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N E W S

The Cowgirl & Jessica Drake

letter
from the editor
Dear Ladies and Gentlemen
A happy new year to all of
you! We hope you’ve made
it through the holidays in one
piece and are now rested and
ready to tackle 2018. After all,
we are being thrown right into
the midst of things with ANME
Show in the United States ushering in 2018 in grand fashion
on January 8 and 9, and then,
in February there’s the one-two
punch of Valentine’s Day and
the cinematic release of Fifty
Shades Freed, the third part of
the Fifty Shades trilogy. That’s
definitely something to look
forward to, as these two events
are bound to boost sales for the
adult retail trade. Of course, one
shouldn’t count one’s chickens
before they have hatched,
but there can be no doubt in
anyone’s mind that the Fifty
Shades phenomenon is going
to have a positive effect on our
industry, the same way it did
before. All the buzz surrounding
the novels and the movie adaptations speaks for itself, and
it is to be expected that Fifty
Shades Freed will follow on the
same trajectory, adding a new
chapter to the success story
of the brand. Interest in the
trilogy finale has been high from
the moment the film was first
announced, and it has spiked
every time a new trailer hit.
What will happen with Fifty
Shades once the credits roll on
the final movie? That question
that will definitely keep us company throughout the year, and
it will be interesting to see how
it ultimately plays out. Another
development we are going to
keep a close eye on is how
the ‚old faithful‘ of the sex toy
industry, the vibrator, will fare
in the face of new stimulation
technologies. Also, will the male
toys category continue to see
pronounced growth? And what
will happen to the time-honoured supply chain in the adult
market? All of these questions
are sure to be answered in
2018.
That‘s it for this month!
Matthias Poehl

partner for ‘The Guide to Ride’
US-Sexpert to produce how-to movie featuring premium sex machine
Los Angeles, USA - Jessica Drake, Wicked Pictures’ famous contract star and the winner
of the 2017 XBIZ Award for Sexpert of the Year, has signed on to produce The Cowgirl’s
“The Guide to Ride.” The feature-length instructional movie will showcase the versatile
premium sex machine in various scenes of solo and partnered play.

“F

or this project, I’m aiming to
produce a piece — and several mini
pieces — that will showcase The Cowgirl,
familiarize folks with its features and uses,
and also show demos of different people
with it in action,” Drake said. “I’d like for
this to be a springboard for those who
watch it, to encourage them to try it out
whether solo or partnered, and to also
give them ideas for other uses.” Drake is
widely recognized for her ongoing work
spreading the
message of
sexual health
and wellness
through
personal
appearances,
her own
writings, media
articles and
interviews.
Drake has
been a vocal
advocate for
sex education through her award-winning
instructional series “Jessica Drake’s Guide
to Wicked Sex,” which she hosts, writes,
directs and produces. For The Cowgirl’s
“Guide to Ride” video, Drake says her
vision is for the video to inspire people to
get creative in the bedroom. “I’d love to
remind people that sex can be creative
and experimental and fun,” Drake says.
“Often, I get a sense that couples get too
serious and try too hard when they want
to improve their sex lives. The Cowgirl is
fun and adventurous. I can’t wait to show
03

it off!” The Cowgirl’s partnership with
the award-winning superstar comes on
the heels of the company joining forces
with celebrity photographer Deborah
Anderson. “At COTR, we are greatly
inspired by the work of all of the women
that use their platform to promote sexpositivity,” said Alicia Sinclair, founder
and CEO of COTR, the parent company
behind The Cowgirl brand. “We’re
extremely proud to offer a premium
female-made
product,
supported by
promo material
and education
that are also
produced by
women.” “I
am a huge
fan of Alicia
and all of her
brands — the
way pleasure
is meshed
with sexual heath is exactly what I get
passionate about, and my passion is what
motivates me,” Drake said. “All of her
products are things I would and DO use,
and often incorporate into seminars and
workshops.” The Cowgirl is a premium
riding sex machine offering over 1,200
RPM of ultra-powerful vibrations with
easy-to-operate vibration and rotation
control. It comes with a global adaptor,
making it safe for use anywhere in the
world, and can be operated remotely via
a smartphone app.
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Starting out as an old-school sex shop
in the 1980s, Swedish adult retailer
Mshop has evolved into a poster child
for modern erotic boutiques
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#OrgasmIsAHumanRight – In early
December 2017, womanizer opened
a pop up store in the heart of Berlin

Was 2017 a good year for the adult
market, and what can we expect
from 2018? Robert Strzelecki and
EAN are looking for answers
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eroFame in October 2017, the
Orgie brand is entering the
new year in high gear

AVE turned to
mother nature
for inspiration
for their latest
collection. Bo
Todorovic, Global
Director of Sales,
tells us more
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Jane Bowles, founder and director
of Creative Conceptions, provides
us with interesting insights into the
market for erotic board games

Tracey Cox was a 'sexperts‘ before
the term even became popular. In
our EAN interview, she talks about
relationships, sex, and sex toys
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Jens Seipp sums up 2017 from the
viewpoint of ORION Fachgeschäfte
GmbH, the market leader in the adult
brick and mortar trade in Germany
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Valentine’s Day Specials
Valentine’s Day is right around the corner, surprise your special someone with one of the Cobeco Massage products,
Cobeco Candles or Cobeco Pheromone Perfumes. The Massage Candles come in three different fragrances so you and
your partner can experience the lovely scent of spring ﬂowers, bamboo or fresh apples. The candles melt after lighting,
transforming into a sensational massage oil. Therefore, they are ideal for creating an intimate and erotic atmosphere.
Together with the massage oils Citrus and Vanilla, Pheromone Day (or Night) they make a great present to give or receive
on Valentine’s Day.
These products are available at your regular wholesaler. For information, send an e-mail to sales@cobeco.nl or visit www.cobeco.nl

Valentine’s Day

cobeco pharma is producer and wholesaler of pharmaceutical, cosmetic and stimulating products
cobeco pharma wholesale bv • hertzstraat 2 • 2652 xx • berkel en rodenrijs • the netherlands
info@cobeco.nl • www.cobeco.nl • t +31 (0)10 290 09 91 • f +31 (0)10 290 09 94
sales@cobeco.nl • shop.cobeco.nl • t +31 (0)10 290 65 25
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Beate Uhse AG fi les for the opening

of insolvency proceedings
Announcement from December 15

Hamburg, Germany - In a press release published on December 15 2017, Beate Uhse Aktiengesellschaft (ISIN DE0007551400, WKN 755140) announces that it has requested the start
of insolvency proceedings in self administration with the aim of restructuring the company.

I

t also states that the management board
of Beate Uhse AG decided to take this
step because it was not possible to reach
an agreement in negotiations with a group
of investors on financing. Beate Uhse AG
informs that it keeps its ability to act in regards of the operative business at the level of the holding company, thanks to the
insolvency in self administration, which
protects from executions and coercive

measures by the creditors. The executive
board can thus continue the course of
restructuring of Beate Uhse in a legally secure framework. The insolvency application concerns exclusively Beate Uhse AG
in its function as a holding company. No
insolvency was requested for the subsidiaries of Beate Uhse AG. Source: Beate
Uhse AG. No responsibility is taken for the
correctness of this translation.

Zwaagdijk, The Netherlands - The
Rimming Plug Petite, which because of
its size is suited for beginners, is now
available at Eropartner. The plug is 40%
smaller than its big brother and comes
in three colors. Despite its smaller size,
the plug still has the same features as
his big brothers like rotating beads and
vibrating sensations in the top. The Petite

version is available in three colors: black,
teal and purple and can be used with or
without remote control. It’s splashproof,
USB rechargeable, made of body safe
silicone and comes in a travel case which
allows you to bring your plug discreet on
the go. Like all the other B-Vibe products,
the Rimming Plug Petite comes with the
b-Vibe Guide to Anal Play.

Flensburg, Germany - The men’s lifestyle
underwear label, Svenjoyment Underwear,
offers men attractive underwear that
is made out of top-quality, fashionable
material. The underwear´s sophisticated
designs and functions emphasise ‚a
man’s best parts‘ – attractive, sporty
and extravagant. A new collection of
extravagant outfits for fashionable men
is now available. This collection has
something for everyone, whether its
shirts in sexy styles, skin-tight jumpsuits
in a neoprene look, cheeky net and lace

looks, trendy camouflage outfits or fancy
mini strings. All the items are available in
size S – XL or M – XL and some items are
also available up to 3XL.
Like all ‚Svenjoyment Underwear, the
new collection stands out from the rest
because it offers high-quality underwear
at an affordable price. The underwear
is delivered in new environmentally
friendly, promotional packaging that has
numerous pictures of the product on it
and a description of the product in nine
languages on it as well.

Eropartner now stocks b-Vibe Rimming Plug Petite

The Rimming Plug Petite is
available in three colors:
black, teal and purple

Svenjoyment Underwear

A new Svenjoyment collection of
extravagant outfits for fashionable
men is now available
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Satisfyer is planning huge
advertising measures
Mainstream media coverage
Bielefeld, Germany - Before Satisfyer starts its
three years worldwide TV and online advertising
campaign.

W

hich costs over
100.000.000
Dollars according to
the company, the German brand is currently
making real life tests
with major women magazines. “In the ELLE
USA Magazine (December 2017) Satisfyer has
printed 8 pages of education, ELLE Inner Members survey and advertising including online
(elle.com), breaking a rule that has forbidden for
adult toys to advertise in women’s mainstream
magazine worldwide with sex-toys! Satisfyer
will reach, just for this month of December, over
25 million of American ELLE readers (print issue
and online). As we strongly believe in consistency, we’ve decided to extend our massive
investment and partnership with ELLE USA
for the year of 2018 and will be present every
single month alternatively with ads and education on print issue and online, starting January
2018, ensuring brand building ad recognition,
as increasing sell out for all our retailers. With
the same strong building and investing in future
spirit, we are really proud to announce, that
we’ve just signed the same agreement with
COSMOPOLITAN USA, adding over 35 million
of consumers monthly, taking an active role
in educating Sexual Wellness and promoting
our brand”, VP of Sales Jerome Bensimon
said. “Also, we are working at a new Satisfyer
Women TV spot and worldwide campaign in
cooperation with Europe’s most prestigious
advertising agency Jung von Matt. Shooting
started already early November in the UK.
World Premiere will be released end of January
2018”, Jerome Bensimon added. Following its
strategy, Satisfyer wants to be one of the most
advertised brand worldwide in 2018, the company announced in an official press release.
09

The shooting of
the Satisfyer Women
TV spot started
already early
November
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CalExotics releases

Tiny Teasers collection
Small rechargeable stimulators

Ontario, USA - CalExotics releases a four-piece collection of small rechargeable stimulators,
called Tiny Teasers. Susan Colvin, Founder and CEO of CalExotics, says, “Our customers
have been eager to find a rechargeable bullet that offers a long battery life, is simple to use
and offers a great value for their customers.

M

y team has worked diligently to meet
their needs, paying special attention
to each feature and benefit. With the
release of Tiny Teasers, I can say we’ve
really delivered on this one!” Tiny Teasers
are available in four styles. The Bullet
and Mini Bullet are discreet and powerful
stimulators. The Bunny and Nubby are
mini-massagers with removable silicone
pleasure tips. They offer a variety of
ways to play, with tickling rabbit ears or
pleasure nubs.
Brick and mortar retailers can also
purchase a Tiny Teasers Counter Display.
This display comes complete with 12
Tiny Teasers, including 6 of the Tiny
Teasers Bunny and 6 of the Tiny Teasers
Nubby. “A counter display is perfect for
impulse buys and cross-merchandising.
I recommend creating a dedicated Tiny
Teasers section and keeping a counter
display right next to the register. This will
help boost sales of this fun and pricefriendly collection,” says Jackie White,

All Tiny Teasers offer three
speeds of vibration from a
compact and discreet design

Executive Vice President of CalExotics.
All Tiny Teasers offer three speeds of
vibration from a compact and discreet
design. Each style is easy to use, with a
simple one-button operation. These sex
toys are also suited for on-the-go fun
as they are 100% waterproof and USB
rechargeable. Another feature of the Tiny
Teasers collection is its long runtime;
the bullets can run for 70 minutes on
high speed and two hours on low speed
while the mini-massagers can run for 75
minutes on high speed and 160 minutes
on low speed. “Our main goal was to
ensure these products would surpass
others in the marketplace, and the
runtime was one of the areas we paid
close attention to. With such a small
size, it was imperative we did not skimp
on this factor” adds Colvin. And don’t
forget, these pint-sized adult toys offer
big fun at an extremely affordable price.
All Tiny Teasers retail between $22
and $24.

Cottelli Collection Stockings
Flensburg. Germany - The best-selling
Cottelli Collection label stands for
exclusive high-quality fashion and offers
extraordinary lingerie combinations, trendy
nightclub outfits and also breathtaking
stockings, which add that sexy finishing
touch to any seductive outfit.
The new Cottelli Collection Stockings

The new Cottelli Collection
Stockings collection is now
available from ORION Wholesale

12

collection is now available from ORION
Wholesale. Stockings and tights are
essential accessories with that little extra
for a perfect appearance, whether they’re
tights or hold-up stockings with a classic
denier or made out of net, or whether
they’re decorated with rhinestones, zips
or seams.
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Rabbit Company and OVO,
among others, now part of Xgen Products
Acquisition of well-known brands
Horsham, USA - Xgen Products is happy to announce that the company has acquired some well-known brands within the
industry, and will take over manufacturing and distributing as of January 1, 2018.

O

VO Lifestyle Toys, winner of multiple
industry awards, along with The Rabbit
Company and Drilldo, will now be manufactured and distributed by Xgen Products. Other
brands such as Whipsmart and Luvdollz will
also be under the Xgen umbrella. “We are
thrilled to now have these great brands as part
of the Xgen family now,” said Andy Green,
President of Xgen Products. “Combined with
the products that we already offer, Xgen is now
poised to be a major force in the industry for

years to come.” Starting January 1,
2018, all orders will be consolidated under Xgen Products, meaning
customers will only have the need
for one purchase order, and the
products will ship from their stateof-the-art warehouse in Horsham,
USA. “The retailers will see amazing
synergy now that these brands are
under Xgen Products,” added Green. “This will
be great for everyone involved.”

N E W S

Topco Sales’ popular Climax Personal

Lubricant cleared as 510K by FDA

Signature Climax-brand water-based formula wins clearance as ‚medical device‘
Los Angeles, USA – Topco Sales is proud to announce that their water-based Climax-brand
personal lubricant has received 510K clearance by the FDA, authorizing the formula for use
as a medical device.

M

ade domestically in Topco Sales’
state-of-the-art lab, this water-based
lube has been a mainstay for the Climax
brand and now offers customers a personal lubricant they can truly trust. Bottled
and made famous under the monikers
‚Climax H2O‘ and ‚Climax Personal
Lubricant,‘ this slick formula is intended
to moisturize and lubricate, enhancing
the ease and comfort of penetrative sex
by supplementing the body‘s natural lubrication. Manufactured on-site, the waterbased formula is available to consumers
nation-wide and is included as part of
Topco Sales’ growing Private Label program, making it easy for customers to expand their brands with a trusted lubricant.
„When we broke ground on our lab last

Topco‘s Climax-brand personal
lubricant has received 510K
clearance by the FDA

New at SCALA:

the Hydromax X50

Wijchen, The Netherlands - Bathmate
Hydromax has been a solid seller in the
SCALA assortment, with this brand in
penile pumps praised as truly innovative in its field of expertise. The unique
Bathmate Hydromax pumps use water
pressure to create lasting gains in length
and girth, whilst making pumping easy,
comfortable and time-efficient with just 15
minutes a day. The Bathmate Hydromax
assortment at SCALA offers consumers a
great variety of pumps, each with its own
unique features and functions like handheld pumps and measuring gauges. The
newest addition to the assortment, the Xtreme X50, is now ready to order. The X50
offers maximum results and intensity for
20

year, our goal was to continue manufacturing safe and effective cosmetics that our
customers could trust, and our signature
water-based formula remains a top seller,”
Topco Sales COO Autumn O’Bryan said.
“Having this Climax formula verified as
510K by the FDA proves our commitment
and shows our customers how serious
we take intimate cosmetics. This is just
one of many achievements that have
helped put Topco Sales back on the map,
and it’s been a pleasure working with our
team to make it all happen!”
Topco Sales’ signature water-based
lubricant is super-soft, water soluble,
greaseless, colorless, and odorless. It can
be used with all sex toy materials and is
compatible with all forms of condoms.

consumers who want to take their pumping game to the next level – and who
need a big pump to match their already
impressive manhood! Bathmate stated
about the release: “Let us represent you
our brand new and current biggest model
as the substitution for the discontinued Bathmate Goliath – Bathmate X50!
Besides that, the principle of operation is
pretty simple you may be sure that it will
serve faithfully all your life. This is absolutely the largest pump you can ever find in
stores or online. It is developed and made
specially for those who can`t be satisfied
with average pumps – for the well-hung
man who wants to maintain his penile
health and achieve maximum results.”
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Lovehoney’s Laura
goes on UK Tour
Fifty Shades Freed
Bath, England - Lovehoney Sales Consultant
Laura Wood is going on a promotional tour of
the UK to visit her customers and plan exciting
events to coincide with the launch of the Fifty
Shades Freed movie.

The two week trip
will kick off in Kent,
followed by heading
to London. The week
after she is heading
north to visit stores
in Liverpool and
Blackpool. Laura
will conclude her trip in the Midlands, when
she visits Creative Conceptions. Lovehoney
recently announced that Creative Conceptions
will be the exclusive distributor in the UK
of the Limited Edition Cherished Collection
which is part of the Fifty Shades Freed Official
Pleasure Collection. “I am really looking forward
to catching up with all my customers and
discussing lots of exciting plans for Fifty Shades
Freed cinema events. Last year we planned lots
of really successful events together to celebrate
the release of the movie and no doubt this
year we will have bigger and better plans!”
commented Laura Wood. Lovehoney have
released their third and final instalment in their
Fifty Shades of Grey Official Pleasure Collection
trilogy, Fifty Shades Freed The Official Pleasure
Collection. The Collection consists of a
range of expertly designed pleasure toys and
accessories. The products have been designed
to reflect the growing intimacy and passion of
the inimitable heroes of the blockbusting trilogy,
Ana Steele and Christian Grey. Lovehoney
worked alongside author E L James to design
and develop the products in the range. If you
would like to book in some time with Laura
o discuss the Fifty Shades Freed Official
Pleasure Collection or to find out more
information on the Lovehoney brands, please
email enquiries@lovehoneytrade.com.

Sales
Consultant
Laura Wood
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The CalExotics Jack Rabbit

gets a new style
Advanced features and technology

Ontario, USA - The Jack Rabbit Signature collection by CalExotics stays true to the classic
Jack Rabbit style with advanced features and technology.

S

usan Colvin, Founder and CEO of
CalExotics, says, “The Jack Rabbit is
our best-selling product, and has seen so
much success in its 30-year history. This
season we looked to put a more luxury
spin on the Jack Rabbit. With dozens of
different styles to choose from in our Jack
Rabbit line, we wanted the Jack Rabbit
Signature series to stand out and provide
an elevated experience.” The new Jack
Rabbit Signature collection offers three
signature styles. The Silicone Thrusting
Rabbit features an up and down motion. It mimics that of a traditional sexual
encounter, with three different thrusting
speeds to choose from. The Silicone
Rocking “G” Rabbit features a uniquely
curved tip that rocks back and forth. This
motion is aiming at stimulating the g-spot.
The Silicone Beaded Rabbit features stra-

The Silicone Beaded Rabbit
is part of the new collection

tegically placed pleasure balls that running
along the front, back and sides of the
shaft. The pleasure balls are designed to
stimulate the entrances to the vagina and
all the internal hot spots. The placement
and movement of the pleasure balls are
what makes this Jack Rabbit unique. To
ensure users would get the most out of
their rabbit, CalExotics made sure to offer
a variety of speeds and functions. Each
Jack Rabbit Signature piece provides
flickering rabbit ears with seven functions
of vibration, as well as three different action speeds in the shaft. The controls are
easy to use, allowing the shaft and rabbit
ears to be controlled independently which
adds to the variety. These rabbits are also
100% waterproof, feature a security travel
lock and use convenient USB technology
for recharging.

Fall in love with Amour at SCALA
Wijchen, The Netherlands – Fall in love
with the new Amour collection by
JOPEN, now available at SCALA. This
beautiful range combines high-end
functions with feminine aesthetics and
elegant packaging: creating chic, nonintimidating products that will instantly
charm consumers.
Amour by Jopen offers 4 designs to
choose from: a remote controlled
cordless bullet, a g-spot bullet, a
massage wand and a rabbit-style g-spot
vibe. Covered in luxurious pink Satin
Finish Silicone, all four Amour adult toys
are showcased in an artfully designed
envelope shaped box. Each product has
22

an easy to use heart-shaped controller,
offers seven intense functions of vibration,
along with five independent speeds for
each of the fun functions. These fabulous
products are fully submersible in water,
USB rechargeable and have a one-year
warranty. Robin Stewart, Brand Manager
for Jopen, exclaimed “I am super excited
about this gorgeous product launch! I
can’t wait to see our lovely Amour boxes
adorning retail shelves. They’ll really make
a statement because of how beautifully
they can be merchandised! I know that
consumers will love Amour as much as
we do!”
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Creative Conceptions launch
their Sexual Fortune Teller
The dick of destiny
Newark, England - Move over fish, theres a new
‘Big Boy’ Psychic in town! Dec 2018 saw the
launch of Creative Conceptions psychic shaft, the
Predicitve Pecker.

M

any people will remember
the Miracle Fish,
a classic novelty item
from their childhood that
was famous for predicting
peoples fortunes. Breathing
new life into the popular
party-piece, Creative
Conceptions has
reinvented it as a
Predictive Pecker for
the adult market! The
little red fish has been
lovingly remoulded as a little red cock and balls
dishing out sex instructions for adults wanting
to add a little playful fun to their sex life. As
before user’s place the Predictive Pecker on
the palm of their hand, and watch with lip-biting
anticipation whilst it wriggles, twists and flips
to deliver their sexual fate. The dick of destiny
comes individually wrapped and with a pictorial
reference guide making it easy for couples to
see what sexual position they must take. If just
the bellend moves, the instruction is Give Head;
just the balls means Hand Job; both ends will
result in a 69; curling up at the sides will mean
Cunnilingus; no move means a missionary;
flips over will be Doggie Style;, and if it crinkles
up completely the user can choose to do all
the other actions or just go to sleep. Creative
Conceptions Founder, Jane Bowles says: “I’m
really excited about the Pecker. It’s something
I’ve always wanted to make as I remember
the fun we used to have with it as kids. I’m
sure lots of people will be able to identify with
him which is great. He’s a really versatile
play mate as couples can personalise their
Pecker by choosing their own meanings to
the positions.”

New from
Creative
Conceptions:
The Predicitve
Pecker

IS A MUST
FOR LEATHER LOVERS!
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Oh la la – Chemin du Plaisir
is back in the game

Creative Conceptions
Newark, England - Following on from the success of their adult board game Path to Pleasure, Creative Conceptions champion the revival of the hugely popular French original,
Chemin du Plaisir.

The game takes you on an invigorating
voyage of sexual discovery where the
journey itself is as thrilling as the destination.Players navigate their way across a
kinky board of arousing visuals with every
square revealing an intimate question or
sensual act designed to bring them closer
together. For a wild night of saucy group
fun, the game can take up to 6 players!
Players can indulge their raunchiest
sexual fantasies when playing with several
people as you can select a different partner of choice for every dare! A popular
choice for swingers! With three stages
of increasing excitement the game starts

Creative Conceptions is
bringing Chemin du Plaisir
back on the market

by awakening desire, moving through
electrifying anticipation, until it explodes in
a climax of feverish passion and pleasure.
With Handcuff, Nibble, Embrace, Kiss,
Tie, Undress and Tease on the cards,
Chemin du Plaisir is here to awaken the
senses!
Creative Conceptions Founder, Janes
Bowles says: “We are delighted to bring
this game back to the French speaking
market and look forward to building relationships with those customers and distributors. Timing wise, it couldn’t be better,
this game is perfect for the romance that
surrounds Valentines!”

Lock-A-Willy Chastity Belt
Zwaagdijk, The Netherlands - The Lock-aWilly, which is now available at Eropartner,
is a mild variation on the old chastity belt
for the man. The material is made of soft
silicone which makes it comfortable to
wear for a longer period of time. Because
the penis is locked up, it is not possible
to have sex or to masturbate, however
peeing and showering is possible, and
because the Lock-a-Willy is made of
supple material, it is also hygienic.
Because the material is soft, men can
also cycle with the Lock-a-Willy, which is
not possible with metal chastity belts. This
allows men to continue doing your daily
activities, without anyone noticing that
they are wearing a chastity belt.
The Lock-a-Willy was made with a nod to
the original chastity belt that used to be
worn so that the man or woman could not

The Lock-a-Willy is a
soft variation on the old
chastity belt for the man

24

have sex. When people cannot have sex
for a while they build up the tension and
the discharge is all the more intense. The
chastity belt of the past was also used
to prevent adultery. If the man or woman
was traveling with a chastity belt, sex was
not possible.
There is a metal coloured combination
lock and 6 plastic clasps that can be
cut if the period of abstinence is over.
To make it even more fun, men can also
have their partner set the number code so
that they are completely delivered to the
wishes and desires of their partner. The
withhold of sexual activities and orgasm
ensure that the intensity is built up. The
adjustable kit comes with 3 rings making
it comfortable fit for everyone. Locka-Willy is now available at Eropartner
Distribution.
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Kheper Games launches Sexy Surprise

Inside Bath Bomb and Heart Confetti
Two new romance items available

Seattle, USA - Kheper Games, Inc. is excited to announce the official launch of two new
romance items: Sexy Surprise Bath Bombs and Romantic Heart Confetti.

T

he Sexy Surprise Bath Bomb is a
Strawberry-Champagne-Scented 170
gm. bath bomb that is heart shaped. It
dissolves slowly to seductively reveal a
hidden vibrating toy. This arousing bath
bomb is perfect for couples to further
explore their hidden desires, or for her
pleasure alone. Includes a bullet vibe
fully encased inside the bomb, with three
AC13 batteries.
The Romantic Heart Confetti is a 7.8 gm.
set of silky pink and red confetti hearts.
Create a seductive trail to the bedroom
for a sexy surprise or include in party
invites. Throw some on the table to make
a candlelit dinner even more special.
They also float in water and are great for
sensual baths and hot tubs. Whether
you’re celebrating an anniversary, surpri-

Kheper Games is offering
two new products

sing a lover with a hot date, or presenting
a romantic gift, jazz it up with this sexy
polyester confetti. “We’re excited to be
launching more great products in time for
Christmas and Valentine’s Day,” explains
CEO Brian Pellham. “Bath bombs are very
popular right now, and this latest expansion to our line has already pre-launched
extremely well. Many other bath bombs
out there are relaxing and fun; but we
add the adult element into our successful
line of bath items. The Romantic Heart
Confetti can also be a fun accessory for a
couple’s tub together, or used for a wide
variety of romantic gestures, gifts, and
surprises. We strive to keep people’s
relationships interesting and these items
definitely allow for many creative uses and
experiences.”

The Galaxy Vibes have landed at EDC Wholesale
Veendam, The Netherlands - EDC
Wholesale added the Galaxy Vibes to
its EasyToys Vibe Collection, a consise
assortment of Hot Pink silicone vibrators.
The Galaxy Vibes with a powerful USB
recharchable motor and the ten vibration
strengths or patterns can find the most
sensitive spots. The silicone material feels
soft and smooth on the skin and provides
a comfortable use.
Go for double pleaure with the Alula
G-Spot Rabbit Vibrator. This vibrator stimulates the G-spot and clitoris
simultaneously with its bent top and
flexible stimulator. In every head there is a
seperate motor for stimulation. Aurora is a

Now in stock at EDC Wholesale:
the Galaxy Vibes
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vibrator that has two motors, both in the
tip and the clitoris stimulator that evenly
distribute the vibrations. The user can feel
the powerful vibrations through the entire
shaft. Alya silicone G-spot vibrator is soft
and stimulates the G-spot. The Ascella
Rabbit Vibrator has two motors, one in
the tip and one in the clitoris stimulator,
so the vibrations are evenly distributed.
The bunny tickles the clitoris with its ears,
while the bent tip massages the G-spot.
The Galaxy Vibes are rechargeable and
come with a USB cable. They are also
water resistant and can safely be used in
the shower.
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Miss VV’s Mystery seeking US,

EU retail and distribution partners
Miss On The Go
Montreal, Canada - Miss VV’s Mystery has announced that the company has opened sales
channels to include US and European retailers and distributors. The Canadian company’s
debut product, Miss On The Go, is a vibrating kegel-ciser toy powered by a social media app.

T

Miss On The Go is a vibrating
kegel-ciser toy powered by a
social media app

he Canadian company’s debut product, Miss On The Go, is a vibrating
kegel-ciser toy powered by a social media
app. Users can connect with a known
partner via the app for remote control
couples’ play, or browse anonymous profiles and choose a lucky stranger to take
control of the vibration patterns. The app
also functions as a motivational health
tool with daily kegel exercise routines and
progress tracking. Based in Montreal,
Quebec, Miss On The Go was developed
and crowd-funded by CEO and Designer
of Miss VV’s Mystery, Veronique Verreault.
After a successful consumer launch in
the US at the 2017 SEX Expo in NYC,
Verreault aims to extend her reach on the
business-to-business front and seeks
partnerships with US and European pleasure retailers and distributors for the new
year. “For 2018, I want my business to
expand into new markets in USA and Europe,” says Verreault. “We just completed
Android app improvements and will be
adding a lot of new features on the app to
delight our customers. We’re also getting
things ready for our next product, Miss

On the Run!” Miss On The Go has already
received rave reviews from consumers in
Verreault’s native Canada and secured its’
spot in the sexual health space. “I’m always happy when I get testimonials from
couples and women who thank me for
creating MOTG and are pleased with their
product,” says Verreault. “What really moved me was the confession of a customer
who was the victim of a sexual assault.
She decided to get MOTG to reclaim her
sexuality. It was such a privilege to be an
important part of her healing process.”
Verreault is excited to partner with pleasure businesses and bring the unique
experience of sex and social media to
the entire nation. “After years of development, I couldn’t be more proud to begin
partnering with the industry’s most reputable businesses,” says Verreault. “I feel
supported by the industry and blessed to
be able to share my excitement with my
community.” For sales and marketing information on Miss VV’s Mystery and Miss
On The Go, contact Veronique Verreault
at VV@MissVVsMystery.com or visit
MissVVsMystery.com.

Flensburg, Germany - The realistic dildos
are made out of medical silicone and are
now available from ORION Wholesale.
The ‚Medical Silicone Dildos‘ from
YOU2TOYS are lifelike penis replicas
that are waterproof. They have a strong
suction cup and large testicles as well.
They are seamless, very flexible and
bendy – for pure pleasure. The medical

silicone is skin-friendly, odourless, easy
to clean, hygienic and very durable.
The ‚Medical Silicone Dildos‘ are available
in five different sizes and diameters –
they are also great prices too. They are
delivered in discreet packaging and
there is a description of the product in
ten languages on the packaging as
well.

Medical Silicone Dildos
The ‚Medical Silicone Dildos‘
are lifelike penis replicas made
out of medical silicone
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Hands free masturbation
with the SUCK-O-MAT

New at ORION Wholesale
Flensburg, Germany - The prototype was one of the highlights at the ORION Wholesale
trade fair stand at this year’s eroFame – and it’s now finally available. The SUCK-O-MAT
masturbator with its innovative “SUCK-O-MAT Hands Free Masturbation Technology” will
make men’s hearts race – not just because of how it looks, but above all because of its
unbelievable blow job skills.

T

he male toy par excellence was
developed by the product managers at ORION and a German inventor.
Even though its technology looks quite
complicated, the SUCK-O-MAT is actually
very easy to put together and to use. All
someone needs to do is to apply plenty
of water-based lubricant and then insert
the penis halfway into the soft, flexible
sleeve of the mains-powered masturbator. They can set the intensity & speed,
and then relax and enjoy! Perfect for
hands-free pleasure! Powerful pump/
suction impulses make the soft, flexible
silicone sleeve move up and down the
penis in an automatic, rhythmic way. The
integrated pleasure ring increases the
stimulating sensation! The stimulation can
be adjusted separately: five intensity levels
and five speeds means that there are 25
different varieties available. The suction

The SUCK-O-MAT
is available now

impulses per minute go from 42 on level
1 up to 109 on level 5. The suction power
increases at the same time – from 16 W
to 30 W. The powerful electro-motor is
protected inside the discreet black case.
The case is in a piano lacquer look and
is a handy size: 20 cm long, 13 cm wide
and 8 cm high. The electricity cable with
a plug is 2 m long and the length of the
tube up to the sleeve is 1.5 m. All in all, a
considerable radius. The sleeve is washable just like the filter that protects the
motor from fluids. Includes an AC power
adapter 100-240 V (European plug),
output 12V / 3A. Material: ABS (case and
buttons), silicone (tube), TPE (sleeve), PP
(filter). The SUCK-O-MAT is delivered in
a high-quality, black cardboard box. The
box also has a promotional sleeve around
it. There is a description of the product in
various languages on the sleeve as well.

EDC Wholesale adds 15 nipple clamps
to EasyToys collection

Veendam, The Netherlands - New items
were added to EDC Wholesale’s EasyToys
brand, including the nipple clamp series
for the Fetish collection. This line offers
15 different clamps, for beginners and
the more experienced fetish toy user. The
collection varies from clamps with chains,
weights, and feathers and offers a nipple
clamp for every mood and occasion. They
come in compact boxes, all in the same
size. The nipple clamps from the EasyToys collection are ready to stimulate the

The successful EasyToys Fetish
Collection is expanding
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most sensitive spots. The strong clamps
squeeze the nipples for a pinching and
painful pleasure. The sensation of the cold
metal and squeezing sensation will stimulate the body and provide an exciting new
experience. The EasyToys Fetish Collection is EDC Wholesale’s successful house
brand and won the EAN 2017 award for
Best Selling collection and is nominated
for the 2018 XBIZ awards. The rapidly
growing collection from EDC Wholesale
recently entered the US market.
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Creative Conceptions to distribute
Lovehoney’s Cherished Range

The Fifty Shades Freed Official Pleasure Collection
Bath, England - Lovehoney is delighted to announce that Creative Conceptions will be
exclusively distributing the Limited Edition range of products from the Fifty Shades Freed
Official Pleasure Collection, the Cherished Collection, in the UK.

F

ifty Shades Freed - The Cherished
Collection consists of 10 limited
edition luxe products in the purple and
rose gold colourway and will be marketed as premium collector’s items.
Luxury leather and sumptuous suede will
make timeless and classic items for red
rooms everywhere. The decadent line
celebrates mutual passion with opulent
bondage pieces for couples, including
elegant leather floggers and a beautifully
designed riding crop.The range will be
marketed towards sex toy beginners and
aficionados alike, and those who enjoy
luxury. Jane Bowles, Founder of Creative
Conceptions comments: “The whole team

at Creative Conceptions are really excited
to be exclusively distributing this unique
collection of products from Lovehoney’s
iconic Fifty Shades Freed Official Pleasure
collection. Our company philosophy is
to represent brands that offer a real point
of difference both in product and brand
and the Cherished collection fits that
brief perfectly.” Laura Wood, Lovehoney’s
Sales Consultant also comments: “We are
so pleased that Creative Conceptions will
be distributing the Cherished Collection.
However, if you are interested we advise
to get in there quickly as the range is
Limited Edition once it is gone,
it is gone!”

Alluring new lingerie additions
in the SCALA assortment

Wijchen, The Netherlands - Allure
has been a firm favorite in the SCALA
assortment for many years. The brand’s
kinky, BDSM-inspired looks are perfect
for women looking for lingerie with a
trendy, naughty twist. Though revealing
and daring, the looks still offer a touch
of sophistication and are produced with
great eye for detail, ensuring quality
products that make every woman look
and feel amazing. The new additions in
the Edgy & Daring collection by Allure are
a prime example of the brand’s quality
and fashionable aesthetic: though daring
32

and kinky, they are still comfortable to
wear and come in a variety of sizes to
flatter every body shape. Highlights are
the fetish-inspired corsets, available in
several styles to suit every preference.
Adorned with sexy details like sturdy
buckles and lace-up cords, they capture
the imagination, attention and lust of
any potential partners. Made of quality
fabrics like faux-leather, the Allure Edgy &
Daring collection offers a great alternative
to expensive fetish-clothing, with a very
competitive pricing making erotic fashion
affordable to all.
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The Dodil re-brands and sets

sights on American market
International growth

Stockholm, Sweden - Swedish-German manufacturer The Dodil has announced a re-vamped brand mission as the company sets its‘ sights on the American retail and distribution
market.

T

he company‘s plan for international
growth follows their successful pleasure industry launch at the 2017 eroFame
trade show, where the Dodil caught the
attention of European pleasure businesses. “We are pinning up new flags on our
world map week by week,” says Gustavsson. “The contact with new partners
is very much an educational journey, from
where we learn to sharpen our tools to
help them to best present something as
ingenious as a design-your-dildo dodil.”
The Dodil is the world‘s first shape shifting
dildo. After submerging this silicone-coated pleasure device in boiling water, its‘
initial rigid state turns completely soft and
moldable. Users can create myriad textures and shapes to fit their unique anatomy, and then freeze their designs with
cold water. The creation process can be
repeated again and again due to Dodil‘s
thermoplastic interior, giving consumers
an affordable, eco-friendly alternative in
insertable pleasure products.
Armed with a re-branded mission, new
slogan - “Design your dildo” - and pointof-sale materials, the company is ready to

tackle North and South America. Several
US retailers and distributors are already
clamoring to stock their shelves after the
Dodil received rave reviews from sex toy
bloggers and consumers.
“We aim at being client-smart in all
aspects,” says Gustavsson. “Along with
our new media and point-of-sale, it will
be really easy to assist our business
partners in tapping into the minds of
consumers with our revised message,
as it both explains the product and also
drives curiosity.”
Gustavsson and Chief of Operations
Richard Almgren look forward to broadening the reach of their revolutionary pleasure product across the globe. “We aim to
keep meeting potential clients as plausible
new friends who also want to reform
masturbation,” concludes Gustavsson.
“By listening and learning and showing, we
hope to prove that there is an obvious winwin in dealing with the dodils.” For sales
and marketing inquiries, visit TheDodil.com
or contact Peter Gustavsson at
Peter@TheDodil.com or Richard Almgren
at Richard@TheDodil.com.

Mainzkastel, Germany - MVW has released two new lubricants. Smoothglide
Strong Power is a lubricant especially
developed for men. It was designed to
reduce the sensitivity of the penis noticeably and to provide longer endurance by
applying three to four splashes spread on
the outer intimate area. Smoothglide Anal
Spray with aloe vera reduces the sensitivity

of the anal area noticeably, providing a
lighter and more comfortable penetration,
as the manufacturer stated in a press
release. Recommended use for Anal Spray
are 4 – 5 splashes spread on the outer intimate area. MVW recommends to test the
tolerability for the products prior to first use
on the arm. In case of an allergic reaction
occurs, the product should not be used.

New Smoothglide lubricants now available
New from MVW: Smoothglide
Strong Power and Smoothglide
Anal Spray
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Doc Johnson’s iWand gets
write up in Glamour

Signature Climax-brand water-based formula wins clearance as ‚medical device‘
North Hollywood, USA - Doc Johnson’s new warming vibrator, the iVibe Select iWand, was
the sole subject of a new Glamour article entitled, “With This Warming Vibrator, Winter
Won’t Be the Only Thing Coming”.

T

he article was published on November
21st 2017, and was penned
by journalist Sophie Saint Thomas.
Describing her experience with Doc
Johnson’s iWand, Saint Thomas writes:
“To say that I love this warming vibrator
would not paint the full picture. After it
made me orgasm, I wanted to snuggle up
to the Doc Johnson iVibe Select iWand
and slip into a beautiful slumber. Had this
take on the wand vibrator finally made me
understand why some people fall in love
with inanimate objects?” Doc Johnson’s
VP of Sales and Marketing, Scott Watkins,

Doc Johnson‘s iVibe
Select iWand was
featured in Glamour

said, “Glamour is one of the most popular
publications in the world, and a trusted
name for women and couples looking to
heat up their sex lives. The regular press
coverage that our iVibe Select vibes
have been receiving (including multiple
inclusions in Cosmopolitan and Glamour)
have exponentially increased our website
traffic—and retailers should prepare for
increased demand of our newest iVibe
Select vibrators as this especially viralworthy article continues to gain traction
leading up to the holiday (and Valentine’s
Day) season.”

Not all treasure is silver & gold!

Sex Marks the Spot – The Ultimate Pleasure Map

Newark, Engkand - Sex Marks the Spot
is a game of chance where all roads lead
to romance and raunchiness as couples
can indulge in their sexual fantasies and
explore one another like never before. At
the start of the game players are asked
to write down a secret sexual fantasy or
erotic treat that the other player will have
to perform should they loose. Couples
have to navigate their way around a
‘neonesque’ pleasure grid, symbolic of
the high-voltage experience that awaits
them. Players jump from square to square
by rolling X and Y co-ordinates dice,
picking up X‘s and Ooohh‘s in a quest to
unlock their favourite fantasy, ahead of
their partner‘s. Each square is loaded with
erotic surprises and sexy suggestions and
with 180 different challenges in 6 different

Sex Marks the Spot is a game
of chance where all roads lead
to romance and raunchiness
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categories the prospect of an orgasmic
finale is certainly on the cards for the
winner. Players get a single ‘Sex’cuse me’
card, which allows them one chance to
escape a challenge, otherwise it’s game
on with intensifying dares, passionate
actions, tasty conversation starters,
mischievous foreplay and a steady
peeling-off of clothing! As if that was
enough to get players hot under the collar,
sex cards come into, as moods begin to
climax. Creative Conceptions Founder,
Jane Bowles says: “Sex Marks the Spot is
a game like no other and was actually the
brain child of our Graphic Designer which
is evident in the strength of the design.
It’s been widely play-tested to ensure the
game ‘hits the spot! so we’re confident
we’ve nailed it!”
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Fleshlight takes action against
fake products

Strike against counterfeiter
Seville, Spain - Fleshlight recently took action against manufacturers of counterfeit products
in South Africa.

T

he constant monitoring of the market
in all of its dimensions made it possible to detect and locate an important
focus of commercialization of Fleshlight
Girls fakes in South Africa. The goods
– poor quality knock-offs — were sold
both on the internet and to retailers. The
actions carried out led to the removal and
destruction of the fake products, as well
as to an important change in the sales dynamics of the company in question, which
is now purchasing original products.
“Fleshlight protects their Intellectual
Property rights both worldwide and on
the internet,” the company said in a press
release. “Up to now, the strong measures adopted against counterfeiting have
allowed us to eliminate thousands of offerings of fake goods on online platforms,
websites, and to remove counterfeits from

stores and warehouses located in industrial parks in several countries.”
Given the size of the company, the impact
on the erotic sector in South Africa has
been especially relevant, as said company
provided supplies to a significant number
of retailers in the country. On the other
hand, actions are being taken in order
to recover domain names that intend to
give their websites the appearance of
being ‘official’. Through said websites and
by use of the name ‘Fleshlight’ on their
domain name, they offer fake goods.
In addition, Fleshlight would like to
highlight the elimination of more than
85% of infringing offerings of fake goods,
thus avoiding the propagation of internet
offers of this nature and achieving a
strong dissuasive effect among infringers
worldwide.

Boston, USA - BLEWIT announce an updated version of their masturbator. “After
working in the Pleasure Products industry
for over a decade, I started BLEWIT because of my passion to challenge the taboos and stigmas that keep people from
fully experiencing sexual health and pleasure,” says Blewit CEO Chris ‚CT‘ Schenk
about his motivation to create the Blewit
masturbator and continues: “I developed
a mindful masturbation product for men
that is not only easy to use and clean
but also something you shouldn’t be
ashamed of. The feedback from so many
of you expressing the positive impact to
your sexual confidence has been truly
rewarding. I mean, it makes sense that by

learning what your body is capable of you
will in turn become more confident in the
bedroom.” The company launched the
BLEWIT PLEASURE TRAINER last year
with a crowdfunding campaign that achieved over 350% success and also received
the XBIZ award for Male Sex Toy of Year.
At the same time, they continued to refine
and evolve the design of the product, and
now have an updated version ready. “I’m
confident that we’ve taken a product that
was already successful, popular, and high
quality and made it even better,” Schenk
adds. New Features: hands-free vacuum
suction, removable sleeve, improved
internal design, redesigned drying dock,
and removed top grid.

BLEWIT V2 announced

BLEWIT is bringing an updated
version of their masturbator on
the market
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All hail King Cock’s newest
arrival at SCALA
12 Inch Slim Double Dildo
Wijchen, The Netherlands - King Cock’s newest arrival, the 12 Inch Slim Double Dildo, is
now ready to order at SCALA.

Wijchen, The Netherlands - King
Cock’s newest arrival, the 12 Inch Slim
Double Dildo, is now ready to order at
SCALA. The King Cock collection by
Pipedream has proven to be one of the
best-selling ranges when it comes to
realistic pleasure. The lifelike designs are
availability in a wide variety of colors,
sizes and silhouettes, varying from
naturally curved dildos to rock-hard
dongs. The newest addition in the SCALA
King Cock assortment, the 12 Inch
Slim Double Dildo, is another example
on how King Cock keeps raising the

bar, becoming even more inclusive for
all lovers of natural pleasure. The 12
Inch Slim Double Dildo is – as its name
suggest – a dual ended design perfect
for double the penetrative fun. The quality
dildo is made of premium TPR and
features various lifelike details like pulsing
veins and ridged contours. Packaged in a
modern, simple way, it is an instant eyecatcher in any in-store display. SCALA
stocks the 12 Inch Slim Double Dildo from
the King Cock collection by Pipedream
in various skin tones, meaning there’s a
royal match for every consumer.

MALESATION launches SkinLike penis-sleeves
Wadgassen, Germany - The new SkinLike
line by MALESATION from ST RUBBER
offers penis-sleeves with pronounced
glans and veined shaft for a realistic
feeling during lovemaking. With an
extension piece of about 5cm already in
the tip, the penis-sleeve can provide an
extension and a bigger circumference

New from MALESATION:
SkinLike penis-sleeves

at the same time. The extension can be
customized as the customer can cut the
sleeve for a better fit. Material: phthalatefree silicone, odorless, bubble-free, easy
to clean, hygienic and waterproof. The
MALESATION SkinLike pen covers are
now available in three different sizes.

Pocket PULSE available at Eropartner
Zwaagdjk, The Netherlands - The new
powerful and lightweight Guybrator from
Hot Octopus is called the Pocket PULSE
and has two powerful vibration motors.
This lightweight stroker, which is held
against the penis with a flexible arm, will
take ‘stroking’ action to the next level.
Used with lubricant, the Pocket PULSE

Pocket PULSE – The new
Guybrator from Hot Octopuss
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turbo-charges the way men masturbate.
The Pocket PULSE can be used flaccid
or erect and is completely waterproof.
The Pocket PULSE Remote, with its
additional remote control, offers flexibility
for solo users as well as a heightened
level of fun for couples play.
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Womanizer presents the fi

rst female DIY Store

O r ga sm I s A H uma n Righ t

e x c l u s iv e

On December 01 and 02, 2017, consumers had
the opportunity to visit womanizer’s pop-up store
in the Seven Star Gallery in the centre of Berlin.
To make the occasion even more special, women
could actually test the womanizer in the store
before buying it. One day prior, the sex toy brand
had hosted an official launch party for the store,
inviting business partners, press, bloggers, influencers, and celebrities.

A

s Johanna Rief, the Head of Communications at
womanizer, explains the team had entertained
the idea of the pop-up store for quite a while. But
ultimately, it was the advertising firm ‚Try No Agency‘
that really set the ball rolling when they suggested
that the planned pop-up store should include a DIY
element. Pop-up stores are short-term retail spaces
that usually have a spontaneous feel to them. Often,
they are used to present new products or special
collections, but they have also become a popular
tool for seasonal sales. Additionally, pop-up stores
represent an interesting option for e-commerce
companies – i.e. companies that don’t usually engage in direct contact with their customers – to get
first-hand feedback and present their brand offline.
As for womanizer’s pop-up store, it was set up in
Berlin’s Seven Star Gallery, a combination of boutique
and Berlin ‚Shabby Chic‘. However, what really made
womanizer’s DIY store so special was the option
for female customers to test the products. To that
end, the store included a discreet, sound-proofed
side room, humourosly dubbed the ‚masturbation
room‘ or ‚DIY booth.‘ The first 100 women to make
use of this special service even received a free
product. “The concept is a perfect match for us for
two reasons. Firstly, our products are at home in the
premium segment, so they do have their price. And it
is one thing to say that your products are worth every
penny, but if women can actually put that statement
to the test before they buy, that’s something entirely
different,” says Johanna Rief. “And secondly, a popup store offers a unique opportunity to interact with
Instagram star Brenda Patea
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The womanizer pop-up Store
welcomed visitors in
Berlin’s Seven Star Gallery
on December 1 and 2

The vaulted halls of Seven Star Gallery

Champagne reception in the entrance area

our customers, to lend advice and receive feedback,
the latter of which is particularly valuable for us, and
we take people’s response very seriously. We don’t
want to develop products that sail right past our
customers’ wishes and expectations.” But the DIY
store was not just about the products – it was also a
means to create awareness for #OrgasmIsAHumanRight, a project that is near and dear to the womanizer team. “Only 65% of women regularly experience orgasms during moments of sexual intimacy,
which was underpinned recently when scientists
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There were several German celebrities among the visitors
of the womanizer pop-up store: Natascha Ochsenknecht

E V E N T

The hidden heart of the womanizer
pop-up store: the 'DIY booth‘

Stylish atmosphere in the Seven Star Gallery

The opening party was attended by
womanizer’s business partners, members of
the press, bloggers, influencers, and celebs

Model Sarah Knappik
at the opening party

from Chapman University in California conducted a
large-scale study. What this means is that 35% of
woman only experience orgasms infrequently, if ever.
That is a problem we are determined to fight, hence
our ‚Orgasm is a human right‘ campaign. Orgasms
are wonderful, unique things, and every woman has
a right to experience them, no matter their age, be
its in the early years of their sexual activity or when
they have entered menopause; no matter if they are
physically impaired or if they are just curious.”
As Rief points out, the concept of the womanizer
DIY store is something no one has ever really done
before, consequently, no one really knew in advance
how it would turn out and how people would respond
to the idea. But all doubts quickly evaporated on
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December 1, as women were already waiting outside
the pop-up store before it even opened. “Indeed,
we received lots of positive feedback. In all, we had
roughly 200 women in our store, and there was hardly a minute when the side room was not occupied. In
terms of age, the women ranged from 20 to 70 years. Long story short, it was a huge success for us.“
So, seeing how the concept exceeded the sex toy
brand’s expectations, would it be conceivable to set
up pop-up stores in other large cities? “Of course, we
are open to the idea of bringing more pop-up stores
to other cities and metropoles, and we are already in
the early stages of mapping out further events.
I mean, DIY stores for women in Paris, London,
Barcelona, or New York? Why not?”
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Short-lived hype or longlasting brand?
Fi f ty Sh a des o f Grey enters ro und th ree

e x cl u s ive

Yes

A

Matthias Poehl, editor in chief

In February, part three of the
Fifty Shades trilogy, Fifty
Shades Freed, will grace silver
screens around the world, and
it would be a major upset if
the movie didn’t manage to
follow in the high-profile box
office footsteps of its
predecessors. But what
happens after? If round three
really is the last one, what will
remain of Fifty Shades of
Grey?
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t the end of last year, E L James
published the fifth novel in the Fifty
Shades saga, “ D arker” – it retells the events
of the second book in the original trilogy,
presenting them from Christian Grey’s
viewpoint, and the book immediately
stormed onto several bestseller lists. This
February, we will get the third film in the Fifty
Shades movie trilogy, and everything points
to it becoming a big success as well. So, six
years after it all began, there is still a lot
going on in the Fifty Shades universe. As
much as critics and parts of the public like to
bash the books and films, Fifty Shades is far
from a short-lived fad; it is a well-established
brand. E L James has managed to really
strike a chord with her books.
A multitude of other erotic novels have been
published since Fifty Shades took off, and
some of them may have better writing or
better stories, but none of them have come
even close to the success and popularity of
E L James’ books. There is no real contender
to this throne. Also, the novels are now
bolstered by a well-oiled marketing machine
that continuously creates interest in the
brand and makes sure people don’t forget
about it. So, unless the author suddenly
turns her back on the story of Steele and
Grey, or millions of fans lose all interest in the
franchise overnight, this brand will keep
chugging along. And even if the story ends at
one point, Fifty Shades will continue to be a
big thing for the adult market ( even if only as
a symbol of tolerance, showing that it is okay
to live out your wishes and fantasies.)
Obviously, this machine will slow down and
come to a halt at some point. And it is

impossible to predict if and how Fifty Shades
of Grey will continue to impact literature,
films, and the readership once that happens.
But right now, the market for this type of soft
BD SM romance/mommy-porn is gigantic. I
can’t see E L James winning the Nobel Prize
for literature anytime soon, but there is still a
lot of potential for her to mine. Or for
someone else. Because even if interest in
Anastasia Steele and Christian Grey wanes
sooner than we think, it is only a question of
time before the next kinky couple comes
along to scratch that itch.
In summary, I do not believe that “ D arker” will
be the author’s final novel in this universe –
nor do I believe that the movie hitting
theatres in February will really be the last time
we see Fifty Shades on screen. The
combined cost of production for part one
and two amounted to 9 5 million dollars,
and they racked up ten times that in global
ticket sales. So, as long as this story
intrigues the target audience, the people
controlling the brand would be insane to just
shut down what is essentially a money
printing machine.
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o question, reach and brand awareness will
only become more important in the market for
adult products. Brands have a big effect on the
consumers’ purchasing decision when they set out
to buy, say, a vibrator. Much more so than was the
case a few years ago. That said, our market still
offers lots of opportunities for smaller companies
and innovative product ideas to carve out a niche
of their own. If you look back at the history of the
adult market, you will find numerous examples of
this; small companies that had a bright idea and
really managed to establish it in the marketplace –
and many of them would be lauded as brands
today. Will this “ permeability” , the upward mobility
in the market – the opportunity to rise to the top
with the right idea - change anytime soon? Not
likely. The market needs innovations because that
is what the consumers demand, and whether they
get it from tiny two-man enterprises or a mega
corporation doesn’t really matter in that context.
Many companies that started out small and
stunned the market with an innovative idea, have
grown into big players. Just think of We-V ibe. And
Hot Octopuss, while not being the biggest
company when it comes to its actual size, has also
risen to the top of the industry. The reason for their
success is easy enough to discern: innovation.
What these companies managed to do is expand
their reach by making a name for themselves as a
brand or as inventors in a new product category.
Applying that strategy, small companies can be just
as successful as big ones. Size doesn’t always
play a role, but know-how certainly does.
However,g one element we mustn’t forget when
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opening this can of worms is
distribution. And when it comes to
distribution, size kind of does matter.
The aforementioned collaboration of
Pornhub and Ann Summers makes
sense because the British retail
chain has extensive knowledge when
it comes to distribution in b2c
markets and in the b2b realm. And
L ovehoney have a wide, effective,
and successful distribution network
to fall back on with their big licensing
deals, resulting in collections for
brands such as Motö rhead, tokidoki,
and, obviously, Fifty Shades of Grey. If you look
back, you will probably also find many examples of
great innovations and ideas that withered on the
vine because they did not reach the necessary
level of market penetration. R eversely, even the
biggest brands can fail, in spite of having the
widest reach, the most extensive distribution
network, the greatest marketing campaigns – heck,
even if they have a convincing product on their
hands. D oes anybody remember the Philips
vibrator from 200? Yeah, thought so.

Randolph Heil,
editor
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Scandinavian Sexy

Evelina Odle, Pleasure
Product Expert and PR
Coordinator for MSHOP

MSHOP combines pleasure and class for a uniquely Swedish pleasure shopping experience

e x c l u s iv e

I

n a country of warm, inviting people that still
won‘t strike up a conversation with a stranger
at the bus stop, it‘s almost hard to imagine
that a brick-and-mortar adult boutique could
exist in a culture that thrives on personal
privacy. So where do socially reserved Swedes
go to buy sex toys? They can‘t (yet) go to IKEA,
so instead they go to MSHOP.

This article is contributed
by Colleen Godin,
EAN U.S. Correspondent

“Our mission was to make an environment that
anyone and everyone could identify with,” says
MSHOP Founder Frederik Groth. “I want our
customers to feel like it is as natural walking
into our store as it is walking into H&M or the
Apple Store.”

For the most part, Swedes
hold a no-nonsense, morally
liberal attitude toward sex –
that is, if you can get them
to talk about it. Sweden is a
friendly place once you make
the locals comfortable enough
to open up. However, it
might take a few beers to cut
through the awkward shyness
that often precedes a relationship with a native.

The company has gone through quite the
transformation since opening as a mailorder catalogue in the 1980s. Then called
Martinshop, adventurous Swedes could
discreetly get their kicks the old-fashioned
way: good old snail mail. “The adult industry
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in Sweden was very different back then and
most orders sent out contained movies and
magazines,” says Evelina Odle, Pleasure
Product Expert and PR Coordinator for
MSHOP. “The customers were 95% male and
the demand for sex toys was not at all what it
is today.”
After a complete re-brand 3 years ago, the
store unveiled a new boutique look, clad
in all-white décor with gold trim and sleek
white tassels cascading from the ceiling.
MSHOP‘s spacious, brightly lit interior could
challenge Victoria‘s Secret for the title of
most clean, classy, and mainstream sensual
retailer. “Customers often compare our stores
to pharmacies, fancy hotels and high-end
boutiques,” remarks Odle. “We absolutely
feel that the classy approach has helped
more people feel comfortable. The trick is to
combine it with a light-hearted approach –
buying sex toys should be fun!”
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Headquartered in Gothenburg, MSHOP brings the
sex toy market up to Scandinavian standards. You
wouldn‘t expect to buy over-processed, chemicalladen dairy and meat at a Swedish farmer‘s market,
and you won‘t find anything but body-safe materials
and health-conscious products among MSHOP‘s
offerings. High-end vibrator brands like LELO and
Fun Factory dominate the slat walls, and pjur and
System JO lubricants line the shelves. The company
teamed up with luxury pleasure product brand Eric
Kalén to create their own private label brand of
affordable, premium quality sex toy basics. “We do
carry some luxury products, but also want to have a
broad range where anyone can find something that
suits their needs and their wallets,” says Odle. “We
want to sell good quality products that are safe to
use. That is the bottom line of it all.”
Evelina and her floor team specialize in sex
education-based selling with the right amount of
subtlety. Their prior 1980s-style image as Martinshop,
with curtains and dim lights, brought in a completely
different clientele – one who is no longer the target
market in the now couples‘ and female-dominated
consumer demographic. “Before the re-branding, we
knew that we weren’t “just another dirty sex shop,”
but that was not what people saw when they visited,”
recalls Odle. “Some people didn’t even bother to
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come into the stores because they had made up
their minds all those years ago that sex toys weren’t
for them.” Now, MSHOP customers are greeted with
a high-class yet laid-back atmosphere that leaves
them relaxed and comfortable enough to engage
with the shop‘s curated staff sex-perts. “We take a
lot of pride in our clerks and are quite specific about
who we hire,” says Odle. “Anyone can learn technical
specifics, like which vibrators have the strongest
vibrations or why a butt plug should have a flared
base. For us, it is of utmost importance that our
clerks are trustworthy and can make any customer
feel comfortable.”
MSHOP staff are a snapshot of their consumers
when it comes to age, backgrounds, and sexual
orientations with a singular aspect in common: a
passion for sexual wellness. The boutique prides itself
on catering to every customer identity and offering
advice on a wide spectrum of sexual topics. “We
encourage communication and problem solving,
so if a customer has a question [a particular sale
associate] can’t answer, they always know...whom
they should forward them to,” remarks Odle. “Years
ago, before our rebranding, our customer base was
very male-dominated compared to now. Now we
are very happy to see that we have a very broad
customer base with people of all physical needs.”

F E A T U R E

As MSHOP celebrates its‘ 3-year anniversary of
transforming into the hip, sex-positive shop it is
today, Sweden‘s classiest pleasure boutique is
on the brink of a grand opening in down town
Stockholm. The country isn‘t exactly bursting with
adult shops, and CEO Frederik Groth thinks his
modern incantation is exactly what the local market
needs. “Our mission is to be the top-of-mind store in
Sweden when it comes to both pleasure and sexual
health-products,” says Odle. “When customers
are looking for excellent service, knowledge and a
company to trust – we want to be their first choice.”

should be: normal, and accessible to all humans.
“We want to keep encouraging people to explore
their bodies and sexuality in consensual, safe and fun
ways,” concludes Odle. “Everyone deserves to have
the best possible sex life!”

The company plans to expand their health-based
mission, which already includes a colorful blog of
toy tips and sex advice on their website, with a
medically-backed approach. “We get in a lot of
customers who turn to us because they don’t get the
help they need from the medial industry,” remarks
Odle. Consumer events and lectures will soon
populate the store‘s event roster, and Odle explains
that the team‘s next big goal is to close to gap
between the pleasure industry and the medical field.
At its‘ core, MSHOP reflects the unique personality
of Sweden. In a country where sex is neither
sensationalized nor taboo, a vibrators-meets-H&M
approach makes sex and pleasure exactly what they
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Getting personal

with your customers
Marketing Matters

e x c l u s iv e

In his monthly column, Brian Gray from Glasgow-based erotic marketing agency Lascivious
Marketing offers his thoughts on all things marketing. This month he’s hoping you’ll get to
grips with your customers.

B

y the time you’re reading this, Christmas
and New Year have come and gone. I
hope you all had great times with your friends
and loved ones, and made some great New
Year’s Resolutions.
I hope one of these was to increase your
profitability. I hope another – closely related to
the previous one – is to know more about your
customers. The two are, afterall, inextricably
linked.
If you’re an online retailer, your customer
database will hopefully be swelling from all
those transactions over the festive period. And
you’ve still got Valentine’s Day to go. It’s the
perfect opportunity to really get to grips with
your customers. Their minds, that is.
With a well-designed, well executed customer
research survey, you’ll have a wealth of real
insight to help your subsequent marketing
decision making. Need further convincing?
Shame on you! So here’s why I’m giving you
not one but twelve – yes, you read right reasons why you should be surveying your
customers.
1. It‘s cheaper than you think.
Online customer surveys can be extremely cost
effective, especially when using today’s modern
applications like Survey Gizmo or Survey
Monkey. With fieldwork costs much lower than
what they used to be, it frees up more of your
budget to key tasks like questionnaire design
AND get the MD‘s blessing for it too.
2. The cost of NOT doing so could be severe.
Do you think every disgruntled customer
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spends time writing to complain? Nope. They
just disappear without trace, whilst your rivals
welcome them with open arms. Customer
satisfaction surveys tell you how well you‘re
performing. Problem areas are identified. If
the customer agrees to waive anonymity, they
can provide further details and an opportunity
for you to contact them to resolve the matter.
Successful problem resolution often turns
complainers into your loudest supporters. But
you won‘t know unless you ask them in the
first place!
3. You can increase sales.
I thought this would pique your interest! Ask
your customers not only how satisfied they are,
but how much of their total spend is with you.
Chances are you‘ll have multiple rivals with
customers spending unevenly between you
all. Find out what your share of wallet is: if your
wallet share is low, you know there‘s work to
be done and more revenue to be generated.
4. You can allocate your resources more
effectively.
Different customers value different aspects
of your service. But which ones? Ask your
customers how important key service aspects
are, then ask how satisfied they are with each
aspect. You‘ll soon see exactly what areas
require attention, while paying less attention to
the aspects deemed unimportant. Plus, these
might vary between your highest spending
customers and others. Think of the time and
effort spared!
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5. It makes for good PR.
There‘s nothing like a great headline is there? If
you‘ve received excellent satisfaction ratings or your
customers‘ have some interesting preferences that
you can capitalise on either on your own website or in
the media, then shout about it! Use the percentages
to your advantage. But only do this if the survey was
properly conducted – no voodoo research allowed!
6. It provides great content marketing material.
Content marketing is as vital part of your marketing
communication arsenal. Many companies struggle
to generate enough good quality content. Use your
customer survey data to drive your blog posts,
website pages, Twitter feeds, LinkedIn company
pages, as well as lengthier reports. And don‘t forget
to go visual: your customer survey data can make for
punchy and informative infographics.
7. It shows you give a damn about your customers.
Reaching out for your customers‘ opinions and
feedback doesn‘t only help your business, but shows
that you genuinely care what they think. Furthermore,
if survey results are disappointing but clearly indicate
what needs improving, it‘s an ideal opportunity to
address this to customers and show how you‘ll
rectify it.
And for customers who don‘t want to be blatantly
marketed to, it‘s a deft way of maintaining
awareness. But be warned: the survey is the
primary purpose for communicating. How do
you think customers will react when receiving a
request to participate in a customer survey and be
simultaneously deluged with sales messages? Not
well.
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8. You know where you stand.
When your survey fieldwork has ended and the
numbers, percentages and mean scores are all
generated, you know how the land lies. Remember
when you were a child it was always the unknown
that caused the most anxiety? For businesses, it‘s
often the same. It‘s always better knowing what the
situation is, even if it is a bitter pill to swallow. Which
leads nicely to...
9. You know what to do next.
Only by knowing what the current situation is can you
effectively move forward. Good customer research
and insight provides a solid foundation on which to
progress.
10. It‘s a key aspect of your marketing strategy
process.
Successful companies play to their strengths. Their
marketing strategies are aligned to the SWOT
Analyses undertaken for each of their customer
segments. Through your customer research, identify
what they value most - your Critical Success Factors
(CSF‘s). Take the CSF‘s, weight them if need be
according to importance, then rate how you and your
rivals perform in each.
You‘ll see at a glance where you stack up on each
of the CSF‘s, only now you will know which ones
to focus on. If it‘s a very important CSF and you‘re
rating badly in it, you know you need to take action.
Fast. Conversely, if your rivals are scoring badly
on one key CSF and you‘re far ahead, exploit it.
Emphasise it in your marcoms activity. Remember:
play to your strengths!

F E A T U R E

11. It saves you making silly - and costly - mistakes.
Those of a certain age may remember Coca Cola
launching New Coke in the 1980‘s...only to pull the
plug on it less than 80 days later. It ranks as one of
the biggest marketing cock-ups ever. Sure, product
testing suggested it would be a winner. Unfortunately
though, they underestimated the importance of the
emotional link that existed between consumers and
the brand‘s values and heritage. Big mistake.
12. You get the perspective that counts.
There’s a great quote attributed to Walmart boss
Sam Walton. “There is only one boss. The customer.
And he can fire everybody in the company from
the Chairman on down, simply by spending his
money somewhere else.” Sam knew a thing or two.
Consequently, where does the customer sit when the
next Board meeting convenes? Are they sat next to
the MD or perhaps the Finance Director? Either way,
the voice of the customer is far more important than
any other attendees. To remedy this, customer insight
generated from your research HAS to be heard and
absorbed by everyone there. Ignore your customers
at your own peril.
So, there’s twelve – yes twelve - reasons why you
should now be thinking about organising your own
customer survey.
Now that you’re suitably convinced of the need to
be surveying your customers, refrain yourself from
hurriedly thinking up ten questions and posting a
survey link out on social media inviting everyone and
their dog to take part. That would be rather daft.
While modern online survey applications have
enabled anyone to run surveys, the opening of the
floodgates have unfortunately facilitated the cackhanded production of some god-awful surveys within
the erotic retail industry. I know: I’ve seen them (and
previously commented on them elsewhere).
Many of them come down to the actual questionnaire
design. Why do people think that just because the
survey app is available AND they can ask some
questions, there’s going to be worthwhile usable
data? Using the same logic, how likely is it that if I
am given some paint and a brush I’m going to be
immediately capable of creating something like the
ceiling of the Sistine Chapel? I’ve been given the
same tools as Michelangelo, so surely there’s no
problem, right?

brush and a bare wall – or ceiling – is a pretty risky
move. The same principle applies to those given
access to online survey platforms. Those untrained in
marketing research can write questions in the same
way that I can hold a paint brush. The tools – namely
the brush, the paint – and the online survey platform
– are all there. There’s just one thing missing – the
knowhow.
And in next month’s issue, I’ll help you out with that.
I’ll give you key questionnaire design tips to really
help you get the data you need, while minimising the
risk of you getting nothing but nonsensical numbers
from wrongly worded and constructed questions.
The second key issue I invariably come across is
that of ‘voodoo’ polling: when a survey link is sent
out with zero control over who completes it (‘selfselected’ surveys). Think of those little poll graphics
you see in your newspaper over BREXIT; dog fouling
on the streets; closing of village halls, etc. etc. Do you
really think they’re at all accurate or representative?
Think again. They’re completed by those who are
obsessed by the subject, or have an axe to grind.
It’s anything but a representative sample. Only idiots
would dare make marketing decisions based on data
gathered this way. Frankly, you’d be better off reading
tea leaves.
And this is where having your own customer
database really pays off. In direct contrast to voodoo
polling, you can also employ probability sampling,
rather than convenience sampling. Every person in
the database has a known chance of being selected.
Furthermore, if for instance you already know that
63% of your customers are female, but only 50% of
survey respondents are, the data can be weighted
accordingly so the final numbers are representative.
That’s the sort of customer research that makes it
worthwhile – and powerful – stuff.
So, here’s hoping 2018 is the year you appreciate
the importance of your customer database in more
than one way. It’s not just for sending follow up
communications with them, important though this
is. It’s a marketing treasure chest just waiting to be
opened up to give you the insight that will drive your
company forward in the right direction.
Brian can be contacted at lasciviousmarketing.com,
found on Twitter @LasciviousMktng or phoned on
+44 (0)141 255 0769.

There’s just one. I couldn’t paint even if my life
depended on it. Entrusting me with a tin of Dulux, a
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Things are looking great for the next eroFame shows
A d v iso ry bo a rd co nvenes in C o lo gne o n December 12

e x c l u s iv e

T

he advisory board decided to look into
the planning of a b2c event related to
eroFame that centres on ‚erotic lifestyle for
women and couples‘ and eschews explicit
content. This decision was made in response
to suggestions from more than 50 industry
members who signalled interest in expanding
the eroFame format in a consumer-oriented
fashion. The eroFame organisers will present
a concept for such an event at the first
meeting of the newly-established eroFame
task force, comprised of industry members
representing both, trade and manufacturers/
distributors. “Of course, the basic concept
of eroFame will remain unchanged. This
means, the trade convention will remain its
own entity. There will be no b2c event during
eroFame since that would go against the
interests of the participants. Looking at other
adult trade shows, we feel that the inclusion
of such consumer elements would not work
in the immediate context of a b2b show,”
as the organiser states. Consequently, the
eroFame trade show days – Wednesday,
Thursday, Friday – will continue to focus on
b2b activities.
In order to keep up the positive image of
eroFame, the board members also decided
to implement several steps that will take

Moods were high as the members of the eroFame advisory
board and the organizer, Mediatainment Publishing eroFame GmbH, met in December;
after all, the analysis of a
large-scale survey had shown
that the majority of exhibitors
were in favour of keeping the
event in Hanover. Also, the
organisation and execution of
the 2017 show had met with
great approval by the participants. Many exhibitors stated
that eroFame 2018 had been
the most successful eroFame
for their company since the
inception of the trade convention.
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effect as soon as eroFame 2018. For instance,
there will be a new ‚Speakers Corner including
a show stage‘ in the fair hall. Exhibitors have
the opportunity to use this stage for fashion
shows, etc. A detailed event calendar including
all the presentations on this stage and also
individual events at the exhibitor stands will
be handed out to the visitors as they enter
the fair hall, and will also be added to the
leading trade magazines for the adult trade
ahead of the show. Furthermore, steps will be
taken to improve the eroFame Oktoberfest
which has traditionally taken place on the
evening of eroFame Thursday. “Apart from
being businessmen and businesswomen,
we all enjoy a good time,” says organiser
Wieland Hofmeister. “If you work hard all day,
you deserve to be well-entertained in the
evening. We will do our best to further improve
the eroFame Oktoberfest – it will be a more
spectacular event, you have my word on that
…” Details are still under wraps, but everything
points to the inclusion of an entertainment/
show element during the party.
“eroFame will become more vivid and more
varied in the future – but without sacrificing the
established tenets of the show” – that is the
general tenor following this successful meeting
of the advisory board.
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Modern pleasure products match consumer ethics

by caring for the body and giving back to the planet
E c o S e n sua l

e x c l u s iv e

The next time you‘re shopping for organic vegetables and gluten-free bread, don‘t be surprised if you stumble across a few
lubes and vibrators. Sexual health is nestling itself in to the eco-movement and cozying up with the same consumer audience
that swears by yoga class and kale. Though modern hippie-hipsters have made caring for our bodies and the planet a trend
(and a new kind of archetype cliche), this one is likely to stick around. Conscious consumerism is changing the way pleasure
manufacturers take their sex accessories from conception to production.

C

ustomers in all industries are
becoming increasingly aware
of the materials and ingredients
in their products,” says Sunny
Rodgers, Brand Manager and
Sexual Health Educator for Diamond Products‘
brands. And why wouldn‘t they? What‘s more
surprising is that it took this long for consumers
to realize that what you put in your stomach
is no different from what you absorb through
your skin – or, rather, your nether regions. “In a
recent study looking at the cosmetic industry,
40 percent of consumers said they prefer
natural or organic products,” notes Rodgers.
“We are seeing this trend also transfer over to
our category.”

Sunny Rodgers,
Brand Manager
and Sexual Health
Educator for
Diamond Products

As adult products shed their novelty label,
more companies are taking extra steps to
secure health certifications or, at the very
least, take a proactive approach in heavily
vetting ingredients. For generations that grew
up giggling at sex toys, the idea of a vibrator
or lube cutting red tape is initially laughable
before it actually makes a lot sense. “The topic
of lubricants being a class II medical device
often surprises consumers, there are still some
who believe lubricants are nothing more than
a novelty; just for a bit of fun, nothing too
serious,” says System JO‘s Product Education
Specialist Ryan McCrobie. “When I start
sharing about the process behind the curtain,
they often become intrigued or are surprised at
how much is involved.”
Even with the massive amount of health
information available online, the chemical
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composition of adult products can elude even
the most discriminating of consumers. Items like
condoms have included harsh, irritating chemicals
for years, but most users are unaware of alternatives
until they stumble across a brand with better
standards. “I think that people are aware of organic
food or skincare, however, in this category it is
always an educational process,” says Rodgers,
who coordinates education efforts for Diamond
brands JimmyJane, Pipedream, and Sir Richard‘s.
Diamond‘s condom brand, Sir Richard‘s, ditches
paraben, glycerin, and other irritants in their allnatural latex barriers. “Customers are excited to learn
that there are organic and natural options out there,”
remarks Rodgers. “Often times, it didn‘t even cross
their mind.”
Once consumers figure out that they have
options, they‘ll actively eschew less health and
environmentally-conscious products in favor of
brands with a brain. “To quote Maya Angelou, once
you know better, you do better,” says Taylor Sparks,
a sex educator and CEO of online retailer Organic
Loven. “When people discover that some of the
products that they use on a regular basis contain
potential health hazards, they start to make better
choices.” Eco-ambassadors like Sparks, who also
has a background in holistic aromatherapy, and
Rodgers, a Certified Sex Educator, are uniquely
poised to lead the industry in a progressive direction.
Our physiological health and consumer footprints
are nuanced, complex topics, and education makes
the connect between what we buy, how it makes
us feel, and how it effects our larger surroundings.
“Selling the products without the education makes
the business seem more like a fast food restaurant,”
remarks Sparks. “With something as intimate and
fun as sex, why would you not want to make sure
the clients use whatever they are buying to its fullest
capability?”
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Ryan McCrobie,
Product Education
Specialist for
System JO

While consumers push for eco-positivity with their
dollars on the retail level, manufacturers keep the
trickle-up effect rolling by creating change through
several different channels. “In a consumer driven
culture, every purchase is a vote that directly
shapes the future,” says McCrobie. The company
supports earth-friendly practices from the ground
up by adhering to strict sourcing and manufacturing
guidelines that consider our impact on the planet.
“We do not simply make organic products, we
dedicate to use over 95% organic ingredients and
certify our products with the USDA,” comments
McCrobie. “It is not just about a lube in a bottle, it
is about sustainability, soil quality, and dedication to
selecting the best and supporting the suppliers who
commit to this standard.”
Dedication to Mother Earth is a two-fold reward
for businesses. Besides the unmistakable glow of
a good conscious and honest ethics, doing right
by people and the planet is a marketing message
that resonates with consumers. Today‘s market
is largely dominated by Millennials, who gravitate
toward brands that share their values and show
transparency in their processes. Most manufacturers
have been inspired to go organic through customer
feedback, which, over the last decade, has gradually
demanded a higher standard of production and
product offerings. “We want to understand the end
user and offer them a way to inform us of topics
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Taylor Sparks,
sex educator & CEO
of online retailer
Organic Loven

that are important to them,” remarks McCrobie.
“That is how some of our new organic or natural
options came to be, from the consumer themselves.”
Organic Loven, an online retailer and adult lifestyle
event company, sizes up each manufacturer for
humanitarian, ethical, and eco-conscious standards
before considering them as a sales partner. “Our
clients know that we only market organic and
eco-friendly products, so they come to us when
they are seeking specific intimate products,” says
Sparks. Organic Loven offers myriad price points to
accommodate all budgets, but most eco-seekers are
willing to spend a little extra. It‘s no secret that the
majority of people who can regularly afford to buy allnatural products are of higher socioeconomic status,
and usually buy organic across the board. “We
found that customers are often very likely to spend
a bit more for the organic option, [and] the number
of consumers that care about these products is

66

increasingly growing,” says Rodgers. “Obviously,
those consumers who put more emphasis on their
health, well being, and living a general healthy lifestyle
are more likely to adopt eco-friendly [adult] products.”
Global warming and GMOs aren‘t the only reasons
why consumers are drawn to earth and bodyconscious products. For the most part, a lube is just
a lube – until it‘s crafted like a home-brewed batch of
kombucha (or, for the uninitiated, a barrel of fine wine)
and sold with love in every bottle. “It is important to
buy products not only because they offer you value,
but because they are thoughtfully made with love and
attention,” remarks McCrobie. “Consumers
drive industry, and every dollar is in support of
something much larger.” However, at the end of
the day, it‘s up to the pleasure industry to do the
right thing. As McCrobie concludes, “it’s more than
just units sold, it’s the drive to make a
better product.”
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I expect e-mails advertising 2-dollar erotic
R o b e rt S trzelecki ta kes a clo ser lo o k a t th e ma rket

e x c l u s iv e

Was 2017 a good year for the adult market?
The answer to that question depends mostly
on who you ask since there are many different points of view. But that couldn’t deter
EAN from tackling this tricky topic, together
with Robert Strzelecki, the Executive Director of Polish company PLAYROOM.

Robert Strzelecki,
Executive Director
PLAYROOM

Before we go into detail, I’d like to know:
What are your thoughts on the past year in
its entirety? Was it a good year for the adult
industry?
Robert Strzelecki: Taking into account the
entire last year (2017), there is no doubt it was
a year of novelties and new technologies. The
adult industry was dominated by Bluetooth,
Wi-Fi, remote controls, mobile applications, 3D
experiences, and fashion. Sadly, it was also
a year of fakes and hundreds of e-mails from
unknown companies (who has not received
such mails?) which tried to convince you to
purchase shabby toys. Well, since there are
agents, it must mean that some people buy
them.
Looking at the big products of 2017, one might
get the impression that traditional vibration
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technology is becoming old hat. What do you
say?
Robert: Absolutely, after all, time passes so
quickly, and our business is not in a parallel
space-time but just one of many lines of
business which needs to face the same market
realities as others. The technological progress
used to be and still is inevitable. I’d say that
we adapt to these tendencies easily, many
manufacturers quickly adjust their production
lines to new changes. I need to stress that
there are so many traditional vibrators on the
market (which I readily call vibration equipment)
which spend much time in traditional erotic
stores waiting for an interested customer
to come along. Fortunately, there are still
consumers who are always ready to buy them.
Would you agree that sex tech, virtual reality,
teledildonics, etc. once again failed to really
break out in 2017?
Robert: Despite a number of successes,
NASA also failed many times. A failure to
achieve a breakthrough - though a disputable
subject - is a natural effect of searching
for novelties, testing products, studying
technologies. The end of 2017 brought lots of
news about human-like erotic robots so maybe
this is the place where a breakthrough is going
to happen.
Is our industry putting too much emphasis on
sex toys and sex toy technologies?
Robert: It is indeed, I guess. But this is
because a sale of erotic products guarantees
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products to flood our mailboxes in 2018

a decent income. It is no wonder that
manufacturers and stores choose to sell
erotic toys and promote them. In my
opinion, we harm ourselves by ignoring
medical, psychological, therapeutic
aspects. In the 21st century, there are
consumers who do more than just enter
the store, grab an erotic toy, and pay.
Today, many consumers find it natural to
ask about the impact of some behaviours
or erotic toys on their body; they ask
about medical aspects, mental issues.
Ignoring these matters and focusing
solely on the sale is not enough, I guess.

„ I N T H E 2 1 S T C E N T U RY,
TH E R E A R E C O N S U M E R S

W H O D O M O R E TH A N J U S T

expressions every now and then. In 2017,
I really enjoyed how the word ‚lifestyle‘ was
linked with erotic products. For example, I like
to call them ‚lifestyle toys‘ because this term
defines the true nature of erotic products.

Did the triumphant renaissance of male toys
continue in 2017, or has it lost momentum?
Robert: I will not give you a simple answer
E N T E R T H E S TO R E , G R A B
and instead ask you a question – how would
you define ‚male toys‘ [Smile]? That’s right,
A N E R OT I C TOY, A N D
it is hard to say if these toys are used only
by men. Today, women may also play with
PAY. ”
them. Well, I have to admit anyway that
ROBERT STRZELECKI
2017 brought few new or revolutionary
Which new buzz words, like ‚couples
things for men. It’s a pity. The emergence
toys, sexual wellness‘, were added to the
of new electro-stimulation products was a
mix in 2017?
breakthrough but that was the exception, I
Robert: The language we use in our line of
guess. Another thing is what else we can discover.
business is innovative and we create new words or
When I look at the market to find new products for
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adults, I get bored because manufacturers usually
only rediscover prostate, clitoris, and anus. It’s like
these organs never existed before.

insight into, and expertise of the local market.

Do you feel that the traditional supply chain came
apart even more strongly in the past year, or has the
The discussion about the effectiveness of brands in
situation levelled out?
the adult market has continued throughout 2017. But
Robert: This has been happening for some time –
has anything changed in your opinion?
your magazine has mentioned it many times before.
Robert: I must go back to the interview
Personally, I think that this harms consumers
we did in a previous issue of EAN in
and manufacturer and distributors. A modern
which I honestly said that an investment in
supply chain omits an important link, that
brands had to be a crucial element of the
is a local strong distributor who knows the
„TA K I N G I N TO A C C O U N T
investment in one’s business. If you think
market better than an anonymous, large, and
T H E E N TI R E L A S T Y E A R
that you can get ahead in this business
seemingly versatile manufacturer who not only
without promoting good and reliable
produces but also sells directly to consumers
2 0 1 7 , TH E R E I S N O
brands, I guess you rely on soft rather
and deals with marketing. This process
than hard micro and macro-economic
cannot be stopped but there are opportunities
D O U B T I T WA S A Y E A R
data. There are brands you need to have
for some minor local distributors because
on offer. If you do not, it proves that you
nobody can be more familiar with the market,
O F N O V E LTI E S A N D N E W
are not familiar with the market. Speaking
habits, language, and regulations than they
of this issue, I have seen an improvement, T E C H N O LO G I E S . ”
are. I know the traditional supply channel can
at least on the Polish market. I think
still be effective. And I should know, after all I
ROBERT STRZELECKI
more stores choose to sell known and
am part of it.
reliable brands. Another thing is that it is
easier than ever before because it is just
If you look at eroFame, you get the feeling
the distributor who is obligated to keep
that distribution and wholesaling are still a
inventory today. Online stores sell products via their
big and vital part of the adult market. Is that a false
local distributor. I am glad that many stores decided
impression?
to collaborate with their local distributors who can
Robert: Aren’t they? I reckon that it is still a big and
provide them with one-day delivery dropshipping
crucial part of our business. The good news is that
service, full stock integration, and a true and deep
there is still place for distributors and wholesalers –
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Robert Strzelecki
believes that bands
are extremely important
in the adult market

those are the ones who know their market best.
on TV programmes. Erotic fashion products are an
The general development in the adult market seems
easy sell. The worst situation is with traditional erotic
to be that we are moving toward a marketplace
toys (vibrators, massagers, artificial penises, etc.). I
with fewer, bigger players. Do you agree with this
cannot imagine there will ever be massive approval.
statement?
Even though it would be amazing in terms of
Robert: We’d have to define the term
business, it is impossible.
‚bigger player‘ in the first place but it ‘s a
challenge because we don’t know how
Certain developments have been plaguing
„TH E R E A R E B R A N D S
to measure it. We can adopt the market
the market for years – copyists, market
penetration indicator, for instance, or
saturation, low-price competitors from the
YO U N E E D TO H AV E O N
consider annual turnover or the number
Far East, etc. Were there any changes on
of customers or the number of employees
that front in 2017?
O F F E R . I F YO U D O N OT,
of a given distributor. The best idea is to
Robert: We should not expect anything
I T P R O V E S TH AT YO U A R E positive in 2018 but I must admit that I was
adopt indicators altogether. Whatever
categories we use, we cannot find a
happy to read the interview with Mr. Wieland
N OT FA M I L I A R W I TH TH E
precise definition of a bigger player. Every
Hofmeister in the 11th issue of EAN, in
one of your reader can probably list 4-5
which he clearly stated that eroFame would
M A R K E T. ”
leading distributors in Europe who act on
take bigger steps to prevent undesired
ROBERT STRZELECKI
a large scale. This number has been stable
events at their fair. There has been an
for a couple of years.
emergence of guests from the Far East who
just want to sell their products unofficially.
Sex toys in the mainstream market – was
that still a priority for the adult industry in 2017?
This is the point where we test your talent as a
And if so, have we made any headway? How
clairvoyant: What developments and challenges do
much acceptance is there for adult products in the
you anticipate for 2018? Will the new year see the
mainstream realm?
continuation of existing developments, or will all-new
Robert: Some brands and manufacturers have
trends and problems emerge?
managed to go mainstream while others will never do
Robert: I think 2018 will go in one direction and
it. Why? It all depends on the product, the patterns,
focus on products and their applications which
designs, materials and of course, comprehensive
will encourage us to have more fun and be more
marketing. I think it it’s no problem to accept
interactive rather than just have sex.
erotic products that border on fashion and can be
I also expect e-mails advertising 2-dollar erotic
presented on the covers of nearly every magazine or
product to flood our mailboxes in 2018.
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The industry is still male dominated because it’s far

easier for them to get funding and business resources
Ni n a H a in e s p resents th e Wo men o f Sex Tech

e x c l u s iv e

Roughly speaking, the
concept of Women of Sex
Tech could be summarised as:
by women, for women. This
community was started two
years ago in New York, with
the goal of supporting female
entrepreneurs in the realm of
adult products and sex tech.
Today, the group has more
than 80 members, among
them Nina Haines, Community
Manager at unboundbox.com,
who also takes care of the
Women of Sex Tech homepage. In our EAN interview,
Nina tells us more about the
community and its work.

„

Nina is a Gender & Sexuality Studies major at NYU and part of the Women of Sex Tech community

Women of Sex Tech is a community of
female founders within the adult industry.
How did this idea come to life? How long
have you been active in this form?
Nina Haines: The Women of Sex Tech
community was founded in 2015 by Lidia
Bonilla, CEO of House of Plume, and Polly
Rodriguez, CEO of Unbound. The community
was founded because being a female founder
of a sex tech company poses challenges in
receiving funding, opening up bank accounts,
putting out ads, and overall simply facing
the stigma of female sexuality. The group
quickly turned into a movement that seeks to
transform the sex tech industry itself and how
society views our industry.
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If you had to sum up the goal of the
community in one sentence, what would
it be?
Nina Haines: The Women of Sex Tech
community strives to destigmatise female
sexuality by leading innovative, sex positive
companies that are by women, for women,
and that challenge the male dominated sex
tech industry.
At the moment, there are over 80 members
registered on your website. Could you tell us a
bit more about the women who are part of your
network?
Nina Haines: These women are a diverse
group of sex positive founders, executives,
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artists, educators, podcasters, engineers, etc.
All of us are committed to championing female
sexuality with our work, whether it be building the
next great vibrator, educating high schoolers about
consent, or drawing clits in chalk around New York
City.
Why is a network for female entrepreneurs in this
industry necessary?
Nina Haines: It’s important to see and recognise
that other women in your industry are facing similar
challenges to you. Not only does this provide a sense
of comfort and community, it also creates a network
of resources to face those challenges together. It’s
much easier to address these sexist, societal stigmas
as a collective network than it is on your own – there
is power in numbers.
Could you give us an overview of the activities of the
community?
Nina Haines: On the Events page of our website,
you can see that our members host many events,
mostly in New York, for women in regard to their
sexuality. These events largely consist of panels that,
for example, can discuss the history of sex tech,
what it means to be a female entrepreneur in the
industry, America’s negative relationship with sex, as
well as how sex is policed in society and how that
affects our business.
One of your goals is to give women in sex tech easier
access to funding. Could you explain the problems
facing female entrepreneurs in this regard? And is
that a global problem?
Nina Haines: A lot of the time, investors don’t see
our work as legitimate or worthwhile. They don’t
know that sex tech is a $60 billion industry, that
female sexuality is worth investing in. Also, a lot of our
members have dealt with sexism and discrimination
at venture capitalist firms and with investors around
the world – the stigma against female sexuality has
no borders. Our sex toy company executives have
been asked to demonstrate the products and been
called indecent, often they’re seen as “little girls”
with a “harebrained idea” that will “never generate
profit.” This isn’t true. These women are the smartest,
most determined, most powerful women I have
encountered in my entire life and they inspire me any
day. If anyone can change the landscape of the sex
tech industry and change the lives of the people who
interact with it, it’s these women.
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„ALL OF US ARE
C O M M I T T E D TO

CHAMPIONING FEMALE
S E X U A L I T Y W I TH O U R

W O R K , W H E TH E R I T B E
B U I L D I N G TH E N E X T
G R E AT V I B R ATO R ,
E D U C ATI N G H I G H

SCHOOLERS ABOUT

C O N S E N T, O R D R AW I N G

CLITS IN CHALK AROUND
N E W YO R K C I T Y. “
NINA HAINES

Another important objective for Women of Sex Tech
is to reduce the stigma surrounding female sexuality.
Where do you see the biggest challenges in this
regard?
Nina Haines: Frankly, starting the conversation with
those who are most uncomfortable talking about sex!
We all do it, that’s how we all exist, it is such a natural
part of human existence, yet so many people see it
as a taboo topic of conversation. There is also such
a lack of sex education in this country that greatly
adds to the challenge, and when that sex education
is present, it usually doesn’t address the female
orgasm, masturbation, sexuality and homosexual
sex, gender identity, or consent, which are all
so important to discuss at that high school age.
American Puritan morality has a vendetta against
talking openly about sex – it is historically seen
as sinful, “guilty until proven innocent” as feminist
historian Gayle Rubin would say. The first step is
collectively realising that having sex and talking about
it is normal, productive, and healthy.
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for example, to promote your message.
The main target group for sex toys is women (and to
some extent, couples). Why is it that the industry still
seems to be a male-dominated one?
Nina Haines: I think that men and society in generally
think that women are incomplete and don’t know
how to satisfy themselves – that they need a man to
say what women want and need sexually (which is
usually them, hence why so many sex tech products
are phallic). This, in turn, can prevent women from
starting sex tech companies of their own, on top
of the stigma against female sexuality. Further, just
from a big picture perspective, largely men are the
investors and control the money that our female
founded sex tech businesses need – the industry is
still male dominated because it’s far easier for them
to get funding and business resources. Ultimately,
there are many complex layers to the same problem
that the Women of Sex Tech are trying to separate,
identify, dissect and eliminate.

Apart from being a woman, are there any
requirements for joining your list?
Nina Haines: You must work in sex tech and
consistently work to destigmatise female sexuality!
Anyone interested in joining our movement can apply
on the website.

What are your plans for the future of Women of Sex
Tech?
Nina Haines: We want to make female sexual health
and wellness accessible to all women and femmeidentifying individuals! This means continuing to
hold events, get funding, take out advertisements,
and pushing peoples’ comfortability when it comes
to sex.

How would you define “Sex Tech” and how important
are technological aspects for your community?
Nina Haines: One of our members, Cindy Gallop,
defines sex tech as technology “designed to
enhance, innovate and disrupt in every area of human
sexuality and human sexual experience.” It is an
overarching term meant to describe an industry that
creates products or provides services that relate to
sexuality. What distinguishes the Women of Sex Tech
from this larger industry is that we do this through a
feminist lense and our own female perspectives. Who
better to provide these products and services that
are intended for women than other women? While
technology is an important part of modern female
sexuality, the community’s members do not have
to all be tech savvy or engineers. Sex tech can also
mean using social media, podcasts, or e-commerce,
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It made us proud of what we have delivered
M a r cello H esp a nh o l o n th e la unch o f O rgie in 2017 a nd th e p la ns f o r the b r an d in 2018

e x cl u s ive

The launch of Orgie at last year’s eroFame was a memorable one, as could be gleaned from
the overwhelmingly positive response to the brand. However, BeautyEnigma, the company
behind Orgie, does not intend to rest on these laurels. Instead, CEO Marcello Hespanhol
and his team intend to use the positive momentum of the launch to take Orgie to new
heights in 2018.

Marcello Hespanhol (CEO) and
Raquel Shaw (International
Relations) at eroFame 2017

Are you satisfied with the way eroFame
2017 went for Orgie?
Marcello Hespanhol: Pretty much! S tarting
with the booth assembly - in our experience
of more than 15 year s of participation at trade
shows, we have never seen a booth assembly
so well-executed and so faithful to the original
design. Impeccable. With respect to business,
the results of eroFame 2017 wer e outstanding,
so we are very satisfied, indeed. After all, only
qualified professionals visit the trade show.
A big, appealing stand, a committed team, and
39 n ew products – was it your goal to make a
splash in the European adult market? Did you
achieve that goal?
Marcello Hespanhol: Our goal was to work
and deliver the best brand debut we possibly
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could, and I believe we achieved that goal. Our
booth had 5 t rained sales professionals speaking Portuguese, Spanish, English, French,
German, and Italian. We welcomed many
retailers at our booth, as well as distributors
and all the major market players, and we had
the opportunity and time to demonstrate our
products in details.
And to crown our work, we were blessed with
a positive response and compliments from two
of the largest companies in Europe, which have
always been examples to be followed due to
the great work they do. It made us proud of
what we have delivered so far, and it exceeded
our expectations.
How was the feedback you received for your
brand, your products, your ingredients?
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H E S P A N H O L

so far, and it exceeded our expectations
Marcello Hespanhol: Honestly speaking, I’m quite
interest in launching its own line of erotic products.
surprised, you did quite well. Orgie’s branding, the
It seems to me that the erotic industry is looked at
booth, the products, and its packaging are beyond
with less and less prejudice; instead, people see a
expectations‘. Hearing this from a member
business opportunity like any other. It was
of the directors’ board of one of the
about time, and it is great.
world‘s largest companies is very gratifying
„ I T S E E M S TO M E TH AT
and made us believe that Orgie is truly on
You announced that you would work with
the right path. The vast majority of comdistributors to market your products. Have
TH E E R OTI C I N D U S T RY I S
ments were very positive, so we will keep
you already found new partners in the two
up with our efforts.
months since eroFame?
LO O K E D AT W I TH L E S S
Marcello Hespanhol: Yes, fortunately! We
Are there any insights you took away from
have already closed some contracts, and
AND LESS PREJUDICE;
eroFame about the adult market in general.
we have ongoing advanced negotiations
INSTEAD, PEOPLE SEE A
Which trends and developments dominawith companies from several countries.
ted the show?
BUSINESS OPPORTUNITY
Marcello Hespanhol: Commercially
What are you looking for in future distribuspeaking, we learned a lot of what we still
tion partners? What criteria are important
L I K E A N Y OTH E R . I T WA S
needed to know about the EU market and
to you?
we will put this information into practice
Marcello Hespanhol: We want distributors
ABOUT TIME, AND IT IS
now. On to the trends: What caught my
who could develop a dedicated support of
G R E AT. “
attention the most was the entry of the
our brand. We have an exclusive distributor
mainstream in our market, with the license
in Portugal and we have already reached
M A R C E L LO H E S PA N H O L
of a TV series given to erotic products
95% of the sex shops. In Spain, we also
and Cosmopolitan Magazine expressing
have an exclusive distributor and things are
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going very well, we have already closed deals with
some large chain stores. This is the ideal, undoubtedly. But exclusivity is very difficult, so we look for
alternatives to it. We are aiming for distributors who
identify with the brand and are able to invest time and
passion to do a great job, presenting our products
and training the sales force of the stores.
Can retailers already order the Orgie products from
your distribution partners? And if not, when will they
be available?
Marcello Hespanhol: Yes, Orgie is already available for retailers in Portugal, Spain, Switzerland,
Italy, Austria, Ukraine, and England; soon, it will also
be available in France and Germany. Retailers can
contact us at sales@orgiecompany.com and we will
forward them to the proper distributor.
Can retailers obtain sales-promoting materials for the
point of sale from you or your distribution partners?
Marcello Hespanhol: Certainly, yes. We offer complimentary floor stickers, counter displays, and testers.
You stated that the new products presented at
eroFame are just the first step. What can the market
expect from Orgie in the upcoming months?
Marcello Hespanhol: Our plan is to launch 10 new
releases in the first half of 2018, including edibles.
Do you think we’ll see big changes in the adult market in general and this product category in particular
over the course of the next few years?
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„W E A R E A I M I N G FO R
D I S T R I B U TO R S W H O
I D E N TI F Y W I TH TH E

BRAND AND ARE ABLE
TO I N V E S T TI M E A N D

PA S S I O N TO D O A G R E AT
J O B , P R E S E N TI N G O U R

PRODUCTS AND TRAINING

TH E S A L E S FO R C E O F TH E
S TO R E S . “

M A R C E L LO H E S PA N H O L

Marcello Hespanhol: Yes, I do believe that. Like I
said before, the appearance of major brands of the
mainstream in our market is actually driving the public
to our products. Not to mention that the products
with Embedded Technology, Virtual Reality, FPV, and
interactive features are gaining market shares in our
industry as well. As for sensual cosmetics, I believe
we will also see new active ingredients and functions
coming soon.
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We want AVE to be famous

for classic collections

B o To do ro vic p resents AVE ‘ s la test co llectio n

e x c l u s iv e

AVE’s first collection, SKY, had its sights set firmly on the skies, including an appealing,
cloud-inspired design. The follow-up collection is literally more down to earth: NATUR
includes three new vibrators by designer Aurelien Barbry – Bliss, Vibe, and Rise – based
on the idea that sometimes, less is more. In our EAN interview, Bo Todorovic, the Global
Director of Sales and Business Development at AVE, tells us more about the NATUR
collection and the philosophy that is at the core of the new products.

„

Ave‘s latest collection has been ”inspired
by the organic shapes of the Nordic
landscape“. Could you describe the new
collection in more depth?
Bo Todorovic: NATUR is our second collection
and we wanted it to be a true tribute to our
design ideals. Working with a designer who
really gets this aesthetic was important to us.
Quite often, the Scandinavian design approach
is about “less is more”, finding small details that
can create a design language. In this case, we
worked with organic shapes which provided a
way to create more abstract products. Maybe
also to push even further away from the normal
design language of the industry.

Bo Todorovic,
Global Director of
Sales and Business
Development at AVE

AVE‘s first collection – Sky – was revealed
about two years ago. Before we talk more
about your new collection, could you recap
those first two years for us? Of which
accomplishments in these two years are you
especially proud?
Bo Todorovic: We’re proud to say that our
products are now distributed throughout
a global market. We’re also proud that we
have managed to build a very differentiated
experience in the category. Bringing in a
clean, almost beauty aesthetic was something
many had not seen before. We hope that we
can continue to build a brand that can really
cross the lines between lifestyle, beauty, and
intimacy.
Why did you choose a nature-themed
approach when designing your new collection?
Bo Todorovic: It wasn’t a must. But when our
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product designer for this collection, Aurelien
Barbry, showed us the first sketches it just
felt right. The link between raw nature, the
unpredictable, and also this Zen-like feeling
was something we could build on.
Could you tell us a bit more about the design
process once you had settled on a certain
theme and idea?
Bo Todorovic: AVE works with external
designers. Much like a furniture design
company would do. Each collection has
a signature which fits into the overall AVE
universe.
Barbry’s studio works with many of the most
prestigious design companies in Scandinavia
and was a natural choice for us. We’re happy
he accepted the invitation.
In terms of process, it’s like any other design
product where we do prototypes and testing.
What was crucial for us was that design and
branding worked very closely together from
day one to create a cohesive feel across all
facets of the experience. With SKY, we set the
bar high and we wanted to do better.
The NATUR collection will offer three different
designs: Rise, Bliss and Vibe. How are they
different from each other?
Bo Todorovic: The shapes and sizes make
them different, but Bliss also differs by having
more motors, for instance. We want people
to make an aesthetic choice as much as a
functional choice. It’s a product that looks
equally good on the table as it does on the
neckline.
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Besides a beautiful design on the outside, it‘s also
important what‘s under the hood. What have your
new vibrators got to offer in this regard?
Bo Todorovic: We learned from SKY that power is
important. So expect these to be powerful little tools.
And they feel amazing to the touch, in particular with
the topography-inspired contours.
AVE is known for accompanying its campaigns
with beautiful trailers / movies. Also this time. What
emotions did you want to evoke in the viewers of
your “Journey into Natur” campaign film?
Bo Todorovic: We like to make films that present a
feeling or an idea, not only product information. With
the Natur film, we’re again playing with memories and
fantasy, mixing in the transformative power of nature.
A girl leaving the city behind to get lost in nature;

we’re not saying we couldn’t go into other product
categories in the future.
At the same time, this is also positioned more as an
external massager. The shapes fit any part of the
body, so we leave it up to the users’ own desires and
creativity.

„ Q U I T E O F T E N , TH E

S C A N D I N AV I A N D E S I G N
APPROACH IS ABOUT
“LESS IS MORE”,

F I N D I N G S M A L L D E TA I L S
TH AT C A N C R E AT E A

DESIGN LANGUAGE.“
BO TODOROVIC

she’s met with feelings and discoveries only made
possible because the raw and unpredictable takes
hold.
Is she thinking about a particular memory? Or is the
feeling of nature awaking new fantasies in her head…
It’s our poetic take on the endless debate about
female fantasy. We call it inspired pleasure.

How much does the new
Nature collection cost and
where can interested retailers
turn to if they want to sell
AVE‘s products?
Bo Todorovic: Launching
through our own web store
in late December, but already
available for pre-order now
at $49.99. Retail is still TBD
but interested partners can
contact us through sales@
aveconcept.com

Could you tell us a bit about
AVE’s future plans?
Bo Todorovic: The plan is
simply to continue building
the brand through great communication and
desirable products. It’s only the very beginning of our
journey. We will continue to bring a fresh perspective
to the industry as we expand the brand to new
markets in the coming year. Hopefully we can start
a lot of conversations along the way.

A lot of new technologies such as compression
waves, suction, or oscillation are on the rise right
now. Why did AVE choose to stay true to the
vibrator?
Bo Todorovic: We want AVE to be famous for classic
collections. To do that we need to nail the classic
category first, not jump into the latest trend. So,

90

w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 1 8

I N T E R V I E W

Our industry is already quite big at the moment, but

I am convinced it will expand into a mammoth market
O s c a r H e ijn en sta kes h is cla im

e x c l u s iv e

In this interview with Oscar Heijnen, we look back at the past year and talk about the things
SHOTS is planning for 2018, in Europe as well as in the United States. Oscar makes it a
point not to lose sight of the big picture, and he remains pretty optimistic about the future,
predicting strongher growth for the adult market as a whole.
Before we talk about your plans for 2018,
let’s take a look back: As a European company
in the adult industry, what is your verdict on
2017?
Oscar Heijnen: Looking back at 2017, the
first thing that comes to mind are the new
technologies we introduced to the market, like
our Self Lubrication Technology, which will be
ready for delivery at the end of January 2018.
And of course, our ground-breaking Silicone
Flex Technology, featured in the brand JIL,
which is conquering the market as we speak!
We have proven many times over that we are
an innovative company, which gives us a lot of
confidence in the success of our current and
future products.
I‘m also looking back at a very busy and
eventful year that put a lot of pressure on the
SHOTS crew. They all worked like troopers and
we are currently expanding the team again to
be ready to grow even
more in 2018!

Apart from SHOTS’ own activities, what has
been your impression of the adult market in
2017?
Oscar: This industry is growing progressively
and it‘s amazing to see, even for me, how
many adult products are being ‚consumed‘
on a daily basis! It keeps on growing and that
gives us a lot of confidence for the future of
the market. Our industry is already quite big at
the moment, but I am convinced it will expand
into a mammoth market where more and more
countries, but also mainstream retail chains,
want to sell our products!

What are the biggest problems and challenges
the international adult market is faced with right
now?
Oscar: For me personally, the biggest
problem is the import of uncertified Chinese
products, especially in the field of rechargeable
merchandise. When
chargers and batteries do
not comply with European
And has 2017 been a
standards, they cause
„ S H OT S WA N T S
good year for SHOTS
fire hazards and other
TO S TO C K E V E RY
America?
accidents. Merchants in
Oscar: Absolutely!
and outside of Europe
I N T E R E S TI N G P R O D U C T
SHOTS America has
do not attach value to
shown a very stable
this and just look at their
I N TH E M A R K E T ! ”
growth rate and we
profit margins when, in my
want to pursue the
perception, safety should
OSCAR HEIJNEN
same strategy that
come first! Retailers should
has shown its value
be more careful and better
in Europe when we
informed about what they
started the company. That means no crazy
sell to their customers.
big steps, but day-to-day extra ‚baby steps‘,
making us every day a little bit bigger and
If you look at the products that have launched
better than the day before!
in 2017 and all these new technologies that are

Oscar Heijnen predicts
a rosy future for the
adult industry
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emerging around us, one might get the impression
that the time of vibration as the main means of
stimulation might be at an end. What do you think?
Oscar: Absolutely not! Aside from that remark you
mustn‘t forget that the market for non-vibrating
products is several times larger than that ,for
the vibrating ones. I just checked and within
SHOTS the segment of vibrating products has
grown exponentially this year and I don‘t see any
reason why this would not continue in the coming
year. There is a shift towards the release of new
technologies and we want to stay at the forefront of
that. It will keep us alert - but it‘s not like the cards
are being shuffled again.
You have ramped up your production, warehousing,
and administration capacities, making it pretty
obvious that SHOTS wants to expand further across
Europe. What are your goals for 2018?

93

H E I J N E N

Oscar: It might be a dull answer, but SHOTS wants
to keep on growing in all segments of the market. But
we want to do it in a steady and secure way. In small
steps, but of course as many small steps in a row
as possible! Last year, we made clear that we keep
on investing in our infrastructure. The opening of our
new warehouse and offices was a good example
of that as well as the move of PharmQuests. We
are constantly in motion and most of the time, that
happens more behind than in front of the scenes. In
2018 we will continue to implement our plans, the
same way we have done in previous years. I can‘t
wait!
Will you stick with your mix of private labels and
renowned third-party brands?
Oscar: Yes, there‘s no doubt about that!
You don’t usually aim for exclusive distribution deals
when picking up third party brands, but you did

I N T E R V I E W

announce such an agreement in October 2017.
Is this an exception to the rule or a shift in your
strategy?
Oscar: It‘s an exception, but also a test to see if
this gives the brand a more stable market. It‘s a way
to avoid price fights, resulting in better margins for
everybody involved in selling this line.
You have a vast array of third-party brands in your
range. Is your goal to keep adding new brands, or is
it more about finetuning the portfolio at this point?
Oscar: Let me be very clear by stating that SHOTS
wants to stock every interesting product in the
market! The faster we can add large lines to our
range, the better, but we want to do it in a tempo the
market can keep up with!

„TH I S I N D U S T RY I S

G R O W I N G P R O G R E S S I V E LY
A N D I T ‘ S A M A Z I N G TO

S E E , E V E N FO R M E , H O W
M A N Y A D U LT P R O D U C T S

ARE BEING ‚CONSUMED‘
O N A D A I LY B A S I S ! ”
OSCAR HEIJNEN

expand our team again in 2018, allowing us to get
an even better grip on the Americas. Our new range
of products for 2018 will surely help in achieving
that goal. We are going to try to exceed ourselves
by producing and distributing even better, more
beautiful, and - especially - very saleable products!
Both regions, Europe and America, are generally
regarded as saturated markets overflowing with
products. What strategies will you implement to
secure a bigger piece of the pie for SHOTS in these
tricky marketplaces?
Oscar: It is totally okay that there are many products
being released, as loads of them are of inferior quality
or come with production faults. This makes it a lot
easier for a company like ours to stand out from the
crowd, as our products are rigorously tested and
don‘t come with those kinds of problems. Twentythree years of experience and great consumer
satisfaction - not a lot of our friendly competitors can
rival that!

At eroFame, you presented new additions to the
SHOTS range of private brands, including niche
products (ManCage and ElectroShock). Is the plan to
eventually cover all product categories with your own
brands?
Oscar: Not necessarily, because we don‘t want
to overlap too strongly with the products of our
partners. We have very clear agreements about that.

What challenges will SHOTS have to face in 2018?
How will the market develop and change over the
course of the next twelve months?
Oscar: There‘s more and more competition from
little, fortune-hunting companies! I see them come
but I see a lot of them go as well! It‘s not easy to
establish yourself within this industry. Like always,
SHOTS will follow its own course and this far I‘ve not
been proven wrong!

SHOTS America only came into existence a short
time ago, but it is already firmly established in the
market. Going forward, what is your strategy for the
American continent?
Oscar: Yes, I think that we have established
ourselves firmly in that market, but there is still a
long way to go to where we want to be! We will

We’ve talked a lot about business and the market,
but what do you yourself wish for in 2018?
Oscar: It‘s a bit strange to wish something for myself
because I am as happy as can be at the moment!
Therefore, I wish everybody a prosperous, but most
of all healthy 2018, with an extra dose of good
fortune!
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The more we know about the new trends,
the better we can help our customers
M e g a n S mit a nd Miria m La nge a re p ro duct ma na gers a t E DC Wh o lesa le

e x c l u s iv e

Please, tell us about yourselves. For
instance, since when have you been Product
Managers at EDC, and what did you do before
that?
Megan: During my Marketing & Communications studies, I was looking for an interesting
internship. After receiving my diploma, I stayed
with EDC and I have been working in this unique
industry for three years. It is amazing to see that
the company has grown so much in the time I’ve
worked here. It motivates me to be the best I
can be every day.
Miriam: When I finished my Master’s degree in
Writing, Editing, and Mediating, I didn’t know
what I wanted to do next. I tried a few things,
but nothing really appealed to me until I got
the chance to work as a Product Manager
at EDC. I have been working here for two

Product management is
defined as an organisational
business function dedicated
to planning, forecasting, and
controlling products. But
to really get an idea of the
duties and tasks of a product
manager, you need to talk to
one. EAN did one better and
spoke with two, Megan Smit
and Miriam Lange, who work
at EDC Wholesale. Both have
been in the employ of the
Dutch wholesaler for several years, making them the
perfect interview partners to
explains the ins and outs of
product management

and a half years and I still enjoy it very much
every day.
Could you provide us with more details about
the tasks and duties of a Product Manager?
Megan & Miriam: We are specialized in sex
toys and anything that is related to that, and
we use our knowledge to provide product
information to our colleagues, customers, and
associates. We make sure that the products in
our online shops have an accurate product
description, we provide additional information
in the form of product specifications, photos,
and videos, and we give product recommendations to our customers. Additionally, we send
products to independent toy testers in
exchange for an honest review, which we upload to the product page of that particular toy.

As new products
enter the marketplace and sex toys
are becoming more
complex, the job of
a product manager
becomes more
demanding
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M E G A N S M I T
M I R I A M L A N G E

And what challenges does the position of Product
Manager hold in store?
Megan & Miriam: Our biggest challenge is looking
for new ways to help our customers find the right
product in our ever-expanding assortment and
making sure there is a perfect product for every
customer, no matter their wishes or preferences.

so we can also help the LGBTQ+ community find the
perfect sex toy.

What does a typical workday look like for you?
Miriam: My day always starts with a nice cup of
tea. Then I answer my e-mails, send toys to toy
testers, collect reviews from those testers to post
online and answer questions from our customer
In your opinion, does a Product Manager in the
service from the night before. After that, Megan and
adult industry face different challenges than Product
I provide all new toys with product descriptions,
Managers in other industries?
photos, specifications, videos and anything
Megan & Miriam: I think it is more difficult
else that helps our customers choose
for us to reach the end-consumer. There
the right product, after which I upload the
„OUR BIGGEST
are strict rules regarding advertising and
new products to our online shops. I also
people are still a bit nervous to buy a sex
write texts for the packaging of our own
C H A L L E N G E I S LO O K I N G
toy. Fortunately, sex and sex toys are
products, as well as texts for catalogues
becoming less and less of a taboo and
and brand books.
F O R N E W WAY S TO H E L P
people start asking more questions about
Megan: My day starts with answering
it. This allows us to cater to the needs of
varying questions from our customers
O U R C U S TO M E R S F I N D
the end-consumer and adapt our product
about our products. I also answer
range accordingly.
questions from our customer service
TH E R I G H T P R O D U C T I N
Several years ago, there weren’t even
colleagues and I do a lot of research every
O U R E V E R  E X PA N D I N G
Product Manager in the adult market. Did
day. I find out what‘s new on the market,
this position become necessary because
what‘s interesting for our company to look
A S S O R T M E N T. “
the product range grew by leaps and
into, and which products received positive
bounds, because the individual products
or negative reviews. Apart from several
MEGAN & MIRIAM
became more sophisticated and complex,
blogs run by toy testers, I look at what
and because the customers became more
people post in forums. This way I get an
demanding?
insight into the problems people encounter
Megan & Miriam: It really is a combination of all that.
during sex or the use of sex toys. I also write product
There are a lot more products available on the market
descriptions for new products and I write and present
than before. In addition, there are many products
product videos and vlogs, which I really enjoy.
that need an explanation before you can use them
properly. The target group has also changed. We
look further than just ‘suitable for men’ for example,
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„ BY D E S I G N I N G , A S

WELL AS PRODUCING
O U R O W N S E X TOY S ,
WE CAN OFFER A

W I D E A S S O R TM E N T O F
POPULAR AND GOOD
QUALITY PRODUCTS

AT A N I N T E R E S TI N G
P R I C E R AT E . “
MEGAN & MIRIAM

Are you working closely with other departments such
as sales, distribution, marketing, etc.? How do you
support your colleagues in other departments and
how do they support you?
Megan & Miriam: We work closely together with
our colleagues from the purchasing department,
they provide us with information about new product
lines and the arrival of products at our warehouse.
We also work closely together with our colleagues
from customer service and the design department,
as they regularly need our expertise in the field of sex
toys to help them design new products and answer
questions from customers about our products,
respectively.
EDC Wholesale is very successful with its private
brands. Why are they so important for the company,
and what standards does EDC have regarding these
brands?
Megan & Miriam: By designing, as well as producing
our own sex toys, we can offer a wide assortment of
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ng
popular and good quality products at an interesting
price rate. This allows us to adapt our product range
according to the wishes and needs of the consumer
and decide for ourselves which products we want to
add to the adult market.
You have extensive knowledge of the adult market
and its products. How would you describe the
current situation? Is sex tech the next big thing?
Will new modes of stimulation take over the vibrator
market?
Megan & Miriam: The demand for new and more
technical products will become bigger and bigger
we think. Considering it is already possible to let
someone else control your sex toy on the other side
of the world, there are probably no limitations to what
is possible in the future. This also goes for stimulation
techniques. In addition to air pressure, there are
probably many other exciting ways to stimulate the
body. We can hardly wait to see what happens next!
Does product management help companies respond
to new trends in the market quickly and flexible?
Megan & Miriam: We aim to respond to new trends
immediately and familiarize ourselves with everything
there is to know about it as soon as possible. The
more we know about the new trends, the better we
can help our customers.
You also have a Youtube channel for EDC’s own
brands. Please, tell us more about that. What can
people watch there, and what audience do you want
to reach with this channel?
Megan & Miriam: Our YouTube channel is filled with
product videos. We try to describe each product and
how it works as accurately as possible in product
descriptions, and a product video complements
that. In a video, the consumer gets a quick overview
of how a product works and what it does. We also
answer frequently asked questions in videos, such as
‚which cock ring size do I need?‘ and we upload fun
vlogs, which offer our customers a look behind the
scenes of our company.
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2017 was a big year for sex toys and the
S tu N uge n t o n th e p a st yea r, SO NA, a nd LE LO ’s a nniversa ry in 2018

e x c l u s iv e

When SONA hit the market, it turned out to be the most successful launch in the history of
LELO, as Stu Nugent, the company’s Brand Communications Manager, explains in our EAN
interview. And more reasons to pop the corks are just around the corner. After all, the luxury
brand has a big anniversary to celebrate in 2018: 15 years of LELO.
Was 2017 a good year for LELO from a
business perspective?
Stu Nugent: 2017 will go down as a vintage
year for LELO, like a good wine. This year, we
released SONA, a sex toy that we’d devoted a
lot of time to SONA in the last couple of years,
to make sure it was perfect. We’re
incredibly proud that it caused such a
sensation at launch – our hard work was
justified, and it was instantly the biggest most
successful launch in our history.
What were the biggest changes LELO
observed in the sex toy market in 2017?
Stu: 2017 was a big year for sex toys and
the political climate surrounding sexuality in
general. Aside from the ongoing upheavals in
the landscape of feminism and gender

relations, which will continue to have an
increasing impact for years to come, there
were a lot of technical advances too. SONA,
with its sonic wave-based sensations, is the
peak of those advances, ushering in a whole
new era of sex toy development. If anything,
significant has changed in the sex toy market,
it’s how seriously sex toy designers have begun
to consider what they do.
Some people already proclaim that the days of
conventional vibration technology are counted.
Isn’t that a bit premature?
Stu: Conventional vibrations will never
disappear – they are still the primary source
of pleasure for millions of people all over the
world. At LELO, we still consider vibrations to
be the core of our business, and we have no

Stu Nugent,
LELO Brand
Communications
Manager
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political climate surrounding sexuality in general.
plans to move away from the technology that gave
us our luxurious heritage. SONA simply adds to that
pool of pleasure, we’re not out to end conventional
vibrations. We’re just expanding the range of
sensations available to our customers. So, in direct
answer to your question, yes, it’s premature to ring
in the demise of conventional vibrators. We at LELO
hope they’ll never go away!
LELO managed to wow the market once again when
you presented SONA. Do you think that SONA will
become a milestone in the annals of the adult market,
joining the list of other, ground-breaking products
such as womanizer, We-Vibe, etc.?
Stu: Yes, we think SONA does represent a new
generation of sex toys that are better designed and
better manufactured than anything that’s been
released to date. That’s because it not simply the
product itself that’s revolutionary; it’s the entire
two-year development process too. SONA is the
culmination of all of LELO’s expertise, and we put so
much hard work into the research and development
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that it was truly satisfying when it was received so
positively. That’s an important lesson: when you really
commit to the design and innovation of a new sex
toy, the market will respond.
How did the industry, the trade, and the consumers
respond to SONA?
Stu: The positivity of SONA’s reception has been
nothing short of overwhelming. I personally have
been in the sex toy industry for around 15 years
and I’ve never seen any sex toy that essentially
gets 100% positive reviews. That’s totally
unheard-of. Most sex toys are subjective: there
will always be around 20% of people who don’t
enjoy the sensations, no matter how good the toy
is. That’s not the case with SONA – so far
everybody who tries it loves it. The word of mouth
was immediate too. SONA’s launch sales
smashed all our previous records, instantly
becoming our most popular launch in LELO’s
history. That’s because it feels amazing, and
everybody wants to talk about it.

I N T E R V I E W

Does LELO also offer sales-promoting materials for
the point of sale?
Stu: All of our product launches are supported by
a suite of marketing material. We try to offer our
retailers a number of creative options to help convert
anyone who walks through their doors or lands
on their site. In the case of SONA, that included a
two-minute animated video that was aimed at customers, and a number of explanatory assets designed
to help them understand exactly what the product is
and how it works. That’s standard. We also create
bespoke elements according to retailers’ wishes.
Do you have some advice for retailers on how to present SONA in their stores or online shops?
Stu: That animation has proven quite popular
amongst retailers and customers alike. Video
is an excellent tool for engaging customers:
„2018 IS GOING
where possible, we would advise retailers to
play it around their sex toy displays.
A B I G Y E A R FO R
Of course, we have to ask about LELO’s
plans for 2018? Will we get to see more
products like SONA that will widen the range
of stimulation technologies and features in
the adult market?
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Stu: 2018 is going to be a big year for LELO. It’s our
15th anniversary and we’ll be celebrating all year
long, with a number of product launches that generate
a lot of customer interaction and interest. We have
a whole new range coming out – it’s too early right
now to say exactly what it is, but it represents the very
highest culmination of everything that we do at LELO.
What are your expectations regarding the development
of the adult market in 2018?
Do you think there will be big changes in the months
ahead?
Stu: With the final installation of the 50 Shades trilogy
released around Valentine’s Day 2018, we
fully expect it to be a kinky year. There’s no
doubting that 50 Shades has opened the
door for many people’s fantasies, and we
TO B E
expect to see a spike in sales as a result
– as there always is when a new Shades
L E LO . ”
movie comes out. SONA has made a big
impact on the market already, so we’re
fully expecting a number of other brands
to start experimenting with sonic pleasure
technology in the coming year. We’ve
opened a door, and the response has been great,
so we’d be happy to see some others walking in
our footsteps!
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Our target audience is mature, health conscious,
S l i q uid a lw ays p uts sa f ety f irst

e x c l u s iv e

Demand for lubricants made from natural, organic ingredients, has been increasing for years, and so has supply. A brand that
definitely qualifies as a pioneer in this segment is Sliquid. It was founded in 2002 by Dean Elliott in response to the dire lack
of lubricants that were free of glycerin, parabens, and sugar derivatives. Today, the brand offers a wide and varied range of
products, all of which reflect Sliquid’s corporate philosophy.
of products free of glycerin, parabens, and
other sugar derivatives most common to
intimate lubricants. For the debut of Sliquid,
offering a water-based formula and a silicone
formula was the ideal brand introduction to the
marketplace. The opportunity to create even a
single product to aid sensitive people became
the defining moment to create an all-natural,
health conscious alternative. Det ermined to
make it happen, Sliquid was born now nearly
16 year s ago.

Dean Elliott, founder
and CEO of Sliquid, and
Michelle Marcus, VP
of Sales of Sliquid,
at eroFame 2017

When did you start Sliquid, and what was
your motivation to get involved in the lubricant
market?
Dean Elliott: Sliquid officially came to market
in March of 2002, and it was my wife’s years of
personal frustration relating to her pH shifting
out of normal range that lead to Sliquid’s first
two (2) s kus at launch, H2O and Silver. The
frustration zeroed in on the lack of availability
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There were already many lubricants on the
market back then, and if anything, there are
even more today. What makes your products
stick out from the crowd?
Dean: We pride our brand on the limited
number of body safe ingredients we formulate
with, along with staying true to the sensitive
consumer by never incorporating sugar, sugar
derivatives, petrochemicals or parabens.
Sliquid is a full disclosure manufacturer, listing
every ingredient on the label. Our products
are hypoallergenic, 100% vegan friendly,
cruelty-free, and none of our ingredients are
derived from gluten, soy or corn products. The
latter speaks to more and more consumers
in today’s evolving marketplace where these
ingredients cannot be tolerated. Du e to the
clean manufacturing of our products, Sliquid
has also become a top recommended brand
among the medical community, which provides
even more key validation for the high standards
our brand is known for in a crowded marketplace.
Could you sum up your company’s philosophy
for us?
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ingredient savvy and sex positive
Dean: We do have a mantra at Sliquid, and that is to
‚h ave something for everyone‘ wit h special attention
to the sensitive consumer. However, our philosophy
is in our vow to always put safety first in all that we
formulate, regardless of cost.
How would you describe your target audience?
Dean: Our target audience is mature, health conscious, ingredient savvy and sex positive.
Have lubricants already reached their full potential, or
is there still more to do in terms of creating awareness to win over all the consumers who can be won
over?
Dean: L ubricants have gained great recognition over
the years, however it is in our opinion that there is a
long road ahead in emerging markets, where creating
brand awareness is concerned. We are nowhere near
full potential in 2017.
Do you think that products such as lubricants get the
attention they deserve, or is our industry too focused
on sex toys?
Dean: L ubricants and sex toys have a dual
marketing advantage over other consumer products
in that they both stand-alone, yet are often are
marketed alongside one another. As a result,
our industry offers a level playing ground for both
lubricants and sex toys.
Would you mind giving us an overview of your
current product range?
Dean: Sliquid offers four full range collections to
ensure we truly do have ‚s omething for everyone.‘
Currently, this includes: Sliquid Naturals, Sliquid
Organics (n ow NSF certified), Th e Balance Collection
(b ath and body) an d R ide BodyWorx (men ’s collection), wh ich includes lubricants, enhancement and
body care products.
Are you working with independent test labs to certify
the quality of your products?
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„W E D O H AV E A M A N T R A

AT S L I Q U I D , A N D T H AT I S

T O ‚ H AV E S O M E TH I N G FO R

Dean: Yes, we perform both in
house and third-party verification
for every batch of product we
produce.

In your opinion, what are the biggest changes we’ve seen in the
lubricant market since the launch
E V E RYO N E ‘ W I T H S P E C I A L of Sliquid?
Dean: The rapidly growing
AT T E N TI O N TO TH E
number of lubricants available,
the shift towards safer manufacS E N S I TI V E C O N S U M E R . ”
turing practices, and the greater
D E A N E L L I OT T
recognition beyond the adult
industry are the biggest changes.
Dis cussions and marketing
opportunities relating to the use
of lubricants outside of the adult world is becoming
more common, which has had a positive impact
across the board.

I N T E R V I E W

More and more producers use organic, natural
ingredients. Do you applaud this development, or are
there also mixed feelings because your products are
now robbed of a unique selling point?
Dean: We applaud these producers, because it
shows us that body safety is important to more and
more manufacturers in today’s marketplace.
Sliquid will always have the recognition for
being at the forefront of this movement for allnatural body safe intimate products. Truly, it’s
„OUR
more complimentary than anything else.
What is your opinion on the many private
lubricant brands launched by distributors,
wholesalers, and retailers?
Dean: We produce private labels for a handful of established brands, so in that respect
we support private labelling. However, it is
very important for the consumer to know who
the producer is and what the contents are for
those private label products. The same rules
we apply to ourselves, we also apply to any
private label product we make.

PRODUCTS ARE

HYPOALLERGENIC,

1 0 0 % V E G A N F R I E N D LY,

C R U E LT Y F R E E , A N D N O N E
OF OUR INGREDIENTS ARE
DERIVED FROM GLUTEN,

S OY O R C O R N P R O D U C T S . ”
D E A N E L L I OT T

There are countless lubricants on the market
– how important is it have your products be
perceived as a brand in this crowded marketplace, and how do you build brand recognition and
brand awareness?
Dean: Brand recognition is one of the most valuable
elements in a crowded marketplace, so what we’ve
done and continue to do at Sliquid is to utilize all
forms of media to the best of our ability to ensure we
are not lost in the crowd. This speaks to adverts,
marketing campaigns, bloggers, sponsorships and
exhibiting at key events to boost as much brand
awareness as possible.
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Where can European retailers get the Sliquid products?
Dean: You can always visit Sliquid.com for a current
list of European distributors. Currently, Sliquid
products are available in Europe through Eropartner,
Net1on1, and Maison Belair.
Are there big differences between the US
and Europe when it comes to lubricants
and the lubricant market?
Dean: There are a couple of key differences that relate to both ingredients and testing protocols for lubricants in the EU vs .
US A. Both spaces have a rapidly growing
consumer market for lubricants.
What support does Sliquid offer to
retailers, e.g. POS materials, pictures for
online shops or training?
Dean: We offer everything from product
photography to individual product specs
sheets and training manuals / catalogues,
as well as in-store trainings to both retailers and our distributors.

What plans does Sliquid have for 2018?
Dean: We will be debuting a handful of
new skus to kick off the New Year, and likely a second round with at least one new product during the
summer months. We are always brainstorming new
products to introduce to keep our brand fresh and
progressive for our Sliquid fans!
Do you believe that the lubricant market will be subject to major changes in the upcoming years?
Dean: It’s difficult to know whether or not there will
be major changes, but we do believe there will be
changes as time marches on. We pride ourselves on
being able to stay ahead of the curve.
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As is the case in any industry, you have to know

your customer and be able to tell what they want
O l i ve r Go th e o n new ta rget a udiences in th e a dult ma rket

e x c l u s iv e

Oliver Gothe (right side)
presents condoms
made from Sri Lankan
fair-trade rubber
(Photo courtesy of
Dr. Martina Kunz)

„

Would you say that trends such as natural,
organic, vegetarian or vegan products and
sustainable and fair production and trade have
fully arrived in the adult market?
Oliver Gothe: Products bearing the fair-trade
logo generated more than 1 billion euros
worth of turnover in the German market last
year. And according to VEBU (the German
vegetarian association), 10% of the population
in Germany are vegetarians or vegans, the
majority of which can be found in the 18-29
age bracket. And naturally, this demographic is
also of great interest to the adult market seeing
how this group is among the most sexually
active. However, the adult market has not yet
managed to really draw in this group if you ask
me.

The number of people who
pursue vegetarian or vegan
lifestyles is constantly going
up, and health and wellness
are general trends no one can
dismiss. What does that mean
for the adult market and the
way it addresses its target
audiences? Oliver Gothe, CEO
of ecoaction GmbH, tells us.
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If you compare the multitude of products
and product lines on the adult market to the
number of products that actually meet the
above-mentioned criteria, one might get the
impression that maybe, our market is not
ready for this trend (yet). Do you share this
sentiment?
Oliver: Ethically-minded vegetarians and
vegans want the whole chain of supply and
production to be free of animal products or
animal involvement. They don’t want animal
glue in boxes or adhesive tapes, they don’t
want animals mistreated and forced to help
with harvesting the raw materials. They are very
adamant about that. However, when you have
a product like a condom or also cosmetics
products, it is often very difficult
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How Argan oil
is produced in
Morocco
(Photo courtesy of
Ronny Hermosa)

to fully document every step of the supply chain. But
if you don’t take these requirements seriously, you will
never win over this group of consumers.
This trend is often associated with things such
as wellness and wellbeing, so there is this
additional dimension of fun and fitness. Isn’t
that a natural fit for the adult market?
Oliver: Sure, the players in the adult market
have long since learned how to sell feelgood products to the consumers, things
that enrich people’ sexuality beyond simply
providing orgasms. I am convinced that there
are several product categories that still hold
lots of potential in that regard. For instance,
think of the various food supplements out
there. They have a positive effect on people’s
sexual performance and lust, improving their
sexuality in a positive and healthy way.

Coconut oil
from India
(Photo courtesy
of Dr. Martina Kunz)

the erotic and wellbeing are not just blurring; I feel
that health is going to play an increasingly important
role in our market. And this trend has already begun.
We don’t see stinking jelly toys in adult shops
anymore, and as time progresses, the customers will
only become more critical and more
demanding when it comes to adult
products.

„TH E P L AY E R S I N TH E
A D U LT M A R K E T H AV E

LO N G S I N C E L E A R N E D
H O W TO S E L L F E E L

G O O D P R O D U C T S TO T H E
C O N S U M E R S , TH I N G S

TH AT E N R I C H P E O P L E ’

What does that mean for the future of
the adult retail trade, brick and mortar
as well as online?
Oliver: Given the flood of brands
and products on the market, you will
have to stick out to be successful,
and flashy marketing alone won’t do.
The products you sell also need to be
healthy, safe, and ethically acceptable.
Transparency will be expected from the
producers, and I know some of them
won’t like that, but that is the way the
industry is going, and if you refuse to
let the consumers know what is in your
products and how they were produced,
that will result in poor reviews and lower
sales.

The adult market offers lots of products for
S E X U A L I T Y B E YO N D
relaxation, for massages, for body care and
regeneration, etc. – i.e. products that have
S I M P LY P R O V I D I N G
little or nothing to do with actual sex. Has the
focus on sex limited the potential of the adult
ORGASMS.“
industry for too long?
Oliver: I don’t think the potential of the adult
O L I V E R G OT H E
industry was limited. For these products to be
How can the adult trade benefit from
successful, there first had to be demand. The
this development? How can they meet
younger generation has different preferences
and foster this demand?
and expectations than those we catered to 10 years
Oliver: As is the case in any industry, you have to
ago. And of course, the adult market responds to
know your customer and be able to tell what they
these wishes and expectations.
want. If you don’t address trends and preferences,
you are limiting your own success. Also, low prices
So the lines between erotic/sex and wellbeing will
are not always the best route. The only way for the
continue to blur more and more?
trade to really benefit from such trends in the long
Oliver: Where does foreplay begin and where does
run is to reach out to, and connect with these new
afterplay end? Personally, I think the lines between
audiences.
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Edge is a range of contemporary

and innovative products for men.

„

Bonny Hall answers our question about the collaboration between Lovehoney and Tracey Cox

e x c l u s iv e

Bonny Hall,
Lovehoney’s
Product Director

Before we talk about the new Tracey Cox
in the sample and testing stages - tweaking the
EDGE line, let’s provide some information for
designs to meet her requirements. Through her
those of our readers who may not know Tracey.
work as a sexpert she has unique knowledge
So, who is Tracey Cox?
of the problems that some men experience
Bonny Hall: Tracey Cox is an international sex,
with performance and stamina, together we
body language and relationships expert as well
have developed products to offer a solution for
as a TV presenter. She is well-known for her
these problems.
TV shows on sex and relationships as well as
her range of best-selling books which have
EDGE is a collection of nine products for
sold millions worldwide. Some background on
men. What can you tell us about the individual
the range: Edge is a range of contemporary
products?
and innovative products for men, which
Bonny Hall: Made from super-stretchy silicone,
was developed as a collaboration between
the Optimum Pleasure Vibrating Stamina Ring,
Lovehoney and Tracey Cox. Edge uses tried
is designed for harder, longer-lasting erections
and tested product
which benefits the
solutions, packaged
woman too due to the
with savvy advice and
vibrations which transmit
clear instructions to
to the clitoris.
„TH E E D G E V I S I O N I S
improve performance
The Maximum Control
and increase sexual
Adjustable Stamina
TO C R E AT E TH E W O R L D ’ S
stamina. The Edge
Ring is a fully adjustable
vision is to create
ring, designed to
LEADING RANGE OF ‘GO
the world’s leading
enhance erections.
TO ’ M A L E P R O D U C T S
range of ‘go to’ male
Thicker and stronger
products to enhance
than most rings, this
TO E N H A N C E A M A N ’ S
a man’s ability to have
male stamina toy also
a satisfying sex life. To
features an innovative
A B I L I T Y TO H AV E A
achieve this goal, we
slide-to-fit toggle for a
have brought together a
tailored, snug fit. The
S ATI S F Y I N G S E X L I F E . “
unique product offering,
Supreme Endurance
BONNY HALL
with tried-and-tested
Triple Stamina Ring Set
product solutions to
consists of three superdelay male ejaculating
stretchy rings that can
and prolong lovemaking.
be worn individually or
We have since expanded the product range, to
together for a varied sensation, to enhance and
add in pleasure products such as a 7 function
prolong erections. This is unlike, the Ultimate
Prostate Massage Vibrator.
Support Double Stamina Ring which is a
silicone ring designed to support the erection
How has Tracey’s involvement influenced the
from beneath the shaft. Designed to improve
creation of the EDGE line?
erectile health and performance, the Ultimate
Bonny Hall: Tracey collaborated on all of
Performance Stamina Enhancing Penis Pump
the designs and product development, from
is a simple penis pump solution with hand
concept to final design. She was also involved
held pumping bulb and quick-release valve.

In order to create a truly
extraordinary product
range for male consumers,
Lovehoney employed the
services of Tracey Cox, an
internationally renowned
expert on all things to do with
sex and relationships. Her
input played an important
role in the conception and
development of Edge, as the
product line is called. We
were curious to find out more
about the Edge collection,
so we asked Bonny Hall,
Lovehoney’s Product Director,
for an interview.
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Edge is the result
of a collaboration
between Lovehoney
and sexpert
Tracey Cox

The Performance Enhancer Double Stamina Ring
provides a comfortable fit as it is a super-stretchy
double penis ring designed for stimulation and to
sustain longer erections.
The Extender Pleasure Silicone Penis Extender is
sturdy realistic silicone penis extender which adds
one Inch to the length and can be used for those experiencing difficulties maintaining an erection. Developed to help to improve erections and boost sexual
stamina, the Automatic Suction USB Rechargeable
Penis Pump allows you to enjoy increased blood flow
to your penis that may help to enlarge your erections
by up to 30%. Using the pump regularly may help to
ensure your erections are firm, healthy and reliable.
Extend your performance and enjoy longer lasting
pleasure with the EDGE Delay cream, which is also
safe for use with condoms.
A performance-enhancing tool and pleasure
provider all in one, the 7 Function Vibrating
Prostate Massager has been designed
„TH E R E I S S TI L L A
specifically for precise p-spot stimulation.
A great beginners toy for those wishing to
HUGE OPPORTUNITY
explore prostate play.

FO R

E X PA N S I O N W I TH I N TH E

Are there plans to add more products to
the EDGE line?
Bonny Hall: The range is expanding all the
time and we have more developments in
the pipeline that will be released in 2018
and 2019.

A D U LT M A R K E T FO R TH E
MALE CONSUMER.“
BONNY HALL

What difference does it make to have to the
name Tracey Cox on the EDGE products?
Does the name create trust among consumers?
Bonny Hall: The advice that we include with each of
the products is designed to give simple, easy to read
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instructions for the user. Having Tracey
write bespoke guides for the products is
an important element of the range. Her
knowledge and experience is invaluable
and there is certainly an element of trust
for the consumer picking one of her
products.

How much potential do male consumers
hold as a target audience for the adult
market? Do you plan on bringing more
male toys to the market in the future?
Bonny Hall: There is still a huge
opportunity for expansion within the
adult market for the male consumer.
Despite the explosion of new product over the
past few years there is still untapped potential,
and this is still a key area of focus for us as a
business in the coming years.
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The market needs people who love sex toys and

are able to convey that passion to the consumers
M i c ha e l Ja hn is wo rried a bo ut th e current situa tio n in th e a dult ma rket

e x c l u s iv e

The picture that Michael Jahn, head of Omocha Dreams GmbH, is drawing of the adult
market is far from optimistic. The companies are unable to realise the full potential of the
market, he warns, and there is a lack of ideas, of innovation, of vision. In our EAN interview,
he explains what can be done to change that in order to ensure a successful future for the
industry.

The adult market has been subject to constant changes. In your opinion, what are the
biggest changes of the past few years?
Michael Jahn: Currently, the European
adult market has basically no impact on the
mainstream. Here in Germany, all the average
consumer gets to see is a handful of TV spots
with less than authentic couples and flashy ads
for sex toys – however, it’s usually toys of inferior quality. The long-standing brick and mortar
stores that have been around for years or even
decades are fighting for their survival, and in
many cases, it’s a losing battle.

Michael Jahn, head of
Omocha Dreams GmbH
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Meanwhile, the online trade doesn’t really excel
either because the owners of online chains
lack creativity and ideas. A positive development I’d point out is that drug stores are now
selling more than just condoms and lubricants.
Of course, only time will tell how well that
works out, but it is definitely a step in the right
direction. Modern sex toys should be lifestyle
products and they need to be perceived as
such. Sales are usually driven by adventurous
women, lonely single men and – yes, they really
do exist – couples who want to try something
new. The Shades of Grey hype really awakened
many people to the fact that there is a whole
world of adult products out there that improve
the sexual experience. I’m not going to go into
greater detail about the various niche groups
because these groups are so small that they
are pretty much negligible in the larger picture.
But to give a comprehensive analysis of the
market, you also need to look at it from the
producers‘ point of view. What is going on in

the market? Who are the players? The brick
and mortar stores are still trying to reinvent
themselves, but many of them are running
out of customers. They simply don’t have the
necessary reach and pulling force to implement large-scale ideas – of which there are
many. There is a reason why investors are
very hesitant about committing to the adult
market right now. Many wholesalers are
forced to close down because they waited too
long instead of responding to changes in the
market. Other wholesalers are taking matters
into their own hand, launching their private
label products onto the market, with varying
degrees of success. Only, these products are
not really different from the others they sell.
Well, of course there are some exceptions. The
question is, why aren’t there more successful
brands that are also regarded as brands by
the consumers? Is sexuality still considered a
taboo, in spite of what everybody is saying?
Is the majority still following the old principles
of a conservative system that has declared
sexuality a sin? I mean, come on, sexuality is
something beautiful! But it seems as though a
large chunk of the population are not interested in adult products to elevate their sex
life. Many of them don’t even have a happy,
healthy sex life. And if you are in an unhappy
relationship, you don’t usually need a sex toy.
I know many such couples. There are these
problems in the relationship, they can’t fully
open up to one another, there is not enough
trust or confidence, so when it comes to toys,
they say ‚We don’t need stuff like that!‘ Sure,
there are people who really don’t need ‚stuff
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like that‘, but let’s be honest, most of us don’t really
need a smartphone, either, or that expensive dress
or that version of the family car that has the most
horse power. Often, people who say they don’t need
sex toys don’t experience many situations with their
partner when it would make sense to use one. It’s a
pity, really. So what people need first and foremost is
the willingness to truly experience their sexuality. Yes,
sex is fun, but it also brings partners closer together,
and it can have a healing effect on a relationship or
simply on one’s self-perception.
On one side, people say that the adult market is
Michael Jahn: Each market is different and yet,
inching closer towards the mainstream market, on
they are all very similar. Once you have come to
the other side, people complain about the flood
understand this paradox, you get a pretty good idea
of products, fierce competition, the erosion of the
of the future of this industry. If you look at the adult
supply chain, the dominance of the online trade, etc.
market from a bird’s eye view, you can see that there
How do these two developments go together?
is still a lot of work to be done. I find it astonishing
Michal Jahn: The problems we see on the producer
and shocking how many people are still tiptoeing
side of the adult market right now are primarily the rearound the topic of sexuality. I mean, this is the year
sult of a lack of ideas. There are companies that have
2017, and lots of grown up people at toy parties
great ideas, and they turn these ideas into
act like embarrassed teenagers when
great products, and they are very successful
you present a product. There are also
with their products. But then lots of other commany retailers whose only goal is to
panies see that success, and they want a part
make money as quickly as possible
„W H AT TH I S I N D U S T RY
of it. So they use all the tricks they legally can
instead of trying to cultivate an image;
– some also venturing into a dangerous grey
they lack vision. And many online
N E E D S I S I N N O VAT I O N ;
zone – to copy that concept. But the individual
shops selling toys have nothing to do
companies are not the problem because, like
with the adult industry. The market
P R O D U C T S FO R
so often, they are only cogs in a system. And
is swamped with products that do
this is what the system currently looks like. The
not offer any real added value. The
CONSUMERS WHO DON’T
lion share of the overall turnover is generated
consumer hardly knows about the
E V E N K N O W TH AT T H E Y
by b2b companies who have no direct contact
products on the market, so they’ll go
with the consumers, no idea of what the
and buy something, and maybe they’ll
N E E D TH E M Y E T. “
consumers really want. So when something is
be happy with it, or maybe they won’t.
successful, you jump on the bandwagon. The
The share of real experts in the trade
MICHAEL JAHN
situation will only change when the system
is so low that the vast majority of sex
changes and we move into a new direction.
toys are sold without sales advice
worth mentioning. And there are only a
Other markets also have their share of problems and
handful of big brands that have really managed to do
imbalances, and they seem to manage. In your opiniaway with the aforementioned deficits and are able
on, how will the situation in the adult market develop
to give the consumers a good feeling when they buy
in the future?
a new toy. It is a pity, but many brands forget that we
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are in the business of selling fun. Ours is an industry
that revolves around love, passion, bodily fluids,
experimentation, and the joy of living your sexuality.
A consumer who buys a dildo at a bargain bin price,
free of delivery costs on some online forum, will hardly have the same experience as someone who went
to a store and got advice from an expert.
Your goal is to change the situation in the market.
How do you want to go about that? And what needs
to change?
Michael Jahn: The next logical step for this industry
can only be pursuing the mainstream market. A few
producers are already doing so, showing the rest
how it’s done. But that alone is not enough. What this
industry needs is innovation – products for consumers who don’t even know that they need them yet.
The rest of the market will follow suit once we’ve
reached that critical point.

Michael Jahn: Well, you can’t please everybody,
no matter how hard you try. However, anybody who
has proven an honest and reliable business partner
in the past will definitely benefit even more from our
collaboration in the future. And that obviously also
benefits the consumers.
It has always been difficult to get everybody in the
industry to act in concert and pull together. What are
your expectations in that regard?
Michael Jahn: People who don’t know each other
usually only work together when they see that such
a collaboration serves a shared goal. In order to successfully start this process across the entire industry,
we first have to stop stepping on one another’s toes.

If your plan is successful, what would the adult market look like ten years from now?
Michael Jahn: Our goal is to find more people who
share our goals. The market needs more committed
You are not pursuing this goal alone, you have the
producers and trade members, people who love
support of like-minded partners? What can you tell us
sex toys and are able to convey that passion to the
about them?
consumers. Only then will the market continue to
Michael Jahn: Omocha Dreams has joined forces
grow. Take womanizer, for instance; they have been
with Star Erotic. Both companies have been part of
able to create an exclusive brand because they have
this industry for more than ten years, and we have
complete control. The market needs more brands like
each accumulated a wealth of experience and knowthat if we want the sex toys that we work on so hard
how. By merging the two companies, we also comto reach the widest-possible audience.
bine all of this knowledge, creating something
Why is our industry so bad at
new that we haven’t seen in this industry before if
creating intellectual property? The
I am not mistaken. We are a young team, and we
way I see it, a brand is there to
love what we do. To us, this is a great opportuniprotect a vision. A brand is a name,
„TH E N E X T LO G I C A L S T E P
ty to build upon our expertise and really change
a promise to the consumers, and if
things. Because, if you look at the current situathe consumers experience positive
FO R TH I S I N D U S T RY C A N
tion in the market as a whole, you may well find
results when using the products or
that it is not sustainable in the long run.
services, they come to trust that
O N LY B E P U R S U I N G TH E
brand. Maybe they also support a
M A I N S T R E A M M A R K E T. “
What will be the starting point of your quest to
brand because they like or support
change the market?
or share the producer’s vision, at
MICHAEL JAHN
Michael Jahn: We’d prefer to keep the details
least in part. If trade members offer
to ourselves for the time being, after all, many
products of such a brand below
of our competitors read EAN. Also, I feel that
their actual value, just to make quick
actions speak louder than words. Suffice it to say
sales, they only prove that they don’t
that many things have happened at Omocha Dreams
understand or appreciate the brand and they don’t
over the course of the past few years. Lots of new
share the same vision.
processes were initiated, and once the right moment
The past has taught us that this kind of philosophy
has come, we will share them with the market.
does not work. If this were the way to success, the
market as a whole would not stagnate right now.
All the protagonists of the adult market have their
I feel there is lots of potential for investments - the
own, individual expectations and interests. Produthing is just that so few companies have realised how
cers, wholesalers/distributors, retailers, and even the
to unlock that potential. It’s time for this industry to
consumers – will your plans satisfy all of them?
take the next step.
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Play & Joy lubricants are some of the very few products

in the world made out of all natural herbal ingredients
A n e w bra n d enters th e lubrica nt ma rket: Pla y & Jo y

e x c l u s iv e

The Play & Joy lubricants of InnoveMed Bio Tech have already become a big success
in the company’s home market of Taiwan. Now, the team are bringing their brand to
the international stage. The Play & Joy collection currently includes five water-based
lubricants, and more products are set to reach market maturation in the first quarter of
2018. As David Zhien explains, the inclusion of organic, body-compatible ingredients is
one of the defining characteristics of all products in the Play & Joy brand. Of course, the
company’s CEO has much more to tell about the new lubricants in this EAN interview.

„

David Zhien plans to
introduce his products to the
European market as well

Play & Joy is a new lubricant brand which
launched only recently. What exactly makes
this lubricant so unique?
David Zhien: Play & Joy lubricants are some
of the very few products in the world made
out of all-natural herbal ingredients, based
on the philosophy of our team consisting of
professors and bio-tech professionals. It meets
the same criteria as bio-tech products such as
cosmetics and skin care products. We develop
and manufacture our products in order to
assure carefree use. For example, the major
ingredients are CE organic substances, and
all products are packed in our clean room in
accordance with GMPC, GMPC-ASEAN,
and ISO22716 and SGS passed.
Before we talk more about Play & Joy, could
you tell us a bit about the company and the
team behind the product?
David Zhien: The company behind the brand,
InnoveMed Bio Tech, was focusing on medical
and aesthetic medicine’s facilities and products
in the very beginning, which can be seen from
the company name as it combines the two
words “innovative” and “medical”. A suggestion
from one of our customers led us to start doing
research about the lubes on the marketplace
and finding out that 99% of the ingredients are
chemical. We learnt that using such lubricants
could be harmful to the human body and
even to the spirit of having sex - for mental
& physical health; through team discussions,
we were able to come up with positive and
harmless products

With a pH factor
of 5.5, the Play & Joy
lubricants are
particularly skin-friendly
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How would you describe your company’s
philosophy?
David Zhien: To create an atmosphere that
supports a healthier, happier, and more
satisfying sex life by bringing women more
beauty and men more confidence.
You advertise Play & Joy as having a pH
Factor of 5.5. Could you explain the meaning
of the pH factor and why is it so important
in regards of lubricants?
David Zhien: Compared to those products
in the marketplace that are neutral or alkaline
intended and may potentially disturb the acid
environment of the lady flower in long-time
use, Play & Joy products, having a pH factor
5.5 similar to the environment, are able to
prevent negative irritating effects and infections
while still ensuring the enjoyment of sex.
Play & Joy is said to be long lasting and its
gliding properties can be reactivated, using
some drops of water. How did you achieve
this?
David Zhien: The two main ingredients,
hyaluronic acid and saccharide isomerate,
achieve this kind of efficacy. Hyaluronic acid
is commonly used in skincare products that
keep the skin moist and form a shell on the
skin. Saccharide isomerate has a magical
Chinese name, water-locked magnet, meaning
a magnet that can prevent the skin from losing
water. So a few drops of water can easily
reactivate the drying lubricant because of
these two factors.
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Play & Joy products
are developed and
produced in Taiwan

The production
facilities of
InnoveMed Bio Tech

Are there different version of the lube available, for
Are you working with distributors? Who can retailers
example different tastes or other properties?
turn to if they want to sell your products?
David Zhien: Currently, Play & Joy supplies both
David Zhien: We partner with wholesalers and
water-based and silicone-based lubricants. There are
distributors, and apart from that, various channels
types of water-based lubricants:
recommend our products, for example in the field of
Aqua, for freshman use or consumers who dislike
aesthetic medicine, or clinics of urology and OBGYN,
stickiness.
or sex therapists. We are also collaborating with
Anti-Bacteria, with Spirea for highly health-concerned
condom makers, sex toy makers, men supplement
consumers.
makers, hotels/motels, and related institutes.
Silky, mainly for masturbation and anal
play.
Speaking of your home market: In your
Maca Hot, especially for foreplay that
experience, is the Taiwanese erotic market
stimulates the female erogenous zones
different from the one in Europe or the US?
„ C U R R E N T LY, P L AY & J OY
for shortening the time to climax.
David Zhien: As you may know, in the
Cologne Maca Extra Hot, used with
Orient, people are traditionally more shy and
S U P P L I E S B OTH WAT E R
premium perfume and concentrated
conservative than Europeans and Americans,
BASED AND SILICONE
Maca extract uniquely for extraordinary
and that also goes for the Taiwanese.
stimulation, pleasure, and the
However, with the more and more convenient
BASED LUBRICANTS.“
experience of mutual play. Therefore, it
online shopping, there are now 10 times
can be used as an orgasm lube.
more online sex shops than a few years ago
D AV I D Z H I E N
We also offer two types of siliconebecause people, especially women, in Taiwan
based lubricants, called Classic and
are becoming aware of their own wills and the
Premium. Consumers can choose from
importance of satisfying themselves.
the mild type, which is Classic, or the strong type,
Premium.
What swill be the next steps for InnoveMed?
David Zhien: A new endurance product for men
Play & Joy has had some success in its home
will be shipping in Q1 2018, which also represents
market, Taiwan. Will you also launch the products in
the company philosophy and introduces it to men’s
Europe?
health as well. Natural and herbal ingredients are
David Zhien: Customers from both France and
what this product is made of. Play & Joy cares about
Spain have expressed their interest, and we have
not only about women, but about men as well. Also,
received enquiries from distributers who want to carry
products on a medical level are in development with
our brand. In addition to that, we obviously want to
the support of doctors, e.g. lube for pregnant women
launch in Germany as soon as an appropriate partner
and for recovery after vaginal diseases or cervical
approaches us, as this the major market in Europe.
cancer.
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If you can talk about sex openly,

nearly all your sex problems are solvable
Sex educa tio n with Tra cey C o x

e x c l u s iv e

Tracey Cox is a British author, columnist, and
journalist, as well as a TV and radio personality.
Her activities are centred around two topics,
relationships and sex, which has also garnered
her the title of sexpert. EAN had the opportunity
to interview Tracey and talk with her about the
biggest misconceptions regarding sex, communication as a key to a happy sex life, and – naturally
– sex toys.

How do you become an international sex expert?
Tracey Cox: Having a big sister who worked for
Family Planning and talked about sex all the time
helped! My family have always been quite open about
sex, so I’ve grown up in an environment where sex
wasn’t seen as something bad or dirty. When I was
15, my Dad announced to the family that he had
been having an affair for ten years. He was completely torn between his mistress (sex) and his wife (love). I
got a first-hand look at how powerful and destructive
the forces of love and sex are and as much as it was
painful to see, it inspired me to study psychology to
try to understand and make sense of it all. That led to
sex therapy and then specialising in writing about sex
and relationships. A few TV shows later and I’m being
called a ‘sexpert’. I was one of the first people to be
called that.
When did you realise that this was something you
were really interested in, and when did you decide to
do this professionally?
Tracey: Although I have an academic background in
psychology, I was more interested in journalism than
setting up my own practise. I was Associate Editor of
Australian Cosmopolitan magazine and have always
written a sex column. When I left Cosmo, I went
freelance and focused almost exclusively on sex and
relationships as my speciality area. I had more than
500 sex books at that stage for research purposes
and not one of them hit the right note, in my opinion.
There were plenty of serious medical books and more
than a few sleazy ‘how to pick up women’ books
Tracey Cox is an
authority on the topic
of sex and relationships
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but no-one had written a book about sex
which was practical, non-judgemental and
written with a good sense of humour as
an entertaining read. This prompted me to
write my first book ‚Hot Sex: How to Do
It‘ and it became a worldwide bestseller,
selling millions of copies. My position as a
sexpert was well and truly sealed at that
stage.

„ D E S P I T E W H AT S O C I E T Y

TELLS US, MONOGAMY IS
N OT A N AT U R A L H U M A N
I N S T I N C T. “
TRACEY COX

Being an expert who has appeared on TV
and radio, a journalist and an author, how
would you describe the quintessence of
your work?
Tracey: Educating people about sex in a non-judgemental, open and informative way. I write a weekly
column for the Mail Online which is the biggest news
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website in the world. I get attacked for
being too frank and straightforward about
sex in the comments section but that’s the
whole point of the column: to challenge
people about sex.

Sex is something intimate, and unfortunately, it is still surrounded by taboos way too
often. How do you approach this topic?
Tracey: Articles tackling myths surrounding
sex are constant themes of my columns. I
find it intensely disappointing that the same
old myths are still kicking around decades
later. I had an interesting talk to my step-daughter
recently about her generation and sex. She’s 16
and considers herself sexually savvy but a lot of the
old, false perceptions are still alive and kicking. The
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younger generation are brought up on porn so they
know the basics about positions but they’re still as
clueless as we were about our sexual systems and
how they work.
What is the biggest misconception
regarding sex?
Tracey: That most women orgasm through
penetration alone. And that you’re not in
love or lust with someone if you don’t feel
spontaneous desire. I watch people leave
great relationships because they think if
they don’t want to tear each other’s clothes
off every day ten years in, there must be
something wrong. There isn’t. You’ll come
to the same place with your next partner.
You have to create desire long-term. It
doesn’t tap you on the shoulder like it does
at the start.

„ G O N E A R E TH E D AY S

W H E N O W N I N G A S E X TOY
WA S A N Y TH I N G TO B E
A S H A M E D O F. “
TRACEY COX

When it comes to sex, expressing your wishes
and desires is very important. Would you say that
communication is the key to a satisfying sex life?
Tracey: Absolutely. If you can’t talk about sex, you
are destined to fail. The funny thing is, we don’t shut
up talking about sex to our partners at the start of
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the relationship. We stop talking about it when we hit
problems – which is of course when we should be
speaking up. The good news is, once you get over
that initial embarrassment of talking about your needs
and wants, the embarrassment disappears
almost instantly. And if you can talk about
sex openly, nearly all your sex problems are
solvable.
Let’s talk about sex toys: How important
are they in empowering people to a fulfilled
sex life?
Tracey: They are crucial. Despite what
society tells us, monogamy is not a natural
human instinct. Our hearts love the stability,
security and routine of love, other parts
want excitement, unpredictability, danger.
Very few of us want open relationships and
don’t want to have affairs (or have a partner have one)
so the only way forward is to make sex as exciting as
possible between the two of you. Sex toys are one
of the easiest, most efficient ways to provide variety
without inviting other bodies into the bed. For women,
vibrators are often the only way to orgasm. They
usually provide women’s first ever orgasm and I dare
say, they provide the last in a lot of instances!
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What is your advice to people who are thinking about
buying erotic products but are still hesitant?
Tracey: What are waiting for? Your grandmother
probably owns a vibrator. Gone are the days when
owning a sex toy was anything to be ashamed of.
They’re don’t mean a couple are struggling to enjoy
sex or that you’re desperate if you’re single. They
mean you want to keep your libido lively and your sex
life sparkling with new ideas rather than stale or tired
same-old sex routines.
Which products do you recommend? What criteria
do you go by when rating and comparing such
products?
Tracey: For women, I’d start with a bullet style
vibrator. Most go for Rabbits because it’s the type
they’ve heard of but a small discreet, powerful
bullet nearly always wins fans. Vibrating penis rings
are a great starter couple toy and ‘strokers’ or
masturbatory sleeves for men are hugely popular.
Tie-up bondage kits are great for couple play, anal
toys are also well worth giving a whirl.
How much acceptance is there really for sex toys
in society? Are vibrators truly an every-day item in
today’s world?
Tracey: God yes! Obviously, I’m talking the Western
world but I have no doubt all those statistics saying
more women own one than they do a washing
machine are true. Modern sex toy stores are bright,
fresh, female-friendly and the staff are incredibly
knowledgeable and welcoming. They make
customers feel at ease and not ashamed. This has
been invaluable to improving the perception of the
industry. Toys are different now. They’re not sleazy.
They’re sleek and modern and plenty are designed
by women so there’s less emphasis on them looking
‘life-like’ and more on being technically efficient.
Being an expert, are you satisfied with the adult
products on the market today, or there still things that
need improving?
Tracey: There is a ridiculous variety and choice
of sex toys available and a mind-boggling choice
of products available. There will always be new
inventions, but I think as an industry, we’ve done
pretty well so far!
You even teamed up with Lovehoney to create
product lines which also bear your name. What can
you tell us about this collaboration? Did you have a
big say in the development of these products?
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Tracey worked
with Lovehoney to
create and market
two collections
of adult products

„ S E X TOY S A R E O N E

O F TH E E A S I E S T, M O S T
E F F I C I E N T WAY S TO
P R O V I D E VA R I E T Y

W I TH O U T I N V I TI N G OTH E R
B O D I E S I N TO TH E B E D . “
TRACEY COX

Tracey: My collaboration with Lovehoney was one of
the best things I’ve ever done. I’d been approached
by other companies before, but I wanted control over
the range and I needed to trust who I was working
with. Within ten minutes of meeting Rich and Neal,
the owners of Lovehoney, I was ready to sign on the
dotted line. I love working with them to develop products and work closely with Product Director Bonny
Hall on all products in both the Supersex range and
Edge, a range for men designed to improve their sexual performance. My main aim with my ranges has
been to produce good looking products, in stylish
packaging, that actually work and to provide full instructions and hints and tips on how to use them. It’s
the practical how-to information leaflets that I think
set my ranges apart from others. Edge is a range I
am particularly proud of because I think lots of men
believe they are born good lovers and feel ashamed
asking for advice or help on sex. The range dispels
those myths, educates them (but not in a preachy
fashion) and the products get great reviews.
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Board games are still a relatively undervalued
J a n e B o w le s ta lks ero tic bo a rd ga mes

e x c l u s iv e

Board and parlour games have had something of a renaissance in the past few years and can be found in many a living room.
More and more often, it is adults who roll the die and move the pieces, and many of them have also begun to do so in the bedroom. Creative Conceptions became one of the pioneers in the market of erotic board games when they launched their game
Monogamy. In the meantime, the company from Newark in England has added many new products to their range, offering
games for players and couples with various preferences. In our EAN interview, Jane Bowles, the founder of Creative Conceptions, puts the appeal of erotic board games into words, and she explains why these games are so popular today.

Jane Bowles,
Founder & Director of
Creative Conceptions

Creative Conceptions released a slew of
new games within the last couple of month.
Could you give us an overview of the products
you are currently offering in this field?
Jane Bowles: We’ve released a number of
exciting new adult board games over the past
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six months including Sex Marks the Spot, Oral
Fun and Fetish Fun and Chemin du Plaisir. Sex
Marks the Spot is a game of chance where
all roads lead to romance and raunchiness as
couples indulge in their sexual fantasies and
explore one another like never before. Fetish
Fun will allow couples to dare to go there
and explore their kinky side with an intimate
introduction to the world of fetish fun. Oral Fun
will tease and tantalise you as you make your
way around the board, giving and receiving
oral in almost every way imaginable! This year
also sees the re-release of the popular French
game, Chemin du Plaisir. Creative Conceptions
bought the worldwide rights to this successful
game from the game’s inventor Roxane Guidez
and we are delighted to have the original
French version back in Production. The game
has three stages of increasing excitement firstly
awakening your desire, and moving through
electrifying anticipation, until it explodes in a
climax of feverish passion and pleasure.
Our products fall into three key categories,
Playtime, Kinky time, and Party time so as to
cater for all occasions and moods. Playtime
offers Games that encourage fun and frolics
between couples.
Kinky Time covers soft restraint play garments
that allow couples to explore their sexual
fantasies and Party Time has hilarious group
games and bachelorette novelties to get the
party started.
In addition to board games, we have novelty
games such as our brand new Predictive
Pecker which is a reinvention of the classic
Miracle Fish but for the adult sector. Our
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product in the adult sector.
which is reflective of people’s keen interest in them.
Everyone loves to play games, no matter their age,
be it computer games, sports or good old-fashioned
board games. Humans are visual, inquisitive
creatures, that like to engage their senses so where
passion and sex are concerned, people would
rather play a game than read a book. Like a book,
a game sparks arousal, but unlike a book, which
is solitary and unengaging, a game is interactive
and allows arousal to be brought to life. There will
always be a demand for games that ignite passion
Monogamy, the
first game by Creative
Conceptions,
sold more than
1 million copies

psychic shaft dick-tates couple’s sexual fortunes by
dishing out sex instructions for those wanting to add
a little playful fun to their sex life.
All of our games freely enable couples to increase
the intensity by inviting them to involve accessories
as part of the role play. This is where we not only
continue to add value to their experience but increase
revenue for our distributors by upselling add-ons. We
provide our distributors with add-on sheets itemizing
products the game recruits ranging from sex toys
through to cockrings. We particularly love our red
Quickie Cuffs or SXY deluxe cross cuffs for moments
of restraint play.
Although we have a wide variety of games that
appeal to many tastes and would tickle the
mildest to the wildest of sexual fantasies, we focus
predominantly on couples who want to keep their
relationship fresh, interesting and fun.
Games are often seen as entertainment for children.
Obviously, your games target an adult audience. How
do you approach customers to convince them, that
games are not “just for kids”?
Jane Bowles: The simple answer is we don’t need
to convince or indeed encourage them. Adult board
games are actually a highly searched for term online
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and intimacy, especially around those romantic times
of year like Christmas and Valentines. For couples,
playing a board game removes any shyness and
embarrassment as you are on equal, unknown
ground being guided by the rules of the game, so
no one is responsible for taking the lead. It breaks
down the barriers and negative thoughts we impose
on ourselves and allows lovers to communicate
unabashedly.
How would you describe the typical customer who
buys an erotic board game?
Jane Bowles: I would describe them as you, me,
the person reading this article, or the person sitting
next to them. We have a game for everyone and

I N T E R V I E W

until you’ve tried it, you don’t know what you’re
missing! Although we have a wide variety of games
that appeal to many tastes and would tickle the
mildest to the wildest of sexual fantasies, we focus
predominantly on everyday couples who want to
keep their relationship fun, fresh and interesting.

was voted for by new mums. Perhaps not what you
may expect but to us this reinforces our belief that
our games are for everyone, especially those wanting
to spice up a relationship that has lost some of its
spark.
Monogamy is different from other adult games on
the market as the emphasis is on communication
between you and your partner – finding out what
We have games that slowly build up the passion to
really turns each of you on and then translating this
those that get stuck straight in, so they
into an erotic fantasy to remember at the
really suit all levels of sexual explorer from
end! With over 400 seductive ideas and
a sex game virgin through to the more
three levels of play, intimate, passionate
experienced devilish types. Basically,
and steamy – this is a game couples will
„ALL OF OUR GAMES
anyone who wants to try something new
want to play again and again. It has them
F R E E LY E N A B L E C O U P L E S
and have fun with their partner!
loving, laughing and lusting after one
another with just a few throws of the dice.
T O I N C R E A S E TH E
With dozens of games, we can‘t talk about
all of them in this interview. But could
Most games emphasise fun and playfulness
I N T E N S I T Y BY I N V I T I N G
you point out your current bestseller and
in sexuality. Do you think that this is
explain it in more detail?
something that is neglected in today’s
T H E M TO I N V O LV E
Jane Bowles: We’ve had some huge
market, which seems more focussed on
successes to date with our games, but
wellness and „serious“ romance?
A C C E S S O R I E S A S PA R T
our consistent best-seller, with year-round
Jane Bowles: Yes, absolutely. Everyone
O F TH E R O L E P L AY
sales is actually the first game we ever
wants to have fun but the older we get we
made and ultimately where the Creative
seem to forget how, or perhaps we are
JANE BOWLES
Conceptions story began. Monogamy has
conditioned to because of all seriousness
sold over 1 million copies worldwide and
we have to face. Everything we do at CC
is now in 8 languages! It gets rave reviews
is driven by a desire for people to have fun
across the board and won an award that
and to enjoy their lives together. I mean
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whoever said sex shouldn’t be fun, no one, ever. As
for wellness, good sex means a healthy relationship
and a healthy relationship means happiness! Science
even says sex is good for you and may prolong your
life!
In your opinion, what makes a good erotic game?
Jane Bowles: A good erotic game is one that
pleases both partners and brings them closer
together. It’s one that allows them to explore one
another’s fantasies and desires without fear or
judgement. It provides them with a vessel in which to
drop their inhibitions and loose themselves. A place
where they can surrender to their pleasure and be
whoever they want to be.
Many games give players
choices for sexual acts the
player would like their partner
to perform. That‘s obviously the
goal and the most fun part of the
experience. But how important
are the actual game mechanics
when it comes to erotic games?
Jane Bowles: The mechanics
are hugely significant to the
success and interpretation of the
game, but they must be almost
invisible to the players otherwise
they risk ruining the natural
evolution of the game and the
players enjoyment of it. They
must be simple, easy and flow
seamlessly.
It would be incredibly

„TH E R E W I L L A LWAY S
B E A D E M A N D FO R

G A M E S TH AT I G N I T E

PA S S I O N A N D I N TI M A C Y,
E S P E C I A L LY A R O U N D

TH O S E R O M A N TI C TI M E S

O F Y E A R L I K E C H R I S TM A S
A N D VA L E N TI N E S . “
JANE BOWLES
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disappointing and frustrating for couples if they
reached a climax only for the games mechanics to
fail and ruin the momentum and ultimately the mood!
We heavily play-test our
games to ensure this
never happens.
All of our games take
into consideration the
different types of people
that may play it and the
uniqueness of what each
of them may want from it
and so playing the same
game twice can deliver
totally different results.
Players are in control and
can steer the journey in
multiple directions.
Could you tell us a
bit more about the
development of an erotic
game?
Jane Bowles: Monogamy
was our birth baby and since then we have utilised
many of the same development processes from
concept to delivery. My husband and I started by
writing all the actions ourselves and mocked-up a
dummy board which we gave out to as many friends
and family as would humour us. From their feedback,
we evolved the game and repeated this process until
we were 100% happy and released the first version.
It’s a proven process and one we enjoy as consumer
feedback through play-testing is the difference
between a mediocre game or a raving success.
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Many Creative Conceptions
games were also translated
into other languages, for
instance the BDSM game
“50 Days Play”

„ E V E RY TH I N G W E D O

AT C C I S D R I V E N BY A

D E S I R E FO R P E O P L E TO

H AV E F U N A N D TO E N J OY

TH E I R L I V E S TO G E TH E R . “
JANE BOWLES

Nowadays of course we have a fantastic skilled team
behind of us that contribute their expertise to every
unique detail of the game.
Most of the games you offer are available in English.
What about other languages? How hard is it to create
a good translation for erotic games?
Jane Bowles: A number of our most popular
games are now available in more than one language.
Monogamy is in German, Hungarian, Danish,
Swedish, Spanish, French and American. You might
find it funny of me to say American but culturally
they are different to the UK, they have their own
innuendos and therefore the game has to speak their
‘language’. When playing an intimate game, you
want to feel like it belongs to you, your partner and

your culture, therefore, the spirit of the game has to
compliment to the players, not just the words. We
don’t want people to have to overthink things and so
understanding is key. If the language was broken or
the instructions misunderstood the connection would
be jeopardised which could ruin the entire mood of
the game and cause frustration as opposed to blissful
pleasure.
Other games in multiple languages are: You & Me in
Danish and German, Fifty Nights of Naughtiness in
German, Fifty Days of Play in German, Chemin du
Plaisir is the French version of our English game Path
to Pleasure and we are in the process of having Oral
Fun and Fetish Fun translated into German in time for
Valentine’s day.
What are Creative Conceptions plans for the future in
terms of new games?
Jane Bowles: We will continue to grow our portfolio
and expand the number of games we offer in foreign
languages. Many of our best-sellers are yet to be
translated so we have big plans to do so. To achieve
this, we are very keen to work with distributors who
we can grant exclusivity within their geographical area
in exchange for their assistance with the translation.
Board games are still a relatively undervalued product
in the adult sector, but they open businesses to a
huge population that are novices to it. It gets new
customers through the door that wouldn’t enter
otherwise. Once their interests are spiked, the
potential for repeat custom and up-selling comes
into play. Excuse the pun… lol!
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Few women who have tried such

a product will go back to classic vibrators.
A r n o Do ll p resents th e new Vibra tissimo p ro ducts: Se:cret Kiss a nd Se:c r et Kis s +L icker

e x c l u s iv e

More and more products make use of new stimulation technologies instead
of traditional vibration. As it seems, there is a new product category in the
making. The two latest entries in this group are Se:cret Kiss and Se:cret
Kiss+Licker, courtesy of the Vibratissimo brand. To learn more about these
promising new products, EAN spoke with Arno Doll, who is in charge of
marketing and distribution at Vibratissimo.

will carve out a nice market share for itself. And
on top of that, the pressure wave technology is
shaking up the market a bit, which is good. We
needed that. So, in my opinion, pressure wave
technology will definitely establish itself as a
great option in the vibrator market.
What sets Se:cret Kiss and Licker apart from
other, similar products? What can they do that
other toys can’t do?
Arno: Well, Se:cretKiss+Licker has a tongue
– other pressure wave vibrators don’t. Both
toys are app-controlled, they can be remote
controlled, and they offer an endless variety of
vibration pattern and speed combinations. For
instance, if you wanted Licker to vibrate in sync
with your favourite love song, it could do that.
Also, the suction function of the head and the
tongue can be controlled independently.
Apart from the pressure wave technology, do
Se:cret Kiss and Licker also offer the quality
we know from your other Vibratissimo products?
Arno: Of course, we aim for the highest quality
with all of our products, in terms of materials
as well was craftsmanship. Our customers
can definitely expect to get the same quality
they are used to from previous Vibratissimo
products?

Arno Doll is confident
that the pressure wave
technology will establish
itself in the market

Se:cret Kiss and Licker represent
Vibratissimo’s first foray into the segment of
pressure wave stimulators. Do you believe that
this product category will eventually supersede
vibrating toys?
Arno Doll: Tough question. These products are
still pretty expensive, and there are many people who hesitate to spend that much money on
a toy. But I am sure that this product category
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Is it correct that you developed the pressure
wave technology for these products yourself
and that you already applied for a patent for
that technology?
Arno: That is correct. The products are already
in the process of patent registration.
How long did it take to develop these products,
and what were the biggest challenges along
the way?
Arno: Developing the technology and the
electronic elements took about three months.
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is available
able
uary
from January

Se
Se:cret Kiss+Licker
is a pressure
w
wave vibrator with
in
integrated tongue

That was a very stressful period, but other than
that, there were no real obstacles. It was just careful
planning and hard work in order to make sure the
products would end up exactly the way we had
devised them on paper.
Was it very important for you to protect your new
technology with a patent?
Arno: A patent gives you a certain degree of security.
I know, theoretically it means that no one can copy
this exact technology, but let’s not kid ourselves,
patent or no patent, people copy new technologies
anyway.
What can you tell us about the pricing?
How does Vibratissimo want to position
these two products in the market?
Arno: In the mid to premium price
segment. Our flagship product, Se:cret
Kiss+Licker will be positioned in the EUR
99.95 to EUR 129.95 price bracket.
And who is the target audience for
Se:cret Kiss and Licker?
Arno: Our target audience includes both,
men and women. However, we have
found that men buy more toys, usually
as presents. So ladies, don’t be shy, buy
more sex toys.

What ideas and concepts have you come up with
to give these products the marketing push they
deserve?
Arno: As far as our marketing strategy is
concerned, we have entered into a collaboration with German porn star Lena Nitro. We
already shot two video spots with her which
„SE:CRET KISS+LICKER
you can watch on Youtube or on our own
H A S A TO N G U E OTH E R
homepage. Lena will be the face of these
products. Other than that, we will lean heavily
P R E S S U R E WAV E
on social media and guerilla marketing.

V I B R ATO R S D O N ’ T. “
ARNO DOLL

When will the products be available?
Arno: Se:cret Kiss will definitely be available
from January, and Se:cret Kiss+Licker should
follow later that month. We have already
made a small quantity available for sale on
the Vibratissimo Amazon shop.
Do you plan on using this special technology in other
upcoming products as well?
Arno: Yes, several projects are already in the pipeline.
Bur right now, I can’t tell you any more about that …

The promo videos
featuring Lena Nitro
are available on
www.vibratissimo.com
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How will this product category evolve? Will products
employing these special stimulation modes remain
niche, given how complex and – consequently –
expensive they are? Or is it only a matter of time until
new products in this category launch with the same
frequency as traditional vibrators?
Arno: Few women who have tried such a product
will go back to classic vibrators. So, I expect big
changes, a lot of movement in the market. I don’t
know if the pressure wave technology will ever be as
middle-of-the-road as traditional vibrators are, but the
potential is definitely there. Also: Traditional vibrators
offer vaginal stimulation, pressure wave vibrators are
more about clitoral stimulation – these are two different types of stimulation, and women know that. We
are definitely optimistic, and we will continue to work
on more innovative products.
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There is potential in the brick and

mortar trade, no doubt about it!

O R I O N Fa chgesch ä f te GmbH & C o KG is well-p rep a red f o r th e f uture

e x c l u s iv e

With 148 stores, ORION Fachgeschäfte GmbH & Co KG remains the leader in the adult brick and mortar segment in Germany.
In our interview with Jens Seipp, the company’s head of marketing and communication, we talk about the developments in the
adult market, competition from the internet, service and advice as main pillars of the brick and mortar trade, consumer behaviour, and the fact that old dogs sometimes still have a lot of life in them.
Jens Seipp, what kind of a year was 2017
for ORION Fachgeschäfte GmbH & Co KG?
Jens Seipp: Looking back, we can definitely
be happy with the business year 2017. We
have been on very solid footing for several
years now, and many of our stores managed
to increase sales by a significant margin. That
makes us very optimistic as we enter 2018.
What is your explanation for this development?
Jens Seipp: We put in a lot of hard work
in order to offer our customers a great
product range and a pleasant, inviting sales
environment. Apart from those two factors, the
sales staff in our stores also played a major
role.
How many ORION stores are there in Germany
at the moment?
Jens Seipp: Currently, ORION has 148 stores
across Germany, making us the market leader
in the brick and mortar segment there.
Jens Seipp, Marketing and
Communications Manager
at ORION Fachgeschäfte
GmbH & Co KG
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Let’s analyse the competition: Was
e-commerce once again the big winner of
2017?
Jens Seipp: The e-commerce segment has
never been the measure of all things. Even if
many people choose to ignore it, adult shops
on the internet have a big problem – they are
not really close to the consumers. There is very
little going on in the way of advising customers,
and as a result, a lot of potential sales are not
being made. This is where the brick and mortar
retailers have to pick up the ball, playing on
their strengths by providing direct contact and
qualified advice.
Today, it is pretty obvious that consumers use

both channels, and in the end, the decision
about where they buy – online or in a store – is
often made rather spontaneously. There has
always been competition in this market, and
we are pretty confident and relaxed going
forward in this new year.
If statistics about German consumer behaviour
are to be trusted, 2017 was more about
spending money than saving money. Did you
also notice this consumer confidence in your
stores? Does people’s willingness to spend
money also extend to adult products?
Jens Seipp: I think, general trends always
worm their way into the adult market. And
there are many things that influence consumer
behaviour. There were several broader
developments in the past years that had an
impact on our business. For instance, there
was the refugee crisis in 2016, which did lead
to a certain degree of consumer reticence and
uncertainty. But that faded away rather quickly
throughout 2017. Maybe that’s why we think
that consumer behaviour was so enthusiastic
this past year.
Markets change, so do consumers; sometimes
too quickly for the trade members. ORION
Fachgeschäfte GmbH has been a leader in
this market for 55 years - how do you manage
to adapt to the changing requirements and
expectations of the adult market time and
again?
Jens Seipp: I think that in order to persist
in this market, you need the right mixture of
being willing to change and sticking to your
guns and your previous experience. For brick
and mortar retailers, this also means putting a

w w w. e a n - o n l i n e . c o m • 0 1 / 2 0 1 8

I N T E R V I E W

lot of work into their stores and also putting a lot of
customers can count on a strong adult brand, in
work into winning over the customers. Our standards
both worlds. And that is also how the company is
in terms of store design have changed
perceived by the consumers.
quite a lot throughout the past years. The
products and the presentation have to be
Not so long ago, many people predicted that
in harmony, and the external image, i.e.
the brick and mortar trade was marching
„ I N O R D E R TO P E R S I S T
how the store looks from the outside, also
toward a slow, but inevitable death. How
I N TH I S M A R K E T, YO U
has to fit. This is a continuous process
would you describe the current status of the
that never really ends; in the retail trade,
walk-in retail market? Is there still potential in
N E E D TH E R I G H T M I X T U R E this business model?
nothing good has ever come of resting
on your laurels and the successes of
Jens Seipp: Yes, I am sure everybody has
OF BEING WILLING TO
previous years. Ultimately, there are many,
heard these campfire stories about the
many little building blocks that need to
demise of the walk-in retail trade, but I am
C H A N G E A N D S TI C K I N G
be combined to achieve success in this
under the impression that these premature
T O YO U R G U N S A N D YO U R ‚obituaries‘ for the brick and mortar trade
business.
have quieted down quite a bit these past
PREVIOUS EXPERIENCE.”
When people in the industry talk about
months. I think many people are starting to
ways to engage the consumers, you often J E N S S E I P P
change their way of thinking. Online retailers
hear terms like multi-channel marketing,
want to get closer to the customers and try to
omni-channel marketing, etc. What about
do so by opening their own stores or setting
ORION? What is your focus in this world
up pop-up stores. That should be proof
of near-unlimited channels of communication and
enough. There is still potential in the brick and mortar
distribution?
trade, no doubt about it.
Jens Seipp: One of the big advantages of ORION
group is our level of specialisation in both, the online
Some call 2017 the year of ‚toys for men‘, others
and the offline segment. Each of these segments
believe sex tech and teledildonics to be the big trend
comes with its own set of requirements, and we have
of last year. What category was more successful in
experts who focus on exactly those factors. ORION
your stores?
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Jens Seipp: As far as I am concerned, the big trend
was high-quality toys. Craftsmanship, materials,
features – that’s what people are looking for. And yes,
things such as app control or customisation options
definitely play into that. Also, men are particularly
open to new pleasure technologies. We have many
products in this category, which has grown and
evolved throughout 2017.
Catering to women is nothing new for ORION, it is
pretty much a company tradition. However, the main
target audience nowadays seem to be couples. Is
there something like a ‚typical‘ ORION customer?
Has your clientele changed a lot over the course of
the past years, as sex toys, etc. have become more
and more societally accepted?
Jens Seipp: Everything changes, including the
customers. The cliché that you’d only find older
men in big coats and hats in adult stores, hasn’t
reflected the reality in a long time. The beauty of
this business is, there is no typical customer. From
academics to construction workers, from 18-year
old men to 90-year old women – there is such a
wide and wonderful variety of people who come into
our stores, sometimes alone, sometimes with their
partner or as a group. Shopping at ORION is fun, and
it is perfectly normal. People don’t feel
awkward when they enter the store, and
that is something we are proud of.
For years, there has been a discussion
about brands in the adult market? Some
even doubt if this market needs brands at
all, while others swear by them. What is
your take on this topic? How does ORION
Fachgeschäfte GmbH feel about brands?
Jens Seipp: Well, first of all, we consider
ORION to be a brand itself. And our
consumers definitely look at ORION as
a brand. As for your question: Brands
create trust and acceptance. Therefore,
we need brands in the adult industry, and
we need the message they convey. So,
yes, I absolutely believe that brands are a
boon to our market.

Your company relies heavily on a competent, female
sales force. Is customer service becoming the singlemost important aspect to set walk-in stores apart
from online shops, or is this just one of many pillars
on which the brick and mortar trade rests?
Jens Seipp: As far as we’re concerned, this is
the single-most important factor in our daily work
– actively supporting the customer throughout the
entire shopping process. This is not just about
the service or the sales advice itself; there are
so many things that are easier when you can
interact with a person. For instance, returning
„ A S FA R A S W E ’ R E
a product. In a store, you usually find a
C O N C E R N E D , TH I S I S T H E solution that is in the customers’ interest.
The consumers know and appreciate that,
S I N G L E M O S T FA C TO R
especially if they had negative experiences
in the online market. At any rate, that is the
I N O U R D A I LY W O R K
general tenor from our customers.

A C TI V E LY S U P P O R TI N G
T H E C U S TO M E R

T H R O U G H O U T TH E

SHOPPING PROCESS.”
JENS SEIPP

Which factors affect the consumer’s
purchasing decision? What are the customers in your
stores looking for?
Jens Seipp: In my opinion, a good combination of
store atmosphere, quality products, and professional
sales team goes a long way. More sophisticated toys
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often require some explaining, and the consumers
appreciate it when there is someone on hand who
can lend knowledgeable advice.

Can you tell us about your plans for 2018?
Do you believe there will be big changes in
the German market for adult products? For
instance, what kind of impact will the third
Fifty Shades of Grey film have?
Jens Seipp: We will continue to try and
combine the tried and true with new ideas in
2018, further pursuing the strategy we have
set out on. The third movie in the Shades
of Grey series will definitely create a certain
amount of attention and curiosity, and we are ready
and well-prepared to meet that demand. As a
matter of fact, we are currently working on several
campaigns, but of course, I won’t spoil the surprise
just yet.
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Toon Timmermans has already achieved quite
a lot in the adult market with his company Kiiroo,
but he feels that his greatest achievement is yet
to come. So, what could Toon’s defining
masterpiece be? Well, we don’t really know,
but maybe you can find a few hints in our latest
edition of Monthly Mayhem.

„

What was your childhood ambition?
Toon: To become a professional soccer player.
Unfortunately, I wasn’t good enough. Some of my
friends from my childhood did make it; one of them
played in the World Cup Final in 2010.
How did you get into the sex toy industry?
Toon: I was approached by somebody who had
seen the movie Demolition Man; a film from the 90’s
with Sandra Bullock and Sylvester Stallone. There
is a scene in the movie where they sit across from
each other having virtual sex, and this sparked the
idea - what kind of technology can we create that
will let people feel each other online? What I mean by
“feel” is we did not only want to send over vibrations,
but we wanted to have people feel as close as
possible, so partners can experience real intercourse
from a distance. That is how Kiiroo was born.
If you weren’t in this industry, what would you be
doing now?
Toon: Probably running another company. I have
been an entrepreneur for over 14 years now.
What was the biggest step in your career?
Toon: I don’t think I’ve taken the biggest step of
my career yet, that is still to happen.
Where do you see yourself in 10 years’ time?
Toon: As the person responsible for helping millions
of people feel closer to each other, no matter how far
apart they may be.
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Toon Timmermans
Questions & Answers

How do you envision the future of the sex toy
industry?
Toon: More and more toy brands will be able to
communicate with each other over the internet,
no matter what brand they are from. I also imagine
that more and more of these devices will be able to
connect to different kinds of content, such as
webcam or video.
What is your idea of a perfect working day?
Toon: When it’s sunny and 25 degrees Celsius, which
hardly happens in Amsterdam. Everything else in a
work day you can control, but not the weather.
How do you relax after work?
Toon: There are several things I do to relax
after work. Some of my favourites are
cooking dinner with my girlfriend, or having
a drink with friends. Of course, watching
Netflix and relaxing on the couch is also
top of the list!
Who would you consider your role model
and why?
Toon: To be frank, I don’t think I have any.
When I was a kid, I had several soccer
players as a role model, but that came to
an end when I realised my soccer skills
were not on a professional level.

„ N O M AT T E R W H AT

YO U R G O A L I S : I T ’ S
A C H I E VA B L E ! “
TONN TIMMERMANS

Imagine you have been asked to award a medal to
someone. Who’s the lucky winner?
Toon: The inventor of the G-string ;)
Which personal success are you proud of?
Toon: I’m proud of the way my parents raised me and
how I turned out. But, I have set the bar quite high for
myself, and I have not reached it yet.
What do you particularly like about yourself?
Toon: Probably my perseverance; I never take no for
an answer.
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What song do you sing in the shower?
Toon: I make up my own songs, with silly text, usually
about the bad weather. Amsterdam is a great city, but
the weather sucks big time!
Who would you never ever like to see naked?
Toon: Hahahaha, there is definitely more than one
person!!!
You have a month’s holiday. Where do you go?
Toon: Japan - it has been on my bucket list for a
while, or South Africa. I went to South Africa for 2
weeks last year, it was one of the best holidays I have
ever been on! It definitely won’t be long until I
go back.
Which three things would you take with you
to a deserted island?
Toon: If my girlfriend could be considered a
“thing”, she will be definitely be one of the
three things ;) the other two are my phone
and my laptop. If I get stranded on Necker
Island, there will be internet.
If you could swap lives with somebody for a
day, who would it be?
Toon: Sir Richard Branson. I admire
his way of thinking and the way that he
approaches business challenges.
Is there anything you would never do again?
Toon: Not much actually, I try not to regret things. I
have made mistakes throughout my life, but looking
back and acknowledging those mistakes, I know
now it was the right decision as it shaped my choices
today. I always try to learn from situations and
decisions, whether they are right or wrong.
Do you have some good advice you want to share
with our readers?
Toon: Don’t forget to get to enjoy the ride to your
goal! No matter what your goal is: It’s achievable!
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