may be even bigger than
know some customers by name and we treat one
Łukasz thinks. I believe that 95% of customers
another like friends. Sometimes, we even happen
choose products on the basis of our recommenupon customers at parties, it is really nice. I think
dations. Most customers choose products I rewe make a truly amazing duo. When I observe
commended, and not the ones which they had
other sellers in erotic stores, they rarely have this
found on the internet before. These are rare situakind of knowledge and they certainly don’t use
tions but I always ask customers about the motithe same approach. I often feel judged when I
ves behind their decision. If they have already
enter some store. At Secret Place, that is unacmade up their mind when they enter the store,
ceptable. Perhaps this is why customers like us.
well – we have to accept that.
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This is not just art, it is an inspiration to

everyone to meet his or her potential.
ex c l us ive

B ria n Slo a n enters th e h o me deco r ma rket

After organising what was arguably the world’s first
beauty pageant for scrota, Brian Sloan was faced with
a problem: The owner of the world’s most aesthetically
appealing scrotum had been found, but generating a
marketable product proved more difficult than
anticipated. Ultimately, it was the third-place winner
whose pride and joy was selected and turned into a
piece of decorative art via 3d scanning
technology. Brian Sloan, who is probably
best known for the Autoblow 2
masturbator, talks about this testicular
piece of home décor in our interview.

Brian Sloan
aims to become
the king of
scrotum-related
decorations with
Wall Balls

„

What is Wall Balls and why should everybody have it?
Brian Sloan: Wall Balls is a piece of scrotum-themed home
décor that celebrates life in every way. It is an electroplated
fiberglass replica of the third most attractive scrotum on Earth,
as decided by hundreds of thousands of people from around
the world on ballscontest.com. We 3d scanned this man’s
scrotum popping out of his pants zipper, sent that to a
factory, and now, there is Wall Balls. It is currently in
crowdfunding on Indiegogo.com.
How did you come up with the idea of creating fiberglass
replica of a scrotum to hang on a wall?
Brian Sloan: From the Vagina Contest I held, we are now replicating the vulvas onto a series of products, so that men
can masturbate with the 3 most beautiful vulvas on Earth. The
same with the Anus Contest that recently ended. But for our
balls contest, I decided no sex toy could be made from
the winners genitals so I had to think of something else
to make. I considered that there exists no other
piece of home décor that is scrotum themed, so I
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made this. I figured if people liked it, I would rule the niche of
scrotum related decorations.

„ I C O N S I D E R E D TH AT

Your piece of home decor shows the
3rd place winner of the world's first
balls beauty contest. This raises the
question, why not the second or first place
winners?
Brian Sloan: The first place winner was in
Australia, and no company in all of Australia
would 3d scan his scrotum. The second place winner
was in North Carolina, and the best I found was that
a company would fly someone up there from Texas to
handle the scanning, and that cost more than I was
willing to invest into this project.
The third place winner, luckily, lived only a 5 hour
drive away from a facility which handled industrial 3d
scanning. Reluctantly, they agreed to scan his scrotum.
How did the contest work anyway? How many men
participated to get their scrotum rated?
Brian Sloan: Oh, around 300 men were approved for
the contest, and the strange thing was we had nearly
50 entries from Taiwan. It was simple: The men
uploaded one photo of their scrotum, and then it appeared on a voting platform. People came to the
website and selected a score from between 1 and 10
stars for each scrotum.
Wall Balls is not only a piece of art, but also serves an
inspiration for everybody. What can mankind learn
from the success of this decorative piece?
Brian Sloan: Yes, this is not just art, it is an inspiration
to everyone to meet his or her potential. The man
whose scrotum is reproduced never knew his entire
life that he was carrying around in his pants the third
most attractive set of balls in the world. One day he
came upon our website and decided to show his
scrotum to the world and found out, unexpectedly,
that he was a beauty king. Plus, he won a few thousand
dollars. I think the story should inspire everyone to dig
deep and think about what their special talents are, and
share them with the world.

TH E R E E X I S T S N O OTH E R
PIECE OF HOME DÉCOR
TH AT I S S C R OT U M
Provided the
crowdfunding
campaign is
successful,
anybody can own
Wall Balls for USD 159

TH E M E D , S O I M A D E
TH I S . ”
B R I A N S LO A N

and our guests can enjoy it when invited for dinner or
drinks. My wife absolutely hates Wall Balls, but she is
also very supportive of my endeavours so she has left it
alone. I think the bedroom is also a great location for it
because it will inspire people in the morning and at
night, when they are most contemplative.
You are currently running a crowdfunding campaign for
Wall Balls. Where can they be bought after the campaign is finished and how much will they cost?
Brian Sloan: I will only produce Wall Balls if 100 people
buy it, and so far, it’s not looking positive. Perhaps the
world isn’t ready. If produced, they will be on
wallballs.com for $159.
Besides the Balls Contest you also held a beauty contest for vaginas and anuses. Do you see decorative potential in these body parts as well?
Brian Sloan: No, there is real money to be made from
vulvas and anuses on my toys so I don’t need to make
home décor out of those.

In your opinion: which are the best places to put Wall
Balls for it to have the most positive impact? Where will
you place yours?
Brian Sloan: Mine is placed on the wall in our living room
so that I can be inspired by it every day during breakfast
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First and foremost, we want to oﬀer
supreme quality at attractive prices.

ex c l us ive

S&T p resents STE AMY SH ADE S – a p riva te bra nd in th e Soft S M s egmen t

S&T Rubber have been a presence in the SM segment for more
than ten years due to their successful XXdreamSToys line. As

„TH E R E I S N O D E N Y I N G

more and more people are getting interested in the world of

TH AT D E M A N D I N B D S M

BDSM – many of them due to Fifty Shades of Grey, obviously –
S&T have responded to this increasing demand by introducing a

PRODUCTS INCREASED

new private brand called STEAMY SHADES. Many of you may

D U E TO TH E H Y P E S U R -

remember the collection from eroFame 2016 where it made

R O U N D I N G TH E F I F T Y

quite an impression. EAN wanted to learn more about the brand

SHADES OF GREY BOOKS.“

and the products, and to that end, we interviewed the heads of

ADRIAN SCHNEIDER

S&T Rubber, Werner Tiburtius and Adrian Schneider.

S&T Rubber’s managers, Adrian
Schneider and Werner Tiburtius, are
very proud of STEAMY SHADES

„

When did you get the idea to create your own product
line for the Soft SM or Soft Bondage segment?
Adrian Schneider: We had been entertaining this idea for
two or three years. Of course, we have our SM line
XXdreamSToys, which has been doing quite well for more
than ten years, but the products in this collection are too
extreme or too rough for many of the new
consumers who are only just getting
interested in this segment. They want to
experiment a little, and there are better
products for that. Products we didn’t
have in our range – but naturally, we
wanted to cater to this demand.
And so we decided to create a
softer BDSM line.
How long did it take to get from
the initial idea to the finished
product?
Werner Tiburtius: A process
such as this does take up some
time. First, you have to decide
which types of products you
want to define the collection.
Once you have made these
decisions, the trial product
samples need to be tested to make
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sure they live up to our quality standards. And then,
you need to create the packaging, the product texts,
etc. This process can be quite complicated, and it is
also quite time-consuming. As far as this new
collection is concerned, the whole process from
selecting designs to adding the finished products to
our warehouse took about nine months.
Which factors had the biggest effect on the
development of this private brand?
Werner Tiburtius: First and foremost, we want our
products to offer supreme quality, and we want to
offer that quality at attractive prices. With the new
collection, another important element was to make
sure that the products don’t intimidate BDSM
novices. These people are new to the world of BDSM
and they need to feel comfortable if they are to
immerse themselves in the pleasures of bondage. To
that end, our products offer Velcro fasteners that can
be removed quickly and easily, and they are made
from soft materials for a pleasant feel on the skin.
This type of soft bondage makes the users feel safe,
and when they feel safe, they can fully lose
themselves in the experience.
How many, and what types of products are there in
the Steamy Shades line?
Adrian Schneider: Currently, there are 23 products
and three product sets in the STEAMY SHADES
collection. The range covers everything, from eye
masks to wrist and ankle restraints to gags to nipple
clamps to suspension equipment – each product has
been carefully selected to make sure that there is
something stimulating for all tastes. In addition to
that, there are three all-inclusive sets for consumers
who aren’t really sure what they need for a great first
BDSM experience. Our sets offer everything they
need to explore this way of stimulation.
What are the most important selling points of Steamy
Shades?
Adrian Schneider: STEAMY SHADES offers an
elegant introduction into the world of Soft BDSM,
with appealing products that are perfect for curious
beginners who want to spice up their intimate life with
sensual, captivating experiences. At the same time,
STEAMY SHADES is also an interesting option for
BDSM fans who want to try something different. Our
innovative products are superbly manufactured and
stimulate all the senses. Shimmering, grey satin and
black lace make every product in this line an elegant
bedroom accessory. They combine aesthetic design
and functionality, living up to the strictest of
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„STEAMY SHADES HAS
B E E N A B I G S U C C E S S FO R
S T R U B B E R AT E R O FA M E
2016.“
WERNER TIBURTIUS

regulations thanks to the
extraordinary quality of the materials and the high production
standards. Also, there is the
appealing packaging which
represents an additional incentive to buy these products. It will
get people thinking of sensual
play with their partner right then
and there, in the store! The price
is very fair, making for a truly
compelling price-quality ratio.

There are various Soft BDSM lines on the market,
some of which are also inspired by Fifty Shades.
What makes you confident that S&T’s Steamy
Shades will be a success?
Adrian Schneider: Many of our retail partners have
told us that the consumers respond really well to the
quality of the products and the packaging design.
Also, we offer these products at a great price:
Customers get top quality at affordable prices. So, as
you can see, the most important criteria for success
in the market are already met.
S&T presented the collection in October of 2016 at
eroFame. How did the trade respond when they first
saw the products?
Werner Tiburtius: STEAMY SHADES won the SIGN
Award as 'Best Fetish Line 2016' when we presented
it at eroFame, and feedback from the visitors at our
stand was overwhelmingly positive. Making a long
story short, STEAMY SHADES was a big success for
ST Rubber at eroFame 2016.
Would you say that Fifty Shades of Grey has
triggered a Soft SM boom?

The packaging
stimulates the
consumers‘
imagination
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STEAMY SHADES now. And of course, we
hope that demand will only increase once the
movie reaches theatres.
You probably already expected this question:
S&T Rubber didn’t have special products for
the first Fifty Shades movie. Why did you wait
until Fifty Shades Darker to present such a collection of products?
Werner Tiburtius: You don’t want to create products on a wing and a prayer. You need to
consider many factors, the timing and the conditions have to be right. We didn’t want to rush
things, and as a result, our collection has only
launched this year, and not before.

Currently, there
are 23 products
and three sets in
the STEAMY
SHADES
collection

Does S&T offer POS materials for Steamy
Werner Tiburtius: There is no denying that
Shades to support the trade?
demand in BDSM products increased due to
Werner Tiburtius: At the moment, we offer
the hype surrounding the Fifty Shades of Grey
books. Many people have been buying
posters, but our retail partners can also get eye
products that are mentioned in the novels –
masks to display them in the store. This way,
things such as wrist restraints or floggers.
the consumers can get an idea of the
Sales for these products
materials, the texture,
have seen a big increase
and quality of the
when the books were
products.
published, and once
„ S T E A M Y S H A D E S O F F E R S Are there plans to add
more in the wake of the
first film.
more products the
AN ELEGANT INTROcollection?
When will the first
Adrian Schneider: We
D U C TI O N I N TO TH E
Steamy Shades
are continuously adding
WORLD OF SOFT BDSM.“
products hit the market?
new products to all of
Werner Tiburtius: The
our private brands, and
ADRIAN SCHNEIDER
STEAMY SHADES
there will also be new
products are available in
and innovative additions
many retail stores and
to the STEAMY
online shops right now!
SHADES collection
before long.
Fifty Shades Darker will be released on
Valentine’s Day 2017. Do you believe that sales
of Steamy Shades products will spike once the
movie hits theatres?
Adrian Schneider: I would be lying if I said no.
Already now, several weeks before the movie’s
launch, we get positive reports from our
partners in the trade. There is considerable
demand in these products – so much so that
we’ve already ramped up stock levels for
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It’s fun, it’s cute, and it’s

a great conversation starter.
ex c l us ive

Wh en sex ting gets rea l: th e E mo jiba to r

Smartphones make our daily
lives easier; they remind us of
appointments, inform us
about the latest news - and
they allow us to send sexy
messages. The latter feature is
becoming more and more
popular among the young
generation of millennials.
However, if you want to
illustrate your titillating texts,
you have to get creative
because regular messenger
services don’t offer emojis for
sexual messages.
Consequently, users hijacked
some of those modern-day
hieroglyphs, and nowadays,
everybody knows which body
part is meant when they see
the eggplant emoji on the
screen. Last summer, this
symbol of passion crossed
over into the real world - an
emoji turned silicone. We
spoke with Jamie Jandler
about her invention, the
Emojibator, and discussed
its mainstream appeal.

Jamie Jandler and Kristin Jandler transplanted the eggplant emoji from the screen to the bedroom

„

Just in case some of our readers are not
that much into sexting: Why does the
Emojibator look the way it does?
Jamie Jandler: The eggplant emoji is the
ubiquitous emoji used for penis. We’re not
really sure how this poor purple fruit became a
phallic symbol, or its first use in Internet culture,
but Instagram validated it by actually banning
searches of the hashtagged character. Some
believe because it had no prior cultural
significance, so it was the perfect euphemism.
Why did you decide to take this emoji and
transfer it from the smartphone to reality?
Jamie Jandler: It really started out as a joke,
but my friend and now business partner
convinced me it was a brilliant idea. The timing
was perfect with the emoji revolution, the age
of millennials (now about 18-34), and I knew it
had that “wow-factor.” Only after we launched
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did I realise this product’s ability to break
boundaries on society’s stigma about
masturbation and start a conversation about
sex.
Can you tell us a bit more about the team
behind the Emojibator?

„TH I S P R O D U C T A I M S TO
P L E A S A N T LY S U R P R I S E I N
I T S H I G H Q U A L I T Y, N OT
O N LY N O V E LT Y. ”
JAMIE JANDLER
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Jamie Jandler: Absolutely. We’ve already had
mentions in publications that don’t normally
talk about sex, like The New York Times,
Mashable, and New York Magazine. I think it
makes a great entry-level sex toy and a
product for anyone who may be bashful or
intimidated by giant fleshy dildos. It’s fun, it’s
cute, and it’s a great conversation starter.

“ I TH I N K I T M A K E S A
G R E AT E N T RY - L E V E L S E X
TOY A N D A P R O D U C T FO R
A N YO N E W H O M AY B E
BASHFUL OR
I N TI M I D AT E D BY G I A N T

The Emojibator has piqued media interest

FLESHY DILDOS.”
wanted to create an ecommerce business
that I could manage in my spare time.
Kristin is one of my best friends from college
and is one of the smartest and hard-working
people I know. I couldn’t run Emojibator’s
day-to-day without her and I don’t think there
is anyone else I trust more to get things done.
She is a marketing and networking wizard. I
think we always knew we’d start a business
together.

JAMIE JANDLER

Jamie Jandler: We are CEO, me,
partner and CMO, Kristin, and we’ve
teamed up with one of the industry’s
leading 3PLs for fulfilment and
warehouse services in Santa Clara, CA,
Steme360.
I’m a touring musician and I play all
over the United States. I had originally
started this business as a fun side
project. I previously worked in computer science and digital marketing, so I

What are the technical specifications of the
Emojibator?
Jamie Jandler: The Eggplant Emojibator is
approx. 12.3cm x 3.1cm making it a sleek
and satisfying size. It’s cute. It’s waterproof.
There are 10 vibration settings. We use high
quality medical-grade silicone.
Do your customers buy the Emojibator for
themselves, or is it mostly a joke gift for
them?
Jamie Jandler: We’ve found it’s about
50/50. Many customers are not first time
sex toy buyers, adding something fun to
their own collection, but because of it’s
silly concept and culturally significance,
customers are also buying for their
friends or significant other. We serve both
males and females. This product aims to
pleasantly surprise in its high quality, not only
novelty.
Do you think the Emojibator can be sold to a
mainstream audience due to its natural und
inconspicuous shape?

The eggplant
Emojibator has
gotten company in
the form of a chili
pepper vibrator

78

From a technical standpoint, the Emojibator is
a rather simple product. Does this prove that
when it comes to sex toys, marketing and a
fun idea are in fact more important than
creating the most elaborate product?
Jamie Jandler: I think the industry has room for
both types of products. When I create a
product for Emojibator, my qualifying factor is
that it is going to get people talking. Of course,
the number one thing is quality. The adult
industry has the responsibility to not only get
their customers off, but also to ensure the
safety, health, and wellness of these
customers. I don’t think products need to be
elaborate per se, but they need to be smart,
sturdy, and safe.
Are you working with distributors in Europe?
Where can interested retailers turn to if they
want to offer the Emojibator in their stores?
Jamie Jandler: We have customers all over
world now and we’d love to work with a
distributor to further our reach in Europe and
the UK. We are in talks with several U.S.
distributors now. As a growing business, it’s
important to have the right stores representing
your brand. We’re working with some amazing
retails stores and partners in Europe, and
slowly expanding. Right now, retailers can reach out to us directly at info@emojibator.com.
Besides the eggplant, you also released a chilli
pepper Emoji vibrator. Which emojis will be
next? When will we see a peach Emojibator?
Jamie Jandler: We have several new emoji
products in development, unfortunately I can’t
give further details yet, but we realise there is
male demand for the peach. We want to make
our products truly unique, so we have been
researching and testing different products and
designs over the last few weeks.
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Long-term success is

our motivation and our goal.
ex c l us ive

Jero me B ensimo n o n th e success o f Sa tisf yer

Speaking of a global triumph is certainly no exaggeration when it comes to Satisfyer.
As Jerome Bensimon, Satisfyer’s Vice President of Sales, tells us in our EAN interview,
the brand entered into agreements with roughly 58 companies from trade and distribution in the past seven months alone. However, the Satisfyer team has no time to rest on
their laurels: They are already working on new products and innovations for 2017.

„

Satisfyer Pro 2 has definitely been one of products that
created the biggest buzz in 2016. Are you happy with the
response to your product?
Jerome Bensimon: Not only are we happy, but also proud
of this success in the new field of sexual wellness. The
response from end-customers is incredible, Satisfyer
sales are growing every day to such volumes that we
had to double our production capacity to keep up with
manufacturing such an ambitious number of units.
Within few month, Satisfyer became a best-seller at all
of our distributors, even those who only added it more
recently. We did sign agreements with over 58 partners in the last 7 months, and with we have also
teamed up with several top US retail chains such as:
Castle Megastore, Fascination, Adam and Eve, Romantix. Also, we are currently in discussion with a couple
more. Direct is a new field for us, and we are learning so
much from our retailers who, every day, are facing
the reality of the market when engaging
end-customers and have no other
choice than to be real professional to convert traffic and
make customers buy at their
stores. I remember a buyer
from one of those chains
above who was sceptical
about our lower price point vision leading to higher conver-

Jerome Bensimon,
Vice President of
Sales at Satisfyer
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B E N S I M O N

Satisfyer Pro Deluxe, the external
vibrator model in the Satisfyer Pro line

Satisfyer 1 and 2 run on
batteries, resulting in a
lower retail price

„W E D I D S I G N
A G R E E M E N T S W I TH
O V E R 5 8 PA R TN E R S I N
TH E L A S T 7 M O N TH S . ”
JEROME BENSIMON

sion from store traffic, and now I learned that Satisfyer pro 2 has ranked their top one best-sellers its
since first week in stores! All this with a much higher
profit margin than our competitor(s).
In how many countries is your Satisfyer available at
the moment?
Jerome: It seems to be so far away for me, but I still
remember one key European distributor telling me in
May that women don’t need such new products. He
simply did not see the necessity to carry Satisfyer, but
today, he’s one of our biggest customers today, and I
am so happy that Satisfyer is their number one seller!
We are present in Germany, Netherlands, Austria,
Switzerland, Italy, Spain, Portugal, France, UK, Ireland, all of Scandinavia, Poland, Russia, Baltics,
Ukraine, China, United States, Canada, Mexico, Brazil, and Israel. Our next markets are Japan, Korea, India, and the Middle East early in 2017.
The product has very quickly turned into a giant success. What was it that won over the consumers? The
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technology? The price-quality ratio?
Jerome: Thank you for your flattering 'giant success'.
We are keeping things down to earth and really humble because we are convinced this is only the beginning of a revolution in the sexual wellness category
and we are eager to learn more every day. Long-term
success is our motivation and our goal. You know
that our industry does not provide analytics yet with
accurate numbers or data on consumers behaviour,
and this is one key element on which our main investor is challenging our team, repeatedly asking: Why is
that? What we know so far is that Satisfyer product
sales (products effectively bought by end customers)
are growing fast and this is in largely thanks to women who already bought it and become our best ambassadors, recommend the product to other women
and turning them into new customers. Also, as a
huge factor in our success story, we are thankful to
the incredible number of online reviews from bloggers
and influencers quoting Satisfyer as 'the best toy in
the world' and press reviews as the ones recently
seen in Elle and Cosmopolitan magazines, and of
course the sales staff at store level who are doing an
amazing job! In order to add to our customer’s satisfaction and brand reputation, we have just upped our
warranty from one year to 5 years worldwide, and our
customer service centres can now supply direct support in less than 24 hours in Europe and in North
America. In addition to that, we know that high-profit
margins for retailers and our reasonable price point
have also been key factors in this success, helping us
strengthen Satisfyer’s brand recognition.
Before Satisfyer soared to the heights it has reached
in the market, were there any major challenges that
needed to be overcome?
Jerome: There are people who believe that success
comes by accident and there are others who believe
in hard work and long-term investments. Our founder
and main investor is definitely part of the second
group. As a company, we have invested a considerable amount of time, energy, and a couple million
euros on research and development to get Satisfyer
to where it is at now. We are still employing the services of two major German engineering companies
(that also work for brands such as Audi and Mercedes Benz) to develop and permanently improve our
own technology. After Chinese New Year, we are
launching Satisfyer Pro 2 'next generation' to achieve
an even better result: more silent, more intensity, and
deeper sensation combined with balanced weight.
For the legal aspect, and also to protect our brand,
we have invested an incredible amount of money in
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„W E A R E C O N V I N C E D TH I S
I S O N LY TH E B E G I N N I N G
O F A R E V O L U TI O N I N TH E
S E X U A L W E L L N E S S C AT E G O RY A N D W E A R E E A G E R
TO L E A R N M O R E E V E RY
D AY. ”
JEROME BENSIMON

Satisfyer Pro 2 has
changed the sexual
wellness category

patent research and registrations for both of
our brands, Satisfyer and Partner.
Even the best product will fail if you can’t get
the consumers interested. How important have
your distributors and partners in the retail trade
been for the success of Satisfyer?
Jerome: Thank you for giving us the opportunity to publicly thank our early first partners
such as ECN, retailers as Castle Megastore
and Fascination in the USA, Landco, Kaytel
Media, Coquette and BMS in Canada, Tonga,
Scala, ABS and Marc Dorcel in Europe, Windsor and Longbrook in Australia, who - despite
a campaign of false allegations, rumours, and
lies from our competitors - have given us their
trust and offered their full support. Today, over
85% of the potential distributors have already
teamed up with us, and every month, more key
players in the US retail chain market are carrying both brands. I would like to send them special thanks, too. Last but not least, we would
like to thank the industry press, such as EAN,
for supporting our brand and maintaining neutrality while some rumours were being spread.
In the world of vibrators, many people go by
the rule of thumb: All it really needs to do is vibrate. Do you think that the technology of Satisfyer has opened new doors in this rather rigid
product segment?
Jerome: What we are talking about here in regards to opening new doors is in fact a real revolution. The Satisfyer technology, combined

82

with the accessible price point, has invited women to be more responsive and aware of their
sexual wellness. Satisfyer is not perceived as a
toy by our end-customers but as daily tool for
their wellbeing. We receive an incredible
amount of feedback from women all over the
world who want to share with us how Satisfyer
brought their sexual wellness to an unparalleled
level. The reason is really simple: It works all
the time! Giving women a new orgasm sensation (touch-free), multiple orgasms and more.
We always bring a smile to our partners’ faces
when we remind them that, while we are not
saving lives or manufacturing pace makers, Satisfyer products are still providing a great service to women and their sexual wellness.
Satisfyer and its innovative technology took sex
toy fans by storm. But did it also get new customers interested in the world of sex toys?
Jerome: This is one of the key elements we
found in our recent research to answer the
question why Satisfyer is such a huge success.
While Satisfyer provides a completely new experience and unknown efficiency to women
who are already using sex toys, word to mouth
(online, blogs, and magazines) have also created huge interest among women who were not
using any toys because nothing in the market
captured their interest. Based on the numbers
of units sold to women (end-customers), we
can definitely confirm that, especially throughout the last three month, Satisfyer has been
attracting lots of new customers, which is really
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positive for our industry and opening the
door to a new approach to sexual wellness.
This has also led to strong interest from the
mainstream field, for example the number
one drugstore chain in Israel (200 stores) will
carry Satisfyer starting in January 2017. Satisfyer is not seen as a toy
anymore but as a tool,
and this is unprecedented
in our industry. In our recent product launches,
we were careful to cater
to all target groups with
really different designs,
such as the Pro Penguin, pink / purple - extra smooth silicone, much smaller, and defined as a really 'cute' device by everyone who
sees it. We do anticipate the Pro Penguin to
reach the same levels of success as Satisfyer
Pro 2, with equal audience interest. Also, our
battery-operated series (Satisfyer 1 and 2)
will see a new, lower-priced offer to reach a
new target group with a lower MSRP.
Since the launch of the original, you have added several other Satisfyer models? How did the consumers
respond to these follow-ups? Did they live up to the
success of Satisfyer Pro 2?
Jerome: We have been sending shipments to our partners since mid-December and it’s too early to make
statements about the end-customers side. Feedback
from buyers has been incredible, though, and we’ve
received massive orders that were pre-sold integrally in
some countries such as Australia! As mentioned earlier, we designed those new products to specificylla
target different categories of female consumers based
on several factors we’ve studied through focus groups
with specialised agencies. Our main goal is still to reach as many women as possible, emphasising sexual
wellness which is a huge market opportunity moving
forward. We strongly believe that battery-operated Satisfyers, such as Satisfyer 1, will be a huge success,
comparable to that of Satisfyer Pro 2, and the low
price point will make it affordable for a massive number
of women still unfamiliar with our technology. And all
the while, we are still offering retailers the same margin
level as for any of our products. As for the Pro series
(rechargeable), we have reason to believe that the Satisfyer Pro Penguin will take sales even higher as it
draws in new target audiences.
As the name suggests, your products 'partner' and
'partner plus' are intended for couples. However,

84

many products these days
are advertised as couples’
toys. How hard is it to score
big in this overcrowded product segment?
Jerome: In this category, we
see only one brand, WeVibe. As you mentioned,
many others besides Lelo
pretend to be couple toys.
Only Partner toys are really
competing in this successful
category, bringing an alterna„ S ATI S F Y E R I S N OT S E E N
tive price option to even
A S A TOY A N Y M O R E B U T
more couples - an affordable
and attractive price for an exA S A TO O L , A N D TH I S I S
tremely high-quality item. Retail is between €49.99 to
UNPRECEDENTED IN OUR
€69.99, resulting once again
in high profit margins for all
I N D U S T RY. ”
retailers worldwide. Our goal
JEROME BENSIMON
is to contribute to increasing
the number of customers in
this sexual wellness toys category, appealing to consumers who would not have been able to afford our
competitors’ price point. As far as patents are concerned - as this question is coming up really often, same
as was the case with Satisyer a few months ago - we
did our research, country by country, and came up
with our own technology and design that we’ve registered. Aside from Canada and Australia (for now), Partner toys are available in all of our markets right now.
What’s next for the Satisfyer line? Could you imagine
creating more products based on this technology, or
there you maybe already working on such toys?
Jerome: I’m happy to announce that we will present a
revolutionary Satisfyer for men at the end of 2017.
We have been really collecting all input from end-customers on our online platform and from emails. In addition to that, we have also collected all of our partners’ field feedback. This information guides us as we
keep developing, modifying, and updating all our products in order to get a bit closer to perfection and cater to market demands.
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Even if you are not that kinky (yet),

it is a very interesting read

e xclusiv e

To ny Va rla ck p resents Mister B‘s cu s t omer magazin e W IN GS

Parties in Lille, an interview with Mister Leather Europe, and insights into the life of a diehard Puppy Play lover. Those are just a few of
the topics covered in the current issue of the
Mister B customer magazine Wings. There
are also behind the scenes reports about the
inner workings of the fetish brand, and lots
and lots of pictures that capture the typical
Mister B flair. We wanted to know why the
company decided to supplement their brand
with a magazine and what readers can expect
in the third issue of Wings. Our EAN interview
with Tony Varlack answers these questions.

„

Mister B is about to release issue three of
your magazine Wings. How has the reaction to
the first two issues been so far?
Tony Varlack: The first two issues were received
very well and got a great response. Because of
this, we are working on an online version as well.
In case some of our readers are not familiar with
your publication yet, which topics do you present
in Wings?
Tony Varlack: The topics in WINGS magazine are
very diverse, but the main focus is fetish and gay
lifestyle. Even if you are not that kinky (yet), it is a
very interesting read. Also, we try to get input and
stories from around the world, to learn more
about the differences and similarities in the
international fetish scene.
Why did you decide to start a print magazine of
your own?
Tony Varlack: We started the magazine as a
one-off, to give our customers an inside look
into the world of Mister B. Due to the amazing
response, we decided to make it a regular
thing. Now we produce two magazines a year.
© by Max Samauth
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How do you distribute the magazine? Could
interested retailers get the magazine to give it to
their customers?
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Tony Varlack: We distribute the magazine ourselves.
Any retailer who sells Mister B is welcome to order
copies of our magazine. There is also a possibility to
advertise in the magazine as well. We cater to a very
specific target group that is normally hard to reach.
Mister B offers a wide variety of products – do you
want to address all your customers with Wings or
have you focused on specific audiences?
Tony Varlack: Actually, our intent is to speak to a wide
audience, but of course, you have to have some
connection with gay lifestyle or fetish. But you don’t
have to be a scene insider. For instance, I showed the
magazine to my mother and she read it front to back.
Even though our topics are sex-related and our
products can be quite hardcore, we stay away from
hardcore pornographic content.

The imagery
clearly reflects
the sensibilities
of the
audience
for which
WINGS
is made

One of the strong points of Wings is its photography
and artwork. Which message do you want to convey
to your readers?
Tony Varlack: Thank you for the
compliment, the photography
indeed is an important element for
us. For each photo shoot, we try to
do something different but still keep it
in the Mister B style. Sometimes a
picture says more than a
thousand words.

Tony Varlack
is in charge of
marketing and
communication
at Mister B

Would you say that the
image of Mister B has
stayed the same since it
was founded or have
there been changes over
the years?
Tony Varlack: The image
of Mister B at its core is
the same but of course
there have been some
changes. Mister B started
as a single shop in
Amsterdam in 1994 and
it has grown a lot since
then. Also, our target
audience has changed
due to the fact that fetish
is getting more
mainstream. We try to create a broader assortment that
is still in line with the Mister B image. As a company, we
try to evolve along with our customers without forgetting
where we come from.

Creating a customer magazine of such quality is quite
costly and complex. Why it is worth the effort?
Tony Varlack: To be honest, yes, it is a lot of
work but it is also a lot of fun. Expanding our
visibility and brand is definitely worth it. Some
invest a lot of marketing money into posters
„ E V E N TH O U G H O U R
and flyers, we try to provide the customer with
TO P I C S A R E S E X - R E L AT E D something extra.

How important is it
for a brand and
especially for
Mister B to offer
AND OUR PRODUCTS CAN
more than just
Can you give us a preview on Wings, issue
products, but also
three? Which topics and products will be
BE QUITE HARDCORE, WE
speak to your
highlighted?
customers on an
Tony Varlack: At the moment, we are very
S TAY AWAY F R O M
emotional level?
busy finishing the third WINGS issue, and we
Tony Varlack:
have some great topics. For example, an
HARDCORE PORNOToday, customers
interview with Daniel Dumont, the secretary of
G R A P H I C C O N T E N T. ”
expect more than
the ECMC, stories about electro play,
just a product; for
restraints and a very funny column about
T O N Y VA R L A C K
us, it is all about the
someone’s first fisting experience. Next to
experience. The
that, we have our category WE LOVE TO
Mister B experience
where we describe our favorite cruising spots,
is something you
parties, and travel destinations. The third issue
can find in our promotion,
will be released in February at Leather Pride Belgium,
our shops, our magazine,
and will be distributed all over Europe. Do you want to
and our events.
be featured in WINGS or are you interested in
advertising? Please contact wings@misterb.com
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I thought this was the perfect move!
ex c l us ive

Sa ndra va n Lo o ij is System JO ’s new E uro p ea n B ra nd Amb as s ad or

Sandra van Looij is a well-known face in the
international adult industry. European trade
members probably still remember her from her time
as Educational Executive for a luxury toy brand. Now,
Sandra has joined System JO as the company’s
European Brand Ambassador. EAN interviewed her
about the new job and the
new challenge.

„

You joined System JO a few weeks ago.
How did this come about?
Sandra van Looij: System JO approached me as
they were looking for a Brand Ambassador in
Europe to cover countries like Germany, Switzerland, Austria, The Netherlands & Belgium. The
Brand Ambassador would need to speak Dutch,
German & English – which I do! Because I’ve always admired the System JO brand, this felt like
a perfect match.

What drew you to System JO and this new challenge?
Sandra: I was looking for a new challenge and,
just like System JO, I want to grow in the adult
industry - so this was a GREAT opportunity for
me. System JO is a
very dynamic and
creative company
with huge potential,
and I thought this
„ O U R P R I M A RY FO C U S I S
was the perfect
O N C O N S U M E R S’ S E X U A L
move! I love to travel,
see and meet new
WELLBEING.”
people, and tell them
all about our wide
S A N D R A VA N LO O I J
variety of products
and their endless
possibilities.

System JO’s new brand
ambassador for the
European market:
Sandra van Looij

You are now System JO’s European Brand
Ambassador. What will you be doing in this
position?
Sandra: I will provide educational services to
retailers and distributors, try to help to increase
sales and provide marketing support in the
aforementioned countries and markets.
Having a brand ambassador only makes sense if
you have a brand. Is System JO a brand and
what does it stand for?
Sandra: Of course! System JO is one of the fastest growing and most recognizable lubricant and
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personal care product manufacturers in the adult industry and beyond. Our primary focus is on consumers’
sexual wellbeing. We take great pride in producing products made only from the highest quality ingredients.
What are your expectations and what are your goals
going into this job?
Sandra: I expect to work hard supporting and
contributing to the efforts of our team with the goal of
making the System JO the number one lubricant
brand in Europe.
How important are things such as product training and
marketing support in today’s market?
Sandra: Product training and marketing support are
absolutely crucial today. Adult consumers are taking
more time than ever to educate themselves about
products – especially lubricants. System JO retailers
must be prepared to answer questions about our
formulations and what sets them apart from others.
The stores also greatly appreciate marketing help that
improves the way they can attract customers.
Are there big differences between product training and
marketing support for distributors and wholesalers and
the support you provide for retailers?
Sandra: The biggest difference between training and
supporting distributors is knowing WHO their customers
are. Distributors need to be able to help retailers
understand our products and provide exceptional
support when they have questions. Our outreach to
distributors, therefore, focuses on wholesale sales.
Retailers, on the other hand, need support to assist the
individual consumers. For System JO, we approach all
training and support with the BIG picture in mind, but
with the flexibility to serve every customer along the line.
Could you take us through an average seminar?
Sandra: Sure! You want to learn about System JO?
Well, perfect! We start with a bit of company history how it all began. We will explain the basics of personal
Lubricants. Because there is no such thing as a
'perfect' lubricant for everyone we offer a range of
products, starting with water-based / silicone-based &
hybrid combinations! We let the customers feel and taste
the product. Because of this, there will be an immediate
connection with the brand. We explain the ingredients
and how a product will fit the customer the best way.
We continue with our stimulant products, body products, hygiene products and massage products one
after another. Of course, the customers can ask questions, which we will discuss immediately. After the training,
which will take 1,5 hours, we give the trainees samples!
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„TO I N FO R M TH E
C U S TO M E R / C O N S U M E R
C O R R E C T LY, I T I S R E A L LY
I M P O R TA N T TO
U N D E R S TA N D W H Y
SYSTEM JO IS DIFFERENT
- A N D TO R E A L LY K N O W
TH E P R O D U C T S . ”

V A N

L O O I J

How much demand for additional
product information is there
among System JO’s trade
partners?
Sandra: Even though I just started
to give educational trainings in
shops, it is clear that there is a
great demand for information.
Most of the people know the
basics, but System JO is more
than just a lube or massage-oil.
To inform the customer / consumer correctly, it is really important
to understand why System JO is
different - and to really KNOW the
products.

S A N D R A VA N LO O I J
Is your previous experience in the
market for adult products a big
help in this new job?
Sandra: Yes, for sure! In my previous experience, I had
the chance to learn a lot about the industry and about
how to educate. Furthermore, because of my previous
experience I already know a lot of customers and they
are all very welcoming when I visit them.
Competition in this market seems to be getting fiercer
and fiercer. Is there still untapped potential for System
JO to exploit in the future?
Sandra: Absolutely! We will continue to grow and to listen to the market. We have to make sure Europe sees
System JO as the best personal lubricant and sexual
wellness brand.
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With a little imagination the

possibilities are almost endless.

ex c l us ive

Design H er Vibes la unch a mo dula r sex to y

Everybody is different –
people have different body
sizes, different body shapes,
different preferences, etc.
With this in mind, Australian
company Design Her Vibes
started thinking about a sex
toy that could be put together
by the consumers according
to their individual needs and
wishes. We wanted to know
what this product will look
like, which challenges have
accompanied its development, and when we can expect it on store shelves. Tim
Hutchinson, founder of Design
Her Vibes, answers our questions in this EAN interview.

Design Her Vibes want to give
everybody the opportunity to
create a vibrator that exactly
fits their needs. How do
you want to achieve this?
Tim Hutchison: DHV
have set out to achieve
this by creating a modular
adult toy that consists of various
head, shaft and base attachments and accessories. These attachments come in assorted
shapes, sizes and textures and by simply adding
the attachments you desire, you can create the
toy that you have long been searching for.

„

How did you come up with this idea and what
were the challenges you had to overcome during the design process?

Dallys and
Tim Hutchison,
founders of
Design Her
Vibes

Tim: I have always been interested in sex and relationships. My initial interest was in designing sex
toys for men as I felt that the market was mainly
catering for women. Whilst conducting some research, I stumbled across an article which discussed the “not every shoe fits every foot” concept and the fact that bodies come in all different
shapes and sizes. This gave me food for thought
and from there the idea was born to create a sex
toy that could be individually customised.
The challenge with this product was how we
were going to make all the pieces fit together
whilst still ensuring that we could get power to
the various components. The solution to this
problem was to create a removable
battery/power unit. Some of the other challenges
were finding engineers to work with as there is
still a large stigma attached to sex toys and the
sex industry - we all enjoy sex but nobody wants
to admit it. A lot of companies are too scared of
potential brand damage. The other major challenge has been sourcing funding for this project.
Due to the variety of attachments the costs to
bring this product to life are quite significant as
there are so many different moulds that need to
be made.
Which attachments do you have planned, and
could I really combine each piece with any
other piece?
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Tim: There are currently around 30 attachments in the
range allowing the consumer to build a multitude of variations, from a small vibrator to a large long vibrator or
even a double ended vibrator/dildo or strap-on. Our
ideal is to launch with all the attachments we have designed thus far however it is very much dependent on
the success of our fund/capital raising.
There are obviously a couple of limitations when connecting the pieces but with a little imagination the possibilities are almost endless. In fact, we managed to
build a sword-like toy!
Currently, a lot of design work goes into ensuring that
vibrators are easy to use. How will you make sure that
the customisation options aren't achieved at the expense of usability?
Tim: No-one wants to use a vibrator/dildo that is clunky
and difficult to manipulate, so ease of use has always
been at the forefront of our design process. With this in
mind, we built in the following features:
• Easy to attach screw thread on each attachment one turn on each attachment locks it into place;
• Removable battery for quick, easy and discreet
charging;
• Magnetic on/off switch with a battery saving feature;
• Wireless remote control to change the vibrating
patterns and intensity.
Vibration strength is another keystone for a successful
vibrator. How did you make sure that the vibrations reach all the right spots?
Tim: The length of the DHV can be customised whether your preference is for it to be longer or shorter.
With this in mind, we included 2 powerful vibrators in
each removable vibrating unit (one vibrator at each
end), to ensure that there is a consistent, powerful vibration through the entire length of the toy and not just
at the tip.
What can you tell us about the team behind DHV? Do
you have previous experience in manufacturing sex
toys?
Tim: The team at DHV is as follows: Tim, that's me. I
am the founder and brain child behind DHV. I'm an artist (sketching erotic nudes) in my spare time and I have
always believed that everyone should experience the
world's most natural high and the best sexual experiences. DHV has been my passion for the last 2 years
and I am determined to bring this product to market allowing people to enjoy the alone or couples time at an
affordable price. Dallys is a Co-Founder and my wife
and is responsible for pushing me to develop the DHV
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product. Without her DHV would
still be floating around in my brain.
She has had to endure many a
„ D U E TO TH E VA R I E T Y O F
night of listening to design ideas,
AT TA C H M E N T S TH E C O S T S road blocks and solutions. She is
also responsible for ensuring that
TO B R I N G TH I S P R O D U C T
the mumbo jumbo you are reading through now makes sense
TO L I F E A R E Q U I T E
and is formatted correctly, yep
she is also responsible for the adS I G N I F I C A N T A S TH E R E
min side of things. Simon is one
of the directors at DHV and has
ARE SO MANY DIFFERENT
played a large role in assisting
M O U L D S TH AT N E E D TO
with research, funding and design
concepts. Craig has been involBE MADE.”
ved in the adult industry for 15+
years and was a director of one
TIM HUTCHISON
of Australia’s top online adult sex
stores. He is my mentor and has
been a backer of DHV since its
inception. Steve has been instrumental in sourcing our
manufacturers and managing this relationship. He will
also be involved with the supply chain and logistics
aspects of DHV. The manufacturer of DHV has produced some of the world's top-selling sex toys that can
be found in stores today. Adhering to the highest quality standards means that DHV brings you a sex toy of
the highest quality. This is our first attempt at manufacturing and it has been a steep learning curve. We
have a portfolio of unique adult products that we will be
working on which we would like to see come to market
over the coming months/years.
One concern when putting together my own vibrator
could be that germs take hold in the gaps and inside

The various
components allow
for a wide range of
vibrator variations
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of the attachments. Must the users be particularly careful in this regard when using your toy?
Tim: Precautions should always be taken when using
sex toys and cleanliness should always be front of
mind. The DHV range of toys has been designed so
that the attachments are easy to clean. We have used
100% medical grade silicone which can withstand
temperatures of up to 160 degrees ensuring any
germs that may be lurking around are killed. The attachments can be easily cleaned either by submersing
them in freshly boiled water or alternatively placing
them into the dishwasher for a thorough cleanse. The
attachments are 100% waterproof once connected
and locked into place which also ensures that germs
are not able to penetrate the toy during use.
How far along are your plans right now? When can we
expect to see the first products in stores?
Tim: We currently have the working go-to-market prototype, which needs a couple of minor final adjustments. Currently, our biggest hurdle is the production
cost. We are hoping to have a round of capital raising
during the next couple of months and, if successful, we
plan to be in stores during the second quarter of 2017.

Big or small,
rabbit or
strap-on –
anything is
possible

Your product is still in development, but can you
maybe give us a price estimation? And are you looking
for distribution partners at this point?
Tim: The DHV range is expected to retail at US$119
for a complete beginners’ set comprising of 1 base, 1
shaft and 1 head attachment as well as a vibrating rechargeable battery unit and wireless remote control.
Additional attachments are expected to retail at around
US$30, allowing you to customise and create a new
experience at a very low price point.
DHV will look to use a distribution model as this
is certainly the quickest way to market.

our marketing/PR company
which failed to drive traffic to our
campaign and grow visibility of
„THERE ARE CURRENTLY
the product. We have started to
AROUND 30 ATTACHMENTS
grow awareness through social
media platforms and our website
IN THE RANGE ALLOWING
and will run another crowd funding campaign once we have adTHE CONSUMER TO BUILD
justed our marketing. We hope to
launch on Kickstarter (if they apA MULTITUDE OF
prove the content) or alternatively
will relaunch on Indiegogo before
VARIATIONS.”
the end of 2016. The pricing on
TIM HUTCHISON
this campaign will be substantially discounted as we are not aiming to make a profit through the
campaign but rather are hoping
to raise enough money to be able to cover the manufacturing cost to simply
get this product out into the market.
If anyone is interested in getting
into bed with us (pun intended)
and help us to bring DHV to life,
they can contact us via our website (designhervibes.com) or the
crowdfunding campaign. The best
support for the campaign is simply to
make a purchase or by telling your
friends about us. The success of any crowd
Design Her Vibes
funding campaign is being able to drive enough
enable consumers
backers to it and this can only be done by making
to create a toy
that caters to
the product go viral (in a good way of course)!
their individual
preferences

You will start a crowdfunding campaign
to let your ideas become reality. How
can retailers support you if they think
that the DHV would be a good addition
to their portfolio?
Tim: DHV tested the waters with a
launch on Indiegogo but had some major problems with
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We’ve noticed that consumers start shopping
for bridal novelties from January onwards.

ex c l us ive

Sca la h elp s th e tra de p rep a re f o r th e up co ming wedding s eas on

Christmas and Valentine’s Day are not the only times when the retail trade can
benefit from seasonal business. For instance, there’s wedding season. Scala
want to provide the trade members with the right products, not just for the
wedding night, but also for stag night and hen parties. To that end, they have
compiled a selection of suitable products, available on scalaplayhouse.com. In
our interview, Maeglin Harmsen from Scala’s marketing and communication
department tells us more about spicing up the bridal season.

Maeglin Harmsen
explains that sexy
wedding gifts are
not unusual
anymore

„

Following the ‘Scala’s Kinky Selection’ and
the ‘Valentine’s Day’ collection, Scala Playhouse
has selected a line of products for the
upcoming bridal season. When does the
bridal season start?
Maeglin Harmsen: May, June, and September
are definitely the peak months when it comes to
weddings; however, we’ve noticed that consumers start shopping for bridal novelties from
January onwards. With stag and hen parties
being planned, and gifts being bought months in
advance, we’d advice retailers to get their stock
sorted at the beginning of the year. The sooner
you have your bridal products in store, the more
prepared you are when the wedding hype hits.
We’ve created the special ‘Bridal’ filter on our
website, with a selection of the best bridal products from our own and third-party brands. We
hope to provide retailers with inspiration and a
great overview of suitable items for intimate play
during the wedding night, pointing out which
products make naughty gifts to surprise the
bride and groom. Your consumers will definitely
say ‘I do’ to these sensational choices.
Is the bridal season a phenomenon that can be
observed in all of Europe?
Maeglin: Definitely, although each country has its
own unique traditions and customs when it comes to weddings. Couples often pick the spring
period, or the end of summer, due to favourable
conditions such as great weather. It’s definitely
true that each country has its own approach; however, what all of Europe has in common is that
planning a wedding takes a lot of time, energy,
and preparation. That is why we’re introducing
the ‘Bridal’ filter in January. You don’t want to
miss out on potential sales.
Some might be wondering
what all this has to do with
our industry. Could you
elaborate on that?
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„W E D D I N G S A R E N OT
J U S T A B O U T TH E C A K E ,
TH E PA R T Y, A N D TH E
RINGS; IT’S ALSO ABOUT
TH E W E D D I N G N I G H T A N D
A SPECIAL HONEYMOON.”
MAEGLIN HARMSEN

The Scala Playhouse
‘Bridal’ selection
contains a great range
of products for every
budget and every
experience level

Maeglin: Of course! Weddings are not just about the
cake, the party, and the rings; it’s also about the
wedding night and a special honeymoon. And what
better way to explore married life together than with a
pleasurable toy, sexy lingerie, or naughty intimate
accessories. We’ve noticed that it’s not just brides and
grooms surprising each other with sensual gifts; it’s also
friends and family who are giving more ‘playful’ gifts.
Why buy the happy couple a fruit bowl when you can
give them the gift of intimate pleasure? The ‘Bridal’ filter
includes a lot of non-intimidating options, like sensual
massage oils in luxurious packaging, that make great
wedding gifts – without being too intrusive. Plus, think
about all the fun newlywed couples could have on their
honeymoon by simply slipping in a little bullet vibe or
cock ring into their hand luggage. The gift possibilities
are endless, so get creative and offer consumers a
more exciting gift selection this bridal season.
How great is the consumer’s willingness to arrange for a
more adventurous wedding night?
Maeglin: Well, it differs from person to person, but in
general, adventurous wedding gifts are no longer a
taboo. We’ve gotten used to sex being a more
mainstream subject, and the days when couples
‘saved’ themselves for the wedding night are long gone
for most people. This means introducing toys or sexy
novelties on your wedding night or honeymoon won’t
shock your partner and can be a welcome addition to
add another exciting element to your intimate play. It’s
all about getting adventurous together and exploring
each other’s bodies, desires, and boundaries in a
playful, fun way – which makes a sexy product the
perfect gift for loved-up newlyweds!
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„TH E M O S T I M P O R TA N T
TH I N G FO R B OTH , O N L I N E

features many seductive lingerie
looks, all picked due to their
delicate, feminine fabrics that will
make any woman look and feel
amazing.

A N D O F F L I N E R E TA I L E R S

Am I right to assume that most potential customers
would be new customers, people new to the adult
market?
Maeglin: Not exactly. Of course, there will be couples
who haven’t experienced erotic novelties yet, however,
nowadays it’s more likely that newlyweds already have
some kind of experience with toys. This is why our
‘Bridal’ selection contains both products for beginners
as well as more experienced lovers. But the selection
isn’t limited to toys and drugstore items; it also includes
lingerie. And this is a category most consumers will
definitely be familiar with! Brides are often ready to
spend a bit extra on the perfect wedding lingerie,
making this a product group that is guaranteed to do
well within any store’s assortment. Another bonus is
that with wedding lingerie, the up-sell possibilities are
endless. Are your consumers buying a sexy bra-set for
the wedding night? Why not add a sexy garter belt and
stockings, maybe some lace gloves, or even a set of
naughty lace bunny ears to spice up the look? Oh, and
don’t forget about the silky satin robe to cover up…
Get creative with your stock and surprise your
consumers with wedding lingerie that makes them say
‘I do’ to the purchase.
So the goal is now to supply this type of consumer with
the right products. Scala has created a new product
category just for this purpose. Which products does it
include?
Maeglin: The Scala Playhouse ‘Bridal’ selection contains a great range of products for every budget and
every experience level. A large portion of the products
is picked because they stimulate the ‘joint experience’;
meaning both partners can enjoy them simultaneously,
or play with them together. For example: sensual
massage oils, tasty body paints, luxury share vibes,
and trendy designer toys. The ‘Bridal’ selection also
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What criteria did you follow
when picking the products for
I S TO I N FO R M C O N S U this selection? What is bridal
season-compatible and what is
M E R S A B O U T TH E I R
not?
Maeglin: We’ve selected toys
B R I D A L S TO C K . ”
which generally feature a white
MAEGLIN HARMSEN
colour scheme, with a wink to
‘something blue’, meaning some
blue-hued products. The lingerie
is mostly white coloured, but
we’ve also added some darker choices and floral
prints to add a bit of extra flirtiness to the selection.
The drugstore items in the selection are products that
are great for sharing and make the joint experience
even more sensual, for example lovely massage
products and smooth lubes.
Apart from the variety, what is the collection’s main
USP?
Maeglin: The ‘Bridal’ selection offers items that add a
touch of intimacy, pleasure, and fun during the
wedding night. We’ve selected products that offer
great ‘value for money’, that are non-intimidating and
are suitable for each entry-level users. The selection
also includes products for each budget from both,
our own brands and our third-party brands to give
you the ultimate overview of our bridal stock on offer.
A treat for the eyes is a treat for the mouth. How
should brick and mortar and e-commerce retailers
prepare themselves for the bridal season and how
can Scala help?
Maeglin: The most important thing for both, online
and offline retailers is to inform consumers about their
bridal stock. Drawing attention is key, as you want to
be able to inspire your consumers with these
unusual, fun, and playful gift suggestions. There are
many ways to do this, ranging from online social
media campaigns to adding bridal decorations to
your shop window. A simple in-store display with
bridal elements, such as rose petals, garter belt, and
maybe some signs/banners can also be very effective
in attracting your consumers’ attention. If our
customers need any help in shaping their bridal
season marketing, our Scala Playhouse team is
always ready to help.
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Innovators should keep in mind that it is important

to carefully look at the laws of every country.
ex c l us ive

Ma x ine Lynn’s blo g f o cuses o n p a tents in th e a dult industr y

„

Never before have the designs

You recently started the website
sextechlaw.com. What do you write about
and why did you decide to inform your
readers about these topics?
Maxine Lynn: The website includes the blog,
“Unzipped Sex, Tech, and the Law,” as well as
the “Sex Tech Patent IndeXXX” bulletin. As the
sex technology industry grows, and even porn
moves in a high-tech direction, there are a lot of
new issues that will affect players in the industry.
The blog will provide in-depth analyses of laws,
court cases, and tech-related issues, like patent
trolls and data security. In addition to providing
the expertise of a patent and trademark attorney,
I’ll include links to relevant court documents, patents, and other related items, so that readers

and features of sex toys been
more diverse and varied than
they are today – not least of all
because the concepts behind
these toys are becoming more
and more sophisticated and
the technology inside these
toys is becoming more and
more advanced. Looking at
the ever-growing range of
Maxine Lynn is an
intellectual
property (IP)
attorney with the
law firm of
Keohane &
D’Alessandro,
PLLC

products in the market, you
often wonder: Who came up

„ I TH I N K , O V E R TI M E ,

with that idea first? What’s the

WE’LL SEE MORE REGU-

original, what was inspired by

L ATI O N S O N TH E I N D U S T RY

it? And: Which legal steps can

IN TERMS OF SAFETY OF

you take to protect your

P R O D U C T M AT E R I A L S . ”

creation? Attorney Maxine

M A X I N E LY N N

Lynn’s website
can review and form their own conclusions
about the various subjects. The index will list patents and patent application publications in the
Sex Tech space by quarter beginning in 2017.
The year 2016 was organised by first half and
second half. Abstracts and links will be available, so people can easily understand and access
each document. In 2017, I’ll also be introducing
a podcast called “Unzipped The Business of
Sex” at www.BusinessOf.Sex, which will allow
for actual discussions about patents, laws, and

sextechlaw.com is a veritable
goldmine for anybody interested in these things. We spoke
with Maxine about her blog,
and she provided us with
illuminating insights into the
world of sex toy patents.
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Maxine Lynn: Sure. I am an intellectual property
attorney with ten years of experience. I work on
patent, trademark, and copyright applications, and
everything that goes along with that, such as license
agreements, manufacturing contracts, and litigation. I
was invited to a “sex toy party” a few years back,
where a consultant handed out catalogues with sex
toys that you could purchase (like at a home Tupperware party). As a patent attorney who protects new
technologies for a living, my mind started running wild
imagining how those products could be improved. I
did some research, and realised there was, in fact, a lot
of room for innovation there. So, I started filing a few
patent applications of my own. As I was researching
how to actually develop my ideas, I uncovered fascina-

other business issues with lawyers, industry insiders,
and various pundits.
Dildos and vibrators have been on the market for a long
time. Have there been recent changes that make this
field more interesting to attorneys now?
Maxine Lynn: Yes, many things have changed.
For example, with the incorporation of advanced technology into adult products, innovation is moving
quickly. Savvy companies are filing for patents on their
ideas, and it’s only a matter of time before associated litigation begins. In fact, there has already been several
infringement cases involving sex toy patents in the last
five or so years. As lots of new companies crowd the
space, it’s natural that issues will arise as they all comMaxine Lynn’s
advice to sex tech
inventors is to
check twice and
make sure their
invention does
not violate any
existing patents

„TH E I N D E X I N C L U D E S PAT E N T S
ON SEX TECH, CONDOMS, SEX
F U R N I T U R E , A N D OTH E R T E C H N O LO G Y M E A N T TO E N H A N C E
SEXUAL PLEASURE.”

pete for market share. Another example is the
changing of societal norms. Talking about sex has become more acceptable, and use of adult products has
become mainstream. As society evolves, so should
laws. This raises the question of whether trademarks
including sexually-explicit elements should be allowed
protection by government trademark offices. Historically, some of such marks have been rejected by the
U.S. and European trademark offices (as well as other
offices around the world) as being “scandalous” or “immoral.” We may actually get some insight into that issue in a case being heard at the U.S. Supreme Court in
January of 2017. These, as well as similar topics relating to a changing world, will be covered in the Unzipped blog and podcast.
Could you tell us a bit more about your background?
Why did you decide to specialise on sex tech?
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M A X I N E LY N N

ting legal (as well as business and ethical issues) issues, which I thought other people would find interesting too. I didn’t see anything out there quite like the
blog and index I’ve now created. I’ve envisioned them
to be resources for people in the industry, as well as
those just curious to learn about it. So, as I write articles, I interweave a little bit of humour here and there to
lighten the tone and
make sometimes dry subjects more intriguing
and memorable.
Is working as an intellectual property lawyer for the
adult industry any different from working for other
industries? Are there specific challenges you don’t find
in other industries?
Maxine Lynn: I think one of many challenges you’ll find
in this industry, at least as it is today, is the
fragmentation, by which I mean most companies
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are small. Several lawsuits relating to alleged infringement of “the teledildonics patent,” directed
to remotely controlled sexual stimulation systems, wreaked havoc on the industry because it
was difficult for small companies to handle the
high costs of litigation. We saw that the situation
was different when the crowdfunding platform,
Kickstarter, was sued based on the same patent.
After Kickstarter refused to settle, the plaintiff
dropped that suit, without dropping the suits
against the much smaller sex toy companies.
This was most likely because the plaintiff knew
that the behemoth crowdfunding company
would have the money to fight back. A loss of a
lawsuit could potentially include the invalidation
of a
patent – Too much for a patent troll to risk.
Unfortunately, we’ll probably see more cases like
this in the future.

The patents you cover in your blog and index are
from the US. Are the laws in Europe different?
What should innovators keep in mind if they want
to market their products worldwide?
Maxine Lynn: Europe has its own patent laws
and system, separate from the United States.
While Europe’s laws are similar to those of the
U.S., it’s important to have accurate and
complete information. So, when issues arise in
Europe or any other part of the world, I’ll have
guest bloggers including attorneys and other relevant experts from whichever country is
applicable. Innovators should keep in mind that
it is important to carefully look at the laws of
every country in which they are interested to protect their ideas. They need to understand how
the requirements for protection may vary, so they
can comply with all of the applicable rules. On
the flip side, innovators also should look at where
competing products have been protected previously to avoid infringing on a third party’s patent
in a country that perhaps they overlooked.

Part of your website is the Sex Tech Patent IndeXXX. Which patents get in this index? How
many patents are out there that affect sex toys?
The sex tech market is growing quickly, with new
Maxine Lynn: The index includes patents on sex
innovations and products hitting shelves every
tech, condoms, sex furniture, and other
day. How can small companies make sure they
technology meant to enhance sexual pleasure.
don't get into trouble for copyright
Patents on VR and AR are included if they
or patent infringement?
specifically mention sexual uses. Medical devices
are excluded, although sometimes, it’s a fine line as to where
sex toys end and medical
devices begin. For the first
I TH I N K O N E O F M A N Y
issue, I located 27 U.S. utility
patents that issued in the first
C H A L L E N G E S YO U ’ L L F I N D
half of 2016. Over time, the
I N TH I S I N D U S T RY, AT
index will be expanded to
incorporate design patents,
L E A S T A S I T I S TO D AY,
patent application publications
(applications that have
I S TH E F R A G M E N TATI O N ,
published, but may not
necessarily have issued yet),
BY W H I C H I M E A N M O S T
and European patents. I’ll also
look back in time, and compile
C O M PA N I E S A R E S M A L L . ”
patents and publications from
M A X I N E LY N N
about 1998 onward. At that
point, I’ll be able to more clearly
answer your question about
how many patents are out
there on sex toys!
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Maxine Lynn: On one hand, copyrights protect
creative works like books and music. A company can
avoid copyright infringement by taking care not to copy
any advertising or packaging designs of others. On the
other hand, patents cover tech innovations. To avoid
patent infringement, a company should consider a freedom-to-operate search on a product idea before
launch. This search, usually done by a patent attorney,
can determine whether the product, if produced and
sold, would infringe on a third party’s patent. Unfortunately, such a search can be very expensive, so the
company has to do a risk/benefit analysis before committing to it.
Is there an easy way to tell a (legal) innovation apart
from a (illegal) copyright or patent infringement?
Maxine Lynn: Remember, copyright is for creative
works, rather than technological. Tech is instead
covered by patent, so it has separate and different
standards from copyright as to what constitutes
infringement. For a creative work to infringe a
copyright, it must have been copied from the original,
and therefore, be substantially similar. So, it is
important that company marketing teams are careful
not to copy the advertising or packaging of others. For
a product to infringe on a third party’s patent, the product must include each and every element of one or
more of the patent’s claims. Reading a patent
document can look daunting to someone who is not
familiar it. Initially, there is a technical description of the
invention, called the “specification.” The “claims” are at
the end, and they delineate what the patent owner
actually owns. The specification is meant to help in interpreting those claims. A company should compare
its product to the claims of the third party’s patent to
determine if the product includes all of the features of at
least one of the claims. If all of the features of a claim
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„ A S LOT S O F N E W C O M PA N I E S
C R O W D TH E S PA C E , I T ’ S
N AT U R A L TH AT I S S U E S W I L L
A R I S E A S TH E Y A L L C O M P E T E
FO R M A R K E T S H A R E . ”
M A X I N E LY N N

are found, the company should check to see whether
they can “design around” the claims to avoid heading
straight on into a potentially-costly and time-consuming
lawsuit.
With the technological advances we see today
(not only) in regard to sexuality, do you think we will
need new laws covering this field in the future?
Maxine Lynn: Laws are constantly evolving. I think,
over time, we’ll see more regulations on the industry in
terms of safety of product materials. Regulations
dealing with ethical issues, for example, relating to sex
robots, will also likely pop up. Rules surrounding porn
content and access are constantly in flux. Currently,
Britain’s government is considering new laws relating to
online porn. As time and tech progress, discussions
among “the people” will become louder, and eventually,
governments will hear and act – whether it be to pass
laws, or repeal them.
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EXTASE S. lives

for pleasure! Pour l’art de l‘amour!
ex c l us ive

Jo rdina Fa rell p resents E X TASE SE NSU E L by KARE Z Z A C o smét iq u es

In our interview with Jordina Farell, founder
and General Manager of Spanish company
KAREZZA Cosmétiques, we talk about how
sensuality, eroticism, and a fulfilling intimate
life can improve people’s wellbeing and
health – and about how KAREZZA’s
EXTASE SENSUEL products can help
achieve these things.

„

Could you tell us a bit about
yourself?
Since when have you been in the
business of making massage oils
and cosmetics and how
did your company get started?
Jordina Farell: EXTASE
SENSUEL by KAREZZA
Cosmétiques - Barcelona
was started at the end of
2007 by a group of
professionals from diverse backgrounds,
but mostly from the
confectionery and
beauty care &
perfumes
markets, all of us
lovers the
pleasure lifestyle.
Our idea was to develop a
brand specialising on the
pleasures of intimate
massages for the open
personal care market.
(OPC). At that time,
intimacy and erotic
products weren’t
accessible in OPC
channels in Western
and Southern Europe despite the revolution
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of modern couples’ needs that was instigated
and driven by women who wanted more
satisfying sensual and sexual relations to improve
their wellbeing and partnership. It may sound
strange but even today, despite the strong
example of emancipated European societies, the
meridional latitudes are publicly dominated by a
false sense of embarrassment about sexuality.
Through our market research in this part of
Europe, we were among the first to recognise
and decode these factors and to use them for
the creation of a new brand that is highly-sensitive, sincere, and satisfies our target audience,
the great catalyst of pleasure: women. At that
time, mainstream retail wasn’t ready nor open to
these new social trends. Therefore, we redirected
our focus to more specialised channels.
What can you tell us about your business philosophy? What does Extase Sensuel stand for?
Jordina Farell: We’ve had a special and
distinctive focus from the beginning:
• Women, as the driving force of the sensual
revolution
• EXTASE SENSUEL pour “L’Art de l’Amour”
perfectly embodies our philosophy: to help
and fuel the power of female pleasure
• From the very first product launch, we’ve had a
very clear brand and style design, which, back
then, nearly 9 years ago, was incredibly
innovative, and still is today. EXTASE S. is a
clearly defined brand with its own flavour,
demonstrating sensitivity and attention to the
feminine life philosophy and the female needs
within our strong range of quality products.
• EXTASE S.’s philosophy aims directly at the
skin as the most powerful vehicle of pleasure,
to introduce people to the delights of sensual
massages and show them how to improve
foreplay.
• We guarantee satisfaction, being one of the first
manufacturers to apply integral organolepsia to
100% of our products.
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• Top quality through effectiveness and safety
guarantee: Every single selling argument is
absolutely real. All products are manufactured
in cosmetics labs in Barcelona.
• Proven quality will leave no user disappointed.
We haven’t had a single claiming in nearly
9 years.
• Top quality in financial and manufacturing
control, allowing us to offer our products at
very
competitive prices, with great margins for our
customers in the trade.
• Business focus specialisation: We offer a great
value for price ratio.
The Extase Sensuel product line is rather large
and extensive. Can you give us a quick overview
of the products?
Jordina Farell: We offer top quality with integral
organolepsia formulas, aiming to improve
satisfaction for both partners:
• Our starting point was hot oils for a hot
massage
• After that, we introduced specific stimulants to
create a more comprehensive range
• To cater to women, we offer different intensities
for different consumers (with cold or hot
pleasure effects)
• There are special arousers and retardants
for men
• Products designed specifically to guarantee
pleasure for both partners during oral sex
• Xtra-Fresh Hot Oils, with double cold and hot
effects
• Feromon hot oils with attraction effect

The comprehensive EXTASE
SENSUEL product line also includes
appealing gift sets

„W E A R E S TI L L
LO O K I N G F O R OTH E R
D I S T R I B U TO R S I N
OTH E R T E R R I TO R I E S
WHO SHARE OUR
BUSINESS
P H I LO S O P H Y A N D

All with a large variety of fruit and famous cocktail
flavours (Mojito, Pina Colada, Cuba Libre, etc.)
• Sanitary Lubricants range … neutral or
flavoured, also including strong lubes on
high-quality silicone base
• One of the widest and most unique Monodose
ranges on the market: The EXTASE 10ml
POCKETs
• And on top of all these products … EXTASE S.
offers one of the best and widest ranges of Gift
Packs, featuring a mix of all specialties and
naughty complements like Gift Coffrets, Gift
Sets, etc.

WA N T TO J O I N U S I N
A LO N G - T E R M
PA R TN E R S H I P. ”
J O R D I N A FA R E L L

What are the key characteristics of your
products? In what way do they differ from the
competition?
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Jordina Farell: We have a very competitive
marketing mix for the trade and therefore also
for specialist retailers and end-consumers:
• A wide and comprehensive range of brand
products
• European pharma-cosmetic quality:
high effectiveness, safe formulas &
manufacturing
• 100% of the range with integral organolepsia
(i.e. edible formulas)
• Best value for price
• Well-balanced retail prices for top quality
products
Which ingredients do you use?
Jordina Farell: 100% of our specialities are
produced in official EEC regulated pharma
cosmetics labs in Barcelona. An additional
feature of our formulas is that 100 % of them
are edible and even suitable for diabetics.
How long did the research and the
implementation of the product range take?
Jordina Farell: It all started with three
flavoured Hot Oils, a simple heat effect range,
but from the first moment, EXTASE was a step
apart from the competition at that time. Over
the course of 7-8 years, the range has grown
to include almost 60 products, with our goal
being to maintain the EXTASE S. quality level.
Because this is EXTASE S.’ long-term strategic
goal: quality products at fair prices.
Why did you decide on presenting such a large
selection of products?
Jordina Farell: The selection wasn’t that big at
first, we built it and still continue to improve it
progressively… There’s no end in sight.
Throughout the evolution from basic porn
shops to erotic and sensual stores, the
consumers’ desires have never been
completely satisfied because not enough
attention was paid to the deep
psychological foundation, especially when
it comes to women and what they expect
from these products.
Is there a special consumer group you are
aiming for with your products?
Jordina Farell: From the first day, women have
been our main priority. Women are the driving
force in the development of sensual intimacy as
a way to enhance authentic satisfaction and
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improve people’s health, well-being, and intimate
understanding.
What would you say is the most important aspect of a
massage oil – e.g. ingredients, price, functionality, brand
recognition? Which makes a customer buy a certain
massage oil?
Jordina Farell: A first-time buyer bases his decision on
the retailer’s recommendation and the look & feel of the
product. An experienced lubricant user bases his
decision on the level of satisfaction and therefore
credibility among the brands he has tried. There is a
need to test and compare. Distributors should try to
seek or select the best offer of specialties and offer a
complete and balanced mix, which is attractive for the
trade and the final consumers. The products that are
promoted most heavily in the distribution channels are
not necessarily the best.
Everybody wants to get their products on store shelves,
but there must be a qualitative understanding among all
actors in the market. We all must commit to a better
disclosure of the qualities of each brand to develop a
market where the consumers know more and can
immediately tell which product is right for them.
The market is flooded with massage oils, lubricants,
and similar products. How important is it to present
products as a brand with recognition value and a
message?
Jordina Farell: The strength, credibility, and appeal of a
brand depends on the integral coherence of all the
attributes proposed in its marketing mix. Standing out in
just one or two attributes doesn’t guarantee the degree
of recognition that is necessary to be deemed credible
and to stay relevant for a prolonged period of time!
Do you see any general trends in the market for massage oils, lubes, and stimulants?
Jordina Farell: The level of innovation and attraction is
stagnating because there is no deep and specialised
level of cosmetic or pharmaceutical research in the
pleasure segment. In general, you don’t come upon
innovative attributes very often. Mostly there are just
copies and combinations of existing attributes, ... and if

„W O M E N A R E TH E D R I V I N G
FO R C E I N TH E D E V E LO P M E N T
O F S E N S U A L I N TI M A C Y. ”
J O R D I N A FA R E L L

The latest addition
to the EXTASE
SENSUEL line:
Ultra Silk Touch

you actually do come across a really interesting /
"innovative" attribute, a lot of the time, they’re not well
worked out in their marketing implementation. I believe
that few product lines are developed on the basis of
new contributions, but rather because you want to have
more products in certain distribution channels.
Would you agree, that the consumers are paying more
attention to the ingredients of the products they use?
How does this affect the market for lubricants, massage
oils, stimulants, and cosmetic products?
Jordina Farell: It depends on the maturity of the market
and the product category ... for example, markets in
Northern and Western Europe or North America are
much more mature than the markets in other latitudes.
And consequently, consumer demand and development rhythms are also different… which currently adds
another obstacle to the vision of a global offer.
Which market is the centre of your activity? Do you
focus on the adult market, or do you also want to
establish a foothold in the mainstream market?
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Jordina Farell: We focus on sectors where the
public can find products for their well-being
and care... and sensuality and sex are definitively about health and well-being. Therefore,
we are always looking for new channels that
might help with the evolution of our brand.
Where can Extase Sensuel products be bought
in Europe and who can retailers turn to if they
want to pick up your products?
Jordina Farell: EXTASE S. is a brand that always
strives for success through long and faithful alliances with experienced and professional distributors in various markets. In France, we collaborate
with Groupe Concorde, in Spain with Grutinet
Group, in the Netherlands with Eropartner… and
we are still looking for other distributors in other
territories who share
our business philosophy and want to join us in a
long-term partnership.

Promotional materials are vital at the point of
sale. How do you support the retailers in the
brick and mortar and the e-commerce trade?
Jordina Farell: All our partners - distributors
and retailers - can access our commercial
materials, samples, testers, and technical
info through our site:
www.extasesensuel.eu. There, we share a
private and open channel of communication
with the trade, paying attention to all their
needs to develop special one-on-one
collaborations.

Does Extase Sensuel have any plans for new
product releases within the near future?
Jordina Farell: We are constantly working on
new products for the intimate satisfaction of
our customers. Presently, EXTASE S. is
extending its diverse range of Gift Packs to
improve diffusion and
easy trial of all EXTASE
S. specialities for the
Why does your strategy
end-consumer. Beside
focus entirely on
I B E L I E V E TH AT F E W
the upcoming
distributors?
launches of innovative
Jordina Farell: Karezza
PRODUCT LINES ARE
new Ultra Silk
Cosmétiques is a
massage oils, we also
company specialised in
D E V E LO P E D O N TH E
are also doing
the conceptualisation,
B A S I S O F N E W C O N T R I B U - research looking to
design, and manufacture
incorporate new
of effective specialties
TI O N S , B U T R ATH E R
benefits from phyto
“pour l’ Art de l'Amour” therapy in our
products for sensual
B E C A U S E YO U WA N T TO
products. As you
massages and pleasure.
know, the world of
To get these products to
H AV E M O R E P R O D U C T S I N
plants still holds
the users, we rely on prointeresting secrets and
fessional distributors and
C E R TA I N D I S T R I B U TI O N
surprises. But we
wholesalers. We focus on
always set great store
CHANNELS.”
what we know we’re
by safety, and as with
good at and work with
J O R D I N A FA R E L L
all of our specialities,
partners who are good at
we will also ensure
what they do. We take
high pleasure
great care of our
effectiveness for our
collaborative partnerupcoming products. EXTASE S. lives for
ships, in particular by maintaining a high level of
pleasure! Pour L’art de L‘amour!
competitiveness and quality.
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You wouldn’t buy a luxury car and then

recommend putting budget supermarket oil in it.
ex c l us ive

Nigel Po well’s ta ke o n th e la test develo p ments in th e lub r ican t mar ket

In the lubricant segment, things are not changing quite as fast as they do in the world of
adult toys, but there have been some clear developments that are worth discussing.
EAN asked Nigel Powell, Managing Director of Give Lube/Give Pleasure Products to
take a closer look at the market and how it is changing. Nigel also
shares some information about his brand’s upcoming products,
he provides advice to retailers on how to present lubricants in
the store, and he explains why he is so happy with the
collaboration between Give Lube and ABS Holdings.

„

Nigel Powell,
Managing
Director Give
Lube/ Give
Pleasure
Products

The beginning of a new year is a perfect opportunity to look back on the year before.
Were there any big changes in the lubricant sector?
Nigel Powell: Not really, just lots of subtle ones as, particularly for the bigger brands, they ask
themselves 'what next?'. Which must become a harder and harder question as each year goes by.
With their already full and varied ranges, how do they add new products to try and keep ahead of
their competitors without making over-complicated ranges that could confuse consumers. After all
there is only so much you can do with a liquid. I know the young life time of Give Lube (5 years) has
helped, but I’m pleased that we have an uncomplicated range of products and
some retailers, and consumers, clearly prefer that.
The biggest change is more and more sex toy brands doing their own lubricants. You can't blame them for trying to sell more products but it
can be a risk selling perceived lower quality lubricant products
alongside your very expensive sex toy. I’ve said it before, you
wouldn’t buy a luxury car and then recommend putting budget
supermarket oil in it. Maybe the larger lubricant brands should
start doing vibrators. That would surprise the sex toy brands,
but it’s no different to what the sex toy brands are doing
themselves.
By this point, there are few distributors or wholesalers
who do not offer their own lubricants. How does Give
Pleasure Products deal with all the private label products on the market?
Nigel: Some consumers want to pay as little as
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possible for all of their products, so there’ll always be
a demand for lower priced, lower quality lubricants irrespective of their branding. As for the sex toy brands
doing their own lubricants I think there is a better approach. Stick to what you’re good at and, if you do
want to sell a lubricant with your sex toy, add value to
what you do and show your customers that you care
about everything that you provide them. They can do
this by dual-branding. They are a sex toy expert.
Dual-brand with a lubricant expert. Your luxury car
now has the best oil.
Has the lubricant already unfolded all of its potential?
Or is there still some consumer education left to do?
Nigel: When there are still people who say 'I don’t
need lube' there is education left to do, which also
means there’s opportunity and potential.
In your opinion, do products such as lubricants get
enough attention or does the industry put too much
focus on toys?
Nigel: The industry does put a lot of focus on toys,
but I can understand that. A liquid isn’t as interesting
as a beautifully designed, multi-speed toy that can be
controlled by an App and gives you a great chunk of
profit. I do think though that physical retailers could
have a different approach. Instead of treating it as an
add-on, start with lube and then talk about all the different products that you can use with it. It helps to
engage the consumer in conversation and they can
be introduced to a variety of toys that they may never
have thought of before. If the focus is on lube and
using lube with toys, when they run out of lube they’ll
come back. If you just treat lube as an add-on and
sell cheap, lower quality lube you risk the whole of
that customer’s purchase and experience with your
store. Every part of the sale is important. Don’t ruin
your customer’s experience with you by providing
poor quality lube.
Quite a few experts think it is possible that large
mainstream brands (cosmetics, bodycare etc.) will
discover the potential of lubricants and sweep the
market. Will this happen soon?
Nigel: I don’t think it’ll happen at all. They’re not
brave enough and will continue to distance
themselves from sex.
What developments in the lubricant segment do you
anticipate for 2017?
Nigel: Lots of sex toy brands will dual-brand with
Give Lube! ☺ Brands will no doubt monitor and adapt
to trends. We’ve our own exciting developments co-
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ming up in a couple of months, which I
unfortunately can’t talk about yet.
In late 2016, at eroFame you expanded
your range of products. Can you update
us on the details?
Nigel: We introduced 2 sensations lubes, which were an addition to the lubetube range. This
completes this range and, for the
100ml bottles, this provides a super-sexy-slippery-six. An uncomplicated range comprising water-based, silicone-based, flavours and
sensations. With our Chinese
distributors, we’re developing a new
display unit for these 6.
We introduced another lube to
the Super Thick Series, a super
thick water-based lube available
in a great 200ml pump bottle.
We also introduced our Pleasure
Perfect gift products
Packs which are great for encouraging people to
that will inspire many
experiment and are ideal impulse and gift purchases. It
impulse purchases,
especially among
was great fun choosing names for the packs. My
newcomers to the
favourite is 'Tie Me Down, Lube Me Up'.
world of adult products
– the Pleasure Packs
We’ve also started doing bespoke manufacturing for
these types of packs and have 2
customers from eroFame that
we’re now making packs for. With
a mix of our own products and
„A LIQUID ISN’T AS
great links to manufacturers and
I N T E R E S TI N G A S A
distributors we’re able to supply
bespoke packs at fantastic prices
B E A U TI F U L LY D E S I G N E D ,
with a minimum order of just 250
packs.

M U LTI - S P E E D TOY TH AT

C A N B E C O N T R O L L E D BY

How have the new products been
received?
Nigel: Everybody really liked
A N A P P A N D G I V E S YO U
them. Not only are they great gift
ideas, the smaller component
A G R E AT C H U N K
sizes enable retailers to
O F P R O F I T. ”
effectively get multiple samples
out to consumers and then they
NIGEL POWELL
come back for bigger sizes for
the products that they like and
want more of. They’re available
from us direct in the UK and, for mainland Europe,
ABS Holdings have just lowered their prices so
there’s a much more generous margin on offer now.
Would your packs not be the perfect gift for 'beginners',
e.g. consumers who are new to the world of adult
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products?
Nigel: You’re correct. They are. As I touched on before,
the sample sizes enable newcomers to make experimental purchases at low risk prices. Plus, the Pleasure
Pack names have a wide range of names to cater for
those who prefer a softer, more mainstream product
name, such as The Love Box, to the more experienced
consumer who likes to Give Stronger Harder Longer.

„ I ’ M P L E A S E D TH AT W E
H AV E A N U N C O M P L I C AT E D
RANGE OF PRODUCTS AND
S O M E R E TA I L E R S , A N D
C O N S U M E R S , C L E A R LY

What plans do you have regarding product releases in
2017?
Nigel: Well we’ve just taken over the Tease Erotic Dice
from Tease Products as the owner is moving on to other
things. So this will be available from Give Pleasure Products from 1st January. We will have 2 new lubricant
based products available in a couple of months along
with some more mainstream, gift sector packs. Oh, and
hey, how about a Give Lube Vibrator? Just kidding.

P R E F E R TH AT. ”
NIGEL POWELL

Would it be possible to dive into other areas with Give
Lube as a brand, for example massage oils?
Nigel: Yes of course. With Give Lube and Give Pleasure
Products we have the right structure to be able to add
more products under the relationship nuturing Give
branding and ethos.

The 'Horny Devil
Warming Gel' and the
'Ice Breaker Cooling
Gel' are the latest
additions to the
lubetube line

Nigel advises toy
producers to put
more focus on dual
branding instead of
trying to develop
their own lubricants
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You work very closely with ABS Holdings. Does this rule
out cooperating with other distributors, for example in
mainland Europe?
Nigel: For the time being, yes. ABS are the ones to haven given us this opportunity, so we now need to give
them the opportunity and time to be successful with our
products in mainland Europe.
Nowadays, there is a lot of discussion surrounding the
question of how to support the trade, ranging from POS
materials to in-store product training. What is Give Pleasure’s view on this?
Nigel: Clearly various things are needed and it’s about
being flexible. We’re not going to just guess what we
think retailers want. We like to work with retailers and
discuss what their needs are. Over time this has enabled us to produce a range of very cost-effective support
items from retailer customised web banners to display
strips and lube spheres, all with a variety of headers to
match store colour themes and orientations.
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I N T E R V I E W

We can’t invent the wheel. That’s been done.

But we can make it roll better, for less money.
ex c l us ive

Craig
Mewbourne,
brand
consultant for
Motorbunny

C ra ig Mewbo urne o n th e Mo to rbunny

Sex machines are very expensive, very loud,
very big, and very clunky which means they
only appeal to a niche audience. For a long
time, this has been the picture people
painted of this product category. The team
of US company MB Technologies LLC want
to change all that with the Motorbunny, a
product aimed at introducing sex machines
to a larger audience. We were eager to
learn how they intend to achieve this goal,
and Craig Mewbourne, the brand
consultant for Motorbunny, told us about
the new product in our EAN interview.

„

What exactly is the Motorbunny?
Craig Mewbourne: The Motorbunny is a
motorised, straddle-style, ride-on-top toy
that allows users to affix a wide range of attachment styles for varied riding experiences.
Flat, TPE attachments are designed purely
for clitoral stimulation, and there are penetration attachments that take advantage of the
rotation function, or what we call 'twirl'.
There are products that seem similar to the
Motorbunny, at least in theory. So: What sets
it apart from the competition?
Craig: There have been competitive products
of varying quality available for decades, and
most are quite proud that their product
offerings have been unchanged for that long.
Motorbunny’s spirit of innovation is one big
differentiator. We’re not afraid of trying new
things. There’s also a big commitment to
responsive service before and after the sale.
We like to say we 'cuddle after.' Of course,
there are different features like a slightly more
powerful motor and eyelets for securing
additional attachments. Oh, and Motorbunny
costs about $450 less.
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How did you get the idea for this product, and
when did you launch it in the US?
Craig: The product development team actually
began researching how to make various medical
devices less expensive through streamlined
production. They asked themselves, 'How can we
make a product that increases quality of life, but is
less costly to produce?' After a year of research,
they expanded their research focus and the
personal sexual device industry presented an
answer to that question immediately. After two
more years of development, Motorbunny was
launched in February of this year.
Were you involved in the sex toy market before or
was the Motorbunny your first step in this area?
Craig: Most of the team had no specific prior
experience in the adult market, which we see as a
positive. It’s been a wonderful learning process,
and we haven’t been impeded by any biases. You
won’t hear 'but that’s never been done before' in
our hallways.
It is obvious that you are following a particular
philosophy with the Motorbunny. Would you mind
telling us more about that?
Craig: Absolutely! The short answer is that we
don’t take ourselves too seriously. The long answer
is that while Motorbunny products are purposefully
designed, we know what really matters is the
creativity they add to people’s sex lives. In order to
remain focused on enabling those creative experiences, we operate based on five core beliefs:
1. Sexual fulfillment shouldn’t be a luxury. Everyone
deserves to realise their maximum potential for
pleasure. Anything we do should be affordable.
2. You shouldn’t be punished for experimenting. If
you have an issue, return it. No questions asked.
No hassle. If it’s not for you, it’s not for you.
3. Innovation is good for everybody (especially
our customers). We can’t invent the wheel. That’s
been done. But we can make it roll better, for
less money.
4. Customers are relationships. Not sales.
5. People should be treated fairly. Period.
If there’s ever any issue, we usually just point to
the fifth belief and most problems are solved.
What’s the target audience you are gunning for
with the Motorbunny? Who is this product for?
Craig: We try not to overly define our target
audience. We’ve seen happy users in all walks of
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„ M OTO R B U N N Y A P P E A L S
TO A N YO N E W I TH A

life. Motorbunny appeals to
anyone with a curiosity to
see how intensely they or their
partner can climax. (Everyone
else, frankly, we just don’t understand.)

Big, heavy, unwieldy, extremely
loud, not exactly discreet,
overpriced – those are the most
I N T E N S E LY TH E Y O R
common preconceptions when it
comes to sex machines. Will the
TH E I R PA R TN E R C A N
Motorbunny be able to open up
this niche to a new, wider
CLIMAX.”
audience?
CRAIG MEWBOURNE
Craig: We sure hope so! We’re
continuing to tweak future
designs to address noise objections, and a travel case is soon to
be released. Lowering the price barrier is certainly helping us to find a wider audience, but we’re also hoping
to see fewer stigmas applied overall. The industry sort of
painted itself into a corner by marketing 'indulgences,'
and we’re hoping to kick the door open for everyone.

C U R I O S I T Y TO S E E H O W

Nowadays, most products in the sex toy market are
marketed as couples’ products. Is Motorbunny also a
product for couples?
Craig: Motorbunny is enjoyed by couples, but also by
single women and men, and even groups of consenting
adults. We think marketing exclusively to couples
perpetuates one of the stigmas that motorised toys
aren’t for everyone.
The Motorbunny is made up of various components
made from various materials. How do you ensure the
quality and safety of the product?

Three years of
development went
into the Motorbunny
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I N T E R V I E W

How do marketing and advertising differ from normal
sex toys, like a vibrator or a
PA I N T E D I T S E L F I N TO A
masturbation sleeve, when
you try to sell a product like
C O R N E R BY M A R K E TI N G
the Motorbunny?
Craig: The price is far and
' I N D U LG E N C E S , ' A N D
away the largest concern for
most customers. An investW E ’ R E H O P I N G TO K I C K
ment in a $20 vibrator isn’t
scary if the product
TH E D O O R O P E N FO R
experience turns out to be
E V E RYO N E . ”
disappointing. Some people
worry about spending that
CRAIG MEWBOURNE
amount of money and being
stuck with something they or
their partner won’t like.
We’ve found it helps to
develop a reputation for not hassling people about returning the product when they decide it’s not for them.

„TH E I N D U S T RY S O R T O F

The 'Jiggle Butt'
marks the first
Motorbunny
attachment and
has been designed
for the male audience

Craig: We took two years to review and select our
parts and manufacturer partners. In the process,
we tested dozens of models of various competitors
in prototyping our flagship product. We knew if it
wasn’t just as good or better, we’d have no chance
of surviving. Our core product and all attachments
have also been RoHS and CE certified.
How much time did you invest in the development
of the Motorbunny, and what were the biggest
challenges on the way to the finished product?
Craig: About three years of research and
development were sunk into getting the basic
Motorbunny ready. Everyone on the team is a
dreamer of sorts, so it wasn’t a surprise to run into
the challenge of trying not to bite off more than we
could chew. A long list of innovative features had to
be trimmed down to ensure we could make a
high-quality core product. We had to remind
ourselves that we had plenty of time to release
upgrades and improvements in upcoming
development cycles.
Which channels of distribution do you use to get
the Motorbunny out there?
Craig: We are currently committed to direct, online
sales. That way we have better control over the
service experience. The Motorbunny (along with
several available attachments) is also available on
Amazon.com, and is currently an officially
recommended product.
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Will European consumers also get to enjoy the
pleasures of the Motorbunny? If so, do you already
have a distribution strategy for this market?
Craig: Customers in many European countries already
have access to order Motorbunny at motorbunny.com,
where they can get a quote for shipping. There are
plans to expand distribution so that shipping is more
affordable for those customers, but that would be
sometime next year.
Which criteria do you go by when selecting your partners in the trade and in distribution?
Craig: So far, Motorbunny isn’t considering wholesale
partners because we want to make sure everything is
well-oiled operationally and we can give them the support a partnership like that would deserve. It’s not out of
the question in the future, but currently our energies are
focused on new product development.
What are your plans for the Motorbunny? Will there be
more attachments in the future?
Craig: New 100% silicone attachments will be released
regularly, and restraints and nipple clamps will be
available later this month. The 'Jiggle Butt' is a good
example of the kind of fun the brand wants to have in
future product development. It’s the
first-ever attachment designed specifically for men and
is available for purchase now.
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„

Parsnip has experienced a renaissance of sorts lately, and
the vegetable also plays a role
in this edition of Monthly Mayhem – as part of a post-apocalyptic world that is
populated by hordes of mu-

What is your New Year's resolution?
Glenn Wilde: Well, I inadvertently gave up
smoking this year so I suppose I had better
continue with that....but, in truth, I don’t
make them. I find them an excuse to overindulge until New Year‘s Day, then live in
denial for the rest of the year.

Where do you see yourself in 10 years’ time?
Glenn Wilde: With all the turmoil 2016 has unleashed, I see myself in a post-apocalyptic
wasteland, defending a meagre crop of parsnips from roving gangs of mutants; whilst selling them sex toys…………..that look like they
are crudely fashioned from parsnips.

What was your childhood ambition?
Glenn Wilde: To front a rock and roll band
or be a vet.

How do you envisage the future of the love toy
industry?
Glenn Wilde: Israeli historian and novelist, Yuval
Noah Harari talks of a dual tiered society where
an augmented, elite rule over a hard-working
and underappreciated lower class. This is how
I see the industry evolving – two markedly different markets; high-end luxury and lower end
mass appeal, that cannot exist without each
other, but operate very separately.

How did you get into the love toy industry?
Glenn Wilde: Neither rock and roll or
veterinary science required my services.

tants. What does that have to

If you weren’t in this industry, what would
you be doing now?
Glenn Wilde: I really can’t answer that.
Lady Luck and Madame Fate played such a
part in the randomness of my previous jobs
that I shudder to think what they would have
planned for me.

do with Glenn Wilde, the Senior Sales Executive of ABS
Holdings, you wonder? Well,
read for yourself!
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What is your idea of a perfect working day?
Glenn Wilde: Arriving to find a hot cup of coffee
on my desk is always a good omen. Then to
spend the day helping customers navigate
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Glenn Wilde
Q u e s ti o n s & A n s w e r s

prepare me to publicly speak in front of them.

through the crowded waters of the sex toy market is
my idea of a perfect working day – Big orders always
help as well!!!

With whom would you like to go to the cinema and
what film would you watch?
Glenn Wilde: With Clint Eastwood to see Dirty Harry.
Just so I could tell him how bloody brilliant he is in it.
Or Jessica Alba and Sin City for the same reason, but
with a cowboy hat.

How do you relax after work?
Glenn Wilde: Though it probably doesn’t sound relaxing to most, collecting my twin boys from school
and then finding out about their day brings me down
from the brazen, adrenaline rush of work.
Imagine you have been asked to award a medal to
someone. Who’s the lucky winner?
Glenn Wilde: My wife would always be the first to receive any medal off me. She deserves a medal for
everyday she stays with me; so her parents say anyway.

“WHEN

You have a month’s holiday. Where would you go?
Glenn Wilde: I would love to return to Las Vegas, I
went there on my honeymoon
and it was great. Maybe a
month would be too long but it
would be worth a go …
S P E A K I N G TO

S O M E O N E , YO U N E V E R

Which personal success are you proud of?
Glenn Wilde: Staying married for so long …

K N O W W H O TH E Y ’ L L B E

What do you particularly like about yourself?
Glenn Wilde: I do amuse myself most of the time and
feel I can handle a fair amount of pressure (Outwardly
anyway). I also have the patience of a saint, which
helps a lot.
Which vice could you never forgive?
Glenn Wilde: Any vice that is taken to an extreme and
infringes on other people’s safety or comfort zones is
unforgivable, apart from that party on!!!!
What song do you sing in the shower?
Glenn Wilde: Totally dependent on my mood, shower
temperature and time allowed for shower. The acoustics in our bathroom give my renditions of Elvis songs
a certain resonance and depth, whilst removing all
soul and similarity.
Who would you never ever like to see naked?
Glenn Wilde: I’ll happily see anyone naked, if only to
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IN A YEAR.”
GLENN WILDE

Which three things would you
take with you to a deserted island?
Glenn Wilde: My wife and twin
boys. Although that is dependent on us getting rescued
pretty quickly, so it seems more
like a holiday.

If you could swap lives with somebody for a day, who
would it be?
Glenn Wilde: I would have always said Lemmy from
Motörhead, but due to the curse of 2016, the great
man’s days are a lot less exciting now. Maybe one of
my twin’s boys, to see the world through those innocent eyes, so full of wonder again would be great.
Is there anything you would never do again?
Glenn Wilde: Too much to list here.
Do you have some good advice you want to share
with our readers?
Glenn Wilde: When speaking to someone, you never
know who they’ll be in a year.
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